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MARKETPLACES AND COMMUNITIES IN ONLINE BUSINESS:
APPROACHES TO COLLABORATION IN THE UKRAINIAN CONTEXT

MAPKETIIJIEMCH TA CIIIJbHOTU B OHJANH-BISHECT:
IIIXOAH IO CIIBIIPAIII B YKPATHCBKOMY KOHTEKCTI

ANNOTATION

In the article, the authors point out that domestic business
entities targeting mass consumers are increasingly utilizing
marketplaces to increase sales volumes. Integration with
marketplaces or utilizing their APIs facilitates the automation of
the sales process and expands the audience. For many Ukrainian
businesses, it's also important to build their customer communities
(through social media, and forums) or create online communities
on platforms such as Facebook or Telegram. Therefore, the
authors emphasize that effective strategies for attracting new
customers, increasing sales, and promoting the brand are formed
by the cooperation of entities in the Ukrainian online business
industry. The article aims to explore approaches to building
cooperation between marketplaces, communities, and domestic
business entities. The research confirms that the diverse range of
marketplaces and communities provides ample opportunities for
the development and implementation of cooperation strategies.
At the same time, the conclusion is drawn that currently, key
strategies for the successful development of modern business
include cooperation between marketplaces and communities, such
as: product placement on marketplaces, conducting advertising
campaigns, active participation in communities, creating own
communities by businesses, and interacting with consumers.

Keywords: brand, attracting new customers, increasing sales,
interacting with consumers, business communities.

AHOTAUIA

Y crTaTTi aBTOpM BKa3yloTb, LU0 BiTUYM3HSHI Cy0’ekTn GisHecy,
CMpsSIMOBaHi Ha MaCOBOrO KIiEHTa, BCE aKTUBHILLE BUKOPUCTOBYIOTb
MapkeTnnevcu ans 36inbleHHs obcsriB npogaxis. [HTerpauis 3
MapkeTnnecamm abo BukopuctaHHs ix APl cnpusie aBTomatuaadii
npoLecy npoaaxy Ta posLumproe ayamTopito. Ans 6aratbox ykpaiH-
CbKunX Bi3HeciB TakoX BaMBo OyayBaTy BNACHi CNiNbHOTU KIIEHTIB

(4epes couijanbHi Mepexi, opymm) abo CTBOPEHHSI OHMaNH-CNinb-
HOT Ha nnatdgopmax, Takux sik Facebook abo Telegram. BigTak, aB-
TOPW HAromoLLyTb Ha TOMY, LLO Y KOHTEKCTi LUBUOKOTO PO3BUTKY
yKpaiHCbKOro OHnaviH-6i3Hecy cniBnpaus Mk LMK cy6’ekTamu Bi-
airpae KntovoBy posb y PopMyBaHHI ePEKTUBHUX CTpaTeril, crpsi-
MOBaHMX Ha 3aryYeHHs1 HOBUX KITiEHTIB, 30inblUeHHA npofaxis Ta
nonynspu3adito 6peHgy. CtatTa Mae Ha MeTi BUBYEHHSA nigxopis
[0 nobynosw cniBnpaui M MapKeTnnencamu, crinsHoTamu Ta Bi-
TUM3HAHUMK cyD’ekTamm GisHecy. [ocnimxeHHs nigTBepaXye, Wo
HasiBHa Pi3HOMAHITHICTb MapKeTNnenciB Ta CrinbHOT hopMye K-
pOKi MOXIMBOCTI Ans nobynoBu Ta peanisauii ctparerin cnisnpadi.
3asHaumMmo, Lo MOBa Ae NpPO KOHKPETHUW NnaH A, SKWA pos-
po6nSETLCSH HAa OCHOBI 06paHOro Niaxody ANs OOCArHEHHS NEBHOI
MeTn abo po3B’sizaHHs NeBHOI Npobnemu (40 AKX MOXHA BiOHECTW
PI3HOMaHITHICTb PO3MILLEHHS PEKNaMHUX OromnoLLEHb, NPOCYBaHHS/
npofaxy ToBapis abo Mocnyr, OTPUMaHHS 3BOPOTHOrO 3B'A3KY, Ha-
fdaBaHHs nocnyr abo NiATPUMKM KIiEHTaM, CTUMYMOBaHHS MOKY-
MOK, YNPaBMiHHA BiQHOCUHAMM 3 KriEHTaMu, nonynspusadito 6peH-
ay). Mpu ubomy 3pobrneHo BUCHOBOK, L0 Hapasi KMio4oBMMK Af1s
yChiLUHOrO PO3BUTKY Cy4YacHoro GisHecy € Taki ctparerii cnisnpadi
MK MapkeTnnencamv Ta CrinbHOTaMu, SK: PO3MILLEHHS MPOAYKTIB
Ha MapkeTnnencax, NPOBEAEHHS PeknamHMX KamnaHii, akTuBHa
y4acTb y CRiflbHOTaX, CTBOPEHHSI BMACHKX CrifbHOT Gi3Hecom Ta
B3aemogia 3i cnoxusadamu. Lli cTparterii focuTb pisHOMaHITHI 3a
CBOIM BHYTPILLHIM 3MiCTOM, OfjHaK KOXHa 3 HKX gonomarae bisHe-
caM BiKPUTN HOBI MOXIMBOCTI Ta JOCAITY CBOIX LjifNei y BUPILLEHHI
KOHKPETHWX 3aBAaHb. [lepcnekTnBm noganbLlumx JOCHiMKEHb NOMNs-
ratoTb Y JOCHIMKEHHI BNUBY CTpaTerin cnisnpai M MapkeTnnen-
camu, cninibHoTaMu Ha NpuBYTKOBICTb Bi3HECY Ta iHLWi (hiHAHCOBI No-
KasHUKW Ta y po3pobLi MeToaukM ineHTudikaLii pe3ynsTaTuBHOCTI
peanisoBaHux cTpaTerii cnisnpadi.

KntovoBi cnoBa: 6peHa, 3any4eHHsl HOBKX KIiEHTIB, 36inb-
LUEHHS NpofaxiB, B3aEMOZIis 3i CoXXuBavamu, CninbHOTH Bi3Hecy.
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Formulation of the problem. The importance
of collaboration between businesses, marketplaces,
and communities is growing, thereby increasing
their collective influence on the process of
systematically generating profit. Indeed, Ukrainian
entrepreneurs focusing on mass consumers are
actively leveraging marketplaces to boost their
sales. Integration with these platforms or utilizing
their APIs facilitates sales process automation and
grants access to a broad audience. Moreover, many
Ukrainian businesses must establish their customer
communities, achievable through social networks,
forums, or even by creating their online community
on platforms such as Facebook or Telegram. In the
fast-evolving landscape of Ukrainian online business,
the collaboration between businesses, marketplaces,
and communities is pivotal in crafting effective
strategies directed toward acquiring new customers,
boosting sales, and enhancing brand promotion.

Analysis of recent research and publications.
Research on the application of marketplace services
and communities for the development of domestic
online business has been the subject of numerous
academic works, including those by scholars such as
Kovshoval.O., Glumilina M.O., Zabashtanska T., and
Savitska N.L. Significant contributions to the study
of the features of cooperation between marketplaces,
communities, and domestic business entities have
been made by the following scholars: Prosovych O.P.,
Botsman Yu.S., and Chmil H.L. However, questions
regarding the specific action plan for building
cooperation between marketplaces, communities,
and domestic business entities remain insufficiently
studied and require further clarification.

Formulation of the purposes of the article.
The article aims to explore approaches to building
cooperation between marketplaces, communities,
and domestic business entities.

Presentation of the main research material.
Collaboration between marketplaces, communities,
and domestic business entities is a category that
defines the approach to achieving various goals,
such as attracting new customers, increasing
sales, and promoting the brand. So, among the
key advantages of such cooperation [6—7]:

1. Access to a large audience. Indeed, market-
places and communities have a large base of
active users, which allows businesses to attract
the attention of new customers who are already
interested in products or services.

2. Increased brand awareness. Placing products
on marketplaces and actively participating
in communities allows the brand to become
more prominent in the market and enhance its
recognition among consumers.

3. Increased sales. Attracting new customers
and enhancing brand awareness leads to growth
in sales volumes, which in turn contributes to
business development.

4. Interaction with consumers. Active
participation in communities allows businesses to
establish a close connection with their customers,
understand their needs and preferences, and
receive valuable feedback on products and services.

Marketplaces and communities have different
functionalities and can offer diverse advantages
for businesses.

In particular, according to the scientific lite-
rature [1; 4], marketplaces suitable for business
collaboration are classified based on the cha-
racteristics of their offerings into product, infor-
mational, investment, service-oriented, or multi-
profile marketplaces. In Ukraine, the outlined
cooperation is predominantly implemented through
product marketplaces, the main ones of which are
listed in Table 1.

Table 1
Description of the main marketplaces open for collaboration with businesses
Marketplaces Characteristics of marketplaces Type Benefits of use
Offers a wide range of products, including
electronics, household appliances, clothing, and . .
much more. Rozetka is especially popular due to Eé%(}llggg' Cloaril;},s;l;:n&is(};:ggllgiion
Rozetka its fast and reliable delivery service. Service- ’ gf o dué ts and services
Offers a wide range of services, such as oriented relipable deliver ’
personalized product sourcing and custom-made y
products upon individual request
Offers a wide range of products, including Product Arﬁggt:eflce)(;t%)?;i?ésses
Prom industrial equipment, office supplies, and raw . d- ph ibili ¢ find; 4
materials oriente the possibi 1t3{ of finding
non-standard items
Offers a wide range of electronics and gadgets . . .
« » ’ Product- High quality of service,
Allo Zl;;:nhl 1211; ignlfsrgﬁgones’ laptops, tablets, and oriented wide selection of technology.
Offers a wide range of products, including . .
Lamoda, electronics, books, clothing, and much more. Product- gtldzei?/liecc;sm%o(fvgg?gst
Wildberries Offers a huge selection of services, such as oriented deliver ’
personalized sourcing. y
AliExpress, Offers a wide range of products, including Product- Wide range of products at
eBay electronics, books, clothing, and much more. oriented affordable prices
Offers services for tracking available taxis, service Convenience and speed of
Uber tracking their routes, and allows payment for . y . -
services directly through the smartphone app oriented transport service delivery

Source: formed based on [1; 4; 7]
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Among the main types of social communities
oriented towards cooperation with businesses are:
professional networks, corporate communities,
customer communities, communities for collabo-
ration on marketing projects [2; 6].

These social communities help businesses
maintain connections with employees, clients, and
partners, facilitate the exchange of experiences
and ideas, and promote collaboration on projects
and tasks.

The diverse range of marketplaces and commu-
nities creates ample opportunities for building and
implementing cooperation strategies between mar-
ketplaces, communities, and businesses. Noted that
we are referring to a specific action plan developed
based on the chosen approach to achieve a certain
goal or solve a particular problem (which may in-
clude a variety of aspects such as advertising place-
ment diversity, promotion/sale of products or ser-
vices, obtaining feedback and providing services
or customer support, attracting attention and sti-
mulating purchases, managing customer relation-
ships, and brand promotion and authority in the
field [1; 5—6]). These cooperation strategies are com-
binatorial, formed as sets of actions from [1-2; 6]:

1. Placing products on marketplaces (interpreted
as e-commerce platforms, online stores), which
effectively advertise the seller’s goods. This direction
is advantageous primarily for small businesses that
do not need to invest in their platform for sales.

2. Advertising campaigns on online market-
places (interpreted as a marketing tool to promote
specific products and services on these platforms).

3. Active participation of the business in com-
munities (interpreted as an approach to interaction
with potential and existing customers, aimed at
building and maintaining relationships, mutual
information exchange, and creating value for all
community participants).

4. Businesses creating their communities
(interpreted as an approach to interacting with
the audience, aimed at building a user community
centered around a specific brand, product, or idea).

5. Business interaction with consumers (inter-
preted as an approach to engaging with consumers
through comments, feedback, and personal
messages that help maintain positive customer
relationships and foster long-term connections).

These strategies are quite diverse, yet each of
them helps businesses uncover new opportunities
and achieve their goals in addressing specific tasks.

So, the strategy of placing products on market-
places is an important element of many domestic
companies’ business organization, as it allows
them to attract the attention of new customers
who actively search for goods on such well-known
e-commerce platforms and online marketplaces as
Rozetka, Prom.ua, or OLX. Among the main com-
ponents of this strategy (Fig. 1) are: platform se-
lection, product listing optimization, assortment
management, pricing, inventory management and
order fulfillment, marketing and advertising, re-
sults analysis, and optimization.

One example of successful collaboration bet-
ween a business and a marketplace in Ukraine
is the partnership between “ABC Electronics”
(a manufacturer and seller of electronics and
home appliances [1]) and the Rozetka marketplace.
Through this collaboration, “ABC Electronics”
has gained the following advantages: access to an
audience of 7 million clients actively searching
for products on the platform, increased brand
recognition among customers, and a 30 % increase
in sales volume by attracting new customers who
regularly use Rozetka for their purchases. Many
customers consider marketplaces to be reliable
sources for purchases, and if they see “ABC
Electronics” products on such a marketplace (with
a high rating system and positive reviews), they
identify the business entity’s brand as trustworthy.

The strategies for business collaboration on
advertising campaigns on marketplaces aim to
expand opportunities to attract attention to the
business’s products among users of such platforms.
Among the main components of this strategy (see
Figure 2) are: audience targeting; use of keywords;
analysis and optimization of results; creation of
attractive offers.

These strategies help businesses expand their
advertising opportunitiestoattractattentiontotheir
products and increase sales through marketplaces.
The advertising campaign of “TechMag” (a ma-
nufacturer and seller of household appliances
such as refrigerators, washing machines, and
microwave ovens [1]) on the Prom.ua marketplace
is a characteristic example. “TechMag,” utilizing
targeted advertising, configured its campaigns to
display advertisements to users actively searching
for household appliances on Prom.ua. The com-
pany regularly analyzed the effectiveness of its
advertising campaigns on Prom.ua and made
necessary adjustments to achieve better results. As
a result of this collaboration, there was an increase
in attention to “TechMag” products among Prom.
ua users, an increase in traffic to their product
pages, and a 35 % growth in sales.

The following are the key elements of active
business participation in communities. Businesses
can actively engage with user communities on
social media or forums discussing their industry.
Among the key components of this strategy are
the establishment of the business’s community,
active participation in existing communities,
valuable content creation, and organizing contests
and promotions (see Figure 3).

These strategies help maintain audience
interest, create a positive brand perception, and
increase customer loyalty. “TechExperts” actively
participates in communities and forums for
professionals in the information technology field.
They regularly publish interesting and relevant
content about new technologies, provide tips on
managing IT projects, and offer solutions to common
problems. Additionally, they organize webinars and
online courses for community members, allowing
them to further engage their audience and showcase
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their expertise. This activity helps “TechExperts” discuss products, share experiences, and ask ques-
increase brand awareness and attract new clients to tions to company representatives. Among the key
their business. components of this strategy are audience engage-

Components of the strategy for creating bu- ment, communication and interaction, providing
siness-owned communities on social media plat- useful information, community support, and cus-
forms, forums, or messengers, where clients can tomer engagement (see Figure 4).

Condition: attracting the attention of new customers who are actively searching for products
on such well-known e-commerce platforms and in online stores
Specification: integration of core
business operations with these platforms —
or utilizing their APIs

| 1 1 1 1 1
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Figure. 1. Components of the business strategy for placing products on marketplaces
Note

1. Choosing the platform that best suits the business, taking into account factors such as target audience, competition, commis-
sion rates, customer support services, and so on.

2. Ensuring the optimization of product listings on the marketplace for search engines and attracting buyer attention. The focus
should be on keywords, descriptions, high-quality images, and other elements that can enhance the attractiveness of your product.
3. Determining which products should be listed on the marketplace. It’s important to ensure that the assortment offered by the
business entity aligns with the needs of the target audience. Consideration should be given to the possibility of adding new items
or removing less popular products.

4. Determining the correctness of pricing, which is important for ensuring the competitiveness of the business entity’s brand in
the marketplace. Consider competitor prices, as well as your own expenses and pricing strategy.

5. Ensuring efficient inventory management processes and order fulfillment to ensure fast delivery and high levels of customer
satisfaction.

6. Supporting the business entity’s presence on the marketplace through marketing and advertising to help attract more atten-
tion to your products and increase sales.

7. Continuous analysis of the business entity’s presence in the marketplace and making adjustments to the strategy based on the
data obtained. Optimizing product listings, pricing, and marketing campaigns to increase the effectiveness of your business in the
marketplace.

Source: formed based on [1-2; 5—6]

Condition: expanding opportunities to attract attention to products
and increasing sales

Specificity: Targeting the audience

Strategy component:
Analysis and optimization
of results?

Strategy component: Strategy component:
Audience targeting! Utilizing keywords?

Strategy component:
Creating appealing offers*

Figure 2. Components of business strategies for advertising campaigns on marketplaces
Note
1. Advertising campaigns can be tailored to target specific audience segments actively using the marketplace.

2. Integration of keywords used by potentially interested customers during product searches helps ensure that the advertising
reaches relevant audiences.

3. It’s important to continually analyze the results of advertising campaigns on marketplaces and optimize them to achieve the
best outcomes. It may involve changing keywords, creative elements, budget settings, and so on.

4. It’s important to create advertisements that stand out and capture the attention of potential customers. High-quality con-
tent, vibrant images, and attractive offers can attract more attention.

Source: formed based on [2-3; 5; 7]
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Condition: Expanding opportunities to engage the audience
and cultivate a positive perception of the brand

Specificity:
Building close relationships with customers

Strategy component:
Business entity's activity
within existing
communities>

Strategy component:
Creating the business's
own community’

Strategy component:
Creating valuable
content?

Strategy component:
Organizing contests and
promotions*

Figure 3. Components of the strategy for active business participation in communities

Note

1. Businesses can create their own groups or pages on social media, forums, or chat platforms to communicate with their customers.

2. Businesses can actively participate in discussions within existing communities that relate to their field of activity.

3. Businesses can regularly publish interesting and useful content on their social media channels or within community forums.

4. Businesses can regularly organize contests, promotions, or giveaways within their community to attract attention and in-

crease engagement with customers.

Source: formed based on [2; 4-5; 7]

Condition: Creation of business-owned communities on social media platforms, forums,
or messaging apps

Specifics: Customers can discuss products,
share impressions, and ask questions
to company representatives

Strategy component:
Communication and
interaction?

Strategy component:
Audience engagement!

Strategy component:
Community support and
interaction with
customers*

Strategy component:
Providing valuable
information3

Figure 4. Components of the strategy for creating business-owned communities on social media platforms

Note

1. The business creates a community to engage its customers, supporters, or those interested in the company’s field of activity.

2. The created community provides a platform for communication among members and discussion of topics of interest to the group.

3. The business can provide community members with valuable information such as tips, news, exclusive materials, or discounts.

4. This allows the business to maintain close relationships with customers, understand their needs and desires, and provide them

with support and answers to questions.

Source: formed based on [1-2; 4-5]

Creating its community allows a business
to increase interaction with its audience, raise
brand awareness, and attract the attention of new
customers. One example of a successful strategy
for creating its own community business could
be the case of the “Healthy Living” company on
the Telegram messenger platform. Within this
community, the business entity publishes useful
content such as nutrition tips, fitness exercises,
recipes for healthy meals, and more. During
interactions with community members, company
representatives address questions regarding their
health and lifestyle, provide recommendations
on choosing products from the “Healthy Living”
company, and share useful tips. Additionally, the
company organizes weekly webinars and online
training sessions for community members on topics

related to healthy eating, fitness, and psychology.
This strategy has allowed “Healthy Living” to
build a strong community of supporters, increase
brand awareness, and attract the attention of new
customers who share common values and interests.

The components of the strategy for interact-
ing with consumers include active engagement in
communication with customers through various
channels such as comments, reviews, direct mes-
sages, etc. [2; 4]. Among the key components of
this strategy are actively responding to feedback,
creating a positive experience, personal messages,
and individual approaches, and building long-term
relationships (see Figure 5). The experience of the
“EcoFruit” company is a specific example. They
specialize in selling organic products and fruits.
“EcoFruit” actively interacts with its customers
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Condition: Active participation in communication with customers through various channels such as
comments, reviews, personal messages, etc

Specifics: Ability to foster positive relationships with

contribute to success

customers and create long-term connections that

Strategy component:
Active response to
feedback!

Strategy component:
Creating a positive
experience?

Strategy component:
Sending personal
messages and providing
individualized attention?

Strategy component:
Building long-term
relationships*

Figure 5. Components of business interaction strategies with consumers through active communication

Note

1. Businesses should actively listen to their customers’ feedback and respond to it. It includes acknowledging positive reviews, expres-
sions of gratitude, and addressing any concerns or negative situations.

2. Businesses should ensure a positive customer experience through interactions. It includes providing prompt and effective support

and responding promptly to their inquiries.

3. Interaction through personal messages allows businesses to build personalized relationships with customers, understand their

needs, and provide individualized support.

4. Interactions help create long-term relationships with customers, which is important for retaining their loyalty and increasing their

brand loyalty.
Source: formed based on [2; 4—6]

through social media, particularly through its In-
stagram page. They regularly post photos of their
products and share useful information about or-
ganic nutrition and a healthy lifestyle. “EcoFruit”
is responsive to customer comments and concerns.

For instance, when customers express interest in
specific types of fruits or vegetables, the company
quickly responds and includes them in their
assortment. Therefore, the interaction between
the business and consumers is not only a way to
solve problems and negative situations but also an
opportunity to maintain positive relationships with
customers and create long-term bonds, to which the
company’s success contributes.

Conclusions from the research. Within
the study, it has been demonstrated that the
diversity of marketplaces and communities forms
extensive opportunities for the construction and
implementation of collaboration strategies among
marketplaces, communities, and businesses. The
concept refers to a specific action plan developed
based on a chosen approach to achieve a particular
goal or address a specific problem. This can include
a variety of actions such as advertising placement
diversity, product or service promotion/sales,
feedback collection and customer service provi-
sion, attracting attention and incentivizing
purchases, customer relationship management,
and brand and authority promotion within the
industry. Consequently, it hasbeen concluded that
collaboration strategies between marketplaces
and communities are key to the successful deve-
lopment of modern businesses, enabling them to
leverage opportunities such as:

6. Product placement on marketplaces, which
allows businesses to access a wide audience and
increase sales volumes by promoting their goods
on popular e-commerce platforms.

7. Focusing advertising campaigns on pro-
moting the products or services of a specific
business on an e-commerce platform using ad-
vertising tools.

8. Engaging with user communities on social
media or forums, allowing businesses to build a
positive brand perception and maintain audience
interest.

9. Creating own communities, enabling busi-
nesses to attract an audience and build a user
community united around a specific brand,
product, or idea.

10. Interacting with customers to maintain
positive and long-term relationships.

Future research prospects lie in developing a
methodology for identifying the effectiveness of
implemented strategies of collaboration between
marketplaces, communities, and businesses.
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