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FOREWORD

The current stage of socio-economic development is
characterised by accelerated digital transformation, increased
uncertainty and intensified competitive pressure, which is
fundamentally changing the conditions in which small businesses
operate. Globalisation processes, the digitalisation of the
economy, changes in consumer behaviour and increased
demands on the speed and quality of management decisions
necessitate a rethinking of traditional approaches to small
business management. Under these conditions, classic
management models are increasingly proving insufficient to
ensure the sustainable development and adaptability of small
businesses, which highlights the need to develop innovative
management concepts.

The monograph «<SMART Management of Small Businesses:
Synergy of Marketing, Logistics and Digital Technologies» is
focused on substantiating the theoretical, methodological and
applied foundations for the formation and implementation of the
SMART management model in the activities of small businesses in
the context of digital transformation and growing instability in the
business environment. The highlight of the publication is an
attempt to reveal the effect of integrating marketing and logistics
tools with modern digital technologies as a holistic management
paradigm for improving the efficiency and competitiveness of
small businesses.

The monograph consists of seven logically interconnected
sections, which sequentially reveal the key theoretical,
methodological, and applied aspects of SMART management
research in small businesses. The work summarises the evolution
of strategic management of small enterprises and substantiates
its specifics in the context of resource constraints, the growing
role of entrepreneurs in decision-making, the increased
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dynamism of the external environment and the need to apply
flexible competitive strategies. The emphasis is on the
transformation of management approaches under the influence
of digitalisation, which is shaping a new logic for the organisation
of business processes and strategic development.

The essence of SMART management as an integrated
management concept based on data-driven approaches, the use
of digital and intelligent technologies, data analytics, and human-
centred principles is substantiated. It analyses current trends in
small business development, identifies the challenges and
opportunities of digital transformation, and demonstrates the
feasibility of transitioning from traditional to flexible, customer-
centric and platform-based business models.

Special attention is paid to the role of marketing and
logistics as strategic components of small business development.
The peculiarities of marketing strategies in the digital
environment, the development of personalised communications
and branding are revealed, and the importance of logistics
management and logistics innovations for the integration of small
enterprises into modern value chains is substantiated.

The key result of the scientific research was the
development of an innovative model of SMART management of
small businesses as a holistic architecture of strategic
management that ensures the integration of marketing, logistics,
and digital technologies. Methodological approaches to assessing
the managerial and digital maturity of small enterprises are
proposed, and practical recommendations for the
implementation of SMART management are summarised, taking
into account global digital trends and European integration
processes.

The final part of the monograph examines the digitization of
territorial communities as a key tool for overcoming investment
barriers to small business development in conditions of limited

11



resources and the consequences of war. The main factors
contributing to the low investment attractiveness of communities
are identified, in particular, limited access to financing for small
businesses. The role of the Polissya Center for Digital Innovation
(POLIDIH) as a platform for the digital transformation of rural
areas is substantiated, which, based on geoinformation and
satellite data, increases the transparency of management and the
investment attractiveness of communities. Particular attention is
paid to the community’s geo-investment passport as a practical
tool for forming a unified investment ecosystem and ensuring the
sustainable development of small businesses.

The monograph is intended for researchers, teachers,
graduate students, students of economics and management, as
well as practitioners and small business managers,
representatives of local government bodies who are interested in
implementing modern SMART approaches, digital tools, and
innovative management solutions in a dynamic market
environment.
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NEPEAMOBA

CyyacHMW  eTan  COLiA/NIbHO-EKOHOMIYHOrO  PO3BUTKY
XapaKTepU3YeETbCA MNPUCKOPEHHAM UnbpoBMX TpaHchopmalLiin,
3pPOCTaHHAM piBHA HEeBM3HAYEHOCTi Ta NOCUNEHHAM
KOHKYPEHTHONO  TUCKY, WO  [OOKOPIHHO  3MIHIOE  YMOBMU
¢byHKUiOHYBaHHA Mmanoro 6i3Hecy. [nobanisauiiHi  npouecw,
uMdposisaLia eKOHOMIKM, 3MiHa CMOXWBYOI MOBEAIHKM Ta
NigBULLEHHA BUMOT 40 WBUAKOCTI M AKOCTI YNPaBAiHCbKUX pilleHb
3YMOB/IIOIOTb  HEOOXiAHICTb  MepeocMUCNeHHA  TpaauuiiHUX
nigxoais A0 ynpasaiHHA MaAMMK NigNPUEMCTBAMM. 3a LUUX YMOB
KNAaCMYHi Mogeni MmeHeaMeHTy aefani 4acTiwe BMABAAKOTLCA
HegoCTaTHIMM  gna  3abe3neyeHHA  CTAaNoOr0  PO3BUTKY 1
aaanTUBHOCTI cyb’eKTiB masioro 6isHecy, WO aKTyanisye notpeby y
$bopMyBaHHI iHHOBALIMHUX YNPaBAiHCbKNUX KOHLEMLLN.

MoHorpadia  «SMART-meHegKMeHT Manoro  bisHecy:
CUHEepria  MapKeTUHry, JOrCTUKM Ta UMPOBUX TEXHONOTIN»
OpiEHTOBAHA HA O0OrPYHTYBaHHA TEOPETUKO-METOAONOTNIYHUX i
NpUKNagHux 3acag GOPMYyBaHHA Ta BMPOBALKEHHA Moaeni
SMART-meHeaXXMeHTY B AifNIbHOCTI cyb’eKTiB manoro 6i3Hecy B
ymMmoBax UMppoBOi TpaHchopMaLii Ta 3pocTatoyoi HecTabinbHOCTI
6i3Hec-cepenoBua. Poa3nHKo BUAAHHA € cnpoba po3KpuTTA
edeKTy iHTerpauii MapKeTUHIOBUX i NIOTICTUYHUX iHCTPYMEHTIB i3
CY4aCHUMM UMPOBUMM TEXHONOFIAMM AK LNICHOT YNpaBAiHCbKOI
napagurmm niaBULLEHHA edeKTMBHOCTI Ta
KOHKYPEHTOCNPOMOKHOCTi Manoro 6i3Hecy.

MoHorpadia CTPYKTYpPHO CKNaJa€TbCA 3 CeMWU  JIOTYHO
B32EMOMOB A3aHNX PO34iNiB, y MeXKax SKMX NOCNiA0BHO PO3KPUTO
K/IIOYOBI TEOPETUYHI, METOAONOrNYHI Ta MNPUKAALHI aCNeKTu
pocnigeHHs SMART-meHeamMeHTy masnoro 6isHecy. Y pobori
y3ara/ibHEHO €BOJIIOLII0  CTPATEriyHOro YMNpaBAiHHA ManuMM
nignpUeEMCTBAMKM Ta OOIPYHTOBaAHO Moro cneuudiky B ymoBax
pecypcHUx obmerKeHb, 3pOCTaHHA PoAi NigNPUEMUA Y NPUAHATTI
pilleHb, NiABMLLEHOT AMHAMIYHOCTI 30BHILLHBOFO CepeaoBMLLa M
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HeobXiAHOCTi 3aCTOCYBAHHA THYYKUX KOHKYPEHTHUX CTpaTeri.
AKLeHT 3p061eHO Ha TpaHchopMaL,ii ynpaBAiHCbKMX NiAXOAiB Nig,
BNAMBOM UMpPOBI3auii, AKa ¢dOopmMye HOBY JOriKy opraHisauii
6i3Hec-npouecis i cTpaTeriyHOro po3BUTKY.

O6rpyHTOBaHO CYTHICTb SMART-meHeaXMeHTY AK
iHTEerpoBaHoi ynpaBAniHCbKOI KoHuenuii, wo 6a3syetbca Ha data-
driven nigxopax, BMKOPUCTaHHI LMPPOBMX Ta iHTENEKTyaNbHUX
TEXHONOriN, aHANITUKN AaHUX | NPUHLMNAX NHOANHOLEHTPUYHOCTI.
MpoaHanizoBaHO cyyacHi TeHAeHLUii pO3BMTKY Manoro 6isHecy,
BM3HAYEHO BUKAMKU Ta MOXKIMBOCTI UMPpPOBOi TpaHchopmalii, a
TAKOXK [O0BeAEeHO AOUiNbHICTL Nepexoay Big, TPaguuinHMX [0
FHYYKKUX, KNiEHTOOPIEHTOBAHMX i NnaTdopmHUxX BisHec-moaenen.

OKpemy yBary npuaineHo posni MapKeTUHIy M JIOTICTUKKN AK
CTpaTeriYyHMx CKNaJoBUX PO3BUTKY Masoro 6isHecy. Poskputo
0CcObNMBOCTI  MapKeTUHroBux  cTpaterin -y  umdposomy
CepefoBuLLi, pPO3BUTKY MEPCOHANI30BAHMX  KOMYHIiKauin i
OpeHAMHry, a TaKOX OO6FPYHTOBAHO 3HAYEHHA JNIOTICTUYHOrO
MEHEXKMEHTY M NOTMCTUYHMX IHHOBAUM ANns iHTerpauii maamx
NiANPMEMCTB Y Cy4aCHi NAHLLIOrM CTBOPEHHSA BapTOCTI.

BaknMBuMm  pe3ynbTaTOM  HAyKOBOro  MOLWYKy CTaja
po3pobKa iHHOBaUiNHOT moaeni SMART-meHeaXMeHTy Manoro
6i3Hecy fAK LiNiCHOI apXiTeKTypu CTpaTeriyHoro ynpasAiHHA, WO
3abe3neyye epeKT iHTerpaLii MapKeTUHrY, NOriCTUKK Ta unMdpPoBUX
TEeXHO/0orin. 3anpoONoOHOBAaHO METOAMYHI MiAXoaAWn A0 OLiHIOBAHHA
ynpaBAiHCbKOi M UMPPOBOI 3pinocTi mManux NiANPUEMCTB Ta
y3arasibHEHO MPAKTUYHI peKomeHaauii WoAo imnaemeHTauii
SMART-meHeaXXMeHTY 3 ypaxyBaHHsAM r106anbHMX UNMPOBUX
TpeHAiB i EBPOIHTErpaLiMHNUX NpoLecis.

Y 3aK0YHIM YacTUHI MoHorpadii po3rnaHyTo undposisaLito
TepPUTOPiaZIbHUX TPOMaZ AK KAOYOBUM iHCTPYMEHT MNOLONAHHA
iHBeCTUUINHMX 6ap’epiB pPO3BMUTKY Masioro 6isHecy B ymoBax
obmerKeHUX pecypciB i Hacnigkis BiMHW. BW3HA4YeHO OCHOBHI
YMHHUKM HU3bKOI iIHBECTULNHOI NpnBabanBOCTI rpomaz, 30Kpema
obmexkeHuit goctyn manoro bisHecy [0  diHaHCyBaHHA.
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O6rpyHTOBaHO posb [onicbkoro ueHTpy uMPpoBMX iHHOBALLN
(POLIDIH) sk nnatdopmu umdposoi TpaHchopmauii CinbCbKMUX
TEPUTOPIN, WO HAa OCHOBI reOiHPOPMALIMHUX | CYNYTHUKOBUX
OAHUX NigBULWLYE NpPO30PiCTb YNPaBAiHHA Ta iHBECTULINHY
npueabanBicTb rpomag,. OcobnmBy yBary npuaineHo
reoiHBecTULiMHOMY NacnopTy rpomMagan AK  NPAKTUYHOMY
iHCTPYMeHTY GOpMYyBaHHA €AMHOI IHBECTULIIMHOT EKOCUCTEMM Ta
3abe3neyeHHA CTaN0Oro po3BMTKY Manoro bisHecy.

MoHorpadia  agpecoBaHa  HayKOBUAM,  BMKAaZayam,
acnipaHtam, 34060yBayamM  BMLIOI  OCBITM  E€KOHOMIYHUX i
YNPaBAiHCbKMX CMELianbHOCTEN, @ TaKoX QaxiBUAM-NPAKTUKaAM i
KepiBHMKam Mmanoro 6i3Hecy, NpeAcTaBHMKAM OpraHiB ynpaBaiHHS
TepUTopianbHUX TPOMaAA, AKi 3auikaBneHi Yy BNPOBaAXKEHHI
CYy4acCHUX SMART-nigxogais, undpoBmx iHCTPYMEHTIB i
iHHOBALMHMX YNPaBAiHCbKUX pilleHb B YMOBaX AMHAMIYHOrO
PUHKOBOrO cepenoBuLLa.
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CHAPTER 1

THEORETICAL AND METHODOLOGICAL BASIS
OF SMART SMALL BUSINESS MANAGEMENT

TEOPETUKO-METOAONOrYHI 3ACAOU
SMART-MEHEAXMEHTY MAJIOIO BIBHECY

The theoretical and methodological foundations of SMART management of
small businesses in the context of digital transformation and growing
turbulence in the business environment are substantiated. The evolution of
strategic management of small enterprises is revealed and its specifics are
determined, which are caused by resource constraints, the high role of the
owner and the need for adaptive competitive strategies. The essence of SMART
management as an integrated management concept based on data-driven
approaches, digital technologies, and human-centredness is defined, and a
comparative analysis with traditional management models is conducted. The
importance of integrating marketing communications, logistics, and digital
tools based on omnichannel and customer experience management is
substantiated. A conclusion is made about the strategic feasibility of
implementing SMART management to increase the competitiveness,
sustainability, and long-term development of small businesses in Ukraine.

0O6rpyHmMosaHo meopemuKo-memooosoeiyHi 3acadu SMART-meHedHMmeHMy
manoeo b6i3Hecy 68 ymosax yugposoi mpaHcgopmayii ma 3pocmaroyoi
myp6yneHmHocmi 6izHec-cepedosuwia. Po3Kpumo esonroyito cmpameziyHo20
ynpasaiHHA Maaumu nionpuemMcmeamu ma eusHayeHo (020 cneyudiky,
3yMo8sieHy PecypCHUMU OOMEMEHHAMU, BUCOKOIO pPoAMto 6AdcHUKG U
nompeboro adanmueHUX KOHKYpeHmHux cmpamezili. BusHayeHo cymHicmoe
SMART-meHeOwMeHMy AK iHMe2po8aHOi ynpassiHCbKOi KOHuyenuii, wo
rpyHmyemeca Ha data-driven  nioxodax, yugposux mexHoa02iaX i
MOOUHOYEHMPUYHOCMI, O mMAaKOX NposedeHO MOpPieHANbHUU aHani3 i3
mpaouyitiHumu moodenamu ynpasniHHA. O6rpyHmMoeaHo 3HA4YeHHA iHmezpayii
MapKemuH208UX KOMYHiKauili, nozicmuku ma yugposux iHcmpymeHmie Ha
OCHO8i OMHIKGHAAbHOCMI U ynpaesniHHA KaiEHMcoKumM 0oceidom. 3pobraeHo
BUCHOBOK Npo cmpameeiyHy  OouyinbHicme  ynpoeadxeHHa  SMART-
MeHeOHMeHmy 014 Mi08UWEHHA KOHKYPEeHMmMOCnpoMoxHocmi, cmilikocmi ma
00820CMPOKOB0O20 PO3BUMKY MA020 bi3Hecy 8 YKpaiHi.
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1.1. Evolution of strategic small business
management concepts

Small business is an important component of the economy,
providing jobs and promoting entrepreneurship. In Ukraine, small
and medium-sized enterprises account for about 98 % of all
economic entities, but their contribution to GDP is only about
15 %. For comparison, in EU countries, the share of SMEs in GDP
reaches 60-70 %.! This indicates that the potential of small
businesses in Ukraine is not being fully realised. One of the
reasons is the underdevelopment of strategic management; many
small businesses traditionally avoid long-term planning and
operate without a clear strategy. In the current turbulent business
environment (war, digital challenges), this situation is becoming
critical. There is a need for innovative and adaptive approaches to
management that would ensure the sustainability and growth of
small businesses. Let us consider how the concepts of strategic
management have evolved and how they are applied in the
practice of small businesses in Ukraine and around the world.

The concept of strategic management gradually took shape
in the second half of the 20th century. The first approaches
appeared in large corporations and were related to long-term
business development planning. Since then, the concept of
strategic management has evolved significantly — from simple
budget planning to modern complex models of smart
management and strategic sustainability. Each subsequent stage
expanded the planning horizon and depth of analysis: from
internal indicators to the external environment, from the short
term to the long term, from reactive management to proactive
and integrated management.

1 Artiushok, V. (2022). Methods and models of strategic analysis in the
business  planning system. Economy and Society, 44, 44-61.
https://doi.org/10.32782/2524-0072/2022-44-61.
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Researchers suggest calling the current phase of strategic
management development innovation-adaptive, as it is based on
constant adaptation and implementation of innovations. This is
particularly relevant for small businesses, which are playing an
increasingly important role in the global economy. Today, SMEs
(small and medium-sized enterprises) account for up to 70 % of
employment and a significant share of global GDP, but at the
same time, 67 % of them are forced to «fight for survival» under
pressure from competitors. Limited resources and expertise
sometimes hinder the adoption of new technologies in small
firms, reducing their long-term competitiveness. However, most
organisations recognise the importance of technological change:
more than 85% of respondents worldwide acknowledge that the
adoption of new technologies and the expansion of digital
capabilities are key drivers of business development. Thus, the
modern concept of strategic small business management is
closely linked to digital transformation, innovation and network
integration.

The main stages in the evolution of strategic management
are presented in Table 1.1.1.

It should be noted that small businesses joined this process
somewhat later than large corporations. While large corporations
widely implemented strategic planning as early as the 1960s and
1970s, the small business sector only began to apply these
approaches in practice in the mid-1990s.

In the early 1990s, Ukrainian entrepreneurs were just
learning the basics of strategic management and the ideas of
strategic business orientation. During the Soviet period, private
small businesses were virtually non-existent, so the 1990s saw a
«catch-up» with Western practices. The first more or less
formalised strategies appeared in those small firms that had
achieved a relatively significant scale of activity and felt the need
to plan their development several years in advance.
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Table 1.1.1. Main stages of strategic management?3#

(1950-1960)

Stage/ Characteristics and significance
concept for business
1 2
Management based on post factum financial
Budgeting control. Decisions are mostly reactive, with
and control | strategy as a separate category almost absent. The
(early to mid- | external environment was considered relatively
20th century) | stable, so the focus was on internal efficiency
(budget execution).
The emergence of formal long-term planning.
Companies begin to draw up multi-year
development plans. Strategy is articulated at the
Long-term . .
. top management level for the first time (works by
planning

A. Chandler). The goal is to predict the future for
3-5+ years based on development trends. Small
businesses at that time rarely used formal plans
due to a lack of resources.

Strategic
planning
(1970)

Systematic analysis of the external environment and
competition, formation of written strategic plans.
Tools are introduced: SWOT analysis, Porter’s
matrices, portfolio models. I. Ansoff and others justify
the need for flexible adaptation to market changes.
Large companies actively introduce strategic divisions,
while small ones only partially use these approaches.

2 Nosan, N., Yakymenko, T., & Panchenko, R. (2023). Strategic planning of
enterprise activity. Economy and Society, 56. https.//surl.li/dhogac

3 Filippov, V. Yu., Neikov, S. O., & Yangulov, E. P. (2024). Analysis of
strategic management issues in small business based on sustainable
development goals. Economic Journal of Odessa Polytechnic University,
1(27), 139-149. https://doi.org/10.15276/EJ.01.2024.1

4Yangulov, E. P. (2024). Theoretical justification of methodological
foundations of a strategic management model for small enterprises.
Economic Space, 196, 128-136. https://doi.org/10.30838/EP.196.128-136.
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Continuation of table 1.1.1

1 2
Comprehensive strategic management: covers goal
setting, strategy development, implementation
and monitoring as a single process. Various schools
. and concepts of strategy are emerging (positional —
Strategic P &Y ging (p .
M. Porter, resource-based — D. Barney, learning —
management

(1980-1990)

H. Mintzberg, etc.), reflecting different aspects of
strategy. For small businesses, the focus shifts to
finding market niches, developing flexibility, and
utilising their unique resources (e.g., proximity to
customers, speed of change).

Adaptive-
innovative
stage
(2000-2020)

The emergence of smart management — an
integrated approach that combines innovation,
digitalisation and network interaction. Strategies
become dynamic and are constantly revised
depending on changes in the environment. Digital
technologies are used for data analysis and
automation, and e-business tools, CRM and online
communication are actively implemented. This
stage is characterised by high market turbulence,
globalisation and the need for rapid learning. New
opportunities have opened up for small businesses
to enter global markets through e-commerce and
digital marketing, while competition has increased.

It should
businesses has

be noted that strategic management in small
its own specifics compared to large companies.

Small businesses have limited resources — financial, human, and
time. The owner of a small business usually combines the roles of

manager and

strategist, while corporations have entire

departments dedicated to strategic planning. This affects the
approaches to strategy formation.
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Traditionally, many small firms have operated intuitively,
without written strategic plans. Research shows that most small
businesses do not engage in formal strategic planning to the full
extent. Instead, decisions are made by the owner as problems
arise. This approach provides a certain degree of flexibility, but
also carries the risks of being ill-considered and reactive.

At the same time, there has been a gradual realisation of
the importance of strategic thinking, even for small firms. Small
business owners are increasingly aware of the importance of
strategic management and are showing interest in implementing
its tools. Research shows that having a clear strategy and a
proactive approach has a positive impact on the performance of
small businesses. In particular, it has been found that the growth
and profitability of small firms correlate significantly with how
innovative their product and market position is and how
analytical and proactive their decision-making style is — that is,
whether they are guided by a predefined strategy. In other words,
by planning strategically, small businesses have a better chance of
success and growth.

The challenges faced by small enterprises have led to
certain characteristics in their strategies: combining different
approaches and flexibility. Studies show that most SMEs do not
adhere to «pure» strategies (only price leadership or only
differentiation), but rather combine different competitive
strategies. This allows them to manoeuvre in the market in search
of their niche. It has also been found that as the uncertainty of
the environment increases, small firms tend, on the contrary, to
intensify their strategic activity — to search more intensively for
competitive advantages. Thus, today’s small entrepreneurs strive
to be «strategists»: they monitor market changes, try new
marketing methods, and implement innovations, even if this
happens informally.
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Global experience also has a significant impact on Ukrainian
practice. New ideas are becoming available: Lean Startup — a
concept of rapid testing of business hypotheses with minimal
costs; design thinking — a focus on customer needs when
developing a product; frameworks such as SWOT analysis and
PESTEL for strategic analysis of the environment. Ukrainian small
entrepreneurs are adopting these methods through business
literature, seminars, and consulting. Particularly progressive
companies are introducing KPlI systems and balanced
performance indicators (similar to the Balanced Scorecard) even
at their level to monitor the achievement of strategic goals not
only in finance, but also in customer relations, business processes,
and staff development.

The state has also recognised the role of small businesses in
economic stability. In 2024, the Cabinet of Ministers of Ukraine
approved a Strategy for the Recovery, Sustainable Development
and Digital Transformation of SMEs for the period up to 2027°.
This strategy provides, in particular, for the active introduction of
innovation, digital technologies and «build back better» principles
in the reconstruction of businesses after the war. This strategy
emphasises the «green transition», digitalisation and innovative
development, as well as the inclusiveness of entrepreneurship. It
provides for the digitisation of SME business processes, the
introduction of artificial intelligence technologies, electronic
document management and instant payments — all of which
should increase the efficiency and sustainability of small
businesses. The state and international partners are also focusing
on developing the skills of entrepreneurs (education, digital
literacy training) and improving access to financing for innovation.

> Cabinet of Ministers of Ukraine. (2024). Strategy for the recovery,
sustainable development and digital transformation of small and medium-
sized enterprises until 2027. https://zakon.rada.gov.ua/laws/show/821-
2024-%D1%80#n14

22



The modern innovative model of smart management for
small businesses involves a comprehensive approach to
management, where marketing communications, operational
(logistical) activities and digital management processes are
considered not separately, but in an interconnected manner. In
practice, this means that the strategy of a small enterprise is
formed at the intersection of these areas, creating a synergy
effect. For example, the successful implementation of a market
penetration strategy requires effective marketing (promotion of
the product through digital channels and social networks), well-
established logistics (timely delivery of goods, optimisation of
stocks), and modern technological solutions for management
(order automation, CRM systems for working with customers).®

Currently, small businesses are actively embracing digital
marketing — social media presence, content marketing, email
newsletters, search engine optimisation. These are inexpensive
but effective tools for reaching your target audience. In Ukraine,
there are more and more examples of small firms building their
brand through social media and online communities. Research
shows that one of the key problems with using social networks in
business is the lack of a clear SMM (social media marketing)
strategy. Therefore, the need for a strategic approach to
marketing communications is now coming to the fore — campaign
planning, image management, and analysis of customer
behaviour through analytics data.’

6 Lavrynenko, S., Tarasovych, L, & Zelinska, A. (2025). Social
entrepreneurship as an innovative component of post-war business.
Efektyvna ekonomika, (4). https://doi.org/10.32702/2307-2105.2025.4.52

7 George Abuselidze, Liudmyla Tarasovych, Maryna Yaremova, Tetiana
Usiuk, Svitlana Lavrynenko, Anna Slobodianyk. (2025). Imperatives of Social
Marketing in the Context of Rural Entrepreneurship. Sustainable
Development and Green Innovation Managing Risk  Through
Interdisciplinary Approaches and Policy Strategies, PP. 127-146. DOI:
https://doi.org/10.1108/978-1-83608-462-420251006.
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Another important component is logistics optimisation. For
small businesses, especially manufacturing or trading companies,
it is critical to effectively manage supplies, inventories and
product delivery. Traditionally, small businesses have been at a
disadvantage compared to large ones due to their inferior
logistics infrastructure, but modern technologies are partially
levelling the playing field. For example, the use of supply chain
management services (some available as cloud-based SaaS
solutions) allows even small companies to optimise delivery
routes, track inventory in real time and minimise costs. Express
delivery services that cooperate with small businesses (logistics
platforms, last-mile services, etc.) are developing in Ukraine. The
state strategy for SMEs until 2027 emphasises the creation of
clusters and value chains involving small enterprises, which
means integrating small manufacturers and suppliers into joint
logistics networks, where the efficiency of each participant
increases the stability of the entire system. Therefore, small
businesses are now advised to implement the principles of
logistics optimisation.

Digital transformation of management is essentially the
foundation of smart management, as digital technologies
permeate both marketing and logistics. This refers to the use of IT
solutions for automation and decision support in all functions of
the enterprise. For small firms, cloud accounting, CRM, and e-
commerce systems are particularly relevant, as they do not
require large capital investments. The introduction of even simple
digital tools can significantly increase productivity: studies show
that digitising business processes leads to time savings, cost
reductions and expanded markets for SMEs. Globally, 75% of
companies plan to move to e-commerce and digital commerce in
the coming years to expand their access to customers. Ukrainian
small businesses are also actively digitising: experts estimated the
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average level of business digitisation in Ukraine in 2021-2022 at
~56 points out of a possible 1008,

This indicates that there is significant potential for further
digital transformation. It is also important that the state and
donor programmes are currently offering small businesses
assistance in digitisation: from training projects to grants for the
implementation of IT solutions. Efforts are also focused on
improving the digital security of small businesses, as the growth in
online activity brings with it an increased risk of cyberattacks,
data leaks, and other threats. Overall, digital transformation for
small businesses means moving from paper-based and manual
processes to automated ones, and from intuitive decisions to
data-driven decisions. This approach significantly strengthens
strategic management: owners receive up-to-date information on
all aspects of their business and can quickly adjust their strategy.

In international practice of strategic management of small
businesses, several current trends can be identified that are
shaping the «model of the future». These include: a focus on
sustainability; digitalisation and digital strategies; smart
management and integration of functions; network strategies and
collaboration.

Based on global trends, an innovative model of strategic
management of small businesses is being developed, which the
Ukrainian economy is striving to achieve. It assumes that small
businesses operate «like large ones» in terms of management
professionalism, but retain their key advantage — flexibility. In this
management model, marketing, logistics and digital technologies
are closely linked. Marketing communications shape demand and
maintain customer loyalty, the logistics system quickly delivers

8 Dykan, O. V., Krykhtina, Yu. O., & Frolova, N. L. (2021). Current methods of
strategic analysis of the enterprise business environment. Pryazovskyi
Economic Bulletin, 1(24), 78-81.
http://lib.kart.edu.ua/handle/123456789/23963
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goods or provides services, and digital tools ensure the efficiency
of each process and the transparency of data for decision-making.
This synergy creates the Smart Enterprise effect — an intelligent
enterprise capable of rapid adaptation and scaling.

Thus, the evolution of strategic management concepts has
gone from simple budget planning to modern integrated smart
management models. Small businesses, albeit with some lag,
have gradually adopted these concepts and begun to actively
apply them in practice. Today, small businesses in Ukraine need
to realise the strategic importance of innovation and digitalisation
for their development. The experience of developed countries
shows that strategic management is not a luxury, but a necessity
for the survival and growth of SME.

Ukrainian practice confirms that despite all the difficulties
(economic crises, war), flexible small businesses are able to adapt
and find new opportunities. The integration of marketing, logistics
and digital technologies within a single strategy gives small
businesses a chance to increase their efficiency and
competitiveness. Government efforts to support small businesses
(stimulating digital transformation, simplifying regulation,
development grants) create favourable conditions for the
implementation of strategic management on a mass scale.

Thus, the concepts of strategic management in small
businesses have evolved from basic to high-tech and complex.
Today’s small business owners have the tools to plan like big
players, and they should use them. Combining forward-looking
planning with the ability to change course quickly is the formula
for small business success in the 21st century. Ukrainian small
businesses need to catch up in terms of their contribution to the
economy, and they can do so through smart strategic
management using the best global practices and innovations.
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1.2. The essence and key characteristics of
SMART management

The modern business landscape is characterised by
unprecedented speed of change, market globalisation and total
digitalisation. Industry 4.0 technologies, such as the Internet of
Things (loT), artificial intelligence (Al), big data, and cloud
computing, are fundamentally changing not only production
processes but also the very logic of organisational management.
Traditional, hierarchical management models based on long-term
planning and directive control are proving incapable of
responding adequately to dynamic challenges.

The term «smart management» is often misinterpreted,
reducing it to the use of new software or automation. In fact, its
essence is much deeper. Smart management is a comprehensive
management philosophy and system based on the integration of
digital technologies, big data analysis, and flexible methodologies
with the aim of making proactive, informed decisions in real time
to achieve the organisation’s strategic goals.

Key to this definition is the shift from reactive management
(responding to problems that have already occurred) to predictive
and proactive management (anticipating problems and
opportunities based on data analysis).

While traditional management was based on hierarchy,
clear instructions and control over execution (which was effective
in a stable industrial economy), smart management is based on:

1) Data — decisions are made not on the basis of intuition or
past experience of the manager, but on the basis of objective data
analysis;

2) Networks — hierarchical structures give way to flexible,
project teams and horizontal interaction;

3) Velocity — decision-making and feedback cycles are
reduced to a minimum.
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For a better understanding of the differences, let us conduct
a comparative analysis (Table 1.2.1).

Table 1.2.1. Comparative characteristics of traditional and
smart management®10

Comparison Traditional
o Smart management
criteria management
. Intuition, experience, . .
Basis for P } Real-time data, Big Data,
. . reports for previous . .
decisions . . . predictive analytics, Al.
periods, instructions.
Hierarchical, linear- Networked, agile,
Structure

functional, stable.

project-based, adaptive.

Communications

Vertical («top-
downy»), formalised.

Horizontal and vertical,
informal, instant
(messengers, platforms).

Control over the

Control over results, real-

Focus execution process, time monitoring of key
of control compliance with performance indicators
regulations. (KPI).
Response Reactive, slow, Proactive, predictive,
to change resistant to change. continuous adaptation.
. . Transformational,
. Directive
Leadership servant (manager-coach,
(manager-boss). .
facilitator).
Automation of .
. . Integrated cyber-physical
Use of certain routine tasks
. system (loT, Al, Cloud),
technology (accounting,

document flow).

end-to-end digitalisation.

9 Dykan, O. V., Krykhtina, Yu. O., & Frolova, N. L. (2021). Current methods of
strategic analysis of the enterprise business environment. Pryazovskyi
Economic Bulletin, 1(24), 78-81.
http://lib.kart.edu.ua/handle/123456789/23963

10 porter, M. (2020). Competitive strategy: Techniques for analyzing
industries and competitors (Ukrainian translation). Nash Format.
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An analysis of scientific sources and business practices
allows us to identify five fundamental characteristics that define
the essence of smart management:

1. Data-driven.

This is the most important feature. Smart management is
impossible without the ability to collect, process, analyse and,
most importantly, interpret huge amounts of data (Big Data).
Companies are moving from descriptive analytics («What
happened?») to predictive («What could happen?») and
prescriptive («What should we do?») analytics. Managers are
becoming analysts who «see» the business through the prism of
digital indicators (dashboards).

2. Agility & Adaptability.

Smart systems are not static. They are built on Agile and
Lean principles, which allow you to quickly rebuild processes,
change priorities, and test hypotheses (PDCA/OODA cycles). This
is management in «permanent beta» mode, where change is the
norm, not a crisis.

3. Technology-Enabled & Integrated.

Smart management is inseparable from the technology
platform. It is not just a set of software, but a unified ecosystem:

e [oT (Internet of Things). Sensors that collect data from the
physical world (equipment, logistics, customers).

e (Cloud (Cloud technologies). Provide access to data and
computing power from anywhere.

o Al (Artificial Intelligence). Analyses data, finds patterns,
automates decision-making and provides
recommendations.

e Digital Twins. Creation of virtual models of processes or
objects for simulation and optimisation.

4. Proactive & Predictive.

Instead of waiting for a customer complaint or equipment
failure, a smart system predicts these events. Examples:
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predictive maintenance of equipment based on sensor data;
predicting customer churn based on analysis of their behaviour.

5. Human-Centric & Connected.
Paradoxically, people are at the heart of high-tech smart

management. Technology frees people from routine tasks so they
can focus on creative, strategic tasks. Management focuses on
creating an environment for collaboration, talent development,
and ensuring the smooth exchange of information between all
links in the organisation.

Despite the obvious advantages, the transition to smart

management is a complex process. The main challenges include:

Resistance to change. Cultural barriers and the reluctance of
staff (especially middle management) to abandon familiar
working methods.

Technological complexity and cost. The implementation of
integrated systems requires significant investment and a
high level of technical competence.

The problem of «data quality». The effectiveness of a smart
system directly depends on the completeness, accuracy and
relevance of data. «Garbage in, garbage out» (GIGO).

Staff shortages. There is a need for a new type of specialist
who combines management skills with an understanding of
data science and digital technologies.

Security. The concentration of critical data in unified
systems increases the risk of cyberattacks and information
leaks.

Let us systematise these characteristics and related tools in

Table 1.2.2.
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Table 1.2.2. Key characteristics and

of Smart Management!%12

implementation tools

Characteristics

Essential description

Key tools and
technologies

1 2 3
Making dec'|5|or15 Big Data, Business
. based on objective .
Data-driven data analvsis rather Intelligence (BI),
. y . dashboards, A/B testing.
than intuition.
The ability to quickly Agile (Scrum, Kanban),
change processes and .
. D Lean, DevOps, project
Agile priorities in response
. management
to changes in the .
. methodologies.
environment.
- ital
Using advan.ced digita Artificial intelligence (Al),
Technology- technologies as the . .
. machine learning (ML),
enabled basis for management
cloud platforms.
processes.
Creating a unified ERP, CRM, SCM cucremm,
information space ERP, CRM, SCM systemes,
Integrated where data flows Internet of Things (loT),
freely between API (application
systems. programming interfaces).
F dicti
ocus on predicting Predictive analytics,
. . future events and ) N
Predictive . what-if analysis, digital
responding .
. twins.
proactively.

11 Artiushok, V. (2022). Methods and models of strategic analysis in the

business

planning

system. Economy

and Society, 44,

44-61.

https://doi.org/10.32782/2524-0072/2022-44-61

12 Makovetska, I. M., Baidin, M. V., & Korol, V. O. (2022). Improving tools of
strategic analysis in enterprise management. Economics. Management.
Business, 3-4, 67-71. https://surl.li/lwxpxb
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Continuation of table 1.2.2

1 2 3

Collaboration platforms
(Slack, Teams),
knowledge management
systems, CRM, CX
(Customer Experience)
platforms.

Focus on staff
development,
collaboration, and
improving the
customer experience.

Human-
centric

Overcoming these barriers requires not just the purchase of

new software, but a comprehensive transformation of corporate
culture, business processes and organisational structure, namely:

1.

Smart management is the highest form of evolution in

management thinking in the era of digital transformation. It

goes beyond simple automation, offering a new
management philosophy based on the synergy of data,
technology, and human intelligence.

. The essence of smart management lies in the transition
from hierarchical, reactive management to a flexible,
networked and proactive model, where decisions are made
based on predictive real-time data analysis.

. The key, interrelated characteristics of smart management
are data-driven, agile, integrated, predictive and human-
centric.

. A comparative analysis has revealed a fundamental gap
between traditional and smart paradigms in all key aspects:
from structure and communications to the basis for
decision-making.

. The implementation of smart management is an inevitable
condition for the survival and development of companies in
the 21st century. It is a complex transformation process that
requires significant investments not only in technology, but
also in the development of corporate culture and new
competencies.
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Prospects for further research lie in the development of
practical models and roadmaps for the implementation of smart
management in enterprises of various industries, as well as in the
study of ethical aspects of management based on artificial
intelligence.

1.3. Theoretical approaches to the integration
of marketing communications, logistics
and digital technologies

In the era of the digital economy, consumers expect not
only high-quality goods, but also impeccable service at all stages
of interaction with the brand. They want to see personalised
advertising (marketing communications), place orders in two
clicks on a convenient platform (digital technologies) and receive
them exactly at the promised time and place (logistics). Any
failure in this chain (for example, the website shows that the
product is available, but it is not in stock; or the advertisement
promises delivery «tomorrow», but logistics cannot provide it)
leads to a ruined customer experience and loss of the customer.

The traditional organisational structure, where the
marketing department, IT department and logistics department
work in isolation, each with their own KPls, is becoming a major
barrier to efficiency. There is an urgent need for theoretical
understanding and practical implementation of models that
integrate these three areas.

The relevance of the topic is due to the fact that
competition has shifted from «product versus product» to
«supply chain versus supply chain» and «customer experience
versus customer experience». The success of companies such as
Amazon and Zappos is based precisely on the seamless
integration of marketing, logistics and IT.
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Integration processes have developed in parallel in
marketing and logistics.

1. Integrated marketing communications (IMC): the first
level of integration. The goal is to «speak with one voice». All
channels (advertising, PR, SMM, email) must convey a consistent
message. This is information integration.

2. Supply chain management (SCM): integration of physical
and related financial and information flows. The goal is to
optimise the movement of goods from the raw material supplier
to the end consumer.

3. Customer relationship management (CRM): this was the
first attempt at technological integration, where the CRM system
combined data on sales, service and marketing contacts.

However, these concepts still left a «gap». Marketing (IMC
and CRM) was responsible for the promise made to the customer,
while logistics (SCM) was responsible for its fulfilment. Often,
these two processes were not synchronised.

The theoretical approach that finally brought these worlds
together was the concept of omnichannel. Unlike multichannel
(the presence of many separate channels — store, website, app),
omnichannel provides a single, seamless experience. A customer
can start interacting in one channel (saw an ad on Instagram),
continue in another (placed an order in a mobile app), and finish
in a third (returned the product to a physical store).

This model is impossible if:

e Marketing communications (Instagram) are unaware of the
order status.

e Logistics (warehouse) does not see data from the mobile
app in real time.

e Digital technologies (ERP/CRM system) do not combine data
from all points of contact.

Thus, omnichannel becomes a Ileading theoretical
framework that requires deep integration of MC, logistics and DT.
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Integration takes place on three levels:

1. Strategic (alignment of goals). For example, the
marketing strategy for entering a new market (MK) must be
synchronised with the strategy for developing logistics
infrastructure (logistics) and the choice of digital platform (CT).

2. Process. (Building end-to-end business processes). A
classic example is the «Order-to-Cash» process, which goes
through MK (lead/order receipt), DT (processing in the system)
and logistics (picking, delivery).

3. Information. (Creation of a unified information space).
This is the key role of digital technologies. Data should not «live»
in separate systems (Excel for the marketer, 1C for the
accountant, WMS for the storekeeper).

Let’s consider a comparative characteristic of traditional
(siloed) and integrated approaches (Table 1.3.1).

If omnichannel is a structure, then Customer Experience
Management (CXM) is the philosophy and goal of integration.
CXM considers not individual functions (marketing, logistics), but
the entire customer journey — from the moment of awareness of
a need to after-sales service.

In this model, the integration of MK, logistics and CT is not
an end in itself, but a necessity:

e MK (Marketing) is responsible for the «Awareness» and

«Consideration» stages.

e CT (E-commerce platform) is responsible for the «Purchase»
stage.

e Logistics is responsible for the «Receipt» stage.

e MC + CT (CRM, service) are responsible for the «Loyalty»
and «Advocacy» stages.
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Table 1.3.1. Comparative analysis of traditional and

integrated approaches?1#
o . Traditional Integrated
Criterion . (omnichannel)
(«siloed») approach
approach
1 2 3
Functional

Key objective

optimisation
(e.g., minimising
logistics costs,
maximising MK
coverage).

Maximising customer
experience (CX) and
lifetime value (LTV).

«Promise».

«Conversation».
Personalised

Marketing Generates demand, L.
... . communications based
communications often isolated from
. on real data (product
(MC) actual inventory and s .
. ess availability, delivery
delivery capabilities.
status).
«Part of the promise»
«Execution.» Reactive Proactive function,
. . function, «cost service centre» Speed
Logistics

centre» Fulfils orders

and quality of delivery

are part of the
marketing proposition.

received.

13 Volkova, N. V., Harkava, V. F., & Skorokhod, I. P. (2023). The role of digital
processes in the innovative development of Ukrainian business: An
economic aspect. Academic Visions, 19, 1-9.
https://doi.org/10.5281/zenodo.7908023

14 Kushnirenko, 0., & Kushnirenko, Ye. (2023). Achieving Ukraine’s digital
autonomy as a strategic vector of integration with the EU. Scientific Bulletin
of the International Association of Scientists. Series: Economics,
Management, Security, Technologies, 2(1). https.//doi.org/10.56197/2786-
5827/2023-2-1-3
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Continuation of table 1.3.1

1 2 3
Disparate systems Single integrated
Digital (CRM, ERP, WMS not platform (API, cloud
technologies synchronised). services). «Digital glue»
(DT) Automation of that provides real-time
individual tasks. data flow.
Unidirectional, Two-wav. end-to-end
Data flow fragmented, delayed v, e ’
real-time.
(reports).
Customer Fragmented, «gaps»
] between channels and Seamless, holistic.
experience
stages.

Digital technologies act as a catalyst that allows not only to
unite, but also to optimise this path (Table 1.3.2).

In the digital economy, there is a fundamental shift from
functional («silo») management to integrated management.
Isolated optimisation of marketing communications or logistics
leads to sub-optimisation of the system as a whole and the
destruction of the customer experience.

The theoretical basis for integration has evolved from
narrow concepts (such as IMC) to comprehensive models that
cover the entire business. The leading theoretical approaches
describing this integration are the concept of omnichannel (as a
structural model) and customer experience management (CXM)
(as a philosophy and target function).

The traditional conflict between marketing (which strives
for variety and personalisation) and logistics (which strives for
standardisation and economy) is being resolved thanks to digital
technologies. They act as a «digital glue» that enables «mass
customisation» in both communications and physical delivery.
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Table 1.3.2. The role of key digital technologies
in the integration of marketing communications
and logistics!>16:7

Integration for
Digital the benefit of Integratior"l for Key effect
Marketing the benefit of . .
technology . L .. of integration
Communi- logistics
cations
1 2 3 4
Big Data, Predictive Demand Proactivity: MK
Al behavioural forecasting, data (e.g., SMM
analytics, hyper- route and trends) is used by
personalisation inventory Al to forecast
of offers. optimisation. demand and
proactively move
goods (Logistics).
Internet «Smart» Real-time cargo | Transparency: data
of Things products that monitoring from the loT
(1oT) transmit usage («smart» tracker (Logistics) is
data (for warehouse, instantly
upselling). WMS). transmitted to the
customer in the
application (CM) as
«Courier will be
there in 10
minutes».

15 Volkova, N. V., Harkava, V. F., & Skorokhod, I. P. (2023). The role of digital
processes in the innovative development of Ukrainian business: An
economic aspect. Academic Visions, 19, 1-9. https://surli.cc/njlxyg

16 Kushnirenko, 0., & Kushnirenko, Ye. (2023). Achieving Ukraine’s digital
autonomy as a strategic vector of integration with the EU. Scientific Bulletin
of the International Association of Scientists. Series: Economics,
Management, Security, Technologies, 2(1). https://surl.li/betsqt

17 Ostrovska, H. Y., & Ostrovskyi, O. T. (2023). Artificial intelligence in
modern enterprises and marketing campaigns: Effective tools and
development prospects. Marketing and Digital Technologies, 7(3), 66—82.
https://doi.org/10.15276/mdt.7.3.2023.5
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Continuation of table 1.3.2

1 2 3 4
CRM / Single customer Order Single view of the
CDP profile, history, customer (360-
(Customer | communication delivery View): the service
Data history. preferences, manager (MC)
Platform) addresses. sees not only
complaints, but
also the exact
status of all orders
(Logistics).
Cloud Quick connection Quick Flexibility and
platforms | of new marketing | integration scalability: the
and API channels with 3PL ability to quickly
(e.g., TikTok). operators build complex
and delivery | ecosystems where
services. the website (MC)
«communicates»
with the Nova
Poshta system
(Logistics).
Blockchain Building trust, Track Proven
confirming & trace, authenticity: the
authenticity (PR). | supply chain | marketing promise
transparency. of an «organic
product» (MK) is
confirmed by an
unalterable record
in the blockchain
about the path of
the goods
(Logistics).
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Analysis shows that an integrated approach changes the
very essence of functions: logistics becomes part of the marketing
proposition and a service tool, while marketing communications
become driven by data coming from, among other sources,
logistics systems.18

Prospects for further research lie in the development of
specific organisational models and end-to-end KPIs that would
allow companies to manage integrated processes, as well as in
the study of barriers (technological, cultural, organisational) to
such integration.

18 [avrynenko, S., Zelinska, A., Tarasovych, L., & Bilych, V. (2025).
Digitalization and transparency: Innovative activity in logistics
management. Sustainable Development of the Economy, 3(54), 58-63.
https://doi.org/10.32782/2308-1988/2025-54-9
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CHAPTER 2

CURRENT TRENDS IN SMALL BUSINESS DEVELOPMENT
IN THE DIGITAL ECONOMY

CYYACHI TPEHAU PO3BUTKY MANOIO BI3HECY
B YMOBAX LLMU®GPOBOI EKOHOMIKU

The article analyses current trends in small business development in the digital
economy, taking into account transformational changes in the technological,
institutional and competitive environments. The key challenges and opportunities
of digital transformation for small businesses are revealed. The role of digital
technologies in increasing the productivity, flexibility and market adaptability of
small businesses, as well as the need to review traditional business models, is
substantiated. Considerable attention is paid to marketing communications as a
tool for building the competitiveness of enterprises in the digital environment, in
particular the development of an omnichannel approach and innovative forms of
interaction with consumers. Logistical innovations are examined as a factor in
improving the efficiency of small businesses, with an emphasis on digitalisation,
automation and analytical support for management decisions. It is concluded
that the integration of digital, marketing and logistical innovations forms the
strategic basis for the sustainable development of small businesses.

lMpoaHanizoeaHo cyyacHi meHOeHuii po3sumKy masnozo bi3Hecy 8 ymosax
Uuposoi  eKOHOMIKU 3  ypaxyB8aHHAM  MPAHCEHOPMAUiliHUX  3MIH Yy
MmexHOon02iYHOMY,  IHcmumyuyiliHomy ma KOHKYPEHMHOMY cepedosulyax.
Po3Kpumo Ka4o8i BUKAUKU U Moxausocmi yugposoi mpaHcgopmauii 011
masnux nionpuemcms. O6rpyHMOoOBAHO POosb YUppPosux mexHosoaill y nidsuwieHHi
MpodyKMUBHOCMI, 2Hy4KOCMi ma puHKos8oi adanmusHocmi manozo 6isHecy, a
MaKox HeobxiOHicme nepeznady mpaduuiliHux 6i3Hec-moodesnel. 3Ha4yHy ysazy
npudineHo MapKemuH208UM KOMYHIKQUiaM fK iHCmpymeHmy hopMy8aHHA
KOHKYpeHmocrnpomMoxHocmi nidnpuemcms y yugposomy cepedosulyi, 30Kpema
pPO38UMKY OMHIKOHAMbHO20 Mi0xody ma iHHoeauiliHux ¢opm 83aemolii 3i
cnoxusayamu. [ocniOmeHo 102icmuYHi iHHOBAYIT AK YUHHUK Mi08UUWEHHS
egpekKmusHOCMi Masno2o nidNPUEMHUYMBA, 3 AKUEeHMOM HA yugposizauiro,
asmomamusauito - ma  aHaAIMu4YHy n[iOMPUMKy  yrpaesniHCbKUx —pilieHs.
Y3aeanbHeHo, WO I[HMezpayia yugpposux, MapPKemMuUHa208UX i /02iCMUYHUX
iHHOBaUil hopmye cmpameziyHy ocHO8Y cmiliKo2o po38umKy maso2o bisHecy.
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2.1. Challenges and opportunities of digital
transformation for small businesses

Digital transformation is becoming a determining factor in
the development of small businesses in the context of
technological change. The use of digital services, automation and
data analytics opens up new tools for small companies to increase
efficiency, expand markets and optimise processes. At the same
time, rapid technological changes pose a number of challenges:
the need for financial investment, a lack of digital skills,
cybersecurity risks, and the need for continuous adaptation.
Therefore, digital transformation for small businesses combines
significant opportunities for development with the requirement
for strategic readiness for change and flexible response to digital
trends.

In addition, the government approved the Strategy for the
Recovery, Sustainable Development and Digital Transformation of
Small and Medium-sized Enterprises (SME) for the period up to
2027, as well as an operational plan for its implementation for
2024-2027. The Strategy defines the key areas of state policy in the
field of SMEs, including the recovery of destroyed enterprises
according to the «build back better» principle. Particular attention
is paid to green transition, digital transformation, innovative
development and business inclusiveness, involving women, people
with disabilities, internally displaced persons (IDPs) and veterans.

The strategy contains the following main objectives:

e Restoring and facilitating the process of doing business:
access to capital, deregulation and the introduction of new
support tools. This will be facilitated by the Made in Ukraine
public policy programmes: grants for processing enterprises,
Accessible Loans 5-7-9, and opportunities for insurance
against military risks. New programmes are being added to
existing ones, such as greater involvement of SMEs in public
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procurement. Deregulation and new communication
channels, such as the Pulse platform, will improve the
quality of public services;

Innovative development, digital transformation and green
transition: approaches to smart specialisation, the creation of
industry clusters and science parks have been laid down,
which will help attract investment and promote regional
development. These processes will be reinforced by the
digitalisation of business processes, artificial intelligence
technologies, electronic invoicing tools, and instant payments
by the National Bank, provided that cybersecurity is ensured.
To promote the green transition of SMEs, an online tool for
self-assessment of the carbon footprint of enterprises and
professional energy audits will be introduced;

Human capital and entrepreneurship development: dual
education and programmes for women, veterans, and
people with disabilities. Expansion of the network of
regional offices of «Made in Ukraine» to support micro and
small enterprises;

Increasing competitiveness and exports: cooperation with
international networks such as Enterprise Europe Network,
Erasmus for Young Entrepreneurs, development of the
«Made in Ukraine» brand, providing support in finding
partners, conducting negotiations and launching joint chains,
expanding the activities of the Export-Credit Agency.?

Table 2.1.1 shows the possibilities for integrating digital

technologies into key business processes to improve customer
interaction and support innovative development.

19 Cabinet of Ministers of Ukraine. (2024). Resolution on the approval of the
Strategy for the recovery, sustainable development and digital
transformation of small and medium-sized enterprises until 2027 and the
approval of the operational action plan for its implementation in 2024—
2027. https://surl.lt/xvmaim.
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Table 2.1.1. Integration of digital technologies
into the business processes of small enterprises?%2?2

Approach to the use

Area of . . .
. . of digital Expectations
activity .
technologies
Customer Digital CRM system:s, Optimisation of
service chatbots customer interaction
. . Optimisation of work
Operational Process automation, .
. processes, reduction of
management cloud solutions
costs
Research . Innovation, research
Data analytics, .
and efficiency, development

development

artificial intelligence

of new products

Logistics and

Digital inventory

Improved logistics
process efficiency and

inventory management, GPS .
monitorin inventory control
management 8 accuracy
. Electronic accounting | Optimisation of financial
Finance and L
i and digital payment processes and fast
accounting platforms transaction execution
Corporate Fast information

Communications
and internal
interaction

messengers, video
conferencing, cloud
documents

exchange, transparent
communications,
reduced bureaucracy

Personnel and
HR management

HRM systems, digital
recruiting, automated
schedules

Optimisation of
personnel management,
easier hiring, reduced
administrative costs

20 Haluzevi trendy. (2024). State of the logistics industry in Ukraine: Trends
and features. https.//surl.li/djvxzr
21 lvanyshyn, O. V. (2020). Innovative business models of logistics support for
enterprise development. Innovative Economy, 7-8. https.//surl.li/wkvqqq

22 Innovations in logistics activities, their advantages and disadvantages.
(2020). https://surli.cc/fwtvwh
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The successful implementation of digital tools allows small
businesses to increase productivity, automate routine operations,
reduce costs, and respond more quickly to customer needs. At
the same time, digital transformation requires a rethinking of
traditional business models. After all, small businesses need to
implement new ways of working: digital communication, online
sales, remote customer service, and the use of cloud platforms
and analytical systems. This requires not only technical solutions,
but also the development of a digital culture, staff readiness for
training, and flexible change management.

Digital technologies are rapidly changing the modern world,
transforming the way we do business, communicate and organise
production processes. They have become an integral part of
everyday life — from online shopping and digital services to
automated solutions in the private and public sectors. Digital
transformation is now a strategic priority for many countries, and
in the European Union, its development is guided by the Digital
Decade programme, which sets out key benchmarks for digital
progress until 2030.

These processes are particularly important for small
businesses. Digitalisation opens up access to new tools that were
previously only available to large companies: online platforms,
cloud services, data analytics, sales and communications
automation. The implementation of digital solutions allows small
businesses to: reduce operating costs through automation and
process optimisation; expand their markets by going online and
working with customers around the world; improve customer
service using CRM systems, chatbots and personalisation;
increase productivity through cloud technologies, digital
documents, and mobile solutions; respond quickly to changes
through data analytics, demand forecasting, and digital
monitoring.
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2.2. Marketing communications in shaping the
competitiveness of an enterprise

Marketing communications play a key role in ensuring the
competitiveness of an enterprise, as they are a multifaceted
process that stimulates the movement and promotion of goods at
all stages of operation. The use of marketing communications
aims to increase brand awareness, help build relationships with
the target audience, and establish an emotional connection.

The main communication goals include: increasing sales:
motivating people to buy; strengthening the company’s position:
creating the right image and associations for consistent and
effective communication with the audience; conveying
information: informing the audience about new products,
improvements to existing ones, the start of sales, and the
availability of unique offers; differentiation from competitors:
conveying relevant information to consumers (about the
advantages and uniqueness of the company and/or its products),
the opportunity to stand out from competitors and win the trust
of potential customers; Building loyalty: through audience
segmentation with the ability to send personalised content and
relevant offers; Virality: the speed of spreading information about
the company or its products, creating viral content.

The implementation of a promotion complex largely
depends on the strategy chosen by the manager: pushing or
pulling. The product pushing strategy involves intensive
stimulation of the trade sector to promote the product through
the distribution channel. The manufacturer actively pushes the
product to wholesalers, who actively work with retailers, who
actively stimulate sales of the product to consumers. The pull
strategy involves significant spending on advertising and
consumer incentives to create demand for the product.
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The final stage of implementing a promotion complex in the
company’s activities is determining the budget. The main
methods include: the sales-oriented method: the budget size is
determined as a percentage of either last year’s sales, expected
sales for the future period, or average sales over several years;
the residual principle method: the budget is determined as the
difference between the total marketing budget and all other
marketing expenses; the competitor parity method: to determine
the budget, the company uses the corresponding expenses of its
competitors, but often faces a lack of reliable information about
the communication activities of its competitors and their actual
expenses; Weinberg model: using regression analysis, the
dependence of changes in a company’s market share on the ratio
of advertising costs in the company’s sales to the corresponding
indicator of a competitor is studied, which makes it possible to
establish the advertising budget necessary to increase market
share; Goals and objectives method: involves specifying goals and
developing measures necessary to achieve them, with the
advertising budget determined as the sum of expected costs for
measures whose implementation will enable the goals to be
achieved.?

The completion of the promotion complex formation
system involves its evaluation with the determination of sales
volumes determined by each additional monetary unit (hryvnia)
spent on advertising, sales promotion, public relations, and
personal sales. Given the difficulty of determining such indicators,
the effectiveness of each element is estimated approximately by

23 Tarasovych, L. V. (2022). Explication of social marketing. In Management,
marketing, logistics: Trends and overcoming challenges (Pt. 2, pp. 36—-38).
Zhytomyr: Polissia National University.
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studying consumer awareness, their loyalty to the brand, and
preferences.?*

The application of communication tools in the enterprise’s
activities is shown in Fig. 2.2.1.
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Figure 2.2.1. Application of communication tools
in business activities

In the context of digital transformation and rapid
technological development, modern Ukrainian enterprises are
objectively faced with the need to adapt to new formats of
interaction  with  consumers.  Traditional marketing
communication models do not provide the required level of
effectiveness, as consumers expect fast, convenient and
personalised interaction through various channels — online,
offline, mobile platforms and social networks. In view of this,
there is a need to implement an omnichannel approach that

%Korol, I. V. (2017). Marketing communications: Educational and
methodological manual. Uman: VPC “Vizavi”.
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ensures a unified and consistent customer experience. However,
in the Ukrainian context, the implementation of such strategies
faces a number of challenges: insufficient digital maturity of
companies, limited resources, lack of adequate IT infrastructure
and experience. This raises the issue of implementing
omnichannel marketing and communication tools in practice to
increase the competitiveness of Ukrainian enterprises in the face
of fierce competition and behavioural transformation among
consumers.?

Therefore, along with classic tools, it is worth implementing a
system of innovative techniques and methods that will allow you to:
expand the circle of existing consumers and increase the percentage
of potential (latent) ones through creativity in presenting
information about a product or service; offer individualised and non-
standard approaches to solving the buyer’s problem; conquer the
market in a short time; create unobtrusive advertising messages
(based on sending information according to preferences); form a
customer base with specific needs of the target audience; increase
consumer loyalty; save budget expenses on advertising activities
through the use of information technologies. Among the main
innovative tools capable of improving the activities of a modern
enterprise, the following stand out:

o Virtual promoter: a technically innovative advertising
invention that is a full-length video model of a person,
created using modern technology. Such a model evokes strong
emotions in buyers and leaves a vivid image of the product

25 Tarasovych, L. V. (2022). Social marketing in Ukraine: Essence,
technologies, and implementation challenges. In Accreditation of
educational programs in the economic field under wartime conditions:
Proceedings of the All-Ukrainian scientific and pedagogical advanced
training in economic sciences (pp. 65-66). Lviv—Torun: Liga-Pres.
https://doi.org/10.36059/978-966-397-259-6-18
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presented in the video clip in their minds, during which the
virtual promoter talks about the product or service;

Brand advocate: a consumer who has used the product or
service and had a positive experience. A brand advocate
protects the interests of the developer and service provider
or product manufacturer. A satisfied advocate who feels
important to the brand is able to promote the brand more
effectively than salespeople and marketers. This method of
promoting a product (service) not only attracts the buyer’s
attention to the brand (trademark), but also expands the
circle of potential consumers;

Storytelling: detailed stories and narratives about previous
work or actions of management, employee interactions, the
lives of famous people, or events related to the brand
(trademark). Such stories popularise the company and
effectively influence the emotional component of the
consumer, as they call for action and turn consumers into
admirers of certain ideas and values. Potential consumers
«try on» the image for themselves, wanting the story
presented to become part of their own story;

Interactive floor (board): a projected image that instantly
reacts to human movement, bringing the image to life and
revealing a hidden advertising message;

Foggy display: a screen for projecting images through which
a person can «pass into another dimension», i.e. such a
screen instantly appears and disappears, which enhances
the effect of surprise and captivates the viewer (potential
consumer);

Interactive multi-touch table: an interactive touch-
controlled surface that allows potential buyers to accurately
navigate their choice of product and receive virtual advice;
Projection film: provides transmission of the projector
signal, has high light transmission and diffusion
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characteristics, which is confirmed by the clarity of colour
reproduction. The film is widely used as an outdoor
advertising medium. The shape of the film is limited only by
the owner’s imagination, so it allows you to differentiate
your company’s offering based on  marketing
communications;

Co-branding: the combination of brands (trademarks) of
several companies for mutually beneficial cooperation and
gaining advantages in the fight against competitors;

Product positioning through hidden advertising: consumer
perception at a subconscious level and an alternative to
direct advertising, which consumers tend to avoid due to its
aggressiveness and intrusiveness. Information in hidden
advertising influences the buyer on a subconscious level.
The use of this technology requires professionalism in order
to achieve a positive effect;

Cross-promotion: the development and implementation of
cross-promotion programmes for brands and trademarks is
a logical continuation of the policy of product positioning
through hidden advertising. Companies that place their
product in an advertising video and show it to potential
consumers while they are watching a film do not finance its
promotion, but conduct large-scale advertising and PR
campaigns aimed at simultaneously promoting the product
and the film. Popular films with beloved characters make it
possible to build a loyal audience that is of interest to the
partner company.

Customer focus has transformed into a complex

technological model that cannot be imagined without an
omnichannel approach. This is not just about a company’s
presence in several communication channels, but about their full
integration, which allows a person to switch from one format of
interaction to another without interruptions, delays or loss of
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context. A customer who started a dialogue in a messenger can
continue it in a mobile application or on a hotline without having
to explain the situation again. And this level of synchronisation is
increasingly perceived not as an advantage, but as an expected
standard. In some cases, there is also legal inertia — domestic
market regulation does not always keep pace with the speed of
digital change. As a result, the introduction of new
communication formats faces uncertainty in terms of personal
data, software licensing and consumer protection.?%2’

It can be stated that the use of an omnichannel approach is
highly effective. At the same time, its implementation directly
depends on industry specifics, company size, and technological
readiness. For small and medium-sized enterprises, the most
important task today is to overcome internal barriers and find
adaptive, cost-effective solutions that will contribute to the
formation of a holistic customer experience in a changing market.
However, in many cases, digital transformation is incomplete or
superficial — companies implement tools without properly
rethinking their processes. It is impossible to bridge this gap with
technology alone. A set of actions is needed, and it goes far
beyond automation. First and foremost, investment in human
capital is needed. This applies not only to the training of
marketers or contact centre operators: in many cases, there is a
lack of digital awareness even at the top management level,
which makes strategic decisions without understanding the logic
of modern communication environments.

%6 Tarasovych, L. V., & Martynenko, T. O. (2024). Imperatives of using
marketing technologies in the management system of a medical enterprise
under the digitalization of business processes. City Development, 3(03), 90—
96. https://doi.org/10.32782/city-development.2024.3-12

27 Kravchuk, I. I., & Kovalchuk, V. V. (2025). Theoretical and methodological
aspects of systemic marketing management in agribusiness. Economy and
Society, (71). https://surl.li/vyczro
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Infrastructure challenges require special attention. They are
particularly acute in regions where the quality of internet
connectivity or the lack of IT specialists makes the omnichannel
model almost unattainable. In addition, full integration is not
always possible due to the unstable legislative environment.
Imperfections in personal data storage regulations, weak support
from government agencies, and bureaucratic delays in updating
the IT environment do not contribute to modernisation. Only a
well-designed and thought-out strategy can become the basis for a
sustainable market advantage that is difficult to replicate or copy.

Therefore, in today’s environment, digitalisation and
innovation, especially in marketing communications, are the
relevant trends for effectively influencing consumers. For the
greatest effect when bringing a product (good/service) to market,
maintaining its competitive position, and sustaining consumer
interest in it, those companies that implement non-standard
technologies for promoting products (goods/services) and use
innovative forms of marketing communication when interacting
with consumers achieve the best results.

2.3. Logistical innovations as a factor in
improving the efficiency of small businesses

In the current economic climate, domestic enterprises need
to transition to an innovative development model in order to
improve their efficiency. This involves the systematic search for,
preparation and implementation of innovations that can optimise
the procurement, production and sales activities of enterprises.
At the same time, a key condition is a fundamental
transformation of management approaches and processes.

The implementation of innovative solutions is one of the
main factors in increasing the competitiveness of products, the
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efficiency of production resources and the adaptability of
enterprises to changes in the external environment. They open up
new opportunities for entering markets and ensure long-term
stability and economic sustainability.

Logistical innovations play a special role in this process,
allowing companies to increase the efficiency of both their
production and non-production spheres. They ensure resource
optimisation, cost reduction and improved customer service,
taking the company to a new level of development. In this regard,
research into the formation and implementation of logistics
innovations in the enterprise management system is extremely
relevant.

Logistics innovations include both technological and
organisational innovations aimed at improving the efficiency of
supply chains, reducing costs, optimising warehousing and
transportation processes, improving inventory management and
increasing customer service levels.

Logistics of innovation is not just the delivery of goods, but
a complex system that ensures the effective management of
resource, information and product flows at all stages of the
innovation life cycle. It plays a key role in bringing new products
to market quickly, adapting to changes in demand and ensuring
the company’s competitiveness.

Key areas of logistics innovation:

e Digitalisation of logistics: WMS systems, ERP, GPS
monitoring, loT sensors.

e Process automation: warehouse robotisation, inventory
drones, automated transport solutions.

e Analytics and forecasting: use of artificial intelligence and

Big Data to optimise routes and plan inventory.

e Organisational innovations: implementation of cross-
docking, Just-in-Time, new supply management schemes.
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e Improved customer service: automated communication
platforms, CRM systems, online order tracking.?®

The implementation of such innovations allows small
businesses to increase operational efficiency, reduce transaction
costs, decrease order processing time, and improve customer
service quality.

Current trends in logistics are driven by the desire to
optimise every stage, from production to delivery to the end
consumer. This requires the implementation of innovative
solutions that increase the speed, accuracy and transparency of
logistics processes. The dynamics of key innovative solutions in
logistics are presented in Fig. 2.3.1.
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Figure 2.3.1. Dynamics of key innovative solutions
in logistics?®

28 Lavrynenko, S., Zelinska, A., Tarasovych, L., & Bilych, V. (2025).
Digitalization and transparency: Innovative activity in logistics
management. Sustainable Development of the Economy, 3(54), 58—63.
https://doi.org/10.32782/2308-1988/2025-54-9
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As you can see, data analytics, 10T, and cloud computing are
extremely important technologies in the digital world. They help
companies increase the transparency of their supply chains. Some
companies equip their fleets with sensors to receive real-time
updates on transportation and delivery. This also allows for
improved location and route management. In warehouses, loT
solutions contribute to better visibility of inventory management
processes, storage conditions, and predictive maintenance.3°

Cloud solutions allow companies to scale resources up or
down depending on demand or market conditions. One of the
main advantages of using the cloud is the ability to centralise
analytics while decentralising data collection and access.

At the same time, it should be noted that the introduction
of logistics innovations into the management system of many
domestic enterprises is in itself a new form of innovative activity.
At the initial stage of implementing logistical innovations, an
enterprise needs to define its goals and determine which logistical
processes should be reorganised, supplemented or, conversely,
eliminated in order to achieve these goals. Particular attention
should be paid to areas such as commercial services, accounting
systems, procurement and supply.

At the same time, it is important to take into account typical
problems that often arise in logistics activities:

e the lack of a clear system of information exchange between
transport and warehouse services, which leads to delays in
loading, unloading and transport downtime;

29 Kustrich, L. O. (2023). Innovations in the field of logistics management.
State and Regions. Economics and Entrepreneurship, 3(129).
https://surl.li/xbgewr

30 Kravchuk, 1. I, Bezditko, O. Ye., & Zhelieznikov, O. M. (2024).
Communication management of logistics support of distribution networks
in agribusiness. Efektyvna ekonomika, (10). https.//doi.org/10.32702/2307-
2105.2024.10.17
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e incorrect data in accounting systems regarding the range
and quantity of goods in stock, often due to careless
inventory taking;

e lack of a system for accounting for and tracking defective
products;

e shortage of qualified workers;

¢ inability to organise parallel work in several warehouses due
to a lack of personnel or necessary equipment;

e shortcomings in goods loading and unloading schedules;

o formal definition of freight forwarders’ responsibility for
cargo;

o weak internal logistics interaction between departments
focused only on their own performance indicators without
taking into account overall performance;

o lack of clear rules for determining delivery costs based on
routes and criteria; shortcomings in the information system,
due to which the movement of goods is sometimes
reflected only in virtual space, without reflecting real
commodity values.?!

In general, innovations in logistics should include the
following components (Fig.2.3.2).

Taking into account the components of innovative logistics
activities, we can identify key factors that influence the
effectiveness of logistics processes: the time required to complete
logistics operations; improving the quality of services; reducing
logistics costs.

The implementation of logistics innovations allows small
businesses to achieve comprehensive improvement in their
activities. Thanks to the use of modern digital solutions and
innovative approaches, procurement, production, and sales

31 Bezditko, O. Ye., Zelinska, A. M., & Budnik, O. M. (2025). Features of risk
management of logistics systems under global risks. Business Navigator,
2(79), 449-453. https://doi.org/10.32782/business-navigator.79-73
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processes are optimised, which ensures increased speed,
accuracy, and efficiency of inventory management. One of the key
results is a reduction in logistics and transportation costs, which
has a positive impact on the overall cost of production and its
competitiveness in the market. In addition, logistics innovations
contribute to a more flexible and responsive response of the
enterprise to changes in market conditions, fluctuations in
demand or crisis situations, ensuring the stability and adaptability
of the logistics system.
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Figure 2.3.2. Components of innovation logistics

An innovative approach to logistics development for small
businesses — digital integrated logistics involves a comprehensive
digital transformation of key logistics processes. The model is
based on digital inventory management using WMS (warehouse
management system) and ERP (enterprise resource planning)
technologies, which enable accurate tracking and forecasting of
inventory. An important element is GPS and loT transport
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monitoring, which provides real-time control of cargo movements
and allows for the optimisation of delivery routes. The use of
analytics, artificial intelligence and Big Data technologies enables
demand forecasting, demand planning and cost reduction.3%33

The automation of warehouses and transport processes —
using robotic systems, drones, and automated sorting solutions —
significantly speeds up operations and reduces the likelihood of
errors. An equally important component is the integration of the
enterprise with customers and suppliers through CRM systems
and online platforms, which ensures process transparency,
speeds up order processing and improves service quality. The
final part of the model is the implementation of modern cyber
security measures to maintain confidentiality and secure
information exchange in the supply chain.

The expected results from implementing this model include
a reduction in logistics costs by an average of 15-25%, an
increase in inventory management accuracy to 95 %, a significant
reduction in order processing time, and a significant improvement
in customer satisfaction. At the same time, the company
increases its adaptability and resilience to crises and market
fluctuations, ensuring its long-term  efficiency and
competitiveness.

For small businesses, which traditionally have limited
resources, the implementation of innovative logistics solutions
opens up the opportunity to compete on an equal footing with
larger companies. Technology allows for better control of goods

32 Bezditko, O. Ye., Zelinska, A. M., & Budnik, O. M. (2025). Features of risk
management of logistics systems under global risks. Business Navigator,
2(79), 449-453. https://doi.org/10.32782/business-navigator.79-73

33 Kravchuk, 1. I, Bezditko, O. Ye., & Zhelieznikov, O. M. (2024).
Communication management of logistics support of distribution networks
in agribusiness. Efektyvna ekonomika, (10). https://doi.org/10.32702/2307-
2105.2024.10.17
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flows, faster response to fluctuations in demand, reduction of
unsold inventory, and stability of supply. This directly increases
the competitiveness of small businesses, as optimised logistics
processes contribute to increased profitability and the efficient
use of financial and material resources.

In fact, logistical innovations not only modernise internal
processes, but also become a strategic basis for strengthening the
position of small businesses in the market, ensuring their
flexibility, sustainability and ability to adapt quickly.

Thus, the economic, social and political challenges of recent
years have highlighted the need to reform small business
activities, in particular based on the principle of innovation and
active digitalisation of business processes. It is digital
transformation that is now becoming a key factor in ensuring the
rapid recovery and sustainability of any country’s economy. The
introduction of digital technologies in small enterprises creates
added value for customers: access to necessary data is simplified,
and the quality of information exchange between consumers,
staff and suppliers is improved.

This, in turn, minimises transaction costs, reduces
transaction time and increases sales and service provision. The
level of digitalisation of a small business directly determines its
ability to adapt to economic or social crises. Therefore, companies
that actively implement digital solutions demonstrate greater
flexibility and responsiveness to external threats, and digital
transformation serves not only as a tool for increasing
competitiveness, but also as a means of ensuring the stability and
viability of small businesses in conditions of instability.
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CHAPTER 3

MARKETING IN THE SYSTEM OF STRATEGIC
DEVELOPMENT OF SMALL BUSINESS

MAPKETUHT Y CUCTEMI CTPATEINYHOIO PO3BUTRY
MAJOrO BISHECY

The role of marketing in the strategic management of small business
development in the context of increasing competitive pressure and digitalisation
of the economy is investigated. The essence and features of small business
marketing strategies are revealed, taking into account limited resources,
management flexibility and customer orientation. The importance of personalised
marketing and social media as tools for improving the effectiveness of interaction
with consumers and increasing market share is substantiated. Integrated
marketing communications and multi-channel approaches are analysed as the
basis for forming a consistent brand message and improving the effectiveness of
marketing activities. Considerable attention is paid to branding and customer
loyalty management as strategic factors for the long-term development of small
businesses. It is concluded that the comprehensive use of marketing strategies,
digital tools and branding solutions ensures the strengthening of competitive
positions and the sustainable development of small enterprises.

JocnioneHo posnb MmapKemuHay 8 cucmemi cmpamezaiyHo20 ynpasaiHHA
po3sumkom masnozo bi3Hecy 8 ymosax MocusneHHA KOHKYPEeHMHO020 mucKky ma
uuposizauii ekoHomMiKu. Po3Kpumo cymHicme i ocobausocmi mapkemuH208uUx
cmpamezili manozo 6i3Hecy 3 ypaxy8aHHAM obmexeHocmi pecypcis, 2Hy4Kocmi
ynpaeniHHA ma  opieHmauii Ha  KaieHma. O6rpyHmMoe8aHo  3HAYeHHs
epcoHani38aHO20 MApPKemuH2y ma coyiasabHUX Media AK iHCmpymeHmis
niosuuweHHs egekmusHocmi 830eMO0il 3i crowusa4amu ma 3pPOCMAHHSA
PUHKOB0I YacmKu. [poaHani3o8aHo iHMe2po8aHi MapKemuH208i KOMyHiKauii ma
MY/IbMUKAHAsbHI MiOX00U AK OCHO8Y (hOpPMY8AHHA y3200i4(eH020 bpeHO008020
08i0OMEHHA | NiIOBUWEHHA Pe3yabmamusHOCMi MapKemuHao80i disabHocMi.
3Ha4Hy yeazy npudineHo bpeHOuHay ma ynpaessniHHIO A0AAbHICMIO KaiEHMIie AK
cmpameziyHUM YUHHUKaM 00820CMpPOKOB020 pPO3BUMKY Mas020 bisHecy.
Y3a2aa1bHeHo, WO KOMM/EKCHe BUKOPUCMAHHA MapKemuHa208ux cmpameait,
uugposux iHcmpymeHmie i b6peHOUH208UX piwieHb 3abe3nevyye 3MiUHEHHS
KOHKYypeHmMHux nosuuiti ma cmilikuli po386umoK masux nionpuemcms.
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3.1. Marketing strategies of small businesses
in a turbulent market environment

In today’s competitive environment, marketing plays a
decisive role in ensuring the sustainable development of small
businesses. It is not only a means of effectively promoting goods
and services, but also a tool for understanding customer needs,
adapting offerings to market changes, and establishing long-term
relationships with target audiences. Contemporary approaches,
such as personalized marketing and the active use of social media,
open up new opportunities for small enterprises. These
approaches facilitate customer acquisition, enhance customer
loyalty, and gradually increase market share.

Personalized marketing is an approach to promotion that
utilizes data on customer behavior, preferences, demographic
characteristics, and other personal attributes in order to create
unique and relevant offers for each individual customer or
customer segment. This approach enables companies to gain a
deeper understanding of their consumers, increase engagement,
and satisfy customer needs at a more profound level.343>

Small business marketing can be defined as a set of
strategies and tools aimed at promoting goods and services while
taking into account limited resources. Marketing enables small
enterprises to attract customers, differentiate themselves in the
market, and grow even under conditions of intense competition.
Personalized marketing influences customers by delivering more
relevant content aligned with their interests and needs,
significantly enhancing satisfaction with brand interactions,

34personalized customer experience. (2024). In Using Al in marketing (pp.
41-48). https://doi.org/10.1515/9781501519765-009

35 Personalized marketing. (2012). In CIM revision cards: Marketing in
practice (pp. 77-78). https://doi.org/10.4324/9780080546629-38
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improving the customer experience, and increasing brand
loyalty.36:37

The main marketing challenges faced by small businesses
include limited budgets, time constraints, staff shortages, limited
marketing expertise, and competition with larger companies. At
the same time, small businesses possess several advantages, such
as flexibility (the ability to rapidly adjust strategies),
personalization (closer relationships with customers through
direct communication), and local advantages (the ability to focus
on local audiences). Personalized approaches foster a sense of
care and attention among customers, helping to establish
emotional connections with the brand and often leading to long-
term relationships.

Key personalized marketing strategies for small businesses
include targeted marketing (clearly defining the target audience),
segmentation based on age, location, interests, and other criteria,
content personalization, adaptation of messages to the needs of
each customer segment, and local marketing focused on nearby
customers through the use of geotargeting to increase conversion
rates. Marketing channels for small businesses include social
media platforms such as Facebook, Instagram, and LinkedIn for
customer engagement and advertising; email marketing for
distributing offers and informational materials to maintain
customer relationships; websites that are simple and informative
with search engine optimization (SEO) to enhance visibility; and
pay-per-click (PPC) advertising, including Google Ads and social
media advertising, for rapid traffic acquisition.

36 Bahorka, M. O., & Ustik, T. V. (2022). Substantiation of the choice of a
marketing strategy for enterprise management. Problems of Modern
Transformations. Series: Economics and  Management, (5).
https://doi.org/10.54929/2786-5738-2022-5-04-01

37 Shevchuk, P., & Derhaliuk, B. (2022). Formation of marketing policy in
modern entrepreneurship. Economy and Society, (42). http://surl.li/qgvbdi
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Offers that align with the needs of specific customers
significantly increase the likelihood of purchase. Through
personalization, companies can provide products or services that
customers require at a particular moment. By optimizing
advertising and reducing costs, enterprises avoid allocating
resources to irrelevant audiences and instead focus on consumers
who are more likely to make a purchase. This increases the
effectiveness of marketing campaigns, reduces expenditures, and
enhances customer satisfaction and word-of-mouth
recommendations.383°

The challenges of personalized marketing include issues of
data privacy and security, as customers may have concerns
regarding the collection and use of personal data, potentially
reducing trust in the brand. Another challenge is the complexity
of implementation, particularly the lack of algorithms and tools
for processing large volumes of data and accurately predicting
consumer behavior. Therefore, personalized marketing for small
enterprises is an effective instrument for fostering customer
loyalty, increasing sales, and optimizing costs. However, its
successful implementation requires careful consideration of
ethical and technical aspects in order to create a positive
customer experience and build trust-based relationships.

The main principles of using social media to promote
products and build effective marketing strategies include
identifying the target audience to focus efforts on appropriate
platforms and tailor content accordingly; creating high-quality
content, including professional images, videos, and creative text
to capture and retain user attention; and maintaining consistency

38 Romanchukevych, M. Y., & Biletska, I. M. (2021). Features of using
modern marketing tools in crisis conditions. Efficient Economy, (8).
http://surl.li/rcuptt

39 Semenova, L. Y., Datsenko, V. V., & Khurdei, V. D. (2020). Marketing 4.0.
Efficient Economy, (11). https://surl.lu/cnqzkg
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and regularity in posting to ensure sustained brand visibility. Key
marketing tools for small businesses include Canva for creating
visual materials, Mailchimp for email campaigns, Google My
Business for improving search visibility, and Buffer or Hootsuite
for scheduling social media posts.*°

The use of stories and video content — such as live streams
and short-form videos including Reels or TikTok — typically
generates high engagement levels. These formats can be utilized
to showcase behind-the-scenes activities, product
demonstrations, and real-time interaction with followers. A
distinctive feature of marketing budgeting in small enterprises is
the allocation of funds across multiple channels (social media,
advertising, email marketing, etc.), with an emphasis on cost-
effective and low-budget tools, as well as the use of free or
inexpensive resources that promote interactivity and audience
engagement. Collaboration with influencers and partners can help
expand product reach. Marketing analytics and optimization
involve evaluating key performance metrics, such as customer
engagement, conversion rates, sales, and return on investment
(ROI). Core analytical tools include Google Analytics, Facebook
Insights, and email performance statistics, which provide insights
into current trends.*%42

Timely adaptation to changes — through rapid responses to
emerging formats, memes, or popular topics — can increase

40 Tataryntseva, Y. L., Pushkar, O. I., Druhova, O. S., & Makarenko, A. B.
(2022). Management of digital marketing monetization processes in the
context of ensuring enterprise financial development. Marketing and Digital
Technologies, 6(1), 32-44. https://mdt-
opu.com.ua/index.php/mdt/article/view/166/148

41 Skryhun, N. P., Rozumei, S. B., & Molin, N. O. (2022). Online and offline
tools in the system of integrated marketing communications. Marketing
and Digital Technologies, 6(2), 49—61. https://surl.li/oflcpb

42 Nishikawa, H. (2021). Digital marketing. Japan Marketing Journal, 41(2),
3-6. https://doi.org/10.7222/marketing.2021.040
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content relevance and visibility. Encouraging user-generated
content by motivating customers to share their own photos and
videos featuring products creates social proof and can
significantly enhance the trust of potential customers.

Key factors contributing to the promotion of small business
products on social media include the use of special offers and
promotional codes available exclusively to social media followers,
which enhances brand loyalty and stimulates repeat purchases.
Regular social media presence, active feedback mechanisms, the
use of customer reviews and recommendations, competitor
analysis, and the adaptation of successful practices ensure
continuous evaluation and refinement of marketing strategies.

3.2. Integrated marketing communications
of small businesses in digital and
omnichannel ecosystems

Integrated Marketing Communications (IMC) constitute an
essential component of a successful marketing strategy for small
businesses. IMC involves the coordinated use of various
communication channels and tools to reach target audiences and
deliver a coherent and consistent marketing message. The
application of IMC enables small enterprises to interact effectively
with consumers, enhance brand awareness, and stimulate sales
growth.344 Multichannel communication represents a key aspect
of IMC, as it allows businesses to reach target audiences through
diverse platforms, including social media, email, mobile

“BKotler, P., & Keller, K. L. (2014). Marketing management (14th ed.).
Pearson.

4stanislavyk, O. V., & Kovalenko, O. M. (2022). Marketing as a component
of enterprise innovative activity. Economics, Finance, Law, (9), 24-27.
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applications, websites, blogs, as well as traditional media such as
television and radio.*

The use of social media platforms such as Facebook,
Instagram, Twitter, and LinkedIn enables small businesses to
engage with their audiences in real time, create content, receive
feedback, and build customer loyalty. Social media also provides
opportunities for targeted advertising, allowing enterprises to
reach potential customers efficiently.%®

Email marketing is an effective tool for maintaining
communication with customers through the distribution of
newsletters, special offers, and company updates. Email serves as
a powerful instrument for sustaining relationships with existing
customers and informing them about new products and
significant events. Well-designed email campaigns can increase
conversion rates and support customer retention.*’

Mobile applications and SMS messaging can be employed
for direct communication with customers, particularly to provide
information on discounts, promotional campaigns, and new
product offerings. These channels ensure a high level of customer
engagement. Mobile applications facilitate interaction through
mobile devices by providing convenient access to products and
services. Video marketing, using platforms such as YouTube,
supports the creation and dissemination of video content that
enhances engagement and brand recognition.

“Yanchuk, T., & Boienko, O. (2023). Implementation of CRM systems as a
means of increasing the effectiveness of marketing activities. Economy and
Society, (48). http://surl.li/wcdqgc

46Tataryntseva, Y. L., Pushkar, O. I., Druhova, O. S., & Makarenko, A. B.
(2022). Management of digital marketing monetization processes in the
context of ensuring enterprise financial development. Marketing and Digital
Technologies, 6(1), 32—44. https.//surl.li/ehpweu

47Skryhun, N. P., Rozumei, S. B., & Molin, N. O. (2022). Online and offline
tools in the system of integrated marketing communications. Marketing
and Digital Technologies, 6(2), 49—61. https://surl.li/mrszqx
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Websites and blogs also play a critical role in multichannel
communication. A corporate website serves as a primary tool for
providing information about products and services and for
enabling e-commerce activities. Search Engine Optimization (SEO)
involves optimizing website content and structure to improve
visibility in search engine results, thereby attracting organic
traffic. Content marketing focuses on the creation and
distribution of valuable content (articles, blogs, videos) designed
to attract and retain target audiences. Paid advertising, such as
Google Ads, enables rapid access to target audiences through
search engines and social media platforms. Analytical tools,
including Google Analytics, allow businesses to track user
behavior, evaluate the effectiveness of marketing campaigns, and
make data-driven decisions.*&4

Customer Relationship Management (CRM) systems support
the management of customer interactions by improving service
quality, monitoring communication history, and increasing sales
performance.®® The application of these digital tools enables small
businesses to effectively reach their target audiences, enhance
conversion rates, and maintain competitiveness.>!

48 Banshchykov, P., Pazdrii, V., & Vashchenko, I. (2018). Opportunities for
the use of Internet technologies in companies’ marketing activities.
Accounting and Auditing, (6), 20-31.

4 Abuselidze G., Tarasovych L., Yaremova M., Usiuk T., Lavrynenko S.,
Slobodianyk A.(2025). Imperatives of Social Marketing in the Context of
Rural Entrepreneurship. Sustainable Development and Green Innovation
Managing Risk Through Interdisciplinary Approaches and Policy Strategies,
2025, PP. 127-146. https://doi.org/10.1108/978-1-83608-462-420251006.
0 Yanchuk, T., & Boienko, O. (2023). Implementation of CRM systems as a
means of increasing the effectiveness of marketing activities. Economy and
Society, (48). http://surl.li/wcdqgc

1 Bespalov, V., Gubernyk, A., & Obniavko, O. (2021). Marketing audit as a
tool for assessing the marketing potential of an enterprise. Economist, (9),
68-69.
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Digital tools in the marketing activities of small businesses

offer extensive opportunities for customer acquisition, brand
awareness enhancement, and sales growth, as well as a range of
specific advantages, including:

Measurability and analytics: digital marketing tools enable
precise measurement of campaign performance, analysis of
user behavior data, and the derivation of insights for
strategic improvement. Analytical platforms such as Google
Analytics allow businesses to monitor website traffic, traffic
sources, and conversion rates.

Targeting and personalization: digital tools facilitate the
development of targeted advertising campaigns aimed at
specific audience segments. Personalized content and
promotional messages increase user engagement and
conversion likelihood.

Cost efficiency: digital marketing channels, including social
media, email marketing, and content marketing, are often
more cost-effective than traditional media, allowing small
businesses to allocate budgets efficiently and achieve higher
returns on investment.

Broad reach: digital tools enable small enterprises to reach
global audiences, enter new markets, and expand their
customer bases.

Rapid adaptation and flexibility: digital technologies allow
businesses to respond quickly to market changes and
shifting consumer preferences, adjust marketing strategies,
and react promptly to customer feedback.>%°3>*

2 Buha, N., & Pelekhatskyi, D. (2022). Prospects for the use of innovative
technologies in enterprise marketing activities. Economy and Society, (42).
http://surl.li/mfrome

3 Bespalov, V., Gubernyk, A., & Obniavko, O. (2021). Marketing audit as a
tool for assessing the marketing potential of an enterprise. Economist, (9),

68-69.
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Thus, the application of multichannel communication and
digital marketing tools enables small businesses to interact
effectively with target audiences, enhance customer loyalty, and
increase sales performance. This contributes to sustainable
development and improved competitiveness in the marketplace.

3.3. Branding and customer loyalty management
as drivers of sustainable competitive
advantages of small businesses

Branding creates a unique identity for a company or
product that differentiates it from competitors and fosters an
emotional connection with customers. Clear and consistent brand
communication strengthens consumer trust, as individuals tend
to trust what is predictable and recognizable. A positive brand
experience increases the likelihood of repeat purchases and
recommendations, which are key elements of customer loyalty.
Corporate social responsibility and brand authenticity further
enhance emotional engagement by enabling customers to feel
aligned with shared values. Building loyalty through branding
increases customer lifetime value, thereby ensuring sustainable
long-term business growth.>>

Branding is a strategic process of creating, developing, and
managing a brand in order to establish a distinctive corporate
image in the market, enhance brand recognition, attract
consumer attention, and generate significant competitive

> lee, G. H., et al. (2024). Developing personalized marketing service using
generative Al. IEEE Access, 1-15. https.//surl.li/fvzdrb

%5 Tanasiychuk, A. M., Sirenko, S. O., & Pnevskyi, V. V. (2020). Formation of
a brand promotion strategy using digital marketing tools. Eastern Europe:
Economy, Business and Management, (24), 161-167. http.//surl.li/fzrtvs
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advantages.”® A brand is not merely a logo or a company name; it
represents a set of perceptions and experiences associated with a
product, service, and organization. In developing a brand, a
company defines its identity, values, style, and modes of
communication with customers.®’

To create an effective branding strategy for small
businesses, it is essential to begin with clear brand identification.
This involves understanding brand values, mission, and unique
value proposition that differentiates the brand from competitors.
The next step is to analyze the target audience — both existing and
potential customers — along with their needs and expectations.
Gaining a comprehensive understanding of the target audience
requires thorough market research, including data collection from
reliable sources, surveys, interviews, and experiments. Based on
the collected data, trends and behavioral patterns are identified,
and insights into customer preferences are formed. Attention
should also be given to social media platforms, which provide
real-time feedback and valuable market intelligence.®

When shaping a brand, particular emphasis should be
placed on precise brand positioning, which clearly distinguishes
the brand from competitors. Following an in-depth understanding
of the target audience, a comprehensive brand promotion system

6 Tarasovych, L. (2019). Marketing and branding of rural territorial
communities. In T. Zinchuk & J. Ramanauskas (Eds.), Sustainable
development of rural areas (pp. 110-119). Klaipéda University Press.

7 Tarasovych, L. (2025). Territorial brand marketing in Ukraine 3.0: Trends,
strategic imperatives, and European dimensions. In EU cohesion policy:
Reality, challenges, and prospects (Proceedings of the International
Scientific and Practical Conference, Zhytomyr, May 9, 2025) (pp. 73-81).
Polissia National University.

%8 Stepanenko, N. I., & Volkova, I. M. (2023). Cross-cultural communications
in the formation of a corporate brand. Economy and Society, (56).
https://doi.org/10.32782/2524-0072/2023-56-97
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should be developed, including the strategic use of visual
elements and appropriate marketing channels.>®

Effective branding is fundamentally about creating
emotional connections. Therefore, it is advisable to develop a
compelling brand story that clearly presents the brand in an
accessible manner, highlights the challenges that led to its
creation, articulates its core values and mission, emphasizes
differentiation from competitors, and underscores the positive
impact on customers» lives. Based on this narrative, a unique
value proposition should be formulated, clearly distinguishing the
offered products and services from available alternatives. This
process ensures that the brand remains relevant and resonates
with its audience.®°

To build brand trust in small businesses, it is crucial to
establish a strong and lasting online presence. This includes
developing a user-friendly website and actively utilizing social
media channels for regular customer engagement. Content
marketing serves as a powerful tool for building brand authority,
attracting new customers, and retaining existing ones. Providing
valuable and informative content through media outlets, blog
posts, articles, and videos not only facilitates interaction with the
audience but also fosters the development of loyal followers.

An effective trust-building instrument is the development of
relationships with brand ambassadors. When collaborating with
influencers, it is important to select individuals who have
substantial followings and align with the brand»s values and
target audience. These opinion leaders can endorse products or

%9 Yanchuk, T. V. (2023). Application of Internet marketing technologies in
enterprise sales activities. Problems of Innovation and Investment
Development, (30), 98—106.

60 Tanasiychuk, A. M., Sirenko, S. O., & Pnevskyi, V. V. (2020). Formation of
a brand promotion strategy using digital marketing tools. Eastern Europe:
Economy, Business and Management, (24), 161-167. http.//surl.li/fzrtvs

72



services, increase brand awareness, and attract potential
customers. Their credibility and authority significantly influence
brand perception, purchasing decisions, and sales stimulation.

Thus, adapting small businesses to the modern and dynamic
market environment through the creation of strong and
recognizable brands is essential for long-term success.®!

Customer loyalty is a critical component of marketing
strategy, as retaining and satisfying existing customers is often
less costly than acquiring new ones. Increased customer loyalty
raises the likelihood of repeat purchases and continued
engagement. It is important to develop exclusive, continuous, and
long-term customer commitment to a company»s offerings
through the effective integration of shared values, ensuring
balance between product markets and social responsibility.
Consequently, when designing customer loyalty management
mechanisms, it is essential to consider trends and changes in both
internal and external environments.

The development of customer loyalty programs is aimed at
improving customer retention and enabling control over
purchasing behavior, communication channels, and interaction
frequency across online and offline touchpoints. Loyalty programs
seek to identify loyal and potentially loyal customers and engage
them through attractive and meaningful rewards. Customer
loyalty management can be regarded as a unified, cross-sectoral
solution for managing market participants. Typically, loyalty
programs are multi-layered and multi-channel, which complicates
their implementation and control. However, the most effective
programs are those that can be efficiently managed in both the

1 Tarasovych, L. (2025). Regional marketing: European insights for Ukraine.
In O. H. Bului et al., & N. M. Kutsmus (Ed.), Inclusive rural development:
Integration, responsibility, democracy (pp. 155-170). SBA Print; Interscience
Publishing House. https://doi.org/10.25313/978-617-7594-07-8
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short and long term while accounting for dynamic market
conditions and consumer behavior.5?

Managing the enterprise — customer relationship system is a
key aspect of strategic business management. This process
encompasses a wide range of activities and strategies aimed at
attracting, retaining, and developing the customer base. Acquiring
new customers often requires substantial marketing and
advertising expenditures. In contrast, retaining loyal customers
reduces the need for intensive promotional campaigns, as existing
customers are already familiar with the brand and its offerings.
Satisfied repeat customers are more likely to recommend the
brand to acquaintances and colleagues, thereby generating
additional customers without significant marketing costs.
Personalization of offers is also an effective measure for
enhancing customer loyalty, as it increases the probability of
customer retention.

At the same time, attracting new customers remains
essential for business growth. Acquiring new customers helps
expand the audience and creates additional opportunities for
profitable growth. The optimal balance between customer
retention and acquisition depends on the strategic objectives of a
particular business.

Customer loyalty formation is strategically important, as it
enables enterprises to establish and maintain a strong brand
position in the minds of target audiences. This process allows
businesses to better understand how customers perceive
marketing tools and how improved results can be achieved. In this
context, customer satisfaction monitoring is based on the
effectiveness of collecting, processing, and evaluating data
related to customer loyalty.

62Sobolieva-Tereshchenko, O. A., & Antonova, V. O. (2019). Evaluation of
marketing activity effectiveness in the context of developing customer
loyalty programs. Efficient Economy, (5). https://surl.li/sxoquf
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In conclusion, it is essential for small businesses to remain
flexible and open to experimentation, testing innovative
marketing methods, and adopting new platforms for attracting
and nurturing loyal audiences. This proactive approach enables
businesses to stay ahead of competitors and continuously
improve. Monitoring market trends and analyzing key
performance indicators allow small business owners to retain
existing customers and attract new ones within the current
business landscape. Customer loyalty thus becomes a critical
success factor, significantly enhancing brand recognition and
overall competitiveness.
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CHAPTER 4

LOGISTICS MANAGEMENT IN SMALL BUSINESS
DEVELOPMENT

NOTICTUYHUA MEHEOKMEHT Y PO3BUTKY MAJIOTO
BISHECY

The theoretical and applied foundations of logistics management as a factor in
the development and competitiveness of small businesses are examined. The role
of logistics in forming sustainable competitive advantages through the
optimisation of flow processes, cost reduction, and improved customer service
quality is substantiated. The peculiarities of supply chain management in small
enterprises are analysed, taking into account resource constraints, digitalisation
and the growth of external risks. The essence and structure of logistics costs are
revealed, as well as their impact on the financial condition and performance of
small enterprises. The expediency of using logistics outsourcing in small
businesses as a way to minimise risks and concentrate resources on key activities
is substantiated. It is summarised that effective logistics management and
adaptive logistics strategies are important factors for the sustainable
development and strengthening of the market positions of small businesses in
Ukraine.

JocnidxweHo meopemuyHi ma npukaadHi 3acadu n02icmMuYyHO20 MeHEOHMEeHMYy
AK YUHHUKG pPO38UMKY ma ni08UWEHHA KOHKYPEHMOCIPOMOXHOCMI Masa020
bi3Hecy. ObrpyHmMoB8aHO Posb 102iICMUKU Y hopMyB8aHHI CMIliKUX KOHKYPEHMHUX
rnepesaz 4epe3 ONMUMI3AUIIO MOMOKOBUX MPOUECI8, 3HUMEHHA eumpam i
niosuwjeHHs  AKocmi  06csy208y8aHHA  crioxcusavie.  [1poaHani3oe8aHo
ocobnusocmi ynpasaiHHA AGHUH02AMU MOCMAYAHHA MAaux nidnpuemcms i3
YPAXy8AHHAM pecypcHUX obmexceHb, yugposizayii ma 3pocmaHHA pusukie
308HiWHbO20 cepedosuwia. Po3KpumMo cymHicme i cmpykmypy so2icmudHux
suUMpam, a MAKOXC ix enaue Ha iHaHcosuli cmaH i pe3ysabmamueHicme
disnbHOCcMi masoeo nionpuemcmea. O6rpyHmMosaHo AouinbHICMb 3aCMOCy8aHHSA
/a102icMUYHO20 aymcopcuHay 8 masomy bi3Heci Ak criocoby miHimisauii pusukis i
KOHUeHmpauyii pecypcie Ha Kaw4osux eudax OifsnbHOCMI. Y3a2asnbHEHO, W0
eghekmusHuli no2icmuyHuUli MeHedHMeHm i a0anmueHi o2icmu4Hi cmpameaii €
BAMAUBUMU YUHHUKOMU CMAs020 PO3BUMKY MA 3MIYHEHHA PUHKOBUX rno3uyili
Mano2o bizHecy 8 YKpaiHi.
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4.1. The role of logistics in ensuring the
competitiveness of small businesses

Logistics plays a key role in ensuring the competitiveness of
small businesses, as it allows for effective supply management,
reducing transportation, storage and inventory management
costs. Optimised logistics processes enable a rapid response to
changes in demand, which is particularly important for small
businesses that often operate in a dynamic market environment.
The use of modern logistics technologies, such as CRM or
automated supply chain management systems, improves
customer service quality and increases customer loyalty. By
outsourcing logistics functions, small businesses can focus on
their core activities while improving operational efficiency. As a
result, logistics contributes to the creation of additional
competitive advantages, strengthening the position of small
businesses in the market.%3

In today’s business environment, effective management of
logistics processes is a key factor in the success of enterprises.
Logistics is an important component of the supply chain and is
responsible for the optimal planning, coordination and control of
the movement of goods, information and funds from suppliers to
end consumers. The functioning of modern logistics systems in
Ukraine requires domestic enterprises to achieve maximum
efficiency in logistics activities in order to increase their
competitive advantages in the market. Logistics systems must
develop effective operating strategies that integrate all aspects of
their activities, taking into account the impact of external and
internal factors, as well as potential risks.

63 Yanchuk, T., & Boienko, O. (2023). Implementation of CRM systems as a
means of increasing the effectiveness of marketing activities. Economy and
Society, (48). http://surl.li/wcdqgc
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Optimising logistics processes allows you to increase the
speed, quality and efficiency of the supply of goods and services,
reduce costs, increase customer satisfaction and ensure
competitive advantages in the market. The problem is that a
significant number of companies do not understand the full
potential of optimising logistics processes and do not use modern
methods and approaches to logistics management. This can lead
to failure to achieve maximum results in the supply of goods and
services, loss of competitiveness and dissatisfaction of customer
needs.%*

Performance evaluation is one of the main areas of logistics
analysis. The efficiency of a logistics system is a comparison of
logistics costs and the results of logistics activities, taking into
account all functional areas, all stages of the logistics cycle, and
the entire supply chain. Efficiency is the basis for establishing
guantitative criteria for the rationality of management decisions.
It includes functional, material, structural, and systemic
characteristics of the logistics system’s activities. By analysing the
effectiveness of the logistics system’s activities, it is possible to
evaluate the parameters of their activities, such as the integrity,
dynamism, and interconnection of the links in the logistics
chain 6566

The impact of logistics processes on operational efficiency
through optimisation is an important stage in supply chain

% lavrynenko, S., Zelinska, A., Tarasovych, L., & Bilych, V. (2025).
Digitalization and transparency: Innovative activity in logistics
management. Sustainable Development of the Economy, 3(54), 58-63.
https.//doi.org/10.32782/2308-1988/2025-54-9

6 Bezditko, O. Ye., Zelinska, A. M., & Budnik, O. M. (2025). Features of risk
management of logistics systems under global risks. Business Navigator,
2(79), 449-453. https://doi.org/10.32782/business-navigator.79-73

% Yanchuk, T. V. (2023). Application of Internet marketing technologies in
enterprise sales activities. Problems of Innovation and Investment
Development, (30), 98—106.
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management, as it aims to achieve maximum efficiency and
optimal use of resources. The impact of logistics process
optimisation on business efficiency can be significant, improving
various indicators such as delivery speed, logistics costs, customer
service levels and many others. Optimising logistics processes
involves analysing and improving various stages of the supply
chain, including raw material procurement, production, storage,
transportation, and delivery of goods to end consumers. This
process requires careful planning, coordination, and cooperation
between all participants in the supply chain to ensure optimal
service levels and minimise costs.®’

The strategies of many logistics systems need to shift from
focusing on overall economic impact to a targeted innovation
strategy using a logistics approach. In virtually all sectors of the
economy, there is a correlation between competitive positions,
innovation potential and the efficiency of logistics systems. The
efficiency of logistics systems can be improved by reducing costs,
improving product quality, applying innovations, producing new
competitive products and providing a high level of service.

A logistics strategy for small businesses ensures the
formation of a company’s logistics policy aimed at planning and
managing internal and external flow processes based on their
integration and coordination in order to gain a competitive
advantage. It forms links between corporate strategy and
individual logistics functions, which are implemented in the
enterprise’s logistics system and beyond. Logistics strategy is an
integral part of the enterprise’s overall strategy and is a long-term
programme of specific actions to ensure production and

7 Lavrynenko, S., Tarasovych, L., & Zelinska, A. (2025). Social
entrepreneurship as an innovative component of post-war business.
Efektyvna ekonomika, (4). https://doi.org/10.32702/2307-2105.2025.4.52
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economic activities aimed at manufacturing and selling
products.®®

The formation of a logistics strategy follows certain
principles, namely: the coordination of information, resource,
technical and other characteristics of the logistics system; to
achieve a common goal, the elements of the logistics system are
considered to be interrelated and interacting (system approach);
to achieve the global goals of the system, the local goals of the
functional elements of the logistics system are coordinated
(system-wide optimisation); the logistics system must operate
stably in the event of permissible deviations in the parameters
and factors of the internal and external environment (principle of
stability and adaptability).

Competitive advantages related to logistics activities, which
are determined by changes in the priorities of value chain
formation and, accordingly, new opportunities for logistics
support of competitiveness, can play a special role in ensuring the
competitiveness of an enterprise in a dynamic market
environment. The adaptation of logistics strategies is a key
success factor for small businesses in unstable market conditions.

4.2. Supply chain optimisation for small
businesses

Supply chain management is an important aspect of any
business, including small businesses. The use of digital
technologies can significantly improve process efficiency, reduce
costs, and adapt to market changes. Modern digital technologies

8 Tarasovych, L. V., & Kropyvka, T. Yu. (2025). The impact of artificial
intelligence technology on the logistics management system of agro-
industrial enterprises under a volatile security environment. Successes and
Achievements in Science, (1)(11), 720-730. https://surl.li/ikvizg
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can be used by small businesses to achieve optimal supply chain
performance. As is well known, one of the problems characteristic
of small businesses is limited resources, which makes automation
critically important. In particular, the use of specialised software,
such as ERP systems (e.g. Zoho Inventory or Odoo), helps to
optimise inventory tracking, generate orders to suppliers and
ensure accurate accounting of goods.

Supply chain management can be optimised by ensuring
constant access to the necessary information. Cloud platforms
allow small businesses to access modern technologies without
significant investment in IT infrastructure. For example: inventory
management systems (TradeGecko, Fishbowl) provide real-time
access to data from anywhere. Collaboration platforms (Google
Workspace, Microsoft Teams) help coordinate work with
suppliers.®®

One of the modern tools that allows you to optimise supply
chain management is the Internet of Things. It allows small
businesses to track the movement of goods in real time using
sensors, collect data on storage conditions (temperature,
humidity), and increase the transparency of supply chains.

E-commerce platforms (Shopify, WooCommerce) can be
integrated with SCM systems to synchronise sales and inventory
and automatically update product availability information.”®

Digital payment systems simplify financial transactions with
suppliers, minimising payment processing time and ensuring

 Prysiazhniuk, O. F., Kravchuk, I. I., & Misevych, M. A. (2024). Modern
trends in digitalization of business management. Problems of Modern
Transformations: ~ Economics and Management  Series, (1)(10).
https.//doi.org/10.54929/2786-5738-2024-12-04-03

70 Lavrynenko, S., Zelinska, A., Tarasovych, L., & Bilych, V. (2025).
Digitalization and transparency: Innovative activity in logistics
management. Sustainable Development of the Economy, 3(54), 58-63.
https://doi.org/10.32782/2308-1988/2025-54-9

81



transparency of financial transactions. Mobile applications for
inventory and order management allow small business owners to
control operations in progress and respond quickly to changes.”?

Therefore, the main advantages of using digital technologies
for small businesses are cost savings (automation reduces the
need for manual labour), flexibility (rapid response to changes in
demand or supply), transparency (access to real-time data),
competitiveness (the use of modern technologies allows small
businesses to compete with larger players). The introduction of
digital technologies into supply chains is a strategic step that will
help small businesses develop, improve service and ensure
growth in profitability.

Effective cooperation with suppliers and optimisation of
procurement are key aspects that help small businesses reduce
costs, ensure stability of supply and increase competitiveness.
Relationships with suppliers are built on trust, quality and
mutually beneficial terms. The main criteria for choosing a
supplier in small businesses are: product quality: guarantee of
compliance with standards, competitive prices that correspond to
market conditions, the ability to adjust delivery volumes and
terms, feedback from other customers, length of time in the
market, logistics capabilities: speed and reliability of delivery.”?

Effective cooperation with suppliers begins with transparent
negotiations. The basis for building partnerships is understanding
the supplier’'s needs and offering mutually beneficial solutions,
clearly agreeing on terms and conditions, and setting out all the
details in the contract (terms, penalties, guarantees). A

7L Misevych, M., Bessmertnyi, A., Hrybushyn, B., & Kucher, O. (2024).
Features of strategic development of logistics enterprises in Ukraine (the
case of Nova Poshta LLC). Agrosvit, (14), 69-75. https.//surl.li/atfzlk

72 Misevych, M. A., Prysiazhniuk, O. F., Marchuk, D. O., & Marchuk, O. M.
(2024). Features of business management based on the use of digital
technologies. Agrosvit, (5), 118-122.
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prerequisite for long-term partnerships is discussing discounts for
volume or regularity of orders, as well as regular communication,
prompt problem solving and information exchange. A discount
(markup) may be assigned: to a specific customer in accordance
with the terms of sale (in the case of an individual agreement with
the customer) or to a group of customers in accordance with the
terms of sale (in the case of a standard agreement with
customers); based on a specific type of loyalty card presented by
the customer; when making sales from a specific warehouse
(store).”®

Both percentage and fixed amount discounts (markups) can
be assigned, as well as bonus discounts (gifts, quantity discounts).
A guantity discount is applied if the same product is provided as a
bonus (gift). A gift is applied in cases where, when purchasing a
certain quantity of goods from a particular segment, another
product must be provided as a gift. A discount (markup) can be
assigned to a specific segment of the nomenclature, to any
nomenclature from the list. The percentage and amount of the
discount can be specified for each price group.

To increase the effectiveness of «long» sales, the system
provides the ability to automate the entire deal management
process. It supports all steps of the business process, starting
from the moment of agreeing on a commercial offer based on
data about the customer’s initial interest in the deal, continuing
with the formation of a commercial offer, agreement on the cost,
payment and delivery schedule, conclusion of a contract, securing
the deal with goods, and ending with monitoring the fulfilment of
payment and shipment obligations.

73 Kravchuk, 1. 1., Bezditko, O. Ye., & Zhelieznikov, O. M. (2024).
Communication management of logistics support for distribution networks
in agribusiness. Efficient Economy, (10). https.//doi.org/10.32702/2307-
2105.2024.10.17
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In addition, a simplified sales process management mode
with manual stage transition has been implemented. Various
types of processes with different stages are allowed. For them,
the storage of supporting documents is supported — regulations,
instructions, document templates and other materials necessary
throughout the process lifecycle. All sales processes (transactions)
are recorded in the system. They combine all the information
accumulated in the system during the preparation and execution
of the sale into a single whole: e-mail, call records, meetings,
order processing, invoices, delivery notes, additional files, etc.
This helps to organise the work of sales managers as conveniently
as possible.

Digital solutions can significantly facilitate procurement
management. In particular, CRM systems for supply management
enable the tracking of cooperation histories, while automated
procurement platforms help obtain multiple supplier quotations,
monitor order statuses, and analyze and optimize costs.

Procurement planning helps prevent both shortages and
excess inventory. In this context, effective approaches such as
demand forecasting, sales analysis, and seasonality assessment
may be applied. The «Just-in-Time» approach is widely used in
small businesses; it involves purchasing goods as needed, thereby
reducing storage costs. Order consolidation — i.e., combining
orders to reduce logistics expenses — should also be applied
where appropriate.

Regular analysis of procurement costs helps identify
potential areas for cost savings. In particular, supplier comparison
and market monitoring make it possible to identify the most
advantageous offers. Reviewing contractual terms and engaging
in negotiations can result in discounts or improved delivery
conditions. One effective solution in small business procurement
management is outsourcing procurement activities, which allows
certain processes to be delegated to specialized companies.
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Small businesses must take into account supplier-related
risks, especially under conditions of martial law, and make
effective managerial decisions accordingly. Supplier diversification
is one such solution, as it reduces dependence on a single source.
Another risk mitigation measure involves establishing
relationships with alternative suppliers to ensure continuity in the
event of disruptions. Quality control and regular audits of
products and processes are essential prerequisites for preventing
or mitigating negative impacts.’*

Modern consumers increasingly value a responsible
approach to business. Small enterprises can benefit from
environmentally friendly cooperation or from supporting healthy
lifestyles. To this end, it is advisable to select suppliers that
adhere to the principles of sustainable development. To reduce
environmental impact, logistics optimization aimed at minimizing
the carbon footprint is also recommended.

Based on the conducted research, the main advantages of
optimizing procurement and supplier cooperation include cost
reduction achieved through favorable contractual conditions that
lower production costs. Quality improvement results from
enhanced supplier control and ensures compliance with
standards. Business stability is achieved through cooperation with
reliable partners who contribute to uninterrupted operational
processes. Effective procurement management enhances
business flexibility and increases competitiveness. Cooperation
with suppliers and procurement optimization are integral
components of the successful functioning of small businesses,
especially under conditions of dynamic market changes.

74 Tarasovych, L. V., Yurchuk, V. Yu., & Fedorchuk, S. V. (2023).
Environmental marketing management as an imperative of socially
responsible business. Agrosvit, (2), 42—46. https.//doi.org/10.32702/2306-
6792.2023.2.42
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4.3. Logistics costs and their Impact on the
financial condition of an enterprise

The impact of logistics on costs associated with production,
sales, and transportation of goods is evident. Within the logistics
approach, such costs include order fulfillment expenses,
encompassing order processing, transportation and warehousing
of goods, inventory management, packaging, and service
activities (including spare parts provision and after-sales service).

It should be noted that logistics costs also include expenses
related to the movement and storage of inventory items from the
primary source to the final consumer. In addition to actual
expenditures, logistics costs of an enterprise should include lost
profits resulting from the immobilization of working capital (raw
material inventories, work in progress, and finished goods), as
well as losses caused by inadequate quality levels of resources
and finished products at all stages of the logistics chain—from
procurement to product distribution.”®

Logistics costs constitute a component of the total costs of
an enterprise and accompany the movement of material flows,
being formed in parallel with them in order to fulfill the primary
objective of the logistics system—delivering goods to the right
place, in the right quantity, within a specified time frame, and at a
predetermined cost level.

Logistics costs are characterized by the following features:
distribution across various cost groups classified according to
traditional criteria (by type and quantity); a high and often
increasing share in the total costs of an enterprise; variability over
different time periods; fragmentation of responsibility for their
occurrence among numerous organizational units and workplaces

7> Bezditko, O. Ye., Zelinska, A. M., & Budnik, O. M. (2025). Features of risk
management of logistics systems under global risks. Business Navigator,
(2)(79), 449-453. https://doi.org/10.32782/business-navigator.79-73
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that constitute the logistics system; and the labor-intensive
nature of determining their total volume, which requires a large
number of calculations.

The following types of logistics costs are distinguished:

e Fixed costs, which do not depend on production and sales
volumes or the intensity of material flows; these include, for
example, warehouse rental expenses;

e Variable costs, which depend on the intensity of material
flows controlled by the enterprise, such as raw material
procurement and transportation costs;

e Total (gross) costs, defined as the sum of fixed and variable
costs;

e Average costs, representing the amount of relevant costs
per unit of material flow;

e Marginal costs, defined as the increase in fixed, variable,
total, or average costs resulting from an increase in material
flow by one unit.

To control logistics costs, the following measures may be
proposed:

¢ Concentrating efforts on cost control at the points of their
occurrence;

¢ Processing data on different types of costs in different ways;

¢ Reducing activities (procedures, tasks, operations) in order
to decrease costs.

The key solution to the problem of reducing logistics costs
lies in the consistent and accurate aggregation of all costs
incurred during the movement of goods from producer to
consumer. Timely and accurate cost data enable sound
managerial decision-making and allow for the full implementation
of process-oriented management in logistics.

The main ways to reduce the level of logistics costs of an
enterprise include:

e Eliminating activities that do not create added value;
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e Supporting suppliers and customers in achieving lower cost
levels;

e Ensuring control over total costs;

e Searching for lower-cost resources;

e Increasing employee productivity;

e Modernizing the most cost-intensive links of the logistics
chain through business investments;

e Improving interaction between the enterprise and its
suppliers and customers in the supply process (coordination
of activities reduces warehousing, inventory management,
storage, and distribution costs);

e Applying advanced operational methods to enhance labor
productivity and the efficiency of production and
distribution units.”®
The proposed approaches to reducing logistics costs are

indeed effective in improving enterprise performance. Through
the analysis of logistics costs, management can strategically plan
product distribution, thereby avoiding unnecessary production
expenses and maximizing profits.

Thus, logistics costs represent the monetary valuation of
resources used in performing various logistics operations at the
stages of material, information, and financial flow movement—
both within the enterprise and in interaction with suppliers and
customers as participants in the supply chain—including order
placement, procurement, warehousing, transportation, shipment,
and related activities.

At present, logistics outsourcing is one of the key logistics
strategies employed by small businesses. Unlike the development
of in-house logistics, outsourcing schemes provide high-quality
yet standardized services. A significant advantage is the reduction

76 Kravchuk, 1. I., Lavrynenko, S. O., & Zelinska, A. M. (2023). Digitalization
of business processes: An innovative component of enterprise management.
Economy and Society, (58). https.//doi.org/10.32782/2524-0072/2023-58-19
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of financial risks, as the logistics intermediary assumes
responsibility for specific logistics operations. In many cases,
outsourcing leads to substantial reductions in logistics costs by
lowering transportation expenses, eliminating the need for
equipment acquisition, and reducing the maintenance of a large
logistics staff.

Moreover, due to intense competition in the logistics
services market, logistics companies strive to offer the most
commercially attractive proposals in terms of optimal price—
quality ratios. Consequently, logistics outsourcing serves as an
effective tool for cost optimization and ensuring uninterrupted
supply chains.

Logistics outsourcing involves transferring all processes
related to storage, movement, and delivery of goods to a third
party (a firm or group of companies). Since not every enterprise
possesses warehouse facilities and the necessary resources to
carry out logistics operations independently, outsourcing often
becomes the most appropriate and economically viable
cooperation model. This service enables client enterprises to
reduce supply-related expenses and personnel costs by
transferring responsibility to a professional contractor, allowing
them to focus on core activities and avoid non-core operations,
thereby increasing overall business efficiency.

In practice, logistics outsourcing entails delegating logistics
business processes, including goods receipt and unloading,
placement and storage, warehouse accounting, order picking and
palletizing, transportation of inventory items, and product
labeling.

Entrusting all logistics functions to an external contractor is
advisable when an enterprise requires not individual services but
the entire logistics chain. This applies to small and medium-sized
enterprises that are unable or unwilling to invest in in-house
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logistics, as well as large companies with complex, multi-stage
supply processes.

Several groups of logistics services can be identified as being
in demand in the Ukrainian outsourcing market:

e Transportation and freight forwarding  services:
transportation services are typically ordered by enterprises
that already have an in-house forwarding department, with
the transport company responsible only for cargo delivery.
However, integrated freight forwarding services, which
include full coordination of transportation, are more
commonly demanded;

e Warehousing services: establishing warehouse complexes
or storage facilities in-house requires significant financial
investment in premises acquisition or rental, as well as
equipment compliant with regulatory standards;

e Procurement coordination, packaging/repackaging,
warehousing, and related services, which are particularly
relevant for companies with extensive branch or retail
networks;

e Comprehensive logistics services (integrated outsourcing),
where a single logistics operator manages the entire supply
chain, especially for enterprises with complex, multi-stage
logistics algorithms.””:78
Therefore, when deciding which logistics functions to

delegate to a logistics intermediary, enterprises should consider
their internal logistics capabilities, corporate development

77 Bezditko, O. Ye., Kravchuk, I. I., & Lavrynenko, S. O. (2024). Strategy for
formation and management of logistics supply chains at enterprises.
Sustainable  Development of the Economy, (2)(49), 252-258.
https://doi.org/10.32782/2308-1988/2024-49-402

78 Kravchuk, 1. I., Lavrynenko, S. O., & Zelinska, A. M. (2023). Digitalization
of business processes: An innovative component of enterprise management.
Economy and Society, (58). https.//doi.org/10.32782/2524-0072/2023-58-19
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strategy (concentration or diversification), as well as the
frequency and complexity of deliveries.

The main advantages of outsourcing for small businesses
include:

1) Enabling business owners and management to concentrate
resources on core activities while minimizing operational
costs through the delegation of secondary functions;

2) Optimizing staff size by reducing auxiliary personnel,
thereby decreasing operational costs or converting fixed
costs into variable ones, including reductions in taxes and
depreciation charges;

3) Reducing financial, operational, and administrative risks
through diversification and decentralization, allowing more
effective resource allocation and increasing company
capitalization;

4) Enhancing  company reputation and  investment
attractiveness, while enabling more flexible pricing and cost
management strategies that expand market presence and
customer base.

Logistics outsourcing is a highly advantageous form of
cooperation, widely used by small businesses. It not only
streamlines logistics operations but also optimizes them to
achieve maximum benefits with minimal effort.
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CHAPTER 5

DEVELOPMENT OF AN INNOVATIVE MODEL OF SMART
MANAGEMENT FOR SMALL BUSINESSES

PO3POBKA IHHOBALIMHOI MOAENI SMART-
MEHEAXMEHTY MAJIOrO BISHECY

The innovative model of SMART management of small businesses as a holistic
architecture of strategic management in the context of digital transformation
and growing turbulence in the external environment is substantiated. The role of
digital technologies, information and analytical systems, and smart dashboards in
supporting adaptive, data-driven management of small enterprises is
substantiated. Algorithms for integrating SMART management with SMART
industry models, business networks, and SMART specialisation mechanisms are
proposed, as well as a methodology for forming a composite SMART
management index to assess the level of managerial and digital maturity of small
businesses. It is concluded that the proposed model creates a scientifically sound
methodological basis for improving the competitiveness, innovative capacity and
sustainable development of small enterprises in the long term.

06rpyHmoeaHo iHHosauiliHy modenb SMART-meHeOHmeHmy mano2o bisHecy K
uinicHy —apximekmypy cmpamezaiyHo20 ynpaesniHHA 8 YyMo8ax yugposoi
mpaHcgopmauii ma 3pocmaro4oi mypbysneHmHocmi 308HiWHbL020 cepedosulya.
O6rpyHMo8aHo posb UuPposux mexHonoeil, HpopmayiliHO-aHaniMUYHUX
cucmem i cmapm-0awbopdie y nidmpumui adanmusHozo, data-driven
ynpassiHHA Maaumu nidnpuemcmeamu. 3anpornoHo8aHo an20pummu iHmezpauyir
SMART-meHednmeHmy 3 moodenamu SMART-npomucnosocmi, 6isHec-mepexcamu
ma mexaHismamu SMART-cneyianizauii, a mMakox memooOuKky HopmMy8aHHA
Komno3umHozo iHOekcy SMART-meHeOHMeHmy 018 OUiHIOBAHHA  pieHA
ynpasniHcLKoi ma yugpoesoi 3pinocmi manozo b6izHecy. 3pobaeHO 8UCHOBOK, W0
3anpornoHOBaHA MoOdesnb CMEOPHE HAYKosO 06rpyHMosaHy memoooso2iyHy
OcCHogy 01  MiOBUWEHHA  KOHKYPeHmMOoCHpOMOXHOCMI,  iHHo8auyiliHOi
CMPOMOMCHOCMI Ma cMasn020 PO38UMKY MAsUX MiIONPUEMCME y 00820CMPOKO8ili
nepcrnekmusi.

92



5.1. Conceptual foundations for building a
SMART management model

The highly dynamic external environment, exacerbated by
the digital transformation of the economy and frequent systemic
shocks in recent years, requires small businesses to quickly adapt
their management practices and tools. Conceptual research on
SMART management models is key to developing theoretically
sound approaches to the digital transformation of small
businesses, as it allows strategic goals to be aligned with
operational activities through the implementation of
technological, analytical and process solutions.

For small businesses with limited resources, such models
open up opportunities to improve decision-making efficiency,
reduce transaction costs and enhance innovation capacity
through a priority focus on digital platforms, cloud services and
analytics tools. Of particular practical importance is the ability to
strengthen the coordination of business processes through the
implementation of SMART approaches. At the same time, the
implementation of SMART models in small businesses faces a
number of limitations: a lack of basic digital infrastructure, a
shortage of management skills, cultural barriers, and the risks of
disproportionate focus on individual technologies without a
systematic strategy.

Aspects of SMART management in entrepreneurial
structures, particularly in small business organisations, are
currently being studied in the context of adaptive forecasting of
structural changes in the development of entrepreneurship in the
context of globalisation’?, the formation of sustainable synergies

7% Bielialov, T., & Hechbaia, V. (2023). Structural changes in the
development of entrepreneurship under globalization: Assessment and
adaptive forecasting. Smart Economy, Entrepreneurship and Security, 1(1),
43-52. https://doi.org/10.60022/sis.1.(01).4
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for the creation of integrated smart business models for the
recovery of Ukraine and the EU®, the digital transformation of
small and medium-sized businesses in Ukraine using blockchain®?,
digital innovations in the development of business processes®?,
strategic planning based on digitalisation®384, strategic SMART
management of localised business processes, the role of small
and medium-sized business management in the era of digital
globalisation®, achieving sustainable efficiency of small
enterprises®, solutions for the implementation of SMART services
for small and medium-sized businesses®’, strategic frameworks
for digital transformation®, development of sustainable growth

80 Boichenko, K., Shevchuk, N., Shvydka, O., & Kuzomko, V. (2023).
Sustainable synergy: Creating integrated smart business models for the
recovery of Ukraine and the EU. Financial and Credit Activity Problems of
Theory and Practice, 5(52), 314-326. https.//surl.li/fizwvx

81 Borodina, A., Mohylevska, O., & Pererva, T. (2024). Digital transformation
of small and medium-sized enterprises in Ukraine using blockchain
technology. Kyiv  Economic  Scientific ~ Journal, (7), 31-35.
https://doi.org/10.32782/2786-765X/2024-7

82 |zhevskyi, P. H., Samaricheva, T. A., & Kudelskyi, V. E. (2024). Digital
innovations in the development of small businesses. Economy and Society.
https://surl.li/vhgxou

83 Joginova, O. (2024). Analysis of the impact of digitalization on the
development opportunities of small and medium-sized enterprises. Economic
Horizons, 2—-3(28), 259-265. https://surl.li/fzpubz

84 Mozghovyi, Ye. V. (2024). SMART technologies in entrepreneurial activity.
Bulletin of Khmelnytskyi National University, (4). https://surl.li/iuyfqj

85 Mladenova, I. (2024). SMEs in a digital era: The role of management.
Behaviours, 14(11). https://shorturl.at/xyz2

8 Emerald. (2023). Smart technology adoption: Impact on SME sustainable
performance. https://shorturl.at/xyz3

87 Nasirinejad, M. (2024). Challenges and solutions to adopt smart
maintenance in SMEs. Elsevier / ScienceDirect. https://shorturl.at/xyz4

88 Kaiser, E. Y. (2023). Small business success during 2020/2021. SILT.
https://shorturl.at/xyz5
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cases®?, implementation of competitive innovations based on AI°°,
development of the SmartPLS interlevel approach in
coordination.’?

The SMART management models developed by researchers
(Table 5.1.1) are the conceptual basis for applied models and
practices of business process coordination and the
methodological basis for the development of business projects
implemented in the context of the integration of various
operations of integrated systems and business chains.

Table 5.1.1. Classification of SMART management models
for enterprises?2:93:94:95:96

Class'lflca.tmn Types of SMART management models
criteria
1 2
By Corporate SMART models — form a system of
management | Strategic management of digital processes at the
level enterprise or corporation level.

89 European Commission. (2023). Case study on SMART and sustainable
growth: Supporting SMEs. https://shorturl.at/xyz8

% The Guardian. (2024). More time, less tedium: How Al is helping SMEs to
innovate and compete. https.//shorturl.at/xyz9

1 Digital transformation strategies for effective business management in
SMEs: A SmartPLS approach. (2025). ResearchGate. https://shorturl.at/xyz10
%2 Varuk, V. V. (2020). The impact of smart specialization development
strategy on the welfare level of residents of united territorial communities.
Business Inform, (7), 338—345. https://surl.lt/rxijnx

93 OECD. (2023). SME and entrepreneurship outlook. OECD Publishing.
https://shorturl.at/xyz1

%4 European Commission. (2023). Case study on smart and sustainable
growth: Supporting SMEs. https://shorturl.at/xyz8

95 The Guardian. (2024). More time, less tedium: How Al is helping SMEs to
innovate and compete. https://shorturl.at/xyz9

% Digital transformation strategies for effective business management in
SMEs: A SmartPLS approach. (2025). ResearchGate. https://shorturl.at/xyz10
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Continuation of table 5.1.1

2

By
management
level

Industry SMART models — focused on the digital
transformation of a specific industry
(agribusiness, manufacturing, logistics,
education, etc.).

Regional SMART models are used to manage the
development of territories (SMART regions,
SMART specialisation, SMART economy).

Local SMART models are implemented at the
level of a specific business process or functional
unit (marketing, finance, HR).

By functional
focus

SMART models of strategic management —
ensure the setting of goals and monitoring of
their achievement according to SMART criteria.

SMART process management models — focused
on optimising business processes using digital
tools (Big Data, loT, Al).

SMART knowledge management models —aimed
at creating, accumulating and using knowledge in
a digital environment.

SMART marketing management models — form
adaptive marketing strategies based on analytics,
customer data and artificial intelligence.

SMART innovation management models — ensure
the generation, selection and implementation of
innovations using digital technologies.

By
technological
base

Data-driven SMART models — built on big data
analytics and artificial intelligence.

loT-oriented SMART models — integrate the
Internet of Things into production and
management processes.

Cloud-based SMART models — use cloud services
to store, process and exchange management
information.
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Continuation of table 5.1.1

1 2

Blockchain SMART models — based on the
principles of transparency, data verification and
trust in digital transactions.

Al/ML SMART models — implement the functions
of forecasting, adaptation and self-learning of
management systems.

Segmented SMART models — implemented
within individual business functions.

Integrated SMART models cover all management

By degree of
y deg subsystems of an enterprise.

A E L Synergistic SMART models create a mutually

reinforcing effect between information,
technological and organisational components.

Effective SMART models are aimed at increasing
productivity and reducing costs.

Adaptive SMART models — ensure flexibility and
resilience of the system to external changes.

By target Innovative and creative SMART models —
orientation stimulate the development of new business
ideas and products.

Socially oriented SMART models — contribute to
the development of human potential, corporate
culture and sustainable development.

SMART 1.0 — automation of individual processes.

By level of SMART 2.0 — integration of digital tools into the
digital management system.

maturity SMART 3.0 — complete digital transformation and
use of artificial intelligence for decision-making.

To select the conditions for integrating small business
operations as integral SMART management systems, it is
advisable to choose algorithms for integrating SMART
management models using SMART industry step models, SMART
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management information analytics, and innovative SMART
management mechanisms:

1) Algorithm for integrating SMART management models
with SMART industry step-by-step models:

. diagnosis of the degree of digital maturity of the enterprise;

. assessment of the level of implementation of digital
technologies in production, logistics, marketing and
management processes;

« determining the current level of SMART maturity according
to the Capability Maturity Model (CMM).

2) Algorithm for forming a step-by-step model of SMART
industry — development of a structural model with levels:

Level 1 — digital automation

Level 2 — networked systems

Level 3 — process intellectualisation

Level 4 —autonomous control

Level 5 — self-organisation and adaptability.

Reflecting the levels of SMART industry in the SMART
management model - defining the functional area of
management undergoing transformation: knowledge
management, strategic planning, marketing, logistics, finance;
synchronisation of management processes with digital platforms,
integration of ERP, CRM and SCM systems into a single SMART
industry information environment, resulting in the creation of a
digital management circuit and adaptive decision-making
systems; monitoring the effectiveness of integration determines
the KPI of the integration effect: productivity, response speed,
digital innovation.

3) Algorithm for integrating SMART management models
with information and analytical systems:

. identification of data sources;
« creation of a unified information and analytical
architecture;
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integration of data structures using Data Lake and Data
Warehouse, which ensures the unification of analytical
flows;
modelling of SMART management analytical contours;
integration of SMART management models into digital
control panels;
formation of SMART dashboards for monitoring business
process performance indicators; provision of cognitive
decision support;
feedback and self-learning of the system;
continuous updating of knowledge bases.

4) Algorithm for integrating SMART management models

with innovative SMART management mechanisms:

identification of innovative management determinants;
formation of influencing factors (digitalisation, open
innovation, ecosystem partnership, adaptive leadership
models);

creation of an innovative SMART management
environment;

implementation of open innovation, crowdsourcing, digital
hubs and start-up platforms;

modelling of innovative management mechanisms
(development of models of innovative interaction (business
networks), hybrid knowledge management (combination of
human and machine intelligence), digital partnerships
(platform-based cooperation);

synergising management and technological innovations
(combining intellectual technologies (Al, Big Data,
Blockchain) with management models (Lean, Agile, Design
Thinking));

evaluating innovation performance;

developing metrics for innovation capacity.
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The integration of SMART management models based on
SMART industry step-by-step models, information and analytical
systems, and innovative management mechanisms forms a
comprehensive architecture of the SMART economy of an
enterprise. Such architecture ensures the transition from reactive
to proactive management, increases the capacity for self-
organisation, self-learning and sustainable development in the
context of global competition.

If there are prospects for attracting small businesses to the
business network system, it is advisable to choose algorithms for
integrating SMART management models using the basic models
«Business networks as objects of SMART management» and
«SMART specialisation in the development of business networks»,
which will ensure the strategic harmonisation of the innovative
development of the business network with the priorities of
regional SMART specialisation and contribute to the formation of
an innovation-oriented environment, the development of cluster
interaction and the improvement of the technological capacity of
enterprises.”’;%8

The algorithm for integrating the model «Business networks
as objects of SMART management» into the SMART management
system of small businesses involves a transition from fragmented
management of individual enterprises to systematic management
of interconnected participants in the business ecosystem, in
particular:

%7 Kravchuk, I. I., & Kovalchuk, V. V. (2025). Theoretical and methodological
aspects of systemic marketing management in agribusiness. Economy and
Society, (71). https://surl.li/vyczro

% Prysiiazhniuk, O., & Plotnikova, M. (2024). The role of operational
strategy in ensuring the development of innovative entrepreneurship.
Entrepreneurship and Innovation, (33), 117-122.
https://doi.org/10.32782/2415-3583/33.20
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Diagnostics of business network structures allows
identifying system nodes that require digital transformation
and determining the degree of potential interaction within
the SMART ecosystem;

forming a SMART platform for managing the interaction of
network participants with the creation of a single digital
space for the exchange of data, knowledge, analytics and
management decisions;

development of a system of SMART performance indicators
with the definition of key performance indicators (KPIs)
based on the SMART principle — specificity, measurability,
achievability, relevance, time frame. Justification: SMART
indicators provide a quantitative measurement of the
effectiveness of integration processes and digital
interaction;

introduction of adaptive knowledge management
mechanisms, allowing the network to respond to changes in
demand, technological trends and innovation risks in real
time;

monitoring and optimisation of management decisions in a
digital environment with the implementation of continuous
feedback and correction of management parameters, which
increases the degree of coordination of business processes,
transparency of management, the level of digital
competence of participants and the overall competitiveness
of the network, whose participants are small businesses.
The algorithm for integrating the «SMART specialisation in

business network development» model into the structure of
strategic management by SMART management involves focusing
resources and competencies on highly effective areas of
innovative development that provide regional and sectoral
competitive advantage. The main steps of this algorithm are:
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« identification of dominant competencies and technological
niches of business networks through SWOT analysis of
innovation potential, determination of the strengths and
unique competencies of participating enterprises, which will
allow selecting area

« s in which the application of SMART specialisation will have
the greatest effect;synchronisation of business network
goals with regional and national SMART specialisation
strategies based on aligning the goals of network
participants with the priorities of state innovation
development policy, which will ensure coordinated access
to state support tools, innovation clusters and knowledge
platforms;

« developing a roadmap for the business network’s SMART
specialisation, defining stages of development, resources,
key technological projects, digital solutions and analytical
management mechanisms, which will ensure a logical
sequence of integration actions and control over their
implementation;

« integration of analytical and digital SMART management
tools into the specialisation process using digital platforms
for data collection and analysis, market trend forecasting
and development scenario modelling, which will increase
the accuracy of management decisions and reduce risks
when implementing innovative strategies;

« evaluating the effectiveness of SMART specialisation based
on monitoring the innovative effect, competitiveness and
socio-economic impact, which will allow adjusting the
strategic directions of the network’s development,
maintaining a dynamic balance between efficiency and
sustainability.

The conceptual basis for building SMART management of
small businesses, based on the integration of these algorithms
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and models, forms a unified intellectual management ecosystem
that combines adaptability, analytical skills and strategic focus.
This approach not only improves the efficiency of small business
management, but also creates a methodological basis for their
transition to an innovative digital development model in the
context of  globalisation and European  integration
transformations.

5.2. Integration of marketing communications
and logistics optimisation into strategic
management

The integration of marketing communications and logistics
optimisation is a key component of the innovative smart
management model for small businesses, as it ensures synergy
between the company’s market activity and its internal
operational processes. In today’s digital economy, it is the
coordination of information flows, marketing influences and
logistics decisions that determines the competitiveness of small
businesses operating in an environment of highly dynamic
demand, limited resources and the need for rapid adaptation®°.

The combination of marketing communications with
logistics optimisation allows for the formation of a comprehensive
management mechanism aimed at:

« improving the accuracy of demand forecasting;
« reducing costs for sales, delivery and order processing;

99 Hurzhii, N. H. (2023). Integrative interaction of marketing and logistics as
a basis for strategic management of enterprises’ sales activities in the
international market. Scientific Bulletin of Uzhhorod National University,
12(9), 28-32.

103



. forming timely personalised communications with
customers;

« strengthening consumer loyalty by improving service and
responsiveness.

Within the framework of smart management, such
integration is based on the use of digital platforms, analytical
tools, CRM/ERP systems, and automated logistics modules that
ensure the synchronisation of marketing, sales, warehousing,
transportation, and after-sales service processes.!00,101,102.

The wuse of business intelligence systems, customer
behaviour analytics and predictive models allows for the creation
of optimal delivery schedules, the adaptation of logistics routes
and the provision of relevant marketing messages for specific
market segments.

Small businesses are moving from traditional channels to
multi-channel service, where logistics ensures fast processing of
online orders, delivery time control, and integration with
transportation services. This allows marketing communications to
be accurate, timely, and relevant.

Chatbots, mobile applications, and automated
communication funnels make it possible to combine customer
information with supply chain management: notifications about
product availability, delivery stages, and personalised offers based
on order status.

100 Blghun, I. I. (2025). Integration of logistics marketing and information
management into the strategic development of business entities. Economy
and Society, (76). https://doi.org/10.32782/2524-0072/2025-76-5

101 |eonova, S., & Teplyuk, S. (2021). Integration of marketing and logistics
in enterprise risk management using economic and mathematical modeling
methods. Economy and Society, (32). https://doi.org/10.32782/2524-
0072/2021-32-85

102 [jn, Y.-H., Lin, F.-J., & Lai, P.-L. (2022). Omnichannel facility location and
fulfilment  optimization.  Transportation  Research, 11, 32-47.
https://doi.org/10.1016/].trb.2022.07.005
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Planning promotions, discounts, and promotional
campaigns is based on an analysis of warehouse stocks, product
turnover rates, and the ability of logistics partners to ensure
stable deliveries. This minimises the risks of shortages and
overloads.

Cost optimisation will mainly occur through shorter logistics
cycles and more accurate marketing analytics and influences.
Another effect will be increased flexibility and adaptability of
business processes to fluctuations in demand. Increased
profitability may result from better use of resources, faster
customer service and more accurate product positioning. Another
effect of combining marketing communications and logistics
integration is the strengthening of the strategic stability of small
businesses in an unstable market environment. Among the
effects, we also consider the formation of a smart management
ecosystem, in which digital tools ensure continuous data updates
and automated decision-making.

Thus, the integration of marketing communications and
logistics optimisation is a strategically important element of smart
management for small businesses, allowing them to increase
operational efficiency, strengthen their market position and
ensure stable development in conditions of high competition and
digital transformation of the economy. This approach contributes
to the formation of a new management model focused on data,
customer value, and cost minimisation, which meets the modern
requirements of sustainable development and business process
innovation. The implementation of an innovative smart
management model in a small business environment requires a
review of traditional management functions, in particular
marketing communications and logistics. In a strategic context,
the integration of these two areas is a key factor in increasing the
competitiveness and adaptability of an enterprise.
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The research results focus on the architecture, mechanisms
and synergistic effects that arise when combining demand
management and supply management (logistics) based on smart
technologies.

The strategic integration of marketing communications and
logistics optimisation is a key element of the innovative Smart
Management model, as it ensures the implementation of
structured and measurable SMART business goals. In an
environment of growing competition and economic instability
caused by external factors (including military action), strategic
planning supported by technology allows for the rational
allocation of available resources and the search for new avenues
of development.

Smart integration is defined as the convergence of demand
management (through marketing communications) and supply
management (through logistics) functions, implemented on the
basis of end-to-end digital technologies (such as Big Data, Al, loT).
The goal of this convergence is to ensure maximum customer
value and increase flexibility in responding to the market, which
in turn strengthens the overall competitiveness of small
businesses.1%3

Logistics, in this context, takes on strategic importance. It
ceases to be merely an operational function and becomes a
critically important component in building competitiveness.
Effective and targeted management of material and information
flows is a prerequisite for the successful promotion of goods from
manufacturer to consumer. Smart technologies enable businesses
to adapt more effectively to rapid changes in the market
environment and make informed strategic decisions.

103 Rashchenko, A. V., & Les, A. V. (2025). Content innovation: The use of
artificial intelligence for text and visual creation. Efficient Economy, (5).
https://doi.org/10.32702/2307-2105.2025.5.70
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Research results show that strategic integration significantly
changes the cause-and-effect relationship between marketing
and logistics. Traditionally, logistics functions as a reactive system,
fulfilling orders that have already been generated. The integration
of marketing communications and logistics transforms logistics
into a proactive function that is entirely driven by highly accurate
demand forecasts. These forecasts, in turn, are obtained through
marketing communications and sales analytics.

This paradigm shift is critical for small businesses, as their
resources are always limited. Applying this principle minimises the
two biggest threats to financial stability: the risk of excess
inventory, which leads to frozen capital and increased storage
costs, and the risk of shortages, which leads to customer loss and
reputational damage. The synchronisation of marketing
communications and logistics, enhanced by the use of integrated
systems, creates synergy when marketing efforts (e.g., SMS
campaigns targeting a specific product) directly correlate with the
logistics system’s readiness to execute them.

Effective smart integration requires the construction of an
end-to-end digital architecture where core business functions
(marketing, sales, logistics, accounting) operate as a single
system, unified by centralised data exchange.

Customer relationship management (CRM) systems are a
key hub for all marketing and sales processes. CRM helps
companies maintain and develop relationships by tracking
customer interactions with the brand, responding quickly to
requests, and sending personalised updates or special offers.

Thanks to integration with marketing automation tools,
CRM provides integrated marketing communications. This
includes automating tasks such as audience segmentation,
contact management, message personalisation, and integration
with mobile marketing channels (SMS). CRM systems, especially
combined and cloud-based ones, are suitable for any business,
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from small to large, as they offer flexibility in configuration and a
wide range of integrations with a relatively small initial
investment.

On the supply side, optimisation is provided by smart
logistics solutions, the key ones being warehouse management
systems (WMS) and transport management systems (TMS).

TMS solutions are vital for optimising transport costs, which
are a significant expense for small businesses. A transport
management system uses data analysis to select the most
efficient transport scheme, taking into account priorities such as
transport costs, number of vehicles and minimum number of
stops required. According to research findings, the
implementation of TMS has demonstrated savings of up to 10% in
transportation costs. TMS can be integrated with other key
modules, including WMS, ERP (resource planning) and SCM
(supply chain management), to create comprehensive control
over material flows.

The strategic effectiveness of Smart Management is only
achieved when CRM is integrated with other key business
systems, including ERP and SCM. Integration solves critical
problems associated with manual data entry and ensures
centralisation of information.1%4

The key advantages of integration are: avoidance of
duplication of information, improvement of customer service, and
automation of order processing.

The integration of marketing communications and logistics
optimisation creates powerful synergistic effects that significantly

104 Tarasovych, L. V. (2022). Social marketing in Ukraine: Essence,
technologies, and implementation challenges. In Accreditation of
educational programs in the economic field under wartime conditions:
Proceedings of the All-Ukrainian scientific and pedagogical advanced
training in economic sciences (pp. 65-66). Lviv—Torun: Liga-Pres.
https://doi.org/10.36059/978-966-397-259-6-18
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exceed the sum of the effects of these systems operating
separately. To evaluate the effectiveness of the integrated model,
cross-functional performance indicators are needed that reflect
the synergistic relationship between the front office and back
office. The use of clearly defined performance indicators is the
basis for making informed strategic decisions and optimising the

overall business strategy (Table 5.2.1).

Table 5.2.1. Key performance indicators for evaluating
integrated smart management of small businesses

Indicator

Smart Influence

Value for small

communication trends
and external factors

Mechanism businesses
Order Smart Influence Increased reliability,
fulfilment Mechanism minimised lost sales
rate
Accuracy of Using Big Data and Increased reliability,
demand Al/ML to analyse minimised lost sales.
forecasting marketing

with actual
delivery/fulfilment costs

Customer Improving customer Long-term revenue
lifetime experience through growth and loyalty
value transparent, fast and

reliable delivery
Time from Automating order Increased
order to processing (CRM = competitiveness and
delivery WMS) and optimising operational speed

routes (TMS)

Profitability | Accurate tracking of lead | Rational allocation of
of marketing sources, conversions marketing budget and
campaigns and comparing them sound investments
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Research into the integration of marketing communications
and logistics optimisation in strategic smart management of small
businesses confirms that this convergence is not merely a
technical amalgamation, but a critical strategic prerequisite for
enhancing competitiveness and sustainability.

5.3. Using digital technologies to support
SMART management

In the context of the digital transformation of the economy,
the introduction of digital technologies into the management
system of small enterprises is becoming strategically important.
SMART management, as a concept of intellectualisation of
management processes, is based on the use of modern
information and communication technologies, big data analytics,
artificial intelligence, cloud services and the Internet of Things,
which ensure the adaptability, flexibility and effectiveness of
management decisions, and are critically important for small
businesses in a highly competitive and dynamic market
environment. The digitalisation of management mechanisms in
small enterprises is particularly relevant due to their limited
financial and human resources, which slows down the automation
of typical operations, prevents the expansion of sales channels
through electronic platforms, and hinders the formation of digital
business ecosystems at the local and regional levels. In this
context, digital solutions are becoming a key tool for
implementing the principles of SMART management — Specific,
Measurable, Achievable, Relevant, Time-bound — ensuring the
measurability of results, the achievement of goals, and the
strategic coordination of management actions.

The use of digital technologies in SMART management of
small businesses is not only an innovative way to increase their
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competitiveness, but also a necessary condition for integration
into modern business networks and industrial platforms. The
digitalisation of management creates the basis for the
development of intelligent decision-making systems, the
formation of sustainable business models and the strategic
stability of small businesses in the global digital economy.
Mechanisms to support the use of digital technologies in SMART
management of small businesses should be developed based on:
the theory of information capital in the context of small business
development, the methodology of architecture and design of
information and analytical systems for SMART management of
small businesses, the organisation of SMART dashboards,
forecasting systems and models of management analytics in small
businesses. According to the theory of information capital,
information is defined as a strategic resource that has the
properties of capital: accumulation, reproduction, transformation
and a multiplicative effect on the economic efficiency of an
enterprise. In the context of small business development, it is
proposed to form assessment metrics for the value of
information, the degree of integration of information flows,
criteria for assessing the convergence of knowledge and data in
the system of information capital development, dynamism and
updating, and communicative interaction.1%

The composition of the postulates of the architecture of
information and analytical systems for SMART management of
small enterprises involves the construction of a multi-level
structure that combines functional, analytical, cognitive and
management subsystems. The architecture is based on an
integration core that provides communication between data

105 [avrynenko, S., Zelinska, A., Tarasovych, L., & Bilych, V. (2025).
Digitalization and transparency: Innovative activity in logistics
management. Sustainable Development of the Economy, (3)(54), 58-63.
https://doi.org/10.32782/2308-1988/2025-54-9
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sources, digital sensors, knowledge bases and management
interfaces.

The key structural components are: Data Layer (data
warehouses, metadata bases, cloud and hybrid information
processing platforms); Analytics Layer: provides the use of
machine learning methods, intelligent data processing, business
scenario modelling; the management layer (Management Layer) —
the formation of digital interfaces for SMART management for
operational and strategic decision-making; the visualisation layer
(Visualisation Layer) — the implementation of adaptive
interfaces.10®

The design of information and analytical systems is based
on the principles of interactivity, modularity, flexibility, and
scalability, which allows small businesses to adapt the system to
their own business processes. The construction of SMART
dashboards, forecasting systems, and management analytics
models in small businesses is based on the concept of data-driven
management. SMART dashboards are integrated analytical tools
that visualise key performance indicators (KPls), allow you to
monitor process dynamics and evaluate the results of
management decisions in real time.

The main principles of construction include semantic data
structuring (the formation of a unified system of indicators and
metrics that are consistent with the goals of SMART
management), predictive analytics (the use of statistical
modelling, artificial intelligence and machine learning methods to
predict business development trends, demand, risks and financial
results); interactive visualisation (providing convenient access to
information through dynamic graphs, indicators, heat maps and
diagrams), which leads to the formation of the core of the small

196 Kravchuk, 1. I., Tarasovych, L. V., Lavrynenko, S. O., et al. (2024).
Management: A study guide (I. I. Kravchuk & L. V. Tarasovych, Eds.). Polissia
National University.
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business  analytical environment, contributing to the
transformation of management practices towards digital
adaptability, intellectual flexibility and strategic predictability.

An algorithm is proposed for developing an innovative
model of SMART management for small businesses, which can be
formed on the basis of outsourcing relationships between small
enterprises and consulting and IT firms. The advantage of such
interaction is the ability to assess the potential of a small
enterprise to introduce and maintain a SMART management
system and the ability to optimise the cost of an information
product for the developer company. A formalised step-by-step
algorithm is presented for the quantitative and qualitative
assessment of the «SMART management format» of small
enterprises as elements of a business network, taking into
account: SMART management as an object, SMART specialisation,
SMART industry, information and analytical support, innovative
mechanisms of SMART management, knowledge management,
digital platforms/ecosystems, development strategies; as well as
depending on the industry, degree of virtualisation and level of
digital literacy of personnel:

« defining the goal, scope and initial data for obtaining the
SMART Management Index (ISM) for each small enterprise
in the business network and classifying the
readiness/maturity level (maturity class) for each network
participant, collecting data on a list of indicators using
questionnaires, IT log metrics, ERP/CRM exports, expert
case interviews, and ecosystem interaction indicators;

« forming a system of dimensions and indicators, in particular,
using a methodology of complex evaluation characteristics
to form a composite SMART management index for small
enterprises (Fig. 5.3.1);
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Figure 5.3.1. Set of evaluation characteristics
for constructing a composite index of SMART management
of small enterprises

The set of assessment characteristics forms the conceptual
and methodological basis for constructing a composite index of
SMART management of small enterprises. Its significance lies in
the ability to provide a comprehensive, multidimensional and
structurally balanced measurement of the level of digital
competence, managerial and innovative maturity of small
business entities in terms of business coordination based on the
principles of SMART management:

« establishing additional modifiers (contextual variables) — the
level of digital skills of personnel (the result of
testing/certification or self-assessment), the degree of
virtualisation, benchmark industry standards (Fig. 5.3.2);
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Calculation of internal measurement index (T)

Indicator normalisation (R)

Weighting (A)

Indicator measurability (M)

Goal setting (5)

B Industry categories-validators and basic reference weights W Degree of alignment with partner strategies (score)
B Business network development strategy W Participation in the internal ecosystem [interaction rating)

W Platform integration index {number of APIs/integrations) M Digital platforms and ecosystem

Figure 5.3.2. Modifiers for developing an innovative model
of SMART management for small enterprises

« assigning weights — weights are determined using an expert
method (AHP), an equal distribution method, or statistical
methods (PCA) and justifying the choice of weights with
documentation;

« normalisation of indicators — conversion of «raw» indicators
into points, use of «clean» metrics, reverse formulas;

« calculation of the internal measurement index (aggregation
of points);

« contextual correction by industry, virtualisation and skill level;

« classification of maturity levels (maturity classes);

« sensitivity analysis and scenario analysis — performing
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single-factor and multi-factor sensitivity, assessing

classification stability, scenario characteristics («realistic»,

«aggressive digitalisation», «minimum investment»);

« verification and validation — expert-validated sample of
companies (hold-out) to verify the correlation of ISM with
independent measurements (e.g., revenue growth rate,
productivity, degree of network integration);

« output results and recommendations (for each enterprise
participating in the network (numerical values) establishing
the maturity class, the five weakest indicators (ranked by
contribution to the deficit), rules for generating forecasts
for priority measures; recommendations are generated by
the «s-to-action» rule and include proposals for specific
measures  (automation, training programmes, API
integration, partner pilots).

The development of an innovative SMART management
model for small businesses is a key prerequisite for increasing the
competitiveness, adaptability and sustainability of modern
entrepreneurial structures in the context of digital transformation
and growing market turbulence. The feasibility of building such a
model is based on the need for systematic integration of the
conceptual foundations of the SMART approach, which ensure
transparency, measurability, adaptability, and intellectual support
for management decisions.

The wuse of the conceptual foundations of SMART
management creates a methodological platform for
comprehensive assessment and optimisation of business
processes, allows for the unification of performance criteria and
the formation of a holistic management framework based on
digital metrics. The application of marketing communications
integration and logistics optimisation formats in strategic
management enhances the synergistic effect of management
decisions, ensuring a balance of information flows, resources and
interactions between key small business stakeholders.
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Digital technologies, in turn, are a fundamental tool for
supporting SMART management, as they enable automated data
processing, interactive management processes, improved
forecasting accuracy and adaptability of strategic decisions. The
design of information and analytical systems focused on
modularity, visualisation, and rapid access to analytics ensures
the effective implementation of the SMART management model
in the activities of small enterprises.

Of particular importance is the creation of a composite
SMART management index, which is an integral tool for
guantitatively assessing the level of development of SMART
competencies in small businesses. The composite index allows for
the objectification of data on management efficiency, the
identification of strategic gaps, the determination of priority areas
for innovative improvement, and enables comparative analysis
between enterprises or industry groups.

Thus, the innovative model of SMART management of small
businesses, built on the integration of conceptual principles,
marketing and logistics infrastructure, digital technologies and
information and analytical systems with a composite index, forms
a holistic, adaptive and scientifically sound architecture of
strategic management. It serves as a foundation for improving
business performance, strengthening its innovative potential and
ensuring sustainable development in the long term.
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CHAPTER 6

PRACTICAL RECOMMENDATIONS AND PROSPECTS FOR
IMPLEMENTING THE SMART MANAGEMENT MODEL

NPAKTUYHI PEKOMEHAALLII TA NEPCNEKTUBMU
BMPOBAAXEHHA MOAENI SMART-MEHEOXMEHTY

Practical recommendations for implementing the SMART management model in
small businesses are summarised and the conditions for its effective
implementation are substantiated. Key prerequisites for applying SMART
approaches are identified, in particular the transformation of the organisational
structure, the development of digital competencies of personnel, the formation of
an innovative corporate culture and the development of modern IT infrastructure.
The results of the model’s implementation are substantiated, consisting of cost
optimisation, increased financial stability and management efficiency, as well as
increased flexibility of business processes and competitiveness of enterprises. The
prospects for the development of SMART management of small businesses in
Ukraine are outlined, taking into account global trends, European integration
processes, and the impact of intellectual technologies on the formation of
sustainable business models.

Y3aeanbHeHO NMpakmuyHi pekomeHOauii w000 enposadiceHHa modesni SMART-
MeHeOmMeHmy 8 masnomy bi3Heci ma obrpyHmosaHo ymosu ii egpekmusHoi
peanizayil. BusHa4eHo Kawo4vosi nepedymosu 3acmocysaHHA SMART-nioxodis,
30KpemMa mpaHcopMayito opaaHizayiliHoi cmpykmypu, po38UMOK Yudposux
KomnemeHuyili  nepcoHany, oOpMyB8aHHA  iHHOBAUIlIHOI  KOprnopamueHoi
Kynemypu ma po3bydosy cydacHoi IT-iHppacmpykmypu. O6rpyHmMosaHo
pe3yabmamu 8nposaodxeHHsa Mmooesi, Wo nosas2aromes 8 onmumizayii sumpam,
niosuuweHHi giHaHcosoi cmilikocmi ma ehpeKmueHOCMI yrpasiHHsA, d MAKOHC Y
3pOCMaHHI  eHyyKocmi  bi3Hec-ripoyecie i KOHKYpPeHmMOoCIpOMOMHOCMI
nionpuemcms. OKpecsieHo nepcrnekmusu po3sumky SMART-meHeOHmeHmy
manozo bisHecy 8 YKpaiHi 3 ypaxyeaHHAM  en0b6anbHUX — mpeHdis,
€s8poiHmezpauiliHux npouecie i 8nausy iHMeAeKMyanbHUX mexHono2il Ha
¢hopmyesaHHA cmanux 6isHec-modenell.
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6.1. Organizational and economic conditions for
implementing the SMART management
model

Implementing the SMART management model in a company
involves creating a set of organisational and economic conditions
that ensure the effective implementation of intelligent, digital and
analytical management tools. Within the framework of modern
transformations in the business environment, characterised by a
high level of competition, dynamic consumer demand and the
active development of information technologies, the transition to
SMART approaches is becoming a necessary prerequisite for
increasing the effectiveness and competitiveness of a company.

SMART management is based on the use of automated
systems, big data, artificial intelligence, digital communication
channels, and flexible management principles. Therefore, its
implementation is only possible if the company has the necessary
resources, organisational structure, human resources, technical
infrastructure, and economic capabilities.

The effective implementation of the SMART model requires
the modernisation of the existing management structure.

The main prerequisites for this approach are:

. creating a separate department or working group
responsible  for digital transformation and the
implementation of new management technologies;

« optimising communication flows, ensuring rapid
information exchange between departments through digital
management systems;

« delegating authority and increasing the autonomy of
departments, allowing them to respond quickly to market
changes;
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« implementing a process-based approach that enhances the
manageability of business processes through their digital
formalisation and automation.

SMART management in a modern enterprise requires highly
qualified employees who not only possess basic management
skills, but are also able to work effectively with digital platforms,
analytical tools and artificial intelligence technologies. In today’s
business management environment, digital technologies are
becoming not just a supporting tool, but the basis of operational
activities, so staff competence in working with intelligent systems
is critical to the successful implementation of SMART
management. The company must create favourable conditions for
improving the qualifications of employees, developing their digital
skills and forming a culture of using innovative technologies in
their daily work. First and foremost, it is necessary to ensure the
systematic improvement of staff digital literacy through various
forms of training, including internal training, participation in
external educational programmes and online courses. Such training
should cover all key aspects of working with digital platforms, from
the basics of analytics and data management to complex
forecasting tools, process automation, and the use of artificial
intelligence algorithms to support management decisions. Regular
training not only improves the technical skills of employees, but
also stimulates their interest in applying new technologies in their
daily activities, which contributes to the more effective
implementation of SMART tools in the company’s work.%”

Another important element is attracting highly qualified
specialists in IT, analytics, digital marketing, and data
management to the team. Having such specialists allows the
company not only to implement technologies but also to adapt

197 Rashchenko, A. V., & Les, A. V. (2025). Content innovation: The use of
artificial intelligence for text and visual creation. Efficient Economy, (5).
https://doi.org/10.32702/2307-2105.2025.5.70
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them to specific business needs, integrate them into internal
processes, ensure the smooth operation of digital platforms, and
provide timely analysis of information. IT and analytics specialists
act as key drivers of digital transformation, responsible for the
correct configuration of systems, integration of tools, and
ensuring high data quality, which in turn increases the accuracy of
management decisions and the efficiency of business processes.
At the same time, digital marketing allows a company to segment
its customers more accurately, create personalised offers,
increase consumer loyalty and respond quickly to market
changes, which becomes an additional factor in competitiveness.

An equally important aspect is the development of a
corporate culture of innovation, which includes encouraging
employees to take initiative and introduce new technologies into
their daily activities. The company must create an environment
where employees feel supported when trying out new ideas,
suggesting process improvements, and experimenting with digital
tools. The formation of such a culture involves the implementation
of communication systems that allow employees to share best
practices, exchange experiences, and receive feedback from
management and colleagues. A positive corporate culture not only
promotes the active use of innovation, but also increases staff
motivation, engagement and loyalty to the company, which is
critical to the successful functioning of SMART management.

A key tool for supporting effective staff performance is a
motivation system focused on the effective implementation of
digital tools and improvement of business processes. Such a
system may include financial incentives, bonuses for achieving
KPIs, as well as non-material incentives, such as recognition of
employee achievements, provision of opportunities for
professional development, or participation in strategic projects.
The implementation of a motivational system encourages
employees to not only perform their duties, but also actively seek
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ways to optimise processes, increase productivity, and utilise the
latest digital solutions. This aspect is particularly important for
small and medium-sized businesses, where the impact of each
employee on the overall result is significant and directly
determines the efficiency of the enterprise.

Thus, effective implementation of SMART management
requires a comprehensive approach to personnel development,
including improving digital literacy, attracting high-level
specialists, developing a culture of innovation, and establishing an
effective motivation system. These measures create the
conditions for the successful use of digital platforms, analytical
tools and artificial intelligence technologies, enabling the
company to improve management efficiency, optimise resources,
reduce costs and increase competitiveness. The integration of
these elements into everyday activities forms a new management
model focused on innovation, efficiency, and the strategic
adaptability of the enterprise to changes in the market
environment, which is a key prerequisite for success in today’s
economy.

The transition to SMART management requires a review of
internal regulations:

« updating job descriptions in line with new competencies;

. implementing data security and cyber protection policies;

. standardising processes that are being digitised (marketing,
accounting, logistics, communications);

« adopting regulations for working with analytical systems
and Al modules.!08

The implementation of SMART approaches requires
significant financial investment, as it involves the purchase of
specialised software, CRM/ERP systems and analytical platforms.

108 Rashchenko, A. V., & Les, A. V. (2025). The role of artificial intelligence in

the transformation of modern marketing practices. Investments: Practice

and Experience, (6), 66—70. https://doi.org/10.32702/2306-6814.2025.6.66
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Additional costs may be associated with the purchase of server
equipment or payment for cloud services that ensure data
stability and security. An important area of funding is staff
training, as effective work with digital tools requires appropriate
employee qualifications. It is also necessary to upgrade the
technical base, including computers and network equipment that
support modern standards. When implementing loT solutions, it
may be necessary to modernize the infrastructure of the filling
station to enable the integration of intelligent systems into
current business processes.1®

Investments should be viewed as long-term investments
that significantly improve the efficiency of the enterprise, reduce
costs and increase profitability.

The implementation of SMART management allows for a
reduction in a number of current expenses:

« process automation reduces the need for manual labour;

. digital tools increase the accuracy of planning and
forecasting;

« the procurement and logistics system is optimised;

« losses due to human error are reduced.

Thus, even with initial investments, the implementation of
the SMART model creates the economic conditions for increased
profitability.

For the successful implementation of SMART projects, the
company must ensure sufficient liquidity to enable stable
financing of digital solutions. It is also important to create a
reserve fund to support innovative initiatives and cover potential
risks. One of the key factors is the company’s ability to attract
external investment or credit resources that can accelerate the

199 1 gvrynenko, S. O., Kravchuk, 1. I., & Budnik, O. M. (2024). Modern ERP
technologies as an effective component of organizational management
systems. Economy and Society, (62). https://doi.org/10.32782/2524-
0072/2024-62-37
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modernisation of business processes. In addition, effective
management of financial flows using digital tools helps to improve
control, transparency and speed of decision-making. Together,
these financial conditions create a solid foundation for the
implementation of SMART management.

The technical readiness of an enterprise is the foundation of
the SMART model and determines the company’s ability to
operate in a digitally integrated environment. In the diagram
(Fig. 6.1.1), this component is represented as a base layer

covering

Internet infrastructure,

security, and data collection tools.

Technical readiness

of the enterprise:

e stable internet
connection;

e modern computer
equipment;

e cybersecurity
systems;

e corporate networks
for transferring
large amounts of
data;

e equipment for
collecting
information
(sensors, cameras,
POS systems, loT
technologies).

S
SMART

MANAGEMENT

hardware

resources,

cyber

¢

Conditions:

o full integration of systems into

a single information
environment;
e ensuring compatibility

between new and existing IT

solutions;

e regular software updates.

Tools:

e CRM for customer
relations and
service
personalisation;

¢ ERP for enterprise
resource
management;

e Bl systems for
analytics and
demand
forecasting;

o artificial
intelligence
modules for
optimising
marketing
decisions;

e digital platforms
for operational
process
automation.

Figure 6.1.1. Specific conditions for the implementation
of SMART management in an enterprise
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The next level is formed by digital tools — CRM, ERP, BI
systems, and Al modules that provide analytics, personalisation,
and operational efficiency. They interact with each other through
corporate networks, creating end-to-end data flows for
management decision-making. The key logic of the scheme is that
these tools can only realise their potential if they are integrated
into a single information ecosystem. A separate block emphasises
the need for compatibility between new and existing IT solutions,
as technological gaps pose risks to the stability of business
processes. The final element highlights the importance of
regularly updating software, which keeps systems up to date and
ensures the smooth operation of the SMART model in a dynamic
digital environment.

The company needs to:

v encourage creativity and initiative;
v ensure openness to change;
v create positive motivation for the use of new technologies.

The success of the model’s implementation largely depends
on a clear phased approach to change, which allows the company
to gradually adapt to new processes and technologies. It is
important to ensure transparent and regular communication with
staff so that employees understand the purpose of the
transformations and their role in them. Active support from
management, which should act as an example and a driving force
for change, also plays a significant role. Particular attention
should be paid to minimising resistance to change through
training, engagement and motivation of employees. All these
factors together create favourable conditions for the successful
implementation of SMART management.

The SMART system requires effective interaction between
employees:

v internal portals and messengers;
v automated reporting systems;
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v regular feedback.

The organisational and economic conditions for
implementing the SMART management model form a set of
factors that ensure the successful digital transformation of an
enterprise. They include the development of an organisational
structure, staff training, investment support, the creation of a
modern IT infrastructure, and the formation of an innovative
corporate culture.

Comprehensive implementation of these conditions will
enable the enterprise to improve management efficiency,
optimise costs, improve decision-making quality, and enhance
competitiveness in the long term.

6.2. Expected results of SMART management
implementation: efficiency, flexibility,
competitiveness

The implementation of SMART management in modern
enterprises is a strategically important step that makes it possible
to significantly increase the level of management efficiency,
ensure the flexibility of business processes, strengthen
competitive positions, and create the conditions for long-term
development. SMART management is based on the use of digital
tools, artificial intelligence, big data analytics, automation, and
optimisation of internal processes. The main expected results of
its implementation include  economic, organisational,
technological, and strategic effects that shape a new quality of
enterprise management in a changing business environment.

First and foremost, SMART management contributes to
improving the overall efficiency of the enterprise. Business
process automation significantly reduces the human factor, cuts
down on the time spent on routine operations, and increases the
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accuracy and speed of information processing. A key advantage is
the ability to use large data sets for management decision-
making, which allows management to respond quickly to changes
in market conditions, adjust development strategies, optimise
operations, and increase labour productivity. These results are
largely due to the introduction of intelligent forecasting systems
that can analyse consumer behaviour, identify demand trends,
assess financial risks, and propose the most effective
development scenarios.

The second important area of influence is increasing the
flexibility of the enterprise, which is critically important in a
dynamic external environment, economic instability and
increasing competition. SMART management allows you to form
flexible organisational structures that quickly adapt to change.
With the help of digital systems, coordination between
departments becomes transparent and more efficient, which
reduces decision-making time and ensures rapid execution of
operational tasks. Flexibility is also manifested in the ability of an
enterprise to quickly change its business model, respond to
customer behaviour, introduce new service or product formats,
and use adaptive resource management systems. The use of
cloud technologies allows IT infrastructure to be scaled according
to the needs of the company, which reduces costs and increases
resistance to external influences.10

One of the key expected results of implementing SMART
management is a significant increase in the competitiveness of
the enterprise. Companies that use intelligent technologies are
able to provide higher quality service, implement personalised
offers, create individual customer experiences and apply effective

110 prysiiazhniuk, O., & Plotnikova, M. (2024). The role of operational
strategy in ensuring the development of innovative entrepreneurship.
Entrepreneurship and Innovation, (33), 117-122.
https://doi.org/10.32782/2415-3583/33.20
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marketing tools that take into account consumer behaviour in
real time. Thanks to the use of analytical platforms, enterprises
are able to create unique competitive advantages, predict market
behaviour, optimise pricing, quickly implement innovations, and
promptly identify new niches for development. Such
opportunities allow the enterprise to strengthen its position not
only locally but also internationally.

Another important expected result is an increase in the
transparency and manageability of business processes. SMART
management provides complete control over operational
activities, financial flows, logistics, inventory, and customer
interactions. All processes are recorded in a digital environment,
which allows them to be managed in real time, quickly identify
shortcomings, analyse the effectiveness of departments and
increase staff accountability. Transparency helps reduce financial
losses, minimise fraud risks, and create a healthy corporate
climate in which employees better understand their roles and
importance in the overall management system.

Companies that implement SMART management also
expect significant cost reductions through resource optimisation,
document flow automation, improved logistics and more accurate
procurement planning. The use of artificial intelligence algorithms
allows for the optimisation of marketing, energy consumption and
maintenance costs, as well as reducing costs associated with
inefficient use of personnel. In such conditions, the profitability of
the enterprise increases, financial results improve and
opportunities for investment in new areas of activity arise.

Improved customer interaction, which is an important part
of SMART management, should be highlighted separately. Thanks
to the use of CRM systems, chatbots, personalised services and
customer behaviour analytics, the company is able to create
competitive marketing programmes, develop individual offers and
ensure a high level of customer satisfaction. This has a positive
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effect on loyalty, repeat sales and brand reputation, which in the
long term strengthens the company’s position in the market.

Another expected result is an increase in the company’s
innovation. SMART management stimulates the development of a
corporate culture focused on change, learning and the
implementation of new ideas. Employees gain access to modern
tools that expand their professional capabilities and increase
motivation. The enterprise, in turn, gains the ability to form a long-
term innovation strategy, introduce new products and services,
and quickly test and launch new projects, which significantly
accelerates development and expands market opportunities.

Thus, the expected results of implementing SMART
management cover a wide range of positive changes that ensure
increased efficiency and stability of the enterprise’s activities. The
introduction of intelligent technologies allows for increased
flexibility of business processes, ensures their adaptability to
unstable market conditions, reduces costs, optimises internal
processes, and increases competitiveness. SMART management is
a key element of an enterprise’s digital transformation strategy,
forming the foundation for successful long-term development. As
a result, the enterprise receives a modern management platform
that allows it not only to function effectively, but also to ensure
sustainable growth, innovation and a high level of market activity
in the context of global change and digital competition.

The implementation of the SMART management model in
an enterprise is of strategic importance for improving
management efficiency, optimising resources and strengthening
competitive positions in the market. The practical implementation
of this model requires a comprehensive approach that includes
analysis of existing business processes, adaptation of digital
solutions, development of human resources, and gradual
integration of innovative management practices into the daily
activities of the enterprise (Fig. 6.2.1).
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Figure 6.2.1. Implementation of the SMART management
model in an enterprise

The first step is a detailed assessment of the current state of
organisational processes, their transparency and effectiveness.
Such an audit allows you to identify critical points and priorities
that require automation, analytical support or a review of
management decisions. Based on the audit results, a roadmap for
implementing SMART approaches should be developed, which
will define the stages of digitalisation, the necessary resources
and key performance indicators (KPI) that allow progress and
results of changes to be assessed.

The next practical step is to integrate information systems
that provide data management, analytics, and business process
automation. It is advisable for the enterprise to implement
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modern CRM systems for effective customer relationship
management, sales automation, and consumer behaviour data
collection. The implementation of an ERP system will allow you to
control financial flows, inventory management, logistics and
production processes, which will help optimise costs and increase
the transparency of management decisions. It is also worth
integrating digital analytical tools that provide demand
forecasting, evaluation of the effectiveness of marketing activities
and strategic planning of the enterprise’s activities.

Particular attention should be paid to developing human
resources and forming a corporate culture focused on innovation
and change. Company staff must possess digital skills, understand
the principles of working with analytical systems, and be prepared
to adapt business processes in line with new management
standards. To this end, it is advisable to organise regular training
programmes and workshops on the use of CRM and ERP systems
and analytical platforms, as well as to improve the digital literacy
of employees at all levels of management. The development of
human capital ensures the effective operation of the technologies
implemented and maximises the benefits of automation.

In addition, it is important for the enterprise to use systems
for monitoring and controlling key performance indicators. The
implementation of tools for tracking KPIs in real time allows you
to quickly identify deviations from planned indicators, respond
promptly to problems, and make informed management
decisions. This contributes to increasing the transparency of the
enterprise’s activities, strengthening discipline and responsibility
among employees, and forms the basis for strategic planning and
data-driven decision-making.

Another key recommendation is the gradual introduction of
innovations in interactions with customers and suppliers.
Companies can use digital platforms to automate
communications, optimise logistics, implement electronic
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document management, and develop personalised loyalty
programmes. The use of smart solutions improves service quality,
reduces order fulfilment times, and increases customer
satisfaction, which directly affects a company’s competitiveness.

Another area of focus is the integration of predictive
analytics and strategic planning. The use of algorithms for
demand forecasting, risk assessment, resource optimisation, and
market trend analysis allows for increased adaptability to changes
in the external environment, rapid response to market
fluctuations, and effective resource allocation. This ensures
operational stability, cost reduction, and increased financial
stability for the enterprise.

The prospects for the development of SMART management
in an enterprise are linked to the gradual digitisation of all
management processes and the integration of the enterprise into
modern SMART ecosystems. The use of artificial intelligence,
automation, big data analytics, cloud services, and mobile
solutions opens up opportunities to improve management
efficiency, optimise production processes, and improve logistics
and financial control. Further development of the model will
allow the enterprise not only to increase productivity and reduce
costs, but also to form unique competitive advantages, ensure
resistance to external influences, and effectively respond to
changes in the market environment.

In general, the implementation of SMART management
opens up strategic prospects for improving the efficiency,
flexibility, and competitiveness of the enterprise. Practical
recommendations focus on a comprehensive approach: process
analysis and optimisation, integration of digital tools, human
resource development, monitoring of key indicators, digitalisation
of interactions with customers and suppliers, predictive analytics
and strategic planning. The implementation of these measures
creates conditions for sustainable development, increased market
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efficiency and the strengthening of the position of small
businesses in domestic and foreign markets, making SMART
management a key element of the enterprise’s future strategy.

6.3. Prospects for the development of SMART
management of small businesses
in Ukraine and worldwide

The prospects for the development of smart management
of small businesses in Ukraine and worldwide are shaped by
global transformations of economic systems, rapid development
of digital technologies, changes in consumer behaviour patterns,
and the growing need for businesses to increase flexibility and
adaptability. SMART management as a concept integrates modern
information technologies, analytical tools, intelligent solutions
and new approaches to business process organisation into a
single system. Its key idea is to build management based on data,
automation, optimisation and the ability of an enterprise to
respond quickly to changes in the external environment. This is
especially important for small businesses, as they are most
affected by market fluctuations, demand instability, resource
constraints, and competitive pressure. In these conditions,
SMART management becomes a critical tool for improving
efficiency, economic stability, and long-term development.

On a global scale, the development of SMART management
is driven by the overall digitalisation of the economy, the
transformation of traditional business models, and the transition
of enterprises to automated, analytical, and adaptive
management systems. The spread of artificial intelligence,
machine learning, the Internet of Things, cloud services,
robotisation, big data and digital platforms has significantly
changed the possibilities for management decisions. For small
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businesses, which previously did not have access to such tools
due to their high cost or technological complexity, new horizons
are now opening up. There is already a rapid growth in the
popularity of intelligent CRM systems, automated marketing,
electronic communication systems, financial analytics, cyber
security and logistics tools that enable small businesses to
operate more efficiently and at lower cost.

One of the main global trends shaping the future of SMART
management is the growing role of data in management decision-
making. Most modern companies are moving towards data-driven
models based on reliable real-time data collection, storage and
analysis. For small businesses, this means the ability to accurately
predict customer needs, optimise purchasing, manage inventory,
control costs and create personalised offers. This trend will only
intensify in the future as analytical technologies become more
accessible, easier to integrate and user-friendly for those without
special technical skills.

The global prospects for the development of SMART
management are also linked to changes in the way we work. The
spread of remote working, flexible schedules and distributed
teams is encouraging companies to implement digital tools for
team management, performance monitoring, task automation
and corporate culture support. For small businesses, which often
have limited staff and need maximum employee efficiency, this
opens up opportunities to reduce administrative costs, optimise
processes and increase productivity.

Another key factor is the growing role of digital platforms
and ecosystems. Modern small businesses are actively integrating
into e-commerce platforms, digital marketplaces, financial
services platforms, advertising environments, and logistics
services. In this context, SMART management is becoming a
necessity for working effectively with a large number of digital
interaction channels. In the future, small businesses are expected
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to become even more integrated into digital ecosystems that will
offer comprehensive solutions, from order management to
financial analysis and marketing automation.

The prospect of cybersecurity development deserves special
attention. With the growth of digitalisation, the number of threats
that can harm small businesses with limited resources for
protection is also growing. Therefore, SMART management will
include not only optimisation tools, but also modern solutions for
data protection, secure information storage, user identification and
real-time risk monitoring. This trend is actively developing around
the world and will become critically important for Ukraine as well.

The prospects for SMART management of small businesses
in Ukraine have their own specific characteristics. Ukraine is
undergoing profound transformations: the digitisation of public
services, reforms, European integration, the growth of the IT
sector and the emergence of a large number of start-ups are
creating a favourable environment for the introduction of modern
technologies into business. Ukrainian entrepreneurs demonstrate
a high level of adaptability and ability to implement innovations,
which is important for the development of SMART approaches.

At the same time, Ukrainian small businesses face
challenges related to economic instability, military actions,
logistical constraints, and a decline in the purchasing power of the
population. In these conditions, smart management becomes a
tool for survival: automation allows you to reduce costs, digital
channels allow you to expand market coverage, analytics allow
you to minimise risks, and online solutions ensure business
continuity. In the future, Ukrainian companies are expected to
increasingly switch to comprehensive digital solutions, as the
market requires speed of response, accuracy of forecasts, and
optimal use of resources.

An important prospect is the growing role of Ukrainian IT
companies in developing SMART solutions for small businesses.
The domestic market already offers modern CRM, ERP, analytics
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systems, and Al-based solutions that are adapted to local
conditions and affordable. In the future, the expansion of such
products and their export potential is predicted, which will
contribute to the development of the SMART ecosystem.

Equally important is the prospect of human resource
development: digital skills are becoming essential for all small
business employees, and companies will invest in training,
professional development, and the formation of a digital
corporate culture. SMART management is impossible without the
appropriate staff competence, so human capital development will
be a key success factor.

In the global future, SMART management will become the
standard for small business management. Its development will be
driven by new-generation artificial intelligence technologies,
integrated management ecosystems, automated business
models, expanded e-commerce capabilities, the development of
unmanned logistics, personalised marketing and intelligent digital
assistants. Small businesses will gain access to technologies that
were previously only available to large corporations, which will
help level the competitive playing field.

Thus, the prospects for the development of SMART
management of small businesses in Ukraine and worldwide are
extremely favourable. Global technological trends, the growing
availability of digital solutions, the development of online
ecosystems, and the need for businesses to be adaptable are
creating conditions for the large-scale implementation of SMART
approaches. For Ukraine, this is not only an opportunity to
increase the efficiency of entrepreneurship, but also an important
factor in economic recovery, integration into the European
market, and ensuring competitiveness at the international level.
SMART management will become the foundation of a new model
of small business development based on innovation, flexibility,
digital competence, and a strategic focus on the future.
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CHAPTER 7

MANAGEMENT OF DIGITAL SERVICES TO SUPPORT
SMALL BUSINESSES IN LOCAL COMMUNITIES

MEHEMMEHT LUdPOBUX CEPBICIB NIATPUMKU
MAJIOrO GI3HECY B TEPUTOPIAJIbBHUX TPOMAJAX

The digitization of territorial communities has been studied as a key tool for
overcoming investment barriers to small business development in conditions of
limited resources and the consequences of war. Factors contributing to the low
investment attractiveness of communities have been identified, in particular,
limited access to financing for small businesses. The role of the Polissya Center for
Digital Innovation (POLIDIH) as a platform for the digital transformation of rural
areas has been substantiated. Based on geoinformation and satellite data, it
increases the transparency of management and the investment attractiveness of
communities, promoting the development of smart specializations and support for
small businesses. The key tool is the community’s geo-investment passport, which
transforms the territory into an understandable and comparable object for
investors and acts as an element of a unified investment ecosystem. It is concluded
that the sustainable development of small businesses is only possible if an
integrated digital and management ecosystem is formed at the community level.

JocnidweHo  yugposizauito mepumopianbHux 2pomad  AK  Kmo4yoeuli
iHcmpymeHm nodonaHHA iHeecmuuyiliHux 6ap’epie po3sumky manozo bisHecy 8
ymosax obmexceHuUx pecypcie ma Hacniokie GiliHu. BusHa4eHo YUHHUKU HU3bKOI
iHeecmuuyiliHoi npusabausocmi epomad, 30kpema obmexceHuli docmyn mMasno20
bi3Hecy 00 hiHaHcys8aHHA. ObrpyHmMosaHo posb [losnicbko2o ueHmpy yugpposux
iHHosaujili (POLIDIH) sk naamgopmu yugposoi mpaHchopmauii CinbCbKux
mepumopill, wWo Ha 0CHo8I eeoiHghopmayiliHux i cynymHuKogux OaHUX nidsuLye
npo3opicme ynpasniHHA ma iHeecmuyiliHy npusabausicme 2pomad, crpuso4vu
po3sumky cmapm-cneuianizayiti i niompumuyi manoeo 6i3Hecy. Knrovyosum
iHCmpymeHmom 8uU3Ha4eHo eeoiHeecmuyiliHuli nacriopm epomadu, AKul
nepemeoproe mepumopiro Ha 3po3yminull i nopieHeaHull 0na iHeecmopa
06’ekm ma esucmynae enemeHmMom €OUHOI iHeecmuuiliHoi exkocucmemu.
3pobieHo 8UCHOBOK, W0 cmasnuli po38UMOK Mas020 bisHecy moxcausuli nuwe 3a
YMOBU (hopMyB8aHHA iHMe2posaHoi yugpoesoi ma ynpasniHCLKoi ekocucmemu Ha
pisHi epomad.
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7.1. Digitalization of local communities as a tool
for overcoming investment barriers to small
business development

Analysis shows that attracting investment to territorial
communities is essential for development but faces major
barriers. Many communities lack qualified staff, including project
managers, economists, and IT specialists, and have little
experience in preparing investment proposals or working with
donor programmes. Weak coordination between local
departments further reduces the quality of project applications,
leading to low success in obtaining funding.

The local investment climate is also constrained by
bureaucracy, overregulation, and legal uncertainty. Complicated
land allocation, construction permits, and grid connections,
together with the absence of up-to-date spatial planning
documents, significantly increase investor risk. Unclear property
rights, corruption risks, and frequent regulatory changes
undermine trust and discourage both domestic and foreign
investors.

Financial capacity is another major limitation. Most
communities rely on agricultural taxes and subsidies, which are
insufficient for large-scale projects. Although borrowing
instruments exist, only a small share of communities use them,
forcing most to depend on state transfers, grants, or private
investors. However, competition for these resources is high, and
many communities lack professionally prepared feasibility studies
to attract funding. Limited access to credit for local businesses
further constrains entrepreneurship.

Russia’s war has sharply reduced investment attractiveness,
particularly in rural and frontline regions. Military risks,
occupation, and infrastructure damage make many areas
unsuitable for investment, while even safer regions require war-

138



risk insurance and state guarantees. Additional concerns over
corruption and weak law enforcement further increase perceived
risk.

Finally, human capital constraints remain critical. Rural
areas lack skilled workers, entrepreneurial leaders, and English-
speaking professionals able to support investors. Youth
outmigration and weak education systems reduce the local talent
pool, forcing investors to import labour at higher cost. Despite
these challenges, communities remain motivated, and
investments in human capital, governance capacity, and
coordinated development strategies are essential to break the
cycle of low investment and underdevelopment.

POLIDIH stands as a transformative platform designed to
foster the exchange and utilization of geospatial information
across diverse sectors within the Polissia region of Ukraine.!11:112
This initiative aims to catalyze the development of smart
specializations tailored to the unique strengths of each area: from
the Zhytomyr region’s focus on the production of concrete,
gypsum, and sand products, and organic farming, to the Chernihiv
region’s emphasis on enhancing the quality and processing of
agricultural raw materials, alongside the development of green
technologies, bioeconomy, and information technologies.
Furthermore, it seeks to bolster Volyn’s environmentally friendly
food production, Rivne’s high-tech organic agriculture, berry
growing, and horticulture, and the IT sector, as well as Kyiv’'s

11 pyvovar, P. (2025). POLIDIH — Empowering the digital future: Digital
solutions and services for the agricultural sector. Oral presentation at the
DigiAgrar UA  Workshop «Digital Transformation for Sustainable
Development: German-Ukrainian Perspectives for Future Agricultural and
Food Systems in Europe», 10-12 November 2025, Leibniz Institute of
Agricultural Development in Transition Economies (IAMO), Halle (Saale),
Germany.

12 pOLIDIH - Polissia Digital Innovation Hub. n.d. POLIDIH Website.
POLIDIH. Accessed January 13, 2026. http://polidih.com.ua/.
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innovative food product manufacturing.

POLIDIH offers integrated use of geographic information
systems (GIS) and technologies to promote sustainable
development, optimize natural resource management, and
increase the investment attractiveness of communities. 13114
These services will allow territorial communities not only to
effectively manage their resources and plan the development of
their territories, but also to increase transparency and openness
in their interaction with citizens, ensure sustainable use of natural
resources, and improve the environmental situation and quality
of life of their residents. The heightened investment
attractiveness will significantly increase the likelihood of
implementing S3 domains (Fig. 7.1.1).

The outcomes of EDIH supporting S3 domains can be
seamlessly integrated into the S3 platform, enriching it with
valuable data and insights. This integration facilitates
collaboration,  knowledge-sharing, and synergy among
stakeholders, enhancing the platform’s functionality as a dynamic
tool for policy-makers and businesses for real-time monitoring of
digital innovation trends, enabling evidence-based decision-
making and alignment with regional development goals.*>

13 pOLIDIH — Polissia Digital Innovation Hub. n.d. POLIDIH Website.
POLIDIH. Accessed January 13, 2026. http://polidih.com.ua/.

114 Rozhkov, O. (2025). Digital transformation in Ukraine’s crops and
livestock sectors: Determinants and implications. Oral presentation at the
DigiAgrar_UA  Workshop «Digital Transformation for Sustainable
Development: German-Ukrainian Perspectives for Future Agricultural and
Food Systems in Europe», 10-12 November 2025, Leibniz Institute of
Agricultural Development in Transition Economies (IAMO), Halle (Saale),
Germany.

115 Eyropean Digital Innovation Hubs Network. n.d. Information for
Companies. European Digital Innovation Hubs Network. Accessed January
13, 2026. https://surl.li/raghft
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Figure 7.1.1. Services of POLIDIH divided by type

The EDIH will serve as a bridge between public
administrations and companies providing e-government
technologies; maintain structured long-term relationships with
relevant local actors such as regional authorities, industrial
clusters, SME associations, etc; offer seamless service with
European Enterprise Network (EEN) and Startup Europe, including
joint events, common trainings, and workshops; act as an
interface with the European Commission to support the
implementation of specific sectorial policies, SME policies, and
eGovernment policies.*®

116 Skydan, O. V., Pyvovar, P. V. Tarasovych, L. V. et al. (2022).
Geoinformation technologies in managing rural economy development.
Zhytomyr: Polissia National University.
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7.2. Community geo-investment passport
—the main tool for attracting investment
in small business development

The community geo-investment passport is considered a
key tool for attracting investment in territorial communities, as it
allows you to translate an abstract idea of the territory into a
clear, structured and evidence-based model of its investment
potential. In response to the systemic challenges of the
development of rural areas, the Polissya Digital Innovation Hub
has developed a unique service «Community Geo-Information
Passport», aimed at making the community understandable,
transparent and comparable for internal and external investors.
The main idea of this tool is to provide a comprehensive
representation of the community through a combination of
spatial data, socio-economic indicators, infrastructure
information and characteristics of natural resources, which allows
the investor to quickly assess the real possibilities of the territory
without the need to conduct expensive and lengthy preliminary
research.

The geo-investment passport forms the initial «investment
vision» of the community: it gives an idea of its size, land use
structure, availability of transport and engineering infrastructure,
environmental constraints, human potential and specialization of
the economy. Thanks to the spatial format of information
presentation, the investor can not only read about the resources,
but also see their location, interconnections and constraints,
which significantly reduces the level of uncertainty and risk at the
early stage of decision-making. This allows comparing different
communities with each other, evaluating alternative locations for
production or services, and forming a preliminary concept of the
investment project even before the start of negotiations.
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The «Community Geoinformation Passport» is based on a
comprehensive, evidence-based and spatially grounded
description of a territorial community. It integrates three key data
sources: open public datasets, satellite monitoring, and
information provided by the community itself. Open data offer
statistical and regulatory context, satellite imagery delivers
objective and up-to-date spatial insights, and local inputs clarify
actual land use, development plans, constraints, and the
availability of investment plots. Together, these sources create a
reliable foundation for decision-making rather than just a
descriptive profile.

The passport applies a systemic and spatial approach,
treating the community as an interconnected socio-economic and
environmental system. Data are analysed through maps and
geoinformation layers, making visible patterns such as
infrastructure access, resource concentration, environmental
risks, and development potential. Each indicator is traceable and
reproducible, increasing transparency and trust for investors,
donors, and public institutions.

A core principle is co-creation with the community. POLIDIH
provides analytical and technological expertise, while local
stakeholders validate data, refine maps, and define real
opportunities and constraints. Continuous cross-checking of
satellite data, registers, and local knowledge reduces errors and
uncertainty.'’

The passport is designed as a practical, living tool for
investment planning, spatial development, and communication
with partners. It is regularly updated and managed under strict

17 Ministry of Digital Transformation of Ukraine. n.d. Results of Digital
Transformation in the Regions of Ukraine. Ministry of Digital
Transformation ~ of  Ukraine.  Accessed  January 13, 2026.
https://thedigital.gov.ua/news/technologies/rezultati-tsifrovoi-
transformatsii-v-regionakh-ukraini-1.
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ethical and security standards, making it a dynamic component of
the community’s long-term development and recovery
ecosystem.!8

It is advisable to consider the community geoinvestment
passport as an integrated digital tool for spatially oriented
investment support, which combines geodata, economic
characteristics and institutional parameters of the territory into a
single structure that is understandable for the investor, planner
and donor. Its construction logic is based on the need to
transform the community from an «unknown point on the map»
into a transparent object for decision-making, where investment
attractiveness is supported by evidence-based data, georeference
and clear contacts of responsible persons.1*®

The typical structure of such a passport begins with a
spatial-administrative  profile:  the basic identification
characteristics of the community are recorded - the
administrative center, the number of settlements, area,
population and location relative to regional and national nodes.
Next, the geographical and logistical accessibility of the territory is
consistently revealed through distances to the capital, regional
center, airports, customs points, international highways and
border crossings, since it is the transport and logistics context that
determines the costs of moving resources and finished products,
and therefore the competitiveness of potential projects
(Fig. 7.2.1).

118 United Nations Population Division. n.d. Population Division Data Portal.
United Nations. Accessed January 13, 2026.
https://population.un.org/dataportal/.
119 Skydan, O. V., Pyvovar, P. V. Tarasovych, L. V. et al. (2022).
Geoinformation technologies in managing rural economy development.
Zhytomyr: Polissia National University.
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Figure 7.2.1. Geographical component of the investment
passport
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An important component of the passport is the climatic and
agroecological block, which summarizes key parameters of
temperature and precipitation, including within the active
growing season. For the investor, these data are not only a
"weather reference", but primarily input variables for assessing
agricultural risks, designing growing technologies, selecting crops
and modeling productivity (Fig. 7.2.2).

In parallel, a block of natural resource potential is being
formed —the height above sea level, dominant soil types, the share
of arable land and forests, as well as the structure of land
ownership are described, which is of particular importance in
Ukraine due to the difference in institutional regimes for the use of
private and communal plots. In POLIDIH practice, these
characteristics are transferred to the format of GIS layers, which
allow you to quickly compare territories, determine their suitability
for various types of investment and build land use scenarios.

A separate «hard» block of the geo-investment passport is
the mineral and raw material base, the certification of types of
minerals, existing and potential deposits, as well as their industrial
use forms the basis for industrial solutions and localization of
processing capacities. Along with this, an economic profile of the
community is provided — a list of key enterprises, industry
specialization and production areas, which allows identifying
existing clusters, potential value-added chains and growth points
for small and medium-sized businesses. No less indicative is the
social and service infrastructure: educational, healthcare, cultural
and sports institutions outline the real ability of the territory to
retain human capital, accept new employees and provide basic
living conditions, without which long-term investments often do
not take place. Additionally, the passport usually contains a block
of tourism and cultural potential, where local «magnets» and
intangible heritage are considered as a resource for economic
diversification through the development of rural tourism, creative
industries and local brands (Fig. 7.2.3).
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Figure 7.2.2. Environmental component of the investment
passport
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Figure 7.2.3. Resource component of the investment
passport
148
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However, the key innovative component of the geo-
investment passport in the logic of POLIDIH digital services is an
investment catalog of objects with a clear georeference. These
are land plots, water bodies, vacant premises and other assets,
which are submitted in a standardized format with cadastral
parameters, coordinates, form of ownership, engineering
accessibility and transfer conditions. It is this block that turns the
passport from a descriptive document into a practical «market of
opportunities», where the investor can assess the location in a
spatial context, compare it with infrastructure and risks, and the
community can demonstrate the readiness of the offer (Fig. 7.2.4).
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Figure 7.2.4. Community investment proposals based on
the example of the Chernyakhiv community
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The institutional interface completes the structure, namely,
defined responsible units, contact persons and communication
channels, which ensure fast communication and reduce the
transaction costs of the investor’s first entry into the community.
Taken together, these components allow us to interpret the geo-
investment passport as a «translation» of the territory into the
language of data: it makes the community understandable,
comparable and visible in the digital environment, and therefore
strengthens its ability to compete for investment resources and
integrate into recovery and development programs at the
national and European levels.

7.3. Challenges of managing small business
development in communities:
transition to a unified ecosystem

Developing a geo-investment passport is not merely a
technical task but a test of a community’s institutional capacity
for economic development. In practice, the main barriers to
investment are not the lack of land or natural resources, but weak
governance, poor organization, and fragmented information
systems that fail to convert these assets into economic value.

In most communities, investor relations formally exist but
are institutionally weak. Investment units are typically
understaffed and lack professional expertise, reducing their work
to reactive and superficial actions. A geo-investment passport,
however, requires systematic data collection, spatial analysis, and
an understanding of business and risk. Without a professional
investment core, the passport becomes a symbolic document
rather than a real investment tool.

Low political commitment further limits its impact. Many
local leaders still operate in a maintenance-oriented mindset
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rather than a development-driven one, treating investment as
risky or secondary. As a result, geo-investment passports are
rarely integrated into zoning, infrastructure planning, or
negotiations with business.Another major barrier is the lack of
reliable spatial and asset data. Communities often have no
complete land registers, infrastructure maps, or legally cleared
investment plots. Unclear cadastral status, missing zoning, and
legal restrictions create high transaction costs for investors and
undermine trust.

Ultimately, these problems reflect the absence of a
coherent investment ecosystem. A geo-investment passport can
only be effective when supported by political leadership,
professional investment teams, digital data systems, and legally
prepared sites. Without this ecosystem, even the best passport
remains only a visual representation of unrealized potential.
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CONCLUSIONS

Based on the results of the study presented in the
monograph, the following main conclusions were drawn:

1. The evolution of strategic small business management
concepts from budget planning to integrated SMART models is
driven by the growing turbulence of the external environment,
the digitalization of the economy, and the need for rapid
adaptation to change. For small businesses, SMART management
is not only a modern management tool, but also a strategic
condition for increasing competitiveness, sustainability, and
realizing development potential in the context of military and
post-war transformations in Ukraine.

2. SMART management is a qualitatively new management
paradigm based on the synergy of data-driven approaches, digital
technologies, and human-centeredness. Its key characteristics are
proactivity, adaptability, integration of management functions,
and a focus on forecasting and real-time management. Unlike
traditional hierarchical models, SMART management provides a
transition from reactive decisions to strategic management based
on analytics, flexible organizational structures, and the
development of management competencies.

3. The integration of marketing communications, logistics,
and digital technologies is a key theoretical and methodological
principle of SMART management for small businesses. The
concepts of omnichannel and customer experience management
form the basis for building end-to-end business processes and a
unified information space in which digital technologies act as the
“integration core.” This approach allows logistics to be
transformed from a support function into a component of value
proposition, and marketing communications into a demand
management tool, ensuring synergy and sustainable development
of small businesses.
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4. Digital transformation is a determining factor in the
development of small businesses in the digital economy, creating
new opportunities to increase the productivity, flexibility, and
market adaptability of enterprises. At the same time, it is
accompanied by a set of challenges related to limited financial
resources, a shortage of digital skills, cyber risks, and the need to
revise traditional business models. It has been proven that the
effective implementation of digital solutions requires not a
fragmented introduction of individual tools, but a systematic
strategic approach, coordinated with state support programs and
aimed at forming a digital management culture.

5. Marketing in the strategic development system of small
businesses is not only a promotion tool, but also a comprehensive
management mechanism for adapting enterprises to the
turbulent market environment and conditions of the digital
economy. The coordinated application of personalized marketing
strategies, integrated marketing communications, and multi-
channel approaches ensures increased customer focus, more
efficient use of limited resources, and the formation of
sustainable competitive advantages.

6. Branding and customer loyalty management are key
strategic drivers of long-term development for small businesses in
the digital environment. Building a strong brand based on a clear
identity, emotional value, and consumer trust, combined with
systematic customer relationship management, contributes to
increased customer loyalty, stable demand, and improved
business viability.

7. It has been proven that logistics management is a system-
forming element of strategic development of small businesses,
which directly affects their competitiveness, financial stability,
and ability to adapt to an unstable external environment.
Coordinated management of logistics processes, optimization of
supply chains, and rationalization of logistics costs ensure
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increased operational efficiency of small enterprises and logically
emphasize the role of marketing and customer focus in shaping
market advantages.

8. The implementation of digital solutions in logistics
management and the use of logistics outsourcing are effective
tools for improving the efficiency of small enterprises in
conditions of limited resources and growing risks. Focusing on key
activities, reducing total logistics costs, and improving service
quality contribute to the formation of adaptive logistics
strategies, which, together with marketing and management
tools, create a comprehensive framework for the sustainable
development of small businesses.

9. The innovative SMART management model for small
businesses forms a comprehensive, adaptive, and scientifically
verified strategic management architecture that ensures the
transition from fragmented and reactive management decisions
to proactive, data-driven management in the context of digital
transformation and growing external turbulence. The integration
of the conceptual foundations of SMART management with
SMART industry models, business networks, and SMART
specialization mechanisms creates a methodological basis for
improving management consistency, digital maturity, and
innovative capacity of small enterprises, logically complementing
the results of previous sections on the role of marketing, logistics,
and digital technologies in shaping competitive advantages.

10. The use of digital technologies, information and
analytical systems, and smart dashboards within the proposed
SMART management model ensures transparency, measurability,
and strategic controllability of small business processes. The
proposed methodology for forming a composite SMART
management index allows for a comprehensive quantitative
assessment of the level of managerial and digital maturity of
enterprises, identification of strategic gaps, and determination of
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priority areas for innovative development. Together, this creates
a scientifically sound basis for improving the competitiveness,
sustainability, and long-term sustainable development of small
businesses.

11. Effective implementation of the SMART management
model in small businesses is possible provided that
comprehensive organizational and economic prerequisites are in
place, including transformation of the management structure,
development of digital competencies among staff, development
of modern IT infrastructure, and formation of an innovation-
oriented corporate culture. The practical implementation of
SMART approaches ensures cost optimization, increased
transparency and manageability of business processes, growth in
financial stability and management efficiency, which logically
continues the results of the previous section on the
methodological and instrumental integrity of the proposed
model.

12. The implementation of SMART management creates
strategic prerequisites for increasing the flexibility, adaptability,
and competitiveness of small enterprises in the long term. The
expected results of the model’s implementation are manifested in
increased operational efficiency, enhanced customer focus,
development of innovative potential, and integration of small
businesses into modern digital and business ecosystems. The
outlined prospects for the development of SMART management
in Ukraine, taking into account global technological trends and
European integration processes, confirm its role as a key tool for
the sustainable development of small businesses and the
recovery of the national economy.

13. The digitization of local communities is a key factor in
overcoming investment barriers to small business development in
conditions of resource constraints and post-war challenges. The
introduction of digital management services, in particular based
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on geoinformation and satellite data, ensures greater
transparency of management processes, reduces information
asymmetry and risks for investors, and facilitates the formation of
informed decisions on the spatial and economic development of
communities. The activities of the Polissya Center for Digital
Innovation (POLIDIH) prove the effectiveness of integrating digital
tools, smart specializations, and small business support within a
single regional innovation ecosystem.

14. The community’s geo-investment passport is a key tool
for managing digital services to support small businesses,
transforming the territorial community into an understandable,
comparable, and investment-attractive entity. Its effectiveness is
determined not only by the quality of digital data, but also by the
level of institutional capacity of the community, the availability of
professional management teams, and the integration of the
passport into a broader management and investment ecosystem.
The formation of such an ecosystem ensures the coordination of
spatial planning, economic policy, and business support, which is
a necessary prerequisite for the sustainable development of small
businesses and increasing the competitiveness of territorial
communities at the national and European levels.

Thus, summarizing the results of the study, it should be
noted that the strategic development of small businesses in the
current conditions of digitalization and increased competition is
impossible without the comprehensive use of marketing tools,
digital services, and a systematic approach to the management of
local communities. The analyzed theoretical and methodological
foundations, modern practices of management, marketing,
logistics, digital support platforms, and mechanisms for forming
investment attractiveness indicate a close relationship between
increasing the competitiveness of small enterprises and the
development of integrated digital and management ecosystems
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at the local level. The results confirm the need to combine
personalized marketing strategies, multi-channel communication,
branding, and the effective use of geoinformation services to
ensure the sustainable and balanced development of small
businesses in the context of dynamic economic, social, and
technological changes.
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BUCHOBKU

3a pe3synbTaTamu  OOCAIAMEHHA, NpeacTaBNeHOoro B
MoHorpadoii, 3pob6aeHOo Taki OCHOBHi BUCHOBKMU:

1. EBontouia KOHUENUiA CTpaTerivyHOro ynpasfiHHA MaiMm
6i3Hecom Big, 6104KETHOro NAaHyBaHHA A0 iHTerpoBaHux SMART-
Mmogenelt 3ymoB/ieHa 3POCTaHHAM TypbyNeHTHOCTI 30BHiLUHbOrO
cepefoBulla, UMGPOBI3aALEd EKOHOMIKM Ta HeobxigHicTio
WBKMAKOI aganTauii Ao 3miH. [na manoro 6isHecy SMART-
MEHEKMEHT BUCTYNAE He JMWe CYYaCHUM YMnpasJliHCbKUM
iHCTDYMEHTOM, a W CTpaTeriYHo YMOBOK  MiABULLEHHA
KOHKYPEHTOCMNPOMOXHOCTi, CTIMKOCTI Ta peanisauii noTteHuiany
PO3BUTKY B YMOBAX BOEHHMX i MiCNABOEHHUX TpaHchopmaLiin B
YKpaiHi.

2. SMART-meHeaXMEHT € AKICHO HOBOK YMNPaBAiHCbKOK
napagurmoro, sika basyetbcs Ha cuHeprii data-driven nigxoais,
UMPPOBMX  TEXHOMOFM  Ta  NOAWHOLEHTpUYHOCTi.  Moro
KNHOUOBMMM XapPaKTEPUCTUKAMM € MPOAKTUBHICTb, afanTUBHICTD,
iHTErpoBaHICTb  YyNPaBAiHCbKUX  PYHKLUiM,  OpieHTauUid  Ha
NPOrHO3yBaHHA Ta YNPaBAIHHA B peXuMmi peanbHoro 4vacy. Ha
BiAMIHY Bif, TpaauuiiHUx iepapxiyHnx moaeneir, SMART-
MeHeKMeHT 3abesneuye nepexig Bif PeakTUBHUX pillieHb A0
CTpATeriyHOro ynpasAiHHA, 3aCHOBAHOro Ha aHaNITULI, FHYYKUX
OpraHi3auiMiHMX  CTPYKTypax |  pPO3BUTKY  YyNpaBAiHCbKUX
KOMMETEHTHOCTEN.

3. IHTerpauia MapKeTUHIoBUX KOMYHIiKalilA, NOriCTUKN Ta
UMGPPOBUX TEXHOJOTIA € KAOYOBUM TEOPETUKO-METOL0N0TYHUM
npuHumMnom SMART-meHeaXMeHTy manoro 6isHecy. KoHuenuii
OMHIKQHaNbHOCTIi  Ta  yMpaB/iHHA  KAIEHTCbKMM  O0CBiAOM
dopMytoTb OCHOBY A/ NO6YA0BM HACKPi3HUX Bi3HeC-NPoLEeCiB i
€anHoro iHpopmauitHoro npocTopy, B AKOMY LNPpPOBI TEXHONOTIT
BUCTYNalOTb «iHTerpauiiHum agpom». Takuii niaxig Ao03BOASE
TpaHchoOpMYBaTM NOMICTUKY 3 AOMOMIKHOI YHKLIT Yy cKnagosy
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LiHHICHOT NPONO3ULiii, @ MapKETMHIroBi KOMYHiKaL,ii — B iIHCTpyMeHT
ynpaBAiHHA NonNUTOM, WO 3abe3neyye cMHepreTUYHUN edekT Ta
CTann PO3BUTOK MaNX NiANPUEMCTB.

4. Undposa TpaHchopmaLia € BM3HAYaNbHUM UYNUHHUKOM
PO3BUTKY Manoro 6i3Hecy B ymoBax NNaTGOpPMHOI €KOHOMIKM,
dopMytouM  HOBI  MOMKAMBOCTI  NiABULLEHHA NPOAYKTUBHOCTI,
FTHYYKOCTi Ta PMHKOBOI a4anTMBHOCTI nignpuMemcts. BogHouac
BOHa CYNPOBOAKYETbCA KOMMAEKCOM BWK/AMKIB, NOB’A3aHUX i3
obmexeHicTio ¢iHaHcoBMX pecypciB, aediuntom uLMPpoBUX
KOMMNeTeHTHOCTel, KibeppusnmKkammn Ta HeobXxigHicTio nepernagy
TpagmuiiHux bisHec-mopenein. [loBeaeHo, wWo edeKkTUBHA
peanisauis undppoBux piweHb noTpebye He dparmeHTapHOro
BMPOBAAXKEHHA  OKPEMMX  IHCTPYMEHTIB, a  CUCTEMHOrO
CcTpaTerivyHoro niaxoay, Yy3rogKeHoro 3 AeprKaBHUMU
nporpamamm NigTPUMKM Ta CAPAMOBAHOrO Ha (GOPMYBAHHSA
UMPPOBOI KyNbTYPU YNPaBiHHS.

5. MapKeTuHr y cuctemi cTpaTeriyHoro po3BUTKY Manoro
6i3Hecy BMCTYNae He /MWE [HCTPYMEHTOM NPOCYBaHHA, a
KOMMJIEKCHUM YNPaBAiHCbKUM MexaHizmom aganTauii
NiANPUEMCTB A0 Typby/NIeHTHOro PUHKOBOTO CepesoBMLLA Ta YMOB
umdpposoi €KOHOMIKMU. Y3rogxeHe 3aCTOCYBaHHA
NepcoHani3aoBaHNUX MAPKETUHTOBUX CTpaTerii, iHTerpoBaHMX
MAPKETMHIOBMX KOMYHIKaLid | MynbTMKAHaNbHUX MNiaAXOAiB
3abe3neyye nigBULLEHHA KNIEHTOOPIEHTOBAHOCTI, edeKTUBHiIlle
BMKOPUCTAHHA obmexeHux pecypciB Ta GOpMyBaHHA CTiMKUX
KOHKYPEHTHUX nepes.ar.

6. bpeHAWHr | ynpaBAiHHA NOANBHICTIO KANIEHTIB €
KNOYOBMMMW  CTpaTeriYHMMM  ApanBepamu  A0BrFOCTPOKOBOro
PO3BUTKY Manux nNignpueMcTs y uUUbpOBOMY CepeaoBULL.
dopmMmyBaHHA CcUNbHOrO 6peHAy, 3acHOBAHOrO Ha  YiTKii
iAEHTWUYHOCTI, eMOUiMHiA UiHHOCTI Ta [A0Bipi CNoOXuWBauiB, Yy
NOEAHAHHI 3 CUCTEMHWUM YNpPaBAiHHAM B33aEMOBIAHOCMHAMM 3
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KNiIEHTAMW CNPUAE 3POCTAHHIO X NPUXMAbHOCTI, CcTabinisau;i
NonNuTy Ta NiABULLEHHIO KUTTE3AATHOCTI Bi3Hecy.

7. JosepeHo, wo NOTiCTUYHUI MeHeaXXMeHT €
CUCTEMOYTBOPIOBAZIBHUM €N1eMeHTOM CTpaTeriyHoro pPo3BUTKY
manoro 6isHecy, AKMI b6e3snocepeAHbO BMNJMBAE Ha PiBEHb MOro
KOHKYPEHTOCMPOMOXKHOCTI, (iHaHCOBY CTilKiCTb Ta 34aTHICTb
afanTyBatMCA A0 HecTabinbHOro 30BHIWHBLOMO CepefoBMLa.
Y3rogyeHe ynpasAiHHA AOTICTUMHMMM NpoLecamMm, ONTUMI3aLia
NAHUOrB NOCTAYaHHA Ta pauioHanisauia NOriCTMYHUX BUTPAT
3abe3neyytoTb NiABULLEHHA OMepauinHoi epeKTUBHOCTI Manmx
NiANPMEMCTB | NOrYHO NIGKPECNOTb POJib MAPKETUHIY Ta
KNIEHTOOPIEHTOBAHOCTI Y GOPMYBaHHI PUHKOBUX NepeBar.

8. BnpoBag)keHHA UMPPOBUX pilleHb Yy NOTICTUYHOMY
MEHEeIKMEHTI Ta BUKOPWUCTAHHA JIOTICTUMHOTO ayTCOPCUHIY €
OIEBUMM THCTPYMEHTAMMN NiaBULEHHA e(dEKTUBHOCTI AiANbHOCTI
MannX NiANPUEMCTB 33 YMOB OBMEXEHUX pecypciB i 3pOCTaHHA
pu3MKiB. KOHUEHTpaLia Ha KAYOBUX BUAAX  AiANbHOCTI,
3HUMKEHHA CYKYMHUX NOTMICTUMHUX BUTPAT i NiABULEHHA AKOCTI
cepsicy cnpuAlTb  POPMYBAHHIO  afaNTUBHUX  JIOTICTUYHUX
CcTpaTerii, fAKi pa3om i3 MapKEeTUHTOBUMMM Ta YMNpPaBJIiHCbKMMMU
iHCTPYMEHTamMM CTBOPIOKOTb LiNICHY OCHOBY CTaJior0 pPO3BUTKY
manoro 6isHecy.

9. Po3pobsieHa iHHOBaLMHA moaenb SMART-MeHeaXMEHTY
manoro 6i3Hecy d¢opmye UinicHy, aganTMBHy Ta HAYKOBO
BepUQiKOBAHY apXiTEKTYpPYy CTpPaTeriyHOro ynpas/iHHA, AKa
3abe3sneuye nepexig Big PparmeHTapHUX i peaKkTUBHUX
YyNpPaB/iHCbKMX pilleHb A0 NpoakTuBHoro, data-driven ynpasniHHA
B ymoBax uudpoBoi  TpaHchopmauii Ta  3pocTatoyoi
TYpbyneHTHOCTI 30BHIWHbLOTO cepenoBsumLLa. IHTerpauia
KOHUenTyanbHMx 3acag SMART-meHeaXMeHTy 3  moaenamu
SMART-iHAYCTpii, 6i3Hec-meperkamn Ta MexaHismamu SMART-
creujianisauii CTBOPIOE METOA0NOrYHY OCHOBY AAA NiABULLEHHA
yNpaB/iHCbKOI y3roaKeHocTi, LnMppoBOi 3pinocTi Ta iIHHOBALNHOI
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CNPOMOXHOCTI  Manux nNiANPUEMCTB, JIOTIYHO [AOMNOBHIOKOYN
pe3ynbTaTM nonepeaHix po3ainis WoA0 pPoni  MAPKETUHTY,
NOTICTUKKN Ta UMPOBUX TEXHONOTIN Y GOPMYBAHHI KOHKYPEHTHUX
nepesar.

10. BuKopucTaHHA LMPPOBUX TEXHONOrIN, iHGOPMaLNHO-
QHANITUYHMX  CUCTEM i CMapT-gawbopais y  MerKax
3anponoHoBaHoi Mmogeni SMART-meHeaMeHTy 3abesneuye
NpPo30picTb, BUMIPIOBAHICTb | CTpaTeriyHy KepoBaHicTb bGi3Hec-
npouecis  manoro  6i3Hecy. 3anponoHOBaHa  MeTOAMKA
dopMyBaHHA KOMMNO3MUTHOro iHAekcy SMART-meHeOXMeHTY
003BONAE 3A4iMCHIOBAaTM KOMMAEKCHY KiNbKICHY OUiHKY piBHA
YyNpPaBAiHCbKOI Ta umdposoi 3pinocTi nignpMeEMCTB,
ineHTMdiKyBaTU CTpaTeriyHi po3pmMBM Ta BM3HAYATM MPIOPUTETHI
HanNpPAMKU iHHOBALMHOrO PO3BUTKY. Y CYKYMHOCTi LE CTBOPHE
HayKOBO obrpyHTOBaHE niarpyHTA ana nigBULLEHHA
KOHKYPEHTOCNPOMOXKHOCTI, CTIMKOCTi Ta LOBrOCTPOKOBOrO CTasoro
PO3BUTKY Manoro 6isHecy.

11. EpeKTmBHE BNPOBa4KEHHA moaeni SMART-
MEHe)KMEHTY B MaJsiomy bi3Heci MOXaMBe 33 YMOBM
dopmyBaHHA BignoBigHMX OpraHi3auiHO-eKOHOMIYHUX

nepeaymoB, fKi OXoNnawlTb TpaHcPopmalito ynpaBAiHCbKOI
CTPYKTYpPU, pPO3BUTOK UMPPOBUX KOMMETEHLiN nepcoHany,
po3byaoBy cy4dacHOi IT-iHppacTpykTypn Ta  HOPMYyBaHHSA
iHHOBAL,iMHO OpPIEHTOBAHOI KOPMOPATUBHOI Ky/bTypu. MpaKTMiHa
peanisauis SMART-niaxoais 3abesnedyye onTumisalilo BUTPaT,
nigBULLEHHA NPO30OPOCTi Ta KepoBaHOCTIi 6i3Hec-npoLecis,
3pocTaHHA ¢GiHAHCOBOI CTIMKOCTI 1 ynpaBAiHCbKOI epeKTUBHOCTI,
LLLO NIOTIYHO NPOAOBIKYE Pe3yNbTaTK NONEPEeAHbOro po3ainy Woao
METOA0NOrIYHOI Ta iIHCTPYMEHTANbHOI LiNICHOCTI 3anpOnoHOBaHOI
moaeni.

12. BnpoBagKeHHA SMART-meHeaXMeHTy CTBOpPHOE
CTpaTerivHi nepeaymosun  ana NigBULLEHHA FHY4YKOCTI,
a4aNTUBHOCTI Ta KOHKYPEHTOCMPOMOKHOCTIi MaanX NigNpPUEMCTB Y
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OOBroCcTpPoKoBilA nepcnektusi. OJikyBaHi pe3ynbTaTM peanisau,i
Mmogaeni NpoABNATLCA Y 3POCTaHHI onepauiiHoi edpeKTUBHOCTI,
NMOCUNEHHI  KNIEHTOOPIEHTOBAHOCTI, PO3BUTKY IHHOBALIMHOIO
noTeHuUiany Ta iHTerpauii manoro 6i3Hecy B cyyacHi uudposi 1
6i3Hec-ekocuctemun. OKpecneHi nepcnekTuen po3suTKy SMART-
MeHeKMeHTY B YKpaiHi, 3 ypaxyBaHHAM  rn106anbHUX
TEXHONOMYHUX  TPEHAIB i  €BPOIHTErpauimHMX  nNpoLecis,
NiATBEPAXKYIOTb MOr0 PONb AK KAKOYOBOrO iHCTPYMEHTY CTanoro
PO3BMTKY MAnoro NiANPUEMHMLTBA Ta BiAHOBNEHHA HALLiOHANbHOI
E€KOHOMIKMU.

13. Uudposizauia  TeputopianbHMUX rpomas  BWUCTYNaE
CUCTEMOYTBOPIOOYMM  YMHHUKOM  MNOAONAHHA  iHBECTULIMHUX
b6ap’epiB  pPO3BUTKY Manoro 6i3HeCy B YyMOBax pPeCcypCHUX
obmexeHb Ta  MICNABOEHHMX  BUKAMKIB.  3anpoBagKeHHA
undpoBmx cepsiciB  ynpasAiHHA, 30Kpema Ha 6as3i
reciHbopmaLiMHMX | CYNyTHMKOBWUX  AaHMX, 3abesnedvye
NigBMLLEHHA NPO30POCTi YNPABAIHCbKUX MPOLECIB, 3HUMNKEHHA
iHpopMaLiiHOi acumeTpii Ta pM3MKIB ANA iHBECTOPiB, @ TaKOX
dbopmyBaHHA OOrpPyHTOBAHMX pilleHb WOoAO0 MNPOCTOPOBOro W
E€KOHOMIYHOro po3BUTKY rpomag,. LianbHictb MonicbKoro ueHTpy
unédpoBux iHHoBauin  (POLIDIH) poBoanTb  edeKTUBHICTb
iHTerpauii  unudpoBUx iHCTPYMEHTIB, smart-crneuianisauin i
NiATPMMKM Manoro 6i3Hecy B MeXax €AMHOI perioHanbHoi
iHHOBALMHOI eKoCcUCTEMM.

14. Te0iHBECTULIAHUI NAacnopT rPoMaan € K/AHYOBUM
iHCTPYMEHTOM MeEHeAXMEHTY UMPPOBUX CepBiciB  NiATPUMKMK
manoro 6i3Hecy, AKMIN TpaHCPOPMYeE TepuTOpianbHy rpomasy B
3pO3YMIINK, MNOPIBHIOBAHMN Ta iHBECTULUINHO npuBabanBMi
06’ekT. Moro edeKTMBHICTb BM3HAYAETLCA He AuLle AKICTIo
uMPppoBUX JaHWUX, a N piBHEM IHCTUTYLiIMHOI CNPOMOMKHOCTI
rpomagm, HaaBHICTIO NpodeciMHUX ynpaBAiHCbKMX KOMaHA Ta
iHTerpauieto macnopta B WMpLWY YNPaBAIHCbKY W iHBECTULiNHY
ekocuctemy. @PopmMyBaHHS TaKoi eKocuctemm  3abesnevye
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Y3roAsKeHicTb NMPOCTOPOBOro NiaaHyBaHHA, EKOHOMIYHOI NOMITUKM
Ta NIATPUMKM NiGNPUEMHULTBA, WO € HEOOXiAHO NepesyMOBOIO
CTaNoro  pPoO3BWUTKY  Manoro  bisHecy 1 MigBULLEHHS
KOHKYPEHTOCNPOMOKHOCTI TepuTOpiaNbHUX roomag y
HaLioHaNbHOMY Ta EBPONENCbKOMY BUMipaXx.

TakumM YUHOM, y3Q2QAbHIOIYU Pe3yabmamu fnposedeHozo
docniduceHHa, cnid@ KoHcmamysamu, Wo cmpameaiyHul
pO38UMOK Masn02o bBi3Hecy 8 Cy4yacHUX ymosax yugposizauii ma
nidsuweHoi KOHKypeHyii Hemoxnusuli 6e3 KOMMNAEKCHO20
30CMOCY8AHHA  MAPKEeMUH208UX  [HCMpymeHmis, yugposux
cepeicis i cucmemHo20 nioxody do ynpasniHHA
mepumopianbHUMU 2pomadamu. [1poaHani3oe8aHi meopemuko-
MemoOuYHi  3acadu, Cy4acHi MPAKMUKU  MeHEeOHtMeHmy,
MapKemuHay, Ao2icmuku, yugposi naamgopmu niompumku ma
MEXaHi3mMu  opmMy8aHHA  iHeecmuuyiliHoi  npusabausocmi
cgiduames npo micHUll B830EMO3B8°930K MiHt MiOBUUWEHHAM
KOHKYPEHMOCMPOMOXHOCMI Manaux nionpuemcms i po38umixom
iHme2posaHuUx yuPpPOBUX Ma ynpasAiHCbKUX eKocucmem Ha
/I0KA7IbHOMY piBHi. OmpumaHi pe3yaemamu niomeepoxcyromso
HeobxiOHicmb MNOEOHAHHA MepPCoOHANI308AHUX MApPKeMuUH208UX
cmpameeill, 6a2amoKaHanAbHOI KOMYHiKauii, 6peHOuH2y ma
epekmuBsHO20 BUKOPUCMAHHA e2eoiHgopmayiliHux cepsicie 0
3abe3ne4yeHHA cmano2o0 ma 36a710HCOBAHO20 PO3BUMKY MAs1020
6izHecy 8 ymosax OUHAMIYHUX EKOHOMIYHUX, CouiasbHUX ma
MexHOM02iYHUX 3MIH.
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