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Abstract. The purpose of the article is to analyse the types of management decisions on the mod-
ernization of e-commerce enterprises as subjects of innovative entrepreneurship and to explore their
content. Methodology. In the study of this issue used methods of generalization, comparison and sys-
tematic method. Results. In the article the types of management decisions on the modernization of e-
commerce enterprises as subjects of innovative entrepreneurship are analysed. Their content has been
studied. Scientific positions are described and statistical data on the research topic are given. Practical
meaning. To better understand the issues of management decisions on modernization of e-commerce
enterprises as subjects of innovative entrepreneurship, the author analysed foreign sources, which al-
lowed to understand the features of world experience that determine the need of e-commerce enterprises
in Ukraine to focus on new technological solutions and modern management approaches. Prospects for
further research. The author analyses the current trends of enterprise modernization and notes that con-
version optimization is becoming an increasingly serious problem in today’s business environment, as
companies seek to effectively customize the pages of their products and make sure that their products
stand out in all areas of multi-channel marketing. This can include dynamic Facebook advertising,
Google shopping advertising, or digital marketing efforts.
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Anomauia. Memoio cmammi € aHaJli3 BUIiB YIIPaBIiHCbKMUX PillleHb IIOA0 MOMAEpHisallil miar-
PUEMCTB €JIEKTPOHHOI KOMepIlii IK cy6’€KTiB iHHOBAIiITHOTO MigIIPUEMHMIITBA Ta JOCTIAUTY iX 3MICT.
Memodonozia. I1pu mocigkeHHi JaHOI TPOOGIEMAaTUKM BUKOPUCTOBYBAJIMCS METOAM y3arajabHEHHS, I10-
PiBHSIHHSI Ta CUCTEMATUYHUI MeToJ. Pe3zyivmamu. Y CTaTTi MpOaHa/Ii30BaHO BUIM YIIPABIIHCHKUX Pi-
IIIeHb I1I0JI0 MOJEePHi3allil MiAMpUEMCTB eJIEKTPOHHOI KOMEPIIil IK Cy0’ €KTiB iHHOBAIiITHOTO MMiANpUEM-
HunTBa. JocimkeHo ix amict. OxapakTepr30oBaHO HAyKOBi MO3UIIii Ta HaBeIeHO CTAaTUCTUYHI JaHi 10
TeMi gocimkeHHs. [Ipakmuune 3nauenHs. JIJ1s1 KpaIoro po3ymMiHHS TPOGIeMaTUKM YITPaBIiHCbKUX Pi-
IIIeHb I110JI0 MOJEePHi3allil MiAMpUeEMCTB eJIEKTPOHHOI KOMEPIIil IK Cy0’ €KTiB iHHOBAIIITHOTO MMiApUEM-
HUIITBA aBTOPOM ITPOaHasIi30BaHO iHO3EMHI IyKepeJia, 1110 TaJI0 3MOT'y 3pO3YMIiTH 0COGIMBOCTI CBITOBOTO
IOCBiy, 110 BU3HAUYAIOTh MTOTPEOY MiAIIPUEMCTB €JIEKTPOHHOI KOMEPIIii YKpaiHM Opi€HTYyBaTUCh BIIPO-
BaJI’)KEHHST HOBITHIX TEXHOJIOTIUHMX DillleHb Ta CYYaCHMX YIPaBIiHCbKUX MigxomiB. I[lepcnekmueu no-
danvuiux docnidxceHb. ABTOPOM ITpOaHaIi30BaHi CyyacCHi TEeHJIEHIIil MOJIepHi3allil MiIImpueMCTB Ta 3a-
3HAYAETHCS, 1110 ONTMUMIi3aIlisi KOHBEPCill CTa€ yce OI/IbII CEPIO3HOI0 MPOHJIEMOIO B CydacHOMY Hi3Hec-
cepeJloBUIIIi, OCKIJIbKYM KOMITaHil MparHyTh e(peKTMBHO HAMAIITYBaT CTOPIHKM CBOIX MPOYKTIB i mmepe-
KOHATMCS, 110 X MPOAYKTU BUAIISIOTHCS MO YCiX HAIpsIMax GaraToKaHaJIbHOTO MapKeTuHry. Lle moske
BKJIIOUATM OMHaAMiuHy pekysiamy B Facebook, peknamy mokyrmok B Google abo sycuiis i3 mmdpoBoro
MapKeTUHTY.

Knrouosi cnoea: ympaBTiHCBHKI pillleHHS, MiAIPUEMCTBA, €JeKTPOHHA KOMepIlis, iHHOBalliiiHe
MiATTPUEMHUIITBO, EKOHOMIKA.

Kinvxicmo dxcepen: 22; kinokicms mabauyw: 0; kinekicme pucyHkis: 1; kinokicme ¢popmyn: 0.

1. Introduction.

The way to increase the operational effi-
ciency of e-commerce companies and their
subsidiaries, providing production and supply
of products, information infrastructure, etc., is
provided, as world experience shows, through
the implementation of the following manage-
ment solutions: development of augmented re-
ality, improves the consumer experience, leads
to intensification of the process of purchasing
products; growth of voice search volumes; the

use of artificial intelligence, which helps stores
learn more about customers; creating a person-
alized offer to provide an individual consumer
experience; widespread use of chatbots in the
process of interaction with consumers; wide-
spread use of mobile technologies in the field
of e-commerce; development and expansion of
the list of online payment methods for goods
and services; decentralized and artificial intel-
ligence-driven e-commerce allows for faster
implementation of innovations; the use of
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service subscriptions and product information
messages force customers to return to interac-
tion with the e-commerce company; imple-
mentation of solutions in the field of environ-
mental protection is an effective way to im-
prove the management of e-commerce
enterprises; e-commerce companies optimize
digital conversion strategy.

2. Literature review.

Modernization of e-commerce enter-
prises as subjects of innovative entrepreneur-
ship is important for today, which indicates the
presence of scientific developments in this
area. The efficiency of enterprises is due to the
use of innovative types of employment aimed
at providing them with highly qualified spe-
cialists with the required level of motivation to
work. In particular, management decisions
must have a lasting impact or at least bring us
one step closer to a long-term goal. However,
there are situations when it is difficult to link
the decisions made and the results achieved.
Numerous studies have addressed this aspect,
for example: S. Kabaivanov and V. Mar-
kovska (2019), B. Molnar and
D. Mattyasovszky-Philipp (2019), F. Malerba
and M. McKelvey (2019), T. Semeradova and
P. Weinlich (2019), I. Kuksa, I. Hnatenko,
O. Orlova-Kurilova, N. Moisieieva and
V. Rubezhanska (2019).

3. Methodology.

In the study of this issue used methods of
generalization, comparison and systematic
method.

4. Research objectives.

The purpose of the article is to analyze
the types of management decisions on the
modernization of e-commerce enterprises as
subjects of innovative entrepreneurship and to
explore their content.

5. Results and discussions.

Digital transformation trends are affect-
ing everything from the supply chain to major
business systems. The way to increase the op-
erational efficiency of e-commerce enterprises
and their dependent companies that provide

production and supply of products, infor-
mation infrastructure, etc., is provided, as
world experience shows, through the imple-
mentation of the following management deci-
sions:

1. The development of augmented reality,
which enhances the sense of reality of online
shopping and improves the consumer experi-
ence, leads to an intensification of the process
of buying products.

Although fast delivery options have
made online shopping almost as instantaneous
as retail, there has historically been one draw-
back: you can’t feel the product or see it on
your body or at home. Augmented reality
makes it possible to visualize the product. This
technology helps online shoppers visualize the
products they are interested in, whether they
are clothing or furniture. Buyers can now see
what they will look like when wearing a par-
ticular item of clothing, or what their home
will look like with a certain colour of paint be-
fore clicking the “Buy” button (BigCommerce,
2020a). This helps online shoppers overcome
the main barrier to online shopping because
they can’t see the product first hand, which
takes shopping to the next level.

An example of a successful augmented
reality experience in e-commerce is the expe-
rience of Burrow (2020), a DTC furniture
brand that actively uses augmented reality to
help customers imagine how their couches will
fit in their living rooms. Burrow at Home soft-
ware uses augmented reality to place realistic
3D models of Burrow sofas in photos taken on
the client’s iPhone and iPad.

In 2019, the research and consulting
company Gartner predicted that by 2020, most
consumers will make purchases using aug-
mented reality (Omale, 2019).

Surveys show that in terms of augmented
reality, 35% of respondents say that they shop
online more often if they can virtually try a
product before buying it, and 22% are less
likely to visit a traditional offline store if aug-
mented reality is available in their favourite
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online store (BigCommerce, 2020a). Aug-
mented reality allows a person not only to see
a 3D model of the product, but also allows the
user to see what he looks like in a new outfit.

2. The growth of voice search.

People are increasingly relying on voice
assistants such as Google Assistant or Amazon
Alexa to do everything from checking the
weather to buying goods online. According to
Loop Ventures (Kinsella, 2019) by 2025, 75%
of households in the United States will have a
smart speaker. This saves time when viewing,
entering information about payment and deliv-
ery, the device remembers past purchases,
which allows you to easily repeat the order.

As more households receive this technol-
ogy and feel more comfortable using it for
shopping, there is great untapped potential for
this technology for e-commerce companies.
An example of this is a study by Kensium
(2020), which included the participation of
voice solutions in the development of e-com-
merce through Amazon Alexa and Google
Home in the list of 2020 trends that should be
monitored.

3. Using artificial intelligence to help
stores learn more about shoppers.

An important aspect of regular shopping
that has historically been lost in online shop-
ping is the store employee, who can offer prod-
uct recommendations and individual recom-
mendations based on the customer’s needs or
requests. At the same time, the prevalence of
artificial intelligence and machine learning is
growing as retailers focus on new ways to in-
crease personalization and improve customer
service. That is why some large online compa-
nies are investing significant resources in this
development, which allows them to:

- get more opportunities to learn about
their customers and give them the personalized
experience they require;

- get more opportunities to link customer
data with real-time information to improve the
shopping process;

- get more opportunities to automate
processes, such as customer support, with

chatbots to help customers around the clock or
generate timely offers;

- get more opportunities to optimize pric-
ing, discounting and demand forecasting
(BigCommerce, 2020a).

An example of a successful experience in
this area is the Natori brand (2020), which used
artificial intelligence to justify its costs for dig-
ital advertising. The result was an increase in
income from social networks by 76%.

4. Creating a personalized offer to pro-
vide an individual consumer experience.

One way to use artificial intelligence is to
gather information about visitors and help
adapt the website to its needs. At the same
time, consumers especially value experiences
and products that have been adapted to their
needs. This is an experience that is often lost
in the transition from traditional shopping to
online self-service shopping. Studies show that
the introduction of personalized experience
has a significant impact on the income of e-
commerce (growth of 25%) (Abraham,
Archacki, Gonzdlez, Fanfarillo and Van
Kerckhove, 2020). Research also shows that
personalization efforts can reduce failure rates
by 45% (BigCommerce, 2020Db).

Thus, the creation of a personalized offer
is an important area, which, according to the
author, can increase the competitiveness of e-
commerce and strengthen its competitive posi-
tion in the market, which increasingly requires
an individual approach to interaction with the
consumer. Such an individual approach should
be harmoniously combined with decisions re-
garding the automation of processes, which
should be extended as much as possible in
those areas. Where personalized interaction is
not fundamentally important and decisive for
the consumer’s decision to purchase.

5. Widespread use of chatbots in the pro-
cess of interaction with consumers.

At the heart of personalization and artifi-
cial intelligence capabilities is a chatbot,
which can act as a sales consultant and sales-
person. Chatbots allow stores to communicate
with thousands of customers, giving them a
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sense of personal attention and thoughtful rec-
ommendations based on their responses. Ac-
cording to research, an increasing number of
shoppers prefer to communicate with bots and
other digital self-service tools: more than 60%
of customers said they do not mind websites,
applications or chatbots responding to their
simple requests (Osman, 2020). One of the
main reasons for this response is the fast re-
sponse time.

Experts predict that 80% of e-commerce
companies will use chatbots in 2020 (Business
Insider Intelligence, 2016). At the same time,
chatbots are becoming more personalized to
improve the quality of customer service.

6. Widespread use of mobile technolo-
gies in the field of e-commerce.

Traditionally, e-commerce has focused
on bridging the gap and providing access to
physical online stores. One of the obvious ad-
vantages of this approach is the ability to shop
from anywhere in the world. Thus, according
to Statista estimates, by the end of 2021, 73%
of e-commerce sales will be made on mobile
devices (Loesche, 2018). With this in mind, e-
commerce sites are increasingly being built us-
ing adaptive design, given that consumers
need to be able to shop on their smartphones as
easily as on their computers.

Another response to the ever-growing
needs of users is the use of PWA or advanced
web applications (BigCommerce, 2020e),
which, in our opinion, can enable mobile shop-
pers to interact conveniently with online stores
and provide e-commerce brands with another
way to improve online customer engagement.
using mobile devices.

7. Development and expansion of the list
of methods of online payment for goods and
services.

E-commerce companies do everything
possible to ensure the convenience of users on
e-commerce sites through a number of pay-
ment methods, including e-wallets. China is
the leader in online payments in mobile appli-
cations, and WeChat and Alipay have more

than 1 billion users (Semerddovd and Wein-
lich, 2019, p. 80-89).

Customers are accustomed to shopping at
large online stores such as Amazon and
Walmart, which store information about cus-
tomer bills and shipments, allowing you to
place orders quickly and easily without a lot of
data entry. E-commerce websites are increas-
ingly using such payment methods as Apple
Pay, Paypal and others, which provide seam-
less verification (Semerddovd and Weinlich,
2019, p. 80-89; Enterprise Europe, 2018).

8. Decentralized and artificial intelli-
gence-driven e-commerce allows for faster im-
plementation of innovations.

So far, most of the trends in the list have
been those with which the customer interacts
directly. However, the technical structure of
the online store also has a significant impact
on customer experience and determines the de-
velopment trends of e-commerce enterprises.
Thus, decentralized management in e-com-
merce is a solution that allows you to com-
pletely separate the e-commerce platform of
the store from the level of presentation of the
web interface. This can allow e-commerce
companies to use CMS, DXP, PWA or many
other existing or custom interfaces, which can
positively affect the performance of market-
ing, SEO and e-commerce business position-
ing (BigCommerce, 2020e).

For example, LARQ, a seller of self-
cleaning water bottles, recently launched its
website using BigCommerce as an e-com-
merce platform and a user-friendly interface
using React software solutions, (BigCom-
merce, 2020d) gaining more control over con-
tent.

9. Widespread use of video content in the
field of e-commerce.

In 2019, video content was shown to in-
crease the conversion rate of e-commerce busi-
nesses: 62% of consumers said they watch
product reviews before buying. Streaming
video on the home page can also attract the at-
tention of customers (Builderfly, 2020).
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Using podcasting and short video content
to increase opportunities for customers to learn
about e-commerce brand products and ser-
vices, better meet customer needs and increase
their purchases.

10. The use of service subscriptions and
product information messages force customers
to return to interacting with an e-commerce
company.

Subscriptions have a number of benefits
for e-commerce retailers because they make it
easier to forecast consumer needs and allow
you to interact with customers for long-term
benefit. This is evidenced, in particular, by the
successful experience of using a paid subscrip-
tion Amazon Prime from the world’s largest
online marketplace Amazon.

At the same time, experts believe that
consumers are potentially increasingly aware
of the impact of several subscription services
on their budgets, so they may be more legible
in the future. Retailers implementing this busi-
ness model need to know what makes their
specific subscription mandatory.

11. Implementation of solutions in the
field of environmental protection is an effec-
tive way to improve the management of e-com-
merce enterprises.

Brands that improve their performance
by focusing on the need to preserve the envi-
ronment have a stronger influence on customer
decisions. Management in this area involves
the use of solutions such as:

- use of biodegradable packaging;

- paperless approach to ordering;

- extensive use of secondary raw materi-
als, in particular, for packaging products sold
by the enterprise;

- energy saving, etc.

For example, 4ocean (2020) has made
this approach a fundamental part of its busi-
ness model. They offer to buy bracelets or
other products made from waste removed from
the world’s oceans, as well as using environ-
mentally friendly packaging from EcoEnclose

to deliver their products.

12. E-commerce businesses are optimiz-
ing their digital conversion strategy.

Winning the competition in e-commerce
means not only attracting more potential cus-
tomers to the site, but also converting them as
soon as they appear. Conversion optimization
is becoming an increasingly serious issue in to-
day’s business environment as companies
strive to effectively customize their product
pages and ensure that their products stand out
in all areas of multi-channel marketing. This
may include dynamic advertising on Face-
book, advertising on Google purchases or dig-
ital marketing efforts (BigCommerce, 2020c).
As more business companies move online and
existing online businesses hone their offerings,
one factor to consider is changing customer ex-
pectations.

6. Conclusions.

Thus, the world experience in managing
e-commerce enterprises as subjects of innova-
tive entrepreneurship shows the existence of
certain management trends that determine the
nature of market transformations and the activ-
ity of companies in changing ways and meth-
ods of doing business and managing enter-
prises to adapt to these transformations. Such
management trends are discussed above. At
the same time, such trends can serve as a basis
for improving the management of e-commerce
enterprises in Ukraine, which should be based,
according to the author, on the following, pre-
sented in Figure 1, ambush.

Given the recorded trends, it can be ar-
gued that the future of e-commerce and the fu-
ture management of enterprises operating in
this area will be fundamentally different from
the current situation. But the latest manage-
ment technologies, emerging from the need to
adapt to technological change and changes in
consumer needs, have not yet proven their ef-
fectiveness at the level of, for example, small
and medium enterprises, but are actively im-
plemented and tested by market leaders.
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Features of world =
experience that determine
the need of e-commerce

increasing the speed of interaction with customers,
reducing the duration of interaction when choosing and
placing an order and delivery times

enterprises of Ukraine to fo-

cus on the implementation |-\
of the latest technological [}

reduction of transaction and overhead costs of the
e-commerce enterprise

solutions and modern man-

agement approaches that
create more opportunities

increase
for: delivery methods, product range, etc.)

the

consumer’s choice (payment options,

Directions for improving the activities of e-commerce enterprises in Ukraine based on
world experience

Implementation of augmented reality
solutions

A

Implementation of solutions in the
field of voice search

A

Implementation of solutions in the
field of artificial intelligence

A 4

Implementation of solutions in the field of
online payment for goods and services

A 4

Implementation of solutions in the field of
e-commerce decentralization

A

Implementation of solutions in the
field of creating a personalized offer
to provide individual consumer expe-
rience

Implementation of solutions in the
field of using chatbots in the process
of interaction with consumers

A

Implementation of solutions in the field of
video content use in the field of
e-commerce

A 4

Implementation of solutions in the field of
using subscriptions to services and
information messages about products

Implementation of solutions in the
field of mobile technologies in the
field of e-commerce

A

Implementation of solutions in the field of
environmental protection

\ 4

Implementation of solutions in the field of
optimization of digital conversion strategy

Fig. 1. Directions for improving the activities of e-commerce enterprises in Ukraine on
the basis of world experience

Source: compiled by the author.
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