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Pedepar:

1. Inceprarist Ha 3000YTTSI HAYKOBOTO CTYIEHS JOKTOPAa EKOHOMIYHMX Hayk 3a crenianbHicTio 08.00.04 - ekoHOMiKa
Ta yNpaBJliHHS MiANPUEMCTBAMU (32 BUAAMU €KOHOMIYHOI AisiyibHOCTI). — HalioHanbHMil yHiBepcUTeT «YepHiriBcbka
noslitexHika» MiHicTepcTBa oCBiTH i Hayku Ykpainu, UepHiris, 2021. luceprauiiiny po60Ty IPHUCBSIYEHO
PO3pOOJIEHHIO TEOPETUKO-METOI0JIOTIYHMX 3aca] Ta IPAaKTUYHUX PEKOMEHAAlli 00 yIIPaBJliHHS PO3BUTKOM
OHJIaMH-0i3HeCy pUuTeisiepiB B yMoBax U@ poBoi TpaHcdopmaliii. O6rpyHTOBaHO KOHIIEILIIIO Ta 3alIpOIIOHOBAHO
METOJI0JIOTiYHe MiATPYHTS iIHTEePiOPHOTO yIIPaBIiHHS PO3BUTKOM OHJIAH-06i3HecCy puTeiepiB Ha ¢oHi LndppoBoi
tpaHcopmariii. CpopmoBaHO MeTOL0JIOTIYHMI 6a3UC peKOHQIrypyBaHHsI KOHCTPYKTA Oi3HEC-MO/ieJli puTenepiB y
TpaH3UTUBHUN. CPOPMYJILOBAHO KOHLEINTYyalbHE OauY€HHS aJalITUBHOI CUCTEMHU YIIPABJIiHHI MAPKETUHTOBOIO
TOBapHOIO MOJIITUKOIO PUTENJIEPIB B IHTEpHETI. YIOCKOHAJIEHO HAyKOBO-METOAUYHUN MiAXin 0o ineHTudikanii

TpaeKTopii po3BUTKY OHJIANH-0i3HECY PUTENJIEPIB Ta PO3BUHYTO OCHOBHI [10JI0’K€HHSI [IapaMeTPUYHUX BUMIPIB ix



iHHOBaIil1HOI CKJIa0BOI Ha 6a3i KBaiTaTUBHOTO Kyacudikatopa. OGIpyHTOBAHO NMPUHIMIIA Ta METOANYHI Migxoou
1o HR- i pu3nk-mMeHeI)KMEHTy OHJIaliH-0i3Hecy puTeisiepiB. 3allpONIOHOBAHO CUCTEMY IIOKA3HUKIB OL[iHIOBAaHHS
CHWJIY BIIJIMBY T€TEPOr€HHUX CKJIaJJOBUX KOHKYPEHTHOTO (POHY Ha BEJIEHHSI Ta YIIPaBJliHHS PO3BUTKOM OHJIAH-
6isHecy puTenepiB Ha ¢poHi undposoi TpaHnchopmauii. Po3pobieHo maTpuIio rpafalilHO-KOHBEPCIMHUX 3CYBiB
IVICKPETHOTO Ta KOHTUHYaJILHOTO €TaliB (PyHKIiOHYBaHHS iHTepHET-Mara3uHy puteilziepa. BusHaueHo cTpaTeriuHi
Hanpsimu SEO-ontumisanii 6isHecy puteisnepiB y Google. Po3po6sieHo fHaMidyHy MOJiesIb KpUTUYHOI Macu
Facebook / Instagram 6i3Hec-akayHTy puTeilyiepa i HaBeZleHO IPUKJIaHI aclleKTH KacToMmizauii piniB y couiazbHUX
MepexKax Ha 6a3i JOCBiAy NOTEHLiMHNX MTOKYLIB. 3alIpOIIOHOBAHO iMIiTaLliiHY MOJIEJIb pe€aryBaHHS pUTeiyiepa Ha
HEraTUBHi Biir'yKu / KOMEHTapi OHJIafH-TIOKYIILiB 3 JeceHcubisnizallielo 1inboBoi ayauTopii BioBifHO 10
KOHTEKCTY II0TOYHOI cuTyalii. Kio4osi cioBa: nudposa TpaHnchopmallis, puTeiis, oHnaiH-6i3Hec, iHTepiopHe
yIPaBJliHHS PO3BUTKOM OHJIAMH-0i3HecCy, MapKeTUHT, HR- Ta pu3nuKk-MeHeIPKMEHT, iHHOBallii, MOJIe/II0OBaHHH,

inTepHeT-marasuH, Facebook, Instagram.

2. The dissertation for the Doctor of economic sciences degree, specialty 08.00.04 - economics and management
of enterprises (by economic activities). - Chernihiv Polytechnic National University of the Ministry of Education
and Science of Ukraine, Chernihiv, 2021. The dissertation is devoted to the development of theoretical and
methodological foundations and practical recommendations for the management of the retailers’ online business
development in digital transformation. The concept and methodological basis of interior management of retailers’
online business development in digital transformation are substantiated. The main idea of that is the ability to
simultaneously reconfigure the business model into a transitive one, adapt the marketing commodity policy
management system, rationally implement HR and risk management, actively develop the innovative component of
the business within a coherent development trajectory, based on the implementation of relevant tools. The
conceptual vision of the marketing commodity policy management system is formulated against the digital
transformation background of online business of retailers’ online business. It takes into account heterogeneous
demands, needs, preferences of online buyers and increase the efficiency of retailers’ economic activity. The
methodological basis for reconfiguring the business model of retailers’ online business into a transitive one is
improved, which provides co-adaptation to permanent changes in the external environment and based on a
semantic approach to creating a value proposition for buyers in the market. The scientific and methodological
approach to identifying the trajectory of retailers’ online business (persistent, integration, co-adaptation) based on
the clustering of priority competitors and the results of online buyers’ evaluation of their marketing product policy
is proposed. This approach focuses on building of product offerings pool with high online buyers’ demand and
value in different segments and ensures the achievement of strategic, tactical and operational goals. The two-
factor morphological matrix for the marketing product strategy type identification of retailers’ online business in
digital transformation is developed. According to that retailers can fill the product portfolio with valuable
categories and subcategories for online buyers. The system of indicators for assessing the impact strength of the
competitive background heterogeneous components in the context of management of the retailers’ online
business development in digital transformation is proposed. It is the quintessence of markers of improving
operational business processes, rethinking business values, better understanding of online buyers’ preferences and
establishing communication with them, creating a favorable business climate. The matrix of gradation-conversion
shifts of discrete and continuous stages of online store is developed. The econometric model of the marketing
commodity policy management system of the retailers’ online business development in digital transformation is
created. Practical recommendations for retailers’ HR-management are presented and parametric measurements of
the innovative component of their online business are done on the basis of a qualitative classifier with the metrics
which represent the intensity of innovative projects and practices implementation. The statuses of the retailers’
online business risks are identified according to the developed risk taxonomy and by the verification and
qualitative assessment of the risk occurrence probability. Applied aspects to customize Facebook / Instagram
feeds based on the experience of potential buyers within the implementation of the advertising campaign is
represented. This increases the visibility of the retailer’s online store among priority competitors and helps to
attract new buyers. The dynamic model of the critical mass of the retailer’s Facebook / Instagram business



account is proposed. The model provides the systematic tracking of changes in the number of active followers and
identify the nature of their impact on social network users. Moreover, the model is a foundation for the rational
making management decisions for retailers to choose the correct online business vector in the Internet. The
simulated model of the retailer’s response to negative feedback / comments from online buyers with
desensitization of the target audience according to the current situation is developed. It takes into account the
management of the retailers’ online business development at all hierarchical levels and provides instant
conversation of negative feedback / comments into positive. Keywords: digital transformation, retail, online
business, interior management of online business development, marketing, HR and risk management, innovation,
modeling, online store, Facebook, Instagram.
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