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BIIAUB IU®POBOI TPAHCP®OPMAIIII HA CTPATETTYHUM MAPKETUHT TA MEHEAKMEHT

In the current context of rapid information technology development, digital transformation plays
an increasingly important role in strategic marketing and management. Its impact is deeply
evolutionary in nature, involving a gradual shiftin the fundamental principles of strategic decision-
making, strategic resource management, and long-term interaction with the market environment.
The purpose of the article is to analyze the specific impact of digital transformation on strategic
marketing and management, as well as to identify the main challenges and opportunities arising in
the process of the digital evolution of management processes. Based on the results of the study,
attention is drawn to the fact that digital transformation has a profound and multidimensional impact
on strategic marketing and management, changing not only the tools used but also the very essence
of managerial and marketing approaches. Specifically, digital transformation fundamentally reshapes
strategic marketing, turning it from an intuitive and linear process into a dynamic, flexible, and
analytically driven decision-making system. The main directions of the impact of digital technologies
are as follows: data transforms into a key resource for forming marketing strategies; digital
technologies enable deep personalization of marketing communications; the speed and adaptability
of strategies significantly increase; and the automation of marketing decisions is actively
implemented. Digital transformation exerts a profound and evolutionary influence on strategic
management, radically changing approaches to the development, implementation, and monitoring
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of strategies. The main directions of the impact of digital technologies are as follows: data is
transformed into a key strategic asset; automation of strategic processes enables businesses to
adaptplans, redistribute resources, update KPIs, and manage risks in real time with minimal manual
analysis; the role of the manager undergoes a qualitative transformation; flexibility and adaptability
of strategies become the primary prerequisites for competitiveness in conditions of digital turbulence,
replacing long-term planning with agile approaches and scenario thinking.

Y cydyacHunx ymoBax CTpPiMKOro po3BuUTKy iHpopmMauiiHux TexHosorin yungpposa TpaHchopmauis
Bigirpae geaani Baxnusiwy posb y cTpaTeriyHoMy MapKeTUHry Ta MeHeaxXmeHTi. Ii Bnnve mae rnn-
60K0 eBoIIOLIiHNIA XapaKTep i NPOSIBNSIETbCS B MOCTYNOBIN 3MiHi pyHAaMeHTanbHUX NpUHLUMNIB npuii-
HAITTSI CTpaTeridyHNX pilueHb, yripasaiHHS pecypcaMu Ta 4OBrocTpoOKOBOi B3aeMoii 3 pUHKOBUM ce-
pegoBuyemM. MeTolo cTaTTi € aHani3 ocobsmBocTel BBy ungpoBoi TpaHcgopmadii Ha cTpareriy-
HWUI MapPKeTUHI i MeHe)KMEeHT, a TaKO>XX BU3Ha4€HHSI OCHOBHUX BUKJINKIB i MOXXJINBOCTEMN, LLiO BUHUN-
KarTb y npoueci ungpoBoi eBosoLii ynpaBniHCbkUx npoyeciB. 3a pe3ynsratamu JOCHiO)KEHHS
nigKpecneTbCS, Lo ungdposa TpaHchopmaLisa cnpasnisie rnmboknii i 6araTroBuMipHwii BIINB Ha cTpa-
TeriYyHNN MapKeTUHIr Ta MEeHE4)KMEHT, 3MiHIOIYN He JTNLLe iIHCTPYMEHTapiii, a i CYyTHIiCTb yrpaBJ/liHCh-
Kux i MapKkeTUHroBux nigxondis.

LUndposa tpaHcopmaulia LOKOPIHHO 3MIHIOE CTpaTerivHUn MapKeTUHr, NepeTBOPIOIYN UOro 3
IHTYITUBHOIO Ta NiHIMHOro npouyecy Ha ANHaMIYHY, THY4YKY i aHaliTUYHO OPIiEHTOBaHy CUCTEMY rNPUNn-
HATTS piieHb. OCHOBHI HANPsSIMY BNJINBY UNGpPOBUX TEXHOJIOrIN NONSAraloTb y HACTYNMHOMY: AaHi rne-
PEeTBOPIOIOTLCS Ha KJTII04Y0BUI pecypc popMyBaHHSI MapPKeTUHIOBUX CTPaTeriv; ungpoBi TEXHONOrIi
3abe3neyyl0Tb rMMO60OKY NepcoHani3alilo MapKkeTUHroBux KOMyHikalili; 3Ha4HO 3pOCTa€E onepa-
TUBHICTb i a4anTUBHICTb CTPAaTErin; akTUBHO BIPOBaA)KYETbCS aBTOMaTHU3aLlisi MapKeTUHIrOBUX PiLLIeHb.

Lincpposa TpaHcopmavis 3giicHioe rnnboknii Ta NOCTynoBuii BNJIMB HA CTPaTeridyHnii MeHe aXx-
MEeHT, pagukasibHO 3MIHIOIYM Nnigxoaun 40 PO3pP06Ku, peanizauii Ta MOHITOPUHry cTparerivi. OCHOBHI
HanpsiMv BrJinBy Ln@poBUX TEXHOJIOFIN NONISIraloTb Y HACTYNHOMY: AaHi CTaloTh roJIOBHUM CTpareriy-
HUM aKTUBOM; aBTOMAaTU3aLis cTpaTeriyHUx npouecis 03BoJsIs€ Oi3HecaM B peasibHOMYy Yaci agan-
TyBaTyv NaaHu, nepepo3noginaTv pecypcu, oHossoBat KPIl Ta ynpaBnastn pusmkamu; posib MeHes-
JXepa 3a3Hae sikicHoi TpaHcgopmMaLii; rHy4YKiCTb i afganTUBHICTb cTpaTerivi CTaroTb KJ1I040BUMU pak-
TOPaMu KOHKYPEHTOCIPOMOXHOCTI B yMOBax LngpoBoi Typb6yneHTHOCTI, 3amMiHio4Yn TpaguLiiiHe
AOBrocTpoKoOBe niaHyBaHHS agile-nigxogamuv ta cLueHapHUM MUCJIEHHSIM.

Key words: flexibility and adaptability of strategies; deep personalization; marketing communications; marketing;
management; market analysis.

KaroyoGBi caoBa: eHyykicms ma adanmuBHicme cmpameeit; 2nuboKka nepcoHani3ayis; MapKemuH208/ KOMYHI-
Kauii; MapKemuHa; MeHeOHCMEHM,; AHA/I3 PUHKY.

PROBLEM STATEMENT

reducing risks associated with biases, intuition, or lack of

In the current context of the rapid development of
information technologies, digital transformation plays an
increasingly important role in strategic marketing and
management. Its impact is deeply evolutionary, involving
agradual change in the fundamental principles of strategic
decision-making, strategic resource management, and
long-term interaction with the market environment. There
is a continuous growth in the significance of digital tools-
platforms based on artificial intelligence, big data
processing technologies, cloud services, and automated
CRM systems-that transform the very nature of
competitive struggle and significantly influence the
requirements for managerial and marketing competencies.

The intensification of digital transformation leads to
a shift in focus within strategic management: decision-
making increasingly relies on data, predictive algorithms,
and automated analytical models. This, in turn, helps
minimize the influence of subjective human factors,

information. Digital technologies provide greater accuracy,
speed, and justification for both managerial and marketing
decisions.

Special attention should be given to the transformation
of strategic marketing, where digital tools radically change
approaches to market analysis, audience segmentation,
communication personalization, and building customer
loyalty. The use of big data, artificial intelligence, and
automated platforms enables companies to be closer to
consumers, quickly adapt strategies, and predict the
behavior of target groups with high accuracy.

Therefore, in the context of continuous technological
changes, the relevance of this research lies in the need to
rethink the role of digital processes in shaping strategic
decisions, particularly in marketing and management. The
growing digitalization of the business environment
demands the adaptation of existing business models, the
improvement of managerial and marketing approaches, as




RO NAW

SR ONOMMRA KA VKA

well as the development of new strategies focused on
flexibility, adaptability, and rapid response to change.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

The issue of the impact of digital transformation on
business activities has become particularly relevant today,
driven by the rapid development of information and
communication technologies and their deep penetration
into all areas of commercial activity. The increasing interest
of researchers and practitioners in digitalization is driven
by the need to rethink traditional management methods
and the demand for developing new business models
centered on flexibility, rapid responsiveness, and inno-
vation.

In particular, a wide range of issues related to the
digital transformation of management, customer
relationship management, and big data analytics have been
the subject of research in the works of lvanchenko N. O.,
and Kudrytska Zh. V., Rekachynska K. V., and Stets I. I.
Their scholarly studies reveal both the conceptual foun-
dations of digital transformation and the practical aspects
of implementing digital tools in business operations,
thereby creating a scientific basis for further exploration
of this topic.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

The purpose of this article is to analyze the specifics
of the impact of digital transformation on strategic
marketing and management, as well as to identify the main
challenges and opportunities arising in the process of
digital evolution of managerial processes.

THE PAPER MAIN BODY

The authors emphasize that digital transformation is a
process of profound structural changes in business involving
the implementation of digital technologies aimed at
enhancing the efficiency, flexibility, innovativeness, and
customer orientation of organizations. At the same time,
this involves the automation of individual processes and a
fundamental shift in the organization's operating logic,
strategic priorities, and the value customer proposition [2].

Digital business transformation does not have a clear-
cut periodization; however, its development can be
conventionally divided into several evolutionary stages [6]:

1. The 1990s-2000s — the initial computerization of
business, marked by the emergence of the first ERP sys-
tems, CRM platforms, email, and the internet as a commu-
nication tool. At this stage, the digital transformation of
the business itself had not yet begun; rather, individual
business processes were digitized.

2. 2010s — the beginning of true digital transformation,
driven by the widespread adoption of mobile technologies,
Big Data, artificial intelligence, cloud computing, and social
media. During this period, new types of businesses emerged
that developed their business models directly within the
digital environment (e.g., Uber, Amazon, Netflix).

3. Post-2020 — a sharp acceleration of digital
transformation due to the COVID-19 pandemic. Remote
work, online services, and e-commerce became integral
parts of business operations.

As of today, digital business transformation is
characterized by several key features [5-6]:

— Systematic and strategic nature — it becomes a
strategic task for company leadership, encompassing the
business model, organizational culture, and customer
interactions;

— Focus on data and analytics — data collection,
processing, interpretation, and use for decision-making
lie at the heart of the transformation;

— Atrtificial intelligence and automation — routine
processes are automated, and Al enables forecasting
customer behavior, optimizing costs, and personalizing
services;

— Agility and speed — businesses implement digital
transformation by shifting their organizational structure
toward agile models, cross-functional teams, and rapid
hypothesis testing;

— Minimization of the human factor in decision-
making — increasing numbers of decisions are delegated
to analytical algorithms and digital systems, reducing
subjectivity and enhancing efficiency;

— Changing customer expectations — users demand
seamless digital experiences: fast service, personalized
offers, and instant access, which businesses strive to provide.

Based on the above points, it is evident that digital
transformation fundamentally changes strategic
marketing, transforming it from an intuitive, predominantly
linear process into a dynamic, flexible, and analytically
oriented system for managing market activities. The key
specifics of this influence are as follows [5]:

1. Data becomes the foundation of marketing stra-
tegies. For instance, the streaming service Netflix actively
uses data on viewing history, search queries, user ratings,
and behavioral patterns to generate personalized
recommendations and make informed decisions regarding
the launch of new products.

2. Individualization and personalization of marketing
communications deepen. For instance, a customer may
receive a push notification with a personalized discount
specifically for the products they usually purchase — and
precisely at the moment when they are near the store.

3. The speed and adaptability of marketing strategies
increase. For instance, if there is a trend of increasing
popularity for a certain product, the marketing team can
quickly launch a targeted advertising campaign or adjust
the pricing strategy.

4. The automation of marketing decision-making
intensifies. For instance, online stores are increasingly
implementing solutions such as HubSpot, Salesforce, or
Bitrix24, which can independently determine the optimal
time to send a message, select relevant content, and even
predict the likelihood of purchase — all without the direct
involvement of a marketer.

A more detailed outline of the impact of digital
transformation on strategic marketing is presented by the
authors in Table 1.

According to the data presented above, the processes
of digital evolution in strategic marketing create numerous
opportunities-such as deeper consumer insights, easier entry
into new markets, rapid scaling of successful marketing
strategies, and increased ROI-but simultaneously generate
challenges, among which the most common are [5—6]:
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Table 1. Features of the impact of digital transformation on strategic marketing

Key characteristics

Features of the impact of digital transformation

Data becomes the
foundation of
marketing
strategies
business.

Instead of the traditional approach based on the marketer’s
experience or intuition, digital footprints, analytics results,
behavioral models, and large volumes of market data have
become the key sources for forming marketing strategies in

Individualization
and personalization
of marketing
communications
are enhanced

Businesses are shifting from mass communication to
targeted influence, creating personalized offers, messages,
and customer journeys based on data about the preferences,
behavior, and past experiences of individual consumers.

Agility and
adaptability of
marketing
strategies are
strengthened

Thanks to digital tools, companies can change or adjust their
strategic approaches to positioning, communications,
pricing, or audience engagement in real time in response to
customer behavior or changes in the environment.

Automation of
marketing decision-
making is deepened

This involves the use of algorithms, artificial intelligence
systems, and analytical platforms capable of independently
optimizing marketing budgets, managing content, selecting
communication channels with customers, identifying target
audiences, and even forecasting campaign profitability.

Source: compiled based on [2; 6].

1. An increasing demand for specialists in analytics,
digital technologies, and strategic thinking that grows
faster than internal staff training systems can adapt.

2. The use of large volumes of customer data raises
legal and ethical risks related to privacy and regulatory
compliance (e.g., GDPR).

3. The constant emergence of new tools and
communication channels requires flexibility and readiness
torestructure strategic approaches.

4. Fragmented data sources, platforms, and CRM
systems that are often insufficiently synchronized,
complicate the development of a cohesive marketing
strategy.

Digital transformation exerts a comprehensive impact
on strategic management in business, reshaping both the
approaches to strategy development and the mechanisms
of their implementation. The main specifics of this influence
are as follows:

1. Data becomes a strategic resource. So, large retail
companies such as Amazon use big data analytics to
forecast demand and optimize inventory, enabling them
to make more informed strategic decisions.

2. Automation of strategic processes deepens. For
instance, corporations implement artificial intelligence
systems that automatically assist in developing business
scenarios and quickly adjusting strategies.

3. The role of the manager gradually changes. For
instance, Amazon managers are increasingly taking on the
roles of coordinators and analysts. They focus on
interpreting data and making informed decisions based on
this information, while automated systems handle routine
tasks.

4. Adaptability and flexibility are enhanced. For
instance, startups and dynamic companies use Agile
methodologies and digital tools to adapt strategies to
changes in market conditions and consumer behavior.

5. A more detailed outline of the impact of digital
transformation on strategic management is presented by
the authors in Table 2.

According to the data presented above, the processes
of digital evolution in strategic management create numerous
opportunities-such as faster decision-making, improved
resource management efficiency, expanded channels for
strategic interaction with partners and stakeholders,
increased transparency of management actions, and greater
innovativeness. At the same time, they also generate
challenges, the most common of which are [3—4]:

1. Insufficient level of digital competencies among
personnel and managers.

2. Resistance to change within corporate culture and
organizational structure.

3. Emerging risks related to data protection and digital
infrastructure security.

4. Excessive dependence on technologies may reduce
flexibility in crisis situations or lead to a loss of critical
thinking.

5. Uneven digital transformation: different orga-
nizational units or regions may adapt at varying speeds,
creating imbalances.

CONCLUSIONS

The study highlights the fact that digital trans-
formation exerts a profound and multidimensional impact
on strategic marketing and management, changing not only
the tools but also the very essence of managerial and
marketing approaches.

Digital transformation fundamentally changes strategic
marketing, transforming it from an intuitive and linear process
into a dynamic, flexible, and analytically driven decision-
making system. The main directions of the impact of digital
technologies are as follows: data becomes a key resource
for forming marketing strategies; digital technologies enable
deep personalization of marketing communications; the
speed and adaptability of strategies significantly increase —
businesses gain the ability to adjust pricing policies,
positioning, or content strategies in real-time according to
changes in consumer behavior and the market environment;
automation of marketing decisions is actively implemented.
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Table 2. Features of the Impact of digital transformation on strategic management

Features of the impact of digital transformation
on strategic marketing

Key
characteristics

Data transforms
into a strategic
resource

In the digital era, the volume, speed, and accuracy of data
collection have increased significantly. Thanks to tools such as
Big Data analytics, artificial intelligence, and machine learning,
all available data become the foundation for scenario modeling,
trend forecasting, identifying weaknesses, and making
strategically important decisions.

Automation of Automation covers not only operational but also strategic aspects

strategic of real-time management, including: market condition analysis;

processes strategic planning indicators based on predictive models; risk

deepens analysis; indicators for scenario planning; status of key
performance indicators and budgeting; status of resource
allocation and supply chains.

Gradual change The manager is no longer just an initiator and controller of

in the role of the
manager occurs

strategies. Their role is evolving towards that of a facilitator of
digital transformation, an analyst and integrator of technologies,
and a change leader. The main focus shifts from strict control to
strategic vision, digital agility, and innovation management skills.

Adaptability and
flexibility
increase

In the digital environment, long-term planning gives way to
flexible, adaptive approaches that enable rapid responses to
changes in the market, customer behavior, regulatory
environment, or technology. This means implementing scenario
thinking instead of fixed plans; developing agile strategies; using
digital simulations and hypothesis testing before scaling solutions;

renewal.

and simplifying and accelerating the processes of strategic

Source: compiled based on [1; 3—4].

Digital transformation exerts a profound and evolu-
tionary impact on strategic management, radically
changing approaches to the development, implementation,
and monitoring of strategies. The main directions of the
impact of digital technologies are as follows: data trans-
forms into a key strategic asset; automation of strategic
processes enables businesses to adapt plans, reallocate
resources, update KPls, and manage risks in real-time; the
role of the manager undergoes a qualitative trans-
formation; flexibility and adaptability of strategies become
the primary prerequisites for competitiveness.

Prospects for further research lie in the in-depth study
of mechanisms for integrating digital technologies into
marketing and management strategic processes, parti-
cularly in the context of developing new management
models, organizational adaptability, and the transfor-
mation of managerial competencies in the digital age.
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