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MNIAITIPUEMCTB B YMOBAX BOEHHOTO CTAHY

In the study, attention is focused on how martial law and integrated resource constraints are altering
perspectives on effective business management. Essentially, businesses must adapt their
management, marketing, and managerial accounting systems to the ever-changing circumstances,
swiftly address emerging issues, and make decisions amidst increasing uncertainty and continual
resource constraints. Given the above, businesses are increasingly adopting digital models for
managing processes, marketing, and resources. This approach enhances their ability to make reactive
decisions, coordinate actions to achieve diverse enterprise goals, create, promote, and sell goods or
services responsively to meet consumer needs, and analyze financial and non-financial data to optimize
the use of limited resources. Hence, the research aims to explore the operational features of digital
management, marketing, and managerial accounting models. Based on the research findings, it is
evident that the application of the outlined digital models in conditions of martial law fosters reactivity
in decision-making and action coordination, facilitating the achievement of enterprise business goals
amidst uncertainty; in the creation, promotion, and sale of goods or services; in the utilization of limited
resources. It has been established that acquiring reactive traits in management, marketing, and
managerial accounting models can have both positive and negative consequences for businesses.
Constant reaction to current issues may hinder the development of long-term strategies and goals.
Researchresults indicate that while reactivity can be effective in certain cases, itisimportantto balance
this approach with proactive strategic planning and forecasting to ensure the successful long-term
development of the enterprise. The outlined positions allow for the perspective of dividend research to
be identified as expanding the understanding of how digital models can impact strategic management
and help develop a more comprehensive approach to using these tools in unstable conditions.
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Y nocnipkeHHi yBara akuyeHTyeTbCsl Ha TOMY, LLO B yMOBaX BOEHHOIO CTaHy Ta 3yMOBJ/IEHUX HUM TE€H~-
AEeHLUi NOCUNeHHs1 pecypCHUX obmMeXxeHb Ta HeBU3Ha4YeHOCTi NoTpibHa 3MiHa nornsais Ha Be4eHHs
6i3Hecy. DakTn4Ho, NignpmemMcTBamMm 4OBOANTLCS BAaBaTUCS A0 Takoi TpaHcgopmMauii cuctem yrnpas-
JIiHHSI, MapPKEeTUHry Ta ynpasJliHCbKOro o6Jiiky, Lo NpoAyKyIoTb NiABULLEHHSI PeaKTUBHOCTI 40 Harallb-
Hux npobsem pyHKLioHyBaHHS ix 6i3Hecy Ta 3abe3neqyyloTb MOX/INBOCTI NPUIIMAaTY PiLLIeHHS B YMOBaXx
BUCXigHOT HEBU3Ha4YeHOCTi Ta 06MeXXeHOCTi pecypciB. Y 3B'a3Ky 3 BULLEeBUKNa[4eHUM, NignpueMcTBa
MacoBo nepexoasaTh Ha UNPPoBi Moaesii MeHeaXXMEeHTY, MapKeTUHIy Ta ynpas/liHCbKoro ooniky. Lje
A03BOJISIE IM: NnpuruMaT e PeKTUBHILLI piLlUeHHS1 Ta KOOPpANHYBAaTU Aii ANs1 AOCSrHeHHSs Pi3HOMaHITHUX
uineii; LuBuALLIe CTBOPIOBaTU, MPOCYBATU Ta peasni3oByBaTu TOBapu Ta riocsyru, CripsiMoBaHi Ha 3a0-
BOJIEHHSI NOTPe0 i 6aXkaHb CNOXNBAaYIB; sIKiCHILLe 36upaTn, aHani3yBaTn Ta BUKOPUCTOBYBaTH iHGop-
Mauiio npo ¢iHaHcoBI Ta HegiHaHCcOBI acnekTu QissIbHOCTI AN e¢peKTUBHOro BUKOPUCTaHHS Obmexe-
Hux pecypcie. MeTolo fgocnipkeHHs € aHasiz ocobnmBocTeli PyHKLiIOHYBaHHS LngpoBux Mmoaeneii yn-
PAaBJliHHS1, MAPKEeTUHIy Ta yrnpaBsJsliHCbKOro o6J1iky B KOHTEKCTi cydacHoro 6iaHecy. Pe3yneraTu gocnig-
J)KEHHS1 AeMOHCTPYIOTb, LL|O 3aCTOCYBaHHS NeBHUX UngdpoBux moaesei y BOEHHUX yMOBax CrpUsie pe-
aKTUBHOMY NMPUIAHSITTIO PilUeHb Ta KoopAnUHaUii Ai. BOHN Tako)x nonerwyrTs rnpouec AOCSrHeHHs
6i3Hec-uinevi nignpmnemMcrea B yMoBax HEBU3Ha4€HOCTI, a TaKO)XX 0OMe)XXeHOCTi OCHOBHUX pPecypcCiB.
AocnipxeHHs1 nokasye, L0 PO3BUTOK peaKTUBHOCTI 040 MoAesieii MEHEA)KMEHTY, MapKeTUHry Ta
ynpaeJsiiHCbKOro obsiky Moxxe npu3BecTy [0 sIK NO3UTUBHUX, TaK i HeraTUBHUX Hacnigkis Ans
nignpmnemcTs. PakTn4YHO, NOCTIMiHa peakuisa Ha NOTOYHI NPo6IeMN NOKPAaLYy€e TaKTUKy ynpaBiHHS,
OlHaK MOJXKe rnepeLUuKoa)XKaTv PO3BUTKY [LOBrOCTPOKOBUX CTPATEriN Ta yinei. Pesynbratn gocnimKkeHb
niaATBepAXYIOTh, WO X04Ya PeaKTUBHICTb MOXke OyTu e(peKTUBHOIO y Aesikux BUnaaKax, Baxmeo 36a-
NlaHcyBaTy Le nigxig 3 akTuBHUM CTpaTeriyHUM naaHyBaHHSAM Ta NnpPorHo3yBaHHsaM. Lje HeobxigHo ans
3abe3ne4YyeHHs ycrniLuHOro po3BUTKY NianNpueMCTBa B 4OBroCTPOKOBIV nepcnexktusi. OkpecreHi noso-
JKEeHHS1 JO3BOJISIIOTb SIK epPCrneKTUBU NoAiNIbHUX AOCA)XeHb BUSHAYUTUN PO3LLUNPEHHS PO3YMIiHHSI TOro,
K ungpoBi Mogesii MOXXyTb BIJINBAaTU HA CTPaTeridyHe ynpasiHHs Ta 4OMOMOITH PO3POo6UTH 6irbLL KOM-
nneKkcHuiA nigxig 8o ix BUKOPUCTaHHS B YMOBaxX HeCTabiflbHOCTI.

KnrouoBi cnoBa: pecypcu; po3Bumok nionpuemcmBa; naaHyBaHHs; peakmuBHicme y npulHammipiweHs, HeBu3-
HayeHicme.
Key words: resources; enterprise development; planning; reactive decision-making; uncertainty.

TARGET SETTING

The research's significance lies in the fact, that during
wartime, manual management, marketing, and managerial
accounting processes became impractical, emphasizing

optimizing and automating key business processes during
wartime.

ANALYSIS OF RECENT RESEARCH

the need for digital solutions. This underscores the
ineffectiveness of manual operations in maintaining
business efficiency amidst the formation of numerous
constraints regarding resources and the expansion of the
spectrum of adverse events that can significantly impact
enterprise operations. Given the above, every other
domestic enterprise is transitioning to digital modeling
approaches for managerial processes, marketing
activities, and resource management. This transition is
facilitated by the effectiveness of these approaches in
making reactive decisions and coordinating actions to
achieve various enterprise goals; in reactively creating,
promoting, and selling goods or services aimed at
satisfying consumer needs and desires; and in the
efficient utilization of limited resources. These digital
models are reactive process structures utilized for

AND PUBLICATIONS

Prominent scholars such as V.F. Gamaliy, A.Yu. Minko,
S.A. Romanchuk, and D.S. Nechepurenko have made
significant contributions to the theoretical foundations of
digitalization in management, marketing, and managerial
accounting. Their research helps understand the fundamentals
and prospects of utilizing digital models in business.
Pogorelov Yu.S., Mironova Yu.Yu., and Krasnoshchik M.V.
focused their attention on applying digital models in
management, marketing, and managerial accounting, as well
as identifying triggers that shape their reactivity. It allows
for a better understanding of how these models operate in
practical terms and which aspects require attention to achieve
effective utilization. However, it has been noted that
currently, researchers do not give sufficient attention to the
specificity of how digital models operate and their reactivity.

IHBecTuuli: npoaxsTka 1a gocsig N /2024
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OBJECTIVES OF THE ARTICLE
The research aims to investigate the

functioning characteristics of digital models

in management, marketing, and managerial

The speed of decision-making (to the extent that it allows the
enterprise to react to circumstances without delay)’

accounting. Specific aspects to be
investigated include the effectiveness of
these models in addressing specific tasks,
their advantages, and limitations, as well as
theirimpact on the strategic and operational
management of the enterprise.

— they are effective in addressing specific problems or

Orientation towards the present moment (to the extent that

situations)?

Minimization of reaction costs (to the extent that they are

The paper main body with full reasoning
of academic results. Within the scope of the
research, attention isdrawn to the fact that in
conditions of a state of war and integrated
trends exacerbating resource constraints and
uncertainty, perspectives on effective
business management are changing.

Reactive decision-making

beneficial for strengthening the resilience of the enterprise)?

Adaptability and flexibility (to the extent that they can be
adjusted or changed)*

Enterprises are compelled to adapt their
management, marketing, and managerial
accounting systems to the constantly
changing circumstances, swiftly respond to
emerging issues, and make decisions amid
increasing uncertainty and continual
reduction of available resources. Therefore, Note
effective business management in conditions 1. Reacti

. . . procedures or
of a state of war entails making reactive
decisions and implementing reactive situations that
management processes aimed at optimizing 3. Dueto
the utilization of available resources and 4. Rencti
timely adjusting and restoring the stability changing circu

— the immediate problem or help withstand a stressful

Focus on short-term results (to the extent that it can address

situation)®

Figure 1. Characteristics of reactive decisions applied in
management, marketing, and managerial accounting

ve decisions are often made quickly, without lengthy analysis
prior planning.

2. Reactive decisions are typically aimed at addressing specific problems or

arise in the present moment, rather than long-term planning.
limited resources, reactive decisions often focus on minimizing costs

and optimizing the utilization of available resources.

ve decisions can be easily adjusted or changed depending on
mstances or new information.

of the enterprise. 5. Reactive decisions can provide a quick and specific outcome from the
It is naturally observed that the primary decisions made.

characteristics of reactive decisions in
management, marketing, and managerial accounting include:
speed of decision-making; orientation towards the present
moment; minimization of reaction costs; adaptability and
flexibility; and focus on short-term results. Such a thesis is
primarily supported by the systematic characterization of the
features of reactive decisions, which have been applied by
Ukrainian enterprises in management, marketing, and
managerial accounting since February 24, 2022 (Figure 1).
The specified specificity of reactivity is also inherent
in the implementation of managerial processes, as all

Source: formed based on [1; 3—4]

engagement. In thisregard, digital communication channels
enable enterprises to continuously develop interaction with
their audience, adjust and strengthen information about
products and services, and attract new customers.

The components (or triggers) that shape
reactivity regarding customer engagement include [1;
5—6]: social media monitoring systems, websites and
blogs, social media, email, survey and feedback

Table 1. Features of forming enterprise
management reactivity

systems within the enterprise react to emerging problems
or situations (rather than actively anticipating and

planning them in advance).

Thus, reactive decisions and reactivity in the imple-
mentation of managerial processes combined lead to the
formation of unique digital models, which are activated
only in response to specific events, problems, or

Trlggc_trs_ Characterlstlc_s _of forming Outcome of trigger action
of reactivity reactivity
ERP systems Automation of business Quick data analysis and

processes and provision of | making informed
comprehensive information | managerial decisions
on financial, production,
logistics, and other aspects
of enterprise activity

challenges that arise during the enterprise's activities.
Regarding the digital management model, it is

characterized by the use of digital tools that enable

enterprises toestablish processes that can quickly respond

to changes in the internal environment and external threats
[1]. In this case, the components (or triggers) that shape
reactivity concerning managerial decisions on managerial
processes include [1; 5]: ERP systems for automating

project Flexible coordination of Responding to changes in
management team work and project the internal environment
systems execution in accordance with | and making swift
schedule and budget managerial adjustments to
achieve strategic goals
other digital Generation of information Formation of
tools* for managing customer informational support for
interaction, market analysis, |responding to
and execution of other spontaneously arising

strategically important tasks. | situations

business processes; project management systems for
coordinating actions; other digital tools (Table 1).

As for the digital marketing model, it is characterized
by reactive adjustments and enhanced customer

Note
* Such as analytical platforms, customer relationship

Source: formed based on [1; 5].
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systems; remote production monito-
ring systems (Table 3).

Therefore, it is evident that the
implementation of digital models in
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Table 2. Characteristics of forming reactivity in enterprise

marketing
Trlgge':rs' Characteristics of forming reactivity Outcome of trigger action
of reactivity

Social media Continuous monitoring of social media | Reactive management involves
monitoring allows enterprises to promptly respond | adjusting brand reputation and
systems to feedback, comments, and mentions | improving customer satisfaction

about their brand or products support.

management, marketing, and mana-
gerial accounting of enterprises in times
of war fosters reactivity in decision-

Websites and
blogs

Publishing relevant and interesting
content on the website or blog attracts
the audience's attention and stimulates

their interaction with the brand rankings

Traffic adjustment on the website,
subscriber count adjustment,
improvement in search engine

making and coordination of actions,
facilitating the achievement of business
goals amidst uncertainty; in the

Social media Active presence on social media allows
enterprises to communicate with their
audience and respond to their needs and

requests

Increase audience engagement,
raise brand awareness, boost
customer loyalty

creation, promotion, and sale of goods
or services; in the utilization of limited
resources.

Therefore, the substantive content of

digital models in management, marketing,
and managerial accounting leads to the
fact that management entities of the
enterprise respond to emerging problems

or situations in circumstances (rather
than actively anticipating and planning

with existing ones

Email Using email for sending personalized Increase conversion, sales volume,
newsletters enables enterprises to adjust link-click frequency based
stimulate communication with on email links.
customers and engage them in
interaction

Survey and Conducting surveys among customers | Obtain crucial information for

feedback allows gathering their feedback and adjusting marketing actions,

systems opinions regarding products and improving products and services,
services enhancing customer satisfaction

Advertising Running targeted advertising campaigns | Boost brand awareness, attract

campaigns and | allows attracting the attention of new new customers, increase sales

promotions customers and stimulating engagement | volume

them [1]), making timely management
decisions when each of them:

1) is not based on a clear plan of
action or future strategy but merely

Source: formed based on [1; 5—6].

systems, advertising campaigns, and promotions
(Table 2).

As for the digital managerial accounting model,
their transition to reactive control over finances,
resources, and processes becomes even more critical.
Digital managerial accounting systems help enterprises
adapt their cost accounting systems, and inventory
control, adjust financial indicators, and make reactive
management decisions regarding resource utilization
according to their needs.

The components (or triggers) that shape reactivity
in customer relationship control include [1; 3—4]:
automated reporting and analytics systems; business
analytics and Bl systems; budgeting and forecasting

Table 3. Characteristics of forming reactivity in enterprise

managerial accounting

reacts to spontaneously arising situa-
tions;

2) is activated only in cases of crisis or problem
emergence, otherwise no reactive actions are taken;

3) are focused solely on short-term results and
addressing the most pressing issues, without considering
the long-term perspective.

The main features of digital models in management,
marketing, and managerial accounting (Figure 2) lead to
the fact that acquiring reactive characteristics regarding
management, marketing, and managerial accounting
models can have both positive and negative consequences
for enterprises.

It should be noted that the advantages of using digital
models with a reactive approach include quick response
to problems and efficient resource utilization. However,
the orientation of these models towards reactive
implementation of management processes may
lead to insufficient effectiveness of the

enterprise's strategic development, as it keeps

Source: formed based on [1; 3—4].

Oftzfcgt?isity Characteristics of forming reactivity Outco?;ﬁ)imgger it in a reactive state, preventing long-term
Automated Quick analysis of financial and operational | The ability to quickly | growth.
reporting and data, identifying trends and issues respond to identified
analytics requiring reactive intervention, providing | problems and make CONCLUSIONS
systems timely access to important information for |reactive managerial B d th ided .. iti
making managerial decisions decisions promptly . asea on the p't’OVI' e per|S|ons, ! !s
Business The ability to use analytical methods and | Ensuring prompt evident that the application of digital models in
analytics and BI | tools for rapid analysis of large volumes of | detection of problems enterprise management, marketing, and
systems data and identification of significant or opportunities accounting in conditions of wartime fosters
deviations or opportunities requiring attention and reactivity in decision-making and action
swift response to them . 4 .. A .
Budgeting and | The ability to develop budgets and forecast | The ability to quickly coord Ination, faCI|It§t ing the aChfevem?nt of
forecasting financial results allows for quick response | adjust budget plans and | business goals amidst uncertainty; in the
systems to changes in financial indicators forecasts in response to | creation, promotion, and sale of goods or
_ changes in the situation | geryices; and the utilization of limited resources.
Remote The ability to remotely track and analyze | Ensuring the rapid At the same time. the following conclusions have
production operational processes, resources, and detection and ’ 9
monitoring production parameters. They provide the | resolution of issues in | P€e€n drawn:
systems opportunity to promptly respond to production processes 1. Acquiring rice reactivity towards
identified issues or anomalies management, marketing, and managerial

accounting models can have both positive and

IHBecTuyil: noaxtusa 1a gocsigq N 2024




Feature 2. Activation
only in cases of crisis
situations?

Feature 1. Reacting

to spontaneously
arising situations!

Feature 4.
Addressing the

Feature 3. Focused
solely on short-term

most pressin:
results? P g

issues!

Figure 2. Key features of digital management, marketing, and accounting models

Note

1. The outlined feature enables maintaining conditions for stable operation since it allows for promptly addressing emerging issues

and crises.

2. The outlined feature may lead to insufficient effectiveness of strategic development of the enterprise as it keeps it in a reactive

state, preventing growth in the long term.

3. The outlined feature enables promptly addressing emerging issues and crises.

negative consequences for businesses. The nature of these
consequences depends on the specific situation and context.

2. The benefits of applying digital management,
marketing, and managerial accounting models and the
synthesized reactive approach they entail include rapid
response to issues (through digital models, businesses can
promptly address emerging problems and crises, thus
maintaining conditions for stable operation); efficient
resource utilization (the focus on short-term results
enables businesses to efficiently allocate their resources,
concentrating them where they are most needed at any
given moment)).

3. The drawbacks of using digital management,
marketing, and managerial accounting models and the
synthesized reactive approach they entail include the lack
of aclear strategy for the future (stabilizing the situation
may lead to the business reacting to events through digital
models rather than actively shaping them), the risk of
missing opportunities (specifically, focusing digital models
solely on current issues may cause the business to overlook
opportunities for development and innovation). Constant
reactions to immediate problems may hinder the
development of long-term strategies and goals.

Therefore, research results indicate that while
reactivity can be effective in some cases, it's important to
balance this approach with active strategic planning and
forecasting to ensure the successful development of the
business in the long term. The outlined positions allow us
to identify the perspective of dividend research as
expanding the understanding of how digital models can
impact strategic management and help develop a more
comprehensive approach to using these tools in conditions
of instability.
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