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1. ¥V nuceprauiiiziii po60Ti OGIPYHTOBAHO TEOPETUKO-METOLOJIOTIUHI Ta TPAKTUYHI [TOJI0KEHHSI MAapKeTHHIOBOI
MTOBEIiHKY MiATIPUEMCTB Ha OHJIAaMH-PUHKY. Y3arajabHEeHO [1I0BEiHKOBI 3acafyl PO3BUTKY IiAIIPUEMCTBA, SIKi
IO3BOJIMJIM BU3HAYUTH €Tanu TpaHcpopMallii 10BeIiHKOBOIO MiIX0ny B TeOpii NiATIpMeMCTBA Bif KJIACUYHOI 10
M(PPOBOI €NIOXM Ta BUOKPEMUTH CIIOKMBAYiB K BEKTOPHY OPi€HTalil0 PO3BUTKY MifgnpueMcTBa. CUCTEMATU30BaHO
MOHATINHO-KaTEeropiHui anapar MOBeLiHKY MigIPUEMCTBA, 110 A0 3MOTy OXapaKTepU3yBaTH KJIIOYOBi TEPMiHU
€KOHOMI4HOi moBeniHKy nianpuemcTsa.CHopMOBaHO MOJEJb CIIOKMBYO-OPIEHTOBAHOTO MiTIIPUEMCTBA, SIKE,
IOCSITAl0uy MIOCTABJIEHUX LIijIeH, pearye Ha [OBeiHKy CIIOXKMBayiB, BDAxXOBYe€ iXHi peasbHi Ta NOTEHLilHI MOTpeodHy,
1110 TTOCTiMHO 3MiHIOIOTBCS, @ TAKOXK CUCTEMATU30BaHO YMHHUKY BIIJIUBY Ha MOBEJiHKY MiIIIPUEMCTBA.
3aIpoIIOHOBAHO MOJEJI [TOBEAIHKY MiIIPUEMCTBA 3 YPaXyBaHHAM BUMOT PUHKY Ta [TOBEIHKYU CIIOKMBAYiB.
OO6rpyHTOBaHO HOBY KOHLIEMIIiIO TOBEIiHKOBOI EKOHOMIKY — KOHIIEIILiI0 MAPKETHUHIOBOI ITIOBEIiHKY MiAIIPUEMCTB Ha
OHJIAMIH-PUHKY, SIKA [I0€JJHY€ MOBEIiHKOBY TE€OPil0 MiJIIPUEMCTBA (CKJIaJOBy EKOHOMIYHOI Teopii), Teopito

bixeBiopu3My (CKJIaOBY €eKOHOMIYHOI [1CUX0JIOrii) Ta TeOPilo iHTepHeT-MapKeTUHTY. BuiiieHo TNy MapKeTHHIOBOI



MOBEJiHKY MiANPUEMCTBA Ha OHJIAMH-PUHKY Ta OOI'PYHTOBAHO NEPCIEKTUBHI Aii MiANprueMCTBa 3aJI€5KHO Bifl
MapKeTUHTOBOi NOBEIiIHKYU. BU3Ha4Y€HO POJIb COLiaIbHUX MEPEX SIK MAPKETMHIOBOTO KOMYHIKAL[iIHHOTO KaHay
B3aeMO/Iii TOBapiB 3i ClIO>KMBaYaMH Ta pO3pO0JIEHO aJITOPUTM 3aJTy4€HHS iHTEpHET-CII0KUBayiB Yepes3 ColliaybHi
Megia. JJoBeIeHO BaXKJIUBICTb COLiaJIbHUX MEPEXK B MAPKETUHIOBIN AisIJIbHOCTI MiAIPUEMCTB Xap40BOi
IIPOMUCIIOBOCTI. JJOCTIAPKEHO CTaH OHJIAMH-PUHKY Xap4YOBUX NIPOJYKTIB, BU3BHAYEHO TEHMEHIIii Ta IEPCIIEKTUBU
J10r0 PO3BUTKY. JlOCIIJIKEHO MAPKETUHIOBY [TOBEiHKY MiJIIPUEMCTB B OKPEMUX CETMEHTAX OHJIAH-PUHKY
Xap4YOBUX NPOIYKTIB. OXapaKTepU30BaHOTO CYTHICTh Ta MOXKJIMBI HACJIiAKY Pi3HOBUAIB PUBKKIB IIi[ 4ac KyIiBJi
Xap4OBUX NPOAYKTIB OHJIANH. PO3P06I€HO METOIMKY BU3HAUEHHSI PiBHS CIIOXKUBUYMX OHJIATH-PU3UKIB Ta LIJIIXU
HeuTpasizauii [yux pU3KKIB Iif] 4ac 37iCHEHHS KYIIiBJli TPOAYKTIB HAa OHJIANH-PUHKY. KJII04OBi C710Ba: MAPKETUHT,
MigIIPUEMCTBO, iIHTEPHET-MaPKETUHT, OHJIAaH-PUHOK, CIIOKMBAa4, MAPKETUHIOBA II0BEiHKA, 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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Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu



InenTudikarop ROR:

VIII. 3ak1104YHi BiZOMOCTI

BaacHe Ilpi3Bume Im's ITo-6aTbKOBI [Teryxosa Osbra MuxatinisHa
TOJIOBH pajgu

BnacHe IlpizBume Im's I10o-6aTbKOBI [Teryxosa Osbra MuxatinisHa
TOJIOBYIOYOTO Ha 3acCiiaHHi

BigmoBizasibHUH 32 MiATOTOBKY Typ O.B.
00JIiIKOBHX JOKYMEHTIB

PeecTpartop YkpIHTEI

KepiBHuk Bigainy YKpIHTEI, mpo €
BiZIIOBiZaJIbHUM 32 peecTpallilo HayKOBOi IOpuenko TeTsHa AHaTosiiBHA

OisSIIBHOCTI




