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JIbBiBCHKMI HaLliOHANBHUE yHIBepcuTeT iMeHi [Bana @panka

I'oGesa BOJIO)II/IMl/Ip Bojoaumuposuy
JIbBIBCHKHIA A€pKAaBHUH YHIBEPCUTET BHYTPILIHIX CIIPaB

Tepemko Onexcanapa MuxaistiBHa
JIbBiBCHKHMI HaIlIOHATBHIM YHIBepCUTET iMeHi IBana dpanka

SYNERGISM OF QUALITY MANAGEMENT
AND MARKETING IN ENSURING STARTUP
COMPETITIVENESS

CHUHEPI'I3M YIIPABJIIHHA AKICTIO
TA MAPKETHUHI'Y B IIPOLHECI BABE3IIEYEHHSA
KOHKYPEHTOCHHPOMOXHOCTI CTAPTAITY

Summary. The article explores the synergy between marketing and quality management as a driver of startup
competitiveness under conditions of high market turbulence, rapid technological change, and resource constraints.
It demonstrates that the traditional separation of these functions leads to fragmented business processes, slower
responsiveness, and reduced investment efficiency. The study aims to develop a conceptual and methodological
model of marketing—quality management synergy in startups, grounded in integrated KPIs and visualization tools.
The findings show that the integrative model significantly outperforms the traditional approach across key criteria.
The proposed KPI system and Synergy Index provide a quantitative measure of marketing—quality integration,
while the heatmap visualisation enables the rapid identification of areas of maximum and minimum synergy, thereby
enhancing the model’s practical value.

Keywords: quality management, synergy, marketing, startup, competitiveness, integration model, synergy KPI
Index.

AnoTtauis. Kirrodosa ifest JociipKeHHS ToJIsrae B o0IpyHTYBaHHI IHTETpaIlifHOT paMKH B3a€MOJIIT MApKETHHTY
Ta YIPaBJIiHHSA SIKICTIO y cTapTanax i po3poOneHHI CHCTEeMH MOKa3HHUKIB e(peKTUBHOCTI Ta iHAekcy cuHeprii (IS),
SIKMH TI0€THY€ MapKeTHHIOBi Ta sikicHi KPI B equHiil iHTerpariiiniil cucteMi oliHIOBaHHS €(peKTUBHOCTI. Y CTaTTi
JOCIIPKEHO CHHEPTil0 MapKeTUHTY Ta YHPaBIiHHA SKICTIO K YHHHUK (OpPMYBaHHS KOHKYPEHTOCHPOMOXKHOCTI
CTapTaliB B yMOBaX BHCOKOi pUHKOBOI TypOyneHTHOcTi. JloBeneHo, 110 po3MeKyBaHHS MX (PYHKIIH cpuduHse
Q)parMeHTauiIo Oi3Hec- npoueciB BTPaTy MIBUAKOCTI pearyBaHHs Ta 3HMKCHHS eQ)eKTI/IBHOCTi BHKOPHCTAHHS! iH-
BecTULiN. O] HayKOBOI JliTepaTypy 3aCBif4YMB HEIOCTATHIO yBary J0 IHTErPALiiiHNX MiIXOIB y MapKECTHHIY
Ta yHpaBIIiHHI SKICTIO CTAPTAIliB, a TAKOX BIACYTHICTh KUIbKICHAX IHCTPYMEHTIB JUISL OLIHKH iX cnHeprii. Meroro
JOCITKEHHSI € PO3pPOOJICHHS KOHIIETITyalIbHO-METOI0I0T9HOT MOZIEIIi CHHEPTil MapKETHHTY Ta YIPaBIiHHS SKICTIO
CTapTariB, IO IPYHTYEThcsl HA iHTerpoBannx KPI. ns ii peamizamii BUKOpUCTaHO KOMOIHOBAaHWM MiIXil, KUK
MOETHYE aHATITUYHUIN 0D, TOPIBHUIBHUM aHai3 TpaJuLiiHOI Ta IHTerpaliifHoT Mojese, po3poOIeHHs CUCTe-
mu KPI Ta moOyoBy TerioBoi Maru Jyist OLIHKH iHTerpallii Oi3Hec-mpoieciB. Pe3ynpraru 1oCiKeHHS CBI4aTh,
IO iHTerpamiiiHa MOIETh Ma€ CyTTEBI IMepeBard 3a KIIOYOBUMH KPHUTEPISIMH — IIBUIKICTIO 3BOPOTHOTO 3B’SI3KY,
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e(hEeKTUBHICTIO BUKOPHUCTAHHSI PECYPCiB, THYUYKICTIO, MacIITa0OBaHICTIO Ta CTIMKICTIO KOHKYPEHTHOI IepeBard —
MOPIBHSHO 3 TPAJUIIIHHUM ITiaxo70M. 3ampornoHoBaHa cuctema KPI Ta iHnekc cuHeprii 1arTh 3MOTY KUTBKICHO
BHMIPIOBATH IHTETPallilo MAPKETHHIY Ta yNPABIiHHs AKICTIO, @ TEIIOBA KapTa J03BOIIE ONEPATHBHO ineHTHI-
KyBaTu 30HU MakKCHMMaJbHOI Ta MlHlMaHbHOl CI/IHCpFII HII[BI/ILHyIO‘lI/I HpI/IKJ'laILHy HIHHICTI) MOZ{eJ’[l HepCHeKTI/IBI/I
TOZIQ/IBIIHX JOCIIJUKCHB Nepei0adatoTh eMIIpUIHy nepempKy iH7IeKCy anepru Ha peabHIX Bn61p1<ax CTapTaris,
IHTErpalifo JOAATKOBHX MapaMeTpiB — (pIHAHCOBOI CTIMKOCTI, IHHOBAIIITHOT aKTUBHOCTI, YIIPABIIHCHKOI CIIPOMOXK-

HOCTI —
rparii y peaabHOMY Yaci.

y cuctemy KPI, a Takok po3poOiieHHS IPOrpaMHOTO IHCTPYMEHTAPII0 JUIS MOHiTopHHry MTOKa3HUKIB 1HTE-

Ku11040Bi cj10Ba: ynpaBiHHS SKICTIO, CHHEPTisl, MAPKETHHT, CTAapTall, KOHKYpPEHTOCIPOMOXHICT, IHTETpalliiiHa

MoJIenb, iHaeKe cuHeprii KPIL.

Problem statement. Modern startups operate in
environments characterized by high turbulence, rapid
technological change, and limited resources. Under
such conditions, the traditional separation of marketing
and quality management results in fragmented
business processes, slower responsiveness, and
reduced efficiency in the use of investment capital.
By contrast, integrating these functions creates a
synergistic effect that supports more sustainable
growth, accelerates product improvement, and
strengthens customer loyalty.

The relevance of this problem stems from the fact
that most scholarly research on marketing and quality
management in startups is conducted separately,
without considering the interactions between these two
domains. In practice—particularly under conditions
of time and financial constraints—startups require
unified models that allow them to manage product
development and market promotion simultaneously,
using integrated performance indicators.

The core problem lies in the absence of a
scientifically substantiated integrative framework and
quantitative tools that could measure the effectiveness
of marketing—quality synergy at different stages
of a startup’s development. This gap creates a
misalignment between theoretical advances and real-
world managerial practices.

Solving this problem is crucial for both science
and practice. The scientific task is to develop a
conceptual and methodological model of marketing—
quality synergy based on integrated KPIs and
visualization tools. The practical task is to provide
startups, investors, and business incubators with
instruments to assess the integration of their business
processes, optimize resource allocation, and forecast
competitiveness.

Analysis of recent research and publications.
In current conditions, researchers are increasingly
focusing on ensuring the competitiveness of startups,
especially through the integration of marketing and
quality management. Such studies are primarily
due to the growing role of digital marketing, the
digitalization of business processes, and the need for
innovative management tools [2; 3]. It is worth noting
that Ukrainian and international scholars have also
paid attention to improving marketing activity and
introducing innovative marketing tools for startup
development in the digital age [5; 6; 7].
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In the context of strategic and security-oriented
management of enterprises, Franchuk V., Pryhunov P.,
Melnyk S. and others emphasized the theoretical and
methodological principles of the security environment
and crisis management [1; 12; 14]. These studies
create a methodological background for integrating
marketing and quality management under conditions
of high risk and limited resources typical of startups.

Theoretical and applied principles of modern
marketing concepts and marketing management
have been actively analyzed by domestic
researchers, including Voychak A.V., Holiash I,
and Zhuk O.I.,, who examined the effectiveness of
marketing activities and tools [4; 8; 9]. Competitive
advantages as the basis of a successful organizational
development strategy were highlighted in the works
of Kyrych N.B., Shveda N.M., and Yuryk N.Ye. [10].
Furthermore, Lukyan O.M., Piskun D.N., and
Shpak N.O. studied the economic essence of
marketing activities and approaches to evaluating
the effectiveness of marketing tools at enterprises
[11; 135 15].

Overall, the conducted literature analysis
demonstrates a growing scientific interest in the
synergy of marketing and quality management
as a means of forming sustainable competitive
advantages for startups. At the same time, there is a
lack of research that comprehensively combines the
concept of integrated marketing—quality management
with quantitative performance indicators, which
determines the relevance of the present study.

Highlighting previously unresolved problems.
An analysis of academic publications and practical
cases shows that marketing and quality management
in startups are typically studied in isolation. Most
research focuses either on product promotion and
customer acquisition or on quality assurance and
process standardization, leaving their synergistic
interaction largely unexplored. This fragmentation
has prevented the formation of a unified scientific
view on integrated startup management.

Another unresolved issue is the absence of
quantitative tools to assess the synergy between
marketing and quality management. Although
separate KPIs exist in both domains (e.g., CAC,
LTV, Retention, Defect Rate, SLA), no composite
index measures their joint effectiveness throughout a
startup’s growth stages.
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Likewise, the lack of an integrative framework
reflecting the startup life cycle — from MVP to scaling
and maturity — forces firms to rely on fragmented
approaches that reduce adaptability and investment
efficiency. The resulting gap between theoretical
developments and practical management underlines
the core scientific problem addressed in this study.

The purpose of this article is to develop
and substantiate an integrative framework for
the interaction between marketing and quality
management in startups, followed by the creation of
a performance measurement system and a Synergy
Index, as well as their visualization in the form of a
matrix map. This approach enables a comprehensive
assessment of competitiveness at various stages of
startup development.

To achieve this purpose, the article addresses the
following objectives:

— analytically substantiate the need for integrating
marketing and quality management in startups;

— systematize the stages of startup development
and identify shifts in the priorities between marketing
and quality at each stage;

— develop an integrative model of marketing—
quality interaction (an integrative framework);

— establish a KPI system and a Synergy Index
to quantitatively evaluate the effectiveness of this
interaction;

— construct a synergy heatmap and provide an
analytical interpretation of its results.

Thus, the article combines theoretical—
methodological and applied dimensions — from the
concept of integration to the practical visualization of
results — which underpins both its scientific novelty
and practical significance.

Summary of the main research material. In
today’s environment, startups operate under conditions
of high uncertainty and intense competition. The
traditional approach, in which marketing and quality
management are treated as separate functions, is
losing its effectiveness. Current realities necessitate a
synergistic approach that integrates two subsystems —
the communication (marketing) and the operational—
product (quality) — into a unified system for building
competitive advantages [4; 6, 7, 9, 13].

The uniqueness of this approach lies in the fact that
marketing is viewed not only as a product promotion
channel but also as a source of data for improving
quality, while quality becomes the foundation of the
communication message. The dynamic development
of a startup dictates a continuous shift in its priorities
(3,4, 10]:

» at the MVP stage — rapid market testing is
crucial;

e during the scaling phase — process
standardization and brand building become priorities;

+ at the maturity stage — customer retention and
product stability gain importance.

Implementing an integrated approach that flexibly
adjusts the balance between marketing and quality
management depending on the stage of development
makes it possible to:

* ensure alignment between communications and
product improvement;

» optimize resource allocation and enhance
investment efficiency;

* build sustainable competitive advantages
through the simultaneous growth of loyalty and
quality.

In traditional business practice, marketing and
quality management are treated as isolated functions
that interact only through formal reporting. This
“siloed” approach is typical of established enterprises
with well-developed business models, where time
and resources allow for a sequential cycle of “product
development — marketing — quality control.” For
startups, however, it proves far less effective due to
the need for rapid feedback, flexible management,
and integrated decision-making.

Key features of the traditional model [2, 4]:

 functional separation: Marketing and quality
management exist as independent units, with market
data being integrated only belatedly;

* sequential logic: A product is first created and
then promoted by marketing; quality is responsible
solely for the technical aspect;

* lack of shared KPIs: Marketing is evaluated by
CAC, LTV, and conversion, while quality is assessed
by Defect Rate, SLA, and certification;

* reactivity: Quality improvements occur post
factum, and marketing does not directly influence
quality processes.

The integrative model proposed in this article
combines the communication and operational—-
product subsystems into a single system for
building competitive advantages. Marketing tools
become a source of data for product improvement,
while quality serves as the foundation of the
communication message. This ensures alignment
between communications and product development,
optimizes resource allocation, and builds sustainable
competitive advantages (Table 1).

For a scientifically grounded comparison of these
approaches, criteria relevant to startups have been
established [3]:

+ speed of feedback from the market;

+ alignment between communications
product improvement;

+ efficiency of resource utilization;

* level of Retention/NPS;

+ flexibility and scalability;

* sustainability of competitive advantages.

The following table demonstrates the conceptual
differences between the models. Table 2 presents
a comparative description of the traditional and
integrated marketing—quality models in startups.
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Table 1 — Qualitative characteristics
of traditional and integration models of marketing—quality in startups

Criterion

Traditional Model

Integration model

Sequential:

functional logic Product — Marketing

Parallel: marketing + quality = synergy

Customer data

Only considered for marketing decisions

Also used to improve product quality

KPI

Separated (CAC vs Defect Rate)

Common synergy index KPI

Speed of feedback Low (long cycle)

High (quick testing and changes)

Competitive advantage Short-term, unstable

Long-term, sustainable

Source: developed by authors

Table 2 — Comparative characteristics
of the traditional and integration model of marketing—quality in startups

o Traditional Integration
Criterion Model model Comment

Speed of feedback from the market > 5 ¥n the .tradltlonal modgl, the cycle is long;
in the integrated one, instant updates

Efficiency of resource use 3 5 Avoids dupllgatlon of functions; joint
budget planning

Retention Rate/NPS 2 4 In the integrated model, the product adapts
to needs faster

Flexibility and scalability > 5 lI)nte.gratlon allows for faster scaling of

usiness processes
Sustainability of competitive 2 5 Integration creates long-term advantage, not
advantage just short-term hype
11 24

Source: developed by authors

Interpretation of scores: 1 — very low level; 2 —
low; 3 — medium; 4 — high; 5 — very high.

To quantitatively assess the effectiveness of
the integration model, a KPI system was formed,
covering three blocks:

* product quality: Defect Rate / SLA Compliance.

» marketing effectiveness: CAC, LTV.

 customer loyalty: Retention Rate, NPS, Churn
Rate.

This combination allows you to see not only the
state of individual functions, but also the effect of
their integration. Derived indicators are offered to
measure integration:

RR x (1 — Defect Rate) — the impact of reducing
defects on customer retention;

NPS / Churn Rate — loyalty-to-churn ratio;

LTV / CAC — how much quality the customer
retains, increasing their value.

To reflect the integrated effect, a “synergy index”
can be created (IS):

(RR + NPSnorm)x(LTV / CAC)
DeFectRate + ChernRate

where:

RR - the proportion of users who remain after a
certain period;

NPS, ., —normalized value NPS;

LTV/CAC — efficiency ratio;
DefectRate + ChurnRate — total losses.
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IS > 1 — high synergy;

IS = 1 — neutral;

IS <1 — imbalance.

The next step is to transform the analytical model
into a visual form. This makes it possible to identify
patterns, compare results across the stages of startup
development, and make the model understandable for
practical application.

To visualize the level of synergy, a heatmap with
color gradation is proposed: red indicates low synergy,
while green represents high synergy. This enables
the rapid identification of areas with maximum and
minimum synergy (Table 3).

Table 3 — Visual representation
of the synergy index (IS) as a heatmap

Low marketing

High marketing

Initial boom, but
weak sustaining
effect (IS=0,7)

Low quality

Strong product,
weak reach (IS = 1)

Source: developed by authors

High quality

Legend:

—red-IS<1

— orange — IS 0.7-1.0
— yellow —IS= 1.0-1.5
— green—IS > 1.5.
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Using a heatmap will make it possible to quickly
identify areas of maximum and minimum synergy,
thereby enhancing the practical value of the proposed
model.

Conclusions. The conducted study has demonstrated
that the traditional separation of marketing and quality
management functions in startups under conditions
of high uncertainty is ineffective. The proposed
integrative model, which combines communication
and operational-product subsystems, ensures:

 faster and higher-quality feedback from the
market;

 alignment between
product improvement;

» optimization of resource utilization and the
formation of long-term competitive advantages.

The qualitative and quantitative comparative
analysis confirmed the superiority of the integrative

communications and

modelacrosskey criteria—feedback speed, Retention/
NPS, flexibility and scalability, and the sustainability
of competitive advantage. The proposed KPI
system, grouped into three blocks (product quality,
marketing effectiveness, and customer loyalty),
together with the Synergy Index (SI), enables the
quantitative measurement of marketing—quality
integration. The heatmap visualization clearly
highlights areas where synergy is either maximized
or insufficient, thereby enhancing the applied value
of the model.

Thus, the results of the study confirm both the
scientific and practical relevance of an integrated
approach to startup management. Future research
will enable the transformation of the marketing—
quality synergy model into an applied toolkit for
strengthening the competitiveness of innovative
companies.
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