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It is substantiated and scientifically proved that retail is one of the components of the Ukrainian
economy in the context of ensuring its sustainable development. The arguments about the determination
of the symbiosis of offline and digital retail as one of the alternatives for successful operations in a
modern environment with permanent market changes are summarized considering the trend of
digitalization. The purposes of the paper are to investigate the landscape and features of digital and
offline businesses of retailers, and to justify recommendations for retailers with a trade network for their
persistent digital business development in the context of Ukrainian realities. The object of the study is
the largest Ukrainian retailers in the food retail segment, which carrying out simultaneous online and
offline trade. As part of the study, the analysis of the volumes of online trade in the general structure of
Ukraine's trade turnover during 2014-2019 years was carried out. The trends of the Ukrainian online
trading market in Europe are identified. The comparative analysis of the spending volume of online retail
in Ukraine, Eastern Europe and the world in 20142020 years was conducted. Prospects for doing digital
business for retailers in Ukraine are substantiated. The features of the online buyers’ activities in the
online space are diagnosed. The digital activity of consumers by the types of gadgets and devices in
Ukraine and the world is determined. Trends in Ukrainian online retail is interpreted. The development
of the digital business of Ukrainian food retailers is analysed. Based on the results of diagnostics of the
Ukrainian retailers’ activity in the food retail segment and taking into account current market trends,
perspective directions of persistent progressive development of their digital business are determined.
Approbation of the recommendations that are provided in the article, is confirmed the feasibility of their
usage by online retailers in Ukraine to maximize the satisfaction of heterogeneous requests, needs and
preferences of online buyers, as well as the rapid expansion of new market segments.
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Introduction. Retail is one of the components of the Ukrainian economy in the context of
ensuring its sustainable development. Maximum satisfaction of the demands, needs and
preferences of buyers is one of the driving forces for providing sufficient level of traditional
retailers’ (offline business) competitiveness for the market functioning. The trend of
digitalization contributed, among other things, to reactive changes in the widespread buyer’s
behaviour and preferences dictated three alternative options for the possible success of retailers
in the modern environment: (a) do business (trade) only online; (b) trade offline and partly use
online marketing tools; (c) combine offline and online trading. The last third option requires the
development of digital business by retailers, that is, retailers should conduct online trading with
offline. This underlines the relevance and importance of exploring rational ways of realization
both — digital and offline businesses.

Problem statement. Digital technologies are transforming operations, products and services
in organizations large and small. The digital transformation of organizations is extolled as a
solution to organizational challenges related to both efficiency and effectiveness [5].

 Alona O. Natorina, C.Sc. (Economics), Acting Head, Department of International Economics, Accounting and
Finance, Academician Yuriy Bugay International Scientific and Technical University.

© A. O. Natorina, 2019.
https://doi.org/10.21272/mer.2019.85.04

Mechanism of Economic Regulation, 2019, No 3 39


https://doi.org/10.21272/mer.2019.85.04

A. O. Hamopina.
Cum6io3 odu1aiin Ta AiTKHTAI pUTEIiTy: YKpaiHCBKHI KOHTEKCT

Digitalization denotes an on-going transformation of great importance for the retail sector [6].
The pace of retail evolution has increased dramatically, with the spread of the Internet and as
consumers have become more empowered by mobile phones and smart devices [3].

Digital transformation has a strong impact on the retail industry. Activities that were once
retail sector are moving to online stores, and specialized third parties are taking over physical
distribution and payment. In our digital age, need occurrence, shopping and consumption are
moving much closer in time and space and are being naturally integrated into our daily
routine [11].

The above demonstrates the importance of understanding the correct convergence of
traditional offline trading with digital business (online trading) in retail. The question of adapting
the activities of existing traditional retailers in a digital transformation period is also significant.
Despite the presence of a sufficiently large number of publications about the digital business, the
specifics and features of the digital business realization in terms when retailers have successful
trade network are not studied in detail.

The purposes of the research are to investigate the landscape and features of digital and
offline businesses of retailers, and to justify recommendations for retailers with a trade network
for their persistent digital business development in the context of Ukrainian realities.

Results of the research. Monitoring features of retailer’s business in Ukraine plays an
important and priority role in the economic situation, because the increase in online retailers’
sales affects the turnover of Ukraine (Figure 1) and contributes the sustainable development of
the economy.
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Notes. Data exclude the temporarily occupied territory of the Autonomous Republic of Crimea, the
city of Sevastopol and a part of temporarily occupied territories in the Donetsk and Luhansk regions.

Figure 1. The structure of Ukrainian goods turnover in 2014-2018 years
[developed by the author according [2, 14]]

According to the State Statistics Service of Ukraine, the turnover of wholesale enterprises
increased 2.2 times during 2014-2018 years. However, if we consider the dynamics of the
turnover of retail enterprises (despite their growth in 2018 year compared to 2014 year) in
2017-2018 years it was significantly less than in 2015-2016 years. The changes have affected
the overall structure of the whole enterprises’ turnover in 2017 year (2 724.0 bin UAH), which
was 15.5 % less turnover in 2018 year. Therefore, in the whole, it was a positive trend
regarding the increase in Ukraine turnover. In the structure of the turnover, the volume of
wholesale enterprises increased annually for five years, and the positive changes in the
turnover of retail enterprises were episodic.
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An important aspect of the study is focusing on the volume of online trade in Ukraine,
which was rapidly increased over 2014-2018 years and in 2018 year amounted to 65.0 bln
UAH. That was almost 4 times more than in 2014 year. In 2019 year, according to EVO
Company, online trading volumes will be 1.3 times more than in 2018 year. So, the growth
rate in 2019 year will be a bit slowly than in 2018 year, but also significant for country’s
economy.

The calculations show a steady increase in the percentage of online trade in the structure of
the turnover of wholesale enterprises during 20142018 years. Moreover, in the 2016-2017
years the increase in online trade in the structure of the turnover of enterprises in Ukraine was
higher than in the other studied periods. This indicates the popularization and active
development of online trade in Ukraine, as well as a marked increase in online purchases.

The Ukrainian Retail Association emphasizes that online sales, although they represent a
small share of total retail turnover — no more than 3 %, have a rapid annual increase.
Moreover, according to EVO. Business, in 2018 year the online trading market was the second
fastest growing in Europe. According to forecasts by the analysts of the Nakono, by 2020 it
will be a positive dynamic in online retail — a steady increase in average monthly spending per
buyers in online retail in Ukraine, Eastern Europe and the world (Figure 2).
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Figure 2. Average monthly spending per buyers in online retail in 2014-2020 years
[developed by the author according [7]]

Figures 2 shows the increase of the average monthly spending of Ukrainian online buyers
during 20162018 years. The predicted value of these costs in 2020 year will be 8.4 % more
than in 2019 year. As for the average monthly spending of buyers in Eastern Europe and the
world in online retail. It will be a tendency to increase costs in 2020 year due to the use in
practice of various online channels. In particular, the average monthly spending per buyers in
online retail in Eastern Europe in 2020 year will be almost 2 times more than in 2014 year. It
is predicted that similar spending in the world in 2020 year will be 62.4 % higher than in
2014 year. In order to analyze the dynamics of total online retail expenditure across all
channels in 20142020 years in Ukraine, Eastern Europe and the world, the author developed
the Table 1.

According to the Table 1, since 2016 year the total online retail expenditure across all
channels in Ukraine tend to increase. This is due to (a) the improvement of the economic
situation in the country and (b) the adaptation of online retailers to changes in the competitive
environment and (c) the formation of appropriate policies to satisfy online buyers. Since
2014 year, in Eastern Europe and the world, there was a steady growth in the volume of total
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online retail expenditure across all channels, which indicated an active attraction of buyers to
make purchases in online stores. In Eastern Europe in 2020 year compared to 2014 year, the
percentage of the total online retail expenditure increase will be 107.7 %, and 107.6 % — in the
world.

Table 1
The total online retail expenditure across all channels, in 2014-2020 years, min USD
[developed by the author according [7]]

Year Ukraine Eastern Europe Worldwide

2014 2 474.560 42 698.262 1279 970.430
2015 2.300.000 49 330.373 1495 213.632
2016 2 470.000 55 765.325 1716 910.995
2017 2 692.300 63 033.554 1 937 534.905
2018 2 934.607 70 965.732 2 170 654.960
2019* 3198.722 79 524.429 2 424 215.127
2020* 3486.607 88 670.890 2 657 175.705

* — predicted value.

Thus, the previously mentioned emphasizes the expediency and prospects of the digital
business realization by Ukrainian retailers in the future. It is important for retailers to
transform their activities in a timely manner in accordance with the changing demands of
online buyers, as well as to consider the actions of priority competitors. At the same time,
retailers should use the relevant methodological tools that will provide the desired stable
operation and minimize the negative impact of environment.

To increase sales retailers, monitor the interests of buyers using different gadgets and
devices. It increases the business opportunities of retailers in the Internet. Purchases online has
a number of advantages for the buyers, as opposed to traditional offline. One of these
advantages is the extensive coverage of the Internet, due to which buyers can buy goods in a
convenient place and at a reasonable time. In addition, retailers can quickly deliver the goods.
According to analytical materials of Kantar TNS, in 2018 year the number of Internet users in
Ukraine aged 12 to 70 years increased by 7 % compared with 2017 year and amounted to
70 %. The behavior of users in the Internet is not a permanent and cannot be accurately
predicted. Therefore, retailers monitor the main changes in the requests of the potential online
buyers and collect anonymous information from all possible gadgets and devices. Considering
the fact that providing online buyers with comprehensive information about retailer is possible
by using different digital channels, it is important for retailers to know the most common and
popular gadgets and devices among buyers.

The rapid growth of buyer’s gadgets and devices usage highlights the importance of
adapting retailers’ activity in online. Since 2016 year, the digital activity of Ukrainian Internet
audience has transformed. According to Kantar TNS experts, in 2018 year, the mobile-
centered Ukrainian Internet audience increased. Mobile Internet devices in 2018 year were
used by 16.7 min. Ukrainians aged 12—70, that are 15.5 % more than in 2017 year. In general,
in Ukraine, the share of users entering the Internet through a desktop is gradually decreasing.
In 2018 year, their share was 82 %, which is 7 % less than in 2017 year. This trend is due to a
significant increase of smartphones on the Ukrainian market. A similar situation was in the
previous few years because of the proliferation of 3G and 4G networks.
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In 2018 year, the average time spent by the Ukrainian Internet user on the Internet is
5.5 hours per day, which is 0.6 hours longer than the average resident of Europe and 0.5 hours
more Internet users in the world. About 80 % of smartphone usage time was spent on mobile
applications for finding product information (39 %), video views (36 %), and online purchases
(25 %). The largest percentage among the Ukrainian Internet audience that used mobile
applications for online purchases was in the age group of 26-35 years (35 %). Also, Internet
users aged 16-25 and 3645 actively engaged in online shopping through mobile applications,
namely, their percentages were 34 % and 32 %. Therefore, retailers in Ukraine should
consider Internet users of the age group of 16-45 as a promising and top priority when will
develop their digital business.

Successful communication retailers with online buyers through mobile applications and
personalized online store services is possible with the fast Internet speed. According to Cable
and M-Lab research, in 2019 year Ukraine ranked 81st among 207 countries at the speed of
the Internet, losing 23 positions compared with 2018 year, where it ranked 58th. The average
download Internet speed in Ukraine in 2019 year amounted to 7.72 megabits per second, that
is, downloading a file of 5 gigabytes takes about 1.5 hours. This allows us to conclude that it is
necessary for retailers to take into account Internet speed to ensure the stable operation of the
online store and relevant mobile applications. It is also advisable for retailers to take into
account the Internet speed and optimize the site in order to reduce the download time of
relevant web pages and / or information messages in applications for easy usage by buyers.

Despite the transition of a certain part of the Internet audience in Ukraine to the use of
mobile devices, among the online buyers in 2018 year, the prevailing part of them (62 %)
made purchases of goods in the Internet using desktops, 34 % (about a third) used
smartphones, and only 4 % — tablets. The average check of online buyer in Ukraine was
74 USD (Figure 3).
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Notes. BY — Belarus, CZ — Czech Republic, DE — Germany, ES — Spain, FI — Finland, GR — Greece,
HU - Hungary, IT-1Italyy, PL - Poland, PT - Portuga, RO - Romania,

SK — Slovak Republic, TR — Turkey, UA — Ukraine, UK — United Kingdom.

Figure 3. Use of devices by online buyers in Europe and their average costs in 2018 year
[developed by the author according [10]]

According to Figure 3, 31 % of online buyers from Germany, Greece and the Slovak

Republic in 2018 year made an online order through a smartphone, as well as Ukrainian online
buyers. The percentage of online buyers with smartphones in Hungary and Turkey is slightly
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higher (36 %). Thus, in these countries about one-third of online buyers are more comfortable
to buy goods by using a smartphone. 62 % of online buyers in Turkey made purchases using
desktops. It demonstrates a situation identical to Ukraine. As for the size of the average check,
the Italians spent in 2018 year on online purchases 6 USD less than Ukrainian, and the average
expenses of one online buyer from Greece were 11 USD more than Ukrainian online buyers.
The difference is significant and can be explained by the different purchasing power of online
buyers, as well as the structure of the Internet audience.

It is important to note the fact that the demand for goods in the Internet among Ukrainian
buyers is gradually shifted towards daily goods. The research results of a global company
Nielsen [9] show that in the next few years the Europe market will be characterized by an
increase in online sales of FMCG demand. Therefore, in this context, an important issue is the
adaptation to the external environment, where the quality of satisfaction of buyers’ preferences
plays a major role.

To conduct an analytical study, from Ukrainian retailers with the largest offline trade
network in the segment of food-retail the author selected those who carry out the digital
business (online trade) through the online store. Currently, Ukrainian online buyers make
orders of FMCG in online shops. Only a small part of them makes purchases through the
marketplaces. According to Similarweb, in 6 months of 2019 year among food-retailers in
Ukraine the largest number of visits had the online store METRO (Table 2).

Table 2
Traffic overview of the food-retailers’ online stores in 2019 year
[developed by the author according [12]]
Online store Total visits, min

January | February | March April May June
AUCHAN
https://shop.auchan.ua 0.25 0.23 0.31 0.30 0.31 0.55
METRO
https:/Awww.metro.uale-shop 0.46 0.43 0.54 0.61 0.55 1.50
NOV_US 0.22 0.19 0.22 0.25 0.26 0.19
https://novus.zakaz.ua
Tavria V : 0.19 0.27 0.31 0.19 022 | 018
http://www.tavriav.ua
Fozzy
http:i/fozzyshop.com.ua 0.20 0.24 0.23 0.23 0.21 0.24

According to the Table 2, the highest visit rate for the month in 2019 year was observed in
the METRO online store. It should be noted that the dynamics of visits AUCHAN online store
of had been steadily increased since the beginning of 2019 year and amounted to 0.55 million
in June 2019 year, which was equal to the number of visits of the METRO online store in
May. The number of visits of NOVUS, Fozzy and Tavria V online stores was in the range of
0.18 to 0.31 million people and did not have a pronounced tendency to a constant increase.

The size of the food-retail segment is very low, so it will take a long period so that the
share of sales of goods in online stores of large national retailers was the same as the share of
online sales of retailers in the field of home appliances and electronics. Now online buyers are
just beginning to form the online trust and the realization that the purchased product online
will be of the same quality as in the case of purchasing it offline. The unwillingness of buyers
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to order online FMCG is primarily due to the inability to choose them. Therefore, it is
important for food-retailers to create a positive impression from their first purchase in the
online store and develop certain loyalty programs to further encourage online buyers and
stimulate repeated frequent orders.

The advantage of developing a digital business in the food-retail segment is the timesaving
of the online buyer that he spends on choosing goods in traditional stores. Online ordering
creates an opportunity for online buyers to redistribute time. Time value acts as a driving
factor for online sales and contributes to the growing popularity of purchases in the Internet.
However, unlike other retail segments, in Ukraine online purchase of food in the online store
is more expensive than buying in a traditional supermarket. This acts as a deterrent for the
development of digital business in the food-retail segment at a rapid pace. Therefore, it is
advisable for online retailers to develop an appropriate system of relevant marketing activities
to provide special advantageous offers for online buyers, to provide discounts and bonuses. It
will allow retailers to maintain a certain format of a communicator with a target Internet
audience.

Online retailers have to meet the needs of online buyers who choose the type of purchase,
taking into account certain circumstances: time, prices and ease of delivery, which makes
buying online more attractive. Online retailer offers are more accessible than offline.
Therefore, a factor that in some way may limit the development of an online store is the lack
of delivery of goods in certain regions or settlements of Ukraine. One of the key problems in
the food-retail is to provide rational logistic support, which includes, in particular, supporting
special temperature conditions at all successive stages of goods delivery to online buyers from
the beginning of packaging to the delivery. It should be noted that there are difficulties in
transporting frozen fragile goods that need to be delivered to the online buyer quickly, so the
online retailer needs to develop several options for the appropriate routes taking into account
traffic and road traffic in order to deliver such goods to the online buyer on time.

Conclusions. Based on the results of the diagnostics of the Ukrainian retailers’ activities and
taking into account current market trends, it was suggested recommendations of the progressive
digital business development for retailers with offline trade network:

1. Consolidation of distributors, which provides the implementation of price controls,
tougher terms of payment, the possibility of returning goods and reducing deferred payment.

2. The establishment of partnerships. Improving the efficiency of retailers, including an
increase in sales, turnover of goods, stimulating demand for goods is possible thanks to
(@) ensuring the optimal structure of the product portfolio; (b) systematic marketing activities
that aimed at the buyers.

3. Development of the system for analyzing requests buyers. Forming a system based on
information about purchases will allow retailers to determine the geography and frequency of
visits, the purchases expenses, and make a standard pattern to develop effective communication
with buyers.

4. Use of business intelligence marketing tools. Marketing efforts have to transform the
business activities, and these business activities have to increase sales. Therefore, it is
recommended to use with the marketing tools of business intelligence for correct implementation
of a comprehensive assessment of marketing efforts, monitoring buyers’ feedbacks and the result
of retailers’ activities.

5. A symbiosis of traditional and digital marketing tools. The use of multi-channel
marketing with a focus on digital technology will positively affect the development of Ukrainian
retailers.
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The implementation of the suggested recommendations will strengthen the market position
of Ukrainian retailers.
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OOOCHOBAaHO M HAy4YHO [OKa3aHO, YTO PUTEHJ SIBISETCS OJHON W3 COCTABISIOMIMX SKOHOMHKHU
VYkpauHbl B KOHTEKCTE 00ECIICUeHNUsI €€ YCTOHYMBOro pa3BUTHs. JeTepMHHHPOBaHO cUMOMO03 OduIaifiH U
JUDKATAI-pUTEiIa KaK OJIUH U3 albTePHATUBHBIX BApHAHTOB YCIICIIHON NESTENbHOCTH B COBPEMEHHOU
cpelie ¢ IEPMAHEHTHBIMU PHIHOUYHBIMU U3MEHEHUSAMHU, YUUTHIBAsl TPEH AUKUTaIu3anuu. Llenu cratbu
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— HcciemoBaHHWe JaHAmAGTa M OCOOCHHOCTEH IMmKHUTan M o(uiaifH-OM3Heca pUTEIepoB, a Takxke
pa3paboTKa pEeKOMEHJALUi OTHOCHTENBHO IIEPCHCTEHTHOTO pa3BUTUSl AWKUTAN-Ou3Heca IS
pUTEINIEpOB € TPaJAMLMOHHON TOPrOBOM CETHIO B KOHTEKCTE€ YKPaMHCKUX peanuil. Meroauyeckum
HHCTPYMEHTApUEM HCCIENOBAaHHS SIBISAIOTCSA OOLIEHAy4YHbIE MOAXOABl — CHCTEMHBIH, CTPYKTYpHBIMH,
KOMIUIEKCHBIH, TPOIIECCHBIN; METOABI — HAYYHON NETYKIMHM M MHIYKIHH, CUCTEMHOTO, JIOTHYECKOTO U
CPaBHUTENBHOTO aHANW3a, CHHTE3a, CPaBHEHWsS M aHAIOTHH. VcciemoBaHBl KpyHHEHIINE yKpawmHCKHE
pureiinepel B cermeHTe food-peTeils, peanmsyromupe CHMYJIbTAaHHO IHDKUTAN U oduiaifH-OM3HEC.
OmnpeneneHsl 00bEMBI OHJIAHH-TOPTOBIM B 00mIeH CTpyKType ToBapoobOopora Ykpauwubl I[IpoBemeH
KOMIIapaTHBHBIN aHaJIN3 00BEMOB 3aTpaT OHJIAH-TIOKynaTeneil B Ykpanne, Bocrounoit EBpone n mupe.
OO0OCHOBaHBI ~ TMEPCIEKTUBBl  BelCHHWA  OUDKUTAN-OM3Heca.  [IMarHOCTUPOBAaHBI  OCOOCHHOCTH
JIeATeTbHOCTH OHJIAWH-TIOKyIaTeNed M OMpeleleHO WX AWKUTAI-aKTUBHOCTh. lIpoaHalM3HpOBaHO
pasBuTHe OumKHTan-OM3Heca food-puTeiiiepoB M MHTEPIPETHPOBAHBI TPEHIBl YKPAUHCKOIO OHJANH
pureiina. basupysce Ha pe3ynbTaTax OUAarHOCTHKH ASSITENPHOCTH YKPAUHCKUX PUTEHIEPOB B CETMEHTE
food-pureiin, i, yIUTBIBas TeKyIHE PHIHOYHBIC TEHICHINH, OTIPE/CICHBI IEPCIICKTHBHBIC HATIPABICHHUS
MIEPCUCTEHTHOTO IPOTPECCUBHOTO Pa3BHTHS IUDKUTANI-OM3HECAa. ATNpoOamysi IMPeJOCTaBICHHBIX B
CTaThe PEKOMEHJAIMI CBHICTENLCTBYET O IIEIeCOOO0pa3sHOCTH HX IPUMEHEHHS pUTeiiiepaMu Ui
MaKCHUMaJIFHOTO YJOBJICTBOPEHUSI T'€TEPOr€HHBIX 3allpOCOB, MOTPEOHOCTEH M MPEANOYTCHUH OHJIAHH-
MOKyIareseil, a Takke CTPEMUTEIbHOM AKCIIAHCUU HOBBIX PHIHOUHBIX CETMEHTOB.

Knrwouegvie crosa: nIDKATAIN3aLMs, IHIDKMTAN-OM3HEC, IMIKUTAN-TpaHcdopMaius, odiaiiH-
OH3HeC, pUTEHII.
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Cumb6io3 oduiaiin Ta FiTKUTAT-pUTEITY: YKPAaTHCHKUH KOHTEKCT
AnboHA OnEKcAHOPIBHA HATOPIHA™

" Kanoudam exoHoMiMHUX HAYK, 6.0. 3a6i0y6aya Kapedpu MidCHAPOOHOT ekoHoMIKu, 0ONIKY ma (inancie
TIBH3 «MixcrapooHuii Haykoeo-mexHiuHuil yHieepcumem imeri akademixa IOpis Byzaay,
npoeyn. Maenimoeopcuokuii, 3, m. Kuig, 02000, Vkpaina,
men.: 00-380-044-2915053, e-mail: alyonanatorina@gmail.com

OOIpyHTOBaHO Ta HAYKOBO JTOBEICHO, IO PUTEUN € OJHIEI0 31 CKIAJ0BHX CKOHOMIKH YKpaiHH y
KOHTEKCTi 3abe3meyeHHs 11 cTasoro po3BUTKy. JleTepMiHOBaHO cM0i03 oiaiiH Ta MiKUTAI-pPUTEHITY
SIK OZIMH 3 aJIbTePHATHBHUX BapiaHTIB yCIIIIHOI AisTBHOCTI y CYYaCHOMY CEpPEIOBHIII 3 TEPMaHEHTHUMH
PUHKOBHUMH 3MiHaMH, 3 OTJIALY Ha TpeHn mimkuramizamii. Llim ctarti — mocmimkeHHs daHamadry i
0CcOOMMBOCTEH MiKUTaN Ta oduaiH-Oi3HECY pUTEHepiB, a TaKoXK pPo3poOKa PEKOMEHMAIlil 111010
MIEPCUCTEHTHOTO PO3BUTKY JIUKUTAI-0i3HECYy JUIsl pUTEIIepiB 3 TPaMIIIfHOIO TOPTOBEIBHOI0 MEPEXer0
Y KOHTEKCTI YKpaiHChKHX pealiii. MeTomUYHNM IHCTPYMEHTapieM IOCTIDKEHHS € 3aralbHOHAYyKOBi
MiAXOOW — CUCTEMHHUH, CTPYKTYPHHH, KOMIUIEKCHHH, MPOLECHHH; METOAW — HAyKOBOI JEAYKIIl i
iHYKIil, CHCTEMHOTrO, JOTIYHOrO Ta KOMIIapaTHBHOTO aHali3y, CHHTE3y, MOPIBHSHHA # aHaJorii.
JocnimkeHo HalOIIbIII YKpaiHChKI puTeiiepn y cermeHTi food-pereiin, 1o peanizyroTh CHMYJIbTaHHO
IimKuTan ta oduiaitH-0i3Hec. Bu3HaueHO 00CsATH OHIANH-TOPTIBNI y 3arajibHil CTPYKTYpi TOBapooOiry
Vxpaiau. [IpoBeneHo KoMmapaTWBHMI aHaii3 OOCATIB BUTpAT OHNAH-TIOKYNUiB B YkpaiHi, CxigHiit
€Bpori Ta cBiTi. OOIPYHTOBaHO MEPCIEKTUBH BEACHHS [iKUTAN-0i3Hecy. [liarHOCTOBaHO 0COOIUBOCTI
NSUTBHOCTI  OHJIAMH-TIOKYIIIIB Ta BH3HA4YEHO iX MiIKUTaN-aKTHBHICTh. IIpoaHani3oBaHO pPO3BHTOK
nijpkuTan-0iznecy food-puteiinepiB Ta IHTEPHIPETOBAaHO TPEHIM YKPAlHCHKOTO OHJIAWH pHTEWIY.
Bazyrounce Ha pe3ynbpTaTax AiarHOCTUKH JisUTBHOCTI YKpaiHCHKHX pUTeiiiepiB y cermenTi food-pureiin,
Ta, BPaxXOBYIOYM IIOTOYHI PHHKOBI TEHJEHIi, BU3HAYEHO MEPCHCKTHBHI HANPSIMH IEPCHCTEHTHOTO
HPOTPECHBHOTO PO3BUTKY [IiDKUTAN-0i3Hecy. AmpoOarllisi HaflaHUX y CTaTTi PEKOMEHMALli 3acBiguye
TIOLTBHICTD iX 3aCTOCYBaHHS pUTEiliepaMu Uil MaKCHMaJIbHOTO 3a/I0BOJICHHSI I'€TEPOreHHUX 3allUTiB,
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notpe0 1 ynogo6aHp OHIAHH-TIOKYIIIIIB, 8 TAKOXK CTPIMKOI eKCIIaHCil HOBIUX PHHKOBUX CETMEHTIB.

Kniouosi cnosa: nmimxuTamizamis, IiIKWATaI-0i3HEC, IiUKATANI-TpaHchopMallis, oduaiH-0i3Hec,

pHTEH.
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