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Abstract.

Kozitskyi T. Analysis of sustainable development management of construction industry enterprises.

The article is devoted to the issues of sustainable development management for construction industry enterprises amid increasing global envi-
ronmental challenges, the diQital transformation of the economy, and the implementation of ESG standards. The relevance of the research topic is driven
by the construction industry's high resource intensity, its significant environmental impact, and the need to develop new approaches to ensuring the long-
term economic, social, and environmental sustainability of enterprises. The aim of the study is to develop the theoretical and methodological foundations
for sustainable development management in construction industry enterprises and to improve the conceptual foundations of management in the face of
current external environmental challenges. The article examines the evolution of approaches to interpreting sustainable development, from the classical
concept of the World Commission on Environment and Development to modern ESG-oriented enterprise management models. It is substantiated that the
sustainable development of construction enterprises is shaped by orQanizational, technological, managerial, and institutional factors, among which corpo-
rate culture, strategic leadership, digital transformation, and the level of innovation implementation are key. The study proposes an authorial perspective
on sustainable development management of construction industry enterprises as an integrated system of strateQic, environmental, social, innovation, risk-
oriented, and digital management aimed at ensuring long-term competitiveness and enterprise resilience. A conceptual model of sustainable development
management for construction industry enterprises is substantiated, which, compared to existing approaches, is based on systemic, process, stakeholder,
and ESG management, thereby ensuring the integration of the economic, environmental, and social components of development into a unified management
system. The key management subsystems of the model (strategic management, environmental management, social management, innovation management,
risk management, ESG management, digital management) and their implementation tools (BIM technologies, ESG audit, LEED, BREEAM, digital
monitoring platforms, KPI systems) are defined. The practical value of the proposed model lies in its applicability to the development of modern sustainable
development management systems for construction enterprises, the formulation of strategic directions, the improvement of energy efficiency, the imple-
mentation of ESG practices, and the advancement of the digital transformation of management processes.
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TRADING AND RETAIL MANAGEMENT IN THE CONTEXT OF GLOBAL TRANSFORMATIONS

Valinkevych N. V., Sytniakivska S. M., Kotsenko M. S. Trading and retail management in the context of global transformations.
The article substantiates the theoretical and methodological foundations of the transformation of retail trade and retail enterprise management in
the context of the digitalization of the economy, the development of e-commerce, the proliferation of omnichannel business models, the adoption of artificial
intelligence and big data analytics, and changes in consumer behavior. The purpose of the study is to substantiate directions for transforming modern
retail management and to develop the conceptual foundations of strategic management of retail enterprises under conditions of dynamic changes in the
external environment. The methodological framework comprises systemic and process approaches, methods of analysis and synthesis, comparative analysis,
structural and functional modeling, and scientific abstraction. The study identifies the systemic nature of retail transformation, manifested in a shift from
managing individual retail operations to the integrated creation of customer and economic value. It is established that digital transformation involves not
only the implementation of individual technological solutions but also a comprehensive restructuring of the business model, management processes, and
customer interaction mechanisms. The role of omnichannel management as a new managerial paradigm is substantiated by its ability to ensure the
functional and informational integration of physical and digital channels, continuity of the customer experience, and enhanced organizational flexibility.
A conceptual approach to the strategic management of a retail enterprise is proposed as an
integrated system structured around six interrelated dimensions: digital, customer-oriented, @ This is an Open Access article di
analytical, operational, innovative, and resilient. Particular attention is paid to the specific @ tributed under the terms of the
conditions of the Ukrainian retail sector, including war-related risks, supply chain disrup- BY Creative Commons CC-BY 4.0
tions, and instability in consumer demand. The practical significance of the findings lies in ; .
their potential application to the development of digital transformation strategies, the imple- © VALINKEVYCH N, atalia Vas ylz.m.m,
mentation of omnichannel business models, the improvement of operational and logistics SYINIAKIVSKA Svitlana Mykhailivna,
management, and the strengthening of enterprise resilience. KOTSENKO Marina Serhiivna, 2026
Keywords: trading, retail management, retail sector, customer experience, retail
enterprise.

Problem statement. The global economy is undergo-
ing profound structural transformation driven by digitali-
zation, changing consumer behavior, new communication
and sales channels, reconfigured logistics systems, and
growing demands for organizational flexibility. These
changes are particularly evident in retail, where traditional
sources of competitiveness such as physical accessibility, as-
sortment, pricing, and service quality are increasingly

insufficient. Digital environments increasingly influence
consumers, while retail enterprises are evolving from tradi-
tional intermediaries into coordinators of customer value
and experience through digital channels, data, personaliza-
tion, logistics, and technological innovation. This transfor-
mation is especially relevant to Ukraine amid wartime chal-
lenges, supply chain disruptions, shifting demand, and
economic uncertainty, making digital channels an

«AKTYAJIbHI ITIPOBJIEMY IHHOBALIIMHOI EKOHOMIKW TA TIPABA» No 1/ 2026
BceykpaiHCBbKMII HayKOBUMI XKy pHaJsI

~ 196 ~


https://doi.org/10.5902/1983465975315
https://doi.org/10.32347/2707-501x.2023.52(2).230-239
https://doi.org/10.32347/2707-501x.2023.52(2).240-249
https://doi.org/10.32782/2308-1988/2025-55-9
https://doi.org/10.31471/2409-0948-2025-2(32)-121-13

InnoBayiiini uuHHUKYU eKOHOMIYHO2O0 3POCINAHHA

important means of maintaining business continuity and
strengthening enterprise resilience. Therefore, there is a
need to identify the key directions for retail management
transformation and to develop an integrated managerial ap-
proach that combines digitalization, customer orientation,
technological innovation, operational efficiency, and eco-
nomic resilience.

Review of research and publications. The theoreti-
cal foundations of contemporary retail transformation have
been shaped by an extensive body of international research
focusing on digitalization, multichannel and omnichannel
retailing, consumer behavior, and technological innovation.
P. C. Verhoef, P. K. Kannan, and J. J. Inman [2] substanti-
ated the transition from multichannel to omnichannel retail-
ing by integrating individual channels into a unified cus-
tomer journey. M. Hanninen, S. Kwan, and L. Mitronen [4]
traced the evolution of omnichannel retailing towards an
integrated digital environment, while C. Gerea, F. Gonza-
lez-Lopez, and V. Herskovic [5] conceptualized the omni-
channel customer experience as a multidimensional mana-
gerial phenomenon. V. Shankar et al. [1] emphasize the
comprehensive impact of technology on retailing, whereas
H. Berg, E. Nilsson, and K. T. Liljedal [6] examine its role in
shaping the customer experience. The development of mul-
tichannel and omnichannel retailing has also been systema-
tized by S. Iglesias-Pradas and E. Acquila-Natale [10] and
T.S. G. Furquim et al. [11]. Within Ukrainian scholarly re-
search, digital transformation and omnichannel retailing
have been examined by N. Proskurina [12] and by N. Kash-
chena and I. Nesterenko [9], with particular attention to
business model transformation, customer experience, and
the digitalization of retail enterprises.

At the same time, a considerable proportion of exist-
ing studies focuses on individual dimensions of retail trans-
formation, including digitalization, e-commerce, omni-
channel retailing, customer experience, or specific
technological solutions. Comparatively less attention has
been paid to the systemic transformation of retail manage-
ment as an integrated managerial system capable of coordi-
nating technological, marketing, operational, logistics, and
strategic processes. Therefore, there remains a need for a
comprehensive approach to integrating these interrelated
dimensions into a unified management system. This re-
search gap provides the conceptual basis for further devel-
opment of the present study.

Aim of the study. This article aims to provide theo-
retical and methodological underpinnings of the transfor-
mation processes occurring in trading and retail manage-
ment, examine their implications for contemporary models
of retail enterprise management, and develop a conceptual
framework for strategic retail management in the context of
global transformations. The methodological framework of
the study draws upon systems and process approaches,
complemented by methods of analysis and synthesis, com-
parative analysis, structural-functional modeling, and sci-
entific abstraction.

Presentation of the main research findings. Con-
temporary changes in retailing should be viewed not as a
collection of isolated technological innovations, but as evi-
dence of a deeper transformation in the economic nature of
the retail business. Under the traditional model, retail enter-
prises primarily acted as intermediaries, ensuring the avail-
ability and movement of goods between producers and con-
sumers. Today, their role increasingly encompasses data
analytics, digital sales channels, customer relationship man-
agement, personalized offerings, and the creation of inte-
grated customer experiences.

The value generated by a retail enterprise increas-
ingly depends not only on its product assortment or physi-
cal infrastructure, but on its ability to integrate products,
technology, data, and consumers. In this context, trading
encompasses the commercial activities associated with pro-
curement, sales, pricing, logistics, and assortment manage-
ment, while retail management focuses primarily on value

delivery and direct interaction with consumers. Digital
transformation brings these domains into closer alignment
by linking consumer demand with procurement, inventory,
sales, and customer experience, thereby forming an inte-
grated system in which physical, informational, and finan-
cial flows are coordinated around common commercial ob-
jectives.

Digitalization affects virtually all major dimensions
of retail activity, including marketing, sales, logistics, inven-
tory management, pricing, customer service, and internal
processes. However, digitalization should be distinguished
from digital transformation: the former involves applying
digital technologies to improve existing processes, whereas
the latter entails a fundamental reconfiguration of how the
enterprise operates and creates value. Thus, the introduc-
tion of an online store represents digitalization, while its in-
tegration with physical outlets, CRM, inventory, logistics,
loyalty, and analytical systems constitutes a broader trans-
formation of the business model. Digital maturity should
therefore be assessed not by the number of technologies
adopted, but by the extent to which they are integrated into
the overall management system.

In this regard, one of the most significant outcomes
of digital transformation is the emergence of omnichannel
retailing. Unlike a multichannel model, in which several rel-
atively autonomous sales and communication channels co-
exist, omnichannel retailing integrates these channels both
functionally and informationally. From the customer’s per-
spective, this integration enables seamless movement be-
tween channels without loss of information, continuity, or
service quality [2; 5].

A customer may discover a product on social media,
visit the retailer’s website, place an order via a mobile ap-
plication, collect the purchase at a physical store, and sub-
sequently interact with the brand through a digital channel.
From the retailer’s perspective, these interactions should
not be treated as separate transactions but as interconnected
stages of a single customer journey. Omnichannel retailing
therefore requires the alignment of marketing, operations,
and information management functions.

Importantly, omnichannel integration is not merely a
technological solution; it represents a broader managerial
paradigm that requires redesigning organizational structures
and business processes. This is particularly relevant in
Ukraine, where wartime conditions have placed significant
constraints on physical operations. Digital channels can par-
tially compensate for such constraints by maintaining cus-
tomer communication and enabling sales through alternative
locations and logistics routes when individual retail outlets
are temporarily unable to operate. In this context, another
fundamental shift concerns the role of data in retail manage-
ment. Digital environments generate extensive streams of in-
formation, often in near real time, concerning purchase fre-
quency, basket composition, price sensitivity, advertising
effectiveness, online behavior, order geography, product-cat-
egory performance, and inventory levels. This lays the foun-
dation for data-driven management, in which reliable, timely
data systematically inform managerial decisions.

Predictive analytics is particularly valuable in this
context because it enables retailers to move beyond re-
sponding to existing demand towards anticipating changes
in consumer behavior. This has direct implications for in-
ventory management, assortment planning, and pricing de-
cisions. Artificial intelligence further expands these capabil-
ities through personalized recommendations, demand
forecasting, automated customer communication, inven-
tory optimization, and decision support [1]. At the same
time, increasingly sophisticated technological systems raise
the requirements for data quality, employees’ digital com-
petencies, and cybersecurity. Al adoption without an ap-
propriate data and information architecture may therefore
fail to generate the expected economic returns.

It is reasonable to assume that global transfor-
mations are also reshaping the very nature of consumer
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value. Whereas price, assortment, and accessibility tradi-
tionally represented the core dimensions of retail competi-
tiveness, consumers increasingly value speed, convenience,
personalization, transparency, and the overall quality of
their experience. Retailing is consequently moving from a
predominantly product-oriented model towards a cus-
tomer-oriented one.

So, the customer journey is becoming the focal point
of the management system. Conventional performance indi-
cators such as sales turnover and profitability need to be com-
plemented by measures of customer lifetime value, repeat
purchases, conversion, customer retention, and the quality of
digital interactions. Contemporary retail management is thus
gradually shifting from managing individual transactions to
cultivating long-term customer relationships.

Ukraine’s retail sector is undergoing a distinctive
combination of global and local transformations. On the one
hand, Ukrainian retailers are increasingly engaging with
digitalization, e-commerce, and ommnichannel business
models. On the other hand, the war has created a unique set
of operational and economic constraints. The Organization
for Economic Co-operation and Development (OECD) iden-
tifies physical damage to business assets, workforce losses,
supply chain disruptions, and declining consumer demand
as major challenges facing Ukrainian businesses, while also
highlighting the potential of digitalization to strengthen
business resilience and support recovery [3].

Under these conditions, the strategic development
of trading and retail management requires integrated digi-
tal infrastructure, omnichannel business models, data-
driven decision-making, effective use of artificial intelli-
gence, customer-centricity, resilient supply chains, and hu-
man capital development [14]. The transformation of the
Ukrainian retail sector, therefore, extends beyond the adop-
tion of individual digital tools and entails the redesign of
business models and managerial processes. Retail enter-
prises increasingly combine e-commerce platforms, mobile
applications, automated inventory and accounting systems,
digital marketing, and personalized customer interaction.
The integration of physical and digital channels improves
access to goods and services, enables faster responses to
changing demand, and supports business continuity when
physical operations are disrupted. At the same time, supply
chain disruptions and shifts in the geographical distribution
of demand require retailers to diversify suppliers, optimize
inventory, and employ digital monitoring and analytical
tools for demand forecasting and real-time control of the
flow of goods. Thus, digitalization is evolving from an op-
erational efficiency tool into a strategic mechanism for
strengthening the economic resilience of retail enterprises.

The future development of Ukrainian retailing will
depend on the further integration of digital technologies
with customer-centricity, resource efficiency, and adaptive
management. Big data analytics, artificial intelligence, auto-
mated management systems, and digital platforms can
strengthen evidence-based decision-making and support
the retail sector's recovery and long-term development.
Digital transformation should therefore be regarded not
merely as a response to current challenges, but as a strategic
resource for enhancing the adaptability, competitiveness,
and resilience of Ukrainian retail enterprises.

To provide a comprehensive understanding of con-
temporary retail management, it is essential to consider
strategic retail management as an integrated framework en-
compassing the major dimensions of strategic decision-

making and retail business development. The findings pro-
vide a basis for advancing a concept of strategic retail man-
agement built around six interrelated dimensions: digital,
customer, analytical, operational, innovation, and resili-
ence.

The digital dimension focuses on developing digital
infrastructure and integrating sales and communication
channels. The customer dimension centers on experience
management and personalization. The analytical dimen-
sion encompasses the systematic use of data, predictive an-
alytics, and artificial intelligence. The operational dimen-
sion covers assortment management, inventory, pricing,
logistics, and productivity. The innovation dimension con-
cerns the continuous renewal of the business model. Finally,
the resilience dimension incorporates risk management,
supply chain diversification, alternative sales channels, and
cybersecurity.

Strategic retail management can therefore be defined
as an integrated management system aimed at creating and
sustaining customer value through the coordinated deploy-
ment of digital, informational, operational, innovative, and
organizational resources in a rapidly changing external en-
vironment. The distinctive feature of this approach is its re-
jection of fragmented functional management. Digital sales
cannot be managed independently of logistics, just as per-
sonalization cannot be separated from the underlying data-
management infrastructure. At the same time, digital trans-
formation should be assessed not only for its economic ben-
efits but also for its environmental and social implications,
reinforcing the importance of inclusive and sustainable ap-
proaches to digital economic development [15].

Within this framework, logistics assumes strategic
importance because the efficiency of managing product
flows directly affects service speed, operating costs, and the
resilience of the retail business model. The digitalization of
warehouse logistics enables closer synchronization of in-
ventory, procurement, warehousing operations, and sales
channels, which is particularly important in an omnichan-
nel environment. As N. P. Reznik et al. [13] note, contempo-
rary warehouse-logistics trends are increasingly associated
with operational efficiency, technological renewal, and the
adoption of sustainability principles. Integrating digital lo-
gistics solutions into retail management can therefore be re-
garded as a key avenue for strengthening the adaptability
and competitiveness of retail enterprises.

Conclusions and recommendations. The findings
demonstrate that global transformations are reshaping re-
tail management by shifting the focus from individual
transactions to the integrated creation of customer and eco-
nomic value. Digitalization and omnichannel retailing are
becoming key drivers of this transformation. At the same
time, data, artificial intelligence, and the integration of
physical and digital channels strengthen decision-making,
operational efficiency, customer orientation, and enterprise
resilience. Based on the findings, the study proposes a con-
cept of strategic retail management as an integrated system
combining digital technologies, customer experience, data
analytics, retail operations, innovation, and organizational
resilience. Its implementation can support digital transfor-
mation, the development of omnichannel sales models, and
the strengthening of retail enterprises' competitiveness and
economic resilience. Further research should focus on as-
sessing digital maturity and empirically evaluating the im-
pact of omnichannel integration and artificial intelligence
on the performance of Ukrainian retail enterprises.
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Abstract.

BaainkeBuu H. B., Cumnaxibcoxa C. M., Koyenxo M. CepeiiBua ynpabainna mopeibaeto ma po3opionoro mopeibaero 6 xonmerxcmi
2a00a1bHux mpancgopmayiil.

Y ecmammi o6rpynmoBaro meopemuio-memodosoeiuni sacadu mpancgpopmayii mopeibai ma ynpabainna po3opionumu nionpuemcmébamu 8 ymo-
Bax yuppobizayii exornomixu, posBumMKyY eseKmpoHHOi KoMepyil, NOWUpeHHA OMHIKAHAAbHUX Bi3Hec-MOo0eqell, 3acmocyB8anna wmyuHoeo inmeaexny i
anasimuky Beauxux OAHUX, a4 MAKoX 3MiHu Modeseil cnoxuBuoi noBedinku. Memoto docaidxenns € o0rpyHmybanns Hanpamié mpancgopmayii cyuac-
HO20 po30piBH020 MeHeOXMeHY ma opMyBants KOHYEeNMYALbHUX 3aca0 crmpameeiutoeo Yynpabainna po3opibHumu nionpuemcmbamu 8 ymobax ouna-
MIMHUX 3MIH 306HIUHb020 cepedoBuiya. Memodosoeiuny ocHoBy cmanobaams cucmeMHuil i npoyecHuil nioxoou, Memoou aHaiisy ma curme3sy, nopibrs-
AbHO20 AHAAIZY, CHIPYKMYPHO-PYHKYIOHAAbHO20 MoOeatoBanns ma HaykoBoi abcmpaxyii. Busnaueno cucmemnuil xapaxmep mpancgopmayii po3opioHoi
mopeibai, wo npoabasemuvcs Y nepexodi 6i0 ynpabainus okpemumu mopeobessHuMu onepayiamu 00 inmeepobanoeo cmbopeHHs KAICHMCLKOT ma eKoHo-
MiuHOI yinHocmi. BcmanoBaeno, wo yugppoba mparcpopmayis nepedbauae He Auuie BnpobadkeHHs OKPeMUX MEXHOAOSIUHUX PilieHb, 4 KOMNAEKCHY
nepeby0o8y Gisnec-modeai, ynpabaincokux npoyeci6 ma mexanizmif 63acmodii 3 kaienmamu. Po3kpumo pors omuikanaivHocmi, ax HoBoi ynpabaincvkoi
napaduemu, wo 3abe3neuye PyHKyioHasvHy ma iHgopmayitny inmeepayio gizuunux i yugpobux xanai, desnepepbricmo KiieHmcoko20 00cbidy ma
nioBunienns enyuxocmi nionpuemcmba. 3anponoHobaHo kKoHyenmyaisHui nioxio 0o cmpameeiuHo2o YynpabainHa po3opioHum nionpuemcmbom ax iHme-
epobaroio cucmemoro, cpopmoBanoro 3a wicmoma 63aemonob’asanumu Gumipami: yugpobum, KAIEHMOOPIEHMOBAHUM, AHAATINUYHUM, ONepayiiiHUM,
innobayiinum i pesusvenmuum. OcobauBy ybaey npudiseno cneyugpivyi pynxyionybanns yxpaincekozo po3dpioroeo cexmopy 8 ymobax BoeHnux pusuxié,
NnopyuieHHa AaHYi02i8 nocmauanna ma HecmabiavHocmi cnoxuBuozo nonumy. [Ipakmuune 3HaueHHsA pesyivmamib noaseae 8 moxaubocmi ix Buxopuc-
manna 045 Gopmybanns cmpameeiil yugpoboi mparcgpopmayii, po3Bumxy OMHIKAHAABHUX MoOesetl, YOOCKOHANEHHSA ONepayiliiHoe0 Ma A02iCUtLHO020
YNpabAiHHA, a Maxox 3miyHeHHa cmitikocmi nionpuemcme.

Ka10u08i caoBa: mopeibas, ynpabainna po3dpidHoio mopeibaeto, po3opibHutl cekmop, kaicHmcwvkuil 00cbid, po3opiore nionpuemcmébo.
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