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INTRODUCTION

Effective business activity is a source of economic
growth, which ensures employment in the country and
directly affects the quality of life of the population [1].
Intensification of competition of domestic and foreign
markets, the occurrence of its new forms, differentiation
of consumer demand require the search for new direc-
tions for the formation of competitive advantages of
trade organizations in the context of globalization [2].
Retail trade, being the branch of the economy closest
to the final consumer, serves as the main tool for regu-
lating the main components of the production process
(volume and range of products) and allows to monitor
consumer preferences, the dynamics of quali-ty of life
and much more [3]. Thus, to meet the growing needs of
the population, trade organizations need to constantly
improve their activities, offer competitive advantages,
transform their business models, especially under the
influence of globalization of economic processes. All the
above-mentioned factors prove the relevance of the
study [4-6].

Problems of innovative development of trade orga-
nizations have been studied in the works of such schol-
ars as P. Hrynko [7; 8]. If we consider the development
of forms of retail trade in the last decade, researchers
have studied and offered various theories in this regard:
cyclical, environmental and based on conflict theory. Cy-
clical theories include: “the wheel of retail”, one of the
main ecological (environmental) theories is the evo-
lutionary theory of A. Drismann, which was developed
in the works of M. Forrester and K. Davis [9; 10]. The
conflict theory presupposes that under the influence of
competitors, retailers must replace their forms of ac-
tivity with more efficient ones, introducing innovations
into their development in order to gain a more favor-
able position on the market [11]. As for the term “re-
tail innovation”, many scientists, including the western
ones, do not distinguish it from the general term “in-
novation’, although they have their own characteristic
features that are to be justified. The tendencies of func-
tioning of multichannel model of trade are considered
as the increase of competitiveness of the trade organi-
zations depends on its organization [12-14]. Using the
SCOR-model, which identified main indicators for eval-
uating the performance of logistics activities, makes it
possible to generate competitive advantages in trade
enterprises [15; 16].

MATERIALS AND METHODS

The following scientific methods and techniques were
used the research: observation, sampling and grouping -
for theoretical grounding in determining the problems
and trends of the research topic; a systematic approach
to build an innovative model of trade organizations;
logical-structural and graphic modeling to illustrate the
essence of the phenomena, the relationship between
elements of the system; generalization and comparative
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analysis to form a strategy for managing innovative
development, clarification of the conceptual apparatus.

Facing the threat of invasion global network op-
erators in the Ukrainian market, domestic trade organi-
zations have to intensively mobilize resources and de-
velop new development strategies. At the same time, they
demonstrate high abilities to adapt organizational forms
of sales technology to global retailers that already exist
in the world. Despite researchers’ different approaches
to understanding the reasons for the change in forms of
retail trade, each group of theories emphasizes the need
for innovative development of trade organizations as a
condition to ensure profit gain and their long existence
in the market.Thus,in our opinion,in order to ensure the
stability of retail organizations, it is advisable to adapt
to the changes in the macro- and micro-environment
and use innovative components that ensure competi-
tiveness and counteract crises in economic and financial
activities.

Innovation is needed for the innovative devel-
opment of trade organizations. Regarding the term “in-
novation in retail”, many scientists do not distinguish
it from the general term “innovation”. Despite this fact,
we believe that “innovation in retail” has its own char-
acteristic differences, emphasizing the peculiarity of in-
novation activities in this area. One of the international
methodological standards, OECD Oslo Guide [17], de-
fines four types of innovation in trade: product innova-
tion; process innovation; marketing innovation; organi-
zational innovation. These innovations can be new to
the firm / institution, to the market / sector or to society
as a whole. We believe that “innovations of trade orga-
nizations in the globalization of economic processes,
using their mechanisms, provide a process of creating
new forms and technologies of offering goods and ser-
vices, improving logistics, marketing, management con-
cepts, influence the transformation of business models
and aim to improve competitiveness, ensuring a pos-
itive socio-economic and commercial effect”. The key
components of trade include: creativity, strategy, imple-
mentation, profitability. At the same time, innovations
in trade should have such features as novelty, security,
compatibility, competitiveness, mobility, etc. The appli-
cation of innovations in retail provides an opportunity
to obtain the following benefits: the efficiency of de-
livery of goods from producer to consumer increases;
the process of using the main working capital of the or-
ganization is improved; costs on using innovative tech-
nologies, modern equipment, the Internet are reduced;
document circulation is reduced, its reliability is increased
due to innovative information systems; labor productivity
of human resources increases through the prism of in-
novation culture, the quality of trade services, improved
working conditions. In addition, innovations can be ap-
plied in changes in the characteristics of the product,
trade and technological process, which affect the positive
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dynamics in increasing turnover, profit and are not as-
sociated with significant investment. This makes it pos-
sible to reach the biggest part of the target audience,
improve the quality of customer service and, as a result,
contribute to the efficiency of economic activity. The
role of innovation in retail, ultimately, is reduced to the
trade employees’ comfort and the process of purchasing
goods by buyers, ensuring high quality trade services.
In order to implement innovative activities in trade
organizations, a systematic approach is needed, which
considers innovations as a part of the system, the suc-
cessful operation of which is possible only with the
integrated interaction of its elements, one of which is

knowledge. In our opinion, the formation of an innovative
model of a trade organization in general involves effective
knowledge management, risk management, as well as
analysis and selection of optimal sources of innovative
projects funding. The transfer of retail organizations to
an innovative path of development involves designing
their innovative model (Fig. 1), which combines the stra-
tegic guidelines of the state regulation and improves
economic conditions of trade organizations. To accom-
plish this, it is appropriate to develop and scientifically
prove the block of mechanisms and tools of innovative
development of retail trade.

Goals of innovative
development in <
functional areas

The main goal is to increase the innovative
activity of the trade organization -

Goals of innovative
development

1. Provision for sale
of a new product/service
2. Transformation of the business
model of the organization
3. Ensuring audience loyalty
4. Ensuring staff loyalty
5. Improving the organizational
structure of management
6. Improving the efficiency
of cost management
7. The choice of new forms

Technologies

REY N

L Innovative
trade
organization

Profiting from
an increace in value
added

1. Ensuring financial stability
2. Increasing trade turnover
through the introduction of

innovations

3. Modernization of material

and technological base

and methods of supplying ' 4.. Impler.nentatilon —
goods to the market Political |y | Cultural of 1nn0vgt1v§ projects
8. Improving innovation Factors ¥ 5. Increasing intellectual
culture 3 \ capital
Social International Informatloqal &
technological

Figure 1. Model of innovative trade organization

Having analyzed foreign experience, trends in the
functioning of the multi-channel model of trade were
identified. The creation of an Internet commerce channel
in digital economy is extremely common. Diversification
of distribution channels allows to strengthen the orga-
nization’s position on the market, significantly expand the
target market, customer base, to obtain additional profit.

In order to design a successful model of multi-
channel trading, it is necessary to focus on customer-
oriented marketing strategies. For example, one of the
best-known technologies for building effective relation-
ships with customers is a system of loyalty cards. It is
proved that it motivates consumers to use the opportu-
nities of multi-channel trade of the enterprise. Another
technology is the use of systems for returning, exchang-
ing, repairing and delivering the purchased goods.
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A trading organization that has decided to im-
plement a system of multi-channel trading may face
a number of difficulties:

e First, an ability to simultaneously focus on and
manage different types of business activities.

 Second, specific characteristics of the sold goods
may not correspond the format of e-commerce.

 Third, it is necessary to carefully study the needs
of consumers when using multi-channel trade of the
organization.

e Fourth, a serious problem is the creation of IT infra-
structure - retailers face significant financial expenses,
which can be unjustified if customer needs are insuffi-
ciently researched.

In order for multi-channel trade to be imple-
mented successfully, it is necessary to transform the




business model of the organization of retail trade. There
are three components to which major changes should
be directed: the format, activities, management system.

6. Analysis of management
capabilities

5. Analysis of compliance
of technologies and information

1. Study of customer
needs

Multi-channel
trading strategy

4. Evaluation of the effectiveness
of different channels
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In our opinion, in order to effectively develop a strategy
for the implementation of multi-channel trade, it is neces-
sary to follow the methodology for its development (Fig. 2).

2. Study of compliance
with business goals

3. Analysis
of competitors

Figure 2. Model of multi-channel trade development methodology

RESULTS AND DISCUSSION

After assessing all the factors considered in this method-
ology, a trade organization can use the following strate-
gies to implement a multi-channel model of trade:

1.ldentification of general synergy interconnections
between the key elements of different forms of trade. There
are similar elements in traditional and electronic forms.
In particular, common infrastructure — warehouses, de-
livery system; general marketing strategy; common tar-
get market. For effective management of multi-channel
trade, it is necessary to ensure maximum compliance
through clear coordination and control, as well as the
adjustment of goals, the structure and opportunities in
both formats.

2.The use of common resources of both the traditional
the electronic model of trade. Of course, an organization
implementing e-commerce as an additional channel can
take advantage of such a traditional model as increasing

the security of purchases for consumers. This is explained
with the existence of a real store, where buyers can
come to solve the problems that arose while buying
goods. In its turn, e-commerce to a greater extent pro-
vides opportunities to accumulate and analyze a signif-
icant amount of information about consumers and their
preferences.

3. Development of a hybrid model that can combine
the advantages of each form of trade. Based on a com-
bination of business elements of e-commerce and tra-
ditional commerce models, we have identified a com-
bined model that allows to take the advantage of both
formats (Table 1).

4.Resolving conflicts that arise between trade chan-
nels. Conflicts and possible solutions to them, which
are often encountered during the implementation of
a multi-channel retail system, are given in Table 2.
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Table 1. The combined model of retail channels

The characteristics of

A Traditional form of trade
a business model

E-commerce form of trade

The combined model

The ability to choose

The advantages and realistically assess

The reduction of expenses;
Individual work with clients;
Multi-format advertising;
An opportunity to work

Personalization of purchases;
Multi-format advertising;
An opportunity to choose

of the form the quallg ;gi;asctenstlcs around the clock; and estimate the goods;
New forms of partnerships Optimal pricing
(e.g.dropshipping)
The existence of a virtual
Information technologies, database; and physical store;
Key assets Store location, infrastructure, An opportunity to use the Wider market coverage

logistics, brand

mechanisms of the digital economy;
Intellectual capital

and segmentation;
Large customer base;
High brand value

Profit model Goods selling

Goods selling, micro segmenting

Goods selling, micro segmenting

Rent, store maintenance,
equipment, warehouses,
staff salaries

Structure of major
expenses

of market of market
Initial costs for creating
an online store;
The cost of technical support
Information for the online store;

technologies, initial costs
for creating an online store,
database, delivery channels,
stock management

Rent, store maintenance, equipment,
warehouses, staff salaries.
The expenses on an item
are minimized through synergy

interconnections between
the channels and an increased
customer base

Table 2. Conflicts and options for resolving them during the implementation of a multi-channel retail system

Major problem

The essence of the conflict

Options for resolving

Coordination of an
organizational structure

The organizational structure is initially designed
to provide conditions for the effective functioning
of traditional trade, its infrastructure - warehouses,
transport, equipment, shops. When a new channel
is added, it creates difficulties in coordination,
in the sequence of tasks of two or more channels

If an organization decides to implement a new
channel (for example, an online store), it will need
to transform the structure into an IT infrastructure.

For example, change the method of warehousing
so that employees can complete online orders
quickly, introduce a home delivery system,
and so on. Any changes that affect the structure
must be explained to the employees at all levels,
motivating them to support these changes
and transforming the communication

Consumer perception

Customers do not trust online trade enough due
to the inability to assess the quality of goods
before purchasing, doubt the security of online
payments, etc.

Retail organizations need to create sites with
the simplest order system, a detailed description
of the offered products, the availability
of certificates. The payment system must
be securely encrypted. It is possible to introduce
bonuses, discounts for buying goods online

Resource capabilities
of an organization

A retail organization faces many difficulties
in implementing a new channel - lack of funding,
lack of necessary technologies for integration,
qualified staff

An organization can co-work with other

organizations to increase its capacities.
To technically ensure the quality of an online

store, it is possible to outsource the staff

It is worth noting that small and large businesses
are forced to constantly update and improve the man-
agement of innovative development, so as not to lose their
position on the market. It is important to emphasize that

in the era of informatization and dynamically changing
interests of the audience it is advisable to approach the
management of innovative development via mega-sub-
jects - using the developments (approaches, concepts,
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mechanisms, techniques, tools) from different fields of
knowledge (innovation and traditional management, mar-
keting, psychology, etc.) [18; 19].

We believe that the analysis of the innovation
process from the point of different disciplines, as well
as its synthesis with creative tools can lead to positive
and original results. Under uncertain conditions, such a
strategy can become a solid foundation for building a
flexible, efficient and competitive innovation organiza-
tion, ready to successfully respond to the challenges of
the modern economy, thereby controlling the processes
of creative destruction [20].

It is determined that modern strategic manage-
ment provides effective tools for implementation and
further sustainable development of the company inno-
vation activity. These tools represent a gradual rebuild-
ing of the strategy through the basic adoption of a mar-
ket model of innovation activity, the assessment of the
current state of the company in the market, the creation
of structure, team and portfolio of innovations and the
choice of the optimal innovative strategy for entering
the market [8].

Based on the research results, we recommend that
the choice of a strategy for innovative development of
trade organizations should depend on various factors,
such as market position and innovation potential, which
determines the appropriateness of using a multifunctional
form of retail trade. Methodical recommendations during
the transformation of a business model of an organization
of retail trade are offered; the characteristic features of
multichannel trade, possible conflicts and options for
their resolving while introducing a multichannel system
of retail trade are defined. In our opinion, in order to
effectively develop a strategy for the implementation
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of multi-channel trade, it is necessary to follow the pro-
posed methodology, which allows not only to assess the
appeal of the industry and innovation potential, but also
to see problems in innovation development and find
ways to solve them.

CONCLUSIONS

The development of organizational and economic mech-
anism to ensure the innovative development of retail
trade requires a comprehensive consideration of the in-
ternal and external factors of the studied system, the
formation of strategies and programs for its innovative
development, generation of ideas and transformations.
It is suggested that retail organizations adapt to the
changes in the macro and micro environment, using
innovative components in economic and financial ac-
tivities, which will ensure their competitiveness and
prevent crises. The innovative way of development of
retail trade organizations involves the construction of
their innovative model, which combines the strategic
guidelines of the state regulation and helps to improve
their economic condition. The existing theories of trade
organizations development are studied in three groups:
cyclical, ecological or environmental, and conflict the-
ories, which, to a greater extent, apply to those organi-
zations that carry out multichannel trade,among which
a certain place is occupied by the Internet trade. The
proposed model of an innovative trade organization allows
to identify the goals components of innovation acti-
vities, which combine the strategic guidelines of the state
regulation and help to improve the economic condition
of trade organizations. To accomplish this, it is advisable
to develop and scientifically prove the block of mecha-
nisms and tools of innovative development of retail trade.

97

REFERENCES

[1] Ovallos-Gazabon, D., Gomez-Charris, Y., Pacheco-Torres, P, & Celin, G.R. (2017). Using wordclouds to define
an innovative business model for HVAC industry in buildings in the tertiary sector. Journal of Engineering and
Applied Sciences, 12(11), 2978-2983.

[2] Kumar,S., & Dwivedi,AK.(2019). Innovative business model that creates nano-curcumin-based enterprise (with
respect to sustainable enterprise management). Smart Innovation, Systems and Technologies, 135, 143-150.

[3] Stecken, J., Ebel, M., Bartelt, M., Poeppelbuss, J., & Kuhlenkotter, B. (2019). Digital shadow platform as an
innovative business model. Procedia CIRP, 83, 204-209.

[4] Alberti, F.G., & Varon Garrido, M.A. (2017). Can profit and sustainability goals co-exist? New business models
for hybrid firms. Journal of Business Strategy, 38(1), 3-13.

[5] Brennan, G., & Tennant, M. (2018). Sustainable value and trade-offs: Exploring situational logics and power
relations in a UK brewery's malt supply network business model. Business Strategy and the Environment, 27(5),
621-630.

[6] de Souza, JVR., de Mello, A.M., & Marx, R. (2019). When is an innovative urban mobility business model
sustainable? A literature review and analysis. Sustainability, 11(6), article number 1761.

[71 Hrynko, P, Kharlamova, O., & Zavorotnij, S. (2019). Strategic management of innovation implementation in
the company. Academy of Strategic Management Journal, 18(1). Retrieved from https://www.abacademies.org/
articles/strategic-management-of-innovation-implementation-in-the-company-8913.html.

[8] Hrynko, P. (2020). Transformation of the business model of a trade organization in a digital economy with the
introduction of Internet commerce. Nuremberg: SWG imex GmbH.

[9] Shih-Tse Wang, E., & Chen, Y-C. (2019). Effects of perceived justice of fair-trade organizations on consumers’
purchase intention toward fair trade products. Journal of Retailing and Consumer Services, 50, 66-72.

[10] Krasyuk, I.,Kirillova, T.,Nazarova, E., Dudakov, G., & Moshkin, I. (2020). Marketing technologies in the organization
of business processes of retail trade. /OP Conference Series: Materials Science and Engineering, 940(1), article
number 012056.

Scientific Horizons, 2021, Vol. 24, No. 6




98

Formation of an innovative business model of a trade organization in the context of economic globalization

[11] Heiets, I.,Spivakovskyy,S., & Spivakovska, T.(2019). Innovative business models for full cycle operating airlines.
International Journal of Business Performance Management, 20(4), 356-377.

[12] Davymuk, S., Fedulova, L., & Popadynets, N. (2016). Innovative development of trade enterprises: world trends
and practice in Ukraine. Lviv: Institute of Regional Research named after M.I. Dolishniy of the NAS of Ukraine.

[13] Breunig, KJ., & Skjelsvik, T. (2017). Emerging digital business models in the legal-industry. Proceedings of the
European Conference on Knowledge Management, ECKM, 1, 154-161.

[14] Olszak,C.M.(2019). Designing innovative business models based on ICT. Proceedings of the European Conference
on Innovation and Entrepreneurship, ECIE, 2,732-739.

[15] Pryshlakivsky, J., & Searcy, C. (2017). A heuristic model for establishing trade-offs in corporate sustainability
performance measurement systems. Journal of Business Ethics, 144(2), 323-342.

[16] Shtal, T.,Uvarova,A., Proskurnina, N., & Savytska, N.(2020). Strategic guidelines for the improvement of logistic
activities of trade enterprises. Journal of Information Technology Management, 12(3), 69-81.

[17] Guidelines for collecting and interpreting innovation data. (2005). Retrieved from https://ec.europa.eu/eurostat/
documents/3859598/5889925/0SLO-EN.PDF.pdf/60a5a2f5-577a-4091-9e09-9fa%e741dcf1?7t=1414781154000.

[18] Li, C., & Shen, B. (2019). Accelerating renewable energy electrification and rural economic development with
an innovative business model: A case study in China. Energy Policy, 127, 280-286.

[19] Miremadi, M., & Goudarzi,K.(2019). Developing an innovative business model for hospital services in Iran: A case
study of Moheb Hospitals. Leadership in Health Services, 32(1), 129-147.

[20] Bilinska-Reformat, K., Kucharska, B., Twardzik, M., & Dolega, L. (2019). Sustainable development concept
and creation of innovative business models by retail chains. International Journal of Retail and Distribution
Management, 47(1), 2-18.

dopmMyBaHHA iIHHOBaUiNHOI 6i3Hec-Moaeni ToproBenbHoOiI opraHisauii
B YMOBaX €eKOHOMi4YHoi rno6anisauii

Masno JleoHipoeuu MpuHbKO?!, Anna MasnieHa MpiHbKo?, TeTaHa BanepiisHa Ltanb®,
laHHa AHaToniiBHa PagueHko*, Mapia MukonaieHa MNokonogHa®

1[lep>xaBHMI BIOTEXHONOTIYHMI YHIBEPCUTET
61002, Byn. AnueBcbkux, 44, M. XapkiB, YKpaiHa

ZXapkiBCbKMiA HaLioHanbHMI yHiBepcuTeT iMeHi B.H. KapasiHa
61022, manpaH CBo60au, 4, M. XapkiB, YkpaiHa

$XapKiBCbKMI HaLLIOHANbHUIA EKOHOMIYHMIA YHiBepcuTeT iMeHi CeMeHa Ky3Heus
61166, npocn. Hayku, 9-A, M. XapkiB, YKkpaiHa
“HauioHanbHuWit aBiaLinHMit yHiBEpcUTET
03058, npocn. ly3apa /llobomunpa, 1, M. Kuis, YkpaiHa

>XapKiBCbKMIA HaLLiOHaNbHUI YHiBEpPCUTET MicbKoro rocnoaapcrea im. O.M. bekeToBa
61002, Byn. Mapwana baxaHosa, 17, M. XapkiB, YkpaiHa

AHorTauifl. PO3BMTOK YKPaiHCbKMX TOProBeIbHMX OPraHi3aLii y 3BM4aiHMX YMOBaX XapaKTepPU3YETbCS BUCOKMM CTYyMEHEM
iHepTHOCTI. TOMy i, Yac BUHMKHEHHS CUTYyaLiM, SKi HEOOXiAHO 3MiHUTU, KapAMHANBbHO 3MiHIOTLCS | Bi3Hec-cTpaTerii
YYACHMKIB pUHKY. HaiuacTiwe Taki NnepeTBOPEHHS NOB$3aHi i3 30BHILWHIMM YMHHMKAMU, TAKUMK $IK 3arafibHa €KOHOMIYHA
KpK13a, pi3Ka 3MiHa AEePXaBHMX «MPABMA IPpU» B NEBHIN chepi eKOHOMIYHMX BiAHOCKUH, @ TAKOX iHLIMWIA 30BHILLUHIN
YMHHMK, MOBI3aHMM i3 BUHMKHEHHSM HOBMX CEPMO3HMX KOHKYPEHTIB. Po3pobka opraHi3aLiiHo-eKOHOMIYHOro MexaHi3my
3abe3neyYyeHHs iHHOBaLiMHOro po3BUTKY po3apibHOI TopriBAi, noTpebye BCeGiYHOro BpaxyBaHHA BHYTPILWHIX | 30BHILLHiX
YMHHMKIB [OCNIOXKYBAHOI cMCTeMM, GOPMYBaHHS CTpaTerii Ta MporpaM NifBULLEHHS iHHOBALIMHOrO noteHuiany ii
YYACHMKIB, iXHbOI aKTMBHOI B3aEMofii, GOpMyBaHHS OpraHi3aLiMHO-eKOHOMIYHOMO MexaHi3My 3abe3neyeHHs iHHOBAaLLIMHOIO
pO3BUTKY pO3apiObHOI TOpriBi, 36ibLUEHHS BUKOPUCTAHHS iHHOBALLIMHMX TEXHOMOT i, FeHepYyBaHHS i4ei Ta NepeTBOPEHb.
Y uin cTaTTi po3rngaaloTbCa NUTAHHS BMMBY NpoueciB rnobanisauii 6isHecy Ha TpaHcdopMauito bisHec-mopenen
TOProBefibHMX OpraHi3auil Ta cTpaTerii iX QyHKLiOHYBAHHS, OCKiNbKM CTYMiHb PO3BUTKY TOPTiB/li BKA3y€E HA piBEHb
YKMTTS Ta CTaH EKOHOMIKM M CyCniNbCcTBA. ABTOPaMM CTaTTi 3anNpOMNOHOBAHO OpraHi3aLisM po3apibHoi Toprieni aganTyBaTUcs
[0 3MiH MaKpo- Ta MikpocepenoBMLLA, BUKOPUCTOBYHOUM iHHOBALiMHI CKNafoBi B rocnofapCbKo-QiHAHCOBIN AiSnbHOCTI,
L0 3a6e3MeymnTb iX KOHKYPEHTOCMPOMOXHICTb i 3an06iXKMTb KPU30BMM CUTYaLLiIM. 3anponoOHOBaHA MOAENb iHHOBALLIMHOT
OpraHi3aLii Topriefii 4O3BONSE BU3HAYMTM LLiNi CKN3AOBMX iIHHOBALIMHOI AiSNbHOCTI, LWO MOELHYHOTb CTPATEriuHi OpiEHTUPU
[LeP>XaBHOTO PEry/oBaHHS Ta CNPUSIOTb NOKPALLEHHIO EKOHOMIYHOTO CTaHy TOProBeIbHUX OpraHi3aLii

KntouoBi cnoBa: opraHisadis Toprisni, po3apibHa Topriensg, rnobanisawis, iHHOBaLis B po3apibHin Toprisni, cTpaTeris,
H6araTokaHanbHa TOpriBns

Scientific Horizons, 2021, Vol. 24, No. 6 I




