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Abstract

The aim of this article is to compare and assessirtipact of the recent
financial crisis on the retail electronic commerae the economies of the
European Union, the USA and Poland. Therefore #lected data from the
biggest international companies connected withrtail electronic commerce
from the years 2007 and 2008 in comparison to thevipus year, and the
selected economic data from the economies of tide th® European Union and
Poland till the year 2009, concerning the utilizatiand value of the electronic
commerce trade and the number of people doing shgppnline, and
conclusions drawn from the analyses of those dedgeesented and discussed.

1. Introduction

The reasons of the recent financial crisis aré stibject to a debate
among the world’s leading economists. However iy iba stated that the most
significant factors that lead the global economytlom verge of collapse were
the pursue of profits of the US bankers, lack afpgr management control and
less strict monetary and fiscal policies of the Efleral Reserve System (the
FED). Although the crisis started in the USA, doethe fact that the present
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financial systems in the whole world are intercarted with each other, it
influenced all sectors of the global economy.

The problems caused by the crisis are not justtdanio financial and
housing markets. Its consequences have spreadalitiee world and affected
almost all aspects of the people’s lives. Somehef most important socio-
economic impacts can be for example:

* Increasing unemployment rate: Due to the finarwigis, companies tried to
reduce their expenses so as a result they made sbrfeir employees
redundant. Therefore the crisis resulted in inéngaef the unemployment
rate.

« Inflation or deflation: The crisis had both inflatiary and deflationary
effects in the world, depending on which countryregion was subject to
the market research and at what time (during the 6f the crisis or after it
finished). It caused people to have less crediin@nce their purchases (the
banks lowered the possibilities of obtaining creditring the time of the
crisis) so by diminishing trades and decrease mad&l, prices went down.
This situation is referred to as deflation. On d¢itleer hand to repel the crisis
some of the governments injected money into theataop systems of their
countries. This decision caused an increasing tioflarate in some
countries.

In the light of the above facts it was importantleok closer on the
European Union and the USA retail (or B2Business-to-consumand C2C —
consumer-to-consumeelectronic commerce, which undoubtedly is thehbi
dependent on the global economic trends, due tonatsire and financial
connections, and set a research question conceaherigfluence of the crisis on
this type of commerce. It was also decided to preee data from the Polish
economy and electronic commerce, and compare tlethet global ones in
order to check if they were more or less dependerthe crisis.

The aim of this article is to assess the impadhefrecent financial crisis
on the B2C and C2C electronic commerce in the aooe® of the European
Union, the USA and Poland. That is why it was chdseanalyze the sales’ data
from the biggest international companies conneet@t the retail electronic
commerce from the years 2007 and 2008 in compatgstre previous year, and
the data from the economies of the USA, the Eunopgdaion and Poland (till
the year 2009) connected with the value of thdlrekactronic commerce trade,
number of people doing shopping online, populardf the internet as

! ‘Financial Crisis Has Inflationary and Deflationa®otential’, CNBC, Available at:
www.cnbc.com, data obtained on 20.10.2010.
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a distribution channel and other, and also to mtesed discuss conclusions
drawn from those analyses.

2. Sales’ Results of the international online corpations

According to the report on the global B2C trendblighed in April 2010
by the yStats.com not only none of the top 10 enlorporations (without
taking into consideration the so calletet marketplacedike eBay or TaoBao)
did not record a decrease of their sales (in loaaiency), but also the increase
in the case of 7 of them was a 2-digit one whilenparing the year 2006 and
2008, and 4 of them (Amazon, Otto Group, Staplas Besco) recorded a 2-
digit increase in 2 consecutive years (2007 congparce 2006 and 2008
compared to 2007). The dynamics of web sales ishhigositive for those
companies and proves that the crisis did not hawegative impact on it. These
data can be seen in Table 1.

Table 1. B2C electronic commerce sales of major glabcompanies in the years 2006-2008

Web sales (bln) Growth
Country
" | Currency | 2006 | 2007 2008 | 2007/20062008/2007| 2008/2006
No | Company | of origin
1 | Amazon USA UsD 10711 14835 1916p 38,5000 29,19% 9478
2 Otto Germany| Euro 4048 | 4889 5500 20,789 12,50% 35,87%
Group
3 | Staples USA usb 4900 5600 770 14,29% 37,50%  454.1
4 Office USA uUsbD 4300 | 4900 4800 13,959 -2,04% 11,63
Depot
5 | Dell USA usD 3900| 4200 4800 7,69% 14,29% 23,08%
6 | Arcandor | German Euro n.a. 3000 3500 n.a. 16,67% n.a.
;7 | Hewlett- USA usD 3100 | 3400 n.a. 9,68% n.a. n.a.
Packard
8 | Tesco UK GBP 1221 1600 1904 31,04% 18,79% 55,6[L%
9 | OfficeMax| USA uUsbD 2800 | 3200 3100 14,299 -3,13% 10,71%
10 | Apple USA USD n.a. 2700 3600 n.a. 33,330 n.a

Source: Own calculations based on the data from wstats.com and www.apple.com, data
obtained on 14.10.2010.
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By researching the other three B2C companies (ivealled het
marketplaces’'that deal with retail trade): TaoBao.com, DangDeogn and
EBay.com, which are also placed among top 20 ordompanies in the world,
it was found that in 2008, all of them also inceshtheir sales in comparison to
the previous year. As an example of the exact dagaTaoBao.com, which is
the China'’s largest e-shopping platform, in ther Y€98 made a trade turnover
record of 100 billion Yuan (or nearly 15 billion Ufsllars), despite poor global
economic conditions. That was more than doubleoimparison with the trade
turnover of the year 20871t was decided to take as well into considerattun
results of the two biggest Chinese companies irerotd present also the
examples from other economies.

The very good sales’ results from the years undasideration of the
presented companies connected with the advantagesrnéque properties of the
electronic commerce (its ubiquity, global reachyarsal standards, interactivity
and other) (Laudon 2007, p.12), confirmed by thepieoal research and
published in many papers and books, that show thiktyaof electronic
commerce to lower the costs of the economic ams/ibf the enterprises in
almost every aspect of business (including for gdarthe lowered advertising
costs, costs of gaining new consumers, both ndtiand international ones
(Schneider 2009, p. 117) costs of customer serand other) (Turban,
King,Viehland, Lee 2006, p. 26) suggest that thectebnic commerce should
play an increasing part in the global economy ederng the difficult time of
the crisis. This research hypothesis is verifiethfollowing parts of the article
where different economic data are presented amdsked.

3. Electronic commerce in the European Union

In the case of the European Union the electronmemerce accounted for
13% of the whole enterprises' turnover in the Ewthe year 2009, in 2008 it
was equal to 12%, and the clearly visible incregsiand of this index since the
year 2004 can be seen on Figure 1.

2 http://english.cri.cn/4406/2009/01/09/1942s442688, 07.05.2010
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Figure 1. Enterprises' turnover from electronic comnerce as a percentage of their total
turnover
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Source: Data from the Eurostat webpage, www.eurosga obtained on 14.10.2010.

What is more, in general it should also be notitleat the electronic
commerce is the second most commonly used retaitre. In the EU27 in
2008, 51% of the retailers made sales via the releict commerce. Only the
direct retail sales were more commonly used (by ®%etailers). Thus the
electronic commerce is more popular than mail or(88%), sales through
representatives visiting consumers in their hon2d$4), and telesales (17%) —
see Figure 2. It is, however, important to note thase figures relate only to the
percentage of retailers using a certain retail nbhregardless of how much they
do so.e'al'hese percentages thus may not reflectctbalgpercentages of sales per
channel.

% ‘Business attitudes towards cross-border salescandumer protection, Analytical report’,
Flash Eurobarometer, Directorate General CommunicaEuropean Commission, July 2008.
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Figure 2. Retail channels used in the EU27 countrigs the year 2008
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Source: Data from the report ‘Business attitudes towardsssifmorder sales and consumer
protection, Analytical report, Flash EurobarometerDirectorate  General
Communication, European Commission, July 2008.

Figure 3. Average growth in retail trade via mail ader houses or via internet compared to
the changes in total retail sales for 15 European oaotries, quarterly data
(2005=100)
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Source: Average data for 15 European countriestriaiBelgium, Czech Republic, Denmark,
Spain, Finland, France, Greece, Hungary, Italy,wégr Poland, Sweden, Turkey, and
the United Kingdom, taken from the OECD report ‘Témonomic and social role of
internet intermediaries’, April 2010.
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As it can be seen from Figure 3 the increasingoti@iretail sales via mail
order houses or via the internet is much stronigen that of the overall retail
trade. An overall retail trade in 15 European cdastgrew only by slightly over
10% while comparing the year 2009 to the year 2@G5the same time the
growth in retail trade vie mail order houses or witernet grew much more
significantly, namely by more than 50%.

This means that the electronic commerce gained i Ifavour of other
distribution channels. The clearly visible trendleets also the shift in the
customer buying behaviour, who were forced by thsixto seek for more
competitive solutions that would offer them savinigstter customer service or
both.

It is also confirmed by the fact that between 20&4d 2008, the
percentage of individuals who had ordered goodseovices over the internet
for private use in the past year (calculated totthial number of people using
the internet) in the EU27 rose from 20% to 32%, amd@®009 this number
increased to 37% (see Table 2). This means thaidditional 5% of the total
number of people using the internet decided to nshlkgping in the internet, so
the growth was the most significant since the strthe measuring of those
data. This can prove that the increasing pace mtwhe people in the European
Union use the internet for purchasing purposegé&eding up because of the
problems caused by the crisis and a conclusionittietikely to do so until the
market is fully saturated can be drawn.

Table 2. Share of internet shoppers (calculated tohe total number of people using the
internet) in Europe in the years 2004, 2006, 200&d 2009

Year Growth
No | Country 2004| 2006] 2004 200p 2009/2001 2009/20p8

1 Norway n.a. n.a. n.a. 70 n.a. n.a.

2 UK 37 45 57 66 78,38% 15,79%

3 | Denmark 42 55 59 64 52,38% 8,47%

4 | Netherlands n.a. 48 56 63 n.a. 12,50%

5 Sweden 43 55 53 63 46,51% 18,87%

6 Luxembourg 40 44 49 58 45,00% 18,37%

7 Germany 37 49 53 56 51,35% 5,66%

8 Finland 33 44 51 54 63,64% 5,88%
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9 | Iceland n.a. 22 40 45 n.a. 12,50%
10 | Austria 19 32 37 41 115,79% 10,81%
11 | EU27 Average 20 26 32 37 85,00% 15,63%
12 | Ireland 14 28 36 37 164,29% 2,78%
13 | Belgium n.a. 19 21 36 n.a. 71,43%
14 | Malta n.a. 14 22 34 n.a. 54,55%
15 | Slovakia 10 11 23 28 180,00% 21,74%
16 | Czech Republic 5 13 23 24 380,009 4,35%
17 | Slovenia 8 13 18 24 200,00% 33,33%
18 | Poland 5 12 18 23 360,00% 27,78%
19 | Spain 8 15 20 23 187,50% 15,00%
20 | Latvia 3 8 16 19 533,33% 18,75%
21 | Estonia 6 7 10 17 183,33% 70,00%
22 | Cyprus 4 7 9 16 300,00% 77,78%
23 | Hungary 4 7 14 16 300,00% 14,29%
24 | Portugal 5 7 10 13 160,00% 30,00%
25 | ltaly n.a. 9 11 12 n.a. 9,09%
26 | Croatia n.a. n.a. n.a 10 n.a. n.a.
27 | Greece 1 5 9 10 900,00% 11,11%
28 | Lithuania 1 4 6 8 700,00% 33,33%
29 | Bulgaria 1 2 3 5 400,00% 66,67%
30 | Serbia n.a. n.a. n.a 5 n.a. n.a.
31 | Macedonia n.a. n.a. n.a 5 n.a. n.a.
32 | Romania n.a. 1 4 2 n.a. -50,00%

Source: Own calculations based on the data fwomv.ystats.confdata for the year 2009) and
from the ‘Report on cross-border e-commerce in the @ata for 2004 till 2008),
European Commission, Brussels 2009.
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However, there are significant variations in thecpatage of people who
use internet shopping across the EU Member StasesTable 2 and Figure 4).
In Norway in 2009, 70% of individuals had orderambds or services over the
internet for private use in the last year. In th€, Denmark, Germany, Finland,
Sweden, Luxembourg and in the Netherlands the sjporaling figure was also
over 50%. In the two newest Member States, Bulgang Romania, the figure
was respectively 5% and 2%, while Estonia, Cyp@rgece, Italy and Portugal
had around 16% of individuals purchasing onlinepigvate use in 2009.

Figure 4. Percentage of individuals (calculated tdhe total number of people using the
internet) who ordered goods or services over the ternet for private use in the last
year (2009)
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Source:Own calculations on the basis of the data from wvew.ystats.com, obtained on
29.10.2010.

According to a study by the Association de I'écoimumeérique
(ACSEL), based on the number of online purchaselsctronic commerce
markets in the EU for the year 2008 could be catsgo as follow$

« A mature market in Northern Europe, including thaited Kingdom,
Germany, and the Nordic countries, where betweéf &3 80% of internet
users are online purchasers.

4 ‘Report on cross-border e-commerce in the EU’, Baam Commission, Brussels 2009.
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* A growth market in France, Italy and Spain, whdre humber of online
purchasers is lower compared to the numbers afnieteisers, but where the
number of new online purchasers is growing faghaling a strong potential
for growth in the short and medium term.

« An emerging market in Eastern Europe, but for whstdtistical data are
lacking.

So as a conclusion it can be stated that in theldped countries, that
were influenced the most by the international srisis well as in the whole
European Union, the number of internet shoppers bdught for private use in
2008 and 2009, so the last year of the crisis baditst that came after it, not

only did not slow down the pace at which it wasngsbefore the year 2007 but
in the case of many countries it speeded it up.

Combining these data with the fact that the eniwepl turnover from
electronic commerce is also increasing can prow the retail electronic
commerce in the European Union was not negativélyenced by the crisis.

4. Electronic commerce in the USA

The retail electronic commerce sales in the USAchied almost $142
billion in 2008, so they increased from a revisd®® billion in 2007, which
gave an annual gain of 3.3 percent. And in the 20@9 retail electronic
commerce sales accounted for 3.6 percent of tetallrsales (see Figure 5).
From 2002 to 2008 the retail e-sales in the USAeased at an average annual
growth rate of 21.0 percent, which is much fagtesamparison to the growth of
total retail sales that increased on average by 41l percerit The quarterly
data is presented in Figure 6.

5 Data from http://www.census.gbebtained on 29.10.2010.
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Figure 5. Electronic commerce retail trade sales, yae and % of total retail trade sales,
2000-2009 in the USA
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Source: ‘The economic and social role of internetrimediaries’, April 2010, OECD Report.

Figure 6. Quarterly U.S. retail electronic commercesales as a percent of total quarterly
retail sales from 1st quarter 2001 till 2 quarter 2010
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Source: Quarterly report on retail e-commerce safes 2nd quarter 2010 from
http://www.census.gov/, obtained on 29.10.2010.

As it can be seen from Figure 6 an interestingdresin be noticed from
the quarterly data. There appears a sharp inchedke 4" quarter of retail sales
both in the case of the USA and the European Ufsea Figure 5 And 2) in the
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period under consideration. It is connected wita thct that retail sales are
increasing significantly before Christmas (and ¢fi@re the fourth quarter of
each year is the best for retailers in the econemitere Christmas are
celebrated) and this trend is even stronger failretsales than the traditional
ones.

In general it can be stated that in the USA thailretectronic commerce
also developed well during the time of the crigike increase in it was not as
significant as in the case of the European Unianydver we have to take into
account that the U.S. economy was the most nedpaiivituenced by the crisis
and that this growth in such bad economic condstishould prove that retail
electronic commerce is a chance for the enterprises

5. Comparison of the electronic commerce in Polantb that of the USA
and the EU 27

As it can be seen from Table 2, which was presesgelier in the article,
the pace of growth of the number of internet sheppePoland was much more
significant both in the case of comparing the y2@99 to 2004, and 2009 to
2008 in comparison to the average growth rate efgb 27 (360% to 85% in
case of the years 2009/2004 and 27,78% to 15,63%ase of the years
2009/2008). This should suggest that the growthtted retail electronic
commerce in Poland should also be higher thandrcéise of the average for the
EU-27.

On the other hand the number of the individuals whiered goods or
services for private use over the past 3 montH3ailand (that reached 18% in
the year 2009) till the present time is laggingibdithe EU-27 average (which
was equal to 28% in the year 2009). However, #l$® increasing significantly
and it can be predicted that it should catch up Wit percentage values for the
other, more developed countries of the EuropeaoijrEind therefore become at
least equal with the EU-27 average. The detaildd dathis indicator can be
seen in Figure 7.
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Figure 7. Individuals who ordered goods or servicesver the internet for private use over
the past 3 months
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Source: Own calculations based on the data from wsatats.com (data for the year 2009) and
from the ‘Report on cross-border e-commerce in the @ata for 2004 till 2008),
European Commission, Brussels 2009.

However, according to the reports “Ecommerce 20081 “Ecommerce
2010 published by the Internet Standard the vabfgsirnover of Polish retall
electronic commerce market (covering the B2C an@ €2gments) increased in
the year 2008 by 36,4% in comparison to the ye&720 reach 11,01 billion
zZloty, which is around 2,7 billion Euro (calculatedth the average exchange
rate for the Polish zloty to Euro for 30th Decemp@@8), and in 2009 by almost
22% as compared to the year 2008 and were estifatd,4 billion zl, which
is around 3,3 billion Euro (calculated with the mage exchange rate for Polish
zloty to Euro for 30th December 2009). The detadath can be seen below, in
the Table 3.
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Table 3. The value of turnover of Polish retail elecbnic commerce market (B2C — internet
shops and C2C — auction platforms)

Value of turnover (billion zloty) Yearly growth
Internet shops Auction plaftorms Internet shopsAUCtion Overall
platforms

2001 0,048 0,06 n.a. n.a. n.a.
2002 0,152 0,18 216,67% 200,006  207,41%
2003 0,328 0,41 115,79% 127,780  122,29%
2004 0,98 0,921 198,78% 124,630 157,59%
2005 1,3 1,8 32,65% 95,449 63,07%
2006 2 3 53,85% 66,67% 61,29%
2007 3,47 4,6 73,50% 53,33% 61,40%0
2008 4,53 6,48 30,55% 40,87% 36,436
2009 5,33 8,1 17,66% 25,00%  21,98%%6

Source: Own calculations based on the data from rdmorts: “Ecommerce 2009” and
“Ecommerce 2010" by the Internet Standard.

In other words, the share of the retail electramommerce market in the
overall retail trade in Poland was at the levehlofiost 2% in the year 200&nd
at the level of 2,2% in the year 200%vhich is much less as compared to the
United States of America (where this indicator \afa level of 3,6% in the year
2009 - see Figure 4) or to the EU-27 average.

These data indicate that although the number oplpewho buy via the
internet, is increasing in Poland very fast, thdueaof retail electronic
commerce trade is lagging behind the more develapedtries. However, this
value also increased significantly during the tiofighe recent financial crisis,
which shows that it was not negatively influencadito Therefore it can be
expected on the basis of the presented macroeconodicators that the share
of the retail electronic commerce in the overathiletrade in Poland in the
future also should at least become equal with th& dor more developed
economies in accordance with the current globaldse which show that the
development of the electronic commerce is not p#H momentum.

5 “Raport Ecommerce 2009", Internet Standard RepadtEglition, September 2009.
7 “Raport Ecommerce 2010, Internet Standard RepdtntEdition, September 2010.



r@parative Analysis of the Recent... 75

6. Conclusion

One may ask if the global retail electronic commaesaffered from the
crisis at all. In the opinion of the author it msgem a paradox, but despite all
the economic difficulties of the recent times inche stated that the recent
financial crisis, helped that kind of electronicnumerce to develop and to
increase its share in the EU, the US and Polishl reade and will help its
development in the future. It can be supportedhgy donclusions drawn from
the research performed for this paper and also ggmeral ones:

1. The crisis forced the companies to be more actneseek for better and
cheaper solutions in every aspect of their busiaessities. The electronic
commerce emerged as an inexpensive and efficiesmingh for selling
products or services and helped the internatiomgdarations to survive the
crisis, while enabling them to find new customerdhie countries of their
origin or worldwide without much effort or additiahcosts.

2. The crisis also forced many consumers to seekafdings more often than
before 2007.

3. The two above mentioned conclusions, while combiogéther, give good
basis for clarification why the electronic commeraad the companies
connected with it increased their sales and deeelopell also during the
time of crisis. The traditional enterprises sufterérom losing the
customers and what followed the decrease of incoffiegse clients in
many cases must have shifted their spendings timtaet companies that
offered them more competitive prices and very oftemetter level of
service. It can be seen from the data connecteld thé number of the
people doing shopping online in the last few ydheg were presented in
the article, and which reflect the shift in custerbaying behaviour.

4. The experience and the knowledge gained, duringdifiecult time of
recession by the internet corporations is presemtty will be in the future
of a great importance for them and should resulthigir much better
performance.

5. The retail electronic commerce in the European brdeveloped faster
during the time of crisis than that in the USA. §hmay help the EU
economy to decrease the gap between it and the B&homy and
therefore the fulfillment of the Lisbon Strategy.

6. For the electronic commerce, the global financi@is might be acting as
an activator for its future evolution. It can besdrom the financial results
of the biggest international organizations dealwgh the electronic
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commerce (Amazon, Otto Group and others) and alsm fthe other
economic statistical data that were presented audigsed in the paper.

According to the new paradigm of the ICT (informoati and
communication technologies), which was elaboratgdthie UNCTAD
organization, different ICT technologies, includinthe electronic
commerce, influence the economy in many positivgsa@or example by
the so-called spillover effect which means that tdehnologies influence
the productivity of the whole economy by influergithe economic growth
in three ways, the networking and many othefherefore it can be
assumed that the growing importance of the eleroommerce, which
was presented in the article, decreased in somethweagegative influence
of the crisis on the global economy according te ttheoretical
assumptions of the economy and the ICT paradigrhadt to be stated,
however, that there has to be conducted futurearelseon the matter in
order to confirm this statement.

It can be expected on the basis of the presentedos@onomic indicators
that the share of the retail electronic commercthénoverall retail trade in
Poland in the future should at least become equthl tve data for more
developed economies.

. These conclusions drawn from the analysis perforfoedhe purpose of

this article cover only a few selected areas of ¢ésenomy and it is
necessary to make further research in order toagéetter and more
comprehensive image of the influence of the refieancial crisis on the
retail electronic commerce in the global, EU, USA &olish economies.
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Streszczenie

ANALIZA KOMPARATYWNA WPLYWU OSTATNIEGO KRYZYSU
FINANSOWEGO NA DETALICZNY HANDEL ELEKTRONICZNY
W UNIl EUROPEJSKIEJ, W STANACH ZJEDNOCZONYCH AMERYK |
ORAZ W POLSCE

Celem artykutu jest poréwnanie oraz ocenienie wplysstatniego kryzysu
finansowego na detaliczny handel elektroniczny wpgdarkach Unii Europejskiej,
Stanéw Zjednoczonych oraz Polski. W tym celu wybrdane z najwkszych
miedzynarodowych firm zwranych z detalicznym handlem elektronicznym zQ@w 2
i 2008 w poréwnaniu do roku poprzedniego oraz wygkradane ekonomiczne
z gospodarek Stanoéw Zjednoczonych, Unii EuropgjsRielski do roku 2009, dotygee
wykorzystatnia oraz warfoi detalicznego handlu elektronicznego i liczby ziud
korzystagcych z zakupdéw internetowych oraz wnioski wyiete z analiz tych danych
sq zaprezentowane i omoéwione.



