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BLT PEJAKIIIT
ABM-MAPKETHHT : SIK TIPOJJABATH OBMEXEHOMY KOJIY KJIEHTIB

B cydacHux ymoBax MWiIIpHeEMCTBA I[OYMHAIOTH BHKOpUCTOBYBaTH Account-Based
Marketing (ABM) — miaxij, 1110 po3risjgae OKpEeMOro KJIi€HTa K CaMOCTIHHUN puUHOK. [Timxin
nependavae pOKyCyBaHHS MAPKETHHIOBHUX 3yCHIIb HE Ha IIUPOKY ayIUTOPiIO0, a HA KOHKPETHUX
BHCOKOBAPTICHHUX KJIIE€HTIB, SIK1 PO3IIISIIAIOTHCS SIK «PUHOK CaM IO cO01», CTpaTETYHAM Maxiy y
B2B-mapkeTunry, npu SKOMY MapKETHHTOBI Ta MNpPOAaXHI KOMaHAM OO0'€IHYIOTHCS, 00
30CEepPEANTH PECYpPCH Ha IUJIbOBHX, BHCOKOIIIHHMX MIAMPUEMCTBAX 1 peaizyBaTH I HHUX
BHCOKOTIEPCOHAJII30BaHI KaMITaHii. Y CBITOBIM MpaKTHIll BUIUISIOTH KiJTbKa KIIFOUOBUX MOJIETICH
ABM, 110 gonomararoTh MiANPUEMCTBAM CUCTEMATU3yBaTH IMiJIXiJ JO B3a€EMO/IIi 3 KIIFOYOBUMH
KIieHTaMH. Mojeni pi3HATbCA 3a pIBHEM MEpCoHaii3allii, o0CsIroM pecypciB, KUIBKICTIO
[IJTOBUX aKAaYHTIB Ta XapaKTepOM IHTerparlii MapkeTHHry ¥ mponaaxiB. HaBegemo HaitOLIbII
MOIIMPEHI Ta BaliIOBaHI MIKHAPOJHOK NPAKTHKOK MOJENi, 1Mo axantoBaHi go B2B-
CepeIoBUIIA YKpAiHU.

Knacuuna mogens ABM 1:1 (Strategic ABM). i pospo6uukom crama kommanis ITSMA.
Bona mnigxoautp s HaMOWBIIMX 1 HaWUiHHIMKMX KiIieHTiB. CyTh Mozeni moisrae y
¢dokycyBaHHI Ha KO)KHOMY CTPATETIYHOMY KJII€HTI OKpeMo. J[JIst TaKoTo KIIi€HTa PO3POOIISIETHCS
yHIKaJlbHa KOMYHIKaIlii{Ha CcTpaTeris, CTBOPIOETbCA OKPEMHUIH KOHTEHT, MPOBOAUTHCS TIHMOOKE
JOCIIJKeHHsT Oi3HeC-TIpOoLeCciB, a B3aeMOJis BiOyBaeThCS Ha piBHI KEpIBHHUIITBA Ta TOII-
MeHeUKMeHTY. KitouoBumHM enemeHTaMu Mojeni €: MNIMOOKMH aHali3 akayHTy (account
intelligence); iHIUBIAyaIbHUN KOHTEHT: aHAJITHYHI JOBIJKH, CcriemianbHi qociimkenns, ROI-
Mojieni; mpsimi KoMmyHikamii Ha piBHI C-Suite; miATpUMKa CTpaTEriyHUX 3YCTpiueH, CHiIbHUX
HIIIaTHB 1 MApTHEPCHKUX MPOEKTIB. [lepeBarn Mojeni € MakcuMalbHa TIEPCOHATI3AIlis; BHCOKA
KOHBEpCis Ta IMMOMHA BIAHOCHH; MOKJIMBICTh JOBIOCTPOKOBOro mapTHepcTBa. Henonikamu €
HACTyIIHE — MOJIENIb OY)K€ pPecypco3arpaTHa; BUMAara€ 3ajJy4eHHs KEpIBHHUIITBA, OKPEMHUX
MEHEJ[KEPIB, AaHATITHKIB.

HactynHoto 6yso po3pobieno moaens ABM Lite. [Tigxoauts 11 cepeanix 3a 006csrom
KJII€HTIB, $KI MalTh TMOTeHUian 3pocTaHHsA. lle «riOpuaHa» Mojaedb MK IOBHICTIO
iHauBiAyansHUM ABM 1 maciitabuMm niaxoaoM. Komnanis o6upae rpyny akayHTiB 00'eTHaHUX
3a CHUIBHUMU aTpuOyTaMu: rany3b, TEXHOJIOT1UHI MOTpedH, po3Mip OizHecy, reorpadis, 6i3Hec-
Mojieib. OCHOBHUMHU XapaKTEPUCTHUKAMHU MOJIENI €: CTBOPEHHS KJIACTEPIB aKayHTIB; 4aCTKOBa
nepcoHai3allisi KOHTeHTY; rainy3eBi BeOiHapu, targeted-kammanii y LinkedIn; aBromarn3oBani
nurturing-nociigoBHocTi. [TepeBaramu MoJieni € 6agaHc MiXK pe3yJbTaTUBHICTIO Ta BUTPATaMHU;
npUJaTHa JJs pO3IIMPEHHS; 103BOJISE MIPALIOBATH 13 CEPEHIM CETMEHTOM PUHKY.

B po3BuTok 0yno po3pobieno moaens Programmatic ABM, sika migxoauTh JJis pUHKIB
13 BEJIMKOI KUIBKICTIO MOTEHIIMHMX KOpPHMOpaTHUBHMX KIi€HTIB. Mojenp 0a3zyeTbcsi Ha
BUKOPUCTAaHHI aBTomarm3ailii, internet-nanmx, Al-anroputmie Ta  digital-rapretunry.
[Tepconani3aiist y Hiil moBepxHeBa, ajieé OXOIJIeHHs MHMpoKe. OCHOBHUMH XapaKTE€PUCTHUKAMH
MOJIEII €: IMUPOKE OXOIJICHHS COTEHb aKayHTiB; aBTOMAaTH30BaHUN TAPTETHHT Yepe3 I1aThopMu
(Demandbase, Terminus); nuHaMi4HI pPEKJIaMHI KpEaTHUBH, BIJCTEKEHHS MOBEAIHKOBUX
inaukaropiB (intent signals). IlepeBarammu Moneni €: MaclITaOHICTh; HHU3bKAa BapTICTh
OXOIUIEHHS; MOXJIMBICTh IIBHJAKO TECTyBaTW Timore3u. Hepomikamu €: HIKYMN pIBEHb
nepconanizaiii; CB-KiIi€eHTH MOKYTh iITHOPYBAaTH «MaCOBHI» XapaKTep KOMYHIKaLlii.

VY BianoBiae Ha peanii B2B-3akymiBens 13 BETUMKOIO KUIBKICTIO CTEHKXOJAEpIB Oyia
po3pobiieHa e oaaa moaenb — ABMi (Account-Based Marketing for Individuals). Jlana moaens
boKycyeThCsl HE JUIlEe HAa KOMIaHii, a Ha oKpeMux eneMmeHTtax chiBpoditHuursa: CEO, CTO,
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CFO, MeHemkepu 3 3aKymiBelb, TEXHIUHI €KCIIEPTH, «IIPUXOBaHI BIUIUBOBI ocoOm». Takuii
M1IX1]1 3HUKYE PU3HKHU BTPATH YrOJU Yepe3 OaraTopiBHEBHIA MPOIIEC Y3TOKEHb.

Eran 1. Bubip ninmboBux axayHTiB. Bm3naute 20-30 kommaHidd, sKi peanbHO
BiJIMOBIAAIOTH 17ICATbHOMY KIII€EHTY. BUBYITH CTPYKTYpy KOXKHOI: XTO YXBAJIIOE PIllICHHS, XTO
BIJIMBAE, XTO MOXE CTAaTU «BHYTPILIHIM aJBOKATOM» Balloro MPOAYyKTYy. BukopucroByiite
LinkedIn, caliTu komMmaHiii, BITKpUTI JKepea — He aBTOMaTHYHI 0a3H.

Eran 2. [1epconanizartis mia posi. s pingupexTopa MoKakiTh EKOHOMIYHHUHN e(heKT, A1
TEXHIYHOTO JUPEKTOpa — HAMIUHICTH pIMICHHS, IS KEpiBHUKA BIIIAUTy — 3pYy4YHICTH
BIIpoBa/KeHHs. [liAroTyiiTe KOPOTKI Mpe3eHTalii, JEHIIHIH Y1 JUCTH 3 LUMU apryMEeHTaMH.
BukopucToByiiTE MOBY BUT'O/l, @ HE XapaKTEPUCTHK.

Eran 3. IloGymoBa komyHikarii. [lounHaiiTe HEe 3 Tpojaxy, a 3 KOPHUCTI: IUTITHCA
AHATITUKOIO, KeliCaMU, TaTy3eBUMH 1HCAUTaMu. 3aMiCTh «KYIITh Y HAC» — «JJaBAlTE MOKAXKY, 5K
1HIIIl KOMIIaHIi 3 BaIlIoro puHKY BUPIIIMIM TOAI0HY mpobiiemy». 3anydaiite CEO abo TexHIuHUX
EKCIIePTIB Yy AI1aJIOT — II€ MiBUIIYE TOBIPY.

Etan 4. Opkecrpauis koHTakTiB. [loennyiite email, LinkedIn, TapreroBany pekiamy Ta
KOHTEHT — yce Mae Oytu y3romkeHo. Crigkyite, MO0 KOXXEH KOHTAKT IPOJIOBXKYBaB
norepeHii, a He AyomoBaB Horo. @opmyiTe JaHIIOT: I[IKaBiCTh — JOBipa — Aiajlor — TecT
— KOHTPAKT.

Eran 5. BumiproBanHns pe3ynbrariB. He opieHTyiTecs nuIiie Ha Jiad — BIACTEXKYWUTE
IIPOrpec BCEPEIMHI aKayHTa: BIIKPUTTS JIMCTIB, BIAMOBIAL, 3yCcTpidi, 3anUTH Ha AeTali. BeaiTh
CRM-kapTy KOXXHOTO KII€HTA: XTO BXK€ 3aIy4CHHH, SKi Oap’epu, SKUH HACTYIMHHH KPOK.
PerynsipHO OHOBIIIOMTE «TEIUIOBY KApTy» — XTO OJMDKYE IO IO, & XTO BUMArae J0JIaTKOBUX

TOPKaHb.
Pestome: OOMexTeCs] HEBETUKUM IYJIOM aKayHTIB — SKICTh BRXKJIHMBIIIA 32 KiJTBKICTb.
lotyiiTe Martepianmu s KOXHOI ponmi — He yHiBepcanbHi PDF-mipesenramii. Y3roabre

MOBIJIOMJICHHSI, TEPMIHH, CTHJIb CIIJIKYBaHHSI. BUKOpHUCTOBYHTE M’SIKi BXOJU: 3allPOIICHHS Ha
BeOiHapU, KOPOTKI OMUTYBAaHHA, KOHTEHT 0e3 MpoJaxy. 3aiyyaiite ocoOuCTi OpeHIH eKCIepTiB
KOMITaHii — I1e MiIBUIIY€E JOBipYy HA paHHIX eTarax.

BaxxnuBo: ABM — 11e He kammaHis, a mpoiiec. Bin He Mae qaTtu 3aBepIieHHs, 00 3 KOXKHUM
KJIIEHTOM CTOCYHKH TOTJINOITIOIOTHCSI.

Muxaiisio Oxnanjaep
Tonosnuii peoakmop scyprany « Mapremune i yughposi mexunono2ii»
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Scopus. The years were defined as 2000-2025, and publications were limited to the fields of business
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number of publications on green marketing, with 108 research papers. The United States led the list
with 190 publications, followed by India with 136, and China with 127. Polonsky, M.J., was the most
prolific author, contributing approximately six articles. Following him is Chen, Y.S., who authored 5
articles. The Bucharest University of Economic Studies is the leading contributor to green marketing
publications in Bucharest, Romania, with 14 articles. Journals such as Cleaner Production, Business
Strategy and Environment, and Retail and Consumer Services topped the list of the most active
publications in this field. Furthermore, cross-reference testing revealed that the most frequently used
keywords in green marketing studies were "green marketing" (584 times), "marketing" (364 times), and
"sustainability" (287 times). Green marketing is associated with topics including the circular economy,
green behavior, carbon footprint, and brand image. Cross-country co-authorship analysis showed that
the countries with the highest total co-authorship value are the United States and China. Bhardwaj,
Seema, Chitins, Smita, Das Manish, Kumar, Sushant, and Srinaman represent a collaborative research
group. This study calls for further research on green marketing through a comparison of global
databases to discover more scientific gaps and provide a comprehensive view of green marketing.

Keywords: Bibliometric analysis; green marketing; co-authorship; Scopus database;
VOSviewer software.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Green marketing studies have garnered significant attention from
researchers, who focus on it as a key solution to the environmental impact of production waste
and to raising consumer awareness of environmentally friendly products.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)

A. Thamri, M. Rabhi, M.S. Djoual. A bibliomrtric view of grin marketing: Scopus database 7
2000-2025


https://orcid.org/0000-0002-0387-6927
https://orcid.org/0000-0002-0284-8844
https://orcid.org/0000-0002-4862-3712
http://creativecommons.org/licenses/by/4.0

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 1, 2026 ISSN 2523-434X (Online)

In this context, the central problem of this research is to explore the development of
green marketing research, identify emerging topics in this field, and assess the interest of
research institutions and countries in green marketing. It also aims to explore its connections to
other topics. Furthermore, this study examines studies indexed in the Scopus database from
2000 to 2025 using bibliometric analysis techniques to identify the countries with the highest
publication rates, leading authors in this field, research institutions, and the extent of
collaboration among them.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The move towards adopting sustainable business
practices is an urgent need at the global level (Growth, 1945). As a result, marketers are forced
to adopt new marketing approaches. These strategies combine traditional and modern
marketing methods by embracing new digital marketing tools, including emerging ones
(Bentayeb, 2025). Although it emerged in 1980, green marketing didn't gain widespread
attention until the early 1990s. This concept focuses on product improvement, changes to
production and packaging processes, and modifications to advertising methods. Green
marketing is considered a management process aimed at identifying, anticipating, and meeting
consumer and societal needs in a profitable manner. It also seeks to highlight environmentally
friendly products, making them more appealing to environmentally conscious consumers (Li,
2025).

Green marketing is a topic of great global interest, attracting the attention of researchers
across various disciplines. It is also viewed as an effective tool within business sustainability
strategies, making it a key driver of innovative changes that contribute to mitigating
environmental degradation (Sumarsono & Sahid, 2025). With the growing focus on
environmental sustainability, marketing researchers have begun incorporating basic
environmental protection principles into marketing strategies, contributing to the promotion of
the concept of green marketing (Huang & Wang, 2026). Green marketing is defined as a
marketing approach that aims to promote an environmentally and health-conscious brand by
reducing product consumption in a balanced way and avoiding products harmful to the
environment (Jang et al, 2025).

Green marketing relies on a conscious commitment to sustainability, aiming to become
a profitable and environmentally friendly company. However, green marketing also seeks to
employ environmental principles that attract potential consumers or enhance customer loyalty.
Green marketing is one of the marketing strategies marketers use today to promote sustainable
growth (Oztiirk, 2025). Green marketing focuses on highlighting the environmental impact of
products and services offered, which may include aspects such as energy conservation, reliance
on clean energy sources, promoting sustainability principles, and using biodegradable
packaging materials (Al-ahmed et al., 2025).

Green marketing is defined as the type of marketing that includes all activities aimed at
generating and facilitating exchanges, with the goal of meeting human needs and desires while
achieving this satisfaction with the least possible negative impact on the natural environment
(Amoako et al., 2018). Green marketing is a marketing approach that integrates achieving
economic goals with a commitment to environmental conservation. Adopting this concept
within companies means considering environmental aspects in all their marketing activities
(Karim & Ahmad, 2025).

Green marketing focuses on highlighting sustainable practices, efficient waste
management, and promoting efforts to protect the environment (Islam et al., 2025). Green
marketing strategies are also being implemented to promote the sustainability of marketing
operations and to meet the growing demand for environmentally friendly products (Atshan,
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2025). Therefore, companies use the "green marketing” strategy to create and promote
environmentally friendly and sustainable goods and services that do not negatively affect the
environment (Deshmukh, 2024). Green marketing, also known as sustainable marketing, is
considered an effective strategy for influencing consumer purchasing intentions. This helps
companies gain consumer attention and trust (Marconde et al., 2024).

Definitions of bibliometrics are often quite broad, and many studies have addressed this
topic over the years. The concept primarily focuses on the relationship between the volume of
scientific data, such as the number of publications and citations on a specific subject, and the
associated statistics (Filho et al., 2025)._Bibliometric analysis is considered one of the most
prominent methods used to analyze, visualize, and explore large amounts of scientific data
(Maryanti et al., 2022) Bibliometric analysis is also known as one of the most important
research methods used by researchers to understand global research trends in a particular
discipline based on the output of academic publications in databases such as Scopus, WoS, and
others. This type of method distinguishes between two types of academic research (i.e., review
paper and bibliometric analysis) (ALSHARIF et al., 2020). Bibliometric methods have become
well-established scientific disciplines in methodology and form an integral part of the
methodology for evaluating research in all journals, especially scientific and applied ones
(Ellegaard & Wallin, 2015).

The term "bibliometrics” refers to the field that studies and analyzes collections of
publications using quantitative analyses methodologies. While the origins of this technique date
back to the period between 1950 and 1960, it has witnessed remarkable development during the
last two decades thanks to the spread of large electronic databases of academic articles such as
the Web of Science (WoS) and Scopus, as well as the increased use of bibliometric analysis
software such as Gephi, Leximancer, and VOSviewer (Koldobika et al., 2022). In addition,
bibliographic measurement techniques allow for the classification and analysis of large amounts
of historical data derived from research conducted within a specific time frame (Ejaz et al.,
2022).

Bibliometric analysis is a vital methodology for understanding research environments
by using statistical and quantitative techniques to analyze academic literature. With the
development of bibliometric methods, its importance has increased, and its applications have
diversified due to its pivotal role in identifying the most influential authors, mapping research
collaboration networks, and discovering emerging research trends (Koldobika et al., 2022).
Bibliometric analysis focuses primarily on revealing the intellectual and social structure of a
particular field by identifying pioneering works and authors with outstanding contributions to
that scientific area, as well as monitoring collaborative networks and emerging research topics.
It provides researchers with a comprehensive view that enables them to understand prevailing
trends and identify gaps in the scientific literature (Kumar, 2025).

This widespread adoption of literature reviews reflects the emergence of a broad range
of software programs developed over the past decade specifically for working with data
repositories such as Web of Science and Scopus. The effective integration of these programs
allows researchers specializing in specific scientific fields to create knowledge maps with
flexibility (Kirby, 2023). Bibliometric analysis is a modern tool used to classify bibliographic
materials, including publications, citations, authors, and institutions, as well as to quantitatively
evaluate them in various scientific fields (Lazarides, 2023). Bibliometric studies aim to explore
trends and patterns in internal research and auditing using bibliometric analysis with the
VOSviewer application (Firdausi et al., 2025). Bibliometric maps show how disciplines,
journals, research papers, and authors are related. This is done using VOSviewer, a mapping
tool. Bibliometric pairing involves co-authorship, co-repetition, and bibliometric association
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(Rabhi et al., 2023). Bibliometrics is a field of research that evaluates the publications of a
journal, research institute, research field, country, or other entity and its literary output (Munir,
2022).

Bibliometrics methodologies are divided into two main parts: performance analysis and
scientific mapping. Performance analysis focuses on evaluating the contributions of research
institutions by measuring the number of publications and their citation impact, thus providing
a means of quantifying scientific output. Scientific mapping, on the other hand, examines the
relationships between research topics, authors, and institutions, employing techniques such as
citation analysis, keyword analysis, and bibliographic correlation to identify the intellectual
structure of a scientific field. Bibliometrics analysis is considered an essential tool for
understanding and keeping pace with the continuous growth and rapid development of scientific
knowledge (Pavlopoulos & Received, 2025).

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Several studies have conducted meta-analyses of global databases at
different time points, including studies by Saleem et al. (2021) between 1977 and 2020 on the
Web of Science (WOS). Their studies aimed to provide a comprehensive review of published
research on green marketing, recognizing this type of research as crucial for promoting
sustainable consumption in both developing and developed countries. He Geng (2022) used the
CiteSpace platform, which was used to conduct a bibliometric analysis related to the
development of research on green marketing and sustainable consumption. The results showed
that green marketing within sustainable consumption is a thriving topic with an increasing
number of annual publications. The research paper by Bhardwaj et al. (2023) also focused on
standardizing findings related to green marketing through a bibliometric survey of articles
published from 2011 to May 23, 2022 , using data from SCOPUS, and presenting the results in
a meaningful way. This is based on the premise that consumer adoption of green products and
environmental activism can significantly reduce environmental degradation.

The study by Biercewicz (2024) uses a comprehensive bibliometric analysis to explore
the integration of mixed reality in green marketing strategies. The research also aimed to clarify
the scientific trends in green marketing and understand the research landscape, relying on data
from the academic databases Web of Science and Scopus. Both, studies Sumarsono & Sahid
(2025), focused on reviewing 1,252 articles from the Scopus database from 2004 to 2024, using
bibliometric analysis with the VOSviewer platform.

This highlights the importance of green marketing as a key tool in business sustainability
strategies, which are considered drivers of change in the face of environmental degradation.
This study differs from previous studies in terms of its timeframe, focusing on the period
covered by the articles on green marketing. This differs from previous studies in terms of
timeframe, as bibliometric analysis research varies depending on the years of publication,
reflecting either a high or low volume of research. Therefore, each bibliometric study represents
only the publication period and differs according to the criteria of the years, the type of
document used in the analysis, and the analytical tests. All these differences distinguish the
current study from previous studies.

Formulation of the purpose of the article (statement of the problem). This study
used bibliometric analysis to analyze green marketing articles in the Scopus database from 2000
to 2025. The data were processed using VOSViewer software to identify bibliometric networks,
keywords used in green marketing and their relationships, the most cited authors, and the
network of relationships between authors. The study aims to:

— Reveal the growing interest in green marketing among researchers, universities, and
countries, as evidenced by the increasing number of research papers.

10
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— Examine the conceptual framework of green marketing through literature analysis in
the Scopus database.

— Assist researchers interested in understanding and discussing research trends in green
marketing.

— Identify research gaps in the field of green marketing.

To achieve the above objectives, this paper seeks to answer the following questions with
greater accuracy and objectivity:

1. What is the distribution of publications related to green marketing between 2000 and
2025?

2. Which journals and authors published the largest number of research papers in the
field of green marketing? 3) Which countries and academic institutions are interested in
publications related to green marketing?

3. What were the most frequently used keywords in green marketing articles between
2000 and 2025?

Statement of the main material of the research with full justification of the
scientific results obtained. In order to obtain articles published on the topic of marketing, and
before starting the bibliometric analysis of the articles, we relied on articles published in the
Scopus database by accessing the database using our personal account. The variable “green
marketing” was used as the keyword for searching in Scopus, and 7736 research documents
were obtained. In order to reduce the number of published research articles, the number of years
was set from 2000 to 2025, and also those published in the specialization of business
administration and accounting, as well as the specialization of economics, economics,
measurement, and finance. After that, the document type was selected, and only articles were
selected; other types of documents, such as books and chapters, were excluded.

As for the language, articles published in English were selected, and other languages
were excluded. As for the keywords, "green marketing," "marketing," and "sustainability" were
selected. Finally, we obtained a sample of articles that could be analyzed, numbering 997
articles in green marketing. This is shown in Figure 1, which summarizes the steps and
methodology followed in the research. The requirements included document type, publication
year, language, journal, author, affiliation, abstract, keywords, and number of citations, all
exported in CSV format. VOSviewer (version 1.6.10) was used. To analyze co-authorship and
co-repetition data, two standard weighting attributes were applied: the "linking attribute™ and
the "overall link strength attribute."(Yu et al., 2020).

Table 1 — Criteria for Including and Excluding Data
Inclusion Criteria Green Marketing, Marketing, Sustainable Development

Exclusion Criteria Green Marketing in (Medical, Engineering, and Sociological Fields)

Conference Proceedings, Conference Papers, Books, Chapters, and
Non-Indexed Publications
Search language English language only, other languages are to be cancelled. Chinese

.Portuguese
Spanish.German.

Source: Prepared by the researcher
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Figure 1 — Analytical flowchart for reviewing green marketing articles
Source: Prepared by the researcher

Results and Discussion.

Figure 2 illustrates the historical trend of articles published on green marketing in the
Scopus database. Based on the results shown in the figure, the number of articles published on
green marketing in both 2000 and 2001 was six research papers. Publication then declined in
2002, 2003, and 2004, demonstrating very slow growth. Publication increased from 2005 to
2013, reaching a total of 50 research papers, before decreasing again. A gradual increase in
publications is observed, indicating a more upward trend from 2014 to 2024. A total of 997
articles were produced and indexed in the Scopus database over 25 years of research. 2024 is
considered the year with the highest number of publications on green marketing, with 108
research papers. Figure 1 shows that recent years have witnessed a significant increase in
researchers' interest in green marketing, indicating a promising growth trend.

Figure 3 shows the main fields that are spreading in the subject of green marketing,
where the specialization of management and business has a high percentage of 41.3 %, followed
by the specialization of sociology at 14.1 %, and also the specialization of economics at 13.9
%, followed by other specializations that are interested in publishing in green marketing, but to
a weak and varying degree.

Figure 4 shows the countries interested in publishing in green marketing. We note that
the United States ranked first with 190 research papers, followed by India with 136 documents;
China with 127 documents; the Kingdom with 81 documents; Australia with 50 documents;
Malaysia with 48 documents; Italy with 42 documents; Canada and Taiwan with 33 documents
each; and Germany with 28 articles.
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Figure 2 — Distribution of published articles by year from
Source: Prepared by researchers using the Scopus Labs database
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Figure 4 — 10 Countries with the Highest Publication Rates of Green Marketing
Source: Prepared by researchers using the Scopus Labs database.
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Figure (5-b) 10 shows the most productive early authors in publishing green marketing
research. Figure 5 highlights the most productive authors, with Polonsky, M.J., contributing
approximately six articles. He is followed by Chen, Y.S., who authored five articles, followed
by Leonidou, C.N. (5 articles), Mehraj, D. (5 articles), Sarkis, J. (5), and Taufique, K.M.R. (5
articles). They are followed by Borchardt, M., Dangelico, R.M., Iraldo, F., and Kautish, P.,
each with four research papers.

Based on Figure 5a, Bucharest University of Economic Studies is the leading
contributor to green marketing publications in Bucharest, Romania, with 14 articles. Florida
State University in Florida follows with 11 papers, then Deakin University in Victoria,
Australia, and Symbiosis International Deemed University in Pune, India, each with 10 papers.
The Hong Kong Polytechnic University in China has nine papers, followed by the University
of Leeds in England, Universiteit Twente in the Netherlands, Sapienza University of Rome in
Rome, Amity University in Noida, India, and Leeds University Business School in Leeds,
England, each with eight papers.

(a) (b)
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Florida Stote University | Chen,YS. _
p— S S ey

Symbiosis International Deemed Uni.. Mehraj, D. _
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Figure 5 — 10 Authors and Universities Interested in Publishing on Green Marketing
Source: Prepared by researchers using the Scopus Labs database.

In analyzing the Scopus database content of the most published scientific journals in the
field of green marketing, we found the data as shown in table 2. The following analysis criteria
were defined: "Journal Citation Score,” "Most Cited Articles,” "Number of Citations,”
"Publisher," "Total Publications,”" and "Total Citations," as shown in Table 2 We note that the
Journal of Cleaner Production leads in publications, followed by Business Strategy and the
Environment, the Journal of Retailing and Consumer Services, and the remaining journals as
shown in Table 2. We have also determined TP = Total Publications and TC = Total Citations
for each journal, as well as its Cite Score and Publisher. Additionally, we have identified the
most cited article in each journal for the year 2025, along with the number of citations.
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Table 2 — The top 10 highly productive journals on green marketing, during the
period (2000-2025)

Journal TP TC Cite The Most Cited Article Times | Publisher
Score (Reference) Cited
Journal of 18950 | 393051 20.7 | Green And Low-Carbon 78 Elsevier
Cleaner Matrices For
Production Engineered/Strain-
Hardening Cementitious
Composites (ECC/SHCC):
Toward Sustainable And
Resilient Infrastructure
Business 1293 | 30608 23.7 | A PRISMA-Based 30 | John Wiley
Strategy and Systematic  Review  On & Sons
the Economic, Social, And
Environment Governance Practices:
Insights  And  Research
Agenda
Journal of 35837 1578 22.7 | Implications Of Retailer- 3 Elsevier
Retailing and Owned Digital Twins
Consumer Services: The Trade-Offs
Services Between Customer
Experience, Misfit Returns
Reduction, And Investment
Costs
Environment, 3249 36078 11.1 | Intelligent Ecofriendly 67 Springer
Development Transport Management Nature
and System Based On lot In
Sustainability Urban Areas
Journal of 3243 82008 25.3 | Maximising Sustainable 51 Elsevier
Business Performance: Integrating
Research Servitisation Innovation Into
Green Sustainable Supply
Chain  Management Under
The Influence of
Governance And Industry 4.0
Resources, 2196 | 54240 24.7 | Advances In 65 Elsevier
Conservation Thermochemical
and Recycling Valorization Of Biomass
Towards Carbon Neutrality
Innovative 302 964 3.2 | The Role Of Dlgltal 4 LLC CPC
Marketing Marketing Tools In Business
Promoting  Tourism:  An Perspectives
Applied Study On Online
Marketing Strategies
Journal of 251 1497 6 | Anthropomorphic Generative 11 Emerald
Consumer Al Chatbots For Enhancing Publishing
Marketing Customer Engagement,
Experience And
Recommendation
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Note: TP = Total Publications, TC = Total Citation

Co-Occurrence Network Of All Keywords.

The keyword co-occurrence network map shows the entire period. The distance between
certain keywords reveals their relevance and connection to the topic. The closer the distance,
the greater the relevance (Liu et al., 2025). To answer the question, "What are the most
frequently occurring keywords in green marketing research between 2000 and 2025?" we used
frequency testing as a type of analysis. We selected authors' keywords that appeared at least 5
times in the program. A total of 259 keywords were identified from the data, as shown in figure
6.

As shown in Figure and Table 3, the most frequently used keywords in green marketing
studies are "green marketing"” (584 occurrences), "marketing" (364), "sustainability” (287), and
"sustainable development™” (111), followed by "commerce™ (91) and "consumption behavior"
(66). The remaining keywords are shown in Table 3 along with their frequency in the research
articles. A review of the publications reveals that most researchers use "green marketing,"
"marketing," and "sustainability" as keywords in their research. Co-occurrence testing showed
that green marketing is associated with topics including the circular economy, green behavior,
carbon footprint, brand image, and brand value.

Researchers have combined green marketing with topics including consumer behavior
and perception, consumption, corporate social responsibility, and the relationship between
green marketing and the environment. They have also explored environmental attitudes,
environmental awareness, environmental behavior, and all related environmental concerns,
including environmental consciousness, environmental economics, environmental
management, and environmental marketing, with a focus on environmental protection and its
relationship to green marketing. This is evident in the frequent use of terms such as
"environmental regulations,” "environmental responsibility,” "environmental strategy,” and
"environmental sustainability.” All these topics are illustrated in the keyword frequency map.
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Table 3 — The 10 most frequently used keywords in green marketing research

Keyword Occurrences Total Link Strength
Green Marketing 584 1628
Marketing 364 1970
Sustainability 287 984
Sustainable Development 111 747
Commerce 91 716
Consumption Behavior 66 476
Consumer Behavior 58 328
Green Products 54 381
Green Economy 48 337
Environmental Management 46 297

Source: Prepared by the researcher using VOSviewer software
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Figure 6 — Results of green marketing publication analysis by keywords
Source: It was created using VOSviewer software

Co-authoring Analysis in Green Marketing.
Scientific collaboration is defined as the interaction that occurs between two
scientists in order to accomplish tasks and exchange meaning related to a common g

or more
oal. Co-

authoring analysis is widely used to understand and evaluate patterns of scientific collaboration.

Co-authoring networks represent, by definition, authors, organizations, or countries
interconnected when they co-author a research paper (Paula et al., 2016). Co-authoring

that are
network

analysis is a precise method for assessing the novelty of any topic by directly analyzing the co-

authors, their countries of origin, and the organizations they belong to (Martins et al.

, 2024).

Most studies use the co-authorship test as an indicator of research collaboration (Boardman,

2016).
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Country Co-Authorship Analysis.

Table 3 presents an analysis of co-authorship among the countries with the greatest
influence and most prolific publications on green marketing, as well as the degree of
collaboration between these countries. Figure 7 illustrates the network of co-authorship among
countries in scientific articles on green marketing. The countries represented by larger circles
have greater co-authorship and connection strength. Furthermore, the links demonstrate the
cooperative relationships between different countries, and their thickness and distance indicate
the strength of their collaboration. The variety of colors on the map represents the diversity of
research trends. The countries with the highest number of publications are the United States
(191) and India (137); the countries with the highest number of citations are the United States
(17,563) and China (8,336); and the countries with the highest overall co-authorship value are
the United States (47) and China (46).

germany jtgly

canada united ihgdom
4

/)

united'states
h

[@: VOSviewer

australia

india

malaysia

Figure 7: Country-specific co-authoring network of green marketing
Source: It was created using VOSviewer software

Table 3 - Country co-authorship analysis.

Country Documents Citations Total Link Strength
United States 191 17563 47
India 137 8248 21
China 127 8336 46
United Kingdom 83 8082 32
Australia 50 3775 29
Malaysia 47 2721 22
Italy 42 1890 10
Taiwan 32 5070 3
Canada 31 5387 17
Germany 28 1745 9

Source: Prepared by the researcher using VOSviewer software

18




ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Tom 10, Ne 1, 2026 ISSN 2523-434X (Online)

Analysis Of Co-Authorship By Authors.

Newly formed authoring networks are created using VOSviewer to identify key co-
authors in the research by analyzing the strength of collaboration (Judijanto et al., 2023).
VOSViewer software can provide and display detailed information about bibliographic maps
related to measurements. This software allows researchers to explore and analyze a large
bibliographic map in a way that facilitates understanding the relationships between different
components (Series, 2021). Out of 2,529 authors, each with at least one research paper, we
identified five groups. Each group consists of researchers who share a common relationship in
co-authoring papers on green marketing, as illustrated in the figure. Each circle represents an
author, and each color represents a group. There are four colors, representing four research
groups. The first group, in red, includes Bhardwaj, Sima; Chitins, Smita; Das, Manish; Kumar,
Sushant; and Srinaman. The second group, in green, includes Alghavis Racha Ali, Brokardo
Laura, Patel Ajay Kumar, and Rahman Inis.

The third group, in blue, includes Chun Hayoon, Cronin J., Gippelhausen Michael, and
M. Holt J. Thomas. The fourth research group, in yellow, includes Glim Mark and Widav
Rampalak. As shown in Figure 8.

bhardv@)seema )
das, @anish Group One
sreer@man
kuma@shant gleim; mark r iebelt ichael d
- = Y z giebelhausen, michael d.
cronin, §@joseph
alghafesprsha ali chun, haeeun helen

GrOUp Four m. hult,g. té;ﬁagque Three,
- 1

broccardo, laura

patel, ajay kumar
rehmanganis ur

{%:, VOSviewer

Group Two

Figure 8 — Network visualization of a collaborative work by researchers in green marketing
Source: It was created using VOSviewer software

Organizations Co-Authorship Analysis.

To identify research organizations collaborating on the topic of green marketing, we
selected organizations in the program that had at least one article and zero citations and whose
research papers were compiled with other organizations. We obtained 1000 out of 1790. We
selected to display 9 organizations in a red group, and on the map, we obtained the following
figure. Countries as shown in the table. The red group includes: Azerbaijan State University of
Economics (UNEC), Baku, Azerbaijan and business engineering and management, university
literaturehnica of bucharest, bucharest, bucharest, Romania and department of business
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administration, istanbul sabahattin zaim university, kucukcekmece, istanbul, turkey and
department of finance, universitatea din pitesti, pitesti, arges, Romania and department of
financial and economic analysis, bucharest university of economic studies, bucharest, Romania
and department of management sciences, hazara university pakistan, mansehra, Pakistan and
department of management, and government college of management sciences, mansehra,
Pakistan and universitatea lucian blaga din sibiu, sibiu, sibiu, Romania. As for the rest of the
organizations, each organization works separately.

The number of research papers published by each organization is as follows: Azerbaijan
State University of Economics (UNEC), based in Azerbaijan, Turkey: 2 research papers;
Faculty of Engineering and Business Administration, Polytechnic University of Bucharest,
Romania: 1 research paper with 52 citations; Department of Business Administration,
Sabahattin Zaim University, Kiiciikcekmece, Istanbul, Turkey: 1 research paper with zero
citations; Department of Finance, Pitesti Arges University, Romania: 1 research paper with 103
citations; Department of Financial and Economic Analysis, Bucharest University of Economic
Studies, Romania: 1 research paper with 31 citations; Department of Administrative Sciences,
Hazara University, Mansehra, Pakistan: 2 research papers with 26 citations; Department of
Management, Lucian Blaga de Sibiu University, Romania: 1 research paper with 394 citations;
Government College of Administrative Sciences, Mansehra, Pakistan: 1 article with 26
citations. Finally, Lucian Blaga de Sibiu University, Romania: 267 citations. This is shown in
Table 4.

department of mai nagémentﬁtické hazarauniversity pakistan, mansehr

department of managament, uni@sil\s[ea lucian blaga din sibi, slbiu,
| department offinance, universifgtea din pitesti, picesti, arges, roma
|

X )
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depar f business.
’ partmy :
4 - Y X ) \ % hw
b bid, { i A {.__unlversitates luclan bljgaﬂln <lblu, slblu. slblu, romanla
ity ofe(onom\(s azerbaijan state university cf ec@mi:s {uned), baky, azerbaijan |
departm fid analf
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T
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Figure 9 — Network visualization a-b of collaborative work between organizations in the field
of green marketing.
Source: It was created using VOSviewer software
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Table 4 — Collaborative work between organizations in the field of green marketing

Organization Country Documents | Citations | Total Link
Strength
Azerbaijan State University Of Turkey 2 28 8
Economics (Unec),
Business Engineering And Management, | Romania 1 52 8

University Politehnica Of Bucharest,
Bucharest, Bucharest,

Department Of Business Administration, | Turkey 1 0 8
[Stanbul Sabahattin Zaim University,
Kucukcekmece, Istanbul

Department Of Finance, Universitatea Romania 1 103 8
Din Pitesti, Pitesti, Arges
Department Of Financial And Economic | Romania 1 31 8

Analysis, Bucharest University Of
Economic Studies, Bucharest
Department Of Management Sciences, Pakistan 1 26 8
Hazara University Pakistan, Mansehra
Department Of Management, Romania 1 394 8
Universitatea Lucian Blaga Din Sibiu,
Sibiu, Sibiu
Government College Of Management Pakistan 1 26 8
Sciences, Mansehra,
Universitatea Lucian Blaga Din Sibiu, Romania 1 267 8
Sibiu, Sibiu,
Source: Prepared by the researcher using VOSviewer software

The time distribution network shows the colored correlations with a yellow line, recent
research relationships, and that most of the research was conducted in 2025.

department of management sclences, hazara university pakistan, mansehr
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Figure 10 — Network visualization of collaborative work between organizations in the field of
green marketing
Source: It was created using VOSviewer software
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Conclusions from this research and prospects for further developments in this
area. This study aimed to provide an overview of published research on green marketing in the
Scopus database from 2000 to 2025. This was achieved by identifying the document type
(article), language (English), and specialization (business administration and economics). A
valid article was then obtained and uploaded in CSV format for analysis. Software was used for
bibliometric analysis and bibliometric map extraction. The co-frequency test for keywords and
the co-authorship test for authors, countries, and research institutions were performed, and the
following results were obtained:

What is the distribution of publications related to green marketing between 2000 and
2025?

An increase in publications is observed, indicating a more upward trend from 2014 to
2024. A total of 997 articles were produced and indexed in the Scopus database over 25 years
of research. 2024 is considered the year with the highest number of publications on green
marketing, with 108 research papers.

Which journals and authors published the largest number of research papers in the field
of green marketing?

The most productive author, with Polonsky, M.J., contributing approximately six
articles. He is followed by Chen, Y.S., who authored five articles, followed by Leonidou, C.N.
(5 articles), Mehraj, D. (5 articles), Sarkis, J. (5), and Taufique, K.M.R. (5 articles). They are
followed by Borchardt, M., Dangelico, R.M., Iraldo, F., and Kautish, P., each with four research
papers. The Journal of Cleaner Production leads in publications, followed by Business Strategy
and the Environment and the Journal of Retailing and Consumer Services.

Which countries and academic institutions are interested in publications related to green
marketing?

The countries are interested in publishing in green marketing. We note that the United
States ranked first with 190 research papers, followed by India with 136 documents; China with
127 documents; the Kingdom with 81 documents; Australia with 50 documents; Malaysia with
48 documents; Italy with 42 documents; Canada and Taiwan with 33 documents each; and
Germany with 28 articles. Bucharest University of Economic Studies is the leading contributor
to green marketing publications in Bucharest, Romania, with 14 articles. Florida State
University in Florida follows with 11 papers, then Deakin University in Victoria, Australia, and
Symbiosis International Deemed University in Pune, India, each with 10 papers.

What were the most frequently used keywords in green marketing articles between 2000
and 2025?

The most frequently used keywords in green marketing studies are "green marketing"
(584 occurrences), "marketing"” (364), "sustainability” (287), and "sustainable development"
(111), followed by "commerce™ (91) and "consumption behavior" (66). A review of the
publications reveals that most researchers use "green marketing,” "marketing,” and
"sustainability" as keywords in their research.

Co-occurrence testing showed that green marketing is associated with topics including
the circular economy, green behavior, carbon footprint, brand image, and brand value. The
countries with the highest total value of co-authorship are the United States (47) and China (46).
There are four research groups in the co-authorship. The first group, in red, includes Bhardwaj,
Seema, Chittens, Smita, Das, Manish, Kumar, Sushant, and Srinaman. The second group, in
green, includes Algavis, Racha Ali, Brokardo, Laura, Patel, Ajay Kumar, Rahman, and Ines.
The third group, in blue, includes Chun Hayun, Cronin, J., Gibblehausen, Michael, M. Holt,
and J.
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Thomas. The fourth research group, in yellow, includes Gleim, Mark, and Widav. The
study points to research prospects that include conducting a bibliometric analysis of green
marketing articles by comparing databases such as Scopus and WoS in order to give a larger
and more comprehensive picture of the research gaps in green marketing.
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Moxammeo Caio /[Dcyans, npoghecop dakynememy 6isnecy Yuisepcumemy [Dicenvgha
(Anorcup, Anocup)

Bioniomempuunuit noznao 3enenozo mapkemunzy: oaza oanux SCOPUS 2000-2025.

L]e docnioocenns mae na memi onucamu po36uUmMox nyOaiKayil y 2any3i 00CAONCEHb 3e1eH020
MapKkemuHzy Ha OCHO8i cmametl, onyoOnikosanux y 06a3i oanux Scopus. /s nowyky & Scopus 6yino
BUKOPUCTNAHO KIOH08e CN0BO «3eleHuti mapkemuney. Poxu docnioocennus 2000-2025, a nybrikayii
oomedcysanucs 2any3samu Oi3HeCc-aOMIHICMpPY8anus ma Oyxearmepcvkoeo 00aiky. Bubipxa 3 997
cmameti 0yna ompumana Oisi AHANI3Y 3a 0ONOMO2010 Npocpamuo2o 3abesneuentns VOSviewer. [ani
noxazanu menoenyiro 00 3pocmanns nyoaixayiu 3 2014 no 2024 pix. V 2024 poyi 6yro 3aghixcosano
HaubOinbuly KitbKicme nyonixayii 3 3eienoz2o mapxemuney — 108 oocrnionuyvkux podim. Cnoayueni
Lmamu ouonunu cnucox 3i 190 nybaixayiavu, oani tidyms Indis 3i 136 ma Kumaii 3i 127. Polonsky,
M.J. 6yeé nainnionivuum aemopom, sxuii nanucas npubIU3HO wicms cmameil. 3a num tide Yen 10.C.,
aemop 5 cmamei. Byxapecmcokuili ynigepcumem eKOHOMIMHUX OOCAIONCEHb € NPOGIOHUM ABMOPOM
nyoaikayiti 3 3eneHozo mapkemuwnzy 6 byxapecmi, Pymynis, 3 14 cmammamu. Taxi scypuanu, sx
«HQucmiwe supobHuymeoy, «bisnec-cmpamezisi ma HAGKOIUUHE cepedoguiyer, a maxodc «Po3opiona
MOpeieiss Ma CRONCUBHT NOCIYeU», OYOIUNU CHUCOK HauakmusHiwux nyonikayiu y yiu eanysi. Kpiu
MO20, Nepexpecue mecmysants NOKA3A10, w0 Hatvacmiuie UKOPUCTOBYSAHUMU KIITOYOBUMU CTI0BAMU
8 Q0CHIONCEHHAX 3eNIeH020 MapKemuHney Oyau «3eieHull mapkemuney (384 pasu), «mapkemuney (364
paszu) ma «cmanuii po3sumoky (287 paszie). 3enenuil mMapkemuHe acoyiroEMbCA 3 MAKUMU MeMaMU, 5K
YUPKYTIAPHA eKOHOMIKA, 3eleHa N08e0iHKa, 8yelleyedutl ciio ma imioxc opendy. Ananiz cnieagmopcmaeda
8 PI3HUX Kpainax nOKaA3ae, Wo KpaiHamu 3 HAUGUWUM 3A2ATbHUM 3HAYEHHAM CHIGABMOpPCMBa €
Cnonyueni LlImamu ma Kumaii. Bhardwaj, Seema, Chitins, Smita, Das Manish, Kumar, Sushant, ma
Srinaman npedcmasisitoms CniibHy 00CTOHUYLKY epyny. Lle docniodcenns 3axauxae 00 nOOATLUUX
00CHI0IHCEHD 3€e1eH020 MAPKEMUHE)Y WAAXOM NOPIGHAHHS 2100aNbHUX 643 0aHuX, wob euasumu Oiivule
HAYKOBUX NPO2AIUH ma 3abe3neyumu nogHe YaeileHHs npo 3eJeHUull MapKemuHe.
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The study aimed to identify the effectiveness of developing administrative work under digital
management at the University of Ghardaia from the administrators' point of view. To achieve this, a
case study approach was used, and a questionnaire was prepared and distributed to the study sample
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supporting administrative development at the University of Ghardaia. The study recommended the need
to provide a motivational structure for implementing technology at the university.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. The process of development, reform and addressing the problems
that higher education institutions are experiencing today requires standing on their reality and
the ability to draw up their future administrative policies, and that administrative development
does not happen unless administrative leaders are convinced of its importance in achieving
quality and improving administrative work. The application of electronic management has
become inevitable in various aspects of administrative work and in all institutions, whether
service or economic, whether public or private, as we do not find an institution that is devoid
of the use of technological means in managing its administrative work, and without it the
institution cannot continue to work. As a result of this change, administrative work has moved,
benefiting from administrative information technology, away from traditional methods that rely
on paper transactions and routine procedures to electronic and digital methods in management.
Electronic management represents a kind of response to the developments of the current era, as
you will see developments in the field of communications, the information revolution, digital
space, knowledge and the Internet revolution, which are considered its most important
variables.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Across the reviewed studies, e-management/digital
management is presented as a key lever for administrative development, with evidence of its
benefits in industry, public administration, and higher education. In the Iragi industrial context,
Haider Basil (2023) shows that e-management has a statistically significant positive effect on
ERP in the food industry sector, indicating that stronger e-management practices are associated
with higher ERP outcomes; the study also stresses the enabling role of technological
infrastructure and a supportive digital work environment to maximize technical and human
resources and raise performance levels (Basil, 2023). Similarly, Androniceanu (2023) argues
that modern trends in digital transformation and Al in public administration require deep
structural reforms to reduce bureaucracy and overhead while improving service quality,
productivity, accessibility, and transparency; the study concludes that digitization and Al
integration can increase administrative, economic, and social efficiency and emphasizes the
necessity of public investment and gradual implementation strategies, especially within EU
contexts (Androniceanu, 2023). In the university sector, Kama, Ahmed, and Djamila (2025)
report strong faculty agreement on adopting e-management systems at the University of M’sila
and identify a statistically significant positive relationship between e-management
implementation and improved academic life quality; they also find that e-management
dimensions account for a substantial proportion of variance in job performance, while
demographic variables do not significantly shape faculty perspectives, leading to
recommendations for expanding e-management and fully digitizing administrative and
academic processes (Kama et al., 2025). From a conceptual and organizational perspective,
Sajid and Muataz (2024) highlight that technological change—especially the internet and
business networks—has transformed managerial work, positioning e-management as the
contemporary approach to executing core managerial functions (planning, organizing,
directing, controlling) electronically; the paper additionally targets understanding the impact of
e-management application on organizational performance and the challenges surrounding
implementation (Sajid & Muataz, 2024). Finally, Dijla Mahdi (2020) examines e-management
in lragi state organizations through a descriptive-analytical approach using survey data from
managers and department/unit heads across travel-related agencies in Wasit; the study
emphasizes the need for specific job-management strategies consistent with digital
developments, and applies statistical modeling (including regression via AMOS and effect size
measures) to assess relationships between study variables and strategic dimensions (Mahdi,
2020).

Formulation of the purpose of the article (statement of the problem).

Problem of the study

The subject of e-management and administrative development has received attention at the
level of all institutions, regardless of their type. From this, our problem can be raised: To what
extent does digital management contribute to administrative development in higher education
institutions at the University of Ghardaia?

From which the sub-questions emerged:

- What is the reality of administrative development at the University of Ghardaia?
-What is the reality of digital management at the University of Ghardaia?

Z. Raoudi, F. Abdennebi, A. Abada. An orientalist vision for administrative development 27
using digital management



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 1, 2026 ISSN 2523-434X (Online)

-Is there a significant impact of digital administration at the University of Ghardaia from the
point of view of administrators.

Study hypotheses

To answer the study's problem and questions, the following hypotheses can be put forward:

— There is a high level of application of electronic management at the University of
Ghardaia from the administrators' point of view;

— There is a high level of administrative development at the University of Ghardaia from
the administrators' point of view;

— Digital management has a significant impact in supporting management development at
the University of Ghardaia from the point of view of administrators.

Study objectives

— Learn about the reality of digital management at the University of Ghardaia from the
administrators' point of view;

— Identifying the reality of administrative development at the university of Ghardaia from
a point of view administrators' point of view;

— Identifying the role of digital management as an option for administrative development
at the University Ghardaia from the administrators' point of view

The importance of the study

The study derives its importance from the topic it addresses, which is digital management
as an option for administrative development at the University of Ghardaia from the point of
view of administrators, through improving and developing the administrative process in all its
aspects, developing human resources, and the efficient and effective use of technological
applications.

Study Methodology and Tools:

the answer to the problem at hand, we used the descriptive approach by identifying the
theoretical aspect of electronic management and administrative development. The study tool
was relied upon in the questionnaire.

Statement of the main material of the research with full justification of the
scientific results obtained.

1.Theoretical Framework
1.1 Definition of e-management

E-governance is dominated by modern concepts based on the use of ICT in the exercise of
the Department's core functions to facilitate its daily work within the organization between it
and other organizations.

Defined as a modern management method that uses ICT to carry out the various
administrative work of planning, organizing, controlling, evaluating and means of
communication in order to develop and upgrade the management work and achieve the planned
objectives (Badash & Salam, 2019)

Digital management is a process, foundation and principle based on the use of ICT for better
performance and higher quality
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1.2 Objectives of digital management:

The importance of digital management is evident in the following: (Hanash , 2024)

— Rapid and accurate completion of tasks and activities;

— The flow of data and information between individuals working in the institution, which
enables them to perform their duties;

— Rationalizing decision-making;

— Facilitating communication procedures between the various departments of the
institution;

— Achieving efficiency and effectiveness in performance.

1.3. Definition of administrative development:

Management development is critical for enterprises in view of the urgent need to upgrade
the performance and tremendous speed of technological progress on the one hand and the many
changes in the internal and external environment on the other.

From the above definitions, we say that management development is all efforts to
develop the enterprise's performance and good use of resources on the one hand and to achieve
its objectives and improve the quality of its outputs on the other.

1.4. Objectives of Administrative Development:

Administrative development has objectives, including the following: ( Abdel Salam, 2017)
— Developing human resources, including managers, administrators and employees;
— Developing businesses and jobs;
— Preparing job descriptions with the aim of developing administrative control;
— Examining organizational structures and evaluating work;
— Developing employee concepts and capabilities and developing general.

2. Applied Framework:

2.1 Society and study sample: The study community consists of a sample of
administrative staff of the University of Ghardaia from managerial leaders and administrative
personnel. A sample of 60 individuals was xselected to carry out the study.

2.2. Study tool: A questionnaire was designed for the purpose of gathering information
and preliminary data from the sample of the study. The design of the questionnaire was based
on a number of previous studies. 90 questionnaires were distributed to the sample of the study,
where 80 questionnaires were retrieved. After the questionnaires were excluded, the number of
questionnaires valid for the study became H.60. The variables related to the functional
characteristics of the study sample individuals (sex, age, nature work, scientific qualification,
years of experience) The second part of the questionnaire consists of 35 phrases spread over
two axes:

The first focus on e-management, which in turn is distributed in four dimensions: After
electronic planning, after electronic organization, after electronic leadership, and after
electronic censorship, it contains 20 paragraphs, the second axis on administrative
development, which in turn is divided into three dimensions: after the development of
administrative policies, after organizational culture and after the employment of information
technology and contains 15 paragraphs.
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2.3 Stabilization measurement:

The questionnaire's consistency is intended to give the same result if it is redistributed more
than once under the same circumstances and conditions, and through the Alpha Cronbachs
transaction, which is one of the most detailed measures to indicate the consistency and sincerity
of the questionnaire.

Table 1 — Persistence factors for each focus of the study with the overall rate of all
aragraphs of the questionnaire.

Axis Title Number of paragraphs Alpha Chrombach Value
E-Management 20 0.91
Management Development 15 0.91
Questionnaire as a whole 35 0.92

Source: Prepared by the researchers based on SPSS 20 outputs

Through table 1, the general persistence factor of the questionnaire (0.92) was 0.91. The
second axis (0.91) was greater than the minimum acceptable constant factor. This indicates that
the questionnaire in all its axis has a degree of consistency that can be relied upon in the field
application of the study.

2.4 Computational averages and standard deviation of the study axes:

The following table shows the calculation averages and standard deviation of the dimension
and axes of the questionnaire.

Table 2 — Explains respondents' perceptions of the paragraphs of the questionnaire as a
whole, organized according to importance

Statement Mean gtar_ldqrd Grade
eviation

E-Management 4,53 0,29 Strogly Agree
Electronic planning 4,75 0,31 Strogly Agree
Electronic Organization 4,77 0,26 Strogly Agree
Electronic driving 4,16 0,45 Strogly Agree
Electronic censorship 4,40 0,38 Strogly Agree
Management Development 4,39 0,30 Strogly Agree
Management Policy Development 4,29 0,38 Strogly Agree
organizational culture 4,32 0,48 Strogly Agree
IT recruitment 4,51 0,45 Strogly Agree

Source: Prepared by the researchers based on SPSS20 output

From the table above, interviewees from the study sample individuals showed intermediate
approval about the dimensions and vertebrae of the first e-management axis. The arithmetic
average was estimated at 4,53 and a standard deviation of 0.290 was strongly accepted.

The second pillar, on management development, recorded an average arithmetic B (4.39)
and a standard deviation of B (0.30) to a strongly agreed degree according to the Descart ladder.
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The first focus on e-management, which in turn is distributed in four dimensions: After
electronic planning, after electronic organization, after electronic leadership, and after
electronic censorship, it contains 20 paragraphs, the second axis on administrative
development, which in turn is divided into three dimensions: after the development of
administrative policies, after organizational culture and after the employment of information
technology and contains 15 paragraphs.

2.5 Computational averages and standard deviation of the study axes:

The following table shows the calculation averages and standard deviation of the dimension
and axes of the questionnaire

Table 3 — Explains respondents' perceptions of the paragraphs of the questionnaire as a
whole, organized according to importance

Statement Mean Standard deviation Grade
E-Management 4,53 0,29 Strogly Agree
Electronic planning 4,75 0,31 Strogly Agree
Electronic Organization 4,77 0,26 Strogly Agree
Electronic driving 4,16 0,45 Strogly Agree
Electronic censorship 4,40 0,38 Strogly Agree
Management Development 4,39 0,30 Strogly Agree

Management Policy

Development 4,29 0,38 Agree
organizational culture 4,32 0,48 Strogly Agree
IT recruitment 4,51 0,45 Strogly Agree

Source: Prepared by the researchers based on SPSS20 output

From the table above, interviewees from the study sample individuals showed intermediate
approval about the dimensions and vertebrae of the first e-management axis. The arithmetic
average was estimated at 4,53 and a standard deviation of 0.290 was strongly accepted.

The second pillar, on management development, recorded an average arithmetic B (4.39)
and a standard deviation of B (0.30) to a strongly agreed degree according to the Descart ladder.

2.6. Hypothesis test results

a.The results of Testing the second hypothesis: which states " The results of the first main
hypothesis test: which states that "there is a high level of application of electronic management
at the University of Ghardaia",

for the purpose of answering the above hypothesis and testing its validity, we used the T -test
test and the results were shown in the following table:

Table 4 — Test (T) for eManagement Centered
N Mean Std . Deviation T value Significance
60 4.53 0.29 119.07 0.000
Source: Prepared by the researchers based on SPSS 20 output.
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From the table described above for a test ((T) and descriptive statistics of the electronic
management axis paragraphs we note that the calculative average of the individual opinions of
the sample was positive to a high degree, so that it was 4.53, whichever is strongly accepted,
and the standard deviation value of the axis was 0.29, which The calculated T value was equal
to 119,07 and its probability value was equal to 0.000;It is below the level of o = 0.05 so it can
be said that it is the first hypothesis which stipulates that there is a high level of application of
e-administration at the University of Ghardaia.

b. The results of Testing the second hypothesis: which states "There is a high level of
administrative development at Ghardaia University”, and in order to answer the above
hypothesis and test its validity, we used the (t) test and the results were shown in the following
table.

Table 5 — (T) test for the paragraphs of the administrative development axis
N Mean Std. Deviation T value Significance
60 4.39 0.30 111,28 0.000
Source: Prepared by the researchers based on spss20 outputs

From the table shown above, test ((T) and descriptive statistics of the management
development axis paragraphs we note that the averages are computerized for the individual
opinions of the sample have been highly positive, with 4.39 per degree compared to strongly
compatible, and the standard deviation value of the axis 0 .30 per cent is lower and the 111.28
value is lower.a = 0.05 So it can be said that it is the second hypothesis and the Tate text "There
is a high level of administrative development at the University of Ghardaia.

C- Results of testing the third hypothesis: which states: “ There is a significant impact of the
e-management in supporting administrative development at University of Ghardaia from the
point of view of administrators. ” to answer the above hypothesis and test its validity.

Table 6 — Multiple linear regression analysis of the impact of e-management dimensions in
supporting administrative development

Dimensions Coefficients t- test Sig

Constant 0.574 0.753 0.004

After electronic planning 0.176 1,361 0,002

After electronic regulation 0.537 3,445 0,001

After electronic driving 0.097 1,328 0,003

After electronic monitoring 0.005 ,061 0,004
Test (F) 8,304
Significance level 0.000

Source: Prepared by the researchers based on SPSS20 output

The table above shows that the sum of the e-management dimensions explained by Fisher's
statistic for the administrative development variable reached F = 8.304, which is statistically
significant at a significance level less than 0.05. The regression analysis table and the
significance level values of the parameters also revealed that the e-organization dimension was
the most statistically significant, with a parameter value of 0.176, which is statistically
significant at a significance level less than 0.05. This was followed by the e-planning
dimension, with a parameter value of 0.537, which is statistically significant at a significance
level less than 0.05. This was followed by the e-leadership dimension, with a parameter value
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of 0.097, and finally the e-control dimension, with a parameter value of 0.005. Based on the
above, it can be said that the hypothesis stating that “there is a statistically significant impact of
the e-management dimensions in supporting administrative development in the institution
under study" has been proven true for all e-management dimensions.

Conclusions from this research and prospects for further developments in this
area. In light of the main objective of the study, which is to know the trends of employees at
Ghardaia University towards the impact of e-management in supporting administrative
development from the point of view of administrators at Ghardaia University, the study reached
a number of results

—There is a high level of application of digital management at the University of Ghardaia,
and the electronic organization dimension and the electronic planning dimension ranked first;

—There is a high level of administrative development at the University of Ghardaia from
the point of view of administrators, and it came after the employment of information technology
in first place, followed by organizational culture, and finally the development of administrative
policies.

—The electronic organization dimension had the greatest contribution to supporting
administrative development at the University of Ghardaia from the administrators' point of
view;

In light of the previous results, the study proposes the following:

—Optimal use of the technological means available at the university to simplify work
procedures;

—Conducting training courses in the field of developing organizational culture related to
electronic management and administrative work;

—The need to expand the use of electronic forms in personnel management to reduce costs
and transaction completion time;

—Adopting a management development philosophy among administrative leaders and
administrative workers in line with modern digital management;

—Developing electronic information systems to cover all administrative aspects of the
university;

—Spreading the culture of transitioning to electronic management and using its tools in
the daily work of administrative workers at the university.
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Konuenmyanvne 6auenna aOMinicmpamueno2o po36UmKy 6 ymoeax uupposo2o ynpaeiinns.

Y cmammi docniooceno egpexmusnicms po3eumky aOMiHICMpamueHoi OISLILHOCII 8 YMOBAX
yughposoeo ynpaeninus 6 Yuisepcumemi I'apoas 3 nosuyii aominicmpamusro2o nepconany. Memorwo
00CHI0IHCEHHS € OYIHKA BNIUBY UUDPOBO2O YAPABIIHHSA HA AOMIHICIMPAMUBHUL PO3ZBUMOK 3AKIA0Y ULOT
oceimu. [lna OocsacHeHHA NOCMAGIEHOI Memu 3acmoCO8AHO MemoO Keuc-00CHIONCeHHA ma
BUKOPUCIAHO aHKemHe ONumyeanus, nposedene ceped 060 npeocmagHuxie aoMiHICMPAmuHoO20
nepcouany. Pezynomamu 00CRiONHCeHHs 3ac8iO4UNU, WO 6CI CKIAO08I eleKMPOHHO20 BPSAOYEAHHS
YUHAMb CIATMUCTIUYHO 3HAYYWULL GNIUE HA NIOGUWEHHS DIGHS AOMIHICIPAMUBHO20 DO3BUMKY 8
Vuieepcumemi [apoas. Bcmanoeneno, wo 6npo6addicenns yu@dposux yYnpasuincbKuX MexHON02iu
CHpUAE BOOCKOHANEHHIO OP2AHI3ayiliHol CMpyKmypu, onmumizayii peznamenmis OisibHOCMI mMda
nIOBUWEHHIO  eeKmUBHOCMI  YPABIIHCOKUX npoyecis. 3poOaeHO BUCHOBOK NpPO  OOYLNbHICMb
Gopmyeanns MOMUBAYINHO20 MEXAHIZMY, CHPAMOBAHO20 HA NIOMPUMKY MA CMUMYII08ANHS
BNPOBAONCEHHS YUDPOBUX MEXHONIO02I 8 YNPABHIHCHKY OULILHICHb YHIGEPCUMEn).

Kittouosi croBa: nudpoBe ynpapiiHHS, €IEKTPOHHE BPsAyBaHHS, OpraHi3alliiiHa CTPYKTypa,
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increasing the effectiveness of marketing communications.

Keywords: neurotechnology, neuro-influence, emotional effects, perception, consumer
experience.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the era of rapid technological development and societal change,
traditional marketing technologies that were popular 20 years ago are losing their effectiveness
today; as a result, marketers are seeking new tools to influence consumers. As for marketing
research, classic tools for analyzing consumer reactions, such as surveys, focus groups, and
interviews, demonstrate the relevance of conclusions based solely on the respondents'
judgments, without providing insight into their actual thoughts and feelings. According to [1],
global advertising spending is growing at an annual rate of over 7.3%, and competition between
brands is intensifying. In 2023, there were over 333 million businesses worldwide, representing
a 14% increase from 2018. At the same time, the level of trust in traditional advertising among
consumers is decreasing, with only 34% of users considering advertising messages to be reliable

[2].
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In these conditions, the primary task of business entities is to develop reliable methods
for predicting consumer behavior, enabling the creation of effective advertising campaigns. For
these reasons, interest in progressive innovative methods of analyzing consumer behavior has
begun to grow, one of which is neuromarketing. The use of neuromarketing cannot be
considered a complete alternative to traditional marketing, but it effectively complements it,
enabling a deeper understanding of consumers' perceptions. Existing research in the field of
neuroscience demonstrates that emotions are the fundamental basis that largely determines an
individual's nature and behavior [3-5]. An important task is to invest resources in marketing
strategies that enable emotional engagement of consumers, which becomes possible through a
preliminary analysis of their hidden needs and desires.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The use of neuromarketing as a tool for analyzing
consumer emotions is a relatively new area of scientific research that emerged at the intersection
of marketing, psychology, and neuroscience. J. Zaltman was one of the first to study the
subconscious processes that influence consumer behavior and developed the ZMET
methodology to identify deep emotional associations [6]. A. Trindl studied the mechanisms of
influence of neuromarketing technologies on decision-making and consumer behavior in the
context of communications in a digital environment [7]. A. Yavor [8] and A. Damasio [9]
focused on the neurophysiological processes that form the emotional component of advertising
perception and economic decision-making. The research group analyzed in detail the perception
of food marketing tools by users when using various digital platforms in their work [10].
Scientists found that the effectiveness of advertising on digital platforms significantly depends
on its ability to emotionally and socially engage the audience. They confirmed that the lower
level of negative emotions when watching advertisements on the Twitch platform compared to
YouTube indicates affective dynamics influenced by the interactive environment. The authors
of [11] employed eye tracking and analyzed the emotional valence and arousal of users on hotel
websites. The results of their study showed that labeling hotel industry services has a significant
impact on consumer behavior, influencing their decision to choose a particular establishment.
In [12], an attempt was made to test the possibility of predicting purchases of both familiar and
unfamiliar brands based on a study of psychophysiological reactions to digital advertising,
which was conducted using EEG, electrodermal amplitude, and eye-tracking tools. To
determine which psychophysiological variables explain the largest share of the variance in the
final purchase decision, they used a logistic regression model. They found that only the
electrodermal peaks per second were significant for predicting consumers' subsequent purchase
decisions. The authors of [13] employed neuromarketing tools to investigate consumers'
perception of artificial intelligence in modern digital communications. They used the GSR skin
conductance analysis tool and the Affectiva AFFDEX SDK classifier to analyze the emotional
reactions of recipients of communications. The authors' study concluded that the emotional
content is crucial for attracting the audience of digital marketing communications and that the
effectiveness of using neuromarketing tools in studying consumer perception of digital
information is also important. The paper [14] is devoted to the study of advertising materials
using the eye-tracking method with the analysis of the emotional impact of different colors and
their combinations on the brain activity of potential consumers of a public catering
establishment. Such research provides an opportunity to obtain valuable insights into how
consumers perceive visual stimuli, which is the basis for enhancing marketing communication
strategies, particularly in developing information materials for diverse environments. M.
Lindstrom [15] in his work has shown the practical application of neurotools for creating brands
that appeal to human emotional triggers. P. Ekman [16] laid the foundation for the classification
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of basic emotions and methods for their recognition, which are used in modern neuromarketing
research.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Despite the availability of scientific works on the study of the emotional
impact of communication materials on the perception of brands and companies by individuals,
the issue of integrating neuroscientific approaches into modern marketing research on the
perception of communication materials in different environments and substantiating the
mechanisms of the influence of emotions on the perception of advertising messages, in
particular those placed on digital platforms, has not been thoroughly analyzed. This study
deepens the understanding of the relationship between emotions and neuromarketing, and also
enhances the systematization of modern approaches to analyzing the emotional impact of
advertising on consumers in various environments.

Formulation of the purpose of the article (statement of the problem). The purpose
of this study is to analyze approaches to studying the emotional impact of advertising messages
using neurotools and to examine practical examples of neuromarketing tools in action, focusing
on the emotional impact of content on consumers in various environments.

Statement of the main material of the research with full justification of the
scientific results obtained. Emotions are a crucial component of the human psyche,
influencing behavior, cognitive processes, and interpersonal interactions. They provide a
person's adaptive response to external stimuli, influencing the processes of perception,
purchasing decisions and social communication. In the context of marketing research, emotions
become an important object of analysis, because it is through emotional involvement that
consumers' trust, loyalty and commitment to the brand are formed. To deepen our understanding
of the essence of emotions, let's consider how this concept is explained from the positions of
different fields of knowledge (Table 1).

Table 1 — Comparative approaches to defining the concept of “emotion”

Approach Source Formulation Main accents
Antonio Damasio (1994). | Somatic markers that reflect
Neuroscientific Descartes' fallacy: the physiological state of the | Neurophysiological
Emotions, reason, and the | body and help make | basis of behavior
human brain decisions
Innate affective brain
Medical and Jaak Panksepp (1998). systems that coordinate the | Biological regulation
biological Affective neuroscience body's motivational | and survival
responses
Social and Lisa Feldman Barrett The result of the brain's | Constructivist
cognitive (2017). How emotions interpretation  of  bodily | approach, the role of
are born sensations in a social context | experience
Martin Lidndstrom A consumer  behavior
(2012). Brand washing: shaping tool that activates | Using emotions in
Behavioral The tricks companies use | subconscious reactions and | advertising and
to manipulate our minds | brand decisions branding
and convince us to buy
Universal short-term | Versatility and
Psychological Paul Ekman. (2003). psychophysiological expression through
Psychology of emotions | reactions to  significant | facial expressions
events
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Continue Table 1

A complex of
psychophysiological Crucial role in
reactions that arise in | shaping the
Neuromarketing Own definition response to external or | perception of a
(the definition of internal  stimuli, integrate | communication
the authors) neurobiological, cognitive, | message in different
and social mechanisms, and | environments
determine a person's
behavioral response

Source: formed by the authors based on [9; 15; 16]

Neuromarketing is a relatively new interdisciplinary field that combines approaches
from neuroscience, psychology, and marketing to analyze consumer behavior [17].
A bibliometric analysis of scientific publications in the Scopus database was conducted to
identify trends in the development of neuroresearch focused on analyzing the emotional impact
of communication messages on consumers. The following keywords were used for the search:
"neuromarketing”, "advertising”, and "emotion". The search was conducted using titles,
keywords, and abstracts, which enabled the maximum coverage of relevant sources. The
analysis covered all available publications from 2009 to 2025 inclusive. A total of 101
documents were identified through the thematic query. Exclusion by type of documents was
not carried out, since each type of publication: scientific article, conference proceedings, book
chapter, review, or monograph, contributes to the development of the topic and reflects different
aspects of its scientific study.

The results of the analysis of the geographical distribution of scientific publications
(Fig. 1) indicate that interest in the topic of neuromarketing and research on the emotional
impact of advertising is global, encompassing 43 countries worldwide. The largest number of
works was published by scientists from Spain, Italy, and the USA. These countries are the
leading centers for the development of neuromarketing research. High indicators are also
demonstrated by India, China and Malaysia, which may indicate the active introduction of
technological innovations into the field of marketing communications. The participation of
Ukraine, which is gradually integrating into the global scientific space in this field, deserves
special attention. Although the number of Ukrainian publications remains small, their presence
in the Scopus database indicates a growing interest in the use of neuromarketing methods in the
study of consumer behavior and the development of interdisciplinary approaches at the
intersection of psychology, marketing and neuroscience.

Figure 2 shows the results of clustering key terms obtained in the process of bibliometric
analysis of publications from the Scopus database on the topic of “neuromarketing and
emotions in advertising”. VOSviewer software was used to visualize the data. The minimum
number of repetitions of terms was three, and words that did not have a direct semantic
connection with the subject of the study were filtered out.
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Figure 1 — Geographic distribution of publications on neuroscience research on the emotional
impact of communication messages on consumers
Source: constructed by the authors based on data from Scopus Preview
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advertising
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The analysis revealed five main clusters that reflect the leading directions of modern
scientific research in the field of neuromarketing. The largest cluster (yellow) covers the
concepts of "neuromarketing”, “emotions”, "consumer behavior”, "decision making" and
reflects the interdisciplinary nature of consumer behavior research. The second cluster (red) is
represented by the terms "psychology”, "human”, and "electroencephalography”, which
characterize the psychophysiological aspect of the impact of advertising. The third cluster
(green) includes the terms "emotion"”, "neuroscience”, "memory”, and "attention", which
describe a more cognitive level of information perception. Two smaller clusters combine terms
related to technological methods of analysis — "gaze tracking"”, "artificial intelligence”, and
"information systems" - as well as the socio-communicative dimension of neuromarketing,
including "social marketing" and "advertising effectiveness". The results obtained indicate that
modern research in the field of neuromarketing is comprehensive in nature, combining
emotional, cognitive, technological, and social approaches to studying the impact of advertising
messages on consumers.

Figure 3 shows the distribution of publications by subject area in the Scopus database
related to neuromarketing research. The analysis reveals that the subject of neuromarketing is
interdisciplinary, encompassing a broad range of scientific fields. The largest share of works is
in the field of business, management and accounting (16.5%) and social sciences (13.6%),
which indicates the practical focus of research on improving marketing strategies and
understanding consumer behavior. A significant part of the works belongs to computer
science (12.1 %) and psychology (8.7 %), which reflects the use of neurotechnology, machine
learning, and experimental psychology to study consumer reactions. There is also a significant
share in economics, econometrics, and finance (7.8 %) and neuroscience (6.8 %), which
provide a theoretical basis for understanding the cognitive and physiological processes that
underlie decision-making. Other fields, including engineering, medicine, decision sciences, and
agricultural and biological sciences, have smaller but notable shares, highlighting the
multidisciplinary nature of neuromarketing research.

Other (17.5%) ™\ Business, Manag... (16.5%)
\.

Agricultural an... (2.9%)

Medicine (3.4%)
— Social Sciences... (13.6%)

Decision Scienc... (4.4%)

Engineering (6.3%)
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f

U

J
Economics, Econ... (7.8%) Psychology (8.7%)

Figure 3 — Distribution of publications by subject areas on the topic of "neuromarketing”
Source: created by the authors based on Scopus Preview data
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Neuromarketing combines neurobiology and marketing, studying the response of
consumers' nervous systems to various marketing stimuli (advertising, branding, packaging,
etc.). Its main goal is to understand consumer behavior in order to create more effective
marketing strategies that use knowledge of psychology and neurobiology.

In general, neuromarketing can be classified according to the psychophysiological
mechanisms by which advertising stimuli influence the consumer. Based on this criterion, it is
advisable to distinguish three main types of neuromarketing:

— Emotional neuromarketing is a subfield that focuses on understanding consumers’
emotional responses. It aims to identify which emotional factors influence decision-making,
helping brands create a positive impression of their products;

— Cognitive neuromarketing is a subfield that covers aspects related to the mental
processes that play a role in decision-making. It examines how information is perceived,
processed, and how this influences consumer choices;

— Social neuromarketing is a subfield that focuses on the influence of social factors on
consumer behavior. It examines how social media, group dynamics, and interactions with other
people can influence consumer decisions.

This classification is based on the fact that the process of perceiving an advertising
message covers three interconnected levels of the human psyche-emotional (limbic system
response, formation of feelings and motivation), cognitive (information processing, memory,
decision-making), and social (the influence of social interactions, empathy, trust and social
norms). The proposed division enables a comprehensive analysis of how advertising affects
individuals, from their primary emotional reaction to socially conditioned behavioral patterns.
For a deeper understanding of these processes, neuromarketing relies on specialized methods
that enable the recording of consumers' physiological and neural reactions during interactions
with marketing stimuli. When people are exposed to advertising, their brain activity and
behavioral reactions are recorded using a wide range of neuroimaging and psychophysiological
technologies. Neuromarketing methods can be categorized into distinct groups based on their
operational principles and the types of data they collect. The most widely used are presented in
Table 2.

Table 2 — Classification of neuromarketing methods

Technologies/instruments Indicators that measure Use in marketing research

Methods that analyze brain activity

Electroencephalography Electrical activity of the | - examines immediate reactions to a

(EEG) and brain stimulus and reveals the level of attention

magnetoencephalography and emotional arousal to advertising,
(MEG) branding or other marketing materials;

- helps to reveal activity in different areas
of the brain responsible for emotions and
cognition

Functional magnetic Activity in small - shows which areas of the brain are
resonance imaging (fMRI) structures of the human | activated when making decisions, viewing
brain, changes in blood | advertising or interacting with a brand,;

flow - allows you to determine not only the
emotional reaction, but also to assess the
level of positive perception
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Continue Table 2

Functional near-infrared Blood oxygenation - analyzes consumer reactions to marketing
spectroscopy (fNIRS) level, activity of certain | stimuli (commercials, packaging, logo,
brain areas website design);

- allows you to predict emotional
engagement, attention and decision-making

process
Methods that analyze physiological responses
Galvanic Skin Response Electrical conductivity |- analyzes the level of emotional
(GSR) Measurement of the skin, which involvement in advertising content or a

changes as a result of | product
emotional arousal, when | - assesses the level of stress or tension that
the level of sweat glands | consumers  may  experience  when

in the feet or palms interacting with advertising
changes
Heart rate variability (HRV) | Heart rate, whichisan | - helps determine whether a consumer is
indicator of the stressed or excited when interacting with a
autonomic nervous company's product or advertising
system
Methods that analyze behavioral responses
Electromyography (EMG) Electrical activity of - assesses subconscious facial expressions
facial muscles that may reveal a consumer's true emotions
toward a product or advertising stimuli
Eye-tracking Eye movement and gaze | - helps to identify which elements attract
concentration attention, and also influences advertising

and packaging design, product placement
on the shelf, and site effectiveness

Source: developed by the authors

The specified groups of methods enable the collection of various types of data, providing
a multidimensional analysis of consumer behavior. Thanks to these approaches, researchers can
study not only rational decisions but also subconscious reactions to marketing stimuli. At the
same time, neurotechnologies primarily serve as an auxiliary tool that complements traditional
marketing research methods, such as surveys, interviews, and focus groups. Their application
enables the deepening of the obtained results, confirming or clarifying the conclusions, as well
as revealing hidden emotional and cognitive mechanisms underlying the perception of
advertising messages.

The key arguments supporting the application of neuroscientific methods in advertising
research include the following:

— neuromarketing allows brands to create campaigns that respond to consumers’
emotional needs;

— tracking and analyzing consumers’ emotional reactions allows product developers to
optimize packaging, promotional materials, or website design;

— using neurobiological data allows for more precise customization of messages that
resonate most with target audiences.

Based on the analysis of research, it can be argued that emotions play a key role in
decision-making. Emotions are an important component of the human psyche, which directly
affects behavior, cognitive processes and interaction with the world around us. As Antonio
Damasio notes, emotions are not an obstacle to rational decision-making; they are its
fundamental component [19]. Researchers have also found that emotional experiences can be
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more powerful than rational arguments, particularly in cases of spontaneous purchases or quick
decisions [20].

Among the most well-known theoretical approaches to studying emotions, it is worth
highlighting [21-24]:

1) Paul Ekman's Theory of Basic Emotions. According to this theory, there is a
universal set of emotions, such as joy, anger, fear, surprise, disgust, and sadness. These
emotions are fundamental to all people, regardless of culture, and can be expressed through
facial expressions and nonverbal cues;

2) James-Lange theory. This theory states that emotions are the result of physiological
changes in the body in response to external stimuli. For example, a person feels fear because
their heart rate increases and their muscles tense;

3) Robert Plutchik's "Wheel of Emotions” theory. This classification identifies eight
basic emotions, each with its own intense version and opposite emotion: joy — fear, trust —
disgust, surprise — expectation, and fear — anger. Emotions by intensity, for example, anger can
range from irritation to rage, and joy — from pleasure to ecstasy. In neuromarketing, this
classification allows for a deeper understanding of the intensity of the consumer's emotional
state;

4) Schechter-Singer's two-factor theory of emotions. According to this approach,
emotions arise as a result of a combination of physiological response and cognitive appraisal of
the situation. A person evaluates the context of an event and based on this determines what
emotion they are feeling.

According to cognitive theories, emotions arise in response to specific mental processes.
This highlights the significance of consumer perception of advertising and the interpretation of
the messages conveyed. Different emotions can activate distinct memory mechanisms that
influence the formation of a positive or negative brand image. Psychophysiological models
focus on the biological basis of emotional reactions. Measuring physiological indicators (heart
rate, sweat rate) can help determine the level of emotional response to advertising. All of these
theories allow us to understand how emotions arise and influence human behavior, which is
important for marketing research. Understanding basic emotions, their intensity and impact on
decision-making helps marketers develop advertising campaigns that not only inform, but also
evoke an emotional response in consumers.

Modern research in the field of neuromarketing enables a deeper understanding of the
mechanisms of emotion and their impact on various aspects of human life, including consumer
behavior. Studies show that emotionally colored messages are better remembered than neutral
ones [26]. This is explained by the fact that during an emotional reaction, certain areas of the
brain responsible for processing information are activated, which helps to better remember and
perceive the advertising message. Emotions directly affect the functioning of the brain, the main
structures that play a key role in the formation of emotions are the limbic system, the amygdala
and the prefrontal cortex.

The application of neuromarketing research in practice allows companies to create
effective advertising strategies that evoke an emotional response. For example, advertising that
evokes feelings of joy or delight can create a positive attitude towards the company and
stimulate a purchase. At the same time, inducing negative emotions such as fear or anger can
also be effective in certain situations, such as in social media campaigns or advertising aimed
at increasing safety. Understanding which emotions a particular message evokes allows you to
optimize it for maximum effectiveness.

In modern advertising, researchers distinguish several main types of emotional appeals
[27]:
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— happiness and joy — marketers try to associate feelings of joy with the product or
service they are offering. They use vivid stories and visually appealing images to evoke positive
emotions such as joy, delight, laughter, and pleasure. For example, in advertising for beverages
or food, scenes of a happy family vacation or moments of enjoying life are often inserted:;

— fear, anxiety, and worry — advertising that evokes feelings of fear is based on the
instinctive human need to protect oneself. This advertisement can highlight the potential
disadvantages of refusing a product or service, emphasizing the urgency of taking action to
mitigate the risk. For example, insurance companies often use this emotion in their advertising
to convince potential customers to purchase insurance products;

— nostalgia — an emotional appeal that evokes feelings of warmth and takes consumers
back to the past with memories. It is used to build trust in the brand and create emotional
comfort. Nostalgia is most often used by brands in the food, children's, fashion or retro brands
to evoke a connection with pleasant moments of childhood or youth;

— compassion and empathy — advertising appeals that seek to demonstrate the
company's commitment to social responsibility and moral values. For example, a
communication appeal with information that the company cares about the environment or does
not test its products on animals;

— surprise and intrigue — most often used in advertising that seeks to interest the
audience with unexpected news. For example, such emotional accents are often used in
advertising by companies producing technological products.

Neuromarketing enables companies to gain a deeper understanding of the psychological
mechanisms underlying such appeals. By analyzing brain responses, researchers have
demonstrated that emotional advertising fosters stronger brand loyalty and influences
purchasing decisions more effectively than rational arguments [29].

An important aspect is the balance between the emotional and rational components of
advertising. Too much emotional intensity can distract from the main message or product, so it
is necessary to clearly define the goals of the advertising campaign and form emotional content
accordingly. Emotions directly affect consumer behavior. For example, positive emotions such
as joy or satisfaction can increase brand loyalty and encourage repeat purchases, while negative
emotions can lead to a negative attitude towards the product. At the same time, extremely strong
emotions, sadness or fear are appropriate in social or charity advertising, but are usually not
effective for commercial campaigns.

Due to the impact of advertising on consumers through various emotions, a positive
effect is created for the company. First, advertising that evokes strong emotions more
effectively holds the viewer's attention. Second, such advertising is more likely to be
remembered and remains fixed in the consumer's mind for a longer period. Third, after exposure
to such an advertising stimulus, the desire to purchase the advertised product typically increases.
Fourth, such advertising is a means of increasing consumer loyalty to the company or its
products. Fifth, this type of advertising often works like viral marketing: consumers, feeling an
emotional connection with the company, become more inclined to recommend its products to
other people.

To more effectively predict consumer behavior, companies invest in their own
neuromarketing laboratories, hire scientists, or partner with research centers (Google, Frito-Lay,
CBS, E-Television). Neuromarketing research is conducted on an ongoing basis by numerous
prominent companies, including Coca-Cola, Pepsi, McDonald's, Visa, PayPal, Microsoft, Nike,
Zara, Samsung, Hugo Boss, Mercedes, Lexus, Omega, Hilton, Apple, Starbucks, Calvin Klein,
and others. These are just a few of the companies that openly use neuromarketing approaches
in their activities, although in reality there are many more such companies. Coca-Cola has been
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using emotional appeals in its advertising campaigns since 2010, focusing on emotions such as
joy, happiness, and friendship. The marketing campaign “Share a Bottle of Coca-Cola” is an
example of emotional advertising that evokes positive emotions through the personalization of
beverage bottles, encouraging consumers to share happy moments with friends and family. Nike
actively uses motivational appeals in its advertising campaigns, evoking emotions of pride,
achievement and inspiration. The campaign “Just Do It” inspires people to overcome their
limitations and achieve better results, creating an emotional connection with the brand through
a sense of confidence and strength. Apple’s advertising initiative called “Think Different”
demonstrates not only the technical advantages of products, but also focuses on how gadgets
can change users’ lives, evoking emotions of creativity, innovation and pleasure.

Ukrainian businesses also frequently employ emotional appeals in their advertising
campaigns to enhance communication with their target audience and elicit a positive response
to their products. An example is the advertising project from Kyivstar, launched during the
COVID-19 pandemic, titled “The Connection That Unites.” The emphasis was on the
importance of connecting with loved ones during quarantine. The advertisement reminded that
even at a distance, people stay together thanks to technology. The main emotions used were
support, reliability, and love for family. The “Protect Your Own” advertising campaign of the
Armed Forces of Ukraine aims to create a strong emotional connection with Ukrainian citizens,
motivating them to support the army and help soldiers who defend their homeland. The
emotional appeal is based on patriotism, support, and unity. The advertising initiative of the
company "Nova Poshta" called "Native Ukraine," during the full-scale invasion by the Russian
Federation, emphasized the importance of unity among Ukrainians and support for one another
in difficult times. It focused on the reliability of delivery to the most remote corners of the
country, assistance to the army and volunteers. The main emotions are patriotism, hope and
concern for others. All these examples demonstrate that foreign and Ukrainian companies
successfully utilize emotional appeals and neuromarketing approaches to establish trusting
relationships with consumers, thereby enhancing the impact of advertising messages by
understanding the subconscious emotional reactions of their audience.

Conclusions from this research and prospects for further developments in this area.
Emotions play a crucial role in neuromarketing, significantly impacting the effectiveness of
advertising messages. The application of neuroscience principles and approaches enables
marketers to better understand how emotions influence consumer behavior, thereby opening up
new opportunities for enhancing the effectiveness of marketing communication strategies.
Theoretical approaches and practical methods for studying the emotional impact of advertising
messages allow companies to interact more effectively with their audience, which is critically
important in a competitive business environment. Emotions directly affect consumer decision-
making, modifying their attention, memorization, and attitude towards the brand. The issue of
studying the emotional impact of advertising messages remains relevant both in scientific and
practical contexts. Further research is needed to analyze the impact of emotions on cognitive
processes and consumer memory, to study the differentiation of emotional reactions depending
on the type of advertising content (visual, audio, interactive), and to assess the effectiveness of
combining neuromarketing technologies with digital tools for user behavior analytics in the
modern marketing environment.
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Jlemynoscoka Hamanin €gzeHigna, 00KmMOp eKOHOMIYHUX HAYK, OoueHm, 0oyeHm xagheopu
mapkemunzy, Cymcovruil oepoicasnuil yrieepcumem (Cymu, Ykpaina).

Cunenrxo Jlapuna Bacuniena, acnipanm Hasuanvno-naykosoeo incmumymy 0i3Hecy,
eKOHOMIKU ma meneOxcmenmy, Cymcokul depacasruii yHieepcumem (Cymu, Yrpaina).

Hocniodcennn emouiiinozo 6naugy MAapKemMUHZO8UX KOMYHIKAUyilli 3a 00HOMO2010
HelipOMaApKemUuH208UX MExXHO02ill

Y cmammi npoananizosano icuyrouuti Haykosuiti 00poOOK U000 OOCHIONCEHHA eMOYIHO20
BNIUBY KOMYHIKaYIiHUX Mamepianieé Ha cnoxcusaia. Pozensanymo meopemuuni nioxoou 00 6UGYEHHs
eMOYIIHO20 CAPULHAMMS PEKAAMY, NPOAHANI308AHO MEXAHIZMU OPMYBANH eMOYItIHUX peaKyill ma
iXHIll 6nIU8 HA NOBEOJIHKY CROJNCUBAYIB. Y3a2ANbHEHO OCHOBHI MemoOu HeUupoMAapKemuHzy, sKi
BUKOPUCMOBYIOMb Ol OYIHIOBAHHA eMOYIUHO20 3aNyieHHs ayoumopii. Busnaueno ponv emoyii y
npoYecax YXeaneHHs CHONCUSHUUX pPiuleHb | GopmysanHi nosnvHocmi 00 6pendy. Hasedeno npukiaou
VCRIWHUX PEKAAMHUX KAMAAHI, AKI 0a3ylomvcs HA emoyiuHomy eénauei. Ompumani pesyavmamu
CHpUAIOMb  2IUOUWOMY PO3YMIHHIO NPAKMUYHO20 NOMEHYIANY HeUpoOMApKemuH208Ux MexXHON02il Y
RIOBUWEHHT eqheKMUBHOCTI MAPKEMUH208UX KOMYHIKAYILL.

KirodoBi cioBa: HelpoMapKeTHHT, eMolii, 0i0JioMeTpUYHUA aHii3, HeHpOHayKa, PeKJIaMHi
MTOB1IOMJICHHS, CTIO)KMBAIIbKA ITOBE/TiHKA.
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Statement of the problem in general form and its connection with important
scientific or practical tasks. The military actions in Ukraine led to massive destruction and
damage to infrastructure, in particular industrial facilities, factories and warehouses, etc.
Enterprises that have suffered from military actions are facing significant problems in
maintaining their activities, ensuring their continuity, planning for the future, etc. Along with
this, the operating environment of such enterprises has also undergone significant changes, in
particular the industrial infrastructure, supply network, the number and structure of consumers,
which necessitates the review of the prospects for their operation in a strategic context.

Destruction and damage to production facilities, losses of technological equipment and
raw materials significantly reduce the production potential of industrial enterprises. Some of
them have lost the ability to carry out operational activities in the usual format, while others are
forced to look for new models of organizing production, move equipment to safer regions, and
optimize production processes. Another important challenge is the disruption of logistics
chains: the transport infrastructure has been destroyed, some regions have become inaccessible,
which significantly complicates the process of supplying both raw materials and finished
products.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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In addition to physical losses, enterprises have found themselves in a new socio-
economic environment. A significant part of the domestic market has been destroyed or has lost
purchasing power due to population migration, falling income levels and general economic
instability. At the same time, a need has been formed for new types of products and services
caused by wartime conditions: this applies to both the defense sector and the energy, medicine
and construction sectors. That is, enterprises must adapt their strategies, reorient production and
seek new sales markets, including international ones.

The issue of sustainability and flexibility of business models is of particular importance.
Traditional long-term development plans often lose relevance due to the high dynamism of the
environment, so enterprises need to form scenario approaches to strategic planning. This
involves taking into account the risks of military operations, relocation opportunities, access to
financing and support from the state and international organizations. An important factor is
digitalization, which allows partially minimizing the risks of physical losses, increases the
transparency and efficiency of business processes, and promotes integration into global value
chains.

Thus, military operations have become a critical factor in the transformation of
industrial enterprises in Ukraine. They not only caused material losses, but also radically
changed the conditions for the functioning of business, which requires a deep revision of
strategic guidelines. To maintain competitiveness in the post-war period, industrial enterprises
must actively implement innovative approaches to management, develop partnerships, and
focus on modern standards of sustainable development and environmental safety. Only in this
way will they be able not only to restore their positions, but also to ensure long-term stability
and integration into the European and global economic space.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the autho relies. The number of facts and the volume of damage or
destruction of economic entities are dynamic and change daily. Analysis of the results of expert
and scientific research on this issue [1, 2, 3] indicates a fairly significant scale of destruction,
which has become catastrophic for many economic entities. Reports by international
organizations such as the United Nations and the World Bank [4] emphasize the large-scale
destruction of factories, warehouses and other industrial facilities due to military aggression.
These facilities, which were once vital to the Ukrainian economy, have been put out of action,
which has led to significant economic losses and disruptions in supply chains.

Sectoral scientific studies of damage from military actions are most deeply focused on
such industries as manufacturing, energy and transport [5]. By assessing the damage caused to
individual industries, scientists form an understanding of the problems that each sector faced
after the military attack [6]. Particular attention has been paid to the energy sector: power plants,
pipelines and distribution networks suffered perhaps the most damage, which led to electricity
shortages and disruptions in the supply of heating during the cold season [7].

No less important are studies of the impact of damage to industrial facilities on the
economy of Ukraine [8]. Scientists, using various assessment methods, in particular
econometric models, the cost-benefit analysis method, have made the first attempts to quantify
the size of economic losses associated with the destruction of infrastructure [9, 10].

The studies of Klochkivska V. O., Klochkivskyi O. V., and Tregubov O. S. [2] highlight
the macroeconomic aspects of the restoration of small and medium-sized businesses in Ukraine,
emphasizing the need for state support and the creation of a favorable investment climate. Erfan
V. and Koltsov Y. [3] focus on the economic strategy for stimulating regions in the post-war
period, emphasizing the importance of financial incentives and regional policy in rebuilding the
economy. Riznyk D. V. [5] examines investment activity in Ukraine after the start of the full-
scale invasion, analyzing the challenges and prospects for attracting capital. Honcharuk 1. V.,
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Sakhno A. A. and Chikov I. A. [6] assess the damage and losses of the Ukrainian economy,
proposing scenarios for economic recovery. Kosaretskyi E., Sotnyk V. and Slyusarenko A. [8]
study the impact of military actions on the national economy, in particular, assessing direct and
indirect economic losses. Khoperskyi S. V. and co-authors [9] propose a model for the recovery
of territories with critical infrastructure that have been destroyed, emphasizing the importance
of strategic planning. Antoniuk V. [10] analyzes the tasks of modernizing Ukrainian industry
in the post-war period in the context of global trends. In the context of strategic analysis, the
works of Levyk I. S. [15], Pylypenko O. V. [16], Putsenteilo P. R. and Humeniuk O. O. [17],
as well as Farion I. D. [18] are important, which highlight the methodology of strategic analysis
and its role in making managerial decisions.

The above studies form a comprehensive approach to the strategic analysis of the impact
of the consequences of military operations on the activities of business entities, combining
economic, financial, investment and management aspects. Such an approach allows for a more
holistic assessment of the nature and scale of the challenges faced by the business environment
in the context of military operations, as well as to form tools to overcome them. In particular,
the analysis process takes into account both direct material losses in the form of destruction of
production facilities, infrastructure and logistics chains, and indirect consequences - the
reduction of sales markets, the outflow of qualified personnel, and the reduction of the
investment attractiveness of regions. This allows determining strategic guidelines for the
development of enterprises in the new conditions, as well as predicting their opportunities for
recovery and growth,

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. In general, the results of the analysis of literary sources on damaged
industrial facilities in Ukraine indicate a significant impact of military operations on the
country's economic infrastructure. The destruction of enterprises of the industrial complex
creates a "chain reaction” effect: the loss of production capacity in one sector leads to
disruptions in related industries, which intensifies crisis phenomena in the national economy.
In addition, changes in the structure of production and consumption force enterprises to adapt
to new operating conditions, form alternative supply chains, attract new financing channels and
actively cooperate with international partners. Studies also indicate that without a proper
strategic approach to the restoration of enterprises, the country's economic system may lose a
significant part of its industrial potential, which will have long-term consequences for the
development of the state. Despite its relevance, the issue of the impact of damage and
destruction as a result of military actions on the functioning and development of economic
entities in a strategic context remains insufficiently researched. Most scientific works focus on
the analysis of direct losses, while less attention is paid to the long-term consequences for the
investment climate, competitiveness in foreign markets, and opportunities for innovative
development. This creates a gap between the practical needs of the economy and scientific
developments, because modern conditions require a comprehensive strategic vision, which
includes not only the restoration of the destroyed, but also the construction of more stable and
flexible economic systems.

Thus, the formed problems determine one of the key unresolved parts of the general task
of economic recovery of Ukraine. To ensure sustainable development in the post-war period, it
is necessary to develop systemic approaches to assessing the impact of destruction on the
activities of enterprises, determine priorities for their recovery, and expand research in the
direction of strategic management and long-term planning. Only a combination of scientific
approaches, practical experience of enterprises and state policy can ensure the formation of an
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effective model of industrial recovery, which will become the basis for sustainable growth of
the country's economy and its integration into the global economic space.

Formulation of the purpose of the article (statement of the problem). The purpose
of this article is to conduct a comprehensive strategic analysis of how the consequences of
military actions have transformed the internal and external environments of Ukrainian business
entities. It seeks to identify the critical challenges faced by enterprises in the context of
infrastructure damage, disrupted logistics, changing market demand, and workforce shifts.
Additionally, the article aims to develop well-grounded managerial decisions and adaptive
strategies to support enterprise sustainability, recovery, and long-term competitiveness in
wartime and post-war conditions.

Statement of the main material of the research with full justification of the
scientific results obtained. According to the reports of the Kyiv School of Economics (KSE)
[11, 12, 13], as of the beginning of 2024, the total amount of losses due to damage to
infrastructure facilities is $36.8 billion, industrial enterprises $13.1 billion, energy enterprises
$9.0 billion (Table 1).

Effective functioning of an enterprise in the long term is usually impossible without a
strategic vision of its development prospects. The presence of such a vision allows the
enterprise not only to respond to current environmental challenges, but also to form its own
competitive advantages, build a growth trajectory and determine priority areas for investing
resources. Without a strategic approach, the enterprise's activities become situational in nature,
which makes it impossible to achieve sustainable results in dynamic market conditions.

Table 1 — Dynamics of direct losses of Ukrainian enterprises and industry from military
operations (billion US dollars)

Volumes of direct losses |
. Tota
Time Infrastructure Enterprises and Energy losses
facilities industry
24.02.2022-
01.09.2022 35.3 9.9 3.6 48.8
01.09.2022-
24.02.2023 0.9 14 45 6.8
24.02.2023-
01.06.2023 0.4 0.1 0.2 0.7
24.02.2023-
01.01.2024 0.2 1.7 0.7 3.3
CymapHo 3a Bech
repiof gacy, 36.8 13.1 9.0 58.9
MIIpJI. I0JIapiB

Source: compiled by the authors based on the [11, 12, 13]

Both the formation and justification of an enterprise's development strategy and the
assessment of its level of achievement require proper information and analytical support. This
support serves as the basis for making management decisions, because it is on the basis of
reliable, relevant and comprehensive information that one can determine the strengths and
weaknesses of the enterprise, its potential and limitations, and assess market opportunities and
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risks. For this purpose, it is necessary to involve modern methods of data collection and
processing that allow not only to analyze the internal state of the enterprise, but also to take into
account external factors - political, economic, technological and social changes.

Among the effective tools that provide a strategic vision and increase the efficiency of
management processes, it is worth considering strategic analysis. Its application makes it
possible to integrate various areas of research into the enterprise’s activities into a single system
that forms the basis for strategic planning. Strategic analysis allows one to assess the position
of the enterprise in the competitive environment, identify threats and development prospects,
form a set of alternative scenarios and choose the optimal trajectory in the long term. In this
way, it acts as a key tool of strategic management aimed at ensuring the stability and sustainable
development of an enterprise in complex and changing business conditions.

The study of definitions of strategic analysis conducted in [15, 16] shows the lack of a
unified approach among scientists to interpreting its essence. The semantics of this term as a
phrase indicates [17, 18] that the main subject of strategic analysis should be information and
analytical support for the management of the formation and implementation of the enterprise
strategy (strategic management). That is, the content of strategic analysis is closely related to
the elemental, process and functional structure of strategic management.

The main consequences of military actions, which not only affect the implementation
of the strategy of business entities, but may also necessitate its change, are grouped in Table 2.
These consequences may have different effects on the activities of business entities and the
possibility of further implementation of their development strategy or the need to adjust it or
generally significantly revise and substantiate a new strategy. This is due to the fact that these
consequences significantly change the effect of the main factors of the external and internal
environment of the functioning of business entities, which are decisive in the formation and
implementation of their development strategies.

Quantitative and structural changes in the population and demographic situation are
important in justifying the influence of such a factor of the internal environment of the
enterprise as employees and the external environment - the sales market (consumers). This is
especially important for enterprises whose activities are focused on the regional market of their
location. It is also worth noting that this consequence of military actions has both an immediate
impact on the operational capacity of enterprises and the implementation of their strategies -
mass migration of the population from the region where the enterprises are located deprives
them of labor resources and, directly or indirectly, clients, and a long-term one - the non-return
of the population requires a radical revision of the strategy for the further functioning of
enterprises.

The occupation of territories by the enemy can have a negative impact not only on
business entities located on them, but also on other entities, especially if important transport
routes pass through these territories or infrastructure facilities operate on them. This
consequence can create obstacles to the normal conduct of operational activities - both for the
implementation of technological processes of production, and for the supply of raw materials,
materials, component parts, etc. and the sale of finished products. A clear example of this was
the problems of exporting grain, metal products and other products by sea due to their blocking
by the enemy.
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Table 2. Grouping the consequences of military actions in Ukraine that may affect the
functioning of enterprises at a strategic level

Names of groups of List of consequences of military actions in Ukraine that may affect the
consequences of functioning of enterprises at the strategic level
military actions in
Ukraine

Quantitative and Physical injuries to citizens or, at worst, death of the population
structural changes in
the population and

demographic . ;
situation Deterioration of the mental health of the population

Population migration from combat areas and adjacent settlements

The inability to conduct normal operations in the occupied territories, loss of
assets due to damage, theft by the occupier or looting

Occupation of

territories, Destruction or damage to transport infrastructure
destruction or - _

blocking of Blocking air and water transport routes and ports
infrastructure Damage or destruction of energy infrastructure

Mined areas

Inflation and devaluation of the hryvnia (Ukrainian currency)

Changing the structure of citizens' consumption
Deterioration of the
macroeconomic
situation in the
country

Decline in the purchasing power of the population

Decline in business activity

Reduction in state budget revenues

Growth in the size of the public debt

Consideration of military risks by foreign counterparties in business
relations with Ukrainian partners

External economic | Termination of international insurance (transport and other) of contract

consequences performance risks by Ukrainian enterprises
Loss of some foreign markets and supplies (mostly the aggressor country
and its allies)
Nationwide Mobilization of citizens into armed formations to protect the state

mobilization of labor
and economic
resources

Mobilization of enterprise assets for use in military operations

Source: compiled by the authors based on the [11, 12, 13]

No less significant impact on the activities of business entities is the interruption of
electricity supply due to the destruction of energy infrastructure by the enemy. The lack of
electricity and its sudden shutdowns make it impossible not only to conduct normal operational
activities, but even to plan them adequately, and, at worst, to disable equipment.

The deterioration of the macroeconomic situation in the country negatively affects
business activity in general, which primarily affects the financial and economic situation of
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business entities (leading to an increase in the volume of commercial debts, a decrease in
profitability, etc.) and their mesoenvironment - customers, suppliers, competitors. Inflation
causes an increase in the cost of all factors of production and, as a result, an increase in the need
for financial resources for conducting operational activities. Obviously, all this does not
contribute to the implementation of both operational and financial goals of the strategy.

The external economic consequences of military aggression most affect the activities of
business entities that perform foreign economic operations - the import of raw materials,
materials, components, etc., or the export of finished products. The refusal of foreign partners
to accept increased military risks can lead to the termination of supply or sales contracts. For
enterprises whose activities are highly dependent on foreign supply or sales markets, foreign
economic consequences are particularly relevant when making decisions about implementing
or revising their operating and development strategies.

Nationwide mobilization of the population and technical means significantly affects, on
the one hand, the factors of the internal environment of the enterprise - the withdrawal of
employees, transport and other production facilities from operational activities makes it
impossible to conduct it normally, and on the other hand - on the mesoenvironment of the
enterprise - these same problems, as a rule, are inherent in the internal environment of its
suppliers, buyers and competitors.

The impact of the above-mentioned consequences of military actions on the operational
activities of business entities requires their managers at the highest level of management to
respond appropriately, in particular, to justify and implement strategic changes in the further
functioning and development of these entities. Among the most significant strategic-level
managerial reactions by managers of Ukrainian enterprises to military actions and their
consequences, the following should be highlighted:

— relocation of production facilities or enterprises in general from occupied or front-
line territories to safer regions of the state;

— change in logistics routes and methods of transporting raw materials, materials, and
finished products. This applies most of all to export-oriented metallurgical and agricultural
enterprises, which were forced to redirect their logistics routes from the southern direction (the
ports of Mykolaiv and "Great Odessa") to the southwestern (to the ports on the Danube) or
western (to the so-called "dry ports" on the western border of Ukraine). Changing logistics
routes also required individual industrial and financial groups (corporations) to make strategic
decisions regarding investment in the construction of relevant logistics hubs in western Ukraine
and additional acquisition of land (not water) vehicles;

— opening foreign offices with the transfer of entire divisions or teams (groups) of
employees there. For many enterprises, this decision was a reaction to the deterioration of the
mental health of employees and the need to provide them with safe working and living
conditions, as well as the need to assure foreign partners of the fulfillment of contractual
obligations towards them;

— opening production facilities in other countries in order to ensure the fulfillment of
contractual obligations, especially to foreign buyers. An example is the opening of a plant in
Turkey by Ajax Systems in 2022;

— diversification of energy supply — purchase and installation of equipment for
generating and accumulating electricity, including from alternative sources (solar, wind, etc.).

Conclusions from this research and prospects for further developments in this
area. Strategic analysis of the activities of enterprises that have suffered damage or other
negative impact as a result of military actions has shown the complex challenges they face and
the need for urgent management decisions of a strategic nature. Radical changes in the external
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and internal environment of enterprises as a result of military actions often necessitate strategic
changes in their further development. By implementing strategic measures focused on
infrastructure restoration, supply chain diversification, financial support, etc., enterprises can
increase their resilience to counteract the consequences of military actions and restore economic
potential. Future research should explore the development of industry-specific adaptive strategy
models, particularly for sectors most affected by infrastructure losses and market disruptions.
Additionally, evaluating the effectiveness of public and international recovery support
mechanisms remains critical. Further investigations could also address the role of innovation,
digital transformation, and sustainable development practices in enhancing business resilience.
Comparative case studies of enterprise recovery across different regions and firm sizes may
provide insights into best practices for strategic planning under extreme uncertainty.
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Inasimenko Haranis CepriiBaa

0-p eKoH. HayK, npoghecop

npogecop kagedpu OizHec-eKOHOMIKU MaA AOMIHICIMPYBAHHSL
Cymcwkuil depoicasrutl nedazoziunuti yuisepcumem imeri A.C. Makapenxa
(Cymu, Yrpaina)

[IU®POBI3ALIA MOBEJIHKA YKPAIHCHKUX CITOKUBAYIB?

Cmammio npucesiueHo BU3HAYEHHIO XAPAKMePUCMUK Yu@dposoi noeediHKu YKPaAiHCbKUX
CHOXMCUBAYIB 0151 OYIHIOBAHHSA IX DIBH CHONCUBYOI 20MOBHOCII 8 YMOBAX YUPDPOBOI eKOHOMIKU (Di6Hs
yughposoi comosocmi). Budineno npiopumemui Hanpsimu yugposizayii eanyseil ekoHomiku Yxpainu. 3a
pe3yibmamamy ix ananizy eusHaveHo Gaxmopu sAKi cnpusoms yugposit mparcgopmayii nogediHKu
cnoxcugauie. Cucmemamu308ano Xapakmepucmuxku yudpogoi nogediHKU YKpaiHCbKUX CRONCUBAUIS,
Wo 00360J1€ AHANIZY8AMU PI3HI ACNEKMU IX CNONCUBUOT 20MOBHOCTT 00 YMO8 YUPDPOBOT eKOHOMIKU K
6 PO3pI3i OKpeMux XapaKxmepucmux, max i 6Cb020 ix KOMNIEKCy. 3anponoHo8aHo MemoOudHull nioxio
00 OYIHIOBAHHS 20MOBHOCMI YKPAIHCOKUX CHONCUBAYIE OJis NPUUHATNMA OOIPYHMOBAHUX CNONCUBUUX
piwens 6 yughposii exonomiyi. Bukonana npaxmuuna anpobayis 3a3uaueHo20 MemooudHo20 nioxooy
npu OYIHIOBAHHI PIGHS YUDPOBOI 20MOBHOCMI CRONCUBAUIE Makpopezionie Ykpainu. Ompumani
HAYKOBO-NPUKIAOHI pe3yIomamu Y CYKYNHOCMI NOo2nuOm0Ioms  meopemuKo-memoouuni 3acaou
O0OTPYHMYBAHHS 8UOOPY CMPAMELIYHUX HANPAMIE Yu@pogoi mpanchopmayii eanyseii HAYiOHATbHOT
exoHomixu Yxpainu i it pecionis. 3oxkpema, 6 uacmuni hopmysanns ingopmayitino-ananimuunoi basu,
a Mmakoxic MemooudHo2o 3abe3nevents 015 OYiHIO8aHHA PI6HA YUPPOBOI 2OMOBHOCTI CONMCUBAUIE |
YIPABIIHHA IX YUPDPOBOI NOBEIIHKOI.

KirodoBi cnoBa: mudposizamis €KOHOMIKM YKpaiHd, HampsMu [UQposizamii, ¢axTopu
nudposizaiii MOBEAIHKA CHOXHBAYIB, XapaKTePUCTHKH IM(PPOBOI TOBEHAIHKH CIIOKUBAUiB,
OLIIHIOBaHHS LU(POBOi TOTOBHOCTI CIIOKMBAadiB, MaKpOPETIOHM YKpaiHHM, PO3BUTOK Ha 3acagax
ugposizarii.
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ITocranoBka mnpoOseMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaKIUBHUMH
HAYKOBMMHM 200 NPAKTUYHUMHU 3aBAaHHAMU. 3 moyaTky X XI cT. udposizaliis ctana ogHIM
3 OCHOBHUX TPEH/IIB PO3BUTKY CBITOBOi EKOHOMIKH.
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Hudposi texHomnorii yerBepToi mpomuciaoBoi pepomomii (IP4.0) BmpoBamKyrOThCS
NPaKTUYHO B YCIX Taly3sXx €KOHOMikM 1 TpaHchopmyrors ix. Lludposizamis 6i3Hecy,
JIEP’)KaBHOTO YIPABJIiHHSA, COIiadbHOI cepH TOmo iHimitoBaiu U(poBy TpaHchopmarlliro
MOBEIIHKM CIOXHBAauiB, sKka akTuBizyBanacsa B nepion manaemii COVID-19 i kapanTuHHUX
obmexxenb. B VYkpaiHi, 3 modaTkoM BIMHM 3 POCIMCBKMMH arpecopamu, IH(POBi3alis
€KOHOMIKH JicTaja JI0OJaTKOBOTO NPHCKOPEHHS, HacaMmIepen, sK 3aci0 3a0e3rnedeHHs il
(GYHKIIOHYBaHHS B yMOBaxX BTpPaTH 3HAYHOI YAaCTUHU MOTEHIANy KpaiHW 1 ITiJIBHIIECHOI
HeOe3Nekn ypakeHHS BOPOTroM. SIK pe3ynbTaT — CIOCTEPIraeTbCcs 3pOCTAHHS PIBHA
nrdposizallis raxy3ei HalioHaIbHOT EKOHOMIKH, TIPO IO CBITYUTH 3HAYHE MOCUIICHHST TTO3UITII
Vkpainu 'y cBiToBoMy peiituHry 1udpoBoi roroBrocti NRI [24]. B  okpemux
BUCOKOTEXHOJIOTIYHUX Tally3siX, L0 IPYHTYIOTbCAd Ha LU(POBUX TEXHOJOIAX, YKpaiHa
BUHIILIA HA MTO3MIIIT CBITOBOTO JIiiepa (BUPOOHHUIITBO 1 BUKOPUCTAHHs 00ioBUX JpoHiB [17]). YV
IIbOMY KOHTEKCTI IM(POBI3allisl PO3NISIAETECA SIK MEPCIEKTUBHUI HaNpsM IOBOEHHOTO
BIJIHOBJICHHS 1 IHHOBAaI[IfHOTO PO3BUTKY 1i HamioHaidbHOI exkoHoMiku [22]. CaitoBa i
BITYM3HSHA MTPAKTUKA CBIYATh, 10 YCHiX HH(pOoBizalii HalllOHATLHUX €KOHOMIK, IX ramy3eu,
OKpeMHUX oprasizamiii (IiANPUEMCTB Ta YCTAaHOB) B 3HAYHIM Mipi BU3HAYAETHCA DPIBHEM
u(ppoBOi TOTOBHOCTI MEPCOHANy OpraHizailiil KOMepIiiHOi 1 HekomepuiiHoi cdep, a
0COONMMBO — CHOKMBadiB BHPOOIB 1 mociyr. BiamoBigHo, akryamizyeTbes mpobdiema
BHU3HAUEHHSI OCOOJIMBOCTEH MposiBy HU(POBOI MOBENIHKU CIOKHMBA4UiB Ta OI[IHIOBAHHS iX
TOTOBHOCTI IO CHPUHHSATTS Ta BAKOPUCTAHHS MOXKIIMBOCTEH U(PPOBHUX TEXHOJIOTIN B IpoOIIeci
NPUIHATTS CHOKUBYMX PillleHb 11010 KOHKPETHUX BUPOOIB i mOCIyT. [i BUpilIEHHS 103BOIHTH
OynyBatu edekTHBHI crparerii mudposizamii Oi3Hecy i HeKOMepIiiiHOi chepu, a TaKoX
OOIDYHTOBaHO YNPABIATH CHUCTEMOIO 3aXO[iB II0J0 IUIECHPSIMOBAHOTO (HOPMYyBaHHS
U(POBOi MOBEAIHKH CIIOKMBAYiB, IO CHPUATHME PO3BUTKY HAIlIOHAJIHHOI €KOHOMIKHM Ha
3acagax uudposizallii, 3pOCTaHHIO PIBHS 1 IKOCT1 XKUTTS HAPOY Y KpaiHu.

AHaJi3 ocTaHHIX JocailzkeHb 1 myOaikaniii, y AKHMX NOKJaJAeHHl NOYaTOK
BHPillIEHHIO 3a3Ha4YeHOol NMpo0JieMH, i, Ha sIKi cnupawTbhes aBTopu. [IpobdiaemaTuka cTaTTi
JOCIipKyBanacsi y myouikamisx Oaratbox HaykoBIiiB. [Ipockypina Tta iH. [14] mocmigunu
0COOJIMBOCTI MOBEIHKHU CIIO’KUBAUIB B yMOBaxX IIU(PPpoBOi TpaHchopMallii eKOHOMIKH YKpaiHH.
Busnaunnu ocHOBHI TpeHIU LU(PPOBOI MOBEAIHKU CIIOKHBAYIB TOBapiB PO3APIOHOI TOPTIBIIL,
mo ixinifoBani COVID-19. 3okpema, BUIUIMIN TPyNU TOBapiB SIKI CIOXKHMBAYl MEPEBAKHO
KYIYIOTh Y MEPEX1 IHTEpHETY (OJIT, B3yTTs, Me0JI1, €1eKTPONOOYyTOBY TEXHIKY TOILIO), a TAKOXK
Ti, SIKI KyIIYIOTh O€310ocepeIHb0 Y Mara3uHax (IpOAYKTH XapyyBaHHS, TOBApU JOMAIIHbOTO
BXKUTKY, KQHIIEISIPChKI TOBapH). 3a3HAYMIIN 3POCTAHHS aKTYaJbHOCTI U(PPOBOT Mpe3eHTaIlii
TOBapiB Ta iX JOCTaBKM, 3POCTaHHS YaCTOTH OHJAWH KyIiBelb. 3aKkprokeBchbka Ta iH. [5]
OOTpYHTYBaJIU HEOOXIAHICTh ypaxyBaHHS 0COOJMBOCTEW HMUGPOBOI MOBEMIHKU CIIOKHUBAYIB
npu po3poOJIeHHI MapKETMHTOBUX CTparerii BeJeHHA Oi3Hecy B IM(POBIH E€KOHOMILI.
[TpoananizyBaiiu cy4yacHl HIAXOAW 1O BEIEHHS MAapKETUHIOBOI JISUIBHOCTI Yy LU(GPOBOMY
cepenoBuili. borgapenko, Crpiit [2] mocmiamnu Bruue cydacHux digital-komyHikariii Ha
MOBE/NIHKY CIOXHUBadiB. BHKOHamM cucremarusaiilo OCHOBHMX 1HCTpyMeHTIB digital-
KOMYHIKalif, po3risiHyan ix mepeBarn 1 Hemouniku. [lokaszamum, mo digital-komynikamii
BIJIIPalOTh BAXJIUBY poyib y (opMyBaHHI LHU(POBOI MOBEIIHKH CIIOXHMBauiB, 30KpEMa,
3a0e3meuyroTh iM JOCTYII 10 iH(popMallii, a TAaKOK MOXKJIMBICTb OPIBHAHHS MPEACTABICHUX Ha
PHMHKY TOBapiB, CIIPHUSFOTH B3aEMO/Ii1 3 TOBapOBUpOOHUKaMH (TipoaaBiisiMu ). bamuk, Xumrok [1]
JOCTIIMIA BIUIMB LU(POBOrO MapKETUHTY Ha HU(POBI3AII0 MOBEIIHKM CII0XHWBAaYiB B
eJeKTpOoHHIH Komepiii. OKpecauiIn OCHOBHI HallpsIMHU BIUIMBY, 30KpeMa: 3pOCTaHHS IHTEPHET
3aJISKHOCTI CIMOKHMBAYiB, MEPCOHANIZ0BAaHUNA MIAXiA 710 CMOXKHUBAYiB, THYUKICTh Ta 3PY4YHICTb
KOpPHUCTYBaHHS IM(GPOBUMHU CEpBiCAMM, B3a€EMOJiS 3 BHpPOOHHMKAMM (IIPOAABISIMHU) uepe3
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coIliaibHI MEpEeXi, TOCTYIHICTh AaHAIITHKU Ta BIITYKIB IHIIWX CHOKMBaviB. PereTHikoBa Ta
iH. [15] mocmimmnmm tMpoOBY MOBENIHKY YKPaiHCHKHX CHOXHBAYiB, BH3HAYHIH OCHOBHI
(dakTopy, MO CTUMYJIIOIOTh OHJAMH MOKYNKH. OKpecimiIu NEepCHeKTUBH PO3BUTKY
€JIEKTPOHHOI TopriBmi B 1UQpoBii exoHomimi. CdopMyBanu KOMIUIEKC MPAKTUYHUX
pPEKOMEHJIaIlii 1010 3a0€3MeUYeHHST CTIMKOTO PO3BUTKY €JIEKTPOHHOI TOPTiBII, MOCHJICHHS
KOHKYPEHTHUX TO3MILIA  TOBapOBHUPOOHUKIB  (MpOAaBIiB) Ha IUPPOBUX pPUHKAX,
MaKCHMaJIbHOTO 3a0BOJICHHS HHU(PpoBHX MOTpeO crokuBaviB. ['ypikiii Ta iH. [3] 3a3Haumam
HanpsIMK{ BIUIMBY IH(poBi3alii eKOHOMIKH Ha €BOJIOLII0 CIOXHMBUYUX 3BHUOK 1 IH(POBY
TpaHchopMaIlito MOBEIIHKH CIIOXUBa4YiB. BoHN BUILIMIM OKpeMi pucH TU(DPOBOT MOBEAIHKU
CHOXHBaYiB, 110 chopMoBaHi mia BIUIMBOM IU(poBi3amii Oi3HECY 1 NOMMPEHHS MUPPOBUX
iHpopMaIiHUX TEXHOJIOTIH. Bi3Ha4ar0Th 3HaYHY POJIb IHCTUTYIIOHATBHOTO 3a0€3MEUEHHS Y
udpoBizanii 0i3Hecy 1 COKHUBUOI MOBEIIHKUA. PO3IIIsIHYIN CYTHICTD BIUIMBY 1HCTUTYIIH Ha
nporecu 1mdposizanii. IIpoaiyc, MakcimuueBa [13] okpecnuiau r1o0anbHI TPEeHAH Yy
UQPOBii CIIOXKMBYIH MOBENIHII, @ TAKOXK 3a3HAYMIIM OCHOBHI (DAaKTOPH, IO iX CIIPHYUHSIOTh.
Buninunu piBHI BIUIMBY UU(POBUX TEXHOJOTIH Ha MOBEIIHKY CIIOXKHBaYiB, a TaKOX
eektuBHicTh Oi3Hecy. [IpomanoBa, ®omina [12] mpoanami3yBaid HOBITHI TEHACHIII Ta
dakropu, sKi (QOPMYIOTH CTEPEOTUINM EKOHOMIYHOI TOBEIIHKM CHOKMBadyiB B yMOBax
BIIPOBA/DKEHHST IUQPOBHUX iHHOBaLid Ta (opmMyBaHHS HUPPOBOI €KOHOMIKH. BusHaummm
KIIFOYOB1 3MiHU B MOBE/IHIII CIIOKUBAYIB Ha Cy4aCHOMY €Tarli pO3BUTKY LHU(PPOBOT EKOHOMIKH.
30Kkpema, 11e: OMHIKaHAJIBHICTh, IHPOPMOBAHICTb, IBUKICTh MIPUUHATTS CHOKUBYMX PIllICHb,
IMITyJIbCUBHICTh 3aKYIOK, €MOLiiHA IIHHICTh K ¢akTop BuOopy Tomro. ocmiguiy BIuB
BIlHM Ha TMOBEIIHKY YKpalHChKMX CcHOXuBawiB. Yadav Ta iH. [27] 3a3Ha4awTh, M0
u(poBizallis Crpusie pi3KOMY 3pOCTaHHIO PiBHS MOTH(OPMOBAHOCTI IHAIMCHKUX CIIOKUBAYIB,
IO JT03BOJIsIE M TpUMaTH OOTPYHTOBAHI pilleHHS MIOA0 MOKynku. Lludposizamis crpuse
3pOCTaHHIO PIBHS IEpPCOHAI3AIi CIOKMBUMX 3alMTIB 1 CIOCOOIB iX 3a/I0BOJICHHS, BOHA
po3MmIIa MKy MIXK OHJIAH- Ta oaifH-cepamu, 3MYIIyI0YH Oi3HEeC-CTPYKTYpH (hOopMyBaTH
0E3KOIITOBHI CHCTEMHU KOMYHIKAIIii 31 CO’KMBaYaMH He3aJIeKHO Bil cepu B3aemoii. ABTOpu
HaroJIOMyITh Ha BAXJIMBOCTI JOTPUMAaHHS €TUKH CHUIKYBaHHS, (JOPMYBaHHS TO3UTUBHUX
eMOLlill CHOXHMBauiB, MIATPUMAHHS iX JOBIPM TOIO, OCKUIBKH II€ BIUIMBAE€ Ha JIOSJIBHICTBH
cnoxkuBauiB. Uribe-Linares ta in. [26] 3a pe3ynbTataMu CTaTHCTUYHOTO OMUTYBAHHS TOBEJIH,
mo uugpoBa TpaHchopMallisi EKOHOMIKM Ma€ 3HAYHMM BIUIMB HA MOBEAIHKY CIIOKMBAUiB y
¢inancoBomy cektopi Ilepy, 30kpeMa crioxuBaviB OaHKiBcbkux mociyr. Gabrow rta in. [20]
JOCTIIMINA BIUIMB OYIKyBaHb KJIIE€HTIB €JIEKTPOHHUX TYPUCTHYHUX cepBiciB Ipaky Ha ix
CTHOXHBUY TMOBENIHKY. Pe3ynbTaTé MOCHiPKEHHS IOKa3ayd, IO [eH BIUIMB 3aJISKUTh Bij
SKOCTI1 1H(OpMaIlii eeKTPOHHUX TYPUCTHUHUX cepBiciB. Lle, y cBoto uepry, Mae cTaTHCTUYHO
3HAYYIIUH BIUTMB Ha 3a/I0BOJICHICTh KJIIEHTIB 1 Ha 1X CMOKKUBYY MOBeAIHKY. Singh Ta iH. [25] Ha
OCHOBI aHaJII3y JITEpaTypHUX JUKepel, o 1HJAeKcoBaHi y Scopus i WOS nocniauiau BIUIMB
1H(OpMaLIHO-KOMYHIKAIIMHUX ~ TeXHOJOrid Ha (GopMyBaHHS UHUPPOBOI MOBEAIHKU
CHOXMBauiB. 3a pe3yiabTaTaMH JOCHIIPKEHHS BHUJAIJIEHO OCHOBHI HAaIlpsIMM BIUIMBY Ha
nU(POBI3AIII0 CIOXKHUBYOI IMOBEAIHKU: TMOUIMPEHHS LU(PPOBUX TEXHOJOTIH, pyHHYBaHHS
TpaauLiHHOT MOBEIHKU CIIOKMBaviB, BIUIUB [T Ha MOBEAIHKY CIIOKUBAYiB TOIIO.

Bupinennsi HeBUpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NPHUCBAYYETHCH CTATTS. Y3arajJbHIOIOUYH PE3yJIbTaTH aHAJI3y JITepaTypHUX JKepesl MOXKHA
3a3HAYMTH, IO iX aBTOpaMU JOCIIIKEHO OKpeMi acleKTH (HopMyBaHHS 1 NPOsIBY HUPPOBOT
MOBEJIHKM CIOXKUBadiB Ha puHKy. OKpecieHo Hu3Ky (akTopiB, L0 BIUIMBAIOTH Ha
dbopmyBaHHS 1M(PPOBOT MOBEIIHKY CIIOKUBAUiB, BUZHAYEHO Pl TPEHAIB 11 IPOSBY B Ipoliecax
KYMIBIi-MIPOJIaXKy TOBapiB (BUpPOOIB UM MOCIYr). 3a3Hau€HO OCOOJIMBOCTI BEICHHS
MapKETHUHTOBOI JISUIBHOCTI y IM(PPOBOMY CEpPEIOBHILI, 30KpeMa, IHCTPYMEHTAJIbHOTO
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3a0e31eYeHHS KOMILJIEKCY MAapKETHHIOBUX KOMYHIKAIIM, a TAKOK CUCTEMH 30yTy HPOIYKITIT
tomro. [IpoTe HasiBHI HanpaIlOBaHHS MalOTh ()parMEeHTapHUIN XapakTep, BIACYTHIA CHCTEMHHMA
M1IX11 0 BUBHAYCHHS XapaKTePUCTUK U(PPOBOI MOBEIIHKY CIIOXKUBaviB. [[pakTHIHO BiZCYTHI
PO3pOOKH, IO CTOCYIOTHCS OL[IHIOBAaHHA PiBHS LU(POBOI TOTOBHOCTI CIIOKUBAUiB B PO3pi3i il
OKpeMHx XapakTepuctuk. Lle crpumye dopMyBaHHS OOIPYHTOBAHUX CTpaTerii BeICHHS
KOMEpIIIHOT 1 HEeKOMepUiiHOi MisUIbHOCTI B yMOBaxX HU(POBOI €KOHOMIKH, HE 03BOJISIE
[1JIeCTIPSIMOBAHO YIPABJISATH MOBEIIHKOIO CIIOKMBAYiB y HU(POBOMY CEpPEIOBHUIIL.

@opMyJIIOBAHHS METH CTATTi (IOCTAHOBKA 3aB/JaHHs). METOI0 CTATTi € BUSHAUCHHS
1 cUCTeMaTH3allisl XapaKTEPUCTUK HUGPOBOI MOBEAIHKH CIIOKHBAYiB, OIIHIOBAHHS B PO3pi3i
[IUX XapaKTEPUCTUK T'OTOBHOCTI YKPaiHCBKHX CIIOKMBAdiB JIO MPUUHATTS OOIPYHTOBAHHX
CIIOXKMBYMX PIIIEHb B IU(DPOBIH €KOHOMIIII.

Jnist  AOCSTHEHHSI TOCTaBJIeHOI MeTH CGPOpPMOBAHO TaKWH KOMIUIEKC 3aB/aHb
OCIIDKEHHS:

1. Buninunu npioputeTHi HanpssMu nudpoBoi TpanchopMmariii ranyseit eKOHOMIKH
VYkpainu, OIiHUTH iX PiBEHb 1 IEPCIICKTUBH.

2. Buninutu ¢akTopu, mo CHOpUsSOTE MUQPOBI3aIii MOBEIIHKH YKPaiHCHKHX
CIOXHBaYiB.

3. Busnauntu i cucreMaTH3yBaTH XapaKTEPHCTUKU iX CIIOKMBYOI MOBEIIHKH B
i (poBiii eKOHOMIIII.

4. Bukonatm B po3pi3i BH3HAYEHHX XapaKTEPUCTHUK OLIHKY TOTOBHOCTI

YKpaTHCHbKUX CHOXKUBAYiB O MPUHHATTS OOTPYHTOBAHUX CIOXKUBYHMX pillleHb B LU(POBiit
€KOHOMIIII.

VY mporeci A0CHIIKEHHS! BUKOPUCTAHO Taki MeTou. KpuTHUHUN aHami3 JiTepaTypHUX
JDKEpeJl, JaHUX AaHATTHYHUX OpraHizaliidi Ta CBITOBUX pEHTHHTIB, a TaKOX JIOTi4HE
y3arajibHEHHS — JJI BHJIIJICHHS MPIOPUTETHUX HAmpsMiB mudpoBoi TpaHchopMarllii ramysei
E€KOHOMIKM VYKpaiHu 1 BH3HAUEHHS iX XapaKTepHCTUK. MeTox aHami3y 1 JOrigHOTro
y3arajibHEHHS — Ui OL[IHIOBAaHHs IEpPCHEKTHB PO3BUTKY €KOHOMIKM YKpaiHM Ha 3acajiax
mudpogizanii. CHCTEMHO-CTPYKTYPHUH 1 (aKTOpHUN aHai3 — JJs BUAUICHHS (DaKTOpiB, IO
CHpUAIOTh LU(POBI3aLlii MOBEAIHKA YKPaiHCHKUX CIOXKMBaydiB. MeTOIM CUCTEMHOTO aHaji3zy,
JIEKOMITO3HIII1, CUHTE3Y — JJIsi BU3HAYEHHS 1 CHCTeMaTH3allii XapaKTepUCTUKH TOBEIIHKU
YKpaiHChKUX CHOXKUBauiB y MUGPOBIH eKkoHOMILl. MeToau (pakTOPHOTo aHalli3y 1 CHHTE3Yy —
JUISL pO3pOOJICHHS METOAMYHMX 3aca/l 1 TPOBEICHHS OI[IHIOBaHHS, B pO3pPi31 KOKHOI 3 BUAUICHUX
XapaKkTEepUCTHK, TOTOBOCTI  CIIOXKMBAa4iB  MAKpOpErioHiB  YKpaiHM 0 MNPUHHATTA
OOrpYHTOBaHMX CIIOXMBUYMX pillIeHb B IU(poBiK ekoHoMmiui. [HpopmaniiiHO-(pakTOIOTIUHY
0a3y 1ocHiKeHHs CKIIaJId aHaIITUYHI JaHi MiHicTepcTBa 1udpoBoi TpaHcdopmarllii Ykpainuy,
JIaH1 CBITOBMX PEUTHHTIIB 1 JOCIIAHUIBKUX OpraHizaiii, Kl XapaKTepu3ylTh Pi3HI aCIEKTH
udpoBoi TpaHchopMallii eKOHOMIKH YKpaiHu.

BukiiajeHHs1 OCHOBHOro0 Marepiajy IOCTi’KeHHSI 3 TOBHMM OOIPYHTYBAaHHSIM
OTPUMAHMX HAYKOBHX pe3yabTaTiB. Cnuparounch Ha pe3yabTaTd aHali3y JITepaTypHUX
JOKEPET, TaHWX aHATITHYHUX OpraHi3alliif, a TAKOX MONEPeIH1 JOCIIIKEHHS aBTOPIB, BUIIICHO
OpIOpPUTETHI HampsMu LU¢poBoi TpaHcopmanii ramy3ed ekoHoMikM Ykpainu. [lo
MPIOPUTETHUX BIJHECEHO HANpPSMHU 3a SKUMM YKpaiHa MOCIJa€ BHCOKI MO3HUIII y CBITOBUX
pelTHHTax 1 SKi XapakTepU3yIOTbCA OUIBIION HDK 1HINI HampsMH pe3ylIbTaTHUBHICTIO.
Bu3HnaueHO OCHOBHI XapakTEPUCTHKHA KOXKHOTO 3 BHJIUICHUX HampsMiB mu@posizalii, mio
PO3KpPUBAIOTh HOT0 CYTHICTh, 3aCBIIUYIOTh IIOTOYHHUIA PiBEHB 1 MepPCeKTUBH (Tabdi. 1).

Pe3ynbTaTBHICTD, aKTyaJIbHICTh 1 CBITOBI MO3MIII 3a3HaYyeHUX B Tabi. 1 HampsmiB
JIAt0Th MiJICTABH CTBEP/XKYBATH, 1110 IIM(PPOBI3aLiI0 y LIJIOMY CIiJ pO3TIISAATH K CTpATErUHUHI
HaIpsIM MOBOEHHOTO BIJHOBJIEHHS 1 IHHOBALIHHOTO PO3BUTKY €KOHOMIKH Y KpaiHU.
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Tabmumst 1 — XapakTepUCTUKUA TMPIOPUTETHUX HAMpPsAMIB HUGPPOBHX TpaHChopmMarliit

€KOHOMIKH YKpaiHu

Hampssmu niudposizarii

XapakTepruCTUKU

Po3Butox cucremu
TUPPOBHX JIEPKABHUX
HOCITYT

3abe3meueHHs TOCTYIHOCTI i BiIaIEHOTO OTPUMAHHS JePKaBHIX
MOCIYT, 30KpeMa, uepe3 MOOIbHUIT 3acTOCYHOK «/lis» 1 BeO-nopran
His.gov.ua (mpoekT «/lepkaBa B cMapTQoOHi»), a TaKOXK iHII TH(POBI
cepeicu. 3rigno Online services Index [19] Ykpaina mocigae 5 micue y
CBITI 32 ITUM HATIPSIMOM

PosBuTok cucremu
KOMEPIIHHUX MTOCITYT

Binmanenuit noctyn 1o kKoMepUiiiHuX nociyr (0aHKiBCHKUX,
KOHCAJITHHTOBHX, iH)OpMaLiiHUX, JTOTICTUYHUX TOMIO) 33 JOIIOMOTOI0
MOOUTHHHUX TaDKETIB 1 PI3HOMaHITHUX MUPPOBHUX IUTAT(HOPM i CepBicCiB.
VYkpaina Mae BUIIMI 32 CEpeTHbOEBPONIEHCHKIH PiBeHb HU(POBOL
TOTOBHOCTI HaceneHHs [24], Ooinbine 91% ii HaceneHHs Mae TOCTYH 110
MobipHOTO iHTEpHETY [10]

PozBuTok nuctaHmiifHOT
OCBITH Pi3HOTO PiBHS:
CEpEeHbOI, BUILIOI,
HIiIBUIEHHAS
kBauiikarii Tomo

CHHXpOHHHH 1 aCHHXPOHHHAN PEKUMHU HaBYaAHHS, BUTBHHH JOCTYTI 710
HaBYaIbHO-METOJAUYHUX MaTepialliB, BAKOPUCTAHHS TEXHOJOTIH
BIpTyaJIbHOI 1 IOTIOBHEHOI PEaNbHOCTI, IHTEPAKTUBHUX MYJIbTUMENIHHIX
TEXHOJIOT1i, CTBOPEHHS 1 BHKOPUCTAHHS CUMYJIATOPIB J1a00paTOPHOTO
o0nagHaHHs TOMO. MOKIIMBICTh CAMOCTIHHOTO BUOOPY PEIKUMY
HaBYaHHsI, HOTO 4acOBHUX i reorpaivHuX NapameTpiB, GOpMyBaHHS
BIIACHOT'O OCBITHBOTO cepenoBuina Tomio [8]. B Ykpaini Bucokwmii piBeHb
PO3BUTKY JUCTAHIIHHOI OCBITH SKa Ha0yJa MOMUPEHHS B TIEPio]
COVID-19 i BiiiHu, BOHA Ma€ 3Ha4YHI MEPCIICKTHBH IS TOBOEHHOTO
BiJTHOBJICHHS 1 IHHOBAI[iIfHOTO PO3BUTKY KPaiHA B yMOBaX
TEXHOJOTIYHUX TpaHchopmarttiit [P4.0 [§]

®opmyBaHHS 1
PO3BHUTOK IU(PPOBOTO
PHUHKY TIparii

Jucranuiiina (BigganeHa) po0oTa 3 BAKOPUCTAHHSM K TPATUIIHHIX
(wwrTatHU MpaliBHUK, poOOTa PO TPYAOBOMY AOTOBOPY TOIIO), TaK i
HedopManpHHX (30KpeMa, (hpirmaHc, mudPOBHIA ayTCOPCUHT) GOopM
3afHATOCTI Ha0ya MIMPOKOTO MomupeHHs. B Ykpaini hopmyeTses
uudpoBHii puHOK mpati [7]. Ykpainceki ¢pinancepu BBiiiuum g0 TOP-
10 cBiITOBOTO PEHTHHTY i MOCIIAIOTH S MicIie B cBiTi [16]

Hudpoa
TpaHchopmaIis
MIPOMHCIIOBOCTI

BrpoBamxenns nudpoBux texHozorii [P4.0 y BupoOHHIITBI,
yIpaBIliHHI, TIPOSKTYBaHHI Ta BUNIPOOOBYBaHHI IHHOBAIIMHOT MPOAYKIIii,
MapKETHHTY 1 JIOTICTHILII TPOMHUCIOBUX TianpueMcts [22]. [{udposizaiis
MIPOMUCIIOBOCTI, HacaMIiepe i B 000pOHHIN cdepi, pi3Ko MPUCKOPHUIIACS B
POKH BiitHH, BiTOYBa€ThCA IHTETPAIlisl 3 IPOMUCIOBUMH CTPYKTYPaMHU
kpaigd HATO [18]

Po3pobnenns nuppoBux
MPOTrpaMHO-aapaTHUX
KOMIUIEKCIB JUIS
yIpaBIiHHs 30pO€ro 1
BIICBKOBOIO TEXHIKOIO

VYkpaiHa € CBITOBUM JIiIepOM y BUPOOHUIITBI APOHIB AJISl BIHCHKOBUX
notpe6. binmpire 500 ykpaiHCEKHX KOMITaHIN 32 PiK BUTOTOBIISIFOTh
ONM3bKO 4 MIJIH. IPOHIB YCIX THIIIB, O OiJIbIIE HiXK BUPOOISIOTH yci
kpainn HATO pa3om, ykpaiHChKi KOMITaHi1 BUXOASTh HA PUHKH KpaiH
HATO [17]

Jlyist ¥oro peanizaiiii € BCl YMOBU:

— copmoBaHMii TOTEHIIad 1HHOBALIMHOTO PO3BUTKY Ha 3acajnax UugpoBizawii
3a0e3mnevye BUCOKHUH piBEHb ITU(POBOT (MEPEKEBOi) TOTOBHOCTI HAIlIOHAIBHOI €KOHOMIKH [24];

— HasBHICTh 3HAYHMX IEPEBipeHi MPAKTUKOIO HAlpalfoBaHb 1 HAKOMUYEHOTO JOCBITY
nudpoBux TpaHchopMalliil pi3HUX raTy3e HaIllOHAIbHOT €KOHOMIKH (Tad. 1);

— CBITOBE BU3HAHHS JIOCATHEHb 1 BUCOKHUH IMI/K YKpainu B chepi moOyoBu UPPOBOi
€KOHOMIKH, MPO 1110 CBIAYaTh ii BUCOKI MO3UILII Y CBITOBUX PEMTHHIax sKi XapaKTepHU3yIOTh
pi3Hi acriektu nudposizauii [16, 17, 22, 24] Ta iH.
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OnnauM 3 HacmiakiB ¢GopMyBaHHS HU(PPOBOI €KOHOMIKH 1 OJHOYACHO — BaKIIMBOIO
NepeayMOBOIO i1 MOJANBLIOTO PO3BUTKY — € HU(POBI3aLlisd MOBEIIHKH CIOXUBaUiB BUPOOIB 1
nociyr (hopmyBaHHS 1TUGPOBOI CrIOKUBYOI moBeaiHKK). Ha puc. 1 mogaHo cxemy B3aemoii
npoiieciB indpogizalii BUpOOHUIITBA (HaJaHHS ITOCTYT), unq)pOBi3aui'1' MOBE/IIHKH CIIOXKHBAYiB,
a TakoX WUQPOBI3alii MApKETUHTY 1 JIOTICTHUKH, SIKI 3B’S3YIOTh BHUPOOHHIITBO (HaI[aHHSI
nociayr) 31 cnoxkxuBadamu. CTpimkamMu Ha puc. | MO3HauYeHO MPsAMI 1 3BOPOTHI 3B SI3KU
3a3HaYCHUX MpoIeciB HUpoBizalii, sKi 3a0e3nedyroThcsi NTUGPOBUMHU IHCTPYMEHTAMH 1
ceppicamu (TU(POBUMH TEXHOJIOTISIMHU).

IMudposizanis MapKeTHHTY Ludposizatist mOBEeAIHKH
1 JIOTiICTHKH < > CIIOXXHMBAYiB

Hudposi iHCTpyMEHTH Ta
cepBicH

Hudposizariis BupoOHUIITBA i
HaJIaHHS TIOCTYT

Puc. 1. Cxema B3a€M03B’ 13Ky MPOLIECIB MPOIYKYBaHHS 1 peartizalii ToBapiB (BUpOOIB i
nocnyr) y uudpoBomy (BipTyaibHoMy) cepenoBuiii ([ 7], MoaugikoBaHO)

Bunineno xomreke (GakTopiB, M0 COPUSIOTH UG POBi3allii MOBEIIHKH YKpPaiHCHKUX
CIIOXXHBAYiB:

— nudpoBi cepricH 1 iardopmu BigganeHoro (0e3 reorpadiyHUX 1 YaCOBUX 0OMEKECHD )
3 poTpuMaHHsIM BUMOr Oe3mneku (B ymoBax COVID-19 i BiitHu) mocTyry A0 3aMOBJICHHS i
orjiaTh TOBapiB (BUPOOIB 1 MOCIYT), a TaKOX MOCIYT JEp:KaBHOI, periOHalIbHOI 1 MICIEBOI
BJIA]IN;

— nudpoBi cepBiCH OCTYIY J0 MPOrpaMHO-alapaTHUX KOMIUIEKCIB (ITOIITaMaTIiB) sKi
3a0€e3MeuyoTh MOKJIMBOCTI BIJIPABIEHHS 1 aJIpeCHOI JIOCTaBKU/OTPUMAHHS PI3HOMAaHITHOI
OpOAYKLil, Y T.4. ii JOCTaBKM B YMOBaxX HOPYIIEHOI JIOTICTUKH Ta/abo BHCOKOTO piBHS
HebOe3neku (excrepuMeHT «HoBoi momTu» m010 J0CTaBIeHHS KOPECIOHIEHIIIT 1 TOBapiB Ha
3aMOBJICHHS MOBITPSIHUMH JPOHAMH);

— 1u@poBl TEXHOJIOT] BiJAaIeHOl (IUCTAHIIMHOI) Ipalll B Pi3HUX cepax JTHoACHKOT
nisuibHOCTI  (OcBiTa 1 Hayka, cdepa MOCTyr, CTBOPEHHs 1 TMOIIMPEHHS 1HHOBAIiH,
nporpaMmyBaHHs, HU(POBUI MAPKETUHT, TU3alH, MEHEP)KMEHT 1 T.11.), OpMYBaHHS 1 pO3BUTOK
U(pPOBOro PUHKY Ipalli:

— HAsIBHICTb MOOUIBHUX TaJKETIB 3 MOKIIMBICTIO JOCTYIY /10 IHTEPHETY y OUIBLIOCTI
HaceJIeHHs KpaiHu, JOCTYIHICTh MOOLIBHOTO IHTEPHETY JAJIsl NEPEeBaXKHOT YaCTUHU HACEJICHHS
perioHiB Ykpainu;

— 3PY4YHICTh KOPUCTYBaHHS LU(POBUMH cepBicamH 1 IuaTpopMaMu K KOMEpPLIHHOT,
TaK 1 HEKOMEpLIHHOI cdepu, NpaKTHYHA BIJACYTHICTh YacOBHUX 1 reorpadiuHux oOMeKeHb
1010 iX BUKOPHUCTAHHS, €KOHOMIisl Yacy i KOIITIB, MOJIMBICTh IHTEPAKTHBHOI B3aeMOJIi 3
€KOHOMIYHUMH KOHTpareHTaMu (poOOTOAaBISIMU, HaJJaBauaMHU MOCIYT, TOBApOBUPOOHUKaMHU,
IPO/IaBLSIMU TOILIO) Ta KOHTAKTHUMHU ayAUTOPISMH,
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— BUHUKHECHHS MPUHIIMIIOBO HOBUX BH/IIB IU(poBOTO Oi3HECY, 30KpeMa: BipTyaIbHUX
CKJIaJIiB, 10 30epiraroTh y xMapi iupoBi KoIii BUpOOiB, sKi 32 HOTPEOH CKAUYIOTh 1 APYKYIOTh
noTpiOHi BupoOu Ha 3D-npunTepax [6]; BipTyalbHUHN TYpPHU3M 1 BIpTyalibHI €KCKYPCil; HaTaHHS
B OPEH/Iy BIpTyaJbHOTO OJAATY 1 akcecyapiB JUIl YYaCHUKIB IHTEpHET KOH(epeHIii, popymiB
TOIIO;

— (opMyBaHHS 32 JONMOMOTOK0 LU(GPOBUX TEXHOJIOTIH BipTyadbHHX CHUIBHOT YU
KOJIEKTHUBIB JItOJIeH, 1m0 00’ €qHAHI €IMHOK METOIO 1 JIIOTh SIK €MHE IJIe: CaMOKEpOBaHi
IHHOBAIiI{HI KOMaHI1; TepUTOpiaJIbHI iIHHOBaMiiHI cIiILHOTH [ 11]; BipTyanbHi mignpueMcTBa,
o0 3a0e3MeuyroTh B3aEMOJII0 TEPHUTOPIATBHO PO30CEPEIHKCHUX HE3aJIC)KHUX CYO’ EKTIB
rOCHOJapIOBAHHS 1 BUCTYIAIOTH MEPe]] 30BHIIIHIMU 3aMOBHUKAMHU K €IMHE I[iJIe; BIpTyalbHI
TPYIU CTYACHTIB Ta IIKOJIAPIB, SKI TeorpadiqyHo po30cepe/KeHl B MEKax OJHIET UM PI3HUX
KpaiH i T.II.

AHaJIi3 CyTHOCTI 1 3MICTy MPIOPUTETHUX HAMpsMiB IU(poBizallii raimy3eil eKOHOMIKH
VYkpainu (tadun. 1), indopmarii moao crany nudpoBoi rpaMOTHOCTI HacelIeHHs YKpainu [4],
dakropiB cnpusHHA UU(POBI TpaHchopmalii MOBEIIHKA YKPAiHCHKUX CIIOXKUBAYiB, /2B
MiJICTaBM BU3HAYHTH 1 CHCTEMATHU3YBAaTH XapaKTEPUCTUKH iX CIIOKUBYOI MOBEIIHKU B
u¢poBiit ekoHoMmili. Bouu npencrasneni y tadu. 2.

Tabmuns 2 — XapakTepuCcTUKH HUPPOBOI HOBEMIHKHU crioskuBadiB ([7], MoanudikoBaHo)
XapaKkTepucTuKa CyTHICTB
CrpoMOKHICTh CAMOCTIIHO 3HaXOAUTH B HU(PPOBOMY CEPEIOBHILI
iH(opMaIlito Ipo ToBapH, aHAII3yBAaTH BIATYKH 1 aHATNITHYHI MaTepiann
I10JI0 TOBAPIB 1 IX BUPOOHHKIB, 3HAXOUTH AHAJIOTH 1 MOPIBHIOBATH iX
CrpoMOKHICTh KOMYHIKYBAaTH B IU(POBOMY CEPEIOBHILI 3 MPOABISIMH,
TOBapOBUPOOHUKAMH, IHITUMHU CYO’ €KTaMH PUHKY: B COLIAJIbHUX
Mepekax, Ha iHTepHeT-TuaTopMax, caifTax i 1.1m. CIpoMOXHICT
(dhopMyBaHHS y TUPPOBOMY CEPEIOBHILI BIACHOTO IMiXKY JIOSITEHOTO
moiH(QOPMOBaHOTO CIIOXKKBaya (iCTOPisl MOKYIOK, XapaKTep CHIKYBaHHS,
TOBAapH 1 00CATH 3aKYIOK TOIIO), IO CHpHsie HOPMYBaHHIO MTAPTHEPCHKUX
BiJIHOCHH 3 TTPOAABIISIMH (TOBAPOBUPOOHUKAMM)
CripoMokHICTh (OpMYBaTH KOHTEHT 3aMUTIB TS OTPUMaHHs iH(popMallii,
0710 TOBapiB, YMOB KyMiBJi-IIPOIaxy, OTPUMAHHS JTOJJaTKOBUX
pO3’sICHEeHb, HANMCAHHS BIATYKIB B COIIAIBHUX MEpekax, Ha iIHTepHeT-
atdopmax i caiitax i TOIo
CrpoMOXKHICTh BUKOPUCTAHHS IU(POBUX TEXHOJIOTIH JIIsl 3aMOBIICHHS
MPOJYKIi 1 i JocTaBKM B HEOOXiTHE MicIie 1 B 3pyYHHUH 4ac.

1. ladopmarriitaa
TOTOBHICTH

2. KomyHikariiitna
TOTOBHICTH

3. 'oTOBHICTB 110
dbopmyBaHHS
IUPPOBOTO KOHTEHTY

4. T'oTOBHICTB 1O

BUKOPUCTAHHS . . .
MOAKITHEOCTE CHpOMO)KHlCTL TPOBOJITH MIIATEkKi, BUKOPUCTOBYBATH MOMKITHBOCTI
OTPHUMAaHHSI MIBT (3HUKOK 3 IiHU, 3aMiHU TOBApY, IOBEPHEHHS TOBApY
::i%iipfi(ﬁ BiJIIIPAaBHUKY 1 MOBEpHEHHS 3aIIaueHHX 32 HBOTO KOIHTiB. 1T1.),
BUKOPHCTOBYBAaTH IPOIPaMHO KEPOBAHE TOPriBeNbHE Ta iH. 00JIaTHAHHS
CrpoMOXHICTh CAMOCTIMHO 4M 32 pe3yJbTaTaMi CUCTEMHOI'0 HaBYaHHS
5. ToToBHIiCTH 110 (dhopMyBaTH i MIBUILYBAaTH PiBEHb HU(PPOBUX KOMIIETEHIIIH, 1110
pO3BUTKY IUGpPOBUX | 3a0e3rmeuye MOMXIIMBOCTI BAKOPUCTAHHS Ta/HKETIB 1 BIIIIOBITHOTO
KOMIIETEHIII 1 MPOTPaMHOro 3a0e3MevYeHHs Il BUKOHAHHSI OIlepaLiil OB’ A3aHuX 3

KYHIBJICIO TOBapiB (OTPUMAHHSM IOCIYT) B IU(POBOMY CEpEOBHIII

VY nepuioMy HaOIMKEHHI JUIS OLIHIOBAHHS MEPUIMX YOTHPHOX 3 3a3HAUYEHUX Y Tab. 2
XapaKTepUCTUK MOKHA BUKOpPHUCTAaTU JaHl MiHicTepcTBa 1 poBoi TpaHchopmalii Ykpainu
(Tabm. 3).
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Ta6ymis 3 — [udposi HaBUYKK y MakpoperioHax Ykpainu (moOymoBaHo 3a naHnumu [4])

YacTka HaceleHHs 3 0a30BHMH Ta BHIIE 0a30BUX
M(pPOBUMHU HABUYKaMH, %o

Lndposi HaBUUKK

Saxin Cxin Hentp | Iliuiu [IliBmens |Cepenne

[ndopmaniitui (inpopmariitna
TOTOBHICTb)

Komywnikaniiini (koMmyHikamiiina
TOTOBHICTD)

CrBopenHs IM(YPOBOTr0 KOHTEHTY
(TOTOBHICTB /10 0TO (hOpPMYBaHH)
Bupimenss ;xuTTeBux npodieMm
(TOTOBHICTH J10 BAKOPUCTAHHS 87,0 91,9 75,2 87,8 84,5 85,28
MOMUTHBOCTEH ITUGPOBUX TEXHOJIOTIH)

93,7 95,8 78,6 89,9 91,8 89,96

94,1 96,1 79,0 89,8 94,4 90,68

65,7 64,1 50,0 58,0 56,2 58,86

Jlnst OLiHIOBAaHHS I1'ATOI XapaKTepUCTHKH (Tali. 2) MOXHA BUKOPHUCTATH 1HJCKCH
upoBoi ocBiTH 0bnacTeil Ykpainu, siki HaBoaAuTh, MiHicTepcTBO HUdpoBoi Tpancopmariii
[9]. Po3paxoBana 3a HUMH JAaHUMH CEPEAHS OIlIHKA 1HICKCIB IUGPOBOI OCBITH oOacTei
XapaKTepu3ye TOTOBHICTh HACEJICHHs 0 PO3BUTKY LU(POBUX KommeTeHIii. BoHa craHoBUTH
0,585. AmHanoriuHo po3paxoBaHi IHAEKCH MHaHOI XapaKTEPUCTHKH IS KOXXHOTO 3
MaKpOperioHiB YKpaiHu.

st 3a0e3nedeHHst CIIBCTAaBHOCTI yCiX OMmIHOK ((O;) XapaKTepHCTUK IH(PPOBOI
MOBEIIHKH CIIOKUBAYiB JaHi Tabi. 3 ciif BUPa3UTH y YacTKaxX OJUHHUIIL. J[71s1 Bu3HaUSHHS piBHS
X XapaKTEPUCTHK 3aIlPOIIOHOBAHO BUKOPUCTATH BEpOAIBbHO-UYUCIIOBY KAy XappiHITOHA
[21]:

- nyxe Hu3bkui pienb (0 < 0; < 0,2);

- Hu3bKuii piBens (0,2 < 0; < 0,37);

- cepenniii pisens (0,37 < 0; < 0,63);

- Bucokuii piBens (0,63 < 0;<0,8);

- nyxe Bucokuii pisens (0,8 < 0, < 1,0).

Ile no3BonMI0O BU3HAUWUTH PIBEHb T'OTOBHOCTI YKpAiHCBKHUX CIIOKHMBauiB (B po3pisi
OKpeMHUX ii XapaKTepUCTUK) Ul MPUHHATTSA OOIPYHTOBAHUX CIIOKUBYMX PillIeHb B IIU(POBIi
eKoHoMiII (Tadum. 4).

@akTUYHO BIH XapakTepusye piBeHb LUQpOBi3alii TMOBEAIHKH YKpPaiHCHKHX
CIIO’KMBAYIB B pO3pi3i il OKpEMHUX CKIIaJOBUX.

YMOBHI I03Ha4YeHHs PiBHIB LIU(POBOI TOTOBHOCTI y Ta0II. 4:

- J1. BUC. — Ty’K€ BUCOKHUH PIBEHb,

- Buc. — Bucokuii piBeHsb,

- Cep. — cepenHiii piBEHb.

Amnaniz Tabn. 4 CBiAYUTH MPO y LIJIOMY JOCTaTHIM piBeHb IU(PPOBOi T'OTOBHOCTI
YKpaiHChbKUX CIIO’)KMBayiB K y LIJIOMY, TaK 1 3a ii OKpeMHMH XapakrepucTtukamu. Lle
MiATBEPKYE JOUITBHICT, PO3BUTKY Taidy3edl Hal[lOHaJhbHOI EKOHOMIKM Ha 3acaaax
g posizanii.

Hani Tabn. 4 MOXyTb OYTM BUKOPUCTAaHI JJsI MOPUHHATTS OOIPYHTOBAHMUX
YIPaBIiHCHKUX PIIIEHb 1100 PO3BUTKY KOHKPETHUX BUAIB LU(POBOro Oi3HECY B perioHax
Vkpainu, a TakoX JUIsi OOIPYHTYBaHHS CHCTEMH 3aXOJliB JEP)KaBHOTO 1 PErioHaJbHOIrOo
CTUMYJIIOBaHHS MIIBUILEHHS PiBHSA HU(PPOBOI TOTOBHOCTI YKPAiHCHKUX CHOXHBAYiB y pO3pi3i
11 OKpEMHX XapaKTEPUCTHUK.
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Ta6muist 4 — OuiHOBaHHS CTaHy MU(PPOBOi TOTOBHOCTI YKPAaiHCHKUX CITOKHBAYIB 11010
NpUIHATTS OOIPYHTOBAHHMX CIIOYKMBYMX pillieHb (1I00Y10BaHO Ha OCHOBI JaHuX [4, 9])

Maxkpoperionu Ykpainu
XapakTepucTUKH . . .. .
CKIIATOBHX 3axin Cxin Lentp [TiBHI" IliBgeHn Cepemne
uH(ppOBOI. e A Q A Q e 3 r Q e ) e
roromwocti | £ & | 2 B | & B3| EB|3|B|g|Z
E|lE|E|E|E|E|E|& | 2| & E|&
[adopmaniiina
OTOBHICTS 0,937 | .Buc. | 0,958 | [I.Buc. | 0,786 | 1.Buc. | 0,899 | d.Buc. | 0,918 | [I.Buc. | 0,900 | [1.BuC
Komynixkamidna -\ o419 | 1 puc 10,961 | fsuc. [0,790 | Buc. | 0,898 | fLswc. | 0,944 | fLsuc. | 0,907 | fsme,
TOTOBHICTh
I'oTOBHICTH 1O
Gopmysamm g 6oy | gL 10641 | Brc. |0500| Cep. |0.580 | Cep. |0,562| Cep. | 0589 | Cep.
I poBOTO
KOHTEHTY
I'oTOBHICTH 1O
BUKOPUCTAHHS
MOJKJIMBOCTEHN 0,870 | A.suc. | 0,919 | d.Buc. | 0,752 | Buc. | 0,878 | .8uc. | 0,845 | [1.8uc. | 0,853 | JI.Buc.
UG POBUX
TEXHOJIOT1H
I'oToBHICTE 10
POSBHTKY 0,528 | Cep. |0,717 | Buc. 0,599 | Cep. |0,522| Cep. | 0,558 | Cep. | 0,585 | Cep.
UG POBUX
KOMITCTCHIIIH

BucHOBKM 3 1aHOT0 T0CJTiIKeHHS i NepCneKTHBH NOJAJBIIMX PO3POOOK 32 TaHUM
HANIPSIMOM. Y3arajbHIOIOUU BUKJIAJIE CIIiJl 3pOOMTH TaKi BUCHOBKHU:

1. BunineHo npiopuTeTHI HalpssMU UG POBi3allii raity3ei HallloHaJIbHOT €KOHOMIKH 3a
SKMMU YKpaiHa IOCiJJa€ BUCOKI MO3MIi y CBITOBMX PEHTHHIax 1 SKI XapaKTepU3yIOTbCS
BHUCOKOIO PpEe3Yy/lbTaTUBHICTIO. BHU3Ha4eHO XapaKTepUCTUKH OOpaHUX HampsMiB LUPpPOBOi
TpaHchopMallii, piBeHb JOCATHYTHX pE3YJIbTaTiB, a TaKOXX NEpCHEKTHBHICTh 3 MO3MIIN
CIPUSHHS BIIHOBJICHHIO 1 PO3BUTKY HaIllOHAJIbHOT €KOHOMIKH Ha 3acajax IuQpoBizarii.

2. BuzHaueHO OCHOBHI ()aKTOpH, IO CHPUSIIOTH HU(POBI3aLlil MOBEAIHKN YKPAaiHCHKUX
CIHOXHBaYiB MPOJYKTIB (BUPOOIB 1 MOCIYT) MaTepiajIbHOTO 1 HEMaTepiaIbHOIO BUPOOHUIITBA, a
TaK0X HEBUPOOHMUOI cepu (1ep’KaBHOTO 1 PETIOHAIBHOTO YIIPaBIIIHHS, COLIAJIbHOI cepn)
tomo. [lokazano, mo muQpoBizailis HaIIOHAIBHOI €KOHOMIKM Oe3MOocepeHhO BIUIMBAE Ha
dbopmyBaHHs UGPOBOT MOBEIIHKH CcrIoKuBaviB. [Ipu nibomy 1udpoBa moBeaiHKa CroKUBaviB,
B CBOIO uepry, BIUIMBAa€ Ha Mpolecd IUPpoBoi TpaHchopmalii ramryseil HalioHaIbHOI
exoHoMiku. [IpencTaBieHa yKpymHEeHa cxemMa 3a3HaueHOTr0 B3a€MOBIUIHBY.

3. BusHaueHO 1 CHUCTEMaTH30BaHO XapaKTEPUCTHKH OCHOBHMX IpPOSBIB IH(PPOBOI
MOBEIIHKN YKPaiHChKUX CIIOKHMBAyiB, 110 JO3BOJIAE aHATI3yBaTH Pi3HI aClIEKTH iX CIIOKHBYOT
TOTOBHOCTI 0 YMOB IU(POBOi €KOHOMIKH K B PO3pi3l OKPEMHUX XapaKTEPUCTHK, TaK 1 B
koMmruiekci. CopmoBaHa cucTeMa XapaKTEPUCTHK TaKOXK JI03BOJISIE aHATI3yBaTH PIBEHBb
U(PPOBUX KOMIIETEHIIIH YKpaiHCHKUX CHOXHBauyiB CTOCOBHO 3MIMCHEHHS KYMIBII-IIPOIAXy
MPOAYKIIi] Y BIpTyalbHOMY CEpPEIOBHUIII.

4. Po3pobieHO METOAWYHMH MiAXiJA [0 OIIHIOBaHHA T'OTOBHOCTI YKpPaiHCBKUX
CIIO’KMBAYIB JUIsl IPUMHATTS OOTPYHTOBAHUX CIOXKHBYMX pillIeHb B LU(POBiil ekoHOMILI. Bin
JI03BOJISIE OIIHIOBAaTH 3a BepOaJbHO-YMCIOBOIO MIKAJIOK PIiBEHb IU(PPOBOi T'OTOBHOCTI 3a
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OKpEMUMH 11 XapaKTePUCTUKAMH, a TAKOXK 3a YCIM 1X KOMIUIEKCOM. )15 KITbKiCHOTO YUCIIOBOTO
OLIIHIOBAHHS 3alIPOIIOHOBAHO BUKOPHCTOBYBATH JlaHi MiHicTepcTBa udppoBoi Tpanchopmarii
VYkpainn. Tpancdopmaliiro YMCIOBUX OIIHOK y BiTHOCHI BepOasibH1 OI[iIHKH PiBHS TOTOBHOCTI
3arpoNOHOBAHO BECTHU 3a BEpOATbHO-YHMCIOBOIO MIKAJI0K0 XappiHrroHa. Bukonana npakTuyHa
arpo0artist po3po0IeHOr0 METOAMYHOTO X0y AJIsI OI[iHIOBAaHHS PiBHS U(PPOBOi TOTOBHOCTI
CTHOXHMBAYiB MAaKPOPETiOHIB YKpaiHU. AHAIIOTIYHUM YHHOM MOXe OyTH BUKOHAHA OIiHKA PiBHS
1M (ppoBOT TOTOBHOCTI CIIOYKHMBAYiB KOKHOI 3 00JacTeil YKpaiHu.

OTpumaHi HayKOBO-TIPHKJIAJHI pe3yabTaTH y KOMIUIEKCI MOTIHOIIOI0Th TEOPETHKO-
METOJIMYHI 3acajy OOTpyHTYBaHHS BUOOPY CTpaTEriyHUX HAMpsMiB nudpoBoi TpaHchopmarii
rajy3eil HalliOHaJbHOI €KOHOMIKM YKpaiHu i ii perioHiB. 3okpema, B 4acTuHi (HOpMyBaHHS
iH(popMaIiifHO-aHATITHYHOT 0a3H, @ TAKOXK METOAMYHOTO 3a0€31IeUeHHS JIJIs OI[iIHIOBAHHS PIBHS
(ppoBOi TOTOBHOCTI CIOXKMBAdiB 1 yNpaBiiHHA iX mudpoBoro moserdinkorw. IIpaktuune
BUKOPHUCTAHHS OTPUMAHHMX PE3yJbTaTiB CHPHUATHME ITJIBUIICHHIO PIBHS OOIPYHTOBAHOCTI
CTpaTeriii MOBOEHHOTO BiJHOBICHHS 1 IHHOBALIKHHOTO PO3BUTKY EKOHOMIKM YKpaiHHM Ha
3acanax mudpomizarii.

[Momampmii  AOCHIKEHHST TMOBMHHI OyTH  CIPSIMOBAaHUMH Ha  PO3POOJICHHS
Oprasi3amniifHo-eKOHOMIYHHUX 3acajl CUCTEMU YIPaBIiHHS HUPPOBOIO TOTOBHICTIO CIIOKUBAYIB
BIJITOBITHO 10 CHICIM(IKKM KOHKPETHHUX Taly3eid eKOHOMIKH.
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Digitalization of the behavior of Ukrainian consumers.

The aim of the article. Global and domestic practice show that the success of the digitalization
of national economies, their industries, individual organizations (enterprises and institutions) is largely
determined by the level of digital readiness of the personnel of organizations in the commercial and
non-commercial spheres, and especially consumers of products and services. Accordingly, the problem
of determining the features of the manifestation of digital behavior of consumers and assessing their
readiness to perceive and use the capabilities of digital technologies in the process of making consumer
decisions regarding specific products and services is becoming more relevant.

The aim of the article is to determine and systematize the characteristics of digital behavior of
consumers, to assess the readiness of Ukrainian consumers to make consumer decisions in the digital
economy in the context of these characteristics.

Analysis results. Priority areas of digitalization of the national economy sectors are specified,
which lead Ukraine to high positions in world rankings and which are characterized by high
performance. The characteristics of the selected areas of digital transformation, the level of achieved
results, as well as the prospects from the standpoint of promoting the restoration and development of
the national economy on the basis of digitalization are determined. The main factors contributing to the
digitalization of the behavior of Ukrainian consumers (products and services) of tangible and intangible
production, as well as the non-productive sphere (state and regional administration, social sphere), etc.
are determined. It is shown that the digitalization of the national economy directly affects the formation
of digital behavior of consumers. At the same time, the digital behavior of consumers affects the
processes of digital transformation of sectors of the national economy. An enlarged scheme of the
specified mutual influence is presented. The characteristics of the main manifestations of the digital
behavior of Ukrainian consumers are determined and systematized, which allows analyzing various
aspects of their consumer readiness for conditions of the digital economy both in terms of individual
characteristics and comprehensively. The system of characteristics also allows analyzing the level of
digital competencies of Ukrainian consumers in relation to the purchase and sale products in a virtual
environment. A methodological approach to assessing the readiness of Ukrainian consumers to make
consumer decisions in the digital economy has been developed. It allows assessing the level of digital
readiness both by individual characteristics and comprehensively, using a verbal-numeric scale. For
guantitative numerical assessment, it is proposed to use data from the Ministry of Digital
Transformation of Ukraine. It is proposed to transform numerical assessments into relative verbal
assessments of the level of readiness using the Harrington verbal-numeric scale. The developed
methodological approach has been practically tested to assess the level of digital readiness of
consumers in macro-regions of Ukraine. In a similar way, the level of digital readiness of consumers in
each of the regions of Ukraine can be assessed.

Conclusions and directions for further research. The obtained scientific and applied results
deepen the theoretical and methodological principles of substantiating the choice of strategic directions
of digital transformation of the national economy of Ukraine and its regions. In particular, in terms of
forming an information and analytical base, as well as methodological support for assessing the level
of digital readiness of consumers and managing their digital behavior. The practical use of the results
obtained will contribute to increasing the level of validity of strategies for post-war recovery and
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innovative development of the economy of Ukraine on the basis of digitalization. Further research
should be aimed at developing organizational and economic principles of the system for managing
digital readiness of consumers in accordance with the specifics of specific sectors of the economy.
Keywords: digitalization of the economy of Ukraine, directions of digitalization, factors of
digitalization of consumer behavior, characteristics of digital behavior of consumers, assessment of
digital readiness of consumers, macro-regions of Ukraine, development on the basis of digitalization.
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MEHE/ZKMEHTY CYYACHOI'O 3AKJIALY OXOPOHMU 310POB’S
(HA NPUKJIAAI KHII « IMTAYA MICBKA ITOJIKJITHIKA Ne6» OMP COMPASS)

Y emammi docnioscyemuvcs ponv oceimuix i yupposux iHcmpymenmis y popmy8anHi CyuacHoi
MoOelti MeOuuHo20 MeHedscmenmy Ha npukiadi oisnvnocmi KHII «/[umsaua miceka nonixainika Neby
Ooecvkoi micvkoi padu. Tlokazarno, sk iHmezpayis 6HYMPIUHLO20 0CEIMHBLO2O Cepsicy be3nepepsHozo
npoghecitinozo po36UMKY NEPCOHATY Ma KOMWIAEKCHOI yugposoi exocucmemu YNpaeiiHHs CApUsE
NIOBUWEHHIO SIKOCMI  MeOUYHUX NOCAy2, e@eKmueHOCmi YNpaeIiHCbKUX pilleHb [ Kaopoeoi
cmabinernocmi. lIpoananizosano npaxmudruti 00c8io enpogaddicenns oceimuboi niamgpopmu Compass
Education, yugposux cepsicie xomyuixayii 3 nayienmamu, aHAiMuKy, YHAPAGIIHHs SKICMIO ma
nabopamoproi  diacnocmuku. Jlosedeno, w0 cuMepeisi 0ceimHix I yu@posux piweHb Gopmuye
NAayicHMOOPIEHMOBAHY, AHANIMUYHO KEPOBAHY MA AOANMUBHY MOOelb MEOUYHO20 MEHEONCMEHMY, KA
8I0N06I0AE BUKTIUKAM CYUACHOI MEOUUHOT 2aty3i ma 3pOCmaroyum nompebam nayienmis, ma npuoamuda
07151 MACumabOy8ants 8 3aK1a0ax OXOPOHU 300P08 ‘s PI3HUX PI6HIE ma (hopM 61ACHOCHI.

KitodoBi croBa: MemuyHHN MEHEIDKMEHT, IUQPOBi3allis OXOPOHH 3I0pOB’s, HHU(POBI
IHCTPYMEHTH, OCBiTHI CEPBICH, SKiCHA Ta TOCTYITHA MEIUYHA JTOTIOMOTa.

DOI: 10.15276/mdt.10.1.2026.6

ITocranoBka mpoljeMH B 3arajJJbHOMY BHIJISIAI Ta il 3B'SI30K 3 BaKJIMBHMH
HAYKOBMMM 200 NPaKTUYHUMHU 3aBIAaHHAMH. CydacHUIl MEHEIKMEHT repedyBae y CTaHi
TUHAMIYHUX 3MiH, [0 BHMara€ HOBUX MIiJIXOJiB, THYYKHX VIPaBIIHCHKUX pIlIeHb Ta
BIIPOBA/KCHHSI IHHOBAL[IMHUX 1HCTPYMEHTIB. 3aKJIaJyd OXOPOHHU 370POB’Sl HE 3aJIMILAIOTHCS
OCTOPOHb IIUX IMpoleciB: HU(POBI cepBicH, aHATMITHYHI IUIATGOPMU Ta ABTOMATH30BaHI
pILIEHHS Jieajll aKTUBHIIIE IHTETPYIOThCS B YIPABIIHCHKY MPAKTHKY, 3MIHIOIOUM TpaJWLIIHHI
MoOZIei oprasi3aiii poOOTH Ta OLIIHIOBaHHS pPe3ylIbTAaTUBHOCTI. Taki iHHOBAIil MOTPeOyIOTh
CUCTEMHOIO BHUKOPUCTAaHHS Cy4acHMX 3aco0lB aHAJIITMKH H MOHITOPUHTY, 1HCTPYMEHTIB
npodeciifHoro po3BUTKY MepcoHally, KOMyHikauii 3 marieHtamu Ta HR-Menemxmenty. Y
CYKYITHOCT1 BOHH CIPHSIOTh JOTPUMAHHIO 0a30BUX MPUHIUIIB YIPABIIHHA y cepi OXOPOHU
300pOB’ss — 3a0e3MeUeHHI0 SKICHUX 1 JOCTYNHUX MEAMYHMX THOoCayr W (opMyBaHHIO
BMOTHBOBAaHO1, CTaO1IbHOT Ta MpoQeciitHOT KOMaHIH.
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JlocmipkeHHs  OCBITHIX 1 HUGPOBUX I1HCTPYMEHTIB Cy4acHOTO  MEIUYHOTO
MeHeKMeHTY, BripoBamkennx y KHIT «/lutsga miceka momikiinika Ne6» Onechkoi MiChKOi
paau € TATPYHTAM Uis (OpMYBaHHS OHOBJICHOI MOJENI YHPAaBIiHHS 3aKIalOM OXOpPOHH
30pOB’sl, 110 BIJAIMOBIJA€ BHKJIMKAM Cy4aCHOI MEIWYHOI Tajy3i Ta 3pOCTalouuM MOTpedam
namieHTiB. OTpuMaHi pe3ynbTaTd MOXYTh OyTH BUKOPHUCTaHI sIK OCHOBA IS MacIITaOyBaHHS
e(EeKTUBHHUX YNPABIIHCHKHUX MPAKTHK Y 3aKJIaJaX OXOPOHHU 30POB’S PI3HUX PIBHIB HaJIaHHS
JIOTIOMOT'H Ta ()OpM BJIACHOCTI.

AHaJi3 OCTaHHIX A0CHiIKeHb i myOaikamiid, B SIKHX MNOKJAJAeHUH MNO0YaTOK
BUPIlIEHHIO J1aHOI NMpo0OjeMu i Ha sAKi cnupaeTbesi aBTop. CydyacHa BITUM3HSHA HAyKOBa
CHUIbHOTA aKTHBHO 3aJlyyeHa J0 BUBUEHHS TpaHC(hopMalii yrnpaBiiHHS B OXOPOHi 3710pOB’,
AKTUBHO JOCHIDKYIOUM HOBI MIAXOAM Ta 1HCTPYMEHTH MEIMYHOTO MEHeXMEHTY. Bapro
BIJ[3HAYMTH HAyKOBI HAMpAIIOBaHHS TaKuX JAOCTHimHUKIB, sk [ypxuit [1.O [1], sxuit
OOIpYHTOBY€E TEOPETUYHI Ta MPAKTUYHI 3aCa1 CTPATETTYHOTO YIIPABIiHHS 3aKJIaJaMU OXOPOHU
30POB’sl B YMOBaxX HECTaOlIbHOTO PHHKY, IPONOHYIOYH aalTUBHY MOJEIh MEHEIKMEHTY 3
BukopuctanusaM cydacHux iHctpymeHTiB (SWOT, PESTEL, LEAN, KPI) nns miaBumieHHs
e(EeKTUBHOCTI Ta CTIHKOCTI MEIWYHUX 3aKJaJiB B yMOBaX HECTaOLIHHOTO PUHKY MEIHMYHUX
MOCITYT.

B nayxoBux mopoOkax Jlrobamescekoro B. B. [2] Ta Bpuua B. S1., Jlimra6a JI. B.,
Muxkwutioka 1. II. [3, c. 45] migkpecineHo HeoOXimHICTH Oe3mepepBHOro MpodeciitHOro
PO3BUTKY Ta HaBYaHHS B MEXaxX YIPaBIIHCBKHX CTparerii. TakoX NHTaHHS pPO3BUTKY
npodeciiHUX KOMITETCHIIN MpaliBHUKIB 3aKJIaJlIB OXOPOHH 3JI0POB’s, IHTErpaIlii OCBITHHOTO
KOMIIOHEHTY Ta IiJBUIICHHS KBali(ikaiii mepcoHally BUCBITICHI y MTpalsix 3a3Ha4eHUX
aBtopiB. Okpim Toro Komosa C. M. [4, c. 119-128] 3a3Hauae, 1110 miAr0TOBKa KEPiBHUKIB HOBOI
reHepallii € KIIF0YOBOIO YMOBOIO ITiJIBUIIEHHS SKOCTI YIPABIIHHS B CHCTEMi OXOPOHH 3/J0POB’S1.

Hudposizallito ynpaBiIiHCHKUX MPOIECIB 1 BOPOBAIKEHHS IHHOBALIIMHUX TEXHOJIOTIHN Yy
TUSUTBHICTh MEIMYHUX OpraHizarii anam3yots Apemko L. L. [5, ¢. 129], danbko B. B. [6, ¢.102-
110] ra Cadonos 0. M., bopm B. L. [7, ¢. 62—69], siki po3m1s1at0Th IHHOBAIIHUI MOTEHIIIa
U(PPOBUX PillIEeHb K OCHOBY JJIS MiABUILECHHS €(PEeKTUBHOCTI yIIPaBIiHHS. AKTyaJbHI aCIIEKTH
CTpATEriuHOro MJIaHyBaHHS B MEAMYHOMY MEHEKMEHTI pO3IIAAaoThCs y poboTax AJbKeMU
B. T, dinenka B. B. [8, c. 62—69]. [lutanus ynpaBiiHHs IEPCOHAIOM, MOTHBALlIi Ta CTBOPEHHS
CIIPHATIMBOTO KaAPOBOTO cepeaoBuma aocuimkyors Cutank U. C. [9, c. 128], ITpokomemns
JI.B. ta Tomopiko .M. [10], aknenTtyroun Ha HeoOXimHOCTI iHTerpoBanux HR-migxoxis, mio
HOEAHYIOTH Al Tallil0, PO3BUTOK 1 MIATPUMKY NpaniBHUKiIB. Bognouac Jlenucenko M. I1. [11]
MPOIOHYE YIOCKOHAJIEHHSI MOJIENeH YNpaBiIiHHS MEPCOHAJIOM SIK IHCTPYMEHTY IiJIBUILICHHS
€(EeKTUBHOCTI BCi€i CUCTEMHU OXOPOHU 3/10pOB’sl.

Buninennss HeBHMpilleHMX PpaHille YacTHH 3arajbHOI MNpo0/eMH, KOTPHM
NPHUCBAYYEThCS cTaTTA. Pa3oM 13 MM MUTaHHA POl OCBITHIX Ta HM(POBUX IHCTPYMEHTIB Yy
CTPYKTYpi Cy4acCHOTO MEAMYHOTO MEHEIKMEHTY 3aJIMIIAE€THCS HEJOCTATHBO TOCIIIHKEHIM W
notpelye MoJaJIbIIOro HayKOBOTO OCMUCIICHHS.

dopmyaOBaHHS MeTH CTATTi (mocraHoBKa 3aBaaHus). Ha ocuoBi mocsimy KHII
«dutsua micbka momikiiHika Ne6» Omecbkoi MIChKOT paau AOCTIAWTH BIUTUB OCBITHIX 1
M (POBUX CEPBICIB HA SIKICTh HAJAHHS MEAMYHOI JOMTOMOTH Ta BUBHAYUTH 1X POJIb IK CYYaCHHUX
YNPaBIIiHCHKUX MPAKTUK Yy CUCTEMI METUYHOTO MEHEKMEHTY.

BukJjageHHsi OCHOBHOIO Marepiajy HOCJTiAKeHHSI 3 MOBHHM OOIPYHTYBaHHSAM
orpuMaHux HaykoBux pesyabrariB. Y KHII «/lutaua wmiceka mnomikiiHika Ne6» OMP
MIPOCTEKYETHCS B3AEMO3B 30K MK IBOMa KJIIFOYOBHUMH CEPBICAMHU B 3aKJIaJll — OCBITHIM, 11O
3abe3neuye O6e3nepepBHE MpodeciiiHe 3pOCTaHHs MepcoHaly, i TUPPOBUM, CIIPIMOBAHUM Ha
OTNITUMI3AIIII0 YIIPABIIHCHKUX MPOIIECIB Ta IMABUIICHHS SKOCTI MEIUIHUX mociyT. [loeHanus

C.I1. I'opiwax. Ocgimubo-yudposi cepsicu K Hesid 'EMHA CKAA008a YCHIUHO20 MEHEONHCMEHMY CYUACHO20 73
3aKAa0y 0X0poHU 300p08 s (na npukiadi KHIT «/Jumsua micerka noixninuxa Ne6y OMP COMPASS)
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[UX JBOX HANpsIMIB CTBOPIOE KOMIUIEKCHY CHUCTEMY YIPaBIIHHSI, SKa BIAMNOBIIAE Cy4YaCHUM
BUKJIMKAaM Taly3l OXOPOHH 3/I0pOB’s Ta MOTpedaM Malie€HTiB, IO TOCTIHHO 3MIHIOIOTHCS.

Ocsitniit cepBic KHII «/[uTsua miceka momikiainika Ne6y OMP peanizyeTbest uepe3
wiatrhpopmy Compass Education, skuii mnoeaHye einemMeHTH OpoQeciiiHOro HaBYaHHS,
MK IUCIMITIIHAPHOI KOMYHIKaIlii Ta TBOpUOi camopeaisariii mepconanry. Compass Education
NO€EAHYE KUTbKa HANpsMiB MpodeciiHOro pO3BUTKY:

— «3a MOXJIMBOCTI» — MPOCTIp s (axiBIiB peadiTiTaliifHOT JOTTOMOTH;

— «Compass Lab» — HaB4aibHUI ceTMEHT 1S (axiBIliB JIAOOPATOPHOI CIIpaBH;

— «lligTpumka opyu!» — migroroska ¢axiBIliB MaliaTUBHOI JTOIIOMOTH;

— «Kpwuna onikm» — ciyx0a JOManIHiX Bi3UTIB 13 HaBYaIbHUMU KOMIIOHEHTaMH;

— «Ha XBUISIX MEICECTPUHCTBAY» — OCBITHS Mporpama Jijisi MeIMYHUX cecTep 1 OpaTiB;

— UenTp MeHTampHOrO 370pOB’a — IuIaTGopma s PO3BUTKY Ta OOMIHY JIOCBIAOM
TICHIXOJIOTIB 1 TPOMaJICBKOCTI;

— Ilporpama craxyBanHs «lHTerpamis» — iHCTpyMeHT HR-MeHemKMeHTy, 110
nepeadavyae KOPOTKUHA HUKJI aJanTaiii HOBOTO IMpamiBHUKA Yy BCIX MiIPO3/iIaxX MOMIKIIHIKA
nepe; OCTAaTOYHUM BXOJDKEHHSAM JI0 KOMaHH.

3akmag Takok Mae odimiiiauid craryc 6a3m MO3 VkpaiHu Uis POXOIKEHHS
IHTEpHATypu Ta MpoBaiinepa Oe3nepepBHOro npodeciitnoro po3sutky (BIIP Ne2077), mo
JI03BOJISIE TIPOBOJWTH HaBYaHHA 3 HapaxyBaHHsM OamiB BIIP. V wexax mnporpamu
peali3yloTbcs TPEHIHTH JUIS METUYHUX MPALiBHUKIB 1 TPOMaJCHKOCTI 3 aKTyadbHUX HAINPSMIB
— KOMYHIKaIlii, IMyHOTTpO(UTAKTUKH, TOTIISTY 32 IITBMH JI0 3 POKIB, ICUXOJIOT19HOTO 3JI0POB’S,
NaNTiaTUBHOI AOMOMOTH, peadiiiTallii, paHHOTO BTPyYaHHS TOLIO.

BaxumBuMm € Te, mo Ha naHiil ruiatgopMi MOXYTh MPOXOIUTH HABUAHHS HE JIMIIE
MmemkaHIli OnecbKoro periony, a i ¢axisii 3 yciei Ykpainu Ta 3-3a KOpJIOHY.

OxpeMuM HampsIMOM OCBITHBOTO CEPBICY € CTBOPEHHS Ta BUAAHHS BIACHUX HAYKOBO-
METOJUYHHUX TMOCIOHMKIB, aBTOpamMu skux BucTynarTh (axiBui KHII «/lutsaua micbka
nonikiinika Ne6» OMP. Cepen octanHix — «/{71s THX, KOMY JIUIIIE€ COIUTATH: BIAMOBI/II JiKapiB
Ha 100 HalmomMpeHIMMX MUTaHb OATHKIB IIOAO 370pOB’s nitei», Haromyit Mene, sKIo
3MOXKEUI: BIANOBiAI Ha HAaWMOUIMPEHINl 3alUTaHHsA OaTbKIB MO IUTSAYE XapuyBaHHS 1 HE
TUTbkN» Ta «llaniaTuBHA MOMOMoOra y mpakTHIll ciMeHHOTro Jiikapsi». L1 HaB4aIbHO-MeTOANYHI
NMOCIOHUKH HE JIHIIE CIPUSIIOTh MOUTMPEHHIO BKJIMBUX 3HaHb cepel OaThKiB 1 KoJer, aie i
ONTHUMI3YIOTh KOMYHIKAIIF0 MK JIKapsMU Ta TalieHTaMud. BoJHoudac mpolriec HamucaHHS
NOCIOHMKIB Jla€ 3MOTY peaii3yBaTH TBOPYHMIl IMOTEHLIan KOMaHIM 3aKjiany, HiABUIIUTH
BIIEBHEHICTh y BJIaCHIN mpodeciiiHili ekcriepTh3l Ta 3MIMHUTH OpeHJ 3aKiaay sIK Cy4yacHOTro
OCBITHBOTO i HAYKOBOT'O OCEPEIIKY.

Ha BinMiHy Bix TpaaMLIMHMX 30BHIIIHIX KypCIB YM CEMiHapiB, OCBITHIA MaiJlaHUMK
«Compass Education» iHTerpoBaHuii y CTpyKTypy 3aKiiaay OXOPOHH 370pOB’s, 1110 3a0e3neuye
CTaJIiICTh, AJANTHUBHICTh 1 Oe3mocepenHii 3B’S30K 13 MPAKTUUYHUMHU MOTpeOaMu KOMaHIH.
Ocob:uBicTiO Beix OCBiTHIX HanpsiMiB Compass Education e e, o came MeauuHi IpaIliBHUKA
3aKJIay BUCTYMAIOTh MOJEPAaTOpaMH, KypaTopamH Ta TpeHepamu NpodeciiiHo-HaBYaTbHUX
nporpaM. Takuil miaxia 3a0esnedye Oe3nocepenHiil 3B’430K MK HaBYaHHSAM 1 MPAKTUYHOIO
JUSUTBHICTIO, CIIPHSIE MIBUAKIN alanTallii OCBITHIX MaTepialliB IO peaJbHUX KIIHIYHUX TOTpeo 1
JI03BOJIsIE TIOUIMPIOBATH BHYTPIIIHINA JOCBIJ K YNpaBIiHCBKUN cTaHaapT. BogHowac 1e
M1JICUIIIOE JI1IEPChKUI MOTEHIIal MpaliBHUKIB, (POPMYy€E MOUYTTS CNUIBHOI BIANOBIIAIBHOCTI
3a SKICTh MEIUYHOI JIOMOMOTH Ta PO3BUTOK IHCTHTYLIMHOI KYJNbTypW 3aKiany, CIpHsE
PO3BUTKY KOMaHIHOI B3a€EMO/Iii Ta 3MEHIIIY€E IIMHHICTH KaJIpiB.

[HCcTUTYIIIHA HAsIBHICTH OCBITHBOI INIAT(GOPMH BCEPEANHI 3aKiIaly HaJJa€ TAKOXK HU3KY
YIPaBIIHCHKHUX TIEpEBar:
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—3a0e31neuye CHCTEeMHICTh MTPOQECIHHOTO PO3BUTKY 1 3MEHIITYE BUTPATH Yacy Ta PeCypcCiB
Ha 30BHIIIHI HaBYaJIbHI (hopMaTH;

—JI03BOJISIE ONIEPATUBHO pearyBaTH Ha YIPABIIHCHKI BUKJIMKHU Ta MOTPEeOM HACEICHHS
yepe3 TEeMaTW4HI TPEHIHru (HampHKiIaj, SKIO (IKCYeThCs crajaXx Kopy, TO HPOBOJUTHCS
TPEHIHT 13 BaKIMHAII1 Ta KPU30BUX KOMYHIKaIlii; KOJU 3MIHIOIOTHCS KIIIHIYHI TPOTOKOIH YU
cragaaptd HC3Y — cTBOPrOEThCS HABYATBHUN MOJIYNIb a00 3yCTpiy AJis JIIKapiB 1 MeacecTep;
AKIIO 3’ SIBJISIETbCS HOBUI 3amUT BiJl OATHKiB, HAPUKIIAJ, MO0 CUXOEMOLIHHOTO PO3BUTKY
JUTUHA — OPTraHI30BYEThCS CIUIBHUI OCBITHIM 3aXiJ 3a y4acTi IICHUXOJIOTIB; KOJIM KOMaH/Ia
CTHKA€THCS 3 BUCOKMM HAaBaHTa)XEHHSAM a00 HOBHUMH IM(PPOBUMHU IHCTPYMEHTAMH —
MIPOBOJIUTHCS BHYTPIIIHIA MIHI-TPEHIHT 13 HaBHYOK HHM(POBOi TI'PAaMOTHOCTI YH CTpec-
MEHEKMEHTY).

—crpusie 30epeKeHHI0 KaJPOBOT0 MOTEHI[iaTy, OCKUIBKH IEPCOHANl OTPUMYE MOXKIIUBOCT1
pocTy i camopeai3zallii B Mekax yCTaHOBH,

—(hopmye KOPIIOPaTUBHY 1IEHTUYHICTh 1 OpEH/T 3aKIaay SIK Cy4acCHOTO OCBITHHOTO Xaba
OXOpPOHHU 3/10pOB’s;

—CTBOPIOE MIATPYHTS JIJIs1 IHHOBAIIIHOTO YIIPaBIiHHS, y SKOMY 3HaHHS, KOMYHIKaIlis Ta
NPaKTUKa B3a€MHO I1ICHITIOIOTH OJIHE OHOTO.

TakuMm ynHOM, OCBITHI KOMIIOHEHT, iHTerpoBanuil y ctpykrypy KHII «/utsua micbka
nonikiminika Ne6» OMP, € crpareriuHuM iHCTPYMEHTOM pPO3BHTKY 3aKJaay, MOEIHYIOUU
npodeciiiHe BIOCKOHATICHHS TIEPCOHAITY 3 MiABUIIEHHAM €(EeKTUBHOCTI YIPABIiHHSA Ta SKOCTI
B33a€MO/Ii1 3 TalliEHTAMHU.

Lughposi cepsicu € 00Hi€0 3 KNHOUOBUX CKAAOOBUX MOOEPHI3aYii cucmemu YnpaeiinHsl
6 KHII «/{lumsaua micvka nonixninixa Ne6y OMP. Lnudposi incTtpymenTu, Buposakeni B KHIT
«Iutsua micbka momikiiHika Ne6y OMP, nmominbHO po3risaatd SK iHTErpoBaHy IUGPOBY
eKOCHCTeMy yIpaBIiHHA. [i GyHKIIOHyBaHHS 320e3Medye HiTiCHICTh YIPaBIiHCHKOTO UKy —
BiJl 300py NEPBUHHMX JaHUX 1 CTaHAApPTH3aIlil MPOIECIB 10 MOHITOPUHTY, aHATITUYHOTO
y3araJbHEHHS Ta MiATPUMKH MPHUHATTS YIPaBIIHCHKHUX pimeHb. Takwid miaxix mo3Boiisie
MO€HATH CEPBICHY CKJIAJ0BY, BHYTPILIHIM KOHTPOJb, SKICHY KOMYHIKALIO Ta YNpaBJIiHHSA
pecypcaMul B €JIMHIN CHCTEMI, OPIEHTOBaHIN Ha MIABUIIEHHS PE3yJbTATUBHOCTI MISUIBHOCTI
3aKJIaay Ta IKOCTI MEAMYHOI JOIOMOTH.

VY Mexax 3a3Hau€HOi €KOCHCTEMH MOYKHa BHOKPEMHUTH YOTHPH B3aEMOTIOB’SI3aHUX
piBHIB M(ppoBizallii, a came:

— onepayilinuii pisenv 3a0e3neuye Oe€3MEpepBHICTh 1 CTAHAAPTHU3ALII0 IOJICHHUX
MpolieciB (OpraHi3allito 3amnucy Mai€HTiB 0 JIKapiB, MapuIpyTU3aIlil0 3BEPHEHb, (hiKCaIlito
HPUCYTHOCTI MEPCOHANY, OPTraHizallilo Ta MPOBEIECHHs KJIIHIKO-11arHOCTUYHHX J1a00paTOpHUX
JTOCJIIJPKEHB TOIIIO).

— cepeicHO-KOMYHIKayitinuil pieens (HOPMYe 3pyUHi KaHAJTU B3a€MOJII 3 MallieHTaMH Ta
MeXaH13MHU 3BOPOTHOTO 3B’SI3KY, 1O MiJICHIIIOIOTh MalllEHTOOPIEHTOBAHICTb.

— ananimuynull pisens 3a0e3neuye 00poOKy JaHMX 1 Bi3yali3allilo KIFOUOBUX OKa3HUKIB
JUSTBHOCTI AJ1s1 YIIPaBIIHCHKOTO KOHTPOJIIO.

— cmpameziuHull pigenb, y CBOIO YEpry, CIUPAETbCS HA aHATITUKY JAJS IUIaHYBaHHS,
MIPOTHO3YBAaHHSI PU3UKIB 1 KOPEKIi YIMpaBIIHCHKUX PILIEHb 3 YpaxXyBaHHSIM JUHAMIYHOCTI
30BHIIIHIX Ta BHYTPILIHIX BUKJIHKIB.

BnpoBamxkenns mudpoBux cepBiciB y AISUTHHICTD 3aKiIany Tpanchopmye iHbopmartito
PO HaJaHHS MEAWYHOI JOTOMOTH Ta CEpBICHI MPOLECH 3 (parMEeHTapHUX IOKA3HUKIB Y
CTPYKTYpOBaHUH yIpaBiIiHCbKUI pecypc. [aHi, siki reHepyroThesl HuppoBUMHU M1aTGopMaMu,
BUKOPUCTOBYIOTbCS HE JIMIIE 3 METOI0 MOTOYHOIO KOHTPOJIO, ajie M JJIs aHaii3y TeHJCHIIIH,
BUSIBJICHHSI CUCTEMHHUX TPOOJIEM 1 MPOTHO3YBaHHS HABAHTAXKEHHS. TaKWil MiAX1T JO3BOJISIE
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MIePEHTH BiJ MO YIIPABIIHHS «TOCT(PAKTyM», 3a IKOI yIPaBIIHCHKI PIIICHHS YXBATIOIOTHCS
micIisi BUHUKHEHHS POOJIeMHOT CUTYaIlii, KOJIH BXKEe Tpeba «TacUTH MOXKEKY» 10 TPOAKTUBHOT
MOJIeIIl, Y KIH YIPaBIiHCHKI PIICHHS, TIO-TIEpIIIE, IPYHTYIOThCA Ha 00’ €KTUBHUX JaHHX, a HE
BUKIIIOYHO Ha CYO €KTMBHHX OIliIHKax a0o mocTdakTyMm aHami3i, Ta, MO-Apyre, MaroTh
MIPOTHO30BAaHMM 1 KEPOBAHUH XapakTep. Y IIbOMY KOHTEKCTI IU(PPOBI CEpBICH BUCTYMAIOTh HE
JHIIE TEXHOJOTIYHUM I1HCTPYMEHTOM, a TIOBHOLIIHHUM €JI€MEHTOM CHCTEMH YIPaBIiHHA
AKICTIO Ta PO3BUTKY 3aKJIay.

BaxnuBy ponb y cuctemi 1udpoBOro ympaBIliHHS B 3aKJIafl Biirpae BT SKOCTI,
CEepBICY 1 KOMYHIKaIlii, y CTpYKTypi IKOro (DYyHKIIIOHYE CYy9aCHHH KOHTaKT-IIEHTP. BigkpuTuit
1 wepBHsa 2020 poky, BiH CTaB CKJIAJOBOIO MALlIEHTOOPIEHTOBAHOI MOJENI 0OCIYrOBYBaHHS,
3a0e3mevyrour TMOCTIHHY KOMYHIKAI[lF0 MDK TaIliEHTaMH Ta 3aKJIaJloM. 3a TepioJ poOoTH
oreparopu omnparoBany noHaa 323000 n3BiHKIB, IO CBIYUTH PO MACHITA0HICTH CEPBICYy Ta
JIoBIpy TpomaasH. KOHTakT-IeHTp BUKOHYE He Juie iHGOpMAIiiHy, a ¥ YHpaBIIHCBKY
(GyHKILIII0: BiH € KaHAJIOM IEPBHHHOTO MOHITOPUHTY TIOTPEO MAalli€HTIB, T03BOJISE ONIEPATHBHO
BUSBIIATU MPOOJIEMH Ta MepefaBaTH iX A po3risay aaMminicTpamii. Takuil miaxia cyTTeBO
3MEHIIY€ HaBaHTAKEHHsI HAa PEECTPATypH, CKOPOUYE Yac OYIKYBAaHHS Ta IMiJBHUILYE 3arajbHy
JOCTYIHICTh MEAMYHUX TOCIIYT.

Cucrtema mdpoBOro 3BOPOTHOTO 3B’S3KY B 3aKJIaJl peaslizoBaHa 4epe3 ImiaThopmy
Revisior — cepBic MOHITOPUHTY BIATYKiB i CKapr y peKuMi peajbHOro 4yacy. IlamieHTn MaroTh
3MOTY 3JIMIIATH BIATYKH Yepe3 eIeKTPOHHY MOIITY, (hopMy 3BOPOTHOTO 3B 513Ky Ha caifTi abo
3a 0MoMororo iHaAuBiAyaibHUX QR-K0/1B, pO3MIlIEHHUX Y KO)KHOMY KaOiHeTI Ta BiAALICHHI.

Perynspumii aHamiz piBHS 3a0BOJEHOCTI 3IIHCHIOETHCS 32 IOKA3HUKOM 1HJEKCY
nigrpumku cnoxuBada (NPS — Net Promoter Score), sikuii y 3akiaji cTabijibHO BUCOKHI — BiJl
70 no 82 %, w0 MmOTBEPKYE MOBIpY MAIiEHTIB. Y3arajabHEHI pe3yIbTaTH IOMICSIISI
HOJAI0ThCS 3aBlAyBauaM aMOynaTopiil 1 MEMUYHOMY AUPEKTOPY Ui OOTOBOPEHHS B KOMaH/1ax,
0 GopMye KyJIbTypy MOCTIHHOTO BIOCKOHAJICHHS CEPBICY.

OxpiM 1BOro, y 3aKjaAl BIPOBAPKEHO BHUKOPUCTaHHS MOOIIBHOIO 3aCTOCYHKY
Sympto.me, skuii € nAGPOBUM IHCTPYMEHTOM MIATPUMKH (I3MYHOTO Ta MEHTaIBHOTO
3/I0pOB’sl MAI€HTIB 1 WIEHIB iXHIX POAMH. 3aCTOCYHOK (DYHKIIIOHYE SIK MEPCOHATI30BaHUN
M (ppOBUI aCUCTEHT, OPIEHTOBAHUI HA MIABUILEHHS MOIH(MOPMOBAHOCTI KOPUCTYBAYiB 11010
BJIACHOTO CTaHy 3/I0pOB’s, a TaKOXX Ha MIATPUMKY NPUHUHATTS 3BaXKEHUX PILIEHb ILI0J0
NOJaJbIINX /1M y pa3i NOSIBU BIAMOBIIHUX CUMIITOMIB.

@DyHKIIOHATbHI MOXJIMBOCTI Sympto.me BKIIOYAlOTh JIarHOCTUKY  (i3UYHHUX
CUMITOMIB Ha OCHOBI BBEAECHHUX KOPHUCTYBau€M JIaHUX 13 MNOAAIbUIMM (OPMYBaHHIM
peKoMeH/allii, Y3ro/UKEHUX 13 YMHHUMH KIIHIYHUMH MPOTOKOJaMu. TakoXk J10/1aToK,
CIIUPAIOYMCh HA OIMHUCAHI MAlllEHTOM CHUMIITOMH, BU3HAYa€ CTYIIHb «HETAHHOCTI» 3BEPHEHHS
1o Jikaps Oe3nocepeqHbo. Takuil MigXiJ cHpHse palioHadi3alii 3BepHEHb 3a MEAUYHOIO
JIOTIOMOT'OFO Ta ONTHUMI3aIlli B3a€MO/II1 MK MAI[IEHTOM 1 CHCTEMOIO OXOPOHH 3/I0POB’51.

BaxuBoro CKi1a10BOIO 3aCTOCYHKY € MOJYJIb MIATPUMKH MEHTAIBHOTO 3/J0POB’ s, IKUI
nepea0davyae BUKOPUCTAHHS CTAHIAPTH30BAHUX ONMUTYBAIBHUKIB ISl IEPBUHHOTO OIIHIOBAHHS
NICUXOEMOIIIMHOT0 CTaHy KOpUCTyBayda. 3aCTOCYHOK Haja€ IHTEPIpPETalil0 pe3ysbTaTiB Ta
MPOIOHYE PEKOMEH Il 11010 MOAATIBIINX KPOKIB, 30KpeMa 3BepHEHHS 10 ¢axiBLiB Yy chepi
NCUXiYHOTO 370poB’s. OKpiM 1bOro, y JOJaTKy IHTErpoBaHI TIEpeBIpeHi TEeXHIKU
CaMOJIOTIOMOT Y, SIK JIOTIOMararoTh 3HU3UTH PIBEHb TPUBOXKHOCTI Ta CTaOU1I3yBaTH €MOIIIHUI
CTaH JIIOIUHHU.

Sympto.me TakoX BHUKOHYE OCBITHIO (YHKIIIO, 3a0e3Mmeuyrodd JOCTYIl 10
CTPYKTYPOBAHOI Ta HAyKOBO OOIPYHTOBaHOI iH(OpMalii 3 MUTaHb (Pi3MYHOTO 1 MEHTAJIBHOTO
3I0pPOB’S Y 3p03yMUIOMY JUIsl TiepeciyHoil TpomMaachkkocTi dhopmarti. Lle cnipuse GpopmyBanHIO
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MEINYHOI IPaMOTHOCTI JIeKJIapaHTIB NOJIKIIHIKK Ta PO3BUTKY HABUYOK CaMOCIIOCTEPEKECHHS
i BIZIMIOBIIaJIbHOTO CTABJICHHS IO BJIACHOTO 3710POB’S1.

BukopucranHs MOOUIBHOIO 3aCTOCYHKY SyYmpt0.Me TakoX BUKOHYE Ba)KJIMBY
YIPaBIIHCBKY (YHKIIO, SIKa TOB’sA3aHa 3 ONTUMI3AIlIEI0 HABAaHTAXCHHS HAa MEJUYHUX
npaniBHUKIB. OTPUMYIOUM MEPBUHHI PO3’SCHEHHS 1100 CUMIITOMIB, MOXKJIMBHX MPUYUH IX
BUHUKHCHHS Ta JITOPUTMIB MOJATBIINX il BIAMOBIAHO 0 KIIHIYHUX MMPOTOKOJIIB, MAIIEHTH
MaroTh 3MOT'y Kpallle HiAroTyBaTUCS 10 KOHCYJbTALll a00 caMOCTIIHO 30pi€EHTYBATUCS LI0A0
JOLITBHOCTI 3BEPHEHHS 32 MEIUWYHOI0 JomoMororo. lle 3MeHiye KiTbKiCTh PYTHHHHX
3BEPHEHB JI0 JIIKApiB, AKi HE MOTPEOYIOTh HEralHOTO KIIIHIYHOTO BTpy4aHHsA. OTKe, MOXKHa
3a3HAYUTH, HI0 y pe3yJbTaTi BIPOBAHKEHHS IHOTO LU(MPOBOrO IHCTPYMEHTY BinOyBcs
HEepepo3oIi JTIKapChKOro 4acy Ha KOPUCTh KIIIHIYHO 3HAYYIIMX KOHCYNbTALil, CKIaJHUX
BUIAJIKIB 1 MAII€HTIB, SKi MIHCHO MOTPEeOyIOTh MEIUYHOTrO cympoBomy. st amminicTpamii
3aKJaay 1€ CTBOPIOE JOJATKOBI MOMKIMBOCTI JJIsi OLIBII PaIliOHAIBHOTO TUIAHYBAaHHS
JIKapChKUX TPHUHOMIB, 3HIDKECHHS TEPEBAaHTAKEHHS IMEPCOHATY Ta 3amnobiraHHs Horo
npodeciiiHoMy BuropanHio. TakuMm yuHOM, Sympto.me BHCTYIA€ HE JIMILIE CEpPBICOM
MiJTPUMKH TIAIIEHTIB, a CKJIAJJOBOIO YIPABIIHCHKOI MOJIEN, CIPSIMOBAHOI HA ITiIBUIICHHS
e(eKTUBHOCTI BUKOPUCTAHHS JIFOJCHKUX PECYPCIB Y HOTIKIIHIII.

Hudporizamis ympasminas skictio B KHIT «/lutsya mickka momikimiHika Ne6y
peai3yeThecs Uepe3 CIiBIpallio 3 HallioHaapHOW miardopmoro eHealth, cucremoro Google-
AQHATITUKY Ta BIIACHUMH aHATITHIHUMH Jnamdopaamu. Y 2024 porri 3akiaa CTaB MePEMOKIEM
KOHKYpCy «Haiikpammii nuppoBuii 3aKkiaq OXOPOHH 3710poB’s» mif yac eHealth Summit — 3a
BUCOKHMI piBeHb NU(pOBi3alii, BIPOBAHKEHHS €HEProe()eKTUBHUX pINIEHb Ta 3pydHi
eNeKTpoHHI cepBicu. Toro ’x poky mMojikimiHika oTpuMana Bim3Haky Helsi Awards 3a
IHHOBAITIHUH ITiIX11 J0 pOOOTH 3 METUIHOIO 1H(OPMAIIHHOIO CHCTEMOIO.

B ananitnyHomMy HanpsMKy c()OpMOBAHO KOMaHJy aHANITHKIB, sIKa MPALOE 3 JaHUMU
Helsi, mambopnamu Ta incrpymentamu (Google s OIIHIOBaHHS KJIFOYOBHX IOKA3HUKIB
TiSUTBHOCTI JTIKapiB MEPBUHHOI Ta BTOPUHHOI JTaHKU. CUCTEeMHUI aHalli3 1HIUKATOPIB SIKOCTI,
IPOJYKTHBHOCTI Ta €()eKTUBHOCTI JO3BOJISIE OTIEPATUBHO MPUIMATH YIPABIIHCHKI PillIeHHS,
IUTaHYBAaTH HABAHTA)KEHHS, BUABIISATH PU3UKHU M ONTHMI3yBaTH MPOLIECH.

Oxpemy pousib Bifirpae BHyTpimHIA Moaynb «Compass Control», mo go3Bosisie
3nilcHIOBaTH OlOMETpUYHY (hiKCaIlil0 MPUCYTHOCTI MEPCOHAY Ta aHali3 JUCLUIIIHAPHUX 1
YacOBUX MOKa3HUKIB. CIIOUaTKy CHCTeMa Majia MEePeBaKHO (PYHKIIIIO O€3MeKH, OJHAK 3r0JI0M
CTajla IHCTPYMEHTOM YIPAaBIIHCHKOIO KOHTposto Ta HR-aHamiTHKM, MiJBUIIMBIIN TOYHICTb
001Ky Ta BINOBIAAJIBHICTh MPALlIBHUKIB.

JlaGoparopisa 3aknany «Compass Lab» € mnpukmagom ycmimzoi 1udpoBoi
TpaHc@opmallii 11arHoCTUYHOI ciyx0u. Y 2022-2023 pokax 3akiaj IHTErpyBaB JaOOPaTOpHY
iHpopmaniitny cucremy (JIIC) i3 memuunoro iHdopmaniiiHoro cucremoro (MIC) Ta
€JIEKTPOHHOI0 cucTeMoro oxoponu 3710poB’st (ECO3). Lle 103BoauI0 CKOPOTUTH Yac 0OPOOKH
pe3yibTaTiB, SMEHIIUTH aJMIHICTPAaTUBHE HAaBAaHTAXKEHHSI Ha TTepCcoHa 1 3a0€3MeUNTH IBUIKE
HaJICUJIaHHS J11arHOCTUYHUX 3BITIB JIIKapsAM Ta MalieHTaM y nudposomy popmari.

Compass Lab Gepe yuyacth y MiKHapOAHHX MPOrpamax 30BHINIHBOI OLIHKH SKOCTI
Sysmex EQA (fnonist) ta Prevecal (Icmawnis), a Takox y HarioHanbHiN nporpami MIIP
pedepenc-ientpy Oxmataut. OTpuMaHi pe3ylbTaTH MiATBEPANUIIH BiIIOBIIHICTH JabopaTopii
MDKHApOJHUM CTaHAapTaM $KOCTI Ta 3MIIHWIM JAOBIPY JiKapiB 1 MaIl€HTIB. 3aKymiBisd
BUCOKOTOYHOTO OIHOKYJISIpHOro Mikpockorna y 2023 poui po3mmpuia JIarHOCTUYHI
MOKJIMBOCTI, IO CHPHUSJIO PAaHHROMY BHSIBICHHIO 3aXBOPIOBaHb 1 IMJABHUINCHHIO KIIHIYHOT
e(eKTUBHOCTI.
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Oco06nrBa yBara npuIias€eThCs MUTAaHHAM 0e30ap’€pHOCTI Ta IHKJITFO3UBHOCTI. Y 3aKJIaji
BIIPOBA/KECHO HABIralliifHy CUCTEMY 3 BUKOPUCTAaHHAM mpu(Ty bpaiins, aie TemmneparypHHii
CKpUHIHT 1 AaT4uku piBHSI CO2, 0 BIANOBIIA€ CyYaCHUM CTaHJIapTaM O€3IEKH CepeIOBHUIIA.
Taki pimieHHS TOEAHYIOTh HHU(POBI TEXHOJOTil Ta MPUHIMIIK YHIBEPCAIBHOTO IW3aiHY,
poOJIsIUM 3aKyaja 3pyYyHUM JJIs BiABIAYBadviB 13 PI3HMMH NOTpeOaMHu Ta ITIBHIIYIOUN PIBEHBb
JIOBipH 3 OOKY TPOMA/IH.

CykymnHicte 1mudppoBux ceppiciB KHII «/[utsua michka momikiminika Ne6y OMP
YTBOPIOE OaraTOpiBHEBY CUCTEMY YIPABIIHHSA, Y SIKill KOKEH KOMIIOHEHT BUKOHYE BH3HAUCHY
YOPaBIIHCHKY (YHKIIIIO — BiJ 300py Ta aHaII3y JaHUX 10 YXBAJICHHS PillleHb 1 MOHITOPUHTY
AKOCTI iX BukoHaHHA. CpopmoBana nudpoBa Moiesb PYHKIIIOHYE SK IHTETpOBaHA €KOCHCTEMA,
10 TIOEIHYE OTEPAIlifHUN, CePBICHO-KOMYHIKAIIMHUN, aHATITUYHUN 1 CTpAaTEeTiYHUN PiBHI
yIIpaBIIiHHSA Ta 3a0€3Meuye MUTICHICTh YIPABIIHCHKOTO IIUKITY B 3aKJIaJl OXOPOHHU 3/J0POB’SI.

Hudposi cepsicu B KHIIT «/lutsiua michka momikiainika Ne6» OMP BuctynaioTh He
IIPOCTO TEXHOJIOTITYHUM OHOBJICHHSIM, & CACTEMHUM YIPABIiHCHKUM IT1IXOA0M, KU 32 YMOBHU
MOETAHOI'0 BIPOBA/KEHHS Ta YIPABIIHCHKOI Opi€HTALil HA pOOOTY 3 JaHUMHU Ma€ MOTEHIiall
70 ananTamii # MacmTaOyBaHHsS B 3aKJa/aX OXOPOHHU 3J0POB’SI Pi3HUX PiBHIB, (GOpPMYIOUH
CydacHy MOJieJb MEAMYHOI'O0 MEHEDKMEHTY, 3aCHOBaHy Ha IHHOBaLIMHUX LUPPOBUX
pIlICHHSIX, €PEKTUBHOCTI, O€3Ieli, IHKITFO3UBHOCTI Ta JOBipi MAIIEHTIB.

BuCHOBKHY 3 1aHOTO0 TOCTiI’KeHHS i IePCNEeKTHBH MOAAJbIINX PO3PO0OK 32 TaHUM
HanpsimoM. [IpoBezieHe HOCITIHKEHHS TIEPEKOHIIMBO JIEMOHCTPYE, M0 ePEKTUBHUNA MEIUIHUN
MeHeKMEHT XXI CTONTTS Mae TIpyHTYBaTUCA Ha 1HTerpamii OCBITHIX 1 IH(PPOBUX
IHCTpYMEHTIB, 5IKi ((OPMYIOTh €JHY OaraTopiBHEBY CHCTEMY YIPABIIHHS 3aKJIaJJ0OM OXOPOHHU
310pOB’s. SIKIIO OCBITHIN KOMIIOHEHT IIi€l cucTeMu 3a0e3neuye OesnepepBHUM mpodeciiHuit
PO3BUTOK TIEPCOHAITY, KQJPOBY CTANICTD 1 POPMYBaHHS JIiEPCHKOTO MOTCHINATY KOMaHIH, TO
U (pPOB1 IHCTPYMEHTH CTBOPIOIOTH YMOBH JUISI aHAJIITUYHOT PO30POCTi, KEPOBAHOCTI MPOIIECIB
1 migBHUIICHHA €(QEKTUBHOCTI YIPABIIHCHKHX pPIlIEHb, a TaKOXX 3MIIHEHHS JOBIpH MK
MEIUYHUM 3aKJIaZIOM 1 Harl€HTaMu.

OyHKIIIOHYBaHHS 1HTEIPOBAHOTO OCBITHBOrO Maiimanunmka Compass Education y
NO€AHAHHI 3 JiI0YMMH IHU(POBUMHU cepBicaMH (GOpMye LITICHY YHPABIIHCHKY MOJIEINb,
OpIEHTOBAHY Ha JIaHl, PO3BUTOK 1 SIKICTh. Y MeXax I[i€l MOJIeJ OCBITHI KOMIIOHEHT BUKOHYE
CTpaTeriyly (QYyHKIIO MIATOTOBKU Ta MIATPUMKHM IEPCOHANTY, TOMl AK LU(POBI cepBicH
peani3yloThCsl Ha KIUIBKOX B3a€EMOIIOB’SI3aHUX  PIBHSAX  YHOPABIIHHA:  onepayitHomy
(3a0e3meveHHst Oe3MepepBHOCTI Ta CTaHAAPTU3ALll MPOLECIB), CEpBiCHO-KOMYHIKAYIIHOMY
(oprasi3ariist B3a€MO/Iii 3 MaIlieHTaMu Ta 3BOPOTHOTO 3B’SI3KY), ananimuyrnomy (361p, o0poOka
Ta IHTepHpeTauis HaHuX) 1 cmpameciynomy (NIATPUMKA TIIJIAHYBaHHS Ta YXBaJCHHS
YIPaBIIHCHKUX PILLIEHB).

Taka iHTerparis OCBITHIX 1 LH(POBUX IHCTPYMEHTIB 3a0e3Meuye o€ AHaHHSI HaBYaHHS,
KOMYHIKaIlll, aHaJIITUKK Ta CEPBICY B €IMHY YNPABIIHCHKY €KOCUCTEMY, Y MEKaX SIKOT KOXKEH
€JIEMEHT BHKOHYE BHM3HAuU€HY YNPABIIHCbKY (YHKIIIO Ta MiACWIIOE 1HII KOMIIOHEHTH
cuctemu. LludpoBi TexHOOrIT B LIl €KOCHCTEM] BUCTYNAIOTh KaTajli3aTOpoOM YIPaBIIHCHKUX
pileHsb, 3a0e3Meuyroun THYYKICTh, aJJallTUBHICTh 1 MOKJIMBICTh IPOAKTUBHOTO pearyBaHHs Ha
BUKJIMKH CHUCTEMH OXOPOHH 370POB’S, TOJl SIK OCBITHIM KOMIOHEHT (OpMY€ THCTUTYLINHHY
OCHOBY JIJIs BIIPOBAKCHHS 1HHOBAILi} 1 TpaHC(hOpMaliifHUX 3MiH.

OTxe, OararopiBHEBA IHTErpallis OCBITHIX 1 IU(POBUX IHCTPYMEHTIB y cTpykTypi KHII
«utsaua micbka nonikiiHika Ne6» OMP cTBOproe cyyacHy MOAENb YIPaBIiHHS 3aKJIajoM
OXOPOHHM  37I0pOB’s, M0 TIOEJHYE I1HHOBAIIMHICTh, JOKA30BICTh, BIIKPUTICTh 1
MAI[l€EHTOOPIEHTOBAHICTh,  BIAMOBIJAIOYM BUKJIMKAM TOBCSKIACHHS Ta CTpaTeriyHUM
MPIOPUTETaM PO3BUTKY CUCTEMH OXOPOHHU 3/I0POB’sl YKpaiHu.
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[lepcriekTHBY MOAATBIINX JOCTIIKEHB MOJIATAIOThH Y PO3IIUPEHH] eMITIpUYHOT 0a3u Asist
NPOBEICHHS MOPIBHSUIBHOTO aHaji3y BIPOBAKCHHS OCBITHIX 1 IM(POBUX YMpPaBIiHCHKUX
IHCTPYMEHTIB Y MEIWYHHUX 3aKja/Jax PI3HUX PIBHIB, a TaKOX y PO3pOOJICHHI NMPAKTUIHUX
pEKOMEHIaIlIi 100 CTaHAapTH3aIlii Ta MacTaOyBaHHS [UX MiTXOIIB Y CUCTEMI OXOPOHU
310pOB’s YKpaiHu.
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Educational and Digital Services as an Integral Component of Successful Management in a
Modern Healthcare Facility: The Case of the Municipal Non-Profit Enterprise “Children’s City
Polyclinic No. 6” of the Odesa City Council (Compass).

The aim of the article is to examine the role of educational and digital tools in forming a
modern healthcare management model, based on the practical experience of the Municipal Non-Profit
Enterprise "Children’s City Polyclinic No. 6" of the Odesa City Council (Compass). The study assesses
the impact of integrated educational and digital services on the quality of healthcare delivery and
evaluates their significance as contemporary managerial practices.

Analysis results. The research is grounded in the premise that modern healthcare management
operates amidst rapid transformation, characterized by increasing complexity, rising patient
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expectations, and the demand for data-driven, flexible, and adaptive solutions. Consequently,
healthcare institutions must evolve beyond traditional administrative models toward integrated
approaches that combine continuous professional development with advanced digital solutions for
operational control, analytics, communication, and strategic planning

The analysis is based on empirical data and management practices implemented at the
Municipal Non-Profit Enterprise "Children’s City Polyclinic No. 6" of the Odesa City Council. The
study demonstrates a robust interconnection between two core components of the institution’s
management system: an internal educational service dedicated to continuous professional development
and a comprehensive digital management ecosystem. The educational component is operationalized
through the Compass Education platform, which integrates professional training, interdisciplinary
communication, and staff development into the facility's daily operational framework. In contrast to
external training formats, this internal platform ensures continuity, adaptability, and precise alignment
with practical clinical and managerial requirements. Consequently, it fosters workforce stability,
leadership development, and a cohesive institutional culture.

The digital component is conceptualized as an integrated digital management ecosystem rather
than a collection of isolated IT tools. This ecosystem comprises four interrelated functional levels:

— The operational level, which ensures the continuity and standardization of daily processes;

— The service and communication level, which facilitates patient interaction and feedback
mechanisms;

— The analytical level, which supports data collection, processing, and visualization for
managerial oversight;

— The strategic level, which enables evidence-based planning, forecasting, and decision-making.

The findings indicate that the integration of educational and digital tools transforms fragmented
operational data into a structured managerial resource. This transition enables a shift from reactive
management to a proactive, data-driven governance model, ultimately enhancing transparency, service
quality, and patient trust while optimizing human and organizational resources.

The scientific novelty of this research lies in:

— The presentation of original empirical data derived from the real-world implementation of an
integrated management model within a municipal healthcare setting.

— The conceptualization of a four-level digital management framework as a coherent ecosystem
that supports the entire management cycle.

Conclusions and directions for further research. This study confirms that effective healthcare
management in the twenty-first century relies on the systematic integration of educational and digital
tools, which together constitute a multi-level management system. The educational component facilitates
continuous professional development, workforce sustainability, and leadership capacity, while digital
tools provide analytical transparency, process controllability, and enhanced managerial decision-
making. The integration of the Compass Education platform with digital services creates a holistic,
data-oriented, and quality-driven management model. In this framework, education plays a strategic
role in preparing staff for organizational change, while digital tools function across operational,
service-oriented, analytical, and strategic levels within a unified ecosystem.

The practical significance of this research lies in the adaptability of the proposed model for
healthcare institutions of various levels. Future research should focus on expanding the empirical base
through comparative analyses of similar implementations. Furthermore, efforts should be directed
toward developing recommendations for the standardization and scaling of integrated educational and
digital management approaches across the broader healthcare system of Ukraine.

Keywords: healthcare management, healthcare digitalization, digital tools, educational services,
quality and accessible healthcare, data-driven governance.
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BOEHHMMHM PU3HKAMH, NOPYIIEHHSAMU JIOTICTUYHUX JIAHIIIOTIB 1 3MIHOIO CHIO’KMBYUX MOJIENEH,
HiANPUEMCTBA PO3APIOHOT TOPriBJII ONMHWIMCA Tepel HEOOXITHICTIO MepeOCMHUCICHHS
BJIacCHMX Oi3Hec-Mozeneil. TpaauiiiiHi Mozesni oprasizauii JisjIbHOCTI, OPIEHTOBAaHI NepeayciMm
Ha MaclTaOyBaHHSA Ta OmepaliiiHy e()eKTUBHICTb, BUSBWIINCS BpA3IMBUMHU JI0 30BHIIIHIX
IIOKIB, 110 TMTOCUJIIOE 3arpo3y BTpaTH (PiHAHCOBOI CTIMKOCTI Ta MIABUIIYE PIBEHbh €EKOHOMIYHOI
HeOesneku. lle 3yMOBIIOE aKTyaldbHICTh IOWIYKY HOBHUX MIJXOMAIB 0 3a0e3MeyeHHs
JIOBFOCTPOKOBOi CTaOIIBHOCTI PO3APIOHUX MIANPUEMCTB 4Yepe3 (QOpMYyBaHHS CTIHKUX,
a/IalITUBHUX Ta PE3WJILEHTHUX Oi3HEC-MOJIeNe.

B ymoBax BoeHHUX niii B YKpaiHi, BOJATHJIHHOCTI CITOKUBYOTO TMOMMUTY, IM1IBUIIICHHS
BUTpAaT Ha JIOTICTHKY, €HEproHOCii Ta MepcoHajd MUTaHHA EKOHOMIUHOI Oe3NeKH CcTae
KJIIOYOBUM YMHHUKOM CTPATEri4YHOrO BW)KMBAHHS MIJIPUEMCTB PO3JpIOHOT TOPTiBIIL.
[TigBuieHHs onepaiiiHux Ta piHaHCOBUX PHU3HKIB, 3pOCTaHHS HEBU3HAYEHOCT] Ha TOBapHUX
pUHKaX 1 HECTAOLIBHICTh IHCTUTYIIIHOIO cepeloBuUIlla MOCUIIOIOTh MOTpedy y GhopMyBaHHI
3IaTHOCTI MiJIPUEMCTBA MIBUJIKO BiHOBIIIOBATUCS, aJalTyBaTHCA JI0 3MiH 1 3a0e3medyBaTu
0e3nepepBHICTh CTBOPEHHS IIIHHOCTI AJIsl CIIO’KHUBAYIB.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Came cTiiikicTh 0613HEeC-MOIeII — K KOMIUIEKCHUH TMOKAa3HUK THYYKOCTI, alallTUBHOCTI
Ta CTPATETiYHOI Y3TOJUKEHOCTI — IOCTa€ BAXKIUBUM (DAaKTOPOM 3MILHEHHS EKOHOMI4HOI
Oe3mneKu.

He3Baxxarouu Ha HasBHICTh 3HAYHOI KUIBKOCTI JOCIIIPKEHb, IPUCBIYCHUX EKOHOMIUHIH
Oesrierni miIpUEMCTBA Ta aHATI3Y IHHOBAIIMHUX O13HEC-MOJICNICH, TUTaHHS BU3HAYCHHS POJIi
CTiiKOCTI Oi3HEC-MOZeNi SK JeTePMIHAHTH €KOHOMIYHOI O€3MeKH MiJIpUEMCTB PO3IpiOHOT
TOPTIBJII 3IMIIAETHCA HEAOCTATHBO PO3pOOJICHNM. 30KpeMa, 0OMEKEHOI € KUIBKICTh POOiT,
IO IHTETPYIOTh KOHIEMIII0 PE3UJIHEHTHOCTI Oi3HEC-MOJEeNl 13 CHCTEMHHMM IiJIXOAOM [0
OILIIHIOBAaHHSI €EKOHOMIYHOT O€3MeKH, PO3KPUBAIOTh MEXaHI3MH BIUIMBY aJJallTUBHUX €JIEMEHTIB
0i3HEeC-MOJIeI Ha 3HWIKEHHS PU3MKIB Ta cTabumizamiio ¢GpiHaHCOBHX MOTOKIB. BiACyTHI Takox
rajxy3eBi IiJIXOJHW, OPI€EHTOBaHI Ha crenudiky po3apiOHOI TOPTIBII, IO XapaKTEPU3YETHCS
BHCOKOIO 3aJISKHICTIO BiJ] JIOTICTHKH, IKOCTI IOCTauYaHHsI, PiBHS TEXHOJIOTTYHOI IHTErpOBaHOCTI
Ta MOBEJIIHKOBUX XapaKTEPUCTUK CIIOKUBAUIB.

Takum umHOM, TocTae mpoliemMa, IO MOJSArae y HEOOXITHOCTI OOTPYHTYBaHHS
TEOPETUKO-METOANYHUX 3acall (OpMyBaHHS CTIMKUX Oi3HEC-MOAenell po3ApiOHOT TOPTiBIli Ta
BU3HAYEHHs iX BIUIMBY HAa €KOHOMiuHY 6e3leKy MiAmpHeMcTBa. Ii BupimeHHs mOTpebye
YTOYHEHHSI CYTHOCTI CTIHKOCTI Oi3Hec-mozeni, imeHTudikamii ii KIOYOBUX EJIIEMEHTIB,
BU3HAYCHHS MEXaHI3MiB B3a€MOJIii 3 KOMIIOHEHTAaMH €KOHOMIUHOI Oe3reKku Ta po3poOieHHS
MiIXOAIB 10 i1HTerpauii aJanTUBHHUX pIllIEeHb Yy CTpaTeriyHe YNpPaBIiHHA MiANPUEMCTBAMU
pO3APiIOHOTO CEKTOPY.

AHaJli3 OCTaHHIX AoCHiIKeHb 1 myOJuaikamiii, B AKX MOKJIAJEHUH I0OYATOK
BUpilIEHHI0 JaHOi mpodjemMu i Ha ski cnupaerbess aBTop. CydacHi JOCIHIIKEHHS,
MPUCBSIYCHI PO3BUTKY MiJMPUEMCTB PO3APIOHOI TOPTiBIIi, AEMOHCTPYIOTH, 1110 Oi3HEC-MOaEei
i€l ramy3i 3a3HAI0Th IHTEHCUBHUX TpaHC(hOPMAIiii M1/ BIUIMBOM 30BHIIIHIX BUKJIUKIB, PU3HKIB
Ta HectabinbHOCTI puHKOBOro cepemosuina [1; 2]. ¥V pob6oti bait C. Ta €miceeroi B [1]
HiAKPECITIOETHCS, M0 YMOBH BOEHHOTO CTaHy B YKpaiHi CTaaM KaTali3aTOpOM TIHOOKOI
nepeOyI0oBU  OMEpallifHuX TMpoleciB, KaHaliB MPOJaxy Ta JOTICTUKUA PO3APIOHHUX
HiANPHEMCTB. ABTOPH HAarOJIOMIYIOTh, 1110 BU)KWBAaHHS i MOJANIBIINNA PO3BUTOK Y TAKMX YMOBaX
3aJIeKaTh BiJl 37aTHOCTI Oi3HEC-MOJieNi alanTyBaTHCS JI0 PI3HUX JIECTa0UIi3yl0uUX YMHHMKIB
Ta 3a0e3MevyBaTu CTIHKICTh (PYHKI[IOHYBaHHS.

[udposizauiitauit BUMip 1KUX 3MiH po3kpuTo y gociimkenHi [Ipockypuinoi H.B. [3],
sIKa aKIEHTY€E yBary Ha TpaHcdopmarlii TpaauiiiHux 613Hec-MoAeNel po3ApiOHOT TOPTIBIl Mija
BIUIMBOM TEXHOJIOTIYHMX I1HHOBAIliil. ABTOpPKa IOBOAMTbH, IO BIPOBAKEHHS LU(POBUX
IHCTPYMEHTIB, CHUCTEM YIpPABIIHHA B3a€EMHUHAMHU 3 KII€HTaMH, aHAIITUYHUX IUIaTGOpM 1
OHJIAMH-KaHAJIIB JI03BOJISIE MIJMPUEMCTBAM HE JIMILIE DPO3LIMPIOBAaTH PUHKU 30yTy, a M
MIJBUIIYBAaTH BJIACHY CTIMKICTh J0 30BHIIIHIX pu3HKiB. Lle 0coGnMBO BakIMBO B yMOBax
3pOCTaHHs HEBU3HAYEHOCTI Ta KOHKYPEHTHOTO THUCKY.

[IpakTiyuHi TeHAEHIT pO3BUTKY Oi13HEC-MO/IeIeH PO3APIOHUX MIAMPUEMCTB Y KOHTEKCTI
Cy4JacHUX PUHKOBMX BHMKIIHMKIB pO3riaatoThes y podoti I'aBpan B.S., ['pubuk LI. 1 Komapa
10.0. [4]. ABTopu aHaNi3yIOTh BITYM3HSHI Ta MIXHAPOJHI MPAKTHKH, BUOKPEMIIIOIOYM HOBI
dopmatu Oi3HeCy — OMHIKAHAJIBHICTb, MAPTHEPCbKI MOJENi, CyMepanH, JIOKalli30BaHY
JIOTICTUKY, IO TMiABUIIYIOTh THYYKICTh Ta aJanTUBHICTH mianpueMmctB. lle mo3Bosse
MOTIMOUTH PO3YMIHHS TOTO, SIKI €NeMEHTH Oi3Hec-MOAeNi € HaWOUIbII YYTIMBHUMH 10
30BHIIIHIX (DaKTOPIB 1 BOJHOYAC BU3HAYAIBHUMH JUIsl 3a0€3MeueHHs] EKOHOMIYHOI CTIHKOCTI.

VY KOHTEKCTI €KOHOMIYHOI Oe3MeKH BAXKIMBUM € YiTKE KOHIENTyaJbHE PO3yMIiHHS ii
cyrHocti. Y mpari Komresoi I''M. [5] mpoaHamizoBaHO KITFOYOBI IMiJXOAW 0 BHU3HAYCHHS
€KOHOMIYHO1 Oe3MeKH MiJNPUEMCTBA Ta MiAKPECIEHO i1 KOMIJICKCHUHA XapakTep SK CTaHy
3aXUIIEHOCTI €KOHOMIYHMX IHTEpPECiB y B3a€MO3B’A3KY 3 IOTEHI[IAJIOM Ta CTpaTeriuHuMU
misiMu. Takuii migxia J03BOJISE€ PO3TISAATH €KOHOMIUHY O€3MeKy He JIHIIe SK pPe3ysbTar

I'M. Konmega. Cmitikicmo 6iznec-mooeneti po3opionoi mopeieni sax gaxmop 3miyHeHHs. 83
EeKOHOMIYHOI be3nexu nionpueMcmea



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 1, 2026 ISSN 2523-434X (Online)

e(eKTUBHOI MISUTBHOCTI, a SK 3JaTHICTh MIJIPHUEMCTBA MPOTHCTOATH PU3UKAM 1 HeOe3rnmekam
30BHIIIHBOTO CEPEIOBUIIA, IO OCOOIMBO BAXIIMBO TIPH OIIHII POJIi CTIHKOCTI Oi3HEC-MOIETI.

[TutanHs CTIMKOCTI HaOyJIO 3HAYHOTO PO3BUTKY Y MDKHAPOJIHIN HAyKOBIH JiTEpaTypi.
Hyuex C. (Duchek S.) [6] posrisimae CTiHKICTh SIK MPOLEC, IO OXOILIIOE KOMIETEHTHOCTI
nepenOaueHHs, pearyBaHHS Ta BIAHOBJICHHS, BU3HAYAIOYM ii KPUTUYHOIO 3/IaTHICTIO
oprasisarii IPOTUCTOSATH HETaTUBHUM 30BHIIIHIM (akTopam. Y CBOIO 4epry, iHiii aBropu [7]
TPaKTYIOTh OpraHi3aliiHy CTIMKICTh SK OaraTOBUMIPHY YIPaBIIHCBKY KOHCTPYKIIiO, sKa
BKJIIOYA€ ONEPATUBHUMN, CTPATETIYHUNA Ta aJanTUBHUH piBHI. Takuii miaxix CTBOPIOE MiAIPYHTS
JUIS aHaITi3y CTIMKOCTI Oi3HeC-MojeNi K CTPYKTYpH, 110 3abe3reuye 30aJaHCOBaHICTh MIiX
BHYTPIIIHIMH MOKJIMBOCTSIMH IiIPUEMCTBA Ta 30BHIIIHIMU BUKJIUKAMHU.

JluHaMivyHUK XapakTep CTIMKOCTI MIAIPHEMCTB MiJ BIUIMBOM 3MiH CEpEOBHIIA
JICTaJIbHO OMKCAHO y PoOOTI [8], e CTilKICTh MOAEThCS SIK 3AaTHICTh 10 TOCTIHHOT aganTaiiii.
Ile#i miaxix € MIHHUM JUIs OCMHCIICHHS TOTO, SKMM YHHOM Oi3HEC-MOJENb PO3ApiOHOTO
MIiIPUEMCTBA Ma€ €BOJIOIIOHYBATH, 00 3aUINATHCS KUTTE3IaTHOK B YMOBaxX PHU3UKIB 1
HectabinpHOCTI. OCOOMMBE 3HAYEHHS Ui TEMH JOCTiKeHHS Mae poborta [9], y skii
npecTaBiIeHO pamMKoBy Mojaeiab Business Model Resilience Framework. Astopu
JEMOHCTPYIOTh, SIK OKpeMi eJeMEHTH Oi3Hec-Mojesi — I[IHHICHA MPOMO3UIlis, apXiTeKTypa
CTBOpPEHHS I[IHHOCTI, MEXaHi3MHU JOCTaBKM Ta MOHETH3allli — BIUIMBAIOTH Ha 3IaTHICTh
HiAIPUEMCTBA MIATPUMYBATH O€3MEpPepBHICTh MISIBHOCTI y pasi All JecTabili3yroumnx
30BHIIIHIX YMHHUKIB. Lle 1ae€ MOKIMBICTH HANPSIMY OB’ S3aTH KOHIIEMIIIO CTiKOCTI Oi3HEC-
MO/ICJIi 3 EKOHOMIYHOK O€3IEKOI0 MiAMPUEMCTBA.

I"anmy3eBuii BUMip CTIHKOCTI BHCBITIIOETHCS Yy AociikenHi byproca /I. Ta Isanosa /1.
(Burgos D., lvanov D.) [10], me mnpoaHani3oBaHO CTIWKICTh JIAHIFOTIB ITOCTAYaHHS
IPOJYKTOBUX PUTEHIIEPIB HA OCHOBI MOJIC/IIOBaHHS IU(POBUX ABIHUKIB. ABTOPH MIOKA3YIOTh,
[I0 CBOEYACHO aJanToOBaHa MOJENb IOCTauyaHHsS 3HAYHOI MIpOK BH3HAYa€ 3AaTHICTh
pO3IpiOHMX TIANMPHEMCTB 3MEHIIYBAaTH BIUIMB JIOTICTUYHUX PHU3UKIB Ta 3a0e3ledyBaTh
CTabUIBHICTH TOBAPOOOITY.

LinanM Ui oOTpyHTYBaHHS aKTyalIbHOCTI € TaKoxK Oi0miomeTpuunuii anamniz Otonu 1.
ta Kuom JI. (Otola 1., Knop L.) [11], ae cucTeMaTH30BaHO HAYKOBi HANMPSIMU TOCHIKEHb,
MOB’SI3aHUX 13 CTIMKICTIO Ta Oi3Hec-MonensMu. JlochimKeHHs MIATBEPIKYE 3POCTaHHS
1HTepecy 70 TeMH CTIMKOCTI y CTpaTeridyHOMY YNpaBIiHHI Ta JIEMOHCTpY€, IO Mpobiema
3a0e3meueHHsl CTiMKOCTI Oi3Hec-MOoJeNl HaJNeXHUTh JI0 KIIOYOBUX BHUKJIMKIB Cy4acHUX
MiAIPUEMCTB.

[MpoananizoBani jiTepaTypHi mkepena [1-11] cBiguarsk, 110 CTIHKICTh Oi3HEC-MOJIE €
KPUTUYHO BAXJIMBUM (PAKTOpOM 3a0e3neueHHs EeKOHOMIYHOI Oe3leKku MiANpHeEMCTBA,
0COOJIMBO Y PO3APIOHI TOPriBIi, ika PYHKIIIOHYE B yMOBaX BUCOKOI UYTJIMBOCTI JIO 30BHIIIHIX
pPU3UKIB Ta HEBHM3HadeHOCTi. [lompu HasBHICTH 3HAYHOI'O HAYKOBOIO JOpPOOKY Yy cdepi
TpaHcopmariii Oi3Hec-Mozenell, nudposizaiii Ta OpraHizaliiiHoi CTIHKOCTI, HEJOCTAaTHHO
BUBUCHUM 3QJMIIAETHCS CaMe MeEXaHI3M BIUTUBY CTIHKOCTI Oi3Hec-Mozeni Ha piBEeHb
€KOHOMIYHOT O€3MeKH po3apiOHOro MiANPUEMCTBA, IO BU3HAYA€ MOTPEOy B MOJATBIINX
TEOPETUKO-METOJI0JIOTIYHUX JTOCTIIKEHHSX.

Bupinennsi HeBHUpilIeHMX paHille YacTHH 3arajbHOI MpodJeMH, KOTPUM
npucBAYy€eTbesi cTarTs. [lpoBeneHuii aHami3 HaykoBux mpanb [1-11] nae mixcraBu
CTBEPDKYBaTH, IO MpobieMaTka CTIMKOCTI Oi3HeC-MojeNeld Ta OpraHi3amiiHoi CTIHKOCTI
AKTUBHO PO3BHMBAETHCS Y CYYaCHUX JOCITIKEHHSAX, MPOTE OLIBIIICTh poOIT 30cepe/pkeHa Ha
3arajJpHUX MiaxoAax 10 (opMyBaHHS 3aTHOCTI MIAMPHUEMCTB aJaNTYBATHCS O 30BHIMIHIX
YMHHHKIB, PU3UKIB Ta HeBu3HaueHocti [1; 2; 4; 5]. BogHodac y HaykoBil JiTeparypi
HEJIOCTaTHHO PO3KPHUTO crienu]iKy CTIMKOCTI Oi3HEC-MoieNiel came MANMPUEMCTB po3apiOHOT
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TOPTiBii, AISUIBHICTh SKHX XapaKTePU3YETbCS BUCOKOK UYYTIUBICTIO /10 KOJHMBAaHb MOIUTY,
JIOTICTUYHUX OOMEXKEHb, 3MIH CIOKMBYOI OBEIIHKU Ta 1HIIMX 30BHIIIHIX BUKJIIUKIB.

OkpeMHM HEPO3KPUTHUM aCIIEKTOM 3JIMIIAETHCS B3aEMO3B 30K MiXK CTIHKICTIO Oi3HEC-
MO/IelTi Ta EKOHOMIYHOIO Oe31eKol0 mianpueMcTBa. [lonpu HasBHICTh IPYHTOBHHX JTOCIIIKEHb
3 eKOHOMIYHOT O€3IeKH, y HAyKOBOMY JIUCKYpCi MPAKTHYHO BIJCYTHI Mpalli, SKi O IHTerpyBaaIn
i KaTeropii Ta TOSCHIOBAIM, SKUM YHUHOM ITiJIBHIIEHHS CTIHKOCTI Oi3HEC-MOJIen MOXKe
3a0e3mevuyBaTl 3axXHUIICHICTh €KOHOMIYHHUX IHTEPECIB MiJNPUEMCTBA Ta IMJICHIIOBATH HOTO
3/IaTHICTh MPOTHUIISITA HETrATUBHUM 30BHIIITHIM BIUTHBAM.

TakuMm 4MHOM, HEBUPIIICHOIO 3aJIMIIAE€THCSA MPOOJieMa TEOPETUYHOTO OOTPYHTYBaHHS
poJi Ta MexaHi3MiB BIUIMBY CTIHKOCTiI Oi3Hec-mozenei po3apiOHOi TOPTriBii Ha 3MiIHEHHS
€KOHOMIYHOT 0€3MeKH MiANPUEMCTBA, IO 1 BU3HAYA€E HAYKOBY IIPOOJIEMY, K MPUCBIYECHO IO
cTarTio. BusABIEHI NpoOralMHM Yy HAYKOBOMY JHUCKYpPCi 3YMOBIIOIOTH HEOOXiIHICTH
MOTJIMOJICHOTO TEOPETHYHOIO aHali3y B3a€EMOJIi TMOHATh «CTIMKICTH Oi3HEC-MOJemi» Ta
«EKOHOMIYHA Oe3reKa IMiIMPUEMCTBA», a TAKOXK 3’SICYBaHHS TOTO, SIKHM YHHOM ITiIBHIICHHS
3IaTHOCTI Oi3Hec-MOJeNi 10 aJanTallii Ta pearyBaHHs Ha 30BHIIIHI BUKJIMKHA MOXE CHPUATH
3MIIIHEHHIO €KOHOMIYHOI O€3MEeKH MiAIPUEMCTB PO3APiOHOT TOPTIBIIi.

@opMy.IIOBAHHSI METH CTATTI (IIOCTAHOBKA 3aBJaHHA). METOIO CTATTi € TCOPETHUYHE
OOIpYHTYBaHHS BIUIMBY CTIMKOCTI Oi3Hec-Mojenell MiANmpUEMCTB po3apiOHOI TOpriBii Ha
3MIITHEHHSI 1XHBOI €KOHOMIYHOI OE3MEeKH Ta pPO3poOKa MPAKTUYHMX PEKOMEHAAIIN 11010
MiJBUIICHHS 3aTHOCTI Oi3HEC-MOJENli MPOTHCTOSTH HETaTUBHUM 30BHIIIHIM BIUIMBAM,
aJanTyBaTHCS JO BUKIMKIB PHHKOBOTO CepeloBUINA Ta 3abe3leuyBaTH 3axUIICHICTh
€KOHOMIYHUX IHTEPECiB MiIPUEMCTBA.

MeTo107I0TIYHOK OCHOBOKO JIOCIHIJIKEHHSI CIYTYBaJIM TOJIOKEHHS CHCTEMHOTO Ta
joriuHoro miaxoniB. CucreMHHMH mTinxix Oylo 3acTOCOBaHO Ui IHTErpamii KOHLENTIB
CTIMKOCTI Oi3HEC-MOJIe]i Ta EKOHOMIYHOI Oe3MeKH, pOo3risgaoud  Oi3HEC-MOJCHb SIK
0araTOKOMITOHEHTHY CHCTeMYy, [0 MepeOyBae y TOCTiHHIA B3aeMomii 3 HeCTaOUTLHUM
30BHIIIHIM cepeloBuIlleM. MeToau cCuHTe3y Ta Kiacudikailii BUKOPUCTaH1 AJsl cucTeMaTH3anii
MEXaHi3MIB BIUIMBY CTIMKOCTI Ha 3MIIHEHHS EKOHOMIYHOI O€3MeKH, a TaKOX JUIs
dbopMyntoBaHHS HAyKOBO-OOTPYHTOBAHUX MPAKTHUYHUX PEKOMEHIAIN HAns MiAIpUEMCTB
po3api0HOT TOPriBi.

Bukiiajg ocHOBHOTo MaTepiajy 3 NOBHMM OOIPYHTYBAHHSIM OTPHUMAHUX HAYKOBHX
pesyabrTartiB. Jlis TOOYIOBH TEOPETUKO-METOAMYHUX 3acajJl JIOCHIHKCHHS KPUTHYIHO
BYXIUBUM € BCTAHOBIJICHHS MPSIMOTO JIOTIYHOTO 3B’A3KY MK KOHIIENITAMH CTIMKOCTI Oi3Hec-
MoJiedl Ta €KOHOMIYHOi Oe3meku nianpuemctBa. CTiHKicTh Oi3HEC-MOJEIl BHU3HAUEHO SIK
3/IaTHICTh MIANPUEMCTBA MIATPUMYBATH €(PEKTHUBHICTb CBO€i Oi3HEC-MOAENl MiJl BIUIMBOM
30BHIIIHIX (aKTOpiB, PU3UKIB 1 HeOE3MeK, IMIBUJIKO aJanTyBaTHCS 10 3MiH, BIJIHOBJIIOBAaTH
HopylIeHi 6i3Hec-npoliect Ta 3a0e3MeuyBaTi eKOHOMIUHY Oe3MeKy.

Ha ocHoBiI BU3HaueHHsS €KOHOMIYHOI O€3MeKH MIAMPHUEMCTBA, 3alpPONOHOBAHOTO Y
mpami [5], MOKHA JIATH BUCHOBKY, IO CTilka Oi3HEC-MOAENb PO3APIOHOTO MiAIpPUEMCTBA
BUKOHYE (yHKIIIO 3a0e3MeueHHs] 3aXMILEHOCTI EKOHOMIYHUX IHTEpeciB 1 CTaOUIbHOCTI
TisSUTBHOCTI MiAMPUEMCTBA i/ BIUTMBOM 30BHIIIHIX (akTopiB Ta pu3uKiB. Came Takuid Miaxif
JT03BOJII€ 1HTErpyBaTU KOHLEMNT CTIMKOCTI y CHCTEMY €KOHOMIYHOi Oe3MeKH Ta BU3HAUUTH
MexaHi13MH ii pearnizanii. Takum 4nHOM, CTIHKICTB 613HEC-MO/IENI € KIIFOYOBUM (DAaKTOPOM, KUt
3a0e3medye MANMPUEMCTBY aJaNTUBHICT, Ta CTAaOUIBHICTB, IO OCOOJHMBO aKTYaldbHO ISt
CEKTOpY pO3ApiOHOT TOPTiBIi 3 HOTO BUCOKOIO UYTJIUBICTIO /IO 30BHIIIHIX BUKJIUKIB.

CriiikicTh 613HEC-MOJIEII OXOIUTIOE KOMIUIEKCHUH X1, SKUH BioOpakae 3aTHICTh
opraizauii MPOTUCTOATH HEraTUBHUM 30BHIIIHIM (pakTopaM 1 CKIagaeTbesi 3 YOTHUPHOX
KITFOYOBHX KOMITOHEHTIB:
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1. [IporHo3yBaHHS PHU3UKIB 1 BUKJIWKIB — 3/IaTHICTh 1JICHTH(IKYBaTH Ta OLIHIOBATH
NOTEHIIIHI 3arpo3u, 10 BIUIMBAIOTh HA IIHHICHY MPOIMO3HUIII0 Ta apXiTEKTYpy CTBOPEHHS
LIHHOCTI.

2. llIBuake pearyBaHHs — OIepaTHBHA 3MiHa KIIOYOBUX Oi3HEC-TIPOLECIB (JOTICTHUKH,
KaHAJIIB MPOJaXKy, IIHOYTBOPEHHS ) JUIsl MiHIMI3aIlii HEraTUBHUX HACJIiIKiB 30BHIIIHIX IIOKIB.

3. BimHOBICHHS Ta ONTUMI3AIlis — 3JATHICTH IIBHJIKO KOPETYBATH MOPYIIEH] MPOLECH
Ta BUXOAWTH Ha HOBHM, O1IBINI aIalITUBHUH piBEHb ()YHKIIIOHYBaHHS.

4. TlinTpuMKa e€KOHOMIYHOI Oe3meKku — TpsMe 3a0e3MeYeHHsS 3aXHIIEHOCTI
€KOHOMIYHUX 1HTEPEeCiB 1 cCTaOUTBHOCTI (DIHAHCOBUX MOTOKIB.

3 Meroro Bi3yamizalii JOriyHOro 3B’SI3Ky MK 30BHIIIHIMH JecTaOUTi3yIounMu
dakTopaMu, aJaNTHBHUMH KOMIIOHEHTAMU CTIHKOCTI Oi3HEC-MOJelnl Ta KIFOYOBHUMH
€JIEMEHTaMU €KOHOMIYHOI Oe3MeKku po3ApiOHOro miAnpreMcTBa MOOYJOBAHO KOHIIETITYyalbHY
mogensb. [IpencraBiena cxema (puc.l) y3araibHIO€ IPHYUHHO-HACIIIKOBI 3B’ SI3KH, 1110 JICKATh
B OCHOBI BIUIMBY CTIMKOCTI Oi3HEc-Mozeil Ha pPiBeHb €KOHOMIUHOI OE3MeKH, 1 AEMOHCTPYE,
SKUM YHHOM aJIalTUBHI MEXaH13MHU TPAaHCPOPMYIOTHCS Y 3aXUIIEHICTh EKOHOMIYHHX 1HTEPECIB
HiANPHEMCTBA.

3oBHimHi . . Mexani3mu peasizanii 3MilHEHHS eKOHOMIYHOT
recrabiaisyioui II Kommonentn criiikocti I L || Kommonentn GesMekH MATPHENCTB
X , criiikoeri - ||
¥ oi3Hec-mozei eKOHOMI4HOT Oe3meKn o P .
(akropu po3api6Hoi Toprisi

1. CueHapHe I1aHyBaHHA Ta
1. TIporHo3yBaHHs PH3UKIB i aHATITHKA
BOEHH] PUBHKH BUKIIHKIB 2. OMHIKaHaTbHE pearyBaHHs 3MEHIICHHS BPa3HMBOCT]
TOPYIIEHHS JIOTiCTHKI 2. 11IBujixe ajanTiBHe 3. Jlusepcndixaris Ta onepaniiiHa Gesnexa TiITpHMKa GesnepepBHOCT
BOJIATUILHICTb TIOMHTY pearyBaHHs JIOKaTi3aLlis 0CTaYaHHA (iHaHcoBa Oesnexa 30epeskeHHs (iHaHCOBOT
THGISALIHI wOKK 3. BijHoBeHHA Ta OnTHMI3aLis 4. Tnopmariiiina besnexa Ta inopmariiiiza Ge3nexa KUTTE3IATHOCTI
Kibep3arposu 4. Tlocrifiza onrrmmizaris / KiOeppesHIbEHTHICTh SHIDKCHHS PU3HKIB BTpAT
QIaNTHBHICTh 5. QiHaHCOBA PEIWIBLEHTHICTD

Pucynok 1 — KonuenryanbHa MOZ€b BIUIMBY CTIHKOCTI O13HEC-MO/IEJl HA EKOHOMIYHY
Oe3neKky MmiInpueMCTBa
Lowcepeno: enacna pospobka aémopa

HaBenena koHuenTyaiabHa MOJEb BioOpa)kae CUCTEMHMM XapakTep B3aeMOAIl MIXK
aJIalITUBHICTIO Oi3HEC-MOJieNl Ta €KOHOMIYHOK Oe3NeKoro mianpueMcTBa. BoHa m03BosIsie
CTPYKTYpyBaTH KJIIOYOBI YMHHHMKH, 110 3a0€3MeuyloTh MepexiJ BiJ 30BHIMIHIX 3arpo3 J0
dbopMyBaHHS MeXaHI3MIB CTIMKOCTI, Ta TOSCHIOE, SIK 3a3HAY€HI MEXaHI3MH MOCHIIOIOThH
ornepaniiiny, (G1HaHCOBY Ta IHPOpPMALiHY CKJIaJ0BI EKOHOMIUHOT O€3MeKH.

biznec-mozeni po3apiOHUX MIANPUEMCTB XapaKTEPU3YIOTHCS BUCOKOIO YYTIUBICTIO 10
3MIH PUHKY Ta MOBEIIHKM cHokuBayiB. Cepel OCHOBHUX pPHUC, SIKI BUMAraroTh M1JBUIICHOI
CTIMKOCTI, MOYKHA BIAMITHTH TaKi, SK:

- JUHaMiYHa CTpPYKTypa KaHaliB MNpoAaxy (moTpeba y IIBUAKIA 3MiHI
CHIBBIHOIIEHHS M)XK OHJIalH Ta o(JaifH KaHalaMH, a TAKOX BIPOBAKEHHS OMHIKaHAJbHUX
pIIIEHbD);

- BHCOKa 3aJeKHICTh BiJ JOTICTHYHUX 1 MOCTAYaNbHUIBKUX JAHIIOTIB (PUTEHT €
0COOJIMBO Bpa3IMBUM JI0 3001B, 1110 BUMAarae MOCTIMHOT afanTaiiii MOJIei mocTavyaHHs;);

- HeoOXxiAHicTh nudpoBizamii Ta IHHOBAIIN (BUKOPUCTaHHS LHU(POBUX IHCTPYMEHTIB
Ta aHAJIITUYHUX TUIAT(HOPM JUIS MiIBULIEHHS CTIMKOCTI 0 30BHILIHIX PU3UKIB).
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OcobmuBocTi 6i3HEC-MO/IeI1 PO3APIOHOTO MiANPUEMCTBA BU3HAYAIOTh, SIKi €JIEMEHTH €
HAUOUTBII KPUTHUYHUMH JJIs CTIMKOCTI Ta, BIAMOBIMHO, IS 3a0€3MEYeHHS EKOHOMIYHOT
Oe3mneKu.

CrifikicTh 0Gi3HEC-MOJIENI BUCTYNA€E 1HCTPYMEHTOM 3MIIIHEHHS €KOHOMIYHOI Oe3reKn
MIIMTPUEMCTBA, OCKUTBKH IIPSIMO BIUIMBAE HA WOTO 3AaTHICTh MIPOTUIIATH PU3HKaM 1 30epiratu
(biHaHCOBY KUTTE3AATHICTD.

Ha ocHogi anani3y miteparypu [ 1—11] Mo)KHa BUIITUTH TaKi KIFOYOB1 MEXaHI3MHU:

1. 3MeHIIEeHHS Bpa3IMBOCTI /0 30BHIMIHIX ()aKTOpiB — aJanTHBHI IMPOLECH, IO
BKJIIOYAIOTh IIBHUJIKE MPOTHO3YBaHHS PHU3UKIB, MIHIMI3yIOTb HETaTUBHUMN BIUIUB PUHKOBUX
KOJIUBaHb, Iepe00iB y MOCTa4aHHI Ta IHIIMX 3arpo3, M0 € MNpSIMUM 3a0e3MeYeHHAM
3aXHUIIEHOCTI €KOHOMIYHHMX IHTEPECIB.

2. IlinTpumka OGe3mepepBHOCTI omepalii — pe3epBHI KaHAIW MPOJaXy (HAMPUKIA,
nepexiJi Ha OHJIAMH-IIOCTaBKY 3aMiCcTh (DI3MYHMX Mara3uHiB) Ta THYYKICTh JIOTICTUKH
320€3Meuyr0Th CTa0UTBHICTh EKOHOMIYHHX TMOTOKIB HABITh IiJ] 4ac KpH3.

3. ®dinaHCcOBa Ta CTpaTeriyHa CTIMKICTh — auBepcuikalis KaHaTIB MpPOAaxy Ta
iHTerpamis TUPPOBUX IIATPOPM TO3BOJSIOTH MIBUAKO pPearyBaTH Ha PU3WKH, IO IiJBHUIILYE
3arajibHy 3[aTHICTh HIANPUEMCTBA NPOTUCTOATH pPH3UKAM Ta HeOe3leKaM 30BHIIIHBOTO
CepeIoBUIIA.

4. ®opMyBaHHS KOHKYPEHTHHX TepeBar — alaliTuBHA 013HEC-MOJIelb, sIKa IEMOHCTPYE
3IaTHICTH 10 HIBHJIKOTO BiTHOBIICHHS, 3a0e3medye CTifiKke MOJIOKEHHS HAa PUHKY Ta 3aXUCT
€KOHOMIYHUX 1HTEPECIB Y JOBFOCTPOKOBIH MEPCIEKTUBI.

Bapro 3a3HaunTH, M0 €KOHOMIYHA Oe3meKa MiANPHEMCTBA Mae€ 0araTOKOMITOHEHTHY
CTPYKTYpy Ta OXOIUIIO€ (DiHAHCOBY, KaJapoOBY, IHHOBalilHYy, pemyTaliiHy, BHUPOOHUYY,
comiaNbHy Ta 1HMI CKIAMOBI [2]. Y pamMKax JaHOTO JOCHIKCHHS aKIEHT CIPSIMOBAHO Ha Ti
KOMIIOHEHTH €KOHOMIUHOI O€3MeKH, BIUIUB Ha SIKi € MPSIMUM 1 CUCTEMHHUM 3 OOKY CTIHKOCTI
Oi3Hec-MoIeni, a caMe: ornepauiifny, ¢piHaHcoBy Ta iHpopmaniiny. Takuii HoKyc 3yMOBICHUN
cnenudikoo GYyHKIIOHYBaHHS MiIIPUEMCTB PO3IPIOHOT TOPTIBII, A SAKUX OE3MEPEepBHICTh
orepaniid, cTablIbHICTh (PIHAHCOBHX MOTOKIB Ta iHpOpMamiiHa 3aXUIICHICTh € KPUTHIYHIUMHA
yMOBaMH BW)KMBAaHHS B YMOBax JAecTaOili3ylouux 30BHIIIHIX (akropiB. Bisyamizamis Ta
CUCTEMAaTH3alllsl MPSAMOTro 3B 43Ky MIX BHYTPIIIHIMU aJalTUBHUMHU MOXKJIMBOCTSIMH O13HEcC-
MO/IeJTi Ta 30BHILIHIM 3aXMCTOM €KOHOMIUHUX 1HTEPECIB MiIMPUEMCTBA BiJOOpaxeHo y Tal. 1.

[Ipencrasnena cucrtematuzarlis (Tabiu. 1) 7eMOHCTpye, IO CTIHKICTH O13HEC-MO/IEII HE
€ CHHOHIMOM €KOHOMIYHO1 0€3MeKH, aje BUCTYIAE 1i aKTUBHUM IHCTPYMEHTOM 3a0e3meueHHs.
KoxeH eneMeHT cTiikocTi 013HeC-MO/IedI1, B/l MPOTHO3YBaHHS /10 ()iHaHCOBOI PE3MIIbEHTHOCTI,
€ MPSIMOIO MPEBEHTHUBHOIO €10, CIPSIMOBAHOIO Ha HEMTpasizallilo KOHKPETHOI IPyMH 3arpo3
€KOHOMIUHO1 Oe3neku. 30Kpema, A po3ApiOHOI TOPriBii, A€ IIBHIKICTh 1 THYYKICTh €
KPUTUYHMMHU, MEXaHI3MU aJallTUBHOTO pearyBaHHs Ta AuBepcu(ikalii mocTayaHHs CTalOTh
KJIIOYOBUMHM JleTepMiHaHTaMu. BoHM 3a0e3meuyroTh omnepariiiHy CTIHKICTb, fKa, 3TITHO 3
00paHOI0 KOHIIETIi€l0, € HEOOXIAHOI YMOBOK JIs 3aXHUIIEHOCTI €KOHOMIYHUX IHTEpECiB.
Binrak, crifikictb TpaHc(OpMye pEaKTHBHY CTpPATEril0 3axXUCTy (EKOHOMIYHY Oe€3NeKy) y
MPOAKTUBHY CTpATETiI0 afanTallii (CTIHKICTh Oi13HeC-MOoJIei).

Ha ocHoBi imeHTH(diKOBaHWX MEXaHI3MIB CTIHKOCTI  Oi3Hec-mojuenel, sKi
JIEeMOHCTPYIOTh TEPETBOPEHHS aJalTHUBHUX MOXIIMBOCTEH Ha 3aXUIIEHICTh E€KOHOMIYHUX
1HTEpeciB, POPMYIOThCS CTpaTeriyHl MPaKTHUHI peKOMEHAalli IS MIANPUEMCTB po3apiOHOT
TopripJi. IXHs peanizanis cnpsMoBaHa Ha IPOAKTHBHE 3MillHEHHS EKOHOMIUHOT G€3MeKH.
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Tabmus 1 — CucreMaruzariiss MexaH13MiB BIUIMBY CTIHKOCTI Oi3HEC-MOJ1esIi Ha 3MIITHEHHS
€KOHOMIUHOI O€3MeKH MiIPUEMCTB PO3APiOHOT TOPTIBIL

EneMeHT cTiKOCTI
Oi3Hec-Moae

Komnonenra 0i3Hec-
Mozeni (11JTh)

MexaHni3m peanizarii
BILTUBY

KirodoBwuit pe3yapTat st
€KOHOMIYHOI Oe3IeKu

1. IIporno3yBanHs Ta
CIICHapHe
TUIAaHYBaHHS

IadpacTpykrypa
(aHaJTiTHKA PU3UKIB)

PaHHe BHUSBIICHHS 3arpo3
(BOEHHUX, JOTICTHYHUX,
indsiinmx) yepes Big
Data ananituky Ta
MOJICITIOBAHHS

3axuIIeHICTh Bijl (JiIHAHCOBUX
BTpaT (MiHIMI3allis PU3UKY
HEeIJIaTOCIPOMOIKHOCTI Ta
HElliJIbOBOTO BUKOPUCTAHHS

pecypciB).

2. AnanrtuBHe
pearyBaHHs Ta
OMHIKaHaJIbHICTh

Kananm 36yTy Ta
[[iHHICHA TIPOTIO3UIIist
(THYYKICTB)

[IBuaka Tpanchopmaris
KaHaTiB (OHIalH/0dIaitH
Tepexima) Ta ajanTaris
ACOPTHUMEHTY 10 TTOTPed
PHHKY

OmnepariifHa CTIHKiCTh
(3abe3meuenHs Oe3nepepBHOCTI
TSUTEHOCTI Ta BUKOHAHHS
3000B’s13aHb).

3. uBepcudikaris
Ta JOKai3aris
MOCTaYaHHs

KitrowoBi pecypcu Ta
CTEHKXO0JAEepU
(HamiitHICTh)

DopMyBaHHS pE3EPBHUX
JIOTICTUYHUX JIAHIIOTIB
(BHKOpHUCTaHHS MICIIEBHX
BUPOOHHMKIB,
MYJIBTUMOJIAJIbHICTb)

3axuIIeHICTh BiJ
CHPOBHHHUX/JOTICTHIHAX
IIOKIB (3MEHIIICHHS 3aJIe)KHOCTI
BiJl MOHOTIOJIBHUX
NOCTa4YaJIbHUKIB 1 TPAH3UTHUX
PH3UKIB).

4. Inpopmariiina
Oesmeka Ta
KiOeppe3MITBEHTHICTD

Kirouosi Buu
NISUIBHOCTI
(tmdposizaris)

[HTerpartist XMapHUX
matpopm (CRM, ERP)
JUISL BiZaI€HOTO
ympaBiiHHS Ta 3aXucT [T-

IHPPACTPYKTYpH

Indopmarniitna Oe3nexa
(3amobiranHs Kibep3arposam,
BUTOKY JIAaHHX 1 30€peKeHHsI
KOH(}iIeH iiTHOT iHpOopMaTii).

5. ®dinancosa ta
IHBECTHI[IiHA
PE3UIbEHTHICTD

CrpykTypa BUTpar i
JIOXO/IH
(KMTTE3MATHICTD)

OnTrMmizariis TOCTIHHNX
BUTpar, popMyBaHHs
PE3epBHOIO KariTaty Ta
CHYYKe [iIHOYTBOPEHHSI

3arajibHa eKOHOMIYHA Oe3leKa
(36epesxenHst piHaHCOBOT
CTIAKOCTI Ta IHBECTUIIINHOT
MIPUBAOJINBOCTI).

Iicepeno: cqpopmosarno aemopom na ocnosi [2; 5, 6,8,9]

[lo-nepiie, KpUTUYHOIO € HEOOXITHICTh BIPOBAKEHHS CUCTEMHOIO CIIEHApHOIO
IUTaHYBAaHHS Ta MPOTHO3YBaHHsS pU3MKIB. Lle BMMarae CTBOpEHHs IHTEIPOBAHOI aHAIITHYHOI
matdopmu — «udpoBoro AsiHuKay (digital twin) nanirora nocrayanss. Taka matdopma
NOBMHHA 3a0e3nedyBaTH TMOCTIHHUM MOHITOPUHI T€ONOJITUYHMX, JIOTICTUYHMX Ta
MaKpOEKOHOMIYHMX 3arpo3. BuacHe MozentoBaHHs BIUIMBY TIOTETUYHUX IIOKIB (HAIPUKIA,
nepeboiB 3 €JIEeKTPOEHEpri€ro, OJIOKYBaHHS TPAH3UTHHUX IUISAXIB) J03BOJUTH KEPIBHUITBY
3aBYaCHO PO3pOOJISTH NMPEBEHTUBHI CTpaTErii, TUM CaMHM 3a0€3MeUyI0Yd 3aXUIICHICTh BiJ
(iHaHCOBUX BTpAT uepe3 MPOCTOi Ta HEL1IbOBE BUKOPHCTAHHS PECYPCIB.

[To-npyre, KIIOUOBUM €J1€MEHTOM ONEpaLiiHOI CTIMKOCTI € IIMOO0Ka IHTErpallis KaHajiB
30yTy. PexkoMeH10BaHO 1HBECTYBAaTH B PO3pOOKY Ta BAOCKOHAJEHHS OMHIKAHAIBbHUX CHUCTEM
4.0, six1 320€311e4yI0Th IOBHY CUHEPTiI0 MK (PI3MYHUMH Mara3uHaMH, MOOUIBHUMH J10/1aTKaMU
Ta eNeKTpPOHHOI Komepuiero. IloniOHa iHTerpamiss A03BOJISE€ MIANPUEMCTBY MHTTEBO
NEepepo3NOIATH TOBApHI 3alacy Ta 3aMOBJIEHHS MK pI3HMMM KaHaJaMH Y pasl JIOKaJIbHUX
Kpu3 uYd (HI3UYHOTO TOWIKOMKEeHHA 00’ekTiB. Lle mnpsmuit nusix no 3abe3neyeHHs
Oe3mepepBHOCTI oreparlii Ta cTablIbHOCTI EKOHOMIYHHUX TTOTOKIB, 110 € OCHOBOIO OTepariiiHol
Oe3neku.

[To-TpeTe, HEOOX1HO MEPETIISIHYTH MOJITUKY 3aKYIIBEJb 3 aKIEHTOM Ha «MIHIMAJIbHY
reorpadiuny 3anexHictb». Ctpateris nuBepcudikanii MOBUHHA BKJIIOYATH MaKCHUMAaIbHY
JIOKaJTi3allilo NoCcTa4albHUKIB Ta (POPMYBaHHS PE3€pPBHUX JIOTICTUYHHUX JaHIoriB. [lepeBara
Ma€ HaJlaBaTHCs MICIIEBUM BUPOOHHMKAM KPUTUYHO BAXJIMBUX TOBapHUX Tpyn. Lle He Tinpku
3MIIHIOE HalllOHAJIbHY €KOHOMIKY, ajie i MiHIMI3Yy€ TPaH3UTHI PU3UKH, [TOB’s13aH1 3 BOEHHUMU

88



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Tom 10, Ne 1, 2026 ISSN 2523-434X (Online)

JIIAMH 94 MDKHapOJHUMH OOMEKEHHSIMH, THUM CaMUM ITIBUIIYIOYM 3aXHUIICHICTh BiJ
CHUPOBHHHHUX Ta JIOTICTUYHUX PU3HKIB 1 3arpos.

[To-yeTBepTe, BaXKIIUBUM YIIPABIIHCHKUM 1HCTPYMEHTOM € CTBOPEHHS Ta MiATPUMKa
«OI0IKETY pe3rIbeHTHOCTIY. Lle cnemianizoBanuii pe3epBHuii hiHaHCOBUI (GoHT (HAIPHUKIAI,
(dikcoBaHUH BIJICOTOK BiJ YUCTOT'O MPUOYTKY), MPU3HAYCHHH JJIsI OTIEPATUBHOTO (hiHAHCYBAHHS
Herepen0aueHNX BUTPAT, MOB’S3aHUX 13 KPU30BHM BiJHOBJICHHSM (PEMOHT, TepMiHOBa
3aKYyIiBJIsA 00JIaIHaHHS, TepearciIoKaris). @opMyBaHHs TaKOTO PE3EPBY IMIABUIIYE GiHAHCOBY
Ta IHBECTHILIWHY PE3UIIHEHTHICTD, 3a0€3MeUy0ur MBUAKE BIJHOBICHHS MICIs 30BHIIIHBOTO
BIUIMBY Ta 3aXHILAIOYH MIANPUEMCTBO BiJl pU3HKY HEIIATOCIIPOMOKHOCTI.

TakuMm yMHOM, BIPOBAKEHHS IIMX CTPATETIYHHUX PIIICHb MEPETBOPIOE Oi3HEC-MOJICIb
PO3apiOHOI TOPTiBJi 3 MACUBHOTO 00’€KTa PU3HMKIB HA MPOAKTUBHUHN CYO’€KT 3a0e3reueHHs
BJIACHOI €KOHOMIYHO1 O€3IEeKH.

BuCHOBKH 3 1aHOT0 AOCJIIKEHHS i MePCNEeKTUBU NMOJAJbIINX PO3PO0OK 32 JaHUM
HANPSAMOM. Y pe3yibTaTi MPOBEACHOTO JOCIiIKEHHS OOIPYHTOBAHO, IO CTIWKICTh Oi3Hec-
MOJIeJII € HEe TMPOCTO OIEpaliifHOI XapaKTePUCTUKOI, a AaKTUBHUM I1HCTPYMEHTOM
3a0e3meueHHs] eKOHOMIYHOI Oe3meku mignpueMcTBa. JloBeneHo, 1m0 cTilika Oi3HeC-MOJelb
BUKOHYE (yHKIII0O 3a0e3MeueHHs] 3aXMIIEHOCTI E€KOHOMIYHHMX IHTepeciB 1 CTabiIbHOCTI
JiSUTRHOCTI TAMPUEMCTBA ITiJT BIUIMBOM 30BHINIHIX 3arpo3. BU3HA4eHO CYTHICTH Ta CKIIAJ0BI
CTIAKOCTI Oi3HEC-MOJeNl pOo3apiOHOr0 MANPUEMCTBA. BCTaHOBIEHO, MO KIFOYOBUMH
KOMITOHEHTaMH CTIMKOCTI, sIKi IPSIMO BIUIMBAIOTh HA EKOHOMIUHY O€3IeKy, €: MPOTrHO3YBaHHS
PH3UKIB, IIBHUJIKE a/IalITUBHE pearyBaHHs, 3aTHICTh /10 BITHOBJICHHS Ta IMOCTiiHA ONITUMI3a1lisl.
Yce me 3abe3nedye MpOAaKTUBHY MO3MIIO IIIPUEMCTBA MIOAO HEWTpasizalii pH3HKIB,
MPUTAMaHHUX PO3JIPIOHOMY CEKTOPY (JOTICTHYHI IIOKH, BOJIATUIIBHICTH monuty). [IpoBenena
CHCTEMaTH3allisl KIIFIOYOBUX MEXaHI3MIB BILUTUBY CTIHKOCTI Ha 3MIIHEHHSI EKOHOMIYHOT O€3MeKH
MoKa3zaya, 10 KOXXEH eJIeMEHT CTIMKOCTI Oi3Hec-Mojem (30kpeMa iHTerpamis mudpoBHX
TEXHOJIOTiH Ta (hiHAHCOBA PE3WIBEHTHICTH) CIPSIMOBAHHMN Ha 3aXUCT KIIOYOBUX ACIEKTIB
E€KOHOMIUHOT Oe3MeKH, BKIIYAIOUM OMepaliiiHy cTabilbHICTh, (PIHAHCOBY 3aXMILIEHICTh Ta
iHpopmariitny Oesneky. CdhopMynbOBaHO TPaKTU4HI PpPEKOMEHJAmii, CHOpsSMOBaHI Ha
MiBUIICHHS CTIKKOCTI Ta 3MIIHEHHS EKOHOMIYHOi Oe3MeKH, M0 MalTh MPAKTUYHY
3HAUYILICTh JJIs CTPATEriuHOTO YIPaBIIHHS MIIPUEMCTBAMHU PO3JIPIOHOT TOPTIBIIL.

[lepcnekTBY MOJANBIIMX PO3BIIOK MOJIATAIOTH Y PO3pOOLI KUIBKICHOT METOAMKH
OLIIHKM PIBHSA CTIMKOCTI Oi3Hec-Mojene po3apiOHUX MIANPUEMCTB Ta EMIIPUYHOMY
MOJICTTIOBaHHI ~KOPEJAIINHOI 3aleXHOCTI MK 1HAEKCaAaMH CTIHKOCTI Ta OCHOBHUMH
IHIMKaTOpaMu (piHAHCOBOI CKJIa/I0BOT EKOHOMIYHOI OE3MEKH.
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Sustainability of retail business models as a factor of strengthening the economic security of
an enterprise

The aim of the article is to theoretically substantiate the influence of the sustainability of retail
business models on strengthening the economic security of enterprises functioning under conditions of
instability, market volatility, logistical disruptions, and technological risks. The study aims to clarify the
essence and structural components of business model resilience, determine its role as a proactive
mechanism for safeguarding economic interests, and develop practical recommendations for enhancing
the adaptive capacity of retail enterprises to external threats. Business model sustainability is
conceptualized as the ability of an enterprise to maintain the effectiveness of its business architecture
under the influence of risks and shocks, rapidly adapt to environmental changes, restore disrupted
business processes, and ensure continuity of value creation.

Analysis results. The study reveals insufficient integration between the concepts of business
model resilience and enterprise economic security in existing scientific literature and offers a theoretical
framework that connects these domains. The article substantiates that the sustainability of a retail
business model should be understood not merely as an operational characteristic but as an active
component of economic security formation. Scientific novelty is reflected in identifying a four-
component architecture of business model sustainability — risk and challenge forecasting, rapid
adaptive response, recovery capability, and continuous optimization — and in developing a system of
five mechanisms through which resilience strengthens economic security: scenario-based risk
mitigation, omnichannel operational flexibility, supply chain diversification and localization,
technological integration and cyber-resilience, and financial resilience. These mechanisms are
systematized in a conceptual model that demonstrates how adaptive capabilities transform into
protection of financial stability, operational continuity, and information security. The proposed
conceptual model represents the core scientific contribution of the study, offering a structured
explanation of how business model resilience strengthens the economic security of retail enterprises.
The practical value of the research lies in providing managerial recommendations for implementing
digital twins of supply chains, investing in omnichannel systems 4.0, adopting procurement strategies
with minimal geographical dependence, and establishing a “resilience budget” for rapid crisis
recovery.

Conclusions and directions for further research. The study concludes that business model
resilience is a decisive factor in strengthening the economic security of retail enterprises, especially in
environments characterized by high exposure to logistics shocks, demand fluctuations, and
technological vulnerabilities. Resilient business models ensure reduced vulnerability to risks,
maintenance of operational continuity, preservation of financial viability, and overall protection of
economic interests. Future research should focus on developing a quantitative methodology for
assessing business model resilience in the retail sector and on empirically examining the correlation
between resilience indicators and financial components of economic security. Additional directions
include expanding the conceptual model to incorporate reputational, social, and human resource
dimensions of economic security, which may enhance the explanatory power of resilience-based
approaches in strategic management.

Keywords: business model resilience; enterprise economic security; retail trade; omnichannel;
risk forecasting; adaptation.
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MMPOTHO3YBAHHS IIONMUTY B EJEKTPOHHINA KOMEPIIII I3
3ACTOCYBAHHSA GOOGLE ANALYTICS TA GOOGLE TRENDS

Y cmammi posenanymo akmyanvny npobnemy npocHo3yeans NONUMY 8 eeKmpOoHHil KoMepyii
6 YM08ax yughpoeoi ounamiuno2o po3eumky yugpoeoi exonomiku. ObespyHmosano, wjo mpaouyiiHi
MemooU aHanizy He 3A8x#COU 8PAX0BYIOMb OUHAMIYHICIb PUHKY U CKIAOHICMb (DOPMYBAHHS CHONCUBYOT
N0BeOIHKU, WO 3YMOGIIOE NOmpedy Y GUKOPUCMAHHI CYUACHUX aHATIMUYHUX iHcmpymenmis. Ocooaugy
yeazy npuodiieno moicausocmsam inmeepayii danux 3 Google Analytics ma Google Trends y peepecitini
MoOeni NPOSHO3Y8AHHA. 3ANPONOHOBAHA KOHUENMYANbHA MOOenb iHmezpayii yux iHCMpyMeHmiq
3a6e3neyye KilbKiCHY OYIHKY 6NIUBY KAIOYOBUX (haKmopie Ha nonum ma nioguuye MoyHiCims NPOSHO3IE.
Taxuii nioxio 00360J51€ ROECOHAMU PAKMUYHI NOKAZHUKU NOBEOIHKU KOPUCMY8auie (8i06i0ysanicmu,
KOH8epCii, cepedHill uex, Odcepera mpaiky) i3 mpeHOAMU NOWYKOB0I AKMUBHOCHI, WO
8i00Opadicatoms iHmepecu NOMEHYIUHUX CRONHCUBAYIE. .

KirodoBi croBa: enekTpoHHa KOMepIlisi, MPOrHO3yBaHHs MpoJaxiB, BeO-aHamiTuka, Google
Analytics, Google Trends, aHaniTH4YHI IHCTPYMEHTH, €IEKTPOHHA TOPTiBIIAL.

DOI: 10.15276/mdt.10.1.2026.8

ITocTtanoBKka mnpolsemMu y 3arajJbHOMY BHIVIAAI Ta ii 3B’AA30K 3 BasKJIMBHMH
HAYKOBHMH Y NMPAKTHYHUMH 3aBIAHHAMH. Y Cy4yaCHHX YMOBAaxX JMHAaMIYHOTO PO3BUTKY
UppPOBOi E€KOHOMIKH, €JIeKTPOHHA KOMEpLis CTa€ OJHUM 13 KIIIOYOBUX HAmpsMiB
3a0e3neueHHs] €QEeKTUBHOrO (PYHKLIOHYBaHHS MIIPUEMHUITBA, HAJAIOYM MOXIIHUBOCTI
IIBUJIKOTO Ta 3pYYHOT0 3/11HCHEHHS TOPriBebHUX Olepalliid, Ta CTBOPIOIOYM MPUHIIUIIOBO HOBI
NEPCIIEKTUBH ISl BUBUEHHS Ta IPOrHO3YBAHHS MOBEIIHKY CIIOKUBaviB. /[IMHAMIUHICTh PUHKY,
MOCHUJICHHS! KOHKYpEeHIlli Ta 3MiHa KYMiBeNbHUX 3BHYOK TijJl BIUIMBOM TJI00amizaliifHUX
IpOLECIB 1 KPU30BUX SIBHIL, 3yMOBIIOIOTH HEOOXIJHICTh IMOIIYKY I1HCTPYMEHTIB, $Kl
JIO3BOJISIFOTH MIJIIPUEMCTBAM OUIBII TOYHO BH3HAYATH TEHJEHIII MONMTY Ta ajanTyBaTH
MapKETHHIOBl CTpaTerii 10 MIHJIMBUX YMOB PHHKOBOIO cepeaoBuiia. Tomy 0coOIuBOro
3Ha4YeHHs HaOyBa€ BUKOPHCTAHHS aHATITHUHHUX IUIaT(OpM, 3aTHUX 30UpaTu Ta oOpoOsITH
BEJIMKI MAacHBH JaHUX, B TOMY YMCIl M y peXHUMI peaqbHOro 4acy. Y LbOMY KOHTEKCTI
incrpymentn Google Analytics Ta Google Trends BuctynaroTh BaKIMBUMH JUKEpeTaMu
iH(dopmarii s Oi3Hecy, apke BOHM JAAl0Th 3MOTY JIOCIHI)KYBaTH MOBEIIHKY KOPHCTYBaYiB B
IHTEpHEeTI, BIICTE)KYBAaTH 3MIHM y PiBHI 3alliKaBIE€HOCTI TOBapaMu Ta MOCIYIaMH, BUSBISATH
perioHabHi 0COOIMBOCTI OMUTY Ta HOTO CE30HH1 KOJIMBAHHS.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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3aBasgKkM 1HTErpalii MUX CEPBICIB MIAMPUEMCTBA OTPUMYIOTH MOXIIMBICTH TOEJIHATH
CTaTUCTHKY BiJIBITyBaHOCTI BeO-peCcypciB i3 MOUTYKOBUMH TPEHIaMHU, 110 BiAKPUBAE IIISAX 10
dbopmyBaHHS OUIBIIT TOYHUX MOJEIICH MTPOTHO3YBaHHS.

AHaNi3 ocTaHHIX JoCHiIxkeHb i myOuaikamid, B SKUX MNOKJIAJEHUH MOYATOK
BUPilIEHHIO 1aHOI MpodJieMHu i Ha sAKi cniupaeTbesa aBTop. [IpodiiemMaTuili MpOrHO3yBaHHS
MIOTINTY, OBEIHKU CIOKUBAUiB, 00CATY MPOJaKiB B €JIEKTPOHHIN KOMEpIIii, B TOMY YHCII 13
3acToCyBaHHs JaHuX oTpuMaHux B Google Analytics (GA) ta Google Trends (GT), mpucssiueni
HAYKOBI HaIpallOBaHHI, SIK 3apyOKHHX, TaK 1 yKPATHCHKUX BYCHUX Ta JTOCIIIHUKIB.

D. Karl y cBoill cTaTTi CUCTEMaTUYHO OKPECIIOE CTaH 1 NEPCHEKTUBH JIOCTIIXKEHb Y
cdepi MporHo3yBaHHs OBEPHEHB CIIOKMBAYIB B €JICKTPOHHINA KOMepii. ABTOp IEMOHCTPYE,
IO ISl TéeMa Mae cTpaTeriyHe 3HauyeHHs A Ol3Hecy, ajke IOBEPHEHHs BIUIMBAIOTh Ha
KUTBKICTH  3aMOBJICHb, JIOTICTUKY, YIpPaBIiHHSA 3amacaMu Ta (DIHAHCOBI pe3yiabTaTh
MIIPUEMCTB €JIEKTPOHHOI TopriBii. Ha ocHOBI aHamizy 25 poOiT aBTOP BUOKPEMITIOE KITFOYOB1
METOAM MPOTHO3YBAaHHS, HAOOPH JAHHUX, O3HAKU M alrOPUTMHM, a TAaKOXX BUSBIISIE MPOOIEMH,
OB’ s13aH1 3 HEIOCTATHIM BUKOPUCTAHHSIM €KOHOMIYHHUX MTOKa3HUKIB €(PEKTUBHOCTI AiSITbHOCTI
[1].

R. Mohaimin pocnimpkyBaB BB Google Analytics Ha €lIEKTpPOHHY KOMEpILIIO B
KOHTEKCTI MOKpAIICHHS! pO3yMiHHS MOTPeO KIIEHTIB Ta MiJBUIICHHS €(pEKTUBHOCTI Oi3HeCYy.
ABTOp IIPUXOJUTH /10 BUCHOBKY, 1110 BUKOPUCTOBYIOUH 3BITH TaKOI'0 IHCTPYMEHTY sk Google
Analytics, koMmnanii MOXYTh BUSBIISITH 3HaYYII 3aKOHOMIPHOCTI B TIOBE/IiHIII KOPUCTYBAiB Ta
3I1MCHIOBATH NMPOTHO3YBaHHS, 110 J03BOJISIE IM CTBOPIOBATU MEPCOHAII30BaHI MPOAYKTH Ta
MOCITYTH, SIKI BIJIIOBIIAfOTh 1HIUBITyaTbHUM IOTpeOaM KIIEHTIB [2].

VY nocnimxkenni S.Carta, A.Medda Ta iHIIUX CIIBaBTOPiB 3a3HAYAETHCS, 1110 3POCTAHHS
00CATIB OHJIAWH-TIPOJAXKIB CTBOPIOE CHUTYAIlil0, KOJU CIIOKMBAadl 4acTO HE MAalOTh YiTKOTO
VSIBJICHHSI PO MeXaHi3Mu (HOopMyBaHHS I[iH, 30KpeMa i1 4ac MmepiojiiB po3NpoAakiB Ta aKIlii.
[TporHo3yBaHHS MOMUTY B TAKUX YMOBAaX CTa€ KPUTHYHO BAXKIIMBUM, OCKUIBKH JTO3BOJISIE HE
JMILIE MiIpUeMCTBaM e(EeKTUBHIIIE TUIAHYBAaTH 3alacu Ta MapKETHHIOBI aKTUBHOCTI, aje i
CHOXHMBaYaM pOOUTH OOTPYHTOBAaHWI BHOIp 11010 MOMEHTY Ta pUHKY IpuUI0aHHS ToBapy. B
OCHOBY JOCHI/KeHHA OyJ0 TOKJIaJeHO IpPOTHO3YBaHHS MaiOyTHHOI JMHAMIKM IIiH B
€JIEKTPOHHIN KoMeplii Ha TOBapu, UIUIIXOM CTBOPEHHS I1HAMBIAYaJIbHOIO IPOTHO3Y 3
BUKOPUCTAHHSAM aBTOPErpeciiiHoi i1HTerpoBaHOi Mojeni KoB3HOi cepeaHboi (ARIMA).
Hocnigauku oninmim napametrpu ARIMA Ta BunpoOyBanu pi3Hi KOMOIHAIli €K30r€HHUX
XapaKTEPUCTHK 1 32 JOIOMOT'0K0 E€KCHEPUMEHTAJIbHOIO aHalli3y MPUHIILIM 10 BUCHOBKY, IO
iHdopmaris, sika Oyna orpumana 3 Google Trends Ta BUKOpHCTaHa B MPOTHO3aX 3HAYHO
MOKpaIMIa Mporuosu [3].

K. Yousfi Ta O.J. Adelakun [4] Big3HauaroTh, 1m0 OCKUIbKU big data Ta aHamiTHKa
BIJIITpalOTh Je/ali Ba)JIMBILIY poJib B YyCHIIIHOMY (YHKIIIOHYBaHHI Oi3Hecy, To Google
Analytics Moxe OyTH LIHHUM IHCTPYMEHTOM, IIIO JI0NIOMAara€ KOMIIaHISIM BHSIBJISITH BaXKJIMB1
1HCATH Ta ONTHMI3YBaTH MalOyTHE 3pOCTaHHs. ABTOPH JOBOJSATH, L0 BUKOPUCTAHHS
PO3LIMPEHUX BEO-METPUK €JIEKTPOHHOI KoMepllii, oTpuMmanux 3 Google Analytics, 103BOJISIOTH
npuiiMaTH pillIeHHs HalpaBiIeH! Ha MiJBUILEHHS e()eKTUBHOCTI POJAXKIB.

V¥ nocmimxenni V.Sresth i3 cniBaBTOopamu [S] 3a3HavyaeThCs, M0 TPOTHO3HA aHATITHKA
B Cy4aCHOMY CBITI € OJIHUM 3 HaMIIHHIIIMX IHCTPYMEHTIB, 110 JI03BOJISIE NPUHMATH PIllICHHS
Ha OCHOBI BEJIMKHX JIaHUX. BUKOPHCTOBYIOUM CTPYKTYpOBaH1 Ta HECTPYKTYpOBaH1 1a0JI0OHU 3
TpaH3aKIIMHUX 0a3 JaHUX 1 peecTpy MPOAYKTIB abo >KypHaNB COLIAJbHUX MeJia, MOXHa
NEePEerJIsId Ta POrHO3YBATH MOBEIHKY CIOKHBayiB. ABTOPH B JOCIIIKEHHI POOJIATH aKIIEHT
Ha 3aCTOCYBaHHI IITYYHOT'O 1HTEJIEKTY Ta HEUPOMEPEK.

D.Gkikas Ta P. Theodoridis, y cBoiii cTaTTi A€MOHCTPYIOTbH, LII0 3aCTOCYBAaHHS METO/IIB
MAIIMHHOTO HaBUaHHS B MOeAHaHHI 3 TanuMu Google Analytics BiqkpuBae 3HaYH1 MOXKIUBOCT1
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JUIs Kiacudikallii Ta MPOTHO3YBAaHHS PIBHS 3aIydeHHS KOPUCTYBadiB y cepl €IeKTPOHHOI
Komepiii. OTpuMaHi BUCHOBKHU MiATBEPKYIOTh, 110 IMOBEAIHKOBI MOKA3HUKU KOPHCTYBayiB
(cecii, monii, KOHBEpCii, TpaH3aKIIii, piIBEHb BIIMOB) MOXYTh CTaTH HAIIHHUMHU 1HAUKATOPAMH
Maif0yTHBOT aKTUBHOCTI KJII€HTIB, Ta BiANIOBIAHO BUKOPUCTOBYBATHCH 3 METOIO ITPOTHO3YBAHHS
00csriB mpogax [6].

Cepen BITYM3HSIHMX HAYKOBLIB, ci BiaMiTuTH pociimkeHHs . Yrpun, 0. Ymenko
Ta I1HIIMX CIIIBaBTOPiB, SIKE 30CEPEIDKEHE Ha CTBOPEHHI Ta BIIPOBAKCHHI aJanTHBHOI
METOJIOJIOTIi MPOTHO3YBAaHHS MPOJAXIB, IO CHPSIMOBAaHA HAa MiABHINEHHS €()EKTHBHOCTI
yIpaBJliHHA TOBAapHMMHU 3amacaMu. 3alpOIOHOBAaHA MOJEIb BUKOPUCTOBYE I1HCTPYMEHTH
MAIIMHHOTO HaBYaHHS Ta BPAaXOBYE JHMHAMIKY PUHKOBHUX YMOB, IO 3a0€3IeUy€e MOMKIJINBICTh
FHYYKOIO KOPHUI'YBAaHHS IPOTHO3IB y pEeXHMI peasbHOro uacy. CTarTs OXOIUIIOE aHali3
Cy4acHUX IMIAXOMIB /O TPOTHO3YBaHHA, BiAOIp BIAMOBIJHUX aJTOPUTMIB MAIIMHHOTO
HaBYaHHS, PO3POOKY MPOTOTHITY MOJIEII Ta IEPEBIPKY 11 TOYHOCTI i EKOHOMIYHOI JOIILHOCTI,
OJIHaK HE BPaxOBYIOThCS MOXIUBOCTI Google Analytics Ta Google Trends mist moGymoBu
MPOTHO3HUX MojieneH [7].

Y po6ori T. Pomanumka, O. CamoiinoBa, [[. CTpyka BHCBITIEHO OCOOIMBOCTI
3aCTOCYBAHHS IHCTPYMEHTIB JUIsl aHAJII3y PEKIAMHUX KaMIlaHii, KOHKYpEeHTHOTO CepeIOBUIIIA,
yIpaBIiHHA KITIEHTCHKUMH B3a€MO/IISIMH Ta Bi3yaui3arlii qanux. 30KkpeMa, pos3risinyto, Google
Analytics sIK 1HCTpYMEHT AJsi BIACTEKEHHS MOBEAIHKM KOPUCTYBauiB, LUIIXY KOHBEPCIiH,
iHTerpanii 3 pexiaamanmu IuiarGopmamu. OJHAK, aBTOPU 3ayBaXKylOTh, IIO BiH MOTpeOye
HANAIITYBaHHS W KOPEKTHOro 300py JaHWX, 1 caM 1o co0i He 3abe3nedye IMOBHOTO
aHAJITUIHOTO OXOIUICHHS [8].

Buninennsi HeBMpIilleHHX paHile 4YacTHH 3arajbHoi mpo0JieMu, KOTPUM
NPHUCBAYYETbCH CTATTA. Pe3ynpratu aHamizy JiTepaTypHHX JDKEpeN CBiM4aTh MIO 3HAYHA
YacTUHA JOCIIKEHb 30Cepe/keHa Ha OKPEMHUX acCHeKTaX MPOTHO3YBaHHS, HANPHUKIIAJ, Ha
OLIiHIII piBHS IOBEPHEHB TOBAPIB, BIUTMBI aKI[IHHUX TEPi0/IiB HA IIIHOYTBOPEHHS, BUKOPUCTAHHI
ARIMA un HeilipoMepex ais MOJEIIOBAHHS IMONHUTY, a00 * Ha CTBOPEHHI aJalTHBHUX
QITOPUTMIB YNpaBiiHHA 3amacamu. [Ipore kommiekcHa iHterpamisi ganux GA ta GT y
perpeciitHi MoieNi MPOrHO3yBaHHS MMOMUTY BUBYEHA HEIOCTATHBO. L{e cTBOpIO€E TOCTIAHUIIBKY
IpOrajiiHy, aJKe caMe MO€THaHHA OBEIIHKOBUX MeTpuK 3 Google Analytics (Bi1B11yBaHICTb,
KOHBEPCisl, CepeIHii YeK, MOKa3HUK BiJIMOB TOIO) Ta iHAWKATOPIB MOUIYKOBOTO IHTEpECYy 3
Google Trends Moxe gatu OUTBIIT TOYHUN Ta JUHAMIYHUN TTPOTHO3.

@opMyJIIOBaHHA MeTH CTATTi (mocTtaHoBKa 3aBaaHHsi). OTXe, BpaxoBYOYH
BUIII€3a3HAYEHE, METOI0 CTAaTTI € OOIPYHTYBaHHSA OIUIBHOCTI 00’€IHAHHS aHATITUYHUX
MokIHBOCTel BeO-pecypciB Google Analytics (GA) ta Google Trends (GT) nnst ctBopeHHS
LUTICHOTO 1HCTPYMEHTApil0 MPOrHO3YBaHHS IOINUTY B EJIEKTPOHHIM Komepuii. Y Mexax
JIOCIIJKeHHs niepea0ayaeThest (GOPMYBaHHs perpeciiiHoi Mojeni 3 oOrpyHTYBaHHIM BHOOpY
KIIFOYOBHX (PAKTOPIB, 1110 HAMOLIBIIO MIpOIO BIUIMBAIOTh HAa CIIOKUBYY aKTUBHICTh. OKpeMUM
3aBJIaHHAM € pO3poOKa AITOPUTMY MPOTHO3YBAaHHS OOCSTIB MPOJAX (MOMUTY) B €NEKTPOHHIH
KOMEpIIii 3 METOI0 MiJABUILEHHS €()EeKTUBHOCTI NMPUNHATTS YNPaBIIHCHKUX pillIeHb Yy cdepi
OHJIAHH-TIPOIAXKIB.

BuxkiaieHHs1 OCHOBHOIO Martepiajy AOCJHiKeHHs 3 NMOBHMM OOIPYHTYBAaHHAM
OTPUMAHMX HAYKOBHX pe3y/bTaTiB. J[ieBUM 1HCTpYMEHTOM NPOTHO3YBaHHS MOMUTY, SKUN
MO’K€ TaKOXK OyTH BUKOpHCTaHUH B cepl eNeKTPOHHOI KOMepIlii, 110 3a0e3neuye KibKiCHY
OLIIHKY BIUIMBY PI3HMX YMHHHUKIB Ha CHOXKHBYY MOBEAIHKY € MHOXHHHI perpeciiiHi MoJieli.
Bonu 103B0JIAIOTH MIHIMI3YBaTH PU3UKH, ONITHMI3YBaTH MAPKETUHTOB1 BUTPATH Ta MiABUILUTH
e(eKTUBHICTb CTpaTeriyHoro. MHOXHHHA JIiHIHA perpecis J03BOJISI€ OLIHUTH BIUIMB KIJTBKOX
HE3JIe)KHUX 3MIHHUX Ha OJIHY 3aJIeKHY 3MiHHY [9]. BoHa € y3aranpbHEeHHSIM MPOCTOT JIHIHHOT
perpecii i 103BoJIsi€ Oy yBaTH OLIBII THYYKI MOJIENI JUIs IPOTHO3YBaHHS Ta aHamizy (1):

Y=+pIX1+p2X2+ --+fnXn+e (1)
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ne Y — 3anexxHa 3MiHHA (pPe3yJIbTaT, SKUH MOSICHIOETHCS a00 MPOTHO3YETHCS );
X1,X2,...,Xn — He3anexHi 3MiHHI ((aKTOpH, 1110 BIUIMBAIOTH HA PE3YyJIbTAT);
B0 — koHCTaHTa (BUTHHUH YJICH);
B1,B2,...,pn — xoedimienTH perpecii (IIOKa3yrOTh, IK 3MIHIOETHCS Y, SKIIO
B1IMOB1THUM (pakTop 3pocTe Ha 1 oguHUIT0, TTPH (PiKCOBAHMX IHIINUX 3MIHHHX);
€ — BUIIaJIKOBA MTOXHOKA.

3acTocyBaHHSI perpeciiHOro aHasizy J03BOJISE HE JIUIIE POTHO3YBATH OOCSAT TOIUTY,
ajie ¥ BU3HAYaTH HaWOLIbIN 3HauyInl (akTopu Woro dopmyBaHHsa. Hampukian, mpu aHamizi
JAaHUX IHTEpPHET-MarazuHy Moxe 3’scyBaTtucs, mo 70% Bapiamii y HONUTI MOSCHIOETHCS
BUTpaTaMM Ha peKJIaMy Ta CE30HHUMH KOJIMBAaHHSIMM, TOAl K MOBEIIHKOBI (akropu
BIJIrparOTh JApPYropsiaHy poib. Taka iHpopMalis CcTae OCHOBOIO ISl ONTHUMI3amii
MapKETUHTOBUX OFODKETIB Ta CTpaTEriii MpOCyBaHHS.

OTxe perpeciiHuii aHaii3 B EJNEKTPOHHIM KoMepuii MOXKe HagaTh MOXKIHBOCTI
BU3HAUUTU CHJIy Ta HampsiM B3a€EMO3B 3Ky MIK HE3aJEKHUMH 3MIHHUMH (HalpHKIaL,
BUTpaTaMH Ha pEKJIaMy 4YM KUIBKICTIO BiJBiAyBauiB caiiTy) Ta momutoM. lle crBOproe
AQHAIITUYHY OCHOBY JJisi TOYHINIONO PO3YMIHHA MeXaHi3MiB (OopMyBaHHS CHOXKHUBYOL
NOBEIiHKK. MOens MOXKEe BPaxOBYBaTH CYKYIHICTh (DaKTOpiB, IO BIUIMBAIOTH HA TOMHT, i
3aBJIKM CTATUCTUYHIM MepeBipli MapaMeTpiB 3alesnedyye OUTbII HAAIAHI Pe3yabTaTH Yy
MOPIBHSHHI 3 eKCIIEPTHUMH YH iHTYITUBHUMH MeToaMu. OTpUMaHi pe3yabTaTi MOXYTh OyTH
BUKOPHUCTaHI JuIsi OOTPYHTYBaHHS MAapKETHHIOBOi CTpaTerii, onTuMi3aiii OIOJKETiB Ha
pexiamMy, TUTAaHyBaHHS TOBAPHUX 3aI1aciB 1 BIOCKOHAJICHHS CUCTEMH JIOSITBHOCTI KITIEHTIB.

Opnak HEOOXiTHO BiA3HAUMUTH MEBHI OOMEXEHHS B 3aCTOCYBAaHHI TaKOro MiAXOIY J0
IPOTHO3YBaHHS 00CSTIB MpoAaxy (MONUTY) B €IeKTpOoHHINA komepilil. Kiacuuna perpeciiina
MOJieJIb TPYHTYETbCA Ha MPUIYIIEHHI MPO JIHIAHICTH 3aJIEKHOCTEH, TOAlI AK Yy pEalbHUX
yYMOBax BIUTUB (pakToOpiB MOke OyTH 3MIHHUM Y 4aci Ta HeniHiiHuM. Lle moTpedye po3mmpenHs
METOAMYHOI'0 IHCTPYMEHTApIit0, HAapUKJaJl, BAKOPUCTAHHS MOJIHOMIAJIbHUX YM JAWHAMIYHUX
Mojenei. Y chepi enekTpoHHOT Komepilii 6arato 3MiHHUX MOXYTh OyTH B3a€EMOIIOB’ I3aHUMU
(HampuKJaa, BUTpaTH Ha pekiamy Ta Tpadik caiTy), II0 YCKJIAJHIOE IHTEpPIpETaLio
Koe(ILIEHTIB Ta 3HUXKYE TOYHICTH NMPOrHo3y. HaniliHicTe pe3ynbpTaTiB perpeciiiHoi Mojaeml
3HAYHOIO MIPOIO 3aJICKUTh BiJl KOPEKTHOCTI Ta PENpe3eHTaTUBHOCTI BX1AHUX JaHuX. HernoBHi
YW BUKPHUBJIECHI JJaH1 MOXYTh IPU3BECTH JI0 TOMUJIKOBUX BUCHOBKIB.

Mudposi TexHonorii (opMyrOTh IUIICHY CHUCTEMY VIPaBIIHHA MapKEeTUHIOM,
3a0e3Meuyour ONTHMI3allil0 MpOLECiB, INIHUOIIE PO3YyMIHHS CIOXHBAaudiB 1 3POCTaHHS
pe3yAbTaTUBHOCTI MAPKETHMHIOBUX KammaHid. KoXeH 1HCTpyMEHT Bipi3HSAETbCS BIACHUMHU
nepeBaraMu Ta OCOOJMBOCTSIMM, IO JIa€ 3MOTY THYYKO HIJJIAIITOBYBATH iX MiJl MOTpeOU
oKpemoro cy0’ekta rocniogaproanss [ 10, C.42].

Ha mpakTuii, B cdepi eIeKTPOHHOI KOMEPIIii KIFOUYOBUMHU JKEPEIaMH CTaTUCTUIHOL
iHdopmarii MoXyTh BUCTynaTu cuctemu Google Analytics (uis otpumanHs qaHuX po Tpadik,
KOHBepcii, moBeiHKy kopuctyBadiB) Ta Google Trends (ass BiACTEKESHHS 3MiH Y MOIITYKOBHX
3aMuTax, IO BIAOOPaXAIOTh IUHAMIKY CIIOXKHBYMX IHTEpeciB). BukopucTanHs mmx
IHCTPYMEHTIB HIJABUIIYE SKICTh JAHUX 1, BIIMOBIAHO, TOYHICTh MOOYJOBAaHHUX pPErpeciitHUX
mozenei. Google Trends Hamae MOXIHMBICTE OTpUMATH  iH(OpMalil0 PO AWHAMIKY
MONIYKOBUX 3allMTIB Yy pI3HUX perioHax ta dvacoBux mnpomikkax [11, C.815]. [ns
MIPOTHO3YBaHHS TIOMUTY OCOOJMBO BAXJIMBUMH € 3MIHU y TOMYJISIPHOCTI TIEBHUX KIFOYOBUX
CJIIB 1 TOBApHMX KaTEropiil, CE30HHI KOJMBAHHS IOMMTY, BUSBJICHHS 3apO/KEHHS HOBHX
TPEHJIIB Yy MOBE/IHIII CIIOKUBaYiB, reorpadiuHa cerMeHTallis IHTepecy 10 TOBapiB.

Google Analytics no3Bomnse 30upaTu jAeTanbHy iH(GOPMAIIO MPO MOBEIIHKY
KOpHUCTYyBauiB Ha caiiti. Jl0 KII04OBHMX 3MIHHHMX, SIKI MOXYTb OYTH BHKOpPHCTaHI B
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perpeciiHoMy MPOTHO3YBaHHI MTOMUTY, HAJIEKATh KIJIbKICTh YHIKQILHUX Bi/IB1AyBadiB JHKepesa
tpadiky (opraHiuHui, mnaTHUM, pedepanbHUN) TOKAa3HWKM KOHBEpCii, cepenHid dac
nepeOyBaHHS Ha CalTi, CEpeIHi 4YeK 3aMOoBJieHHs, piBeHb BiaMoB (bounce rate).
BukopucTaHHs UX MOKAa3HHUKIB Yy SKOCTI HE3aJEKHUX 3MIHHUX Ja€ 3MOTY BHSIBHUTH, SKI
acreKTH MUGPOBOr0 MApPKETHHTY HAHOUIbIIe BIUIMBAIOTh HA TIOMHT 1  KIHIEBI
nponaxi [2, C. 95].

[Toennanns manmx Google Analytics Ta Google Trends nmosBossie chopmyBatu
KOMIUIEKCHY CHCTEMY 1HJMKATOpIB, SIKi MOSCHIOIOTHh HE JUIIE (PaKTHYHY MOBEAIHKY KII€HTIB
Ha caiiTi, a i MOWHHI TeHaeH i y popMyBaHHi monuTy. L{e migBuIye TOYHICTh perpeciiHux
IPOTHO31B Ta CTBOPIOE MOKJIMBICTD JJIsl CLIEHAPHOTO MOJICTIOBAaHHS MAaiiOyTHIX 3MiH.

VY Tabn. 1 npeacraBieHo KOHIIENTYalIbHY MOJICIb iHTerpaiii nanux i3 Google Analytics
ta Google Trends 11 moOy10BH perpeciitHOro MPOTrHO3Y MOMUTY B €ICKTPOHHIN KOMEpIIii.

Tabmuus 1 — Inrerpanis nanux i3 Google Analytics Ta Google Trends anst mooynoBu
perpeciifHoro nporHo3y NOMHTY B €ICKTPOHHINA KOMepLii

Hxepeno KittouoBi mokazHuKH Buxopucranns y
. O . Pesynbrar (Y)
JTAHUX (3MmiHHI X) perpeciiiiii moaeni
. . N He3sanexHi 3MiHHI, 1110 KinpkicTh
BinBigyBaHicTh caliTy, KOHBEpCIii,
Google . o OTHCYIOTh (PaKTHIHY 3aMOBJICHb,
. IoKepena Tpadiky, cepenHiil yek, gac :
Analytics MOBEIIHKY obcsr
nepeOyBaHHA, bounce rate . .
KOPHUCTYBauiB MPOJIAXKiB
[TonynsipHICTh KJIFOUOBUX 3aIUTIB, S
. . He3sanexHi 3MiHHI, 0 Cuenapae
Google CE30HHICTh NOMUTY, TeorpadiuHa . .
. . . BiJOOpakaloTh HAMIPU | MIPOTHO3YBAHHS
Trends CTPYKTypa iHTepeciB, JUHAMIKa .
. Ta pUHKOBI TEHCHIII1 HOMUTY
TPEHIB
. . . CraructuuHe Onrtumizanis
Perpeciiina Komb6inyBanns 3minaux GA ta GT . i
. BH3HAYEHHS BarOMOCTI | MapKETHHIOBOi
MO/JIEITh JUIst TOOY/IOBH PIBHSIHHS perpecii .
¢dakropis crpaterii
IlnanyBaHHs
[Iporuos Ha ocHOBi cTaTHCTHYHUX Buxopucranns NPOJIAXKIB,
MIOTIUTY 3aJIeKHOCTEH pe3yNbTaTiB MOl 3aracis,
OrOKETY

Jlxepeno: chopMOBaHO aBTOpaMu

Google Analytics 3a6e3neuye 30ip qaHuX MPO (aKTUYHY MOBEIIHKY KOPHCTYBAdiB Ha
CaiTi: KUIBKICTh Bi/IBIlyBaHb, JKepena Tpadiky, MOKa3HUKU KOHBEpPCii, cepeaHii 4ek, yac
nepeOyBaHHs Ta piBeHb BAMOB. L1 3MiHHI BUCTYyNalTh He3aleXHUMU ¢dakTopamu (X), 110
BIZJOOpaXkaloTh  PE3yJIbTAaTHUBHICTh MApKETMHTOBMX [Ji 1 B3a€EMOJII0  KIIEHTIB 13
iatdopmoro. Google Trends 1o3Bosisie BiCTiIKOBYBATH HaMIpH Ta YIIO100aHHS TTOTSHI[IHHAX
KJII€HTIB, BHUpa)K€H1 Yepe3 IOUIYKOBY AaKTHUBHICTh. Jl0 TakMX TMOKa3HHUKIB Halexarb
MOMYJISIPHICTh KJIIOYOBHUX CJIB, CE30HHICTh IOINUTY, reorpadidHa CTPyKTypa 3amuTiB 1
3apO/DKEHHS! HOBHX TPEHIB. BOHM TakoXX IHTErpyIOTbCs Y perpeciiHy MOJAeNb K He3alexXH1
3MiHHI (X), ajie BJ)Ke Ha piBHI IPOTHO3yBaHHSI pUHKOBUX TEHICHIIIH.

Ha ocHoBi nux 3MiHHHX (OPMYETBCS perpeciiiHa MoJielb, 10 J03BOJIS€ KUIBKICHO
OLIIHUTHU BIIUB ()aKTOPIB HA MOMUT 1 pO3paxyBaTH MPOTHO30BAHE 3HAYEHHS 3aJI€KHOT 3MIHHOT
(Y). TakuM ynHOM, B TAOIUII TPOJEMOHCTPOBAHO JIOTIYHHI 3B 30K MIXK JDKEpeIaMH JTaHUX,
HE3ICKHUMH 3MIHHUMH, MaTeMaTHYHOIO MOJIEUTI0 Ta MPOTHO3HWUM pesyinbratoMm. Lle
3a0e3mnedye He JuIle MOOYAOBY SKICHOIO NMPOTHO3Y, a H CTBOPIOE OCHOBY JJISI MPUHHATTS
CTpaTeriuHuX YNpaBIiHCHKUX pillieHb. Bubip moka3zHukiB Juist oOy10BU perpeciiiHoi Mojael
IPOTHO3YBAaHHS TONMUTY B €JNEKTPOHHIM KoMeplii MOBMHEH IPYHTYBATUCS Ha MPHHLUIAX
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€KOHOMIYHOT JIOIIIBHOCTI, JIOTIYHOTO 3B’s3KYy 3 00CsAraMu MNpoAaXiB Ta MOMJIMBOCTI
KUTbKICHOTO BUMIiproBaHHS. KokHAa 3MiHHA, BKJIIOYEHA Y MOJIENb, BUKOHYE TIEBHY pPOJIb y
dhopMyBaHHI 3aJIEKHOCTI MiXkK MOTMUTOM (0OCSTOM MPOJAKIB) Ta KIIOUYOBUMHU (PaKTOpamMu HOTo
BU3HavYeHHs. [ pHTYyr0OunCch Ha MOxkIUBOCTAX Google Analytics Ta Google Trends asist moOynoBu
perpeciiHoi MoJIeii MPOTrHO3YBaHHSI TIOMHUTY B €JICKTPOHHIN KOMEPITii TOIIIFHO BUKOPUCTATH
Taki GaKTOPH SIK 1HJEKC MOLTYKOBOTO iHTEpECY, KIJIbKICTh BiJ[BiAyBadiB, KOe(illi€eHT KOHBEPCIi,
CepeIHii UeK, Ce30HHUH (aKTop.

[HAeKc MONIIYKOBOTO iHTEpeCy € KPUTUYHO BAKJIMBUM MOKa3HUKOM, OCKUIBKH BiJJOOpaxae
PIBEHB yBaru MOTEHIIIHHUX CIIOKUBAYIB /10 KOHKPETHUX TOBAPiB a00 KaTeropiil y MeBHUIl MOMEHT
qacy. 3pOoCTaHHS MOIIYKOBHX 3alMTIB, SIK MPABUJIO, CUTHAI3YE MPO MiABUIIEHHS 1HTEPECY 0
MOKYIKH, a OT)Ke, HampsMy BIUIMBae Ha monut. Llell moka3HHK BinoOpaxae Mo4aTKoBy (azy
BOPOHKH TpoJaxiB — (opMyBaHHs iHTEpecy Ta HamipiB cnoxuBauiB. KinbKicTb BiiBimyBadiB
CIIYTYE TIPSIMUM 1HAUKATOPOM 00csaTy Tpadiky Ha uiatdopMi (IHTEpHET-Mara3uHi) eJIeKTPOHHOI
komepitii. KiTbKicTh KOpUCTYBaYiB, 10 BIIBIAYIOTH CaiT, O€3MocepeIHh0 BU3HAYAE TTOTSHITIHHIIA
TIOTTUT.

KoedimienT kouBepcii BinoOpaxae epeKTHUBHICTh CAlTy y «II€PETBOPEHHI» BiABITyBadiB
Ha TOKYNIiB. BiH € KIIOYOBOIO JIAaHKOIO MDK KIJBKICTIO Bi/BiAyBadiB Ta (haKTUUHUMU
npojaxaMu. 3pOCTaHHS KOHBEPCii MOXe KOMIIEHCYBAaTH MEHIIHH o0car Tpadiky, a ii
3HIKEHHS — 3HIBENIIOBAaTH HaBiTh BUCOKI MOKa3HUKH BinBinyBaHocTi [13, C.6].

CepenHiii Wek XapakTepu3ye TPOIIOBY BapTicTh oxHiel mokynku. Llel mokasHHK €
HEOOXIIHUM 711 KOPEKTHOTO TEepPEeTBOPEHHS KUIHKOCTI TPaH3aKIiil y TpouoBuil obcsar
npogaxiB. HaBiTe 3a 0JHaKOBOI KiJIBKOCTI HOKYIOK, CEpeAHId YEeK CYTTE€BO BIUIMBAE HA
KIHIIEBHI PE3yNbTaT: y NEPiOH aKI[iil Ta 3HIKOK CepeAHIi YeK MOXKe 3HIKYBATHUCS, TOJIL 5K Y
CBSITKOBI CE30HU — 3pOCTaTH. 3a3BMYail Ma€ MOMIPHHIA BIUIMB HA MPOTHO3 OOCSTY MPOJaiB
yepe3 IiHOBUM QakTop. Lle MOsICHIOEThCS THUM, IO MiJBUIIEHHS CEPEAHBOrO 4YeKy Oe3
CYIPOBITHOTO 3pocTaHHs Tpadiky abo KOHBEpCii piAKO reHepye 3HAYHHUMA MPUPICT 3arallbHUX
MIPOJIaXKIB.

Cezonnmii ¢akrop (Ha ocHoBi GT i GA) mo3BOJIsiE BpaXyBaTH MUKITIYHICTD CTIOKHBYOL
aKTUBHOCTI. Y cepi eTeKTPOHHOT KOMEPLii Ce30HHICTh € BU3HAYAJIbHUM (DAKTOPOM, OCKUIBKU
MOMUT YacTO 3POCTAa€E B OKPeMI Mepioau (HANpHUKiIad, «40pHA I’ SITHULISD, HOBOPIYHI CBATA,
CEe30H BIANYCTOK). IrHOpyBaHHS CE30HHHMX KOJMBaHb MPHU3BENIO O 10 3HAUYHUX MOXUOOK Y
IIPOrHO3YBaHHI.

Takum 4YnHOM, KOMOiHalis OOpaHMX 3MIHHUX (OpPMye KOMIUIEKCHY MOJIENb, IO
OXOIUIIOE BCl KJIIOYOBI €Talny BOPOHKU MPOJAXIB: IHTEpec - Tpadik - KOHBepcis - oOcsr
NOKYIIKM - CE30HHI KOJMBaHHSA, 1 3a0e3leuye MaKCHUMaJbHO HaOJMKEHE 10 peaylbHOCTI
NPOTHO3YBaHHSI MalOyTHHOTO TIOMUTY. Y3araJlbHIOIOUH BHIE3a3HAUYEHE MOKHA chopMyBaTu
QITOPUTM HPOTHO3YBaHHS MONUTY (0OCATY MpoJax) B €NEKTPOHHIN KoMmeplii Ha OCHOBI
MHOKHMHHOI perpecii 13 3acTocyBaHHSM JaHuUX oTpuMmaHux B (Google Analytics Ta Google
Trends (puc. 1)
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dopMyBaHHSI BX1THUX JaHUX

Google Analytics:
v Tpadik cailTy (KibKicTh Bi/iBiyBauiB, jpKeperna, yac rnepeOyBaHHs, TIOKa3HUK
BiIMOB);
v’ KoHBepCii (4acTOTa MOKYMOK, KOe(illieHT KOHBEPCii, Cepe/iHiil YeK);
v MOBeMiHKOBI aHi (CTOPIHKH BXOIy/BUXO/Y, IIUISIXH KOPHCTYBAUiB, IPHCTPOI);
v’ reorpadis i neMorpadist KOpucTyBadis.

Google Trends:
v IMHaMiKa MOIIYKOBOTO IHTEPECY 32 KIFOYOBUMH CIIOBaMH (TOBapH, OpEH/IH,
KaTeropii);
v/ Cce30HHI MKy (HANPHUKIIAJ, TIEPE]] CBITAMH YK B JITHIM CE30H);
v/ perioHaibHi BiIMIHHOCTI y IOIHTI;
v’ NOpIBHSAHHS TOMYJISIPHOCTI Pi3HUX TOBAPIB y Hilli.
Y
[Tonepenas oO6poOka 1aHUX
OunieHHs JaHUX BiJ BUTIQJAKOBHX ITYMIB (HAMPHUKIIAJ, OOTIB UM CIUIECKIB 0€3 MOKYIOK),
HOpMaJti3allis iHgekcy nomyky Google Trends mo peanpaux nmponaxis 3 Google Analytics.
v
dopmyBaHHS 3MIHHUX
X1 = ingekc nonrykosoro intepecy (GT);
X2 = kinbKicTh BinBimyBadiB (GA);
X3 = koedinient kousepcii (GA);
X4 = cepenniit uek (GA);
X5 = ce3onnmuii paxrop (GT+GA);
Y = o0csr npojaxis (I[IbOBA 3MiHHA).
A

MopaenroBaHHS

3acToCyBaHHs perpeciiHol Moeri:

Y= f0+BLX1+B2X2+B3X3+BAXA+S5X5+¢

IIporuo3s (pe3yibTar)

Pucynok 1 — Anroput™m nporsHo3yBaHHS NMONUTY (0OCSTY MpoJax) B €IEKTPOHHIN
KOMepIii Ha OCHOBI MOJEJI MHOXXMHHOI perpecii i3 3aCTOCYBaHHSAM JaHHX OTPUMAaHHUX B
Google Analytics Ta Google Trends

Jlxepeno: cpopMOBaHO aBTOpaMH

Takwuii miaxin 3abe3nedye KOMIUIEKCHICTh aHalli3y 3aBJSKU 1HTErpaiii BHYTPIIIHIX 1
30BHIIIHIX JaHUX. PerpeciiiHa Mojenb 103BOJIS€ 3I1MCHIOBATH KUIBKICHY OLIHKY BIUIMBY
KOXKHOTO (hakTopa, IO MiJBUIIYE MPO3OPICTh YMPABIIHCHKUX pimieHb. IIpencraBnenuit
QITOPUTM JIETKO MaciiTa0yBaTH Ha Pi3HI pUHKHU, KaTeropii TOBApiB UM 4acCOBI MPOMIXKKH, 110
poOHTH #Oro yHiBepCalbHUM IHCTPYMEHTOM, a MOJKJIMBICTH ONEPATUBHOIO OHOBJICHHS
MPOTHO31B J03BOJIsie Oi13HECY TMpalioBaTH B JMHAMIYHOMY CEpEIOBHINI, pearyroyu He
nocT(haKTyM, a Ha BUIEPEKESHHSI.

PesynmpTaToM 3acTOCYyBaHHS TaKOTo alTOPUTMY € TPOTHO3 TPOJAXiB, MO Mae SK
NPaKTUYHY, TaK 1 CTpaTeriuny iHHICTh. [|JI1 MapKeTOJIOriB BiH CTAa€ MIATPYHTAM y IUIaHYBaHH1
pPEKIIaMHUX KaMITaHid: HANMpHKIaA, 3pOCTAaHHS TONIYKOBOTO IHTEPECy CHTHAI3YE TIpo
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HEOOXI1THICTh aKTHBI3YBaTH NMPOMOIIII0 Y BU3HA4YEHI nepioau. st MeHeKepiB 13 3aKyITiBEIb
IIPOTHO3 JI03BOJISIE CBOEYACHO KOPUTYBATH OOCSTH TOBAPHMX 3amaciB, YHUKATH NEQIIUTY YU
HAQ/UTMIIKY TMPOAyKIii Ha ckiagax. @DiHaHCOBHH MEHEKMEHT OTPHUMYE 3MOTY TOYHIIIe
IUTaHYBATHU TPOLIOBI IOTOKH Ta (POPMYBATH PEATICTUYHI OIO/KETH.

TakuM 4MHOM, aITOPUTM MPOTHO3YBaHHsI MONUTY Ha ocHOBI Google Analytics Ta Google
Trends € He JTHIIIE MATEMATHYHOKO MOJIGILIIO, @ i IIOTY>KHUM iHCTpYMEHTOM Gi3Hec-ananituku. Horo
BUKOPHCTAHHS JI03BOJISIE KOMITaHISIM €JICKTPOHHOI KOMEpIIii MiIBHUIIMTA TOYHICTh IUIAHYBaHHS,
OITUMI3YyBaTH MAapKETHHIOBi OFO/KETH, Kpallle yIpaBJsTH TOBAPHUMHU 3allacaMy Ta PO3POOIATH
JIOBrOCTPOKOBI CTpATerii 3 ypaxyBaHHSM pealbHUX TCHIICHIIIH PUHKY.

BukopucToByrouM Takuil MiXiq MOXKHA 3MOJETIOBATH KEHC JJIsl Cy0 €KTa TOPTiBEIBHOL
JSUTBHOCTI Ta  TIONIYKOBOTO 3alMTy «KYIMHUTH KPOCIBKMY, HANpuKian sl PiBHEHCHKOI 00acti.
[Mepmmm eraniom € hopMyBaHHS BUOIPKU TaHUX 3a MEBHUH miepioa. [yt mporHo3yBaHHs 00CSTIB
MPOJIaK Ha HACTYITHUHA MICSIIb, JOIUTLHO 3p00UTH BHOIPKY 3a monepenHi 12 micsriB. (Tab:m.2).

Tabmuis 2 — OcobauBOCTI arperyBanHs (pakTopiB BIUTUBY JJIs TOOYIOBU PETrpeCiiHOTO
MPOTHO3Y 00CATY MPOAaX I CyO’ €KTa rOCIIOAAPIOBAHHS B €ICKTPOHHIN KOMeEpIlii Ha OCHOBI
MOLTYKOBOTO 3aITUTY «KYITUTH KPOCIBKH»

IToka3HuK Jxepeso naHux JeranbpHa XapakTepucTHKa
v BnacHi nani O6csr mpoaaxiB KPOCIBOK 32 KOXKEH Micsilb BUOIpKH (B
cy0’exTa HaTypallbHOMY €KBiBaJICHTI, TIap.)

rOCHOJapIOBaHHS
X1 innmekc GT e moka3HUK MOMYJISPHOCTI OUTYKOBOTO 3aIUTY
MIOIIYKOBOT'O «KYTHUTH KPOCIBKH», BUpakeHui 3a 100-6anpHOI0
IHTEepecy 3armuTy mkanor. MakcumansHu mokazHuk (100) o3Havae
«KYTHTH HaWBHIIY TOMYJIAPHICTh 3aUTY 32 IIEBHUI Yac B
KPOCIBKI IIEBHOMY PETiOHI.
X2 — KiTBKiCTh GA Lle KigpKICTP KOpPHUCTYBadiB abO CeaHCiB Ha CaiTi
BiJIBiTyBadiB (kapTKax TOBapy «KpOCIBKW») 3a TIEBHHUM ITEPio/.
caity
X3 — koedirrieHTt GA BimoOpakae wuacTky BifBigyBauiB, sIKi 3IIHCHHIN
KOHBepcii MOKYIKY KpociBOK y BiacoTkax (%) abo mecsTKOBiH

dopmi (0-1). Y wmomenmi Kpaiie BHKOPUCTOBYBATH
necaTKoBy (GopMy, MO0 YHHUKHYTH MAacCIITaOHHX
MepeKociB y koedilieHTax.

X4 — cepenniit

GA, naHi cy0’exTa

Binob6pakae cepeiHIO CyMy OJHI€T ITOKYTIKH.

YeK TOCTIOIapPIOBAHHS
X5 — ce30HHUHI GA, GT, nani Le inTerpanbHUil TIOKA3HUK, SIKWH BPaxOBYE CE30HHI
(haktop cy0’exTa KOJIMBAHHS MOMUTY HA KPOCIBKH , OTPUMaHi 3 TUHAMIKA
rOCTOJapIOBaHHSA B GT ta GA = 1 B mikoBi nepioan, 0 = 3BUYAWHUI

MiCSLb.

Jlns mporHO3yBaHHsS OOCATIB MPOAaXK KPOCIBOK, 3MOJENbOBAHO KOE(ILi€HTH Ui
¢dakropiB piBHAHHA perpecii. Lli xoedilieHTH MOXXHa OTpUMAaTH Ha OCHOBI perpeciiiHoro
aHai3y 3a HAasBHOCTI BCiX, BUIE3a3HAYCHUX Yy TaONWIll 2, JaHUX 3a BiANOBIIHUN YacOBUI
MPOMIXKOK. Y IIbOMY KeiCl BAKOPHUCTAHO CTPYKTYPY BIUIMBIB, IO CIIOCTEPITa€ThCS B peabHUX

e-commerce MojiessX, (Tadi. 3).
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Tabmuus 3 — XapakTepucTHKa BiTHOCHOTO BIUIMBY KJIIOYOBUX (DaKTOPIB Ha MPOTHO3
o0csry oHnaitH-poAaxis (B-koedimieHTH Moei)

Koedimient Tunosuii BIuuB [Nosicuenns B po3pisi ¢akropis (X1,X2,X3,X4,X5)
BILUIMBY Ha
(hakTop
B1=0,42 Hait6inpmmii BB [lomrykoBa akTWBHICTH HaMKpaiie BigoOpaxae
HaMipy CIOXUBaYiB — 3pOCTaHHsl 1HTEpecy,
3pOCTaHHS NPOJIAXKIB
B2=0,31 Bucoxkuii BriiinB binbmme tpadiky, Oinbie MOTEHIIIHHUX MOKYIIIIB
Bs=0,15 [HomipHuit BrtuB [Tokazye sikicTe Tpadiky, ajge He 3aBXKIN TPSMO
3aJIC)KUTH BiJl 30BHIIIHLOTO MOIHUTY
Bs=0,07 HaiimMenmnii Bians Brnusae Ha goxid, ajge He 3aBKAM Ha KIIBKICTH
MOKYTIOK
Bs=10,25 Cepenniii BIIMB B3aemogis: xonn iHTepec y TOMIyKy 30iraerscs 3i
3pOCTaHHAM Tpadiky, €PEKT MiICUITIOETHCS

Jlxepeno: chopMOBaHO aBTOPOM

JlJiss iporHO3yBaHHS 00CsTy MpoaxiB MoxkHa chopmyBatu peanbHi gani 3 GT. Tak,
CepEeHbOMICSIYHUI 1H/IEKC MOITYKOBOTO IHTEPECY 1010 3aIUTY «KYIUTH KPOCIBKM» 32 TIEPioJT
3 %oBTHs 2024 110 )x0BTeHb 2025 poky, s PiBHeHCBKOT 06macTi ckias 86 (puc. 2).

® KynWTW KPOCIBKK YkpaiHa, 3a 12 Mic.

[«
N

MonynspHi 3anUTK 3a TepUTOpPianbHUMKU oguHMuaMr (2 Cy6perion ~

1 BiHHMUbKa o6racTb
- el
PiBHeHCbKa obnacTe 2 XmenbHuubka obnactb
PiBeHb

3auiKaBNeHHA
TEMOKD

86
T

3 BonuHcbka obnactb

4 3akapnaTceka oBnacTb

5 JKuTomupcbka obnacTb

MoxasaHo cyGperionn 1-6i324

Pucynok 2 — TlonyssipHiCTh MOIIYKOBOTO TEPMIHY «KYIMTH KPOCIBKH» 32 MEPioj
#oBTeHb 2024p. — xxoBTeHb 2025p B PiBHEHCHKI 001acTi.
Jlxepeno: [14]

BpaxyBatu ce3oHHUI XapakTep MOKHA, OLIHMBIIK JUHAMIKY MOIIYKOBOTO 3amuTYy,
HaBeJIeHY Ha puc. 3.
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® KYNUTK KPOCIBKK

+ MMopiBHaTK
Mowykosnin TepmMiH P

Ykpaiva ¥ 3a 12 mic. ¥ Ycikateropii ¥ Mowyk g HTepHeTi ¥

IHTepec i3 vacom (@ S O <L

Pucynok 3 — JluHamika MOIIYKOBOTO 3alHUTY «KYMUTH KPOCIBKM» 3a MEPioJl )KOBTEHb
2024p. — xxoBTeHb 2025p.
Hoxepeno:[14]

OTxe, SKIIO MPOTHO3YBaTU 0OCAT MpoaaxiB Ha nucroman 2025 poky, HEOOXiTHO
BPaxOBYBaTH CE30HHMUHU (aKTOp Ha PiBHI 3BUYAMHOTO MicsIs, TOOTO piBHMIA 0, TaK sIK MKOBHH
IHTEpEC 3aMUTY «KYMUTH KPOCIBKI CIIOCTEPIra€ThCsi B OEpe3Hi Ta CEpIIHi.

Pemta  dakropiB, mo crocyiotbess Google  Analytics —  iHAMBigyanbHi.
L1i moka3HUKHU HaJeXaTh JJO BHYTPILIHIX METPUK KOHKPETHOTO MIANPUEMCTBA a00 CalTy, TOMY
BOHM HE € BIAKpUTUMH. OTpUMaTH iX MOKHA JIMIIE 3 BJIacHOro obiikoBoro 3amucy Google
Analytics, a A CTOPOHHIX aHANITUYHUX JOCIHIIKEHb — TUIBKH Y BHUIJISAI MOAEIBHUX
(ymoBHMX) 3HadeHb. OTXe, 3 BpaxyBaHHSM BHUIIE HaBEIEHOrO, I LBOTO KeHcy
3MO/I€TIbOBAaHUI MPOTHO3HUM PO3paxyHOK 00CATy Mpojax KpociBok Ha jucromnaz 2025 poky,
JUist cy0’€KTa eIeKTpOHHOI kKoMmepliii B PIBHEHCHKIN 001acTi, MaTUMe BUTJISL:

Y=122+0,42*86+0,31*650+0,15*0,65+0,07*1974 ~498 nap xpocisok

JI7is OLIHKM JOCTOBIPHOCTI MOJAENI Ta, BIAMOBIIHO, SKOCTI MPOTHO3Y, HEOOXiTHO
BpaxoByBaTH Moka3HUK R? (koediwieHT aerepminarii). Akmo 3HaueHHss R* HabnuxaeTbes 10
1, e o3Hayae, 0 MOJETb MAa€ BUCOKHM MOSCHIOBAIbHUN MOTEHIIAM, a ii MPOTrHO3aM MOXHA
JOBIpATH 3 OUIBIIOK BHEBHEHICTIO. [l e-commerce Mojenell MpOTrHO3yBaHHS MOMUTY M
o0csTy TpojaxiB TUIOBUM BBaxkaeTbes R? y mexax 0,7-0,90 [15], 3amexxHO Bij KiJIbKOCTI
(dakTopiB, cTabIIBHOCTI pUHKOBOTO CEPEOBHUIIIA Ta TOPU3OHTIB IPOTHO3YBaHHS.

BucHOBKHM 3 1aHOT0 JOCJTIIKeHHS i MEPCIEeKTHBHU NOAAJBIINX PO3PO0OK 32 JAHUM
HanpsiMmoM. B nocnigkeHH1 oOIpyHTOBAaHO, IO perpeciiiHuii aHami3 y cdepi eneKTpOHHOL
KOMepIii Moke OyTH €(pEeKTUBHUM IHCTPYMEHTOM ISl IPOrHO3YBAHHS MOMUTY Ta MPUHHATTS
OOTPYHTOBAHUX YIPABIIHCHKUX pillieHb. BiH 103BOJIsIE BU3HAYATH BIUTUB KJIFOYOBHX (DaKTOPIB
Ha CIIOKMBYY IOBENIHKY Ta (OpMYBaTH pallioHaJbHI MapKeTHHroBi cTpaTerii. BogHowac
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0OMeXKEeHHs, OB’ I3aHl 3 JIHIHHICTIO MOJENi, B3a€MO3AIEKHICTIO 3MIHHMX 1 SKICTIO JaHMX,
3YMOBIIIOIOTh HEOOXIJHICTh KOMIUJIGKCHOTO MIJXOAY Ta BHUKOPUCTAHHS OLIBII THYYKHX
CTATUCTUYHUX 1 EKOHOMETPUYHUX MeTomiB. [HTerparis ganux i3 Google Analytics Ta Google
Trends popMye ocHOBY 11t TOOYIOBH perpeciiHuX Mozesel y cdepi elneKTpOHHOI KOMepii.
Bona 3a0e3neuye ogHOYacHHMI aHam3 (PaKTHUYHOI TMOBEIIHKM KOPHCTYBadiB Ta JAMHAMIKH
PUHKOBUX TPEHJIIB, IO J03BOJIIE OTPUMATH OUIBII TOYHI Ta THYYKI IPOTHO3U nonuty. Takuii
X1 He JIMIIe MiBUITYE aHAITUYHY IIIHHICTh OTPUMAHKUX PE3YNbTATIB, a i CTBOPIOE YMOBH
Ui eEKTUBHOTO IUIAHYBAaHHS TPOJAXIB, ONTHUMI3alii MapKETHHTOBHX CTpaTerii i
CBO€YACHOI'0 pearyBaHHs Ha 3MIHU y CIIOXKMBUYHUX IHTEpecax.

Google Analytics 3a0e3neuye 30ip gAaHUX Npo (PAKTUUHY NOBEIIHKY KOPUCTYBAdiB Ha
CalTI: KUIBKICTh BIJBITyBaHb, JpKepena Tpadiky, MOKa3HUKKA KOHBEpCii, cepeaHiii 4ek, Jac
nepeOyBaHHs Ta piBeHb BiAMOB. Lli 3MiHHI BHCTYNalOTh HE3aJCKHUMH (HaKTOpaMH, II0
B1JIOOpKAIOTh PE3YJIbTATHBHICTh MAPKETUHTOBHUX K 1 B3a€EMOJII0 KJIIEHTIB 13 MIIaTHOPMOIO.
Google Trends mo3Bossie BiAC/IIIKOBYBAaTH HaMipH Ta yrnojo0aHHS MOTEHUIWHUX KIIEHTIB,
BUPAXKEHI 4Yepe3 IMOIIYKOBY AKTUBHICTh. Jl0 TakMX IOKa3HUKIB HaJeXaTh MOMYJISPHICTh
KJIIOYOBUX CIIiB, CE30HHICTh IMOMUTY, reorpadiyHa CTpyKTypa 3aluTiB 1 3apOHKEHHSI HOBUX
TpeHiB. BOHM TakoX 1HTETpYyIOThCS y pPEerpeciiiHy MOJENb SIK He3alleXH1 3MiHHI, aje BxkKe Ha
piBHI IPOTHO3YBaHHS PUHKOBUX TeHACHIIH. Bukopucranus nanux Google Analytics i Google
Trends B mporHo3Hiit Mojieni 3a0e3nedye KiIbKICHY OOIpPYHTOBAHICTh Ta MPAKTHUYHY TOYHICTD
nporHo3iB. Taka Moaenb He JuIIe T03BOJISE KiTbKICHO OI[IHUTH BIUIMB OKpEMHX (DaKTOpiB Ha
IIOIIUT, a i CTBOPIOE HAJIIIHY OCHOBY AJISl CTPATEriyHOIO YIPABIiHHS IPOAaXaMy, ONTUMI3aLii
MapKETUHTOBUX BHTpAaT Ta IUIAaHYBaHHS Oi3HEC-TIPOIECiB B EIEKTPOHHIN KOMepIii,
MiIBUIIYIOYN €PEKTUBHICTh MPUUHATTS PillIeHb HA BCIX PIBHAX YIPaBIiHHS.

Po3pobnennii anropuT™M mporHO3yBaHHS 3 BUKOpUCTaHHs naHux Google Analytics i
Google Trends m03BoJisl€ KiTBKICHO OIIHIOBATH BIUIMB Pi3HUX (aKTOpPIB Ha MPOJAXi, 110
IiABHIIY€ TIPO30PICTh YIPABIIHCHKHUX PIIICHB 1 CIIPHSE OTNIEPATUBHOMY pearyBaHHIO Ha 3MiHU
PHHKOBHX YMOB. loro yHiBepcaIbHiCTh IPOSIBIAETHCS Y MOXKIMBOCTI MAacIITaGyBaHHS Ha Pi3Hi
PUHKH, KaTeropii ToBapiB i YacoBi mpoMiXKu. lIpakTW4Ha IiHHICTH LBOTO IHCTPYMEHTY
HPOSIBIISETHCS Y MIATPUMIII MapKETHMHIOBOTO IJIaHYBaHHS, ONTUMI3allii TOBApHUX 3amaciB Ta
TOYHIIIOMY (iHAHCOBOMY MHPOTHO3yBaHHI. BojHoudac cTpareriuHa LIHHICTh MOJIATaE Yy
(dbopMyBaHH1 JOBrOCTPOKOBHX Oi3HEC-CTpaTeriii Ha OCHOBI pealbHUX TeHJCHIIH puHKY. Takum
YUHOM, IHTErpauis HUPPOBUX JaHUX 1 CyYaCHMX METOMAIB aHAIITHKU MEPETBOPIOETHCS Ha
KOHKYPEHTHY TIlepeBary KOMIaHIi €JeKTPOHHOI KOMepIii, CHpusiioud e(peKTUBHOMY
VIOPaBIiHHIO Ta CTajJOMYy pO3BUTKY B JUHAMIYHOMY OHJaiH-cepenoBuull. I[lomanburi
JIOCIIJKEHHSI MOKYTh OyTH CIIPSIMOBaHI Ha po3poOKy METOIMK OYMIIECHHS, HOpMaiti3allii Ta
KOMOIHYBaHHS PI3HUX JiKepen 1H(opmarii (comianbHi Mepexi, oHnaiH-mnaTdpopmu, CRM-
CHCTEMH), 110 CHPUATHME (GOPMYBAHHIO OLTBII KOMIUIEKCHUX aHAITHUHUX Mozernei. Takox
0COONMBY yBary IOLUIBHO 30CEPEIUTH Ha IHTErparii MpOTHO3HHUX MOJENEH y CHUCTeMHU
HiATPUMKH MPUAHATTS YIPABIIHCBKUX PIIlIE€Hb.
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Forecasting demand in e-commerce using Google Analytics and Google Trends.

The aim of the article is substantiation of the feasibility of combining the analytical capabilities
of Google Analytics and Google Trends web resources to create a comprehensive toolkit for forecasting
demand in e-commerce. The study involves the formation of a regression model with justification of the
selection of key factors that most influence consumer activity.

Analysis results. The study substantiates that regression analysis in the field of e-commerce can
be an effective tool for demand forecasting and making well-founded managerial decisions. It allows
determining the impact of key factors on consumer behavior and developing rational marketing
strategies. At the same time, limitations associated with the linearity of the model, interdependence of
variables, and data quality necessitate a comprehensive approach and the use of more flexible statistical

104



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Tom 10, Ne 1, 2026 ISSN 2523-434X (Online)

and econometric methods. The integration of data from Google Analytics and Google Trends creates a
powerful foundation for building regression models in e-commerce. It enables simultaneous analysis of
actual user behavior and market trend dynamics, which leads to more accurate and adaptable demand
forecasts. Such an approach not only increases the analytical value of the obtained results but also
creates conditions for effective sales planning, optimization of marketing strategies, and timely response
to changes in consumer interests.

The article presents conceptual foundations for integrating Google Analytics and Google
Trends data to build a regression-based demand forecast in e-commerce. Google Analytics provides
data on actual user behavior on the website: number of visits, traffic sources, conversion rates, average
check, time spent, and bounce rate. These variables serve as independent factors, reflecting the
effectiveness of marketing activities and customer interactions with the platform. Google Trends makes
it possible to track the intentions and preferences of potential customers expressed through search
activity. These indicators include keywords popularity, demand seasonality, geographic distribution of
queries, and the emergence of new trends. They are also integrated into the regression model as
independent variables, but at the level of forecasting market trends. The developed forecasting
algorithm using Google Analytics and Google Trends data makes it possible to quantitatively assess the
impact of various factors on sales, which increases the transparency of managerial decisions and
promotes prompt responses to changing market conditions. Its universality is manifested in the
possibility of scaling across different markets, product categories, and time periods, while regular
updates of forecasts make businesses more flexible and adaptive.

Conclusions and directions for further research. The use of Google Analytics and Google
Trends data in predictive modeling ensures quantitative justification and practical accuracy of
forecasts. Such a model not only allows for a quantitative assessment of the influence of individual
factors on demand but also creates a reliable basis for strategic sales management, optimization of
marketing expenditures, and business process planning in e-commerce, thereby enhancing decision-
making efficiency at all management levels. The practical value of developed forecasting algorithm is
evident in supporting marketing planning, optimizing inventory, and improving financial forecasting
accuracy. At the same time, its strategic value lies in shaping long-term business strategies based on
real market trends. Thus, the integration of digital data and modern analytical methods turns into a
competitive advantage for e-commerce companies, contributing to effective management and
sustainable development in a dynamic online environment. Further research may focus on developing
methodologies for data cleaning, normalization, and combining information from various sources
(social networks, online platforms, CRM systems), which will foster the formation of more
comprehensive analytical models. It is also advisable to pay particular attention to integrating
forecasting models into decision support systems.

Keywords: e-commerce, sales forecasting, web analytics, Google Analytics, Google Trends,
analytical tools, online trade.
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KO{-IKYPEHTHI/H?I AHAJII3 NIOBEAIHKU KOPUCTYBAYIB HA CéﬁTAX
PITEWJIIB 3A JOIIOMOI'OIO BEB-AHAJIITUKU: CTATUCTUYHHUU ITTIXITI

Koukypenmnuii auaniz y cegepi e-commerce i3 3aCMOCY8AHHAM 8e0O-AHANIMUKU mda
CMamucmuku 00360J51€ NOPIGHIOGAMU eQeKMUBHICMb PIMelais, SUAIAMU NOBEOIHKO8I NAmepHU
Kopucmyeauie i ¢hopmysamu 0OIPYHMOBAHI MAPKeMuHeo8i piuwieHHs. Memoio Oocaiddicenus 0y10
3ACMOCY8AHHA CMAMUCMUYHUX MemoOie O0/iA aHauizy Nnoeedinku Kopucmyeauie Ha catimax EVA,
Watsons ma Prostor, ceaMeHmO8aHUX HA WEUOKUX HNOKYNYI8, OOCTIOHUKIE I NOPIBHI0BAYIE UYIH.
Cucmemamu308aHo KIOY08i Mempuxu (ceancu, 8i0Mo8U, KOH8epCii, ddicepena mpapixy, noseprens) i
npogedeHo nopieHaHHA caumie, user journey ma SWOT-ananis. Ilposedeno anxemysanHs ma
NOBeOIHKOBULL AHANI3, WO 00360JUL0 OYIHUMU PedibHi Oii Kopucmyeauie i Hadamu pekomeHoayii 0
niosuwenns eghexmugnocmi eed-niamepopm. Ilepcnexmusu 00cniodicensb KAOUAIOMb NPOSHO3VEAHHS
koneepcii, oyinky UX/UI ma inmeeposani cucmemu MOHIMOPUH2Y KOHKYPEHMHUX NO3UYITIL.

KirouoBi cioBa: piteiin, BebO-caiit, SWOT-anaii3, noBefiHKa KOpHCTyBaya, KOHKYPEHLs,
CTaTUCTUKA, MAPKETHUHT.
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ITocTtanoBKa mpol6seMH B 3arajJlbHOMY BHIVIAAI Ta il 3B’A30K 3 BasKJIMBHMHU
HAYKOBHMH 200 NPAKTHYHUMM 3aBJaHHAMM. Y CYJaCHUX YMOBaX KOHKYpEHIIis B piTeiax
Bce OibIlle MEPeXoauTh y HMU(PPOBY IJIOUIMHY, A€ €pEeKTUBHICTh Oi3HECY BHU3HAYAETHCA HE
JIMILIE aCOPTUMEHTOM Ta L1HOIO, a i 31aTHICTIO 3aJIy4aTy Ta yTPUMYBAaTH KOPUCTYBayiB Ha BEO-
wiatpopmax. BeO-caiiTu cTaloTb HE NPOCTO KaHAJIOM MpPOAAXiB, a KOMIUIEKCHUM
MalJaHYUKOM JJIs B3a€EMOJI1 3 KJIl€EHTaMu, 300py LIHHOI 1H(popmamii mpo iXHi ynogoOaHHS,
MOBEJIHKOBI MAaTepPHU Ta NUISXM NPUHHATTA pimeHb. LI gaHi 103BONSAIOTE KOMIAHIAM
aJanTyBaTH MapKeTHHIOBI CTpaTerii, MiABUINYBAaTH PiBEeHb MEepCOHaI3allii Ta ONTUMI3YBaTH
KOHBEpCiiiHI IUIAXH.
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KonkypenTHuii anani3 y chepi e-commerce HaOyBae 0cOOIUBOI BaKIUBOCTI, OCKIJIBKH
BiH J03BOJISIE HE JIMIIE OIIHIOBATH BJIAaCHY €(EeKTUBHICTh, a W TOPIBHIOBAaTH KIIOYOBI
IOKAa3HUKHM 3 OCHOBHUMM I'PABLSMU PUHKY. 3aBJISKH LIbOMY KOMIIaHii MOXYTb BUSBJISITU CBOT
CHJIbHI Ta CJIa0Ki CTOPOHHW, BU3HAYaTH HAWOUIBII MEPCHEKTHBHI CETMEHTH ayauTopii Ta
KOPUTYBATH CTpATETii 3ay4yeHHs Ta YTPUMaHHS KII€HTIB.

Be6-ananituka K iHCTpyMEHT 300py JAaHUX Y MOE€JHAHHI 31 CTATUCTHYHUM aHAIi30M
J03BOJIsIE  (hOpMalTi3yBaTH TOBEAIHKY KOPUCTYBadiB, BHUIUIATH KIIOUOBI IMaTepHU Ta
3aKkoHOMIpHOCTI. Lle BiKpHBae MOKIMBOCTI Uil IPUMHATTS OOIPYHTOBAHMX MApPKETHHIOBUX
pillieHb, TPOTHO3YBAaHHS KOHBEPCIHA, ONTUMI3AIlll CTPYKTypH CaWTy Ta ITiABUIICHHS
e()eKTUBHOCTI PEKJIAMHHMX KaMIMaHii. 3aCTOCYBaHHS CTATUCTUYHHUX METOJIB Ja€ 3MOTYy HE
JIMILE ONIUCATH MOTOYHUI CTaH B3a€EMOJII 3 KOPUCTYyBayaMH, a i epe10auynTH IXHIO IOBEIIHKY,
II0 CTa€ KOHKYPEHTHOIO IIepeBaror0 B TMHAMIYHOMY HU(POBOMY CEPEIOBHILLI.

AHaJi3 OCTaHHIX JoCHiIKeHb 1 mnyOJikamid, B SAKHUX MOKJAJeHUN NMOYATOK
BUpIilIeHHIO JaHOI npodJjeMu i Ha fAKi cnupaerbes aBTop. Jleonimac Teomopakomyroc,
Onekcanapa Teomoponyiny [4] HiAKpecIOoOTh, IO BEIUKI JaHl J03BOJISAIOTH OTPUMYBATH
OibIn TIMOOKI 1HCAHUTH TPO MEpeBaru CIIOXHUBAYIB 1 TPEH/AH, 3pPOCTA€ KUIBKICTh POOIT, SKi
IHTErpyIOTh OararokaHaibHi 1aHi s noOynoBu nmoseainkoBux npodimis. Himitpic K. ['kikac,
[Mpoxomic K. Teomopimic [2] mpomeMoHcTpyBayiM ycmimHi 3actocyBaHHS ML-moxeneit
(xmacudikarisi, KIacTepu3sallis, MPOorHo3Hi Mojeni) Ha 6a3i ganux Google Analytics Ta iHIIUX
TPEKIHT-IHCTPYMEHTIB JIJIsl BUSIBJICHHSI CErMEHTIB KOPHCTYBAYiB i mepen0adyeHHst KOHBEPCIi.
Enizaber Emnepatpic I'apcis-Canippocac, Padaens ®epunanno Pounon-Eycebio, Hani KOner
Mimtonec-Jliza [3] moka3zanm npsMuii 3B’ 130K MiXK SIKICTIO JU3aliHY/F03a01TiTi 1 33]JOBOJICHICTIO
KOPHCTYBayiB, 10 OMOCEPEAKOBAHO BILUIMBAE Ha €IEKTPOHHE «capadaHHe pamaio» (e-WOM) i
KoHBepcii. Lle MmaKpiIIroeThCs eMITIPUYHUME JIOCHTIDKSHHSIMHE Yy po3apiOHii cdepi. Jliana
Cranka, [lan-Kpictian [labimxa, Beponika Kammian [5] npocnignuku 3adikcyBanu
JIOBTOTPHUBAJIi 3MiHH: 3pOCTaHHS OHJIAHH-TIOKYIIOK, 3MiHA IIUISIXiB KOPUCTYBAdiB (User journeys)
1 OlbIIa POSIb MOOUTHHUX KaHAMIB, L0 BIUIMHYJIO Ha MOCTAHOBKY 3ajad Ui BeO-aHAITHKH.
Ky6mineka O. [8] mocmiamia ctaH e-commerce B YKpaiHi Ta MigKpecinia: JOKAIbHI MOKU
3MIHIOIOTbH MOMUT Ta KaHAJIM MOCTaYaHHs, TOMY /Ul YKpaiHCbKHMX pITeHIiB MOTPiOHI aJalTUBHI
aHamithyHi migxoau. Anena bapa, Cimona-Bacumika Ompea, Kpicrian bykyp, borman-
Jbxopmxe Tynopika [1] 3aificannm knacugikanito nokasHukiB Google Analytics Ha rpymnu, 1o
OXOIUTIOIOTh IPOAYKTHUBHICTH BEO-CalTy, JOCTYIHICTh CAalTy Ta MOBEAIHKY KOPUCTYBAUIB JJIs
IT-xommanii. JlJokman Xakim bin Axman Ca0pi, Emi Xyi Jlan Jlim, Xyi-Hro I'o [6] po3rnsanynuy,
AK pe3yJabTaTH, OTPUMaHI 3a JOIIOMOTOI0 eKcIiopaTuBHOro aHanizy ganux (EDA) Ta anamizy
acoriaTuBHUX mpaBuil (ARM), MOXyTh JONOMOITH KOMIIaHISIM €JIeKTPOHHOI KoMepuii
pO3p0o0IIATH KOHKPETHI MapKeTHHTOBI I1anu. Mopo3siok A. A., 3eninceka O.B. [9] posrasuynu
KJIIOYOBI METpHUKH (sessions, bounce rate, pages/session), MNpPaKTH4HI 1HCTPYMEHTH 1
pekomennamii juist ontuMizamii UX Ha miacrtaBl adamitukud. Y ctarti Xao JI. [13]
IPOaHaII30BaHO MiAXOAU 0 BUBYEHHS IMOBEIIHKU CIIOKUBAdiB y IU(PPOBOMY CEpEIOBUII,
BKJIIOYAIOYM BHUKOPUCTAaHHS AHAJITUYHUX 1HCTPYMEHTIB 1 CTaTUCTUYHHUX METOMAIB JUIS
CerMeHTalli Ta MpPOTHO3YBaHHS KymiBelbHOi akTUBHOCTI. PmxkkoBa I'. A. [12] mposena
aHAJTITUYHE JIOCHTIDKCHHS PUHKY e-commerce B YKpaiHi, 13 CeKI€l0 MPO MOBEIIHKOBI 3MIHU
KOPUCTYBauiB IMiJl BIUIMBOM MOOUIPHMX TIOKYNOK 1 TMaHAeMIHHUX/BOEHHUX (DaKTOpIB.
Busnaunna 30BHIIIHI (pakTOpH, SKi BIUIMBAIOTh HAa TOBEIIHKY KOPHCTYBayiB 1 METPHUKHU
pireiniB. Hikonaituyk O. A., Jiknuk 1O. b. [10] nocnianny aHamiTHKY Tpadiky Ta HOBEAIHKY
KIIIEHTIB, KOPHUCHY /U1 TOPIBHAJBHOTO aHalli3y KOHKYPEHTIB Ha HalllOHAJIbHOMY PHUHKY.
Bomgnapuyk T., Csimep O. [7] mnpoaHamizyBaiuM pe3ylbTaTH BIACHOTO COIOJOTIYHOTO
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ONUTYBAaHHS PI3HOBIKOBUX TPyl CHOXHUBadiB ILIOJ0 MPAKTUKU [HTEpHET-NOKYIOK.
PemernikoBa O.B., [anunenko B.I., JJopom-Kizum M.M. [11] pmocmigunu reorpadivdi Ta
nemorpadivyHi 0coOaUBOCTI UGPPOBOI MOBEIIHKH, BU3HAYMIIN T4 CHCTEMATHU3yBAJId KJITFOYOB1
dakTopH, 0 CTUMYIIOIOTH CIIOKUBAYIB 10 OHJIANH-TIOKYTIOK.

BunineHHsi HeBHMpIilIeHHX paHile 4YacTHH 3arajbHoOi Mpo0dJieMH, KOTPUM
NpUCBAYYETbCsA cTaTTs. [lompu HasBHICTH 3HAYHOI KUIBKOCTI JOCHIDKEHb y cdepi Bed-
AQHAJITUKA Ta  OHJIAHH-MapKeTHHIY, HH3Ka AacleKTIB  3aJMUINAETbCA  HEJAOCTaTHBHO
OTpanboBaHO. 30Kpema:

— BIJCYTHS KOMIUIEKCHA CTATUCTMYHA METOJOJIOrIS IOPIBHAHHS IOBEIIHKOBUX
MOKAa3HHUKIB KOPUCTYBAdiB Ha CaiTax pITEWIIB 3 ypaxyBaHHAM cHenu(}iku YKpaiHCHKOTO
PHUHKY;

— HE PO3pOo0JICHO IHTETPOBAaHUX MIAXOMIB 10 MOETHAHHS JAaHUX BeO-aHATITUKU Ta
AHKETYBaHHS, IO JO3BOJSUIO O OJHOYACHO BPaxOBYBAaTH SK KUIBKICHI, TakK 1 SKICHI
XapaKTEPUCTHKH KOPUCTYBAIIbKOT B3aEMOIT;

— HeIOCTaTHbO [JOCHI/DKEHO B3a€MO3B’S30K MIK IOBEIIHKOBUMHM METPUKaMHU
(TpuBaicTh cecii, MOKa3HUK BiAMOB, KOHBepcis) Ta enemeHTamu UX/Ul-gu3aiiHy caiTiB
piTelIiB;

— Opakye eMIipUYHUX JTOCIIKEeHb, 110 OIIHIOITH BILUTUB NIEpCOHAITI3AIli] Ta MOOITEHOL
onrtuMi3alii Ha NoBeAiHKY KopucTyBauiB y kateropii FMCG Ta beauty-puTteiiny;

— He po3po0JIEHO CTATUCTHYHOI MOJENi OI[iHKKM KOHKYPEHTOCIPOMOXKHOCTI
BeOpecypciB Ha OCHOBI MOBEIIHKOBHUX JAaHUX KOPUCTYBAUiB.

[Momanpir AOCHIKEHHS MAalOTh OYTH CHpsAMOBaHI Ha (OPMYBaHHS CHCTEMHOTO
MiXO0AY 10 KOHKYPEHTHOTO aHai3y MOBEIIHKH KOPUCTYBAiB 13 3aCTOCYBAHHSIM IHCTPYMEHTIB
Be0-aHAJIITUKN Ta CTaTUCTUYHUX METOJIB JJIS MIATPUMKH MapKeTHHTOBUX DIllleHb y cdepi
€JICKTPOHHOI KOMepIIii.

@opMyJIIOBAHHSI MeTH CTATTi (MOCTAHOBKA 3aBAaHHA). MeTOO IOCTIIKECHHS €
3aCTOCYBAHHS CTaTUCTMYHHUX METOJIIB JJIsi KOHKYPEHTHOI'O aHali3y MOBEIIHKH KOPHCTYBayiB
Ha caiiTax piTeiiB.

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIAKEHHSA 3 NMOBHHM OOIPYHTYBAHHAM
OTPMMAHHUX HAYKOBMX pe3yJbTaTiB. JloCHiP)KEHHS NOBENIHKM KOPHCTYBadiB B MeEpexi
IHTEpHET BaXJIMBe JUIs €()eKTUBHOTO ITUIAaHYBAaHHS MApKETMHIOBHX CTpaTerii Ta omTHMi3anii
mdpoBux iarhopm. BoHO 103BOIISIE 3pO3YyMITH, SIKi €JIEMEHTH CAalTy NMPHUBEPTAIOTHh YBary
BiJIBiTyBauiB, SIK BOHU B3aEMOJIIOTH 3 KOHTEHTOM, SIKi CTOPIHKM a00 TOBapW € HaHOUIbII
MOMYJSIPHUMHU, a JIe¢ KOPUCTYBaul CTHKAIOTHCS 3 TpyAHOIIamMu. Taki JaHi JOMOMararoTh
KOMIIaHIIM OpuiMaTH OOIPYHTOBaHI pIIIEHHA WIOAO IepcoHami3amii MpoIo3MIii,
HaJIAIITYBAaHHS PEKJIaMHHMX KaMIlaHi{ Ta MiJIBUILIEHHS PiBHS KOHBEPCIi.

Kpim Toro, aHaini3 nmoBeiHKA KOPUCTYBayiB J103BOJIsIE€ BU3HAYATH €(DEKTUBHICTh PI3HUX
KaHaJIB 3aJlydeHHs TpaQiKy, OL[IHIOBATH JIOSUIBHICTh ayAWTOPIi Ta MPOrHO3YBAaTH TEHACHIIIT
CHOXHBUO]I MoBeIIHKHU. L{e 0co0nMBO BaXkIMBO U1 piTeiliy, Je MIBUJIKICTb MPUNHHATTS PillICHb
1 TOYHE PO3YMIHHSI MOTpPed KIIEHTIB BU3HAYAIOTh KOHKYpPEHTHI nepeBaru. B pesynbTarti,
JIOCITIJKEHHS TTIOBE/IIHKM KOPUCTYBAUiB CTA€ HE JIUIIE IHCTPYMEHTOM MiABHUILEHHS MPOJIAXiB,
a 1 KIIFOUOBMM MEXaHI3MOM CTPATEriyHOro pO3BUTKY O13HECY B YMOBAX IIU(PPOBOT EKOHOMIKH.

3 METOI0 BHU3HAUEHHS IOBEJIHKM KOPHCTYBauiB B €JIEKTPOHHIA Komepuii Oyno
MIPOBEJICHO KOHKYPEHTHHUH aHaji3 caiTiB piTeilyiB y kareropii kpacu Ta 310poB's: EVA,
Watsons, Prostor. i mnargopmu Oynu oOpaHi SIK KIIOYOBI TpaBlli PUHKY, IO MOEIHYIOTH
odnaitH-MarasuHu 3 aKTUBHOIO OHJIAWH-TIPUCYTHICTIO, IO JO3BOJISIE OIIHUTH, SK B3A€EMOJIIs
MDK (QI3MYHHMH TOYKAaMHM TPOJAXy Ta IU(PPOBUMU KaHajlaM{ BIUIMBA€ Ha IMOBEIIHKY
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KopucTyBauiB. KpiM Toro, aHaii3 BpaxoByBaB Pi3HOMaHITHICTh O13HEC-MOJICJICH Ta IMiIXO0/iB
JI0 B3AEMOJIIT 3 KIIIEHTOM: BiJl KJIIACHYHOT'O KATaJory TOBapiB Ta aKIIHHUX MPOIMO3UIN 10
IHTepaKTUBHUX (YHKIIHM, TaKKX SK MEPCOHANI30BaHI PEKOMEHJallii, PEUTHHTH Ta BIATYKH
MOKYTIIIIB.

JloCITiDKeHHST CIIPSIMOBYBAJIOCSI Ha BUSIBJICHHS TMATEPHIB TOBEIIHKH KOPHCTYBAuyiB,
TaKuX SK Yac mnepeOyBaHHA Ha CaiTi, NUIAXW MEPEeXOJiB MK KaTeropisMud TOBapiB,
BUKOPUCTAaHHS (QYHKIIM TOmyKy Ta (iibTparii, a TakoX Ha BH3HAYeHHS (HaKTOpPiB, M0
Oe3mocepelHbO  BIUIMBAIOTh Ha KOHBepcito. OcoOMuBY yBary MNPUAUISUIA TOPIBHSAHHIO
KJIIOYOBUX TIOKAa3HHUKIB KOHKYPEHTIB, IO JO3BOJSIE BUAUTUTH CHIIBHI CTOPOHU KOXKHOTO
piTeiiepa Ta 3HAUTH MOKIMBOCTI JUIS MiABUIIICHHS e(DEKTHBHOCTI TUPPOBUX ILIATHOPM.

Jlnst 300py JaHUX BUKOPUCTOBYBAJIMCS CYYacHI 1HCTPYMEHTH BeO-aHAJITHKH, MO0
JO3BOJIIIOTHh BIJCTEXKYBATH SIK 3arajibHi MOKA3HWKH BiJBIAYBAaHOCTI, TaKk 1 JeTaimbHI Ail
KOpPUCTYBauiB Ha caitax. Ilepiom MOCHIPKEHHS OXOIUTFOBAaB TPU MICSIll, MPOTITOM SIKHX
30Upasics METPUKH Yacy repeOyBaHHS Ha CailTi, TTTMOMHU MeperiisiaiB, koedimienTa KoHBepCii
Ta NUISIXH MTEPEXO0/IIB MK KaTeropisiMy TOBapiB.

Jist 6imbIn TAMOOKOTO PO3YMIHHS B3a€EMOJII KOPUCTYBaUiB 13 caiitamu piteiniB EVA,
Watsons Ta Prostor Oyno mpoBeneHO KJIacCTEpHMIA aHali3 Ha OCHOBI JaHMX BeO-aHAIITHUKH.
OCHOBHUMH KPUTEPISIMHU CETMEHTAIlil CTalIN: Yyac nepeOyBaHHs Ha CalTi, INIMOMHA TIePETIsIiB,
BUKOPUCTaHHs (YHKIIH MOMYKY Ta (DUIbTPYBaHHS, a TAKOXX 4aCTOTa 3aBEPIICHHS TOKYIIKH.
Kopucrysadi Oyiu po3no/IijieHI Ha TPH MOBEIIHKOBI CETMEHTH: MIBUIKI TMOKYIII, JOCTITHUKA
Ta MopiBHIOBaui I(iH (puc. 1).

EVA Watsons
23% 3204 40% 22%

BN

L

45%
= [[IBuaki mokymii ® JlocoigHUKH ® [[IBuaki mokymii ® JlocoigHUKU
[TopiBHIOBaYI ITiH [TopiBHIOBaYI ITiH
Prostor
28% 30%

-
42%

= [IIBuaki mokymiti ® JloCmiTHUKA

[TopiBHIOBaYI I1H

Pucynok 1 — [1oBeiHKOBI CErMEHTH KOPUCTYBaYiB Ha BeO calfTax piTeiliB
IDicepeno: enacri 0ocnioxicenHs asmopis

BJl. Xypoeu, T.C. Hponosa, LI. Ilasnoscvka. Kouxypewmuui ananiz nogeoiHKu 109
Kopucmyeauie Ha caumax pimeiinie 3a 00NOMO02010 8e0-AHATIMUKU: CIMAMUCTIUYHUL RIOXIO



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 1, 2026 ISSN 2523-434X (Online)

CerMeHT «BUAKI MOKYILI» XapaKTEPU3YeThCSl KOPOTKUM YacoM IepeOyBaHHs Ha
CaiTi Ta BUCOKOIO HIBHJIKICTIO IPUHHATTA pilleHHs Mpo MoKynky. [1IBuaki mokymii 3a3Bu4ait
BUKOPUCTOBYIOTh IPSMUI MOILIYK TOBapy ab0 MepexoaTh 32 PEKIAMHUMH NOCUIaHHAMHU. 3a
pe3ysbTaTaMH JOCTIKEHHS BeO CallTiB piTEiJIiB OTpUMaHO TaKi pe3yJIbTaTH:

EVA: 32% Big 3aranpHOi aymuTopii; cepedHid yac Ha caiti — 3,2 XB; riauOuHa
neperisaiB — 4 CTOPiHKH.

Watsons: 28%; 4ac Ha caiiti — 3,5 XB; TIMOMHA NIEPETIAIIB — 3 CTOPIHKH.

Prostor: 30%; uac Ha caiiTi — 3,1 xB; ruOUHA TIEpersAaiB — 4 CTOPIHKHU.

JIoCHiTHUKK TPOBOAATH OUIbIIE Yacy Ha CalTi, MEPEriisafaloTh KilbKa KaTeropiu
TOBApIB 1 aKTUBHO KOPHUCTYIOTHCS (PITbTpaMu Ta mourykom. Bonu pifiie 31iiCHIOIOTh MOKYITKA
3 IEepUIOro BiJBIAYBaHHS, aje IXHA KOHBEPCIs 3 4acoM BHINA 32 PaxXyHOK J€TalbHOIO
O3HAMOMIICHHS 3 aCOPTUMEHTOM. AHaJji3 BeO CaifTiB piTEHIiB MOKa3aB Taki pe3yabTaTu:

EVA: 45% kopucryBauiB; cepenHiii yac Ha caifTi — 7,4 xB; rnmuOuHa neperyiaais — 8
CTOPIHOK.

Watsons: 50%; 4yac Ha caiiti — 6,8 XB; TIMOMHA NIEPETIISAIIB — 7 CTOPIHOK.

Prostor: 42%; wac Ha caiiti — 7,1 XB; rirOWHA TIEPETIIAIiB — 7 CTOPIHOK.

Ileil cerMeHT akTHMBHO MEperisaae TOBapH Ha PI3HUX calTax 1 LIyKae ONTUMAaJbHI
nponosutii. [lopiBHIOBaul IiH BiJI3HAYAIOTHCS BHCOKOIO KUIBKICTIO MEPErTITHYTHX CTOPIHOK,
HU3bKOIO IIBUIKICTIO O(OPMIICHHS 3aMOBJICHHS Ta BUCOKOIO YYTJIMBICTIO JI0 aKIii Ta 3HUKOK.
B pesynbrarti oninku BeO cCaiTiB JOCTIKYBaHUX PITEHIIB OTPUMAHO TaKi JaHi:

EVA: 23%; cepenniii yac Ha caiiti — 5,6 xB; riubuHa neperisaiB — 10 cTopiHOK.

Watsons: 22%; yac Ha caiiTi — 5,2 XB; rIMOMHA NIEPErIIAAIB — 9 CTOPIHOK.

Prostor: 28%; gac Ha caiiti — 5,9 xB; rimOuHa neperisiaiB — 11 cTopiHOK.

Amnaii3z mokasas, 110 HaiOUTBITy YaCTKy KOPHCTYBadiB CTAHOBIISATH JOCITIIHUKH, IO
CBITUUTH TMPO BAXIMBICTh JETAbHOI Mpe3eHTalli ToBapiB, 3po3yMiTUX (IIBTPIB 1
pexomenmaniid. [IBuaki moxymii mOTpeOyIOTh MIBHIKOTO JOCTYIY IO OCHOBHUX TOBAapiB i
aKLIMHUX TPOMO3UILIIM, TOJl SK MOPIBHIOBaUi I[IH pearyioTh Ha 3MIHMU Y IIHAX 1 HasBHICTb
CHeniajJbHUX MPOMO3UILlii. PO3moain cerMeHTiB Mix piTeiyiepaMu Ma€ MeBHi BiMIHHOCTI, 10
BifjoOpaxae ocodmBocti UX/UI Ta MapKeTHHIOBUX CTpATErii KOXKHOTO CaiTy.

CratuctTuuHui TiAXiA 10 BeO-aHANITUKU JI03BOJISIE HE JIMINE OMKMCATH TMOBEIIHKY
KOpHUCTYBayiB, a i BUSBUTH KOHKYPEHTHI IlepeBaru Ta HeJoaiku. KoHKypeHTHUi aHami3 caifTiB
piteiniB nonoMir: ontumizyBaTd UX Ta MapKeTHHIOBI CTpaTerii, CIIPOTHO3yBaTH MOBEAIHKY
KOPUCTYBayiB Ha OCHOBI ICTOPUYHHUX JIaHUX, BU3HAYUTH KITFOYOBI (PaKTOpU KOHBEPCii Ta MIIAXU
NIJBUIIEHHS NpOAaXiB. TakUM YHMHOM, 1HTErpallisi CTaATUCTUYHUX METOIB y Be€0O-aHAIITUKY
CTa€  HEOOXIAHMM  IHCTPYMEHTOM JUId  pITEHNiB, SKI  HparHyTh  3ajMIIaTHCA
KOHKYPEHTOCTIPOMOKHUMH Y IU(POBOMY CEPETOBHIII.

Bu3HaueHHs NOBENIHKM KOPHUCTYBauiB y MEPEKEBUX Mara3MHax KOCMETHKHM Ta
noOyroBoi xiMii (EVA, Watsons, Prostor) 3 akiieHTOM Ha THUIOBI IIJISIXU KOPUCTYBauiB (User
journey) Ta iX CErMEHTAIIO 3a MOBEIIHKOBUMH XapaKTEPUCTUKAMHU J03BOJIMTH ONTUMI3YBaTH
MapKEeTHHIOBl CTparTerii, MIABUIIUTA €(PEKTUBHICTh MPOJaXKIB Ta MOKPALIUTH KIIEHTCHKUI
nocBin (Tabm. 1).
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Tabmuns 1 — IloBeniHKa KOPUCTYBadiB y MEPEKEBUX Mara3mHax

EVA Watsons Prostor

[IBunki mokymui | Bimkpuarors MoOinbHUE | [lIBUAKUIT MONIyK TIO MHUTTEBO 3A1HCHIOIOTE
nmomatok abo cat EVA. KaTeropisix Ta OpeHgax. | MOMNIyK KOHKPETHOTO
BuxopuctoByroTs nmomyk | Bukopucranus QyHKIii | TPOIYKTY.
KOHKPETHOI'O TOBapy. “KynuTu 3apa3” y Bucoka iMOBIpHICTB
JonaioTs TOBap y KOIKMK | MOOITBHOMY JOJATKY. BUKOPHUCTaHHS
Ta 3MIACHIOIOTh TIOKYNKY | MaloTh KOPOTKHIA 4ac MOOITFHOTO CKaHepa
Yepes KilbKa KIIKiB. nepeOyBaHHS Ha CaiTii | JUIs IIBUAKOTO
MiHiManbHa B3aEMOIA 3 HU3BKY B3a€EMOJIIIO 3 3aMOBJICHHS.
BIITYKaMH UM JTOIaTKOBUM Mi"iMansHa
JOJTATKOBUMH KOHTEHTOM. B3a€EMOIIA 3
MPOAYKTaMHU. KOHTEHTOM Ta

PEKOMEHIAITISIMH.

Jocmimaukn [Tepernsamaroth KaTeropii | AKTUBHO MeperIIaoTh | BUBYAIOTH OMHCH Ta
Ta TOBAapH, YUTAIOTh BIJITYKU Ta PEHTHHTH BIJIT'YKH TIPO TOBApPH,
BIJITYKH Ta MPOAYKTIB. MOPIBHIOIOTH KiJIbKa
XapaKTEePUCTHKH. BuxopuctoByroTh OpeHiB.
BuxopuctoByroTh JeTanbHi GiTbTpH 32 BuxopuctoByroTh
¢GinbTpH Ta peKoMeHaMii | XapaKTepUCTUKaAMH GYHKIIIO “TIOPiBHATH
JUTSl HOLIYKY TOBapy. MPOIYKTU Ta
ONITUMAIFHOTO MPOIYKTy. | YacTo momaroTh TOBapu | AOJAIOTh TOBApH B
MoxyTh J0aBaTU 1o “Crucky 0axaHp” KOLLMK JUIS Mi3HIMIOT
TOBapH y CITUCOK Oa)kaHb | Mepe] OCTaTOYHUM MOKYTIKH.

JUTS TIOIANTBIIIOTO aHaMi3y. | BUOOPOM.
YHacTo moBEpTAOTHCS A0
caiiTy JeKkiJibKa pa3iB
nepes NOKYNKOK.

[lopiBHIOBadYi 1IIiH | AKTUBHO KOPUCTYIOTECS | BifCcTexyroTh akii, AKTHBHO aHaIi3yIOTh
PO3ALJIOM aKIIiid Ta KYIIOHH Ta 3HIKKH. aKIIiiHI TPOTIO3MIIiT,
CHEUITPOTO3HUIIiH. BukopuctoBytoTh IIPOMOKO/IU Ta
[TopiBHIOIOTH HiHA TOPIBHSHHS I1iH Ha SHIDKKH.
AHAJIOTIYHUX TOBapiB B cropoHnHix mnargopmax | [lopiBHIOIOTE HiHH
IHIIMX Mara3uHax. Ta caiiTax KOHKYpeHTIB. | Mix Prostor Ta
YacTto KynyrThb TUIBKH [TpuiimaroThb pilmieHHs IHIIMMH MEpEXaMu.
ITICHIS TiITBEPHKCHHS PO TIOKYIIKY TiJTbKA Kymisnst BinOyBaeThcs
HAWBUI1AHIIIO] LI1HH. micist GiHaIbHOT MiCJIsl BIIGBHEHOCTI y

MEePEeBipKH BapTOCTI. HaWBUT1 THIIITIH
MTPOTIO3UIIII.

IDicepeno: enacwi 0ocnioxicenHs asmopis

PesynpTaTi NOCHIKEHHS MOKa3ylOTh, 10 THUIIOBI IIJISXW KOPHUCTYBAadiB 3HAYHOIO
MIpPOIO 3aJIeXKaTh BiJ iX MOBEAIHKOBOro cerMeHTa. LIIBUIK1 MOKyTIII IparHyTh MiHIMI3allii yacy
MOKYIIKH, JOCIITHUKY MPUJIUISIIOTh YBary JeTallsM 1 XapaKTepUCTHKaM TOBapy, a MOpiBHIOBaYl
I[IH OPIEHTOBaHI Ha €KOHOMI0. JIJIs MapKeTHHTOBHX CTpATEriid I1¢ O3HAa4a€ HEOOXIiIHICTh
nepcoHai3alii KOHTEHTY Ta IPOMO3UI MiJl KOXKHHUI CErMeHT, 30KpeMa yepes:

— IIBUKI MOKYTIKH — CIIPOIIEHHS MPOLECy MOKYIKHU;

— JIOCIIITHUKIB — HAJIaHHA JeTalIbHOI 1HPOpMaIlil Ta peKOMEeHIallii;

— MOPIBHIOBAYIB I[iH — MPO30P1 aKIii Ta MOPIBHAHHS 1IiH.
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AHaJi3 TOBEAIHKA KOPHUCTYBaUiB Ha BeO-caliTax yKpaiHChbKUX MEpex Mara3uHiB EVA,
Watsons ta Prostor y oHaiiH-cepeoBHII € KJIIFOYOBUM IHCTPYMEHTOM Il PO3YyMIiHHS TOTO,
SIK CIIO’KMBaYl B3a€EMOJIIIOTH 13 IIUGpoBUMH T1aTdopMamu OpeHaiB (Tabi. 2). Bin no3Bosise He
JWIIE OIHUTH eQEKTHUBHICTh BIPOBAPKEHUX IUPPOBUX CTpaTerii — Takux SK
MepCOHaJIi3aIlisl KOHTEHTY, aKIiiHI IMPOMO3UIlli, MPOrpamMu JIOSJIBLHOCTI Ta OITHMI3aIlis
MOO1IBHOT Bepcii caliTy — ajie W BUSBUTH CHUJIbHI CTOPOHH, IO 3a0€3MeUyIOTh MO3UTHBHUN
KOPHUCTYBAI[bKHI JIOCB1JI, @ TAKOX CJIa0Ki MICIIs, SIK1 MOKYTh 3HW)KYBATH PIBEHb 3IYYCHHS Ta
koHBepcii. KpiM Toro, Takuil aHami3 jgomomara€ BH3HAUYUTH HOBI MOXIIMBOCTI IS
BJIOCKOHAJICHHSI BeO pecypciB: BiJl MOKpAIIEHHs HaBiramii Ta MOIIyKYy TOBapiB JI0 iHTErparii
IHTEPaKTUBHHUX E€JIEMEHTIB 1 COIMANIbHUX (PYHKIIIH, [0 CHOPHUSIIOTH OUTHII aKTUBHINA B3a€MOJIT
KOPHUCTYBAYiB 13 caiTOM. 3 OTJIsiIy Ha CydacHi TEHACHITT B €JICKTPOHHIN KOMEPIIii Ta 3pocTardi
BUMOTH CIIOXKUBAYiB JI0 OHJIAWH-IOCBIy, CHCTEMHUW aHAJi3 TOBEIIHKH KOPHCTYBAYiB CTa€
BOKJIMBUM 1HCTPYMEHTOM JIJIS1 TTiJIBUIICHHS] KOHKYPEHTOCIIPOMOKHOCTI MepeXk 1 (hopMyBaHHS
JOSTBHOT KITIEHTCHKOT 0a3H.

Tabmuia 2 — [TopiBHSHHS OBEIIHKM KOPUCTYBadiB Ha caiitax EVA, Watsons Ta Prostor
ITapametp EVA Watsons Prostor
IaTepoetiic IaTyiTHBHO CydacHuii, giTka [Ipocrtwuii, 3po3yminuit
3po3yMinuit CTPYKTypa

AanTHBHICTH OnrtumizoBaHo st MobinkHa Bepcis MobinsHa Bepcis
MOO1ITBHUX ONITHUMi30BaHa ONTUMIi30BaHa

[lepconamizarist Pexomenparii Ha IaTerpamis 3 [lepconamizoBani
OCHOBI JJAHUX aKayHTaMu MPONO3UIii

Axmii Ta 3HIKKHA Yacri akmii Ta 3HKKH | Perynsphi akiii ta Yacri akuii Ta 3HIKKA

po3npomaxi
[Iporpama nosieHOCTI | BOHyCHA cictema HakonmuayBanbHi 6amu | boHyCcH Ta 3HIKKH

IDicepeno: énachi 0ocniodncenHs asmopie

Be6 caiitr EVA Bia3HauaeTbCs 1HTYITUBHO 3pO3YMUIMM 1HTEp(eEcoM 13 JIOr1uHOIO
CTPYKTYPOIO KaTeropiii Ta MIBHAKMM JOCTYIOM JO MOMyJspHUX ToBapiB. Lle mo3Bosse
KOpHCTYBa4aM JIETKO 3HAXOAUTU MOTPIOHI MPOAYKTH Ta 0OPMIISTH 3aMOBJICHHS 0€3 3aliBUX
KPOKIB, IO MiABUIIYE €PEKTUBHICTh B3a€EMO/III 3 CAliTOM Ta 3MEHIIIye MOKa3HUK BiIMOB. Kpim
TOTO, 3py4YHa KOpP3WHA Ta MOKPOKOBE 0(OPMIICHHS 3aMOBJICHHS CITPOIIYIOTh IPOIIEC MOKYITKH
HaBITh JUII HOBUX KOPHCTYBauiB.

Caiit EVA noBHICTIO ONTUMI30BaHUHN JIsi MOOLIBHUX MPUCTPOIB Ta IJIAHIIETIB, 1110
3a0e3neuye KoM(pOpTHE KOPUCTYBAHHS He3aJIeKHO BiJl Iu1atgopmu. Lle 0oco61mBo BasKIMBO 115
CEerMEHTY CIIOKUBAYiB, SIK1 31HCHIOIOTh TTOKYIKKA HA XOJYy, OCKIJIBKH IIBHJIKE 3aBaHTAKCHHS
CTOPIHOK Ta aJanTOBaHUN AM3aliH MOKPAIlylOTh KOPHUCTYBAI[bKUN JOCBI 1 CTUMYJIIOIOTh
YaCTIII BiJBITyBaHHS.

EVA akTuBHO BMKOpPHUCTOBYE JaHI MpO TMOMEPeHI TMOKYNKH Ta Teperisan
KOpHCTYBauiB 175 (OpMyBaHHS NEPCOHAII30BAaHUX pekoMeHaliil. Lle crpusie miaBUIIEHHIO
3aliKaBJIECHOCT] KJII€HTIB, CTUMYIIOE JOJATKOBI MOKYIIKHU 1 30UIbIIYE cepelHiil uek, a TaKox
dbopmye OUTBI 1HIUBIAYaTI30BaHHM TOCBIJT B3aEMO/IIT 3 OpeHI0M.

Yacti akmiiiHi mpomo3umii Ta croemiajgbHI 3HMKKA MOTHUBYIOTH KOPHCTYBadyiB J0
3MIACHEHHS MOKYNOK 1 MiJABHUINYIOTh aKTUBHICTh Ha calfTi. [HdopMyBaHHS Mpo akiii Ha
TOJIOBHIM CTOPIHII Ta Yepe3 MepcoHali30BaHl PO3CUIIKHU CIIPHsIE€ YTPUMAHHIO YBaru KII€HTIB.
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IIporpama nosnsHOcTi EVA 3 HakonuuyBanbHUMH OOHycaMH Ta CIELIaIbHUMHU
NPOMO3ULISMH JUIS OCTIHHUX KIJIIEHTIB MiJBHUILY€E MOBTOPHI MOKYIKHU 1 3MIITHIOE €MOLIIHHIIA
3B’SI30K KOPUCTYBAYiB 13 OpeHI0M.

Be6 caiit Watsons Bif3HayaeTbCsi Cy4yacHUM, NPUBAOIUBUM JHU3aWHOM 13 UITKOIO
CTPYKTYPOIO KaTeropii i puibTpiB, 110 MOJIETIIYE IMONTYK TOBapiB. HasBHICTH JIOT14HO1 i€epapXii
CTOPIHOK JO3BOJIIE KOPUCTyBadyaM IIBUIKO OPIEHTYBAaTHCS Ta 3HAXOAUTH HEOOXinHYy
1H(opMaIio Ipo TOBapH, aKIlii YK MOCTYTH.

MobGinbHa Bepcis caiity Watsons ontumizoBaHa i cMapTQOHIB 1 IUIAHIIETIB, IO
3a0e3nevye 3pydyHUid Teperisi] KOHTEHTY Ta 0(OPMIICHHS 3aMOBJICHb 0e3 3001B 1 mpobiieM 13
BiZJOOpaXKCHHSIM €JIEMEHTIB CTOPIHKH. I[HTerpamisi 3 akayHTaMH KOpPUCTYBadiB JO3BOJISE
30epiraTy ICTOPil0 TOKYNOK Ta HaJaBaTH IepcoHali3oBaHi pekomenpamii. Lle migBumrye
PENCBAaHTHICTh NPOMO3UIiH, CTUMYJIIOE MOBTOPHI IMOKYNKH Ta CHpHUS€ OLIBII TPUBAIOMY
3QJTy9CHHIO KJIIE€HTIB.

Perynspni po3npoaaki Ta akilii CTUMYJTIOIOT KOPUCTYBAUiB JI0 BiABIYBaHHS CaiiTy Ta
3MIACHEHHS TOKYIOK, 3a0e3meuyroun mocTiHui moTik Tpadiky. IIporpama nosmpHOCTI 3
HAaKOMMYYBAIbHUMHU  OajlaMM 332 TIOKYNKH Ta CHCIIaJbHUMH  HPOMO3UIISAMHU  JUIs
3apeeCTPOBAHMX KOPHUCTYBAYiB CIPHUSE MiABUIICHHIO 33J0BOJICHOCTI KIIEHTIB Ta 3MIITHEHHIO
iXHBOT JIOSUTEHOCTI IO OpeH.y.

Be0 caiit Prostor xapakrepu3yeThcsi MPOCTUM Ta 3pO3YMUTHM iHTEpPEcoM i3 YITKOIO
KaTerOpu3alli€lo TOBAapiB Ta IMIBHIKKAM JIOCTYIIOM 10 HOMyiaspHuX no3umii. Lle 3abe3meuye
JIETKICTh y 3[1HCHEHHI NOKYIOK Ta 3MEHINye HMOBIPHICTh IMOKUAAHHS CAlTy yepe3 CKIaaHy
HaBiTaIiIo.

Mo0inpHa Bepcis caliTy onTHUMi30BaHa il BCIX OCHOBHHX MPHUCTPOIB, IO JO3BOJISE
KOpUCTYBa4aM KOM(OPTHO 3JIIHCHIOBATH TIOKYNIKM Ha cMapTdoHax, IUIaHIeTax abo
HOYTOYKax 0e3 BTpaTu (yHKIIOHATBHOCTI YH SKOCTI BiTOOpaKEHHSI KOHTEHTY.

Prostor BUKOpHCTOBYE IEpCOHATI30BaHI MPOIMO3UIli Ta PEKOMEHJallli Ha OCHOBI
MOMEpPEeHbOI TMOBEIIHKA KOPUCTYBauiB, IO MiJBUIIYE €(QEKTUBHICTh MapKETUHTOBUX
KaMIaHii, 30UIbIIye WMOBIPHICTP MOBTOPHUX NOKYIOK Ta CTUMYJIOE 3aJy4eHICTh
KOPHCTYBaYiB.

Yacti akmii Ta creniajgpHl MPOMO3UIII NPUBEPTAIOTh YBary HOBUX KIIIEHTIB Ta
CTUMYJIIOIOTh TIOTOYHMX KOPHUCTYBAuiB /10 MOBTOPHUX IMOKYIOK, MIJBUIYIOUYM KOHBEPCIIO Ha
caiti. Ilporpama JOSIIBHOCTI 3 OOHycaMH Ta TIEPCOHANI30BAaHUMHU 3HUKKAMHU CIPHSIE
YTPUMAHHIO KJII€HTIB 1 (OpMye MO3UTUBHUU JOCBIA B3aeMOJIl 13 OpeHIOM, IO CTHUMYIIOE
MOBTOPHI MOKYIKH 1 NIABUILYE 3araibHy JOSIbHICTh AyAUTOPI].

CunbHa cropoHa EVA monsrae y KOMIUIEKCHOMY Ta €(pEeKTHMBHOMY BHKOPHCTaHHI
nepcoHai3alii Ta akIifHUX MPOIO3ULIIH, IO T03BOJISE HE JIUIIIE 3aTy4aTh HOBUX KIIIEHTIB, ajle
I migTpuMyBaTH i1HTepec icHyrouux. Ilepconanmizanis BiOyBaeThCsl yepe3 peKOMeHJallil Ha
OCHOBI MOMEpEeAHIX MOKYIMOK 1 MEeperyisiB, MO0 MIABUILYE PEIEBAHTHICTb IMPOIO3ULIN Ta
HMOBIpHICTb 3JiMICHEHHS NMOBTOPHMX IMOKYIMOK. AKIIHHI NPOMO3UILii, 3HUKKU Ta IpOrpamu
JIOSTIBHOCTI  CTUMYJIIOIOTh KOPUCTYBauiB 4YacTille IIOBEPTATUCA Ha CalT, CTBOPIOIOYU
NO3UTHUBHUI KOPUCTYBALBKUNA JOCBI 1 30UIBIIYIOUHN CEPEHIH Yek.

Watsons BHpI3HS€TbCA CydyacHUM, NpUBAOIMBUM JAM3aifHOM Ta IHTerpaiier 3
aKayHTaMH KOPHCTYBauiB, IO JO3BOJSE BIJACTE)XKYBaTH ICTOPIIO IOKYNOK 1 HaJgaBaTh
MepCOHAN30BaHl  pekoMmeHmamii. Takuii mAXia CcOpuse MIIBUIICHHIO  3ay4eHOCTI
KOPUCTYBayiB 1 TMOKPAIEHHIO KOPUCTYBAI[bKOTO JOCBIAY, OCKUIBKM KJIIEHTH OTPUMYIOTh
peNIeBaHTHI MPOITO3HIIii, 8 TAKOK MOXKYTh 3pYYHO IIOBTOPIOBATH IMMOKYNKH. BogHOYac cyyacHui
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JIU3aiH MIBHINYE JTOBIPY A0 OpEHIy Ta CTBOPIOE BIAUYTTS MPOGEeCiHHOCTI M aKTyaabHOCTI
1aThopMH.

Prostor BUpI3HAETBCS MPOCTHM 1 3pO3yMITUM iHTepdercom, mo 3ade3nedye JIerKy
HaBiralio Ta MBUAKUA J0CTyn A0 ToBapiB. EdexkTuBHE BHUKOpPHCTAHHS MEPCOHANII30BAaHUX
IPOMO3HULIH 1 aKI[iil 103BOJIsIE CTUMYIIIOBATH MOMMUT, M1JIBUIILYBATH KOHBEPCIIO Ta YyTPUMYyBaTH
kiieHTiB. [Ipocrora iHTepdeiicy 3MmeHmye Oap’epu Ansi KOPUCTYBAdiB, pOOISYIH TPOIEC
MOKYIOK MIBUJIKUM 1 KOM(MOPTHUM, IO OCOOJIMBO Ba)UIUBO ISl CETMEHTY CIOKMBAadYiB, sKi
BiJIalOTh TIepeBary MBHAKUM 1 3pYYHUM OHJIAWH-TIOKYIIKaM.

3aramom, yci TpH MeEpeXi JAEMOHCTPYIOTh €(PEKTHBHE BHKOPHCTAHHS HHGPOBUX
CTpaTeriii Juisl 3ajJydeHHS Ta YTPUMAaHHS KJII€HTIB, IHTErPYyIOUYM IEpCOHAi3alllo, aKIiiHI
MIPOIIO3HIIIT Ta MpOrpaMu JosuTbHOCTI. KokeH OpeH 1 MiIKpectoe CBOi KOHKYPEHTHI IepeBaru:
EVA poGuth akieHT Ha mepcoHamizaiii Ta 00HyCHHUX mporpamax, Watsons — Ha CydacHOMY
JIW3aiiHl Ta 1HTerparii 3 akayHTaMu KOpHUCTyBadiB, Prostor — Ha mpocToTi iHTepdeiicy Ta
3po3yMminocTi Hagiramii. Pasom 1i crparerii cipusitoTb pOpMYBaHHIO JIOSIBHOI ayJUTOpii Ta
MIJIBUIICHHIO €()EKTUBHOCTI OHJIANH-TIPOJAXKIB.

AHaiiz OBeAiHKM KOpUCTYyBadiB Ha BeO-caiitax mepexx EVA, Watsons Ta Prostor 3
aKIIEHTOM Ha BeO aHAMITUKY JJO3BOJIMB JIETAIILHO OLIHUTU €(eKTUBHICTh HU(POBUX CTpaTeriit
KOMITaHI Ta XapakTep B3aEMOii KOPHUCTYBadiB i3 IXHIMH OHIaWH-TIaTGopMamu. 3aBIsSKA
BUKOPUCTAHHIO KIIIOUOBUX METPUK BeO aHANITUKHM — TaKUX SIK KUIBKICTh BiJBiyBaHb,
cepeHil yac nepe0yBaHHs Ha CalTi, KITBKICTh MEPETJIIHYTUX CTOPIHOK, ITOKA3HUK BiIMOB Ta
KOHBepCii — MO>XKHa BU3HAUUTH, SIKI €JIEMEHTH CalTy CHPUSAIOTh YTPUMAaHHIO KOPUCTYBaiB, a
K1 TOTpeOyroTh ontuMizaiii. Takuit aHami3 103BOJISE HE JIUIIE OMIHUTH YCIIITHICTh TOTOYHHX
MapkeTHHroBux Tta UX-pilieHb, ane i BUSBUTH 3aKOHOMIPHOCTI MOBEIIHKH CII0KHUBAYiB, 1110
JI0IIoOMarae porHo3yBaTH iXHi moTpedu Ta ouikyBaHHs. Kpim Toro, BeO aHamiTika 3a0e3neuye
MOJKJIUBICTh TMOPIBHSIHHS €(EKTUBHOCTI PI3HUX (YHKIIH Ta CTOPIHOK CaWTy, BUSBICHHS
BY3bKHX MICIIb Y KOPHCTYBAllbKOMY IUIAXY Ta PO3POOKY CTpaTeriid JUIsl MiJABHINEHHS PiBHS
3aJy4eHOCTI Ta KoHBepcli. B ymMoBax 3pocratodoi KOHKYpeHIlii Ha pUHKY OHJIaliH-pUTeilily Ta
MOCTIHHOTO PO3BUTKY HHU(PPOBUX TEXHOIOTIH, TaKUH MiIXiJl € KPUTHYHO BAXKIUBUM IS
3a0e3MedeHHs MO3UTHBHOIO KOPUCTYBAIIBKOTO JOCBILY Ta 3MIIIHEHHS JOSIBHOCTI KITIEHTIB.

OCHOBHI METPUKH BEO aHATITUKH TO3BOJIAIOTH KOMIUIEKCHO OLIHUTH €(DEeKTUBHICTH BEO
CalTIB 1 3pO3yMITH MOBEAIHKY KOPUCTYBauiB Ha PI3HUX eTamax iX B3aeMojii 3 IIaTgopMoro.
JocniKkeHHs MPOBOIMIIOCH 32 JJOTIOMOTOI0 aHali3y TaKUX KITFOYOBUX MOKA3HUKIB!

— KUIBKICTh BiJBIAyBaHb (Sessions): Lle 3arampHa KUIBKICTh CEaHCIB Ha CalTi 3a
BU3HA4YeHUH nepio] yacy. MeTpuka gonoMarae oliHUTH 3arajlbHy akKTUBHICTh KOPUCTYBaUiB 1
MOKa3ye, HACKUIBKM YacTO CalT 3ajly4yae BiABIAyBauiB. BHCOKMI TMOKa3HMK KUIBKOCTI
BIJIBlyBaHb MOX€ CBIIYMTHU MpO e€(EeKTUBHI MapKETUHIOBI KaMmaHii Ta MOMyJSpHICTh
pecypey.

— KUIbKICTh YyHIKanbHUX BiaBinyBauiB (Users): Bka3dye Ha uucio okpemux
KOPHUCTYBauiB, Kl BIABLAANM CAWT HPOTAroM NeBHOro mnepiony. Lleil mokasHuk mo3Bossie
OLIIHUTH OXOIJIEHHS ayAUTOpii Ta BU3HAYUTH PIBEHb 3aJTy4EHOCT]1 HOBUX 1 IOCTIMHUX KJIIEHTIB.

— cepeHiil yac Ha caiiti (Average Session Duration): BinoOpaxkae cepenHiii yac, skuii
KOPUCTYBay NMPOBOANUTH Ha CalTi Mij Yyac OJHOro ceaHcy. JloBmmii yac nepeOyBaHHs Ha CalTi
CBIJTUUTH IPO LIKABICTh KOHTEHTY, 3pYYHICTh HaBIralli Ta 3a1y4eHICTh KOPUCTYBaYiB.

— KUIBKICTB MepersiHyTuX ctopiHok (Pages per Session): CepenHs KiIbKICTh CTOPIHOK,
AK1 BIBIAyBad Meperisiae MmiJg 4ac OoJHOro ceancy. Ll meTrpuka gomomarae BU3HAYMTH,
HACKUIbKM KOPUCTYBadi AaKTUBHO B3a€MOJIIOTH 13 CalTOM, IOCTIIKYIOTH NPOIO3UIII Ta
KOHTEHT.
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— noka3HuK BiaMoB (Bounce Rate): BincoTok BinBimyBaHb, KOJM KOPHUCTYBAU 3aJIUIIAE
CaMT TiCIIs MeperJisiny JHIIE OHI€T CTOPIHKA. BUCOKHI TOKAa3HUK BiIMOB MOYXE CBIJJYUTH MPO
HEJIOCTAaTHIO PEJICBAHTHICTh KOHTEHTY, MpoOJeMH 3 HaBiramiero a00 HU3BKY IIBUAKICTH
3aBaHTA)XEHHS CTOPIHOK.

— xoedimient kouBepcii (Conversion Rate): BimcoTok BinBimyBauiB, siKi BUKOHATIH
[IJTbOBY [0 HA CalTi, HAIPHUKIIAJ, 3MIHCHWIM MOKYNKY a00 MiJmucaiucs Ha po3cuiky. Ls
METPHKA € KIIFOUOBOIO JUIsI OIIHKU €()eKTUBHOCTI MApPKETHHTOBUX CTPATET1H 1 3AaTHOCTI CalTy
MIEPETBOPIOBATH BiIBiAyBauiB Ha KJIIEHTIB.

— nokasHuk Buxony (Exit Rate): BigcoTok BiiiBigyBaHb, KOJIM KOPUCTYBadl 3JIMIIAIOTH
CalT micys meperisay MeBHOI CTOpiHKH. JlormoMarae i1eHTH(IKyBaTH CTOPIHKH, SIKI MOXKYTh
CTaTH «BY3bKHMH MICISIMU» B KOPUCTYBAIbKOMY IIIJISIXY, Ta MOTPEOYIOTh ONTHMI3allii.

— cropinku 3 HaiBummM pedtuHrom (Top Landing Pages): Cropinku, Ha SKuX
KOPHUCTYBayvl Ha4YacTiIe MOYMHAIOTH CBIM ceaHC. AHAJII3 IUX CTOPIHOK JIOTIOMArae 3po3yMiTH,
K1 €IEMEHTH CaliTy MPUBAOIIIOIOTH BiBIAYBaYiB i (POPMYIOTh TEpIIIe BPAXKEHHS PO PECypC.

— cTopinku 3 HaiiBuIUM BuxoaoM (Top Exit Pages): CtopiHku, Ha SIKUX KOpUCTYyBaui
HaifuacTimie 3aIuImaroTh caT. L{e 103BosIsie BUSIBUTH MOTEHIIHHI TPOOJIEMHI TOYKH B KOHTEHTI
abo CTpPyKTypi calTy Ta pO3pOOMTH 3aXOIu IJIsl YTPUMaHHS KOPUCTYBauiB 1 30UIbLICHHS
KOHBEPCIi.

3acTOCyBaHHA IMX METPHUK Yy KOMIUIEKCI Jano 3MOry c(hOpMyBaTH MOBHY KapTHHY
MOBEJIHKM KOPHCTYBAyiB, OI[IHUTH €(PEKTHBHICTh MapKeTHHIOBUX Ta UX-pillleHb, a TAaKOX
BU3HAYUTHU MPIOPUTETHI HAMIPSIMKH JIJIs IOKpaIeHHs BeO pecypcey (Tabi. 3).

Tabmuus 3 —IlopiBHsHHs BeO caiitiB EVA, Watsons Ta Prostor

[Tapametp EVA Watsons Prostor

KinbkicTs BifBinyBanb | Bucoka (3aBasku CrabinbHa, ane 3 Bucoxka (3aBasiku

IIUPOKiIN Mepexi) TEH/ICHIII€IO0 10 aKTUBHUM aKIisiM)
3HIKEHHS

CepenHili yac Ha calTi | 3—5 XBUJIMH 2—4 XBUIVHU 3—6 XBUINH

Kinbkictb 5-7 4-6 6-8

HePETJITHY THX

CTOPIHOK

IToka3HuK BiZMOB 40-45% 50-55% 35-40%

KoedinienT konsepcii | 2-3% 1.5-2% 3-4%

[ToxazHuK BUXOTY 30-35% 40-45% 25-30%

Tom-cTopinku l'onoBHa, kaTteropii TI'onoBHa, akuii, I'onosHa, akmii,
TOBapiB KaTeropii ToBapis Kareropii ToBapiB

IDicepeno: énachi 0ocniodncenHs asmopie

Bucoka KuIbKICTh BiABIAYBaHb Yy TO€JHAHHI 3 HHU3bKUM TTOKa3HUKOM BiJIMOB
HiATBEPKYE PE3yIbTaTUBHICTh CTPATETrii 3aTydeHHsI KOPUCTYBaviB Ta iX CTIMKMH 1HTEpecC 710
KOHTEHTY caTy piteiity EVA. Ile cBiguuth npo Te, 10 CalT Mae mpuBabIUBY CTPYKTYPY Ta
KOHTEHT, SKHH BIJNOBIa€ OYIKYBaHHAM aynuTopii. J[oJaTKoBMM MiATBEPIKEHHAM
e(eKTUBHOCTI € BUCOKHI pIBEHb YTPUMaHHS BiJBilyBauiB, IO 3a0e3nedye 301IbIICHHS
HMOBIPHOCTI MOBTOPHUX MOKYIIOK Ta 3MIIIHEHHS JIOSJIBHOCT1 KIIIE€HTIB.

Ha Be06 caiiti Watsons He3Ba)karouu Ha CTaOUThHI ITOKa3HUKH B1/IBIIyBaHOCTI, BUSBJICHE
3HIKEHHs Koe(illieHTa KOHBepcli Ta BUCOKHMH MOKa3HUK BiJIMOB CBiYaTh NMPO iCHYBaHHS
npobnem y cdepi kopucryBaipbkoro nocBimy. lle moxxe Oyt mOB’s3aHO 3 HAJAMIPHOIO
CKJIaJHICTIO HaBiramii, HEJOCTaTHHO JETAJILHUMM ONKUCAMH TOBapiB ab0 ciaaOKUM piBHEM
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IHTepakTUBHOCTI. Taka cuTyarlisi BKa3zye Ha IOTpedy BIOCKOHAICHHS 1HTepdeicy, onTumizarii
CTPYKTYpPHU CaiiTy, a TAKOX HaJaHHA OLIbII PEIEBAaHTHOTO Ta IHPOPMATUBHOTO KOHTEHTY JJIS
M1JBUIICHHS JOBIPU Ta CTUMYJIIOBaHHS MOKYIOK.

Bucoka KUIBKICTh TEpEerIIHYyTHX CTOPIHOK Ta HHU3bKAKH TOKAa3HUK BUXOIY €
IHaUKaTopaMu e()EeKTUBHOI MOOYIOBM HaBiraiii Ta SIKICHOTO KOPHCTYBAIbKOTO JIOCBITY Ha
caifti Prostor. Ile cBimuuTh Mpo Te, 110 BiABIAYBa4l aKTUBHO JOCHIKYIOTh CAlT, NEPEXOIATh
MDK KaTeropisIMH Ta TEperjsafaroTh pi3HI TOBapH, IO MiABUIINYE WMOBIPHICTH 3IHCHEHHS
nokynku. Taki pesynpTat JeMOHCTPYIOTh Brani UX-pillleHHS Ta peleBaHTHICTb
MPEJICTABICHOI0 KOHTEHTY, SIKI (QOPMYIOTh MO3UTHUBHE CHPUHHATTS OpeHIy Ta CTUMYIIOIOTh
MOBTOPHI Bi3UTH.

3aranom, yci Tpu MEPExi JEMOHCTPYIOTh BIIMIHHI MAX0au 10 (hopMyBaHHS MUGPOBUX
CTpaTeriii 1 JOCATHEHHS pe3yJbTaTiB y B3aeMOJil 3 KopucTyBayamu. Lle CBIAUUTH Mpo
HASIBHICTh Y KOYKHOT KOMIIaH11 BIIaCHOT MOJIe/l pOOOTH 3 OHJIaH-ayTUTOPI€I0 T BUKOPUCTAHHS
PI3HUX IHCTPYMEHTIB JJIs 3aydeHHS 1 yTpuMaHHs KiieHTiB. [IpoTe BHsIBIEHI BiAMIHHOCTI
M1KPECIIOITh HEOOX1HICTh MOAANBIION0 TTMOOKOT0 aHalli3y, CIIPSIMOBAHOTO HAa BUBHAYCHHS
¢daxTopiB, MO0 BIUIMBAIOTH Ha IMOBEIIHKY KOPHCTYBayiB, Ta BHUSBJICHHS TOYOK POCTY JUIS
KOXKHOT0 3 BeO pecypciB. 3 0JHOro 00Ky, IO3UTHUBHI pe3yJIbTaTH, IK-OT BUCOKA B1JIBITyBaHICTb,
epeKTUBHA HaBiramiss Y4 HHU3BKUH PIBEHb BiMOB, MiATBEPIKYIOTh YCIINIHICTE OKPEMHUX
pimenb y cdepi UX/UI Ta KOHTEHT-MEHEIKMEHTY. 3 1HIIOTO OOKY, HAsBHICTH MPOOJIEM,
OB’ sI3aHUX 13 BUCOKHM MTOKA3HUKOM BiJIMOB YH 3HHKCHHSIM Koe(illieHTa KOHBEpCii, BKa3ye Ha
00OMeXeHHS B IOTOYHUX CTPATErisfX 1 moTpedy B iX onTuMizaiii.

KommuiekcHuii miaxiza 10 aHasizy MOBEIiHKYA KOPUCTYBAYiB JO3BOJIMB HE JIMIIE OIIIHUTH
edexTuBHICTh (QyHKIIOHYBaHHS BeO pecypciB EVA, Watsons ta Prostor, ane i BU3HAYUTH
HanpsIMA  BIOCKOHAICHHS mH(poBuX crpareriid. lle 3abe3neunTs MiIBUIICHHS piBHS
3aJI0BOJICHOCTI KJII€HTIB, MOKPAIIEHHS KOPUCTYBAI[LKOTO TOCBILY Ta 3MIIIHEHHSI KOHKYPEHTHUX
no3unid kommnanid Ha puHky. SWOT-anani3 BeO-caiiTiB mepexx EVA, Watsons Ta Prostor 3
aKIIEHTOM Ha TMOBEIIHKY KOPHCTYBadyiB JI03BOJHB OI[IHUTH iX CHJIbHI Ta claOKi CTOPOHH,
MOXJIMBOCTI Ta 3arpo3W B KOHTEKCTI HU(POBOrO CIIOKUBYOTO IOCBiAy (Tadn. 4). Anami3
0a3yBaBCsl Ha MPHUHIUMNAX BeO aHANITUKU, OCKUIBKH JaH1 MPO BiABIAYBaHICTh, 1HII METPUKU
MOKYTb OyTH HEJOCTYIHI 0€3 JOCTYIY A0 BHYTPILIHIX aHATITUHYHUX CUCTEM.

Tabmus 4 — SWOT-anani3 Be6-caiitiB Mepesxk EVA, Watsons ta Prostor

EVA Watsons Prostor

CunbHi IHTYiTHBHO 3p0O3yMiNnuit CyuacHuii n1u3aitH [IpocTuii Ta 3po3yminuit

CTOPOHU iHTEepdeiic [HTerparnis 3 akayHTaMu iHTEpdeiic
IlepconanizoBani KOPHCTYBaiB [lepconanizoBaHi IpOMO3UIIiT
pexoMeHaanii Mo0GinbHa Bepcis Mo06inbpHa onrTuMizaris
Mo6inpHa onTuMi3ars

Crabxki MOoKJIHBI TPYIHOIII 3 CkiajiHa HaBirais OOMexeHa IHTePaKTHBHICTh

CTOPOHHU MOILTYKOM Oomerxena iHdopmartis MoXJHBI TPYJHOILI 3
OOMerxeHa IHTepaKTHBHICTh | TPO TOBapH HOITYKOM

MosxmuBocti | Posmmpenns ¢pyHkmioHamy [MoninmeHHs CTPYKTYpH PozmmpenHss ¢pyHKIioHATY
[HTerparis 3 coriaTbHAMH caity IaTerparis 3 coniaabHUMHU
MepekaMu Po3mupenHs KoHTEHTY Mepexamu

3arpo3u Konkypenuis Texuiuni npobiemu Konkypenmis
Texniuni npobiemMn Konkypenmis Texniuni npobaemMun

IDicepeno: enacmi 0ocniodxicenHs asmopis
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Be0 caiit EV A 3a0e3meuye Jierkuii JOCTYI 10 TOBapiB Ta 3py4YHY HaBIrallito, o Crpuse
MO3UTUBHOMY KOPHUCTYBAI[bKOMY JOCBiy. BUKOpHCTaHHS NaHUX PO MOMEpeaHi MOKYIKH
JIO3BOJISIE TIPOIMOHYBATH PEJICBAaHTHI TOBAapH, MiABUIIYIOYM HWMOBIpHICTh KoHBepcii. Cait
aJanToBaHO I MOOLTBPHUX MPHUCTPOIB, IO BIANOBIJAa€ CydyaCHUM TECHICHIIISIM CIIOKHBYOT
noBeinku. He3Bakaroun Ha 3pydHuid iHTepdelic, AesiKi KOPUCTyBadyl MOXKYTh CTHKATHCS 3
TPYAHOIIAMH TP TOLIYKY KOHKPETHUX TOBapiB. BiACYTHICTP JEsKUX 1HTEPAKTUBHUX
€JIEMEHTIB MOYE 3HI)KYBATH 3aJTy4eHHS KOPUCTYBauiB. BripoBa/skeHHsI 101aTKOBHUX (DUIBTPIB
Ta COPTYBaHHS MOJKE TMOKPAIIUTH JTOCBiJl KOPUCTYyBadiB. MOXIIMBICTh AITUTUCSA TOBapaMu B
COIlIAIbHUX MEPEKaxX MOXKE 30UIBIIIUTH OXOIUICHHS ayIUTOPii. 3pocTaroua KOHKYPEHIIis 3 00Ky
IHIIMX OHJIAMH-PUTEINIEPIB MOXKe BIUTMHYTH Ha BiJBIAYBaHICTh caiiTy. MOXIInBI TeXHIUHI 3001
MOYKYTh HETaTUBHO BIUIMHYTH Ha KOPUCTYBALbKUI TOCBII.

AKTyanpHUM Ta TpuBaOIMBHIA au3aiiH caiiTy Watsons copus€e MO3UTHUBHOMY
cripuitHATTIO Openay. Jlo3Bossie 30epiratu iCTOPito MOKYIOK Ta OTPUMYBATH MEPCOHATI30BaHi
pexoMenaarii. OnTuMizoBaHa Jjsi MOOUIBHUX MPHUCTPOIB, IO BiANOBIIAE CyYaCHUM BHMOTaM
KopucTyBauiB. Jleski KOpHUCTyBadli MOXYTb BBAXKaTH CTPYKTYpYy CalTy CKJIaJHOIO s
opienrarnii. HemoctatHs neramizaiis ONUCIB TOBAapiB MOXXE 3HW)KYBaTH DIBEHb JOBIpH
KopucTyBauiB. OnTUMI3allisl HaBiraiii Mo)e MOKpaIuTi KOpUCTyBalbkuil 1ocBia. JlogaBaHHs
JeTaJbHIIINX OMKCIB TOBApiB Ta BIArYKIB MOKE HiJBHIMUTH PiBEHb TOBIPH KOPUCTYBAUiB.
MouBi TexHI4HI 3001 MOXYTh HETaTUBHO BIUIMHYTH Ha (YHKIIOHAIBHICTH CaMTy.
3pocraroua KOHKYpEHIliE 3 OOKYy IHIIMX OHJAWH-PUTCHIICPIB MOXE BIUIMHYTH Ha
BiJIBITyBaHICTh CaMTYy.

BeO caiit Prostor 3a0esnedye Jerkwii AOCTYN JO TOBapiB Ta 3pYydYHY HaBirariro.
BukopucranHs JaHux Mpo HornepeaHi MOKYNKH JO3BOJIs€ MIPOINOHYBATU PEJIEBAHTHI TOBApH.
Caiit amanToBaHO JJIsi MOOUIPHUX TMPHCTPOIB, IO BIANOBIJAE CYYaCHUM TEHJCHIIAM
CIOKMBYOi TMOBEIIHKU. BIACyTHICTh AESIKUX IHTEPAKTUBHUX EIIEMEHTIB MOKE 3HIKYBATH
3aJydeHHs1 KopucTyBaviB. He3Baxkaroun Ha 3pydHUil iHTepdelic, nesKi KOpUCTyBadi MOXKYTh
CTMKAaTHUCA 3 TPYJHOUIAMU IPU MOUIYKY KOHKPETHUX TOBapiB. BrnpoBaaeHHsS DOAATKOBUX
¢GinBTpiB Ta COPTYBaHHS MOXKE IOKPAIIUTH OCBIJ] KOPHCTYBa4diB. MOKJIMBICTh MITUTHCS
TOBapaMM B COLIAJBHUX MEpeXax MO)Ke 30UIBLIIMTH OXOIUIEHHS ayAauTopii. 3pocraroua
KOHKYpEeHLIA 3 OOKYy 1HIIMX OHJIAWH-PUTEWUJIEPIB MOKE BIUIMHYTU HA BIJBIJYBAaHICTb CaMTy.
MoxuBi TeXHI4HI 3001 MOXYTh HETATUBHO BIUTMHYTH Ha KOPUCTYBALbKHUI JOCBII.

SWOT-anaui3 mokasas, mo Bci Tpu Mepexi — EVA, Watsons Ta Prostor — MaroTh CHITbHI
CTOPOHM Yy BUIJIAI IHTYITHBHO 3po3yMminoro intepdeiicy, MoOUIbHOT omnTHUMIi3auii Ta
NEPCOHAII30BAaHUX PEKOMEHMAIllM, 10 MO3UTUBHO BIUIMBA€E Ha MOBEIIHKY KOPUCTYBayiB Ta
KOHBepcito. BogHovac icHYIOTh clijibHI ¢1a0Ki CTOPOHH, Taki sIK OOMeKeHa IHTepPaKTUBHICTD 1
MOJKJIMBI TPYIHOIII 3 MOITYKOM TOBAapiB, 1110 MOYKE€ 3HUKYBATU 3aJy4YEHHS] KOPUCTYBAYiB.

Watsons BUAUIAETbCA Cy4aCHUM JAU3aiHOM Ta IHTETpaLli€lo 3 akayHTaMU KOPUCTYBayiB,
asne notpedye onTUMI3alli HaBirauii Ta po3mupeHHs KoHTeHTy. EVA 1 Prostor MatoTh cxoxi
MOYKJIMBOCTI JUIsl HOKpaIleHHs (yHKIIOHATy Ta IHTerpaii 3 coliaaibHUMU MepexaMu. OCHOBHI
3arpo3u AJis BCIX TPhOX CalTIB — 3pOCTar0ya KOHKYPEHIIisl HA pUHKY Ta PU3UK TEXHIYHUX 300i1B,
1110 MO>X€ BIUIMBATH HA BiJIBIAYBaHICTh Ta KOPUCTYBALbKHHA JOCBIJL.

Jlig mokpalieHHs B3aeMOIl 3 KOPUCTYBadeM B OHJIAH CEepeOBHILI HEOOX1THO
ONTUMI3yBaTH MOLIYK Ta HaBIraIito (BIPOBAaIUTH PO3LIMPEH] GUIBTPU Ta IHTYITUBHY CUCTEMY
COpTYBaHHsSI TOBapiB, JOJATH INBUAKWW TIOMIYK 3 aBTO3AIOBHEHHSIM Ta TIIJKa3KaMH),
PO3LIUPUTH 1HTEPAKTHBHICTh (BUKOPUCTATH IHTEPAKTHBHI €JIEMEHTH, Taki sk 3D-ormsau
TOBapiB, BICOOTISIIN, KaJbKYJIATOpU ab0 BIpTyalibHI NMPUMIPOYHI, CTBOPUTH IHTEPAKTHBHI
npoMo-0aHepu Ta akIlii); 3pOoOMTH TEpCOHANI3AliI0 Ta peKOMeHJalili (TMorIuOuTH
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MepCoHaIi3aIlii Ha OCHOBI MMOBEIIHKH KOPUCTYBAYiB, ICTOPIi MOKYIIOK Ta IHTEPECIB, BIPOBAIUTH
cucteMu pekomeHiamiii «Cxoxi ToBapu» Ta «ToBapu, SKi MOXYTh 3alliKaBUTH Bac);
IHTerparis 3 COMiaTbHUMH MepexaMu (JaTH MOMUIIMBICTh IUJIUTUCS TOBapaMU Ta aKLisIMU Y
COLIIAIbHUX Mepekax; BUKOPUCTOBYBATH COIalibHI JOKa3W uYepe3 BIATYKH Ta PEHTHHTH 3
coriaibHUX TUIaT(GOPM); TOKPAIIUTH KOHTEHT Ta iH(OopMaIlito mpo ToBapu (3p0OUTH ACTalIbHI
OTIHCH, SIKi BKIIFOUAIOTh CKJIAJ, IHCTPYKIIii, BIATYKH KOPUCTYBauiB, MyOJIiKyBaTH Bi€0-OTIISAN
1 peKoMeHaIlii eKCIepPTiB); MOHITOPUTH TEXHIYHI MOKAa3HUKU Ta IMIBUIKICTH POOOTH callTy
(perynsipHO TECTyBaTH CalT Ha IIBUJAKICTH 3aBAaHTAXCHHS Ta JOCTYIHICTb, BIPOBAKYBATH
CHUCTEMHU IIBHJKOTO pearyBaHHs Ha TEXHIYHI 3001); MiABHUIIUTH JOSUIBHICTh Ta B3aEMOJIIIO
(BUKOPHCTOBYBAaTH I1HTEPAaKTHBHI HPOTpaMy JIOSUIBHOCTI 3 NEPCOHATI30BaHUMH OOHYyCaMH,
BIIPOBA/DKYBATH TeWMi(iKaIlito I CTUMYJIOBAaHHS aKTUBHOCTI KopucryBadiB). Lli 3axomm
JIO3BOJISITh MOKPAIIUTH KOPUCTYBAIBKUI JTOCBiJI, MiIBUIIIUTH PIBE€Hb KOHBEPCii Ta yTpUMaTu
KIIi€HTIB Ha caiitax EVA, Watsons Ta Prostor, BogHOYac 3MillHIOIOYM KOHKYPEHTHI MTO3HUIIIT Ha
PUHKY OHJIAWH-PUTEHITY.

3 METOIO0 JIOCIIKeHHsI TIOBEIIHKM KOPUCTYBauiB Ha caiiTax piTeilsiiB Oyyo MpoBeneHO
AQHKETHE ONWTYBaHHS B OHJAWH (opMari 3 BUKOPUCTAHHAM KOMII FOTEPHHX TEXHOJIOTIH.
OnuTyBaHHS OXOIUTIOBAJIO TpPHU TMPOBIAHI YKpalHChKI piTeHI-MaillaHYMKd y CETrMEHTI
KOCMETHKH Ta ToBapiB s porisiay: EVA.UA, Watsons (Ykpaina) ta Prostor.ua.

AHKeTa cKJa/ianacs 3 3aKpUTUX Ta HAMB3aKPUTHUX 3aMUTaHb, 110 JI03BOJISLIIO OTPUMATH
KUTBKICHI Ta SIKICHI JIaH1 I0J10:

— neMorpadi4yHIX XapaKTepUCTUK KOPUCTYBAUiB (BIK, CTaTh, MiCII€ TPOKUBAHHS),

— TPUCTPOIB, 3 AKUX KOPHUCTYBadi 3aXOAATh HA CalT (MOOUTBbHUI TenedoH, TEeCKTOI,
TJIAHIIIET),

— YaCTOTH BiJBiZyBaHHS CalTIB Ta CepeHbOI TPHBAJIOCTI CECIH,

— OCHOBHHUX LI1JIeH BiABiAyBaHHS (TMOKYIKa, MEperiis, mepeBipKa aKiii),

— pIBHS 3aJJOBOJIGHOCTI KOPHCTYBayiB iHTep(ercoM Ta 3pYyYHICTIO KOPHCTYBAaHHS
caiTom,

— TOTOBHOCTI peKOMEHIYBATH CalT iHIMUM KopucTyBadam (NPS).

OnuryBanHa mpoBojauiocs cepen 150 pecrnonneHTiB, mo 50 Ha KOXEH cailT, 10
3a0€e3Meunio pernpe3eHTaTUBHICTD JaHUX JUISI TOPIBHSUIBHOTO aHalli3y.

PesynpTaTi ONWTYBaHHSA JO3BOJWIM BU3HAUUTH THUIOBI MAaTepHH MOBEIIHKU
KOpHUCTYBauiB, BHUSBUTH II€peBard Ta cJIaOKl MiCIsl KOXHOTO cailTy, a TaKkoX HaJaTh
peKoMeH Al TSl i gBHIIeHHS eheKTHBHOCTI BeO-pecypciB (Tabur. 5).

Bci Tpu piTeitiin MaroTh nepeBakHO KiHOUY ayauTopito (75—-85 %). OcHOBHa BikOBa
rpyna — 25-34 poku, L0 BIJNOBIJa€ THUIIOBOMY CIIOKMBAauy KOCMETHKH Ta TOBapiB JUis
normsiny. EVA Ta Prostor MaroTe Tpoxu Ouibllle MOJOAUX KOpHUCTyBauiB 18—24, mo Moxe
CBIAYUTH IPO NPUBAOIMBICTG OpeHAy JUld CTYJEHTIB 1 MOJOAl. bijblicTh KOpHCTyBauiB
3aX0JATh 3 MOOUTHbHUX MPUCTPOIB (65—75 %), ocobnmuBo Prostor. e o3nauae, mo mMoOiIpHA
ONTHUMI3allisl Ta MIBUAKICTh 3aBaHTAKEHHS KPUTUYHO BaxuiuBi. CepelHs TPHUBAIICTH cecil
HaliBuiia Ha Prostor.ua (7 XB), 1110 MO€ CBITYUTH IIPO OUIBII MIMOOKE 3aIy4eHHs a00 3pyuHy
CTpykTypy Kataimory. EVA Ta Prostor maroTh Oinblly 4YacTKy aKTHBHUX KOPHCTYBadyiB
(mmomHs/pa3 Ha THXKJEHB), IO BioOpakae mosuTbHICTE. OCHOBHA METa — MOKYITKA, ajie 3HAaYHA
YacTKa KOPUCTYBauiB 3aX0UTh MPOCTO MEPETIIIHYTH ToBapu ado mepeBipuTH akiii. Bei caiftu
OIliHEeHI KopucTyBauamMu Bume 4 OamB 3a 5-OampHO mKaiow. NPS (ToToBHICTH
pexomenayBath) Bucokuit 1uist EVA Ta Prostor (8/10), Tpoxu Hykumii anst Watsons (7/10), o
MO’K€ CBIUUTH PO MEHIIY eMOLINHY NPpUXUIbHICTh a00 UX-mpobiieMu.
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Tabmuist 5 — Pesynbratn aHKeTYBaHHS KOPUCTYBAYiB piTEHI-Mail JaHIMKaAMU

IToxa3uuk EVA.UA Watsons Prostor.ua
(Ykpaina)

KinmpkicTh onuTanux 50 50 50
Cratb, % (KIHKHU / YOJIOBIKH) 80/20 75125 85/15
Bik, % (18-24 / 25-34 | 35-44 | 45+) 15/40/30/15 [ 20/35/30/15 [10/45/30/15
[pucrpiti s BXxomy, % (MoOOiTbHHUE / 70/25/5 65/30/5 75/20/5
JIECKTOTII / TUTAHIIIET)
CepenHs TpUBAJICTH cecii (XB) 6 5 7
Yacrota BinBixyBaHHs, % (IIoxHs / pa3 Ha 10/50/40 5/55/40 15/50/ 35
THXJICHB / pa3 Ha MICSIIb)
OcHoBHa MeTa BiiBigyBaHHs, % (MOKy1Ka / 60/25/15 55/30/15 65/20/15
TIEPeTJIsT / aKIlii/3HIKKH)
3pyuHicTs caiity (orinka 1-5) 4.2 4.0 4.3
T'otoBHicTh pekomenayBatu (NPS, 0-10) 8 7 8

IDicepeno: énachi 0ocniodncenHs asmopie

EVA T1a Prostor 7eMOHCTPYIOTh CX03KY IMOBE/IIHKY KOPUCTYBadiB: MOO1IbHA aKTUBHICTb,
qacTe BiJBIyBaHHs, BUCOKHUI piBeHb 3aaydeHoCTi. Watsons Mae TPOXH MEHIILY 3aJ1y4eHICThb 1
NPS, MoxnMBO dYepe3 MEHIIE aKIEHTOBAHY OHJANH-KOMYHIKalilo. MapKeTHHIOoBI
peKoMeH 1allli: TOKpaIUTH MOOLIBHY BEPCil0, OPIEHTYBATH KOHTEHT HA OCHOBHY BIKOBY I'pYILY
25-34, miaTpUMyBaTH aKI[iiHI MPOITO3HIIii Ta IIEPCOHATI30BaH1 peKOMEHIAIIIT IS 301TbIIICHHS
KOHBepCiil.

Pesynbratu aHkeTyBaHHS Hajanu 1HGopMalioo Mpo aemorpadiuHuil mpodiib
KOpUCTYBauiB Ta iXHI Cy0 €KTUBHI OLIHKM caiftiB. [lng Ounbmr raumOokoro aHamizy
MOBE/IIHKOBHX MTaTEPHIB KOPUCTYBauiB Ha oHNalH-Mainanunkax EVA.UA, Watsons (Ykpaina)
Ta Prostor.ua 6ynu BukopucrtaHi BeO-aHAIITUYHI TOKa3HUKU. [l0BeIIHKOBUI aHaNI3 T03BOJISE
OILIIHUTH peajbHl A1l KOPUCTYBadiB Ha CalTi: sIKI CTOPIHKM BOHH BI1JIBIIyIOTb, CKIJIbKU 4Yacy
MPOBOMSATH, SIK B3aEMOIIOTH 13 KOHTEHTOM Ta SK YacTo 3AIMCHIOIOTH KOHBEPCiiHI il
(momaBaHHS TOBapy Yy KOIIUK, 0hOpMIICHHS 3aMOBJIeHHs). KOMOIHYBaHHS JaHUX aHKETYBaHHS
3 Be0-aHAJIITUKOIO JIa€ 3MOTY OTPUMATH LIUJIICHE YSBIIEHHS ITPO KOPUCTYBaUiB Ta €()EeKTUBHICTD
caiity (Tabm. 6).

Haii0inpiry akTHBHICTH JEMOHCTPYIOTh KOpHUCTyBadi Prostor.ua: cepelnHsi KiIbKiCTh
NEePErJISIHYTUX CTOPIHOK 1 TpuBaiicTh cecii HaliBuill. EVA.UA noka3sye cepeHi MOKa3HUKH, a
Watsons mae HHX4Yy 3a7Ty4eHICTh Ta TPUBATICTh CEAHCY, 110 MOKE CBIIUMTHU Mo MoTpeldy B
MOKpallleHH1 HaBirauii Ta koHTeHTy. HaliHmxunii mokasuuk y Prostor.ua (30 %), 1110 roBOpHUTH
PO Kpally CTPYKTYpY CalTy 1 OUTbII pelleBaHTHUM KOHTEHT JJIsi KOPUCTYBauyiB.
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Tab6muist 6 — [ToBe1iHKOBI MOKa3HUKKM KOPUCTYBAYiB CalTIB PITCHIIIB

INoxasnux EVA.UA Watsons Prostor.ua
(Ykpaina)

CepenHsi KiNbKICTh NEPErIsIHyTUX CTOPIHOK 32 6 5 7

ceaHc

CepenHs TPUBAJIICTh CEaHCY (XB) 6 5 7

IMTokazuuk BigmoB (Bounce Rate, %) 35 40 30

Bimcorok moBepHens Ha caiT (Return Rate, %) 45 40 50

YacTka KOpHCTYBadiB, SKi JOJAIA TOBAp Y 55 50 60

korwk (%)

YacTka 3aBeplIeHMX IIOKYNOK B YHCIA 70 65 72

JoaHuX y Kok (%)

OcHoBHi [ukepena Tpadiky, % Organic 50 /| Organic 45 /| Organic 55 /
Direct 30 /|Direct 35 /|Direct 25 /
Social 20 Social 20 Social 20

IDicepeno: énacni 0ocniodicents asmopie

Watsons mae HaiBummii nmokasHuk (40 %), mo Moxxke OyTH CHUTHAJIOM HEOOX1THOCTI
onrtuMi3amii nepmoi B3aeMoJii KopucTyBaya i3 caiitom. Bummii Return Rate na Prostor.ua
(50 %) Ta EVA.UA (45 %) cBimuuTh mipo ¢hopMyBaHHS JOATbHOI ayauTopii. YacTka 1oaaHux
y KOIIMK TOBapiB 1 3aBepUICHMX MOKYNOK HaiiBuila Ha Prostor.ua, mo BigoOpaxkae
epextuBHicTs UX Ta mpopaxis. Opraniunuii tpagik (SEO) € nomiHyrounM i BCiX CalTiB,
10 MIAKPECITIOE BAXKIIUBICTh ONTHMI3allii KOHTEHTY AJIs MOIIyKoBuX cucteM. [Ipsmi nepexoau
(Direct) Ta comianibHi Mepesxi (Social) Takox poOIsATh 3HAYHUIA BHECOK, OCOOJIUBO Y 3aJIy4€HH]
MOCTIMHUX KOPUCTYBAYiB.

Prostor.ua neMoHCTpye HallBUILly 3aIy4€HICTh KOPUCTYBauiB Ta KOHBEPCIi, 1110 POOUTH
foro HaiOuIbm e(peKTUBHUM cepel TpbOX CalTiB y moBeaiHKoBoMy acmekTi. EVA.UA
YTPUMYE CepeHiil piBEHb 3ay4EHOCT], 3 HOTEHLIAJIOM JUIsl TOKPAILLEHHS Yepe3 ONTHUMI3AIli0
KOHBepciitHux nuiaxiB. Watsons notpedye yBaru no UX, 3HMKEHHS MOKa3HUKA BiAMOB Ta
H1JBUIIEHHS TPUBAJIOCTI CEAHCY JUIsl 301IbIIEHHS] KOHBEPCIH.

Ili mnoBeAiHKOBI MOKAa3HUKU pa3oM 13 JeMorpadidyHUMHU JaHUMH aHKETYBaHHS
JIO3BOJISIIOTH MO0y TyBaTH IUTICHY MOJIETTh KOPUCTYBAIbKOI B3a€MO/II1, 1110 CTAaHE OCHOBOIO JIJIs
peKoMeHalliil 110/10 MOKPAIIEHHS CalTIB PITEIIIB Ta MiABUIIEHHS €(EeKTUBHOCTI OHJIANH-
MIPOJIAXKIB.

BucHOBKHM 3 1aHOrO JOCTIMKeHHs i MEPCNEeKTHBH NMOJAJIBIINX PO3PO0OK 3a JaHUM
HanpsiMmoMm. KoHKypeHTHHMI aHami3 y cdepi e-commerce 3a JOMOMOTOK BeO-aHAITUKU Ta
CTaTUCTHUYHUX METOIB JI03BOJISIE TMOPIBHIOBATU €(EKTHUBHICTh PITEHTIB, BUABISATH MOBEIIHKOBI
MaTepHU KOPHUCTYBaYiB 1 GopMyBaTH OOIPYHTOBAaHI MApKETHHIOBl PIIIEHHS JUIS MiABUILEHHS
KOHKYPEHTOCTIPOMOXHOCTi. Y pOOOTI CHCTEMaTH30BaHO KIFOUOBI TOBEHIHKOBI METPUKH
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(KITTBKICTB CEaHCIB, MOKA3HUK BIIMOB, KOHBEPCis, JKepena Tpadiky, MTOBEpHEHHS KOPUCTYBaYiB)
1 3aIPOMIOHOBAHO MO/IENh KUTbKICHOTO OIIHIOBaHHS KOHKYPEHTOCIIPOMOXHOCTI BeO pecypciB Ha
OCHOB1 I1HTErpOBaHMUX IIOKA3HHWKIB KOPHUCTYBallbkoi akTuBHOCTI. KopucrtyBauiB BeO-calTamu
pireiiniB EVA, Watsons Ta Prostor 0yio po3nonijieHo Ha TpU MOBEIIHKOBI CETMEHTH: HIBHJIKI
MOKYMIll, JOCIIJIHUKK Ta IOPiBHIOBAYl IiH. Pe3ynbraty MOKa3yroTh, IO THIIOBI IUIIXH
KOPUCTYBayiB 3aJie)kaTh BiJ] CErMEHTA: IIBUAKI TOKYIII MparHyTh MBUAKUX IOKYIIOK,
JIOCJTIIHUKU — JIeTajiel TOBapy, a MOPIBHIOBAYl IIH — €KOHOMIi, 110 BUMarae rnepcoHami3anii
KOHTEHTY Ta MPOIO3UIIiil. Yci Tpu Mepexi epeKTUBHO BUKOPUCTOBYIOTh IIM(POBI cTpaTerii 1is
3aJly9eHHs Ta yTpuMaHHs KiieHTiB: EVA — nepconanizamis ta 6onycu, Watsons — cydacHHiA
JU3aiiH 1 IHTerpallis 3 akayHTamu, Prostor — mpocTuii iHTepdeiic 1 3po3ymina Hasiraris, 1o
M1JIBUIIYE JIOSTIBHICTD 1 OHIAMH-TIpOAaXi. Y Cl TpH MEpeXi MarOTh BJIacHI IUGPOBI cTpaTerii AJis
3aJIydeHHs Ta yTPUMaHHS KII€HTIB, IPOTE BIAMIHHOCTI MiJIKPECTIOIOTH MOTPEOY B MOJATBIIOMY
aHaii3i (pakTopiB MOBEAIHKM KOPUCTYBAYIB 1 TOUOK POCTY KOXKHOTO caiTy. BusHaueHo, mo BeO-
caiitu EVA, Watsons i Prostor e)ekTHBHO BUKOPHCTOBYIOTH U(POBI IHCTPYMEHTH AJISl B3a€EMOI11
3 KOpHCTyBauaMHM, OJTHAK MAIOTh Pi3HI piBHI 3py4HOCTI Ta PyHKIIoOHaTbHOCTI. EVA BUpi3HA€THCS
IPOCTOTOIO HaBiramii i mepcoHali30BaHUMHM TPOIMO3UIIsIMH, ane moTpedye Oinbie GimbTpiB i
iHTepakTUBHOCTI. Watsons Mae cy4acHHM Au3aiiH 1 MOOUIbHY aJanTHBHICTh, MPOTE CKIAAHY
CTPYKTYpPY HaBiraiii Ta HEJOCTaTHBO JETaJbHI OMKMCH TOBapiB. Prostor 3abe3meuye 3py4HiCTh i
HIBUAKUI JOCTYII 10 TOBApiB, OJHAK MOXKE MOKPAIIUTH IHTePaKTUBHICTH Ta nmomyk. SWOT-anani3
NOKa3aB CHUIbHI CWJIBHI CTOPOHM — 3pYy4YHHH iHTepdeiic, MOOUIbHY oONnTuUMi3alilo u
HEepCOHaNI3aIliI0, a TAKOXK CJIa0Ki — 0OMEKeHY 1HTepPaKTUBHICTb 1 CKJIAJHICTh MOIIYKY. OCHOBHI
3arpo3u — KOHKYPEHIIiSl Ta TeXHIYHi pu3uku. YockoHanmeHHs UX, Hapiramii Ta iHTerpamii
COLIaNIbHUX THCTPYMEHTIB MiABUIIUTH €(PEKTUBHICTh 1 KOHKYPEHTOCIPOMOXKHICTh YCIX TPHOX
wiatdopm. JlocimiKeHo, M0 yCi TPH PITSHITN MatOTh MTOII0HUI MOPTPET Ay IUTOPIi — IMEePEBaAKHO
KIHKH 25-34 pokiB, akTUBHI KOpHCTyBaul MOOUIbHUX mpucTtpoiB. EVA Ta Prostor 3amyuaiors
Oubie Moo 18—24 pokiB i IEMOHCTPYIOTH BUIITY JosUTbHICTh Ta NPS, Hixk Watsons. Haii0inb1ra
TpUBalicTh cecii — Ha Prostor.ua, mo cBimYuTH Mpo 3pydHicTh Hairamii. OcHOBHa MeTa
BiJIBiTyBaHb — ITOKYIIKa, OJTHAK 3HAYHA YaCTKa KOPUCTYBAUiB meperisaac akiii. st miaBuimeHHs
e(eKTUBHOCTI PEKOMEHIOBAHO TIOCHJIUTH MOOUIBHY ONTHMI3aIlilo0, IEPCOHAITI3ALlII0 KOHTEHTY Ta
aKIiiiHy KOMYHIKaIllf0, OpPIEHTYIOUHCh Ha KIIIOYOBY BIKOBY rpymy. Prostor.ua memMoHCTpye
HaMBHIIY 3a]y4eHICTh 1 KOHBEpPCii, 10 CBIUUTH Npo edektuBHUM UX Ta peneBaHTHUI KOHTEHT;
EVA.UA 3aiimae cepenHi Mo3uuii 3 MOTEHIIAIIOM JAJIs ONTUMI3allii NUIAX1B KOHBEPCIi, TOJI SIK
Watsons notpedye MokpalieHHs HaBiramii Ta 3HWKEHHS OKa3HUKA BIIMOB. 3arajoM pe3yJbTaTH
BKa3yloTb Ha BaxJiuBicTb SEO, MOOUIBHOI 3py4HOCTI Ta mHepcoHami3alii Ajs MiJBUILEHHS
e(eKTUBHOCTI OHJIAHH-TIPOJIaXKI1B.
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Competitive analysis of user behavior on retail websites using web analytics: a statistical
approach.

The aim of the article. Competitive analysis in the e-commerce sector using web analytics and
statistical methods is an extremely important tool for modern retail companies, as it allows not only to
assess their own performance but also to compare key metrics with major market competitors. This
approach enables the identification of user behavioral patterns, the development of comprehensive
marketing strategies, the increase of conversion rates and customer loyalty, and the rapid response to
changes in the digital environment.

Analysis results. The main objective of this study is to apply statistical methods for competitive
analysis of user behavior on retail websites, providing objective data on the effectiveness of digital
platforms and their interaction with audiences. The scientific novelty of the study lies in combining web
analytics methods with a statistical approach to quantitatively evaluate the competitiveness of online
platforms. The study systematizes key behavioral metrics such as session counts, bounce rates,
conversion rates, traffic sources, user return rates, average time on site, number of pages viewed, exit
rates, and pages with the highest ratings and exits. Based on these metrics, a model for integrated
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assessment of web resource performance is proposed, allowing for comparison between platforms and
identification of both strengths and weaknesses of each retailer. The practical significance of the results
is determined by their applicability for e-commerce enterprises to enhance the effectiveness of online
platforms. The study provides recommendations for optimizing website structure, improving user
experience (UX/UI), increasing conversion rates, and fostering a loyal audience. This enables marketers
and e-commerce managers to make data-driven decisions based on user behavioral patterns and the
specifics of the competitive environment. Within the study, users of EVA, Watsons, and Prostor websites
were segmented into three behavioral groups: fast buyers, researchers, and price comparers. The
analysis focused on user behavior in online cosmetics and household chemistry stores, emphasizing
typical user journeys and behavioral segmentation. Comparisons of user behavior across the three
platforms revealed differences in engagement, session duration, number of pages viewed, and
effectiveness of conversion actions. To assess the effectiveness of web resources, core web analytics
metrics were identified: number of visits, number of unique users, average time on site, pages viewed,
bounce rate, conversion rate, exit rate, top-rated pages, and pages with the highest exits. This allowed
for a comprehensive evaluation of user interaction with the site and identification of critical points for
improving platform performance. Additionally, a SWOT analysis of the websites of the studied networks
was conducted, highlighting strategic advantages and areas for improvement. Furthermore, a survey
was conducted to study users’ subjective perceptions of website functionality and usability. Combining
survey data with behavioral analysis enabled the evaluation of real user actions, identification of key
patterns, and understanding of interaction dynamics. Based on this, recommendations were formulated
to optimize interface design, improve navigation, and increase conversion, contributing to user retention
and engagement.

Conclusions and perspectives for further research. Future research prospects include the use
of artificial intelligence and machine learning to automatically detect user behavioral patterns, the
development of predictive models for conversion and loyalty, evaluation of UX/UI factors’ impact on
user behavior, integration of data from social networks and mobile applications, and the creation of
systems for real-time monitoring of competitive positions. Another important direction involves studying
the ethical aspects of data collection and processing, ensuring transparency in analytics, and adhering
to privacy principles in digital marketing. Implementing these directions will contribute to the formation
of a modern scientific basis for data-driven decision-making in e-commerce and strengthen the
competitive advantages of Ukrainian retailers.

Keywords: retail, website, SWOT analysis, user behavior, competition, statistics, marketing.
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PO3BUTOK EJEKTPOHHOI KOMEPLIi B YMOBAX IJI/I(I)POBBAI_[Ii
JOI'ICTUYHHUX MPOLECIB PUHKY PO3JIPIBHOI TOPTIBJII
B YKPAIHI TA CBITI

Cmamms npuceadena 8UHA4eHHI0 OCHOBHUX MeHOeHYIll PO38UMKY eleKmp OHHOI Komepyii 6
Ykpaini ma ceimi 6 ymosax yugpoeoi mpancghopmayii punky po30pioHoi mopeieni ma aHanizy 3min
CROJICUBYOI NOGEOTHKYU N0 BNAUBOM (DAKMOPIB, WO CHOHYKAIOMb 00 OHAAUH-NOKYHOK | 3yMOBIOI0Mb
nepegopmamysanHs jo2icmuyHux npoyecis y cgepi poznodiny mosapis. Tak, y pobomi eusnaueHo
MeHOeHYilo 00 3POCMAHHA YACMKU OHAAUH-NPOOANCI8 Y 3a2albHOMY 00CA31 po30pibHOI mopeiari,
KAIOH08I KOMNAHIL pO30PIiOH020 pUHKY Ma Kame2opii mosapis, Ha SKi cnocmepieacmvcsi HauOibuuil
HORUM ceped CROACUBAUIB, OOCNIONCEHO 3MIHU Y CNONCUBHUX NEPeeazax, KIOY08UMU 3 AKUX € nepexio
00 Kyniéni OHIQUH ma 3pOCMAHHA GUMOZ 00 Cep8icy Npooadicy uepe3 eleKmpoHHY Komepyiio,
Hanpuxnao, maxi ax weuoKicms 00CMAasKy ma 3pYy4Hicms YUPpPoBUX NAAMENCI8, WO GUIHAUATOMD
EKOHOMIYHI OemepMIHAHMU PO3BUMKY eleKMPOHHOL KoMmepyii ma mparcpopmayii n02icmudnux
npoyecie. Busgneno 3aKOHOMIpHOCMI pO36UMKY PUHKY e1eKMPOHHOI Komepyii 6 YKpaini 6 nopieHanHi
3 PO36UMKOM Y c8imi 3a kamezopismu: 1) 3aeanvHuti cman puHKy, 2) wupuna HomeHkiamypu, 3)
mexuonozii;, 4) mapkemuneosi iHcmpymeHmu npocy8auus; ) coyiarvna xomepyis, 6) mMobirbHa
Komepyis;, 7) Kibepbesneka ma 008ipa; 8) GUKIUKU. YmoumeHO Xapakmepucmuku CHONCUGUUX
mpeHdis, Wo UHAYAIOMb PeKOMeHOayii 00 YOOCKOHANEHHS IHCIMPYMEHMIE eleKMPOHHOL Komepyii Ha
PUHKY PO30PIiOHOI MOp2isni 6 yYMO8ax yu@posizayii eKoHOMIKU.

KitrouoBi ciioBa: eleKTpOHHA KOMEPIIisl, IHHOBAI[IHI TEXHOJIOTl, OHJIANH-TOPTIBIIsA, PUTCHII,
ugpoBa TpaHchOpMallis JIOTICTUIHHUX MPOIECiB, UPPOBI KaHAIH 30yTy, TpaHChOpMAIlis TOBEIIHKH
CIIOXKHMBAYiB.

DOI: 10.15276/mdt.10.1.2026.10

ITocranoBKka mnpoOjaeMH B 3arajJbHOMY BHIVIAAI Ta ii 3B'I30K 3 BaKJIUBHMH
HAYKOBMMM 200 NPAKTHYHUMHU 3aBJAHHAMM. CTpIMKUN PO3BUTOK €JIEKTPOHHOI KOMEpIIii
CYTTEBO TpaHCPOPMYE CyYaCHMH PHHOK pO3IpiOHOT TOpPriBimi B ymoBax ULu¢poBizarii
JIOTICTUYHUX TPOIECIB, 3MIHIOIUM CIMOCOOM B3a€MOJIi MDK MTPOAABISIMH, JIOTICTUYHUMU
olepaTopaMy Ta CIoKMBadaMu. [HTepHET-TOPTiBiIs BIAKPUBAE HOBI MOXKIIMBOCTI JUis Oi3HECY,
BOJIHOYAC BUCYBAIOUM MIJABUIICHI BUMOTH J0 aJaNTUBHOCTI Ta €(EKTHUBHOCTI JIOTICTUYHUX
JAHLOTIB.
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CporosiHi eJIeKTpOHHA KOMEpLis NEepeTBOPIOEThCA 3 J10JaTKOBOIO KaHaily 30yTy Ha
HE3AJICKHY Ta 3HAUYILY CKJIAJOBY PUHKY PO3ApiOHOI TOPTriBIi, BIUIMBAIOYM HAa OpraHi3alliio
JIOTICTUYHHUX TIPOIECIB, ONTUMI3AIli0 BUTPAT HAa OOCIYrOBYBaHHs KJIIEHTIB 1 3a0e3MEUCHHS
MIBUJIKOTO 0OMiHY iH()OpMaIli€l0 MK YYaCHUKaMH PUHKY. 3aBASKH HU(PPOBUM TEXHOJIOTISIM
MIIMPUEMCTBA PO3APIOHOT TOPTIBII OTPUMYIOTH 3MOTY OLIBII OINEPATUBHO aJalTyBaTH
JIOTiICTUYHI MPOIECH JI0 3MiH MOMUTY, MPOIIOHYBATH 1HIMBIyalli30BaHi pillIeHHS /IS KIIEHTIB
Ta MIiJIBUINYBAaTH PIBEHb 1X 3aJ0BOJICHOCTI. Y MekaX poOOTH pOOUTHCS aKIEHT Ha BUBUYCHHI
€KOHOMIYHUX JICTEPMIHAHTIB PO3BUTKY PHHKY, $KI JO3BOJSIOTH BIJCTEKHUTH CTpPIMKE
3pOCTaHHs OHJAMH-TIPOJAXIB Ta TXHIO MOCTYIOBY IHTEIpallilo y JOTiCTUYHY Ta TOPrOBEIbHY
iHpacTpyKTypYy.

AHaJi3 OCTaHHIX JoCHimKeHb 1 myOJikamid, B SAKHX MOKJAAEHUH IM0YATOK
BUpilIEHHI0 JaHOi mpoOjeMu i Ha #fAKi cnupaTbes aBTOpPU. JlMHAMiKa pPO3BUTKY
€JICKTPOHHOI KOMEpIlii aKTUBHO JOCHIJDKYEThCS SK BITYM3HSHUMH, TaK 1 3apyODKHUMH
HAYKOBIIIMH, 110 (GOpMY€e HAyKOBY 0a3y JJisl MOJAJIBLIOr0 BUBYCHHS TEHICHLIN iHTerpaii e-
commerce y Cy4acHi JIOTICTUYHI JAHIFOTH B YMOBaXx I poBi3allii TOriCTHYHUX MpoiieciB Tak,
Bomomyk K.b., Bonomyk 0.0., Bojgomyk B.P., boraunk C.B. [1] po3rasiHyiu npu4uHHO-
HACJIIJIKOBUN 3B'I30K MDK PIBHEM JOCTYIy Mepexi [HTepHeT, piBHEM pPO3BUTKY KpaiHU Ta
YTBOpEHHSIM 0a3zucy Uil PO3BUTKY EJIEKTPOHHOI KOMEpIi Ta €KOHOMIYHHM 3pOCTaHHSIM,
JlOCHiTHUKY BU3HAUYMIM LUISIXM BUPILICHHS BHUKJIMKIB BPAaxyBaHHsS aKTyalbHUX TEHICHLIN
PO3BHUTKY €JIEKTPOHHOI Komepiii. Humu moBeseHo, 110 MOMUT Ta MPOMO3HIlis HAa TOBapU U
nociyru 0a3yrTbes 0€3M0cepeIHbO B IHTEPHET-MEPEXKi, 110 3MIHIOE TPATUIIIITHIN MeXaHi3M
IPO/IaXy TOBapiB; IO PO3BUTOK TEXHOJIOTIH Ta iHPOPMALIHHIX MEPEX CYTTEBO BIUIMHYB Ha
P EKOHOMIYHHX MPOIIECIB PO3BUTKY O13HECY.

I'Bozmunpkuii B. [10] mocnmianB po3BUTOK TOPTiBIi y CBiTI Ta B YKpaiHi, a TaKoxX
[pOaHaji3yBaB CyYaCHUIl CTaH eJIEeKTPOHHOI KoMepuii, B pe3yibTaTi YOoro aBTOPOM
OOIPYHTOBaHO EBOJIIOLIMHUI XapakTep TpaHc(opMariifHUX MPOIECiB y TOPTiBIi Ta CBITi,
JIOBEJICHO Ba)XXJIUBICTh BIPOBAKEHHS IHCTPYMEHTIB €JEKTPOHHOI KOMEpLii B HIANPHEMCTBAX
yCixX piBHIB.

3rypceka O.M., Maprtunenko M.O., Inptomenxko H.B. [3] BusHauunam pousb
€JIEKTPOHHOI KOMEpIIii B yMOBaX po3BUTKY IM(POBOi TpaHCcPopMallii B YKpaiHi; 00IpyHTYBaIH
HEOOXI1JJHICTh BUKOPUCTaHHSI IHTEPHET-MapKETHHTY 3 LIULTIO 3aJyYUTH CIIOKHUBAU1B; 3a3HAUMIN
BaXUIUBY DPOJb BUKOPHUCTAHHS IHCTPYMEHTIB  €JIEKTpPOHHOI  Komeplli. ABTOopaMu
c(hOpMyIIbOBAaHO MEPCIIEKTHBU PO3BUTKY EIEKTPOHHOI KOMEPILii, 1110 MOB's13aH1 3 HEOOX1HICTIO
PO3BUTKY HM(POBHUX TEXHOJIOT1H, MOJOJaHHIM IIU(PPOBOTO PO3PUBY, a TAKOK IHTErpaLlli MaJTUX
Ta CepeHIX MIANPUEMCTB Y TI100aIbHUM IHTEPHET-TIPOCTIP.

OpexoBa T.B., ly6ens M.B. [4] BusiBUIM, SIKI CTOPOHH €JEKTPOHHOI KOMepIii
HAWIIBU/IIE PO3BUBAIOTHCA B MPOCTOPI €KOHOMIKM YKpaiHU; TOCHITWIA TEHJIEHIT 3MiHU
00cATy IpoAaKiB 4epe3 IHTEPHET 3a PI3HUMH KaTeropisiMy TOBapiB Ta MOCIYT, BHACIIJJOK YOTO
BU3HAUYMJIM, 110 OCHOBHMMHM HallpsiMaMHU PO3BUTKY €JIEKTPOHHOI Komeplii B YKpaiHi e:
M1JBUIIEHHS JIOSUIBHOCTI Ta MEpPCOHaNi3allli, pO3BUTOK PETiOHAJIbHOI eJIEKTPOHHOI KOMepIii,
3pocTaHHs OOCSTiB  MOOUIBHOTO MAapKeTMHIY, MOJIMIIEHHS poOoTH 31 KI€EHTaMH,
MYJIbTHKAQHAJIBHICTh TOMIO Ta CHOPMYBAIM PEKOMEHAAI] MIOA0 MOJAIBIIOTO PO3BUTKY
€JIGKTPOHHOI KOMepIIii B YKpaiHi.

Tebenko B.M., 3aBancekux ['M., Jlucak O.l. [6] po3rnsHynu cepenoBuiie
€JIEKTPOHHOI KoMeplii Ha TiI00aJbHOMY pIBHI; JOCTIJMIM CBITOBI TEHAEHILIl, PHUHKOBI
MOKa3HUKHM Ta aKTyaJdbHl TPEHIW; HaJalu 1H(QOpMAIlil0 NMPO OCHOBHI MOKAa3HUKH PUHKY.
[TwipHy yBary MNpHIUIEHO KYMiBENIbHIM MMOBEIIHII OHJIAHH-TIOKYIIIB Ta MOKa3HUKaM
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KOHKYPEHTOCTIPOMOYKHOCTI 0i13HECY. ABTOPH BUIUIMIIM TPEHIN €IICKTPOHHOT KOMEPIIii CTAaHOM
Ha 2024 pik: po3BUTOK MOOUTBHOI Ta COIIaTbHOI KOMEPIIl Ta iX BIUIMB Ha O13HEC-MOJEIN B
YMOBaX MOCTIMHUX TEXHOJOTIYHUX 3MiH.

Xpan JIM. [11] mOCHiaMB KIIOYOBI €IEMEHTH, TaKi SIK IIEPCOHATI3ALlis, KOHTCHT-
MapKETHHT, ITPOTrpaMu JIOSUIBHOCTI Ta ()aKTOPH 3MIITHEHHS TOBIpU. Pe3yapTaT IOCITIIKEHHS
NoKa3aliy, IO TMEePCOHANII30BaHa B3a€MOJiS, SIKICHMM KOHTEHT, e()eKTUBHE OOCITYrOBYBAaHHS
KJIIEHTIB Ta MPO30pa MOJIITUKA CYTTEBO BITUBAIOTH HA JIOSJIbHICTD Ta 3AJIYYCHICTh KITIEHTIB, 110
HiAKPECIIOE BaXJIMBICTh ananTanii A0 nudpoBUX yrMomo0aHb CIOKWBAYiB, BUKOPUCTAHHS
TEXHOJIOT1H JUIs CIIPUSIHHSA JOBIOCTPOKOBUM BIJTHOCHMHAM 3 KJIIEHTaMU Ha ITOCTIHHO MIHJIMBOMY
U(PPOBOMY PHHKY.

Kapn JI. [12] po3rasiHyB cTaH AOCTIHKEHb MPOTHO3YBaHHS MOBEPHEHb CIIOKHUBAYIB Y
cdepi eneKTpoHHOT KoMmepilii. ABTOpoM OyII0 MPOBEACHO CUCTEMATUYHUI OTIISA[ JIiITepaTypH
1010 METOA0JIOTI, KiIacuiKyrdu myOJikarlii 3a KilbkoMa IIOTOKaMH BiJIITOBITHO O OCHOBHOI
cdepu 3acrocyBanHs. L{eil KOMIUIEKCHUI OIS JIiTEpaTypH 3pOOUB CYTTEBUI BHECOK Y KiJIbKa
JTUCIUILIIH BiJ 1HQOpPMAIITHUX CHCTEM 10 YIpaBIiHHS ONEpalisiMH Ta MapKETHHTOBHUX
JIOCITIJIKeHb, TAKOK aBTOPOM JIOCIIPKEHO MUTAHHS MPOTHO3YBAaHHS NOBEPHEHb CaMe 3 TOYKH
30pYy €NEeKTPOHHOI KOMEPIIii.

Oman 3.Y., berym C. [14] mnpencraBuian KOMIUIEKCHUH aHami3 1U(ppOBOi
TpaHchopmarlii B ceKTopi po3apiOHOI TOPTiBII Ta JOCTIIWIN BIUIMB, MIEpEeBard, HEJIOJMIKU Ta
NEPCIEKTHBH, MOB'sI3aHi 3 IHTErpaieo nudpoBUX TEXHOJIOTIH y po3npiOHy TopriBmto. OCHOBHI
BUCHOBKM BKa3ylOThb Ha 3HAyHE IJIBUILIECHHS PIBHS 33/J0BOJICHOCTI CIOKUBAuiB, 3POCTAHHS
JOXOJIB Ta oOmNepamiiiHoi eQeKTUBHOCTI, IO CBIYUTh NP0 TO3UTHBHI PpE3yIbTaTH
BIIPOBA/IKEHHSI HU(PPOBUX TEXHOJIOTIH.

yxkna B.H. [15] po3risHyna npUIIBUALICHHS BIPOBAKEHHS €IEKTPOHHOT KOMEpITii
B YChOMY CBITI Ta 3MIHH B MOJENSIX IOKYIOK CIOXHBadiB. Pe3ynpTaTH AOCIIIKEHHS
i AKPECITIO0Th, IO MPOCTOTA, IIMPOKE BUKOPUCTAHHS MOOUIBHUX MPHUCTPOIB Ta IPOTAINHU B
OMHIKaHAJIBHUX CTPATETiIX € OCHOBHUMHU (DaKTOpaMU, 110 CTUMYJIOIOThH Mepexia po3apiOHOi
TOPriBIi 70 OHIAHH-TDIaTGopM. 31 3pOCTaHHSAM EIEKTPOHHOI KOMepuii Tpaauiiitai
HiANPHUEMCTBA OBUHHI aJaNTyBaTUCs, IEPEXOAIUYH 0 OMHIKaHAIBHUX Mojiesiel. bisHec, sskuit
HE 3aJI0BOJIbHSIE TOTPeOy B IHTErPOBAHMX MOOUTHHUX Ta OMHIKAHAJIBHUX MOCIYTaX, 31ITKHETHCS
3 TPYAHOILAMH, OCKUIBKH BCE OLIbIIE CIIOKMBAYIB EPEXOAATh 1O OHJIAMH-IIIOMIHTY.

Cinrna A. ta n-p Miny [16] nocniauny BIUIMB €IEKTPOHHOI KOMeEpLi Ha MOBEAIHKY
CHOXHBAYiB LUIIXOM MPOBEJCHHS MOPIBHAIBHOTO aHaNi3y TpaJuLifHUX Ta OHJANH-Moaenen
MOKYNOoK. BUKOpUCTOBYHOUM KOMOIHAIIO SIKICHUX Ta KUIBKICHUX METO/IB, BKIIOYAIOYH
ONUTYBAaHHS, IHTEPB'I0 Ta aHAII3 JAHUX, aBTOPHU PO3IJISHYIM Pi3HI ACHEKTH IOBEIIHKU
CIIO’KMBAYIB, TaKl SK NMPOLIECH IPUUHATTS PILLIEHb PO MOKYIKY, BIIOJI00AHHS 100 TPOAYKTIB
Ta piBEHb 33/I0BOJICHHS Y PI3HUX CepeI0BUILAX TOPTiBII.

BunijienHHsi HeBHpilleHMX paHille YacTHH 3arajbHOi MNpPodJgeMH, KOTPUM
npucBsiuyerbesi crarra. CrpiMka IUQpOBI3alisi E€KOHOMIKM Ta aKTUBHHM PO3BHTOK
€JIEKTPOHHOI KOMEpIil 3yMOBIIIOIOTh TJIMOOKI CTPYKTYpPHI TpaHchopMalii puHKY po3apiOHOT
TOPTiBJi, 3MIHIOIOYM YCTaJleHI MiIXOAM IO OpraHizaii JIOTICTUYHHMX IPOLECIB, MPOAAXY,
B3a€MOJIIT 3 KJIIEHTaMHU Ta (OpPMYBaHHS KOHKYPEHTHHUX IepeBar mianpuemctB. EnekTpoHHa
KOMepIIis Jiefaii Ouiblie yTBEpIKY€EThCS HE JIUILE SIK aJbTepHATUBHUM, a SIK MOBHOLIHHUM 1
CaMOCTIHHUN CEerMEHT po3ApiOHOr0 PUHKY, L0 BIUIMBAE HA JUHAMIKY CIIOXKHBYOIO IMOIMMTY,
MOBEIIHKOB1 MO/IENI MOKYIIiB, €(PEeKTUBHICTh KaHAJIB 30yTy Ta TpaHC(HOpMAIIilo JIOTICTHYHUX
mpoiieciB po3apiOHoI Toprieii. BogHouac 3poctanHs posti MUGPOBUX TEXHOIOTINH, MOOUTFHUX
1 comiambHMUX TUIaTGOpPM, OHJIAWH-TIIATEXKIB Ta JIOTICTUYHUX CEPBICIB aKTyallizye MoTpedy B
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rUOIMIOMY OCMHCIICHHI CYYacHMX TEHJICHIIIH PO3BUTKY e-commerce Ta TpaHchopmartii
CHOXHMBYMX TPEHIIB y IHdpoBoMy cepenoBumii. llompu 3HAYHY KUIBKICTh HAYKOBHX
JOCTIIKEeHb, MPUCBIYCHUX OKPEMHM AacleKTaM PO3BUTKY €JIEKTPOHHOI KOMepIlii, MUTaHHS
KOMIUICKCHOTO aHalli3y TeHAEHIiH il po3BUTKy B YKpaiHi y 3iCTaBIeHHI 31 CBITOBHUMH
mpolecamMy, a TaKoX CHCTeMaTH3allii CIOXKMBUMX TPEHIB, 110 (OPMYIOTHCS MiJ BILIUBOM
udpoBizalii po3apiOHOT TOPriBil, TOTPEOYIOTh MOAATBIIOTO JOCTIKEHHSI.

@opMyJIIOBAHHS METH CTATTI (MOCTAaHOBKA 3aBaHHsI). METOIO CTATTi € BUSBIICHHS
OCHOBHHX TEHJICHIII PO3BUTKY PUHKY €JIEKTPOHHOI KoMepuii B YKpaiHi Ta CBiTi B yMOBax
udpoBoi TpaHchopmarlii JOTICTUYHUX TMPOIIECIB PUHKY PO3APiOHOI TOPTIBII Ta YTOYHEHHS
XapaKTEPUCTHK CIOXHBYMX TPEHIIB MiJ BIUIUBOM (DaKTOpiB, IIO CHOHYKAIOTh KYIyBaTH
onaitH. OCHOBHI 3aBJIaHHs NepeadadaroTh: 1) aHasi3 qTUHAMIKU Ta 00CATIB CBITOBOT'O PHHKY
€JIGKTPOHHOI KOMEPIIii; 2) OLIHIOBAHHS CTaHy Ta TEHJICHIII PO3BUTKY BITYM3HIHOTO CETMEHTA
e-commerce; 3) JOCIIIKEHHS CTPYKTYPH CIIOXKHBYOrO IIONMUTY B OHJIANH-cepeqoBHILi; 4)
BUSIBJICHHS Ta XapaKTEPUCTHKA KIIFOYOBUX CIIOKUBYUX TPEH/IIB.

MeTtoau nocnimxenss. B xo/i nocnimkeHHs 6ya0 3aCTOCOBaHO KOMITJIEKC eMITIPUYHUX
METO/IB, Cepe]] SIKUX BUMIPIOBaHHSA KUIbKICHUX MOKAa3HHUKIB PUHKY, MMOPIBHSIHHS JHHAMIKA
YKpalHCHKOTO CEerMeHTa 3 TN00aJbHUMH JIiJepaMyd PHHKY, a TaKOX CIIOCTEPEKECHHS 3a
TpaHcopMarliero KymiBenbHuX nepesar y nepioa 2016—2024 pokis.

Teopernune miArpyHTs aHamily 0a3yeTbcs Ha MeTojax aOcCTparyBaHHS Ta
y3arajbHEHHS, IO JAJI0 3MOTY 3a3HAYUTH OCHOBHI YMHHHUKH, IIO MAaIOTh BIUIMB HA PUHOK:
PO3BUTOK MOOUIBHHUX TEXHOJOTIH Ta 3MiHA MPIOPUTETIB CHOXKUBAYIB y OIK MIBHUAKOCTI I
3pydHOCTi 00ciayroByBaHHs. Jlo TOro X, 3aCTOCYBaHHS METOMIB IHIYKIT Ta IEMyKIIil
3a0e3MeYnI0 MOKJIMBICTh IEPEXO/Ty Bl CTATUCTUYHOIO aHANI3y MEBHUX TOBAPHUX KaTeropii
710 PO3POOKH ICTOTHUX BUCHOBKIB PO CTaH 1 MEPCHIEKTHBH rally3i.

OOrpyHTOBaHICTh Ta JIOCTOBIPHICTh OTPUMAHHUX pPE3yAbTATIB MIATBEPIKYETHCS
3aCTOCYBaHHSM O(IMIIHOT CTATHCTUYHOI 3BITHOCTI, aHATITHYHUX JIOTIOBIJIEH MiXHAPOJIHHUX
opranizaniii (UNCTAD, Statista, McKinsey & Company) Ta 3apyODKHUX 1 BITYH3HSHUX
JOCITITHUKIB. TeopeTHKo-MeTO 00T UHII 0a31uC JOCTIKEHHS JaB 3MOTY HE TUIBKH OLIHUTH
JUHAMIKY PUHKY, @ i BU3HAUUTH KOHLENTYAJIbHI 3acaay MpPOILECY eJEeKTPOHHOI KOMepIlii B
yMoBax ¢ poBi3alii puHKY po3piOHOT TOPTIBIL.

BukiiaieHHs1 OCHOBHOrO MaTepiajy AOCHIIAKEHHA 3 NOBHUM OOIDYHTYBAHHSM
OTPUMAaHMX HAYKOBHX pe3yabTariB. [Ipomaxi uepe3 eIeKTPOHHY KOMEPIIIO MPOJAOBKYIOTH
3poctatu. Ha puc. 1 nmpocmigkoByemo, mo y 2021 poui 2,3 Migbsipaa Jironel poOuian MoKymnkH
B [HTepHerTi, mo Ha 68% Ounbie, HiXK y 2017 porti. OOcsAT MpoaaxiB eIEKTPOHHOI KOMEPIIIEI0
B 43 po3BMHEHMX KpaiHaX 1 KpaiHax, IO PO3BUBAIOTHCS, Ha sIKi MpUMNagae OMU3bKO TPbOX
yBeprel ceitoBoro BBII, y 2022 poui gocsar maiixke 27 TpuibiioHiB qonapis CILA |, mo Ha 10%
6inbIe, HiX y 2021 p.
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Pucynok 1 — O6c¢sr npopaxiB eneKTPOHHOT KOMEPIIii Bil KOMIaHil y 43 po3BUHEHUX KpaiHax
1 KpaiHax, 1110 PO3BUBAIOTHCS, TPUILHOHH J0JapiB Y MOTOYHMX IiHax, 20162022 pp. [8]

He moxHa He 3a3HaYWTH TPO BEJIMYE3HWI TOTEHI[al Uil 3pOCTaHHS, CTBOPEHHS
pobounx Mmicup i 3MeHmeHHs OimHocTi. st KpaiH, 1m0 pO3BUBAIOTHCSA, L TpaHC(hOpMaLis
IPOTIOHYE BEJIMYE3HUH MOTEHIaM UII €KOHOMIYHOTO 3pOCTaHHS, CTBOPEHHS POOOUYHX MicIlb i
ckopoueHHs OimHocti. Hampuxman, mmdpoBuii  excropT A3iarchko-THX00KEaHCHKOTO
periony csarayB 958 minbspaiB gonapis y 2022 pori, mo Ha 9% Oinbiie, Hix y 2015 poi, 1 e
NEPEeBUIINAIIO CEPEIHI CBITOBHI MOKa3HUK y 6,8%. MoxeMo mpoCHigyBaTh TEHACHIT
BIIPOBA/KEHHS €-cOmmerce 3a perioHaMu, MpociiAKOBYOUH MmigkiatoueHHs npuctpoiB 10T 3
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Pucynok 2 — Ipuctpoi 10T i3 CTITBHUKOBUM 3B’SI3KOM, 3a IpyIaMH KpaiH, MiJIbIHOHI
nigkioueHs, 2016-2029 pp. [13]

Enextponna komepiiisi Ta mudpoBizaiisi CTBOPIOIOTh HOBI 0i3HEC-MOjENi, 3HIKYIOTh
CTapTOBI BHUTpAaTH Ta MOKPAIIYIOTh JOCTYN A0 PETIOHAIbHHUX 1 IIOOAJBHUX PHUHKIB I
HIIPUEMIIB 1 Maoro 0i3Hecy B KpaiHax, 10 PO3BUBAIOTHCSI.

VY 2024 poui TakoX CHOCTEpIraeThecs WIOpiYHE 3pocTaHHS Ha 8,4% — e apyruit
HAWIMIBUAIINI TEMI 3pOCTaHHS MPOAAXKIB €-commerce B CBITI 3a IPOrHO30BaHUM Mepioj Mixk
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2022 12028 pokamu.

AHaui3 CBITOBHX JIiJIepiB y BIPOBA/KCHHI Ta BUKOPHCTAHHI €JIEKTPOHHOI KOMepii
nonano Ha puc.3. Tak, Oynmyunm HaWOLIBIIUM Yy CBITI ekcroprepoM, Kurail Takox 3aiimae
HaOLIBIy YaCTKY y CBITI HA PHHKY 13 CYKYITHUM 00cAToM OHJaiiH-nipoaaxiB y 2023 pori, 1o
nocsr 1,26 tpunwiiona monapie CIIA. V cykymuocti 31 Cnomydenumu Illtaramu oGcsr
MPOAaXiB y cepi eNeKTPOHHOT KoMepIlii B 000X KpaiHax rnepeBuIuB 2,32 TpuiIbiioHa T0IapiB.
Tomy HE AMBHO, IO JESKI 3 MPOBIJIHUX CBITOBHX KOMIIaHIH y cdepl eIeKTpOHHOI KOMepIii
3aCHOBAHI 13 IMX JBOX MOTYXHHUX KpaiH. PakTHyHO, OLTBIIE MOJOBHHU 3 MEPIIO] AECATKH
oxoxsath 3 Kuraro ado CIIA.

= 4513
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mmm 58 69
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Pucynok 3 — I'moGanpHi mpoaski eneKTpOHHOI KOMepIii: HaiOmbIi yaacHUKH [9]

3aranom HuHI 2,71 MIpA TpoMaasH 3IIHCHIOIOTH OHJIAWH-3aKYIIBII B COMIaJIbHUX
Mepexkax abo Ha miuardopmax eneKTpoHHOI KoMmepiii o BchoMy cBiTY. Lle mae Ha yBasi, 33%
HACEJICHHS CBITY 3[1HCHIOE TIOKYIIKH OHJIaiH, 110 Ha 2,7% Oinbie nopiBHAHO 3 2023 pokom. 3a
nporHozamu, y 2025 poii KUIBKICTh OHJIAHH-CHOXKHBA4IB JocsrHe 2,77 MIpA 3aBASKU
MOAANBIIIOMY PO3BUTKY EJIEKTPOHHOI KOMEpIIil Ta HIMPIIOMY JOCTYNY 1O IHTEPHETY, II0
CHPUATHUME 3pYUYHOCTI 3[1HCHEHHS 3aKyIiBenb. Y II00aJbHOMY BUMIpi HaiOu1blIa KUIBKICTh
MOKYIILIB Yepe3 eJIEKTPOHHY KoMepIito criocrepiraetecs B Kurai (915,1 mun) 1 CILIA (270,1
MIH) [4].

B Vkpaini xk 3a cratuctuuHuMu JaHumu 10 2022 poky, Bi10yBaiocs 3HaUHE 3pOCTaHHS
o0csry Ta crocTepiraiyucs MO3UTUBHI TEMITM HapoIeHHs 00csriB puHKy. (puc.4). Tak, y 2020
potii o0csAr pUHKY e-commerce B YkpaiHi 3pic Ha 41%, nocsaruysiu 4 muipa gonapis CLIA, o
PIBHOLIIHHO J10 2,6% BaJIOBOr0 BHYTPIIIHBOTO MPOAYKTY JAepxkaBH. J[o Toro x, B YkpaiHi TeMnu
PO3BHUTKY €JIEKTPOHHOT KOMEpIlli € OMHMMU 3 HalBUIIUX cepen AepxkaB lleHTpanbHOi Ta
Cxinnoi €Bponu. [/l nopiBHAHHSA, y 2017 poli BHECOK 1IIbOTO ceKkTopa B yKpaiHcbkuii BBIT
cranoBuB Jmie 1,21%.

OuikyeTbces, 1m0 10 KiHi 2024 poky 20,1% po3apiOHUX MOKYIOK OynyTh 31 CHIOBATHCS
onnaiH. Jlo 2027 poky us yactka 3pocre 10 22,6%. YV 2024 poui npogaxi €IeKTPOHHOT
Komepuii nepeBumars $6,3 TpiH, mo Ha 8,76% Oinbine, HiX y 2023 p. [4].
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Pucynok 4 — Jlunamika puHKY €JIeKTpOHHOI KoMepiii B YKpaiHi Ta YaCTKU €JIeKTPOHHOT
KoMmepii B po3apiOHiit Topriem y 2016-2020 pp., mupa mon. CIIA [5]

HeoOxigno 3a3Haumtu, 3 2021 poky cepeqHbOPIYHMN TEMH 3pOCTAaHHS YacTKH
PO3APIOHNX OHJIAWH-TIOKYTIOK CTaHOBUTH NpuOmm3HO 0,32%. Ile cBimuuTh Mpo HEOOX1THICTH
JUIS pUTEHIepiB aKTUBHILIE 1HBECTYBaTU B PO3BUTOK OHJIAMH-KaHaIIB, 1100 30€perTH CBOIO
KOHKYPEHTOCIPOMOXKHICTh Y Cy4acHUX yMoBax. Ha puc.5 aBropamu npencraBieHo GpakTHIHy
Ta MPOTHO30BaHy JMHAMIKY YaCTKU OHJIaWH-TpaH3aKLiH.
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Pucynok 5 — JluHamika 4acTKY OHJIAHH TpaH3akMii, % [5]

3rignHo 3 mporHo3amu y 2024-2027 pokax CBITOBI 00CATH MPOAAXIB MPOJOBKYBATUMYTh
3pOCTary 13 cepenHbOpiuHUM TeMmoM 7,8%, mocsarHyBuu § TpiaH gonapis CIHA (puc. 6), mo
NEPEBUIINUTh BUTOPT TPAJAMLIHHUX Mara3wHiB OUThII HiK yaBivi. Lle cBiAYUTH PO cTpiMKe
3MILHEHHS TTO3UIIIH e1eKTPOHHOT KOMepLii /Uil pUTeilsiepiB K NPIOPUTETHOTO KaHATy 30yTy Yy
BCHOMY CBITi. Takox J0 KIIFOYOBUX YMHHHUKIB 3pPOCTAaHHS €JIEKTPOHHOI KOMEPIii MU MOKEMO
BiHECTH Oe3yiy  (QakTopiB, ane HAHOUIBIIMI BIJIMB MalOTh MOLIMPEHHS MOOUIBHUX
TEXHOJIOT1H, pO3BUTOK HU(POBOI iHPPACTPYKTYpPH, @ TAKOXK 3POCTAHHS MONUTY Ha IIBHUJKI Ta
3py4Hi CIOCOOM MOKYTOK, 1110 MOB’SI3aHO 3 IIBUIKUM TEMIIOM JKUTTS HAaceJIeHHs, BCEOIYHUM
PO3BUTKOM Ta TIOKPAIICHHSIM TEXHOJIOTiIA. BHACHiZOK IOro puTEisiepn aKTUBHO
BIIPOBA/KYIOTh TEPCOHAI30BaHI CTparerii MapKeTHHTY, IHBECTYIOTb Y BIOCKOHAJECHHS
JIOTICTUKHU Ta MIABUIIYIOTh pPiBEHb KiOepOe3neku. 3ayBaKUMO, 10 MUTaHHS KibepOe3neku €
0COOJMBO aKTyaJbHHUM, BPaxoBYIOUM MacoBui 30ip naHux kopucryBauiB. 1100 30epertu
peryTarito Xopomioi KOMITaHIi Ta JIOSUTBHICTh KJIEHTIB, MIANPHEMII Ta TMOCTAYaIbHUKH
JIOKJIA/Ial0Th BEJTMKUX 3YCHJIIb, 00 3a0e3meunTH Oe3neKy Ta KOH(]iIeHIIHHICTb.
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Pucynox 6 — Po3apiOHi mponaxi B eJIeKTpOHHIN KoMepitii y cBiTi, 2021-2027 pp. [5]
[TincymyeMo po3BUTOK €JIEKTPOHHOI KOMEPIIii y CBITI Ta B YkpaiHi (Tadmn.1).
Tabmuisg 1 — Po3BUTOK eeKTpOHHOI KOMepIlii y CBiTi Ta B YKpaiHi

Kareropist Cair VYkpaina

3aranbHUN E-xomepriiss € 3pimuM 1 MacoBHM | AKTHBHO pPO3BHBA€THCS, ajle Bce WIE

CTaH PUHKY KaHaJIOM TMpomaxy. YacTo 3aMmiHIOE | JOMOBHIOE O(IIaiH-TIPOJAXKI.
TpaaULiHHUN PUTEHII.

[Mupuna IIpomosutist oxorumoe Bci kateropii — | OcHOBHUI ¢GoKyc — moOyToBa TEXHIKa,

HOMEHKJIATYPH | BiJ MPOAYKTIB 10 MU(POBHUX ITOCIYT. Mofa, KOCMETHKA, TOBapHU

MOBCSKJICHHOTO TIOIHTY.

Texnomnorii upoke BopoBamkeHas Al, AR, | YacTkoBe BHUKOpUCTaHHS TEXHOJOTiH:
aBTOMAaTW3alii, pPO3yMHOI JIOTICTHKH, | 4aT-00TH, MOOimbHI momgatku, CRM; Al —
big data, rOJIOCOBHX aCHCTEHTIB. TOYKOBO.

Mapxketunrosi | [lepconanizoBanuii MapkeTuHr, | OCHOBHUI aKIIEHT Ha CcoLMepexkKax,

IHCTpYMEHTH | aHaJIITUKa MOBEAIHKM KOPUCTYBadiB, | SMM, npocriii TapretoBaHiil pexiiami.

POCYBaHHS aBTOMATH30BaHi KaMIaHil.

ComianbHa Poszpunennii mpomaxk uepe3 TikTok, | Coumepexi BHUKOPUCTOBYIOTHCS
KOMepITist Instagram, Facebook i3 BOymoBaHMMH | 31€01NIBIIOTO SIK KaHAT KOMYHIKaIlil, a He
Mara3uHaMH. MTOBHOIIHHOT TOPTiBII.

MoOispHa OcHOBHa JacTHHA MOKYTIOK | MoOinbHI caliTh W JofaTtku €, aie
KOMepITist 3aiicHIOEThCsl depe3 cMapTtdonn. UX | 3pydHICT iHOAI MOCTYMAEThCS 3aX1THUM
[MIOBHICTIO OIITUMI30BAHUM. aHajoraM. AKTHBHa poOoTa  Haj

YIOCKOHAJIEHHSIM pO0OTH.

Kibepbesneka | KopucryBadi O4iKytOTh BUCOKOTO piBHA | PiBeHb NOBipH MOCTYIOBO 3pOCTae, aje
Ta JIoBipa 3aXHCTY JIaHUX; KOMIIaHii iHBECTYIOTh Y | IIle € ITOOOOBAaHHS OO MIaxpaiicTBa Ta
0e3IeKy. HEHAJIS)KHOI JIOCTABKHU.

Buxnnku KonkypeHwis, mepeHacHYeHHS PHUHKY, | 3aJIeKHICTb BiJl iHPaCTPYKTYpH, HU3bKA

POOJIEMH 3 YTPUMAHHSIM KIII€HTA. IJIATOCIIPOMOKHICTh, BOEHHI PU3UKHU.

Jxepeno: chopMOBaHO aBTOpaMU

Otxe,

€JIEKTPOHHA KOMEpI[iSl aKTHBHO

3MIHIOE PHHOK PO3IpiOHOT

TOPTiBIIL,

3a0e3Meuyrour 3pOCTaHHs MPOJAXIB 1 KUTBKOCTI OHJIAMH-TIOKYMIIIB. Y PO3BHHEHUX KpaiHax
BOHA B)K€ CTaJla He3aMIHHUM KaHaJIOM TOPTiBII, a B KpaiHaxX, 1[0 PO3BUBAIOTHCS — CTUMYJIIOE
€KOHOMIYHHMH PO3BUTOK. EJEKTpOHHA KOMeEpILis TaKOX aKTHBHO 3pOCTAa€ Ha YKpPAiHCHKOMY
puHKy. Toxx, HassBHI TeHIE€HILII1 BUMararoTh Bij 613HECY afanTalii 10 HU(PPOBUX 3MiH 1 PO3BUTKY
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€JIEKTPOHHUX KaHaJiB 30yTYy.

He MeHII BaXXNMMBUM € JOCHTIIUTH, SKi caMe MOTPeOW MalTh CIIOKMBadli 3 METOIO
BHU3HAYCHHSI HANPSMKIB OHJIAWH-TPO/IaXxiB. 3a CTATUCTUKOIO, 1HTepHET-crioxkuBadi 2024 poky
BUTPAYalOTh HaOLIbIIE TpolIed Ha EJNeKTPOHIKY. 3a3Hadanoch, MPOJaXi EINEKTPOHIKH B
IpOLIOBOMY €KBiBaJIeHTI BapryBarumyTh $922.5 mupn B 2024-my. Ha apyromy wicui
pO3TalllyBaIMCh BUTPATH Ha MPUAOAHHS OIATY, B3yTTs Ta aKcecyapis, 1o carayiao $760 mup.
Bapto 3a3HauuTH, 110 y TPilKy JiAepiB cepel] HAHNOMySPHIIIUX TOBAapiB BXOAMUIN XapyoBi
npoxykTu ta Haroi — $708,8 mapa. [TpubiausHi BuTparu cnoxusadiB B 2024 p. 300pakeHO Ha
puc.7, a pakropu, sIKi BILTUBAIOTH HA BUOIp TOBapy B IHTEpHETI — Ha pucC.8§.
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Pucynox 7 — Ilpubnuzni Butparu B 2024 pomi Ha neBHi Kareropii ToBapis, $ mupa. [5]
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Pucynok 8 — TOII-10 ¢axTopis, 1110 CIOHYKAIOTh KyIyBaTy OHJaiH, % [5]

Otxe, mig yac BUOOpY ToBapy B iHTepHeTI 99% MOKyMILIB 3BEPTAIOTHCS 10 BiATYKiB
IHIIMX CIIOXKMBauiB, MpruuoMy 96% 13 HUX crieliajdbHO LIYKAalOTh HETaTUBHI KOMEHTapi, 1100
Kpallle OLIHUTH MOXJIMBI HEIONIKU MPONYKTY. BiAryku B Mepexi MOXYTh SIK CTUMYJIIOBaTH
TOPTIBIII0, TaK 1 HEraTWBHO BIUIMHYTH Ha PEIMYTAIlil0 TOBAPY, OCKIIBKM MaikKe MOJOBHHA
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croxuBauiB (49%) MOKIAaNAIOThCA HA JYMKH 1HIIMX KJII€HTIB 3 TaKOK K JOBIpOIO, SK 1 Ha
pexoMeHaii poauyis, i Apy3iB. Cepen 0OCHOBHUX YMHHUKIB BIUTUBY Ha 3[1HCHEHHS OHJIAWH-
MOKYIKH, O€3KOIITOBHA I0CTaBKa — BOHa 3Hauyta 1t 50,6% cnokuBaviB. KynoHu Ta 3HHKKH
3aiiMaroTh Apyry no3utiro (39,3%), a TpeTe Miciie 3a 3HaUCHHSM MOCIa€ 3pyYHICTh MPOLEAYPHU
noBepHeHHs ToBapy (33,2%).

T'oBopsiuM PO OCHOBHMX T'PABIIIB HA PUHKY €JIEKTPOHHOT KOMEPIIii B CBiTi, HE MOXKHA HE
3a3HaYUTH, 110 Amazon TMPOJOBXKYE 3aJMIIATHCS HANOUIBII BiABIAYBAaHUM CalTOM
EIEKTPOHHOI KOMepIIii, 3anydaroun 2,84 Migbspiaa BimsimyBaus mowmicsms. Moro yactka Ha
puHKy enexkTpoHHoi komepuii y CIIIA cranoBute 37,6%. Ha npyromy micui 3HaXOIUTHCS
Walmart i3 wactkoro 6,4% [7]. Ha Tperbomy Micii po3ramnryBaBcs kutaiicekuit AliExpress,
HOMYJISIPHICTh SIKOTO LBOTO POKY 3pocia Ha 44%. 3Biacu, y kareropii HallakTHUBHIIIOTO
3ally4eHHs BiJBiAyBayiB JiAUPYIOTh a3iiichki kommanii. OxpiM AliExpress, 3HauHM pUpICT y
90% nponemMoHCTpyBaB iHAIMChKHM iHTepHeT-MarazuH Flipkart. IIpoTe HaiiOunbII0TO IpOrpecy
nocsiria komraHis Lazada, ska HapocTWia KUTbKICTH BiaBimyBauiB Maiixke Ha 200%, 110
3HAYHOIO MIPOIO CTAJI0 MOKIIMBUM 3aBJISKH 11 YCIIXy Ha pUHKY €JIeKTPOHHOI Komepiii Diminmin
[5].

s Toro, mo6 BU3HAYUTU YKPATHCHKUX JIiZIEpiB MOPIBHAEMO Pi3HI KaTeropii ToBapiB Ta
HalmonynsipHimi miaardopmu, 3aBepHeMOoCh A0 aaHux onuTyBaHHS AIN.UA mono tpeHnis
OHJIalH-1IONIHTY cTaHoM Ha 2023 pik [2] (Tabm. 2).

Tabmuusa 2 — HalimomynspHimi miiatdopMu eNeKTpoHHI KoMmepiii B YkpaiHi 3a

KaTeropisiMu
Micrme 3a | Texnika Opsr Kocmernka [IpoxyxTn
MIOMYISIPHICTIO
1 «utpyc» — | Odmaiin- MakeUp — 34,2% Odnaitn-marazuau
54,8% MarasguHpm  — - 35,5%
47%
2 Rozetka —21,8% | Instagram — | O¢maiin-marazuan — | «Cinbno» — 25%
21% 22,1%
3 MOYO - 8,3% Rozetka — | Eva—18,9% Glovo — 18,8%
6,8%
4 Odnaiin- Kasta— 3,8% | Brocard — 7,6% Zakaz.ua —7,9%
marasuau — 3,9%
5 Comfy — 3,3% Lamoda — | Prostor — 4,1% Raketa — 7,8%
3,6%

Jlxepeno: y3araJibHEHO aBTOpaMH Ha OCHOBI [2]

OTxe, y3aralbHUMO CIIOKHMBY1 TPEHIU €JIEKTPOHHOT KOMEPIIi B CBITI Ta YKpaiHi (TabJ.

3).
Tabnuist 3 — CnoxkuBYI TPEHIU €IEKTPOHHOT KOMEpIii B CBITI Ta YKpaiHi
Tpenn Cair Ykpaina
Hixnicts vacy i1 | CriokuBavi roToBi TUIATHTH Oijblile | BibIIicTh  CHOXKMBA4YiB  HAJAIOTh TIepeBary
3py4YHOCTI 3a LIBUIKY JIOCTaBKYy, | OE3KOIITOBHIN NOCTaBIli, HaBiTh SKIIO BOHA

aBTOMATH3aIlil0, 3pY4YHY OIUIaTy, | JIOBIIA. Y perioHax — IMOIMyJIsipHa OoruiaTa Mpu
camMocCTiiiHnii  BHOIp BapiaHTIB | OTpUMaHHI, 00 € HeIOoBipa JI0 OHJIAHH-OILIAT,
JOCTaBKH. CTpax HEBiAMOBITHOCTI TOBapy Ta MIaxXpancTBa.
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[Tponosxenns Tad:. 3

Tpenn Cair VYkpaina

Jlosmpricte 1o | KimienTnn wMeHme mpuB’si3aHi 10 | YKpaiHII CXWIBHI MIATPUMYBaTH YKPaTHCBKI

OpeHIiB OpenxiB. PimieHHs Npo NOKYNKy | 6peHaM — depe3 MNATPiOTH3M, €MOIHHHI
OasyeTbcss Ha 1IiHi, BiAryKax, | 38’sa30k. OnHax GibIIa 9aCTHHA HACEIECHHS BCE
eMouiiiHOMy  JIOCBifi. bpeHau | mie Hamae mepeBary IMIIOPTHUM TOBapam,
9acTo KOHKYPYIOTh Yepes3 | BBAXKAIOUM iX OLIBII SIKICHUMH.
MepCOHANI3aLiIo.

[oBeninka mix | Y wacu mobansHuX Kpu3 (COVID, | B ymoBax BiiiHM MOKYII, HaBMaKd, MOXYTb

9ac KpHU3u iHONALIA) MOKYNI CKOPOYYIOTh | 3[iMCHIOBATH €MOLIMHI IOKYNKM — <«I00
HENOTPiOHI BUTpaTH, BHOWPAIOTH | TOpaayBaTH ceOe», «IiITpUMaTH Oi3HECY, «HE
TUILKY HEOOXigHE. BIJIKJIAIaTH KUTTI»

Hudposa 3axigHi  cmokWBadi  akTUBHO | B YkpaiHi ronoBHE — MPOCTOTA 1 3pO3yMITICTb.

3pLTICTh BUKOPHUCTOBYIOTh rosiocoBi | Hanrto ckmamgni abo He3Bu4HI iHTEpdeiicu
moMigHUKH, AR-pumipku, smart- | MOXXKYyTh  BiAnskaTh.  bimeime — MOKyTOK
pexomeHaarii Ha OCHOBI | opopmiTtoeThCs uepe3 Instagram/MeceHmkepH,
MTOBEJIIHKH. HIX Yepe3 MOBHOIIIHHI CalTH.

Brus PiBenb noBipu 3MeHITyeThest uepe3 | B Vkpaini — Bucoka aoBipa 10 JIOKaJIbHUX

indmoencepiB | HaEMip KoMepIiifHOro KoHTeHTY. | indumoencepis, ocodmuso TikTok/Instagram. Ix
CriokuBadi  OinbIlie  OBIPSAIOTH | COPUHAMAIOTH SK "CBOIX'", 9acTO KYIyIOTh 3a
pEKOMEHAIIsIM  3HaHOMHX a00 | IXHIMH pEKOMEHIAIISIMH.
HIIIEBUX EKCTIEPTIB.

ExocBimomicte | Exo-toBapw, OioymakoBka, | B YkpaiHi eKoCBiIOMICTh PO3BHBAETHCS, aye
MOBTOPHE BUKOPHUCTAHHS — YyXKE | 4acTO 3yNMUHAETHCA Yepe3 BUCOKY WiHy. binbie
HOpMa y  BeNWKid  4vacTwHi | po3BuHyTa B Kuesi, JIbBOBi, cepen moomi,
cepenHporo  kmacy. Yacto € | Jroneit 3 BHCOKMM PiBHEM JOXOY.
TOTOBHICTh 3aIUIATUTH OijIblIe.

[ToreniHkoBi OcHOBHI (daxropu: nocBig, | OcHOBHI (hakTopu: IliHA, 3HIKKA, MPOMOKO,

IpaiiBepu VHIKaJIbHICTb, SKICTh, | MOcTaBka. YacTto pilleHHS NpPUAMAETHCS

TTOKYTIOK micasnponaxxauid cepsic. [lokymi | iMITyTbCHBHO Yepe3 PO3MpoJak Y eMOIiHHIHA
TrOTOBI IIATUTH 34 [IHHICTb. MOIIITOBX.

JIxeperno: aBTOpchbka po3polka

Takum 9MHOM, aBTOpaMH OYJI0 AOCTIKEHO creludiKy GyHKIIOHYBaHHS KaHAIB 30yTy

B €-cCOmmerce 4epe3 Mpu3My CIOKHBYMX TPEH/IIB Ta BUSBIEHO Cy4acH] TEHAEHIT Ta YUHHUKH,
110 BIUIMBAIOTh Ha iX e(peKTUBHICTH. BUsBIEHO, 1110 B €JIEKTPOHHIM KOMEPIIil CyuyacH1 CIIOKHUBY1
TEH/IEHII1 BiJ0OpaxaroTh MUOOKI 3MIHM Y OBEIHIII TIOKYTILIB, 1110 3yMOBJIEHI TEXHOJIOTTYHUM
MIPOTPECOM, COLIIAIBHUMU TpaHC(opMaIlisiMi, a TAKOXK TI00ATHFHUMU Ta JIOKATbHUMH KPU3aMHU.
[TinTBEepKEHO, 1110 Y CBITI MOCTYIOBO YTBEPAKYETHCS MOAETH YCBIIOMJICHOTO CIOXHMBAHHS:
KJIIEHTH OYIKYIOTh HE JIMILIE TOBAp, a i I[IHHOCTI, SKICHUI cepBic, IepCOHaII3allii0 Ta BUIKY
B33a€MOIII0 3 OpEHIOM.
BucHOBKM 3 1aHOT0 10C/TiIKeHHS i MepCNeKTHBH MOJAJBIIMX PO3POOOK 32 TaHUM
HanpsiMoM. OTxe, y poOOTi yTOCKOHAJIEHO KOMILJIEKCHY XapaKTePUCTHKY MPOIeciB UPPOBOi
TpaHc@opmallii B KOHTEKCTI PO3BUTKY e-commerce B YKpaiHi, 10 (YHKIIOHYE caMe Ha pUHKY
PO3ApiOHOI TOPTiBIi 32 paXyHOK CPOPMOBAHOTO AaBTOPCHKOTO OaueHHS B3a€MO3B’SI3KY MIXK
1M (pPOBI3aAIIEI0 TOPrOBENBHOIO Oi3HECY Ta €(PEKTUBHICTIO (YHKI[IOHYBAaHHS €JIEKTPOHHUX
KaHaiB 30yTy y cBiTi Ta YkpaiHi. Tak, Ha OCHOBI aHami3y CTaTUCTMYHHUX JAHUX MIOAO
JMHAMIKH CBITOBOTO Ta YKpaiHCHKOTO PHHKIB €JIEKTpOHHOI Komepilii 3a mepion 2016-2024
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POKIB 3’COBaHO KJIFOYOBI TEHJICHIIIT Ta 3aKOHOMIPHOCTI PO3BUTKY €JIEKTPOHHOI KOMEPIIii, 10
HiATBEPKYIOTH CTa0lIbHE HApOIIEHHS 00CsTiB e-commerce, ocoonuBo micist 2019 poky, apke
nangemis COVID-19 nana crilbHHI MOMITOBX J0 PO3BUTKY II€T radysi, a TaK0XX MOCTYIOBE
301IbIIEHHS KUTBKOCTI OHJIAWH-TIOKYIILIB, PO3IIUPEHHS CIIEKTPY TOBAPIB 1 MOCIYT, sIKi MOYXHA
npuadatu depe3 IHTepHET, 3pOCTaHHsS PIBHSI JOBIPH CIOXKHMBA4YiB JI0 OHJIAHH-TOPTIBIIL.
InenTrdikoBaHO TIOOATBHUX JIJAEPIB PHHKY Ta OIIHEHO MO3UIil YKpaiHu 3 ypaxyBaHHSAM
CBITOBHX TEHJEHIIIN U (poBizarlii.

Oco0nuBy yBary Oylio MPUIUICHO JOCIIDKEHHIO CHCTEMI CIIOKHBUOTO IOMUTY, IO
3ap0ayaB aHali3 pPO3MOJLITY BUTpAT 3a KJIIOUOBUMHU TOBAPHUMH KATETOPISIMH, TAaKUMHU SK
€JIEKTPOHIKA, OJIAT, KOCMETHKA Ta MPOAYKTH XapuyBaHHSA. BUSBICHO Ta CHCTEMAaTH30BaHO
CIIOXKMBY1 TEHJICHIII{, 30KpeMa, JOMIHYBaHHs MOOIIBHOI KOMEPIIii, MOIIMPEHHs HU(PPOBUX
IUTATDKHUX CUCTEM Ta IMiJBUIICHHS BUMOT JIO JIOTICTUYHOI €(EeKTUBHOCTI. BusiBieHO, 110
0COOJIMBE 3HAYCHHS MAIOTh TaKi YMHHUKH YCIIXY B €JICKTPOHHIN KOMEpIlii, sIK HasSBHICTbH
0E3KOIITOBHOI JOCTaBKH, SIKICHUH cepBic, 3pyYHi YMOBHU IOBEpHEHHs TOBapy Ta Oe3leka
wiatexiB. Kpim Toro, Ha ocHOBI gocmikeHHs crierudiku GyHKI[IOHYBaHHS KaHAIiB 30yTy B
e-commerce yepe3 MpU3MY CIIOKUBYHMX TPEH/IIB BUSBICHO CyYacHI TEHACHIIIT Ta YHHHUKH, 110
BIUIMBAIOTh Ha 1X €(EKTUBHICTH: 1) B €NEKTPOHHIN KoMeplii CydacHi CIOKHUBYI TEHACHI]
BiToOpakatoTh TIHOOKI 3MIHM Yy TIOBEIIHIII IOKYIIIIB, IO 3yMOBJCHI TEXHOJOTIYHUM
IPOrPecoM, COIliaTbHUMHU TpaHCHOPMAIIIIMU, 8 TAKOXK TTT00ATHBHIUMHU Ta JIOKATbHUMH KPH3aMU;
2) y CBiTi HOCTYNOBO YTBEP/KYETHCS MOJIEb YCBIIOMIICHOTO CIIOKUBAHHS: KIIIEHTH OYIKYIOTh
HE JIMIIE TOBap, a W LIHHOCTI, SIKICHUH CEpBIC, MEPCOHANI3AIII0 Ta IIBHIKY B3a€EMOJIIO 3
OpeHIoM.

Omxe, oTpuMaHi pe3ynbTaTU CHPUSIIOTH MOTIHUOJICHHIO TEOPETUYHUX YSBIEHb MPO
3aKOHOMIPHOCTI PO3BUTKY PUHKY €JIEKTPOHHOI KOMEpIii B yMOBaxX HU(POBOi €KOHOMIKH Ta
TpaHcopmarlii JTOTICTUYHHUX TMPOIECIB 1 MOXYThb OyTH BUKOpHCTaHI mpu GopMyBaHHI
CTpaTerii IUQPOBOTO PO3BHUTKY, YAOCKOHAJICHHI IHCTPYMEHTIB €JIEKTPOHHOI KOMepIii,
amamranii  Oi3Hec-mozenedl OO0  3MIH  CIIOKMABYOI IOBENIHKM Ta  IIIABUINEHHI
KOHKYPEHTOCTIPOMO>KHOCTI HIATPHEMCTB Ha CY4aCHOMY PUHKY.

VY 11bOMY KOHTEKCTI MO JOCTIIKEHHS MalOTh OYTH CIIPSIMOBaHI Ha KOMILJIEKCHE
OOIpYHTYBaHHsSI CTpAaTETIYHUX HANpsMIB PO3BUTKY €JIEKTPOHHOI Komepulii B VYkpaiHi 3
ypaxyBaHHsIM MorIuONeHHs uu(poBi3alii, pPO3BUTKY OMHIKAHAIbHUX Mojenend 30yTy,
1HTerpanii IHHOBallIMHUX TEXHOJIOT1H! Ta TpaHc(opmallii ClIOKUBUUX LIHHOCTEN; pO3pOOICHHS
NPaKTUYHUX MEXaHi3MIB ajanTauii miJOpueEMCTB po3apiOHOI TOPriBii J0 3MiH IU(PPOBOrO
CepeloBHILla Ta BIPOBAKEHHS €(EKTUBHUX IHCTPYMEHTIB YHPABIiHHSA €JIEKTPOHHUMU
KaHaJamu 30yTy.
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Development of E-Commerce under the Digitalization of Retail Market Logistics Processes
in Ukraine and Worldwide.

The aim of the article is to identify the main trends in the development of the electronic
commerce market in Ukraine and worldwide under the conditions of digital transformation of retail
logistics processes, as well as to analyse changes in consumer behaviour driven by factors that
encourage online purchasing.

Analysis results. The study identifies a growing trend in the share of online sales within the
total volume of retail trade; determines key retail market companies and product categories with the
highest consumer demand; and examines changes in consumer preferences. Based on the analysis of
statistical data on the dynamics of the global and Ukrainian e-commerce markets for the period 2016—
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2024, key trends and patterns in the development of electronic commerce were identified. These findings
confirm a steady increase in e-commerce volumes, particularly after 2019, when the COVID-19
pandemic provided a significant impetus for the accelerated growth of the sector, as well as a gradual
rise in the number of online consumers, an expansion of the range of goods and services available
online, and an increasing level of consumer trust in online retail. Among the most significant shifts are
the transition toward online purchasing and increasing requirements for e-commerce service quality,
particularly in terms of delivery speed and the convenience of digital payment systems. Global market
leaders were identified, and Ukraine’s position was assessed in comparison with international
digitalization trends. Regularities in the development of the e-commerce market in Ukraine are
identified in comparison with global trends across the following dimensions: (1) overall market
conditions; (2) product assortment breadth; (3) applied technologies; (4) marketing promotion tools;
(5) social commerce; (6) mobile commerce; (7) cybersecurity and trust; and (8) existing challenges.
The characteristics of consumer trends are further refined, forming the basis for recommendations
aimed at improving e-commerce instruments in the retail market under conditions of economic
digitalization.

Conclusions and directions for further research. The study enhances a comprehensive
characterization of digital transformation processes in the context of e-commerce development in
Ukraine, specifically within the retail market, by formulating an original authorial perspective on the
interrelationship between the digitalization of retail business and the efficiency of electronic distribution
channels at both global and national levels. Consumer trends were identified and systematized, notably
the dominance of mobile commerce, the widespread adoption of digital payment systems, and rising
requirements for logistics efficiency. The study reveals that critical success factors in electronic
commerce include the availability of free delivery, high-quality customer service, convenient return
policies, and secure payment systems. Furthermore, by examining the functioning of e-commerce
distribution channels through the lens of consumer trends, the research identifies contemporary
tendencies and determinants influencing their effectiveness. First, modern consumer trends in electronic
commerce reflect profound changes in purchasing behaviour driven by technological advancement,
social transformations, and global and local crises. Second, a model of conscious consumption is
gradually becoming established worldwide, whereby consumers expect not only products but also
shared values, high-quality service, personalization, and rapid interaction with brands.

The scientific novelty of the research lies in identifying patterns in the development of the e-
commerce market in Ukraine in comparison with global trends, as well as in refining the characteristics
of consumer trends that form the basis for recommendations aimed at improving e-commerce tools in
the retail market under the conditions of the digital economy. The practical significance of the study.
The results of the study may serve as guidelines for retail businesses in adapting to the digital
environment, implementing innovative solutions, developing customer outreach strategies through
digital channels, and improving company processes in line with current consumer expectations.

Further research should focus on the comprehensive substantiation of strategic directions for
the development of electronic commerce in Ukraine, taking into account the deepening of digitalization,
the expansion of omnichannel distribution models, the integration of innovative technologies, and the
transformation of consumer values, as well as on the development of practical mechanisms for adapting
retail enterprises to changes in the digital environment and implementing effective tools for managing
electronic distribution channels.

Keywords: electronic commerce, innovative technologies, online retailing, retail, digital
transformation of logistics processes, digital sales channels, transformation of consumer behaviour.
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BI3YAJII3AIIS IHOOPMAIII SIK IHCTPYMEHT ©®OPMYBAHHSI
MAPKETHHI'OBUX KOMYHIKAIIIN

Y cmammi posensmymo ponv eizyanizayii ingopmayii ax incmpymenmy GopmyeanHs
eheKMUBHUX MAPKEMUHE08UX KOMYHIKAYIL RIONPUEMCE 8 YMO8AX YUPposizayii ma nocujieHHs
KOHKypeHmHo2o mucky. Ha ocnogi 02nady cyuyachux GimuusHAHUX i 3apyOidCHUX HAyKoeux ojicepen
BU3HAYEHO KAIOYO0GI THCMPYMeHmuU 8i3yanizayii inpopmayii ma mexaHizmu ix 6nIUSY HA KOSHIMUGHI,
eMOYItiHI Ul NOBEOIHKOBI peakyii Cnoxicusauis, 6USHAYEHO (QYHKYIOHANbHE NPUHAYEHHS 8i3yanizayii
iHhopmayii 6 cucmemi MapKemMuH208UxX KOMYHIKayit. Y pobomi 0OIpYHMOBAHO 6NIUE THCMPYMEHMIE
gizyanizayii Ha pieeHb 3aIyHeHOCmi, 006ipu, HAMIPY 00 Kynieii ma JOSAIbHOCMI CHONCUBAYIS, WO
CMBOPIOE OCHOBY 015 NOOANbUIUX eMAIPUYHUX 00CHiOdceHb. 3a  pe3ynrbmamamu  00CAI0HCEHHS
3aNPONOHOBAHO MOOEb BUKOPUCMARHSL GI3Yanizayii iHpopmayii 6 MapKemuH206ux KOMYHIKAYIsAX, uo
NOEOHYE THCMPYMeHmU  8i3yanizayii, NCUXOJIOSIUHI MEXAHIZMU CHRPULHAMMA MAd NOKAZHUKU
Pe3VIbMAmMUSHOCMI  MapKemuHeo8oi  disnbHocmi.  Po3pobnena modens — inmezpye  @useieHi
3AKOHOMIPHOCII Y YINICHY CIpame2iio MapKemuH208Ux KOMYHIKayiil i Cmeoproe Memoooa02iYHy OCHOBY
07151 NIOBUWEHHS Pe3YIbMAMUSHOCTE 83AEMOO0IL OPEHOI8 31 CNONCUBAHAMU. .

Knrodosi ciioBa: Bizyaunizaiist iHpopMariii, oBeAiHKa CII0KWBAYiB, MAPKETHHTOBI KOMYHIKaIlil,
3aITy4eHiCTh, JOBipa 10 OpeHy, HaMmip A0 KYIIiBIli, CTIOKHBYA JIOSUTHHICTb. .

DOI: 10.15276/mdt.10.1.2026.11

ITocTtanoBka mpoljeMH B 3arajJbHOMY BHIVIAAI Ta 1i 3B'A30K 3 BaKIMBHMH
HAYKOBMMHM 200 NPAKTHYHUMH 3aBAaHHAMH. Y Cy4aCHUX YMOBax IU(pOBi3allii EKOHOMIKU
Ta 3poCcTaHHs 1H(pOpMaLIHHOT HACHYEHOCT] PUHKOBOTO CEPEOBUIIA MAPKETUHIOBI KOMYHIKaIlii
3a3HaIOTh CyTTEBOi TpaHchopmariii. CroxuBayl IIOJACHHO CTHKAIOTHCS 3 HAJAMIPHUMHU
oOcsiraMu pekJaMHOI Ta iH(opMaliiHOT NPOAYKIT, 10 3HUKYE €(PEKTUBHICTh TPAAULIHHUX
BepOaJbHUX KaHaIIB BIUIMBY. 32 TaKMX YMOB OCOOJMBOI aKTyaJbHOCTI HaOyBae Bizyali3allis
iHpopMaLii SK IHCTPYMEHT ONTUMI3allii MpOIECiB CHPUHHATTA, IHTEpIperamii Ta
3amam’ITOBYBaHHSI MApKETHHTOBUX TTOBI1IOMJICHb.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Bi3zyauizanis MapKeTHHIOBUX JIaHUX — 11€ MUCTELTBO MEPETBOPEHHS CKIIQJHUX JAHUX
Ta BEJIMKUX HAOOPIB TaHMX Ha Bi3yallbHI €JIEMEHTH, TaKi SIK CTOBITYACTI Ta KPYTrOBi JllarpamH,
JiarpaMu po3ciroBaHHS ab0 TeIIoBi1 KapTH [ 1], ki 3a0e3nedyroTh He JIMIIE MBUJIKY Nepeaaqy
3MiCTy, ajleé i MOCHIIIOIOTh €MOIIMHMN KOMIIOHEHT KOMYHIKAIii, 10 € BU3HAYaJIbHUM Y
MPUAHATTI CIIOKUBYMX PIIICHb.

Hapasi Bi3yamizamisi JaHMX aKTHBHO BUKOPHUCTOBYETHCS B aHai3l €QEKTHBHOCTI
KammaHid. MapKeToJord CTBOPIOIOTH 1H(POpPMAIHI IMaHes, SKI BiJoOpakaroTh KIHOYOBI
MOKa3HUKH €(PEKTHUBHOCTI y PEXKHUMI pealbHOTO 4Yacy, IO JIO3BOJISE IIBUIKO OLIHIOBATH Ta
KOPHUTYBATH IMOTOYHI KammaHii. Bizyami3altii mojaermyroTs BUsIBJICHHS TEHACHIIIN, BUSHAUYCHHS
HeeeKTUBHUX 00JacTeil Ta BAKOPUCTAHHS YCIIIIHUX cTparerii. Taka rHydKicTb y IpUHHATTI
pillieHh MOXXE€ TPHU3BECTH 10 €QEKTUBHIIIONO PO3MOAUTY PECypCiB Ta MiABUIICHHS
peHtabenbHOCTI iHBecTHHiW [2]. Pazom 3 TMM Bi3yamizamisi NaHUX CIYrye TOTY)XHUM
IHCTPYMEHTOM JUIsI KOMYHIKAIlli 13 3aIlikaBJIeHMMH cTopoHamu. CKJIaJHI MapKETHHIOBI
cTpaTerii Ta 3BITH MPO €(EeKTUBHICTH CTAIOTh AOCTYNHIIIMMH, KOJM iX IPENCTaBISAIOTH
Bi3yasibHO. Taka sICHICTb CIIpHsI€ KPalloMy PO3YMIHHIO MIXK YJ€HaMU KOMaH]U, KepIBHUKAMU
Ta KII€EHTaMH, 10 TPU3BOANUTH A0 CHIIBHIIIOI MITPUMKHA MAapKETUHTOBUX 1HIIIATHB. Y IIbOMY
KOHTEKCTI Bi3yami3allisi pO3IJISIIa€ThCs HE SK JONOMDKHUN €JIeMEHT [Au3aiiHy, a fK
MOBHOI[IHHAN METOIOJIOTIYHUN 1HCTPYMEHT (DOPMYyBaHHSI MApKETUHTOBIX KOMYHIKAIIii.

[TpoTe, HE3BaXkarOUM Ha IIUPOKE MPAKTHUHE 3aCTOCYBAHHSI BI3yallbHUX IHCTPYMEHTIB Yy
MapKETUHTOBIH MISUTBHOCTI, Y HAYKOBHX JOCII/DKEHHSIX NIepeBakae (pparMeHTapHU Miaxiz 10
iX aHami3y HEAOCTaTHhO PO3POOICHHMMH 3aJIHMINAIOTHCS METOHOJOTIYHI 3acayl IHTerparii
Bizyauizanii iHopMmarlii B cuCTeMy MapKEeTHHTOBHX KOMYHIKAIH mignpueMcTBa. BigcyTHicTh
€IMHOTO HAayKOBO OOTPYHTOBAHOTO MiAXOAY IO BUKOPHCTAHHA Bi3yali3alil Ik IHCTPYMEHTY
KOMYHIKaI[iil yCKJIa/JIHIOE OIIIHIOBaHHA ii BIUIMBY Ha IMOBEIIHKY CIIOXHBadiB, (POPMYyBaHHS
OpeHy Ta epEeKTUBHICTH MAPKETUHIOBUX CTPATET1i.

AHaJi3 ocTaHHiX gociailzkeHb 1 myOaikaniii, B SIKUX NOKJIAaJeHMI I0YaTOK
BHPillleHHIO /JaHOI mpoljeMu i Ha fAKi cnupaeTbesi aBTOp. Bisyamizamis gaHux crana
KJIFOYOBHM 1HCTPYMEHTOM y Cy9acCHOMY MapKETHHTY, IEPETBOPIOIOYH CKIaHY iH(pOpMaIlio Ha
JIOCTYIHI BUCHOBKU. Lleil moTyXHMH MeToJ]] BUXOJUTh 32 paMKH TPaJULIMHUX 3aCTOCYBaHb
O13HEC-aHAJIITUKY, BIAITPAIOYM >KUTTEBO BAXKJIMBY POJIb Y MAPKETUHTOBUX JIOCIHIJKEHHSX,
po3pol1ii cTpareriit Ta peanizauii kamnadii [2]. CydacHa TpaHcdopmallisi 613Hec-cepeJoBHIIa
BUMara€ IIOCWIECHHS IHTErpauli aHaJITUYHUX 1HCTPYMEHTIB Yy TMOOYyJOBY €(QEeKTUBHUX
MapKeTHHIOBUX KOMYHIKalil. [{uM acrekram mpucBsiueHa 3Ha4HA KUIBKICTh BITYM3HSHUX Ta
1HO3eMHUX JociikeHb. Tak, Ha nyMKy KocapeBcbkoi P. «Bizyauni3aliisi BUCTYNa€e KIFOUOBUM
IHCTpYMEHTOM (hOpMYBaHHS CTABJICHHS ayIUTOPIl 10 MApKETUHIOBUX cTpaTeriit» [3]. ABTOpKa
JOCIIKyBaja BIUIMB Bi3yalbHOI KOMYHIKAllli B MapKeTHMHIY Ha CHOPUUHATTA Ta BHOIp
CHOKMBayiB Yepe3 CeMIOTMYHHM aHalli3 3HaKIB 1 CHMBOJIB OpeHY.

BaxnuBicte 1udpoBux 1HCTpyMeHTIB komyHikauii (AR, VR, QR-koam), ski
PO3LIMPIOIOTE  MOMKJIMBOCTI  Bi3yaJbHOTO MAapKETHHTY Ta IiJIBULIYIOTh €(EeKTHUBHICTb
OXOIUIEHHs ayauTopii gociiakysanu IBanosa 3. Ta IBanoB B. [4].

JlOCHIiTHUKY TPOBENIN EMITIpUYHUI aHalli3 BIUIMBY Bi3yalbHHUX MeJlia Ha CIIPUHHATTS
ayIMTOPIEI0 MApKETHMHTOBUX TMOBIIOMIIEHb 4depe3 mojenb Elaboration Likelihood Model, Ta
JIOBEITH, 10 Bi3yalbHI KaHAIW CHIBHIIIE BIUTUBAIOTH HA PIlICHHs crioxuBadiB [5]. Takox, 3a
JIOTIOMOTOI0  010JTIOMETPUYHOTO aHamizy MNU(GPOBOTO MApPKETHUHTY, JOBEIEHO, IO came
Bi3yasibHa iH(opMallisi BUCTYNA€ BaXJIMBOIO KAaTETOPIEIO MPH aHaJi31 3MiH Y MapKETHMHIOBUX
nocnipkeHHsax [6]. Barnes S., Campbell J. Ta Ndebele L. nosenu edextuBHicTs iHpOrpadiku
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Ta rpadiyHUX MeJia y KOMYHIKaIlii, 30KpeMa IXHIO 3/1aTHICTh CIPUSITH 3aCBOEHHIO 3HAHb Ta
3MiHI CTaBJCcHb [7].

VY cBoro uepry Pomamenko O., Kpmwxkko O., CHITKO A. TOCIIIKyBaJId BIUIMB OCHOBHUX
IHCTpYMEHTIB Bi3yaumizamii iHpopMarlii Ha CrioXKUBayva, SKi MiABUILYIOTh SKICTh KOMYHIKaIli Ta
CIIPUSIOTH JIOCATHEHHIO TTOCTABJICHUX I1iJIeH, OOIpYHTYBaBIIN €(DEKTUBHICTh NIPE3CHTAIIIH, SKi
JIOHOCSATh 1H(OPMAIIII0 Ta BPa)XalOTh CBOEIO Bi3yaJbHOIO MPHUBAOIMBICTIO W BiAMOBINAIOTH
3anmuTaM aynuTopii [8]. YBara aBTOpIB TakoX 30CepekeHa Ha BHU3HAYCHHI POJIl Bi3yaIbHUX
eJIeMeHTIB OpeHay (KomipHi cxeMu, Tunorpadika, 3aralbHU CTHIIb alICHTUKH) Y (popMyBaHH1
MIJICBIIOMUX €MOIlI CIOKMBA4YiB Ta BHUSBJICHHS 3aKOHOMIPHOCTEW iXHBOTO BIUIMBY Ha
eMOIlifHe CHpUHHATTA W TOBEMIHKOBI peakmii uis TNPaKTHYHOTO 3acCTOCYBaHHS B
MapKeTHHIoBUX KoMyHikauisx [9]. Takox HayKoBLSIMH OOIpYHTOBAHO TEOPETHYHY MOJIEIb
BIUIMBY Bi3yaJIbHUX KOMYHIKaIliii Ha BITHOCHHHU MIX cIioKuBadeM i 6peryiom [ 10].

OTKe, BUXOISIUU 3 PE3YAbTATIB AOCIIHKeHB Bidyasizallis iHhpopMallii B MApKETHHTOBUX
KOMYHIKaIliIX BHBYAE€THCS HE JIMIIEC SK JU3aHEPCHKUI €NeMEeHT, a SK CTpaTeriyHui
KOMYHIKAI[iHHUH IHCTpYMEHT JiJ1s1 GOpMYyBaHHS CIIPUAHATTS Ta OBEIHKU LITLOBUX ayTUTOPIH,
NOEAHYE, SK TpaauUidHi Tpadiuni 3acobm, Tak 1 HUPPOBI TEXHONOTIi Ta Menia, IO
PO3IIUPIOIOTh MOXKIIUBOCTI MapKeTUHTY B iH(OpMaliifiHy emnoxy Ta BHMarae iHTerparii
NICUXOJIOTIYHUX Ta KOTHITUBHUX AacCMEKTIB CIPHUHATTS TPH Po3poOIi KOMYHIKaliHHUX
CTparerii.

Bupinennsi HeBMpilIeHMX paHille 4YacTHH 3arajbHOi Npo0/eMH, KOTPHM
NPHUCBSYYETHCH CTATTH. AHaji3 CydacHUX BITUM3HSHUX Ta 1HO3EMHHUX HAyKOBHX JIXKepell,
BU3HAUMB, U0 TONPU 3HAYHY KUIBKICTh JOCII/KEHb, 3AIMIIAETHCS HU3KAa HEBUPIIIEHUX
ACMEKTiB, 0 OOMEXYIOTh (POPMYBaHHS ILIJIICHOTO HAayKOBO-METOAOJOTIYHOTO MiAXOAY M0
BUKOPHCTAaHHS Bisyamizamii iH(opmarmii B cucTemMi MapKeTHHIOBHX KoMyHikamiil. Tak,
00MEKEHO IPEICTABIICHO EMITIPUYHI JOCIIKEHHS, SKi O KUIbKICHO OILIIHFOBAJIM BILIUB PI3HUX
IHCTpYMEHTIB Bi3yastizallii Ha KIFOYOBI MApKETHHIOBI IIOKA3HUKHU: PIBEHb 3aJy4€HOCTI, JOBIpH,
HaMipy 10 KYIIBJi Ta JOSJIBHOCTI CIOKUBauiB. TakoK HEIOCTAaTHbO CHCTEMAaTU30BaHO 3MiHU
Ta TMOKa3HUKHU, [0 XapaKTepHU3yIOTh €()EeKTUBHICTH Bizyamizamii iH(opMarlii, 3aaumaeTbes
HEJIOCTaTHbO  PO3POOJEHMM  METOMOJOTIUHUIM  IHCTpyMeHTapiii moOymnoBH  Monenen
BUKOPUCTaHHS Bizyaiizauii iH(opMamii 3 ypaxyBaHHSAM CHEUM(IKH IUIbOBUX ayIuTOpii,
IU(POBOrO CepeIoBUINA Ta IUIAXY CHOXMBAYa. M 10 Temep BiACYTHS KOMIUIEKCHA MOJEINb
BUKOPUCTaHHS Bi3yamizauii iHdopMmamii sK 1HCTpYMEHTY (oOpMyBaHHS €(EKTUBHUX
MapKeTHHIOBUX KOMYHIKallii, sika O MoeHyBas1a ICUXOJIOT14HI, 1H(OopMaLiliHi Ta MOBEIIHKOBI
ACTIEKTH MapKETHHTY.

®opMy.TI0OBAaHHS MeTH CTATTi (IOCTAaHOBKAa 3aBJaHHS). MeETOI JOCHIUKEHHS €
pO3pO0JIEHHS Ta TEOPETUKO-METOJI0JIOTIYHE OOIPYHTYBAHHS MiJXOJIB /10 BHUKOPUCTAHHS
Bizyanizauii iHpopmalii y CUCTeMi MapKETHHTOBUX KOMYHIKalili MiJOpUEMCTB B yMOBax
¢ poBizalii Ta 3pOCTaHHS KOHKYPEHTHOT'O THCKY.

VY3aragbHeHHsS HayKOBUX MIJXOJMIB O MapKETMHTOBMX KOMYHIKaliil Ta Bizyauizawii
iH(opmMarii 371HCHEHO 3a JOTOMOTOK0 3arajlbHOHAYKOBUX METOIB, 30KpeMa: aHajizy Ta
cuHTe3y. CHCTeMHMI MiAX1J 3aCTOCOBAHO MijA Yac JOCHIUKEHHs Bizyalizalii sSIK eJIeMEeHTY
IHTErpOBaHOi CHCTEMH MApPKETUHTOBUX KOMYyHIKaliid. BusHaueHHs poni Ta QyHKIIH
Bi3yaJIbHUX IHCTPYMEHTIB 31l CHEHO 32 JIOIIOMOTOI0 CTPYKTYPHO-(QYHKIIOHAJILHOTO aHai3y.

BukJjageHHsi OCHOBHOr0 MaTepiajy MOCJTiIKeHHsI 3 MOBHHUM OOIPYHTYBAaHHSM
OTPUMAaHMX HAYKOBHX pe3yabTarTiB. Lludposa Tpanchopmauis cycminberBa nependadae
HIJeCIPSIMOBAaHE BUKOPHCTAHHSA HOBITHIX TEXHOJIOTIH, MOCTIHE YIOCKOHAJEHHs IPOLECiB
B33a€MOJI{ 3 KIIIEHTaMH, a TAKOXK aKTUBHE 3aJIy4eHHs aHAJIITUKU Ta MITYYHOTO 1HTEJIEKTYy IS
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NPUUHATTSA ~ CTpATeTiYHUX pIilIeHb Yy MapKeTUHTy. IHHOBamiiHi 1iargopmu, 110
BUKOPHCTOBYIOTH BEJIMKY KUIbKICTh TAHUX JAIOTh MOXKJIMBICTB MepeadadyaT MaitOyTHi moTpedu
KJIIEHTIB, MPOMOHYIOYM IM MPOAYKTH Ta MOCIAYrd L€ A0 TOro, SIK BOHU caMi PO HHUX
3amuciatbess [11]. 3amydeHHs KIIi€HTIB BiOyBae€ThCs Ha OCHOBI TNPUBEPHEHHS YBaru
«KapTUHKaMU». Y CBITI MApKETUHTY Bi3yalli3allisl JaHUX J103BOJISIE MAPKETOJIOTaM OTPUMYBATH
NPaKTUYHY 1H(pOpMaIi0 NUIIXOM Bi3yaJbHOTO MPEJCTABICHHS MapKETHHIOBUX JIaHUX. BoHa
MIePETBOPIOE CKIIAAHI MAPKETUHIOB1 MMOKA3HUKHW HA YiTKi, TPAKTUYHI BUCHOBKH, K1 CIIPUSIOTH
MIBUIIIOMY MPUUHATTIO pimeHs. Bin indopmaniiinux naneneir KPI no inctpymenTiB Ha 0a3i
MITYYHOTO 1HTEJIEKTY, MapKETOJOTH TEIep MOXKYTh IEPETBOpPIOBATH HEOOpoOsIeHI AaHl Ha
MIEPEKOHJIMBI Bi3yallbHi iCTOPI1, IO BIUIMBAIOTh HA CTpaTerito Ta epekTuBHICTH [ 12]. Kpim Toro,
Bi3yajizalis JaHWUX IOKpally€e KOMYHIKAIlil0, OCKUJIBKH JIO3BOJISIE MapKETOJIOTaM BI3yalbHO
NPEACTaBISITA CBOI YMOBHMBOJIM, IO TOJIETIIYE 3aI[IKaBICHUM CTOPOHAM PO3YMIiHHS Ta Aii Ha
OCHOBI1 HaJJaHUX JaHUX.

3a cBOIM 3MICTOM «KOMYHIKaIlisl — 1€ PpoIec 0OMiHy iH(popMalli€to, i1eIMu, eMOLISIMUA
MDX JIFOIBMHU 32 JOTIOMOTOI0 YCHUX, MHCbMOBHX, HEBEpOATbHUX UM HU(PPOBUX 3ac00iB, 110
BKJTIOUA€E BiJIPaBHUKA, TIOBIJOMJICHHS, KaHAJI 1 OTPUMYBaYa, a TAKOK 3BOPOTHHIA 3B'130K» [ 13].
Binrak, MapkeTHMHroBa KOMYHIKAIlii — L€ CTpaTerii, KaHadul Ta IHCTPYMEHTH, Kl
BUKOPHCTOBYIOTH KOMITAHI1 JJIs1 JIOHECEHHS! MOBIJIOMJICHb PO CBOi MPOAYKTH, MOCIYTH YU
Openn mo uuiboBoi ayautopii [14]. Lle croinkyBaHHsS KOMIIaHii 3 PUHKOM 3a JIOIIOMOTOIO
CKOOP/IMHOBAHUX PEKJIAMHHX MTOBIIOMJICHb Ta MOB'A3aHUX 3 HUMHU 3aC00iB MacoBoi iHpopmartii
[15]. BusHaueHHs] MapKeTUHIOBUX KOMYHIKAaIlli € CKJIaJHUM, OCKLJIbKH, MO CYTi, BCE, IO
poOUTH oOpranizaiis, Mae KOMyHIKaliiiHuid moreHmian. 3aramoM, Ha aymky Kotiepa ©.
«MapKETHUHTOBl KOMYHIKallli — MOHATTS, 110 BKJIt0Yae Oynb-siKi crocodu iH(GOpMyBaHHS PO
TOBAp, 3aIUTAHOBAaHI Ta He3aruIaHoBaHI» [16].

Baromum etamom y mpolieci KOMyHiKallii KOMIIaHii Ta CIOXKMBaudiB € Bi3yali3allis
iHpopmanii. Bizyamizarmis iHpopMalii B MapKeTHHTY — IUJIECHPSIMOBAHUN NPOIEC MOJAHHS
MapKEeTUHIOBUX JAaHUX, MMOBIJOMJICHb 1 OpeHA-KOMyHiKalii y rpadiuniii yn ob6pasHiil ¢popmi
JUTS TIOKPAICHHS CIIPUIHATTS, 3a1laM’ ITOBYBaHHS Ta EMOLIIHHOTO BIUTUBY Ha CHIOKKBava. BoHa
CHpusi€ BU3HAYCHHIO LIHHICHI MPOMNO3HIlii, MOPIBHAHHIO MPOAYKTIB, OTPUMaHHIO iH(pOpMAIIil
npo OpeHj Ta Horo mepeBaru. PasoM 3 TuM, Bi3yaisi3allisi CHpus€ CTBOPEHHIO €MOIIMHOIO
3a]Ty4eHHs, 3MEHILICHHIO KOTHITUBHOI'O HaBaHTAKEHHS, M1IBUILIIEHHIO JOBIPH JI0 OpEH.Y.

Bisyanizania iHdopMmalii B MapKETUHIOBUX KOMYHIKaLlIIX BUCTYIA€ IHCTPYMEHTOM
KOTHITUBHOI ~ ONTHUMI3allil CHOPUMHATTA TOBIIOMIIEHb, 3MEHIIEHHS 1H(QOPMaIIHHOTO
NEPEBAHTAXKEHHS Ta NIABUIICHHS pPE3yIbTaTUBHOCTI B3a€MONIl MK MiANPUEMCTBOM 1
crnokuBaueM. BapTo 3azHaunTH, 10 mMpouec Bizyamizamii iHGopMalii B MapKeTHHTOBHUX
KOMYHIKAI[ISIX sIBJIS€ COOOI0 MOCTIAOBHY CHCTEMY TpaHchopMalii MapKETUHIOBUX JAHUX Y
Bi3yaJIbHI TIOBIJIOMJICHHS 3 METOIO MiJBUIICHHS €()EeKTUBHOCTI KOMYHIKAIIITHOTO BILTUBY Ha
L1IbOBY aynuTopito (puc. 1).
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HOOPMAJ H]1 JIdH
MapKCTUHTOB1 JOCIIKCHHA AdHaJIITHKaA, 1HCAUTH

B110Ip : CprKTﬁyBaHHﬂ ‘ IHTEpIIpeTAaIis

iHQOpMyBaHHS nepeKOHaHH;I HaraJlyBaHHS

iH(dorpadika JiarpaMu ikoHKH BiJI€O namodopau

KOMHOSI/II_[iﬂ AKIICHTH

CoIiaNibHI MEPEexKi peKJ'IaMa cait mpe3eHTaIii

KOFHITI/IBHI Ta eMOI.III/IHl peaKuu

3BOPOTHHH 3B’ 30K 1 KOPUTYBAHHS

aHaTITHKA CTR engagement KOHBepCi

Pucynok 1 — IIponec Bi3yasnizauii iHopmallii B MApKETUHIOBUX KOMYHIKALISX
Jlxeperno: po3po0IeHO aBTOpaMu

Ha mepmomy erami Qopmyerhest iHpopmamiitHa 0a3a, MO0 BKIOYAE PE3YIbTaTH
MapKETUHIOBUX JOCIIKEeHb, 1aHl PUHKOBOI aHAIIITUKU, TIOBEAIHKOBI 1HCATH CIOXKUBAYiB Ta
MOKAa3HUKH €(PEeKTHUBHOCTI HisUTbHOCTI mianmpuemctBa. [pyruii eran nependadae aHamiTHYHY
00poOKy iH(opMarii, 30kpema ii BifOip, y3arajabHEHHs Ta IHTEPIpPETalio, IO JO03BOJISIE
BUOKPEMHUTH KJIIOYOBI CMUCIIH, PEJIEBaHTHI s IIboBoi aymutopii. Ha Tperbomy erari
BU3HAUA€ThCs KOMYHIKalllfHa MeTa Biszyamizalii — iH(opMmyBaHHs, (QOpMyBaHHS IOBIpH,
CTUMYITFOBaHHSI IIONMUTY a00 MiABUIICHHS BITI3HABAHOCTI OpeHy. UeTBepTHii eTamn moisrae y
BUOODI aJiekBaTHOT (hOpMHM Bi3yanizalii 3aJIeXKHO BiJ THILY iHpOpMaIlii Ta KaHAJTy KOMYHIKaIil
(indorpadika, rpadiku, cxemu, aHiMaIis, BiIEOKOHTEHT). [I’ATuil eran BKiItOYae Mu3aiiH Ta
Bi3yaJibHE KOJAYBaHHS IOBIJOMJIEHHS 3 BUKOPHUCTaHHSM KOJIbOpY, (HOpMH, KOMITO3MIIi Ta
Bi3yaJIbHHX aKIIEHTIB, IO CIIPHSE IBUIKOMY KOTHITUBHOMY OIIPAIIOBAHHIO iH(pOpMAIii.

Ha moctomy erami 37iiCHIOETBCS TOLIMPEHHS Bi3yali30BaHOIO KOHTEHTY Yepe3
MapKETHHIOBI KOMYHIKaIliiiHi kaHanmu (mmdposi ruiatgopmu, pexiaMa, KOpIopaTuBHI Mefia).
Cpbomuii eram MOB’s3aHMN 31 CIPUMHATTAM 1 IHTEPHpPETALI€l0 Bi3yalbHOTO IOBITOMIIEHHS
CIIOYKUBAYaMH, 10 BKJTFOYAE SIK paIliOHAIBHI, TaK 1 eMOIIIiHI peaKilii.

3aBeplIabHUM € eTan 3BOPOTHOTO 3B’S3KY, Ha SIKOMY OIIHIOEThCS €(PEKTHUBHICTh
Bi3yaumizarii 3a JOMOMOTOI0 KUIBKICHHX 1 SKICHUX ITOKAa3HUKIB, IO JO3BOJISIE KOPHUTYBaTH
MOAAJBINI MApPKETHHIOBI KOMYHIKaILii.

OTtxe, mporiec Bizyai3allii moeaHye iHGpopMaIiiHuii, eMOIIHHIA Ta OpEHIOBUH PiBHI,
SK1 B3a€EMOJIIOTH JUIsl IOCSITHEHHSI MapKETUHIOBUX LI Ta BUKOHY€E HU3KY KOMYHIKaIlIHHUX
byHkIin (Tabdm. 1).
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Tabmuust 1 — @yHKIIOHANBHE TNPU3HAYCHHS Bi3yamizarmii iH¢opMalii B CHCTEMIi
MapKETHHTOBUX KOMYHIKaIiH
OyHKIIA 3MicCT Ta poilh y MapKETHHTOBUX KOMYHIKAIIisIX
KorHituea Crporrye canﬁHs{Tm CKJIaIHOT iH(OpMAaIIii, T BUTIYE 3pO3yMITICTh Ta MIBUIKICTH
00pOOKY TIOB1TOMJICHHSI.

Emouiiina ®dopMye MO3UTUBHI €MOIIii, 3aI[IKaBJICHICTh Ta EMOIlIIHE 3aJTyYeHHsI CITO)KHUBaJa.
[ToBeninkoBa Cripusie CTUMYJIIOBaHHIO Jii: KYMiBJi, MiAMMCKY, B3aeMOJIi 3 OpeHaoM.
bpenmona [lizcmmoe BIi3HaBaHICTh, GOPMYE IUTICHAN Ta MOCTITOBHIH 00pa3 OpeHmy.
AmnamitnyHa / 3abe3neuye MIATPUMKY NPUHHATTA MAapKETHHTOBHX pIIEHh dYepe3 HAaO0uHY
ynpaBJiHChbKa JEMOHCTPali0 JaHUX Ta MOKAa3HHUKIB.

Couianbna / [lizBuiye AoBipy IO MPOAYKTY UM KOMIMaHii uepe3 BiJoOpakeHHs PEeUTHHIIB,
TOBipYa ceprudikamii, BIATyKiB KI€HTIB.

Jlxepeno: chopMOBaHO aBTOpaMH

Buxopucranns Bi3yamizaiii B MapKETHHTOBHX KOMYHIKAIlISIX JIO3BOJISIE OXHOYACHO
MO€AHYBaTH KOTHITMBHHUN Ta €MOLIWHWH BIUIMB; IHTErpyBard LU(POBI Ta oduaiiH-KaHAIH
KOMYHIKaIii; opMyBaTu MapKeTHHIOB1 CTparerii; MiABUIIUTUA €()EeKTUBHICTh YIPaBIIHCHKUX
pillIeHb Ta KOHKYPEHTOCIPOMOXKHICTD i ITPUEMCTBA.

VYpaxoByrouu pi3HOCIPSMOBAHICTb MapKeTHHroBOl iHQopmanii Ta dopm ii
NPEACTaBICHHS, BapTO BU3HAYUTH OCHOBHI IHCTPYMEHTH Bi3yamizamii JaHWX, SKi
BUKOPHCTOBYIOTh MapKeTOJIOTH (pucC. 2).

I'pyna incTpyMeHTiB OcHoBHa pyHKUIis PiBeHb BILINBY
o KornituBHe : o
Indopmartiiini KorniTuBuuii
CTIPOIICHHS
Bpennosi ®dopmyBaHHS 00pazy Emorniitamii
AynioBizyaibHi 3amy4yeHHs [ToBeninkoBuit
[Mudposi Konsepcis [oBeninkoBuit
ComaipHi Josipa IIcuxomoriayauin
AmnaniTHuHi VYpasiniHHS Crpareriunumii

Pucynok 2 — Knacudikaiiist IHCTpyMEHTIB Bi3yaJiizallii B CHCTEMI MapKETUHIOBUX
KOMYHIKaIii
Jxepeno: chopMOBaHO aBTOpaMU

[HcTpyMeHTH Bi3yamizauii JaHuUX — 1€ OporpamHi miaargopMu JUisi NEpEeTBOPEHHS
HeoOpoOneHux, (pparMeHTOBaHUX JaHUX Y Bi3yaslbHi (pOpMaTH, Taki sK Jiarpamu, rpadgiku Ta
iHopmariiini maneni [17]. Ili BizyanbHi 3aco0u CHPOIIYIOTH CKIATHY 1H(OpPMAIIiIO,
MOJIETIIYIOYM MapKeToJioraM BHSBICHHS 3aKOHOMIPHOCTEH, TEHACHLIH Ta KIIOYOBHX
BHCHOBKIB, K1 CIIPUSIIOTh PO3BUTKY IXHBOTO Oi3HECY.

OTxe, 3 METOIO MOSICHEHHS LIIHHICHOT MPOMO3HIii, MOPIBHAHHS MPOIYKTIB, Bizyasi3arii
nepeBar 3aCTOCOBYIOThCSl IHCTPYMEHTH Bi3yaiizauii iH(popMaiifHOro KOHTeHTY: iH(porpadika
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(crarnuHa, IHTEpaKTUBHA), Alarpamu Ta rpadiku (MOpiBHAIBHI, TMHAMIYHI, CTPYKTYPHI), CXeMH
Ta OJOK-IiarpaMu, TalMiaiiHW, KapTH mpoueciB. BoHM chpsMoBaHi Ha CHOpPOIIEHHS Ta
CTPYKTYPYBaHHS CKJIaJHOI MApKETUHTOBOI 1H(pOpMAITii.

Jlorotun Ta ¢ipMOBHIA CTHIIB, KOJILOPOBA NAJIITPa Ta TUNIOrpadika, Bi3yaabHi CUMBOJH,
IKOHKH, TaTepHU, OpeHI-Tail)1 — GOPMYIOTh acOIIaTUBHHM PsiJl, EMOLIMHMM 3B’ 30K 1 JOBIPY 110
OpeHy, THM caMUM 3a0€3MeUyI0YH BITI3HABAHICTH 1 MUTICHICTh MAPKETUHTOBUX MOBIJJOMIICHb.

AymioBi3yallbHi ~ IHCTpYMEHTH, SIK TO BijJeopekiiamMa, aHIMaIliiiHi  POJIUKH,
BiZICOIHCTPYKIIii, AeMOHCTpamii mpoaykTy, Storytelling-Bineo — 3a0e3meuyroTh BUCOKHIA PiBEHb
3QJIy4CHOCTI Ta E€MOIIIMHOrO BIUIMBY Ta € HaWOUIbII €()EeKTHBHUMH B IU(POBUX Ta
MDKHApOJHUX MAapKETUHIOBUX KOMYHIKAIisX.

[actpymenTu mudposoi Bizyamizaiii (UX/UI) cipsiMoBaHi Ha ONTUMI3AIlii0 B3aEMOJIIT
CHOXMBaya 3 MUPPOBUMH TIAT(HOpMaMH, IMiIBULLYIOTh KOHBEPCIO Ta 3pY4HICTh KOPUCTYBAHHS
(Be6-mu3aiin 1 MoOUTBHI iHTEpdEiicH, IHTepaKTUBHI eJeMeHTH (KHOIIKH, HaBiraiis), Bi3yaJbHi
CTA  (call-to-action), JeHAIHr-CTOpiHKH). IHCTpyMeHTH  Bi3yasizamlii  COI[aJIbHOTO
HiATBEP/DKEHHS MOCHIIIOITh JIOBIPY Ta 3HUXKYIOTh CHPUMHSATTA PH3UKY, AKTHUBYIOThH
MOBEIIHKOBI E€BPHUCTHUKM JOBipH. [HCTpymMeHTH Bi3yamizamii MapKETHHIOBOi aHaJITHKH
BUKOPUCTOBYIOTHCS ISl YIIPABIIHCHKUX PIllIEHb 1 BHYTPILNIHIX KOMYHIKAIlill Ta 3a0€3MeUyI0Th
IHTETpalilo aHATITUKA Ta KOMYHIKaliifHOi crparerii. Hail0iapin mommpeHnMu cepes HUX €:
Tanmoopar MapKETUHTOBUX MOKA3HUKIB, TEIUIOBI KAPTH, BOPOHKU MTPOAAXKIB TOIIIO.

OTxe, IHCTPYMEHTH Bi3yaii3allii B CHCTEMi MapKETHHTOBUX KOMYHIKaIliii BUKOHYIOTh
HE JIUIIE UTIOCTPATUBHY, @ i METOI0JIOT1YHY (DYHKIIiIO, BIUIMBalOYH HA KOTHITUBHI, EMOIIiiHI Ta
MOBEIIHKOBI PeaKIlii COKKMBadiB, M0 3a0e3Meuye MiJBUIICHHS e()eKTUBHOCTI MapKETHHTOBO1
JISITBHOCTI i ITPUEMCTBA.

EdextuBnicTs Bi3yamizamii iH(pOpMaIii BHMIPIOIOTECS 3a JIOTIOMOTOI0 KiUJTbKICHOTO
OILIIHIOBAaHHS BIUIMBY PI3HUX IHCTPYMEHTIB Ha PE3yIbTaTUBHICTH MAPKETUHTOBUX KOMYHIKAIiH,
10 TPYHTYETHCS HA BUMIPIOBaHHI 3MiH KJIFOUOBHX MAapKETHHTOBUX IMOKA3HUKIB CIOKHUBYOI
noBeAinku. OIiHKa 3A1HCHIOETHCS 32 JIOMTOMOTOK0 HE3aJICKHUX 3MIHHUX — MEpPeiuYeHUX BHIIE
IHCTpYMEHTIB Bi3yasi3allii, Ta 3aJIe:KHIX 3MIHHUX, a CAME MapKETHHTOBHUX IMOKa3HUKIB (puc. 3).

KinpkicHe OIiHIOBaHHS BIUIMBY I1HCTPYMEHTIB Bi3yamizauii iHQopmalii Ha piBeHb
3aJTy4eHOCTI, JOBIPH, HAMIPY JI0 KYIIIBIIl Ta JOSIBHOCTI CIIOKMBAUiB CTBOPIOE METOJIOJIOTTUHY
OCHOBY JIJIsl MiJIBUIIIEHHS Pe3yIbTaTUBHOCTI. A 3aCTOCYBaHHS KUIbKICHUX METOJIB JIO3BOJISE:
00’€KTUBHO OIIIHUTH €(QEKTUBHICTb OKPEMHUX IHCTPYMEHTIB Bi3yalli3allii; BCTaHOBUTHU
MPUYMHHO-HACTIIKOBI 3B 3KM MDXK Bi3yalli3alli€lo Ta MOBEAIHKOBUMH PEAKIiIMU CIIO’KHBaUiB;
chopMyBaTy MoJieNIb BUKOPUCTAHHS Bi3yauni3alii iHpopMmallii y MapKETUHIOBUX KOMYHIKAIIISIX.
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—  PiBeHb 3a7y4yeHoCTi cokMBaYiB —»> Hawmipn kyniBui —

KinoKicHi MOKA3HUKU BUMIPHOBAHHA

CaMOOLIIHKA TOTOBHOCTI 3iIACHUTH

4acTOTa B3acMOII1 3 KOHTEHTOM
HOKYIIKY

HAMOBIpHICTh PUAOGAHHS y

qac neperi, i .
p Ay B1COTKax

MOPIBHSIbHA OITIHKA

nokasuukwu click-through rate L .
aIlbTEePHATUBHUX OpEHIIB

1HIEKC 3aTy4eHOCTI

> PiBens noBipu 10 Openny JlostbHiCTB crioKkHBaYiB <

[TOKA3HUKU | OUiHKU

CTaHJAPTH30BaHA IKaJa JOBIPH — HaMipH HOBTOPHO{ MTOKYTIKA

[anexc 6pena-noBipu —| TOTOBHICTh PEKOMEHIyBaTH OpEH]

OILliHKa HAJIIIHOCTI, MPOeCiHHOCTI

. A L piBeHb IPUXUIBHOCTI 10 Ope
Ta MPO30POCTi KOMYHiKaIliif p P 710 DPEHILY

Pucynok 3 — Kputepii o1{iHK{ BIUIMBY IHCTPYMEHTIB Bi3yai3allii Ha KIIOYOBi
MapKETUHTOBI TIOKa3HUKH
Jlxepeno: po3poOIeHO aBTOpaMu

BonHouac emnipuyHi 1aHi, OTpUMaHi y pe3yJlbTari OLiHKH, TOTPeOyIOTh CHCTeMaTH3alil
y (hopmi y3araapHEHO! KOHIIETITyalIbHOI MOJIENI, sika O 1HTerpyBajia BUSBJICHI 3aKOHOMIPHOCTI
y IiJicHY cTparerito KomyHikaimii. Ile 3yMoBmoe HeoOXifHICTP NOOYIOBH MOJENI
BUKOPHUCTAHHS Bi3yasizallii iHpopMallii, 31aTHO1 3a0€3MeUn T CHCTEMHUH Ta [LJIECIIPSIMOBaHUM
BIUIMB Ha KOTHITHBHI, €MOIIii{HI i MOBENIHKOBI peakiii cnoxusadiB. Ha Hamy gymky, Mozenb
Mae 3a0e3revuyBaTy 1HTETpallil0 IHCTPYMEHTIB Bi3yali3allii 3 MCUXOJIOTIYHUMHU MeXaHi3MaMHu
CHPUHHATTSA Ta KJIIOYOBUMH ITOKa3HUKAMH Pe3yJIbTaTUBHOCTI MAPKETHHIOBOI JISIIBHOCTI (pHC.
4).

OcHOBY MoOzieNl CTAaHOBUTh BU3HAYEHHS BUMOT J0 3MiCTy Ta (opmMary Bisyasisauii Ha
OCHOBI aHaJli3y PHUHKOBOTO CEpPEJOBUINA Ta BU3HAYEHHS CTPATEriyHUX IIJIeH KOMMaHii.
Indopmaniiinuii MapkeTMHIOBUH KOHTEHT 3abe3neduye (OpMyBaHHS 3MICTOBHOI OCHOBHU
KOMyHIKaIii. Slka nepenbayae TpaHchopMalilo ckiIagHoi iHPopMallii y JOCTYNHY, €eMOLIHHO
Hacu4yeHy (popMy Ha PiBHI IHCTPYMEHTAJILHOTO OJIOKY - Bizyasi3alii iHpopmariii.

Pazom 3 THM, 3a JJOTIOMOTOIO0 MOBEAIHKOBUX MEXaHI3MiB, SIK TO: €(eKT (ppeiMiHry,
KOTHITUBHE CIPOIIEHHS, €MOILlifHa 3aJyyeHiCTb Ta eQeKT JIOBipU Ta COLIaJIbHOTO
MiATBEP/UKEHHS] BU3HAYAETHCS TICUXOJIOTIUHE CHPHUHATTS CHOXMBada. Ha oOcHOBI dYoro
JIOCATAETHCS] KOMYHIKalIMHUN e(eKT, sSIKUi MPOsIBISEThCSA Yepe3 3pOCTaHHs piBHS 0013HAHOCTI,
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HOKPAILIEHHS 3araM’ITOBAaHOCTI MOBIJOMIIEHHS, (JOPMYBAHHS O3UTUBHOIO OpeH-00pa3y Ta
ITiIBUIIICHHSI IOBIPH JIO KOMITaHi{.

®KOHKYPEHTHUI

eI[iHHICHA
THCK

MIPOTIO3UITist

. ®KOHKYPEHTHI ) .
piBCHb nepeBaru ] erpadyix | *BISYATEH *Bijic0- Ta UX/L!I-

nugposizamii eingorpa Ta a aHiMaIii | JAu3aiH
*OpeH - ¢ika . afienTHKa HUil HU(POBUX

MOB1IOMIJIEHHS AlarpaMmn

*XapPaKTEPUCTHK Opennly | kourent | mIaTGopm
a Him’OBQ_:i iHOBa Ta
ayauTopu cepBicHa

iHpOopMaIris

eMapKETHHTOBa
cTpareris
MiANPUEMCTBA

Pucynok 4 — Mojieis BUKOPUCTaHHS Bizyaumizallii iHpopMarllii B MapKETHHTOBUX
KOMYHIKaIlisx
Jlxepeno: po3pobJIeHo aBToOpamMu

MapKeTHHTOBI pe3y/IbTaTH OIHIOIOTHCSA 33 JIOTIOMOTOI0 TIOKAa3HHKIB KOHBEPCIi,
JOATBHOCTI  CIIOXKMBAYiB, PIBHSA 3ally4€HOCTI, KOHKYPEHTOCIIPOMOXKHOCTI OpeHay Ta
KOMEPITIHHOT €()eKTUBHOCTI MAapKETHHTY, IO MiATBEPDKYE PE3yIBTaTHBHICTh BHKOPHCTAHHS
Bizyasizarii.

Mopnenb 03BOJISIE HE JIMIIE CTPYKTYpYBaTH TIPOIEC 3aCTOCYBAHHS Bi3yalbHHX
IHCTPYMEHTIB, a i KUIbKICHO OLIIHIOBAaTH IXHill BIUIMB Ha PiBeHb 3aJIy4€HOCTI, JOBIPH, HaMipy
JI0 KYIIBJII Ta JOSJIBHOCTI CIIOKKBadiB. L{e CTBOpIOE OCHOBY ISl IPUHHATTSI OOTPYHTOBAHUX
YIPaBIIIHCBKUX pillleHb Y cepl MapKETUHIOBUX KOMYHikalii. [lepeBaraMmu 3ampornoHoBaHOl
MOJIel € — YHIBepCAIbHICTh, QJaNTHUBHICTH 1O MH(PPOBOTO CEpeIOBUINA Ta MOXIHBICTH
eMIipuYHOi TepeBipku. 1i 3acTocyBaHHs TigBUILye e()EKTHBHICTh MAapKETMHIOBUX
KOMYHIKaIlild, CHpHUs€ ONTHUMi3almil KOMYHIKAIIMHUX BHUTPaT 1 (QOPMYBaHHIO CTIHKHX
KOHKYPEHTHHX IepeBar MiAnpHEMCTB, IO i ATBEPUKYE 11 MPAKTHUHY Ta HAYKOBY JTOLITBHICTb.

BucHOBKHM 3 IbOTO JOCTIT:KEHHS i MEePCIEKTUBH MOAAJBIINX PO3BIAOK Y JaHOMY
HANPAMKY. 3a pe3yiabraTaMHu 3[1HCHEHOro JOCHiKeHHsS OOTPYHTOBAHO, IO Bizyali3ailis
iHpopMarlii € KIIOYOBHUM IHCTpyMEHTOM (opMyBaHHS e()EKTHBHHX MAapKETHHTOBHX
KOMYHIKaLlI{ MiIPUEMCTB B yMOBaX HU(POBOro Ta KOHKYPEHTHOTO PUHKOBOTO CEPEIOBHUIIIA.
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Bcranosneno, mo Bizyamizailis iH(opmarlii BiJirpae CUCTEMOYTBOPIOIOYY POJIb Yy Mpolieci
nepenadi  MapKeTHHTOBHUX IIOBIZOMIICHB, 3a0e3ledyroud MiJBUINEHHS IX 3pO3yMLIOCTI,
e€MOIIiIHHOT TPUBAOIUBOCTI Ta 3/IaTHOCTI BIUIMBATH HA IMOBEIHKOBI PEAKIIil CIIO)KUBAYiB.

Y Mexax JOCH/DKeHHS Y3arajllbHeHO TEOPETHYHI WiAXOAW 0 TpPaKTyBaHHS
MapKETUHTOBMX KOMYHIKaIlii Ta Bisyam3amii iHdopmaii, mo 103BoiwiIo chopmyBaru
aBTOpPChbKE OavyeHHS iX B3a€MO3B’s3Ky. PO3p0o0JICHO MOJENb BHKOPUCTAHHS Bizyautizaril
iHpopmarllii B MapKETHHTOBHX KOMYHIKaIlisIX, $Ka IHTETpye I1HCTPYMEHTH Bizyasi3alii,
KOTHITUBHO-EMOIIIMHI MEXaHI3MH BIUIMBY Ta KIIOYOBI TIOKAa3HUKU PE3yIbTaTUBHOCTI
MapKETHHIOBOI JISUTBHOCTI. 3amporoHOBaHAa MOZEIbh CTBOPIOE OCHOBY ISl KUIBKICHOTO
OLIIHIOBaHHS BIUIUBY Bi3yaJlbHUX IHCTPYMEHTIB Ha PiBEHb 3aJy4€HOCTI, JAOBipH, HaMmipy 10
KYIIBJIl Ta JIOSUTBHOCTI CIIOXKKMBaviB. [IpakTH4HA 3HAYYIIICTh OTPUMAHUX PE3YJIbTATIB MOJISATAE
Yy MOXJIUBOCTI BHKOPHCTAHHS 3allPOITOHOBAHOT MOJENI IMiJIMPHEMCTBAMU ISl TTiIBHILIECHHS
PE3YIABTATHBHOCTI MAPKETUHIOBUX KOMYHIKAI[IM Ta ONTHUMI3allii KOMyHIKaIlIHHUX CTpaTeriu.

[lepcnekTHBY TOAANBIINX JOCHIHKEHb IMOB’SI3aHI 3 TMODIMOJCHHAM EMITipUYHOI
NIEPEBIPKYU 3alIPOIMIOHOBAHOT MOJIENI HA Pi3HUX Taly3eBUX PUHKaX, 30KpeMa y cermMmeHTax B2B
ta B2C, a TakoX 3 aHaIi30M BIUIMBY OKPEMHUX BHIB Bizyasi3alii (iIHTepaKTUBHOI, JOMTOBHEHOT
pEabHOCTI, IEPCOHAIII30BAHOTO KOHTEHTY) Ha MOBEIHKY CIIO’KHUBaYiB.
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Information visualization as tool for forming marketing communications.

The aim of the article is to substantiate the methodological foundations for the use of
information visualization and to assess its impact on the effectiveness of enterprise marketing
communications.

Analysis results. The article examines the role of information visualization as a tool for shaping
effective marketing communications of enterprises in the context of digitalization and increasing
competitive pressure. The relevance of the study is driven by the growing information overload faced
by consumers and the need to identify new approaches to enhancing the effectiveness of marketing
messages. The study employs systemic, process-based, and behavioral approaches, as well as methods
of analysis, generalization, and modeling. Based on a review of contemporary domestic and
international scholarly sources, key information visualization tools and the mechanisms of their
influence on consumers’ cognitive, emotional, and behavioral responses are identified, and the
functional role of information visualization within the marketing communications system is defined. The
paper substantiates the impact of visualization tools on the levels of consumer engagement, trust,
purchase intention, and loyalty, thereby creating a basis for further empirical research. As a result of
the study, a model for the use of information visualization in marketing communications is proposed,
combining visualization tools, psychological mechanisms of perception, and indicators of marketing
performance.

Conclusions and directions for further research. The developed model integrates the identified
patterns into a coherent marketing communications strategy and provides a methodological framework
for enhancing the effectiveness of brand—consumer interactions. The practical significance of the results
lies in their potential application by enterprises to improve the effectiveness of communication strategies
and to build sustainable competitive advantages.

Keywords: information visualization, consumer behavior, marketing communications,
engagement, brand trust, purchase intention, consumer loyalty.
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KJIIOYOBI IOKA3HUKU E®EKTUBHOCTI BIIPOBA/IZKEHHS IITYYHOI'O
IHTEJIEKTY Y MAPKETUHI'OBI IPOLIECH EJIEKTPOHHOI KOMEPIIIT

YV cmammi posensdaromoecs knouosi nokasmuku egexmusnocmi (KPI) ax incmpymenm
CUCMEMHO20 YNPABTIHHA MPAHCHOPMAYIEI0 MAPKEMUHSOBUX NPOYECi6 NIONPUEMCME eJIeKMPOHHOT
KoMepyii npu enpoeaoddicenHi wimyunozo inmenexmy. Ilpeocmaeneno 6Gazamopienesy Mooenb
ynpaeninua  3minamu  (¢petimsopk  E-C-R-S-T-M), saxa inmespye cmpameeiuni, onepayititi,
MEeXHON02TYHI Mma (PIHAHCOBI NOKAZHUKU 6 €OUHY Kepogawny apximexmypy. Hocniosxcenns oxonaioe
OdemanvHul ananiz KPI 0ns koocnozo emany mpancgopmayii: 6i0 ekcnepmusu OizHec-yinetl, ayoumy
Oanux i po3pobKu mooenel 00 meCmy8ants, NOGHOMACUMAOHO20 8NPOBAONCEHH MA be3nepepeHO2o
MoHimopuney 1 onmumizayii. Pozensioaromscs bazamoutaposgicms, e1ubUHA AHALIMUKY MA NPO30Pichmb
inmepnpemayii KPI, wo 3a6e3neuyioms 6i0meopiosanicmsy po3pAXyHKIE, MONCIUGICIb ONEPATNUBHOZO
Ppeazy8anHs HA PUHKOBI 3MIHU Y PealbHOMY Haci ma NiOGUUWEHHs AKOCMI YNpaeliHCbKUX pilleHb.
Ompumani pe3yromamu Mojcyms OYmu GUKOPUCMAHT NPAKMUKAMU OJisL RPOEKMYBANHS, OYIHIOBAHMS,
NOPIBHAHHA ANlbMEPHAMUE | NOemanto20 600CKOHANeHHs Al-piwens y mMapkemuH208uUx CUcCmemax
eeKMPOHHOI KOMeEPYil.

KitouoBi croBa: IITyYyHWI 1HTENEKT, KIIOYOBI ITOKAa3HWKH €QEeKTUBHOCTI, EJIeKTPOHHA
KoMep1Iist, HU(POBUH MapKETUHT, YIpaBIiHHA 3MiHaMu, ppeiiMmBopk E-C-R-S-T-M.

DOI: 10.15276/mdt.10.1.2026.12

IMocTaHoBKa mpodjeMH B 3arajbHOMY BHUIJIsSAI Ta il 3B'I30K 3 BaKJIUBHMHU
HAYKOBHUMHM 200 NPAKTHYHUMHU 3aBAaHHAMHU. CydyacHa eJeKTpPOHHA KoMeplis (YHKIIOHYE B
YMOBAax JTMHAMIYHOI KOHKYPEHIIil, Ie TEXHOJIOT14H1 PIIIEHHSI CTal0Th BU3HAYAIbHUM (PaKTOpPOM
yemixy. [ligmpruemMcTBa €1eKTpOHHOT TOPTiBIII MOCTIHHO CTUKAIOTHCS 3 HEOOX1HICTIO aianTarlii
JI0 3MIH y TOBE/IIHIII CITOKUBAYiB, TTOSBU HOBUX KaHAIIB B3a€EMOII1 Ta 3pOCTAIOUNX OUIKYBaHb
monao skocti obcmyroByBaHHs. Lltyunuit intenexkt (ILII) naGyBae crarycy miardopmu
TpaHcopmarlii, HaJal4d MOXJIMBICTb AaBTOMATHU3YBaTH CKJIAJHI MapKETHUHIOBI IPOIECH,
NPOTHO3YBaTH TOBEAIHKY KII€HTIB, MEPCOHATI3yBaTH KOMEpILIHHI NpOMmo3uuii Ta
ONITUMI3yBaTH BUTPATH Y pEATbHOMY Yaci.

Opnak ycmimHe BrpoBajpkeHHs IIII y MapkeTwHroBi omeparii BUMarae HaJiiHOI
CHUCTEMHU BUMIPIOBaHHS PE3y/bTaTiB, CIEMIAIIbHO aJanTOBaHOI M0 CHeludiKd eNeKTpOHHOT
komepiii. Ha mpaktuii 6arato KoMmaHiii CTHKalOThCS 3 TPYIHOLIAMH TPH OLIHIOBaHHI
edextuBHOCTI Al-IpoekTiB, ockinpku TpaauiiiiHi KPl He BimoOpakaroTh CKIAJAHICTh
TEXHOJIOTIYHUX 3MiH, OaraTOBUMIpHICTh BIUIMBY Ha Oi3Hec-TpollecH Ta JUHAMIYHICTb
PHHKOBOTO CE€PEIOBHIIIA.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Ile cTBOprOE pO3pPHB MDK TEXHIYHUMH JOCATHEHHSMH Ta Oi3HEC-I[IHHICTIO
BIIPOBA/KCHHS, YCKJIQJHIOE YIPABIIHHA 3MiHAMHU Ta 3alOBLIBHIOE MACIITAaOyBaHHS PIIICHb.
TakuM 4YMHOM, aKTyallbHICTh LBOTO JOCHIPKEHHS IMOJIATaE y po3podll KOMILIEKCHOT,
OararopiBHeBoi cucremu KPI, sika cHHXpOHI3y€ TEXHOJOTI4YHI BUMOTH, OIepalliiiHi 3aBIaHHs,
MapKEeTUHTOBI I Ta (PIHAHCOBI PE3yNbTaTH B €AUHY Y3TOKEHY MOJENb YIPaBIiHHS
TparcopMaIliero.

AHaJi3 OCTaHHIX JOCHiIKeHb 1 nyOJikamii, y SIKMX NOKJIAJAeHHHd I04YaToK
BUPIillICHHIO JaHOI mMpo0JjieMH i Ha sKi cnupalTbest aBTOPHU. [luTaHHs BrpoBaiKEeHHS
MITYYHOTO 1HTEJICKTY B OIepallii eJIeKTPOHHOI KOMepIii MpuBepTae Bce OUIBITY yBary CBiTOBOT
HaykoBoi cnisibHOoTH. DyHnamentanbue nocnimkeHas Klia P. [1] npucssiuene ananizy Al sk
IHCTpYMEHTY TpaHchopmartii 6i3Hec-TIpoIeciB y eIeKTPOHHIN TOPriBili. ABTOpP JEMOHCTPYE,
mo ycriniae Brposapkenns LI Bumarae He TUIBKH PO3pOOKH NEpEOBUX alTOPUTMIB, aie i
MoOYJOBM 1HTErpOBAaHOI CHCTEMH YIIPaBIiHHA 3MiHAMH, SKa OXOIUIIOE€ BCl aCHEKTH
Oprasi3amiiHoi IisTbHOCTI.

Pozmmpene nocnimxkenns Khrais L.T. [2] mpo poib IITY4HOTO IHTENEKTY Y POpMYBaHHI
CHOXHBALIBKOTO TOMUTY B €-KOMEpIii IOKa3ye KPUTHYHY BaKIMBICTH pO3pOOICHHS
OaraTomapoBoi CUCTEMH MOKa3HUKIB e(EeKTHUBHOCTI. ABTOp HAroJIOIIye, 110 BIPOBAKEHHS
Al-pimens motpelOye mapanenbHoi pO3pOOKH KOMIUIEKCHOI CHCTEMH MOHITOPHHTY, SKa
OJIHOYACHO OXOIUTIO€ TEXHIYHI IMOKA3HWKH SKOCTI aJITOPUTMIYHHMX MOJIENIeH, IMOBEIIHKOBI
MOKAa3HHUKH PEaKIIil Ta 3aJJ0BOJICHHS KJIi€HTIB, (PiHAHCOBI MOKA3HUKU OKYITHOCTI IHBECTHIIIH Ta
oprasizarliiiii MOKa3HUKHA TOTOBHOCTI Ta 3JJaTHOCTI KOMaH/IH JI0 3MiH.

Hocmimxenns Gochhait S., Ta koner [3] akueHTye yBary Ha HEOOXiTHOCTI PO3YMIiHHS
3aKOHOMIPHOCTEH ITOBEIIHKH CITOKMBAYiB ITi/I Yac BHpOBa/KeHHs Al-TexHomoriid. ABTOpH
JI€MOHCTPYIOTh, 1[0 IITYYHUH 1HTEIEKT JO3BOJISIE OPTaHi3aIlisIM BUSBIIATH IPUXOBaHI MATCPHH
y TIOBEJIiHIII KJIIEHTIB Ta MPOrHO3YBATH iXHI MalOyTHI il 3 BUCOKUM CTYIEHEM TOYHOCTI, 1110
0e3mnocepeIHbO BIUTMBAE HA €(DEKTUBHICTh MAPKETHHIOBHX OIEpalliii Ta yTpuMaHHs KIII€HTIB.

VY KomIuleKCHOMY JociifpkeHHi Srivastava Ta Srivastava S. C. [4] posrisgaeTbes
TpaHncopmariiifHa posb iHGOPMAIIITHUX CHCTEM Ta aHAJITHKU BEJIIMKUX JaHUX y (hOpMyBaHHI
CTIMKHMX CTpaTeriuHux mnepesar MiAMPHEMCTB €JIEKTPOHHOI KoMepIlii. ABTOPH HaroJomylTh,
mo ycmimHa mudpoBa TpaHchopmarlliss TOTpedye HE JIMIIe BIPOBAIKEHHS TMEPEIOBUX
TEXHOJIOTH, ane i (yHAAMEHTAIBbHOrO MEPeryisigy CHUCTEM BHMMIPIOBAHHS Ta YIpPaBIiHHSA
epextuBHicTIO. [loKka3aHo, 10 KOMMaHIii, fKI BIOPOBA/PKYIOTh CTPYKTYpPOBaHI, HAayKOBO
OOI'PYHTOBaHI MiIXOAM 10 MOHITOPUHTY pe3yJbTaTiB Ha BCIX PIBHAX ONEpaLifHOI JisSUIBHOCTI,
JEMOHCTPYIOTh BHILY OKynHIcTh iHBecTulid (ROI) Ta Oinbmr crilfike, mnependadyBaHe
JIOBFOCTPOKOBE 3pOCTaHHsI Y KOHKYPEHTHOMY CepeI0BHIIIL.

3Haunmo gociimkeHHs Venkateswaran P.S. Ta immmx [5] cdokycoBane Ha
apxiTeKTYpHUX acrekTtax nodyaoBu cucteM KPI st TeXHOJOrIYHUX NPOEKTIB. ABTOpHU
aKLIEHTYIOTh YBary Ha KpUTHYHIM HEoOX1qHOCTI TpupiBHEBOI apxiTekTypu KPI, ne Taktuusi
MOKa3HUKH CITy’aTh IHCTPYMEHTOM OIEPAaTUBHOIO YIPAaBIiHHSA Ha piBHI KOMaH/[, CTpaTeriuHi
MOKa3HUKM 3a0e3MedyloTh BUPIBHIOBAHHS YCIX IHILIATUB 3 JOBTOCTPOKOBUMH LIJISIMHU
oprasizailii, a TEXHIYHI MOKa3HUKH JO3BOJIAIOTh KOHTPOJIOBATH SKICTh Ta HAIIHHICTh
po3pobiroBaHKX pilieHb. L{e qocniakeHHs 1ae HayKOBO OOTPYHTOBaHY MiACTaBY JUIsl pO3pOOKH
OaraTomapoBoi, IHTETPOBAHOT CHCTEMHU MOKA3HHUKIB, CIELIaTbHO aJanToBaHOI 10 crienudiku
Ta CKJIaJHOCTI Al-MIPOEKTIB y KOHTEKCTI MAapKETHHTY.

[TpakTuHo opieHTOoBaHe nochimkeHHs Jha ta Sharma [6] ameranpHO aHami3ye
MOXJIMBOCTI ONTUMI3aIlli MapKETHHTOBUX KaMIIaHId 3a JIOMOMOTOK CY4YaCHHUX METO/IIB
MAaIIMHHOT'O HABYAHHS B YMOBaX €JIEKTPOHHOI KOMEpIIii. ABTOPH I€MOHCTPYIOTh EMITIPUYHUM
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NUISIXOM, IO TpaauiiiHi MapkeTuHroBi Merpuku (koHBepcis, ROI, CAC) marote Oytm
HEOJIMIHHO JIOMIOBHEHI pO3IIMPEHUM HA0OPOM TEXHIYHUX MOKA3HMKIB SIKOCTI PO3POOIIFOBAHUX
MojieJield MAaIlMHHOTO HaBYaHHs (To4HICTh Kimacudikamii, recall, metpuka AUC-ROC) Ta
OpraHizallitHUMH METPHKaMH, SKi BHUMIPIOIOTh 3/JaTHICTb Ta TOTOBHICTH MEPCOHATY
aJanTyBaTUCS 0 3MiH ISl TOJIETHIEHHS yrpaBiiHHS Al-mpoekTom Ta 3abe3nedeHHs Horo
YCIIXY.

Kommekcne pocmimkennss Tran L. 1. [7] mpo ctBopeHnst Al-3anexHOro mocBimy
KJIIEHTIB BHCBITIIIOE MHOXXHHY MOXIJIMBOCTEH TepcoHami3amii Ta aHaTITHKH B EJIEKTPOHHIN
KoMepIlii. ABTOp JEMOHCTPYE, IO CUCTEMH, MOoOyA0BaHl Ha 0a3i MalIMHHOTO HaBYaHHS Ta
MOBEIIHKOBOI aHATITHKH, JIO3BOJISIFOTH OPraHi3allisiM TEPEeXOIUTH BiJl PEaKTUBHOI MOIENi
MapKeTUHTYy (BIAMOBiAb Ha YyXe CPOpPMOBaHI MOTPEOM KIIEHTIB) JO IMPOAKTUBHOI MOEINI
(BUTEpeKEeHHS Ta Iepe10aueHHs MOTPeO KIIIEHTIB y peaTbHOMY Yaci), o 3a0e3nedye CyTTEBY
KOHKYPEHTHY IepeBary y ITMHaMiYHOMY PUHKOBOMY CEpEOBHILI.

TakuM YWHOM, MDKHApPOJHA HAayKOBa 0a3a OCTaHHIX POKIB MiATBEPKYE Ta
OOTpYHTOBY€E KPUTUYHY HEOOXIIHICTH PO3POOKHM KOMILIEKCHOI, aJalTHBHOI, 6araTopiBHEBOT
cucremu KPI st ynipasiinas TpanchopMamiiiHuMH IpoIiecaMy Y BIPOBAHKEHHI IITYYHOTO
IHTEJNEeKTY B omepallii enekTpoHHO1 kKoMmepiii. HaykoBa cniibHOTa KOHCEHCYCHO BH3HAE, 1110
ycmix Takoi TpaHchopmaiii 3ameXuTh HE BiJl OKPEMHUX TEXHOJIOTIYHUX KOMIIOHEHTIB, a BiJ
[TICHOTO, IHTErPOBAHOTO MIAXONY, SIKHH CHHXPOHI3y€ TEXHIUHI, ONEepaliiiHi, TaKTHUYHI Ta
CTpaTeTi4Hi aCIEeKTH yIPaBIIiHHS 3MiHAMH.

BuginenHsi HeBHUpilIeHHX paHille YacTHH 3arajbHoOl MNpPo0JeMH, KOTPUM
npucBsiuyerbess crarra. [lompu 3Haunumii mporpec y po3pobmi  Al-TexHomnorid s
MapKETHHTY, 3aJIMIIA€TbCI HEJOCTaTHRO BUBYEHO MUTaHHSA cTpykTypusamii KPI npu
nociinoBHoMy BrpoBapkeHHI LI Ha mpakTwmi. BimbmicTs JOCTIKEHb 30CEPEPKYIOTHCS Ha
OKpeMHX KOMIIOHEHTax (HaHi, Mojeii, peKoMeHialii), ajge Opakye IUIiCHOI Mojaeni
VIPaBIiHHSA, sIKa IHTETPYE BECh CIEKTP IOKa3HUKIB BiJ] CTPATEriyHOrO IUIAaHYBAaHHS [0
OesnepepBHOi onTuMizamii. KpiM Toro, HemocTtaTHLO pPO3pOOJICHO TMUTAaHHS aJalTHBHOCTI
cucremu KPI no pi3Hux mopeneil eneKTpOHHOT KOMepIii, IMBUIKUX 3MiH PUHKY Ta HOBHX
dopmariB KIIEHTCHKOI B3aeMoii. BincyTHs meromonorid, sika 6 3a0e3neunsa THYUKICTh B
YMOBaxX HEBU3HAYEHOCTI IIPU BIPOBA/KEHH] IHHOBAL[IHHUX PIIIEHb.

®opMy.TI0OBaHHSI MeTH CTATTi (IIOCTAHOBKA 3aBAaHHsA). MeTol CTarTi €
OOrpyHTYBaHHs Ta JeTaJli3allisi CACTEMH KJIFOYOBUX MTOKA3HUKIB €(DEKTUBHOCTI JIJIs yIIPaBIIHHS
IPOIIECOM BIIPOBA/DKEHHS IUTYYHOIO I1HTEJEKTY y MAapKETUHIOBI omepauii MiJIpueEMCTB
€JIEKTPOHHOI KOMepIlii Ha OCHOBI OararopiBHeBoro (ppeiimBopky E-C-R-S-T-M. Jlo ocHOBHUX
3aBJlaHb HaJEXKaTb:

1.Po3kputTs cyTHOCTI Ta cTpykTypu OararomapoBoi cucremu KPI nns Al-mpoekriB y
MapKeTUHTY;

2. JletanpHui aHaNi3 TMOKa3HUKIB €(PEKTUBHOCTI HAa KOXXKHOMY eTami (pelMBOpKY
(Expertise, Collection, Research, Scale, Transform, Maintain);

3.00TpyHTYBaHHs 3B'A3KIB MK TEXHIYHUMH, OIEpaAlIiHUMH, OI13HECOBUMU Ta
OpraHi3aiiiHUMH MMOKa3HHUKaAMHU.

BuKkJ/ageHHs] OCHOBHOTO MaTepiajy AOCTiIKeHHs 3 MOBHHUM OOIPYHTYBaHHSM
OTPUMAHMX HAYKOBHX pe3y/bTaTiB. TpaauiiiiHi cucTeMH BHUMIPIOBaHHS Yy MapKETHHTY
(xonBepcis, ROL, CAC, LTV) BusBistoThCcs HeIOCTaTHIMU Mpu BrpoBamkeHH1 LI yepes ixHio
c(OKYyCOBaHICTh Ha KIHIIEBOMY pe3yJIbTarTi, a He Ha mpoiieci Tpancopmauii [8]. Cucrema KPI
st Al-mpoektiB moOynoBaHa Ha 3acajgax, sIKI CHHXPOHI3YIOTh TEXHIuHI, Oi3HECOBl Ta
opraHizaliifHi aclieKTH BIPOBaKEHHs. baraTomapoBicTe 03Hayae 0JlHOYACHE BUMIPIOBAHHS
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e(DEeKTUBHOCTI Ha KITBKOX PIBHAX. TEXHIYHHH pPIBEHb CTOCYETHCS TOYHOCTI MOJIEICH,
MIBUJKOCTI 00poOKH iH(opMarlii Ta yacy BiJKIMKY CUCTEMH Ha HOBI aHi. OnepauiiiHuii piBeHb
OXOIUTIOE SKICTh JIAHWUX, YCHIIIHICTH iHTerpamii API, 3aBepiieHicTh MirpamiiHuX IPOIECiB.
TakTnuHuii piBeHb (QOKYCyeTbcss Ha Oe3mocepenHix KOMEpIiHMX pe3yibTarax sK-TO
KOHBEPCisl, IEPCOHAII30BAHICTh MPOMO3UIIIN, CEpeIHINi YeK 3aMOBIeHHS. CTpaTeriyHuil piBeHb
nepeadavae JOBrOCTPOKOBI MOKAa3HUKU YTPUMAHHS KIIIEHTIB, PO3MIMPEHHSI PUHKOBOI MO3HUIIIT
Ta KOHKYpPEHTHOI nepeBaru. KoxkeH 3 1uxX piBHIB Ma€ BIJIACHI KpUTEPii OIIHKH, IPOTE BOHHU
3aJMINAIOTHCS TJIMOOKO B3a€MOIIOB'SI3aHUMH Yepe3 €JUHY CHUCTeMYy JaHMX 1 3arajbHi L
KOMIaHii.

['muOuna anamituku uis Al-TIpOEKTIB MOJIATa€ Yy BUKOPHCTAaHHI NEPEIOBUX METO/IB
MAaIllMHHOI'O HAaBYaHHS Ta MOBEIIHKOBOI aHAIITUKU JUIsl POTHO3YBaHHS pEaklid KIEHTIB Y
pexxumi  peanbHOoro 4yacy. lle mo3Bosisie mepeTH BiJ PEaKTUBHOIO MAapKETHUHTY, Je
MIIMPUEMCTBO pearye Ha yxe cPOpMOBaHI BIOJOOAHHS CIOKHMBAdiB, JI0 IMPOAKTUBHOTO
nepeadavyeHHs] MOMUTY Ta MaiOyTHIX TpeHAiB. TakuM YMHOM MapKETHHI CTa€ HE MPOCTO
IHCTPYMEHTOM KOMYHIKallii, a CHCTEMOIO0 nepea0adeHH s, Ka BUIEpeKae MoTpedu ayauTopii
Ta TOTYETHCS JI0 HUX 3 IOCTATHIM YaCOBHM 3aI1acOM.

[Tpo3opicTh po3paxyHKiB cTae 0COOIMBO KPUTUYHOO, KOJIM MOBa i€ PO KOMITJIEKCHI
Al-monerni. BoHa o3Ha4ae MOXKIIUBICTh BIATBOPUTH 1 MOSICHATHA KOXKCH €JIEMEHT OOYHMCIICHHS
MOKa3HMKa, IPOJAEMOHCTPYBATH B3a€MO3AJIC)KHICTh IaHUX Ta aJIrOPUTMIB, BUSBUTH KOHKPETHI
YHMHHUKHY, 10 BIUIMBAIOTh HA 3MIHHM PE3YJIbTATiB Ta J03BOJIAIOTH Oi3HEC-JigepaM MpUUMaTH
OOTrpyHTOBaHI YIPaBIIiHCHKI PIllICHHS.

AnantusHicTh cuctemu KPI nepenbadae roydke nepenpu3HadeHHs MOKa3HUKIB y XO/i
IIBUJIKUX 3MiH PHHKY, ITOSIBU HOBUX KaHATIB B3a€MOJII 3 KJIIEHTaMHU Ta NEpexXoay 10 HOBUX
Oi3Hec-mogeneld. lle 0coONMMBO BAXIMBO y TUHAMIYHOMY CEpEIOBHINI e-commerce, e
CHOTOJIHIIIIHS YCIIIIIHA CTPATeris MOXKE CTaTH HEBIANOBITHOIO YK€ 4epe3 KiJIbKa MICSIIIB.
Cucrema MoOBHHHA 3a0e3IeUyBaTH MOXIIMBICTh IIBHJKO IEPEHATAINTOBYBATH MOKA3HHUKH,
JI0JIaBaTH HOB1 METPUKH a00 TpaHCHOPMYBATH iCHYIOU1 6€3 BTpaTH KOHTPOIIO Ta MPO30POCTI.
Taka aganTUBHICTH NEMOHCTPYE BHUINWK pIiBEHb YNPABIIHHS, A€ KOMIIaHig HE IacUBHO
CriocTepirae 3a pe3yjibTaTaMH, a aKTUBHO (OpMye CBOIO MO3MIII0 Yepe3 MPaBHIBHO
HaJIAIITOBAH1 MMOKa3HUKU €EKTUBHOCTI.

3amponoHoBaHM  (QpeHMBOpPK  IHTErpye  ULIICTh  B3Aa€EMOIOB'A3aHUX  E€TalliB
TpaHchopmariii:

E — Expertise (Excniepru3za Gi3Hec-11iJ1eil) — cTpaTeriyHuii anamii3, GopMyBaHHs riloTe3,
BUPIBHIOBaHHs O13HEC-1[1eH 3 MOXKIUBOCTSIMU Al

C — Collection (36ip Ta miAroToBKa JaHUX) — IHBEHTapHU3allis JuKepel, 3a0e3neueHHs
SKOCTI Ta MOBHOTH 1H(OpMallii, KOMIIJIA€EHC 3 HOPMaMH 3aXHUCTY JIaHUX.

R — Research (Po3poOka monyniB IHI) — po3poOka Mojenelt, Baifanis aaropuTMis,
3a0e3rmeyeHHs JOOPOUECHOCTI Ta 1HTErpallii.

S — Scale (TectyBanns Ta Bamijaiisi) — mpoOHE BHIPOBAKEHHS, A/B-TectyBaHHs,
OIIIHKA TOTOBHOCTI /10 MacIITaOyBaHHS.

T — Transform (Tpanchopmariisi MapKeTHHTOBUX oOIepaliil) — IMOBHA I1HTerpaiis
pillIeHb, IEPEBEICHHS TIEPCOHAITY, ONITUMI3allisl POIIECIB.

M — Maintain (MoHiTopuHT 1 omnTuMizaiis) — Oe3nepepBHA OIIHKA, aJamnTarlis,
PO3BHUTOK HOBUX MOKJTHBOCTEH.
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Tabmuus 1 — Marpunsg KPI s dpeitmBopky E-C-R-S-T-M

PiBens E Cc R S T M
BUMIPIOBaHHS Expertise | Collection Research Scale Transform Maintain
Innexc
IToxpurrs JICKS . %
. SIKOCT1 TouHicTh TecrtoBa .
. . aHamizy, N asromatus3o | IlIBuakicts
Texuiuaunit JIaHUX, MoJieNeH, TTOKPHUTTS .
rMouHa L BaHMX BIZIKITUKY
. Bamignicte | AUC CleHapiiB .
rinores . IpoIIeciB
3aIuCiB
[IBu Yactka SkicTh .
Yac B Yacrka Edexrusnicr
AV KICTb aBTOMAaTH3 . nepexony
Oneparuiitanit Y3rOmKeH | . MIPUHHATTA b
s iHTerpamnii | oBaHHX . IO HOBHX .
HSI LUTei 3MiH . MOHITOPHHTY
API 3amad podeii
EdexTuBHi . .
LTV Feature cg, [pupict Temn Juramika
TaxTnaHui .. | readiness KOHBepcii, 3aIyCKy KOHBepCii,
ROMI i pexoMeHaa -
score o yeKa KaMIaHii ROI
i
PiBenn .
. .. | Immekc InTepnpero SxicTb
L iHTeTpanii . ROI . VYTpumanus
Crpareriyaui . GDPR/CC | Banicth . iHTeTparil S
Al 31 . PpILIEHHS KJIIEHTIB
. PA MozIeen Al y xaHanu
CTpaTeTi€r0

Ixepeno — ChopMoOBaHO aBTOPOM

Eman Expertise 3aknanae (yHmameHnT ans Bciei Tpancdopmarii, BH3HAYAIOUU
CTpaTreriune 0aueHHs Ta MPAKTHUYHI [Tl BOPOBAKEHHS IITY4HOTO iHTenekTy. Ha it crazii
opraHisamis TPOBOJAWTH KOMIUICKCHHW aHaji3 IOTOYHOTO cTaHy Oi3Hecy, PpHUHKOBHUX
MO>KJIMBOCTEH Ta TEXHOJOTIYHUX MOMJIMBOCTEH, a TaKoK (OPMYIIO€E YiTKi, BUMIpIOBaHI L1
st Al-inimiatue.OXOIUIEHHST CTPATETiYHOrO aHali3y BigOOpa)kae, HACKUIBKH TJIHOOKO
oprasizaiis po3yMmi€ BJIaCHE MO3MI[IOHYBaHHS Yy AMHAMIYHOMY DPHHKOBOMY CEpEIOBHII,
BKJTIOYAIOUM aHAaJi3 KOHKYPEHTIB, CETMEHTAIil0 KIIIEHTCHKOI 0a3W, pPO3IMi3HaBaHHS BY3bKHX
MICI[b y MOTOYHHMX MpOIEcax Ta BHUSIBJICHHS CErMEHTIB 3 HAMOUIBIIMM MOTEHILIAJIOM st
aBromaruzanii. Skicte rinmore3 BrpoBakeHHs IIII BH3HauaeThCs HE mHIIE KUIBKICTIO
3alpONOHOBAHMX CIIEHApiiB, a I KOMEpILiiiHOI OOIPYHTOBAHICTIO KOXKHOI 171€i, BKJIIOYaroun
OLIIHKY Koe(ilieHTa BIUIMBY Ha OI13HEC, MPOTHO30BaHy OKYMHICTb Ta BIAMNOBIIHICTh
JIOBFOCTPOKOBIH cTpaTerii KoMmaHii.

[{eHTpanbHUMU MOKa3HUKAMH e(peKTUBHOCTI I[boro eTany € LTV (1moxuTreBa iHHICTD
kiieHTa) Ta ROMI (okymHiCTh MapKETHHTOBUX 1HBECTHIiH), SIKi BU3HAYAIOTHCS K LLTHOBI
MOKA3HUKH, J10 SIKUX [TOBHHHA NpSAMYBaTH Bcs TpaHchopMalis. Yac y3ro/keHHs Liied cepen
pi3HUX cTeikxonaepiB (KepiBHULTBO, MapkeTuHr, IT, omepauiiiHa komaHza) sBiisi€e COOOIO
KPUTHYHUN METaloOKa3HUK, OCKUIbKU PO301KHOCTI y PO3YMIHHI LIUJIEH € OJHIEI0 3 OCHOBHUX
npuyrH Heaadi Al-mpoektiB. PiBeHb iHTerpamii Al 31 crpareriero KoMmnaHii BUMIPIOETHCS
YaCTKOIO CTPATETIYHUX HANPSAMKIB, /Ul SKUX YITKO BU3HA4Y€HA POJIb HITYYHOI'O 1HTENEKTY Ta
BCTAHOBJICHI OYIKYBaHHS BiJ HOro BIpoBakeHHs. KiTbKICTh aBTOMATH30BaHHMX CLIEHAPIiB
CTAaHOBUTHb KOHKPETHHUI MpO OLIHEHUI O0O0CAT MpOLECIB Yy MAapKETUHIOBHX OINEpaiisix, Je
IUIAaHY€ThCSI  BOPOBaJUKeHHA  Al-pilieHb, BiJ] TepCOHANI30BaHUX pEKOMEHAALId 10
ABTOMATUYHOI ONTUMI3allli pEeKIaMHUX OIOJIKETIB.

Skicth naHux € QyHnameHToMm yciei Al-apXiTeKTypu, OCKIIBKM HaBiTh HaiOLIbII
co(icTUKOBaHI aIrOPUTMH HE MOXKYTh HaJaBaTH SKICHI pe3yabTaTH, SKIIO BHXIJHA
iHdopMallisi MICTUTh MOMUWIJIKH, Tpomnycku abo HesianoBigHocTi. Ha erami Collection
oprasizaiisi 31iHCHIOE IHBEHTapU3allil0 BCIX JOCTYMHMX JpKepes JaHuX, Bkiodaroun CRM-
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cucremu, ERP-mmatdhopmu, email-MapkeTHHIOBI cepBicH, coliajlibHI Mepexi, 3amucu call-
HEeHTPY, 30BHIIIHI API Ta BiIKpHUTI AaHi, OLIHIOIOYH, SIKY YaCTHHY 3 HUX BXKE IHTETPOBAHO Y
€MHY cucTeMy. [HIeKC AKOCTI Ta aKTyalbHOCTI IaHUX BU3HAYA€ YACTKY 3aIKCIB, SIKi IOBHICTIO
3aJJ0BOJIBHAIOTh BHM3HAYEHI CTAaHAAPTH TOYHOCTI Ta PEJIEBAHTHOCTI i MapKETHHTOBUX
AHATITUYHUX 3aBJaHb. BiJACOTOK BalliTHUX 3alUCIB TOKa3ye JOII0 JaHUX, SKI YCHIIITHO
NPOMIUIM aBTOMATH30BaHY Ta PYyYHY BaJlifamito 6e3 KPUTUYHUX MOMUJIOK Y KIFOUOBUX MOJISX.
Feature readiness score Jyisi MalllMHHOTO HaBYaHHS MPEJCTABIIsA€ TOTOBHICTh HAsIBHUX JaHUX
JUis 6e31ocepeTHbOTr0 BUKOpUCTaHHs y ML-Moensx, BpaxoByIOUH SIK TOBHOTY IOJIIB, TaK 1 iX
3MICTOBHICTh I TporHo3yBaHHs. IHaekc BimmoBimHocti HopMam GDPR/CCPA crae
KPUTUYHHM Yy Cy4acCHOMY HOPMAaTHBHO-IIPABOBOMY CEPEIOBHILI, 3a0e3leuyroun, M0 BCi
MePCOHANIbHI JaHi 0OpOOJISIOTHCS Yy CTPOTiH BIAMOBIAHOCTI JO 3aKOHOJABCTBA IMPO 3aXHUCT
NPUBATHOCTI, BKIIIOYAIOUM HASBHICTH 3T0JI KOPUCTYBadiB, peali3aliio MpaBa Ha 3a0yTTs Ta
mudpyBanHs npu nepenadi. [lBuakicts iHTerpamii HoBux API Ta mxepen 1aHuX BUMIPIOEThCS
Cepe/HIM YacoM BiJ MOMEHTA MPUIHSTTS PilIeHHs PO MiIKII0YEHHS HOBOTO JDKEpesa 10 Horo
noBHOI (PYHKIIOHAJIBHOT IHTETpallii B CUCTEMY, IO BIIMBAE HA 3/1aTHICTh OpPTaHi3allii MBUIKO
pearyBatu Ha MOsiBy HOBUX MoimBocTeild. [Ipupict predictive power mojeneil 1eMOHCTpye
MPSIMHUI BIUIMB MOJIIIIEHHS SKOCT1 JaHUX Ha TOYHICTh Ta HAAIHHICTh MPOTHO31B, MOKA3yIOUU
B332€MO3B'SI30K MIXK TIWCHICTIO Ta pe3yJbTaTUBHICTIO Al-pimeHp.

Eman Research dhoxycyeTbcs Ha po3po6ii Ta Baninanii Al-pimnens. TouHicTs Moaenen
(accuracy) Ta rTapMmoHiiHICT (precision/recall) CTaHOBIATH OCHOBHI ITOKa3HHKHU SIKOCTI
AITOPUTMIB, BU3HAYAIOUH, HACKIIBKH J0Ope MOJIeNb nepeadayae pe3yiabTaTu Ha HOBIM, paHilie
HeaHanizyeMmii iHpopmanii. Inaexc mudepenniamii (AUC) xapakrepusye 31aTHICTb MOJEINI
PO3PI3HATH BaXIHBI sl O13HECY TPYNH, HAIPUKIIAL, PO3PI3HIIOYH BIpOTITHUX MOKYIIIIIB BiJ
THUX, XTO He Oyzae pobutu mokynky. KimpkicTh iTepamiid Uisi ONTUMAIbHOTO PE3YNIbTaTy
JEMOHCTPYE 4Yac PO3pOOKH Ta HaJaIITyBaHHS MOJEINi, MOKa3yl4u e(eKTUBHICTH poOOTH
JOCTITHUIIBKOI KOMaHaW. YacTka aBTOMAaTH30BaHMX Oi3HEC-3aBJaHb BKa3ye Ha CKUIBKH
ornepauiil BUKOHYETbCsS 0€3 BTpY4YaHHsI JIFOJUHM, 10 Oe3M0CepeHbO BIUIMBAE HA €KOHOMIIO
KOIITIB Ta MPUCKOPEHHsI onepaliil. [HTepnpeToBaHiCTh JIOTIKM MOJENI 03HAYa€ MOMIJIUBICTh
PO3YMIHHSI Ta MOSICHEHHS pillleHb aJropuTMy Oi3HEC-KOpUCTYBauyaM, IO KPUTUYHO JUIS
YCTAHOBJICHHS JIOBIPH Ta Y3TOJDKEHHS pillieHb 3 Ol3Hec-CTaHAapTaMH. Y CHILIHICTh ayJuTy
N00poUecHOCTI 3abe3nedyye eTUYHICTh Ta BIACYTHICTh HOMMIIOK y poOoti Al-cucrewm,
NONEepeKYI0UM AUCKPUMIHALIMHI pilieHHs. EdeKTHBHICTH aBTOMAaTUYHUX PEKOMEHJIAIIN
JIEMOHCTPYE, SIK pO3poO0JIeHI MOeNi BIUIMBAIOTh HAa MPOAaXi W AKICTh KOMYHIKAIid 3
KIJIIEHTaMH.

Ha emani Scale mepeBips€Tbcs TOTOBHICTh PILIEHb J0 PEATbHOTO BUKOPHCTaHHS.
YacTtka BaiJoBaHUX MPOTOTHUIIIB MIOKAa3y€e KUIbKICTh PIlIE€Hb, SIK1 YCIIIITHO MPOUIIUIN BCl €TaNu
TECTYBaHHs Ta TOTOBI J0 HAcTyNHUX (a3 BIpoBakeHHS. [nubuna A/B-excnepumeHTiB
JIEMOHCTPYE OXOIUICHHS TECTOBUMHU CLEHAPISIMU BCIX KJIFOYOBHX IPYI KIIIEHTIB, 3a0€3M1eUyI0un
penpe3eHTaTUBHICTh pe3ybTaTiB. CTaTUCTHUYHA 3HAUYILICTh 3MIH Y Oi3HEC-MeTpHUKax 03Hayae,
10 MiATBEP/AKEH1 pe3yJIbTaTH BIUIUBY Ha KOHBEPCiIO, YEK, TOBTOPHI MOKYNKH HE € MPOCTO
BUIIA/IKOBICTIO, a peanbHuM epextoM. [Ipupict Oi3Hec-MeTpUK (KOHBEPCIHHICTh, CEpeIHIl YeK)
JIEMOHCTPY€E BHUMIPIOBaHI pPE3YyJIbTAaTH BIPOBA/DKCHHS, ITOKAa3yIOUM NPSIMUH BIUIMB Ha
KoMepIiiiHi moka3Huku. CTaOlabHICTE POOOTH IMiJ] HABAHTA)XKEHHSM BKa3ye Ha 3[aTHICTh
CUCTEMH BUTPHMYBATH MIKOBI Mepioan MPOAaXy Oe3 3HIMKEHHS sKOCTi. YacTka MpUHHATTS
3MiH cepell KOPUCTYBauiB MOKa3ye TOTOBHICTh KOMAaHJM 1O HOBUX 1HCTPYMEHTIB Ta PiBEHb
apanTauii nepconany. ROI koxHOro pilieHHs 1eMOHCTPYE OKYIHICTh BUTPAT Ha pO3pOOKy Ta
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BIPOBA/DKCHHS KOXKHOTO MOAYJSA. SIKICTh HaBYAJIBHOTO Tpoliecy BigoOpakae e€(heKTUBHICTD
HiATOTOBKY MEPCOHATY 0 pPOoOOTH 3 HOBUMHU Al-IHCTpyMEHTaMH.

Eman  Transform iaterpye IIII 'y Bci wmapketunroBi omeparii. Bigcorok
ABTOMATHU30BaHUX O13HEC-TPOIIECIB MOKA3y€e OXOIUICHHS! aBTOMATH3AIII€I0 OCHOBHHX OTeparii
B Mexax opranizaiii. [IIBuakicTh amanraiii Ta OHOBJICHHsI BigoOpa)kae 4ac peakilii Ha HOBi
BUMOTH PHHKY Ta 3/IaTHICTH IIBHUJKO BIPOBAXKYBAaTH KopHuryBaHHs. fkicts iHTerpamii LI y
BCl KaHAJIM MApKETHHTY XapaKTepU3ye pIBEHb OXOIUICHHs MepCOHai3alii, IPOrHO3yBaHHS Ta
aBTOMaTH3allii y KOKHOMY KaHami BiJ email g0 comiambHUX Mepex Ta BeO-caiity. Temm
3almycKy I1HHOBalIMHMX (YHKIH [MOKa3ye KUIBKICTh HOBHUX MOXJIMBOCTEH 3a TMepiof,
JIEMOHCTPYIOUYH HIBUJKICTh PO3BUTKY IUIaTdopMu. SIKiCTh mepexoay 10 HOBUX Oi3Hec-poiieit
XapaKTepU3ye aJarTaiio KOMaHId J0 HOBUX (YHKIIH Ta mepekBamidikallifo MepcoHaly.
Cepenniii 6an HaBUaHHS NIEPCOHAITY BiOOpaXka€ piBeHb OBOJIOJIHHS HOBUMHU HAaBUYKAMU Ta
TOTOBHICTh 10 poOoTu 3 Al-cuctemamu. KinbKiCTh HOBHX CIIeHApiiB MEepCOHANI3aIli TOKa3ye
PO3IIMPEHHS CIIEKTPa MPOTO3HIIIH, KI MOXKYTh OYTH aJanTOBaHI IiJ] OKpeMHUX KITi€HTIB. TeMmr
BIIPOBQ/KCHHSI PEKJIAMHUX 1 KOHTEHT-KaMIaHIM JEeMOHCTpYe IIBUIKICTh 3allyCKy HOBHX
iHimiaTuB Ha ocHOBI Al-anamituku. EQexkTuBHICTH ONTHMI3alii BUTPAT MOKAa3y€e CKOPOUYCHHS
BUJATKIB 3aBJJKM AaBTOMATH3allli Ta ONTHUMI30BAaHOMY YIIPaBIIHHIO pecypcamu. [HIekc
Oe3meKkn i 3axucTy JaHux 3ades3nedyye KOH(]INEHIIHHICT, Ta KOMIUIAEHC 3 HOPMAaTHBHUMU
BUMOTaMH TIPH pOOOTI 3 BEJIMKUMHU 00CSITaMH IepCOHAIBHOT 1H(pOpMaIIii.

Eman Maintain Ge3niepepBHOTO TOJINIICHHS Ta axanraiii. J[mHaMmika KoHBepcii 1Mo
KaHaJax I10Ka3ye 3MIHM IOKa3HMKIB MO OKPEMHX MAapKETHHIOBUX KaHayax, JO3BOJISIOYU
BUSIBUTH HAWOLIbII 1 HaiiMeHIn edexThBHI HampsMkd. KoediieHT yTpuMaHHS KIIEHTIB
JIEMOHCTPY€E YacTKy HOBTOPHUX IOKYIOK Ta aKTUBHOCTI, II0 € KJIOYOBUM IOKa3HHUKOM
JIOBTOCTPOKOBOI BapTOCTi /it KommaHii. CepefHiid 4eK Ta KIIE€HTChKE IAcTs BiJOOpakaroTh
BIUIMB TepcoHali3aiii Ha BUOip TOBapiB Ta 3aranbHe 3a10BoJieHHS. PenrabenbHicts (ROI)
IHHOBAIlIM TIOKa3ye OKyMHICTh BripoBamkeHHs 111, miaTBepKy0di KOMEpIiifHy KOPHUCHICTh
npoekty. TouHicTh aTpuOyuii # eQeKTHBHICTh KaMIlaHii CHPHUSAIOTH PO3YMIHHIO BILTUBY
KO)KHOTO KaHajla Ha KIHIEBHHA pe3yabTarT. TeMnu 3HIKEHHS BapTOCTI 3alydeHHS
JNeMOHCTPYI0Th ekoHOMit0 Ha CAC 3aBAsKH ONTUMI3allil MapKETUHTOBUX IpoleciB. SIKicTh
3BOPOTHOTO 3B'SI3KYy TIIOKa3ye 3aJOBOJICHICTb KIIEHTIB Ta MEPCOHALYy pO3pO0IeHUMHU
pimeHHsIMH. EQeKTHBHICTh 1HHOBaLId MPOJIYKTIB JEMOHCTPYE PO3BUTOK aCOPTUMEHTY Ha
OCHOBI JIaHMX Ta 1HCAWTIB, oTpuMaHux BiJ Al-cuctem. [Haexc aBTOMAaTHYHUX OMTHUMI3AIliil
BioOpakae KiNbKICTh 3MiH, BHeceHUX cucteMoro L1 6e3 moacekoro BTpyuyanHs. [IIBuakicts
pearyBaHHs Ha 301 TTOKa3ye yac BiJ] BUSBICHHS MPOOJIEMH J0 ii BUPIIICHHS Ta BITHOBJICHHS
HOpMaJibHOI po6oTH. KibKiCTh BIIPOBAPKEHUX 1HHOBALIN 32 LIUKJI JEMOHCTPYE TEMIT PO3BUTKY
HOBUX MOXJIMBOCTEH Ta (yHKUIOHaNy. PiBeHb 3a10BOJEHOCTI CHIBPOOITHUKIB 1 KIIIEHTIB
BiZloOpaxae sKiCTh TpaHchopMarii 171 BCiX TPy, BKIIOYEHHX Y MPOLEC BIPOBaKeHHS Al

bararomapoBicte KPI craHoBUTH OOHY 3 HaWBaXJIMBIIIUX apXITEKTypHHUX
ocoOnMBOCTeM cydacHOi cucTeMu ympaBiiHHA Al-TpaHcdopmarlii€ro, OCKUIBKH JI03BOJISIE
oprasizanii OTpUMyBaTH KOMIUJIEKCHY KapTUHY €(pEKTUBHOCTI Ha BCIX PIBHIX OMepaniiHoi
JISUIBHOCTI  OJHOYAacHO. TeXHIYHMH piBeHb BHUMIpIOBaHHA (OKYCYETbCSI Ha UYHUCTHX
TEXHOJIOTIYHMX T[OKa3HMKaX: IIBHJKICTb aHali3y KOPUCTYBAIbKUX CeCiii, TOYHICTh
kiacudikamii KIT€HTIB 32 PI3HUMH KaTeropisiMU (JIOSUTBHICTb, MOTEHLIAN, PU3UK BiJITOKY),
TEMITH OHOBJICHHSI 0a3 JaHWX Ta 3[aTHICTh CHCTEMH BUTPHMYBATH HABaHTAXCHHS i dac
nikoBux mnepiofiB. Ha omepariiiHoMmy piBHI OpraHizailis aHadi3ye peakiilo KII€HTIB Ha
AaBTOMATH30BaHI MAapKETUHIOBI1 aKllii, ePEeKTUBHICTh NEPCOHATI30BAHUX MPOIO3ULINA Y PIZHUX
KJIIEHTCHKUX CEIMEHTAaX, AKICTh BUKOHAHHS JIOTICTUYHUX MPOIIECIB Ta Yacy JOCTAaBKH.
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TaxkTuuHMA piBEHb OXOIUTIOE MPSMI KOMEPITiHHI TOKa3HUKH: KOHBEPCIHHICTh Tpadiky y
NOKYIIKH, CepelHId pPO3Mip YeKa 3aMOBJICHHS, YaCTOTy MOBTOPHHMX MOKYIOK Ta BEIUYHUHY
BUTpaT Ha 3allydeHHs HOBOro KiieHTa. Ha cTpareriyHomMy piBHI OpraHi3aiis OIlIHIOE
JIOBFOCTPOKOBI HACHiAKK BHOPOB/KEHHS Al: yTpUMaHHS KII€HTIB YIOPOJOBXK POKIB,
YKPIIJIEHHS KOHKYPEHTHOI MMO3UIi1 HAa PUHKY, CTBOPEHHS CTIMKMX KOHKYPEHTHHUX IepeBar Ta
3a0e3MmeueHHs] CTajoro JOBrOCTPOKOBOTO 3pocTaHHsA. OCOOIMBICTh Ii€i CHCTEMHU MOJSATAE Y
TOMY, IO BCI YOTHUPHU PIBHI 3aJMIIAIOTHCS TMIMOOKO B3a€MOINOB'SI3AHUMU; IOIMIIEHHS
TEXHIYHOTO piBHS 0€3M0cepeIHhO BILUIMBAE Ha ONEpalliifiHy e()eKTUBHICTb, SIKAa Y CBOIO YEpry
IPUBOJUTH J10 MOKPAIIEHHS TAKTUYHUX [TOKa3HUKIB, a CyMapHUl e(peKT BU3HAYa€e JOCATHEHHS
CTpATETIYHUX LIJICH.

I'muOuna aHamiTukM nepeadavyae BUKOPUCTAHHS IEPEIOBUX METOAIB MALIMHHOTO
HaBYaHHS Ta IOBEIIHKOBOI AHAJITHKH MJJIS MPOTHO3YBAHHS PEAKIidl KIIEHTIB y PEXHUMI
peanbHoro uyacy. lle o3Hauae He mpocto 30ip JaHUX MpPO Te, WO KIIEHTH 3pOOMIH, a
NPOTHO3YBAaHHS TOTO, IO BOHH OyIyTh POOMTH y MaiOyTHbOMY, JO3BOJIAIOUM KOMITaHii
npuiiMaTH NPOAKTUBHI piieHHs. Taka riimbuHa aHaJIITUKY JJ03BOJISIE TEPEUTH Bl pEaKTUBHOTO
MapKeTUHTY, JI¢ Oprasizaiis pearye Ha Bxke c(opmoBaHi moTpeOu, A0 MPOAKTUBHOTO
nependaueHHsl MOMUTY Ta aHami3y MaOyTHIX TpeHHiB po3BUTKY puHKY [9]. Lle mo3Bomsie
KOMITaHisSIM He TIPOCTO 3a0e3mevyBaTh KIEHTIB TOTPiOHOO iM iH(pOpMAaIIiero a00 TPOAYKTaMH,
a BMIIEpE/DKATH iXHI MOTpedH, (OpMYHOYM HOMUT Ta BCTAHOBIIIOIOYU CTAHAAPTH y CBOIH
Kareropii.

BuCHOBKH 3 1aHOTO0 TOCJTiI’KeHHS i ePCNeKTUBH MOAAJIBIINX PO3PO0OK 32 JaHUM
HanpsiMmoM. Po3pobnena 6araropiBaeBa cucrema KPI st ynpasninas BupoBamxensasm LI y
MapKETHHIOB1 Orepallii eJIeKTPOHHOI KOMEpIIii J1a€ 3MOTry OpraHi3alisiM JOCSITHYTH SIKICHO
HOBHX pe3yibTaTiB y udpoBiii Tpancopmanii. CHHXpoHI3a1is poOOTH BCiX KOMaH/ HABKOJIO
YITKUX HUPPOBUX OPIEHTUPIB 3a0e3ledye HE MPOCTO Y3TODKEHICTh Mid, a il ¢opMyBaHHS
€IMHOI KyJIbTYPH JIaHUX, JI€ KOKEH CIIIBPOOITHHUK pO3yMie€, SIK HOro 4M ii poOoTa BIIMBAE Ha
3arajibHi MOKa3HUKYU KommaHii. Lle 103Bosisie opraHizalisM pearyBaTi Ha pUHKOBI 3MIHH HE 3a
OHSMH a00 TIKHSAMH, a 3a TOJWHAMH, IO € KPUTHYHOIO KOHKYPEHTHOIO II€pPEeBarol0 y
MIBUJIKO3MIHHOMY cepefioBuIlll e-commerce. KOHTposlb pu3MKIB Ha KOXHOMY eTarli
dpeiimBopky E-C-R-S-T-M o3Hauae, mo mpoOaeMu BHSIBISIFOTECS Ta YCYBAIOThCS HA PaHHIX
CTaJlisIX, KOJIM BapTICTh KOPETYBAaHHS BCE € 3aJIMIIAETHCSA MPUHHATHOIO. 3aMiCTh TOTO 100
BUSIBUTH KPUTUYHI TPOOJIEMH JIUIIIE MIiCIs MaCUBHOTO BIpoBakeHHs, cucreMa KPI no3Bomnsie
BIJICT€XKYBAaTH MOTEHLIIHI PU3UKU 3 camoro movarky. IIpo3opicTs i MOTHBAIisl KOMaHAU
JOCATalOThCs uepe3 Te, 1o nokasHuku KPI craioTh HE MpocTo 3BITHUM 1HCTPYMEHTOM
yIpaBliHHA, a 3aco00M BHM3HAHHS BHECKY KOXKHOI TIpynu Yy 3araibHui ycmix. Komnm
MapKEeTHHIoBa KOMaH/1a 0auuTh, sK ii IepCOHANII30BaHl KaMIaHil BIUIMBaIOTh Ha KOHBEPCIIO,
abo IT-koMaHma po3ymie, SIK MOKpallleHa SKICTh JaHWX IiJBHUIILYE TOYHICTb MPOTHO31B, 1€
CTBOPIOE CHHEPTII0 Ta MOTHBAIIIO /IO MOCTIHHOTO BIOCKOHAJICHHS. AJANTHBHICTH JI0 3MiH
PUHKY CTa€ BUpIIAIbHUM (AKTOPOM BHXKHMBaHHA y cydacHoMmy Oi3zHeci. Cucrema KPI,
po3pobiieHa 'y IbOMY JOCHIJDKEHHI, CIHEMiaJIbHO  CIPOEKTOBAaHA JUIsi  THYYKOTO
nepenpru3HaYeHHsl OKAa3HUKIB MiJl HOBI YMOBH, Oy/lb TO MOsIBA HOBMX KaHaJliB KOMYHIKallii,
3MIHU y TIOBE/IHIII CIOKMBAaYiB, HOBI 3aKOHOJaBYl BUMOTH a00 HerepeadadyBaHi 30BHIIIHI
moKku. Makcumi3zallisi OKyImHoOCTi iHBecTULil y Al-poekTu nocaraerscst uepes GOKyCyBaHHs
Ha HalO1Ib I BIUTMBOBUX PIIICHHSX Ta CBOEYACHE IPUITUHEHHS Hee(DeKTUBHUX €KCTIEPUMEHTIB.
[lepcnekTHBY MOAANBIINX JOCTIPKEHb BKIIOYAIOTh PO3POOKY aJalTUBHUX METOJUK
HanamtyBanHs KPI mif pi3Hi Moaeni enekTpoHHOT koMmepiii (MapkeTmielicu, D2C, mianuckoBi
cepicu, B2B), nocmikeHHs BIUIMBY KyJIBTYpH JaHUX Ta OpraHi3alliifHoi roTOBHOCTI Ha yCIiX
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Al-Tparcdopmairii, aHami3 CHHEPTiYHUX €(EKTiB MPU OJTHOYACHOMY BIPOBAKEHHI KIJTBKOX
Al-MonyniB, po3poOKy NpEeAUKTHBHUX MOJEJIEH JJIs MPOTHO3YBaHHS yciixy Al-mpoekTiB Ha
paHHIX eTarax Ta BUBUCHHS MUTaHb €THYHOCTI Ta CTiHKOCTI Al-pilieHb B yMOBax TUHAMIYHOTO
PUHKOBOTO CEpEIOBHIIIA.
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Key Performance Indicators at Each Stage of Artificial Intelligence Implementation in E-
Commerce Marketing Processes.

The aim of the article. The aim of the article is to substantiate and detail a system of key
performance indicators (KPIs) for managing the implementation of artificial intelligence in the
marketing operations of e-commerce enterprises based on a multi-level E-C-R-S-T-M framework.

Analysis results.The analysis results demonstrate that the proposed multi-level KPI system
enables consistent and granular monitoring of Al implementation effects at technical, operational,
tactical, and strategic levels, ensuring transparency of decisions, clearer attribution of outcomes, and
stable alignment with evolving business goals. The framework E-C-R-S-T-M allows tracking the
dynamics of transformation from initial expertise of business objectives, data preparation, and model
development to large-scale deployment and continuous optimization, revealing critical points where
data quality, model performance, process maturity, and organizational readiness most strongly
influence final outcomes. The findings also show that companies using structured KPI matrices can
more effectively manage technological and business risks, prioritize high-impact initiatives, adapt to
market changes faster, and achieve higher, more predictable returns from Al-driven marketing
initiatives in e-commerce ecosystems.

Conclusions and direction for further research. The research confirms that systematic KPI
management is fundamental for controlled and predictable digital transformation in e-commerce
marketing. Future research directions include developing adaptive KPI methodologies for different e-
commerce business models, analyzing the impact of data culture on Al project success, studying
synergistic effects of simultaneous multi-module implementation, and investigating ethical and
sustainability aspects of Al solutions in dynamic market environments.

Keywords: artificial intelligence, key performance indicators, e-commerce, digital marketing,
change management, E-C-R-S-T-M framework.
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