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The use of different channels interaction with consumers by trade enterprises of
Ukraine was reviewed. Data that the enterprise receives when the consumer interacts with
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Casuyk A. OMHUKaAHAIbHBIE CMpaAmMezuU NPEeOnPUAMUIl MOp2oenu: uHgopma-
yuonnoe obdecnevenue. llpoananuzuposano UCNONb306AHUE NPEONPUSMUAMU MOP2OGIU
Ykpaunvt pasuvix xananoe eszamooeiicmeus ¢ nompeobumensmu. OnpedeneHvl OanHvle,
Komopble npeonpusmue NoAyYdenm HpU G3auMoOeticmeur nompebumens ¢ pasHbIMU
kananramu. OXapakmepuzo8ana 63auMOCesi3b 6XO0AWUX U UCXOOAUUX UHDOPMAYUOHHBIX
NOMOKO8 U UCHONb306AHUE UHDOPMAYUOHHBIX MEXHONOUU NPU Pearu3ayuu OMHUKA-
HALHOU cmpame2uu Ha npeonpusimusix mop2osJi.

Kniouesvle cnoea: vHPOpPMALMOHHBIE NTOTOKH, MHOOPMALMOHHOE O0OecIieueHHE,
MYyJIbTUKaHaJIbHasg CTpATerusi, OMHHUKaHaJIbHasA CTpaTerusd, I/IH(i)OpMaLII/IOHHI)le TCXHOJIOT'MHU
B TOPT'OBJIE, MAPKETHHI OBbIE CTPATETHH.

Background. Globalization processes in economy of Ukraine and the
whole world, dissemination of Internet-technologies in all spheres of society
life predetermine considerable growth of volumes information which are
received by enterprises during interaction with consumers. According to the
forecasts of research company IDC (International Data Corporation), until
2025 year amount of digital information that is generated by enterprises,
will grow in 10 times, but interaction between human and devices which
produce different data, will grow in 4800 times a day [1]. Ordering this
information and its effective using with engagement newest technologies in
modern conditions is not a simply important, but necessary condition of
providing competitiveness of trading enterprises. It is important to establish
and maintain contact with the consumer in different channels of interaction
with enterprise (stores, online-stores, mobile applications, social networks)
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with providing mutual integration these channels in an uniform system, i.e.
omnichanneling. When combining a few channels a relevant problem
appears: management of informational traffic, because for enterprises criti-
cally important is abilities to select from big amount data valuable
information which can be used for making decisions.

Analysis of recent researches and publications. Omnichanneling and its
specialty of implementation in activity of enterprises were considered in
national works and foreign scientists, in particular O.Jagus [2],
0. Zozulyov, M. Levchenko [3], V. Lysytsa [4] studied different approaches
to definition of the concept "omnichanneling". Scientists P. Vergoef,
P. Kannan, J. Inman [5], J. Hu, M. Rahman [6] are determined the main
differences between multichanneling and omnichanneling. But insufficiently
investigated remains a question of regulation informational traffic of
trading enterprise at implementation omnichannel strategies and determi-
nation of efficiency separate channels and its interaction.

The aim of article is determination of essence omnichannel strategies
and research of informational traffic of trading enterprises at its realization.

Materials and methods. Research was carried out with using
methods of analysis, synthesis and theoretical generalization. When writing
an article was used materials of State Statistics Service of Ukraine, Kyiv
International Institute of Sociology, International company "SapientNitro",
national and foreign works of scientists.

Results. During the analysis about world trends of development retail
trade, one of main trends is using omnichannel strategies. It is due to that in
modern conditions consumers choose those enterprises, which give ability
make a purchase through sales channels that is more convenient for them
(through website and stores of enterprise, by using social networks, mobile
applications, e-mail, etc.) and providing interaction all channels. According
to research of international company "SapientNitro" (USA), 53 % consumers
among all channels prefer to make purchase through the stores, 81 % —
prefer an interaction with stores through smartphones, 61 % wish to use any
device (smartphone, tablets or PC) for buying things [7].

In Ukraine, the relevance of introducing omnichannel strategies is due
to the growth in the share of online trade in the total of Ukrainian retail trade
and the number of Internet users: for 2012-2016 period from 2.2 %
to 6.6 % [8]. According to the research of Kyiv International Institute of
Sociology, the proportion of Ukrainians who use the Internet is 63%. At the
same time, mobile phones (39 %), home laptops (31 %) and stationary
computers (30 %) are most often used for searching through he Internet
among Ukrainians. 41.6 % of Ukrainian adult population as of May 2017
at least once a month use the Internet on their mobile devices — mobile
phones or tablets [9]. The growth in the number of Internet accesses via
smartphones confirms the feasibility of introducing omnichannel strategies
that involve the use of mobile applications for the sale of enterprise goods.
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There is a significant part of traders which use different channels of
interaction with consumers. According to the survey conducted by the State
Statistics Service of Ukraine in 2016, the share of traders that have their
own site was 45 %, of which 72.4 % of enterprises’ sites contain product
catalogs or price lists, 33.3 % — provide the opportunity to place orders or
book products online, 18.9 % — make payments online, while 27.4 % use
personalized content for regular customers. In addition, trade enterprises use
social networks, in particular: 28.4 % — blogs or microblogs, 51.4 % — sites
with multimedia content, 48.7 % — knowledge-sharing tool. Among enter-
prises that use social networks: 93.1 % use social media to advertise the
enterprise, 65.5 % — to receive feedback from customers and 46.2 % —
attract customers to the development of the enterprise [10].

According to A. Zozulev's definition, omnichanneling is a process of
the organization and sale of the enterprise's products, in which the
integration of communication and marketing takes place independently of
a separate distribution channel, its objective is to unite them and create
conditions for a continuous process of acquiring goods, even providing
changeover from one sale channel to another [3].

Now for then, omnichanneling is identified with multichanneling, but
the difference in these terms is that omnichanneling involves the integration
of all sales channels, while multichanneling means giving consumers the
opportunity to buy a product or a service through various channels that do
not interact with each other. Multichanneling provides establishment,
development, coordination and evaluation of various sales channels with
a view to strengthening the experience of consumers from interacting with
the traders, attracting new consumers, retaining them and developing
relations with them [5]. The difference of omnichanneling is the absence of
barriers between sales channels, which helps by capturing the attention of
the consumer in interaction through one channel, continue to influence
through other channels [6].

Thus, it is proposed to consider the omnichannel strategy of trade
enterprise as a set of measures aimed at using additional sales channels,
ensuring the integration of information trafic from all available channels
according to the preferences of consumers of different market segments and
the dynamics of their purchases.

In the context of information support for the marketing of trade
enterprises, omnichanneling is a technology of integration the information
transfer of the enterprise entering its information system from different sales
channels of goods. Therefore, it is important to regulate such information
transfer for making management decisions.

From the economic point of view, the information transfer is a stable
data movement directed from the source of information to the recipient,
determined by the functional relationships between them [10].
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Information transfer management does suppose creating an informa-
tion structure, finding out the receiving channels and consumer identi-
fication, i.e. those who use this information. In the context of investigation
information transfer of enterprises, scientists use such terms as "generator"
and "receiver".

Thus, information transfer is considered as a way of internal and
external communication of the enterprise, intended for the purposeful and
organized movement of a certain amount of information, that is carried out
by communication channels of data distribution from its generator to the
receiver for the purpose of providing an operative and quality information
support of economic processes [10]. During the implementation of omni-
channel strategies, consumers become the generators of incoming
information which flows into the enterprise, and as channels, through which
the data are received, possess the company’s website, a traditional store, an
online-store, a mobile application, and pages on social networks. An
enterprise becomes a generator of outcoming informational transfer. Conse-
quently, incoming informational transfer, arising during the implementation
of omnichannel strategies, are the data that the company receives about the
consumer when he interacts with the sales channels, used by an enterprise,
and the outcoming data is the data that company provides to consumers with
regard to prices, assortment, discounts, stocks etc. (figure).

Most of the data that comes to the company’s information base from
online interactive channels, is similar, but the special value belongs to the
results of data analysis of different channels and the determination of
interconnections between them. By obtaining personal data, history of views
and purchases of a particular consumer, the enterprise can find an individual
approach and more quickly respond to changes in consumer preferences.

As the figure shows, the information is received about the time of the
consumer's presence, transitions, views, comparison of goods, average
check through the website and online store to the company. The consumer
can use the site and online store to study the features of different products,
to compare prices, to make a purchase decision, while the purchase takes
place directly in a traditional store.

In order to obtain additional information about the consumer,
enterprises use such tools as "push-messages" with proposals for news
subscription bonuses, which include the indication of gender, age, the
consumer‘s place of residence and it allows the company to obtain
demographic data, the analysis of which in the interconnection with the
history of views and purchases you can form a personalized message. As
bonus a trade enterprise often provides a certain sum of money which you
can spend on shopping at the store. In the case of purchasing through an
online store, the data on the chosen method of payment and delivery of the
goods are sent to the company, on the basis of which subsequent proposals
for the additional service are formed.
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Online purchases can be made in the process of communicating
through social networking sites, as well as the personal visit to a traditional
store [11]. The advantage of social network is the ability to be alert to the
consumer’s feedback and preferences, to have an instant answer to the
question. Reviews of existing customers of the company are of special value
because they not only allow us to identify shortcomings in company’s
business, but also they form a certain image of the enterprise for potential
customers who can read these reviews. The analysis of the demographic
data of the page's subscribers allows you to identify the target audience; the
number of preferences and extensions of individual company posts is an
issue that is of interest to consumers.
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Smartphone applications have not gained such popularity as online
stores, but they are already being used by most of the major trade network
enterprises in Ukraine. The advantage of phone applications is the possi-
bility of constant contact with the consumer by means of announcements in
the form of offers of discounts, recommendations of related products or
special offers, if the consumer is in the process of choosing a product, as
well as monitoring its location.

With introducing omnichannel strategies, the consumer should have
the opportunity to order goods in different ways, in particular: to order
online by filling out a form with the type of goods and payment method or
by calling the contact center, contacting the company and ordering the
goods. In the process of interaction of the buyer with the enterprise it is
important to track his actions and moving through channels. The ability to
analyze the behavior of consumers passing through one channel to another
is complicated by the fact that the company's customers are not always
willing to register and provide personal information. According to a survey
conducted by the research company "Retail dive", 31% of consumers are
ready to share personal information for receiving individual offers, 61 % for
discounts and special offers, 61 % for bonuses in loyalty programs [12].
Consequently, bonuses and discounts will stimulate consumers to provide
personal data that will allow companies to receive valuable information.

By analyzing the data from the specified interaction channels, the
company receives information about which channel is convenient for the
purchase, which is used for the search, which are used more often to make
an order. On the basis of the data that a trade enterprise receives, initial
information flows for assortment, prices, communications, promotional
offers and others are formed. An analysis of the spending time on the site
and the history of the goods' views of a potential buyer make it possible to
draw conclusions about his interest and to determine the expediency of
sending individual messages to lower prices for the revised goods, special
conditions of payment, and offers of related goods. The study of consumer
reactions to company publications in social networks (number of
preferences, links to a page) and the analysis of reviews are influenced on
the choice of communication means and the content of further advertising
appeals. The sales volumes of different product categories of an enterprise
allow you to determine which ones are mostly implemented through online
or offline channels and, based on this information, to determine the need for
a more detailed presentation and description of their characteristics in each
of the channels. The chosen method of delivery and payment by the con-
sumer also is influence don the proper message content of a trade enterprise;
in particular, it can be advertising services, individual products, etc.

The outgoing information flows should be formed after collecting and
analyzing consumer information. When forming the outgoing information
flows, it is important to indicate the actual price of the goods, to update the
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information on their availability, to ensure its identity across all channels of
interaction, to use the obtained data in the formation of individual messages
for consumers.

The choice of software is important in the implementation of
omnichannel strategies, so the integration of information flows is ensured by
the availability of appropriate modules for collecting and processing data
from online and offline channels in software products.

The main functions of such software products should be synchro-
nization of the catalog of goods from the online store and enterprise
accounting system; synchronization of prices and information about the
availability of goods; the ability to add and edit content on different
channels; to collect and to analyze data on consumer behavior, etc.

When choosing software, an important feature is the ability to
integrate with other enterprise information systems, as well as statistical
analysis and finding relationships between data coming from different
channels of consumer interaction.

Among the software products of this type is to allocate programs to
study the history of customer interaction and the program of providing
service to consumers. "IBM Unica" is the software which is used to analyze
the history of relationships and to identify individual customer interaction
strategies; it allows collecting purchases and customer contact data through
online channels. "SAP Hybris Mobile Commerce" analyzes the history of
purchases from mobile devices. "SAP Hybris B2C Commerce" allows you
to analyze online and offline customer relationships for all sales channels.
"SAP Hybris Marketing" provides the opportunity to receive real-time
customer information and to use this knowledge to integrate purchasing
experience in the various sales channels functions. "SAP Hybris Order
Management" is the software which provides customer service and the
ability to control the execution of online orders. In this case, the execution
of actions on registration, rejection and delivery of the order is ensured in
the condition of any available channel using, informing the buyer about the
status of his order [13].

The systematic accumulation and analysis of data can analyze the
overall effectiveness of the implementation of omnichannel strategies in the
process of simultaneous usage of several channels for consumer’s purcha-
ses. To assess efficiency, it is advisable to compare such indicators as:
turnover, enterprise revenue, average check, the number of re-purchases, the
index of completeness of purchases, the number of consumers before and
after the implementation of the omnichannel strategy, etc. At the same time,
it is important to analyze not only the change in the performance indicators
of the trade enterprise, but also to determine the ratio of financial results of
the enterprise to the cost of implementing an omnichannel strategy.
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Conclusion. The usage of omnichannel strategies in the current
conditions of the development of trade enterprises is an objective necessity,
given the growing trend of online trade in Ukraine, the number of Internet
users and smartphone users. It is determined that the implementation of such
strategies allows integrating the information flows entering the information
system of the enterprise from online and offline sales channels of goods. On
the basis of this, the scheme of information flows in the implementation of
the omnichannel strategy is proposed, and the data that the business
enterprise receives when interacting with the consumer through various
channels is described. Analyzing data on these channels, the enterprise has
the ability to determine the effectiveness of individual marketing activities
and the convenience of various channels for the purchase. Thus,
preconditions for improving marketing activities are created by identifying
existing consumer interests, forecasting future needs, and using personalized
marketing communications based on the information received.
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Casuyk A. Omuixkananwvui cmpamecii nionpuemcme mopeieni: ingopmauiitne
3abe3neyenns.

ITocmanoska npoonemu. Bnposadicenns MynbmMUuKAHAIbHUX MA OMHIKAHATbHUX
cmpameeiil, sKi nepedbaiaroms UKOPUCMAHHA 0A2amMboX KAHAN8 Oisi 83aeMOO0il nIOnpu-
EMCMBA 3i CROJCUBAYEM € AKMYAbHUM HANPAMOM PO36UMKY nionpuemcme mopeieni. Ilpu
00’€OHaHHI O0eKINbKOX KAHANi8 HAOY8AE AKMYANbHOCMI npobiema YRpaeuiHHs IHpopma-
YIUHUMU NOMOKAMU, OCKINbKU 0151 NIONPUEMCIE KPUMUYHO BANCTUBUM € YMIHHA GUOLIAMU
ceped 3HAYHUX 00CA2I8 OAHUX YIHHY IHPOPpMAYIio 018 NPULHAMMS YNPAGIIHCOKUX PIlUeHb.

Memoro cmammi € BUSHAYEHHA CYMHOCMI OMMIKAHANLHUX Ccmpamei ma
00CHIOMHCEHHSL IHEHOPMAYIUHUX NOMOKIE NIONPUEMCME MOP2I6IE npu ix peanizayii.

Mamepianu ma memoou. J[ocniodxicenHs nposeoeno 3 BUKOPUCAHHAM Memodis
ananizy, cunmesy ma meopemuiro2o y3azanvienus. Ilpu nanucanni cmammi uxopucmano
mamepianu  docnioxcenv  [epoicasnol  cuyocou cmamucmuxu  Yrpainu, Kuiscvkoeo
MIDICHAPOOHO20 THCmumymy coyionoeii, misicHapooHoi komnanii «SapientNitroy, a makooic
npayi GiMYUHAHUX Ma 3apYOidNCHUX HAYKOBYIE.

Pezynomamu docnioycennsn. Binvwicms 0anux, ki HA0X00amv 00 H@opmayiiinol
bazu nionpuemcme mopeieni 3 OHIAUH-KAHANIE, NPU peanizayii OMHIKAHAIbHUX cCImpamezill
€ NoOIOHUMU, npome OCOOIUBY YIHHICIb MAOMb pe3yibmamu ix aHaniizy ma 6U3HaA4eHHs
83a€M038'a3Ki6 Midc Humu. AHanizyrouu OaHi wodo icmopii Kynigeib, nepexooie Midxc
KaHanamu ma nogediHKU CHOXCUBAYI8, NIONPUEMCIMEO OMpUMye IHpopmayiro, euKopu-
cmanhs Kol npu hopmyeanHi UXIOHUX THGOPMAYIHUX NOMOKIE HAOAE MONCIUBICHDb
suUKopucmosyeamu  iHOUiOyanrbHull NioXio 00 KONMCHO20 KIiEHMa ma OonepamusHo
peazysamu Ha 3MIHU CHONCUBYUX 8HO000AHD.

Bucnoexu. 3anpononosano cxemy iHGopmayiiinux nomoxie npu peanizayii OMHi-
KaHanvHoi cmpamezii ma oxapakmepusz08ano 0awi, Ki NIONPUEMCMBEO MOP2I6Ii OMpPUMYE
npu 63a€MOO0IL 3i Cnodcusauem 3a 00NOMO20K0 PI3HUX Kanalie. Busnauewno, wo, ananizyouu
O0aHi 34 3A3HAYEHUMU KAHANAMU, NIONPUEMCIMBO MAE MONCTUBICIL  YOOCKOHANEHHS
MAPKemuH20801 OIAIbHOCI 3A805IKU GUAGTICHHIO ICHYIOUUX [HMEPeCi8 CNoXCU8ayis, NpocHo-
3YBAHHIO MAUOYMHIX nompebd ma GUKOPUCMAHHIO NEPCOHANIZ08AHUX MAPKEMUHEOBUX
KOMYHIKAYill Ha OCHOBI OMpUManoi ingpopmayii.

Knwuosi crnosa: iHpopmaniitHi MOTOKH, iHPOpMaLiiiHE 3a0€3MEUCHHS, MYyJIbTH-
KaHallbHa CTpaTeris, OMHIKaHaJlbHA CTparteris, iHpOpMAIiiiHI TeXHOJOrIl Yy TOpPriBii,
MapKEeTHHIOBI CTpareril.
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