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BLT PEJAKIIIT
BOPOHKA ITPOJIAKIB: « CHIO’KUBAY-MAH/IPIBHUK»

Touku B3aeMOJIl KOMIUIEKCY MApKETHHTY 1 MPOLECY NPUHHATTA PIlIEHHS CHOXHBaya
3aBXKAM PO3IIIIATUCS B MEKaX MOJIENi «BOPOHKH MPOAAXKiB». Moenb «BOPOHKM» Nepeadayvae,
0 y pe3yibTaTi 300py iHhOopMaIlii MiABHINYETHCS MOIH(POPMOBAHICTh CIIOKMBAYIB PO HASIBHI
MapKl TOBapiB 1 MOYMHAETHCS (OPMYBAHHS «KOMIUIEKTIB TOBapiB» METOI0 MapKeTOJIOTiB
3aBXaAM OYyJ0 OTPUMAHHS TAaKOTO PE3yJbTaTy poOOTH, 1100 Ha MOYATKOBIN cTajii MPUHHATTS
pilleHHs MpO KYMIBIIO CHOXKMBad 30upae iH(pOpMalilo MpPO MaKCHMAJIbHO HIMPOKE KOJIO
OMHO(YHKITIOHAIBHUX TOBApiB Pi3HUX MapoK. A Ha OCTaHHIN CTajii, KyImye TOH TOBap, KU
HalKpale 3aJJOBOJIbHSE HOT0 MONUT y BCIl SKICHO-KUTBKICHIM pi3HOMaHiTHOCTI. OYeBUAHO, IO
MOJICNIb «BOPOHKH TPOJaXiB» 0a3yeTbcs Ha JIHIKHOMY IMAXOMAl, NMPU SKOMY il BIUTHBOM
KOMILJIEKCY MapKETUHTY BEpXHIH KiHEIlb BOPOHKH € IIUPOKUM, TOOTO OXOILIIOE MAaKCUMAIIbHY
KUTBKICTh BapiaHTIB KYMiBJIl, @ HUXKHIH € By3bKUM — OJIMH TOBap. MoJie/ib «BOPOHKMY JIOTIOMArae
y BHpIIICHHI 0araThb0X MapKETUHTOBHX 3aBJaHb. AJie 3apa3, B YMOBaxX MMOCTIHAYCTPiaJbHOTO
CYCHUIbCTBA, KOJIM 0araTOKpaTHO PO3IIMPHUBCS BUOIp TOBapiB i, MPH LIbOMY, TOBapu Pi3HUX
MapOK 3HAYHOIO MIpOI0 € CTaHIapTH30BaHIi 3a BJIACTUBOCTAMH 1 I[IHOIO, a KaHaIH iH(opmarii
IpPaLIOIOTh B PEXHUMI OH-JAMH, TpaauLiliHA MOJEIb «BOPOHKM», fKa IOSICHIOE MOKYIKY
BUKJIIOYHO PE3YJIbTaTOM [iSUTBHOCTI MapKeTOJOriB, HE BioOpakae MeXaHI3My HpPUHHSATTS
pilleHHs Npo KymiBaro. Tomy JUis TOSCHEHHS CY4YaCHHUX pealid PHHKOBOI IOBEIIHKU
CIIO’KMBAYIB MOJIC]Th «BOPOHKMY» MIOBUHHA OYTH 3aMiHEHA 1HIIIOI0 TEOPSTUYHOIO KOHCTPYKIII€IO.

MixHapoaHa KoHcalnTuHroBa kommadis «McKinsey 3anmpornoHyBanga HOBY TEOpil0 —
MOJIENIb «CTIO’KMBAaY-MaHAPIBHUKY». 3TiTHO M€l Teopii CroXWBadi MPUIMAIOTH PIlIEHHS PO
KYMIBJIIO TOBapy HE SK EKCKypCaHTH, SIKMX IUIECIIPIMOBAHO BEJE€ MAapKeToJIor, a sK
MaHJIpIBHUKH, SKi OTPUMYIOUM HOBY iH(GOpPMAII0 MOXYTh CAaMOCTIHHO MIHSATH MapipyT
MaHJIpIBKHU: CIIOKUBAY MpHUIMae pillieHHs] KyIIUTH TOBAp, ajie Mij] BIUIMBOM 3HAHOMOT'O 3MIHIOE
OakaHHs 1 30MpaeThCsl KyMUTH 1HIIMHA TOBAp, MPOTE Mi3HABIIMCH MPO TOSBY HOBOI TOPrOBOI
TOYKU KyIlye TpeTiit ToBap. IIpy 11bOMy BIJIMB MapKeTOJOriB Ha MpPOIeC NPUUHATTS pilleHHS
PO KYIIBJIIO CTAE MEHIIIHM.

Mogens «CroXMBaY-MaHAPIBHUK» Tependaydae, 0 NpPOLEC MNPUHHATTSA pILICHb
CIIO’KMBAYEM IIIOJI0 KYIIBJI1 € IUKITYHUM 1 BKIIIOUA€ YOTUPH (Da3H.

I. ®a3za po3risiy moyaTkoBoro Habopy OpeH[iB 3 TOUKH 30py KymiBii. [louaTkoBuii
Ha0ip OpeHIB — Lie BXKe BiJloMa CHIoXKHBauy iH(popMallis Ipo iICHYI0Ul Ha pUHKY TOBapH, Ky BiH
OTPUMaB JIO YCBIJIOMJICHHSI HEOOX1THOCTI KYIIIBJIl TOBApY.

II. ®a3a akTHBHOTO OIIHIOBAaHHS — KOPET'YBaHHS MOYaTKOBOTO HA0Opy OpeH/ B B IpoIieCi
NoIyKy iH(popmarii.

II1. ®a3za xymiBas ToBapy.

IV. daza BukopucTaHHs TOBapYy.

Iepexin 10 HOBOI MozeNl MPUUHATTS PillIeHb MPO KYMIBIO CTa€ TOUKOK Oidypkamii 1
JUIsL oriepaliii CerMEeHTYBaHHS PUHKY. B KiacuuHiil Teopil MapKeTHUHTY HPUMHATO BUIUISATH
MacoBUl, TOBapHO-IU(EpEeHIliioBaHNI Ta IUIOBUA MAapKeTHHI. BiAbLIICTh MiANPUEMCTB
TpaauLiIHHO BUKOPUCTOBYIOThH L1IIbOBUI MApKETHHT .

[lpakTka JiSIBPHOCTI MIAMNPUEMCTB CBIQYHUTH, MO peali3amis Takoi CXeMu
MapKETHUHIOBOI MAISUIBHOCTI € BKpall BUTPATHOIO 1 pu3MKOBaHOW0. KpiM TOro, OIIHUTH
e(eKTUBHICTh MAPKETHMHIOBUX 3aX0/11B MOXHA JIUIIIE Micis iX peanizarii. Lle cBoepinHa noTepes,
IIpH SIKil, 00MparoyM HITbOBUN CETMEHT PUHKY, ITPOJaBelb He MOKe OyTH BIIEBHEHUM Y BIPHOCTI
BUOOpY. SIKII0, HanmpuKiIag, 0OMpaeThCs LIbOBUI CEIMEHT PUHKY <OKIHKU 70 30 pokiB» 1 iX
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yacTka ckiajnae 25% pUHKY, TO MIJIPUEMCTBO anpiopi irHopye iHII 75% pUHKY (Y4OJIOBIKH 1
KIHKM 1HII0TO BiKY). IIpH 11bOMy HeMae rapanrii, 0 KiHKi 00paHoi BIKOBOT KaTeropii craHyTh
nokynisivMe. [IpakTuka mokasye, mo 3apa3 B 0ararboX BHUIAJKaX BTPAYA€THCS 3HAYCHHS
CeTMEHTYBAHHS PUHKY 1 IJBUIIYETHCS 3HAYCHHS CHOXKHBYMX MEPEX — Tpym ocid, 1o
IJIECTIPAMOBAHO OOMIHIOIOTHCS 1H(GOPMAIIIEID MO0 KYIIBEIh YM IMPUHUMAIOTh PIIICHHS Tif
BIUIMBOM CHUTYaTHBHUX YMHHHKIB. CIIO)XMBYI MepeXi CTBOPIOIOTHCA HE 3a TPaAULIHHUMH
O3HaKaMH CETMEHTYBAHHs, a 0a3ylOThCsl HA OCOOMCTUX, CBITOTJISIHUX OCHOBAX — MOJI00AETHCS
4y He mojoOaeThcs. B emoxy nudpoBHX TEXHOJOTIH, CYTHICTh Ta JIOTiKa MapKETHHIOBOT
JISITBHOCTI TIOKH IO 3aJTMIIAETHCS TAKOIO XK: 1ICHTU(DIKYEThCS MUJIbOBHM PUHOK, TTOYMHAETHCS
BIUIMB Ha CHOXHUBa4iB IHTepHET-pexnamoro (OaHHEpH, OHJIANH-Bineo, TBiTH). SIKImO Taki
MapKEeTUHIOBI KOMYHIKaIlli BHUSABJISIOTECA €PEKTHBHUMHU, TO IX MPOAOBXKYIOTh. To0TO,
3MIHWJIMCA MaWIaHYMK{ JJIS PEKJIIaMHOTO BIUIMBY, MPOTE alTOPUTM BIUIUBY 3aJIUIIUBCS
HE3MIHHUM.

Muxaiijio Oxjaanaep
Tonosnuti peoakmop sxcypuany « Mapxkemune i yugposi mexnonozii»
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STRATEGIC ALTERNATIVES FOR AIRCRAFT ENGINE MANUFACTURERS:
A COMPARATIVE MARKETING ANALYSIS

Ukraine’s aircraft engine manufacturers operate under unprecedented wartime pressure and volatile
global markets. This study explores strategic marketing alternatives for Ukrainian aircraft engine
manufacturers using industrial marketing approaches. It identifies key challenges faced by high-tech
enterprises during wartime and shows that success depends on three factors: leveraging core
competencies through strategic partnerships, implementing managerial decentralization, and divesting
non-core assets. The research proposes a decision-making matrix for selecting restructuring models
and offers practical recommendations for building resilient, competitive marketing strategies in
conditions of uncertainty and transformation.

Keywords: industrial marketing, marketing of high-tech enterprises, marketing management,
marketing strategy, strategic partnership.

DOI: 10.15276/mdt.10.2.2026.1

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the current conditions of the aviation industry's development,
Ukrainian aircraft engine manufacturers face a number of systemic problems, the most acute of
which are: insufficient funding for research and development, loss of traditional markets,
limited access to the latest technologies and materials, and growing competition from
transnational corporations.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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These challenges significantly complicate the maintenance of technological capacity
and international competitiveness of Ukrainian developers and manufacturers of aircraft
engines. At the same time, preserving technological potential, ensuring the export of high-tech
products, and integrating into global value chains are critically important tasks for both
individual enterprises and the Ukrainian economy as a whole.

In this context, attracting foreign investment is a necessary condition for the stabilization
and development of the industry, as it is investment resources that can compensate for the lack
of domestic financing, promote the modernization of production, the introduction of
innovations, and entry into new markets. Moreover, strategic foreign investors can become
conduits for technology transfer and a source of management expertise, which together increase
the industry's adaptability to changes in the global market.

In these conditions, strategic partnership emerges as one of the most promising tools for
improving the investment attractiveness of enterprises in the aircraft engine manufacturing
industry in Ukraine. Its key feature is the ability to achieve synergy between participants by
combining resources, competencies, and market opportunities in order to reduce the investment
burden, increase innovation capacity, and ensure access to new markets and new sources of
investment. The strategic partnership model in the format of Risk Sharing Partnership (RSP)
and Risk and Revenue Sharing Partnership (RRSP) is particularly relevant, as it allows not only
to distribute costs and risks between the parties, but also to form a joint long-term value
proposition for the global aviation market.

From a scientific point of view, the study of strategic partnerships in aircraft engine
manufacturing is closely linked to the issues of industrial marketing, strategic management,
innovative development, and international cooperation. At the same time, from a practical point
of view, this topic has direct practical significance for the formation of effective strategies for
entering foreign markets, restructuring the business models of Ukrainian aircraft manufacturers,
and forming their competitive advantages in the context of the transformation of the global
aviation sector. That is why researching the potential of strategic partnerships as a tool for
attracting investment is timely and important in both theoretical and practical terms.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The impact of strategic partnerships on innovation
and sustainable development of enterprises is studied by authors such as Maksymova [1], Eweje
G., Sajjad A., Nath S. [2]. Wittenborg et al. [3] conducted a systematic study of the role of
partnership networks in the exchange of knowledge and innovation in aerospace engineering.
Wang and Ma [4] substantiated the importance of public-private partnerships as a tool for
achieving sustainable development goals. The important role of forming partnerships capable
of ensuring sustainable development and competitiveness in Europe is noted in [5]. Renard in
[6] critically assesses the European Union's approach to forming strategic partnerships, pointing
to excessive declarativeness and a lack of deep interaction in many of them. The author argues
that the current geopolitical situation — in particular, the intensification of competition between
major powers, the war in Ukraine, and growing economic interdependence — requires a
reformatting of the EU's approaches to strategic cooperation. Instead of “partnerships on
paper,” he proposes moving toward truly functional, mutually beneficial, and purposeful
alliances based on common interests, trust, and specific projects.

In addition, the topic of strategic partnership was explored in works [2, 4, 7, 8]. The
topic of strategic partnership in the defense industry became particularly relevant with the
adoption on June 19, 2025, by the Verkhovna Rada of Ukraine of draft law No. 7508 on
“improving the mechanism for attracting private investment using the mechanism of public-
private partnership”, which expands opportunities for Ukraine's post-war recovery and the

K. Danko, O.Zozulov, N. lazvinska. Strategic alternatives for aircraft engine 7
manufacturers: a comparative marketing analysis
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development of the defense-industrial complex by expanding opportunities for attracting
investment and forming strategic partnerships.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Despite substantial research on strategic partnerships and their role in
innovation and sustainable development, several critical gaps remain in understanding their
application within the aircraft engine manufacturing sector, particularly in transitional and post-
conflict contexts. While existing studies [1-5] provide valuable insights into partnership
mechanisms and knowledge exchange networks, they predominantly focus on established
markets in stable geopolitical environments and do not adequately address the specificities of
emerging defense-industrial ecosystems.

Furthermore, although Renard [6] critiques the superficiality of many strategic alliances
and calls for functional, mutually beneficial partnerships, there is insufficient empirical
guidance on how aircraft engine manufacturers in developing markets can practically
implement such partnerships while navigating disrupted supply chains, limited investment
capital, and geopolitical instability. The recent legislative developments in Ukraine, while
creating new opportunities for public-private partnerships, have not yet been analyzed through
the lens of marketing strategy formulation for high-tech enterprises.

Most critically, existing literature lacks comparative analysis of alternative strategic
partnership models specifically tailored to the aircraft engine manufacturing industry in
contexts characterized by simultaneous challenges of post-war reconstruction, business
decentralization, and integration into global value chains. This study addresses these gaps by
examining how Ukrainian aircraft engine manufacturers can leverage various partnership forms
to enhance their competitive positioning and investment attractiveness in volatile market
conditions.

Formulation of the purpose of the article (statement of the problem). The purpose
of the study is to conduct a comparative analysis of forms of strategic partnership as alternatives
for the development of enterprises in the aircraft engine manufacturing industry in Ukraine in
order to develop recommendations for creating effective marketing strategies for high-tech
enterprises in the aircraft engine manufacturing industry in the context of business
decentralization, growing competition, and disruption of global supply chains.

Research objectives:

— toanalyze approaches to the formation of marketing strategies in the high-tech sector,
focusing on the effective use of key competencies of companies in strategic partnerships;

— to investigate the role of management decentralization and the sale of non-core assets
in increasing the investment attractiveness of companies;

— perform a comparative analysis of forms of strategic partnership as alternatives for
the development of enterprises in the aircraft engine manufacturing industry of Ukraine;

— offer practical recommendations for the formation of effective marketing strategies
for aircraft engine manufacturing enterprises in Ukraine in conditions of instability and
transformation of global markets.

Research methods. To achieve the research objectives, the method of analysis and
synthesis of approaches to the formation of marketing strategies for high-tech enterprises and
forms of strategic partnership was used. The case study method was used to thoroughly examine
specific examples of restructuring and marketing strategies of high-tech aircraft engine
manufacturing companies (Honeywell, General Electric Aerospace, Rolls-Royce). The
forecasting method was used to model scenarios for the further development of marketing
strategies, taking into account global trends.
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Statement of the main material of the research with full justification of the
scientific results obtained. There are a number of approaches to forming marketing strategies
in the high-tech sector of aircraft engine manufacturing [9-11]. Let us consider the main ones
in more detail: content marketing, digital transformation, improving the level of maintenance,
repair and Overhaul (MRO), developing key competencies, business restructuring, and strategic
partnerships.

Focusing on digital content and technology branding (or content marketing) for
companies in Ukraine's aircraft engine manufacturing industry, which involves publishing
blogs, white papers, and webinars to build trust in the brand and highlight its technological
advantage, cannot be fully implemented in wartime due to security restrictions caused by
military risks. Therefore, the implementation of this promising approach must be postponed
until after the war.

Focusing on digital transformation as a strategic direction in the aviation technology
sector has good prospects and meets today's requirements. The role of digital media interaction,
in particular data visualization and analytics, is constantly growing: VR/AR is used for engine
presentations, CRM for managing relationships with OEM customers, and Al analytics for
market forecasting and price optimization [12]. All of these tools require significant investment
in recruitment and training, software and equipment purchases. The difficult economic situation
in which Ukrainian aircraft engine manufacturers find themselves complicates the rapid and
effective implementation of this approach.

Customer retention through improved maintenance, repair, and overhaul (MRO) and
digital services as an approach to shaping the marketing strategy of an aircraft engine
manufacturer is quite effective and in line with current industry trends. The emphasis on after-
sales service and digital twins as part of the marketing offer, which increases the engine's life
cycle and customer loyalty, the transformation from an engine developer and manufacturer to
a provider of a comprehensive solution (engine and digital services) also requires significant
external investment and considerable time to recruit and train appropriate personnel and
reorganize the company's business processes, which is quite difficult to implement under
martial law.

Given the limited resources, the processes of transformation of the global economy and
international trade, which are increasingly affecting aviation companies, as well as the strategic
marketing prerequisites for their development [13], this study focuses on a combination of
approaches aimed at developing key competencies, business restructuring, and strategic
partnerships as the basis for marketing strategy.

The theoretical framework that ensures the development of key competencies is the
Resource-Based View (RBV). According to RBV, key competencies are an extremely valuable
and rare resource that is difficult for competitors to replicate. Therefore, the development of
key competencies is the practical implementation of a marketing strategy based on RBV.

RBV emphasizes the company's internal resources and capabilities as the main drivers
of competitive advantage [14], without focusing exclusively on external market conditions.
RBV assumes that the company's unique marketing capabilities, resources, and competencies
are critical to achieving higher productivity and sustainable competitive advantage. Only a
combination of the unique marketing capabilities, resources, and competencies of several
companies, formed within the framework of a strategic partnership, can provide a more
sustainable competitive advantage.

In order to ensure the sustainable development of the internal resources of Ukrainian
aircraft engine manufacturing companies in conditions of war, high economic uncertainty and
risks, and to implement innovative competitive projects, it is necessary to attract foreign
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investment. Preference is definitely given to external investments for a number of reasons, the
main ones being the company's limited free capital and restricted access to state investments.

When it comes to high-tech solutions, such as aviation gas turbine engines, the public
sector requires long-term trust building. Even extensive experience, compliance with
international safety standards, participation in exhibitions, white papers, and scientific and
educational events do not guarantee compliance with the criteria for state funding. Despite the
expected stability of government orders, a B2G-oriented approach in the case of aircraft engine
manufacturing carries a number of risks. First, government orders depend on government
programs, political course, and budget. A change in power or geopolitical situation can
completely stop or revise project funding. As practice has shown, in conditions of war or active
combat operations, preference is given to ready-made solutions rather than promising
developments, even those that are ready for serial production. In most cases, the financing of
the design, testing, and prototyping stages falls on the company's budget. It is for these reasons
that, for the successful implementation of sustainable development of the enterprise, preference
is given to attracting external investments.

When planning the company's development in such conditions, in addition to attracting
external investment, emphasis should be placed on measures such as reducing the financial
burden and distributing risks, attracting new technologies and increasing competitiveness in the
international market, sustainable development and job preservation, and strengthening the
country's defense capabilities. Effective implementation of these measures for high-tech
enterprises, including those in the aircraft engine manufacturing industry, is only possible
through the development of strategic partnerships — a tool that allows for risk sharing,
attracting the necessary investments, gaining access to modern technologies and materials, and
strengthening positions in the international market, which is particularly relevant in the context
of martial law.

The approach to forming a marketing strategy, whose main tools are the company's
focus on alliances, cooperation, and strategic partnerships, has proven its effectiveness in
combination with business restructuring measures [15-19] (see below for details). Within this
approach, inter-company integration, strategic alliances, joint ventures, and R&D contractual
partnerships are used to compete in capital-intensive chains. Key competencies are formed
through the combination of know-how, infrastructure, and markets (RBV in action). Effective
supply chain partnerships at Rolls-Royce, MTU, and Airbus serve as examples: integration of
vertical links in marketing discourse, emphasis on a shared brand of competence.

Thus, the key factors for the successful implementation of modern marketing strategies
by Ukrainian aircraft engine manufacturers are the formation of investment attractiveness, the
development of partnership models, state support for transformation processes, and the
provision of effective legal means and mechanisms for attracting investment to enterprises in
the industry. Let us take a closer look at the experience of structural transformations of world-
renowned companies in the aircraft engine manufacturing industry that led to their growth.

Business restructuring trends in the high-tech aircraft engine manufacturing sector.

By analyzing the structural changes that have taken place in high-tech international
aircraft engine manufacturing companies, we can get a realistic picture of the trends over the
next ten years that have led to their growth.

In February 2025, Honeywell CEO Vimal Kapoor made an official statement [15]
announcing that, due to “unprecedented demand” in the commercial and defense aerospace
sectors, Honeywell had decided to spin off this division into a separate public company. As a
result of this decision, Honeywell will split up in 2025-2026 and three separate companies will
be formed — for the production of advanced materials, automation, and the aerospace industry.
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According to the CEO, the purpose of this split is to ensure optimal conditions for the
implementation of individual growth strategies and to create better conditions for the company's
shareholders and customers [15].

Honeywell's aerospace division, which will soon become a separate company called
Honeywell Aerospace, earned $15 billion in 2024 [15] and currently specializes in
manufacturing a wide range of aviation products, such as engines, avionics, cockpits, and
navigation systems. To generate additional shareholder value, the company plans to expand its
portfolio through the acquisition of additional strategic assets.

The decision to split Honeywell had been in the works for a long time. Among the
factors that may have been decisive was pressure from investor Elliott Investment Management
[15], which, according to The Wall Street Journal, called for the split as early as 2024. The
company's management believes that “the increased focus, alignment, and strategic flexibility
provided by this split will enable Honeywell to realize opportunities for operational
improvement and value enhancement” [15]. This decision by Honeywell's management fits
naturally into the trend of restructuring international aerospace corporations through spin-offs,
or segmental business divisions, which has been observed for several years in a row. A spin-
off is a process whereby a parent company separates part of its business or a division into an
independent company. The parent company creates a new legal entity and transfers assets,
employees, and operations of a specific business line to it. The shareholders of the parent
company usually receive shares in the new company in proportion to their shares. The types of
such companies and the selection matrix are shown in Table 1 and Figure 1. A special form of
company separation is a spin-out, which is the creation of an independent company by
employees.

Table 1 - Types of spin-off companies*

Criterion Types Characteristics
By method of Pure spin-off - The parent company distributes shares in the new
allocation: company to its shareholders free of charge

- The most common type, shareholders receive shares in
proportion to their shares

Carve-out - The parent company sells part of the shares of the new
company on the public market

- Retains controlling stake in new company

Split-off - Shareholders exchange their shares in the parent company
for shares in the new company

- The number of shareholders in the parent company is

decreasing
Tracking stock - Separate shares without actual division
Equity carve-out - Temporary sale with subsequent repurchase
By size of the Full spin-off - The entire division or business area is spin-off
allocated part Partial spin-off - Only part of the division's assets are being spin-off
By strategic goal | Protective spin-off - Spin-off problematic or loss-making divisions
Growth spin-off - Spin-off of promising areas for better development
Focus spin-off - Focus on core business
By tax Tax neutral - No taxation for shareholders
consequences Taxable - Shareholders pay taxes on the benefits received
*Source: compiled by the authors.
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Figure 1 — Matrix for selecting the most appropriate type of spin-off company. Source:
constructed by the authors

The move toward decentralization began in November 2018, when United Technologies
Corporation (UTC) announced the tax-free spin-off of its Otis and Carrier businesses into new
independent public companies called Otis Worldwide Corp and Carrier Global Corp. In April
2020, UTC, renamed Raytheon Technologies, completed the tax-free spin-off of Otis
Worldwide Corp and Carrier Global Corp [16]. In 2023, the corporation changed its name from
Raytheon Technologies to RTX Corporation. RTX Corporation currently operates through
three companies — Collins Aerospace, Pratt & Whitney, and Raytheon —which work together
to meet the needs of international partners in the aerospace and defense industries. The purpose
of the split was to enable each business to focus on its core competencies and make them more
attractive to investors.

Next, the restructuring through a spin-off baton was passed to General Electric (GE).
On November 9, 2021, GE announced plans to create three public companies focused on the
growing aviation, healthcare, and energy sectors. On July 18, 2022, GE announced the brand
names of the future companies: GE HealthCare for GE's medical business, GE Vernova for
GE's energy portfolio, including renewable energy, power, digital and energy financial services,
and GE Aerospace for GE's aviation business. It was planned that all three companies would
continue to benefit from GE's legacy and global brand, valued at nearly $20 billion at the time
[17]. November 30, 2022 — General Electric announced that its board of directors had approved
the previously announced spin-off of its healthcare business, GE Healthcare Holding LLC (“GE
HealthCare”). January 4, 2023 — GE announced that it had completed the separation of its
healthcare business, establishing GE HealthCare Technologies Inc. (“GE HealthCare™). April
2, 2024 — GE Aerospace announced the official launch of an independent public company,
following the completion of the separation of GE Vernova. GE Aerospace trades on the New
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York Stock Exchange (NYSE) under the ticker symbol “GE.” GE Aerospace Chairman and
CEO Lawrence Culp Jr. said, “With the successful launch of three independent public
companies now complete, today marks the historic final step in GE's multi-year transformation”
[18].

Rolls-Royce Holdings plc did not conduct a direct spin-off, but in recent years has been
selling or divesting non-core assets to focus exclusively on aircraft engines, including civil
aviation, defense, and energy. In 2022, it sold its subsidiary Bergen Engines [19] and discussed
selling its Power Systems division. These measures were aimed at improving financial stability
after the crisis caused by the COVID-19 pandemic and allowed the company to focus on its
core business — aircraft engines.

Thus, there is a clear trend toward the formation of highly specialized spin-off
companies in aircraft engine manufacturing. The past seven years have shown a clear trend
among international aerospace corporations toward restructuring through the strategic division
of business into separate public companies focused on narrow areas of activity. This process
often takes the form of spin-offs or other types of demergers (a demerger is the process of
splitting one company into two or more independent companies; the main types of demergers
are spin-offs, split-offs, carve-outs, and complete divisions) and is particularly important for
aircraft engine manufacturing companies, where high-tech developments require maximum
management focus and financial transparency. The matrix for selecting the type of demerger
for an aerospace company is shown in Figure 2.

Partially reduces costs

+

Partial loss depends on
exchange

+ 4. \g
Income tax
+ ¥ +

High
Complex calculations
+ +

Average
Dilution of shares

Average asset market

*Red is the least attractive option; gray is the average option; orange is an acceptable
option with advantages; green is the best option for this criterion.

Figure 2 — Matrix for selecting the most appropriate type of demerger for the company
Source: constructed by the authors
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The key objectives of such transformations are to increase investment attractiveness
through clear specialization, improve operational efficiency, and create conditions for the
targeted strategic development of each business area.

An example of a spin-off company specializing in a specific family of engines is CFM
International, established in 1974 by GE Aviation and Snecma specifically to develop and
manufacture the CFM56 turbofan engine. This was not just a partnership, but a separately
created company (albeit without a formal division, but with its own brand, balance sheet, and
strategic autonomy). Subsequently, CFM International also became the developer of the LEAP
family, a new generation of engines for narrow-body aircraft (Airbus A320neo, Boeing 737
MAX). Experience has shown the effectiveness of this solution, which has made it possible to
isolate the investment, production, and engineering risks of a specific product, provide
customers (airlines) with a clear brand and service channel, and optimize the life cycle
management of a specific engine.

As a result, the CFM56 engine has become one of the most popular turbofan engines for
the narrow-body aircraft market. According to [20], as of 2021, CFM International had a 44%
share of this engine market, with the CFM56 family accounting for 85% of that share (the rest
being LEAP engines).

CFM International can be considered a classic example of a “product spin-off” because,
although legally it is a joint venture, strategically it was a separation of the company's product
asset (the engine) into a separate business structure. GE and Snecma did not simply cooperate,
but created a brand, support structure, and business model exclusively for one product — the
CFM56.

A similar practice applies to IAE (International Aero Engines), a company created to
promote the V2500 engine (Airbus A320) between Pratt & Whitney, MTU, Rolls-Royce, and
Japanese companies.

International Aero Engines (IAE) is a striking example of an aircraft engine family being
spun off into a separate business structure created for a specific product. This case is therefore
worth analyzing in detail.

IAE, a strategic spin-off of the V2500 engine, was founded in 1983 with the aim of
jointly developing and promoting the V2500 engine as a competitor to the CFM56. The
consortium members were Pratt & Whitney, the main integrator; MTU Aero Engines,
responsible for the compressor module and turbine; Japanese Aero Engine Corporation (JAEC)
— responsible for the low-pressure turbine and financing, Rolls-Royce — initial partner
(withdrew in 2012), and FIAT Avio / Alfa Romeo Avio — minor participation in the early stages
(later discontinued).

Over time, Rolls-Royce transferred its stake to Pratt & Whitney, and today IAE is
effectively controlled mainly by Pratt & Whitney and MTU.

The V2500 engine is successfully used on Airbus A320ceo, McDonnell Douglas MD-
90, and Embraer KC-390 airliners. Its competitor is the CFM56. As of the 2020s, there are more
than 7,000 engines installed [21] according to MTU [22], and in 2023, 5,300 engines were in
operation.

The goals of creating IAE were to combine the intellectual property and technologies of
several companies that could not compete with CFM on their own. In addition, compelling
arguments include the desire to share the financial risks of research and development and to
optimize production and service through a modular engine design (distribution of production
among partners). It was also possible to create a single engine brand, regardless of the
nationality of the manufacturer.
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The operating model was that each partner produced “its own” module, which was then
integrated under the leadership of P&W. IAE operated as a “separate business unit” with its
own sales, marketing, customer support, and service structure. Profits and expenses were shared
in proportion to each company's contribution.

As a result, the V2500 engine captured about 50 percent of the market share among
narrow-body aircraft [22], providing worthy competition to the CFM56 in Europe, Asia, and
the Middle East. IAE brought significant profits and technological expertise to its participants
and paved the way for future programs, including GTF (Geared Turbofan), in which the same
companies participated.

Thus, IAE is an example of a product-centric spin-off, where the entire business model
was tailored to a single product — the V2500 — with global support, a separate brand, and a
clearly structured risk and profit sharing model.

The analysis allows us to conclude that in the world of aircraft engine manufacturing,
where innovation, the pace of change, and safety requirements are constantly increasing, highly
specialized companies demonstrate high adaptability and market efficiency.

Restructuring through separation combined with strategic partnerships is not only a
response to external challenges, but also a tool for strategically strengthening positions in the
high-tech sector. This trend is expected to continue in the coming years, shaping the new
architecture of the global aircraft engine market.

From a marketing and strategy perspective, IAE is a brand that has successfully
positioned itself separately from its parent companies. This has avoided internal competition
between participants (for example, P&W and Rolls-Royce had separate products but did not
compete in the A320 segment). The IAE model set a template for similar future alliances in
engine manufacturing.

These conclusions are also supported by the experience of innovative engineering
breakthroughs and successful strategic approaches implemented by high-tech companies in the
last century. Since its inception, the international aircraft engine market has faced various
challenges related to environmental impact, national, regional, and international economic
crises, and shocks to the national interests of individual countries, such as armed conflicts,
geopolitical upheavals, or trade wars. These shocks affect how societies prioritize innovation
in a particular industry. Thus, the World Intellectual Property Organization's 2022 Report [23]
emphasizes the effectiveness of mission-oriented policies in crisis situations. The uniqueness
of the current situation in the aircraft engine market lies in the fact that we are facing several
challenges at once: environmental challenges, the consequences of the COVID-19 pandemic,
the economic crisis, trade wars, and, in Ukraine, a full-scale war. In such conditions, business
managers have no room for error. In order to choose truly effective strategies, existing
experience of successfully overcoming critical situations and current realities (economic,
political, legislative, etc.) must be taken into account.

The examples considered once again emphasize the role of investment in the
development of high-tech enterprises in the aircraft engine manufacturing industry and the
importance of restructuring through product-oriented division as an effective tool for
strategically strengthening companies' positions. Therefore, it is worth exploring in more detail
the mechanisms of spinning off, separating, selling, or restructuring parts of the business
(divestiture or divestment) that are potentially attractive to international aerospace companies.

Comparative analysis of strategic partnership models.

Given the uncertain conditions in which Ukrainian aircraft engine manufacturers are
forced to operate, it is worth paying attention to the RSP (Risk-sharing partnership) model and
its further development — RRSP (Risk and Revenue Sharing Partnership) [24]. RSP is a form
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of strategic partnership that is particularly common in the aviation industry, where several
companies (partners) jointly finance, develop, manufacture, and support complex high-tech
products. Participants not only share the benefits, but also share the financial, technological,
and commercial risks. This model is already being successfully used by Ukrainian aircraft
engine manufacturers in relation to suppliers of units and control systems. The RRSP model
implements not only RSP, but also includes revenue sharing — the definition of revenue sharing
focuses on the distribution of revenues according to an agreed formula. RRSP is a model of
deeper integration: partners share both risks and revenues, which motivates both sides to work
for the success of the business.

Experience shows that RRSP can be implemented either without establishing a separate
business structure (e.g., through a license agreement) or by establishing a separate business
structure through divestiture (see Figure 3). The advantage of the latter approach is that it
ensures greater transparency and investment attractiveness of the project through legal and
financial separation, a clear structure of responsibility and management, easier access to
external financing, expanded opportunities for tax optimization, flexibility of market entry
strategy, high transparency of intellectual property protection and performance results
(financial and operational indicators reflect the real effect of RRSP).

RRSP
Without a separate With a separate
business structure business structure
- license agreements - spin-off
- sublicense agreements |- spin-out
(co-branding) - carve-out
- affiliate marketing - split-off
- trade mediation - sell-off
- consortiums - management buyout
- strategic alliances - lexlf_eraged buyout
- revenue-share - split-up . o
collaboration - segmented business division

- silent partnership

Figure 3 — Types of RRSP strategic partnership forms

The RRSP and divestiture model proposed by the authors as applied to aircraft engine
manufacturing companies is shown in Figure 4.
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Figure 4 — RRSP model and divestment in aircraft engine manufacturing

As shown in Figure 2, within the framework of this work, we will highlight nine basic
mechanisms for forming a product-centric demerger: spin-off (separation), spin-out
(separation), carve-out (cutting out), split-off (separation with exchange), sell-off (sale of
assets), management buyout (MBO), leveraged buyout (LBO), split-up (complete separation),
and segmented business separation.

An important issue for companies is the choice between alternative options for corporate
restructuring, as this decision affects the profitability of restructuring and, in the case of
aerospace companies, also affects national defense capabilities, technological security, and the
preservation of scientific potential.

Therefore, let us analyze each of the above divestiture models, their strengths and
weaknesses for an aircraft engine manufacturer in Table 2.

Table 2 — Key characteristics of divestment models
Divestment model Advantages Disadvantages

Spin-off. Corporate restructuring Preserving the technological Risk of disrupting the
in which the parent company distributes | specialization of separate divisions |technological integrity of the
shares in a new independent company |while increasing their managerial |aircraft engine manufacturing
among its existing shareholders in|autonomy; production cycle;
proportion to their ownership stake. The ability to attract Possible loss of economies
Once the process is complete, two |targeted investments in specific|of scale in procurement and
separate public companies are formed | promising engine developments; management;
with the same ownership structure but Increasing the transparency Increased  administrative
different management. According to |of financial indicators for individual |costs ~ for  creating parallel
research [25], spin-offs often create|areas of activity; management structures;
additional value for shareholders, as Maintaining  control  of Complexity of distributing
they allow both companies to focus on |strategic ~ technologies  within|intellectual property rights for
their core competencies. Ukrainian ownership. engine manufacturing
technologies.
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Continuation of Table 2

Spin-out. The process of creating
an independent company through the
transfer of technology or assets from
the parent organization. Unlike a spin-
off, the parent company may retain a
certain stake in the newly created
company, but not a controlling stake.
According to Chesbro and Rosenblum
(2002) [26], spin-outs are often used to
commercialize technologies that do not
fit the parent company's current
business strategy.

Separation ~ of  innovative
developments (such as engines for
unmanned aerial vehicles) into
more flexible structures;

Attracting external investment
without losing complete control
over technologies;

Creating a start-up culture for
new developments while
maintaining the basic technological

platform;
The ability to use new business
models (e.g., leasing engines

instead of selling them).

Possible outflow of key
engineering personnel and know-
how from the parent company;

Conflict of interest in the
distribution of orders between the
parent company and the separate
division;

Complexity of managing
joint R&D projects;

Risk of disclosure of critical
technologies to external investors.

Carve-out. Partial separation of a
business unit through an initial public
offering (IPO), where the parent
company usually retains a controlling
stake. As noted by Gasienica, K., &
Strom, A. (2024) [27], a carve-out
allows the parent company to monetize
part of the value of the unit while
retaining strategic control.

Raising capital through an IPO
of part of the business (e.g., civil
engine manufacturing);

Retaining strategic control over
key areas;

Increasing capitalization and
transparency for potential investors;

Flexibility —in  maintaining
synergy between divisions through
a controlling stake.

The need to comply with
stock market requirements and
disclose information;

The risk of hostile takeover of
minority shares by competitors;

Complex legal structure of
relationships and transfer pricing;

Regulatory restrictions for

Split-off. A process whereby
shareholders of the parent company are
offered to exchange their shares for
shares in a subsidiary. Unlike a spin-
off, shareholders must choose which
company they want to remain with.
According to research by Gaughan,
P.A. (2018) [28], split-offs are often
used when management wants to
change the shareholder base between
two companies.

The ability to identify areas
with different market prospects
(military vs. civilian engines);

Natural segmentation of the
investor base according to interest
in different areas;

Clear distribution of
responsibilities and  resources
between business units;

Optimization  of  capital
structure for different types of
production.

enterprises of strategic
importance.

The complexity of fairly
determining  share  exchange
ratios;

The risk of insufficient

business capitalization;

The loss of technological
synergy between different areas of
engine production;

Legal challenges in the
distribution of contracts and
obligations.

Sell-off. A strategic form of
corporate divestiture in which a
company sells a subsidiary, business
unit, or significant set of assets to an
outside buyer for cash, securities, or a
combination of both. The company
completely divests itself of ownership
of the divested unit and receives direct
financial proceeds. Often used to
increase the focus of the core business
[29], reduce debt burden, or free up
capital for strategic investments in
other areas. Properly structured sell-
offs can lead to significant share price
increases for both the selling company
and the buyer [30].

Rapid attraction of significant
capital for the development of
priority areas;

Opportunity to sell non-core

assets (social infrastructure,
auxiliary production facilities);
Optimization of production

capacities for current market needs;
Reduction of debt burden and
improvement of financial stability.

Risk of losing strategically
important technologies of national
significance;

Possible disruption of
production chains if the wrong
assets are selected for sale;

Social tension due to possible
staff reductions;

Regulatory restrictions due to
the strategic status of the aviation
industry enterprise.
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Continuation of Table 2

Management buyout (MBO). A
transaction in which the existing
management team purchases a business
unit or company from the parent
corporation. According to the work of
B Hammer, S Mettner, D Schweizer, N
Wiinsche (2023) [31], MBO creates
powerful incentives for managers who
become owners, which often leads to
increased operational efficiency.

Preservation of industry expertise
and understanding of production
specifics;

High motivation of management as
business owners;

Preservation of corporate culture
and relationships in the industry;

Ability to make flexible decisions
without the bureaucratic procedures of
state-owned enterprises.

Limited financial capacity
of management to acquire a
high-tech enterprise;

Potential conflict  of
interest in structuring the deal,;
Difficulty in attracting
large-scale investments

without state guarantees;
Risk of losing state control
over strategic technologies.

Leveraged buyout (LBO). The
acquisition of a company or business
unit with significant use of borrowed
funds, where the assets of the target
company often serve as collateral for
obtaining financing. Research [31]
shows that LBOs can create value
through financial leverage, tax shields,
and improved operational
management.

The ability to raise significant
capital for production modernization;

Improved financial discipline due
to the need to service debt;

Potential improvement
operational efficiency under
pressure of debt obligations;

Attracting professional investors
with restructuring experience.

in
the

Significant debt burden
posing a risk to strategic
enterprises;

Risk of prioritizing short-
term financial results over
long-term R&D projects;

Restrictions on capital
investments due to the need to
service debt;

Regulatory restrictions for
defense-related enterprises.

Split-up. Corporate restructuring in
which the parent company is divided
into several independent companies
and ceases to exist. A split-up allows

Clear distribution of assets
between different areas of engine
manufacturing;

Possibility of creating highly

Loss of Ukraine's only
center of excellence in aircraft
engine manufacturing;

Risk of duplication of

Segmented division allows for more
efficient resource allocation and
implementation of specialized
strategies for each segment, increasing
overall competitiveness.

differentiating market strategies;
Clear tracking of financial

indicators by area of activity;
Flexibility in the redistribution of

resources between promising projects.

different business areas to be |specialized world-class companies; infrastructure and R&D costs;
completely separated, which can Increased investment Possible  weakening of
maximize their market value. attractiveness of individual business |position in the global market
units; due to loss of brand,;
Optimization of corporate Increased  administrative
governance for specific markets. and legal costs of the
separation process.
Segmented  business  division. A Dbalanced combination of| The complexity of building
Strategic restructuring in which a|centralization of strategic functions |an effective matrix
company divides its operations into |and autonomy of operational units; management structure;
separate business units based on Preservation of a  single The risk of internal
market, product, or geography criteria. | technological core while | competition between segments

for resources;
The need to transform
corporate culture;
Increased
coordinating
activities.

costs of
segment

After analyzing divestiture models, their advantages and disadvantages, we can

conclude that, from the point of view of attracting investment and retaining (partial) control
over technologies, the most favorable and promising direction for Ukrainian aircraft engine
manufacturers to develop non-core innovative areas is currently the spin-out model. The RRSP
spin-out model will allow Ukrainian aircraft engine manufacturers to effectively commercialize
innovative technologies that do not fit the company's core business strategy, while retaining
partial control over them. This approach will help attract outside investment, as the new
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companies can operate independently, adapting their business models to market conditions,
which will make them more attractive to investors. So:

1) For Ukrainian aircraft engine manufacturers, the creation of an RRSP based on the
spin-out model is a promising direction for development, combining effective
commercialization of innovations, attraction of investments, and preservation of strategic
control over key technologies.

2) The key factors influencing the forms and types of divestment in Ukraine's aircraft
engine manufacturing industry are:

— geopolitical — martial law, sanctions against Russia, and national security;

— regulatory — legislation on strategic assets, control of foreign investment, antitrust
regulation;

— technological — unique developments in the field of aircraft and helicopter engines,
patents, R&D potential;

— financial — need for capital, profitability, investment attractiveness

strategic — strategic importance of mechanical engineering for maintaining the country's
defense capabilities.

Thus, we have a correlation between strategic marketing (which deals with analyzing
the marketing environment, ensuring the company's competitiveness, determining the
competitive position of the division in the market and the direction of its strategic development),
the core competencies of the company (key processes and/or functions of the enterprise that
ensure its competitiveness), organizational structures, in particular the need for divestitures
(spin-offs, spin-outs, split-offs, carve-outs, complete separation), which is shown in Figure 5.

Portfolio analysiz

Decision on the future of the

| Competitive position

DEMERCER SELECTION PROCESS

EE=0

'OR THE FARENT COMPANY

LOW EFFICIENCY
‘Weak position + Lack of synerzy
FULL SEPARATION
Sale or liquidation of the division

Figure 5 — Relationship between strategic marketing and demarginalization
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Practical recommendations for developing effective marketing strategies for Ukrainian
aircraft engine manufacturers in the context of global market instability and transformation. To
solve the problems mentioned in the introduction, Ukrainian aircraft engine manufacturers
should focus on developing and implementing effective marketing strategies aimed at attracting
investment. Practical recommendations for developing such marketing strategies are provided
below.

1. As a basic approach to forming a marketing strategy for a company in wartime,
preference should be given to a combined approach that combines the development of key
competencies of companies in strategic partnerships and business restructuring.

2. The key tool and theoretical basis for developing a company's key competencies
should be the Resource-Based View (RBV), which focuses on the company's internal resources
and capabilities as the main drivers of competitive advantage.

3. The active development of the company's strategic partnership should be
implemented with a view to risk sharing, attracting the necessary investments, accessing
modern technologies and materials, and strengthening its position in the international market.

4. Enterprises and management companies should develop effective mechanisms for the
legal support of the processes of strategic division of the business into separate public
companies and the creation of joint ventures (including with foreign legal entities) with a focus
on narrow areas of activity, which will allow them to concentrate on their key competencies
and make them more attractive to investors.

5. In the current environment, product-centric demerger in the form of spin-out
development is the most promising solution for management decentralization in terms of
attracting investment and retaining (albeit partial) control over technologies.

Applying these practical recommendations in the formation of marketing strategies and
product-centric spin-offs will help high-tech aircraft engine manufacturers effectively adapt to
the changing market environment, maintaining competitiveness and ensuring sustainable
development.

Conclusions from this research and prospects for further developments in this
area. In this paper, the authors analyze trends and examples of successful strategic
transformations of global leaders in aircraft engine manufacturing, including flexible
approaches to marketing strategy development, management decentralization, and strategic
partnerships. Most of these measures are aimed at increasing the investment attractiveness of
companies and attracting additional investments, which is extremely important for Ukrainian
aircraft engine manufacturers under the current conditions. The practical recommendations
developed are proposed for immediate implementation by target companies.

Further research will include an analysis of the dynamics of foreign trade indicators,
investments, and R&D expenditures in order to identify dependencies and effective tools for
implementation by Ukrainian aircraft engine manufacturers.
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UP®POBI IHCTPYMEHTH HIHOBOI MOJIITUKHU B CUCTEMI
MIKHAPOJHOI'O MAPKETHHI'Y

Y cmammi npoananizoeano cyuachi konyenyii yugpoeozo yiHoymeoperHs ma kiacugixayiro
Mooerell, o 6KI04aomy cmamuyne, OUHAMIYHe, ce2MeHmH1e ma NepcoHanizoeane Yinoymeopenis, a
MAKONC ONMUMIZAYIUHI MA MAWUHHO-HABYANbHI MoOeni. JlocniodceHo Ko4osi IHCmMpyMeHmu
yughposoi yinoeoi nonimuku, Maxi K KOHKYPEHMHA pO36iOKA YiH, cucmemu YRPAasiiHHA 00X00amu
(RMS), ananimuuni nnamgopmu ma CRM, 30kpema ix 3acmocysants y mMidcHapoOHOMY KOHMEKCMI 3
VPaxy8aHHAM NOKATbHUX eKOHOMIYHUX, pe2yAMOPHUX MA KYIbMYPHUX 0COOIUBOCMEII.

Oxpemy ysazy npuoiieHo MemoO0oI02iUHUM acnekmam inmezpayii yugposux incmpymenmis y
npoyec Hopmysanns YiHOGUX cmpameeiti, 30KpeMda NPUHYUNAM CUCEMHOCMI, OUHAMIYHOCHI,
Jokanizayii ma nepconanizayii. 3a pezyromamamu  OOCRIONCEHHS OOIPYHMOBAHO HEOOXIOHICMb
3aCMOCY8AHHS AHANIMUYHO20 NPOSHO3YEAHHS HNONUMY, KOHKYDEHMHO20 MOOENI08AHHS, d MAKOIC
iHmezpayii pUHKOBUX MeXaHi3Mi6 0751 3a0e3neyeHHs e)eKMUBHOCNE MIXCHAPOOHO20 YIHOYMBOPEHHS.

KnrodoBi cioBa: MiKHApOJAHMH MapKETHHT, I[IHOBA IOJIITHKA, IIHOYTBOPEHHS, NU(POBI
IHCTpYMEHTH, MU(PPOBE I[IHOYTBOPEHHS, JHUHAMIYHE [IHOYTBOPEHHS, aJTOPUTMIYHE I[iIHOYTBOPEHHS,
TIePCOHAITI3AIIS I1iH, INTYYHHUHA IHTEIEKT Y MAPKETHHTY.
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ITocTtanoBka mnpoOjeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaKJIUBHMH
HAYKOBMMHM a00 mnpakTuyHuMM 3aBaaHHsamu. lludpoBa Ttpanchopmaris m106anbHOT
€KOHOMIKH JIOKOPIHHO 3MIHMJIA MiIX0IH 10 (POpMYyBaHHS I[IHOBUX CTpATeriii y MiXKHAPOJAHOMY
MapKeTUHTY. SIKIIo TpaJuiliiiHe IHOYTBOPEHHS 0a3yBajiocs Ha BIIHOCHO CTATUYHUX MOJEIAX
3 MEpiOJMYHOI0 KOPEKIIEI0 IiH, TO Cy4YacHi IU(POBI TEXHOJOTIl TO3BOJISIOTH KOMIAHIIM
3MIIACHIOBATH MUTTEBY AN TAIlIIO IIiH 0 3MiH PHHKOBOI KOH FOHKTYPH, TIOBEIIHKH CTIOKUBaYiB
Ta KOHKYPEHTHOTO CEpeloBHINA B pEeXHMI peajbHOro uacy. Jimkuranmizamis JOKOPIHHO
3MIHUJIA IPUPOAY KOHKYPEHLIT Ha MIXKHAPOJHUX PUHKAX.
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CnioxxuBadi OTpuMajId HEOOMEXXEHHM JOCTYII /10 iH(popMaIlii mpo IMiHU B Pi3HUX KpaiHax
Ta KaHajgax 30yTy, IIO pOOUTH TpaaulliifiHy reorpadiuHy IiHOBY IUCKPUMIHAIIO BCE
CKJIQJHINIOK I peaiizamii. BogHoyac kommaHii CTHKAlOThCS 3 HEOOXITHICTIO YIPABIATH
[[iHAMH B PEXHUMI PEaJTbHOTO Yacy Ha JeCSATKaxX PUHKIB OHOYACHO. TEeXHOJIOTIYHUI mporpec
HajaB Oi3HECY MOTY)KHI 1IHCTPYMEHTH I 300py Ta aHali3y BEIWYE3HHX OOCSTIB JaHHX IPO
MOBEIHKY CIIOKHMBAYiB, i1 KOHKYPEHTIB, pUHKOBY KOH'IOHKTYPY. LLITy4HuUi IHTENEKT, MallTHHHE
HaBYaHHS, BEJIMKI JIaHI Ta aHAIITHKA BIIKPUIW HOBI MOXIJIMBOCTI JJIsi MEpCOHaM3aIlii IIiH,
JUHAMIYHOTO IIIHOYTBOPEHHS Ta ONTHMi3amii mpuOyTKOBOCTI Ha TI0OAIbHOMY piBHI.
IHTeHCUBHMI PO3BUTOK €JIEKTPOHHOI KOMEPIT Ta OMHIKaHAIbHOT MOZIEN1 IPOAAXKIB 3yMOBHIIN
3MIHM y TiAXOAaX YNPAaBIiHHA I[IHAMHM B PI3HUX KaHaJaX Ta Ha pUHKAaX. 3a IIMX YMOB,
JOCITIDKEHHS ITU(GPOBUX I1HCTPYMEHTIB I[IHOBOi TOJITHKH CHPSMOBaHE HA BH3HAYCHHS
TOJIOBHMX TEXHOJIOTi Ta iX BIUIMB Ha MPOLECH IIHOYTBOPEHHS B MIXKHAPOJHOMY KOHTEKCTI,
PO3pOOKY METOMOJIOTTYHHMX IMAXOAIB 10 BIPOBAKEHHS MUGPOBUX pIillleHh HA TIOOAIBHHUX
PHUHKaX.

AHaJli3 OCTaHHIX AoCHiIKeHb 1 myOJikaniii, B AKX NOKJAJCHHUHA MNOYATOK
BHUPIillIeHHIO JaHOl NMpodJieMu i Ha siki cnupaeTses aBTop. LliHoBa nosiTHka — e 3arajibHa
CTpaTerisi KOMIaHii 111010 BCTAHOBJIEHHS L{1H, 3HW)KOK Ta YMOB OIUIATH JJIs JOCATHEHHS Oi3Hec-
el (mpuOyTOK, YacTKa PHHKY). Pa3oMm 3 TWM, MapKeTWHTOBa I[iHOBA IOJNITHKA — II€
MHUCTELTBO YIPABIATH LIHAMHM MIANPHEMCTBA HA OCHOBI CYKYIHOCTI MapKETMHIOBUX
NPUHIUITB 1 METOJIB IIHOYTBOPEHHS, 3 ypaxyBaHHSAM Oa)KaHb 1 MOXKJIMBOCTEH CIIOKUBAYIB,
MPOMO3UIIN KOHKYPEHTIB, MPOTHO30BAHOI il 1HIIKX IIHOYTBOPIOIOYUX YUHHUKIB [1].

OCHOBHHMM IHCTPYMEHTOM peasli3aiii MiHOBOI MOJITHKU € IIHOYTBOPEHHS. 3a CBOIM
3MICTOM, I[IHOYTBOPEHHS — L€ MPOLIEC BU3HAUYEHHS KOHKPETHOI I[IHM TOBAPY/MOCIYTH, IO
BKJIIOYA€ PO3PaxyHOK COOIBApTOCTI, BpaXyBaHHS MOIUTY Ta il KOHKYPEHTIB 32 JJOITOMOTOIO
NEBHUX METOJIB Ta TakTHK [2]. L[IHOyTBOpEHHS € OJHUM 3 YOTUPHbOX OCHOBHHUX €JIEMEHTIB
KOMIUIEKCY MapKeTHHTy, sSikui ckianmaerbes 3 4P (Product, Price, Place, Promotion. Llina
BUCTYIA€ €IUHUM €JIEMEHTOM MapKETHHI'OBOTO KOMILIEKCY, SIKHI 3a0e3neuye MmiInpueMCTBY
peanbHUi 10Xif [3]. BcraHOBIIEHHS 0JTHAKOBUX I[iH HA TOBAPU HA BCIX PUHKAX MOXE 37aBaTUCS
IPOCTHM, aJI€ L1 YacTO MPU3BOAUTH IO BTPATH NMPOJIaKiB, HU3bKUX KOE(ILIEHTIB KOHBEpCii a00
3HIKEHHSI Mapki. KileHTH B pi3HUX KpaiHax MaroTh pi3HI OYIKYBaHHS, PIBHI YYTJIMBOCTI /10
I[iHK Ta JOCTYI O KOHKYpPYIOUUX Npomno3uliil [4]. OgHuM 3 KapJUHAJIBHMUX MiAXOIIB IO
uupoBoi TpaHcpopMarlii, ika BiAOYBa€eTbCs Y CBITI, € 3aCTOCOBYBaHHS HU(GPOBUX 1HHOBALIN
y MapKeTHHIOBOMY LIIHOYTBOpeHHi [5].

Hapasi BuxkopuctanHs mUQpOBUX IHCTPYMEHTIB y IIHOYTBOPEHHI Ha MIKHapOIHHUX
PHHKaxX aKTUBHO JIOCIIIKY€EThCs HayKoBIAMU. Tak, Hassan A. nociikyBaB KJIFOYOBI CTpaTerii
IIHOYTBOPEHHSI B LU(POBIM €KOHOMIlll, BKIOYHO 3 JMHAMIYHUM, I[EPCOHANI30BaHUM Ta
MiMICKOBUM MOJENIOBAHHSAM I[iH, MiJKPECIIOI0YH BIUTUB MU(PPOBUX PUHKIB HA MOBEIIHKY
crioXkuBadviB [6]. Mozenb cTpaTerivHoro mMiHOYTBOPEHHS IS MU(PPOBOi €EKOHOMIKH 3 METOIO
noOy/JI0BH 1HHOBALIMHUX MOJeNel IHOYTBOPEHHS, 110 BPaXOBYIOTh IIU(POBI Oi3HEC-MoeNi
3anpononyBain Coster M. Ta KoyieKTUB aBTOPIB [7]. PaMKy cTpaTeriuHoro 1iHOyTBOpEHHS Ha
MDKHApOJAHMX pUHKaX, $Ka IHTErpye TEXHOJIOTIYHI (akTopu Ta TI00aJbHO-I0KaIbHI
cTpareriui nigxoau 3anpononysanu Schill R., Nixon M. [8].

OpHie€ro 3 1HHOBAIIH Y IIIHOYTBOPEHHI € TEXHOJIOTIS TMHAMIYHOTO LIHOYTBOPEHHS, SKa
CIpHUsi€ OTPUMAHHIO JI0ATKOBOT'0 MPUOYTKY 3a paxXyHOK 301IbIIEHHS 00CATY MPOJ1aXiB TOBApiB
Ha IiJICTaBl MOCTIHOI 3MiHU IIHHA B PEXKUMI pealbHOTO Yacy, B 3aJIeKHOCTI BiJl 3MiHU IHHOCTI1
ToBapy g mokyniiB [9]. HoBi aganTuBHI MoJel TUHAMIYHOTO I[IHOYTBOPEHHS HA OCHOBI
non-parametric utility models, 1mo po3muproe TEOpPEeTHYHI 3acaau Cy4yaCHHX LH(POBUX
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Mozeneld 1iHoyTBopeHHs 3ampornoHoBaHo Chen E. [10]. Mussi M. i3 BHKOpHUCTaHHSM
TEXHOJIOT1H OHJIAH-HABYaHHS Ta JITOPUTMIB MAaIlIMHHOTO HABYAHHS JIOCIIPKYBaB JHHAMIYHE
IIHOYTBOPEHHS B PEKUMI peanbHOro yacy [11]. [acTpyMeHTH TUHaMIYHOTO [IIHOYTBOPEHHS HA
0a3l IITy4yHOrO IHTENEKTY, 3a0e3MeuyloTh 3HAYHy KOHKYPEHTHY IiepeBary Ta HaJaloTh
MIIMPUEMCTBAM MOXKIJIMBICTh OPIEHTYBAaTUCA B CKJIQJHONIAX CBITOBOTO PHHKY 3 OUIBIIOIO
BIICBHEHICTIO Ta CTiMKicTIO [12].

Oxmanzmep 1. oOrpyHTyBaB 0COOJMBOCTI IIIHOYTBOPEHHS B YMOBax TJI00abHOI
€KOHOMIKH Ta BIUTMB OCHOBHUX YHHHHKIB Ha MTPOIIeC IHOYyTBOpeHHs B MapkeTunry [13]. Kopx
M. BBaxkae, 10 OCHOBY JUISl MiABUIIEHHS €()EKTHUBHOCTI I[IHOBOI MOJITHKH HA TI00aTbHUX
pPUHKAX € ONTHUMI3AIliifHe MOJICTIOBAHHS I[IHOYTBOPEHHS B MIXKHAPOJAHOMY MapKeTHHTY [14].
ITepepna II. Ta konekTuB aBTOpiB [15] mocmimkyBanu mudpoBi MeToan (GpopmMyBaHHS I[IHOBOT
cTpaTerii B MibKHapogHOMy Oi3Heci, 30KpeMa B CHUCTEMI AayTCOPCHHTY, MiAKPECITIOIYN
BOKIUBICTh mudpoBizamii ais aganTaiii miH a0 TJIO0AIBHUX PUHKOBUX YMOB. AanTariito
MapKETUHTOBUX CTpaTeriil IIHOYTBOPEHHs 0 HAI[IOHAIBHUX Ta MIDKHAPOJHUX PHHKIB, IO
BXUIMBO JUIsI THoKamizamii uudpoBux miaxoniB mpocrexysana JlyneoBa T. [16]. Otxe,
MDKHApOAHUNA MapKeTHHT MoTpedye amanTamii Mojeneil MiHOYTBOPEHHS 0 KYJIbTYpHHX Ta
€KOHOMIUHUX BiAMIHHOCTEH puHKiB. CaMe MIDKHApOIHI I[IHOBI CTpaTerii BpaxoBYIOThb TaKi
dakTopu, SK MICIICBHI IOMHT, MOBEIIHKA KOHKYPEHTIB, IMOJATKH, MHTA Ta OOMIHHI KypcH
BAJIIOT.

Bupinennsi HeBMpilIeHMX paHille 4YacTHH 3arajbHOi Npo0/jeMH, KOTPHM
NpHUCBSYY€EThes cTaTTd. Hezaxkaroun Ha 3HaYHUIN HayKOBH I0poOOK y chepi LIIHOYTBOPEHHS
y MDKHapOTHOMY MapKETHHTY, HU3Ka acCIeKTiB 3aCTOCYBaHHS HU(MPOBUX IHCTPYMEHTIB IIIHOBOT
HOJITUKM 3alIUIIAETbCA HEAOCTaTHBO JOCHiKeHOow. [lepeBarkHa yacTMHAa HAyKOBUX Ipallb
30CepeKY€ETHCS a00 Ha KIIACHYHUX MOJIEISIX (hOpMyBaHHS IiH Y MKHAPOIHIN TisSUTBHOCTI, 200
Ha okpeMux mudpoBux TexHonorisx (Big Data, anroputMmiuyHe HIHOYTBOpPEHHS, AMHAMIYHE
[iHOYTBOPEHHS, TIaT(OPMHU €IeKTPOHHOI KoMepiii) 0e3 X CHCTEeMHOI iHTerpalii y 3arajibHy
apXIiTEKTOHIKY MIKHAPOJHOTO MAapKETHUHTY. 1 na Tenep BIJICYTHIH KOMIUIEKCHHM MiXiJ
JOCTIDKeHHA MU(PPOBUX IHCTPYMEHTIB I[IHOBOI IMOJITHKH SK B3a€MOIIOB’SI3aHOTO EJIEMEHTY
CHUCTEMH MDKHApOJHOTO MAapKETUHTY, IO Y3TOIKYEThCS 3 TOBAPHOIO, KOMYHIKAI[iiiHOIO Ta
30yTOBOIO MOJITHUKaMHM mianpueMmcrBa. OOmanp y3arajabHeHb pPHU3HKIB 1 OOMEXEHb
3aCTOCYBaHHS LU(POBOrO LIHOYTBOPEHHS B MDKHAPOIHOMY MapKETHHTY, 30KpeMa €TUYHUX,
IIPABOBUX Ta peNyTallIiHUX HACTIAKIB aITOPUTMIYHOT AUCKPUMIHALIT ITiH.

VY 3B’43Ky 3 IIUM BHHMKA€ HayKoBa MoTpeda B OOIpYHTYBaHHI CUCTEMHOIO MiAXONY 10
BUKOPUCTaHHS HU(POBUX IHCTPYMEHTIB 11IHOBOI MOJIITUKU B MIXKHAPOTHOMY MapKETUHTY, IKUI
OM O€HYBaB TEXHOJIOTIYHI MOXJIIMBOCTI IIM(POBI3allii 3 MApKETUHIOBOIO JIOTIKOIO CTBOPEHHS
IIHHOCT1 JJI CIOXKKMBadya Ta 3a0e3leyeHHs JOBTOCTPOKOBOI KOHKYPEHTOCIPOMOKHOCTI
HiANPUEMCTB HA INIOOATBHUX PUHKAX.

@opmyTIOBaHHSI METH CTATTi (MOCTAHOBKA 3aBAaHHs). METOIO TOCIIKEHHS €
OOIPYHTYBaHHS POJi Ta BU3HAYEHHS OCOOJMBOCTEH BUKOPHCTAHHS LU(PPOBHUX IHCTPYMEHTIB
I[IHOBOI TMOJITUKA B CHUCTEMI MDKHApOAHOTO MAapKETHHTY, a TaKOX pPO3pOoOKa HAyKOBO-
METOIMYHUX  MIJXOMIB  IMO0J0  iXHbOI  iHTerpaumii y  mpouec  (opMyBaHHS
KOHKYPEHTOCIIPOMOXKHHUX I[IHOBUX CTpAaTeriil mimpHeMCTB Ha TI0OATBbHUX PUHKAaX B YMOBax
udpoBizallii, 3pOCTaHHs AUHAMIYHOCTI MOMUTY Ta MOCHJICHHS MIXXHAPOAHOT KOHKYPEHIII].

3 MeTow aHami3dy MHUPPOBUX IHCTPYMEHTIB LIHOYTBOPEHHS B MIKHAPOIHOMY
MapKeTHHTY 3aCTOCOBAHO KOMIUIEKC METO[IB, L0 MOEAHYIOTh TEOPETUYHUH, KUTbKICHUH Ta
NpakTUYHUN miaxoau. Ha TeopeTnyHOMY piBHI BUKOPUCTAHO CHUCTEMHHM Ta MOPIBHSIBHUI
aHaJIi3 HayKOBUX JDKEpeNl Ta Cy4yaCHUX IIM(PPOBHUX CTpATEriil iHOyTBOpeHHs. [[s KiIbKiCHOTO
JIOCITI/DKEHHST 3aCTOCOBYBAJIMCS €KOHOMIKO-MAaT€MaTH4HI METOAW: MOJENl OnTHUMI3aIli Ta
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QITOPUTMHU MAlIMHHOTO HABYaHHS, 110 J03BOJIAIOTH OLIHUTH BIUIMB LIHOBMX CTparerii Ha
o0cCsT mpoNaXxiB, JOXI/ Ta MOBEAIHKY CIIOKHMBAUiB y PI3HUX KpaiHax.

BukJiiajeHHsI OCHOBHOI0 Marepiajly JOCJHiIKeHHSA 3 NMOBHUM OOIPYHTYBAHHSM
OTPUMAHHMX HAYKOBHX pe3yJbTarTiB. Teopis I[iHOYTBOPEHHS B MIKHAPOIHOMY MAapKETHHTY
IpoiIUIa 3HAYHY €BOJIIOLIIO BiJl IPOCTUX MOJENEH «BUTpATU IUIIOC HAaJ0aBKa» 10 CKJIaJHUX
OararodakropHux cucreM. Kiacuyna ekoHOMiI4Ha Teopisi, MpeacTaBieHa podoTamu Smita A.
ta Marshalla A., posmisnana 1iHy K pe3ylbTaT B3a€MOJIii MOMUTY Ta MPOIO3HILT B YMOBaxX
JOCKOHAJIOi KOHKypeHuii. OJHaK, peajbHICTh MDKHAPOJHHX PHHKIB BHSABHJIACS 3HAYHO
ckinagaimo. Dornbusch R. [17] ta Krugman P. [18] po3poOuiu mozpeni Mi>KHApOIHOTO
I[IHOYTBOPEHHS, SIKI BPaxOBYBaJM BAJIOTHI KypCH, TOPTrOBeJlbHI 0ap’e€pu Ta HEJOCKOHATICTh
koHKypeHiii. Konnenisi «pricing to markety», 3anpornonoBana Krugman P., mokasama, mo
MDKHApO/IHI KOMIaHii 4acTo An(epeHiIOI0Th IHU MK pUHKaMH HE JIMIIE Yepe3 TPaHCIOPTHI
BUTpaTu abo Tapudu, a W yepe3 BIAMIHHOCTI B €JACTUYHOCTI TOMHUTY Ta KOHKYPEHTHHUX
ymoBax [18]. 3 po3BuTKOM cTpareriyHoro MapketuHry B 1980-x pokax 3’sBHIMCS KOHLEHIIi1
[[IHHICHO-OPIEHTOBAHOTO IiHOyTBOpeHHs, po3pobneHi Nagel T., Holden R. Ili migxomu
3MinryBanu (HOKyC 3 BUTPAT BUPOOHUIITBA HA CIIPUIHSTS CIIOKUBAYEM IIHHOCTI MPOAYKTY, L0
BUSIBUWIOCS OCOOJIMBO PEJIEBAHTHUM I MIDKHApOJHMX PHUHKIB 3 PI3HUMM KYJIBTYPHUMH
KoHTeKkcTamu [ 19].

udposa pepomromiss XXI cTOmTTS npuUBHECHA SKICHO HOBI MOXIHBOCTI. Tak,
KOHIEMISI «aJITOPUTMIYHOTO IIIHOYTBOPEHHS» 0a3yeTbCsi Ha MOXIIMBOCTI  0OpOOKH
BEJINYE3HMX MACUBIB JAHUX Ta aBTOMATWYHOI ONTHMi3alii IiH 3a JOIOMOIOI HITYYHOI'O
inTenexty. Jocmimkenast Chen L. Ta cmiBaBropiB [20] mokasanu, MO aJTOPUTMidHE
L[IHOYTBOPEHHsI J03BOJIIE BPAXOBYBaTH COTHI 3MIHHMX OJIHOYACHO, IO HEMOXJIMBO IpHU
TpaIUIIHNX Miaxoaax. Y KOHTEKCTI MKHAPOAHOTO MAPKETHHTY CKJIQAHICTh IIIHOBOT HOJTITUKH
3pocTae yepe3 HeOoOXIHICTh YpaxyBaHHS PI3HUX €KOHOMIYHUX YMOB, PETYISATOPHUX BUMOT,
KYIiBEJIbHOI CIIPOMOYKHOCTI Ta KYJIBTYPHHX OCOOIMBOCTEH IIIbOBUX PUHKIB.

CyuacHa 1mdpoBa TpaHcopmarllisi I[IHOYTBOPEHHs 0a3yeTbcs Ha  KUIBKOX
dbyHIaMeHTAIBHUX KoHIen isX. [To-mepire, e KoHIeNIIisl [iIHOYTBOPEHHS Ha OCHOBI JIaHHUX,
sKa niepeidayae BUKOPUCTAHHS BETMKUX 00CATIB iH(popMallii 1) NPUHHATTS IIHOBUX PillICHb.
[To-ppyre, NPUHOWIN JUHAMIYHOTO I[IHOYTBOPEHHSI, SKHI JO3BOJSE aNanTyBaTH IiHU Yy
BIJITIOBI/JIb HA 3MIHU TOMUTY, IPONO3HIii, A1 KOHKYPEHTIB Ta IHIIMX PUHKOBUX (akTopis. [To-
TpeTeE, KOHIETIIISI TEPCOHATI30BaHOTO IIIHOYTBOPEHHS, 10 nepeadavae qudepeHItiaiio IiH Ha
OCHOBI 1HJIMBITyaJTbHUX XapaKTEPUCTUK Ta MOBEIIHKH CIIO)KUBAYiB.

Hudposi TexHONOrii TakoX TpaHCHOPMYyBaJIM TPATULINAHI CTpaTerii MIXHAPOJHOTO
iHOyTBOpeHHs. KnmacuuHi miaxoau, Taki sIK CTpaTeris €IWHOI IIHU, CTpaTeris ajanTaiii Ta
CTpATerisi FeOLIEHTPUYHOTO 1IHOYTBOPEHHS, HaOyBalOTh HOBUX (POPM 3aBISKU MOXKIIMBOCTSIM
aBTOMaTH3allii Ta aHaji3y Benukux AaHux. CydacHi Mozesi nudpoBoro 1iHOyTBOPEHHS MOXKHA
KiacudikyBaru 3a KUTbkoma Kputepisimu (puc. 1).

Crarnyde 1u@poBe IIHOYTBOPEHHs Mepeadauyae BHUKOPUCTAHHSA  LHU(PPOBUX
IHCTPYMEHTIB ISl BCTAHOBJIEHHSI (DIKCOBaHUX IIH Ha MeBHUM mepion. Hezpaxkaroun Ha Ha3BY
«CTaTUYHEe», el MiAX1]] € 3HAYHO O1IbII THYYKUM TOPIBHSHO 3 TPAIUIIITHIM, 033K JO3BOJISE
HIBUJIKO aHaII3yBaTH PUHKOBI JJaH1 Ta OHOBJIIOBATU LIHHUKM [21]. JluHaMiuHe [{IHOYyTBOPEHHS
nependayae MOCTIMHY ajanTaiilo LiH Yy BIANOBIAh HA 3MIHM IMONHUTY, TPOIO3UIIii,
KOHKYPEHTHHMX IIiH Ta IHIHUX (axTopiB. Pean-TailM HiHOyTBOpeHHS (LIHOYTBOPEHHS B
pearbHOMY Yaci) MpeACTaBise€ HAWOUIBII NMPOCYHYTHH piBEHb JUHAMIYHOCTI, KOJM IIHU
MOXKYTh 3MIHIOBaTHCS KOXKHI KUJTbKa CEKYH/I a00 XBHJIMH HA OCHOBI aHAITI3y JaHUX Y peaIbHOMY
qaci [21].
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*CmamuyHe yughpose yiHoymeopeHHs
o Jlunamiune yinoymeopeHHs
* Pean-maiim yinoymeopenms

* CeameHmHue YiHOYMBOPEHHs.
*[lepconanizosamne yiHoymeopeHHsi

* Onmumizayitini mooeni
* Mooeni MauuHo20 HA8YAHHA
* ['iOpuoHi mooeni

Pucynok 1 — Kpurepii knacudikarii Mozenel iHOyTBOPEHHS Y MIXKHAPOJAHOMY MapKETUHTY
Jlxeperno: y3araabHEHO aBTOpaMH

CermeHTHE IIHOYTBOPEHHs mepeadaudae AuQepeHiianio I[iH A Pi3HUX CErMEHTIB
CHOXKMBadiB Ha OCHOBI JieMorpadiyHux, reorpapiyaux abo TMOBETIHKOBHX XapaKTEPHCTHK.
[lepcoHanizoBaHe I[IHOYTBOPEHHsSI BCTAHOBIIOE YHIKAJbHY ILIHY s KOXKHOTO OKPEMOTro
CHOKMBa4a Ha OCHOBI HOTO iHAMBITyalbHUX XapaKTEPUCTHK, iCTOPIi MOKYIOK, TOTOBHOCTI
IJIATUTH Ta IHIIKUX (aKTOPIB.

OntuMizaniiiHi Mozen BUKOPUCTOBYIOTh MaréMaTU4Hi alrOPUTMH JUISl TIOIIYKY IiHH,
sgKa MaKCHMi3y€e MEBHY IUIbOBY (PYHKIIIIO 3 ypaxyBaHHSIM OOMexeHb. Mojeni MalinHHOTO
HaBYaHHS BUKOPHCTOBYIOTh QJITOPUTMHU HAaBYAaHHS Ha ICTOPUYHUX JAHUX Ui TPOTHO3YBAHHS
onTUMaIbHUX IiH. Taki MoAeTi MOKYTh BUSBIISATH CKJIAJHI HENiHIHHI 3aJIeKHOCTI MIXK IIHOIO
Ta YHCICHHUMH (pakTopamu, SIKi BaxXKO (GOpMaii3yBaTH B TPAIUIIHHUX MaTeMaTHUYHUX
monensax. [lomynsipuumu miaxogamu € gradient boosting, HeliponHi Mepexi Ta reinforcement
learning. ['iOpuHI MOJIENI MOEAHYIOTH €IEMEHTH PI3HUX MiAX0AIB [22].

Bapro 3a3HaunTtH, 1110 MDXKHAPOAHUNA KOHTEKCT JIO/1a€ JIOJATKOBI PiBHI CKJIAaJHOCTI 10
1 poBoro HiHOyTBOpeHHs. Ll poBi iIHCTpyMEHTH 103BOJISAIOTH IPOBOAUTH I€TaIbHUIN aHaI3
PUHKOBHX YMOB Yy KOXHIM KpaiHI Ta 3HaXOOUTH OaJlaHC MDK EKOHOMI€IO BiJl MacuTaly
(cranapTu3allis) Ta MAaKCUMI3alli€l0 JIOKaIbHOI IpuOyTKOBOCTI (aganTauis). CydacHi CUCTEMH
MOXYTh aBTOMAaTHYHO KOPWUT'YBaTW LIHU B JIOKAJbHUX BajJIOTax MpPU 3HAYHUX KOJMBAHHSX
KypciB, 30epirarouu LHiJIbOBY MapKHHAJIbHICTh B 0a30Bi1il BaJlt0Ti koMmaHii (puc. 2).

Tak, KOHKypeHTHa poO3BifKa LIH € KPUTUYHO BaXIIMBOIO CKJIAJ0BOIO IU(PPOBOrO
[[IHOYTBOPEHHS B MI>)KHAPOTHOMY MapKETHUHTY. [HCTpYyMEHTH aBTOMaTH30BaHOTO MOHITOPHHTY
3[aTHI BIJICTEXKYBAaTH I[IHM KOHKYPEHTIB Y peajlbHOMY Yaci HAa MHO)KMHHUX PUHKAaxX Ta KaHajlax
30yTy. Web scraping TeXHOJIOT1i JO3BOJISIOTH aBTOMAaTUYHO 30MpaTH 1H(QOpMAIlilo PO IIHU 3
Be0-caliTiB KOHKYPEHTIB, e-commerce miaargopm Ta npaiic-arperaropis. CydacHi miatgopmu
HiATPUMYIOTh aBTOMAaTHUHY KOHBEPTAIIII0 BAJIIOT, BPaXOBYIOTb JIOKAJIbHI ITOJIATKH Ta 300pH, 1110
JI03BOJISI€E KOPEKTHO MOPIBHIOBATH I[IHOBI MO3MIIIi Ha pi3HUX puHKaX. AHamiThuHl dashboard
arperyroTh 3i0paHi JaHi Ta IHTEPHPETYIOTh iX Yy 3py4HUH JUId NPUHHATTA pilleHb (opmar.
[IporHo3Ha ananmiTUKa HaAOYIOBYEThCA HaJ 0a30BUM MOHITOPUHIOM, BUKOPHUCTOBYIOUU
MAalllMHHE HaBYaHHS JUIs MPOTHO3YBaHHS HMOBIPHMX IIHOBHX DPYXiB KOHKYPEHTIB. AHaii3
ICTOPUYHUX TIATEPHIB JTO3BOJISIE TTepeadaYaT CE30HHI 3MiHU I1iH, peaKIlli Ha TPOMOAKTHBHOCTI
Ta IHIOI CHCTEMarW4yHi TOBEAIHKOBI marepHH. JluHamiyHe I[IHOYTBOPEHHS BHUMArae
Creliali30BaHUX MPOTPAMHHUX PIIIEHb, 31aTHUX 00POOIISATH BEIMKiI OOCITH JaHUX Ta IPUIMaTH
pillIeHHs PO 3MiHY I[iH B aBTOMAaTHYHOMY PEKUMI.
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Pucynok 2 — IncTpymMeHTH 1IM(DPOBOTO LIHOYTBOPEHHS Y MI)KHAPOJHOMY MapKeTHHIY

Cucremu ynpasiinas goxonamu (RMS) TpaauiiiiHo BUKOPUCTOBYIOTECS B IHAYCTPIAX
3 00OMEXEHOIO Ta MBUIAKO3HIHHOIO MPOIO3HIII€I0 (aBiaKOMITaHii, TOTEi, MPOKaT aBTOMOOLITIB).
[TpoBinui pimenHs - Amadeus, Sabre, IDeaS - BUKOPUCTOBYIOTH CKJIaJHI aJrOpPUTMHU
MIPOTHO3YBaHHS MOMHKTY Ta ONTHUMI3AIIT IIH JUTsI MAKCHMI3allii IOXOMy BiJl KOXKHOI TIPOMO3HIIIT
3 ypaxyBaHHAM dYacoBoro dakropy [23]. ¥V MibkHaponHoMmy KoHTekcTi RMS mnoBunHi
BPaxOBYBaTH CIEIU(iKy pI3HUX PUHKIB: CE30HHICTH MOIIUTY, CBSITKOBI IEPi0/IH, TIOKAIbHI O,
1110 BIUTMBAIOTh HA MOMUT. MeXaHi3MH AMHAMIYHOTO IIIHOYTBOPEHHS JUIs €IEKTPOHHOT KOMepLii
(Omnia, Wiser, Revionics) ¢okycyroTbcs Ha po3apiOHINA TOPriBiai Ta BPaxoOBYIOTH 1HIII
(akTOpU: KOHKYPEHTHI I[IHU, pIBEHb 3aI1aCiB, MApKUHAIBHICTb, €PEKTH MEePeXPECHUX MPOJIaX.
i cuctemu MOXyTh KepyBaTH MIJIbHOHAMU MPOIO3ULINA OAHOYACHO, 10 KPUTHUYHO BaXJIUBO
JUISl BEJIMKUX MIDKHAPOJHUX pUTEHIIepiB.

Po3yMiHHS IIHOBOi €JAaCTMYHOCTI MONHUTY € (QYHAAMEHTAJIbHOK BHMOIOIO IS
e(eKTUBHOTO LiHOYyTBOpeHHs. LIM(poBi TeXHOOrl 3HaYHO PO3LIMPWIN MOXKIMBOCTI Ui 1l
BUMIPIOBaHHS Ta aHalidy. A/B TecTyBaHHA IIH J03BOJISE €MIIPUYHO BU3HAYUTHU PEAKIIIIO
CTHOKMBayiB Ha pi3Hi piBHI HiH. OHNaiH-atgopmu, Taki sk Optimizely, Google Optimize a6o
crelfiani3oBaHl LIHOBI TECTOBI IUIaTGOPMH, O3BOJIAIOTH IMOKA3yBaTH pI3HI LIHU DPI3HUM
CerMEHTaM KOpPHUCTYyBa4iB Ta BHUMIpPIOBaTH BIUIMB Ha KoHBepcito Ta joxia. Ilpore, y
MDKHapoJIHOMY KOHTEKCTI A/B TectyBaHHs Mae ocoOnuBocTi. Tak, icHye moTpeda 10CTaTHbOTo
o0csry Tpaiky Ha KOXXHOMY PHHKY Ul CTaTUCTUYHOI 3HAUYLIOCTI, YpaXyBaHHS KyJIbTypHHUX
BIIMIHHOCTEH y CHIPUHHATTI IIIHOBUX EKCIEPHUMEHTIB Ta IOPUAMYHI OOMEXKEHHS Ha I[IHOBY
JUCKpUMIHAIII0 B JIEAKUX IOPUCIUKIINAX. EKOHOMETpHYHE MOAETIOBaHHS BUKOPHCTOBYE
CTaTUCTUYHI METOAM JIJISl OILIHKK €JaCTMYHOCTI HA OCHOBI ICTOPUYHHMX JaHUX MPO IIHU Ta
oOcsrn  mponaxiB. Perpeciiiumii aHami3, BEKTOpHI aBTOpErpeciiiHi Mojeni Ta iHIII
€KOHOMETPUYHI TEXHIKU JO3BOJISIOTh BUSHAYUTH BILITUB I[IHU Ha MOIMUT, KOHTPOIIOIOYN 1HII1
(baxTopu (CE30HHICTh, MAPKETHHIOBI aKTUBHOCT1, EKOHOMIYH1 YMOBH).
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MeToau TOoCTiHKEHHS CIIOKMBAUIB JO3BOJISIFOTh OIIHUTHA TOTOBHICTH IIATHTH 3a Pi3HI
arpulytu npoxaykry. Lupposi miuardopmu 11t TpoOBEASHHS CHIUIBHUX A0cHipkeHb (Qualtrics,
Sawtooth Software) 103BOJIAIOTH MIBUIKO 30MpPaTH J1aH1 HAa PI3HUX PUHKAX Ta Oy yBaTH MO
niHoBux mnpedepenuiii. CRM cranu OCHOBOIO Ui MEPCOHATI30BAHOTO I[IHOYTBOPEHHS.
[TpodintoBanns kiieHTIB Ha ocHOBI JaHuX CRM 103BoJIsi€e cerMEHTYBaTH CIOXKHBAYiB 3a 1X
[[IHOBOIO YYTJIMBICTIO, XUTTEBOIO IIHHICTIO, iCTOpiel0 MOKymok Tta iHm. [Iposimni CRM
miardopmu (Salesforce, Microsoft Dynamics, SAP C/4AHANA) iHTerpytoThCs 3 MEXaHi3MaMHu
[IHOYTBOPEHHS U1 peaiizanii auepeHiiioBaHoro BCTAHOBIEHHS IIiH.

Opnak, Ha MDKHAPOIHOMY piBHI TEPCOHATI3AIlA YCKIATHIOETHCS HEOOX1THICTIO
JOTPUMAHHS JIOKAJIBHUX PETYIALid MO0 3aXHCTy MEPCOHANBHUX TaHUX Ta BPaxyBaHHS
KYJBTYPHUX OCOOJUBOCTEH CIPUUHSATTS NMEPCOHANI30BAaHMX MPOIO3UIH. YTIM, epeKTUBHE
(poBe HIHOYTBOPEHHSI HEMOXKIIMBE 0€3 MOTY)KHUX aHAMTHYHUX mardopm. EdexTuBHICTD
M(ppOBUX PIIIEHb 3HAYHOIO MIPOK0 3aJICKUTH BiJ] CIIOCOOY iX 3aCTOCYBaHHS y MPAKTHYHUX
MOJIETISIX Ta CTPATETIAX MIHOYTBOpEHHS (Tab. 1).

Tabmumst 1 — Ilpaktuuni mopeni Ta crparerii IUQPOBOrO IIHOYTBOPEHHS B
Mi)KHapOI[HOMy MApKCTUHTY
. Kotosi Hudposi OOMexeHHs Ta MixxHapoznHa
Mogneis / cTparteris | IHCTpYMEHTH Ta ITepeBarn !
. TEXHOJIOTi1 PH3UKH crienudika
MEXaHi3MH
PPP-based Big Data, BianosigHicTs Puzuk Basrotn, monarku,
Teorpadiune pricing, Geo-IP| API Bajror, KYyTiBeIbHIH ' 3BHHYBAUCHb Y iH(b‘J'Iﬂ]_Iiﬂ, ‘
. detection, aBTOMAaTHU30Ba] CIPOMOXKHOCTI, LI1HOBIX perioHabH1
LIHOYTBOPEHHS Ta ) S R
HoKaizais dynamic Hi pricing JIOKaNbHA JMCKpUMIHAIi, JIOXOAX
currency engines PEIIEBaHTHICTH VPN-apbitpax
conversion IiH
Automated Web IBunka peakuisi| LliHOBI BiiiHH, Pi3Hwmii piBeHb
KonkypeHTHO- price matching,| scraping, Ha PUHOK, 3HW)KEHHS] MapXKi, | KOHKypeHLIi Ta
Opi€HTOBaHE game-theoretic | ML, MiATPIMKA ANTOpHUTMIYHA aHTHIMOHOTIOIEHOT
JUHAMIYHE models, reinforcement| KOHKYpEeHTHOL 3MOBa 0 perymoBaHH
LiHOYTBOPEHHS competitive learning TO3HII{
positioning
Forecasting- Time series, | Makcumizais CkIaiHICTh KymerypHa
HinoyrBopenns Ha| driven pricing, | ML, real-time| moxomy, MoJIeIeH, MPUHHATHICT
OCHOBI monuty Ta | real-time analytics e(hexTHBHUIA penyTamiiHi 3pOCTaHHS IiH,
yIpaBJIiHHSL demand GamaHc MOMUT- pHU3HUKHU JIOKaJIbHA
pUOYTKOBICTIO sensing, surge MIPOTIO3HUILS CE30HHICTh
pricing
Behavioral CRM, ITigBuIIEeHHS IOpunnuni GDPR, CCPA,
IepconamnizoBane | pricing, predictive LTV, Toune 0OMeXeHHS, KyJIBTYpHI
Ta KOHTEKCTyallbHe| contextual analytics, Al | TapreryBaHHs CHPUITHATTS BIZIMIHHOCTI y
LIHOYTBOPEHHS pricing, CLV HECIIPaBeUIMBOCTI | CTaBJICHHI J10
optimization nepcoHaizamii
Freemium Product MacmraboBanic | Pusuk Hu3bKOT Pi3Ha roToBHICTB
Mopgemni tiers, analytics, Tb, CTA0ITBHI KOHBEpCii, BTpaT | IUIaTHUTH,
LiHOYTBOPEHHS subscription ML, billing | moxomm JIOKaJbHA
Freemium ta optimization, | platforms KOHKYPEHIIis
i AACKA usage-based
pricing
AyKiioHi Ta RTB, dynamic Aucti'on E@eKTHBHe B.OJ'[aTI/IJ'lBHi'CTI) HOanbHi TpaBuIa
PHHKOB me'1r1'<etplace algorllthms, UWIHOYTBOPEHHA | MiH, CKIAJHICTh TOpriB, BZB Ta
MEXAHI3MH pricing, reverse real-time Hepe3 pHHOK, YIPaBIIHHS B2C BigminHOCTI
auctions platforms IPO30PICTh

Jlxepeno: chopMOBaHO aBTOpaMH
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I'eorpacdiune HiHOYTBOPEHHS 3aTUIIAETHCS OHIEIO 3 HAMOLIBII MOMUPEHUX CTPATET1i
y MIKHapOTHOMY MapKETHHTY, ajie U(PPOBI IHCTPYMEHTH TpaHC(HOPMYBaIU MiAXOAU 10 HOTO
peanizanii. KomnaHii BUKOPUCTOBYIOThH CKJIa/IHI MOJIEINI JUIsl BU3HAYEHHS 11iH B PI3HUX KpaiHaX,
BpaxoBytour He juie PPP, ane if piBeHb nmipaTcTBa, KOHKYPEHTHE CEPEIOBHILE Ta CTPATETIuHy
BaXJIMBICTh puHKY. lludposizamis 3podunia KOHKYPEHTHY OOpoTbOy B IiHaX OUIbII
IHTEHCHUBHOIO Ta HIBUJIKOIO, IIOPOIKYIOUN (PEHOMEH «aJIrOpPUTMIYHOT LIHOBOI BitHNY [24]. Ase
JaHa CTparTerisi CYNPOBOMXKYETbCA 3HIDKEHHSM I[iH, SKIIO JEKUIbKa KOHKYPEHTIB
BUKOPHCTOBYIOTH MOI0HI aJITOPUTMH Ta BTPATOIO KOHTPOJIO HAJl MapKUHAIBHICTIO. OIHI€I0 3
HANOUIbII MAaTEeMaTUYHO CKJIaHUX Ta MOTEHIIITHO MPUOYTKOBUX CTPATETii € ONTUMI3AIlis I[1H
HA OCHOBI TIONHUTY, SIKA BUMAarae OKPEMHUX MOJEJICH JUIsi KOKHOTO PHHKY 3 ypaxyBaHHIM
JIOKaJIbHUX (PaKTOPIB CE30HHOCTI Ta EKOHOMIYHUX ITUKJIIB.

[Mudpose HiHOYTBOPEHHS B TIIO0AIBHOMY MacIITadi mOTpedye IHTErPOBAHOTO MiXOTY,
AKUI TO€AHYE TEXHOJOTIYHY I1HHOBALIMHICTh, AHAJIITUYHY TOYHICTh Ta aJanTaliio 10
JIOKaJbHUX PUHKOBUX YMOB 1 TPaBOBUX HOPM (puc. 3).

A\
OOrpyHTyBaHHA MiAX0dIB

*1()pOBi3aLlisl PUHKIB MiJIBUILY€E IIBUIKICTh Ta IHTEHCUBHICTh KOHKYPEHTHOI O0OpOTHOH,
CTBOPIOIOYHM (PEHOMEH aIrOPUTMIYHMX [IIHOBUX BiliH, 10 BUMArae aJanTUBHUX CTpaTeTil

siHTerpamiss MmUGPOBUX MOJENEH JO3BOJSE MIANPUEMCTBAM ONTHUMI3yBaTH JOXiJ,
i ABUIUTHA KOHKYPEHTOCIIPOMO>KHICTD 1 TOUHICTD LIIHOYTBOPEHHS HA TTI00AIEHIX PHHKAX

*BUKOPUCTaHHS  METOJUYHUX  WIiAXOMIB  3a0e3medye  30aJlaHCOBAaHICTh  MiX
ABTOMATH3AIlI€I0, JIOKATHHOIO aJaNTaIli€l0 Ta PETyJSTOPHUMH BHMOTaMH, MIHIMI3yIOUH
PHU3UKHU TUCKpUMIHAIT, pemyTaIliiiHi Ta (piHaHCOBI pU3HKU

Pucynok 1 — [aTerpamist utndpoBux Mozesei HiHOyTBOPEHHS y mpoiec GopMyBaHHS
KOHKYPEHTOCITPOMOYKHUX I[IHOBUX CTPATETiH IMiIMPHEMCTB
Jlxepeno: po3pobiaeHo aBTopamMu

CyyacHi MiJIXOOU TMOEIHYIOTh BHCOKMH piBEHb TEXHOJOTIYHOI aBroMarm3amii 3
aHAJIITUYHUM TPOTHO3YBAHHIM Ta MIEPCOHAII3aIi€l0. BUKOpUCTAaHHS TaKMX 1HCTPYMEHTIB, SIK
Big Data, mammnHe HaBuaHHs, API-iHTerparii Ta anropuTMiuHi MeXaHi3MH LIHOYTBOPEHHS,
JI03BOJISIE KOMITAHISIM IIBHJIKO pearyBaTH Ha 3MiHM PHHKOBOTO CEpEIOBHUINA, ONTHMIi3yBaTh
noxin 1 migsumyBatd LTV kiientiB. PazoMm i3 TuM, 1udpoBi crparerii MaroTh crenudivHi
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OOMEXEHHS Ta PU3MKH: BiJl MOTEHLIMHOI I[IHOBOI MUCKPUMIHAIlI, CKJIAJIHOCTI YNpaBIiHHS
QITOPUTMIYHUMHU MOJEIISIMHU, PEIyTaliiHUX PU3UKIB 10 PETYIATOPHUX OOMEXEHb y Pi3HHX
Kpainax. MixHapogHa crernudika MpOsSBISEThCA Y PI3HULAX BaJIOT, MOJAATKOBUX PEKUMIB,
KYIBTYPHUX OCOOJIMBOCTEH CHIPUHHATTSA MLiH 1 TOTOBHOCTI IUIATHTH, a TaKOX Y piBHI
KOHKYPEHIIi1 Ta aHTUMOHOIIOJIBHOTO PETYIIOBaHHS.

HaykoBo-MeTonuyHi migxoau A0 iHTerpauii HuGpoBHX MoAeNeid LiHOYTBOPEHHS Y
npouec (opMyBaHHS KOHKYPEHTOCHPOMOXKHHMX I[IHOBHX CTpareriii MmiJnpHeMCTB Ha
100aMbHUX PUHKAX B yMOBax IM(ppoBizaiii 6a3ytoThCs Ha TAKUX MPUHIUIAX:

— CHUCTEMHICTb: 1HTerpaiis HmudpOBUX MOJEICH MOBHHHA BPAaxXOBYBaTH BCi KIIFOUOBI
€JIEMEHTH PUHKOBOTO CEpEIOBHUINA — IOMUT, KOHKYPEHIII0, PErYyIATOPHI OOMEXEHHS Ta
MOBEAIHKOBI ()aKTOPH CIIOKUBaYIB;

— IMHAMIYHICTh: I[IHOYTBOPCHHSI Ma€ 3IMCHIOBATUCSA Yy PEKUMI pEanbHOro dvacy i3
BpaxyBaHHSM 3MiHHU MTOMUTY, KOHKYPEHTHHUX I[iH 1 MAKPOCKOHOMIYHUX (PaKTOPIB;

— JIOKaji3amis: MojeTl TMOBUHHI aJanTyBaTHCS 10 PETiOHAIBbHUX OCOOIMBOCTEH,
BKJIIOYAIOUM BAJIIOTHI KOJMBAHHS, TMOJATKOBI PEXHMMH, KYIBTYpHI BIAMIHHOCTI Ta pPiBEHb
KYIiBEJIbHOI CIIPOMOYKHOCTI;

— nepconanizauist: uudposi iHcTpymentu (Al behavioral analytics, CRM) noBunHi
JO3BOJIATH JAU(EpPEHIIIOBaTH IIIHA 3a CErMEHTaMH CIIOKHBaviB, migBunryroun LTV Ta
KOHBEPCIIO.

BukopucTanHs 9acoBHX psiB, MAIIMHHOTO HABYAHHS, AHAJITHKA B PEXKHUMI PEaTbHOTO
Yacy clpusie BA3HAUEHHIO ONITUMAJIbHOI I[IHHU, a 3aCTOCYBaHHS TEOPETHKO-ITPOBUX MOJIEJeH Ta
ABTOMATH30BAaHOTO I[IHOYTBOPEHHS — ONTUMI3ye KOHKYPEHTHI TO3MLIi 0e3 pH3HUKY
AJITOPUTMIYHHX 300iB.

He 3Baxkatoum Ha mBUAKY HH(POBY TpaHCHOpMAII0 CHUCTEMHU IIHOYTBOPEHHS B
MDKHApOIHOMY MapKETHHTY, 3aJIHIIA€ThCs HU3Ka mpobieM. Tak, AKICTh JaHUX 3aTHIIAETHCS
byHIaMEHTATBFHOIO MTPOOIEMOI0, aJKE Pe3yIBTaTUBHICT aJITOPUTMIB 3aJICKUTH BiJ JAHUX, HA
AKX BOHM MpaioroTh. Ilepexia Bim TpaauUiiHOTO LIHOYTBOPEHHS A0 IHU(PPOBOTO YacTto
3yCTpiBa€ OMip BiJi MEHEKEPIB 3 IIHOYTBOPEHHS, BIIUIUIIB MPOJAXK TA IHIIUX 3aI[IKaBICHUX
CTOPIH.

BucHOBKH 3 1aHOT0 T0C/TiKEHHS i MePCNeKTHBH MOAAJBIINX PO3POOOK 32 TaHUM
HanpsaMoM. [{udpoBi iHCTpyMEHTH TpaHCHOPMYBaTU MIKXHAPOAHUNA MApPKETHHI, HaJaBIIN
KOMIaHisiM Oe3MperieIEeHTHI MOKIIMBOCTI JIJIsl ONITUMI3aIlll I[IHOBUX CTpATeriid B MI0OAIBHOMY
MmacmTali. BoHM 3MomM OCSrTH piBHA TOYHOCTI Ta YYTIMBOCTI, SIKUH OyB HEMOXXJIMBHUH Y
JToIM(GPOBOMY TEpiol, aje BOAHOYAC BUMArarOTh HOBUX MOXKJIMBOCTEH, CTBOPIOIOTH HOBI
PU3UKHU Ta 30UIbIIYIOTH CKJAJHI €TMYHI MUTaHHSA. YCHIX y Wil ramy3i morpedye He JuIe
TEXHOJIOT1YHOI JJOCKOHAJIOCTI, aje i IMOO0KOro po3yMiHHSI PUHKIB, CIIOKHBAY1B, KOHKYPEHTIB
Ta peryisITopHoro cepenonua. Komnasii, siki epeKTUBHO MOETHYIOTh TEXHIYHY JOCKOHAICTb
3 IIJIOBOIO aKTUBHICTIO Ta €TUYHOIO B1JIMOBIJAJIbHICTIO, MalOTh 3HAYHY KOHKYPEHTHY IepeBary
B IJI00aIbHIM €KOHOMIII Maii0yTHROTO.

[Topanbimnii po3BUTOK IHCTPYMEHTIB LIU(PPOBOTO IIIHOYTBOPEHHS CIIpHsie (POPMYBAHHIO
B3a€MOIi TEXHOJIOTIYHMX I1HHOBAIlif, PUHKOBUX CWJ, DErYIATOPHHUX i Ta PpPO3BUTKY
CYCHUIbHUX HOPM.
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Digital pricing policy instruments in the system of international marketing.

The aim of the article. In the current conditions of the digital transformation of the global
economy, approaches to forming pricing strategies in international marketing are undergoing
significant changes. Traditional pricing methods, based on static models and periodic price
adjustments, are giving way to digital tools that enable companies to promptly adapt prices to changes
in market conditions, consumer behavior, and the competitive environment in real time. Digital
technologies, including big data, artificial intelligence, algorithmic and dynamic pricing, open new
opportunities for price personalization, revenue optimization, and enhancement of companies’
competitiveness in international markets.

Analysis results. The aim of this study is to substantiate the role and determine the specific
features of using digital tools in pricing policy within international marketing, as well as to develop
scientific and methodological approaches for their integration into the process of forming competitive
pricing strategies for enterprises in global markets under digitalization conditions. To analyze digital
pricing tools in international marketing, a comprehensive set of methods combining theoretical,
guantitative, and practical approaches was applied. At the theoretical level, a systematic and
comparative analysis of scientific sources and modern digital pricing strategies was used. For
quantitative research, economic-mathematical methods were applied, including optimization models
and machine learning algorithms, allowing the assessment of the impact of pricing strategies on sales
volume, revenue, and consumer behavior across different countries.

The article analyzes modern concepts of digital pricing and classification of models, including
static, dynamic, segmented, and personalized pricing, as well as optimization and machine learning
models. Key digital pricing policy tools, such as competitive price intelligence, revenue management
systems (RMS), analytical platforms, and CRM, are examined, including their application in the
international context while considering local economic, regulatory, and cultural specifics.

Conclusions and directions for further research. Special attention is paid to the
methodological aspects of integrating digital tools into the pricing strategy formation process,
particularly the principles of systematization, dynamism, localization, and personalization. Based on
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the research findings, the necessity of using analytical demand forecasting, competitive modeling, and
integration of market mechanisms to ensure effective international pricing is substantiated.

Keywords: international marketing, pricing policy, pricing, digital tools, digital pricing,
dynamic pricing, algorithmic pricing, price personalization, artificial intelligence in marketing.
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NEPCHEKTHUBH PO3BUTKY IIU®POBUX TEXHOJIOI'TIA HA OCHOBI
HTYYHOI'O IHTEJIEKTY

Y cmammi pozenanymo cymmuicme, xapakmep ma o0coOIUGOCMI MEXHONO2I WIMYYHO2O
inmenexmy, pesyremamu OOIPYHMYGAHHA mMA cUcmeMamusayii mpeHoie PO36UMKY WMYYHO20
iHmenexkmy ma cgep 1o2o 3acmocy8aHHs y COYIAIbHO-eKOHOMIUHIN OISLIbHOCMI, A MAKONC OCHOGHUX
MEeHOeHYill CEIMOBO20 PO3GUMKY 2EHEPAMUBHO20 WIMYYHO2O [HMENeKmy Ma KIIOYOBUX HANPAMKIE
sukopucmanus. Taxkodc po3ensaoaomocsa cyuacHi meHoeHyii ma nepcnekmueu po36UmKy mexHonoziil
wmyuno2o inmenexmy AHAni3yiomvcs OaHi MINCHAPOOHUX OO0CHIONCEHb MA PeumuHeu NpoGIOHUX
meHOeHyill ¥ yu@posoi exonomixu. byno eueueno obcse c8imo8020 puUHKY MeXHONO02IU WMYYHO20
iHmenexmy ma Kpainu-nioepu 3a oocseom ineecmuyii y yto chepy. Ilpoananizosano pizui memoou, axi
BHOCAMb NO3UMUGHI 3MIHU Y NPAKMUKY 3ACMOCYS6AHHA WIMYYHO20 IHMENeKmy, ma pO32NAHYmi
nOmeHyitini nepesazu, NPooreMu ma emuyHi NUManHs, nog'sasani 3 yum poseumxom. Ha npuxnaoax
VCRIWHO020 8NPOBAONCEHH WIMYYHO20 [HMeENeKMYy BUABLEHO, 5K MEXHON02ii 3MIHI0IomMb Cnocio
HABUAHHSA | MUM CAMUM OONOMA2AIOMb JH0OAM 00CAAMU HOBUX BUCOMI.

KittouoBi ciioBa: nudpoBi TEXHOJOTI, INTYYHUH IHTEIEKT, TPSHIN PO3BUTKY, MiIX0H, METOIH,
KOHIIETIIIisl, IHCTPYMEHTH.

DOI: 10.15276/mdt.10.2.2026.3

ITocranoBka mnpobjaeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaKJIUBHUMH
HAYKOBHMH 200 MNPaKTHYHUMH 3aBJaHHSAMHM. Y CydYaCHHX YMOBax TJI00aJIbHOI
nuGpoBizalii TEXHONOTii IITy4YHOTO IHTENEKTY TpaHCHOPMYIOTBCS 3  JIOMOMIKHUX
IHCTPYMEHTIB Y (PyH/IaMEHTaJIbHY OCHOBY €KOHOMIYHOTO Ta CYCHUILHOTO PO3BUTKY. [Ipobiiema
noJisArae  y HeoOXiHOCTI agamrTaumii TpaguIifHUX cucTteM (YIpaBIiHCHKHX, OCBITHIX,
BUPOOHUYHMX) A0 CTPIMKOI iHTerpanii mryyHoro inTenekry (II), o Bumarae po3poOku HOBUX
METOJIOJIOT1i, ETUYHUX HOPM Ta IHCTPYMEHTIB Oe3rneku. He3Bakarouu Ha 3HAYHUI MOTEHITA,
ICHY€ pO3pUB MK TeOpeTHYHHUMH MokjuBocTsMu LI Ta iX mpakTUyHOIO HAMINHHICTIO U
IPO30PICTIO B pealIbHUX CLIEHAPISX.

[ITygynuii 1HTENEKT Mae BEIMYE3HE 3HAYEHHS JUIsi CY4aCHOTO Ta MaillOyTHHOTO
PO3BHUTKY €KOHOMIKH, 1 COLIIyMY 3a paXxyHOK MOXJIMBOCTI NEPEKJIACTH Ha HbOTO TPYIOMICTKI,
PYTUHHI omepalii, MOXJIMBOCTI 3a0e3MeueHHs] BUCOKOTEXHOJOTIYHOro Oi3Hecy, TIHOOKY
6arato¢akTOpHY 1arHOCTHUKY SIK 30POB'sl JIFOIeH, HABKOJHUIIIHBOTO CEPEAOBUIIA, METEOYMOB,
TaK 1 TPAHCIIOPTHOTO PYXY, JOTICTUKU, HAYKOBUX JIOCII1JKEHb.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Jlromu GayaTh, K IITYYHUH IHTEIEKT POOUTH OUTBII MPOCTUMHU Ta 3pYYHUMH Oararto
MOBCAKIEGHHUX TMpoOLeciB, 3a0e3neuye 30alaHCOBaHICTh Ta TapMOHIMHICTE PO3BUTKY
COINIaTbHO-€KOHOMIYHO1 AISUTHHOCTI Y PO3pi3i Taly3ei Ta TepUTOPi KpaiHH, OKPAILYE SIKICTh
Ha/laHHS JIeP’KaBHUX Ta COLIAJbHHUX MOCIYr. 3aCTOCYBAaHHS IITYYHOT'O IHTENEKTY y Haylli,
OCBITI, OXOPOHi 3/I0POB'S Ta IHIIKNX cPepax KUTTEAISITLHOCTI 03HAYAE IS JTFOACTBA HOBUM €Tar
PO3BHTKY.

I'eneparuBnuii 11 3matHmit mopiudo gomaBatu A0 ceitoBoro BBII Bix $2,6 1o $4.,4
TPJIH, 110 3a0e31euye 3pocTaHHs eKoHOMIYHOTO edekTy Ha 15—40% mo 2030 poky. TexHonorii
I 3BiIMBHAIOTH JIFOACHKI PECYPCH Bl pyTHHHUX 3aBlaHb (0OpoOKa JOKYMEHTIB, aHAJITHKA,
KIIIEHTCHKI 3aMUTH ), JO3BOJISIOYH (DOKYCYBAaTHCS HA CKJIATHUX TBOPUYUX cTparerisx. B Ykpaini
LI po3rasgaeThes sIK IHCTPYMEHT 3a0e3nedyeHHs KioepOe3neku Ta CTIHKOCTI 613HeCy B yMOBax
BOEHHOTO CTaHy.

udposuii po3BuToK Ha 6a3i mrydHoro iHTenekty (L) y 2025-2026 pokax mepeiIios
BiJ a3y EKCHEPUMEHTIB JI0 CTAaTyCy KPUTHYHOI iHPpacTpyKTypu i Oi3HECYy Ta AeprKaBH,
TOMY JOCHTIIKEHHS € aKTyaJIbHHUM.

AHaJi3 ocTaHHiX AociailzkeHb i myOaikauniil, B SIKMX MNOKJIaJeHMIl I0YaTOK
BHUpillIeHHIO J1aHOi mnpodJjieMu i Ha ski cnupaerbess aBTop. LludpoBa exoHOMika
JNOCTIJKYETbCSA AK 3apyODKHUMH, TaK 1 BITYM3HIHHUMH aBTOPaMH 3 PI3HHX MO3HIIN:
dbopMyBaHHS OCHOB ITU(GPOBOT EKOHOMIKU, TUPPOBOI IHHPACTPYKTYPH, IHCTUTYLIHHUX TUTAHb
mudpogizanii Tomo. [Ipodbaemarnka BUSABICHHS OCHOBHUX JIpaiiBepiB MU pOBi3allii eKOHOMIKH
Ta 1X 3HAYEHHS VIS CYCHUIBHOTO PO3BUTKY PO3KPHBAETHCS B HAYKOBUX MpaIiX 3apyOiKHUX
yuenux [l. Earens0apra [1], Jx. Jliknaitnepa [2], H. Herpomonte [3], I'. Ilapkepa [3] Ta iH.
Cepen BITYM3HSHHMX HAyKOBIIB JOCHIIKyBaHi mpobrnematuni npuainsaun ysary O.
Bumnescrekuii, B. JIsmenko, B. ['eenp, [.Kapuesa, H. Kpayc, JI. ®enynosa, K. [11Ba6 [6,7] Ta
1H.

BuaiieHHsi HeBHUpIIeHWX paHille YacTHH 3arajbHoi MNpoodJjieMH, KOTPHUM
NPUCBAYYEThCS cTAaTTH. [lonpu BUCOKY TOUHICTh, Cy4acHI allTOPUTMH TTTMOOKOrO HaBYaHHS
3aIMINAIOTHCS Hempo3opuMu. bpak meroiB nmosicaroBansHoro 111 (Explainable Al) oomexye
iX BOpPOBaKEHHS y cdepax 3 BHCOKUM pIBHEM pPH3HUKY, SK-OT MeIUIMHA, (iHAHCH Ta
ABTOHOMHE BOJIIHHS, JI€ KPUTUYHO BaXJIMBO PO3YMITH JIOTIKY IPUHHATTS PIlLIEHb.

3anuinaeTbes BiAKPUTOIO TpobiieMa BiMOBIAANBFHOCTI 32 aBTOHOMHI pimenHs LI, mo
IPU3BOJASTH 0 MOPYIICHHS IPaB JIOAUHU a00 MaTepiaibHUX 30MTKIB. BincyTHi yHidikoBaHi
MDKHapOHI CTaHJApTH Ta YiTKI MEXaHI3MU KOHTPOJIIO 32 300pOM 1 BUKOPUCTaHHSIM JaHUX Y
cucremax HII.

HeBupimenoto uactuHowo € cxmnbHicTh I o BigTBOpeHHs ymepemkenb (bias),
3aKiaJIeHuX Yy HaB4YalbHUX BHOIpkax. lle cTBOproe 3arpo3dy uu@poBidi cHpaBeIIMBOCTI,
0COOJIMBO B aBTOMATU30BAaHOMY PEKPYTHHTY Ta CUCTEMaX COLIIaJIbHOTO OLIHIOBAHHS.

@opmy/I0BaHHA MeTH CTATTi (IOCTAHOBKA 3aBAaHHsA). MeTow IIl€l CTaTTi €
KOMIIJIEKCHE JOCII/DKEHHS MOTOYHOIO CTaHy Ta BU3HAUEHHS KIIOYOBUX BEKTOPIB PO3BHUTKY
[1-rexHomnoriii y nudposiii chepi..

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIAKEHHS 3 NMOBHHM OOIPYHTYBAHHAM
OTPUMAHHMX HAayKoBMX pe3yabTariB. [lTyuynuil iHTenekr € oOnacTio 1HGOPMATUKH,
IPUCBSAYEHOT CTBOPEHHIO CUCTEM Ta IIPOrpaMm, 3JaTHUX BUKOHYBATH 3aBJIaHHS, sIK1 TOTPEOYyIOTh
IHTeNEeKTyaTbHUX 3/110HOCTEeH. CyTHICTD IITYYHOTO 1HTEJIEKTY MOJISATAE Y peai3allii KOMIIIEKCY
TEXHOJIOTIYHUX PIllI€Hb, JO3BOJSIOTH IMITYBaTH KOTHITMBHI (DYHKILI{ JIOAMHU (BKJIIOYAIOUU
CaMOHaBYaHHS Ta MOIIYK pilleHb 0€3 3a3/1a1eriIb 3a/1aHOT0 aJITOPUTMY) 1 OJIEP>KYBaTH Ii]] 4ac
BUKOHAHHS KOHKPETHHX 3aBJIaHb pe3yNbTaTH, MOPIBHSHI, SK MIHIMYM, 3 pe3ylbTaTaMu
IHTEJIEKTYaIbHOI AISUIBHOCTI JIFOIUHU.
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TexHos0riUHy OCHOBY BCIX TE€XHOJIOTIH IUITYYHOT'O IHTEJIEKTY CKJIaJal0Th €JIEKTPOHHA
KOMITOHEHTHA 0a3a, 00YMCIIIOBaTIbHI TOTYXHOCTI, 110 JO3BOJIAIOTH BUPIIIMTH TaKi MPUKIIAIHI
ranxysi sSK: KOMITIOTepHHA 31p, 00poOKa MpUpPOTHOT MOBH, PO3ITiI3HABAHHS Ta CHHTE3 MOBJICHHS,
pPEKOMEHIalIfHI CHCTEMH Ta CUCTEMH HiATPUMKH NMPUHHATTSA pimieHb. Kiro4oBi TexHOOr],
mo jaexarb B ocHoBi IIII, Bkirowaroum mammHHE HaBYaHHS, HEHPOHHI Mepexi, oOpoOKy
NPUPOJHOT MOBU Ta alropuT™, (GOpMyrOTh (DYHIAMEHT Uil PO3BUTKY OUTBII CKIAIHHUX Ta
IHTENIEKTYalbHUX CUCTEM.

OCHOBHOIO METOIO 3aCTOCYBAHHSI INITYYHOTO IHTEJIEKTY € MOJCIIOBAHHS Ta IMiTarlis
JFO/ICBKOI'0O 1HTEJIEKTY 13 3aCTOCYBAHHSAM MAIllMH Y YaCTHHI aHaIi3y JaHUX, OTPUMAHHS 3HaHb,
HaBYaHHS Ha JTOCBIiJIi Ta MPUHHATTSA pimieHb. CeKTp MOTEHIIHHUX pe3ynbpTaTiB Ta mocayr LT
JnocuTh Kpokuil. Cepes; OCHOBHUX KaTEropii 1HTENEKTYalbHUX IPOAYKTIB MOXKHA BUILIUTH
IHTENIeKTYaJIbHUX BIPTYaJIbHUX MOMIYHHKIB, O10METpUYHI MPHUCTPOi, TPAHCIIOPTHI 3aco0H 3
aBTOMaTHUYHUM KEpyBaHHSM, pIIIEHHS U1 NPOrHO3YBaHHsS TEXHIYHOIO OOCIYroBYBaHHS,
MEIWYHI MMOCIYTH ISl NIarHOCTUKH Ta MIATPUMKH MPUUHATTS JIIKAPCHKUX PIllICHb, CUCTEMHU
KOHTPOJIIO CTaHy TPAHCIOPTY Ta IPOMHUCIOBOr0 00JIaHAHHS.

Jlo mepeBar ImITyYHOTO IHTENIEKTY BIHOCSTBCS BHCOKA IIBHUIKICTH 1 €(EKTHUBHICTD,
TOYHICTh BUKOHAHHS 3aBJjaHb, CTBOPEHHS HOBHUX MOJJIMBOCTEH (J03BOJIE€ BUSABISATH HOBI
3pa3Kl Ta B3a€EMO3B'A3KM B JAaHUX, SIKI HE 3aBXIH BJIOBJIIOIOTH JIIOJCBKUHA PO3YM),
aBTOMAaTH3Aallisl pyTUHHHX 3aBJlaHb, MiABUILEHHS piBHSA O6e3neku [9]. ['onoBHUME npobiemamu
y peamizaimii MTY4YHOTO IHTENEKTY 3aJUINAIOTHCS €THYHI MUTAHHSA, HEAONIK PO3YMIHHSA Ta
kBamidikalii po3poOHUKIB, MpodseMu 3 Oe3MeK0r0, 30€PEKECHHsS PIBHOBArd 3 JHOJCHKOIO
npamnero (BrnpoBapkeHHs 11 Moke mpu3BecTH 10 aBTOMaTHU3allii 0aratbox poOOYMX MICIH Ta
BTpaTH iX).

TeopernyHa Ta MpakTUYHA 3HAYYLIICTh IITYYHOTO IHTEJIEKTY IUKTYIOTh HEOOX1IHICTh
JOCITIJKEHHS TEHJICHLIN Ta MEepPCIEeKTUB PO3BUTKY HITYYHOTO 1HTEIEKTY, MOKIMBHX CLIEHApIiB
BIIPOBA/DKEHHSI B MailOyTHROMY Ha OCHOBI aHajli3y BIUIMBOBUX (DaKTOpiB, MOTCHLIHHUX
pe3yNbTaTiB, IEpeBar Ta HeJOMIKiB, 1eHTH(iKallii Mpo0ieM Ta 3aBlaHb, 3 SKUMH CTHUKAIOThCS
1pY BIPOBaKEHHI TexHomorii 111

HITyynuii iHTENeKT cyTTeBO 3MiHIO€ [T-iHOycTpito Ta MeToau BeleHHS Oi3Hec-
onepauiii. Ha puc. 1 npeacraBneHi OCHOBHI TPEHIU y Tainy31 LITYYHOTO 1HTEJIEKTY, K1 3MIHATh
rio0anbHy 013HEC-eKOCHCTEMY.

[ITyuyHuii IHTETEKT MOXKE 3aCTOCOBYBATUCH y PI3HUX c(epax COIiaIbHO-EKOHOMIYHOT
JISJIBHOCTI:

— B OXOpPOHI 3/I0pOB's — JJs MEAMYHOI J1arHOCTUKM, aHaNi3y Ta IPOrHO3YBaHHS
3aXBOPIOBaHb, PO3POOKH MEPCOHAI30BAHUX CXEM JIIKYBaHHS, aBTOMAaTHU3allii Ta yrnpaBiliHHS
TAHUMU;

— 'y BUPOOHUITBI — Ui ONTHMi3auii BUPOOHUYMX MPOIIECIB Ta CHCTEM YIpPaBIIHHS
JIAHITIKKaMU TTOCTABOK, Mepei0aueHHs BIIMOB 00JIaJHAHHS Ta TEXHIYHOTO 00CIyrOBYBaHHS,
CTBOPEHHSI aBTOHOMHHUX POOOTIB JJIs1 BAKOHAHHS pyTUHHUX 3aB/aHb;

— B OCBITI — JJI1 PO3POOKHU 1HAMBIAYaTi30BaHUX OCBITHIX MpOrpam, aBTOMaTH3aLlii
OLIIHIOBAHHS HABYAJbHMX YCIIXiB, NPOTHO3YBaHHS HaWOUIbII 3aTpeOyBaHUX MOTped
CTYJEHTIB, CTBOPEHHSI IHTEJIEKTYyaJIbHUX OCBITHIX IJIaTPOPM;

— y chepi IT — nng po3poOKM IHTENEKTYalIbHUX CHCTEM YIPABIiHHS JaHUMH,
CTBOpPEHHS 1HTEJIEKTyalbHUX AaCHUCTEHTIB Ta 4ar-00TIB, PO3BUTKY CHCTEM aBTOMAaTHYHOTO
aHaJIi3y BEJMKUX JaHUX, iHpopMaliiHOi Oe3MeKH Ta BUSBIECHHS 3arpos;

— y Gl0MeTpHYHUX cUcTeMaX, 0€3MUIOTHOMY TPAHCIOPTI PI3HUX PiBHIB aBTOHOMHOCTI,
aBTOMOO11€0y/TyBaHH1, EHEPreTHIll, TeIEKOMYHIKAI[isIX TOLIO.
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Tpaucopmaris IT-rany3i Ha 6a3i HelpoMepex, MAIIMHHOTO HABYAHHS Ta

Tpauchopmartis inaycTpii mociyr Ha ocHOBl GenAl

VYHi(ikoBaHUI KOHTPOJIHh HA OCHOBI IIATGOPM YIpaBIiHHS ONEpaIliiMu

Hesignosinuicts [T-HaBrn4uok. Hectaua kBamidikoBaHuX (axiBIiB y ramysi

BEJIMKUX MOBHHX MOJIEIICH
[HdppacTpykTypHa TYpOYJICHTHICTh BHACTIIOK TpaHC(opMallii Oi3Hec-
MPOLIECIB Ta XMapHUX M1aTdhopm
CynyTHUKOBI iHTEpHET-yTrpyNOBaHHS IIIMPOKOCMYTOBOTO 3B'SI3KY - €IMHA

OCHOBHI CTDVKTYDA HH(MDOBUX HOCIVT Ta CEDPBICIB
TpEeHIU .

P .y 3pocTaHHS MacHUBIB JaHUX Ta PO3BUTOK IIATPOPM 300py TaHUX

rauysi
TY4YHOTO
IHTETEKTY

LITYYHOTO 1HTENIEKTY, XMapHUX TEXHOJIOTiH, 00poOKa JaHuX Ta Oe3MeKH

Pucynok 1 — OcHOBHI TpeH/U y Tajly31 LITYYHOT'O 1HTEIEKTY

KntouoBumMHM HampsiMaMu BUKOPUCTAaHHS YU BIPOBA/DKEHHS 3acO0iB IUTYYHOI'O
IHTENEKTY y AISUTbHICT OpraHi3amii €:

1) nogaTku 3 MiATPUMKOIO 3aC001B T€HEPAaTHUBHOIO MITy4yHOro iHTeNnekTy (GenAl) sk
IHCTPYMEHTH BUpILIEHHS 3aBJlaHb aHalI3y BEJIMKHX O0O0cCAriB TeKCcToBOi 1Hdopmamii 13
3aCTOCYBaHHSAM 3allUTIB NPHUPOJHOI MOBOIO, MOKPAIIEHHS SKOCTI LU(PPOBUX 300pa)keHb,
peaaryBaHHs MaTepialiB, IBUIKOTO CTBOPEHHS MPOTOTHUIIIB AJI1 BUPOOHUIITBA TOIIO;

2) 6a3oBi moneni (macmrabui II-moxeni, momepeaHbO HaBYEHI Ha BEIHMYE3HHX
oOcsrax naHux, Besuki MoBHI Mozeni (LLM), cmenianbHO Opi€HTOBaHI Ha y3arajJbHEHHS,
reHepalilo TeKcTy, Kiacugikamio, (GopMyBaHHS BIJINOBiJEH HAa MUTAHHS) J03BOJIAIOTH Yy
(G1HaHCOBOMY CEKTOpl BHMKOpPUCTOBYBaTHM 4ar-6otu Ha ocHoBi Il nns mnoxpaimeHHS
00CIIyroByBaHHS KJII€HTIB, FTEHEPYIOUN — NMPUCKOPUTH BHIa4y MO3MK 32 JIOTIOMOI0I0 0a30BUX
Mojenel, B IHAYCTpii po3Bar — Uil PO3POOKM Irop HOBOTO TOKOJIHHSA Ta HaJaHHS
KOPUCTYBa4aM MOXJIMBOCTI CTBOPIOBATH INIMOOKO MEPCOHAII30BaH1 aBaTapy;

3) IHCTpyMEHTH YIpaBJiHHS JOBiporo, pusukamu Ta Oe3nekoio (Al TRiSM),
3a0e3nedeHHs HaliiHOCTI, CIIPaBeAIUBOCT], €PEKTUBHOCTI Ta 3aXMCTY JIAaHUX, €TUYHUX HOPM
Ta KOH(1IeHIIHHOCTI KopucTyBauis [7].

OCHOBHI TpPEHIM CBITOBOTO PO3BUTKY I'€HEPATUBHOIO IITY4YHOTo iHTENeKTy (GenAl)
MpeJICTaBJIeH] Ha puC. 2.

BripoBamkenHs 3aco6iB reHepaTUBHOTO IITY4YHOTo iHTENeKkTy (GenAl) cTBOproe HOBI
MO>KJIUBOCTI JIJIs1 I3UYHHUX Ta IOPUIUIHHUX OCI0, a came:

- migBuiieHHs e(eKTHBHOCTI Oi3Hec-omeparliii, CKOpOYEHHsS THMYAacOBUX Ta
(GiHAaHCOBMX BHUTpPAT 3a pPaxyHOK aBTOMAaTu3alii pPYTUHHUX 3aBJaHb 3a JOMNOMOIOIO
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BIIPOBADKCHHS JTOJATKIB 3 MiATpUMKOI0 GenAl Ta 103BOMISIOTh MPUUHATH O13HEC-PIiIlICHHS Ha
OCHOBI aHaI3y BEJIUKHUX JIaHUX;

- TIOKpaIIeHHs SKOCTI Ta PIBHSA OOCITYroByBaHHs KJIIE€HTIB 3a PaxyHOK IIBHUIKHUX
BIJIMOBIJIeH Ta BUPIMICHHS 0araThox Mpo0IeM KOPUCTYBaYiB CIy>KOaMHU MiATPUMKH, 3HAUHOTO
CKOPOYCHHS 4acy OYiKYBaHHS IPH J3BIHKAX /10 KOJUI-IICHTPIB T4 HABAaHTAKCHHS CIICIIaIICTIB
cnyx0 minTpuMmku. CTaHe MOXIJIMBA aBTOMATH3Allisl PE3IOMYBAaHHS 3BEPHCHb Ta HaJTaHHS
MUTTEBUX TOYHHX BIIMOBIZCH 3a JOMOMOTOK 4YaT-00TiB 3 MOXMIIMBOCTSMH OTPUMAaHHS
iH(popMmartii.

[NokpameHHst KIIi€EHTCHKOTO JOCBITY

[MepconanizoBani LI-pimenns s KOPIOpaTHBHUX KIIEHTIB

OcHOBHI

TpEHIU

X TexHika mizKa3ku B XMapuHIi (prompt engineering)
CBITOBOTO

PO3BUTKY

reLepa- . .
PerymioBanHs y cepi reHepaTHBHOTO MITYYHOTO 1HTEJIEKTY

TUBHOI'O
I

3wminu B B2B-cdepi Ha 0CHOBI pekOMEeHIAIlifHIX CUCTEM IITYIHOTO
IHTEJICKTY

CkopoueHHsI iHBECTHULIH B TPYI0B1 pecypcH 3a paxyHOK nepenadi GyHKuin

m1aThopMaM reHePaTHBHOIO MITYYHOTO IHTEIEKTY

Pucynok 2 — OCHOBHI Tpe€HAM CBITOBOTO PO3BUTKY IT'€HEPATUBHOTO IITYYHOIO
IHTETIeKTY

OO6csr cBITOBOTO PUHKY HITYYHOTO 1HTENEKTY 301IbIUThCA 3 757,58 Mipa. qonapis
CHIA B 2025 pori no mpubmuszno 3 680,47 mapa. monapis CIIA go 2034 poxy. Takuii
nporHo3 3poouiu y Precedence Research.
3a3Havya€eThCs, M0 PUHOK IITYYHOTO IHTENIEKTY IMepeKUBaE Oe3NpeneeHTHE 3POCTaHH S,
3YMOBJICHE MIBHJIKMUM DPO3BUTKOM TEXHOJIOTiH, MiABUIEHHAM AOCTYMHOCTI JaHUX 1 pOCTOM
MIOTIUTY Ha aBTOMATH3AIII0 B Pi3HUX ramy3sx. OCKUTbKA KOMIaHii yCBITOMITIOIOTH MOTEHITial
I migBuieHHS e(QEeKTHUBHOCTI, 3HM)KEHHS EKCIUTyaTalliiHUX BUTpAaT 1 MOMIMIIEHHS
KIIIEHTCHKOTO 1OCBiAY, iHBecTHIil y TexHouorii LI pi3ko 3pociu.
KitouoBi MOMEHTH PUHKY IITYYHOTO 1HTENIEKTY:
— Haibinpmma yactka puHKy y 2023 pomi npumnana Ha [liBHiuHy AMepuky — 36,90%;
— OUIKYETbCS, 110 CEPETHBOPIUHUI TeMI 3pOCTaHHS B A31aTChbKO-THXOOKEaHCHKOMY
perioni B mepion 3 2024 mo 2034 pik CTaHOBUTHMME JBO3HAYHE 3HAYEHHS Ta CTAHOBUTUME
19,8%;
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— 3 TOYKHU 30py TEXHOJIOT1H CEerMEHT IJIMOOKOro HaBYaHHS 3aiiHAB HAWOUIbIIY YaCTKy
pHUHKY - 36,9% y 2023 pou,
— 3a pilIEHHSAMU CETMEHT MOCIYT 3a(iKCyBaB HAOUIbITY YacTKy puHKY — 39,4% y 2023
poui;
— 3a KiHIeBUMH KopuctyBauamu cerMeHT BFSI 3aiimaB ocHoBHY "acTky puHky 17,1%
y 2023 porri.
O6csr punky mrydHoro iHTenekty B CIIA B 2024 pomi cknaB 146,09 mupna gonapisB
CIIA, B 2025 poui BiH 3pocte mo 173,56 mupa nonapiB CIIIA i, sk ouikyetbes, g0 2034
nocsarue 6musbko 851,46 mupa nonapiB CLLIA npu cepennbopiaHoMy Temiti 3poctanss 19,3%
y niepiox i3 2024 no 2034 pik.
Ha pucynky 3 nmpencraBieHuil mporao3 o0cary cBITOBOr0 pUHKY IITYYHOTO 1HTEIEKTY
10 2034 poky.

rgesczcg%nccg Artificial Intelligence Market Size 2023 to 2034 (USD Billion)

$3,680.47

$3,077.32
$2,575.16

$ 2,156.75

$1,807.84
$1,516.64
$1,273.42
5107010
90
g3 $ 75758 s g
$ 53813 l l

2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034

Pucynok 3 — [IporHo3 o6csry cBITOBOro puHKY LITY4HOTrO iHTENEKTY 110 2034 poky

3rifiHo 3 «AHAJII30M CEKTOPAIBHOI0 HANPSMY Ta IEPBUHHOTO OaYEeHHS PO3BUTKY Chepr
[I», mpencrasnenoro Ha miatdopmi WINWIN Al Center of Excellence, nporsrom 2020—
2024 pokiB B Ykpaini 3acHoBaHo 34 HoBi I1II-kommnaHii.
V¥ 2024 poui 3a 3arainbHOI0 KUIBKICTIO TaKUX KOMIaHIM YKpaiHa mocijae 1pyre micue
cepen kpaid CxigHoi €Bponu:
— Tlompma - 301 III-xomMmaHis;
— Vkpaina - 243;
— Ecrownis - 154;
— UYexin - 121;
— Pymynis - 109.
VY 2023 poui ¢iHaHCYBaHHSA YKpaiHCBKHX CTapTamiB, sKi creriami3yiotbes Ha I,
3pocio Ha 35% mopiBHSHO 3 2022 poKoM.
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OcHoBHuM mxepeniom iHBectumin y HI-iaaycTpiro Oynm ¥ 3aMmaroThCsl BEHUYPHI
donau. OnHak YKpaiHa 1nocijiae ocTaHHe Miciie cepe kpain LienTpanbHoi Ta CxigHoi €Bponu
32 KUTBKICTIO 3aJIy9CHHMX IHBECTHIIH MPOTATOM OCTAHHIX TPHOX POKIB, IPHUUYMHAMH YOTO €
NOBHOMAacIITaOHe BTOPTHEHHS Ta peecTpauis ykpaiHcbkux kommanid y CIIIA Tta kpaiHax
€Bpomnu.

Meroau nokpaieHHs NpakTUky 3acrocyBanus 1.

Hust toro, mo6 LI npuHOCHMB peanbHy KOPHUCTh, PO3POOHHMKH Ta KOMIIaHii
BIIPOB/KYIOTh HACTYIIHI MAXOIH:

1. Tnymaunmii  IIII (Explainable AI - XAIl): Meroau, 10 I103BOJSIOTH
3pO3yMITH, YOMY QITOPUTM IPHIHSAB caMe Take PilleHHsS (BiAMOBa BiJl KOHIEMIIi «40pHOL
CKPUHBKIN»).

2. RLHF (Reinforcement Learning from Human Feedback): Hauanus 3

MIIKPIJICHHSAM Ha OCHOBI BIATYKIB JIFOJICH, IO JOTIOMArae MoOJEIsM Kpalle BiIMOBigaTH
JFOJICHKUM I[IHHOCTSIM Ta HOPMaM.
3. Cunretnyni naHi: BUKOpUCTaHHS IITYy4YHO CTBOPEHHX HAOOpIB JaHHUX Ui
HaBYaHHS, 10 JONIOMarae YHUKHYTH IMOPYIIEHHs KOH(DIISHIIHHOCTI pealbHUX KOPUCTYBAYiB.
B Tabn. 1 mpeacraBneHi MOTEHIIHHI MepeBard, MOB'I3aHiI 3 PO3BUTKOM IITYYHOTO
IHTEJICKTY.

Tabmuus 1 - [loTeHniiiHi nepeBary, siKi MOB's;3aHi 3 PO3BUTKOM IITYYHOTO iHTEJIEKTY

Coepa nisutbHOCTI OuikyBaHMii TO3UTUBHUI edekT

MenaunnynHa HanpaHHs giarHOCTHKA 3aXBOPIOBaHb Ta MEPCOHATI3AMIS JIIKYBaHHS.

Exonomika ABTOMaTH3aLis PyTHHHUX 3aBAaHb, IO 3BUIBHSIE Yac Ui KPeaTUBHOI
TIpari.

Exomnoris Onrtumizaiisi eHeprocloXMBaHHS Ta IPOTHO3YBAHHS KIIMAaTHYHUX
3MiH.

Ocsita AIaNTUBHI CHUCTEMHU HABYAHHS, IO IiUTAIITOBYIOTHCSA IIif[ TEMII
KOXKHOTO YYHSL.

[IpoGnemu Ta eTMYHI BUKJIMKH, MOB'SI3aH1 3 PO3BUTKOM HITY4HOTO iHTenekTy. [lompu
3HaYHMI Iporpec, iICHYI0Th 0ap'epH, siKi TOTPEOYIOTh PO3B'A3aHHS:

1. ANTOpUTMIYHA  YHEPEKEHICTh: SIKIIO  BXIJHI JIaHI  MICTATh  JIFOJICHKI
crepeotunt, LI Moske BiaTBOproBaTH a00 MOCUIIOBATH JUCKPUMIHALLIIO.

2. Konoinenuiiinicts: PU3nk BUTOKY NEPCOHAIBHUX JITAHUX, HA SIKUX HABYAIOTHCS
BEJIMKI MOBHI MOJIEI.

3. Ex3ucrenuiiini pusuku: [IuTaHHs KOHTPOJIIO HAJl CUCTEMaMH, YMN 1HTENEKT
MOK€e MEPEBUIIUTH JIIOJICBKUHN Y By3bKUX a00 3aranbHuX chepax.

4, BianoBiganbHICTh: XTO HECe IOPUAMYHY BIAMOBIAAIBHICTH 3a oMKy LT —

PO3pOOHHK, KOPUCTYBAY UM CaMa CHCTEMA.

[ tyunnit inTenext (III) ceoronHi BUCTyIae He MPOCTO K IHCTPYMEHT aBTOMaTHU3aLll,
a SIK MepCOHAIBHUI KOYydY Ta MEHTOp, SKHHM aganTyeThes MiJl MOTPeOM KOXKHOI KOHKPETHOI
JIIOJIHH.

Ocph KinbKa SICKpaBUX MNpUKIAAIB Toro, sik came LI Tpancopmye HaBuaHHS Ta
JoTioMarae J0csratu BepiiuH (Tadi. 2).
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Tabmuus 2 — [puknanu Tpancdopmariii HaBYaHHS MTYYHUM 1HTEJIEKTOM

Hazpa Omnmc [puknan Pesynbrat
lmep- Tpanumitina cucrema | [Imardopmu Ha krrrant Khan | Kosken HaBuaeThbest
TIepCOHAITI3aIis ocgitu yacTo npairoe | Academy a6o Duolingo BUKOpPHUCTOBYIOTh | Y BIACHOMY TEMIII,
HaBYaHHSI 33 IPUHIAIIOM «OJIWH | alTOPUTMH ST  aHaJily  IIOMIUIOK | IO 3HIMae CTpec i

po3mip mis Beixy. II | xopuctyBaga.  SIKIO  BH  TOCTIHHO | MiABHILYE
3MiHIOE e | IOMIIAETECS Y BXKUBAaHHI MUHYJIOTO Yacy | e(heKTUBHICTH
4yepes aJIalTHuBHI B anrmiiicekidd, LI He mnpocTto macTb | 3aCBOEHHS
wiatdopmu. NpaBWJIbHY  BIANOBiAb, a  3MIHUTH | MaTepiaiy.
MOJIaJIbLTY POTpamy, o0 3anponoHyBaTh
OijplIe BIIPaB caMe Ha IO TeMY, TIOKH BH 11
HE OIIaHy€Te.
Hoctymuicte Ta | LI pyitaye Oap'epu | Texnomorii meperBopenHss MoBleHHI B | OcBiTa cTae
IHKJIFO3UBHICTD TS Jronei 3 | reketr (STT)Ta HaBOHakM JO3BOJAIOTH | AEMOKPATHYHOKO -
0COOTIIBIMU CTyAGHTaM 3 TIOpYIICHHSAMH 30py abo | 3HaHHA JOCTYIHI
OCBITHIMHU CIIyXy TIOBHOLIHHO OpaTH ydYacTh YV | HE3aJeKHO Bif
moTpedamH. nekmisx. Takox Hll-mepeknmamaui B | QizmIHAX
peambHOMY 4aci J03BOJSIFOTH CIyXaTH | MOXKIMBOCTEH U
KypcH HaWKpaliuxX YHIBEpCHUTETIB CBITY | reorpadii.
Oy/1b-KOI0 MOBOIO.
Ponme IHI sk | Bamicte TOro, o6 | Bukopucranus ChatGPT a6o Claude mis | Po3Butok
IHTEJIEKTYaJIbHOTO | MPOCTO HIyKatu | cumyssigii aebariB abo MiATOTOBKU JIO | KPUTHYHOTO
CIIapHUHT- iH(opMallito, icnutiB. CtyaeHt moxke mompocutu LI | muciaeHHs Ta
nmapTHepa CTYACHTH tenep | «IlosicHu MeHI KBaHTOBY (i3MKY Tak, HIOM | HABUYOK
MOXYTh MeHi 5 pokiB» abo «IIpoBenu 31 MHOIO | aprymenraii
«IMCKYTYBaTH» 3 | TpeHyBabHE  IHTEPB’I0 Ha  TOCady | depes
HEIO. aHAJITHKAY. IHTepaKTHBHY
B3aEMOIIO.
ABTOMAaTH3ALIIA IOl 3BimbHAe 4yac | CucTeMH aBTOMATHYHOTO OIiHIOBaHHS | Buurens
pyTUHHI JUI | BUMTENIB JUIsi TOTO, | TeCTiB Ta ece (Hampukian, Gradescope) | dokycyerscst  Ha
BUKIIa1a4iB IO CNIpaB[i BaXXJIMBO | J0O3BOJIIFOTH BHKJIaJadaM MHTTEBO JaBaTH | BUXOBaHHI Ta
— HACTaBHUITBA Ta | (in0EK COTHSAM CTYACHTIB. HAaTXHEHHI, a He Ha
€MOL[iTHOT nepesipii
M ATPUMKH. 30ILIUTIB.

[ryunuit inTenekt (L) tpanchopmMye HaBuaHHS uepe3 Mepexi] BiJl MacoBOi
CTaHJapTH3alii 10 MIMOOKOI mepcoHami3amii Ta aBTOMaTu3alii PYTMHH, IO JO3BOJISIE
CTYZICHTaM IIBU/IIIE OTTAHOBYBATH CKJIAJHI HABUYKH.

ABTOMaTH3aIlisl PYTMHHHUX 3aBlaHb (0OpoOKa JOKYMEHTIB, MOIIyK iH(opmailii)
JI03BOJISIE 30CEPEIUTHUCS HA KPUTUIHOMY MHCJICHHI Ta CKJIQJIHUX MPOEKTaX.

[IpenukTuBHA aHaNmiTUKa 1MeHTU(IKYe PHU3WKH BIACTaBaHHS Ha paHHIX eTamnax,
JTO3BOJISIFOYM BYACHO KOPUTYBATH HAaBYAJIBHY CTPATETIIO.

Texnomnorii Il 3abe3neuyroTh piBHUN AOCTYN A0 SKICHOI OCBITH I JIOJCH 3
0CO0JIMBUMHU MTOTpeOaMHU, aAANTYOYH KOHTEHT M1 IXHI MOKJIMBOCTI.

3aMiCTh IPOCTOTO 3amam'sATOBYBaHHS (DaKTiB, CTYyJEHTH BUaTbCs MpalfoBaTH 3
IHHOBAIIMTHUMU THCTPYMEHTAMH, IO € KJIFOYOBHM JIJIs1 puHKY 1ipaiii 2026—2027 poxis.

BucHOBKHM 3 1aHOT0 JOCJHIIKEHHS i MEPCNeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HANPSIMOM.

VY cdepi IWTYYHOro IHTENEKTY Mepesl HAIIOK KpaiHOI CTOATh BEIMKI 3aBJaHHA,
MOB's3aHI 13  MIJATOTOBKOKO  KajpiB, 3a0e3MeueHHSM 1HBECTHINIM JUIsl  CTapTalliB;
JIOOTIPAIIOBAHHSM aKTiB HOPMAaTHBHO-TIPAaBOBOTO peryiroBaHHs. KpiM TOro, BaKIMBO
3a0e3MeynTH MOTpPeOu y OOUYMCIIOBAIBHUX MOTYKHOCTAX IO BCIX Tally3fiX, 1HIYCTpPIfX;
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CTBOPCHHS Ta PO3BHTOK HaykoBoi mkosi B rany3i LI Ta Bucoki remnu BrpoBamkenns 111 y
rary3sx eKOHOMIKH.

Po3BuTOK 1MGPOBUX TEXHOJOTIM HAa OCHOBI IITYYHOTO I1HTEJICKTY € KIHOUYOBUM
dakTopom riaodanbHOI TpaHchopMallii, 0 OXOILUTIOE BCi ChepH BiJl EKOHOMIKH JI0 COIIAIbHUX
BimHOocuH. I cTae ¢pyHmameHTanbHOW MIAT(HOPMOIO I IHHOBAITIH, 3JaTHOIO 3a0€3MEUUTH
Oe3mpereIcHTHE 3pOCTaHHS IPOAYKTUBHOCTI Ta MEPCOHAI3AIlII0 TOCITYT. Y CITIITHA peati3aiis
bOTO TOTEHIAy 3aJeKUTh BiJl BUPINICHHS KPUTUYHO BAKJIMBHX 3aBJaHb: CTBOPCHHS
HAIIITHOI HOPMATUBHO-ETHYHOT 0a3u, 3a0e3neueHHs KibepOe3meKu Ta MiJrOTOBKHU JIFOJCHKOTO
KamiTany A0 pobGoTu 3 ainroputMamu. Maiioyrae Il monsirae B mepexoni Bix
BY3bKOCTICIIaJII30BaHUX PIlIEHb J0 CHUCTEM, IO TAPMOHIHHO IHTETPYIOTHCA B IOBCSKICHHE
HKHUTTH.
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Prospects for the development of digital technologies based on artificial intelligence.

The aim of the article. The purpose of this article is to comprehensively study the current state
and identify key vectors for the development of Al technologies in the digital sphere.

Analysis results. The article examines the essence, nature and features of artificial intelligence
technology, the results of substantiation and systematization of trends in the development of artificial
intelligence and areas of its application in socio-economic activity, as well as the main trends in the
global development of generative artificial intelligence and key areas of use. It also examines current
trends and prospects for the development of artificial intelligence technologies. It analyzes data from
international research and ratings of leading trends in the digital economy. It studies the volume of the
global market for artificial intelligence technologies and the leading countries in terms of investment in
this area. It analyzes various methods that bring positive changes to the practice of applying artificial
intelligence, and considers potential benefits, problems and ethical issues associated with this
development. Examples of successful implementation of artificial intelligence reveal how technologies
change the way of learning and thereby help people reach new heights.

Conclusions and directions for further research. In the field of artificial intelligence, our
country faces major challenges related to training personnel, ensuring investments for startups;
finalizing regulatory acts. In addition, it is important to ensure the needs for computing power in all
sectors and industries; creating and developing a scientific school in the field of Al and high rates of
implementation of Al in sectors of the economy. The development of digital technologies based on
artificial intelligence is a key factor in the global transformation, covering all areas from the economy
to social relations. Al is becoming a fundamental platform for innovation, capable of providing
unprecedented productivity growth and personalization of services. The successful realization of this
potential depends on solving critically important tasks: creating a reliable regulatory and ethical
framework, ensuring cybersecurity, and preparing human capital to work with algorithms. The future
of Al lies in the transition from highly specialized solutions to systems that are harmoniously integrated
into everyday life.

Keywords: digital technologies, artificial intelligence, development trends, approaches,
methods, concept, tools.
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The article examines the relationship between user experience (UX) and regulatory
requirements in mobile application development, arguing for their integration as a unified basis for
marketing and managerial decision-making. The paper analyzes modern UX-frameworks, ergonomics
principles, behavioral technology-adoption models while systematizing GDPR, WCAG 2.2, and data-
security requirements. The UX-Compliance marketing model of app development management is
proposed in which UX and compliance jointly drive strategic, tactical, and analytical processes. The
study demonstrates that such integration enhances user experience quality, reduces legal risks, and
strengthens the long-term competitiveness of mobile applications.
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Statement of the problem in general form and its connection with important
scientific or practical tasks. The rapid growth of the mobile application market makes user
experience (UX) one of the key factors in the competitiveness of digital products. Systematic
reviews indicate that UX encompasses the emotional, cognitive, and behavioral responses of
users during interaction with an application and directly affects satisfaction, loyalty, and the
likelihood of repeated use [1]. At the same time, the development of the digital economy is
accompanied by increasingly stringent regulatory requirements regarding personal data
protection, transparency of information processing, and digital accessibility, particularly
through GDPR, WCAG 2.2, and new European digital services acts.
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For companies developing mobile applications, this creates a dual decision-making
framework: on the one hand, it is necessary to optimize UX solutions according to business
goals at all stages of the funnel — from capturing attention and converting installs/registrations
to activating key usage scenarios, retaining and re-engaging users, generating referral activity,
and monetization; on the other hand, full compliance must be ensured with regard to data
protection, security, accessibility, ethical design and functionality of the application [3].

Management and marketing decisions regarding functionality, interface design,
personalization mechanics, and user analytics can no longer be made solely from the
perspective of “convenience” or “best design practices.” They must rely on the integration of
UX frameworks with legal and ethical constraints, which is especially relevant for mobile
applications that handle large volumes of behavioral and sensitive data [4].

The problem addressed in this article is that existing approaches to mobile application
development lack a comprehensive management model for integrating UX principles and
compliance principles into the development process. UX is usually considered separately — as
a matter of interface design or user satisfaction evaluation, while marketing decisions follow
their own path, and compliance requirements (GDPR, WCAG 2.2, ethical data processing
standards) follow theirs. This leads to a situation where UX decisions do not fully realize the
marketing potential of the product, and regulatory requirements are perceived as external
constraints rather than as an integral part of mobile application management. This article aims
to address this gap by developing an integrated model in which UX and regulatory requirements
serve as a unified basis for marketing and management decision-making in the mobile
application development process.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the autho relies. Recent studies emphasize that mobile application UX
is a multidimensional construct, including usefulness, usability, emotional comfort, sense of
control, and trust in the service, among other aspects [1; 3]. A systematic review by Lu, Qu,
and Chen (2025) demonstrates that mobile app UX significantly correlates with behavioral
metrics such as retention, frequency of use, and the likelihood of recommending the product
[1]. An analysis of online reviews by Grljevi¢ (2025) confirms that negative UX factors (slow
performance, unclear navigation, aggressive push notifications) directly translate into negative
ratings and user churn [5].

Okonkwo (2024) explores current UX trends in mobile applications — personalization,
micro-interactions, AR/VR — and shows that implementing these features without considering
ethical and legal aspects can increase privacy risks and overwhelm users with excessive
interaction [3].

UX/UI design manuals emphasize the importance of a systematic approach to designing
mobile app interfaces, particularly through use-case modeling, prototyping, and testing with
real users [6; 7]. Chemeris (2021) highlights principles of consistency, visual hierarchy, and
navigational clarity as fundamental conditions for positive UX [6]. Kravchenko (2022), in
methodological materials for mobile UX/UI development, underscores the role of interactive
prototypes and usability testing in the product development cycle [7].

A growing body of literature addresses regulatory requirements for digital products.
WIPO (2021), in a dedicated guide on mobile app data protection, stresses the critical role of
GDPR principles — legality, transparency, data minimization, purpose limitation, security, and
accountability — in designing mobile application functionality [8]. Kollnig et al. (2021) show
that most mobile applications continue to use third-party trackers, often without proper user
notification or consent, which formally contradicts GDPR requirements [9].
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Amaral Cejas et al. (2025) demonstrate that mobile app privacy policies, even after
GDPR implementation, are often incomplete: they fail to describe all categories of data, do not
explain data subjects’ rights, and are not aligned with actual processing practices [4].

A separate strand of research concerns digital accessibility. The W3C document Web
Content Accessibility Guidelines (WCAG) 2.2 (2023) defines a set of testable criteria applicable
to web and mobile interfaces (contrast, keyboard navigation, alternative text, focus
management, etc.) [10]. Practical guides and inclusive design case studies highlight that
compliance with WCAG 2.2 simultaneously improves overall usability for all user groups [5;
6]. Studies in mobile application engineering note that product quality must encompass not only
technical metrics (performance, reliability) but also UX, security, and compliance with
standards and regulatory requirements [11; 12].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Fragmentation of Approaches. Most studies focus either on UX and its
impact on user behavior or on compliance (GDPR, WCAG, privacy policies). Integrated
models, in which UX solutions and regulatory requirements are considered as a single
framework for managerial and marketing decisions, are insufficiently described. Weak
Formalization of the Impact of Regulation on UX Decisions. Existing works mainly report
violations (excessive tracking/profiling, opaque privacy policies) but rarely propose specific
UX patterns that simultaneously optimize user experience and reduce regulatory risks.
Insufficient Adaptation of International Standards to the Mobile Application Context. WCAG
2.2 is a technologically neutral standard; however, for mobile interfaces, there is a lack of
models that “translate” its principles into concrete UX requirements. Existing studies rarely
describe which navigation, contrast, content presentation, or gesture patterns simultaneously
ensure compliance with WCAG 2.2 and support UX and marketing goals. This creates a gap
between regulatory formulations and the practical design solutions of product teams.

Formulation of the purpose of the article (statement of the problem). The purpose
of this article is to develop a conceptual model in which user experience and regulatory
requirements are considered a shared basis for marketing and managerial decision-making in
mobile application development.

To achieve this purpose, the study aims to:

— Clarify the concepts of UX, usability, accessibility, and the main UX frameworks
relevant for mobile applications;

— Describe a UX model for mobile application development;

— Systematize regulatory requirements (GDPR, WCAG 2.2, data security requirements)
as applied to mobile products;

Propose an integrated model for marketing and managerial decision-making that
combines UX goals with compliance requirements.

Statement of the main material of the research with full justification of the
scientific results obtained. In mobile applications, user experience is formed not by individual
interface elements but by the entire system of interaction, which combines users, their tasks,
goal significance, properties of the interactive system, and environmental characteristics. UX
becomes a central factor not because it decorates the interface, but because it ensures that a
person can achieve desired outcomes with maximum effectiveness, efficiency in resource use,
and high satisfaction.

Fundamentally, UX relies on understanding the context of use — the set of conditions in
which the application is used: users, their tasks, hardware, software, materials, and physical and
social environment. In mobile products, this context is highly variable: a user may be on the
move, experience low lighting, use an outdated smartphone, or have an unstable internet
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connection. Therefore, UX becomes a tool that ensures the accessibility of the application for
people with a wide range of abilities — not only according to functional standards but also
according to users’ real constraints.

To make UX truly work for product success, developers must rely on the principles of
ergonomics — the scientific discipline that studies human-system interaction and determines
how to make a digital environment support natural human capabilities. Through an ergonomic
approach, human-centred design is implemented, a methodology in which development is
focused not on system functions but on people, their needs, experiences, and limitations. In this
process, consideration of stakeholders — all parties whose needs and expectations the system
must satisfy — is essential.

User experience also depends on the design of the user interface — the part of the
interactive system through which the user receives information and controls actions. An
effective Ul is built through the creation and testing of prototypes — models or mockups of the
system that allow verification of design solutions before developing the final functionality.
Prototypes enable verification (checking compliance with requirements) and validation
(checking alignment with expected usage) before the product enters the main development
cycle.

All these elements — effectiveness, ergonomics, interface, accessibility, verification,
human-centred design — collectively explain why UX is a key foundation for successful mobile
applications. UX does not merely make a product “convenient”; it ensures that users with
different goals, prior experience, and abilities can interact with it naturally, predictably, and
safely.

The structure of user experience is not fixed. It evolves with technology, user
expectations, platform development, and new behavioral models. Some UX elements gain
importance — such as micro-interactions, emotional responses, transparency of data handling —
while others gradually diminish. Certain UX aspects emerge only when interactive systems
themselves evolve, such as the need to account for gestures, sensor interactions, biometric
inputs, Al integration, or complex personalization scenarios.

Thus, UX is a dynamic, multidimensional system that constantly adapts to new
conditions. Developers cannot rely on a fixed set of criteria: each generation of technology,
each platform, and each change in human behavior adds a new dimension to UX while
diminishing the relevance of previous ones. The ISO 9241-210 international standard defines
UX as the set of perceptions and responses of a person arising from the use or anticipated use
of a product, system, or service [13]. User experience includes emotions, beliefs, preferences,
physical and psychological responses, behavior, and outcomes occurring before, during, and
after interaction with the product. UX is shaped not only by interface design but also by brand
image, functionality, system performance, nature of interaction, and availability of support
tools. Prior user experience, skills, attitudes, and context of use are also important. ISO
emphasizes that usability is only one component of UX and can be used to evaluate specific
aspects of it.

Different researchers structure UX elements differently. At various stages of digital
technology development, the focus has shifted from basic functional characteristics to
emotional, aesthetic, accessibility, and content-related dimensions of UX. A summary of these
changes is presented in Table 1.

Thus, mobile application UX should be considered as a multidimensional structure that
combines functional, emotional, aesthetic, and content-related components. At the level of user
usefulness, this primarily involves perceived usefulness — the feeling that the mobile
application genuinely helps achieve goals — and useful / usefulness, which reflects the
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alignment of functions with real everyday needs. These correspond to usable / usability and
ease of use, which describe the user’s ability to learn the application without excessive effort,
perform tasks without errors, and quickly navigate the mobile interface.

The emotional-aesthetic dimension of UX in mobile products encompasses hedonic
quality and desirability — the pleasure of interaction, positive emotions, and the desire to return
to the application — as well as visual attractiveness and aesthetic in visual information, which
reflect the quality of information presentation through typography, colors, structure, and visual
composition of the mobile interface. Additionally, perception of instrumental qualities
(assessment of practical, functional characteristics of the app), perception of non-instrumental
qualities (perception of style, character, and atmosphere), and associated emotional responses
— the spectrum of emotions that arise during use — are considered.

Table 1 — Evolution of Mobile Application User Experience Components

Year Author UX Elements
2004 Peter Morville Usable, Useful, Desirable, Findable, Accessible, Credible, Desirable,
Valuable [14]
2005 Sasha Mahlke Perceived usefulness, Ease of use, Hedonic quality and Visual
attractiveness [15]
2006 Andrew Vande Moere | Aesthetic in visual information [16]
2012 Frank Guo Value, Usability, Adoptability and Desirability [17]
2015 Gabor Aranyi, Paul van | Perception of instrumental qualities, Emotional responses, Perception of
Schaik non-instrumental qualities [18]
2018 Virginica Rusu, The authors follow the ideas of Peter Morville:
Cristian Rusu Usable, Useful, Desirable, Findable, Accessible, Credible, Desirable,
Valuable [15]
2020 Z. Huang, Y. Hong, Content, Interaction, Vision [19]
and X. Xu

Equally important are elements that ensure orientation and trust: findable describes the
ease of locating the required content or features in the mobile app; accessible refers to usability
by people with different disabilities and under varying access conditions; credible reflects the
perception of transparency and reliability of the service; and valuable / value indicates that the
mobile application, as a product, creates real value for the user. Finally, content, interaction,
and vision capture the quality of informational content, interaction methods (gestures,
scenarios, navigation patterns), and the overall visual concept, which determines how the
mobile product is perceived as a whole.

The application should be considered not only as an interface or a task-execution tool
but as a full-fledged product that generates two types of experience simultaneously — user
experience (UX) and customer experience (CX). The former focuses on interaction with the
interface, task execution, emotions, and cognitive responses during use. The latter encompasses
a broader framework — brand expectations, perceived product value, willingness to pay, loyalty,
and recommendations to other users. In the case of mobile applications, these two experiences
inevitably overlap: the quality of UX determines how positive the overall customer experience
will be, while CX, in turn, shapes the expectations with which the user engages with the product.

It is useful to compare UX with the 4E customer experience model (Entertainment,
Educational, Esthetic, Escapist), traditionally applied in marketing and service design [20].
Compared to Sascha Mahlke’s research, it becomes clear that the 4E dimensions directly reflect
the key UX elements of his model:

— Entertainment corresponds to hedonic quality (the emotional attractiveness of use);
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— Educational is related to perceived usefulness (the perceived benefit of the product);
— Esthetic aligns with visual attractiveness (the quality of visual presentation);
— Escapist correlates with ease of use (the simplicity and effortlessness of interaction).

Such an overlay of models demonstrates that UX is not merely a technical characteristic
of the interface, but a full-fledged driver of marketing and managerial success for mobile
applications. Using UX as a foundation for product and business decisions allows for
simultaneous improvement of user satisfaction, loyalty, and conversion metrics, making it a
key tool in the development of modern mobile products.

In UX design studies for mobile applications, the following conceptual frameworks are
most frequently mentioned.

User-Centered Design (UCD) is based on the principle that design should be grounded
in real user needs rather than technical assumptions or business hypotheses. UCD involves a
complete iterative cycle, including audience research, persona and use-case development,
prototyping, usability testing, problem analysis, and subsequent refinement. Key elements of
the framework include understanding the context of use, defining user requirements, creating
human-centered design solutions, and verifying these solutions through prototypes and user
testing. UCD helps reduce the risk of "misguided development”, where a product meets
technical specifications but fails to satisfy real user needs.

Technology Acceptance Model (TAM), unlike UCD, focuses not on the design process
but on the mechanisms of technology adoption by users. The model centers on two factors:
Perceived Usefulness — the extent to which a person believes that the application will help them
perform tasks better or faster; and Perceived Ease of Use — the degree to which the product
appears simple and understandable. These factors shape the user’s intention to use, which
predicts actual usage. In the context of mobile applications, TAM explains why technologically
advanced products may fail to gain popularity: without perceivable value and ease of
interaction, users will neither start nor continue using the app.

Theory of Planned Behavior (TPB) extends the logic of TAM by adding socio-
psychological factors that influence user behavior. The model includes three components:
Attitudes — personal evaluation of using the application (beneficial/non-beneficial,
pleasant/unpleasant); Subjective Norms — expectations of significant social groups such as
colleagues, friends, or professional communities; and Perceived Behavioral Control —how easy
it is for the user to engage with the application and whether they feel capable of using the
product.

In the mobile application domain, TPB explains why user behavior is influenced not
only by design and functionality but also by social context, accessibility barriers, prior
experience, and self-assessment of digital skills.

Together, UCD, TAM, and TPB allow for a comprehensive view of UX from the
perspectives of design, behavioral psychology, and decision-making mechanisms. Their
integration creates a holistic foundation for predicting how a user will interact with a mobile
application and how design decisions will impact activation, retention, and long-term loyalty.

Mobile application development does not rely on a single universal scheme but on a set
of methodologies and processes that organize the product creation cycle differently. Plan-driven
approaches follow a "waterfall" logic: sequential stages from requirements analysis and design
to implementation, testing, and deployment. In such models, the structure of stages is clearly
defined in advance, and changes after development begins are considered costly and
undesirable. Applied studies on university mobile applications typically identify sequential
steps: analyzing user needs, designing structure and interfaces, implementing functionality,
testing, and deploying to production [21].
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In contrast, agile methodologies view mobile application development as an iterative
process with short cycles (sprints), continuous feedback, and the ability to adjust requirements
during development. Reviews of mobile development processes show that agile approaches
(Scrum, XP, Kanban, and their hybrids) are most often adapted to the specifics of mobile
products: platform fragmentation, the need for rapid response to user feedback, and frequent
updates in app stores [22]. At the same time, there is an emphasis on combining agile practices
with elements of plan-driven approaches (clear release definition, release management, version
planning), effectively forming hybrid mobile development models.

Practical business guides generally describe the mobile app creation process as a series
of stages that, in broad terms, repeat across sources: idea and business goal formulation, market
and target audience research, platform and tech stack selection, UX/UI design, development,
testing, publishing in marketplaces, and ongoing support and updates. Such models focus on
practical implementation and demonstrate that regardless of the methodology (agile, waterfall,
hybrid), a mobile application follows similar logical steps: from refining the value proposition
to measuring outcomes and optimizing further [23-26].

Despite the diversity of approaches, common features can be identified: all models
include initial formulation of goals and requirements, design and implementation of solutions,
and evaluation of results and product adjustments. They primarily differ in the rigidity of stage
sequences, the frequency of feedback, and the user’s role in the process (from episodic testing
to continuous participation in iterations). Therefore, for conceptualizing mobile application
development, it is reasonable to generalize different processes into three key levels. It is
demonstrated on the Fig. 1.

Figure 1 — UX-centered chaos of app-development marketing
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1. S - Strategic Level (Marketing and Product Management)
Definition of target segments and value propositions;

- Setting UX-goals (simplicity, speed, emotional appeal, personalization, etc.) and

compliance-goals (level of the transparency, data minimization, level of the

accessibility, etc.);

- Choosing a business model (paid app, freemium, advertising, subscription) while

considering what data is collected and how this aligns with regulations.

2. T - Tactical (Operational) Level (Design and Development)

- Use of UCD/UX frameworks for prototyping and screen testing;

- Embedded compliance: legal and security specialists are involved at the design

stage rather than post-release;

- Joint design of UX patterns for: consent collection (clear, granular, without

hidden or forced options); personalization settings (user controls the level of tracking);

data subject rights (easy access to delete/export data).

3. A—Analytical Level

- Measurement of UX and business metrics: MAU, DAU, retention, conversions,

NPS, complaint frequency;

- Analysis of user feedback to detect signals of UX or trust issues (“the app

collects too much data”, “privacy settings are unclear”);

- Feedback and iterative improvement.

Mobile application development is a continuously dynamic process in which stable
linear models no longer reflect the actual logic of decision-making. The traditional cycle of
"strategy — tactics — analytics — iteration” implies a sequential order of stages. However, in
modern mobile ecosystems and with the constant evolution of digital user expectations, such a
scheme loses relevance. The primary source of change is user experience, which evolves
continuously — every interaction, content fragment, and micro-interaction generates new
expectations and forms new behavioral patterns.

Since UX is dynamic and accumulative, new insights into user behavior can trigger
changes at any development level, regardless of the stage currently in progress. If analytics
indicate a drop in retention or a decrease in trust, tactical changes may be required in onboarding
design, navigation simplification, or interaction patterns. Conversely, if UX research identifies
shifts in user motivation or usage context, this may influence the strategic level — prompting a
review of value propositions or segmentation. Likewise, sometimes tactical innovations (a new
personalization method, a new interaction scenario) generate new metrics that alter the structure
of analysis.

Thus, the sequence "strategy — tactics — analytics — iteration" is no longer strictly fixed.
The actual development process resembles a non-linear loop, where any level can trigger
changes at another. Often, changes occur simultaneously at multiple levels: strategy updates
under the influence of analytics, tactics adapt to new strategic decisions, and UX metrics
immediately respond to new tactical actions. Such multidimensional interaction confirms that
UX ceases to be merely a design aspect — it becomes the central mechanism managing the entire
lifecycle of a mobile product.

UX therefore serves as a key driver of marketing and managerial decisions: it sets the
pace, defines priorities, signals problems, and shapes competitive opportunities. In the dynamic
environment of mobile applications, only an approach that embraces UX as an actively
changing trigger and a primary indicator of product direction can succeed.

User experience formation can be evaluated at five levels:
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Level 1: Context of Use

- Users, tasks, equipment (hardware, software, and materials), and the physical

and social environments in which an app is used.

Level 2: UX Artifacts

- Information architecture (navigation, screen hierarchy);

- Visual design (typography, color schemes, icons);

- Interactive patterns (gestures, animations, micro-interactions);

- Systems of guidance, onboarding, and notifications.

Level 3: UX Quality

- Usability metrics (task completion time, number of errors, perceived difficulty);

- Emotional indicators (satisfaction, trust, sense of control), measured through

surveys and feedback analysis;

- Accessibility metrics (compliance with key WCAG 2.2 criteria for mobile

interfaces).

Level 4: Regulatory Compliance

- Regulatory indicators: absence of user complaints regarding privacy violations,

absence of fines or orders from regulators.

Level 5: Business Outcomes

- Marketing metrics: subscription/purchase conversion, retention, churn;

- Brand metrics: app store ratings, NPS, share of positive/negative reviews.

From a compliance perspective, the most significant requirements for mobile
applications fall into three main groups:

1. Personal Data Protection (GDPR and related regulations)

2. Transparency and Accountability in Data Processing (WIPO guidelines and Kollnig

et al. research)

3. Accessibility (WCAG 2.2, European digital accessibility acts)

4. Ethical aspects of design and data management are essential.

According to the General Data Protection Regulation (GDPR) [25], the processing of
personal data in mobile applications must be based on six fundamental principles.

Lawfulness, Fairness, and Transparency. Personal data must be processed on clear and
lawful grounds, with honest explanations of what happens to the information. This creates a
requirement for transparent consent interfaces and clear privacy policies. This establishes trust,
without which user acquisition and retention become significantly more difficult.

Purpose Limitation. Data should be collected only for specific purposes clearly
communicated to users. Hidden or secondary usage without additional consent is prohibited.
For development, this implies careful planning of data collection and routing; for marketing, it
necessitates interaction models without aggressive tracking that could reduce loyalty.

Data Minimization. Apps should request only the data strictly necessary. Removing
unnecessary requests reduces risks, improves user perception, and lowers technical costs. This
approach encourages design and development teams to critically evaluate each data parameter
collected, and marketers to focus on the quality rather than quantity of information for
personalization.

Accuracy. Personal data must be correct and up-to-date; the app should allow easy
updates. This directly affects product functionality (delivery, recommendations, profile
settings) and analytics quality: more accurate data improves business metrics, segmentation,
and personalization algorithms.

Storage Limitation. Data should not be stored longer than justified by the purpose of
processing. Mobile products must provide mechanisms for deletion or anonymization of
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outdated information. For development, this requires an appropriate infrastructure; for
marketing, it avoids accumulating “dead” data that reduces model efficiency and increases risk.

Integrity and Confidentiality. Personal data must be securely protected against loss,
unauthorized access, or damage. This requires encryption, access control, and thoughtful
security architecture. For development teams, this is a technical responsibility; for marketing,
it is a critical reputational factor: users are more willing to interact with brands demonstrating
adequate protection.

According to WIPO (2021), mobile applications should: have a lawful basis for data
processing (consent, contract, legitimate interest) [2]; ensure transparency and clarity in data
processing notifications (plain-language privacy policies, layered and just-in-time notifications)
[2; 4]; adhere to data minimization and purpose limitation principles — collect only necessary
data and do not use it for incompatible purposes [2; 9]; ensure data subject rights (access,
correction, deletion, restriction, portability) [2]; implement technical and organizational
security measures: encryption, access control, event logging [2; 12].

Kollnig et al. (2021) found that many Android applications continue to use tracking
libraries that collect user data and share it with third parties, often without proper consent
mechanisms or with merely formal implementation [9]. This highlights the need for UX
solutions that ensure real, not formal, user awareness.

WCAG 2.2 provides a set of criteria that make interfaces accessible to users with a wide
range of impairments while simultaneously enhancing overall usability. For mobile
applications, critical criteria include: sufficient contrast of text and control elements; the ability
to navigate without complex motor gestures; visible focus indicators; clear active/inactive
states; predictable navigation; and avoidance of “traps” for screen reader users.

Accessibility in mobile interfaces means the app is usable by people with various visual,
auditory, motor, and cognitive impairments, as well as in challenging conditions (bright light,
small screens, etc.). WCAG 2.2 emphasizes four core principles: perceivable, operable,
understandable, and robust.

Perceivable — users can see, hear, or otherwise perceive the information on the screen.
Achieved via sufficient contrast, scalable text, alternative image descriptions, captions, and
independence from a single sensory channel.

Operable — users can interact with the interface regardless of motor limitations or
assistive technology usage. Includes adequately sized interactive elements, clear navigation,
gesture alternatives, and screen reader support.

Understandable — users can interpret information and anticipate interface behavior.
Achieved through simple language, consistent structure, predictable patterns, error guidance,
and avoidance of overwhelming complex actions.

Robust — the app works reliably across different devices, OS versions, browsers, and
assistive technologies. Includes proper adaptive design, technical compatibility, semantic
coding, and functionality under unstable network conditions.

Although WCAG was originally developed for web content, most criteria (contrast,
keyboard navigation, clear button text, predictability) are directly applicable to mobile
applications.

Application of WCAG 2.2 principles to mobile interfaces differs from the web and
requires separate adaptation. A summary of key characteristics of each principle group and
corresponding solutions for mobile applications is presented in Table 2. This provides utility
specifically in the field of application development.
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Table 2 — Adaptation of WCAG 2.2 Principles for Mobile Applications

Group Characteristic Adaptation for Mobile Applications

Perceivable Text Describe all meaningful images, icons, and buttons using alt texts /

Alternatives accessibility labels so that VoiceOver / TalkBack can announce their
purpose.

Time-based Add captions to videos, text transcripts for audio, and, where possible,

Media audio descriptions; provide pause/rewind functionality for media.

Adaptable Make the interface responsive to screen size in both portrait and landscape
orientations, and support system font settings and “large text” mode.

Distinguishable | Ensure sufficient contrast for text and control elements, do not rely solely
on color, clearly indicate “active/inactive” states, and make focus visible.

Operable Switch-Control | Ensure navigation is possible via Switch Control / Switch Access without

Accessible “focus traps.”

Enough Time Avoid overly short timeouts; allow users to pause, resume, or disable
automatic timers (banners, auto-scroll, auto log-out).

Seizures and Avoid flickering and fast animations; provide users the option to disable

Physical animations and vibrations to prevent seizures or discomfort.

Reactions

Navigable Ensure sequential navigation: stable menu, clear “back™ path, ability to
skip repetitive blocks, and always visible focus on the current element.

Input Ensure sufficient size and spacing between tap targets, avoid complex

Modalities gestures as the only interaction method, and support alternative input
methods (voice, hardware buttons).

Understandable | Readable Use simple, unambiguous language, correctly set the interface language,
and avoid unexplained technical jargon.

Predictable Ensure screens behave predictably: focus or data entry should not
suddenly change context, and navigation elements remain in their usual
locations.

Input Provide clear labels for fields, format examples (input masks), informative

Assistance error messages and guidance on how to fix them; confirmation before
critical actions.

Robust Compatible Use accessible platform components, semantically label interface
elements, and test the app with screen readers and across different OS
versions/devices.

Conformance Levels A/ AA [ | Define the target level of WCAG 2.2 compliance and regularly conduct

AAA accessibility audits of the mobile app, documenting issues and fixing them
in releases.

Full Pages All app screens, including modals, pop-ups, and menus, must fully

Requirement comply with the selected WCAG level.

Complete All steps of the user flow (login, onboarding, payment, forms) must be

Processes accessible.

Non- Ensure that the app functionality does not conflict with assistive

interference technologies — screen readers, text enlargement, high contrast.

Accessibility Components must function correctly on mobile OS (iOS/Android) and

Support support semantic and role attributes for VoiceOver / TalkBack.

Documented Conduct accessibility testing regularly, document identified barriers, and

Testing resolve them in subsequent releases.

Continuous After each update, the app must maintain WCAG compliance — a re-

Conformance evaluation is conducted.

Based on the research, an integrated model is proposed in which UX and regulatory
requirements act as joint drivers of marketing and managerial decisions in mobile app
development. This approach addresses the problem of UX-centered marketing chaos. The
Model is presented on the Fig. 2.
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The latest EU regulations (in particular, the European Accessibility Act) directly link
compliance with accessibility standards to the right to enter the digital services market, as well
as to financial penalties for non-compliance [11].

Alongside formal legal compliance, the ethical formation of UX is equally important:
honesty in interactions, absence of dark patterns, moderation in personalization and use of
behavioral data. Violations of ethical norms (for example, hiding opt-out options, intrusive
notifications, manipulative onboarding scenarios) lead to decreased trust, negative reviews, and
reputational damage, even if the product does not yet formally breach the law. In summary,
regulatory requirements establish a "framework of safety and fairness™ within which marketing
and product-design decisions must be optimized. This directly creates the need for an integrated
decision-making model.

Marketing-Driven Build Layer focuses on developing the core application features that
directly align with market needs and the overarching marketing strategy. Its primary objective
is the rapid implementation of functionalities (often an Minimum Viable Product or key
differentiating features) required for initial user acquisition, generating media buzz, and
validating market hypotheses. The work here is tightly linked to analyzing the target audience,
competitors, and industry trends to ensure that the built features have a high conversion rate
and are appealing to the press or influencers. Development proceeds with a constant awareness
of how the application will be sold and perceived in the marketplace.

Co-Design Layer is critical for ensuring the application truly matches the real needs and
expectations of end-users. This stage involves close collaboration among developers, designers,
product managers, and, most importantly, representatives of the target audience or key
stakeholders. It is an inclusive process where prototypes and mockups are continuously tested,
discussed, and revised to make sure the actual user experience (UX) is intuitive, satisfying, and
problem-solving. This approach guarantees high usability for the final product and helps avoid
costly reworks post-launch.

Trust-First Go-to-Market Layer is part of the launch strategy (Go-to-Market, GTM)
where user trust, data security, and transparency are the highest priorities. It encompasses not
only technical aspects (such as encryption and fraud protection) but also communication
strategies. Clear privacy policies, data handling mechanisms, and strategies for prompt and
transparent incident response are developed here. The goal is to build a strong reputation from
the outset, especially in a world where users increasingly value security and control over their
data. The success of this layer determines whether the application receives positive reviews and
high ratings, directly impacting subsequent growth.

Experience-Compliance Optimization Layer focuses on the continuous improvement of
the user experience (UX/UI) and ensuring full regulatory compliance. From an experience
perspective, this involves A/B testing, monitoring performance metrics (speed, stability),
collecting detailed analytics, and perpetual iteration to enhance user retention. From a
compliance perspective, it mandates regular checks against local and international data laws
(e.g., GDPR, CCPA), app store policies (App Store, Google Play), and industry-specific
standards (e.g., HIPAA for healthcare). This is an ongoing process essential for sustaining
success, avoiding penalties, and maintaining the application's standing in the market.

Integrating user experience and regulatory compliance constraints into all stages of
mobile app development reduces iterations at the strategic, tactical, and analytical levels.
Reactive actions driven by user behavior and regulatory requirements become more predictable
and manageable. An explanation of this effect is presented in Table 3. This ties together all the
words and processes described, which are carried out throughout each layer, with the UX and
Compliance.
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Table 3 — Integrating UX and Compliance into mobile app development at various levels

Layer Process Explanation
Marketing-Driven UX Research In-depth user interviews
Build Layer Competitor friction analysis

Identification of compliance-related pain points

Development of UX personas with regulatory sensitivity
attributes

Regulatory Audit

Mapping of all relevant standards and regulations

Identifying critical compliance triggers (KYC, data collection,
transactions, permissions)

Creating a list of “compliance blockers”

Co-Design Layer

UX-Compliance
Workshops

Joint creation of user flows

Simplification of compliance-related steps

Design Narratives

Translating complex procedures into simple, user-friendly
language

Positive framing of security and verification processes

Compliance as a

Positioning compliance requirements as a competitive

Feature advantage
Marketing-Driven Compliance- Auto-fill
Build Layer Friendly UX Document scanning
Patterns Real-time smart hints and suggestions

Content Mechanics

In-app micro-education modules

Transparent onboarding communication

Status notifications and progress updates

Dual Conversion
Funnel

UX funnel (completion rate, drop-offs)

Compliance funnel (verification success, data completion,
consent rates)

Trust-First Go-to-
Market Layer

Communication
Strategy

Messaging focused on safety, clarity, and simplicity

Trust as a Core
Brand Element

A dedicated Trust Center

Certifications, audit
explanations

information, and plain-language

Social Proof Testimonials
Compliance audit reviews
Public trust signals
Experience- UX Analytics Qualitative UX Signals
Compliance Interaction Analytics
Optimization Layer Product Experience Metrics
Qualitative UX Signals
Compliance KYC / AML Metrics
Analytics Consent & Privacy Compliance Metrics
Fraud & Risk Metrics
Audit and protocol metrics
Unified UX- Top-Level KPIs
Compliance Friction Map
Dashboard UX-Compliance Correlation Matrix

Risk & Opportunity Panel

Funnel Fusion

Decisions regarding data collection can no longer be made solely from the perspective
of marketing benefits. They must be evaluated in accordance with GDPR principles, user
expectations, and their impact on UX (overloading users with permission requests, reduced trust
in the app). Decisions on onboarding design simultaneously affect user and the quality of
consent provided by users (Fig. 3).
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Figure 3 — Dependence of functionality on the integration of the UX-Compliance approach
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Investments in accessibility not only reduce regulatory risks but also expand the
audience, improve overall usability, and increase conversion, since many WCAG requirements
overlap with “good UX” principles (contrast, font size, predictability).

Non-compliance (opaque policies, aggressive tracking, lack of mechanisms to exercise
user rights) leads to a combination of legal, financial, and reputational risks, which directly
affect brand value and the ability to scale the product in international markets.

Thus, integrating UX and regulatory requirements into a single decision-making model
allows them to be viewed not as mutually exclusive constraints but as complementary drivers
of sustainable value for a mobile product.

Conclusions from this research and prospects for further developments in this
area. In conclusion, user experience and regulatory requirements are interrelated and should be
considered as a unified foundation for marketing and managerial decision-making in mobile
app development. Based on contemporary Ukrainian and international sources, this study has:
clarified the meanings of UX, usability, and accessibility in the context of mobile applications;
proposed a UX model for mobile product development linking context of use, design artifacts,
UX quality, and business outcomes; systematized key regulatory requirements (GDPR, WCAG
2.2, data security requirements) and demonstrated their impact on mobile app design and
functionality; developed an integrated model for marketing and managerial decision-making,
in which UX goals and compliance requirements simultaneously determine product
development priorities.

Future research could focus on the empirical validation of the proposed model using
specific mobile applications (educational, fintech, e-commerce); development of quantitative
indicators of “ethical UX” and methods for integrating them into product management
dashboards; and detailing industry-specific variants of the model (e.g., for medical or financial
apps with higher confidentiality and reliability requirements).

Integrating UX and regulatory requirements at the strategy, design, and operational
levels of mobile products enables the simultaneous improvement of user experience quality,
minimization of legal risks, and creation of long-term brand value in the competitive mobile
services market.
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Yaiikoecvka M. I1. [-p. exon. nayx, npogpecop, npoghecop ragedpu mapxemunzy ma OizHec-
aominicmpysanns, Odecvkutl HayionanvHull yHieepcumem imeni 1. 1. Meunuxosa (Odeca, Yxpaina).

HlIkeoa O. O. 0-p @inocoghii, cm. euxaadau Kagedpu MapkemuHey ma MeHEeONCMEHMY),
epoicasruil yrigepcumem iHmeneKmyanvHux mexuonozii i 36 ’a3xy (Oodeca, Ykpaina).

Xomenko A. B. acucmenm kpeamusnozo oupekmopa azenyii «lamideay», (Odeca, Ykpaina).

JocBin kopucTyBaya Ta pery/isiTopHi BAMOTH SIK OCHOBA /ISl IPUHHATTA MAPKeTHHTOBUX
Ta yNpaBJIiHCHKHUX pillleHb Y Po3podui MoOiTbHHUX 3aCTOCYHKIB.

Y ecmammi docniosceno kopucmysayvkuii 0oceio (UX) ax ounamiuny 6azamoacnekxmuy ocHO8Y
PO3POOKU MOOLIBHUX 3ACMOCYHKIB, WO NOEOHYE PYHKYIOHANbHY KOPUCHICMb, 103a0inimi, eMoyitHi ma
ecmemuyHi YUHHUKY, O0CMYnHicmb i 006ipy. /losedeno, uwo UX ¢hopmye mapxemuneo6i ma ynpasiincobKi
PiWleHHss Ha 6CIX emanax po3eumxy npoOyKmy, d MaKodiC GU3HAYAE HANPAM 3MIH Yy CIMpAme2idHoMy,
MAKMUYHOMY U AHATTMUYHOMY Yukaax po3pooku. Ipoananizosano kouoei gpeimsoprku (UCD, TAM,
TPB), npunyunu GDPR i sumocu WCAG 2.2 y xowmexcmi mobinvhux inmepgeticie. CmeopeHo i
00IpyHmMoBano inmezpogany mooens, y kit UX ma pe2yisimopHi KOMIIAEHCU 8UCYNAIOMb CRILHOIO
OCHOBOI0 CIBOPEHHSI KOHKYPEHMOCHPOMOICHUX MA eMUYHO KOPEKMHUX YUDPOGUX NPOOYKMIS.

KirouoBi cnoBa: mudpoBUil MapKETHHI, MapKETHHI MOOUIBHUX 3aCTOCYHKIB, YIPaBIiHHS
pPO3pOOKOI0, JOCBi KOpHCTyBada, poO3poOKa MOOITBPHUX 3aCTOCYHKIB, 03a0imiTi, akcecaOiiTi,
PETYASTOPHI KOMITJIAEHCH, 3aXUCT JIAHUX Ta KOH(1ACHIIIHHICTb.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. The rapid expansion of digital technologies has fundamentally
transformed organizational communication with customers, redirecting marketing practices
toward interactive, content-driven strategies (Holliman & Rowley, 2014), [2]. Within digitally
mediated service environments, brand communication increasingly functions as a relational
interface through which customers evaluate, interpret, and experience service value. In service-
intensive sectors such as telecommunications—characterized by heightened competitive
intensity and rapidly evolving customer expectations — digital content has emerged as a strategic
mechanism for sustaining customer engagement and enhancing satisfaction.

Content marketing extends beyond conventional promotional communication
(Hollebeek & Macky, 2019; Holliman & Rowley, 2014) by emphasising the systematic creation
and dissemination of relevant, valuable, and consistent content designed to attract and retain
clearly defined audiences (Holliman & Rowley, 2014; Pulizzi, 2013; Vinerean, 2017). Several
scholars have contributed to defining this concept: Pulizzi (2013) describes it as a process
characterised by credibility, organisation, and continuous updating; Vinerean (2017)
emphasises its strategic orientation toward attracting and retaining clearly defined audiences;
while Holliman and Rowley (2014) demonstrate its practical application in business-to-
business contexts.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Traditional promotional approaches are proving increasingly insufficient in capturing
customer attention and building loyalty in today's competitive environment (Gagnon, 2014).
Through digitally mediated interactions, such content stimulates cognitive processing,
emotional activation, and behavioral participation, thereby reinforcing relational bonds between
customers and brands (Brodie et al., 2011; Hollebeek & Macky, 2019). However, the
effectiveness of content marketing depends not merely on its presence but, more critically, on
the specific characteristics embedded within the content itself — including its relevance,
informativeness, credibility, and emotional resonance (Pazeraite & Repoviene, 2016).

Analysis of recent research and publications that initiated the solution to this
problem and on which the author relies. Customer engagement theory provides a
foundational explanatory lens for understanding the relational mechanisms activated by digital
content. Engagement is conceptualized as a multidimensional construct encompassing
cognitive, emotional, and behavioral dimensions that emerge from interactive brand-related
experiences (Brodie et al.,, 2011; Hollebeek & Macky, 2019). Within this theoretical
perspective, content does not merely transmit information but serves as a stimulus that activates
psychological processing and relational investment. Empirical research confirms that cognitive
and emotional engagement significantly enhance customer satisfaction in digitally interactive
service contexts (Marino & Lo Presti, 2018), suggesting that the nature and quality of content-
driven interactions play a determinative role in shaping evaluative outcomes.

The evaluative foundation of satisfaction is most prominently grounded in the
expectation—disconfirmation paradigm (Oliver, 1980). According to this framework,
satisfaction arises from the comparison between prior expectations and perceived performance,
with positive disconfirmation generating favorable attitudinal responses. Extending this
perspective, Anderson and Sullivan (1993) demonstrate that satisfaction functions as a strategic
relational asset influencing repurchase intentions and long-term customer retention. Further
substantiating this link, Kumar and Shah (2004) establish that customer satisfaction constitutes
a critical antecedent to building and sustaining profitable customer loyalty, arguing that loyalty
programs and satisfaction management must be strategically integrated to maximize long-term
customer value. Complementing this perspective, Mittal and Kamakura (2001) demonstrate that
the relationship between satisfaction and repurchase behavior is not uniform but is significantly
moderated by customer characteristics, indicating that satisfaction translates into behavioral
outcomes through heterogeneous pathways that vary across customer segments. These findings
underscore that satisfaction, as shaped by repeated digital content encounters, carries
downstream consequences extending well beyond immediate evaluative judgments —
encompassing retention, loyalty, and interpersonal advocacy. Meta-analytic evidence
corroborates this position, confirming that satisfaction exerts a strong positive influence on
word-of-mouth behavior (De Matos & Rossi, 2008), thereby reinforcing its central role within
relational exchange processes. In sum, these contributions establish that satisfaction is not a
static evaluative judgment but rather a dynamic relational outcome shaped by the cumulative
quality of customer—brand interactions — including those mediated through digital content.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Despite the growing body of literature on digital content marketing, a
fundamental structural limitation persists in the existing scholarship. The majority of prior
research evaluates content effectiveness at a generalized, aggregate level, focusing
predominantly on engagement intensity or loyalty outcomes without systematically
distinguishing among discrete content characteristics and their individual contributions to
relational outcomes. Consequently, theoretical precision remains constrained, and managerial
guidance regarding which specific content attributes most strongly influence customer
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satisfaction is notably limited.

This limitation is particularly consequential within the telecommunications sector,
where digital content constitutes a primary interface structuring ongoing customer—brand
relationships. Unlike sectors in which customer interactions are episodic or transaction-based,
telecommunications services are characterized by continuous, subscription-driven relationships
wherein the quality of digital content encounters cumulatively shapes customer evaluations
over time. Yet, empirical evidence examining how distinct content dimensions — such as
relevance, credibility, perceived value, attractiveness, and emotional resonance — operate both
individually and collectively to shape customer satisfaction in emerging market
telecommunications contexts remains comparatively underdeveloped.

Furthermore, the vast majority of existing studies have been conducted within Western
and developed-market contexts, leaving significant gaps in understanding how content
marketing dynamics function within emerging economies characterized by distinct digital
consumption patterns, competitive structures, and customer expectations. The Algerian
telecommunications market, despite its rapid digital transformation and intensifying
competitive landscape, has received scant scholarly attention in this regard. This geographical
and contextual gap further limits the generalizability of existing findings and underscores the
necessity for context-specific empirical investigation.

In summary, three interrelated gaps emerge from the foregoing analysis: (1) the absence
of attribute-level decomposition of content marketing effects on customer satisfaction; (2) the
insufficient empirical attention to the telecommunications sector as a distinct service context;
and (3) the near-complete lack of research addressing these dynamics within the Algerian
market. The present study is designed to address these converging gaps.

Formulation of the purpose of the article (statement of the problem). The purpose
of this study is to empirically examine the differentiated impact of digital content marketing
dimensions — specifically, relevance, credibility, perceived value, attractiveness, and emotional
resonance — on customer satisfaction within the telecommunications sector in Algeria.

To operationalize this objective, the study addresses the following central research
question:

To what extent do the dimensions of digital content marketing influence customer
satisfaction at Algeria Telecom?

Guided by this inquiry, five individual hypotheses (H1-H5) are formulated, each
positing that a specific content marketing dimension exerts a statistically significant positive
effect on customer satisfaction. Additionally, the principal hypothesis proposes that the
collective contribution of all five dimensions simultaneously exerts a statistically significant
positive effect on customer satisfaction.

Employing survey data collected from 179 customers and analyzed through quantitative
statistical techniques, the study pursues four interrelated objectives:

1. To determine whether each content marketing dimension individually exerts a
statistically significant effect on customer satisfaction;

2. To identify the most influential predictors among the five dimensions;

3. To assess the collective explanatory power of all five dimensions in accounting
for variance in customer satisfaction; and

4. To derive actionable recommendations for enhancing customer satisfaction

through evidence-based digital content strategies.

The study offers contributions at three levels. Theoretically, it advances the
understanding of content marketing as a multidimensional construct with empirically
measurable and differentiated effects on customer satisfaction, thereby enhancing the precision
of existing conceptual frameworks. Practically, it provides telecommunications companies with
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evidence-based insights into which content attributes warrant strategic prioritization in digital
communication efforts. Contextually, it addresses a significant geographical gap by generating
empirical evidence from the underexplored Algerian telecommunications market, thereby
contributing to the diversification of the scholarly knowledge base beyond Western-centric
contexts.

Statement of the main material of the research with full justification of the
scientific results obtained. This study adopts a quantitative explanatory research design to
examine the impact of digital content marketing dimensions on customer satisfaction within the
telecommunications sector. A cross-sectional survey was conducted to collect primary data
from customers of Algeria Telecom. The explanatory approach was deliberately selected to
enable the testing of predefined hypotheses and the assessment of both the magnitude and
direction of relationships between the independent content marketing dimensions and the
dependent satisfaction construct. This design is consistent with the positivist epistemological
orientation underpinning the study, wherein observable, measurable phenomena are examined
through structured data collection and statistical inference.

Sampling and Data Collection. A simple random sampling procedure was implemented
through a systematic intercept method at selected Algeria Telecom service branches. Every nth
customer entering the designated service points during predefined data collection periods was
invited to participate in the survey. This procedure ensured that each customer present within
the sampling window had an equal probability of inclusion, thereby minimizing selection bias
and maintaining procedural randomness. To further enhance the representativeness of the
sample and mitigate potential temporal clustering effects, data collection was conducted across
multiple branches and at varying time intervals. A total of 179 valid responses were obtained
and retained for subsequent statistical analysis. This sample size exceeds the minimum
thresholds recommended for multiple regression analysis, considering the number of
independent variables included in the model, thereby ensuring adequate statistical power for
hypothesis testing.

Measurement Instrument. The survey instrument was structured to measure five
independent variables representing the core dimensions of digital content marketing: relevance,
credibility, perceived value, attractiveness, and emotional resonance. Customer satisfaction was
operationalized as the dependent variable. All constructs were measured using multi-item scales
adapted from established academic literature and subsequently contextualized to the
telecommunications service environment to ensure ecological validity. Responses were
recorded on a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).
Prior to the main data collection, the instrument was subjected to reliability and validity
assessments to confirm the psychometric adequacy of the measurement scales.

Analytical Approach. To evaluate the proposed hypotheses, multiple regression analysis
was employed as the primary analytical technique. This method was selected for its capacity to
simultaneously assess the direct effect of each content marketing dimension on customer
satisfaction, as well as the collective explanatory power of the five dimensions when entered
concurrently into the regression model. The following statistical indicators were utilized to
determine the significance and robustness of the results: standardized regression coefficients ()
to assess the relative contribution of each predictor; significance levels (p-values) to evaluate
the probability of obtaining the observed results under the null hypothesis; and the coefficient
of determination (R?) to quantify the proportion of variance in customer satisfaction accounted
for by the model. Statistical significance was evaluated at the conventional o = 0.05 threshold.
Additionally, multicollinearity diagnostics were examined to ensure the independence of
predictor variables and the stability of regression estimates.
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Prior to hypothesis testing, the internal consistency of the measurement instrument was
assessed to ensure the reliability of the collected data. As reported in Table 1, Cronbach's alpha
coefficients exceeded the widely accepted minimum threshold of 0.70 (Nunnally, 1978).for all
constructs, with values ranging from 0.915 to 0.940. The overall reliability coefficient for the
complete questionnaire reached 0.927, indicating excellent internal consistency across all
measurement scales. These results confirm that the items within each construct exhibit strong
inter-item homogeneity, thereby affirming the psychometric adequacy of the instrument and its
suitability for subsequent multivariate analysis.

Specifically, the Algeria Telecom Interactions section, comprising 10 items, yielded a
Cronbach's alpha of 0.928, reflecting a high degree of internal coherence among items capturing
customer interaction patterns. The Content Marketing Dimensions section, encompassing 20
items distributed across the five sub-dimensions (relevance, credibility, perceived value,
attractiveness, and emotional resonance), demonstrated the highest reliability coefficient (o =
0.940), indicating robust measurement consistency across the core independent variables of the
study. The Customer Satisfaction section, operationalized through 4 items, attained an alpha
value of 0.915, confirming reliable measurement of the dependent construct despite the
relatively smaller number of items — a finding that further attests to the precision of the selected
scale items.

Table 1 — Cronbach's Alpha Reliability Coefficients for Questionnaire Sections

Questionnaire Section Number of Items Cronbach's Alpha
Algeria Telecom Interactions 10 0.928
Content Marketing Dimensions 20 0.940
Customer Satisfaction 4 0.915
Entire Questionnaire 34 0.927

Source: Prepared by the researchers based on statistical analysis results.

The demographic composition of the sample is presented in Table 2. With respect to
gender distribution, the respondents consisted of 55.3% males (n = 99) and 44.7% females (n =
80), reflecting a relatively balanced representation with a slight male predominance. Regarding
age distribution, the largest category comprised respondents aged 50 years and above (38.5%,
n = 69), followed by the 18-35 age group (33.5%, n = 60) and the 36-49 segment (28.0%, n =
50). This age profile suggests that the sample captures evaluative perspectives across multiple
generational cohorts, thereby enhancing the diversity of experiential viewpoints represented in
the data.

A particularly noteworthy finding pertains to the duration of customer interaction with
Algeria Telecom. The majority of participants (59.8%, n = 107) reported more than six years
of sustained interaction with the company, while an additional 25.7% (n = 46) indicated
interaction periods ranging from four to six years. Collectively, these two categories account
for 85.5% of the total sample, indicating that the overwhelming majority of respondents possess
substantial experiential familiarity with the company's services, digital communication
practices, and content dissemination strategies. Conversely, only 14.5% of respondents (n = 26)
reported interaction durations of three years or less, suggesting that the sample is predominantly
composed of experienced, long-tenure customers.
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Table 2 — Demographic Characteristics of the Study Sample

Variable Category Frequency Percentage (%)
Gender Male 99 55.3
Female 80 44.7
Total 179 100
18-35 years 60 335
Age Group 36-49 years 50 28.0
50 years and above 69 38.5
Total 179 100
Less than 1 14 7.8
. . 1-3 12 6.7
Duration of Interaction (Years) 46 46 257
More than 6 107 59.8
Total 179 100

Source: Prepared by the researchers based on statistical analysis results.

This tenure distribution carries important methodological implications. Respondents
with prolonged service relationships are better positioned to provide informed and nuanced
evaluations of content marketing dimensions, as their judgments are grounded in sustained,
cumulative service exposure rather than isolated or episodic interactions. Consequently, the
demographic profile of the sample strengthens both the credibility of the self-reported measures
and the interpretive depth of the empirical findings derived from subsequent hypothesis testing.

Content Format Preferences and Characteristic Appeal. An analysis of content format
preferences among respondents reveals that video-based content represents the dominant
preferred medium (51.4%), followed by email communication (27.4%) and e-books (20.1%),
while podcasts exhibit minimal preference (1.1%). This pronounced preference for video
content is consistent with broader digital consumption trends, wherein visual and dynamic
formats tend to generate higher cognitive engagement and information retention compared to
static or text-based alternatives.

With respect to content characteristics, humor and entertainment elements were
identified as the most appealing features (43.0%), followed by the inclusion of scientific
personalities (26.8%). In contrast, celebrities and social media influencers demonstrated
comparatively limited appeal (7.3%). Regarding perceived source credibility, scientists and
intellectual figures were rated as the most trustworthy content sources (50.3%), followed by
sports personalities (20.1%) and influencers (18.4%).

These distributional patterns yield two important observations. First, content
effectiveness within this context appears to be closely associated with perceived expertise and
informational value rather than celebrity endorsement or influencer-driven promotion. Second,
the prominence of expert-driven credibility reinforces the importance of informational authority
and authenticity as foundational attributes shaping customer evaluations within
telecommunications service environments. These findings carry direct implications for the
subsequent regression analysis, as they suggest that dimensions such as credibility and
perceived value may occupy a particularly salient role in influencing customer satisfaction.

Descriptive Statistics of Content Marketing Dimensions. The descriptive statistics for
the five content marketing dimensions and customer satisfaction are presented in Table 3. All
dimensions demonstrate moderate levels of agreement, with mean values ranging from 3.25
(relevance) to 3.48 (attractiveness).
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Table 3 — Descriptive Statistics of Content Marketing Dimensions

Dimension Mean Std. Deviation Agreement Level
Credibility 3.43 0.930 Moderate
Relevance 3.25 0.937 Moderate
Value 3.34 0.919 Moderate
Attractiveness 3.48 0.925 Moderate
Emotional 3.46 0.941 Moderate

Source: Prepared by the researchers based on statistical analysis results.

Attractiveness (M = 3.48, SD = 0.925) and emotional resonance (M = 3.46, SD = 0.941)
obtained the highest average evaluations, followed by credibility (M = 3.43, SD = 0.930) and
perceived value (M =3.34, SD = 0.919), whereas relevance recorded the lowest mean score (M
= 3.25, SD =0.937).

This hierarchical pattern warrants careful interpretation. The relatively stronger
evaluations of attractiveness and emotional resonance suggest that Algeria Telecom's digital
content is perceived as visually engaging and emotionally stimulating. However, the
comparatively lower rating assigned to relevance indicates that while the content succeeds in
capturing attention and eliciting affective responses, opportunities may exist to strengthen its
contextual alignment with customer-specific needs, expectations, and informational
requirements. This finding suggests a potential disconnect between the aesthetic and emotional
appeal of the content and its perceived pertinence to customers' practical service-related
concerns.

Customer Satisfaction Indicators. Customer satisfaction indicators similarly fall within
a moderate evaluative range, though notable variation is observed across individual items.
Respondents reported relatively higher levels of comfort in dealing with Algeria Telecom (M
=3.51), reflecting adequate functional satisfaction with the basic service relationship. However,
measures capturing deeper relational attachment — such as pride in being associated with the
company (M = 3.26), willingness to recommend the company to others (M = 3.23), and
willingness to defend the company in the face of criticism (M = 3.16) — recorded comparatively
lower scores.

This pattern reveals an important distinction between transactional and relational
dimensions of satisfaction. While the functional service relationship appears to be maintained
at an acceptable level, stronger effective and advocacy-based relational outcomes have not yet
been fully consolidated. The declining gradient from comfort to defense suggests that Algeria
Telecom's current content and service strategies succeed in maintaining baseline satisfaction
but may not yet generate the level of emotional commitment and brand identification necessary
to cultivate active customer advocacy. This observation underscores the potential importance
of content marketing dimensions — particularly emotional resonance and credibility — in
bridging the gap between functional satisfaction and deeper relational engagement.

Simple Linear Regression Analyses. To examine the independent effect of each content
marketing dimension on customer satisfaction, simple linear regression analyses were first
conducted for each predictor variable separately.
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The results, summarized in Table 4, reveal statistically significant positive relationships
across all five content marketing dimensions, thereby providing preliminary empirical support
for the hypothesized directional effects.

Table 4 — Summary of Regression Analysis Results

Hypothesis | Independent Variable r R? df ve|1:I[Je Sig. Result
H5 Emotional Resonance | 0.652 | 0.425 | 1,177 | 21.644 | p<.001 | Supported
H2 Credibility 0.584 | 0.341 | 1,177 | 15.107 | p<.001 | Supported
H4 Attractiveness 0582 | 0.339 | 1,177 | 14966 | p<.001 | Supported
H3 Perceived Value 0.532 | 0.283 | 1,177 | 11601 p<.001 | Supported
H1 Relevance 0422 | 0.178 | 1,177 | 6.363 | p<.001 | Supported
HO All Five Dimensions 0.741 | 0549 | 5,173 | 5770 | p<.001 | Supported

*Note: Dimensions are ranked in descending order of individual explanatory power (R?).
Source: Prepared by the researchers based on statistical analysis results.

Emotional resonance emerged as the strongest individual predictor of customer
satisfaction (r =.652, R? = 425, F(1,177) = 21.644, p <.001), independently explaining 42.5%
of the variance in the dependent variable. This finding indicates that customers' affective
responses to digital content constitute the most potent single determinant of their evaluative
satisfaction judgments. Credibility followed as the second strongest predictor (R? = .341,
F(1,177) =15.107, p <.001), closely aligned with attractiveness (R*=.339, F(1,177) = 14.966,
p <.001), suggesting that both the perceived trustworthiness of content sources and the aesthetic
appeal of content presentation exert nearly equivalent individual effects on satisfaction.
Perceived value demonstrated a moderate yet significant explanatory contribution (R* = .283,
F(1,177) = 11.601, p < .001), while relevance, although statistically significant, recorded the
lowest individual explanatory power among the five dimensions (R? =.178, F(1,177) = 6.363,
p <.001).

The relative ordering of these effects — emotional resonance > credibility =
attractiveness > perceived value > relevance — yields important theoretical and practical insights.
The dominance of emotional resonance corroborates the growing body of scholarship
emphasizing the centrality of affective processing in customer evaluation formation [2]
[3].Conversely, the comparatively modest contribution of relevance is noteworthy, as it
suggests that content perceived as contextually appropriate does not, in isolation, generate
satisfaction to the same degree as content that evokes emotional engagement or conveys
informational credibility. This finding resonates with the descriptive results reported earlier,
wherein relevance received the lowest mean evaluation among the five dimensions, thereby
indicating internal consistency across analytical levels.

Collectively, these individual regression results provide robust empirical support for
hypotheses H1 through H5, confirming that each content marketing dimension exerts a positive
and statistically significant influence on customer satisfaction within the telecommunications
context under investigation.

Multiple Regression Analysis. Subsequently, a multiple regression model was estimated
to assess the collective, simultaneous contribution of all five content marketing dimensions to
the prediction of customer satisfaction. The model was statistically significant (r = .741, R?
=.549, F(5,173) =5.770, p <.001), indicating that the integrated effect of relevance, credibility,
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perceived value, attractiveness, and emotional resonance collectively accounts for 54.9% of the
variance in customer satisfaction.

The magnitude of this explanatory power warrants contextual interpretation. In
behavioral and service research contexts — where customer satisfaction is shaped by complex,
multifactorial interactions among cognitive, affective, situational, and experiential determinants
— an R? value exceeding 50% represents a substantial model contribution. This indicates that
the five content marketing dimensions, despite constituting only one category of potential
antecedents, capture more than half of the variability in customer satisfaction evaluations. The
remaining 45.1% of unexplained variance may be attributable to factors beyond the scope of
the present model, including service quality perceptions, pricing considerations, network
reliability, prior complaint experiences, and individual dispositional characteristics.

These results substantiate the principal hypothesis (HO), demonstrating that digital
content marketing dimensions, when considered collectively, exert a strong and statistically
meaningful effect on customer satisfaction within the Algerian telecommunications context.
The transition from individual to collective analysis further reveals an important additive
dynamic: while each dimension contributes independently, their combined predictive capacity
(R? = .549) substantially exceeds that of any single dimension, confirming that content
marketing effectiveness is best understood as a multidimensional phenomenon requiring
simultaneous strategic attention across all five attribute categories.

Convergence of Descriptive and Inferential Findings. The convergence between
descriptive patterns and regression outcomes enhances the interpretive coherence of the
findings and provides methodological triangulation within the quantitative framework. The
relatively higher descriptive evaluations of emotional resonance (M = 3.46) and attractiveness
(M = 3.48) are consistent with the stronger explanatory power observed for these dimensions
in the regression analysis (R? =.425 and R? = .339, respectively), suggesting that engagement-
oriented and affectively stimulating content exerts a substantial influence on satisfaction
formation. Conversely, relevance —which received the lowest descriptive evaluation (M = 3.25)
— also demonstrated the weakest predictive capacity (R? =.178), further reinforcing the internal
consistency of the empirical results across both analytical levels.

This pattern of convergence carries important theoretical implications. It suggests that
customers' spontaneous evaluative perceptions of content attributes, as captured through
descriptive assessments, correspond meaningfully with the statistically estimated magnitude of
those attributes' influence on satisfaction outcomes. Such alignment lends credibility to the
measurement instrument and indicates that the observed regression effects are not statistical
artifacts but rather reflect genuine evaluative processes operating within the customer—content
interaction dynamic.

Multidimensional Nature of Content Marketing Effectiveness. Importantly, the results
indicate that customer satisfaction within the telecommunications context is not attributable to
a single dominant content attribute operating in isolation. Rather, satisfaction emerges from the
integrated and cumulative influence of relevance, credibility, perceived value, attractiveness,
and emotional resonance acting in concert. The substantial collective explanatory power of the
model (R?=.549) — exceeding that of any individual dimension —empirically demonstrates that
content marketing effectiveness is fundamentally multidimensional in nature. No single
attribute, however strong its individual contribution, can substitute for the synergistic effect
produced by the simultaneous deployment of multiple content qualities.

This multidimensional configuration underscores the systemic nature of digital content
effectiveness and challenges reductionist approaches that prioritize isolated content attributes
in both scholarly analysis and managerial practice. From a theoretical perspective, this finding
aligns with the conceptualization of customer engagement as a multifaceted construct
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encompassing cognitive, emotional, and behavioral dimensions (Brodie et al., 2011; Hollebeek
& Macky, 2019), suggesting that content marketing must similarly address multiple
psychological processing channels to generate comprehensive satisfaction outcomes.

Scientific Contribution. The scientific contribution of the present analysis resides in
empirically substantiating digital content marketing as a structured, multidimensional construct
whose constituent components collectively and differentially shape customer evaluative
judgments in a statistically measurable manner. By operationalizing and testing five discrete
content dimensions within a unified analytical framework — and by demonstrating both their
individual significance and their collective explanatory superiority — the study advances
theoretical precision in three specific respects. First, it moves beyond aggregate
conceptualizations of content marketing to establish an empirically validated dimensional
structure. Second, it quantifies the relative contribution of each dimension, thereby enabling
theoretically grounded prioritization. Third, it provides robust quantitative evidence regarding
the relational impact of digital communication strategies within a context — the Algerian
telecommunications sector — that has been largely absent from the existing scholarly discourse.

The findings of this study confirm that digital content marketing dimensions exert a
statistically significant and substantive influence on customer satisfaction within the
telecommunications sector. The empirical results demonstrate that emotional resonance,
credibility, attractiveness, perceived value, and relevance collectively explain 54.9% of the
variance in customer satisfaction — a substantial proportion that underscores the explanatory
power of the multidimensional content marketing framework adopted in this investigation.
These findings validate the conceptualization of content marketing as a structured,
multidimensional relational mechanism rather than a peripheral or supplementary
communication tool, thereby addressing the research gaps identified at the outset of this study.

The analysis reveals a clear hierarchical ordering among the five content marketing
dimensions. Emotional resonance emerges as the most influential individual predictor (R?
= .425), highlighting the paramount importance of affective stimulation in shaping customer
evaluative judgments within digitally mediated service environments. Credibility and
attractiveness follow with nearly equivalent predictive contributions (R* = .341 and R? = .339,
respectively), reinforcing the dual significance of informational trustworthiness and aesthetic
appeal. Perceived value and relevance, while statistically significant, demonstrate
comparatively moderate individual effects, suggesting that these dimensions — though
necessary components of effective content — may not independently generate satisfaction to the
same degree as their emotionally and credibility-oriented counterparts.

However, the integrated multiple regression model reveals a critical finding that
transcends individual dimensional effects: satisfaction formation within the
telecommunications context is driven by the cumulative and synergistic interaction of all five
dimensions simultaneously. The collective explanatory power of the model substantially
exceeds that of any single dimension, empirically demonstrating that effective digital
communication strategies must operate holistically — combining informational credibility,
contextual relevance, experiential value, aesthetic appeal, and emotional engagement — to shape
customer satisfaction in a measurable and strategically meaningful manner.

Conclusions from this research and prospects for further developments in this
area. The present study empirically confirms that digital content marketing dimensions exert a
statistically significant and substantive influence on customer satisfaction within the
telecommunications sector. The five dimensions examined — relevance, credibility, perceived
value, attractiveness, and emotional resonance — collectively explain 54.9% of the variance in
customer satisfaction (R? =.549, F(5,173) =5.770, p <.001), a proportion that underscores the

74



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Towm 10, Ne 2, 2026 ISSN 2523-434X (Online)

explanatory power of the multidimensional framework adopted. Emotional resonance emerged
as the strongest individual predictor (R* = .425), followed by credibility (R? = .341),
attractiveness (R? = .339), perceived value (R? =.283), and relevance (R? =.178), all of which
reached statistical significance independently. Critically, the collective explanatory power of
the integrated model substantially exceeds that of any single dimension, confirming that
customer satisfaction in this context is driven by the cumulative and synergistic interaction of
all five dimensions simultaneously, rather than by any isolated content attribute. These results
validate the conceptualisation of digital content marketing as a structured, multidimensional
relational mechanism and address the three interrelated gaps identified at the outset: the absence
of attribute-level decomposition of content effects, insufficient attention to telecommunications
as a distinct service context, and the near-complete lack of empirical evidence from the Algerian
market.

From a theoretical standpoint, the study advances the existing literature in three respects.
First, it empirically operationalises discrete content marketing attributes within a unified
analytical framework, establishing their differentiated and collectively superior effects on
customer satisfaction. Second, it refines the conceptual bridge between digital content
marketing and relational exchange theory by demonstrating that content characteristics function
as structured antecedent stimuli to evaluative judgments — consistent with the engagement
framework articulated by Brodie (2011) and Hollebeek (2019). Third, it contributes to the
geographical diversification of the scholarly knowledge base by generating evidence from the
Algerian telecommunications market, a context largely underrepresented in existing discourse.

From a practical standpoint, the findings yield several actionable insights. Content
strategies should prioritise emotionally resonant and visually engaging material, as these
dimensions demonstrate the strongest individual effects on satisfaction. Sustained investment
in informational credibility — through expert-driven content and authoritative sources — is
equally essential. Contextual alignment with customer-specific needs warrants strategic
attention, as relevance contributes meaningfully within the collective model despite its
comparatively lower individual effect. Most critically, the findings indicate that reliance on
isolated content attributes is insufficient; deepened customer satisfaction depends on coherent,
integrated digital communication that simultaneously addresses cognitive, affective, and
experiential dimensions of the customer experience.

Despite its contributions, the study is subject to limitations that simultaneously define
avenues for future research. First, the cross-sectional design precludes definitive causal
inference; longitudinal designs would illuminate how content perceptions evolve across the
customer—brand relationship lifecycle. Second, the single-operator, single-country scope
constrains generalisability; future research should replicate the model across different providers,
service sectors, and cultural contexts to assess boundary conditions and cross-contextual
applicability. Third, the model examines only direct effects, excluding potential mediating and
moderating mechanisms; variables such as customer engagement, brand trust, and perceived
service quality may function as intervening pathways or boundary conditions that refine
understanding of how content dimensions translate into relational outcomes. Fourth, future
investigations would benefit from structural equation modelling (SEM) to examine latent
construct interactions and complex mediational pathways, and from experimental designs
enabling systematic manipulation of specific content attributes to support causal inference.
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Mynyo Xyac, npogpecop mapxemunzy, Yuisepcumem lopacima Cynmana Llletiobyma — Andcup
3 (Anorcup, Andcup).

Axmed Byoepca, ookmopanm 3 ynpaeiinus mapxemuneom, Yruieepcumem lopacima Cyamana
Lletibyma — Anoicup 3 (Anowcup, Andicup)

Hugposuit konmenm-mapkemunz: UMIPIOGAHHA MA 3A00601eHICMb KIiEHMIE HA 00CEi0i
xomnanii Algeria Telecom.

Lugposuii  koHmeHm-mapkemuue — 3aIUUAEMbC — HEOOCMAMHbO — OOCTIONCEHUM Y
MeNeKOMYHIKAYIAX KPAiH, Wo po38UBArOMbCsl, 0COOIUBO W00 MO20, AK OKpeMI GUMIPU KOHMEHMY No-
pizHomy Gopmyroms 3a006o0neHicmv  kuieumis. Lle OocniOoicenns poszensoae n'smv  GuMipie —
Ppenesanmuicmny, 006Ipy, CHPUUHAMY YIHHICMb, RPUBAOIUGICNb MA eMOYIiHUL pe3oHanc — ceped 179
knicnmie Algeria Telecom 3a odonomozcoro mnoscunnozo pezpecitinoeo auanizy. Pezyromamu
nOKA3yioms, wo n'ame 6umipie pazom noscuioioms 54,9% oucnepcii 3a008onenocmi (R? = 0,549),
NPUYOMY eMOYItIHULL Pe30HARC € HaticulbHiwum npeouxkmopom (R? = 0,425), dani iidymwv dosipa ma
npugabaugicmo.  Pesynomamu — 0ocniodceHHss  niOmMeepodicytoms — 6a2amoeuMIpHUll  Xxapakmep
egexmuenocmi  KOHWMeHm-MapKemuHay ma HA0ams HAYKOBO O0OIPYHMOBAHI peKomeHOayii O0is
NOCMAYANbHUKIE MENIeKOMYHIKAYIUHUX HOCTIY2 HA PUHKAX, WO PO36UBAIOMbCA.

Kittouosi croBa: nupoBuil KOHTEHT-MaPKETHHT; 32JI0BOJICHICTh KIIIEHTIB; TEIEKOMYHIKAIIii;
BUMIpU KOHTEHTY; OLIIHKA CII0)KHBAYaMHU
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TPAHC®OPMALISA MAPKETHUHI'OBUX KOl}'/IYI-I..IKAHII?‘I Y TYPU3MI:
IHOPIBHAJVIBHA E@EKTUBHICTD TPAJUIIIMHOI PEKJIAMHU TA
INEPCOHAJII3OBAHOI'O IU®POBOI'O BIVIUBY

Hughposizayis exoHomiku mpanchopmye Mapkemune08i KOMYHIKAYIL y mypusmi, 3HUICYIOUU
PO MPAouyitiHoi pexiamu ma NOCUTIOIOYU 3HAYEHHS NepPCOHANI308AH020 YUPPOBO2O KOHMEHM).
Memor Oocniodcents € NOpIGHANbHE OYIHIOBAHHA eMeKmusHOCmi Mpaouyiunux i yugpposux
KOMYHIKQYill ma 6Us6ieHHs . MeOlamOpPHUX YUHHUKIG GNAUSY HA MYPUCUYHI DIUEHHs. 3acmoco8ano
3MIWany mMemooonoeio: oHaauH-onumyeanus (150 pecnondenmis), inmepe’to ma KOHMEHM-AHATI3
coyianvHux mepedic. BcmanosieHo, wo nepcoHanizoganuti KoHmeHm 3abe3neyye uuyi HOKA3HUKU
008ipu, eMOYItIHOL 3aLyHeHOCIT MA HAMIPY NOOOPOICT NOPIGHAHO 3 MPAOUYIIHOIO peKaamor. Buseneno
POJIb KOSHIMUBHUX | ADEeKMUSHUX MeXaHizmie ma 6ikosi siominnocmi. OOIPYHMOBAHO OOYiIbHICb
npiopumemy yughposux cmpamezii.

KirouoBi cnoBa: nmdpoBizarisi, MapKeTHHIOBI KOMYHIKaIlil, IMepcoHalli30BaHui mu(pOBHii
BIUIMB, TPaJUIliifHa peKiIaMa, CIOKHBYA ITOBE[IHKA.

DOI: 10.15276/mdt.10.2.2026.6

IlocTtanoBka mpobJjevMu B 3arajJlbHOMy BHIVISIAI Ta il 3B'SI30K 3 BaKJIMBHUMH
HAYKOBUMHM a00 NpPaKTHYHMMH 3aBJaHHAMH. [ludposizaiis EKOHOMIKH 3yMOBIIIOE
TpaHcpopMallilo MAapKETUHIOBUX KOMYHIKalil y cdepl Typu3My Ta 3MIHY MOJIENEN CIIOKUBYOT
nosefiHky [1]. TpaauuiiiHi pekiaaMHI KaHaJIM MOCTYHNOBO BTPavyalOTh JAOMIHYIOUl MO3HMILIT Y
(dopMyBaHHI MOMUTY, TOAl K 3pOCTA€ POJIb MEPCOHANIZ0BAHUX LU(POBUX KOMYHIKaLIH, 110
(YHKIIIOHYIOTh y CEpeOBUIII COLIAIbHUX Mepex 1 oHnaiH-mardgopM. TypucTHUHUI PUHOK
XapaKTEepPU3yeThCS ~ BHUCOKOIO  1H(QOpPMATH3alll€l0,  IHTEPAKTHBHICTIO Ta  COLIAJIBHO
OTIOCEePEeIKOBAHUMH MEXaHi3MaMH BIUTUBY Ha CHIOKMBauiB [3].

Ha BigmiHy Big TpaauuiiiHOi pekiiamu, sika 0a3yeTbCsl Ha CTaHAAPTH30BaHHUX
iH(pOpMalifHO-TPOMOLIIHHUX ~ TOBIJOMJICHHSX, IMEPCOHANI30BaHUM  IU(PPOBUI  BIUIMB
IPYHTY€EThCS Ha JIOBIpi, COLalbHIM B3aeMoii, peKOMEHAAIMHUX MeXaHi3MaxX 1 Bi3yalbHO
OpIEHTOBAaHOMY KOHTEHTI.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Taki komyHiKallii 3a0€3MeuyOTh BUIIMK PIBEHb €MOIIHHOI 3Iy9€HOCTI, CIIPUHHATOT
JIOCTOBIPHOCTI Ta aAamnTaliii 3MiCTy 0 IHAMBIIyaJbHHX MOTPEeO CIIOKMBAYIB, 1[0 OCOOIMBO
BOXJIMBO JJISI MOJIOJIIIMX BIKOBUX TIpYH, Ul SIKUX LHU(POBE CEpeloBUILE € KIHOUYOBUM
IPOCTOPOM MPUHHATTS PillIeHb 1010 MOJ0pOXKeit [4].

EdexkTuBHICTh CydyacHUX MapKETHHIOBHX KOMYHIKAIlli y TYpU3Mi BH3HAYA€ThCS
MO€HAHHSAM KOTHITUBHHX (ZJ0Bipa, IEPEKOHJIMUBICTH), apeKTUBHUX (€MOIliiiHA 3a]Ty4eHICTh) Ta
MOBEAIHKOBUX (HaMip MOmOPOXi, BUOIp AecThHAIli) ynHHUKIB [1-2]. BomHo4ac y HaykoBUX
JOCTI/DKEHHAX HEIOCTaTHbO IMPEJCTABICHO CHCTEMHE MOPIBHSHHS Pe3ylbTaTUBHOCTI
TPaJULIMHOT peKIaMH Ta MEepPCOHATI30BAHOTO LU(PPOBOrO BIUIMBY CaMe€ B KOHTEKCTI
TYPUCTUYHUX DIMICHb CIIOKUBa4YiB. Y 3B’SA3Ky 3 LUM aKTyalbHUM € JIOCIIIKCHHS
Tpanchopmarlii MapKeTMHTOBUX KOMYHIKAIlii y Typu3Mi Ta BHU3HAYCHHS IOPIBHSIBHOI
e(eKTUBHOCTI TPaAULIHHUX 1 TU(PPOBUX POPMATIB BILIUBY.

AHaJIi3 OCTAHHIX J0CHIIKeHb i myOJaikamid, B SKHX NOKJIAJAEHHUH IOYATOK
BUPIilIEHHIO 1aHOI MpodJjieMu i Ha fAKi cnupaerbes aBTop. [Ipobraemarnka Tpanchopmarii
MapKEeTUHIOBUX KOMYHIKAIil y Typu3Mi B yMOBax HU(PPOBi3allii aKTUBHO JOCTIIKYEThCS SIK Y
3apyOiKHIH, Tak 1 y BITYM3HAHIN jiTepaTypi. 3HaYHA YaCTHHA Tpallb MPUCBIYCHA 3POCTAHHIO
pOJIi COIIAIbHUX MEPEX 1 MePCOHANI30BaHOTO U(POBOro BILIUBY HA CHOXKHBUY MOBEIIHKY
TYpHCTIB SIK aJbTEPHATHBU a00 [IOTMOBHEHHS /O TPaIuIiiiHOI peknaMu. 3apyOixHi
JOCIIKEHHS 30CepelXKeH] Ha eMITIPUYHOMY BUMIpPIOBaHHI BILTUBY IIU(PPOBUX JiJEPiB TyMOK 1
comianbHUX TiarGopM Ha TypucTW4HI Hamipu Ta BuOiIp mecruHamid. W.-K. Chen Ta iH.
MOKa3yI0Th ~ CTAaTUCTUYHO 3HAUyIIMH 3B’A30K MDK  XapaKTepUCTHKaMU  LU(PPOBUX
peKOMeH I, JOBiporo 10 JuKepena iHdopmartii Ta Hamipamu nogopoxi (SEM, fsQCA) [4].
R. A. Pop noBoauTh, 1110 KOHTEHT COLIAIBHUX Mepex (OopMye ySBICHHS IO AECCTUHAIIIO Ta
BIUIMBAE HA OCTATOYHHI BHOIp MOIOPOXKI Yepe3 COIiabHHIA JJOKa3 1 Bi3yalbHE IMEPEKOHAHHS
[2]. N. Pourazad naromoiye, 1o nepcoHaiizoBadi HuppoBi peKoMeHJaIlil CTaloTh KIOYOBUM
YHHHUKOM BHOOPY TYPHCTUYHHX HANpsMiB y BHCOKiN iH(opmamiitniii HacuueHocTi [5]. C. A.
Baltescu ta E.-N. Untaru BcTaHOBWIH, IO MOKOJIHHS Z AEMOHCTPYE MiJBUIICHY YYTIUBICTh
JI0 COIaIbHO OMNOCEPEIKOBAaHMX PEKOMEHJAliid 1 OuIbIly IOBipYy [0 NEPCOHATII30BaHOTO
KOHTEHTY MOPIBHAHO 3 TpaJuLiiHOI0 pexiamoro [3].

BiTuM3HsaHi  AOCHIDKEHHST  30CEPEIKYIOThCA Ha  IUdpoBizallii  KOMyHIKaIlii
TYPUCTUYHUX MiATNPHUEMCTB Ta POl COLIATbHUX Mepex y Kpu3oBi nepioau. 1. Kymunsk ta H.
IBanunbKuil [6] aHAMI3yIOTh TEHAEHLII PO3BUTKY MapKETMHIOBUX KOMYHIKallli B yMOBax
nudposizamii, I. Cremaneup Ta iH. [7] BH3HA4YaIOTh COIlAlbHI MEpeXi SK ePEeKTUBHUI
IHCTPYMEHT B3aeMofil Mixk crelikxonaepamu, a O. Bypnsk, JI. Ilomazan ta 1. T'aBpumiok [1]
HiAKPECTIOTb pojib HU(POBUX JiAEPIB IPOMAICHKOT IYMKH Y HiABUILEHHI PE3yIbTaTUBHOCTI
pexnamu. IlutanHs oprasizamii JisUIBHOCTI TYPUCTHYHMX JIAEpIB JIYMOK B YKpaiHi
posmianatote M. CenbkiB Ta M. Kusauns [8], JI. Yerumenko Ta cmiBasT. [9], a cucteMHuit
KOHTEKCT 1 poBoi Tpanchopmarttii Typuctruunoi cgepu — H. ITankis, B. I'ymensk, C. L{Binuit
Ta iH. [11].

Boanouac 611b1icTs A0CHiKeHb (DOKYCYIOTHCS a00 Ha ITU(POBUX THCTPYMEHTAax, abo
Ha 3araJlbHUX TeHJIeHLIsIX nudpoBizauii Typu3My, ToAl K NOPIBHUIbHUHN aHai3 e(eKTUBHOCTI
TpPaAULIHHOT PEeKIaMU Ta MEPCOHATI30BaHOrO HU(POBOTo BIUIMBY, @ TAKOX POJIb MEIaTOPHUX
YUHHUKIB — JIOBIPH, €MOILIIMHOI 3aJy4€HOCTI, CIPUHHATOI JOCTOBIPHOCTI — 3aJUINAIOTHCS
HEJI0OCTaTHhO BHBUEHUMH. lle miaKpecTroe HEoOXITHICTh KOMIUIEKCHOTO TOPIBHSIIBHOTO
M1 IXOTY, 110 BU3HAUAE CIIPSIMOBAHICTH TaHOT poO0TH

Buninennss HeBMpilleHMX paHille YacTUH 3arajbHOi MNpo0jeMH, KOTPHM
NPHUCBSYYEThCS cTaTTs. HesBakaioun Ha 3HaYHY KUIBKICTh HAyKOBUX IMpPallb, MPUCBSIUYEHUX
u(pPOBOMY MAapKETUHTY Ta KOMYHIKAIisIM y TypHu3Mi, Yy Cy4aCHOMY HAayKOBOMY AHMCKYpCl
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30epira€TbCsi HHU3KAa TEOPETHYHHMX 1 METOMOJIOTIYHHMX mNporayvH. llepemyciM HeIOCTaTHBO
CHCTEMAaTH30BaHUMHU 3aJUINAIOTHCS THUTAHHS MOPIBHSUIBHOI €(QEeKTHBHOCTI TpaauLIHHUX
pPEKJIaMHUX IHCTPYMEHTIB 1 TIEPCOHANI30BaHMX LU(PPOBUX KOMYHIKAIIH y KOHTEKCTI
dbopMyBaHHS caMe TIOBEIIHKOBHX HaMipiB CIIOKMBadiB. Y OILTBIIOCTI JOCTIKEHb AKIEHT
3pobsieH0 abo Ha OKpeMux LU(POBUX KaHaiax, ab0 Ha 3arajbHMX acleKkTax OHJIAiH-
npocyBaHHs 0e3 KOMIUIEKCHOTO BpaxyBaHHsS KOTHITUBHHX, a()@KTHBHUX Ta MOBEIIHKOBUX
MexaHi3MiB BIUIMBY. OOMEXEHUM € TaKOXX eMIIIpUYHE OOIPYHTYBaHHS MEIIaTOPHOI poui
JIOBIpH, CIPHUHUHATOI JOCTOBIPHOCTI Ta EMOLIIHOI 3aJy4eHOCTI Yy mpolecax HpUHHATTA
TYPUCTUYHUX pillleHb. J[0JaTKOBOr0 HAyKOBOI'O OCMHCIEHHsSI NOTPeOyIOTh CerMeHTalliiHi
BIIMIHHOCTI1 Y CIIPHMHATTI MAapKETUHTOBUX KOMYHIKaIlili, 30KpeMa BiKOBi Ta I'€H/IEPHI aCIIEKTH
YYTIAUBOCTI 10 MEPCOHAII30BAHOTO IMGPOBOrO KOHTEHTY. TakMM YHHOM, ICHYe ToTpebda y
KOMIUIEKCHOMY JTOCIiIPKEHHI, sIKE TIO€IHY€ MOPIBHSUIBHUMN, TOBEAIHKOBHA Ta 0aratoakTopHUN
MIIXOAW JIO OIIIHIOBaHHS PE3YJAbTaTHBHOCTI MapKETHUHTOBHUX KOMYHIKAIiK y HUGPOBOMY
CEepeIOBUIIIL, 1110 ¥ 3yMOBIIIOE aKTYyaJbHICTh JaHOT poOOTH.

@opMy/JIIOBAHHS MeTH CTATTi (MOCTAHOBKA 3aBJAaHHs). MeTOI IOCHIKEHHS €
NOPIBHSUIBHE OIIHIOBaHHS €(QEKTHBHOCTI TPAIHWIIAHOI peKjIaMH Ta MEePCOHATI30BaHOTO
1(POBOTo BIUIUBY Y GOPMYBaHHI TYPUCTUYHUX PIlICHb CIIOKUBAYIB 1 BU3HAUEHHS YMHHUKIB,
II0 OMOCEPEIKOBYIOTD iX PE3y/IbTATUBHICTD.

BukiaieHHs1 OCHOBHOIO Marepiajay AOCTiAKEHHS 3 NMOBHUM OOIDYHTYBAHHSAM
OTPUMAaHMX HAYKOBHX pe3yJbTaTiB. CydacHa TypUCTUYHA IHIYCTpis epeOyBae Il BILIABOM
1u(poBizallii Ta 3pOCTarv0i KOHKYPEHIIil 3a yBary crokuBadiB. TpaauiiiiHi pekiiaMHi KaHalu
MIOCTYIIOBO BTPavyarOTh €(hEeKTUBHICTH uepe3 iH(opMaIliiiHy HACHYEHICTh 1 3HIKEHHS JOBipH
cnoxuBauiB. BojgHouac mnepcoHanizoBaHMM LM(POBUH BIUIMB, IIO BKJIKOYAE aJalTOBaHI
MOBIIOMJICHHSI, IHTEPAaKTHBHUA KOHTSHT Ta COI[iaJIbHE MiATBEPKCHHS, 3JaTCH ITiIBUIIIYBATH
eMOIIiifHY 3alTy4eHICTh, JOBIpY Ta HaAMipU MOAOPOXKEH, 0COOIUBO cepel MOJIIOANIUX MOKOTIiHb
(moxominHs Z 1 Minenianu) [2-3]. He3Bakaroun Ha YUCIIEHHI JOCIIPKEHHS poii HMU(pPOBUX
KOMYHIKaIliii, TOpIBHSAJIbHA OLlIHKa iX €(QEeKTUBHOCTI IIOAO TPaaULIAHOI pekiaMu y cdepi
TYypU3MY 3JIUIIAETHCS HEJOCTATHHO PO3p00IIeHO0. OCOOIUBO OpaKye eMITIPUIHHX JTAHUX TIPO
pOJIb KOTHITUBHUX (J10Bipa, CIPUHHATA JOCTOBIPHICTD) 1 a)eKTUBHUX (EMOIIiiHA 3aTy4eHICTb)
YMHHUKIB Y TPUAHATTI TYPUCTUYHUX pitieHb [1;4].

OTxe, nociikeHHa TpaHcopMallii MapKeTHHIOBUX KOMYHIKalliil Ta MOPIBHSJIbHOL
e(eKTUBHOCTI TPAIULINHHOI peKJIaMH 1 IEPCOHAI30BAHOT0 IIU(PPOBOTO BIUIMBY € aKTyaIbHUM
1 103BOJIsIE CHOPMYBATH MPAKTUYHI PEKOMEHJIALIIT U1 ONTHMI3allii KOMyHIKalliHUX CTpaTerii
TYPUCTHUYHUX TIAIPUEMCTB Y IU(PPOBY €MOXY.

MeTononoriss  IOCHIDKEHHSI TIOE€JHYE KUIBKICHHM Ta SKICHUH MIOXOOW s
KOMIUIEKCHOTO aHaJIi3y BIUTMBY MAPKETUHTOBMX KOMYHIKaIliil HAa TYpUCTUYHI pimeHHs [12-14].
Emmnipuunoro 6a3010 CTanu pe3yibTaTH OHJIAHH-ONUTYBaHHS o0cCiO, sKi 3AilCHIOBaIM abo
IUTAHYBaJIM MOJOPOKI MPOTATOM OCTAaHHIX 12 MICALIB, Ta HAMIBCTPYKTYpOBaHI 1HTEPB’IO 3
YaCTHUHOIO PECIIOH/ICHTIB ISl OLIHKU JOBIPH JI0 JPKEpe 1 eMOLiiHOT 3amydyeHocTi. Jlo1aTkoBo
IIPOBEJICHO KOHTEHT-aHalli3 IM(PPOBUX KOMYHIKallH y colllaJIbHUX Mepexkax uepe3 Instagram,
TikTok Tta YouTube, mo6 KOHTEKCTyalli3yBaTh MOJETi MOBEIIHKH Ta CIPUHHATTS. OCHOBHI
3MiHHI (CHpUHHATA JIOCTOBIPHICTH JiKepena, eMOLIiHa 3aly4eHIiCTb, NEePEeKOHIUBICTh
KOMYHIKaIiii, Hamip 3JIIHCHUTH TMOAOPOK) OINEPalliOHATI30BaHO 3a I’ATHOAIBHOIO IIKAJIOO
Jlaitkepra. O6poOka JaHMX BKJIIOYaja OMHUCOBY CTATUCTUKY, KOPEISAIINHUN 1 MHOXKUHHUN
perpeciiiHuil aHami3, cTpykrypHe MmojemoBaHHA (SEM) s mepeBipku B3a€MO3B’SI3KIB Ta
kjacTepHuit aHamiz (Meron K-cepenHix) ans BUAUIEHHS OJHOPIAHUX TPYI CHOXKHUBAYIB 13
MONIOHUMU MOJENISIMH CIIPUUHSITTS KOMYHIKaITiH.
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JloCImiDKeHHST TIPOBOJMIIOCS. 13 3aCTOCYBaHHSM KOMIUIGKCHOTO METOJI0JIOTIYHOTO
MiIXOAy, SKUW TOENHYE KITbKICHI Ta SKICHI METOMW JUIs BCEOIYHOTO aHali3y BILTUBY
MapKETUHTOBHUX KOMYHIKAI[il Ha TYPUCTHUYHI PIIlICHHS CIIOXUBaviB. Take moegHaHHs 103BOJIsE
OLIIHUTH HE JIUIIE CTATUCTUYHI B3a€MO3B’A3KH MK KOMYHIKAIlIHHUMU 3MiHHUMH Ta HAMipOM
no pizHux okepen [12-13]. Bei cratuctuuHi OOYMCICHHS BUKOHYBAIHCSA 32 JIOMIOMOTOIO
nporpam SPSS 27 (myis onmucoBOi CTaTUCTUKHM Ta perpeciiiHoro anamizy) ta AMOS 26 /
SmartPLS 4 (nns SEM Ta kiactepHOro aHamizy), o J03BOJISE MOJCITIOBATH JIATEHTHI 3MiHHI
Ta 0araTOBUMIPHI B3a€EMO3B’SI3KH Y JOCIIHKEHHAX MTOBEAIHKY CrioXkuBadviB [1; 4]. Meroau4ni
napamMeTpH JIOCIIKEHHS y3arajlbHeHo B Tab. 1.

Tabmunsg 1 — Meronuuauii AW3aiiH TOCIIIKCHHS BIUIMBY MapKETHHTOBUX KOMYHIKAIlill Ha
TYPUCTUYHI PillICHHS
KommoneHnT
JIOCITI JIPKEHHS

XapaxkTepucTuka 3MicT peamizamii

IToeHAaHHA KIJIBKICHOTO Ta SIKICHOIO MiAXOMiB s

3Mimranuii nu3aitH (mixed . N - )
3a0e3MeUYeHHs ~ eMIIPUYHOI  HaaidHOCTI  Ta

Tun gociimKeHHs

methods) . L.
TIMOMHHOTO TOSICHCHHS TTOBEIIHKOBIX MEXaHI3MiB
Pecionnentt — ocobm, ki 3aiiicHioBaiM abo
OnnaitH-ONUTYBaHHS IUTaHYBaJM TIOAOPOXKI TMPOTATOM OCTaHHIX 12
MiCSIIIiB
N CrpyKkTypoBaHa  aHKeTa 13  3aKpUTHMH Ta
KinpkicHuit [HCTpyMEHT 300py HaHUX PYKIYP P
MIKAJIOBAHUMHY IUTaHHAMH
KOMITOHEHT : — — -
Bubipka 150 pecnOHIEHTIB 13 PI3HUX PETIOHIB YKpaiHU
CrpuifHATa JOCTOBIpHICTH KOMYHIKAIIiH; eMomiiiHa
JocnimkyBaHi mapaMmeTpu 3ay4CHICTh; MMEPEKOHINBICTh TOBIIOMIICHB; HAMip

3JIHCHUTH MOIOPOXK

HamniscTpykrypoBasi iHTepB’t0 | BimiOpaHi pecioHAeHTH 3 aHKETHOT BUOIPKH
[MornubneHe BUB4YEHHS Cy0’€KTHBHOTO CIIPUUHSATTS
Merta TpaauUiiiHOl Ta HU(POBOI peKIamMH, PiBHS JIOBIpH,
eMOIiIHHOI peakiii Ta ¢akTopiB BUOOPY JiecTUHALIT
AHamni3 TypUCTHYHOTO KOHTEHTY B Instagram,
TikTok, YouTube

BusiBieHHsT THNOBUX Bi3yalbHUX 1 HapaTHBHHUX

SIKICHUI KOMIIOHEHT

Konrenr-ananis

JlomaTkoBU METOJT

3aBraHHA . .
CTpareriii BIUIMBY Ha CIO)KHBayiB
[IIxana BUMiprOBaHHS IT’stubansHa mkana Jlaiikepra (1-5)
OneparioHanizaris ChpuiiHaTa JOCTOBIPHICTH JpKepena;, eMOIliiiHa
3MIHHHX OCHOBHI KOHCTPYKIIT 3aJIy4eHICTh; NePEKOHIMBICTh KOMYHIKALii; Hamip

3MMCHUTH MOIOPOK
Amnainis JaeMorpadigHux Ta IOBEIIHKOBUX

OmnmcoBa CTaTHCTHKA

XapaKTePUCTUK
Kopensmiiiauii Ta perpeciiianii | BusHaueHHsS CWiIH #  HampsMKy 3B’S3KiB  MiX
Metonun aHamizy aHai3 3MIHHUMHA
JAHHUX CTpyKTypHE MOJCITIOBaHHS ITepeBipka MemiaTOpHOI poJii AOBIpH Ta eMOLIHHOT
(SEM) 3aJIy4eHOCTI

BunineHHs rpyn CHOOXHBaviB i3 MOMIOHUMH
MOJICJISIMU CTIPUHHSATTSI KOMYHIKaIli i

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

Krnacrepuuii ananiz (K-means)

Pe3ynbratu eMnipuyHOro JOCHIPKEHHS MIATBEPIMIN HAsBHICTh CTPYKTYPHUX 3MIH Y
CHUCTEMi MAapKETMHTOBUX KOMYHIKallii y Typu3Mi, IO TPOSABISIOTECS Yy 3MIIICHHI
iHQopMaIiMHUX TOTOKIB B TPAAMIIIHHUX pEKJIAMHHX KaHaIiB 70 1U(poBUX
nepcoHanizoBanux ¢popmaris [11; 14]. V3aranbHeHHs BIAMOBIACH PECTIOHACHTIB MO0 JKEPEIT
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OTpUMaHHS 1HGOpPMAIIil PO TYPUCTUYHI TOIOPOXKI HaBeaeHO B Taba. 2. [IpoBenenuii anami3
JEMOHCTPYE, M0 JAOMIHYIOYY TO3UIII0 3aiiMaroTh MU(POBI CEpeOBHINA: CYKyITHA YacTKa
NIEPCOHATI30BAHOTO KOHTEHTY B COIIaJIbHUX MEPEKaxX Ta OHJIAWH-BIATYKIB CTaHOBHTH 65 %o,
10 MEePEBUIIIYE CYMAPHUH MMOKA3HUK TPATUIIHHIX pEeKIIaMHUX HOCIIB (TeneOaueHHs, 30BHIITHS
Ta IpykoBaHa pekiama — 21 %). Lle cBiguuTh npo nepexija BiJ MacOBOi KOMYHIKaliiHOT MOIei
JI0 MOJIeJTi 1H/AMBITyani30BaHOr0 iH()OPMAIIIITHOTO BILIUBY.

Tabmuus 2 — Jxepena iHpopmamii mpo TYpPHCTHUYHI MOJOPOXKI 3a JaHUMH OIWTYBaHHS

ecnioHIeHTiB (%)

Jlxepeno indopmanii

YacTka pecrioHJeHTIB, %o

[epcoHasnizoBaHuii KOHTEHT y COLIAJIbHUX MepeKax 38
Biaryku Ta pekoMenianii KopucTyBadiB OHJIAH 27
OdiuiiiHi calTH TYPUCTHYHUX KOMIaHif 14
TenesiziiiHa pekiamMa 8
30BHINIHA peKiIamMa 7
JlpykoBaHi pekJiaMHi MaTepiaju 6

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

Jlnst KinbKiCHOT iHTEeprperalii piBHS JOBIpM 3aCTOCOBAHO CEpEeIHE apHU(PMETHUHE

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

n
— moox;
— =171
X ===

n

ne X — cepeiHs OLIHKA JOBIpU 70 KaHAIY;
Xj — IHAUBIlyaJbHa OLlIHKA PECIIOH/ICHTA;

N — KUIbKICTh OIMMUTAHUX.

1)

Pesynbratu po3paxyskiB monano B Tabia. 3. IlepconamizoBanuii udpoBHii KOHTCHT
OTpUMAaB HaWBHIIE CEPEIHE 3HAUeHHs AoBipH (4,3), TOMI AK TpaauiiiHI (opmMaTH pekiiaMu
nepedyBaroTh y Mexax 2,6—2,9. BigHocHa Bapiallisi MOKa3HUKIB (CTaHJApPTHE BIAXUIJICHHS)
3acBiuye OUTBITY OJHOPIIHICTH OLIIHOK LU(POBUX KaHAMIB, IO CBIIYUTH MPO CTAOUIbHIIIE

CIIPUUHSATTS iX HaAIMHOCTI.

Tabmuis 3 — PiBeHb JOBipH 10 MApKETHHTOBHX KaHaiB (3a mkanoro Jlalikepra 1-5)

. CrannmapTHe
Kanan komynikarii Cepenne 3HaYCHHS )

BIAXUIECHHS
[lepconanizoBaHni IUPPOBUI KOHTEHT 4,3 0,6
Bijiryku kopucTyBayiB 4,1 0,7
OainifiHi caiiTh KOMIIaHIN 3,8 0,8
TenesiziliHa pexinama 2,9 0,9
JpykoBaHa pexinama 2,7 1,0
30BHIINTHS peKjIamMa 2,6 1,1

Jlicepeno: cgpopmosano aemopamu Ha ochosi [1; 4; 10]

Ingexc CMOI.IifIHOI‘O BIINIMBY BU3HAYABCA K CEPCAHE 3HAYCHHS 3a TPbOMaA a(I)CKTI/IBHI/IMI/I

napametpamu [2- 3; 15]:

ne | — iaTepec 10 moIopoxKi;

E+I1+V

El =

)
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E — dbopmyBaHHS O3UTUBHUX EMOITIH;
V — Bizyanizalisi TYpUCTUYHOTO JOCBITY.

3rigHo 3 JaHuMu Tabi. 4, IHTErpaIbHUN MOKA3HUK JJs HU(PPOBUX MEPCOHATI30BAHUX
KOMYHIKaIliii CTaHOBUTH 4,5, TOJI K IJIs TpaauIiiHoi pekiamu — 3,1.

Pizaung y 1,4 6ana nmiaTBepkye 3HAYHO BUINMHN adeKTUBHUI moTeHIian udpoBoro
BILIUBY.

Tabmuns 4 — Oninka eMOIiHHOT 3aTy9eHOCT] CTIOKIBAYiB

Ny P — Ludposi Hep(:‘,OHa{I'i?,OBaHi Tpanuuiiina
KOMYHIKaI[i1 pekiiama
Bukinkae iHTepec 10 moJopoxi 4.5 3,1
Dopmye MO3UTHUBHI eMOTTi1 4.4 3,0
Crpusie YABICHHIO TIPO JOCBIJ ITOIOPOXKi 4.6 3,2
CepenHe 3HaUCHHS 4.5 3,1

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

OuiHIOBaHHS CHUJIM B3a€MO3B’SI3Ky MIX JOBIPOIO JO KaHaly Ta HaMipoM 3JiHCHUTH
MIOIOPOYXK MPOBOAMIIOCS 3a KoeditieHTom kopesiii [Tipcona [2; 12]:

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

Pesynpratn momano B Tabn. 4. HailiBummii xoedimieHT kopensimii 3adikcoBaHO IS
nepcoHanizoBanoro mnudposoro BmuBy (r=0,71), 1m0 XapaKTepu3ye CHIbHUH MMO3UTHBHHN
3B’s130K. JIJIs TpauIliiHOl pekyiaMu el oKa3HUK € moMipHuM abo ciadkum (0,28—-0,32), mo
BKa3ye Ha OOMEXEHY 3aTHICTh (popMyBaTh MOBeaiHKOBI Hamipu [12-15].

Tabmums 4 — Kopensiist Mi>k JOBIpOFO 10 KaHAJTIB Ta HAMIPOM 3IIHCHATH MOAOPOXK

Kanan komyHikamii KoedinienT kopesii ()
[lepconanizoBanuit nMpPOBUIl BIUTUB 0,71
Biaryku kopucTyBauiB 0,68
Odiuiiini caiTu 0,54
TenesiziiiHa pekiama 0,32
JlpykoBaHa pekjiama 0,28

IDicepeno: cpopmosarno asmopamu na ocnosi [3; 9]

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

Dy =f (A7), (4)

ne Da — piBeHb 10BipH 0 HUPPOBHUX KaHAJIB, A — BIK peCIOHCHTA.

Momnoama rpyma (18-25 pokiB) JeMOHCTpYe MaKCHMalbHI MOKAa3HUKU CHPUUHATTS
1u(ppoBoro BIUIUBY (4,7), TOAL K y rpymi 56+ MOKa3HUK 3HUKYEThCS 110 3,7. BonHodac HaBiTh
y CTapIIMX BIKOBHMX KaTeropisx HLU(pOBI KaHATU IMEPEBUIIYIOTh TPAIULIIHY peKiaMy 3a
piBHEM €(pEKTUBHOCTI.

PesynpTatu cBi4aTh Mpo OOEpHEHY 3ale)KHICTh MIX BIKOM pECHOHJEHTIB Ta
CHPUHHATTAM HUPPOBUX KOMYHIKaIliii: Moo pecrioHieHTH (18—25 pokiB) 1eMOHCTPYIOTh
HalBUIIMKA piBEHb JOBIpU Ta eMoLiiHOI 3amydeHocTi (4,7), Toal sk crapuii rpynu (56+)

82



ISSN 2522-9087  (Print)

Tow10, 22,2026 159N 2523-434X (Online)

MapkeTuHr i U POBI TEXHOJIOTI1

OIIHIOIOTH IUGPOBI KaHATU HIKYE, TPOTE HABITh y IIMX BIKOBUX KATETOPIsAX MU(PPOBHI BIUIUB
nepeBHILye epeKTHBHICTD TPAAULiiHOT pekiamu (Tad. 5).

Tabmuus 5 — BrutiB kaHasIiB KOMYHIKaIIil 3aJ1e)KHO BiJ BikoBoOi rpynH (cepenHi ominky, 1-5)

. udposi nepconanizosani .
Bikosa rpymna KoMyHikail Tpanuuiiina pexinama
18-25 pokiB 4,7 2,8
26—40 pokiB 4.4 3,1
41-55 pokiB 4,0 3,3
56+ pokiB 3,7 3,4

Licepeno: cpopmosano asmopamu

OTpuMaHi pe3yJIbTaTH MIATBEPIWIA CKIIATHUN OMOCEPEAKOBAHUI XapakTep BILIUBY
MapKETUHTOBUX KOMYHIKaIliii Ha (hopMyBaHHS TYPHUCTUYHUX HaMipiB. BcranosieHo, mo pi3Hi
TUIK KOMYHIKallii He 3A1iCHIOITH MPSMOro JIHIHOrO BIUIMBY Ha PIIIEHHS CHOXKMBaya, a
JIIOTh Yepe3 KOTHITUBHI Ta eMOIIiiHI MexXaHi3MH CIpuiHATTS [ 15-17]. Y3araasHeHy CTpYKTypy
B3a€MO3B’S3KIB Bi10OpaxkeHo B Ta0II. .

Tabmuns 6 — KonnenryansHa ctpykrypa SEM-Moeni BIUIMBY MapKETHHTOBUX KOMYHIKAIIii
Ha HaMip TOJOPOXKi

Tum 3sminHOT 3MiHHA 3MmicT Pous y Mmogeni
KoHTeHT y conmepexax,
[epconamnizoBani TuUQPpoBi peKoMeHaIii, BmmBaroTs Ha TOBipy Ta
KOMYHIKaIlii TIePCOHATI30BaHI eMOIIIfHY 3aITydeHICTh
Ex3orenni MOBiTOMJIICHHS
(mpenukTOpM) Binryku Ta pexkomennanii OnnaitH-BiATyKH, JOCBIT DopMyIOTH CcoLiaTbHAN
KOpPHUCTYBaYiB IHIINX TYpPHUCTIB JIOKa3 1 10Bipy
. TB, npykoBaHa, 30BHIIIHS AJBbTepHaTUBHHUH
TpanuniiiHa pekiama . .
pekiaMa iHpopManiiHui KaHa
. . OmnocepeaxkoBye BIUIUB
JoBipa 10 mKepena KorniTugHa oniia KOM HIi)KE)lIHifI za Hami
MeniaTopHi p p HaaiiHOCTI iH(OpMAITii y . p
o HOA0POKI
3MiHHI -
- . AcdexTuBHaA peakis Ha INocuiroe hopmyBaHHS
EMoniiiHa 3airy4eHIcTh ..
KOHTEHT TYPUCTHYHUX HaMIpiB
Enporenna Hawmip 3aificHuTn I'oToBHICTH 0OpaTH PesynbpraTuBHMit
3MiHHA TI0JIOPOK JICCTUHAIIIO MTOKA3HUK MOBEJIIHKU

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

Sx BuaHO 3 Tabn. 6, KJIIOYOBY pPOJb y MOJENI BITIrparoTh JOBipa Ta €MOIlliiiHa
3aJIy4€HICTh, SIK1 BUCTYIAIOTh Me/11aTOpaMy MI’K KaHaJlaMU KOMYHIKaIii Ta HAaMIPOM MOJIOPOXKi.
[TepconanizoBani nM(POBI KaHAIM MarOTh HAWOUIBIIMIA BIUIMB came 4depe3 (OpMyBaHHS
€MOLIIHOr0 3B’SI3Ky Ta CIPUHHATOL JOCTOBIPHOCTI 1H(pOpMaIlli, TOAL K TpaJuliiiHa pekiiama
BUKOHYE paJillie MATpUMyrouy Ta indopmaniiiny ¢pynkuiro [18-19].

CermeHTallisi COXHBaviB MOKa3ajga HEOJHOPIAHICTh PUHKY 32 MOJEJISAMU CIIPUHHATTS
KOMYHIKaIlil, [0 JOMTOBHIOETHCS BUPAKEHUMH BIKOBUMU Ta THIEPHUMH BiIMIHHOCTSIMH [ 19-
20]. Y3aranpHEeHHS ITUX Pe3yJIbTATIB MOIaHO B Ta0I. 7.

Sx moka3ye Tabn. 7, JAOMIHYIOUMM CETMEHTOM € “Iu]poBi €HTy3iacTH’, IO
HIATBEPKYE 3MILMIEHHS TYPUCTUYHOTO MapKETHUHTY Yy OIK MepCcOHaN30BaHUX OHJIANWH-
KoMyHiKaniil. BopHouac 30epiraerbcs rpymna CIOXHBAYiB, OpI€EHTOBAaHMX Ha TpPaJHIiiHI
KaHaJIA, 110 OOTPYHTOBYE HEOOX1THICTh IHTETPOBAHOTO MMIIXO0Y 10 KOMYHIKAIIITHOT MO TUKH
[3-4] .
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Tabmuua 7 —

CermMenrariiiai

MapKETHHTOBUX KOMYHIKaIliil y Typu3mi

Ta COIiaIbHO-AeMorpadivHi

OCOOJIMBOCTI  CTIPUHHATTS

AnHamiTHaHUHA Xapakrtep IOBipH Ta . . .
I'pyma / moka3zHuk . [oBeninkoBi 0cOOIMBOCTI
ACTIeKT CTIPUHHSTTS
Bucoxka nosipa 1o
. . /1oB1pa It [IBuake GopMyBaHHS TYPUCTHIHUX
[Tudposi enTysiactu IU(ppPOBUX KaHAIIB, . .
Knacrep 1 oy PpILIEHb 11 BIUIMBOM
(mepeBaxkuo 18-35 p.) CHIIbHA eMoIliliHa .
. NIepCOHAJII30BaHOT0 KOHTEHTY
3aJIy4eHICTh
- . . Bumia nosipa 1o TB i . . . .
TpaauniiHo opieHTOBaHI . PimieHHs npuiiMaroTh MOBUIBHILIE,
Knacrep 2 JIPYKOBaHOI peKJlaMy, . .
(41+p.) . v OpIEHTYIOThCS Ha 3BUYHI JDKepena
NOMipHa EMOIHHICTh
. . CepenHi MOKa3HUKU BukopHCTOBYIOTH KUIbKA JKEPE
Knacrep 3 3MimaHuH TUI "bell . . PHCTOBY JoKeper,
JIOBIpH JI0 BCIiX KaHAIIiB pilLICHHS CUTYaTUBHI
Bumia nosipa o
itk rQpOBUX KOMYHIKaIIH, Bumuit piBeHb HaMipiB OJIOPOXKI i [
CHIIBHIIIA eMOIIiifHa BIIMBOM II€pCOHAITI3aIli1
. eaKIs
Penxepui JoBi ap 0 IU(PPOBUX
BiIMIHHOCTI pa 110 op
KaHaJIiB TAaKOX BHUCOKa,
YoJoBikH aJie BITHOCHO OiibIna PamionanpHimma ominka iHpopmarii
JOSITBHICTE 10
TPaAXIiHHOI peKIaMu
BikoBa Mostoui rpymi MaxcumanbHa JoBipa 10 HaiiBuma gy TiamBicTs 10 OHIAMH-
JIMHaMiKa Py 1dpoBoro cepeoBuIa KOMYHIKaIlii
. [MTocTynoBe 3HWXEHHS 3pocTae 3HaYCHHS
Crapi rpynu . . -
1dpoBoi 10BipH TPaAULIHHUX JUKEpe

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

BucHOBKH 3 1aHOT0 TOC/TiIKEeHHS i NePCNeKTHUBH MOAAJBIINX PO3POOOK 32 TaHUM
HANPSAMOM. Y pe3ynbTaTi JOCHIKEHHS BCTAHOBJICHO HAsSBHICTh CHCTEMHOI TpaHcgopmarlii
MapKETUHTOBUX KOMYHIKallii y TypUCTUYHIA cdepi, MO0 NPOSBIAETHCS Yy 3MIMICHHI
JIOMIHYIOYOTO BIUIMBY BiJ TPAAUIIIHOI pekiiaMu A0 MepCoHaIi30BaHuX HU(PpoBUX GopMaTiB.
EmnipuyHi JnaHl MIATBEpAWIM, 10 camMe LudpoBl KOMYHIKalii (GOpMyIOTh OCHOBHUI
iH(hOopMaLiifHUN TOTIK JIJIS CIOKMBAYiB Ta 3a0€3MeYyI0Th BHIII TOKA3HUKH JOBIpH, EMOLIIHHOT
3aJIy4€HOCTI 1 MOBEAIHKOBUX HaMipiB. BusiBneHo, 1o e(eKTUBHICTh MAapKETUHTOBOTO BIUIUBY
Ma€ OMNOCEPEAKOBAHUN XapakTep 1 peami3yeTbcsl uYepe3 KOTHITMBHI (IOBipa, CHpUHHATA
JIOCTOBIpHICTh) Ta adeKTHBHI (eMolliiiHa 3aJydyeHICTh) MexaHi3Mu. llepcoHanmizoBaHui
U(PPOBUIM KOHTEHT IEMOHCTPYE HAlCUIIBHIIIN 3B 30K 13 HAMIPOM 3/11IHCHUTH MOJA0POXK, TOJI
AK TpaJMIliiiHa peKiaMa BUKOHYE JOTIOMIXKHY 1H(OpMaLiiHy QYHKIIIIO.

CerMeHTaniifHuit aHasi3 3aCBIIYMB HEOHOPIAHICTh CIIOKMBAYIB 1 TOMIHYBaHHS IPYIU
«M(pOBUX EHTY31aCTIBY», IS IKUX XapaKTepHa BUCOKA YYTIUBICTh JJO OHJIAWH-KOMYHIKaIlIH.
BcTaHoBeHO BiKOBY 3aKOHOMIPHICTh 3HID)KEHHS JIOBIpH /10 HM(POBUX KaHATIB 31 3pOCTAHHAM
BIKYy, OJJHAaK HaBITh Yy CTaplIUX rpynax ix e(peKTHBHICTb MEpPEeBUILYE TpaauLiiHI (HopMaTH.
['enepHi BIAMIHHOCTI MTPOSIBISIFOTHCS Y BUILINA eMOLIHHIN peakiii >KiHOK Ha IepCOHATI30BaHUN
KOHTEHT.

OTtpumani pe3ynbTaTH JOBOAATH JAOLUIBHICTh IEPEXOAY TYPUCTUYHHX IMiIPUEMCTB 10
IHTErpOBaHMX KOMYHIKAI[IMHUX CTpaTerid 13 MpIOPUTETOM MEPCOHANI30BaHUX HU(POBUX
IHCTpYMEHTIB, BOJHOYac 30epirarouM TpaauliiiHi kaHamu IlepcneKTHBH MOJANBIINX
JOCHIPKeHb TIOB’S3aHI 3 TMOTJUOJEHHSAM aHajli3y MOBEAIHKOBUX MEXaHI3MIB BIUIUBY
MapKETUHTOBUX KOMYHIKAIi y TypHU3Mi 3 ypaXyBaHHSIM JAUHAMIK{ IHU(POBOTO CEpeOBUIIA,
PO3BUTKY aJTOpPUTMIB IMEpCOHaNI3alli Ta ITYYHOTO IHTEIEKTY B MPOCYBaHHI TYPUCTHUYHUX
OpOAYKTIB. JJoLiIbHUM € po3LIMpeHHsI BUOIPKH Ta MIKKpPAiHChKI MOPIBHSAHHS, JOCITIKEHHS
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JIOBIOCTPOKOBUX €(eKTiB IIU(POBOTO BILIMBY HA JIOSIIBHICTD 1 peaJIbHY TTOBEIHKY TYpHUCTIB, a
TaKOK MOJICTIOBAHHS B3a€MOJIi1 KOMYHIKaIlIHHIX KaHATIB y PI3HUX (pa3ax mpUHHATTS pillICHHS
Ipo MOJOPOXK. BakimMBUM HanmpsMOM € TaKOX BHBYECHHS €TUYHHUX ACIEKTIiB IEepCOHaNi3aii,
JIOBIpH /10 QITOPUTMIYHMX pEKOMEHAaliil 1 TpaHcdopmamii CHOXKHBUYMX OUIKYyBaHb Yy
HOCTKPU30BHX YMOBAX.SK MIATPUMYIOU JUII OKPEMUX CETMEHTIB PHHKY.
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Transformation of Marketing Communications in Tourism: A Comparative Effectiveness
Analysis of Traditional Advertising and Personalised Digital Influence.

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 saturation 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
analysis, enabling the identification of latent relationships and consumer segments with distinct
communication response profiles. The empiri isti ignifi
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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 lies in the development of an integrated analytical framework
that unifies cognitive, affective, and behavioural determinants within a comparative assessment of
communication effectiveness. Unlike prior studies that primarily emphasise isolated digital instruments,
this research empirically substantiates the mediated nature of marketing influence and clarifies the
structural relationships between communication type, trust formation, emotional activation, and travel
intention. The study further contributes to segmentation theory by identifying heterogeneous 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 comparatively
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 directions for 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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IITYYHUA IHTEJIEKT B TAPTETOBAHIN PEKJIAMI FACEBOOK ADS

Y emammi komnnexcno oocnioxceno Hanawmyeanns mapeemosanoi pexnamu y Facebook Ads
ma ix eniug Ha epexmusHicmev yugposux mapxemureosux xamnawniu. Ocobaugy ysacy npudiieHo
cyuacHum nioxo0am, 30KpeMa GUKOPUCMAHHIO AN2OPUMMIE WIMYYHO20 I[HMEeNeKmy, MAUUHHO20
HAGUAHHA MaA ABMOMAMU308aHOI onmumizayii pexnamuux npoyecie. Ilpoananizoeano ponb
N08EJiHK0B020, IHMEPeCo6020 Ma NPOSHOIHO20 MAP2EMUHZY, d MAKONC ePEeKMUBHICTNG 3ACOCYEAHHS
lookalike-ayoumopiti i wupokozo mapeemunzy 8 ymosax ancopummivno20 YAPAGLIHHA KAMAAHIAMU.
Busnaueno ennug cenepamuHo20 wimyyHo2o IHMeNeKmy Ha CMEOPEHHs PeKNaMHO20 KOHMEHmYy ma
nIOBUWEHHSI NOKA3HUKIG 3anyueHHs Kopucmysauis. OKpemo pO32NaHymo HUMAHHA Al20PUMMIYHOT
Henpo30pocmi ma emuyHi acnekmu UKOPUCMAHHA 0anux y mapeemosatitl pexnami. Ob6rpynmosato,
Wo HauOibw pe3yibMmamusHUMU € 2iOpUoHi cmpamezii, AKi NOEOHYIOMb MONCIUBOCTT WMYUHO2O0
iHmenexkmy, AKICHi OaHi ma KpeamugHi nioxoou 00 hopmy8aHHsA PeKIAMHUX NOBIOOMIEHD.

Kirouosi cnmoBa: Facebook Ads, Tapretwnr, mudpoBwii MapKeTHHT, IITYYHHH iHTENEKT,
MOBEIIHKOBUH TapTeTHHT,

DOI: 10.15276/mdt.10.2.2026.7

IlocTtanoBka mpobJjevMu B 3arajJlbHOMy BHIJISIAI Ta il 3B'SI30K 3 BaKJIMBHUMH
HAYKOBHMH 200 NPAKTHYHUMH 3aBJAHHAMH. Y CyYaCHHX YMOBaxX pPO3BHUTKY LHU(POBOL
€KOHOMIKH COIllaJIbHI MEpeXi CTaJIM KJIIOYOBUM KaHaJOM KOMYHIKalii MK OpeHaamMHu Ta
ciokuBayamu [12]. OcobauBy ponb y 1pomy mpoteci Bimirpae miardopma Facebook Ads
(Meta Ads), sxa 3aBAsKH CBOIM aJTOPUTMIYHUM MOMJIMBOCTSIM JIO3BOJISIE€ 3/1MCHIOBATH
BUCOKOTOYHMH TapreTHHI peKJaMHHX MoBigomiieHb. CtaHOM Ha 2026 pik pekiaMHi CUCTEMHU
Meta axkTHBHO BHKOPHCTOBYIOTh INTYYHHH IHTEJEKT JJIsi aBTOMAaTHYHOTO BH3HAYCHHS
HalO1IbII pesieBaHTHOT ayauTopii. Lle cyTTeBO 3MiHIOE MiJXOAM 10 HAJAIITYBAHHS PEKIAMU:
SKIIIO paHillle KJII0YOBY POJb BlJIrpaBajia pyyHa CerMEHTallls, TO ChbOTO/IHI BCe OUIbIIOT Baru
HaOyBae aJITOPUTMIYHA ONTUMI3allisA. Alle He TUIBKM KOpIopalii BUKOPUCTOBYIOTh IITYYHUN
IHTEJIEKT, IHTErpyIoun HOoro B CBOI cepBicH. AKTYaJbHICTh TEMU 3pOCTA€ YEPE3 PO3LIMPEHHS
NPaKTUKA BUKOPUCTAHHS IUTYYHOIO IHTEJNEKTYy B TeHepalii KpeaTuBiB i peKJIaMu
KOpHCTYBauaMU TapreTOBaHO1 peKjiaMu, TOOTO MapKeTOJIOTaMu, KEpiIBHUKAMU MaJioro 0i3Hecy
Ta MeHekepaMu 3 pekigamu. [locrae mnpobrema BH3HAYeHHS HaWOUIBII e(EeKTUBHUX
HaJIAIITyBaHbh TApreTHHTY B YMOBAaX IIOCTIHHOTO OHOBJICHHS PEKJIAMHUX AITOPHUTMIB Ta
BEJIMKOI KIJIBKOCT] IITYYHO 3r€HEPOBAHOIO KOHTEHTY B PEKIAMHOMY IPOCTOPI.

© 2026 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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Kpim Toro, 3pocrae KOHKYpEHLis 3a yBary KOpUCTyBaya B IEPEHACUYEHOMY KOHTEHTOM
U(ppPOBOMY IMPOCTOPi, IO BHUMAarae OUIBII TOYHOTO Ta BOJHOYAC THYYKOTO MiIXOAY A0
(dbopMyBaHHS PEKIAMHUX KaMIIaHIH.

AHaNi3 ocTaHHIX JocCHiIxkeHb i nyOdaikamiid, B SIKHX MOKJIAJEHHIl MOYATOK
BUPilIEHHIO TaHOI MPo0JieMH i HA sIKi cnupaeThest aBTop. CydacHi JoCHiKeHHS y cdepi
U(PPOBOTO MAPKETHHTY MiATBEPKYIOTh, II0 €(QEKTHBHICTh TapreToBaHOi peKIaMu
BU3HAYAETHCSI KOMILIEKCOM (DaKkTOpiB, cepel SKHUX KIYOBUMH € DEJIECBAHTHICTD,
NepCOHai3allisl Ta piBeHb I0BIpU KOPUCTYBAUIB.

JlocIiPKeHHS aKLEHTYIOTh yBary Ha Nepexoil Bl TPaJULIHHOIO TapreTHHry 0 Tak
3BaHoro predictive targeting — MPOrHO3HOTO TApreTHHTY, SKUH Oa3yeTbcs Ha aHali3i
MOBEIIHKOBHMX MaTepHiB KopucTyBauiB [1]. Takuii migxia H03BOJISE HE JIMIIE pearyBaTd Ha
iCHyIOUi iHTepecH, aie i nmependayaT MaiiOyTHI HOTPEOH CIIOKMBAYIB.

OxkpeMy yBary npuauIsSIFOTh IICUXOJIOTTYHOMY TapTeTHUHTY, IKHH BPaXOBYE OCOOMCTICHI
XapaKTepuCTHKH KopucTyBauiB [6]. JloBeaeHo, 1o pekiaMa, agantoBaHa A0 NCHXOJIOTIYHOTO
npodiTro, Ma€e 3HAUHO BUILI MTOKA3HUKH 3aJTy4eHHS Ta KOHBEpCii.

Takox IOCH/DKEHHS OCTaHHIX POKIB MiJKPECTIOI0Th BAXKIMBICTH OajTaHCy MiX
HepcoHai3alli€ero Ta NpuBaTHicTio. HaaMipHO TOYHMI TapreTUHT MOXKe BUKJIMKATH HETaTUBHY
PEaKIliro KOPUCTYBaUiB i 3HWKYBATH €(PEKTUBHICTD PEKIIAMH.

Kpim TOro, 3HayHo 3pocna poiib aBTOMAaTHW30BaHWX Kammadiii (Advantaget), sxi
CaMOCTIHO ONTHMI3yIOTh ayAWTOpii, IuleicMeHTH Ta Oromketn. HaykoBi mpari
HiATBEP/KYIOTh, IO TaKl KaMIaHii 4YacTo MepeBepUIyIOTh pPYYHI HaJalITyBaHHS 3a
nokasHukamu ROI.

Buninennsi HeBMpIilleHHX paHile 4YacTHH 3arajbHoi mpo0JieMu, KOTPUM
NpHUCBAYYETbCsl cTaTTd. [lompu mMOMyNsIpHICTE TapreToBaHOi pPEKJIAaMH HEIOCTaTHBO
PO3TISHYTH POJIb IITYYHOTO 1HTENEKTY B TapreroBaHiii peknami Facebook Ads. ¥ 2026 poui
mrygHuil inTenekT (Al) craB kimo4oBUM (pakTopoM TpaHcopMalii TApreToBaHol peKIaMH y
Facebook Ads. CyuacHi aaroputMu MalliHHOTO HaBYaHHS OOPOOJIAIOTH BEIMUYE3HI MacHBHU
JAHUX TPO TIOBEHIHKY KOPHCTYBadiB, IO JO3BOJSE AaBTOMATHYHO BH3HAYATH HAWOUIBII
peneBaHTHI ayuToOpii JUId MMOoKa3zy pekiaMu. 30kpema, cucteMu Meta aHaii3yl0Th MUTbSIpAU
B3A€EMO/II MIOHS Ta 31MCHIOIOTH ONTHUMI3AIlII0 PEKIaMHUX KaMIaHiil y pealbHOMY Yaci, 110
3HAYHO MEPEBHIIYE MOXKIMBOCTI PyYHOTO HANAIITYBaHH: [2].

Opniero 3 kr04oBUX (yHKIINH Al € aBTOMaTn30BaHu# TapreTuHr (automated targeting),
AKUI 3aMiHIOE TPaJAMLIMHUNA MIAXiJ 10 cerMeHTanii ayauTtopii. 3aMiCTh py4HOTO BHOODPY
1HTEepeciB abo jaemorpadiyHuX MapaMeTpiB peKiiaMojaBellb 3aJac Juiie 0a30Bl MmapamMeTpH
(11imi, 6rO/IKET), a ANrOPUTM CaMOCTIHHO 3HAXOAUTh KOPUCTYBAUiB 13 HAWBUIIIOIO IMOBIPHICTIO
KoHBepcii. JlocmimkeHHs moka3yroTh, 1o 10 80% pekIaMHUX MpOoIEciB y IudpoBOMY
MapkeTHHTy y 2025 poli Bike aBTOMaTH30BaHO 3a fgomnomororo Al [4].

BaxxmBuM HanpsiMOM PO3BHUTKY € BUKOPUCTAHHS T€HEPATUBHOTO IITYYHOTO 1HTEIEKTY
(Generative Al) 1st CTBOPEHHSI PEKJIAMHOT'O KOHTEHTY. 30KpeMa, JOCIiIKEeHHsI IEMOHCTPYE,
0 Mojeni Ha ocHOBI reinforcement learning (Hanpuknaa, AdLlama) 3aaTHi nigBUILYBaTH
nokasHuk KiikabensHocTi (CTR) mpubnuszno Ha 6,7% Yy NOpPIBHAHHI 3 TpajuLiHHUMU
M1JX0JaMH /10 CTBOPEHHS peKJIaMHUX TeKCTIB . Lle cBiaunTh npo Te, mo Al He nuiie ontumizye
TapreTHHT, a i 0e3M0cepeIHbO BIUIMBAE HA SKICTh PEKIIAMHUX KpeaTHBiB [3].

Kpim Toro, Al 3abesneuye predictive targeting (IpOTHO3HHMN TAapreTUHT), SKHUM
JI03BOJISIE TIepedayaTu MaiiOyTHIO MOBEIIHKY KOPUCTYBauiB HAa OCHOBI IXHIX MOMepenHixX Jii.
Takuil miaxia MigBUILYE TOYHICTh PEKIAMM Ta CIpHsEe OUTbII €(eKTUBHOMY BUKOPHUCTAHHIO
pexiiaMHOro OroJikeTy. BoaHouyac HOCHIKEHHS IOKa3yloTh, IO AJITOPUTMIYHI CHCTEMHU

90



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Towm 10, Ne 2, 2026 ISSN 2523-434X (Online)

MOXXYTh CTBOPIOBATH HEPIBHOMIPHHI PO3MOAUT pPEKJIaMHU MiX pI3HUMHU JAeMorpadiayHuMu
rpynami, 1o BKa3zye Ha npo0iieMy alropuTMIYHUX yriepemKeHb [9].

Oxkpewmy yBary ciin npuaintu konueriii “black box advertising”, sika xapakrepu3sye
cydacHi Al-cucremu y Facebook Ads. Anroputmu npuitMaroTh pillieHHS IOA0 TAPTETUHTY Ta
onTUMi3arii 6€3 MOBHOI MPO30POCTI I PEKIAMOJIABIIIB, 110 YCKIIATHIOE KOHTPOJIb 1 aHai3
epeKTUBHOCTI KammaHii . Lle 3MiHI0€ posIb MapKeToJIora: 3aMiCTh IeTaTbHOIO HAJIAIITyBaHHS
ayIUTOPiN BIiH 30CepeKyeThcs Ha (opMyBaHHI cTpaTerii, poOOTI 3 JaHHUMH Ta CTBOPEHHI
SIKICHOTO KOHTEHTY.

Bonnouac BukopuctanHs Al y TapreroBaHiil pekiami MOPOIXKYE HHU3KY E€TUYHMX
BUKJIMKiB. J{OCTi/IPKEHHS BKa3yIOTh, 10 aJITOPUTMH MOKYTh HE JIUIIIE ONTUMI3yBaTH peKiamy,
ajie ¥ BIATBOpIOBAaTH a00 HaBITh MOCHIIIOBATH COLIAJBHI YIIEPEHKCHHS, a TAKOK CTBOPIOBATH
PH3HKH JUIs IPUBATHOCTI KOPUCTYBAYiB Yepe3 MIMOOKU aHaIli3 TXHIX OBEIiHKOBHX JaHuX [9].
Ile miakpeciroe HEOOX1THICTh PETYIFOBAHHS Ta MPO30POCTI y BUKopucTaHHi Al B peximaMHuX
TEXHOJOTisX [4].

TakuMm 4MHOM, IITYYHUH IHTEJNEKT € LEHTPAIbHUM €JIEMEHTOM CY4acHOi €KOCHCTEMHU
Facebook Ads, sikmii Bu3Hadae e(EKTUBHICTh TApreTHHTY, aBTOMATH3aIlil0 TPOLECIB Ta
TepcoHani3anio peknamu. Moro BIUIMB € KOMILIEKCHAM i BKJIIOYAE K TEXHONIOTiUHi epeBary,
TaK 1 HOBI BUKJIMKH IS MApKETOJIOTIB 1 cycniibcTBa 3aramom [10].

OCHOBHI HaJaIITYBaHHS TAPTE€TUHTY Ta 1X €(PEeKTUBHICTS!

1. lemorpadiyamii TapreTHHT

JHlemorpadiyHuii TapreTHHr 3ajJUIIA€THCS 0a30BUM I1HCTPYMEHTOM CerMEHTallil
aynurtopii. BiH 103B0JIsSI€ BU3BHAYNUTH 3arajibHI XapaKTEePUCTUKH MOTCHLIHHUX CIIOKUBAYiB, TaKi
K BIK, CTaTh, pPIBEHb OCBITH, CIMEWHUN cTaH Ta JoxiA. OAHAaK CydacHi OOCIHIIKEHHS
MOKa3yloTh, MO0 E(QEeKTHUBHICTb AEeMOrpadiyHOrO TAPTeTUHTY 3HAYHO 3HIDKYEThCS 0e3
iHTerpamii 3 1HmMMMH TUNaMu JaHuX. JlemorpadiyHi mnapaMeTpu BUKOPHCTOBYIOTHCS
NEPEeBAXHO SIK JTOTIOMDKHHMIA 1HCTPYMEHT, a HE OCHOBHUI KpuTepii cermenranii. Kpim toro,
OyJI0 BCTAHOBJIEHO, II0 HaJIMipHE 3BY)KEHHS ayJUTOpii 3a JemMorpagpiuHuMHU MapameTpamu
MOYKE OOMEXYBaTH OXOIUICHHS Ta 3HMW)KYBaTH €()EKTUBHICTh alropuTMiB ontumizamii. Tomy
CydJacHi cTpaTerii nepen0ayaloTh BAKOPUCTAHHS OUTBII IIUPOKUX AeMOTpadiuHUX TPpyI.

2. [loBeaiHKOBUH Ta IHTEPECOBUM TapreTUHT

[ToBeiHKOBHII TAPTETHHT € OJTHUM 13 HalO1IbII eheKTUBHUX 1HCTpYyMeHTIB y Facebook
Ads. Bin 6a3yeTbcs Ha aHaui31 il KOPUCTYBayiB, TAKUX SIK HEPETJIA]l KOHTEHTY, B3aEMOIIS 3
peKJIaMo10, MOKYIKU Ta aKTUBHICTh Y Mepexi. Lleil Tun TapreTuHry 3Ha4HO BIOCKOHAJIMBCS
3aB/ISIKM BUKOPHUCTAHHIO IITYYHOTO 1HTENEKTY. AJITOPUTMHU 3/IaTHI aHAJII3yBaTH BEJIMKI 00CsIru
JIaHUX Y PeaIbHOMY Yaci Ta BU3HAYATH HAWOLIBII MEPCIICKTUBHI CerMeHTH ayautopii [4].

JlocmikeHHsT MiATBEP/UKYIOTh, IO TOEAHAHHS TOBEAIHKOBOIO Ta I1HTEPECOBOTO
TapreTUHTY J03BOJISIE TOCATTH HAMBUIIIOTO PIBHS PEJIEBAHTHOCTI pekiaMu. BoHouac BaXXInBo
YHHMKATH HaJIMIPHOI JieTalli3allii, ska Moke 0OMEXUTH MaciuTad KaMIaHii.

3. Lookalike-aymuTopii (cxoxi ayauTopii) 3aJMIIAOTBCS OIHUM 13 KIIFOYOBHX
IHCTpYMEHTIB TapreroBaHoi pekiiamu y Facebook Ads, ockiibku A03BOJISIOTH MacIITaOyBaTH
peKJIaMHiI KaMIaHil 3a paXyHOK IMOIIYKY HOBMX KOPHUCTYBadiB, SIKI MalOTh XapaKTEPUCTHKH,
nmoAiOHI 10 icHyrounX KmieHTiB. Llew miaxin 6a3yeThcs HA METOJaX MalTWHHOTO HaBYaHHS Ta
aHaJli31 BEJIMKUX MACHBIB JaHUX, IO BKIIOYAIOThH JAeMorpadiyHi, MOBEAIHKOBI Ta KOHTEKCTHI
XapaKTepPUCTHKH KOPUCTYBadiB [6].

Lookalike-monentoBannst € ¢popmoro Tak 3BaHoro audience expansion (po3MIHUpPEHHS
aynuTopii), KOJNM airopuTMu aHamizyoTh ‘‘seed audience” (BUXiAHY ayauTOpilo) Ta
BU3HAYAIOTh CIHUIbHI TAaTepHU TMOBeAiHKU. [licng mporo cucreMa 3HAXOJUTh HOBHUX
KOPHCTYBAUiB 13 NOJIOHUMH XapaKTEePUCTUKAMHU .
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HaykoBi migxoaw MATBEP/UKYIOTh, IO €()EKTUBHICTh IIHOTO METOJY 3aJICKUTh HE
CTUIBKH BiJl pO3MIipy BHUXiJHOI aynuTopii, CKUTbKK Bif i ogHOpIAHOCTI Ta sikocTi. Halikpari
pe3ynbTaTH JIEMOHCTPYIOTh ayauTopii, copmMoBaHI Ha OCHOBI KITI€HTIB 13 BUCOKMM LTV
(lifetime value), xopucryBauiB, siki 3milicHWIM HIBOBY nHito (purchase, lead), akTuBHOI
B3a€MO/II1 3 KOHTEHTOM.

VY 2025 poui edexruBHicTh lookalike-ayauTopiii 3HauHO TpaHCpOpMyBamacs Mmix
BIUTMBOM 3MiH Yy MOJITHII KOH(DIACHIIIHOCTI Ta PO3BUTKY anropuTMmiB Meta. KiarouoBum
dakTopom crana skicTh first-party data (Bnacuux ganux). Uepe3 oOMeKeHHS CTOPOHHIX cookie
Ta MDKIIATGOPMEHOTO TPEKIHTY, AJITOPUTMH BCE OUIbIIE MOKJIAJAIOTHCS Ha BHYTPIIIHI
mxepena naanx (CRM, Pixel, server-side tracking). fAxmio seed-ayautopis He € aKTyaJIbHOIO
abo J0CTaTHBO SIKICHOIO, edekTuBHICTH lookalike cyrreBo 3HmKyeThes [11]. 3pocma posnb
JUHAMIYHOTO OHOBIICHHS ayauTOpii. JlOCHipkeHHS! MOKa3yroTh, IO PEryispHe OHOBJICHHS
BUXIIHUX JaHUX JI03BOJIAE MiATPUMYBAaTH BHCOKY TOYHICTh MOJETIOBAHHSA Ta MOKpAIIye
noka3HuKH KoHBepcii. Criocrepiraerbes inTerpais lookalike-aymuTopiii 3 aBTOMaTH30BaHUMU
KaMmIaHisMu (Hanpukiaza, Advantage+), 110 103BOJISIE ANITOPUTMAM CaMOCTIMHO ONTUMI3YBaTH
noka3 pexyiamu. IIpakTudHi TOCTiKEHHS AEMOHCTPYIOTh 3HAYHUN BIUIMB SKOCTI JJaHUX Ha
edexruBHicTh lookalike-aymutopiii. 3okpema, y keiici 2025 poky [11] Oyin0 BcTaHOBIICHO, 10
BUKOPUCTAHHS JaHUX PO HAWOUIBII HIHHUX KITIEHTIB J03BOJIMIIO:

— 30LIBIIMTHU 3arajibHy LIHHICTH JiAiB Ha 79%;
— MIIBUIIATH CEPEIIHIO MIHHICTh KITieHTa Ha 27%;
— 3HU3UTH BapTiCTh 3amydeHHs Ha 11%.

Takox y HekomepliiiHOMy cekTopi BuKopHucTaHHS lookalike-aymuTopiit m03BOIIMIIO
301IBIINTH KUTHKICTh KOHBEPCiH (JOHATIB) y KUIbKa pa3iB, 10 MIATBEPIKYE iX eQeKTUBHICTh
JUIsl pI3HUX TUIIB Opraxizaiiit [5].

Hespaxxatoun Ha edextuBHicTh lookalike-aymuTopiii, cydacHi JocTimKeHHs
MOKa3yI0Th, IO iX MPOIYKTUBHICTH HE 3aBXKIH MEPEBUILYE IMIUPOKE TAPTETyBaHHS. 30KpeMa,
aHaiTUKa IeMOHCTpYe, o ROAS mmpokoro tapretunry moxe Oytu Bumum (113% mpotu
76%), CPM s lookalike-aymuTopiit y cepeanbomy Ha 45% Buinunii. 1le MOACHIOETBCS THM,
mo lookalike-aymuTopii € GIbII By3bKHUMH, 110 0OMEXY€E MAcIITad 1 MiJIBUILYE KOHKYPEHIIIIO
3a moka3 pekiamu. TakuMm 4YMHOM, y cydacHMX ymoBax lookalike-aynauropii mouiiabHO
BHUKOPUCTOBYBATH HE SIK €JIMHHIA IHCTPYMEHT, a sIK YaCTHHY TiOpuIHOI cTparerii [8].

Ha ocHoOBI aHani3y n0CHiKEHb MOKHA BUIUIMTH HalOUIbII €(EeKTUBHI MapamMeTpu
HAJTAIITYBAaHHS:

e Poswmip ayauropii (1%—10%)

o 1% — makcuManbHa TOYHICTh, ajle MEHIIHNM MacITao;
o 3-5% — OanaHc Mi’K OXOIUJICHHSIM 1 pEJIEBaHTHICTIO;
o 5-10% — macmTaOyBaHHs, ajie HIKYa TOYHICTB .
e JSxictb seed-ayauropii
o wmi"imyMm 100-1000 xopucTyBauis;
o ontumainsHOo 1000-5000;
o (okyc Ha “Halikpalux KiIi€HTax”’, a He BCiX.

e Tunu seed-ayauTopiii (3a €peKTUBHICTIO):
nokymii (purchase-based);
nigu (lead-based);
engaged users;
website visitors.

e Yacrtota oHOBIEHHS. PerynsipHe oHOBIeHHS (KOXHI 2—4 THXKHI) J03BOJISE
HiATPUMYBATH aKTYyaJlbHICTh aITOPUTMIB.

o O O O
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e Kom0OinyBaHHA 3 IHIIUMH iHCTpyMeHTaMu. Halikpaiili pe3yabTaTu J0CITraloThCs MPH
[IO€IHAHHI:
o lookalike + broad targeting;
o lookalike + perapreruHr;
o lookalike + apromaTiuHi kamnasii [5].

[Tormpu BHCOKy edekTuBHICTh, lookalike-aymuropii mMaroTh OOMEXKEHHS Yy BHUIJISIIL
3aJISKHOCTI BiJ| SIKOCTI BUXITHHMX JaHUX, HiABHIIEHOI BapTocTi mokasziB (CPM), 3HMXeHHS
e(eKTUBHOCTI uepe3 OOMeKeHHS aaHuX (privacy updates) Ta MOXIJIHMBE ‘‘TieperopaHHs’
aynuTopii TpH BIJCYyTHOCTI OHOBJICGHHsA. KpiM TOro, anropuTMmiuyHi CHCTEMH MOXKYTh
CTBOPIOBaTH IEPEKOCH Yy IOKa3l peKsiaMH, IO HiAKPECHIIO€ BaKIMBICTh KOHTPOJIIO Ta
TecTyBaHHs KammaHid. Takum uwmHOM, lookalike-aymuTopii 3amumaroTbess e(EKTUBHUM
IHCTPYMEHTOM MaclITa0yBaHHS PEKJIAMHMX KaMIIaHil, MpoTe iX pe3ylbTaTUBHICTh 3HAYHOIO
MIpOIO 3aJIEKHTh BiJ] SIKOCTI JJaHUX, IMPAaBUILHOTO BUOOPY MapameTpiB, iHTErpalii 3 iHIIMMH
crparerisiMu TapretTuHry. HaitOumpm edektuBHUM € BukopuctanHs lookalike-ayautopiit y
MO€HAHHI 3 aJITOPUTMIYHOIO ONITUMI3AIIEI0 TA ITUPOKUM TAPTETUHTOM, IO T03BOJISIE JOCATTH
ONTUMAJILHOTO OajlaHCy Mi’K TOYHICTIO Ta MacIITaboM.

4. Illupokuii TapreTHHT + anropuTMivyHa ontuMizamis. OIHIEI0 3 TOJOBHUX TSHICHIIIN
2025 poky € nepexia 10 HIMPOKOIro TAPreTUHTY 3 MiHIMAJIbHUMHU oOMexeHHAMU. Lle no3Bosse
anropuT™MaM Meta caMOCTIHHO 3HAaXOAWTH HaAOUIBII eheKTUBHY ayauTopito. JlociimKeHHs
HiATBEPIKYIOTh, IO TaKi MiIXOAN YacTo 3a0e3MeuyloTh Kpallll pe3yabTaTH, HiXK TPaIuIiiHUN
BY3bKUI TapreTUHT. AJNTOPUTMHU BPaxOBYIOTh COTHI CHTHAJIIB, SIKi HEAOCTYIHI ISl PyYHOTO
HasnamrtyBaHHA. OcoOinuBo epekTMBHUMHU € Kammadii Tunmy Advantage+, siki aBTOMaTHYHO
ONTHMI3YyIOTh BCi MapaMmeTpu pekiiaMHol kammasii. 1le 103Boiisse 3HAYHO 3MEHIIHWTH BILIUB
JIOJICBKOTO (haKTOpa Ta IMiABUIIUTH €PEKTUBHICTh PEKIaMH.

5. KpeatuB € KpUTHYHO BaXXJIMBUM €IIEMEHTOM e(eKTHBHOCTI pexiamu. HaBiTh
HAMTOUHINIMKA TapreTUHI He 3a0e3leUuTh pe3ylbTaTy 0e3 sIKICHOro KOHTEeHTY. OcTaHHIMU
pOKaMH CIIOCTEPIra€TbCsi TEHACHIIS 10 BUKOPUCTAHHS KOPOTKHX BiJ€O, 1HTEPAKTHBHOTO
KOHTEHTY Ta user-generated content. Taki ¢popmartu 3a06e31ne4y0Th BUCOKUI piBEHb 3aTy4eHHS
Ta J10BipH. JlOCHIIPKEHHS TaKOX MOKa3yloTh, 1110 MEPCOHATI30BaHl KPeaTuBH, aJaliTOBaH1 I
KOHKPETHI CErMEHTH ayIUTOpil, 3HAYHO MiJBUIIYIOTh e()eKTUBHICTh PEKIAMHUX KaMIaHiii [7].

6. PerapreTHHr € KIIIOYOBUM IHCTPYMEHTOM JUIsI POOOTH 3 ayAHMTOPI€I0, sKa BXKE
B3aeMoJisa 3 OpeHaoM. BiH 703BOJIsIE MOBTOPHO 3ajlyyaTH KOPHCTYBauiB 1 MiJBUIYBAaTH
HMoBIpHICTh KoHBepcli. CydacHMM peTapreTHHI cTaB OUIbII CKJIaJHUM 1 OaraTOpiBHEBUM.
BukopucToBYIOTbCS pPi3HI CETMEHTH ayJUTOpii 3aJeKHO BiJ €Taly BOPOHKH IPOJAXIB.
Hampuknan, okpemMo BUAUISIOTBCS KOPHUCTYBaul, sIKI MEperisiiaiad ToBap, AoAalud HOTo 10
KOIlIMKa a0o0 BXKe 3/1HCHIWIN MOKYIKY. BogHOUac qOCiKEHHS MiIKPECTIOI0Th HEOO0X1HICTh
0OMEXEHHS YaCTOTH MOKa3y peKyiaMu, 1100 YHUKHYTU epeKTy “TiepeciiyBaHHs ’, SKUI MOXKe
HEraTUBHO BIUIMBATH Ha CIIPUHHATTS OpeH.y.

OTtpumMaHi pe3ynbTaTy CBIAYATH NMPO Te, 1110 epekTuBHICcTh Facebook Ads Bu3HauaeThcs
HE OKpPEeMUMH HaJalTyBaHHJIMM, a iX KOMIUIEKCHOIO B3aeMojietro. CydacHi TeHJEHIIl
BKa3yIOTh Ha MTOCTYIOBHUH MEPEXi BiJl pydHOTO YIPaBIiHHS 0 aBTOMAaTH30BaHUX cucTeM. Lle
3MIHIOE pOJIb  MAapKeToJora: 3aMiCThb JETaJbHOrO HAaJaIUTYBAaHHS ayauTopii BiH
30CepeKYEThCS Ha CTpaTerii Ta KpeatuBi. BogHOYac BaXXJIMBO BPaxOBYBaTH €THYHI acIIEKTH
BUKOPUCTaHHS AaHuX. lluTaHHS KOH(IAEHUIHHOCTI CTalOTh JAedali aKTyaJlbHIIIMMH, IO
BIUTMBAE HA MIAXOIH JI0 TAPTETUHTY.

@opMy/1I0BaHHA MeTH CTATTi (IOCTAaHOBKA 3aBAaHHA). MeToro 1€l craTTi €
nepeBipka epEeKTUBHOCTI KpeaTHBiB, 3r€HEPOBAHUX IWITYYHUM IHTEJIEKTOM, B TapreToBaHiil
pexiaMi y OpiBHIHHI 31 3BUUaiiHUMU KpeaTUBaMH.
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BukJiiageHHsI OCHOBHOIO MaTepiajy JOCHiIKeHHSI 3 NMOBHUM OOIPYHTYBAHHSM
OTPUMAHHUX HAYKOBHUX Pe3yJIbTaTiB. Y MexXax JOCTiIKEeHHs 0yJ10 3M1iICHEHO TTOPIBHIIbHUI
aHayi3 e(eKTUBHOCTI Pi3HUX BUIIB KpEeaTUBIB y TapreToBaHii pekiaami Facebook Ads 3 meToro
BU3HAYEHHS 1X BIUIMBY Ha KJIFOUOBI MOKa3HUKH PE3YJIbTaTUBHOCTI, 30KpeMa PiBEHb 3aTy4ECHHS
(engagement rate), kmikaOenpHicTh (CTR) Ta konBepcii. Emmipuuna 6a3za mociipKeHHS
BKJIIOYaJia TECTYBaHHS JEKUIbKOX (POpPMATiB peKJIaMHUX OTOJIOIIEHB: CTATUYHHUX 300pa’keHb,
B1JICOKpEATHBIB, Kapycelel, pekiaamu y popmarti Stories, a TaKoK iHTEpaKTUBHHUX (popMaTiB.

Barowmi pesynpratu oTpuMani B cdepi reHepariii TEKCTiB, 3aroJ0BKIB Ul peKjIaMHu 3a
JIOTIOMOT'O0 IITYYHOI'O 1HTEJIEKTY.

3a3Buuail y TapreToBaHiil pekiamMi JOCTaBKH CYII BUKOPUCTOBYIOTHCS MICHXOJIOTIUHI,
MOBCIIHKOBI Ta CUTYaliiiHi TPUICpH, SKi CTHMYIIOIOTH IIBHAKS MPUHHSATTS PIMICHHS PO
3aMOBIEHHS Ta IIiIBUILYIOTh KOHBEPCil0. IXHA edeKTUBHiCTH 0a3yeThcs HA IOEIHAHHI
€MOLII{HOT0 BIUIMBY Ta aKTYaJIbHOI IOTPeOU KOPUCTYyBaya.

[lepmiuM KJIFOUOBUM TPUTEPOM € XapUOBUM (CEHCOPHHUI) TpUrep, SIKUH aKTUBYETHCS
yepe3 Bi3yaJbHY NpHUBAOIUBICT NPOAYKTY. SIckpaBi (oTo cymii, Makpo-3ioMKa TEKCTyp,
“CBKICTH” IHIPEHI€HTIB Ta aleTUTHA MOoJada BHKJIMKAIOTh MHUTTEBHH iHTEpeC i GOPMYIOTh
OaxxanHs crokuBaHHsA. Came 1ieil Tun Tpurepa € 6a3zoBuM s food-pekiiaMu, OCKUIBKH
HaNpsIMY BIUTHBA€E HA €MOIIMHE CIPHIHSTTS.

JIpyruMm € yacoBUH TpUrep, sIKUil BAKOPUCTOBYETHCS Uepe3 MPUB’SI3KY 10 KOHKPETHUX
MOMEHTIB JHSA a00 CcHUTyaliil: “Beueps micis pobotu”, “00in O6e3 mpuUroTyBaHHS’, “Mi3HIN
nepekyc”. BiH mpairoe 3a paxyHOK akTyami3amii morpedu “TyT i 3apa3”, 110 3MEHIIYe Yac Ha
OPURHATTS PilICHHS.

Tpetim € akuiiiuuii Tpurep, skui 6a3yeTbcs Ha CTUMYJIl BUTOJU: 3HMXKKH, IIPOMOKO/IH,
0e3KOITOBHA JI0CTaBKa a00 KoMO0-Habopu. BiH akTUBYe palioHaIbHE MUCIICHHS Ta BITIyTTS
BUT1AHOT IPOMO3HUIILi1, 110 0COOIHMBO €(heKTUBHO Y KOHKYPEHTHOMY CEPEIOBUIII JOCTABKH TXKi.

YerBepTuii — cortianpHui g0Ka3 (social proof). Y pekiami cymii e peani3yeTbes uepes
BIITYKU KJIIEHTIB, PEUTUHTH, KiIbKICTh 3amoBieHb a00 UGC-konrtent. Jlrogm cXuibHI
JOBIpSATH BUOOPY 1HIINX, TOMY IIEH TpHUTep 3HMWKYE Oap’ep HEJOBIPH 10 HOBOTO OpEeHITY.

II’stuit — reorpadiunmii Tpurep, sKuil OGa3zyeTbCsi Ha JOKAIbHOCTI MPOMO3MIII.
Pexnama moka3yeTbcsi KOpUCTyBadaM y pajiyci OCTaBKH, IO MiJCHIIOE PEICBAHTHICTD 1
BUKJIIOYAE “BlJalICHUH 1HTepec”, IKUi He MOKe KOHBEPTYBATHUCS B 3aMOBJICHHS.

OxpemMO BUKOPUCTOBYETHCS TPUTEP 3PYUHOCTI, SIKUH M1KPECIIIOE IBUIKICT IOCTABKH,
IPOCTOTY 3aMOBJIEHHS Y€pe3 3aCTOCYHOK a00 caiT, MiHIMaJIbHY KUIbKICTh KPOKIB /10 MTOKYIIKH.
BiH 3HMKY€E KOTHITUBHE HABAHTAXEHHS 1 CTUMYJIIO€ IMITYJIbCUBHI 3aMOBJIEHHS. TakuM 4nHOM,
HailOnbpIl edeKkTHBHA pekylamMa JOCTaBKU cCyIlli 0a3yeTbCs Ha IO€IHAHHI eMOLIHHUX
(Bi3yaJIbHUX), palllOHAJIbHUX (BUrOa) Ta CUTyallWHUX (4Yac, reojokKallisi) TpUrepiB, 110 B
KOMIIJIEKC1 3HAUHO MiBUILY€e HMOBIPHICTh KOHBEPCII.

PosrisinemMo ouH 13 KeHCIB TOCHIKEHHS Ha IPUKIIA/Il peKJiaMu B cepi JOCTaBKH TXKI.
3rilHO KJaCUYHMM TpHUrepaM peKJaMH, a caMe aKLiHHOMY TpHUrepy BUTIJHOI MPOIMO3MIIii,
3a3BMYail B peKJaMi JOCTaBKH CYIi BHKOPHUCTOBYETHCS TPOTO3HUIlIS «POJI B MOJAPYHOK.
Benuka KijabKICTh ONIepaToOpiB pUHKY MPONOHYE 0JTHAKOBHM oddep — e mojapyHKOBUH poi1 10
3amoBiieHHs. [1[00 BUALIMTHCH cepes; CXOXKHUX MPOIMO3WINH, IMTYYHUM IHTEIEKTOM OYJ0
3arpoIOHOBAHO aHaJIOriuHui oddep, ane B iHIIIH Moxayi, a came «Poi 3a 1 rpa». Kpeatusu 3
posoM 3a 1 rpH Oynu HpOTECTOBAaHI B TapreToBaHId pekiaami Ha psAgy 3 KIAaCHYHOIO
MPOTO3ULIIEI0 POy B TIOJJAPYHOK.

PosrnsinemMo pe3ynbTaTé TECTYBAaHHS PI3HUX BHJIIB PEKJIaMM 1 PI3HUX IMPOMO3ULIN
(Tabm. 1).
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EdexTuBHICTh KpeaTUBIB OIIHIOEMO IO MOKAa3HUKY BapTOCTI KOHBepcii abo BapToOCTi
1HCTaTy: YMM HI)KYa BapTICTh — TUM e(pekTuBHImA pexiama. OTpuMaHi pe3ynbTaTH CBiI4yaTh,
IO BIJJCOKPEATUBU JEMOHCTPYIOTh HAWBUINI IMOKA3HUKW 3aJly4CHHS ayauTopii, M0
NOSCHIOEThCS 1X 3JAaTHICTIO OJHOYACHO BIUIMBAaTH Ha Bi3yaJlbHI Ta EMOIIiifHI acleKTu
cripuitHATTA iHGopMartii. [{nHaMiuHuid XapakTep Bijeo 3a0e3mnedye MBUIKY Tepenady 3MIiCTy
pPEKIIaMHOTO TIOBIJOMJICHHS, [0 € KPUTHYHO BAXKJIMBUM B YyMOBax iH(OpPMaLiHHOTO
NIEPEBAHTAKCHHS ~KOPHUCTyBayiB. BojHOYac CTaTW4HI OTOJIOIIEHHS, 3 3aroJIOBKOM,
3anporionoBanuM LI, BusBuIuCS epeKTUBHIMMMU cepel CTaTHYHUX KpeaTuBiB. CraTHuHi
300paKCHHS TTOKa3aJIM CTaOUIbHI Pe3yJbTaTH y BUMAJKAX, KOJU PEKJIaMHE IMOBIJIOMJICHHS €
MPOCTUM 1 HE TOTPEOYE TOAATKOBOTO MOSICHEHHS.

Tabmuus 1 — IlopiBHAHHSA €(QEKTUBHOCTI TapreTOBAaHOI peKJIaMH 3 BHUKOPHUCTAHHSIM
IITYYHOT'O iHTEJEKTY 3 iHIIMMH BUAAMH TapreTOBaHOI PeKIaMu

Bun TapreToBaHoi | Bux kpeatuBy [pono3wumis B | Pesymprar EdexTuBHiCTH
peKIIaMH pekIami

Kongepciitaa Crarmynwmii 111 Ponza 1 rpa [ina xoHBepcii 0,34 %
Kongepciitaa CrarnyHuii Poun B mogapyHOK [ina xoHBepcii 0,64%
Kongepciitaa Bineo Bes obdepy [ina xoHBepcii 0,56%
Iacramn  mobimpHOTO | Crarmunnmii 111 Pomza 1 rpa Lina incTamy 0,45%
JOATKy

Incramn  mobimpHOTO | CTaTHYHUN Poxn B mogapyHOK Lina incTamy 0,89%
JOATKy

Incramn  moOineHOTO | Bimeo Pomza 1 rpa Lina incTamy 0,61%
J0JATKy

Jl1a 3a0e3neueHHs] HayKOBOT OOTPYHTOBAHOCTI PE3yNbTaTiB AOCTIIKEHHS 3a0€311eYeHO
PIBHO3HAYHMMH HAJAIITYBAaHHSIMH peKJaMu: aeMorpadiyHuMH (32 BIKOM, CTaTTIO, pIBHEM
noxony), reorpadiuHuMU (32 MiclleM MPOYKUBAHHS), 1HTEPECOBUMH (HA OCHOBI BIOJI00aHB
KOPHUCTYBa4iB), MOBEAIHKOBUMHU (HAa OCHOBI [iii KOPHCTYBadiB y Mepexi), peTapreTHHT
(opieHTaIlis HAa KOPUCTYBAYiB, SIKI BXKE B3a€EMOJISUTH 3 OpEHIIOM), a TaKOX BUKOPUCTAHHS
lookalike-ayauTopiii (momryk KOpUCTyBaviB 3i CXO)KUMHU XapaKTEPUCTUKAMH ).

BucHoOBKHM 3 1aHOT0 10CTiAKeHHS i MepCNeKTUBHU MOJAJTbIIMX PO3POOOK 32 TaHUM
HanpsiMOM. Pe3ynbTaTu JOCHIUKEHHS MiATBEP/UKYIOTh, L0 €(QEKTHUBHICTh pPEKJIAMHOI
KaMIlaHii BU3HAYae€ThCcs HE JIMIIE BUOOPOM KpeaTuBy, aje H HOro BIANOBITHICTIO THITY
TapreTuHry. Tak, BiJ€COKpeaTHBH JEMOHCTPYIOTh HaMKpalll pe3yiabTaTh y MO€JHAHHI 3
MOBEJIHKOBHM TApreTUHTOM Ta PETAPTETHHIOM, OCKIUJIBKH JIO3BOJISIOTH IEPCOHAI3yBaTH
peKiiaMHe TOBIOMJIEHHS JUIsl B)K€ 3alliKaBJlIeHOI ayauTopii. Y CBOI uepry, kapycemni Ta
CTaTH4H1 300paXeHHs € e(PEeKTUBHUMU NPU BUKOPUCTAHHI IHTEPECOBOTO Ta JeMOrpadiuHOro
TapreTUHry, 110 COPsAMOBAHMN Ha 3alydeHHs HOBHX KopucTyBauiB. Lookalike-aymuropii
MOKa3aJl BHUCOKY €(QEeKTHBHICTh Yy MaclITaOyBaHHI peKJIaMHUX KaMmmaHiii, ocoOiuBO y
NO€HAHHI 3 YHIBEpCAIbHUMHU KpPEeaTHBaMHU.

TakuM uYMHOM, OTpHUMaHI pe3yJabTaTH [O3BOJIAIOTH CTBEPKYBaTH, IO HANHOUIbII
e(peKTHUBHOIO € CTpareris, fka mependayvae IHTETrpalliio BiAMOBIIHOTO THUIY KpeaTHBY 3
ONTUMAIILHUM BUAOM TapreTtuHry. Lle 3abe3meuye migBHIEHHS PEIEBAHTHOCTI PEKIAMHOTO
MOBIJIOMJICHHSI, 3POCTaHHS DIBHS 3allydeHHA ayJuTopii Ta MaKCHMi3allil0 KOHBEPCIHHUX
MOKa3HUKIB, IO TMIATBEP/KYE MOIIBHICTh KOMIUIEKCHOTO TIiAXOAy JI0 HaJallTyBaHHS
TapreToBaHOi PEKJIaMH.

VY pesynbTaTi JOCHIIKEHHS BCTAHOBJICHO, IO HAWOUIBII €(PEeKTHBHI HATAIITYBaHHS
TapretoBaHoi pekiamu y Facebook Ads Bkir04aroTh:

— BHUKOPHUCTAHHS LIMPOKOIO TAPTeTHHTY 3 aJTOPUTMIYHOIO ONTUMI3AIII€l0;
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— 3aCTOCYBaHHs IOBEJIHKOBOT'O Ta IHTEPECOBOTO TAPTeTHUHTY;

— Bukopuctanus lookalike-aymuTopiii;

— BIIPOBAKEHHS 0araTopiBHEBOI'O PETapreTHHTY;

— CTBOPEHHS SKICHOTO Ta MEPCOHATI30BAaHOTO PEKJIAMHOTO KOHTEHTY.

Takum YMHOM, €(PEKTHBHICTH PEKJIaMU BH3HAYAETHCS IHTETPAIIEI0 TEXHOJIOTTIYHUX
MOYJIMBOCTEH TIAT(GOPMH Ta CTPATET1YHOTO MiAXOTY A0 MAPKETHHTY.

1. Book T., Wallach D. S. An Empirical Study of Mobile Ad Targeting // arXiv. — 2015.

2. Duffett R. G. A framework for Facebook advertising effectiveness: A behavioral perspective //
Journal of Business Research. — 2020. — Vol. 109. — P. 76-87.

3. Jiang D. R., Nikulkov A., Chen Y.-C., Bai Y., Zhu Z. Improving Generative Ad Text on
Facebook using Reinforcement Learning // arXiv. — 2025.

4. Kumar V., Gupta S. Artificial Intelligence in Digital Advertising: Targeting and Optimization
I/ Journal of Marketing Analytics. — 2025.

5. Lebesgue. Broad vs Lookalike Targeting Analysis — 2025.

6. Matz S. C., Kosinski M., Nave G., Stillwell D. J. Psychological targeting as an effective
approach to digital mass persuasion // PNAS. — 2017.

7. Mohamad Rizal N. I. A., Zuhairi N. E., Mohd Nasri N. P. B., Md Maarof M. Z. Increasing the

Effectiveness of Facebook Ads Campaign: A Case Study on Video Advertising // Multidisciplinary
Applied Research and Innovation. — 2025. — Vol. 6(1). — P. 147-152.

8. Pelet J.-E., Ettis S. A. Social Media Advertising Effectiveness // International Journal of
Technology and Human Interaction. — 2022. — Vol. 18(1).
9. Roy S. S., Linden T. Al-Related Advertising on Facebook: Addressing Bias, Targeting

Challenges and Regional Factors // Journal of Information Systems Applied Research and Analytics. —
2025.

10. Smith A., Johnson P. Machine Learning Approaches to Social Media Advertising Optimization
// Journal of Interactive Marketing. — 2025.

11. Uhl A. Case Study: Lookalike Audience Success — 2025.

12. Yousef M., Dietrich T., Rundle-Thiele S. Social Advertising Effectiveness in Driving Action //
International Journal of Environmental Research and Public Health. — 2021. — Vol. 18(11).

1. Book, T., & Wallach, D. S. (2015). An empirical study of mobile ad targeting. arXiv.

2. Duffett, R. G. (2020). A framework for Facebook advertising effectiveness: A behavioral
perspective. Journal of Business Research, 109, 76-87.

3. Jiang, D. R., Nikulkov, A., Chen, Y.-C., Bai, Y., & Zhu, Z. (2025). Improving generative ad
text on Facebook using reinforcement learning. arXiv.

4. Kumar, V., & Gupta, S. (2025). Artificial intelligence in digital advertising: Targeting and
optimization. Journal of Marketing Analytics.

5. Lebesgue. (2025). Broad vs lookalike targeting analysis.

6. Matz, S. C., Kosinski, M., Nave, G., & Stillwell, D. J. (2017). Psychological targeting as an

effective approach to digital mass persuasion. Proceedings of the National Academy of Sciences
(PNAS).

7. Mohamad Rizal, N. I. A., Zuhairi, N. E., Mohd Nasri, N. P. B., & Md Maarof, M. Z. (2025).
Increasing the effectiveness of Facebook Ads campaign: A case study on video advertising.
Multidisciplinary Applied Research and Innovation, 6(1), 147-152.

8. Pelet, J.-E., & Ettis, S. A. (2022). Social media advertising effectiveness. International Journal
of Technology and Human Interaction, 18(1).
9. Roy, S. S., & Linden, T. (2025). Al-related advertising on Facebook: Addressing bias, targeting

challenges and regional factors. Journal of Information Systems Applied Research and Analytics.
10. Smith, A., & Johnson, P. (2025). Machine learning approaches to social media advertising
optimization. Journal of Interactive Marketing.

96



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Towm 10, Ne 2, 2026 ISSN 2523-434X (Online)

11. Uhl, A. (2025). Case study: Lookalike audience success.
12. Yousef, M., Dietrich, T., & Rundle-Thiele, S. (2021). Social advertising effectiveness in driving
action. International Journal of Environmental Research and Public Health, 18(11).

Iryna Zlatova. Ph.D, Associate professor of the Department of Marketing Odesa Polytechnic
National University (Odesa, Ukraine).

Artificial intelligence in Facebook Ads targeted advertising.

The aim of the article. The purpose of this article is to test artificially generated ad creatives in
Facebook Ads. This study investigates the effectiveness of different configurations of targeted advertising
within Meta (Facebook) Ads, with a particular focus on how various creative formats, targeting strategies,
and psychological triggers influence user engagement and conversion rates. In the context of rapid
development of digital marketing technologies and the increasing role of artificial intelligence in ad delivery
systems, understanding the interplay between creative content and audience targeting has become a critical
factor for advertising efficiency. The research examines the main types of ad creatives, including static image
ads, video advertisements, carousel formats, Stories ads, and interactive formats.

Analysis results. The results indicate that video creatives demonstrate the highest engagement levels
due to their dynamic nature and ability to simultaneously activate visual, emotional, and cognitive processing
in users. Carousel ads show strong performance in product-based advertising, particularly when multiple
items or features need to be presented within a single ad unit. Static images remain effective for simple and
direct communication, while Stories ads benefit from full-screen immersive placement, increasing attention
retention and view-through rates. In addition to creative formats, the study analyzes key targeting
mechanisms used in Facebook Ads, including demographic, geographic, interest-based, behavioral
targeting, retargeting, and lookalike audiences. It is demonstrated that the highest advertising performance
is achieved when there is alignment between the type of creative and the targeting strategy. Behavioral
targeting and retargeting are particularly effective when combined with video creatives, as they allow
advertisers to reach users who have already demonstrated interest in a product or similar category. In
contrast, interest-based and demographic targeting are more suitable for static and carousel formats,
especially in the acquisition of new customers. Lookalike audiences contribute significantly to campaign
scalability by identifying new users with characteristics similar to existing customers, thereby increasing
reach without reducing relevance. A significant part of the research is dedicated to psychological triggers
used in food delivery advertising, particularly in the sushi delivery segment. The most effective triggers
include sensory appeal (visually attractive food presentation), urgency (limited-time offers and immediate
consumption contexts), scarcity (limited availability or exclusive deals), social proof (ratings, reviews, and
user-generated content), geographic relevance (local delivery targeting), and convenience (ease of ordering
and fast delivery). These triggers collectively reduce decision-making time and increase impulsive purchase
behavior, which is especially relevant in the food delivery industry. Furthermore, the study highlights the
increasing role of artificial intelligence and machine learning in optimizing Facebook Ads performance.

Conclusions and directions for further research. Al-driven systems are capable of automatically
adjusting ad delivery, optimizing targeting segments, and improving creative performance through
reinforcement learning mechanisms based on real-time engagement metrics. This leads to more efficient
budget allocation and improved return on advertising spend (ROAS), while also enabling large-scale
personalization of advertising messages. Overall, the findings confirm that the effectiveness of targeted
advertising is not determined by a single factor but by the complex interaction between creative format,
targeting strategy, and psychological influence mechanisms. The integration of data-driven targeting
methods with emotionally compelling creatives significantly enhances advertising outcomes. The results of
this study provide practical implications for marketers operating in the food delivery sector, particularly in
optimizing Facebook advertising campaigns for sushi delivery services and similar fast-consumption
products.

Keywords: Facebook Ads, targeted ads, digital marketing, artificial intelligence, behavioral
targeting.
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