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ABOUT CURRENT TRENDS IN GLOBAL E-COMMERCE

E.V. Zenkina, Russian State University for the Humanities, Moscow, Russia

Abstract. Socio-economic consequences of the COVID-19 pandemic have given boost to the
accelerated e-commerce development all over the civilized world in several directions at once. The
relevance of the research presented in the article is that the need for timely adaptation of Russian
manufacturers and sellers to changes in the competitive environment and consumer market. Its
purpose is to describe current trends in e-commerce and develop recommendations to improve the
efficiency of its organization and conduct at the level of business entities, taking the analysis of
existing and future risks into account. The initial data base for the applied research was the content
of such digital tools of the problematic e-commerce field as Oberlo, Data Insight, Saylor Academy,
VC.ru, LeadStartup, Digital Doughnut, BigCommerce and others. The author cites the following
modern e-commerce trends as a guide for subjects of the electronic market seeking to maintain (and,
ideally, improve) their positions: the rapid growth of global and Russian E-commerce market turnover,
the preferential transition to D2C (Direct-to-Consumer) sales, increasing opportunities for barrier-free
market entry by offers, the introduction of client data platforms, the increasing popularity of
marketplaces, providing a technological omnichannel shopping experience, the growth of “voice
shopping”, logistics optimization with a view to optimize the quality of purchases, and the
development of new products. The main advantages and risks of e-commerce tactics have been
defined and characterized, according to which recommendations are given, contributing to the
creation of conditions for the effective development of e-commerce business, in particular, the use
of professional full-fledged websites, selling products through messengers and social networks
(especially for small businesses), increasing consumer confidence in content by filling information
gaps with real customers’ feedback and involving “trusted people” in sales, investments in
automation and digitalization of all manufacturers’ business processes, Internet-marketing
development, etc. It is assumed that further digital transformation will lead to the e-commerce
scaling and allow actors following its development trends to reach a whole new level of efficiency.
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OB AKTYAJIbHbIX TEHAEHLIMSX MUPOBOM SJIEKTPOHHON KOMMEPLUU

E.B. 3eHKMHa, Poccuiickmnii rocyaapCTBEHHbI 'yMaHUTapHbI yHUBepcuTeT, Mockea, Poccua

AHHOTaumsa. CoumanbHO-3KOHOMMYECKMe nocnencTesmnsa naHaemmm COVID-19 nanm TONYOK yCKOPEHHOMY
pPa3BUTUIO 3NIEKTPOHHOM KOMMEPLUMK (aHM. — e-COmmMmerce) BO BCEM LMBUIN30BAaHHOM MUpe cpa3y no
HECKOJIbKMM HanpaBneHUsM. AKTyasIbHOCTb NPeACTaBNEHHOro B CTaTbe MCCNeA0BaHUS 3aK/4vaeTcs B
Heobx0AMMOCTU CBOEBPEMEHHOW aganTauum poOCCUNCKUX MpOU3BOAUTENEN M NPOAABLOB K U3MEHe-
HUAM KOHKYPEHTHOU cpeflbl U NOTPebuTeNnbCKoro pbiHka. Ero uenb cocTouT B ONMCaHUN COBPEMEHHbIX
TpeHAOoB e-commerce 1 pa3paboTke peKoMeHOaLMIi NOo NOBbIWEHUI0 3GHDEKTUBHOCTU €€ OpraHmn3auum
M BEOEHMS HA YPOBHE XO3AMCTBYOWMX CYyObEKTOB C Y4ETOM aHaM3a CYLLECTBYOLNX U MEPCNEKTUBHbIX
puckoB. UcxoaHOM 6a30M faHHbIX NPUKIAAHOW YaCcTU NCCNen0BaHMS CTan KOHTEHT KOHTEHT Takux umd-
pOBbIX MHCTPYMEHTOB npobnemMHoro nons e-commerce kak Oberlo, Data Insight, Saylor Academy,
VC.ru, LeadStartup, Digital Doughnut, BigCommerce u gp. K coBpeMeHHbIM TpeHAaM e-commerce, Ha
KOTOpble C/iefyeT OPUEeHTUPOBATLCA CyObeKTaM 3NeKTPOHHOIO pblHKa, CTPEMSLLMMCS K COXPAaHEHMIO (3
B upeane K yny4yweHum) CBOMX NO3ULMIA, aBTOPOM OTHECEHbI: CTPEMUTENbHbIN POCT 060pOTa MMPOBOTO
M POCCUMMCKOrO pbiHKa e-commerce, NpemMyLLeCTBEHHbI nepexon K npoaaxkam D2C (Direct-to-
Consumer), poCcT BO3MOXHOCTeN no 6e36apbepHOMY BXOAY Ha PbIHOK CO CTOPOHbI MPeaJIOXKEHUS, BHe -
peHve NNaTtdopM KIMEHTCKMX AaHHbIX, POCT NOMNYNSPHOCTM MapKeTniencos, obecnevyeHne TeXHONOI-
YeCcKor OMHUKaHaNbHOCTU COBEPLUEHUS MOKYMOK, POCT «rOJIOCOBbIX MOKYMOK», ONTUMU3ALMS TOTUCTUKMU
C MOMOLLIO aJIFTOPUTMOB MALLUMHHOIO 0ByYeHMs, NepcoHann3aums 1 NporHo3MpoBaHue Ha ocHoBe Big
Data, npMeHeHMe TeXHONOrni AOMONIHEHHOW PEeanbHOCTU, BKITIOYEHUE KPUMTOBANKT B K/lacCUYyeckmne
UM@poBbIe KOLWENbKKY, NONYNSPU3aLUS «3ENIEeHbIX» TEXHONOTMA NPOU3BOACTBA U NOTUCTUKK, pa3BUTHUE
coumanbHoOM KoMmepumu n ap. OnpeneneHbl U 0XapakTepu3oBaHbl OCHOBHbIE MPEUMYLLLECTBA U PUCKU
TaKTUKM e-commerce, B COOTBETCTBMW C KOTOPbIMU AaHbl pEKOMEHAALMK, CMOCOBCTBYIOLME CO30aHMUIO

TpaHcdopMaumsa coumnmanbHO-IKOHOMMYECKOM cucTeMbl / Transformation of Social and Economic System
68



online scientific journal

BENEFICIUM. 2022. 1 (42)

ycnosuin ang 3ddeKTMBHOro pasButmus buUsHeca e-commerce, B YaCTHOCTU, UCNOSb30BaHMe npodeccu-
OHaJIbHbIX MOJIHOLLEHHbIX CalTOB, NPOAAXka TOBAapOB Yepe3 MeCCeHAKEPBI U COLMalIbHbIE CETU (Npexae
BCEro, A/1% Manoro 6usHeca), NoBbILEHWE A0BEPUS NOoTpebuTenen K KOHTEHTY NyTeM 3amnoJHEHUS UH-
(bOpPMaLMOHHbIX TaKyH OT3bIBAMW peasnibHbiX NOKyNaTesnen u NpmuBaevYeHns K NpoaaXkaM «J/uL, Bbl3blBa-
IOWNUX AoBEepUE», MHBECTULMN B aBTOMATMU3aLMIO U LMdpoBM3aLMIo BCexX BU3HeC-NpoLeccoB Npon3Bo-
avtenen, pasBuUTUE MHTEpPHeET-MapKeTuHra u ap. NMpepnonaraeTcs, YToO AanbHeNwWas undposas TpaHC-
dopMauusa npmBeneT K MaclTabMpoBaHUIO e-Commerce U NO3BOJIUT aKTopaM, CleayLlWmM TpeHaam
ee pasBUTUS, BbITU HA COBEPLUEHHO HOBbIN YPOBEHb 3O PEKTUBHOCTHU.

KnioueBble cnoBa: MHTEPHET, PbIHOK e-commerce, undpoBas IKOHOMMKA, IEKTPOHHAsS KOMMepLMS,

3M1EKTPOHHbIN BU3HEeC

Ana umtuposaHusa: Zenkina E.V. About Current Trends in Global E-Commerce // BENEFICIUM. 2022. Vol. 1(42). Pp. 68-73. (Ha

aHrn.). DOI: 10.34680/BENEFICIUM.2022.1(42).68-73

Introduction

The modern economy is developing within the
VUCA-model framework, creating a situation of
“strategic uncertainty” for all its participants, acting
in conditions of interconnection and interdepend-
ence. In this context, the introduction of effective
tools that ensure the preservation (and, ideally, im-
provement) of market positions into economic prac-
tice is the response of business to economic shocks.

The issues of adapting the macro-, meso- and mi-
cro-level economy to new realities are widely cov-
ered in the scientific community. Thus, M. Casson [1]
explores the extent of the impact of crisis political
trends on international business. The need to diver-
sify exports in the face of sanctions pressure is
pointed out by S.I. Belenchuk, E.B. Pokrovskaya [2].
In [3] the consequences of the COVID-19 pandemic
are assessed as a driver for the economy digitaliza-
tion and the e-commerce development. V.M. Tumin
et al. [4] call project management tools one of the
most important modern tools for implementing the
innovation policy. O.P. Ivanova et al. [6] consider the
“triple helix” model of H. Etzkowitz “education -
business - state”, emphasizing that digital solutions
contribute to the growth of the competitiveness of
regional ecosystems. A.D. Bobryshev et al. [7],
C.M. Santos Pereira et al. [7] and A.A. Ahi et al. [8] call
the digital transformation that marks the beginning
of the fourth industrial revolution (Industry 4.0) a
successful business strategy for responding to un-
precedented changes in the external environment,
and C.W. Callaghan [9] studies the consequences of
the deindustrialization of national economies.
R. Castagnoli et al. [10] analyze the Industry 5.0 phe-
nomenon. In [11] the role of social networks in busi-
ness digitalization is studied. At the same time, it is
widely recognized in scientific works that many
business processes of the civilized world have al-
ready been digitized.

Massive digitalization, prolonged social isolation
due to the COVID-19 pandemic and the continued
explosive growth of social media have acted as cat-
alysts for the e-commerce industry. In 2022, the rev-
enue of the global e-commerce market could poten-
tially grow to 5.545 trillion US dollars, and in 2025 -
up to 7.385 trillion US dollars (i.e. 2.2 times com-
pared to 2019) (Fig. 1.) [12]. According to the forecast
of the Data Insight research agency, the turnover of

e-commerce in Russia in 2024 willamount to 7.2 tril-
lion rubles, which is 1.6 trillion rubles more than it
had been predicted before the COVID-19 pandemic
started [13].
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Fig. 1. Global E-Commerce Market Sales, trillion US dollars
/ Puc. 1. Tpopaxm MUPOBOIO pbIHKa e-commerce, TpJiH.
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Source: [12] / UcTOYHMK: [12]

In the near future, e-commerce trends will be
aimed at adjusting the business to the rapidly
changing world, which is forming new conditions for
the development of a competitive environment and
consumer segments.

The purpose of the study presented in the article
is to describe modern e-commerce trends and de-
velop recommendations for improving the efficiency
of its organization and management at the level of
economic entities, taking the analysis of existing
and prospective risks into account.

The source of analytical materials and statistical
data of the applied part of the study was the content
of such e-commerce problematic field digital tools
as the Oberlo trading platform (library of statistics
and analytics), the Data Insight website (Russian an-
alytical agency), the Saylor Academy website (free
education platform), VC.ru - the largest platform for
entrepreneurs and highly qualified specialists on
RuNet, LeadStartup service (electronic encyclope-
dia), Digital Doughnut website (analytics library),
BigCommerce platform, etc. Structuring methods,
their analysis, generalization and synthesis have
been used data.

Results and Discussion
Many of the world e-commerce trends presented
below [14-23] did not originate today, but the
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degree of their relevance will gain momentum every
month and determine the development trajectories
of the electronic market entities at the micro-,
meso- and macro levels.

D2C (Direct-to-Consumer) sales. The electronic
business is moving to the direct sale of goods to the
final consumer by means of online trading, launch-
ing its own online stores and creating showcases on
marketplaces, without intermediaries and dealers.
Building such a communication directly allows us to
control all stages of interaction with customers, re-
ceive feedback from them and constantly improve
the product, while maintaining the target consumer
segment.

Zero-coding. Open-source technology allows us
to assemble a solution (online store, mobile appli-
cation) from ready-made blocks and templates for a
short time and enter e-commerce without program-
ming knowledge and the need for a full-fledged IT
team, i. e. at minimal costs. The market for platforms
that allow us to create products without code is
growing very quickly - in 2021 it was estimated at
3.8 billion US dollars, in 2022 it is predicted to grow
up to 21.0 billion US dollars [17]. Widely known zero-
coding tools today are Bubble, Integromat, Airtable,
SendPulse, Tilda, etc. constructors and services.

CDP Implementation (Customer Data Platform).
CDP platforms combine data from different sources
into a single consumer profile, which describes not
only their socio-demographic characteristics, but
also behavioral patterns on different sites, and build
end-to-end communication through channels, re-
taining and stimulating regular customers.

Growing popularity of marketplaces. A market-
place is an Internet platform where sellers and buy-
ers find each other and interact with each other
(Wildberries, AliExpress, Ozon, dHaekc.MapkerT, etc.).
Marketplaces were the fastest growing online sales
channel in 2020, with 9 out of 10 merchants increas-
ing their sales volume on marketplaces within a
year, and 58% of them increased it significantly. For
more than half (55%) of sellers, this is the main or
only sales channel [18]. Customers prefer market-
places because of the breadth and depth of the
range of goods, the speed of receiving them, the
possibility of free returns; sellers - due to the low
entry barrier, large traffic coverage, delivery speed,
experience of large companies.

Technological omnichannel. Online orders are
made from any device, and seamlessly: from a mo-
bile device, computer, tablet and even TV. 73% of
customers use multiple channels when shopping; at
the same time, the smartphone remains the key one
- about 51% of online customers make purchases
through it [19].

Voice commerce.Voice assistants (Amazon Alexa,
Google Assistant, Anuca, etc.), due to their updated
functionality, become personal shopping assistants
- from searching for goods in online stores to pay-
ing for them - using voice control; they also remind

the user of pending purchases and offer subscrip-
tions. According to the forecasts, global voice pur-
chases will grow to 40 billion US dollars in 2022 and
to 80 billion US dollars in 2023 [20]. The rise of voice
search is opening up business opportunities in
terms of keywords and content.

Logistics optimization. The main goal of online
sellers is to reduce customer waiting time to a min-
imum. So, in China, 90% of parcels are already deliv-
ered within one day, and by 2024, 12-hour delivery
should be the norm throughout the country [21]. In
terms of technology, this is the development of ma-
chine learning algorithms that allow optimizing the
route of each product, computer vision and robotics
for working in a warehouse, blockchain as a way to
record the goods movement, etc.

Personalization and forecasting based on Big
Data. Modern tools for personalizing content can
predict the consumers’ desires and personalize the
entire website pages or the mobile application
screens for them. For example, the ranking engine
from Dynamic Yield, developed on the basis of deep
learning, automatically sorts goods on product
pages; for each user, a unique listing is formed at
each moment of time (when creating a listing, infor-
mation collected about the user and other similar
clients is used, the algorithm also takes the remain-
ing commodities, marginality, current promotions
into account).

Using AR (Augmented Reality) to showcase prod-
ucts. AR improves the customers’ experience, ad-
vance the shopping convenience and reduces the
number of returns. Over 100 million users already
use AR when buying on the Internet, another 35%
are ready to switch to e-commerce if they can see or
“try on” the product in advance [22].

New payment options. In 2022, cryptocurrencies
are expected to be included in classic digital wal-
lets. In addition to increasing sales and conversions
for sellers, for buyers, using an e-wallet provides
ease of use and increased security: they no longer
need to fill in the credit card information on web-
sites or give their cards to offline sellers.

“Green” technologies to reduce emissions and
waste. 65% of customers would like to purchase
goods from sellers that are guided by the principles
of sustainable development, 60% of consumers are
willing to pay more for environmentally friendly
products [23]. Large marketplaces are moving
towards social trends. Amazon has already adopted
a sustainable development program: reducing
waste, emissions and the use of recycled materials.
In 2022, trends are expanded to include resource
consumption in production, use of sustainable
transport in delivery (drones), reducing emissions to
zero and the transition of IT infrastructure to low-
energy consumption.

Social commerce development. Social networks
will make a significant contribution to the e-
commerce expansion. And not only due to the fact
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that social networks redirect users to an online
store; sales will be made directly on Facebook,
Instagram, YouTube, TikTok as brands are and will
be looking for new ways of selling products.

E-commerce entities seeking to dominate the
market need to prepare to embrace the latest trends
as soon as possible. This tactic will allow reaching
and retaining a wider customer base, making faster
transactions, around the clock and around the world,
while minimizing transaction costs and expanding
development prospects for small and medium-sized
businesses [24]. The development of e-business as a
whole is fundamentally changing the tactics and
strategy of not only direct sales, but also other
processes of small and medium-sized businesses,
large corporations, government agencies, non-profit
organizations, allowing them to reduce the cost of
unproductive labour. Therefore, the system of
electronic automatic invoicing and digital payments
can reduce the time between invoicing and
payment, increasing the capital turnover, and also
switch the working time of the released employees
to more important tasks. Electronic communication
systems (e-mail, videoconferencing, Internet
collaboration platforms) save travel costs while
providing improved communication processes, as
well as speed, adaptability and flexibility in
managerial decision-making. Cloud-based business
applications allow employees to do their work
remotely. Digitalization optimizes the processes of
searching, processing and archiving data, recording
financial transactions and personalized
communication with clients.

As more manufacturers and sellers use e-com-
merce sales tactics, the risks generated by the de-
velopment trends described above become more
likely. And although the severity of the problems,
the probability of occurrence and the scale of the
impact of risks vary from one business entity to an-
other depending on many factors, there are some
common potential risks of using e-commerce tools:
hacker attacks on the website, the hosting company
server downtime, server bandwidth Llimitations,
problems with dynamic IP addresses [25], as well as
leakage of customers’ personal data, insufficient
marketing promotion of the website, low speed of
delivering goods to customers, damage of goods
during transportation, shortage of qualified efficient
personnel, growth in product returns, etc.

So, the most problematic issue of e-commerce is
the website operation, on which all the company’s
commercial activities are based. Websites can stop
working for a variety of reasons, some of which are
easier to fix than others. Since successful e-
commerce depends on fast and secure online
transactions, even something as simple as bad web
hosting creates a financial risk for companies. Faulty
servers and insufficient bandwidth lead to website
downtime and customer’s dissatisfaction, so
companies must invest in well-known and reliable

hosting providers, which in turn can increase the
costs associated with running a successful e-
commerce.

E-commerce creates significant risks for the
personal data security, of the customer, who are
often required to provide confidential information
during transactions (mobile phone numbers and
credit cards). This information attracts hackers and
is especially subject to data leakage, so e-commerce
website owners are responsible for using data
encryption methods. Failing to ensure the security
of transactions creates the risk of fines and loss of
customers’ loyalty.

Some temporary changes in the websites
operation algorithms, applications and social
networks in relation to a particular seller may also
be the reasons for the risks. So, a “shadow banning”
can hide a company's account from a subscriber’s -
a potential consumer’s - feed for a certain period of
time. The success of an e-commerce company in
social networks is negatively affected by the
frequency of conducting the subscribers’ contests,
since their sharp inflow provokes the same outflow
after the end of the draw, reducing activity at the
level of algorithms. Before the decision to restrict
access to the Instagram social network in Russia has
been made, the change concerned that the new post
was shown only to 20% of subscribers, in case of
whom being active, it is shown to the next 20% or
stops at the first stage.

There are also marketing risks. All types of
businesses rely on effective marketing to drive
sales, but online marketing methods are very
different from traditional, offline methods. Without
an effective marketing campaign specifically
designed to promote e-commerce, a seller creates a
huge financial risk by investing in marketing
resources that do not direct consumer traffic to
transaction websites.

E-commerce is also subject to systematic (mar-
ket) risks that affect the entire online market seg-
ment. For example, the collapse of dotcoms in 2000
- the “Dot-com bubble”, when many online startups
overestimated in their development and profit gen-
eration opportunities were left without a livelihood
and went bankrupt.

Conclusion

Based on the analysis of the main trends and
advantages of the global e-commerce development
and the risks accompanying this development,
recommendations have been formulated for
creating favorable, maximum safe conditions for the
effective e-commerce business development.

Firstly, we believe that the most competent
technical and marketing solution for e-commerce
will be the creation of a professional full-fledged
seller website for a convenient and most complete
photo and video presentation, a text description of
the entire range of products, placement of customer
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reviews, description of the ordering procedure, etc.
At the same time, a small business can create an
online store from ready-made blocks and templates
of popular e-commerce website builders (Bubble,
Integromat, Airtable, SendPulse, Tilda, Shopify,
Magento, Wix, Squarespace, WooCommerce, etc.)
that provide the flexibility of a digital product to suit
the needs of the seller’s business model. However, if
it is enough for the business needs, messengers and
social networks should be considered as effective
sales tools for e-commerce, which continue to win
the audience.

Secondly, since Russian customers, who used to
have a negative personal consumer market
experience in the early and mid-1990s, are still
skeptical about advertising slogans and promises,
which often do not pass filtering and objective
evaluation, both in relation to consumer
characteristics of the goods themselves, and the
algorithms for their delivery and payment, special
attention should be paid to the publication of full-
fledged reviews of customers who have already
made a purchase in order to fill information gaps
and reduce the likelihood of potential customers
returning goods and refusing to complete
purchases. If it is economically justified, it is
possible to involve a person who inspires
confidence in the target consumer segment in sales.

Thirdly, one should actively invest in the
automation and digitalization of not only sales, but
also all business processes of goods manufacturers
(supply, production, Logistics, HR management, etc.),
increasing productivity and reducing costs, thus
ensuring long-term sustainability in the context of
a gradual but irreversible digital transformation of
the economy.

Fourth, we should not forget about investments
in Internet marketing - online promotion of goods,
- using the e-commerce ability to track the entire
user’s journey: from the first interaction to selling
goods. The main goal of Internet marketing is to
turn website visitors into customers and increase
profits. Internet marketing has three important
advantages that distinguish it from classical
marketing: interactivity (on the Internet, you can
interact directly with the audience, keep in touch
with customers and control the situation); targeting
(@ mechanism that allows you to single out only the
target audience from the entire existing audience
and show ads to them); web analytics (it helps to
understand which actions turned out to be the most
effective and attracted more visitors to the website,
who then converted into purchases).

In conclusion, we should note that, given the far-
reaching consequences that the digital transfor-
mation will have on the business world and society
as a whole, tracking and analyzing the most im-
portant e-commerce trends is an integral part of do-
ing business, providing conditions for increasing the
competitiveness of not only sellers and business

systems, but also of territories, contributing to their
production and innovation potential formation [26].
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