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Summary. The article examines the theoretical and methodological foundations and applied aspects
of optimizing B2B targeting of digital products of IT enterprises in the context of wartime and postwar
economic transformations and intensified global competition. The purpose of the study was to substantiate
directions for improving targeting decisions based on a comprehensive analysis of the behavior of global
B2B consumers and the development of product policy of IT companies. The research employed general
scientific and specialized methods of inquiry, including analysis and synthesis,; systemic and structural-
functional approaches (to investigate the interrelationships between the behavior of global B2B consumers,
targeting strategies, and product policy of IT enterprises); comparative analysis;, behavioral analytics
methods,; economic and statistical methods, and the abstract-logical method. The paper reveals the role of
B2B targeting within the system of strategic marketing in global markets and analyzes key behavioral
patterns of organizational buyers of digital products and their impact on the effectiveness of marketing
strategies. It is established that decision-making in the B2B segment is characterized by the multi-stage
nature of buying centers, the predominance of digital interaction prior to contact with the seller, a nonlinear
customer journey, and a combination of rational and emotional motives. The study substantiates the existence
of a close bidirectional relationship between product policy and targeting, whereby the product determines
target segments, communication channels, and formats, while customers’ behavioral signals shape
subsequent product decisions. The expediency of integrating marketing, product, and analytical processes,
implementing product analytics, and ensuring end-to-end interaction between marketing and sales is
demonstrated. The practical value of the results lies in the possibility of their application to enhance the
adaptability of product and communication decisions of IT enterprises under conditions of uncertainty and
economic recovery. Further research will focus on the development of a decision-making model for B2B
buyers of digital products in the global market.

Key words: B2B marketing, marketing, product policy, strategic positioning, targeting, digital
marketing, digital product, global consumer.
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ONTUMIBALII B2B-TAPTETUHI'Y HTU®POBUX ITPOAYKTIB
IT-IIIAIMTPUEMCTB HA OCHOBI AHAJII3Y NPOAYKTOBOI
IMOJITHUKMU I IIOBEAIHKHU I''TOBAJIBHUX CITIO’KNBAYIB
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Pesrome. [ocniosceno meopemuxo-memoouyHi 3acadu ma npuxiaoui acnekmu onmumizayii B2B-
mapeemunzy yugposux npooykmie IT-nionpuemcms y KOHMEKCMI 60EHHUX [ NOBOCHHUX MPAHCHOpmayill
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EKOHOMIKU Ma NOCUeHHs 2100a1bHOI KOHKYpenyii. Mema 0ocnioocenHs — 00TpYHMYBAHHA HANPAMI8 YOOCKOHANIEHHS
MapeemuHe06Ux PileHb HA OCHOBL KOMNWIEKCHO20 aHAN3y No6eldiHKu 2nobanvhux B2B-cnoocusaui i po3eumky
npodykmosoi nonimuxu I1T-komnaniil. Buxopucmarno 3a2aivHOHAYKO8I ma cneyianrbHi Memoou Ri3HAHHS, 30Kpema
aHaniz i cuHmes, CUCMEeMHUL I CIPYKMYPHO-QYHKYIOHANbHUL NIOX00U (0151 QOCTIONCEHHS 83AEMO36 SI3KY MIIC
nogedinkor enobanvruux B2B-cnooicusauis, mapzemuncosumu cmpameziimu, npooykmogow noximuxoio IT-
nIONPUEMCME),; NOPIGHSIbHULL AHAI3; MemOoOU NOBEOIHKOBOI AHANIMUKU, eKOHOMIKO-CIMAMUCMUYHI Memoou,
abcmpaxmuo-noziynuti memoo. Poskpumo ponv B2B-mapeemuncy 6 cucmemi cmpameiyno2o mMapkemuHzy Ha
27100ANbHUX PUHKAX, NPOAHANI308AHO KOO8 NOBEJIHKOSI NAMEPHU OpP2aHiz3ayilinux NOKYnyié yupposux
NpoOyKmMi8 ma IXHill 6NIU8 HA pe3VIbMAMUSHICMb MapKemuH2o8ux cmpamezii. Bcmanosneno, wo npoyec
nputinamms piwenv vy B2B-ceamenmi xapaxmepusyemuvcs 6a2amocmyneHesicmio 3aKyNIGelbHUX UeHmpis,
OOMIHYBAHHAM YUPDPOBOI 83AEMOITT 00 KOHMAKMY 3 NPOOAGYeM, HENHIUHON KIIEHMCbKOI NOOOPOINCHCIO Md
NOEOHAHHAM PAYIOHATLHUX | eMOoyitiHux momusie. OOIPYHMOBAHO HASABHICMb MICHOI 080CTNOPOHHbOI 3A1EAHCHOCTI
MIdHC NPOOYKMOBOIO NONIMUKOI MAd MAPLeMUHSOM, 3d AKOI NPOOYKM BUSHAYAE YINbOBI CecMeHmU, KAHAAU U
@opmamu KomyHikayii, a NOBEOIHKOGI CUSHANU KIIEHMIE POpMYIOmMb NOOATbULL NPOOYKMOGI piuienHs. /Josederno
OoyinbHicme iHmMe2payii MapKemuHe08uUx, RPOOYKMOBUX | AHATIMUYHUX NPOYECi8, YNPOBAOICEHHS NPOOYKMOBOL
aHanimuxu ma 3a0e3neuenHss HACKPI3HOL 63aeMO0ii Midic mapkemuneom i npodaxcamu. IIpakmuuna yinnicmo
pe3VIbmamie NoasAcde y MONCIUBOCHI iX BUKOPUCMANHA 0N NIOGUIWYEHHS aAOANMUSHOCMI HPOOYKMOBUX I
KOMYHIKayiunux piwens IT-nionpuemcms 6 ymosax HeGusHaueHoCmi ma 6i0Ho6NeHHs ekoHomiku. Tlodanvuii
HAYKOGI 00CTIONCEHHSL CIMOCY8AMUMYMbCSL pO3POOIeHHs. MoOeni npuinamms piwens B2B-noxynyem yupposux
npoOYKmMIi8 Ha 2100ANbHOMY PUHKY.

Kniouogi cnoea: B2B-mapxemune, mapxemune, moeapHa NONIMUKA, Cmpameiune Nno3uyiony8aHHs,
mapeemune, yupposutl mapkemune, yupposuti npooyKkm, 2100arbHull CROJNCUBAY.
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Statement of the problem. During the ongoing war in Ukraine, the IT sector of Ukraine
demonstrates extraordinary resilience and strategic importance for the national economy. Despite
the increasing influence of geopolitical, economic and social risks, the IT industry remains one of
the key drivers of economic activity and export of services. Thus, in 2024, the turnover of the IT
sector of Ukraine amounted to 7.48 billion USD, and the export of IT services — 6.45 billion USD,
which provided the sector with leading positions among the country's export industries. Including
computer services accounted for 41.9% of the total volume of service exports, and the IT sector as
a whole provided 12.3% of exports of goods and services, however, the industry's turnover fell by
5.3% (the second year in a row without growth) [1]. Given these trends, improving B2B targeting
strategies for digital products becomes relevant not only from the perspective of ensuring the
commercial efficiency of IT companies in difficult external conditions, but also as a factor in
stabilizing the national economy as a whole.

Analysis of recent research and publications. The issues of B2B targeting, consumer
behavior and product policy of digital products are thoroughly covered in the works of foreign
scholars. In particular, F. Kotler, K. Keller, M. Porter laid the theoretical foundations of
strategic marketing and market segmentation, which became the basis for the development of
B2B marketing approaches. The studies of J. Webster and A. Lehman focus on the specifics of
B2B customer behavior, the concept of a buying center and decision-making in a B2B
environment. Domestic scholars focus on the adaptation of classical marketing concepts to the
conditions of a transformational economy and the development of the IT sector. The works of
L. Balabanova, N. Chukhrai, T. Reshetilova explore the issues of strategic marketing, customer
orientation and the formation of product policy of enterprises. M. Oklander substantiated a
comprehensive approach to segmentation and selection of target customers in markets, taking
into account organizational, industry and communication factors. The features of the
functioning of IT enterprises, export orientation and digitalization of business processes
are considered in the works of O. Kuzmin, I. Lylyk, as well as in applied analytical studies
of specialized associations. At the same time, an analysis of scientific sources indicates
an insufficient number of comprehensive studies that combine behavioral analysis of
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global B2B consumers with issues of optimizing targeting and improving the product policy
of IT enterprises in wartime. Therefore, the topic of the study is relevant.

Objective of the study is to substantiate the theoretical and methodological foundations
and develop practical recommendations for optimizing B2B targeting of digital products of IT
companies based on an analysis of global consumer behavior and improving product policy in
the context of war and post-war economic transformations.

Statement of the task. To achieve the goal, the article outlines the tasks:

— to investigate the theoretical foundations of B2B targeting of digital products of IT
companies and determine its role in the marketing system in global markets;

— to analyze the behavioral features of global B2B consumers of digital IT products as
a basis for forming effective targeting solutions;

— to substantiate the directions for improving the product policy of IT companies in
order to increase the effectiveness of B2B targeting in wartime.

Presentation of the main material of the study. In the work [2] it is noted that B2B
targeting in marketing consists in using deterministic approaches for planning, focusing,
deploying and optimizing media and marketing programs in a business-to-business
environment. In contrast to the orientation to the individual consumer, B2B targeting focuses
on the analysis of business needs, operational indicators, supply chains, roles in decision-
making and the potential for interaction.

Digital products of IT companies occupy a special place in the system of modern B2B
marketing, as they differ significantly from tangible goods in their economic nature, method of
value creation and consumption mechanisms. Digital products of IT companies include
software, cloud services, platforms, mobile and web applications, digital infrastructure
solutions, as well as complex IT services. A key feature of digital products is their intangible
nature, which makes it difficult to demonstrate and assess value until the moment of use. In this
regard, marketing of IT products is focused not so much on physical characteristics as on
functionality, scalability, reliability, security and integration capabilities, and the value of
digital products is determined not by the cost of reproduction, but by the intellectual capital
invested in development and the economic effect for the client.

A feature of digital products as a commodity in the modern world is their high rate of
obsolescence, which turns the product into a dynamic category that is constantly evolving
throughout its life cycle. In such conditions, marketing activities are closely linked to product
management, development and after-sales support. In addition, digital products of IT companies
have a network effect, when their value increases with an increase in the number of users or
integrated partners, which makes the importance of marketing strategies for market penetration,
pricing and promotion relevant.

In our opinion, global B2B consumers of digital products of IT enterprises constitute
a specific category of economic entities, the behavior and needs of which determine the
peculiarities of demand formation in international markets and require thorough
characterization and classification. Based on the study [3-6], it was established that global
B2B consumers are organizations that purchase goods and services to ensure their own
production, operational or management activities in an international or transnational
environment. In the field of IT marketing, such consumers are companies from various
sectors of the economy, government institutions, financial organizations, startups and
corporations that use digital solutions to improve the efficiency of business processes.
Specific features of global B2B consumers are the rationality and collegiality of the
decision-making process, the peculiarities of purchasing IT products with the participation
of several individuals or departments (decision-making centers), within which each
participant has its own technical, economic, strategic or organizational evaluation
criteria.
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Analysis of scientific works [3-6] revealed a number of classification features of global
B2B consumers of IT products:

— by industry affiliation (financial sector, industry, logistics, healthcare, education,
public sector, non-governmental organizations);

— by level of digital maturity (companies at the initial stage of digital transformation,
organizations with mature IT infrastructures, digitally-oriented businesses);

— by geography of activity (local, regional, global clients).

Since the product acts as the main carrier of consumer value for the corporate client, the
generalization of scientific approaches revealed that product policy is a central element of the
B2B marketing system of IT companies. In the B2B segment, the product is considered not as
a separate unit of sale, but as a comprehensive solution capable of solving specific business
tasks of the customer. In the context of IT marketing product policy covers the formation of
functional characteristics of a digital product, determination of its architecture, level of use,
provision model, organization of service and technical support.
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Figure 1. Dynamics of spending on advertising and marketing technologies in B2B in the USA, 2020-2024*

*Formulated by the authors based on [7].

The growth in spending on B2B advertising and marketing technologies, reflected in
Fig. 1, confirms the increasing role of product policy in IT marketing, since investments in
promotion and marketing technologies are directly related to the development, positioning and
adaptation of digital products to the needs of global B2B consumers.

Unlike consumer markets, in the B2B segment, purchasing decisions are made by
organizations under conditions of increased uncertainty, responsibility, and long-term
commitments, which determines the more rational and systematic nature of B2B buyers'
purchasing behavior. The behavior of B2B customers in global markets is formed under the
influence of a complex of interrelated factors of an economic, organizational, technological,
and socio-cultural nature [8—12].

First, the economic environment of the international market has the greatest impact on
the behavior of B2B customers and includes the level of economic development of countries,
currency fluctuations, tax policy, customs regimes and investment climate. Since in conditions
of global instability, cost predictability and the possibility of long-term planning become
especially important, for B2B customers these factors directly affect procurement budgets,
supplier selection and contract terms.

Secondly, the influence of organizational factors on the behavior of B2B customers is
related to the company structure, corporate culture, internal procurement procedures and decision-
making systems. In an international environment, organizational factors are complicated by multi-
level management structures, and the division of powers between the head office and regional
divisions, as well as the need to coordinate decisions between representatives of different countries.
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Third, in the context of IT product and digital services markets, technological factors such
as the level of technological maturity of the client company, the state of its digital infrastructure,
cybersecurity requirements and integration with existing systems significantly influence the
choice of supplier. B2B clients in international markets prefer solutions that are scalable,
compatible with international standards and able to adapt to different regulatory environments.

Fourth, in international B2B marketing, socio-cultural factors are no less important,
manifested in differences in business culture, communication styles, the level of formalization
of negotiations and attitude to risk. Cultural features determine not only the format of
interaction with the client, but also the speed of decision-making, as well as the level of trust in
new suppliers and expectations for service support. We believe that unlike the traditional linear
funnel, modern B2B buyer journey models are mostly nonlinear, multi-channel in nature due
to the availability of digital information and more active online search. Therefore, we can
conclude that the first impression of the brand and solution is formed through digital
touchpoints (company website, SEO, social networks, industry online events).

Fifth, the behavior of B2B customers in international markets is shaped by legal and
institutional conditions, such as international standards, data protection requirements, software
licensing, intellectual property terms, contract law, etc. For B2B customers, compliance with
legal norms is a critical criterion for choosing a supplier, especially in the IT sector, where
violation of regulatory requirements can have significant financial and reputational consequences.

Sixth, despite the dominant traditional emphasis on rationality in B2B, analytical
research confirms that emotional factors also play a significant role in organizational buyer
decisions. For example, a study [13] found that in 50% of cases, emotional connections to a
brand influence B2B customers’ decisions as strongly as rational arguments regarding KPIs.

Based on the study of analytical research and theoretical explorations of scientists [8—13],
we have established that targeting in the B2B segment should take into account behavioral
patterns of decision-making, which are determined by factors specific to this area:

— multi-stage centers of purchasing decisions with a large number of roles involved
and different priorities;

— he dominance of digital behavior of the buyer, where most of the process takes place
before contact with the seller in the digital environment;

— the nonlinear and flexible nature of the customer journey, which requires constant
adaptation of marketing strategies and personalized messages;

— acombination of rational and emotional motives, which makes it possible to build a
brand and interpersonal interactions in B2B as well as in B2C.

In the B2B IT context, the buying process is usually more complex and longer. It combines
the interests of technical, financial and operational groups in the buyer's company. The number of
people influencing the decision often exceeds 5—7 key stakeholders and most B2B buyers prefer
the digital process directly. However, the most effective deals are achieved by combining digital,
traditional interactions, i.e., cultural dimensions (e.g. individualism or collectivism, level of
uncertainty) have a significant impact on the perception of innovations, risk management, and
willingness to partnership in IT projects. Personalization of marketing and targeting campaigns has
become one of the key elements of modern digital strategies for promoting IT products, as it allows
taking into account individual behavioral and contextual characteristics of users to increase the
relevance of messages, cost efficiency and campaign performance. Personalization as an approach
is based on big data analysis, machine learning algorithms, and artificial intelligence algorithms,
which allows you to create dynamic audience segments and adapt advertising content in real time
according to user behavior in the digital environment.

In the context of developing the relationship between product policy and B2B targeting,
it is advisable to refer to the experience of Ukrainian IT companies [14—15]. Mostly export-
oriented, they demonstrate high competitiveness in global markets due to the ability to adapt
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product solutions to the specific needs of corporate clients. This fact necessitates the integration
of targeting tools directly into the process of forming a product portfolio. The growing role of
personalization, industry specialization, and data-driven approaches in the B2B segment
contributes to the transformation of product policy from universal offers to adaptive
digital products focused on specific business usage scenarios. In particular, through the
implementation of key account marketing approaches common among SaaS companies working
with the US and European Union markets. Here the product is viewed as a modular system of
functions and services adapted to individual corporate accounts, as well as through the practices
of service and custom development companies. For them, B2B targeting serves as a tool for long-
term customer relationship management, optimization of sales cycles, and formation of
sustainable value at the level of specific industries, segments, and regional markets.

Studies of cross-cultural business communications in B2B [16—18] show that national
culture influences both communication style and decision-making in partner relationships.
Compared, for example, with American culture, where straightforwardness and speed
of decisions are the norm, Chinese B2B partners emphasize trust, long-term relationships
and personal contact. Table 1 summarizes regional aspects of user experience (UE)
of global B2B consumers of digital IT products by sources [16-22].

Table 1. Regional characteristics of the user experience of global B2B consumers of digital IT products

Regional Key features of the user Regulatory and infrastructural | Impact on B2B consumers and IT
market experience features of market entry product suppliers
High cultpral and hngulstlc Strict regulatory framework Inapprop r}ate co mrnumcatlons
complexity (24 official EU . . reduce satisfaction and increase
Europe as a - (GDPR), high requirements for i .
languages), limited - . churn; companies are forced to
whole o data protection and compliance . .
standardization of user X develop localized B2B service
. with standards
experience models
Focus on accuracy,
formalization of processes, | Strong regulatory and technical | High expectations for reliability,
Germany . . . . :
detailed technical standardization environment compliance and transparency
documentation
Culturally focused, strategic Regulatory comphance is Persone.lhzed UE, supplier
France artnershi combined with a high role for reputation, and long-term
P P institutional trust cooperation are important
. More flexible regulatory Priority is given to rapid
. Pragmatism and environment compared to the . :
Great Britain ) implementation, measurable
focus on ROI EU, focus on business .
) results and cost-effectiveness
efficiency
. Integration of B2B CD into High pace of digital High expectations for seamless
China and the | .. . . - ) .
. . digital ecosystems (ordering, | transformation, developed IT digital experiences, service
Asia-Pacific - . . . . .
region logistics, support, payment on | infrastructure, mobile-oriented consistency, and mobile
& one platform) platforms optimization

The information presented in Table 1 indicates significant regional differentiation
of UE and conditions for entering international B2B markets for digital IT products. European
markets are characterized by high cultural and linguistic diversity and strict regulatory
requirements, in particular in the field of data protection, which limits the possibilities of
standardizing the user experience and forces companies to implement localized models of
interaction with customers. At the same time, individual European countries demonstrate
specific expectations of B2B consumers related to accuracy, strategic partnerships and
orientation towards economic efficiency. A high level of digital integration and the pace of
implementation of platform solutions, which forms the demand for a seamless, mobile-oriented
customer experience, on the contrary, distinguish the Asia-Pacific region.

Data analytics plays a key role in consumer behavior research, as it provides a
comprehensive, multidimensional, and dynamic understanding of decision-making
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processes, allows you to integrate structured and unstructured data sets from different
touchpoints, identify hidden behavioral patterns, predict consumer reactions, and
personalize marketing influences in real time. Modern consumer data platforms integrate
data from different sources, creating unified consumer profiles, and allow you to predict the
likelihood that a customer will take a certain action, determine the optimal next steps in
customer interaction, segment behavior, and customize personalized marketing campaigns.

Thus, in the globalized B2B IT environment, the strategy for entering regional
markets is being shaped by the influence of unified digital practices and at the same time
the growing need for local adaptation, which forces companies to balance between
standardization of business processes and sensitivity to regional peculiarities of customer
behavior, regulatory environment and cultural norms. Digital touchpoints often serve as the
primary channel of interaction between the IT solution provider and the corporate customer,
and their relevance and clarity critically affect the perception of the company. Therefore, a
key element of such a strategy is the preparation of localized digital marketing, which
involves the adaptation of content, UX/UI and accompanying technical and commercial
documentation in accordance with the linguistic, cognitive and professional expectations of
target markets. No less important is the localization of contacts and communication
channels, which involves taking into account language differences, cultural models
of business communication and decision-making characteristics, implemented through
local representatives, regional offices or adapted digital support channels that increase
the level of trust and perception of the company as a reliable partner. Taking into account
the changing behavior of B2B buyers, who increasingly combine independent digital
information search with the expectation of expert support, necessitates the use of a hybrid
approach to sales. Such approach integrates digital self-service (online platforms, demo
environments and automated consultations) with the involvement of contacts at critical
stages of the negotiation process, allowing at the same time to scale sales and maintain a
high level of personalization in complex, high-value or strategically important deals.

Conclusions. The conducted study allowed for the identification of several key findings.
Considering B2B targeting as a systematic process of identifying, segmenting, and prioritizing
organizational clients, followed by the selection of marketing and sales actions aimed at specific
accounts or account groups, in B2B IT contexts product policy and targeting are closely
interdependent: the product defines target segments, as well as the channel and format of
engagement, while the results of targeting campaigns and clients’ behavioral signals inform
subsequent product decisions. For effectiveness, firms require integration of product and
marketing processes, product analytics and technology, as well as seamless communication
between product managers, marketers, and sales teams.

The application of behavioral data for segment identification enables companies to more
accurately forecast client needs and optimize their engagement processes. B2B consumer
segmentation represents a crucial step in developing effective marketing strategies in global
markets, as behavioral segmentation involves grouping consumers based on their interaction with
a product or service, including purchase frequency, order volume, communication channels,
engagement levels, and response to marketing initiatives. The advantages of behavioral
segmentation include increased precision of targeted marketing, personalization of commercial
offers, and optimized allocation of company resources. Furthermore, behavioral data analysis
allows firms to anticipate potential shifts in demand and adapt sales strategies promptly, which is
particularly relevant under conditions of global competition and rapid technological change. In the
context of the global B2B market, behavioral data acquire particular significance due to the diversity
of cultural, economic, and regulatory conditions influencing purchasing behavior.

Future research will focus on developing a decision-making model for B2B buyers of
digital products in the global market.
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