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KOMEPLIA 9K CTPATEINYHI YAHHUKW PO3BUTKY
MDKHAPOAHOIO MANPUEMHULITBA

Summary. The rapid expansion of digital platforms and global e-commerce ecosystems is transforming strategic manage-
ment for international entrepreneurship. Modern enterprises increasingly rely on online marketplaces, platform-based business
models, and digital tools to enter foreign markets, optimise cross-border value chains, and strengthen competitiveness. Digital
platforms help firms overcome geographical barriers, reduce entry costs, and scale operations efficiently, while technologies
such as artificial intelligence, Big Data analytics, automated customer service systems, and modern payment solutions enhance
decision-making, customer engagement, and operational flexibility.

Cross-border e-commerce is becoming a dominant channel of international trade, requiring businesses to integrate platform
technologies into operational processes and develop competencies for functioning in digitally interconnected environments.
Strategic adoption of global marketplaces like Amazon, Alibaba’s Taobao and Tmall, JD.com, and Shopee enables firms to
leverage market reach, diverse customer bases, and flexible business models while aligning with local regulations, economic
conditions, and cultural preferences.

The study identifies key challenges of platform-based international entrepreneurship, including cybersecurity risks, tech-
nological dependence, market concentration, and operational disruptions. Proper risk assessment, regulatory compliance, and
resilient business models are essential for sustaining competitiveness and achieving long-term growth. Small and medium-sized
enterprises, in particular, must effectively use digital platforms to succeed internationally, highlighting the importance of strate-
gic planning, platform selection, and alignment of digital strategies with corporate objectives.

This research demonstrates how digital platforms act as strategic drivers of international entrepreneurship, reshaping mar-
ket entry, value chain management, customer interaction, and decision-making. The findings provide practical recommendations
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for firms seeking to enhance competitiveness, optimise cross-border operations, and achieve sustainable growth in the global
digital economy. Further research should evaluate platform adoption across industries, explore emerging digital technologies,
and develop adaptive international business strategies in the context of continuous digitalisation.

Purpose. The purpose of this study is to analyse the strategic role of digital platforms and e-commerce in the development
of international entrepreneurship, identify key factors influencing the effectiveness of platform-based business models, and de-
velop practical recommendations for improving the competitiveness and market expansion strategies of entrepreneurial entities
within the global digital economy.

Materials and methods. This study is based on a systematic analysis of scientific literature, statistical data, and case studies
of global e-commerce platforms and international entrepreneurship. Comparative analysis, generalization, and synthesis were
applied to assess the strategic impact of digital platforms, Al, Big Data, and payment systems on business models, market en-
try, customer interaction, and value chain management. Special attention was given to platform characteristics, GMV, regional
strengths, business model variations, regulatory compliance, cybersecurity, and operational risks, enabling a comprehensive
evaluation of factors influencing competitiveness and cross-border expansion in the global digital economy.

Results. The study shows that digital platforms and e-commerce are crucial strategic drivers of international entrepreneur-
ship. Their implementation reshapes business models, operational processes, and management practices, allowing firms to over-
come geographical barriers, optimise cross-border value chains, and respond rapidly to changing market conditions. Effective
use of marketplaces, Al, Big Data, and modern payment systems enhances customer engagement, scalability, and operational
flexibility. Analysis of leading global platforms highlights how strategic platform adoption supports market entry, value chain
coordination, and competitive positioning in the global digital economy.

Discussion. Future research should explore industry-specific strategies for platform-based international entrepreneurship, in-
cluding the development of adaptive business models and tailored approaches for different markets. Additional directions include
examining the role of digital leadership, fostering innovation-driven organizational cultures, and managing operational and cyber-
security risks. Empirical studies on the effectiveness of platform-based strategies and the impact of emerging digital technologies
will further inform international business decision-making and contribute to sustainable growth in the global digital economy.

Key words: digital platforms, e-commerce, international entrepreneurship, strategic management, global market, online
marketplaces.

AHoTauis. LLIB1gke nowmpeHHs LMPpoBux naatHopm Ta 21006a1bHUX eKOCMCTeM eneKTPOHHOI KomepLii TpaHcgopmye
cTpartezidHe yrnpasaiHHA MiKHAPOGHUM NigrnpueMHULTBOM. CyddcHi nignpueMcTsa gegani 4acTille BUKOPUCTOBYIOTb OHIAMH-
mapkeTrnieiick, m1atdopmHi bisHec-mMogeni Ta LUPPOBI iHCTPYMEHTH g/isl BUXOGY HA 3AKOPGOHHI PUHKM, ONTUMI3ALii MiXHa-
POgGHMX IAHLI02IB CTBOPEHHS BAPTOCTI TA 3MiLiHEHHS KOHKYPEHTHUX no3unuii. Lndposi niatdopmu go3BoasioTb KOMAAHISIM
gonatu 2eo2padiyHi 6ap’epu, 3HMKYBATU BUTPATH HA BXOQXKEHHS Ta epeKTUBHO MacluTabyBaTu onepawii, Togi Sk TexHonoaii
LITY4YHOR0 IHTe/IeKTY, QHANITUKN BENMKNX §OHMX, ABTOMATU30BAHMUX cUCTeM 00CTY20BYBAHHS KNIEHTIB TA Cy4ACHUX MAATIKHNX
piLLieHb MOKPALLYyIOTb NPUAHATTS pillieHb, B3AEMOGIIO 3 KIEHTAMM Ta 2HYYKICTb Bi3Hec-npoLecis.

MiXHapogHa eneKTPOHHA KOMepLisi CTAE GOMIHYI0UMM KAHAOM MiXXHAPOGHOI TOP2iBJi, L0 BUMA_dE iHTe2paLii niaTgopmHmx
TeXHO/02iV y onepaviiiHi npouecy Ta po3BUTKY KoMreTerwii gisi poboTu y uMPpoBo B3AEMONOBS3aHOMY cepegoBuLyi. CTpa-
TeziuHe BUKOPUCTAHHS 2106a/1bHNX MApKeT/enciB, Takux ik Amazon, Taobao ta Tmall (Alibaba), JD.com i Shopee, gO3BOJISIE
KOMMQHISM 3a/1y4ati WMpPOoKy ayguTopito, MPALoBATH 3 Pi3HUMM CeaMeHTamu KAIEHTIB i 3aCTOCOBYBATH 2Hy4ki bi3Hec-mogei 3
YPAxyBaHHSAM JIOKA/IbHUX HOPMATUBHMNX, EKOHOMIYHMX TA Ky/bTyPHNX 0COB/IMBOCTEA.

JlocnigokeHHs TAKOX BUSIBIISIE K/TIOYOBI BUK/IMKM MIATHOPMHO20 MDKHAPOGHO20 NigNpEMHMLTBA, BKIKOYAKOUYM Kibepbesmeky,
TeXHO/I02i14HY 3ANIKHICTb, KOHLEHTPALi0 PUHKY TA OnepawiiiHi pu3nku. MpasuabHa OLiHKAG pyU3NKIB, GOTPUMAHHS pe_yisaTop-
HUX BUMOR i CTiliKi Gi3Hec-mogeni € HeobXigHMMu gs 36epexkeHHs! KOHKYPEeHTOCIPOMOXHOCTI Ta gOB2OCTPOKOBO20 3POCTAHHSI.
OcobnuBy yBagy caig npugingTy Maamm i cepegHim nignpueMcTBam, gas skux epekTuBHe BUKOPUCTAHHS UM@POBUX NAATHOPM
CTAE BU3HAYA/IbHUM GAKTOPOM YCNiXy HA MiXHAPOGHUX PUHKAX.

JlocnigxxeHHs! MOKA3ye, Lo LndpoBsi naaTopmu BUCTYNaoTb CTPATeiYHUMM gpaiBepamu MiKHapOgHO20 MignpueEMHILTEG,
3MIHIOYM MIgXOgM go BUXOGY HA PUHOK, YNPABIHHA TAHLI02AMM CTBOPEHHS BAPTOCTI, B3AEMOGIi 3 KAIEHTAMM TA MPUIHATTA
pilieHb. Pe3ynbTati HAgaioTb NPAKTUYHI pekoMeHqgawil gas nigeuLLeHHs KOHKYPEeHTOCPOMOXHOCTI, ONTUMI3aLil TpaHCHayio-
HA/IbHUX onepawiii Ta 3abe3neqeHHs CTAn020 3POCTAHHS B 2100a/1bHIl LMPPOBI eKOHOMILI. [T0ganbLLi GOCAIGKEHHS! MOXYTb
30CepegXKyBaTMCs Ha OLiHLI N1ATPOPMHOI MiXKHAPOGHOI GisiIbHOCTI y Pi3HNX 2a1y35X, BUBYEHHI BIINBY HOBITHIX LUNPPOBIX
TexHo/02iii Ta po3pobui aganTuBHMX CTpaTezisi MixkHapogHo2o Gi3Hecy B yMOBAX MOCTiiHOI LingpoBi3auii.

MeTa. MeToto gochigxeHHs € aHA/3 CTpateziqHoi poni undpoBux nAaTPopm Ta esekTPOHHOT KOMepLii y pO3BUTKY MiKHA-
POgHO20 MigNPUEMHMLTBA, BU3HAYEHHS K/II0UOBMX (AKTOPIB, L0 BIIMBAIOTb HA ePeKTUBHICTb nAaTdopmMHuX bizHec-Mogener,
a TAaKoX po3pobieHHs MPAKTUYHMX PeKOMeHgaLivi Logo NigBULLEHHS! KOHKYPEeHTOCIPOMOXHOCTI Ta CTpateziii po3LLMpeHHs
PUHKIB NigNpUEMHNLIbKMX CYO'EKTIB y 2100a/1bHIi UPPOBIN eKOHOMIL.

Marepianu i meTogu. [lochigxeHHs 6a3yeTbCsl HO CUCTEMATUMYHOMY AHAAI3i HAOYKOBOI 1iTepaTypu, CTATUCTUYHNX JAHNX Td
KeyiciB MpoBigH1X 21006a1bHUX NAATHOPM e1eKTPOHHOI KOMepLii Ta MiXHaPOGHO20 MignpUEMHMLTBA. [1151 OLHKM CTPATe2i4HO20
BI/IMBY LUM@POBUX MAATHOPM, LUTYYHOR0 iHTeNeKTy, Big Data Ta naatixHux cuctem Ha bisHec-Mogen, BUXig Ha pUHKM, B3AEMOGtO
3 KNIEHTAMM T YNPABAIHHA IAHLI02AMM CTBOPEHHS BAPTOCTI 3ACTOCOBYBA/INCA METOGH MOPIBHSA/IbHO20 AHAI3Y, Y3a2a/IbHEeHHS

126



// International scientific journal «Internauka».

Series: «<Economic sciences» // N2 1 (105), vol. 2, 2026 // 1ISSN 2520-2294 (print), ISSN 2709-5444 (online) //

Ta cuHTe3y. OcobanBa yBaz2a Np1ginaaacs XapakTepucTukam naat@opm, obcsy Banoso2o Toapoobizy (GMV), pecioHanbHum
CH/IbHUM CTOPOHAM, Bapiauisiv 6i3Hec-Mogeneli, gOTPUMAHHIO HOPMATMBHMX BUMO2, Kibepbe3newi Ta onepaviiHum pU3nKam, Lo
gO3BO/IM/IO MPOBECTN KOMIMIEKCHY OLiHKY PaKTOPIB, 5Ki BMMBAOTb HA KOHKYPEHTOCPOMOXHICTb Ta PO3BUTOK TPAHC2PAHNYHOI
QiSIbHOCTI y 27100a/1bHIi LM@POBIii eKOHOMIL.

Pe3ynbtatu. [locnigxkeHHs NOKA3ye, Lo LmugpoBi niatopmu Ta enekTpoHHA KOMepLisi € KII0HOBUMM CTPATEIYHUMM YNH-
HUKAMM PO3BUTKY MDKHAPOGHO20 MigNPUEMHMLTBA. IXHE BMPOBAGKeHHs TpaHchopmye bi3Hec-Mogeni, onepauiiiHi npovecu Ta
YNPABAIHCbKI MPAKTUKM, GO3BOISIOYM KOMIAHISIM goAaTH 2e02padiyHi 6ap’epy, oNTUMI3yBATY TPAHCRPAHUYHI IAHLI02M CTBOPEHHS
BAPTOCTI Ta 0MepaTMBHO peazyBaTi HA 3MiHY YMOB PUHKY. EQeKkTBHE BUKOPUCTAHHS MAPKeTNENCIB, LTy4HO20 iHTeneKTy, Big
Data Ta cyqacHnx naaTixHUX CUCTeM MigBMLLYE 3a1y eHiCTb KAIEHTIB, MaCLUTABOBAHICTb TA 2HYYKICTb onepavii. AHaI3 NpoBIgHMX
2106a/1bHUX NATHOPM GEMOHCTPYE, IK CTpaTezituHe BIIPOBAGXeHHs nAaTdopm NigTpumye BUXig Ha HOBI PUHKM, KOOPGUHALIO
JIGHL02IB CTBOPEHHSI BAPTOCTi Ta 3MillHeHHS! KOHKYPEHTHUX MOo3uLii y 2100a1bHIV LngpOBIvi eKOHOMIL.

[NepcriekTBu. Y MaibyTHIX gOCaigxKeHHsX Clig po32AgaTi 2ay3eBi cTparteeii gasi MKHapOgHO20 MignPUEMHMLTBA Ha 6a3i
unPpoBux N1aTPopm, 30KkpemMa po3BUTOK aganTuBHux bisHec-Mogesel Ta iHgUBIGYani3oBaHMX Nigxogis gs Pi3HUX PUHKIB.
JlogaTkoBUMuM HanpAMamu € gocaigxkeHHs posi UMPpoBo20o NigepcTBa, PopMyBAHHS OP2AHI3ALiiHIX KyNbTYp, OPIEHTOBAHMX
Ha iHHOBAULIT, Ta yNpasaiHHS onepauiiinmu i kibepbe3nekoBMmMy pu3nkamu. EMnipuyHi gociigxxeHHs Wogo egeKTMBHOCTI
naaTPopmMHUX CTpaTe2ik Ta BRAMBY HOBUX LMGPOBUX TEXHONO02iH CripusTUMYTb Ginlbll 067 PYHTOBAHOMY MPUIAHATTIO PillieHb

MixxHapogHomy Bi3Heci Ta 3abe3neqartb CTivikui po3BUTOK y 2106a/1bHil UMPPOBIii eKOHOMiIL.
KntouoBi cnoBa: ungposi nnathopmm, enekTpoHHA KoMepLisi, MiXkHapOgHe MignpueEMHNLTBO, CTpaTe2iyHe yrnpasiHHs,

2100a/1bHNUI PUHOK, OHAANH-MAPKETIIENCH.

tatement of the problem. The rapid evolution

of digital platforms and the global expansion of
e-commerce have fundamentally transformed the en-
vironment in which international entrepreneurial
activity develops. These processes provide enterprises
with new opportunities for rapid market entry, cost re-
duction, and improved customer engagement, yet they
also generate a complex set of strategic challenges for
businesses operating in cross-border digital markets.

Digital platforms enable companies to scale oper-
ations, test new business models, and integrate into
global value chains more effectively. At the same time,
the increasing dependence on online marketplaces
and platform ecosystems requires entrepreneurs to
reassess their strategic priorities, adapt to platform
rules and algorithms, and ensure high levels of digital
readiness. The dynamic nature of digital competition
adds further complexity to decision-making in inter-
national markets.

As a result, businesses engaged in international
entrepreneurship face the need to balance the advan-
tages of digital commerce with the risks associated
with platform dependence, intense competition, cy-
bersecurity threats, and regulatory diversity across
countries. Key issues include selecting the most effec-
tive platform-based business model, building digital
competencies, ensuring visibility and competitiveness
within online ecosystems, and managing cross-border
logistics and customer service.

Therefore, the central problem lies in identifying
and analysing the strategic challenges that entrepre-
neurial entities encounter when integrating digital
platforms and e-commerce tools into their interna-
tional activities. This also involves determining ap-
proaches that increase operational efficiency, market
adaptability, and long-term competitiveness in the
global digital environment.

Analysis of recent researches and publications.
The strategic role of digital platforms and e-commerce
in international entrepreneurship has been widely
studied. Ukrainian researchers focus on the conceptu-
al foundations of digital transformation and its impact
on strategic management. Melnyk O. and Ruda M. [1]
examine strategic aspects of business digitalisation, em-
phasising effects on managerial efficiency and compet-
itiveness. Panchuk A. and Malkova K. [2] analyse the
formation of enterprise digital strategies, highlighting
the integration of digital tools into planning.

Pushkar T. [3] explores platform-based solutions as
instruments for improving strategic decision-making.
Kut M. [4] considers e-commerce infrastructure, func-
tional characteristics, and challenges such as techno-
logical and logistical constraints. Kraus K., Kraus N.,
and Manzhura O. [5] provide a comprehensive over-
view of e-commerce and online marketplaces, while
Kregul Y., Batrymenko V., and Batrymenko V. [6] ad-
dress legal and regulatory aspects of international
digital trade.

Foreign research also provides important insights.
Oberlo [7] presents empirical data on the largest global
marketplaces, including their gross merchandise val-
ue, while Travassos Rosario A. and Casaca J.A. [8],
and Gong C., He X., and Lengler J. [9] analyse the
role of digital platforms in facilitating cross-border
entrepreneurship and reducing market entry barriers.

Formulation purposes of article (problem).
The purpose of this article is to analyse the strate-
gic role of digital platforms and e-commerce in the
development of international entrepreneurship. The
study aims to identify key factors influencing the ef-
fectiveness of platform-based business models, assess
opportunities and risks associated with their interna-
tional application, and substantiate practical recom-
mendations for improving competitiveness and market
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expansion strategies of entrepreneurial entities within
the global digital economy.

The main material. Digital platforms play a sig-
nificant role in modern strategic management, as they
shape new approaches to organising and coordinating
business processes. Their implementation contributes
to increased operational efficiency, cost optimisation,
and the development of sustainable competitive advan-
tages in a dynamic market environment. The impact of
digital platforms on enterprises is multidimensional
and extends to both internal management processes
and external interactions with partners, customers,
and other market participants [1].

One of the key areas for improving strategic
decision-making is the digitalisation of operational
activities. This process involves the introduction of
automated management systems, the use of digital
analytical tools to assess performance, and the opti-
misation of planning and control functions.

In the context of the digital economy, strategic man-
agement is no longer limited to long-term planning but
increasingly takes the form of a dynamic and adaptive
process. It is closely linked to real-time data analysis
and allows enterprises to respond promptly to changes
in market conditions, shifts in consumer behaviour,
regulatory developments, and global risks. In this way,
digital platforms play an important role in enhancing
the flexibility of strategic management within an un-
stable international environment [2].

The strategic impact of digital platforms on key
aspects of international entrepreneurship is sum-
marised in Table 1, which highlights the main areas
of strategic management.

In recent years, digital platforms have become
increasingly widespread, significantly transforming
traditional approaches to commercial activity and
shaping a new form of trade known as e-commerce.
E-commerce involves the conduct of profit-oriented
economic transactions in a remote format through
the use of specialised information and telecommu-
nications technologies. The most common manifesta-
tions of this form of activity include online stores and
digital trading platforms, which provide consumers

with direct access to goods and services regardless of
geographical boundaries. Compared to conventional
trade models, e-commerce is characterised by lower
transaction costs, broader market reach, and a higher
level of convenience for all participants. In addition,
a range of other innovative technologies is being active-
ly implemented within the digital trade environment,
further enhancing the efficiency of business processes.

The contemporary development of e-commerce is
primarily based on two main types of digital plat-
forms. The first type consists of brand-owned online
stores, where companies independently sell their own
products through official websites or digital channels,
establishing direct relationships with consumers. The
second type includes digital counterparts of traditional
offline retailers that offer a wide range of products from
various manufacturers while performing distribution
functions. A distinct and increasingly important seg-
ment of e-commerce is represented by marketplaces,
which are digital trading platforms that allow third-
party sellers to offer their products through a unified
online interface. These platforms act as intermediaries
between sellers and buyers and constitute one of the
key drivers of the global development of e-commerce.
Among the most prominent international marketplac-
es are Amazon, eBay, AliExpress, Temu, and others.

Special attention should also be given to the role of
advanced digital technologies, including artificial in-
telligence, Big Data, and electronic payment systems,
in the development of platform-based business models
and e-commerce. The application of artificial intelli-
gence tools and Big Data analytics enables companies
to gain deeper insights into consumer behaviour and
to deliver personalised offerings based on customers’
purchase histories and interaction patterns. At the
same time, automated chatbots are increasingly being
implemented to provide timely feedback, improve the
quality of customer support, and optimise communica-
tion processes. An important component of the digital
infrastructure of e-commerce is the adoption of modern
payment systems, particularly Apple Pay and Google
Pay, which contribute to enhanced transaction security
and reduce the risk of fraudulent activities [4].

Table 1

Strategic Impact of Digital Platforms on International Entrepreneurship

Aspect of strategic man-
agement

Role of digital platforms

Strategic effect for international entre-
preneurship

Market entry

Online marketplaces and platform access

Reduction of entry barriers to foreign
markets

Business model design

Platform-based business models

Scalability and flexibility of operations

Customer interaction

Digital communication channels

Enhanced customer engagement and per-
sonalisation

Value chain management

Platform integration tools

Optimisation of cross-border value chains

Decision-making processes

Data analytics and real-time information

Increased adaptability and strategic re-
sponsiveness

Source: compiled by the authors on the basis of [3]
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At the same time, the use of digital platforms in
e-commerce is associated with a number of signifi-
cant challenges that affect the strategic opportunities
of enterprises. One of the key challenges is the high
level of competition and the tendency towards mar-
ket monopolisation, as a result of which small and
medium-sized firms are often displaced by large play-
ers, creating additional barriers to market entry for
new participants. Another important issue concerns
the protection of personal data, which represents a
fundamental prerequisite for the sustainable devel-
opment of e-commerce. The main entrepreneurial
risks associated with international entrepreneurship
and digital platform usage are summarized in Table
2 to highlight their areas of origin and influence on
business activities.

Particular attention should also be paid to risks
related to cybersecurity, including attacks on databas-
es, fraudulent schemes, and phishing activities, which
necessitate the continuous upgrading of information
security systems. In addition, enterprises operating on
digital platforms exhibit a high degree of technological
dependence, increasing the likelihood of operational
disruptions, such as server overloads or system fail-
ures during periods of peak demand, including large-
scale promotional campaigns. Logistics-related chal-
lenges also remain relevant, especially those associated
with rising delivery costs, disruptions in supply chains,
and the destruction of physical infrastructure, such as
warehouses and transport terminals.

Despite these challenges, the further adoption of
digital platforms in e-commerce is expected to inten-
sify due to the rapid development of advanced technol-
ogies. In this context, e-commerce participants need
to take into account existing risks and constraints in
order to create more stable and resilient conditions for
the development of platform-based business models.

Before undertaking comprehensive digitalisation
of business processes, entrepreneurs are required to
conduct a thorough assessment of potential risks as-
sociated with platform-based operations. These risks
include technological and system-related vulnerabil-
ities, cybersecurity threats, data protection issues,
unforeseen financial costs, marketing inefficiencies, as
well as the possibility of fraudulent activities and ma-

nipulation of digital systems. Insufficient consideration
of such factors has, in some cases, resulted in newly
established e-businesses losing their operational inde-
pendence or being absorbed by larger market players.

A significant proportion of these enterprises
demonstrated weak financial performance and were
unable to achieve sustainable profitability, as strategic
priorities were often focused on rapid expansion rather
than financial resilience. This imbalance contributed
to the formation of unstable market conditions, which
led to the failure of numerous digital companies. Al-
though large-scale systemic disruptions of this nature
are less likely to recur in the same form, individual
market segments continue to follow cyclical patterns
characterised by phases of growth, stabilisation, and
decline. Under such conditions, business owners and
managers must be capable of evaluating the dynam-
ics of their respective market segments and aligning
strategic decisions with different stages of the business
cycle in order to ensure long-term sustainability [5; 6].

In this context, online marketplaces emerge as one
of the most influential instruments of international
entrepreneurship in the contemporary global e-com-
merce environment. These platforms function as key
digital intermediaries that enable companies to access
international customers, facilitate cross-border trans-
actions, and scale operations beyond domestic mar-
kets. Global marketplaces differ significantly in terms
of geographic reach, gross merchandise value (GMV),
target audiences and underlying business models,
which directly affects their strategic potential for sell-
ers. While platforms such as Amazon and Alibaba’s
Taobao and Tmall dominate worldwide transaction
volumes, other marketplaces focus on specific regions
or market niches, offering alternative pathways for
international expansion. Understanding the charac-
teristics, competitive positions and regional strengths
of leading marketplaces allows firms to make more in-
formed decisions regarding market entry strategies,
product positioning and long-term growth in global
digital ecosystems, as summarised in Table 3.

To improve competitive performance and facili-
tate international market expansion, firms operating
within the global digital economy are advised to adopt
comprehensive and adaptive digital strategies. First,

Table 2

Key Types of Entrepreneurial Risks by Area of Occurrence

Type of risk Role of digital platforms
Economic Changes in market conditions, inflation
Financial Liquidity constraints, credit risks, solvency issues
Commercial Demand fluctuations, competitive pressure, sales risks
Operational Disruptions in production processes or supply chains
Innovation Uncertainty regarding the outcomes of innovations
Social Human resource risks, reputational losses

Source: compiled on the basis of [11]
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Table 3
Top 5 Global E-Commerce Marketplaces by GMV
Rank Marketplace Estimated GMV (USD) Primary Region
1 Taobao ~$723.8 billion China
2 Tmall ~$682.7 billion China
3 Amazon ~$435.7 billion Global
4 JD.com ~$249.9 billion China
5 Shopee ~$77.2 billion Southeast Asia

Source: compiled by the authors on the basis of [7]

integrating marketing, customer relationship manage-
ment, and supply chain planning with digital technolo-
gies such as artificial intelligence and big data analyt-
ics can significantly enhance operational effectiveness
and consumer engagement in cross-border contexts [8].

Furthermore, internationalisation through digital
platforms requires careful consideration of local mar-
ket conditions, regulatory frameworks, and cultural
preferences. Developing tailored platform strategies
for each target region can reduce entry barriers and
improve long-term sustainability [9].

Finally, businesses should undertake a comparative
analysis of e-commerce platforms to select those that
best match their strategic goals, product offerings,
and cost structures. This strategic alignment enables
firms to optimise resource allocation, enhance custom-
er reach, and build competitive advantage in diverse
global markets [10].

Conclusions of this research and prospects
for further research in this area. This study con-
firms that digital platforms and e-commerce act as
strategic drivers of international entrepreneurship
in the modern global economy. Their adoption trans-
forms traditional strategic management by enabling
firms to overcome geographical barriers, optimise
cross-border value chains, and increase adaptability
to rapidly changing market conditions. Platform-based

business models reduce entry barriers to international
markets while supporting scalability, flexibility, and
enhanced customer interaction.

The research demonstrates that the effectiveness of
international entrepreneurial activity increasingly de-
pends on data-driven decision-making, the integration
of advanced digital technologies, and the alignment of
platform strategies with external economic, regulatory,
and cultural factors. At the same time, the expansion
of platform-based operations introduces new challeng-
es related to cybersecurity, market concentration, and
financial sustainability, which require a balanced and
strategically informed approach.

The analysis also highlights the strategic impor-
tance of global online marketplaces as key instruments
for international market expansion. Differences in
platform scale, geographic focus, and business models
necessitate careful platform selection in accordance
with firms’ strategic objectives. Companies that effec-
tively align their competitive strategies with platform
characteristics are better positioned to strengthen in-
ternational presence and achieve sustainable growth.

Further research may focus on empirical evalua-
tion of platform-based internationalisation strategies
across industries, as well as on the impact of emerging
digital technologies on the evolution of international
entrepreneurship within the global digital economy.
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