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CTPATETITYHUI MAPKETUHT TA IHHOBAIIVIHUI MEHEAJKMEHT Y MEAMYHUX
3AKAAAAX: IEPCIIEKTUBU PO3BUTKY I TPAHC®OPMAIII

The article substantiates that strategic developmentis an integral imperative for the successful
functioning of a business entity. Therefore, itrequires effective management because a constructive
mechanism for making managerial decisions is crucial for successful scaling of business in the
strategic perspective. From the standpoint of ensuring the strategic development and
competitiveness of healthcare institutions, effective management of business processes makes it
possible to implement innovative marketing technologies in order to improve the quality of services,
optimize resources, enhance interaction with patients, strengthen their loyalty, and promote the
professional development of medical staff.

SWOT analysis served as the methodological basis for determining internal resources and
opportunities for the strategic development of the healthcare facility under study. The analysis results
highlighted key aspects of the clinic's work to substantiate the marketing strategy. Attention was
focused on the technology of creating and implementing a marketing strategy, taking into account
the innovative management aspect, which makes business adaptation possible in the face of external
influences. It was argued that such an approach is a lever for integrating cutting-edge technologies,
managerial techniques, and decisions that will enable the healthcare institution to maintain its position
as a marketleader and provide the most advanced services in the field of ophthalmology.
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It was substantiated that innovation of the system for managing the strategic development of a
healthcare institution configures seven key components, each of which involves the implementation of
specific measures to ensure strategic development. These components are the most advanced medical
technologies (modern equipment for diagnosis and treatment; artificial intelligence and automation),
digitalization of management processes (electronic medical records (EMR); CRM systems), innovations
in patient-focused approach (healthcare at a distance, mobile applications), innovations in internal
management (optimization of internal processes, including the introduction of lean management; staff
training), financialmanagement and investment ininnovation (cost analysis and planning, investment
in R&D), marketing innovations and reputation management (digital marketing, reputation
management), and partnership and cooperation (collaboration with other healthcare facilities).

It was established that the innovation of the management system will enhance the quality of
healthcare services, ensure sustainable development, and strengthen market positions by integrating
the Iatest solutions into all aspects of the clinic's operations.
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B crarTi 06rpyHTOBaHO, WO CTPAaTEeriYHNii PO3BUTOK, sIK HeBig €eMHMIi imnepaTus ycniliHoro yHk-
uioHyBaHHS cy6 ‘€kTa rocrnogapioBaHHsl, NOTPebye e(peKTUBHOIro MeHeaXXMEHTY, aa)Xe KOHCTPYKTUB-
HWIi MexaHi3M NPUIHATTS yrnpaB/iHCbKUX PilleHb € 3arnopyKoIo HOro ycnilHoro MacwutabyBaHHs y
cTpareriyHivi nepcnekTusi. E¢pekTuBHe ynpasniHHa 6i3Hec-npoyecamu, 3 No3uLi 3abesne4yeHHs
cTpareridyHoro po3BUTKY Ta KOHKYPEHTOCIPOMOXXHOCTi MeaANYHNX 3aKnagiB, AO3BOJISIE iMIT/IEMEHTY-
BaTu iHHOBaLiViHi MapKeTUHIroBi TeXHOJOorii Asns NiaBULEHHS SIKOCTi HagaHHs1 nocayr, onTuMmisauii
pecypciB, NOKpaLyeHHsI B3aEeMoAii 3 nayieHTamMun, NoCUJIeHHS iX JIOSIZIbHOCTI, 8 TaKOXX CIIPUSIHHS PO -
¢eciriHoro po3BUTKy Mef4n4HOro rnepcoHainy.

MeTtogun4Holo OCHOBOIO igeHTudikaLlii BHYTPIiLLHIX pecypciB i MOXX/IMBOCTeN A4S cTpaTteriyHoro
PO3BUTKY Mean4YHoro 3aknany € SWOT-aHani3, pe3ynbraT SKoro 4o3BOJINIIN ifeHTU@IKyBaTu KJllo-
4YoBi acnekTn poboTu KNiHiKM 040 0OrpyHTYBaHHSI MapKeTUHIoBOi cTparerii. 3ocepemxeHo yBary
Ha TexHosorii po3pobku Ta peanizauii MapkeTUHroBoi cTparerii 3 ypaxyBaHHSIM iHHOBaLiliHOro yri-
PaBJliHCbKOIO acrnekKTy, L0 YyMOXJINBJIIOE Oi3Hec-aaanTawilo 3a yMOB 30BHILLHIX BNJINBIB. ADrymMeH-
TOBaHO, YO Takuu Niaxig BUCTYNae Ba)keseM iHterpawii HOBITHIX TEXHOJOriN, yripaB/iiHCbKUX METO-
AVK i pilleHb, Lo A03BOJIATE MEANYHOMY 3aK/laay 3aJIMuaTUCS nigepom B rasay3i ta HagaBaTn Hau-
cy4acHiwi nocnyru y cpepi ogpranbmorsiorii.

O6rpyHTOBaHO, L0 AN3aiiH iHHOBaTU3aLii cucTemmu ynpassiHHS cTpaTeriyHuM po3BUTKOM MeaNY-
HOro 3aksnagy KOH@irypye cim K/1o4o0Bux KOMMOHEHTIB, KOXeH 3 skux nepeabayae imnnemeHTauito
KOHKPEeTHUX 3axoAiB ass 3abeane4yeHHs CTPaTeriyHoro po3BUTKY, a caMe: HOBITHi MegNYHi TeXHO-
Norivi (cyyacHe obnagHaHHs N9 BiarHOCTUKMU i iKyBaHHSI; LUTYYHUIA iIHTeIeKT Ta aBToMaTn3adis);
ungposizayia ynpaeniHcbkunx 6i3Hec-npouecis (enekTpoHHi meanyHi 3anncu (EMR); CRM-cuctemn);
iHHOBaUiT B nayieHTOOpieHTOBaHOCTI (TenemeauumuHa, MobGinbHi goaaTkun); iHHOBawLily BHYTPILLHbO-
My ynpasJsiHHi (OonTuMi3auliss BHYTPILUHIX rnpoyeciB, 30KpemMma BnpoBag)xeHHs1 Lean-MeHe)KMeHTY;
HaB4YaHHSI NepcoHany); piHaHcoBe ynpaBsiHHS Ta iHBeCcTuyii B iHHOBaLii (aHani3 Ta nnaHyBaHHS BUT-
part, iHBectyBaHHsI BR&D); mapkeTuHrosBi iHHOBaLii Ta penyTayiliHuii MeHeDKMeHT (ungpoBui map-
KeTUHr, ynpasJiiHHs penyTrayui€r); napTHepCcTBO Ta cnisnpauys (konabopauyii 3 iHLWUMMn MmeguYHUMN
3aknagamu).

AdoBeneHo, o iHHOBaTU3aLliss CUCTEMU MEHEA)KMEHTY AO3BOJINTb NiIABULLNTYN SIKICTb MeaNYHNX
nocnyr, 3abe3ne4YynTb CTann PO3BUTOK Ta 3MILHUTBL NO3uLii Ha PUHKY 3aBASIKW iHTerpauii HOBITHIx
pilueHb y BCi acneKTy fisisibHOCTI KJIiHIKN.

Key words: strategic development, marketing strateqgy, managerial decisions, innovation of management system,
marketing management.

Knto4oBi cnoBa: cmpameeaiyHuli po3Bumok, mapkemuHaoBa cmpameeais, ynpaBaiHcoKi pilieHHs, iHHoBamu3ayis
cucmemu MeHeONMEeHMY, MAPKEMUH2-MEHEONCMEHM.

GENERAL PROBLEM STATEMENT objectives and improve performance. Being an indis-
AND ITS CONNECTION TO IMPORTANT pensable attribute of successful business functioning,
SCIENTIFIC AND PRACTICAL TASKS strategic development requires effective management,

Strategic development is an essential part of business since a well-established mechanism for managerial
initiatives for contemporary healthcare institutions decision-making making is the key to its qualitative and
alongside marketing support required to meet the quantitative scaling. It is extremely relevant to manage the
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Table 1. SWOT matrix of the business environment of Medical Center Zir Clinic

Strengths

‘Weaknesses

® doctors' high level of
professionalism;

® well-organized services for laser
correction and cataract treatment;

® competitive prices.

® organization of service during peak hours;

® insufficient communication with patients;
® unique modern medical equipment; | o

limited loyalty to regular customers.

Opportunities

Threats

THIEPCOHAIy.

® cxpansion of services through
healthcare at a distance;

® improving the organization of
business processes through optimization
of internal processes;

® cxtending the range of services;

® staff professional development.

® [1iBUIICHHS KBaTiiKarii °

® cconomic and political instability in the
country;

® changes in legislation.

competition from other clinics;

Source: author's research [5].

strategic development of ophthalmic facilities in terms of
ensuring sustainability and competitiveness in the
healthcare industry. Effective management of business
processes makes it possible to implement innovative
technologies that enhance the quality of medical care,
optimize resources, improve interaction with patients, and
promote the professional development of medical staff.

ANALYSIS OF RECENT PUBLICATIONS
AND RESEARCH

The issue of strategic development management has
been investigated by numerous foreign and domestic
scholars, such as |. Ansoff, M. Bagorka, R. Kaplan, |. Ko-
pytova, l. Kravchuk, S. Kucher, S. Lavrynenko, Ye. Loiko,
M. Meier, D. Norton, |. Petrova, M. Rotaiev, |. Tere-
shchenko, T. Ustik, O. Shardai, Z. Shershniova, L. Shulga,
etc.[1—4; 6]. The findings of these studies are valuable,
however, more research into this topic is required. Given
the challenges that the healthcare industry faces in the
context of hostilities in Ukraine, the relevance of this issue
is beyond doubt.

PURPOSE OF THE STUDY

The purpose of the study is to offer proposals for
ensuring the strategic development of a medical facility
based on applying the principles of strategic marketing
and innovation management.

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

The strategic development of an enterprise is a crucial
tool for ensuring its sustainability and success in a
competitive environment. Strategic development
management is an integrated and dynamic process that
requires attention to environmental changes and timely
adaptation of strategies to ensure sustainable
development and achieve the long-term objectives of
business entities.

Medical Center Zir Clinic LLC is an advanced medical
facility that uses innovative approaches in providing a wide
range of ophthalmic medical services. To identify internal
resources and opportunities for the strategic development

of the Medical Center, a SWOT analysis matrix was created
(Table 1). The clinic's official website and a database of
patient reviews from social media search engines provided
the majority of the information used in the assessment.
The SWOT matrix helps to identify what aspects of the
clinic's work need to be improved, as well as what
opportunities should be considered for further strategic
development.

Innovation in the enterprise strategic development
management system means using innovations to improve
its efficiency and competitive ability in the market. The
narrow definition of this concept implies integrating
cutting-edge technologies, management strategies, and
solutions that will enable a medical facility to maintain its
position as a leader in a particular industry and provide
the most advanced services.

The primary aspects of innovation of the enterprise
strategic development management system are shown in
Fig. 1.

Therefore, two areas are recommended within the use
of the most advanced medical technologies: 1) modern
equipment for diagnosis and treatment (introducing
innovative technologies such as laser surgery and robotic
surgery systems, which will enable the clinic to provide
more accurate and effective treatment); 2) artificial
intelligence and automation (integrating Al algorithms to
detect eye disorders such as glaucoma or diabetic
retinopathy, which will significantly increase the accuracy
and speed of problem detection and enable the formation
of personalized treatment plans).

Digitalization of management processes should be
carried through 1) electronic medical records (EMR)
(extensive introduction of electronic records will make it
possible to handle medical records more effectively,
ensuring access to information in real-time mode. It will
also make it easier to coordinate doctors and clinic's staff);
2) CRM systems (using CRM to enhance interaction with
patients, keep track of their visits, and create personalized
recommendations, which will increase customer satis-
faction and customer loyalty).

Innovations in patient-focused approach are based on
1) healthcare at a distance, which will expand the clinic's
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Innovation of of the enterprise strategic development management system at Zir Clinic LLC

Using the most
advanced medical
technologies

Modern equipment for diagnosis and treatment (introducing new technologies,
such as laser surgery and robotic surgery systems);

Artificial intelligence and automation (integrating Al algorithms to detect eye
disorders, such as glaucoma and diabetic retinopathy)

Digitalization of
management
processes

Electronic medical records (EMR) (introduction of 100% electronic records
makes it possible to handle medical records more effectively, ensuring access to
information in real-time mode. This also makes it casicr to coordinate doctors
and clinic’s staff);

CRM systems (to cnhancc intcraction with patients, keep track of visits, and
provide personal rccommendations).

Innovations in
patient-focused
approach

Healthcare at a distance (expands clinic’s opportunities to provide healthcare
scrvices at a distance, cnabling paticnts to get consulted anywherce);

Mobile applications (tools to self-check eyesight, make an appointment, and
gain access to diagnostic findings via smartphone).

Innovations in

Optimization of internal processes (using the newest management methods, such

management amd
investment in

internal as lean management and adaptive organizational structure);
management Continuous  staff training (innovative approaches to professional staff
development, particularly through online courscs and training).
Financial Cost analysis and planning (application of innovation in financial management

makes it possible for the clinic to optimize the usc of funds to invest in new
technologies and equipment);

innovation Investment in R&D (funding rescarch and development in the ficld of
ophthalmology).
Marketing Digital marketing (active use of digital marketing tools - social networks, search
innovation and cngine advertising and SEO);
reputation Reputation management (using patients’ reviews and introduction of
management recommendation systems).

Partnership and
cooperation

Collaboration with other healthcare facilities (partnership with other clinics,
universities, or research institutions contributes to exchange of experience and

innovation).

Fig. 1. Design of innovation of the enterprise strategic development
management system

Source: author's research.

ability to provide healthcare services at a distance,
enabling patients to get consultations anywhere, which is
crucial for patients with limited access to professional eye
care services; 2) mobile applications (tools to self-check
eyesight, make appointments and access diagnostic
findings via smartphones, which will improve service and
convenience for patients).

It is proposed to introduce innovation in internal
management through 1) optimization of internal processes
(using the newest management methods, such as lean
management and adaptive organizational structures, which
will enable the clinic to use resources more efficiently, cut
costs, and improve the quality of services); 2) continuous
staff training (innovative approaches to professional staff
development staff, in particular through online courses and
training, which will enhance their current knowledge and
skills to work with new technologies).

Financial management and investment in innovation
include 1) cost analysis and planning (application of
innovations in financial management will make it possible
for the clinic to optimize the use of funds to invest in new
technologies and equipment, which will increase its

competitive ability); 2) investment in R&D (funding research
and development in the field of ophthalmology is an
important aspect, which will enable the clinic to introduce
innovative methods of treatment and diagnostics).

Marketing innovations and reputation management are
based on 1) the introduction of digital marketing (active
use of digital marketing tools, such as social networks,
search engine advertising, and SEO, which will attract new
patients and raise awareness of services); 2) reputation
management (using patients' reviews and introduction of
recommendation systems, which will help to build a
positive image of the clinic and foster trust among
customers).

Finally, partnership and cooperation (partnership with
other medical facilities — other clinics, universities, or
research institutions will contribute to the exchange of
experience and innovation, which can also enhance the
quality of services and expand the clinic's capacity).

Thus, innovation at Zir Clinic LLC will enhance the
quality of medical services, ensure sustainable develop-
ment, and strengthen its market position by incorporating
the latest solutions into all aspects of the clinic's activities.
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Conclusions and prospects for further research.
Effective management is necessary for the strategic
development of healthcare because it enables the
introduction of innovative marketing technologies to
enhance the quality of service delivery, optimize resources,
improve interaction with patients, strengthen their loyalty,
and promote the professional development of medical
staff. The key components of the innovation of the
strategic development management system of a healthcare
facility include the use of the most advanced medical
technologies, digitalization of management processes,
innovation in patient-focused approach, innovations in
internal management, financial management and
investment in innovation, marketing innovations and
reputation management, partnerships and cooperation.
Innovations in the strategic development management
system will help improve the organization of business
processes, increase patient satisfaction, and reduce the
workload of medical staff.
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