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Abstract: The process of formation of electronic marketplaces
by industrial businesses has been investigated. It has been
described that one of the most effective tools for marketing
activities in the market environment is an electronic trading
platform created for commercial cooperation in the business
community on the Internet. The need to provide for integration
of internal information systems with online systems of other
market participants has been determined.

The functioning principles of vertical and horizontal electronic
marketplaces have been briefly defined; possibilities of vertical
marketplaces have been described: increased fragmentation
among buyers and sellers, decreased effectiveness of existing
supply systems, deep knowledge of market specifics and
relationships between the parties, creation of main directories
and convenient search system, presence of concurrent
verticals that balance the customer base; for vertical
marketplaces: the level of process standardization, deep
knowledge of the process and experience of its automation,
supplementing the process automation with in-depth
information content, ability to adapt the process to specific
requirements of various industries.

The basic principles of electronic marketplaces have been
determined, such as ease and convenience, flexibility of catalog
management, administration, business analysis, provision of
additional services and security.

Keywords: corporate website, E-commerce, vertical and
horizontal marketplaces, independent marketplace, private
marketplace, industry sponsored marketplace.
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1. [locTaHOBKa Npo6GIeMU

Ha cborozni Mmaibke Bci rajsysi eKkoHOMiKM MalOTbhb BJIACHI eJIeKTPOHHI TOProBi MaWJaHYUKU AJ
pO3ropTaHHs KyIiBJi-IpoAaXy TOBapiB i mocsyr BUpOGHUKAMU i nocTadasibHUKaMu. Bci 1i BipTyasnbHi puHKH
BTIJIIOIOTh 3arajsibHy Mpilo X TBOpLiB, fKi BBaXKalOTb, 10 aBTOMAaTHU3allid HpoleciB oO6MiHy ToBapaMu i
[0CJIyraMu [03BOJIMTh KapAUHaJIbHUM YUHOM CKOPOTHUTH BUTPAYAlOThCS Ha HUX 4ac, TPOILi i CUJIH.

[lepminM KpOKOM Ha ULIAXY 3a6e3MeYyeHHs eJIeKTPOHHOI B3aEMO/AII mimpueMcTBa i3 30BHIIIHIM CBiTOM €
KOPNOpPaTUBHUM calT koMmmaHii B IHTepHeT. Ha mepimiux mopax BiH BUKOPUCTOBYETbCS K iHTepaKTUBHUU
iHpopManiiiHuil KaHas /s CTBOpPeHHs MO3UTHBHOro 06pa3y KoMmaHdil i nmpocyBaHHsd ii ToBapiB i mocayr Ha
puHok. Hagani B Hboro Moy Th 6yTH BK/Io4eHi Ti un iHi pyHknii CRM, SRM i / a6o SCM, 1m0 nepeTBOpIOIOTH
HWOro B KOMepIiHHUH KOpIOpPaTUBHUU TOPTroBUi mopTtas B2B a6o B2C.

2. AHaJuti3 OCTaHHIX AOCAiA)KeHb i myo TiKanin

Y cBiTi OHJIAHOBUX TOPTrOBUX MailaHYMKIB He iCHY€ TaKWX, fKi IPOIMOHYIOTb Becb HaOip QYHKLIH,
HeoOXioHUX [/ yKJIaJleHHsl Ta BUKOHAHHSA yrof. Xoua 6araTo MojeJiell eJeKTPOHHOI TOPriBJi NPOMOHYIOTh
IIUPOKUM Habip QyHKIiH, )KOAHA 3 HUX HE MOXe MNiATpUMyBaTH Bci 3 HUX B piBHIH Mipi. ¥ koxxHOMY
KOHKPETHOMY BUINA/JIKy HaWKpauiuM pilieHHsM € BUGip Habopy mocayr (Big iHpopManiiHOro HanoBHEHHS [0
yOpaBJiiHHS JIAHIIOTAaMU MOCTABOK) i iX QYHKI[iOHAaTbHUX MOXJIMBOCTEHN, HAaMOiNbLI MOBHO 3a/[0BOJILHAKThH
KOPUCTYBayiB.

3. HeBupileHi paHille Y4aCTUHH 3arajibHOi Npo6JieMu

Ciij 3a3HA4YUTH, 10 KOMIAHIi, AKI He JOCAI/IM NeBHOIO piBHA aBTOMaTM3alil BHYTPIIIHIX IpOLECIB,
HaBps/J YM 3MOXKYTb IIOBHICTIO BUKOPUCTOBYBATH IepeBaryd OHJAWHOBOI TOPTiBii. 3 04HOro GOKY, BaXK/IMBOIO
NepeBarow OHJAWHOBHUX NPOAAXKIB € HaJaHHSA Clelia/li30BaHOi, JUHAMiIYHOrO iHpopMaliiiHOTO HAaNOBHEHHS
(indopmaris npo npoAykuito, HasgsBHOCTI il Ha CK/aAi, LiHY Ta YMOBU NMOCTAaBKH), BaXJIUBOTO JJs1 NOKYNIiB. 3
iHIIOrO0 60Ky, NPY BUKOPHUCTAHHI TEXHOJIOTIH OHJIaHOBUX MOKYIOK HEO6XiAHO mocTiiiHO MaTH iH$opMaLio npo
noTpebu BCiX miApo3ainiB miAnpueMcTBa B BUPOOHUYMUX, HEBUPOOHUYMX Ta BUTPATHUX MaTepiasax. Bce ne
BUMarae Joctyny go ingopmauii 3 pisHux mijpo3ijsiB KoMmaHii, Il aBTOMaTUYHOTO OHOBJIEHHS i 06pobku. Bece
Ile i NMOBHMHHA 3abe3mevyyBaTH KopmopaTHBHa iHpopMamniiiHa cucteMa. llle ckmagHimmMMM € iHTerparis
BHYTPIilIHIX iHpOpMaLiHHUX CHUCTEM 3 OHJIAHHOBUMH CHCTEMAMHU {HIIUX yYaCHUKIB PUHKY.

4. IlocTaHoBKa 3aaavi

MeTa cTaTTi mossrae y cucTeMaTusalii OCHOBHMX NPUHLUIIB pPOGOTH €JEKTPOHHUX TOPTOBHUX
Mal/JaHYMKiB Ta BUOOPY HAMOibI NPUHHATHOTO TUNY iHPopMaliitHOI cHcTeMU Ha MiANPUEMCTBI.

5. Presentation of main research materials

A key element of a corporate website is a catalog of goods and services with prices and terms of delivery,
as well as related parts and interactive functions of the website. In the commercial part of the website the catalog
should provide a possibility to go to pages with supply terms and forms of payment, to make and confirm orders.
Only in this case one could say that the company has arranged its Internet trade in goods and services (Table 1).

Table 1. Types of Internet trade

Promotion Ordering Sale type

Detailed catalog of goods Via the Internet Direct online sales
With Internet prices Email, fax, telephone Indirect online sales
General information Personally from vendors Internet marketing

B2B technologies can be most fully and effectively implemented in specialized online marketplaces, whose
services can be used by groups of companies acting either as sellers or as buyers. Due to specialization,
marketplaces allow organizing comprehensive Internet trade providing participants with a required set of
services. An integration scheme of online trading systems is shown below (fig.1). Modern electronic trading
platforms today can operate according to different principles of interaction between the main parties to the
transaction. Among them, one should note availability of fixed prices for goods or services using standard
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catalogs or systems that provide dynamic pricing. However, in most cases, three basic principles of operation are
distinguished, including the auction, catalog or exchange.

Financial Other Logistics
services marketplaces services
F N . (( N
Buyer ] Online marketplace Seller
4 N\ (
Auxiliar Infrastructure a ‘
Supply system 1ary ) Order
on PC services services
\ management
N 7 N\ v
4 N\ Transaction management ] a )
Corporate \ Corporate
information information
system ] system
Marketplace planning and management N Y,
N J \ /
\ / —

[ Data network (Internet, EDI VAN / ETN) ]

Fig. 1. Integration points of online trading systems

If multiple types of interaction are provided simultaneously, then each customer of the marketplace has
the opportunity to choose the most suitable among them.

For example, in the case of an auction, the principle of such marketplace is based on the absence of fixed
prices for goods, because the cost of products offered is set during the auction. As a rule, this type of interaction
is today actively used for procurement through tendering.

Online catalogs provide for minimum time of interaction between buyers and sellers. They now actively
use modern technology and unlimited search functionality allowing to compare products with specified
characteristics when selecting the required ones. This format is the most appropriate for industries that involve
a large number of small organizations or companies.

As for exchange, this model of electronic trading is now just beginning to gain momentum, becoming
indispensable in areas of the market characterized by price fluctuations that entirely depend on the cost and
supply of goods (services). This not only allows to determine an optimal supply and demand ratio for products
(work), but also enables stakeholders to transact in real time.

Three types of B2B marketplaces are distinguished by the type of management:

e Independent trading marketplace

e Private marketplace

e Industry sponsored marketplace.

Industry sponsored or private marketplaces can be created both by suppliers interested in simplifying the
process of selling and shipping their products (sell-side marketplace), and by buyers wishing to optimize the
procurement of components and materials (buy-side marketplace).

Independent trading marketplaces used to attract huge attention of the media and investors. They were
usually created by young and vigorous Internet companies to service certain industries or product groups. In
turn, these offered participants a solution of the problem of finding trading partners, a single venue for
transactions, virtual management of business relationships and possibility to compare prices of different
suppliers.

Industry sponsored marketplaces were a response of traditional business to excessive numbers of newly-
minted Internet companies. These trading platforms enabled industrial giants to take advantage of online
business processes themselves and to manage the development of B2B commerce in their sectors of economy.

Private marketplaces are created by large firms to maximize the use of online technologies to deepen
integration with their trading partners. Private marketplaces unite existing internal information system of
participants to improve supply chains and reduce transaction costs between them. ETMs are usually focused on
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particular areas and products (vertical units) or specific business processes (horizontal units). Attempts to
satisfy everyone are a direct path to failure.

The creation of vertical marketplaces can be initiated by intermediaries or corporations, industry
consortia, E-commerce companies or public enterprises.

Vertical (industry sponsored) marketplaces serve vertical markets (engineering, rolled stock, oil
products). They provide information specific for the industry and take into account the specifics of relationships
that have developed. Vertical marketplaces support all phases of E-commerce - from transacting to support of
supply chains. Their mandatory service is enabling customers to place orders for purchase or sale of products.

The main objective of organizers of such marketplaces is to create their own commercial infrastructure
that can provide logistics for necessary resources and implementation of product sales. In this case,
marketplaces focused on international trade should use a multilingual interface and support of different
currencies.

Most often, information is placed on vertical marketplaces by duplicating from participants’ own websites
(product range, prices, news, demand, vacancies, etc.). Some companies use the system by automatically
transferring new information when it appears on their websites. Access to information on vertical marketplaces
is provided through subscription. The main source of income for vertical operators is commission for
transactions. Most marketplaces enable sellers to work with each partner individually, with regard to individual
discounts, schemes of deliveries and payments for regular customers.

The following factors contribute to promotion of vertical units:

- increased fragmentation among sellers and buyers;

- reduced efficiency of existing supply systems;

- deeper knowledge of market specifics and relationships between participants;

- creation of main catalogs and convenient search systems;

- presence of concurrent verticals that balance the customer base.

Functional B2B platforms are focused on certain functions or automation of certain processes (logistics,
insurance, payments) for various industries. Their experience is usually centered around a specific business - a
process that is horizontal, i.e. easily transformed into different vertical markets.

Horizontal marketplaces can be created as closed (targeted at a specific group of buyers or sellers) and
open (allowing simultaneous interaction between all market players).

According to the principles of operation, horizontal electronic marketplaces are divided into independent,
industry sponsored and private models, each of which has its advantages and disadvantages.

Thus, independent marketplaces are created primarily to service certain sectors or product groups. They
offer participants a solution of the problem of searching for commercial contractors, place of transacting, virtual
management of business processes and the possibility to compare prices of different suppliers.

Industry sponsored marketplaces enable industrial concerns to take advantage of E-commerce processes
and manage the development of B2B commerce in their sector of economy.

Private electronic marketplaces are more often created by large enterprises to maximize the use of
information communication technologies, to deepen integration with their commercial partners. They unite
existing information systems of their participants to improve the operation of supply chains and decrease
transaction costs.

The following factors contribute to promotion of functional units:

- Level of process standardization.

- Deep knowledge of the process and experience of its automation.

- Supplementing the process automation with deep information content.

- Ability to adapt the process to specific requirements of different industries.

Creation of ETMs uses various models of interaction organization between sellers and buyers. These can
be models with fixed prices typical for catalog sales, or dynamic pricing systems typical for auction, exchange or
barter trade.

The accounting or catalog model concentrates sellers and buyers in one place. It suits best for industries
that are characterized by high fragmentation of sellers and buyers that often transact with relatively inexpensive
goods. It does not make sense to coordinate prices, and they are fixed by sellers. The catalog model also works
well if most sales are provided by known suppliers and according to certain rules, while buyers have to review
proposals a large number of small suppliers to select the seller. Finally, this model works well at markets where
demand is predictable enough and prices vary rarely.

The auction model provides a spatial venue for buyers and sellers. It works well in cases where custom,
one of a kind or perishable goods or services are sold or purchased by companies that have different approaches
to determination of value. This group comprises rare items, capital equipment, used goods, stock residues and
similar products.

The exchange model provides temporary coordination of supply and demand. This model requires the
creation of mechanisms for real-time coordination of demand and supply, determination of market prices, as
well as process for registration and conduct of transactions. This model is the best for standardized products,
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which have several easily standardized characteristics. The exchange model is attractive for markets where
demand and prices are unstable. It allows market participants to manage surplus or peaks in demand.

Often, units of inter-company E-commerce offer multiple methods of trading. For different types of
platforms requirements for functionality of each service differ significantly.

Table 2. Requirements to functionality of marketplaces

Functionality Type of marketplace
Independent Industry sponsored Private

Information for the public * sk *
Product development * * *okk
Purchase of non-production materials Hokok Hokok *
Purchase of production materials *k ok Hokok
Production * * *k
Coordination of transaction and payment ok ok *
Implementation of orders and logistics ok *k Aok
Supply planning and management * *k *xK
Maintenance and support *k *k *okok

where: * - low or no functionality, ** - medium functionality, *** - high functionality.

Thus, marketplaces differ in the form of ownership, functionality, focus of activities, choice of partners and
benefits provided to participants.

When the company has several products and services, they require a flexible platform that allows them to
offer multi-divisional B2B, B2C or B2B2C products and solutions. Thus, the platform should also be able to
integrate several server systems.

6. Conclusions

The basic operating principles of electronic marketplaces are as follows:

- simplicity and convenience - equal and easy access of all participants to information and services,
creation of a simple interface, application of a simple visitor registration process;

- flexibility of catalog management: the addition of new catalogs or participants, replacement of old
information should not affect the system in general;

- administration implies regulation of the operation and interaction of site applications developed in
different environments. When such applications are few, user guide and access control are built into each
application separately. When applications are numerous, administration is important for the organization of the
entire website.

- business analysis - efficient organization of commercial relationships at this type of websites requires
not only information, but also its analysis, monitoring of business activity at the marketplace, making various
reports that allow participants to objectively and promptly analyze the market situation, identify existing and
projected trends.

- additional services are provided to attract more participants and raise additional profits. For this
purpose, it is advisable to subscribe to a number of services that could be of interest to individual participants.
Such list may include the organization of logistics, auctions, financial services etc.

- ensuring security: developers and project participants in business processes should be assured of
security of payments and transfer of information.

Any head of procurement or purchasing manager faced the fact that it is not easy to quickly find a good
supplier of goods or services. The difficulty is not even to find a supplier - it is to determine which ones offer the
most favorable conditions of supply. Advantages of ETMs for customers in this respect are obvious: significant
saving of time; cost saving for the organization and conduct of procurement; transparency and openness of the
procurement process; fair competition, eliminating the work of unscrupulous employees with "affiliated”
supplier firms; possibility to participate in biddings from anywhere in the world without leaving one's office;
accessibility for members of any business - the price and conditions of lots are not limited in any way.

Advantages of ETMs for suppliers are the same and lie in the fact that any CEO, head of sales and
marketing is always interested in expanding the customer base and increasing sales. Huge money is spent for
advertising, there are numerous call-centers, but in the end the more the company sells, the more it spends extra
money. At ETMs the company gains a number of advantages: quick search of biddings; savings on advertising
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campaigns; transparency and openness of the sales process; fair competition, which excludes non-price methods
of struggle; equal rights for all suppliers of goods and services; possibility to participate in biddings from
anywhere in the world without leaving one's office.

The introduction of electronic trading is a necessary step towards the establishment of Ukraine as a full
member of the global E-commerce system, which is now rapidly evolving.

Author details (in Russian)

OCHOBHble MNPUHLOUIBI PaGOThbl 3JEKTPOHHBIX TOProBbIX IUVIOAAOK M HX ajanTanus B
NPOMBIIIJIEHHOM GU3Hece

Enena XmXHAK

AHHOTamMsa. M3y4yeH mnpolecc CTAaHOBJEHHUA 3JIEKTPOHHBIX TOPTOBBIX IJIOLIAJOK IPOMBILIJIEHHBIMH
npegnpuaTusasMu. ONHCaHO, YTO OJHUM U3 Haubosiee 3QPEeKTUBHBIX HHCTPYMEHTOB MapKETUHI'OBOM
JlesITeJIbHOCTH KOMIIAHUM B PBIHOYHOM cpejie SIBJISETCSA 3JIEKTPOHHAs Toprosas MaaTdopMa, co3faHHas s
JleJIOBOTO0 COTPYJHHMYeCTBA MeXJy OusHec-coobuiectBoM B MHHTepHeTe. OmpejesneHa He0o0X0JUMOCThb
CTAHOBJIEHUS] HMHTErpalUy BHYTPEHHHX HUHGQOPMALMOHHBIX CUCTEM C OHJAWHOBBIMHU CHCTEMaMH JpPYTUX
y4aCTHUKOB pbIHKA.

KpaTko omumcaHbl NpUHIUNBl GYHKLIHMOHHUPOBAHUS BEPTHUKAJIBHBIX U TOPHU30HTATBHBIX 3JEKTPOHHBIX
IJIOIA/I0K, HaBeJeHbl HX BO3MOXXHOCTU: yBejuWdyeHHe ¢parMeHTALUH cpejd NPOJABLOB U IOKyHaTeseH,
cHKeHHe 3((PEeKTUBHOCTH [JeHCTBYIOIUX CUCTEM IOCTAaBOK, IJyOOKOoe 3HaHUe cheluPUKM pbIHKA H
B3aMMOOTHOILIEHUN MeX/y Y4aCTHUKaMHU, CO3/JaHUe TJIaBHbIX KaTaJIor0B U Y006HOM CHCTeMbl IOKCKA, HaJUuYHe
CONMYyTCTBYIOLIMX BepTHUKaJel, 6aJaHCUPYIOIINX KIUEeHTCKY0 6a3y. YCTaHOBJIEHbl BO3MOXHOCTH BEPTUKAIbHbBIX
IJIOLIAI0K: YPOBEeHb CTAaHJAPTHU3aLMM Ipoliecca, IJIybokoe 3HAHME Hpoliecca U OIBIT ero aBTOMAaTHU3aLUY,
JIONIOJTHEHUST aBTOMATHU3aLMH IpoLecca r/Iyb0KUM MHGOPMaLMOHHBIM COJIep>KaHUEM, CIOCOOHOCTD aJlanTaluu
npolecca K cneriupuieckuM Tpe60BaHUAM Pa3IMYHbIX OTpacel.

OnpejesieHbl OCHOBHBIE MTPUHIUIIBI PabOThI 3JIEKTPOHHBIX TOPTOBBIX IJIOLIAJI0K: IPOCTOTA U YA0OCTBO,
rMOKOCTb yIpaBJeHUs KaTajJoraMy, aiIMUHUCTPUPOBaHUs, OM3HeC-aHa/IN3, IPeoCTaBJeHUEe JOMOJHUTENbHBIX
ycJyT, obecneyeHUs1 6€30MacCHOCTH.

KnioueBble c/10Ba: KOPNOPATUBHBINA CalT, UHTEPHET-TOPrOBJIS, BepTHKaJbHble M TOPU30HTAJbHbIE
IJIOLA/IKHM, He3aBUCUMMasi TOproBad MJIOLIa/lKa, YaCTHas TOpProBas IJIoLa/Ka, 0TpacjeBas TOprosas MJollajKa.
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OCHOBHiIi NpPUHIUIM POGOTH €eJIEKTPOHHHMX TOProBUX MalAaHYUKIB Ta iX ajanrTania IoJo
NPOMMCJIOBOTO Gi3Hecy

OsieHa XMXKHSAK

AHoTaniga. JlocnifkeHo Opolec  CTaHOBJEHHS  eJIeKTPOHHUX  TOProBeJIbHUX  MalJaH4YMKiB
MPOMUCJIOBUMH MiANTPUEMCTBAMH. ONIMCAHO, 110 OJHUM 3 HAUGi/IbII eEeKTUBHUX iIHCTPYMEHTIB MapKETHUHIOBOL
JNisIIBHOCTI KOMNAaHII B PUHKOBOMY CEPENOBHIII € eJeKTPOHHA TOProBesibHA IIaTGOpMa, CTBOpEHA [Jis
JJIOBOTO CHiBpOOITHULITBA MiX 6i3Hec-cliibHOTOI B IHTepHeTi. BU3HaYyeHO HEOOXiHICTb CTAaHOBJIEHHS
iHTerpanii BHyTpilIHiX iHpOpMaLiiHUX cCUCTeM 3 OHJIAaWHOBUMU CUCTEMAMHU iHIIUX YYaCHUKIB PUHKY.

CTuca0 omMHUCaHO MNPUHLUUNU (YHKLIOHYBAaHHSI BEPTUKAJbHUX Ta T[OPU30HTAJbHUX €JIEKTPOHHUX
Mal/JaH4YMKiB, ONIMCaHi MOX/IMBOCTI BEpTUKAJbHUX MaillJaHuUKIB: 36i/blIeHHs pparMeHTalLii cepes, NpoJaBLiB
i mokyn1iB, 3HMKEeHHsA ePEKTUBHOCTI AiI0YHUX CUCTEM IOCTABOK, INMTM60Ke 3HAHHA CelUpiKh PUHKY i B3aEMHUH
MIX y9YaCHMKaMH, CTBOPEeHHS I0JIOBHUX KaTaJIOTiB i 3py4YHOI CUCTEMH NOIIYKY, HAABHICTb CYNyTHIX BepTUKaJIeH,
0 6aJIaHCYIOTh KJIEHTCHKY 0a3y; AJ151 BEpTUKAJIbHUX MaWJaHUYMKIB: piBeHb CTaHAApTH3aLil npolecy, rianboke
3HaHHA Npoliecy i JOCBijJ oro aBTOMaTH3allii, JIOMOBHEHHS aBTOMATHU3allil Mpo1ecy rin60KuM iHpopMaLniiHuM
3MicTOM, 3/IaTHICTh ajjanTariii npouecy Ao cneudpivHUX BUMOT Pi3HUX raiy3en.

Bu3sHaueHi OCHOBHI NPUHIUNU POGOTU €JIEKTPOHHUX TOPrOBeJbHUX Mal/JaHYMKIB: IPOCTOTA i 3pYYHICTB,
THYYKICTb VIpaB/iHHS KaTajoraMu, ajMiHicTpyBaHH$l, 6i3Hec-aHasi3, HaJaHHA [JOJATKOBUX IOCJYT,
3abe3neyeHHs1 Ge3MeKHU.

Kmo4yoBi cioBa: KOpPINOPAaTUBHUU CaWT, IHTEPHET-TOPTiBJISl, BePTUKaJbHI 1 TOpPU30HTAJIbHI
Mal/JJaHYMKH, He3aJIeXXHUH TOProBUM MaWJaH4YMK, IPUBAaTHUU TOPrOBHUM MaWJaHYMK, rajy3eBUHA TOPTrOBUH
MaM/JaHYUK.
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