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Urgency of the research. Under conditions of growing
number of people, who use Internet and social networks,
one can also observe expansion of business and online
trading. Thus, there is a need to direct enterprises’ activity
on increase of confidence.

Target setting. Application of modern Internet tech-
nologies sets a new vector of Internet trading development.
Consumers have got an access to information, can ex-
change it and build up their opinions concerning online
trading or about a definite product.

Actual scientific researches and issues analysis.
Substantial researches concerning development of Internet
environment are done by well-known scientists, such as
Bahrin Yu. N., Bereza A. M., Haievyi S. V., Zhavoronkova
H. V., Makarova M. V., Moreinis A. and others. Peculiari-
ties of consumer behavior are studied in the works of such
scientists as Boichuk I. V., Bushuieva L. I., Holubkov E. P.,
Danko T. P., llliashenko S. M., Lytovchenko I. L., Oklander
M. A., Pylypchuk V. P. and other.

Uninvestigated parts of general matters defining.
Few scientific works study the issue of development, pro-
cess and problems of online trading. It is necessary to
make substantial researches of the issue of confidence in
online consumer, investigate ways of its improvement.

The research objective. Study of consumers’ confi-
dence in Ukrainian online trading.

The statement of basic materials. The article pre-
sents principles of Internet-store performance. Argues low
confidence of Ukrainian consumers in Internet-stores that
is connected with low level of responsibility for untimely
delivery of goods, absence of an appropriate level of pur-
chase security, improper level of consumer’s privacy.

Conclusions. The research proves that confidence in
online trading can be improved by keeping to the main
principles, including timely supply of goods, detailed de-
scription of the product, close feedback. It is argued that
delivery of goods is of particular importance for consumers
of online trading.
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AxkmyanbHicmb memMu GocnidxeHHsI. B ymosax 3po-
CmaHHs  KbIITbKOCMbI  Kopucmyeadie iHmepHemy ma
couianbHUX Mepex criocmepieaembCsi | PO3WUPEHHS
6isHecy ma oHnalH-mopezieni. Y 38’a3Ky i3 yuM BUHUKae
HeobxidHicmb cripsmMosaHocmi pobomu nidnpuemMcms Ha
nidsuweHHs pieHs dosipu.

MocmaHoeka npo6nemu. BukopucmaHHS Cy4YacHUX
iHmepHem-mexHoroeill ¢hopmye HO8UU 8€KMOP PO3BUMKY
iHmepHem mopeigni. Crioxueayi Maome MOXugicms om-
pumamu docmyn 0o iH¢hopmauii, 0bMiHImucs Her ma
cmeopumu ceoto dyMKy w000 OHnalH mopeiesi 4Yu KOH-
KpemHo20 mosapy.

AHani3 ocmarHix docnidxeHb i ny6nikayild. 3HayHi
docrnidxeHHs1 po3sumky iHmepHem-cepedosuwa 3pobusnu
sidomi sueHi: baepin FO. H., bepesza A. M., laesuu C. B.,
)KaeopoHkoea I. B., Makapoea M. B., MopelHic ma iH.
HocnidxeHHsi ocobnusocmell croxug4yoi nosediHku 3al-
marnucsi maki e4eHi fK: bouyvyk I. B., bywyesa /1. I., ony6-
koe E. [1., OaHbko T.T1., InnaweHko C. M., Jlumog4yeHKo
1. J1., OknaHdep M. A., MNununyyk B. 1., ma iH.

BudineHHs1 HedocniOXeHuUx 4YacmuH 3a2alibHol
npo6nemu. Y moli xe yac HeAocmamHbO HayKosux npaub
suceimnmb nNUMaHHs po3sumky, npouecy ma npobrem
OHnaliH mopeieni. lNompebyroms rpyHmMosHUX AOCiOxeH-
HsA numaxHs1 pieHs 0oeipu 00 OHMalH crioxusaya, eugyeH-
HS winsixie tio2o nideuUeHHS.

lNocmaHoeka 3ae0aHHs. [JocnidxeHHs pigHs dosipu
crioxueadie 00 yKkpaiHCbKoOi OHnaluH mopaieni

Buknad ocHoeHo20 Mamepiany. Y cmammi po3anisi-
HYymo npuHyunu yHKUiOHy8aHHS iHMepHem-ma2a3uHy.
BusienneHo He sucokuli pieeHb 0ogipu 00 iHmMepHem maza-
3UHI8 yKpaiHCbKUMU crioxueayamu, W0 roe’sa3aHo i3 HU3b-
Kum pieHeMm gidrogidanbHOCMi 3a HeeyacHUM rocmayaH-
HAM moeapy, e8i0cymHicmb HanexHo2o pieHs be3neku
Kynieni, HeHanexHuUM pieHeM KOHgidOeHUiliHocmi crioxuea-
ya.

BucHosku. ObepyHmosaHo, wo 051 nif8UWEHHSs pis-
Hs 0osipu 0o oHnalH mopeieni douinbHo dompumysamucsi
OCHOBHUX MpUHyuUrie, ceped sAKUX ceoeyacHa Oocmaska
moeapy, 0emarnbHuUli onuc npoodykmy, micHul 360pOMHil
38'a30k. [JosedeHo, wo ocobnusy ponb 0551 crioxusaya 8
OHf1aliH mopeieni Mae docmaeka moegapy, He 3asexHo 8i0
nepedornnamu yu nicns ondamu. [ouinbHo 38epHymu
ysazy Ha nidsulieHHs1 pigHs KOHiOeHuilIHocmi crioxusa-
ya.

Knroyosi cnoea: piseHb dosipu; iHmepHem-maza3uHu;
moeap; OHnaliH Mope2iesns; NaHyloe «Kymniens-npodax».
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Urgency of the research. In Ukraine, number of Internet users (particularly, users of social net-
works) rapidly increases, forcing continuous development of Internet trading. Online shops enable
purchasing of products at lower prices, as compared to traditional shops, and help to find unique
products (with specific taste qualities), which can be hardly found at traditional shops in a short time
period. Expansion of Internet trading causes the necessity to study consumers’ confidence in online
trading and argue prospects of its development.

Target setting. Unfortunately, Ukrainian online trading has not reached the level of the Western
European countries yet. Lack of confidence in “purchase and sale” chain is one of the main obstacles.
It is quite natural, considering the fact that a buyer does not see the Internet seller and cannot touch
the goods, which he/she wants to buy. Thus, purchases and sales on the Internet should be connect-
ed with certain degree of confidence, which a seller should supply for a buyer, and the last, in its turn,
should trust the seller.

Actual scientific researches and issues analysis. Numerous works of theoretical and practical
character are devoted to investigation of the problems of online trading under current conditions. Pro-
cesses of development of Internet environment are studied by well-known scientists, such as Bahrin
Yu. N., Bereza A. M., Haievyi S. V., Zhavoronkova H. V., Makarova M. V., Moreinis A., Sladkov A. V.,
Chyhasova N. M., Wilson T. and others. Peculiarities of consumer behavior are studied in the works of
such scientists as Boichuk I. V., Bushuieva L. I., Holubkov E. P., Dainekin T. V., Danko T. P., Illi-
ashenko S. M., Lytovchenko I. L., Oklander M. A., Pylypchuk V. P., Syfoni J. and other.

Uninvestigated parts of general matters defining. Few scientific works consider the issues of
online trading, problems, which occur in its performance, ways of their solution, etc. It is necessary to
make substantial researches of the level of confidence in online consumer.

The research objective. Study of consumers’ confidence in Ukrainian online trading.

The statement of basic materials. Buyers’ decisions concerning future purchases or stop of pur-
chases on the Internet are mainly determined by their perception of the goods after its buying. To im-
prove the confidence in the field of online trading, an enterprise should develop a positive purchasing
image. Performance of an online shop should keep to some main principles: timely delivery of goods;
detailed description of available commaodities; close feedback; privacy of consumer’s information.

A customer, who buys something on the Internet, basing on the mentioned principles, is ready to
make purchase again, while a buyer, who has got some problems in the process of purchase and
sale, would not probably repeat his/her negative experience of online trading.

In the process, confidence in a buyer is of particular importance. In published works, the concept of
confidence appeared in the second half of the 20" century [4]. However, there is no a generally ap-
proved definition.

Rudzewicz A. argues that confidence is the principal factor in any agreement. It makes base for devel-
opment of relations, improves quality and quantity of social interaction and business transactions [5].

A frustrated, negative feeling about the future is confidence mirroring. It expects refusal of the ac-
tion or a form of protection. In its turn, lack of confidence is a characteristic of indifference, which pre-
vents credibility or distrust. As a rule, it is an initial stage of relations, which is followed by collecting of
the evidences of confidence in goods, an enterprise. One should note, that development of Internet
technologies supports raise of confidence in online trading.

At the beginning of online trading, confidence was first considered in the context of security (e.g. in-
formation of credit cards). Time passed and number of questions increased. Nowadays, they are con-
nected with safety of the network privacy. Thus, confidence in Internet has got a broader notion, not
just security and privacy of web-sites [6].

Most modern technologies first provoke ambiguity and distrust to consumers. It is also true for
online trading.

The main reasons, lowering confidence in the “purchase and sale” process on the Internet, are:
psychological resistance, because a purchase of goods does not mean that they have an opportunity
to express their feelings concerning the goods; many year experience of traditional markets; high level
of cybercrimes; lack of information about availability of goods at the moment and no contact infor-
mation; no direct contact with the seller; impossibility to touch the product before buying.
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The mentioned obstacles reduce sales of online trading. Thus, it is necessary to consider not only
delivery of the purchased goods, but also sale of goods without business running. There are danger-
ous situations when rights of consumers are infringed by harmful acts of hackers. The very sellers
make the most important obstacle for confidence, making a complicated web-store. The sellers effi-
ciently restrain buyers, because they do not supply a detailed description of goods and photo in sales
catalogs.

Internet-confidence is connected with emotions and experience and is called “confidence” on the
base of expectations. It is based on the research and depends not only on the seller, but also on the
buyer, an opportunity to control each other, etc. The customer, who gives access to his/her personal
information to make a purchase on the Internet, should have a high level of confidence. Developing
“buyer-seller” relations, it is reasonable to differentiate three kinds of confidence:

e Measured — on the base of guaranties, tests of quality, personal research. It is grounded on
social and personal experience of communication with the seller.

¢ Institutional — on the base of applied legal norms and performance of consumer organizations.
Level of the brand is of great importance, because it supplies level of confidence, i.e. the better
awareness of the brand is, the higher confidence is gets.

e Personal — is often not controlled by the buyer. Unfavorable situations are interpreted as coin-
cidences. However, emotional factors are of particular importance.

It is worth noting that online trading supplies buying of various goods, choice of hard-to-get goods
and purchasing them at a reasonable price. Nevertheless, many people still feel fear and dissatisfac-
tion about such form of trading. The authors of the article consider that it takes some time to develop
confidence, which should be particular for all stages of purchase and sale of goods at online shops
(Fig. 1).

In the authors’ opinion, confidence also characterizes level of assurance about an online shop and
is characterized by the degree of importance at the market. Besides, confidence is the results of co-
operation and deals with orientation and forecast of the future actions. Confidence is also connected
with expectations, credibility and hope for the future. It is reasonable to say that confidence can
change over time and it depends on behavior of other people.

In any case, there should be a mutual interest between a shop and a customer: from the consum-
er’s position — to buy a product; from the shop’s position — to sell it. Interrelation between the web-site
and customer performs two functions: the first — the customer should be interested in the proposal and
be sure that the seller is important for him/her; the second — the shop supplies information, necessary
to make decisions about the purchase for the customer and be confident in the seller's competence.
Having obtained the available information, there is a purchase and sale transaction, which consists of
three parts: to make payment; to deliver the goods; postsale service.

Each stage is connected with the level of confidence. At the stage of payment, security is one of
the most important elements, as it is one of the main factors of confidence in Internet trading. E-
payment centers, performing at the market, supply a high level of security and guaranty of payments.
At the stage of delivery, safe and timely delivery is the most important point. Mistakes, delay and
drawbacks remain memorable for the customer longer than positive aspects of transactions and can
cause loss of confidence in the seller. The last stage is connected with postsale service. It deals with
obtaining of profit and complaints, technical support and possibility to use the supplied guaranty. Per-
mission of the customer to use the mentioned services develops a confidence and proves credibility of
the seller.

To check the described hypothesis, the authors of the article have carried out a marketing research
by means of GOOOL forms. 192 respondents were engaged in the investigation. The questionnaire
was posted on the Internet by the reference:https://docs.google.com/forms/d/15X9CovHROOmMNZg-
G7GXbw_1FQgDn4GRFTGcB716BE660/edit?ts=59d76066&n0_redirect=true#responses.
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Fig. 1. Level of confidence at different stages of purchase and sale of goods at online shops
Source: created by the authors

Among the interviewed people, women constituted 81,2 % and men — 19,8 %. One should note,
hat 69,8% of the respondents were 19-35 years old. It is determined that 91,1 % of them bought
goods on the Internet and only 8,9 % did not buy goods on the Internet at all. Among the respondents,
the highest frequency of online buying was twice a year (44,8%) (Fig. 2). 52,6% of the respondents
had visualization problems.

The number of respondents’ answers

0 10 20 30 40 50 60 70 80 90 100
More than once a week
13 (6,7%)
Once a month 6,3%)
86 (44,6%)
I do not buy (8,3%)
1(0,5%)
Twicein half a year 1(0,5%)
1(0,5%)
There is no clear periodicity 1(0,5%)
1(0,5%)
In need 1(3,5%)
1(0,5%)
Rarely 1(0,5%)
1(0,5%)
Several times a month 1(0,5%)
1(0,5%)
If necessary, but very often 1(0,5%)

Fig. 2. Results of the questionnaire “How often do You buy on the Internet”
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Most of the respondents, i.e. 47,9 %, are ready to wait 1-3 days for goods, in case of advanced
payment for them. And only 7,3% - are ready to wait 2-3 weeks. In case of postpayment, 46,4% are
ready to wait up to a week for the goods (Fig. 3).

E1-3cay HElessthanweek O 2-3weeks B morethan month

89

37

14

Prepayment Postpayment

Fig. 3 Results of the questionnaire “How long are customers ready to wait for goods”*

Besides, the research proves a close relations between the period of waiting for the goods and
possible variants of advanced payment and postpayment for the goods (Tab. 1).
Table 1
Matrix of conjugated frequencies for the characteristic of “payment conditions” and “possi-
ble mistakes of carrier at the start of negotiation”

Alternative characteristics Possible variants of goods delivery
1-3 days Up to a week | 2-3 weeks More than Total
a month
Kinds of |Advanced payment 92 66 14 1 173
payments Postpayment 38 89 37 8 172
Total 130 155 51 9 345

Source: created designed on the basis of data, obtained from the questionnaire

According the investigation results, one can conclude that 130 respondents are ready to wait 1-3
days for goods, and only 9 people — more than a month. Generally, 155 people are ready to wait up
to a week for goods. The average receipt total variates within 100-1000 UAH (Fig. 4)

According to the results of the made investigation, it is determined that, under conditions of the
first reference to an Internet-store, most of the responses, i.e. 44,2 %, gave the average grade of
confidence (maximum 5 grade) in the Internet resource. Thus, one can affirm that, currently, confi-
dence in Internet-stores is at a rather low level (Fig. 5).
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@1 do not use online
payment, only
pestpaymant in cash

Qne 100 UAH

100-1000 UAH

B1001-5000UAH

@imore S001 UAH

Fig. 4. Results of the questionnaire “What is the average total of Your e-receipt”

The authors of the article consider that Internet-stores should pay attention to supply of the guar-
anties for consumers both at regulatory and consumption levels in order to improve confidence in
the “purchase and sale” chain.

90 84 (44%)
80
70
60

2
F2
=

50 14 (23%)
40
30
20
10

0

38 (19.9%)

3 (1.6%)

12
W
N

1 (I do not
trustmuch)

5 (I fully trust)

Fig. 5. Results of the questionnaire “What is Your confidence in the Internet-store after the first ref-
erence to it”

At the level of regulatory support, there is no responsibility for untimely delivery of goods, quality
of the goods, conformity of goods (color, size, etc.) to the mentioned commaodity at the Internet-
store. An appropriate level of security for purchase at the Internet shop is also absent. At the con-
sumption level, it is reasonable to pay attention to improvement of consumers’ confidence, appro-
priate protection of personal information, timely delivery of goods. It is worth mentioning that the
consumer, who has obtained positive emotions and satisfaction of the received goods, would prob-
ably refer to the Internet-store or give positive recommendations. It will increase number of refer-
ences to the Internet-store.
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Conclusions. Nowadays, it is necessary to study confidence in online trading. The authors of
the article consider that performance of Internet-stores should be committed to such main principles,
as timely delivery of goods, maximum detailed description of them, close feedback and privacy of
the obtained information about consumers. According to the findings of the research, one can affirm
that about 68% of the respondents are ready to wait for goods, in case the goods will be delivered
within a week. The receipt total variates from 100 to 1000 UAH. There is a necessity to improve con-
fidence in the “purchase and sale” chain of the Internet-stores both at regulatory and consumption

levels.
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