ISSN (ONLINE): 2524-0072 EKOHOMIKA TA CYCMNIILCTBO

DOI: https://doi.org/10.32782/2524-0072/2026-90-5

UDC 338.48:640.4:005.591.6:339.138:502.131.1

INNOVATION MANAGEMENT AND MARKETING
IN THE SUSTAINABLE DEVELOPMENT OF TOURISM
AND HOTEL-RESTAURANT ENTERPRISES

IHHOBALIAHU MEHEA)KMEHT | MAPKETUHI
Y COEPI CTANIOIo PO3BUTKY NIANMPUNEMCTB TYPU3SMY
TA TOTE/IbHO-PECTOPAHHOI CINPABU

Zhytomyrska Tetiana
PhD in Pedagogical Sciences, Associate Professor,
Danube College of the National University «Odesa Maritime Academy»
ORCID: https://orcid.org/0000-0002-7015-0819

Tereshchuk Oksana
PhD in Geography, Associate Professor,
Lesya Ukrainka Volyn National University
ORCID: https://orcid.org/0000-0001-8131-1270

Korolovich Oksana

PhD in Economics, Professor,
Mukachevo State University
ORCID: https://orcid.org/0000-0001-5878-0925

Xutomupcbka TetaHa MuxaiiniBHa

JyHalicbkuin chaxoBuin Konemx
HaujioHanbHoro yHisepcuteTy «Ogecbka MoOpCbKa akagemis»

Tepeuwyk OkcaHa CTenaHiBHa
BONMHCLKUI HaLioHaIbHWUIA YHIBEPCUTET iMeHi Jleci YkpaiHku

KoponoBu4y OkcaHa OmensiHiBHa
MykauiBCbKUIA AepXKaBHNIA yHIBEpCUTET

This article aimsto investigate the theoretical and methodological foundations for the transformation of management
and marketing systems in tourism and hotel-restaurant enterprises in line with sustainable development principles.
Synthesising the theoretical approaches to the sustainable development of tourism and hospitality enterprises
has shown that this type of growth aims to achieve a lasting balance of economic, social, and environmental
outcomes. By identifying and systematising the key pathways by which sustainable development influences
tourism and hospitality enterprises' functioning, it has been established that: in marketing, the primary influence
is conveyed via green branding, environmental certification, socially responsible communications, and the
cultivation of consumer trust; within management activities, the primary influences are greening, resource
optimization, operational cost minimization, and the integration of ESG approaches into strategic planning.
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BnpoBagKeHHs NpUHLMMIB CTasioro po3BUTKY, BU3HadeHux y Llinsax ctanoro po3sutky OOH 2015 poky, CyTTEBO
BMN/IMBAE HA CUCTEMY MAPKETUHTY i MEHEMXMEHTY NiANPUEMCTB TYPUCTUYHOI Ta rOTe/IbHO-PECTOPAHHOI cdiepu.
[lannit Bnve mMae TpaHcopmaLiiiHuii xapaktep. Moro cneuudika nonsrae y 3MmiHi Nigxogis 40 NO3WLOHYBaHHA
MigNPMEMCTB, KOMYHIKaLIiHOT NOMITVKKM, YNpaBAiHHA pecypcamu Ta CTpaTeriyHoro naaHyBaHHSA Towo. BigTak meTtoro
CTaTTi € 0BI'PYHTYBAHHA TEOPETUKO-METOAO/ONYHNX 3acaj, TpaHcopmMaLii CUCTEM MEHELKMEHTY i MapKeTUHry
NiANPUEMCTB TYPUCTUYHOI Ta TOTE/IbHO-PECTOPaHHOT cdlepy Ha 3acajax CTasioro po3BUTKY. Pesynstatom
y3ara/lbHeHHs! TEOPETUYHUX MiAXOAiB [0 TPaKTyBaHHA CTa/I0ro PO3BUTKY NiANPUEMCTB TYPUCTUYHOI Ta roTe/lbHO-
pecTopaHHOI cthepm cTana AoBeAeHICTb TOro (hakTy, L0 Takuil PO3BUTOK € NPOLIECOM A0BrOCTPOKOBOT rapMOHi3aLi
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€KOHOMIYHMX, coUjiasibHUX Ta €KOMOriYHMX pes3ynbTaTiB iX AiANbHOCTI. BU3HAYeHHs Ta cucTemarusalii OCHOBHUX
HanpsMiB BMAMBY CTa/IO0 PO3BUTKY Ha (PYHKLIOHYBAHHS NIANPUEMCTB TYpU3My Ta [OTe/IbHO-PECTOPaHHOI
cchepy BCTAHOBMEHO, LU0 Y MApPKETUHIOBIN AiSNIbHOCTI KOYOBUIA BMNUB peasisyeTbCa Yepes 3e/IeHNii BpeHaunHr,
€KosoriyHy cepTudikauito, couiasibHO BiANOBiAabHI  KOMYHiKauii Ta ()opMyBaHHS AOBIipY CroOXWBaYiB, B
yNpaBAiHCbKil AiS/IbHOCTI OCHOBHUMW Hanpsimamy BnMBY € eKosorisalis, OnTuMi3aLlis BUKOPUCTaHHS pecypcis,
MiHiMi3aUia onepaujiiHix BMTpaT Ta iHTerpauis ESG-nigxogiB y cTpateriyuHe nniaHyBaHHS. KoHcTaToBaHo, Lo
CYKYMHICTb BM3HAYEHUX XapakKTepuUCTUK i CMCTeMaTU30BaHUX HanpsMis BnmBy hopmye ESG-opieHTOBaHI mogeni
MapKEeTVHIYy Ta ynpaB/iiHHA, SKi 3a6e3nevyloTb HOBWIA piBEHb eDEKTUBHOCTI Ta CTBOPIOKOTL BiAMNOBIAHI KOHKYPEHTHI
nepesaru. 3a pesynbrataMu 06I'pyHTYBaHHS iHHOBALIMHOIO XapakTepy TpaHcdopMalil CUCTeM MEHEeIKMEHTY
i MapKETUHTY BCTAHOB/EHO, LLIO BNPOBA/PKEHHS NPUHLMNIB CTUTOMO PO3BUTKY 3YMOBJIHOE SIKICHY 3MiHY IXHbOT NOTIKMN
(OYHKLiOHYBaHHS, L0 AOCAraETbCsA Yepe3 iHHOBALiMHICTb (040 MEHEMKMEHTY - Yepe3 CTpaTeriuHy, PecypcHy,
LHHICHY, LLIOA0 MAPKETUHTY - Yepe3 NPOAYKTOBY, LdIPOBY, KOMYHiKaL,iiiHy, OpraHi3aLiiHy). [epcnekTusy nogasbLumnx
[LOCNIMKEHb NOB'A3aHi 3 PO3PO6IEHHAM NPUKIAAHUX MOAENEN OLiHIBaHHA edEKTMBHOCTI TpaHchopmawji cuctem
MapKeTVHIY Ta ynpasiHHA MiZNPUEMCTB TYpU3My Ta roTe/lbHO-pPeECTOPaHHOT cqiepu, Lo 34IACHIOETLCS Ha 3acajax

CTasIoro PO3BUTKY.

KntouoBi cnoBa: crtanuii po3BWTOK, TpaHcdopmalis ynpasniHHA, TpaHcdopmalis MapKeTUHry, UMdpoBi
iHHOBALii, KOHKYPEHTHI NepeBaru, 3eNeHNii GPEHAMHT, NiANPUEMCTBA TypU3My Ta roTeslbHO-pecTopaHHoi cdepu.

Statement of the problem. Today’s shifts in
the tourist and hotel-restaurant sectors are driven
by growing competition, fast-moving technology,
and constantly changing guest preferences.
Because of this, a sector of businesses is
progressively moving towards providing
environmentally friendly, socially responsible,
and ethically sourced goods and services.

According to Booking.com reviews, green
hotels, such as Ibis Kyiv City Centre and
the Vojvodino Resort, attract consumers by
implementing  energy-saving  technologies
and waste-reduction systems. Similarly, eco-
restaurants such as "U hospodarya" (“At the
Host's"), focus on the use of local and organic
products, in line with the farm-to-table concept
(go-to.rest platform [7]). Tourism enterprises,
such as LLC *“Tourbaza LTD”, are actively
developing low-carbon tourism products,
including rafting, hiking, and cycling routes,
which are gradually replacing traditional car-
based tours (e.g. “Oksamytovi Karpaty” (Velvet
Carpathians), “Ya Pidu v Daleki Hory” (1 Will Go
to the Distant Mountains), and “Dotorknutys do
Nebes” (Touch the Sky) [13]).

Empirical data from LLC "Tourbaza LTD"
indicate that in 2023, half of their clients
gravitated towards sustainable travel options.
Such a surge underscores a genuine appetite
for sustainable tourism. A carbon-copy response
emerges Iin the catering sector. Recent
audits at the eco-restaurant 'U Hospodarya'
demonstrate that most patrons now actively
seek out dishes with locally sourced, organic
ingredients.

Focusing on committing to sustainability
principles enhances competitive advantage.
This transition fosters the conditions necessary
for heightened customer satisfaction, the active

adoption of cutting-edge technologies, the
digitalisation of business processes, eco-smart

solutions, and contemporary management
models.
The implementation of principles of

sustainable development, as defined in the
United Nations 2030 Agenda for Sustainable
Development, significantly influences
the marketing and management of hotel-
restaurant enterprises. This impact is inherently
transformative. It is also supported by scholarly
research [10; 17]. Its specific nature manifests in
shifts within enterprises’ positioning strategies,
communication policies, resource management,
and business roadmapping. This, in turn,
underscores just how vital further research into
the innovative transformation of management
and marketing systems in this sector.

Analysis of recent research and
publications. Among the prominent works
devoted to the adaptation of management
and marketing systems to the sustainable
development requirements in tourism and hotel-
restaurant enterprises are: (i) fundamental,
practice-oriented studies by Kulinich T,
Prosovych O., lvanov A., Hrabar M., and
Zhaivoronok I. [10]; (ii) conceptual studies by
Lysiuk T. and Semeniuk O. [11], Horiunova K.
[4], and Vasyltsiv N. [3].

[10; 11; 4] provides a systematic rationale for
the transformation of management and marketing
systems in accordance with sustainable
development principles. [9] examines the specific
mechanisms for integrating Environmental,
Social, and Governance (or ESG) approaches
into strategic corporate management.

The authors draw upon these seminal works
in develop the theoretical and methodological
foundations of this research and to substantiate
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the strategic directions for transforming
management and marketing systems within
tourism and hotel-restaurant enterprises.

Additionally, this study relies on certain
provisions established by T.  Kulinich,
O. Prosovych, I. Zhayvoronok, I. Chyzmar,
and O. Sternyuk [17]. Their work explores the
balancing of the triple bottom line dimensions
as a conceptual basis for the transformation
of management systems within the scope of
sustainable development.

However, despite extensive scholarly
attention dedicated to the theoretical and
applied aspects of adapting management and
marketing systems to sustainability principles,
the innovative dimension of this transformation
in tourism and hotel-restaurant enterprises
remains insufficiently explored.

Highlighting previously unresolved parts
of the overall problem. Most research so
far focuses only on separate tools, like ESG
management, resource efficiency, or green
marketing. Yet the actual drivers connecting
innovation to core shifts in management and
marketing remain under-investigated. This leads
to a methodological fragmentation of approaches
to sustainable development and constrains
their integration into daily management and
marketing practices. Also, this holds businesses
back from creating effective, future-proof
strategies.

Formation of the objectives of the article
(task statement). This article aims to investigate
the theoretical and methodological foundations
for the transformation of management and
marketing systems in tourism and hospitality
enterprises in line with sustainable development
principles. To achieve this aim, the following
research objectives were formulated:

1. To synthesise theoretical and metho-

dological approaches to the interpretation
of sustainable development in tourism
and hospitality enterprises, alongside

the corresponding transformation of their
management and marketing systems.

2. Toidentify and systematise the core areas
of influence exerted by sustainable development
principles on managerial and marketing activities
within the tourism and hospitality enterprises.

3. To substantiate the innovative nature
of management and marketing system
transformation in the context of sustainable
development.

Summary of the main research material.
Drawing upon previous research [1; 4; 6; 16],
this study examines the concept of sustainable

development within tourism and hotel-restaurant
enterprises, conceptualising it as a process
of structural change aimed at long-term
developmental harmonisation. This development
is established upon the convergence of effects
arising from the simultaneous achievement of
economic efficiency, social responsibility, and
environmental sustainability.

Given its multifaceted nature and complex
convergence of effects, this process is
accompanied by a dual transformation:

() management systems through mana-
gement activities. According to V. Bytov, such
activity is intended to maximise operational
efficiency [1, p. 500]. Crucially, however, this
does not represent classical expansion, but
rather a form of growth that balances and
amplifies economic, social, and environmental
outcomes;

(i) marketing systems through marketing
activities. As noted by O. V. Zhegus [8], this
involves maximising the integration of consumer
needs, demand status, market dynamics,
and both existing and potential consumer
requirements into product offerings.

Consequently, within contemporary marketing
practices, the reorientation of tourism and hotel-
restaurant enterprises towards sustainability
principles should manifest in: (i) the cultivation
of 'green' branding; (ii) the strategic use
of environmental certification as a tool for
competitive differentiation; (iii) a commitment
to socially responsible communications;
(iv) the enhancement of consumer confidence
via operational transparency..

Indeed, Yu. Dovgan and L. Serednytska [4],
alongside several other researchers [3], define
the implementation of these specific areas as
'sustainable marketing' (or the marketing of
sustainable development). Itis vital to note thatthe
impact of sustainable development on marketing
activities extends beyond these individual
dimensions. It drives systemic innovation which,
according to P. Konstantinov, aims to attract novel
consumer segments and penetrate new markets
[9]. From our perspective, this occurs because
a commitment to sustainability principles
transforms traditional marketing approaches
via product, organisational, communication and
digital innovation.

This perspective is further supported by
scholarly findings, notably: (i) [9, c. 22], which
states that such innovation implies modifying or
supplementing existing products; (ii) [2], which
emphasises that this innovativeness manifests
through the implementation of new management
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methods and enhanced market interaction,
specifically by digitalisation and value-oriented
approaches.

Regarding the establishment of ‘green’
branding, the innovative nature of marketing
activity is determined by the necessity to position
in the tourism and hotel-restaurant enterprises as
eco-responsible market subjects. This objective
is achieved by: (i) integrating environmental
and social values into the core brand strategy,
exemplified by aligning corporate goals with
the ambition to meet contemporary consumer
needs without compromising the ability of
future generations to meet their own [15];
(i) deploying 'green' communication messaging,
such as: 'The hotel minimises water and
energy consumption utilising smart systems'
or 'A menu crafted from local farm produce
is offered’; (iii) implementing energy-efficient
technologies and carbon footprint reduction
measures; (iv) supporting local communities
via. strategic social partnerships with regional
suppliers, the active involvement of the
resident population in service delivery, and
the promotion of local culture, gastronomy,
and crafts.

Consequently, the resulting environmentally
friendly brand enhances corporate appeal among
consumers who share sustainable development
values.

With respect to utilising environmental
certification as a competitive differentiation tool
for tourism and hotel-restaurant enterprises,
the innovative character of marketing activity
is driven by the adoption of international
and national standards. We concur with
Yu. Buniakova [2, p. 41], that standards such
as Green Key and 1SO 14001 verify compliance
with sustainable development principles. This
is operationalised by employing certification
as a market differentiation tool, an objective
validation of environmental orientation, and
a means to consolidate consumer trust.
At the same time, certification processes are
fundamentally shifting the nature of competition,
creating a market environment where the
defining criteria are no longer strictly price and
quality, but also the proven sustainability of
operations.

In terms of orienting towards socially
responsible communications in tourism and
hotel-restaurant enterprises, innovativeness is
driven by a comprehensive transformation of
corporate communication policies.

The foundations for these structural shifts
include [5]:

() engaging the consumer as an active
participant in a shared social and environmental
mission, rather than merely as a buyer;

(i) accounting for the interests of all
stakeholders, including consumers, employees,
suppliers and local communities;

(i) maintaining rigorous transparency and
honesty across all operations;

(iv) shifting communication emphasis from
raw product characteristics to core enterprise
values, specifically focusing on environmental
responsibility, social justice, and community
support [10].

As a result, communication activities become
anchored in ESG principles and a stakeholder-
oriented approach, fostering long-term, trusting
relationships and deep emotional connection
with consumers.

Regarding the enhancement of consumer
confidence through transparency in the activities
of visitor economy enterprises, innovative
marketing practice is driven by actively disclosing
information on environmental initiatives, resource
provenance, waste management systems,
energy consumption, and social campaigns [5].
This is achieved using digital platforms, online
reporting mechanisms, and open feedback
channels, effectively reducing information
asymmetry, enhancing corporate openness, and
strengthening consumer trust.

The identified specifics of the impact of
sustainable development principles on the
marketing activities of tourism and hotel-
restaurant enterprises indicate that it is a trigger
for transformation. Consequently, traditional
marketing approaches are evolving into
modern, value-driven ones. The comprehensive
dimensions of this impact, which characterise
the specifics of sustainable marketing,
have been systematised by the authors in
Figure 1.

Based on the discussion above, it is evident
that the synergistic interaction between these
areas of influence shapes a contemporary
model of sustainable marketing. This represents
a unique model aimed at fostering structured
competitive advantages in the tourism and
hotel-restaurant enterprises. It facilitates the
attraction of new consumer groups —including
environmentally conscious tourists, young
travellers, Millennials, Generation Z consumers,
corporate clients with ESG requirements,
and international tourists who prefer certified
sustainable services. Furthermore, it facilitates
the development of new market segments,
such as ecotourism, rural tourism, nature-based
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The core of this impact - the integration of environmental, social, and economic values
into the marketing activities of tourism and hospitality enterprises.

(i) Formation of “green” branding

Specifics of driving innovation: through positioning tvisitor
economy enterprises as eco-responsible market subjects.
Implemented through a “green” branding framework: (1)
integrating values - (2) utilizing “green” communication
messages—(3) implementing  sustainable  operational
changes - (4) fostering social partnerships

Result:The
enterprise brand
builds strong
environmental

—Tassociations, which

in turn enhances its
appeal to conscious

Overall result:
Synergistic
interaction of the
areas of impact
_>

i

consumers.

i) Utilising environmental certification as a competitive
differentiation tool

Specifics of driving innovation: driven by the necessity of
implementing international and national standards.
Implemented through a competitive differentiation algorithm:
(1) market differentiation — (2) verifying accountability
(3) building trust

—

—Mkey driver is proven|

Result: A new
format of
competition
emerges, where the

sustainability.

(iii) Focus on socially responsible communications
Specifics of driving innovation: driven by the transformation of
their communication policies.

Implemented through a socially responsible communications
algorithm: (1) consumer engagement— (2) incorporating multi-
stakeholder interests (3) operational transparency
(4) value-driven communication.

— -

_'

Result: It fosters a
strong emotional
connection with the
target audience.

> —_

(iv) Enhancing consumer trust through operational
transparency

The specifics of fostering innovation: through operational
transparency.

This is implemented through an algorithm for enhancing trust]
\via operational transparency: (1) utilisation of digital
channels — (2) online reporting — (3) engaging feedback.

—»

Result: Reduced
information

enhanced
corporate trust.

Combined
innovation,
fostered through:

(ii) product
innovations*"

(i) digital
innovations**"

(iii) organisational
innovations***"

(iv)

™ communication

innovations****

asymmetry and—»

Figure 1. Specifics of the impact of sustainable development on marketing activities
in tourism and hotel-restaurant enterprises
Notes: * Product innovation involves creating and adapting products and services to meet established ESG criteria and the

demands of a conscious consumer.

** Digital innovation consists of leveraging digital technologies to personalise offerings, automate communications,

manage consumer data, and ensure the transparency of ESG practices.

*** Qrganisational innovativeness involves the institutionalisation of ESG criteria within internal regulations, corporate

policies and a key performance indicators systems.

***x Communication innovation involves transitioning to socially responsible, transparent, and value-orientated communi-

cations that build consumer trust and strengthen corporate reputation.

Source: compiled by the authors based on [4-5; 9-10]

tourism, wellness and slow tourism, alongside
the international market for sustainable tourist
services.

In management practices, aligning
tourism and hotel-restaurant enterprises with
the principles of sustainable development
manifests as structural transformations within
the managerial system. These changes

include: the greening of corporate governance;
the optimisation of resource usage; the
reduction of operational costs; the systematic
integration of ESG approaches into strategic
planning.

[6; 17] defines the execution of these
pathways as ESG management. These authors
highlight that ESG management is not limited to
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improving the efficiency of managerial decision-
making, but actively drives the innovation
required to sustain corporate progress.

Focusing on sustainable development
principles changes the underlying logic of
enterprise management. This shifts its focus
from economic returns to a long-term, ESG-
oriented framework. This transition occurs via
strategic, resource-focused, and value-oriented
innovations, as demonstrated by:

- The application of modern ESG frameworks,
notably the 'sustainable development triangle'
[12] and the 'states X - goal Y - management
actions' model [10];

- The conceptualisation and operationalisation
of balancing the triple bottom line components
through a system of strategic management
measures selected based on corporate value
priorities [17].

As for greening of management within the
studied enterprises, innovativeness is fostered
by the implementation of novel managerial,
technological, and organisational solutions aimed
atreducing environmental impact while improving
operational efficiency. This is achieved by
introducing: (i) "green" technologies in production
and service processes (e.g., alternative energy
sources or the eco-design of rooms and banquet
halls); (ii) digital technologies and solutions for
environmental control and resource monitoring.
Examples include automated water, energy,
and waste metering systems; (iii) environmental
management standards and ESG criteria. It
is about systems of environmental, social and
management criteria; (iv) circular decisions in
management (e.g., food waste composting in
restaurants, 'reuse/refill' hospitality systems for
cosmetics and detergents, and the strategic
management of tourist flows).

This comprehensive approach shapes novel
models of value creation within the scope of
sustainable development.

Concerning resource conservation practices,
the innovativeness of tourism and hospitality
enterprises is ensured through integrated
managerial and technological solutions that
increase resource efficiency and minimise losses
at all stages of operations. This is facilitated
by introducing: (i) smart solutions, illustrated
by automatic lighting control, climate control,
and presence sensors; (i) optimal logistics
and sustainable supply chain procurement;
(iii) digitalized operational activities, evidenced
by the application of electronic reservation
systems, paperless workflows, and automated
order management; (iv) resource consumption

rationing and predictive forecasting utilizing Big
Data analytics.

Within the management system, this marks
a definitive transition from the fragmented and
inconsistent use of resources to an integrated
resource efficiency management framework.

Regarding the reduction of running costs,
innovativeness is driven by the implementation of
integrated managerial, digital, and organisational
solutions designed to rationalise cost structures
and streamline business processes.

This is executed through the application of:

(i) the automation and digitalisation of
operational processes, encompassing reductions
in staff costs, paper-based documentation, and
manual operations;

(i) dynamic pricing systems use. Examples
include instant price adjustments driven
by demand volatility, seasonality, capacity
utilisation, and consumer behaviour;

(i) procurement activities optimization.
This entails centralising supply chains and
establishing long-term contracts with suppliers;

(iv) the strategic use of outsourcing and
flexible employment models.

These transformations reflect a shift from a
traditional cost-based management model to a
data-driven cost optimisation framework.

With respect to the integration of ESG
frameworks into strategic planning, research
indicatesthatan enterprise's innovation capability
is enhanced by incorporating environmental,
social, and governance criteria directly into
the decision-making core. This is justified by
the introduction of non-financial reporting,
robust sustainability policies (encompassing
strengthened relationships with personnel,
customers, suppliers, and local communities) and
the principles of sound corporate governance,
including management transparency and
corporate responsibility. Consequently, these
transformations mark a clear transition from
the traditional, financially focused model of
strategic management to an ESG-oriented
framework.

Importantly, the implementation of
sustainable development principles provides
a comprehensive transformation of the
management system by developing new
approaches to ecological management,
resource saving, cost management, and
strategic planning. The avenues of impact that
characterise the specifics of ESG management
are outlined in Fig. 2.

Based on these findings, it is clear that the
synergistic interaction among the indicated
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Basis of impact: the integration of environmental, social, and economic values into the management

activities of tourism and hospitality enterprises.

(i) Greening of management;

Specifics of driving innovation: The adoption of innovative
managerial, technological, and organisational solutions aimed
at mitigating environmental impacts and enhancing
operational efficiency.

This process is operationalised through a green

Result:
Adopting
sustainable
approaches that
deliver real value

imanagement algorithm: (1) environmental load assessment
(2) problem detection—(3) implementation of green
technologies, digital solutions, and ESG tools - (4) resource-
use monitoring - (5) results evaluation— (6) environmental
policy adjustment.

—

—

(ii) Optimisation of resource use

Specifics of driving innovation: via integrated managerial
and technological solutions improving resource efficiency and
reducing operational losses.

This process is operationalised through a resource-
saving algorithm: (1) real-time smart solutions - (2) supply|
chain  optimization- (3) digitalisation of operational
processes - (4) establishment of resource consumption
standards - (5) supply planning—(6) results evaluation-
(7) refinement of forecasting models and resource use
standards.

(iii) Reduction of operating costs
Specifics of driving innovation: an integrated set of
managerial, digital, and organisational solutions aimed at
optimising cost structures and improving the efficiency of
business processes.

This process is operationalised via a cost management
algorithm: (1) automating and digitalising operations -
(2) dynamic pricing adjustments - (3) optimising
procurement - (4) use of outsourcing and flexible employment|
models - (5) results evaluation (6) refining forecasting
models and standards.

—

Result:
Achieving a fully
integrated
resource
|, management

model

Result:
Transitioning to
an insight-driven

cost
management
> framework

(iv) Integration of ESG approaches into strategic planning

Specificity of fostering innovativeness: the incorporation of
environmental, social, and governance criteria into the|
managerial decision-making system.

This process is operationalised through an ESG-oriented
architecture algorithm: (1) non-financial reporting—
(2) implementing sustainability policies —(3) ensuring sound
corporate governance - (4)embedding ESG criteria into|
decision-making - (5) adjusting strategic planning.

Result:
Transitioning to
an ESG-focused

strategic

framework

Overall result:
the synergistic
interaction of
areas of
influence.

i

Innovation,
shaped
through:

strategic
innovations*;

resource
innovations
(aimed at
changes in the
use of energy,
water,
materials, and
personnel)**;

value-oriented
innovations***

Figure 2. Specifics of the impact of sustainable development
on the management activities of visitor economy enterprises
Notes: * Strategic innovation lies in the transition to long-term ESG-oriented management.
** Resource innovation iinvolves introducing sustainable resource management approaches based on the principles of
resource conservation, the circular economy, and digital efficiency monitoring.
*** Value innovation consists in applying a new management paradigm, where ESG values serve as the cornerstone.

Source: compiled by the authors based on [4; 10; 11, 17]
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directions of influence forms a management
model that combines economic efficiency,
resource rationality, environmental responsibility,
and social value. This combination is increasingly
viewed as a key competitive advantage.
Essentially, the innovative nature of management
and marketing transformation within a sustainable
development of the examined enterprises lies
in a qualitative shift towards their operational
logic. This shapes a new paradigm of efficiency
and its associated competitive advantages,
such as:

1. The transition from a focus on immediate
profit-seeking to a focus on three-dimensional
efficiency (economic, social, and environmental),
which is considered a holistic competitive
advantage.

2. The transition from a focus on price
and market share to an ESG-driven focus on
innovation, which is seen as a key market
differentiator.

Conclusions. 1. Synthesising the theoretical
approaches to the sustainable development of
tourism and hospitality enterprises has shown
that this type of growth aims to achieve a lasting
balance of economic, social, and environmental
outcomes. Furthermore, the findings illustrate
that transforming management and marketing
systems under this paradigm guarantees a
transition for the investigated enterprises from
fragmented approaches to integrated, ESG-
oriented strategies, establishing innovativeness
as the core systemic foundation of these
changes.

2. By identifying and systematising the key
pathways by which sustainable development
influences tourism and hospitality enterprises'
functioning, it has been established that:
(i) in marketing, the primary influence is conveyed
via green branding, environmental certification,
socially responsible communications, and the
cultivation of consumer trust; (ii) in management,
the primary influences are greening, resource
optimization, operational cost minimization, and
the integration of ESG approaches into strategic
planning.

At their core, the identified features and the
algorithm framework of influences form ESG-
oriented marketing and management models
that deliver a new form of efficiency and its
associated competitive advantages.

3. Regarding the results substantiating
the innovative nature of the management
and marketing transformation, it has been
demonstrated that implementing sustainable
development principles leads to a qualitative
change in operational logic. This change is
realised through targeted innovation: the
transformation in management is underpinned
by strategic, resource-based, and value-
oriented dimensions, while in marketing it is
shaped by product, digital, communication, and
organisational dimensions.

Future research will focus on developing
applied models to assess the effectiveness
of transformations within the marketing and
management systems of tourism and hospitality
enterprises driven by sustainable development.
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