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Po3zenanymo ocnosni mendenyii, npobremu ma nepcnekmusu po3eUmKY OMHIKAHANLHOI mopz2ieni y céimoeomy ma
VKpaincokomy pumeiini. JJocnioxceno noHamms MoHO-, MyIbmu- ma OMHIKAHANbHOT MOP2i6i, akyeHmosana yeaza Ha iXmix
siOMiHHOCMAX. Busnaueno ¢akmopu, wo cnpusiiomes po36UMKY OMHIKAHATLHOI mMOpeieni y cimoeomy pumerini.
Oxapaxmepu308ano 0cHo8HI Hanpamu mpauncgopmayii Oiznec-npoyecie po30piOHUX KOMNAHIU 3a YMO8 6NPOBAOICEHHS
OMHIKananvbHoi mopeieni. Busnaueno nepesacu ma pusuku 3anpo8aONCeHHs OMHIKAHATbHOI mopeieni y OisnbHicmb
BIMYUHAHUX pUMelLiepia.

Knrouosi cnosa:. mopeogenvha mepexca, posopiona mopeiens; Offline-mopeisis; online-mopeaisns; omuixananoha
mopeiens.
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Paccmompennl ocognwle mendenyuu, npodiembl U NEPCNEKMUBbl PA36UMUsL OMHUKAHATGHOU MOP206IU 8 MUDOGOM U
YKpaunckom pumetine. Hccnedosansl NOHAMUSL MOHO-, MyIbMu- U OMHUKAHALLHOU MOP206IU, AKYEHMUPOBAHO GHUMAHUE HA
ux cpasnumenvhou xapaxmepucmuke. Onpedenenvl Gakmopul, Guusiowue Ha pPA3EUMue OMHUKAHALLHOU MOP20GIU 6
muposom pumetine. OXapaKmepuso6amnbl OCHOGHbIE HANPAGLEHUS. MPAHCHOPMaYUY OUSHEC-NPOYECCO8 POSHUYHBIX KOMAAHULL
8 YCILOGUSAX GHEOPEHUsI OMHUKAHANLHOU Mopeosnu. Ouepyensl npeuMywecmea U pPUCKi GHeOpeHlsi OMHUKAHALHOU MOP206Iu
6 0eAMeNbHOCMb OMEUeCIMBEHHbIX PUMELLEPO8.

Knrouesvie cnosa:. mopeosas cemv; posnuunas mopeosns; Offline-mopzoens; onlinemopzosns; ommukananvnas
mopeoeJsi.
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Problem setting.Changes on the global market take place by unpested pace and to
achieve success, retailers should consider spe#ltesé changes. Due to technologies, the
retail sector acquired other form and, correspagiglithe approach to products and services
sale was changed.

Changes in the consumers’ behavior flavor to theeld@ment of multi channel, cross-
channel sales, e-commereacommercefcommercescommerce , etc. But at the same time,
new paradigm concerning the process of sales shamed “omnichannel retailing» is being
created (retail sales through universal channetgence of which lies in opportunity to buy
practically any products notwithstanding place,etiand connected device. As it is stressed
by specialists, one of the perspective groups an@ichannel consumers, the necessary
characteristic of which is active use of the In&rand availability of free funds after
satisfying basic requirements. Omnichannel conssmustly belong to the age group 21-35
years, they are city residents, actively use teldgies in all spheres of life and differ by
higher level of confidence in own future. In 201&ere were in the world more than
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1.5 billion of such consumers and before 2025 by pinedictions, their number will be
doubled [1]. As the researches of Delloite compsimyw, indicators of omnichannel sales in
the world increase the offline-sale indicators 208%, and popularity indicators of
omnichannel sales increase the online- sales itwticéor more than 93 %. Experts note that
retailer presence in online-sales channels stimula buyers to increase the costs for 25 %
comparing to previously planned ones and increaséoalty for 75 % [2].

Recent researches of Nielsen company state thidranne, consumers share that buy definite
categories of products also increased within teefiae years more than twi¢8]. As well, the
behavior of consumers concerning products seardhparchase also changes. That's why, to
increase sales amounts by retail companies, ieécgegsary not only to know own customers,
history of their purchases and inquiries, likegjaostatus, but efficiently use this informatiom o
all stages of communication with them, to combmeamplex offline and online sales channels
and provide integral and comfort consumer expeei@i@urchase by them.

Analysis of recent researches and publicationg o consideration of separate aspects of
the trade enterprises activity, their innovativevelepment, sales channels transforming
according to current changes in the consumers’ \bhehathe works of scientists and
practitioners are devoted, among which, the putsdina of O. Zozuliov, O. Zhegus,
M. Mykhailiuk, O. Chorna and others should be notétithe same time, not fully revealed
the issues of introducing in the activity of retadmpanies multi- and omnichannel sales
models which are based on using current informatmnmunicative technologies.

Defining of not solved before parts of general prolem. New technologies gradually
dissolve between offline and online business. A#ittactualizes the researches concerning
analysis of the available experience of retail cam@s activity that are already active
participants of omni channel sales with the purpafsadvantages, drawbacks and problems
of such sales implementing specifying in the resditof the Ukrainian retail, as well
providing for the client single high standard ofvéees notwithstanding exit or entrance
points in the process of purchase.

Objective of the article is research of the essence of omni channel charactetail,
defining the tendencies, problems and perspectofesuch sales implementing into the
activity of domestic retail companies.

Statement of the main material. Within the recent time, considerable changes have
taken place in external environment of retail. Mamanifestations of these changes are
gradual transforming role of shops; wide spreadaifial networks; rapid development of
mobile technologies and their use in the procesgoofls sale, as well global demographic
shifts. If before, in the center of attention oé teading trade networks was their quantitative
growth (though, extensive growth is left to be attdirection in the strategies of their
development), then, nowadays, as a result of diengg competitiveness, crisis
phenomenon in economy, technologies developmeablegms of qualitative growth of the
networks and creating interrelations with the dsefrom which stable development of the
companies in future depends, became actual.

Experts in retail sphere note that in future, tbeaatage shall be received by those sales
channels that are able to provide unique, conswpecHic brand due to which the buyers
shall make next purchases [4].

The term of omnichannel appeared in the Ukrainian retail) re&yi recently and
sometimes it is combined with multichannel. Howeubese terms are not similar, though
they are directed for creating conveniences forbilngers in the process of products purchase
and services providing.

We'd like to note, that multichannel is considerad a strategy of the company
development that envisages purchase by the climdupts or services through different
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channels (offline and online), which don’t inteatd between each other. Accordingly,
omnichannel is a strategy of the company developriet combines different channels of
cooperation with the client (web-sites, mobile appbops, internet-shops and others),
providing support and quality of the service [ShuB, omnichannel envisages “seamless”
transfer between offline and online communicatibarmels with the client and is a reaction
for changes in its likes, requirements to buy aedeive necessary information about
products/services quickly and in real time (“at atgce, at any time”) (Figure 1).

Monochannel sale (traditiona Multichannel sale Omnichannel sale
sale)
Consumers [¢»  Shop Consumersie»  Shop Shop cataloques
Consumers 4 Internet-sho 4 $
H [Mobile appT‘ Consumerg, | Others
+ ¢
Internet-shop Social networks

Figure 1. Sales channels by mono-, multi- and oharioel trade and their interrelation
Source: compiled by the author on the base [5].

Main impetus concerning omnichannel trade develayinrethe world retail are changes
that take place by the following directions:

1. Changes in the buyers’ behavior. Experts nadé global economy entered the phase
“Consumer” (figure 2-3).
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Figure 2. Stages of the market development pedodserning the role of the consumer in global ecoyno
Source: [6].

The buyers stopped to act in line and by predisticoncerning the choice of the products.
Their choice is based on multiple sources of infation and consumer experience (search
systems, references, blog reviews, clips in YouTwiies/groups in social networks, mobile
apps, rating and etc.) Appear of so-called “mokdligital)” buyers that spend more , need
less consulting from the sellers’ side (35% userghane instead of consultations); better
informed (82% use “search” being inside the shapre “accessible” (90% use smartphone
in the process of preparing for shopping), stimulasing new strategies of retail sales.
Characteristic is also that fact that the buyerstdmecome more loyal to the retailer — 43% of
the buyers that use different channels of inforamaearch about the product and place of its
purchase, by arising the new requirement don’tckefor necessary products, in first turn, by
the retail, by which they bought before [2].
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Figure 3. Transformation of the consumer role ialgll economy

Source: [6].

Accordingly, these changes in the consumer’s behnavits demand stipulate forming
more personified and individualized propositiomfrthe side of retailer companies.

2.Within the last years retail competitiveness wather industries in struggle for the
consumers’ attention, their funds, free time analiy became more acute. That is connected
with that fact that gradual redistribution of thensumer’s costa and its free time in other
directions, in particular : for health, educatioecreation and other forms of entertainment
take place.

As it is known, within the limits of comsumer stamd survive that is based on purchase
of every day consumption goods and services ofdaee segment, the rules are dictated by
the producers and that stipulates strategies of deeelopment and strategies of development
of other market participants. Provided the limitrease of survive standards, the households
start to choose alternative and priority for theinections of money funds use on their own,
as a rule, on the base of responsible consumecelaoid investment activity. Due to that, the
companies should correct own value propositions ahdnnels of their promotion in
accordance with actual directions of using monefiangs by the consumers.

3. Active development of online-trade flavored fmwmpetition exacerbating between
online and offline channels of retail trade, masiiétion of prices damping from the side of
offline trade channel. That's why, leading “tradrtal” retailers stop considering online-trade
only as additional trade channel. Herewith, thailets understand that notwithstanding the
increase of online-trade and number of informagonrces about products, the shop stays to
be the most important channel for making decisioncerning everyday products purchase.
But following technologies development and incregsine number of used online-devices,
demands grow by the buyers concerning experienat ttiey receive in the shop, and
accordingly, await for retailers decisions that Idosatisfy their demands and give new
impressions. That’ why, namely hybrid models oailerade —multichannel and omnichannel
give the retailers essential advantage in conditimingrowing struggle for the consumer. So,
all that stimulates acquiring new and improvingeatty existing communication channels
with the consumer and their combining.

4. Technologies development in sphere of commupitavith the consumer. Experts
point out some important trends that undeniablyeaffoehavior and competitiveness of
business. One of them — accelerated developmentobiile communication. Between the
arise of new smartphones in 1997 and Wi-Fi in 1988y five years passed before arise of
Skype (2003) and Facebook (2004). In 2011 volumesroartphones sale increased the
volumes of cell phones sale, in 2015 80% of thesusémobile communication already had
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smartphones, and global mobile traffic in 2015 mawbee than 17% from the whole Internet-
traffic [7].

At the same time, variable software products anusdgecome cheaper, expanding their
capabilities and comfort of use, personalizatioca@hmunication and information inquiries,
likes and emotions of the products consumers cabberved.

Within this aspect, essential influence on changesphere of communication with the
consumer, business-processes, competitiveness #ractimeness of brands has the
development of social networks. Complexity of tleehnologies of mass communication
forms engagemendf the customers in definite processes, providessipdity for people to
communicate with the help of special Internet apps;reate on their base personal content
and exchange it. Such communication can acceppwsforms: the consumers can exchange
thoughts, experience, news, video materials, photio files, references to other sites,
establish contacts and cooperate with the purpbseganization and conducting common
actions increasing emotional acceptance by themidwhl companies, products and brands.
Under such conditions, the trade companies shosdégrgially change own structures of
development that might correspond to the expectatiof modern “digit” consumer and
provide it with unique integral consumer experie(iéigure 4).

Expert support of the

product <—

“Increased” hours of

> servicing

Proactive support ang
notification <:

‘ Modern opportunities (
— bp

Systematic “channel” self-servicing

experience <—1

Current consumer

> Support by electronic
Employees know the ] channels

“history” of the consume

Figure 4. Requirements of current consumer in ttoe@ss of the products/services purchase
Source: [14].

The Ukrainian retailers notwithstanding falling effective demand, crisis phenomenon in
economy, are gradually involved in the processwaf trade channels transformation and world
tendencies. Prevailing majority of the domesticaitets at the current stage introduce
omnichannel strategy of sale as a response todines dendency of online-environment in
Ukraine. Thus, by the data of Gemius company, adubf 2016 , the Internet network in
Ukraine out of all types of devices was used astlemce a month by 26,2 million of users
(from PC or tablet — 18,3 million people, from meltelephones or smartphones — 6,1 million
people, from tablet — 1,8 million people). By ewlans of Factum Group Ukraine, general
level of the Internet penetrating in Ukraine in #eeond quarter of 2016 made 66 % (as of the
end of 2015 — 58 %). Accordingly, 67,3% of the in&t-users (more than 12,3 million people)
visited sites of the Internet shops and nearly boUght something on them [8].

However, the market leaders put as an aim to lasiove omnichannel strategy of sales in
average term perspective (as a sample, “Intertaphpany). These changes can be now
observed in “premium” segment of the market (maHathion & Lifestyle) and are gradually
extended for other segments of the market (“tecdgioal” retail). Speed, with which it takes
place, depends on the investments amount that e¢teslers are ready to contribute,
peculiarities of regulatory framework, solvencydeand feedback reaction of the consumers
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target groups of retail companies on the implenteptecesses.

Decision to transfer retail to omnichannel (evenmoltichannel) should be made after
grounded estimation of strategic and operationsksriconcerning such aspects of the
company activity as:

- investments amount into technological infrastuuetthat supports omnichannel sales,
gives opportunity to include additional trade chelsrand partners;

- definition of organizational, process and teclgaial rules of synchronization between
the trade channels;

- approaches forming for pricing in different salennels (in the ideal omnichannel sale
model, the buyer should see various prices in wffe channels, though the structure and
expenditures amount differ in them) and loyaltygseom.

Such analysis shall allow to define which elemeaitthe omnichannel model should be
implemented and from which we should refuse, wis@ales channels should be used now and
which in a definite period of time, because on #xpenditures amount for investments,
forming competitive preferences, elements of tient$ loyalty programs depend (CLP).

Thus, in the process of organizing by the retaileninichannel trade, main
transformations take place in first turn in busggsocesses connected with providing
seamless transfer of the clients from one chamntid other within the whole process of the
products/services purchase and after sold servicing

We'd like to focus your attention on the main framem:

1. Omnichannle sales are based on new informagicmblogies, acquiring of all types,
cash and mobile applications, current cash equipmesrrespondent loyalty programs
directed to maximize amenities for the consumer sdsatisfaction from the process of
purchase on any trade channel that is used by étaler. That envisages cashes
implementing with fiscal register that receives gayment both by plastic cards and SMS-
payments;self-servicing with the help of the teratsnwith the module cash-in, integration of
ERP and CRM systems with the Internet shop in direciod rests, orders, data about the
clients, accrued and spent bonuses within the progof loyalty and othersMobile
technologies acquire special urgency using whiblke, rtetailers have the opportunity to
establish stable channel of communication withdiisstomer offering it comfort services.

Process approach which lies in the base of omnraianvisages using same classifies of
commodity categories (single description of goodsdrketing attributes and merchandizing
for all used trade channels.

Experts state that choice of the “place” of perfimgnthe purchase is defined by the
products category (for example, by purchasing petedgategory with service support and
products of long use, the preference is given tmefchannel). An though, the majority of
purchases is made on offline-channel (more than)828igit” experience of the consumers
stipulates changes in the approaches to using spdee that is left to be an epicenter of
innovations, receiving of real tactile contact amdating unique experience of the relations
between a consumer and brand. As it was shown déyedbearches of GfK «Global Youth
Retail Survey 2015», buyers in the age from 16lty&ars that were formed in the epoch of
digitalization (are so-called “digital natives”)omsider that physical trade points under
definite conditions can play considerably biggelerm the process of decisions making
concerning purchase the products on account of iensotand confidence that they can
receive in the shop [9].

Thus, in new “economy of consumer experience”s ilmportant to use emotions of the
consumers, adapt trade space for their various ni@snan account of creating correspondent
atmosphere in the shop, integrated of various ggaddsement that reflects life style.
According to omnichannel concept, characteristi€strade space should provide multi
functionality of its use to satisfy the variety@{perience and preferences by the visitor; high
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throughout capacity and synergy from various typlethe consumers activity; flexibility and
adeptness to social-economic changes; to takecorsideration consumers mobility, provide
communication with them and their involvement ie firocess of purchase by using digital-
technologies [5].

2. Changes in the consumers behavior and theittjogatualize new approaches to use
omnichannel marketing and implementing by retathpanies programs of customers loyalty
(CLP) in the process of development of their omaroiel trade. Qualitative program of
loyalty is an important factor that influences @tisfaction and intentions of the clients to go
on with the relations with the company. Usuallydlby is considered as regular purchase and
consuming products/services through the system nidrrelations with the client that
positively influences on operational business im#$eX6]. In conditions of traditional
conducting retail business, the role of introdu€#dP, as a rule, is seen only as promotion of
frequency and volume of purchase that does notyasiiam and develop loyalty. Herewith,
majority of the programs are created as a respwng® competitors’ actions and on the base
of deep and systematic analysis of behavior anigeces of the target group.

However, omnichannel development envisages creataond establishment of
interrelations with the client, support of valuelfep of the company on the base of the
client’'s study, finding out its peculiarities an@ndands, establishing with it feedback to
improve values propositions and promote cooperatwith the company. The consumer
receives the opportunity to get all necessary ttaainfluence on the goods choice on one
channel, specify them through other channel, pwehry the another one. All that allows to
increase loyalty of the buyers to definite tradenpany and provide their presence within the
frames of many channels within one company.

Advantages of omnichannel marketing and omnicha@igP of the retail company
(retailer) lay in forming communication system tbhows CLP values and differences
(differentiation) concerning offers of the compets; increasing the offers personalization on
the base of the results of information-analyticgstem operation; improving techniques
combination concerning interrelation with CLP ctenetc.

3. Development of traditional stationary trade first turn, network) stimulated and
continues to stimulate strengthening of main loggstforming of logistic warehouses, while
availability of the products on the trade channad &s accelerated delivery with providing
high level of service is a basic competitive prefee [11, 12]. However, arise of
omnichannel sales gradually transforms the linkdeliveries, system of its management in
view of individual sales channels. Transfer of ochainnels creates new evolution phase of
operation logistics transformation. Consumer exgee and model of the consumers’
behavior in omnichannel sphere act as determimdtesmplicating logistics management of
omnichannel sales from the point of view of integand interdependence of separate links in
supply channel.

Traditionally, to the factors that influence on tlogistic process, the following ones are
related: suppliers, frequency and amount of puehasransportation mode, distribution
center, transporting and order of purchases/dglieérthe goods. Products delivery to the
consumer requires time (1-5 days depending onitltarate from destination point), expanses
(in cities 5-12 % from the products amount, in tymaces — up to 20 % from general amount
of order) and using the services from various eeles services [10]. But, introducing
omnichannel model requires solving the number obj@ms, in particular:

- availability of numerous combinations for goodseiving and its return lead to increase
of logistic expenditures;

- stores management and “fulfillment»( complex petions that is performed by the
seller from the moment of producing the order by bluyer until the moment of this order
delivery to the buyer) are left to be disintegratestiew of different channels of sales;

- different intensity of consuming on sales chasnahd weakly formed changes of
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demand in them require increased frequency of eleéis and shortening their amount that
also lead to increasing logistic expenditures;
- growth of the clients’ demands concerning decdnegthe deliveries of products amounts
not depending on the distance from the order foittte delivery point of the goods;
- reserve sources are not differentiated by thenrmbla and the process itself of making
decisions about reserving is multifactor;
- risks of coordination lack of click-and-conneatiwthe operations of offline-channel of
cooperation with 2-3 partners with the purpose riganizes delivery to the region, as well
existence of limitations for some categories ofpiheducts [11, 12].
Thus, omnichannel model of sales requires conditkerehanges in business-processes
without their implementation, it is not possible keep the clients in the integrated sales
channels (Table 1).

Table 1
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Thus, transition of the retailers to omnichanneliseng of the consumers leads to such
positive effects in their activity as:

- increasing the level of the market covering omdabe of extending the number of
channels;

- elaboration of personified CLP on the base obrgjrdatabase about the clietts
nanux mpo kmentis (Big Data)with bigger criterium number that are taken to cdesation
in the process of this offer producing;

- increasing the amountd of sale and loyalty beedhe consumers are often left within
the company on account of “seamless” transitionragrtbe channels;

- increasing the quality of predicting of the coms&uws’ behavior on account of
establishing closer contact with them;

- speed increasing by entering the new marketscoouat of using distant trade as one of
the sales channels which is used by retail company;

- increasing the company’s knowledge on accounisifg single marketing tools in all
sales channels;

- costs minimization on account of receiving syweaj operative management of the
company.

However, investment and market risks grow which @wanected with the following:
necessity in additional investments in innovatiwestem of sales; introducing of new
information products that allow in the mode of aettime receive data about purchase on
different sales channels and their synchronizati@egssary re-equipping of trade objects that
are included in the retail company and infrastrieetmodernization that provides “seamless”
transaction between the channels; transformatioth@flogistic system including deliveries
chain with the purpose of the deliveries optimiaation any sales channel of the retalil
company; involving new qualified specialists andaswges conducting on training and re-
training of the qualified staff.

Conclusions and offers.Omnichannel is a strategy that is based on deewlkdge
about own buyers which requires restructuration efisting business-processes |,
implementing information and innovative technol@jiprocesses. Experience of the western
retail companies states that omnichannel influeposgively on increasing demand amount,
achieving financial purposes of the companies,tergadditional amenities for the buyers.

Specific of economic situation in Ukraine definengral situation in retail and influences
on the strategies that are used by the retail carapan the process of their operative activity
and in relations with the clients. On this stage, ftetailers preferably concentrate themselves
on providing the efficiency of own activity providefalling the competitive demand.
However, domestic retailers continue optimizingibess-process in searching new methods
of the products sale, gradually come to using mhdtnnel solutions, and the leading
companies — to omnichannel model, though its |@fgbenetrating into the market is not
strong. Changes that take place in external enwiesnt of the retailers activity are quite
significant to ignore them and act by traditionaéthods. It is predicted that provided
improvement of general economic situation in Ukeaistrengthening competitiveness among
professional retailers, development of domestiailieg in direction of omnichannel will be
accelerated and will be prfromed in context ofwweld trends.

References
1. Javlenie omnikanalnogo potrebitelya [The phenomemfnan omnichannel consumer].
nielsen.com. Retrieved from  http://www.nielsen.com/ru/ru/insigfneports/2017/connected-
spender.html.
2. Omnikanalny riteil v Rossii: mify i realnost [Omnichannel retail Russia: myths and reality].
www2.deloitte.comRetrieved from https://www?2.deloitte.com/conteatfdDeloitte/ru/Documents/about-



PROBLEMS AND PROSPECTS OF ECONOMICS AND MANAGEMENT Ne 2 (10), 2017

SECTORAL ASPECT OF THE NATIONAL ECONOMY DEVELOPMENT
deloitte/ru/ru_omni_ispr_article.pdf.

3. Onlain- i oflain-torgovia: grani stirautsa. Opyt soversheiai pokupok v epokhu omnikanalnosti
[Online and offline trading: edges are erased. Higee in shopping in the era of omnichannel].
nielsen.com. Retrieved from  http://www.nielsen.com/content/daaigenglobal/eu/docs/reports/
OmnichannelShopping-Brochure.pdf.

4. Totalnye prodazhi. 2015 [Total retail. 2015]. pwc.ru. Retrieved from
http://www.pwec.ru/ru/retail-consumer/publicatiorsgats/total_retail_russian_2015_eversion.pdf.

5. Shopping vpechatlenii  [Shopping experiences]gfk.com. Retrieved from
https://www.gfk.com/fileadmin/user_upload/dyna_emitRU/Documents/Reports/2016/GfK_Rus_R
eport_Shopping_of_Impressions.pdf.

6. Karta klientskogo opyta: teoriia, praktika, globghtrendy Map of client experience: theory,
practice, global trends loyalty-world.ru. Retrieved from http://loyalty-world.ru/wp-
content/uploads/2015/04/110935.pdf.

7. Vse v Set: kak ukrainskiy riteil adaptiruetsia kapeiskim novatsiiamAll on the Web: how
Ukrainian retail adapts to European innovations].forbes.net.ua. Retrieved from
http://forbes.net.ua/opinions/1406169-vse-v-setklatainskij-ritejl-adaptiruetsya-k-evropejskim-
novaciyam.

8. Onlayn-torgovlia v Ukraine pokazyvaet sushchestyierost [Online trade in Ukraine shows
significant growth. trademaster.uaRetrieved from https://trademaster.ua/ryinki_fod@380.

9. Global Youth Retail Survey 2015. gfk.coRetrieved from http://www.gfk.com/landing-
pages/young-shopper.

10. Mikhailiuk, M.V. (2016).Perspektivnye napravleniia i osobennosti razvitiapei postavok
mnogokanalnogo riteila na potrebitelskom ryrkeospective directions and features of development
of chains of deliveries of multichannel retail ihet consumer marletecsn.ru. Retrieved from
http://ecsn.ruffiles/pdf/201611/201611 32.pdf.

11. Gasparyan, V. (2016).sepochka postavok v ramkakh omnichannel-rite8apply chain
within  omnichannel-retajl wwwz2.deloitte.com.Retrieved from https://www2.deloitte.com/ru/ru/
pages/consumer-business/articles/2016/online-efiitail-forum.html.

12. Issledovanie LCP Consulting: kak v Evrope i SSHFelgeodiat k omnikanalnomu riteilu?
[Research LCP Consulting: how in Europe and the WSt@ omnichinal retailR e-pepper.ru.
Retrieved from http://www.e-pepper.ru/articles/tmmsulting-the-omni-channel-journey-
research.html.

13. Kakie biznes-protsessy meniaiutsia v kompanii prekhode na omnikanalnuiu biznes-model
[What business processes are changing in the compdweyn switching to a business model?
retailers.ua. Retrieved from : http://retailers.ua/news/menedjment/5785-kakiedszprotsessyi-
menyayutsya-v-kompanii-pri-perehode-na-omnikanalribiznes-model.

14. Evoliutsiia v torgovle: OMNI-CHANNEL. Chast Eyolution in trade: OMNI-CHANNEL.
Part I]. trademaster.uaRetrieved from https://trademaster.ua/dir_logiie5.

15. Riteil i tekhnologii Retail and Technology digitalvender.com.ua.Retrieved from
http://digitalvender.com.ua/riteil-i-tehnologii.

References (in language original)

1. Asnenue OMHHMKaHAIBHOTO TOTpeOMTENs [DiekTpoHHBI pecypc]. — Pexxkmm mocryma
http://www.nielsen.com/ru/ru/insights/reports/2Gfinected-spender.html.

2. OmHuKkananeHbil puTein B Poccrn: MuQBbI U peabHOCTh [INeKTpoHHbIH pecypc]. — Pexum moctyna
- https:/mwww2.deloitte.com/content/dam/Deloittélracuments/about-deloitte/ru/ru_omni_ispr_artické.p

3. Onunavin- u odaaliH-TOProBis: rpaHd CruparoTcs. ONbIT COBEPIICHUS TOKYIOK B 3IOXY
OMHUKaHAJIbHOCTH [DnexTpoHHBIH pecypc]. - Pexxum JocTyIma
http://mww.nielsen.com/content/dam/nielsenglobatleas/reports/OmnichannelShopping-Brochure.pdf.

4. Tomanouvie mnpomaxu. 2015 [Dnexrtponnsiii pecypc]. — Pexwmm  gocTyma
http://iwww.pwc.ru/ru/retail-consumer/publicationsgats/total_retail_russian_2015_eversion.pdf.

5. Llonnunz  BueyarTieHud  [DnekTpoHHBId  pecypc]. —  Pexumm  goctyma
https://www.gfk.com/fileadmin/user_upload/dyna_emitRU/Documents/Reports/2016/GfK_Rus_R
eport_Shopping_of _Impressions.pdf.



PROBLEMS AND PROSPECTS OF ECONOMICS AND MANAGEMENT Ne 2 (10), 2017

SECTORAL ASPECT OF THE NATIONAL ECONOMY DEVELOPMENT

6. Kapma KIMEHTCKOTO OIbITAa: TEOPHs, MPAKTHKA, II100aIbHBIE TPEHABI [DNEeKTPOHHBIH pecypc].
—Pexxum goctyna : http://loyalty-world.ru/wp-content/uploads/2008/110935.pdf.

7. Bce B CeTb: KaK YKpauHCKUIl PUTEHIT aIalTUPYETCs K €BPONCHCKIM HOBAIHSAM [DIICKTPOHHBIN
pecypc]. — Pexxum mocryma : http://forbes.net.ua/opinions/1406169-vse-visdt-ukrainskij-ritejl-
adaptiruetsya-k-evropejskim-novaciyam.

8. Onunaiin-mopeoenss B YKpauHe IOKa3bIBaCT CYLICCTBEHHBIH POCT [DNeKTpOHHBIH pecypc]. —
Pexxum nocryna : https://trademaster.ua/ryinki_food/312280.

9. Global Youth Retail Survey 2015 Dpiektponnsii pecypc]. — Pexum mocTyma
http://www.gfk.com/landing-pages/young-shopper.

10. Muxaiimiox M.B. llepcrieKTUBHBIE HAaNpaBiICHUS U OCOOEHHOCTH Pa3BUTHS LETIEd MOCTaBOK
MHOT'OKaHAJILHOTO PUTEiIa Ha MOTPEOUTEIBCKOM phIHKE [DIeKTpoHHBIH pecypc]. — Pexxum gocryna :
http://ecsn.ruffiles/pdf/201611/201611 32.pdf.

11. I'acnapsu B. llenodka moctaBoK B paMkax omnichannepureiina [JnexktpoHHsIil pecypc]. —
Pexxum poctyma : https://www?2.deloitte.com/ru/ru/ pages/consumeriiess/articles/2016/online-
offlineretail-forum.html.

12. Uccneoosanue LCP Consulting:kak B EBporne 1 CIIA mnepexoasitT kK OMHHKaHAJIBHOMY
puteitny? [JnektpoHHbIi pecype]. — Pexxum noctyna : http://www.e-pepper.ru/articles/Icp-consulting-
the-omni-channel-journey-research.html.

13. Kakue 6usHec-TIpoliecChl MEHSIOTCSI B KOMIIAHWM IIPH TIEPEX0/ie Ha OMHUKaHaJIbHYIO OM3HEC-
Mojiens [DnekTponHslil pecype]. — Pexxum moctyma: http://retailers.ua/news/menedjment/5785-kakie-
biznes-protsessyi-menyayutsya-v-kompanii-pri-pedehna-omnikanalnuyu-biznes-model.

14. Beomoyus B Toproeiae; OMNI-CHANNEL. Yacts | [Dnexrponusiii pecypc]. — Pexum
nocrymna: https://trademaster.ua/dir_logistik/1765

15. Pumeiin W  TEXHONOTMM  [DNEKTpOHHBIH  pecypc]. — Pexum  mocrtyma
http://digitalvender.com.ua/riteil-i-tehnologii/.

Lisitsa Viktoriia — PhD in Economics, Associate Professor, AssociadéeBsor of Department of Business and EntreprehigyrBoltava
University ofEconomics and Trade (3 Koval Str., 36014 Poltavaalde).

Jlicina BikTopis BikTopiBHA — KaHAMZAT €KOHOMIUHHMX HAyK, JOLCHT, AOLEHT Kadeapu KOMEpUiWHOI IisUTbHOCTI Ta MiIIpPHEMHUIITBA,
TonraBcbkuii yHiBepeuTeT ekoHOMiKH i Topriii (Bynr. Kosams, 3, M. ITonrasa, 36014, Vkpaina).

JIncnua BukTopusi BHKTOpPOBHa — KaHIUAAT SKOHOMMYECKHMX HAyK, IOLCHT, JOLEHT Kadeapbl KOMMEpPUYECKOW NEATEIbHOCTH |
MpeANPUHUMATEIBCTBA, [10NTaBCKIi YHHUBEPCUTET 9KOHOMUKHY 1 Toprosiu (yi. Kosamns, 3,r. Ilonrasa, 36014, Ykpauna).

E-mail: vlisitsa@gmail.com



