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USE OF MODX CMS IN E-COMMERCE

Nowadays, more and more people prefer to conduct
business through the Internet. And not only professional,
but also for personal goals without spending time on the
road and negotiations to find information in which you
are interested.

Earlier products sold in traditional retail stores and
now you can sell it via Internet. All processes for the ex-
change of goods and services in a network can be called
as e-commerce [1].

The analysis has shown that the main positive as-
pects of e-commerce are [2]:

acquisition of huge opportunities output infor-
mation about the services directly to the global market
with minimal investment;

maximizing main sales channels;

union of suppliers and customers into a single sys-
tem;

the maximum cost reduction in the complication
“supply and demand”;

probability of a higher level of customer service;

creation of new labor and capital markets;

opportunity to revise the nature of its business at
any time.

Commercial activities on the Internet involves work
in the field of advertising, distribution of goods and ser-
vices in network. Many people are used to purchase
goods through the network. E-commerce and online store
are inseparable. Buyer meets with the technical specifi-
cations, cost, product appearance. If you are satisfied,
then you can immediately make an order and after a while
it will be delivered to your address and the buyer can
choose one of several ways to pay. There are various pay-
ment systems for that.

Payment system — it’s rules which bound together
procedures and technical infrastructure that allow to
make a money transfer for the goods or services from
buyer to seller.

Payment systems in e-commerce are also electronic.
That provide the buying process of product or service on
the Internet with a credit card.

You can implement electronic payments via ATM,
payment kiosks, POS-terminals by cash or through bank
cards. Development of modern standards and technology
development of security systems and electronic payment
leads to the fact that card fraud is virtually impossible.

After getting acquainted with advantages and disad-
vantages of different payment systems, you may choose
exactly the one that would be most appropriate to use [1].

For today, the popular Internet payment
systems are [4]:

WebMoney;

Yandex.Money;

PayPal;

E-Gold,;

Moneybookers and others. There are also some new
systems that have yet to find its niche.

Electronic commerce draws on technologies such as
mobile commerce, electronic funds transfer, supply chain
management, Internet marketing, online transaction pro-
cessing, electronic data interchange (EDI), inventory
management systems, and automated data collection sys-
tems. Modern electronic commerce typically uses the
World Wide Web at least at one point in the transaction's
life-cycle, although it may encompass a wider range of
technologies such as e-mail, mobile devices, social me-
dia, and telephones as well.

Electronic commerce is generally considered to be
the sales aspect of e-business. It also consists of the ex-
change of data to facilitate the financing and payment as-
pects of business transactions. This is an effective and ef-
ficient way of communicating within an organization and
one of the most effective and useful ways of conducting
business [5].

Thus, today there are many CMS-systems that al-
low you to implement an online store. One of the most
common CMS-systems is “MODX” [3].

MODX software is written in PHP language and is
used for storage of MySql or MS SQL, and designed to
provide organizations sharing the process of creating, ed-
iting and content management sites, which is distributed
for free under the GPL license and most suited for creat-
ing Web resources such as online shop.
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CREATING OF EXTENSIONS FOR ADOBE CAPTIVATE CS6 DEVELOPMENT
ENVIRONMENT TO IMPROVE THE EFFICIENCY OF DEVELOPMENT OF THE
ELECTRONIC LEARNING MATERIALS

With Adobe Captivate development environment,
you can create a variety of multimedia interactive learn-
ing materials, training full electronic publications, which
may include text and graphics, audio and video materials,
animated models. The big advantage of this program is
the possibility of using visual and logic programming,
create a script to organize interactive communication us-
ing the built-in interactive elements such as buttons, the
active area of the screen to check the specific fields of
characters entered from the keyboard.

One of the most popular versions of this program is
a version of CS6, which is also currently used in KNEU
today. However, in this version there is no possibility to
organize interactive relationships with technology Drag -
and - drop, as using grab and move objects with the
mouse. The presence of such a regime could greatly ex-
pand the number of possible types of jobs that can be im-
plemented in Adobe Flash CS 6 and increase the effec-
tiveness of the developed training materials. These types
of jobs can be attributed, for example, when studying a
foreign language, the task of grammar, proposal writing,
translating words with dragging letters, words, parts of
the sentence to the necessary places. For example, the ex-
ercise by the procedures of the existing components,
drawing pictures in the form of puzzles, visual design ob-
jects of the blocks and other objects of visual synthesis
by moving objects with simultaneous validation run.

The development of such modules is also relevant
to the academic licenses of Adobe Captivate using,
which usually is not possible to upgrade.

Creating such extensions possible as separate soft-
ware modules (widgets). You can use the program in

Adobe Flash simultaneous visual programming mode on
the timeline and programming in Action Script 3.0.

The development of such software modules availa-
ble or using a template program in Adobe Flash for
Adobe Captivate or with a special supplement Widget
Factory to the Adobe Flash. This should certainly be re-
solved as follows: 1) the establishment of the panel edit
the properties of the module , which should open in the
properties of the widget when imported into Adobe Cap-
tivate, 2) implementation to submit the results of the of
tasks in a program module to the common metadata of
your application in Adobe Captivate, 3) management of
sensitive to the location of objects active regions of slide,
4) check on the correctness or falsity of comparisons of
objects and their locations.
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USAGE OF XHTML TECHNOLOGY IN MODERN WEBSITES DEVELOPING

XHTML — is an XML-based extensible hypertext
markup language, the most similar to current HTML
standards. XHTML differs with more rigorly code-writ-
ing, then HTML. It was possible to write almostly any
structures in HTML for the browser to recognize them
correctly, but now, with the discovering of XHTML, it
became impossible. The latter requires strict compliance
with all rules imposed by W3C. Strict requirements of
XHTML- code registration gives a possibility avoid
many errors on writing and debugging stage [1].

For devotees of HTML | would like to notice that
XHTML is a new language, which replaced the old one,
HTML. The new version of HTML is not going to be is-
sued any more. As a result, all browsers are going to use
XHTML (surely, maintaining compatibility with the old
HTML, but no more than that) . | want to quote the Rus-
sian translation of the XHTML from W3C: The XHTML
family is created with the overall compatibility of user
agents. It's going to be able to convert the content in the
better way with the new mechanism profiling user agents
and document servers, proxies, and user agents. Eventu-
ally it will become possible to establish an appropriate
XHTML content suitable for any XHTML user agent [2].

XHTML is compatible with HTML, with the
maintenance of certain rules, the description of which can
be found in the standard. This means that even the oldest
browsers that understand HTML, will run with
XHTML [3].

There are certain validation programmes for check-
ing the validity of XHTML code-writing. Moreover,
those user agents, which are comliant with XHTML are
going to report on syntax errors, if they occur.

Thus, XHTML retained all the features of HTML,
but introduced more stringent rules to create pages. It
does not display the document, if one does not meet the
specifications of XHTML [4].

Amount and purpose of the tags in the HTML lan-
guage specification is limited, so it's spreading, which

lets you create and apply your own tags. At the same
time, the XML are more strict, and even inconsistencies
in a few specifications will lead to an error message.
Browser displays HTML page in any case, while identi-
fying errors it's trying to "guess" the intentions of the cre-
ator [5].

XHTML was developed to decrease the difference
between HTML and XML - it is an intermediate stage.

Consequently, all web pages will come close to the
perfect displaying which would reduce the problems of
difference in displaying the same page in different brows-
ers and on different devices. In other words, If you go to
the site from a computer , smartphone, PDA using brows-
ers like Internet Explorer, Opera, Safari you will see the
same page [6].

For several reasons, XHTML is just one of HTML
variants with a stricter syntax, but it's not a new version
or an obligotary alternative. And not many developers are
in a hurry to change over it.
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ANALYSIS AND ANALYSIS TOOLS IN ELECTRONIC COMMERCE

The task of an online store, like any other business,
is to make a profit. This is the purpose of creating a user-
friendly interface, attractive design, literate written texts.
Having created an online store, you need to assess its per-
formance. This analysis helps to understand which prod-
ucts are selling better and which are selling worse, and
why. It also enables to define which resource options re-
quire further development or should be removed [1].

Online store analysis indicators are closely linked to
the performance of the offline store. Irrespective of the
scale and age of business, it is recommended to regularly
assess the following points:

1. Conversion — the percentage of purchaser com-
pared with the total amount of website visitors. This item
helps to extend to which proposals on the site may stim-
ulate purchases. Special services allow us to see the path
of the user has on the site.

2. Average bill — the total value of orders (in mone-
tary terms) for a certain period to the number of buyers
(receipts) for the same period of time. When the dynam-
ics of this indicator is positive you have nothing to worry
about.

3. Sales volume is measured in monetary terms and
in terms of goods. Monetary terms might not reveal you
declining sales, for example, due to changes in prices. In-
formation on the number of products helps estimate how
many units have actually been sold and whether this fig-
ure corresponds to your plan.

4. Returns. Returns in certain cases may contribute to
loyalty, as misunderstandings happen in life, and you are
able to hear and help the consumer. However, if the returns
are constant, this fact worth immediate attention [2].

One of the main tools for analysis of online stores
is services. Services such as Jirafe, RIMetrics and Ome-
tria and can provide not only extensive functional analy-
sis, but present it in a convenient form, for example, in
the form of graphs and charts.

Jirafe is the service which collects detailed analyti-
cal date for e-commerce, namely fixes the purchase his-
tory, calculates the conversion of sales, tracks which
goods are in greater demand. In general, it performs the
functions of a business manager.

The main distinguishing property of Jirafe is that all
calculations remain behind the scenes, and you get ready
infographics, illustrating the current state of the business.
Jirafe shows the number of users in your online store,
amount of purchases, sales conversion, statistics on the
available methods, the most popular products.

RJMetrics is the service which analyzes effective-
ness of e-commerce (for example, to calculate the ROI or
achieve key performance indicators). A distinctive fea-
ture of the service is that it can be connected to a variety
of computing database for the purpose of computing. Un-
like Jirafe, RIJMetrics is configured individually for each
business and does not have a single interface, and a num-
ber of different components.

Ometria shows the same metrics as the services
listed above (traffic sources, conversion of sales, the most
popular products), but its gimmick to create a profile for
each individual customer. If you have a CRM-system,
client profile can be filled to the maximum and encourage
every action and every new purchase someone makes [3].

Thus, the use of services as a tool for the online
store performance analysis helps to have the vision of
what you do and what you can do better, fix bugs and
improve the effectiveness of your online store.
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USING EMAIL MARKETING IN ONLINE STORE OF ECO-PRODUCTS

E-mail marketing is promotion of goods or services
via email. Do not confuse it with spam. Spam sends mes-
sages without your consent, but in the E-mail marketing
you subscribe yourself and also can unsubscribe. In inter-
net marketing, it takes a major role.

Today, it is an inexpensive and easy way to convey
information to certain commercial users. E-mail-market-
ing is to write electronic advertising messages (newslet-
ters, ads, offers) to the target audience. Of course, it
should not be confused with spam (obsessive letters from
which mostly impossible to unsubscribe). E-mail-mar-
keting has a well defined audience, which is directed.

At the same time, e-mail-marketing is more prom-
ising line of business than traditional banner advertising,
which has recently become a less effective tool. It stems
from the increase in the number of banners in recent
times, because of which many people have to use tools
which do not download and do not show banners. When
we talk about e-mail-marketing, it is important to clearly
set the line between it and spam, which is definitely one
of the greatest troubles of the modern Internet. Spam is
obsessive, unwanted e-mail correspondence, advertising
the certain sites, products or services. The user is unable
to unsubscribe from it, and to identify spam is becoming
increasingly difficult because spammers easily counter-
feited sender names.

Email marketing is also one of the popular ways of
website promotion, and on the effectiveness of attracting
visitors even better than banner advertising. According
epochta.ru: on average, a profit of e-mail marketing is
about $ 40 for every $ 1 spent, which exceeds banner ads
($ 2) and key advertising message ($ 17). To achieve such
high levels of need a lot of work analyzing the impact of
a particular mailing is needed [3].

To find out the effectiveness of a particular broad-
cast, you count the number of responses and transitions
on it. In order do it, you have to add a link to "/?" and the
mark each newsletter. It is through counting references
provided with a note, you can find out the actual number
of visitors.

Internet marketing primarily gives the consumer an
opportunity to receive information about products. Any
potential user can use the internet to get information
about the product, as well as buy it. Although, if there is
information about a product, or you can not find it, it's
likely you will get another product from a competitor.

Application of Internet marketing techniques is
aimed at cost savings (on salary sales staff and advertis-
ing), as well as the expansion of the companies (the tran-
sition from the local market on a national and interna-
tional market). At the same time both large and small
companies have a balanced chance to fight for market
share. Unlike traditional advertising media (print, radio
and television), to enter the market via the internet is not
too expensive. The important point is that unlike tradi-
tional marketing methods of promotion, online marketing
gives a clear statistical picture of the effectiveness of
marketing campaigns.

Compared with other types of media marketing
(print, radio and TV), internet marketing is growing very
fast. It is gaining popularity not only in business, but by
ordinary users who want to promote their effective web-
site or blog and make money on it. However, in devel-
oped countries, the cost of online marketing and adver-
tising accounts for about 5% of total advertising expendi-
ture.

In conclusion, it can be noted that using email mar-
keting in advertising eco products is more effective than
using other similar ways of advertising. Now in the Inter-
net a lot of spam and other unwanted material, so really
the necessary information can be easily lost. Using email
marketing can help to bring helpful things straight to
people.
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METHODS AND APPROACHES FOR IMPLEMENTATION OF INFORMATION
SYTEMS OF INTELLIGENT SEARCHING FOR MUSICAL COMPOSITIONS

Today, music is an essential part of human life, in
the world there is a huge amount of musicians and songs
that represent a variety of genres and styles of music. But
everyone has their individual preferences in music, favor-
ite artists, styles and compositions upon which everyone
is looking for a new music that would satisfy these pref-
erences. The problem consists in helping in finding new
music which can satisfy user's preferences.

To understand what an intelligent searching musical
composition is, we should review existing methods and ap-
proaches to its implementation and implementing.

One of these methods is the creation of so-called
"musical universe" — some multidimensional space, the
principles of which are based on statistical analysis and
analysis of rating of compositions. Each user of such
space has his\her own "radio station™ on which he/she can
choose the music according to his/her preferences, and
the system can provide recommendations on the selection
of music similar to the one that the user listens to, focus-
ing on stored data about other users.

The idea of the approach lies in the fact that each
user adds to his "radio station" songs that he likes, this
list of songs is compared with "radio stations" of other
users, which listen fully or partially the same music. The
compositions which the user who needs a recommenda-
tion doesn't listen but the selected users do are analyzed.
These songs are ranked according to their rating assess-
ments, that can help in recommendations. Ratings for
songs and performers can be formed based on the number
of users who have added them to their "station", that is
why as many people chose the song to their "station", as
big the rating of "radio station", which means it is more
desirable to the recommendations.

The main disadvantage of this approach is the focus
on the "human factor", because this recommendations is-
sued by analyzing user's opinions about the artists and
works, and not by analysis of the musical composition.
Person's opinion may be inaccurate or be a mistake that
leads to some statistical error [1].

The advantage of this method is to continuously up-
date and the correction of data by users and relatively
easy implementation of database driven languages and
SQL. The simplest model of "radio stations" can be cre-
ated by using relational database tables.

Another method of intelligent searching is the predic-
tive analysis of musical works made by some attributes,
for example, such as tempo (fast/ slow ), rhythm (rhythmic
/ melodic ), dynamics (quiet / dynamic ), attack (sharp /
soft ) and others. The automatic analysis of music collec-
tion system puts every song onto a certain point in "mood
space" in accordance with the values of attributes. Thus,
each relatively small area of the work space is grouped
with similar attribute values [1]. It is believed that this ap-
proach is a clustering problem, and for its solution algo-
rithms of cluster analysis can be used, since the point of
the "mood space" is actually a cluster that meet certain mu-
sical styles and directions [2].

The advantage of this method is the greater accu-
racy that depends entirely on automatic analysis of the
composition and is independent of the "human factor"
and it do not have in itself erroneous data.

The biggest drawback is the complexity of the im-
plementation which needs introducing of labor-intensive
algorithms and additional tools that could analyze the
soundtrack of a musical composition and highlight the
desired characteristics that are much more difficult than
the analysis of ratings.

Analysis of soundtrack allows sufficient accurately
determine the characteristics of musical compositions
and find similar in characteristics other songs, but the
number of these songs may be too big, and they will not
be ranked, that is why we can not clearly indicate which
of selected songs is better for recommendations. The so-
lution of this problem could be a method of users' ratings,
that is why the database of users' preferences, can help us
to sort songs by popularity and increase the chances on
good recommendations. For the most accurate results of
intelligent searching musical compositions, it would be
useful combination of these two approaches.

References

1. Knacmepnuii ananiz [Enexmponnuu pecypc] Peoicum
docmyny 0o pecypcy: http://goo.gl/2T58pK

2. ITamb cepsucos 015 noucka HOB0U My3bIKU [Dnekmpon-
nottl pecypc]. Pesicum oocmyna k pecypey:http://goo.gl/vVQfz

Scientific supervisor: PhD, A. Tarasov



UDC 004.23

A. Beletskiy

av_beletskiy _mba@mail.ua

Simon Kuznets Kharkov National University of Economics, Kharkov

FRANCHISING IN IT-BUSINESS

Consumption of information, production of infor-
mation products and services has led to the emergence of
anew area of business - information business. Perspectives
of the information business increase simultaneously with
the development of information technology.

The peculiarity of the information business today is
that along with the expansion of information products
and services there are being removed intermediaries in
the relationships of suppliers and consumers of infor-
mation. On the other hand, recently there has shown itself
a tendency to reduce the number of employees in all areas
of the services.

Today, the sphere of information business is so de-
veloped, reliable and profitable that more and more busi-
nessmen make a decision to create their own information
business, and use franchising to avoid possible risks. To-
day, franchising in Ukraine’s economy is a relatively new
phenomenon, while in developed countries it has been
practiced for centuries as a means to meet the needs of
the society in different services. World statistics shows
that half of all the companies in the world use franchis-
ing, the other half - serves them.

Attractiveness of franchising is presented by irrefu-
table advantages for the both parties of franchising rela-
tionships. For small businesses and individual entrepre-
neurs, it provides stable profitable business, for well-
known firms and companies - an opportunity to expand
and establish their position on the market.

The performed research examined the features of
franchising as a method of business organization and de-
velopment. All the positive aspects of franchising can be
put into several major groups:

- risk minimization (signing up a franchise(a docu-
ment granting the rights to use the brand and the business
system of the franchisor (legal owners of the franchise),
the franchisee (manufacturer, large and small businesses
and other institutions) hedges possible risks that may
arise in the process of organizing and managing the busi-
ness);

- ongoing support of the franchisor (the franchisor
is primarily interested in the profitability of the partici-
pant of his system, the degree of support determines the
amount of future income and the opportunity to promote
the brand in the franchisee’s market;

- buying a franchise, the franchisee buys the name,
image and reputation of the franchisor. Franchisor does
not start a new business - he opens a new venture in the
existing network (the franchisor is doomed to maximize
profits, predefined by franchisor);

- ability to select activities (Franchise is business
model that allows to start interesting but unfamiliar busi-
ness for franchisee).

Franchising is a proven method of doing business,
which has been successfully applied in many branches of
thousands of business throughout the world. However,
there is a considerable number of cases when the franchi-
see has not been able to obtain the expected return, work-
ing with a particular franchisor or vice versa. In the work,
there was studied the main causes of “inefficient” fran-
chising:

- incomplete, immature frashise (unjustified fran-
chise cost, too stringent requirements for doing business,
etc.);

- inability to control the growth of the system by the
franchisor (to avoid such global risk is virtually impossi-
ble if the franchisor has not prepared a solid foundation
for his franchising);

- inflexibility of the franchisor (franchisors who do
not listen to their franchisees believe they know better,
than franchisors risk to lose not only their confidence, but
subsequently the competitiveness and profitability of
their business);

- strict restrictions (the system limits the scope of
business development, as well as a choice of expandable
materials and products from the point of a specified busi-
ness plan);

Information business in modern conditions has
great prospects. Increasing accessibility of the Internet
provides an opportunity to promote information products
at lower costs. In addition, there are many simple, clear
and accessible programs and recommendations for creat-
ing products. Franchising plays an important role in the
creation and development of any business, and in partic-
ular, information business. Experts estimate that up to 85
% newly started small businesses close within the first 5
years of operation. Of those who work by the franchise,
the percentage of rejection - only 14%.

Every year the franchising scheme is enjoyed by a
growing number of small and medium-sized businesses,
which proves on its profitability and efficiency.
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THE ROLE OF AUTOMATED MEDICAL SYSTEMS AND TECHNOLOGIES
PROVIDED BY HOSPITALS

Over recent years computer technology has pene-
trated virtually all spheres of human activity, including
medicine. Seemingly abundance of functionality com-
puter technology gives unlimited directions for their use.
PC functionality and the ability to optimize the operation
of the physician makes it an indispensable tool in the
treatment and that no one is beyond doubt. Nevertheless,
in order to emphasize the relevance of the topic, it should
be noted at least the basic uses of the PC doctor [4]:

1. Stored in the database all the information about
the visit of the patient for further follow-up; 2. Using
ready-made templates save time doctor;3. Create global
information networks, from local (within the clinic) to
large-scale global systems [4].

In view of the great importance of health in people’s
lives and its relatively high systemic organization at the
state level expands the scope of the use of information
technologies in health care systems. The development of
modern information technologies in the field of medicine
seeks to provide an operating environment that allows
you to free medical staff from routine tasks , reduce the
time of collection, processing and decision making ,
which ultimately improves