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In the contemporary business environment, ensuring long-term success in the marketplace requires more than
merely possessing a competitive advantage and producing demanded goods. Market conditions can change rapidly,
and it is precisely strategic marketing activities that enable enterprises to anticipate such changes and ensure
the stability of their operations. The lack of stable instrumental and methodological support for modern strategic
marketing activities of enterprises, which would allow them to take into account emerging challenges and the high
turbulence of the business environment, actualizes the need for further scientific research and improvement of
the theoretical and methodological framework of strategic marketing activities of domestic enterprises. One of the
primary tasks in this context is the clarification of the categorical and conceptual apparatus. The article refines the
definition of the essence of strategic marketing activities, which are proposed to be understood as a systemic set
of business processes aimed at ensuring the achievement of an enterprise’s strategic goals and a specified level
of competitiveness in the medium- and long-term through the use of marketing tools. Such an interpretation of
the essence of strategic marketing activities makes it possible to focus on marketing instruments and means of
achieving the strategic objectives of the enterprise. The structural elements of strategic marketing activities are
systematized and include analytical, marketing, and managerial components. The essence of each element of
strategic marketing activities is clarified. A detailed specification of the components of the structural elements of
strategic marketing activities is necessary for the formation of an appropriate mechanism for their implementation.
The author’s proposals presented in the article can serve as a basis for further scientific research on the strategic
activities of domestic enterprises and may also be applied in the practical activities of business entities operating in
various sectors of the economy.

Keywords: marketing activity, strategic activity, enterprise, business processes, goals, marketing tools, manage-
ment, competitiveness.

Y cTarTi yTOYHEHO BU3HAUYEHHSI CYTHOCTI MapKETUHIOBOI CTpaTeriyHol AiAfIbHOCTI, Nif AKOK 3anponoHOBaHo po-
3yMITW CUCTEMHY CYKYMHICTb Gi3HEC-NPOLIECIB, CNPSIMOBaHUX Ha 3a6€3neUYeHHs AOCATHEHHS CTpaTeriyHuX Linew nig-
NPUEMCTBA, BU3HAUYEHOIO PiBHSA KOHKYPEHTOCNPOMOXHOCTI Y cepeiHbO- i JOBFOCTPOKOBOMY Nepiofax 3 BUKOPUCTaH-
HSAIM MapKeTUHIOBOro IHCTPYMeEHTapIt0. Take PO3yMiHHA CYTHOCTI MapKETMHIOBOI CTPaTErivyHOI Aif/IbHOCTI 403BONSAE
30CepeanTUCb Ha MapKETUHIOBUX IHCTPYMEHTaX i 3ac06ax [OCArHEHHS CTpaTeriyHuX uinen nignpuemcrea. Cucrte-
MaTu30BaHO CTPYKTYPHI eNeMeHT MapKeTUHIOBOI CTpaTeriyHoT AiANbHOCTI, 40 AKX Bi4HECEHO aHaNiTUYHY, Mapke-
TWHIOBY | YNPaB/iHCbKY CKNAA0BI. YTOUHEHO CYTHICTb KOXHOIO 3 €M1eMeHTIB MapKeTUHIOBOT CTpaTeriyHol AiAfbHOCTI.
[oknapHa fetanizauis cknafoBUxX CTPYKTYPHUX eNeMEHTIB MapKeTUHIOBOI CTpaTeriyHol AiSNbLHOCTI HeobxigHa ans
hopmyBaHHSA peneBaHTHOrO MexaHi3my T peasisadii.

KnouvoBi cnoBa: MapKeTMHroBa AisfibHICTb, CTpaTeriyHa AisnbHICTb, NiANPUMEMCTBO, Gi3Hec-npouecw, Uini,
iHCTpYMEHTapIN, ynpas/iHHS, KOHKYPEHTOCTPOMOXHICTb.
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Introduction. In the modern business
environment, ensuring long-term success in
the marketplace requires more than merely
possessing a competitive advantage and
producingdemanded products. Market conditions
may change rapidly, and in the absence of new
solutions an enterprise may cease its activities
and disappear altogether. Strategic marketing
activities are capable of preventing such a
situation and ensuring the stability of enterprise
operations.

Problem statement. The absence of stable
instrumental and methodological support
for modern strategic marketing activities of
enterprises, which would allow them to consider
emerging challenges and the high turbulence of
the business environment, actualizes the need
for further scientific research and improvement
of the theoretical and methodological framework
of strategic marketing activities of domestic
enterprises. One of the primary tasks in this
regard is the clarification of the categorical and
conceptual apparatus.

Analysis of recent research and
publications. The peculiarities of strategic
marketing activities have been studied by
numerous scholars, including: Voznenko A. [1];
Honcharenko I. [2]; Hudz Yu., Dzhereliuk Yu., and
Kravchyk Yu. [3]; Yevtushenko H. [4]; Kudenko
N. [5]; Kulish A. [6]; Nikolaichuk O. [7]; Struk N.
and Kapral O. [8]; Mykhailyk N. [9]; Panteleiev
M. and Shmatko N. [10], among others.

However, the issue of clarifying the theoretical
framework in view of contemporary changes
remains urgent and requires further scientific
research.

The aim of the article: is to clarify the essence
and specific features of strategic marketing
activities of enterprises in Ukraine.

Research methods: logical analysis and
generalization.

Summary of the main research material.
According to Honcharenko I. and Yakovenko
A., in order to ensure the effectiveness of
enterprise activities it is important to understand
the opportunities of the internal environment
and the threats of the external environment, as
well as to be able to select appropriate target
markets. The authors believe that enterprises

can achieve market advantages, better
understand their own potential opportunities
and limitations, and identify promising

directions of development through strategic
management [2].

Struk N. and Mykhailyk N. also note that under
market economy conditions the development of

strategic plans in general, including marketing
activities, is of particular importance [9].

According to Nikolaichuk O., strategy should
not be equated with a plan, as it determines
the fundamental orientations of the marketing
activities of enterprises [7].

Panteleiev M. and Shmatko N. argue that the
external environment determines the enterprise
strategy, while strategic management serves as
the mechanism for its implementation [10].

Hudz Yu., Dzhereliuk Yu., and Kravchyk Yu.
emphasize that without strategic marketing
activities the efforts of enterprises become
chaotic and ineffective [3].

Voznenko A. notes that most enterprises
select their strategic orientations empirically,
which reduces the likelihood of success and
the optimal use of their key competencies.
The success of enterprises in the marketplace
is determined by the presence of a clearly
defined strategy and a management mechanism
that ensures continuous monitoring of the

external environment and adaptation to
changes [1].
Thus, strategic activity is an integral

component of marketing activities, and the
formalization of strategic marketing activities of
enterprises in accordance with contemporary
requirements constitutes an important scientific
task.

The essence of the concept of strategic
marketing activities requires clarification, as it
encompasses the notions of marketing activities
and strategic activities.

Kulish A. identifies several key approaches to
interpreting the concept of «enterprise marketing
activities» [6]:

— a philosophy (or art) of doing business;

— a system for managing enterprise
activities;

— asocio-managerial process;

— a type of activity aimed at providing
marketing services.

Accordingly, marketing activites may be
defined as a type of enterprise activity aimed at
achieving marketing objectives.

Voznenko A. notes that the strategic position
of an enterprise determines the goals and
motives of its operation in the market. These
goals are adjusted in accordance with changes
in the external environment and aligned with the
enterprise’s key competencies. The development
and justification of an enterprise’s strategic
orientation involve three interrelated steps that
together form an integrated system and mutually
influence one another [1]:
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— determining the position in view of the
strategic prospects for operation,

— strategic development options,

— a well-founded set of measures for
implementing the strategy.

Thus, structural elements of strategic
marketing activities constitute essential tools of
strategic development that are necessary for
forming and improving operational mechanisms
and ensuring that enterprises achieve their
planned strategic goals.

Panteleiev M. and Shmatko N. note that the
strategic management system includes five main
components that form a chain of goal-oriented
decisions: “business vision — mission — goals —
strategy — programs and plans” [10].

From our perspective, this represents a
generalized framework for the formation of
documents regulating the strategic activities
of enterprises. However, strategic marketing
activities are considerably broader and more
comprehensive. Strategic marketing activities of
enterprises represent a complex set of measures
and actions that include:

— comprehensive and systematic research;

— analysis of the external environment,
competitors, and consumers;

— strategy development;

— development of mechanisms for strategy
implementation;

— product development, promotion, and
improvement;

— production and distribution of products.

These activities are aimed at ensuring
enterprise competitiveness and increasing both
efficiency and profitability.

Thus, strategic marketing activities can
be defined as a systematic set of business
processes aimed at ensuring the achievement of
enterprise strategic objectives and maintaining a
defined level of competitiveness in the medium
and long term through the use of marketing
instruments.

Such a definition allows a focus on marketing
tools and mechanisms (means) for achieving
strategic goals of the enterprise.

In this study, strategic marketing activities
of an enterprise are considered a long-term
managerial process aimed at delivering superior
value to consumers, which includes a set of
measures related to:

— analytical activities,

— marketing activities,

— managerial activities.

In general terms, this integrated system of
actions includes the following components.

1) The analytical component includes the
analysis of internal resources, the external
environment of the enterprise, the market,
consumers, competitors, products, technologies,
and other relevant factors.

1) The marketing component includes:

—  STP marketing (segmentation; selection
of the target market, target segment, and target
audience — targeting; positioning);

— strategic development, which includes
defining strategic priorities and goal setting;
developing and implementing a marketing
strategy; forming competitive advantages;
and enhancing the enterprise’s potential for
sustainable growth;

— marketing complex (4P marketing mix:
product, price, communication and distribution
policies)

2) The organizational component includes
forecasting and planning (marketing, managerial,
and economic measures), motivation, monitoring,
evaluation, and control.

Kudenko N. identifies STP marketing as the
core of modern strategic marketing [5].

Hudz Yu., Dzhereliuk Yu., Kravchyk Yu.define
STP as a process of delivering “relevant perso-
nalized messages to the target audience” [3].

Researchers generally agree (Kudenko N.
[5]; Hudz Yu., Dzhereliuk Yu., and Kravchyk Yu.
[3], among others) generally agree that STP
marketing includes three main stages:

— market segmentation - identifying
segments (groups of consumers) within the
overall market and selecting target audiences;

— target market selection — choosing the
segments on which the enterprise will focus its
activities;

— positioning — determining the position
of the enterprise’s product (or brand) relative to
competing products (brands).

The above mentioned structural elements of
strategic marketing activities constitute essential
instruments of strategic development that are
required when forming or improving operational
mechanisms and ensure that enterprises achieve
their planned strategic objectives.

Honcharenko I. and Yakovenko A. note that
improving marketing management and marketing
strategies requires the following measures [2]:

— involving specialists in economics,
information  technology, and advertising
technologies in the marketing department;
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— establishing a marketing council within
the enterprise that includes managers of key
departments and functional units.

This view is consistent with the findings
of Honcharenko |. and Yakovenko A., who
emphasize that improving strategic management
in enterprises allows organizations to [2]:

— concentrate their human resource
potential;

— elevate the level of in-house marketing
research to a qualitatively new level;

— formulate marketing objectives more
clearly;

— respond more promptly to changes in the
external environment;

— react more effectively to external
pressures;
— apply advanced management

technologies, particularly those aimed at the
efficient organization of intellectual work;

— minimize research costs by conducting
studies internally;

— make managerial
promptly;

— introduce adjustments to commercial
activities more flexibly and rapidly;

— implement new types of products;

— carry out operational measures more
efficiently.

Under conditions of high turbulence in the
business environment and increased risks
associated with the war with the Russian
Federation, strategic marketing activities have

decisions more

become an unquestionably integral component
of modern enterprise activity that requires
continuous attention and improvement.

Conclusions. Based on the results of the
conducted study, the following conclusions can
be drawn:

— the definition of the essence of strategic
marketing activities has been refined. In
particular, it is proposed to interpret them as a
systematic set of business processes aimed
at ensuring the achievement of an enterprise’s
strategic objectives and maintaining a defined
level of competitiveness in the medium and long
term through the use of marketing instruments,
which allows a focus on marketing tools and
mechanisms for achieving strategic goals.

— the structural elements of strategic
marketing activities have been systematized.
These include analytical, marketing, and
managerial components, and the essence of
each element of strategic marketing activities
has been clarified.

— it has been emphasized that a detailed
specification of the structural elements of
strategic marketing activities is necessary for
developing an appropriate mechanism for their
implementation.

The results obtained in this study may serve
as a basis for further research on the strategic
activities of domestic enterprises and may also
be applied in the practical activities of business
entities operating in various sectors of the
economy.
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