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STRATEGIC MANAGEMENT

OF THE DEVELOPMENT OF BUSINESS
ORGANIZATIONS: INNOVATIVE
APPROACHES AND THE ROLE

OF MARKETING IN ENSURING
SUSTAINABLE COMPETITIVENESS

A. B. Tapacosny,

K. €. H., AOIIeHT, 3aBiAyBay KadeApU MEHEAKMEHTY Ta MapKeTuHry, [loaicekuit HarlioHaABHMIT YHIBEpCUTET
A.B. MaptuueHxko,

BUIYCKHUK cnenjiaabHOCT] "Meneasxment", Iloaicernuit HallioHaABHMI YHiBEpCUTET

CTPATETTYHUI MEHEAKMEHT PO3BUTKY BI3BHEC-OPTAHI3ALIIN: IHHOBALIIVIHI
MIAXOAU TA POAb MAPKETUHIY YV 3ABE3NIEYEHHI CTAAOT
KOHKYPEHTOCITPOMOJXHOCTI

The article substantiates that strategic management of business development is a multifaceted
and systemic process that covers a range of management actions aimed at achieving long-term results
and ensuring sustainable competitiveness in a rapidly changing market environment. Itis determined
that strategic managementincludes the formation of long-term goals, the development of strategies,
their implementation, constant monitoring of implementation, analysis of effectiveness and
adjustment in the event of new challenges (opportunities). The above allows the enterprise not only
toremain stable in a dynamic environment, but also to actively develop, using innovative approaches
and adapting to relevant transformations of the business environment. Itis emphasized that strategic
managementplays a key role in ensuring the sustainable functioning of the enterprise, creating long-
term competitive advantages and ensuring financial stability. An important aspect of this process is
the ability to identify new opportunities for growth, minimizing risks through the use of advanced
management practices and technologies.

The main stages of strategic management are identified: formulation of a strategy as the basis of
business, its development taking into accountinternal and external factors, implementation through
the effective use of resources, constant monitoring of key indicators and adaptation of plans in
accordance with changes. Important components are also innovative development aimed at
increasing the efficiency of processes and creating new values, as well as human capitalmanagement,
which s a key factor in the successfulimplementation of changes.
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Particular attention is paid to the marketing component of strategic management, which ensures
the integration of external and internal factors into a single management system. Itis substantiated
that marketing, on the one hand, is an important tool for analyzing market opportunities, identifying
key customer needs and creating customer-oriented strategies, which allows the enterprise not only
to remain relevant in changing market conditions, but also to form unique competitive advantages;
on the other hand, itintegrates external factors (consumer demands, market trends, changesin the
competitive environment) with the internal resources of the enterprise, directing activities to create
value for customers.

Y crartiobrpyHTroBaHo, WO cTPAaTeriyHnii MeHea)XXMeHT po3BUTKY Oi3Hec-opraHi3auivi e 6araror-
PaHHUM | CUCTeMHUM rPoL,eCOM, SIKUii OXOIUTIOE CNEKTP yrpasBJliHCbKUX Ail, CIPSIMOBaHUX Ha AOCSr -
HEeHHS1 [OBroCTPOKOBUX pe3y/ibTaTiB Ta 3ab6e3ne4YeHHs1 CTasnoi KOHKYPEeHTOCNPOMOXHOCTI B yMOBaXx
LUBUOKOMJIMHHOIO PUHKOBOIO OTO4Y€HHSs1. BU3Ha4yeHo, Lo cTpaTeriyHNm MeHea)>XMeHT BKJTIo4Ya€ ¢pop-
MyBaHHSI JOBroCcTPOKOBUX Ljiseii, po3po6Ky cTpaTterii, ix BnpoBag>XeHHs!, NOCTiHHNIA MOHITOPUNHI
peanisauii, aHania e9peKTUBHOCTI Ta KOperyBaHHs 3a YMOBU BUHUKHEHHSI HOBUX BUKJIUKIB (MOXJINBO -
cTeli). OkpecnieHe A403BossIE BisHec-opraHi3auii He nuwe 3annuwaTncs CTikuM y AMHaMiYyHOMY ce-
peanoBuLi, asne i akTUBHO PO3BUBATUCS, BUKOPUCTOBYIOYU iIHHOBaLiNHI nigxo[un Ta afanTyio4Ynuchb [0
pesieBaHTHUX TpaHcgopmauiii 6isHec-cepegosuwya. lNigkpecseHo, LWo cTpaTeriyHNi MeHe4)KMEeHT
BUKOHYE KJIIO4OBY POJIb Yy 3ab6e3rne4eHHi cTanoro ¢pyHKLiOHyBaHHS NiANPUEMCTBA, CTBOPEHHI OBIro-
CTPOKOBUX KOHKYPEHTHUX nepesar i 3abe3ne4yeHHi piHaHcoBoOi cTabinbHOCTI. Baxnneum acnekTom
LbOro ripoyecy € 3gaTtHictb igeHTUiKyBaTn HOBi MOXJINBOCTI 4J151 3pOCTaHHS, MiHIMIi3YI04YN PU3NKN
Yyepe3 BUKOPUCTaHHS NepesoBUX YNpPaBJliHCbKUX MPaKTUK i TEXHOJIOTIMN.

BuokpemsieHO OCHOBHI eTanuv cTpareriYHoro MeHe)KMeHTy: (popMysIloBaHHSI CTPATErii IK OCHOBU
6i3Hecy, ii po3pobka 3 ypaxyBaHHSIM BHYTPILLHIX i 30BHIiLWHIXx pakTOpiB, peanizalis 3a 4O0MNOMOroro
epeKTUBHOIro BUKOPUCTaHHSI PECypCiB, MOCTiIMHNIA MOHITOPUHI KJIIOYOBUX NMOKa3HUKIB Ta aganTawis
niaHiB BignoBigHoO [0 3MiH. Ba)XxnnBumu cKnagoBUMUN TaKOX € iIHHOBaLiMHNIA PO3BUTOK, CNIPSIMOBa-
HUA Ha nigBULEeHHS e(PeKTUBHOCTI NPOLEeCiB i CTBOPEHHSI HOBUX LLiHHOCTEN, a TaKOXX ynpaBJliHHS
JIIOACbKUM KaniTasioM, L0 € KJII04OBUM ¢paKTOPOM yCriLLIHOIrO BrpPOBa)XeHHS 3MiH.

Ocob6nuBy ysary npugineHo Mapke TUHIOBiVi CKnagoBivi cTpaTeriyHoro MeHea4)XxXMeHTy, ka 3abes-
neyye iHTerpauito 30BHILLHIX | BHYTPILUHIX YAHHUKIB Y €ANHY cCUCTEeMy ynpasiHHA. OGrpyHTOBaHoO,
L0 MapPKeTUHr, 3 04HOro 60Ky, BUCTYNa€e BaXkJIMBUM iHCTPYMEHTOM [J1s1 aHai3y PUHKOBUX MOXXJIN-
BOCTe#, BUSIBJICHHS] KJIIO4OBUX NMOTPEO KJTIEHTIB i CTBOPEHHS KJTIEHTOOPIEHTOBaHUX CTpaTeri, Lo 403-
BoJ1sie 6i3Hec-opraHi3auii He nuwie 3anuwaTncs peseBaHTHUM Y MiHIUBUX PUHKOBUX YMOBaXx, asne i
¢dopmyBaTu yHikanbHi KOHKYPEHTHI nepeBaru; 3 iHLLOro — iHTerpye 30BHILUIHI YUHHUKU (CNOXXUBYI 3a-
NMUTU, PUHKOBI TPEHAN, 3MiHUN B KOHKYPEHTHOMY cepenoBULLi) i3 BHYTPILLUHIMU pecypcamMu opraHi3adii,
CrpsIMOBYIOYUN Bis/IbHICTb HA CTBOPEHHS LLIHHOCTI AJ151 KJTiEHTIB.

Key words: strategic management; marketing management; strategic development; marketing approaches;
marketing technologies; sustainable competitiveness; business organizations.
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GENERAL PROBLEM STATEMENT AND ITS
CONNECTION TO IMPORTANT SCIENTIFIC
AND PRACTICAL TASKS

An important place in the implementation of business
initiatives for modern enterprises is given not only to the
resource provision necessary to achieve the set goal and
increase the efficiency of activities, but also to strategic
management, which helps to define and achieve long-term
goals that ensure sustainable competitiveness in the
market. In addition, strategic management allows you to
optimize internal processes, reducing costs and increasing
productivity, promotes innovation and the introduction of
new technologies, and also becomes a key tool for
maintaining market positions and scaling the business.

ANALYSIS OF RECENT PUBLICATIONS
AND RESEARCH

The issues of strategic management of enterprise
development are the subject of research by many
domestic scientists, including: S. Vasilyga, L. Kysh,
I. Kravchuk, S. Lavrynenko, O. Maslak, L. Perhat, N. Po-
dolchak, O. Prysvitla, O. Prysyazhnyuk, L. Chorna,
Zh, Shershneva, etc. [1—5; 7—10]. Noting the value
of the research results of these scientists, it should
be noted the need for further scientific research in
this area of the problem. Of particular interest is the
issue of strategic management of enterprise de-
velopment in the context of the use of marketing
technologies.

IHBecTnuli: noaksTka 1a gocsig N 1/2025




Strategic management of enterprise development

Straregy
Jormulation

h 4

Lnvironmental analysis (assessment of internal and external factors affecting the
enterprisc. Internal analysis covers resources, opportunitics, strengths  and
weaknesses, and external analysis covers market conditions, competitive
environment, technological trends and economic conditions).

Mission and vision (dcfinition of the main goal and long-term vision of the
enterprise's development, which forms the direction of strategic management).
Goals and objectives (formulation of specific, measurable goals that the
cnterprisc sccks to achicve).

Strategy
development

h 4

Strategy selection (development and selection of appropriate strategies to
achicve thc sct goals (growth stratcgics, diversification, intcgration,
differentiation, ctc.)).

Tactical plans (development of specific action plans that detail how to
implement the chosen strategy (determination of resources, responsible persons
and deadlines)).

Strategy
implementation

A 4

Management decisions (making management decisions to implement the
stratcgy, including resource allocation, work organization and staff motivation).
Operational management (coordinating and monitoring the implementation of
plans, ensuring the effective implementation of tasks and achieving short-term
goals that contribute to long-term development).

Monitoring and

Measuring results (continuous monitoring and evaluation of achieved results

evaluation comparcd to planned goals (analysis of financial indicators, productivity, markct
shares and other key performance indicators).
Adjustment and adaptation (identification of deviations from the plan and taking
corrective measures to adapt the strategy in a changing cnvironment or new
circumstances).
A4
Innovative Innovation initiatives (stimulating innovation and continuous improvement of
development products, services and processes (rescarch and development, implementation of
new technologies and business models).
Adaptation to change (prompt response to changes in the external environment,
such as new trends, changes in legislation or consumer needs).
y
Human Personnel motivation and development (ensuring proper personnel management,
Resources including the development of skills and knowledge, ecmployce motivation, and
Management the formation of a corporate culture that supports strategic goals).

Fig. 1. The process of strategic management of enterprise

development

Source: summarized by the author based on researched sources.

of time and is based on reasonable
ways, methods and tools for
achieving the outlined goal [6,
p. 456].

The category of "strategic de-
velopment" is quite widespread in
the scientific world. The use of this
term in various scientific con-
structs specifies a certain phe-
nomenon or process that is studied
in dynamics, with an orientation to
the strategic perspective [2; 3; 5].
The development process itself can
be quantitative and qualitative, and
each of them requires individual
approaches to interpretation from
the standpoint of outlining growth
vectors. Therefore, strategic
development is a complex process
that includes defining long-term
goals of the enterprise, developing
and implementing strategies, as
well as their constant monitoring
and adjustment to achieve success
in a competitive and dynamic
business environment.

The specification of mana-
gement decisions and strategic
steps to ensure development, as
well as their functional adjustment
(if necessary), involves the use of
mechanisms and technologies of
strategic management. It has been
established that the concept of
"strategic management of enter-
prise development" currently does
not have a single established inter-
pretation in scientific research,
which is due to the diversity of its
content in the context of strategic
orientations of business entities.
Quite often, definitions demonst-
rate a variety of approaches to

PURPOSE OF THE STUDY

The purpose of the article is to study the theoretical
foundations of strategic management and justify the role
of marketing in ensuring the effective development and
competitiveness of business organizations.

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

An enterprise as a business entity is an organizational
and economic system within which business processes
take place, socio-economic relations are built and appro-
priate relationships are formed between all participants —
employees, administration, contractors, stakeholders,
other participants involved in ensuring the strategic
development of a business entity. One of the factors that
ensure the financial stability of the enterprise in the market
and enable it to strengthen its competitive positions is an
adaptive development strategy. In a general sense, a
strategy is a detailed plan that covers a long-term period

strategic development management, taking into account
both external factors and internal resources of the
organization [4; 5; 7; 8].

In ageneral sense, strategic management of enterprise
development is considered as an integrated process of
long-term planning, management decision-making and
resource coordination, aimed at forming, implementing and
adapting the enterprise's strategy in accordance with
changes in the external and internal environment to achieve
competitive advantages, financial stability and sustainable
development.

The process of strategic management of enterprise
development is schematically shown in Fig. 1.

Thus, the organizational design of strategic mana-
gement of enterprise development includes six key
components:

— strategy formulation (environmental analy-
sis; outlining the mission, vision, goals and objecti-
ves);
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Table 1. Methodological approaches to strategic
management of enterprise development

Method Goal
orientation
PESTEL. Assessing external factors affecting an enterprise helps | Environmental
to understand the macro environment and identify opportunities | analysis

and threats.

SWOT. Analysis of the enterprise’s internal resources and
capabilities, as well as external threats and opportunities for
strategy formation.

Boston Consulting Group Model (BCG Matrix). Evaluation of

Planning and

business units and products based on their market share and strategy
growth rates to determine investment priorities. formulation
Henry Mintzberg Model. Includes three approaches to strategic

management — planning, positioning, and strategic management

as a process focused on constant change and adaptation.

Ansoff Matrix. Determining growth directions through new or Growth and
existing products and markets. Includes strategies of market development
penetration, market expansion, product development and strategies
diversification.

M. Porter’s Model. Determining competitive strategies through

differentiation, cost leadership and focus.

Balanced Scorecard. A tool for evaluating the effectiveness of Strategy
strategy implementation through financial metrics, customer implementation
perspectives, internal processes, and learning. management

Project Management. The application of project management
techniques to the implementation of strategic initiatives,
including task definition, resource planning, and performance
monitoring.

KPI. Definition and monitoring of indicators that reflect the
success of strategy implementation and achievement of goals.
Deviation analysis. Continuous monitoring of results compared
to plans to identify deviations and adjust strategies.

Monitoring and
control

Innovation cycle model. Includes stages from idea to
commercialization, which helps companies introduce new
products and technologies.

Strategic flexibility. Adapting strategies in response to changes in
the environment and new challenges, which ensures rapid
response.

Innovation and
adaptation

Source: summarized by the author based on researched sources.

— strategy development (selection of
strategies, tactical plans);

— strategy implementation (management
decisions, operational management);

— monitoring and evaluation (measurement
of results; adjustment and adaptation);

— innovative development (innovative
initiatives, adaptation to change);

— human resources management (motivation
and development of personnel).

The main tasks of strategic management of
enterprise development include: mission and
vision formulation; analysis of the environment
(external and internal); definition of strategic
goals; development of strategies; planning of
business processes; implementation of strategy;
change management; monitoring and evaluation of
results; innovation and improvement; risk
management; development of corporate culture.
The identified tasks help to ensure effective mana-
gement, orienting the activities of a particular
enterprise towards achieving long-term success
and adaptation to a changing business environ-
ment.

Effective management involves the use of
modern methodological approaches to the
formation and implementation of enterprise
development strategies. Modern methodological
approaches to strategic management of enter-
prise development and their target orientation are
presented in Table 1.

Therefore, depending on the target orien-
tation (goal) of using a methodological approach

to strategic development mana-
gement, appropriate ones are

selected, taking into account the

MARKETING APPROACHES e -
strategic imperatives and re-
~ . . .

Consumer The consumer is at the center of strategic development. Analyzing the source provision of t.he enterprlsg,
opientation nceds, preferences, and behavior of the target audicnce helps a company namely: for analyzing the envi-
adapt its stratcgy to thc market, cnsuring competitivencss. ronment — PESTEL, SWOT; for
planning and formulating a

ke T ] _ _ i strategy — BCG Matrix, Henr
:Za:f;uation Clearly defining market segments and creating a unique offering for each Mi bg Y . del: f f’ . y
(m‘%;, G of them ensures efficient use of resources and increases customer loyalty. Intzberg's model; for forming
P s L ) a growth and development
Integration of strategy — Ansoff Matrix and M.

niegration o, Marketing research and analytics become the basis for making management P ' o

s orter's Model; in the process of
marketing into dccisions, identifying promising arcas of devclopment, and optimizing ing th J | pt ti f

management business processes. ) managing the impiementation o
processes - the strategy — Balanced Sco-
Innovation in The usc of digital technologies, automation of markeling processes, and the recard and project management;
promotion introduct}ion of innovati\r'fl: products allow enterprises to quickly adapt to for monitoring and control — KPI
changes in the market environment. ) and the method of deviation ana-
Brand building — : — lysis; for innovation and adapta-
and reputation A stx_oug_b[and and positive Ieputathll become a competmve adv@tage, tion — the innovation cycle model

management contributing to the growth of consumer trust and long-term partnerships. . .
and the method of strategic flexi-

~  bility.

Approach to The strategic development of the company is based on creating added Marketing approaches to stra-

value creation

stability.

value for the client, which ensures long-term cooperation and financial

tegic management of enterprise
development are based on consu-

Fig. 2. Marketing approaches to strategic management of

enterprise development

Source: summarized by the author based on researched sources.

mer orientation, market segmen-
tation and creation of unique
value, which allows the enterprise
to adapt the strategy to the chan-
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ging market environment (Fig. 2). They integrate marketing
tools into management processes, ensuring com-
petitiveness and long-term success through innovation,
branding and analysis of customerneeds.

The outlined marketing approaches make it possible
to harmonize the internal goals of the enterprise with
external market conditions, contributing to its
development and ensuring sustainable competitiveness —
maintaining one's positions on the market in the long term
due to the effective use of resources, the introduction of
innovations, ensuring the quality of products or services,
as well as adaptation to changes in the external
environment environment.

CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH

Strategic management of enterprise development
is an integrated and dynamic process that requires
attention to changes in the environment and timely
adaptation of business strategies. In modern
conditions, strategic development, integrated with
marketing approaches that integrate consumer needs
analysis, branding and innovation into strategic
management, allows enterprises not only to ensure
sustainability and competitiveness, but also to create
unique value for customers, which is a key factor in
long-term success.
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