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Abstract 

The use of e-commerce technologies in trade has been developing for several decades. Nevertheless, 

often the share of online purchases in the total retail trade turnover in some regions remains 

insignificant. The COVID-19 pandemic has been a strong driver for increasing the digital 

development of the population, including in the use of e-commerce. The article analyzes the direct 

impact of the COVID-19 pandemic on the development of e-commerce, using the example of the 

regions of the Russian Federation, and compares the corresponding growth rates. It is concluded that 

e-commerce has the greatest potential for its development in the case of initially low development in 

the region, due to the involvement of new users, rather than in more developed regions. 
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1. Introduction 

 

E-commerce, as a direction of development of remote trade, is becoming increasingly 

important in the modern life of society. The use of digital technologies in trade activities allows for 

better provision of the population with a product range, affecting the standard of living in general. 

Traditionally, remote trade is designed primarily to provide a product range of the territory with a low 

population density. Nevertheless, e-commerce is currently developing in large cities, where the 

problem of product assortment is the least acute.  

It is advisable to highlight, first of all, a greater propensity for innovation in the most 

economically developed regions as the main reason for this situation. The importance of developing 

regional e-commerce is also noted in the work of L. Wang [39]. 
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The introduction of new technologies in trade is devoted to the work of many authors. The 

work of M.J. Ferreira [8] is devoted to the analysis of digital technologies in retail trade. In particular, 

the paper shows that multi-party trading platforms combine online and offline markets to make 

shopping more convenient for consumers. Currently, an increasing number of trade organizations 

consider e-commerce as part of the multi-channel strategy of the firm [12]. An increasing number of 

trade organizations are switching to multi-channel sales, integrating various forms of trade [33]. Most 

retailers are currently undergoing a major transformation, becoming omnichannel retailers[1]. 

Marketplaces also play an important role in trade[29]. 

In turn, digital technologies can stimulate the decision of potential customers to purchase 

goods for trade organizations[17], as well as reduce the number of costs, primarily rent [21]. As 

shown in the work by G.N. Chernukhina [4], this allows trade to develop in conditions of a deficit of 

loan capital. 

The increase in the share of online retail sales indicates a change in consumer behavior. The 

companies that were the first to react quickly to the change in the structure of demand were able not 

only to survive during the pandemic but also to increase their profits. It is important to note that the 

study of consumer behavior, the characteristics of age, and gender categories is a priority task in the 

formation of assortment policy, as well as the renewal and reorganization of the product range. 

In particular, the work of C. Guthrie [11], J. Moon [26], D. Gabriel [9], and others shows the 

transformation of consumer behavior patterns in the Internet environment amid the pandemic. Direct 

analysis of consumers, the specifics of the formation of their requests in modern trade are presented 

in the work of O.S. Karashchuk [15]. The work of Juliana [14] also shows the high role of social 

interaction of potential consumers.  

It is shown in the work of H. Moksin [25], using the example of Malaysian buyers, that at 

present, the assumed risk of non-fulfillment and, accordingly, the financial risk when forming an 

order remain in the minds of consumers.  

As a result of the analysis of consumers, several authors note the high role of mobile digital 

technologies [30]. This is especially true for millennials. Thus, the current direction of the 

development of digital commerce is connected not only with the wired connection of users to the 

Internet but also with the development of cellular networks.  

The main task of the development of remote trade is the formation of a product range in 

regions with low population density. In this regard, it is appropriate to note the high social 
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significance of the development of e-commerce as a form of remote trade. It is shown in the work of 

E.A. Mayorova [23] that in modern conditions, an increasing number of trade organizations pay their 

attention to solving this problem. As mentioned earlier, the social role of remote trade is primarily 

manifested in the formation of a product range in regions with low population density. However, it is 

also worth noting such functions of e-commerce as its positive impact on pricing, organization of 

services for low-mobility groups of the population, and others. Thus, the problem of pricing for 

socially significant goods in the context of the state's food security is analyzed in detail in the work of 

E.A. Mayorova [22]. Y. Syaglova [35] notes that the further growth of the e-commerce market in 

Russia will occur due to active participation in the sales of product categories. The delivery of goods, 

in particular, the associated problem of unethical returns, is presented in the work of H. Chang [2]. C. 

Wang [38] noted that the surge in e-commerce has resulted in many businesses facing an influx of 

product returns.  

The COVID-19 pandemic has had an impact on the way people live their daily lives. Various 

restrictions on the movement of residents were periodically imposed in many countries of the world. 

In addition, the population also tried not to leave their homes in conditions of high risk of infection. 

In this regard, Internet technologies have become very popular, and in turn, they stimulate the 

population to accept new technologies of trading activities. In particular, the work of M. Naeem [27] 

shows the prospects of non-cash forms of payment for goods in the context of a pandemic. As shown 

in the work of A. Nagurney [28], the COVID-19 pandemic also caused a transformation in the 

formation of supply chains. The work of Q. Ding [6] shows the economic features of controlling the 

risks of developing coronavirus infection in the logistics system of e-commerce. The work of R. 

Ishfaq [13] also shows the high role of digital technologies in supply chains. 

Amid the pandemic, it is appropriate to compare the development vector of both the natural 

development of e-commerce and its development under the influence of the stimulating factor caused 

by the COVID-19 pandemic. 

 

2. Methods 

 

It was proposed to use the development of electronic commerce on the example of the 

Russian Federation as an information base of the study. This choice is explained by a rather strong 

regional differentiation. In particular, the maximum development of e-commerce was in Moscow – 

9.3%, while in many regions sales via the Internet are insignificant, at the level of 0.1-0.2%. The 



 
ISSN: 2237-0722  

Vol. 11 No. 4 (2021) 

Received: 11.05.2021 – Accepted: 03.06.2021 

                458 

 

 

 

growth rate of the share of sales via the Internet also differs – if in the Russian Federation the growth 

rate is 95% as a whole, then in several regions it was more than 500% – these are regions where 

previously sales via the Internet did not exceed 0.5% (Orenburg Region, Kamchatka Territory, and 

others). 

The data of the Federal State Statistics Service of the Russian Federation was used as a source 

of information. It should be noted that the calculation methods differ from one organization to 

another. Thus, if according to the Federal State Statistics Service of the Russian Federation [41] the 

share of Internet sales in the total volume of retail trade in 2020 is 3.9%, then according to the 

Association of Internet Trade Companies [42] the share of online purchases was 9,6% of the total 

retail turnover. It is also important that in the first half of the year it reached 10.2%, which is 

determined by the impact of the COVID-2019 pandemic. However, according to the Federal State 

Statistics Service, the turnover of retail trade in non-food products in April 2020 decreased by 36.7%. 

In this regard, a number of the largest non-food electronic platforms began to sell food and essential 

goods. The decision of the "Lamoda" company to cooperate with the retailer "VkusVill" and the 

introduction of long-term food products in its range brought the company an increase in turnover by 

32% at the end of last year. 

Thus, the methods of the study suggest a comparison of the pace of development of e-

commerce during the pandemic and before it, which allows drawing qualitative conclusions about the 

impact of stimulating factors on the development of e-commerce. The study also analyzes the impact 

of factors that are also directly related to the sphere of trade.  

 

3. Results 

 

The overall increase in the share of sales via the Internet for 2020 compared to 2019 was 95%, 

while the value of 18% was noted in the previous period. This allows concluding that the share of 

sales via the Internet has a high impact in the context of the COVID-2019 Pandemic. Table 1 shows 

the distribution of the regions of the Russian Federation by the share of online sales 
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Table 1 - Distribution of regions of the Russian Federation by the share of online sales 

The share of online sales 

in the total volume of retail trade 

turnover, % 

0 to 1% 1.1 to 2.0% 2.1 to 3.0% Over 3% 

Share of regions, 2019, % 72 19 3 6 

Share of regions, 2020, % 11 46 31 12 

 

Source – compiled by the authors based on the data of the Federal State Statistics Service of 

the Russian Federation [41] 

 

As can be seen from Table 1, the level of sales above one% has been achieved in the vast 

majority of regions, but there is still no significant value of sales via the Internet – only in 12 regions 

the share of sales via the Internet exceeded 3%.  

Table 2 shows the ratio of the growth rate of e-commerce to the share of Internet sales 

achieved in 2020. 

 

Table 2 - The ratio of the growth rate of e-commerce to the share of Internet sales achieved in 2020. 

 The share of Internet sales in the total volume of retail 

trade turnover, % 
0 to 1% 

1.1 to 

2.0% 

2.1 to 

3.0% 

Over 

3% 

The growth rate in 2019, %     

Minimum 75 75 82 95 

Maximum 300 300 275 153 

Average 138 141 149 117 

The growth rate in 2019, %     

Minimum 500 122 153 131 

Maximum 319 567 414 266 

Average 225 257 242 183 

The ratio of the growth rate of the average share of sales 

via the Internet in 2020 to 2019, % 

231 182 162 156 

 

Source – compiled by the authors based on the data of the Federal State Statistics Service of 

the Russian Federation [41] 
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As can be seen from Table 2, the main potential for its development of e-commerce is 

acquired at the expense of regions where previously its development was the least. This is primarily 

since the population has previously used e-commerce technologies in localities with a high proportion 

of purchases via the Internet, and the growth of sales via the Internet was largely determined by 

forced self-isolation.  

The period of forced self-isolation led to the involvement of buyers in e-commerce in regions 

with an initially low share of purchases via the Internet.  

 Table 3 shows the ratio of the growth rate of sales via the Internet with the direct use of 

telecommunications technologies by the population. 

 

Table 3 - The ratio of the growth rate of sales via the Internet with the direct use of telecommunications technologies by the 

population. 

The share of Internet sales in the total volume of retail trade 

turnover, % 
0 to 1% 

1.1 to 

2.0% 

2.1 to 

3.0% 

Over 

3% 

The ratio of the growth rate of the average share of sales via 

the Internet in 2020 to 2019, % 

231 182 162 156 

Internet usage by the population, %     

Minimum value 77 71 72 83 

Maximum value 91 92 91 96 

Average value 84 82 82 88 

 

Source – compiled by the authors based on the data of the Federal State Statistics Service of 

the Russian Federation [41] 

 

As can be seen from Table 3, the growth of e-commerce is not directly related to the use of 

the Internet by the population. Thus, there is also a higher share of sales via the Internet only in 

regions that have a relatively high share of sales via the Internet.  

The share of retail trade networks is often considered as one of the characteristics of trade 

development. Table 4 shows the ratio of the growth rate of sales via the Internet with the 

development of retail trade networks. 
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Table 4 - The ratio of the growth rates of sales via the Internet with the development of retail trade networks 

The share of Internet sales in the total volume of retail 

trade turnover, % 
0 to 1% 1.1 to 2.0% 

2.1 to 

3.0% 

Over 

3% 

Share of retail trade networks, %     

Minimum value 8 13 25 40 

Maximum value 44 51 59 60 

Average value 26 37 37 46 

 

Source – compiled by the authors based on the data of the Federal State Statistics Service of 

the Russian Federation [41] 

Thus, it can be seen from Table 4 that the development of the share of sales via the Internet is 

still more widely developed in regions where there is also a high level of trade development.  

 

4. Discussion 

 

The results obtained, based on the example of regional trade in the Russian Federation, are 

directly related to the conclusions obtained by various researchers in the world. Thus, the work of H. 

Chang, [3] based on data from the largest agri-food e-commerce platform in Taiwan, shows that the 

COVID-19 pandemic increased sales by 5.7% and the number of customers by 4.9%. The work of A. 

Marino [20] shows the directions of regional development in the context of overcoming coronavirus 

infection, and also shows the high role of the use of various digital technologies. The importance of 

regional logistics development is shown in the work of X. Tang [36]. As for the Russian Federation, 

it is shown in the work of L.M. Sadykova [31] that the development of Internet channels is gaining a 

significant role in the implementation of insurance products, and in the work of V. Zhurakovskaya – 

on the example of full-time and distance school education. 

However, the work of P. Dannenberg [5] shows a general rise in grocery shopping and a 

disproportionately high growth in online grocery shopping, but also notes a relatively minor transition 

from a grocery store to a fully electronic one. This conclusion also confirms the hypothesis that if in 

regions with a small share of purchases via the Internet, the promotion of the use of digital 

technologies in trade was felt quite strongly, then it is also possible to distinguish a situation where, 

with sufficient development of the network of these technologies and an increase in the lockdown 

period, the further use of digital technologies in trade after the removal of restrictions remains a 
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matter of discussion. The formation of a contactless trading environment was most important in the 

context of the pandemic [32]. 

The development of new formats of retail trade in the context of the trend of digitalization of 

trade is considered in the work of D.K. Gauri [10].  

 As mentioned earlier, improving usability is also important in the development of Internet 

technologies. C. Koetz [18] identifies such categories of improving the efficiency of digital 

commerce as providing an improved multi-channel shopping experience, rewarding loyalty and 

connecting with customers, facilitating purchases on social networks, and admiring customers. It is 

advisable to pay special attention to mobile commerce in this situation. Despite the rapid spread of 

smartphones among consumers of digital fashion, their attitude to mobile applications and retailers' 

websites is causing growing dissatisfaction [37]. It should be noted that smartphones are the device 

that is directly located near the buyer permanently, being the center of his/her digital life. In this 

regard, several researchers [7] note the continuity of the shopping process, in contrast to a one-time 

visit to traditional stores. S. Singh [34] notes the potential for the development of e-commerce in the 

presence of multiple connections, which largely determines the level of customer involvement in 

digital commerce.  

As noted in the article of O.S. Karashchuk [16], the growth of the share of retail e-commerce 

is an important indicator of the economic and social well-being of the whole country. It is also worth 

noting that in Russia, retail in its modern form has existed for a little more than twenty years, so its 

stable and effective development is one of the most important triggers for the economic growth of the 

entire retail trade. In particular, it is the grocery retail that is particularly acutely experiencing any 

crisis phenomena in the economic and social life of the country. The author also notes such factors as 

competition, insufficient demand, and high taxes as a deterrent to the development of trade in general. 

However, it is important to note that the development of e-commerce does not  

completely replace other forms of the trade organization. Currently, retail stores and, in 

particular, shopping centers are experiencing a period of decline caused by the development of digital 

technologies in the modern economy[19]. Nevertheless, the article [19] analyzes how digital 

technologies can be used in traditional trade as well. It is also important to note the opinion of various 

scholars [24] that the use of multi-channel sales leads to an increase in customer loyalty to the 

product range.  

 



 
ISSN: 2237-0722  

Vol. 11 No. 4 (2021) 

Received: 11.05.2021 – Accepted: 03.06.2021 

                463 

 

 

 

5. Conclusion 

 

Although the development of e-commerce has been going on for several decades, the growth 

of the share of online purchases is characterized by a fairly high rate. Currently, there are still quite a 

large number of regions where online sales are less than one%. The COVID-19 pandemic was a 

stimulating factor that largely contributed to its growth. 

The authors, using the example of the Russian Federation, show that the largest growth in the 

share of e-commerce is currently achieved in regions where the share of Internet sales at present does 

not exceed two% – the maximum achieved value is 567%, while the indicated growth was 267% in 

regions with greater development of e-commerce.  

As a result of the study, it can be concluded that the growth of the share of e-commerce under 

the influence of a stimulating factor, such as a pandemic is largely interrelated with the involvement 

of new customers in e-commerce. 
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