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Pedepar:

1. Y pucepraliiiziil po60Ti O6I'PYHTOBAHO TEOPETUKO-METO/IOJIOTIUHI Ta MPAKTUYHIi [TOJI0’KEHHSI MapKETHUHIOBOI
MOBE/IiHKY MiATIPUEMCTB Ha OHJIAaWH-PUHKY. Y3arajabHeHO [TOBEiHKOBI 3aCafyl PO3BUTKY MiAIIPUEMCTBA, SIKi
I03BOJIMJIM BU3HAYMTH eTanu TpaHcdopMallii 10BeiHKOBOIO MiIX0y B TeOopil MiAIIprueMCTBa Bif, KIIaCUYHOI 10

11 (pPOBOI €NI0XM Ta BUOKPEMUTH CIIOKMBAYiB K BEKTOPHY Opi€HTallil0 pO3BUTKY MifgnpueMcTBa. CUCTEMaTU30BaHO
MOHSITINHO-KaTeropiliHMi anapar OoBeiHKY MiAIIPUEMCTBA, 10 Aajl0 3MOTY OXapaKTepU3yBaTU KJII0YOBi TEPMIHI
€KOHOMI4YHOI oBe iKY NignpreMcTBa.CGOPMOBAHO MOZEJb CIIOKMBYO-OPi€EHTOBAHOTO MiANIPUEMCTBA, SKe,
IOCSIraloyy NIOCTaBJIEHUX LiijIel, pearye Ha [I0BeiHKy CIIOXXUBayiB, Bpax0OBYe iXHi peasbHi Ta IOTeHIilHi noTpeodHy,
110 IIOCTiMHO 3MiHIOIOTBHCS, & TAKOXK CUCTEMATU30BaHO YMHHYKY BILJIUBY Ha MOBEJiHKY MiAIIPUEMCTBA.

33HpOHOHOBaHO MO,[[CJIi HOBC,]_IiHKI/I Hi,ﬂHpI/IGMCTBa 3 YPaxXyBaHHIM BUMOTI' DUHKY Ta HOBC,]_IiHKI/I CIIO>KMBAayiB.



OOrpyHTOBaHO HOBY KOHIIEIIIIi0 TOBEAiHKOBOI €KOHOMIKM — KOHIIEMIIil0 MAPKETUHTOBOI NOBEiHKU IMiIIPUEMCTB Ha
OHJIAaIH-PUHKY, SIKa II0€IHYE [T0BEIiHKOBY TEOPilo MiZlIpeMCTBA (CKJIaloBy €KOHOMIUHOI Teopii), Teopito
6ixeBiopu3MYy (CKJIaOBy €KOHOMIYHOI [1CUXO0JIOrii) Ta TEOPilo iHTepHET-MapKeTUHTY. BuiiieHo TN MapKeTUHIOBOI
MOBEJiHKY MiANPUEMCTBA Ha OHJIAMH-PUHKY Ta OOIPYHTOBAHO NEPCIEKTUBHI il MiANpueMCTBa 3aJI€5KHO Bifl
MapKETUHTOBOI NIOBEIIHKYU. BU3Ha4Y€HO POJIb COLiaIbHUX MEPEX K MAPKETUHIOBOIO KOMYHIKAL[iTHOTO KaHay
B3aeMOIii TOBapiB 3i CIIO>KMBaYaMU Ta pO3pO06JIEHO aJITOPUTM 3aJTy4eHHs iHTepHEeT-CII0KUBayiB Yepes ColjiaybHi
Megia. [JoBeIeHO BaXKJIUBICTb COLiaJIbHAX MEPEK B MAPKETHUHIOBIN AislJIbHOCTI MiAIIPUEMCTB Xap40BOi
[IPOMUCIIOBOCTI. JJOCTIiAPKEHO CTaH OHJIAMH-PUHKY Xap4YOBUX NIPOIYKTIB, BU3BHAYEHO TEHAEHIIii Ta IEPCIIEKTUBU
110r0 pO3BUTKY. JJOCIIKEHO MapPKETVHIOBY MTOBEiHKY MiAIIPUEMCTB B OKDEMUX CETMEHTAxX OHJIATH-PUHKY
Xap4YOBHUX NPOAYKTIB. OXapaKTepU30BaHOrO CYTHICTh Ta MOXKJIMBI HACJIAKY Pi3HOBUIB PU3HKKIB ITiJ 4ac KyIiBJi
Xap4YOBUX NPOIYKTIB OHJIAH. PO3p06I€EHO METOIMKY BU3HAYEHHS PiBHS CIIOKUBUUX OHJIAH-PU3UKIB Ta LUISIXU
HeunTpasisalii 41X pU3KKIB I1if] 4ac 34iCHEHH KYIIiBJli IPOAYKTIB HAa OHJIAMH-PUHKY. KJII04OBi C/10Ba: MApPKETHHT,
MigIIPUEMCTBO, iIHTEPHET-MapPKETUHT, OHJIAaH-PUHOK, CIIOKMBa4, MAPKETUHIOBA IIOBEJiHKA, Xap4YOBi IPOLYKTH,

OHJIANH-TIOKYTIKA.

2. The dissertation substantiates the theoretical and methodological foundations, as well as practical provisions, of
the marketing behavior of enterprises in the online market. Behavioral principles of enterprise development have
been generalized, which allowed identifying the stages of transformation of the behavioral approach in enterprise
theory from classical to the digital era and distinguishing consumers as a vector orientation for enterprise
development with the aim of achieving entrepreneurial goals. The conceptual-categorical apparatus of enterprise
behavior has been systematized, which made it possible to characterize key terms forming the concept of
«economic enterprise behavior»: economic behavior of the enterprise, marketing behavior of the enterprise, online
market, consumer risk of online purchase of food products. A model of a consumer-oriented enterprise has been
formed, which, while achieving its goals, responds to consumer behavior, taking into account their real and
potential needs, which constantly change. Factors influencing enterprise behavior have been systematized
according to main classification criteria. Models of enterprise behavior are proposed, taking into account market
requirements and consumer behavior. A new concept of behavioral economics - the concept of marketing
behavior of enterprises in the online market - has been substantiated. This concept combines the behavioral
theory of the enterprise (a component of economic theory), behaviorism theory (a component of economic
psychology), and internet marketing theory. The conceptual foundations of this new scientific trend are based on
theoretical and practical research and conclusions in the field of behavioral theory of the enterprise, psychological
analysis of market participants, and marketing science. Types of marketing behavior of the enterprise in the online
market have been identified: active and passive. The importance of involving consumers in brand development as
an important component of forming active marketing behavior of the enterprise in the online market has been
substantiated. Prospective actions of the enterprise depending on marketing behavior have been substantiated: for
adaptive marketing behavior of the enterprise - creating social activity and positive content; for anticipatory
marketing behavior of the enterprise - gaining a «critical mass» of subscribers; for aggressive marketing behavior
of the enterprise - providing network privileges to consumers to engage in brand development; for supportive
marketing behavior of the enterprise - increasing brand interaction with online consumers. The role of social
networks as a marketing communication channel for brand consumer interaction has been determined, and an
algorithm for attracting online consumers through social networks has been developed. The importance of social
media in the marketing activities of food industry enterprises has been proven. The state of the online food market
has been studied, and trends and prospects for its development have been identified. The marketing behavior of
enterprises in various segments of the online food market has been examined. The essence of the concept of
«consumer risk of online purchase of food products» has been determined, and the classification of consumer
risks during online purchases of food products has been improved by adding service risk associated with the
process of servicing online purchases of food products. The essence and possible consequences of various types of
risks during the online purchase of food products have been characterized: functional, financial, physical,
temporal, psychological, social, service. A methodology for determining the level of consumer online risks and



ways to neutralize these risks during the purchase of products in the online market has been developed to attract
consumers to the development of brands of food industry enterprises in Ukraine and activate online sales of food
products. Key words: marketing, enterprise, internet marketing, online market, consumer, marketing behavior,
food products, online purchase.
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InenTudikarop ORCHID ID: 0000-0001-6678-335X

JoparkoBa iHdpopmamnist:

IloBHe HaliMEeHYBaHHSI IOPHUAHUYHOI 0COOM: HauioHanbHMIl yHIBEPCUTET XapYOBUX TEXHOJIOTIH

Kopg 3a €IPIIOY: 02070938

Micueanaxo;perHﬂ: ByJI. Bonmopumupcska, 6ya. 68, Kuis, 01601, Ykpaina

dopma BracHOCTI: JlepxaBHa

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH i HAayKu YKpaiHu

InenTudikarop ROR:

CeKTOop HayKH:. YHiBEpPCUTETCHKUI

VIII. 3aKkJIr04Hi BiZoMOCTi

BiiacHe IIpizBuie Im's Ilo-6aTbKOBI

TOJIOBH pajgu

BiiacHe IIpi3Buie Im'sa ITo-6aTbKOBI

roJIOBYIOYOrO Ha 3aciJaHHi

BignoBigasibHuUI 3a MiATOTOBKY

00JIIKOBHX JOKYMEHTIB

PeecTparop

KepiBHuKk Bigginy YKpIHTEI, mpo €

BiZIIOBiZaJIbHUM 3a peeCcTpallilo HayKOBOi

OisIIBHOCTI

[TetyxoBa Osbra MuxaiiBHa

[TeryxoBa Osbra MuxaiiBHa

Typ O.B.

VKpIHTEI

FOpuenko Tersna AHaTosiiBHa



