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Viktoriya Kulyk (Ukraine), Dagmar Skodova Parmova (Czech Republic),
Milan Jilek (Czech Republic)

ORGANIZATIONAL EFFICIENCY
IN THE CONTEXT OF E-BUSINESS:
EVIDENCE FROM UKRAINIAN
COMPANIES

Abstract

This study underscores the growing significance of e-business as a key driver of eco-
nomic development and competitiveness in Ukraine. The primary objective is to iden-
tify and analyze the factors that influence the organizational efficiency of Ukrainian
e-business enterprises, with particular attention given to those factors that are directly
subject to managerial influence. The research methodology is grounded in empirical
data obtained through a structured survey of 80 e-businesses operating across various
sectors, including e-commerce, e-learning, software development, and digital media.
Analytical methods comprised descriptive statistics, non-parametric correlation analy-
sis, and visual data representation to explore the distribution patterns and indepen-
dencies among key performance indicators. The findings reveal a substantial range
in annual turnover, spanning from €70,280 to €21,876,800, with an average value of
€995,761. Net profit values vary from €12,650 to €3,719,056, averaging €216,153. The
profitability of the surveyed enterprises ranges between 5% and 53% with a mean rate
of 24.74%. A statistically significant, strong positive correlation (r = 0.7, p < 0.001) was
identified between the number of employees and net turnover, indicating the criti-
cal role of human resources in driving enterprise performance. The analysis further
identifies organizational and legal structure, as well as the size and qualification of the
workforce, as key determinants of operational efficiency within e-business environ-
ments. The study concludes that effective managerial oversight of human resources is
essential for enhancing organizational performance and enabling strategic decision-
making, thereby supporting long-term competitiveness and sustainable development
in Ukraine’s digital economy.

Keywords digitalization, e-business, management, performance,
profitability
JEL Classification M21, M10

INTRODUCTION

In the context of the ongoing transformation of the Ukrainian econ-
omy, e-business has emerged as a critical catalyst for innovation, en-
hanced competitiveness, and integration into the global digital land-
scape. The rapid pace of technological advancement, the increasing
prevalence of remote services, and the evolution of consumer behavior
are compelling enterprises to adopt digital tools as integral compo-
nents of their operations. Under these conditions, e-business is no lon-
ger perceived merely as an auxiliary sales channel but has evolved into
a comprehensive business model that demands strategic management
and adaptive organizational development.

Enhancing the efficiency of e-business enterprises has become a
pressing issue, necessitating not only technological modernization
but also the reconfiguration of management functions and process-
es. Organizational efficiency in the e-business sector is significantly
influenced by internal managerial decisions, which must be aligned
with contemporary digitalization trends to ensure sustainable growth
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and competitiveness. Therefore, the analysis of performance factors through clearly defined manage-
rial indicators becomes essential for developing strategic frameworks tailored to the needs of small and
medium-sized enterprises operating in Ukraine’s digital economy.

1. LITERATURE REVIEW

The swift development of the digital economy is
fundamentally reshaping corporate operations
and management practices on a global scale (Chen,
2023; Jiang, 2020; Tan et al., 2017; Wynn, 2022).
Specifically, e-business has emerged as a vital ele-
ment within numerous enterprises, facilitating ac-
cess to expanded markets, enhancing operational
efficiencies, and bolstering competitive advantage
(Alsharari, 2021; Smith, 2003). Notwithstanding
these technological evolutions, the fundamen-
tal objective of enterprises remains consistent: to
generate profit while ensuring operational effi-
ciency (Amit & Zott, 2001; Kauffman et al., 2010).
Attaining this objective necessitates that managers
adapt their strategies and optimize organizational
processes to sustain high performance levels within
the context of the ongoing digital transformation
(Al-Somali et al., 2010; Onyemaechi et al., 2019).

Managers bear the responsibility of maintaining
operational efficiency in the face of multifaceted
external and internal environmental influences
(Owusu et al., 2021; Yu, 2004). External factors
encompass economic conditions, technological
innovations, competitive pressures, and regula-
tory frameworks, all of which can substantially
impact organizational performance (Srivastava
& Thomson, 2007). Conversely, internal factors
- including organizational structure, resource al-
location, and technological infrastructure - are
within managerial influence (Johnson & Whang,
2003; Wagner & Sweeney, 2011). Recognizing the
capacity of managers to affect internal environ-
mental variables underscores the importance of
strategic focus on these controllable factors to
improve overall organizational efficiency (Fisher
et al., 2007).

The genesis of e-business can be traced back to
the 1960s when the foundational technological
and conceptual developments laid the ground-
work for digital commerce. Rapid advancements
in information and communication technologies,
coupled with the increasing integration of com-
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puter networks, facilitated the evolution of elec-
tronic business activities (Brzozowska & Bubel,
2015; Kraus et al., 2020; Soegoto et al., 2018). The
significant acceleration in the development of e-
business occurred in the early 2000s, coinciding
with notable progress in scientific and techno-
logical domains, including broadband connec-
tivity, mobile technologies, and the proliferation
of internet-based platforms (Bello et al., 2002;
Panigrahi, 2018; Schneider, 2007; Ukaj et al,,
2020; Xu, 2019). This period marked the transi-
tion from experimental online activities to fully
integrated digital business models, fundamen-
tally altering traditional commercial paradigms
(Chaftey, 2011; Sirimanne, 2021; Smith, 2004).

E-business primarily involves the digital trans-
formation of a company’s business processes, en-
compassing activities such as procurement, sales,
marketing, customer service, and supply chain
management within an electronic environment.
Its core content is the migration and management
of enterprise operations in digital form, enabling
real-time data processing, remote access, and
automation of business functions (Evans, 2001;
Hackbarth & Kettinger, 2000; Huo & Ouyang,
2018; Xu, 2014). This shift aims to enhance effi-
ciency, reduce costs, and improve customer en-
gagement, thereby providing enterprises with
a competitive edge in the modern marketplace
(Andonov et al., 2021).

The scope of e-business enterprises includes both
entities that operate exclusively online and those
with a predominantly offline presence but which
incorporate a substantial digital component into
their operational processes. Pure e-business en-
terprises rely entirely on digital platforms for their
transactions and service delivery, exemplified by
online marketplaces, e-tailers, and digital service
providers. Conversely, traditional integrating e-
business practices often maintain physical opera-
tions but leverage digital solutions for marketing,
sales, and logistics, resulting in hybrid organiza-
tional forms (Begovic, 2009; Kotler & Armstrong,
2018; Kulyk & Parmova, 2017).
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A critical resource within e-business enterprises is
human capital, particularly highly qualified person-
nel with advanced digital literacy. Employees” and
managers’ expertise in digital tools, data analysis,
cybersecurity, and e-commerce platforms is vital for
operational success (Banescu et al., 2022; Mandel,
2017). The need for high qualifications extends to
both line workers and managerial staff, emphasizing
the importance of continuous skill development and
technological competence across all organizational
levels to adapt to rapid digital changes (Bel et al., 2019;
Gold et al., 2001; Najiah et al., 2021; Rotman, 2018).

Managers in e-business enterprises play a pivotal role
in ensuring organizational efficiency amid intense
competition, not only on local markets but also on
a global scale. They must navigate complex environ-
ments characterized by rapid technological evolu-
tion, evolving consumer expectations, and aggres-
sive competitive strategies. Effective management
in this context involves strategic decision-making
focused on innovating and optimizing digital pro-
cesses to sustain competitive advantage (Afridi et al.,
2021; Ambrosio-Pérez et al., 2023; Humphrey et al.,
2003; Paraschiv et al., 2022; Tsikalo et al., 2024).

To maintain optimal profitability, managers ac-
tively analyze external and internal environmental
factors influencing the enterprise. Their influence
predominantly extends to internal factors - such
as organizational structure, operational proce-
dures, and resource allocation - aimed at aligning
internal capabilities with external opportunities
and threats. This strategic management of internal
variables enables enterprises to adapt efficiently to
external pressures, improve financial performance,
and foster long-term sustainability (Byukusenge et
al., 2017; Lai et al., 2017; Phan, 2001).

Finally, the impact of e-business managers encom-
passes key financial indicators, including revenue,
expenses, profits, and tax obligations. Managers uti-
lize various tools to influence these indicators, such
as selecting organizational and legal forms, imple-
menting appropriate taxation systems, and man-
aging human resources effectively. Adjustments in
these managerial parameters directly affect financial
outcomes, underscoring the strategic importance of
managerial actions in shaping the fiscal health of e-
business enterprises (Baiyere et al., 2020; Kim, 2016;
Wong, 2013).

http://dx.doi.org/10.21511/ppm.23(3).2025.33
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The development of e-business has evolved sig-
nificantly since its origins in the 1960s, with rapid
growth occurring in the early 2000s, driven by ad-
vancements in digital technologies. E-business in-
volves the digital transformation of enterprise pro-
cesses, encompassing both fully online entities and
hybrid organizations that integrate digital practices
into traditional operations. Successful e-business
management hinges on highly qualified personnel,
strategic analysis of internal and external factors,
and managerial influence on key financial perfor-
mance indicators to sustain competitiveness and
profitability in a global digital environment.

The purpose of this study is to identify the factors
that influence the effectiveness of e-business enti-
ties in Ukraine. The focus is on those factors that
managers can directly impact through their man-
agement functions. Specific indicators are used to
measure these factors. Analyzing these indicators
is essential for developing effective management
strategies that aim to enhance organizational ef-
ficiency and take advantage of opportunities in
the digital economy. Ultimately, the findings are
intended to assist Ukrainian enterprises in opti-
mizing their e-business activities, thereby foster-
ing sustainable growth and maintaining com-
petitiveness in an increasingly digitalized global
environment.

2. METHOD

To achieve the objectives of this study, a quanti-
tative research approach was employed, utilizing
primary data collected from 80 e-business enter-
prises operating in Ukraine (Kulyk, 2025). Data
were obtained through a structured survey instru-
ment disseminated via email to companies iden-
tified through publicly available contact informa-
tion on their official websites. The initial outreach
involved the distribution of 200 invitations, result-
ing in 95 affirmative responses. The survey was ad-
ministered using a Google Form, which gathered
data on key organizational characteristics, includ-
ing legal structure, number of employees, and core
financial indicators such as net turnover and profit
for the year 2024. Of the 95 completed responses,
80 were deemed valid and included in the final
analysis, while the remaining 15 were excluded
due to incomplete or inconsistent data.
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The surveyed enterprises reflect a cross-section of
sectors within Ukraine’s digital economy and rep-
resent a diverse array of e-business models. The or-
ganizations operate under various legal and orga-
nizational forms, including limited liability com-
panies, sole proprietorships without hired staff,
and sole proprietorships employing additional
personnel. The legal form of each enterprise in-
fluences essential managerial dimensions such as
capital formation, taxation regime selection, and
strategies for profit distribution - factors that are
critical to internal financial resource management.

Descriptive statistical methods were applied to
evaluate key indicators related to business scale,
performance outcomes, and workforce size.
Graphical and classification techniques were used
to categorize enterprises by their respective eco-
nomic activities.

In addition, Spearman’s rank correlation coeffi-
cient was employed to measure the strength and
direction of the association between turnover and
staffing levels among the surveyed enterprises.

3. RESULTS

The empirical study encompassed a sample of 80
e-business enterprises operating within Ukraine.
The sectoral distribution of these enterprises, cat-
egorized by type of economic activity, is presented
in Figure 1.
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The sample consists of enterprises that operate
within the digital economy and utilize digital
technologies at various stages of their business
activities. Specifically, it includes 28 e-commerce
companies, 14 business in the field of distance ed-
ucation, 13 software development firms, nine on-
line game development companies, five software
as a service (SaaS) providers, and two data anal-
ysis companies. Additionally, the study features
two companies involved in Internet marketing
and streaming platforms, as well as one company
each from the AgriTech, FinTech, and HealthTech
sectors. This situation is typical for e-commerce
companies in Ukraine, which in most cases oper-
ate on a B2C model, as they are focused on selling
their goods and services to end consumers.

The structure of e-business enterprises is depict-
ed in Figure 2, categorized by type of economic
activity.

When analyzing the structure of the sample by
type of economic activity (see Figure 2), we ob-
serve that the largest proportion of the surveyed
enterprises is in e-commerce, 35%. This is fol-
lowed by 18% of business involved in distance
education, 16% in web development, and 11% in
game development. Other types of e-business each
represent less than 6% of the total surveyed enter-
prises. The results shown in Figure 2 illustrate that
the list of activities of e-business enterprises in
Ukraine is expanding due to the digitalization of
various spheres of economic life. In particular, the
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Figure 1. Economic activity categories of Ukrainian e-business enterprises participating
in the 2025 survey
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Figure 2. Sectoral composition of Ukrainian e-business enterprises surveyed in 2025

survey included AgriTech and HealthTech com-
panies that create digital solutions for agricultural
enterprises and healthcare companies.

In order to study the efficiency of e-business en-
terprises, we have established their organizational
and legal form. The distribution of surveyed en-
terprises by economic activity type and organiza-
tional form is shown in Figure 3.

During the survey, we asked respondents to iden-
tify the organizational and legal form of their
business entity. The majority, 47 respondents
(58.8%), are individual entrepreneurs without em-
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ployees. Additionally, 22 respondents (27.5%) are
individual entrepreneurs with employees, while
11 respondents (13.8%) are registered as limited li-
ability companies.

Figure 3 illustrates the distribution of limited
liability companies that participated in the sur-
vey. Among these companies, there are three
each from the gaming, edtech, and SaaS sectors,
and one company each from the web develop-
ment and e-commerce sectors. Overall, 86.2%
of respondents identified their legal structure
as a sole proprietorship. Sole proprietorship
is the most common organizational and legal

1
3
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15 20 25 3(

Number of enterprises

B Individual business entity

Individual business entity with employees

Limited liability company

Figure 3. Structure of Ukrainian e-businesses by sector and legal form based on 2025 survey data
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form in Ukraine for business entities in various
fields of activity. The reason for its popularity
is the lowest level of taxation available to busi-
nesses in Ukraine. However, every year the state
limits the list of fields of activity and the maxi-
mum turnover that enterprises can have as sole
proprietorships.

The descriptive analysis of the volume indicator
for the business entities under study is presented
in Table 1.

Table 1. 2024 net turnover: Descriptive
metrics for Ukrainian e-businesses participating
in the 2025 survey

Indicators Net turnover (year), euro
Mean 995,760.94
Std. Deviation 2,466,719.82

0
21,876,800

Maximum

Based on the information presented in Table 1, the
minimum annual turnover for the sampled busi-
ness entities is EUR 70,280, while the maximum
annual turnover is EUR 21,876,800. The average
annual turnover for the surveyed sample is EUR
995,760.94.

To utilize this indicator in subsequent calculations,
we examined it for normal distribution. The re-
sults of this analysis are shown in Table 2.

Table 2. Descriptive analysis of the ‘Net turnover’
indicator for assessing normality

Indicators §Statistics§ p
©o035
0.35
0.27

15.5

Kolmogorov-Smirnov

Anderson-Darling

Table 2 shows the results of four different statisti-
cal tests used to assess whether the data follow a
normal distribution. A high p-value (greater than
0.05) suggests that the data did not significantly
deviate from normality. All four tests indicate that
the data do deviate significantly from the normal
distribution. This means that we should proceed
with statistical methods that do not assume nor-
mality of the data.
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The next indicator to be analyzed using descrip-
tive statistics was the net profit indicator. The re-
sults of the analysis are presented in Table 3.

Table 3. 2024 net profit: Descriptive metrics for
Ukrainian e-businesses participating in the 2025
survey

Indicators Net profit (year), euro
Mean 216,152.8
std. Deviation 4120436
Minimum 12650
Maximum 3,719,056

Based on the information presented in Table 3, the
minimum annual net profit for the sampled busi-
ness entities is EUR 12,650, while the maximum
annual net profit is EUR 3,719,056. The average
annual net profit for the surveyed sample is EUR
216,152.8.

To apply this indicator in future calculations, we
analyzed it for normal distribution. The results of
this analysis are presented in Table 4.

Table 4. Descriptive analysis of the ‘Net profit’
indicator for assessing normality

Indicators

 Statistics | p

Kolmogorov-Smirnov 0.35 i <001

Kolmogor'q‘\'/‘-Smirnov (L'i‘l'!'i‘efors Corr) 035 <001
Shapiro-Wilk e 027 ..=001
Anderson-Darling 155 § <.001

Table 4 presents the results of four different sta-
tistical tests that assess whether the data follow a
normal distribution. A high p-value level (greater
than 0.05) indicates that the data do not signifi-
cantly deviate from normality. However, all four
tests show that the data significantly deviate from
the normal distribution.

In addition to analyzing absolute performance in-
dicators like turnover and profit, the analysis al-
so examines a relative indicator used to evaluate
the business performance of enterprises, enabling
comparisons between businesses of varying sizes
and providing a more accurate evaluation of top
managers’ effectiveness. The results of this analy-
sis are presented in Table 5.

Based on the information presented in Table 5, the
minimum profitability level for the sampled busi-
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ness entities is 5%, while the maximum profitabil-
ity level is 53%. The average profitability level for
the surveyed sample is 24.74%.

Table 5. 2024 profitability level: Descriptive
metrics for Ukrainian e-businesses participating
in the 2025 survey

Problems and Perspectives in Management, Volume 23, Issue 3, 2025

To utilize this indicator in subsequent calcula-
tions, we examined it for normal distribution. The
results of this analysis are shown in Table 7.

Table 6. 2024 number of staff: Descriptive
metrics for Ukrainian e-businesses participating
in the 2025 survey

Indicators Profitability level, % Indicators Number of staff
Mean 24.74 Mean D6
Std. Deviation 13.55 Std. Deviation 13.11
Minimum e 5 Minimum B D S
Maximum 53 Maximum 68

The average profitability of the surveyed enter-
prises by type of economic activity is illustrated
in Figure 4.

Figure 4 shows the average profitability by type of
economic activity in the sample. Streaming plat-
forms have the highest level of profitability, fol-
lowed by Internet marketing companies.

The next indicator that requires detailed study and
is used to analyze the performance of e-business
enterprises is the ‘number of staft” indicator. Table
6 presents information on the minimum, maxi-
mum, and average values of this indicator.

Based on the information presented in Table 6, the
minimum ‘Number of staff” indicator is 2, while
the maximum indicator is 68. The average indica-
tor for the surveyed sample is 14.

60
50

40 34.15

30 2711 2745

22.29

50 1643

10

Mean profitability level, %

0

E-commerce
EdTech
WebDev
GameDev
Saas

Table 7. Descriptive analysis of the ‘Number
of staff’ indicator for assessing normality

Indicators | Statistics | p
Kolmogor'g‘v-Smirnov . ; 0.15 039 .....
Kolmogorov-Smirnov (Lilliefors Corr.) 0.15 <.001
Shapiro—V:\:/:i:Ik H 0.92
Anderson-Darling 242 <001

Table 7 shows the results of four different statistical
tests used to assess whether the data follow a normal
distribution. A high p-value (greater than 0.05) sug-
gests that the data do not significantly deviate from
normality. All four tests indicate that the data do de-
viate significantly from the normal distribution. This
means that we should proceed with statistical meth-
ods that do not assume normality of the data.

Since the indicators ‘Net turnover’ and ‘Number
of staff” do not conform to the conditions of nor-

48.5
435

31.75
28

21 22

SMM
Streaming
AgriTech
HealthTech
FinTech

DataAnalysis

Type of economic activity

B Mean profitability level, %

Figure 4. Mean profitability by sector for Ukrainian e-business companies surveyed in 2025
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mal distribution, Spearman correlation analysis
was conducted to determine the relationship be-
tween them. The results of this analysis are pre-
sented in Table 8.

Table 8. Spearman’s rank correlation
between net turnover and workforce size
for Ukrainian e-business enterprises
(2024 figures, surveyed in 2025)

Indicator ‘r.p
Number of staff and Net turnover (year), euro : 0.7 ; <.001

Table 8 summarizes the results of the correlation
analysis for the variables ‘Number of staff’ and
‘Net turnover (year), euro’, showing the correlation
coefficient (r) and the p-value (p). The correlation
coefficient indicates the strength and direction
of the linear relationship. The coeflicient 0.7 sug-
gests a very high, positive correlation. This means
that, generally, as ‘Number of staft’ increases, ‘Net
turnover (year), euro’” also tends to increase and
vice versa.

It is important to note that correlation does not
imply causation, meaning that we cannot con-
clude from this result whether one variable influ-
ences or causes changes in the other.

The p-value is used to assess if the available data
provide sufficient evidence to reject the null hy-
pothesis. The null hypothesis states that the corre-
lation between ‘Number of staff” and ‘Net turnover
(year), euro’ in the population is zero. In most re-
search, a p-value less than 0.05 is considered sta-
tistically significant. Here, the p-value of <.001 is
less than 0.05, which suggests that the correlation
observed in the sample (r = 0.7) is unlikely to be
due to chance. The null hypothesis is therefore re-
jected. The result of the Spearman correlation thus
showed that there was a statistically significant
correlation between ‘Number of staff’ and ‘Net
turnover (year), euro’, r(78) = 0.7, p = <.001.

4. DISCUSSION

This study conceptualized e-commerce enterpris-
es as a specific type of e-business enterprise. But
the classification of businesses within the domain
of e-business and e-commerce remains a subject
of ongoing scholarly debate. Some scholars distin-
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guish e-commerce as a discrete category charac-
terized primarily by online transactional activi-
ties, thereby separating it from broader e-business
operations, which may encompass a wider range
of digital processes such as supply chain manage-
ment, customer relationship management, and
digital marketing (Chen et al., 2022; Numberger &
Rennhak, 2005; Senn, 2000). This differentiation
arises from the unique characteristics and opera-
tional complexities associated with each type, with
e-commerce often viewed as a subset within the
larger conceptual framework of e-business. Such
distinctions are important for understanding the
scope of digital activities and tailoring manage-
ment strategies accordingly.

To study the factors that influence the effective-
ness of e-business enterprises at the stage of their
creation and operation, scientists propose various
methods. In particular, Hackbarth and Kettinger
(2000) suggest using SWOT analysis to build a de-
velopment strategy. Evans (2001) suggests focus-
ing on developing a marketing strategy designed
to satisfy user needs as fully as possible. Czuchry
and Yasin (2003) emphasize the need to use the
Baldrige model to manage and integrate various
aspects of activities, resources, and decisions in
the field of e-business into a practical organiza-
tional strategy.

Given the political and economic situation in
Ukraine, research is based on the understanding
that e-business enterprises have limited opportu-
nities to influence external factors. Therefore, we
focused on indicators that reflect the results of
their activities and tried to establish relationships
with the factors that influence them.

Beyond traditional financial metrics such as
revenue, profit, and profitability, the evaluation
of a business’s performance typically involves a
comprehensive analysis of cost-related indicators,
including cost structures and efficiency metrics,
among others. These indicators are crucial for
assessing operational efficiency and strategic ef-
fectiveness. In this study, the focus was primar-
ily placed on the most critical indicators - rev-
enue, profit, and profitability - due to their direct
relevance to managerial decision-making and
overall business sustainability, especially under
the conditions imposed by martial law. However,
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it is acknowledged that a broader set of perfor-
mance indicators could provide a more nuanced
understanding of business health and operation-
al efficiency.

In terms of resource utilization, e-businesses re-
ly on a spectrum of resources, including human,
financial, and material assets. The present study,
conducted in 2025, concentrated predominant-
ly on human resources. This focus stems from
the recognition that human capital - the skills,
knowledge, and digital literacy of employees - re-
mains the most directly controllable resource by
e-business managers, particularly in the context
of martial law where resource stability is uncer-
tain. Material resources, such as physical infra-
structure and technological equipment, are more
susceptible to sudden loss, limiting managerial
influence over them. Similarly, financial resourc-
es in the e-business environment are often sub-
ject to external regulatory and policy decisions,
limiting the extent to which managers can di-
rectly control their management and allocation.
Consequently, emphasizing human resources
provides a pragmatic approach to understanding
managerial influence on business performance
under the present conditions.

The data utilized in this study were categorized by
the end of 2024, with collection taking place dur-
ing the period of martial law in Ukraine. Legally,
companies operating under martial law are per-
mitted not to disclose certain financial informa-
tion, which presents a significant limitation. The
majority of the entities included in the study are
registered as individual entrepreneurs; under

Problems and Perspectives in Management, Volume 23, Issue 3, 2025

Ukrainian legislation, this legal form does not
mandate the preparation or public disclosure of
financial statements. These entities report their in-
come and employment figures to tax authorities
using standardized forms, but are not required to
provide detailed financial performance indicators,
particularly under the simplified taxation system.
Consequently, data on profitability used in this
study were obtained from informational reports
provided by the enterprises themselves.

The accuracy of the self-reported data could not
be independently verified against official sources
or publicly available information. As the data were
provided voluntarily and at the discretion of the
participating enterprises, it is recognized that the
information may be subject to potential bias or in-
accuracies, despite a reasonable level of trust in its
reliability.

Furthermore, the constraints imposed by martial
law hindered the ability to conduct comprehen-
sive surveys encompassing the entire spectrum
of e-business enterprises in Ukraine. The sample
comprised entities that voluntarily chose to par-
ticipate, which limits the generalizability of the
findings. As such, it is not possible to assert that
the sample’s structure fully represents the diver-
sity and overall composition of the Ukrainian e-
business landscape. Since the performance indi-
cators used in the study are applicable to business
across all sectors of the economy, we believe that
any potential discrepancies between the sample
data and the structure of e-business enterprises
in Ukraine did not significantly impact the re-
sults obtained.

CONCLUSION

This study sheds light on the key performance factors influencing the effectiveness of e-business en-
terprises in Ukraine, particularly those that fall within the scope of managerial influence. The find-
ings underscore the significant role that management plays in shaping both financial and operational
outcomes. Variations in income, profit, and profitability levels among surveyed enterprises point to
differing efficiency levels and emphasize the need for tailored managerial approaches to enhance
performance.

The analysis also reveals that many e-business enterprises opt for an organizational and legal structure
that helps minimize tax liabilities — an approach that has been linked to higher profitability. However,
legislative limitations on turnover and employee numbers under such legal forms may eventually com-
pel enterprises to transition to alternative structures, potentially reducing their profitability.
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Moreover, a strong correlation between turnover and workforce size suggests that business growth will
likely lead to organizational restructuring. This transition may affect profitability, reinforcing the need
for strategic foresight in management decisions.

Overall, the results highlight the crucial impact of managerial actions on the operational success of e-
business, particularly in the evolving digital economy. These insights offer a foundation for designing
targeted management strategies aimed at optimizing resources, improving financial outcomes, and en-
suring long-term competitiveness. Further research should expand the dataset and integrate additional
performance metrics to build a more complete picture of the success factors for Ukrainian e-businesses
undergoing digital transformation.

AUTHOR CONTRIBUTIONS

Conceptualization: Viktoriya Kulyk, Dagmar Skodovd Parmova, Milan Jilek.
Data curation: Viktoriya Kulyk.

Formal analysis: Dagmar Skodové Parmova, Milan Jilek.

Funding acquisition: Dagmar Skodové Parmova, Milan Jilek.
Investigation: Viktoriya Kulyk.

Methodology: Milan Jilek.

Project administration: Viktoriya Kulyk.

Resources: Dagmar Skodov4 Parmova.

Software: Dagmar Skodovéa Parmova.

Supervision: Viktoriya Kulyk, Milan Jilek.

Validation: Dagmar Skodovéa Parmova.

Visualization: Dagmar Skodov4 Parmova.

Writing - original draft: Viktoriya Kulyk.

Writing - review & editing: Dagmar Skodova Parmova, Milan Jilek.

ACKNOWLEDGMENTS

This study was conducted at the Faculty of Economics, University of South Bohemia. The research was
supported by the Neuron Foundation and by the institutional means of the University of South Bohemia,
Faculty of Economics.

REFERENCES

Afridi, E E. A, Jan, S., Ayaz, B, &
Irfan, M. (2021). The impact of
Covid-19 on e-business practices
and consumer buying behavior in a
developing country. Revista Amazo-
nia Investiga, 10(38), 97-112. https://
doi.org/10.34069/2i/2021.38.02.9

Alsharari, N. M. (2021). Manage-
ment accounting practices and
e-business model in the US Walmart
Corporation. IntechOpen. https://
doi.org/10.5772/intechopen.100630

Al-Somali, S. A., Clegg, B., & Ghol-

ami, R. (2010). E-business adoption
and its impact on performance. In I.
Lee (Ed.), Encyclopedia of E-Business

466

Development and Management in
the Global Economy (pp. 95-105).
IGI Global Scientific Publishing.
https://doi.org/10.4018/978-1-
61520-611-7.ch010

Ambrosio-Pérez, M., Cabanillas-
Carbonell, M., & Iparraguirre-
Villanueva, O. (2023). Analysis of
the impact of the pandemic on the
growth, use, and development of e-
business: A systematic review of the
literature. Economies, 11(4), Article
122. https://doi.org/10.3390/econo-
mies11040122

Amit, R., & Zott, C. (2001). Value
creation in e-business. Strategic

Management Journal, 22(6-7), 493-
520. https://doi.org/10.1002/sm;j.187

Andonov, A., Dimitrov, G. P,

& Totev, V. (2021). Impact of
e-commerce on business perfor-
mance. TEM Journal, 10(4), 1558-
1564. https://doi.org/10.18421/
TEM104-09

Baiyere, A., Salmela, H., & Tapa-
nainen, T. (2020). Digital transfor-
mation and the new logics of busi-
ness process management. European
Journal of Information Systems,
29(3), 238-259. https://doi.org/10.10
80/0960085x.2020.1718007

http://dx.doi.org/10.21511/ppm.23(3).2025.33



10.

11.

12.

13.

14.

15.

16.

Banescu, C.-E,, Titan, E., & Manea,
D. (2022). The impact of e-com-
merce on the labor market. Sustain-
ability, 14(9), Article 5086. https://
doi.org/10.3390/su14095086

Begovic, S. (2009). E-business
trainer’s manual. BigrafPlus. Re-
trieved from https://www.empiria-
magna.com/wp-content/uploads/
publications/360_E-business_Train-
ers_Manual.pdf

Bel, G., Brunschot, C. V., Easen,
N., Gray, V., Kuehr, R., Milios, A.,
Mylvakanam, I, & Pennington, J.
(2019). A new circular vision for
electronics: Time for a global reboot.
World Economic Forum. Retrieved
from https://www3.weforum.org/
docs/WEF_A_New_Circular_Vi-
sion_for_Electronics.pdf

Bello, D. C., Osmonbekov, T, Xie,
ET, & Gilliland, D. I. (2002). E-
business technological innovations:
Impact on channel processes and
structure. Journal of Marketing
Channels, 9(3-4), 3-25. https://doi.
org/10.1300/J049v09n03_02

Brzozowska, A., & Bubel, D. (2015).
E-business as a new trend in the
economy. Procedia Computer
Science, 65, 1095-1104. https://doi.
org/10.1016/j.procs.2015.09.043

Byukusenge, E., Munene, . C., &
Ratajczak-Mrozek, M. (rev. ed.).
(2017). Knowledge management
and business performance: Does in-
novation matter? Cogent Business &
Management, 4(1), Article 1368434.
https://doi.org/10.1080/23311975.2
017.1368434

Chaffey, D. (2011). E-business and e-
commerce management. Italy: Roto-
lito. Retrieved from https://stjohn-
scollege.edu.in/web/wp-content/
uploads/2022/01/E-Business-and-
E-Commerce-Management-Strat-
egy-Implementation-and-Practice-
4th-Edition-by-Dave-Chaffey-z-lib.
org_.pdf

Chen, S., Xiao, H., Huang, W,, & He,
W. (2022). Cooperation of cross-
border e-commerce: A reputation
and trust perspective. Journal of
Global Information Technology Man-
agement, 25(1), 7-25. https://doi.org/
10.1080/1097198x.2021.2022396

Chen, Y. (2023). Digital economy
and quality development of en-

http://dx.doi.org/10.21511/ppm.23(3).2025.33

17.

18.

19.

20.

21.

22.

23.

24.

25.

Problems and Perspectives in Management, Volume 23, Issue 3, 2025

terprises. International Journal of
Education and Humanities, 11(2),
211-214. https://doi.org/10.54097/
ijeh.v11i2.13829

Czuchry, A. ], & Yasin, M. M.
(2003). Improving e-business with a
Baldrige-based methodology. Infor-
mation Systems Management, 20(3),
29-38. https://doi.org/10.1201/1078/
43205.20.3.20030601/43071.4

Evans, C. (2001). An e-strategy

for online e-business. Information
Systems Management, 18(4), 8-21.
https://doi.org/10.1201/1078/43198.
18.4.20010901/31461.2

Fisher, J., Craig, A., & Bentley, J.
(2007). Moving from a web pres-
ence to e-commerce: The impor-
tance of a business—web strategy for
small-business owners. Electronic
Markets, 17(4), 253-262. https://doi.
0rg/10.1080/10196780701635864

Gold, A. H., Malhotra, A., & Segars
A.H. (2001). Knowledge manage-
ment: An organizational capabilities
perspective. Journal of Management
Information Systems, 18(1), 185-214.
https://doi.org/10.1080/07421222.20
01.11045669

Hackbarth, G., & Kettinger, W. J.
(2000). Building an e-business strat-
egy. Information Systems Manage-
ment, 17(3), 78-93. https://doi.org/
10.1201/1078/43192.17.3.20000601
/31243.10

Humpbhrey, J., Mansell, R., Paré, D.,
& Schmitz, H. (2003). The reality of
e-commerce with developing coun-
tries. London School of Economics
and Political Science (LSE) and the
Institute of Development Studies
(IDS). Retrieved from https://core.
ac.uk/download/pdf/93449.pdf

Huo, D., & Ouyang, R. (2018). Inter-
nationalization strategy of Chinese
e-business companies. Emerging
Markets Finance and Trade, 54(4),
801-810. https://doi.org/10.1080/15
40496X.2017.1283488

Jiang, X. (2020). Digital economy
in the post-pandemic era. Journal
of Chinese Economic and Business
Studies, 18(4), 333-339. https://doi.
0rg/10.1080/14765284.2020.1855
066

Johnson, M. E., & Whang, S. (2003).
E-business and supply chain
management: An overview and

26.

27.

28.

29.

30.

3L

32.

33.

framework. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.385540

Kauffman, R. ], Li, T., & Van Heck,
E. (2010). Business network-based
value creation in electronic com-
merce. International Journal of
Electronic Commerce, 15(1), 113-144.
https://doi.org/10.2753/jec1086-
4415150105

Kim, J. (2016). The platform busi-
ness model and business ecosystem:
Quality management and revenue
structures. European Planning Stud-
ies, 24(12), 2113-2132. https://doi.or
g/10.1080/09654313.2016.1251882

Kotler, P, & Armstrong, G. (2018).
Principles of marketing (17th ed.).
Pearson. Retrieved from https://
commecsinstitute.edu.pk/wp-con-
tent/uploads/2024/08/Kotler-and-
Armstrong-Principles-of-Marketing.
pdf

Kotler, P, Armstrong, G., Wong, V.,
& Saunders, J. (2008). Principles of
marketing (17th ed.). Pearson Edu-
cation Limited eBooks. Retrieved
from https://kar.kent.ac.uk/32905/

Kraus, N., Zerniuk, O., & Chaikina,
A. (2020). Construction enterprises
innovating activities on the basis

of industry 4.0 and “Deep” digital
transformations. In V. Onysh-
chenko, G. Mammadova, S. Sivitska,
& A. Gasimov (Eds.), Proceedings
of the 2nd International Conference
on Building Innovations (pp. 617-
629). Cham: Springer. https://doi.
0rg/10.1007/978-3-030-42939-3_61

Kulyk, V. (2025). Performance
indicators of e-business enterprises
in Ukraine. Zenodo. https://doi.
org/10.5281/zenodo.15714563

Kulyk, V., & Parmova, D. S. (2017).
E-business development: The com-
parative study of the Czech Republic
and the Ukraine. DETUROPE - the
Central European Journal of Tourism
and Regional Development, 9(1),
80-110. https://doi.org/10.32725/
det.2017.007

Lai, C. T, Jackson, P. R., & Jiang,

W. (2017). Shifting paradigm to
service-dominant logic via Internet-
of-Things with applications in

the elevators industry. Journal of
Management Analytics, 4(1), 35-54.
https://doi.org/10.1080/23270012.2
016.1259967

467



Problems and Perspectives in Management, Volume 23, Issue 3, 2025

34. Mandel, M. (2017). How ecommerce
creates jobs and reduces income
inequality. Progressive Policy Insti-
tute. Retrieved from https://www.
progressivepolicy.org/wp-content/
uploads/2017/09/PPI_ECommerce-
Inequality-final. pdf

35. Najiah, E. E, Mahmudah, H., &
Agustin, N. (2021). The influence of
soft skills and e-commerce develop-
ment activities on increasing in-
come during COVID-19 pandemic
in the women's crop in Jatirejo
village. Journal of Humanities and
Social Studies, 5(3), 317-320. https://
doi.org/10.33751/jhss.v5i3.4050

36. Numberger, S., & Rennhak,
C. (2005). The future of B2C
e-commerce. Electronic Mar-
kets, 15(3), 269-282. https://doi.
0rg/10.1080/10196780500209077

37. Onyemaechi, U, Achara, L., &
Ogwulumba, I. (2019). E-business
and organizational performance: A
focus on selected service industries
in Nigeria. International Journal
of Research and Scientific Innova-
tion, VI(VI), 237-243. Retrieved
from https://www.researchgate.
net/publication/334725123_E-
Business_and_Organizational
Performance_A_Focus_on_Se-
lected_Service Industries_in_
Nigeria#full TextFileContent

38. Owusy, J,, Ansah, W. O,, Djan, K. O,,
Anin, E. K., & Taghizadeh-Hesary, E
(2021). Impact of financial resource
building effort on financial resource
availability among small and me-
dium enterprises. Cogent Business &
Management, 8(1), Article 1920676.
https://doi.org/10.1080/23311975.2
021.1920676

39. Panigrahi, A. K. (2018). Emerging
trends in e-business. New Delhi;
YMCA, Connaught Place. Retrieved
from https://www.erpublications.
com/uploaded_files/download/dr-
anita-kumari-panigrahi AVpLLpdf

40. Paraschiv, D. M., Tltan, E., Manea,
D. 1, Ionescu, C. D., Mihai, M., &
Serban, O. (2022). The change
in e-commerce in the context
of the coronavirus pandemic.
Management & Marketing, 17(2),
220-233. https://doi.org/10.2478/
mmcks-2022-0012

41. Phan, D. D. (2001). E-business
management strategies: A business-

468

42.

43.

44.

45.

46.

47.

48.

49.

50.

to-business case study. Information 51.

Systems Management, 1 8(4), 61-69.
https://doi.org/10.1201/1078/43198.
18.4.20010901/31466.7

Rotman, D. (2018, June 18). From
rust belt to robot belt: Turning Al
into jobs in the US heartland. MIT
Technology Review. Retrieved from
https://www.technologyreview.
com/2018/06/18/141679/ai-could-

wreak-economic-havoc-we-need- 52.

more-of-it/

Schneider, G. (2007). Electronic

commerce. Toronto, ON: Thomp-

son Publishing. Retrieved from
https://erkashif.wordpress.com/
wp-content/uploads/2015/12/ecom-
schneider.pdf 53

Senn, J. A. (2000). Business-to-
business e-commerce. Information
Systems Management, 17(2), 19-28.
https://doi.org/10.1201/1078/43191.
17.2.20000301/31224.3

Sirimanne, S. N. (2021). Technology
and Innovation Report 2021. New
York: United Nations. Retrieved
from https://unctad.org/system/
files/official-document/tir2020_

en.pdf 54.

Smith, R. (2003). The impact of
electronic business on the organ-
isation. ICEB 2003 Proceedings
(Singapore). Retrieved from https://
aisel.aisnet.org/iceb2003/107/

Smith, S. (2004). e-Business.
European Journal of Information
Systems, 13(4), 317-318. https://doi.
org/10.1057/palgrave.ejis.3000505

Soegoto, E. S., Christiani, A., &
Oktafiani, D. (2018). Develop-
ment of e-commerce technology
in world of online business. IOP
Conference Series: Materials Sci-
ence and Engineering, 407, 12-31.
https://doi.org/10.1088/1757- 57
899X/407/1/012031

Srivastava, A., & Thomson, S. B.

(2007). E-business law in China:

Strengths and weaknesses. Electronic 5o
Markets, 17(2), 126-131. https://doi.
0rg/10.1080/10196780701296121

Tan, K. H, Ji, G, Lim, C. P, &
Tseng, M. (2017). Using big data to
make better decisions in the digital
economy. International Journal of
Production Research, 55(17), 4998-
5000. https://doi.org/10.1080/00207
543.2017.1331051

55.

56.

Tsikalo, Ye., Zinevych, O., Osip-
enko, D., Kulyk, V., & Lagovska, O.
(2024). Using artificial intelligence
to improve tax security and con-
trol over tax avoidance schemes.
Journal of Theoretical and Applied
Information Technology, 102,
8530-8542. Retrieved from
https://www.jatit.org/volumes/
Vol102N023/9Vol102No23.pdf

Ukaj, E, Ramaj, V., & Livoreka,

R. (2020). The impact of e-busi-
ness on activity extension and
business performance. Journal

of Distribution Science, 18(8),
103-112. https://doi.org/10.15722/
JDS.18.8.202008.103

. Wagner, C., & Sweeney, E. (2011).

E-business in supply chain man-
agement. In I. Mahdavi, S. Mo-
hebbi, & N. Cho (Eds.), Electronic
Supply Network Coordination in
Intelligent and Dynamic Environ-
ments: Modeling and Implemen-
tation (pp. 24-42). IGI Global
Scientific Publishing. https://doi.
org/10.4018/978-1-60566-808-6.
ch002

Wong, W. P. (2013). Business-
process management: A proposed
framework for future research.
Total Quality Management ¢ Busi-
ness Excellence, 24(5-6), 719-732.
https://doi.org/10.1080/14783363.
2013.776773

Wynn, M. (2022). E-business,
information systems management
and sustainable strategy develop-
ment in the digital era. Sustainabil-
ity, 14(17), Article 10918. https://
doi.org/10.3390/su141710918

Xu, J. (2014). Managing digital en-
terprise. Atlantis Press. https://doi.
0rg/10.2991/978-94-6239-094-2

. Xu, J. (2019). Essential topics of

managing information systems.
World Scientific Press. https://doi.
org/10.1142/11647

. Yu, C. (2004). Value based man-

agement and strategic planning
in e-business. In K. Bauknecht,
M. Bichler, & B. Proll (Eds.), E-
Commerce and Web Technologies
(vol. 3182, pp. 357-367). Berlin,
Heidelberg: Springer. https://doi.
org/10.1007/978-3-540-30077-
9_36

http://dx.doi.org/10.21511/ppm.23(3).2025.33



	“Organizational efficiency in the context of e-business: Evidence from Ukrainian companies”
	_Hlk158556141
	_Hlk158556173
	_Hlk150579988

