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Abstract: The aim of the article is to describe the specific aspects of electronic commerce as a relevant sales channel 
with a focus on developments in the field. By evaluating this issue the article summarizes the theoretical basis of the 
issue of e-business and e-commerce. The article focuses on issues such as sales achieved on a global scale, primarily 
European scale. Using forecasts the article refers to possible future developments in this field of business. Another 
objective of the article is to point out the current state of the issue and knowledge and at the same time point out 
possible pitfalls and future developments.   
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1. Introduction 
 

The concept of e-business (Benešová 2010), which also involves the concept of e-commerce, could be described 
as a human activity that involves an exchange of goods or services for money or for other goods or services and is 
carried out using intermediaries for profit. If a large portion of a transaction is carried out through electronic channels, 
such a trade is referred to as electronic trade or commerce. Electronic commerce includes not only the actual 
exchange of goods, services in any form, but also all the accompanying business processes, from advertising, through 
contracting, its implementation, support and after sale service.  

The issue of e-commerce is not as recent as it may seem, however, some consumers still show a certain degree of 
skepticism despite the efforts of e-commerce operators. On the other hand, the issue of e-commerce brings about 
benefits and advantages such as relatively low operating costs compared to brick and mortar shops, continuous 
availability for customers, process automation, timeliness of supply, the possibility of targeted online advertising. It 
should be mentioned, however, that the potential of social networks in terms of e-commerce and their enormous 
popularity increasingly affect the way businesses communicate in the online environment (Kotler et al. 2007). 
 
2. Theoretical basis 

 
The concepts of e-business and e-commerce, which are different from each other, have lot of definitions. These 

definitions can be divided into two groups: one group of authors see these concept as synonyms, the other one see 
them as different yet related notions. (Chaffey 2014). 

E-business could be described as a human activity that involves an exchange of goods or services for money or 
for other goods or services, carried out by intermediaries for profit (Benesova 2010). It should be added that e-
commerce not only includes the actual exchange of goods, services in any form, as well as backing up all the business 
process from advertising, through contracting, its implementation, including support and service after sale.  

In practice, we encounter opinions that e-business is a broader concept that encompasses all aspects of the use of 
IT in business, and is not limited to buying and selling but involves also customer service and cooperation with 
corporate partners and the integration of business processes and internal communication into the online environment 
(Rowley 2002). 

Madleňák (2010) states that for most people e-business means just buying and selling goods and services via the 
Internet. E-business, however, has far more aspects like the management of purchase and sales transactions and 
subsequent transfer of money through communications networks. At present, however, the process also includes 
buying and selling of new commodities such as electronic information. 

The aim of e-business is to improve the competitiveness of business entities by introducing innovative 
information and communication technologies within a business entity for customers’ benefit and convenience. E-
business is not only about automation of already existing processes, it introduces new technologies to help change the 
already established processes and therefore improve them. In order for a business entity to be successful, it needs to 
acquire the right knowledge from the field of marketing, sales, new product development, production and logistics, 
and master processes and technological changes in the context of e-business. In this way, a business entity can 
achieve sufficient competitive advantage by bringing its offer closer to potential customers (Chaffeyho 2007). 

The terms e-business and e-commerce also involve corporate actions aimed at changing organizational structures, 
processes or services of a business entity by exploiting all possibilities provided by the Internet - for example the 
possibility of a wider use of electronic means in the processing and data transfer, the integration of database and 
hardware resources, the possibility of cooperation of users on services and systems, like purchasing goods, checking 
and tracking orders or a cooperation in virtual teams (Jackson, Harris a Eckersley 2003).  

The authors Gála - Pour - Toman (2006) see e-commerce as a subset of e-business where the relationship 
between the company and the customer is primarily based on electronic commerce. The sale of products and services 
to end consumers is supported by electronic media. 

E-commerce caused a revolution that according to Bajaj Nag (2005) is changing the way businesses buy and sell 
their products and services. E-commerce helps to carry out the traditional business through new ways of transmitting 
and processing information using a computer network and thus enables buying and selling of information, products 
and services.  

The concept of e-commerce can also be defined as e-business since it includes any form of transaction or 
exchange of information carried out by information and communication technologies. The author also adds that e-
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commerce is therefore a part of the business environment that is customer-oriented. The entire e-business 
environment therefore supports and builds on the business processes that are necessary for the customer yet invisible 
(Rowley 2002). 

Buková et al. (2014) states that the term e-commerce is understood as a process of selling goods or providing 
services over the Internet. E-commerce means securing business activities through various information technology. 
This concept can also be understood as an exchange of information through electronic media for business or 
promotional activities. 

According to Delina - Vajda (2008) there are several authors who claim that e-commerce encompasses all 
activities carried out in a business entity for profit. Consequently, e-economics consists of three basic components – 
support of infrastructure, electronic business processes and electronic business transactions (purchase and sale). 

Electronic trading is a system enabling direct key business entities, namely sellers and customers, to streamline 
their business relations by making use of electronic networks through which daily economic activities, such as 
payment, delivery of goods or services, are carried out (Bhasker 2013). 

According to Mulačová - Mulač (2013) e-commerce is one of the most economical and most effective forms of 
conducting a business since its processes make it easier for seller to lower their prices when compared to traditional 
sales networks. E-commerce is a very flexible platform for both sides of a purchasing process. 

As stated by Nariman (2012) e-commerce deals with the process of buying and selling of products, services and 
information via the Internet and / or computer networks. The author adds that e-commerce is focused mainly on the 
relationship between business entities and customers while electronic business involves not only customers but also 
suppliers, employees and business partners. 
 
3. The current state of the problem 
 

A continuous growth in sales volumes and a general rise in popularity of e-commerce has been evidenced also by 
a number of analyzes performed by several leading agencies and companies dealing with this issue. Based on an 
analysis of Statista (2016), the total number of active users of e-commerce globally in 2015 reached the level of 1.4 
billion. The analysis shows that the average annual growth in the number of active customers in the period 2015 - 
2020 should reach year on year average at 7.42%. The analysis forecasts globally two billion active users of 
electronic commerce in 2020, which compared to 2015 represents an increase of 43.01%. According to the analysis, 
the total revenues under this segment will probably reach $ 1.18 trillion in 2016. The on-year sales growth of e-
commerce operators in the period between 2016 and 2020 is estimated to reach 10.72%, representing a value of $ 
1.78 trillion. 

Another interesting view of the issues is offered by an analysis of the company eMarketer (Marketingcharts 
2015) who tracks the development of sales volume for brick and mortar stores and e-commerce business entities. 
According to this analysis, the share of e-commerce in comparison to brick and mortar stores worldwide in 2015 
amounted to 6.70%, which represents a value of $ 1.6 trillion. Forecasts for 2016 predict the sector of e-commerce an 
increase to 18.60% and also an increase in their proportion to the brick and mortar stores to 6.00%. However, the 
analysis forecasts for the period 2017-2018 a slight decline in the annual growth. With regard to the period 2013 - 
2018 it can be stated that the e-commerce sector should grow from 1.1 to 2.5 trillion US dollars (total sales), 
representing a growth of 127.27%. In 2018 the share of e-commerce sector on the total trade is projected to represent 
5.50%, which is $ 2.5 trillion. 
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Figure 1. B2C E-commerce sales share in Europe, by country, 2014 (% of total) 

 
 
 
In light of the above data, it is appropriate to point out the results of the analysis conducted by eMarketer (2015) 

which were published in June 2015. The analysis focused on the sales of the e-commerce sector in the European 
countries in 2014. Based on this analysis (Figure 1), the highest share of sales within the European countries was 
recorded in the United Kingdom - 30%. The second largest share was recorded in Germany - 16.80%. France 
recorded 13.4 % share. It should be noted that countries like Russia (4.40 %), Spain (4.00 %), the Nordic countries 
did not pass the threshold of 5.00%. 

 
Figure 2. Overview of e-commerce sales share by region in 2015 (Share of sales) 

 
A closer look at the volume of sales in different regions of the world offered by the analysis of eMarketer 

(Statista 2016b) reveals that the e-commerce sector is in terms of total volume of sales to end customers (B2C model) 
dominated by the Asia-Pacific region with a share of 10.10%. The dominance of the Asia-Pacific region is linked 
with a high number of potential online customers. Comparable proportions in the e-commerce numbers were seen in 
the case of Western Europe - 7.30% and North America 7.00%. Central and Eastern Europe recorded only 2.80%.   
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Figure 3 The development of sales volume and growth rate of e-commerce in the EU (in bil. €) 

 
According to the analyzes of Ecommerce Europe (2016), sales of e-commerce entities in the European countries 

represented in 2015 € 455.3 trillion (see Figure 3). For on-year comparison between 2014 and 2015 this was an 
increase of 13.26% (€ 53.3 trillion). Based on the collected data Ecommerce Europe forecasts for 2016 a sales growth 
in this sector at the level of 12.00% to € 509.90 trillion. For on-year comparison of 2011 - 2016 we noted a growth of 
106.94% from € 246.40 trillion to € 509.90 trillion. It should be pointed out that the highest annual growth was 
recorded in 2013 - a growth of 22.00%. In 2014 the growth rate of sales fell by 8.40 % to 13.60%. A comparable 
growth was retained also in 2015 (Figure 3).   

The above described analysis by Ecommerce Europe (2016) also focused on individual regions of Europe.  
Western European countries clearly dominate with e-commerce revenues at € 252.90 trillion, the annual growth in 
this case represents the value of 12.90%. Central European countries with e-commerce revenues of  € 89.5 trillion 
came in second place, the annual growth in this case amounted to 14.20%. The lowest e-commerce revenues were 
recorded in the Eastern European countries, where e-commerce sales amounted to € 24.50 trillion, while the annual 
growth reached 9.10%, which is the lowest from among all the European countries. It is worth noting that the highest 
increase was recorded in the Southern Europe where the annual growth reached 17.10% (Figure 3). 

 

	
 

Table 1. Total retail sales growth worldwide, by region, 2014-2019 (% of change) 
 
In light of the above, we should highlight the results of eMarketer (2016) which focuses its attention on the 

current status and future development of the e-commerce sector in the world. Based on this analysis, the average 
annual growth of sales in the sector of e-commerce for the period 2017-2019 is expected to be 5.47%. The region 
with the highest annual growth in sales volume should become Middle East & Africa region with an average annual 
rate of sales growth at the level of 16.77% (in the period 2017 – 2019). On the other hand, it should be noted that this 
is the region with the smallest share of total sales (4.4% share in 2016; Table 2) from all regions. The average annual 
growth in revenues for the Central & Eastern Europe region is estimated at 5.6% (for the period 2017 – 2019). Based 
on the analysis the region Western Europe is expected to grow at 1% in the period of 2017 - 2019 (Table 1).  
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Table 2. Total retail sales worldwide, by region, 2014-2019 (% of total) 
 
Based on the above analysis of eMarketer (2016) it can be stated that the largest share in total revenues within 

the segment of e-commerce in 2015 was recorded by Asia - Pacific region (38.1%). Based on forecasts it can be 
expected that the share of Asia - Pacific region will grow in the near future, namely 2019 when the share is projected 
at 41.1%. On the other hand, the lowest share of 3.80% (2015) was recorded in the region of Middle East & Africa. 
The contribution of North America and Western Europe regions on the total sales from e-commerce should in the 
period 2017 - 2019 decline (Table 2). An interesting finding is the fact that if the region Central & Eastern Europe is 
expected to show steady numbers regarding e-commerce, in particular, the proportion of e-commerce sales should be 
at 7.7%. 
4. Conclusion 
 

It is not necessary to emphasize that the rapid development of information technologies and the rapid increase of 
information exchange in the 21st century brought new innovative ideas to the whole society. The wide adoption of 
information technologies has led to countless major changes. These changes affect how we communicate with each 
other, how we organize our daily activities, how we educate the young generation and how we conduct a business. 
For businesses who place their goods and services on the market the online environment is highly important factor in 
terms of competitiveness. In addition to opportunities and benefits the online marketing communication brings we 
should not forget about the possibilities e-commerce as a part of e-business brings with itself. It is not necessary to 
emphasize that e-commerce offers businesses several above-mentioned advantages that brick and mortar stores 
cannot. 

The status of e-commerce as an important sales channel is now hardly disputable. This trend is confirmed by 
several analyzes and studies by renowned organizations such as Statista (2016; 2016b), eMarketer (Marketingcharts 
2015), eMarketer (2015), Ecommerce Europe (2016), eMarketer (2016). Apart from showing the current state of the 
issue the above analyzes and studies point out to future developments - the expected substantial growth of the sector. 
It should be noted that e-commerce operators will be successful only if they can listen to their customers while 
adapting to the current technological trends in this area. The latest technologies and the best understanding of the 
needs of customers and their user preferences are the most crucial factors determining success in this hyper 
competitive market. 
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