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This article focuses on developing a methodological approach to selecting marketing
tools for implementing strategies in the processing industry. An analysis of the processing
industry’s growth trends and companies’ core strategies revealed differences among
industry sectors in terms of growth rates, technological levels, and the impact of business
size on the choice of core strategy and the marketing tools used to implement it. It has
been found that, under conditions of a wartime economy and structural transformation,
processing companies adopt one of three basic development strategies: growth (primarily
export-driven), stabilization (through internal reserves and government support), and
downsizing or optimization (transition to the B2B “Private Label” segment), and the
marketing toolkit involves the use of traditional, digital, and technological tools aimed at
achieving the company’s business goals through effective communication with the target
audience. A methodological approach is proposed for selecting marketing tools when
implementing strategies for enterprises in the processing industry. This approach is
based on determining the ranking of each tool for enterprises in a specific sector and
making decisions regarding the appropriateness of its use based on the extent to which
the tool aligns with the “ideal profile.” The scientific novelty of the proposed approach
lies in its comprehensive evaluation of each instrument (traditional, digital, or
technological) based on effectiveness criteria (COST, ROI, SPEED, TECH, FLEX) and
the weighting of each criterion depending on the size of the business (large, medium,
small) and the enterprise’s chosen core strategy (growth, stabilization, and downsizing),
which allows for a more informed determination of the rating, an assessment of the
instrument’s alignment with the “ideal profile,” and the selection of instruments for
implementing enterprise strategies in each sector of the processing industry.
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Introduction

Amidst economic transformation, intensifying
competitive pressure, and the growing volatility of the
global macroeconomic environment, enterprises are
compelled to reassess their approaches to formulating
and executing development strategies. The functioning
of the Ukrainian economy is characterized by the
consequences of military operations, macroeconomic
instability, disruption of logistics chains, a decrease
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in effective demand and active processes of European
integration, which forces domestic enterprises to rethink
approaches to the formation and implementation of
development strategies. The effective use of marketing
tools plays a crucial role in ensuring resilience and
recovery, as they enable adaptation to dynamic changes
in the market environment, the retention and expansion
of sales markets, and the achievement of long-term
strategic goals.
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The specifics of the functioning of processing
industry enterprises are determined by high dependence
on resource supply, technological features of
production, sensitivity to price fluctuations and changes
in consumer preferences. In such conditions, the choice
of marketing tools for implementing the strategy
becomes particularly important, since inadequate or
fragmented application can reduce the effectiveness of
strategic decisions and limit the development potential
of the enterprise.

Analysis and research of publications

Contemporary research on the use of marketing
tools during strategy implementation indicates that,
despite the numerous benefits of digitalization,
enterprises in the B2B (business-to-business) segment
still do not fully rely on data-based decision-making
and the implementation of digital marketing practices,
and factors and barriers that affect the pace of
digitalization in B2B marketing, lead generation and
sales effectiveness have been identified [15].

The study [18] notes that Al technologies have
provided marketers with cutting-edge tools and
analytics, enabling unprecedented efficiency,
personalization, and strategic decision-making.

Researchers [2] propose an interdisciplinary approach
to marketing and consumer research based on Al to
provide open tools for personalized marketing tactics and
strategies for small and medium-sized enterprises.

At the same time, the results of the study [7]
indicate that traditional marketing tools, in particular
print advertising, still have an impact on sales, although
they are significantly inferior to digital ones in terms
of cost, reach, interactivity, larger audience, ease of
doing business, personalization, flexibility, rapid
dissemination of information, and rapid feedback.

Prospects for the strategic development of
Ukraine’s processing industry in the context of
European integration, ensuring sustainable economic
development and competitiveness of enterprises are
the focus of attention of domestic scientists. The study
[5] identified the components of the potential for
expanding the processing industry: the economic
feasibility of domestic processing raw materials in the
country, an incentive for related economic sectors,
public procurement and state consumption, including
products for the military-industrial complex, import
substitution of Russian and Belarusian products.

In their work, Zhytnyk O., Kulakova S., and
Miniailenko 1. [20] identified the main problems of
the current stage of development, studied foreign
experience, and outlined the competitive advantages
of domestic processing industry enterprises.

The main directions of implementing digital
tools in the marketing strategies of chemical industry

enterprises in the B2B segment are defined in the
work of Popko O., Salamakha O. [12], including:
webinars, social networks, digital CRM systems, data
analytics, and the challenges of implementing digital
transformation in the activities of chemical companies
are also emphasized.

Thus, modern research notes the feasibility of
using traditional and digital marketing tools, emphasizes
the advantages and prospects of artificial intelligence
technologies in making strategic decisions, and develops
recommendations for implementing personalized
marketing tactics and strategies depending on the size
of the business. Despite the depth and detail of the
methodological developments, modern literature lacks
research on the systematic and methodically
substantiated evaluation and selection of marketing tools
of various types as an element of implementing enterprise
strategies, taking into account industry specifics, which
complicates the implementation of strategic decisions
in the context of digitalization of life processes of
enterprises in various sectors of the economy.

The aim of the article

The primary purpose of this study is to form a
methodological approach to the selection of marketing
tools for implementing the strategy of processing
industry enterprises, which allows them to increase
the validity of management decisions and the
effectiveness of implementing strategic priorities.

Presentation of the main material

Processing industry is a strategically important
industry for the state, especially during the war and
post-war reconstruction. The economic activity of
processing industry enterprises during a full-scale
invasion is characterized by an increase in the share
of revenue of the top-10 enterprises among other
industries (Fig.) and is accompanied by high volatility
and deep structural changes.

Unlike other sectors, the share of the processing
industry in revenue gradually increases from 7.7% to
9.6% in 2023-2025, which confirms its importance
in the development of the economy in wartime. Before
the full-scale Russian invasion, in 2021, the share of
the processing industry in Ukraine’s GDP was 10.3%
[20], which is half the OECD standard (20%) [17].
For comparison, in neighboring countries, the share
of the processing industry in GDP is: Poland — 17.3%,
Turkey — 22%, Slovakia — 19.1% [11]. According to
experts [17], to achieve European standards in the
Ukrainian economy, a transition from a raw material
model (export of grain, ore) to a deep processing
model (creation of finished products: oil, flour, biofuel,
etc.) is required, that is, to the production of goods
with higher added value, which actualizes the need to
develop processing industries.
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Fig. Share of the processing industry by turnover based on the analysis of the top-10 companies, %

Source: built using data from [10]

According to the State Statistics Service [9], in
2024, industrial production in Ukraine demonstrated
a recovery growth of 4.6%, indicating a successful
adaptation of business to new realities after the start
of full-scale aggression in 2022. However, the first
half of 2025 was marked by a new round of crisis.
Total industrial production in the first six months of
2025 decreased by 3.9% compared to the same period
in 2024. Amidst a continuous decline, in June 2025,
an increase in production volumes by 2.9% was
recorded (compared to June 2024), which was due to
growth in two sectors: electricity, gas, steam and air
conditioning supply (by 7.2%) and processing (by
5.7%). However, the optimistic results of the processing
industry are extremely uneven: traditional industries
are declining, while new, more flexible and
technological ones are showing significant growth.
Among the sectors that will develop at the fastest pace
are the production of computers, electronic and optical
products, pharmaceuticals, and the production of rubber
and plastic products. Underperforming sectors
(traditional heavy industry) are showing a deep decline.

Thus, the processing industry is the main driver
that keeps overall industrial indicators from a much deeper
decline caused by the crisis in the extractive sector. Statistical
data indicate that the Ukrainian economy is undergoing
forced diversification, moving away from a raw material
model (Section B) to a model with higher added value
(Section C), and the processing industry has split into
the “old” (metallurgy, chemistry) and the “new”
(electronics, pharmaceuticals, perfumery and cosmetics
sector, furniture, agriculture-processing) structures, which
requires fundamentally different strategic approaches.

The perfumery and cosmetics industry in
Ukraine is undergoing complex transformations during
the full-scale war, driven by both external challenges
and internal structural changes. On the one hand,

this segment of the economy is vulnerable to a decline
in the purchasing power of the population, disruptions
in logistics and an increase in the cost of imported
raw materials, and on the other hand, it was in the
conditions of military instability that the viability of
a number of Ukrainian manufacturers was manifested,
who were able to quickly adapt to new realities due to
the reorientation of sales channels, more active use of
e-commerce and access to foreign markets. Thus, the
industry is simultaneously under pressure and
demonstrates the potential for recovery, which makes
it an interesting object for research in the context of
choosing marketing tools to support enterprise strategies.
According to [19], in 2025, 31,281 enterprises
operated in the processing industry of Ukraine, among
which 14,459 were legal entities (46.2%), 16,822 were
individual entrepreneurs (53.8%), in the perfume and
cosmetics production sector (NACE (Ukrainian
Classification of Types of Economic Activities —
KVED)-2010: 20.42) there were 813 enterprises, of
which 459 were legal entities (56.5%), 354 were
individual entrepreneurs (43.5%). This distribution
indicates a significant share of small and micro-
businesses within the industry’s structure.
Consequently, enterprise size directly influences the
choice of strategy formulation methods and the
marketing tools used for their implementation.
According to the [1] study, the financial
indicators of the perfumery and cosmetics sector in
2023 reflect the difficult conditions for doing business.
The total net income decreased by approximately 20%
compared to the pre-invasion period and amounted
to more than UAH 12 billion (approximately USD
320 million at the 2023 average exchange rate). This
indicates losses in purchasing demand and an increase
in production costs due to high dependence on
imported raw materials and logistical risks. The
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profitability of the industry has become uneven: if
micro- and small manufacturers experience significant
pressure on margins, then medium-sized and large
companies were able to partially compensate for losses
due to their focus on export markets. It was export
during the war period that became a key direction for
maintaining competitiveness: among the main external
markets for Ukrainian cosmetics are Poland, Moldova,
Germany, and other EU countries.

In 2023, cosmetics imports to Ukraine continued
to significantly exceed exports, with the primary
suppliers being Poland (USD 131 million), France
(USD 85 million), Italy (USD 75 million), China
(USD 58 million), and Germany (USD 57 million).
The dominance of European and transnational brands
in the import structure creates a high level of competition
in the domestic market: Ukrainian manufacturers are
forced to compete against global corporations that possess
significantly greater pricing and marketing power. Under
these conditions, local producers are seeking their own
competitive niches: natural and organic cosmetics,
specialized care segments, and innovative direct-to-
consumer (D2C) sales models via online channels.

The war in Ukraine has severely disrupted the
operations of processing enterprises, thereby widening
the technological gap with their European counterparts.
Alongside the external shocks caused by the war, the
industry faces internal factors that generate systemic
problems: high financial and economic risks,
curtailment of investment processes in industry, low
level of cooperation of enterprises in value chains,

insufficient closed production cycles of higher
technological structures, suboptimal technological
structure of the industry, low amounts of research
and development expenditures, increasing shortage of
human resources, insufficient industrial capacities and
infrastructure for internal processing of raw materials,
low efficiency of State-owned enterprises [8, P. 80].

In turn, the development of the perfume and
cosmetic sector in the conditions of a full-scale war is
characterized by key features: a significant number of
operators, the dominance of small and micro-enterprises,
a decrease in total income by about a fifth, high
dependence on imports and a simultaneous increase in
the role of exports as a compensatory factor. National
manufacturers are mostly represented by small players.
However, it is the export-oriented medium-sized enterprises
that demonstrate the greatest viability, driving the recovery
of trade activity through sales digitalization and the
redirection of exports toward the EU. Foreign brands
retain dominance in the mass segment thanks to powerful
marketing and distribution resources, but Ukrainian
manufacturers are increasing their competitiveness in niche
segments. This lays the groundwork for developing
differentiated strategies that consider both wartime realities
and the potential for global market integration.

In the conditions of a war economy and structural
transformation, processing industry enterprises choose
one of three basic development strategies: growth (mainly
export), stabilization (due to internal reserves and state
support), and reduction or optimization (transition to
the B2B “Private Label” segment) (Table 1).

Table 1

Basic strategies for the development of domestic processing industry enterprises

Strategy Description

| Implementation at Domestic Enterprises

Growth Strategy

Active entry into foreign markets, including through
sate support in the form of ssimplified conditions for
access to foreign markets. Advantages: expansion of
sdes, generdting foreign exchange earnings, reduction of
dependence on the domestic market in conditions of
military, political and economic risks

Prevails among successful large and medium-sized enterprises of the “new
order” —agroprocessing, cable production, furniture.

Examples: Mr.SCRUBBER - investments in the development of D2C
channds and its own recognizeble craft brand; KODI Professond -
development of professiona channedls (beauty salons), training programs anc
franchising, expansion of exports

Stabilization strategy

Based on the components: operaiond sustainability and
attracting government support. In smal and medium-
sSzed businesses, it isnot aimed at the end consumer, but
a proving its viahility, transparency and compliance
with the criteria of grant programs. In large businesses, it
is not amed at obtaining a grant, but a attracting large
internationa investors and lobbying for favorable
regulatory conditions

Small and medium-sized businesses: key tools — direct grants for processing
enterprises, preferentid loans “5-7-9”; development of B2G rdations
marketing tools (website, financid models, presentations) — an integral part
of the application for funding.

Large busnesses infrastructure solutions (industria parks), investment
plaforms (“Advantage Ukraing’) as a tool for PR (Public Relations), GR
(Government Relations), IR (Investor Relations).

Examples: LAMEL — use of the accderation program from the internationa
retailer Sdly Beauty

Reduction or optimization strategy

Involves trangtioning to the B2B private label segment
(manufacturing goods under retail chains own brands.
Helps reduce cods for branding, advertising and
digribution, focusing efforts on B2B sdes to a narrow
range of cusomers—retail chains

B2B partnerships: local brands, foreign startups.

Examples. Adra Cosmetic and ED Cosmetics — offer full-cycle
manufacturing, private labe services on their own websites and have qudity
certificates and the possibility of export deliveries

Source: compiled by the authors
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An analysis of how domestic perfumery and
cosmetics manufacturers implement basic strategies
reveals several key trends under wartime conditions.
Growth is primarily driven by foreign markets and is
pursued by large and medium-sized enterprises.
Stabilization strategies vary by company size: small
and medium-sized businesses focus on securing grant
funding, while large enterprises aim to attract major
international investors. Meanwhile, retrenchment or
optimization strategies manifest as a transition to the

B2B private label segment, specifically manufacturing
for retail chains.

Marketing tools are one of the important
components of the implementation of the enterprise’s
strategy. To achieve the goals defined in the strategy,
domestic processing industry enterprises use traditional,
digital and technological marketing tools (Table 2).
The common goal of all tools is to achieve the
company’s business goals through effective
communication with the target audience.

Table 2

Goals and operational objectives of marketing tools in the system of implementing the enterprise strategy

Marketing Tool |

| mplementation Benefits |

Operational Objective

Traditional Tools

Advertisng (online and
offline, ATL-marketing)

quick engagement and sales promotion

creating a short-term impulse

PR (Public Relations)
audience

forming long-term relationships with the

building brand image, reputation, and trust

BTL-marketing (events,
promotions, exhibitions)

quick engagement and sales promotion

direct contact, emotional impact

Digital-Tools
SEO (search engine | forming long-term relationships with the | ensuring organic search visibility
optimization) audience
SMM  (socid media | audienceinteraction creating community and loyalty around the
marketing) brand

Email-marketing

personalized communication, customer
retention, and conversion optimization

leveraging the existing customer base

Influencer marketing

leveraging socia proof to build trust and

leveraging the credibility of opinion leaders

drive sales and building trust through personal brands
Technological Tools

Anayticsand BigData | deep understanding of  customer | data collection and analysis to improve the
behavior effectiveness of other marketing tools

CRM systems relationship management, service | customer segmentation for email marketing
personalization

Al-driven marketing automation, content generation, | algorithmic  recommendations, audience
forecasting segmentation, and automated content

generation

Source: compiled by the authors

In practice, the use of marketing tools varies
depending on the size of the enterprise and the type
of strategy. Small and medium-sized businesses often
start with digital tools (SMM, targeted advertising)
due to their low cost of entry, the ability to quickly
launch and easy measurement of results. Traditional
advertising (ATL-marketing) may be too expensive
for them, while BTL-marketing can be used locally.
Large enterprises use an integrated approach, combining
all three groups of tools. They can afford expensive
advertising campaigns on television, as well as invest
in deep analytics and CRM systems to manage a
large customer audience.

In turn, a growth strategy requires the aggressive
application of tools to ensure rapid scaling. To quickly
expand the customer base, it is necessary to utilize
large-scale advertising, engaging BTL-activities, and
effective targeted advertising across digital channels. A
stabilization strategy focuses on maintaining the
existing position in the market. In this case, the
emphasis shifts to PR that maintains reputation, SEO
that provides a stable flow of organic traffic, and Email
marketing and CRM systems that strengthen
relationships with existing customers. A reduction
strategy (for example, when optimizing costs or
restructuring) requires minimizing marketing costs.

Methodological approach to the selection of marketing tools for implementing the strategy of processing
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Companies can focus on the most profitable digital
tools that allow working with a “warm” audience,

and on retaining key customers using CRM.

Thus, implementing strategies within processing
industry enterprises involves a comprehensive mix of
traditional, digital, and technological marketing tools,
each serving diverse objectives and operational tasks.
The selection of these tools is highly differentiated,
depending on the enterprise’s size and specific strategy.
Consequently, formulating this marketing tool mix
must rely on evaluation metrics that assess both their
effectiveness and their integration potential into the

enterprise’s strategic management system.

The scientific community has developed a
number of approaches to assessing the effectiveness of

marketing tools. Most of them involve the integration

infrastructure (Table 3).

of quantitative performance indicators with qualitative
expert assessments, which are processed using
specialized mathematical algorithms.

An analysis of approaches to evaluating marketing
tools used in strategy implementation reveals a shift
in focus toward the tool’s strategic relevance. It
highlights that a tool’s effectiveness depends not on
its sheer number of features, but rather on its ability
to integrate into the enterprise’s existing digital

Table 3
Academic approaches to assessing the effectiveness of marketing tools
Marketing Tool Bvd uait'n%?gé?' onor Method or set of evauation methods Analytica conclusion
Quantitative Evaluation of Sustainable Marketing Effectiveness[6]
formalized sustainable | a set of sub-indicators for | index approach (development index — an | Sudainability indicators  are
marketing mix — 4P| eech P (environmentd | aggregate of domain scores) and | uneven across domains (eg.
(sugainable  product, | friendliness of packaging, | DEMATEL to identify cause-and-effect | socid agpects regarding
pricing, digtribution, | consideration of | reationshipsbetween factors employess ae beter than
promotion) environmental costs in the environmental  indicators  of
price, green logistics, eco- distribution); DEMATEL found
communications, etc.) weak integration of sustainability
into pricing and promotion
Determining socid mediamarketing tools[14]
typicd digitd tools | criteia — Effectiveness, | AHP (Andytic Hieracchy Process) — | AHPdlowsbusinessesto clearly
Facebook,  Instagram, | Cod, User-Friendliness, | pairwise comparisons of criteria and | prioritize platforms based on
LinkedIn, Twitter, etc. Audience Relevance dternatives, cdculation of weights and | criteria

ranking

Marketing intdligencein digital age[16]

Marketing  Intelligence
vs Business Intelligence
Tools as predictors of E-

competitor andysis, and
market trend evauation;
frequency, effectiveness and

PLS-SEM (SmartPLS) — condruction of
latent congructs (Marketing Intelligence,
Bl Tools E-Maketing Strategies),

Business intelligence tools play
an integrd moderating role that
improves the effectiveness of

marketing strategies impact of Bl tools on | reiability/vdidity tes (AVE, Composte | marketing  inteligence  in
decison-making Rdiability), Forndl-Larcker, HTMT, | enhancing e-marketing
processes SRMR, R, mediation and VAF (variance | performance
accounted for)
Impact of Artificid Intelligence on Digital Marketing [3]
compares the results of | implementation percentages | quantitative survey (SPSS  andysis), | Companies that use Al in

companies that have
implemented Al in
marketing with  those
that have not

and impacts on KPIs
(engagement, conversion)

datistical corrdations, descriptive tables,
frequency indices

marketing demonstrate  higher
engagement and  converson
rates; Al also reduces cods and
increases operationa  efficiency
(~75% of respondents reported
cod reductions)

Digitd Advertising Trends and Effectivenessin the Modern E[13]

socid networks (SMM,
video ads, influencer),
paid search, PPC, email,
SEO and Al-
persondization

CTR, converson rate
engagement rate, RO,
repegt purchaserate

meta-analyses, content analyss, as well as
a combination of quantitative research
(surveys) and case andyss, performance
metrics  (CTR,  converson  rae,
engagement), RO, repesat purchase rate

digitd tools (especidly video +
SMM + Al-persondization) are
most often compared with each
other; traditiond tools are less
frequently found in comparisons
and usudly in the context of
integrated IMC  (integrated
marketing communications)

Source: compiled by [6; 14; 16; 3; 13]

Avdiienko Vladyslav, Chernysheva Olena



ISSN 2415-3974. Exonomiunuil gichuk Jlepicagnoeo euuj0e0 Hag4aibHo2o 3axkaady

309

“Ykpaincoxuil depucasrull Ximiko-mexuoaoeiunuil ynieepcumem”, 2025, No 2, C. 303-313

As shown in Table 3, researchers primarily focus
on digital tools (SMM, SEO, PPC, email, and
influencer marketing). In contrast, technological tools
(BI, CRM, Al, Big Data) are typically modeled as
amplifiers that enhance the effectiveness of digital
tools (often evaluated through SEM or case studies).
Meanwhile, traditional tools (TV, ATL, BTL, PR)
appear less frequently in empirical comparisons; their
role is usually discussed within the Integrated
Marketing Communications (IMC) framework or as
a supplementary context for digital campaigns. The
methodologies employed to evaluate these tools vary
by objective: AHP, MAHP, and other MCDM
techniques are used for tool prioritization; DEMATEL
and ISM for mapping cause-and-effect relationships;
and PLS-SEM or SEM for quantitatively modeling
the tools’ impact as latent constructs on enterprise
performance. Finally, systematic reviews and case
studies are frequently applied to track trends and
benchmark KPIs like CTR, conversion rates,
engagement, and ROI.

When implementing a strategy for processing
industry enterprises, it is important to have
methodological approaches to assessing the
effectiveness of marketing tools adapted to the specifics
of the industry. This is necessary for further
management decisions on the application of each
tool, the formation of a portfolio of the most effective
marketing tools to achieve the goals defined at the

strategic planning stage. Analysis of the dynamics of
the processing industry development and basic
strategies of enterprises indicates the differentiation
of industry sectors by development rates, level of
technology, the influence of business size on the
choice of basic strategy and marketing tools for its
implementation. Therefore, we propose to evaluate
marketing tools depending on the size of the business
(small, medium, large) and the type of basic strategy
of the enterprise (growth, stabilization and reduction)
based on a rating that takes into account complex
performance indicators and weighting factors that
reflect the strategic priorities of the enterprise and its
resource capabilities depending on the size of the
business.

We propose to evaluate each tool according to
five criteria: COST — cost of implementation and
maintenance; ROI — return on investment, the ratio
of profit to costs for the tool; SPEED — speed of
achieving the effect; TECH — level of digitalization
or technologicality (to what extent the tool is based
on modern technologies and increases efficiency and
competitiveness in the long term); FLEX — flexibility,
the ability to quickly change the scale, audience or
format of using the tool.

The assessment is carried out on a ten-point
scale, where 1 corresponds to the lowest level of
manifestation of the characteristic, and 10 — the
highest (Table 4).

Table 4
Marketing tools rating scale
Criterion Rating scale (1-10 points)

COsT 1 — extremely high costs, unaffordable for most businesses; 5 — average costs, affordable for a part of
the market; 10 — low costs, easily scalable even for small and medium-sized businesses

ROI 1 —amost no payback, low effect; 5 — average payback, depends on scale and channel; 10 — high
payback, the tool consistently generates profit

SPEED 1 —the result appears after 5+ years; 5 — the result in the medium term (up to 1.5 years); 10 — quick
effect (3 months-6 months)

TECH 1 —minimal technological integration, manual control; 5 — basic digital capabilities, limited
automation; 10 — high level of technological capability, use of Al, full integration with business
processes

FLEX 1 —thetool is difficult to adapt, rigid structure; 5— medium level of flexibility; 10 —high
adaptability, ability to quickly change messages and audience

The rating of a marketing tool for an enterprise

ai — weight coefficient of the i-th criterion

within a specific sector of the processing is industry depending on the size of the enterprise’s business

calculated using the following formula
Rinser = Zi=1af biX}, (1)

where X§ — a comprehensive indicator of the evaluation
of a marketing tool in the sector according to the i-th

efficiency criterion (COST, ROI, SPEED, TECH,

FLEX), points, X{ € [1;10];

(large, medium, small), unit shares, af € [0; 1];

bi — weight coefficient of the i-th criterion

de;t))q:nding on the selected basic strategy (growth,
stabilization and reduction), unit shares, bf € [0; 1]

n — number of evaluation criteria;
e — number of enterprises in the processing
industry sector whose strategy is being studied;
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s — number of processing industry sectors studied;

i — number of criteria (in the proposed
methodological approach i = 5 — COST, ROI,
SPEED, TECH, FLEX).

It is proposed to assess the level of compliance
of a marketing tool with the size of the business and
the chosen strategy of the enterprise using a modified
model with an “ideal point” — the ratio of the obtained
rating to the “ideal profile” of the tool, expressed in
percentages.

2

]E'S s RS?S(‘I‘ * 1000/
instr = Ros 0;
Rl]'lS'{I'
where RY.. — «ideal profile» of a marketing tool,
points.
o I

n e 1.eys
instr = Zi=19j bi X0i=

(3)

where X6i — maximum value of the complex evaluation
indicator for the i-th efficiency criterion (COST, ROI,
SPEED, TECH, FLEX), points. According to the
10-point evaluation scale proposed in this
methodological approachX3; = 10

Based on the values of the proposed indicator of
the level of compliance (Ifse ) three zones of
interpretation are introduced for making decisions on
the feasibility of using a marketing tool in the process
of implementing the enterprise’s strategy: more than
80% - the tool is recommended, 50-80% —
conditionally acceptable, less than 50% — undesirable
for use in certain conditions. Ultimately, this approach
facilitates the systematic comparison of various tools,
the evaluation of their economic viability and strategic
effectiveness, and the configuration of optimal
marketing portfolios for processing industry enterprises,
tailored to their operational scale and chosen strategy.

Conclusions

This article proposes a methodological approach
to selecting marketing tools for implementing strategies
in the manufacturing industry, based on ranking each
tool for companies in a specific sector and making
decisions regarding the appropriateness of its use based
on the extent to which the tool aligns with the “ideal
profile.” The proposed approach differs from existing
ones in that it takes into account a comprehensive
assessment of each instrument (traditional, digital, or
technological) based on effectiveness criteria (COST,
ROI, SPEED, TECH, FLEX) and the weight of
each criterion depending on the size of the business
(large, medium, small) and the company’s chosen
core strategy (growth, stabilization, and downsizing),
which allows for a more informed determination of
the rating, an assessment of the instrument’s alignment
with the “ideal profile,” and the selection of

instruments for implementing corporate strategies in
each sector of the manufacturing industry.
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METOJAWYHUIN NIIXIL 1O BUBOPY
IHCTPYMEHTIB MAPKETHHTY IIPU PEAJIIZALIIT
CTPATETII MIJAITPUEMCTB ITEPEPOBHOI
ITPOMHUCJIOBOCTI

Aedienko B. A., Yepnumeea O. M.

Cmammio npucesueno (opmyeanHo MemoouuHoeo nioxo-
dy do eubopy iHcmpymenmie mapkemuney npu peanizauii cmpa-
meeii nionpuemcme nepepobHoi npomucnrogocmi. Ananiz ounami-
KU pO36UMKY nepepoOHOi npomMuciosocmi ma 6a306ux cmpameeii
nionpuemcme nokasae oughepeHyiauiro cekmopie 2arysi 3a mem-
namu po3eumky, pieHeM MmexHoA0ell, énaue po3mipy 0izHecy Ha
6ubip 06a3060i cmpameeii ma mapKkemuHeo8UX IHCMpyMeHmie ii
6nposadcents. Buseneno, wo 6 ymoeax 60€HHOI eKOHOMIKU ma
cmpyKmypHoi mpaucgopmauii nionpuememea nepepodHoi npomuc-
n060cmi 06upaiomes 00Hy 3 mpvox 6a308uUx cmpameziti pO36UMKY:
3pocmants (nepesajcHo eKcnopmue), cmaobirizayis (3a paxyHok
BHYMPDIWHIX pe3epeie ma 0epicasHoi NiOMpuMKU) ma CKOpOYeHHs
uy onmumizauis (nepexio y ceemenm B2B «Private Label»), a
iHcmpymenmapii mapkemuney nepeobauac 3acmocy8aHHs mpa-
Juuivnux, digital- ma mexnonoeiuHux iHcmpymenmie, cnpamosa-
HUX Ha 0ocseHenHs Oi3Hec-yinell KOMNAHIi uepe3 epeKmueHy Ko-
MYHIKQUito 3 Uinb080I0 ayoumopieio. 3anponoHoeano memoout-
Hutl nioxio do eubopy iHCmMpyMenmie mapKkemuney npu pearizauyii
cmpameeii nionpuemcme nepepobHoi npomucaogocmi, akuil ba-
3YEMbCA HA BGU3HAYEHHI pelimuHey KOJNCHO20 [HCMmpPYyMeHma oas
nionpuemcmea 0Kpemoz2o cekmopy ma RpUliHammi piuens w000
douinbHoCmI 11020 3aCMOCYSAHHS HA OCHO8I PI6HS 8I0N08iOHOCHI
iHcmpymenma <«ideanvHomy npoginios. Haykoea Hoseusna 3anpo-
NOHOBAH020 NIOX00Yy NOAA2AE Y 8PAXYEAHHI KOMHACKCHOI OUIHKU
KOJICHORO [HCmpyMenma (mpaoduyitinoeo, digital- uu mexuonoeiy-
Hoeo) 3a kpumepiamu epexkmusnocmi (COST, ROI, SPEED,
TECH, FLEX) i eacomocmi KOX}CHO20 KpUmepir) 3a1elCHO 8i0
po3mipy OizHecy (6eaukull, cepedHill, maiui) ma obparoi 6a3060i
cmpameeii nionpuemcmea (3pocmanHs, cmaoinizayis ma cKopo-
UeHHs1), W0 0036045€ Oinbld 0OTDYHMOBAHO GUHAYAMU DEUmUHS,
OuiHOBamu pieeHv 8iON0GIOHOCMI [HCMpPYMeHma <«i0eanbHoOMy
npoginto» ma 30iticHioeamu i00ip iHcmpymenmie 04 peanizayii
cmpamezii niONpUEMCME y KOJCHOMY CeKmopi nepepooHoi npo-
MUCA080CMI.

KiawuoBi caoBa: cTparterisgd miAnpueEMCTBaA, IMpolec
peasizauii crparterii MiAMPUEMCTBA, iIHCTPYMEHTHU MApKETUHTY,
PEUTUHIOBEe OLIIHIOBAHHSI, MEepepoOHa MPOMUCIOBICTD.
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This article focuses on developing a methodological approach
to selecting marketing tools for implementing strategies in the
processing industry. An analysis of the processing industry’s growth
trends and companies’ core strategies revealed differences among
industry sectors in terms of growth rates, technological levels, and
the impact of business size on the choice of core strategy and the
marketing tools used to implement it. It has been found that,
under conditions of a wartime economy and structural
transformation, processing companies adopt one of three basic
development strategies: growth (primarily export-driven), stabilization
(through internal reserves and government support), and downsizing
or optimization (transition to the B2B “Private Label” segment),
and the marketing toolkit involves the use of traditional, digital,
and technological tools aimed at achieving the company’s business
goals through effective communication with the target audience. A
methodological approach is proposed for selecting marketing tools
when implementing strategies for enterprises in the processing
industry. This approach is based on determining the ranking of
each tool for enterprises in a specific sector and making decisions
regarding the appropriateness of its use based on the extent to
which the tool aligns with the “ideal profile.” The scientific novelty
of the proposed approach lies in its comprehensive evaluation of
each instrument (traditional, digital, or technological) based on
effectiveness criteria (COST, ROI, SPEED, TECH, FLEX) and
the weighting of each criterion depending on the size of the business
(large, medium, small) and the enterprise’s chosen core strategy
(growth, stabilization, and downsizing), which allows for a more
informed determination of the rating, an assessment of the
instrument’s alignment with the “ideal profile,” and the selection
of instruments for implementing enterprise strategies in each sector
of the processing industry.

Keywords: enterprise strategy, enterprise strategy
implementation process, marketing tools, rating assessment,
processing industry.
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