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guarantee rapid scaling in the terms of intense competition and strengthen the competitive position of
retailers, are suggested.

Key words: DIY retail, accents of the progressive and sustainable digital business development,
driver-factors of the digital business development, online store, digital business.

DOI: 10.15276/mdt.4.1.2020.1

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Today’s realities of business digitalization and the economy’s
digital transformation indicate dramatic changes for retailers on the Internet, namely, the vision
rethinking, the business model construct reconfiguration and the business processes
transformation which provides the positive online buyers’ experience. The above emphasizes
the importance of the correct interaction with online buyers in the context of ensuring the
effective digital business.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Ukrainian scientists and economists in their
scientific works and studies note the rapid development of digital business in the context of
globalization, in particular: Goloborodko O., Gudz O., Kraus N., Lukianchenko O. [8],
Oklander M. [1], Oklander T. [1], Shevchenko V. [9], Yermak, S. [2]. Leading specialists of
well-known international and national companies (“Cable.co.uk” [6], “Dragon Capital” [12],
“GfK” [5], “Info Sapiens” [11], “Kantar” [4], “Mlab” [7], “Picodi” [3]) focus their attention on
the digital permanent transformations in the external environment.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. For online retailers it is important to reactively transform the digital business
in accordance with changing market demands, needs and preferences of online buyers, and take
into account the priority competitors actions on the Internet.
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At the same time, it should be noted that the digitalization trend is contributing to
reactive changes in the generally accepted behavior and preferences of online buyers.
Considering the above, online retailers should correctly identify factors that influence online
buyers’ behavior and preferences to catalyze the positive development of digital business. In
addition, in the context of digitalization, online retailers need to minimize the negative impact
of the marketing environment factors, possibly due to a clear determination of the accents of
the progressive and sustainable digital business development. The fragmentation of these
problems study leads to further research.

Formulation of the purpose of the article (statement of the problem). The purposes
of the study are to determine and interpret driver-factors of the digital business development,
as well as to provide suggestions about accents of its progressive persistent development based
on the results of a study of the background and a retrospective analysis of successful experience
of DIY retailers in Ukraine.

Statement of the main material of the research with full justification of the
scientific results obtained. The successful conduct and development of the retailers’ digital
business based primarily on their ability to correctly implement the marketing communication
policy. It is mainly aimed at increasing of the online store traffic by generating relevant content,
as well as focusing on creating a positive image in the Internet to maximize the online buyers’
attraction and the achievement of the sales desired level. That is why it is advisable for retailers
to monitor online buyers’ requests, needs, and preferences. This emphasizes the importance of
developing and detailed analysis of the profile of a typical Ukrainian online buyer, as well as
the importance of systematic monitoring of all its changes.

According to [3], in 2018 in Ukraine, 46 % of buyers in online stores were aged 25 to
34 years. Also the share of Ukrainian online buyers of goods in online stores aged 35-44 years
was significant and amounted to 23 %. The lowest number of online purchases in Ukrainian
online stores in 2018 was carried out by buyers over the age of 65.

In 2019 according to a “GfK” study [5], the age range of an average Ukrainian online
buyer is 26-35 years. Moreover, his average income increased by 8 % compared with 2018 and
amounted to about 5600 UAH, which is 1700 UAH more than an offline buyer. Such age limits
of Ukrainian online buyers in 2019 are determined by the specifics of the Internet audience,
including their knowledge and skills for online shopping in online stores, as well as the level of
prices for goods and / or services and purchasing power. In particular, the Purchasing power
index in 2014-2019 decreased by 0.042 from 1.121 to 1.079 (Table 1).

Table 1 — Consumer price and purchasing power indexes in 2014-2019 (to previous year)

Year
20141 20152 20167 20172 2018? 20192
Index
Consumer price index 1,121 1,487 1,139 1,144 1,109 1,079
Purchasing power index 0,892 0,672 0,878 0,874 0,902 0,927

Notes. ! — Data exclude the temporarily occupied territory of the Autonomous Republic of Crimea, the
city of Sevastopol. 2 — Data exclude the temporarily occupied territory of the Autonomous Republic of Crimea,
the city of Sevastopol and a part of temporarily occupied territories in the Donetska and Luhanska oblast.

Source: calculated and composed by the author according to [13]

Table 1 indicates the 7.9 % increase in the total price level of goods and services that
Ukrainians buy for personal consumption, as well as the decrease in the volume of goods and
services that Ukrainians could purchase for the same amount of money in 2019 compared to
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2018. Regarding the Consumer price index, it should be noted the downward trend starting from
2017. In 2018 and 2019, the Consumer price index was equal 0.035 and 0.065, respectively.
These indexes changes that are analyzed in the article allow to conclude about the negative
impact of price increases taking into account the current income level of the population in
Ukraine and the ability of the population to make purchases, including in online stores.

At the same time, with such Consumer price and Purchasing power indexes, according
to the calculations based on data [5; 12], the Consumer confidence index in Ukraine had a
positive trend since 2016. So, the average value of the Consumer confidence index in Ukraine
in 2014 was 60.7, and in 2015 — 46.0, which is 5.4 and 12.3 less than in 2016 and 2017,
respectively. In 2019, this index was 83.0, which is 37.0 more than in 2015 and 22.5 more
compared to 2018. Since 2016, this index indicates a positive assessment of consumer market
trends, as well as positive changes in consumer demand and its constant increase (Figure 1).
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Figure 1 — The Consumer confidence index in Ukraine in 2014-2019
Source: composed by the author according to [5; 12]

According to the Figure 1, the Consumer confidence index in Ukraine in January 2019
was 65.7 due to optimistic expectations of consumers from the results of the presidential
election, as well as wage growth in December 2018 [14] (The results of the “Info Sapiens”
research [11] with the “Dragon Capital” support [12]). The highest value of the Consumer
confidence index in Ukraine in 2018 was in June and May, they were 65.6 and 62.9,
respectively. As for 2019, in April and May, the Consumer confidence index in Ukraine was
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71.6 and 82.8, respectively. These indexes are significantly higher than the corresponding
values in 2016-2018, but are not maximum in 2019.

It should also be emphasized that since April 2019, the index values have already
exceeded its highest values in 2014 (June, March). This represents the willingness and ability
of buyers to make large purchases in 2019. From September 2019 to the end of December 2019,
there was a gradual decrease in the Consumer confidence index by 5.3, from the maximum
value of the index for the year — 97.5 to 92.2. These changes have not significantly affected the
ability of buyers to make large purchases.

According to “Kantar” experts [4], since 2018, it has been a growth in the mobile-centric
Ukrainian Internet audience. 16.7 million Ukrainians aged 12-70 years used mobile devices
and/or gadgets to access the Internet in 2018, which is 15.5 % more than in 2017. In general, in
Ukraine, the proportion of users who access the Internet through a desktop is gradually
decreasing, so in 2018 their share was 82 %, which is 7 % less compared to 2017. This trend is
due to a significant increase of smartphones in the Ukrainian market, which could also be noted
in the previous few years, as well as the widespread use of 3G and 4G networks. The average
time spent by a Ukrainian Internet user on the Internet is 5.5 hours per day, which is 0.6 hours
more than the average European person and 0.5 hours more than Internet users in the world
[15].

It is important to note that the “Kantar” study [4] found that in 2018 potential online
buyers spent 80 % of their time on using mobile apps to search for product information (39 %),
watch videos (36 %) and make online purchases (25 %). In 2018, the largest percentage of the
Ukrainian Internet audience that used mobile applications for online shopping was in the age
group of 2635 years (35 %). Also, Internet users aged 16—25 and 3645 years actively made
purchases online through mobile applications, their percentages were 34 % and 32 %.

So, according to the above, Ukrainian online retailers should consider Internet users as
a perspective target audience (potential online buyers) for the dynamic development of their
digital business. In addition, despite the fact that a certain part of the Internet audience in
Ukraine began to use mobile devices in 2019, 50 % and 49 % of online buyers made purchases
of goods and / or ordered services on the Internet using laptops and desktops, respectively, 44%
used smartphones, and only 11 % used tablets [9]. This indicates a low level of tablets use for
online shopping among Ukrainian buyers.

The successful communication with online buyers in the online store and through
mobile applications is possible only if they have access to the fast Internet. According to the
international company “Cable.co.uk” [6], which conducted research with “Mlab” [7] in order
to identify the average speed of the Internet and compile an appropriate rating of countries, in
2019 Ukraine took 81 place among 207 countries, losing 23 positions compared to 2018
(Figure2).

According to Figure 2, in 2019 the fastest Internet in Europe had Sweden, Denmark,
Netherlands and Switzerland. The only country that showed an increase in the rating for Internet
speed in 2019 was Belarus. It increased by positions and took 57th place. Also, in 2018, the
average Internet speed in Ukraine was 11.28 megabits per second, which was higher in Turkey,
Belarus, Georgia and Monaco. Regarding the indicators of 2017, Ukraine took 54th place in the
world in average Internet speed of 8.18 megabits per second.

A. Natorina. Digital business in Ukraine: background and retrospekt 9



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 4, No 1, 2020 ISSN 2523-434X (Online)

120

o Years: A2019 ¢2018 @2017 6
100 A
" o0
AAA'

v AR o
-k:‘-m . .‘.
=
Em < MA’. o
= [m]
3 = < A
S - Og ’\ a o

’ 2 =3 ”QA

30 wl gAeé [m]

2 .

’ ’A ee a o o

10 .&A ’.

“ ‘. ¢

0

EEEEEE - E PR EEN LR EEE TR B Lo

Country

Figure 2 — Rating of European countries by Internet speed in 2017-2019

Notes. AD — Andorra, AM — Armenia, AT — Austria, BA — Bosnia and Herzegovina, BE —Belgium, BG
— Bulgaria, BY — Belarus, CH — Switzerland, CY — Cyprus, CZ — Czechia, DE — Germany, DK — Denmark, EE —
Estonia, ES — Spain, FI — Finland, FR — France, GB — United Kingdom, GE — Georgia, GR — Greece, HR — Croatia,
HU — Hungary, IE — Ireland, IS — Iceland, IT — Italy, LI — Liechtenstein, LT — Lithuania, LV — Latvia, MC —
Monaco, MD — Republic of Moldova, MK — North Macedonia, MT — Malta, NL — Netherlands, NO — Norway,
PL — Poland, PT — Portugal, RO — Romania, RS — Serbia, SE — Sweden, SI — Slovenia, SK — Slovakia, TR —
Turkey, UA — Ukraine.

Source: composed by the author according to [15]

Thus, the study of the digital business background allows the author to conclude that, in
order to expand the boundaries of the target audience and increase the level of regular online
buyers’ satisfaction, Ukrainian retailers need to systematically take correct management
decisions to implement relevant marketing tools for promoting their online store. Such solutions
are able to improve interaction with online buyers and determine the implementation of the
online store optimization and certain mobile applications in accordance with the varied
requests, needs and preferences of online buyers. In particular, reduce the loading time of
relevant web pages and/or push messages, taking into account the speed of the Internet.

As part of identification the features of the digital business, as well as conducting a
retrospective analysis, in order to identify the factors that determine the digitalization and
transformation of business processes and, as a result, affect its dynamic development, in the
article the author explores a cluster of retailers in the DIY segment, performing simultaneously
offline and online trading (the cluster formation process is described in [16]). According to
analysts [4-5; 10-12], the segment of Ukrainian DIY retail is still perspective, because it is not
yet saturated, and the demand for enterprise goods is quite stable. It should be noted that the
DIY retail format is wide, in connection with which two categories of stores can be
distinguished, namely [17]:

1) retailers offering construction tools and professional repair products (“hard” DIY);

2) retailers specializing in goods for interior and home improvement (“soft” DIY).
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The product portfolio of two categories of DIY retailers allows them to successfully
initiate the creation of new trading concepts, where different product groups are presented
simultaneously.

Based on the results of study of different aspects of the Ukrainian DIY retailers’
activities it is established that in the process of digital business developing the certain changes
in strategies are tracked at various hierarchical levels and the modifications of business models
are provided the positive online buyers experience. The development of the Ukrainian DIY
retailers’ digital business at the initial stage needed attention to develop an adaptive design of
online stores with an acceptable and understandable interface for the online buyer, as well as
visual design, which was based on the categorization of goods taking into account the needs
and requirements of online buyers. Moreover, it is determined that the active development of
the digital business in the DIY retail segment is facilitated by a clear focus on increasing the
level of online buyers’ trust, as well as improving and providing high-quality services and
delivery, for which retailers should improve their own networks and increase the number of
methods for delivering goods.

The Table 2 shows the traffic of five online stores Ukrainian DIY retailers in 2019
(according to the [18]). These retailers for a fairly short period of time quickly developed their
digital business and did not lose their offline market share.

Table 2 — DIY Retailers’ Traffic in 2019

D Total Visits of Online Stores, millions

e Nova Liniva| Epicentr K | Leroy Merlin | Stili stilecz’ JY 5K
01.01.2019 [ 033 0.18 33
01.02.2019 [EGs7 |50 ] 0hs 0.16 A2
01.03.2019 |!u,33 ] F 535 | 027 0.16 %:ju
010420190 [0 75]| [ 590 0,52 0.12 A8
01.05.2019 |00 || 6.25 032 0,13 h:s
01.06.2019 |!u,s? | F 6.65 | 033 0.14 %Aﬁ
01.07.2019 [HEGE0 | [IGT0 031 0.13 52
oL0s.2019 |HOG7 ] |[IESS | 032 013 056
01.00.2019 |MT0.53 F Bl | 038 0,17 %54
01102019 [0Sy [BeL 027 0.16 58
01.11.2010 |IT0.6E |! | 037 0.18 K
01122019 |[Iosh [T | 033 0.17 3

Source: composed by the author according to [18]

According to the Table 2, the most intense traffic in 2019 among the studied DIY
retailers had the “Epicentr K”. The number of its visits in December 2019 amounted to
7.90 million, which is significantly more compared to other retailers.

It is important to note that the number of visits of “Epicentr K online store is determined
by using the “Similar Web” service [18] taking into account the fact that 21.12.2019 the domain
https://27.ua/ was changed to https://epicentrk.ua/. So, only in May 2019 in the “Nova Liniya”
online store, the traffic was reached 1.00 million visits, and 1.25 million visits were recorded
in the “JYSK” online store in December 2019. During the year, in all other online stores, with
the exception of the above, the number of visits was in the range from 0.12 to 0.88 million. It
should be emphasized, that such traffic is quite high, taking into account the specifics of the

A. Natorina. Digital business in Ukraine: background and retrospekt 11
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DIY segment in Ukraine, as well as the coverage of each individual retailer in the regions where
goods are sold and delivered online.

Based on the results of the comparative analysis of the Ukrainian retailers’ online stores
traffic and diagnostics of the digital business effectiveness, the driver-factors of digital business
development are determined and interpreted, which are recommended to be used as part of the
measures implementation to achieve the general goal.

1. Focus DIY retail efforts on working with call center staff who provide the requested
information to online buyers and inform them of existing promotional offers. Retailers should
systematically implement a set of measures aimed at increasing the level of staff competence.

2. Using a CRM-system, which contributes to a better understanding of the actions of
online buyers in the online store and allows retailers to obtain the necessary analytical
information.

3. The development of expert online media tools, together with the active management
of SMM channels, that allows DIY retailers to quickly increase the level of awareness of online
buyers about their current activities in the Internet and gain some popularity among them. This
is the foundation for substantiating personalized offers, as well as the opportunity to understand
the demanding online buyers and offer the goods they need at the right time.

4. Creation by online retailers in the DI'Y segment of professional photo products that
will be posted on the site and help to interest the online buyer, directly affecting his decision
when ordering online.

5. Improving the service component of DIY retailers on the Internet. Nowadays online
retailers provide a full range of services — advice on choosing a product, delivering goods and
providing additional related services to online buyers. At the beginning of the formation and
development of digital business, the main tasks of DIY retailers were to find suppliers, establish
contacts with them and resolve the matrix of goods presented in the online store. Now, as
specified in [8], the range of goods in most online stores DIY-retailers is much lower than in
retail offline stores. However, in a relatively short period of time, the online format will be the
beginning of growth for DIY segment retailers, because this is where they will be able to present
a much wider range than in offline stores. Thus, in general, it can be stated a gradual increase
in online sales by DIY retailers, as well as an increase in their market share in Ukraine.

The existence of a directly proportional relationship between the success of an online
retailer and the degree to which the inquiries, needs and preferences of online buyers are met
through an optimally developed product range that includes goods, which are valuable from
their point of view. In the case of generating additional goods value for online buyers, the
retailers in the DIY segment can earn more income from the sale by setting higher prices
compared to competitors in the market.

Considering the above, the largest Ukrainian DIY -retailers are trying:

— timely and efficiently solve the current issues (if they occur);

—as quickly as possible to meet the changing varied demands, needs and preferences of
online buyers with high-quality goods and services;

—make the best use of available analytical data.

These in the long run leads to the formation of a “seamless” experience of online buyers.
The ability of online retailers in the DIY segment to compile algorithms for buyers to obtain a
positive “seamless” omni channel experience in the Internet further promotes the online trust
of these buyers.

The analytical research and retrospective analysis of the successful online experience of
DIY retailers in Ukraine allowed the author to suggested the accents of the progressive and
sustainable digital business development, which guarantee rapid scaling in the terms of intense
competition and strengthen the competitive position of retailers in the market:
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1) an increase in the number of commaodity items in the online store range;

2) the implementation of measures aimed at improving the delivery system of goods to
online buyers, expanding geographical boundaries and increasing the number of channels and
delivery methods;

3) the development and realization of programs of the positive “seamless” omni channel
online buyer’s experience formation;

4) digital businesses scaling up (increasing the geographical coverage of the national
market).

Conclusions from this research and prospects for further developments in this
area. The features of the mobile-centric Ukrainian Internet audience are identified and factors
influencing their behavior are defined. It is argued that the active development of the digital
business in the DIY retail segment is facilitated by a clear focus on increasing the level of online
buyers’ trust, as well as improving and providing high-quality services. The digital business
development driver-factors are interpreted and determined on the basis of research and
comparative analysis of the activities of the DIY retailers, aimed at increasing the online buyers’
satisfaction level. These driver-factors are recommended to be used as part of the measures
implementation to achieve the general goal. The analytical study and a retrospective analysis
of the successful online experience of DIY retailers in Ukraine made it possible to offer accents
of the progressive and sustainable digital business development, which guarantee rapid scaling
in the terms of intense competition and strengthen the competitive position of retailers.
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Hamopina Anvona Onexcanodpiéna, xaHouoam eKOHOMIYHUX HAYK, 3asidyeéay Kagpeopu
MIHCHAPOOHOI eKOHOMIKU, 0OniKy ma ¢hinancie MidxcHapoOHO020 HAYKOBO-MEXHIUHO20 YHigepcumemy
imeni axademixa FOpia Byeas (Kuis, Ykpaina).

Hudposuii 6i3Hec B YKpaini: 6eKrpayna Ta peTpocrneKTuBa.

Ipynmyrouuce na pe3yromamax aHALmMu4Ho20 00CHiONHCenHs bekapayHOy yugpoeoo biznecy
6CMAHOBNEHO, WO OJiA POSUWUPEHHS MeXC Yilb0ogoi ayoumopii ma niosuwents pieHsa 3a008071eHOCi
OHNIAUH-NOKYNYI6, — pumeiiepam HeoOXIOHO — 6NPO6AOHCYSAMU  DeNeGAHMHUL  MAPKemuH208uUll
iHcmpymenmapitl, onmumizyeamu pooomy Inmepuem-macazuny i MmobOineHux dodamkie. 3a
pe3yabmamamt  KOMRApamueHo20 auanizy oOisiienocmi Inmepuem-maeaszunie yxpaincokux DIY-
pumetinepie 0emepMiHOBAHO MA IHMEPNPEemo8ano Opausep-4YUHHUKY PO3BUMKY YUPPO6020 Oi3Hecy, wjo
PEKOMEHOO0BAHO BUKOPUCMOBYBAMU Y PAMKAX peanizayii 3ax00i8 08 O0CACHEeHHs 2eHepAbHOi Memu.
Ilposedero pempocnekmuenuti ananiz 00cgidy ownnauu-disnvrocmi DIY-pumeiinepie ¢ Ykpaini ma
3anponoHo8ano aKyeHmu NpoPecusHo20 NepPCUCMENmMHO20 pPO3GUMKY Yu@dposozo Oisnecy, wjo
2apanmyoms  WeuoKe MacuimaOy8anHs 6 YMO8AX IHMEHCUBHOI KOHKYPeHYil ma NOCUNoNnmb
KOHKYpeHmHI no3uyii pumeiinepis.

Kittouosi cioBa: DIY -puteiisn, akIieHTH POrpeCUBHOTO MEPCUCTEHTHOTO PO3BUTKY IIU(PPOBOTO
0i3Hecy, ApaiiBep-YMHHUKHN PO3BUTKY LU(ppoBOro Oi3Hecy, [HTepHeT-Mara3us, nudposuii GizHec.
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