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In the article, the author presented an analysis of the state of modern marketing,
taking into account when the dynamics of processes in the economy are high
enough and a quick analysis of multidimensional data is required, where the
strategy of product production and market promotion, as well as pricing, depend
on consumers. The author determined that the activity of trading floors is aimed at
forming an assortment of goods and their nomenclature with the most
advantageous characteristics of the goods. These requirements directly affect the
marketing strategy and pricing on the Internet market. In the article, the author
proposed the concept of building a marketing system using big data, based on the
theory and practice of market segmentation, which takes into account many
factors: geography, cost, time and others. A unifying factor in marketing research
is the formation of similarities in consumption and pricing on the Internet market.
In this concept, the author applied the method of evaluating consumer efficiency,
which is based on the use of rating ratings obtained on the basis of ranking expert
opinions. Thus, the proposed concept and method for assessing consumer demand
in the target market is aimed at the prospective management of trading floors
using big data technologies.
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KiroueBble c10Ba:

nuQpoBas IKOHOMHUKA, CHCTEMBI
MapKE€THUHI'a, UHTCPHET-MapKETUHT, 6OJ'II>I_III/Ie
JaHHBIE.

ABTOp TPHBOIWMT aHAIU3 COCTOSHUS COBPEMEHHOIO MAapKeTHWHTa, KOraa
JMHAMHUKa MPOLECCOB B YKOHOMHKE JOCTATOYHO BBICOKA U TpeOyeTcs OBICTPBIH
aHalIM3 MHOTOMEPHBIX JaHHBIX, TJe CTparerds IPOW3BOJCTBA TOBapa U
NPOJBIKEHHE HAa PHIHOK, a TaKXKe IIEHOOOPa30BaHHUE 3aBUCAT OT MOTPEOUTEIICH.
ABTOp ompemenui, YTO JEATEIbHOCTh TOPTOBBIX IUIOMIANOK HAMpaBleHa Ha
(opMupOBaHHE AaCCOPTHMEHTa TOBapa M €ro HOMEHKIATYpel ¢ Hamboiee
BBIUTPBIIIHBIME ~ XapaKTEPUCTHKAMH TOBapa. OTH TpPeOOBaHMS HANPSIMYIO
BIIMSIIOT HA MapKETHHTOBYIO CTPATETHIO M IleHooOpa3oBaHMe Ha Internet-perHke.
ABTOp mTpeIaraeT KOHIENIMIO IOCTPOSHUS MApKETHHIOBOH CHCTEMBI C
NpUMEHEeHHeM OOJbIINX JaHHBIX, OCHOBAaHHYI0 Ha TEOPHHM M IPAKTHKE
CerMEHTHUPOBAHUSI pBIHKA, KOTOpas Yy4YMTHIBAET MHOXECTBO  (DAaKTOPOB:
reorpaguyeckre, CTOMMOCTHBIE, BpeMeHHble U aApyrue. OOBeTUHIIONM
(haxTOpOM B MapKETHHTOBBIX HUCCIIEAOBAHMAX SIBISIETCS (JOpPMHpOBaHHE CXOJCTB
o MOTpeOJICHNIO M IeHOO0Opa3oBaHuIo Ha Internet-peiake. B maHHO# KOHIETIIN
aBTOP MPUMEHWJI METOJl OIEHKH MOTPEOUTENHCKOH 3(PPEKTUBHOCTH, B OCHOBY
KOTOPOTO MOJIOKEHO HCHONB30BaHHE PEHTHHTOBHIX OIEHOK, MONYyYEHHBIX Ha
OCHOBE PAaHXXHMPOBAHHS JKCIIEPTHOTO MHEHHA. TakuM 00pa3oM, MpeIoxKeHHas
KOHIICTIIIMSL M METOJ OLEHKM IMOTPEOUTENBCKOTO CIIPOCa Ha IIENEBOM DPBIHKE
HalpasJI€H Ha IMNEPCICKTUBHOC YIPABJICHUE TOProBbIMHU IUIOIIAAKaMHU C
NPUMEHCHUEM TEXHOJIOTUH 60J'I]>LLII/IX JaHHBbIX.

Statement of the problem

factors as consumer solvency in the target market,
changes in his requirements and desires, as well as

It should be noted that modern marketing is aimed at
ensuring the growth of profitability of business entities
by satisfying consumers with goods and services in a
specific period of time. Due to the rapid variability of
market conditions, marketing research does not exceed a
period from 1 to 5 years. In conditions of economic
instability, this research period can reach up to 3 years. In
this case, it is necessary to predict such unforeseen
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behaviour, demand level in the planning period,
development prospects of competitors producing not
only similar products, but also interchangeable goods.
The effective work of modern marketing can be
considered when business entities that take into account
these factors achieve the desired results in production and
marketing activities.
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All the activities of modern trading floors are aimed at
forming an assortment of goods and their nomenclature
with the most advantageous characteristics, which are
aimed at meeting the needs of the consumer. These
requirements directly affect the marketing strategy and
pricing on the Internet market. Therefore, modern
marketing has direct links with the consumer, where the
incoming information in real time from consumers
allows you to quickly respond to the rapidly changing
demand.

Analysis of recent studies and publications

The basic concepts of marketing management underlie
marketing, which were expressed by Philip Kotler in
1984 [1]: “The task of marketing management is to
influence the level, time and nature of demand in such a
way that it helps the organization to achieve its goals...”

The digital economy opens up new directions using the
Internet market, among which modern marketing
occupies one of the leading places.

Ten years later, K. Smith [2] suggested that by 2010 the
number of Internet users in the world will exceed 2
billion. And as a result, with the rapid development of
the Internet, the use of marketing will grow, which is
considered as a strategic task of any company.

In 2015, studies by J. Armitage [3] confirmed the
hypothesis that a marketing strategy should be the main
focus in the market strategy of any company. J. Armitage
also expressed the idea that fast-paced technology will
take the business to new forms.

M. Gaikwad [4] in his research in 2016 examined
modern marketing and found that marketing deserves
special attention for companies.

Significant contribution to the formation of scientific
areas of marketing research, marketing functions of
marketing, business process management, information
system models, models for optimizing prices and sales in
consumer markets, marketing management functions and
approaches,  problem-oriented  business  process
management, modelling of cooperative relationships in
the digital economy was contributed by: V. Galitsyna [5],
V. Kravchenko [6], V. Lukyanenko [7], Yu. Lysenko [8,
9], S. Ivanov [10], M. Ivanov [11] and others.

Obijectives of the article

The purpose of this article is to develop methods of
marketing research, methods of processing and analysis
of information using big data.

The main material of the research

Big data are understood to mean structured and
unstructured data of large volumes and a large variety of
formats (digital, linguistic, video and others). It should be
noted that this is due to the emergence of technological
capabilities to analyse large amounts of data in the socio-
economic fields (the global Internet market — the global
amount of data) [12].

The concept of three “VVV” stands out as defining
characteristics for big data: volume (volume — data
volume), speed (velocity — high-speed processing and
obtaining results), variety (variety — the ability to
simultaneously process various types of structured and
unstructured data).

The application of approaches and tools initially included
means for parallel processing of different types of data,
primarily database management systems. Modern
technologies make it possible to process ultra-large data
arrays.

The concept of building marketing research based on the
theory and practice of market segmentation, which takes
into account the multidimensionality of factors:
geography, cost, time and others, is proposed. A unifying
factor in marketing research is the formation of
similarities in consumption and pricing on the Internet
market. These similarities are associated with the
principles of similarity [7], which make products similar
and form substitute products. This fully applies to goods
and services that can be considered by consumers as a
target market.

The goods and services sold in this market have a
number of specific economic and social characteristics.
Firstly, they have lower prices [10]. Secondly, the range
of products is not limited, only limited by the specifics of
the trading platform.

Modern marketing puts forward a number of
requirements for the target market, which were analysed
from the perspective of the possibility of their
implementation on the trading floors (Table 1).

Table 1 - Requirements for the target market during segmentation.

The target Market Requirements The limitations
The profitability The profitability is limited.
The volume of sales The limited sales
The competitors The number of competitors is limited.
The substitute Availability The volume of substitute products present in the target market is
limited
The lack of a “strong” consumer position The consumers are closely related
The assessment of demand and customer satisfaction [The technological opportunities of trading floors
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The choice of the target market is based on the task of
increasing sales. In this case, digital marketing is used,
which is a multidimensional structure. This is due to the
fact that manufacturers and consumers are united on the
trading floor in the global Internet.

ISSN 2414-0287

Therefore, the concept of building a digital marketing
system using cloud technologies (Fig. 1) includes not
only the study of the target market for goods, but also the
solution of the analytical function of marketing (analysis,
evaluation, forecasting).

Internet market
The target Market
¢ v Consumer Demand
The target Market The consumer geographic v
Segment Selection location The substitute availability
v * analysis
The sufficiency ™ 1ves of v
; e analysis o
analysis of the substimtz roducts The assessment of profitability
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A d . of a manufacturer’s development strategy
ata generation
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Fig. 1. The concept of building marketing systems using big data.

The proposed concept employs a method for assessing
consumer performance, which is based on the use of
rating ratings obtained on the basis of ranking expert
opinions on several order scales. Experts can be both

consumers and manufacturers. The use of expert
assessments is necessary in conditions with the Internet
market. The method of assessing consumer demand in
the target market is presented in Fig. 2.

The expert ) The comprehensive
The current evaluation of The relative measure assessment of
Internet Marlket product of the usefulness of consumer demand
Information utility the 2oods

A 4 A 4

v v
Stage 1 >> Stage 2 > Stage 3 >> Stage 4 >> Stage 5 >
T_ )

The introduction of a
correction factor for
product attractiveness
(cost)

The consumer
effect assessment

Fig. 2. The method of assessing consumer demand in the target market.

The implementation of the method begins with the
formation of the source data. Further, each product is
assigned an expert rating (Pi ) on the following five point
scale: 5 — very high utility; 4 — high utility; 3 — average
utility; 2 — low utility; 1 — very low utility.

In addition, to take into account prices and costs, a
correction factor of utility value (ki) is introduced, which
takes the following values: 1.5 — the consumer is willing
to pay extra for utility; 1.2 — the consumer is interested in
utility, but will be interested in price; 1.0 - the consumer
will not pay for utility.
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Absolute rating indicators of product usefulness are

uninformative and poorly comparable for different

products, so the relative indicator (utility index) is then

used and is calculated by the following expression:
(1)

T Piki’

where P; — is the rating score of the i-th utility (1 ... 5,

integers);

k i — coefficient taking into account the cost of utility;

n — is the number of product utilities;

i=1.,n.

X; =
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The formation of utility indices is the next step in
measuring the consumer effect of individual market
segments. The following consumer benefits have been
identified for the product in question: product quality,
delivery time, pricing policy, form of payment.

The proposed list of benefits can be expanded and
specified.

The next step in the implementation of the method is the
formation of matrix columns that form innovations —
both those available in the company’s arsenal and the
proposed ones: organizational, technical, service, etc.
This list may include innovations described qualitatively
and innovations expressed by the values of technical and
economic indicators. The fundamentally considered
method can be used for the synthesis of innovations. In
this case, the activity of the trading platform is built on
the principle of “what can be done (change, improve,
supplement, etc.) to form a specific utility.”

Elements of a matrix of volume n x m, where m — is the
number of innovations considered, are filled with rating
estimates of the strength of the influence of the j-th
innovation on the i-th product benefit. The influence
rating is established on the following ten-point scale of
the order: 9 — strong influence; 3 — average effect; 1 —
weak influence; 0 — innovation does not affect the
individual benefits of the product.

Using the designation y; to assess the strength of the
influence of the j-th product on the i-th benefit, we can
calculate the conditional and unconditional indices of the
consumer effect of each product. Then we write the
conditional index as follows:
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X i

Eji = DY SPHIETIT @
The conditional index is useful for comparative
evaluation of the product by the degree of its influence
on its total value. However, the conditional index
depends on the total volume of the product and shows the
relative contribution of a single product to the formation
of benefits and therefore cannot be used to quantify the
consumer effect.

To measure a consumer effect that is independent of the
total quantity, an unconditional index of consumer effect
is used. When constructing it, the value of the consumer
effect, which has the maximum impact on each consumer
utility, is used as a base. Then, in accordance with the
expression (2), the unconditional index can be written in
the following form:

_ Xy

Bj‘ - 2?=1 xinimax. (3)
Given that in the given dependence yijimax = 9 (according
to the accepted point scale), the expression in the
denominator also takes a value equal to 9, i.e.
Y1 XiYjimax = 9, and the consumer effect of the j-th
product is estimated relative to the absolute value. The
data obtained will allow the decision-making support
management system to choose a promising direction for
the production of goods.

For the goods in question in the Table 2, a list of key
indicators is used, a matrix is formed, and conditional
and unconditional consumer effect indices are
determined from the above dependencies.

Table 2 - The formation of conditional and unconditional indices of consumer effect of the trading floor

The consumer benefits Xi |The product| The The assortment | The logistics system | The dealerships
volume | demand Marketplace
1. The product quality 0,36 8 9 9 7 5
2. The delivery time 0,19 7 6 9 8 7
3. The price policy 0,25 7 8 - 7 4
4. The form of payment 0,2 5 7 - 8 9
1,0 6,96 7,78 4,95 7,39 5,93
Ej; 0,21 0,24 0,15 0,22 0,18
Bj; 0,77 0,86 0,55 0,82 0,66

The above calculation results (Table 2) show steady
demand (0.82 logistics system, 0.86 demand) on the
trading floor.

In the future, the Internet can be effectively used for
various marketing research on the Internet market. The
global network provides an opportunity to conduct
market research based on current data on the product
market presented on the Internet, as well as to study the
composition of real and potential groups of customers.

The extraction of knowledge can be defined as the search
and study of marketing information. The following
approaches are used to solve these research problems:
automatic search and analysis of data on Web sites, as
well as data mining when detecting and researching
information related to the interests of users in goods and
services.

The increase in the amount of data available on the
Internet is usually stored in an unstructured form, which
contributed to the emergence of multidimensional
databases, as well as tools for online data analysis
(OLAP — Online Analytical Processing technologies).
Today, systems with artificial intelligence are used, the
task of which is the effective extraction and research data
from the Internet.

The process of data mining is an integral part of the
digital economy, which also analyses the activity of
consumers of goods, and also explores the most popular
ways to visit the Internet. To solve these problems,
unstructured Internet data are used. Trading platforms
analyse a large amount of information and store it in
multidimensional databases using cloud technologies.
Sources of information are also reference websites,
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which contain information on each page that has a link.
Sites are viewed by programs guides on the Internet and
contain personal user data.

The main consumers of electronic banking systems are
trading platforms that sell or provide services on the
Internet. The main tasks for them are personalization of
the consumer of goods and services, conducting effective
advertising work and simplifying the work. Such systems
are of interest to Internet providers. The main areas of
application in this case are Internet optimization, traffic
minimization and optimization of services provided
using intelligent systems.

Modern Internet systems provide the ability to identify
the user and obtain statistical information about the
interests of the user. Such software applications allow
you to determine the turnover, the intensity of access to
different information, the addresses of individual users
with the ability to analyse the relationship between links
to data sources and information.

Today, obtaining information at the level of the trading
floor is the main data for developing a product
manufacturer’s work strategy. This can be used to obtain
information on the priorities and interests of consumers
of goods.
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Conclusions

The author has proposed a concept and method for
assessing consumer demand in the target market, aimed
at managing trading floors, taking into account marketing
research and involving the use of big data in marketing
systems and their analysis. This concept is based on the
theory and practice of market segmentation, which takes
into account the multidimensionality of factors:
geography, cost, time and others.

The unifying factor of marketing research is the
formation of similarities in consumption and pricing in
the Internet market.

The proposed method for assessing consumer
performance is based on the use of rating ratings
obtained on the basis of ranking expert opinions on
several order scales. Experts can be both consumers and
manufacturers.

The proposed method fully applies to goods and services
that consumers can consider as a target market.

In the article, the author analysed and proposed a trading
platform system for displaying sales data using OLAP
technology.
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