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CHANGING THE PARADIGM OF STRATEGIC ENTERPRISE MANAGEMENT
IN A DIGITAL ECONOMY

In the context of the growing consequences of the pandemic, enterprises got a chance to introduce innovations (digital
technologies) that were not previously planned, and which can solve not only the problem of the functioning of the business
as such, but also improve the organizational structure of the company, data processing, and optimize management functions.
Taking into account the uncertainty of the situation, it is still too early to speak unambiguously about the effectiveness of such
innovative solutions, but they definitely became a mechanism for maintaining the stability of the functioning of companies and
counteracting a significant drop in income. The article substantiates the need for changes in the paradigm of strategic enterprise
management, which modern conditions require, and identifies the main change in the strategy of digital transformation and key
features and elements. The general approach to strategy formation of digital transformation as strategic updating of its basic
components is presented.
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3MIHA HAPAJJUTI'MHU CTPATETTYHOI'O YITPABJIIHHA NNIAIIPUEMCTBOM
B YMOBAX [IU®POBOI EKOHOMIKH

Y cmammi obrpynmosano nHeoOXionicmo 3mMiH napaduemu cmpameiuHo20 YpasiiHHa NIONPUEMCINBOM, AKI 8UMAAOMb
CYUACHT YMOBU, ChOPMOBAHT 6HACTIOOK NOOII MUHYIO20 Oecsmunimmsi. B ymosax, wo ckranucs camumu npiopumemuumu Ha-
npamMKamu 6yoe nooanbuiutl po3eumox, 3a0e3neueHHs memnie eKOHOMIUHO20 3POCMAHHS, HAOAHHS HAWIN eKOHOMIYI IHHO6A-
YitiHo20 Xapaxmepy, po3gUMoK iHpacmpyKmypu, 0Xoporu 300pog s, oceimu ma 3abesneyenns, be3ymosHo, besnexu. Ane, npu
YboMy, HeOOXIOHO 3HALIMU 8I0NO0GIOb HA NUMAHHSL, K 00CAZMU YUX yinell 0 POPMYBAHHI eKOHOMIKU HOB020 mMuny, nobyoosa-
HOI Ha cy4acHux IHHOBAYIAX, HA NPUHYUNAX YUPDPOGOT eKOHOMIKU, HA CYUACHUX, 2PAMOMHUX CnOCODax Ynpasninua? Axmusne
062060penns nepcnekmus i menoenyitl po3eumxy cgoxycosano na Industry 4.0, wo cmeoproe nogy yugposy eKoHomixy, 3a-
CHOBAHY HA CYYACHUX KIOEPHEMUUHUX CUCTeMAX | WNYYHOMY IHmeneKmi, Ki NPOHUKAmy, 8 MOMY YUCTi 6 chepy YNPasiiHHs.
Lugpposa mpancpopmayis 36uuaiino o3nauae 0 NIONPUEMCINGEA CMPEC U MOANCE CRPUNUHUIMU ONIp 3 6OKY NepCoHATY, came
momy HeoOXIOHO 8paxo8yeamu npu opmysanti cmpamezii ce, ujo cMocyeEmMbvcs YUPposizayii QiIbHOCME 8 HOBUX YMOBAX 20C-
nooapiosanns. Ilpu yvomy cami yugposi mexnonozii sabeszneyyoms H06i YYHKYIOHANbHI MOHCIUBOCTI, AKI MONCYMb ICIMOMHO
SMIHUMU MPaouyitiny OizHec-cmpameeito nionpuemcmed. Y 36’s3ky 3 yum 0y0b-sikomy NiONPUEMCMEY CHOYAMK)Y HEeOOXiOHO
BUBHAYUMUCSL 31 CEOIMU MEXHONO2TUHUMYU MA YUDposumuy npiopumemamu, a HOMim popmysamu cmpameziio 0ocsacHeHHA Yinell
V yudposux ymosax (GyHKYIoHy8anHs ma 3mMiHu I0N0GIOHOI Oi3Hec-Mooeni. ¥ cmammi 8U3HAYeHO OCHOGHUL 3Micm cmpamezii
yupposoi mparcgopmayii ma ii kirouosi ocobnusocmi i enemenmu. Ilpedcmagneno 3a2anpHuil nioxio 0o opmyeanHs cmpa-
meeii yughposoi mpancgopmayii sk cmpameziunozo onosnenns it ckiadosux. Ceped ouikyeanux egpexmie 6id peanizayii yug-
POBUX cmpameiti MOJCHA 3A3HAYUMU NOCULEHHS. KOHKYPEHMHOI no3uyii, nioguuyeHHs 3a00801eHOCI KIIEHMIB, 30i1bUleHHs
00cs12i8 BUPYUKU MA PO3UUPEHHSI HOMEHKIAMYPU MO6apia i NOCIye, 3HUNCEHHs sumpam abo cobisapmocmi npooyKyii, noain-
wiennst it akocmi, niosuujents 6esneku ma npooyKMueHOCMI npayi, 3a00601€HICMb [ 3A1Y4eHICb CRIGPOOIMHUKIS, NIOGULYEeHHS
eexmuerocmi iH6eCMUYIIHUX piuleHb, 3DOCMAHHS KIIbKOCMI IHBeCMUYIUHUX aO0 CMapman-npoekmia i CKOpOUeHHs mepMiHie
CMBOPEHHS MA 8UBEOEHHA HA PUHKU HOBUX NPOOYKMIE.

Knrwuosi cnosa: nionpuemcmeo, cmpameziune ynpasiinua, cmpamezis yugposizayii, yughpoea eKoHoMIKa, opeanizayiiHi
3MIHU.

Formulation of the problem. Rapid progress in from widespread technological change. Of course,

digital technology are forcing companies to change their
strategy in order to respond quickly to new threats and
opportunities. The emergence of digital technologies
coincided with a wave of initiatives of modern enterprises
for strategic change and increasing organizational risks
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these processes may simply coincide in time, but digital
technologies can and do cause certain changes in both the
strategy itself and the tools for shaping it. Both competitive
advantages and the survival of enterprises will depend on
the strategies chosen today, on what measures will be taken
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by government officials, what decisions will be made by
existing companies — digital leaders, how society will see
future consumption (as a source of economic growth), in
what state most companies will meet digital transformation.
The most serious challenge is the fact that the consumer
is beginning to form their expectations to a greater extent
in digital dimensions, preferring digital support, digital
promotion, digital service, etc.

Whether companies change their strategy to meet the
challenges of digital transformation for their main type of
business and / or to take advantage of the opportunities
provided by digital technologies, or these technologies are
simply applied without appropriate changes in the strategy
of the enterprise — all these issues become key in changing
the paradigm of strategic management, which is associated
with the organizational support of the digital economy.
At the same time, the long-term goals of the strategy are
important, because it is a long time interval that allows you
to establish the constancy of the goal, and only drastically
changing external conditions and / or internal changes can
be a reason to review it. The key strategic issues are as
follows:

— creating a digital environment in which interaction
between participants takes place using digital services;

— formation of a digital asset management system;

— transition from descriptive to predicted, and then
administrative analytics;

— transition from the audit approach of the controlled
business model;

— formation of a "digital double" of technological and
business processes;

— expanding the use of the service model in the concept
of "everything-as-a-service";

— formation of E2E business.

Without taking into account the above trends, the
survival of enterprises and the preservation of business in
general becomes very problematic. All the above allows
us to conclude that the search, selection, development and
adaptation of methods of digital strategy formation for the
enterprise are quite relevant and in demand, and digital
strategy tools are the most important intangible asset of the
enterprise in the digital economy.

Analysis of recent research and publications. In the
modern scientific literature, the number of publications on
the digitalization of the economy and digital technologies
is quite large: in almost all areas of activity there are digital
oriented publications. Issues related to the digital economy
are considered in the works of I. Buleyev, V. Vyshnevsky,
S. Knyazev, Industry 4.0, smart technologies and smart
industry are presented in the works of O. Amosha,
Y. Drachuk, L. Savyuk, E. Snitko; expansion of network
markets and the use of digital platforms are studied in the
works of V. Lyashenko, I. Petrova, A. Hrytsenko; social
and labor aspects of digitalization are outlined in the
publications of O. Pankova, O. Ishchenko, V. Antonyuk,
e-commerce are considered in the works of N. Trushkina
and Y. Zaloznova.

Thus, J. Poplavska and A. Polyanska in their work [23]
outlined the main path to implementation scientifically
based principles of changing the paradigm of strategic
management in the enterprise. V. Tupkalo presented his
own vision of the conceptual model of the components
of the digital management system of the "digital
enterprise” [32]. O. Vyshnevsky identified the directions
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of the national economy digitalization taking into account
potential risks and opportunities [34]. Problems, tasks and
main measures for digital transformation of enterprises
on the basis of modern digital technologies are identified
in the work of O. Gudz and V. Makovi [11]. P. Hrynko
substantiated methodological approaches to the formation
of the concept of business digitalization through the use
of methods of the organization architecture modeling [10].
O. Arefieva and S. Babych presented in their work a model
for determining the ability of the enterprise to operate in
the digital economic space [1].

Fundamental theoretical research in the field of strategic
management is presented in the works as of foreign
experts, namely: I. Ansoff, A.Jr. Chandler, M. Porter,
R. Grant, J. Teece, P. Drucker, G. Mintzberg, A. Thomson,
and domestic scientists: V. Vikhansky, V. Tertychko,
E. Danilova, A. Nalyvayko, Z. Shershneva, G. Kindratska,
I. Ignatieva, O. Kovtun, V. Pastukhova, V. Ponomarenko,
S. Chernova, I. Otenko and others.

Despite the fact that some aspects of the chosen research
topic are disclosed by other authors, a large number of
issues and problems in the development of enterprise
digital strategies remain "open".

Research objectives. The purpose of the article is
to substantiate the need for changes in the paradigm of
enterprise strategic management, which require modern
conditions, to determine the main content of the digital
transformation strategy, its key features and elements.

Presentation of the main research material. It is well
known that the term "strategy" itself refers more to the
military lexicon, and for enterprise management, strategy
is usually identified as "a plan developed by management to
achieve long-term results that meet the goals and objectives
of the organization" [29]. Strategy as a fundamental
concept used in management does not have a generally
accepted and unanimous definition or interpretation, as
well as a single approach or method of its development
and implementation. This is due to the emergence and
development of areas (schools) of strategic management
(or strategic management), representatives of which
have contributed to this methodology [20]. Again, some
transformation and evolution of strategic management
has also historically been related to the changes that have
taken place in the external environment of the enterprise
and under the influence of its internal changes.

If we proceed from the criterion of the strategic
management concept evolution, it is considered the most
acceptable interpretation of the initial formation of ideas
about the enterprise strategy as a result of long-term goal
setting with limited external and internal conditions [36].
Based on this, if the company finds a compromise between
external and internal compliance, it becomes the goal of its
activities in the long run and this, accordingly, is reflected
in the strategy as a certain achievable result.

Due to the intensification of the external environment,
characteristic of the last quarter of the twentieth century,
strategic management the concepts with the priority
of the competitive component began to dominate in
strategic management, when the formation of strategy and
mechanism for its implementation is more influenced by
competition [12]. This approach was used by F. Kotler in
justifying the importance of marketing [15], M. Porter — in
determining the determinants of competitive strategy and
ways to respond to threats of external and internal changes
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in the enterprise [25], J. Trout — in the feasibility of
positioning, and others [31]. In this regard, it is worth noting
the work of M. Porter, who from the initial identification
of strategy as a plan to balance the internal and external
environment of the enterprise moved to the formation of
strategies aimed at creating competitive advantage, which,
in fact, resulted from strategic management [26].

It should also be noted a certain influence of marketing
as a market assessment activity and market indicators,
because in the formation of the strategy it is the market
position of the company and its competitors, the ability
to increase market capacity or move to new markets
allowed to design new management decisions. At the
same time, another direction of strategic management
was developed — the resource approach, which took into
account only the importance of internal resources of
the enterprise, which became the basis of its efficiency
and achievement of planned results [22]. In general, the
interpretation of A. Chandler's strategy emphasized the
importance of resource provision of strategic decisions and
the appropriate allocation of resources that may limit the
process of strategy formation and its content [4]. Initially,
the resource approach was formed by E. Penrose, who
considered the formation of profits through extensive
growth of tangible and intangible resources available to the
enterprise, organizational capabilities [21], and only then
the resource approach was developed in other concepts,
namely:

1)in the competence paradigm (R. Grant [9],
K. Prahalad [27]), in which the set of unique resources of
the enterprise was assessed as competencies, i.e. those that
are difficult for competitors to copy and those that become
the basis for the formation of competitive advantages,

2)in the concept of dynamic abilities (D. Teece [30]),
in which the development strategy of the enterprise was
based on its ability to modify resources and competencies
when the environment changes.

Thus, the above mentioned transformation of the
strategic management concepts confirms the conclusion
that the priority influence of the dominant factor determines
the methodological tools for forming the strategy of the
enterprise. Thus, F. Kotler, who initially emphasized the
importance of a market approach to strategy formation,
in later works pointed out that the external environment,
namely new digital technologies, will affect strategic
management in the development of enterprise strategy
[16]. It should also be noted the uncertainty factor inherent
in the modern external environment, but the uncertainty
of the benefits and threats posed by digital technology,
emphasizes the relevance of strategic management in
modern conditions.

The methods of strategy formation used in strategic
management have shown their effectiveness to a greater
extent due to the application during the period of domination
of a particular concept of strategic management. However,
among them there are universal ones that can be used as a
tool for strategy formation through analytical and expert
procedures. As it is known, these include, for example,
SWOT-analysis, PEST-analysis, SNW-analysis, methods
of analysis of competitive advantages (M. Porter's polygon,
I. Ansoff matrix, McKinsey matrix, BCG matrix, GE
matrix, etc.), methods of goals structuring, brainstorming,
Delphi method, network planning and other known
methods of strategic management [8]. Thus, methods of

research and analysis of the competitive environment of
the enterprise are very important, but "old approaches,
unfortunately, in modern conditions lose their relevance:
competitive analysis should be efficient, cheap, not labor-
intensive, it should be based on large amounts of reliable
data" [14].

Modernity is defined by the widespread use of digital
technologies, and this is what began to change the ideology
of enterprise development, when the strategy became
not just a goal but a "perspective or business concept of
the organization" [25] reflected in the business model of
enterprises, giving it new value as a mechanism for long-
term development and achievement of goals.

The importance of digital environment analysis for
the formation of transformation strategy is that the central
element of most strategies was and remains the concept of
the external environment. This concept is also developing
dynamically in the modern model of strategic plans and
consists in abandoning a representative view of the external
environment, in which the goals and tools for achieving
them are considered consistently, and the results of the
study then provide adaptation to the external environment
[13]. In general, "strategic planning is a process aimed
at preparing decisions taking into account the projected
conditions of the internal and external environment, and
is a tool for preparing such decisions so that they are made
quickly, economically and at minimal cost" [37].

The modern view of the external environment of the
enterprise can be traced back to the 1950s, when an open
systemic vision of the organization was formed. This point
of view was reflected and further developed in the strategy
based on the LCAG model [17] (abbreviation of the authors
EP Learned, CR Christensen, KR Andrews, WD Guth) and
the work of M. Porter, who invited firms to navigate in the
target environment, consisting of suppliers, customers and
competitors [24]. Later works proposed to strengthen the
institutional aspects of the external environment as a major
factor in competition [38] (for example, in the works of
G.R. Carroll and Y.P. Huo, as well as L.G. Zucker).

The evolution of corporate strategies and their
transformation into a business model is presented in the
works of C. Cordon [5], and researchers J.R. Bughin,
T. Kretschmer and N. Van Zeebroeck [3] wonder about
how companies update their strategy if they implement
new technologies, recognizing the expediency of a radical
strategy update (according to M.M. Crossan, 1. Berdrow
and R. Agarwal and C.E. Helfat [6]). In their opinion, there
is a positive relationship between the degree of change in
strategy and the stage of implementation of advanced digital
technologies in general, which implies a close relationship
between the technological structure of the enterprise and
its development strategy, and this close relationship is
characteristic of most industries services, regardless of the
stage of implementation of these technologies [6]. But,
on the other hand, the spread of new digital technologies
(or digital transformation in relation to the external and
internal environment of modern enterprises) in some way
means stress for the enterprise and can cause resistance
from staff, which is why it is necessary to consider
everything related to activities digitalization in the new
economic conditions.

The update of the strategy creates the potential to
maintain the stability of operations in uncertain conditions,
when competition may shift to unpredictable by enterprise
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aspects, related to sales processes or payment for
delivered products and other business processes. At the
same time, digital technologies themselves provide new
functionalities that can significantly change the traditional
business strategy of the enterprise [19]. Therefore, it is
necessary to determine which elements of the strategy will
be updated or redesigned due to the impact of digitalization
and other technological changes. So, if new technology
emerges, the company must decide whether to adapt to the
new circumstances (and if so, to what extent) or not, and
assess the dangers of technological shift and the threat of
breakthrough innovation. In addition, it should be taken
into account that digital technologies have the potential
to increase productivity, so the strategy must provide
solutions, primarily related to organizational change.

The general approach should be defined as a strategic
update on the following components:

1. Enterprise resources, which are increasingly moving
from their physical essence to digital equivalents, which,
in turn, often exceed the physical criteria in many respects
(e.g., experience, availability, sustainability, flexibility or
unit cost, etc.) [2]. Moreover, new digital resources will
continue to emerge, destroying or creating sources of
value, due to the rapid development of new data sources
that are collected and processed in real time, and the
availability of artificial intelligence to use data in decision-
making processes. The following aspects of the resource
component must be taken into account while forming a
strategy in terms of the digital economy:

— applications (programs, program codes, software
packages), designed to perform specialized functions
and created primarily by third parties (companies and
individuals);

— increase in digital assets, including programs and
applications, databases, digitized documents in various
forms (text, graphics, video, audio), expert systems, neural
networks or artificial intelligence devices;

— staff working in freelance mode, when digital
competencies can be used for the operation of the enterprise
without reference to the geographical location with
mandatory compliance with the requirements for Internet
connection (especially for categories of employees such as
programmers, designers, consultants, experts, engineers,
marketers, etc.);

— multimodal biometrics technologies, taking into
account face, voice recognition, etc.;

— use of robotics in production processes, production
maintenance and management, as well as drones and
unmanned aerial vehicles to perform logistics functions;

— access to a resource as a property right, which is
carried out as part of the transition from ownership of
resources and access to resources as needed at a price that
is only part of the market value.

2. Market environment, represented by the main
stakeholders — customers, buyers, consumers. Here, while
formulating a strategy, the following aspects should be
taken into account:

— consumers are represented by different categories,
by age segmentation, including those customers who
perceive the new digital reality as appropriate and who do
not have basic digital knowledge and skills or even access
to technology; future buyers, based on their affiliation to
Generation Z (the so-called digital generation of those
born between 1995 and 2010) and Generation Alpha
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(the so-called generation with digital DNA of those born
after 2010) [28];

— real-time big data analysis and artificial intelligence
allow you to form an average portrait of the consumer and
make predictions, and offer him additional products or
services in accordance with identified preferences or repeat
orders, while consumers can be grouped into segments
with similar preferences or consumer behavior, not just
standard marketing segments;

— the target audience can be formed both in traditional
ways through CRM-systems, and with the involvement of
promoting tools (including online advertising, bloggers,
ordering content through YouTube, etc.).

3. Technologies of digital transformation, which
must be taken into account in the formation of enterprise
strategy:

— digital identification and access control for
customers, which include comprehensive processing of
user IDs, action tracking, authentication, authorization,
fraud prevention, identity theft, data leakage and breaches
of confidentiality and secrecy;

— use of social media (social networks) as highly
interactive platforms for the exchange of personal and
group information, including not only expert consumer
judgments, but also the emotional state of consumers;

— formation of the effects of digital mutual trust in
user communities, and not through a trusted third party,
which was typical for expert systems, including the ability
to create dialogues with customers through modern info
communications;

— cognitive calculations, including artificial intelli-
gence, signal processing, object recognition, behavior,
mood, human interaction with a computer, etc .;

— blockchain technologies — distributed registry
technologies based on the creation of digital records that are
managed on computer systems and cannot be changed after
signing with a cryptographic signature, which prevents any
misuse of records;

— cloud computing, which is carried out through the
transfer of resources, storage and processing to a single
server website located on the Internet, which is serviced by
a specialized company;

— Industry 4.0 — a conceptual production paradigm
based on cyberphysical systems, IntranetofThings, (ItoT)
and inter-machine network infrastructure.

4. Values (competitive advantages) that are formed
through digitalization and distinguish the company from
competitors in the creation of special procedures and
communication mechanisms for consumers [33]:

— digital ecosystem, which provides a general setting
and hyperpersonalization, which allows you to process
information about the needs and preferences of customers
in order to reflect them in the process of production or
provision of services;

— Agile methodology and philosophy aimed at
reducing the duration of development cycles, increasing
the flexibility of the organization for rapid adaptation to
changes;

— designing cyber defense and cyber security systems
to ensure the effectiveness of digital solutions that
demonstrate high resistance to threats and fraud schemes;

— tools and methods of communication and exchange of
values (products and services) with customers — currently,
there is a shift from the emphasis on distribution logistics
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and simple communication to the architecture of dialogue
with customers, where the sales process is managed at the
earliest stages of customer interest in a product or service
and lasts as part of continuous work with customers
online. It is usually implemented in the format of using
augmented reality technologies and Omnichannel as a
multi-channel architecture of interaction with existing and
potential customers in all available synchronized channels
of communication, to ensure full customer satisfaction,
transaction parameters, etc [7].

Thus, taking into account the selected components of
strategy formation in the digital economy, we can conclude
about the simultaneous or parallel processes of strategy
formation and implementation of digital technologies.
An enterprise cannot develop a new strategy without
assessing the real potential of new technologies and its
ability to acquire the necessary skills and resources.
And on contrary, an enterprise cannot implement every
new component of digital technology without a strategic
plan for its use. Thus, as soon as companies progress in
the development of digital technologies, they are more
likely to significantly update their strategy. It is important
that, in view of the likelihood of risks of technology
implementation and resistance to change by the company's
staff, if the company intends to implement only advanced
technology, it is impractical to radically update the strategy
for such technology, as there is a high risk of choosing
the wrong direction to identify real prospects of this
technology's use. In this regard, any company must first
determine their technological and digital priorities, and
then develop a strategy to achieve goals in the digital
environment and change the relevant business model.

Among the expected effects of the implementation
of digital strategies it is necessary to pay attention to
the following: strengthening the competitive position,
increasing customer satisfaction, increasing revenue and
expanding the range of goods and services (including
going beyond the typical industry), reducing costs or
production costs, improving its quality, improving security
and productivity, employee satisfaction and involvement,
improving investment efficiency decisions, increasing the
number of investment or startup projects and reducing
the time of creation and launch of new products on the
market. The key difference of most strategic changes is

the inclusion of forming a business model in the strategic
process. The strategic value of the business model is the
result of one of four market goals [18]:

1) satisfaction of existing, but still not "closed" market
needs;

2) bringing to market new technologies, products or
services;

3)expanding, ignoring or transforming the existing
market with a better business model,

4)the creation of a completely new market, which
emphasizes the importance of an innovative approach.

Conclusions and prospects for further research.
Thus, the present is characterized by the active penetration
of digital technologies in all spheres of life of modern
society. The business community and many governments
around the world are already aware of the need to accelerate
the processes of digitalization and digital transformation of
the economy in order to achieve a competitive position in
the digital space of the new world economy. The reality
of the digital relations penetration in everyday activities
does not call into question the fact that today the consumer
begins to expect a digital product or digital support of
most goods, taking into account that in the coming years
the success of enterprises will be determined by digital
relations and digital measurement. That is why now
business owners, managers, regardless of their attitude
to the processes of digitalization, must take into account
the new reality not only in current processes, but also in
the formation of plans for enterprise development. The
digital transformation of the economy leads to challenges
for economics and management, in particular, as there is
a radical change in socio-economic institutions of society,
conditions and ways of doing business under the influence
of technological transformations in the economy. These
challenges are that traditional economic laws (scale effect,
value chain) stop working, and new economic entities
(digital companies) appear in the economy, whose activities
do not fit into traditional efficiency metrics and business
models and, over time, such digital companies will pose
a threat to pre-digital companies. Thus, the development
and implementation of a digital transformation strategy
has become a key issue for many pre-digital enterprises in
traditional sectors of the economy, but the question of how
such a strategy can be developed remains open.
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