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CTPATETIYHUM MAPKETUHI B CUCTEMI MEHEAJKMEHTYV:
TEXHOAOTIS BI3BHEC-AAATNITALIIT B YMOBAX TAOBAABHUX BUKAUKIB

The article substantiates that the formation of the strategic marketing paradigm in its current form
resulted from a strengthening of the role of marketing as a tool for the strategic management of
business processes, which shapes the strategic orientation of the enterprise and determines its
competitive status. Itis highly relevant for business entities to involve strategic marketing tools from
the perspective of their implication as a crucial component of the overall management system, whose
primary taskis to develop an appropriate marketing strategy based on the identification of competitive
advantages and the implementation of strategic development goals.

The focus is on the technology used for the formulation and implementation of marketing strategies
for business entities, taking into account the innovative management aspect, which enables business
adaptation in the face of global challenges. It is suggested that this approach serves as a lever for
ensuring the economic interests of the enterprise and contributes to compliance with the imperatives
of marketing management. The place of strategic marketing in the structure of marketing
managementis determined by covering the stage of marketing planning in terms of setting marketing
goals, identifying and attracting internal reserves, forming an information case, and forecasting the
development of business entities with the help of strategic marketing tools and technologies
(advertising campaigns, sales promotion methods, propaganda, individual trade events, etc.).
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Itis substantiated that the use of strategic marketing tools in business processes should be carried
outaccording to a situational approach, which entails considering both certain features at a particular
momentin time and the dynamics of transformational changes over a certain long-term period. This
will make it possible to develop an adequate marketing strategy that is backed by resource capacity
and that is as close as possible to the actual market situation and the conjuncture of market
fluctuations.
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B cTatTi 06rpyHTOBAaHO, LLO CTAHOBJ/IEHHS NapafnrMmn CTPaTeriyHoro MapKeTUHry B ioro cy4acHo-
My popmari Bigbynocs y 38'a3Ky i3 NOCUI€HHSIM POJIi MapPKeTUHry K Ai€EBOro iHCTpyMeHTa cTpaTeri-
YHOIro ynpasniHHA 6i3Hec-npouecamu, Lo BU3HAYa€ cTparTeriyHy opieHTauiio nignpuemcrtsa, pop-
Mye vioro 6i3Hec-nopTgesns, ineHTU@ikye LiboBy ayaUTOPIl0, KOHKYPEHTHUIA cTaTyc Ta micue Ha
PUHKY. na cy6'ekTiB 6i3Hecy 3asy4eHHs iHCTPYMEHTIB CTpaTeriYyHoro MapKeTuHry € rocTpo aKTy-
a’sibHUM 3 no3uLii Kloro iMmnnikadii sk He3amMiHHOro esieMeHTa 3arasibHoi CUCTEMU MEeHEA)KMEHTY,
KJIIO4YOBUM 3aBaAaHHSIM IKOro B6a4aeTbcs po3pobka Ta imniemMeHTalis agekBaTHOi MapKe TUHIOBOi
cTparerii Ha OCHOBI igeHTngikaLii KOHKYPEeHTHUX nepeBar Ta peani3auii yine ctpareriyHoro po3-
BUTKY.

3ocepenxeHo yBary Ha TEXHONOrii po3po6ku Ta peani3auii MapkeTUHroBoi cTparerii cy6 'ekTiB
rocrnogaploBaHHs 3 ypaxyBaHHSIM iHHOBaLiiHOIro ynpas/liiHCbKOro acrnekTy, L0 yMOXJINBITIIOE Bi3Hec-
aganrauyiio B yMOBax rnio6asibHUX BUKJINKIB. ADryMeHTOBaHO, WO Takui niaxig BUCTynae Baxkesiem
3abe3rneyeHHs eKOHOMIYHUX iIHTepeciB NigrnpueMcTBa Ta cripyuse 4OTPUMAaHHIO iMrepaTuBiB Mapke-
TUHIOBOro MeHe)XMEeHTY B 4HaCTUHI nigHeceHHs poJli 6isHecy B peanisauii yinev cranoro po3suTky.
Micue cTpaTteridyHOro MapKeTuUHry B CTPYKTYPi MapKeTUHIr-MeHe)KMEeHTY BU3Ha4Y€HO 3 ro3uLiii oxor-
JIGHHS1 eTany MapKeTUHIOBOIo IMJ1aHyBaHHS Y YaCTUHIi MOCTaHOBKU MapKeTUHIOBUX Linieii, BUSIBJICHHS
Ta 3a/1y4eHHsI eHAOreHHnx pe3epsiB, popmMyBaHHS iHpokericy, NPOrHo3yBaHHS PO3BUTKY Cy0 '€KTIB
6i3Hecy 3a 4OMOMOrolo iIHCTPYMEHTIB Ta TeXHOJIOrii cTpaTeriyHOro MapKeTuHry (PekaaMHuxX Kam-
naHivi, MmeTogie popmMyBaHHS NONUTY Ta CTUMYJIIOBaHHS 30yTy, nponaraHau, iHanBigyaabHUX TOpro-
BUX 3axoniBTaiH.).

O6rpyHTOBaHO, L0 BUKOPUCTAHHS IHCTPYMEHTIB cTpaTeriyHoro MapkeTuHry y 6isHec-npouecax
cnig 3piicHioBaTN 3a cUTyauiliHUM nigxo[oMm, Wo nepenbdbayae ypaxyBaHHs He InLLe NeBHUX 0co6-
JINBOCTEN Y KOHKPETHUA MOMEHT 4Yacy, a i AuHaMiky TpaHc@opmMaLiiHnuX 3pyLueHb Y BUBHaA4Y€HOMY
AO0BrocTpokoBomy nepioni. Lie ymoxnnents popmMyBaHHSI a4EeKBaTHOI pecypCHO nigkpinaeHoi map-
KeTUHroBoi cTparerii, MakcumasabHO HabGIMKeHoT 4o peasibHOT PUHKOBOI CUTYaLii T2 KOH TOHKTYPHUX
BUKJINKIB 6i3Hec-cepenoBuLla.

Key words: strategic marketing, marketing strategy, marketing management, business entity, marketing
decisions.

KnatowoGBi cnoBa: cmpameaiyHuli mapkemuHe, mapkemuHaoBa cmpameais, mapkemuHaoBul meHeodxcmeHm,
cy6'ekm 6izHecy, mapkemuH2o8i pieHHS.

GENERAL PROBLEM STATEMENT
AND ITS CONNECTION TO IMPORTANT

tation in the business environment. Therefore, the
marketing strategy should be viewed in the context of the

SCIENTIFIC AND PRACTICAL TASKS

The global nature of market transformations requires
arethinking of the role of strategic marketing in shaping
business development imperatives. The formation of the
strategic marketing paradigm in its current form resulted
from a strengthening of the role of marketing as a tool for
the strategic management of business processes, which
shapes the strategic orientation of the enterprise and
determines its status in the competitive market. In other
words, marketing management becomes an indispensable
attribute of the creation and implementation of the overall
strategy of the enterprise development. Its complexity is
determined by the fact that managerial decisions are
subject to constant conjuncture fluctuations and are
impacted by a complex of economic, political, psycho-
logical, and social factors. This necessitates quick adap-

implementation of the overall strategy of the enterprise,
and its development should be based on strategic
orientation.

ANALYSIS RECENT PUBLICATIONS
AND RESEARCH

Numerous researchers from Ukraine have written about
the topic of the development of strategic marketing in
business, including M. Bagorka, L. Balabanova, A. Baba-
chenko, T. Ustik, V. Bondarenko, M. Dmytruk, B. Zamiatin,
M. Kruglov, Ye. Loiko, L. Melnyk, I. Petrova, V. Ponomaren-
ko, L. Protsenko, Ye. Romat, A. Starostin, |. Tereshchenko,
Z. Tiagunova, V. Kholod, Z. Shershniova, L. Shulga and
other[1—9]. Noting the value of these researchers' work,
we point out that the issues of determining the position of
strategic marketing in the enterprise's management system
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Table 1. Divergent description of operational
and strategic marketing

Operational marketing
Action-oriented
Existing opportunities
Variables not related to goods
Stable environment
Reactive behaviour
Daily management
Marketing department

Strategic marketing
Analytical orientation
New opportunities
Variables related to goods
Dynamic environment
Preventive behaviour
Long-term management
Cross-functional organization

Source: adapted based on [8].

as a contemporary technology for business adaptation
under conditions of global challenges requires in-depth
study, which determines the relevance of this study.

PURPOSE OF THE STUDY

The purpose of the study is to provide theoretical
substantiation of the essence of strategic marketing and
determineits placein the enterprise's management system as
atechnology of business adaptation under global challenges.

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

The acceleration of globalization processes and the
deepening economic crisis actualize the need to create and
apply new approaches to the organization and conduct of
business. One of these approaches is strategic marketing.
It is a contemporary concept of producing and selling
products based on market requirements. According to its
content, marketing as a management function is intended
to assure the creation and application of a marketing
strategy (its design, functional feasibility, implementation
tools, information support, etc.), which constitutes stra-
tegic initiatives in the process of the implication of
marketing technologies in business. According to this
viewpoint, strategic marketing is a component of strategic
management and marketing management of business
entities. A review of literary sources shows that both
Western and domestic researchers have taken into account
the interpretation of the strategic marketing concept and
the process of developing a marketing strategy in many of
their works. Due to the multifaceted nature of the
"strategic marketing" concept, there is currently no unified

definition. According to the definition of M. Dmytruk,
"strategic marketing is an intellectual activity of studying,
marketing analysis, and forecasting the state of the
external and internal environment of the enterprise in order
to participate in defining the enterprise's mission and
goals, creating a strategy for its development, and forming
favorable prerequisites for its effective implementation,
which would provide the enterprise and the goods,
services, or ideas it produces to achieve competitive
advantages" [5, p. 52]. V. Bondarenko and Z. Tiagunova
suggest considering strategic marketing as a crucial
integral part of the strategic management of the
enterprise. The position of strategic marketing in the
marketing management structure of the enterprise is
determined by the fact that it encompasses the stage of
marketing planning in terms of setting marketing
objectives and developing marketing strategies" [4, p. 8].
Strategic marketing, according to L. Balabanova, is first
and foremost a modern stage of implementing a strategic
approach to enterprise management [3, p. 8]. Itis also an
analytical process intended to identify market needs and
its expected evolution. It is primarily an analysis of the
needs of individuals and organizations [3, p. 40].

Based on the generalization of existing scientific
approaches, it is evident that strategic marketing is an
indispensable element of a business entity's management
system, the primary task of which is to develop an
appropriate marketing strategy based on the identification
of competitive advantages in terms of the implementation
of marketing goals and the solution of strategic
development tasks. In view of this, strategic marketing
determines the efficiency of the enterprise in the context
of conceptualizing its strategic ambitions, which makes it
different from operational marketing (Table 1).

The need for timely and ongoing monitoring of the
marketing environment and, on this basis, the creation of a
pertinent information case for the development of tools and
technologies for adaptation to conditions of increased
uncertainty are both necessitated by the aggravation of
socioeconomic challenges in business. Under such cir-
cumstances, strategic marketing is intended to provide appro-
priate marketing support for business processes in a strategic
perspective. Fig. 1 illustrates the technology of strategic
marketing from the standpoint of ensuring the systematic

development of business entities.

Despite being given autonomy in
managerial decision-making, economic

Goods adapted -
v to needs
Consumer demand
v

entities today frequently lack the
motivation for strategic forecasting

Production capacity,
provision of resources [¢

Economy of scale

and building a strategic development
model. At the same time, concen-
trating solely on short-term perfor-

Investment

Development of a

4 mance and taking into account only

v business entity

| Price reduction |

Expansion of market

actual data (limited to a specific time

niches interval) does not ensure strategic

New groups of
buyers

e

L1

effectiveness. This confirms the expe-
diency of creating a marketing busi-
ness plan that is focused on achieving

Fig. 1. Technology of strategic marketing from the standpoint
of ensuring the systematic development of business entities

Source: based on [1; 3; 5; 7].

the mission of the business entity and
is oriented towards meeting the needs
of the target market in a strategic
perspective.
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STRATEGIC MARTKETING BARRIERS

WAYS TO OVERCOME

Levelling of marketing technologies in the
development process; the uncertainty of the
place and role of strategic marketing in the
marketing management process

Strengthening the system and forecasting the
development of the business entity on the basis
of marketing

Inadequate methodological base of strategic
marketing

Formation of an adequate methodological base
for strategic marketing

Insufficient theoretical and practical training
of top managers to work under increased

Training and retraining of specialists on issues of
strategic marketing

Dispersion of marketing functions and an
intuitive approach to choosing a strategy for
the development of a business entity

Strengthening the responsibility of management
personnel as to their decisions on the strategic
enterprise development, the formation of SEC
and the involvement of strategists-analysts

Lack of situational approach

)| — —| | —
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1
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1

The use of a situational approach to establishing
the limits and directions of the implementation
of strategic marketing in the relevant SEU

Fig. 2. Explication of strategic marketing barriers that business entities face
and ways to overcome them

Source: author's research.

The successful operation of business entities in the
context of market relations requires high-quality and
effective marketing management. One can determine the
place of strategic marketing in the structure of marketing
management by covering the stage of marketing planning
in terms of setting marketing goals and developing a
marketing strategy, which includes market segmentation,
and determining the position of a business entity in it. In
turn, the assessment of the strategic position is carried
out to identify the correspondence of its real capabilities
to the competitive environment and determine its place in
it. Overall, the assessment of the potential of the enterprise
and its market attractiveness makes it possible to obtain
the anticipated result of the analytical stage, namely, the
value of the strategic position, which serves as the
foundation for decision-making regarding the formation
and use of the entity's resources in terms of individual
market segments. In light of this, analytical tools are crucial
to achieving reliable and objective results of strategic
analysis. Business entities are increasingly advised to
concentrate on the development of more sophisticated,
modern marketing management systems, which will aid in
their gradual adaptation to the changing business
environment, as the dangers of the external environment
become more complex and diversified.

The driving forces of the market economy require a
focus on the creation and application of adequate
marketing strategies that can ensure the realization of the
existing potential of business entities. It also emphasizes
the need to expand the tools for achieving the defined
objectives. The marketing strategy must be consistent with
resource provision and resource potential, as well as
external constraints. Under such circumstances, the use
of strategic marketing in business activities is an undeni-
able argument (Fig. 2).

The efficient operation of contemporary enterprises
complements the macro- and microeconomic development

of general social situations, organizational and legal forms
of business organization, economic management methods,
the established strategy for further development, etc. The
place and role of strategic marketing in this process lies
not only in the ability to comprehend and perceive the
nature and causes of marketing fluctuations, establish the
general trend of their development, model a strategic
course for identifying the primary objectives of the
enterprise's development, and create efficient strategies
for achieving those objectives under the condition of
bifurcations of the external business environment, but also
in the ability to take into account changes in the enter-
prise's internal environment and, on this basis, enable their
management through the awareness and competence of
its consumers.

At present, the vast majority of managers of business
structures, regardless of their organizational and legal
form, make managerial decisions without proper mo-
nitoring of the specific features of running their own busi-
ness. As aresult, the development of a marketing strategy
occurs in extremely unpredictable and risky circumstances,
including due to the lack of adequate analysis and
assessment of the significance of the influence of factors
in the external business environment. In addition, the
business entity has to concentrate not only on the state of
the internal environment but also on developing a long-term
policy, the implementation of which will enable it to develop
in accordance with the chosen course.

The management strategy for business entity develop-
ment is a plan of action in relation to the vector of their
development in order to accomplish the set goals in the
relevant market situation during a predetermined period.
At the same time, a crucial strategic goal is to ensure one's
own competitiveness, which is the basis of the develop-
ment of the company's competitive advantages in the
target market and serves as a major lever for making a
decision on the employment of strategic marketing tools.
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Strategic marketing should be integrated into business
processes based on a situational approach, which involves
considering not only specific features at a given moment
in time but also the dynamics of transformations over a
certain time range for a long-term period. This makes it
possible to create a marketing strategy with the maximum
approximation to the situations occurring in the market.
The technologies of the situational approach should be
used in the process of managing strategic marketing. This
is related to the following aspects: first, its adaptability
and uniqueness make it possible to apply it in accordance
with the immanent marketing strategy in view of their
uniqueness and difference; second, the variability and
unpredictability of the business entity's external
environment complicate setting and solving optimization
tasks. A calculated future development path is called a
strategy. Therefore, what today seems ideal might no
longer be so in the future. This confirms the impracticality
of strategic prediction based on the optimal scenarioin a
given time period; third, strategic marketing is distin-
guished by the application of a systemic approach to
changes in the situation.

CONCLUSIONS AND PROSPECTS
FOR FURTHER RESEARCH

The majority of Ukrainian businesses currently operate
in a challenging and uncertain environment, which proves
the necessity of implementing strategic marketing ideas
and technologies. To achieve marketing goals, business
entities need to identify and maximally attract internal
reserves, create an information case about the surrounding
market environment, and forecast development with the
help of strategic marketing tools and technologies, which
are an indispensable part of the management system whose
main task is to develop an adequate marketing strategy
based on the identification of competitive advantages in
the sphere of the realization of marketing goals and solving
strategic development tasks.
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