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Abstract. The article was prepared on the basis of the conceptual research 
method that relies on the study of academic literature to find and integrate 
various concepts, including aspects of sustainable development, marketing 
management of an industrial enterprise, organizational levels of decision-
making, and strategic management. The proposed method to determine the 
goals for sustainable strategic development of industrial enterprises 
involves assessing the priorities of stakeholders’ interests based on the 
Mitchell-Agle-Wood Salience Model. Identification of stakeholders, 
determination of the importance of each of the groups and ranking of their 
sustainable development goals allow industrial enterprises to justify the 
concentration of resources in the most important areas of sustainable 
development for enterprises. The algorithm makes it possible to provide a 
deeper insight into the stakeholders surrounding the enterprise, due to the 
fact that the interests of those participating in the business processes are 
taken into account, which subsequently will have a positive effect on 
meeting the strategic goal of the enterprise. This allows stakeholders and 
enterprises to avoid unnecessary expenses and to increase the efficiency of 
the developed programs. The results obtained would be useful for 
practitioners who determine the strategic direction of industrial enterprises 
and are looking for sustainable mechanisms for joint marketing 
management. 

1 Introduction  
Over the past decades, sustainable development has become relevant in the modern 

economy. In connection with the increased academic attention to aspects of sustainable 
development, such concepts as sustainable development and corporate social responsibility 
are expanded and eroded, especially at the corporate level. All of the terms seem to share a 
common direction: the main objective is to take into account company’s environment and 
stakeholders, which means being accountable to them for the performance and impact, not 
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just for the interests of shareholders and owners. The sustainable development of the 
economy is of both general economic and sectoral nature [1]. 

In response to the actualization of sustainable development, the concept of sustainable 
marketing is being formed, which includes the building and development of sustainable 
relations with the environment and the creation of new consumer value through the 
integration of environmentally friendly technologies to produce goods and services, a 
culture of consumption and ethically verified solutions for managing marketing interaction 
[2]. 

The relevance of this study is determined by the fact that the application of the modern 
concept of sustainable marketing by enterprises can ensure the implementation of the 
process of economic and social change, in which natural resources, the direction of 
investment, the orientation of scientific and technological development, personal 
development and institutional changes are consistent with each other and strengthen the 
current and future potential to meet human needs. 

Typical features of the modern industrial market environment are commoditization, 
consolidation of consumers, bargaining power shift from sellers to buyers, and margin 
erosion. This creates the need to focus on customer value [3]. The growth of 
commoditization is driven by the increasing consumption of know-how and rapidly 
developing competition, when initially unique products and services have lost their 
distinction and value. At the same time, customers are consolidating across multiple 
markets. As a result, a few key customers increasingly concentrate sales and profits. This is 
reflected in the concentration of trade and the emergence of trade networks. A direct 
consequence of the trend is a general shift of bargaining power from sellers to buyers. The 
combined impact of commoditization on customer concentration and bargaining power 
shift from sellers to buyers has decreased business profitability [4]. 

The growing problem of margins came along with mounting pressure on management 
to increase the profitability and value of companies. As a consequence, short-term 
marketing costs and long-term investments were reduced. Such decisions made by 
companies cannot lead to good results in the long term. Traditional market methods offer 
only a few ways to deal with margin dilutions or presuppose extensive work with very 
limited results.  

The above-mentioned changes in market conditions and the growing intensity of 
competition associated with the global economic crisis put pressure on companies.  Most 
companies are faced with the challenge of how to change their market strategy and tactics 
in their target markets to mitigate the negative impact of the current recession. To solve the 
problem, we need a different attitude to the strategic management organization. 

2 Materials and methods 

The concept of sustainable marketing was proposed in 1995 by J. Sheth and A. Parvatiyar 
who defined it as ‘a way to reconcile economic and environmental factors through 
innovative goods and production systems’ [1]. In 1996, Y. van Dam and P. Apeldoorn 
described sustainable marketing as a way of organizing the market activity of an enterprise 
in a limited ecological space [5].   

The study of modern approaches to understanding the essence of sustainable marketing 
shows the environmental aspect prevails in the interpretation of this concept [6]. However, 
there is a new approach to the organization of sustainable marketing based on building 
long-term mutually beneficial relationships between market participants.  In 2010, R. W. 
Mitchell, B. Wooliscroft and J. Higham identified the need for a broader conceptualization 
of market orientation, and for the development of a new corporate marketing model: 
sustainable market orientation (SMO) [7]. The proposed concept assumes the use of three 
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key goals of sustainable development in the corporate marketing strategy: economic, social 
and environmental sustainability. 

In the modern interpretation, sustainable marketing determines the long-term orientation 
of relationship marketing, in contrast to the short-term transactional orientation of modern 
marketing [8, 9]. 

Companies need to take it into account that sustainability ceased being a variable 
component of competitive advantage and has become its necessary requirement. This is, in 
fact, a business requirement because the concept of marketing is not limited to personal and 
interpersonal needs, but expands towards the needs of future generations [10]. 

The top priority in modern sustainable marketing is to deliver sustainable value to 
customers.  In doing so, companies must adopt an ecosystem mindset and collaborate with 
various stakeholders [11]. 

The challenge for sustainable marketing is to ensure that management is focused on the 
company’s interactions with key stakeholders. Sustainable enterprise resource planning is a 
corporate system that incorporates the main elements of a corporate sustainable value chain 
into a centralized system [12]. It is a massive information system, and its deployment is 
costly and time consuming. Poor planning, limited resources, and lack of commitment can 
lead to a system failure.  Several studies have discussed the concept of sustainable 
enterprise resource planning systems. However, little research has focused on the 
organization aspect of sustainable development priority selection that can guide 
practitioners in implementing sustainable enterprise marketing. To close this gap, the 
objective of the study is to develop a method for selecting the priority goals of an enterprise 
to justify the concentration of resources on the most important areas of sustainable 
development for enterprises. 

The article was prepared on the basis of the conceptual research method that relies on 
the study of academic literature to search and integrate various concepts, including aspects 
of sustainable development, marketing management of an industrial enterprise, 
organizational levels of decision-making, and strategic management. 

3 Results 
Both the need to adapt the enterprise to the changing market environment and restructuring 
of economic and financial activities in response to market challenges make it difficult for 
the top management to choose strategic development alternatives and to make strategic 
decisions. Economists offer new concepts of enterprise development, one of which is the 
concept of sustainable development [13]. 

Sustainable industrial enterprise management has a number of benefits: identifying 
areas that create long-term value for the organization; efficiently managing economic, 
social and environmental risks; reducing operating costs through better resource 
management throughout the supply chain; building customer loyalty and trust through 
dialogue and interaction; and ensuring business stability based on good relationships with 
key stakeholders [14]. 

Companies that follow the principles of sustainable development are more competitive, 
stable and successful in the market, because they are preferred by major customers, 
investors, public figures who understand the interdependence between the financial results 
of an organization and its non-financial programs. To evaluate and compare the 
performance of companies in sustainable development, indices of leading companies in this 
area were created, with the most famous and authoritative one being the Dow Jones 
Sustainability Index [15]. The sustainable development goals can be categorized into 
global, national, regional and individual enterprise goals. 
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The sustainable development goals of industrial enterprises in the B2B market can be 
divided into: organizational and economic, marketing, technological, financial, 
environmental and social ones.  

Setting the general (basic) goals of the enterprise is based on an assessment of the goals 
of all interested groups, their potential strength, aggressiveness, and mechanism of 
influence. Currently, there are two main approaches to setting the goals of strategic 
enterprise management [16]. The first one is the monistic approach, which is characterized 
by the desire to single out a common or main goal. This approach to strategic management 
has a number of advantages when solving short-term and uniquely purposefully oriented 
issues and can be applied to tackling individual strategic problems. 

The second approach to setting the strategic management goals of an enterprise is a 
multipurpose one. It involves allocatiing a large number of goals that are equivalent in 
value in a hierarchical classification. 

The second approach to setting strategic sustainable development goals is more efficient 
due to the complexity and necessity of integrated content, a medium-term planning horizon, 
the multidimensionality of socio-economic and production-economic problems, the 
dynamism of changes in the market situation in which enterprises operate. 

However, it should be noted that the possibilities for sustainable development of an 
enterprise are influenced not only by relationships and processes that are implemented in 
the company’s divisions. External factors that determine the possibilities of implementing 
the elements of enterprise sustainability are of great importance. These include economic 
factors, competition in product markets, technological innovation, legal factors, budgetary 
and financial national policy, availability of resources, and the state of the information 
environment [17]. 

When implementing sustainable marketing, industrial enterprises need to adapt and 
make the most of the opportunities that emerge in their environment.  In this case, the goals 
of sustainable marketing for an enterprise are to monitor external factors, to identify 
opportunities and threats to development, and to make appropriate management decisions. 

The main reason why a sustainable marketing strategy may be considered flawed is that 
an enterprise will not be able to fully convey the value of its strategy to recipients who have 
an impact on the company’s activities. Thus, a long-term strategy solution requires new 
cyclical and regenerative marketing approaches that will create a sustainable enterprise for 
the synergistic effect of stakeholders. 

Interested parties or persons in the context of the above statements can be called 
stakeholders (groups or individuals who can influence activities to achieve the goals of the 
enterprise or themselves may be influenced by it). In this regard, it is important to refer to 
works by E. Freeman, in which he studies the relationship between enterprises and 
stakeholders, and discusses the importance of taking into account the interests of all 
participants to create a long-term enterprise strategy [18]. 

In the theory of stakeholders, the contingent of stakeholders is defined as part of the 
environment and includes business owners, personnel or employees, business partners, 
investors, competitors, certain regulatory authorities, contact audiences, the media, and 
various public organizations [15]. This list is not limited only to these stakeholders, the 
composition and quantity may vary depending on the field of activity or the market in 
which the enterprise operates. 

Stakeholder typology approaches have been constantly updated with new categories 
since the first studies of this phenomenon appeared. At the same time, since the theory of 
sustainable development based on the synergy of its participants is still very young, many 
definitions and classifications are superimposed and updated at the expense of each other. 
All stakeholders can be divided into two groups: internal and external ones. Internal 
stakeholders are important for the company as they directly influence the activities of the 
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enterprise, the urgency and accuracy of product delivery or service provision. These 
include: cooperating stakeholders (founders); shareholders; top managers; different 
categories of staff; personnel who quit; owners (those who have a share of the business); 
supplier companies (external suppliers of goods and services and subcontractors); 
consulting and outsourcing organizations; contact organizations (strategic partners); 
educational community. 

Interaction with external stakeholders is based on the indirect coverage of interests, but 
despite this, the group will become increasingly influential, taking an active approach to 
interaction with stakeholders. The current trend suggests that companies that are most 
successful in the field of external relations not only have better overall capabilities than 
their competitors, but also have special skills in organizing their external relations 
functions. This category should include: 

- potential employees: a possible inflow of human capital; 
- financiers: groups without interaction with which the enterprise could not exist 

(shareholders, investors, and banks); 
- customers: they are not part of the organization and, as a rule, require the organization 

to meet their needs; they influence consumer choice; 
- supporting suppliers: they are not part of the organization and, as a rule, require the 

organization to meet their requirements in relation to the company’s products (raw 
materials, materials, consulting services, and infrastructure); 

- rival company: enterprises competing in the same market or a similar niche;  
- external controlling stakeholders: federal and municipal authorities and their 

departmental organizations; 
- contact organizations: strategic partners; 
- contact audiences: population, local authorities; charities and volunteer organizations; 
- educational community: research centres; academic and pedagogical staff; 
- information group: mass media, television and radio broadcasting; magazines, 

newspapers; the Internet; 
- non-profit organizations: human rights enterprises; animal welfare enterprises; 

environmental protection enterprises, etc. 
To develop a clear set of priorities, it is important to start with an analysis of what is 

most important to stakeholders throughout the value chain, with internal analysis and 
consultation with stakeholders, including clients, regulators and non-governmental 
organizations. This process should enable companies to identify the sustainability issues 
with the greatest long-term potential, and thus to create a system of strategic action, rather 
than a long list of vague desires. 

4 Discussion 
Since creating a sustainable enterprise involves transforming the entire value chain from 
supplying materials to product development, operations, sales and marketing, and end-life 
management, the stakeholder list can vary from enterprise to enterprise. The interests of 
stakeholders also differ depending on their goals and strategies. For some, it is a matter of 
meeting the needs of customers looking for the goods and services they need. For others, it 
is about overcoming pressure from stakeholders, such as investors, or their own corporate 
value system. For the third group, especially in the context of limited resources, this is a 
strategic imperative. Whatever the interest, sustainability has become a common 
prerogative, a requirement of the environment.  

The determination of the most influential stakeholders is a key issue in the stakeholder 
approach to strategy creation. Managers expect that government agencies and their 
regulators, as well as customers, will have the greatest impact on the value of their 
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companies [19]. The organization of external relations for industrial enterprises and their 
interaction with stakeholders are two basic factors to analyze the reactions of stakeholders 
to the business impact. Opportunities to improve and be more proactive in interactions 
provide a better understanding of stakeholder value. The stakeholder approach aims at 
aggregating the value required by stakeholders from an industrial enterprise. Stakeholder 
value refers to the value generated by business. 

It can be noted that the creation of value for stakeholders has become a focus of 
attention. This value cannot be measured quantitatively, since it is formed as a result of 
aggregating changes in the subjective relationships (derived from the ranking of the 
attractiveness of various states of business) of the recipient to strategic business decisions 
[20, 21]. Therefore, stakeholder value is a quality indicator.  

According to the above, we consider it expedient to supplement the existing methods of 
developing a strategy for an industrial enterprise with a tool for assessing the stakeholder 
value based on planning sustainable development goals for each group.   

In order to identify key stakeholders, it is worth applying the Salience Model proposed 
by Mitchell, Agle and Wood. The model is based on the construction of a matrix where the 
attributes of influence and significance intersect. The methodological toolkit of this model 
helps to formalize and implement the managerial impact on business development [22]. 
The Salience Model uses three parameters to classify stakeholders: power, legitimacy. and 
urgency. Mitchell, Agle and Wood associated each area in the Venn diagram with a specific 
type of stakeholder. In the continuous interconnection of parameters, seven subgroups are 
formed according to the importance of stakeholders. The latency attribute is typical for 
three of them, the expectation attribute is for two, and the categorical attribute is for one. 

This creates major groups of enterprise stakeholders, each one with very different 
behaviours, resulting in different touchpoints that are beneficial to industrial enterprises. 
Latent groups are inactive and do not manifest themselves, but they have power; 
accordingly, the controlling group provides legitimacy, and the demanding group defines 
urgency. Since the capabilities of the enterprise are limited and the enterprise cannot direct 
its resources in all directions of interaction, one has to be content with a small amount of 
attributes. The full set of attributes also describes different ways of interaction that can be 
followed in their future strategies: waiting groups are divided into dominant (controlling 
power and legality), dependent (controlling legality and urgency) and dangerous ones 
(controlling power and urgency).  

The call for more serious strategic decisions arises among company managers when 
there is a combination of two properties of stakeholders. But the most interesting and 
complex group are the stakeholders belonging to the categorical group as they have a three-
category focus. Due to this consolidation, the group is a key indicator of the company’s 
strategic decisions. 

Having identified the stakeholders, we monitor the current level of influence of 
stakeholders on the enterprise (Fig. 1). Expert and parametric methods can be efficient to 
determine the qualitative characteristics of this influence. The data obtained after evaluating 
the parameters is displayed on a radar diagram [23]. This stage can be graphically 
vizualized as the dependence of the above influence and the degree of dependence. It is an 
information and analytical tool to make management decisions related to the enterprise 
development strategy sustainability.  

The next step is to identify the interests of each group in the field of sustainable 
development and to rank the stakeholders by priority of interests. 
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Fig. 1. Algorithm for the creation and selection of industrial enterprise strategies based on the concept 
of sustainable marketing. 
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At this stage, it is worth considering that the influence of partners-suppliers and 
customers-enterprises is critical for the strategic and competitive development of industrial 
enterprises operating in the B2B market. However, determining the significance of 
sustainable development goals requires additional research of each group of stakeholders. 
The proposed stages make it possible to provide a better strategic approach to stakeholders 
interacting with the enterprise and allow it in the future to avoid the costs of manipulations, 
which are insignificant in the goal-setting of the stakeholders, while increasing the 
efficiency of activities due to the measures taken.  

5 Conclusion 
Thus, in our opinion, creating a strategy for an industrial enterprise in B2B markets based 
on sustainable marketing and the stakeholder approach is the most appropriate at the 
present time. Therefore, its principles formed the ground of the proposed algorithm to 
manage key stakeholders of the enterprise. Fig. 1 shows the algorithm providing a deeper 
insight into the stakeholders surrounding the enterprise, due to the fact that the interests of 
those participating in the business processes are taken into account, which subsequently 
will have a positive effect on meeting the strategic goal of the enterprise. This allows 
stakeholders and enterprises to avoid unnecessary expenses and to increase the efficiency of 
the developed programs.   

The results that can be obtained when creating the strategy of an industrial enterprise 
based on the concept of sustainable marketing within the framework of the presented 
algorithm depend on the strategic goals of the enterprise. The proposed algorithm can help 
to obtain the following specific results from its implementation in practice: increasing sales 
growth; smoothing out risk situations; lower staff drain; growth of a positive image in the 
media; building a loyal audience with the potential for repeat purchases; increasing the 
technical and economic indicators of the enterprise. Understanding the expectations and 
requirements of stakeholders in the process of implementing the proposed algorithm to 
create and select strategies for an industrial enterprise facilitates satisfying the requests of 
stakeholders and contributes to the development of practical recommendations for the 
company to manage its stakeholders. 
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