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ASSESSMENT OF THE IMPACT OF MARKETING STRATEGY ON THE
ECONOMIC DEVELOPMENT OF THE COMMERCIAL ENTERPRISE

Abstract. In the article, the impact of the marketing strategy on the economic development of the commer-
cial enterprise is assessed. To determine the economic efficiency of the commercial enterprise, a system of key
economic indicators (KPIs) is used, which allow assessing profitability, efficiency, productivity and general con-
dition of the enterprise. It is proved that using digital technologies in the marketing activities of the commercial
enterprise is the universal factor that must be taken into account in the marketing strategy and technologies. It
is proposed to build a model of the dependence of the impact significance on economic indicators of the com-
mercial enterprises of various digital components of the marketing strategy on the cost of their use using the
methodology of the functional-cost analysis.

Keywords: marketing; strategy; digital marketing; economic development; commercial enterprise; functional-
cost analysis.
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Problem statement. Economic development demonstrates a balance between
stability and dynamism. Economic development of the commercial enterprise is not
just an increase in profits, but systematic improvement of all aspects of the activity,
namely: efficiency, competitiveness, stability and ability to scale. The modern market
is developing at the incredible speed; new products are constantly appearing on the
market. As the market expanded, there were many potential new customers to attract.
However, trading businesses are now facing some marketing realities due to the in-
creased level of competition and market complexity. Additionally, owners of the mer-
chant business need to have a clear pricing strategy and mission that resonates with
their target audience and sets them apart from the competition.

The marketing strategy has become an essential tool worldwide for any enterprise
to stay in the competitive market environment and become stronger. Businesses must
constantly evaluate and adapt their marketing strategies based on the performance
data of business and customers.

Analysis of recent research and publications. Various aspects of development
of the marketing strategy of the commercial enterprise are studied in many scientific
works of the leading scientists, including: K. Keller, I. Gnatenko, J. S. Atkinson,
T. Maksymova, V. Khalin, T. Vasilieva, O. Shramenko, M. Bahorka, O. Popelo, A. Lyal-
yuk, A. Oliynyk, |. Shindirovsky and others.

Identification of the previously unresolved parts of the general problem.
However, the issue of assessing the impact of the marketing strategy on economic
development of the commercial enterprise requires further research and analysis.

Purpose of the article. The article is aimed at assessing the impact of the mar-
keting strategy on economic development of the commercial enterprise in modern
conditions.
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Presentation of the main material. To determine economic efficiency of the com-
mercial enterprise, a system of key economic indicators (KPIs) is usually used, which
allows you to assess the profitability, efficiency, productivity and general condition of
the enterprise. Final result — profit A number of secondary indicators are used, each of
which shows the contribution of each of the factors to the overall result. All economic
indicators of the commercial enterprise are interdependent and complement each
other. Thus, the return on assets indicator shows how efficiently the company uses its
own property, for retailers it is retail space, store buildings. But even if the store prem-
ises are densely filled with goods, but they are poorly sold, then the areas are used
inefficiently, since unpopular products are placed on them or customers make pur-
chases for other reasons, for example, insufficient marketing activities, poor work of
staff, etc. The relationship between return on assets and marketing can be linked
through the inventory turnover indicator, which for retailers shows how quickly goods
are updated on store shelves [1; 3; 5; 7; 11; 13].

The marketing strategy directly affects economic development of the commercial
enterprise. It is an indisputable fact that any actions for development, measures should
be considered in the context of achieving the goals of the enterprise. Marketing
measures outlined by the marketing strategy of the commercial enterprise are no ex-
ception [6; 8; 12]. At the same time, the goals are analyzed not only quantitative, but
also qualitative. Therefore, the first step towards determining the impact of the market-
ing strategy on the economic indicators of the commercial enterprise is to establish
economic goals of the latter, among which the main ones may be:

— increase in sales;

— growth of net profit;

— market expansion (geographically or demographically);

— growth of market share.

To create value for the enterprise, marketing must provide positive financial results
that will contribute to profits and future investment opportunities. One way to create value
for a business in the long run is to build a strong brand. Compabies build the brand by
providing high-quality products and create favorable and strong brand associations with
consumers through marketing communications In this respect, the marketing costs of
building a strong brand can be considered as an investment for the company, since the
brand contributes to increased cash flow and a higher profit margin, since strong brands
are more likely to have loyal customers and a higher profit margin [9; 10; 0].

The brand value is an intangible asset for the commercial enterprise, which in turn
contributes to the growth of all future cash flows and additional profits.

Marketing costs are the funds of companies that are allocated for advertising costs
and other marketing communication activities, and it is not only a short-term expense,
but also a long-term investment for the enterprise, since marketing activities contribute
to increasing the value of the company’s brand, which will improve the profit margin,
current and future revenues. In addition, in the case of using this organizational and
legal form of ownership of the commercial enterprise as a joint stock company, the
brand can positively affect the value of shares and investment behavior of investors.

There are quite a few methods for determining effectiveness of the marketing strat-
egy, however, it is an indisputable fact that the best marketing strategy is the one that
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allows you to achieve goals with the lowest cost. The most common method of these
calculations is to determine the profit from marketing ROMI (Return on Marketing Invest-
ment) — the rate of return on advertising investment. The ROMI formula (1) helps to meas-
ure the return on investment in marketing, this indicator is called the best marketing KPI.

ROMI = Additional income from marketing - 100%. (1 )

Marketing expenses

However, the use of ROMI is not universal, it can be used in direct sales or to calcu-
late the performance of the specific promotion. The main disadvantage of this indicator
is that it is almost impossible to determine the volume of profit of the commercial enter-
prise from marketing activities in most trade enterprises, since in addition to marketing
activities, other factors influence the purchase decision, and it is quite problematic to
identify the share of purchases from marketing activities to assess their effectiveness.

Another well-known method for determining effectiveness of marketing activities,
especially advertising, is the Dorfman-Steiner Theorem method, an economic model
used in marketing to determine the optimal ratio of advertising costs. The method an-
swers the question: how much should the commercial enterprise spend on advertising
to be economically justified?

According to this method, the ratio of advertising or other marketing costs to total
sales should be equal to the ratio of the elasticity of demand for marketing activities to
the elasticity of demand for price, taking into account margins (see formula 2).

P_Ep

E—E—u'M; (2)

where P is the cost of marketing activities;
P is the volume of sales;

Er is the elasticity of demand for advertising;
Ec is the elasticity of demand by price;

M is the margin.

Away:

P=I1-2-M; (3)

The proposed methodology allows us to draw the following conclusions: the greater
the effectiveness of advertising (elasticity behind advertising), the more it is worth invest-
ing in advertising; the less elastic the price demand, the more profitable it is to spend on
advertising and the higher the margin, the more the commercial enterprise can afford to
spend on advertising without losing profit. However, the above method, although con-
sidered theoretically correct, has significant limitations in use, namely:

— the enterprise has an influence on the price of goods, there is a model of mo-
nopolistic competition or oligopoly. So, if a trading enterprise can control the price, it
can also control demand through advertising;

— there is an opportunity to measure the elasticity of demand, which is a rather
difficult task, it is necessary to analyze trade activities for a long period, which in itself
requires significant efforts, time and money. If there is no such data, the method loses
its meaning;

— the product has differentiation (it has unique properties), for example, some types
of cosmetics, household appliances, where buyers react not only to the price, but also
to advertising;
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— this method is suitable for the short- and medium-term period, when advertising
has a direct economic effect;

— advertising should be aimed at the narrow assortment or specific products.

As a conclusion, the Dorfman-Steiner method cannot be used in conditions of per-
fect competition, when the trading enterprise cannot significantly influence the price;
Advertising does not have a direct impact on demand (for example, natural monopo-
lies; it is impossible to accurately assess the elasticity of demand.

Another important feature of using this method is impossibility of using it for a new
or unique product for which demand has not been formed. It is impossible to imagine
trade without constant updating of goods in modern realities.

Also, from the above, it is quite clear that the marketing strategy has many com-
ponents that affect economic performance of the commercial enterprise in different
ways, in modern economic conditions it is unacceptable to limit yourself only to quan-
titative estimates of the marketing budget. As a simple example, the same funds on
marketing can be spent in different ways. And the principle of “conservation” of elastic-
ity for marketing in the Dorfman-Steiner model essentially prohibits development and
improvement of marketing activities with a constant marketing budget (otherwise elas-
ticity will change).

Thus, the problem of determining the impact of marketing actions on the perfor-
mance indicators of the commercial enterprise must be solved comprehensively. Tak-
ing into account the wide variety of trading enterprises that differ in scale, localization,
specialization, potential buyers, etc., it is impossible to build a universal marketing
strategy. However, in modern trade, there are factors that need to be taken into account
by almost all trading enterprises, and the main one in modern conditions is digitaliza-
tion. And as the practice of carrying out economic activities of trade enterprises in war-
time shows, it is digitalization. It was digital technologies that supported trade during
martial law. Yes, online commerce and e-commerce, namely online stores, have be-
come a life-saving channel when physical outlets have been destroyed or closed due
to danger. Platforms, including Rozetka, Prom.ua, OLX allowed merchants to move
their business online and continue sales even during active hostilities. Marketplaces
with localized logistics have appeared, and they work even in frontline zones. CRM
and ERP systems for process management helped to centrally manage sales, ac-
counting, balances, personnel even in the event of an office evacuation or team sepa-
ration. Mobile applications and chatbots simplify communication with customers, allow
you to accept orders via Telegram, Viber, and social networks. Chatbots replace staff
that are often lacking due to mobilization or migration. Contactless payments and dig-
ital financial services such as Apple Pay, Google Pay, Monobank, Privat24, etc., are
critical for cashless payments in the face of disruption of the banking infrastructure.
POS terminals with generators or powerbanks allow you to continue trading even in
the electricity absence. Cloud technologies take care of information — all data is stored
in the cloud, businesses do not lose access to accounting, commodity accounting, cus-
tomer base even in the event of office destruction, Google Workspace, Microsoft 365
are actively used even by small businesses.

War is not only a physical confrontation, but also a cyber front. Merchants invest
in customer data protection, online payment security, website attack, and CRM attacks.
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Parcel tracking, online delivery services (Nova Poshta, Ukrposhta, Meest) have be-
come critical. Technologies for route optimization, GPS control of trucks, automated
warehouses allow businesses to reduce losses due to logistics disruptions.

Thus, digitalization has become not just an advantage — it has become a condition
for survival. Those merchants that invested in IT solutions and adapted to the digital
environment retained customers, expanded markets, and provided flexibility in the
most difficult times.

Examples of successful use of digital technologies by commercial enterprises that
directly or indirectly influenced the activities of trade enterprises are the following:

—the MOYO electronics store chain became the first retailer in Ukraine to integrate
digital documents from the Diia application to register new employees. This has made
it possible to automate the hiring process and reduce using paper documents [0];

— In May 2022, the Foxtrot chain introduced the ability to pay for goods using the
Binance Pay cryptocurrency service. This allowed customers to make contactless pay-
ments both in the online store and at retail points of sale [0];

— many Ukrainian retailers have implemented the “Click&Collect” model, which al-
lows customers to order goods online and pick them up in physical stores. The omni-
channel approach to sales, combining online and offline channels is also actively de-
veloping [14].

As a conclusion, it is the use of digital technologies in marketing activities of the
commercial enterprise that is the universal factor that must be taken into account in
the marketing strategy of each trading enterprise. It should be borne in mind that digital
technologies in commerce that marketers should use are also different in cost and
must correspond to the digital knowledge and capabilities of potential buyers. Since
one of the main properties of the marketing strategy of the commercial enterprise is an
optimal marketing budget, the implementation of planned marketing activities has risks
that marketing costs will be too high and reduce the profit of the enterprise, and vice
versa, insufficient funds for marketing will not allow the trading enterprise to reach the
required level of sales.

To determine the optimal costs for the use of various digital technologies in mar-
keting activities, it is proposed to build a model of the dependence of the impact signif-
icance of various digital components of the marketing strategy on the economic indi-
cators of the commercial enterprises on the cost of their use, for which to use the
method of functional and cost analysis.

Functional-cost analysis (FVA) is a method of systematic study of the function of
the object, aimed at minimizing costs or improving the quality and usefulness of the
object, which allows you to establish the ratio of the importance of the function and the
cost of its use.

In this study, we will consider the function as the ability of digital factors to influence
the final performance of trading enterprises. To determine importance of each function,
we will conduct the correlation analysis using the Microsoft Excell program of retail
turnover of trade enterprises of Ukraine and the use of information and communication
technologies by the latter according to the State Statistics Service of Ukraine. The cal-
culation of correlation coefficients of digital factors affecting effectiveness of the mar-
keting strategy is given in Tables 1-4.
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Table 1
Impact of Internet access
Year Retalil Number of enterprises with ac- | Number of employed employees
turnover, UAH million cess to the Internet, % who have access to the Internet
2018 930629,2 87,4 32,6
2019 1094045,8 86,4 35,4
2021 1443832,9 88,8 31,7
2022 1396268,8 81,2 32,2
2023 1855384,1 90,6 36,4
2024 2170994,7 95,0 45,7
Correlation coefficient 0,70 0,80
Source: calculated by the author according to the data [0].
Table 2
Impact of having a website
Share of the number of enter- Of these, by areas of use
. prises with a website in the total . .
Year R(laJtz:I_'tur'rlllqver, number of enterprises of the cor- POSSIbL)e OLQer— Eersonahze;j web-
mifiion responding type of the economic N9 %rn"ﬂg g Sltﬁéfr(‘;tuesr;gn?;::g-
activity, %
2018 930629,2 20,7 9,7 6,6
2019 1094045,8 21,2 10,3 6,8
2021 1443832,9 22,1 10,4 6,8
2024 2170994,7 27,4 16,0 12,9
Correlation coefficient 0,98 0,95 0,93
Source: calculated by the author according to the data [0].
Table 3
Impact of Social Media Use
Share of the number of enterprises Of these, by areas of use
Year Retalil turnover, using social me_dia in the total num- Enterprise blogs
UAH million ber of enterprises of the relevant Social media or microblogs
type of the economic activity, %
2018 930629,2 27,2 22,1 6,1
2019 1094045,8 28,7 24,0 6,9
2022 1396268,8 27,3 23,3 6,4
2024 2170994,7 28,8 27,4 6,5
Correlation coefficient 0,54 0,94 0,12

Source: calculated by the author according to the data [0].

Table 4
Impact of Using Cloud Computing
Retail turnover, UAH Share_ of the n_umb_er of enterprises purchasing (_:Ioud Of these,
Year - computing services in the total number of enterprises of
million . ; . CRM software
the corresponding type of the economic activity, %
2018 930629,2 9,4 2,3
2019 1094045,8 8,9 2,8
2021 1443832,9 9,5 2,7
2022 1396268,8 8,7 1,8
430
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2024 | 21709947 17,5 3,1
Correlation coefficient 0,89 0,49

Source: calculated by the author according to the data [0].

The obtained values of correlation coefficients from the point of view of mathemat-
ical statistics cannot be considered reliable and can be used for forecasts due to a
small number of observations. However, in this study, the task was to obtain approxi-
mate values of the impact dependence of digitalization factors on trade, so the obtained
values can be considered acceptable for approximate assessment of the weight of
each of the digitalization factors for ranking the latter.

If we consider it mandatory to use these digital technologies in marketing activities
of trade enterprises, then to conduct the functional and cost analysis of the latter, it is
necessary to determine their relative importance, which is carried out according to the
formula (4).

KBar = ﬂ (4)
i ZK;copy

where Ki® are the coefficients of the importance of the digital technologies used;

K — correlation coefficients of the digital technologies used.

Also, to conduct the functional-cost analysis, it is necessary to determine coeffi-
cients of the cost of the information and communication technologies used according
to the formula (5).

K% = L (5)

The results of the calculations are summarized in Table 5.
Table 5
Coefficients of Weight and Cost of
Information and Communication Technologies Used

Information and communication technologies Function code V\E'g;trlgg Cost factors
1 2 3 4
Number of enterprises with access to the Internet, % 1 0,095 0,009
Number of employees who have access to the Internet f2 0,109 0,009

End of Table. 5
1 2 3 4

Share of the number of enterprises with a website in the total number of f3 0134 | 0151
enterprises of the corresponding type of the economic activity, % ’ '
Share of the number of enterprises that have the ability to order or book
online
Share of the number of businesses that have personalized website content
for regular customers
Share of the number of enterprises using social media in the total number of
enterprises of the relevant type of the economic activity, %
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Share of the number of businesses using social media f7 0,128 | 0,189
Proportion of the number of businesses using enterprise blogs or microblogs| 8 0,016 | 0,038
Share of the number of enterprises purchasing cloud computing services in
the total number of enterprises of the corresponding type of the economic| f9 0,121 0,109
activity, %
Proportion of businesses using CRM software f10 | 0,067 | 0,004

Source: calculated by the author.
The results of calculations are clearly shown in Fig. 1.
0,2
0,18
0,16
0,14

Relative importance/cost

o

u Weighting factors = Cost factors

0,12
0,1
0,08
0,06
0,04 I
002 | | . I -
f1 f2 f3 f4 f5 f6 f7 f8 f9 f10

Fig. 1. Functional-cost diagram of the use of information and communication

technologies in marketing activities of the commercial enterprise

Source: developed by the author.

The functional-cost diagram allows you to determine the imbalance of importance
and cost of using various information and communication technologies in marketing
activities of the commercial enterprise. From the diagram it can be seen that the best
cost savings in this case are achieved under conditions of significant weight and low
cost. For general determination of the impact of the marketing strategy on the eco-
nomic performance of the commercial enterprise, it is necessary to perform a number

of sequential actions (Fig. 2).
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e Increase in sales
e Increase in net profit
STEP 1: Identify the key economic goals Al ¢ Reduce customer acquisition cost (CAC)
of the enterprise J| e Expand market (geographically or

demographically)
e Increase in market share

ROMI (return on marketing investment)
CAC (customer acquisition cost)

LTV (customer lifetime value)
Conversion Rate

Retention Rate

Traffic, subscriber, reach growth

performance indicators) and calculate

STEP 2: Identify marketing KPIs (key ;
economic impact

e Comparison of sales dynamics before and
after the launch of the strategy.

e The relationship between advertising
campaigns and traffic/profit growth.

e Analysis of A/B tests and conversion
funnels.

STEP 3: Build the connection between >
marketing and growth

/

e Increased brand awareness
STAGE 4: Qualitative impact 4) e Improved reputation
assessment /| e Higher customer loyalty
e Number of mentions in media/social media

Rice. 2. Stages of determining the impact of the marketing strategy
on the economic development of a trading enterprise
Source: developed by the author.

Conclusions and suggestions. Therefore, the marketing strategy when drawing
up the marketing budget should take into account the balance of importance and cost
of the components of the marketing strategy. The above calculations illustrate the de-
pendence of economic results on the information and communication technologies of
retail trade enterprises in Ukraine.

In the context of a significant variety of trade enterprises, the marketing costs outlined
in the marketing strategy depend primarily on the financial capabilities of the enterprises
themselves, therefore, digital technologies available in the IT market should be chosen in
accordance with available funds. Undoubtedly, the financial capabilities of a large super-
market and a small store are radically different, however, their competitive conditions are
different. But both often have situations when a potential buyer refused to buy. Trading
practice shows that losing the buyer is much easier than attracting a new one. Digital
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technologies are exactly the tool that allows you to significantly improve communication
between the seller and the buyer, turn the potential customer into the real one.
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OUIHKA BNNUBY MAPKETUHIOBOI CTPATEII HA EKOHOMIYHUXA PO3BUTOK
TOPIOBEJIbHOI'O NIANPUEMCTBA

AHomauis. Y cmammi 30iliCHeHO OUJHKY 8riusy MapKkemuH2080i cmpameaii Ha eKOHOMIYHUU PO38UIMOK mop-
208es1bH020 nidnpuemcmea. [nsi aus3Ha4yeHHsI eKOHOMIYHOI egheKmUBHOCMI Mop208esibHO20 MidNpuUeEMCcmaa 8UKOpU-
CmaHo cucmemy KIio4o8ux eKOHOMIYHUX rokasHukie (KPI), siki dossonstomes ouiHumu npubymkosicme, peHmabers-
Hicmb, nMPodykmueHicme i 3az2anbHull cmaH nidrnpuemcmea. Po3anisHymo MemoOuKu 8U3Ha4YeHHsT eghekmusHocmi
MapkemuH2080i cmpameeaii. [JosedeHo, W0 sukopucmaHHs Uughposux mexHoroeill y MapkemuHzosit OisiribHocmi
mopeaoseribHo20 nidnpuemMcmea € mum yHigepcarnbHUM YUHHUKOM, SKul mMae 6ymu 0608’93K080 8paxoeaHuM y map-
KemuHezoseili cmpameaii. AKUeHmMo8aHo y8azy Ha momy, wo yughposi mexHoroaii y mopeiesi, ki Matomes 8UKOPUCMO-
8ygamu MapKemorsioau, € PisHUMU 3a 8apmicmio i Marome 8idrnosidamu YyugposuM 3HaHHSIM i MOX/TUBOCMSIM rome-
HUItGHUX noKynuig. st au3Ha4YeHHs1 ornmumMaribHUX 8Umpam Ha 8UKOPUCMAaHHS y MapKemuH208il OisiiibHOCMI Pi3HUX
yughposux mexHoroaili 3anpornoHo8aHo nobydysamu Modersib 3aIeXXHOCMI 3Ha4Yyujocmi 8rsuey Ha EKOHOMIYHI roKa-
3HUKU OisiTbHOCMIi Mop208esibHUX rMidnpuemMcme pi3HUX Yugposux cknadosux MapkemuH2080i cmpameaii 8id sap-
mocmi ix sukopucmarHs1 3@ OONMOMO_20I0 3acCmoCy8aHHs1 MemoOuKU ¢hyHKUJOHabHO-8apmicHo20 aHarisy. ObrpyH-
moeaHo, Wo MapkemuHzo8a cmpameeis 6e3rnocepedHbO 8MnIuUeac Ha €KOHOMIYHULU PO38UMOK MOpP208eribHO20
nidnpuemcmaa, adxe 6ydb-siki Oiif Wodo po3sUMKY po3arisidarombCsi 8 KOHMeKcmi 00csi2HeHHS yinel nidnpuemMcmea.
HazonoweHo Ha moMy, W0 He BUKITIOHYEHHSIM € i MapKemuHa08i 3axo0U, OKPeCIIeHi MapKemuH2080t0 cmpameaieto
mopa0oeesibHO20 nidrnpuemMcmaa. Ap2yMeHmo8aHo, Wo MapKemuHa08a cmpameaisi npu ckrnadaHHi 6rodxemy mapke-
muHey Mae 8paxogysamu basiaHc 8axueocmi i eapmocmi ckradosux MapkemuH2080i cmpameeaii. 30iticHeHi po3pa-
XYHKU iITIOCMPYOMb 3a51eXHICMb eKOHOMIYHUX pe3yribmamie 6i0 iHghopmayiliHoO-KOMyHIKauitHUX mexHornoait nidnpu-
emcme po30pibHoi mopeieni YkpaiHu. BkazaHy mMemoOuKy pekomeHO008aHO eukopucmosysamu i Orisi npakmuku
OKPeMoe20 mopaoseribHoe0 nidnpuemcemea. [nsa susHadyeHHs KoegbiuyjeHmie eazomocmi AouinibHO 8UKopUCMo8y8amu
Memo0d eKcriepmHUX OUIHOK.

Knroyoei cnoea: mapkemuHa; cmpameaisi; uugposuli MapKkemuHa; eKOHOMIYHUL PO38UMOK; mMopa08esibHe
niérnpuemMcmeo; QyHKUiOHaIbHO-8apmicHUl aHariis.
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