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Abstract  

Modern business cannot be considerid as a narrow national phenomenon. Business via Internet is a perspective area. It offers access 
practically to people all over the world. Internet creates the possibility to new services and goods. The object of the present research paper 
is Business e-Environment. The subject of the research paper are e-Business strategy and e-Marketing strategy. The objective of the paper 
is to study the interaction process of Business e-Environment and the development of e-Business strategy and e-Marketing strategy in 
Latvia. Research Basis are e-Busines, e-marketings and its Business e-Environment in the Republic of Latvia. 
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1 Introduction  

The objective of the paper to elucidate the factors of 
Business e-Environment influencing the development of e-
Business and e-Marketing strategies in Latvia. The tasks 
advanced in order to reach the objective: 1) to identify the 
concept of Business e-Environment; 2) to carry out analysis 
of the factors influencing the development of e-Business 
strategy; 3) to carry out factors influencing the development 
of e-Marketing strategy. 

2 The concept of Business e-Environment 

Business e-Environment is a set of objective and subjective 
facts defining and measuring the situation in e-Business 
during a certain period of time and factors influencing it.  

Business e-Environment conditionally can be divided 
into two levels: 

 Business e-Microenvironment; 
 Business e-Macroenvironment.  
Business e-Microenvironment is the internal Business e-

Environment - intranet. Business e-Macroenvironment is 
the external Business e-environment - internet.  

E-Business is the basic elements of e-Entrepreneurship. 
However apart from the type of e-Business its activities are 
influenced by certain factors of the Business e-Environment. 
Moreover both the e-Business and the Business e-Environ-
ment as a whole can be affected by various factors.  

3 Analysis of the Business e-Environment factors 
influencing e-Business 

Correlation between the e-Business and Business e-
Environment takes place continuously. The interaction is 
complicated and becomes apparent in many and various 
ways. On the one hand e-Business with its activities 
influences the Business e-Environment, but on the other 
hand the Business e-Environment makes the e-Business to 

act in on way or another. Thus the flow of Business e-
Environment factors circulates in two directions. One 
direction of this strem flows from the e-Business to the 
Business e-Environment, but the other - from the Business 
e-Environment to the e-Business. 

4 The Development of e-Business and e-Marketing 
Strategies  

An e-Business strategy is the set of plans and objectives by 
which applications of internal and external electronically 
mediated communication contribute to the corporate strategy 
(Chaffey 2002). The e-Business strategy supports the various 
functional  strategies. The e-Business strategy is related to the 
Information Systems strategy. Out of functional strategies we 
especially emphasize e-Marketing strategy because these is 
closely related to e-Business. E-Marketing strategy is here to 
stay and will play an increasing role both B2B and B2C 
marketing as it is increasingly doing in C2C as well. The key 
to successful e-Marketing strategy is to compete effectively 
on reach, affilation, richness, and range. Ultimately, the goals 
is to develop above-average perfomance through a 
sustainable competitive advantage. E-marketing strategy is 
rooted in the classic elements of Porters five forces and 
sustainable competitive advantage. Any e-Marketing 
strategies should be based on businesses run like bricks and 
mortar companies using classic metriks like gross margin and 
size of order (West, Ford, Ibrahim 2006). 

5 Conclusions 

The factors influencing the establishment of e-Business  and 
e-Marketing strategies development are as follows: internet 
access of households, place of Internet use, enterprises 
having a website or a homepage, favourable Busines e-
Environment, development level of ICT branches, current 
and projected customer use of each digital channel within 
different target markets. 
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