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MOTPEBUTEJIb B YCJOBHUAX IIA®POBOIN TPAHC®OPMAIINA

AHHOTALUA
IIpeamer/tema.  CerogHs  moTpebuTenu  CTaHOBATCA  Bce  Oolee
Tpe6OBaTCJ'H:HI)IMI/I U HETCPIICIUBLIMU. OHN ¢ MHUHHMAJIBbHBIM KOJINYECTBOM
YCWINH XOTSAT II0JIy4aTh OT IIPOU3BOAUTENS POBHO TO, YTO OxkujaroT. Ho nanexo
He Bce OPEH/IBI K ’TOMY TOTOBBI.
Heobxomuma tpanchopmalivs Ha HOBBIC MPHHIIUIBI XO3SHCTBOBAHUS Ha BCEX
YPOBHSIX MPHUHATHSA PELICHUH Ha OCHOBE HOBEWMILIHNX TEXHOJIOTMH W HOBBIX
moTpeOHOCTe W BO3MOXHOCTeH moTpedutens. IloTpeburento B Hacrosmice
BpeMs JOCTYITHBI T€ XK€ PECYPCHI, BKIIFOYast HH)OPMAIIMOHHEIEC, KAKIMU BIIAJICIOT
KOMITaHUH.
Y4uuTeIBas ypOBEHb IIU(PPOBON 3PEIIOCTH TOTPEOUTENHECKOTO —KaIHTaia,
KOMITAaHUM BBIHY)KJCHBI TIEpEeCMAaTPHBaTh pa3padaTbiBaeéMbIe CTPATETHYCCKHE
peIIeHHs U BBICTPAaUBAaTh HOBYIO ()OPMY B3aUMOOTHOIICHHH C TIOTPEOUTEISIMHU.
Heau/3apaun. Llenpto gaHHOM pabOTHl  SIBISIETCS  ONpENENICHHE  POn
HI/I(i)pOBI/BaHI/II/I B TIiponecce B3aHMO}1€ﬁCTBHH MpOMU3BOAUTECIIA W KOHEYHOI'O
noTpeduTess, BbisBIeHUsT ocobennocter digital-rpanchopmanum, a Taxke
oTpejieNieHre BO3ACHCTBHS IU(PPOBU3AIMN HA MAPKETHHTOBBIE PEIICHHMS.
Jnst moCTWXKEHUs NaHHOW IIeTd HEOOXOJUMO pEUIUTh CIEAYIONNe 3aJadyu:
PacKpHITh OCHOBHEIC 0COOEHHOCTH mudpoBon TpaHchOopMaIHH;
MPOAHAIM3UPOBATh MOJENb TOBEACHUS MOTPEOUTENs B YCIOBUSAX HUGPOBOM
9KOHOMUKH; BBIIBUTH OCHOBHEIC aCIICKTHI BIHMSHUS ITUPPOBON TpaHCHOPMAITUU
Ha OU3HEC, HOBBIC CTPATETUYECKHE PEIICHUS KOMITAHHH.
Metomosorusi. BrInonHeHHEe TOCTAaBICHHBIX 3a7ad OCYHICCTBISCTCA C
UCIIOJIE30BAaHUEM KAOMHETHBIX M MOJIEBBIX MCCICIOBAHUH (B YaCTHOCTH, METOA
HaOJIOEHUsT 3a TOBEIEHWEM NOTpeOuTeneld M WX B3aMMOOTHOIICHUSIMH CO
CTEHKXOJIepamMu).
Tarke OBITM HCIOJNL30BaHBI METONBI aHAINW3a, OOpadOTKM W 000O0IICHHS
nHpOpMAITUH.
IloctaBieHHsle 3agaunm TOTPEOOBANM TPOBEACHHS YIIYOJICHHOTO aHajn3a
MOBEJICHUS MOTPEOUTENST B NWHAMUKE (OT TPAAMIIMOHHOTO K IU(PPOBOMY, €ro
OpeoYTeHUH ¥ npedepeHIidi B HOBOH cCpele), a TakkKe U3yYCHHS
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CTPATETMYCCKUX DCIICHUIH KOMIMAHHWi, aZanTUPYyEeMbIX K HOBBIM pealusiM B
yenopusx digital-tpanchopmanum.

BriBos. IMoTpebutens B  UuBPOBOH  cpele  OTAMYACTCS  HOBBIMH
xapaktepuctukaMu. OJHOH W3 CaMbIX Ba)XKHBIX XaPAKTEPUCTHUK SIBISCTCS €ro
WHTETpads ¢ HOBeHImmMH IH(POBBIMA TexHomorusmu. Ilostomy  digital
customer — 5To moTpeGUTENb, KOTOPBIA HCIOIB3YET CaMble COBPEMEHHBIC
TEXHOJIOTHH, [TO3BOJIIOIINE CTAaBUTh U PELIaTh NPHHIUINAILHO HOBBIC 3a1ayH,
y4acTBOBAaTh B JCATCIIBHOCTH KOMIIAHHH TeX OpeHIOB, C KOTOPHIMH OH
ap¢mmpoBaH.

LlubpoBbie TEXHONOTHH TAKXKE MO3BOJISIOT BOBJICKATh MOTPEOUTENSI HE TOJIBKO K
TPOU3BOJICTBEHHON, HO M MAapKETHHTOBOW AEATENHHOCTH, YTO M MPUBOAUT K
HOBOMY MTOHMMAHHIO MapKETHHTOBOW aKTHBHOCTH.

[ludppoBas cpema CTAaBUT HOBBIC BBI3OBBI  KOMIAHHSM, BBIHYXKIAeT
OPHUCIIOCabIMBATBCS K HOBBIM YCIOBHSIM, PEIaTh MAapKETHHTOBBIC 3a/a4d Ha
OPHHIMIHAILHO HHOM YPOBHE.

KawueBble caoBa. /[udocuman-wapkemune, yugposuzayus, OuOICUmMAa-
mpancopmayus,  yugposas  3perocmv,  MAPKEMUH208AS — CMpameus,
yugposusayus busHeca.
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CONSUMER IN A DIGITAL TRANSFORMATION

Abstract
Subject/Topic Consumers are becoming more demanding and impatient. They
want to get exactly what they expect from the manufacturer with minimal efforts
instantly exactly in a moment when they want it. In reality not all the brands are
ready for that.
Transformation towards digital economy is needed within all levels of decision
making process considering latest technologies and new level of customer’s
wants and demands. Customers nowadays have the same access to all kinds of
resources, including information, as companies have.
Considering the level of digital customer maturity, companies nowadays are
needed to revise marketing strategies and reorganize the business model of
relationship with their customers.
Goals/Objectives The aim of this work is to determine the role of digitalization
in the process of interaction between the manufacturer and the end user,
identifying the features of digital transformation.
To achieve this goal, it is necessary to solve the following tasks: reveal the main
features of digital transformation; analyze the model of consumer behavior in a
digital economy; identify the main aspects of the impact of digital transformation
on the business, new strategic decisions.
Methodology The implementation of the tasks is carried out through the use of
domestic and foreign literature on this topic, using cabinet and field research
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(observation methodology in particular, examining customer’s behavior and their
relationship  with stakeholders). Methods of analysis, processing and
generalization of information were also used.

In order to fulfill the task in depth, analysis of consumer behavior (from
conventional to the digital, customer’s changing needs, wants and demands in
new environment), as well as new business strategic decisions, adapted to the
new realities, was performed.

Conclusion and Relevance Digital customer could be characterized by a
number of totally different features. One of the most important — is convergence
with the newest digital technologies. Using the latest technologies customer can
set up different goals, can participate in company’s corporate life, especially
those brands, which he is affiliated with.

Digital technologies allow customer to participate not only in production
process, but also in marketing activities which leads to a new understanding of
marketing. That’s a new challenge for a company and a new level of launching
and managing marketing strategies.

Keywords: Digital-marketing, digitalization, digital transformation, customer’s
digital maturity, marketing strategy, business digitalization.

Today, no one will talk about the advantages of the global digital revolution,
it is already happening. Today, almost everyone, in one way or another, uses
gadgets and modern digital services, ranging from social networks, television
and entertainment, ending with public services. It would be strange to assume
that in this new digital economy, the business will be able to work according to
the old model, with traditional processes and with the same efficiency. The
driver of changes is the modern consumer, his preferences and the form of
consumption of goods and services.

Digitalization, digital transformation - this trend has already been firmly
entrenched in the programs of the largest panel discussions at economic forums
and specialized conferences. Of course, sometimes it is inferior to the
blockchain, but in fact it is a more important fundamental topic today for
business development. The potential of this market is simply colossal. Today,
according to some estimates, more than 60% of the world's largest corporations
are already working on their digital transformation strategy.

Hence, not all brands are ready for this. BCG study found that approximately
2% of companies are in the digital maturity phase»[1]. Digital transformation
gives you a clear competitive edge. It can increase company revenues by 20%
and reduce costs by 30%»[2].

The best thing is that the modern consumer is the main driver of change -
business is changing under the influence of new factors. That is why digital
transformation is not a service of consulting companies, but an inevitable process
that world business is experiencing, adapting to new conditions and preferences
of the digital economic society.

According to AKIT (The Association of e-Commerce companies is a nhon-
profit organization established in 2012, whose goals are to establish fair
competition principles, create a safe service zone for customers in the e-
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Commerce market and reduce the share of the gray market [3]) and Sberbank,
the volume of Russian Internet commerce from year to year shows a steady
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upward trend (Figure 1).
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Figure 1. Russian e-commerce market

As can be seen on Figure 1, on average 2/3 of the structure of Russia's
Internet trade is internal trade. By the mid-2019, the volume of trade amounted
to 2179 billion rubles.

Important thing to mention is - digital transformation is not so much about
technology, but about the change in thinking and culture in the company. There
are a few key areas of digital transformation on the Figure 2.

It is the need to understand your consumer and study his behavioral
characteristics that is a key area of digital transformation. Only with this
approach one can be effective tomorrow, respond to tectonic and reactive
changes in the market. Today, a product is not a product or service, but a
complete process of interacting with a client. An expertise has already been
formed under the name “customer experience” [5] - this is a set of impressions
that the client receives in the process of interacting with the company, its
services [14 ].

Customer centricity

Partnerships and collaborations

Directions of digital
transformation

People and competencies

Value

Search and implementations
of innovations

Figure 2. Directions of digital transformation

Many companies have launched a client-centric transformation and are
engaged in the study, analysis and management of customer experience, using it
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as a platform for the growth and creation of new products and services [4].
Digital transformation is a lot about interrelations between technologies and
customer [16]. More than that one can talk about convergence between three
elements — technology, consumers and company. Digital technologies mixes all
these elements together, that represents the Figure 3.

Technology

Figure 3. Areas of convergence

Customer and technology in cooperation can solve or influence company’s
decision making and even marketing processes. Now customer understands that
he can demand much more and get a different product (personalized), with an
extra value, using channels which are the most convenient for him. The customer
can also influence and reshape the company’s pricing strategy [15]. Now
customer has many options (auctions, name your own price etc.) Contemporary
customer has an access to more search engines and decision-making tools.
Companies have to decide — how to put more tools to the customer’s hands from
one side, and increase customer’s loyalty - from the other side [13].

Hybrid customer that unites human being and digital technologies can be
treated as a new customer with different needs and wants, that reshape marketing
and company’ behavior. This could be characterized as a win-win strategy for
those who realize and consider that issue on the earlier stages of a new market
development.

It’s a win-strategy for the customer, because customer can get exactly what
he wants (customized product), the prepayment could be done before production
process is over. Customer also gets extra emotional value communicating with
production brand, influencing decision-making process, participating in research.

It’s a win-strategy for the producer, because the sales are guaranteed and
marketing budget was saved. It could be possible exclusively thanks to digital
technology that was able to reverse marketing activities towards the customer.

The company can launch initiatives that solicits advertisement from the
customer, customers use digital channeling, digital pricing strategies.

Convergence strategies could be seen everywhere, in marketing tools and
instruments. The concept of Long Tale by Andersen (2012 [ ] can be combined
with the concept — Pareto rule. It’s another demonstration that conventional
marketing tools are still of great value and has to be used by managers along
with new technologies and marketing concepts.
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Digital partnership is becoming one of the important factors of scaling, which
allows companies, regardless of geography of presence, to conduct business
anywhere in the world. For example, the introduction of artificial intelligence
and neural networks in insurance - when damage assessment is carried out
completely remotely - this will allow large players to consolidate regional
markets on the basis of a unified service system without borders and the need of
visiting the office.

Big Data is no longer just a trend, but a working tool, without which it is
impossible to imagine the work of a modern company. Using available data a
company can forecast a demand, form preferences, and even products and
services are being adapted.

Major stages in the evolution of data are the three main strategic periods in
the development of the company's IT infrastructure: data collection and analysis,
sorting and segmentation, data enrichment from internal and external sources,
and the use of data to adapt the company's products and services. All three stages
are rather laborious and important, therefore, they can take a certain time, which
is important to consider when forming a digital transformation strategy. Already
today, Big Data, artificial intelligence, neural networks are part of the services of
financial companies, retail and medicine.

In recent years, the word “innovation” sounds everywhere - everyone wants a
“magic pill” or a ready-made successful case that will solve all problems, but
few people think about the nature of the origin of these very innovations.

Thanks to digital technology, we are moving from a pre-design model to a
model of ongoing experimentation [8].

If previously the product was the result of a lot of preliminary marketing
research, engineering and expert formulation, today the capabilities of digital
technologies and the speed of changes in the markets make businesses constantly
try and test their solutions. Thanks to modern methods of project management,
we can form innovation research centers in companies using flexible
methodologies, the essence of which is regular work on the search and testing of
new areas of business development, products and solutions.

Digital services are developing rapidly and penetrating deeper into everyday
life. Uberization, for example, has turned the passenger transportation market in
just three years, the food industry has actually doubled over the past three years,
and the number of contactless payments over the past two years has increased
from 2% to 42% [9].

These services have become indispensable, completely changing the rules of
the game in the consumer market.

A new model of shared consumption, or sharing economy, has transformed
society and changed the value system. It turns out that it is not necessary to own
material objects in order to use them - just open a website or launch an
application to gain access to things and services around the world. By 2025, the
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turnover of the sharing economy in Europe will reach 570 billion euros, experts
predict PWC [10].

One of the main drivers of the economy of joint consumption has become the
transport industry. According to Ernst & Young, more than 25% of consumers
believe that owning a car is not necessary. The rapid development of cities turns
the car from a vehicle into a useless luxury item: expensive parking, traffic jams
and restrictions on entry to the center make it impossible to own your own car.
Today in Russia all models of co-consumption in transport are presented: taxi,
car sharing, ride sharing, personal mobility devices (bicycles and scooters). The
latter format can be especially demanded in large cities where scooters become
“last mile” transport, helping to comfortably get, for example, from the metro to
the office. In turn, car sharing has already changed the landscape of many
Russian cities. Car sharing services allow motorists to abandon their own car,
while maintaining mobility and autonomy.

In addition, many people enjoy driving a car, so car sharing is preferable to a
taxi for them. Carsharing will soon make up almost half of the entire sharing
economy. According to Markets & Markets forecast, by 2025 the turnover of the
global car-sharing market will grow to $ 218 billion, and the average annual
growth rate will be 19.87%.

Today 81% of online consumers in Russia use online banking, two- thirds
(67%) buy clothes, shoes and other goods on the Internet, one in three (31%)
regularly orders food online, and every fifth uses a fitness tracker or a smart
watch (22 and 19%, respectively) [12].

This is not surprising: today, according to Nielsen Promo Pressure, already
up to 50% of consumer goods in the largest categories are sold at discounts, and
this share continues to increase. 85% - would monitor the state of health or
individual medical indicators, and 82% would like to usefully spend time on the
road (Figure 4).

Get the better content

Reduce shopping time

Health tracking

Exclusive prices and promotions

0% 20% 40% 60% 80% 100%

Figure 4. Rating of time spending channels

Accelerated technology adaptation by Russian consumers challenges
business and marketers: how to be able quickly respond to changing demand?
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How to be sure that investments in technological products come true? Finally,
how to use the new data types accessed by technology?

In the retail market, a quarter of Russian marketing and CEOs and FMCGs
(fast moving consumer goods) consider their companies to be the pioneers of
digitalization. They are actively introducing technologies that automate manual
labor, the Internet of things, artificial intelligence, augmented and virtual reality,
and others. At the same time, over the next three years, the share of those for
whom digitalization will become one of the key areas of business development
will increase to 85% (+30 percentage points), and for 20% of retail and FMCG
companies this priority will become the main one (Figure 5).

50% 47%

45%
40%
35%
30% 25% 24%
25%
20%
15%
0,

1&2 2% 2%

0%

The hlghest High Medium Extremely low
possible

Figure 5. The level of companies automatization

Working with data is one of the priorities of digital transformation in the
retail and FMCG industry: about two thirds of companies implement data
management ecosystems that unite all parts of the organization to increase
efficiency. Data management ecosystem implies collection of infrastructure,
analytics, and applications used to capture and analyze data. In the three-year
perspective, the importance of data management ecosystems will grow; this
technological approach will lead the list of digitalization priorities. Among other
priorities are the introduction of new technological solutions for the accelerated
collection of feedback from consumers or customers in order to personalize
services or goods, as well as automation related to the implementation of
artificial intelligence, machine learning and Deep Learning.

Digital economy technologies are transforming traditional industries and
providing business opportunities. The spread of digital technologies in everyday
life is changing the way we access various services and information. Digital
technologies not only open up new opportunities, but also give rise to an
increased demand for new knowledge and skills. The consumer in the digital
economy has a more significant role in the market. An analysis of fundamental
computer skills in Russia shows that these skills are critically low and are
already becoming an obstacle to accelerate the digitalization of the economy.
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