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Currently, strategizing in new market niches is actively developing, driven by the
continuous search of economic entities for ways to move beyond competition.
Accordingly, the paper's aims is to generalize the practical aspects of strategizing
sustainable development of enterprises based on the Blue Ocean concept. The results
of the study indicate that strategizing sustainable development of an enterprise in the
context of the Blue Ocean concept opens new opportunities for forming long-term
competitive advantages, which are based on the combination of innovation, value-
based market rethinking, and sustainable development principles. Within the scope of
the conducted research, approaches to strategizing sustainable development of
enterprises based on the Blue Ocean concept have been further developed. This made
it possible to demonstrate that, unlike traditional competitive approaches,
strategizing enables enterprises to go beyond existing market constraints and create
new demand spaces by integrating economic, environmental, and social objectives.
This also allowed for outlining an approach to integrating value innovation into the
sustainable development system, taking into account its economic, environmental,
and social components. The study's content has shown that strategizing sustainable
development based on the “Blue Ocean” approach facilitates the transition of
enterprises from reactive to proactive strategic management, oriented toward
innovative business models, resource efficiency, and value creation for stakeholders.
The study's results also revealed that the insufficient development of tools for
implementing this concept within the sustainable development system remains a
significant limitation. The applied significance of the research lies in the possibility of
using its results to form innovative enterprise development strategies based on
sustainability and to develop managerial approaches for creating new market niches
with consideration of environmental and social criteria. Directions for future
research involve the development of applied models for integrating the Blue Ocean
concept into the system of strategic management of sustainable enterprise

development.



Hapasi axkmueno pozeusacmvcsi cmpamezy8anHs 6 HOBUX PUHKOBUX HIUAX, UJO
3YMOBNEHO NOCMIUHUM NOULYKOM CYO €EKmMamu 20Cno0apio8aHts WLIAXI8 8uxody 3a
medxci KOHKYypeHyii. Biomak, memor O00CNiONCeHHs € V3a2albHeHHs NPAKMUYHUX
acnekmie cmpame2y8aHHs CMano20 po3GUMKY HIONPUEMCME HA OCHOBI KOHYenyii
«onakumuo2o oxkeamy». 3a pe3yriomamamu  OOCHIONCEHHS BCMAHOBIEHO, WO
CMpame2y8anHs. Cmano2o po3GUMKY HNIONPUEMCIMEA 8 KOHMEKCmI KOHYenyii
«ONaKUMHO20  OKeamyy  GIOKpUBAE  HOBL  MOXNCIUBOCMI 0Nl (DOPMYBAHHS
006820CMPOKOBUX KOHKYDEHMHUX nepesae (ix 0CHOB010 € NOEOHAHHS THHOBAYIUHOCI,
YIHHICHO20 NepeoCMUCIEeHHsI PUHKY MA NPUHYUNIE CMano2o po3eumky). YV meowcax
npoeeden020 O00CNIONCeHHS YOOCKOHANEHO NIOX00U 00 CmMpamezy8aHHs Cmano2o
PO3BUMKY NIONPUEMCMBA HA OCHOBI KOHYenyii «onakumno2o oxkeawnyy. Lle 0ozeonuno
dogecmu, wo, HA BIOMIHY 6i0 MPAOUYIIHUX NIOX00i8 KOHKYPEeHMHOI 60pomwvou,
cmpamezysanHs 0a€ NIONPUEMCIMEAM 3MO2Y BUXOOUMU 34 MEMHCI HAABHUX DUHKOBUX
0OMedHCeHb | CmBopeamu HO8i NPOCMopU, IHmMe2pyioyu eKOHOMIYHI, eKOI02IUHI ma
coyianvui yini. Ile, y ceoro uepey, 003801un0 oKkpeciumu nioxio 00 iHmezpayii
YIHHICHUX [HHOBAYIU ) CUCMEMY CMAl020 PO3BUMK) 3 YPAXYBAHHAM €KOHOMIUHOI,
eKON02IuHOl  ma  coyianbHoi  CKNAoosux. 3micm  00CNiOdNceHHs 00618, WO
CMpamezy8anHs. Cmano20 pO3BUMKY HA OCHOBI KOHYenyii «ONaKumuoz2o OKeamy»
cnpusie nepexody NiONpuUEMCms 6i0 peaKkmugHo20 00 NPOAKMUBHO20 CMPAMe2iuHO20
VIPAGNiHHag (MobMo YNpasiinHsa OpPIEHMOBAHO20 HA IHHOBAYIUHI OIi3Hec-MoOoeli,
pecypcoeghexmugHicmob ma CmeoperHs: 000AHOI YIHHOCMI 018 3aYiKABIEeHUX CIMOPIH).
Takooc pezynomamu OOCHIONCEHHS 3ACEI0UUNU, WO HEOOCMAMHS pPO3POOIEHICMb
NPUKIAOHUX THCMPYMEHMI8 IMNniemenmayii yiei Kouyenyii 8 cucmemy cmanoz2o
PO3BUMKY  3ANUULAEMBCS  CYMMEBUM  0OMediceHHAM 11 peanizayii. Ilpaxmuuna
YiHHICMb pobOMU NONA2AE Y MONCIUBOCMI BUKOPUCMAHHA iI pe3yibmamis 0/
Gdopmysanns IHHOBAYIUHUX cmpameiil pPO36UMK)Y NIONPUEMCME HA 3acadax
cmanocmi ma po3pooneHHs: YAPAGNIHCLKUX Ni0X00i8 00 CMBOPEHHS HOBUX DUHKOBUX
HiW 3 YPaxy8awHHAM eKOA02IYHUX ma coyianbHux Kpumepiie. Ilepcnexmusu

nOOANLUUX OOCTIONCEHb NONAAIOMb ) PO3POONEHHI NPUKIAOHUX MOoOelell iHmezpayii



KOHYenyii «ONaKumHo2o OKeawyy» y Cucmemy CmpameciuHo20 YNpPAGIiHHA CMAIUM

PO3BUMKOM NIONPUEMCING.

Keywords: strategising; sustainable development; strategic management;
market constraints, new spaces, demand, value innovation, real estate.

Kniouosi  cnosea: cmpamezysanns; cmaauii  po36UMOK,  CmpameziuHe
VNPABNIHHA, — PUHKOBI OOMEJICeHHs, HOB8L NPOCMOopuU;, NONum, YIHHICHI IHHOB8AYII,

00 ’eKxmu HepyxoMocmi.

Problem statement. At present, strategizing in new market niches is actively
developing, driven by the continuous search of business entities for ways to move
beyond competition. For example, companies operating in the field of information
technology are increasingly implementing the process of developing, adopting, and
executing managerial decisions regarding the advancement of innovative products
based on artificial intelligence, thereby creating new markets instead of competing in
already saturated segments [7].

Under such conditions, traditional models of competitive rivalry are increasingly
proving insufficiently effective, as they are primarily focused on redistributing
existing demand, which leads to intensified price competition, reduced profitability,
and limited opportunities for long-term growth. Moreover, these approaches do not
fully take into account the need to create innovative value and to form new consumer
segments. Consequently, approaches oriented toward generating new market spaces
(where competition is minimal or absent) are being used more and more frequently.

Among such approaches is the Blue Ocean concept, which involves creating
new value for the consumer through a combination of innovation and efficiency,
enabling enterprises to move beyond traditional industry boundaries [6]. The
application of this concept in the context of sustainable development opens up
additional opportunities for harmonizing the economic, environmental, and social

objectives of organizations.



Therefore, the practical aspects of strategizing sustainable development based on the
Blue Ocean concept require thorough scientific consideration, particularly in terms of
adapting strategic analysis tools, identifying mechanisms for creating innovative
value, and evaluating the effectiveness of implemented strategies. It is also important
to take into account contemporary challenges such as digitalization, shifts in
consumer priorities, and increasing demands for corporate environmental
responsibility.

Thus, the study of the practical aspects of strategizing sustainable development
based on the Blue Ocean concept is relevant and significant for the formation of
effective strategic decisions aimed at ensuring the long-term competitiveness of
enterprises.

Actual scientific researches and issues analysis. Fundamental principles of
strategizing the sustainable development of enterprises have been addressed in the
works of Batchenko L., Honchar L., Hul Ye. [1], Zvieriakov M. 1., Kukharska N. O.,
Klevtsevych N. A., Sharah O. S. [4], and Dyshkantyuk O. V. [3]. In particular, the
merit of these scholars lies in the formation of theoretical and methodological
approaches to ensuring balanced enterprise development, which integrates economic
efficiency, social responsibility, and environmental safety. Notably, these works
substantiate:

* the need to integrate the principles of sustainable development into strategic
enterprise management;

 approaches to developing long-term strategies that take into account the
influence of the external environment;

* mechanisms for enhancing enterprise competitiveness based on resource
conservation and innovation;

* the role of corporate social responsibility in achieving sustainable
development;

* tools for assessing the effectiveness of implementing sustainable development

strategies.



These studies also contributed to the systematization of principles and methods
of strategizing that ensure the harmonization of the interests of enterprises, society,
and the environment.

Concurrently, despite the thorough theoretical development of sustainable
development principles, insufficient attention to the practical application of
strategizing based on the Blue Ocean concept has led to a number of challenges. The
main one among them is the limited availability of applied tools: enterprises lack
clear methodologies for combining sustainable development principles with the
innovative logic of creating new market niches.

Research aim. This paper's aims is to generalize the practical aspects of
strategizing the sustainable development of enterprises based on the Blue Ocean
concept.

Main findings of the research. An important aspect of this study is the
distinction between the concepts of “strategy” and “‘strategizing,” since, as is evident
from the works of O.S. Vyshnevskyi, their conflation is a widespread but
methodologically incorrect practice [2, p. 23]. Strategy is traditionally viewed as the
result of managerial activity—a generalized action plan or a model of enterprise
behavior aimed at achieving defined long-term objectives.

In contrast, strategizing in contemporary scientific approaches is viewed as a
more complex process. Thus, Batchenko L., Honchar L., and Hul Ye. [1] define it as a
continuous process of long-term systemic cooperation of the entire business
collective, using economic tools and incentives to achieve planned business
objectives. In the works of Dyshkantyuk O.V. [3], strategizing is conceptualized as a
multidimensional process that integrates cognitive-affective constructs, aesthetic-
anthropological approaches, and interpretations of consumer experience.
Furthermore, Zvieriakov M.I., Kukharska N.O., Klevtsevych N.A., and Sharah O.S.
[4] define this category as a system encompassing forecasting, scenario building,
design, goal setting, programming, planning, communicative foresight, modeling,
analysis of situations and consequences of managerial decisions, strategy

implementation, and controlling, as well as a system resource of anticipatory



management aimed at mobilizing internal reserves and creating conditions for the
development of entrepreneurship. Summarizing the presented approaches,
strategizing can be appropriately interpreted as a dynamic process of forming,
substantiating, implementing, and adjusting strategic decisions, carried out under the
influence of changes in the external and internal environment. Unlike the static nature
of strategy, strategizing has a process-oriented character and involves continuous
adaptation to new challenges, the generation of alternatives, and the search for
innovative directions of development.

It should be noted that in the context of sustainable development, strategizing
gains particular importance, as it implies the integration of economic, environmental,
and social aspects into the process of managerial decision-making. Therefore, within
the scope of this study, strategizing for sustainable development will be considered as
a process of forming and implementing long-term strategic decisions aimed at
ensuring the balanced development of an enterprise through the integration of
economic, environmental, and social objectives, while taking into account the
interests of stakeholders and the influence of the external environment. In essence,
such strategizing enables an economic entity not merely to “maximize profit”, but to
do so in a way that ensures that [2]:

(1) the business remains viable in the long term;

(i1) it does not harm the environment;

(111) 1t takes into account social aspects (employees, consumers, society).

The emphasis on strategising for sustainable development, rather than solely on
strategy, in this study is driven by the fact that contemporary business conditions are
characterised by high uncertainty, market turbulence, and rapidly changing consumer
preferences. Under such conditions, the effectiveness of an enterprise is determined
less by the existence of a formalised strategy than by its ability to continuously
update and transform it.

The use of the Blue Ocean Strategy framework further strengthens the

processual nature of strategising, as it requires a continuous search for new market



opportunities, a rethinking of value for consumers, and the transformation of business
models [2; 6]. Its essence lies in the following:

(1) the enterprise does not compete for existing demand but creates new demand;
for example, as implemented by Cirque du Soleil, which abandoned traditional
elements of the circus industry (in particular, the use of animals and a focus
exclusively on children) and formed a new market segment by combining circus arts
with theatre, thereby creating a unique product for an adult, financially capable
audience.

(i1) value for the consumer and cost reduction are achieved simultaneously
(value innovation). As an example, in modular housing construction projects
developers use standardized factory-produced modules that can be rapidly assembled
on-site. This significantly reduces the costs of real estate development and project
implementation timelines, while simultaneously increasing value for end users
(through faster access to housing and predictable quality).

(i11) environmental and social aspects are embedded within the business model
itself, rather than being added ““afterwards.

Thus, the use of the term “strategising” is more appropriate in the context of
sustainable development, as it reflects not only the outcome but also the continuous
process of forming strategic decisions, which is critically important in emerging
market niches.

In this regard, the practical aspects of strategising sustainable development of
enterprises based on the Blue Ocean Strategy concept can be appropriately viewed as
a set of managerial actions and tools aimed at creating new market spaces while
simultaneously integrating sustainable development principles into the enterprise’s
business model (an aspect that is also partially addressed by O.S. Vyshnevskyi [2]).

Among such aspects, it is appropriate to distinguish (see Fig. 1):

(1) identification of potential “blue oceans”;

(i1) formation of value innovation;

(i11) integration of sustainable development principles into the enterprise’s

business model;



(iv) adaptation of strategic analysis tools;

(v) ensuring organizational flexibility and the development of an innovative
culture; and (vi) evaluation of strategy effectiveness.

A crucial aspect of strategizing sustainable development is the identification of
potential “blue oceans” (new or unexplored market spaces characterized by the
absence or low level of competition and the creation of new demand through value
innovation [6]). This process involves analyzing established industry boundaries,
identifying unmet or even unrecognized consumer needs, and searching for new
market segments in which the level of competition is minimal or absent. By this
approach, enterprises essentially rethink the logic of market functioning, shifting
from intense competition for existing demand to the creation of new demand.

They ensure the creation of an uncontested market space.
Indeed, the enterprise does not compete directly with rivals but instead generates new demand
through: innovative products/services, new business models, and entry into untapped market

segments.
(1) Identification of potential (i1) Formation of value (iii) Integration of sustainable
“blue oceans” innovation development principles into the
Specifics: involves identifying Specifics: consists in enterprise’s business model.
unmet demand, analyzing simultaneously increasing the Specifics: involves
alternative industries, and consumer value of a product  incorporating environmental and
redefining market boundaries  and optimizing costs through social aspects into the value
with consideration of the elimination of unnecessary creation process (through
environmental and social features and the implementation resource efficiency, circularity,
challenges. of sustainable solutions. and social responsibility).
! ! !
A set of managerial approaches, tools, and actions.
T 1 T
(iv) Adaptation of strategic (v) Ensuring organizational (vi) Evaluation of strategy
analysis tools flexibility and the development effectiveness
Specifics: involves the use of of an innovative culture. Specifics: carried out based on a
Blue Ocean Strategy tools Specifics: includes fostering system of indicators covering
(such as the strategy canvas and creativity, openness to change, the economic, environmental,
the four actions framework), and the involvement of and social performance results
taking into account sustainable stakeholders in the strategizing of the enterprise.
development objectives. process.

Ensures orientation toward “non-consumers”.
Indeed, these aspects enable the identification of groups that previously did not use the product.

Figure 1. Practical aspects of strategizing sustainable development based on the

Blue Ocean Strategy concept

Source: compiled based on [1; 4; 6].



In the field of sustainable development such identification additionally involves
considering environmental and social challenges as sources of additional economic
and innovation opportunities. For instance, the worsening problem of excessive
plastic consumption has stimulated the emergence of a market for biodegradable
packaging and reusable alternatives, where enterprises do not compete within the
traditional packaging industry but instead create new value for environmentally
conscious consumers. Similarly, the development of car-sharing services has enabled
the formation of a new mobility segment focused on reducing CO: emissions and
decreasing the burden on urban infrastructure [5].

One more example is the transition of agricultural companies to organic
production and short supply chains, which responds both to environmental
requirements and to changing consumer preferences regarding product quality and
transparency of origin. In such cases, a “blue ocean” emerges both as a new market
space and as a result of integrating sustainable development principles into the
enterprise’s business logic.

A key aspect of strategizing sustainable development in new market niches is the
formation of value innovation (i.e., innovation that simultaneously increases the
consumer value of a product for the customer, although not necessarily accompanied
by a reduction in the enterprise’s costs [3; 6]). This approach goes beyond the
traditional logic of trade-offs between quality and cost, aiming instead at their
simultaneous achievement through a rethinking of the value proposition structure. In
essence, the enterprise does not choose between “cheaper” or “better,” but transforms
the very way a product or service is created so as to eliminate unnecessary costs
while strengthening those characteristics that are important to consumers and aligned
with sustainable development principles (environmental friendliness, resource
efficiency, convenience, and accessibility [5]).

Practical implementation of this aspect involves revising the traditional
characteristics of a product or service, eliminating redundant or low-value elements,
and introducing innovative solutions oriented toward sustainability. Such solutions

include, in particular [5-6]:



e improving energy efficiency in production;

¢ using environmentally safe materials;

e optimizing logistics chains to reduce the carbon footprint;

e integrating principles of social responsibility into the value creation process.

As a result, the enterprise not only enhances its competitiveness but also forms a
new quality of market offering that meets contemporary sustainable development
requirements. Such an effect can be observed in the field of digital services (for
example, online banking), which reduces banks’ operational costs while
simultaneously providing customers with faster and more convenient access to
financial services [8].

An important practical aspect of strategizing sustainable development is the
adaptation of strategic analysis tools to the needs of an economic entity, in particular
through the use of the strategy canvas, the four actions framework (eliminate—
reduce—raise—create), and other Blue Ocean Strategy tools, which are selected with
consideration of sustainable development objectives (see Table 1).

The essence of such adaptation lies in the fact that traditional strategic analysis
tools are used not only to assess an enterprise’s competitive position but also to
identify opportunities for:

e simultaneously improving economic efficiency;
¢ reducing negative impacts on the environment and society.

The practical application of each of these tools, for example in manufacturing
companies, may contribute to reducing the use of single-use packaging, transitioning
to energy-efficient technologies, implementing digital services to decrease resource
consumption, as well as creating new service-based business models.

In addition to the aspects identified above, an important element of strategizing
sustainable development is ensuring organizational flexibility and fostering an
innovative culture within new or unexplored market spaces. This involves: (i) the
enterprise’s ability to rapidly adapt to changes in the external environment; (ii) the
capacity to support creative and non-standard managerial approaches; (iii) ensuring

effective cross-functional interaction within the organization.



Table 1. Specifics of adapting strategic analysis tools to the needs of an economic

entity in strategizing sustainable development

Strategic analysis | Specifics of adapting strategic analysis tools to the needs of an|Result of tool
tool economic entity adaptation
Strategy Canvas |allows the visualization of which value-creation factors are
redundant or environmentally/socially inefficient, and which,
conversely, require strengthening from the perspective of
sustainable development.
Four Actions |enables a systematic reassessment of the business model| g0 Ocean
Framework structure: eliminating resource-intensive or outdated process Strategy  tools
(eliminate— elements, reducing costs and environmental impact, and are transformed
reduce—raise— enhancing key value attributes for consumers. into a
create) mechanism for
strategizing
Six Paths |enables going beyond industry boundaries by analyzing|sustainable
Framework alternative industries, strategic groups, buyer chains, and|development,
complementary products, which in the context of sustainable | ensuring the
development allows the identification of new environmentally |integration  of
and socially oriented market opportunities. innovation,
Value Curve|is used to compare existing competitive offerings and to competitive
Analysis develop a new value curve with an emphasis on reducing advantage, and
environmental impact and increasing the social relevance of corpora?e. )
the product. responsibility.
“Eliminate— an adapted ERRC logic that enables the integration of circular
Reduce—Raise— |economy principles, waste minimization, and resource
Create” model efficiency into the strategic planning process.
Buyer Utility |allows for the assessment of the full cycle of the consumer
Map experience and the identification of opportunities to reduce
negative environmental impact at all stages of product or
service use.
Value innovation|is aimed at integrating economic efficiency, environmental
platform responsibility, and social utility into a unified business model,
thereby generating long-term competitive advantages.

Source: compiled based on [1-2; 4; 6].

In real terms, organizational flexibility is manifested in an enterprise’s ability to
promptly revise strategic priorities, change business models, and implement
innovations in response to new market opportunities. Innovation culture, in turn, is
based on encouraging employee initiative, tolerance toward experimentation and
failure, and the systematic development of intrapreneurship.

Particular importance in this process is attached to the involvement of

stakeholders in strategizing. This makes it possible to take into account the interests



of owners, management, employees, consumers, suppliers, and society. For example,
consumer participation in the development of environmentally oriented solutions
contributes to increasing the relevance of innovations and their alignment with
sustainable development principles. Thus, organizational flexibility and an innovation
culture are key prerequisites for effective strategizing of sustainable development
based on the Blue Ocean Strategy concept [2; 6].

On top of that, our position aligns with that of Chan Kim and René¢e Mauborgne
[6] that an important aspect of strategizing sustainable development is also the
evaluation of strategy effectiveness, which should be carried out not only on the basis
of economic indicators but also with consideration of environmental and social
outcomes, in line with the concept of sustainable development (see Table 2).

Table 2. The role of sustainable development components in shaping a

multidimensional approach to assessing enterprise strategy effectiveness

Component of Specifics of forming a multidimensional evaluation Outcome of evaluating
sustainable system strategies’
development effectiveness
Environmental | may include indicators of CO. emissions, levels of energy| Allows assessing not
and resource consumption, the volume of generated only the financial
waste, and the degree of its reuse. performance of

innovative strategies
but also their
contribution to creating
new market value and
reducing negative

impacts on the
Economic includes indicators of the enterprise’s financial environment and

performance, in particular profitability levels, return on society.
investment, revenue dynamics, resource utilization
efficiency, as well as the ability of the business model to
generate long-term added value.

Social covers working conditions, employment levels, impact on
local communities, and stakeholder satisfaction. And the
economic dimension includes indicators such as
profitability, revenue growth, cost efficiency, and overall
financial stability of the enterprise.

Source: compiled based on [5-6].

In essence, this implies a shift toward a multidimensional evaluation system in
which strategy effectiveness is determined comprehensively—through a balance
among economic feasibility, environmental responsibility, and social significance. To
illustrate, implementing energy-efficient technologies may simultaneously reduce
enterprise costs and environmental impact, thereby increasing the strategy's overall

effectiveness over the long term..



Thus, the practical aspects of strategizing sustainable development based on the
Blue Ocean Strategy concept lie in combining tools for creating new markets with
principles of responsible and balanced business conduct, which ensures the formation
of long-term competitive advantages for the enterprise, in particular:

e innovation-oriented advantages (through the creation of new market niches),
resource efficiency (due to cost reduction and optimization of resource use);

e environmentally responsible advantages (through minimizing negative
environmental impact);

e socially oriented advantages (through increasing stakeholder trust and
strengthening social reputation).

Conclusions. The results demonstrate that strategizing sustainable development
of enterprises in the context of the Blue Ocean Strategy opens new opportunities for
forming long-term competitive advantages that are based on a combination of
innovation, value-based market rethinking, and sustainable development principles.

Within the scope of the research conducted, approaches to strategizing for the
sustainable development of enterprises based on the Blue Ocean Strategy have been
improved. This made it possible to:

e demonstrate that, unlike traditional competitive approaches, strategizing
enables enterprises to go beyond existing market constraints and create new
demand spaces by integrating economic, environmental, and social objectives;

e Outline an approach to integrating value innovation into the sustainable
development system, taking into account its economic, environmental, and
social components.

The study has shown that strategizing sustainable development based on the
“Blue Ocean” approach facilitates the transition of enterprises from reactive to
proactive strategic management, oriented toward innovative business models,
resource efficiency, and value creation for stakeholders. It was also revealed that the
insufficient development of applied tools for implementing this concept within the

sustainable development system remains a significant limitation.



The applied significance of the research lies in the possibility of using its results
to form innovative enterprise development strategies based on sustainability and to
develop managerial approaches for creating new market niches, considering
environmental and social criteria.

Directions for future research involve the development of applied models for
integrating the Blue Ocean Strategy concept into the system of strategic management

of sustainable enterprise development.
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