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Abstract: The article is devoted to the urgent theme of the
modernity — modeling the activities of Internet companies, whose
main task is to run efficient business. The main purpose of this
article is to define the basic regularities that determine the
peculiarities of risk assessment in business as the main element
that contributes to achieving the economic security of
an organization, as well as to explain the choice of the optimal
model for integrating a company into the information business. In
the article the information business models have been analyzed,
the areas of information commerce, factors for the efficient
implementation of business models, and the attractiveness of the
online market have been considered. The possibilities of using
new online technologies in intracompany processes and
communications in advertising and other commercial activities of
the company have been assessed.
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I. INTRODUCTION

Every year in Russia and around the world information
technologies are more and more widely introduced into all
areas of activity. They have impact both on companies and on
the economy, as a whole. New programs are developed, old
ones are improved, and platforms for creating online
businesses are opened.

The article is devoted to the urgent theme of the modernity
— modeling the activities of online companies, whose main
task is to run efficient business.

There is certain specificity in performing work online. It is
necessary to use various approaches, models and knowledge
for a business to become successful on a certain platform. It is
necessary to choose the right content, advertising space and
design of an Internet resource.

Every day the number of companies on the Internet
continues growing. This type of activity has positive

Manuscript published on 30 September 2019.

*Correspondence Author(s)

Irina Anatolievna Kiseleva, Plekhanov Russian University of Economics,
Moscow, Russian Federation.

Irina Sergeevna Lebedeva, Plekhanov Russian University of Economics,
Moscow, Russian Federation.

Mikhail Samuilovich Gasparian, Plekhanov Russian University of
Economics, Moscow, Russian Federation.

Mikhail Vladimirovich Karmanov, Plekhanov Russian University of
Economics, Moscow, Russian Federation.

Vladimir lIvanovich Kuznetsov, Plekhanov Russian University of
Economics, Moscow, Russian Federation.

© The Authors. Published by Blue Eyes Intelligence Engineering and
Sciences Publication (BEIESP). This is an open access article under the
CC-BY-NC-ND license http://creativecommons.org/licenses/by-nc-nd/4.0/

Retrieval Number: K17300981119/19©BEIESP
DOI: 10.35940/ijitee.K1730.0981119
Journal Website: www.ijitee.org

2506

dynamics: new websites, instant messengers, groups, and
channels are constantly developed and created. Since
nowadays this type of activity is very efficient and attractive,
it can be the main source of income, traffic, or an auxiliary
source. A lot of online transactions are made, new chains of
relationships are formed, and there is an increase in monetary
terms. A new market and a new economic space called
the “online market” are formed. This is a system of new
economic relations. In Russia, online business is just
emerging. Various opportunities for business in the Internet
environment are created. In the article the information
business models are analyzed, the areas of information
commerce, factors for the efficient implementation of
business models, and the attractiveness of the online market
are considered. The possibilities of using new online
technologies in intracompany processes and communications
in advertising and other commercial activities of the
company are assessed.

Il. LITERATURE REVIEW

Online technologies are used in many areas of the
economic activity. They integrate the supplier, the
manufacturer, and the consumer. Good indicators of the
online business performance will be achieved only in case of
a competent approach [1 — 3].

The information business is a business model where many
parts of business are automated by using information
systems.

The Internet environment is the area of innovations. It has
a number of advantages. They include:

v No risks associated with the human factor,

v Reduction of labor costs,

v High speed of operations, and therefore, increasing the
speed of business,

High business scaling speed,

Reduction or lack of tangible assets of the company,
Lack of distance between the seller and the buyer, and
Possibility of competition between small companies
and behemoths, etc.

Consequently, the information business is the business
activity associated with earning a profit. The activity should
occur in the global networks. If no Internet resources are
used, the business activity will be a traditional business [4 —
6].
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1. METHODS

A. General description

Let us consider the structure of the information business.
Its components include:

v’ Extranet — the external online interaction with partners,
suppliers and customers,

v' Intranet — the internal organization of a company based
on a single information network,

v/ Commerce in the information area has
directions, such as:

v' Business to business, B2B — from business to business
— various ways of interaction between corporate users,

its own

million people aged 16+ are Internet users in Russia
8 7 (+3 million users for the recent year)

25.4%

v/ Business to consumer, B2C - from business to
consumer — the communication based on the producer —
final consumer strategy.

B. Block Diagram

The Internet environment is a set of global network space
factors that have impact on the company introducing online
technologies into its operations.

These factors include:

v' Internet audience and its various characteristics. Figure 1
shows the percentage of the people aged 16+ who are
active Internet users in Russia. In 2017, this number was
72.8%.

72,8%

70.4 % 704 %

67.5%

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Fig. 1: Internet Penetrations in Russia

v" Infrastructure (information resources, types of services,
technologies, structure of commercial participants),

v" Development of telecommunications infrastructure,

v' Feasibility of transactions, and

v" Development of the legal framework of online business.

C. Algorithm

Business models can be classified depending on the degree
of introduction and interaction of IT in the company.

BO Model — Intranet Model

The creation of this model, an internal information system,
is the first stage in the consolidation of a company. An online
company serves as a tool to improve the efficiency of
company communications. Information resources are
accessed on a limited basis. The access is provided only to
company employees. It is limited from the outside world [7,
8].

The intranet model systems increase the speed, efficiency
of data exchange among employees, improve feedback and
interaction. They also enable the staff to work together
regardless of their location.

Such systems reduce the transaction costs of the company,
as well as improve management and planning.

B1 Model — Business Card Model
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At this stage, the company’s internal information system is
formed. This is considered to be the emergence of the
extra-type information system.

This system can be used by employees and other
individuals authorized by relevant rights from the outside
world. The system contains data on the cost and range of
goods, discounts or benefits, as well as the user database. The
company can inform consumers about the activities and
products and form a feedback with the consumer. This is
done by using e-mail, subscription, multicasting, creating
channels, websites, and various records to comment.

This system improves the communications performance
not only in the internal space of the company, but also from
the external environment. The time for searching for partners
decreases. There is no bond to the local market or geographic
area.

B2 Model — Electronic Order Model

There is a reverse interaction with the consumer. It is
carried out through the information order system. Users
themselves begin to work in the information system. The
contractor — the manufacturer and the manufacture — the
consumer form communication chains. At this stage of
integration, the user is a corporate  client
(business-to-business, B2B), as well as the final consumer
(business to consumer, B2C) (Fig. 2).
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Electronic order model

Type of the used interactions

v

Business-to-business, B2B

v

Exchanges
A \ 4

Corporate auctions

A\ 4

Company’s information
systems

*

v

Business-to-consumer, B2C

A4
Consumer auctions

\4 A
Online stores

Type of used online platforms

Fig. 2: Electronic Order Model

When a company performs its activities with corporate
customers, it is supposed to create one of two types of trading
platforms:

v"Information system on interacting with corporate
customers, or
v Independent trading information system.

In the first case, the consumer forms an order for
production and almost on his own controls the supplier’s
warehouse. The entire trading site is automated. It fulfills
such functions as
Search for the target position in the price list,

Financial statements,

Archive,

Selection and optimization of delivery routes,
Analysis of supply and demand,

Payment and insurance, etc.

In the second case, the trading site is formed as an
electronic procurement system. There is a possibility to
arrange tenders, with a mechanism for comparing and
searching for prices. Search for the right partner and
compliance with the terms of the transaction are automated.
The main income of the organizer is formed by the cost of
financial and logistics services, advertising, additional
information on suppliers, fees for entering the information
system, as well as transaction fees. The consumer can quicker
choose a product at the lowest price. The costs for purchase
are reduced. It is possible to interact with more buyers.

The main factors of this business model (B2B) include:

v A lot of participants and transactions,

v' Increase in the value and efficiency of the business

model, as a result,

v’ Standardization of goods and services,

v' Low prices for connecting to trading information

systems,

v Greater functionality of trading information systems,

and

v High quality telecommunications.

Thus, the use of new information technologies reduces the
cost of purchasing, organizing, processing, accounting, and
delivery of goods.

ANANANANAY
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Information systems enable companies to have fewer
inventories. They improve the efficiency of response to
changes in demand and reduce the risk of overstocking.
Another advantage of creating an online store according to
this model is lower prices for goods on the Internet than in
traditional stores. At the Internet environment, it is possible
to place more goods, unlike at a traditional store [9 — 11].

These are success factors for implementing integration
models (B2C) in Russia:

v' Offline and online strategy. It is efficient for traditional
stores. Expenses for accessing the Internet are almost
unnoticeable, unlike Internet projects that do not have an
offline business,

v The attention is focused on the needs of a solvent
Internet audience,

v' The Internet is good for active marketing. Internet
advertising is very efficient. The global network can
reach a large audience, despite the location and place of
the people’s residence,

v" High speed of websites and data sharing, and

v Improved product delivery system, etc.

The main reasons for the decline in the efficiency of
models that focus on the end consumer are the following:

v' Poor development of the telecommunications

infrastructure,

v Non-availability of credit cards for some people,

v No express delivery throughout Russia, and

v Low average income.

In the future, traditional stores cannot do without the
Internet. Information systems enable traditional stores to
communicate, organize supplies, and connect with online
companies. In the future the Internet will be a necessary
element of retail business.

B3 Model — Full Automation Model

The model includes:

v' Electronic order system,
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v Procurement automation, and
v Promotion of goods to the end consumer through their
own electronic stores.

Such company works with corporate customers. They are
provided with the access to databases that contain the
information on inventories and the current status of contracts.
Orders and purchases are automated, and retail sales are
carried out in their electronic stores.

The above model uses a sophisticated interaction scheme
(business-to-business-to-consumer, B2B2C). It enables all
participants of such a chain to considerably reduce their
disbursements and gain time.

The additional profit is formed by savings that arise in the
following cases:

v Automation of document flow and accounting,

v/ Management optimization,

v Optimization of commodity, raw materials, financial
flows, and

v Improving the quality of communications and marketing.

Such company has to incur all costs on

v Maintaining the infrastructure of the information space,

v Organizing the intercompany sales,

v" Brand, and

v’ Promoting goods through an online store.

Today it requires large investments. Therefore, large
companies with a strong brand and customer base that have
succeeded in the traditional business try to implement such
model.

B4 Model — Outsourcing Model

When using this model, almost all business processes are
automated, interaction schemes are simplified, opportunities
are expanded, and the speed and quality of work coordination
increase. The structure of the functions and the configuration
of the company also change. In the outsourcing model, it is
cheaper to transfer a part of the company’s functions to
another one that has the same specialization. It is possible to
introduce outsourcing through the Internet. A company can
outsource a lot of functions: marketing, manufacturing,
logistics, finances, while retaining more important ones:
strategic management, product and technology creation and
development, and sales and customer service. The B4 model
decreases the size of the company and reduces its costs. As
a result, the competitiveness and efficiency of the company
increase.

D. Flow chart
Models are classified in the following diagram (Fig. 3):

Electronic order model

Type of used interactions

v

Business-to-business, B2B

'

Exchanges
A

Corporate auctions

Y

Company’s information
systems

*

v

Business-to-consumer, B2C

|

Consumer auctions

Online stores

Type of the used electronic platforms

Fig. 3: Classification of Business Models

E. Features of Integration Models

The Internet creates new branding opportunities and other
marketing approaches. Using new technologies, it is possible
to make a full, instead of an approximate segmentation of the
market. The advanced models collect detailed information
about the demand, as well as market conditions and all
customers. Besides, there is the possibility of personal
communication with feedback. The customer actively
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provides information about his needs, and thus acts as
asupplier. The company makes a relevant focus and
advertises for a certain group of persons. Services and
products are personalized. The commercial risk and
miscalculations go down almost to zero [12, 13].

The Internet market covers a growing area of the
company’s activity (Fig. 4).
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Fig. 4: Changing the Zone of Interaction between the Company and the Internet Environment in the Integration
Models: 1) BO Model, 2) B1 Model, 3) B2, B3 Models, and B4 4) Model.

In B2, B3, B4 models, the Internet environment merges
with the micro-environment, because business is integrated
into the Internet space. Consequently, it is necessary to
simultaneously take into account the impact of forces and
subjects of the traditional environment, as well as the factors
of the Internet impact [5, 10, 14].

IV. RESULTS

A. Choosing the Optimal Model for the Company to
Integrate into the Information Business

Many businessmen have faced the question whether to
start a business in the Internet environment, to integrate their
business into the Internet, or whether it is better to have a
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traditional form for a considerable part of their business.

A company is challenged to choose the optimal integration
model. Sometimes a company needs only to implement
a business card model or to create a call-center.

The main goal is to determine the efficiency of
implementing Internet models and to assist the management
in developing the best integration strategy [15 — 18].

It is necessary to start the selection with positioning
the selected integration model in the matrix on the probability
of successful implementation of the project (Fig. 5).

The following factors are taken as assessment criteria:

« Attractiveness of the online market for a company,

* Readiness of the company for integration.
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Fig. 5: Matrix of Probability of Successful Project Implementation

In the matrix any square indicates the probability of  one.

The selection comes with ranking, analysis of business
integration models in terms of the probability of successful
(Figure  6).

successful implementation of the integration model. Question
marks indicate that it is difficult to formulate
recommendations for a general case rather than for a certain

implementation of any of them

Preliminary selection of a certain model related to the integration of new information technologies in the
company’s economic activity

v

Researching the Internet and the company’s environment

v v

Singling out strategic factors of the company’s
readiness for integration taking into account the
key factors of success that are characteristic of
implementing a certain integration model
(Table 1)

v v

Defining the rating of the online market’s
attractiveness by using the assessment matrix
(Table 2)

Singling out strategic factors of the online
market’s attractiveness taking into account the
tendencies and key factors of the online
market’s development (Table 1)

Defining the rating of the company’s readiness
for integration by using the assessment matrix
(Table 3)

v v

Positioning of the selected model in the matrix on the probability of successful implementation of
the project according to the ratings (Fig. 9)

v

Formulation of the strategy taking into account the obtained estimates

Fig. 6: Defining the Probability of Successful Implementation of a Certain Integration Model
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If necessary, the most attractive integration strategy is
formulated.
A. Attractiveness of the Online Market

Let us consider the factors that show the attractiveness of
the online market for a company and indicate the integration
readiness (Table 1).

Table 1: Factors of the Online Market Attractiveness for a Company and Its Integration Readiness

Factors of the online market’s attractiveness for a company —
characteristics of the online market

Factors of the company’s readiness for integration —
characteristics of a company

» Geographical characteristics,

* Capacity,

+ Growth rates,

* Price dynamics, market sensitivity to prices,

* Periodicity,

e Users,

* Environment infrastructure,

« Possibility of transactions between market subjects,
* Telecommunications quality, and

* Technological stability

* Characteristics of the product range (including the volume,
availability of products that has a medium — high liquidity on
the online market),

* Brand strength

« Established relations with suppliers,

+ A wide network of customers,

* The company’s readiness to work with a many customer,

+ The company’s readiness to change its organizational
structure,

» Employees who can work in the Internet space,

« Efficiency of the marketing system,

* Ability to innovate

Competition factors

» Competition on the market,
* Trends related to the change in the number of competitors,
» Advantages of the market leader,

+ Relative share of the traditional market,
* The company’s potential and its competitive advantages

Financial and economic factors

* Barrier to enter the market (including the cost of software,
provider services, the required equipment for working on the
online market, connecting to information modules, etc.),

* Profitability level

* Cost structure

* Profitability level,

¢ Cost structure,

* Use of the company’s capacity,

* Possibility to make long-term investments,

* Possibility of increasing the technological base

Socio-psychological factors

« Legal limitations of electronic business,
« Customer’s readiness for interaction

« Corporate culture,

* Motivation for the employees’ efficient work,
» Management style and manager’s actions,

« Image and reputation of the company

The factors are adapted to the Internet environment. When
analyzing the attractiveness, it is necessary to single out only
attractive factors from the list [19, 20].

To define the rating of any group of strategic factors, it is

possible to use an assessment matrix made in the same way as
the External Strategic Factors Analysis Summary — EFAS:
Tables 1 and 2.

Table 2: Matrix for Assessing the Attractiveness of the Online Market for a Company

Strategic factors of attractiveness Weight Estimate of online market | Weighed estimate
1. Market growth rates 0.15 3 0.45
2. Users 0.15 3 0.45
3. Market capacity 0.1 3 0.3
4. Barrier to enter the market 0.1 4 04
5. Telecommunications quality 0.1 2 0.2
6. Spread of credit cards (digital money) 0.1 3 0.3
7. Competition on the market 0.06 5 0.3
8. Express delivery throughout Russia 0.1 1 0.1
9. Market costs structure 0.08 3 0.24
10. Consumers’ online psychology 0.06 2 0.12
Total 1.00 3.00

*The rating is 3.00 — the average attractiveness of the company’s market
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Table 3: Matrix to Assess the Company’s Readiness to Integration

Strategic factors of the company’s readiness to integration | Weight Estimate Weighed estimate
1. Characteristics of the product range 0.15 3 0.45

2. Brand strength 0.15 2 0.3

3. Wide network of customers 0.15 2 0.3

4. Company’s system of goods distribution and delivery | 0.2 2 0.4

5. Relative share of the traditional market 0.2 4 0.8

6. Employees who can work in the Internet space 0.15 2 0.3

Total 1.00 2.55

*The rating is 2.55 — the company’s readiness to integration is below average

Weight shows the impact of a certain factor in the overall 5.
set of strategic factors. The sum of the weight is 1.

Estimate is the company’s specific reaction to a certain
factor. Estimates are made by independent experts or experts 6.
of the company based on marketing research, taking into ;
account the company’s goals. Due to positioning the project '
in the probability matrix on successful implementation in this
example, it is possible to conclude that the success
probability for this project is low. It is necessary to change
the strategy. For example, it is necessary to promote goods 8.
through intermediaries on the Internet, buy goods and sell the
surplus by using various trading platforms [21, 22]. The
matrix helps the manager to make the right rational decision, 9.
and is a well-working instrument if used by an experienced
specialist. 10,

V. CONCLUSION "

Summing up, it is possible to say with confidence that
today the problem of modeling the activity of Internet 1
business by using innovative processes is more relevant than '
ever. Today in Russia the business in the Internet
environment has a tendency towards prospective 13
development. Sellers can offer a lot of products at low prices. '
Companies have one more, the largest platform for
advertising their business. The speed of communication
between the corporate customers, consumers, and sellers .,
increases to its maximum. The development of the Internet
environment makes it possible for many enterprises to act
more efficiently and grow faster. Online business becomes o
more and more popular. The number of Internet users and the
turnover of e-commerce are constantly growing. Under these
conditions, the managers who can assess the capabilities of
new information technologies and their introduction into the
activities of a company, as well as have an idea of business  17.
models of the online market can improve their strategic
positions by using global networks or create their own new
online business that has a lot of advantages as compared to  18.
the traditional one.

19.
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