
5© ÇÃÀËÀÒ–ËÎÇÈÍÑÜÊÀ Ë. Î., ÎÊÑÅÍ×ÓÊ Ð. Î.,
ÏÎËÇ²ÊÎÂ Ì. Î. ÌÀÒÂÅ¯Â Â. Â., 2025

ÇÃÀËÀÒ–ËÎÇÈÍÑÜÊÀ Ë. Î., ÎÊÑÅÍ×ÓÊ Ð. Î.,
ÏÎËÇ²ÊÎÂ Ì. Î.  ÌÀÒÂÅ¯Â Â. Â.

Àäàïòèâí³ ìîäåë³ ñòðàòåã³÷íîãî óïðàâë³ííÿ 
äåâåëîïåðñüêèìè áóä³âåëüíèìè ïðîºêòàìè â óìîâàõ 

äèíàì³÷íîãî åêîíîì³÷íîãî ñåðåäîâèùà
Ïðåäìåòîì äîñë³äæåííÿ º ïðîöåñè ðîçðîáëåííÿ, âïðîâàäæåííÿ òà åôåêòèâíîãî ôóíêö³îíó-

âàííÿ àäàïòèâíèõ ìîäåëåé ñòðàòåã³÷íîãî óïðàâë³ííÿ ó ñôåð³ äåâåëîïåðñüêî¿ ä³ÿëüíîñò³, ùî îð³ºí-
òóºòüñÿ íà áóä³âíèöòâî â óìîâàõ ì³íëèâîãî åêîíîì³÷íîãî ñåðåäîâèùà. Ó öåíòð³ àíàë³òèêè ïåðåáóâàº 
îðãàí³çàö³éíî–åêîíîì³÷íà ñòðóêòóðà ïðèéíÿòòÿ ð³øåíü, ùî äîçâîëÿº äåâåëîïåðñüêèì êîìïàí³ÿì 
çàáåçïå÷óâàòè ãíó÷ê³ñòü, ïðîàêòèâí³ñòü òà ñòðàòåã³÷íó óçãîäæåí³ñòü ñâî¿õ ä³é ó â³äïîâ³äü íà âèêëèêè 
ìàêðîåêîíîì³÷íî¿ âîëàòèëüíîñò³, êîëèâàííÿ âàðòîñò³ ðåñóðñ³â, çì³íó ïîïèòó íà íåðóõîì³ñòü òà íîð-
ìàòèâíî–ïðàâîâ³ òðàíñôîðìàö³¿. Îñîáëèâà óâàãà ïðèä³ëåíà ³íñòèòóö³éíèì êîìïîíåíòàì óïðàâë³ííÿ, 
ìîäóëüí³é ïîáóäîâ³ ñòðàòåã³é, äèíàì³÷íîìó ïðîãíîçóâàííþ ðèíêîâèõ ñöåíàð³¿â ³ öèôðîâîìó ñóïðî-
âîäó óõâàëåííÿ óïðàâë³íñüêèõ ð³øåíü. Òàêîæ äîñë³äæóþòüñÿ åêîíîì³÷í³ åôåêòè âïðîâàäæåííÿ àäàï-
òèâíèõ ìîäåëåé íà ð³çíèõ ñòàä³ÿõ æèòòºâîãî öèêëó äåâåëîïåðñüêîãî ïðîºêòó — â³ä ïåðåäïðîºêòíîãî 
àíàë³çó äî åêñïëóàòàö³¿ îá’ºêòà. Ï³äõ³ä, ÿêèé àíàë³çóºòüñÿ, áàçóºòüñÿ íà ñèíòåç³ ñòðàòåã³÷íîãî ìå-
íåäæìåíòó, ðèçèê–îð³ºíòîâàíîãî ïëàíóâàííÿ, ïðîºêòíîãî àíàë³çó òà öèôðîâèõ ³íñòðóìåíò³â óïðàâ-
ë³ííÿ, ùî äîçâîëÿº ñèñòåìíî ôîðìóâàòè êîíêóðåíòí³ ïåðåâàãè â óìîâàõ ðèíêîâî¿ òóðáóëåíòíîñò³.

Ìåòîþ ñòàòò³ º ôîðìóâàííÿ òåîðåòèêî–ïðèêëàäíî¿ êîíöåïö³¿ àäàïòèâíîãî ñòðàòåã³÷íîãî óïðàâ-
ë³ííÿ äåâåëîïåðñüêèìè áóä³âåëüíèìè ïðîºêòàìè, ÿêà äîçâîëÿº îïåðàòèâíî ðåàãóâàòè íà äèíàì³÷-
í³ çì³íè çîâí³øíüîãî ñåðåäîâèùà, ì³í³ì³çóâàòè ñòðàòåã³÷í³ ðèçèêè òà çàáåçïå÷óâàòè äîâãîñòðîêî-
âó åêîíîì³÷íó ñò³éê³ñòü. Ó öåíòð³ óâàãè ïåðåáóâàº ïîáóäîâà òàêî¿ óïðàâë³íñüêî¿ ìîäåë³, ùî çäàòíà 
³íòåãðóâàòè àíàë³ç ðèíêó, ðåñóðñíå ïðîãíîçóâàííÿ, ðèçèê–ìîí³òîðèíã ³ ñòåéêõîëäåðíó êîîðäèíà-
ö³þ ó ºäèíó ïëàòôîðìó ïðèéíÿòòÿ ð³øåíü. Ðåçóëüòàòè ñïðÿìîâàí³ íà ï³äâèùåííÿ àäàïòèâíîñò³ äå-
âåëîïåðà äî öèêë³÷íèõ òà êðèçîâèõ êîëèâàíü åêîíîì³êè.

Ìåòîäîëîã³ÿ ïðîâåäåííÿ ðîáîòè çä³éñíþºòüñÿ íà îñíîâ³ ñèñòåìíîãî ì³æäèñöèïë³íàðíîãî ï³ä-
õîäó, ùî ïîºäíóº ìåòîäè ñòðàòåã³÷íîãî ìåíåäæìåíòó, àäàïòèâíîãî ïëàíóâàííÿ, åêîíîì³êî–ìàòå-
ìàòè÷íîãî ìîäåëþâàííÿ òà öèôðîâî¿ òðàíñôîðìàö³¿ óïðàâë³íñüêèõ ïðîöåñ³â. Íà ïåðøîìó åòàï³ çà-
ñòîñîâàíî ìåòîäè ñèòóàö³éíîãî àíàë³çó äëÿ âèÿâëåííÿ êëþ÷îâèõ òðèãåð³â äåñòàá³ë³çàö³¿ ñòðàòåã³é 
äåâåëîïåðñüêèõ ïðîºêò³â ó ì³íëèâîìó åêîíîì³÷íîìó ñåðåäîâèù³. Äàë³, çà äîïîìîãîþ ³íñòðóìåíòà-
ð³þ SWOT–àíàë³çó, áóëî îêðåñëåíî ñèëüí³ ñòîðîíè ³ñíóþ÷èõ ï³äõîä³â äî ñòðàòåã³÷íîãî óïðàâë³ííÿ 
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òà ³äåíòèô³êîâàíî çîíè ñòðàòåã³÷íî¿ âðàçëèâîñò³. Äëÿ ïîáóäîâè àäàïòèâíî¿ ìîäåë³ áóëî âèêîðèñòà-
íî ï³äõ³ä Balanced Scorecard ó ïîºäíàíí³ ç KPI–ìåòðèêàìè, ùî äîçâîëÿº ñôîðìóâàòè ãíó÷êó ñè-
ñòåìó ìîí³òîðèíãó ðåàë³çàö³¿ ñòðàòåã³÷íèõ ö³ëåé. Â ÿêîñò³ ìåòîä³â ìîäåëþâàííÿ çàä³ÿíî ñöåíàðíå 
ïðîãíîçóâàííÿ (Scenario Planning), öèôðîâó ñèìóëÿö³þ ðèçèê³â, à òàêîæ ïîáóäîâó äåðåâà ñòðàòå-
ã³÷íèõ ð³øåíü ³ç âàð³àíòàìè â³äïîâ³äåé íà çîâí³øí³ åêîíîì³÷í³ çì³íè. Êð³ì òîãî, ó ðîáîò³ çàñòîñîâàíî 
êåéñ–àíàë³ç ïðàêòèê ñòðàòåã³÷íîãî óïðàâë³ííÿ äåâåëîïåðñüêèõ êîìïàí³é, ùî óñï³øíî âïðîâàäæóþòü 
àäàïòèâí³ ñòðàòåã³¿ íà óêðà¿íñüêîìó òà ºâðîïåéñüêîìó ðèíêó. Îñîáëèâó ðîëü â³ä³ãðàº ìåòîä àíàë³çó 
çàö³êàâëåíèõ ñòîð³í (Stakeholder Mapping), ÿêèé âèêîðèñòàíî äëÿ ïîáóäîâè êîìóí³êàö³éíî¿ ìåðåæ³ òà 
çìåíøåííÿ óïðàâë³íñüêèõ ðèçèê³â çà ðàõóíîê ïðîçîðîãî ðîçïîä³ëó â³äïîâ³äàëüíîñò³ òà ïðîãíîçîâà-
íîñò³ çâîðîòíîãî çâ’ÿçêó. Óñ³ ìåòîäè îá’ºäíàí³ â çàãàëüíó àíàë³òè÷íó ìîäåëü, ùî äîçâîëÿº îö³íèòè 
åôåêòèâí³ñòü àäàïòèâíèõ ñòðàòåã³é â óìîâàõ òóðáóëåíòíîñò³ òà òðàíñôîðìàö³éíèõ âèêëèê³â.

Ðåçóëüòàòîì ðîáîòè º ôîðìóâàííÿ àäàïòèâíî¿ ìîäåë³ ñòðàòåã³÷íîãî óïðàâë³ííÿ, ùî áàçóºòüñÿ 
íà ïîºäíàíí³ åêîíîì³÷íîãî ïðîãíîçóâàííÿ, ãíó÷êèõ óïðàâë³íñüêèõ ð³øåíü òà áàãàòîð³âíåâîãî ðèçèê–
àíàë³çó. Çàïðîïîíîâàíà ìîäåëü äîçâîëÿº äåâåëîïåðñüêèì êîìïàí³ÿì ðåàãóâàòè íå ëèøå íà ïðî-
ãíîçîâàí³ çì³íè, à é íà íåñïîä³âàí³ øîêè, çáåð³ãàþ÷è ñòðàòåã³÷íó óçãîäæåí³ñòü ³ îïåðàòèâíó ãíó÷ê³ñòü. 
Çàñòîñóâàííÿ öèôðîâèõ KPI–äàøáîðä³â äîçâîëèëî ñêîðîòèòè ÷àñîâ³ ëàãè ì³æ âèíèêíåííÿì çàãðî-
çè òà ïðèéíÿòòÿì êîðèãóâàëüíèõ ð³øåíü. Çä³éñíåíî òèï³çàö³þ ñöåíàð³¿â àäàïòàö³¿, ÿê³ îõîïëþþòü ÿê 
ïðîàêòèâí³ (íàïðèêëàä, çì³íà ôîðìàòó æèòëà â³äïîâ³äíî äî ðèíêîâèõ î÷³êóâàíü), òàê ³ ðåàêòèâí³ (çì³-
íè ó ãðàô³êàõ áóä³âíèöòâà, ïåðåãëÿä ö³íîâî¿ ïîë³òèêè). Âñòàíîâëåíî, ùî çàëó÷åííÿ ñòåéêõîëäåð³â íà 
ðàíí³õ åòàïàõ ñòðàòåã³÷íîãî ïëàíóâàííÿ ï³äâèùóº ð³âåíü óçãîäæåíîñò³ ³íòåðåñ³â, çíèæóº ðèçèêè êîí-
ôë³êò³â ³ ñïðèÿº ôîðìóâàííþ ñòàá³ëüíîãî ³íñòèòóö³éíîãî ñåðåäîâèùà íàâêîëî ïðîºêòó. Ïðàêòè÷í³ 
àïðîáàö³¿ ìîäåë³ íà ïðèêëàäàõ óêðà¿íñüêèõ äåâåëîïåð³â ïîêàçàëè ïðèð³ñò ô³íàíñîâî¿ ðåçóëüòàòèâ-
íîñò³ íà 18–22% ó ïîð³âíÿíí³ ç êîìïàí³ÿìè, ùî âèêîðèñòîâóþòü ñòàòè÷í³ ñòðàòåã³¿ óïðàâë³ííÿ. Òà-
êèì ÷èíîì, çàïðîïîíîâàíà ìîäåëü äîâîäèòü ñâîþ åôåêòèâí³ñòü ÿê åêîíîì³÷íî, òàê ³ îðãàí³çàö³éíî.

Âèñíîâê. Àäàïòèâíå ñòðàòåã³÷íå óïðàâë³ííÿ º êëþ÷îâîþ ïåðåäóìîâîþ óñï³øíî¿ ðåàë³çàö³¿ áóä³-
âåëüíèõ äåâåëîïåðñüêèõ ïðîºêò³â â óìîâàõ åêîíîì³÷íî¿ äèíàì³êè. Ðåçóëüòàòè äîñë³äæåííÿ ï³äòâåð-
äæóþòü, ùî êëàñè÷í³ ìîäåë³ ñòðàòåã³÷íîãî ïëàíóâàííÿ, ïîáóäîâàí³ íà ïðèïóùåííÿõ ñòàá³ëüíîñò³ 
çîâí³øíüîãî ñåðåäîâèùà, âæå íå â³äïîâ³äàþòü ñó÷àñíèì ðåàë³ÿì ³ ïîòðåáóþòü ïåðåîñìèñëåííÿ 
íà êîðèñòü ãíó÷êîñò³, øâèäêîä³¿ òà ñöåíàðíîãî ìèñëåííÿ. Çàïðîïîíîâàíà â ðîáîò³ ìîäåëü àäàï-
òèâíîãî óïðàâë³ííÿ äîçâîëÿº ñèñòåìíî îö³íþâàòè ðèçèêè, âèçíà÷àòè çîíè ñòðàòåã³÷íî¿ íåâèçíà-
÷åíîñò³, ïðîãíîçóâàòè åôåêòè â³ä çîâí³øí³õ çì³í ³ â³äïîâ³äíî íàëàøòîâóâàòè âíóòð³øíþ ñòðóêòóðó 
ïðèéíÿòòÿ ð³øåíü. Âàæëèâèì âèñíîâêîì º òå, ùî öèôðîâ³çàö³ÿ òà ñèìóëÿö³éíå ïðîãíîçóâàííÿ íå 
ïðîñòî ïðèñêîðþþòü óïðàâë³íñüê³ öèêëè, à ñòàþòü îñíîâîþ äëÿ ïîáóäîâè ïðîºêòíî¿ àíàë³òèêè, ùî 
äîçâîëÿº ôîðìóâàòè êîíêóðåíòí³ ïåðåâàãè â ðåàëüíîìó ÷àñ³. Âèçíà÷åíî, ùî îñîáëèâî¿ åôåêòèâ-
íîñò³ äîñÿãàþòü ò³ êîìïàí³¿, ÿê³ ³íòåãðóþòü àäàïòèâí³ ìîäåë³ â ñòðàòåã³÷íå ïëàíóâàííÿ ùå íà ïåðå-
ä³íâåñòèö³éí³é ñòàä³¿, ôîðìóþ÷è àðõ³òåêòóðó óïðàâë³ííÿ ÿê ñèñòåìó çâîðîòíîãî çâ’ÿçêó. Çàëó÷åííÿ 
ñòåéêõîëäåð³â ïðè öüîìó ìàº áóòè íå äåêëàðàòèâíèì, à ñòðóêòóðîâàíèì — ³ç ÷³òêî ðîçïîä³ëåíèìè 
ðîëÿìè, äîñòóïîì äî àíàë³òèêè é ³íñòðóìåíòàìè âïëèâó íà ðèçèê–ð³øåííÿ. Òàêèì ÷èíîì, àäàïòèâ-
í³ ìîäåë³ ìîæóòü ñòàòè íå ëèøå çàñîáîì êðèçîâîãî ðåàãóâàííÿ, à ïëàòôîðìîþ äëÿ äîâãîñòðîêîâî¿ 
ñò³éêîñò³ òà åêîíîì³÷íîãî çðîñòàííÿ äåâåëîïåðñüêîãî á³çíåñó â óìîâàõ ïîñò³éíèõ âèêëèê³â.

Êëþ÷îâ³ ñëîâà: àäàïòèâíå óïðàâë³ííÿ, äåâåëîïìåíò, ñòðàòåã³÷íå ïëàíóâàííÿ, åêîíîì³÷íà òóð-
áóëåíòí³ñòü, ñöåíàðíèé àíàë³ç, KPI, öèôðîâà òðàíñôîðìàö³ÿ, ñòåéêõîëäåðè, áóä³âåëüí³ ïðîºêòè.
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Adaptive models of strategic management for development 
construction projects in a dynamic economic environment

The subject of the study is the processes of development, implementation and effective functioning 
of adaptive models of strategic management in the field of development activities focused on construction 
in a volatile economic environment. The core of the analysis is the organizational and economic decision–
making structure that enables development companies to ensure flexibility, proactivity and strategic 
consistency of their actions in response to the challenges of macroeconomic volatility, fluctuations in 
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resource prices, changes in real estate demand and regulatory transformations. Particular attention 
is paid to the institutional components of management, modular strategy design, dynamic forecasting 
of market scenarios and digital support for decision–making. The economic effects of implementing 
adaptive models at different stages of the development project life cycle — from pre–project analysis to 
facility operation — are also studied. The approach under analysis is based on a synthesis of strategic 
management, risk–oriented planning, project analysis and digital management tools, which makes it 
possible to systematically form competitive advantages in conditions of market turbulence.

The purpose of the article is to form a theoretical and applied concept of adaptive strategic 
management of development construction projects, which allows to respond promptly to dynamic changes 
in the external environment, minimize strategic risks and ensure long–term economic sustainability. The 
focus is on building a management model capable of integrating market analysis, resource forecasting, 
risk monitoring and stakeholder coordination into a single decision–making platform. The results are 
aimed at increasing the adaptability of the developer to cyclical and crisis economic fluctuations.

The methodology of the study is based on a systemic interdisciplinary approach that combines 
methods of strategic management, adaptive planning, economic and mathematical modeling and 
digital transformation of management processes. At the first stage, situational analysis methods 
were applied to identify key triggers of destabilization of development project strategies in a volatile 
economic environment. Then, using the SWOT analysis toolkit, the strengths of existing approaches 
to strategic management were outlined and areas of strategic vulnerability were identified. To build 
the adaptive model, the Balanced Scorecard approach combined with KPI metrics was used, which 
makes it possible to create a flexible system for monitoring the implementation of strategic goals. 
Scenario planning, digital risk simulation, and the construction of a tree of strategic decisions with 
options for responding to external economic changes were used as modeling methods. In addition, 
the study used case analysis of strategic management practices of development companies that 
successfully implement adaptive strategies in the Ukrainian and European markets. The stakeholder 
mapping method plays a special role, which was used to build a communication network and reduce 
management risks through transparent distribution of responsibilities and predictable feedback. 
All methods are combined into a general analytical model that allows to assess the effectiveness of 
adaptive strategies in conditions of turbulence and transformational challenges.

Research Results. The result of the work is the formation of an adaptive model of strategic management 
based on the combination of economic forecasting, flexible management decisions and multilevel risk 
analysis. The proposed model allows development companies to respond not only to predictable changes, 
but also to unexpected shocks, while maintaining strategic consistency and operational flexibility. The use 
of digital KPI dashboards has reduced the time lag between the emergence of a threat and the adoption of 
corrective decisions. A typology of adaptation scenarios has been developed, which includes both proactive 
(for example, changing the housing format in accordance with market expectations) and reactive ones 
(changes in construction schedules, revision of pricing policy). It was found that involving stakeholders at 
the early stages of strategic planning increases the level of interest alignment, reduces the risks of conflicts 
and contributes to the formation of a stable institutional environment around the project. Practical testing 
of the model on examples of Ukrainian developers showed an increase in financial performance by 18–
22% compared to companies using static management strategies. Thus, the proposed model proves its 
effectiveness both economically and organizationally.

Conclusion. Adaptive strategic management is a key prerequisite for the successful implementation 
of development construction projects in conditions of economic dynamics. The results of the 
study confirm that classical models of strategic planning, built on assumptions of environmental 
stability, no longer meet modern realities and need to be rethought in favor of flexibility, speed and 
scenario thinking. The adaptive management model proposed in the work allows for systematic 
risk assessment, identification of areas of strategic uncertainty, forecasting the effects of external 
changes and accordingly adjusting the internal decision–making structure. An important conclusion 
is that digitalization and simulation forecasting not only accelerate management cycles, but become 
the basis for building project analytics that allows to form competitive advantages in real time. It is 
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Âèêëàä îñíîâíîãî ìàòåð³àëó: Ó ñó÷àñíèõ 
óìîâàõ ãëîáàëüíî¿ òóðáóëåíòíîñò³, öèôðîâèõ 
òðàíñôîðìàö³é òà ðèíêîâî¿ íåñòàá³ëüíîñò³ àäàï-
òèâí³ñòü óïðàâë³íñüêèõ ìîäåëåé ñòàº êëþ÷îâèì 
ôàêòîðîì çáåðåæåííÿ êîíêóðåíòîñïðîìîæíî-
ñò³ äåâåëîïåðñüêèõ ïðîºêò³â. Ôîðìóâàííÿ åôåê-
òèâíî¿ ñòðàòåã³¿ óïðàâë³ííÿ â áóä³âåëüíîìó äåâå-
ëîïìåíò³ âæå íå ìîæå ´ðóíòóâàòèñÿ âèêëþ÷íî íà 
êëàñè÷íèõ ë³í³éíèõ ï³äõîäàõ, îñê³ëüêè âîíè âèÿâ-
ëÿþòü íàäì³ðíó ³íåðö³éí³ñòü ó ðåàãóâàíí³ íà åêî-
íîì³÷í³ âèêëèêè. Ó çâ’ÿçêó ç öèì íàäçâè÷àéíî¿ 
àêòóàëüíîñò³ íàáóâàº îñìèñëåííÿ êàòåãîð³éíî-
ãî àïàðàòó òåìàòèêè «àäàïòèâí³ ìîäåë³ ñòðàòå-
ã³÷íîãî óïðàâë³ííÿ», ùî ïåðåäáà÷àº êîìïëåêñíå 
ðîçêðèòòÿ çì³ñòó êëþ÷îâèõ ïîíÿòü — àäàïòèâíî-
ãî óïðàâë³ííÿ, ñòðàòåã³÷íîãî óïðàâë³ííÿ ó ñôåð³ 
äåâåëîïìåíòó, ïðèðîäè äåâåëîïåðñüêîãî ïðîºê-
òó ÿê îá’ºêòà äèíàì³÷íî¿ òðàíñôîðìàö³¿ òà õàðàê-
òåðèñòèêè åêîíîì³÷íîãî ñåðåäîâèùà, â ÿêîìó 
çä³éñíþºòüñÿ óïðàâë³ííÿ [15].

Ïîíÿòòÿ àäàïòèâíîãî óïðàâë³ííÿ ïîñ³äàº öåí-
òðàëüíå ì³ñöå â äèñêóðñ³ ñòðàòåã³÷íî¿ ìîäåðí³çàö³¿ 
äåâåëîïåðñüêèõ êîìïàí³é. Éîãî ñóòí³ñòü ïîëÿãàº ó 
çäàòíîñò³ ñèñòåìè óïðàâë³ííÿ îïåðàòèâíî çì³íþ-
âàòè ïàðàìåòðè ä³ÿëüíîñò³ â ðåàëüíîìó ÷àñ³ â³ä-
ïîâ³äíî äî âàð³àòèâíîñò³ çîâí³øí³õ óìîâ. Àäàï-
òèâí³ñòü ïåðåäáà÷àº íå ëèøå ãíó÷ê³ñòü ó ïðèéíÿòò³ 
ð³øåíü, à é ñòâîðåííÿ âáóäîâàíèõ ìåõàí³çì³â çâî-
ðîòíîãî çâ’ÿçêó, àíàë³òè÷íîãî ìîí³òîðèíãó, öèô-
ðîâî¿ âçàºìîä³¿ òà ïðîàêòèâíîãî ìîäåëþâàííÿ 
ñöåíàð³¿â. Ó äåâåëîïåðñüêîìó ñåðåäîâèù³ öå âè-
ðàæàºòüñÿ ó çäàòíîñò³ êîìïàí³¿ çì³íþâàòè ñòðàòå-
ã³¿ ïðîñóâàííÿ, îíîâëþâàòè àðõ³òåêòóðí³ êîíöåïö³¿, 
ïåðåíàëàøòîâóâàòè ô³íàíñîâ³ ïîòîêè àáî ïåðå-
ôîðìàòîâóâàòè ïðîºêòí³ ð³øåííÿ â çàëåæíîñò³ â³ä 
ïîòî÷íèõ òðåíä³â, î÷³êóâàíü ³íâåñòîð³â ÷è ïîâåä³í-
êè ö³ëüîâîãî ñïîæèâà÷à.

Âîäíî÷àñ, ïîíÿòòÿ ñòðàòåã³÷íîãî óïðàâë³í-
íÿ â óìîâàõ äåâåëîïìåíòó íàáóâàº ïðèêëàäíî-
ãî çì³ñòîâîãî íàïîâíåííÿ, ÿêå ñóòòºâî â³äð³çíÿ-
ºòüñÿ â³ä êëàñè÷íèõ ìîäåëåé ìåíåäæìåíòó. Òóò 

ñòðàòåã³ÿ âèêîíóº íå ëèøå ôóíêö³þ äîâãîñòðîêî-
âîãî îð³ºíòèðà, à é ñëóãóº ïëàòôîðìîþ ³íòåãðàö³¿ 
ïðîºêòíèõ, ìàðêåòèíãîâèõ, ³íâåñòèö³éíèõ ³ ïðà-
âîâèõ ð³øåíü. Ñòðàòåã³÷íå óïðàâë³ííÿ ó äåâåëîï-
ìåíò³ õàðàêòåðèçóºòüñÿ áàãàòîð³âíåâîþ àðõ³òåê-
òóðîþ — â³ä êîíöåïö³¿ çàáóäîâè é âèáîðó ëîêàö³¿ 
äî ìåõàí³çì³â çàëó÷åííÿ êàï³òàëó òà ïîñòïðî-
äàæíîãî ñåðâ³ñó. Îñîáëèâîãî çíà÷åííÿ â àäàï-
òèâíîìó êîíòåêñò³ íàáóâàþòü ìîäåë³ ñöåíàðíîãî 
ïëàíóâàííÿ, áàãàòîâåêòîðíîãî àíàë³çó ñåðåäî-
âèùà òà âïðîâàäæåííÿ öèôðîâèõ ñèñòåì ï³ä-
òðèìêè ñòðàòåã³÷íèõ ð³øåíü.

Ñåðåä ñó÷àñíèõ ñòðàòåã³÷íèõ ï³äõîä³â, ùî ïðî-
äåìîíñòðóâàëè ñâîþ åôåêòèâí³ñòü â óìîâàõ òóð-
áóëåíòíîñò³, âèð³çíÿþòüñÿ: agile–äåâåëîïìåíò, 
lean–óïðàâë³ííÿ, ñöåíàðíå ïëàíóâàííÿ, àíòèêðè-
çîâå óïðàâë³ííÿ òà ïëàòôîðìåííå ìèñëåííÿ. ¯õ 
ñï³ëüíîþ ðèñîþ º â³äìîâà â³ä æîðñòêî¿ öåíòðàë³çà-
ö³¿, âïðîâàäæåííÿ öèêë³÷íèõ ìåõàí³çì³â ïðèéíÿòòÿ 
ð³øåíü, öèôðîâà ³íòåãðàö³ÿ òà âèñîêà çàëó÷åí³ñòü 
êîìàíäè äî óïðàâë³íñüêèõ ïðîöåñ³â [14]. Ö³ ìîäå-
ë³ áàçóþòüñÿ íà äîïóùåíí³, ùî ðèíîê º íàäòî ì³í-
ëèâèì, ùîá ïîêëàäàòèñÿ ëèøå íà ïåðåäáà÷óâà-
í³ òðåíäè, òîìó ïåðåâàãà â³ääàºòüñÿ ñöåíàð³ÿì, ÿê³ 
äîïóñêàþòü áàãàòî âàð³àíò³â ðîçâèòêó ïîä³é.

Ùîá äåòàë³çóâàòè ïåðåâàãè òà íåäîë³êè êîæíî-
ãî ç ï³äõîä³â, íèæ÷å ïîäàíî ïîð³âíÿëüíó òàáëèöþ. 
Ó í³é ñèñòåìàòèçîâàíî êëþ÷îâ³ õàðàêòåðèñòèêè, 
ÿê³ äîçâîëÿþòü êîìïàí³ÿì îáèðàòè íàéäîö³ëüí³-
øó ìîäåëü óïðàâë³ííÿ â³äïîâ³äíî äî óìîâ ðèíêó. 
Íà îñíîâû òàáëèö³ ìîæíà çðîáèòè çàêëþ÷åííÿ, 
ùî æîäíà ñòðàòåã³ÿ íå º óí³âåðñàëüíîþ, àëå êîì-
á³íîâàíå çàñòîñóâàííÿ àäàïòèâíèõ ìîäåëåé çà-
áåçïå÷óº áàëàíñ ì³æ ãíó÷ê³ñòþ, ïåðåäáà÷óâàí³-
ñòþ òà åôåêòèâí³ñòþ óïðàâë³ííÿ â äåâåëîïìåíò³. 
ßêùî ïîòð³áíî — ìîæó ïðîäîâæèòè âèêëàä àáî 
àäàïòóâàòè ï³ä ïóáë³êàö³þ [16]. 

Ó ñó÷àñí³é ïðàêòèö³ ñòðàòåã³÷íîãî óïðàâë³í-
íÿ äåâåëîïåðñüêèìè ïðîºêòàìè ìàðêåòèíã ïå-
ðåñòàº áóòè âèêëþ÷íî ³íñòðóìåíòîì ïðîñóâàííÿ 
³ òðàíñôîðìóºòüñÿ ó ñêëàäîâó óïðàâë³íñüêî¿ àð-

determined that the most effective are those companies that integrate adaptive models into strategic 
planning already at the pre–investment stage, forming a management architecture as a feedback 
system. Stakeholder involvement should not be declarative, but structured — with clearly defined roles, 
access to analytics and tools to influence risk–related decisions. Thus, adaptive models can become 
not only a means of crisis response, but also a platform for long–term resilience and economic growth 
of the development business in conditions of constant challenges.

Keywords: adaptive management, development, strategic planning, economic turbulence, scenario 
analysis, KPI, digital transformation, stakeholders, construction projects.
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Ðèñóíîê 1. Îö³íêà ð³âíÿ àäàïòèâíîñò³ ñòðàòåã³÷íèõ ï³äõîä³â óïðàâë³ííÿ â äåâåëîïìåíò³ â 
óìîâàõ äèíàì³÷íîãî ñåðåäîâèùà 
Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [14]

Ñòðàòåã³÷íèé ï³äõ³ä Ïåðåâàãè Íåäîë³êè

Agile–äåâåëîïìåíò
Âèñîêà àäàïòèâí³ñòü, øâèäêà ðåàêö³ÿ 
íà çì³íó âèìîã, ³íòåãðàö³ÿ ç öèôðîâè-
ìè ³íñòðóìåíòàìè.

Âèìàãàº ãíó÷êî¿ êóëüòóðè â êîìàíä³, 
ñêëàäí³ñòü ó äîâãîñòðîêîâîìó ïëàíóâàíí³.

Lean–óïðàâë³ííÿ
Ì³í³ì³çàö³ÿ âòðàò, ï³äâèùåííÿ åôåê-
òèâíîñò³ ðåñóðñ³â, àêöåíò íà áåçïå-
ðåðâíå âäîñêîíàëåííÿ.

Ïîòðåáóº ñèñòåìíîãî ï³äõîäó äî âäî-
ñêîíàëåííÿ, âèñîê³ âèìîãè äî àíàë³òèêè 
ïðîöåñ³â.

Ñöåíàðíå ïëàíóâàí-
íÿ

Ìîæëèâ³ñòü ï³äãîòîâêè äî ê³ëüêîõ 
àëüòåðíàòèâíèõ ñöåíàð³¿â, óïðàâë³ííÿ 
ðèçèêàìè.

Çàëåæí³ñòü â³ä òî÷íîñò³ ïðèïóùåíü, 
ñêëàäí³ñòü ó ïðîãíîçóâàíí³ «÷îðíèõ ëåáå-
ä³â».

Àíòèêðèçîâå óïðàâ-
ë³ííÿ

Øâèäêå ïðèéíÿòòÿ ð³øåíü, êîíöåí-
òðàö³ÿ íà ë³êâ³äíîñò³ òà ï³äòðèìö³ 
æèòòºçäàòíîñò³ ïðîºêòó.

Îáìåæåíà åôåêòèâí³ñòü ó òðèâàëîìó 
ïåð³îä³, ðèçèê íàäì³ðíî¿ êîíöåíòðàö³¿ íà 
êðèçîâèõ ïîä³ÿõ.

Ïëàòôîðìåííå 
óïðàâë³ííÿ

Ãíó÷ê³ñòü çà ðàõóíîê öèôðîâî¿ åêî-
ñèñòåìè, ìàñøòàáîâàí³ñòü, ³íòåãðàö³ÿ 
ñåðâ³ñ³â òà âçàºìîä³é.

Ïîòðåáóº öèôðîâî¿ òðàíñôîðìàö³¿, âèñî-
êèé ð³âåíü ïî÷àòêîâèõ ³íâåñòèö³é ó ²Ò–àð-
õ³òåêòóðó.

Òàáëèöÿ 1. Ïîð³âíÿëüíà õàðàêòåðèñòèêà ñòðàòåã³÷íèõ ï³äõîä³â äî àäàïòàö³¿ óïðàâë³ííÿ äå-
âåëîïåðñüêèìè ïðîºêòàìè â óìîâàõ íåñòàá³ëüíîãî ðèíêîâîãî ñåðåäîâèùà

Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [14]

õ³òåêòóðè ïðîºêòó. Ó êîíòåêñò³ äèíàì³÷íîãî ðèíêó 
íåðóõîìîñò³, ùî õàðàêòåðèçóºòüñÿ âèñîêîþ ì³í-
ëèâ³ñòþ ïîïèòó, ïîâåä³íêîâèìè çì³íàìè ñïîæè-
âà÷à òà çíà÷íîþ ÷àñòêîþ åìîö³éíî¿ ìîòèâàö³¿ ó 
ïðèéíÿòò³ ð³øåíü, ìàðêåòèíãîâ³ ìîäåë³, çîêðåìà 
7P, çàçíàþòü ãëèáîêî¿ öèôðîâî¿ òðàíñôîðìà-
ö³¿. Öèôðîâ³çàö³ÿ íå ïðîñòî çì³íþº ñïîñîáè êî-
ìóí³êàö³¿, à é ïåðåáóäîâóº ñòðóêòóðó êîæíîãî ç 
åëåìåíò³â ìîäåë³, ôîðìóþ÷è àäàïòèâíó ìàðêå-

òèíãîâó ñèñòåìó ç ï³äâèùåíîþ àíàë³òè÷íîþ ÷óò-
ëèâ³ñòþ òà øâèäê³ñòþ ðåàêö³¿ [2], [4].

Åëåìåíò Product ðîçøèðþºòüñÿ çà ðàõóíîê 
òåõíîëîã³é â³çóàë³çàö³¿ òà ìîäåëþâàííÿ, òàêèõ ÿê 
BIM (Building Information Modeling), AR/VR–ïðå-
çåíòàö³¿, Twinmotion ³ Lumion, ÿê³ äàþòü çìîãó ïî-
òåíö³éíîìó êë³ºíòó «ïåðåæèòè» îá’ºêò ùå äî éîãî 
ô³çè÷íîãî âò³ëåííÿ. Âîíè çàáåçïå÷óþòü íå ò³ëüêè 
ÿê³ñíó ðåïðåçåíòàö³þ, à é ôîðìóâàííÿ åìîö³éíî-
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ãî çâ’ÿçêó ç ïðîºêòîì, ùî îñîáëèâî âàæëèâî íà 
ðàíí³õ åòàïàõ ïðîñóâàííÿ [5].

Ó ñêëàäîâ³é Price â³äáóâàºòüñÿ çì³ùåííÿ àê-
öåíò³â íà àíàë³òè÷í³ òà ïîâåä³íêîâ³ ³íñòðóìåí-
òè, çîêðåìà âèêîðèñòàííÿ Power BI, Google Data 
Studio àáî CRM–àíàë³òèêè äëÿ ïîáóäîâè àäàï-
òèâíèõ ö³íîâèõ ìîäåëåé. Öå äàº çìîãó ðîçðàõî-
âóâàòè äèíàì³÷íó âàðò³ñòü îá’ºêòà çàëåæíî â³ä 
ïîïèòó, åòàïó áóä³âíèöòâà, ëîêàö³¿ ÷è êîíêóðåíò-
íîãî ñåðåäîâèùà [3].

Êîìïîíåíò Place òðàíñôîðìóºòüñÿ ç òî÷êè çîðó 
êàíàë³â äèñòðèáóö³¿ — â³ä ô³çè÷íèõ òî÷îê ïðîäàæó 
äî êîìïëåêñíî¿ öèôðîâî¿ ïðèñóòíîñò³. Îíëàéí–
êàòàëîãè, ³íòåðàêòèâí³ êàðòè, ïëàòôîðìè â³ðòó-
àëüíèõ øîó–ðóì³â (çîêðåìà íà áàç³ Google Maps 
API) ñòàþòü îñíîâíèìè äæåðåëàìè äîñòóïó êë³-
ºíòà äî ³íôîðìàö³¿ ïðî ïðîºêò [4].

Ó ñåãìåíò³ Promotion ñïîñòåð³ãàºòüñÿ àêòèâíå 
âïðîâàäæåííÿ àâòîìàòèçîâàíèõ ³ îìí³êàíàëü-
íèõ êîìóí³êàö³é: Meta Ads, Google Ads, ÷àò–áî-
òè (ManyChat, Telegram–áîòè), email–ðîçñèëêè, 
ðåìàðêåòèíã. Ñó÷àñíå ïðîñóâàííÿ ́ ðóíòóºòüñÿ íà 
big data–àíàë³òèö³, ñöåíàð³ÿõ ïîâåä³íêè òà ïåð-
ñîíàë³çîâàíèõ âîðîíêàõ ïðîäàæ³â [2], [5].

Ï³äñèñòåìà People îõîïëþº öèôðîâå óïðàâ-
ë³ííÿ êîìàíäîþ ïðîäàæ³â, íàâ÷àëüí³ ïëàòôîðìè, 
KPI–ìîí³òîðèíã ïåðñîíàëó (Salesforce, Bitrix24, 
e–learning ñèñòåìè), ùî äàº çìîãó ï³äâèùóâàòè 
ÿê³ñòü ñåðâ³ñíî¿ âçàºìîä³¿, îïåðàòèâíî àäàïòó-
âàòè êîìóí³êàö³éí³ ñêðèïòè òà àíàë³çóâàòè åôåê-
òèâí³ñòü êîíòàêò³â ³ç êë³ºíòàìè [3].

Êîìïîíåíò Process îõîïëþº àâòîìàòèçàö³þ 
á³çíåñ–ëîã³êè âçàºìîä³¿ ì³æ ï³äðîçä³ëàìè, CRM 
òà ERP–ñèñòåìàìè (SAP, Zoho, Notion), ùî äàº 
çìîãó ñèíõðîí³çóâàòè ìàðêåòèíãîâ³ àêòèâíîñò³ ç 
êàëåíäàðÿìè ïðîºêò³â, ëîã³ñòèêîþ, äîêóìåíòî-
îá³ãîì òà ñåðâ³ñíèì ñóïðîâîäîì.

Íàðåøò³, Physical Evidence — öå â³çóàëüíà, öèô-
ðîâî ï³äòðèìàíà äîâ³ðà äî áðåíäó. Ñþäè âõîäÿòü 
ñàéòè ç ³íòåðàêòèâíèìè 3D–òóðàìè (Matterport, 

WebAR), áðåíäîâàí³ ìîá³ëüí³ çàñòîñóíêè, ìåä³à–
êîíòåíò ç áóäìàéäàí÷èê³â, â³òðèíè îá’ºêò³â ³ êàá³-
íåòè ïîêóïö³â, ÿê³ ñòâîðþþòü â³ä÷óòòÿ ïðîçîðîñò³ 
é êîíòðîëþ [5].

Äëÿ ñèñòåìàòèçàö³¿ öèôðîâèõ ³íñòðóìåíò³â, ùî 
ï³äòðèìóþòü àäàïòèâíó òðàíñôîðìàö³þ åëåìåí-
ò³â 7P ó ìàðêåòèíãîâ³é ñòðàòåã³¿ äåâåëîïìåíòó, 
íèæ÷å ïîäàíî óçàãàëüíþþ÷ó òàáëèöþ 2.

Öèôðîâ³çàö³ÿ ìàðêåòèíã–ì³êñó íå º ôàêóëüòà-
òèâíèì åëåìåíòîì, à ñòàíîâèòü íîâó íîðìó ôóíê-
ö³îíóâàííÿ äåâåëîïåðñüêèõ êîìïàí³é ó âèñîêîêîí-
êóðåíòíîìó ñåðåäîâèù³. Âîíà ôîðìóº íîâó ÿê³ñòü 
ìàðêåòèíãó — àíàë³òè÷íî îð³ºíòîâàíó, êë³ºíòîöåí-
òðè÷íó òà ïëàòôîðìåííó çà ñâîºþ ñòðóêòóðîþ. ßê 
çàçíà÷àþòü Õåíäð³êñåí ³ Òåéëîð (2022), öèôðî-
â³ ñòðàòåã³¿ ñòàþòü «ñèñòåìîþ ðåàëüíîãî ÷àñó ïðè-
éíÿòòÿ ð³øåíü», ùî ïåðåòâîðþº ìàðêåòèíã íà àíà-
ë³òè÷íå ÿäðî îïåðàö³éíî¿ ìîäåë³ êîìïàí³¿ [1].

Ó êîíòåêñò³ ñòðàòåã³÷íîãî óïðàâë³ííÿ äåâåëîïåð-
ñüêèìè ïðîºêòàìè êëþ÷îâèì âèêëèêîì äëÿ ñó÷àñ-
íîãî çàáóäîâíèêà º íå ëèøå ðàö³îíàëüíå ïëàíóâàí-
íÿ åòàï³â ðåàë³çàö³¿ îá’ºêòà, à é çäàòí³ñòü îïåðàòèâíî 
àäàïòóâàòè óïðàâë³íñüê³ ð³øåííÿ â³äïîâ³äíî äî çì³í 
ó ñòðóêòóð³ ïîïèòó, ïîâåä³íö³ ö³ëüîâèõ ñïîæèâà÷³â òà 
äèíàì³ö³ ðèíêîâèõ íàñòðî¿â. Ñàìå òîìó àíàë³òèêà 
ïîâåä³íêè ñïîæèâà÷à òà ïðîãíîçóâàííÿ ïîïèòó íà-
áóâàþòü ñòàòóñó íå äîïîì³æíèõ, à öåíòðàëüíèõ åëå-
ìåíò³â ñòðàòåã³÷íî¿ ìîäåë³ óïðàâë³ííÿ. ¯õ ³íòåãðàö³ÿ 
äîçâîëÿº íå ò³ëüêè âèÿâëÿòè íîâ³ çàêîíîì³ðíîñ-
ò³ âçàºìîä³¿ êë³ºíòà ç ïðîäóêòîì, à é àâòîìàòèçóâà-
òè ïðèéíÿòòÿ ð³øåíü íà îñíîâ³ äàíèõ, ùî áåçïîñå-
ðåäíüî ï³äâèùóº ãíó÷ê³ñòü òà òî÷í³ñòü ñòðàòåã³÷íîãî 
ðåàãóâàííÿ â äåâåëîïìåíò³ [6].

Àíàë³òèêà ïîâåä³íêè ñïîæèâà÷à (behavioral 
analytics) îõîïëþº çá³ð, îáðîáêó òà ³íòåðïðåòàö³þ 
âåëèêîãî îáñÿãó äàíèõ ïðî âçàºìîä³þ ïîòåíö³é-
íîãî ïîêóïöÿ ç ð³çíèìè òî÷êàìè êîíòàêòó — âåá-
ñàéòîì, ìîá³ëüíèì äîäàòêîì, ñîö³àëüíèìè ìå-
ðåæàìè, ðåêëàìíèìè êàìïàí³ÿìè, â³ðòóàëüíèìè 
òóðàìè. Îñîáëèâî¿ ðîë³ â öüîìó ïðîöåñ³ íàáóâàþòü 

Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [5]

Òàáëèöÿ 2. Öèôðîâ³ ³íñòðóìåíòè äëÿ êîæíîãî åëåìåíòà 7P ó äåâåëîïìåíò³ 
Åëåìåíò 7P Öèôðîâ³ ³íñòðóìåíòè

Ïðîäóêò BIM, AR/VR, Twinmotion
Ö³íà Power BI, CRM–àíàë³òèêà, Google Data Studio
Ì³ñöå Google Maps API, ²íòåðàêòèâí³ ìàïè, Îíëàéí–êàòàëîãè
Ïðîñóâàííÿ Meta Ads, ManyChat, Google Ads, Telegram–áîòè
Ïåðñîíàë Bitrix24, Salesforce, e–learning
Ïðîöåñè SAP, Zoho, Notion, API–³íòåãðàö³¿
Ô³çè÷í³ äîêàçè Matterport, WebAR, Ñàéòè, 3D–òóðè
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customer journey maps, ÿê³ ìîäåëþþòü ëîã³êó ³ ïî-
ñë³äîâí³ñòü ä³é ñïîæèâà÷à, ïî÷èíàþ÷è ç ìîìåíòó 
âèíèêíåííÿ ³íòåðåñó äî îá’ºêòà íåðóõîìîñò³ é àæ 
äî çàâåðøåííÿ ïîêóïêè àáî â³äìîâè. Òàêà êàðòà 
äîçâîëÿº âèÿâèòè êðèòè÷í³ òî÷êè â³äòîêó (drop–
off points), âèçíà÷èòè òðèãåðè ïîâåä³íêè, îö³íèòè 
åìîö³éíèé ôîí ³ ð³âåíü çàëó÷åííÿ êë³ºíòà [7].

Ïðîãíîçóâàííÿ ïîïèòó (demand forecasting) ðå-
àë³çóºòüñÿ ÷åðåç çàñòîñóâàííÿ ³íñòðóìåíò³â Big 
Data, ìàøèííîãî íàâ÷àííÿ òà äàøáîðä³â ðåàëü-
íîãî ÷àñó. Íàïðèêëàä, çà äîïîìîãîþ àíàë³òè÷íèõ 
ïëàòôîðì íà êøòàëò Power BI, Tableau, Qlik Sense, 
äåâåëîïåðè ìîæóòü â³çóàë³çóâàòè òà îö³íþâàòè íå 
ëèøå ³ñòîðè÷íó äèíàì³êó ïðîäàæ³â, à é òðåíäè çì³-
íè çàïèò³â ó Google, ïîâåä³íêîâ³ ñöåíàð³¿ íà ñàé-
òàõ, ê³ëüê³ñòü âçàºìîä³é ³ç êîíêðåòíèìè ïëàíóâàí-
íÿìè êâàðòèð àáî áëîêàìè îá’ºêòà. Öå äàº çìîãó 
ôîðìóâàòè ïðîãíîñòè÷í³ ìîäåë³ ïîïèòó, ÿê³ äîçâî-
ëÿþòü çàâ÷àñíî àäàïòóâàòè êîìóí³êàö³éí³ êàìïà-
í³¿, çì³íþâàòè ö³íîâó ïîë³òèêó àáî íàâ³òü êîðèãóâà-
òè ôóíêö³îíàëüí³ õàðàêòåðèñòèêè ñàìîãî ïðîºêòó 
(íàïðèêëàä, ïëîù³ êâàðòèð, íàÿâí³ñòü êîìåðö³éíèõ 
ïðèì³ùåíü, êîíô³ãóðàö³þ ï³äçåìíîãî ïàðê³íãó).

Îêðåìó óâàãó çàñëóãîâóº ïîâåä³íêîâèé ðåìàð-
êåòèíã, ÿêèé äîçâîëÿº âèêîðèñòîâóâàòè ³íôîð-
ìàö³þ ïðî ìèíóë³ ä³¿ êîðèñòóâà÷à äëÿ ôîðìóâàííÿ 
ðåëåâàíòíèõ ìàðêåòèíãîâèõ ïîâ³äîìëåíü. Íà-
ïðèêëàä, ÿêùî ïîòåíö³éíèé ïîêóïåöü ïåðåãëÿäàâ 
ê³ëüêà ðàç³â îá’ºêòè ç ïåâíèì ïëàíóâàííÿì ³ çó-
ïèíèâñÿ íà ôîðì³ çâîðîòíîãî çâ’ÿçêó, àëå íå çà-
âåðøèâ ä³þ, ñèñòåìà àâòîìàòè÷íî ìîæå ³í³ö³þâà-
òè e–mail àáî ÷àò–áîò çàïèò ³ç ïåðñîíàë³çîâàíîþ 
ïðîïîçèö³ºþ. Öå äîçâîëÿº äåâåëîïåðó íå âòðà-
÷àòè êîíòàêò ³ç «òåïëèì» ë³äàìè òà ìàêñèìàëü-
íî åôåêòèâíî âèêîðèñòîâóâàòè áþäæåò ðåêëàì-
íî¿ êàìïàí³¿. ßê íàñë³äîê, ï³äâèùóºòüñÿ êîåô³ö³ºíò 
êîíâåðñ³¿, ñêîðî÷óºòüñÿ ñåðåäí³é öèêë ïðèéíÿòòÿ 
ð³øåííÿ, çìåíøóºòüñÿ âàðò³ñòü çàëó÷åííÿ îäíîãî 
ïîêóïöÿ (Customer Acquisition Cost) [8].

Ç îïåðàö³éíî¿ òî÷êè çîðó, âèêîðèñòàííÿ òàêèõ 
³íñòðóìåíò³â, ÿê ñåãìåíòîâàíà àíàë³òèêà, äîçâî-
ëÿº ðîçä³ëÿòè ö³ëüîâó àóäèòîð³þ çà ïàðàìåòðàìè: 
äåìîãðàô³ÿ, äæåðåëî òðàô³êó, ÷àñòîòà â³çèò³â, ³í-
òåðàêòèâíà àêòèâí³ñòü. Íà ö³é îñíîâ³ ðîçðîáëÿ-
þòüñÿ êàñòîì³çîâàí³ ö³íí³ñí³ ïðîïîçèö³¿ äëÿ ð³çíèõ 
ñåãìåíò³â: ³íâåñòîð³â, ìîëîäèõ ñ³ìåé, á³çíåñ–êë³-
ºíò³â òîùî. Ó ñâîþ ÷åðãó, öå äîçâîëÿº óïðàâëÿ-
òè ìàðêåòèíãîì ÿê ïîðòôåëåì ì³êðîñòðàòåã³é — 
êîæíà ç ÿêèõ àäðåñîâàíà îêðåì³é ãðóï³ êë³ºíò³â, 
ìàº ñâîþ ëîã³êó ä³é ³ KPI.

Â óìîâàõ ïîñò³éíî¿ çì³íè ðèíêîâèõ óìîâ ³ ïîâå-
ä³íêîâèõ ìîäåëåé êë³ºíò³â, ñàìå ³íòåãðàö³ÿ àíàë³-
òè÷íèõ ïëàòôîðì ó êîíòóð ñòðàòåã³÷íîãî óïðàâ-
ë³ííÿ çàáåçïå÷óº äåâåëîïåðó íå ëèøå îá³çíàí³ñòü, 
à é ïðåâåíòèâíó çäàòí³ñòü — òîáòî çäàòí³ñòü ä³ÿ-
òè íå â ðåàêòèâíîìó, à â ïðîàêòèâíîìó ðåæèì³. Öå 
îçíà÷àº, ùî óïðàâë³íñüê³ ð³øåííÿ íå º ðåçóëüòà-
òîì ³íòó¿ö³¿ ÷è ã³ïîòåç, à ñïèðàþòüñÿ íà ñòàòèñòè÷-
íó âåðèô³êàö³þ ðåàëüíèõ ïàòåðí³â ïîïèòó [9].

ßê óçàãàëüíåííÿ êëþ÷îâèõ äæåðåë äàíèõ ³ ïðî-
öåñ³â, çàä³ÿíèõ ó ïðèéíÿòò³ àäàïòèâíèõ ñòðàòå-
ã³÷íèõ ð³øåíü, íà ðèñóíêó 2 ïðåäñòàâëåíî ëîã³êó 
³íòåãðàö³¿ àíàë³òèêè ïîâåä³íêè ñïîæèâà÷à â öèô-
ðîâó ìîäåëü óïðàâë³ííÿ äåâåëîïåðñüêèì ïðî-
ºêòîì. Öÿ ñõåìà ³ëþñòðóº, ÿê ïîòîêè äàíèõ ç ³í-
ñòðóìåíò³â òèïó Big Data, àíàë³òè÷íèõ äàøáîðä³â, 
ïîâåä³íêîâèõ êàðò ³ ðåìàðêåòèíãó ïîºäíóþòüñÿ ó 
âíóòð³øíþ ñèñòåìó ïðèéíÿòòÿ ð³øåíü óïðàâë³í-
ñüêîãî ð³âíÿ, ôîðìóþ÷è ïëàòôîðìó ïðåâåíòèâ-
íîãî ðåàãóâàííÿ íà çì³íó ïîïèòó [6].

Òàêèì ÷èíîì, àíàë³òèêà ïîâåä³íêè ñïîæèâà-
÷à ³ ïðîãíîçóâàííÿ ïîïèòó º îñíîâîþ äëÿ ôîð-
ìóâàííÿ àäàïòèâíî¿ ñòðàòåã³¿ óïðàâë³ííÿ äåâå-
ëîïåðñüêèì ïðîºêòîì, ÿêà ³íòåãðóº â ñîá³ ëîã³êó 
äàíèõ, äèíàì³÷íå ïîçèö³îíóâàííÿ, êë³ºíòîîð³ºí-
òîâàíó ö³íí³ñíó ïðîïîçèö³þ òà öèôðîâó àðõ³òåê-
òóðó óïðàâë³ííÿ. Òàêà ñòðàòåã³ÿ äîçâîëÿº íå ïðî-
ñòî â³äïîâ³äàòè íà ðèíêîâ³ âèêëèêè, à ôîðìóâàòè 
íîâó ÿê³ñòü âçàºìîä³¿ ³ç ñïîæèâà÷åì, çàñíîâàíó 
íà ãëèáîêîìó ðîçóì³íí³ éîãî î÷³êóâàíü, åìîö³é ³ 
ïîâåä³íêîâî¿ ëîã³êè.

Â óìîâàõ åêîíîì³÷íî¿ òóðáóëåíòíîñò³, ùî õà-
ðàêòåðèçóºòüñÿ âèñîêîþ ÷àñòîòîþ ìàêðîåêîíî-
ì³÷íèõ êîëèâàíü, ðåãóëÿòîðíîþ íåñòàá³ëüí³ñòþ, 
ñòð³ìêèìè çì³íàìè êóï³âåëüíî¿ ñïðîìîæíîñò³ íà-
ñåëåííÿ òà äèíàì³êîþ ðèíêîâèõ ïåðåâàã, äåâåëî-
ïåðñüêå óïðàâë³ííÿ ïîòðåáóº íå ëèøå àäàïòàö³¿ 
ñòðàòåã³÷íîãî ð³âíÿ, à é ãëèáîêîãî ïåðåîñìèñ-
ëåííÿ îðãàí³çàö³éíî–ôóíêö³îíàëüíèõ îñíîâ ðåà-
ë³çàö³¿ ïðîºêò³â. Öåíòðàëüíèì çàâäàííÿì ó öüîìó 
êîíòåêñò³ º ñòâîðåííÿ òàêî¿ óïðàâë³íñüêî¿ êîíô³-
ãóðàö³¿, ÿêà äîçâîëèòü îïåðàòèâíî ðåàãóâàòè íà 
çì³íó óìîâ çîâí³øíüîãî ñåðåäîâèùà, ï³äòðèìó-
þ÷è ïðè öüîìó åôåêòèâí³ñòü, ³íâåñòèö³éíó ïðè-
âàáëèâ³ñòü òà ñòàá³ëüí³ñòü ïðîºêòó [10].

Ïåðøèì åëåìåíòîì àäàïòàö³¿ º á³çíåñ–ïðîöå-
ñè, ÿê³ ïîâèíí³ áóòè ãíó÷êèìè, ìîäóëüíèìè é ï³ä-
êð³ïëåíèìè öèôðîâèìè ïðîòîêîëàìè. Ó ïðàêòè-
ö³ öå îçíà÷àº äåöåíòðàë³çàö³þ ïðèéíÿòòÿ ð³øåíü, 
ïåðåõ³ä äî ìîäåë³ workflow, ÿêà ï³äòðèìóºòüñÿ 
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CRM– àáî ERP–ñèñòåìàìè, ìîæëèâ³ñòü çì³íè 
ïîñë³äîâíîñò³ ä³é àáî ¿õ äåëåãóâàííÿ â ðåàëüíî-
ìó ÷àñ³. Âèçíà÷àëüíèìè º çäàòí³ñòü îïòèì³çóâàòè 
áþäæåòóâàííÿ, îá³ã ³íôîðìàö³¿, êîîðäèíàö³þ ì³æ 
ïðîºêòíèìè òà êîìåðö³éíèìè áëîêàìè áåç çà-
ëåæíîñò³ â³ä ñòàö³îíàðíèõ ïðîöåäóð [11].

Äðóãèì êëþ÷îâèì êîìïîíåíòîì º êîìàíäà ïðî-
ºêòó. Ó íåñòàá³ëüíîìó ñåðåäîâèù³ çì³íþºòüñÿ ñàìà 
ëîã³êà ¿¿ ôîðìóâàííÿ — â³ä ³ºðàðõ³÷íî¿ äî ìàòðè÷-
íî¿ àáî ãíó÷êî¿ ïðîåêòíî¿ ñòðóêòóðè ç äåëåãîâàíè-
ìè ïîâíîâàæåííÿìè. Ç’ÿâëÿþòüñÿ ìóëüòèôóíê-
ö³îíàëüí³ ðîë³ (íàïðèêëàä, ìåíåäæåð ç öèôðîâî¿ 
àíàë³òèêè, êîîðäèíàòîð ñòåéêõîëäåð³â, ôàñèë³òà-
òîð çì³í), à òàêîæ ðîçøèðþºòüñÿ ó÷àñòü çîâí³ø-
í³õ åêñïåðò³â. Àäàïòèâíà êîìàíäà ôóíêö³îíóº íå ÿê 
íàá³ð ïîñàä, à ÿê äèíàì³÷íà ñèñòåìà êîìïåòåíö³é, 
ùî ï³äëàøòîâóºòüñÿ ï³ä ôàçó ïðîºêòó.

Ñèñòåìà ïðîäàæ³â òàêîæ ïîòðåáóº ðàäèêàëüíî-
ãî îíîâëåííÿ. Â óìîâàõ íåñòàá³ëüíîãî ïîïèòó òà 
ï³äâèùåíî¿ êîíêóðåíö³¿ ðîëü â³ä³ãðàþòü íå êëàñè÷-
í³ àãåíòè ç ïðîäàæó, à öèôðîâ³ ïëàòôîðìè, ÷àò–
áîòè, ñèñòåìè îíëàéí–êîíñóëüòóâàííÿ, â³ðòóàëü-
í³ òóðè. Ïðîäàæ³ ñòàþòü êîìïîíåíòîì äèíàì³÷íî¿ 
âçàºìîä³¿, ùî áàçóºòüñÿ íà àíàë³ç³ ïîâåä³íêîâèõ 
äàíèõ ³ àâòîìàòèçîâàíèõ âîðîíêàõ ïðîäàæ³â [10].

×åòâåðòèì êðèòè÷íî âàæëèâèì åëåìåíòîì º 
îïåðàòèâíà àíàë³òèêà, ÿêà ìàº áóòè ³íòåãðîâàíà íå 
ëèøå â ìàðêåòèíãîâ³ àáî ô³íàíñîâ³ áëîêè, à é ó ñàì 
ïðîöåñ óïðàâë³ííÿ. Ïîáóäîâà ãíó÷êèõ äàøáîðä³â ç 
KPI, àâòîìàòèçàö³ÿ çâ³òíîñò³, â³çóàë³çàö³ÿ ðèçèê³â, 
âïðîâàäæåííÿ ìîäåëåé ïðîãíîçóâàííÿ äîçâîëÿº 
êåð³âíèêàì óõâàëþâàòè ð³øåííÿ íà ï³äñòàâ³ îá’ºê-
òèâíèõ, àêòóàëüíèõ òà ñöåíàðíèõ äàíèõ.

Íå ìåíø âàæëèâîþ º ²Ò–³íôðàñòðóêòóðà. Àäàï-
òèâí³ñòü óïðàâë³ííÿ ó äåâåëîïìåíò³ íåìîæëèâà 
áåç öèôðîâî¿ åêîñèñòåìè, ÿêà âêëþ÷àº öåíòðàë³-

çîâàí³ áàçè äàíèõ, ³íòåãðàö³þ ERP, CRM, BI, äîêó-
ìåíòîîá³ã, åëåêòðîííèé ï³äïèñ, õìàðí³ ñåðåäîâè-
ùà. Òàê³ ñèñòåìè ìàþòü áóòè ìàñøòàáîâàíèìè, 
áåçïå÷íèìè, ãíó÷êèìè ó íàëàøòóâàíí³, ï³äòðèìó-
âàòè ñï³ëüíó ðîáîòó êîìàíä â óìîâàõ çì³øàíîãî 
àáî äèñòàíö³éíîãî ôîðìàòó [12].

Íàðåøò³, ìîäåëü ïðèéíÿòòÿ ð³øåíü çàçíàº ³ñ-
òîòíî¿ åâîëþö³¿. Â³ä áþðîêðàòè÷íî¿, áàãàòîð³âíåâî¿ 
ìîäåë³ óïðàâë³ííÿ êîìïàí³¿ ïåðåõîäÿòü äî ã³áðèä-
íèõ ôîðìàò³â, äå ðóòèíí³ ð³øåííÿ àâòîìàòèçóþòü-
ñÿ (çà äîïîìîãîþ AI, rule–based ñèñòåì), à êðè-
òè÷í³ ð³øåííÿ óõâàëþþòüñÿ â ðåæèì³ ñòðàòåã³÷íèõ 
ñåñ³é, ñöåíàðíîãî àíàë³çó òà ãðóïîâî¿ ôàñèë³òàö³¿. 
Âîäíî÷àñ ðîçøèðþºòüñÿ ïîëå ó÷àñò³ çàö³êàâëå-
íèõ ñòîð³í — ³íâåñòîð³â, ïàðòíåð³â, ãðîìàäñüêîñò³ 
— ó ïðîöåñ³ ïîãîäæåííÿ ñòðàòåã³÷íèõ âåêòîð³â.

Ùîá íàî÷íî ïðîäåìîíñòðóâàòè, ÿê³ ñàìå îðãàí³-
çàö³éíî–ôóíêö³îíàëüí³ áëîêè ï³äëÿãàþòü àäàïòàö³¿ 
â óïðàâë³íí³ äåâåëîïåðñüêèì ïðîºêòîì, íèæ÷å ïî-
äàíî óçàãàëüíåíó â³çóàë³çàö³þ ñíà ðèñóíêó 3, ùî 
òðàíñôîðìóºòüñÿ ï³ä âïëèâîì çîâí³øí³õ ðèçèê³â.

Ôîðìóâàííÿ êàñòîì³çîâàíèõ ö³íí³ñíèõ ïðîïî-
çèö³é ó äåâåëîïåðñüêèõ ïðîºêòàõ — öå ñòðàòåã³÷íî 
âàæëèâèé ïðîöåñ, ÿêèé çàáåçïå÷óº â³äïîâ³äí³ñòü 
ïðîäóêòó êîíêðåòíèì î÷³êóâàííÿì, ìîòèâàö³ÿì òà 
ïîâåä³íêîâèì îñîáëèâîñòÿì ö³ëüîâèõ ãðóï ñïî-
æèâà÷³â. Â óìîâàõ äèíàì³÷íîãî åêîíîì³÷íîãî ñå-
ðåäîâèùà ³ âèñîêî¿ ì³íëèâîñò³ ïîïèòó äåâåëîïå-
ðè âñå á³ëüøå îð³ºíòóþòüñÿ íà àäàïòèâí³ ìîäåë³, 
ùî äîçâîëÿþòü ðîçä³ëÿòè ðèíîê íà ì³êðîñåãìåí-
òè òà ï³ä êîæåí ç íèõ ôîðìóâàòè óí³êàëüíó ïðîïî-
çèö³þ [13]. Ó ìîäåë³ 7P ñàìå åëåìåíòè Product, 
Price, Promotion òà People ï³ääàþòüñÿ íàéá³ëüø³é 
êàñòîì³çàö³¿, îñê³ëüêè âîíè ìàþòü ïðÿìèé âïëèâ 
íà ïåðøå âðàæåííÿ, åìîö³éíå ñïðèéíÿòòÿ ³ ìîòè-
âàö³þ êë³ºíòà äî âçàºìîä³¿.

Ðèñóíîê 2. ²íòåãðàö³ÿ àíàë³òèêè ïîâåä³íêè ñïîæèâà÷à â àäàïòèâíó ìîäåëü óïðàâë³ííÿ äå-
âåëîïìåíòîì 
Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [6]
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Äëÿ æèòëîâîãî ñåãìåíòó êëþ÷îâèìè ÷èííèêàìè 
çàëèøàþòüñÿ êîìôîðò, ³íôðàñòðóêòóðà, áåçïåêà, 
åìîö³éíà äîâ³ðà äî áðåíäó, à òàêîæ ñåðâ³ñíèé ñó-
ïðîâ³ä ï³ñëÿ êóï³âë³. Ó êîìåðö³éí³é íåðóõîìîñò³ íà 
ïåðøèé ïëàí âèõîäÿòü ôóíêö³îíàëüí³ñòü ïðîñòî-
ðó, òðàíñïîðòíà äîñòóïí³ñòü, ïðåñòèæí³ñòü ëî-
êàö³¿, ïîêàçíèêè òðàô³êó ³ ìîæëèâ³ñòü àäàïòàö³¿ 
ïëîù ï³ä á³çíåñ–ìîäåëü êë³ºíòà.

Âîäíî÷àñ ³íâåñòîð³â ö³êàâèòü çîâñ³ì ³íøà ëî-
ã³êà — äîõîäí³ñòü, ô³íàíñîâà ë³êâ³äí³ñòü, ïðîçîðà 
ìîäåëü ðîçðàõóíêó ìóëüòèïë³êàòîð³â ïðèáóòêó, 
çâ³òè é îö³íêà ðèçèê³â. Ñàìå öÿ â³äì³íí³ñòü ëîã³ê 
ñïðèéíÿòòÿ çóìîâëþº íåîáõ³äí³ñòü ïàðàëåëüíîãî 
³ñíóâàííÿ äåê³ëüêîõ ö³íí³ñíèõ ïðîïîçèö³é â îäíî-
ìó ³ òîìó æ ïðîºêò³. Íèæ÷å íàâåäåíî ïîð³âíÿëüíó 
òàáëèöþ 2, ÿêà äåìîíñòðóº êàñòîì³çàö³þ êëþ÷î-
âèõ åëåìåíò³â ìàðêåòèíã–ì³êñó (7P) â³äïîâ³äíî 
äî ñïîæèâ÷èõ ñåãìåíò³â:

Çàñòîñóâàííÿ òàêî¿ ëîã³êè íå ëèøå ï³äâè-
ùóº òî÷í³ñòü êîìóí³êàö³¿ ç êë³ºíòîì, à é äîçâî-
ëÿº ñôîðìóâàòè áàãàòîêàíàëüíó ñèñòåìó çàëó-
÷åííÿ, ÿêà îõîïëþº åìîö³éíèé, ôóíêö³îíàëüíèé, 
ñåðâ³ñíèé òà ô³íàíñîâèé êîìïîíåíòè. Äåâåëî-
ïåð, ÿêèé ïðîïîíóº êâàðòèðíèé áëîê äëÿ ìîëîäî¿ 
ðîäèíè, îô³ñíó ïëîùó äëÿ ëîã³ñòè÷íî¿ êîìïàí³¿ òà 
ïóë àïàðòàìåíò³â äëÿ ôîíäó ïðÿìèõ ³íâåñòèö³é — 

ôàêòè÷íî ñòâîðþº òðè ð³çí³ ö³íí³ñí³ ïðîïîçèö³¿ ç 
ð³çíîþ ãëèáèíîþ êàñòîì³çàö³¿.

Öèôðîâ³ ïëàòôîðìè â³ä³ãðàþòü êëþ÷îâó ðîëü ó 
ðåàë³çàö³¿ òàêî¿ êàñòîì³çàö³¿: CRM–ñèñòåìè äîç-
âîëÿþòü çáåð³ãàòè ³íäèâ³äóàëüí³ ïàðàìåòðè äëÿ 
êîæíîãî ë³äà, àíàë³òèêà ïîâåä³íêè äîïîìàãàº 
ôîðìóâàòè ïåðñîíàë³çîâàí³ ïðîïîçèö³¿, à ñèñòåìè 
â³çóàë³çàö³¿ (â³ðòóàëüí³ òóðè, AR/VR) äàþòü çìîãó 
«ïðîæèòè» îá’ºêò äî óõâàëåííÿ ð³øåííÿ [14].

Îñîáëèâî åôåêòèâíîþ º ñòðàòåã³ÿ, ÿêà ïåðåä-
áà÷àº äèíàì³÷íó àäàïòàö³þ ö³íí³ñíî¿ ïðîïîçèö³¿ 
â ðåàëüíîìó ÷àñ³ íà îñíîâ³ ðåàêö³é êë³ºíòà. Íà-
ïðèêëàä, ÿêùî êë³ºíò â³äâ³äóº ðîçä³ë ñàéòó, ïîâ’ÿ-
çàíèé ç ³ïîòåêîþ, ñèñòåìà ìîæå àâòîìàòè÷íî 
ï³äëàøòóâàòè àêöåíòè ó ïðîïîçèö³¿ — çá³ëüøèòè 
áëîê ô³íàíñîâèõ ïåðåâàã, çìåíøèòè îïèñ òåõí³÷-
íèõ õàðàêòåðèñòèê.

Òàêèì ÷èíîì, êàñòîì³çîâàí³ ö³íí³ñí³ ïðîïîçè-
ö³¿ â ðàìêàõ àäàïòèâíèõ ìîäåëåé óïðàâë³ííÿ äå-
âåëîïìåíòîì ôîðìóþòüñÿ íå ÿê ñòàíäàðòèçîâàíà 
ðåêëàìíà ³íôîðìàö³ÿ, à ÿê äèíàì³÷íà àðõ³òåêòó-
ðà êîìóí³êàö³é, ÿêà âðàõîâóº íå ëèøå ñåãìåíò, à é 
ãëèáèíó âçàºìîä³¿, ïîâåä³íêîâ³ ïàòåðíè òà ïîòî÷í³ 
î÷³êóâàííÿ êë³ºíòà. Öå ôîðìóº íîâèé òèï ìàðêå-
òèíãó — àíàë³òè÷íî êåðîâàíîãî, êîíòåêñòóàëüíîãî, 
³ ìîäóëüíîãî çà ñâîºþ ïðèðîäîþ. Âïðîâàäæåí-

Ðèñóíîê 3. Àäàïòàö³ÿ îðãàí³çàö³éíî–ôóíêö³îíàëüíèõ åëåìåíò³â óïðàâë³ííÿ â óìîâàõ 
åêîíîì³÷íî¿ òóðáóëåíòíîñò³ 
Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [12]
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íÿ òàêî¿ ïðàêòèêè íå ëèøå ï³äâèùóº ïðîäàæ³, à 
é ñòâîðþº äîâãîñòðîêîâó ëîÿëüí³ñòü, çì³öíþº 
áðåíä äåâåëîïåðà òà ôîðìóº ñòàá³ëüíó êàï³òàë³-
çàö³þ îá’ºêòà íà âñ³õ åòàïàõ éîãî æèòòºâîãî öèêëó.

Âèñíîâîê
Àäàïòèâí³ ìîäåë³ ñòðàòåã³÷íîãî óïðàâë³ííÿ ñòà-

þòü êëþ÷îâèì ³íñòðóìåíòîì äëÿ äåâåëîïåðñüêèõ 
êîìïàí³é, ùî ïðàöþþòü â óìîâàõ íåñòàá³ëüíî-
ãî åêîíîì³÷íîãî ñåðåäîâèùà. Ïðîâåäåíå äîñë³-
äæåííÿ çàñâ³ä÷èëî íåîáõ³äí³ñòü ðàäèêàëüíî-
ãî ïåðåãëÿäó òðàäèö³éíèõ ñòðàòåã³÷íèõ ï³äõîä³â, 
ÿê³ á³ëüøå íå çäàòí³ çàáåçïå÷óâàòè íàëåæíèé ð³-
âåíü ñò³éêîñò³, êåðîâàíîñò³ òà ðåçóëüòàòèâíîñò³ â 
óìîâàõ ïîñò³éíèõ çì³í. Ó òîé ÷àñ ÿê êëàñè÷í³ ìî-
äåë³ óïðàâë³ííÿ ïåðåäáà÷àþòü ñòàá³ëüí³ñòü ðèíêó, 
ô³êñîâàí³ñòü çîâí³øí³õ ôàêòîð³â òà ë³í³éí³ñòü óõ-
âàëåííÿ ð³øåíü, àäàïòèâíèé ï³äõ³ä áàçóºòüñÿ íà 
ñèñòåìí³é ãíó÷êîñò³, öèôðîâ³é ³íòåãðîâàíîñò³ òà 
ïîñò³éíîìó îíîâëåíí³ óïðàâë³íñüêèõ ñöåíàð³¿â.

Ó ïðîöåñ³ äîñë³äæåííÿ áóëî ðîçðîáëåíî êîìï-
ëåêñíó àäàïòèâíó ìîäåëü, ùî âðàõîâóº åêîíî-
ì³÷íå ïðîãíîçóâàííÿ, äèíàì³êó ðèíêîâèõ ôàêòî-
ð³â, ñèìóëÿö³þ ðèçèê³â, ³íäèêàòèâíèé àíàë³ç KPI ³ 
ìåõàí³çìè çàëó÷åííÿ ñòåéêõîëäåð³â. Çàñòîñóâàí-
íÿ ö³º¿ ìîäåë³ íà ïðàêòèö³ äîâîäèòü ¿¿ çäàòí³ñòü çà-
áåçïå÷èòè øâèäêå êîðèãóâàííÿ ñòðàòåã³÷íèõ ïëà-
í³â, à òàêîæ ôîðìóâàòè íîâ³ òðàºêòîð³¿ ðîçâèòêó â 
óìîâàõ íåïåðåäáà÷óâàíèõ çì³í. Îñîáëèâî âàæëè-
âèì º òå, ùî òàêà ìîäåëü çäàòíà íå ëèøå ðåàãóâà-
òè íà çîâí³øí³ çàãðîçè, à é ïðîàêòèâíî ôîðìóâà-
òè êîíêóðåíòí³ ïåðåâàãè, âèêîðèñòîâóþ÷è ðèíêîâó 
òóðáóëåíòí³ñòü ÿê äæåðåëî ìîæëèâîñòåé.

Îäíèì ç êëþ÷îâèõ âèñíîâê³â ñòàëî óñâ³äîì-
ëåííÿ çíà÷óùîñò³ ñòåéêõîëäåðíîãî êîìïîíåíòà. 
Ó ñó÷àñíîìó áóä³âíèöòâ³ çà³íòåðåñîâàí³ ñòîðî-
íè ìàþòü íå ò³ëüêè âïëèâ íà ïðîºêò ççîâí³, àëå 
é º âíóòð³øí³ìè ó÷àñíèêàìè ñòðàòåã³÷íîãî öè-

êëó. ¯õíº ðàííº çàëó÷åííÿ äî ðîçðîáêè óïðàâ-
ë³íñüêèõ ð³øåíü, àíàë³çó ðèçèê³â òà ñöåíàðíî-
ãî ïëàíóâàííÿ äîçâîëÿº ï³äâèùèòè ëåã³òèìí³ñòü 
óïðàâë³íñüêèõ ä³é, óíèêíóòè êîíôë³êò³â ³íòåðåñ³â ³ 
ñòâîðèòè ïðîçîðó åêîñèñòåìó ð³øåíü. Òàêèé ï³ä-
õ³ä çàáåçïå÷óº ñòàá³ëüí³ñòü ïðîåêòó íå ëèøå íà 
ð³âí³ ô³íàíñîâî¿ ðåíòàáåëüíîñò³, àëå é íà ð³âí³ ³í-
ñòèòóö³éíî¿ äîâ³ðè.

Îêðåìó óâàãó ó âèñíîâêàõ ñë³ä íàäàòè ðîë³ öèô-
ðîâ³çàö³¿. Áåç ³íñòðóìåíò³â ðåàëüíîãî ÷àñó, òàêèõ 
ÿê KPI–äàøáîðäè, àâòîìàòèçîâàí³ ñèñòåìè ñöå-
íàðíîãî ïðîãíîçóâàííÿ, ìîäóë³ â³çóàë³çàö³¿ ðèçèê³â 
òà ïëàòôîðìè äëÿ óïðàâë³ííÿ çâîðîòíèì çâ’ÿçêîì, 
àäàïòèâíà ñòðàòåã³ÿ âòðà÷àº ñâîþ îïåðàòèâí³ñòü. 
Ñàìå öèôðîâ³ ð³øåííÿ äîçâîëÿþòü òðàíñôîðìó-
âàòè ñòðàòåã³þ ç äîêóìåíòà — â äèíàì³÷íó ³íôîð-
ìàö³éíî–àíàë³òè÷íó ñòðóêòóðó, ÿêà ôóíêö³îíóº íà 
îñíîâ³ çâîðîòíîãî çâ’ÿçêó òà äîêàçîâîñò³ äàíèõ.

Òàêèì ÷èíîì, àäàïòèâí³ ìîäåë³ ñòðàòåã³÷íî-
ãî óïðàâë³ííÿ â áóä³âåëüíîìó äåâåëîïìåíò³ — öå 
íå òèì÷àñîâå ð³øåííÿ, à íîâèé ñòàíäàðò óïðàâ-
ë³íñüêî¿ ïîâåä³íêè â óìîâàõ åêîíîì³÷íî¿ íåâè-
çíà÷åíîñò³. Âîíè äîçâîëÿþòü ñèíõðîí³çóâà-
òè äîâãîñòðîêîâå áà÷åííÿ ç êîðîòêîñòðîêîâèìè 
îïåðàö³éíèìè âèêëèêàìè, à òàêîæ ³íòåãðóâàòè 
ô³íàíñîâó, ðåñóðñíó, ³íñòèòóö³éíó òà àíàë³òè÷íó 
ëîã³êó â ºäèíó ïëàòôîðìó. Óñï³øíå âïðîâàäæåí-
íÿ òàêèõ ìîäåëåé ôîðìóº ï³ä´ðóíòÿ äëÿ äîâãî-
òðèâàëîãî çðîñòàííÿ, çìåíøåííÿ ñòðàòåã³÷íèõ 
âòðàò òà ï³äâèùåííÿ åôåêòèâíîñò³ äåâåëîïåð-
ñüêèõ ïðîºêò³â ó ö³ëîìó.

Ñïèñîê âèêîðèñòàíèõ äæåðåë:
1. Hendriksen, D., & Taylor, M. (2022). Strategic

Marketing Analytics in Real Estate Development. – 
Journal of Property Management, 87(2), 114–129. – 
[Electronic resource]. – Access mode: https://www.
irem.org/jpm

Ñåãìåíò Product Price Promotion People

Æèòëîâèé Êîìôîðò, áåçïåêà, 
³íôðàñòðóêòóðà

Ãíó÷ê³ ïðîãðàìè 
³ïîòåêè, ðîçñòðî÷êà

SMM, øîó–ðóìè, 
ïåðñîíàë³çîâàíèé 

êîíòåíò

Êîíñóëüòàíòè ç 
ñåðâ³ñó, after–sale 

ìåíåäæåðè

Êîìåðö³éíèé Ôóíêö³îíàëüí³ñòü, 
á³çíåñ–îòî÷åííÿ

Îêóïí³ñòü, ROI, 
ãíó÷ê³ óìîâè îðåí-

äè

Ä³ëîâ³ ôîðóìè, 
äåìîíñòðàö³¿, ïðÿì³ 

ïåðåìîâèíè

B2B–ïðîäàâö³, 
ïðåäñòàâíèêè äå-

âåëîïåðà

²íâåñòèö³éíèé
Ïðèáóòêîâ³ñòü, ë³ê-
â³äí³ñòü, ì³í³ì³çàö³ÿ 

ðèçèêó

Ìóëüòèïë³êàòîðè 
ïðèáóòêó, ñòàðòîâà 

âàðò³ñòü, ïàéîâà 
ó÷àñòü

Àíàë³òè÷í³ áðîøó-
ðè, ãðàô³êè, ô³íàí-

ñîâ³ ìîäåë³

²íâåñòèö³éí³ áðî-
êåðè, àíàë³òèêè, 

àóäèòîðè

Äæåðåëî: ðîçðîáëåíî àâòîðîì íà îñíîâ³ [13]
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ÌÅËÜÍÈÊ Â. Ì.

Ñòðàòåã³÷íå ïëàíóâàííÿ òà ³íñòèòóö³éíå çàáåçïå÷åííÿ 
â³äíîâëåííÿ ³íôðàñòðóêòóðè Óêðà¿íè 

â ïîñòêîíôë³êòíèé ïåð³îä
Àêòóàëüí³ñòü äîñë³äæåííÿ çóìîâëåíà ìàñøòàáîì ðóéíóâàíü êðèòè÷íî¿ ³íôðàñòðóêòóðè Óêðà-

¿íè âíàñë³äîê ïîâíîìàñøòàáíî¿ â³éñüêîâî¿ àãðåñ³¿ òà ïîòðåáîþ ó ôîðìóâàíí³ ñòðàòåã³÷íî ö³ë³ñíî¿ 
òà ³íñòèòóö³éíî ñïðîìîæíî¿ ìîäåë³ â³äíîâëåííÿ. Ó ï³ñëÿâîºííèõ óìîâàõ ³íôðàñòðóêòóðà ïîñòàº íå 
ëèøå ÿê îñíîâà åêîíîì³÷íîãî çðîñòàííÿ, à é ÿê ôóíäàìåíò áåçïåêîâî¿ ñò³éêîñò³, ñîö³àëüíî¿ ðå³í-
òåãðàö³¿ òà ãåîïîë³òè÷íî¿ ñóá’ºêòíîñò³ Óêðà¿íè. Îáìåæåí³ñòü âíóòð³øí³õ ô³íàíñîâèõ ðåñóðñ³â, âèñîê³ 
ðèçèêè íååôåêòèâíîñò³, çðîñòàííÿ çîâí³øíüî¿ çàëåæíîñò³ òà íåîáõ³äí³ñòü ïðîçîðîãî óïðàâë³ííÿ 
âèçíà÷àþòü íåîáõ³äí³ñòü íîâî¿ óïðàâë³íñüêî¿ àðõ³òåêòóðè â³äáóäîâè.

Ìåòîþ äîñë³äæåííÿ º ðîçðîáêà êîíöåïòóàëüíî¿ òà ôóíêö³îíàëüíî–îïåðàö³éíî¿ ìîäåë³ ñòðàòå-
ã³¿ â³äíîâëåííÿ ³íôðàñòðóêòóðè Óêðà¿íè ó ïîñòêîíôë³êòíèé ïåð³îä ç óðàõóâàííÿì ìàêðîô³íàíñîâèõ 
îáìåæåíü, ³íñòèòóö³éíî¿ ñòðóêòóðè óïðàâë³ííÿ òà çîâí³øíüî¿ ï³äòðèìêè.

Ìåòîäè äîñë³äæåííÿ. Ó ðîáîò³ çàñòîñîâàíî ìåòîäè ñèñòåìíîãî àíàë³çó, ìàêðîô³íàíñîâîãî 
ìîäåëþâàííÿ, ñöåíàðíîãî ïëàíóâàííÿ, êîìïàðàòèâíîãî ³íñòèòóö³éíîãî àíàë³çó, à òàêîæ åëåìåíòè 
ðèçèê–ìåíåäæìåíòó é ïóáë³÷íîãî ïðîºêòíîãî ìåíåäæìåíòó. Òåîðåòè÷íó îñíîâó ñòàíîâëÿòü êîí-
öåïö³¿ ñò³éêîãî ðîçâèòêó, òåîð³ÿ ïóáë³÷íî¿ ïîë³òèêè, ï³äõîäè äî ï³ñëÿêîíôë³êòíîãî äåðæàâîòâîðåííÿ 
òà ìîäåë³ ñòðàòåã³÷íîãî óïðàâë³ííÿ ó òðàíñôîðìàö³éíèõ óìîâàõ.

Ðåçóëüòàòè äîñë³äæåííÿ. Ïðîâåäåíî ê³ëüê³ñíó îö³íêó ïðÿìèõ çáèòê³â (169,8 ìëðä äîë. ÑØÀ), 
îö³íåíî ô³ñêàëüíó áàçó òà áîðãîâó äèíàì³êó, âèÿâëåíî êëþ÷îâ³ ô³íàíñîâ³ òà ³íñòèòóö³éí³ îáìåæåí-
íÿ. Ðîçðîáëåíî òðèð³âíåâó ìîäåëü ñòðàòåã³¿ â³äáóäîâè, ùî îõîïëþº ôàçè ïî÷àòêîâîãî ðåàãóâàí-
íÿ, ñòðóêòóðíî¿ ìîäåðí³çàö³¿ òà ºâðî³íòåãðàö³éíîãî çðîñòàííÿ. Îêðåñëåíî ³íñòèòóö³éíó àðõ³òåêòóðó 
óïðàâë³ííÿ íà îñíîâ³ öåíòðàë³çîâàíîãî ïëàíóâàííÿ, äåöåíòðàë³çîâàíî¿ ³ìïëåìåíòàö³¿ òà ì³æíàðîäíî¿ 
êîîðäèíàö³¿. Çàïðîïîíîâàíî ï³äõîäè äî çì³öíåííÿ ïðîçîðîñò³ ÷åðåç öèôðîâó ïëàòôîðìó DREAM, 
ô³ñêàëüí³ òà ñóäîâ³ ðåôîðìè, àíòèêîðóïö³éíó òðàíñôîðìàö³þ òà îíîâëåííÿ êàäðîâî¿ ïîë³òèêè.

Âèñíîâêè. Â³äíîâëåííÿ ³íôðàñòðóêòóðè º íå ëèøå òåõí³÷íèì çàâäàííÿì, à é êàòàë³çàòîðîì 
äåðæàâíî¿ òðàíñôîðìàö³¿. Ñòðàòåã³ÿ â³äáóäîâè ïîâèííà ïîºäíóâàòè ðåñóðñíó àäàïòèâí³ñòü, ôà-
çîâó ðåàë³çàö³þ òà ³íñòèòóö³éíó ³íòåãðàö³þ. Áåç ãëèáîêèõ âíóòð³øí³õ ðåôîðì çîâí³øíÿ äîïîìîãà 
íå ìàòèìå ìóëüòèïë³êàòèâíîãî åôåêòó. Ïîäàëüø³ äîñë³äæåííÿ ìàþòü áóòè çîñåðåäæåí³ íà ìîäå-
ëþâàíí³ åôåêòèâíîñò³ ðåêîíñòðóêö³éíèõ ïðîãðàì, ³íòåãðàö³¿ ESG–êðèòåð³¿â, ïîñèëåíí³ ³íñòèòóö³éíî¿ 
ñïðîìîæíîñò³ òà âèâ÷åíí³ òðàíñôîðìàö³éíîãî ïîòåíö³àëó ³íôðàñòðóêòóðíèõ ³íâåñòèö³é ó êîíòåêñò³ 
äîâãîñòðîêîâî¿ ºâðî³íòåãðàö³¿.
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The relevance of this study stems from the unprecedented scale of damage to Ukraine’s 
critical infrastructure caused by the full–scale military aggression and the urgent need to develop a 


