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BIBHECY B YMOBAX HECTABI/IbHOI EKOHOMIYHOI
TA NOJIITUYHOI CUTYALIIT

VHIWOHOX3

Summary. Introduction. In an unstable economic and political environment, companies face difficult challenges that test
their strength and flexibility. However, companies can survive in these conditions and also succeed if they have the right strat-
egy. In this regard, this research topic is a relevant one.

In today’s world, the automotive industry is facing unprecedented challenges. Geopolitical shifts, economic fluctuations and
technological revolutions are shaping the new landscape for market players.

Effective functioning of the automotive business today requires not just strategic planning, but the creation of flexible busi-
ness models that can quickly transform in response to external changes. Companies need to develop multi-variant development
scenarios that take into account various economic forecasts and political risks.

Thus, a successful strategy for the development of the car business in turbulent times is based on the principles of adaptabil-
ity, predictive analysis and technological modernisation. Companies that are able to quickly restructure their operating models
and find new market niches gain a significant competitive advantage in the long term.

Purpose. To propose strategies for the development of the car business in an unstable economic and political environment.

Materials and methods. Development strategies in the automotive industry were studied and analysed by reviewing scientific
publications. In addition, methodological guidelines for optimising management structures in the automotive industry were analysed.

Results. The directions of strategic development of companies, including those engaged in car reconditioning and resale in
several literary sources are studied. Conclusions are drawn about the ambiguous influence of external political and economic
influences on the car business. It is learnt that without the development and implementation of effective strategies, companies
cannot maintain and develop their activities.

Discussion. Automotive resale companies can significantly improve their performance by implementing relevant strategic
initiatives, the analysis of which should be prioritised in subsequent research papers.
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AHoTauif. Bctyn. B HecTabiibHOMY €KOHOMIYHOMY Ta MOAITUYHOMY CepegoBuLLi KOMIMAHIi CTUKAIOTbCA 3i CKAAGHUMMU BU-
KIMKamu, SiKi NepeBipsoTh Ix CTIVKICTb Ta 2HYYKICTb. OgHAK KOMNAHIT MOXYTb BYXXUTU B TAKMX YMOBAX, 0 TAKOX gOCSA_TH YCriXy,
AKLLO BOHW MAIOTb MPABUIbHY CTPATERi0. Y LibOMY KOHTEKCTI Lis TeMd goCaigXKeHHS € AKTYA/IbHOIO.

Y cy4acHomy cBiTi aBTOMOGINbHA MPOMUCIOBICTb CTUKAETLCS 3 be3npeLiegeHTHUMM BUKAMKAMU. [e0NOAITUYHI 3MIHU, eKOHO-
Mi4Hi KOMBAHHS T TEXHO/I02i4Hi peBo/oLii popMyIoTb HOBUI AAHGLIAPT Gs YHACHUKIB PUHKY.

E¢ekTnBHe PyHKLiOHYBAHHS aBTOMOBINbHO20 Bi3HeCy Cb020gHI BUMA2AE He nLle CTPaTe2iyHO=0 MAAHYBAHHS, ane i CTBO-
PeHHS 2Hy4KuX bi3HEC-Mogenei, SKi MOXYTb LBMGKO TPAHCPOPMYBATUCS Y BIGMOBIgb HA 30BHILLHI 3MiHW. KOMMIAHisiM HeobXigHO
po3pobnsTi 6a2aToBApiaHTHI cLeHapii po3BUTKY, SKi BpAXOBYIOTb PI3HOMAHITHI eKOHOMIYHI MPO2HO3M TA MOMTUYHI PU3NKMN.

TakuMM 4MHOM, YCriluHa CTpatezisi pO3BUTKY aBTOMODIIbHOR0 bi3Hecy B TypOy/eHTHI yack 6a3yeTbCs Ha NPUHLMNAX agar-
TMBHOCTI, MPO2HO3HO20 AHAI3Y TA TEXHOI02I4YHOI MOgepHi3avlii. Komnanii, siki 3gaTHi Wwangko nepebygoByBaty cBOi onepawiiHi
MOgesii Ta 3HaXOgMTH HOBi PUHKOBI Ce2MEeHTH, OTPUMYIOTb 3HA4YHY KOHKYPEHTHY fnepesazy B gOB2OCTPOKOBIV MepCrekTUBI.
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MerTa. 3anponoHyBatu cTpatezii po3BuTKy aBToMobibHO20 bi3Hecy B HecTabilbHOMy eKOHOMIYHOMY Ta MOAITUHHOMY Ce-

peqoBuLLj.

Marepiann Ta metogu. CTpatezii po3BuTKy B aBTOMODIbHIN MPOMMUCAOBOCTI Oy BUBYEHI Ta MPOAHANI30BAHI LLASXOM 02-
2199y HaykoBux nyonikauii. Kpim 1020, 6yan npoaHanizoBaHi MeTogoao2idHi pekoMeHgauii Logo onTumi3auii ynpasaiHCbkmux

CTPYKTYp B aBTOMOOINbHIN 2any3i.

Pe3ynibTatn. BuB4eHo HaNpsAMKM CTpATe2i4HO20 PO3BUTKY KOMMAHIN, 30KpemMa T, LWO 3aiMAaioTbCa OHOB/IEHHAM i nepe-
npogaxxem asToMODINIB, y HU3Li NiTepaTypHnX goxkepe. 3pob1eHo BUCHOBKM MPO HEOGHO3HAYHMI BB 30BHILLHIX MOMTUYHMX
Ta eKOHOMIYHMX PaKTopiB Ha aBToMObINbHUIT Bi3Hec. 3'9COBAHO, 1o 6e3 po3pobku Ta BPOBAGXKeHHS ePeKTUBHUX CTpaTezit
KOMIIQAHIi He MOXYTb MiGTPUMYBATY TA PO3BUBATU CBOIO Gis/IbHICTb.

0620B0peHHs. KoMMaHii, Lo 3a/imaroTbes nepernpogaxem asToMobiniB, MOXYTb 3HAYHO MOKPALLMTH CBOI MOKA3HMKM, BIPO-
BAQXKYIOYM AKTYA/bHI CTPATE2IYHI iHILIaTUBYM, HANI3 KX Ma€e BYTY MPIOpUTETOM Y HACTYNHUX gOCAIGHULIbKMX poboTax.

KntouoBi cnosa: asToMobinbHuii bisHec, HecTabiNbHICTb, eKOHOMIYHe CepegoBulLe, MONITUYHe CepegoBuLLe, CTpaTeais

PO3BUTKY.

roblem statement. In today’s world, the automo-
tive industry is facing unprecedented challenges.
Geopolitical crises, sanctions restrictions and sharp
currency fluctuations create a turbulent environment for
the functioning of the automotive business at all levels.

Economic instability has a multifactorial impact
on market participants. Dealerships are forced to
adapt their business models to new realities, when
traditional supply chains are being destroyed and
consumer demand demonstrates unpredictable dy-
namics. The problem of planning becomes especially
acute in conditions when long-term forecasts lose rel-
evance literally within weeks.

In parallel, political factors are transforming the
regulatory environment. The introduction of new
technical regulations, changes in customs legislation
and the transformation of government programmes
to support the industry are happening at kaleido-
scopic speed. Market participants often have no time
to adapt to one change before new ones appear.

Logistic chains built by car manufacturers over
decades are collapsing under the pressure of exter-
nal circumstances. There is a need to find alternative
routes to deliver components and finished products,
which inevitably affects production costs and the fi-
nal price for the consumer.

The investment climate in the industry is also un-
dergoing serious changes. Uncertainty about the fu-
ture is forcing investors to reconsider long-term strat-
egies and focus on short-term projects with minimal
risks. This slows down the technological renewal of
the automotive industry and postpones the introduc-
tion of innovations [1, p. 102].

Nevertheless, crisis phenomena also open up new
opportunities. Companies that are able to quickly
adapt to changing conditions are gaining competitive
advantages. The development of local production fa-
cilities, diversification of suppliers and implementa-
tion of flexible business processes are becoming key
factors of survival in a turbulent environment. Only
a systematic approach to solving the accumulated
problems will allow the automotive industry not only
to withstand difficult economic and political condi-
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tions, but also to lay the foundation for sustainable
development in the future.

Analysis of recent research and publications.
In today’s world of business and organisational de-
velopment, it is difficult to overestimate the impor-
tance of effective leadership. Scientific management,
formed as a discipline in the early 20th century, has
undergone significant evolution, incorporating many
directions and approaches. Among them strategic
management occupies a special place — a fundamen-
tal direction in the theory of administration, which
accumulates intellectual achievements of researchers
from different countries and continents.

Numerous scientific schools around the world con-
tinuously contribute to expanding the boundaries of
understanding of strategic management, enriching
it with new concepts and methodologies. This is not
surprising given that this field combines elements
of economics, psychology, sociology and even philos-
ophy. The globalisation of business processes and
the increasing complexity of market relations only
strengthen the need for further development of this
critical component of management science.

Thus, strategic management is not just one of the
sections of management, but its cornerstone, which is
based on an extensive body of international research
and continues to actively evolve in response to the
challenges of modernity. The founders of strategic
management theories are W. King and D. Cleland
[5, p. 98], F. Kotler [6, p. 65], M. Porter [10, p. 301],
D. Strickland and A. Thompson [14, p. 146] and oth-
ers. The strategies of enterprises from the position
of analysing the impact of the external environment,
time factor and uncertainty were studied by P. Doyle
and F. Stern [4, p. 34], R. Oldcorn [9, p. 78].

Development of theoretical and methodological
foundations of strategic management under uncer-
tainty. Researchers in the field of economics and man-
agement increasingly pay attention to the growing
influence of exogenous factors on the functioning of
organisations of various scales. This trend requires
a rethinking of traditional concepts of corporate gov-
ernance. Analysts of economic systems study in detail
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how the turbulence of the external environment forces
companies to adapt their management paradigms. The
fundamental conceptual frameworks and directions of
strategic management that allow businesses to remain
stable in the face of unexpected market fluctuations
are becoming particularly important. Modern research
demonstrates that it is the flexibility of management
models that becomes a critical factor of survival in the
face of unpredictable economic realities. The scientific
community conducts systematic analyses of the distinc-
tive characteristics and specifics of various approach-
es to strategic planning in the context of a constantly
changing business environment. This makes it possi-
ble to identify the most effective tools for enterprises
to adapt to the new challenges of the global economy.
Integration of innovative management methodologies
becomes not just a competitive advantage, but a neces-
sary condition for long-term success in the era of per-
manent changes and technological breakthroughs [3,
p- 121]. The works devoted to the issues of strategic
management in the period of serious macroeconomic
shocks, such as pandemic and sanctions of Western
countries are of particular relevance [12, p. 188].

Improvement of methods and tools of strategic ma-
nagement in conditions of uncertainty. Management
professionals carry out a comprehensive analysis of
existing management mechanisms, building them into
logically structured systems. Experts in management
sciences develop detailed taxonomies of tools used in
the management of organisational processes. They
do not limit themselves to theoretical constructs, but
demonstrate the real-world application of these tech-
niques in a variety of business contexts. The applied
aspect is central to their research, allowing them to
transform abstract concepts into concrete algorithms
of action. Based on an extensive empirical base, multi-
factor models are developed to assess the effectiveness
of applied management techniques. Modern analysts
offer innovative methodologies to quantitatively mea-
sure the impact of implementing certain management
approaches. These calculations allow organisations to
make informed decisions about the choice of optimal
management strategies. Ultimately, the systematisa-
tion and evaluation of the effectiveness of management
tools contributes to the formation of a scientifically
sound foundation for the development of management
theory and practice in the dynamically changing eco-
nomic environment [7, p. 158].

Consideration of strategic planning at the enter-
prise as the most important function of management
under conditions of uncertainty. Here the forms,
methods and tools of planning are actualised and
improved in order to reduce the risks of uncertainty,
to expand the production potential of the enterprise
even in an unstable environment [15, p. 54].

The purpose of the article is proposing a strat-
egy for the development of the car business in an un-
stable economic and political environment.

Materials and methods. Development strategies
in the automotive industry were studied and anal-
ysed by reviewing scientific publications. In addition,
methodological guidelines for optimising management
structures in the automotive industry were analysed.

Presentation of the main material. An unsta-
ble geopolitical environment, currency volatility and
ever-changing trade barriers are creating a new busi-
ness reality for companies in the automotive sector.
In such an environment, traditional strategic plan-
ning methods often prove ineffective. This issue is
particularly acute for companies operating in the car
restoration and resale niche, where margins are di-
rectly dependent on macroeconomic indicators.

Global experience shows that organisations that
have implemented adaptive management systems
demonstrate significantly greater resilience during
periods of market instability. That is why the devel-
opment of specialised management strategies for car
restoration and sales business becomes not just a de-
sirable option, but a necessary condition for survival
in the conditions of unpredictable economic dynamics
and political transformations [13, p. 121].

Thus, the timely formation of crisis-resistant man-
agement models will allow companies in this segment
not only to overcome recessionary periods, but also to
use market instability as an opportunity to strength-
en their competitive position and strategic growth.

Companies engaged in car reconditioning and resale
may face a number of challenges during periods of un-
stable political and economic environment (Figure 1).

Thus, companies specialising in automotive distri-
bution today face numerous structural barriers that
radically transform traditional business models.

Currency volatility is becoming a critical uncer-
tainty factor for car dealers, as it significantly affects
the pricing of imported vehicles and components. In
case of sharp devaluations of the national currency,
dealerships are forced to promptly adjust their pric-
ing policy, which often leads to a decline in customer
interest and reduced margins.

An equally significant challenge is the transforma-
tion of logistics chains in the context of geopolitical
tensions. The introduction of sanctions restrictions,
revision of trade agreements and new customs bar-
riers dramatically change established supply routes,
forcing dealers to look for alternative import channels
and increasing transaction costs.

Economic crises provoke a significant drop in the
purchasing power of the population, which is particu-
larly painful for the market of expensive goods, such
as cars. Vehicle resellers are forced to adapt their
strategies by expanding value-added services and de-
veloping after-sales services to compensate for declin-
ing core sales.

The digitalisation of the customer experience is
creating additional competitive pressure on tradi-
tional car dealers. The development of online direct
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Fig. 1. Problems of car business in periods of unstable political and economic environment
Source: developed by the author

sales platforms from manufacturers, the emergence
of used car marketplaces and long-term rental ser-
vices are eroding the classic dealer model, requiring
a fundamental rethinking of approaches to customer
interaction.

In conditions of permanent uncertainty, adapt-
ability and diversification become the key factor of
car dealership business survival. The most stable
market players are actively developing the areas of
trade-in, certified used cars, long-term leasing and
subscriptions, creating integrated mobility ecosys-
tems instead of simple resale of vehicles [11, p.557].

Figure 2 shows the directions of the car business
development in the unstable economic and political
environment.

The instability of the global geopolitical system
creates the need to find new ways of development for
companies involved in automotive refurbishment and
resale:

1. Digital revolution as the foundation of trans-
formation. The introduction of digital technologies
is becoming not just a trend, but a prerequisite for
the survival of companies in the automotive sector.
The creation of digital ecosystems connecting man-
ufacturers, dealers and consumers is shaping a new
reality of interaction in the market. The integration
of artificial intelligence into the processes of vehicle
refurbishment, customer service and inventory man-
agement makes it possible to achieve a fundamental-
ly new level of efficiency.

> Ensuring sustainable development of the automotive business

> The desire of business to innovate

> Adoption of digital technologies

> Transition to robotics

> Improvement of the management system

Fig. 2. Directions of car business development in an unstable economic and political environment
Source: developed by the author
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2. Innovation activity as a competitive advantage.
The pursuit of innovation in an environment of eco-
nomic turbulence is becoming a key differentiator in
the automotive business. Companies investing in re-
search and development even in times of crisis form
the groundwork for future technological leadership
in the field of automotive refurbishment. Innovations
aimed at reducing repair and logistics costs and in-
creasing the customer value proposition are of partic-
ular importance.

3. Automation and robotisation of repair opera-
tions. The transition to robotics is accelerated by the
need to optimise costs and increase the flexibility of re-
pair work in the process of restoring vehicles and pre-
paring them for sale. Robotisation affects not only the
remanufacturing process itself, but also logistics oper-
ations, maintenance and even customer interaction. In
an unstable environment, this reduces dependence on
labour market fluctuations and ensures stable quality.

4. Transformation of management paradigms. Im-
proving the management system of the auto business
involves the introduction of flexible methodologies and
adaptive organisational structures. Classical hierar-
chical models are giving way to network models capa-
ble of reacting quickly to changes in the external envi-
ronment. Development of distributed leadership and
formation of cross-functional teams become the key to
successful adaptation to changing market conditions.

5. Ensuring sustainable development in the long
term. Achieving sustainable development of the au-
tomotive business in the current environment re-
quires a balanced approach to economic, social and
environmental aspects of operations. Companies that
integrate the principles of sustainable development
into their strategy demonstrate greater resilience to
external factors and better results in the long term.
Being responsible to the environment and society be-
comes not only an ethical imperative, but also an eco-
nomically sound decision.

Ultimately, the success of the transformation of
the automotive business in conditions of instability
will be determined by the ability of companies to pro-
active adaptation and systematic implementation of
innovations in all aspects of activity [8, p.172].

Based on the above-mentioned directions of devel-
opment of the automotive business, it is possible to
define specific strategies of enterprise development
(Figure 3).

Flexibility is the key to success in times of econom-
ic uncertainty. Companies in the automotive business
must be able to adapt quickly to changing market con-
ditions, as this allows them to better survive and capi-
talise on new opportunities that may arise. This means
that the auto business must be flexible, adaptive and
ready to make any necessary changes at any time.

It is necessary to carefully analyse what the or-
ganisation has at the moment, critically evaluate and
then review everything from the beginning; identify-
ing weaknesses as well as areas where the company
excels. Are there any products/services that are no
longer generating sufficient profit? What parts of the
business are still performing well despite the current
economic and political challenges? Answers to such
questions from an assessment will help companies
think strategically during such volatile periods.

In volatile economic and political periods, it is more
important than ever for car businesses to focus on
what generates day-to-day revenue — or, rather, what
makes people choose this particular organisation over
competitors. Core competencies (areas in which the
company excels) should form part of the strategy.

This way, even though the operating environment
may become unfavourable due to lack of demand or
strong competition etc. due to certain economic and po-
litical circumstances, it will still benefit customers be-
cause the strengths have been considered during the
design phase. This helps in gaining a comparative ad-
vantage over competitors in the same industry/niche.

« Utilising a flexible management approach
» Assessment of the existing business model

~

* Strengthening the development of key competences

* Create multiple revenue streams to protect against market downturns
* Building stronger customer relationships

* Using digital transformation as a lever for success in times of crisis

* Introduction of strategic cost management programmes h

* Increased focus on automotive market trends to respond to any changes in
a timely manner

* Readiness for growth )

a
V

Fig. 3. Strategies of car business development in the unstable economic and political environment

Source: developed by the author
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Dependence on a single source of income can lead
to the collapse of a business in difficult economic
times. Therefore, it would be prudent to diversify the
sources of income to stabilise the operation of the auto
business and reduce the impact of changes that occur
in the markets. This can be achieved by offering dif-
ferent products/services or even venturing into new
territories where doing business is possible given the
resources available to the company. This approach
can lead to growth as well as reduce dependence on
a single source of income.

In unstable times where people are facing their
own challenges, it is essential that companies work
closely with customers to provide excellent service,
listening carefully to their needs and responding ap-
propriately depending on what they want. This will
make them feel that they are cared for and they will
remain loyal despite any economic and political tur-
moil they may face. Therefore, customers need to be
communicated with more often than usual to know
how best to serve customers during this period char-
acterised by increased uncertainty about prospects in
various industries including technology [16, p.52].

In today’s world, everything has become digital,
including the car business, which a few years ago was
considered traditional, is no exception. The advent of
the internet has revolutionised many areas, includ-
ing running a car business and the financial industry,
where online banking has become the norm and so on.

With the economic downturn, controlling costs has
become even more important for the survival of an
auto business. It has always been believed that rev-
enues can easily dry up due to decreasing demand
levels among other things. Thus, management must
act without delay rather than simply waiting for the
situation to improve over time.

As a result, every cost item should be carefully
analysed and minimised wherever possible without
compromising on quality. This helps to ensure profit-
ability even when sales volume drops drastically.

Companies in the car business should never relax,
especially during periods characterised by high levels
of uncertainty. Therefore, it is essential to keep abreast
of what is happening in the car resale industry, includ-
ing consumer behaviour and general economic indica-
tors. This will help them to quickly make the right de-
cisions when necessary and always stay ahead of the
competition, regardless of the changes that occur in
the external business environment over time.

You need to think beyond the present, you need to
keep an eye on the future. The economy and politics
will not always be unstable and those car companies
that plan their growth in the long term will be in
a better position when things stabilise.

You should also focus on developing new ideas,
strategically planning goals, and preparing for what’s
next in the company’s growth. This approach will al-
low you to take advantage of new opportunities as
they arise.

Conclusions and prospects for further re-
search. Adapting business strategy in times of eco-
nomic and political uncertainty is not just about
survival, but about preparing for long-term success.
Flexibility, focus on core competences, diversification
of revenue streams and digital transformation are
some of the ways in which the automotive business
can successfully navigate this challenging period and
emerge stronger than ever. It is always important to
remember that economic and political uncertainty
tests the mettle, but with a good plan in place, any
organisation can thrive.

The volatile economic environment creates both
risks and opportunities for businesses in the auto-
motive sector. Forecasting long-term trends becomes
a critical tool for survival during periods of market
turbulence [2, p.75].

In further scientific research it is proposed to give
special importance to analyse the uncertainty factors
affecting the future development of automotive busi-
nesses.
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