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Purpose. To develop and substantiate a conceptual approach to the development of a performance assurance sys-
tem for proactive marketing in the IT sector and to formulate a methodological framework for its measurement based
on the integration of leading and lagging indicators.

Methodology. The research is based on a synthesis of dynamic capabilities theory and complexity economics,
which allows for treating the marketing system as a complex adaptive system. Conceptual modeling methods were
applied to construct a three-dimensional measurement architecture. Empirical verification of hypotheses was con-
ducted using case study methods, comparative, and correlation analysis based on data from global technology com-
panies (Hubspot, Ajax Systems, Softserve) for the period 2023—2025.

Findings. The limitations of the exclusive use of traditional KPIs for evaluating the effectiveness of proactive mar-
keting strategies are substantiated. A comprehensive model is proposed that integrates dual pairs of indicators:
SPCR—FARA (market foresight), NRPR—CLV (market shaping), and RDR—ROMI (business resilience). A matrix
of diagnostic patterns (“innovator’s trap”, “inertial growth”, “fragile efficiency”, “balanced development™) has been
developed to identify structural imbalances within the marketing efficiency system. The correlation between the
growth of leading indicators (pipeline safety margin, share of new products, staff loyalty level) and the future financial
performance of companies is empirically confirmed.

Originality. For the first time, the concept of performance system development is substantiated as a process of stra-
tegic design and evolution, as opposed to retrospective controlling. A measurement architecture built on the principle
of temporal dualism of indicators is proposed, enabling the management of an I'T company’s future market value.

Practical value. The developed toolkit allows IT company management to reduce strategic uncertainty by improv-
ing forecasting accuracy, substantiate investments in innovation, and ensure the resilience of business models amidst
the turbulence of the digital economy.
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Introduction. Amidst the paradigm of digital transfor-
mation, artificial intelligence (Al), and Big Data, organi-
zational competitiveness is increasingly predicated on the
capacity to move beyond mere market reactivity toward
the proactive anticipation and intentional orchestration
of market shifts [1]. United Nations data indicates that as
early as 2016, the global digital economy was valued at
approximately $11.5 trillion, representing 15.5 % of glob-
al GDP; notably, its expansion over the preceding fif-
teen-year period outpaced general global economic
growth by a factor of 2.5 [2]. Projections by Forrester sug-
gest that by 2028, the digital economy’s valuation will
escalate to roughly $16.5 trillion, or nearly 17 % of the
global GDP [3], thereby consolidating its position as the
primary engine of the global economic landscape and a
sustainable driver of long-term expansion.

Within this landscape, conventional reactive market-
ing, predicated on adapting to established demand, is
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experiencing a progressive decline in strategic utility. In
contrast, innovation is increasingly manifesting as a re-
sult of systemic data analytics, behavioral pattern pro-
jection, and the intentional configuration of novel mar-
ket niches [4].

Over the preceding decade, the Ukrainian IT sector
has demonstrated a growth trajectory among the most
significant in Europe; the population of IT firms ex-
panded by 41.1 %, rising from 5,633 in 2014 to nearly
7,977 in 2024. This progression corresponds to a com-
pound annual growth rate of approximately 4.5 % [5].
Such a trend underscores an intensive proactive market
configuration, the proliferation of technology-based
ventures and startups, and the fortification of the nation-
al digital infrastructure, with the most substantial influx
of new enterprises occurring between 2017 and 2019.

Globally, these trajectories are further validated
through empirical evidence. Research by Deloitte indi-
cates that enterprises characterized by a proactive and
mature digital strategy are 4.5 times more likely to
achieve sustainable revenue growth compared to organi-
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zations adhering to predominantly reactive manage-
ment paradigms. Furthermore, the study corroborates
that entities with high digital maturity — those system-
atically investing in digital transformation — possess a
formidable competitive edge; approximately 70 % of
such organizations report enhanced innovation activity,
superior customer retention metrics, and accelerated
time-to-market for new products.

According to the research [7], the integration of gen-
erative Al into operational workflows can yield produc-
tivity gains within domains such as customer operations
and marketing ranging from 30 to 45 %, establishing a
cornerstone for sustainable economic expansion. Collec-
tively, these data points substantiate that proactive inno-
vation and marketing initiatives translate directly into
enhanced Return on Investment (ROI), fortified com-
petitive standing, and the cultivation of enduring custom-
er loyalty; consequently, this necessitates the develop-
ment of a novel performance measurement framework.

Conventional Key Performance Indicators (KPIs) —
most notably Return on Investment (ROI), Conversion
Rate, and Customer Acquisition Cost (CAC) — func-
tion predominantly as instruments for documenting his-
torical results. Such metrics are insufficient for the com-
prehensive assessment of proactive marketing strategies
that are inherently future-oriented, focusing on predic-
tive trend analysis, the piloting of innovative business
architectures, the creation of novel market categories,
and the strategic redirection of consumer behavioral
patterns.

This precipitates a measurement gap that compli-
cates the justification of long-term capital allocations
and impedes the evolution of proactive marketing per-
formance assurance systems. Research by BCG and
Google indicates that a mere 39 % of enterprises utilize
standardized KPI frameworks, while the majority focus
on short-term tactical metrics, thereby restricting the
scope for strategic marketing performance management
[2]. The trajectory of the domestic digital sector — which
generated approximately $7.35 billion in export revenue
in 2022 (4.5 % of GDP) despite a broader economic
contraction of 29.1 % [8] — unequivocally demonstrates
its resilience and necessitates a strategic paradigm shift
toward marketing performance management grounded
in the principles of systemic development.

In theoretical discourse, marketing effectiveness is
conventionally perceived primarily as a function of per-
formance monitoring and evaluation, operationalized
through a framework of metrics, indicators, and KPIs.
This paradigm is predicated upon retrospective analyti-
cal logic and documents the outcomes of managerial
decisions, while disregarding the mechanisms that fos-
ter a marketing system’s capacity for reproducible effi-
ciency within a dynamic environment. In contrast, this
research proposes to conceptualize the performance as-
surance system for proactive marketing in the IT sector
through its system development). This entails the deliber-
ate formation, design, enhancement, and evolution of a
suite of instruments, metrics, analytical frameworks,
and digital solutions engineered to sustain an enter-
prise’s proactive marketing behavior. Such a scholarly
stance is necessitated by the shifting nature of marketing
systems, which currently operate as complex adaptive
entities characterized by nonlinear interdependencies,

heightened environmental sensitivity, and emergent
properties. Within these frameworks, effectiveness can-
not be reduced to a static output or a fixed set of control
indicators; rather, it is forged through the continuous
co-evolution of marketing instruments, consumer pat-
terns, digital ecosystems, and analytical technologies.
Consequently, it is appropriate to define marketing ef-
fectiveness not as a terminal state, but as a procedural
characteristic reflecting the system’s inherent capacity
for adaptation, learning, and proactive responsiveness.

The term “development”, which is conventionally
linked to construction and property management, has
assumed a more expansive, transdisciplinary role within
the contemporary scientific paradigm, serving as a meta-
definition for the strategic evolution of complex systems.
Studies by Grumadaité¢ & Jucevicius [9] illustrate the
implementation of the “development” concept in char-
acterizing the formation, progression, and governance of
intricate organizational and industrial ecosystems de-
signed for sustained resilience and adaptability. Notably,
in the publication Strategic Approaches to the Develop-
ment of Complex Organisational Ecosystems: The Case of
Lithuanian Clusters, development is framed as a strategic
design and regulated evolution of a complex adaptive
system that functions through non-linear mechanisms
and resists effective management via traditional linear
paradigms. The researchers underscore that the synergy
of component interdependence, self-organization, and
environmental reactivity demands specialized manage-
rial frameworks centered on the cultivation of systemic
capacities rather than simple oversight.

The extrapolation of the development concept to the
performance assurance framework for proactive market-
ing within the IT sector is methodologically substantiat-
ed by the inherent constraints of the conventional KPI-
centric paradigm. Metrics centered on retrospective per-
formance evaluation fail to encapsulate the maturity
level of the marketing ecosystem, its analytical architec-
ture, digital proficiencies, or its capacity for transforma-
tion. In contrast, a framework anchored in the theory of
dynamic capabilities prioritizes the cultivation and scal-
ing of organizational marketing competencies (capabili-
ties), which foster sustainable and replicable efficiency
across medium- and long-term horizons.

Furthermore, within the framework of digital trans-
formation in proactive marketing, performance is in-
creasingly contingent not on the discrete application of
specific tools or technologies, but on the maturity level
of the enterprise’s integrated analytical-digital ecosys-
tem. The deployment of Big Data, artificial intelligence
algorithms, and predictive analytics necessitates the sys-
temic architectural design of marketing solutions, ensur-
ing their alignment with strategic objectives and organi-
zational workflows. In this regard, the development of a
marketing performance assurance system correlates with
the concept of dynamic capabilities, as it encompasses
the processes of detecting market environment shifts,
adapting marketing instruments, and transforming man-
agerial decisions toward proactive market behavior.

Accordingly, the application of the “development”
definition to the study of performance assurance sys-
tems in IT-sector proactive marketing enables a transi-
tion from a reductionist, control-centric interpretation
of effectiveness toward a systemic vision. This frame-
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work conceptualizes efficiency as the outcome of pur-
poseful evolution, strategic design, and the advance-
ment of the enterprise’s marketing system within dy-
namic and non-linear environments.

Building upon these premises, the development of a
proactive marketing performance assurance system is
conceptualized as an integrated managerial process for the
strategic configuration and evolution of a framework of in-
dicators, methodologies, analytical tools, and digital solu-
tions, engineered to augment organizational capacity for
forecasting, shaping, and capitalizing on future demand.

Accordingly, the research hypothesis posits that the
enhancement of long-term proactive marketing perfor-
mance within IT enterprises in the digital economy is
primarily driven by the development of a performance
assurance system. This development, functioning as a
purposeful process of strategic design and the evolution
of marketing instruments, analytical frameworks, and
digital solutions, fosters the organizational capacity to
manage future market value rather than merely facilitat-
ing the retrospective measurement of historical results.

To operationalize and empirically test the general
hypothesis, the following sub-hypotheses have been for-
mulated:

H1 (Market Foresight). Elevated values of the SPCR
indicator in period ¢ are positively associated with a
higher level of revenue predictability (FARA) in period
t + 1 and/or more stable revenue growth dynamics in
subsequent periods

H2 (Market Shaping). Elevated NRPR metrics in pe-
riod $t$ demonstrate a positive association with an in-
crease in Customer Lifetime Value (CLV) in period 7+ 1
and a rising share of the revenue pipeline generated by
new products or market entries, reflecting the strategic
expansion of the product-market portfolio in subse-
quent periods.

H3 (Business Resilience). Elevated RDR metrics in
period ¢ are positively correlated with more consistent
Return on Marketing Investment (ROMI) in period
t+ 1 and reduced business model susceptibility to exog-
enous shocks — specifically through mitigated revenue
concentration and/or diminished result volatility. Fur-
thermore, within the scope of empirical verification, re-
silience may be further operationalized through com-
plementary proxy indicators associated with customer
and human capital retention (e.g., retention rate and
eNPS), which represent the operational dimension of
organizational stability.

The objective of this research is to develop and sub-
stantiate a conceptual approach to the development of a
proactive marketing performance assurance system
within the digital economy, establishing a framework for
long-term strategic competitive advantages.

To attain this objective, the following research tasks
were identified:

- to examine the constraints of conventional KPIs
regarding the execution of proactive marketing strategies
within the digital economic landscape;

- to systematize theoretical frameworks regarding
the evolution of marketing performance assessment,
emphasizing the transition from reactive to proactive
market orientations;

- to substantiate a classification of metrics grounded
in the dichotomy of lagging and leading indicators as a

methodological foundation for quantifying proactive
marketing effectiveness;

- to design a conceptual model for the development
of a proactive marketing performance assurance system,
integrating various temporal management horizons;

- to conduct an initial validation of the proposed
methodological framework within the IT sector to pro-
vide empirical verification of its practical utility.

Literature review. The progression of marketing
scholarship demonstrates a strategic transition from re-
active market responsiveness toward proactive gover-
nance centered on market shaping and transformative
orchestration. Foundational paradigms in strategic
marketing have established the theoretical basis for sub-
sequent conceptual advancements concerning market
sensing, value co-creation, and customer-centricity.
Scholarly discourse frames market orientation as a dy-
namic organizational capability that facilitates both en-
vironmental adaptation and the proactive construction
of novel market opportunities [10, 11].

Scientific discourse substantiates the utility of “mar-
ket intelligence” as a framework for managerial decision-
making, achieved through the convergence of proactive
market orientation with value creation and customer-
centric paradigms [12]. Concurrently, market orienta-
tion is increasingly conceptualized as a dynamic organi-
zational capability that facilitates not only environmen-
tal adaptation but also the proactive orchestration of
novel market conditions [10, 11].

Market-oriented enterprises are characterized by ad-
vanced capabilities in market sensing and customer
linking — specifically, the proficiency for early identifica-
tion of exogenous environmental shifts and the cultiva-
tion of sustainable customer relationships. Contempo-
rary empirical evidence substantiates that market orien-
tation exerts a robust positive influence on organization-
al performance, notably concerning innovativeness, fi-
nancial outcomes, and customer satisfaction [12, 13].
Furthermore, the research demonstrates that the inte-
gration of market orientation with data analytics and
digital instruments significantly amplifies its impact on
the development of competitive advantages within digi-
tal ecosystems. This establishes the foundation for a
strategic shift from passive responsiveness to market sig-
nals toward the proactive orchestration of demand.

Within this context, the evolution of marketing
scholarship is intrinsically linked to the differentiation
between reactive and proactive market orientations. Re-
active orientation prioritizes articulated consumer
needs, whereas proactive orientation is dedicated to un-
covering latent, unexpressed needs. The latter demands
a more profound investigation into product usage con-
texts, consistent experimentation with innovative solu-
tions, and a strategic willingness to transform customer
value perceptions [12, 14]. Academic literature under-
scores that it is specifically the proactive orientation that
facilitates the creation of novel market opportunities
and the establishment of sustainable competitive advan-
tages for enterprises.

Subsequent scholarship has expanded these frame-
works within the paradigm of the digital economy and
corporate digital transformation, where proactive mar-
ket orientation is identified as a primary catalyst for dig-
ital innovation, the architecture of novel business mod-
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els, and the augmentation of organizational competi-
tiveness within volatile digital ecosystems. Research by
Kumar, Rajan, and Venkatesan, alongside Morgan,
Feng, and Whitler, demonstrates that proactive market
orientation — operationalized through innovativeness
and customer-centricity — substantially amplifies long-
term financial performance [12, 13]. Furthermore, con-
temporary scholarly literature emphasizes that the effi-
cacy of proactive market orientation is significantly en-
hanced when integrated with data analytics and digital
technologies, which facilitate a more precise identifica-
tion of latent consumer needs and the formulation of
pioneering market offerings [10, 11].

The evolution of market orientation paradigms has
catalyzed a corresponding transformation in the meth-
odological approaches to assessing marketing effective-
ness. Conventionally, performance appraisal focused
predominantly on retrospective financial outcomes and
tactical operational indicators — such as sales volume,
profitability, and market share — alongside discrete met-
rics of customer engagement. Such frameworks concep-
tualized marketing effectiveness as a static terminal out-
put rather than a systemic organizational capacity for
the sustainable reproduction of value.

Contemporary research in the field of performance
measurement emphasizes that financial metrics are pre-
dominantly retrospective in nature and fail to facilitate
the timely identification of shifts in quality, customer
satisfaction, or innovativeness — factors that serve as
precursors to future effectiveness. Consequently, schol-
arly discourse substantiates the necessity of transition-
ing toward integrated multidimensional evaluation sys-
tems. Within these frameworks, financial indicators are
categorized as lagging indicators, whereas non-financial
metrics are interpreted as leading indicators that drive
the organization’s future performance [14, 15].

The subsequent advancement of this logic transpired
within the field of strategic management, where finan-
cial and operational indicators are conceptualized as the
outcomes of established organizational capabilities for
sensing, seizing, and transforming opportunities [16]. It is
these specific capabilities that dictate the long-term ef-
fectiveness of enterprises within turbulent environments
and constitute the foundation for the evolution of con-
temporary performance management paradigms.

Parmenter’s D. framework for “winning KPIs” un-
derscores the necessity of a rigorous conceptual distinc-
tion between outcome indicators (predominantly lag-
ging) and KPIs themselves. The latter are defined as a
selective set of manageable leading metrics intrinsically
linked to daily operations and proactive organizational
behavior [15].

Within the paradigm of digital transformation, the
operationalization of organizational dynamic capabili-
ties is increasingly mediated by the integration of Artifi-
cial Intelligence (Al) into decision-support systems. Spe-
cifically, research titled Artificial Intelligence in Ensur-
ing the Business Economic Security posits that the de-
ployment of machine learning algorithms for monitor-
ing and analyzing operational data enhances the adapt-
ability of business processes and resource allocation ef-
ficiency. This configuration establishes the necessary
conditions for preemptive managerial decision-making
[17]. In the sphere of marketing, this evolution necessi-

tates a transition from reactive responsiveness to de-
mand fluctuations toward the proactive orchestration of
demand through data-driven analytics.

The technological foundation for the transition from
reactive to proactive marketing logic is constituted by
digital marketing communication environments pow-
ered by artificial intelligence tools, alongside Internet of
Things (IoT) infrastructure, which facilitates the con-
tinuous, real-time generation of behavioral and service-
related data [18]. This structural shift establishes the
prerequisites for migrating from retrospective marketing
performance assessment toward the utilization of pre-
dictive effectiveness indicators.

In the operational practice of major multinational
corporations, the “measurement gap” between tactical
outcomes and marketing’s strategic contribution is
highlighted by joint research from BCG and Google.
The authors posit that a majority of organizations con-
tinue to rely on a restrictive set of channel-specific
metrics, which precludes an accurate assessment of
marketing’s impact on long-term brand equity and in-
novation [2].

Consequently, theoretical analysis of marketing per-
formance assurance systems indicates that market ori-
entation has evolved from a reactive stance toward a pro-
active, market-shaping approach; while proactive orien-
tation enhances innovativeness and sustained corporate
performance, contemporary marketing effectiveness
measurement frameworks remain largely confined to
the reactive paradigm of lagging metrics. Within the
modern digital economy, there is a burgeoning require-
ment for the systematic application of leading indicators
that encapsulate an enterprise’s future potential, inno-
vative capacity, and resilience.

Concurrently, a synthesis of contemporary research
findings indicates the absence of a holistic perspective
regarding proactive marketing effectiveness as a system-
ic attribute that is forged and reproduced through the
evolution of the marketing system. This necessitates an
investigation into the development of a proactive mar-
keting performance assurance system, conceptualized as
a process of strategic configuration and transformation
of performance management instrumentation. Distin-
guishing itself from conventional marketing performance
measurement models, this approach entails the integra-
tion of market orientation constructs, dynamic capabili-
ties, and multidimensional metric systems. It further
involves the convergence of lagging and leading indica-
tors into a strategically oriented framework capable of
evolving in alignment with environmental shifts and the
digital landscape.

Results. Design of the proactive marketing performance
assurance system. Within the framework of this research,
design is conceptualized as the foundational phase of
the performance assurance system’s development, con-
sisting of the structural-logical configuration of a pre-
dictive marketing management loop oriented toward
preemptive managerial decision-making.

The development of the proactive marketing perfor-
mance assurance system is interpreted as an expansive,
integrated managerial process that encompasses not
only design but also the subsequent evolution, adapta-
tion, and refinement of the system of indicators, meth-
odologies, and digital solutions to augment the enter-
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prise’s capacity for forecasting, shaping, and capitaliz-
ing on future demand. The architectural design logic is
predicated on the transformation of information streams
(weak signals, Big Data) into strategic benchmarks
through three hierarchical levels of decomposition, cor-
responding to the fundamental modules of the enter-
prise’s strategic potential:

Analytical module (Market foresight) — designed to
quantify the accuracy of predictive analysis, identify la-
tent needs and systematically scan the external environ-
ment to detect weak signals. This module corresponds
to the anticipation stage in business resilience models
and provides the information basis for the further devel-
opment of marketing decisions.

Operational module (Market shaping) — focused on
assessing the organization’s capacity to capitalize on in-
novations and architect novel market niches prior to the
articulation of consumer demand. Within the system’s
development, this module facilitates the conversion of
analytical insights into proactive market maneuvers.

Security-strategic module (Business resilience) — ori-
ented toward quantifying the adaptive robustness of
marketing investments, the diversification of market
presence, and the mitigation of exogenous shocks,
thereby ensuring the stability of developmental out-
comes amidst high environmental turbulence.

A pivotal component of the proposed architecture is
the conceptual demarcation between lagging and lead-
ing indicators, accounting for their temporal orientation
and functional purpose. Lagging indicators (specifically
ROMI and FARA) reflect the realized utility of proac-
tive marketing initiatives, whereas leading indicators
(SPCR, NRPR, and RDR) delineate the system’s ca-
pacity for sustained development, innovativeness, and
adaptability. This approach facilitates the conceptual-
ization of the metric system not merely as a static re-
cording mechanism, but as an instrument for strategic
design and the evolutionary development of proactive
marketing performance.

For each defined dimension, a system of quantitative
metrics has been established, relevant for operational-
izing the development of the performance assurance
system based on empirical data from IT enterprises. The
proposed model further entails the institutionalization
of performance management processes through the im-
plementation of a continuous feedback loop based on
the “measurement — interpretation — managerial ac-
tion — correction” cycle. This establishes the method-
ological prerequisites for transitioning from episodic
evaluation toward dynamic strategic orchestration,
wherein the metric system serves as an active driver for
the creation of novel market value.

The implementation of the proposed conceptual ar-
chitecture will facilitate:

1) augmentation of the enterprise’s capacity to or-
chestrate future demand and construct novel market
segments;

2) enhancement of the marketing system’s sensitiv-
ity toward nascent shifts in consumer behavior;

3) development of business model resilience
through the integration of risk-oriented metrics into
strategic managerial decision-making;

4) Digital transformation of performance monitor-
ing predicated on the utilization of real-time analytics.

The terminal phase of design within the develop-
ment of the performance assurance system involves de-
lineating quantitative verification methods for the pro-
posed framework, specifically correlation analysis, re-
gression modeling, and comparative panel data analysis.
Within this article, these procedures are presented at a
conceptual level, establishing a methodological founda-
tion for the subsequent empirical validation of the pro-
posed approach’s strategic viability.

Methodological framework of the proactive marketing
performance assurance system. The formulation of a
methodological framework for the proactive marketing
performance assurance system within the digital econo-
my necessitates a fundamental reassessment of tradi-
tional epistemological approaches to performance mea-
surement. The classical paradigm of marketing control-
ling, which has dominated economic scholarship in re-
cent decades, was predicated on a Newtonian, mecha-
nistic perception of the market as a linear system, where
managerial intervention (input) results in a predictable
and proportional outcome (output). Within this para-
digm, the methodology was restricted to a set of retro-
spective metrics (KPIs) intended to register deviations
from a predetermined trajectory. However, as estab-
lished in the introductory premises of this research, the
contemporary IT sector functions as a Complex Adap-
tive System (CAS), distinguished by nonlinearity, emer-
gence, and the stochasticity of processes.

In this context, the methodological framework can-
not be confined to passive instruments for assessing past
events. It must undergo a transformation into a develop-
ment system — a purposeful process of designing, accu-
mulating, and evolving the enterprise’s systemic capa-
bilities to generate future value. The ontological distinc-
tion between the concept of “development” and tradi-
tional “performance management” lies in the strategic
shift from resource control to the cultivation of potential.

The methodological construct of this research is
predicated on a synthesis of three theoretical platforms:

1. Second-order cybernetics — the marketing system
is conceptualized as an observer in active interaction
with its environment. Consequently, the methodologi-
cal framework incorporates feedback loops wherein
measurement itself constitutes an act of reality con-
struction (through goal formulation and attentional fo-
cusing).

2. Dynamic capabilities theory — the methodology
necessitates the measurement of dynamic processes
rather than static assets (e.g., brands, customer bases).
This includes the organizational capacity to perceive en-
vironmental shifts (sensing), capitalize on emerging op-
portunities (seizing), and reconfigure the business mod-
el (transforming).

3. Complexity economics — the acknowledgement
that marginal fluctuations in leading indicators (for in-
stance, the qualitative composition of the sales pipeline)
can catalyze substantial, non-linear impacts on finan-
cial outcomes through network effects and positive
feedback mechanisms.

Consequently, the proposed methodological frame-
work addresses three interconnected scientific and prac-
tical objectives: first, it facilitates the operationalization
of the abstract construct of “proactivity” through a co-
herent system of quantitative dimensions; second, it in-
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tegrates managerial time horizons by reconciling short-
term operational efficiency with long-term strategic po-
tential; third, it establishes a foundation for systemic re-
silience by embedding mechanisms for assessing robust-
ness against exogenous shocks directly into the perfor-
mance calculus.

The architectonics of this methodological frame-
work is predicated upon a three-dimensional matrix that
decomposes marketing activity into three strategic per-
formance indicators tailored for the IT sector: Market
Jforesight, market shaping, and business resilience. This
architecture encapsulates the logic of the transition from
the analytical conceptualization of prospective opportu-
nities to the active orchestration of the market environ-
ment and the preservation of long-term organizational
viability within highly turbulent ecosystems.

- the market foresight indicator reflects the cognitive
capacity of the performance assurance system to pre-
cede external environmental dynamics. Within the digi-
tal economy — characterized by truncated product life-
cycles and the escalating cost of strategic fallibility — the
aptitude for identifying latent demand and accurately
interpreting weak market signals constitutes a critical in-
tangible asset. Methodologically, this dimension is ori-
ented toward the quantification of uncertainty and the
assessment of managerial expectation precision. It ad-
dresses the fundamental inquiry: “7o what extent does
the system adequately perceive prospective market shifts,
and what is its degree of readiness for their operationaliza-
tion?” The metrics within this block evaluate the quality
of predictive analytics and the reliability of forecasts that
underpin investment and product-related decisions;

- the market shaping indicator captures the active,
transformational role of marketing. Diverging from
adaptive models, the proactive approach entails not
merely a reaction to market fluctuations but the pur-
poseful modification of the market landscape. Method-
ologically, this dimension represents a transition from
the exploitation of extant niches to the architecture of
novel markets and value propositions. If the Market
Foresight vector functions as the system’s “sensory ap-
paratus”, the Market Shaping vector serves as its “opera-
tional instrument” . This dimension evaluates the organi-
zation’s capacity to generate demand for products and
solutions for which consumer needs remain unarticu-
lated, while simultaneously sustaining established rela-
tionships over the long term;

- the business resilience indicator ensures the homeo-
stasis of the proactive marketing system. High levels of
short-term effectiveness lose managerial relevance
should the system collapse under the weight of exoge-
nous shocks, such as technological disruptions, regula-
tory shifts, or geopolitical crises. Methodologically, this
dimension integrates risk management instrumentation
into marketing analytics, facilitating the assessment of
the structural reliability of revenue streams and the effi-
ciency of resource utilization. In this context, business
resilience functions as the “immune system” of proac-
tive marketing, guaranteeing not only organizational
survival but also the capacity for development amidst
pervasive uncertainty.

The pivotal component of the methodological
framework comprises the development indicators of the
proactive marketing effectiveness assurance system. Un-

like conventional performance metrics, these indicators
characterize the system’s inherent capacity for self-ad-
justment, organizational learning, and strategic adapta-
tion within dynamic environments.

The development of the proactive marketing effective-
ness assurance system is framed as a multi-stage method-
ological procedure predicated on the paradigm of indi-
cator dualism. This framework integrates both leading
and lagging indicators into a centralized architecture for
proactive governance and strategic performance verifi-
cation. According to the proposed logic, this dualistic
nature extends beyond the metric selection, manifesting
within the systemic evolution process itself, which in-
volves the following interrelated phases:

Phase 1. Constructing a framework of dual proactive
marketing performance indicators, which entails identi-
fying a pair of complementary metrics — leading and
lagging — for every strategic trajectory.

Phase 2. Methodological interpretation and calibra-
tion of these dual indicators throughout the manage-
ment cycle, involving the alignment of operational man-
agerial actions informed by leading indicators with a
retrospective analysis of historical performance.

Phase 3. Diagnostic evaluation of the proactive mar-
keting effectiveness assurance system’s states, based on
analyzing the interaction patterns between leading and
lagging indicators to ascertain the system’s maturity,
adaptability, and structural resilience in a dynamic
context.

Table 1 operationalizes the principle of indicator du-
alism, whereby each strategic trajectory is assessed
through a dyad of complementary metrics: a leading in-
dicator utilized for proactive process governance and a
lagging indicator employed to validate economic out-
comes and refine strategic premises. This integrated ap-
proach facilitates the execution of the system’s develop-
ment function, as leading indicators serve as instruments
of managerial intervention, while lagging indicators
function as mechanisms for systemic learning and stra-
tegic autonomous calibration.

To operationalize the development function within
the proactive marketing effectiveness assurance system,
the managerial interpretation of indicators is para-
mount, as it facilitates the conversion of measurement
outcomes into a substantive basis for strategic decision-
making. This interpretive process entails defining spe-
cific target ranges and critical thresholds that serve as
actionable triggers for managerial intervention. Table 2
provides a systematic overview of the methodological
interpretation of key indicators as aligned with the de-
velopment logic of the proactive marketing system.

The pragmatic utility of the introduced methodolog-
ical framework is actualized through the interpretation
not of isolated metric values, but rather of coherent con-
figurations of leading and lagging indicators that encap-
sulate the system’s diagnostic states. Such an analytical
perspective facilitates the identification of not merely
current performance levels, but also structural disequi-
librium among innovative engagement, operational ex-
ecution, and financial realization — a capability of fun-
damental significance for the development of the proac-
tive marketing system. The structural rationale of the
proposed diagnostic state matrix conceptually builds
upon classical portfolio analysis paradigms (notably, the
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Table 1

The proactive marketing performance development indicator system

Indicator Formula Methodological interpretation
Market | Leading | Sales Pipeline " Delineates the “safety buffer” of prospective sales. It
foresight Coverage Ratio ZVVoppi P represents the ratio of potential pipeline
(SPCR) SPCR ==L vV opportunities to projected financial targets [20]
T Rrarget
Lagging | Forecast-to-Actual FARA =1 —\frac{ Evaluates the integrity of the corporate analytical
Revenue Alignment framework. It illustrates the degree of variance between
(FARA) realized outcomes and projections, thereby ascertaining
the robustness of the planning infrastructure
(Hyndman R. J., Athanasopoulos G., 2021)
Market | Leading | New Revenue D4 Quantifies the share of prospective revenue derived
shaping Pipeline Ratio NRPR = = rew_market, from innovative products or untapped markets. It
(NRPR) 2V it pipe serves as a diagnostic indicator of activity in the
orchestration of “blue oceans” [21]
Lagging | Customer Lifetime ‘¢ R-C A comprehensive evaluation of longitudinal customer
Value (CLV) CLV :z ! equity. It corroborates the financial viability of
= (+ay retention architectures and the structural depth of
established relationship dynamics [22]
Business | Leading | Revenue | 1 Assesses the degree of revenue portfolio
resilience Diversification RDR=——= ~ diversification, determining the structural robustness
Ratio (RDR) HHI z S2 of the business against the loss of individual accounts
n=1 or market segments [23]
Lagging | Return on GM . —E A financial benchmark of investment efficacy. It
Marketing ROMI =——4r—mk 100 % |illustrates the system’s proficiency in yielding returns
Investment (ROMI) mkt on allocated resources through a retrospective lens
(Farris, P. W., Bendle, N. T., Pfeifer, P. E.,
Reibstein, D. J., 2021)

BCG matrix), yet fundamentally reconfigures their sub-
stantive foundation. Deviating from conventional mod-
els predicated on static market metrics — such as market
share and growth velocity — the advanced matrix is an-
chored in the axes of temporal dualism: the leading ca-
pacity for potential generation and the lagging capacity
for financial extraction. This methodology permits the
evaluation of the dynamic resilience inherent within the
entire marketing system, transcending the static assess-
ment of individual products or business trajectories.
Table 3 systematizes the core diagnostic patterns and
delineates the corresponding managerial logic govern-
ing their interpretation.

The delineated methodological framework operates
not as a mechanism of static reporting, but rather as a
cyclical governance apparatus for the development of
the proactive marketing system, sequentially integrating
predictive modeling, outcome validation, and strategic
recalibration. The synthesis of dual indicators and diag-
nostic patterns facilitates a paradigm shift from retro-
spective performance appraisal toward the proactive
governance of future efficacy. This structural evolution
permits the conceptualization of the system not merely
as an instrument of control, but as a primary driver for
strategic advancement and the fortification of business
model resilience.

To empirically validate the scientific hypothesis con-
cerning the efficacy of the formulated methodological
framework and the introduced system of leading indica-
tors (SPCR, NRPR, RDR), a retrospective analysis en-
compassing the operational dynamics of prominent
technology enterprises during the 2023—2025 longitudi-
nal period was executed. This empirical approbation is
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oriented toward delineating the correlational nexus be-
tween the magnitudes of leading indicators — specifi-
cally within the domains of market anticipation and
proactive market shaping — and the sustained trajectory
of corporate financial outcomes.

The empirical verification of the “Market Foresight”
construct was executed utilizing the Sales Pipeline Cov-
erage Ratio (SPCR) metric cluster, drawing upon the
published financial disclosures of HubSpot [23]. Within
the enterprise’s internal methodological framework, the
“Calculated Billings” metric exhibits functional equiva-
lence to the SPCR indicator conceptualized by the au-
thor, as it serves as a primary leading indicator for pro-
jected revenue streams. Fig. 1 delineates the dynamic
interrelation between the growth trajectories of Calcu-
lated Billings and the organization’s realized revenue,
thereby facilitating a robust empirical assessment of the
capacity inherent in leading indicators to accurately
forecast subsequent financial efficacy.

As indicated by the data delineated in the graphical
representation, the trajectories of the leading indicator
and the lagging financial outcome exhibit robust struc-
tural congruence. In 2024, a 21 % augmentation in the
Calculated Billings metric (expressed in constant cur-
rency) established a substantive empirical foundation
for the precise prognostication of future revenue streams.
This leading growth was accompanied by a commensu-
rate expansion in HubSpot’s aggregate revenue, which
culminated at an equivalent threshold of 2.63 billion
USD. Such a dynamic explicitly corroborates the inher-
ent capacity of leading indicators to accurately encapsu-
late and project the prospective financial efficacy of the
enterprise.
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Table 2

Methodological interpretation of key indicators within the proactive marketing development system

Indicator Interpretation Managerial Implications
SPCR (Sales | Critical state (Pipeline volume is insufficient to mitigate deal If this threshold is reached, an immediate
Pipeline attrition risks): intensification of top-of-funnel lead
Coverage generation investment is imperative;
Ratio) SPCR<3.0x otherwise, a liquidity deficit in subsequent
Optimal state (Balanced strategic buffer): operational cycles becomes unavoidable
3.0x<SPCR>5.0x
Excessive state (Suboptimal lead qualification or “sandbox” effect):
SPCR>5.0x
FARA Low precision (Planning volatility): A variance exceeding the 15 % threshold —
(Forecast-to- . regardless of its directionality — signifies a
> . .
Actual FARA<0.85 (variance >15 %) fundamental deficit in comprehending the
Revenue Acceptable accuracy (Functional uncertainty threshold): underlying demand drivers. Such conditions
Alignment) 0.85 < FARA < 0.95 necqssitate the recalibra.tion of predictive
scoring frameworks utilized for deal
High precision (Controlled operational environment): probability assessment
FARA 0.95 < (variance 5 %)
NRPR (New | Stagnation (Reliance on legacy assets): A decline below the 15 % threshold
Revenue precipitates a state of strategic vulnerability
Pipeline NRPR<15% for the enterprise: the profit margins of
Ratio) Development (Moderate portfolio revitalization): legacy products undergo progressive erosion,
whereas novel market offerings remain
15% < NRPR<30 % undeveloped. This condition necessitates an
Aggressive expansion (Proactive market shaping): immediate reallocation of financial resources
. toward research and development (R&D)
NRPR>307% alongside product marketing initiatives
CLV:CAC Unprofitability (Each marginal client generates a net deficit): A ratio falling below the 3:1 threshold
Ratio (as part ) . dictates an imperative to either decrease
of the CLV) CLY: CAC<1:1 customer acquisition costs (through
Vulnerability risk (Suboptimal recoupment and heightened marketing channel optimization) or
susceptibility to environmental shifts): augment the Customer Lifetime Value (via
L 1< CLV: CAC<3 - 1 the imple.mentation.of upsellir}g and
cross-selling strategies, alongside the
Efficacy (Alignment with the industry standard for operational | enhancement of retention rates)
performance):
CLV:CAC>3:1
RDR Elevated risk (Overdependence on a concentrated base of one or | A diminished ratio signifies the structural
(Revenue two major accounts): fragility of the business model. The primary
Diversification strategic imperative necessitates expansion
. RDR<0.6 . . . .
Ratio) into novel industry verticals or geographic
Moderate diversification: domains to systematically dilute the revenue
0.6<RDR <038 concentration of dominant accounts
Robust resilience (The attrition of any single client does not
precipitate a systemic crisis)
RDR>0.8
ROMI Inefficacy (Marketing investments fail to achieve financial A depressed value occurring alongside
(Return on recoupment): elevated proactive metrics (SPCR/NRPR)
Marketing signifies the presence of “cost-intensive
Investment) ROMI <100 % innovations”. This condition necessitates the
Break-even equilibrium: systematic optimization of the sales funnel
ROMI ~ 100 % and the enhancement of conversion rates
High profitability (Target benchmark for mature SaaS/IT
enterprises):
ROMI>500 % (5:1)
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Table 3

The diagnostic state matrix of the performance assurance system

Configuration of

Diagnostic . System State Managerial
Pattern Le.:admg z.md Interpretation Implications
Lagging Indicators
“Innovator’s | Elevated SPCR and | The enterprise generates a substantial volume | A strategic pivot toward conversion
Trap” NRPR metrics; of market opportunities and innovations yet | enhancement and cost optimization.
Depressed FARA | lacks the capacity to effectively convert them | Recalibration of lead scoring frameworks
and ROMI metrics |into financial outcomes. The fundamental is required to augment FARA

issue resides in a pronounced operational
execution gap or excessive acquisition costs

within established
target ranges

“Inertial Depressed SPCR Financial success is driven by the exploitation | Urgent capital allocation toward R&D
Growth” and NRPR metrics; | of legacy assets (a “cash cow” scenario). High | and the marketing of novel niches. The
Elevated CLV and | current operational efficiency obscures an establishment of an NRPR target
ROMI metrics underlying deficit in future potential. This (representing the revenue share from
poses a severe risk of strategic collapse within | new products) as a primary KPI is
1—2 operational cycles imperative
“Fragile Elevated FARA and | The organization operates with precision and | Portfolio diversification. It necessitates the
Efficiency” ROMI metrics; efficiency but relies heavily on a narrow client | deliberate sacrifice of a portion of
Depressed RDR base or a singular market. Any exogenous short-term ROMI to penetrate new market
metric shock could prove fatal to the business model |segments, thereby elevating the RDR
“Balanced Metrics across all | The system operates harmoniously: Scaling of successful operational
Development” | categories reside innovations are successfully validated by the | practices and a transition toward a

market, and systemic risks are adequately
diversified

strategy of aggressive expansion

The accrued empirical evidence corroborates that
the systematic surveillance of the strategic buffer within
the sales pipeline establishes a fundamental premise for
attenuating the discrepancies between projected and re-
alized performance metrics. This attenuation is inextri-
cably linked to the escalation of the Forecast-to-Actual
Revenue Alignment (FARA) indicator. Such an interrela-
tion, in turn, catalyzes an elevated degree of enterprise
predictability, functioning as a quintessential precondi-
tion for the efficacious implementation of proactive
marketing governance.

The empirical validation of the “Market shaping”
construct was conducted as the next phase of the study.
The efficacy inherent in the Market Shaping vector and its
corresponding metric, the New Revenue Pipeline Ratio
(NRPR), was critically examined through the lens of the
product strategy deployed by Ajax Systems [25]. Governed
by the parameters of the advanced methodological frame-
work, sustained and scalable corporate growth is strictly
predicated on the systematic generation of nascent reve-
nue channels, a condition satisfied via the rigorous market
introduction of novel products and solutions.

30 mmm Leading: growth of billings %
B Lagging: growth of revenue %

Growth rate (%)

2023 2024

2025 (Forecast)

Fig. 1. An empirical illustration of the structural nexus
between leading and lagging indicators (The HubSpot
Case)
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Fig. 2 provides a visual representation of the correla-
tional nexus between the velocity of novel product intro-
ductions and the commensurate expansion of the cor-
porate product portfolio. This empirical visualization
substantiates the instrumental role of proactive Market
Shaping in accumulating the latent capacity for future
revenue generation. The derived empirical findings cor-
roborate the methodological validity of employing the
NRPR metric as a foundational leading indicator for the
conceptualization of emerging markets and the facilita-
tion of sustainable, long-term corporate expansion.

The accelerated cadence of product launches — evi-
denced by an escalation from 29 iterative releases in
2023 to 100 in 2025 — functioned as the primary catalyst
for the substantial augmentation of Ajax Systems’ prod-
uct portfolio, culminating in a comprehensive matrix of
280 distinct offerings. The generated empirical out-
comes elucidate that elevated magnitudes of the NRPR
indicator, which denote the ascending share of novel
products within the architecture of prospective reve-
nues, establish the indispensable prerequisites for scal-
ing the product ecosystem and executing successful

—e— Total portfolio size Total: 280

mmm New product launches (Market Shaping Intensity)
250

Number of devices

+100 new

50 +45 new.
+29 new

2023 2024 2025

Fig. 2. The dynamics of product portfolio expansion as an
empirical manifestation of Market Shaping intensity
(The Ajax Systems Case)
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market penetration strategies under conditions of rigor-
ous global competition.

Verification of the “ Business resilience” vector. With-
in the architecture of the digital economy, the resilience
vector exhibits a fundamentally dualistic ontology,
predicated upon the enterprise’s concurrent capacity to
retain both human and client capital. Contextualized
within this paradigm, the empirical approbation of the
formulated model — leveraging the SoftServe enterprise
as an analytical exemplar — facilitates the critical exami-
nation of human capital loyalty as a prospective leading
determinant of operational business stability [25].

Specifically, the employee Net Promoter Score (e NPS)
is conceptualized as a leading indicator, whereas param-
eters of operational stability and client retention func-
tion as lagging indicators that encapsulate the longitudi-
nal manifestation of managerial interventions. Fig. 3
illustrates a synthesized analysis of SoftServe’s eNPS
trajectory in juxtaposition with the industry-wide
benchmark for the 2023—2025 period, demonstrating
the structural alignment between its variance and the
Client Retention Rate.

An examination of the temporal dynamics delineat-
ed in Fig. 3 facilitates the extraction of two cardinal
managerial and diagnostic deductions concerning the
interplay between the leading and lagging indicators of
corporate resilience.

1. The cultivation of a “Resilience buffer”. SoftServe’s
eNPS metric manifests a robust affirmative trajectory —
evidencing an escalation from 68 to 72 points — and sub-
stantially surpasses the industry-wide benchmark,
which stagnates at approximately 56 points. This pro-
nounced differential signifies the materialization of a
structural “resilience buffer” within the human capital
ecosystem, a strategic reserve that significantly mitigates
corporate vulnerability to exogenous shocks and opera-
tional hazards over the medium-term horizon.

2. The congruence of leading and lagging indicators.
The accrued empirical data delineate a persistent struc-
tural alignment between the trajectory of human capital
loyalty and the corresponding metrics of client reten-
tion. The progressive escalation of the e NPS (graphi-
cally represented by the dark-grey columns) is inextrica-
bly accompanied by an augmentation in the Client Re-
tention Rate (denoted by the black trendline), which ex-
panded from an initial baseline of 89 to 95.8 % through-
out the longitudinal parameters of the study. This spe-
cific configuration of leading and lagging indicators

= eNPS: Industry Average
= eNPS: SoftServe (Leading)
80 | —#- Client Retention Rate (Lagging) 975

95.8% 72

eNPS Score (pts)
(%) @38y UonUBIBY JUBID

2023 2024 2025

Fig. 3. The structural congruence between the dynamics
of personnel loyalty (eNPS) and the stability of the
client base (The SoftServe Case)

warrants the interpretation of workforce engagement
and structural team stability as a paramount precondi-
tion for sustaining the client base and preserving the op-
erational resilience of the enterprise amidst conditions
of macroeconomic volatility.

Discussion. The research outcomes are structurally
congruent with theoretical postulates delineating the
evolutionary trajectory of marketing orientation — from
a reactive to a proactive paradigm. Furthermore, they
align with contemporary methodologies for efficacy
measurement within the digital economy, an environ-
ment wherein the strategic prominence of leading indi-
cators is systematically escalating. The advanced meth-
odological framework — which integrates leading and
lagging metrics across the three cardinal dimensions of
market anticipation, market shaping, and business resil-
ience — demonstrates robust applied validity. This valid-
ity is substantiated through the operational analysis of
enterprises that systematically deploy advanced analyt-
ics, continuous innovation, and structural diversifica-
tion as primary instruments for sustainable, long-term
development.

The acquired empirical results corroborate the
methodological imperative to transition from the retro-
spective surveillance of marketing performance toward
the strategic utilization of indicators fundamentally ori-
ented toward prospective growth potential. Specifically,
the HubSpot case study elucidates that the continuous
advancement of predictive analytics and comprehensive
sales pipeline evaluation systems significantly catalyzes
the enhancement of corporate predictability. The dy-
namic escalation of the enterprise’s revenue — from 883
million USD in 2020 to 2.63 billion USD in 2024 —
coupled with the augmentation of the net revenue reten-
tion metric to 104 % in the fourth quarter of 2024 [23], is
strictly congruent with the operational logic governing
the measurement of market anticipation within the pro-
posed model. Consequently, this structural alignment
warrants the interpretation of leading indicators not
merely as prognostic instruments, but as substantive
mechanisms for the systematic mitigation of strategic
uncertainty.

The theoretical postulate asserting that a proactive
marketing orientation necessitates an enterprise’s ca-
pacity not merely to react to nascent market fluctua-
tions, but to actively engineer novel segments and pro-
prietary revenue streams, finds robust empirical reflec-
tion within the analytical outcomes of market-shaping
strategies.

Particular analytical scrutiny within this discourse
must be allocated to the dimension of corporate resil-
ience. Contemporary frameworks for ensuring market-
ing efficacy must encapsulate not exclusively the quanti-
tative metrics of growth, but equally the organizational
capacity to sustain operational equilibrium within envi-
ronments characterized by severe turbulence. The em-
pirical analysis of SoftServe’s operational dynamics
throughout the 2022—2024 longitudinal period substan-
tiates that the augmentation of its international foot-
print, the concurrent expansion of its client base, and
the systemic scaling of operations across North Ameri-
ca, the European Union, and Latin America are intrin-
sically coupled with an escalated degree of revenue di-
versification [25]. This trajectory exhibits strict struc-

222 ISSN 2071-2227, E-ISSN 2223-2362, Naukovyi Visnyk Natsionalnoho Hirnychoho Universytetu, 2026, N° 3



tural alignment with the conceptual paradigm of evalu-
ating corporate resilience via the RDR and ROMI indi-
cators. Consequently, this alignment permits the inter-
pretation of resilience not as a stochastic occurrence,
but as the direct manifestation of a systemic, proactive
policy strategically calibrated for long-term organiza-
tional stability, superseding the conventional prioritiza-
tion of transient operational efficiency.

A comprehensive synthesis of the derived empirical
outcomes facilitates the articulation of the following
cardinal theoretical postulates:

1. A proactive marketing orientation establishes the
foundational prerequisites for elevating organizational
innovativeness and securing sustained, long-term per-
formance, demonstrating distinct superiority over reac-
tive operational paradigms.

2. Leading indicators function as a paramount gov-
ernance instrument within the architecture of the digital
economy, empirically enabling the prognostication of
prospective market dynamics and the systematic attenu-
ation of strategic uncertainty.

3. The structural integration of leading and lagging
metrics into a cohesive, complex adaptive system con-
stitutes an indispensable precondition for the strategi-
cally substantiated governance of marketing efficacy.

4. Market anticipation, proactive market shaping,
and business resilience operate as deeply interconnected
constituents within the efficacy development apparatus,
structurally mirroring the evolutionary logic of contem-
porary enterprises navigating the digital milieu.

Consequently, the synthesized theoretical postu-
lates, corroborated by the empirical outcomes of the
case analyses, decisively validate the methodological
imperative to transition toward a proactive logic in the
measurement of marketing efficacy. Furthermore, they
robustly substantiate the heuristic value inherent in the
advanced conceptual framework for developing a per-
formance assurance system tailored to the exigencies of
the digital economy.

Conclusions. The digital economy engenders a novel
logic for the conceptualization and measurement of
market value, fundamentally pivoting the marketing fo-
cus from mere adaptation to pre-existing demand to-
ward proactive anticipation and the aggressive shaping
of nascent markets. Within an ecosystem where strategic
decision-making is increasingly predicated upon data
analytics, artificial intelligence algorithms, and digital
platforms, the competitive advantage of an enterprise is
dictated not primarily by its reactive velocity, but rather
by its intrinsic capacity to systematically engineer pro-
spective developmental trajectories.

This manuscript substantiates the critical imperative
to transition from a retrospective, KPI-oriented para-
digm of marketing efficacy appraisal toward the concep-
tualization of a proactive marketing performance assur-
ance system, structured as a continuous, strategically
oriented developmental process. It is methodologically
expedient to conceptualize the efficacy of proactive
marketing not merely as a terminal outcome, but as the
systemic capacity for the continuous reproduction of fu-
ture market value. A conceptual methodological frame-
work has been devised, unifying the three cardinal di-
mensions of proactive marketing: Market Foresight,
Market Shaping, and Business Resilience. Within the

parameters of this framework, a system of dual indica-
tors is introduced, integrating leading (SPCR, NRPR,
RDR) and lagging (FARA, CLV, ROM]I) metrics to en-
sure strict temporal congruence between managerial in-
terventions and their consequent economic outcomes.
The leading indicators execute the function of instru-
ments for proactive governance and the engineering of
prospective demand, whereas lagging indicators per-
form the critical function of validation and systemic
strategic learning. Furthermore, a matrix of diagnostic
patterns is advanced, facilitating the precise identifica-
tion of structural disequilibria among innovative en-
gagement, operational execution, and terminal financial
realization.

Empirical approbation, executed utilizing the op-
erational context of IT enterprises, robustly corrobo-
rated the existence of a persistent structural nexus be-
tween the dynamic trajectories of leading indicators
and subsequent financial outturns. This substantiates
their inherent prognostic value and validates the neces-
sity of their integration within strategic marketing gov-
ernance architectures. Consequently, the proposed
methodological approach orchestrates a transition
from the fragmented measurement of marketing effi-
cacy toward its systemic development — a paradigm
rigorously oriented toward the generation, capitaliza-
tion, and continuous reproduction of prospective mar-
ket value. This framework ultimately establishes a ro-
bust methodological foundation for elevating the long-
term strategic competitiveness of enterprises operating
within the IT sector.
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Mertoauka. JlocmimkeHHsI IPYHTYETbCS HA CUHTE31
Teopil AMHAMIYHUX 30i0HOCTe! i KOHLETILil CKJIaTHUX
AIaNTUBHUX CUCTEM, IO 1a€ 3MOTY PO3MJISIIATA MapKe-
TUHTOBY CUCTEMY SIK TUHAMIYHY OaraTopiBHEBY CTPYK-
Typy. TpUBUMIpHY apXiTeKTypy OLIiHIOBaHHS c(hOpMO-
BaHO Ha OCHOBI KOHIIETITYaJIbHOTO MOJIe/TIOBaHHSI. EM-
MipUYHY CKJIAJOBY JOOCHTIIKEHHS 3a0e3MeUYeHO uepes
Kelc-cTalli, MOPiBHSIbHUI i KOpesLitHUI aHasi3 aa-
HUX MI00aJbHUX TEXHOJOTIUHMX KommaHii (Hubspot,
ajax Systems, Softserve) 3a nepion 2023—2025 pp.

Pe3yabTaTi. OGrpyHTOBaHA 0OMEXKEHICTh BUKOPHC-
TaHHS TPAIMLIMHUX KIIOYOBUX MOKA3HUKIB e(DeKTUB-
HOCTI MPOAaKTUBHUX MapKETUHTOBMX CTpaTeriii. 3arpo-
TTOHOBAaHA KOMIUIEKCHA MOJEJb, IO iHTErpye IyalbHi
mapu iHguKatopiB: SPCR—FARA (puHKOBe mepemda-
yeHHs1), NRPR—CLV (dbopmyBanHst puHKY) Ta RDR—
ROMI (criiikicTb 6i3Hecy). Po3pobiieHa maTpuus Aia-
THOCTUYHUX TIATEPHIB («MacTKa iHHOBaTOpa», «iHEp-
LifiHe 3pOCTaHHSI», «KpUXKa e(heKTUBHICTh», «30aIaH-
COBaHMIi IeBEJIONMEHT») IJis ineHTU(iKalii CTpyKTyp-
HUX AUCOaaHCiB y CUCTEMI MOKAa3HUKIB MapKETUHTIO-
Boi edekTuBHOCTI. EMmipuuHO miaTBEepAXeHa HasB-
HIiCTh KOpeJsilii MiX 3pOCTaHHSIM BUIIEPeIKaTIbHUX
MOKA3HUKIB (3amac MIlTHOCTi MalIuIaiiHy, 9acTka HO-
BUX IIPOIYKTiB, PiBEHb JIOSUIBHOCTI TIEPCOHATY) Ta Maii-
OyTHBLOIO (PIHAHCOBOIO PE3YJIBTATUBHICTIO KOMIIAHII.

HaykoBa HoBM3HA. YTieplilie OOTpyHTOBaHA KOHIIEI-
IIisT IEBEJIONIMEHTY CUCTeMHU €(DEKTUBHOCTI SIK TIPOIIECY
CTPATEriyHOTO TIPOEKTYBAHHS I TIOCTYIOBOI TpaHC-
dopwmariii, Ha BiIMiHY BiJl pETPOCTIEKTUBHOTO KOHTPO-
JIIHTY. 3amporioHOBaHa apXiTeKTypa BHUMiplOBaHHS,
noOynoBaHa Ha MPUHLIKIII YaCOBOTO Ayalli3My iHIMKA-
TOPiB, 1110 JTO3BOJISIE YIPABISATU MaltOYTHHOIO PUHKO-
Bolo 1iHHicTIO I'T-KoMnaHii.

IIpakTiyna 3HauMMicTh. Po3po0ieHutt iHCTpyMeHTa-
piii mo3Bonsie MeHeIkMeHTy IT-kommaHiil 3HIKyBaTH
CTpareriyHy HEeBU3HAYEHICTh uyepe3 MiIBUILEHHS TOY-
HOCTI IPOTHO3YBaHHSI, 00T pYHTOBYBATH iHBECTHULIII B iH-
HOBallil Ta 3a0e3mevyyBaTy Pe3WILEHTHICTh 0i3HEC-MO-
nesieit B yMoBax TypOyJeHTHOCTI LIM(MPOBOI EKOHOMIKH.

KmouoBi caoBa: npoakmuenuii mapxemune, IT-
cexkmop, yugposa exowomika, egexmugHicmv mapke-
muney, degeaonmenm, cmillkicmo 0izHecy

224 ISSN 2071-2227, E-ISSN 2223-2362, Naukovyi Visnyk Natsionalnoho Hirnychoho Universytetu, 2026, N° 3



