Economic space Ne 212, 2026

V]IK 339.138:658.012.4:338.45
DOI: https://doi.org/10.30838/EP.212.73-78
Lykholat Svitlana
PhD in Economic Sc.
Lviv Polytechnic National University
JIuxoaar C.M.
KaHauaaTt E€KOHOMIYHHMX HayK

Hamionansuuii yHiBepcuteT «JIpBiBChKa MOJTITEXHIKA
https//orcid.org/0000-0002-0517-6852

Sahan Christina

Lviv Polytechnic National University

Caran X.b.

Hauionanshuii yHiBepcuteT «JIbBiBChbKa IOJIITEXHIKAY
https://orcid.org/0009-0005-1510-9468

Zvir Oleh
Lviv Polytechnic National University
3Bip O.T.

HamionansHuii yHiBepcuTeT «JIBBIBCHKA MOMITEXHIKA»
https://orcid.org/0009-0005-1510-9468

CONCEPTUAL MODEL OF STRATEGIC BUSINESS-TO-BUSINESS
MARKETING MANAGEMENT FOR INDUSTRIAL ENTERPRISES

The article substantiates the strategic significance of B2B marketing as a fundamental basis for managing industrial
enterprises under the conditions of global economic integration. The authors thoroughly reveal the theoretical founda-
tions of industrial marketing through the complex interaction of manufacturers, intermediaries, and specialized service
structures, where the primary subject is the system of professional business relationships within the exchange process.
The paper presents an original conceptual framework for effective B2B marketing principles, which demonstrates the
internal mechanism of transforming external market challenges into sustainable strategic performance outcomes. Par-
ticular attention is paid to the comprehensive development of a marketing strategy model, where market orientation,
internal operational productivity, and advanced information-communication support are identified as the core pillars of
success. It is proved that a robust information infrastructure ensures the necessary synergy between long-term strategic
planning and the daily operational activities of the modern enterprise.

Using the comprehensive PEST analysis toolkit, the macro-environmental factors determining the specific operating
conditions of domestic business entities are systematically categorized. It is revealed that the development of industrial
marketing currently occurs under conditions of high environmental turbulence, where political-legal shifts and socio-
demographic challenges create significant barriers to stable economic growth. The study further defines the critical role
of digitalization, specifically the implementation of CRM systems, technical SEO optimization, and the automation of the
Customer Journey, in significantly improving service quality and minimizing potential financial risks. The practical value
of this research lies in the systematization of strategic guidelines that allow industrial enterprises to move from traditional
formal planning toward highly effective marketing controlling. It is concluded that the synergy between a well-chosen
strategy and innovative digital tools is a decisive factor in ensuring global competitiveness and forming the long-term
loyalty of corporate customers in an unstable and shifting market environment.
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KOHUENTYAJIbHA MOAENDb CTPATEFNYHOIO YINPAB/IHHA
B2B MAPKETUHIOM NPOMMUCNOBOIO NiANPUEMCTBA

Y cmammi npoeedeno xomniexcre 00CaiONHCEHH CIMPAMe2iYHUX 3aca0 Ma KOHYenmyaibHux nioxooie 00 ynpasiinis
mapxemunzom y ceemenmi Business-to-Business (B2B) na npomucnosux punkax. Axmyanvhicmes pobomu 3yMoeneHa
HeobXionicmio adanmayii GIMYUHAHUX NIONPUEMCIE 00 YMO8 2100ANbHOI eKOHOMIYHOI IHmezpayii, NOCULEHHS
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KOHKYpeHYii ma cmpimMKo20 HayKOBO-MEXHIYHO20 npozpecy. Aemopamu po3Kpumo meopemudnull 6a3uc npomMucio8ozo
Mapxemuney uepes 63aemMooilo 8UPOOHUKIG, NOCEPEOHUKIB Ma CePEICHUX CMPYKMYP, 0e KAIOUO8UM 00 EKMOM GUCMYNAE
npoyec 0OMiHy ma CyKynHICMb OLI0GUX 63AEMUH MINC IOPUOULHUMU 0CODAMU.

B mearcax docnioscennss po3pobieHo agmopcbKy KOHYenmyaivHy cxemy 3acao egpexmusnozo B2B maprxemuney, sxa
HAOYHO GI3yauizye MpancQhopmayito 308HIUHIX MAPKEMUHSOBUX CIUMYIIE Y cmpameiyHi pesyivmamu OLLIbHOCMI
nionpuemcmea. Ocobnugy yeazy npulileHo noOyoosi MoOeli MapKemuHeo8ux cmpamezii, 0e QYHOAMEeHmaIbHUMU
eleMenmamy  8U3HAYEHO PUHKOBY OpIEHMAYilo, BHYMPIWHIO NPOOYKMUBHICMb mMd CUCEMHY iHQOpMayitiHo-
KOMYHIKayiuny niompumky. /logedeno, wjo came yugposa inghpacmpykmypa sucmynae inmezpamueHuUM YUHHUKOM, AKUU
3a6e3neuye CUHep2ilo Midc Cmpame2ivHUM NIAHYBAHHAM MA ONEPaAmuUeHUMYU Oi3HeCc-npoyecamu.

3a oonomocoro incmpymenmapiro PEST-ananizy nposedeno oOexommnosuyiro ¢pakmopie maxpocepedosuiya, ujo
BUSHAYAIOMb YMOBU (DYHKYIOHYBAHHSA 8IMUUSHAHUX CYO €kmig 2ocnodaprosants. Busenerno, wo pozsumok npomucioso2o
MapkemuHey 8i00y8a€mMbCs 8 YMOBAX BUCOKOI mMypOyieHmHOCmi, Oe NOJIMUKO-NPABosi ma cOYianbHO-0emMocpapiuni
BUKIIUKU CTNBOPIOIOMb bap €pu 01 cMabiibHO20 eKOHOMIYHO20 3pOoCcmanis. Busnaueno kpumuuny pons 0idocumanizayii,
sokpema enposadicentss CRM-cucmem, SEO-onmumizayii ma aemomamusayii knienmcovroeo wsxy (Customer Jour-
ney), y nidsuwenni aKocmi cepeicHoi ckiado6oi ma Minimizayii QiHanco8ux pusuKie.

Ipakmuuna 3navywicmes pobomu nojseac y cucmemamu3ayii cmpameziyHux OpicHmupis, wo 00380JI0Mb
MenedcmMenmy Gioiimu 6i0 YopmManrbHO20 NAAHYBAHHS HA KOPUCMb AKICHO20 MAPKEMUH208020 KOHMPOLIH2Y. 3pobreno
BUCHOBOK, WO CUHEP2is MIdC OOPAHUM CMPAMeSiMHUM 6eKMOPOM Md CYYACHUM YUPPOSUM THCMPYMEHmAapiemM €
BUPIUATLHUM (DAKMOPOM 3a0e3nedeHHsi KOHKYPEHMOCNPOMOICHOCME ma (OpMYBaAHHSI 00820CMPOKOBOT JIOANbHOCHIE
KOPNOPAMUBHUX 3AMOBHUKIE Y HeCMAOIIbHOMY PUHKOBOMY cepedosuui. 3anpononosanuti nioxio gopmye HaoitiHuil
@yHoamenm onsa macuimabyearnms OizHecy ma niOGUIEHHs 020 HCUMMEIOAMHOCI 8 YMOBAX IHHOBAYINIHOI eKOHOMIKU.

Knrwuoei cnosa: B2B mapxemune, npomucnosuii punox, PEST-ananis, yugposa mpancgopmayia, mapxemuneosi

IHCpYyMeHnmu.

Problem Statement. In the contemporary context of
globalization and the accelerated pace of scientific and
technological progress, the functioning of enterprises in in-
dustrial markets requires a fundamental reconsideration of
strategic management approaches. Traditional marketing
instruments, primarily oriented toward mass consumers,
prove to be insufficiently effective within the Business-to-
Business (B2B) segment, where the specificity of business
relationships is grounded in rational decision-making,
technological complexity of products, and the prioritiza-
tion of long-term partnerships. A significant contradiction
emerges between the necessity for rapid adaptation to dig-
ital standards - such as the implementation of CRM sys-
tems and the automation of the customer journey - and the
actual state of technical infrastructure and marketing com-
petence within enterprises. Under these circumstances,
there is an urgent need to develop an integrated conceptual
model capable of transforming a company’s market orien-
tation and internal productivity into a high-quality cus-
tomer experience.

Analysis of Recent Research and Publications. The-
oretical and practical aspects of B2B marketing as a strate-
gic business pillar are extensively explored by contempo-
rary Ukrainian scholars. Boichuk I.V. [1] defines B2B
marketing as a vital vector for global adaptation, empha-
sizing sustainable partnerships in industrial markets. Com-
plementing this, Okrepkyi R.B. and Lahotska N.Z. [2] ex-
amine the alignment of production capabilities with market
needs to ensure sustainable enterprise development.

The digital transformation of marketing tools is a cen-
tral theme in recent research. PuninYu.O. [3],
Lazneva 1.0O., and Hnatenko S.O. [4] analyze global prac-
tices and the implementation of internet marketing in dis-
tribution, highlighting the necessity of online channels for
corporate interaction. Starytskyi T.M. [5] further explores
modern B2B technologies as drivers of operational
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efficiency in industrial enterprises.

Internal integration and organizational coherence are
addressed by Orlo S.V. et al. [6], who substantiate internal
marketing as the foundation for coordinated organizational
units. Regarding competitive resilience, Chyhyryn O.A,,
Khomenko L.M., and Kalitai H.B. [7] propose strategic ap-
proaches based on sustainability principles. This discourse
is expanded by Horbal N. and Plish V. [8] through circular
business models, and by Bozhok A.R. and Kolbush-
kin Yu.P. [10], who view marketing as an instrument for
environmental and social integration in industry.

Finally, Knyazieva T.V. et al. [9] address global digi-
talization, emphasizing the need for integrated marketing
technologies tailored to the requirements of a data-driven
economy.

Thus, the analysis of the literature confirms that, de-
spite the existence of substantial scholarly contributions,
the issue of constructing a holistic conceptual model that
would integrate strategic B2B marketing management
while considering dynamic macro-environmental factors
requires further in-depth investigation.

The purpose of the article is to examine the specific
features and strategic directions of B2B marketing devel-
opment under modern economic conditions, to analyze the
influence of macro-environmental factors (PEST analysis)
on the business activity of enterprises, and to substantiate
the role of digitalization in transforming the marketing
toolkit of industrial enterprises.

Research methods. The research for this article was
conducted using a comprehensive methodological frame-
work: the method of scientific abstraction and generaliza-
tion (to establish the theoretical foundations of industrial
marketing), a systems approach and analysis (for an inte-
grated study of the B2B segment), and the decomposition
method (to structure macro-environmental factors). Addi-
tionally, the PEST analysis toolkit was applied (to identify
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strategic barriers and business opportunities), alongside a
comparative method (to distinguish the rational and tech-
nical specifics of B2B marketing from traditional con-
sumer marketing). The study further utilized modeling (to
develop conceptual frameworks), a literature review (to
synthesize existing research), and Customer Journey anal-
ysis (to substantiate the impact of digital automation on
service quality), as well as a graphical method (to visualize
data through figures and tables).

Presentation of the main research results. In the cur-
rent economic landscape, B2B marketing has evolved from
a specialized activity into a core strategic pillar for enter-
prise development and industrial market management. Its
adoption by domestic firms is driven by the imperatives of
globalization, intensifying competition, and rapid techno-
logical progress [1]. Unlike consumer marketing, the B2B
sector focuses on serving legal entities and organizations
that procure goods and services for industrial use, produc-
tion processes, or professional operations.

The theoretical foundation of industrial marketing is
defined by the interaction of its key actors-manufacturers,
intermediaries, financial institutions, government bodies,
and service firms-where the object is the industrial market
and the subject is the system of business relationships aris-
ing from their activities and exchange processes [2]. An
enterprise's effectiveness in this segment depends on ad-
hering to several conceptual principles [3]: prioritizing cus-
tomer needs through a profound understanding of their
technological and business requirements, ensuring mana-
gerial integration by embedding marketing across all or-
ganizational levels to maintain high service quality, and
maintaining a strategic orientation toward long-term prof-
itability by fostering customer loyalty.

The efficiency of B2B industrial enterprises depends on
a clear understanding of the market structure and business
activity drivers. To illustrate the core elements of partici-
pant interaction and the growing importance of marketing
tools, a conceptual framework is presented in Fig. 1.

[ B2B Marketing in the selected market segment ]

v

Market participants: interme-

diaries, manufacturers, finan-

cial institutions, banks, gov-
ernment bodies, etc.

Object of B2B marketing: the
industrial market, including in-
dustrial services and the
sphere of material production.

Subject of activity: the set of
relationships among various
market participants within the
framework of business activ-

ity.

v

Drivers of relevance: changes in the needs of
the target audience, globalization of
competition, innovation trends, increasing
societal expectations, declining effectiveness of
marketing activities

/
Consequences of relevance: intensification of
business processes, effective business
management, qualitative impact on the economic
development of the enterprise, application of
advanced technologie, improvement in the level of

services
- /

Fig. 1. Principles of effective B2B marketing for enterprises
Source: developed by the authors

Analysis of the principles in Fig. 1 illustrates that mod-
ern B2B marketing is a multi-level system. Here, the object
comprises the industrial market and material production,
while the subject encompasses the business relationships
between market actors. This framework traces how mar-
keting tools transform into strategic performance out-
comes. The structure clearly differentiates two spheres of
influence: the object sphere (the interaction space for man-
ufacturers, intermediaries, authorities, and service provid-
ers) and the subject sphere (focused on exchange processes
and professional business relationships between legal enti-
ties).

As illustrated in the framework, the actualization of
marketing is a strategic response to global challenges,
driven by three key factors: globalization, which demands

adaptation to international standards and open-market
competition; evolving customer dynamics, reflected in the
increasingly sophisticated service and technological re-
quirements of corporate clients; and technological pro-
gress, which compels enterprises to integrate innovation
directly into their marketing strategies to maintain devel-
opment momentum. B2B marketing can be regarded as an
integrative instrument that links external macroeconomic
factors with the internal efficiency of the firm, transform-
ing market challenges into strategic advantages.

Particular importance is attributed to the manifestations
of B2B marketing at both macroeconomic and microeco-
nomic levels [5].

At the macroeconomic level, B2B marketing acts as a
catalyst for intersectoral exchange, facilitating the rational
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allocation of resources within the national economy, stim-
ulating innovation through the procurement of high-tech
equipment, and shaping sustainable value chains across
various industrial sectors [6].

At the microeconomic level, it is transformed into an
internal business philosophy that allows for the optimiza-
tion of operational processes, enhances the accuracy of
technical specifications, and ensures the individualization
of approaches to each corporate client. This, in turn, di-
rectly influences the profitability of a particular business
entity, minimizes financial risks, and strengthens its market
position.

Strategic marketing planning in the B2B sector enables
the implementation of tasks related to the selection of op-
timal business strategies, niche focus through the identifi-
cation of latent demand, and the modernization of produc-
tion policies through the planning of research and develop-
ment activities. According to contemporary scholarly ap-
proaches, the most relevant and effective marketing

strategies for B2B companies include [7]: product differ-
entiation strategy, niche focus strategy, relationship mar-
keting strategy, digital transformation strategy, vertical in-
tegration strategy, and cost leadership strategy achieved
through high operational efficiency.

The evolutionary shift from a producer-oriented to a
consumer-oriented market demonstrates that sustainable
societal growth is now impossible without a profound un-
derstanding of demand. Analyzing these transformations
identifies the critical prerequisites for the future develop-
ment of B2B marketing.

To systematize strategic priorities and identify key in-
terconnections in the industrial sector, a comprehensive
management framework is essential. This framework illus-
trates the transition from general business philosophy to the
final outcome: enhanced customer experience quality. Fig-
ure 2 graphically represents the mechanism by which stra-
tegic factors influence company performance.

B2B marketing strategy

Information and communication

Market
orientation

support of B2B marketing; market-
ing strategy

Service quality

Enterprise performance

Figure 2. Conceptual model of B2B marketing strategies of enterprises
Source: developed by the authors

The presented conceptual model (Fig. 2) demonstrates
that the fundamental element of successful performance in
the B2B market is market orientation, which serves as the
foundation for the development of marketing strategy and
the enhancement of the enterprise’s internal process effi-
ciency. A special role in the model is assigned to infor-
mation and communication support, which integrates stra-
tegic objectives with operational activities, ensuring syn-
ergy among all management levels [8]. The proposed con-
ceptual model of marketing strategies visualizes the mech-
anism through which an enterprise’s market orientation is
transformed into the final outcome - high service quality.
The model emphasizes that the strategic choice of a B2B
company is not an isolated process; rather, it critically de-
pends on information and communication support as well
as the internal productivity of the enterprise.

The current stage of industrial market development is
characterized by rapid digital transformation, where the
implementation of innovative information and communi-
cation technologies becomes a strategic necessity for en-
suring the efficiency and responsiveness of business pro-
cesses [9].

The main vectors of digitalization in marketing include
the automation of the customer journey through online cal-
culators and configurators, expert-level content marketing
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that demonstrates technical competencies, and a data-cen-
tric approach to analyzing market trends.

B2B promotion demands tools tailored for rational de-
cision-making [10], including technical SEO, CRM sys-
tems, and digital platforms for managing specifications and
documentation. This digital transformation creates a uni-
fied information space where marketing communications
integrate seamlessly with production cycles.

In Ukraine, the contemporary marketing landscape is
shaped by intense macro-environmental pressures. For do-
mestic B2B enterprises, these external factors present both
growth opportunities and critical barriers, making strategic
resilience essential. To navigate these dynamics, the PEST
analysis framework is employed as a strategic audit tool to
categorize and evaluate macro-environmental impacts on
B2B decision-making. Within the industrial sector, PEST
analysis facilitates more than mere adaptation; it enables
enterprises to anticipate risks and prevent strategic errors-
a vital capability when launching products or entering new
markets. Ultimately, this framework provides the neces-
sary foundation for the effective planning and control of
marketing activities across all management levels.

Below is a systematization of the key macro-environ-
mental factors and an identification of their significance for
the enterprise’s marketing activities (Table 1).
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Table 1

PEST analysis of marketing macro-environmental factors in the B2B market

Factors Key Characteristics

Implications for Marketing

P — Political and le-

consumer protection).

Distribution of political power; legislative reg-
gal ulation (property rights, investments, taxation,

Shape the stability of the business environment and define
the legal framework for enterprise activities.

E — Economic
cycle.

Income distribution; phases of the economic

Determine purchasing power and overall demand for in-
dustrial goods.

S — Socio-demo-

graphic tion processes.

Dynamics of birth and mortality rates; migra-

Influence changes in consumption standards and product
quality requirements; determine labor force availability
and potential market capacity.

T — Technological

the market; innovation cycles.

Scientific and technological requirements of

Set the benchmark for competitiveness and technological
compliance of products.

Source: developed by the authors

The analysis of macro-environmental factors (Table 1)
indicates that the development of B2B marketing in
Ukraine takes place under conditions of high turbulence.
The identified factors have a dual nature: on the one hand,
they create objective opportunities for technological mod-
ernization and entry into new markets; on the other hand,
they form significant barriers in the form of legal instability
and demographic challenges.

Under such conditions, the effectiveness of industrial
enterprises directly depends on several key aspects: the
depth of analytics, achieved through the rejection of formal
planning in favor of high-quality marketing controlling and
forecasting; the adaptability of strategies, reflecting the
ability of businesses to respond promptly to environmental
changes; and team interaction, ensured through the integra-
tion of marketing philosophy across all levels of manage-
ment.

Thus, only a comprehensive consideration of external
determinants enables enterprises to select optimal develop-
ment strategies and maintain stable market positions in the
B2B sector.

Conclusions. The conducted study confirms that in the
context of globalization and accelerated scientific and tech-
nological progress, B2B marketing is transforming from a
supporting function into a fundamental basis of strategic
management for industrial enterprises. The specificity of
this segment, focused on serving legal entities and satisfy-
ing their production needs, requires business entities to
transition toward a model of deep functional integration
and prioritization of long-term loyalty.

The developed conceptual model of effective market-
ing principles clearly demonstrates that success in the mar-
ket depends on the enterprise’s ability to transform external

macroeconomic challenges into internal strategic ad-
vantages through a clear distinction between the object and
subject domains of interaction.

The macro-environmental analysis using the PEST
framework has revealed the dual nature of external factors
affecting domestic enterprises: alongside opportunities for
technological modernization, there are significant barriers
such as legal instability, degradation of the scientific and
technological base, and demographic challenges. Under
such circumstances, digital transformation and the imple-
mentation of innovative information and communication
technologies become critically important.

The automation of the customer journey, the use of
CRM systems, and a data-centric approach to market anal-
ysis are no longer merely competitive advantages but es-
sential conditions for survival within the complex chain of
B2B relationships.

In summary, the performance of an industrial enterprise
directly depends on the synergy between the chosen mar-
keting strategy, internal productivity, and strong infor-
mation support. The proposed model of strategic priorities
enables enterprises to systematize management processes
and ensure consistently high-quality customer experience.

Prospects for further research in this area lie in the in-
depth study of mechanisms for integrating artificial intelli-
gence into procurement decision-making processes in in-
dustrial markets, which will further enhance the personali-
zation of interactions with corporate clients.

Declaration on the use of Al. During the preparation
of this article, Al tools (specifically Copilot) were utilized.
The use of Al was limited by editing specific elements of
the English-language text. The authors bear full responsi-
bility for the submitted material.
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