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The aim of the article is to summarize theoretical proposals on the definition of the concept of strategizing, to study its genesis and the need to use it in 
the complex modern conditions of life of enterprises, to clarify the components and stages of the strategizing process and their features, to determine the 
purpose of strategizing in the conditions of the experience economy as the most progressive model of economic relations, which ensures the growth of added 
value and profit of enterprises. The object of the research is a complex socioeconomic phenomenon of strategizing and the process of its implementation; 
the subject is theoretical provisions, conceptions, methodology of enterprise strategizing and their application in the conditions of the experience economy. 
The following main methods were used in the research process: system approach, method of structural-logical analysis, theoretical generalization, scientific 
abstraction, concretization and comparative analysis, historical and logical analysis, process approach, theoretical generalization. The article presents the 
modern features of the internal environment and the external environment of enterprises, which determine the development of the concept of strategizing 
and the process of its implementation. The main stages of development of strategic management of enterprises with identification of strategizing have been 
proposed. In chronological order, the definition of the concept of strategizing and its stages and components from its origin to the present (2023) in the sci-
entific works of foreign and domestic scholars is examined and systematized, taking into account the latest trends in changes in economic relations and the 
feasibility of using in the model of the experience economy. On the basis of generalization of the proposals of scholars and the existing economic realities, an 
understanding of the concept of strategizing enterprises as the main way of strategic thinking about the future of enterprise is proposed, the main compo-
nents and stages of the process of its course include the definition of the mission, vision, goals of the enterprise’s life, analysis of factors of the internal and 
external environment in accordance with the set goals, determination of the strategic instruments (system of strategies) of the enterprise’s life, substantia-
tion of criteria for the selection of strategies, which in the conditions of the experience economy are aimed at highlighting the attractiveness of the enterprise, 
the strength and value of its brand and the level of reputation, making decisions on the final composition of the set of strategies, forecasting the trajectories 
of the enterprise in accordance with the adopted strategies and taking into account possible scenarios of the course of events, the implementation of organi-
zational and communication foresightings, the implementation of adopted strategies in accordance with the approved strategic plan of the enterprise.
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Ястремська О. О. Генезис поняття та процесу стратегування на підприємствах

Мета статті полягає в узагальненні теоретичних пропозицій з визначення поняття стратегування, дослідженні його генезису та необхідності 
використання у складних сучасних умовах життєдіяльності підприємств, уточненні складових та етапів процесу стратегування та їх особли-
востей, визначенні призначення стратегування в умовах економіки вражень як найбільш прогресивної моделі економічних відносин, яка забезпечує 
зростання доданої вартості та прибутку підприємств. Об’єктом дослідження є складне соціально-економічне явище стратегування та процес 
його здійснення; предметом – теоретичні положення, концепції, методологія стратегування підприємств та їх застосування в умовах економіки 
вражень. У процесі дослідження використано такі основні методи: системний підхід, метод структурно-логічного аналізу, теоретичного уза-
гальнення, наукової абстракції, конкретизації та порівняльного аналізу, історико-логічний аналіз, процесний підхід, теоретичного узагальнення. 
У статті представлено сучасні особливості внутрішнього середовища і зовнішнього оточення підприємств, які зумовлюють розвиток поняття 
стратегування та процесу його здійснення. Запропоновано основні етапи розвитку стратегічного управління підприємств з ідентифікацією стра-
тегування. У хронологічній послідовності досліджено та систематизовано визначення поняття стратегування та його етапів і складових від 
виникнення до цього часу (2023 р.) у наукових працях зарубіжних і вітчизняних учених з урахуванням новітніх тенденцій змін економічних відносин 
і доцільності використання у моделі економіки вражень. На основі узагальнення пропозицій вчених та наявних економічних реалій запропоновано 
розуміння поняття стратегування підприємств як основного способу стратегічного мислення про майбутнє підприємства, а до основних складо-
вих і етапів процесу його перебігу віднесено визначення місії, бачення, цілей життєдіяльності підприємства, аналізування факторів внутрішнього 
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і зовнішнього середовищ відповідно до поставлених цілей, визначення стратегічного набору (системи стратегій) життєдіяльності підприємства, 
обґрунтування критеріальних показників для відбору стратегій, які в умовах економіки вражень спрямовані на висвітлення атрактивності підпри-
ємства, сили і вартості його бренду та рівня репутації, ухвалення рішень про остаточний склад набору стратегій, прогнозування траєкторій руху 
підприємства відповідно до прийнятих стратегій з урахуванням можливих сценаріїв перебігу подій, здійснення організаційного та комунікаційного 
форсайтингів, реалізацію прийнятих стратегій згідно із затвердженим стратегічним планом життєдіяльності підприємства.
Ключові слова: стратегування, внутрішнє середовище, зовнішнє оточення, спосіб стратегічного мислення, економіка вражень, етапи і складові 
стратегування.
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Introduction. In the current conditions of life activities 
of enterprises, the latter face a difficult task – to provide man-
agement of economic activity and interact with the subjects of 
the internal and external environment in the strategic aspect in 
accordance with the challenges, the pace of their changes, char-
acterized by nonlinearity, complexity, and probability of conse-
quences. Management theories respond to urgent challenges 
by generating new and developing existing conceptual and 
methodological approaches to strategic management: dynamic 
competencies, organizational knowledge, behavioral manage-
ment, intellectual capital management, talent management, 
emotional capital management, impression management. The 
given directions of management development, which are taken 
into account in one of its fields – strategic management, are 
a  response to gradual changes in the internal and the external 
environment of enterprises, which are undergoing changes and 
require the appropriate development of the conceptual, meth-
odological, methodical, and practical basis.

The internal environment is characterized by a focus on 
achieving innovation in all functional areas, increasing atten-
tion to socialization as one of the modern trends in maintain-
ing the interests of owners and staff, enhancing their compe-
tence, ensuring the development of enterprises on the basis of 
digitalization, increasing the rate of change in the managerial 
factors of the internal environment, i. e. technologies, quality 
of resources, lists of tasks, goals, requirements for personnel, 
adaptability and decentralization organizational structures; 
all this helps to ensure the attractiveness of enterprises, in-
crease the strength of their brand and the stability of their 
reputation.

The external environment of enterprises, as recognized 
by world scientific authorities, in modern conditions is con-
sidered by scholars either as a VUCA-world or a BANI-world. 
The essence of the VUCA-world is the perception of the ex-
ternal environment as unstable, ambiguous, difficult to make 
long-term forecasts, combine social roles and implement plans 
and achieve goals [1]. In such an environment, it is important 
to have emotional intelligence, communication skills, demon-
strate empathy, master soft skills, constantly learn throughout 
life and forget what is unnecessary, be open to new informa-
tion and be able to perceive the problem comprehensively, have 
the ability to adapt to a new environment, and acquire dynamic 

competencies [2]. That is, emotionality in such an environment 
plays a leading role for effective strategic management. How-
ever, the VUCA-world gradually turns into the BANI-world, 
a fragile, disturbing, non-linear, incomprehensible environ-
ment that does not have a permanent structure. That means, 
the BANI-world is the next step in development, as noted by 
Professor Jamais Cascio of the University of California [3]. This 
environment can create such destructivities as the rupture of 
social, economic, and political arrangements, for an individual 
country – the onset of a socioeconomic and political crisis, for 
enterprises – a reduction in production and progressive bank-
ruptcy. These destructivities are considered in relation to the 
war in Ukraine in the latest fundamental international research 
[4]. To be able to function constructively in the chaotic mod-
ern BANI-world environment [5], enterprises need to develop 
and use the latest modern theories and conceptions of strategic 
management, develop and use the appropriate strategic instru-
ments and strategies, implement market innovations, invest in 
employees and form teams, possess skills and talents to surprise 
partners and consumers, that is, focus their efforts on meeting 
active needs, which corresponds to the perspective model of 
economic relations – the experience economy [2].

Modern characteristics of the internal environment and 
the external environment confirm the need to revise the theo-
retical foundations of strategic management in the direction of 
using emotional models of decision-making.

Literature analysis. The objective conditions of changes 
in the internal environment and the external environment of 
enterprises necessitate the continuation of research on the 
theories of strategic management and its development, that 
facilitated the allocation of the theory of strategizing, which in 
some aspects was considered in the publications of well-known 
scholars who began the study of strategizing: J. Mathews [6], 
J. L. Bower [7], O. E. Williamson [8], C. Shapiro [9], and their 
contemporary followers L. Carlsson [10], C. G. Asmussen,  
K. Foss, N. J. Foss, & P. G Klein [11], P. Wadström [12]. As for 
domestic scholars, the process of strategizing has been stud-
ied in the publications of O. S. Vyshnevskyi [13], O. V. Ba-
nar, N. O. Petrenko [14], L. S. Shevchenko [15], Yu. B. Ivanov 
[16], O. Zhehus [17], E. M. Zabarna [18], R. V. Yankovyi [19],  
L. A. Nekrasova [20] and many others. However, the scholars 
considered certain economic levels and aspects of strategizing – 
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macroeconomic, regional, limited territorial (from the point of 
view of decentralization of territories) and certain functional 
features of the application of strategizing, which will be sum-
marized in the article further on. However, the synergistic idea 
of the essence of the concept, the need for its development and 
use in the current conditions, and the sequence and features of 
the stages of implementation require a closer definition, thus 
determining the purpose of the presented article.

So, the aim of the article is to summarize the theoretical 
proposals for the definition of the concept of strategizing, to 
study its genesis and the need for use in the complex modern 
conditions of the life activities of enterprises, to define closer 
the stages of the strategizing process and their features, to de-
termine the purpose of strategizing in the conditions of the ex-
perience economy as the most progressive model of economic 
relations, ensuring the growth of added value and profit of en-
terprises. The object of the article is a complex socioeconomic 
phenomenon of strategizing and the process of its implemen-
tation. The subject of the article is the theoretical provisions, 
conceptions, methodology of strategizing and their application 
in the context of the experience economy.

Methods. In the process of research, the following main 
methods were used: system approach, structural and logi-
cal analysis, theoretical generalization, scientific abstraction, 
concretization and comparative analysis – to summarize the 
achievements of domestic and foreign scholars on the prob-
lems of scientific research, improvement and filling with mod-
ern content of the definition of the concept of «strategizing»; 
historical and logical analysis – in the study of the evolution of 
the conceptions of strategic management and the formation of 
strategizing; process approach – to define closer the sequence 
and features of the stages of strategizing to ensure the develop-
ment of enterprises; theoretical generalization – to form the 
conclusions of the study.

Research results. Scientific and practical interest in 
strategic management directly and the process of its develop-
ment, change of content and transformation rely upon the fol-
lowing:

enterprises are the open economic and social systems ��
and are operated under the influence of factors of the 
internal and external environment, the rate of change 
of which is growing; strengthening competition re-
quires paying attention to strategic management and 
its use for survival, achievement of success and secur-
ing the effectiveness of enterprises;
traditional methods of forecasting to determine the ��
goals and objectives of strategic management, such 
as extrapolation, can be used only in a stable ex-
ternal and internal environment, which limits the 
use of strategic management and requires a change 
in its strategic instruments for the use of nonlinear 
forecasting methods, the theory of neural networks, 
fuzzy sets, that are close to human thinking by imple-
mentation algorithms, to take into account the effect 
of rapidly changing factors of influence on the part of 
internal and especially of external environment;
in order to ensure the success of the enterprise’s life ��
activities, the management system should be sensi-
tive, flexible, adaptive to level the vulnerability to-

wards risks, which requires the use of clarification 
and a further development of strategic management 
methodology;
step by step, strategic management requires the ex-��
pansion of the object, subject, methods, and trans-
formation into the philosophy of life of the enterprise 
regarding strategic thinking and conversion into 
strategizing, which has a complex nature and, accord-
ingly, changes both the process of strategic manage-
ment and its content, expanding it in accordance with 
objective realities and subjective ideas.

The allocated factors, features of manifestation and in-
fluence of rapidly changing internal environment and external 
environment of enterprises are the objective basis for the need 
to change views on the implementation of strategic manage-
ment. In the development of the theoretical perception of stra-
tegic management as a part of management theories, scholars 
[20; 21] identify the main stages which it is possible to agree 
with, clarifying their essence in accordance with the main ob-
jective factors of the development of economic relations, also 
clarifying them in relation to strategic management, and not 
only its functions of strategic planning, as indicated in [20; 21]. 
This is caused by the expansion of the modern understanding 
of strategizing from a separate function of strategic planning 
to a comprehensive set of basic functions of strategic manage-
ment. Thus, the stages of development of strategic manage-
ment from the beginning of its spread to its transformation into 
strategizing are as follows.

Stage 1. From the establishments such as workshops, 
manufactories (from the 17th century to the end of the 19th 
century, the beginning of the 20th century), when scientific 
management first claimed his rights, inciting to carrying out 
such measures as consideration of rationing, individual spe-
cialization, scientific organization of the management process, 
when the first proposals for taking into account the long-term 
perspective appeared, and planning as a management function 
was commenced.

Stage 2. From the beginning of the 20th century to its 
middle, associated with the significant development of scien-
tific management, its expansion to administrative management 
with a bias towards behavioristic theories of taking into account 
human relations to increase labor productivity. Emergence of 
the objective need to use the strategic functions of manage-
ment: planning, organizing, motivating and controlling, where 
there was an increase in the complexity of technological pro-
cesses of production and management, the post-war state of 
the economies of most European countries, the expansion and 
complication of relations with partners. Strategic manage-
ment acquires significant importance with the predominance 
of the function of strategic planning due to the formation of 
corporate strategies, allocation of strategic centers of economic 
management as part of organizational structures, the use of 
proposals of economic cybernetics with the use of quantitative 
mathematical methods for making strategic decisions and sub-
stantiating strategic plans and the implementation of strategic 
transformation of organizational structures.

Stage 3. From the middle of the 20th century to the 
1970s, 1980s, because of the growing complexity of internal 
and external relations of enterprises, the increase in the need to 
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take into account external challenges, which began to manifest 
themselves more often, at a faster rate. These very factors have 
led to the use of systematic and process approaches in plan-
ning and management, economic and mathematical methods 
of substantiating strategic decisions, increasing the strategic 
period of their development and implementation.

Stage 4. From the 1980s to the beginning of the 21st 
century, when the situational approach in management be-
gan to spread widely, with the growth of instability in the ac-
tions of the subjects of the external environment, i. e. market 
conditions, a strategic approach to leadership, the formation 
of interactive strategic plans, strategic sets of various types 
of strategies, the transition from resource to competence 
approaches, the use of the theory of synergetics in strategic 
planning and management, a significant interest in strategic 
marketing, expansion and confident use of information sys-
tems in all areas of strategic management, strategic risk man-
agement, reduction of the time for the development of stra-
tegic plans, their acquisition of a stable, pronounced dynamic 
indicative character. During this period, one can observe the 
first manifestation of strategizing as a new methodology of 
strategic management, which is manifested not so much in 
strategic planning as in taking into account the risks of eco-
nomic management, a scenario approach to the formation of 
strategies, an attempt to use the provisions of synergetics in 
enterprise management.

Stage 5. From the beginning of the 21st century to the 
present, when strategizing is confidently integrated and re-
formed within the framework of strategic management as 
a  new type of economic strategic thinking, an art, a mechanism 
for achieving the goals set by enterprises with emergent prop-
erties aimed at self-development. There have been some pro-
posals as to replacing or equating strategic management with 
strategizing. Such proposals for the transformation of strategic 
management can be partly explained by significant changes in 
the economic and social spheres of enterprises regarding the 
growing importance of social responsibility of the business, 
the use of a competency-based approach in the management 
process, methods of brand management and reputation man-
agement to create additional impressions about the capabilities 
of enterprises, the benefits of cooperation with them, taking 
into account their attractiveness, changing the conditions for 
making managerial decisions, that become mixed in terms of 
rational and emotional benefits. This is especially obvious in 
the context of functioning of the model of economic relations, 
which corresponds to the experience economy, the volume of 
which is estimated at $6.5 trillion. 

This is a significant result according to the preliminary 
assessment of monetary spread, however, in terms of develop-
ment prospects and sectoral feasibility, this model is distin-
guished by one of the best distribution results and projected 
prospects [22]. The main objective factors of the application of 
strategizing are: the functioning of enterprises in the VUCA-
world, which turns into the BANI-world, being a fragile, dis-
turbing, nonlinear, incomprehensible environment that does 
not have a permanent structure; socialization and consumer-
ization, digitization and digitalization; use of artificial intel-
ligence; focus of management on the implementation of the 
main goals of Industry 4.0 and Industry 5.0.

The allocated stages, their main features characterize the 
features and different perception and use of strategic manage-
ment, explain the existence of objective conditions for gradual 
embedding, and sometimes attempts to replace strategic man-
agement with strategizing.

For the first time, the concept of strategizing was intro-
duced into the theory of management by the Nobel Prize win-
ner in economics O. E. Williamson [8], who, according to the 
English discourse, considered strategizing as everything related 
to the process of developing and implementing a strategy. He 
believed that strategizing refers relatively fundamentally to 
a firm that is obsessed with having power over the market. Due 
to this interpretation of the term in the scientific literature, at 
the beginning of its application, the concept of «strategizing» 
was used as a synonym for strategic planning. Moving further 
along the time axis, not be missed is the interpretation of the 
concept of strategizing by J. Mathews [6], who considered this 
term as maneuvering enterprises in positioning and differen-
tiating them from each other and searching for a competitive 
advantage over each other in conditions of disequilibrium. He 
also drew attention to the matter that strategizing is based on 
three fundamental categories that explain the strategic choices 
of enterprises: their resources; actions with these resources, 
and procedures that would combine the two previous catego-
ries [6]. That is, J. Mathews understood strategizing as the for-
mation of a strategy and its implementation to ensure the profit 
of the enterprise and the prevalence in competitiveness on the 
basis of the resource approach.

The evolution of the understanding of the concept 
of strategizing can be clearly traced in the suggestions of  
J. L. Bower [23] and R. A. Burgelman [24], who hold common 
views and propose to interpret this term on the basis of the 
process approach as multiple, simultaneous, interrelated and 
sequential actions of managers at different levels of the organi-
zational hierarchy in order to form and implement strategies. 
That is, the use of the process approach in the management of 
economic activities of enterprises influenced the formulation 
of the concept of strategizing.

Carrying on with the consideration of the genesis of 
strategizing in accordance with the chronology of publications 
and a significant change in its understanding, it makes sense to 
note the following scientific works of other researchers.

From 2005 onwards (until about 2011), most researchers 
suggest that strategizing should be considered «as a process of 
forecasting and shaping the future; the ability to describe real-
ity in a multiaspectual way. That is, strategizing is an aggre-
gate of strategic planning, forecasting and management». As 
an initial expansion of the understanding of strategizing, it is 
advisable to agree with the idea of expanding strategizing not 
only to planning, as his predecessors have pointed out, but to 
strategic management in general. As for the level of manage-
ment, the researches dwell on the regional level, but their  ideas 
can be applied to enterprises, such as the process of forming 
their strategic sets (portfolios) of vital activity.

It was also proposed to understand strategizing as the 
process of «forecasting and shaping the future, the ability to 
describe reality in a multiaspectual way, taking into account all 
the laws of changes that occur as a result of influencing reality, 
those factors that will appear as a result of influencing reality». 
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In his work, strategizing is also considered at the level of region. 
The advantage of the proposed definition is the emphasis on its 
multiaspectual nature, that is expedient to agree with.

A significant breakthrough in the understanding of strat-
egizing and the stages of its implementation during the chrono-
logical period is the proposition of introduction of concept of 
«foresight» as a complex phenomenon that characterizes the 
process of strategizing in a new organizational context in terms 
of content as «scenario forecasting of socioeconomic develop-
ment, which determines possible options for the development 
of the economy, industry, society and organization and proce-
dure as a process» in which all market entities function. The 
expediency of including foresight in the process of strategizing 
in the further publications is supported by other scholars, for 
example, by L. S. Shevchenko [15].

An essential step towards revealing the essence of un-
derstanding strategizing is the position of J. Malgan (2011) 
[25], who understands strategizing (from the root word «strat-
egy») «as a plan of action, an art, a mechanism for achieving 
goals... in order to achieve socially significant goals» and in-
cludes a mechanism in its composition, also compares it with 
art, meaning that the subjective emotional nature has to be 
accounted, thus corresponding to the model of economic rela-
tions of the experience economy. Although the author does not 
directly point to this, since he studies strategizing at the macro-
economic level, explaining its essence as a whole.

А. G. Zeldner (2012) [26], believes that «strategizing, in 
contrast to strategic planning, is characterized not only by fix-
ing the ultimate goals, but also by the mechanism for achieving 
them, including monitoring the step-by-step achievement of 
the planned indicators», which significantly expands strategiz-
ing in terms of its stages of implementation and differs from the 
previous definitions and composition of stages.

T. V. Bochkareva, S. E. Samartsev (2013) [27], explain 
strategizing through its instrumentarium, i. e. methods of 
development, they also point out that this is «not a separate 
means, but an aggregate and a system of means of manag-
ing the development of a non-linear representation and con-
struction of the Future in relation to the Past». It is sensible 
to agree with such an interpretation and a suggestion to use 
the instruments of strategizing, taking into account the cur-
rent features of the state of the internal and external environ-
ments of enterprises, their complexity, variability, riskiness, 
and fractality.

A significant proposition concerning the period under 
review is to consider strategizing as a process system that in-
cludes the following components: logical-emotional (percep-
tion of what is happening and the perspective); institutional; 
sociocultural; managerial (development strategies); instrumen-
tal (a set of procedures and instruments for strategizing) is 
proposed by Myasnikova T. O. (2015) [31], which significantly 
expands and determines its complex nature, the expediency of 
taking into account its features in the emotional and logical, so-
cial and cultural contexts, which is important in modern condi-
tions of development of the experience economy.

Directly at the enterprise level, strategizing is considered 
since 2015–2016, pointing out that strategizing is «a volumi-
nous and direct process of implementing the selected system of 
the corporation’s strategy, that combines integrated procedures 

for continuous strategic analysis of the trajectory of develop-
ment of the economic system, as well as its adaptive system 
adjustment in the context of comprehensive transformations 
between profound changes in technologies, institutions, so-
cial communications, managerial and business processes and 
both material and non-material capital». And so, this definition 
combines almost all stages, processes of strategic management 
and resources of the enterprise, that significantly expands the 
phasing of strategizing.

E. M. Zabarna and E. Y. Shchyokina (2016) [18] consider 
strategizing more broadly than planning and highlight it as  
«a scientific category that is used in the study of complex socio-
economic systems as the most adequate tool for solving prob-
lems that allow creating the necessary conditions for long-term 
development on the basis of strategic goals that can consolidate 
the efforts of government, business and society». The drawback 
of the proposed definition of strategizing is its application only 
to levels of region, otherwise the authors understand this term 
quite broadly. That is, strategizing is understood as a continu-
ous process of development, implementation and «monitoring 
of programs and documents of socioeconomic development». 
As for the strategizing components, the authors in the publi-
cation referred to the following: scientific principles/concep-
tion, forecasting, modeling, planning, programming, practical 
implementation, controlling, which significantly expand the 
understanding of strategizing as strategic planning and bring it 
closer to strategic management, but do not identify with it.

Almost all the main functions of strategic management, 
except for motivation, are proposed to be included in strategiz-
ing by N. O. Kukharska (2017) [28], who considers strategizing 
as «an aggregate of processes of conceptualization, forecasting, 
strategic scanning, modeling, planning, design, programming, 
implementation and control, the process of creating a strategy, 
communicative foresight, analysis of the situation and conse-
quences of actions, strategy implementation and controlling», 
thus significantly expanding the understanding strategizing and 
the composition of its stages and giving more freedom of action 
to managers of the strategic level of enterprise management.

V. A. Chemerys and L. P. Kazmir (2018) [29], support 
the opinion of N. O. Kukharska that «the modern ideology of 
strategizing the socioeconomic development of units of dif-
ferent hierarchical levels is based on the system paradigm of 
the process of formation of an integral multi-level multi-object 
system of strategic management with a clear internal structure 
covering all components of the strategic process (objects and 
subjects of strategic planning, strategic institutions, strategic 
stakeholders,  holistic and interrelated strategies for the func-
tioning of facilities at different levels – from an enterprise to 
a  city, region or country as a whole, as well as mechanisms for 
their implementation)». In their opinion, among the main func-
tions of strategizing, innovative development is the synthesis of 
existing potential, qualitatively new prospects and the function 
of generating qualitatively new resources for diversification of 
development directions. The authors’ proposed changes to the 
process of strategizing clarify and expand the direction of ac-
tions of the enterprise management system.

O. S. Vishnevsky (2018) [13], in the monograph on strat-
egizing, almost clearly does not distinguish between strategiz-
ing and strategic management, but examines these processes 
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according to the main elements: mission, vision, values, goals, 
strategies, and also considers them in the psychological aspect 
from the standpoint of introversion and extroversion of the sub-
jects of strategic management, which is important in the con-
ditions of the experience economy. The author also notes the 
fundamentality of strategizing and the reasons for its spread,  
which are connected, on the one hand, with its focus on solving 
universal human problems that have an ontological, epistemo-
logical, and axiological character, and on the other hand, with 
the formation of a worldview paradigm. Further development of 
strategizing, in his opinion, will be due to new paradigm shifts 
in strategic management and factors of internal and external 
environments. An important suggestion, which is relevant in 
the conditions of the experience economy, is the established 
postulates of strategizing: universality for all individuals and 
organizations, totality regarding the absence of restrictions; 
concentration of knowledge, i. e. strategy, is the quintessence, 
the concentrate of knowledge of human civilization, ensuring 
subjectivity, and the focus on change. Such informative content 
contributes to the deepening of the understanding of strategiz-
ing and its further development and practical application.

The same terminological problem of clear non-separation 
of strategic management and strategizing is inherent in many 
publications, for example [34; 35; 36; 37; 38], although in each 
of them there is a positive aspect of strategizing according to 
its subject area. Thus, N. S. Sytnyk and Yu. V. Shushkova (2019) 
[30] justly note that when strategizing, «conceptual require-
ments and theoretical and methodological sequence should be 
observed. In particular, first of all, it is necessary to carry out a 
thorough analysis of the internal and external environment of 
the problem: the current state, dynamics, efficiency of innova-
tion activity, the modernity of technologies, the prerequisites 
and environment for the development, creation, commercial-
ization, and use in business of new modern advanced technol-
ogies, the state and potential of development, its basic, most 
productive segments». Taking into account the epistemological 
and innovative aspect in strategizing allows adapting the pro-
cess of its application to the conditions of modern realities and 
the experience economy directly.

L. A. Nekrasova (2019) [31], relying on the complexity of 
the manifestation of strategizing, emphasizes that «in its com-
position and spectrum it is a synthetic category that goes be-
yond the traditional approach or representation only as a man-
agement function, and turns into an element of the mechanism 
of complex influence». It makes sense to agree with this state-
ment, since it is confirmed and further developed in the pub-
lications of other scholars. Thus, V. V. Gurochkina (2020) [32] 
outlined her own vision of the theoretical and methodological 
foundations of strategizing through «activation of emergent 
properties that are aimed at the self-development of enterpris-
es», which are manifested through financial, integration, socio-
psychological and technical-technological vectors of develop-
ment. Such a view of strategizing significantly develops its un-
derstanding in the aspect of a system approach. Also, referring 
to the monograph of M. I. Zveryakov, N. O. Kukharska, N. A. 
Klevtsevich, O. S. Sharag (2019) [33], V. V. Gurochkina supports 
their vision of strategizing as a set of «forecasting, staging, de-
signing, goal-setting, programming, planning, communicative 
foresighting, modeling, analysis of the situation and analysis of 

the consequences of action in the situation, implementation of 
strategy and controlling, that can be considered as a system re-
source for the application of anticipatory management in the 
industry of socioeconomic development for the mobilization 
of internal reserves and the formation of conditions for the de-
velopment of entrepreneurship on the basis of a constructive 
dialogue between business, government and society». Such a 
definition and content of strategizing in relation to its compo-
nents, which should be considered as certain stages of imple-
mentation, increases the expediency of its application in the 
model of relations of the experience economy, since it includes 
communicative foresight, which should be supplemented with 
organizational foresight. Such a  significant expansion of the 
content of strategizing allows it to be used in the process of 
enterprise management to harmonize economic management, 
resource provision, and the development processes used in the 
strategic perspective. In this sense, strategizing ceases to be 
comprehended as strategic planning, but is understood as the 
main way of thinking about the future of the enterprise, which 
makes adjustments to the behavior of the latter [33].

According to the current trends in changing models of 
economic relations, strategizing researchers develop propos-
als for their consideration in the components and stages of 
this complex process. Thus, regarding the components and 
methods of strategizing, Iryna Ignatieva, Alina Serbenivska, 
Anna Orel, Mariia Bieloborodova and Liudmyla Bondarenko 
(2022) [39] suggest using benchmarking, allowing to compare 
the achievements of enterprises in the process of forming and 
implementing strategies. The authors specify that the use of 
benchmarking in the management system allows a systematic 
finding and evaluating all the benefits of the best practices and 
creating possibilities for their use. Solving the problem of im-
proving strategizing, taking into account the backbone factors 
and the need for a flexible response to modern challenges, is 
the most effective lever of influence on socioeconomic pro-
cesses. Therefore, the main scientific task today, according to 
the authors, is to develop the methodological foundations of 
situational monitoring, as well as to create conditions for its 
implementation. Of course, the present requires the improve-
ment of strategizing methods, their expansion, with inclusion 
of not only benchmarking and strategic monitoring, but all 
components of strategizing.

According to the trends of globalization and the Euro-
pean integration, the process of concentration of capital and 
unification of enterprises into integrated business structures 
becomes actuated. Therefore, in the process of strategizing, the 
issue of developing an organizational foresight arose regarding 
the feasibility of hiring central corporate non-executive strat-
egy specialists to manage its development in multi-commer-
cial companies, which, according to P. Wadström, (2022) [40], 
provides three advantages: the ability to coordinate strategiz-
ing for the entire enterprise, ensuring participation in strat-
egy development, and expanding ownership of the content of 
the strategy in business. The presented proposals expand the 
understanding of the organization and the role of strategic 
managers in the process of strategizing and its organizational 
foresight, that appears extremely important in the conditions 
of the experience economy, letting combine and coordinate ra-
tional and emotional impressions in the process of forming and 
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implementing a strategy.
Since digitalization is an important direction in the de-

velopment of economic relations and its impact on strategiz-
ing is beyond doubt, that is why J. Morton, A. Amrollahi, and 
A. D. Wilson, (2022) [40] examined the relationship between 
information systems and strategy and provided an in-depth 
evaluative review of 71 selected documents on this issue, al-
lowing to explore the features of the research area of «digital 
strategizing» and to suggest a research program to continue its 
knowledge and theorizing. Such a perspective of strategizing 
research will allow to modernize its tools for the formation of 
strategies as a multi-variant product. L. Carlsson (2023) [10] 
takes a further step in his research on strategizing in the con-
text of digitalization, identifying three aspects that affect strat-
egizing in strategy formation in the context of accelerating in-
dustrial digitalization: affective collectivism, affective individu-
alism, and structural framing. These questions are particularly 
important in the context of the experience economy, as they 
show how cognitive aspects can be taken into account in shap-
ing the organizational structure of an enterprise and influence 
how managers collect, recognize, and use the organizational 
abilities of other strategists. It is possible to agree that all em-
ployees should be able to identify themselves and be involved 
in the cognitive process of strategizing. The usefulness and sig-
nificance of participation in the formation of strategy should 
be realized by employees through structural and emotional ties 
within the enterprise. Individual employees of the enterprise 
should, in accordance with the need to use digital technologies 
in each position, possess dynamic digital competencies, and 
the staff as a whole must have common assumptions, expecta-
tions and knowledge about the perceived changes caused by 
the latest technologies.

Taking into account the ideas of the subjects of the ex-
ternal environment and comparing their expectations with the 
capabilities of the internal environment of the enterprise will 
allow to resolve the contradictions between the real and emo-
tional perception. Solving this important issue in the context of 
the experience economy will be of particular urgency. There-
fore, in this case, it is expedient to consolidate the efforts of 
strategy developers taking into account the challenges of the 
market, directing the life activities of the enterprise towards en-
suring efficiency and including this aspect in the components 
and stages of strategizing, which requires the solved issues of 
choosing types and applying models of relationships between 
the enterprise and the subjects of the external environment. 
Such an important problem is emphasized by C. G. Asmussen 
and N. J. Foss (2022) [41], who underline that the distribution of 
issues of ensuring and determining the efficiency of the enter-
prise and strategizing is a serious conceptual oversight. The in-
tegration of these two issues will not fundamentally change the 
conceptions and ideas of the global strategy, but rather expand 
the set of its ideas and forecasts. So the authors underline that 
not only efficiency, or strategizing, but also bargaining power 
are interrelated, which indicates the importance of communi-
cation foresight for achieving the effectiveness of strategizing. 
It is worth agreeing with this proposal, since the inclusion of 
communication foresight in the form of a negotiation process 
based on communication interaction to ensure the growth of 
the company’s reputation, its brand value and attractiveness as 

criteria for the course of strategizing will increase the effective-
ness of the latter.

Conclusions. The study of the genesis of the concept of 
strategizing allowed us to conclude that there is a variety of un-
derstanding of this concept: from the planning function and up 
to a new type of strategic thinking. In the scientific literature, 
one still cannot find a stable unambiguous understanding of 
the term «strategizing», but there is a tendency to transform 
this concept into a scientific category in order to study com-
plex socioeconomic systems, i. e. as the most adequate tool for 
solving strategic problems. Scientists both simplify the con-
cept of strategizing and identify it with strategic management, 
while strategizing is the main way of strategic thinking about 
the future of the enterprise and includes the process of form-
ing strategies, consisting in determining the mission, vision, 
goals of the enterprise’s activities, analyzing the factors of the 
internal and external environment in accordance with the set 
goals, determining the strategic set (system of strategies) of the 
life activities of the enterprise, substantiation of criteria indica-
tors for the selection of strategies, decision-making on the final 
composition of a set of strategies, forecasting the trajectories of 
the enterprise’s course in accordance with the adopted strate-
gies, taking into account possible scenarios of development of 
events, implementation of organizational and communication 
foresightings, implementation of the adopted strategies in ac-
cordance with the approved strategic plan of the life activities 
of the enterprise. 

Such a definition of strategizing, taking into account the 
process of its implementation, will cut off unnecessary compo-
nents and stages and allow focusing on the process of forming 
strategies in accordance with the capabilities of the enterprise, 
the expectations of the subjects of the external environment for 
their transformation into realities and obtaining rational and 
emotional satisfaction from interaction with the enterprise, 
which will contribute to the growth of added value and profit in 
the context of the development of the latest model of economic 
relations – the experience economy.

Prospects for further research are the development of 
the conception of strategizing and its methodology for use in 
the conditions of the experience economy, taking into account 
the main directedness towards obtaining rational and emotion-
al satisfaction by the subjects of the internal and external envi-
ronments of enterprise, the basis of which is the attractiveness, 
strength, and value of enterprise brands and their reputation 
based on trust.
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