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CtpaTernnB3auMoOJEUCTBUASL B CHCTEME «IIPOJABEI-MOKYIIATENbY» B IMPOLECCE
oHJaiiH mponax/ be3dopoarko Buranuii AnatonbeBuy; axkynbreT priiocodpun
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HyayuH.pyk. 11.B. I'ynuc.

O6beKT uccnepoBaHUA—  MNOBeAeHYECKMe  cTpaTerMM  NpoaaBuoB U
noKynaTtenem.

MpeameT nccnepoBaHuA — cTpaTerMm B3anMoLeNCTBUA B CUCTEME «MPOoaaBeL-
NOKynaTenb» B MPOLLECCe OHNANH-NPOAAXK.

Lenb uccnepoBaHUA — BbIIBUTb YCMNELWHble CTpaTerMm B3aMMOLENCTBUA B
CUCTEeMe NpoaaBeL-NoKynaTe/b B MPOLLEeCCe OHMAaNH-NPOAAXK.

OcHoOBHbIe pe3ynbTaThl .

B Hawem mnccnegoBaHnM Mbl BbIABUAW, YTO NPU OHNAAWMH NPOAAXKax CyLLecTByeT
2 6510Ka B3aMMOAEWNCTBMI MPOAABLOB M MOKynaTesen B OHAAMH npogarKax:
B3aMMOAENCTBME C CAaMTOM, KaK MHCTPYMEHTOM MpoAax¥ M obuieHue co
cneunanmctamm no npojaxam ANA COBepleHMA NpoJax M YyTOYHEHUA
notpebHocten. OT B3aMMOAENCTBMA C STUMM 2 CUCTEMAMM 3aBUCUT Kak
noKynartenb byaet BecTn cebs, Kakme cTpaTerMm MCnoab3oBaTb U NpPUBEAET N
3TO K NOKYIKe.

B pe3synbTaTe npoBeAeHHOro MccaenoBaHMa B nepBom 6/10Ke BbIABAEHO,

YTO 3a/10XKEHHbIE B AapPXMUTEKTYpPY cailTa undposble NoaTaNKMBaAHMA (CTPYKTYpa
nogayn MHGopmaumu, NoACKasKku, AOMNOJNHUTENbHbIE MHCTPYMEHTbl 0bpaTHOM
cBA3MN) YBE/IMUMBAIOT 3axBaT BHMMaHMA MOCETUTENIEN W NO3BOMAIOT
yCTaHaBAMBaTb HeBepbabHbIA KOHTAKT C MX KOFTHUTUBHbIM CO3HaHMeM. Kakas
MMEHHO M3 YacTeN KOHTEHTA ABNAETCA NOCALOYHOM ANA BHUMAHUA KOHKPETHOTO
4yesloBEKa HEACHO, HO yBenmyeHue uuPpoBbiX NOATANKMBAHUMW MPUBOAMUT K
6onblueMYy KOMMYECTBY K/AMKOB W npogax. [1OCKOAbKY noBeaeH4YecKkue
cTpaTerMm MOryT OT/AMYaTbCA, HeobXxoaMMO MPUMEHEHME KOMMIEKCHOIo
nogxoga W TMOCTOAHHONO MOHMUTOPMHIA W3MEHEHWM B3aUMOLEWNCTBUM
noKynatenen C CauToM-NpoBoAUTb PaboTbl MO YAYYLIEHUIO M aKTyaslbHOCTM
MHPOpPMaLUKM Ha CaliTe B CTOPOHY BobLLEN AOCTYNMHOCTH.
Bo BTOpom 6/10Ke Mbl BbIIBU/IM, YTO NOKynaTenun, obpaTmsBLLUMECA B KOMMAHUIO
no TenedoHy OXOTHO CTPOU/IN KOMMYHMKALMIO HE YETKOMY anroputmy
obueHns, a No onopHbIM ToYKam beceapl, KOTOpble NOACKA3bIBaAM M NpoaaBLy
M NoKkynaTento Hanbonee oNnTUManbHbLIN NYTb Beceabl, NPU KOTOPOKM NOKynaTeb
dopmmnpoBan 4eTKoe npeacTaB/ieHMe O ToBape, ero cBomcTBax. [laHHasA
cTpaTerma obueHma Bbi3biBasia A0OBEPME K KOMNaHUM U OPMUPOBANa KenaHue
NpPOAOMKATb KOMMYHMKALMIO U COBEPLLATb MOKYMKY.



M3 nonyyeHHbIX AaHHbIX BMAHO, YTO CTpaTerMa NOKynatens B OHAAMH
npoaaxax GopmMUpyeTcs KaK «BbbICTpoe HaxOoXKAeHMe ToBapa Un YCYrn B CETU
WMHTEPHET, NONyYeHNEe KA4YeCTBEHHOrO KOHCY/NbTaLMOHHOIO COMPOBOXAEHMUS,
NNerKoCTb crnocoba NoKynKku», cTpaTernsa NnpoaasLa «NoATa/IKUBaHUE K NOKYMNKe
nocpeacTBOM NpeacTaBAeHMA  KayeCcTBEHHOM MHbopmauum O TOBape,
MCNO/Ib30BaHME MHOXECTBA KaHa/10B B3aUMOAENCTBUI (KOHTEKCTHAA peKknama,
0TY0, BUAEOBUAXKETbI) MOHATHO M KAYECTBEHHO HACTPOEHHbIX A1 NOHATUMHOrO
annapaTta pasHbIX rpynn nokynatenei. Mpu MCNoNb30BaHUM MHCTPYMEHTOB
npoaasuy cneayet He 3abbiBaTb, YTO MOKYMaTeN HYXHO MOACKa3biBATb
NpaBU/IbHbIE PELUEHUSA, @ HE HABA3bIBATb UX.

Kniouesble cnosa: CUCTEMA MPOAABEL-NMOKYNATE/Ib, OHNIAMH NMPOOAXMN,
TEOPUA NOATANKTBAHUA, TEOPUA NMEPCNEKTUNB, 3BPUCTURU, CTPATETUN
NOBEAEHUA, CAT, KOHTEHT, KOHCY/IbTATUBHbIE MPOAAXMN.

Strategies of interaction in the "seller-buyer" system in the online sales process/
Bezborodko Vitaliy Anatolyevich; Faculty of Phthalosophy and Social Sciences,
Department of Social and Organizational Psychology; nuauchn.hand. I. V.Gulis.
The object of researchis behavioral strategies of sellers and buyers.

The subject of the research is interaction strategies in the "seller-buyer" system
in the online salesprocess.

The aim of the study is to identify successful strategies for interaction in the
seller-buyer system in the online salesprocess.

General results .

In our research, we found that in online sales, there are 2 blocks of interaction
between sellers and buyers in online sales: interaction with the site as a sales
tool and communication with sales specialists to make sales and clarify needs.
Interaction with these two systems depends on how the buyer will behave, what
strategies to use, and whether this will lead to a purchase.

As a result of the research conducted in the first block, it was revealed that
the digital nudges embedded in the site architecture (the structure of
information delivery, hints, additional feedback tools) they increase the user's
attention span and allow you to establish nonverbal contact with their cognitive
consciousness. Exactly which part of the content is landing for a particular
person's attention is unclear, but increasing digital nudges leads to more clicks
and sales. Since behavioral strategies may differ, it is necessary to apply a
comprehensive approach and constantly monitor changes in customer
interactions with the site-to work on improving the relevance of information on
the site in the direction of greater accessibility.



In the second block, we found that customers who contacted the company by
phone were willing to build communication not according to a clear
communication algorithm, but according to the reference points of the
conversation, which suggested to both the seller and the buyer the most optimal
way of conversation, in which the buyer formed a clear idea of the product and
its properties. This communication strategy aroused confidence in the company
and formed the desire to continue communication and make a purchase.

From the data obtained, it can be seen that the buyer's strategy in online
sales is formed as "quickly finding a product or service on the Internet, obtaining
high-quality consulting support, ease of purchase method", the seller's strategy
"pushing to purchase by providing high-quality information about the product,
using a variety of interaction channels (contextual advertising, YouTube, video
widgets) clearly and efficiently configured for the conceptual apparatus of
different groups of customers. When using tools, the seller should not forget
that the buyer needs to suggest the right solutions, and not impose them.

Key words: SELLER-BUYER SYSTEM, ONLINE SALES, PUSH THEORY, PROSPECT
THEORY, HEURISTICS, BEHAVIOR STRATEGIES, WEBSITE, CONTENT, ADVISORY
SALES.
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