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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
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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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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

|
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Flexibility and
experimentation
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The digital world is
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be flexible and ready to
experiment, implementing
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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 |
| strategy for mobile platforms. | them and obtain useful information that |
“““““““““““““““““ will help in improving the strategy. !
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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.
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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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