
Інноваційні чинники економічного зростання 

 «АКТУАЛЬНІ ПРОБЛЕМИ ІННОВАЦІЙНОЇ ЕКОНОМІКИ ТА ПРАВА» № 1 / 2026 
Всеукраїнський науковий журнал 

~ 196 ~ 

9. Cruz, P. L., Ávila, L. V., Dinis, M. A. P., & Baggio, D. K. (2023). Environmental, Social and Governance (ESG) and Innovation in the 
Construction Sector: A Systematic Literature Review. Revista de Administração da UFSM, 16(4). https://doi.org/10.5902/1983465975315 

10. Tsyfra, T. (2023). Scientific and methodological basis for assessing the cointegration links of the contractor’s economic sustainability 
from the implementation of bim technology at all stages of the life cycle. Ways to Improve Construction Efficiency, 2(52), 230–239. 
https://doi.org/10.32347/2707-501x.2023.52(2).230-239 

11. Bielienkova, O. (2023). Corporate social responsibility as a component of sustainable development of a construction enterprise. Ways 
to Improve Construction Efficiency, 2(52), 240–249. https://doi.org/10.32347/2707-501x.2023.52(2).240-249 

12. Stankevych, I., Sakun, H., & Dvoienkin, Ye. (2025). Priorytety napriamy dosiahnennia TsSR v sferi budivnytstva [Priority directions for achieving 
the SDGs in the construction sector]. Sustainable Development of Economy, (4(55)), 62–69. https://doi.org/10.32782/2308-1988/2025-55-9 

13. Haliuk, I., & Yezhak, F. F. (2025). Forming a sustainable business model for construction companies: energy efficiency, circularity and 
digital technologies. Scientific Bulletin of Ivano-Frankivsk National Technical University of Oil and Gas. Series: Economics and Management 
in the Oil and Gas Industry, 2(32), 121–131. https://doi.org/10.31471/2409-0948-2025-2(32)-121-13 
 

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 digital 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 organizational, 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 strategic, 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, 
analytical, operational, innovative, and resilient. Particular attention is paid to the specific 
conditions of the Ukrainian retail sector, including war-related risks, supply chain disrup-
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-
mentation of omnichannel business models, the improvement of operational and logistics 
management, and the strengthening of enterprise resilience. 

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 
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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. Hänninen, 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. AI 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 omnichannel 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.  
Валінкевич Н. В., Ситняківська С. М., Коценко М. Сергіївна управління торгівлею та роздрібною торгівлею в контексті 

глобальних трансформацій. 
У статті обґрунтовано теоретико-методологічні засади трансформації торгівлі та управління роздрібними підприємствами в умо-

вах цифровізації економіки, розвитку електронної комерції, поширення омніканальних бізнес-моделей, застосування штучного інтелекту й 
аналітики великих даних, а також зміни моделей споживчої поведінки. Метою дослідження є обґрунтування напрямів трансформації сучас-
ного роздрібного менеджменту та формування концептуальних засад стратегічного управління роздрібними підприємствами в умовах дина-
мічних змін зовнішнього середовища. Методологічну основу становлять системний і процесний підходи, методи аналізу та синтезу, порівня-
льного аналізу, структурно-функціонального моделювання та наукової абстракції. Визначено системний характер трансформації роздрібної 
торгівлі, що проявляється у переході від управління окремими торговельними операціями до інтегрованого створення клієнтської та еконо-
мічної цінності. Встановлено, що цифрова трансформація передбачає не лише впровадження окремих технологічних рішень, а комплексну 
перебудову бізнес-моделі, управлінських процесів та механізмів взаємодії з клієнтами. Розкрито роль омніканальності, як нової управлінської 
парадигми, що забезпечує функціональну та інформаційну інтеграцію фізичних і цифрових каналів, безперервність клієнтського досвіду та 
підвищення гнучкості підприємства. Запропоновано концептуальний підхід до стратегічного управління роздрібним підприємством як інте-
грованою системою, сформованою за шістьма взаємопов’язаними вимірами: цифровим, клієнтоорієнтованим, аналітичним, операційним, 
інноваційним і резильєнтним. Особливу увагу приділено специфіці функціонування українського роздрібного сектору в умовах воєнних ризиків, 
порушення ланцюгів постачання та нестабільності споживчого попиту. Практичне значення результатів полягає в можливості їх викорис-
тання для формування стратегій цифрової трансформації, розвитку омніканальних моделей, удосконалення операційного та логістичного 
управління, а також зміцнення стійкості підприємств. 

Ключові слова: торгівля, управління роздрібною торгівлею, роздрібний сектор, клієнтський досвід, роздрібне підприємство. 
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