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B cBsi3u ¢ yem, Ha OPEINpPUATUU JOJDKHBI MOCTOSHHO IPHCYTCTBOBATH BO3MOX-
HOCTH, (PAKTOPBI ¥ MEXaHU3MBbl COBEPIICHCTBOBAHUS CHCTEMbI BO3HATPAXKICHMUS.
[Ipyuém cucTeMbl MOTHBALMU JOJDKHBI TaKXKe MOAJEPKUBATh HAadaTble U
IUIaHUPYEMBbIE U3MEHEHHS.

Pa3Butne cucTeMbl OIUIaThl TpyJAa JEJAeT NPEINpUsATHE KOHKYPEHTO-
CIOCOOHBIM Ha BHYTPEHHEM M BHEIIHEM pBIHKAX, MOCKOJbKY ITOBBIIIAETCS
IPO3PAYHOCTh M MPHUBJICKATENBHOCTh KOMIAHUM JJII UHBECTOPOB. JTO 3HAYMT, C
OJIHOM CTOpOHBI, Oojee cTaOuibHYIO PabOTy IS JIIOAEH, a C JAPYrod CTOPOHBI
MOJTYYEHHE BBITOJbI OT PA3BUTHUSI KOMIIAHUU.
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ASPECTS OF CUSTOMER SATISFACTION IN ONLINE RETAIL

Nowadays, market is changing dramatically. Competition is global, not local.
Technology is an integral part of every business and every customer’s daily life.
Mobile devices, the Internet of Things, cloud services, partner communities and the
demands of customers are putting tremendous pressure on online retailers’ activity.

Famous Ukrainian and foreign scientists and economists were engaged in
studying different ways of satisfying consumer needs in online retail, among whom:
Bojchuk I., Dergachova V., Zaplaty'ns'ky'j V., Kane G., Kiron D., Marchand D.,
Mizyuk B., Oklander M., Palmer D., Phillips A., Wade M. Further study of this
problem is relevant and important, because customers play a major role in the of
online retailers’ activity.

The purposes of the work are to investigate the features of customer satisfaction
in online retail and to formulate recommendations for online retailers regarding
their activities to meet the needs of customers.

By getting to know customers more deeply and engaging them with valuable,
their experience, there is great opportunity for online retailers to stand apart from
competition and secure a place in the new digital world. However, taking advantage
of this opportunity will require a lot of new thinking — and online retailers need to
be willing to explore Internet space.

According to SpencerStuart research [1], many online retailers are now focused
on creating truly seamless experiences for customers across all online channels and
brick-and-mortar locations, but «omnichannel» means different things to different
online retailers. Some think of it as just a fulfillment strategy, allowing the customer
to order products online and pick them up in store. At the other end of the spectrum,
some online retailers have installed a chief customer officer who is dedicated to
ensuring that all customer touch points deliver on the brand promise. Regardless of
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where online retailers are on the digital journey, the growing demand for holistic
experiences and diverse online offerings reaches well beyond the technology that
enables them, significantly impacting talent and leadership. Old skill-sets and
organizational structures of online retailers will not be enough to succeed in a very
different, digitally driven world.

Also gone are the days where online retailers had relatively non-overlapping
focus areas. By CISCO data [2], the online retailers are jointly responsible for
customer success. To succeed, they need to focus on the following areas [2]:
customers, business process; reimagined value; security; technology and data
architecture. As mentioned the famous IT consulting company CGI [3], a majority
of online retailers are in the early stages of transforming their activity to become a
digital business. But some online retailers, however, are gaining ground. Over the
next three years, many areas, including online retail, will reach a digital tipping
point. So online retailers have to anticipate the future and are drive continuous
change that impacts the entire online retailers, including their business model,
structure, people, processes and technology. Figure below shows the main
marketing activities for online retailers in terms of astatic market.

Compete beyond o Simplify the Drive change at %?ggrgitzha?iggglt
boundaries complex pace and scale SR
Innovate to Engag_g I s tSF]hapert]hde ?u%m_ess T/Iodernize and invest
differentiate wider rougn data-ariven in technologies
ecosystem insight
Re-envision customer touchpoints I

Fig. Marketing activities for online retailers
Source: developed according to [1-3]

As online retailers gear up with goals to grow their business — often without
influx of programming budget or additional people resources — they need to
understand the cost effective, low resource levers of innovation that will aid in their
ability to meet and exceed results on their most important channels. That is why in
this work it is outlined the following recommendations for how online retailers can
tackle innovation as a driver for meeting their goals and meet the needs of
customers:

1. Personalization for email and web. It is one of the top areas to increase
innovation among online retailers, and at the top of the pack of effective channels
for acquiring and retaining customers.

2. Automation. It makes delivering individualized online retail experiences
scalable for any team size. All online retailers have to take this automated approach
to personalization across their online channels. Triggered email can also drastically
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increase email engagement and loyalty. This ensures that customers get the right
message at the right time, and on the right device.

3. Artificial intelligence (Al). Implementing Al into online retailers’ activity
demonstrates a deep understanding of customers. It is about being able to act on
customer knowledge with messaging and products that are relevant to their interests,
and to do so in a way that is automated, dynamic and cross-channel in nature.

The implementation of the proposed recommendations into the online retailers’
activities will contribute to their effective operation in the future.

*The publication contains the results of studies conducted by President’s of
Ukraine grant for competitive projects F-75 of the State Fund for Fundamental
Research.
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IHHOKA3HHUK EBITDA B KOHTEKCTI OIHKH EOEKTUBHOCTI
PE3YJIBTATIB JIAJIBHOCTI HIOPTOBOI'O OIIEPATOPA

[Ipomiec BuUMIpIOBaHHS MPOJYKTHBHOCTI 3IACHIOETHCS 32  JOMOMOTOIO
MOKa3HUKIB €(EeKTUBHOCTI, SIKI MEBHOIO MIPOI0 € BUMIPOM TPOIYKTUBHOCTI. Jljis
MPaBUJIBHOI OIIHKKA €(PEKTUBHOCTI MISUTBHOCTI MiANPUEMCTBA BUKOPHUCTOBYETHCS
HaO1p KITIOYOBUX TTOKA3HHKIB, sIKI BUKOPUCTOBYIOTHCS MIAMPUEMCTBAMU JIJISI OI[IHKH
iX BHYTPINIHBOI €()EeKTUBHOCTI a00 BUKOHAHHS TMEBHOTO BUIY MISIIHOCTI, B SIKiH
BOHU OEPYTh y4acTh.

OCHOBHI TMOKa3HUKH €(PEKTUBHOCTI JISTILHOCTI TMOPTOBOTO  OIeparopa
BKJIIOYAIOTh SIK ONepaliiiHi, Tak 1 (IHAHCOBI MOKA3HUKU Ta JOCUTh AKTHUBHO
OOroBOPIOIOTHCS HAYKOBIIMU. Tak, Hampukiaa, B poooti A. I'. Jlem’ssHuenko [7]
MPUBOJUTHCS JOCIIKEHHs] €KOHOMIYHOI Ta (piHaHCOBOi €(EeKTUBHOCTI POOOTH
JIep’KaBHUX 1 MPUBATHUX CTUBIIOPIB Y MOPCHKUX mopTax Ykpainu. [linBuiieHHs
€()EeKTUBHOCTI JISJILHOCTI Ta KOHKYPEHTOCIIPOMOXHOCTI MiAMPUEMCTB MOPETOCIIO-
JApChKOT0 KOMILIEKCY YKpaiHu po3misiHyTo B MoHorpadii [8]. KitrouoBi mokazHuku



