
E-commerce as a Consequence of Innovation 
and the Cause of New Innovations for SMEs: 
the Perspectives of Latvia and Lithuania
Baiba Rivza
Prof., dr. hab. oec., Latvia University of Life Sciences and Technologies
Jelgava, Latvia
e-mail: baiba.rivza@llu.lv

Maiga Kruzmetra
Senior researcher, Latvia University of Life Sciences and Technologies
Jelgava, Latvia
e-mail: maiga.kruzmetra@llu.lv

Peteris Rivža
Prof., dr. sc. hab. ing., Latvia University of Life Sciences and Technologies
Jelgava, Latvia
e-mail: peteris.rivza@llu.lv

Astrida Miceikiene
Prof., dr., Vytautas Magnus University, Kaunas, Lithuania
e-mail: astrida.miceikiene@edu.lt

Alvydas Balezentis
Prof., dr., Mikolas Romeris University, Vilnius, Lithuania
e-mail: a.balezentis@gmail.com

Jonas Jasaitis
Prof., dr., Šiauliu University, Šiauliai, Lithuania
e-mail: moksolietuva@gmail.com

Comparative Economic Research. Central and Eastern Europe
Volume 23, Number 3, 2020
http://dx.doi.org/10.18778/1508-2008.23.17

mailto:baiba.rivza@llu.lv
mailto:maiga.kruzmetra@llu.lv
mailto:peteris.rivza@llu.lv
mailto:astrida.miceikiene@edu.lt
mailto:a.balezentis@gmail.com
mailto:moksolietuva@gmail.com
http://dx.doi.org/10.18778/1508-2008.23.17


8

Baiba Rivza, Maiga Kruzmetra, Peteris Rivža, Astrida Miceikiene, Alvydas Balezentis, Jonas Jasaitis

Abstract
The emergence of new technologies and the expansion of digitalisation have creat-
ed an opportunity for e-commerce to develop. A supplier and a buyer of goods and 
services meet in the e-environment and solve their problem without direct contact, 
which is mutually beneficial. Accordingly, when it comes to globalisation, e-commerce, 
as a system, becomes an important topic of research in general, and, in particular, it is 
vital for small and medium enterprises (SMEs), since most enterprises in the European 
Union (EU) are SMEs. Latvia and Lithuania are EU Member States, and SMEs are dom-
inant in these two Baltic States. The aim of the research is to identify and compare the 
opinions of producers/sellers and buyers on the positive contribution of e-commerce 
to date and the problems caused by e-commerce for both sides. The research em-
ployed data from Eurostat, OECD and the Central Statistical Bureau of Latvia as well 
as the authors’ own data from a survey (e-commerce users: suppliers (n=112) and 
buyers (n=138) of goods and services) conducted in Latvia and Lithuania. An analysis 
of the statistical data reveals the current objective position of e-commerce in both 
countries. The proportion of small and medium enterprises involved in this process 
is increasing. At the same time, the processing of the results of the e-commerce sur-
vey enables the authors to see a subjective view of this process, which includes both 
positive and negative features of both the buyers and the sellers. Identifying problems 
and comparing the situations in the two neighbouring countries opens the way to find 
e-commerce development directions and reduce the problems not only economically 
but also geographically and ethnically, as the objective data on e-commerce are not 
identical for Latvia and Lithuania, even though the data are positive and only slightly 
different. 

Keywords: e-commerce, SMEs, innovation, motivation
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Introduction

Europe 2020 is the European Union’s strategy for smart, sustainable and inclusive 
growth. Smart growth refers to an economy based on knowledge and innovation 
as drivers of future growth. The flagship initiative for smart growth, called “A Digital 
Agenda for Europe”, prescribes the ultra-fast creation of information and communica-
tion technology systems, which also takes into consideration the growing effect of the 
European Digital Single Market (EC 2010). Even though the digital economy is grow-
ing faster than the economy as a whole (EC 2014), the expected European Digital Sin-
gle Market is not developing sufficiently fast. The Digital Economy and Society Index 
(DESI) was designed to assess the digitalisation process, and since 2004, it has meas-
ured the progress of the EU Member States towards a digital economy and society, yet 
some changes have occurred in the digitalisation process (EC 2018a). On 10 May 2017, 
the European Commission published a mid-term review of the Digital Single Market 
Strategy. It presents and evaluates the progress in implementing the Strategy since 
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2015 and highlights where further actions are needed (data economy, cybersecurity 
and online platforms) (EC 2017). However, according to the European Ecommerce As-
sociation (EMOTA), Internet use and online shopping differ strongly across the EU 
Member States (European Ecommerce Report 2018).

E-commerce as a phenomenon attracts the attention of policy-makers and prompts 
activity in research on the e-environment, e-skills and, of course, the effects of e-com-
merce on the social and economic activity of individuals. Research has revealed that 
business patterns transform under digitalisation (Schallmo et al. 2017; Byungjoon and 
Moonkyoung 2019), or the transformation occurs in a particular segment of the econ-
omy, e.g. agriculture (GFA 2018). Research has found that e-commerce has expanded 
in the key EU Member States (Raisová and Ćurpová 2014). At the same time, a num-
ber of authors have pointed to the unbalanced development of innovation both among 
countries and within some countries (Raisová and Ćurpová 2014; Pytkowska and 
Korynski 2017). A significant focus in the research is placed on analysing the effects 
of technologies, and digitalisation in particular, on the working world. The term “Indus-
try 4.0” has led to the term “labour 4.0” (Grass and Weber 2017). One of its features is the 
expanding scope of work on digital or online platforms (Waas et al. 2018). The chal-
lenges of working on online platforms were extensively discussed at the Trade Union 
Forum (TUAC 2017). The International Labour Organisation (ILO) has done extensive 
research into digital labour platforms and the future of work, which require from indi-
viduals another level of thinking, knowledge and skills (Berg et al. 2018). Work on digi-
tal or online platforms explicitly indicates the e-commerce system in an economy. 

Small and medium enterprises (SMEs) in the EU constitute most of the total num-
ber of enterprises, and they are dominant in Latvia and Lithuania (Eurostat 2018). 
Therefore, an analysis of the factors that promote or hinder SMEs is crucial from 
the perspective of opportunities for their economic development. As e-commerce ex-
pands, the authors have set the aim of identifying and then comparing the opinions 
of manufacturers and consumers on their involvement in this system in the two small 
Baltic States. In particular, the authors aim to explore the positive contribution that 
e-commerce has made to date and, at the same time, to identify the problems posed 
by the established e-commerce system and which arise from economic cooperation 
between both sides. A specific research task was also to make a cross-country com-
parison to look for positive experiences in the functioning of the e-commerce system 
in either country.

The research employed data from Eurostat, the OECD and the Central Statistical 
Bureau of Latvia, as well as the authors’ own data from a survey (e-commerce users 
of goods and services: suppliers (n=112: 95 in Latvia and 17 in Lithuania) and buy-
ers (n=138: 61 in Latvia and 77 in Lithuania)) conducted in Latvia and Lithuania. The 
survey was carried out in 2018. Despite the fact that the sample groups were not rep-
resentative (did not reflect the views of the entire population groups as entrepreneurs 
and consumers), the obtained data and results of this analysis provided an insight into 
supply and the demand in e-commerce, stressing the problems to be tackled.
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Results and discussion

Latvia and Lithuania have been EU Member States since 2004. One of the goals of their 
accession to the EU was to achieve at least the average social development level of the 
EU. It could be achieved only by successful economic growth, including digitalisation. 
The performance of the economy in relation to digitalisation is measured by the DESI 
index, which shows the progress of the EU Member States towards the digital economy 
and society. The index shows the situations in all the EU Member States, which gives 
an opportunity to compare individual Member States and benchmark them against 
the EU average (EC 2017b, p. 5).

Positions of Latvia and Lithuania within the EU 
with regard to e-commerce

At present, Denmark, Sweden, Finland and the Netherlands have the most advanced 
digital economies and societies in the EU, followed by Luxembourg, Ireland, the UK, 
Belgium and Estonia. Romania, Greece and Italy have the lowest scores on the DESI. 
In 2018, the DESI scores ranged from 71.7 (Denmark) to 37.5 (Romania) (EC 2018b); 
the median was 54.6, and the mode was in the range of 50.8–60.7. The positions of all 
the Baltic States (Estonia – 59, Latvia – 56.6, Lithuania – 50.8) were within the range 
of the mode. An analysis of the DESI components associated with or directly relat-
ed to e-commerce reveals that the situation is less favourable. As shown in Tables 1 
and 2, Estonia has succeeded in reaching EU averages, while Lithuania reached some 
of them. Latvia, unfortunately, lagged behind considerably in terms of EU averages 
pertaining to e-commerce. 

Table 1. Use of Internet services for shopping (value indicator), 2014–2018

3c2 – Shopping Estonia Latvia Lithuania EU–28 Denmark Sweden Finland
2014 57.0 44.0 36.0 63.0 81.0 80.0 73.0
2018 65.0 55.0 49.0 68.0 82.0 84.0 75.0
Change + 8.0 + 11.0 + 13.0 + 5.0 + 1.0 + 4.0 + 2.0

Source: authors’ calculations based on the Digital Economy and Society Index (DESI) for 2018.

Of course, the numbers of users of Internet shopping services have increased in all 
the three Baltic States at a higher rate than on average in the EU, which confirms sig-
nificant progress in this area. Nevertheless, much has to be done to reach the EU av-
erage, and the level of the Nordic countries in particular, as the Baltic States are in-
cluded in this country group for the assessment of digitalisation performance. It is 
confirmed by the indicator values for Internet services for shopping in Denmark, Swe-
den and Finland. 
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Table 2. Linear and horizontal comparison of integration in e-commerce (indicator value), 2014–2018

4b1 – SMEs selling online Estonia Latvia Lithuania EU–28 Denmark Sweden Finland 
2014 12.0 6.9 18.0 15.0 26.0 24.0 14.0
2018 15.4 10.6 21.9 17.2 27.8 28.5 19.6
Change + 3.4 + 3.7 +3.9 + 2.2 + 1.8 + 4.5 + 5.6

4b2 – E-commerce 
turnover Estonia Latvia Lithuania EU–28 Denmark Sweden Finland 

2014 13.0 7.6 7.4 8.8 14.0 14.0 ...
2018 11.4 8.6 11.8 10.3 14.5 15.0 ...
Change –1.6 + 1.0 + 4.4 + 1.5 + 0.5 + 1.0 ...

4b3 – Selling online  
cross-border Estonia Latvia Lithuania EU–28 Denmark Sweden Finland 

2014 5.5 4.1 11.0 6.5 9.9 7.7 4.8
2018 8.3 4.7 12.4 8.4 9.2 9.7 5.9
Change +2.8 + 0.6 + 1.4 + 1.9 –0.7 + 2.0 + 1.1

Source: authors’ calculations based on the EC (2019) Countries’ Performance in Digitisation.

SMEs represent 99% of all businesses in the EU and are the most important sources 
of employment (EC 2018a). For this reason, promoting innovative economic activities 
is a priority, while one of the kinds of innovative activity this century is the expan-
sion of e-commerce among SMEs. The authors’ calculations showed that performance 
in digitisation has improved in the EU Member States. The number of micro-, small 
and medium enterprises, which represent SMEs, who were engaged in e-commerce 
had increased, as had net turnover and cross-border online selling. Linear e-com-
merce growth was observed both in the EU as a whole and in any Member State. 
However, individual Member States could be divided by development level into cat-
egories, beginning with innovation leaders, strong innovators and moderate inno-
vators, through to modest innovators. Since the European Ecommerce Association 
includes Denmark, Sweden and Finland (innovation leaders) and all the three Baltic 
States – Estonia, Latvia and Lithuania (moderate innovators) – in the group of Nor-
dic countries, the authors selected the previously-mentioned countries for analytical 
comparison (Table 2). Each country analysed had some differences regarding the re-
search problem. The growth rates for SME online selling and cross-border online sell-
ing differed. In 2014, among the innovation leaders, only Denmark dominated, while 
in 2018, Sweden outpaced Denmark. Among the Baltic States, Lithuania performed 
the best in SME e-commerce. However, the most important conclusion is that e-com-
merce is expanding in all the economic activities of SMEs in all the Baltic States, slowly 
approaching the level of Nordic leaders with regard to this innovative activity. A log-
ical question arises – what contributes to and hinders the expansion of e-commerce 
in the economic activities of SMEs the most. The second part of the research focuses 
on answering the question.

                    E-commerce as a Consequence of Innovat on and the Cause of New Innovat ons for SMEs…
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The e-commerce system as a supply and demand 
interaction

E-commerce as a system

A system is an arrangement or collection of objects that operate together for a common 
purpose. The objects may represent machines, humans, as well as physical and biolog-
ical entities. E-commerce, in essence, is a system comprised of at least three elements: 
a supplier of a good/service, the good or service itself and the buyer of the good/service. 
This system effectively functions only when the supplier and the buyer interact and 
the wishes of both parties more or less coincide, which manifests itself in a successful 
offer of goods/services and the active demand for the goods/services. 

Most scientists see this system as a set of system components, one of which is the 
technological-economic component. It includes the availability of the Internet, the fi-
nancial capacity to purchase necessary hardware, the availability of ICT specialists and 
the digital skills of the personnel. Other components are socio-economic, and they in-
clude the skills of the population to use the Internet, their interest in e-shopping to re-
duce the cost of a good/service, the opportunity to compare a good/service and the 
gains from various shopping sites. The uniting element of the two sides, or the third 
component, is a good or service, whose creators want to sell it in as large quantities 
as possible and earn the highest profit, while the buyers want to get the cheapest good/
service and, at the same time, of the highest quality (see, e.g., Schallmo et al. 2017; Schill 
et al. 2019; Verhoef 2012). Of course, some researchers give broader and more com-
plex characteristics of the e-commerce system, dividing it into two subsystems – the 
production ecosystem and the consumption ecosystem, which are mutually interde-
pendent (Subramaniam et al. 2019). Such a system model involves machines, humans, 
as well as physical and biological entities. However, the expansion of a digital contact 
network, an increase in the number of related specialists and users and, consequent-
ly, the growth of e-commerce on a global scale explicitly contribute to achieving the 
goal. Since our research on e-commerce as a system is based on a sociological survey, 
an analysis of the survey results allowed us to construct a human-focused model for 
the e-commerce system.

Positive and problematic aspects of e-commerce from the perspective 
of suppliers

Any human action is determined by a motivation that is oriented towards achieving 
certain goals. Representatives (owners or employees) of small and large SMEs were 
involved in the survey as e-commerce suppliers of goods/services. Summarising the 
opinions of the SMEs surveyed, the authors gained an insight into their motives for 
doing e-commerce, the economic contribution of e-commerce as well as the problems 
arising from this economic activity.
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Table 3. Motives of suppliers of goods/services for doing e-commerce

For what purposes does your enterprise use the Internet environment? 
(several answers possible) Latvia Lithuania

Advertising 11.6 88.2
Selling goods or services 81.1 76.5
Communication with customers 74.7 82.4

Source: own elaboration.

Both Latvian and Lithuanian SMEs quite equally rated the use of e-commerce for 
selling goods/services and communicating with customers (Table 3). At the same time, 
the views on the role of the Internet in advertising goods/services were very different. 
The Lithuanian respondents considered the use of the Internet to be important for all 
the three purposes, yet they slightly preferred advertising goods/services to the other 
options. The Latvian respondents preferred to use the Internet for selling their goods/
services. They placed communication with the buyers of their goods/services in sec-
ond place and assigned a minimum role to advertising their goods/services. It is likely 
that this factor, in particular, contributed to the better performance of the Lithuanian 
respondents in e-commerce, as mentioned above (Table 2).

Table 4. Effects of the use of the e-environment on the economic performance of businesses

To what extent does e-environment use improve the economic 
performance of a business? Latvia Lithuania

Meaningfully 63.1 35.3
Partly 29.5 52.9
Makes a minor contribution 7.4 11.8

Source: own elaboration.

The surveyed suppliers of goods/services positively viewed the engagement of SMEs 
in e-commerce, pointing out that the use of the e-environment enhanced the eco-
nomic performance of business. This opinion was supported by both the Latvian and 
Lithuanian respondents (Table 4). However, the respondents’ opinions on the eco-
nomic contribution of e-commerce differed between the countries significantly. Al-
most two-thirds of the Latvian respondents considered the economic contribution 
of e-commerce to be very significant, while only a third of the Lithuanian respondents 
had the same opinion. The opinion of the Latvian suppliers of goods/services could 
be explained by the fact that among the Baltic States, the strongest increase in online 
selling was reported in Latvia (+16 percentage points in Latvia, +7 percentage points 
in Lithuania and +9.5 percentage points in Estonia), and this fact created this positive 
opinion, even though the increase in e-commerce turnover was larger in Lithuania 
than in Latvia (Table 2).

Like any economic activity, e-commerce provides gains as well as creates problems 
for suppliers of goods/services. Identifying the most important problems makes it pos-
sible to find solutions to the problems (Table 5).

                    E-commerce as a Consequence of Innovation and the Cause of New Innovations for SMEs…
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Table 5. E-commerce issues in the view of the product/service vendor

If entrepreneurs do not actively use e-commerce sufficiently, what 
are the reasons for this? (several answers possible) Latvia Lithuania

Too expensive 16.8 0
No effective method 27.4 17.6
No understanding of e-commerce 23.2 41.2
No specialists engaged in it 36.8 35.3
Other reasons 0 5.9

Source: own elaboration.

The Latvian and Lithuanian respondents’ opinions on the key problems that hin-
der this kind of economic activity were similar but also quite different. The respond-
ents shared the opinion that there was a lack of IT specialists able to digitalise the sale 
of goods/services and effectively manage e-commerce activities. This problem could 
be caused by an insufficient number of IT specialists in these countries, and there 
is a need to contribute to education in this particular field. The problem could also 
be due to the financial capacity of SMEs – they were not able to provide adequate re-
muneration to IT specialists or cover the cost of training courses for their employees 
who were ready to build up their knowledge of and skills in business digitalisation. The 
respondents also pointed to the lack of understanding of e-commerce as such among 
the general public. This problem was particularly stressed by the Lithuanian respond-
ents, who prioritised it in their country. 

Positive and problematic aspects of e-commerce from the perspective 
of buyers 

Buyers of goods/services use e-commerce to achieve certain goals, i.e. the acquisition 
of goods or services they are interested in. 

Table 6. The most popular products bought online (% of total respondents)

If you buy online, what are you buying the most? Latvia Lithuania
Tickets for public events and entertainment 43.5 56.5
Insurance 43.3 56.7
Consumer electronics (TV, washing machine, etc.) 31.6 68.4
Clothing and accessories 39.6 60.4
Mobile phones, tablets and gadgets 25.8 74.2

Source: own elaboration.

The survey results revealed that there were two distinct differences in buyer behav-
iour between the countries (Table 6). First, the proportion of buyers who purchased 
both goods and services, regardless of the kinds of products they bought, was high-
er in Lithuania than in Latvia; second, the overall demand for online shopping was 
considerably higher in Lithuania than in Latvia. In Latvia, most respondents pur-

Baiba Rivza, Maiga Kruzmetra, Peteris Rivža, Astrida Miceikiene, Alvydas Balezentis, Jonas Jasaitis
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chased tickets for public events and entertainment, while in Lithuania, most respond-
ents bought mobile phones, tablets and gadgets. Applying a ranking method revealed 
that the smallest difference in demand for online shopping between both countries 
was observed for tickets for public events and entertainment (13 percentage points), 
whereas the largest difference (48.4 percentage points) was found for mobile phones, 
tablets and gadgets. An analysis of the top two products bought online revealed that 
in Latvia, buyers preferred purchasing services, whereas in Lithuania, they preferred 
buying goods. Identifying the effect of this difference on e-commerce turnover is the 
next specific tasks of the present research.

 According to the Latvian and Lithuanian respondents, the availability of infor-
mation on the Internet was the key reason for shopping online. More than half of the 
respondents in both countries pointed out that e-commerce provided lower pric-
es on goods/services than conventional commerce did. The difference in percent-
age between the countries was only a few points. There were very different opinions 
on whether the available Internet information on goods and services was sufficient. 
The Lithuanian respondents more positively rated the available Internet information 
on goods/services (21.9 percentage points higher than the Latvian respondents). It is 
likely that the reason was the low role assigned by Latvian suppliers to advertising 
goods/services (Table 7).

Table 7. Consumer benefits from online shopping

Problems of online shoppers in the digitalised market Latvia Lithuania
Inability to find the good/service what you were looking for 18.0 31.2
Lack of information about the good/service, delivery, payment options etc. 41.0 32.5
Delivery is too long 42.6 36.4

Source: own elaboration.

It is not only suppliers of goods/serviced that face problems in e-commerce. E-com-
merce creates problems for buyers, as well. The most negative aspects, according to the 
respondents of both countries, were too long delivery time and insufficient information 
about the good/service available on the Internet (Table 8). The Latvian respondents 
had a more negative opinion than the Lithuanian respondents. The latter stressed the 
wish to have a broader assortment of goods/services available on the Internet, which 
meant that a more diverse spectrum of SMEs would have to engage in e-commerce. 
This kind of wish was less pronounced in Latvia. 

In economic theory, perfect markets have been associated with possessing perfect 
information, that is to say, a situation in which all consumers and producers have per-
fect knowledge of the price, utility, quality and production methods of products. A per-
fect market is an ideal. Real markets do not normally display perfect market condi-
tions; they range from those that are closer to the ideal to farther away (Improving... 
2016). The survey revealed that e-commerce in Lithuania, and especially in Latvia, was 
on its way to becoming a perfect e-market. 
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Table 8. Problems of online shoppers in the digitalised market

Consumer benefits from online shopping Latvia Lithuania
To access different offers more easily 50.8 72.7
Information is always available on the Internet 67.2 68.8
Cheaper than in a traditional store 50.8 53.2

Source: own elaboration.

Opportunities to improve the interaction between 
suppliers and buyers

The desirable result of the interaction between suppliers and buyers is the effective 
functioning of e-commerce as a system. Applying the paradigmatic method and an-
alogical comparison allowed us to assess the interaction between suppliers and buy-
ers (Table 9).

Table 9. Comparison of positive and problematic aspects from the perspectives of suppliers and buyers

Suppliers Buyers
Positive aspects
E-commerce gives an opportunity to communi-
cate with consumers and increase net turnover 

Positive aspects
Access to the desired good/service from home 

Problematic aspects
Lack of specialists:
prepared by education institutions
enterprise personnel with necessary skills

Problematic aspects
Information about the good/service is available 
on the Internet, yet it is either insufficient 
in content or not specific (SMEs currently do not 
offer some goods/services via e-commerce)

Source: own elaboration.

Digital infrastructure for communication is the foundation for a dynamic busi-
ness ecosystem and is of great importance for SMEs. The practical application of the 
infrastructure both in the technical and content aspects opens the way for distance 
marketing not only in the domestic market but also in the single EU market and 
the global market (OECD 2019). Research has found that as the demand for goods/
services grows, consumers increasingly want a wider assortment of goods/servic-
es and also change in the assortment (Lee et al. 2019, pp. 264–275). In view of the 
growing number of e-commerce users, the structuring of buyers who differ in terms 
of interests and financial capacity is increasingly being observed (Schill et al. 2019, 
pp. 317–327).

The comparison of problematic aspects in e-commerce from the perspectives of Lat-
vian and Lithuanian respondents (suppliers and buyers) has focused on the interac-
tion of the e-marketing parties through communication. Accordingly, the conclusion 
drawn by the research is sufficiently important to seek solutions to enhance the in-
teraction of suppliers and buyers. One of the options, of course, is the enhancement 

Baiba Rivza, Maiga Kruzmetra, Peteris Rivža, Astrida Miceikiene, Alvydas Balezentis, Jonas Jasaitis
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of the education system, so that young individuals entering the labour market have suf-
ficient IT skills. This would contribute to the expansion of e-commerce among SMEs, 
micro-enterprises in particular. The second option pertains to improving the profes-
sionalism of current enterprise personnel – including their marketing and advertis-
ing skills. This, in turn, would allow them to meet the expectations of various social 
groups, as their wishes are not homogeneous. In both cases, new, innovative solutions 
should be sought to achieve positive change (Westlund et al. 2013). Implementing both 
options would provide more opportunities for cross-border e-commerce, as Latvia and 
Lithuania are countries with small domestic markets.

Commerce is a traditional phenomenon that has existed for millennia. The 21st 
century has brought a new kind of commerce – e-commerce that, combining the tra-
ditional and the modern, requires new skills from both suppliers and buyers in order 
that both parties achieve the desired result through mutual communication. For this 
reason, a comparison and assessment of the opinions of suppliers and buyers of goods/
services was important.

Conclusions

1. Integration in e-commerce in Latvia and Lithuania has expanded in recent years, 
approaching the EU averages. Lithuania has even exceeded some EU averages.
Reaching the levels of Denmark, Sweden and Finland, which are leaders in the
group of Nordic countries, requires much effort, and both quantitative and qual-
itative changes need to be achieved. This indicates that solutions could be found
to improve e-commerce as a system in the countries examined.

2. In the opinion of the manufacturers involved in the e-commerce system, the
biggest problem is the lack of adequately trained specialists who are not only fa-
miliar with the use of technologies but who also have communication skills with
consumers and creative ideas for high-quality advertising of goods or services.
Additionally, they should speak a foreign language required for the expansion
of cross-border trade in addition to the official language of the country they are
doing business in. Accordingly, one of the ways to improve the e-commerce sys-
tem is to expand the preparation of qualified specialists who have a broad so-
cio-technological knowledge to perform their tasks.

3. Consumers who shop online, i.e. those who participate in an e-commerce sys-
tem as shoppers, identify two major problems. First, there is a lack of information 
about the product/service itself that is supplied by the manufacturer/service pro-
vider. This is particularly true regarding certain types of product/service (concert 
tickets, mobile phones, clothing or food). Second, the buyer wants to get informa-
tion not only on the amount to be paid but also on the possible payment meth-
od. The results of the survey clearly indicated the need to improve the amount
and quality of information that the manufacturer/service provider makes avail-
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able online, which pointed to another, very important development path for this 
e-commerce system.

4. The research results revealed that Latvia lagged behind the other countries. The
Lithuanian respondents (both suppliers and buyers) viewed e-commerce more
positively than the Latvian respondents did. Compared with the Lithuanian re-
spondents, the Latvian respondents (both suppliers and buyers) identified more
problems in e-commerce. However, the problems in  the e-commerce system
were identified by the respondents in both countries, which confirmed the need
to improve the interaction between suppliers and buyers of goods/services with-
in e-commerce as a system. The interaction represents the amount and, most
importantly, the quality of information available online. Increasing the amount
of information and, above all, improving the quality is a priority for suppliers
of goods/services.
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Streszczenie

Handel elektroniczny jako konsekwencja innowacji i przyczyna 
nowych innowacji dla MŚP: perspektywy Łotwy i Litwy

Pojawienie się nowych technologii i rozwój cyfryzacji stworzyły okazję dla rozwoju 
handlu elektronicznego. Dostawca i nabywca towarów i usług spotykają się w śro-
dowisku elektronicznym i rozwiązują swoje problemy bez bezpośredniego kontaktu, 
przynosząc wzajemne korzyści. W UE i w krajach badanych przez niniejsze badanie 
MŚP stanowią większość ogółu przedsiębiorstw. W związku z tym handel elektro-
niczny (e-handel) jako system, w świetle globalizacji, staje się ważnym priorytetem 
badawczym, a ocena tego z perspektywy dostawców i nabywców jest szczególnym 
zadaniem niniejszego badania. W niniejszym badaniu wykorzystano dane Eurostatu, 
OECD i Centralnego Biura Statystycznego Łotwy, a także dane autorów z ankiety 
(użytkownicy handlu elektronicznego: dostawcy (n = 112) i nabywcy (n = 138) towa-
rów i usług) przeprowadzenego na Łotwie i Litwie. Analiza danych pozwoliła stwier-
dzić, że pozytywne i negatywne perspektywy badanego zjawiska zostały podane 
zarówno przez dostawców, jak i nabywców. Z tego powodu istnieje potrzeba zmoty-
wowania społeczeństwa jako całości i struktur zarządzania na wszystkich szczeblach, 
aby uzgodnić nowoczesność z tradycyjną, co jest spowodowane ekspansją handlu 
elektronicznego.
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