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Innovation and digitization have a major impact on business competitiveness, and
it is growing rapidly. But the problem is that a significant proportion of Ukrainian
manufacturers do not realize this, relying on proven but outdated methods of
doing business. Most SMEs use standard computer tools and software at the
level of basic processes (electronic accounting, communication, use of websites
and social networks). Nevertheless, only a few of SMEs representatives use
digital technologies for planning and forecasting business operations, and cloud
computing services, which have become popular in developed economies, are
almost not used by Ukrainian businesses. The article analyzes the reasons for
this situation, provides the results of a survey of SME managers with relation to
the digitization of processes at their production facilities, and proposes systemic
solutions in the field of increasing business capabilities related to international
online trade.
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[HHOBami{ Ta I pOBi3alist MArOTh CEpil03HMH BILTHB Ha KOHKYPEHTOCIIPOMOXHICTh
6i3zHecy, 1 BiH cTpiMKo 3pocTae. Ase mpobiema MojsIrae B TOMY, 10 3Ha4Ha YacTKa
YKpaTHCHKUX BUPOOHMKIB 1€ HE YCBIJIOMIIIOE, CIIO/IIBAIOYHMCH HA TIEPEBIpEHi ale
3acTtapisi Metoau BesieHHs 0i3Hecy. binbiicts MCII BUKOPHCTOBYIOTH CTaHAAPTHI
KOMIT'IOTEpPHI IHCTPYMEHTH Ta IporpamHe 3a0e3nedeHHs Ha piBHI 0a30BHX
mporieciB (eIeKTpoHHa OyXranrepis, KOMMYHIKAIlisi, BUKOPUCTAHHS CalTiB Ta
con-mepexx). OmHak smme oxuHUIi 3 mpeactaBHuUKiB MCII kopucTyroTbes
U(POBUMH TEXHOJIOTIIMH AN IUIAaHYBaHHS Ta INPOTHO3YBAaHHSA E€KOHOMIYHO{
JUSUTBHOCTI Oi3HECY, a MOCIYrM XMapHHX OOYUCIIECHb, SIKi CTaIM TOMYJSIPHUMHU
B PpO3BHHYTHMX €KOHOMiKax, Maibke HE BHKOPHUCTOBYIOThCS YKpPaiHCBKUM
6i3HecoM. B cTarTi npoanaiizoBaHi MPUYMHK TAKOi CUTYaIlil, HaJZaH1 Pe3ybTaTH
onntyBaHH: KepiBHUKIB MCII mozo nudposizartii mporecis Ha iX BAPOOHHUIITBAX,
3aIpONOHOBAHI CHCTEMHI PIllICHHS B Taly3i PO3IIUPEHHS MOKIMBOCTEH Oi3HECY y
chepi Mi>kHApOTHOT OHIIAWH-TOPTIBIII.

Problem stating

International logistics, transnational trade barriers,
new methods of transaction costs, involvement of artificial
intelligence, digitalization of quality control processes — all
this requires a digitalization strategy for every SME enter-
prise that works or is preparing to work with international
partners and secure a foothold in global markets. Small
businesses of all countries of the world are increasingly

showing the characteristics of globalization, which is man-
ifested in the increase in foreign economic activity, in the
deployment of global information technologies, in the
harmonization of forms and in business gold standards of
entrepreneurial activity [1]. Moreover, new business struc-
tures, the so-called “small transnational companies”, have
come to global markets, which are quite on firm ground
on the world trading platforms, having a small number of
full-time personnel [2, p.2]. It is becoming apparent that
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the equilibrium growth of the global economy is going to
occur due to the digitization of markets and access to them
by business players.

Analysis of latest research and publications

Scientists lay special emphasis on the fact that dig-
ital transformation of the business sector is of crucial
importance for supporting the dynamic character of the
Ukrainian economy in the era of digital technologies
(Shevchenko 1. O., 2022). “Ukrainian companies are rel-
atively positive concerning digitalization, but mostly feel
they are lagging behind their competitors in digital trans-
formation. Although technology companies and other
global innovators have not yet targeted at the Ukrainian
market, they will do so in the long run” [3]. Foreign sci-
entists focus extensively on the topic of increasing the
efficiency of trade on international markets and the use of
online technologies: S. Hensler, M. H. Dekimpe, V. Ski-
era [4] considered the ways and methods of evaluating the
effectiveness of the defined channels of goods and services
promotion within the framework of using multi-channel
strategies; Fang-FangTang and XiaolinXing[5] devoted
their studies to the same question; M. Laroche, 1. Kiani,
N. Economakis and M.O. Richard [6] studied the psychol-
ogy of consumer behavior and its response to online sales
technologies; Chatterjee S. and Kar A K. investigated the
application of marketing technologies in SMM by small
and medium-sized companies in particular, and provide
the experience of Indian entrepreneurs as a vivid exam-
ple [7]. Beginners on the way to conquering international
markets and implementing the digitalization of their own
marketing should become acquainted with the “bible” of
the SMM manager — TheFinancialTimes guide to social
media strategy [8]. David Mirman Scott fundamentally
teaches the theory of digital marketing in his book The
New Rules of Marketing and PR, which has become a
world bestseller and has been translated into 29 languages.
Among Ukrainian authors, it is worth noticing the paper
of K. V. Shimanska and Bondarchuk V. V. Analysis of
Marketing Possibilities of Using Online Channels for the
Promotion of Products of Ukrainian SMEs [9], in which
the distinguishing characteristics and features of the use of
various online channels for the promotion of products to
foreign markets are formulated. Generally, there are many
scientific papers in the field of neuroscience and their use
in marketing. Even too much. And since technologies are
developing quite quickly, there is a need to create basic
concepts of using online technologies in business with
adaptation to Ukrainian day-to-day realities.

Goal formation

The goal of the article is to analyze the main issues of
the development and implementation of digital technol-
ogies by small and medium-sized businesses of Ukraine
under war conditions and outline the priorities on the way
to digitalization of domestic business.

Statement of basic material of the research

Ukraine is one of the countries producing IT-sec-
tor products and even ranks 12th in terms of the number
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of founders of “unicorn” companies. And although the
Ukrainian government supports the digitalization of the
country in every possible way and has even included the
development of digital technologies in the list of key areas
of the “National Economic Strategy until 2030, analytical
studies indicate a low level of digitalization of about busi-
ness processes.

As with the latest technologies, digitalization is mov-
ing forward primarily among representatives of large busi-
nesses. But SMEs are more mobile and flexible business
structures, so in this sense, small and medium-sized busi-
nesses should not remain aloof from the technologies of
the digital era. But this does not happen. The reason are
that the level of understanding of digitalization by manag-
ers and founders of SMEs is low. Even among large com-
panies, only 20% of Ukrainian companies have a digital
strategy. Moreover, only a few companies of all sizes have
assigned the responsibility for digital transformation to a
digital department or a digital transformation coordinator.
A small proportion of large companies have not taken any
measures from this perspective [1]. If you look in compari-
son, the lowest indicators of innovative activity among the
countries of the European Union have Portugal — 26% and
Greece — 29%, but even these indicators are twice as high
as in Ukraine. And compared to leading countries such as
the Netherlands (62%), Austria (67%), Germany (69%),
Denmark (71%) and Ireland (74%), this gap with Ukraine
is almost five times lower [10]. The rapid digital transfor-
mation is based on digital trends that should be monitored
and studied by small and medium-sized businesses. And
it is necessary to give consideration to this at all levels —
from the service department or an employee to the head of
the enterprise. If the manager or top management does not
understand the digitalization trends, such an enterprise will
not be able to build a development strategy and achieve
competitiveness criteria that will bring it to global markets.

In fact, SMEs shall engage digital technologies as an
absolute factor for their efficiency and competitiveness.
That is, the consumer who receives goods and services
on the global market in the era of digitalization does not
care who actually produced them — whether it is a transna-
tional corporation or a small or medium-sized enterprise.
The main selection criteria are applicable quality, speed of
delivery and comfortable service system. The chances for
giants and SMEs in global markets are becoming equal in
terms of access to the consumer. Today, digital technolo-
gies are implemented as part of business processes, and
their widespread use can be seen in all spheres of life [12].
This happens because:

o their exponential cost improvement in combination
with available cloud services reduces the capital invest-
ment required to launch a business;

o their application reduces costs, increases production
performance and decision-making efficiency;

o they become cheaper and, accordingly, more acces-
sible owing to free content and services (due to low mar-
ginal costs): users pay only part of the value that is created
in the digital economy;

e they can be used to create unique products fully
adapted to the client’s preferences [12].
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An example of the use of digital technologies in agri-
cultural business (Fig. 1):

According to the “Digital Agenda of Ukraine” study, if
the digitization of grain production is carried out through-
out Ukraine and in all farms, it will increase the volume of
production from the current 60 million tons of grain to 85
million tons annually and increase exports from 36 million
tons to 63 million tons [13].

Digitization has a great positive impact on all aspects
of society and business. This includes access to informa-
tion and repositories of unique data from around the world,
the possibility of improving the level of qualifications of
employees of all stages of the production process, this
is cost minimization and optimization of management,
improvement of the quality of products and services, quick
response to any processes and events on the domestic and
foreign markets. And this is far from the whole list. How-
ever, there are certain warnings. The Razumkov Insti-
tute warns that despite a number of good news generated
by digitization, it also presents a number of challenges for
which both society and business may not be ready: pro-
gressive automation and the application of robotics will
result in a disruption of the labor market, which will be
characterized by unemployment and income inequality
[12]. The so-called “digital divide” may cause an imbal-
ance in employment between the generation of “digital-
ized” young people and middle-aged professionals. Among
other threats are violations of information confidentiality,
leakage of personal and corporate data, increasing social
distance, loss of national traditions and customs.

The development of digital technologies and the rapid
promotion and expansion of the representation of artificial
intelligence in the field of marketing require the involve-
ment of all possible areas of electronic commerce to pro-
mote the products of Ukrainian SMEs to foreign markets.
Within this framework, entrepreneurs should consider a set
of measures and various resources and schemes that would
help build channels for the promotion of goods to the inter-
national economic space. These are official electronic trad-
ing bases and platforms, reference electronic resources,
commercial industry sites, marketplaces and social net-
works. From the point of view of the ability of domestic
businesses to implement online marketing technologies,
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it turns out that companies that use a multi-channel strat-
egy in digital commerce would rather choose interna-
tional marketplaces. This way of selling goods abroad
has already shown quick outcomes for many exporters.
However, recent changes in the global markets caused by
the aggression of the Russian Federation against Ukraine
have presented new challenges to business and the neces-
sity to revise some mechanisms in the tactics and strategy
of enterprises engaged in or planning to be engaged in
export-import activities. Factors that influenced the change
of these mechanisms:

* active opposition of local entrepreneurship and trade
unions to the import of Ukrainian goods to the territory
of EU countries, who have become stable consumers of
Ukrainian products in recent years;

+ the threat of introducing quotas and restrictions on
a number of Ukrainian goods that provoke competition on
local markets;

+ the complication of the logistics of trade operations
related to the blocking of borders, which several countries
used as a mechanism to prevent trade in Ukrainian goods;

+ the threat of shelling and the destruction of produc-
tion facilities, which may lead to non-fulfillment of inter-
national contracts;

+ problems with relocation and personnel problems
caused by the outflow of specialists abroad and mobiliza-
tion;

+ imperfect mechanisms of customs taxation, which
entails an increase in customs payments and possible
downtime and loss of time before moving goods across
borders.

At the same time, the availability of all this unfavora-
ble development does little to explain the low activity of
many SMEs regarding the implementation of multi-chan-
nel digital marketing technology. Even in the domestic
market, online trade is mainly carried out by individuals,
retail chains and small craft brands. These processes go
mainly through two channels: sales in social networks
and on their own sites or landing pages. Several Ukrain-
ian marketplaces provide an opportunity to promote
goods in the domestic market, but the use of these plat-
forms has become too expensive and getting into the top
pages requires significant costs from entrepreneurs without

Computer, r
Smart-controllers,
GPS, “cloud”, BigData

Digital transformation of
the enterprise

Precision agriculture:
Effectiveness, yielding capacity,
environmental friendliness, better ROI

=

$ 3 -4 thou of investments

Improving the quality of life in
the countryside

Yield enhancement

ROI=30-90%

Figure 1 — Digitization of Agricultural Production Using a Cyber Drone

Source: developed by the author based on [13]
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guarantees of product sales. Therefore, the use of popu-
lar marketplaces claims careful consideration and anal-
ysis of its effectiveness. Thus, another important factor
should be noted — the development of digital technologies
is so rapid that it requires special professional attention,
the organization of a special department at the enterprise,
which would become the stimulus of sales and promotion
of SME products to local and global markets. However,
the question becomes in turn of great dependence of the
enterprise success on the qualifications and professional
qualities of such specialists, who would combine knowl-
edge of marketing technologies, digital literacy at the level
of a high-class user, knowledge of foreign languages, legal
aspects of international business operations and the ability
to understand the production and manufacturing procedure
of one’s own enterprise. [ will give an example.

In 2016, a new technology for using chatbots in mes-
sengers to promote the products of small and medium-sized
enterprises quickly entered the market. The most conven-
ient platform for the average user was offered by the Smart-
Sender aggregator, which was quite aggressively promoted
on the market of digital services by several Ukrainian edu-
cational companies. At the same time, the effectiveness
of this technology was not proven and was even hidden
by its propagandists. Entrepreneurs who were tempted
to develop and implement these chatbots with sales fun-
nels were forced to invest several thousand dollars (in the
hryvnia equivalent) in the training of a specialist, spend on
a subscription to use the platform, create an administration
system and other unforeseen costs. The upshot was that the
technology deceives expectations, because it required sig-
nificant resources to support it. Moreover, the owner of the
platform turned out to be a Russian counterparty, which

Table 1 — Results of an anonymous survey of SME managers
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ceased to perform system support duties. And above all,
since 2020, popular messengers have introduced a system
of built-in chatbots that any subject can use for free. This
example demonstrates that a digital portfolio of offers for
online commerce should be carefully examined and ana-
lyzed by a qualified specialist who will take responsibil-
ity for the company’s e-marketing strategy and minimize
risks.

The war of the Russian Federation against Ukraine
caused disturbances in the business environment. Many
companies lost real business partners, supply and sales
logistics were destroyed at once. And to a large extent, this
encouraged small and medium-sized businesses to look
for new models of promoting their products to markets,
including foreign ones, with the help of electronic com-
merce.

It is worth emphasizing that the Ukrainian segment
of SMEs has been using online channels for the develop-
ment and promotion of their business for a long time, but
in the vast majority it is ineffective. The author conducted
an anonymous survey of managers and top managers of
21 manufacturing enterprises in Zaporizhzhia (6), Dnipro
(5), Vinnytsia (3), Lviv (4), Lutsk (2), Khmelnytskyi (1).
According to the results of an anonymous survey, it seems
fair to say that online channels for the presentation and
promotion of products of own production are poorly used
and rather unsuccessful (Table 1). At the same time, one
hundred percent of managers/owners understand this and
intend to develop this area.

It is interesting to note that among the managers of
SME:s in the survey, online communication is used to a
greater extent by small manufacturers: one hundred per-
cent work with marketplaces, more than 70% — with social

1 | Enterprise category (small, medium, manufacturing, services) | 14 small, manufacturing | 7 medium, manufacturing
2 | Number of emplyees up to 50 up to 250
3 | Production turnover, million hryvnias up to 10 mln up to 50 min
4 | Do you export products? 1 enterprise 2 enterprise
5 | The number of countries to which you deliver the goods 1 2
6 | What online marketing channels do you use:
marketplaces 14 3
brand website 0 2
own site 6 7
social networks 11 1
messengers 4 0
electronic mailing of letters 1 3
chat bots 0 0
influencers 0 0
involve Al 0 0
7 | Who is engaged in digital marketing
agent of influence 0 2
marketing expert 12 4
marketing department 0 3
business owner/manager 2
8 | Do you plan to expand the area of digital online marketing 14 7

Source: developed by the author based on the generated questionnaire
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networks, a small part — with messengers. But the average
business prefers its own websites, and a little less than half
of the respondents even use mailing services, the effec-
tiveness of which has fallen dramatically low in the last
few years. The vast majority of small businesses have a
marketing specialist, but 2 out of 14 wrote that they do
e-commerce on their own. Only 2 out of 7 surveyed medi-
um-sized manufacturers delegated the function of mar-
keting area to third-party professional companies, using
outsourcing to minimize costs. However, the lack of effec-
tiveness of this tactic is indirectly confirmed by the inten-
tion to develop online sales. That is, we can conclude that
online channels for the sale of goods for SMEs still remain
an additional tool of marketing strategies in contrast to
traditional sales. Moreover, the online communication of
domestic entrepreneurship is rather poor and does not use
the most effective sales channels. Among the popular areas
in SMEs, the groups highlighted below (Fig. 2) are used.

Not all digital communication channels are used by
SMEs in their operational activities. Obviously, this is
related to the objective and subjective characteristics of the
application, which generally affects the success of com-
panies’ promotion to international markets. Let’s sort out
each group separately.

Marketplaces. Merchandise platforms, which con-
centrate a wide range of products from manufacturers of
local markets on their areas, improve their services every
year: from the search system to the possibility of online
payment by the buyer with calculations for the “goods bas-
ket”, delivery and commissions for the platform. Moreo-
ver, each platform initiates its own marketing strategy with
a discount system, bonus and accumulative discounts, gift
certificates and multi-layered advertising communications.

That is, a part of the costs for advertising campaigns
is taken over by the marketplace. The platform is largely
responsible for shaping supply and demand. Popular
trade aggregators among Ukrainian consumers are Ama-
zon, eBay, Alibaba, Rakuten, Walmart, and others. All
marketplaces are actively implementing artificial intel-
ligence technologies, which makes sales more effective
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and targeted by creating a purchase history and customer
portrait of the buyer. Research by scientists on the use of
marketplaces when entering new foreign sales markets has
shown the effectiveness of such tactics primarily for form-
ing a price offer and determining regional demand for cer-
tain categories of products. This is, so to speak, the hook
that grabs the consumer’s interest and provides a basis for
marketing analytics, which forms a strategy for advancing
to global markets and consolidating one’s positions. Pop-
ular marketplaces used by Ukrainian exporters are listed
below (Fig. 3).

When choosing an electronic trading platform, com-
panies that plan to export their products to international
markets shall take account of the differentiation of such
resources. In this way, the strategy of finding the target
audience of consumers is going to be implemented. Fur-
thermore, the specialized marketplaces provide qualified
information about licensing conditions, regulatory barrier,
prohibited positions for sale in a particular country, and
other specific restrictions. For example, for the import and
sale of apples in Poland, there are strict standards that regu-
late the color, size of the fruit stalk, and the size of the fruit.
Many products require international quality certificates
and certification in the country of sale. And this applies
not only to products of the food industry, but also to goods
of general or industrial consumption. Labeling and pack-
aging standards shall be as well taken into account, oth-
erwise the goods will just be prohibited for sale. It is also
important to study the rules of calculations offered by this
or that marketplace: commissions charged by the online
resource, delivery logistics and its pricing calculation,
support for online orders and the business pattern of refer-
ence client resources, processing of orders and complaints.
A careful study of regional marketplaces is necessary in
order to bring your commercial interests closer to the local
buyer, bypassing the permanent psychological stereotype
of the client, who finds shopping in global trade networks
difficult and long-term ones, and for a certain category —
unreliable and too risky. The principle is as follows: if you
plan to sell in Germany, you use German marketplaces,

Online Communication Channels

' - ® — ©
MARKETPLACES PRESENTATION MESSENGERS SOCIAL ORI ICIAL
SITES NETWORKS INTELLECT
VIBER Facebook ChatGPT
Instagram 0coya
oo Selle’s/B ’ Tagram Pinterest unbounce
B2C elle’s/Buyer’s WhHatSADD ol -
iali site : m“u., i;_,ub A
Specialized Toat i
General il o

Figure 2 — Online channels used by SMEs
Source: developed by the author based on an anonymous survey of SME representatives
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Figure 3 — Marketplaces that are popular in Ukraine
Source: developed by the author on the basis of research materials [14]

in Brazil — Brazilian ones, in the northern EU countries —
Dutch ones. It is unquestionably, that the use of regional
marketplaces is necessary in your strategies.

e-commerce. It should be emphasized that with the
introduction of 3-4G wireless communication technology
in Ukraine, the mobile e-commerce segment has grown
significantly, the number of trade transactions in this seg-
ment is growing by 27% every year. This is a key growth
driver for businesses in the SME sector. In addition, scien-
tists of the Ukrainian Institute of the Future outline other
opportunities for the development of e-commerce for
SMEs [15]: extension of payment methods; use of elec-
tronic money; online lending; smart logistics and related
services; improvement of digital skills of citizens; devel-
opment of cross-border e-commerce; standardization and
interoperability.

It is worth mentioning that the last point — standardi-
zation — Is quite sensitive for the construction of a strat-
egy for the introduction of Ukrainian products to interna-
tional markets and requires comprehensive state solutions.
Businesses use digital applications and platforms that are
developed by many IT companies, and in most cases these
companies use their own data standards. This results in
incompatibility with standardized international platforms
and leads to operational losses and significant security
risks. The economic environment requires not only the

standardization of interoperability of API, but as well the
harmonization of all data formats, including metadata. The
government is already working on this problem, introduc-
ing the harmonization of technical regulations with the EU
and the transition of all links to international standards, but
the Russian Federation’s war against Ukraine has slowed
down this process. However, Ukrainian SMEs should
invest in the development of their own e-commerce,
develop innovative strategies for the introduction of online
channels and create conditions for entering international
markets for cross-border e-commerce.

Conclusion

Ukrainian business should focus more attention on the
involvement of the latest technologies in its production
processes. However, particularly in the days of bitter tri-
als caused by the war of the Russian Federation against
Ukraine, digitalization technologies may become the key
to overcome the crisis and a way to increase competitive-
ness in the domestic market, as well as advance to foreign
markets. Digitization should become the principal strategy
of both the state and business in all areas of production. The
reconstruction of Ukraine should take place on the basis
of the latest philosophy of industrial and entrepreneurial
activity. Not until then will Ukraine have a real chance to
join the ranks of the world’s developed economies.
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