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Abstract. Retail services market, which is built into the weekly cycle of human life and provides goods
in the B2C market, is one of the most promising and significant market segments. Digital technolo-
gies development, national economy model transformation and the entry of those actively exploring
digital space into the able-bodied category of the population require the behavior patterns to be
reconsidered by the business community. The past 2020 has become a catalyst of the digital tech-
nologies introduction. Within the framework of this study, the authors are interested in studying the
transformation of the digital retail services market, considering the economy crisis and changes in
consumer behavior caused by the COVID-19 pandemic. The research purpose is to reveal transforma-
tional processes of the digital retail services market under crisis and to identify its development
priority areas for the near future. The research objectives are to consider the development trends of
online stores and the relevance of marketplaces and mobile applications in the conditions of chang-
ing consumer behavior patterns, to identify the retail development prospects to be targeted in the
context of national digitalization. The forced change in the target consumer behavior and the re-
strictions imposed on entrepreneurs have led to a changed landscape of the retail market on the
whole, and a reorientation to the digital segment. Under these conditions, a key aspect providing for
success and relevance of the company's services for the target consumer segment is the digital rep-
resentation and relevant content. A number of retailers were put out of business due to the emer-
gence of insurmountable difficulties caused by the new conditions for doing business.
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OPUTMHAJIbHAA CTATbA

AHTUKPU3UCHDBIE CTPATEMMU PA3BUTUA PbIHKA LUU®DPOBbLIX YCIYI PO3HMYHOMN
TOProBsjiun

H.B. YcoBa, Poccuiickas akagemma HapogHOro x03aiMcTea U rocyaapCcTBeHHOM cnyx6bl npu MpesnaeHTte Poccuiickor deae-
pauumn, YpanbCKuii MHCTUTYT ynpasneHus, EkatepuHbypr, Poccus

M.N. JlTormHoB, Poccuiickas akagaemMmnsa Hapoa4HOro X034MCTBA U rOCyaAapCTBEHHOM cy>K6bl Npu Mpe3naeHTte Poccuickon de-
nepaunu, YpanbCKUA UHCTUTYT ynpasneHus, EkatepuHbypr, Poccus

3.3. HepopocTKOBa, Poccuitckas akafaeMusi HAPOAHOro X03MCTBa M rocyaapCcTBEHHOM cyx6bl npu MNpe3uaeHTe Poccuii-
ckon Pepepauum, YpanbCKUn MHCTUTYT ynpaBneHus, EkatepmnHbypr, Poccusa

AHHOTauMS. PbIHOK YC/Tyr PO3HUYHOWM TOProB/U, BCTPOEHHbIN B €XXeHEeA e NbHbIN LUK XU3HeOesaTeNbHO-
CTM YenoBeka W NpenoCTaBNAOWMIA TOBapbl Ha pbiHKe B2C, OTHOCUMTCS K YMC/ly NEPCNEeKTUBHbIX U
Hanbonee 3HaYMMbIX CErMEHTOB pbiHKA. Pa3Butne umdpoBbIx TEXHONOrMN, TpaHChOpMauus Moaenu
HaLMOHaNbHOM 3KOHOMUKN U BXOXOEHNE HAaCeNeHMs, akTUBHO MCMOJb3YHoLWero uMppoBoe NpocTpaH-
CTBO, B KaTeropuo TpyaocnocobHoro TpebytoT oT 6u3Hec-coobLecTBa nepecMoTpa MoAenen noseae-
Husa. Mpoweawmin 2020 r. cTan KaTannMsaTopoM BHeapeHUs LMD POBbIX TEXHONOrNI. B paMkax 4aHHOro
nccnenoBaHMs A8 aBTOPOB MPEACTaBAsSIET MHTEPEC M3yYeHue TpaHCPOopMaumM pbiHKA LUPPOBbIX
YCIYr PO3HUYHOW TOProBAU C YY4ETOM KPU3UCHBIX SIBIEHUA B SKOHOMUKE M U3MEHEHU B NMOBEOEHUN
notpebuTens, Bbi3BaHHbIX naHaeMuen COVID-19. Llenbio nccnenoBaHma SBNSETCS BbiSIBIEHNE TPaHC-
$OpMaLMOHHBIX MPOLLECCOB pbiHKA LMD POBBIX YCAYr PO3HUYHOM TOProBAN B YCIIOBUSIX KPpU3MCa 1 onpe-
AeneHve NpMopuTETHbIX HanpaBNeHWiA ero pasBuUTUS B 6ankarilee BpeMs. 3agayv nccnenoBaHus co-
CTOAT B pacCMOTPEHUW TEHOEHUMA pa3BUTUS WHTEPHET-MarasvMHoOB W BbISIBEHUW TPEHOOB
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BOCTPe6OBaHHOCTU MapKeTMNIENCOB B YCII0BUAX M3MEHEHUS MOAENN NOBeAeHNs NOTpebuTens, a Takxe
B onpepeneHumn nepcrnekTUBHbIX Hanpas/ieHU pa3BUTUS PO3HUYHOM TOProBaM B YCIOBUSAX LMGDPOBOM
TpaHcdopMaLMU HAaLMOHANbHOM SKOHOMUKMU. BbIHY>XOEHHOE U3SMEHEHNEe MOAEeNN NoBeaeHNs NoTpebu-
Tenen n BeeAeHUe psaa OrpaHUYeHUin ona npeanpuHuMaTenei NnpmBenu K UsMeHeHusaM naHgwadTta
PbIHKA YCYr pO3HUYHOM TOProBAU B LLESIOM U NepeopueHTauLmm Ha umppoBO CErMeHT. B cnoxXmBLUmnxcs
YCNOBUSAX OOHUM U3 KKOYEBbIX aCNEKTOB, Onpeaensowmx ycnewHoCcTb 1 BOCTpebOBaHHOCTb Y Uene-
BOro NOTPEBUTENLCKOro CErMeHTa yCyr KOMMNaHuu, SBNSIETCS ee NpeacTaBlieHHOCTb B LMGPOBOM Npo-
CTPaHCTBE M Haln4mne akTyanbHOro KOHTeHTa. Paa npeanpusatuii pO3HUYHOWM TOProBn 6bia BbIHYXOEH
YWTU C pbIHKa BBUAY BO3HMKHOBEHUS HENPEOAONUMBIX CJIOXKHOCTEN, BbI3BaHHbIX GOPMUPOBAHNEM HO-
BbIX YC/IOBUI OCYLLECTBNEHUS NpeanpuUHUMaATENbCKOM AesTeNbHOCTU.

KnroueBble cnoBa: aHTUKpU3UCHAs CcTpaterus, umdpoBas 3penoctb, UMPPOBbIE YCAYrU, PbIHOK
UMPPOBbIX YCNYT, MapKeTNAEeNCbl, UHTEPHET-MarasuHbl, pPO3HUYHas TOProsnas
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digital model and the economic crisis

caused by the COVID-19 pandemic have sig-
nificantly changed the national economy structure
and shifted the focus from traditional to digital in-
teraction tools. This is also the way the digital retail
market has been transformed. So, it seems necessary
to study the issues of the digital retail services mar-
ket transformation based on improving the applied
digital technologies and public perception of the
new business models.

In the course of the research, the authors consid-
ered the findings of various companies, as well as
scientific papers devoted to digital services market
in general[1, 2], the development of the digital retail
services market under crisis and pandemic, the re-
gional digital retail services market [3, 4], the specif-
ics of the e-commerce development in the Russian
Federation [5-11], the issues of digital trade devel-
opment in the context of digital economy [12-14]
and others.

Digital technologies development affects all
business activities and retail service sector is no ex-
ception. It is important to note that retail services
are closely interrelated with financial services. Thus,
the dynamics of non-cash payment share in trade
turnover is of particular interest (Fig. 1). As can be
seen, the share of non-cash payments increased sig-
nificantly over the research period, and when in Jan-
uary 2017 the indicator was 38.9%, in January 2021 it
was 60.6%. In the authors' opinion, the annual
growth trend for this indicator will continue in the
future.

The restrictions introduced in 2020 due to the
difficult epidemiological situation have led to a
number of consequences, in particular, increased
unemployment, decreased income in the business
sector and bankruptcy of a number of organizations,
as well as a decrease in the main macroeconomic
indicators of the national economy.

Enterprises and organizations in various activity
fields had to reconsider their work model and intro-
duce digital interaction tools, both at corporate
level and for their target audience. Most enterprises
had to face a lack of financial resources to pay

The transition of the national economy to a

wages and other mandatory payments, increased ac-
counts receivable, decreased demand for goods and
services and the following deterioration in compa-
ny's financial performance.
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Fig. 1. Dynamics of the Share of Non-Cash Payments in
Trade Turnover in Russia, % / Puc. 1. AuHaMuKa ponu 6es-
Ha/IM4YHbIX NaaTexei B ToBapoo6opoTe B Poccumn, %

Source: compiled by the authors based on [15] / AcTroyHmk: nocTpo-
€HO aBTOpaMu Ha ocHose [15]

Remarkably, if we look at the digital maturity of
commerce in comparison with other industries, a
very notable fact can be observed (Fig. 2). The digital
maturity level of commerce in Russia is second only
to the banking sector, but at the same time, both ar-
eas are rather closely interconnected and the devel-
opment of one area stimulates the development of
the other, which is very important in the context of
increasing competition not only between countries
at the global level, but also at the sectoral and cor-
porate levels.

At the same time, the retail services market dig-
itization is limited due to the social reluctance to
actively use digital technologies in daily life. The
low level of digital literacy and lack of trust to digi-
tal companies have become a destabilizing factor on
the way to the digital services market development
in general and retail in particular.
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Fig. 2. Assessment of Digital Maturity Level by Industries
for ALl Sectors of Activity, in points / Puc. 2. OueHKa
YPOBHS LM pPOBOI1 3pe/IOCTU NO OTPACNAM ANS BCEX CEKTO-
pOB DeaTeNbHOCTH, B 6annax

Source: [16] / UcToyHumk: [16]

Thus, according to the results of the study [17], it
has been identified that for the majority of respond-
ents the key factors in choosing online trade are:

— ability to compare prices and save money due
to lower prices on the Internet;

— opportunities to purchase goods at any time
of the day, reducing the time spent on purchases
and the availability of other people’s reviews.

At the same time, the reasons for refusing to pur-
chase goods and services in the digital space are:

— inability to touch and try the goods on;

— doubts in quality of the purchased items;

— fears and concerns about where to go and
who to address in case of problems and difficulties
with returning goods.

When choosing an online store the most im-
portant aspects for a buyer are the ability to pay on
receipt, positive reviews about the store, friends’ ex-
perience and the size of the store

In addition, it is due to the crisis and restrictions,
that the population was forced to master digital
technologies, in particular, to learn to choose, order
and pay for services without leaving home and, most
likely, there is hardly a way back to the previous ser-
vices consumption format. After all, consumers are
getting the opportunity to choose at any time and
using any device with Internet access.

As the Association of Internet Companies of
Trade [18] reports, in 2020 the national digital retail
services market demonstrated a considerable
growth compared to 2019. So, for example, the mar-
ket turnover exceeded the 2019 indicators by 58.5%
and reached 3.2 trillion rubles. Moreover, the trend
is expected to continue and reach an indicator of
3.745 trillion rubles in 2021. It is also important to

mention that the growth is characterized by the re-
orientation of the target audience to the local mar-
ket. Cross-border trade decreased from 29% in 2019
to 14% in 2020.

Also, the ranking results of the largest online
stores in 2020 are a particular focus of attention
(Fig. 3). It is worth mentioning that the authors of
this rating do not distinguish between online stores
and marketplaces.

450

413.2
197.0
116.7 1132

400
350
300
250
210
200
150 132.7
100 g 20
53, 57.
5 I I I
0
& & N e(’) L

& &9
X (&)
Q8

N

537 529
27.' 4i(i
> 2
< O

Q\Q 60 ((\0
\‘\Q’ ook/b \/’b
<
m 2019 m2020

o

Fig. 3. Dynamics of Turnover of Major Online Stores in Rus-
sia, bln rubles / Puc. 3. AuHamMmuka o60poTa KpynHemnwmnx
MHTepHeT-MarasuHoB B Poccum, mnpa. pyénen

Source: compiled by the authors based on [18] / AcTroyHmk: nocTpo-
€HO aBTOpaMu Ha ocHose [18]

Judging by the 2020 results, marketplaces occupy
the leading place as the most convenient and de-
manded platforms for consumers.

The 2020 economic crisis served as a catalyst for
marketplaces development. The largest market-
places operating on Russia national market include
AliExpress, Goods, Ozon, WILDBERRIES, Hoekc.Map-
keT. Each of which enjoys great demand and, in the
conditions of crisis, has also undergone transfor-
mation considering the trends in the global and na-
tional economy.

According to the results of the “Sellers on the
Russian marketplaces” research [19] the 2020 trends
looked as following.

First, marketplaces have become the fastest
growing online sales channel.

Second, for more than half of the sellers (55%) us-
ing marketplaces to sell goods, this is the main or
the only selling channel.

Third, the most popular sales channel is the own
online store (41% of sellers). Almost half of market-
place sellers (45%) do not use online store or web-
site for selling.
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Fourth, the expectations which became the rea-
sons to start selling on marketplaces:

— wider audience and growing sales (79%);

— selling own products in other regions (42%);

— increased product awareness (37%);

— digitalization (29%);

— reduction of product sales costs (20%);

— start of sales (18%);

— current trends following (13%).

Besides, each of the functioning marketplaces
has its own specifics. There are five key market-
places in the national market: AliExpress, Goods,
OZON, WILDBERRIES and flHoekc.MapkeT.

The demand for these marketplaces among both
sellers on the market of the Russian Federation is
illustrated in Fig. 4.
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Fig. 4. The Number of Sellers on the Key Marketplaces of
Russia, 2020, unit / Puc. 4. KonmuecTBo NpoaaBLLOB Ha OC-
HOBHbIX TOProBebIx naowaakax Poccun, 2020 r., ea.

Source: compiled by the authors based on [19, 20] / McTroyHumk: pas-
pa6oTaHO aBTOpamMu € Ucnonb3osaHuem [19, 20]

Thus, the leading positions are occupied by
OZON, the Russian segment of AliExpress and
WILDBERRIES, setting the national market develop-
ment trends. However, the COVID-19 pandemic has
affected its activities. In 2020, in particular, goods
could be purchased only on advance payment con-
ditions, although before the COVID-19 pandemic the
postpaid method was used and customers could pay
for the purchased goods upon receipt.

Let us consider the number of direct visits to the
websites (Fig. 5).

Here, a broadly similar picture can be observed if
viewed from the perspective of consumer leaders,
although there are certain differences. The most
popular is AliExpress, while OZON and WILDBERRIES
retain the top three positions. And Goods market-
place is not that popular with consumers.

Out of the entire set of the key marketplaces un-
der consideration, the leading product category in
WILDBERRIES' traffic only is clothing, footwear and

accessories. For the rest of the aggregate market-
places, the leader is technical devices and electron-
ics.
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Fig. 5. Average Monthly Number of Direct Visits to the Site,
thousand / Puc. 5. CpepHemMecsiYHOE KONIMYECTBO NPSIMbIX
NnoceLLeHni caiTa, TbiC.

Source: compiled by the authors based on [19, 20] / #cToyHuk: pas-
paboTaHO aBTOpaMu € UCNonb3oBaHueM [19, 20]

In the conditions of the COVID-19 pandemic, con-
sumers preferred to purchase goods either from 'cor-
ner stores’' or online platforms. Malls and shopping
centers are not in demand during the COVID-19 pan-
demic.

Digitalization is a key factor in retail develop-
ment, which makes it possible to create new busi-
ness models and change the customers’ needs and
behavior.

So, in 2020, the following trends of the digital re-
tail services development can be distinguished [21].

First, online sales and popularity of marketplaces
have been explosively growing. Moreover, this trend
will continue in the future, due to the more favour-
able prices for goods in comparison to conventional
stores and quite inexpensive or free delivery of the
purchased goodes.

Second, the strong growth of the e-commerce
segment is illustrated by the exceeding share of re-
spondents who prefer digital retail services as op-
posed to the traditional ones when buying New Year
gifts. Here, one may talk about the growing demand
for omnichannel trade, providing for interaction
with the consumer at any time and on various plat-
forms saving the interaction history.

Third, consumer habits transformation. If, before
the COVID-19 pandemic, the representatives of mil-
lennials and generation Z were the main target au-
dience for digital retail services, in 2020 other
groups of the population also turned to digital ser-
vices. Yet, the degree of involvement in the process
of purchasing and consuming digital services varies.
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Next, the structure of demand for various goods
and services has changed. In particular, the leading
positions take such categories as home, beauty and
health goods (+151%), games (+129%), goods for pets
(+115%). The demand for clothes and accessories
has decreased because of self-isolation.

Last, the demand for mobile applications has
also changed. For example, by the 2020 results, the
demand for mobile applications was the following:
food delivery - 36%, social networks - 33%, retail
shopping - 33%, podcasts and music - 28%, finance,
streaming video, and food / alcohol delivery - 27%
each, games - 25%, video conferencing - 24%, news
- 22%, home workouts - 13%, children training -
11%, training for adults - 9%, stress relief and
productivity - 7% each, and none of the above -
16%.

It should be noted, that if previously the digital
retail services were perceived as additional format
of interaction with the target audience, in the con-
text of the crisis and the COVID-19 pandemic these
services enjoyed the greatest demand and popular-
ity among consumers.

Digital services in retail sector are gaining prior-
ity as a development area under crisis, because they
contribute to business costs reduction and, at the
same time, allow to further interact with the target
audience.

The digital commerce development provides ac-
cessibility of goods and services for the end con-
sumer, levels off territorial differences in terms of
analogue services availability. For retailers, the most
relevant is the transition to the Internet, which al-
lows them not only to provide a certain sales vol-
ume, but also to increase their competitiveness
level. Success in the market is no more directly de-
pendent on the size of the company itself, and the
costs of opening and operating a digital retail enter-
prise are considerably lower, which is also an incen-
tive for the active development of this segment of
the national digital services market.

As can be seen from the above, the development
of the digital retail services market has a number of
positive aspects for consumers and the national
economy.

First, the transition of competition from the ana-
logue space to the digital one, which is illustrated
by the dominance of individual online stores or mar-
ketplaces. Some of the bright examples are Amazon
and Alibaba, which have transformed over the
course of their existence and are the most de-
manded digital platforms at the global level.

Second, the digital retail services market devel-
opment allows to customize and personalize offers
for consumers, balancing the influence of the spa-
tial aspect.

Third, the rise of innovative startups in retail
field.

Next, the opportunity to improve the efficiency
of business activity through the digital retail

services provision. For instance, volume of costs for
opening and operating a digital store is significantly
lower than that of a conventional one.

Then, improving the competitiveness of national
retailers.

Finally, improving the quality of life of the popu-
lation owing to the round the clock availability of
digital retail services. In addition, the availability of
services is not affected by the materialization Level
of goods.

Although the COVID-19 pandemic and economic
crisis have positively influenced the digital retail
services development, in the authors’ opinion, there
are certain problems to be addressed in the near fu-
ture.

First, the low level of established digital skills
among consumers and digital technologies among
sellers.

Secondly, the high differentiation of federal dis-
tricts in terms of the level of digital retail services
development, which negatively affects national in-
dicators.

Third, there is a fairly high Level of public distrust
to digital technologies and representatives of the
retail industry in the Internet.

Next, lack of strategic documents aimed at de-
veloping and improving the digital retail services
market. Regarding the fact that the digital segment
of the national economy is a strategic development
priority area, the development of these strategic
documents is gaining importance and relevance
both at national and regional levels. At the national
level, key priorities should be identified and risks in
the digital retail market revealed. In turn, at the re-
gional level, the specifics of the territory itself and
also, the development features of the digital retail
services market should be considered in strategic
documents. In particular, for some territories the
emphasis on conventional trade is characteristic, for
others the significant constraint to the digital seg-
ment development is the insufficient level of digital
technologies penetration into the life of society.

Further improvements to the sales system and
the digital retail services development will enable
to reduce the spatial aspect influence, ensure the
development of multi-format and the possibility of
choice for the consumers. When providing tradi-
tional retail services the location of the seller, the
level and the quality of the service provided are key
factors. Under the conditions of the coerced self-iso-
lation and transition to the Internet, seller recogniz-
ability, quality of goods, payment and delivery terms
are of particular importance. In turn for the seller,
digital retail services provide an opportunity to keep
their market share and maintain interaction with the
target audience, but using digital technologies. Be-
sides, manufactures and consumers can interact at
various platforms (online stores, marketplaces).

The future is digital. It is the adaptation to new
products and technological solutions, the ability to
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provide digital services, which determine the retail-
ers’ competitiveness level in digital economy.

In the coming few years, the following technolo-
gies will have a major impact on retail development:
robotics, drones, 3D printing, virtual reality (VR), In-
ternet of things (IoT), new client interfaces, cloud
technologies, blockchain, augmented reality (AR)
and artificial intelligence (AI).

The digital technologies globalization has al-
ready changed consumer needs and behavior pat-
terns. In the conditions of the national economy
digital transformation, these processes will inten-
sify and will be expressed in the increased share of
digital trade and a shift in emphasis from traditional
retail facilities to digital ones.
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