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The paper examines digital competition as a pivotal factor in shaping client-oriented business strategies. The study
underscores the relevance of this topic in the context of rapid digital transformation and heightened global economic
challenges. Utilizing a theoretical framework based on classical, neoclassical, and modern theories of competition,
the research explores how digital technologies redefine competitive dynamics and drive businesses to prioritize
customer-centric approaches. The findings highlight the mechanisms through which digital competition fosters
innovation, enhances customer engagement, and enables sustainable business growth. Practical recommendations
are provided for leveraging digital tools to develop effective client-oriented strategies, contributing to competitive
resilience in contemporary markets.
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Y cTarTi NpoBeAEeHO rMMboKe TEOPETUKO-NPUKIaAHE JOCTIMKEHHS (DEHOMEHY LIMIPOBOT KOHKYPEHLT SIK K/TH0HO-
BOr0 AeTepMiHaHTa TpaHcqiopmMallii CydacHUX 6isHec-CTpaTeriil y 6ik NOBHOT K/TIEHTOOPIEHTOBAHOCTI. AKTyaslbHICTb
po60TK 06I'PYHTOBaHa pagukaibHUMM 3MiHAMKM B /106a/1bHOMY €KOHOMIYHOMY naHAawadiTi, Ae cTpiMka uudpoBisa-
Lis Ta NOCWUNEHHST HEBM3HAYEHOCTi 3MYLLYIOTL Cy6’eKTIB rocnofaploBaHHs nepernsagatn Tpaguliiiii Mogeni KOHKy-
PeHTHOI 60pOTLOW. ABTOPM NIAKPECIIOTD, L0 B YMOBaX CyYaCHUX BUK/IMKIB, TAKUX SK reononiTuyHa HecTabifibHICTb
Ta Hacnigku rnobanbHUX Kpu3, LnupoBa KOHKYPEHLst CTaE He NnLie BUKIUKOM, @ i CTpaTeriyHiM IHCTPYMEHTOM
ONs1 3a0e3neveHHst XUTTE3LATHOCTI Gi3HECY Yepe3 MOCWIEHHS B3aeEMOAIT 3i cnoxuBadem. TeopeTuyHuiA Kapkac
[JOCNiMKEHHST NO6YA0BaHMIA HA CUCTEMHOMY aHasli3i eBOJIOLIT NOrNSAAIB Ha KOHKYPEHLIto: Bif, KNacuyHUX nigxoais
A. CMmiTa Ta HeoknacuM4Hux KoHuenuiin A. Maplanna go cydacHux teopiin M. Moptepa Ta XK. Tipons. Ocobnusy
yBary npuaisieHo Tomy, ik LMdposi TexHonorii pefediHytoTb CYTHICTb KOHKYPEHTHUX nepesar, nepesossayn hokyc
i3 BO/TOAIHHSA (i3UYHMMU pecypcamu Ha 34aTHICTb reHepyBaT Ta 06po6asTW faHi NPO KTIEHTCbKUIA fOCBIA. Y cTaTTi
[l0BEZIeHO, LU0 LdpoBa KOHKYPEHLIiA A€ SK NOTY)XHWIA KaTanisaTop iHHOBaLii, CTUMY/IIOKYM KOMNaHii BIpoBamxy-
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BaTV NepCcoHasi30BaHi cepsicy Ta afanTuBHI 6isHec-mogeni, Wo 6a3yroTbCs Ha peasibHUX NoTpebax puHKy. Haykoea
HOBM3Ha PobOTU NOSIArae B AETA/IbHOMY aHasli3i MEXaHi3MiB 3a/ly4eHHS KITIEHTIB Y LMpOBOMY cepenoBuLLi. ABTOPM
JocnimpkytoTb KoHUenLjo «Total Experience» (TX), sika 06’egHye gocsig, knieHta (CX), gocsig cniBpobitHuka (EX),
KopucTyBaubkuin gocsig (UX) Ta mynstugocsig (MX). Takuil KoMNAeKCHWIA Nigxig A03B0ONSIE CTBOPHOBATU Li/liCHY €KO-
cucTeMy B3aeMOgi, Lo 3abe3neuye CTiliKy N0S/IbHICTb Ta KOHKYPEHTHY PE3VCTEHTHICTb. Y pob0Ti akLeHTOBaHO Ha
BaXX/IMBOCTI MEPEX0oAy Bif TpaHCaKUIiiHOr0 MapKeTUHry 0 cTparterii CTBOPEHHS [OBFOCTPOKOBOI LiHHOCTI A4/14 cno-
XuBaya yepes uudposi naaTopmu. BUCHOBKM CTaTTi MICTATb KOHKPETHI pekoMeHAaLii o0 BUKOPUCTaHHSA und-
POBUX IHCTPYMEHTIB A8 aHaNITUKW JaHuX Ta YNpas/iHHA KTIEHTCbKAM 4OCBILOM. ABTOPU apryMeHTYOTb, L0 YCriX
Y UMdopoBYy enoxy NPsIMO 3a/1eXWTb Bif, 34aTHOCTI Bi3HeCY iHTerpyBaTi UMgPOBI TEXHOSOTIT B YCi /TaHKN CTBOPEHHS
BapTOCTi, PO6/1s4M KTIEHTOOPIEHTOBAHICTL HE NPOCTO rac/ioM, a OCHOBOK onepauiliHoi e(heKTUBHOCTI Ta cTpaTeriy-

HOIo 3pOCTaHHA.

KntouoBi cnosa: LydpoBa KOHKYPeHLis, KNiEHTOOPIEHTOBaHI cTpaTeril, uMpoBa eKkOHOMIKa, LpoBa TpaHc-
dhopmauis, gnHamika puHKY, KOHKYPEHTHI MOAENi, EKOHOMIYHA TpaHcdopmauis, iHHOBaLi, CTIKICTb 6isHecy, Lud-

posizauisi.

Statement of the problem. The UN report
notes that global economic growth remains
low amid ongoing uncertainty: according to
forecasts, it's are 2.8% in 2025 and 2.9% in
2026, which generally corresponds to the level
of 2024 [1]. At the same time, in Ukraine, after
a deep economic recession of 29.1% in 2022,
growth was recorded at a level of about 4.6%
in 2023, which showed a certain resilience of
the national economy to the consequences of a
full-scale war; according to be 2.5-3% in 2025,
and the inflation rate could reach 5.8%, however,
under conditions of ongoing military operations,
the risks of a decline in economic prospects
remain very high [2].

In this context, the search for new
opportunities for economic development is of
particular relevance, in particular through the
use of digital technologies and the formation of
effective mechanisms for their implementation in
business activities [3].

Digitalization of economic activity transforms
the market, its structure and functioning
mechanisms, the key element of which is
competition. Without understanding its modern
essence, generalizing current  business
practices and using the latest tools to ensure
competitiveness, sustainable development of
companies is impossible.

Analysis of recent research and
publications. The theoretical basis of
competition research has been formed for over
200 years, transforming from classical price
models to complex ecosystem interactions in the
digital environment.

The founders of classical political economy,
in particular A. Smith [1], laid the foundation for
understanding competition through the prism of
the “invisible hand of the market”. D. Ricardo
developed this idea in the model of perfect
competition and the theory of comparative costs,

and J. Mill focused on its role as an instrument of
socio-economic balance [8].

Further development of the theory took
place within the framework of the Marxist and
neoclassical schools. K. Marx studied the impact
of competition on the concentration of capital [8],
while A. Marshall [1] analyzed the mechanisms
of market equilibrium. The complexity of market
relations led to the emergence of structural
analysis (F. Edgeworth, A. Cournot, J. Robinson,
E. Chamberlin), which made it possible to
substantiate models of imperfect competition,
oligopoly and monopolistic competition [8].

The modern stage is characterized by
the transition to strategic management. The
fundamental contribution of M. Porter [15] is
to determine competitive advantages through
differentiation and focus.  Subsequently,
research was integrated into marketing theory:
P. Kotler and G. Armstrong [10] focused on
creating consumer value, and J.-J. Lambin and
I. Schuyling [11] proved the need to transition to
strategic market-oriented management.

In the context of digitalization, J. Tirol [17]
justifies the need for adaptive regulation of
digital platforms, since traditional approaches
do not keep up with technological progress. The
methodology of A. Osterwalder and Y. Pinnier
[13; 14] deserves attention, where a deep
understanding of the customer profile and the
design of value propositions become key factors
of sustainability in the context of product copying.
Despite significant scientific achievements, the
issues of convergence of digital strategies with
the concept of total customer orientation (Total
Experience) remain insufficiently covered, which
requires further research in the direction of forming
holistic experience management systems.

Formulation of the goals of the article
(statement of the task). The transformation of
market competition caused by rapid digitalization
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determines the relevance of studying the role of
digital competition as a key driver of the formation
of customer-oriented strategies of enterprises
and the functioning of business ecosystems,
with an emphasis on clarifying basic concepts,
changing interaction with consumers, Total
Experience practices, and the importance of
a personalized value proposition for ensuring
sustainable competitive advantages.

Summary of the main research material.
Specific sciences utilize the developments
of economic theory, advancing the structural
approach at the micro-level in the interpretation
of competition (Table 1).

The evolution of theoretical concepts reflects
changes in competitive practices. Gradually, as

market structures developed, companies shifted
from price-based means of competition to non-
price means (Figure 1).

The foundations of modern competition
theory were developed more than two centuries
ago, and today the issues of competition remain
relevant. The purpose of the study is to study the
implementation of a customer-oriented strategy
as a competitive advantage of companies in the
context of digital competition.

An analysis of 920 articles from Google
Scholar for 2023 on the query “competition in the
economy” (a total of about 17 000 publications
[5]) showed the possibility of structuring topics
into separate clusters, the results of which are
presented below:

Table 1
Evolution of Approaches to Competition Analysis
Conceptqe}l Principles Authors Theoretical Directions
of Competition Research
'S' ﬁf’ég?d o Classical Economic Theory
Functional Approach K. Marx Marxist Political Economy
A Marshall Neoclassical Economic Theory
F. Edgeworth,
A. Cournot, . . .
Structural Meso-level Approach J. Robinson, Post-Neoclassical Microeconomics
E. Chamberlin
P. Kotler,
Structural Micro-level Approach |J. Lambin, Management, Marketing
M. Porter

Source: formed on the basis of [1; 8; 10; 11, 15]

Perfect Imperfect
Competition

Market

Competition
Market

Cost Characteristics

Reduction

of Goods and
Services

Market in the

Digital
Economy

Customer
Value

Satisfaction

Fig. 1. Changes in Means of Competition in the Process of Market Development

Source: formed by the authors
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Theanalysisofthe sample allowed ustoidentify
key areas of research: the dominant segment
is digital innovation and market competition
(312 articles). Considerable attention is paid
to the issues of regulating the digital economy
(103), sustainable "green" development (99) and
strategic management (74). Less numerous, but
dynamic, are the clusters dedicated to digital
law (68), the implementation of Al in business
(49) and the transformation of world trade (48).
A specific segment (23 articles) is made up of
works on the impact of the COVID-19 pandemic.

This state of research as of January 14,
2024, can be represented in the form of a
diagram (Figure 2). The leader in research is
the development of the economy under the
influence of digital innovations, while the issue of
competition is in second place. This topic is also
partially represented in fifth place, and keywords
from other clusters often overlap with it.

To clarify the results, we divided the sample
into two groups: articles devoted to competition
in the digital economy and other works.

This is due to the fact that a search query in
Google Scholar yields a wide range of studies
on digital transformation, which do not always
focus on competition. By combining categories
2,4, 6, 7 and 8 according to thematic relevance,
the analysis structure presented in Figure 3 was
formed.

Based on analysis of publications inthe Google
Scholar database (920 article), it was found that
65.7% of the research is directly devoted to the
problems of competition in the digital economy,
while 34.3% cover related areas, in particular,

issues of ecology, politics, artificial intelligence,
development in the context of COVID-19 and
general economic development.

Among the key works, it is worth noting
the study by J. Tirol “Competition and the
Industrial Challenge for the Digital Age” (2023),
which substantiates the thesis about the
incompatibility of traditional competition policy
with modern technological, business and social
transformations due to the limited information
capabilities of regulation.

Adaptive antitrust legislation is needed,
independent of stakeholders, but capable of
involving industry and scientific expertise, in
order to form flexible regulatory approaches and
reduce legal uncertainty [17].

The conducted studies confirm the relevance
of analyzing competition in digital markets, while
theissue of the development of digital competition
and its role in the formation of customer-oriented
strategies remain insufficiently researched and
require in-depth scientific study.

The research developments provide a
foundation for creating sustainable and long-
term demand in the competition process for
one’s own company, i.e., for attracting, retaining
customers, and developing relationships with
them, by implementing consumer values in the
proposition better than competitors. In the digital
economy, the client-centricity of companies
becomes a necessary and possible essence of
competitive advantage.

Modern digital technologies create the
necessary conditions for targeting the
organization’s work towards the client, the

® Digital Innovations and Market Economy (312 articles)
= Digital Economy and Competition (103 articles)
B Sustainable Digital Economy (99 articles)
Managing Digital Transformation (74 articles)
B Competitive Advantage in the Digital Era (73 articles)
® Development and Digital Economy (71 articles)
® Law and Digital Economy (68 articles)
® Business and Artificial Intelligence (49 articles)
® Digilal Policy and Trade (48 articles)
= Digital Economy in the Context of COVID-19 {23 articles)

Fig. 2. Distribution of Scientific Articles from the Sample by Thematic Clusters
Source: formed by the authors
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B Articles Containing Research on the Topics of Competition

in the Digital Economy or Related Subjects (604 articles)

B Other Subjects (316 articles)

Fig. 3. Distribution of Scientific Articles from the Sample
Based on the Criterion of Addressing the Issue of
Competition in the Digital Economy

Source: formed by the authors

essence of which is to satisfy consumer values
and solve the client’s problems.

Achieving the financial performance of
successful companies involves aligning the value
proposition with the formed client profile, which,
according to the methodology of A. Osterwalder
andY. Pinier, | determined by the client’'s key tasks,
problems that prevent their implementation, and
expected benefits [13; 14]. A value-oriented
proposition is aimed at supporting the client in
solving these tasks and forms a qualitative basis
for competitive advantage which directly affects
the level of competitiveness of the company.
According to a study by Deloitte & Touche, client-
oriented companies receive 60% more profit [3].

The company’s customer focus is based on the
understanding of the priority of solving consumer
problems over product features. According to
the Digital 2024 survey, users spend more than
6 hours online every day. According to GWI, the
main motives for online activity are searching for
information (60.9%), brand research (43.7%),
and “how-to” instructions (49.4%). This confirms
that Internet resources are used mainly as a tool
for solving applied tasks (Fig. 4).

According to the results of the Ernst & Young
“CEO Imperative Survey”, the key factor in
differentiating between “successful” companies

(with positive revenue dynamics) and those that
“survive” is adaptation to the transformation of
customer expectations [4].

If previously competitive strategies were
based on aggressive cost minimization or M&A
activity (mergers and acquisitions), thento ensure
sustainable organic growth, priorities have
shifted towards customer orientation. In modern
market conditions, competitive advantage is
transformed from product and price rivalry to the
formation of systemic trust and customer loyalty.

Customer focus is a key factor in sustainable
revenue growth. Ernst & Young’'s survey of
500 CEOs confirms the correlation between
customer satisfaction and financial performance:
50% of companies with high loyalty demonstrated
annual revenue growth of 5-15%. At the same
time, 71% of successful companies noted
an expansion of market share, while among
companies with low satisfaction this figure was
only 5% [4].

Implementing a value-oriented offer requires
a strategic approach and analytical support in
the following areas:

Consumer value forecasting: using digital
technologies to identify changes in customer
requirements and determine the necessary
resources.

EKOHOMIKA
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Fig. 4. Motives for Using the Internet
Source: formed on the basis of [2]

Competitive assessment. analyzing the
current position relative to competitors in the
digital environment and comparing strategic
intentions to differentiate value propositions.

Digital transformation allows you to optimize
competitive strategy through the variability of
value-oriented offers. Figure 5 presents four
models of strategy development based on
retrospective and prospective analysis of the
competitive environment.

Strategies 1 and 3 orient competitors towards
a unified vision of consumer value, where
cost minimization though the implementation
of digital technologies becomes the key
factor of advantage. In contrast, strategies
2 and 4 are based on the differentiation of value
propositions, which shifts the emphasis to the
speed of identification of consumer needs and
the effectiveness of personalization of offers.

Differentiated
.

3

UndilTerentiated

Current vision of consumer value

Undifferentiated

Digital transformation is radically changing
the landscape of market competition. a vivid
example of the implementation of strategies
1 and 3 is the domestic food delivery market,
where entities with different genesis enter the
zone of direct competition: retailers, IT structures
and logistics services (taxi services).

For food retail, delivery services have
transformed from an additional service into a
strategic tool of competitiveness. This has led
to the development of digital “twins” of business
models: online supermarket applications
completely duplicate the offline assortment,
scaling the reach of the customer base at the
expense of the segment of consumers who
prefer remote service.

The development of the Ukrainian IT services
market is largely determined by the activities
of platform companies (Glovo, Zakaz.ua), for

2

4

Differentiated

The future vision of consumer value

Fig. 5. Factors in Forming Competitive Strategies

Source: formed by the authors
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which digital products are the basis of their
business model. The constants transformation
of market demands encourages both specialized
players and companies from related industries
(for example, Bolt with its Bolt Food service)
to continuously expand the functionality of
applications and supportinfrastructure. In a highly
competitive environment, digitalization is a tool
for minimizing costs and tactical maneuvering.
At the same time, strategic competitiveness is
shifting from direct confrontation to the search
for cross-industry synergies with indirect
competitors to maximize consumer value.

In addition, some companies, expanding the
range of services for their target market, also
offered delivery as an additional service. For
example, the Estonian company Bolt, which
provides taxi services, introduced food ordering
in the Bolt Food application. The competitive
advantage for companies in this market is an
already established base of regular customers
for whom they introduced web applications.
In a perfectly competitive environment, the use
of digital technologies is aimed at reducing costs.
Companies are forced into daily battle, tactical
and current maneuvering. This situation leads to
particularly intense competition. It is important to
not exceed certain limits and to not lose profit.
Increasing competitiveness is associated with
searching for and collaborating with economic
entities that are not direct competitors but can
help better embody consumer value.

Increased competition in the digital
environment is prompting companies to move
into Spheres 2 or 4 by implementing horizontal
reintegration strategies. An example is Glovo's
activities in Ukraine, which has invested around
€1.4 million in rolling out a network of seven
locations (cloud kitchens and dark stores) in Kyiv
and Dnipro [12]. Digitalization not only sets the
logic of market development, but also transforms
methods of competition, requiring businesses
to optimize their offerings and develop new
approaches to interacting with their audience.
According to research by Ernst & Young, the
foundation of effective strategies for sustainable
growth is the integration of digital tools to ensure
customer focus, create consumer value, and
ensure its profitability [4].

Implementing a customer-centric strategy
involves focusing on two vectors. First,
establishing the optimal level of interaction by
balancing consumer value and industry dynamics
(competition, demand). This requires systematic
monitoring of the competitive environment: from
analyzing USP and positioning to assessing the

digital presence of opponents. Second, using
analytics to optimize marketing investments and
personalize the customer experience. The key
control tool here is unit economics, in particular
the ratio of customer acquisition cost (CAC) to
lifetime value (LTV).

Optimizing the ratio of CAC (cost of
acquisition) and LTV (customer lifetime value) is
a determining factor of sustainable development
in hyper-competitive conditions. Maximizing
LTV ensures stable profits and indicates high
audience loyalty.

To ensure strategic competitiveness, it is
necessary to differentiate the customer base
along three vectors: value matching: identifying
segments focused on the company's unique offer.
Brand advocacy: focusing on loyal consumers
prone to up-selling and referral activity. Predictive
potential: assessing the future capitalization of
relationships. Effective interaction is based on
personalization and creating additional value
through alternative solutions, relevant content
and multi-level loyalty programs.

The implementation of these areas is based
on the integration of CRM and CDP. Unlike
segmented CRMs, CDPs consolidate data from
various sources to create a single customer
profile. According to forecasts, the CDP
market will grow by 27.5% annually, reaching
$5.66 billion in 2025 [6].

The growing demand for CRM solutions
is driven by the increasing customer focus of
companies: according to Grand View Research,
the global CRM market was worth $65.59 billion
in 2023, and is projected to grow at an average
annual rate of 13.9% from 2024 to 2030 [7]. Using
CRM and CDPs based on hyper-personalization,
artificial intelligence, automation, and integration
with social networks helps reduce costs, increase
customer satisfaction and the quality of user
experience, streamline business processes, and
prevent operational overload, while supporting
the formation of customer loyalty and long-term
brand relationships.

The development of competitive advantages
in digital competition is associated with the
introduction of the Total Experience (TX)
management system, which represents an
exceptional means of integrating customer
experience (CX), user experience (UX),
employee experience (EX), and multi-experience
(MX) (Figure 6).

A positive customer experience (CX) helps
build loyalty, increase customer satisfaction
and encourage repeat purchases, while user
experience management (UX) focuses on

EKOHOMIKA
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Customer
experience

Mult

: Total experience
cxpcncnce

Employee
experience

Fig. 6. Components of the Total Experience (TX)
Source: formed on the basis of [16]

creating intuitive, effective and enjoyable
interactions through convenient, functional and
adaptive interfaces. Ensuring seamless and
consistent user interaction across channels and
touchpoints creates a multi-experience (MX),
which, together with the employee experience
(EX), forms the basis of the Total Experience
(TX) concept. Effective TX management
involves coordinating teamwork focused on
creating consumer value, developing internal
communications and optimizing work processes,
in particular by applying AGILE and SCRUM
methodologies, which ensures flexible project
and resource management.

Managing the overall experience as a
holistic system, including four interconnected
components (Fig. 6), has become possible thanks
to modern digital technologies that integrate the

impact of various tools and form a synergistic
effect aimed at increasing the company's
customer focus and competitiveness. Effective
transformation of business to a customer-
oriented model involves defining and forecasting
consumer value, analyzing competitive offers,
forming your own value proposition and
comparing it with competitors in current and
prospective dynamics, as well as identifying the
company's future value segment. The use of
digital technologies in this process is aimed at
reducing costs, deepening the understanding
of changes in consumer values and customer
satisfaction levels, or a combination of these
areas.

Conclusion. Digital technologies are
significantly transforming business relationships
and requiring a review of competitive strategies,
as digitalization expands the possibilities of
customer interaction, increases the efficiency
of investments and the flexibility of companies
in responding to changing consumer needs.
Digital competition stimulates innovation, the
development of customer-oriented strategies
and the use of data analytics, which contributes to
the formation of loyalty, stable demand and long-
term competitiveness. An important role in this
is played by digital tools for managing customer
experience and relationships (TX, CDP, CRM),
as well as artificial intelligence technologies that
provide personalized user experience. At the
same time, digital innovations create sustainable
competitive advantages only if they are aimed
at creating differentiated consumer values,
otherwise digitalization is reduced to price
competition due to cost reduction.

This article was written within the framework
of the research topic Radical uncertainty as an
imperative for institutional transformations of the
economic system.

REFERENCES:
1. Blaug, M. (1978). Economic theory in retrospect. Cambridge; New York: Cambridge University Press. P. 760.
2. DataReportal. (2024). What the world does online in 2024. Available at: https://datareportal.com/reports/
digital-2024-deep-dive-what-we-do-online (accessed December 26, 2023).

3. Deloitte. (2014).

Customer centricity: Embedding it into your organization’s DNA. Available at:

https://www?2.deloitte.com/content/dam/ Deloitte/ie/Documents/Strategy/2014 _customer_centricity _deloitte_ireland.

pdf (Accessed December 26, 2023).
4. EY. (2019).

Why your relentless customer focus isn’t delivering enough value. Available at:

https://assets.ey.com/content/dam/ey-sites/ey-com/en_gl/topics/advisory/ey-relentless-customer-focus-isnt-delive
ring-enough-value.pdf? download (Accessed December 28, 2023).

5. Google Scholar. (2024).

Search results for “competition in the digital economy”. Available at:

https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&as_ylo=2023&g=competition+in+the+digital+economy

&btnG= (accessed January 14, 2024).



Bunyck # 81 / 2025 EKOHOMIKA TA CYCMNINbCTBO

6. Grand View Research. (2019). Global Customer Data Platform Market Share Report (2019-2025). Grand
View Research. Available at: https://www.grandviewresearch.com/industry-analysis/customer-data-platform-market
(accessed January 14, 2024).

7. Grand View Research. (2024). Customer Relationship Management Market (2025-2030). Size, Share, &
Trends Analysis Report, By Component, By Solution, By Deployment, By Enterprise Size, By End Use, And Segment
Forecasts. Available at: https://www.grandviewresearch.com/industry-analysis/ customer-relationship-management-
crm-market (accessed January 16, 2024).

8. Hunt, E. K., & Lautzenheiser, M. (2011). History of Economic Thought: A Critical Perspective (3rd ed.).
M.E. Sharpe. Armonk, New York London, England Available at: https://eclass.uoa.gr/modules/document/ffile.
php/ECONG616/E.%20K.%20HuUnt%2C%20Mark%20Lautzenheiser%20-%20History%200f%20Economic
%20Thought_%20A%20Critical%20Perspective-M.E.%20Sharpe%20%282011 %29.pdf (accessed January 17,
2024).

9. International Monetary Fund (IMF). Ukraine: Country Information. Available at: https://www.imf.org/en/
Countries/UKR (accessed January 17, 2024)

10. Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th Global ed.). Prentice Hall Inc. A Simon
& Schuster Company. Upper Saddle River. New Jersey, USA. Available at: http://www.academia.edu/35388508/
Kotler_and_ Armstrong (accessed January 21, 2024).

11. Lambin, J.J., & Schuiling, I. (2012). Market-driven management: Strategic and operational marketing. Red
Globe Press; 3rd edition. P. 624

12. Neseniuk, A. (2023). 53 000 kur’ieriv, €85 min investytsii v Ukrainu ta potentsiinyi rynok na €2 mird: Shcho
vidbuvaietsia iz servisom dostavky Glovo pislia piaty rokiv roboty v Ukraini [53,000 couriers, €85 million investment
in Ukraine and a potential market of €2 billion: What's happening with the Glovo delivery service after five years
of operation in Ukraine]. Forbes.ua. Available at: https://forbes.ua/innovations/53-000-kureriv-85-min-investitsiy-v-
ukrainu-ta-potentsiyniy-rinok-na-2-mird-shcho-vidbuvaetsya-z-servisom-dostavki-glovo-pislya-pyati-rokiv-roboti-v-
ukraini-spoyler-spravi-ydut-nepogano-15102023-16680 (accessed January 22, 2024). in Ukrainian

13. Ostervalder, O., Pynie, |., & Bernard, H. (2018). Rozrobliaiemo tsinnisni propozytsii: Yak stvoryty produkty
ta posluhy, yakykh khochut kliienty [Developing value propositions: How to create products and services customers
want]. Nash format. 324 pages.

14. Osterwalder, A., Pigneur, Y., Bernarda, G., Smith, A., Papadakos, T.: (2014) Value Proposition Design: How
to Create Products and Services Customers Want. Wiley, 320 pages.

15. Porter, M. E. (1997). Stratehiia konkurentsii: Metodyka analizu haluzei i diialnosti konkurentiv. [Competitive
strategy: Techniques for analyzing industries and competitors]. Kyiv: Osnovy.

16. TAFF Inc — Techaffinity Consulting. (2022). How to achieve total experience in your enterprise’s digital
transformation. TAFF Inc — Techaffinity Consulting, 25 July 2022. Available at: https://www.taffinc.com/blog/how-to-
achieve-total-experience-in-your-enterprises-digital-transformation/ (accessed January 24, 2024)

17. Tirole, J. (2023). “Competition and the industrial challenge for the digital age.” Annual Review of Economics,
15, P. 573-605. Available at: https://doi.org/ 10.1146/annurev-economics-090622-024222 (accessed February 9,
2024).

18. World Economic Situation and Prospects. (2024). Department of Economic and Social Affairs. Available at:
https://www.un.org/development/desa/dpad/publication/world-economic-situation-and-prospects-2024/  (accessed
February 9, 2024)

CIMNCOK BUKOPUCTAHNX OXXEPE:

1. Blaug M. Economic theory in retrospect. Cambridge; New York: Cambridge University Press. 1978. 760 p.

2. DataReportal. What the world does online in 2024. URL: https://datareportal.com/reports/digital-2024-deep-
dive-what-we-do-online (narta 3BepHeHHs: 26.12.2023).

3. Deloitte. Customer centricity: Embedding it into your organization’s DNA. URL: https://www?2.deloitte.com/
content/dam/Deloitte/ie/Documents/Strategy/2014_customer_centricity _deloitte_ireland.pdf (gata  3BepHeHHS:
26.12.2023).

4. EY.Why your relentless customer focus isn’t delivering enough value. URL: https://assets.ey.com/content/dam/
ey-sites/ey-com/en_gl/topics/advisory/ey-relentless-customer-focus-isnt-delivering-enough-value.pdf?download
(nata 3BepHeHHs: 28.12.2023).

5. Google Scholar. Search results for “competition in the digital economy”. URL: https://scholar.google.com/
scholar?hl=en&as_sdt=0%2C5&as_ylo=2023&qg=competition+in+the+digital+economy&btnG= (gata 3BepHEHHS:
14.01.2024).

EKOHOMIKA



EKOHOMIKA

EKOHOMIKA TA CYCIMNINbCTBO Bunyck # 81 / 2025

6. Grand View Research. Global Customer Data Platform Market Share Report (2019-2025). Grand View
Research. URL: https://www.grandviewresearch. com/industry-analysis/customer-data-platform-market (narta 3sep-
HeHHs: 14.01.2024).

7. Grand View Research. Customer Relationship Management Market (2025-2030). URL:
https://www.grandviewresearch.com/industry-analysis/customer-re lationship-management-crm-market (garta 3sep-
HeHHs: 16.01.2024).

8. Hunt, E.K., & Lautzenheiser, M. History of Economic Thought: A Critical Perspective (3rd ed.). M.E. Sharpe.
2011. URL: https://eclass.uoa.gr/ modules/document/file.php/ECON616/E.%20K.%20Hunt%2C%20Mark%20
Lautzenheiser%20-%20History%200f%20Economic%20Thought %20A%20Critical%20Perspective-M.E.%20
Sharpe%20%282011%29.pdf (nata 3BepHeHHs: 17.01.2024).

9. International Monetary Fund (IMF). Ukraine: Country Information. URL: https://www.imf.org/en/Countries/
UKR (pata 3BepHeHHs: 17.01.2024)

10. Kaotler, P., & Armstrong, G. Principles of marketing (17th Global ed.). Prentice Hall Inc. A Simon & Schuster
Company. Upper Saddle River. New Jersey, USA. 2018. URL: http://www.academia.edu/35388508/Kotler_and_
Armstrong (gara 3BepHeHHs: 21.01.2024).

11. Lambin, J.J., & Schuiling, I. Market-driven management: Strategic and operational marketing. 3rd edition.
Red Globe Press. 2012.

12. HeceHtok, A. 53 000 kyp'epiB, €85 M/H iHBeCTWUi/i B YKpaiHy Ta MOTEHLiAHUIA pUHOK Ha €2 MApA;:
Lo BigbyBaeTbCa i3 cepBicoM gocTtaBku Glovo nicnsi n'aATv pokiB po6otn B YkpaiHi. 2023. Forbers.ua. URL:
https://forbes.ual/innovations/53-000-kureriv-85-min-investitsiy-v-ukrainu-ta-potentsiyniy-rinok-na-2-mird-shcho-
vidbuvaetsya-z-servisom-dostavki-glovo-pislya-pyati-rokiv-roboti-v-ukraini-spoyler-spravi-ydut-nepogano-
15102023-16680 (nata 3BepHeHHs: 22.01.2024).

13. OctepBanbgep O., MNuHbe |., & BepHapg . Po3po6/geMo LiHHICHI Npono3uii: Ak CTBOPUTM NPOAYKTM Ta
NOCNyru, AKNX XouyTb KieHTU. Haw gpopmam. 2018. 350c.

14. Osterwalder A., Pigneur Y., Bernarda G., & Smith A. Value proposition design: How to create products and
services customers want. Wiley; 1st edition. 2014. 320 p.

15. TMoptep Maiikn E. CTparteria KOHKypeHLii: MeToAnka aHanily raay3ei i 4isnbHOCTI KoHKypeHTis / M.E. Mop-
Tep; nep. A. OniiHuk, P. Ckinbebkuii. K.: OcHoBu, 1997. 390 c.

16. TAFF Inc - Techaffinity Consulting. How to achieve total experience in your enterprise’s digital transformation.
TAFF Inc — Techaffinity Consulting, 25 July 2022. URL: https://www.taffinc.com/blog/how-to-achieve-total-experience-
in-your-enterprises-digital-transformation/ (gata 3BepHeHHs: 24.01.2024)

17. Tirole J. “Competition and the industrial challenge for the digital age.” Annual Review of Economics, 2023.
Ne 15, P. 573-605. URL: https://doi.org/ 10.1146/annurev-economics-090622-024222 (aaTta 3BepHeHHs: 9.02.2024).

18. World Economic Situation and Prospects. Department of Economic and Social Affairs. URL:
https://www.un.org/development/desa/dpad/publication/ world-economic-situation-and-prospects-2024/ (aara 3sep-
HeHHs: 9.02.2024).

[Jata HagxomkeHHsA cTaTTi: 07.11.2025
[Jata npuiiHatTa ctarTi: 16.11.2025
[Jarta ny6nikay,ii ctarTi: 24.11.2025



