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MAIN FACTORS OF TRANSFORMATION OF INDUSTRIAL STRUCTURE
OF MARKETING IN THE SECOND DECADE OF THE XXI CENTURY

The change in the orfentations of Ukrainian society towards European integration in recent years has accelerated the
inevitable "global digitalization”, which in turn has led to significant changes in consumer behavior at almost all levels of consumer
activity. This applies to both the characteristics of consumer awareness, their ability to choose alternatives, and directly the main
channels of consumer information, as well as the organization of feedback between producers and consumers. Hence, it is quite
logical to hypothesize significant changes in the industry structure of marketing - both as a practical activity and as a science.
Indeed, following the changes in consumer behavior and seeking to more effectively study and predict market changes, marketing
could not maintain a stable industry structure in today's changing environment. The emergence of new information channels, new
channels of promotion and marketing, coverage of new channels in an increasing part of the market space lead not only to the
rapid development of new marketing industries, but also the decline of some areas that were considered traditional.
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TEPEHT €BA H. B.

3anopi3pkuil HalllOHANBHUHN yHIBEPCHTET

OCHOBHI YWHHUKH TPAHC®OPMAIIIL TAJTY3EBOI CTPYKTYPH
MAPKETHUHI'Y B IPYT'OMY AECATUPIYYI XXI CTOJITTHA

3MiHa OpIEHTUPIB YKPAIHCLKOro CyCriifibCTBa Ha EBPOIHTErPALito0 3a OCTaHHI POKU [PUCKOPNIE HEMUHYYY <I7106a/IbHY
AIDKNTaNEaLi0», IKa CBOEKD YEPror 3yMOBM/IA 3HAYHI 3MIHU B MOBELIHLI CrIOXUBAYIB MPaKTUYHO Ha BCIX PIBHAX CIIOXUBALbKOI
aKTUBHOCTI, Lfe CTOCYETbCS K XapaKTEPHUCTUK OBIZHaAHOCTI CITOXUBAYIB, IX MOX/IMBOCTEN LUOAO BUOOPY a/IbTEPHATUBHUX BaPIaHTIB,
7aK | BE3MOCEPEAHLO OCHOBHUX KAHA/IB OTPUMAaHHS I[H@OpMaUli CrioxuBaqYeM, a TakoX OpraHi3allii 3BOPOTHOro 3B53KYy MK
BUPOOHNKaMK Ta CrIOXUBaYamu, 3B[ACH LISIKOM JIOMYHOKO € rif0TE3a O[O ICTOTHUX 3MiH asay3€BOi CTPYKTYDPU MAPKETUHIY — i K
TIPAKTUYHOI JiSI/IbHOCT], | K HayKku. [IMCHO, MPSMyroyM 38 3MIHAMU CIIOXUBAELIbKOI IOBELIHKM Ta MParHyymx SK Haue@eKTUBHILLIOrO
BUBYEHHS Ta [IPOrHO3yBaHHS PUHKOBUX 3MIH, MAPKETUHI He Mir 36eperTu CTasion rasy3eBy CTPYKTYPY B CyYacHuX MIH/MBUX
YMOBaX. BUHUKHEHHS HOBUX [HQOPMALIVIHNX KaHa/1iB, HOBUX KaHA/B POCYBAHHS Ta 36yTy MPOAYKLI, OXOMN/IEHHS HOBUMU KaHa/1amMu
BCe GINbLUOI YaCTUHY PUHKOBOIO NPOCTOPY 3YMOB/IOIOTE HE TiTbKU LUBUAKWY DOIBUTOK HOBUX ra/ly3ed MapKeETUHIY, ane i 3aHenasy
AESKNX HAIPSIMKIB, YO BBAXKA/NCS TPAANLIVIHUMA.

Kito4osi c1oBa. r/106a/16Ha AIKUTaNI3aLis, MaPKETUHT, raay3eB8a CTPYKTYpPa, CIOXUBaY.

The change in the orientations of Ukrainian society towards European integration in recent years has
accelerated the inevitable "global digitalization™, which in turn has led to significant changes in consumer behavior
at almost all levels of consumer activity. This applies to both the characteristics of consumer awareness, their ability
to choose alternatives, and directly the main channels of consumer information, as well as the organization of
feedback between producers and consumers. Hence, it is quite logical to hypothesize significant changes in the
industry structure of marketing - both as a practical activity and as a science. Indeed, following the changes in
consumer behavior and seeking to more effectively study and predict market changes, marketing could not maintain
a stable industry structure in today's changing environment. The emergence of new information channels, new
channels of promotion and marketing, coverage of new channels in an increasing part of the market space lead not
only to the rapid development of new marketing industries, but also the decline of some areas that were considered
traditional.

At the same time, increasing competitive pressure on Ukrainian producers in both foreign and domestic
markets requires maximum efficiency of marketing management to ensure sustainable development of Ukrainian
enterprises, which highlights the need to study changes in the sectoral structure of marketing under the influence of
innovative technologies.

Given the negative impact of globalization processes on the Ukrainian economy, the introduction of
innovative marketing technologies and the development of new marketing industries are of strategic importance,
which leads to increased interest of scientists in rethinking the sectoral structure of marketing. However, the analysis
of scientific works of both foreign [7-11] and domestic [3-5] authors, allowed to establish that, despite the growing
interest in the latest areas of marketing, the emergence of which directly associated with the development of
innovative technologies, a significant number of available works are either descriptive or consider certain areas or
trends in modern marketing, without analyzing the causes and consequences of structural changes.

The scientific contribution of 1.V. Lilyk, whose monograph analyzes the main changes in marketing in the
era of global informatization [2]. However, IV Lilyk does not consider structural changes in marketing, but the
transformation of marketing as such, focusing on the analysis of the crisis of traditional marketing and
understanding the category of intuitive consumer marketing [2, p. 13].
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In addition, a significant place in the study of 1V Lilyk is occupied by the categories "outbound marketing"
and "inbound marketing", first proposed by "Hubsport". Thus under outgoing marketing (“outbound marketing") in
the monograph it is offered to understand traditional marketing of the enterprise, and under incoming marketing
("inbound marketing™) - transition of the power in marketing on the part of the consumer [2, p. 110].

Interesting from the point of view of marketing practice is the work of Deep Patel, author of the bestseller
"A Paperboy's Fable: The 11 Principles of Success”, "10 Marketing Trends to Watch in 2019". In this paper, the
author considers the main innovative technologies, methods and models of global marketing in 2019 [5]. However,
recognizing the importance and timeliness of this work, it is necessary to note its mostly practical value, as the
trends identified by the author are presented mainly descriptively. In addition, since at the time of the study
Ukraine's technological gap with the most developed countries remained significant, not all of the author's proposed
marketing trends should be considered relevant for Ukrainian enterprises, which indicates the need for additional
research to adapt the trends to the realities of the Ukrainian economy.

According to the author, the establishment and analysis of the main factors that significantly affect the
development of Ukrainian marketing in the modern period should be considered a priority in the study of the
transformation of the sectoral structure of marketing. One of the main factors changing the current Ukrainian
marketing, the author considers the rapid introduction of digital technologies at the global level, which is called
"global digitalization".

The basis of "global digitalization” is a significant increase in Internet penetration, which in Ukraine is due
to a number of factors. The main factors in the rapid growth of Internet penetration into Ukrainian society, according
to MediaHead, should be considered:

— increasing the availability of the Internet and access devices to it;

— the transition of businesses to online and the growth of the overall usefulness of the Internet for
humans [3].

According to the author, this list should be supplemented by such an important factor as the online access to
public and social services, as this process has had a decisive impact on the most conservative categories of older users.

Changes in the number of devices for Internet access per capita in Ukraine aged 16 years [5] are shown in Fig. 1.
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Fig. 1. Changes in the number of devices for Internet access per capita in Ukraine aged 16 years

As can be seen from Fig. 1, over the past five years, the number of devices for Internet access per capita in
Ukraine over the age of 16 has increased more than 2.3 times and amounted to 1.4 devices (against 0.6 at the end of
2012) [5].

The dynamics of relative indicators of Internet penetration in Ukraine in 2004-2019 is presented in Fig. 2.
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Fig. 2. Dynamics of Internet penetration in Ukraine in 2004-2019 [1]
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As can be seen from Figure 2, during the period 20042019, Internet penetration rates in Ukraine increased
from 12 % to 71 %, or almost 6 times (5.92 times) [1].

At the end of the period, 7 out of 10 Ukrainians were regularly online, which undoubtedly significantly
affected the main characteristics of consumer preferences [5].

According to modern researchers, the decisive role in increasing the growth rate of Internet penetration in
Ukraine belongs to the mobile Internet. The development of mobile Internet and, as a result, the increase in
opportunities for its use, provided a major increase in Internet penetration in Ukraine, as it is the users of mobile
devices accessing the network provide the vast majority of regular users. Data on the types of access of "regular"
Internet users are shown in Fig.3. During the study, respondents were given the opportunity to choose several
options.
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Fig. 3. Types of access of “'regular** Internet users [1]

As can be seen from Figure 2, the main advantages of the device for Internet access at the time of the study
were distributed as follows:

— about 66 % of users use mainly a mobile phone or smartphone to access the Internet;

— 40 % — home laptop,

— 36 % — desktop home computer;

— 14 % —tablet [1].

The share of other devices for Internet access does not exceed 5 % [1].

The rapid spread of the Internet in Ukraine not only had very important consequences for the dynamics of
the development of individual information channels, but also became a starting point for the transformation of the
consumer as such.

First of all, it should be noted the declining importance of television as a means of obtaining information
and the number of views, which was the result of changes in media behavior of consumers and preferences of
Ukrainians under the age of 30 (Generation Z). Over the past five years, television audiences have declined by 5 % —
mainly due to the younger generation Z, who preferred online content and VoD (Video on Demand) — video on
demand [5]. Data on the dynamics of the choice of television as a channel for obtaining information by Ukrainians
under 30 years of age are provided in Fig. 4.

As can be seen from Fig. 4, in 2017, 9 % of Ukrainians under the age of 30 stated a complete refusal to
watch television (against 2 % in 2012) [5]. Another 7 % of this age group turn to watching television no more than
once a month, while in 2012 this figure was 3 % [5].

Television loses to the Internet in terms of user experience. Thanks to the Internet and smartphones, users
decide for themselves what, when and on which devices to watch. These changes are gradually affecting the older
generations, due to which since 2015 the number of hours spent by viewers watching television is gradually
decreasing, over the past two years — by 1 hour per week [3].

In addition, television is a one-way communication channel that ceases to meet the increased demands of
consumers for the quality of communications, while the Internet provides the consumer with full-fledged two-way
communication and social interaction.
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Fig. 4. Dynamics of television choice as a channel for obtaining information by Ukrainians under 30,% [5]

An important trend in terms of change should be considered changes in the age structure of Internet and
television users. Data on the daily coverage of the audience of media channels by age as of 2018 are provided in
Fig. 5.
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Fig. 5. Daily coverage of media channels by age [5]

As can be seen from Figure 3.5, the average user of both the Internet and television is getting older, but the
causes and consequences for these communication channels are quite opposite: television loses a young and well-off
audience, which over time will negatively affect the advertising of youth and bonuses. brands, while the Internet
increases the involvement of audiences over the age of 45, for whom the Internet today is no longer something
unfamiliar and incomprehensible [5].

Thus, the main factor in the transformation of the industry structure of marketing at the present stage
should be considered the rapid spread of innovative technologies and, above all, the rapid penetration of the Internet,
including - mobile. Increasing Internet penetration that in Ukraine caused not only changes in the channels of
information, but also affected the consumer and the market itself. Researchers note the transition online not only to a

BicHuk XmernbHUUbK020 HauyioHanbHo20 yHieepcumemy 2020, Ne 1 215



EKoHOMIYHI HayKu ISSN 2307-5740

significant number of entrepreneurship and commerce, but also a significant share of public and social services.
There are also changes in the requirements of consumers to the channel of information: the modern consumer has
become more demanding and not satisfied with a one-way channel of information, requiring full two-way
communication and social interaction, which could not be reflected in the marketing structure as such.
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