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Abstract

E-commerce is one of the fast-growing industries in the world, and China is doing well in terms of
e-commerce development. However, not all countries believe that e-commerce can boost their
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economy. The UK is an example of a country that limits the development of e-commerce. The fac-
tors affecting the development of e-commerce are very complex. The results of the study show that
in the case of the UK, factors such as the real economy, demographic factors and traditional retail-
ing are the main factors affecting the development of e-commerce. In contrast, the good reasons
for the development of e-commerce in China lie in the areas of infrastructure, policy support, the
increase in the consumption level of the population and the willingness of enterprises to invest.
For countries that oppose the development of e-commerce, the reasons can be distinguished into
subjective and objective factors. Developed countries oppose e-commerce mainly due to subjective
factors, including employment issues, competitive fairness, prevalence of counterfeit goods and
maturity of business models. Whereas, it is mainly objective factors that affect the development of
e-commerce in developing countries, such as geographic climate, political and military, consumer
behaviour and historical reasons. Management insights are provided for the government and
e-commerce practitioners.
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Figure 1. National e-commerce turnover, 2015~2019 (Source: National Bureau of Statistics)
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Table 1. B2C e-commerce sales: Top 20 economies, 2019
2 1.2019 fF B2C B F A SEHE: A 20 KENFF

B2C e-commerce Share of B2C Online shopping Online _shoppers
Rank Economy sales ($ billion) e-commerce sales (million) (% of internet
in GDP (%) users)
1 China 1539 10.7 639 75
2 United States 1261 5.9 189 80
3 United Kingdom 251 8.9 42 88
4 Japan 178 35 55 54
5 France 116 43 38 77
6 Korea (Rep.) 115 7.0 27 66
7 Germany 111 2.9 56 84
8 Spain 64 4.6 23 64
9 India 61 21 70 20
10 Canada 53 3.0 24 84
11 Hong Kong (China) 38 10.4 2 38
12 Italy 35 1.8 19 49
13 Russian Federation 31 1.9 34 35
14 Mexico 31 25 26 32
15 Netherlands 29 3.2 12 84
16 Thailand 27 5.3 5 14
17 Ireland 25 6.4 2 73
18 Australia 21 15 12 73
19 Malaysia 19 6.0 15 35
20 Brazil 16 0.9 48 39
20 above 4021 5.9 1339 59
BRI BEER S5 RES.
Table 2. Online retail sales, selected economies, 2018~2020
= 2. 2018~2020 FE A EFIRRIM LT EH
Online retail sales ($ billion) Retail sales ($ billion) Online share (% of retail sales)
Feonomy 2018 2019 2020 2018 2019 2020 2018 2019 2020
Australia 135 14.4 229 239 229 242 5.6 6.3 9.4
Canada 13.9 16.5 28.1 467 462 452 3.0 3.6 6.2
China 1060.4 1233.6 1414.3 5755 5957 5681 18.4 20.7 24.9
Korea (Rep.) 76.8 84.3 104.4 423 406 403 18.2 20.8 25.9
Singapore 1.6 1.9 3.2 34 32 27 4.7 5.9 11.7
United Kingdom 84.0 89.0 130.6 565 564 560 14.9 15.8 233
United States 519.6 598.0 791.7 5269 5452 5638 9.9 11.0 14.0
Economies above 1770 2038 2495 12,752 13,102 13,003 14 16 19

BRI B EA S 5 RER
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Table 3. Ranking of global e-commerce companies, 2020

52 3.2020 FEeHBEE I HR

Rank by GMV GMV ($ billion) GMV change (%)

Company HQ Industry
2020 2019 2018 2019 2020 2018~2019 2019~2020

1 1 Alibaba China E-commerce 866 954 1145 10.2 20.1

2 2 Amazon USA E-commerce 344 417 575 21.0 38.0

3 3 JD.com China E-commerce 253 302 379 19.1 25.4

4 4 Pinduoduo China E-commerce 71 146 242 104.4 65.9

5 9 Shopify ~ Canada  'MermetMedia& .o 100 044 65.9
Services

6 7 eBay USA E-commerce 41 61 120 48.7 95.6

7 10 Meituan China E-commerce 43 57 71 33.0 24.6

8 12 Walmart USA CO”S“r’:chgOOdS 25 37 64 47.0 724

9 8 Uber usa  InemetMedia& o) or g 305 ~10.9
Services

10 13 Rakuten Japan E-commerce 30 34 42 13.6 24.2

11 5 Expedia usa  InemetMedia& .0, 1g gy 8.2 -65.9
Services

12 6 Booking usa  InemetMedia& o5 g5 55 4.0 ~63.3
Holdings Services

13 11 Airbnb usa  InemetMedia& oo 45 5y 20.3 371
Services

Companies 2035 2399 2890 17.9 20.5

above
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