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STAGES OF FORMING AND IMPLEMENTING A GROWTH
HACKING DIGITAL MARKETING STRATEGY IN STARTUPS

Abstract. This article provides a theoretical synthesis of approaches to forming and implementing
a growth hacking digital marketing strategy in startups within the context of the digital transforma-
tion of the economy. It is shown that growth hacking represents a contemporary growth management
concept that combines digital marketing tools, data analytics, and an experimental approach to man-
agement decision-making. The conceptual specificity of this approach lies in its orientation toward
rapid testing of management decisions and scaling of effective practices based on the data obtained. It
is determined that the application of this strategy enables fast and scalable startup growth under con-
ditions of limited resources through the optimization of acquisition channels, increased user engage-
ment, and effective product monetization. A structural model for implementing the growth hacking
strategy is substantiated, encompassing the following interrelated stages: goal setting, team forma-
tion, process organization, and the use of tooling. The characteristics of applying the AARRR funnel
as the foundational tool for managing user interactions are examined, enabling the systematization
of acquisition, activation, retention, referral, and revenue processes. Particular attention is given to
the interrelationships between the elements of this model, which ensures the coherence of manage-
ment decisions in the process of achieving growth. It is established that the effectiveness of strategy
implementation depends significantly on the integration of analytical, technological, and behavioral
components into a unified management system. The role of the growth hacking team is analyzed —
specifically the functions of the growth master — as well as the importance of interdisciplinary col-
laboration in ensuring the effectiveness of marketing decisions. It is found that the iterative nature
of processes and the use of a data-driven approach create the prerequisites for continuous product
improvement and strategy adaptation to changes in the market environment. The results obtained
allow for the substantiation of the conceptual foundations of growth hacking strategy formation as a
tool for ensuring the competitiveness and sustainable development of startups in the digital economy.
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data-driven approach.
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ETAIIA ®OPMYBAHHS TA BIIPOBAJ’)KEHHS CTPATETII
HUPPOBOI'O MAPKETUHI'Y GROWTH HACKING
Y CTAPTAITIAX

Anomauia. Y cmammi 30ilicHeHO meopemuune y3a2aibHeHHs nioxXo0ie 00 hopmy8anHs ma enpo-
8aodcenns cmpamezii yugposozo mapkemuney growth hacking y cmapmanax 6 ymosax yugposoi
mpancgopmayii exonomiku. Ilokazano, wo growth hacking eucmynae cyuachorn KoHyenyicio ynpas-
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JIHHA 3DOCMAHHAM, KA NOEOHYE IHCMPYMEHMU YUPPOBO2O MAPKEMUH2Y, AHAIMUKY OGHUX Mda eKC-
nepuMeHmanbHull nioXio 00 NPUIHAMMA YNpasiiHCbKux piuters. Konyenmyanvua cneyughixa 0anozo
nioxo0y nonseac y uoeo opicHmayii Ha wWeuoKke mecmy8anHs YNpasiiHCbKUX piluensb i macuimaoy-
BaHHA eheKMUBHUX NPAKMUK HA OCHOGI ompumanux oaumux. Busnaueno, wo 3acmocysanms oanoi
cmpamezii 0038015€ 3a0e3neuumu weuoke ma macumabosane 3pOCMAHHA CMAPMAanie 3a ymos
obMedceHUX pecypcie WIAXOM ONMUMI3ayii KaHanie 3aiydenHs, NiO8UWeHHs DIBHS 3a1y4eHOCmi
Kopucmyeauie ma eghpekmusnoi monemusayii npooykmy. OOTpYHMOBAHO CMPYKMYPHY MOOeNb 6Nnpo-
saodoicenna cmpameeii growth hacking, sika exnouac maxi 63a€EMON08 A3aHi emanu, K GU3HAYEHHS
yineti, popmysanHs KOMaAHOU, Op2anizayis npoyecie ma GUKOPUCMAHHS IHCIMPYMEHMANbHO20 3a0e3-
neuenns. Pozxpumo ocoonueocmi zacmocysanns opouku AARRR sik 6a306020 incmpymeHmy ynpas-
JUHHA 63A€EMOOIEI0 3 KOPUCMYBAYAMU, WO O03B0JISE CUCMEMAMU3Y8AMU NPOYECU 3ATYYEHHS, AKMU-
sayii, ympumarHs, pexomenoayii ma monemuszayii. Ocobausy yeazy npuoileHo 83AEM038 SA3KY MIidC
efleMeHmamu 3a3HayeHoi Mooeni, Wo 3a6e3neyye y3200H4CeHiCmb YNPAGIIHCOKUX pilleHb Y npoyeci
oocsieHen s 3pocmanis. Busnaueno, ujo echekmusnicme peanizayii cmpamezii 3HauHO0 MIpoio 3de-
ACUMD 810 IHMe2payii AHANIMUYHUX, MEXHON02TUHUX | NOBEOIHKOBUX KOMNOHEHMI8 Y EOUHY cucmemy
ynpasninns. Ilpoananizosano ponv xomanou growth hacking, soxpema ¢hynxyii growth master, a
MAKONC 3HAYEHHSL MINCOUCYUNTIHAPHOI 83aEMOOIT 015 3a0e3neyeHts eqheKmueHoCmi MapKemuH208Ux
piwens. Bcmanosneno, wo imepayitinuti xapakmep npoyecie ma suxopucmanus data-driven nioxooy
CMBopIoms nepedymosu 0 besnepepeHoco 800CKOHANEHHs NPOOYKMY ma adanmayii cmpamezii
00 3MiH pUHK0B020 cepedoguuia. Ompumani pesyivmamu 003601UIU OOIPYHMYBAMU KOHYENMYAbHi
3acaou opmysanns cmpameeii growth hacking ax incmpymenmy 3a0e3neuents KOHKYPeHmocnpo-

MONCHOCIE MA CMILKO20 PO3BUMKY CIAPMAania y yugpositl eKOHOMIYi.

Kurouosi ciioBa: growth hacking, nugposuit mapkerunr, crapranu, AARRR, ctpareris 3poctanss,

uudposizanis, data-driven minxin.

Formulation of the problem. In the current
context of the digital transformation of the
economy, startups operate in an environment of
high uncertainty, limited resources, and intense
competition, which necessitates the search for
effective approaches to ensuring their rapid growth.
Traditional marketing strategies often prove
insufficiently flexible and effective for the dynamic
business models of startups, which underscores
the need to adopt innovative approaches — in
particular, growth hacking. At the same time,
the absence of a systematic substantiation of
the stages of forming and implementing such a
strategy, combined with the inadequate integration
of instrumental, process-based, and organizational
components into a unified growth management
model, complicates its practical application in
startup activities.

Analysis of recent research and publications.
The conceptualization of digital marketing
strategy formation for startups in the contemporary
environmentisassociated with researchinto growth
hacking processes, the digital transformation of
businessmodels,andthe developmentofinnovative
entrepreneurship. The works of L. Verbivska and
O. Burynska [1] emphasize the importance of
digital technologies in entrepreneurial activity
as a key factor in improving business process

efficiency. F. Scheuenstuhl, PM. Bican, and
A. Brem [2] explore the possibilities of applying
the lean startup approach to enhance innovation
processes, providing a methodological foundation
for implementing flexible development strategies.
V. Tomakh et al. [3; 4] analyze the digital
transformation of enterprise = management,
highlighting the role of innovative solutions in
shaping contemporary business models.

L. Romanenko and Zh. Semchuk [5] identify
the characteristics, tools, and development trends
of digital marketing, while I. Smuk [6] examines
growth hacking as a driver of innovative startup
development at the intersection of marketing
and product. L. Verbivska [7] investigates the
enhancement of enterprise competitiveness in
the context of digitalization, which reinforces the
significance of digital tools in marketing activities.

S. Koberniuk, O. Nahorna, and I. Khmarska
[8] analyze the use of digital tools in enterprise
marketing strategies and their impact on
performance. M. Cristofaro, P.L. Giardino, and
L. Barboni [9] substantiate a scientific, data-
driven decision-making approach within growth
hacking, while T. Havrylenko and D. Bieleienko
[10] systematize contemporary digital marketing
tools. A. Rezazadeh et al. [11] examine the role of
generative artificial intelligence in shaping growth
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hacking strategies, highlighting its significance for
the automation of marketing processes.

O. Vytvytska, S. Suvorova, and A. Koriuhin
[12] analyze the impact of digital marketing on
entrepreneurship development, particularly under
conditions of crisis-driven transformation, while
T. Bilousko [13] investigates the processes of
digitalization of enterprise marketing activities.
Despite the substantial body of scholarly work,
the question of systematically substantiating the
stages of forming and implementing a growth
hacking digital marketing strategy in startups
requires further investigation — particularly with
regard to integrating instrumental, process-based,
and organizational components into a unified
growth management model.

Setting the task. The aim of this study
is to substantiate the stages of forming and
implementing a growth hacking digital marketing
strategy in startups.

Summary of the main research material. In
the current context of the digital transformation
of enterprise marketing activities, approaches to
ensuring growth are being reconceptualized, giving
rise to new conceptual models for promoting
innovative products. One such model is growth
hacking, interpreted as an integrated digital
marketing strategy oriented toward achieving rapid
and scalable company development — primarily for
startups — through the application of unconventional
solutions, innovativetools, and flexible management
approaches [6, p. 11]. Unlike traditional marketing
strategies, this approach is grounded in a synthesis
of creativity, data analytics, and experimental
hypothesis testing, enabling the prompt adjustment
of management decisions in line with market
dynamics and consumer behavior [9].

Growthhackingshouldbe considerednotmerely
as a set of marketing tools, but as a comprehensive
growth management methodology that combines
digital marketing methods, behavioral analytics,
and technological solutions. A defining feature
of this approach is its orientation toward rapidly
achieving measurable results under conditions of
limited resources — which is critically important
for startups in their early stages of development
(8, p. 94].

Under the resource constraints typical of most
startups, the growth hacking strategy takes on
particular significance, as it enables maximum
impact at minimum cost through the active use of
digital tools, innovative communication channels,
and flexible marketing solutions [10, p. 81]. The
application of this approach requires a high level

of adaptability, creativity, and speed of decision-
making, forming a new paradigm for organizing
marketing activities in the digital economy. At
the same time, the effective implementation of a
growth hacking strategy requires the formation
of an appropriate organizational model in which
the competencies of marketers, analysts, and
technical specialists are combined — ensuring a
comprehensive approach to growth management
and enabling the achievement of synergies between
marketing and technological solutions [11].

From a structural perspective, the process of
implementing a growth hacking strategy should be
viewed as a stage-by-stage system comprising four
interrelated stages (Fig. 1), each of which performs
a distinct functional role in achieving the strategic
digital marketing objectives of the startup.

Taking this into account, the following core
elements are identified:

1. Tools. The foundational tool of the growth
hacking strategy is the AARRR funnel, which is
oriented toward optimizing the key stages of user
interaction. Additional tools are aimed at improving
the efficiency of each funnel stage and providing
analytical support for marketing decisions.

2. Team. Within the implementation of the
growth hacking strategy, the team plays a central
role and must ensure a systemic approach to
managing growth processes. Of particular
importance is the development of the necessary
competencies and a unified strategic vision, which
determines the coherence of actions and the
orientation toward achieving defined objectives.

3. Processes. The effective implementation of
the strategy requires clear structuring of processes.
At the strategic level, they define the logic of
activity organization, performance evaluation
parameters, and the sequence of marketing
initiatives within the growth hacking framework.

4. Goal. Short iterative cycles can lead to
fragmentation of management decisions; therefore,
it is important to define overarching performance
indicators that reflect strategic development
objectives. Such indicators must align with the
overall vision for startup development and ensure
the coherence of all elements of the strategy.

One of the key stages in implementing a growth
hacking strategy is the “Tools” stage. For successful
strategy execution, it is necessary to research and
select the appropriate tools. The AARRR funnel is
generally considered the foundational tool within
growth hacking. Fig. 2 provides a schematic
representation of the AARRR funnel with each of
its stages indicated.

141



Hionpuemnuymeo i mopeiens. Ne 48, 2026

Goal Startup vision
North Star Metric
growth scrum
Processes L
prioritization
Team Competencies and
team’s vision
Tools

AARRR funnel /
hypothesis generation

Figure 1. Stages of Implementing a Growth Hacking Strategy

Source: [1; 12]

Acquisition

Activation

Retention

Referral

Revenu

Figure 2. AARRR Funnel

Source: [12; 13]

At the Acquisition level, hypothesis testing
is carried out aimed at attracting users to the
product. One of the key objectives of this stage is
to increase acquisition conversion rates and the
effectiveness of traffic channels. At the Activation
level, experiments are conducted focused on
improving the user experience of interacting with
the product. To optimize this stage, it is important

to identify the moment at which the user
perceives the product's value — that is, to ensure
that the user recognizes the product's usefulness
and develops a positive first experience.
TheRetentionlevelinvolvestestinghypotheses
aimed at retaining users and increasing their
engagement. The primary focus is on identifying
the causes of churn and improving the product
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in line with user expectations. Analysis of user
behavior enables the identification of product
weaknesses and informs the directions for its
further development.

At the Referral level, hypotheses are tested
regarding the stimulation of users to recommend
the product to other potential consumers. Central
to this stage are viral distribution mechanisms that
enable audience expansion without a significant
increase in marketing costs. The Revenue level
is the final stage of the funnel and reflects the
product monetization process, where hypotheses
related to improving profitability and business
model efficiency are tested.

To improve performance at each stage of
the funnel, hypotheses are regularly tested and
adjusted based on the results obtained. A key
condition is the sequential optimization of each
level, since deficiencies at earlier stages complicate
the achievement of effectiveness at subsequent
ones. The growth hacking process involves a
gradual transition between stages — beginning with
Acquisition—provided that satisfactory performance
indicators have been achieved, which ensures the
systematic and manageable growth of the startup
[12]. Other widely used tools for implementing a
growth hacking strategy are presented in Table 1.

For implementing the growth hacking digital
marketing strategy, forming an effective team
capable of ensuring the continuity and effectiveness
of growth processes is essential. Within the structure
of such a team, the growth master plays a leading
role, being responsible for coordinating activities,
setting priorities, and organizing hypothesis testing
processes. As arule, the growth master is a specialist
with interdisciplinary competencies in marketing
and software development, which enables the
effective integration of analytical and creative
approaches within the strategy implementation [6].

Other team members are selected with a view to
ensuring a comprehensive approach to managing
growth processes. They must possess knowledge

in related fields, including business analytics,
programming, digital marketing, user experience
design, and data processing. At the same time,
startups often exhibit a universalization of
functions, whereby a single specialist combines
several roles —a consequence of limited resources
and the need for rapid decision-making. This
approach promotes the generation of ideas at
the intersection of different competencies and
increases the team's adaptability to changes in
the external environment [11].

The “Processes” stage is central to the
implementation of the growth hacking strategy, as it
1s within this stage that activities aimed at achieving
rapid growth are organized and carried out. The
structuring of processes within this approach
depends significantly on the specifics of the
product, the strategic objectives set, and the current
stage of startup development. At the same time, the
primary goal is to build a flexible system capable
of ensuring the continuity and speed of data-driven
decision-making [9].

Unlike traditional marketing models, processes
in growth hacking are iterative in nature and
are based on the continuous cyclical repetition
of activities associated with data collection and
analysis, hypothesis generation, their prioritization,
and subsequent testing. This organization of
activities enables the systematic and manageable
conduct of growth processes, as well as a prompt
response to changes in the market environment and
user behavior (Fig. 3).

The described process involves continuous
movement between stages, where the results of
testing serve as the basis for further analysis and the
formation of new hypotheses, ensuring the dynamic
development of the product and the improvement
of marketing decision effectiveness.

Thus, the implementation of the growth hacking
strategy in startup activities takes shape as adynamic
growth management system in which instrumental
solutions, organizational mechanisms, and iterative

Table 1

Tools for implementing a growth hacking strategy

Tool Name

Description

Lean canvas (lean
business model template)

A tool that helps analyze the product from a strategic perspective. The team
uses it to identify growth points and product development opportunities.

Customer journey map
(client path map)

Building a customer journey map enables the identification of product
bottlenecks and defines directions for improving the user experience.

JTBD — Job To Be Done

A tool oriented toward a deep understanding of user needs; it enables the
formation of a value proposition that takes into account the context of
product use and the tasks it solves.

Source: [3; 5]
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—

Data collection

Testing and analysis
Backlog Hypothesis
prioritization generation

—

Figure 3. The Process of Rapid
and Continuous Growth Hypothesis Testing
Source: [4; 7]

decision-making processes are combined. The
alignment of the AARRR funnel logic, the cyclical
nature of processes, and the interdisciplinary col-
laboration of the team creates a unified environment
oriented toward achieving measurable results. This
implementation logic enables not only the prompt
adaptation of marketing actions to changes in the
digital environment, but also the systematic trans-
formation of user behavioral patterns — improving
the effectiveness of audience acquisition, retention,
and monetization through continuous analytical
support and an experimental approach.

Conclusions and prospects for further
research in this area. The conducted study allowed
for the substantiation of the essence of the growth
hackingstrategy as acontemporary digital marketing
model oriented toward achieving rapid and
scalable startup growth under conditions of limited
resources. It was established that the effectiveness
of implementing this strategy is determined by the
combination of instrumental support (in particular
the AARRR funnel), the organizational capacity
of the team, and the iterative nature of processes
grounded in continuous hypothesis testing and
data-driven decision-making. It was demonstrated
that the application of growth hacking approaches
enhances the adaptability of marketing activities,
optimizes user acquisition channels, and improves
audience retention and monetization metrics.

At the same time, it was determined that the
effectiveness of the strategy depends significantly
on the level of the startup's digital maturity, the
quality of its analytical infrastructure, and the team's

capacity for interdisciplinary collaboration. An
important factor is also the integration of innovative
technologies — in particular, automation tools and
generative artificial intelligence — which expands
the possibilities for personalizing marketing
communications and improves decision-making
effectiveness.

Prospects for further research are associated
with the deepening of methodological approaches
to evaluating the effectiveness of growth hacking in
startups, the development of models for integrating
generative artificial intelligence into the processes
of testing and optimizing marketing strategies,
and the study of the influence of user behavioral
factors on the growth dynamics of digital products.
Separate scholarly interest is warranted by the
study of industry-specific characteristics of growth
hacking application and the formation of adaptive
strategies across different sectors of the digital
economy.
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