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INTRODUCTION.  This article
highlights the fundamental principles
of predictive analytics as they apply to
marketing, providing the reader with a
thorough  understanding of the
methodologies and techniques used to
predict consumer behavior and
optimize marketing strategies.
RESEARCH HYPOTHESIS. The
article examines the key concepts and
approaches underlying  predictive
analytics, including machine learning,
statistical analysis, and forecasting
algorithms.

THE AIM of particular attention is
paid to the application of these
methods in various areas of marketing,
such as market segmentation, pricing,
product portfolio management, and

1Kyiv National
Design, Kyiv, Ukraine

University of Technologies and

the importance of responsible use of
data and algorithms.
FINDINGS. The final section of the

article  focuses on the future
development of predictive analytics in
marketing, discussing new

technologies, methods, and approaches
that can contribute to improving the
accuracy and efficiency of forecasts.
CONCLUSION. The author expresses
confidence that the further
development and integration of
predictive analysis into marketing
strategy will contribute to the creation
of more targeted and effective
marketing campaigns while ensuring
sustainable growth and
competitiveness of companies in the
market.

determining the effectiveness of KEYWORDS: predictive analysis;
advertising campaigns. marketing; pricing; business
METHODS. The article examines the development; marketing strategies;
ethical and legal aspects of predictive marketing tactics.
analytics in marketing, emphasizing
NUMBER NUMBER NUMBER
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BCTYVII. V uiii ctaTTi BUCBITIIOIOTHCS
byHIaMeHTaIbH1 PUHIIUATIH
MPEIUKTUBHOTO aHasizy, K1
3HAXONATh 3aCTOCYBaHHA Yy cdepi
MapKeTUHTY, HAJal04d  TPYHTOBHE
PO3YMIHHSI METOJIOJIOTIM Ta TEXHIK, SKI
3aCTOCOBYIOTBCS IS TPOTHO3YBaHHS
CIIO’KMBYOI MOBENIHKA Ta ONTUMI3AIL

MapKETHHTOBUX CTPATET1il.
I'MOTE3A AOCJIIAXKEHHA. V

CTaTTi  PO3TIIAIAIOTHCS KITFOUOBI
KOHIIENIIT Ta IMAXOMH, IO JIEKATh B
OCHOBI  TPEIUKTUBHOTO  aHai3y,
BKJIFOYAIOYM  MAIlMHHE  HaBYaHHI,
CTAaTHCTUYHHUI aHali3 Ta alrOpUTMH
IPOTHO3YBaHHHI.

META 1ue BUABJIEHHS ONTHUMAaJbHOIO
3aCTOCYBaHHS IIMX METOMAIB y PI3HUX
rajy3sx MapKeTHUHTY, TaKux SK
CEerMEHTaIlisl PUHKY, I[IHOYTBOPEHHS,
YIOPABIIHHS MPOAYKTOBUM MOPTQeEneM
Ta BU3HAYCHHS e(peKTUBHOCTI
pEKIIaMHUX KaMITaHiMH.

METO/IU. VY craTTi pO3TasgaroThes
eTMYHl Ta OPUANYHI aCHEeKTH Ta
METOAM TPEIAUKTUBHOTO aHANIZY Y
MapKETHHTY, HAroJIONIyIOYl  Ha

! Kuiscokuii nayionanvuuii ynieepcumem mexmono2iil
ma ouzauny, Kuis, Ykpaina

BaXKJIMBOCTI BIiJIMOBIIaJIbHOTO
BUKOPUCTAHHA JJAHUX Ta aJlTOPUTMIB.

PE3YJIBTATN. 3aBepIIaIbHUN
po3IiI CTaTTI PUCBSIYCHU I
MaiOyTHbOMY PO3BUTKY
NepPeUKTUBHOTO aHaiizy y
MapKeTHUHTY,  OOTOBOPIOIOYH  HOBI

TEXHOJIOT1l, METOAU Ta MIAXOIH, SKI
MOXYTb 3pOOUTH CBiff BHECOK Yy
NOKpAICHHS TOYHOCTI Ta
e(pEKTUBHOCTI MPOTHO31B.
BUCHOBKMWM. ABTOp BHUCIOBIIIOE
BIIEBHEHICTh Y TOMY, IO MOAAJIbLINIA
PO3BUTOK Ta 1HTEeTparis
IPEIUKTUBHOTO aHa3y B
MapKETUHIOBY CTPATETiI0 CHPUSATHUME
CTBOPEHHIO OUIBII IIJIECIPIMOBAHUX
Ta PE3YyJbTaTUBHUX MAapKETUHIOBHUX
KaMIlaHii, 3a0e3Meuyoun MpU LbOMY
CTiiiKe 3pOCTaHHsA Ta
KOHKYPEHTOCIIPOMOXHICTh ~KOMIIaHI1i
Ha PUHKY.

KJIFOYOBI CJIOBA: npeanKTUBHHIA
aHalli3; MapKETUHT; IIHOYTBOPEHHS;
pPO3BUTOK  0Oi3HECY;  MapKETHHIOB1
CTparerii; MapKETUHTOB1 TAKTUKH.
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Statement of the problem. With the continuous development of
technology and the increasing complexity of the market environment, predictive
analytics is becoming a key tool in the arsenal of marketers. Predictive analytics,
based on machine learning, statistical analysis, and predictive algorithms, offers
unique opportunities to understand and anticipate consumer behavior, optimize
marketing strategies, and improve the effectiveness of advertising campaigns.

However, despite the vast opportunities offered by predictive analytics,
there are many outstanding issues and challenges that require the attention of
researchers and practitioners. Key among these include selecting and applying
appropriate methodologies and techniques, adapting them to specific marketing
contexts and challenges, and ensuring the ethical and legitimate use of data and
algorithms.

The article seeks to systematize the existing knowledge in the field of
predictive analytics in marketing, highlight the main principles and approaches,
and assess their applicability in different areas of marketing activities. Special
attention is paid to the analysis of ethical and legal aspects of the use of predictive
analytics, which is a relevant and important task in the context of increasing
requirements for the protection of personal data and responsibility for their use.

Thus, the article is aimed at forming a comprehensive view of the
application of predictive analytics in marketing, identifying promising areas of
research in this area, and offering recommendations for practitioners seeking to
effectively use the potential of predictive analytics to achieve competitive
advantages and improve the effectiveness of marketing strategies.

Analysis of recent publications on the problem. In recent years, there has
been significant progress in the development of new methods of predictive
analysis. In particular, machine learning methods based on artificial neural
networks are being actively developed. These methods allow for solving more
complex problems than traditional statistical methods.

In the field of marketing, new methods of predictive analysis are used to
solve the following tasks: demand forecasting, personalization of marketing
messages, and determining the effectiveness of advertising campaigns.

There is a large number of studies evaluating the effectiveness of predictive
analyses in various marketing tasks. These studies show that predictive analytics
can be an effective tool for improving the effectiveness of marketing campaigns.

Overall, predictive analytics is a rapidly growing field that has great
potential for use in marketing. Further research in this area will focus on
developing new predictive analytics methods, evaluating their effectiveness in
various marketing tasks, and addressing the ethical and legal issues associated
with the use of predictive analytics.

The purpose of the study. This study aims to comprehensively analyze
and systematize the fundamental principles of predictive analytics relevant to the
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context of marketing. The aim is to provide readers with a thorough
understanding of how predictive analytics techniques, including machine
learning, statistical analysis, and predictive algorithms, can be applied to predict
consumer behavior and optimize marketing strategies.

The study focuses on analyzing the use of predictive analytics in various
aspects of marketing such as market segmentation, pricing policy formulation,
product portfolio management, and evaluating the effectiveness of advertising
campaigns. The aim is to identify how these techniques can help improve the
accuracy and efficiency of marketing decision-making, which can ultimately
lead to increased profits and a stronger market position for the company.

The aim of the study is not only to provide a broad overview of the
principles and methods of predictive analytics in marketing but also to identify
areas for further research and improvement of these methods within marketing
activities.

The main results and their justification. The article discusses the basics
of predictive analytics in marketing, an overview of the main concepts and
definitions, as well as methods that are actively used by businesses today.

Predictive analytics is a data analysis methodology that uses statistical
algorithms and machine learning techniques to predict future events and trends
based on available historical data. In marketing, predictive analytics can predict
consumer preferences, customer behavior, and the results of marketing
campaigns, which helps companies plan their marketing efforts more effectively
and make informed decisions.

The core concepts of predictive analytics in marketing include:

e Machine Learning: it is a subsection of artificial intelligence that
provides computers with the ability to learn from experience and data without
explicit programming. Machine Learning is used in predictive analytics to create
models that can predict future events based on analyzing past data.

e Training Dataset: is a dataset that is used to train machine learning
models. It consists of historical data including various variables and a target
variable to be predicted. The model is learned from the training data to identify
patterns and regularities.

e Target Variable: this is the variable that the machine learning model is
trying to predict. In marketing, this could be, for example, the likelihood of a
customer buying a product, the conversion rate of a marketing campaign, or the
cost of a purchase.

e Features: these are the variables that are used to predict the target
variable. In marketing, features can be data about customers such as age, gender,
purchase history, interests, and other factors that influence their behavior.

e Machine learning algorithms: there are many machine learning
algorithms that are used to solve various predictive analytics problems. Some of
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the most common algorithms include linear regression, decision trees, random
forest, gradient boosting, and neural networks.

e Cross-Validation: it is a method of evaluating the performance of
machine learning models based on available data. It evaluates how well a model
generalizes its results to new data and avoids overfitting.

e Prediction: is the process of using a trained model to predict the values
of a target variable on new data that the model has not seen before.

In marketing, predictive analytics is used to forecast various events and
indicators, such as the likelihood of customer churn, assess the effectiveness of
marketing campaigns, determine the most likely customer purchases, and others.
It helps companies make more informed decisions, reduce risks, and optimize
their marketing efforts to achieve more successful results.

In marketing, predictive analytics has a wide range of applications and can
be used in a variety of areas to improve the effectiveness of marketing strategies
and enhance customer interactions. Some of the most common applications of
predictive analytics in marketing include:

e Predicting the likelihood of customer churn: Predictive analytics can
help companies identify customers at high risk of leaving and predict the
likelihood of churn for each customer. This allows timely action to be taken to
retain customers, such as offering personalized discounts, bonuses, or loyalty
programs.

e Personalized marketing: Predictive analytics helps to understand
customer preferences and needs based on their previous actions and behaviors.
This allows companies to offer personalized offers and recommendations, which
improves customer experience and increases the likelihood of purchases.

e Optimize advertising campaigns: with predictive analytics, companies
can identify the most effective advertising channels and optimize marketing
campaign budgets. Predictive analytics models can predict the results of
advertising campaigns and identify the most promising audience segments.

e Sales Forecasting: predictive analytics can help companies forecast
future sales based on historical sales data and factors affecting demand. This
helps companies plan their production activities and manage inventory of goods
more accurately.

¢ |dentifying the most promising customers: predictive analytics can be
used to identify the most promising customers who have the highest probability
of making a purchase in the near future. This allows you to focus your
marketing efforts on the most promising audiences and increases conversion
rates.

e Determining optimal prices: predictive analytics can help determine the
optimal prices for a company's products or services, taking into account demand,
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competition, and other factors. This allows you to set prices that maximize
profits and meet customer needs.

e Analyze the effectiveness of communication channels: predictive
analytics can help determine the most effective channels for communicating
with customers, such as email, social media, SMS, etc. This helps optimize
marketing efforts and improve audience engagement.

All these applications of predictive analytics in marketing help companies
make better-informed decisions, improve customer interactions, and enhance the
effectiveness of marketing strategies. It allows companies to be more
competitive in the market and successfully adapt to changing conditions and
consumer demands.

By analyzing the current situation with the study of scientific works of
world authors, it is possible to summarise all the methods and approaches to data
analysis for predicting and identifying trends in consumer behavior and markets
that exist and are currently used.

Predictive analytics in marketing is a powerful tool that allows companies
to predict future trends and events based on the analysis of historical data.
Various data analysis techniques and approaches are used to achieve this goal.
Let's take a look at some of them:

1. Regression Analysis: Regression analysis is used to assess the
relationship between a dependent variable (target) and one or more independent
variables (attributes). In marketing, it can be used to forecast sales based on
advertising costs, determine the effect of price on demand, or assess the impact
of marketing campaigns on customer behavior.

2. Cluster Analysis: Cluster analysis is used to group objects (e.g.,
customers) based on their similarity in a number of characteristics. This
identifies audience segments with common needs and behaviors. Cluster
analysis helps in creating more personalized marketing strategies for different
customer segments.

3. Time Series Methods: Time series methods are used to predict future
values based on temporal data (e.g., sales by month, and daily website visits).
This helps in identifying seasonal fluctuations, trends, and other periodic patterns
that help companies take appropriate actions in their marketing strategies.

4. Classification models: Classification models are used to predict whether
an object belongs to a particular class or category. In marketing, this can be used
to determine the likelihood of a customer making a certain decision (e.g., buying
a product) based on their profile and behavior.

5. Machine learning techniques: Machine learning methods involve various
algorithms that allow computers to "learn" from data and make predictions on
new data. Some of the popular machine learning techniques used in marketing
include random forests, gradient boosting, and neural networks.
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6. Network Analysis: Network analysis is used to study the relationships
between objects in a network (e.g., social networks). In marketing, it can be used
to analyze the influence of key opinion leaders on the behavior of other users
and identify the most important nodes in the network to attract new customers.

7. Text analysis: Text analysis allows companies to analyze textual
information from customer reviews, social media, and other sources. This helps
to understand public opinion about the brand and products, identify trends and
issues, and develop more effective communication strategies.

The basic methods and approaches to data analysis in predictive analytics
help marketers predict consumer preferences, identify trends in the market,
forecast the results of marketing campaigns, and optimize strategies to improve
customer interactions and achieve more successful results.

Let's continue with a look at the methods and approaches of predictive
analytics in marketing:

8. Social Media Analytics: Social media is a rich source of data on
consumer behavior and opinions. Social media analysis allows companies to
monitor discussions about their brand, products, and customer feedback. This
helps in identifying trends, identifying key themes and sentiments, and tracking
reactions to marketing campaigns.

9. Forecasting LTV (customer lifetime value): Determining the LTV of a
customer is an important task for marketing. Predictive analytics can predict
how much revenue a customer will bring to the company over their lifetime with
the brand. This helps in determining the cost of customer acquisition and
allocating marketing budget keeping in mind the potential profit from the
customers.

10. Cohort Analysis: Cohort analysis is used to study groups of customers
who started interacting with a company in the same period of time. Cohort
analysis helps to understand how customer behavior changes over time and what
factors influence customer loyalty and engagement. This helps in identifying
successful marketing strategies and attractive customer segments.

11. Network effects analysis: In certain business areas such as social media
platforms, messengers, and online marketplaces, network effects play an
important role. Predictive analytics can assess the impact of network effects on
attracting new users and increasing activity on the platform.

12. Conversion Forecasting: Conversion prediction in marketing is
important to understand which engagement channels and marketing efforts are
most effective. Predictive analytics helps to determine the likelihood of
customer conversions at each stage of the sales funnel and identify the most
significant factors influencing purchase decisions.

13. Assortment Analysis: Assortment analysis helps to determine which
products or services are most popular with customers and which ones can be
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most profitable. Predictive analytics helps to determine the optimal product mix
that satisfies customer needs and generates the most profit for the company.

14. Price sensitivity analysis: Pricing is an important aspect of marketing.
Price sensitivity analysis helps to determine how changes in the prices of
products or services affect the demand and revenues of a company. Predictive
analytics can predict customer reactions to price changes and determine optimal
pricing strategies.

15. Universal Salsa method. The predictive analytics method allows to
creation of links between all structural units of the business for predictive
calculations, creation of strategic plans, and compensation of external and
internal risks for the company.

All these methods and approaches of predictive analytics in marketing help
companies to more accurately predict customer behavior, identify trends in the
market, make informed decisions, and optimize marketing strategies. This
allows companies to be successful in the marketplace, retain existing customers
attract new ones, and effectively utilize their marketing resources.

Examples of successful use of predictive analytics in marketing and brand
management include:

e Personalized marketing and product recommendations: Major online
retailers such as Amazon and Netflix have successfully used predictive analytics
to provide personalized recommendations to customers. They analyze historical
data on users' purchases, views, or ratings to predict which products or movies
each customer might be interested in. This approach increases the likelihood of
customer purchase and retention.

e Predicting customer churn: Telecom companies, ISPs, and banks are
actively using predictive analytics to predict customer churn. By analyzing data
on customer behavior, activity, and interactions, predictive analytics can identify
signs of potential churn. This enables companies to take measures to retain
customers by offering personalized offers and discounts.

e Optimization of advertising campaigns: Advertising agencies and
advertisers use predictive analytics to optimize advertising campaigns. By
analyzing data on audience behavior, audience characteristics, and advertising
platforms, they can identify the most effective advertising channels and formats.
This approach helps to reduce advertising costs and increase conversion rates.

e Determining optimal pricing: Retailers and manufacturers use predictive
analytics to determine optimal product pricing. By analyzing data on price
changes and customer response to them, optimal price ranges can be identified
to maximize revenue and customer satisfaction.

e Analyzing the effectiveness of marketing campaigns: Companies can
apply predictive analytics to analyze the effectiveness of their marketing
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campaigns. Predicting the results of future campaigns based on analyzing past
data can identify the most promising approaches, channels, and messages.

e Demand Prediction: Manufacturing companies use predictive analytics
to forecast demand for their products. By analyzing data on sales, seasonal
factors, marketing promotions, and other influencing factors, trends can be
identified and predictions become more accurate.

e Competitor Analysis: Predictive analytics helps companies analyze data
about competitors and their market activity. This helps in predicting competitors'
actions, their reactions to marketing strategies, and adapting their actions
according to the market situation.

e Inventory Management: Retailers and manufacturing companies use
predictive analytics to optimize inventory and stock management. Forecasting
future demand based on sales data and seasonal variations can reduce storage
costs and mitigate the risk of surplus or shortages.

These are just a few examples of the successful use of predictive analytics
in marketing and brand management. All of these applications enable companies
to make informed decisions, improve customer engagement, optimize marketing
strategies, and achieve outstanding market results.

Further examples of successful uses of predictive analytics in marketing
and brand management can also be discussed below:

1. Predicting content performance. Content marketing companies can use
predictive analytics to predict the effectiveness of content material. By
analyzing data on audience response to different types of content (articles,
videos, infographics, etc.), they can identify the formats and topics that are most
appealing to audiences.

2. Analyzing the impact of events and promotions. Predictive analytics
helps assess the impact of various events and marketing promotions on customer
behavior. Companies can predict the effects of discount promotions, loyalty
programs, advertising campaigns, and events on sales and customer loyalty.

3. Analyzing the effectiveness of email marketing. Predictive analytics is
used to analyze the results of email marketing and determine the best strategies
to engage with customers. This includes determining the optimal time to send
emails, content that is most appealing to different audience segments, and
assessing the likelihood of opening and responding to emails.

4. Web content optimization. Predictive analytics helps in optimizing the
web content provided to website visitors. By analyzing data about users' on-site
behavior, interests, and actions, it can predict what content is most appealing to
audiences and adapt the site to improve user experience and conversions.

5. Analyzing the effectiveness of social media. Predictive analytics allows
you to measure the results of your social media marketing efforts. Analyzing
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data on user interactions with content, posts, and ad campaigns helps identify the
most effective platforms, content types, and topics to engage audiences.

6. Predicting product popularity. Manufacturers and retailers use predictive
analytics to predict the popularity of new products. By analyzing data from
previous sales and advertising campaigns, they can estimate the potential
demand for a new product and determine its success in the market.

7. Predicting the outcome of events and sponsorships. Companies
sponsoring events or sports teams can use predictive analytics to forecast the
outcome and performance of their investments. This allows them to determine
which events or teams are most appealing to audiences and which events will
generate the greatest return.

These examples demonstrate how predictive analytics is being used to
optimize marketing strategies, improve customer engagement, and achieve
successful brand management outcomes. It enables companies to adapt to
rapidly changing market conditions, anticipate customer needs, and act more
effectively to drive business growth and brand strength.

But still, the main point of using predictive analytics is a company's
product policy. Applying predictive analytics to select an optimal brand
portfolio is a critical success factor for a company, especially in economic
crises. An effective brand portfolio allows a company to maximize revenues,
improve competitiveness, and manage risk effectively. Let's look at how
predictive analytics can be applied to this task:

1. Analyzing sales and profitability data. Predictive analytics allows you to
analyze the sales and profitability data of each brand in the company. Based on
this data, it can be determined which brands are generating the most revenue and
which may have the potential for further growth. Such analyses identify the
most successful and promising brands to focus on.

2. Forecasting demand and trends. Predictive analytics allows you to
forecast future demand for each brand's products. This involves analyzing data
on sales, marketing promotions, competitive factors, and customer behavior.
Demand forecasting helps to determine which brands will be most in demand in
the market and which may face a decline in demand.

3. Analyzing the competitive environment. Predictive analytics allows you
to analyze data about the competitive environment and competitors' actions.
This includes analyzing prices, marketing campaigns, market positioning, and
customer response to competitive offerings. Such analyses help in identifying
the advantages and weaknesses of each brand as compared to its competitors.

4. Audience segmentation. Predictive analytics allows you to segment your
audience based on their preferences, behaviors, and characteristics. This helps in
determining which brands are most popular among different audience segments
and which can be more successful in certain market segments.

18



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (38), 2023

5. Determining the strategic role of brands. Predictive analytics helps in
determining the strategic role of each brand in the company's portfolio. This
involves analyzing data on each brand's positioning, unique characteristics, and
target audience. Defining the strategic role identifies the core brands that serve
as the foundation of the business, as well as complementary brands that can
support the core brands or seek new markets.

6. Making decisions to add or reduce brands. Based on analyzing data and
forecasts, predictive analytics helps companies make decisions to add new
brands to the portfolio or reduce the number of brands. This allows optimizing
the portfolio by removing less successful brands or investing in brands with high
potential

7. Risk and Opportunity Modelling. Predictive analytics allows companies
to model different risk and opportunity scenarios for each brand. This includes
analyzing possible economic crises, changes in consumer behavior, competitive
activity, and other factors that could affect the success of a brand. Modeling
risks and opportunities allows companies to develop strategies to reduce risks
and seize opportunities for each brand.

8. Brand lifecycle analyses. Predictive analytics allows analyzing the life
cycle of each brand in a company's portfolio. This includes analyzing data on
sales, growth, maturity, and decline of products. Life cycle analysis helps to
identify brands that are at different stages of their development and make
decisions on their future management.

9. Analyzing the effectiveness of marketing investments. Predictive
analytics helps to evaluate the effectiveness of marketing investments for each
brand in the portfolio. This includes analyzing data on the costs of marketing
activities and their impact on sales and brand awareness. Evaluating marketing
investment performance helps identify the most successful marketing strategies
and allocate the budget most effectively.

10. Analyzing the impact of brands on the overall value of the company.
Predictive analytics assesses the impact of each brand in the portfolio on the
overall value of the company. This includes analyzing the revenue, profitability,
and risk data of each brand. Analyzing the impact of brands on the value of the
company allows you to identify the company's key assets and optimize the
management of the brand portfolio to maximize value.

11. Development of profitability forecasts. Based on the data and forecasts
generated by predictive analytics, companies can develop profitability forecasts
for each brand in the portfolio. The forecasts help in determining the financial
goals and development plans of the brands in the long and short term.

12. Cannibalization effect analysis. Predictive analytics helps in
determining the cannibalization effect between different brands in the portfolio.
Cannibalization occurs when one product or brand competes with other products
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or brands of the same company. Analyzing the cannibalization effect allows
companies to take measures to optimize product mix and positioning.

Predictive analytics is a powerful tool for companies looking to optimize
their brand portfolio. By analyzing data and making predictions, companies can
make informed decisions, adapt to changing market conditions, and create more
successful marketing strategies for each brand in their portfolio.

Over the course of this article, we have taken a detailed look at the
fundamental principles of predictive analytics and their application to marketing.
Predictive analytics is a powerful tool that relies on statistical analysis, machine
learning, and predictive algorithms to not only predict consumer behavior with a
high degree of accuracy but also to optimize marketing strategies based on the
findings.

We focus on the key concepts and methodologies that underpin predictive
analytics and look at how these approaches can be integrated into marketing
activities. Predictive analytics has a tremendous impact on making informed and
effective marketing decisions, which ultimately leads to increased ROI and
enhanced competitive advantage for the company.

However, it should be noted that the successful application of predictive
analytics requires not only knowledge of relevant methods and tools but also the
availability of quality data and an understanding of market specifics and
consumer behavior. In addition, it is important to be aware of the possible
ethical and legal implications of using predictive analytics, especially in the
context of handling personal customer data.

In conclusion, we would like to emphasize that predictive analytics is an
integral part of modern marketing, and its role will only increase as technology
develops and the amount of available data increases. Mastering the principles
and methods of predictive analytics will allow marketers not only to effectively
predict future trends and consumer behavior but also to form more personalized
and targeted marketing campaigns, thus increasing customer satisfaction and
ensuring sustainable business growth.
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JOCJIIIKEHHSA. Jlns 1gocsrHeHHs
MeTH Oyu BUKOPHUCTaHI
3arajlbHOHayKOB1 METOJU JOCIIIKESHHSI,
30KpemMa  IHAYKIUS  Ta  JeAYyKIs,
MOPIBHSIHHS, aHai3 HayKOBO1
JITEpaTypH, EKCIEPTHUN aHaI3.
BUCHOBKU TA IIEPCIIEKTUBU
MNOAJAJBIINX JOCJIIKEHD.
[IpoBenenmii aHami3 TMOKa3zaB, IO
BUKOHAHHS MPOAIOCEPCHKUX (PYHKIINA B
paMKax TE€BHMX TBOPYMX IPOEKTIB
noTpeOyroTh SIK 3HAYHOI  KUIBKOCTI
MEHE/DKEPCHKUX BaJ, TaK 1 SKOCTEH

! Kuiscokuii nayionanvhutl ynisepcumem mexuonoziil
ma ouzauny, Kuis, Ykpaina

0COOHUCTHX, npodeciitHux Ta
nianpueMHunbkux. [loemHanHs — 1UX
CKJIaIOBUX crpusie CTaJIOMY
1 ABUILEHHIO €(heKTUBHOCTI
MPOIIOCEPCHKOTO MEHEKMEHTY.

EdexTuBHICTh MIPOJTFOCEPCHKIX
MPOCKTIB € TOKA3HUKOM 1 CBOEPITHUM
KaTaixi3aTopoM COIIIOKYJIbTYPHOTO
pO3BUTKY  cycmiiberBa.  Ilapanurma
POOCYBAaHHS CKJIa/1a€ CUHTE3
KyJIBTYPOTBOPYOTO TMPOIYKTYy 1 HoOro
CIOKMBAa4a, TBOPYOI Ta KOMEPIIHHOT

CKJIaIOBOI, IIO BUSBISE ONTUMANbHI
CTparerii HOro pO3BUTKY.

daxoBa MpoArOCcCepChKa OCBITa,
pPO3yMIHHS TBOPYOTO 1
MIIMPUEMHUAIIBKOTO  MOTEHIATy  Ii€l
npodecii, [KUH CHOTOAHI  3HAYHO
HOLIUPIOETHCS € 00’ EKTUBHUM

HACJIIIKOM PO3BUTKY IIOY-THAYCTPIi,
nomupeHHs cgep i iCHyBaHHS.

Came TOMYy MOAAIbIIl JTOCHIKEHHS
MIPOJIFOCEPCHKOI JIISITBHOCTI B CTPYKTYpI
COIIIOKYJIbTYpPHOI ~ cpeprt  J103BOJIUTH
BUABUTH TMpobieMu B 11 peamizaiii,
Jep)KaBHE  TPAaBOBE  PETYJIIOBAHHS
MPOFOCEPCHKOT JISIIIBHOCTI,
METOINYHOTO 3a0e3IeUYeHHs,
IMATOTOBKH CIIEI1aJIICTIB.

KJIIOUYOBI CJIOBA: npojtocepcTBo;
MEHEIDKED; MEHE[)KMEHT;
MpOJIocepchka  JISUTBHICT; KYJIbTYPA;
moy-013Hec; COIlOKyIbTypHa cdepa.
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Introduction. A famous aphorism says: a producer is a person who never
puts off until tomorrow what he can make others do today.

The terms "producer” and "manager" are quite similar in their meaning
from the point of view of production functions — they have their significant
differences. What is the relationship of the producer of this or that socio-cultural
project to management and entrepreneurship?

The emergence of show business in Ukraine is usually associated with the
creation and exploitation of trademarks associated with certain musical
performers or certain show structures of a commercial nature. Iryna Bilyk,
created by Yuriy Nikitin, "Music Exchange™ by Yevgeny Rybchinsky and
others, can be called one of the first, but especially bright ones.

Discussion. The first stage in the development of entrepreneurship in show
business is usually associated with attention to risk-taking by the producer-
entrepreneur, which has become the main distinguishing feature of this type of
activity.

At the next stage of show business development, there is the selection of a
production institute. Despite the fact that during this period, the creators of
various projects, for certain reasons, do not particularly try to position
themselves as "producers”, they somehow performed a number of functions,
which today are an integral part of the work of a producer. Among the projects
that arose at that time, in addition to musical ones, we can mention theater
enterprises, radio and television channels, and many others.

In the future, entrepreneurship in the field of culture is associated with the
selection of an innovative component as the main distinguishing feature. This is
the appearance of numerous record companies, production centers that were
interested in obtaining a certain final product and profit from its sale in the
market of the show industry. In this connection, their competition arises.

Television and radio are connected to the process of promoting the
producer's product. Specialized music channels are being created on television
and radio, which contributes to the formation of an institute for the production of
creative teams.

Technological innovations are also taking place. Thus, the appearance of
CD-carriers led to an increase in sales volumes, however, not only on the legal,
but also on the pirate market. For example, music and video products begin to be
reproduced in the form of CDs, where the highest level of quality for that period
IS achieved.

Socio-cultural entrepreneurship begins to be characterized by highlighting
the personal qualities of the producer. Among them, the ability to respond to
changes in the economic and social situation, independence in choice and
decision-making stand out in the scientific literature. The figure of the showman

24



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (38), 2023

increasingly begins to play the role of a regulator of economic relations in the
sphere of leisure.

For example, in the music industry, the stage of free competition ends,
which leads to the appearance of the main majors, record giants of the music
market; formation of a creative team that works with the artist; introduction of
the concepts "quality”, "format”, "commercial potential”; distribution of
promotion responsibilities among various project partners: sponsors, producers
of various levels, members of the production team, etc.

Radical changes are also taking place among the executive producers,
primarily of a bureaucratic nature, which leads to the following results:

« formation of large producer structures;

« introduction of lawyers norms and standards;

» establishment of job duties and responsibilities.

Today, in the field of show business, new promotion channels are used -
the Internet network appears, as well as a new audio recording format - mp3,
which leads to both positive and negative changes in this field of activity. The
first include: high product quality, freedom of choice of content (the user
downloads only what he likes, and the producer loses the opportunity to sell
something "on the sidelines”. The negative ones include unlimited copying of
digital files, a decrease in business turnover due to the gradual abandonment of
physical media and many other factors.

The field of professional management is changing. The figure of the
manager becomes an integral part of any production process and plays a
significant role in the activity of any enterprise. At the same time, the manager
possesses a certain set of qualities, abilities and carries the functions inherent in
this profession, which are not limited to the organization and coordination of
processes, but also contain innovative, psychological and other components.

The state, which directly or indirectly participates in the process of
development of market relations in the field of culture, has a significant
influence and sometimes dominance. Here we can talk about the factors that
stimulate or inhibit the growth of the forces of free enterprise.

In this way, we simultaneously considered the process of development of
interrelated spheres of activity — production, management in the context of
socio-cultural entrepreneurship. Over the long vyears, these institutions
underwent many changes and finally grew into large layers of socio-economic
relations. All these processes were cyclical in nature. This is especially evident
in the genesis of show business. During the existence of artistic councils, the
figure of the producer was destroyed as much as possible, all functions were
entrusted to the artistic director, impresario, etc., that is, to all members of the
creative team. Then the collectives have a producer who manages the
performance of all these duties. And the producer confidently enters the scheme
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of relations between the artist and the record label. After some time, everything
returns to the previous form of relations. A whole creative team works on the
promotion of a show product, which creates a certain brand.

To determine the similarities and differences between the figures of the
producer and the manager, consider the conceptual apparatus.

As a rule, the concept of "management” is considered in the scientific
literature as a special type of management, implemented in market conditions,
aimed at the rational use of material, human and other resources by applying the
principles, functions and methods of this institute to achieve the intended goals
of the organization. Sometimes management is defined as an independent type
of professional activity related to personnel management, which to some extent
narrows the scope of management activity, but, nevertheless, reflects its main
specificity. In any case, the necessary components of management are
knowledge of the market, the desire to maximize profits, and effective personnel
management.

In this regard, when interpreting the concept of "entrepreneurship™ in
modern science, there are different approaches. Thus, in the English-language
literature, it is defined "as the process of creating something new that has value”,
and an entrepreneur - "as a person who spends all the necessary time and effort
on this, takes all financial, psychological and social risks, receiving as a reward
money and pleasure will be achieved.” At the same time, the authors point to the
specificity of entrepreneurship in personal responsibility and independent
decision-making.

In our opinion, entrepreneurship is a special type of economic activity,
which is understood as a purposeful activity for obtaining profit. At the same
time, the main components of entrepreneurship are the aspect of ownership,
autonomy and independence in decision-making, initiative and innovativeness.

As stated in a famous aphorism, a producer is a manager who sells
emotions.

The conclusion of the study of many points of view and opinions of
specialists regarding the production process, as well as the direct study of this
field of activity leads to the definition of this concept as a special type of activity
in show business, which involves the creation and promotion of a musical, film,
television or other project, which combines creative and commercial potential.
At the same time, the main components of production are individuality,
creativity and popularity.

Based on the definitions of management and production, as well as the
functions performed by a manager, producer, and generally an entrepreneur in
the process of their activity, it is possible to highlight their main similarities and
differences.
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First, consider the similarities. What do the work of a producer and an
entrepreneur have in common?

The main thing is the risk that both the producer and the entrepreneur bear.
If you pay attention to the purpose of their activity, it is satisfaction from work
and obtaining profit.

They should be creative individuals, first of all. In addition, it is important
to have an idea of the business, to be able to optimize costs in order to invest in
the funds allocated for the project. For example, you need to clearly imagine
what exactly can be done in a certain time and a certain amount, where you can
save, and where you need to save, or spend where you need to spend...

A common feature of the activities of a producer and an entrepreneur is
also that they work for themselves. We do not mean a full-time producer, but the
head of the production center that produces the project. If the producer is a
member of the creative team represented by the record label, his work in this
case is similar in form to the work of a manager who is responsible for a certain
segment and is responsible to the manager.

Every entrepreneur, when planning and organizing his activities, cannot
ignore the consumer's moods, desires, interests, expectations, and assessments.
At the same time, the entrepreneur focuses on the tastes of consumers, and the
producer takes into account the interests of the audience of the project
(spectators, listeners, etc.), that is, the same consumers, but only of the
intellectual product. Thus, the goal of the entrepreneur and producer is the need
to "conquer" the audience and create a circle of own consumers.

The third important aspect of similarity is the innovative component, which
Iin a production project is expressed in creativity, and in entrepreneurship - in
innovative solutions that increase the "product” in the eyes of the public and
competitors.

Next, we will consider the "figures" of the producer and manager. The
main thing here is the management aspect.

These representatives of show business must organize all processes and
create a coherent team by involving all participants in the activity, whether it is a
creative group or a staff of subordinate managers. Also common to the producer
and manager are the functions of prediction and innovation, which makes them
flexible in relation to the external environment.

An equally important quality for a manager and producer is sociability, or
simply put, the ability to communicate, place an interlocutor near you and
establish the necessary connections with partners, colleagues and subordinates.
It is this property, quality that makes up a significant part of the success of such
professionals.
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Next, we will consider specific features. First, it is necessary to remember
that the producer is not a businessman and the main thing in his work is the
creative component.

The producer is the author of the project idea. His role is also great in
creating the concept of the project, not to mention that the process of this
activity requires the producer to have, if not creative education and relevant
abilities, then at least artistic taste.

The producer's competence also has its own specifics. So, for example, a
music producer must know, first of all, the music market, its laws and "pitfalls”,
taste preferences of consumers of music products. Of course, you need to know
at what price the product is sold in this market, and how to sell it — to expand the
network of public relations, the number of broadcasts on music channels or to
attract attention with spectacular shows — the creative side of production
activity. In the desire to sell your product and make a profit in the conditions of
a free market economy, in show business, as in any business, there is an
economic competition, a competition called competition.

The main coincidence of the processes of production and entrepreneurship
Is riskiness. But even in this component there is a certain difference. The
entrepreneur risks his own, and the producer often borrowed capital.

A serious risk for a producer is the danger of losing his reputation in
business and professional circles, which is his calling card. Dishonesty at work
or an accident puts an end to a producer's career, because, as already noted, the
circle of professionals in the show industry is very narrow.

Production activity also has significant differences from the work of a
manager, whose main component of professionalism consists in leadership. The
producer, despite the leading role in the creation and promotion of the project,
often recedes into the shadows from the creative plan and gives the artist the
opportunity to express himself, which has a beneficial effect on the overall
result.

Organizational activity plays a much smaller role in the total volume of
work. Here we can note the distinctive function of the manager, which
characterizes him as a connecting link. The producer is still more the initiator of
the whole "action" than the coordinator.

In our opinion, the main difference between production activity and
entrepreneurial and managerial activities is that the producer relies on his
intuitive choice in decision-making, the entrepreneur and manager are guided,
first of all, by rationality and common sense, for which everyone must possess
certain qualities and abilities.

For both a producer and a manager, most authors (and we agree with them)
define the following personal qualities: charisma, ambition, attractiveness,
optimism, honesty, self-confidence, high morality, sober thinking, self-control.
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Along with personal qualities, researchers highlight the business qualities
of a producer and manager. The majority of authors refer to them as: mobility,
imagination, calculation, competence.

And finally, the quality is professional. Among these requirements, the
main ones are: creativity, intuition, leadership, knowledge of the market,
perseverance.

Conclusions. We can draw the main conclusion that, as can be seen from
the totality of the given data, the main component of the producer is creative,
which affects the totality of his personal, professional and business qualities.

It is on such a basis that a complex model of a producer as a professional
can be defined and a rating scale of professional values and their importance for
evaluating working producers, recommendations regarding selection and
professional training can be compiled.

Summarizing the results of the study of the institutes of production and
management in the context of modern entrepreneurship, it is possible to once
again emphasize the dominance of the creative component in the activity of the
producer, even with the all-round importance of the economic and managerial
aspects of such a specific activity.
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PRESENTATION AND PURPOSE OF THE
STUDY. At the current stage of recovery of the
national economy of Ukraine, it is impossible to form
a concept of ensuring innovative development, to
achieve long-term results of the tourism and hotel-
restaurant business without constant updating and
improvement of applied technological and
management processes, constant expansion of the
range of services provided, and identification of new
opportunities for effective development Scientific
and technical progress, the creation of new
innovative management  technologies, the
development of innovative production infrastructure,
including changes in consumer preferences, new
methods of management and organization of
production and work should be attributed to the
reasons that cause the need for innovative processes.
Innovations (or innovations) play the most important
role in macroeconomic development and in achieving
the goals of tourism and hotel and restaurant
business. To date, there is not a high level of
innovative activity in the field of tourism and hotel-
restaurant business, which is due to the need to find
solutions for improving control in the field of
management of innovative activities of tourist and
hotel-restaurant enterprises. The development of
market relations causes the emergence of new tasks
that require the improvement of the system
management of the quality of services at tourist and
hotel-restaurant enterprises.

The above-mentioned words prove the relevance of
this article and reflect its purpose as a study of the
peculiarities of managing the innovative process of
improving the quality of various services of the
tourist and hotel-restaurant business.

RESEARCH METHODS. In the process of
creating and writing the article, general and scientific
methods were used: abstraction, classification
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of various types, comparison, systemic and system-
forming  approach, situational  mathematical
analysis, logical and analytical evaluation of
parameters, analogies, modeling. The totality of the
used theoretical and methodological base made it
possible to formulate realistic and well-founded
practical conclusions and effective solutions.

THE RESULTS. It was emphasized that the
development of innovations in the hospitality
industry should include such aspects as automation
and improvement of work processes with the help of
the Internet of Things, the use of "smart" solutions,
as well as the improvement of safety and hygiene
through innovative solutions. Innovative processes
in the tourism and hotel-restaurant business are
described, which should include the introduction of
new ideas, technologies, services or approaches to
improve service quality and competitiveness. This
may include the implementation of information
systems, the creation of unique numbers or services,
the development of an environmental initiative, etc.
CONCLUSIONS. Innovative activity in the
tourism and hotel-restaurant business is embodied in
the creation of new or improvement of transport,
hotel, restaurant and other services, the development
of new national and international markets, the use of
advanced information and telecommunication
innovative technologies, modern advanced forms of
organizational, planning and management activities,
new ways to meet the needs of tourists, etc.
Carefully selected tools for the innovative
development of tourism and hotel-restaurant
business enterprises ensure its competitiveness.
KEYWORDS: tourism and hotel and restaurant
business; quality of services; innovations;
communications; management; service; digital
technologies; Internet of things; blockchain.
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BCTYII 1 META JOCJIIXEHHSA. Ha
CY4acHOMY €Talli BiJHOBJICHHsS €KOHOMIKH YKpaiHu
KOHIICMIIiS 1HHOBAI[IMHOTO PO3BUTKY, JOCSATHEHHS
JOBFOCTPOKOBUX  PE3YJIbTATiB TYpPUCTHYHOIO Ta
TOTENBEHO-PECTOPAHHOTO Oi3HECY HEMOXIHBO 0e3
MOCTIHHOTO ~ OHOBJIEHHS Ta  BIOCKOHAJICHHS,
3aCTOCOBYBAaHHUX TEXHOJIOTIUHMX, YIPABIIHCHKUX
MPOLIECIB, TOCTIHHOTO PO3MIMPEHHS ACOPTHMEHTY
TOCITYT, 10 HAJAlOThCS, 1 MONIYKY HOBHX PHHKOBUX
MOJJIMBOCTEH JUIsl  YCIIIHOTO  PO3BUTKY. Jlo
(haxTopiB, 10 BUKIUKAIOTH HEOOXITHICTh 3IHCHEHHS
IHHOBAI[IMHUX  TPOLECIB  HEOOXIAHO  BiTHOCHTH
HAayKOBO-TEXHIYHHI MpPOrpPec, CTBOPEHHS HOBHX
TEXHOJIOTiH, PO3BUTOK BUPOOHWYOT iHPPACTPYKTYPH,
B TOMY YHCIi 1 3MiHA IepeBar CIIOXKHBaYiB, HOBHX
METO/IIB YIPABIiHHS Ta OpraHi3allii BUpOOHHUIITBA Ta
npari. [HHOBamii (YM HOBOBBEICHHS) BiJIrpaloOTh
HAWBOXUIMBINTY pOJIb Yy  MaKPOCKOHOMIYHOMY
PO3BUTKY, Ta y JOCSTHEHHI INIH MIisUTBHOCTI
TYPUCTUYHOTO Ta TOTEILHO-PECTOPAHHOTO Oi3Hecy.
Ha ceoromuimHii 1eHp y cdepi TypHCTHYHOIO Ta
TOTENBHO-PECTOPAHHOTO Oi3HECY CHOCTEPIraeThCst
HU3bKUI piBEHb 1HHOBAILIHHOI AKTHUBHOCTI, IO
OOYMOBJIOETBCS  HEOOXIJHICTIO TIOLIYKY pillleHb
ION0  BIOCKOHAJCHHS  KOHTpPOMO vy  cdepi
VIpaBliHHA  IHHOBallIiHUMH  TpolecaMu Y
JUSITBHOCTI TYPUCTHYHHX Ta TOTEIBHO-PECTOPAHHUX
mignpueMcTB.  PO3BHTOK  pUHKOBHX  BITHOCHH
BUKIIMKAE TI0SIBY HOBHX 3aBJaHb, 1[0 BUKINKAIOTHCS
HEOOX1/IHICTIO BJIOCKOHAJICHHSI CUCTEMH YIPABITiHHS
SKICTIO TYPUCTUYHHX Ta TOTEIHHO-PECTOPAHHUX
THIOCIIYT.

Buine3azHadeHe OKpPECIIOE  aKTYalbHICTh JIQHOTO
JOCTI/PKeHHS Ta BimoOpaskae MeTy JaHOi CTaTTi SIK
BUBYCHHSI OCOOJIMBOCTEU YIPABIIHHS IHHOBAI[IHHIM
MPOIIECOM 3a0e3MeueHHS SIKOCTI TOCITYT
TYPUCTUYHOT'O Ta TOTEILHO-PECTOPAHHOTO Oi3HECY.

METOAU JAOCJIIKEHHS. vV  mpomeci
HallMCaHHsS CTaTTi 3aCTOCOBYBAJIMCS 3arajibHO-
HAYKOBI METOJIM: a0CTpaKIlisi, Kiiacudikallis BUIIB,

! Kuiscokuii nayionanvuuii ynieepcumem mexmono2iil
ma ouzauny, Kuis, Ykpaina

MOPIBHSHHS, CHCTEMHMH MiJXiJl, CHTyalidHUI
MaTeMaTUYHUI aHalli3, JOTKO-aHAJITHYHA OIlIHKa
napamMeTpiB, aHayorii, MojemoBanHs. CyKyIHICTb
BUKOPHCTOBYBaHOI METOJI0JIOTYHOT 0a3u
JIO3BOJIIITIA 320€3MEUUTH 3PEIITOI JOCTOBIPHICTS 1
OOIpYyHTOBaHICTh  BHCHOBKIB Ta  NPaKTUYHUX
PpIIICHB.

PE3YJIBTATHW. Harojiomeno, 1m0 PO3BUTOK
IHHOBAI[if B IHAYCTPii TOCTUHHOCTI TOBHHCH
BKIIIOYAIOYM TaKi acleKTH, sK aBTOMAaTH3allis Ta
MOJIMIICHHS POOOYMX MPOILECIB 32 JOIOMOTOIO
InTepHeTy peueil, BHUKOPHCTAHHS «PO3YMHHX»
pillicHb, a TaKOX MWIJBHIICHHA OE3MeKH 1 TirieHH
yepe3 1HHOBaIliKHI pimeHHs. OmucaHo iHHOBAIIKWHI
Opolecd Yy  TYPUCTHYHOMY Ta  TOTENBHO-
pectopaHHOMY Oi3Heci, sIKi TIOBMHHI BKJIIOYAIOTh B
cebe BIPOBAKCHHS HOBHX iJICi, TEXHOJIOTIH,
nociayr abo TMiOXOMiB s TONIMIICHHS SKOCTI
00CITyrOByBaHHS Ta KOHKYPEHTOCIIPOMOXKHOCTI. [le
MOJKE OXOILIFOBATH BIPOBAILKCHHS iH(OpMAIiHIX
CHCTEM, CTBOPEHHS YHIKITEHUX HOMEPIB YU MOCIYT,
PO3BUTOK €KOJIOTIYHOI 1HII[IATUBH TOIIO.
BUCHOBKMN. IuHOBalIIHA ISIIBHICTE y
TYPUCTHYHOMY Ta TOTEIBHO-PECTOPAHHOMY Oi3Heci
BTUIIOETBCS Y CTBOPEHHI HOBHX a00 BIOCKOHAJICHHI
TPAHCIIOPTHHUX, TOTEILHUX, PECTOPAHHHUX Ta 1HIITHX
MOCIYT, OCBOEHHI HOBHUX PHWHKIB, YIPOBaJKCHHI
HPOBIMHUX 1HQOPMAIIHHUX 1 TEIEKOMYHIKAIIHHUX
TEXHOJIOTiH, cy4acHuX (opM  opraHizamiiHO-
VIOPaBIiHCHKOI JISUTBHOCTI, HOBUX MIJIXOMIB 10
3aJI0BOJICHHSI MOTPEOM TYPHUCTIB TOIIO. PerenbHO
migiOpani IHCTPYMEHTH IHHOBAIIHHOTO PO3BUTKY
MiAMPUEMCTB  TYpUCTHYHOTO  Ta  TOTEIBHO-
pectopaHHoro  Oi3Hecy  3a0e3MedyroTb  HOTO
KOHKYPEHTOCIIPOMOXHICTb.

KJIIOYOBI CJIOBA: typuctuyHuil Ta TOTEIHHO-
peropaHHuii Oi3HeC; SIKICTh TOCHYT; IHHOBAIIIT;
KOMYHIKaIii; MEHEDKMEHT; cepBic;  IudpoBi
TEXHOJIOTIi; IHTEepHET pedei; OJIOKUeiH.
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Introduction. Quality is determined by the influence of a large number of
known and random factors in the tourism and hotel-restaurant business. To
prevent possible effects of these factors on the quality level, a quality
management system and innovative solutions for its organization are necessary.
A set of measures of constant impact on the process is needed in order to
maintain the appropriate level of quality. The essence of quality management is
the development of management decisions and the subsequent implementation
of management actions provided for by these decisions at a specific
management facility. In the quality management of direct objects of
management, as a rule, there are processes on which the quality of products
depends. They are organized and take place both at the pre-production stage and
at the production and post-production stages of the product life cycle. Control
solutions are developed based on a comparison of specific information about the
actual state of the controlled specific process with its characteristics specified by
a specific control program. Normative specific regulatory documentation
regulating the value of parameters or indicators of product quality (standards)
should be considered as a concrete and important part of a clear quality
management program for specific products.

The goal of quality management is to achieve an economic effect (profit)
and a high level of enterprise competitiveness. Only through the development of
an effective quality system in the company, as specified in the international
standard of the International Organization for Standardization, can the following
requirements for products be met, which must correspond to the field of
application, purpose and clearly defined needs; meet consumer requirements;
meet the accepted technical conditions and standards; satisfy society's requests;
meet environmental protection requirements; to be economically profitable, to
bring profit.

Description of the problem. In the tourism and hotel-restaurant business,
innovations and innovative processes should form strategic competitive
advantages, which is manifested through the provision of additional completely
new services or services of higher quality against similar competitors. Each
economic unit in the course of its functioning in one way or another carries out
both internal and external organizational activities. Both of these types of
activities are interdependent, they interact with each other and in some cases are
able to complement each other.

Tourist and hotel-restaurant business, belonging to the class of complex
systems, has certain properties, and the most important condition for their
existence in modern conditions is to ensure their continuous sustainable
development. Active innovative activity allows enterprises in this field to
occupy leading positions on the market and to obtain the expected high profit at
a certain point in time.
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In innovative activities, the tourist and hotel-restaurant business relies on
the foundation of accumulated knowledge. Innovations in the field of hospitality
are influenced by the economic and social situation in the country, legislation, as
well as international relations and agreements. The innovative trend in the
hospitality industry is manifested through the ability to generate various ideas
that can ensure the successful development of the hotel and their
implementation. Wide application of new knowledge generates new products,
services and technologies. If the hotel does not participate in any innovative
process, sooner or later its competitiveness will decrease.

Innovation in the hospitality industry follows the trajectory of service
innovation, which is different from product innovation. Such innovations have
increased operational efficiency and created great value for customers. As a
result of constant innovation, service firms have not only improved the quality
of their service, but also offered a more personalized experience. This result was
achieved by forecasting customer needs, increasing loyalty with the help of
various programs, expanding the customer base while simultaneously reducing
unused capacities and increasing the level of productivity. Service innovation
involves the constant improvement and optimization of ideas to expand the
capabilities of employees, entrepreneurs and consumers. As a result of clear
innovations, new specific types of customer experience have appeared
(Povorozniuk, 2021).

It is important to recognize that innovation also has barriers, including the
ownership structure of the hospitality industry and specific franchise models.
Innovation remains a buzzword for many hotels, and the hospitality industry has
been slow to adopt new technologies. The cost of specific innovations,
resistance from owners, avoidance of change, learning challenges, the pace of
advancement of new effective technologies, and time and budget constraints are
some of the other insurmountable barriers. In general, an innovative structure in
the field of tourism and hotel-restaurant business is an organizational, material,
financial, and informational basis for creating conditions that contribute to the
effective accumulation and distribution of resources, as well as the provision of
high-quality services.

The use of innovations in the tourism and hotel-restaurant business, as well
as in any other sector of the economic system, has its own characteristics, which
must be taken into account when organizing the choice of tactical and strategic
directions of innovative and sustainable development of the enterprise.
innovations and innovative developments in the activities of tourist and hotel
and restaurant enterprises:

1. The use of innovations helps to increase the demand for tourist and
hotel-restaurant products and attracts new customers to the field of tourist and
hotel-restaurant services of a more innovatively developed enterprise. In those
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hotels that use more innovative information services, the occupancy level of the
room stock increases.

2. The adaptation of innovative developments clearly contributes to
increasing the specific quality of providing tourist and hotel-restaurant services
to clients and maximizing the satisfaction of their consumer requests. An
example of a clear application of this type of specific innovation is the use of an
operational menu at the hotel reception, which allows you to quickly work out
the needs of the client.

3. The introduction of innovations is an important tool for reducing costs
for the activities of tourist and hotel-restaurant enterprises, which contributes to
increasing the profitability of the commercial activity of the organization
(automation of the cleaning process in the rooms of the room fund, which leads
to a decrease in labor costs).

The development of tourist and hotel-restaurant enterprises in the
conditions of the innovative paradigm has a set of distinctive features. These
features are clearly related to the specifics of the organization and management
of clear and precise business processes in tourist and hotel-restaurant enterprises
(Tyshchenko, 2021).

In the materials of various studies, the peculiarities of the organization of
specific innovative activities are considered leading enterprises of the tourist and
hotel-restaurant business. First of all, seasonality is highlighted, which leads to
the formation of a rather long period of payback of innovations. The adaptation
of any innovation has two clear components: firstly, it is aimed at the company
achieving the necessary level of commercial success, that is, the profitability of
its business and economic activities, and secondly, it is related to the
implementation of investments that, based on in essence, must pay off. Return
on investment occurs primarily through the formation of a positive value of the
financial flow of the tourist and hotel-restaurant enterprise, which is created as a
result of the provision of services. The demand for hotel services in most
enterprises of this type of commercial activity is seasonal, which is caused by
natural and climatic conditions, the periodicity of certain events and other
factors. The presence of the seasonality factor "stretches" in time the formation
of a positive financial flow of a hotel enterprise, which extends the payback
period of investments invested in innovative developments.

The second important feature of the organization of innovative activities in
the system of tourism and hotel-restaurant business is the need for immediate
satisfaction of the consumer's requests, because he needs to receive the
necessary service at this very moment and this service cannot be purchased. In
this regard, the introduction of innovations in the tourist and hotel-restaurant
business should have an already completed character, that is, the potential
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consumer should use the final and tested result of the innovation process in the
tourist and hotel-restaurant enterprise.

An essential feature of the introduction of innovations in the activities of
tourism and hotel-restaurant business enterprises is rather high commercial risks,
which is a specific feature of the realization of a tourist and hotel-restaurant
product. The dynamics of the realization of tourist and hotel-restaurant products
completely depends on the level of demand for it, which is formed taking into
account the specific needs and clear requests of potential consumers. At the
same time, the specifics and directions of these requests have a rather turbulent
character, which is caused both by subjective changes in the preferences of
citizens of one or another country, their national characteristics, and by changes
in the attitudes of a certain society. In addition, macroeconomic factors have a
significant and clear influence on the dynamics of specific consumer demand for
tourist and hotel and restaurant services, among which it is necessary to note
primarily monetary factors (in the form of fluctuations in currency rates) and
geopolitical factors (in the form of changes in the stability of political relations
between individual countries on the international stage).

A significant aspect of the development of tourist and hotel-restaurant
enterprises in the conditions of the innovative paradigm is the multifaceted
nature of the implementation of innovations. The essence of this feature lies
primarily in the fact that the implementation of innovations within the
framework of economic activity has a wide range of implementation. In this
regard, it is possible to clearly distinguish the exact main directions of
implementation of innovative developments in the economic activity of tourist
and hotel and restaurant enterprises:

- management innovations, which are primarily aimed at organizing a more
effective mechanism for managing the main business processes within the
economic and economic activities of tourist and hotel and restaurant enterprises.
An example of the use of management innovations is the use of interactive
technologies in the interaction of management with personnel;

- communication innovations, which are such innovations that increase the
quality, efficiency and sustainability of interaction between producers and
consumers of tourist and hotel and restaurant services. An example of the use of
communication technologies is the use of certain service devices, which will
allow to accumulate requests of service consumers and promptly transfer them
to the management of the enterprise;

- service innovations — the use of innovations of this type is aimed at
clearly maximizing the satisfaction of the requests of potential consumers of
services based on the growth of their quality and a clear expansion of the range
of possibilities. As an example of service innovations in the hotel business, we
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can consider the use of variable climate control devices that modulate their
activity based on the variability of the environment;

- marketing innovations are a type of innovation, the adaptation of which
helps to increase the demand for tourist and hotel-restaurant services using
various sales promotion tools. An example of the use of clear marketing
innovations in the system and at enterprises of the tourist and hotel-restaurant
business can be the use of specific WEB services, which, based on the client's
prior clear request, form the most profitable and necessary package of hotel
services in compliance with the "price-quality" criterion;

- logistic innovations are actively implemented by tourist and hotel and
restaurant enterprises to optimize and improve and improve the management of
specific material, information, resource and clear human flows within the
framework of service provision;

- digital innovations and tools are one of the most widespread types of
innovations and innovations in the conditions of globalization, the use and
implementation of which increases the level of information and computerization
of the offer and provision of tourist and hotel and restaurant services,
communication clear interaction of the consumer and the corresponding specific
service (Chomiak-Orsa, 2020).

A significant feature of the use of innovations in the activities of the tourist
and hotel-restaurant business is the significant dependence on the human factor
in the process of their implementation. Since most innovations in tourism and
hotel-restaurant enterprises are of a service nature, they are accordingly related
to the formation of a certain kind of communication relationships between
people. In this regard, when considering the implementation of certain
innovations in the company's activities, it is necessary to carry out measures in
the field of selecting high-quality personnel and building an innovation-oriented
human resources management strategy. The lack of qualified personnel can
significantly reduce the quality and efficiency of the implementation of
innovations in certain areas of hotel service provision.

The use of innovations in the activities of tourist and hotel-restaurant
enterprises is not radical in nature, which continues over time. Taking into
account the specifics of tourism and hotel-restaurant product implementation,
enterprises of this branch of commercial activity do not use radical innovations in
order not to lose regular customers and not to shock them with their innovations.
In this regard, the majority of tourist and hotel-restaurant enterprises use the
strategy of regular small-scale innovative activity, the essence of which is that
they, as a rule, introduce the most relevant innovations into certain aspects of their
business and economic activity with seasonal periodicity. This strategy, with a
rational approach and high-quality implementation, not only supports the required
level of demand for the service, but also leads to its growth.
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The relevance of using innovations in the tourist and hotel-restaurant
business system can be confirmed by analyzing a number of statistical data. First
of all, the actualization of the use of clear innovations in the hotel and additional
business is determined by the scale of the tourist flow, that is, the dynamics of
the level of demand for hotel services. There are a number of factors that allow
us to clearly introduce or slow down the process of introducing new
technologies in the tourism and hotel-restaurant industries. First of all, they
include: lack of knowledge about "new products”; lack of funds to purchase
expensive equipment; lack of qualified personnel; high risks; lack of interest of
management in implementing new technologies.

It is these factors that lead to a lack of innovation in the tourism and hotel-
restaurant industry. What negatively affects the development of domestic tourism.
Over time, this leads to a decrease in income from the tourism sector in general.

The implementation of innovations is one of the most important areas of
ensuring clear competitiveness of the tourism and hotel-restaurant business,
many hotels are in no hurry to apply new technologies, because they face such
problems:

1. Lack of knowledge about the emergence of new technologies. In most
hotels, especially in chain hotels, there is no position of a specialist responsible
for monitoring and implementing clear innovations on the pidenterprise The
absence of such an official does not allow most hotels to find out that new
products have appeared. In general, nowadays there are not so many specialists
who understand innovations and their implementation in the tourist and hotel
and restaurant business.

2. Lack of funds and resources for the purchase of innovations. Many
innovative technologies cost money, which small hotel enterprises are unable to
pay. It is not always possible to receive state grants and subsidies. Especially if
they are not part of the priority area.

3. Difficulty attracting investments. The main attractiveness of any project
for investors is related to its quick payback and high profit. However, when
implementing innovations, the investment payback period will increase, and the
profit obtained from this is not direct, but indirect, since they usually do not
have a direct impact, but only reduce the cost of the enterprise. Because of this,
investors are reluctant to invest in these projects, because the existing system of
service activities actually suits the majority of tourism-oriented enterprises.

4. High risks. Any innovative project has a high risk, because it is not
known what the result will be. There are many factors that discourage the
implementation and development of innovations, such as low profitability, loss
of consumer loyalty, and others.

5. Management's unwillingness to adopt new technologies. Most managers
of tourism and hotel-restaurant enterprises believe that there is no clear need to
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invest in little-known projects, since the hotel receives a stable profit, and
innovations require costs that may not pay off. Also, with the specific
implementation of new clear technologies, a certain amount of time and money
will be needed to adapt specific personnel to the innovations (Tabenska, 2019).

It should be understood that the current innovations will become natural
elements of the tourist and hotel-restaurant business in the coming years. By
introducing innovative ideas now, you can increase profits, brand recognition,
and consumer loyalty.

When analyzing the impact of new technologies on the economy of the
enterprise, indicators are taken as a basis before the implementation of the
innovative project, and then a comparative analysis is carried out based on
calculations and comparison of indicators after the introduction of innovations.
The system of calculated values should not be complex, otherwise its use will
require a huge amount of time to collect the information necessary for the
calculation. When evaluating the company's activity, a balanced system of
calculated values should be used, taking into account the specific clear aspects
most important for the company: finances, partners, customers and consumers,
internal clear business processes, training and effective development of
personnel. In many companies, innovation is considered as a project. In the
literature, there is also a widespread approach according to which innovation is
identified with projects. And their efficiency is evaluated on the basis of
investment project evaluation indicators. However, innovation cannot be
equated with projects, as they are rather a continuous process of generating,
developing and selecting new ideas, resulting in new projects. Innovative ideas
are the basis for the emergence of new products and improvements, so it is
incorrect to use only a system of indicators to evaluate investment projects in
this case.

At the stage of generation and selection of ideas, it is advisable to calculate
the following indicators: the number of innovative products brought to the
market by the company over the last year; the number of innovative ideas
developed by the company's staff over the past year; the share of customers who
consider the enterprise completely innovative, to the total clear number of
different consumers of the given enterprise.

At the stage of design, development, testing of a new product within the
organization and launch into production: profitability of innovations; the share
of implemented innovative ideas in the total number of proposed ones; the time
elapsed from the development of a new idea to the start of the project.

At the stage of commercialization of innovations and the creation of
distribution networks and the organization of mass sales and after-sales service,
the following are calculated: an increase in intangible assets; increase in net
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profit; increase in sales revenue; increase in the number of customers; the ratio
of revenue from innovative activities to total profit for the past year.

Because market analysis data quickly becomes outdated, the data should be
updated approximately once every quarter. It is also necessary to constantly
monitor the competitiveness of the product being developed, and at each stage
make a decision: to continue working on this product, to postpone it for a while
or not to return to its development. Sometimes suspending or stopping work on a
project can prevent the loss of significant financial investments.

Performance indicators are not the same for different spheres of activity.
Moreover, the choice of one or another indicator depends on many factors, both
internal and external in relation to a specific company.

The method of assessing the impact of innovative activity on the economy
of the enterprise is systematically related to the effectiveness of attracting
qualitatively new and improved products into the system of economic
circulation. It allows you to evaluate the changes that will take place at the
enterprise after the introduction of the innovation, taking into account the
established initial parameters (product potential, market segments).

Innovations are evaluated according to the degree of their market prospects,
economic feasibility, investment efficiency and impact on the sustainable
development of the economy of a particular enterprise as a whole. The
calculation of the proposed indicators will allow to determine and find out how
qualitatively the new product is attractive for the enterprise.

However, it is important that performance indicators are linked to its
innovation goals and serve as a monitoring tool at all key stages of innovation
activity.

When evaluating the effectiveness of innovations, it is important to
prioritize the process of choosing the best option among possible alternatives, in
contrast to evaluating the effectiveness of investments. When choosing the
optimal option, attention should be paid not only to time factors, but also to the
volume of production of new products (works) and quality aspects, including
social and environmental indicators.

During the formation of the portfolio of research works, taking into account
the indicators of the best technology that can be purchased or created in Ukraine
or purchased abroad, or developed on the basis of a license in the country.

When forming plans for the implementation of innovations, considering the
indicators of alternative (analogous) technology.

During the technical and mathematical-economic substantiation of a clear
choice of the best option, both the state approach and the approach that takes
into account the interests of producers and investors of the project should be
followed. This includes: assessment of efficiency with partial consideration of
adjacent positive, neutral and negative consequences in other specific areas of
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the economy, such as social, production, environmental and foreign economic;
calculation of clear economic efficiency at specific different stages of the life
cycle of identified innovations; viko the creation of a system of clear economic
standards, including various expenses, taxation, specific land payments,
insurance of many risks, settlements with specific banks for loans and other
standards; the calculation of certain indicators of national efficiency, which
clearly take into account the impact of specific innovations on state interests
through an effective system of taxes and fees, as well as the interests of specific
producers and specific consumers (Shanker, 2021).

When evaluating the effectiveness of innovations, the costs and revenues
received before the accounting year must be adjusted by the income growth
factor, and after the end of the accounting year — by the discount factor.
Bringing various costs to the accounting year is carried out only when
determining indicative performance indicators for making a decision on the
feasibility of implementing innovations.

Methods of evaluating the effectiveness of innovations must take into
account the state interests, the interests of creators, producers, consumers and
budgets.

In addition, the methods of evaluating the effectiveness of innovations
should include integral indicators that allow not only to evaluate the overall
effect of implementation, but also to determine the contribution of each
participant of the investment activity. Methods for evaluating the effectiveness
of innovations must clearly take into account the specific interests of both
investors and producers of innovations.

Summing up, it should be noted that hotel enterprises need to constantly
improve their innovative activities, not forgetting the existence of the concept of
benchmarking.

At the next stage, we will consider in more detail the innovative tool of
digital technologies — blockchain.

Blockchain is a decentralized data storage system that consists of
consecutive blocks that contain information about transactions, information
about their confirmation and other data. Each specific block contains the exact
hash value of the specific previous block, which ensures the immutability of the
chain. All blocks are stored on specific computers of exact network members or
other servers, which clearly guarantees their safety and reliability.

Blockchain can be applied in a specific hotel, restaurant and tourism
business for various purposes. For example, it can be used to save information
about hotel reservations, restaurants and other services provided to tourists. This
allows you to ensure the security and integrity of data, which is especially
important in the conditions of the growing number of cyber attacks.
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In addition, blockchain can be used to secure the exchange of travel
information, such as passports, tickets, visas, and other travel documents.
Blockchain can help reduce travel fraud as the system stores information about
all transactions and user actions.

Another important area of application of blockchain technology in the
hotel, restaurant and tourism business is ensuring the security of payments and
customer data. Blockchain provides a high level of cryptographic data
protection, making it an ideal tool for securing payments and sharing
confidential information from customers.

For example, some hotels are using blockchain to create secure e-wallets
for guests where they can store their digital assets (funds) and program loyalty.
This allows customers to make fast and secure payments, reduces transaction
costs and provides protection against theft.

In addition to security and data storage, blockchain can also help manage
the customer service process. For example, blockchain can be used to create
digital profiles of customers that contain information about their preferences,
habits and other characteristics. This can help hotels and restaurants provide
personalized service.

The next advantage of blockchain technologies — financial blockchains —
focuses on the use of blockchain technology in financial areas, in particular for
settlements and transfers of funds. Financial blockchains are decentralized,
meaning they do not require intermediaries to carry out financial transactions,
such as banks or payment systems. This can significantly reduce the costs of
money transfer operations, as well as reduce the time for their implementation.

The next benefit of blockchain is smart contracts — they focus on using
blockchain technology to automate the execution of contracts. Smart contracts
are programs that can perform functions provided in contracts between parties
automatically. Blockchain for smart contracts can ensure the security of contract
execution, as the execution of the contract is controlled by a decentralized
network, and also ensure the speed of contract execution.

Another advantage of the blockchain system is property registration
blockchains — they use blockchain technology to store and share property
information. Blockchain can ensure the security of property information storage
as it provides decentralized data storage, as well as enable quick and efficient
exchange of property information.

Research results and prospects. The use of innovations in the hotel
business, as in any other sector of the economic system, has its own specific
features that must be accurately taken into account when choosing the specific
tactical and strategic directions of innovative development of a hotel enterprise.
developments in the activities of hotel enterprises:
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1. The use of innovations helps to increase the demand for the hotel
product and attracts new customers to the hotel service sphere of a more
innovatively developed enterprise. In those specific hotels that really use more
innovative information services, the occupancy level of the room stock
increases.

2. Adaptation of innovative developments helps to improve the quality of
providing hotel services to clients and maximize the satisfaction of their
consumer requests. An example of a specific application of this specific type of
innovation is the use of an operational menu at the hotel reception, which allows
you to quickly work out the needs of the client.

3. The introduction of innovations is an important tool for reducing the
costs of the hotel enterprise, which helps to increase the profitability of the
commercial activity of the organization (automation of the cleaning process in
the rooms of the room fund, which leads to a decrease in labor costs).

The development of a sustainable hotel business in the conditions of a clear
innovation paradigm has a set of distinctive features. These features are
primarily related to the specifics of the organization and management of
business processes in Goth fir enterprises. The materials of various studies
consider the peculiarities of the organization of specific innovative activities at
certain enterprises of the hotel business. first of all, they highlight seasonality,
which leads to the formation of a rather long period of payback of innovations.
The adaptation of any innovation has two components: firstly, it is clearly aimed
at a certain enterprise achieving the necessary level of commercial success, that
IS, the profitability of its economic and clear activity, and secondly, it is related
to the accurate implementation of investments that based on their essence, must
pay off. Return on investment occurs primarily through the formation of a
positive value of the financial flow of the hotel enterprise, which is created as a
result of the provision of hotel services. The demand for hotel services in most
enterprises of this type of commercial activity is seasonal, which is caused by
natural and climatic conditions, the periodicity of certain events and other
factors. The presence of the seasonality factor "stretches" in time the formation
of a positive financial flow of a hotel enterprise, which extends the payback
period of investments invested in innovative developments.

The second important feature of the organization of innovative activities in
the hotel business system is the need for immediate satisfaction of the
consumer's requests, because he needs to receive the necessary service at this
very moment and this hotel service cannot be purchased. In this regard, the
introduction of innovations into the hotel business should have an already
finished character, that is, the potential consumer should use the final and tested
result of the innovation process in the hotel enterprise.
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An essential feature of the introduction of innovations into the activities of
hotel business enterprises are rather high commercial risks, which are specific to
the implementation of a hotel product. The dynamics of the realization of a hotel
product depends entirely on the level of its demand, which is formed taking into
account the needs and requests of potential specific consumers. At the same
time, the exact specifics and directions of these requests have a rather turbulent
nature, which is caused both by subjective changes in the preferences of citizens
of one or another country, their national characteristics, and by changes in the
mood of a certain society. In addition, macro-economic specific factors have a
significant impact on the dynamics of clear consumer demand for hotel services,
among which it is necessary to note primarily monetary (in the form of currency
exchange rate fluctuations) and geopolitical (in the form of changes in the
stability of political relations between individual countries in the international
arena).

A significant aspect of the development of the hotel business in the
conditions of a clear innovation paradigm is the multifaceted nature of the
implementation of innovations. The essence of this feature lies primarily in the
fact that the clear implementation of specific innovations within the economic
and economic activity of a hotel enterprise has a wide range of implementation.
It is possible to single out the main clear directions for the implementation of
innovative developments in the economic activity of a hotel enterprise:

- management innovations, which are primarily aimed at organizing a more
effective mechanism for managing the main business processes within the
economic and economic activities of the hotel enterprise. An example of the use
of management innovations is the use of interactive technologies in the
interaction of hotel management with its staff;

- communication innovations, which are such innovations that increase the
quality, efficiency and stability of interaction between producers and consumers
of hotel services. An example of the use of communication technologies is the
use of certain service devices that will allow to accumulate requests from
consumers of hotel services and promptly transfer them to the hotel
management;

- service innovations — the use of innovations of this type is aimed at
maximizing the satisfaction of the requests of potential consumers of hotel
services based on the growth of their quality and the expansion of the range of
possibilities. As an example of service innovations in the hotel business, we can
consider the use of variable climate control devices that modulate their activity
based on the variability of the environment;

- marketing innovations are a type of innovation, the adaptation of which
helps to increase the demand for hotel services using various sales promotion
tools. An example of the use of marketing innovations in the hotel business
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system can be the use of WEB-services, which, based on the client's prior
request, form the most advantageous package of hotel services for him in
compliance with the "price-quality" criterion;

- logistic innovations are implemented by hotel enterprises to optimize and
improve the management of material, information, resource and human flows
within the framework of providing hotel services. As an example of logistics
innovations, we can consider the creation of a complex of hotel capsules inside
airports;

- information innovations are one of the most common types of innovations
in specific conditions worldwide globalization, the use of which increases the
level of information and computerization of the provision of hotel services,
communication interaction of the consumer and hotel service. An example of the
use of information innovations can be the use of special infrared sensors that
give the hotel staff an idea of the presence or absence of a client in the room.

A significant feature of the specific use of clear innovations in the activities
of hotel business enterprises is the significant dependence on the human factor
in the process of their implementation. Since most of the innovations in hotel
enterprises have a service nature, accordingly they are connected with the
formation of a certain kind of communication relationships between people. In
this regard, when considering the implementation of certain innovations in the
operation of a hotel enterprise, it is necessary to carry out measures in the field
of recruiting high-quality personnel and building an innovation-oriented human
resources management strategy. The lack of competent and qualified personnel
in the hotel enterprise can significantly reduce the quality and efficiency of the
implementation of innovations in certain directions of providing hotel services.

The use of innovations in the operation of a hotel enterprise is not of a
radical nature, which is continuous over time. Taking into account the specifics
of hotel product implementation, companies in this field of commercial activity
do not use radical innovations in order not to lose regular customers and not to
shock them with their innovations. In this regard, the majority of hotel
enterprises use the strategy of regular small-scale innovative activity, the
essence of which is that they, as a rule, seasonally introduce the most relevant
innovations into certain aspects of their economic activity. This strategy, with a
competent approach and high-quality implementation, provides support for the
necessary level of demand for hotel services, and also leads to its growth.
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THE PURPOSE OF THE SCIENTIFIC ARTICLE
is to study the meaning and application of effective
management of the tourism industry in the context of
sustainable development using an integration approach
and clustering.

RESEARCH METHODS. The article used such
scientific general economic methods as the method of
grouping and classification, the method of structural
and logical analysis, the graphical and tabular method,
etc.

PRESENTING MAIN MATERIAL. The integration
approach and clustering acquire key features as
elements of management of the tourism industry in the
conditions of sustainable development, where the
integration of various sectors, such as the hotel
business, transport, cultural events and others, create a
comprehensive and balanced tourism product.
Clustering allows combining similar regions or
services for joint development. Application of these
approaches will improve competitiveness and ensure
effective use of tourism potential. An integrative
approach to the management and development of the
tourism industry can be a powerful tool for creating a
holistic and effective environment. This means the
joint action of various stakeholders, such as
government bodies, local communities, businesses,
and even non-profit organizations. Clustering of
tourism development contributes to the effective use of
resources, increasing competitiveness and creating a
sustainable tourist destination. An integrative approach
to the management and development of the tourism
industry consists in close cooperation of various
stakeholders and sectors, as well as in taking into
account the interrelationships between various aspects
of tourism. Key elements of the integration approach
in the tourism industry include: industry integration;
local integration; technological integration; cultural
integration; sustainability and responsible tourism. The
peculiarity of tourist clusters is that they contribute to
increasing the attractiveness of the region for tourists,
increase the quality and variety of tourist services, and
contribute to the growth of the economy and the

1 Kyiv National University of Technologies and Design, Ukraine

creation of new jobs. In Ukraine, the concept of an
integrative approach to the management and
development of the tourism industry is key to creating
a sustainable and competitive tourism system.
CONCLUSIONS. Because of the study, it was found
that the integration approach and clustering could be
key elements of effective management of the tourism
industry in terms of sustainable development. It has
been established that an integrative approach involves
cooperation between different stakeholders in the
industry to achieve common sustainable development
goals, which may include the exchange of information,
resources and joint projects. It has been proven that
clustering can help to group tourism enterprises and
regions according to common characteristics or goals,
which contributes to more effective management of
resources, development of joint marketing strategies
and increased competitiveness. It has been established
that together these approaches can contribute to the
creation of a more sustainable and efficient tourism
industry, contributing to economic growth and the
preservation of natural and cultural resources. It has
been proven that the concept of an integrative
approach to the management and development of the
tourism industry of Ukraine includes a number of key
aspects that contribute to the joint activities of various
interested parties, namely: strategic planning; creation
of tourist clusters; infrastructure development;
marketing and promotion; education and training;
protection of nature and cultural heritage; public
participation; monitoring and evaluation. It has been
established that the integration approach and clustering
as elements of effective management of the tourism
industry in conditions of sustainable development
require close cooperation between government bodies,
business, the public and other parties in order to create
an integrated and sustainable tourism system in
Ukraine.

KEYWORDS: integration approach; clustering;
effective management; tourism industry; sustainable
development; tourism product; competitiveness; tourism
potential; tourism cluster; concept; tourism system.
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ousaiiny, Yxpaina

METOI0 HAYKOBOI CTATTI ¢ nocmimkenHs
3HAYCHHS Ta 3aCTOCYBaHHS C(CKTUBHOTO YIIPABIIHHS
TYPHUCTHYHOIO TaJly33l0 B YMOBAX CTaJIOTO PO3BHUTKY 3a
JIOTIOMOTO0 1HTETPAIifHOTO IMiIX0Iy Ta KJIaCTepH3aIlii.
METOM JAOCJIAXKEHHSA. B crarri Oymno
BUKOPHCTAHO TaKi HAyKOBI 3arajibHOEKOHOMIidHI
METOIM SK: METOJ TPYIyBaHHA Ta Kiacudikarii,
METOJl CTPYKTYPHO-JIOTIYHOTO aHaii3y TpadidHo-
TaOJIMYHUI METOJ Ta 1H.

BUKJIAJ OCHOBHOTI'O MATEPIAJLY.
Iarerpaniiiauii miaxin ta knacrepusaliss HaOyBalOTh
KIIOYOBUX  O3HAaK K  E€JEMCHTIB  yIpaBIiHHI

TYPUCTUYHOIO TaTy33F0 B YMOBaxX CTaJOr0 PO3BUTKY,
Jie iHTerpauisi pi3HHUX CEKTOPIB, TAaKUX SIK TOTEILHUN
Oi3Hec, TpaHCIOPT, KYyJABTYpPHI 3axomd Ta iHIII,
CTBOPIOIOTh ~ KOMIUIEKCHHNM  Ta  30ajaHcoBaHUH
TYpUCTUYHHMIA TpoaykT. Kiacrepmsariisi mo3Boiisie
o0’emHaTH TMOAIOHI PETIOHM WM  TOCIYTH IS
CIJIBHOTO PO3BHUTKY. 3aCTOCYBaHHS IHX ITiIXOJIB
JIO3BOJIMTH TIOKPAIIUTH KOHKYPEHTOCIIPOMOXKHICTD Ta
3a0e3neunTr e()eKTUBHE BUKOPUCTAHHS TYPUCTHIHOTO
MOTeHINany. [HTerpamiifHuil miaxix J0 yIpaBiIiHHS Ta
PO3BUTKY TYPHUCTHYHOIO Taly33l0 MOXe OyTH
MOTY>KHUM IHCTPYMEHTOM JIJIsl CTBOPEHHSI ILTICHOTO
Ta edexkTUBHOrO cepenosuina. lle o3Hauae croibHY
TIiT0 Pi3HUX CTEHKXOJJIEPIB, TAKUX K yPSIOBI OpraHH,

MiClleBi  rpoMaau, MINPUEMCTBA, Ta  HAaBIiTh
HenpHuOyTKOB1 opranizarii. Kiacrepmzariis
TYPUCTHYHOTO  PO3BUTKY  CHpHsS€  eQEKTUBHOMY
BUKOPHUCTAHHIO pecypcis, ITi IBUATIICHHIO

KOHKYPEHTOCIIPOMOXKHOCTI Ta CTBOPEHHIO CTaJIOro
TYPUCTUYHOTO HANpsAMKY. [HTerpamiiHuid miaxin mo
YIOPaBIiHHSA Ta PO3BUTKY TYPUCTUYHOIO Taly33I0
nojsrae B TICHOMY  CHIBPOOITHMLTBI  pi3HHX
3alliKaBJICHUX CTOPIH 1 CEKTOpiB, a TaKoX Yy
BpaxyBaHHI B3a€MO3B'SI3KIB MK PI3HUMH acleKTaMu
TypusMy. J[0 KIIIOWOBHMX EJIEMEHTIB IHTErpauiiHoro
MiAX0Ay B TYPHCTHYHIN Taiy3i BiTHOCATH: Tally3eBY
IHTETpaIlilo; JIOKaJbHY IHTETpaIiio; TEXHOJIOTIYHY
IHTETpallilo; KyJIbTYypHY IHTErpallilo; CTaJiCTh Ta
BiMOBimanbHU Typu3M. OCOONHBICTD TYPUCTUIHHX
KJIAcTepiB TIONArae B TOMY, IO BOHH CIPHUSIOTH
30UIBIICHHIO NPHUBAOIMBOCTI PErioHy MAJIsl TYpHCTIB,
HiBUILYIOTh SIKICTh Ta PI3HOMAHITHICTh TYPUCTHYHHUX
MOCJIYT, @ TAKOX CHPUSIIOTH 3POCTAaHHIO €KOHOMIKH Ta

Ounexcangpa OJIBIIAHCBKA?, Toaina TY3UPBOBA?,
Ouser LIEBYEHKO!
! Kuiscoxuii  nayionanvhuti  yuieepcumem mexHonozii ma

CTBOPEHHIO HOBHMX poboumx Micip. B VYkpaini
KOHLIETILIS IHTEerpaniiHoro miaxoxy 10 YIpaBiliHHS Ta
PO3BUTKY TYPUCTHYHOI Traiy3i € KIIOYOBOIO ISt
CTBOPEHHSI CTiMKOi Ta  KOHKYPEHTOCIPOMOXKHOT
TYPUCTHYHOI CHCTEMH.

BUCHOBKHWU. B pesynprari mochipkeHHS Oyi0
3’COBAaHO, IO IHTETPAIMHUHN MiAXiT Ta KIacTepH3aIlis
MOXXYTh OYyTH KIIOUOBHUMH eJIeMeHTaMu e(hEeKTHBHOTO
YIPaBIIiHHS TYPUCTHYHOIO Tajly33l0 B yMOBaX CTayoro
po3BUTKY. BcTaHOBNEHO, MmO IHTErpamiftHUN MmigXin
nepeadayae CHIBIPALIO MK PI3BHUMHU CTEHKXOJiepaMu
B Taly3i Ui JOCATHCHHS CIHUIBHHUX IJICH CTaJaoro
PO3BUTKY, IO MOXE BKJIIOYaTH OOMiH iH(opMmariiero,
pecypcamMy Ta CHUJIBHUMHU TpoekTamu. JloBeneHo, 1o
KIacTepHU3allisi ~ MOXXE  JIOOMOITH  TPYIyBaTtu
TYPUCTHYHI TINPUEMCTBA Ta PETiOHU 32 CHUTBHUMH
XapakTepUCTUKAMU  49M  IUIAMH, [0  CIpHSE
e(EeKTUBHIIIOMY YTIPAaBIiHHIO PECypcaMH, PO3BHUTKY
CIUILHUX MapKETHHTOBHX CTpPATETiii Ta 30UTHIICHHIO
KOHKYPEHTOCHPOMOXKHOCTI. BeTaHoBNEHO, 1110 pa3oM i
M1 JIXOJIM MOXKYTh CHPHSTH CTBOPEHHIO OLIBII CTIHKOT Ta
Ce(pCKTUBHOI ~ TYPUCTUYHOI  Tamysi, CHPUSIFOYU
€KOHOMIYHOMY 3POCTaHHIO Ta 30€peKEHHIO TPUPOIHUX
Ta KyJIBTYpHHX pecypciB. JloBeieHO, 10 KOHIEMIIis
IHTerpalifHoOro MiAXoqy A0 YHPaBIiHHS Ta PO3BUTKY
TYPUCTHYHOI TaTy3i YKpaiHH BKIFOYA€E Psf KIFOYOBUX
aCTIeKTiB, SKi CIPUSIIOTH CIIJBHIA JiSUTBHOCTI Pi3HUX
3aIiKaBJIeHUX CTOPiH, a caMe: CTpaTeriuyHe IUIaHyBaHHSI,
CTBOPEHHS  TYpPUCTHYHHX  KJACTEepiB;,  PO3BUTOK
1HPPACTPYKTYPH; MapKeTHHT 1 MPOCYBaHHS; OCBIiTa Ta
HaBYaHHsI; 3aXKMCT MPUPOAN Ta KYJIHTYPHOI CIa/IIIHU;
y4acTb I'POMAJICBKOCTI; MOHITOPMHI Ta  OLIHKAa.
BceranoBneno, mo  iHTerpaliiHUi — miaxig — Ta
KJIaCTepPH3alLlisl K €JIEMCHTH S(EKTUBHOTO YIIPaBIiHHSI
TYPUCTUYHOIO Taly33l0 B yMOBaX CTaJIOTO PO3BUTKY
nepeadavyaoTh TICHY CHIBIPAII0 MDK  ypSJOBHMH
opraHamu, OIi3HECOM, TpPOMAJCHKICTIO Ta IHIIUMU
CTOpPOHAMHM 3 METOIO0 CTBOPEHHSI iHTETPOBAHOI Ta CTaJIOl
TYPUCTHIHOT CHCTEMH B YKpaiHi.

KJIIOYOBI  CJIOBA:  idTerpamiiHuéi  miaxim;
KJacTepu3aiis; eQeKTHBHE YIPABIiHHS, TYPHUCTUYHA

rajxy3b, CTaJIMWA PO3BUTOK; TYPUCTUYHUMN MPOIYKT;
KOHKYPEHTOCIIPOMOJXKHICTh; TYPUCTHYHHUI MOTCHIIIAN;
TYPUCTHYHHMH  KJIACTEpP;  KOHICMINS, TYPUCTHYHA
cucTeMa.
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Statement of the problem. The coordinated application of the integration
approach and clustering are key components of effective management of the
tourism industry in terms of sustainable development, providing favorable
conditions for all participants in the industry and contributing to the sustainable
and responsible development of tourism. The integration approach and
clustering significantly improve the management of the tourism industry in the
context of sustainable development, where the integration approach promotes
the cooperation of various stakeholders and resources in the industry, while
ensuring harmonious development. Clustering allows you to identify groups of
similar objects or services, which allows you to effectively direct efforts to the
development of specific segments of the tourist market (Atamanchuk, 2023).

The integration approach and clustering acquire key features as elements of
management of the tourism industry in the context of sustainable development,
where the integration of various sectors, such as the hotel business, transport,
cultural activities and others, creates a comprehensive and balanced tourism
product. Clustering allows to combine similar regions or services for joint
development, but it is also important to take into account socio-cultural and
environmental aspects to ensure sustainable development. Application of these
approaches will improve competitiveness and ensure effective use of tourism
potential (Berkova, 2018).

Analysis of publications on the problem. Actual questions regarding the
use of the integration approach and clustering for the purpose of effective
management of the tourism industry in conditions of sustainable development
were considered by many scientists, among the main ones are: T. Aleksieieva,
Z. Atamanchuk, N. Boretska, H. Krapivina, |. Marchenko, Yu. Borutska,
O. Krupa, N. Stoiko, N. Homolska, Yu. Tymchyshyn-Chemerys, M. Ihnatenko,
L. Levaieva, O. Antonov, O.Klok, V.Mazur, O.Halko, L.Marmul,
I. Romaniuk, O. Marchenko, L. Matviichuk, A. Vasylchynko, Yu. Dashchuk,
I. Melnyk, B. Miziuk, Yu. Myronov, R. Mudrak, N. Moisieieva, M. Ohiienko,
Yu. Liubarov, O. Perepeliukova, O.Rodina, O. Khytra, V. Khudaverdiieva,
I. Shamara and others. However, the issue of the implementation of the
integration approach and clustering in the tourism industry is not fully resolved,
which in turn encourages further research on this topic.

Statement of the main results. An integrative approach and clustering can
be powerful tools for effective tourism management, as the integration of
different aspects and the application of clustering can help deal with complexity
and increase coherence in the tourism industry (Cherneha, 2022; Drebot and
Babikova, 2021).

The peculiarity of the study of effective management of the tourism
industry in conditions of sustainable development with the help of an integration
approach and clustering is as follows: these concepts must be considered
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through the prism of their importance in the context of tourism and sustainable
development (Table 1).

Table 1

The importance and application of effective management of the tourism
industry in conditions of sustainable development using an integration

approach and clustering

Approach

Meaning

Characteristic

Integration
approach

Importance

An integrative approach means combining various elements and
aspects of the tourism industry into a single, well-directed
mechanism. This may involve collaboration between different
industries, government bodies, local communities and other
stakeholders.

Application
in tourism

In the context of tourism, this may include the integration of
services, infrastructure and various types of tourism (cultural,
environmental, sports, etc.). Ensuring interaction between
different players and developing integrated approaches to
problems and opportunities.

Clustering

Importance

Clustering refers to the grouping of similar elements into related
groups. In tourism, this can refer to the grouping of regions or
locations with similar attributes, which can facilitate effective
management.

Application
in tourism

The creation of tourist clusters can contribute to the optimization
of marketing strategies, the development of common resources
and services, as well as to increase the competitiveness and
sustainability of tourism development in a certain area.

Effective
management
in conditions

of sustainable

development

Importance

Effective management of the tourism industry in terms of
sustainable development requires a balanced approach to the
economic, social and environmental aspects of tourism. An
integrative approach and clustering can help develop tourism in
such a way as to ensure the preservation of natural and cultural
resources, improve the quality of services and the satisfaction of
tourists.

Application
in tourism

Effective management of the tourism industry in terms of
sustainable development requires a balanced approach to the
economic, social and environmental aspects of tourism. An
integrative approach and clustering can help develop tourism in
such a way as to ensure the preservation of natural and cultural
resources, improve the quality of services and the satisfaction of
tourists.

Source: built by the authors on the basis of (Haponenko and Shulha, 2020; Khudaverdiieva, 2022).

An integrative approach to the management and development of the
tourism industry can be a powerful tool for creating a holistic and effective
environment. This means the joint action of various stakeholders, such as
government bodies, local communities, businesses, and even non-profit
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organizations. Among the main aspects of the integration approach, the
following are highlighted (Fig. 1).

The main aspects of the integration approach
in the conditions of sustainable development

4

Partnership and cooperation
Collaboration between various industry stakeholders, including tourism
companies, community organizations and government bodies, can lead
to synergies and joint initiatives.

Y

Integrated planning
Development and implementation of development plans that cover not only
tourism aspects, but also infrastructure, ecology, education and culture.

A4

Smart use of technology
Using technologies to create interactive and personalized tourist services, as well
as to monitor and manage tourist flows.

Y

Involvement of the local population
It is important to take into account the interests and opinions of the local population
in planning and development processes to ensure sustainability and consideration
of cultural characteristics.

Y

Marketing and branding
Creation of a unique brand that reflects the features and values of the region, as well as its
active promotion on the market.
Source: built by the authors on the basis of (Khytra, 2022; Kobchenko, 2020; Lisovyi and Dolha, 2020).
Fig. 1. The main aspects of the integration approach
in the context of sustainable development

Clustering of tourism development is a strategic approach to the
management and development of the tourism industry, which involves the
grouping of various tourism resources and facilities for the effective use of their
potential. This approach makes it possible to create competitive tourist
destinations, promote an even distribution of the tourist load and ensure the
sustainable development of territories (Puzyrova, 2022 a). The main stages of
clustering of tourism development are shown in fig. 2.

Clustering of tourism development contributes to the effective use of
resources, increasing competitiveness and creating a sustainable tourist
destination (Mazur and Halko, 2022).
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Analysis of resources Grouping of resources
Identification and analysis of available tourism Resources are grouped into clusters based on
resources, such as natural beauty, historical commonalities and similarities, such as geographic
sites, cultural features, infrastructure, etc. location, type of tourism, availability of infrastructure.
Infrastructure development / Formation of tourist \
Provision of adequate products
infrastructure for the Stages Development of innovative
convenience of tourists such as . tourism products and
hotels, transport logistics, of CIUStermg :> services based on the

entertainment, etc. of the tourism resources of each cluster.

) This may include the
industry development of themed

{\r itineraries, tours, special

/ Management of sustainable K events, etc. /

development

Implementation of measures to

preserve natural and cultural

resources, support of the local

community, control over the Marketing and promotion

load on the territory, etc. Development of marketing strategies to attract tourists to each
cluster. This may include advertising campaigns, participation in
K travel exhibitions. use of diaital media. etc.

Source: built by the authors on the basis of (Mykhailichenko and Dvorska, 2022; Olshanska and Kotsenko,
2015).

Fig. 2. The main stages of clustering of the tourism industry
in conditions of sustainable development

An integrative approach to the management and development of the
tourism industry consists in close cooperation of various stakeholders and
sectors, as well as in taking into account the interrelationships between various
aspects of tourism (Mudrak and Moisieieva, 2018). Key elements of the
integration approach in the tourism industry include:

— industry integration: public-private partnership (cooperation between
government bodies, the private sector and the public for the joint development
of tourism); cooperation between different sectors (taking into account the
interrelationships of tourism with other sectors, such as transport, culture,
education and others);

— local integration: infrastructure development (joint investment in tourist
infrastructure that serves various aspects of the tourist experience); preservation
of nature and cultural values (ensuring the development of tourism that respects
and supports local ecosystems and cultural traditions);

— technological integration: use of information technologies (development
of electronic platforms for easy access to information about tourist services and
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resources); digital marketing (application of digital strategies to promote a
tourism product and attract an audience);

— cultural integration: involving the local population (taking into account
the interests and views of the local population in the development of tourism);
development of authentic tourist offers (creation of unique and authentic tourist
experiences);

— sustainability and responsible tourism: environmental and social
standards (implementation of standards and policies aimed at preserving the
environment and social responsibility).

Therefore, an integrative approach can contribute to the creation of a
balanced and sustainable tourism environment and tourism clusters that benefit
both tourists and the local population (Olshanska and Melnyk, 2017).

Tourist clusters are a concept of tourism development, which is based on
the idea of uniting various tourist enterprises and services in a specific
geographical area in order to increase competitiveness and create favorable
conditions for the development of tourism in this region (Puzyrova, 2022 b).

The main principles and significance of tourist clusters are given in table 2.

Thus, tourism clusters are a strategic tool for creating a sustainable and
competitive tourism region. The importance of tourist clusters is that they
contribute to increasing the attractiveness of the region for tourists, increase the
quality and variety of tourist services, and also contribute to the growth of the
economy and the creation of new jobs.

In Ukraine, the concept of an integrative approach to the management and
development of the tourism industry is key to creating a sustainable and
competitive tourism system. We offer several key aspects of this concept in the
context of Ukraine:

1. Cooperation between different levels of government. The integration
approach includes active cooperation between the central and regional power
structures, which allows ensuring the coherence of development strategies and
taking into account the specifics of each region.

2. Involvement of industry players. It is necessary to take into account the
opinion and interests of business representatives, the public and other industry
players. Joint initiatives ensure more efficient use of resources and create
favorable conditions for entrepreneurship in the field of tourism.

3. Development of tourist infrastructure. The integration approach involves
joint efforts in the development of tourist infrastructure, such as hotels, transport
system, entertainment, which allows to create a full-fledged tourist product.

4. Marketing and promotion. Joint marketing campaigns and promotion of
the national tourist brand contribute to increasing the recognition and
attractiveness of Ukraine for foreign tourists.
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5. Education and training. The development of tourism involves improving
the qualifications of personnel in the field of service, hotel business, guides and
other areas directly related to tourism (Puzyrova, 2019).

Table 2

Basic principles and significance of tourist clusters

Basic principles of tourist clusters

The main meaning of tourist clusters

Geographic
concentration

Tourist  clusters  are
focused on a specific
geographical area or
location, where tourist
resources and enterprises
are combined.

More efficient
use of resources

The  unification  of
tourist enterprises allows
more efficient use of
resources and ensures
their interaction for joint
development.

Union of
industries

Different industries of
tourism, such as hotel
business, restaurants,
transport services,

entertainment and others,
are united for common
development.

Investment
attraction

Tourism clusters can
become more attractive
to investors, as joint
development can lead to
higher returns.

Cooperation

The development of

Creation of new

of tourist services.

. i . The development of
and tourism clusters is based jobs .
A . . . > tourist clusters
= | partnership |on active cooperation and| < .
= . = contributes to the
S partnerships between| & . . .
k= . - @ creation of new jobs in
= various participants, such| = . .
o . . the  region,  which
as  business, public . .
o oo contributes to economic
organizations, authorities rowth
and other stakeholders. g '
Creating . Increasing | Clusters allow regions to
: Clusters are aimed at .
uniqueness . . . competitiveness |compete on the global
creating a unique tourist !
tourism market,
product that stands out .
) representing the
and attracts the attention !
. combined power of
of tourists. L .
various industries.
_Attractl_ng Using the latest Increa§|ng A _W|der range of
innovation . tourist services and a unique
technologies and . . .
) . . satisfaction |tourism product can
innovations to improve : :
the quality and efficienc increase tourist
quatity y satisfaction and

encourage repeat Vvisits.

Source: built by the authors on the basis of (Olshanska and Puzyrova, 2022; Prokopenko, 2019).

In general, the integration approach in the context of Ukraine is aimed at
creating a favorable environment for the development of tourism, coordinated
activities of all interested parties and ensuring sustainable growth of the tourism

industry.
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Conclusions. Therefore, we found that the integration approach and
clustering can be key elements of effective management of the tourism industry
in conditions of sustainable development. An integrative approach involves
cooperation between different players in the industry, such as government
bodies, business, and community organizations, to achieve common sustainable
development goals, which may include sharing information, resources, and joint
projects. It has been proven that clustering, on the other hand, can help to group
tourism enterprises and regions according to common characteristics or goals,
which contributes to more efficient management of resources, development of
joint marketing strategies and increased competitiveness. Together, these
approaches can contribute to a more sustainable and efficient tourism industry,
contributing to economic growth and conservation of natural and cultural
resources.

The concept of an integrative approach to the management and
development of the tourism industry of Ukraine includes a number of key
aspects that contribute to the joint activities of various stakeholders, namely:

- strategic planning (development of a joint strategy for the development
of tourism, which takes into account the interests of all participants, including
state bodies, industry representatives, local communities and business);

- creation of tourism clusters (formation of regional tourism clusters,
where various enterprises and organizations can unite for joint work, exchange
of resources and innovations);

- infrastructure development (joint investment in tourism infrastructure,
such as hotels, transport, cultural facilities and other amenities that will
contribute to the improvement of the tourism product);

- marketing and promotion (joining efforts for marketing campaigns and
promotion of the tourism brand of Ukraine at the international level);

- education and training (joint programs of training and development of
personnel in the field of tourism to ensure a high level of service and quality of
services);

- protection of nature and cultural heritage (development and
implementation of joint strategies for the preservation of nature reserves,
architectural monuments and other objects of cultural heritage);

- public participation (involvement of local communities and public
organizations in the decision-making process and development of the tourism
industry at the regional level);

- monitoring and evaluation (establishing a system for monitoring and
evaluating the effectiveness of strategy implementation so that adjustments can
be made and results can be improved).

Therefore, the integration approach and clustering as elements of effective
management of the tourism industry in conditions of sustainable development
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require close cooperation between government bodies, business, the public and
other parties in order to create an integrated and sustainable tourism system in
Ukraine.
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THE PURPOSE OF THE ARTICLE is to
determine the theoretical and methodological
essence of the conceptual foundations of
building and implementing a marketing strategy
in the conditions of innovative development for
enterprises through digitalization factors.
RESEARCH METHODS. The article used
general scientific and general economic
methods: analysis and synthesis, grouping and
classification, tabular, graphic methods, method
of structural and logical analysis, etc.
PRESENTING MAIN MATERIAL. Modern
marketing plays a key role in the innovation
process, especially in the context of the
interaction of the main economic categories. It
was established that the importance of
marketing in the innovative development of the
enterprise is determined by: market orientation;

market  research;  product  positioning;
interaction with consumers; creating demand;
product life cycle management;

competitiveness. It was determined that the
marketing strategy is an action plan aimed at
achieving the marketing goals of the enterprise,
where its main essence is how to effectively
bring a product or service to the market, attract
the target audience and ensure the
competitiveness of the enterprise. Digitalization
has proven to open up endless opportunities for
marketing, but it also poses challenges related
to changes in consumer behavior and the

Olena CHERNIAVSKA?, lvan HOLOVACHOV!
LKyiv National University of Technologies and Design,

success. The main principles and tasks of
marketing strategy in the conditions of
digitalization are defined. The process of
implementing the marketing strategy is
proposed, which consists of the following
successive iterations: analysis of the digital
environment;  implementation of digital
technologies; personalized marketing strategies;
creation of a digital brand; participation in
digital platforms; cooperation and partnership;
monitoring and analysis of results.
CONCLUSIONS. Because of the research, we
established that the conceptual basis for
implementation of the marketing strategy is a
complex dynamic process that includes a
theoretical and methodological basis based on a
synergistic combination of the interaction of the
main economic categories. We determined that
the conceptual basis includes the marketing
strategy itself, its main elements, the key steps
in the formation of the marketing strategy, the
main principles of the formation of the
marketing strategy, the basic tools and tasks of
the formation of the marketing strategy, as well
as the process of implementing a marketing
strategy in the conditions of digitalization.
KEYWORDS: conceptual basis; formation
and implementation of marketing strategy;
innovative  development of enterprises;
digitalization; personalization; digital brand,;
agile (iterative) approach; digital technologies;

competitive environment, where the main rule branding; innovative opportunities;
is to remain able to adapt and improve competitiveness.
the marketing strategy on the way to its digital
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OF REFERENCES OF FIGURES OF TABLES
27 2 2
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METORK CTATTI € npochimkeHHs Teope-
TUKO-METOAMYHUX OCHOB Ta KOHIENTYaJIbHOTO
Oasucy (opmyBaHHS Ta peamizallii MapKeTHH-
TOBOi  cTparerii iHHOBAIIMHOTO PO3BHUTKY
MiAMPUEMCTB B YMOBaxX UG poBi3arii.
METOIU JOCJIIAKEHHS. B cratTti Oyno
BUKOPUCTAHO 3arajlbHOHAYKOBI Ta 3arajbHO-
€KOHOMIYHI METOJW: aHalli3y Ta CHHTE3Y,
rpynyBaHHd ¥  kinacuikamii, TaOJIUYHMIA,
rpadiYHUN METOIU, METOJ] CTPYKTYpHOTO Ta
JIOTIYHOTO aHai3y Ta iH.

BUKJIA]IT OCHOBHOI'O MATEPIAJY.
CydJacHUl MapKEeTHHT BiJlirpa€ KIFOYOBY POJIb
B IHHOBAIIMHOMY TIpOIleCi, OCOOJHMBO B
KOHTEKCTI B3a€MOJIii OCHOBHUX EKOHOMIYHHMX
Kareropiii. BcTaHOBIEHO, MO BAKIMBICTH
MapKeTHHTY B  IHHOBAI[IHHOMY  pO3BUTKY
HiANPUEMCTBA BU3HAYA€: PUHKOBA OpIE€HTAIIIS;
JOCIIJKCHHS] PUHKY; TIO3HIIOHYBaHHS MPOIYK-
Ty; B3a€MOJlisl 31 CHOXHMBayaMH; CTBOPCHHS
MOMUTY; KEPYBaHHS JKUTTEBHM IIMKJIOM TIPO-
IYKTY; KOHKYPEHTOCIIPOMOXHiCTh. Bu3HaueHo,
0 MapKeTHHrOBa CTpaTeris — Ie TUIaH [iH,
CIPSIMOBAHUI Ha JTOCATHEHHS MapKETHHTOBHX
IiIeH TANMPUEMCTBA, J€ OCHOBHA ii CYTHICTh
HoJsirae B TOMY, $K €(EKTUBHO BHBECTH
OPOAYKT UM TOCIYTy Ha PHHOK, 3aJTy49UTH
LIBOBY ayJIUTOPIIO Ta 3a0€3MEUUTH KOHKYpPEH-
TOCIIPOMOXKHICTb MigIpUeMcTBa. JJoBeneno, o
U poBizallis BiAKpUBAE OE3MEXKHI MOKIMBOC-
Ti JUIE MAPKETUHTY, MPOTE BOHA TAKOXK CTABHUTH
BUKJIMKH, TIOB’S13aHi 13 3MIHAMH Y CIIO>KUBYUMN
MOBEIIHIII Ta KOHKYPEHTHOMY CEpPEIOBHII, J&
TOJIOBHE TPABHJIO — 3AJIUIIATUCS CIIPOMOKHUM
70 ajamnTaiii Ta BJOCKOHAJCHHS MapKEeTHHIO-
BOI cTparerii Ha TUIAXYy 10 11 IUGPOBOTO
ycmixy. Bu3HaueHO OCHOBHI TIPHHIMIK Ta
3aBnaHHs (HOpMyBaHHS MapKETHHIOBOI CTpa-
Terii 1HHOBAIIHOIO PO3BUTKY MiIMIPHUEMCTB

B YMOBAX LIU®POBI3ALIII

Ousena YEPHSABCBHKA!, Isan TOJIOBAYOB!
! Kuiscokuii nayionanvhuil ynieepcumem mexnonoz2ii ma
ousauny, Ykpaina

B yMoBax Lu(poBizalii. 3alporoHOBaHO IPO-
IeC peaizallii MapKeTHHTOBOI cTpaTerii iHHO-
BaIlifHOTO PO3BUTKY MIANPHUEMCTB y yMOBax
¢ poBizarii, Mo CKIANAETHCS C TAKUX ITOCITI-
JIOBHHX iTEpaIliid: aHai3 IUPPOBOTO CepeOBH-
a; BIOPOBA/PKCHHA NHU(PPOBUX TEXHOJOTIH;
MEPCOHANII30BaHI ~ MApKETHHIOBI  CTpaTerii;
CTBOpEeHHS ITU(GPOBOro OpeHAy; y4acTh y 1ud-
pOBUX TUIATPOPMAx; CHIBIpaIs Ta MapTHEPCT-
BO; MOHITOPHUHT Ta aHaJli3 pe3yJbTaTiB.

BUCHOBKHU. B pe3ynbrari JOCTIIKEHHS
HaMm# OyJI0O BCTAHOBJICHO, 110 KOHIIENITya bHUN
0a3uc (GopMyBaHHS Ta peamizallii MapKeTHHIO-
BOI cTpaTerii iHHOBAIIMHOTO PO3BUTKY ITiJI-
NpUEMCTB B yMoBax mudposizamii — 11e
CKJIQJIHAN JWHAMIYHUH TpoIec, KU BKITIOYAE
TEOPETUKO-METO/I0JIOTIYHY OCHOBY, 3aCHOBAHY
Ha CUHEPriuHOMY MO€JHAHHI B3a€MO/JIIi OCHOB-
HUX €KOHOMIYHUX KaTeropid. Hamu Oyno Bu-
3HAYEHO, 10 KOHIEeNTyalbHUH Oazuc ¢opmy-
BaHHS Ta peaji3alii MapKeTHHTOBOI cTparterii
IHHOBAIIIMHOTO ~ PO3BUTKY MIANPHUEMCTB B
ymoBax mudpoBizallii BKIOYaE camy MapKe-
THHTOBY CTpaTeTii0, OCHOBHI ii €IeMEHTH, KITIO-
YOB1 KPOKH 1010 GOPMYBaHHS MapKETHHIOBOI
cTparterii, OCHOBHI TPUHIMIH (HOPMYBaHHS
MapKETHHTOBOI CTpaTerii, 6a30Bi IHCTPYMEHTH
Ta 3aB/IaHHSA (POPMyBaHHSI MapKETHHIOBOI CTpa-
Terii, a TakoX NpOoIeC peanizanii MapKeTHH-
roBoi  cTparerii 1HHOBALIMHOTO  PO3BUTKY
HiANPUEMCTB Y YMOBax HU(poBizallii.

KJIIOYOBI  CJIOBA:  koHuentyaabHUI
6aswuc; dbopMyBaHHS Ta peauizarii
MapKeTHHIOBOi ~ CTparterii;  IHHOBamiWHWH
PO3BUTOK i ATPUEMCTB; g poBizaris;

nepcoHami3amist; MUPPoBUH OpeHHd; aruTbHUI
(irepamifiamii) miaxia; OUAGPOBI  TEXHOJIOTIT,
OpeHyBaHHS, 1HHOBAI[IHI MOJKJIMBOCTI;
KOHKYPEHTOCIIPOMOXHICTb.
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Statement of the problem. In modern conditions, the concept of
marketing is difficult to overestimate, since marketing has always played an
important role in the innovation process, promoting interaction between various
economic entities. With the help of marketing, there is an assessment of
consumer needs, the creation of a sales strategy of innovative ideas on the
market. Without an effective marketing system at the enterprise, any innovative
development will not be able to reach its full potential (Bilovodska and Shebeda,
2021).

Digitization also makes adjustments in all areas of business. Changes in the
way we interact with customers, collect and analyze data create new
opportunities, but also require new approaches. One of the benefits of
digitalization is the ability to precisely target marketing efforts through
personalization, where data analysis can help understand needs and anticipate
market trends. In addition, it is important to create innovative products and
services that meet the demands of the digital market (Bychkova and Puzyrova,
2022; Krasovska, 2021).

Therefore, the formation of a marketing strategy should include an
effective online presence, the use of social networks, and the possibility of
Interactive communication with customers.

Analysis of publications on the problem. The relevance of the researched
topic is undeniable, since many scientists have devoted attention to the study of
issues related to the marketing strategy of enterprises in the conditions of
digitalization: O.A. Bilovodska, K.V. Shebeda, V.H. Hnoievyi, O.M. Koren,
D.V. Doroshkevych, O.S. Yevseitseva, D.V. Zavadska, A.V. Zerkal,
V.V. Holomb, L.S. Ihnatovych, M.M. Ivanov, S.M. llliashenko, Yu.S. Shypulina,
1.S. Lytvynenko, N.S. llliashenko, S.V. Kovalchuk, P.V. Puzyrova,
O.Yu. Krasovska, V.O.Morokhova, O.V.Boiko, A.O.Lapan, I.F.Lorvi,
M.S. Mudra, Ts. Tszin, N.V. Proskurnina, I.L. Reshetnikova, L.VV. Romanova and
others. However, the part of the issue that is dedicated to the formation and
implementation of a marketing strategy remains quite unresolved.

Statement of the main results. Modern marketing plays a key role in the
innovation process, especially in the context of the interaction of the main
economic categories. Let's understand the importance of marketing in the
innovative development of the enterprise (Doroshkevych, 2022; Hnoievyi and
Koren, 2021):

The 1st focus is market orientation. Marketing promotes market
orientation, where the enterprise studies the needs and wishes of customers,
which allows enterprises to create innovations that meet the real requirements of
consumers.
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The 2nd focus is market research. Marketing research helps gather data
about the market, competitors, and consumer trends. These data are an important
element when making decisions about the direction of the innovation process.

The 3rd focus is product positioning. Marketing helps determine how to
introduce a new product to the market, which involves developing and shaping
brand and communications strategies that give the product a competitive
advantage.

The 4th focus is interaction with consumers. Marketing allows businesses
to interact with consumers to get feedback on innovations. This, in turn, helps in
improving products and adapting them to changing market needs.

The 5th focus is the creation of demand. Marketing strategies help create
demand for new products by implementing effective marketing campaigns,
which is extremely important for successful innovation in the market.

The 6th focus is product life cycle management. Marketing helps
manufacturers manage the product life cycle by defining the stages from initial
launch to withdrawal from the market.

The 7th focus is competitiveness. Ensuring competitiveness is a key task of
marketing in the innovation process. Effective marketing strategies allow
companies to take a strong position in the market.

Thus, all these foci prove that marketing is an important factor of the
innovation process, ensuring adaptation to market conditions and responding to
consumer needs.

However, marketing itself at the enterprise is not enough for its successful
innovative development, it is necessary to develop, form and constantly improve
a marketing strategy that will help quickly and effectively lead the enterprise to
a new innovative path of development using available digital tools (Holovachov,
2023; Ihnatovych and Ivanov, 2021).

Therefore, a marketing strategy is an action plan aimed at achieving the
company's marketing goals. Its main essence is how to effectively bring a
product or service to the market, attract the target audience and ensure
competitiveness. The main elements of the marketing strategy are defined as
(Hliashenko, 2022; Kovalchuk, 2021; Puzyrova, 2020):

goals — clearly defined goals that marketing activity should achieve. It can
be an increase in sales, an increase in brand recognition, an expansion of the
audience, etc.;

target audience — understanding and determining who the product or
service is intended for, where audience targeting allows you to effectively direct
marketing efforts;

positioning — defining the unique characteristics of a product or brand that
make it different from competitors and attractive to consumers;
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marketing strategies — the choice of methods and tools that will be used to
achieve the set goals, which may include advertising, promotions, content
marketing, Internet marketing, etc.;

monitoring and analysis — constant monitoring of the results of marketing
activities, as well as analysis of changes in the market and among competitors.

All these components are combined into a single strategic plan that helps
the enterprise to successfully interact with the market and achieve its business
goals. In the conditions of digitalization, the marketing strategy acquires a lot of
importance.

Digitalization opens up endless opportunities for marketing, but it also
poses challenges related to changes in consumer behavior and the competitive
environment. The rule of thumb is to stay ready to adapt and improve your
strategy on your way to digital success. The main are shown in fig. 1.

L Digital communication channels Personalization \

Instead of traditional channels
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i Digital tools can be used to collect and analyze i
| i

|
i have digital platforms. Marketers II> marketing campaigns. People are more i
|

|
| |
! |

consumer data to create personalized

|
should study their features and P responsive when they feel their needs are
ability to interact with the audience. i i understood and taken into account.

Flexibility and
experimentation

Use of social networks

Marketing
strategy in
conditions of
digitalization

Social networks not only i
provide quick access to an i
audience, but also open !

|

|

|

|

|

|

The digital world is
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be flexible and ready to
experiment, implementing
new ideas and strategies.

opportunities for interaction
and community building.

{ Mobile marketing ‘ Data analysis

|
| Agrowing number of users use | . Digital tools allow you to collect huge |
| mobile devices. So optimize your @ amounts of data, which are used to analyze |
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e e e

Source: built by the authors on the basis of (Kramar and Puzyrova, 2019; Yevseitseva, 2016; Zerkal and
Holomb, 2021).

Fig. 1. Basic aspects of marketing strategy in the conditions of digitalization
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The formation of a marketing strategy is a key task for ensuring the
competitiveness and sustainability of business (Morokhova, Boiko and Lorvi,
2021; Yevseitseva, 2017). Let's consider several key steps that should be taken
into account when forming such a strategy:

Step 1. Analysis of the digital environment (assessment of the current state
of the digital market and technological trends; study of consumer behavior in the
digital environment and their expectations).

Step 2. Determination of innovative opportunities (identification of
opportunities to use the latest technologies to improve production, marketing
and customer service; the possibility of introducing artificial intelligence, the
Internet of Things, blockchain and other innovative solutions).

Step 3: Target audience and personalization (using data to understand
needs and previous interactions with customers; developing personalized
marketing and service strategies).

Step 4. Development of a digital brand (determining how the company will
be presented in the digital space; developing a strategy for using social
networks, the website and other channels to support the brand).

Step 5. Competitor analysis (observation of competitors' activities in the
digital environment; study of their digital marketing strategies and innovations).

Step 6. Agile (iterative) approach and experiments (using agile
methodologies to quickly adapt to changes; conducting experiments to
determine the effectiveness of various digital strategies).

Step 7. Education and engagement of staff (providing staff with the
necessary skills to work with digital technologies; stimulating a culture of
innovation and openness to innovative ideas).

Step 8. Monitoring and analysis of results (establishing metrics to measure
the success of the digital strategy; regular analysis of data and introduction of
adjustments to the strategy according to the results).

Thus, it can be concluded that the formation of an effective marketing
strategy in the conditions of digitalization requires a combination of theoretical
and methodological background, a deep understanding of digitalization
technologies, innovative development of entrepreneurial activity, analytics and
flexibility in adapting to changes in the marketing environment (Puzyrova,
Khmelevskiy and Mammadova, 2022; Mudra and Tszin, 2023; Yevseitseva and
Olshanska, 2023).

Among the main principles the following can be singled out (Table 1).

Marketing strategy in the conditions of digitalization requires creative and
modern approaches, among which the key tools occupy an important place
(Proskurnina, 2020; Puzyrova, 2011; Romanova, 2021):
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1. Digital marketing: social networks, content marketing, advertising on the
Internet; using analytics to collect data and determine the effectiveness of
campaigns.

2. Electronic commerce: development of online trade and convenient
electronic payment systems; building effective websites and mobile applications.

3. Innovative technologies: implementation of artificial intelligence,
machine learning and other advanced technologies for data analysis and
personalization.

4. CRM systems: use of customer relationship management systems to
ensure effective interaction with customers and sales management.

5. Internet of Things (loT): Adoption of 10T to collect production data,
customer service and improve manufacturing processes.

6. Partnerships and collaborations: Collaborate with other innovative
businesses and startups to share ideas and resources.

7. Education and involvement of personnel: training personnel in modern
technologies and creating an innovative corporate culture.

Table 1
The main principles of marketing strategy in the digitalization sphere

Principle The importance of principle

Understanding and appreciating current technologies, trends and
opportunities offered by the digital era allows businesses to adapt their
strategies to rapid changes.

Analysis of the
digital environment

Development and implementation of innovative technologies in products
and production processes, which will allow enterprises to remain
competitive in conditions of rapid changes in the market.

Focus on
innovation

Personalization of |Using data and analytics to create personalized marketing strategies in a
marketing digital consumer environment.

Use of agile project management and product development methodology
Agile approach  |to quickly respond to changes in the environment and customer
requirements.

Focusing on the enterprise as part of the ecosystem, which will help to
collaborate with other companies and startups for joint development and
innovation.

Creating an
ecosystem

Using online channels to advertise and sell products, interact with

Digital marketing customers through social networks and other digital platforms.

Training and Providing training and professional development of personnel in the
development of field of diaital technoloaies for effective impl ion of i X
personnel ield of digital technologies for effective implementation of innovations.

Source: built by the authors on the basis of (Tkachenko et al., 2019; Yevseitseva and Subot, 2023; Reshetnikova,
2021).

These tools will help create an effective marketing strategy, ensuring
competitiveness and successful of digitalization. The main tasks facing the
marketing strategy are listed in the table 2.

67



ISSN 2415-3206
MANAGEMENT

Journal
Issue 2 (38), 2023

Table 2
The main tasks of the marketing strategy in digitalization
Task Obijective
Analysis of the | Study of market trends and consumer needs in the context of the digital
market and economy. Analysis of technological innovations and their impact on a

technological trends

specific industry.

Segmentation and
selection of the
target audience

Identification of key market segments and their needs. Defining the
target audience for new innovative products or services.

Definition of the
competitive
environment

Analysis of competitors and their strategies in the conditions of digital
competition. Identification of advantages and disadvantages of
competitors.

Creating value for
customers

Development, ensuring the uniqueness and value of the offer.

Use of digital
marketing channels

Developing effective internet marketing strategies and using social
media to promote products. Using analytics to measure campaign
performance.

Branding and

Development of a brand strategy that reflects the innovative nature of

positioning the enterprise. Determination of unique positioning in the market.
Interaction with other companies, creation of partnerships and
Creating ecosystems for joint implementation of innovative projects. Using
partnerships and |synergies with partners to develop new products and services.
ecosystems Identification of potential risks associated with innovative projects and

digitalization.

Risk management
and security

Identification of potential risks associated with innovative projects and
digitalization. Implementation of effective security and data protection
measures.

Constant monitoring
and adaptation

Implementation of a system for monitoring the results of marketing
campaigns and consumer reactions. Flexible strategy adaptation based
on changes in the environment and customer behavior.

Evaluation of
efficiency

Determination of key performance indicators (KPI) to evaluate the
results of the marketing strategy. Regular assessment of the compliance
of the strategy with the company's goals and adjustment of the
necessary aspects.

Source: supplemented by the authors on the basis of (Haponenko, 2022).

The final stage is to ensure its implementation. The process of
implementing a marketing strategy consists of the following successive

iterations (Fig. 2).

Therefore, these basic steps will help create an effective marketing strategy

in digitalization.

Conclusions. Because of the research, we established that the conceptual

basis is a complex dynamic process that includes a theoretical

and

methodological basis based on a synergistic combination of the interaction of
the main economic categories. We determined that a marketing strategy is a
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specific plan of action aimed at achieving the marketing goals of the enterprise
above all the complexities of doing business.

Action 2
Implementation of digital technologies.

| Action 1 | I |
| Analysis of the digital environment. ' I I
| Detailed analysis of the digital market “\\ | Possibilities of introducing innovative digital :
: and innovative technologies that can \l  technologies at the enterprise (artificial |
| affect business. Identification of /’: intelligence, Internet of Things, blockchain, |
I | |
| | !
I I
I

digital trends and innovations that can | | / etc.). Provision of appropriate personnel

become key factors for the
development of the enterprise.

training and necessary infrastructure.

Action 4 | Action 3
Personalized marketing strategies. I Creating a digital brand.
Using data and analytics to create I Formation of a clear strategy of online

I
| | l
| I ,
| I 4 |
: personalized offers for customers. I{ presence and digital brand. Using social |
I
' |
' |
' |

Implementation of the CRM system and |\\r| media, content marketing and other
other tools for collecting and analyzing | U digital channels to attract and retain

0 customer data. J| { customers.

_________ ! ————————= N

AN p’
\N 7
r—— T T~ 1 T 1
| ~Action 5 L Action 6 |
| Participation in digital platforms. | v Cooperation and partnership. I
| The ability to participate in digital 'L|\ | Possibilities of cooperation with other :
: platforms that can provide new \\l innovative enterprises or startups. |
| opportunities for market development. /| Cooperation with technology manufacturers |
| Working with online resourcesand | |// | and leading market participants for mutually |
| marketplaces to promote productsor 1" | beneficial partnerships. '
' services. R P 17 e ———— I
- _ ST I <— b=
\ /
N\ //
l_____——____—_____——____——____—__\ __________ |
Action 7

I I
: Monitoring and analysis of results. :
| Continuous monitoring of the results of implemented innovations and response to changes |
I in market conditions. Using data to optimize strategies and make effective management |
[ decisions. |
Source: built by the authors on the basis of (Yankovets, 2022; Yevseitseva et al., 2022; Zavadska, 2023).

Fig. 2. The process of implementing the marketing strategy in digitalization

The conceptual basis of the innovative development of enterprises in the

conditions of digitalization includes the marketing strategy itself, its main
elements, key steps in the formation of the marketing strategy, the main
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principles of the formation of the marketing strategy, basic tools and tasks of the
formation of the marketing strategy.

Therefore, the conceptual basis is critically important for ensuring the
competitiveness and sustainability of business. At the same time, it is
established that digital technologies are rapidly transforming the business
environment, and enterprises must adapt to these changes by using innovations
in their marketing strategies.
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THE PURPOSE OF THIS ARTICLE
is to determine promising directions for
the development of the agro-industrial
sector of Ukraine in the conditions of
post-war recovery.

RESEARCH METHODS. In the process
of writing the article, general scientific
and special research methods of the agro-
industrial sector were used, including:
induction and deduction; structural and
logical analysis; extrapolations; tabular
and graphic.

PRESENTATION OF THE MAIN
RESEARCH MATERIAL. The article
determines that the agro-industrial sector
is one of the key sectors of the country's
economy, which made a significant
contribution to the country's GDP before
the war. Since the beginning of the war,
the agro-industrial sector has suffered
significant losses and needs to be restored
and further developed. Prospective ways
of development of the agro-industrial
sector have been determined, which can
be carried out in three key areas:
activation of own reserves of agricultural
enterprises; receiving donor international
aid; development of the state agrarian
policy of post-war recovery. It has been
proven that the restoration of broken agro-

food chains and the inclusion of domestic
agricultural enterprises in global agro-
food chains is a promising direction for
the development of the country's agro-
industrial sector. It was found that the
agro-food chain is a set of interdependent
enterprises that have united on a voluntary
basis and closely cooperate in the process
of agricultural production. It has been
proven that the restoration of the agro-
food chain will take place in the event that
it includes enterprises for cultivation
(fattening), processing, transportation,
storage and sale of agricultural products.
CONCLUSIONS FROM THE
CONDUCTED RESEARCH. The
restoration of broken agro-food chains
and the inclusion of domestic agricultural
enterprises in global agro-food chains will
contribute to their accelerated recovery,
reducing the level of costs for production,
transportation, storage, processing and
sale of agricultural products; accelerating
the recovery of agricultural enterprises
due to the joint interaction of participants
in agro-food chains; increasing the level
of quality of agricultural products.
KEYWORDS: agro-industrial sector;
agriculture; agro-food chains; global agro-
food chains; post-war recovery.
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METOIO JAHOI CTATTI ¢ BusHa-
YEeHHsI IEPCTIEKTUBHUX HANpPSMIB PO3BUT-
Ky arponpoOMHCIIOBOTO CEKTOpY YKpaiHH
B YMOBAaX MICISIBOEHHOTO BiTHOBJICHHS.

METOAM  JOCJIIKEHHSI. B
npoleci HamMCaHHS CTaTTI BUKOPUCTAHO
3araJbHOHAYKOBI Ta CIICMiallbHI METOIU
JOCITKCHHS arpormpoMHUCIIOBOTO
CEeKTOpYy, cepel SKUX: IHOYKIil Ta
JEeAYKIT; CTPYKTYPHO-JIOTIYHOTO aHaTi3Yy;
eKCTpamnossiLii; TabauaHo-rpadiaHuil.

BUKJIA L OCHOBHOI'O
MATEPIAJY JOCJIIKEHHSA. B
CTaTTi BU3HAUYEHO, 1110 arpONPOMHUCIOBHMA
CEeKTOp € OJHHMM 3 KIIIOUYOBHX CEKTOPIB
€KOHOMIKM KpaiHW, SKUA 10 BIMHHU
CTBOPIOBAaB 3HayHUM BHecok Yy BBII
KpaiHu. 3 MOYaTKOM BIWHU arponpoMuc-
JIOBUH CEKTOp 3a3HaB 3HAYHUX 30UTKIB 1
notpedye BIJHOBJIEHHS Ta MOAAJIBLIOTO
pO3BUTKY. Bu3HaueHO  mepCreKTHBHI
NUISXA  PO3BUTKY  arpolpOMHCIOBOTO
CEKTOpY, AKI MOXYTb 3/1ACHIOBATHCS B
TPHOX KJIIOYOBHMX HaIpsiMax: aKTUBI3allis
BJIACHUX PE3EpBiB CIIBCHKOTOCIIOAAPCH-
KUX MIANPUEMCTB; OTPUMAHHS JTOHOPCH-
KOl MIDKHApOJHOI JIONOMOTH; po3poOka
JIEp’KaBHOI arpapHoi TOJITHUKU  ITiCTs-
BOECHHOIO BiJHOBJICHHS. JloBeAeHO, 110
BITHOBJICHHSI ~ PO3IpBaHUX  arpornpojo-
BOJIBYMX JIAHLIIOTIB Ta BKJIFOUYEHHS BITYH3-
HSIHUX CUIBCHKOTOCTIONIAPCHKUX  ITiANIPH-
€MCTB JI0 TJ00aIbHUX arporpoI0BOJIbYUX
JAHIIOTIB € TEePCHEeKTUBHUM HANpsSMOM
PO3BUTKY arporpoOMHCIOBOTO CEKTOPY

im. C. Kyzneys,

Ykpaina

KpaiHu. 3’4COBaHO, 110 arponpoioBOJIb-
YUl JAHIIOr — 1€ CYKYIHICTh B3a€MO-
3QJICKHHUX MIAMPUEMCTB, K1 00’ €THATUCS
HAa JOOpOBITBHUX 3acajax 1 TICHO
CIIBIPAIIOIOTh B MPOIECI BUPOOHUIITBA
CUICHKOTOCIIOIAPCHKOT MPOIYKITi.
JloBeneHo, 10 BiJHOBJICHHS arporpojio-
BOJIBUOTO JIAHITIOTA BiTOYZEThCS Y pasi,
KOJIM 10 MOro CKJIaay YBIAAYTh MiANpPH-
€MCTBa 3 BHUpOLIyBaHHS (BIATrOMiBII),
nepepoOKu, TpaHCHOPTYBaHHs, 30epiraH-
HS Ta MPOJIaXy CUIbCHKOTOCHIOAAPCHKOT
MPOTYKIIII.

BUCHOBKHX 3 TMPOBEJAEHOI'O
JOCJINIKEHHS. BignoBneHHst po3sip-
BaHUX arpornpoOBOJIbUMX JIAHIIIOTIB Ta
BKJIFOUEHHSI BITYM3HSHHUX CUIBCHKOTOC-
MOJAPCHKUX IMIMPUEMCTB JI0 TIIO0ATBLHUX
arponpo0BOJIbYUX JIAHIIOTIB CIOPUSITUME
iX TNPUCKOPEHOMY BIJAHOBIEHHIO, 3MEH-
IICHHIO DPIBHS BHUTpPAT Ha BHUPOOHUIITBO,
TPaHCIOPTYBaHHSA, 30epiranus, nepepoo-
Ky Ta HpoJaX CUIbCbKOTOCIOAaPChKOI
OPOAYKIN; MPUCKOPEHHIO BiJHOBJICHHS
CLTBCHKOTOCIIOIAPCHKUX TIAIPUEMCTB 32
paxyHOK CIIUJIBHOI B3a€MOJIIi yYaCHHKIB
arponpoA0BOIbYMX JAHIIOTIB; M1IBUIIEH-
HIO PIBHS SIKOCTI CLIBCBKOTOCIIOIAPCHKOT
TPOIYKIIi.

KJIFOYOBI CJIOBA: arponpomucio-
BUW CEKTOpP; CUIbCbKE TOCHOJIapCTBO;
arpompo0BOIbYI JIAHIIOTH; TJIO0ATBbHI
arponpoA0BOJIbYl JIAHIIIOTH; MICISBOEHHE
BITHOBJICHHS.
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Statement of the problem. The agro-industrial sector is one of the key
sectors that provide a significant contribution to the development of the
country's economy. Before the war, the agro-industrial sector of Ukraine "was
characterized by positive development dynamics, high export potential on the
world market, which contributed to the solution of food security at the national
and global levels" (Vdovenko, 2022) and produced 10% of the country's GDP,
provided 41% of the total export of agricultural products and provided jobs for
14% of the working population (DLF, 2023). The growth of the industry was 5—
6% per year (Economics.org.ua, 2023). As a result of the war, the agro-
industrial sector suffered colossal losses in the amount of more than 8.7 billion
US dollars. Domestic agricultural enterprises have encountered significant
problems and obstacles in their functioning, which require urgent solutions to
restore their activities and ensure further development.

Analysis of recent publications on the problem. The study of the state
and prospects for the development of the agro-industrial sector of the country is
devoted works of such scientists as: M. Bilykh, V. Bondarenko, L. VVdovenko,
Y. Hontaruk, A. Dunska, Yu. Kashirna, B. Kosovich, A. Kyretiv, |. Kostenko,
M. Negerey, S. Pasko, P. Povroznyk, A. Taranenko, V. Tkach.

The problems of the formation and development of agro-food chains at the
national and global levels are devoted to the work of such domestic scientists as:
P. Antonyuk, O. Borodina, O. Varchenko, O. Gudenko, O. Krupelnytska,
T. Lozova, N. Maievska, S. Petrukha, N. Petrukha, G. Ryzhakova and foreign
scientists, including: P. Beske, J. Christien, O. Huirne, A. Land, J. Ondersteijn,
S. Seuring, R. Wijnands. However, their works reveal the problems and
prospects of the development of the agro-industrial sector in the pre-war period.
The problem of recovery and development of the agro-industrial sector in the
conditions of post-war recovery is new and requires in-depth research with the
development of new methods and tools that can be applied to intensify the post-
war recovery of the agro-industrial sector.

Statement of the main results and rationale. Since the beginning of the
war, the agro-industrial sector suffered total losses in the amount of 8.7 billion
US dollars, which is 5.8% of the total losses of the country's economy (Focus,
2023). According to the State Statistics Service, in 2022 compared to 2021, the
collection of grain fell by 37.4%, vegetables — by 25%, fruits — by 10%
(Visituukraine.today, 2023). During this period, there was a 20% reduction in
the sown area (DLF, 2023), as a result of which more than 32 million tons of
grain harvest was not obtained in 2022. The hostilities and occupation of part of
the country's territory resulted in the loss of up to 80% of the harvest in the
Donetsk, Luhansk and Zaporizhia regions; in the Kharkiv, Odesa, Mykolaiv and
Vinnytsia regions, up to 50% of the harvest was lost. Enterprises of the agro-
industrial sector suffered damage to production buildings, structures and
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granaries in the amount of 1.33 billion US dollars; equipment and machinery for
the production of agricultural products in the amount of 4.65 billion US dollars
(Focus, 2023). At the same time, mine contamination of 400,000 hectares of
agricultural land located in the combat zone affected the decrease in the amount
of cultivated land (DLF, 2023).

Established agri-food chains were broken, which made it difficult to deliver
agricultural products to domestic and foreign consumers. If before the war 90%
of agricultural exports passed through the Black Sea ports of Ukraine, in 2022,
when the ports were blocked, grain exports fell from 5.4 million tons at the
beginning of the year to 0.3 million tons in March (DLF, 2023). Due to the
specificity of their activities, most of the enterprises of the agro-industrial sector
cannot relocate their business to safe regions of the country and are forced to
suspend their activities, as a result of which the so-called “"abandoned lands"
were formed, the owners of which temporarily moved abroad for their safety. In
addition, the development of the activities of enterprises in the agro-industrial
sector of the country is hindered by such problems as: "opacity of land relations;
non-compliance with international quality and safety standards; low level of
investment; unadapted legislative acts of Ukraine to EU requirements; the
problem of market redistribution in market independence; increased dependence
on state funding; low level of innovative activity; imperfect logistics" (Nehrey et
al., 2022), as well as difficulty in accessing the necessary resources (vaccines,
fodder, equipment); restrictions on the use of fertilizers, pesticides, seeds
supplied from abroad; loss of buyers of agricultural products who, because of
the war, are unable to purchase products in pre-war volumes; difficulties in
finding new customers; impossibility of expansion of sales markets.

In order to overcome the above-mentioned problems of the development of
the agro-industrial sector, a number of promising measures for its restoration
should be implemented, both at the micro- and macro-levels. To restore the
agro-industrial sector A.R. Dunska and M.S. Bilykh propose to use "two main
non-equivalent sources. First of all, it is a source with limited possibilities — the
use of own reserves, including the investments involved, by agricultural
companies. Secondly, donor international aid, which will be provided by the
programs of the European Union, aimed at the assistance and adaptation of
candidate states to become EU members" (Dunska and Bilykh, 2022). However,
the mentioned two directions will not be effective enough without the formation
of the appropriate state agrarian policy for the post-war recovery of the agro-
industrial sector.

The strategic goals of the restoration of the agro-industrial sector for 2022-
2024, developed by the Ministry of Agrarian Policy and Food of Ukraine, are
recognized:

— food safety;
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— provision of stimulating and advisory agrarian policy;

— providing market players with quality infrastructure

— creation of conditions for manufacturers regarding the possibility of
providing available material and technical resources;

— ensuring the production and export of safe and healthy agricultural and
food products;

— balancing the production of high- and low-margin products to increase
the profitability of the sector;

— stimulating the production of products with high added value to meet
domestic needs and increase exports;

— creation of new production capacities through stimulation of innovative
activities of enterprises in all regions of the country using the competitive
advantages of each of them;

— ensuring sustainable use of aquatic biological resources;

— effective transparent management and regulation in the field of land
relations;

— financial stability of agricultural producers (Ministry of Agrarian Policy
and Food of Ukraine, 2022).

To restore the agro-industrial sector, as N.S. VVdovenko notes, the following
measures will be effective:

— creation of an alternative logistics network for the export of agricultural
products through the seaports of other countries (Romania, Bulgaria) and
modernization of the railway connection and its wide use;

— minimization of bureaucratic procedures for enterprises of the
agricultural sector (requests from manufacturers to obtain the necessary licenses
and certificates);

— regulation of price policy regarding means of agro-industrial production;

— free access to factors of production and sales of all subjects of agrarian
business;

— expansion of bank lending programs for small and medium-sized
businesses under conditions acceptable to farmers;

— use of foreign investors' funds for the development and restoration of the
agricultural sector (Vdovenko, 2022).

M. Nehrey, A. Taranenko and I. Kostenko include such measures:

— reduction of bureaucratic barriers for the development of agricultural
enterprises;

— development and implementation of a set of measures to create new jobs
and develop the social infrastructure of rural areas;

— adaptation of the production of the agricultural sector of Ukraine to the
requirements of the European Union;
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— support of small farming, assistance to retailers for internal procurement
of fruits and vegetables;

— technological development and digitalization of the agricultural sector;

— development of processing in the agricultural sector in accordance with
the principles of the Green Deal;

— creation of conditions for the transition of the agricultural sector to
sustainable production;

— involvement of highly qualified personnel in the agricultural sector
(managers, IT specialists, scientists and narrow-profile agricultural specialists);

— improving the quality of product safety in accordance with the
requirements of international standards, including the development of measures
to improve the quality of citizens' products (Nehrey et al., 2022).

"Strengthening of state regulation regarding the financial condition of
enterprises, which should be aimed at creating cost-effective agro-industrial
production, deepening the degree of processing and improving the storage of
agricultural products"”, as noted by V. Tkach and Yu. Kashirna, is an active
direction for the recovery of the agro-industrial sector (Tkach and Kashirna,
2013).

The search and implementation of "innovations that will be effective in the
conditions of war and post-war recovery of the country"”, according to
B.l. Kosovich, P.P.Povroznyk and A.Ya. Kiretiva, is the key direction of
accelerating the recovery of the agro-industrial sector. The authors believe that it
Is "innovative approaches and technologies, new quality of work, innovative
developments and inclusive solutions that will reduce costs, increase
productivity and profitability of agricultural production, which will strengthen
not only food security of Ukraine, but also economic security" (Kosovych et al.,
2022). The innovative technologies that should be implemented for the
restoration and development of the agro-industrial sector of the country, as noted
by S.M. Pasko, include the following: "safe genetic engineering of seed
material; zero flow hydrosystem fishing; tray-condensate irrigation systems;
computer management of livestock; bioinsecticides and pollinators; cocoon-
sleeve granaries; precision seeding technologies; "smart" greenhouses; Craft
Scanner sensors for monitoring the depth of tillage; aeroponic farms (growing
plants without soil) and other technologies" (Pasko, 2022). However, the
introduction of innovations requires attracting additional investments in the
renewal of production, without which further development of the agro-industrial
sector is impossible (Bondarenko and Gontaruk, 2021).

The introduction of modern agricultural technologies (Ag Tech
technologies) will also contribute to faster recovery and development of the
agro-industrial sector. "Transition to more environmentally friendly green
technologies and focus on sustainable agriculture", as noted by S. Reznichenko,
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head of agronomy and technology development of the company "Corteva
Agriscience™, will contribute to increasing soil fertility, reducing emissions into
the atmosphere, reducing the amount of fertilizers, introducing innovative means
of plant protection, which in turn will ensure a faster recovery of agricultural
production, lower costs and increase the competitiveness of the agro-industrial
sector (Skrypnyk, 2023).

At the same time, the implementation of the above-mentioned measures of
post-war reconstruction and development of the agro-industrial sector will not
be effective enough without the restoration of broken agro-food chains. A
generalization of the views of domestic and foreign scientists regarding the
essence of the concept of "agro-food chain” is given in Table 1.

Table 1
The essence of the concept of ""agri-food chain"'

Author Definition of the term "agri-food chain”

O. Borodina mutually beneficial relationships between groups of producers, sellers,
processors and service companies that join together to increase productivity
and create added value based on an understanding of mutual benefit and fair
distribution of the achieved result (Borodina, 2014)

O. Varchenko | the process through which the final product (food) is created for sale to
consumers, that is, the purposeful movement of a product from its
constituent parts to the manufacture of a finished product (Varchenko, 2019)

N. Majevska | an integrated approach to the creation of added value based on the
realization of the economic interests of each of its participants (Majevska,
2022)

FAO a set of agricultural producers and organizations that consistently and
coordinatedly ensure the creation of added value from the production of
specific types of agricultural products and their processing in order to obtain
food products that are sold to the final consumer and after consumption are
sent to waste, ensuring profitability at each stage, creating broad benefits for
society without permanent depletion of natural resources (FAO, 2014)

P. Beske, a set of interdependent companies that work closely together to exert a
A. Land, targeted influence on the flow of goods and services along the entire value
S. Seuring chain of agricultural and food products, which will ensure that this flow is

brought to consumers at the lowest possible cost (Beske et al., 2014)

J.M. Christien | activities that cover the stages from production to distribution, which
et al. ensures the delivery of products to final consumers (Christien et al., 2006)

Source: summarized by the author.

Taking into account the above-mentioned approaches, the agro-food chain,
according to the author's definition, should be understood as a set of
interdependent enterprises that have united on a voluntary basis and closely
cooperate in the production of agricultural products. The agro-food chain will be
formed when it will include enterprises for cultivation (fattening), processing,
transportation, storage and sale of agricultural products, that is, those that will
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fully ensure the full cycle of agricultural production. As Antonyuk P. O. and
Lozova T. P. note, the restoration of domestic agro-food chains should take
place in the direction of “the formation in the region of completed agro-food
chains of final products with high added value, which, in turn, involves
stimulating the processing of raw materials and the production of domestic food
products for satisfaction of dynamic consumer demand, activation of the
activities of subjects of processing sectors of commodity markets, creation of
additional jobs, effective use of the potential of regional economic systems"
(Antonyuk, Lozova, 2022). To evaluate the effectiveness of the creation and
restoration of agro-food chains, the AVACS method should be used, proposed in
the research of Ryzhakova G. The AVACS method is “a fast food market
evaluation method between in-depth value chain analysis (VCA) and sub-sector
analysis (SSA); action research (AR); monitoring of local business support
centers (BSC). The AVACS method makes it possible to identify the positions
of agricultural producers on the food market and in the chain of added value of
agro-food products” (Ryzhakova et al., 2022).

The restoration of broken domestic agro-food chains and the inclusion of
domestic producers of agricultural products in global agro-food chains, which
are a key element of world trade, will contribute to the faster recovery of the
country's agro-industrial sector. Thus, to date, the restoration of agro-food
chains by finding alternative routes for the delivery of agricultural products has
made it possible to increase the export of grain from 1.2 million tons in April to
2.7 million tons in June 2023. The introduction of the Black Sea Grain Initiative
made it possible to increase grain exports to 6-7 million tons per month starting
in July (DLF, 2023). More than 30% of agricultural products are exported
abroad through global agri-food chains.

Conclusions and prospects for further research. Since the beginning of
the war, the domestic agro-industrial sector suffered great losses due to the
reduction of harvest volumes, the reduction of cultivated areas, the emergence of
"abandoned lands", the destruction of production complexes and equipment. To
restore the agro-industrial sector, domestic scientists have developed a number
of different measures in three key directions: activation of own reserves of
agricultural enterprises; receiving donor international aid; development of the
state agrarian policy for the post-war recovery of the agro-industrial sector. The
most effective direction is the restoration of broken agro-food chains and the
inclusion of domestic agricultural enterprises in global agro-food chains. This
will contribute to reducing the level of costs associated with the production,
transportation, storage, processing and sale of agricultural products; accelerating
the recovery of agricultural enterprises due to the joint interaction of participants
in agro-food chains; increasing the level of quality of agricultural products.
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THE PURPOSE OF THE ARTICLE is to establish
the importance and relevance of marketing innovations
in the company's activities and to determine their
impact on managing the competitiveness of business
entities as a whole.

RESEARCH METHODS. Various methods were
used to research marketing innovations and
competitiveness: analysis of special literature and
views of scientists; methods of empirical research;
method of abstraction, grouping and illustration;
method of system analysis, etc. The use of these
methods can be comprehensive for the best study of
marketing  innovations and  management  of
competitiveness in the activities of various enterprises.
PRESENTING MAIN MATERIAL. It has been
established that the relevance and importance of
marketing innovations is constantly growing in the
conditions of a rapidly changing business environment,
where new technologies, changes in consumer habits,
competitive pressure and other factors require
stakeholders to constantly adapt and introduce
innovations into the marketing strategies of business
entities. In the conditions of rapid changes in the
market and the growing complexity of the business
environment, marketing innovation is becoming a key
tool for achieving success and sustainability of
companies. Companies that actively innovate in their
marketing usually have a better chance of attracting
consumer attention and staying competitive. Marketing
innovations are innovative approaches and strategies in
the field of marketing aimed at attracting the attention
of consumers, improving the competitiveness of a
product or brand, as well as optimizing marketing
processes. Marketing innovations can vary depending
on the industry, the market and the specifics of the
business, helping the company to take a stronger
position in the market and provide a competitive

Olena IEVSEITSEVAY, Oleksandr MIHALATII!
LKyiv National University of Technologies and Design,

competitiveness of the enterprise is manifested in the
following positive aspects: understanding of the
market and customers; development of products and
services; effective marketing; increasing the efficiency
of operations; interaction with clients; adaptation to
changes in market conditions.

CONCLUSIONS. Because of the conducted
theoretical research, we established that marketing
innovations are the introduction of innovative
approaches, strategies, tools or technologies into the
marketing activities of the enterprise with the aim of
improving performance, attracting the attention of
customers and ensuring competitive advantages. The
main goal of marketing innovation is to introduce
innovations in marketing, meet the changing needs of
consumers and optimize interaction with the audience.
Marketing innovation has been found to be an
important factor in a competitive environment, as it
allows companies to adapt to a rapidly changing
market and provide sustainable  competitive
advantages. The ability to adapt to new trends and
implement innovations can be a key element of
success in modern business and increasing the
competitiveness of an  enterprise.  Effective
implementation of marketing innovations allows you
to adapt to dynamic market changes, satisfy customer
needs as much as possible and manage the
competitiveness of the enterprise more effectively. It
was established that it is important for the enterprise
not only to introduce new ideas, but also to constantly
adapt its strategy in accordance with changes in market
conditions and customer requirements. It was
determined that the effectiveness of marketing
innovations for the enterprise depends on: the growth
of profitability; customer satisfaction; market share;
innovative competitiveness; investments in marketing;
speed of implementation; employee engagement.

advantage. Competitiveness management requires KEYWORDS: marketing innovations;
continuous improvement of products, processes, competitiveness management; business environment;
communications and strategies to meet changes in company success; consumers; optimization of
demand, technology and consumer preferences. The marketing  processes; competitive  advantages;
importance of marketing innovations in managing the  innovative approaches; adaptation to changes.
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METOIO CTATTI € BcTaHOBIICHHS Ba)KIMBOCTI Ta
aKTyJIbHOCTI MapKETUHTOBHUX 1HHOBAIlK B JisSITbHOCTI
MiANpUEMCTBA Ta BH3HAYEHHA IX BINIMBY Ha
YIPaBIHHSA KOHKYPEHTOCIIPOMOXHICTIO  HisZIBHOCTI
Cy0’€KTIB MiANPUEMHUIITBA B LIJIOMY.

METOAMU AOCJIAXEHHS. [Ins nocmikeHHS
MapKeTHHIOBHUX IHHOBALii Ta KOHKYPEHTOCIIPOMOX-
HOCTI OyJI0O BUKOPHCTaHO PI3HOMAHITHI METOJIM: aHaJi3
CreliaJbHOI JiTepaTypu Ta IOIVISAIB HayKOBIIB;
METOJIM EMITIPUYHUX JOCHIDKeHb, METOJ abCTpakilii,
TpynyBaHHS Ta 1TIOCTpallii; MeTOJ CHUCTEMHOTO
aHamizy Ta iH. BUKOpUCTaHHS X METOJIIB MOXe OyTH
KOMIUIEKCHUM IJIs1 HAaHKpAIOro BUBYEHHS MapKETHH-
TOBUX 1HHOBAIlii Ta YIpPaBJIiHHA KOHKYPEHTOCIPO-
MOXHICTIO B JIiSUTBHOCTI PI3HUX MIAIIPUEMCTB.

JAK  OCHOBA

BUKJIAJ OCHOBHOTI'O MATEPIAJLY.
BcraHoBneHo, 1O aKTyaJbHICTb Ta BaXIUBICTH
MapKeTHHIOBHX IHHOBaliifi IOCTIiHO 3pocTae B

YMOBax LIBHIKO3MIHHOTO Oi3Hec-cepeaoBHILa, A¢ HOBI
TEXHOJIOTI, 3MIHM B CIIO)KHMBallbKUX  3BHYKaX,
KOHKYPEHTHUH THCK Ta 1HIN YMHHUKH BUMAararoTh Bif
CTEHKXOMAepiB MTOCTIHOTO ajanTyBaHHS  Ta
BIIPOBADKEHHS 1HHOBAIlIH y MapKETWHTOBI CTparterii
TUSIBHOCTI  Cy0’€KTiB TOCIomapioBaHHsA. B ymoBax
MIBUAKUX 3MiH Ha PUHKY Ta 3POCTA0¥0i CKIAIHOCTI
Oi3Hec-cepeIoBHINA, MAPKETHUHIOBI IHHOBAIlil CTAIOTh
KJIFOYOBUM THCTPYMEHTOM JJIsl JOCSTHEHHS YCHIXy Ta
cTifikocTi  kommanii. Kommanii, sKki  aKTHBHO
BIIPOBQ/KYIOTh 1HHOBAllli B MapKETHHTY, 3a3BHYail
MAalOTh Kpallli IIAHCH MPHUBEPTATH YBary CIIOKUBAYiB
Ta 3aTUIIATHCS KOHKYPEHTOCIIPOMOKHIMH.
MapkeTHHTOBI iHHOBAIIIT — 1€ HOBATOPCHKI TiIXOAH Ta
cTparerii B Taly3i MapKeTHHTY, CHOpsSMOBaHI Ha
3aJy4eHHs  yBard  CIIOXKHBA4iB,  MOKPAICHHS
KOHKYPEHTOCTIPOMOKHOCTI TMPOMYKTY YW OpeHAay, a
TaKOX  ONTHMI3aIlil0 MapKETHHIOBHX  IPOIIECIB.
MapkeTHHTOBI  iHHOBAIlii MOXYTh BapiloBaTH B
3aJIeXKHOCTI BiJ rajy3i, puHKy Ta crenudiku Oi3Hecy,
JIOTTIOMAraryd KOMIIaHii 3afiMaTé OiTbII  CHJIBHY
MO3UIII0 HA PHUHKY Ta 3a0e3NeYuTH KOHKYPEHTHI

nepeBaru. YIpaBliHHA KOHKYPEHTOCIPOMOXHICTIO
BUMara€ IOCTIfHOTO BJIOCKOHAJEHHS HPOJYKTIB,
mpoueciB,  KOMyHikamii  Ta  crpareriif,  mo0

BIJIMTOBiAaTH 3MiHAM y TIOMHTi, TEXHOJOTiSX 1 Mmoba-
JKAHHSAX CIIOKMBadiB. BaXJIMBICTh MapKETHHTOBHX

BAXJIMBICTh MAPKETUHI'OBUX IHHOBAIIIM

YIIPABJIIHHA KOHKYPEHTO-

CITIPOMOXHICTIO IITAIIPUEMCTBA

Oaena Cacelinesal, Onexcanap MITAJIATIN?
! Kuiscoxuii nayionanvnuil ynieepcumem mexnono2iti ma
ousauny, Ykpaina

IHHOBAIlil B YMNpPaBIIiHHI KOHKYPEHTOCTIPOMOKHICTIO
MiATIPHEMCTBA TIPOSBISIETBCS B TAaKUX IMO3UTHBHUX
acrmeKTax: PO3yMIHHA PHHKY 1 KJIE€HTIB; PO3BUTOK
NOPOJNYKTIB 1 TOCHyr; e(QEeKTUBHUH MapKETHUHT,
30UIbIIeHHS e(EeKTHBHOCTI omnepauiii; B3aeMomis 3
KJIIIEHTaMH; aJIanTallis 0 3MiH PHHKOBHX YMOB.

BHUCHOBKM!. B pe3yJibTarti IIPOBEJECHOTO
TEOPETHYHOTO JIOCIIKEHHS HaMH OyJIO BCTaHOBJICHO,
0 MapKETUHIOBI I1HHOBAIl — 1€ BIPOBAKCHHSI
HOBATOPCHKUX IMiIXOJiB, CTpATETiH, IHCTPYMEHTIB 200
TEXHOJIOTiH B MApPKETHHIOBY JiSUTbHICTD ITiITPHEMCTBA
3 METOI0 MOKpAIIEeHHS pPe3yIbTaTUBHOCTI, 3aTy4eHHS
yBarum KIIEHTIB Ta 3a0e3leueHHs KOHKYpPEHTHHUX
nepesar. ['0JOBHa MeTa MapKETHHTOBHX IHHOBAIliA
noyjsirae B TOMY, 1100 BIPOBa/KyBaTH iHHOBAlLii B

MapKEeTHHT, 3aJI0BOJILHSITH MIHJIUBI norpeou
CHOXHBA4YiB Ta  ONTHMI3yBaTH  B3aEMOMII0 3
aymuropiero.  BcraHoBIeHO, MO  MapKETHUHIOBI

iHHOBaLil € BXJIUBUM (PAKTOPOM Yy KOHKYPEHTHOMY
CEpEeOBUINI, OCKIJIBKA BOHHU JIO3BOJISIOTH KOMIIAHISIM
aJlanTyBaTUCS /O MIBUAKO 3MIHHOTO pPHHKY Ta
3a0€3MeYnTH CTilKI KOHKYpEHTHI IepeBaru. 31aTHICTh
a/IafTyBaTUCS 10 HOBHUX TEHJCHIIIH Ta BIIPOBaKyBATH
IHHOBAIIIT MOXe OYTH KJIFOUOBHUM €JIEMEHTOM YCITIiXy B
cydacHOMY Oi3HecCi Ta IMiIBHIIEHHI KOHKYPEHTOCIPO-
MOXXHOCTI mianpuemcta. EdekTuBHA iMIuieMeHTAaIlis
MapKETUHIOBUX 1HHOBAIIWA JIO3BOJSE MPUCTOCOBY-
BaTHCS JI0 JUHAMIYHUX PUHKOBUX 3MiH, MAKCHMAJIBHO
3aJJ0BOJIGHATH TIOTPeOM KIII€HTIB Ta e(eKTHBHIlIE
YIPaBJIATH KOHKYPEHTOCTIPOMOXKHICTEO TiIIIPUEMCTBA.
BceranoBneHo, MO BaXIUBO, MO0 MiANPHUEMCTBO HE
TITPKA BIPOBAIDKYBAJIO HOBI inei, ajme ¥ IMOCTiiHO
aJlanTyBajo CBOIO CTpATETil0 BIAMOBIAHO IO 3MiH B
PUHKOBUX YMOBaX i BUMOTax KJIi€HTiB. BusHaueHo, 1o

e(DeKTUBHICTP ~ MapKETHHTOBUX  IHHOBAIlid  JJIs
i APUEMCTBA 3QJICKUTH BiJI: 3pOCTaHHS
MpuOYTKOBOCTI; 3alOBOJICHHSI KJIIEHTIB; PHHKOBOI
YaCTKM; IHHOBALIHHOI KOHKYPEHTOCIIPOMOXKHOCTI;

IHBECTHLIH B MapKEeTHHI; MIBUAKOCTI BIIPOBAJKEHHS;
3aJy4eHHs CIiBPOOITHHKIB.

KJIFOUOBI CJIOBA: wMapkeTHHrOBi iHHOBAIIiH;
YIOPaBIiHHSA  KOHKYPEHTOCHPOMOJXHICTIO;  Oi3Hec-
CepeloBUIIIE; yemix KOMIIaHif; CIIOXKHMBAYI;

OTITHMIi3allisi MapKETHHTOBHUX IPOIIECiB; KOHKYPEHTHI
nepeBary; HOBAaTOPChKi MiAXOAM; aJanTaIlisi 10 3MiH.
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Statement of the problem. Marketing innovation is defined as the
implementation of innovative approaches, strategies, tools or technologies in the
marketing activities of the enterprise with the aim of improving performance,
attracting the attention of customers and providing competitive advantages. The
main idea is to innovate in marketing to stand out from the competition, meet
the changing needs of consumers and optimize the interaction with the audience.
Marketing innovation is an important factor in a competitive environment
because it allows companies to adapt to a rapidly changing market and provide a
sustainable competitive advantage. The ability to adapt to new trends and
innovate can be a key element of success in today's business.

Analysis of publications on the problem. Marketing in the management
of innovative activities of enterprises and the general foundations of marketing
innovations used in the management and sustainable provision of
competitiveness of various business entities have been in the scientific focus of
many researchers for quite a long time, among them in particular:
V. Artemchuk, O. Boiko, T.Burtseva, |. Hanzhala, A. Hatsko, I. Hnatenko,
O. Holodniuk, L. Dzhemelinska, Yu. Zaitsev, O. Zaiats, A. Kazarian,
V. Karpenko, O. Kovalenko, N. Kolodnenko, O. Krasnorutskyi, T. Kuznietsova,
N. Lemeshchenko, I. Lorvi, L. Luferenko, T.Maiboroda, O. Martyn,
V. Morokhova, O. Nechyporenko, Yu. Nosenko, T.Palonna, O. Parokhnenko,
K. Pidvalna, N. Prokopenko, V. Razvodovska, L. Sinelnyk, L. Sipailo,
I. Taranenko, N. Tarnavska, L. Telyshevska, V. Shumkova, O. Shumkova and
others. However, it requires additional in-depth attention to determine the
relevance and importance of marketing innovations as a fundamental factor in
managing the competitiveness of the enterprise in today's market conditions.

Statement of the main results. Marketing innovation is the process of
introducing new ideas, concepts, products or methods into a company's
marketing strategy in order to increase its competitiveness, efficiency and value
for consumers. The essence of marketing innovation lies in the creation and
implementation of unique approaches that distinguish the company from
competitors and contribute to the attraction and retention of customers
(Dzhemelinska, 2012; Hanzhala et al., 2017; Karpenko, 2019; Kazarian, 2013).
Marketing innovations are a key element of the company's success in the
conditions of constant change and development of the business environment,
where their implementation allows companies to adapt to new conditions, satisfy
customer needs and ensure sustainability in a competitive environment. The
essence of the concept of marketing innovation is manifested through the
following main directions (Fig. 1) (Krasnorutskyi et al., 2018; Yevseitseva,
2016; Kramar & Puzyrova, 2019).
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Marketing innovation should be aimed at meeting the
needs and expectations of customers, creating value
propositions for them and improving their experience

Creating customer
value

N

Marketing innovation allows businesses to differentiate
themselves from their competitors by creating unique
products, services, or marketing strategies

Allocation in the
market

N

Marketing innovation helps businesses avoid outdated
approaches, adapt to changes and stay competitive in the
market

Increasing
competitiveness

7

N

Increasing the
effectiveness of
marketing processes

Using the latest technologies and methods can improve
the effectiveness of marketing campaigns, reduce costs
and increase performance

7

N

Marketing innovations must take into account changes
in the market environment, technological trends and
changes in consumer preferences

Interaction with
the market
environment

-

N

Marketing innovation requires flexibility and openness
to new ideas from both management and staff. Fostering
a culture of innovation can foster growth and success

Source: built by the authors on the basis of (Krasnorutskyi et al., 2018; Yevseitseva, 2016; Kramar & Puzyrova,
2019).

Fig. 1. Actual spheres of manifestation of marketing innovations
In modern economy

Stimulation of
innovative culture

Spheres of manifestation of marketing innovations

The relevance and importance of marketing innovations is constantly
growing in the conditions of a rapidly changing business environment, where
new technologies, changes in consumer habits, competitive pressure and other
factors require stakeholders to constantly adapt and introduce innovations into
the marketing strategies of business entities. From yes, the importance and
importance of marketing innovations is as follows (Kuznietsova &, Sipailo,
2017; Luferenko, 2016; Martyn et al., 2022; Yevseitseva, 2017):

— technological progress — thanks to the rapid development of
technologies, new opportunities arise for interaction with customers, increasing
the effectiveness of advertising campaigns and creating innovative products and
services;

— changes in consumer habits of customers — changes in consumer wishes
and expectations challenge traditional marketing approaches. That is why
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companies must look for new ways to attract attention and satisfy the needs of
their customers as fully as possible;

— globalization of markets — conditions of globalization make necessary
new marketing strategies for adaptation to various cultures and markets;

— competitive pressure — competition between companies is becoming
more and more fierce, and in order to maintain or gain a competitive advantage,
it is necessary to implement innovative marketing strategies;

— increasing importance of customer relations — in modern business, the
importance of interaction and relations with customers is increasing, as the latest
technologies allow personalized communication and provide new opportunities
for building strong relations with customers;

— social and environmental trends — consumers are becoming more aware
and demanding more responsibility from companies, where marketing
innovations can help companies highlight their social and environmental
responsibility;

— change in consumer habits — consumers are constantly changing their
preferences and consumer habits. Marketing innovations allow businesses to
adapt to these changes and provide products and services that meet current
consumer needs;

— technological development — the development of technologies always
creates new opportunities for marketing, where the use of artificial intelligence,
data analytics, social networks, mobile platforms and other innovative
technologies allows enterprises to interact more effectively with customers and
involve them in interaction processes;

— competitive advantages — marketing innovations can become a source of
competitive advantages for companies. The introduction of new and creative
marketing strategies allows you to stand out among competitors and more
effectively attract the attention of consumers;

— increasing the efficiency of activities — innovations in marketing also
allow optimizing all processes and increasing the effectiveness of marketing
campaigns through the use of automation, personalization and target marketing,
which can improve the effectiveness of promotion strategies;

— involvement of the young generation — young people are an important
segment of the market and they are inclined to adopt new technologies and
innovations, which is why the development of marketing strategies aimed at
young people allows companies to gain the loyalty of the young generation.

Therefore, in the conditions of rapid changes in the market and the growing
complexity of the business environment, marketing innovation is becoming a
key tool for achieving success and sustainability of companies (Morokhova et
al., 2021; Nosenko et al., 2021; Prokopenko & Kovalenko, 2018; Puzyrova,
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2020). Companies that actively innovate in their marketing usually have a better
chance of attracting consumer attention and staying competitive. Marketing
innovations are innovative approaches and strategies in the field of marketing
aimed at attracting the attention of consumers, improving the competitiveness of
a product or brand, as well as optimizing marketing processes. Among the main

types of marketing innovations, we can highlight the following (Table 1).

Table 1
The main types of marketing innovations
Kinds Essence
Digital The use of Internet technologies, social networks, content marketing, SEO
Marketing and other digital channels to promote products or services.
Marketing Using programs and tools to automate routine tasks of the marketing
Automation | process, such as email newsletters, CRM, data analysis, etc.
Interactive  |Engaging consumers through interactive elements such as games, surveys,
marketing online content that encourages active participation
Proprietary  |Development and branding of proprietary brands that provide a unique
Marketing image and competitive advantage.
Mag;fitf'ir::?a\;\"th Using Al to analyze data, personalize offers, predict trends and optimize

intelligence (Al)

advertising campaigns.

Environmental

Emphasis on sustainable and environmentally friendly aspects of products

marketing or a brand that is in line with current trends in environmental conservation.
Social Media |Using social platforms to generate brand interest, engage with audiences,

Marketing and increase awareness.

Influencer Engaging influencers or individuals with large audiences to promote a

marketing product or service.

Marketing Testing new ideas and strategies to find out their effectiveness before full

experiments

implementation.

Source: built by the authors on the basis of (Taranenko, 2012; Yevseitseva et al., 2022; Puzyrova, 2011,
Telyshevska et al., 2011).

Marketing innovations can vary depending on the industry, the market and

the specifics of the business, helping the company to take a stronger position in
the market and provide a competitive advantage. Competitiveness management
requires continuous improvement of products, processes, communications and
strategies to meet changes in demand, technology and consumer preferences.
The importance of marketing innovations in managing the competitiveness of
the enterprise is manifested in the following:

1. Understanding the market and customers. Marketing innovations allow
businesses to better understand the needs and expectations of their customers.
Analysis of the market and consumer trends helps to develop products and
services that better meet demand.

2. Development of products and services. Continuous improvement or
creation of new products and services allows enterprises to gain a competitive
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advantage in the market. Product innovations may include new features,
technologies or packaging that attract customers' attention.

3. Effective marketing. Using new and creative approaches to marketing
allows businesses to stand out in the market. Modern marketing strategies, such
as the use of social networks, content marketing and other digital tools, can
significantly increase the effectiveness of advertising and product promotion.

4. Increasing the efficiency of operations. Marketing innovation is not
limited to products or advertising, it can also include more efficient operational
processes that allow a company to reduce costs and improve the quality of
products or services.

5. Interaction with customers. The implementation of innovative methods
of interaction with customers, such as loyalty programs, online support and
personalized services, can significantly improve brand perception and ensure
customer loyalty.

6. Adaptation to changes in market conditions. Marketing innovations help
businesses respond more quickly to changes in economic conditions,
competition, and other factors that may affect business.

In general, marketing innovations become an important tool for ensuring
the competitiveness of the enterprise, allowing it not only to survive in the
market, but also to develop and become leaders in its field (Razvodovska et al.,
2021; Yevseitseva & Olshanska, 2023; Taranenko, 2015).

The overall effectiveness of marketing innovations for an enterprise
depends on certain factors and can be evaluated by various indicators:

— profitability growth (one of the main indicators of the effectiveness of
marketing innovations is an increase in the profitability of the enterprise. If new
strategies or products lead to an increase in sales and profits, this can be
considered a success);

— customer satisfaction (marketing innovations contribute to improving the
quality of service, customer satisfaction and increasing their loyalty);

— market share (if the company gains more market share or maintains its
position thanks to new strategies, this indicates success);

— innovative competitiveness (marketing innovations can help the
enterprise stand out from competitors. Maintaining competitiveness and the
ability to stand out among similar goods or services is a positive signal);

— investments in marketing (the cost estimate for marketing innovations is
compared with the results obtained. If innovations lead to significant positive
changes and the cost of their implementation is justified, it can be considered
effective);

— speed of implementation (the speed of reaction to changes in market
conditions can determine the success of marketing strategies);
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— involvement of employees (it is also important to evaluate the level of
involvement and support of employees in the implementation of marketing
innovations, since their support can affect success).

Considering these aspects and analyzing them together, the company can
evaluate the effectiveness of its marketing innovations (Shumkova et al., 2023;
Tarnavska & Holodniuk, 2015; Yevseitseva & Subot, 2023).

Conclusions. Therefore, because of the conducted theoretical research, we
established that marketing innovation is the introduction of innovative
approaches, strategies, tools or technologies into the marketing activities of the
enterprise with the aim of improving performance, attracting the attention of
customers and ensuring competitive advantages. The main goal of marketing
innovation is to introduce innovations in marketing, meet the changing needs of
consumers and optimize interaction with the audience. Marketing innovation has
been found to be an important factor in a competitive environment, as it allows
companies to adapt to a rapidly changing market and provide sustainable
competitive advantages. The ability to adapt to new trends and implement
innovations can be a key element of success in modern business and increasing
the competitiveness of an enterprise. Effective implementation of marketing
innovations allows you to adapt to dynamic market changes, satisfy customer
needs as much as possible and manage the competitiveness of the enterprise
more effectively. It was established that it is important for the enterprise not
only to introduce new ideas, but also to constantly adapt its strategy in
accordance with changes in market conditions and customer requirements. It
was determined that the effectiveness of marketing innovations for the enterprise
depends on: the growth of profitability; customer satisfaction; market share;
innovative competitiveness; investments in marketing; speed of implementation;
employee engagement.
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THE PURPOSE OF THE ARTICLE is to
theoretically deepen the essence of marketing
management and determine the main components of
the innovative marketing system through the prism
of digital technologies.

RESEARCH METHODS. During the research,
various general and scientific methods were used to
obtain a detailed understanding and analysis of this
problem: the method of literary analysis; empirical
methods; analytical methods; expert methods;
tabular and graphic method.

PRESENTING MAIN MATERIAL. The
marketing management system in the era of
digitalization includes the use of digital
technologies and online tools for planning,
implementing and measuring marketing strategies
and campaigns. The marketing management system
takes into account changes in consumer behavior,
the speed of technological change, and the
availability of large amounts of data. Digital
transformation requires enterprises to constantly
adapt to new technologies and changes in consumer
trends for effective marketing management. It has
been established that digitization plays an important
role in all marketing in any field of the enterprise,
which helps to collect huge amounts of data,
analyze them with the help of artificial intelligence
and accurately determine the vector of campaign
development. The integration of CRM systems, the
automation of marketing processes and the use of
analytics make it possible to more accurately define
the target audience and personalize offers. A
comprehensive  study of innovative digital
marketing tools becomes an important stage for
understanding their impact and optimal use, which
allows companies to effectively adapt to changes in
the  digital  environment, increases their
competitiveness and helps build strong relationships
with customers. Innovative development of the
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marketing service should be aimed at ensuring a
high level of customer satisfaction and adaptation to

the rapidly changing market environment.
Technological innovations affect the
competitiveness  of  business  organizations,

providing them with the opportunity to adapt to
changes in market conditions and meet the needs of
modern consumers. Companies that successfully
incorporate digital technologies into their marketing
strategy are often able to compete more effectively
and ensure sustainable growth.

CONCLUSIONS. In the research process, it was
proven that the conditions of digitalization define a
new context for marketing, requiring enterprises to
adapt to a rapidly changing environment. Innovative
marketing management systems play a key role in
ensuring the efficiency and competitiveness of
companies in a digitalized world. So, among the
innovative systems of marketing management of
digitalization conditions, we included: analytics and
artificial intelligence; content marketing and
interactive content; social media and influencer
marketing; mobile marketing and marketing using
messengers;  e-commerce and  personalized
recommendation system; marketing automation;
blockchain technology for trust and transparency.
Innovative marketing management systems in
conditions of digitalization allow companies to
interact more effectively with the audience, adapt to
changes in market conditions and increase
competitiveness. Together, these systems can create
a powerful marketing stack to function successfully
in a digitalized economy.
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METOIO CTATTI € TeopernyHe mNOTIHOJICHHS
CYTHOCTI ~ MapKCTHHTOBOTO  YIPABIiHHSI  Ta
BU3HAUCHHS OCHOBHHX CKJIaJOBHUX IHHOBALiHHOI
CHUCTEMH MApKETUHTY Kpi3b TNpU3My LHU(HPOBHX
TEXHOJIOT1H.

METOIU JOCJIIKEHHSI. Tlpu nocmimkeHHi
OyJl0 BHUKOPHCTaHO pi3HI 3arajibHi Ta HAyKOBIi
METOJU JJISl OTPUMAHHS JIOKJIQJIHOTO PO3YMIHHS Ta
aHaji3y JaHOi MPOOJIEeMHU: METOH JITepaTypHOTrO
aHaJi3y; EMITIpUYHI METOJM; aHAJIITHYHI METO.IH;
eKCIIepTHI MeToI1; TabIrMYHO-TpadiuHUN METOI.
BUKJIAL OCHOBHOI'O  MATEPIAJY.
CucreMa MapKETHHIOBOTO YIPABIIHHA B €HOXY
mudpoBizamii BKIOYae B ceOe BHKOPUCTAHHS
U(PPOBHUX TEXHOJIOTIH 1 OHIAHH-IHCTPYMEHTIB UIS
IUTAaHYBaHHS, BIPOBa/DKCHHS Ta BUMIPIOBaHHS
MapKeTHHTOBUX CTpaTerid i kammnaniid. Cucrema
MapKETHHIOBOTO YIPABIIHHSI BPaxoBye 3MIHH B
CIOXKHMBAI[bKOMY IOBEMIHIN, IIBUAKOCTI 3MIiHH
TEXHOJIOTIH Ta JOCTYITHOCTI BEIUKOI KIJIbKOCTI
nmannx. lmdpoBa Tpanchopmariis BHMarae Bif
HiAPUEMCTB TOCTIHHOTO aJanTyBaHHSA 10 HOBUX
TEXHOJIOTIM 1 3MIH B CIIOKMBUMX TEHACHIUAX IS
e(heKTHBHOTO MapKETHHTOBOTO YIpaBIiHHSL.
BcranosieHo, 1o muQpoBizamis Bigirpae BaxIUBe
3HaueHHS Ui BChOT'O MAPKETHHTY YyOyIb-sKii
cdhepl MISUTBHOCTI MiJNPUEMCTBA, IO JOTIOMArae
30MpaTH BeMMYe3Hi 00CATH MaHWX, aHATI3yBaTH iX
3a JIONOMOTOK0 IITYYHOTO IHTENEKTy Ta TOYHO
BH3HAYaTH BEKTOp PO3BUTKY KamIiaHii. [HTerparis
CRM-cuctem, aBTOMAaTu3ailis  MapKETHHTOBHX
MPOIIECIB I BUKOPHCTAHHS aHAIITHKH JIO3BOJIIOTH
OUTBIII TOYHO BHW3HAYUTH LIJIHOBY AYJAHTOPIO Ta
nepcoHalizyBati mponosuilii. KoMruiekcue gocimin-
JKCHHS 1HHOBAI[IfHUX I1HCTPYMEHTIB IH(pOBOro
MapKETUHI'Y CTa€ BaXKJIUBUM €TAIIOM Uil PO3YMiHHS
iXHBOrO BIUIMBY 1 ONTHMAaJbHOI'O BHKOPHCTAHHS,
IO JTO3BOJIIE KOMIIaHIAM €(DEKTHBHO aJanTyBaTHCS
JI0 3MiH Y TU(POBOMY CEPEIOBHIII, IiIBUIILYE TXHIO
KOHKYPEHTOCIIPOMOXHICTh Ta CHpHUsie MoOyI0Bi
MIIHUX B3a€MHUH 13 KiIi€HTamMu. [HHOBaiWHUI
PO3BUTOK CITy)KOM MAapKETUHTY TIOBUHEH OyTH

! Kuiscokuii nayionanvuuii ynieepcumem mexmono2iil
ma ouzainy, Yxpaina

CIpsSMOBaHM Ha 3a0e3Ne4eHHs BHCOKOTO piBHS
3a0BOJICHHS KIICHTIB Ta aalTaiiio OO0 IIBUIKO
3MIHIOIOYOr0CsT PUHKOBOTO CcepeoBuIna. TexHoo-
riYHI 1HHOBAIli BIUIMBAIOTh Ha KOHKYPEHTOCIPO-
MOXHICTh Oi3Hec-opraHizauii, 3abe3medyoun iM
MOXKITUBICTh aIAITYBAaTUCSI IO 3MiH B YMOBaX PUHKY
Ta 32JI0BOJILHSITU MOTPEOM CYYaCHUX CIIOXKHBAYiB.
Kommanii, ski YCHINIHO BIPOBAIKYIOTh HUPPOBI
TEXHOJIOTii Y CBOIO CTpPATETIF0 MapKETHHTY, 4acTo
31aTHI epeKTUBHIIIE KOHKYpYBaTH Ta 3abe3reuy-
BaTH CTa0UILHUI PO3BUTOK.

BUCHOBKMHM. B mpomeci npocmimkeHHs Oyino
JIOBEJICHO, M0 YMOBH M(poBi3aiii BU3HAYAIOTH
HOBHH KOHTEKCT UISi MapKETUHTY, BUMaralo4u Bix
HiAPUEMCTB aaNTaIlii 10 MIBUIKO 3MIiHIOIYOTOCS
cepenoBuIia. |HHOBAIIIHI CHCTEMH MapKETHHTOBO-
ro YIpaBJiHHS TPalOTh KIOYOBY pOJIb y 3abe3re-
YeHHI ¢(EKTUBHOCTI Ta KOHKYPEHTOCIIPOMOXKHOCTI
KoMIaHi#i B 1mdposizoBaHomy cBiti. Tak, 10
IHHOBAIIMHUX CHCTEM MapKETHHTOBOTO YIPABIiHHS
yMmoBax 1wmpposizanii Hamu Oyno BiJIHECEHO:
aHANITHKy Ta INTyYHWHA IHTENEKT; KOHTEHT-
MapKeTHHT Ta IHTCPAKTUBHUA KOHTEHT; COIialbHi
Mejia Ta BIUIMBOBUI MapKETHHT; MOOUILHUI MapKe-
TUHT Ta MAPKETHHT 3 BUKOPUCTAHHSAM MECCH]DKEPIB;
SJICKTPOHHA KOMEDIlisS Ta IepCcoHalli30BaHa PEKo-
MeH/allifHa CUCTeMa; MapKeTHHI aBTOMAaTH3aIlil;
OJIOKYEWH TEXHOJIOTIl AJI JOBIpPH Ta MPO30POCTI.
IHHOBaNIHI CHCTEMH MapKETHHI'OBOTO YIPABIIHHS
B yMoBax nu(ppoBi3alii J03BOJIAIOTE KOMIIAHISM
e(heKTUBHIIIIE B3a€MOJIIATU 3 ayauTopiero,
MPUCTOCOBYBATHCS J0 3MIH B PHHKOBHX YMOBaX Ta
MiZBUILYBaTH  KOHKYPEHTOCHPOMOXHicTh. i
CHUCTEMH pa30oM MOXYThb CTBOPUTH IOTYXHUN
MapKETHHT OBUI CTEeK TUTSE YCIIIIHOTO
(hyHKITIOHYBaHHS B U POBI30BaHI €KOHOMIIII.
KJIKOYOBI CJIOBA: iHHOBaIiliHI CHCTEMH;
MapKETHHIOBE YIpPaBIiHHS; Iu(poBizamis; nudposi
TEXHOJIOTii; MAapKETWHTOBI cTparerii; 1UppoBa
TpaHchopMallis; MTYIHUH THTENEKT; BEKTOp PO3-
BUTKy kommanid; CRM-cucremu; aBTOMAaTH3AIlis
MapKETHHTOBHUX IPOIIECIB; IMIJIbOBA &y TUTOPIsI.
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Statement of the problem. In the era of digitalization, marketing
management systems are becoming real technological creations. The automation
of processes, the use of analytics and artificial intelligence provide unlimited
opportunities. The collection and analysis of large volumes of data allow better
understanding of the audience and personalization of approaches. Internet
marketing, social networks, e-commerce all affect marketing strategies and
tactics (Bychkova & Puzyrova, 2022; Doroshkevych & Mokin, 2015;
Illiashenko & Rud, 2020). The marketing management system in the era of
digitalization includes the use of digital technologies and online tools for
planning, implementing and measuring marketing strategies and campaigns. The
marketing management system takes into account changes in consumer
behavior, the speed of technological change, and the availability of large
amounts of data. Digital transformation requires enterprises to constantly adapt
to new technologies and changes in consumer trends for effective marketing
management (Kovalchuk, 2021; Kramar & Puzyrova, 2019; Krasovska, 2021;
Lyshenko et al., 2023).

Analysis of publications on the problem. The conditions of digitization
significantly change approaches to marketing management, requiring companies
to implement innovative systems. An in-depth scientific view in this direction is
manifested in the works of such scientists: N. Abliazova, O. Bilovodska,
O. Boiko, V. Hnoievyi, V.Holomb, D. Doroshkevych, O. Yevseitseva,
T. Zabashtanska, D. Zavadska, A. Zerkal, M. Ivanov, L. Ihnatovych,
N. Hliashenko, S. Illiashenko, S. Kovalchuk, O. Koren, O. Krasovska, A. Kulyk,
A. Lapan, I. Lytvynenko, M. Lyshenko, I. Lorvi, N. Makarenko, Ye. Mokin,
V. Morokhova, M. Mudra, S. Nazarenko, M. Nikitenko, V. Polyvoda,
O. Popelo, N. Proskurnina, P.Puzyrova, I. Reshetnikova, L.Romanova,
M. Rud, S. Savchenko, O. Sukach, N. Trusova, T. Ustik, Ts. Tszin, K. Shebeda,
Yu. Shypulina, A. Yakivchenko, I. Yakushyk and others. But the issue of
integrating modern innovative technologies of marketing systems to create
effective and innovative marketing strategies in the digital environment remains
insufficiently researched.

Statement of the main results. Digitization plays an important role in all
marketing in any field of the company's activity, which helps to collect huge
amounts of data, analyze them with the help of artificial intelligence and
accurately determine the vector of campaign development. The integration of
CRM systems, the automation of marketing processes and the use of analytics
make it possible to more accurately define the target audience and personalize
offers. Social media has become a powerful tool for customer engagement, and
video and interactive content are becoming increasingly popular (Morokhova et
al., 2021; Mudra & Tszin, 2023; Puzyrova, 2020). It's also important to consider
mobile traffic, as most users interact with content via mobile devices.
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Automated platforms for mailings, advertising campaigns and interaction with
customers help to optimize time and resources. Such systems also allow you to
monitor the effectiveness of campaigns and make adjustments in real time. It is
also important to ensure data security and privacy, especially given the growing
number of cyber threats in the digital environment. The main aspects of the
marketing management system in the era of digitalization include (Table 1).

Table 1
The relevance of the marketing management system
in the era of digitalization

Direction Result
. Using analytics tools to collect and analyze data about consumers,
Analytics and . . i .
Measurement competitors, and the results of marketing campaigns. This allows you

to make informed decisions and optimize strategies.

The focus is on creating and distributing digital content such as videos,
blogs, social media, e-books, etc. to gain attention and engage an
audience.

Digital Content

Using popular social networks to communicate with customers, build

Social networks e ; .
communities and engage with audiences.

The development of online sales and services through the Internet,

E-commerce which allows companies to take positions in the global market.
Marketing Using marketing automation platforms to plan and execute campaigns,
automation manage communication channels, and automate routine tasks.

Personalization and |Using personalized approaches to communicating with customers,

Engagement taking into account their individual needs and preferences.

Mobile marketing

Focus on interacting with the audience through mobile devices and
applications.

Innovation and new
technologies

Using the latest technologies, such as artificial intelligence, virtual and
augmented reality, to improve marketing strategies.

Cyber Security and
Data Protection

Keeping dedicated customer data and proprietary marketing data safe
in an era of growing digital crime.

Source: built by the authors on the basis of (Tkachenko et al., 2019; Trusova & Yakushyk, 2019; Ustik &
Nazarenko, 2022).

Digitalization processes accelerate the development of all companies. It is
important to adapt to new realities to ensure competitiveness and long-term
efficiency. Marketing specialists are actively implementing innovative ideas and
technologies using Internet platforms. With this in mind, it is important to
further explore digital marketing tools and their potential to improve customer
communication in the online environment. Digitization, which includes the use
of digital technologies to optimize business processes and ensure competitive
advantages, is a real necessity for modern companies. Optimizing the
functioning of companies through digital marketing tools plays a key role in
achieving goals and ensuring sustainability in the long term (Puzyrova et al.,
2022; Romanova, 2021; Savchenko et al., 2021).
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One of the main directions in this context is the use of innovative
technologies and approaches. Marketing specialists actively implement
progressive ideas that are based on innovative solutions and use advanced
technologies. This may include using artificial intelligence to analyze customer
data, automating marketing campaigns, implementing virtual reality to improve
customer interactions, and more. Online profile platforms also play an important
role in digital marketing. They allow companies to interact with the audience,
advertise, study consumer demand and trends. Social networks, online stores, as
well as other online platforms provide the opportunity to create and manage
digital marketing campaigns, adapting them to the requirements of the digital
environment (Yevseitseva & Olshanska, 2023; Puzyrova, 2011; Yevseitseva &
Subot, 2023).

A comprehensive study of innovative digital marketing tools becomes an
important stage for understanding their impact and optimal use (Fig. 1). This
allows companies to effectively adapt to changes in the digital environment,
increases their competitiveness and helps build strong relationships with
customers.

Use of technologies.
Implementation of
artificial intelligence for
personalization of
advertising campaigns,
data analysis and
prediction of consumer
behavior.

Creative content.
Develop interesting
and different content to
attract the attention of
consumers.

Social media and
influencer marketers.
Active participation in
social networks and
cooperation with
influential personalities
can significantly
expand your audience.

Data analysis.
Using analytics to

Virtual and
augmented reality.

Creation of interactive collect and interpret
immersive advertising Marketing consumer data to
campaigns that attract innovations understand their
the attention of needs and
consumers. preferences.

Environmentally responsible
marketing.
Focusing on sustainability
and environmental aspects in
advertising strategies.

Mobile marketing.
Optimizing strategies for
mobile devices, including
mobile apps and advertising
for mobile platforms.

Source: built by the authors on the basis of (Yakivchenko, 2021; Yankovets, 2022; Yevseitseva, 2016).
Fig. 1. Composition of innovative tools of the digital marketing system
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Innovative development of the marketing service at the enterprise is

important for ensuring competitiveness,

attracting new customers and

maintaining the existing audience. Innovative development of marketing is not
possible without the implementation of the following components (Table 2).

Table 2
Components of innovative development
of the marketing system in the company

Components

Field of application

Use of artificial
intelligence (Al)
and analytics
technologies

Implementation of automated data processing systems to analyze
customer buying habits.

Using Al for personalized individual

recommendations and promotions.

marketing, creating

E-commerce and
mobile marketing

Development of mobile applications for convenient ordering of goods
and obtaining information.

Use of payment systems and technologies to ensure security and ease of
payment.

Use of virtual and
augmented reality

Creation of interactive advertising campaigns using AR/VR.

Implementation of virtual premises for virtual inspection of products or
services.

Social networks
and influencer

Development of a marketing strategy in social networks with an
emphasis on interaction with the audience.

marketing Collaboration with influencers to promote products or services.
Content Marketing | Creating interesting and useful content to attract attention.
Strategy Using a variety of content formats: video, audio, infographics, blogs, etc.

Marketing research
and testing

Application of the latest market research methods to gather information
about customers and competitors.

Conducting A/B testing to optimize advertising campaigns and
strategies.

Participation in
events and
sponsorships

Organizing or participating in events and activities that support the
company's image.

Sponsorship of events or teams to expand the brand and attract attention.

Green marketing

Implementation of sustainable development and responsible
consumption strategies.

Communication of company values related to environmental protection.

through gamification Introduction of game elements into loyalty

Attracting . .
CONSUMErs programs and advertising campaigns.
Organization of raffles and contests to attract the attention of customers.
. Providing educational resources to customers about products or services.
Educational — - -
Initiatives Organization of webinars and workshops to increase customer

awareness.

Source: built by the authors on the basis of (Yevseitseva, 2017; Yevseitseva et al., 2022; Zabashtanska et al.,

2021).

Innovative development of the marketing service should be aimed at
ensuring a high level of customer satisfaction and adaptation to the rapidly
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changing market environment. Technological innovations affect the
competitiveness of business organizations, providing them with the opportunity
to adapt to changes in market conditions and meet the needs of modern
consumers. Companies that successfully incorporate digital technologies into
their marketing strategy are often able to compete more effectively and ensure
sustainable growth (Yevseitseva & Olshanska, 2023; Puzyrova, 2011;
Yevseitseva & Subot, 2023).

In the conditions of digitalization of the economy, marketing management
systems play an important role in achieving success for enterprises. Digital
technologies are changing the way businesses interact with customers, as well as
requiring new marketing strategies and tools. Key aspects of marketing
management systems in the digital economy include:

— data analysis (digital technologies provide a large amount of data about
customers, their behavior and participation on the Internet; modern marketing
systems must effectively analyze this data to obtain valuable information that
allows enterprises to better understand their customers and adapt their
strategies);

— automation of marketing processes (the use of automation tools makes it
possible to optimize the operation of marketing campaigns, interaction with
customers and management of various aspects of the marketing strategy);

— omnichannel (it is important to have a system that can effectively
manage marketing efforts on various communication channels — from traditional
channels to digital platforms, social networks and mobile applications);

— personalization (digital technologies allow creating personalized
marketing strategies, taking into account the individual needs and previous
actions of customers);

— use of AI/MN (systems based on artificial intelligence can provide more
accurate forecasting and automation of decisions in marketing management);

— development of interaction with customers (it is important to use digital
channels for active interaction with customers, taking into account their reviews
and feedback);

— effective provision of cyber security (protection of personal data of
customers and other confidential information resources becomes an extremely
important aspect in the conditions of the digital economy);

— content marketing strategy (with so much information available online, it
Is important to have effective content marketing strategies to attract and retain
customers).

These aspects reflect only some directions that may be important in
marketing management systems in the digital economy. Given the rapid changes
in the technology landscape, it is important to constantly update and adapt
marketing strategies to achieve optimal results.
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Conclusions. The conditions of digitalization define a new context for
marketing, requiring enterprises to adapt to a rapidly changing environment.
Innovative marketing management systems play a key role in ensuring the
efficiency and competitiveness of companies in a digitalized world. Thus, we
include: analytics and artificial intelligence as innovative marketing
management systems for digitalization conditions; content marketing and
interactive content; social media and influencer marketing; mobile marketing
and marketing using messengers; e-commerce and personalized
recommendation system; marketing automation; blockchain technology for trust
and transparency.

Innovative marketing management systems in conditions of digitalization
allow companies to interact more effectively with the audience, adapt to changes
in market conditions and increase competitiveness. Together, these systems can
create a powerful marketing stack to function successfully in a digitalized
economy.
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INTRODUCTION. In the fiercely competitive
landscape of the hospitality industry, the success and
sustainability of establishments are contingent upon
their ability to distinguish themselves in the market.
This distinction, often referred to as competitiveness,
encompasses a multitude of factors ranging from
customer satisfaction and service quality to innovation
and  financial  performance.  Assessing  and
understanding these factors is fundamental for
businesses striving to thrive in an ever-evolving
market. This article delves into the intricate web of
hospitality competitiveness, aiming to provide a
comprehensive  methodology that amalgamates
qualitative and quantitative measures. By addressing
this multidimensional concept, this research endeavors
to shed light on the nuanced aspects that underpin the
competitive advantage of hospitality establishments.
PURPOSE OF THE ARTICLE. The primary
purpose of this article is to propose a robust and
versatile  methodology  for  evaluating  the
competitiveness of hospitality establishments. Through
an extensive review of existing literature and an
integration of various qualitative and quantitative
metrics, this research aims to offer a holistic approach
to businesses, policymakers, and researchers. By
outlining the key dimensions of competitiveness and
delineating practical methods of assessment, the article
seeks to empower stakeholders in the hospitality
industry with actionable insights. Furthermore, this
research intends to bridge the existing gap in
knowledge, providing a structured framework for
understanding the dynamics of competitiveness in the
contemporary hospitality landscape.

RESULTS. The results of this study unveil a
multifaceted understanding of hospitality
competitiveness. Through an amalgamation of
qualitative and quantitative data, several key insights
have emerged. Firstly, establishments that prioritize
customer satisfaction and consistently deliver high-
quality services tend to outperform their competitors.

lLesya Ukrainka Volyn National University, Lutsk,

Secondly, a strong emphasis on innovation,
encompassing both technological advancements and
unique service offerings, significantly contributes to
the competitive edge. Additionally, financial stability,
efficient operations, and a commitment to sustainable
practices emerged as pivotal factors in determining the
long-term competitiveness of hospitality businesses.
By integrating these diverse elements, the proposed
methodology offers a comprehensive view, enabling
establishments to identify their strengths and areas
needing improvement.
CONCLUSIONS. In conclusion, this research
underscores the vital importance of adopting a
multidimensional approach when assessing the
competitiveness of hospitality establishments. The
findings emphasize that a singular focus on any one
aspect, be it customer satisfaction or financial
performance, is insufficient in capturing the
complexities of the industry. A holistic strategy that
integrates  customer-centric  practices, innovative
solutions, financial stability, and sustainability efforts
is imperative for long-term success. Moreover, the
study reaffirms that the adaptability of establishments
in response to changing consumer preferences and
technological advancements is paramount. As
businesses navigate the competitive terrain of the
hospitality industry, they must recognize that
competitiveness is not a static attribute but a dynamic
quality that necessitates continuous evaluation and
evolution. By embracing the  multifaceted
methodology proposed in this research, establishments
can position themselves strategically, anticipate market
trends, and enhance their offerings, ensuring not only
their survival but also their prosperity in the ever-
competitive hospitality sector.

KEYWORDS: competitiveness; hospitality
establishments; methodology; evaluation criteria;
industry analysis; customer satisfaction; service
quality; innovation; sustainability.
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BCTYVII. Y roctpoMy KOHKYPEHTHOMY CEpPEOBHIIT
IHAyCTpii TOCTHHHOCTI YCIiX 1 CTaJNiCTh 3aKIajiB
3ajexarh BiJ 1X 3MaTHOCTI BHIUTHTUCS Ha PUHKY.
IIs  BigMiHHICT, SKy  YacTO  Ha3WBAIOTh
KOHKYPEHTOCIIPOMOXHICTIO,  OXOIDIFOE  0e3miu
(hakTOpiB, MOYNHAIOYUH Bifl 3aI0BOJICHOCTI KITIEHTIB 1
SKOCTI TMOCIYyr JO IHHOBalii 1 (iHAHCOBUX
noka3HukiB. OmiHKa Ta po3yMiHHS UX (HaAKTOPIB €
(yHIaMEHTANBHUM JUIS KOMIIAHIM, SKi TpParHyTh
MPOIBITATH HA PHHKY, IO MOCTIHHO PO3BUBAETHCA.
I{# crarTst 3araHOMIOETBCS B CKIIAAHY MEPEKY
KOHKYPEHTOCIIPOMOXKHOCTI TOCTUHHOCTI, MAlO4X Ha
METI HaJaTh KOMIUIEKCHY METOJIOJIOTIIo, sKa
MOEJHYE  SIKICHI Ta  KUIBKICHI  TOKa3HHUKH.
Posrmspmaroun 1o OaraTOBUMIpHY KOHIEHINO, IIE
JIOCHIPKEHHST BHUCBITIIIOE HIOQHCH, fKI JI€XaTbh B
OCHOBI ~ KOHKYPEHTHOI  IepeBard  3aKJajiB
TOCTHHHOCTI.

META CTATTI. OcHoBHa Mera Iiel crarTi —
3aMporoHyBaTH  HAJIHHY Ta  YHIBEpCalbHY
METOJIONIOTII0  OIIIHKH KOHKYPEHTOCIIPOMOXKHOCTI
3aKiadiB  TOCTMHHOCTI. 3aBASKH  OOIIMPHOMY
orJsimy  ICHYH4YOi  JliTepaTypu Ta  iHTerparmii
PI3HOMaHITHUX SKICHHX 1 KUTBPKICHUX TTOKa3HHKIB 11¢
JIOCTTI/DKEHHS] Ma€ Ha METI BUKOPUCTAHHS ILJIICHOTO
MiAXO0My 10 KOMIIaHid, TOJITHKIB 1 JOCIIIHUKIB.
OKpecIoyn KITFOYOBI ACTICKTH
KOHKYPEHTOCIIPOMOXKHOCTI Ta TMPAKTHYHI METOIH
OIIIHKHM, CTATTS TMparde HaJaTH 3alliKaBJICHUM
CTOpPOHAM 1HAYCTpii TOCTUHHOCTI TpPaKTUYHI ijei.
KpiMm TOrO, I1Ie TOCTiIKEHHS] Ma€ Ha METi T00JaTh
ICHYIO4y TIpOTalliHy B 3HAHHAX, 3a0e3Medyrouu
CTPYKTYpPOBaHy OCHOBY JUIS PO3YMIiHHSI JUHAMIKH
KOHKYPEHTOCIIPOMOXKHOCTI B Cy4acHOMY
JaHamadTi TOCTUHHOCTI.

PE3YJIBTATHU. Pe3ynbTatdl 1IHOTO JOCIHIKCHHS
PO3KPHUBAIOTH OaraTorpaHHe PO3yMiHHS
KOHKYPEHTOCIIPOMOXHOCTI TOCTHHHOCTI. 3aBJSKH
00’ €IHAHHIO AKICHUX 1 KUIBKICHUX JTaHUX 3’ SIBUIIOCS
KiTbka KmoudoBux ineil. Ilo-mepmie, 3akmamm, sKi
HAJAIOTh TMPIOPUTET 33JOBOJICHHIO KIIEHTIB 1
MOCTIHHO HAJAI0Th BHUCOKOSKICHI TOCIYTH, 5K
NPaBWIO, TEPEBEPIIYIOTh CBOIX KOHKYPEHTIB.
[o-gpyre, cuapHHU aKIEHT HA IHHOBAISIX, IO

Bonuncokuu nayionanonuu yuieepcumem imeni Jleci
Ykpaiuku, Jlyyox, Yrpaina

OXOILTIOIOTH SIK TEXHOJIOTIYHI JOCSTHEHHS, TakK 1
YHIKQJIBHI TIPONO3MLIi MOCIYr, 3HA4YHO CHpUSE
KOHKYpeHTHili mepeBa3i. Kpim Toro, ¢inancopa
cTabinbHICTh, ©(EeKTUBHA ASUTBHICTh 1 MPUXHUIIb-
HICTh €KOJIOTIYHMM MpPaKTHKAM CTall KIFOYOBHUMU

(dakTopaMu, IO BU3HAYAIOTH  JOBFOCTPOKOBY
KOHKYPEHTOCIIPOMOXHICTh MIPUEMCTB
TOCTHHHOCTI.  [HTerpyroum mi  pi3HOMaHITHI

CJIIEMEHTH, 3allPOIIOHOBAHA METOJOJIOTIS HPOIOHYE
KOMIUICKCHE YSIBIICHHS, IO JO3BOJSIE YCTaHOBAM
BU3HAYUTH CBOI CHIIbHI CTOpPOHH Ta cdepu, sKi
NOTPEOYIOTh BJOCKOHAICHHSL.

BUCHOBKM. Jlane JOCHIKCHHS ITiIKPECIIOE
JKUTTEBO BKJIMBE 3aCTOCYBaHHs 0araTOBHMIpHOTO
HiIXOAy JO OIIHKH KOHKYPEHTOCIIPOMOXHOCTI
3aKjafiB TOCTHHHOCTI. MOXHa BIAMITUTH, IO
€IMHOT yBaru 70 Oy/Jb-IKOT'0 OJHOTO acIeKTy, Oy/b
TO  3aMOBOJICHICTh  KII€HTIB 4Yu  (hiHAHCOBI
MOKAa3HUKH,  HENOCTAaTHBRO  JUISI  OXOIUICHHS
cknamHocTi ramysi. L{imicHa cTpateris, sika 00’ €qHye
NPaKTUKH, OPI€HTOBAaHI HAa KII€HTA, IHHOBAIliiHI
pileHHs, (piHAHCOBY CTaOUIBHICTD 1 3YCHIUIS MO0
CTaJIOTO PO3BHUTKY, € OOOB’S3KOBOIO YMOBOIO JUIS
JIOBrOCTPOKOBOTO ycmixy. Kpim Toro, nocmikeHHs
e pa3 MiATBEP/DKYE, IO JANTHBHICTD 3aKIAIIB Y
BIJIMIOBIIb Ha 3MiHY CIOXXWBYHMX YIOAO0aHb 1
TEXHOJOTIYHHHA  IPOTpec Mae  IEPIIOYEpProBe
3HaueHHsI. OCKUTBKU MiAMPUEMCTBA OPIEHTYIOTHCS B
KOHKYPEHTHOMY CepeIOBMIIT iHyCTpii
TOCTHHHOCTI, BOHM TIOBMHHI  BH3HATH, IO
KOHKYPEHTOCIIDOMOXHICTh — I[I€¢ HE CTaTH4YHA
XapaKTePHUCTHKA, a TUHAMIYHA SIKICTh, KA IOTpedye
MOCTIHHOI OIIIHKK Ta PO3BUTKY. 3aCTOCOBYIOUH
OaratorpaHHy METOIOJIOTII0, 3alpOINOHOBaHY B
BOMY JOCITiJKEHHI, 3aKJanu MOXYTh
MO3UIIOHYBaTH cebe CcTpareriuno, InependadaTH
PUHKOBI  TEHHIEHII Ta  TIOKpallyBaTH  CBOI
OpPOMO3UIlii, 3a0e3lmedyroud He JIMIIE  CBOE
BIDKMBAHHSA, ajie¢ W TMPOIBITAaHHSI B IOCTIHHO
KOHKYPEHTHOMY CEKTOPi TOCTUHHOCTI.

KJIIOYOBI CJIOBA: KOHKYpEHTOCIPOMOXKHICTH;
3aKJIaJd  TOCTUHHOCTI; METOJOJIOTIS,  KpuTepii
OIIIHKH; Tally3eBHi aHaJI3; 3aJI0BOJICHICTh KJII€HTIB;
AKICTb 00CITyroByBaHHS; IHHOBAIlii; CTIfKICTb.

108



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (38), 2023

Formulation of scientific problem and its significance. The scientific
problem which forms the basis of this study is to carefully study the complex
dynamics of competitiveness in the field of hospitality. In today's globalized
economy, hospitality establishments face unpredictable challenges that arise
from changing consumer preferences and ending with the impact of
technological progress and sustainability issues. The primary challenge lies in
the absence of a thorough and cohesive approach to evaluating the diverse
aspects of competitiveness within this industry. Current studies frequently
concentrate on isolated factors like customer satisfaction or financial
performance, neglecting a comprehensive viewpoint. Consequently, scholars
and industry experts face a deficiency in a well-organized framework that
comprehensively embraces the myriad elements influencing the development of
competitive advantages for hospitality establishments.

Solving this problem has important implications. Entities in the
hospitality sector, including hotels, dining establishments, and travel services,
play a noteworthy role in the worldwide economy. It is imperative for them to
adeptly evaluate and enhance their competitiveness, as this is vital not only for
their own prosperity but also for overall economic advancement. In the
contemporary age, characterized by heightened consumer expectations, the
comprehension and anticipation of these expectations are crucial for maintaining
customer retention and fostering loyalty. Thus, solving the scientific problem of
developing a comprehensive methodology for assessing competitiveness in the
field of hospitality is of great importance both for academic research and for
practical application.

Analysis of recent studies of the problem. A great contribution to the
study of methodological aspects of competitiveness analysis was made by
domestic scientists such as G.L. Azoev, N.K. Moiseyeva, R.A. Fathutdinov,
V.E. Shershnyova, A.Yu. Yudanov and others. Among foreign researchers, it is
worth noting the works of F. Kotler, M. Porter, A.J. Strickland, A.A. Thompson
and others. The development of methods for assessing the competitiveness of
tourist enterprises is reflected in the works of S.P.Gavrylyuk,
V.G. Gerasimenko, N.M. Kuznetsova, S.G. Nezdoyminov and other authors.

Recently, scientists, specializing in hospitality management, deeply study
the problem of assessing the competitiveness of hospitality establishments. In
this direction, many studies have been conducted, each of which contributes its
unique views and important conclusions regarding various aspects that
determine competitiveness in this industry. One of the main themes running
through these studies is the recognition of various factors that influence the
success of host businesses, ranging from customer orientation to technological
integration and sustainable practices (Kuznetsova and Nezdoyminov, 2010).
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A significant part of the latest research focuses on the important role of
customer satisfaction in shaping the competitiveness of guest establishments.
Scientists considered the complex relationship between the impressions of
guests and the overall level of satisfaction (Kutsenko, 2012). Research in this
context not only emphasizes the importance of personalized service and guest
engagement, but also highlights the impact of customer feedback on service
improvement. In today's world, where online reviews and social media
discussions can make or break a business, the ability to understand and respond
to customer sentiment has become key to maintaining a competitive advantage
(Borisova, 2012).

Another important area of research is service quality and its relationship
with competitiveness. Researchers have studied the dimensions of service
quality in detail, dividing it into a material component, reliability, speed of
response, guarantees and empathy (Simenko and Kosova, 2013). General
conclusion of these studies is clear: hospitality establishments that consistently
provide high-quality service on all these criteria usually outperform their
competitors. In addition, the concept of service innovation has become popular,
and studies examine how innovative approaches and service significantly
contribute to customer satisfaction and, consequently, competitiveness (Bohdan
and Ferliy, 2016).

At the same time, research is aimed at understanding the impact of
technology on the competitiveness of hospitality. The integration of digital tools,
mobile applications and artificial intelligence in the hospitality industry is in the
spotlight (Gerasimenko, 2010). Research shows how technologies such as
chatbots improve guest interactions, simplify booking processes and provide
personalized recommendations, thereby improving the overall guest experience.

Sustainable development as a determining factor of competitiveness also
attracts considerable attention in modern literature. Hospitality establishments
that implement green practices, energy-efficient measures and responsible
sourcing not only contribute to the preservation of the environment, but also
attract a growing segment of environmentally conscious consumers (Bohdan and
Ferliy, 2016). Research shows that guests are increasingly choosing
establishments that demonstrate a commitment to sustainable practices, creating
a positive correlation between sustainability initiatives and competitive
advantage.

Financial indicators remain a constant theme for research examining
hospitality competitiveness. The researchers scrutinized various financial
metrics, including revenue per room (RevPAR), average daily rate (ADR), and
rate of return. Analyzing the financial condition of hospitality enterprises,
researchers were able to identify patterns and trends that distinguish financially
stable establishments from their counterparts. This financial perspective
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provides a critical understanding of the economic sustainability of hospitality
enterprises, thereby shaping their competitive positioning in the market
(Gerasimchuk, 2003).

The article aims to present a thorough and cohesive approach for
evaluating the diverse competitiveness of hospitality establishments. It seeks to
address current research gaps while offering valuable insights for both industry
professionals and policymakers.Presentation of the main material and
substantiation of the obtained research results. Studying the presentation of the
main material and the justification of the research results, it becomes obvious
that the integration of different dimensions in the assessment of the
competitiveness of the hospitality sector provides a deeper understanding of the
complex dynamics of the industry. One of the main findings centers around the
critical importance of customer satisfaction. Several studies highlight that
satisfied customers not only contribute to positive online reviews and word-of-
mouth recommendations, but also become loyal customers, ensuring repeat
orders. Based on customer feedback, hospitality establishments can identify
specific areas that need improvement, leading to improved guest experience and
increased competitiveness (Bosovska and Vedmid, 2011).

Infrastracture

Qualified work development

Resources

The diversity of Qualified

goods and ] staff

products

Competitiveness

Innovationa and
investments

Srandartization
and certification

High cultural Effective local High level
level policy of security

Source: developed by the author.
Fig. 1. Characteristics of destination competitiveness

In addition, the study highlights the importance of service quality as a key
component of competitiveness. Research shows that guests perceive high-
quality service as a sign of a well-run establishment, leading to increased trust
and satisfaction. Measuring service quality, covering factors such as
responsiveness, reliability and empathy, allows businesses to identify gaps in
service and implement targeted training programs for staff. This continuous
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cycle of improvement not only improves the overall guest experience, but also
strengthens the establishment's reputation, increasing its competitiveness in the
market.

Another key aspect is the introduction of innovations in the field of
hospitality. Research shows that innovative offerings, whether in the form of
unique menu items, creative space design or advanced technology, attract
customers and increase the overall appeal of the establishment. The introduction
of innovations not only attracts technically literate customers, but also positions
the business as a trendsetter in the industry (Simenko and Kosova, 2013). Such
differentiation helps increase customer loyalty and strengthens the institution's
competitive position among many options.

Financial analysis serves as an important substantiation of research results.
Examining financial indicators such as RevPAR, ADR and profit margin
provides valuable information about the economic health of hospitality
establishments. Strong financial performance not only ensures business
sustainability, but also facilitates strategic investments in staff training,
technology upgrades and sustainability initiatives. By maintaining a strong
financial foundation, institutions can survive economic instability and invest in
the long-term competitiveness of their offerings (Borisova, 2012).

The integration of sustainable development practices becomes a convincing
justification for the research results. In an era of growing environmental
awareness, hospitality establishments that support environmental initiatives are
greatly increasing their appeal. Research shows that guests are increasingly
inclined to support businesses that demonstrate social and environmental
responsibility. By implementing sustainable practices such as energy
conservation, waste reduction and ethical purchasing, establishments are not
only helping to preserve the environment, but also attracting a discerning
customer base. This double benefit meets public expectations and strengthens
the institution's competitiveness on the market.

Human resource management is a vital component of research outcomes.
Research highlights the key role of well-trained and motivated staff in providing
exceptional customer service (Bosovska and Vedmid, 2011). Employee
satisfaction, training programs and a positive workplace culture directly impact
service quality and guest experience. Organizations that invest in the well-being
and professional development of employees create a dedicated workforce, which
results in the provision of services of the highest quality. Satisfied employees
are more likely to interact sincerely with guests, creating unforgettable
impressions that increase the reputation and competitiveness of the
establishment (Bortnyk, 2013; Kutsenko, 2012).

The main principles of assessing the competitiveness of a hospitality
company are integrity, systematicity, objectivity, dynamism, continuity and
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optimality. The diagram of the general order of research of the process of
assessing the competitiveness of a hospitality enterprise is shown in Figure 2.

Market analysis and identification of the main competing enterprises

f

The choice of the methodology for assessing

the competitiveness of the mstitution

Formation of a system of single indicators for evaluating

the competitiveness of the institution

Formation of a system of complex indicators for evaluating

the competitiveness of the mstitution

Assessment of the institution's competitiveness

Analysis of results and clarification of ways to increase

the institution's competitiveness

]

Development of a set of measures to increase

the institution's competitiveness

£

Adoption of appropriate management decisions

on the mstitution's competitiveness

Source: developed by the author.
Fig. 2. Stages of assessing the competitiveness of a hospitality enterprise

The evaluation of an enterprise's competitiveness relies on the selected
assessment approach, and the specific set of indicators varies accordingly. There
are nine broad categories encompassing generally accepted methods for
assessment. These include methods focusing on comparative advantages, those
grounded in the equilibrium theory of the firm and the industry, analyses of the
market and identification of primary competitors, approaches derived from the
theory of product quality, graphical methods, matrix methods, an expert-driven
approach, methods assessing the enterprise's position from a strategic potential
standpoint, and those comparing against established standards (Gavrilyuk,
2006).

However, it is important to note that these methods, which are used to
assess competitiveness, are mainly developed for manufacturing enterprises.
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When analyzing enterprises in the field of hospitality, the peculiarities of their
intangible activity should be taken into account. Hospitality enterprises provide
temporary accommodation services with mandatory maintenance, which
distinguishes them from manufacturing enterprises.

One of the effective tools for comparing the capabilities of a hospitality
company and its main competitors is the creation of a ‘“competitiveness
polygon”. This method consists in the graphic display of assessments of the state
of the enterprise and its competitors according to the main areas of activity,
presented in the form of vectors-axes.

The number of axes corresponds to the number of selected criteria, and
they have a certain measurement scale (most often in the form of point
estimates). The farther from the center of the coordinates the values of the
criteria are, the higher they are. For each enterprise, a broken line is drawn,
which forms a polygon, showing the difference between hotels according to
individual criteria, as can be seen in Figure 3. The described method makes it
possible to clearly display the difference between establishments, taking into
account their main characteristics.

Price for living Quality
*
Y o... Location
e
i : Additional
Image of hotel -@. S services
“e... .G
.0.‘
Loyalty
programs

Effectiveness of Brand
ads

Source: (Bortnyk, 2013b).
Fig. 3. ""Polygon of competitiveness' of hospitality establishments

From my point of view, the graphic method of assessing the
competitiveness of an enterprise is impressive for its simplicity and visibility.
However, it has a certain drawback — it does not provide an opportunity to
determine the value of the general criterion of the enterprise's competitiveness.
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Matrix methods of assessing the competitiveness of hospitality enterprises
are based on the use of matrices, i.e. tables, where elements are arranged in rows
and columns (Andreeva and Andreeva, 2009). This can be illustrated by a matrix
created according to the principle of the "Boston Consulting Group"” coordinate
system (see Figure 3). In this matrix, market growth rates are displayed along
the vertical, on a linear scale, and the hotel's relative market share is displayed
along the horizontal, on a logarithmic scale.

A
high I I

Temps of

market I,

grow low

low high

v

Part of market
Source: developed by the author.
Fig. 4. General view of the Boston Consulting Group matrix

The most competitive are those enterprises that hold a significant share in
the rapidly developing market. VVarious matrices can be used to assess the level
of competitiveness of hospitality enterprises, such as the “Market
Attractiveness/Competitiveness” matrix according to the GE/McKinsey model,
the “Industry Attractiveness/Competitiveness” matrix according to the
Shell/DPM model, the “Market Development Stage/Competitive Position”
matrix according to by the Hofer/Schendel model, and the “Stage of the product
life cycle/Competitive position” matrix by the ADL/LC model, and so on
(Kuznetsova and Nezdoyminov, 2010).

The use of matrix methods for assessing competitiveness allows studying
the dynamics of competition in the hospitality industry and provides an
opportunity to obtain high-quality and representative results. However, it is
important to note some shortcomings, in particular, the simplification of
methods and the impossibility of conducting an in-depth analysis of the causes
of specific phenomena, which can complicate the process of making
management decisions.

Among the methods of evaluating the competitiveness of hotels, the rank
method, the difference method, and benchmarking are distinguished. The
ranking method allows you to determine the general position and strengths and
weaknesses of enterprises in comparison with competitors. This method is based
on the ranking of the achieved values of the indicators for each competitor
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enterprise according to each evaluation parameter. It helps to determine in which
criteria a hospitality business is ahead of its competitors and in which it is
behind, although there is no quantitative assessment of lagging or ahead.

The sequence of carrying out a general assessment of the enterprise
| stage Selection of enterprises in the field of hospitality into a group for
g evaluation, similar in type of activity, sales volume, size, etc
Creation of groups of indicators of the financial condition, according to
Il stage . : X
which the assessment is carried out
11 stage Calculation of indicators in each group for selected enterprises in the
field of hospitality
IV stage Selection of the best result among the obtained values of the indicators in
g each group among the selected enterprises in the field of hospitality
Calculation of the degree of deviation of the indicators of a particular
V stage enterprise of the best value for each group of enterprises in the field of
hospitality
VI stage Determination of the rating for each enterprise in the field of hospitality
VIl stage Ranking of enterprises in the field of hospitality according to the rating
g assessment

Source: developed by the author.
Fig. 5. Algorithm for general assessment of the financial condition
of hospitality enterprises

To determine the best enterprise based on the criterion of the minimum
number of ranks obtained, the places (ranks) are summed up according to all
evaluation indicators. The main advantage of this method is its ease of use.
However, this approach provides only an approximate result and does not allow
assessing the exact level of the company's lagging behind the competitor.

In the method of difference, the advantages and disadvantages of
enterprises in the field of hospitality are determined according to individual
indicators. The company being analyzed is compared with one competitor. For
each compared indicator, not only the company's position is determined, but also
the guantitative gap in the achieved values. Based on the obtained data, it is
possible to build a competitive profile of the hotel (Table 1).
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Determining priorities makes it possible to highlight specific characteristics
that the company should pay special attention to. One of the options for
comparison, which is based on comparison with the ideal, is benchmarking
(Gerasimenko, 2010). This process includes finding the most efficient
competitive enterprise in order to adapt its best practices.

Table 1
Competitive profile of the hotel enterprise
. .. | Valuable Bad or better .
Characteristics % 3 ‘_2 ‘ _1‘ 0 ‘ ) | " | 3 Score Priority
H i st
Price for living 30 .30 1_ I(_avel of
priority
Quality 25 0
Location 15 +15
Add_ltlonal 10 0
services
Efficiency  of 2-nd level of
15 -15 .
management priority
Ads efficiency 5 5 3-d level of
priority
Total 100 -35

Source: (Bortnyk, 2013b).

The application of benchmarking can be divided into three main stages:

1) selection of an ideal competitor, determination of parameters for
comparison and collection of necessary information for analysis;

2) comparison with an ideal hotel, identification of shortcomings in the
studied benchmarking object and identification of their causes;

3) development and implementation of strategies to compensate for
identified weaknesses of the enterprise.

Comparing various operating parameters and results of the enterprise with
its main competitors through benchmarking allows not only to analyze the state
of affairs at a certain moment in a strategic group of competitors, but also to
predict possible development scenarios and develop appropriate strategies to
strengthen positive aspects and reduce negative trends.

While studying the methods of assessing the competitiveness of
enterprises, we came to the conclusion that the most objective result can be
obtained with the help of a comprehensive assessment.

Conclusions and prospects for further research. To end up with, in this
article, we considered different methodologies for assessing the competitiveness
of hospitality establishments. The research examined the complexity of factors
affecting competitiveness, from market analysis and strategic positioning to
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benchmarking and comprehensive assessments. Obviously, these methodologies
provide invaluable information that allows businesses to identify their strengths
and weaknesses and make informed decisions.

One of the main conclusions is the need for a multifaceted approach.
Quantitative data, while important, must be complemented by qualitative
insights, including aspects such as customer satisfaction and brand perception.
In addition, in the conditions of technological progress and changes in consumer
preferences, the implementation of innovative technologies and sustainable
practices becomes mandatory.

Competitiveness in hospitality is no longer limited to local or national
markets; it is becoming more and more global. Thus, institutions must be tuned
to international trends, cultural nuances and diverse customer expectations. In
addition, the importance of social responsibility and environmental
sustainability cannot be overstated. Business must demonstrate a commitment to
ethical practices not only for the sake of competitiveness, but also as a
responsible corporate citizen.

Despite the fact that some steps in the direction of assessing the
competitiveness of enterprises in the hospitality sector have already been taken,
to date scientists have not developed a universal methodology for
comprehensive assessment of the competitiveness of enterprises. Growing
trends in the development of the hospitality industry require additional research
aimed at forming approaches to assessing the competitiveness of hospitality
enterprises.

Several areas of future research can be distinguished:

Environmental Sustainability: Explore the role of sustainable practices in
increasing competitiveness by considering environmental initiatives, waste
reduction and energy efficiency in the hospitality business.

Consumer Behavior Analysis: Conducting in-depth research on the
evolution of consumer preferences and consumer behavior, especially in the
context of post-pandemic travel, to understand how these changes affect the
competitive strategies of hospitality businesses.

Cross-Cultural Competence: Exploring the importance of cultural
competence in hospitality and how establishments can adapt their offerings to
effectively serve diverse international markets.

Policy Implications: To examine the impact of government policies, such
as taxation, regulation and incentives, on the competitiveness of hospitality
businesses in order to provide recommendations for policy makers and industry
stakeholders.

Economic Impact: To analyze the economic impact of competitive
hospitality establishments on the local and national economy, taking into
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account factors such as job creation, revenue generation and tourism
development.

By exploring these research perspectives, academics and industry experts
can contribute to a deeper understanding of the changing nature of hospitality
competitiveness, enabling businesses to thrive in an increasingly competitive
global landscape.
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Introduction. Modern life in conditions of full-
scale war makes people more and more
vulnerable. The fast rhythm of life is an inevitable
companion of any goal-oriented and prosperous
person in his career. Intense work in wartime
mode and constant time pressure, the desire to do
as many things as possible at the same time,
increasing time requirements, exhaust the
capabilities of the nervous system, which are not
unlimited. Issues of prevention and management
of stress at work are becoming more and more
relevant, since the socio-economic and political
situation changes quite quickly in war conditions,
the requirements for the efficiency of any
professional activity increase, and the neuro-
psychological and informational loads increase.
As a result, a long-term stress reaction occurs due
to the effect on a person of chronic professional
stress, which today is considered as a syndrome
of "professional burnout”. In this regard, the
syndrome of "professional burnout" should be
considered as a factor that leads to the
deformation of the personality of a professional.
The hypothesis of the scientific research
consists in the study of the problems of
professional burnout of scientific and pedagogical
workers of higher education institutions in the
conditions of war and the development of
recommendations on ways to solve them.

and pedagogical workers of higher education
institutions in the conditions of war and ways of
solving them.

The methodology of scientific research is
general scientific research methods: comparison,
expert analysis, grouping method, systematic
approach. One of the effective methods for
preventing the syndrome of "professional
burnout” in the field of "people-to-people”
professions is a properly organized and content-
filled educational environment of a higher
education institution in wartime conditions.
Conclusions and prospects for further
research. The study defined the concept of
"professional burnout”. The main problems
affecting the formation of the “professional
burnout” syndrome of teachers of higher
education institutions are characterized. The
syndrome of "professional burnout™ is revealed as
a dynamic process and the stages of development
are highlighted. The question of the influence of
the peculiarities of the educational environment in
the conditions of war and in general professional
activity in the field of "person-to-person”
professions on the development of professional
burnout syndrome is highlighted.

KEYWORDS: higher education institutions;
scientific and pedagogical workers; prevention of
professional burnout; stress; stress resistance;

The purpose of the study is to substantiate the spiritual burnout; physical burnout; moral
peculiarities of professional burnout of scientific ~ burnout; martial law; therapy.
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BIMHU TA IIJISIXHU iX BUPIIIIEHHS

Jroamuiaa TAHYIAK-€E®IMEHKO!
Jroamuiaa TAJIABCBKA?, Oaekciii BAYJIA?

Ceitiana APABYJIIY

! Kuiscokuii nayionanvuuii ynisepcumem mexmono2iil
ma ouzauny, Kuis, Ykpaina

2 Buwuii naeuanvnuil 3axnad «Hayionanvna axademis
ynpaeninuay, Kuis, Yxpaina

Beryn.  CywacHe  KUTTI B YMOBax
MOBHOMACIITaOHOI BIHHU POOUTH JIOAEH BCe
Oinbrn BpaznuBuMu. LIIBUAKWIA PUTM KHUTTS —
HEMUHYYHH CYNMYTHUK OyIb-SKOI IIeCTIPSMO-
BaHOI Ta TPOIBITAIOYOI B Kap'epi JIFOJWHU.
Hanpyxena po06oTa B peknMi BOEHHOTO Yacy
Ta TOCTIHHOTO MEHUTHOTY, NParHeHHS 3pOOUTH
SKOMOTa OUTBIIIE CHpaB OJHOYACHO, TIi/IBH-
IICHHS BUMOT 4YacCy, BUCHAXYIOTh MOXXJIHBOCTI
HEPBOBOI CUCTeMHU, ski He O6e3mexHi. [Tutanus
npodiJakTUKA 1 KepyBaHHS CTpecaMH Ha
poboTi HaOyBarOTh BCE OiNBINOI aKTyaldbHOCTI,
OCKIUJIbKA B YMOBaxX BiHU JOCTaTHBO IIBHJIKO

3MIHIOIOTBCS COLIlaTbHO-€KOHOMIYHa i
MOJIITUYHA CHUTYyallii, 3pOCTalOTh BUMOTH JIO
e(heKTUBHOCTI Oyab-sKOi npodeciitHoi

TUSTBHOCTI, 30UTBITYIOTHCSI HEPBOBO-TICUXIYHI I
iHpopMarniiHi HaBaHTaXEHHsS. SIK pe3ynbrar,
BHACHIJIOK Jii HA JIIOJUHY  XPOHIYHHUX
npodeciiHuX CTpeciB BHHHUKAE JIOBroTpHUBaja
CTpecoBa peakilis, sika Ha ChOTOHIIIHIN JIeHb
PO3TJISAAETECS  SIK CHUHAPOM  «IpodeciitHoro
BUTOpPaHHS». Y 3B'3Ky 3 IUM CHHAPOM
«mpoeciifHOr0 BUTOPAHHS» CIIJl PO3TIISIATH
SK YUHHHK, [0 TPHU3BOIUTH N0 nedopmartii
ocobucTocTi nmpodecioHana.

I'imoTe3a HAayKOBOTO JOCIHIKEHHS TOJIATAE Y
JOCTiKEeHH] TTpo0ieM mpodeciiiHOTo BUTOPaH-
HS HAyKOBO-TIEJIAarOTiYHUX MpPAIliBHUKIB 3aKJia-
JIiB BHIIIOT OCBITH B YMOBax BiliHU Ta po3poOili
PEKOMEHIaIli} 111010 IUISAXIB IX BUPIILICHHS.
MeTor0 JOCTiKeHHSI €  OOTpyHTYBaHHS
ocobimBocTe  mpodeciiHOro  BUrOpaHHS

HayKOBO-TIEIarOTIYHUX TPAIiBHUKIB 3aKiajiB
BHIOT OCBITM B yMOBax BiMHM Ta NUIAXIB iX
BUPIIICHHS.

MeTomo0J10Ti€I0 HAYKOBOIO JOCTiIKEHHSI €
3arajJbHOHAYKOBI METOIM  JIOCIIJDKSHHS:

MOPIBHSAHHS, E€KCIIEPTHOTO aHaji3y, MEeTOJ
TpyIyBaHHS, cHCTeMHUH migxix. OmHuMm i3
e(peKTUBHUX METOMIB JUIsI  TPOQITaKTHKU
CUHJIpOMY «IIpo(eciifHOro BUTOpaHHs» Yy chepi
npodeciii  TUMY  «IIOIUHA-TIOJWHAY €
NpaBWIBHO  OpraHi3oBaHE€ Ta  3MICTOBHO
HAIOBHEHE OCBITHE CEPEJOBHUINE  3aKIIady

BHUIIIOi OCBITH B YMOBax BiliHU.

BHCHOBKH Ta TMepPCHEeKTHBU MOAAJbIIMX
AochaigKeHb. B gocnmimkeHHI  BU3HAYEHO
MOHATTS «tpodeciitHoTO BUTOPAHHSY.
OxapakTepu30BaHO OCHOBHI TMPOOJIEMH, IIIO
BIUIMBAIOTh Ha  (OPMYBaHHA  CHHAPOMY
«tpodeciitHoro Buropanus» Bukiagadis 3BO.
Poskputo CHUHIPOM «tpodeciitHoro
BUTOpaHHS» sK JUHAMIYHUA TIpolec Ta
BUCBITJICHO CTajil pO3BUTKY. BuCBITIEHO
NUTAHHA BIUIUBY OCOOJHMBOCTEH OCBITHBOTO
CepeloBHIIa B YMOBaxX BIHM Ta 3arajiom
npodeciitnoi mismeHOCTI 'y cdepi mpodeciit
TUIYy  «IIOJUHA-TIONWHA»  HAa  PO3BUTOK
CUH/IPOMY TIPOQECIITHOTO BUTOPAHHS.
KJIOYOBI CJIOBA: 3akiagy BUIIOI OCBITH;
HayKOBO-TIEIaroTivHi MpaIliBHUKHY;
npodinakTuka npodeciiHe BUTOpPaHHS; CTPEC;
CTPECOCTIMKICTh; yXOBHE BUTOPAHHSA; (i3UUHE
BUTOpPaHHs, MOpAJIbHE BUTOPAHHS; BOEHHUUN
CTaH; Teparisi.
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Statement of the problem Undoubtedly, people-to-people professions
require from their representatives, in addition to professional competencies,
emotional intelligence, stress resistance, and moral and willpower qualities. The
high demands and emotional burdens faced by teachers of higher education
institutions contain the danger of complex experiences related to work situations
and the possibility of professional stress.

The intensive development of modern innovative educational technologies,
mobile Internet resources, and social networks has led to the constant, 24-hour
availability of teachers who do not have time for rest, self-recovery of their
physical and psychological health. Representatives of many other professions
have clearly standardized working hours. What cannot be said about teachers of
higher education institutions, especially in the conditions of war. Such a difficult
situation leads to the general exhaustion of the personality, to the process of its
multifaceted "burnout”.

Analysis of recent research on the problem The analysis of domestic and
foreign literature showed that a significant number of publications are devoted
to the problems of the syndrome of "professional burnout” and the successful
formation of the professional career of employees of educational organizations.
In particular, a number of scientific works are aimed at the development and
improvement of methods for diagnosing the syndrome of “professional
burnout™. In view of the growing number of studies, the problem of preventing
the syndrome of "professional burnout” of teachers of higher education
institutions has not lost its relevance, especially in wartime conditions.

According to the definition of the World Health Organization, "burnout"
syndrome is a physical, emotional or motivational exhaustion, characterized by
impaired productivity at work and fatigue, insomnia, increased susceptibility to
somatic diseases, as well as the use of alcohol or other psychoactive substances
with in order to obtain temporary relief, which tends to develop physiological
dependence and (in many cases) suicidal behavior. "Emotional burnout” is a
reaction of the physiological and psychological spheres of a person, which arises
as a result of prolonged exposure to medium-intensity stresses caused by his
leading activities. The syndrome of "emotional burnout" is a complex
psychophysiological phenomenon, which is defined as emotional, mental and
physical exhaustion due to prolonged emotional stress.

Thus, in the conditions of the war, the problem of “"emotional professional
burnout™ of teachers of higher education institutions has already become a
global problem.

The purpose of the study there is study of the problem of professional
burnout of scientific and pedagogical workers of higher education institutions in
the conditions of war.
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Presentation of the main material The general idea of the psychology of
the educational and industrial environment is primarily aimed at eliminating
stress, since, according to experts (Sydorchuk, 2016; http://stud.com.ua), it is
stress that often becomes the cause of mistakes and injuries. In a state of stress, a
person's sleep, coordination of movements, the ability to make decisions are
often disturbed, and the general working capacity and efficiency of activities
decrease. Thus, by reducing the effect of all stressful factors, we can obtain not
only a significant improvement in the quality of work, but also a significant
reduction in injuries, and therefore the associated financial costs.

Stress is inherent in any profession, in particular, related to intellectual
workload. In general, the concept of "stress" has more than 40 different
definitions. According to G. Selye, stress is a non-specific reaction of the body
In response to a very strong external action (stress factor) that exceeds the norm,
as well as a corresponding reaction of the nervous system. According to the
classification of G. Selye, the development of a stressful state has three stages:

1. The stage of anxiety causes mobilization of the body, during which
biological reactions occur, which determine the possibility of fighting or fleeing.
Physiological changes occur: narrowing of blood vessels, thickening of blood,
increased pressure, outflow of blood from the skin, enlargement of the liver,
spleen, increased work of the kidneys, etc.

2. Stage of resistance. The body tries to resist or cope with the threat. If the
threat continues and cannot be avoided, the body adapts to the stress and
continues to work under the changed conditions.

3. Stage of exhaustion (disorganization). If the effect of stress continues
and the person is unable to adapt, it depletes the body's resources. The same
reactions that allow you to resist short-term stressors (increased muscle tension,
preventing signs of pain, stopping digestion, high blood pressure) are harmful in
the long term.

One of the types of stress is professional stress, which manifests itself in
psychological and somatic reactions to stressful situations in a person's
professional activity. According to the results of the study, 81% of Ukrainians
feel stressed at the workplace. The most dangerous for a person is the
development of chronic stress, its manifestations are listed in the Table 1.

Against the background of chronic professional stress, the syndrome of
professional burnout develops as a set of negative experiences related to
professional activity, the team, the organization; this condition leads to the
exhaustion of the emotional, energetic and personal resources of a person, which
potentiates the deformation of the personality of the professional. According to
the latest researches, the teaching profession is included in the risk group of
occupational stress (http://studopedia.com.ua; Pines and Aronson, 1988; Brill,
(1984). The activity of a teacher of secondary education, which belongs to the
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sphere of "person — person”, due to its oversaturation with stressogenic factors,
requires a specialist to have powerful reserves of self-regulation, and that is why
it belongs to the most emotionally stressful types of work. Professional burnout
of teachers consists of the following components: feeling of professional
incompetence; frustration; emotional exhaustion; professional deformation;
professional marginalism. Risk groups for the occurrence of professional
burnout syndrome among teachers of higher education institutions are
employees who: recently started work and have not yet sufficiently adapted to
their duties, team, corporate culture; work for a long time, who have already
developed stereotypes of perception and behavior; have a low level of
professional competence; have a very high level of requirements, perfectionists
and workaholics; have a high level of the following psychological properties:
neuroticism, anxiety, rigidity, conflict and a low level of self-esteem, self-
efficacy; have constant problems outside of work (health, family, etc.). Thus, the
main task facing managers and first of all as a professional person, there is a
prevention of the occurrence of professional stress and the syndrome of
professional burnout that follows. Employees of Ukrainian companies use
ignoring it, playing sports and using sedatives as the main method of combating
professional stress, only 2% turn to a psychologist (http://studopedia.com.ua). In
recent decades, the concept of stress management has been formed — it is the
competent management of one's condition and behavior during severe physical
or psychological stress. There are several methods and means of overcoming
psychological, including industrial stress (Table 2).

Table 1

Symptoms of chronic stress

Manifestations in the field of thinking Manifestations at the level of behavior

* loss of concentration, subjective feeling of
"weakening of memory"

* easy distraction

* loss of initiative, professional interests

* negative thoughts

* tendency to make hasty decisions or
postpone decision-making

* anxiety, fussiness, which prevents
concentration on the task

* loss of appetite or overeating

* restless sleep

* conflict

* increase in absences from work

* tendency to accidents

* evasion of responsibility

» abuse of smoking, alcohol, addiction to
tranquilizers and sleeping pills

Psychovegetative symptoms

« shortness of breath, persistent headaches
« increased heart rate, high blood pressure

* upset stomach, nausea

« increased fatigue

* vague pains in different parts of the body
« tendency to allergic reactions, skin rash

« frequent colds

* double vision

Manifestations in the field of emotions

« confusion, irritation

* bad mood, rapid mood changes

« indecisiveness, lack of enthusiasm

* inability to feel sympathy for other people

» loss of confidence, low self-esteem

» dissatisfaction with work and life in general,
feelings of fatigue

125




ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (38), 2023

Table 2

Methods of overcoming stress
Types of stress factors Coping means
*» muscle relaxation
* deep breathing
the realm of wise acceptance » visualization — use of positive images
* rational therapy
* rayraming
* choosing the right strategy
* setting an adequate goal
* special skills training
* time management training
* overcoming the evaluation approach
* positive thinking skills
* changing inadequate beliefs
* blocking unwanted thoughts
* autotening
* neurolinguistic programming
» self-confidence training
* relaxation
* breathing techniques
» biological feedback (biofeedback)

area of constructive actions

the area of subjective stress

area of self-regulation

The methods of self-regulation and self-management are probably the most
important for teachers of higher education institutions.

Mental self-regulation is a person's ability to purposefully change the work
of various psychophysiological functions, which requires special means of
reality control.

Pedagogical activity, due to its oversaturation with stressogenic factors,
requires a specialist to have powerful reserves of self-regulation, and that is why
it is one of the most emotionally stressful types of work. In this regard, one of
the negative consequences of long-term stress is the syndrome of professional
burnout (Meshko, 2012).

Modern scientists define the syndrome of "professional burnout” as a
personal deformation caused by professional stress. The vast majority of
researchers see the main cause of professional burnout in the so-called "chronic
fatigue syndrome", which is accompanied by psychosomatic and somatopsychic
disorders. The key component of the syndrome of "professional burnout™ is the
discrepancy between the personality and the demands placed on it. Today,
almost all groups of specialists in "communicative" professions, professions of
the "human-human" type (teachers, medical workers, military personnel,
educators, actors, service workers, etc.) have people with a high and medium
level of "burnout™. This problem is quite acute for teachers of higher education,
who are subjected to intense deforming influence. This is connected, first of all,
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with the peculiarities of professional activity, as well as the lack of conditions in
higher education to relieve psychological fatigue, insufficient competence in
matters of maintaining and strengthening professional health.

Currently, the work of a teacher at a higher education institution is in the
"risk group"”, it is characterized by tension, increased responsibility, and the
obviousness of a wide range of duties, which causes its chronic stress. After all,
the professional activity of a teacher obliges to have a high level of
professionalism, to easily and quickly adapt to the complex conditions of
pedagogical activity and to respond adequately to various circumstances. It is
appropriate to point out that the level of professional burnout among teachers of
higher education institutions, due to the specificity of the profession, is
considered one of the highest. This is evidenced by the results of empirical
research, which proved that the majority of teachers are characterized by a high
and medium level of manifestation of the syndrome of "professional burnout"
(http://stud.com.ua; Pines and Aronson, 1988; Brill, (1984). Most often,
"professional burnout syndrome" occurs in "soft", humane people who are more
inclined to compassion. At the same time, "professional burnout syndrome" is
dangerous for authoritarian, emotionally cold and restrained people who have a
low level of empathy (http://studopedia.com.ua; Schaufeli, Maslach and Marek,
1993).

The following external and internal causes of teacher burnout are
identified.

External reasons:

1. Corporate culture: multi-tasking, overloading, the need to perform duties
that go beyond the functional duties at the workplace, regular reporting within
the specified deadline, the possibility of punishment for failure to complete tasks
on time, constant deviations in the authoritarian style of management.

2. Destabilizing organization of activities: constant innovations, role
uncertainty, constantly tense rhythm of work, irregular working hours.

3. Intense psycho-emotional activity: a heavy contingent of students and
colleagues, the need for constant intensive communication with people.

4. Constant requirements for high personal responsibility in the workplace.

5. Insufficient financial remuneration for the performed activity, which is
subjectively perceived as unsatisfactory.

6. Lack of psychological reward, which is perceived by a person as the
uselessness of his work for society.

7. Independence of remuneration from the efforts and personal contribution
of the employee.

8. Unfavorable psychological atmosphere of professional activity,
determined by conflict between the boss and subordinates, and between
colleagues.
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9. High level of rivalry in the team.

10. Uniformity of duties, long stay (more than 5 years) in the position.

11. Feeling of instability, fear of losing one's workplace.

12. New working conditions, the need to demonstrate high efficiency at the
new workplace.

Internal reasons:

1. Increased nervousness and anxiety in war conditions.

2. Increased vulnerability and sensitivity, which can completely block the
mechanism of psychological protection.

3. Very high level of empathy.

4. Emotional rigidity. Emotional burnout occurs more often in those who
are less reactive and expressive and more emotionally restrained. People with
impulsive burnout syndrome develop more slowly.

5. Increased personal and social levels of responsibility.

6. Weak professional orientation, low motivation of emotional return in
professional activity.

7. Low self-esteem.

8. Low self-efficacy.

9. The internal need to always "be a role model” — to radiate energy,
professionalism and self-confidence every minute, to look good.

10. An idealistic attitude to work, a tendency to dream, which leads to the
use of emotional burnout as a mechanism of psychological protection.

11. Ethical defects and personal disorientation.

The main factors affecting the formation of the syndrome of professional
burnout among teachers of higher education are:

- personal factor (tendency to compassion, idealistic attitude to work, at the
same time instability, tendency to daydream, obsession with obsessive ideas;
empathy, humanity, softness, idealization, introversion, fanaticism, etc.).
Seniority, marital status, and age do not affect professional burnout. However,
psychologists believe that the syndrome of professional burnout is more
common in women than in men. Since women are more prone to the emotional
experience of failures both in professional activities and in personal life;

- the role factor manifests itself in role conflict and role uncertainty. A team
in which the responsibilities of employees are clearly divided will be much less
prone to burnout, compared to others;

- organizational factor (indifference to one's duties reflected at work,
dehumanization in the form of negativism towards both students and colleagues,
a sense of one's own professional incapacity, dissatisfaction with work,
depersonalization phenomena). The syndrome of professional burnout is directly
related to the need for intensive communication, supported by emotions,
intensive perception, processing and interpretation of information, decision-

128



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (38), 2023

making. Also, professional burnout is caused by an unfavorable atmosphere in
the team, incorrect organization and planning of activities, conflicts in the team,
"difficult students".

It is especially emphasized that the set of signs and symptoms of
professional burnout in each individual case may vary depending on the
individual characteristics of the employee, the characteristics of his social and
psychological environment and working conditions.

Professional burnout is most often observed in young teachers, as they
demand effective work from themselves, if the teacher does not achieve the
desired result in working with students and colleagues, he has feelings of
incompetence and dissatisfaction with the chosen profession. Teachers with
more experience are more likely to experience mental and physical exhaustion
than emotional exhaustion.

Research Findings and Prospects In order to avoid such negative
dynamics and maintain health and a high level of work capacity, it is desirable
for a teacher of higher education institutions to prevent "emotional and
professional burnout" by applying, in particular, a comprehensive approach
based on the theoretical research of modern scientists (http://stud.com.ua;
http://studopedia.com.ua; Pines and Aronson, 1988; Brill, (1984). In a
comprehensive approach, we see the correction of the teacher's mental, physical
and spiritual health.

I. Recommendations for correction of the physical component.

1. The simplest, universal way to restore personality and the primary need
of the human body is an established sleep regime (8 hours). After all, a constant
lack of adequate sleep, due to excessive teacher overload, leads to negative
acquired habits and stimulates the development of "professional burnout”.

2. Diet according to the biological rhythm and the teacher's regimen.
Balanced and healthy food is a guarantee of not only physical but also emotional
health of a specialist.

3. Physical activity, namely: sports, morning gymnastics, yoga, fitness,
dancing, etc.; massage — will help to restore strength as quickly as possible and
will allow to relieve the tension of the whole body.

4. Aromatherapy is a method of therapy using essential oils that are
introduced into the body through the respiratory tract (inhalation, inhalation) and
through the skin (massage, compress, etc.). This method has a beneficial effect
on the human body (smells of citrus fruits, bergamot, spices have a positive
effect on the nervous system, there is a feeling of invigoration).

5. Breathing exercises (respiratory gymnastics, bodyflex, etc.) tone the
nervous and vascular systems, increase blood circulation, contribute to the
formation of the ability to concentrate, eliminate psycho-emotional stress and
their consequences.
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Il. Recommendations for correction of the mental component.

1. Art therapy is a type of psychotherapy and psychological correction
based on art and creativity. A special place should be given to “color treatment™
isotherapy. The use of green and blue colors promotes relaxation, red and yellow
when there is a need to renew energy. Music therapy also contributes to the
harmonization of the psycho-emotional state and helps to get rid of negative
emotions.

2. Keeping a diary with introspection. It is appropriate to make records of
both positive and negative changes and reactions to certain events.

3. Time management consists in planning and correcting the activity
schedule for the week. This technique will help the teacher to correctly allocate
time for work and rest, without missing anything.

4. Positive psychology is based on positive constructive thinking of the
individual, avoiding the use of negative clichés, in order to successfully achieve
clearly defined productive goals.

I11. Recommendations for correcting the spiritual component.

1. Communicating with family, friends, nature, animals (the environment
always helps restore strength and energy).

2. Various trips enrich and diversify life. It is advisable to combine the trip
with a visit to an interesting scientific conference, to expand the scientific
worldview and expand communication platforms.

It is common knowledge that professional burnout of an employee is most
dangerous at the beginning of its development. A "burning out” employee, as a
rule, is hardly aware of his symptoms, so changes in his behavior are the first to
be noticed by colleagues. That is why it is very important for managers and
colleagues to notice such manifestations in a timely manner and properly
organize a support system for these employees. According to experts, the
prevention and correction of mental burnout should include inculcating in the
personality the skills of adequate emotional response to external and internal
circumstances. Self-control skills, the ability to work with one's own negative
emotions, and the ability to express feelings and emotions freely and naturally
are important.
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INTRODUCTION:  The  architectural and
construction sphere is very relevant in the modern
world with numerous social, economic and
technological challenges. A special role in the
industry is played by the activities of the manager
and its specificity. The management of domestic
architectural and construction enterprises is
interested in the presence of qualified economic
professionals who could professionally carry out
management  tasks, including planning and
operational management of all aspects of economic
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marketing research, price and commaodity policy, as
well as financial activities and financial activities
resources.

FORMULATION OF THE ARTICLE
OBJECTIVES. The purpose of the study is to
identify and analyse the theoretical and practical
features of the activity of a manager in the
architectural and construction industries.
RESEARCH HYPOTHESIS: Architecture and
construction manager has a combination of
theoretical and practical skills that are needed for
successful activities. The peculiarities of this role

include several areas of activity, including
theoretical  knowledge, project management,
understanding of legal aspects, leadership and
communications skills, financial management,

technical knowledge and innovative approach. This
scientific and applied constant is a benchmark for
the selection of managers in domestic architectural

and construction enterprises and  requires
description, concretization and verification in
practice.

METHODS: analysis of literature — review of
scientific publications, journals, books and other

sources for collecting and analyzing information
about this topic of research; system analysis — study
of the object of study as a complex system with
interconnected elements; deductive and inductive
methods — the use of logical thinking to derive
general principles or conclusions from specific facts
or data; The interdisciplinary approach is the
integration of knowledge, methods and practices in
different disciplines to solve a certain problem. The
combination of these methods ensures the quality of
the study.

CONCLUSIONS: The manager in the architectural
and construction industry plays a critical role in
managing construction projects and enterprise
development. This position requires a combination
of theoretical knowledge of architectural and
construction processes with practical skills in
project management. The peculiarities of this role
include several areas of activity, including
theoretical  knowledge, project management,
understanding of legal aspects, leadership and
communications skills, financial management,
technical knowledge and innovative approach.
Ukraine has considerable potential in the
development of the architectural and construction
industry, and managers in this area have an
important role in the realization of this potential.
Ensuring effective management of construction and
development projects will contribute to the
sustainable and progressive development of the
Ukrainian economy.
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Problem statement. In today’s world, with its many social, economic and
technological challenges, architecture and the construction industry are highly
relevant. Here is a list of a few of the main points which underline its relevance:

1. There is a demand for sustainable expansion and redevelopment of the
urban environment due to increasing urban populations and rapid urban growth.
In the design and construction of residential, commercial and infrastructure
facilities that meet the needs of developed urban areas, architects and
construction professionals play a crucial role.

2. Environmental issues for sustainability: Increasing environmental
awareness and the drive for sustainable development require the development of
buildings that are energy efficient, minimise negative environmental impacts
and use renewable materials and technologies.

3. Innovation and technological improvements: introducing the latest
building materials, construction technologies and automated building systems
develops the industry and ensures higher quality and more efficient construction
projects.

4. Meeting global challenges: Modern challenges require adaptive
architectural and construction solutions that can respond to changing conditions
and needs, such as climate change, population migration, globalisation and
pandemics. Thus, responding to the challenges of our time by developing a
sustainable and innovative environment for consumption and work, architecture
and construction remain highly relevant.

Another aspect is the activity of the manager of an architectural and
construction company. In our opinion, managing various aspects of the business
related to construction projects, production of building materials, organisation of
work processes and personnel management are among the professional activities
of the manager of an architectural and construction company. The manager
needs to have a sound knowledge of both architecture and construction as well
as business management. Developing and controlling a business strategy,
planning and coordinating construction projects, analysing the market and
managing marketing processes, managing the company’s finances and
resources, and ensuring a high level of quality of work and the development of
the company are among the main responsibilities of a manager in an architecture
and construction company. In addition, maintaining documentation, interacting
with contractors, resolving legal issues, ensuring compliance with legislation
and standards, managing staff and creating a favourable corporate culture are
also the responsibilities of an architectural and construction manager. The role
of the manager of an architectural and construction company therefore involves
a number of important tasks that involve managing business processes, finances,
resources and people to successfully deliver projects and develop the company.
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In general, it is necessary to master the new rules of adapting to and
interacting with the environment in the current conditions of operating
architecture and construction companies in Ukraine. It is necessary to use
modern approaches, principles, effective methods and tools of business
management for successful functioning in the competitive environment. The
management of domestic architectural and construction companies is interested
in the availability of qualified economic specialists who could professionally
perform management tasks, including planning and operational management of
all aspects of the organisation’s economic and production activities, market
research, pricing and product policy, as well as financial activities and providing
companies with credit resources.

Analysis of recent research and publications. This problem is not
sufficiently treated in the modern research, there are no generalising works at
all, but some aspects are identified in the researches of scientists, as they are
presented in the following. In the works of Ukrainian scientists various aspects
of this problem have been studied and presented, such as V. Karpov (2021);
Y. Veligotska (2017); O.Pasko and M. Kravchenko (2023); O. Danchenko,
V. Zanora (2019); S.Dunda, T.Rybachuk-Yarova and I. Tiukha (2022);
I. Kurashova (2021); M. Savchyn (2020); O. Marchenko and D. Sushko (2018);
L. Lukianova, I. Androshchuk and O. Banit (2019); R. Trach, H. Ryzhakova and
V. Kryzhanovsky (2017); L. Zgalat-Lozynska and O. Zgalat-Lozynsky (2019);
D. Chernyshev, E. Zayats and V. Kovalov (2018).

Formulation of the article objectives. The purpose of the study is to
identify and analyse the theoretical and practical features of the activity of a
manager in the architectural and construction industries.

Presentation of the main research material. An architectural and
construction manager plays an important role in organising and managing
construction and development projects. This position requires combining
theoretical knowledge of architecture, construction and management with
practical skills in these areas.

The most important theoretical aspects of the activities of an architectural
and construction manager are the knowledge of building design, construction
technologies, construction standards and regulations, architectural and
engineering solutions. In addition, the manager will need to understand the
technical aspects of construction, including structural calculations, materials
specifications and technical aspects of construction. Practical aspects of the
manager’s activities include the ability to manage construction projects, planning,
budget control, communication with clients and contractors, human resources
management and conflict resolution. The manager must be able to assess risks and
make management decisions aimed at achieving project objectives, and must have
an understanding of the economic and legal aspects of construction.
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An architectural and construction manager has both the theoretical and the
practical skills that are essential for the successful performance of the role. This
role is characterised by several areas of competence: theoretical knowledge,
project management, legal knowledge, leadership and communication, financial
management, technical knowledge and innovation.

Theoretical knowledge. An architectural and construction manager needs to
understand the basic concepts of architecture and construction, including design
principles, technical standards and regulations, construction materials and
technologies. The manager should have an understanding of the principles of
design, the cultural and historical contexts of architecture, and the processes of
spatial planning and the composition of architectural objects. He or she should
also have knowledge of technical standards and regulations, construction
materials and technologies. This will enable him or her to understand the
construction process, the choice of materials, their technical characteristics and
the possibilities of using modern technologies in construction.

Thus, the profession of architect is a type of activity that contributes to
satisfying the social, humanitarian and physiological needs of a person by
creating comfortable living conditions. Historical periods when supporters of the
art of architecture and construction study the lives of architects and the objects
of their designs even after graduation are important examples of respect for the
professions of architects and builders.

The main stages, which play an important role as examples in the
professional portrait of a modern specialist, can be the historical styles of the
Renaissance or Baroque: The role of professionals in the synthesis of the arts in
the Renaissance was based on scientific generalisation and the combination of
mathematical knowledge with the mastery of architectural design, painting and
sculpture; in the Baroque period in Europe, architects were transformed from
craftsmen into respected professionals and theorists, who became artists in society
at the level of respected artists of the new era; in the 16" century in Europe, in
addition to craftsmen and painters, the professions included architects, painters
and sculptors with a scientific education, while the academies brought together
architects who achieved extraordinary fame. At the beginning of the 17 century,
professional training was rare in Ukraine; architects came from craftsmen’s
families or were employed by slave artists, painters and folk craftsmen. At Kyiv
Academy and the Kharkiv Collegium, the appeal to foreign specialists with
technical knowledge led to an understanding of the need to streamline the system
of education for architects. The professional standards of architectural education
in Ukraine were constantly changing throughout the 19" century. At the end of
the 19" century, the status of the creative personality in Ukraine grew, which led
to the high status of the architect, who changed from a free entrepreneur to a civil
servant. In the 19" century, the professionalism of the architect as a town and
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landscape architect was in evidence. The architect was considered a highly
qualified professional in the late 19" and early 20" centuries. Today, as ever, the
professional work of Ukrainian artists is important (Karpov et al., 2021, p. 60). To
sum up, we can say that the role of professionals in the formation of Ukrainian
architecture has been decisive in different historical periods. The training of
architects in Ukraine has undergone constant changes. However, it has always
been an important factor in the development of the profession. Ukrainian
architects gained high status and recognition as creative individuals in the late 18"
and early 19" centuries. Their professional work was considered to be of great
importance, and there was recognition of their role in the shaping of the
architectural environment.

The knowledge that is required for a modern architect and builder is very
diverse and includes the following aspects:

1. Architectural design: the ability to develop and implement architectural
concepts through the application of knowledge of structures, forms, materials,
functionality and aesthetics.

2. Construction technology: knowledge of construction processes,
properties of building materials, structures and technical systems, including
communications, electricity, heating, ventilation, etc.

3. Urban design and planning: the ability to design and organise the spatial
structure of cities and settlements, taking into account the needs of the
community in developing urban and regional plans.

4. Historical aspects: understanding the development of architecture and
construction in different historical periods, studying the works of prominent
architects and analysing their influence on contemporary practice.

5. Sociocultural aspects: understanding and taking into account the social
and cultural needs of those consuming and using buildings, as well as the impact
of architectural solutions on the community and the environment. These are just
a few of the aspects of knowledge that are important for the successful
performance of the work of an architect and a building owner. Each of these
aspects requires in-depth understanding and continuous learning, as the
profession of architecture and the built environment is an evolving constant in a
field where technological developments and societal needs require constant
adaptation and new solutions.

Understanding the processes of spatial planning and the composition of
architectural objects is one of the most important components of a manager’s
work in the architecture and construction sector. This will help the manager to
interact with designers and architects, to manage the design process and to
ensure that the project meets the requirements of the client. In particular,
knowledge of the processes of spatial planning helps the manager to understand
the basic principles of the organisation of space and to determine the rational
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location of objects and functions within a building or an area. He or she will find
the optimal size and proportions of rooms, and summarise the ideas of the
designers, in order to find compromises between comfort and functionality.
Understanding the composition of architectural objects also helps managers
determine how to harmonise and balance the elements of an architectural
project. In order to understand basic aesthetic principles and influence decisions,
it is necessary to have a basic knowledge of the arrangement of different
elements, their relationships and characteristics.

For example, it is advisable to develop an optimisation model that takes into
account three key aspects of the problem (methods) and determines the stage-by-
stage formation of the architectural image of the building as an integral
environmental object, according to the methodology of an integrated approach to
making architectural decisions for buildings. These stages include: the formation
of the spatial structure of the building, the formation of its compositional
structure, as well as the formation of the decorative and plastic, graphic and
information and sign structure of the environment (Veligotska, 2017, p. 141).
Ultimately, managers will be able to control the process of creating an
architectural project, ensure the quality and timeliness of its implementation, and
meet the needs and expectations of clients, if they understand the processes of
spatial planning and composition of architectural objects.

Then there is project management: the management of a construction
project is one of the most important aspects of the work of an architect and a
construction manager. They must have knowledge of the methods of planning,
organisation, control and execution of a project, taking into account budget, time
and quality constraints.

Time, cost and quality of the final product are the main components of a
successful project. At the beginning of project development, a specialist must do
market research. This research helps to find out who the product’s target
audience is. It allows you to create solutions that meet the needs and
expectations of future users. Market research helps the specialist to find out
what the problems or needs are in the area in which he or she intends to work. It
IS a great way to focus on the development of products that will be truly useful
and popular. Market research allows you to study your competitors, their
products and their approaches to design. It is a great way to have an
understanding of how you can be unique and how your product can be different
from others on the market. This is important because market conditions are
always in a state of flux (Pasko and Kravchenko, 2023, p. 82).

Project time management is the next step. Regardless of the size or
industry, time management is a critical component to the success of any project.
Effective management of this resource is the key to ensuring that work is
completed on time. The ability to meet deadlines is key to the satisfaction of
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clients and the maintenance of trust in a professional or an organisation. It is
well known that delays in a project can have the effect of costing more than
anticipated. This can have a negative impact on budgeting and profitability of
the project (Dunda, Rybachuk-Yarova and Tiukha, 2022).

The ability to plan the time needed for a project is what gives a specialist
the ability to calculate the budget. This is the next skill that a project manager
needs to have. The project schedule is the basis for estimating the cost of
resources. This includes working hours, salaries, materials and other costs
associated with the project. Estimating the time frame helps you to understand
the amount of resources required for the completion of the project. For example,
how many hours will be required for concept development, prototyping, testing
and debugging. If there are unexpected changes or delays in the project, you can
also adjust the budget.

Problems, or risks, can arise during implementation because every project
has its own strengths and weaknesses. Risks are the cause of project delays and
cost overruns. The ability to identify risks is key to the successful management
and delivery of projects with minimal negative impact. The identification of
risks helps to identify in advance any possible problems or threats that may arise
during the work. O. Danchenko and V. Zanora emphasise that, since change is
inevitable in a project, the project manager needs to develop procedures for
managing change using the approaches outlined above. As the analysis has
shown, in the modern methodology of project management there are no methods
for the quantification of changes (Danchenko and Zanora, 2019, p. 35).

The overall effectiveness of a project is made up of a number of
components, the most important of which are efficiency and effectiveness.
Effectiveness is used to measure economic efficiency. Cost-effectiveness is a
measure of economic efficiency and is a comparison of costs with products and
results. Efficiency is a measure of the content of the activities that are carried
out. Effectiveness is a measure of the extent to which the intended results of the
project have been achieved, how sustainable they are and what impact they have
had on the environment. A good project provides a positive solution to the
problems for which it was implemented and has a positive impact on the
environment in which it operates (Marchenko and Sushko, 2018, p. 24). To sum
up all the material, it is clear that it is important for managers in the architecture
and construction industry to study and practise the key concepts and principles
of project management that will help them to successfully translate their creative
ideas into practical projects.

Understanding the legal issues involved: An understanding of building
codes, local and national building regulations, zoning, permitting and regulatory
processes is important in the construction industry.
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According to .M. Kurashova, it is correct to use the term "certification of
responsible contractors” (Kurashova, 2021, p.173) to determine whether
specialists in the construction industry have the appropriate qualifications and to
establish their compliance with the requirements for performing certain types of
works or providing services. Currently, scholars and practitioners are
considering international “soft law” instruments. These do not create legally
binding standards, but gain their normative force through the recognition of
societal expectations by states and other key stakeholders, including business
(Savchyn et al., 2020, p. 7).

In the construction industry, therefore, it is essential to understand building
codes, local and national building regulations, zoning, permitting and regulatory
processes. Here are some of the most important legal aspects that need to be
considered:

1. Building and construction codes: It is necessary to comply with the
established building codes and regulations contained in the relevant regulatory
documents in order to construct buildings in Ukraine. For example, in Ukraine
there are the State Construction Norms, which are regulatory documents that
define the requirements for designing, constructing, operating and reconstructing
buildings.

2. Building regulations — local and national: In addition to the general
building and construction codes, it is important to be aware of any local and
national requirements that may apply to a particular area or to a particular type
of construction. For example, the development and use of land may be governed
by local zoning codes, regional planning documents and other regulations.

3. Permitting and regulatory processes: The construction of buildings
requires various permits and regulatory processes. These may include, for
example, approvals for the preparation of project documentation, approvals for
the commencement of construction work, state expertise of projects, registration
of land ownership, etc.

4. Labour protection: Compliance with occupational health and safety
standards is particularly important in the construction industry. This includes the
provision of safe working conditions for workers, the use of the necessary
protective equipment, fire protection, etc.

These legal aspects are provided for general information only, and the
actual requirements may vary depending on the specific circumstances and the
regional characteristics. For specific and up-to-date information, it is always
advisable to consult legal counsel or professionals with experience in the
architecture and construction industry.

On leadership and communication skills. A modern manager must also be a
team leader and a conflict manager in the context of construction projects. In our
view, the ability to communicate effectively with a wide range of project
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stakeholders is an important quality for a project manager. He or she must have
the listening skills to understand the needs and expectations of each party, and to
express his or her thoughts and ideas in a clear and convincing manner. In
addition, the manager must have a willingness to be a mediator in conflicts that
may arise between different parties to the project. In order to ensure the success
and progress of the project, the ability to find compromise solutions, promote
cooperation and resolve conflicts peacefully is essential. In particular, the
diversity of the communication needs and styles of the different stakeholders in
the project needs to be taken into account. Some may prefer written forms of
communication (e.g. email or project documentation). Others may prefer face-
to-face meetings or video conferencing. It is also important to consider the
involvement of government agencies and regulators in the communication
process, particularly for obtaining necessary approvals and complying with legal
requirements. In addition, a leader in this field must have the ability to think
strategically, analyse problems, make decisions and work under conditions of
uncertainty. A true leader is a "team player" who is capable of collective
interaction, an innovative manager with in-depth knowledge in various fields
and who is capable of continuous learning (Lukianova et al., 2019, p. 11).

It is also common knowledge that customer focus is a prerequisite for an
effective business management coordinate system. The main business effect of
customer focus is the creation and maintenance of conditions for guaranteed,
predictable profits through effective retention of regular customers and controlled
development of relationships with new customers. Principles of customer
orientation: a) attentive attitude to the customer and his needs; b) maximum
respect for the customer; c) constant study of the customer’s behaviour, collection
and processing of information about the customer and his business environment;
d) continuous improvement and enhancement of the quality of goods and
services; e) open, timely, objective and fair settlement of disputes and conflicts
arising in the course of cooperation; f) providing the customer with objective,
reliable and complete information on the transaction; g) timely fulfilment of
obligations and promises to the customer (Shyriaieva, 2016, p. 218).

Within the framework of modern methodological and methodological
positions it should be noted that an effective coordinate system of business
management requires a number of skills and qualities of the manager, including
customer orientation, quality of communication and leadership. Customer
orientation means that a manager must be focused on the needs and satisfaction
of customers. They should know their customers, their requirements and
expectations, and respond quickly to their needs. This involves active listening,
market research and competitor analysis to provide the best solutions for
customers. A key skill for a manager is good communication. They must be
effective communicators. They must be able to express ideas and instructions
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clearly and concisely. The ability to listen and understand others and adapt one’s
communication style to the needs and character of the other person is also
important. Another important skill for a successful manager is how to lead and
motivate. They must be able to lead and motivate their team in the achievement
of their goals and objectives. A leader has to be able to influence others, to be a
role model for them and to inspire them to achieve great results. Taking all these
aspects into account, a leader must be an effective communicator, able to build
and maintain harmonious relationships with all stakeholders.

Financial management: financial planning and budgeting, contractor
contracting, cost control and risk assessment skills are required of the architect
and construction manager. He or she must have an understanding of the financial
aspects of the project, be able to analyse costs and profits, plan the budget and
monitor the financial sustainability of the project. It is also important for an
architect and construction manager to be able to draft contracts with contractors.
This includes understanding the legal side of the contract, setting clear terms and
conditions, protecting the company’s interests and avoiding potential conflicts.
The manager must also control project costs. This includes managing
procurement and monitoring the costs of materials, technology and contractors’
labour. It is also important to be able to assess risks and develop strategies to
manage them in order to avoid negative consequences for the project.

The economic sustainability of the company is ensured by the manager’s
activities. In particular, there are a number of pillars:

1. Financial and organisational sustainability pillar. It includes the process
of strategic decision-making and combines functions such as gathering and
processing information, decision-making, management consultancy, controlling,
analysing, regulating, organising and optimising the organisational structure,
business planning and personnel management.

2. Functional sustainability pillar. It involves implementing strategic
decisions on selling products and services, specialising the company and
universalising it with a range of traditional and specific activities and services.

3. Commercial and capital sustainability pillar. It includes corporate
communication, methodological support of the product range, system software,
application software, functional and technological software, management of
traditional risks (Hrynko et al., 2022, p.231). As a result, the range of
knowledge and skills required in the financial sector is very diverse.

It is also important to note that the decision-making process traditionally
uses data from available sources, including financial statements. This data needs
to be processed, systematised and analysed in order to be transformed into the
required information. The main factor in this transformation is the needs of the
user, such as the owner of the company, the manager, the potential investor, the
creditor, etc. The difference between data and information is not in content, but
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in its usefulness for decision making. From this point of view, financial
accounting and reporting can be seen as a database that satisfies the needs of a
large number of “information users", but at the same time cannot satisfy any of
them completely. Management reporting is unique in that it is designed to meet
the exclusive, pre-defined needs of a specific manager for a specific set of
information. Management reporting has a dual function in a business
information system. On the one hand, it models the information base on which
management decisions are made. The tasks of the management accounting
system are defined by formalising the requirements of the information user
(management reporting). On the other hand, management reporting provides a
feedback loop between the management accounting system and the users of the
information. Without the use of modern information technology, the dual role of
management reporting would not be possible. Management reporting can
become a link between the manager and the management accounting database
through the introduction of these technologies (Sopko et al., 2016, p. 5). This is
a modern requirement for the professionalism of the manager of the architectural
and construction industry.

Technical knowledge: the technical aspects of building materials,
structures, heating, ventilation and air conditioning systems, electrical systems,
etc. must be understood by the manager of the architectural and construction
industry.

For example, a description of the desired knowledge in this area is provided
by the analysis of possible construction and process risks. Risks in the
construction and installation industry include loss of or damage to construction
materials and equipment due to adverse events (e.g. natural disasters,
explosions, fires, criminal acts, etc.); disruption to the operation of the facility
due to design and installation errors; injuries to employees working on the
construction site; illegal acts by third parties (theft, robbery, assault, etc.); errors
made by contractors during installation; defects caused by the carelessness or
negligence of the contractor’s employees; damage caused during the
transportation of items to the construction site, etc. Technological risks include:
physical and moral deterioration of fixed assets; failure to achieve the technical
parameters planned in the design and technological development; malfunction
and breakdown of equipment and machinery; occurrence of side or delayed
problems in the use of new technologies and products. We can also add the
presence of defects in components, structures, machinery and equipment; low
supply discipline, fuel and electricity interruptions; increase in material costs
due to overspending on materials, raw materials, fuel, energy, as well as due to
increase in transport, trade, overhead and other incidental costs; reduction in
project prices due to its insufficient quality or negative changes in the market
(Havrysh, Kuznietsova and Melnykova, 2023, p. 62-63).
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An architectural and construction manager must therefore understand the
technical aspects of building materials, structures, heating, ventilation and air
conditioning systems, electrical systems and other important aspects of
construction. This is necessary to effectively manage and coordinate work on
site, and to understand how these factors affect the project and its costs.
Knowledge of building regulations, health and safety, energy efficiency,
standards and licensing in the construction industry is also important.
Understanding the technical aspects will help the manager to better identify
technical solutions, make improvements and ensure high quality design and
construction.

Innovation: modern construction industry is constantly changing and the
architectural and construction manager must be prepared to implement new
technologies, green building standards and other innovative approaches.

Reconstructing Ukraine requires forging new relationships between local
and international contractors, investors and governments, creating new
opportunities and challenges for the industry. As companies invest in modern
technology, machinery and construction equipment, the construction sector is
characterised by a high degree of monopoly due to significant financial barriers
to entry. At the same time, the understanding that innovation is a means of
increasing the level of competitiveness of construction organisations leads to
increased attention to innovative development, ways of activating it and
increasing the efficiency of individual business processes and the company as a
whole.

A modern manager must consider and exploit the following to ensure the
company’s innovation potential:

1. The ability to co-ordinate departments and the use of integrated
computer systems, in particular integrated solutions for the automation of
accounting, analysis, tax and financial reporting, have a number of advantages in
the construction industry. One of the most advanced tools is Building
Information Modelling (BIM). BIM helps to improve collaboration and
communication between construction stakeholders. The use of BIM reduces the
risk of unforeseen investment costs and speeds up the implementation of
investment projects (Trach, Ryzhakova and Kryzhanovsky, 2017).

2. It is necessary to take into account the availability of new advanced
construction technologies, machines and innovative materials in order to
increase the efficiency of managing the innovative development of enterprises,
especially in the field of construction technologies. With the introduction of new
types of construction materials, including nanomaterials, recycled secondary
materials and self-healing technologies, it is necessary to take into account the
constant replenishment of the market of construction technologies and materials
(Zgalat-Lozynska and Zgalat-Lozynsky, 2019).
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3. Regarding the effectiveness of environmental measures, it is important to
consider trends in creating cost effective, biosphere-friendly building projects. It
Is advisable to use energy-efficient, environmentally friendly and durable
materials in construction projects. Care should also be taken to reduce waste and
harmful effects on air, soil and water resources (Chernyshev et al., 2018).

Therefore, new technologies, green building standards and other innovative
approaches should be embraced by the architectural and construction manager. As
this industry is in a state of constant evolution and change, the manager must be
aware of new trends and opportunities for the introduction of new technologies
and innovations into the construction process. At the same time, the manager
should be prepared for the introduction of green building standards, such as
LEED (Leadership in Energy and Environmental Design) or BREEAM (Building
Research Establishment Environmental Assessment Method) (http://rsabc.ru/ru/o-
sovete/klassifikatsiva/). These standards aim to reduce the environmental impact
of construction. The manager should be aware of green technologies, energy-
efficient solutions and the use of renewable energy sources. The manager should
also be prepared to implement other innovative approaches, such as using 3D
modelling (Bryde et al., 2013) and virtual reality in design and construction, using
Building Information Management (BIM) systems, introducing smart
technologies in construction, and making effective use of data and analytics for
decision making. All these skills and knowledge will help the architectural and
construction Manager to be prepared to meet the challenges and introduce new
technologies and innovative approaches to their work.

It is also important to bear in mind that the practical characteristics of an
architectural and construction manager will vary depending on the specific
sector in which he or she is working. For example, the skills and knowledge
required for residential construction are different from those required for
commercial or industrial projects. In the residential construction sector, for
example, certain standards may be defined for residential developments, such as
ergonomics, energy efficiency, and amenities for the residents. In the case of
commercial property, the focus may be on the needs of the business and the
fulfilment of specific customer requirements. Infrastructure or industrial projects
may be concerned with safety, managing risk and environmental remediation. In
particular, the introduction of resource-saving technologies in the construction
process and the use of the architectural and economic concept of low-rise
buildings (Yashchenko, Makatora and Kubanov, 2023) also have features in the
economic activity of an architectural and construction company that require the
attention of managers.

As a result of this diversity, a manager in the architectural and construction
sector must have a deep understanding of the specifics of each sector. He or she
must also be able to adapt his or her knowledge and skills to a particular project.
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In addition, a key element of successful construction project management in a
particular sector is knowledge of the laws and regulations of that sector.
Consequently, managing construction projects varies from sector to sector and
requires the manager to be flexible, to have a broad knowledge base and to be
able to adapt to the specific conditions and requirements of the project.

Conclusions. A manager in the architectural and construction industry
therefore plays a critical role in managing construction and development
projects and, more generally, the activities of the organisation. This position
requires a combination of theoretical knowledge of architectural and
construction processes and practical project management skills.

A thorough understanding of architectural concepts, construction
technologies, building codes and standards, and the fundamentals of engineering
systems design are among the theoretical aspects of the manager’s job. In
addition, the manager will need to have an understanding of market trends,
innovative technologies and modern approaches to project management in the
construction industry.

The ability to manage construction processes, to plan and coordinate work,
and to interact with clients, architects, engineers, contractors and workers are
practical features of the manager’s job. Balancing client requirements and
expectations with the technical capabilities and budgetary constraints of the
project, conflict resolution and management decision-making are also important.
The ability to manage change and solve problems that may arise during the
construction of a project is an important skill of a manager. A manager’s
responsibilities in the architecture and construction industry also include
resource planning, budget control and ensuring that the project meets approved
deadlines and requirements. It is also important to ensure workplace safety and
compliance with relevant safety regulations. Developing plans and schedules,
building effective teams, ensuring quality workmanship, and interacting with
stakeholders during the construction process are best practices for an
architecture and construction manager.

A manager in the architecture and construction industry should also focus
on sustainable construction, energy efficiency and the use of environmentally
friendly materials and technologies, especially in light of global challenges
related to sustainability and environmental responsibility. Ukraine has
significant potential for the development of the architecture and construction
industry, and managers in this field have an important role to play in realising
this potential. It will contribute to the sustainable and progressive development
of the Ukrainian economy to ensure effective management of construction and
development projects.

Prospects for further research in this area may include analysing current
trends in the use of new technologies in construction and their impact on project
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management, developing new methods of planning and resource management in
the construction sector, studying the role of sustainable construction and green
technologies in strategic management of the architecture and construction
industry, the impact of digitalisation on management processes in the
construction sector, researching quality and safety management systems in
construction, and improving strategic management of the construction industry.
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INTRODUCTION. The rapid development of
information technologies in recent years has
resulted in the digitalization of the economy and
society. This transformation has led to the
emergence of the digital economy, which is
characterized by the production of goods and
services derived primarily from digital
technologies. This shift towards digitalization has
had a significant impact on various aspects of the
economy, including access to finance, small
business development, and innovation. In
particular, the banking sector has undergone
significant changes as traditional financial
institutions embrace digital technologies to better
serve their customers.

HYPOTHESIS. The hypothesis of this scientific
research revolves around the impact of
digitalization on the banking sector in Ukraine.
Specifically, the study aims to explore how the
adoption of digital technologies, such as P2P
lending, has influenced the financing of small and
medium enterprises (SMEs), innovation, and
information startups. The research will also
investigate the role of digitalization, big data, and
artificial intelligence in improving decision-
making processes and reducing risks in the
banking sector.

OBJEKTIV OF THE RESEARCH. Purpose of
this study is to examine the transformation of the
banking sector in Ukraine in response to global
economic and financial trends. By analyzing the
adoption of digital technologies, such as P2P

1Taras Shevchenko National

University of Kyiv,

digitalization in the banking sector and offer
recommendations for future development.
METHODOLOGY OF SCIENTIFIC
RESEARCH. The methodology of this scientific
research will involve a comprehensive literature
review to explore the existing literature on
digitalization, P2P lending, and the banking
sector in Ukraine. The study will also utilize
quantitative data analysis to examine the impact
of digital technologies on financing SMEs and
startups. Additionally, interviews with key
stakeholders in the banking sector will be
conducted to gain insights into their experiences
with digitalization and P2P lending.
CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH. In conclusion, the
digitalization of the economy and society has led
to significant changes in the banking sector in
Ukraine. The adoption of technologies like P2P
lending has enabled greater access to finance for
SMEs, startups, and innovative projects. Moving
forward, it is essential for banks to continue
embracing digitalization, big data, and artificial
intelligence  to  improve  decision-making
processes and reduce risks. Future research could
focus on exploring the long-term impact of digital
technologies on the banking sector in Ukraine and
identifying strategies for sustainable growth and
development. Additionally, studying the role of
digitalization in promoting financial inclusion and
social cohesion could provide valuable insights
for policymakers and financial institutions.

lending, the research aims to provide insights into KEYWORDS: digitalization; innovation;
how these innovations have contributed to the transformation; banking; financial services;
financing of SMEs, innovation, and information information technologies; internet banking;
startups. Additionally, the study seeks to identify financial institutions.
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BCTVYII. IllIBuakuii po3BUTOK iHGOpMAIiTHHX
TEXHOJIOTI y OCTaHHI pOKH TPHU3BIB J0
mudposizamii eKOHOMIKM 1 cycmiigberBa. Ls
TpaHchopmalliss mpu3Beia A0 MOSBH IUGPOBOI
€KOHOMIKH, fKa XapaKTEPHU3ye€ThCS BHPOOHMIIT-
BOM TOBapiB 1 MOCIYT, OTPUMAaHUX MEPEBAXKHO 3
mudpoBux TexHonorid. Llei 3cyB y HampsMKy
uudposizamii MaB 3HAYHMK BIUIMB Ha PI3HI
ACIeKTH EKOHOMIKH, BKJIIOYAIOYM JOCTYN 10
(iHaHCIB, PO3BUTOK MaIHX IiJIPUEMCTB Ta 1HHO-
Bamii. 30kpema, OaHKIBCHKHII CEKTOp IPOUIIOB
3HAYHI 3MIHH, OCKIIBKH TpaauiliiiHi (iHaHCOBI
YCTAHOBU BIPOBAKYIOTH HHU(PPOBI TEXHOIOTI]
JUTSL Kpatioro o0CIyroByBaHHsI CBOIX KITi€HTIB.
I'lMOTE3A. Timore3a 1BOro  HAYKOBOTO
JOCTIDKEHHSI 00epTaeThCsl HABKOJO  BIUTUBY
nudposizauii Ha OaHKIBCBKUII ceKTop B YKpaiHi.
KoHKpeTHO, MOCTIKEHHS Mae Ha  MeTI
JNOCHITUTH, SIK  BIOPOBDKEHHS  IH(POBUX
TEXHOJOTIH, Takux K P2P mo3ukwu, BIiuBamo Ha
(hbiHaHCYBaHHS MaJIUX 1 CEPEIHIX MIAMPUEMCTB
(MCII), imHomarii Ta iHpopMarliiiHi cTapTamy.
JocnipkeHHsT TakoX JOCHIOUTh Poib LU(POBI-
3awii, BENUKUX JAHUX Ta INTYYHOTO iHTEIEKTY Y
MMOKPAICHH]I TPOIECIiB yXBaJieHHS pIlICHb Ta
3HWKCHH] pU3UKIB Y 0aHKIBCBKOMY CEKTOPI.
META JAOCHIIKEHHSA. Mertoro 1poro
JIOCITIDKEHHSI € BHWBYCHHS TpaHcdopmarii OaH-
KIBCBKOTO CeKTOopa B YKpaiHi y BIANOBiAb Ha
I00abHI €KOHOMIYHI Ta (hiHAHCOBI TEHJEHIIII.
AHaI3yI04M BIPOBAKCHHS TUPPOBUX TEXHOJIO-
T, Takux K P2P mo3ukw, MOCHiHKEHHS CIIPSMO-
BaHO Ha Te, 100 HagaTH YSABJIECHHS MPO Te, K Li
iHHOBawii cnpusioTh (inancysanHio MCII, iHHO-
BallisM Ta iH(oOpMamiiHuM crapTramaM. Kpim
TOTO, JOCIHIPKEHHSI CIIPSIMOBaHE HA BHABIICHHS
BUKJIMKIB Ta MOKJIUBOCTEH, MOB'A3aHUX 3 HUPPO-
Bi3allielo B OaHKIBCBKOMY CEKTOpi, 1 HagaHHS
peKOMEeHAIlii 11T MaiOyTHHOT'O PO3BUTKY.

! Kuiscokuii nayionanvnuti ynieepcumem imeni Tapaca
Llesuenxa, Yxpaina

METOA0JIOI'IA HAYKOBOI'O
JOCJIIIKEHHSI. Mertomonoris IBOT'O
HAyYKOBOTO  JIOCHIDKCHHS  OyAe  BKIIIOYATH

KOMIUIGKCHUH OIJISA JIITepaTypy I BUBUCHHS
HasBHOI JiTeparypu 3 mudporizamii, P2P mo3uk i
0aHKiBCbKOTO ceKkTopa B YKpaini. JlocmimkeHHs
TakoX OyZe BUKOPHCTOBYBATH KUTBKICHUH aHaIi3
JaHUX OIS BHUBYCHHS BIUIMBY  LU(POBUX
TexHoJorii Ha ¢inancyBanns MCII Ta crapramis.
Kpim mporo, OymyTh mpoBeaeHi iHTEpB'IO 3
KIIOYOBUMU  3alliKaBJIEHUMH  oco0amMu B
0aHKIBCBKOMY CEKTOp1 JJII OTPUMAaHHS YSIBJICHB

npo ix gocBig 3 wudposizamiero Ta P2P
MO3UKaAMHU.
BUCHOBKH TA MNEPCIIEKTUBHA

NOJAJIBIINX NJOCJIIAKEHD. YV BUCHOBKY
MOJKHA CKa3aTH, M0 MU(POBi3allisi eKOHOMIKH Ta
CyCHUIbCTBA TIpH3BENIa 1O 3HAYHUX 3MIH ¥
0aHKIBCHKOMY CEKTOpi B YKpaiHi. BripoBamkeHHs
TaKuX TeXHojdorid, gk P2P mo3wmkm, nmamo
MOXJIUBICTh OTPUMATH OIIBIIMK JOCTYyNI OO
(inanciB st MCII, cTapTamiB Ta iIHHOBaLIHHUX
npoekTiB. Ha maiiOyTHe BakiamBo, 100 OaHKH
NPOJIOBXKYBaJM BIPOBAKyBaTH LH(poBizawio,
BENWKI JaHlI Ta INTyYHHHA 1HTENEKT JJIA
MOKPAIICHHST TPOIECIB YXBAJICHHS pillleHh Ta
3MEHIICHHS pH3HUKiB. MalOyTHI JOCHIIKEHHS
MOXYTh OYyTH CHOpSMOBaHI Ha JIOCIIKEHHS
JIOBFOCTPOKOBOTO BIUIMBY ITH(QPOBUX TEXHOJOTIH
Ha O0aHKiBCHKUI CEKTOp B YKpaiHi Ta BU3HAYCHHS
CTpaTeriii JUIsi CTajJoro 3pOCTAaHHS Ta PO3BUTKY.
Kpim TOro, BuBuUeHHs poji mudposizamii y
cnpusiHHI (iHAHCOBIM 1HKIIO31I Ta COLiaNbHIN
€IHOCTI MO)KE€ HamaTH IIHHI BIZOMOCTI IS
MOJIITUKIB Ta (PiHAHCOBUX YCTAHOB.

KJIIOYOBI CJOBA: 1mudposizalis; iHHOBALIIT;
TpaHcdopmalis; OaHKIBCHKUI ceKTOp; (iHaHCOBI
MoCHIyTH; 1HGOpPMAIIHI TEXHOJIOTii; IHTEPHET-
OaHKIHT; (DIHAHCOBI YCTaHOBH.
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Presentation of the main material. Information technologies development
Is being recently transforming into digitalization of the economy and society.

The interaction between innovation, small business development, and start-
up growth is playing an increasingly crucial role in our society. These processes
are not only driving economic growth, but also impacting social aspects such as
employment, intellectualization, and the dissemination of new ideas and
technologies. The rapid advancement of information and digital technologies has
further fueled this trend, providing a significant boost to the overall process.

While traditional financial institutions like commercial banks have
typically focused on serving corporate clients and engaging in financial markets,
there has been a noticeable shift in recent years. These institutions are now
diversifying their product offerings and embracing new technologies to better
manage risks and personalize their services for clients.

Access to finance is becoming increasingly vital in our modern economy,
as it plays a key role in supporting small businesses, entrepreneurs, households,
and individuals across all socio-economic backgrounds. This concept, often
referred to as ‘Financial Inclusion’, emphasizes the importance of ensuring that
banking and financial services are accessible and available to all members of
society. By doing so, we can better integrate diverse economic and social
activities, ensuring that everyone is able to participate in and benefit from
economic and financial development on both local and global scales.

The World Bank has identified access to finance as a key priority in efforts
to combat poverty, recognizing its potential to unlock creative potential, reduce
poverty, and foster social cohesion. By addressing the issue of financial
inclusion, we are not only addressing economic disparities but also promoting
social equality and empowerment.

Overall, the role of innovation, small business development, and start-up
growth in conjunction with improved access to finance is shaping the landscape
of our economy and society. As we continue to harness the power of new
technologies and financial mechanisms, we have the opportunity to create a
more inclusive and prosperous future for all individuals and communities.
Ultimately, it is through these interconnected processes that we can drive
sustainable economic growth, foster innovation, and promote social well-being
on a global scale.

The global economic and financial trends are influencing on the
transformations of banking in order to achieve sustainability. The major modern
changes are:

- broader access to baking and financial services for economic and social
inclusion;

- more social orientation of banking, better transparency, providing special
services for selected social groups (women, young, senior citizen etc.);
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- disintermediation as direct financial services providing to customers such
as P2P financing, crowdfunding;

- digitalization and "fintech", which provide direct financial services based
on the information and digital technologies.

The main factors driving the spread of digitalization, Internet banking, and
mobile banking are multifaceted and dynamic. Technological innovations have
played a key role in improving the information and digital possibilities of direct
access to banking services. The distribution of free or cheap Internet access in
developed countries has facilitated the shift of users from mobile phones to
smartphones with more advanced features. This has resulted in significant cost
savings and reduced capital expenditures for banks, leading to a decrease in the
number of physical bank branches. At the same time, consumers have benefited
from the convenience of anytime access, expanded services, ease of use, and
enhanced security provided by digital banking platforms.

Social and cultural factors also play a significant role in the adoption of
digital banking services. Individual preferences, customs, and attitudes towards
technology influence the uptake of internet and mobile banking. Regional
differences in Europe further highlight the influence of social and cultural
factors on banking behavior. For example, the high level of internet banking
usage in the Nordic countries can be attributed to issues of physical access to
banks in remote areas, as well as high levels of general and financial literacy
among the population. The easy availability of internet access in these countries
has also contributed to the popularity of online banking services.

On the other hand, countries like Italy, Cyprus, and Greece have relatively
high levels of internet penetration but lower adoption rates of internet banking
services. This discrepancy suggests that factors beyond technological
infrastructure, such as cultural norms and preferences, play a significant role in
shaping consumer behavior. In countries with lower internet penetration rates,
such as Ukraine, the use of digital financial services is further hindered,
underscoring the importance of addressing infrastructural challenges to promote
financial inclusion. Overall, the spread of digitalization, internet banking, and
mobile banking is driven by a combination of technological advancements, cost
savings, consumer benefits, and social and cultural factors. As the digital
economy continues to evolve, it is essential for policymakers, financial
institutions, and other stakeholders to address barriers to adoption and promote
the benefits of digital financial services. By harnessing the power of technology
and understanding the diverse needs and preferences of consumers, countries
can accelerate the transition towards a more inclusive and efficient digital
banking ecosystem.

Development of information technologies and the Internet have enabled the
formation of such a way to access to funding as crowdfunding or
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crowdsourcing. This method operates on the basis of placing an electronic
request to a special Internet platform for financing a specific project, which is
usually socially important. According to each request, placed on a platform over
the Internet formed a pool of private investors, from which platform provides
funding for a particular user.

Crowdfunding is solidarity (pool of individuals and institutions) and an
alternative to traditional forms of financing — bank loans, placement of shares
and bonds, leasing and others.

There are four main types of crowdfunding combined into two groups:

1) credit-based (lending-based) and equity-based (equity-based) - are
taking into account the financial aspects of projects and provide adequate
concessional lending and equity participation in a potential borrower. This
mainly involved the financing for information, high-tech products and services.

2) grant-based (donation-based) and reward-based (reward-based) — to
finance mainly social-oriented projects, provide appropriate subsidies
(donations) and some often non-economic compensation, depending on personal
predisposition of individuals to social activities and charity.

The most widespread has become credit-based crowdfunding based on
technology P2P (person-to-person). This technology is mainly used by
crowdfunding platforms as well as by commercial banks. According to this
technology private investors form a pool of lending for specific project. For
investors such participation in a pool is a definite replacement of traditional
deposit, often at more favorable terms, when interest on the loan is tied to the
expected profitability of the project. For banks, this technology makes it
possible to enhance the interest of private borrowers (investors) and to extend
the financing of innovation, small and medium businesses.

In Ukraine, P2P technology has been successfully used by "Privatbank"
since 2015 and plays an important role in changing strategies associated with
corporate loans to finance SMEs, innovation and information startups.

Digitalization, including big data and artificial intelligence, could improve
quality of banking decisions and reduce risks. For example, Ukraine banking
system remains fragile mainly due to the high level of non-performing loans
(NPL) have been accounted at 51% of all loans value in 2018 (National Bank of
Ukraine, 2018, p. 7).

Banking development and transformation in Ukraine more relied on the
global economic and financial factors: better access to international financial
markets, wider implementation of information and financial technologies.

Conclusion. The emergence of the digital economy has led to a greater
focus on innovation, small business development, and financial inclusion. The
shift towards sustainability in banking is driven by the need for broader access
to financial services and the adoption of digital technologies. In Ukraine, the
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implementation of technologies like P2P lending has played a crucial role in
financing SMEs, innovation, and information startups. As the banking sector
continues to evolve, it is important for institutions to embrace digitalization, big
data, and artificial intelligence to improve decision-making processes and reduce
risks. By leveraging these technologies and embracing global economic and
financial trends, the banking sector in Ukraine can achieve greater stability and
growth in the future.
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Introduction. There is a process of forming a
conceptual approach to understanding artificial
intelligence and regulatory regulation strategies in
the world. Having analyzed the theoretical
approaches to the definition of the concept of
artificial intelligence, we come to the conclusion
that a common approach to the definition of
artificial intelligence (hereinafter Al) has not been
formed in scientific circles and within the
framework of international organizations.
Currently, in the vast majority of cases, Al
technologies are created by humans and in one
way or another interact with humans, however, in
the process of legal regulation of relations with
Al, it should be taken into account that artificial
intelligence is gaining more and more autonomy
due to the improvement of technologies.

The hypothesis of the scientific research
consists in the substantiation of foreign
experience and the formation of proposals for
managing the development of entrepreneurship
using artificial intelligence.

The purpose of the study is to substantiate the
peculiarities of the adaptation of foreign experience
in managing the development of entrepreneurship
with the use of artificial intelligence.

The methodology of scientific research is
general scientific methods of research: logical and
comparative analysis in revealing the principles
of managing the development of entrepreneurship
using artificial intelligence; the induction method
for making formal and logical generalizations, the
deduction method was used to obtain intermediate
(partial) conclusions based on the analysis of the

Conclusions and prospects for further
research. Artificial intelligence has become an
integral part of many spheres of social life, and
law in its broadest sense has not become an
exception,  because artificial  intelligence
technologies have in one way or another touched
various branches of law since the beginning of
scientific research on this issue, which takes its
own beginning as early as the 70s of the 20th
century, until today they have transformed from
the modeling of legal norms to contracts written
in the form of computer programs, virtual legal
consultants, predictive justice technologies and
other similar technologies. However, the
perception of law as a system of value
orientations can become an extremely difficult
task for Al, therefore, when forming the legal
basis of human-Al interaction, it is worth
considering the difficulty for Al systems to work
with abstract categories.

The formation of the foundations of the
international legal regulation of Al takes place
within universal and regional organizations. For
example, the Center for Artificial Intelligence and
Robotics was founded within the UN, UNESCO
adopted the Recommendation on the Ethics of
Artificial Intelligence, the OECD - relevant
principles, UNCITRAL and UNIDROIT are
studying the issues of integrating Al into private-
law relations. Formation of technical standards,
principles of responsible handling of these
technologies and ethical standards also takes
place within the framework of the ITU, the EU
and other international organizations.

nature of the general process, the abstraction Keywords: integration; management;
method for identifying and identifying significant development; entrepreneurship; artificial
trends in managing the development of intelligence; differentiation; scaling.
entrepreneurship using artificial intelligence.
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Beryn. YV cBiTi  BimOyBaeThcs  TpoIlec
(hopMyBaHHA KOHLENTYaJBHOTO MiAXOLy MO
PO3yMIHHS IITYYHOTO IHTEIEKTY Ta CTpaTerii
HOPMATHUBHOTO BPETYITFOBaHHS.
[IpoanamizyBaBImIM  TEOPETHUYHI MiAXOAH IO
BU3HAUEHHS  TIOHATTSA  INTYYHUH  THTEJEKT,
MPUXOJIMMO JIO BHCHOBKY, III0 Y HAYKOBUX KOJIaX
Ta B paMKax MDKHapoOIHHX OpraHizauiii He
c(hOpMOBaAHO CIHITBLHOTO MiIXOAY 10 BU3HAYCHHS
mTy4gHOTOo iHTeNnekTy (mami II).

Hapasi texnomnorii Il B mepeBaxniii OimbLIOCTI
BUMAJKIB CTBOPCHI JIFOJMHOIO Ta TaK YH iHAKIIE
B3aEMOJIIIOTh 3 JIIOAUHOI0, TPOTe B TIpOIIECi
MpaBOBOi periameHTartii B3aemoBigHocuH 31 I
BapTO BpaxyBaTH, MO0 INTyYHUH IHTEIECKT
HaOyBae Bce Oinblle aBTOHOMHOCTI B CHITY
YIIOCKOHAJICHHS TEXHOJIOTIH.

I'inoTre3a HayKoBOIo IOCTiUKeHHS MOJATae y
oOrpyHTyBaHHI  3apyOiXKHOTO  JOCBiTy  Ta
(hopMyBaHHI MPOIMO3UIIN MOJ0  YIPABIIHHSI
PO3BHTKOM MIJNPHEMHHIITBA 3 BUKOPUCTAHHIM
HITYYHOTO 1HTEJIEKTY.

MeTor0  aOCTiTKeHHs1 €  OOTpyHTYBaHHS
0ocoOMBOCTEW amanTaiii 3apyOiKHOTO ITOCBIAY
VOpPaBIiHHSI  PO3BUTKOM  MiJANPUEMHHIITBA 3
BUKOPUCTAHHSM IITyYHOTO 1HTEJIEKTY.
MeTo/10J10Ti€}0 HAYKOBOTO JIOCTiIKEHHSl €
3araJlbHOHaYKOB1 METOAU JOCITiKEHHS
JIOT1YHOTO Ta MOPIBHAIBHOTO aHAII3y Y PO3KPHUTTI
3acaj YIPaBIiHHS PO3BUTKOM ITiAPUEMHHUIITBA 3
BUKOPUCTAHHSIM IITYYHOTO 1HTEJIEKTY; METOJ
IHAYKIil Ui 3AiMCHEHHS (OPMalIbHO-JIOTTYHUX
y3araibHEHb, METOJI JCAYKIlii BUKOPHCTOBYBABCS
UL OJCpXaHHSA  TMPOMDKHHX  (JaCTKOBHX)
BUCHOBKIB Ha OCHOBI aHamily XapakTepy
3araJibHOrO TMpOoLEecy, METo abCTparyBaHHS UIS
BUSIBJIICHHS Ta ineHTuikamii 3HAYNMHUX
TEHIEHIIH YNpPaBIiHHA PO3BUTKOM MiANPHEM-
HUIITBA 3 BUKOPUCTAHHSM IITYYHOTO 1HTEJICKTY.

BucHoBKM Ta mNepCHeKTHBH  MOAAJIbIINX
JAOCTiIZKeHb. [ tyunuit 1HTEJIEeKT CTaB
HEBI'€MHOI0  YacTHHOIO  Oarathox  cdep

CYyCHUTBPHOTO JXUTTS, ¥ MpaBo B HAHIIHPIIOMY
HOro pO3yMiIHHI HE CTall0 BHUHATKOM, aJDKe
TEXHOJIOTI] IITyYHOTO IHTENCKTY TaK UM I1HAKIIIE
TOPKHYJIUCh PI3HUX Tajdy3ed mpaBa i 3 MOMEHTY
MOYaTKY HAYKOBUX JOCIiKEHb i€l
npoOjeMaTHKH, Mo OepyTh CBil MOYaTOK IHIE 3
70-x  pokiB XX cropiyus, A0  ChOTOIHI
TpaHC(HOPMYBAIHCH BiJi MOACIIOBAHHS MPABOBHUX
HOPM JO [OTOBOpiB, HAaNHMCaHUX Yy BUIJII
KOMIT FOTEPHUX mporpam, BipTyaJIbHHIX
FOPUTAIHIX KOHCYJIHTAHTIB, TEXHOJIOT1H
NPOTHO3HOTO TMPaBOCYAJS Ta IHIIUX CXOXHX
texHonorit. [IpoTte, chpuiHATTS npaBa SK
CHCTEMHU IIIHHICHHX OpI€HTHUPIB, MOXE CTaTu
HajAcKIagHuM 3apraHHsaM s LI, Tomy mnpwm
(¢hopMyBaHHI IPAaBOBOTO MiAIPYHTS B3AEMOJIi
monuan Ta III, BapTo BpaxoByBaTH CKJIAJHICTH
mis cuctem I mpamroBatn i3 aOCTpaKTHHMH

KaTeTOPisIMH.
dopMmyBaHHS  3aca]]  MIDKHAPOIHO-TIPABOBOTO
perymoBaras Il BigOyBaeThcs B Mexkax

VHIBEPCAJIbHUX Ta pETiOHaJbHUX OpraHizariil.
Tak, B pamkax OOH 3acHoBano LleHTp mTyuyHoro
iHTeNIeKTY Ta  pobotorexHikm, FOHECKO
yxBanuia PekoMeHIaIiio 010 €TUKH ITYYHOTO
intenekty, OECP - BigmoBigHi mnpuHUIUNH,
IOHCITPAIJI Ta YHIJIPYA BHBYAIOTh
npobiematuky iHTerparii Il B mpuBaTHO-
npaBoBi BigHOCMHHM. DopMyBaHHA TEXHIYHHX
CTaHIapTIB, TIPUHITUIIIB BIJIMTOBITAJTLHOTO
MOBOJKEHHS 3 LIMMHU TEXHOJIOTISIMM Ta €THYHUX
CTaHIApTiB BiOyBaeThCs TakoxX B pamkax MCE,
€C Ta iHIKX MDKHAPOAHUX OpraHi3alii.
Kaw4oBi cjoBa: iHTErpamis; yIpaBIiHHS;
PO3BHTOK; HiANPUEMHUITBO; IITyYHUN 1HTEIICKT;
mudepenuianis; MacitaOyBaHHS.
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Problem statement. Considering the scope and diversity of the fields of
application of artificial intelligence, as well as the challenges and potential
threats that these technologies can provoke, it is quite natural that the world
community has identified the use of artificial intelligence for the purpose of
creating "digital public goods" as one of its priorities. The United Nations High
Level Group on Digital Cooperation will be key to achieving the Sustainable
Development Goals. At the same time, under digital public goods, experts
understand open Al models that will function in accordance with the norms of
international treaties, national laws, standards in the field of privacy and best
practices for the protection of human rights in general.

Analysis of recent research on the problem The world community has
come to realize the need to form the foundations of international legal regulation
of artificial intelligence at both the universal and regional levels. Currently,
there are more than 160 normative documents in the world, developed within the
framework of various international organizations, individual states or private
companies, but all of them, in the vast majority, relate to the ethical principles of
using Al. The UN Secretary General emphasized the need to create a universal
platform to combine efforts in this direction, because the world community lacks
joint coordination on this issue, in addition, there is an alarming trend of limited
participation in the dialogue of developing states.

As for initiatives within the UN, in 2017 the Center for Artificial
Intelligence and Robotics was established in The Hague, which operates within
the framework of the UN Interregional Research Institute on Crime and Justice,
the main areas of which are: research on ways to combat the criminal use of Al,
including terrorists; application of Al in law enforcement activities;
strengthening cyber security through the use of Al technologies; analysis of the
advantages of using Al in administrative and criminal justice; ethical issues of
using Al; human rights and artificial intelligence and a number of others (United
Nations, 2022).

The purpose of the study there is research and adaptation of foreign
experience in managing the development of entrepreneurship using artificial
intelligence.

Presentation of the main material In November 2021, member states of
the United Nations Educational, Scientific and Cultural Organization adopted
the already mentioned Recommendation on the Ethics of Artificial Intelligence,
which became the first universal document on the ethics of the use of Al,
created with the aim of forming a universal platform of values, principles and
standards , which can be used by individual states in the process of developing
their own legislation on Al issues in accordance with international law8. The
authors of the document include the list of such values: respect, protection and
promotion of human rights, basic freedoms and human dignity; environmental
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and ecosystem prosperity; ensuring diversity and inclusion; life in a society built
on the principles of peace, justice and relationships. In turn, the principles
included the following: proportionality and non-injury; ensuring security and
protection; fairness and non-discrimination; sustainable development; ensuring
the right to privacy and protection of personal data; human control, public
oversight and accountability; transparency and comprehensibility; responsibility
and reporting; awareness and literacy, as well as the principle of multilateral and
adaptive management and cooperation.

Since artificial intelligence technologies are actively used in international
trade, the UN Commission on International Trade Law (hereinafter —
UNCITRAL) has not remained aloof from modern trends and has become a
forum that, among other issues, actively investigates the impact of Al
technologies on international trade, in particular the issue of automated
conclusion of contracts .

Within the framework of UNCITRAL, a separate working group has been
created to study the topics of using artificial intelligence during negotiations,
conclusion and execution of contracts; analysis of the provisions of existing
UNCITRAL texts applicable to the automated conclusion of contracts in the
context of the possibility of their application and to contracts concluded with the
participation of Al; the development of new standard provisions that would
allow solving a number of legal problems related to the automated conclusion of
contracts; development of principles regarding legal issues related to the
automated conclusion of contracts. Within the framework of UNCITRAL, there
was even a proposal to develop a legislative provision on automated contract
conclusion and Al. It is quite possible that such an initiative will be
implemented in the near future.

The UNCITRAL working group did not formulate its own definition of the
concept of Al, but noted with reference to John McCarthy that the term
"artificial intelligence"” is used in two meanings — "as the ability of machines to
detect or simulate human intellectual behavior and as the branch of computer
science that studies this ability”. Also, the UNCITRAL working group
emphasized that the definition of Al systems proposed by the High-Level Expert
Group on Artificial Intelligence, created within the framework of the European
Commission, correlates in its content with the understanding of automated
systems that appear in some texts of UNCITRAL and the International Institute
for Unification of private law (hereinafter — UNIDRUA). What is interesting is
UNCITRAL's approach to the impracticality of not only the formulation of the
definition of artificial intelligence, which may violate the principle of
technological neutrality, but also the attempt to formulate a list of used methods
of programming Al systems in view of the speed of their improvement and
change. Thus, UNCITRAL proposes to consider the unpredictability of such
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systems as the main distinguishing feature of artificial intelligence and
accordingly to form and, if possible, improve the legal framework (United
Nations, 2022).

As for UNIDRUA, representatives of the institute take an active part in the
study of legal issues related to the use of Al, smart contracts and other new
technologies. In addition to the fact that UNIDRUA has included work on issues
related to digital technologies and private law to its agenda, the institute also
actively cooperates with UNCITRAL on these issues.

The International Telecommunication Union is also actively engaged in the
study of artificial intelligence issues, but its activities in the vast majority of
cases are aimed at developing artificial intelligence standards specifically in the
field of information technologies. ICE assumes that the development of Al
cannot be separated from the improvement of its three main elements, namely:
data, algorithms and computing power. In addition, ICE has become a platform
for stakeholders to promote a common understanding of the capabilities of Al
technologies in such areas as: health care, information and communication
technologies, environmental protection, autonomous control and management of
devices, disaster risk management and other areas where artificial intelligence
can be used for development. Thus, the work of the ITU in the field of artificial
intelligence is mostly focused on the technical component of this technology and
rather on ensuring fair access to its benefits than on legal regulation.

The World Trade Organization has repeatedly expressed interest in the use
of the latest technologies, including artificial intelligence, with the aim of
simplifying trade procedures, in particular, its use in the work of customs
authorities. Thus, the World Trade Organization, together with the World
Customs Organization, published a study on the role of the latest technologies in
cross-border trade from the point of view of customs affairs, which analyzed
how exactly the benefits of Al can be used to improve the efficiency of customs
control and customs clearance processes. For example, Al can be used to
interpret scanner images; chatbots working with the involvement of artificial
intelligence technologies can be used to ensure fast communication on the
Internet, and robots - to answer people's questions at checkpoints; also, Al can
be involved in conducting market price analytics and filtering research results.

Currently, within the framework of the WTO, there is no document that
would in any way regulate the use of Al in international trade, only the study of
the prospects for use and the analysis of potential benefits and risks. At the same
time, the advantages of the WTO include: improving the quality of data,
increasing the transparency of procedures and improving risk management, and
the challenges include: ensuring the confidentiality of data processed in general
and the protection of personal data, ethical issues of using Al technologies,
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ensuring the safety and continuity of Al work in particular in the conditions
cyber attack and others.

It is important to emphasize that studies and surveys conducted within the
framework of the WTO testify to the high level of interest of countries in the
implementation of the latest technologies in the work of state bodies, and
customs in particular. Taking into account that the conducted research will be
used by the governments of various states in the future to form their own
policies in this area, the WTO draws special attention to the need for proper
legal regulation of the use of Al in order to minimize the risks of such use.

In 2019, the Organization for Economic Co-operation and Development
approved the OECD Council Recommendation on Artificial Intelligence, in
which it formulated its understanding of the Al system and the principles of
responsible management of reliable Al. According to the definition of the
organization itself, this document is "the first intergovernmental standard on
artificial intelligence”. The OECD identified the following five principles,
which, according to the Recommendation, should be considered as a whole, as
they are complementary: 1) promotion of inclusive growth, sustainable
development and well-being, which involves the responsible use of Al
technologies with the aim of expanding human capabilities, involving all
population groups, reducing inequalities among people, including economic,
gender and others, as well as environmental protection; 2) provision of value
guidelines aimed at people and justice, including respect for the principle of the
rule of law, human rights and freedoms, and democratic values; 3) compliance
with transparency and comprehensibility in the use of Al systems, which should
be aimed at unifying the understanding of such systems, at responsible
disclosure of information about Al systems and their integration into various
spheres of human life, ensuring understanding of the results of the work of these
systems and the possibility of contesting the results of the work of Al systems in
case of damage caused by them; 4) ensuring the reliability and safety of the use
of Al systems throughout their life cycle in order to manage and eliminate risks
If necessary, ensuring the process of tracking decisions, processes and data used
by the systems, maintaining confidentiality and impartiality; 5) the responsibility
of each participant participating during the entire life cycle of the Al system for
the proper functioning of the systems and compliance with all the principles
defined by the OECD in accordance with their level of involvement.

Thus, the OECD also emphasizes the need for responsible use of Al
systems and promotes the idea of countries harmonizing their domestic policies
regarding the development of Al. The OECD is making efforts to create a
universal platform within which member states of the organization will be able
to exchange information and best practices on the use of Al and establish
cooperation in this area.
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The European Union is trying hard to maintain its primacy in the issue of
legal regulation of artificial intelligence technologies. And as of today, he
succeeds. Yes, currently in the European Union, the issues of using Al
technologies are regulated in almost the most detailed way.

A significant event from the point of view of international legal regulation
of Al took place in April 2021, when the European Commission published the
Proposal for Regulation of the European Parliament and of the Council
2021/0106 (COD), which harmonizes the rules on artificial intelligence
(Artificial Intelligence Act) and amends the some legislative acts of the
European Union (EU, 2021).

First of all, it is worth noting that this document proposed another
definition of an Al system, which, according to its provisions, means "software
developed using one or more methods and approaches (which include: machine
learning, including with deep learning; logic and knowledge-based approaches,
including knowledge representation, logic programming, symbolic reasoning,
and expert systems; statistical approaches, Bayesian inference, and optimization
methods) and which is capable of a given set of human-defined objectives,
generate outputs such as content, predictions, recommendations or decisions that
affect the environment they interact with". It is worth noting that, in addition to
the fact that this definition is quite detailed, it also contains a list of methods and
approaches that were issued by the European Commission in a separate Annex
and that can be constantly supplemented with the development of technology,
thus extending the legal scope of the document to new technical approaches and
methods.

In the document proposed for discussion, the European Commission used a
differentiated approach to Al systems, distinguishing: certain types of artificial
intelligence systems that are prohibited; high-risk Al systems; and low-risk Al
systems. Also, it is worth noting that this Regulation does not apply to Al
systems that are developed or used exclusively for military purposes.

The category of Al systems, which are prohibited to be placed on the
market, put into operation and used, include: systems capable of distorting
human behavior or causing physical or psychological harm to him, using
methods outside of human consciousness; or using any vulnerability of a certain
group of persons due to their age, physical or mental disabilities and systems for
real-time remote biometric identification in public places, provided that such
identification would not be justified taking into account the specified conditions.
Also, this list includes systems, accommodation. commissioning or use of which
Is prohibited by state authorities or persons authorized by them, capable of
evaluating or classifying individuals according to reliability criteria based on
social behavior or personal characteristics.
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The document regulates the use of high-risk Al systems in most detail. In
accordance with the provisions of the Regulation, they mean: 1) Al systems that
are either used as security components of another product or are themselves
products covered by the legislation of the European Union listed in the relevant
annex, or 2) products whose security components are Al systems, or the
artificial intelligence system itself, in accordance with the EU legislation listed
in the relevant annex, must undergo a third-party conformity assessment in order
to be placed on the market or put into operation. A separate annex also contains
a list of high-risk Al systems, which include Al systems in the following areas:
remote biometric identification, critical infrastructure management, education
and training, employment, assistance through basic private and public services,
law enforcement, including use by law enforcement agencies for the purpose of
predicting relapses, detecting deep fakes, determining the reliability of evidence
and criminal analytics, migration, asylum and border control, as well as in the
field of justice, which includes Al systems used to assist judicial authorities in
the investigation and interpretation of facts and rules of law, as well as in the
application of rules of law to a specific set of facts. This list is by no means
exhaustive, for now it only gives us an idea of the European Union's approach to
understanding high-risk Al systems. The regulations describe the obligations for
persons using artificial intelligence in great detail. And although the largest
amount of obligations is provided for persons whom the Regulation defines as
suppliers, it also imposes obligations on users, third parties and other persons
who participate in any way during the life cycle of artificial intelligence.

As for low-risk Al systems, they are not singled out, the Regulation only
defines them as other artificial intelligence systems, that is, those that do not fall
into the categories of prohibited and high-risk systems and provides for a
number of obligations regarding the transparency of the use of such systems.
Such as: the obligation to inform individuals that they are interacting with
artificial intelligence systems, or emotion recognition systems, or systems
capable of generating images or other content that resemble existing objects,
places, events, or people and may create an impression their authenticity.

So far, the European Union's Artificial Intelligence Act may be the most
detailed document governing the use of artificial intelligence and the risks
associated with it, in fact the first-ever Al legislative framework created within
an international organization.

Other regional organizations are currently still in the process of forming a
legal framework for artificial intelligence.

Ten countries from the Baltic and Scandinavian regions signed a joint
Declaration on Artificial Intelligence in 2018, in which they agreed to promote
the use of Al for the benefit of humanity and to cooperate in order to develop
ethical standards, values and principles for the use of Al, improve the skills of
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its use, and improve the technologies of its application in in the field of
providing services to individuals and legal entities, ensuring trust,
confidentiality, security and ease of use, and at the same time avoiding
unnecessary regulation, taking into account the speed of technological
development.

Within the framework of the African Union and the League of Arab States,
only working groups on the formation of a common vision and the development
of legal provisions in the field of the use of Al have been created, but they have
not yet crystallized into separate documents that would reflect the approach or
strategic vision of these regions. Most of the legislative initiatives are currently
implemented at the national level. According to the OECD, at least 60 countries
have adopted national strategies for the use of artificial intelligence technologies
OECD (2023).

Research Findings and Prospects As we can see, there is an active
process of forming the legal basis for the regulation of Al in the framework of
both universal and regional international organizations. Having great potential
for use in the public and private sectors, Al technologies penetrate more and
more spheres of social life, undoubtedly creating a number of advantages, but
the complexity of the technology itself and the speed of its development also
increase the risks of its application. It was this awareness that contributed to the
emergence of coordinated efforts at the international level regarding the
international legal regulation of artificial intelligence.
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Introduction. Modern enterprises in
Ukraine are characterized by the dominance
of the influence of corporate features and
characteristics. This is what makes it
necessary to develop a methodology for
evaluating the effectiveness of corporate
management. Hence there is a need to
clarify the methodological foundations of
the concept of corporate governance and
the problem of ensuring its effectiveness,
which in applied terms is primarily related
to the creation of a mechanism for
managing corporate relations and a
corresponding model of managerial actions.
The hypothesis of the scientific research
consists in substantiating the conceptual
model for evaluating the effectiveness of
corporate management of companies using
legal aspects and factors of influence of
state regulation.

The purpose of the study is the formation
of methodological and legal aspects of
evaluating the effectiveness of corporate
management of companies

The methodology of scientific research is
the evaluation of the socio-economic
efficiency of corporate management, which
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relations and the determination of relevant
criteria and  performance indicators,
combined into two groups: financial and
non-financial investors. One of the main
methods is dialectical, since all phenomena
are considered as a whole. Specific
methods: analysis and forecast — when

evaluating the management system
according to various criteria; company
standards — to compare the obtained

indicators with the existing system of
company standards and norms.
Conclusions and prospects for further
research. The essence of the effectiveness
of corporate governance lies in ensuring the
balance of interests of participants in
corporate relations. The universal character
of such relations for any organizational and
legal forms of enterprises with corporate
features is substantiated.

The analysis of the corporate sector and
socio-economic factors of the effectiveness
of corporate governance in the economy of
Ukraine testified to the significant real
impact of different orientations of interests,
motives, and strategic goals of various
corporate groups.

consists in determining the level of Keywords: management  efficiency;
achievement of the balance of the interests evaluation; organizational and legal
of persons interested in the company's support; corporate relations; corporate
activities, involves the analysis of management.
the interests of all participants in corporate
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Beryn. [Ins cydacHHUX MiANPUEMCTB B
VkpaiHi XapakTepHUM € JIOMIHYBaHHS
BILJTUBY KOPIOpaTUBHUX puc 1
xapaktepuctuk. Came 1€ 3yMOBIIOE
HEOOXIHICTb ~ PO3POOJICHHS  METOJUKH
OLIIHIOBAHHS e(EKTUBHOCTI
KOPIIOPATHBHOTO  yNpaBIiHHA.  3BiAcH
1OCTa€e notpeba YTOYHEHHS
METOAOJIOTTYHUX OCHOB HOHATTS

KOPIOPATUBHOTO YIPABIIHHS Ta MPoOIeMHU
070 3a0e3ne4YeHHs HOoro eQeKTUBHOCTI,
00 B NPUKIAAHOMY IUIAHI IIOB’SI3aHO
nepeayciM 13  CTBOPEHHSM  MEXaHi3My
yIIPaBIIiHHS KOPIIOPAaTUBHUMHU
BIIHOCHHAMH 1  BIONOBIOHOI  Mozell
YIPaBIiHCHKUX .

I'imore3a HAYKOBOI'0 JOCTiMKEeHH A
HOJIsiTae y OOTPYyHTYBaHHI KOHIIETITYaIbHOT
Mozenl OILIIHIOBAaHHS e(EeKTUBHOCTI
KOPIOPATUBHOTO YHPABIIIHHA KOMITAHISIMH
3 BHUKOPHCTaHHSIM IIPaBOBUX AaCIEKTIB Ta
YHHHUKIB BIUIUBY JIepKaBHOTO
peryItoBaHHS.

Metow pgociigxeHHsi € (GOpMyBaHHS
METOAMKO-TIPAaBOBUX ACIEKTIB OLIHIOBAHHS
e(eKTUBHOCTI KOPTIOPaTHBHOTO
YIpaBIiHHS KOMITaHISIMH

MeTo1010Ti€l0 HAYKOBOIO JAOCJTiIKEHHS
€ OILIHIOBAaHHS  COIIAJIbHO-€KOHOMIYHOI
e(eKTUBHOCTI KOpIIOPATUBHOTO
YOpaBIiHHA, SKa TMOJSITa€ y BU3HAYCHHI
pIBHA JOCATHEHHs OanmaHCy I1HTEpeciB
3aIliKaBICHUX y JisSIIbHOCTI KOMIaHii 0ci0,
nependavae MPOBEICHHS aHamizy
THTEPECIB YCIX YYaCHHKIB KOPTIOPATHBHUX

! Hayionanvna axademis enympiwmix cnpae, Kuis,

BIIHOCMH 1 BHW3HAUYEHHSA BIJIOBIIHUX
KpUTEpIiB Ta MOKA3HUKIB €(PEKTUBHOCTI,
00’enHaHUX y ABI rpynu: (IHAHCOBI Ta HE
¢inancosi iHBecTopu. OIHUM 13 OCHOBHHUX
METOMIB € JIAJIEKTUYHHUM, OCKIUJIBKH BCl
SBUIIA PO3IIANAIOTECA SIK  €IMHE LIiJIe.
Crenniuni MeToM: aHAITI3Y W MPOTHO3Y —
OpH  OIHII CUCTEeMH YNpaBIiHHSI 34
PI3HUMH KpHUTEPiIMU; HOPM KOMIIAHIA —
JUTSL CIIIBCTABJICHHS! OTPUMAHHUX MOKa3HUKIB
3 HasBHOIO CHCTEMOI0 HOPM 1 HOPM
KOMITaHIH.

BHCHOBKHM Ta NepcHeKTHBHU MOAAJIbIIHX
pociaimkedb.  CyTHICTh  €(EKTUBHOCTI
KOPIIOPATUBHOTO YIPABIiHHS TMOJIATAE Y
3a0e3meueHHi OaaHcy 1IHTEpPeCiB y4acCHUKIB

KOPIIOpaTHBHUX BIHOCHH.
OOTpyHTOBYETHCS YHIBEpCaIbHUI XapakTep
TaKUX BITHOCHH VIS Oylb-IKUX
oprasizaniiHO-TIPaBOBUX bopm

HIAIPUEMCTB, IO MalOTh KOPIOPATHUBHI
O3HAKH.

AHaii3  KOpPIOPAaTUBHOTO
COLIAJBHO-EKOHOMIUYHUX
e(eKTUBHOCTI KOPTIIOPaTHBHOTO
VOpaBIiHHA B  GKOHOMIIll  YKpaiHu
3aCBITYMB TMPO 3HAYHHUH pealbHUil BIUIMB
PI3HOI CIIPSIMOBAHOCTI 1HTEPECIB, MOTHBIB,

CEeKTOpY Ta
(dakTopiB

CTpaTeriuHux iIei PI3HUX
KOPIOPaTUBHUX TPYII.

Kurouosi cJIoBa: €(eKTUBHICTb
VIPaBIIHHS; OIIHIOBaHHS; OpraHizaiiiiHo-
npaBoBe  3a0e3Me4YeHHs;  KOPIOPaTUBHI

BITHOCUHH; KOPIIOPATUBHE YIIPABIIHHS.
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Problem statement The importance of the problems of corporate
governance for the country's economy makes it necessary to determine its state
and evaluate its effectiveness based on the study of the system of forming
factors at enterprises. The purpose of such an assessment is to obtain
information about the state of corporate governance, which can be used both
when making investment decisions (by external users) and when determining
directions for improving management (by internal users). The essence of the
problem is that, on the one hand, such evaluation cannot be carried out by
companies based on a single indicator and requires a certain system of
multifaceted indicators, and, on the other hand, the use of some integral
evaluation indicator may not reveal the corporate nature of the problem.

Analysis of recent research on the problem Previous studies of
companies testify that there is no single universally recognized approach to
evaluating corporate governance. A number of different so-called "codes of best
practice”, for example (Goncharenko and ISoraité, 2019; Zhygalkevych and
Zalutskyi, 2023; Nebava, 2011; Shkoda, 2022), of corporate governance, which
take into account differences in legislation, the structure of management bodies
and conduct of business in one or another country and taking into account the
specifics of the firm. It can be argued that there is no single recognized indicator
of the excellence/efficiency of corporate governance, as well as the coverage in
the scientific literature of various methodological approaches to assessing the
effectiveness of corporate governance. In this regard, the issue of creating a
national methodology that would take into account the specifics of the
functioning of domestic corporate enterprises and, accordingly, the system of
factors that determine the state of corporate governance, remains relevant.

The purpose of the study there is research and formation of regulatory
aspects of corporate governance effectiveness assessment.

Presentation of the main material The methods of international
companies deserve special attention, the analysis of which allows you to
evaluate the approaches to solving the problem in the countries of the world
under other models of corporate governance, as well as to evaluate the
possibility of using such methods in the post-Soviet space. Here are some of the
most common methods.

Thus, the rating agency Standard & Poor's uses the definition of the level of
corporate governance (CGS) (Goncharenko and ISoraité, 2019; Zhygalkevych
and Zalutskyi, 2023). This indicator is quite well-known and is considered to be
the one that most accurately reflects corporate governance and its level
compliance with certain standards. The CGS calculation methodology involves
determining the compliance of real corporate governance with regard to the so-
called universal principles (honesty, transparency, accountability,
responsibility). For the purposes of CGS analysis, the concept of corporate
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governance includes the relationships between the company's managers,
members of its board of directors (supervisory board), shareholders and other
financially interested persons. Based on the analysis of the received data
regarding the company's compliance with the corporate governance codes and
rules developed according to the best practice, the Standard & Poor's agency
assigns the CGS corporate governance level on a scale from CGS-10 (higher
level) to CGS-1 (lower level). The determination of such a level aims at the
analysis of two components: the company's rating and the national background.
The company's rating is evaluated based on the effectiveness of the interaction
between management bodies, the board of directors, the company's shareholders
and other interested parties. Within this component, the internal structure and
management processes of an individual company are primarily evaluated. Such
subcomponents include:

- ownership  structure (transparency of the ownership structure,
concentration of ownership and influence on decision-making);

- relations with financially interested persons (regularity of shareholders'
meetings, ease of access to such meetings and availability of information about
them, voting procedure and procedures of shareholders' meetings, violation of
shareholders' rights);

- financial transparency and information disclosure (quality and content of
published information, timeliness and availability of published information,
independence and reputation of the company's auditor);

- the composition and practice of the board of directors (the structure and
composition of the board of directors, its role and efficiency, the role and
independence of third-party directors, policy regarding the impact of
remuneration to directors and members of senior management, evaluation of the
quality of their work) (Nebava, 2011; Shkoda, 2022).

The analysis of the national background involves an assessment of the
effectiveness of the legal, regulatory and information infrastructure in the
country. This component assesses how external factors at the macroeconomic
level affect the quality of the company's corporate governance. Such an analysis
includes four areas: the legal environment; regulation; information
infrastructure; market infrastructure.

To assign the rating, both the survey and the following objective
information are used: the company's annual and quarterly reports for the last
three years; the company's charter and internal regulatory documents of the
company; reporting provided to state bodies; minutes of ordinary and
extraordinary meetings of shareholders for the past three years; minutes of
meetings of the board of directors (supervisory boards) for the last three years;
published information on new share issues; data on shareholders owning more
than 10% of shares and creditors; information on fines, fines and other sanctions
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in connection with publicly recorded violations of shareholders' rights, including
pending lawsuits; information on the structure and composition of the board of
directors; information about the auditor of the company; information on major
deals over the past 3 years, the amount of which is more than 10% of the net
value of the company's assets; information about the registrar, etc. (Fedulova et
al., 2007).

The corporate governance rating of the consulting firm Deminor (DR),
which specializes in services for the protection of the rights of institutional, legal
and corporate minority investors, is based on the application of international
standards of corporate governance and is calculated on a scale from DR-10
(higher rating) to DR-1 (lower) rating) (Fedulova et al., 2007). The DR rating is
assigned to companies at their behest or at the request of investors who wish to
purchase the company's shares. Four factors are evaluated for assigning the DR
rating: compliance with the rights of shareholders and their fulfillment of their
duties; payment of dividends to the company; transparency of corporate
governance procedures; structure and functions of management bodies of
companies.

The corporate governance quotient (CGQ), proposed by Institutional
Shareholder Services (ISS), differs from others in that it takes into account not
only the corporate governance structure of the company, but also its position on
the market (Fedulova et al., 2007). The CGQ is based on an assessment of
51 factors, divided into seven groups: composition and structure of governing
bodies; company charter and internal regulatory documents; compliance with
legislation; compensation for members of executive management bodies;
qualitative factors, including the implementation of financial plans; property of
managers and employees of the company; education of managers.

Indicators of corporate management companies Davis Global Advisors,
Inc. (DGA) is used to assess the state of corporate governance in individual
countries. At the same time, the following factors are evaluated (on a 10-point
scale) (Baula, 2016).

1. The structure of the board of directors (supervisory board) — application
of the code of best practices of corporate governance, the presence in the board
of directors of persons who are not part of the executive bodies and are not
employees of the company, the independence of the board of directors, the
distribution of powers of the chairman of the board of directors (supervisory
board) and the chairman board (executive director), committee of the board of
directors.

2. The right to vote.

3. Transparency (accounting standards, disclosure of information about
managers' salaries).

4. Protection of property rights.
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The corporate governance risk index (CGR according to the Crichton-
Miller and Workman method is used to assess the risk of losses of investor
companies from unsatisfactory corporate governance in individual countries. If
DGA is used mainly for developed countries, then CGR is for countries with
transition economies. This method is based on questions are divided into four
groups, among which subgroups with relevant questions are distinguished.

1. Assessment of current legislation (registration of shares and other
company securities, rights of parties — shareholders, creditors, employees,
managers, etc., implementation of shareholder rights, compliance with openness
and control, quality of contracts, bankruptcy, interests of members of
management bodies).

2. Evaluation of legal processes (availability, efficiency and speed of legal
protection, arbitration, influence on decisions of judicial bodies, implementation
of laws and court decisions).

3. Assessment of the regulatory regime (capital market regulator, central
bank, financial control, insider trading, fair competition, accounting in
companies, audit).

4. Evaluation of "ethical coverage" — the fight against organized crime, the
role of criminal groups, the level of corruption, violence against business,
overpayments by companies, tender processes, bribes (Baula and Hanushchak-
lefimenko, 2016).

Questions within groups and subgroups require an unambiguous answer:
"yes" or "no", which allows the company to calculate the specific weight of
positive and negative answers, build a rating scale and determine the CGR
index. The index can have the following values: 0-5 (very high); 6-10 (tall);
11-20 (average); 21-28 (low). Each group of questions is scored from 0 to 7.

Among the most meaningful methods are the works of L. Fedulova
(Fedulova et al., 2007), which suggests evaluating the level of corporate
governance in three directions: corporate regulations, corporate culture, and
economic efficiency of companies. A set of factors belonging to a certain
direction can be combined into blocks characterizing different aspects of
corporate governance. In general, the state of corporate governance in the
company is assessed according to the following scheme:

1. Factors determining compliance with corporate regulations.

Block 1.1. Ownership structure (availability of declared but unissued
shares, presence of a shareholder with a controlling/blocking block of shares,
preference in the ownership structure of the share of company managers,
presence of a state share in the capital of companies, presence of a foreign
strategic investor, presence of a share of joint-stock company employees in the
capital of companies, presence in the charter of norms, which prevent "dilution”
of capital.
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2. Factors determining the level of corporate culture.

Block 2.1. Ownership (transparency of the company's ownership structure,
the influence of minority shareholders on decision-making, the presence of
informal mechanisms for limiting the rights of shareholders-employees of the
enterprise, the priority of the rights of the state as a shareholder of companies.

Block 2.2. Relations with interested groups (ease of access to shareholders'
meetings, the possibility for shareholders to adjust the agenda of general
meetings, availability of transparent contracts with company managers,
openness of procedures for choosing business partners of companies, availability
of a strong partner bank, participation of company employees in decision-
making).

Block 2.3. The company's financial culture (timeliness and completeness of
settlements with business partners, timeliness of dividend payments, timeliness
and completeness of payments, availability of regulations that prevent trading
based on insider information, independence and reputation of the company's
auditor).

Block 2.4. Activities of the Supervisory Board (the influence of the
Supervisory Board on the formation of the strategy and ensuring the protection
of shareholders' rights, compliance with the requirements regarding the
independence of the members of the Supervisory Board, the role of the board in
the settlement of intra-corporate conflicts, the transparency of the procedures for
calculating remuneration and assessing the quality of work of its members).

Block 2.5. An initiative in the field of corporate governance (observance of
principles of corporate governance, adoption of normative documents regulating
corporate relations, formation of Supervisory Board committees, involvement of
a new team of managers, regulation of conflict of interests in the company,
establishment of principles of motivation of management personnel, formation
of corporate traditions).

3. Factors characterizing management efficiency.

Block 3.1. Modernization of the management structure (decentralization,
creation of separate departments, merger of divisions, creation of innovative
firms within the company, formation of divisional structures, creation of
divisions for organizational development of the company, cancellation of
unprofitable production).

Block 3.2. Increasing economic efficiency (ensuring the financial stability
of companies, achieving positive financial results, increasing the return on
equity, increasing the absolute value of dividends and the share of profit directed
to the payment of dividends, achieving growth in sales volumes) (Goncharenko
and ISoraité, 2019).

Thus, as a whole, the above criteria and indicators are aimed, first of all, at
assessing the extent to which the company's corporate governance system
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complies with international principles for the protection of shareholders' rights,
how safe the investment will be for potential investors, the extent to which the
actions of managers are controlled by the Supervisory Board and, based on this,
how effective corporate governance is. In such an evaluation scheme, as in other
analogues, the evaluation mechanism is traced based on both traditionally
quantitative (for example, economic) indicators and indicators that can only be
evaluated subjectively. Different approaches are united by the fact that the
number of proposed indicators is quite numerous, and hence, we believe that
evaluating the effectiveness of corporate governance is an analytical process that
requires a large amount of information and time consumption, as well as the
expertise of analysts.

The theoretical analysis of research in the field of evaluating the
effectiveness of corporate management gives grounds to conclude about the
possibility of dividing various methods (Fig. 1) into certain groups. Yes, the
comparative method and the method of assessing the risk of corporate
governance are qualitative methods. Methods of evaluating the effectiveness of
corporate management, based on the analysis of the economic activity of the
corporation, which also generalize the methods of assessing the financial
condition and the methods of assessing the market value, can be considered
quantitative methods.

Risk assessment

Comparative
corporate management

Methods of evaluating the effectiveness of corporate management

Analysis of economic activity

v v
Financial analysis Assessment of market value
v v
- Two-factor model - Assessment of profit capitalization
- Z-coefficient of Altman - Evaluation of the market value of
- Taffler's model and others. shares

Source: adapted from (Hanushchak-lefimenko, 2014; Goncharenko and ISoraité, 2019).
Fig. 1. Methods of assessing the effectiveness of corporate management

Existing approaches to evaluating the effectiveness of corporate

governance from the point of view of the corporation's market value involve the
availability of various methods. Among the main ones is the determination of
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the market value based on the assessment of the capitalization of the income of
the corporation, another — on the basis of the exchange rate of the corporation's
shares.

In the first approach, the price of the enterprise is determined by the
capitalization of profit according to the formula:

V= K 1)
P — expected profit to be paid, as well as interest on loans and dividends;
K — weighted average value of liabilities (obligations) of the firm (average
percentage showing interest and dividends that must be paid in accordance with
market conditions for loan and equity capital) (Fedulova et al., 2007).

A decrease in the price of an enterprise means a decrease in its profitability
or an increase in the average value of liabilities (demands of banks, shareholders
and other investors) (Fedulova et al., 2007). Forecasting the expected decline
requires an analysis of profitability prospects and interest rates, while it is
advisable to calculate the price of the enterprise for the near and long term.

L. Shveykina and others. propose to evaluate the effectiveness of corporate
governance using the corporate conflict intensity index (I1KK) (Moroz et al.,
2001), which reflects with a certain probability the state of relations between
shareholders for each of the studied enterprises. Quantification of the index is
carried out according to the following formula:

N
CCl=d, > d; 2)
i=1
N — the number of events involved in building the index;
I — event number;
di — a dummy variable that takes on a certain value depending on whether
the event actually happened,;
do — a dummy variable that takes the value of zero in the event that the
company has a shareholder who owns more than 50% of the shares, and the
value of one in all other cases.

Lower values of IIKK indicate a lower level of conflict between the
company's shareholders. Accordingly, the higher the value of the index, the
higher the intensity of corporate conflict and the lower the efficiency of
management.

The following group of events is taken into account:

1) the existence of a shareholder who owns more than 50% of the shares
(dO takes the value 0 when there is no such shareholder and 1 when there is).
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2) payment of dividends on preferred shares (d; takes on the value 1 when
the payment was made, and 0 when it was not).

3) acquisition of its shares by the enterprise; sale (transfer) of shares to
employees (d, takes on the value of 1 when such a sale took place, and 0 when it
did not take place).

4) a new issue that is not related to the revaluation of fixed assets (d; takes
on the value of 1 when there was an issue, and 0 when there was no issue).

5) how many general meetings of shareholders were held in the last three
years (ds — number of meetings).

The method proposed by the authors provides for the creation of an
effective control mechanism that could prevent insiders from manipulating
assets, however, according to the authors, this should be a reasonable
compromise between the need to provide small shareholders with means of
protection in case of violation of their rights and the possibility of preventing
blackmail of corporations on the basis of unfounded requirements (lawsuits).
The last point is important, because evaluating the effectiveness of corporate
governance cannot bypass moral and ethical aspects. Such aspects can, under
certain conditions (if they are carried out from the point of view of the priorities
of some group of participants in corporate relations) become an obstacle to a
correct assessment. Moreover, this factor can be considered one of the main
principle points in the formation of the evaluation methodology: hence, the
corresponding methodology should be as free from subjectivism as possible.

Research Findings and Prospects. Each of the methods, in our opinion,
reveals only certain aspects of features, advantages or disadvantages of
corporate management at a specific enterprise or industry as a whole. The
disadvantages of these methods are that when using them, it is not possible to
describe the effectiveness of corporatization in dynamics, to model, and
therefore, to predictably optimize this process. It should be noted a number of
fundamental points that should be taken into account when developing
alternative methodical products. Firstly, foreign methods, given the realities of
the corporatization process in Ukraine as a whole, are problematic to use in
Ukraine for a number of reasons, among which the main ones, in our opinion,
are the impossibility of obtaining complete or at least approximate information
on most criteria, as well as that the most important thing is the fundamentally
different nature of corporate relations, and, hence, the problematic field in which
the corporate management systems of domestic enterprises, at least most of
them, function. In scientific works, the point of view that individual companies
and countries as a whole should realize that their investment image depends
primarily on the level of compliance of corporate governance with international
standards is quite common (Yermoshenko and Hanushchak-lefimenko, 2010). In
turn, such a statement of the question appears to us to be very simplified in view
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of the lack of a single model of corporate governance, great differences between
different models, and also — and this is the main thing — in view of the fact that
the domestic experience of corporatization is, as will be shown in the work
below, unique and little-studied, as well as in need of proper methodological and
methodical substantiation.

Secondly, it is extremely important to create a system of criteria and
indicators that could be used to assess the effectiveness of corporate governance.
As you can see, the number of such indicators is very large, and the indicators
differ sharply in different methods. At the same time, these methods cover one
fundamental problem field of implementation in each specific example of
corporate relations, and this field of analysis has both an economic and a broad
social meaning. We believe that among the criteria and indicators in the methods
mentioned above, it is possible to differentiate them in the following directions:
1) purely economic indicators of efficiency, which at the same time are based on
traditional quantitative and qualitative evaluation indicators; 2) indicators related
to the evaluation of the perfection of corporate culture, which are quite difficult
to measure quantitatively; 3) indicators that try to reflect the dependence of the
effectiveness of corporate governance on the distribution of power at a specific
enterprise; 4) indicators of organizational content, which cover issues of the
process of organizing corporate relations and management as a whole. The
criteria and indicators of all the analyzed methods can be presented in such a
differentiation scheme.

The essence of corporate governance should reproduce, first of all, such
general elements as the validity of the goals of real corporate governance
systems, relations between different groups of participants in corporate relations,
regulation of these relations primarily at the level of a specific economic entity.
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the focus of theoretical developments that
have great practical significance, as they
reflect the changing conditions of the
functioning of organizations in the business
environment.
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Problem statement. Companies join together to make the most of market
opportunities that cannot be realized individually. As a result of their unification
around the main business processes, multidimensional hierarchical
organizational structures are formed — horizontal creative corporations, strategic
alliances, modern modifications of diversified conglomerates, consortia,
holdings, clusters — the new corporate business model of which involves the
assessment of their structural properties, which are manifested through extensive
production cooperation with suppliers of components, consumers and competing
companies in order to use their production capabilities, professional knowledge
and competences on the basis of outsourcing or contract manufacturing.

Analysis of recent research on the problem. If we summarize the
definitions of integrated business structures that exist today, which have been
analyzed in the scientific literature, we can come to the conclusion that the basis
of ensuring the structural properties of IBS for the development of
entrepreneurship is a temporary network of production cooperation of several
business entities, individual collectives or people who own key competencies to
execute a specific market order based on a single enterprise
system/environment. The partnership is temporary and when a certain / set result
Is achieved, it can also be temporarily terminated until the next market order,
and the dynamic network after the execution of the current order can be
transformed with the arrival of the next regular order by attracting new or
exiting / excluding old partners. The business network can also be transformed
when the market situation changes, or at certain stages of the product's life cycle
in the case of its moral aging (Bentler, 1990; Bert, 1981).

The purpose of the study there is research of scientific and methodical
approaches to the assessment of structural properties of integrated business
structures.

Presentation of the main material. The main property of business
integration is that, unlike the traditional one, which focuses on centralized and
decentralized structural properties, it is aimed at using common assets (resources
and competencies) of several firms operating in different areas of the value
chain. A comparative analysis of the structural properties of traditional and
entrepreneurial integration is presented in Table 1.

Distinctive characteristics of business integration include its distributed
structure open for cooperation; the modularity of construction, which consists in
the autonomy and narrow specialization of the basic elements (participating
enterprises) of the business network; the priority of interpersonal relationships;
high status of information and telecommunication means of integration;
dependence on the level of professional qualification, legal and self-awareness
of the participants of the business network. As a result, it creates conditions for
the formation of competitive advantages: high speed of execution of various
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individualized orders; reducing the asymmetry of market information and,
accordingly, transaction and aggregate costs; more complete satisfaction of
individual requests of the customer; lowering barriers to entering new markets
(Hanushchak-lefimenko, 2014).

Table 1

Comparative analysis of structural properties of traditional
and entrepreneurial integration

Structu_r al Traditional integration Business integration

properties

Advantages |Ensuring the release of affordable | Adequate response to changes in individual
and high-quality goods of mass|consumer  preferences and  market
demand in large volumes;|conditions, creativity and receptiveness to
concentration of resources in|innovations, which are able to ensure the
order to preserve and develop the |realization of innovative entrepreneurial
scientific, industrial and|potential and the development of the
technological base of economic|economy.
growth.

Factors of |Material and financial assets|Intellectual and entrepreneurial assets (new

competitive |(financial capital). knowledge, competences, goodwill).

advantage

Conditions of
formation and
development

Formal formation through the
establishment of large industrial
corporations with a limited right
to independence; diversification
of activities based on several
technical areas that provide a
wide range of products.

Institutional conditions for the
development of  knowledge-intensive
industries and the material base of small
innovative businesses; state support for
small innovative enterprises ensures the
development of promising areas of
innovative activity in conditions of limited
financial resources and a high risk of their
non-return; legal support of innovative
activity; development of production-
technological,  transport-logistics  and
information infrastructure of integrated
production.

Limitations
and risks

A high level of specialization and
centralized regulation of activities
aimed at obtaining maximum
income by minimizing costs and
low wages; weak receptivity to
technological progress and low
competitiveness, which cause low
growth rates and disparities in
social production, contribute to
the  deepening of  crisis
phenomena in the economy.

The complexity of the multidimensional
distributed production and technological
network and the associated high probability
of loss of controllability, violation of
economic proportions between the main
types of economic activity and slowing
down of economic growth; imperfect
corporate adaptation and management of
integrated business structures; insufficient
level of corporate culture  and
organizational readiness for changes, lack
of qualitatively new concepts, methods and
tools of organizational management.
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The difficulty of distinguishing and systematizing the structural properties
of integrated business structures of the entrepreneurial type is due to the fact that
many different, similar associated and other organizational forms of production
cooperation are used in the practice of entrepreneurial activity. For example,
quite often the structural properties of integrated business structures of the
entrepreneurial type mean one or another form of organization of the interaction
of business entities working in the field of material and technical supply and
sales, production and transport logistics, and some researchers
(www.clairfield.com) distinguish them into local (internal company)
technological networks of production cooperation and territorially distributed
(corporate and inter-corporate) networks of globally integrated production.
Other researchers, as a classification feature, use the type of management, the
duration of the integration formation, the field of activity, mutual dependence
and interest of partners, information and telecommunication technologies used
to organize the interaction of integration participants, and many others (Gordon
and McCann, 2000). From the standpoint of the organizational and management
tasks of the research, in our opinion, the most appropriate classification of the
structural properties of integrated business structures according to the first three
of the above-mentioned features, namely, the type of IBS architecture (intra- and
inter-corporate networks of production cooperation); the type of IBS
management (concentrated, centralized and decentralized, distributed /
coordination and intelligent) and the duration of the network (temporary and
long-term). According to these characteristics, two main types of structural
properties of integrated business structures of the entrepreneurial type, which
use different approaches to the organization of management, can be quite clearly
distinguished: temporary, which arise in virtual markets of goods and services,
as well as in the system of production cooperation of large industrial enterprises,
which are permanently formed upon receipt of a market order and are dissolved
/ modified after its execution; and permanent networks of scientific and
technical and / or production cooperation, focused on the continuous search and
receipt of market orders in a certain field of activity (integrated contract
production). A version of this classification is presented in Table 2.

It should be noted that the characteristic features of long-term integrated
business structures, as a rule, include: the presence of a general corporate spirit
and an atmosphere of trust, which are able to unite and keep together different
creative teams, differing in interests and areas of activity; unified information
environment and interaction regulations; existence of a system of long-term
contractual relations between cluster network participants; selection of groups
that develop and implement long-term (innovative and investment) projects. At
the same time, it should be noted that intra-firm localized cooperation, which
allows to distinguish a class of intelligent integrated production systems of high-
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tech enterprises, identical to globally integrated (territorially distributed among
corporate) production systems according to the principles of construction,
operation and development.
Table 2
Classification of structural properties of integrated business
structures of the entrepreneurial type

Type of IBS Internal company Corporate
cooperation Temporary Long-term
Vertically integrated IBS Production
(centralized control type) Traditional mass cooperation Infrastructure
production networks, logistics cooperation
systems

Horizontally integrated IBS Electronic markets,

(decentralized control type) Ir:olfjﬁzztt)ilgn companies selling szlt?,\sglri:?rqa{jita”
P goods and services
Horizontally integrated IBS Computer . . .
(coordination type of control) |integrated adaptive | Network clusters High tsl(ij Zt':r(iusmal
production
Z'r?trélzl?n;iltlZolgt(reglr?te% Iv|v3i?h Intelligent Temporary Virtual corporations
g yp production creative teams and clusters

elements of self-organization)

Within the framework of the study, the justification of the structural
properties of integrated business structures of the entrepreneurial type is of
greatest interest. In our opinion, the process of their formation requires the
presence of a developed business environment, which is formed by uniting in
strategic alliances a certain general population of individual small and large
enterprises/contract factories that work in a certain sector of the economy and
pursue common or similar goals, local production systems which in their
consolidated mass form a distributed multidimensional production and
technological matrix — a cluster. The structural properties of integrated business
structures of the entrepreneurial type should be considered as optimal options
for the formation of a multidimensional matrix with dynamic links of industrial
cooperation between enterprises and nodal connections (Biggadike, 1976). In
practical terms, this is done as follows.

Entrepreneurial nodal networks (IBS cells) identify market opportunities or
receive orders, look for potential partners within and beyond the established
business environment, and conclude appropriate operational agreements,
primarily with those business entities with which they have established long-
term partnerships relations within the framework of a strategic alliance. The key
point in this case is the time of searching, evaluating, selecting, attracting and
consolidating business partners into a permanent business network using a
specially developed organizational and economic mechanism, visualization tools
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and intelligent management support technologies, as well as telecommunications
information networks. In order to reduce search time, a number of foreign
scientists (www.clairfield.com; Gordon and McCann, 2000), propose to
organize as part of long-term integrated entities special, continuously
functioning holdings and metaholdings (they may include representatives of
large enterprises, subjects of entrepreneurial activity, scientific teams, and
invited experts), which should perform the role of a kind of intellectual
coordination centers, competence management and goal-setting of joint
activities of all participants, respectively (Biggadike, 1976). The operative
production top management of the holding consists in: determining the
organizational, technical and technological requirements for the business
process related to the execution of the order, the involvement of possible
executors of the order who possess key competencies (in the form of knowledge,
experience, resources and production capabilities); distribution of work and
additional resources required for their implementation; in coordinating the
actions of the executors and joint control over the progress of the order, with the
possible redistribution of tasks between the executors if it is necessary to speed
up their execution. At the same time, there is a need to coordinate a large
number of territorially distributed partners of participants as part of the IBS in
order to balance the available resources. It is obvious that a natural and effective
solution to this problem is the use of modern information and communication
systems and technologies for the transmission and processing/analysis of
operational information to support the process of making group management
decisions as part of a single information system of the business environment.
The results of the analysis of scientific and methodological approaches to the
assessment of structural properties of integrated business structures are shown in
table 3.

Comparative analysis of existing and promising scientific and
methodological approaches to the assessment of structural properties of
integrated business structures is widely presented in the scientific literature,
including the works of the authors (Bert, 1981; Biggadike, 1976; Buzzell and
Gale, 1987), made it possible to identify four possible approaches to evaluating
the structural properties of integrated business structures, the description of
which is presented below in the order that reflects the evolution of
organizational structures of business management, characteristic of the
development of corporate organizations in the 20th century.

We will consider in more detail the structural properties of integrated
business structures with centralized, decentralized, coordination and intellectual
types of management, which have a certain theoretical and practical
significance, as they allow to identify and implement the main trends of
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organizational development, including new forms and methods of management
in entrepreneurship.
Table 3
Scientific and methodical approaches to the assessment
of structural properties of integrated business structures
for the development of entrepreneurship

Approaches to assessing the structural properties N~
. Self-organization
Structural of entrepreneurial IBS
properties Centralized | Decentralized N Intelligent management of
Coordination ;
management | management entrepreneurial IBS
The principle Functional Subject Integration Creative cooperation is
of business specialization | specialization based on entrepreneurial
process initiative
organization
High Flat hierarchy Network Self-organization of
Management hierarchy adaptation participating partners
structure (manufacturer, distributor
and retailer)
Form of Vertical Horizontal Conglomerate Entrepreneurial IBS
integration
Business to the to order to order / project project
model warehouse
Reaction to
changes in the Inert Reactive Adaptive Proactive
external
environment
. Price Price Time Customer-oriented
Competitive .
Quality Customer- approach
advantages . . .
Time oriented approach Uniqueness
Staff Fulfilling of | Career growth Professional Intellectual development
motivation needs growth
Development Capital Quialified staff | Competences Knowledge,
factor entrepreneurial innovation

The analysis of the practice of using centralized management in IBS shows

that they slowly adapt to market changes and respond poorly to customer needs,
and the staff of such corporate entities is limited in creative initiative and
decision-making, which is necessary for the effective implementation of
economic activities in competitive market conditions. Under certain conditions,
vertical integration and the corresponding "pyramidal” model of centralized
management appear to be more effective and sustainable, as it ensures the
programmed behavior of the corporate network based on end-to-end planning.
With decentralized management, instead of vertical administration based
on a set of functions and departments, small conditionally autonomous units are
created, specializing in the performance of several objectively completed
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fragmentary tasks as part of the overall business process. With such a
management organization, the decision-making process moves to the lower level
to the heads of business structures of the entrepreneurial type, closely related to
the direct executors of work and specific production issues, and all coordination
processes are carried out due to the local interaction of the participants of the
horizontally integrated business structure. The governing body reserves the
functions of organization, goal definition and general control over the
implementation of business activities. This model is successfully applied in the
conditions of a relatively stable competitive market of final products, which
requires prompt and purposeful appropriate response of the corporate network to
consumer requests. However, the decentralization of management requires the
adoption of certain organizational and economic measures, including those of a
costly nature, related to the retraining of managers, overcoming resistance and
stereotypes of work in centralized corporate structures;, by changing the
accounting and reporting system. It should also be taken into account that the
effectiveness of the application of a flat organizational structure of management
decreases with the increase in scale and complexity of technological processes
and, accordingly, chains of cooperation in integrated production. Distributed
corporate networks of production cooperation have structural properties of
inertia, because with the growth of the number of consolidated links of the
technological network, uncontrolled dynamics of their spatio-temporal
interaction arise.

The structural properties of coordination management are manifested in the
associated form of management organization of various associations of
heterogeneous business entities (autonomous unions/alliances, diversified
conglomerates, long-term networks of industrial cooperation and entrepreneurial
horizontally integrated corporate structures), consolidated into a single business
process using mutual ownership of shares and the use of unified information and
communication systems to coordinate the management of joint activities. The
main advantage of multidimensional associative forms of business organization
Is related to the possibility of quickly attracting and using the resources,
knowledge and professional competences of the participants of the value chain
that are most suitable for the fulfillment of a specific order. This approach
makes it possible to successfully use this form of organization and management
in various sectors of the economy. This management model involves the
voluntary active behavior of participants in the value creation chain and the
development of a general coordination center as part of the governing body of a
horizontally  integrated corporation, which directly regulates the
multidimensional production and technological network by non-directive formal
methods using information technologies and telecommunications.
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Many scientists in the field of organizational management and development
suggest a transition to the informal construction and self-organization
management of multidimensional integrated business structures with proactive
behavior that corresponds to modern trends in the development of integrated
organizations, namely, the reduction of management levels and the total number
of middle and lower managers on the basis of broad involvement direct
executors of work in solving scientific and industrial tasks using intellectual
methods and management tools (Buzzell and Gale, 1987).

The intellectual management of entrepreneurial IBS, first of all, manifests
itself through the improvement of the efficiency of the activities of small and
medium-sized business entities of the participants' partners who possess the
necessary competencies and the available innovative potential, through their
integration at the national and international level into the target corporate
business structures — clusters — with with the aim of producing a competitive.

Research Findings and Prospects. It should be noted that a fundamentally
new object appears within the framework of intelligent management — a complex
set of multidimensional cluster interactions in a spatial and temporal relation, which
requires fine regulation and, accordingly, new approaches to the organization of
management. This is due, first of all, to the fact that the role of participants in
integration relations is distributed according to the business processes of supply,
production and sale. It is quite obvious that the principles of formal unification and
coordination of activities used by modern corporations/holdings of the adaptive
type are not suitable for the organization of their successful work, since these
integrated structures are the result of self-organization of innovative activity
participants into entrepreneurial network structures.

Unlike IBS, managed with the help of formal orders of the administration
and the establishment of work rules, these intelligent integrated business
structures are independently formed under the influence of such factors as the
motivation of cluster participants to obtain an additional synergistic effect from
business cooperation and management of their self-organization and interaction
processes. The main components of the effect are: high rates of
commercialization of innovative developments, large-scale output of
competitive products on the national market, favorable conditions for attracting
investments, high rates of development of competencies of innovative leaders.

As a result of business integration (production cooperation, merger and/or
takeover), open integrated business units (creative companies, virtual holdings,
clusters, etc.) are created, which in most cases do not take the form of
diversified conglomerates typical of the current market situation , and represent
permanently forming virtual production and technological chains that unite
territorially or administratively separated scientific, production, financial and
other business processes into certain clusters.
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