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STRATEGIC IMPACT OF MOBILITY ON ORGANIZATIONS

Purpose. The current rapid social and economic developments show mobility as the most important factor of
economic growth, social and cultural progress. Mobile technology has undergone a sea change over the past ten
years. The evolution of mobility is about creating better ways to change the world. It will increasingly shape our
lives and thinking in ways we cannot fully anticipate. Mobile revolution is a global reality which creates new oppor-
tunities and challenges for all companies in the world. Methodology. Proposed methodological approach is based
on a comprehensive assessment of the strategic impact of mobility on the organization as a major tool to improve
competitiveness and efficiency of the company. During the research have been used both qualitative and quantitative
methods. As a result, the article provides bridges between the field of mobility, organization science, information
systems, and certain aspects of philosophy. Findings. This research provides a glimpse into the fast-evolving world
of mobile technology and maybe even faster evolving world of organizations. The research is designed to under-
stand the strategic impact of mobility on organizations, and evaluate the benefits of integration of these new tech-
nologies into the company. The research comprised of an extensive literature review, observation of existing prac-
tices, and semi-structured interviews geared toward understanding the strategic impact of mobility on organization
and its employees. Originality. The research findings suggest three main strategic implications of mobility: improve
working process; increase internal communication and knowledge sharing; and enhance sales and marketing effec-
tiveness. Practical value. The use of mobile technology and it impact on organizational change and strategy, stabil-
ity and development of competitive advantage allow the company to ensure the effectiveness of its business. Mobil-
ity can dramatically transform the company by finding their feet in almost every sector and it has a profound impact
on both customers as well as employees. Mobility solutions are growing across business portfolios of company and
driving by the need to increase productivity. They improve decision making, with increased near real-time access
through mobile channels that help to improve internal employee interaction, customer collaboration, network build-
ing and information sharing.

Keyword: mobility; mobile technology; mobile applications; mobile devices; strategic impact organizational
value; intangible benefit; enterprise mobility; constant connectivity

Introduction infrastructure, but also have begun playing a key
role in virtualizing and accelerating the business
and thus transforming the entire enterprise and its
ecosystem.

Bellotti and Bly (1996) indicate that mobility is
very important for communication and for use of
common resources. It facilitates awareness and
informal cooperation, and creates new looks, abili-
ties and knowledge. Mobility is highlighted as one
of the key means of stabilizing and keeping up the
company activity.

The strategic importance of mobility cannot be
underestimated. Mobile technology becomes a
fundamental player in all levels of the organiza-
tion. This fast development of technologies can
radically change the capabilities of information
systems and opening new possibilities for business.
Therefore, we believe that this new phenomenon
needs to be better understood and analyzed.

Game-changing mobile technology is a key for
modern computer-based information systems that
can revolutionize business in the future. This status
quo is not surprising. Mobility is all around us. It
has penetrated into every aspect of our work and
life. More and more companies implement and
incorporate the latest technology into their opera-
tions to enhance or balance their business demands
and opportunities, and to increase their productiv-
ity and profitability.

Mobility is gaining importance and popularity
in organizations (Andersen et al., 2003). It is
changing the way businesses operate and people
work, and how information systems support busi-
ness processes, decision-making and competitive
advantage. They not only have become an ex-
pected component of the information technology
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Purpose

New technology is a critical resource for creat-
ing organizational value. It has the potential to
dramatically change the nature of products, proc-
esses, companies, industries, and even competition
itself. Therefore, we can sight that these technolo-
gies serve as powerful strategic marketing tools for
organizations.

Organizations must often consider both the costs
and benefits of implementing new technology in the
workplace. Costs and benefits can be either tangible
or intangible. The tangible benefits are those bene-
fits that can be measured and quantified in financial
terms, such as cost savings (Mukhopadhyay et al.,
1995), productivity (Hitt and Brynjolfsson, 1996),
market share (Banker and Kauffman, 1988; Barua et
al., 1995), and profitability (Jarvenpaa and Ives,
1990; Brown et al., 1995). While the intangible
benefits on business processes and relationships
include better customer satisfaction that are not so
easily measured (Quinn and Baily, 1994; Anderson
et al., 2003). The article focuses on studying intan-
gible benefits of mobility to illustrate their strategic
impact on the organization.

The world has entered a new age defined by en-
terprise mobility and constant connectivity. To ac-
celerate business processes and increase productiv-
ity, it is necessary to mobilize the enterprise — ena-
bling the employees and customers to transact
business at any time, from anywhere, on any de-
vice. To obtain the greatest business benefits from
this technology, the organization should use a more
individualized approach that enables workers to
achieve the optimal connectivity state.

As has been previously reported, mobility is
one of the most important market and technologi-
cal trend within information and communication
technology. It changes and improves many aspects
of economy, lifestyle and culture. This technology
is transforming how companies “do business” and
how they interact with employees, customers, and
suppliers.

Today, almost every company uses at least one
mobile application or device, which means they
increase organizational expectations for connec-
tivity to work “anywhere, anytime”. And that’s
why it is hard to imagine life without the conven-
ience and efficiencies of mobile technologies.

However, mobility also changes the traditional
spatial and temporal boundaries between work and
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non-work, resulting in more permeable boundaries
in which work is completed during personal time
and non-work is conducted on-line during working
hours. Added to this, some argue that mobility has
become an expression of human desire to expand
power and control over our circumstances and to
mold the world around us to suit our individual and
collective needs. Thus, it is not so much the mobile
capabilities of technology that are changing the
way we work, but the capacity for ubiquitous and
constant connectivity.

Mobility is exploding for one simple and pow-
erful reason — it makes our personal and profes-
sional lives more convenient and efficient.
Equipped with powerful mobile devices and com-
pelling applications, mobile workers are enabling a
wave of disruptive innovation that’s transforming
how business is run. Employees are purchasing
mobile devices and requesting access to enterprise-
information systems. Consumers, meanwhile, ex-
pect 24-hour customer experiences and detailed
product information at their fingertips.

From an organizational perspective, mobility
enables users to engage with customers, suppliers
and colleagues at any time and from anywhere. This
technology thus appears to offer “organizational
nirvana” where executives can manage their work to
make better use of downtime and increase their
availability, with the promise of increased value and
productivity for the company. For IT leaders, as
SAP, the challenges are not only to respond to the
growth in new technology capabilities, but also user
demands for organizational support to enable them
to “use technology on a more continual, natural,
dynamic and often invisible basis.”

Methodology

The methodology used in the article begins
with the study from various books and papers
around mobility, connectivity and design of infor-
mation system. As the aim of this research is to
study the strategic and organizational impact of
mobility, a qualitative approach was regarded as
most appropriate, since the main research problem
involves lots of data that cannot be quantified.
Thus, in the article has been used qualitative inves-
tigation techniques including literature review, ob-
servation of existing practices, and semi-structured
interviews.
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Findings

The global objective for mobility is to maxi-
mize the overall benefits to the organization. Dur-
ing this research has been identified five main ob-
jectives — maximize customer service, maximize
company image, maximize employee satisfaction,
maximize efficiency, and maximize effectiveness.
According to the research, these objectives are the
fundamental reasons for implementing and adapt-
ing mobility in organization (Fig. 1).

Maximize
customer
service

Maximize
company
image

L Maximize
Maximize -
efficiency o ploy i

E satisfaction

Fig. 1. Main Objectives

Maximize
effectiveness

The first main objective identified is to maxi-
mize customer service, which is one of the key
strategic focuses of the organization. Equipped
with mobile devices, employees are able to have
access to product information and the Internet
whenever the need arises. They can verify or
search for information easily at the customers’
sites and answer questions on the spot, and also
learn their comments, complaints and suggestions
regarding the company’s products. Thus, they can
be more responsive to customers in responding to
their questions, handling their requests, and follow-
ing up with customers. These allow them to pro-
vide better customer service. This finding is in line
with the literature discussed in the theoretical part
where improved customer service quality is found
to be one of the main intangible benefits brought
about by technologies. Also, Jarvenpaa et al.
(2003) discuss this benefit. He argues that mobility
can provide users with more “freedom” and new
methods to interact with customers that allow them
to serve customers better.

The second main objective is to enhance com-
pany image. The use of new and innovative IT is
important as IT can play a role in “producing new
knowledge dissemination platform.” Providing
mobility can help the organization to be more con-

fident and knowledgeable, and to provide the most
innovative, flexible and powerful products/services
for its customers. In addition, using of mobile
technology allow employees to be more well-
informed about the products that can enhance their
professional image, which in turn improves the
image of the company. That is also very important.

According to our research, the maximization of
employees’ satisfaction is one of the key drivers of
the company’s decision to apply this new technol-
ogy. Mobility allows employees to utilize their
time better (e.g., reduce “slack” or “dead” time),
and to communicate and cooperate with their col-
leagues more easily and readily. Thus, employee’s
satisfaction, performance and productivity can sig-
nificantly increase. It was surprisingly for us, be-
cause in the research literature has not been cited
such benefits of mobility.

Other mains reasons for deploying mobility are
the maximization of efficiency and effectiveness of
organization. With the help of mobile devices, em-
ployees can be more well-informed about the com-
pany’s products, which allow them to do their job
better. For example, utilizing the multi-media fea-
tures provided by SAP, employees can improve the
quality and effectiveness of company’s products
demonstrations for customers. Also, efficiency im-
provements can be obtained by carrying out their
job-related tasks in a timelier manner. As Sarker
and Wells (2003) argue, “mobility means effi-
ciency”. With this new technology, employees are
able to “fill” their time, meaning that they can
carry out their daily tasks between appointments
and scheduled activities, and during any “slack” or
“dead time.” Thereby, their work efficiency will
significantly improved. Moreover, mobility can be
a great tool to help employees carry out their job
quicker and better, which is in line with the find-
ings reported by Bakos and Treacy (1986).

Thus, mobility allow companies to "do busi-
ness" in ways that are radically different from
what’s done today. Mobilization affects people in a
number of ways. It affects the way people work
and interact with each other, and also on their per-
formance and productivity. Mobility allows people
to work actually anywhere and anytime with ac-
cess to the same resources that they have in the
office. That means employees can have more
flexible timetable and perform their work as
needed, on demand. In such an environment, em-
ployees can be more easily rewarded based on pro-
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ductivity, and thus management’s focus will move
from monitoring attendance to evaluating results —
from activity to productivity. This, we think, is the
most important points.

With this technology, employees become more
independent of physical location, this allow them
to interact with their colleagues and customers
anywhere and anytime.

Mobility allows employees to maximize the ef-
fectiveness of personal and corporate information
management, to speed up the communication proc-
esses, and to perfect decision making when for
working in meetings were examples given by inter-
viewees to illustrate the ways in which the mobility
enhanced their job performance.

To summarize, the main objectives identified
during the research show that mobility can be used
as a way to better achieve company strategies. In
our future research, we would like to support this
assertion by examples from companies in different
industries.

Originality and practical value

As discussed previously, during the research
we found five main objectives that contribute to
the general objective of maximizing the company’s
benefits of using mobility. The key drivers for or-
ganization to adopt mobility are to “increase effi-
ciency” and “provide better customer satisfac-
tion”, which are two main measurements of com-
petitive advantages (Sethi and King, 1994).

We want to demonstrate the strategic impacts
of mobility on the organization using relationships
between these main objectives. Thus, we identified
three main strategic implications of mobility that
can help to reinforce and achieve company strategy

(Fig. 2).
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Fig. 2. Main Strategic Implications of Mobility

(1) Improve working process

According to Kohli and Devara (2004), infor-
mation technologies are generally deployed to help
improve and rationalize business processes. Mobile
technology and mobility are not exclusion. As
well, with features such as wireless connection and
mobility of devices, mobility provides “real-time
availability of information” and “Internet access at
anytime, anywhere”. Today, for companies all over
the world the information is a key source of com-
petitive advantage, and in this way these features
are particularly important when “information is
transforming the nature of competition” (Porter
and Millar, 1985).

Based on our research, we suggest that mobility
can help the organization to improve the working
process by enabling activities to be carried out in
real-time (such as real time response to customers’
queries, and ability to submit customers’ product
requests on the spot), and to streamline the process
by removing redundant procedures (such as by in-
putting and updating data/information at source,
and enabling electronic recording of customer
feedback while interacting with customers).

(2) Increase internal communication and
knowledge sharing

One of the purposes of using mobile strategy is
to facilitate communication. Mobility can help to
strengthen interpersonal relationships and increase
flexibility in coordination (Jarvenpaa et al., 2003).
It provides a new medium and channel for com-
munication and knowledge sharing. In our case,
the use of mobility software solutions has made it
easier for employees to transfer or share informa-
tion with one another and enabled them to commu-
nicate and collaborate better. As mentioned above,
satisfying employee demand has been one of the
key drivers for the adoption of mobility.

(3) Enhance sales and marketing effectiveness

Schlosser (2002) discusses in his research the
innovative ways of using technologies. And he
approves that these technologies are always shaped
by individual needs as users adapted their message
contexts, social etiquette, self-impressions, and
ways of doing business. The use of mobility can
help to shape the company’s image with “prestige”
and to be “leading edge” (Schlosser, 2002).

Hence, mobility can be used as a sales and
marketing tool to enhance company image and to
give customers the impression that the company is
at the “cutting edge”.
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This article provides bridges between the field
of mobility, organization science, information sys-
tems, and certain aspects of philosophy.

Throughout our research more and more we are
coming to the conclusion that mobility is an excit-
ing prospect to consider. The spread of this tech-
nology will revolutionize the way companies "do
business". To understand the big picture and all the
possibilities, it’s worth imagining this future state
in some detail, and considering the individual im-
pacts that mobility will likely have.

Mobility can transform organization by finding
their feet in almost every sector and it has a pro-
found impact on both customers as well as em-
ployees. This technology is growing across busi-
ness portfolios of company and driving by the need
to increase productivity. It improves decision mak-
ing, with increased near real-time access through
mobile channels that help to improve internal em-
ployee interaction, customer collaboration, net-
work building and information sharing.

Conclusions

Realizing the importance of enterprise mobility
as a strategic priority, any organization should cer-
tainly empower its business processes with the en-
terprise-wide deployment of mobile applications.
As predicts SAP Business Analyst: “Mobility
Solutions have the potential to fundamentally
transform organization, its business chain and
markets. We think that only when location
constraints will be obliterated and when mobility
will become the key endpoint, company will be
able to clarify their vision for the future”.

“Companies that embrace mobility solutions
will see improvements in productivity and opera-
tional efficiency that were unimaginable only a
few years ago. Today, mobility can’t be seen as a
luxury anymore, it’s a necessity”, Head of Busi-
ness Transformation Services, SAP).

Many companies all over the world are already
using mobile applications and devices to deliver
increased customer satisfaction and performance;
for these companies the future is already here.

“Mobility creates value by allowing mobile
access to contextually-relevant information so
front-line workers can make informed decisions in
their daily interaction with customers, partners and
suppliers”, Head of Business Transformation Ser-
vices, SAP).
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CTPATETMYECKOE BJIMAHUE MOBUJIBHOCTH
HA OPTAHU3 AN

Hean. CoBpeMEHHOE MUPOBOE SKOHOMHUYECKOE Pa3BUTHE CTPAH M Pa3BUTHE OOIIECTBA CBHUACTEILCTBYIOT O MO-
OMIILHOCTH KakK HauboJiee BaXXHOM (haKTOPE IKOHOMUYECKOT'O POCTa KYJIbTYPHOTO M OOIIECTBEHHOTO mporpecca. 3a
IIOCJICAHUEC JCCATH JICT MO6I/LH])HI)I€ TEXHOJIOI'U HO)IBepFJ'll/IC]) Kap[ll/lHaHI)HblM N3MCHCHUAM. PaSBI/ITI/le MO6I/IJ'I])H0—
CTH SIBIISICTCS TOJMYKOM K CO3JaHHI0 0ojee 3(P(PEKTHBHBIX COCOOOB M3MEHEHHsS Mupa. JlaHHas TeXHOJOTHs OyneT
Bce Oonee u Oosiee GopMUPOBATH HAITY KU3Hb U MBIIUICHHE TAKHM 00pa30M, KOTOPBIM B HACTOSIIEE BPEMsl MBI HE
MOJKEM B TIOJTHOW Mepe TpeaBuIeTh. MOOMIbHAS PEBOIIONHS SBISETCS INTOOATEHON PeaTbHOCTBIO0, KOTOPAst CO3/1aeT
HOBBIE BO3MOXXHOCTH W TIPOOJIEMBI I KOMIIAaHWHA BO BcéM Mupe. Mertommka. [IpemiokeHHBI METOIMYESCKHUA
MOJIXOJ OCHOBBIBAETCS HAa KOMIUIEKCHOW OIIEHKE CTPATETHYECKOTO BIHSHUS MOOMIBHOCTH Ha OPTaHH3aIHI0 Kak
OCHOBHOTO MHCTPYMEHTA TIOBHIIICHUS KOHKYPEHTOCIIOCOOHOCTH U 3P (PEKTHBHOCTH NEATEIFHOCTH. B Xoz1e anammsa
OBLIH MCIIOJIF30BAHBI KAUECTBEHHBIC W KOJIMYECTBEHHBIE METOABI OLleHKH. Kak pe3yipTaT, JaHHas CTaThs BKIIOYACT
aHaJIM3 B3aMMOCBSI3U Mex1y chepoil MOOHILHOCTH, TEOpHeil OpraHU3aly 1 HEKOTOPBIMH acniektamu (uiiocoduu.
PesyabTaTel. [IpencraBieHHOe HUCCIEIOBaHUE IaeT BO3MOXHOCTh 3arjisIHYTh B OBICTPO Pa3BUBAIOLIUICS MHUP
MOOMJIBHBIX TEXHOJIOTHI M, BO3MOXKHO, JTaKe B ellle 0ojiee ObICTPBIi MUP pa3BUTHsI opraHu3anuid. VccienoBaTesns-
CKHE pa3p8.60TKI/l IIO3BOJIAKOT IIOHSTH CTpaTeFl/I'-IeCKOC BIIUAHUC MO6I/IJ1])HOCTI/I Ha opraHmaumo U OLICHUTH HpeI/lMy-
IIECTBA MHTETPAIlM HOBBIX TEXHOJIOTUH B KOMMaHUIO. VccrnenoBanue BKIFOYAeT OOIIMPHEIN JIMTEpATYPHBIA aHa-
JU3, HAOIOJCHUE CYIIECTBYIONICH NMPAKTUKU M MOJYCTPYKTYPHPOBAHHBIC HHTEPBBIO, OPHCHTUPOBAHHKIC HA ITOHU-
MaHHE CTPATETHYECKOr0 BO3ICHCTBHS MOOIIBHOCTH HA OpraHU3auio U e coTpyaHukoB. Hayunasi HoBu3HAa. Pe-
3yJNBTaThl MCCIENOBAaHUS IO3BOJISIOT HAM BBIIEIUTH TPH OCHOBHBIC CTPATETHUECKHE WMILTHKAIIMA MOOMIBHOCTH:
yIIydIneHne pabodero mporecca; yBeInueHne BHyTpeHHeH KOMMYHHKAITUN M OOMEHa 3HAHUSAMH, a TaKoKe MOBBIIIe-
HHUE TPONAXH U MapKeTHHToBOH 3¢ dekruBHOCTH. [IpakTHYECKas 3HAYUMOCTB. Vcronp30BaHNe MOOMIBHBIX TEX-
HO-JIOTWH, MX BJIMSHHE HA OpTraHU3AI[MOHHBIC M3MEHEHHS M PEATH3AIMI0 CTpaTernd (HOpMHUPOBAHMsI, 00eCTICUEHHS
YCTOWYHMBOCTH M Pa3BUTHSI KOHKYPEHTHBIX MPEUMYIIECTB MO3BOJISIET KOMIIAHUU oOecrednTh d(PPEKTUBHOCTh UX
OuzHeca. MoOOMIBHOCTh CIOCOOHA KAapAWHAILHO TPaHCHOPMHUPOBATh KaXKABIH CEKTOp KOMIIAHHMH M HUMETh
3HAYUTEJIbHOE BIMSIHUE KaK Ha CTPYKTYpy OpraHU3allMM, TaK U Ha €€ COTPYAHUKOB. JlaHHAs MHHOBALIMOHHAS TeX-
HOJIOTUsA yCOBepU_leHCTByeT npouecc le/IHﬂTl/Iﬂ pelﬂeHHﬁ, aciast ero JIOCTyHH])lM B peaJ'II)HOM BpeMeHl/l qepes MO-
OWJIbHBIE KaHaJIbl, KOTOPBIE TIOMOTAIOT YJIyUIINTh BHYTPEHHHE B3aUMOACHCTBUSI MEKAY COTPYIHUKAMH, COTPYIHH-
94eCTBO C KIMEHTaMH, CO3[[aHue ceTell 1 00MeH HH(popMaIueH.

Kniouesvie cnosea: MOOWILHOCTD; MOOMIIbHBIC TEXHOJIOTHH; MOOMIIbHBIC MPIJIOKCHHS, MOOMIBHBIC YCTPOHCTBA;
CTpaTequecxoe BJIMAHUC, OpFaHI/l3aLll/IOHHble LHCHHOCTH, HeMaTepI/laﬂbeIe BBII'OJIbI; MO6I/IJ'IbHOCTI> Hpe)alI/lHTI/IH;
HETpephIBHAS CBA3b

© . I'onoBkoga, 2014

56



ISSN 2307-3489 (Print), ISSN 2307-6666 (Online)

Hayxka Ta nporpec Tpancropty. BicHuk J[HIponeTpoBcbKoro
HAI[lOHAJIBHOTO YHIBEPCHUTETY 3alIi3HUYHOrO TpaHcmopty, 2014, Ne 1 (49)

EKOHOMIKA TA VIIPABJIIHHA

. TOJIOBKOBA!

"Cepgic Bismec Tparchopmarii, Yrisepenrer Hodin, [apmk, ®panmis, SAP, ter. +33 69 52 53 299,
eJ1. ommra golovkovanna@gmail.com

CTPATETI'TYHUH BIIJIMB MOBLJILHOCTI HA OPTAHI3AIIIL

Meta. CydacHuii CBITOBHII €KOHOMIUYHHUII PO3BUTOK KpaiH Ta PO3BUTOK CYCHUIBCTBA CBiAYaTh PO MOOLTBHICTH
SK HaMBaXJIMBILIMK (AKTOP €KOHOMIYHOTO 3POCTaHHS, KYJIBTYPHOrO M CyCHUIBHOTO MPOrpecy. 3a OCTaHHI JecATh
POKiB MOOLIBHI TEXHOJOTIT 3a3HAIM KapJUHAILHUX 3MiH. PO3BUTOK MOOUIBHOCTI € IOIITOBXOM JI0 CTBOPEHHS
OiTbII e)eKTHBHUX CIIOCOOIB 3MIHEHHSI CBITY. 3a3HaYeHa TEXHOJIOTIs Oy/e Bce OuIbIne i OuIbINe (popMyBaTH Halle
JKUTTSI Ta MUCIICHHSI TaKMM YMHOM, SIKMH y JTaHWH 4ac MU HE MOXKEMO HOBHOIO Miporo mnependauntu. MobinbpHa
PEBOJIIOLIS € TII00AIFHOIO PEANBHICTIO, KA CTBOPIOE HOBI MOXIIMBOCTI M MPOOJIEMH JJIsi KOMIIaHIH y BCbOMY CBITI.
MeToanka. 3anporOHOBAHUH METOIMYHHMH MiAXiJ IPYHTYETHCS HAa KOMIUIEKCHIH OLIHII CTPATEriyHOro BIUIMBY
MOOLTHHOCTI Ha OpraHi3aIlifo SK OCHOBHOTO iHCTPYMEHTY IiJIBHIICHHS KOHKYPEHTOCIPOMOXKHOCTI i e(eKTUBHOCTI
IISUTBHOCTI MANpUEMCTBA. Y XOHAi aHamuily OyliM BHKOPHCTaHI SKICHI Ta KUIBKICHI METOAM OIliHIOBaHHA. Sk
pe3ynbTaT, JaHa CTATTs BKIIOYAE aHAJi3 B3a€EMO3B’SI3Ky MK cheporo MOOLITBHOCTI, TEOPi€r0 opraHi3amii i JesKuMu
acriektamu Qinocodii. PesyabraTu. IIpencraieHe A0CHiHKEHHS Ja€ MOXIHMBICTh 3aryISIHYTH Y CBIT MOOUIBHHX
TEXHOJIOTIH, SIKUI IIBUIKO PO3BUBAETHCS, 1, MOXKIIMBO, HABITh y II€ OUTBII IIBHAKUI CBIT PO3BUTKY OpraHi3amii.
JlocaimHUIBbKI po3pOOKH TO3BOJSIOTH 3PO3YyMITH CTPATEriuHUM BIUTUB MOOUTBHOCTI Ha OpraHi3aliio Ta OI[IHUTH
nepeBaru iHTerpaiii HOBUX TEXHOJOTH y KoMIaHito. JIOCHiDKeHHs BKIIIOYA€E 3arajibHUE JIITEpaTypHUN aHais3,
CHOCTEPEKEHHs ICHYIOYOI MPAKTUKHU i HaMiBCTPYKTYpPOBaHI iHTEPB’10, OPIEHTOBAaHI Ha 3pO3YMIHHS CTPATETIYHOTO
BIUIMBY MOOLIBHOCTI Ha oprasizanito Ta ii poOitHukiB. HaykoBa HoBH3HA. Pe3ynbTaTté mOCHiKEHHS JO3BOJISIOTH
HaM BHIUIMTH TPH OCHOBHI CTpaTeriyHi iMIUTIKalii MOOUIBHOCTI: IMOJIMIIEHHS poOOYOro Impouecy, 30iIbLIIeHHS
BHYTPIIIHIX KOMYHIKaIlii Ta 0OMiHy 3HaHHSMHM, a TaKOX MiJIBUIIEHHS NPOJaX 1 MAapKETHHIOBOi €(EeKTUBHOCTI.
[pakTnyna 3HaunMicTh. BukoprcTaHHS MOOUTBHMX TEXHOJOTiH, a TaKOX iX BIUIMB HAa OpraHi3amiiHI 3MiHH
i peamizamito crparerii (opMmyBaHHS, 3a0€3MEUCHHS CTIMKOCTI Ta PO3BUTKY KOHKYPEHTHHX IIEpeBar, IO3BOJISE
KoMMaHii 3a0e3neunT ePeKTUBHICTh iX Oi3Hecy. MOOITBHICTH 37aTHA KapIWHAIBHO TPaHC(HOPMYBATH KOXKCH
CEeKTOp KOMIaHIi W MaTW BEIMYE3HWH BIUIMB SIK HA CTPYKTYpYy oOprasisamii, Tak 1 Ha ii cmiBpoOiTHHKIB. [laHa
IHHOBAIlIfHa TEXHOJIOTiS MOKPAIINUTh MPOLEC HMPUHHATTSA pilieHb, POOJITIM HOTO IOCTYIHUM Yy peajbHOMY dYaci
4yepe3 MOOIUTbHI KaHaH, SIKi TOIMOMAraroTh HOMIIIIATA BHYTPIIIHIO B32EMOZIII0 MK CIiBPOOITHUKAaMH, CITIBIIPALIO
3 KJIIEHTaMH, CTBOPEHHS MepeX i 00OMiH iHpopMalliero.

Knrouogi crnosa: MoOIMbHICTH; MOOLIBHI TEXHOJIOTi(; MOOUNBHI TOAATKH; MOOIIBHI MPUCTPOi; CTpaTeridHHMA
BIUIMB; OPraHi3alliiiHi MIHHOCTI; HEeMaTepialbHI BUTOAM; MOOLIBHICTD MIANMPHEMCTBA; OC3MIEPEPBHUN 3B SI30K
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