.’ymmf--ﬂ

=ET T LT LA

\ M\

s s E s === q mmEE

HayKOBO-INIPAKTUYUYHMUN XYPHAI
Ne 7 kBimenb 2026

ISSN 2306-6814
9'772306"681405




I'oroBHMIT pepaKTOP:

€meapsuos B.M.,
AOKTOp HayK 3 Aep>KaBHOTO YIpaBAiHHA,
npodecop, 3aCAY>KeHMM Aldd HAyKu
i rexniku Yrpainn

3acTymHUKY TOAOBHOT'O PEAAKTOpA:

Anrtonosa AB.,

KaHAUAAT EKOHOMIYHUX HAYK, AOKTOD HAayK
3 A€P3KaBHOTO YIpaBAiHHS, Tpodecop
HopaT.A,,

AOKTODP eKOHOMIYHUX HAYK, Tpodecop

BianmoBipaabHi cexperapi:

MItupros O.M., kKaHAMAAT HAYK 3
Aep>KaBHOT'O YIpaBAIHHA, AOI€HT
Tumodees C.II., kauanaar Hayk 3
A€p>KaBHOTO YIpaBAIHHA, AOI€HT
Kyuepenko I'.b.

YreHu pepaknitHOT KOAerii:

Abbas Mardani, Ph.D. in Philosophy Management
(USA)

Baprom I'opaeniku, AOKTOP mOAiTHYHMX HAYK, TPODe-
cop (paryAbTETY SKYpPHAAICTURM ¥ MOAITMYHMX HAYK
Vuisepcurery imeni Apama Minkesnya (m. ITo3nans,
IToasma)

Beranns B. I1., kanauaaT eKOHOMIYHMX HAYK, AOKTOP
HayK 3 Aep>KaBHOTO yIpaBAiHHs, npodecop
Tapmiaep A. A., AOKTOP eEKOHOMIYHUX HAYK, AOLIEHT
I'nateeBa T. M., KaHAMAAT EKOHOMIYHMX HAVK,
AOI[eHT

I'pnmosa I. I0., AOkTOp eKOHOMIYHMX HAYK

Aauiii O. I., AookTOp eKOHOMIYHUX HAYK

Aenncenko M. II., AookTOp eKOHOMIYHUX HAYK,
npodecop

KosaoBceruit C. B., AookTOp eKOHOMIYHMX HAVK,
npodecop

KpaBuyxk A. O., KaHAMAAT EKOHOMIYHUX HAYK, AOLIEHT
Kymuip C. 0., KaHAMAAT €EKOHOMIYHMX HAYK,
npodecop

Aazapesa O. B., poxTop exonomiunmx Hayx,

npodecop

Hikoaroxk O. B., A0kTOp exoHOMIYHNUX HAYK,
npodecop

IarexanoB A. O., KaHAMAAT EKOHOMIYHUX

HayK, AOKTOD HayK 3 A€P>KaBHOTO

ynpaBAiHHA, Ipodecop

Cazonens I. A., AOKTOp eKOHOMIYHNX HAVK,
npodecop

Cazonenp O. M., AOKTOpP eKOHOMIYHUX HAYK, IpOdecop
Copoxka C. B., AookTOp HayK 3 A€ p>KaBHOTO YIIPaBAiHHS,
mpodecop

Crosn O. H0., kaHAMAAT eKOHOMIiYHMX HaVK,
AOKTOp HayK 3 Aep>KaBHOTO YIPaBAiHHSA, AOLIEHT
Tapacosa T. O., AOKTOp eKOHOMIYHNX HAYK,
npodecop

Yseprro A. A., KaHAMAAT EKOHOMIYHUX HAYK, AOLIEHT
SIpemenko A. M., k. e. H., AOLIEHT, AOLIEHT KaeApn
(inancis, 06Aiky i omopaTKyBaHHS

Spomescrka O. B., AookTOp eKOHOMIYHNX HAVK,

npodecop

IHBECTULII:
TIPAKTUKA TA AOCBIA
Ne 7 k6imenw 2026 .

XKypuaa 3acuosano y ciuni 2002 poxy.
Buxoauts 2 pa3u Ha Micsaub

JKypHaa BKAIOUEHO AO IIePeAIKY HAYKOBUX HaxoBUX
BUAAHDb YKpaiHU 3 TUTaHb

EKOHOMIKM TA AEPSKABHOTO VIIPABAIHHS

Kareropis «b»
(Haxkas MinictepcTBa ocBiTH i Hayku YKRpainu Bip
02.07.2020 Ne 886)

Cneniaasnocti —051,071,072,073, 075,076, 281, 292

THAEKCALIS BUAAHHS B HAVKOMETPUYHMX BA3AX:

— Index Copernicus (IC);
— SIS;
— Google Scholar.

Iaentudirarop aApyxosanoro meaia B Peectpi R30-02734
ISSN 2306-6814

ITepeanaaTuumii inpexc: 23892

Aapeca pepaxuii:
04112, m. Kuis, Bya. Aoporoskurpxka, 18, x. 29
ITomroga appeca:
04112, m. Kuis, Bya. Aoporoskurpka, 18, x. 29

Teaedomn: (044) 223-26-28, 458-10-73
(050) 382-06-63

E-mail: economy_2008@ukr.net
www.nayka.com.ua
www.investplan.com.ua

3aCHOBHUKU:

Yoprnomopcoxkuii nayionarvnuii ynibepcumem imeni
Hempa Mozuau,

TOB"AKC Leump"

Bupasernp:

TOB"AKC Lenmp"

IlepeApyKyBaHHS AO3BOASETBCS AUIIE 32 3TOAOIO PEAAKIIii.
BianmosiaaasHicTb 3a A0Gip i BUKAaAeHHS G aKTiB HECYTh aBTOPH.
Peaakuis He 3aB>KAM mOAiAsSIE MO3UL 0 aBTOPIB My6AiKanii.

3a 3MicT Ta AOCTOBIpHICTh peKAaMM Hece BiAIOBiAAABHICTH
PEKAAMOAABEIb.

PexomenaoBano A0 Apyky Buenoro Paporo 09.04.26 p.
Iliamucano po aApyxy 09.04.26 p.

®opmar 60x84 1/8, Vm. Apyk. apk. 80.9.
Haxkaap — 1000 npum.

ITanip xpeiaoBanmit, APyK odceTHMI.
3amosaenns No 0904/2.

Biaapykosano y TOB «AKC Ientp»

M. Kuis, npos. Kypenisceknii, 17

Tea. (044) 537-14-34

Copyright © The Author(s). This is an open access article
distributed under the terms of the Creative Commons Attribution
License 4.0 (https://creativecommons.org/licenses/by/4.0/).



POSMIINEHHA CTATTI

1. Bumoryu moao0 3MicTy HayKOBOT CTATTi.

1.1. Bucoxuit HayKoBui piBeHb CTATTI.

1.2. IlpuitmatoTses paninre He ony6AikoBaHi HAYKOBI cTaTTI.

1.3. ABTOop Hece BiATIOBiAaABHICTD 38 OpUTIiHAABHICTD TEKCTY CTATTI (32 mAariat Biamosiaae aBrop).

1.4. CrarTs moBuHHa 6yTH HAIMCAHA YRPATHCHKOIO, POCIICHKOI0 a60 AaHTAIICHKOIO0 MOBOIO.

1.5. Aropu ony6aikoBaHux MaTepiaAiB HeCyTb BIAIOBIAAABHICTS 32 TOYHICTh HaBeAeHMX (DAKTIB, UTAT, CTATHUC-
TUYHUX AAHWX, BAACHNUX Ha3B, reorpadiyHux Ha3B Ta iHIIMX BIAOMOCTeJ], a TAKOK 3a Te, [0 B MaTepiarax He
MIiCTSATHCS AdHI, [0 HE MAASTAIOTh BIAKPUTIif my6Aikamii.

1.6. OcraTtoune pimenns npo ny6aikanio yxsaawerscs PepakiiiHoro koaeriemo, Sika TaKOK 3aAymae 3a o600
IIpaBO Ha AOAATKOBE pelleH3yBaHHsA, peAar'yBaHHA | BIAXMACHHA CTaTeil.

2. Bumoru moao opopMAeHHS HAYKOBOT CTATTi.

2.1.V crarri 3 AiBoro 6oky mae crostu inaerc YAK (Peructp — «BCE ITPOIIMCHBIE »)

2.2, Ininiaau Ta npissume aBropa. Yepes komy micas I1Ib 3a3HavaeThcs HAYKOBUIY CTYIiHb, BICHE 3BAHHS, IOCAA,
HaykoBuii 3akaaA. (Ha moBi crarti, ykpaiHCchKOIO (KO CTAaTTA He yKpaIHOMOBHA) Ta aHTAIICBKOIO MOBOIO).
ORCID ID.

2.3. Hasga crarti (Perncrp — «Kak B mpeArOsKeHMSX ») MOBOIO CTATTi, YKpaiHCHKOIO (KO CTATTS He YKpaiHOMOBHA)
Ta aHI'AlChKOI0 MOBOIO.

2.4. Anoranis.

2.4.1. Mosoto crarri (o6¢csr He menm sk 100 CAiBg.

2.4.2. Auraiiiceroro moBoro (o6c¢sr He menm sk 1800 3Hakis 6e3 npo6inis).

2.4.3.V craTTi He yKpaTHCHKOIO MOBOIO 060B’I3K0Ba aHOTALisl YKPaTHCHKOI MOBOIO (06CAT He MEHII 5K
1800 3naxis 6e3 mpobinis).

2.5. Kao4osi caoBa (5—8 caiB) MoBOIO cTaTTi, yKpaiHCHKOIO (KO CTATTSA He YKpAaT{HOMOBHA) Ta aHTAIICHKOIO
MOBOIO.

2.6. Texcr crarTi.

V crarri nosunHi MicTuTncsh (i3 BUAiAeHHAM Y TeKCTi) Taki eAeMeHTH:

— IIOCTAHOBKA POGAEMI ¥ 3aTaAbBHOMY BUTASIAL Ta i1 3B’A30K 13 BASKAMBUMM HAYKOBUMMY 49U IPAKTUIHIMU
3aBAAHHAMI;

— aHaai3 ocraHHIX AOCAIAJKReHD | my6AiKaLii, B IKMX 3a[I0YaTKOBAHO PO3B’A3aHHs AaHOT mpo6aemy | Ha ski
CIMPAETHCS aBTOP, BUAIAEHHS He BUPIlIeHUX paHille 4aCTHH 3araAbHOT IPOGAEMY, KOTPUM IIPUCBIIYETHCS
O3HAYeHa CTaTTs;

— (popmMyAIOBaHHS IiA€N CTATTI (HOCTAHOBKA 3aBAAHHS);

— BMKAAA OCHOBHOTO MaTepiaay AOCAIiAKeHHS 3 TOBHUM OGTPYHTYBaHHSAM OTPMMaHNUX HAYKOBUX
pe3yAbTarTiB;

— BUCHOBKY 3 IIPOBEAEHOTO AOCAIASKEHHS i HepCHeKTUBY NOAAABIINX PO3BIAOK Y IIbOMY HAIIPAMI;

— CIIMCOK AiTepartypy;

— cnucoxk aiteparypu (References) 8 pomancsromy aadasiri.
3riAHO 3 HOBMMM [IpaBMAAMY, SIKi BpPAXOBYIOTh BUMOTH Mi>KHaPOAHMX CUCTEM [UTYBAHHS, ABTOPY CTAaTeil HOBUHHI
AaBaTH CIMCOK AiTepaTypu B ABOX BapiaHTax: OAMH MOBOIO OPMTiHAAY i OKpeMMUM 6AOKOM TO¥ JKe CIIMCOK
Airepatypu (References) 8 pomancsromy aadasiri (harvard reference system), mosToproroun B HbOMY B TOMY 3K
HOPAAKY BCi AXKepeaa AiTepaTypy, He3aA€KHO BiA TOTO, 4 € CepeA HUX {HO3eMHi.

AAst mpaBuABHOTO 0(DOPMAEHHS, CKOpUCTaliTecs peKoMmeHAatismu http://www.economy.in.ua/d/ references.doc
a60 3aMOBTe IJI0 IOCAYTY B peAaKyil (AMB. aHKETY AASL aBTOpA).

3. Texuiuui BMMOru AO CTaTTI.
3.1. O6¢csr pyronucy — 20—35 Tuc. 3HaKiB, BRAIOYAIOYM PUCYHKM, TAOAMII.
3.2. Crarrsa nosuuHa 6y Ty BUKOHaHa y popmati A-4 rexcrosoro peaakropa Microsoft Word for Windows (pudt
— Times New Roman). Iximo crarts 3po6aena B peaarropi Microsoft Word (sepcist 2007) i mae posmupeHHam
.docx, 0608’13K0BO NOTPIOHO BiATIpaBUTI AOAATKOBO (patiau ctarTTi nepesbepeskeni y popmar .doc arst Microsoft
Word (Bepcist 97-2003) a6o .rtf. Hazsa dariry mae Biamosipatu npizsumy aBropa (Hanpukaaa: Isanos a6o Ivanov ).
3.3. KiabkicTs TabAnyHOTrO MaTepiany Ta iarocTpaniit mosuaHa 6yTH Ao pedroto. Indposuit matepiaa mopaerses y
TabAuI, 10 Ma€ MOPSAKOBMI HOMep (HanpurAaa, Tabanns 1.) i Ha3By (APYKYEThCS Hap TabAMUIEIO TOCEPEANH]
skupHuM mpudrom). Iarocrpanii rakosx HOTﬁi6Ho HyMepyBaTH | BOHV IOBMHHI MaTy Ha3BM, AKi BKa3yIOThCA MiA
KOJKHOIO iATocTpanieio (Hanpukaaa, Puc. 2. IlepeBaru edpekTuBHOT CTpyRTYpu3anii mooury).
3.4. Pucyukn, Bukonani y MS Word, norpi6Ho 3arpynysatu; BOHM NOBUHHI OYTH € AMHUM I‘paépi‘IHI/IM 06’ekToM. Arst
§I/ICYHK1B, 3pobaenux y nporpami Excel, morpi6ro popaTroBo A0 crarti Bianpasutn daita Excel (2003).

5. ®opmMyAM BUKOHYIOTHCS 3a AOIIOMOT0I0 BOyAOBaHOTO pepakropa popmya MS Equation i mymepyiorscs 3
IpaBoTo GOKY.
3.6. ITocuaanHs Ha AlTepaTypy B TEKCTI HEOOXIAHO TOAABATH B KBAAPATHMX AYKKaX, HAPUKAAA, [3, c. 35;8, c. 56—
59], B akux nepura uudpa BKa3ye HOPAAKOBMII HOMED AKepeAa B CIUCKY AiTepaTypu, a Apyra — BIALOBiAHY
CTODIHKY B [IbOMY ASKEPEAl; OAHE ASKepeAo (31 CTOPIHKOIO) BiAOKPEMAIOETHCH BiA {HIIOTO KPAIKOIO 3 KOMOIO.
3.7.%7 cTaTTi He MOBUHHO GYTH epeHOCY CAlB Ta MakpociB [Ipy Ha6Opi CAIA BUMKHYTH aBTOMATHIHMI «M’SIKUI»
nepeHoc (3260 POHEH] «IPUMYCOBI» IEPEHOCH — 33 AOTIOMOTOI0 Ae(icy). AG3ary Ho3HaYaTH TIABKYM KAABIWEO
«Enter», He 3acTOCOBYBaTH IPOGiAM 200 TabyAsLio (kAasima «Tab »).

4. Marepiaan, siki moTpiGHO MOAATH AO PEAAKILIT.
4.1. Crarrsi, pucyHky OkpeMumu ariramu (SKwo NoTpiGHO (AnB. IyHKT 3.4).
4.2. Aukera }(DCKaanM Ha caifiTi).
4.3. Penen3is Ha craTTio* (3 MIAIMCOM peljeH3€eHTa Ta [Ie4aTKO0):

— AKIO aBTOP a60 OAVH i3 CiBABTOPIB He Ma€ HAYKOBOTO CTYyMeHs (CTATTI YKPaTHCHhKOIO, POCiiChKOI0 a60
aHTAIICBKOIO MOBaMu);

— AKIIO B CTATTi OAVH aBTOP, KNI HE MA€ HAYKOBOTO CTYIIEHA AOKTOPAa HAYK (CTATTi aHTAIICBKOIO MOBOIO).
Marepiaau HapCHMAQTH Ha eAEKTPOHHY appecy economy_2008@§ukr.net

* Peyen3ito ma Bumasaz pedaxyis mac npabo 3anpocumu y abmopa 3 Hayxobum cmynenem.
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MODELING OF PROCESSES

OF MANAGING CHANGES

IN ORGANIZATIONAL STRUCTURES
OF ENTERPRISES IN THE CONTEXT

OF INCREASED MARKETING ACTIVITY

O. M. MapTuH,

K. €. H., AOIIeHT, AOIL|eHT KapeApy IIpaBa Ta MEHEASKMEHTY y cdepi uBiAbHOTO 3aXuCTYy,

AbBiBCBRUIT Aep>KaBHMI YHIBepCUTET G€3MEKNU SKUTTEAIIABHOCTI

O. IT. 3aBapa,

K. ®.-M. H., AOII€HT, AOIeHT KadeApH iHPOPMaLifHNX CUCTEM y MEHEASKMEHTI,

AsbBiBchKUit HajioHaABHMIT yHiBepcuTeT imeni IBana @panka

T. I. CaGenpka,

K. €. H., AOIIeHT, AOIL|eHT Kape APy Mi>KHAapOAHOT €KOHOMIKM, MapKETHMHIY | MeHEeASKMEHTY,

IBano-®paHkiBChbRMIT HABYAABHO-HAYKOBMI IHCTUTYT MEHEAKMEHTY 3axXiAHOYKPalHCHKOTO HAIliOHAABHOTO YHIBEPCUTETY
0. C. ITapoxHeHKo,

cTapunii BUkAaAad KadeApy MeHeAKMeHTY, HanioHaabHMI TpaHCIOPTHUI YHiBEpCHUTET

MOAEAIOBAHHS MPOLUECIB YITPABAIHHS 3MIHAMU OPI‘A!:IISAHIVIHI/IX CTPYKTVYP
MIATIPUEMCTB B YMOBAX AKTUBI3ZAIII MAPKETUHTOBOI AISSIABHOCTI

The article explores the theoretical and methodological principles of modeling the processes
of managing changes in organizational structures of enterprises in the context of increased
marketing activity. It is substantiated that modern enterprises operate in a dynamic
environment, where the key factor of competitiveness is not the stability of the organizational
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structure, but its ability to continuously transform under the influence of market changes,
digitalization and the evolution of consumer behavior. Itis determined that marketing in modern
conditions acts as a system-forming element of management, which forms the strategic vector
of enterprise development and determines the need to adapt internal management mechanisms.
Modern approaches to managing changes in organizational structures, which are based on the
concept of an enterprise as a dynamic system in a state of constant adaptation, are analyzed.
It is established that existing models of change management do not sufficiently take into
account the influence of marketing factors, which necessitates the integration of the marketing
component into organizational design processes. An economic and mathematical model for
assessing the effectiveness of the organizational structure of an enterprise is proposed, which
takes into account the level of development of marketing activities, the flexibility of the
structure, the adaptability of management processes and the level of interfunctional
coordination. Based on the modeling conducted, it is proven that the effectiveness of the
organizational structure largely depends on the consistency of the specified parameters, and
the insufficient level of coordination is a key limiting factor in the realization of the marketing
potential of the enterprise. The results of the study confirm the presence of the effect of
"organizational limitation”, in which even a high level of development of marketing activities
does not provide a corresponding increase in efficiency without proper synchronization of
internal processes. The need for a comprehensive transformation of organizational structures
with the simultaneous development of marketing, management and coordination mechanisms,
as well as the introduction of digital management tools and strengthening horizontal
connections is substantiated. The practical significance of the results obtained lies in the
possibility of using the proposed model as a tool for supporting managementdecisions, which
allows assessing the effectiveness of organizational changes, identifying "bottlenecks” in the
management system and forming reasonable scenarios for the development of the enterprise.
Prospects for further research are related to expanding the model by taking into account
external environmental factors and analyzing the dynamics of changes in efficiency over time.
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Y crarrigocnipxeHo TeopeTnko-mMeToa0JIOriYHI 3acanmn MO4EeII0OBaHHS NpoueciB ynpaBJ/liiHHS
3MiHaMu opraHi3ayiliHUX CTPYKTYp NignpueMCTB B yMOBaxX aKTUBi3aLii MapKeTUHroBoi fisiNb-
HOCTi. O6rpyHTOBaHO, YO cyYacHi nignpnemcTBa yHKLIOHYIOTb Y ANHAMIYHOMY cepefoBuLLi,
Ae KJII04OBUM YNHHUKOM KOHKYPEHTOCMPOMOXXHOCTI € He cTabinbHicTb opraHi3auiiHOi CTPYKTYy-
pu, aiif 3agaTHicTb 4o 6e3nepepBHOi TPpaHcopMaLii nig BNINBoOM PUHKOBUX 3MiH, undposisayii
Ta eBoJIOLii CNOXUBYOT noBefiHkNn. BU3Ha4eHO, L0 MapKeTUHr y cydaCHUX yMoOBax BUCTYNnae
CUCTEMOYTBOPIOIOYUM €JIeMEHTOM yrpaBJliHHS, IKNA POPMY€E cTpaTteriyHUm BeKTop PO3BUTKY
nignpmemMcTBa Ta 3yMOBJIIOE HEeoOXigHIiCTb aganTayii BHYTPiLWWHiX ynpaBiHCbKUX MeXaHi3MiB.
lpoaHanizoBaHo cy4yacHi nigxoav Ao ynpaBnaiHHs 3MiHaMy opraHisauiifiHux CTPYKTyp, ki 6a3y-
I0TbCS Ha KOHUenuii nignpuemMmcTBa sk AnHaMiyHOT cucremn, Lo nepebyBa€ y cTaHi NOCTiHOT
apnanTtauyii. BctaHOBJIEHO, O iCHYIOYi Mogeni ynpaBaiHHS 3MiHaMU HeJOCTaTHbO BPaxoBYIOTh
BIMJINB MapKeTUHroBux pakTopis, LLLO 06YMOBJIIOE HEObBXiAHICTb iHTerpawyii MapkeTUHroeoi ckna-
AOBOT y npoyecu opraHizaliiHOro npoeKTyBaHHs. 3anpornoHOBaHO €KOHOMIKO-MaTemMaTuvyHy
Monaesib OUiHIOBaHHS e PeKTUBHOCTI OpraHi3alUiiHoi CTPYKTypy nignpuemMcTBa, sika BpaxoBye
piBeHb PO3BUTKY MapKeTUHIOBOI Bisi/IbHOCTI, THY4YKiCTb CTPYKTYPU, aganTUBHICTb yrpaBJ/liHCb-
Kux npoueciB Ta piBeHb Mi>XX¢pyHKLiOHaIbHOT koopAanHauii. Ha ocHoBi npoBegeHOro Mogesnio-
BaHHSI AOBEAEHO, L0 ePEeKTUBHICTb OPraHi3aliiHOi CTPYKTYpPU 3Ha4YHOIO MipOI0 3a/1eXXNThb Bif
Yy3ro)keHoCTi 3a3HayeHuUx napamMeTpiB, a He4OCTaTHI piBeHb KOopANHaLii BUCTynae K040~
BUM 0OMeXyo4YnmMm pakTopomM peanizayii MapkeTUHroBoro noreHuyiany nignpuemcrea. Pe3yb-
TaTn A4OCNIAXEeHHs NiATBepaXYyIOTb HassBHICTb e(peKkTy "opraHisauiliHoro oomexxeHHs", 3a IKOro
HaBiTb BUCOKWIi piBe€Hb PO3BUTKY MapKeTUHIoBOI BiasbHOCTi He 3abe3neYyye BiANOBiAHOIro 3po-
CTaHHA e(peKTUBHOCTI 6e3 HaslexHOi CUHXPOHI3aLii BHYTpiwWHix npoyeciB. OGrpyHTOBaHO He-
00xigHicTb KOMMNEKCHOT TpaHcopMaLii opraHizauiiHuXx CTPYKTYp i3 Oo.4HOYaCHUM PO3BUTKOM
MapKeTUHIOBUX, ynpaBJsliHCbKUX Ta KOOPAUHaLiNHUX MeXaHi3MIiB, a TaKOXX BIIPOBaAXeHHS Ung-
POBUX IHCTPYMEHTIB yripaBJliHHSI Ta NOCUJIEHHSI FTOPU3O0HTaJIbHUX 3B 'A3KiB. [IpakTuyHe 3Ha4YeHHSs
olep>XaHUX pe3ysnbTaTiB NOJIIra€c y MOXJ/INBOCTi BAKOPUCTAaHHS 3anporioHOBaHOi MmoAgeni sik
IHCTPYMEHTY NiaTPUMKN ynipaB/iHCbKUX PillieHb, L0 1O3BOJISIE OLiHIOBaTN e PeKTUBHICTb OpraHi-
3auiriHux 3MiH, BUSIBAISITU "BYy3bKi Micya” y cucTemi ynpaBiiiHHA Ta ¢popmMmyBaTv OGrpyHTOBaHiI
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cueHapii po3suTky nignpuemcta. lepcriekTnBu noganbLUNX [OCNAIAXEHb NOB'93aHi 3 poO3LUN-
PEHHSIM MoAeJli WASIXOM ypaxyBaHHSI paKTopiB 30BHILLUHbOro cepeAoBuLLa Ta aHali3oM ANHa-

MiKV 3MiH e (PeKTUBHOCTIi Yy 4aCOBOMY BUMIpI.

Key words: change management, organizational structure, marketing activities, adaptability, modeling.
KnrouoBi cnoBa: ynpaBninHs 3MIHAMU, OP2aH3aUITHa CMPYKmMYpPa, MapkemuHaoBa disnbHicms, adanmuBHicme,

MmodenoBaHHs.

GENERAL STATEMENT OF THE PROBLEM
AND ITS CONNECTION WITH IMPORTANT
SCIENTIFIC OR PRACTICAL TASKS

Businesses increasingly operate in an environment
where change is not the exception, but the norm. Markets
are rapidly transforming under the influence of
digitalization, consumer behavioral changes, and increased
global competition. In such conditions, the sustainability
of abusiness is determined not so much by the stability of
its structure as by its ability to constantly restructure it.
Marketing plays a much broader role in this process than
traditionally — it ceases to be a separate function and
actually sets the vector of development for the entire
organization. The requirements for rapid response to
changes in demand, product personalization, and
integration of digital channels force businesses to
reconsider their internal management logic. However, in
practice, a gap often arises: marketing develops faster
than the organizational structure transforms. As aresult,
inconsistencies appear between departments, duplication
of functions, or, conversely, "failures" in responsibility.
That is why the question of formalizing change processes
arises — not as one-time solutions, but as a managed
system.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS, IN WHICH THE
SOLUTION OF THIS PROBLEM WAS
INITIATED AND ON WHICH THE AUTHOR
RELIES, HIGHLIGHTING PREVIOUSLY
UNRESOLVED PARTS OF THE GENERAL
PROBLEM, TO WHICH THE SPECIFIED
ARTICLE IS DEVOTED

Modern approaches to change management are
gradually moving away from linear models focused on
successive stages of transformation. Instead, an idea of
the organization as a dynamic system that is in a state of
constant adaptation is being formed (M. Bagorka, I.
Kadyrus, N. Yurchenko, Yu. Kotelnikova, V. Zelenyak, I.
Kaitansky, M. Shcherba, etc.) [1—6]. In this context, the
organizational structure ceases to be a rigid structure and
is considered as a variable configuration of interactions
that must meet current strategic objectives. This is
especially true for enterprises where marketing determines
the key directions of development (M. Bagorka, O. Kryvko,
D. Stroeva, N. Valinkevich, etc.) [6—17]. Studies also
show that the integration of marketing functions into the

management system leads to a change in the nature of
internal relations — from vertical to horizontal. At the
same time, most change models focus on internal
organizational aspects and only partially take into account
marketing dynamics [18—27]. This creates a need for
approaches that allow organizational changes to be
considered not in isolation, but in connection with the
development of marketing activities.

FORMULATION OF THE OBJECTIVES
OF THE ARTICLE (TASK STATEMENT)

The purpose of the article: to substantiate the
theoretical and methodological principles of modeling the
processes of managing changes in the organizational
structures of enterprises and to determine the impact of
the intensification of marketing activities on their transfor-
mation. The objectives of the article: to reveal the essence
of the organizational structures of the enterprise in the
conditions of change and their relationship with marketing
activities; to investigate the impact of the intensification
of marketing processes on the transformation of orga-
nizational structures; to systematize modern scientific
approaches to managing changes in organizational
structures; to substantiate the feasibility of using eco-
nomic and mathematical modeling in the processes of
change management; to form a model for assessing the
effectiveness of the organizational structure taking into
account marketing factors; to determine the key
parameters of influence (marketing activity, flexibility,
adaptability, coordination) on the effectiveness of the
structure; to carry out practical testing of the model and
interpret the results obtained; to determine the directions
of improving the organizational structures of enterprises
in the conditions of intensification of marketing activities.

PRESENTATION OF THE MAIN MATERIAL
OF THE STUDY WITH A FULL
JUSTIFICATION OF THE OBTAINED
SCIENTIFIC RESULTS

Modeling of change processes is based on the idea of
the organizational structure as a system of interconnected
parameters that change under the influence of both internal
and external factors. The activation of marketing activities
directly affects the transformation of the organizational
structures of the enterprise, changing the nature of internal
relationships, the speed of decision-making and the level
of coordination between departments. To formalize this
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influence, it is advisable to use the generalized functional
dependence of the effectiveness of the organizational
structure on the key management parameters:

E=aM+ 85 +yA+ SCE

where

E — integral efficiency of the organizational structure;

M — level of development of marketing activities;

S — flexibility of the organizational structure;

A — adaptability of management processes;

C — level of interfunctional coordination;

ct, ﬁ, Y, d — weighting factors of the influence of
the corresponding factors.

For practical testing of the model, we will accept
conditional normalized values of indicators in the range
[0;1], which corresponds to the current state of the
enterprise, which actively develops marketing activities:

M = 0.8 (highlevel of marketing activity);
5 = 0.6 (averagelevel of structural flexibility);

A = 0.7 (sufficient management adaptability);
C = 0.5 (insufficient coordination between depart-
ments).

The weighting coefficients are determined taking into
account the significance of the factors in modern
conditions:

& =0.35;
B =0.20;
¥ =0.25;
d =0.20.

Then the integral efficiency of the organizational
structure will be:

E=035-08+0,20-0,6+0,25-0,7+0,20-0,5

E =028+0,12+0,175+0,10=0,675

The obtained value E = 0.675indicates an average
level of efficiency of the organizational structure under
conditions of active marketing activities. At the same time,
the analysis of the components of the model shows that
the most limiting factor is the insufficient level of
coordination between departments, which hinders the full
realization of the marketing potential of the enterprise.
Further modeling allows us to assess the impact of
changing individual parameters on overall efficiency. In
particular, if the level of coordination is increased to
C = 0.8 (due to the integration of marketing and
production processes), the efficiency value will be:

E=0,28+0,12+0,175+0,16= 0,735

The growth of the integral indicator to 0.735 confirms
that coordination is a critical factor in ensuring the
effectiveness of the organizational structure in the context
of increased marketing activity. Similarly, increasing the
flexibility of the structure S through the introduction of
project or matrix forms of management also contributes
to increasing efficiency. This indicates that the trans-
formation of the organizational structure should not occur
fragmentarily, but comprehensively — with the
simultaneous development of marketing, management and
coordination mechanisms. Thus, the application of the
proposed model allows not only to quantitatively assess
the effectiveness of the organizational structure, but also
to identify "bottlenecks" in the change management

system. In the context of increased marketing activity, the
key direction of transformation is to ensure consistency
between departments, increase the flexibility of the
structure and develop adaptive management mechanisms.
The results obtained confirm that the effectiveness of
organizational changes is determined not only by the level
of marketing development, but primarily by the ability of
the enterprise to integrate marketing processes into the
overall management system. Further development of the
proposed approach allows moving from a static
assessment of efficiency to an analysis of the dynamics of
organizational changes over time. In this context, it is
advisable to consider the indicator £ not as a one-time
value, but as a variable reflecting the evolution of the
organizational structure under the influence of marketing
activity. This means that the enterprise can track the
change in efficiency depending on the intensity of the
implementation of marketing tools, the level of
digitalization and the speed of adaptation of internal
processes. Another important aspect is the sensitivity of
the integral indicator to changes in individual factors.
Analysis of the model structure shows that the greatest
influence on the result is exerted by the parameter M, which
reflects the level of marketing activity, but its
effectiveness largely depends on consistency with other
components. In the absence of a sufficient level of
flexibility or coordination, even high values of Mdo not
provide a proportional increase in E. This indicates the
presence of the effect of "organizational constraint", when
the potential of marketing is not realized due to
institutional and structural barriers. In practical terms, this
means that enterprises should focus not only on the
development of marketing tools, but also on the
synchronization of internal changes. In particular, the
introduction of new communication channels, digital
marketing platforms or analytical systems should be
accompanied by adaptation of the organizational
structure, redistribution of powers and changes in the
mechanisms of interaction between departments. Without
this, an imbalance arises between the speed of external
market changes and the internal ability of the enterprise
to respond to them.

Special attention is paid to the relationship between
adaptability (A) and structural flexibility (S). Although
these parameters are similar in content, their functional
role is different. Structural flexibility reflects the ability
of an enterprise to change its management configuration,
while adaptability characterizes the speed and quality of
decision-making in response to changes. A high level of S
without proper development of A can lead to a formal
update of the structure without areal increase in efficiency,
while the combination of these parameters provides a
synergistic effect. In addition, the modeling results
demonstrate that coordination (C)performs an integrating
function in the change management system. It is it that
provides a connection between individual elements of the
model and determines the level of consistency of
management decisions. Increasing the value of this
parameter helps to reduce information gaps, improve the
quality of communications and increase the efficiency of
resource use. In modern conditions, this is achieved
through the implementation of digital management
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systems, the development of corporate information
platforms and the strengthening of horizontal ties.
Expanding the model also allows you to take into account
the influence of the external environment, in particular the
intensity of competition, the level of market digitalization
and the speed of change in consumer preferences.
Although these factors are not directly included in the
formula, they determine the values of the parameters M,
S, A and C, forming the general context of the enterprise's
functioning. Thus, the model can be used as an adaptive
management tool, allowing to adjust internal parameters
depending on changes in the external environment. In the
strategic dimension, the proposed approach opens up
opportunities for the formation of scenarios for the
development of the organizational structure. The
enterprise can model various options for changes,
changing the values of individual parameters and assessing
their impact on integrated efficiency. This allows to
reasonably determine the priorities of transformation,
optimize the allocation of resources and minimize the risks
of ineffective management decisions.

Therefore, further development of the model confirms
its versatility as an analytical tool for change management.
It allows combining qualitative characteristics of the
organizational structure with quantitative assessment of
efficiency, providing a deeper understanding of the
processes of enterprise transformation in the context of
increased marketing activity.

CONCLUSIONS FROM THIS STUDY
AND PROSPECTS FOR FURTHER
RESEARCH IN THIS DIRECTION
Organizational structures in the conditions of
increased marketing activity cease to be stable structures
and turn into dynamic systems that change together with
the market environment. In this process, the ability of the
enterprise to coordinate marketing and management
processes is of decisive importance. Modeling allows you
to make these changes manageable — not intuitive, but
justified. It makes it possible to assess the consequences
of transformations even before their implementation and
determine optimal development directions. The practical
effectis manifested in increasing the speed of enterprise
adaptation, reducing internal contradictions and more
efficient use of resources in the process of change. Further
development of the proposed approach allows you to move
from a static assessment of efficiency to an analysis of
the dynamics of organizational changes over time. In this
context, it is advisable to consider the E indicator not as a
one-time value, but as a variable that reflects the evolution
of the organizational structure under the influence of
marketing activity. This means that the enterprise can track
the change in efficiency depending on the intensity of the
implementation of marketing tools, the level of
digitalization and the speed of adaptation of internal
processes. Another important aspect is the sensitivity of
the integral indicator to changes in individual factors.
Analysis of the model structure shows that the greatest
influence on the result is exerted by the parameter M, which
reflects the level of marketing activity, but its
effectiveness largely depends on consistency with other
components. In the absence of a sufficient level of flexibility

or coordination, even high values of M do not provide a
proportional increase in E. This indicates the presence of
the effect of "organizational constraint", when the potential
of marketing is not realized due to institutional and structural
barriers. In practical terms, this means that enterprises
should focus not only on the development of marketing
tools, but also on the synchronization of internal changes.
In particular, the introduction of new communication
channels, digital marketing platforms or analytical systems
should be accompanied by adaptation of the organizational
structure, redistribution of powers and changes in the
mechanisms of interaction between departments. Without
this, an imbalance arises between the speed of external
market changes and the internal ability of the enterprise to
respond to them.

Special attention is paid to the relationship between
adaptability (A) and structural flexibility (S). Although
these parameters are similar in content, their functional
role is different. Structural flexibility reflects the ability
of an enterprise to change its management configuration,
while adaptability characterizes the speed and quality of
decision-making in response to changes. A high level of S
without proper development of A can lead to a formal
update of the structure without areal increase in efficiency,
while the combination of these parameters provides a
synergistic effect. In addition, the modeling results
demonstrate that coordination (C)performs an integrating
function in the change management system. It is it that
provides a connection between individual elements of the
model and determines the level of consistency of
management decisions. Increasing the value of this
parameter helps to reduce information gaps, improve the
quality of communications and increase the efficiency of
resource use. In modern conditions, this is achieved
through the implementation of digital management
systems, the development of corporate information
platforms and the strengthening of horizontal ties.
Expanding the model also allows you to take into account
the influence of the external environment, in particular the
intensity of competition, the level of market digitalization
and the speed of change in consumer preferences. Although
these factors are not directly included in the formula, they
determine the values of the parameters M, S, Aand C,
forming the general context of the enterprise's functioning.
Thus, the model can be used as an adaptive management
tool, allowing you to adjust internal parameters depending
on changes in the external environment.

In the strategic dimension, the proposed approach opens
up opportunities for the formation of scenarios for the
development of the organizational structure. The enterprise
can model various options for changes, changing the values
of individual parameters and assessing their impact on
integrated efficiency. This allows for a reasonable
determination of transformation priorities, optimizing
resource allocation and minimizing the risks of ineffective
management decisions. Therefore, further development of
the model confirms its versatility as an analytical tool for
change management. It allows combining qualitative
characteristics of the organizational structure with a
quantitative assessment of efficiency, providing a deeper
understanding of the processes of enterprise transformation
in the context of increased marketing activity.
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