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Innovative transformations of the modern economy are shaping an
environment in which the efficiency of enterprise performance increasingly
depends on the ability to implement management and marketing models that
ensure flexibility, adaptability, and a focus on consumer needs. Accordingly, the
aim of the article is to study the essence and features of innovative models in
enterprise management and marketing, as well as to identify directions for their
effective implementation in modern economic conditions. Therefore, this article
aims to study the essence and specific features of the formation of innovative
management and marketing models in enterprises, as well as to identify directions
for their effective implementation. As a result of the conducted research, it has
been proven that innovative marketing and management models are systemic in
nature and form a coherent logic of enterprise governance. Theoretical
generalizations developed in this work have enabled conceptual and analytical
elaboration of the terminological apparatus and the systematization of relevant
models. It has been demonstrated that marketing models define approaches to
consumer interaction, value creation, and the use of digital communication
channels, whereas management models ensure the effective organization of
internal processes, resource allocation, and managerial decision-making. Their
integration has made it possible to identify the fundamental principles for
achieving synergy and increasing the performance of modern enterprises. The
synthesis of theoretical provisions has enabled the identification of common
characteristics of the examined models, the key ones being digitalization, data
orientation, personalization, customer-centricity, managerial flexibility, and
continuous improvement of business processes. It has been established that their
effective implementation is possible under conditions of enterprise digital
transformation, the development of an innovative organizational culture, the
adoption of modern IT solutions (CRM, ERP, analytical systems), and the use of
artificial intelligence in decision-making processes. The practical value of the
study lies in identifying the key characteristics of modern models, enabling

enterprises to more systematically select managerial and marketing tools in



accordance with the conditions of digital transformation, high competition, and
changing consumer behavior. The applied significance of the research is reflected
in the possibility of using the formulated provisions as a basis for implementing
integrated managerial and marketing solutions that enhance enterprise efficiency,

adaptability, and competitiveness.

Innosayitini mpancgopmayii cywacnoi exonomixu ghopmyroms cepedoguiye y
aAKoMy eghexmugHicmb OisIbHOCMI NiOnpuemMcmea O0edani Oinvbule 3anexcums 6io
30AMHOCMI  BNPOBAVIUCYBAMU  MOOEIL  MEHEONCMEHMY mMa MAPKemuHey, wo
3a6e3neuyoms SHyUKicms, a0anmueHicms i OpieHmayio Ha NOMpPeou CnoN*CU8aUd.
Biomax, memorwo cmammi € 00CniOxdceHHs CYMHOCMI ma 0codIusocmell
Gopmysanns [HHOBAYIUHUX ~ MOOeNell  MEHeONCMEeHmy ma  MAapKemuHay
RIONPUEMCME, A MAKONC BUSHAYEHHS HANPAMIG X eqheKmusHo2o enpoeaddicens. B
pe3ynibmami  Npo8e0eH020 OO0CNIONCeHHS 008€0€HO, W0 [HHOBAYIUHI MOOei
MApKemunzy ma MeHeONCMEHMY Malmes CUCMEeMHUll Xxapakmep 1 gopwyromy
YiiCHY N102IKY YNpasiinHsa nionpuemcmeom. Dakxmuyno peanizoeani meopemuyHi
V3a2anbHeHHs 3a0e3neyunyu meopemuKo-analimuine Onpayo8ants NOHAMIUHO20
anapamy ma cucmemamuzayilo  8iON0BIOHUX Moodenel. JlosedeHo, w0
MAPKemMuH208i Mooeli BUHAYaomb Nioxo0u 00 63AEMOO0Il 3i CHONCUBAYAMU,
GdopmyearHs YyiHHOCMI Ma BUKOPUCTNAHHS YUPPOBUX KAHANIE KOMYHIKAYLL, MOOi K
MoOeni  MeHeodCMeHmy 3abe3neuyioms  eeKmueHy Oopeanizayito  GHYMPIUHIX
npoyecis, po3noodil pecypcié I NPUUHAMMS  YNPAGIIHCOKUX —PIUleHb. [xns
iHmezpayiss 003601UNA BU3HAYUMU 0A306] 3aAcadu OOCACHEHHS CUHEPRIYHO20
eghekmy  ma  NiOBUWEHHA  Pe3YIbMAMUBHOCMI  OUSIbHOCMI  CYYACHO20
nionpuemcmea. YszazanvHenHs meopemuuHux NON0HCeHb 00360UNO BUSHAYUMU
CRIIbHI  XAPAKMEPUCMUKY PO32IAHYMUX Moodelell, ceped SAKUX KIOUOBUMU €
yugposizayis, opienmayis Ha OaHi, NEPCOHANI3AYIA, KIIEHMOOPIEHMOBAHICD,
CHYYKICMb  VNPAGIIHHA, be3nepepsHe  80OCKOHANEHHS  OIi3HeC-Npoyecis.
Bcmanosneno, wo ix egpekmusne 8npoeao’ceHHs MOXCIUBe 3 YMOBU YUPDPOBOT

mpancgopmayii nionpuemMcmaea, po3eumKy IHHO8AYIUHOT OpeaHi3ayiliHOT KyIbmypu,



3acmocysannsn cyyacux IT-piwenvs (CRM, ERP, aunanimuunux cucmem) ma
BUKOPUCMAHHA — WIMYYHO20  [HMeENeKmy 8 Npoyecax HNpUUHAmms  piuleHs.
Ilpakxmuyna  yinHicmb  OO0CNIOMCEHH  NONA2AE Y  BUBHAYEHHI  KAIOYOBUX
Xapakmepucmuk Cy4acHux mooenel, wo 0036011mb NIONPUEMCMEaM Oilblu
00IpYHMOBaHo  nioxooumu 00 GUOOPY  YHPABNIHCHLKUX |  MAPKEMUH2OBUX
iHcmpymenmis (mobmo epaxysamu ymosu yu@posoi mpauncgopmayii, KOHKypeHyii
ma 3MIiHU Cnodcus4oi nogedinku). Ilpuxkiaoue 3nauenHs OOCNIONCEHHS NONAAE Y
MONCIUBOCMI  BUKOPUCNAHHS  COOPMYILOBAHUX  NONOJNMCEHb AK OCHOBU Ol
BNPOBAONCEHHSI KOMNJIEKCHUX YNPAGIIHCbKUX | MApKemuH208Ux piuleHb, o
cnpusiioms  NIOBUWEHHIO  eheKmusHocmi  OisLIbHOCMI  NIONPUEMCME,  iX

ao0anmueHOCmi ma KOHKYPEHMOCHPOMONCHOCHIL.

Keywords: managerial and marketing decisions, model; data orientation,
personalization;  customer-centricity,  digitalization,  business  efficiency;
innovation, managerial authority.

Knwuoei cnoea: ynpasninceki ma MapkemuHeosi pileHHs, MOOeib,
opieHmayisi Ha OAaHi; NepCcoHanizayis, KIEHMOOPIEHMOBAHICMb, YUPDPosiz3ayis,

ehekmueHicms OisLIbHOCMI,; IHHOBAYIL; YNPABIIHCHKI NOBHOBANCEHHSL.

Problem statement. Innovative transformations of the modern economy are
shaping an environment in which the effectiveness of enterprise performance
increasingly depends on the ability to implement management and marketing
models that ensure flexibility, adaptability, and a focus on consumer needs. As an
illustration, if a modern enterprise actively employs, in particular, a CRM-oriented
model of customer relationship management—integrating big data analytics,
offering personalization, and automating logistics processes—it is able to respond
quickly to changes in demand, transform supply chains, and provide a high level of
customer service.

Actually, contemporary enterprises operate in conditions of high uncertainty;

therefore, classical management and marketing approaches no longer guarantee



sustainable development, unlike innovative ones (which are based on the
integration of digital technologies, the development of human capital, flexible
organizational structures, and network-based interaction). Notably, within
innovative models, marketing is transforming from a product promotion tool into a
strategic function that creates customer value through the use of data analytics,
personalization, and digital communication channels.

Thus, the relevance of this study is driven by the growing role of innovation
as a key factor in enterprise competitiveness, as well as the need to systematize
modern management and marketing approaches, methods, and tools aimed at the
effective implementation of innovations.

Actual scientific researches and issues analysis. Modern enterprise
management and marketing problems have been analyzed in the works of Raiko
D.V,, Lebedieva L.E. [5], Yaromich S.A., Velychko T.H. [9], Brychko A.M. [1],
Voloshchuk Yu.O., and Voloshchuk V.R. [2]. Specifically, these scholars have
outlined the main trends in the development of management and marketing
approaches, identified key problems of enterprise functioning under contemporary
conditions, and proposed directions for their resolution.

Meanwhile, a comprehensive study of innovative models of enterprise
management and marketing is lacking in the scientific literature, which raises
several practical and theoretical issues. Without a holistic approach, research
remains fragmented: marketing, management, and digital tools are considered
separately, with no integrated vision of their interaction. In addition, enterprises
face difficulties in implementing innovative management and marketing solutions
due to the lack of clear, comprehensive recommendations or validated models.

Research aim. This article aims to examine the essence and specific
characteristics of innovative management and marketing models in enterprises, as
well as to identify directions for their effective implementation. To fulfil this aim,
the study sets the following objectives:

e general identification of the main models of innovative management and

marketing;



e analysis of the key characteristics of innovative management and marketing
models;

¢ substantiation of practical recommendations for the application of innovative
management and marketing models.

Main findings of the research. Within the framework of the study, the
authors emphasize that, in a broader sense, innovative management and marketing
models encompass new principles of organizing management and demand
formation (such as flexibility, decentralization, a project-based approach, the use of
digital technologies, and the development of human capital) [6-7].

Flexibility implies an enterprise’s ability to quickly adapt to market changes;
decentralization refers to the delegation of part of managerial authority and
responsibilities for product promotion and sales to lower management levels; the
project-based approach involves organizing activities in the form of separate
projects with clear goals, timelines, and resources; the use of digital technologies
entails the implementation of modern information and communication systems and
technologies; and the development of human capital means investing in
employees’ knowledge, skills, and competencies.

More precisely, innovative management and marketing models of enterprises
represent a set of modern managerial and marketing approaches, methods, and
tools based on the implementation of new or significantly improved ideas,
technologies, working methods, and approaches to the production of goods or
services, aimed at increasing the efficiency of a modern enterprise, its adaptability
to change, and strengthening its competitive position [2; 5; 8]. Such models ensure
the innovative development of an enterprise by promoting the systematic renewal
of its activities, which is especially relevant in the conditions of a “red ocean,”
characterized by high competition, market saturation, and limited opportunities for
differentiation.

Essentially, innovative marketing models involve the application of modern

concepts of consumer interaction, a focus on value creation, personalization of



offerings, the use of data analytics, and digital communication channels. These

include [5; 9]:

Digital marketing — aimed at promoting goods and services through digital
channels (including the internet, social media, search engines, email, and
mobile applications);

Content marketing — aimed at creating and distributing valuable, relevant
content across digital and traditional communication channels (websites,
blogs, social media, email newsletters, and media platforms) to attract and
retain audiences and build trust;

Influencer marketing — aimed at promoting products through opinion leaders
(bloggers, public figures) who influence their audience;

Omnichannel marketing — aimed at ensuring a unified and continuous
customer experience across all channels (online and offline [8]);
Relationship marketing — aimed at building long-term relationships with
customers, increasing loyalty, and improving retention;

Personalized marketing — aimed at adapting offers, content, and
communications to the individual needs and behavior of a specific
consumer;

Neuromarketing — aimed at studying brain responses and subconscious
factors of consumer behavior to more effectively influence decision-making;
Viral marketing — aimed at creating content that spreads rapidly through
word of mouth or social networks;

Social media marketing — aimed at promoting a brand and engaging with
audiences through social networks;

Artificial intelligence- and automation-based marketing — aimed at using Al
algorithms and automated systems to analyze data, predict customer
behavior, and optimize marketing campaigns.

We have identified the outlined approaches, methods, and marketing tools as

distinct models because they each have their own logic for structuring marketing, a

specific focus (i.e., they clearly define what the company concentrates on—



content, data, relationships, channels, etc.), or they establish a framework for

interaction with the customer.Meanwhile, a closer analysis of each of these

innovative models (see Table 1) indicates that they shape the way marketing

activities are conducted, defining certain principles, tools, and mechanisms for

interaction with the target audience.

Table 1. Characteristics of innovative marketing models of an enterprise

Marketi o
frfoflelln & Essence of the model Core features Examples of application
. P i f . . le A isi
Digital romotion o goods Use of the internet, analytics, Goog e Ads .advertlsmg,
. and services through . . email campaigns, banner
marketing . automation, targeting
digital channels ads
Attracting  customers
Content Focus on value, long-term|Company blogs, brand
. through useful and . . .
marketing relationships, storytelling YouTube channels
relevant content
Influencer Promotion through | Audience trust, native | Product promotion via
marketing opinion leaders advertising, social influence |Instagram bloggers
Integration  of  all
) . Seamless customer . oy
Omnichannel |communication . Online purchase with in-
. . . experience, channel .
marketing channels into a unified . store pickup
consistency
system
Relationship Bu11d1ng . long—tem Loyalty, personalized Loyalty programs, bonus
. relationships with |approach, focus on CRM
marketing cards
customers systems
. havi lysi .
Personalized Use of data to create Consumer be avIor anatysis: | personalized product
. N . market segmentation, Big .
marketing individualized offers . recommendations
Data analysis
Study ~ of — consumer Use of psychology, emotional | Ad testing through eye-
Neuromarketing |reactions to marketing DSy £ & gh ey

stimuli

impact, brain research

tracking

Viral marketing

Rapid  spread  of

content through users

Word-of-mouth effect,
emotional appeal, creativity

Viral videos, memes

Social ~ media|Promotion through | Interactivity, fast feedback,|Brand pages on
marketing social networks targeting Instagram, TikTok
Al-driven and|Use of artificial | Automation of basic | Recommendation
automated intelligence to optimize | marketing processes, | systems, support
marketing marketing forecasting, chatbots chatbots

Source: created by the author based on [5; 8-9]

These models determine how an enterprise analyzes consumers, selects

communication channels, formulates its value proposition, and builds interactions




with the target audience. These characteristics establish the overall logic of
marketing decisions and actions [5].

Innovative management models involve implementing modern approaches to
organizing management that ensure flexibility, adaptability, efficient use of
resources, and personnel development. These include [1-4]:

e Agile management — centered on ensuring flexible management through
rapid adaptation to change, iterative planning, and continuous feedback.

e Project management — concentrated on achieving specific goals through
effective planning, implementation, and control of projects within defined
resources and timelines.

e Process management — directed at optimizing and managing business
processes to improve organizational efficiency.

e [ean management — oriented toward minimizing waste and maximizing
customer value through the rational use of resources.

e Knowledge management — focused on the creation, accumulation, sharing,
and effective use of knowledge within the organization.

e Change management — devoted to planning, implementing, and controlling
changes in the organization to ensure its adaptation to the external
environment.

e Remote and hybrid management — focused on organizing effective work and
interaction of personnel in conditions of remote or partially remote
employment.

e Holacracy — targeted at decentralizing management through team self-
organization and the distribution of responsibilities without rigid hierarchy.

e Teal organizations — centered on building management based on trust,
employee self-realization, and the absence of traditional hierarchy..

¢ Digital management — aimed at using digital technologies, automation, and
data analytics to enhance management efficiency.

It is noteworthy that we have distinguished the outlined approaches, methods,

and management tools into separate models, since each of them forms a holistic



management system that determines how an organization plans its activities,

allocates responsibilities, responds to changes, and achieves its set goals (see Table

2).
Table 2. Characteristics of innovative enterprise management models
M t Applicati
anagemen Essence of the model Core features ppiication
model examples
. A flexibl t . IT i
Agile exible managethen Iterativity, teamwork, fast companies,
approach based on rapid oot startups, product
management . feedback, flexibility
adaptation to changes development
Proiect Managing activities through | Clear objectives, limited Construction,
J the implementation of resources and timeframes, consulting,
management . . .
separate projects structured approach engineering
P i i :
Process Management through rocess or%ent‘atlon, Manufacturing,
) NS standardization, .. :
approach (BPM) | business process optimization . . logistics, banking
continuous improvement
Lean Eliminating waste and Resour.ce? optimization, Manufacturing,
) ) . waste minimization, value ..
management | increasing process efficiency . . automotive industry
orientation
Knowledge Systematic creation, storage, | Knowledge sharing, staff Education,
management and use of knowledge training, innovation consulting, IT
izati 1 of s . i
Change Organization and control o Flexibility, adaptation, Corporatl.ons
change processes within a . . undergoing
management managing resistance ;
company transformation
Remote and Use of digital tools, IT, marketing,
hybrid Managing distributed teams | flexible schedules, remote international
management interaction companies
A self-organized management| Decentralization, team .
. el . Innovative
Holacracy system without a rigid autonomy, roles instead of )
. " companies, startups
hierarchy positions
A f hi h o :
Teal A management model based bsence of hierarchy, Creative industries,
N values, employee self- . .
organizations | on trust and self-management S social enterprises
realization
Digital . . .
Management based on digital | Automation, analytics, use | E-commerce, fintech,
management (e- . .
technologies and data of IT systems modern enterprises
management)

Source: created by the author based on [1-4; 7-8]

The outlined management models define the modern logic of organizing

managerial activities within an enterprise, establishing principles for planning,

allocation of responsibilities, personnel interaction, resource utilization, and

decision-making [4].




Thus, the innovative management and marketing models identified in this
study are considered a key instrument for ensuring the long-term development,
resilience, and competitiveness of enterprises in a dynamic market environment.
Their interrelation lies in the fact that management ensures the effective
organization of internal enterprise activities, while marketing ensures its market
and customer orientation. Together, they form an integrated management system
aimed at enhancing competitiveness under the following conditions:

1. High-quality digitalization of business processes has been achieved, and the
use of modern IT solutions (such as CRM, ERP systems, and data analytics)
1s ensured.

2. A customer-oriented approach is implemented through marketing
personalization and the development of relationship marketing.

3. Continuous optimization of business processes is ensured based on process-
oriented and lean approaches.

4. Data and artificial intelligence are used for managerial and marketing
decision-making.

5. Virtual work practices and new team organization models are developed.

6. An innovative corporate culture is implemented that supports change,
learning, and employee self-development.

Conclusions.

As a result of the conducted study, it has been demonstrated that innovative
marketing and management models are systemic in nature and form a coherent
logic of enterprise management. The theoretical generalizations carried out in fact
ensured the conceptual and analytical development of the relevant theoretical
framework and the systematization of the corresponding models.

The study confirms that marketing models define approaches to consumer
interaction, value creation, and the use of digital communication channels, whereas
management models ensure the effective organization of internal processes,

resource allocation, and managerial decision-making. Their integration has made it



possible to identify the fundamental principles for achieving a synergistic effect
and enhancing the performance of modern enterprises.

The generalization of theoretical provisions has allowed for the identification
of common characteristics of the considered models, among which the key ones
are digitalization, data orientation, personalization, customer-centricity,
management flexibility, and continuous business process improvement. It has been
established that their effective implementation is possible under conditions of
enterprise digital transformation, the development of an innovative organizational
culture, the application of modern IT solutions (CRM, ERP, and analytical
systems), and the use of artificial intelligence in decision-making processes.

The practical value of the study lies in identifying the key characteristics of
modern models, which enables enterprises to make more informed choices of
managerial and marketing tools in response to digital transformation, high
competition, and changing consumer behavior. The applied significance of the
study consists in the possibility of using the formulated provisions as a basis for
implementing integrated managerial and marketing solutions that contribute to

improving enterprise efficiency, adaptability, and competitiveness.
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