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AHHOTAUMA. VIHTEHCMBHOCTb M3MEHEHWA HA PbIHKE MOTPEOMTENIbCKMX YCNYr XapakTepuayeTca
YBEJINYEHNEM KOMMNYeCTBA B3aWMOBBIFOAHOMO COTPYAHUYECTBA IKOHOMUYECKMX areHTOB Ha OCHOBE
pocTa TpaHCaKUMWA C MCMOJSIb30BAHMEM MOOMIIbHLIX YCTPOWCTB M MHGOPMALMOHHBLIX NMPOAYKTOB. [pu
9TOM [JOCTUraeTcs poCT YLOBJIETBOPEHHOCTU WHTEPECOB NOTPEOUTESIeN U NPON3BOANTENER YCIYT 3a CYeT
YBENUYEHUS BO3MOXXHOCTM BbIGOPA N MHTEHCMBHOCTUM 3JIEKTPOHHBIX NpoJax. B cTatbe npeacrasieHo
ABTOPCKOE BUEHWE POSIN PbIHKA MOBUIbHBIX MPUIOXKEHWUIA B cdrepe NOTPebUTENbCKUX YCIyr, NpoBejeHa
OLIEHKa ero A0CTOMHCTB 1 HeJoCTaTKOB. Korda MeHsAeTcs KOHLEenuus norucTukn B cdyepe noTpebuTesibCKux
ycnyr, Ans npeanpuHumarenei BaeH Bbl6OP MOOWUNLHOrO MPUIIOXKEHUA, KaK U BbiCTpamBaHue
KOMMYHUKaLMA C NOTPeOUTENSIMM B 3aBUCUMOCTM OT ONPefeSieHHO nnaTgopMbl, MPUIIOXKEHWA, 1eBaincoB
W ApYryX acnekToB LA pOBOIi cpefpl. Ha 0CHOBE CPaBHUTESNIbHOMO U KOHTEHT-aHaI3a BriepBble 0CBELLATCA
HOBbIe (DOPMbI JIOTUCTUKIN YCNYT, BO3MOXHOCTM MPOABVXEHUS YCNYr OT NMPOU3BOANTENS K NOTPe6UTENHO
C CMOJTb30BAHIEM PA3SINYHbIX TUMOB MOBUIBHBIX MPUI0XEHWIA, 4TO MOXET Croco6CTBOBATL 06ECTEYEHUID
KOHKYPEHTHbIX NMPEenMYLLECTB B YCNTOBUAX LN pPOBM3aLun 6u3Heca B cqepe NOTPeOUTENbCKUX YCNyr.
icnonb3ys MeTof HabnaeHMs, NPeaMETOM KOTOPOro SBNnsnach KOMMyHUKaUuoHHas moaens PESO,
BbISIBNIEHbl U3MEHEHUS B YETbIpeX ee KOMMYHUKALMOHHbIX KaHafiax 3a CYeT MPUMEHEeHMS UHTepHeT-
nnaropm, nHgopmaumnoHHblx 1 digital-texHonoruin. Ocobble npeobpazoBaHns 3aIUKCUPOBAHbI NPK
NCMONb30BaHNK «KaHana Bragenbua» (owned media), 4T0 06bACHAETCA COBPEMEHHBIMU BO3MOXHOCTAMM
UMdpOBbIX PbIHKOB. Tak, Npu B3aMMOZeNnCTBMIN 3KOHOMUYECKINX areHTOB W NoTpebuTeseil cnonbayTes
caiiTbl, MOGUNbHbIE BEPCUN CANTOB, a B MNOCNEAHEe BPEMS «KaHanom BrafefibLa» ctanu Mo6usibHble
NPUNOXeHNs. 3a CYET 3TOr0 PacLUMPATCA BOSMOXHOCTM NOKUCKA, 3aKa3a NpOAYKLMK, CKOPOCTb ee [JOCTaBKM
u T.N. B 3aKN04eHne OTMETUM, YTO KOHKYPEHTHbIE MPENMMYLLECTBA Ha PbIHKE MOTPEOMTENIbCKUX YCIyT,
hopmupyroLLMecs 3a CHeT UCMOSb30BaHUSA PA3NIMYHbIX BO3MOXHOCTEN, NPesocTaBnAeMblX LMGPOBLIMMI
PbIHKAMW, OTPXeHbI B TabnuLe 1, nepeyeHb 1x J0BONbHO 06LUNPEH.
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Abstract. The intensity of changes in the consumer services market is characterized by an increase in the
number of mutually beneficial cooperation between economic agents based on the growth of transactions using
mobile devices and information products. At the same time, an increase in the satisfaction of the interests of
consumers and service providers is achieved by increasing the choice and intensity of electronic sales. The article
presents the author’s vision of the role of the mobile application market in the field of consumer services, assesses
its advantages and disadvantages. When the concept of logistics in the field of consumer services is changing, the
choice of a mobile application is important for entrepreneurs, as well as building communications with consumers
depending on a specific platform, applications, devices and other aspects of the digital environment. Based on
a comparative and content analysis, for the first time, new forms of service logistics are highlighted, as well as the
possibility of promoting services from a producer to a consumer using various types of mobile applications, which
can help ensure competitive advantages in the context of business digitalization in the field of consumer services.
Using the observation method, the subject of which was the PESO communication model, changes were identified
in its four communication channels through the use of Internet platforms, information and digital technologies.
Special transformations are recorded when using the “owner’s channel” (owned media), which is explained by the
modern possibilities of digital markets. Thus, in the interaction of economic agents and consumers, sites, mobile
versions of sites are used, and recently mobile applications have become the “owner’s channel”. Due to this, the
possibilities of searching, ordering products, the speed of their delivery, etc. are expanding. In conclusion, we
note that the competitive advantages that are formed through the use of various opportunities provided by digital
markets are reflected in table 1, their list is quite extensive.
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BeBepeHue

OHKYPEHUMsA Ha pbiHKe NoTpebuTenb-
KCKMM yCcnyr B yCNnoBusix LUMdposBm3a-
UMM — HOBOE 3KOHOMMWYECKOE SIBNEHNE,
CBOEBPEMEHHOE €ero 13yyeHue npeacTasns-
eTCS Cepbe3HbIM Hay4YHO-MCCNENOBATENBCKIM
BbI30BOM. OnpeaeneHve 3afay NccnenoBaHus

OaHHOW KOHKYPEHTHOWM Cpefbl MO3BOAET pas-

OBVIHYTb rPaHuLbl 3HaHW 1 Hay4YHO-NMPaKTLYe-
CKkune obnacTv ansa nayyveHuns.

CTouT OTMETUTb, YTO «LMPPOBU3aLINS BCE
rny6>xe NPOHMKAET B pasnmyHble NPOn3BOa-
CTBEHHbIE NpoLecchl» [12], cTaHOBMTCA Ya-
CTblO COBPEMEHHOro obLllecTBa, NP 3TOM
«He CyLLecTByeT 0JHO3HA4YHOr0 TONKOBaHWS,
4YTO CMedyeT OTHOCUTL K nmokasaTtensm umd-
POBOV KOPMOPATUBHOM KynbTypbl» Ha YPOBHE
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