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THE COMPETITIVENESS OF ENGINEERING COMPANIES

The article investigates contemporary innovative marketing approaches to managing the
competitiveness of engineering companies in the context of the digital transformation of the
economy. The specificity of engineering services, characterized by a high level of
intellectualization, project individualization, and complexity of implementation, which limits the
effectiveness of traditional marketing tools, is analyzed. It is shown that the integration of digital
technologies, big data analytics, CRM systems, online platforms, and personalized value
propositions enhances the effectiveness of marketing communications, strengthens long-term
customer relationships, and forms sustainable competitive advantages. The role of customer-
oriented and integrated marketing, which aligns marketing activities with production and
management processes of the enterprise, is examined. A model for managing the competitiveness of
engineering companies is proposed, which combines market analysis, strategic planning, digital
tools, customer relationship management, and evaluation of marketing performance. The model
demonstrates the sequence of key stages and the interconnection of blocks, ensuring cyclical
improvement of the system and increasing the adaptability of the business model to changes in the
market environment. The article emphasizes the importance of analytical methods for evaluating
the effectiveness of marketing strategies, which allows companies to make informed management
decisions, optimize processes, and forecast the dynamics of competitive advantages. Special
attention is paid to the adaptation of marketing tools to the specifics of intellectual services,
enhancing customer interaction, and implementing innovative practices in business processes,
ensuring stable market positioning and long-term growth of competitiveness. The scientific novelty
of the article lies in a comprehensive approach to integrating innovative marketing strategies,
digital technologies, and customer-oriented practices, enabling engineering companies to
effectively respond to the challenges of the modern competitive environment and develop long-term
competitive advantages.

Keywords: innovative marketing; competitiveness; engineering companies, digital
transformation; customer orientation; integrated marketing, business models; marketing
communications.

JAmutpo B. Kosechnk
Hauionanvnuii ynieepcumem «J/Ivgiecoka nonimexuika», Ykpaina
Ipuna M. Msarkux
Kuisecokuit HayionanvHuil yHieepcumem mexnon102ii ma ou3ainy, Yxkpaina
THHOBAIIIMHI MAPKETHUHI OBI IIIIXOIH 10 YIIPABJIIHHSA
KOHKYPEHTOCITPOMOKHICTIO TH)KUHIPUHTOBUX KOMITAHI
Y cmammi Oocnidxceno cyuacHi iHHOBAYIUHI MApPKeMuH208i NiOX00U 00 YHPAGIIHHA
KOHKYDEHMOCHPOMONCHICIIO THIICUHIDUHROBUX KOMNAHIN 6 YyMo8ax yugposoi mpancghopmayii
exonomiku. Ilpoananizosano cneyu@iky IHHCUHIPUH2OBUX NOCTYe, WO BIO3HAYAIOMbCS BUCOKUM
pienem inmenexmyanizayii, iHOugioyanizayicto nNPoEKmMie ma CKIAOHICMIO peanizayii, o ooMmed’cye
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ehekmusHicmo  MpPAOUYIUHUX MapKemuHeosux iHcmpymenmis. Iloxasano, wo iHmezpayis
yugposux mexuonoeiu, avanimuxku eeauxux oanux, CRM-cucmem, ounatin-niamgopm ma
NepCOHANI308AHUX YIHHICHUX NPONO3UYIl NiOBUWYE epheKmUBHICIb MAPKeMUH208UX KOMYHIKAYI,
SMIYHIOE 00820CMPOKOBI NAPMHEPCHKI GIOHOCUHU 3 KIIEHMAMu ma (opmye Cmitiki KOHKYPEeHMHI
nepesazu. Jlocnioxceno ponv KIIEHMOOPIEHMOBAHO20 MdA IHMESPOBAHO20 MAPKEMUHSY, WO
V320001CYE MAPKEMUH2081 3aX00U 3 GUPOOHUYUMU MA YAPABGIIHCOKUMU Npoyecamu niOnpuemMcmad.
3anpononosano mooensb YNpasninHi KOHKYPEHMOCNPOMONCHICIIO THHCUHIPUHSOBUX KOMNAHIL, KA
00°conye awnaniz pumKy, cmpameziuHe NIAHYBAHHSA, YUDPOGI IHCMPYMeHmU, VNPAGLiHHA
83AEMOBIOHOCUHAMU 3 KNIEHMAMU MA OYIHIOBAHHS PE3YIbMAMUBHOCIE MAPKEMUH20801 OIANbHOCHI.
Moodenb demoHcmpye ROCIIO0BHICMb KIIOYOBUX emanié ma 63aEmMo38 30K 010Ki8, o 3abesneyye
YUKTIYHE B0OCKOHANIEHHS CUCTEMU MA NIOBUWYE a0anmusHicms 0i3Hec-Mo0ei 00 3MIH PUHKOBO2O
cepedosuwja. Y ~cmammi  niokpecieHo — 8AMCIUGICMb  AHANIMUYHUX — MemOoOi8  OYIHKU
Pe3VIbmamueHOCmi  MaApKemuH208ux — cmpameeiu, wo 0036014€ KOMNAHIAM — NPULMamu
0OTPYHMOBAHI YNPABNIHCLKI pIUeHHs, OnmuMizygamu npoyecu ma npocHO3Y8amu OUHAMIKY
KOHKypeHmHux nepesae. Ocobausa yeaea npuoiieHa adanmayii MapKkemuH2o8ux iHCmpymeHmis 0o
cneyugixu iHmeneKkmyaioHux nociye, Ni0BUWEHHIO eheKMUBHOCMI 83AEMOOII 3 KlieHmamu ma
8NPOBAONCEHHIO THHOBAYIUHUX NPAKMUK ) Oi3Hec-npoyecu, wo 3abe3neuye cmiiike NO3uyioHy8aHHs
HAa pUHKY ma 00820CMPOKO8e 3pOCMAHHS KOHKYpeHmocnpomodchocmi. Haykosa nosusna cmammi
nonseac y KOMNIEKCHOM)Y Nioxo0i 00 inmeepayii IHHOBAYIUHUX MAPKeMUuH208Ux cmpameeii,
yugposux mexHono2ill Mma KIIEHMOOPIEHMOBAHUX NPAKMUK, WO O00360JIAE€ HHCUHIPUHSOBUM
KOMNAHIAM eeKmusHo peacyeamu HA GUKIUKU CYYACHO20 KOHKYPEHMHO20 Cepeoosuwa ma
Gopmysamu 00620cmpoK06i KOHKYPEHMHI nepesacu.

Knrwwuosi cnoea: innosayivinuil MapremuHe, KOHKYPEHMOCHPOMONCHICIb, THHCUHIPUH2OBI
Komnawii; yugposa mpanchopmayisi, KIiEHMOOPIEHMOBAHICMY, [HMESPOBAHUL MAPKEMUHe,
Oi3Hec-Mo0eni; MapKemuHe08i KOMYHIKAYL.

Problem statement. In the current conditions of globalization and increasing competition,
engineering companies operate in a dynamic environment that requires continuous improvement of
management approaches. The application of innovative marketing strategies, which allow
companies to respond promptly to market changes, enhance service quality, and build long-term
customer relationships, becomes particularly important.

Engineering services are characterized by a high degree of intellectual content, project
individualization, and complexity of implementation processes, which makes traditional marketing
tools insufficient. Therefore, it is crucial to implement modern marketing approaches oriented
toward digitalization, business process integration, and customer-centricity.

Innovative marketing involves the use of digital tools, big data analytics, CRM systems, and
online communication platforms, which enhance sales effectiveness and optimize internal
processes. Creating personalized value propositions for different customer segments and adopting a
comprehensive approach to marketing communications that combines traditional and digital
channels are also essential.

Thus, the integration of innovative marketing strategies ensures sustainable competitive
advantages, increases customer loyalty, and creates conditions for the sustainable development of
engineering companies in the modern economy.

Undetermined parts of the problem. Unresolved issues include the integrated assessment
of the effectiveness of innovative marketing in engineering companies, its impact on
competitiveness and the adaptability of the business model, as well as the methodology for
integrating digital, customer-oriented, and strategic approaches into marketing management.
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Analysis of Literary Sources of the Study. The issues of forming enterprise
competitiveness and developing effective marketing strategies have been the subject of active
scientific research in contemporary economic studies. Both theoretical and applied aspects of these
problems have been explored in the works of foreign and domestic scholars. A significant
contribution to the development of the conceptual foundations of competitive strategy, strategic
management, and marketing has been made by researchers such as M. Porter, P. Kotler, K. Keller,
A. Osterwalder, Y. Pigneur and K. Schwab, who examine the formation of competitive advantages,
the development of business models, and the impact of digital technologies on the transformation of
market processes.

Ukrainian scholars have also made substantial contributions to the study of marketing
management and ensuring enterprise competitiveness. In particular, the works of A.F. Pavlenko,
L.V. Balabanova, N.V. Karpenko, S.M. Illyashenko, N.M. Golda, S.V. Bilous and N.V. Kalyta
reveal theoretical and methodological approaches to forming marketing strategies, developing
innovative marketing tools, and adapting enterprises to changes in the competitive environment.

The studies of M. Porter are of particular importance for the development of the theory of
competitive advantage, as they substantiate the concept of enterprise competitive strategy and
identify the key factors that determine competitiveness in the market environment [1]. His
approaches have become a theoretical foundation for subsequent research in strategic management
and marketing management.

At the same time, an important direction in the development of modern marketing is the
study of enterprise business models. In this context, the works of A. Osterwalder and Y. Pigneur are
of particular interest, as they introduced the Business Model Canvas, a tool that allows for a
comprehensive analysis of key value creation elements and ensures effective enterprise
management [2].

The further development of marketing theory is closely linked to the processes of digital
transformation of the economy. In his research, P. Kotler emphasizes the concept of Marketing 4.0,
which combines traditional marketing approaches with modern digital technologies and new
channels of consumer communication [3].

At the same time, despite a significant number of studies in marketing management and
strategic enterprise development, the application of innovative marketing approaches in engineering
companies remains insufficiently explored. This underscores the need for further research aimed at
developing modern marketing mechanisms to enhance the competitiveness of enterprises in the
engineering sector.

The purpose of the research is to study innovative marketing approaches for managing the
competitiveness of engineering companies and to identify the main directions for their practical
application in the context of the digital transformation of the economy.

Presentation of the main research. The competitiveness of engineering companies is
determined by their ability to effectively implement engineering and technical solutions, propose
innovative projects, and ensure high-quality services. Unlike traditional product markets, the
engineering services market is characterized by the following features: a high degree of service
intellectualization; a significant share of customized projects; long project implementation cycles;
the need to integrate various technological solutions; and a strong dependence on the professional
competence of personnel.

Under such conditions, competitive advantages are formed not only through the technical
characteristics of services but also through the effective marketing policy of the enterprise.

Innovative marketing approaches to managing the competitiveness of engineering
companies are shaped by digital transformation, technological changes, and the increasing role of
information resources in business processes. In the current context, engineering sector enterprises
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must not only ensure high levels of engineering and technical solutions but also actively employ
innovative marketing tools that contribute to the formation of sustainable competitive advantages in
the market. Research by P.Kotler and K.L.Keller emphasizes that modern marketing is
increasingly integrated with digital technologies and focuses on creating value for the consumer [3].
In such conditions, marketing becomes a strategic mechanism for managing the enterprise’s
interactions with clients, partners, and the innovation ecosystem.

One of the key directions in the contemporary development of marketing activities is digital
marketing, which relies on the use of information and communication technologies to promote
products and services, analyze market trends, and develop effective communication channels with
consumers. Digital platforms, customer relationship management (CRM) systems, big data
analytics, content marketing, and marketing automation tools enable enterprises to respond
promptly to changes in the market environment and enhance the effectiveness of marketing
strategies. According to the studies of Ukrainian researchers Yevhen Neiman and Maksym
Dubovenko, digital marketing serves as a crucial tool for improving communication with target
audiences and forming competitive advantages for enterprises in the digital economy [4].

A significant role in ensuring the competitiveness of engineering companies is played by
customer-oriented marketing, which focuses the enterprise's activities on the needs and expectations
of clients. In the modern context, the formation of long-term client relationships, based on trust,
mutual benefit, and co-creation of value, is particularly important. Engineering enterprises
increasingly employ customer experience management tools, service personalization, and co-
development mechanisms for innovative solutions together with clients. This approach aligns with
the management concept formulated by P. Drucker, who emphasized that the primary purpose of a
business is to create and retain a customer [5].

An important element of modern marketing activities is integrated marketing, which entails
aligning marketing communications with the enterprise’s production, innovation, and management
processes. Within this approach, marketing is seen not merely as a tool for promoting products but
as a component of strategic enterprise management. Integrating marketing functions with project
management systems, innovation activities, and corporate development strategies enhances the
effectiveness of engineering project implementation and ensures synergy between different
organizational units. According to M. Porter’s competitive advantage framework, strategic
integration of management and marketing processes enables enterprises to establish sustainable
market positions [6].

Innovative marketing gains particular importance in the contemporary environment, as it
involves using advanced technologies and tools to create new market offerings. Engineering
companies actively implement artificial intelligence technologies, digital modeling, automated
design, and engineering process management systems. As noted by Ukrainian researchers
S. llliashenko and Yu. Shypulina, combining innovative activities with marketing strategies fosters
the innovation-driven development of enterprises and contributes to the formation of their long-term
competitive advantages [7].

A notable trend in modern marketing is also the development of digital communications and
social platforms that enable interactive engagement between enterprises and consumers. Social
media, online platforms, and other digital communication channels facilitate the creation of a
positive corporate image, the dissemination of information about engineering projects, and direct
dialogue with clients. Ukrainian scholars L. Hlinenko and Yu. Dainovskyi emphasize that the
development of digital communications becomes an important factor in enhancing the effectiveness
of marketing activities and in strengthening enterprises’ competitiveness [8].

Thus, the application of innovative marketing approaches is a crucial prerequisite for
effectively managing the competitiveness of engineering companies. The use of digital, customer-
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oriented, integrated, and innovative marketing enables enterprises to adapt to changes in the market
environment, enhance the effectiveness of engineering project implementation, and establish long-
term competitive advantages in the digital economy.

Effective management of the competitiveness of engineering enterprises requires a
systematic approach to marketing activities that integrates market analysis, strategic planning,
digital promotion tools, customer relationship management, and assessment of marketing
effectiveness. This approach not only allows enterprises to respond promptly to changes in the
market environment but also ensures the formation of sustainable competitive advantages.

To illustrate and systematize the main components of marketing management, it is useful to
present them in a structured form, as shown in Table 1, where each element defines specific tasks,
implementation methods, and expected outcomes. Such organization of information facilitates a
clearer understanding of the system’s operational logic and the sequence of actions necessary to
enhance the competitiveness of engineering companies.

Table 1
Key Elements of the Marketing Management System for Competitiveness
Ne| Key Element Task Tools / Methods Expected Result
Market  and|Identifying market trends,| SWOT analysis, PESTEL |Clear understanding of
1 Competitor evaluating competitor | analysis, competitor [ market situation and
Analysis positions, determining | analysis, big data analytics |competitive threats
market niches
Development |Designing positioning | Strategic planning, scenario | Strategy ensuring
) of Innovative |strategy, selecting target|modeling, digital platforms |long-term competitive
Marketing segments and  value advantages
Strategy propositions
Use of Digital | Attracting new clients,| CRM  systems, content|Increased brand
3 Promotion enhancing communication | marketing, social media,|visibility and
Technologies |efficiency SEO, email marketing engagement of target
audience
Customer Building long-term | Customer experience | Increased  customer
4 Relationship |partnerships,  enhancing | management (CX) systems, |satisfaction and repeat
Management |client loyalty service personalization, | sales
loyalty programs
Evaluation of|Monitoring the efficiency |KPIs, Balanced Scorecard, |Identification of
5 Marketing of marketing tools and|sales analytics, marketing|weaknesses and
Effectiveness |strategies dashboards optimization of
marketing activities

Source: author’s development based on [1, 2, 4, 6, 8-10, 12].

Table 1 illustrates the main components of the marketing management system for the
competitiveness of engineering enterprises, demonstrating the logic of the interrelation between its
elements and the ways of their practical implementation. It allows the systematization of key areas
of activity and the determination of the sequence of actions aimed at improving the effectiveness of
marketing management.

The analysis of the market environment and competitors provides the enterprise with
information about current trends, competitors’ positions, and potential market niches. Conducting
SWOT and PESTEL analyses, competitive analysis, and the use of big data analytics help form a
comprehensive understanding of market conditions and enable timely responses to changes. Such
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an approach creates a reliable basis for strategic planning and informed managerial decision-
making.

The development of an innovative marketing strategy involves identifying target market
segments and designing key value propositions for clients. The integration of innovative
approaches, the use of strategic planning, and digital platforms enable enterprises to effectively
combine marketing activities with the development of new products and services, thereby
contributing to the creation of long-term competitive advantages [3].

The application of digital technologies in service promotion makes it possible to increase
communication efficiency and attract new customers. The use of CRM systems, content marketing,
social media, and electronic communications enhances brand awareness, allows enterprises to
effectively reach their target audience, and ensures interactive dialogue with consumers.

Customer relationship management is aimed at building long-term partnerships and
increasing customer loyalty. Service personalization, loyalty programs, and customer experience
management systems help maintain a high level of customer satisfaction and stimulate repeat
purchases, which directly affects the stability of the company’s market position.

The evaluation of marketing performance is the final stage of the competitiveness
management system of engineering companies, as it ensures control over the effectiveness of the
entire system and allows timely adjustments of the strategy. The use of key performance indicators
(KPI), the Balanced Scorecard, and analytical dashboards makes it possible to identify weaknesses,
optimize processes, and improve the overall effectiveness of marketing activities.

Thus, as shown in Table 1, competitiveness management is implemented through an
integrated system of marketing measures, where each element is logically connected with others,
ensuring a comprehensive approach to the formation of sustainable competitive advantages of the
enterprise.

Based on this structured approach, a model of marketing management of competitiveness is
formed, reflecting the sequence of key stages and the interrelations between them. The model
clearly demonstrates the logic of the system’s functioning, shows the interaction of its components,
and explains how the results of one stage become the basis for the next. It integrates analytical,
strategic, digital, and customer-oriented tools into a single system that contributes to the formation
of long-term competitive advantages in the modern digital economy.

The model of competitiveness management of engineering companies is based on five
interconnected blocks that form a holistic cycle of strategic marketing management [3]:

- the first stage involves the analysis of the market and competitive environment, which
includes identifying opportunities, assessing threats, and forming an analytical basis for strategic
decision-making. The tools of this stage include SWOT and PESTEL analyses, competitive
analysis, and big data analytics, which provide the enterprise with a comprehensive understanding
of market conditions and enable timely responses to changes;

- the second block covers the development of an innovative marketing strategy, which
involves creating new products and services simultaneously with planning effective marketing
communications. Strategic planning and scenario modeling allow the integration of innovative
solutions into company activities and ensure long-term competitive advantages;

- the third stage concerns the use of digital technologies for service promotion, including
CRM systems, social networks, big data analytics, content marketing, and marketing process
automation, which increase brand recognition and attract new customers;

- the fourth block is aimed at customer relationship management, building long-term
partnerships, and increasing loyalty through service personalization, customer experience
management systems, and loyalty programs. This stimulates repeat purchases and strengthens the
company’s position in the market;

80



ISSN 2786-5398 CYYACHI TEHJEHIIII TA
KypHaa cTpaTeriYyHuX eKOHOMIYHHX ITPOBJIEMM YIIPABJIITHHA
JocaizKeHb, Ne 6(29), 2025

- the final stage includes the evaluation of the effectiveness of marketing activities through
the use of key performance indicators (KPI), monitoring the implementation of the strategy, and
process optimization, which ensures the cyclical improvement of the competitiveness management
system.

Figure 1 presents a structural scheme of the model, which clearly demonstrates the sequence
of stages and the interconnection between the blocks.

Analysis of the market environment and competitors

.

Development of an innovative marketing strategy

.

Use of digital technologies for service promotion

.

Customer relationship management (CRM)

.

Evaluation of the effectiveness of marketing activities

.

Sustainable competitive advantages

Source: author’s development based on [3, 4, 8—13].
Figure 1. Model of competitiveness management of engineering companies

This model demonstrates that each stage directly influences the next one, while the final
block ensures cyclical adjustment and continuous improvement of marketing processes. To enhance
the effectiveness of the model, modern digital tools such as big data analytics, CRM systems,
marketing automation platforms, and online communication tools can be integrated into it. This
ensures a comprehensive approach to managing the competitiveness of engineering enterprises in
the digital economy.

Conclusions and prospects for further research. The study has shown that in the modern
context of globalization and intense competition, engineering companies require the implementation
of innovative marketing approaches to effectively manage competitiveness. The use of digital
technologies, customer-oriented strategies, and integrated marketing communications enables
enterprises to quickly adapt to market changes, improve service quality, and build long-term
partnerships with clients. Innovative marketing contributes to the creation of individualized value
propositions, the development of new products and services, and the strengthening of a company’s
market position.

The proposed model of competitiveness management, which combines market analysis,
strategic planning, digital tools, customer relationship management, and evaluation of marketing
performance, provides a systematic approach and enables enterprises to form sustainable
competitive advantages. It demonstrates the sequence of stages and the interconnection between the
blocks, where the results of one stage become the basis for the next, ensuring the cyclical
improvement of marketing processes.

A particularly important role in increasing the effectiveness of marketing management is
played by the integration of digital tools and big data analytics, which make it possible to promptly
respond to changes in market conditions and optimize customer interaction processes. This creates
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conditions for accurate market segmentation, personalization of offers, and strengthening consumer

trust in the company.

In addition, an important aspect is the integration of innovative marketing with internal
management processes and the company’s development strategy. Such a comprehensive approach
promotes synergy between different structural units, increases the efficiency of engineering project
implementation, and ensures the long-term growth of the enterprise’s competitive advantages.
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