ExoHomiuHul npocmip Ne 188, 2023

UDC 339.13:658.8
DOIL: https://doi.org/10.32782/2224-6282/188-16

Zhukov Sviatoslav

Doctor of Economic Sciences, Senior Researcher,
Professor of the Department of Business Administration,
Marketing and Management,

Uzhhorod National University

ORCID: https://orcid.org/0000-0002-0499-7990

Kulinich Tetiana

Ph.D. in Economics, Associate Professor

of the Department of Management of Organizations,
Lviv Polytechnic National University

ORCID: https://orcid.org/0000-0003-0110-7080

Nahorna Olena

Ph.D. in Economics, Associate Professor,

Senior Lecturer at the Department of Marketing and International Trade,
National University of Life and Environmental Sciences of Ukraine
ORCID: https://orcid.org/0000-0001-7573-0874

Kykos C.A.

Y KTOpOJCHKHUIT HAI[IOHANBHUH YHIBEPCUTET

Ky.ainiu T.B.

HamionaneHuii yHiBepcuTeT «JIBBIBChKA MOITEXHIKAY
Haropna O.B.

HauionanbHuii yHiBepcUTET O10pecypciB 1 IPUPOIOKOPUCTYBaHHS YKpaiHH

MODERN TRANSFORMATIONS
OF INDUSTRIAL MARKETING MODELS IN UKRAINE

In the conditions of active development of digital technologies and increased competition for consumers' spending, domestic
industrial marketing has essentially shifted its focus towards qualitatively new tools and technologies to achieve marketing
goals in the industrial sector. Under these conditions, it goes through a series of specific transformations, gradually evolving
into a quite flexible system that uses adjusted strategies, reactive methods, and variable approaches to promote and sell products
and services in the industrial market. Therefore, the article aims to study the nature and content of modern transformations
in industrial marketing models in Ukraine. The research results highlight the fact that the contemporary transformations in
industrial marketing models in Ukraine are characterized by the nature of change that emphasizes adjusted strategies, reactive
methods, and adaptable approaches to meet the evolving demands of consumers, competitive pressures, and technological pos-
sibilities. These transformations exhibit the following features: gradual hybridization of marketing methods and technologies
by combining their traditional forms with innovative ones,; an increase in the scalability of the internal marketing department;
enhancing the strategic flexibility of marketing by developing the capability for automatic change generation, adapting market-
ing strategies swiftly to new market conditions and opportunities.
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CYYACHI TPAHC®OPMAIIII
MOJEJEW MPOMHUCJOBOI'O MAPKETHUHTY B YKPAIHI

Bimuusnanuii npomMucioguti Mapkemune, 8 yMo8ax aKxmueHo20 po3gumKy yu@dposux mexHoao2iti ma noCcuieHHs KOHKypeHyii
30 2powi CnoJICUBaYi8, (PaKxmuuHo NepeopicHMy8ascs Ha SAKICHO HOGI IHCPYMEHMU Ma MEeXHON02I 00CACHEHHS MAPKEMUH20GUX
yineti 8 iIHOyCMpIANbHOMY CeKMOpi. 3a Maxkux ymoe 6iH npoxoounbs yepes HU3KY Cneyu@iuHux mpanc@hopmayiti, BHACIIOOK AKUX
NOCMYno8o NepemeopioEMbCs Ha O0CUMb SHYUKY CUCIEMY, WO BUKOPUCTOBYE CKOPEKMOBAHI cmpamezii, peakmueHi Memoou ma
3MIHHI NIOX00U 00 NPOCYBAHHS MA NPOOANCY NPOOYKYIT Ma NOCIye HA NPOMUCIO80MY PUHKY. Biomax cmamms cnpsimosana Ha
BUBYCHHSA XapaKmepy ma 3MiCmy Cy4acHux mpanceopmayii mooeneti npOMUcios020 mapkemunzy 6 Ykpaini. 3a pesynomamamu
0ocniodcenHs Y10 BUABLEHO, WO CYUACHT mpanchopmayii mooeneil nNpoMUcio8020 MapKkemuney 8 Yxpaiui xapaxmepuzyiomucs
Q0CACHEHHAM KOPUSOBAHOCMI CMpameziil, 6UKOPUCIAHHAM PeakmueHux Memooie i 3MIHHUMU NIOX00aMu, AKi 8i0nosioaoms
MIHAUBUM BUMOSAM CHONCUBAYIG, HASBHOMY KOHKYDEHMHOMY MUCKY Md MEXHON0STUHUM Modcaugocmsam. Lfi mpancghopmayii
BUPIZHAIOMb MAKI 0COOIUBOCHI, SIK. NOCMYNO8A 2iOpUOU3AYIsL MemOoOi8 Ma MeEXHONO2IL MAPKEMUHZY; NIOBUWEHHS UBUOKOCTI
Macwmady8ants GHYMpIiHb020 cepedosullyd MapKemuH208020 Gi0Oiny; NiOGUUeHHS CIMPAMe2iuHOl 2HYYKOCII MAPKemuHzy 3
hopmysanms 30amuocmi 0o agmomamuunoi eenepayii smin. [logederno, wo yi ocoorusocmi mparcgopmayii mooeneri npomuc-
7108020 MapKemuHey 6 VKpaini exazyiome Ha mi 11020 3MIHU, SAKI CHPAMOBAHI HA U020 nepemeopents na eBoNOYilHY, 2iOpUOHY
u inmenexmyanshy cucmemy. Mapkemune six eBoToYiliHG cucmema 8i00opadicac tlo2o NOCMItHULL PO36UMOK ma adanmayiio 0o
3MiH Y cyuacnomy bi3Hec-cepedosuyi. Mapremune sk 2IOpUoHa cucmema 03Hayae, wo 8iH 00'€OHYe Pis3Hi Memoou, MmexHoni02il
ma nioxoou, sKi NOCOHYIOMb MPAOUYIUHT THCIMPYMEHMU MAPKeMUuH2y 3 IHHOSAYIHUMU MA yu@dposumu memodamu. Mapxemune
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SAK THMENeKMYaIbHA CUCIEMA O3HAYAE, WO GIH BUKOPUCINOBYE THMENEKMYAIbHI NIOX00U ma mexnHonozii 015 36opy, 0opobku ma
auanizy 0anux, pospooxu cmpameziti ma npuuHAMmA piwens. Ilepcnexmusu nooanbuux 00Ciodcenb oasAams y CUCHEMHO-
MY BUBUCHHI 63AEMO38'SI3KY MINC 3MIHAMU 8 MAPKEMUH208UX NIOX00aX Ma eqheKmusHiCmio KOMYHIKAYil 31 CROXCU8AUaAMU.

Knwouosi cnosa: macuimabyeants, MapkemuHeoeull 8i00i, MexHoI02ii MapKemuHey, npooaxjc npooykyii ma nociye.

Statement of the problem. Domestic industrial
marketing, in the context of the active development
of digital technologies and increased competition for
consumers' money (which is driven by a significant
market contraction due to the war), has effectively
shifted towards entirely new tools and technologies for
achieving marketing objectives in the industrial sector.
Under these conditions, it undergoes a series of specific
transformations, gradually evolving into a rather flexible
system that employs adjusted strategies, reactive methods,
and variable approaches to promote and sell products and
services in the industrial market. At the same time, it is
important to understand the nature of the transformations
taking place in industrial marketing, as this helps industrial
company executives and marketing professionals make
informed decisions regarding resources, budgets, and
strategies. Modern technologies are changing consumer
habits and demanding industrial companies to enhance the
adaptability of their marketing strategies to meet the needs
of contemporary consumers. With intensified competition
due to market saturation and the increasing volume of
data, it is crucial to efficiently allocate resources, including
marketing budgets, which requires these companies to
shape flexible marketing channels and tools, considering
how they operate in each specific situation. Changes
in industrial marketing also influence how companies
develop their marketing strategies. Understanding these
changes helps managers and marketing specialists devise
optimal strategies that align with market demands. Many
other aspects drive research in this area.

Analysis of research and publications. The issues of
industrial marketing in Ukraine are addressed in the research
works of Myronenko L.I., Vorobets V., Ivashova N.V,,
Honcharenko T.P., Kompaniets T.I., and several others.
In the majority of the available works, the emphasis is
placed on theoretical aspects of marketing activities and
marketing management in industrial enterprises, which is
characteristic of the research conducted by Kompaniets T.I.
and Myronenko [.I. Additionally, some studies focus
on the most common marketing technologies that allow
companies to adapt more effectively in a market-driven
economy, as seen in the research conducted by Vorobets V.,
Ivashova N.V., and Honcharenko T.P. The latter also
explores the strategic features of actions on various types
of industrial markets, their primary objectives, objects,
and directions, as well as the factors that increase their
significance. At the same time, the examination of the
nature and content of contemporary transformations in
industrial marketing models, specific to Ukraine, has been
overlooked by researchers. This shapes a broad scientific
issue because systematic knowledge about transformations
in the field of industrial marketing enables domestic
industrial companies to be prepared for future changes and
adapt their strategies in advance.

Objectives of the article. The article is aimed
at studying the nature and content of contemporary
transformations in industrial marketing models in Ukraine.

Summary of the main results of the study. Within
the scope of this study, attention is drawn to the fact that

96

in the context of contemporary transformations, industrial
marketing is becoming increasingly complex. Specifically,
its inclination (as a system) towards significant flexibility
expectedly alters its fundamental characteristics by changing
its basic approaches, methods, and actions aimed at
achieving the company's goals in a competitive environment.
The main characteristics that domestic industrial marketing
has already acquired include [1; 3; 5-6]:

1. A significant level of digitization in customer
acquisition, interaction, and retention processes. This
characteristic has developed due to the widespread adoption
of web platforms, social media, electronic communication,
and other online tools in these processes.

2. Asignificantlevel of data processing digitization. This
characteristic has arisen due to the increasing importance of
analytics and the requirements for data quality and volume,
which must be sufficient for understanding audience needs,
measuring the effectiveness of marketing campaigns, and
making informed decisions regarding customer acquisition
and retention.

3. A qualitatively new approach to customer acquisition
and retention. This characteristic has emerged due to the
specific need to build enduring relationships with customers
and partners through personalization, communication, and
transparency, as well as elements of education and raising
consumer awareness.

4. A qualitatively new approach to increasing the
value of products for customers through features, design,
branding attributes, packaging, and service offerings. This
characteristic has emerged due to the specific need for the
ability to develop and provide diversified, and sometimes
personalized, solutions in product development and
promotion.

5. Significant innovativeness and adaptability. This
characteristic has arisen due to the constant need for
innovation and adaptation to numerous changes in the
industrial sector, which requires changes in the professional
activities of marketers (who need to be aware of the latest
technologies and trends).

6. Emphasis on Corporate Social Responsibility (CSR).
This characteristic has developed because CSR has become
a new approach to promoting businesses, informing the
public about business initiatives, and engaging consumers
in practices related to philanthropy, sustainability, and
environmental initiatives.

According to the above, the ideal outcome of
transforming industrial marketing models in Ukraine is
illustrated in Figure 1.

This result entails deepening the dynamism and
flexibility of industrial marketing, which, in terms of its
properties, increasingly approaches an evolving, hybrid,
and intelligent system that:

1. Adapts to changes.

2. Rapidly absorbs and integrates the latest technologies
and analytics.

3. Continuously responds to consumer needs.

An example of an industrial enterprise in Ukraine with
such an evolutionary, hybrid, and intelligent marketing
system is Nestlé Ukraine, which operates in the food and
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The content of industrial marketing is evolving towards a hybrid and intelligent system

The direction of these changes
involves deepening dynamism
and flexibility

This system
adapts to changes!

This system rapidly absorbs
and integrates the latest
technologies and analytics?

This system continually
responds to consumer
needs?

Figure 1. Outcome of the transformation of industrial marketing models in Ukraine

Note

! Modern business environments are constantly evolving, and industrial marketing rapidly responds to new trends,
technologies, and customer demands. Industrial enterprises that embrace short-term changes in their marketing

approaches can achieve competitive advantages.

2 The use of digital technologies and analytics enables industrial marketing to be more informed and effective.
As aresult, as a system, it can interact with customers more efficiently and in a personalized manner.

3 Considering consumer needs and values should be a key aspect of modern marketing. It is the marketing system that
actively listens to and responds to changes in consumer demands that becomes more adaptive.

Source: formed based on [1; 5-6]

beverage sector. Specifically, Nestlé Ukraine considers
consumer needs to the maximum extent and develops
Nestlé products that meet their expectations, with a focus
on environmentally friendly and sustainable production
practices. For instance, Nestlé actively implements
water conservation programs and improvements in water
resources in its operations, works on reducing energy
consumption, and utilizes renewable energy sources in its
production processes to minimize environmental impact.
Nestlé Ukraine rapidly adapts to changes in consumer
behavior and consumer demands. This includes actively
introducing new products and updating existing ones
to align with modern trends in consumer preferences.
The company employs various communication channels,
such as social media and consumer surveys, to understand
consumer needs and preferences. Nestlé Ukraine has
developed products that cater to unique taste preferences
and cultural aspects of Ukrainian consumers, including
options like honey or berry-flavored beverages.

It's worth noting that the outcome of the transformation
of industrial marketing models in Ukraine leads to its
evolution into a hybrid and intelligent system through the
following changes:

Gradual hybridization of marketing methods and
technologies (such as television, print advertising, etc.
[2]) through the combination of their traditional forms
with innovative approaches. For example, the use of social
media, content marketing, e-commerce, and other digital
tools to enhance the effectiveness of marketing campaigns.
This enables industrial enterprises to achieve a broader
audience reach and obtain more consumer data to deliver
personalized offers. This includes hybrid advertising
campaigns that utilize various interaction channels on
platforms determined according to the time consumers
spend on them. It involves hybrid content that combines
different formats and mediums based on audience
attention and brand promotion. Hybrid commerce covers
a comprehensive range of directions, from traditional

retail to e-commerce [6]. Hybrid offerings are achieved by
leveraging all types of consumer data to create personalized
proposals and advertisements [6]. Therefore, the features
of the transformations in industrial marketing aimed at
hybridizing its methods and technologies are illustrated in
Figure 2.

Asaresultofthe defined transformations, manufacturing
companies can have physical stores as well as online
shops, allowing consumers to choose the most convenient
purchasing method. They can analyze consumer purchases
and views to offer individual products or services, and
they can create engaging video content for consumers
that can be published on television channels and social
media platforms. In addition, such enterprises can achieve
broader audience reach since different consumers utilize
various media platforms. This includes the potential to
use multiple marketing channels such as television, radio,
print, social media, search optimization, email, and others,
or create synergy between different media platforms.
In general, the higher the level of hybridization of marketing
methods and technologies, the more flexible and adaptable
the marketing system is to various media platforms and
different audiences, leading to greater opportunities for
reaching and engaging with consumers.

Increasing the speed of scaling the internal marketing
department's environment, including experts in analytics,
digital technologies, creativity, and other fields. This
contributes to resource efficiency in implementing the
necessary changes for new marketing strategies and
technologies. Scaling also enables a faster response
to market changes and greater integration of various
marketing aspects. This includes reactive team expansion
in the marketing department (by instantly recruiting or
removing specialists from various fields like analytics,
digital technologies, creative, design, web development,
etc. [2]), reactive changes in the database that allow the
shared use of knowledge, resources, and infrastructure
within the marketing department (adjustments to data
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Hybridization

Is achieved by combining traditional
methods and technologies
with innovative ones

Hybrid advertising
campaigns !

Hybrid content 2

of marketing |

methods
and technologies

|— Hybrid commerce 3

Hybrid offering 4

Figure 2. Features of the transformations in industrial marketing aimed
at hybridizing its methods and technologies

Note:

! This allows companies to achieve a broader audience reach as different consumers use various media platforms.
Flexibility in channel selection enables the optimization of advertising campaign effectiveness.

2 This contributes to brand promotion and audience engagement.

3 It also helps companies collect consumer data and their purchases for further analysis.

* This enhances the efficiency of marketing campaigns and consumer engagement.

Source: formed based on [2; 6]

access systems, tools, and platforms that facilitate
collaboration and knowledge sharing [2]), and reactive
integration of technologies and analytics into the
marketing department's workflow (integration of new
tools and platforms for data collection and analysis [6]).
Therefore, the features of transformations in industrial
marketing aimed at increasing the speed of scaling the
internal marketing department environment are presented
in Figure 3. It is worth noting that the effectiveness of these
transformations is driven by demand observation. For
instance, the Ukrainian confectionery corporation Roshen
has achieved significant acceleration in scaling its internal
marketing department environment by utilizing sales
and demand data from previous years, monitoring social
media, web analytics, and other sources to keep track
of changes in demand. If Roshen's industrial marketing
system detects increased demand, it can automatically
activate an advertising campaign. For instance, placing
advertising banners on social media, on television, or on
the company's website. The advertising campaign can be
targeted at different audiences based on their interests and
demand (for example, offers for children, adults, or gift
sets depending on the factors influencing the demand).
If demand for Roshen's products decreases after the
holiday season, the system can automatically reduce
advertising activity or reallocate the advertising budget to
other strategies. Clearly, because of these transformations,
businesses improve their readiness to quickly respond to
changes in the market and can adjust access to necessary
resources for experts at the right moment.

For example, if there is a sudden opportunity for
an advertising campaign, you can activate a backup
team to execute the project. If there's a need to enhance
an advertising campaign, you can reallocate creative
specialists to focus on that project.

3. Increasing the strategic flexibility of marketing
involves developing the capability for automated change
generation, allowing for quick adaptation of marketing
strategies to new market conditions and opportunities[6].
This includes monitoring the results of marketing
campaigns and collecting real-time data, allowing for the
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analysis of decision effectiveness, automatic activation
or deactivation of marketing technologies and tools,
implementing, adjusting, and controlling various marketing
operations without the involvement of marketers (such as
creating personalized offers for customers through artificial
intelligence, modifying advertising campaigns, adapting
to negative feedback, or altering strategies based on
measurements [6]), and making instant changes to rapidly
changing market conditions. Therefore, the characteristics
of industrial marketing transformations aimed at increasing
its strategic flexibility are presented in Figure 4.

These components help create a marketing system that
is more adaptive and capable of responding to the latest
market conditions and opportunities [2]. This allows
businesses to react more quickly to changes and ensures
greater effectiveness of their marketing strategies [3].

Conclusions. The research results highlight the fact
that the modern transformations of industrial marketing
models in Ukraine are characterized by the adaptability
of strategies, the responsiveness of methods, and the
variability of approaches to meet the changing demands
of consumers, competitive pressures, and technological
capabilities. These transformations are characterized by
the following features:

1. Gradual hybridization of marketing methods and
technologies (such as television, print advertising, etc.)
through the combination of their traditional forms with
innovative approaches.

2. Increased scalability of the internal marketing
department environment, including specialists in analytics,
digital technologies, creativity, and other fields.

3. Enhancement of marketing's strategic flexibility by
developing the ability to automatically generate changes,
enabling quick adaptation of marketing strategies to new
market conditions and opportunities.

It is precisely these characteristics of transforming
industrial marketing models in Ukraine that indicate the
changes aimed at evolving it into an evolutionary, hybrid,
and intelligent system. Marketing as an evolving system
reflects its continuous development and adaptation to
changes in the modern business environment. Marketing as
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It is achieved by ensuring Reactive expansion

the r.es.p.onsiveness and —lof the marketing department
flexibility of the team, team !

automating marketing
operations and processes

Increasing the speed of

scaling the internal

Reactive changes

environment of the
marketing department

in the database 2

Reactive integration of
— technologies and analytics
into the workflow 3

Figure 3. Characteristics of industrial marketing transformations aimed
at increasing the scalability of the internal marketing department

Note:

! This may include the creation of backup teams, establishing a workflow for rapid planning and preparation of new
marketing projects, and providing access to necessary resources and tools for new specialists joining the team.

% This may involve creating shared databases, joint projects, and other tools that facilitate collaboration.

3 This may encompass the integration of new tools and platforms for data collection and analysis, as well as training

the staff to use them effectively.
Source: formed based on [2; 6]

Monitoring the results of
— marketing campaigns and

This is achieved by
providing the ability to
quickly adapt marketing
strategies to new

collecting data in real-time!

Automatic activation or

Increasing the strategic

market conditions —

and opportunities

deactivation of marketing
technologies and tools?

flexibility of marketing

Implementation, real-time
adjustment, and control of
— various marketing operations
without the involvement of
marketers?

|| Instant adjustments to rapidly
changing market conditions*

Figure 4. Characteristics of industrial marketing transformations aimed
at increasing its strategic flexibility

Note:

! This allows identifying successful and unsuccessful strategies and reacting to them.

2 This allows activating marketing technology or tools in response to increased demand or deactivating them when

demand decreases.

3 This enables the creation of personalized offers for customers using artificial intelligence, changing advertising

campaigns, or adapting to negative customer feedback.

* When there is a change in demand for goods or services, systems can automatically adjust marketing strategies or

customer offers.
Source: formed based on [2—4]

a hybrid system means that it combines various methods,
technologies, and approaches that integrate traditional
marketing tools with innovative and digital methods.
A hybrid marketing system leverages the advantages of
both classical and modern approaches to achieve its goals.
Marketing as an intelligent system means that it utilizes
intelligent approaches and technologies for data collection,

processing, and analysis, as well as strategy development
and decision-making.

The prospects for further research lie in a systematic
study of the relationship between changes in marketing
approaches and the effectiveness of communication with
consumers, including interactions on digital platforms and
social networks.
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