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TPAHC®OPMALIISA MAPKETHHI'OBUX KOI}'/IYI-I..IKAHII?‘I Y TYPU3MI:
IHOPIBHAJVIBHA E®OEKTUBHICTD TPAJUIIMHOI PEKJIAMHU TA
INEPCOHAJII3OBAHOI'O IU®POBOI'O BIVIUBY

Hughposizayis exoHomiku mpanchopmye MapKemuHe08i KOMYHIKAYIL y mypusmi, 3HUNICYIOUU
PONb MpaouyitiHoi pexiamu ma NOCUTIOIOYU 3HAYEHHS NePCOHANI308AH020 YUPPOBO2O KOHMEHMY.
Memoro Oocnioxcenns € NOpIGHANbHE OYIHIOBAHHA e@eKkmusHocmi mpaduyitiHux i yupposux
KOMYHIKQYill ma 6Us6ieHHs . MeOlamOPHUX YUHHUKIE GNAUSY HA MYPUCMUYHI PIUEHHs. 3acmoco8ano
SMIWaHy mMemooonoeiio: oHaauH-onumyeanus (150 pecnonoenmis), iHmepe’to ma KOHMEHM-AHATI3
coyianvHux mepedc. BcmanosnieHo, wjo nepcoHanizosanuti KOHmeHm 3aOe3nedye Guuji NOKA3HUKU
008ipu, eMOYItIHOL 347yHeHOCIi MA HAMIPY NOOOPOICT NOPIGHAHO 3 MPAOUYIIHOIO peKaamor. Buseneno
POJIb KOSHIMUBHUX I ADEKMUBHUX MeXaHi3Mie ma 6ikosi giominnocmi. OOIpYHMOBAHO OOYITbHICMb
npiopumemy yugposux cmpamezii.

KirouoBi cnoBa: nmdpoBizarisi, MapKEeTHHIOBI KOMYHIKaIlii, IMepcoHalli30BaHui mH(POBHit
BIUIMB, TPaJIUIliifHa peKiIaMa, CIIOKHBYA ITOBE[IHKA.
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IlocTtanoBka mpobJjevMu B 3arajJlbHOMy BHIVISIAI Ta il 3B'SI30K 3 BaKJIMBHUMH
HAYKOBUMHM 200 NPaKTHYHUMH 3aBAaHHAMHU. [ludposizaiis EKOHOMIKH 3yMOBIIIOE
TpaHcpopMallito MApKETUHIOBUX KOMYHIKaIli y cdepl Typu3My Ta 3MIHY MOJIENEeN CIIOKUBUOT
nosefiHky [1]. TpaauuiiiHi pexiaaMHi KaHaJIW MOCTYHOBO BTPAYalOTh JOMIHYIOUl MO3UIIT Y
(dbopMyBaHHI MOMUTY, TOAI K 3pOCTA€ POJIb MEPCOHATI30BAHUX LU(PPOBUX KOMYHIKAIIH, 1110
(YHKIIIOHYIOTh y CEpeIOBUIII COLIAIbHUX Mepex 1 oHnaiH-margopM. TypucTHUHUI pUHOK
XapaKTEepPU3yeTbCS  BUCOKOIO  1H(OpMaTH3alll€l0, IHTEPAKTUBHICTIO Ta  COLIAJbHO
OTIOCEePEeIKOBAHUMH MEXaHi3MaMH BIUTUBY Ha CHIOKMBauiB [3].

Ha BigmiHy Big TpaaumuiiiHOi pekiiaMu, sika 0a3yeTbCsi Ha CTaHAAPTHU30BaHHUX
iH(pOpMalifHO-TPOMOLIIHHUX ~ TOBIJOMJIEHHSX, IMEPCOHAII30BaHUM IU(PPOBUI  BIUIMB
IPYHTY€EThCS Ha JIOBIpi, COLalbHIN B3aeMojii, peKOMEHAALIMHUX MeXaHi3Max 1 Bi3yaJbHO
OpIEHTOBAaHOMY KOHTEHTI.
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Taki komyHiKallii 3a0€3MeUyOTh BUIIMI PIBEHb €MOIIMHOI 3Iy4€HOCTI, CIIPUUHATOT
JIOCTOBIPHOCTI Ta aAamnTallii 3MicTy 0 IHAMBIIyaJbHHX MOTPEeO CIIOKMBAYiB, 110 OCOOIMBO
BOXJIUBO JJIS MOJIOJIIMX BIKOBUX TIpYH, Ul SIKUX LHU(POBE CEpeloBUILE € KIHOUYOBUM
IPOCTOPOM MPHHHATTS PillIEHb 11010 MO0pOoXKeit [4].

EdexTuBHICTh CydyacCHMX MapKETHHIOBHX KOMYHIKAIlIi y TYpU3Mi BH3HAYa€ThCSA
MO€HAHHSAM KOTHITUBHHX (ZI0Bipa, IEPEKOHJIMBICTh), apeKTUBHUX (€MOIliiiHA 3a]Ty4eHICTh) Ta
MOBEAIHKOBUX (HaMip MOmOpoXi, BUOIp AecThHAIli) ynHHUKIB [1-2]. BomHo4ac y HaykoBUX
JOCTI/DKEHHAX HEIOCTaTHbO TMPEJCTaBICHO CHCTEMHE IMOPIBHSHHS pE3yIbTaTUBHOCTI
TPaJULINHOT peKIaMH Ta MEepPCOHATI30BAHOTO LU(PPOBOrO BIUIMBY CaMe€ B KOHTEKCTI
TYPUCTUYHUX DINICHb CIIOKUBa4YiB. Y 3B’SA3Ky 3 LUM aKTyaJlbHUM € JIOCIiIKCHHS
Tpanchopmarllii MapKeTMHTOBHX KOMYHIKAIlli y Typu3Mi Ta BH3HAYCHHS IOPIBHIBHOI
e(eKTUBHOCTI TpaAULIHHUX 1 TU(PPOBUX (POPMATIB BILIUBY.

AHaJIi3 OCTaHHIX J0CHIIKeHb i myOJaikamid, B SIKHX NOKJIAJAEHHUH IO0YATOK
BUPIilIEHHIO 1aHOI MpodJeMH i Ha fAKi cnimpaerses aBrop. [Ipobiaemaruka Tpanchopmarii
MapKETUHIOBUX KOMYHIKAII y Typu3Mi B yMOBax G poBi3allii akTUBHO JOCIIKYETHCS K Y
3apyOiKHIH, TaK 1 y BITYM3HAHIN JiTeparypi. 3HaUHa YaCTHHA Tpallb MPUCBIYCHA 3POCTAHHIO
pOJIi COIIAIbHUX MEPEX 1 MepPCOHANI30BaHOTO U(POBOTrO BILIUBY HA CHOXHUBUY MOBEIIHKY
TYpPHCTIB SIK aJbTEPHATUBU ab0O JOMOBHEHHS [0 TpaAuLidHOI pekimamu. 3apyOikHi
JOCIIKEHHS 30CepeKeH] Ha eMITIIPUYHOMY BUMIPIOBaHHI BILTUBY IIU(PPOBUX JiJEPiB TyMOK 1
comianbHUX TiarGopM Ha TypucTH4yHI Hamipu Ta BuOiIp aecrmHamin. W.-K. Chen Ta iH.
[OKa3yI0Th ~ CTAaTUCTUYHO 3HAUyIIMH 3B’A30K MDK XapaKTepUCTHKaMH  LU(POBUX
peKOMeH I, JOBiporo 10 JuKepena indopmarltii Ta Hamipamu niogopoxi (SEM, fsQCA) [4].
R. A. Pop noBoauTh, 1110 KOHTEHT COLIAJIbHUX Mepex (OopMye ySBICHHS IO ACCTUHAIIIO Ta
BIUIMBAE HA OCTATOYHHI BHOIp IMOIOPOXKI Yepe3 COMIIbHUMN J0Ka3 1 Bi3yaJlbHE TIEPEKOHAHHS
[2]. N. Pourazad naromoiye, o nepcoHaiizoBadi [uppoBi peKoMeH Il CTal0Th KIIOYOBUM
YHHHUKOM BHOOPY TYPHCTUYHHX HANpsMiB y BHCOKiN iH(opmamiitHiidi HacuueHocTi [S]. C. A.
Baltescu ta E.-N. Untaru BcTraHOBWIH, 1110 MOKOJIHHS Z AEMOHCTPYE MiJBUIICHY YYTIUBICTh
JI0 COIaIbHO OMOCEPEIKOBAaHMX PEKOMEHJAIiid 1 OuIbIly JOBIpYy [0 HEPCOHATI30BaHOTO
KOHTEHTY MOPIBHAHO 3 TPAJULIHOI0 pekiaaMoro [3].

BiTuM3HsaHi  AOCHIKEHHST  30CEPEIKYIOThCA Ha  IUdpoBizamii  KOMyHIKaIlii
TYPUCTUYHHUX MIATNPHEMCTB Ta POl COLIaTbHUX Mepex y Kpu3osi nepioau. I. Kymunsk ta H.
IBanunbKkuil [6] aHaMI3ylOTh TEHAEHLII PO3BUTKY MapKETMHIOBUX KOMYHIKallli B yMOBax
nudposizamii, I. Crenmanenp Ta iH. [7] BHU3HA4YaIOTh COIlATbHI MEpeXi SK ePEeKTUBHUIN
IHCTPYMEHT B3aeMofil Mk crelikxonaepamu, a O. bypusk, JI. Ilomazan ta 1. T'aBpuitoxk [1]
HiAKPECITIOTb poiib HU(POBUX JIiAEPIB TPOMAICHKOT TYMKH Y HiABUILEHHI PE3yIbTaTUBHOCTI
pexnamu. IlutaHHs oprasizamii JisUIBHOCTI TYPUCTHYHMX JIAEpIB JYMOK B YKpaiHi
posmsnatote M. CenbkiB Ta M. Kusauns [8], JI. Yerumenko ta cmiBaBt. [9], a cucteMHuit
KOHTEKCT ¢ poBoi Tpanchopmartii Typuctuunoi cgpepu — H. ITankis, B. I'ymensk, C. LBinuit
Ta iH. [11].

Boanouac 6utb1icTs goCHiKeHb (HOKYCYIOTHCS 200 Ha ITU(POBUX THCTPYMEHTaxX, abo
Ha 3araJlbHUX TeHJIeHIIsX nudpoBizamii Typu3my, ToAl K NOPIBHIbHUHN aHai3 e(eKTUBHOCTI
TpPaJULIHHOT PeKIaMU Ta NMEePCOHATI30BaHOr0 HU(POBOTo BIUIMBY, @ TAKOX POJIb METIaTOPHUX
YUHHUKIB — JIOBIPH, €MOILIIHHOI 3aly4€HOCTi, CIPUHHATOI JOCTOBIPHOCTI — 3aJUINAIOTHCS
HEJ0CTaTHhO BHBUEHHUMH. lle miakpectroe HEOoOXIAHICTP KOMIUIEKCHOTO TOPIBHSIILHOTO
M1 IXOY, 110 BU3HAYAE CIPSIMOBAHICTH 1aHOT poOoTH

Bupinennsi HeBMpilleHMX paHille YacTHH 3arajbHOi MNpodjeMH, KOTPUM
NpHUCBSYYEThCs cTaTTs. He3Bakaioun Ha 3HaYHY KUIBKICTh HAYKOBHUX IpPallb, MPUCBIUYEHUX
u(pPOBOMY MAapKETHHTY Ta KOMYHIKAISIM Yy Typu3Mi, y Cy4acHOMY HayKOBOMY JAHCKYpCi
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30epira€TbCsi HHU3KAa TEOPETHYHHMX 1 METOMIOJIOTIYHHMX mNporayvH. llepemyciM HeIOCTaTHBO
CHCTEMAaTH30BaHUMHU 3aJUINAIOTHCS THUTAHHS MOPIBHSUIBHOI €(QEeKTHBHOCTI TpaaHLiIHHUX
pEKJIaMHHUX IHCTPYMEHTIB 1 TIEPCOHATI30BaHMX IU(PPOBUX KOMYHIKAIIK Yy KOHTEKCTI
dbopMyBaHHS caMe€ TOBEIIHKOBMX HaMIipiB CIIOKMBadiB. Y OLIBIIOCTI JOCTIIKEHb aKICHT
3pobsieH0 abo Ha OKpeMux LU(POBUX KaHajax, ab0 Ha 3arajbHMX acleKTax OHJIAiH-
npocyBaHHs 0€3 KOMIUIEKCHOTO BpaxyBaHHS KOTHITUBHHMX, a(eKTHBHUX Ta MOBEAIHKOBHX
MexaHi3MiB BIUTMBY. OOMEXEHUM € TaKOXX eMITpUYHE OOIPYHTYBaHHS MEMIaTOPHOI POJIi
JIOBIpH, CIPHUHMHATOI JOCTOBIPHOCTI Ta EMOIHOI 3aJy4eHOCTI Yy mpolecax HpUHHATTA
TYPUCTUYHUX pillleHb. J[0JaTKOBOrO HAyKOBOI'O OCMHCIEHHsSI NOTPeOyIOTh CerMeHTalliiHi
BIIMIHHOCTI1 Y CIIPHMHATTI MAaPKETUHTOBUX KOMYHIKaIlili, 30KpeMa BIiKOBi Ta T€HAEPHI aCIIEKTH
YYTIAUBOCTI 10 TEPCOHAII30BAHOTO IMGPOBOrO KOHTEHTY. TakMM YHHOM, ICHY€e moTpebda y
KOMIUIEKCHOMY JTOCIIPKEHHI, sIKE TIO€IHY€ MOPiBHSUIBHUAMN, TOBEAIHKOBHI Ta 0aratoakTopHUN
MIIXOAW JI0 OIIIHIOBAaHHS PE3YJAbTaTMBHOCTI MAapKETHHTOBHX KOMYHIKAl y HHGPOBOMY
CEepeIOBUIIIL, 110 1 3yMOBIIIOE aKTYaJIbHICTh JaHOI poOOTH.

@opMy/JIIOBAHHS MeTH CTATTi (MOCTAHOBKA 3aBJAaHHs). MeTOI MOCHIKEHHS €
NOPIBHSUIBHE OIIHIOBaHHS €(QEKTHBHOCTI TPAIWIIKHOI peKjIaMH Ta MEepCOHATI30BaHOTO
1u(pPOBOro BIUIUBY Y (OPMYBaHHI TYPUCTUYHUX PIllIEHb CIIOKUBAYiB 1 BU3HAYCHHS YNHHUKIB,
110 OMOCEPEIKOBYIOTH iX PE3yJIbTATUBHICTD.

BuxkiaieHHs1 OCHOBHOIO Marepiajay AOCTiAKeHHS 3 NMOBHUM OOIDYHTYBAHHSAM
OTPUMAaHMX HAYKOBHX pe3yJbTaTiB. CydacHa TypUCTUYHA IHIYCTpis epeOyBae 1] BILTABOM
1 poBizallii Ta 3pOCTar040i KOHKYPEHIIil 32 yBary crokuBayiB. TpaauiiiiHi pekiiaMHi KaHallu
MIOCTYIIOBO BTPavyarOTh €(hEeKTUBHICTH Yepe3 iH(opMalliiiHy HACHYEHICTh 1 3HIKEHHS JIOBipH
croxuBauiB. BojgHouac mnepcoHanizoBaHMi LM(POBUM BIUIMB, IO BKJIKOYAE aJalNTOBaHI
MOBIJIOMJICHHSI, IHTEPAaKTHUBHHI KOHTCHT Ta COIIaJIbHE TIiATBEP/HKCHHS, 3aTCH ITiBUIITYBATH
eMOILIIfHY 3alTy4eHICTh, JOBIpY Ta HaAMipU MOAOPOXKEH, 0COOIUBO cepel MOJIOAIIUX MOKOTIiHb
(moxominHA Z 1 Minenianu) [2-3]. He3pakaroun Ha YMCIIEHHI AOCHIHKEHHS POl HUPPOBUX
KOMYHIKaIlili, TOpIBHSAJbHA OILlIHKAa iX €(QEeKTUBHOCTI IIOAO0 TPaAULIWHOI pekinaMu y cdepi
TYypU3MY 3JIAIIAETHCS HEJOCTATHHO PO3p00IIeHO0. OCcOOIUBO OpaKye eMITIpUIHHX JTAHUX TIPO
POJIb KOTHITUBHUX (J10Bipa, CIPUHHATA JOCTOBIPHICTD) 1 aheKTUBHUX (EMOIIiiHA 3aTy4€eHICTb)
YMHHUKIB Y TPUHAHATTI TYPUCTUYHUX pilieHs [1;4].

OTxe, nociikeHHs TpaHcopMalii MapKeTHHIOBUX KOMYHIKaliil Ta MOPIBHSAIBHOI
e(eKTUBHOCTI TPAIULINHOI peKJIaMH 1 IEPCOHAI30BAaHOT0 IIU(PPOBOTO BIUIMBY € aKTyaIbHUM
1 103BOJIsIE COPMYBATH MPAKTUYHI PEKOMEHJIALIIT U1 ONTHMI3alii KOMyHIKal[itHUX cTpaTerii
TYPUCTHYHUX MIANPUEMCTB Y HUPPOBY €MOXY.

MeTononoriss  IOCHIDKEHHSI TIO€JHYE KIUIBKICHHM Ta SKICHUH MIAXOOW s
KOMIUIEKCHOT'O aHaJIi3y BIUTMBY MAPKETUHTOBMX KOMYHIKaIlill HAa TYpUCTUYHI pimeHHs [12-14].
Emmnipuunoro 6a3010 CTanu pe3yibTaTH OHJIAH-ONUTYBaHHsA ocCiO, sKi 3AiCHIOBaIM abo
IUTAHYBaJIM MOJOPO’KI MPOTATOM OCTaHHIX 12 MICALIB, Ta HAMIBCTPYKTYpOBaHI IHTEPB’IO 3
YaCTUHOIO PECIIOH/ICHTIB ISl OLIHKU JOBIPH JI0 JpKepen 1 eMoLiiHoT 3amydeHocTi. Jlo1aTkoBo
MIPOBEJICHO KOHTEHT-aHalli3 MU(PPOBUX KOMYHIKaIM y colllaibHUX Mepexkax uepe3 Instagram,
TikTok Tta YouTube, o6 KOHTEKCTyali3yBaTh MOJEN MOBEIIHKH Ta COPUUHATTA. OCHOBHI
3MiHHI (COpUHHATA JIOCTOBIPHICTH JiKepena, €MOLIWHa 3aly4eHIiCTb, NEePEeKOHINBICTh
KOMYHIKaIliil, Hamip 3JIIHCHUTH TOZOPOXK) OINEpalioOHaTi30BaHO 3a I1’ATHOAIBHOIO IIKAJIOI0
Jlaitkepra. O6poOKka JaHMX BKJIIOYaja OMHCOBY CTaTHCTUKY, KOPENSLIWHUN 1 MHOXUHHUN
perpeciiiHuil aHami3, cTpykrypHe MmojemoBaHHA (SEM) s mepeBipku B3a€MO3B’SI3KIB Ta
KjacTepHuil aHamiz (Meron K-cepenHix) ayis BUAUIEHHS OAHOPIAHUX TPyH CHOKMBAdYiB 13
MOIOHUMU MOJIENISIMU CIIPUHHSITTS KOMYHIKAI[iH.
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JloCImipKeHHsT TIPOBOJWIIOCST 13 3aCTOCYBaHHSIM KOMIUIEKCHOTO METOJI0JIOTIYHOTO
MiIXOMy, SKUW TOENHYE KIIBKICHI Ta SKICHI METOAW i BCEOIYHOTO aHali3y BIUIUBY
MapKEeTUHTOBHUX KOMYHIKAI[ill Ha TYPUCTHUYHI PIIICHHS CIIOXUBaviB. Take moeTHaHHS JT03BOJISE
OLIIHUTH HE JIMIIEC CTATUCTUYHI B3a€MO3B’A3KH MK KOMYHIKAI[IHHUMHU 3MiHHUMH Ta HAMipOM
no pizHux jpkepen [12-13]. Bei cratucTiuHi OOYMCIICHHS BUKOHYBAJIUCS 3a JIOTIOMOIOIO
nporpam SPSS 27 (myis onmucoBOi CTaTUCTUKH Ta perpeciiiHoro anamizy) tTa AMOS 26 /
SmartPLS 4 (nns SEM Ta kiactepHOro aHamizy), o J03BOJISE MOJCITIOBATH JIATEHTHI 3MiHHI
Ta 0araTOBUMIPHI B3a€MO3B’SI3KH Y JOCIIDKCHHAX MOBEAIHKH crioskuBaviB [ 1; 4]. Metoanuni
napamMeTpH JIOCIiKEHHS y3arajibHeHo B Tab. 1.

Tabmuns 1 — Meronuunuii AW3aiiH TOCIIIKCHHS BIUIMBY MapKETHHTOBUX KOMYHIKAIlill Ha
TYPUCTHYHI PillICHHS
KommoneHnT
JIOCITI JIPKEHHS

XapaxkTepucTuka 3MicT peamizamii

IToeHaHHA KIJIBKICHOTO Ta SIKICHOIO MiAXOMiB s

3Mimranuii nu3aitH (mixed . N . )
3a0e3neyeHHs ~ CMIOIpUYHOI  HagidHOCTI  Ta

Tun gociimKeHHs

methods) . .
TIMOMHHOTO TOSICHCHHS ITOBEIIHKOBIX MEXaHI3MiB
Pecnionnentt — ocobm, sAKi 3aiificHioBaiM abo
OHNalH-ONUTYBaHHS IUTAaHYBaJM IIOAOPOXKI MPOTATOM OCTaHHIX 12
MiCSIIIiB
S CrpyKkTypoBaHa  aHKeTa 13 3aKpHTHMH  Ta
KinpkicHuit [HCTpyMEHT 300py HaHUX PYKIYP P
MIKAJIOBAHUMHY IUTaHHAMH
KOMITOHEHT : — — -
Bubipka 150 pecnOHIEHTIB 13 PI3HUX PETIOHIB YKpaiHU
CrpuifHsATa JOCTOBIpHICTh KOMYHIKAIIii; eMomiifHa
JocnimkyBaHi mapaMmeTpu 3aJy4CHICTh; IMMEPEKOHINBICTh TTOBIAOMIICHB; HAMIp

3JIHCHUTH MOIOPOXK

HaniscTpykrypoBasi iHTepB’10 | BimiOpaHi pecioHAeHTH 3 aHKETHOT BUOIPKHU
[MornubneHe BUBYEHHS Cy0’€KTHBHOTO CIIPUUHSATTS
Merta TpaauUiiHOl Ta HU(POBOI peKIamMH, PiBHS JOBIpH,
eMOILiHHOI peakiii Ta ¢akTopiB BUOOPY JecTHHALT
AHani3 TypUCTHYHOTO KOHTEHTY B Instagram,
TikTok, YouTube

BusiBieHHsT THNOBUX Bi3yalbHUX 1 HapaTHBHHUX

SIKICHMI KOMIIOHEHT

Konrenr-ananis

JlomaTkoBUM METOJT

3aBraHHA . .
CTpareriii BIUIMBY Ha CIIOXKMBayiB
I1Ikasa BUMIpIOBaHHS IT’stubansHa mkana Jlatikepra (1-5)
OneparioHanizaris ChpuiiHaTa JOCTOBIPHICTH JpKepelna, eMoliifHa
3MIHHHX OCHOBHI KOHCTPYKIT 3aJly4eHICTh; HEePEKOHINBICTh KOMYHIKaIii; Hamip

3MHCHUTH MOIOPOK
Amnaiis JaeMorpadiaHux Ta IOBEIIHKOBUX

OmnmcoBa CTaTUCTHKA

XapaKTePUCTUK
Kopensmiiiauii Ta perpeciinuii | BusHaueHHsS CWid W HampsMKy 3B’S3KiB  MiX
Metonu aHami3zy aHai3 3MIHHUMHA
JaHHUX CTpyKTypHE MOJICITFOBaHHS ITepeBipka MemiaTOpHOi poJti ZOBipH Ta eMOLiHHOT
(SEM) 3aJTy4eHOCTI

BunineHHs rpyn CHOOXHBaYiB i3 MOMIOHUMHU
MOJICJISIMU CTIPUHHATTSI KOMYHIKaIlii

Horcepeno: cghopmosano asmopamu na ocnosi [ 1-5; 12-13]

Krnacrepuuii ananiz (K-means)

Pe3ynbraty eMOipuyHOro JTOCIIKEHHS MIATBEPIANIN HAABHICTh CTPYKTYPHHUX 3MIH Y
CHUCTEMI MAapKETMHTOBUX KOMYHIKallli y Typu3Mi, IO TPOSABISAIOTECS Yy 3MIIIECHHI
iHQopMaIIMHUX TOTOKIB  Bil TPAAMIIIHHUX pEKIaMHMX KaHAIB 110 IUGPOBUX
nepcoHanizoBanux ¢popmaris [11; 14]. V3araibHeHHs BIAMOBIACH PECIOHACHTIB MO0 JXKEPE
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OTpUMaHHS 1HGOpPMAIIil PO TYPUCTUYHI MOIOPOXKI HaBeaeHO B Taba. 2. [IpoBenenuii anami3
JEMOHCTPYE, M0 AOMIHYIOYY TO3WINI0 3aiiMaroTh HMU(POBI CepeOBUINA: CYKYITHA YacTKa
MIEPCOHATI30BAHOTO KOHTEHTY B COLIIAJIBHUX MEpeKaxX Ta OHJIAWH-BIATYKIB CTAHOBHUTH 65 %,
10 MEePEBUIILYE CYMAPHUH MMOKA3HUK TPATUIIHHUX pEeKIIaMHUX HOCIIB (TeneO0aueHHs, 30BHINTHS
Ta IpykoBaHa pekiama — 21 %). Lle cBiguuTh npo nepexija BiJ MacOBOi KOMYHIKaliiHOT MOl
JI0 MOJIeJTi 1H/AMBITyaTi30BaHOr0 iH()OPMAIIIITHOTO BILIUBY.

Tabmuus 2 — Jxepena iHpopmawii mpo TYpHUCTUYHI MOJOPOXKI 3a JaHUMHU ONUTYBaHHS

ecnioHIeHTiB (%)

Jlxepeno indopmarii

YacTka pecrioHJeHTIB, %

[epcoHanizoBaHuii KOHTEHT y COLIAIBHUX MepeKax 38
Biaryku Ta pekoMeHianii KOpucTyBadiB OHJIAH 27
OdiuiiiHi calTH TYPUCTHYHUX KOMIaHif 14
TenesiziiiHa pekiama 8
30BHINIHA peKiIamMa 7
JlpykoBaHi pekJiaMHi MaTepiaju 6

LDicepeno: cpopmosarno asmopamu na ocnosi [1; 2; 7]

Jnst KinbKiCHOT iHTeprperalnii piBHS JOBIpM 3aCTOCOBAaHO cepenHe apudmMeTrHdHe

3Ha4YeHHs 3a 1mKajoro Jlaiikepra [1; 4]:

n
— moox;
— =171
X = ===,

n

ne X — cepejiHs OLIHKA JOBipU JI0 KaHANY;
Xi — IHIUBIlyaJbHA OLlIHKA PECTIOH/ICHTA;

N — KUIbKICTh OIMMUTAHUX.

(1)

Pesynbratu po3paxyskiB monano B Tabia. 3. [lepconamizoBanuii upoBHii KOHTCHT
OTpUMAaB HaWBHIIE CEPEeIAHE 3HAUCHHS AoBipH (4,3), TOml SK TpaaMIiiHI GopMaTH pEKIaMHU
nepedyBaroTh y Mexax 2,6—2,9. BigHocHa Bapialisi MOKa3HUKIB (CTaHJIApPTHE BIAXUIJICHHS)
3acBiquye OUTBIITY OJHOPIJHICTH OLIIHOK LU(POBUX KaHAIIB, IO CBIUYUThH NPO CTAOUIbHIIIE

CIIPUUHSATTS iX HATIMHOCTI.

Ta6nuis 3 — PiBeHb TOBipH 10 MAPKETHHIOBUX KaHaiB (3a mikasoro Jlaiikepra 1-5)

. CrannmapTHe
Kanan komynikarii Cepenne 3HaYCHHS .

BIAXUIECHHS
[lepconamizoBannii IUPPOBHUIT KOHTEHT 4,3 0,6
Bijryku kopucTyBadis 4,1 0,7
OdinifiHi caiiTH KOMIaHIN 3,8 0,8
TenesizilfiHa pexinama 2,9 0,9
JpykoBaHa pexinama 2,7 1,0
30BHIINTHS peKjIamMa 2,6 1,1

Iicepeno: cpopmosano asmopamu na ocnoéi [1; 4, 10]

Ingexc CMOI.IifIHOl"O BIINIMBY BU3HAYABCA SAK CEPCAHE 3HAYCHHS 3a TPbOMaA a(I)CKTI/IBHI/IMI/I

napameTpamu [2- 3; 15]:

ne | — iHTepec 10 moI0poKi;

El = E+I1+V

)
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E — dopmyBaHHS TO3UTUBHUX EMOIIiH;
V — Bizyanizalisi TYpUCTUYHOTO JOCBITY.

3rigHo 3 JaHuMu Tabi. 4, IHTerpadbHUN MOKA3HUK JJs HU(PPOBUX MEPCOHAII30BAHUX
KOMYHIKaIliii CTaHOBUTH 4,5, TOJII K I TpaaMIiiHoi pexiamu — 3,1.

Pizauns y 1,4 6ana miaTBepaxye 3HaAUHO BUIIMK aeKTUBHUN MOTEHLIAN TU(PPOBOTO
BILIUBY.

Tabmuns 4 — Orninka eMoIiHHOT 3aTy9eHOCT] CTIOKIBAYiB

TokasHuk Ludposi Hep(.:OHa{I'i?,OBaHi Tpanuuiiina
KOMYHIKaIli1 pekiiama
Bukiukae iHTepec 10 moJopoxi 45 3,1
Dopmye MO3UTHUBHI eMOTTi1 4.4 3,0
Crpusie YABICHHIO TIPO JOCBIJ ITOIOPOXKi 4.6 3,2
CepeHe 3HAYCHHS 45 3,1

IDicepeno: cpopmosarno asmopamu na ocHosi [2; 3; 5]

OuiHIOBaHHS CHUJIM B3a€MO3B’SI3Ky MIX JOBIPOIO J0 KaHaly Ta HaMipoM 3JiHCHUTH
IOJIOPOYXK MPOBOAMIIOCS 3a KoediieHTom kopesitii [Tipcona [2; 12]:

Xxi=%)(yi—y)
= , 3
VE@i—%)2 Y (yi-¥)? 3)

Pesynpratn momano B Tabn. 4. HaiiBummii koedimieHT Kopersmii 3adikcoBaHO s
nepcoHanizopanoro mnudposoro BmuBy (r=0,71), 1m0 XapaKTepu3ye CHIbHUN MMO3UTHBHHI
3B’s130K. JIJIs TpauIliiHOl peksiaMu el TOKa3HUK € moMipHuM abo cirabkum (0,28—-0,32), mo
BKa3ye Ha OOMEXEHY 31aTHICTh (hOpMyBaTH MOBeIiHKOBI Hamipu [12-15].

Tabmums 4 — Kopensiist Mi>k JOBIpOFO 10 KaHAJIB Ta HAMIPOM 3IIHCHATH TIOAOPOXK

Kanan komyHikamii KoedinienT kopemsii ()
[lepconanizoBanuii nnppoBuil BIIINB 0,71
Biaryku kopucTyBauiB 0,68
Odiuiiini caiTu 0,54
TenesiziiiHa pekiama 0,32
JlpykoBaHa pekyiama 0,28

IDicepeno: cpopmosarno aemopamu na ocnosi [3; 9]

AHauni3 BIKOBHX Ipyn (Tabi. 5) moka3zye oOepHEHY 3aJIekKHICTh MK BIKOM Ta pIBHEM
CIpUAHATTS UYPOBUX KOMYyHiKarii [13-16]:

Dy =f(A7H), (4)

ne Da — piBeHb 10BipH 10 HUPPOBHUX KaHaJIB, A — BIK peCIOHCHTA.

Monomma rpyna (18-25 pokiB) I€MOHCTpYye MaKCHMallbHI NMOKA3HUKU CHPUHHSATTS
1 poBoro BIUIUBY (4,7), TOAL K y Tpymi 56+ MOKa3HUK 3HUXKYEThCS 110 3,7. BonHovac HaBiTh
y CTapIIMX BIKOBHMX KaTeropisx HLU(pPOBI KaHAIU IMEPEBUIIYIOTh TPAIUIINHY peKiaMy 3a
piBHEM €(EeKTUBHOCTI.

Pesynpratn cBi4aTh Mpo OOEpHEHY 3ale)KHICTh MIX BIKOM pECHOHJECHTIB Ta
CHPUHHATTAM HUGPPOBUX KOMYHIKaIliii: Moo pecrioHieHTH (18—25 pokiB) 1eMOHCTPYIOTh
HalBUIIMKM piBEHb JOBIpU Ta eMOLiMHOI 3amydeHocTi (4,7), Toal sk crapui rpynu (56+)
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OIIHIOIOTH IUGPOBI KaHATH HIKYE, IPOTE HABITh y IUX BIKOBUX KATETOPIsAX U(PPOBUA BILIHB
nepeBHILye ehEKTHBHICTh TPAAULIiHOT pekiiamu (Tadi. 5).

Tabmuus 5 — BrutiB kaHasIiB KOMYHIKaIIiT 3aJIe)KHO BiJjI BikoBoi rpynH (cepesHi ouinku, 1-5)

. udposi nepconanizosani .
Bikosa rpyna KoMyHikail Tpaaumiiina pexiaama
18-25 pokiB 4,7 2,8
26-40 pokiB 4,4 31
41-55 pokiB 4,0 3,3
56+ pokiB 3,7 34

Licepeno: cpopmosano asmopamu

OTpuMaHi pe3ysIbTaTH MIATBEPIWIH CKIIATHUN ONMOCEPEAKOBAHUI XapakTep BILIUBY
MapKETUHTOBUX KOMYHIKalliii Ha (hopMyBaHHS TYPUCTUYHUX HaMipiB. BcraHoBieHO, 1m0 pi3Hi
TUIK KOMYHIKallii He 3A1iCHIOITH MPSMOTro JIHIHOrO BIUIMBY Ha PIIIEHHS CHOXKMBaya, a
JIIOTH Yepe3 KOTHITUBHI Ta eMOIIiifHI MeXaHi3MU CIpuiHATTS [ 15-17]. V3aransHeHy CTpyKTypy
B3a€MO3B’S3KIB Bi10OpaxkeHo B Ta0II. .

Tabmuns 6 — KonnenrtyansHa ctpykrypa SEM-Mozeni BIUIMBY MapKETHHTOBUX KOMYHIKAIIii
Ha HaMip TOJOPOXKi

Tum 3sminHOT 3MiHHA 3MmicT Pous y Mmogeni
KoHTeHT y conmepexax,
[epconamnizoBani MUQPpoBi peKoMeHaIii, BmmBaroTs Ha TOBipy Ta
KOMYHIKaIlii MIePCOHATI30BaHI eMOIIIHY 3aITy4eHICTh
Ex3orenni MOBITOMJIICHHS
(mpenukTOpM) Binryku Ta pexkomennanii OnnaitH-BiATYKH, JOCBIT DOopMyIOTH COLiaTbHAN
KOpPHUCTYBaYiB IHIINX TYpPHUCTIB JIOKa3 1 10Bipy
. TB, npykoBaHa, 30BHIIIHS AJbTepHaTUBHUH
TpanuniiiHa pexiama . .
pekiIaMa iHpopManiiHui KaHa
. . OmnocepeaxkoBye BIUIUB
JoBipa 10 mKepena KorniTueHa onimia KOM HIi)KE)lIHiﬁ za HaMi
MeniaTopHi p p HaaiiHOCTI iH(OpMAITiT y . p
. HOAOPOKI
3MiHHI -
. . AcdexTuBHA peakIlist Ha Iocuiroe hopmyBaHHS
EmMoniiiHa 3airy4eHICTh ..
KOHTEHT TYPUCTHYHUX HaMIpiB
Ennorenna Hawmip 3aificHuTn I'oToBHiCTH 00paTH PesyneraTuBHMI
3MiHHA TI0JIOPOXK JICCTUHAIIIO MTOKA3HUK MOBEJIHKU

Horcepeno: cgpopmosano asmopamu na ocnosi [1; 4, 10]

Sx BuaHO 3 Tabn. 6, KJIIOYOBY POJb y MOJENi BiNIrpalOTh JOBipa Ta eMoIliiiHa
3aJTy4€HICTh, K1 BUCTYIAIOTh Me/l1aTOpaMy MK KaHaJlaMU KOMYHIKAIlil Ta HaMIPOM MOJJOPOXKI.
[TepconanizoBani LM(POBI KaHAIM MarOTh HAWOUIBIIMIA BIUIMB came 4depe3 (OpMyBaHHS
€MOIIIIHOr0 3B’S3Ky Ta CIPUHHATOI JOCTOBIPHOCTI 1H(pOpMallii, TOAl K TpaJulliiiHa peKkiama
BUKOHYE paJIllie MATpUMYytouy Ta iHdopmariitny ¢pynkumito [18-19].

CermeHrTallisi CHOXHBaviB NOKa3ajia HEOJHOPIAHICTh PUHKY 32 MOJENIIMU CIIPUHHSATTS
KOMYHIKaIlil, 10 JOMOBHIOETHCS BUPAKEHUMH BIKOBUMU Ta THIEPHUMH BiIMIHHOCTSIMH [ 19-
20]. Y3araipHEeHHS ITUX Pe3yJIbTaTiB MOIaHO B TA0II. 7.

Sx moka3ye Tabn. 7, JAOMIHYIOUMM CETMEHTOM € “IHu]poBi eHTy3iacTH”’, IO
HIATBEPKYE 3MILMIEHHS TYPUCTUYHOIO MapKETHUHTY Yy OIK MepCOHANI30BaHUX OHJIAHH-
KoMyHiKkaliil. BoaHouac 30epiraerbcs rpymna CIOXHBAaYiB, OpI€EHTOBAaHMX Ha TpPaJHIiiHI
KaHaJIM, 1[0 OOTPYHTOBYE HEOOX1THICTh IHTETPOBAHOTO MIIXO0Y 10 KOMYHIKAIIITHOT MO TUKH
[3-4] .
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Tabmumst 7 — CerMmeHTamiiHi Ta  coriaabHO-IeMorpadidyHi  0COOJMBOCTI  CIIPHHHATTS
MapKETHHTOBHX KOMYHIKaIliil y Typu3Mi
AHamiTHIHUHA XapaxkTep JOBipH Ta . . .
I'pyma / moka3zHuk P b JOBID IToBeniHKOBI 0COOIMBOCTI
aCTIeKT CTIPUHHSTTS
Bucoxka nosipa 1o
. . 71oB1pa It [IBuake GpopMyBaHHS TYPUCTHIHUX
[Tudposi enTysiactu IU(ppPOBUX KaHAIIB, . .
Krnacrep 1 - PpILIEHb 11 BIUIMBOM
(mepeBaxkuo 18-35 p.) CHIIbHA eMoIliiHa .
. MIepCOHAJII30BAaHOT0 KOHTEHTY
3aJy4eHICTh
- . . Bumia nosipa 1o TB i . . .
TpaauniiHo opieHTOBaHI . PimeHHs npuiiMaroTh MOBUIBHILIE,
Knacrep 2 JPYKOBaHOI peKJlaMu, . .
(41+p.) . v OPIEHTYIOThCS Ha 3BUYHI JKEpena
MIOMipHa eMOIHHICTh
. . CepenHi MOKa3HUKU BuKkopHCTOBYIOTH KUIBKA JKEPET
Knacrep 3 3MilaHuH TUIT -bell . . PHCTOBY JoKeper,
JIOBIpH JI0 BCIiX KaHAIIIB pillICHHS CUTYaTUBHI
Buma nosipa 1o
itk UQpoBUX KOMYHIKaIiH, Bumuit piBeHb HaMipiB MOJOPOXKI ITiJ
CHJIBHIIIA eMOIIiifHa BILIMBOM II€pCOHAI3aIli1
. CaKIis
Tennepni JloBi ap 0 HI/I(I) OBHUX
BIIMIHHOCTI pa 10 nop
KaHaJIiB TAaKOX BUCOKa,
YooBikH aJie BITHOCHO OiibIa PamionanpHinma ominka iHpopmaii
JOSITBHICTE 10
TPaAXIiHHOI peKIaMu
Bikosa . MaxcumanbsHa JoBipa 10 HaiiBuima gy TiamBicTs 10 OHIAMH-
. Mousnonmi rpynu JoB1pa A fa Hy eth A
JIMHaMiKa 1dpoBoro cepeoBHIa KOMYHIKaIii
. [MTocTynoBe 3HWXEHHS 3pocTae 3HaYCHHS
Crapi rpynu . . -
1dpoBoi 10BipH TPaAULIHHUX JUKEpe

Iowcepeno: cghopmosano asmopamu na ocrosi [3; 19-20]

BucHOBKH 3 1aHOT0 T0C/Ti/IKEeHHS i NePCNeKTHUBH MOAAJBIINX PO3POOOK 32 TaHUM
HANPSAMOM. Y pe3ylbTaTi JOCHIKEHHS BCTAHOBJICHO HAsSBHICTH CHCTEMHOI TpaHcgopmMarlii
MapKETUHTOBUX KOMYHIKallii y TypUCTUYHIM cdepi, MO0 NPOSBIAETHCS Y 3MIMICHHI
JIOMIHYIOYOTO BIUTMBY BiJ TPAIUIIIHOI pekiiaMu A0 MepcoHani3oBaHuX MU(PpoBux GopMaTiB.
EmnipuyHi JaHi MIATBEpIWIM, 10 came Lu(ppoBl KOMYHIKAIii (GOpMYIOTh OCHOBHUI
iH(hOopMaIiifHUN TOTIK 7S CIIOKUBAYiB Ta 3a0€3MeYyI0Th BHIII TOKA3HUKH JOBIpH, EMOLIIHHOT
3aJTy4€HOCTI 1 MOBEAIHKOBUX HaMipiB. BusiBieHo, o e(heKTUBHICTh MAPKETUHIOBOTO BIUIUBY
Ma€e OMNOCEPeAKOBAHMN XapakTep 1 peani3yeTbcs uepe3 KOTHITHUBHI (JI0Bipa, CHpuiiHsTa
JIOCTOBIpHICTh) Ta adeKTHBHI (eMolliliHa 3aJydeHICThb) MexaHi3MU. llepcoHanizoBaHui
U(PPOBUIM KOHTEHT JIEMOHCTPY€E HAalCUIIBHIIIN 3B’ 30K 13 HAMIPOM 3/11IHCHUTHU MOI0POXK, TOJI
AK TpaJMIliiiHa peKiaMa BUKOHY€E TOMIOMIXKHY 1H(QOopMaLiiHy QyHKIIIIO.

CerMeHTaniifHuit aHasi3 3aCBiIYMB HEOHOPIAHICTh CIIOKMBAYIB 1 TOMIHYBaHHS IPYIU
«M(pOBUX EHTY31aCTIB», IS IKUX XapaKTepHa BUCOKA YYTIUBICTh JJO OHJIANH-KOMYHIKaIlIH.
BcTaHoBIeHO BiKOBY 3aKOHOMIPHICTh 3HID)KEHHS JIOBIpH /10 HM(POBUX KaHATIB 31 3pOCTAHHAM
BIKYy, OJJHAaK HaBITh Yy CTaplIMX rpynax ix e(peKTHBHICTb MEpEeBUILYE TpaauliiHI (HopMaTH.
['enepHi BIAMIHHOCTI POSBISIOTHCS Y BUILINA eMOLiHHIN peakiii )KiHOK Ha TepcOHali30BaHUM
KOHTEHT.

OTtpumani pe3ynbTaTH JOBOAATH JAOIUIBHICTh NEPEXOAY TYPUCTUYHHX IiIPUEMCTB 10
IHTErpOBaHUX KOMYHIKAI[IMHUX CTpaTerid 13 MPIOPUTETOM MEPCOHANI30BaHUX LU(GPOBUX
IHCTpYMEHTIB, BOJHOYac 30epirarouM TpaauliiiHi kaHamu IlepcneKTHBH MOJANBIIMX
JOCHIPKEHb TIOB’S3aH1 3 TMOTJMOJEHHSM aHaji3y IMOBEAIHKOBUX MEXaHI3MIB BIUIUBY
MapKETUHTOBUX KOMYHIKAIIi y TYpU3Mi 3 ypaxXyBaHHSAM JUHAMIKU LU(POBOTO CepeIoBUINa,
PO3BUTKY aJTOpPUTMIB IMEpPCOHaNI3alli Ta ITYYHOrO IHTEJIEKTY B MPOCYBaHHI TYPUCTHUYHUX
npoAyKTiB. JJoUiIbHUM € po3MIMpeHHs] BUOIPKH Ta MIKKpPAiHChKI MOPIBHSAHHS, JOCITIKEHHS
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JIOBIOCTPOKOBUX €(eKTiB IIU(POBOTO BILIMBY HA JIOSUTHHICTD 1 pealibHy MOBEAIHKY TYPHUCTIB, a
TaKOK MOJICTIOBAHHSI B3a€MOJIi1 KOMYHIKaI[IHHIX KaHATIB y PI3HUX (pa3ax mpUAHATTS pillICHHS
Ipo MOJOPOXK. BakmMBUM HanmpsMOM € TaKOK BHBUCHHS €THYHUX ACIEKTIB IepcoHaii3aii,
JIOBIpH /0 QITOPUTMIYHMX pEKOMEHAaliil 1 TpaHcopmamii CIOXHUBYMX OUIKYBaHb Y
HOCTKPU30BHX YMOBAX.SK MIATPUMYIOU /Ui OKPEMUX CETMEHTIB PHHKY.
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Transformation of Marketing Communications in Tourism: A Comparative Effectiveness
Analysis of Traditional Advertising and Personalised Digital I nfluence.

The aim of the article. The accelerating digitalisation of the economy has fundamentally
reshaped the architecture of marketing communications in the tourism sector, generating structural
changes in information flows, consumer interaction models, and decision-making processes. Under
conditions of high information satur ation and intensified competition for consumer attention, traditional
advertising channels are progressively losing their dominant influence, while personalised digital
communications embedded in social media ecosystems and online platforms are acquiring strategic
importance. This transformation reflects not only technological change but also deeper behavioural
shifts, as consumers increasingly rely on interactive, visually oriented, and socially mediated sources
of information. In tourism, where perceived risk, emotional anticipation, and experiential expectations
play a decisive role, the effectiveness of marketing communications depends on a complex interplay of
cognitive, affective, and behavioural mechanisms, particularly trust, perceived credibility, emotional
engagement, and travel intention.

Analysis results. The purpose of this study is to comparatively evaluate the effectiveness of
traditional advertising and personalised digital influence in shaping consumers’ tourism decisions, as
well as to identify the mediating factors that determine communication outcomes. The conceptual
premise of the research is that marketing communications do not operate through direct linear effects
but rather through mediated psychological mechanisms that influence perception, evaluation, and
behavioural intention. To capture these multidimensional effects, a mixed-method research design was
employed, integrating quantitative and qualitative approaches. The empirical foundation consists of an
online survey of 150 respondents who had undertaken or planned travel within the preceding twelve
months, complemented by semi-structured interviews aimed at exploring subjective perceptions of
communication credibility and emotional response. In addition, a content analysis of tourism-related
digital materials disseminated via Instagram, TikTok, and YouTube was conducted to contextualise
behavioural and perceptual patterns. Key constructs, including perceived credibility of communication
sources, emotional engagement, persuasiveness of messages, and intention to travel, were
operationalised using a five-point Likert scale. Data processing combined descriptive statistics,
correlation and regression analysis, structural equation modelling (SEM), and K-means cluster
analysus enabllng the |dent|f|cat|on of Iatent relatlonshlps and consumer segments W|th dlstlnct
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superiority of personalised digital communications over traditional advertising formats. Personalised
digital content yielded higher mean values of trust (4.3/5) and emotional engagement (4.5), alongside a
strong positive correlation with travel intention (r = 0.71). By contrast, traditional advertising channels
exhibited comparatively lower trust indicators (2.6-2.9), weaker emotional influence (3.1), and limited
behavioural association (r = 0.28-0.32). These findings confirm that perceived credibility and
emotional engagement function as critical mediators linking communication exposure with behavioural
intention.

The scientific novelty of the study liesin the devel opment of an integrated analytical framework
that unifies cognitive, affective, and behavioural determinants within a comparative assessment of
communication effectiveness. Unlike prior studiesthat primarily emphasise isolated digital instruments,
this research empirically substantiates the mediated nature of marketing influence and clarifies the
structural relationships between communi cation type, trust formation, emotional activation, and travel
intention. The study further contributes to segmentation theory by identifying heter ogeneous consumer
clusters, including a dominant “digital enthusiast” segment characterised by elevated responsiveness
to personalised online content. Age-related patterns reveal an inverse relationship between respondent
age and perceived effectiveness of digital channels, although digital influence remains compar atively
stronger across all demographic groups. Gender differences were also observed, indicating higher
emotional sensitivity and trust levels among female respondents. The practical significance of the
findings resides in their implications for strategic marketing management within tourism enterprises.
The results support a transition toward integrated communication strategies prioritising personalised
digital tools while maintaining selective use of traditional channels for specific consumer segments.
Enhanced understanding of mediating mechanisms enables more precise targeting, optimisation of
message design, and improved allocation of promotional resources. Furthermore, the identification of
trust and emotional engagement as central determinants provides a behavioural rationale for the design
of digital content strategies that foster credibility and experiential resonance.

Conclusions and directionsfor further research. In conclusion, the study verifies the existence
of systemic shifts in marketing communication effectiveness driven by digital transformation and
evolving consumer behaviour. The superiority of personalised digital influence underscores the
necessity of reconfiguring communication policies in accordance with contemporary information
environments. Future research directions include cross-country comparative analyses, modelling of
long-term behavioural effects of personalisation and artificial intelligence, and deeper examination of
ethical considerations associated with algorithm-driven recommendations. Additional investigation of
the relationship between digital communication strategies, consumer loyalty, and actual travel
behaviour is warranted, particularly within post-crisis and high-uncertainty contexts.

Keywords:. digitalisation, marketing communications, personalised digital influence, traditional
advertising, consumer behaviour.
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