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BLT PEJAKIIIT

HNEPCIIEKTUBH PO3BUTKY CHEIIIAJIBHOCTI «<MAPKETHUHI» Y CUCTEMI
BUIIOI OCBITH YKPATHU HA 2026-2036 POKH

[TepcrieKTHBY PO3BUTKY CIEIIATBHOCTI «MapKETHHT» y CHUCTEMI BUIIOI OCBITH YKpaiHU
IPOTATOM HAHOMMKYOTO JIECATUPIUYS BU3HAYATHUMYTHCS KOMIUIEKCOM TEXHOJIOT1YHUX,
€KOHOMIYHUX, COILIATBbHUX Ta IHCTUTYIIHHUX YHMHHUKIB. Cepel] HaWBaXIHMBIMIUX 13 HUX CHiJ
BUJITUTH ITU(GPOBY TpaHChHOPMAIlit0o EKOHOMIKH, IMOMTUPEHHS TEXHOJIOTIH ITYYHOTO 1HTEIEKTY,
3MiHYy MOJIEJIeH TOBEIIHKH CIIOKMBAYiB, a TAaKOX IOTPEOM IMOBOEHHOTO BiTHOBJICHHS Ta
CTPYKTYPHOI MOJIepHi3allii HaIlllOHAIbHOI €KOHOMIKH. MapKETHHTOBI pillleHHs BU3HAYATHMYTh
HaIlpsMHA PO3BUTKY IJANPUEMCTB, IX PHHKOBY CIICIialli3allio, IHHOBAIIWHY isJIbHICTD,
dbopMyBaHHS KOHKYPEHTHHX II€peBar Ta CHCTEMY B3a€MOJIi 13 30BHINIHIM CEPEIOBUIIEM.
BigmoBigHo, 3poctatrMe motpeda y (axiBIsX, 3AaTHUX HE JUIIE 3aCTOCOBYBAaTH OKpeMi
MapKEeTUHIOBI 1HCTPYMEHTH, ajie¢ W 3iHCHIOBATH KOMIUICKCHHH aHaji3 pPUHKOBUX IIPOIIECIB,
MIPOTHO3YBATH 3MIHHU TOIHUTY Ta PO3POOISATH CTpATETii PO3BUTKY ITiAMPUEMCTB.

OnHi€ero 3 KIIOYOBUX TEHJICHINM CTaHE 1HTENEKTyalli3allisl MapKETHHIOBOI JisJIbHOCTI.
[[lupoke BUKOPHCTAHHSA INTYYHOTO IHTENEKTY, BEJIMKUX JIaHUX Ta aBTOMATHU30BaHUX
AQHAIITUYHUX CUCTEM 3MIHIOBAaTUME CTPYKTYpPY MpodeciiiHoi AisUIBHOCTI MapKeToiora. 3HauHa
YaCTHHA PYTUHHUX OIEpaIliid, OB’ A3aHUX 13 00poOIeHHM iH(DOpMAIlii, CTBOPCHHSM THIIOBOTO
KOHTEHTY,  aHali30M  TMOBEAIHKM  CIOXKHBAa4YiB Ta  NIPOTHO3YBaHHSM,  IOCTYIIOBO
ABTOMATHU3yBaTUMEThCSA. BojmHodac 0coOMMBOI IMIHHOCTI HAOYyBaTHMYTh KOMIICTEHTHOCTI,
MOB’sI3aH1 3 MOCTAHOBKOIO CKJIAJHUX MAapKETUHTOBUX 3aBJaHb, IHTEPIPETALI€I0 PE3yNbTaTiB
AQHATITUKY, CTPATETIYHUM MUCJICHHSIM, KPEATUBHICTIO Ta MPUUHATTSAM YIIPABIIHCHKUX PIIICH B
yMOBax HeBH3HaueHOCTi. lle 3ymMoOBIIO€E HEOOXiIHICTh CYTTEBOIO OHOBJICHHS 3MICTY
MapKETUHTOBOi OCBITH.

VY mepcrnekTHBi OCBITHI IporpaMu MOBUHHI OUIBLIOI MIPOI0 Opi€EHTYyBaTHCS Ha
noeaHaHHS (pyHIaMEHTaIbHUX MAPKETUHTOBUX 3HAHB 13 KOMIIETEHTHOCTSAMH Y cepi mudpoBux
TEXHOJIOTIM, aHaJNITHKK [JaHUX, IITYYHOrO IHTENEeKTYy Ta YHpaBliHHS iHQOpMaliitHIMH
cucrteMaMu. J1o CTpYKTypH MiATOTOBKH (haxiBIliB TOIIIBHO MOCUIIEHO BKIIOYATH MAPKETUHTOBY
AQHANITUKY, YOpPaBIiHHA UU(POBUMH KOMYHIKAIIIMU, EIEKTPOHHY KOMEpIIil0, TEXHOJIOTI]
HITYYHOTO 1HTEJIEKTY B MapKETUHTY, MOJICITFOBAHHS IOBEIHKU CIIOXKHBAYiB Ta MIPOTHO3YBAHHS
PUHKOBHUX MpoiieciB. [IepCeKTUBHUMU MOXKYTh CTaTH MPOTPaMU Ta OCBITHI KOMIIOHEHTH Yy
chepi 1ubpPOBOrO MAPKETUHTY, MAPKETHHTOBOI aHANITUKH, MIXKHAPOJHOTO MAapKETHHTY,
MapKEeTHHTY 1HHOBAIllll, MapKeTUHry y cdepi 1H(GOpMALIHHUX TEXHOJIOTIH, MPOMHCIOBOTO
MapKETHHTY, arpapHOro MapKETHUHTY, MAPKETUHTY TOCHTYT.

OcobnuBoro 3HayeHHs g YKpaiHu HaOyae MapKeTHMHroBe 3a0e3leueHHsS IMPOILIECiB
MOBOEHHOTO BiJHOBJEHHA. BinOyaoBa MpOMHUCIOBOTO Ta iH(PACTPYKTYpHOTO MOTEHIIIaNy,
PO3BUTOK MaJjIoOro 1 CepeHbOr0 MIANPUEMHUIITBA, IHTETPaLlisl YKPaiHCHKOT0 Oi3HECY 10 CBITOBUX
PUHKIB BHMAaraTUMyThb BHCOKOTO pIBHS MapKeTHMHIOBOi KoMmmeTeHTHOCTi. I[ligmpuemcTBa
noTpeOyBaTUMyYTh (haxiBIliB, 3JaTHUX MPOBOJAUTH MIDKHAPOJHI MApKETHHTOBI JTOCIHIIKEHHS,
dbopMyBaTH €KCHOPTHI CTpaTerii, CTBOPIOBATH KOHKYPEHTOCIIPOMOKHI OpeHIH Ta aganTyBaTH
MPOYKIIIIO 10 BUMOT Pi3HUX CEIMEHTIB CBITOBOI'O PUHKY.

BaxxnuBoro 3HaueHHss HaOyBaTUMYTh MPOEKTHE HABYAHHS, BUKOPUCTAHHS PEAbHUX
013Hec-KelCiB, BUKOHAHHS MapKETHMHIOBUX JOCIIIPKEHb Ha 3aMOBJICHHS MIANPUEMCTB, Y4acTb
CTYIEHTIB y cTapTamax 1 pO3BUTOK nayanbHOi ocBith. lle cmpusitume (opmMyBaHHIO Y
BUITYCKHUKIB HE JIMIIIE 3HAHb, aJi€ ¥ peajbHOTO JOCBIAY BHpIMIEHHS MpodeciiHUX 3aBIaHb.
BoaHouac mepcrnekTHBU CHelianbHOCTI «MapKeTHHTY 3aJIeKaTUMYTh BiJ 3JaTHOCTI 3aKjajliB
BUIIOi OCBITH ONEPATHBHO pearyBaTH Ha 3MiHU PUHKY Mpalll. 3pocTaTUMe KOHKYPEHIIsS MiX
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TPAAMIIIHHOI  YHIBEPCUTETCHKOIO  OCBITOIO Ta  KOPOTKOCTPOKOBUMH  MpOdeCiHHUMHU
nporpamMamu, OHJIAaWH-KypcaMHd W  KOPINOPAaTHUBHUM HaBYaHHAM. Y 3B'3Ky 3 LUM
YHIBEPCUTETChKA OCBITa MMOBHHHA 3a0e31euyBaTy He Jiniie HaOyTTs MPUKIaJHUX HABUUOK, aje
i popmyBaHHS (yHIAMEHTAILHOTO HAayKOBOI'O MUCIICHHS, 3JaTHOCTI J0 aHAi3y CKJIATHUX
COIliaTbHO-€KOHOMIYHHUX TPOIIECIB 1 0e3mepepBHOro MpodeCiiHOro PO3BUTKY.

Takum ynnoM, y 20262036 pokax cremianbHICTh «MapKeTUHT» B YKpaiHi Ma€ 3HAYHUI
MOTEHLIaJl PO3BUTKY, MpOoTe ii KOHKYPEHTOCIIPOMOXXHICTh BHU3HAYaTHUMETHCA IIBUIKICTIO
MOJIepHi3allii 3MICTy OCBITHIX MporpaMm Ta iX BIAMOBITHICTIO TEXHOJOTIYHHM i €KOHOMIYHHM
Tpancopmariism. [lepcriekTHBHOIO MOIEIUTIO MalfOyTHBHOTO € MIATOTOBKA MAPKETOJIOra HOBOTO
MOKOTIHHS — (axiBIls, SKUH MOEIHYE CTPATETIYHE MUCIEHHS, TITMOOKE PO3YMIHHS MOBEIIHKH
PUHKY Ta CIOXXUBAdYiB, BOJOJIHHSA IU(GPOBUMU TEXHOJIOTISIMH, METOJaMHU aHai3y JaHUX i
MOXKJIMBOCTSIMHM IITYYHOTO iHTEenekTy. CaMe Taka TpaHcdopMallis JO3BOJUTH CIEIiaTbHOCTI
«MapkeTuHT» 30€perTy Ta MOCHIUTH 3HAYCHHS y CUCTEMI BUIIOI OCBITH YKpaiHu, 3a0€3MeUnTH
il BIAMOBIAHICTL OTpeOaM HaI[iOHAIBPHOI €EKOHOMIKH Ta CIIPUATH IiATOTOBI (PaxiBIliB, 31aTHUX
dbopMyBaTH KOHKYPEHTOCIIPOMOXKHICTh YKPaiHCHKOTO Oi3HECY B yMOBax I100aNbHOT IIUPPOBOT
E€KOHOMIKH.

Muxaiijio Oxjaanaep
Tonosnuti peoakmop sxcypuany «Mapxkemune i yugposi mexnonozii»
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THE USE OF ARTIFICIAL INTELLIGENCE IN MARKETING RESEARCH.
THE POSITION OF THE POLISH SCIENTIFIC SOCIETY OF MARKETING

The aim of this article is to present the position of The Polish Scientific Society of Marketing
(PSSM) on the use of artificial intelligence in marketing research. Artificial intelligence — in the
broadest sense — is a kind of signum temporis, a hallmark of the times in which we live. Al undeniably
creates great opportunities and potential for development. It also presents extraordinary,
multidimensional challenges, some of which take the form of real, significant threats. Emphasizing both
the opportunities and the difficulties created by the constant and dynamic development of artificial
intelligence tools, including GenAl, the Polish Scientific Society of Marketing — Poland’s largest non-
profit organization bringing together researchers and academics working in this field — has deemed it
important to adopt an official position on the use of artificial intelligence in scientific research.

Keywords: marketing, marketing science, research ethics, The Polish Scientific Society of
Marketing.

DOI: 10.15276/mdt.10.3.2026.1

Introduction. Research ethics in the digital economy. It is generally accepted that the
term ‘science’ refers to a systematic approach to acquiring knowledge about the world around
us, using objective and verifiable research methods. Science is concerned with understanding
the phenomena, processes and behaviors around us; it can be regarded as a knowledge-
generating activity undertaken by humans — researchers — and is therefore a form of rational
and intentional human activity [1]. In the context of the discussions presented in this article, it
is particularly important to emphasize that science and scientific research are always conducted
by human beings — as rational beings who act rationally and in accordance with, and for the
benefit of, society as a whole — rather than by their creations, such as algorithms or artificial
intelligence.

© 2026 The Authors. This is an open access article under the CC BY license
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Science can also be regarded as a process of seeking and discovering the truth, which is
carried out using available, constantly improving research techniques and tools, and which
nowadays increasingly relies on digital solutions. Finally, science can be associated with
verified facts and truths that are based on reliable evidence, rather than on assumptions or value
judgements [2].

The pursuit of science as a vital sphere of human activity, in order to preserve its
objective value and fulfil its cognitive function, absolutely requires adherence to established
methodological standards, transparency of actions and, no less importantly, ethical conduct in
the process of discovering the truth [3].

Research ethics is regarded as a branch of normative ethics which clearly defines the
moral principles governing a researcher’s conduct and the standards for conducting research
with integrity. Ethical conduct requires honesty towards science, a commitment to the reliability
of results, and absolute respect for the rights, safety and dignity of participants or the
environment [4]. The principles of research ethics are based on several key tenets, which
include:

a. rigor, manifested in the application of appropriate methods and the use of
available tools to support the research process;

b. responsibility for the conditions under which research is conducted and for the
reliability of the results obtained;

C. prioritizing the pursuit of truth over the pursuit of particular interests and the
achievement of personal goals;

d. compliance with applicable research standards and norms generally accepted
within the relevant scientific community;

e. avoiding the temptation to take ‘shortcuts’, maintaining vigilance and engaging

in conscious reflection on the consequences of utilizing emerging technological solutions,
including artificial intelligence, in the researcher’s work.

In light of the general issues outlined above, it is worth citing three documents by way
of example. The first of these is the European Code of Practice on Research Integrity. It sets
out, amongst other things, the fundamental principles of research integrity, such as: (a) integrity
in ensuring the quality of research, (b) honesty in the design, conduct, review, reporting and
communication of research, (c) respect for colleagues and research participants, (d)
responsibility for research from conception to the publication of its results [5]. The second
document worth discussing is the Code which plays a leading role in Polish science: the ‘Code
of Ethics for Research Staff’, drawn up by the Commission on Ethics in Science and adopted
by the 141st General Assembly of the Polish Academy of Sciences on 25 June 2020 and updated
on 5 December 2024 [6]. It may be regarded as a document taking precedence over other studies
of this kind produced within the fields of individual academic disciplines and sub-disciplines.
The Code referred to, in turn, draws on the provisions of the third of the key documents cited
in this article, namely the Magna Charta Universitatum, signed in Bologna in 1988 to mark the
900th anniversary of the founding of the first university in Europe, and to its declaration of the
values of the academic world — both in the field of scientific research and education [7]. These
two documents alone serve as evidence that the issue of ethical conduct amongst members of
the academic community is an important matter that warrants codification.

In the field of research, ethical conduct has been a subject of debate for a very long time
[8]. The importance of ethics is recognized across all scientific fields and disciplines; nowadays,
the obligation to adhere to ethical principles is beyond doubt. A review of the available literature
leads to the conclusion that, to date, discussions on this topic have focused on such important
issues as: research involving humans and animals, research funding, bias and partiality in
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research conduct, transparency of data collection processes and methods, the dissemination of
research findings, the misappropriation of others’ intellectual property (plagiarism), and
nepotism [9]. For understandable reasons, modern IT tools and artificial intelligence have rarely
been the subject of broad academic discussion on research ethics to date. These solutions,
particularly artificial intelligence, have only relatively recently begun to provide technological
support for scientific research; however, their role is growing at a rapid pace and cannot be
overlooked in this discussion.

Aim and Objectives. The application of artificial intelligence in science. Artificial
intelligence, which has been under development since the mid-1950s, is all-encompassing in
nature and transcends the boundaries of time and space [10]. It is present in all areas of human
activity, including the fields of science, scientific research and academic teaching [11]. Thus,
the presence of artificial intelligence in science has become a fact and is beyond dispute. There
is no reason why scientists should not make use of the solutions offered by advances in
information technology. On the contrary, numerous advantages are cited of researchers utilizing
artificial intelligence tools, ranging from assistance in refining research concepts or accelerating
the entire research process, through deeper exploration of the environment or subject under
study, review and critical analysis of the literature, and writing texts, to the generation of new
knowledge resources in the form of scientific articles or practical applications.

Experts unanimously emphasize that digital technology and artificial intelligence have
great potential to transform the working environment, including that of researchers, for example
by automating certain routine tasks and duties [12]. The use of artificial intelligence in the field
of science shapes researchers’ new skills, stimulates their creativity and increases productivity.
However, in order to harness the potential of Al, researchers must be aware of the numerous
limitations and ethical issues associated with the use of artificial intelligence tools [13, 14]. One
of the key and urgent issues that needs to be addressed is the development and subsequent
promotion of clear and unambiguous principles and procedures regarding the use of artificial
intelligence in scientific research. Among other things, it is essential to maintain the integrity,
reliability and transparency of the process from data collection and processing right through to
the public availability of results. A matter directly linked to this is respect for copyright and the
protection of intellectual property. Given the increasing use of artificial intelligence in research,
the issues raised here appear to be under serious threat. They may be ignored or overlooked by
researchers who, in the name of greater productivity or a thoughtless quest to simplify their
cognitive activities, may — more or less consciously — expose not only the results of their work
but also the entire academic community to criticism. The challenges posed by artificial
intelligence are multidimensional and complex, affecting both the individual and the social
spheres, across every dimension of time and space, sector and field of activity. Legal and ethical
issues are of particular significance.

In light of the above considerations, it becomes a priority to emphasize the importance
of ethics in the digital world and in conditions shaped by Al. The potential applications of Al
in science — understood both as a body of knowledge about the world and as a means of creating
and discovering that knowledge through research conducted under a strict code of conduct,
particularly with regard to research methods — should be the subject of wide-ranging academic
debate.

In an era of dynamic changes in the socio-economic environment, the development of
and widespread access to digital technologies, the use of human achievements and the products
of human labor — including artificial intelligence — in scientific research must always be ethical.
It must continue to be based on the principles of transparency, integrity and responsibility.
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Research Methodology. Marketing as a field of study and science. Treating marketing
as merely one of a company’s business functions, focused solely on sales and customer
acquisition — and sometimes associated with excessive persuasion or manipulation in the form
of advertising messages — is a highly simplistic and even unfair view. Marketing, as a form of
activity undertaken by market participants, is now an important area of scientific research [15].
His areas of interest include research into the market motivations of economic actors such as
businesses, public institutions and third-sector organizations (non-profit organizations). At the
very heart of marketing are consumers, and in particular the factors, motives and patterns of
their behavior in the market. Research into marketing, the market conditions governing the
operation and development of enterprises, and consumer behavior also concerns a wide range
of other stakeholders, who often form networks of relationships amongst themselves, thereby
influencing one another [16]. Marketing in the academic sphere, by uncovering the mechanisms
and principles governing the behavior of actors within the socio-economic environment,
demonstrates both theoretical and practical value. On the one hand, it organizes the knowledge
needed to understand the contemporary market and to provide education, particularly at
university level; on the other hand, it provides practical solutions to managers and decision-
makers responsible for organizing exchange processes within a free-market economy.
Marketing as a discipline also exhibits a distinct interdisciplinary character, drawing on the
achievements of other disciplines, such as psychology, sociology, cultural studies and computer
science, whilst simultaneously contributing its own cognitive and methodological advances
[17].

Understanding marketing as a discipline, given its strong practical orientation, leads to
reflection on the ethical aspects of conducting research in this field [18, 19]. Marketing, like
any other discipline, should be free from even the slightest signs of a lack of research integrity,
the manipulation of results, the dissemination of dubious, unsubstantiated information, or the
evasion of responsibility for the manner in which such information is obtained and processed
[20]. The latter issue in particular requires close attention, as widespread access to digital
technologies — including artificial intelligence — by researchers may prove to be a double-edged
sword. Whilst the potential benefits of using artificial intelligence in science are frequently
highlighted in scientific discourse, the resulting risks are discussed far less often. Meanwhile,
artificial intelligence — and, more broadly, the challenges posed by digital technologies —
present every social and economic system with specific, serious and ever-growing challenges,
in the form of both opportunities and threats. All of these are the subject of in-depth analysis
and assessment in the international literature, including articles published in the journal
«Marketing and Digital Technologies» [e.g. 21]. For example, in the field of marketing science,
artificial intelligence plays a significant and widespread role in brand building and the selection
of creative strategies; it forms the basis for the personalisation of adverts on a scale that was
previously unattainable [22]. The use of Al, big data and digital technologies in advertising
creation and media selection is becoming commonplace in the world of marketing
communication [23, 24]. Al algorithms are capable of learning, processing vast amounts of data
and developing creative strategies. They enable the precise tailoring of a message’s content and
form to a specific segment, market niche or the profile and needs of an individual user [25],
[26]. Such profound changes in marketing practice necessitate a new scientific perspective on
marketing [27]. This, in turn, may threaten the status quo regarding the perception of the role
of scientific research as a source of new knowledge, including the maintenance of ethical
standards of conduct for researchers. For this reason, there is an urgent need to develop
standards for the use of technological advances in scientific research, including in the field of
marketing.
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When considering the issue of research ethics from a broad perspective, it is worth
noting that, for some time now, there has been a rapid process of institutionalization of this
issue [28]. Various institutional forms already exist in academia, including both those widely
recognized within the scientific community and those proposed by smaller groups of
researchers specializing in specific issues [29]. Among others, the following solutions can be
highlighted here: specific legal regulations, the work of ethics committees, codes of conduct,
good research practice, ‘academic oaths’, ‘scientific tribunals’ or officially held positions.
These can also be found in the field of marketing.

Presentation and Discussion of the Main Results. The Position of the Polish Scientific
Society of Marketing. An example of an institutionalized statement expressing a view on the
use of digital technologies in academia is the Position on the use of artificial intelligence in
scientific and research work in the field of marketing, drawn up by the Polish academic
community. It was formulated and adopted in 2026 by the Polish Scientific Society of
Marketing — Poland’s most important and largest organization, bringing together
representatives from several dozen academic centers across the country who specialize in
marketing and consumption (https://pntm.pl). Founded in 2013 in Poznan, the Society currently
(June 2026) has nearly 300 members. The PSSM brings together the academic community,
undertaking regular and systematic activities aimed at popularizing the science of marketing
and its achievements, fostering a scholarly ethos, promoting ethical principles in scientific
research, and creating conditions for collaboration in interdisciplinary research. In fulfilling its
role of serving the field of marketing and its representatives, the PSSM supports the
development of this sub-discipline, strengthens its position on the national and international
stage, promotes the ethos of the researcher and the achievements of its members, and
contributes to public discussions on the significance of science as a vital part of socio-economic
life. The PSSM upholds universal principles and ethical values, and calls on all those involved
in marketing — both academics and business practitioners — to adhere to them. An important
initiative undertaken by the Society several years ago was the development of the Code of
Conduct for the Marketing Academic Community, which sets out the fundamental principles
and values — including ethical values — guiding members of the Polish academic community
who specialize in marketing as their area of scientific and research interest [30, 31]. Below, we
present our Society’s position, developed this year, regarding the use of artificial intelligence
in scientific research. It was formulated by the Executive Board and the Scientific Council of
the PSSM on 16 April 2026.

1. Preamble.

1.1. Artificial intelligence (Al) and easy access to it are changing the modern world on
many levels, including social, economic, and research, bringing both positive and negative
consequences that are worth knowing about.

1.2. The Polish Scientific Society of Marketing sees a great opportunity and need to use
the latest technological achievements, including artificial intelligence, in conducting reliable
research and sharing its results, which contribute to the development of science, a better
understanding of the modern world, and the phenomena occurring in it. However, using
artificial intelligence in researchers' work requires a lot of caution.

1.3. The results of intellectual scientific work are primarily the outcome of the
researcher’s involvement and mental effort, who — based on their knowledge, access to research
infrastructure, and proven research methods — objectively discovers new truths that enrich the
existing achievements in the field of science and takes full responsibility for the process of their
creation and the conclusions drawn.
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2. The Role of Atrtificial Intelligence in Science and Scientific Research.

2.1. The use of artificial intelligence in science is acceptable as long as the achievements
obtained are primarily the result of the intellectual and creative work of the researcher. No
technological solution, including artificial intelligence, can replace them in the pursuit of
deepening and expanding knowledge. This is a domain exclusively for rationally acting
humans, guided by scientific ethics and respect for the rights and accomplishments of other
researchers.

2.2. Atrtificial intelligence should be treated as a tool that supports scientific research
work, making it easier for the researcher to make progress in the process of understanding. It
can be particularly useful for literature reviews, identifying research gaps, searching for and
processing larger amounts of data, pointing out new cause-and-effect relationships, or for
language correction of scientific or teaching materials.

2.3. Using artificial intelligence in the world of science is an opportunity to speed up the
discovery of new truths, whose understanding and application can help increase knowledge,
explore new possibilities, improve quality of life, boost safety, and also foster intellectual and
spiritual growth of humanity. The key to achieving this is maintaining balance between human
contribution and control over cognitive processes and the involvement of algorithms.

3. Responsibility of Scientists and Marketing Researchers.

3.1. Every scientist and marketing researcher bears full moral, ethical, and legal
responsibility for the consequences of using artificial intelligence in their work and sharing its
results.

3.2. Artificial intelligence does not exempt scientists working on marketing issues from
objectively and transparently understanding the changing reality, including the behavior of
market entities, the relationships between them, and the developing processes in the socio-
economic sphere.

3.3. Informing about the fact and scope of using artificial intelligence in scientific work,
especially in cases where Al influenced the analysis conducted or the conclusions drawn, is
good practice and a standard that should be followed to maintain transparency, which is a
hallmark of any thoroughly conducted work, including scientific research.

3.4. It is the duty of a scientist or marketing researcher using artificial intelligence to
critically evaluate all its outputs, which can be prone to various errors. Uncritical or careless
use of solutions suggested by artificial intelligence can lead to the repetition and spread of false
information.

3.5. When using artificial intelligence, special caution should be taken when entering
personal data, confidential information, previously unpublished research results, or someone
else's image into the system. This could lead to violations of third-party rights as well as legal
and ethical consequences.

3.6. Implementing artificial intelligence in scientific research cannot be done detached
from methodological standards regarding the quality of the research being conducted. This is
especially important since using artificial intelligence in the research process can both improve
and reduce the quality of the research.

3.7. Using artificial intelligence in the research process requires researchers to take
actions to limit negative phenomena related to hallucinations, Al bias, or insufficient adaptation
of generated solutions to the cultural context. Therefore, it becomes important to develop skills
in properly using artificial intelligence in scientific research, which should also be original.

4. Recommendations of the Polish Scientific Society of Marketing.

4.1. Creative work in the form of conducting scientific research, writing scientific
publications, and developing teaching materials for educating future managerial staff and new
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generations of scientists, regardless of the methods and tools used, should be based on
established standards and core values. Examples include, among others, the code of the
marketing research community or codes of ethics in scientific work.

4.2. A piece of work in the field of marketing can be considered your own original result
only if it was created through controlled researcher activity at every stage of the creative
process, intentionally aimed at the intended outcome.

4.3. Scientific research and the outputs of a researcher's work created using artificial
intelligence do not exempt them from thinking critically and evaluating them before
dissemination.

4.4. Artificial intelligence can only serve a supporting or streamlining role in conducting
scientific research in the field of marketing or in creating scientific publications. At no stage of
scientific work, however, does it relieve researchers of legal, moral, and ethical responsibility
for their methods and the results of their scientific research activities.

4.5. Using content generated by artificial intelligence in scientific research in the field
of marketing and market participant behavior requires absolute verification each time of its
accuracy, consistency with reality, and finalizing it in a form that aligns with the researcher's
intentions, for which they bear legal and ethical responsibility.

The document presented above on the use of artificial intelligence reflects the maturity
of the entire marketing research community in Poland. The PSSM Position addresses the broad
and internationally relevant issue of leveraging Al capabilities in scientific research in terms of
content and methodology. The main role of our Position is to promote a broadly understood
ethical responsibility among all members of the Society as well as other researchers working in
the socio-economic research field.

Conclusions and Directions for Further Research. The growing digital economy in
the field of science is revolutionizing scientific research and related education at all levels of
learning. Increasingly advanced tools for collecting, processing, storing and analyzing data
provide unprecedented access to information, whilst also necessitating the development of
digital skills amongst both providers and recipients of knowledge. In these circumstances,
public debate on the ethics of scientific research and the researcher’s ethos not only remains
important but takes on a new, even greater significance. This stems from the fact that research
tools based on digital technologies — including, above all, artificial intelligence — are becoming
an increasingly powerful force in the world of science, whilst scientific research is being
undertaken by ever-larger groups of researchers.

The PSSM’s position on the use of artificial intelligence, as set out in this article, is an
expression of the maturity and responsibility of the entire marketing research community in
Poland. The primary purpose of this Position is to promote ethical responsibility in the broadest
sense amongst all members of the Society, as well as other researchers engaged in socio-
economic research. It may serve as a model and source of inspiration for academic communities
in other countries. It may also serve as an invitation to academic communities specializing in
marketing to engage in discussion and develop a joint, international position on the use of Al
in marketing research.
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mapxemuney, Ilonvwya.

Bikmop A. B., ooxmop eabinimosanutl, npogecop, npogecop ragheopu mapkemuney
Kpakiscbkozo exonomiunoeo ynieepcumemy, 2conoea Haykoeoi padu Ilonbcvko2o naykoeo2o
moeapucmea mapkemuney, uieH Exonomiunoco womimemy Konghepenyii pexmopis
akademiunux yHieepcumemis Ilonvwi, [lonvwa.

Bukopucmanna wimyunozo inmenekmy ¢ mapkemunzoeux 0ociaioxycennax. Ilozuyis
IlonbcvK020 HAYK06020 MOBAPUCIMEA MAPDKEMUHZY .

Y cmammi poskpumo nosuyito I1o1bcbko20 HAYK08020 MOBAPUCEA MAPKeMUH2Y U000
BUKOPUCIAHHA WMYYHO2O [HMENeKmy 6 HAYKOGUX I MApKemuHeo8Ux O0CiOiceHHAX. Busnaueno
moorcnueocmi cucmem LI ona nowyky u onpayrosanns inghopmayii, ananizy 6eauKux mMacugie 0aHux,
BUABNEHHA OOCIIOHUYbKUX NPOSANUH, MOBHO20 peodzy8amHs ma MNiOSUWeHH NPOOYKMUBHOCI
HAYKO8Yi8. AKYeHmosano Ha pusuxax Oe3iHghopmayii, anreopummivHoi ynepeodsiceHoCmi, nOpYUIeHHs.
A8MOPCLKUX NPaAs, KOHGIOeHyitnocmi 1l memoodono2iunux cmanoapmis. OOIpyHMoO8ano HeoOXiOHicmb
npo3opo nosioomasmu npo 3acmocysanua LI, kpumuyno nepesipsmu pezyrbmamu ma 36epicamu
MOpANbHY, emuuny U HpUoudHy 8ionosioanvhicms Oocaionuxa. Ilooano pexomendayii wo0o
8i0n06i0abHo20 suxkopucmanta LI sk O0onomisicHo2o THCMPYMeHmMY, WO He MOodce 3aMIHUMU
IHMeNeKmyanbHy i meopuy npayio HayKoGys.

Kntouosi cnosa: mapkemume, wmyuHuil iHmenekm, MApKemuHe08i OOCHIONCEHHS, emuKa
HAYKOBUX 00CTI0NCeHb, YUPPOBA eKOHOMIKA, HAYKOBA O0OpOHeCHiCmb, 8i0N08I0ANbHICIb 00CIIOHUKA,
Ionbcvke Haykose Moeapucmeo MapKemuney; Memooono2is 00CIi0HCEHb.

Received: 5 June 2026
Accepted: 15 August 2026
Published: 19 September 2026

Z. Waskowski, J. W. Wiktor. The use of artificial intelligence in marketing research. The 15
position of the Polish Scientific Society of Marketing


https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.24425/sts.2023.148177
https://doi.org/10.33392/diam.1818
https://doi.org/10.33141/po.2024.01.08
https://uam.in.ua/common/marketing-in-ukraine_3_2026/

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 3, 2026 ISSN 2523-434X (Online)

UDC 339.138:004.738.5 JEL Classification: M31, O33

Yelyzaveta Rybalchenko

ORCID: https://orcid.org/0009-0001-1348-9891
Social Media Lead Jacob & Co

(New York, USA)

DIGITAL PLATFORMS FOR AMBASSADOR PROGRAM MANAGEMENT AS A
TOOL FOR INCREASING INFLUENCER MARKETING ROI:
EU AND US EXPERIENCE

The article examines the role of digital platforms for ambassador program management in
increasing the return on investment (ROI) of influencer marketing, comparing collaboration strategies
in the EU and US markets. It is shown that brands relying on a digital platform to manage a consumer-
to-ambassador program achieve a more favorable cost-to-engagement ratio than brands relying on
direct celebrity contracts. The empirical basis includes the cases of Jacob & Co. (US, luxury) and
LAMEL (EU, mass market), the latter implemented via the Spitche platform. The study identifies the
core platform functions driving ROI and proposes a methodological cycle for assessing the economic
effect of platform-enabled ambassador programs.
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Introduction. Influencer marketing has shifted from a manually managed
communication channel to a process increasingly mediated by dedicated software platforms
that automate ambassador recruitment, rewards, content collection, and performance tracking.
This shift is directly relevant to marketing's digital transformation, since the platform layer —
rather than the influencer relationship itself — increasingly determines whether a brand's
influencer investment scales efficiently or remains a series of disconnected campaigns. As
digital marketing infrastructure matures, the question of which specific technological
capabilities drive return on investment becomes as important as the question of which creators
or collaboration formats a brand chooses.

Despite this shift, most return-on-investment (ROI) analyses of influencer marketing
still treat the collaboration format (celebrity contract vs. consumer ambassador) as the primary
variable, without isolating the contribution of the digital platform itself — its automation of
rewards, its data infrastructure, and its capacity to convert ordinary customers into a structured,
trackable ambassador community. This creates a gap in understanding how much of the ROI
advantage of ambassador-based strategies is attributable to the underlying platform technology
rather than to the collaboration format alone. The distinction matters in practice: a brand
evaluating whether to invest in a dedicated ambassador-management platform versus
continuing to manage relationships manually through spreadsheets and direct outreach needs
evidence on which specific platform functions justify that investment.

© 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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The problem is compounded by structural differences between the EU and US markets
in regulatory environment and media consumption patterns, which affect how platform-enabled
ambassador programs should be configured and scaled in each region. The fragmented
regulatory and linguistic landscape of the EU, in particular, creates administrative costs that
scale with the number of national markets served — a burden that platform automation is
structurally well-suited to absorb, but whose magnitude has not been systematically
documented in the literature. Recent industry research indicates that brands increasingly treat
influencer marketing as an operating system with defined platform roles and repeatable
processes rather than as a series of one-off campaigns [8], reinforcing the relevance of analyzing
the platform layer directly rather than treating it as an implementation detail subordinate to
creative strategy.

The economic evaluation of marketing investment is traditionally approached through
ROI marketing, in which customer value reflects cumulative cash flow over the relationship
rather than a single transaction [1]. This framework directs attention toward retention and
repeat-engagement metrics rather than one-off reach, which is consistent with the structural
logic of platform-enabled ambassador programs, where the platform's core value proposition is
precisely its ability to sustain engagement over time rather than to generate a single conversion
spike.

Existing literature distinguishes one-off creator integrations, oriented toward immediate
conversion, from long-term ambassador programs that build a cumulative trust effect [2]. This
typology, however, is generally discussed at the level of collaboration strategy, without
reference to the specific software infrastructure that makes a long-term ambassador program
operationally viable at scale. A brand wishing to manage a long-term relationship with ten
ambassadors can do so manually; a brand managing thirty thousand ambassadors, as in the
LAMEL case examined below, cannot do so without dedicated platform support, regardless of
how the collaboration format is classified theoretically.

Regulatory asymmetry between the EU and the US is also documented: the US Federal
Trade Commission (FTC) provides a unified disclosure framework, while EU advertising
regulation is governed by national codes in each member state [3]. This asymmetry has direct
implications for platform design, since a platform serving EU-based ambassador programs must
accommodate compliance requirements that vary by country, whereas a platform serving the
US market can apply a single federal standard across the entire ambassador base.

Industry-level analytics increasingly document a sharp engagement-rate decline as creator
follower count increases — from roughly 3.7-3.9% for nano- and micro-influencers to under 2%
for macro- and mega-influencers — even as absolute reach and earned media value rise with
audience size [9]. However, this body of research evaluates creator tiers and collaboration
formats without isolating the specific contribution of the management platform itself: its
automated rewards mechanics, its community data infrastructure, and its capacity to lower the
marginal cost of recruiting and retaining ambassadors at scale. Industry reports tend to treat the
platform as an enabling technology rather than as an independent driver of ROl worth
measuring on its own terms, which leaves practitioners without clear guidance on which
platform functions to prioritize when evaluating or selecting ambassador-management
software.

This represents the unresolved part of the general problem addressed in this study — namely,
how the choice of a digital platform for ambassador program management independently affects
the ROI of influencer marketing, separately from the choice of collaboration format, and which
specific platform functions account for that effect.

Y. Rybalchenko. Digital platforms for ambassador program management as a tool for 17
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Aim and Objectives. The purpose of the article is to substantiate the role of digital
platforms for ambassador program management as a tool for increasing influencer marketing
ROI, based on a comparative analysis of EU and US market practices. The tasks of the study
are: (1) to identify the core functions of ambassador-program management platforms that
contribute most to ROI; (2) to compare a platform-enabled consumer-ambassador strategy (EU
case) with a traditional celebrity-contract strategy (US case) in terms of cost efficiency and
engagement outcomes; (3) to propose a methodological cycle for assessing the economic effect
of platform-enabled ambassador programs.

Research Methodology. The study employs a comparative case-study methodology,
contrasting two empirical cases selected to maximize variation in both price segment and
collaboration format: the Swiss watch brand Jacob & Co. (luxury segment, US market,
celebrity-contract model) and the cosmetics brand LAMEL (mass-market segment, EU market,
platform-enabled consumer-ambassador model via Spitche). This case-selection strategy
follows the logic of theoretical replication: by choosing cases that differ maximally on price
segment and geography while both representing successful scaling outcomes, the analysis can
isolate factors that hold across both cases (and are therefore likely structural) from factors that
diverge (and are therefore likely attributable to segment- or platform-specific conditions).

Case data are supplemented with 2026 industry benchmark statistics on creator-tier
engagement rates, sourced from Dash Social and related analytics platforms, to contextualize
the relative ROI contribution of different collaboration mechanisms. These benchmark data
serve as an external validity check: if the patterns observed in the two case studies are consistent
with broader industry-wide engagement trends, this strengthens confidence that the findings
generalize beyond the two specific brands examined. The analysis further draws on the
documented functional architecture of ambassador-program management platforms,
specifically the publicly described capabilities of the Spitche platform, to identify which
specific platform capabilities are most strongly associated with the ROI outcomes observed in
the LAMEL case. Because no controlled experiment isolating platform effects from format
effects currently exists in the public domain, this study relies on a structured qualitative
comparison rather than statistical inference, with the explicit aim of generating testable
propositions for future quantitative research.

Presentation and Discussion of the Main Results.

The platform layer as a distinct driver of ROI. Digital platforms for ambassador program
management typically combine five core functions: an automated points-and-rewards system,
loyalty mechanics, ambassador campaign management tools, UGC generation and collection
infrastructure, and CRM-ready community data [7]. Each function addresses a specific
inefficiency in manually managed influencer programs.

Automated rewards remove the administrative burden of tracking and compensating
thousands of individual ambassadors, which is operationally infeasible without software
support once a program exceeds a few hundred participants. Without automation, every reward
calculation, every payout decision, and every tier adjustment would require manual review,
making the cost of program administration scale roughly linearly with ambassador count — a
constraint that caps program size well below what platform-based brands such as LAMEL have
achieved.

Loyalty mechanics shift the incentive structure away from one-off payment toward
sustained participation, which is the mechanism most directly responsible for converting
episodic content creation into a compounding LTV effect. By rewarding cumulative
engagement rather than single posts, loyalty mechanics encourage ambassadors to remain
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active over months rather than disengaging after an initial reward, which is the behavioral
foundation of the LTV gains associated with ambassador programs in the broader literature [2].

Campaign management tools allow a brand to launch, segment, and measure multiple
ambassador cohorts simultaneously rather than negotiating each collaboration individually,
which is the primary scalability advantage of the platform model over direct contracting. This
function is what allows a single marketing team to run a program with thousands of participants
without a proportional increase in headcount, since segmentation and performance tracking are
handled by the platform's reporting infrastructure rather than by manual spreadsheet
management.

UGC collection infrastructure converts ambassador activity into a reusable content asset
for the brand's own channels, effectively multiplying the value of a single piece of ambassador-
generated content: the same post that drives engagement on the ambassador's own profile can
be systematically collected, rights-cleared, and redeployed across the brand's owned channels,
paid media, and even product packaging, which a manually managed program would struggle
to do at scale.

CRM-ready data integration allows the brand to treat ambassadors as a measurable,
retargetable audience segment rather than an unstructured population of social media users,
enabling the brand to layer ambassador status into its broader customer relationship
management strategy — for example, by offering ambassadors early access to new products or
personalized retention campaigns that would otherwise require manually cross-referencing
social media activity with purchase records.

Figure 1 summarizes the relative contribution of these five functions to ROI, based on
their structural role in converting ambassador activity into measurable business outcomes.

Core Functions of Ambassador-Program Management Platforms
and Their Relative Contribution to ROI

Automated points _|

Moderate
& rewards system

Loyalty mechanics - High

Ambassador campaign _|

Very high
management vy e

UGC generation _|

High
& collection 9

CRM-ready _
community data

Moderate

Source: compiled by the author based on the functional capabilities of the Spitche platform [7]

Figure 1 — Core functions of ambassador-program management platforms and their relative
contribution to ROI

Source: compiled by the author based on the functional capabilities of the Spitche platform [7].
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US case: Jacob & Co. — celebrity-contract model without a dedicated ambassador
platform. Jacob & Co., a Swiss watch brand operating in the luxury segment, achieved the
highest revenue growth among the top 50 Swiss watch brands in 2025: revenue rose 14% (to
USD 180 million) and unit sales rose 24% (to 3,975 units), while the broader industry
contracted [4]. This growth followed a strategic transformation begun in 2021, combining
celebrity ambassador contracts (Tom Brady, Bad Bunny) with one-off creator collaborations
(G-Dragon, Salman Khan, Alexander Zverev) [4]. This pairing of formats reflects a deliberate
dual strategy: long-term celebrity contracts build sustained brand association on the brand's
core US market, while shorter, opportunistic creator collaborations extend reach into new
geographic and demographic segments without the commitment of a multi-year contract.

A separate WatchPro analysis found that Jacob & Co., despite selling fewer than 4,000
watches, amassed 7.1 million Instagram followers — the third-highest figure in the industry —
with the highest followers-per-unit-sold ratio among 33 Swiss brands studied (Fig. 2) [5]. A
video of the brand's founder sketching a watch dedicated to footballer Cristiano Ronaldo
received 880,000 views after being co-posted by the footballer himself [5], illustrating how a
single well-placed celebrity relationship can generate outsized organic distribution without
additional platform infrastructure — provided the brand can secure that specific relationship.

Instagram Followers per Watch Sold, 2025

focob & co - 1790
richard mille - [N
Hublot -_
F.P. Journe --
A. Lange & Sohne --
Ulysse Nardin —-
zenith -
greguet -l

Audemars Piguet —.

H. Moser & Cie -.
Girard Perregaux *.
Vacheron Constantin —l
Patek Philippe -

Panerai *I

‘ ‘ ‘ T r r T 1
0 250 500 750 1000 1250 1500 1750
Followers per unit sold

Source: compiled by the author based on [5] (Morgan Stanley/LuxeConsult; Social Blade).

Figure 2 — Instagram followers per watch sold among leading Swiss brands, 2025
Source: compiled by the author based on [5].

It is notable that this growth was achieved through direct contracting and PR-agency
coordination rather than through a dedicated ambassador-management platform. While
effective, this model does not scale linearly: each new ambassador relationship requires
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individual negotiation, manual performance tracking, and bespoke compensation arrangements,
which caps the number of ambassadors a brand can realistically manage and shifts the cost
structure toward a small number of high-value relationships rather than a large base of lower-
cost ambassadors. This is not a limitation specific to Jacob & Co. but a structural feature of the
celebrity-contract model itself: the same operational logic that makes a celebrity relationship
valuable — its exclusivity and individualized negotiation — is precisely what prevents it from
being managed at the scale that a software platform enables for consumer-level ambassadors.

EU case: LAMEL — platform-enabled consumer-ambassador model. LAMEL, a mass-
market cosmetics brand with its core market concentrated in the EU (Spain, Portugal, Italy,
France, Germany) and further distribution through Rossmann in Poland (1,956 retail points)
[6], adopted a fundamentally different model: a consumer-to-ambassador program built on the
Spitche platform rather than on celebrity contracts. Prior to launch, the brand faced low
engagement, one-directional communication, and the absence of a scalable mechanism for
rewarding loyal customers [7]. The platform's automated points-and-rewards system allowed
the brand to incentivize meaningful actions — comments, shares, saves — rather than likes alone,
while its campaign management and UGC collection tools allowed thousands of ambassadors
to be onboarded and tracked without proportional growth in administrative overhead [7].

According to the author, who personally initiated this program, results after nearly two
years proved durable (Fig. 3): more than 35,000 pieces of UGC, over 30,000 active ambassadors
within less than a year, a 75% database opt-in rate, with ambassadors becoming the largest
driver of the brand's Instagram engagement [7].

Key Performance Indicators of the LAMEL Ambassador Program
on the Spitche Platform (=2 years of operation)

s ™ ' 7

35K+ 90%

Consumer-generated Active ambassadors Database Ambassadors via
UGC pieces (< 1 year) opt-in rate organic referral

Source: compiled by the author based on official LAMEL case data on the Spitche platform [7]

Figure 3 — Key performance indicators of the LAMEL ambassador program on the Spitche
platform

Source: compiled by the author based on [7].

Critically, 90% of ambassadors were acquired through organic referral rather than paid
recruitment (Fig. 4) — an outcome made possible specifically by the platform's loyalty
mechanics, which reward existing ambassadors for bringing in new members, rather than by
the collaboration format alone.

Notably, the brand sustained this platform-enabled strategy despite the destruction of its
manufacturing capacity in Ukraine in 2022, which forced a relocation of logistics to Poland and
diversified production across China, Italy, and Poland [6]; by 2023 the brand had nonetheless
scaled into the US market through the Sally Beauty retail chain [6], indicating that the platform-
based ambassador infrastructure was resilient enough to support continued growth despite a
severe supply-chain disruption.
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Ambassador Acquisition Structure in the LAMEL Program

Ambassador _| 90% 10%
acquisition

mmm Organic referral Other acquisition channels

Source: compiled by the author based on official LAMEL case data on the Spitche platform (7).

Figure 4 — Ambassador acquisition structure in the LAMEL program
Source: compiled by the author based on [7].

This resilience itself constitutes indirect evidence for the platform's structural value: a
manually managed ambassador program, dependent on a small internal team disrupted by the
same supply-chain crisis, would have been considerably more vulnerable to disengagement
than a platform-automated system that continued operating with minimal manual intervention.

Comparative ROI implications and industry benchmark context. The contrast between
the two cases isolates the platform's specific contribution to ROI. Jacob & Co.'s celebrity model
achieves very high absolute reach and brand-association value per relationship but at a high
per-ambassador cost and with limited scalability beyond a handful of high-profile contracts.
LAMEL's platform-enabled model achieves a substantially lower cost per ambassador and a
90% organic acquisition rate — a result that is structurally dependent on the platform's rewards
and referral mechanics rather than on the inherent appeal of any single ambassador. This
distinction matters for ROI assessment: without isolating the platform's contribution, a brand
might incorrectly attribute LAMEL's efficiency entirely to its choice of "ordinary consumers"
as ambassadors, when in fact the loyalty and referral mechanics encoded in the Spitche platform
are what convert that consumer base into a self-sustaining acquisition channel. A brand that
recruited consumer ambassadors manually, without comparable rewards automation, would
likely see a far lower organic-referral share, since the incentive loop that drives referral behavior
would be absent. This finding is consistent with broader 2026 industry benchmark data, which
shows Instagram engagement rates declining as creator-tier size increases — from roughly 3.7—
3.9% for nano- and micro-influencers to under 2% for macro- and mega-influencers — even as
absolute reach and earned media value rise with audience size (Fig. 5).

Instagram Engagement Rate by Creator Tier, 2026 Industry Benchmark, 2
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Figure 5 — Engagement rate by creator tier, 2026 industry benchmark, %

Source: compiled by the author based on LeadResponse / AutoFaceless industry
benchmarks [8, 9].
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Methodological cycle for assessing platform-enabled ROI. Based on the analysis, a
three-stage methodological cycle is proposed for assessing the ROI contribution of ambassador-
program management platforms (Fig. 6).

Methodological Cycle for Assessing ROl of Ambassador-Program
Management Platforms in Influencer Marketing

1. Platform

diagnostics

Scaling
through
digital
platforms

2. Format 3. Strategic
selection integration

Source: developed by the author.

Figure 6 — Methodological cycle for assessing ROI of ambassador-program management
platforms in influencer marketing

Source: developed by the author.

(1) platform diagnostics — auditing which of the five core platform functions (rewards
automation, loyalty mechanics, campaign management, UGC collection, CRM integration) are
present and how they map to the brand's specific engagement bottlenecks; (2) format selection
— determining whether a platform-enabled consumer-ambassador model, a celebrity-contract
model, or a hybrid is appropriate given the brand's price segment and target market; (3) strategic
integration — ensuring that platform-generated ambassador data and content feed into the
brand's broader distribution and CRM systems rather than remaining siloed within the platform
itself. The cycle is iterative rather than linear, since platform capabilities and market conditions
evolve and require periodic re-diagnosis.

Conclusions and Directions for Further Research. This study demonstrates that the
ROI advantage commonly attributed to long-term ambassador programs is partly a function of
the underlying digital platform rather than the collaboration format alone. The comparison of
Jacob & Co. (celebrity-contract model, US market) and LAMEL (platform-enabled consumer-
ambassador model via Spitche, EU market) shows that platform-driven loyalty and referral
mechanics enable a mass-market brand to achieve a 90% organic ambassador-acquisition rate
and over 35,000 pieces of UGC at a fraction of the cost of a celebrity-driven strategy, while a
luxury brand without a dedicated platform layer remains constrained to a smaller number of
high-cost, individually negotiated relationships.
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The five core platform functions identified — automated rewards, loyalty mechanics,
campaign management, UGC collection, and CRM integration — should therefore be treated as
independent variables in ROI assessment, alongside collaboration format and creator tier. This
has direct practical implications for brands operating in the fragmented EU market versus the
unified US market: EU brands, facing higher per-market compliance and localization costs,
stand to gain disproportionately from platform-enabled scaling, since the platform absorbs
much of the administrative burden that would otherwise grow linearly with the number of
national markets served. Conversely, brands in the US market, where regulatory unification
already reduces administrative overhead, may find that the marginal ROI gain from platform
adoption is smaller relative to the gain available through direct, high-profile celebrity
relationships — though even in this context, platform infrastructure could in principle be layered
underneath celebrity contracts to manage the long tail of smaller creator collaborations more
efficiently.

The proposed three-stage methodological cycle — platform diagnostics, format selection,
and strategic integration — offers practitioners a structured way to evaluate whether their current
ambassador-management approach is leaving ROI on the table due to missing platform
functionality rather than an unsuitable collaboration format. Marketing managers evaluating a
transition from manual ambassador management to a dedicated platform can use the five-
function framework presented here as a checklist for assessing platform options, prioritizing
those that address their specific operational bottleneck — whether that is reward administration,
content collection, or CRM integration.

Directions for further research include a quantitative decomposition of ROI into
platform-attributable and format-attributable components across a larger sample of brands, as
well as an empirical comparison of specific ambassador-management platforms (beyond the
single-platform case examined here) to determine which functional configurations yield the
strongest ROI outcomes across different price segments and markets. Future studies could also
examine whether hybrid models — combining a small number of celebrity ambassadors with a
platform-managed base of consumer ambassadors — outperform either pure strategy, which
would be particularly relevant for luxury brands seeking to scale beyond the limits of
individually negotiated celebrity contracts.
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3anyuenns ambaccaoopie ma nonao 35 muc. oounuys UGC-koumenmy. Buseneno n'ams ocnogHux
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OF CFD/FOREX BROKER CUSTOMER ACQUISITION: FROM CPA TO LTV-
ROAS WITH A BREAK-EVEN THRESHOLD

The article develops an economic-mathematical model for evaluating the efficiency of paid
customer acquisition by CFD/Forex brokers. It is shown that managing campaigns by CPA and short-
window ROAS distorts profitability assessment, because realised brokerage revenue matures over
several months after the first deposit. The model links acquisition-funnel metrics to the cumulative
discounted contribution margin of a client cohort and defines the payback period and a break-even
threshold as a decision rule: the maximum allowable CPA equals the discounted margin over the
acceptable payback horizon, so a campaign is viable only if its CPA does not exceed this bound. The
model is validated on aggregated data from real broker portfolios and yields a reproducible procedure
for media-budget decisions.

Keywords: digital marketing; paid customer acquisition; CFD/Forex brokers; CPA; LTV-
ROAS; customer lifetime value; payback period; break-even threshold; unit economics.
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Introduction. Paid digital channels are the principal source of customer-base growth
for brokerage fintech companies, yet the evaluation of their efficiency has remained largely
tactical. Campaign management traditionally relies on the cost per acquisition (CPA) and on
the return on ad spend (ROAS) measured over short windows of seven or thirty days. For
CFD/Forex brokers this practice is particularly misleading. The economic value of an acquired
client is not realised at the moment of the first-time deposit (FTD); it accumulates gradually,
through re-deposits and trading activity, over a maturation window that commonly extends
from three to nine months and longer. Decisions to scale or to switch off campaigns, however,
are taken weeks after launch, on signals that capture only the earliest and smallest fraction of
that value.

A further complication is that brokers operate three distinct revenue layers that are easy
to conflate. Gross deposits measure the money clients transfer in; net deposits subtract
withdrawals; realised brokerage revenue (the spread, commission and financing income that
actually reaches the broker’s profit and loss account) is a fraction of net deposits and matures
even more slowly. ROAS computed on early net deposits therefore overstates how quickly a
campaign recovers its cost, while ROAS computed on realised revenue over a short window
understates the long-run contribution of slowly maturing cohorts.

© 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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The result is a systematic misallocation of the media budget: campaigns with slow but
high lifetime returns are wrongly classified as unprofitable and switched off, while campaigns
with fast but shallow returns are over-funded.

The root cause is the absence of a formal link between the tactical acquisition metric
and the strategic measure of customer lifetime value (LTV). CPA answers the question “how
much did this client cost”, but it carries no information about when, and whether, that cost is
recovered. What practitioners need is not another reporting metric but a decision rule that
converts CPA into a bounded variable: a threshold above which acquisition is not economically
justified given the firm’s tolerance for payback time. This study addresses that need for the
CFD/Forex segment, where the slow maturation of realised revenue makes the temporal
dimension decisive.

The concept of customer lifetime value as a basis for marketing decisions was
formalised by P. Berger and N. Nasr [1], who introduced a discounted cash-flow model of
customer value. S. Gupta, D. Lehmann and J. Stuart [2] demonstrated that the value of the
customer base is a sound basis for firm valuation, and the field later generalised approaches to
LTV modelling [3]. P. Fader, B. Hardie and K. Lee [4] developed probabilistic repeat-purchase
models for customer-base analysis, while P. Pfeifer and R. Carraway [5] described customer
relationships as a Markov process. W. Reinartz and V. Kumar [6] showed empirically that
relationship characteristics shape profitable lifetime duration, which directly motivates the
retention term used below; the strategies and applied tools of customer-value management are
systematised in [7].

These models were developed mainly for retail and subscription businesses with
comparatively stable cash flows and mature attribution. Three features of CFD/Forex
acquisition are not captured by that literature: the delayed maturation of realised revenue, the
high dispersion of deposit and trading behaviour across clients, and the degradation of
attribution on mobile platforms after the introduction of privacy frameworks. In Ukrainian
scholarship, the evaluation of digital marketing communication efficiency is addressed by O.
Sokhatska and O. Lehkyi [8]; a system of key performance indicators for e-commerce
marketing is proposed by L. Frolova and T. Nosova [9]; and the conceptual foundations of
digital marketing are generalised in the volume edited by M. Oklander [10]. Across these
strands, applied acquisition metrics (CPA, ROAS) and academic LTV models are treated
separately. A formal rule that bounds the allowable acquisition cost by an explicit payback
horizon, and that is calibrated to the slow revenue maturation typical of regulated trading, has
not been proposed.

The unsolved part of the general problem is the formal transition from the tactical CPA
metric to the strategic LTV-ROAS criterion with explicit account of payback time, adapted to
the revenue dynamics of CFD/Forex brokers. In particular, the literature offers no operational
threshold that translates a firm’s tolerance for payback duration into a maximum acquisition
cost usable in day-to-day media decisions, and no reproducible procedure for classifying
campaigns by that threshold under degraded attribution.

Aim and Objectives. The aim of the article is to develop an economic-mathematical
model for evaluating the efficiency of customer acquisition by CFD/Forex brokers that defines
the payback period and a break-even threshold as a decision rule for media-budget allocation,
and to validate the model on aggregated data from real advertising portfolios.

The tasks are: to formalise the link between funnel metrics and the cumulative
discounted contribution margin of a client cohort; to derive the maximum allowable CPA from
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an acceptable payback horizon; to test the model empirically and analyse its sensitivity; and to
formulate an applied decision procedure that accounts for attribution limitations.

Research Methodology. The study applies economic-mathematical modelling to the
unit economics of paid customer acquisition, combining a cohort-based contribution-margin
model with a discounted break-even criterion. The approach proceeds in four steps.

First, the acquisition funnel is formalised as a cost cascade from cost per click to cost
per acquisition, so that the cost of a funded client follows from the channel price and the
conversion rate at each stage.

Second, the value of an acquired client is modelled as a monthly contribution-margin
curve, derived from net deposits and the monetisation rate and weighted by a retention function,
then aggregated into a cumulative discounted margin over a chosen horizon.

Third, a break-even threshold is derived as the maximum allowable acquisition cost,
equal to the discounted margin over the accepted payback horizon, which turns CPA from a
descriptive metric into a constrained decision variable.

The model is then subjected to sensitivity analysis across the discount rate, the payback
horizon, the retention level and the monetisation rate, and is validated against aggregated,
anonymised data from real CFD/Forex broker advertising portfolios spanning several markets
in the European Union and the MENA region, with an observation window of four months. All
derived quantities are recomputed and cross-checked for internal consistency; no figure is
reported that cannot be reproduced from the stated parameters or that is not explicitly identified
as observed portfolio data. These data carry the usual limitations of proprietary aggregates: they
are anonymised, pooled across brokers and periods, and intended to illustrate the model rather
than to serve as population estimates.

Presentation and Discussion of the Main Results.

The acquisition funnel and its cost metrics. Paid acquisition of a broker’s client is a
sequence of conversion steps, each with its own cost metric: an impression, a click measured
by the cost per click (CPC), a registration or lead measured by the cost per lead (CPL), an
identity check measured by the cost per KY C-approved account (CPK), and a first-time deposit
measured by the cost per acquisition of a funded client (CPA).

The metrics form a cascade, each obtained by dividing the previous cumulative cost by
the conversion rate of the next stage, so that the cost per funded client is:

CPA = CPC/(CR_lead * CR_kyc x CR_fid) (1)

where CR_lead is the click-to-registration conversion, CR_kyc is the registration-to-KYC
(identity-verification) pass rate, and CR_ftd is the KYC-to-first-deposit conversion. The
intermediate metrics are the cost per lead, CPL = CPC / CR_lead, and the cost per KYC-
approved account, CPK = CPL / CR_kyc, so that CPA = CPK / CR_ftd.

Tracking the full cascade rather than CPA alone localises inefficiency: an acceptable
CPL together with an unacceptable CPA points to a weak KYC pass rate or to deposit friction
in the lower funnel rather than to media buying. CPA is an input metric driven by media price
and funnel quality, and it says nothing about the value the funded client will generate.

Table 1 gives a representative funnel reconciled to the blended CPA of 650 USD used
below.
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Table 1 — Representative acquisition-funnel and value metrics (blended CPA = 650

USD)
Metric Definition / conversion Value

CPC (cost per click) — 6.50 USD
CPL (cost per lead) CPC/CR_lead, CR_lead =20 % 32.50 USD
CPK (cost per KYC) CPL / CR_kyc, CR_kyc =50 % 65.00 USD
CPA (cost per FTD) CPK/CR_ftd, CR_ftd =10 % 650.00 USD
Average first deposit — 500 USD
rl:zt) deposits / funded client (12 ¥ deposits — X withdrawals 1,263 USD
Monetisation rate, p CBV/ND 72 %
Net-deposit ROAS ND / Spend 1.9%
Realised margin (12 mo) > my 909 USD
LTV-ROAS (12 mo) LTV /CPA 1.30x
Payback, T* min { T : CM(T) > CPA } ~ 6 mo

Source: calculated by the author on aggregated data from CFD/Forex broker
advertising portfolios.

Beyond cost, the funnel is characterised by value metrics that the model converts into
contribution margin. The central one is net deposits, the cumulative deposits made by a client
less all withdrawals over the horizon:

ND = X Deposits — X Withdrawals (2)

Realised brokerage revenue, or the Client Brokerage Value (CBV), is the part of deposit
turnover that reaches the profit and loss account; it is a share of net deposits, captured by the
monetisation rate:

p=CBV/ND (3)

and the efficiency of acquisition expressed in deposit terms is the net-deposit ROAS, total net
deposits over media spend:

ND-ROAS = ND / Spend (4)

For the representative cohort the average first deposit is about 500 USD and net deposits
reach about 1,263 USD per funded client over twelve months. Realised brokerage revenue runs
at about 72 per cent of net deposits (p =~ 0.72), the structural take rate typical of the trading
vertical, where most retail deposits are eventually lost to the market; this yields the twelve-
month realised contribution margin of about 909 USD used below. The implied net-deposit
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ROAS is about 1.9 (1,263 / 650): because the take rate is high, comparatively few deposit
dollars are needed to recover the spend.

Contribution margin and the payback period. The value of an acquired client is
generated by realised brokerage revenue, the part of deposit turnover that reaches the broker’s
profit and loss account net of variable servicing costs.

The monthly contribution margin of an average client of an acquisition cohort in month
tis:

m[:ndt Xp XS; (5)

where nd, is the net deposits per active client in month t, p is the monetisation rate from (3), and
S; 1s the share of the cohort still active in month t, that is, the retention or survival function;
equivalently, writing the realised revenue per active client as ARPU, = nd, x p, the margin is
ARPU, x S, revenue per active client times the survival share. The margin profile is hump-
shaped: it rises as new clients ramp their deposits and trading, peaks within the first months,
then declines as the cohort churns. The cumulative discounted contribution margin over a
horizon of T months is:

CM(T) = Z-1Tm, /(1 + i)t (6)

where i is the monthly discount rate, which reflects both the time value of money and the
elevated risk of revenue concentrated in a small share of high-activity clients. Discounting is
not cosmetic here: with a maturation window of many months, undiscounted sums materially
overstate present value. The derived quantities are the lifetime value over a horizon H and the
LTV-ROAS indicator:

LTV = CM(H); LTV-ROAS = LTV /CPA @

The payback period is the smallest number of months over which the cumulative
discounted margin recovers the acquisition cost:

T*=min { T: CM(T) > CPA } (8)

The payback period, rather than a single-window ROAS figure, is the natural efficiency
criterion for this business: it answers when the cohort breaks even on realised revenue, and it is
directly comparable to the firm’s financing horizon.

The break-even threshold as a decision rule. The central contribution of the model is to
turn CPA from a descriptive metric into a constrained decision variable. Let T_max be the
maximum payback horizon the firm is willing to accept, determined by its cash cycle, its cost
of capital and its reinvestment policy. Then the maximum allowable acquisition cost is the
cumulative discounted margin over that horizon:

CPA_max = CM(T_max) 9
Substituting the margin (5) into the cumulative margin (6) expresses this ceiling directly

in deposit terms: the maximum allowable acquisition cost equals the monetisation rate times
the discounted retained net deposits over the payback horizon,

30



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Towm 10, Ne 3, 2026 ISSN 2523-434X (Online)

CPA_max=p x2Xnd; S;/ (1 +1i), t<T_max (10)

so that the allowable cost of acquisition is, transparently, the fraction p of the net deposits a
cohort is expected to retain and bring in within the horizon. Raising the monetisation rate,
retention, or the acceptable horizon each relaxes the ceiling, which makes the levers available
to management explicit.

From (9) follows a formal viability rule for any campaign or ad group: it is economically
acceptable if and only if its actual CPA < CPA_max. Combined with the funnel identity (1), this
converts the financial ceiling into a concrete quality target for the lower funnel: a unit is viable
only if CR lead x CR _kyc x CR_ftd > CPC / CPA_max. In the worked example the bound is
6.50 / 650 = 1.0 per cent end to end, which the funnel of Table 1 meets exactly (0.20 x 0.50 x
0.10 = 1.0 per cent), so the team can read the threshold directly as a conversion target rather
than as an abstract cost. This rule replaces the intuitive switch-off decision (the “kill list”
practice) with a reproducible criterion anchored in unit economics rather than in early ROAS
noise. A second, strategic condition is imposed to ensure long-run sustainability: LTV-ROAS(H)
> k, where the threshold k exceeds unity to cover fixed costs, the target operating margin and
the dilution from blending paid acquisition with organic inflow; in practice k is set in the region
of 1.3 to 1.7. The two conditions are complementary: the first governs the timing of recovery,
the second its sufficiency.

Empirical validation. The model is validated on aggregated, anonymised data from real
advertising portfolios of CFD/Forex brokers. The data span several markets in the European
Union and the MENA region; the channels include Google Search, Universal App Campaigns,
Demand Gen, YouTube and Display; the observation period is four months. The empirical
analysis confirms a two-layer return structure. On the net-deposit layer the first-month return is
about 30 to 45 per cent of spend, and the long-run multiplier reaches 3.2 to 3.8 times over a
maturation window of three to nine months. On the realised brokerage-revenue layer the return
is substantially lower and slower: the seven-day figure is about 0.75 per cent, the thirty-day
figure about 3.93 per cent, and the lifetime figure about 11.5 per cent at the observed maturity.
Thus the thirty-day window understates the eventual realised value observed at this maturity by
nearly threefold, from about 3.9 per cent to about 11.5 per cent. These realised-revenue figures
are shares of spend within the four-month observation window and are still maturing; they are
distinct from the structural monetisation rate, which expresses realised revenue as a share of net
deposits (about 72 per cent over the full relationship), so a low early-window realised ROAS
reflects revenue that has not yet matured rather than a low long-run take rate. The maturation
of the two layers is contrasted in Figure 2.

This gap is the empirical crux of the argument. A campaign judged on thirty-day realised
ROAS appears to return only a few cents per dollar, yet the same cohorts continue to deposit
and trade well beyond that window. Managing the budget on the short window thus penalises
exactly the slowly maturing, high-value cohorts the broker should protect, and rewards cohorts
that spend quickly and churn. The same data also show that a meaningful share of ad groups
produce many registrations but no deposits at all, a pattern more consistent with click fraud,
broken know-your-customer flows or tracking failures than with weak creative, which
underlines that the model must be fed clean, deposit-anchored data rather than registration
counts.
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Figure 2 — Maturation of the two return layers: net-deposit ROAS (left, ) and realised
brokerage-revenue ROAS (right, %)
Source: developed by the author on aggregated CFD/Forex broker portfolio data.

At portfolio scale the cost of the short-window heuristic is large. A single audit of one
broker’s account, after excluding low-attribution iOS traffic, identified more than a hundred ad
groups that together had consumed of the order of a million US dollars while returning little or
no realised revenue, alongside a smaller set of groups whose value was simply maturing too
slowly to register on the windows the team was watching. Both errors flow from the same
source, a missing link between acquisition cost and the time profile of recovery, and the
threshold rule below targets exactly that link, separating ad groups that genuinely fail the unit
economics from those that merely mature slowly.

These ranges differ sharply across markets. Table 2 summarises representative CPA
bands and target payback horizons by GEO tier, compiled from the author’s prior market-
research deliverables; the worked example below takes a GCC-tier cohort, the band within
which the 650 USD figure sits. The payback targets in the table reflect each tier’s own lifetime
value: the six-month GCC target underlies the 650 USD example, while higher-CPA tiers such
as EU Tier-1 are justified only by correspondingly higher LTV realised over the longer horizon
they accept, which lifts the allowable-cost ceiling in the sense of Table 4.

Table 2 — Representative CPA bands and target payback by GEO tier

GEO tier Typical CPA, USD Target payback, Key economic driver
months

GCC/ MENA 400-950 6 Large deposits, high monetisation

EU (Tier-1) 1,200-1,600 9 High LTV, strict ESMA limits

IS 300-600 7 Trust-sensitive, language-
fragmented

SEA 350-600 10 B'eglnner market, small deposits,
high churn

LATAM 400-600 8 Volume market, Brazil-led

Source: compiled by the author from prior GEO market-research deliverables for
CFD/Forex brokers.
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For the numerical example a representative blended acquisition cost of CPA = 650 USD
Is taken, together with a hump-shaped monthly contribution-margin profile of realised margin,
a discount rate of 20 per cent per annum (about 1.53 per cent per month) and a horizon of twelve
months. The monthly dynamics are reported in Table 3.

Table 3 — Payback of a representative client cohort (CPA =650 USD, i = 20 %)

Month,t Marginm, USD  Disc. m, USD C“m“'ﬂg’gcwt)’ LTV-ROAS
1 116 114.25 114.25 0.18x
2 136 131.93 246.18 0.38x
3 136 129.94 376.12 0.58x
4 119 111.98 488.10 0.75x
5 98 90.83 578.93 0.89x
6 78 71.20 650.14 1.00x
7 62 55.74 705.88 1.09%
8 49 43.39 749.28 1.15x
9 39 34.02 783.29 121
10 31 26.63 809.92 1.25x
11 25 21.15 831.07 1.28x
12 20 16.67 847.74 1.30%

Source: calculated by the author on aggregated data from CFD/Forex broker
advertising portfolios.

The cumulative discounted margin reaches the level of CPA at the sixth month, so the
representative cohort pays back at exactly the six-month horizon, sitting precisely at the
maximum allowable CPA for that horizon. Lifetime value over twelve months is about 848
USD, giving LTV-ROAS(12) of about 1.30 times: the cohort is comfortably profitable once the
full maturation is counted, even though a short-window view at month one or two would show
recovery of only about a fifth to two fifths of the acquisition cost. A graphical interpretation is
given in Figure 3.

Sensitivity analysis and campaign classification. The maximum allowable acquisition
cost depends on the payback horizon and the discount rate, and these dependencies are
managerially important because the firm controls the first and is exposed to the second. Table
4 reports CPA_max for combinations of the two parameters.

Table 4 — Maximum allowable CPA_max (USD) by payback horizon and discount rate

T_max, months i=10% i=20% i=30%
6 666 650 636
9 807 783 763
12 876 848 823

Source: calculated by the author.
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Figure 3 — Acquisition payback: cumulative discounted margin versus CPA
Source: developed by the author

Under the base parameters (T_max = 6 months, i = 20 per cent) the maximum allowable
acquisition cost is 650 USD. The representative cohort, whose actual CPA is also 650 USD,
therefore sits exactly on the threshold: it pays back precisely at the six-month horizon.
Extending the accepted horizon to nine or twelve months raises the bound to 783 or 848 USD,
so a firm willing to wait longer can justify a higher acquisition cost; the discount rate moves
the bound only modestly, by about 14 to 16 USD for each ten percentage points at the six-
month horizon. Sensitivity to retention is far larger and exactly proportional, since the bound is
linear in the survival function through (10): holding the discount rate at twenty per cent and the
horizon at six months, a twenty-per-cent uniform change in retention scales CPA_max in the
same proportion, to about 520 or 780 USD. The monetisation rate is an equally direct lever:
because CPA_max is proportional to p in (10), take rates of 60, 72 and 80 per cent map to an
allowable cost of about 542, 650 and 722 USD at the same six-month horizon and discount rate.
Monetisation and retention are therefore the two first-order levers on allowable acquisition cost,
well ahead of the discount rate.

The viability rule CPA < CPA_max supports a three-class taxonomy of campaigns and
ad groups. Viable units fit within the threshold and may be scaled. Marginal units sit close to it
and should be optimised on the lever with the most headroom, typically funnel conversion or
cost per click, before any budget change. Non-viable units exceed the threshold with no realistic
path to it and are switched off. Because the classification is derived from the cohort’s own
discounted margin, it is reproducible across analysts and auditable after the fact, which is its
main advantage over discretionary kill-list decisions. In practice the marginal class carries most
of the analytical value, because it is the set of units whose verdict can be changed by a deliberate
intervention rather than by simply spending more; routing them to a fixed optimisation cycle,
instead of to an immediate switch-off, preserves cohorts that are one conversion-rate
improvement away from viability (Table 5).

Attribution degradation as a limitation. The empirical application of the model is
bounded by attribution quality. On the i0S platform the App Tracking Transparency framework
breaks post-install attribution: in the portfolios analysed, iOS campaigns received about six per
cent of total spend yet were credited with only about 0.1 per cent of first-time deposits and
effectively zero realised revenue.
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Table 5 — Campaign and ad-group classification by the viability rule

Class Condition Action
Viable CPA below CPA_max with margin to spare  Scale the budget
Optimise the highest-headroom lever,
Marginal CPA at or near CPA_max funnel conversion or CPC, before any

budget change; do not switch off

CPA above CPA_max with no realistic path

to it Switch off

Non-viable

Source: developed by the author

This is not evidence of genuine inefficiency but of conversion under-counting, and
treating it as the former would wrongly suppress an entire platform. The model assumes that
the contribution-margin curve is estimated from cohorts with reliable post-conversion
measurement; where measurement is degraded, the inputs to formulas (5) and (6) are biased
downward and both CPA and LTV are mis-stated.

Three measures mitigate the problem. First, iOS and other low-attribution segments
should be evaluated separately, using mobile measurement partner data and aggregated
SKAdNetwork reporting rather than web-side conversion logs. Second, platform modelled
conversions and consent-mode signals should be reconciled against back-office deposit records,
which remain the ground truth for realised revenue. Third, the discount rate and the retention
curve should be estimated on the cleanest available cohorts and then applied conservatively to
noisier ones. Attribution under-counting is therefore not a reason to reject the model but a
constraint on the data it consumes, and it should be reported alongside any classification
produced by the viability rule.

An applied decision procedure. The model yields a compact procedure for media-budget
decisions. First, assemble deposit-anchored cohort data and estimate the monthly contribution-
margin profile, the retention curve and a defensible discount rate. Second, set the acceptable
payback horizon from the firm’s cash cycle and compute the maximum allowable acquisition
cost from formula (9). Third, measure the actual CPA of each campaign and ad group on the
same FTD definition and classify them as viable, marginal or non-viable. Fourth, reallocate the
budget: scale viable units, place marginal units on a defined optimisation cycle, and switch off
non-viable units. Fifth, re-estimate the curves periodically, because retention and margin drift
with product, geography and market regime. Applied this way, the model converts a stream of
noisy short-window signals into a small set of decisions that are anchored in unit economics
and can be defended to finance and to the client.

Conclusions and Directions for Further Research. The proposed economic-
mathematical model links the tactical metrics of the acquisition funnel to the cumulative
discounted contribution margin of a client cohort and formalises the transition from CPA to
LTV-ROAS with explicit account of payback time. Its scientific novelty is the treatment of
CPA as a constrained strategic variable whose upper bound, the maximum allowable CPA,
equals the discounted contribution margin over the firm’s acceptable payback horizon;
campaign viability is decided by the formal rule CPA < CPA_max, and long-run sufficiency by
the condition LTV-ROAS(H) > k. The model therefore replaces a reporting metric with an
operational decision threshold.
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The empirical results are specific and reproducible. For the representative cohort (CPA
= 650 USD, discount rate 20 per cent, twelve-month horizon) the maximum allowable
acquisition cost is 650 USD at a six-month payback target, so the cohort pays back at exactly
six months and sits on the threshold, and its twelve-month LTV-ROAS is about 1.30 times. The
two-layer return structure is confirmed: net-deposit ROAS reaches 3.2 to 3.8 times over three
to nine months, whereas realised brokerage-revenue ROAS rises from about 3.9 per cent at
thirty days to about 11.5 per cent at the observed maturity, so a thirty-day window understates
realised value by nearly threefold. The maximum allowable CPA is most sensitive to the
monetisation rate and retention, both of which scale it proportionally; a twenty-per-cent change
in retention moves it from 520 to 780 USD, far wider than the effect of the discount rate within
its plausible bounds.

These results yield three concrete managerial conclusions. First, campaigns should be
judged by the payback rule rather than by short-window ROAS, because the latter
systematically penalises slowly maturing, high-value cohorts. Second, ad groups should be
classified into viable, marginal and non-viable, with the marginal class routed to a defined
optimisation cycle rather than switched off, since it is the set whose verdict an intervention can
change. Third, retention should be treated as the primary controllable lever on allowable
acquisition cost, ahead of bidding tactics, with the monetisation rate an equally strong but
largely structural driver set by product and dealing policy. The same data also show the cost of
ignoring this discipline: a single portfolio audit surfaced more than a hundred ad groups that
had consumed of the order of a million US dollars with little or no realised return.

The principal limitation is the model’s dependence on attribution quality, which biases
the estimated margin curve where post-conversion measurement is degraded, as the iOS case
(about six per cent of spend, about 0.1 per cent of attributed first-time deposits, effectively zero
attributed revenue) illustrates. Prospects for further research include integrating probabilistic
retention models such as the BG/NBD and Pareto/NBD families into the estimation of the
contribution curve, treating parameter uncertainty by stochastic simulation, and adapting the
threshold to the regulatory and payment-rail differences of individual markets.
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RESTAURANTS WITHOUT CUSTOMERS: THE ROLE OF DIGITAL
MARKETING IN SURVIVING THE CORONAVIRUS CRISIS

By embracing advanced technologies, digital marketing has the potential to transform
commercial entreprises and enhance their performance-chiefly through continous interaction and
engagement with customers. The COVID-19 pandemic initially led to what could be described as
“restaurants without customers” first due to government mandates and later because of widespread
“coronavirus phobia”. This phenomenon was observed in Algeria as well as across the globe,
particularly in Europe, America, and Asia. In response, many companies sought solutions to this crisis
by adopting digital marketing strategies alongside other innovative ideas to help businesses survive and
overcome the challenges of the pandemic.
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Introduction. Talking about restaurants means talking primarily about tourism,
entertainment, leisure and recreation, which means talking about cultural exchange and learning
about the cultural heritage of each region and each country. It is a culture of the last decade, a
luxury service that is indispensable at the same time. As we know, the coronavirus pandemic
forced many restaurant owners to close their establishments during the rapid and widespread
outbreak of the pandemic and during the period known as quarantine, which meant separating
groups of people from each other and restricting the movement of those who had been exposed
or might be exposed to the disease, so that they could be monitored to check whether they had
contracted the disease.Therefore, continuing to interact with customers despite the pandemic or
other crises is a challenge in itself and a struggle for survival, but at the same time an
opportunity to prove their existence in another form on a virtual level.

Digital marketing for restaurants achieves remote presence, which is a necessity, so it
must start today rather than tomorrow. This is the marketing philosophy of seizing
opportunities, turning every threat into a marketing opportunity, and achieving success by
taking advantage of it.

© 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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Digital marketing is an essential tool for creating interaction and continuous
communication with customers, maintaining constant awareness of their needs and
developments, and enabling the customisation of offers. If customer satisfaction is a source of
profit, then customer loyalty is the basis for survival and continuity. This has given rise to
concepts related to relationship marketing, which focuses on establishing strong interactive
relationships and developing ideas that build long-term mutual trust. This is where value is
created for restaurant owners, which is the basis of the modern concept of marketing, which
now focuses on value rather than product characteristics. For restaurants, this value has come
to mean the need for a relationship based on integrity, credibility and security in order to gain
customer trust and loyalty.

Recent literature has increasingly addressed the intersection of digital marketing and
crisis management. According to [Vaillat, 2012], digital marketing is defined as "the use of
digital means to carry out marketing activities, with digital means referring to modern means
of communication that have developed with the advent of information technology and the
internet.” [Dave & Chadwick , 2014] further define digital marketing as "a field for achieving
marketing objectives through digital technology, such as computers, tablets, mobile phones,
and other platforms." [Gastaud, 2017] provides a comprehensive taxonomy of digital marketing
tools, which include websites, search engines, social media platforms, email, mobile
applications, and interactive television. These tools form the operational foundation upon which
digital marketing strategies are built. [LEVY, 2017] argue that the process of planning a digital
marketing strategy is no different from planning a traditional marketing strategy, as they share
the same objectives. However, the fundamental difference lies in the means and tools used to
achieve those objectives. Their work emphasizes the three pillars of strategic planning for
marketing activities: segmentation, targeting, and positioning, adapted to the digital context.
Digital marketing uses digital technologies to attain goals and improve performance in
hospitality companies especially in restaurants [Singh et al., 2022]. Regarding the restaurant
industry, [Durocher, 2017] notes that restaurants represent a balance between goods and
services, with the offering being 50% goods and 50% services, or "hybrid." The characteristics
of restaurant services—including the physical environment, overall atmosphere, and interactive
relationship between service provider and customer—have been well documented. More
recently, [Al-Ani, 2021] has explored digital marketing and search engine optimization
strategies applicable to small businesses, including restaurants. The work on restaurant
marketing met and crisis-specific marketing has begun to address the practical application of
digital tools during the COVID-19 pandemic hods [Bedingfield, 2020]. Contactless payments,
QR code menus, robots, delivery applications, and high-tech cleaning devices serve as tools for
service innovation and minimize risks and interactions [Esposito et al., 2022], the company’s
website and the application of digital delivery are considered primary tools that help
communicate and sell on the internet. Reports from Algeria [Yildiz, 2020] and other Arab
media [ALAraby, 2026] have documented the specific impact of the pandemic on Algerian
restaurants, noting complete closures from 23 March 2020 to 31 August 2020 and significant
financial losses for restaurant owners. The COVID-19 pandemic made it necessary for
restaurants to use digital technology as survival strategies and as a means of being resilient,
thus hastening the digital transformation of businesses [Esposito et al., 2022; Fainshtein et al.,
2023].

Despite the growing body of literature on digital marketing and on the impact of
COVID-19 on the restaurant industry, several important gaps remain unresolved. First, while
digital marketing tools and strategies have been described in general terms, there is a lack of
systematic application of these tools to the specific context of restaurants during a prolonged
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global health crisis. Either the current studies focus on digital marketing in a broad business
environment or deal with problems of the restaurant industry without suggesting comprehensive

digital marketing solutions. Secondly, the psychological aspect of coronavirus phobia
as an obstacle in restaurant visitations has been noted, however, its connection with the digital
marketing approach for overcoming consumer fear remains unexplored. The connection
between trust, digital technology usage, and engagement readiness with restaurant services
during a pandemic is an area that has not been extensively studied. Third, there are few studies
comparing the impact across cultures when comparing countries with differing regulatory
approaches, like lockdown countries compared to countries without lockdowns, such as Algeria
and Europe. However, the applicability of digital marketing strategies from technology-
advanced countries in developing nations like Algeria has not yet been examined. Fourthly,
although various creative social distancing concepts for restaurants like glasshouses in
Amsterdam and personal plastic houses in cafes have been developed, these solutions are not
digital in nature. How the concept of digital marketing could have contributed or taken over in
terms of maintaining business continuity amid a pandemic is still open to question. Lastly, how
digital marketing could support customer engagement and loyalty amid extreme disruptions has
not yet been captured through a model.

Aim and Objectives. Based on the above, the central problem of this research can be
formulated as follows: “How can restaurants benefit from digital marketing strategies in times
of crisis [using the coronavirus pandemic as an example)?”

This question branches out into several sub-questions, including:

1.What is the nature of digital marketing and what are its most important strategies?

2.What is the impact of the COVID-19 pandemic on the restaurant industry?

3.What are the benefits of digital marketing practices for restaurants?

The purpose of this article is therefore to identify digital marketing strategies and
requirements, understand the specifics of the restaurant industry, address the impact of the
COVID-19 pandemic on restaurants, and attempt to apply digital marketing strategies to
restaurants as a means of overcoming crises such as the novel coronavirus. As a preliminary
answer to the study's problem, we propose the following hypothesis: The adoption of digital
marketing strategies in restaurants has an impact on their fate and their relationships with their
customers.

Research Methodology. In this study, we used a descriptive analytical approach in
order to understand and cover all elements of the study, describe them theoretically, and analyze
their content—that is, analyze what lies behind the concepts and theoretical content to draw
various logical conclusions that help us find answers and solutions to the problem and,
consequently, either reject or accept the research hypothesis.

The research methodology encompasses several key components. First, the study
employed content analysis of secondary data sources, including government reports, industry
association statements, and media coverage of restaurant closures and recovery efforts during
the pandemic period. Second, the research utilized comparative analysis to examine the impact
of the pandemic on restaurants across different regulatory environments—countries with strict
lockdown measures compared to those without enforced lockdowns. Third, the study analysed
specific digital marketing strategies implemented by restaurants during the pandemic,
categorising them into tactical approaches and evaluating their effectiveness based on
documented outcomes.

Presentation and Discussion of the Main Results. Restaurants are places where
different types of food and beverages are served to customers. They represent the largest part
of the food service industry.
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According to Maslow's hierarchy of needs, food and drinks are physiological needs-
constant and permanent necessities for life. is based on a pyramid that will never die or
disappear, no matter how much time passes. He called these needs physiological needs, which
are the needs for food, drink, clothing, and shelter. From this, we find that commercial activities
specialising in cooking and serving food are considered one of the most important industries
that will never die or disappear. instinct and practice, common and accepted. We find that
commercial activities specialising in cooking and food service are considered one of the most
important industries that will never die or disappear because they simply help individuals to
survive, as they are a constant and permanent necessity for life.

The fear of infection related to COVID-19 has led customers to refrain from ordering
ready-made food, whether to eat in the restaurant or elsewhere. This was observed during that
period, as shown in the accompanying image. The restaurant sector has been clearly affected,
with empty restaurants due to a lack of demand on the one hand and sudden closure decisions
on the other, which were officially announced in many countries around the world. Some have
described this situation as "an existential crisis unprecedented in the industry™ (Figure 1).

 — = | : ,, ; T
Figure 1 — Empty restaurants during the deadly pandemic

In an attempt to save the desperate situation, the European Commission decided to
allocate €25 billion to address the negative repercussions of the crisis. After a video conference
with European leaders, European Council President Charles Michel said: "The health of
European citizens is the Council's absolute priority ." European aid will go to affected sectors,
including the health sector and small businesses, such as restaurants, with the aim of protecting
as many jobs as possible.

The extent of the impact of the COVID-19 crisis can only be felt after walking through
the streets of European cities. These images reflect the bitter reality that individuals are
experiencing as a result of the crisis. In countries such as Italy, Spain and France, shops,
including restaurants, have been closed by law, with a few exceptions for pharmacies and
supermarkets.

However, there are some countries where lockdown has not been enforced. But what is
noticeable there is the spread of empty restaurants in all neighbourhoods, after large sections of
the population resorted to self-isolation and not leaving their homes. A few weeks ago, the
abandoned restaurants in London were Chinese restaurants in the Soho neighbourhood.
However, the exodus of London restaurants has spread to all other restaurants, regardless of
nationality.

Restaurants are recording a significant decline in customers, with numbers decreasing
day by day. This decline reflects customers' preference to stay at home and not go out into
public spaces except in cases of necessity. UK Hospitality in a statement on the situation of
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restaurants in Britain that most restaurants and cafes have recorded a 15% decline in bookings
in recent times.

Strangely, Chinese restaurants continue to suffer more than others, with a 40% decline
in revenue. Despite the shift of the disease's epicentre from China to Italy, Italian restaurants in
Britain are not suffering more than others. In some cases, many London restaurants are on the
verge of bankruptcy, having been living on past resources for some time. Reservations have
fallen by 50% in at least 700 restaurants, as confirmed by the UK Hospitality Association.

As for Algeria, restaurants have been completely closed from 23 March 2020 to 31
August 2020. [Yildiz, 2020] Restaurant and café workers have been among those most affected
by the pandemic in Algeria.Mr Abadli told Al-Araby Al-Jadeed: "I am incurring heavy losses
due to the loss of daily income, which averages around 50,000 dinars ($406) per day, in addition
to electricity and tax expenses.l was also forced to give an advance payment for the salaries of
my five employees. This is one of hundreds of thousands of cases in Algeria involving
restaurant owners who have been forced to suspend their activities due to the coronavirus,
awaiting an unknown fate and incurring financial losses that are difficult to quantify, according
to the owners.

After restaurants and cafés resumed operations in many countries with the easing of
lockdown measures imposed to contain the spread of coronavirus, some have come up with
new ways of social distancing to protect their customers from infection, such as the German
restaurant initiative Figure 2.

Figure 2 — Innovative ideas for social distancing in restaurants and cafes

These images represent a simple commentary on people's behavioural habits, with some
stating that restaurants are not a substitute for home kitchens, but rather special places they visit
from time to time. The same idea of distancing is also applied in a café through individual
plastic houses.

It is impossible to ignore the fierce competition that currently exists in the restaurant
industry, whether in modern cities or in remote areas. On the one hand, environmental factors
and the growth of the technological environment, and on the other hand, restaurants are exposed
to certain threats and crises, such as the 2020 crisis represented by the Corona epidemic, have
made them look for more effective ways to stay in constant contact with their customers and
thus not lose their position or presence.

As we mentioned earlier, there are many digital marketing tools that we can use to
market restaurants:

a. Mobile marketing: If using a smartphone, it must first have relatively good
specifications with some programmes for editing photos and videos and experience in taking
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photos and videos to achieve more interaction on social media such as Instagram, Twitter and
others.

b. Online marketing: It is no secret that people use the internet to discover new
restaurants, write reviews, browse food and drink menus, and do other things they always do
when they want to buy goods or services. This is what restaurant establishments currently need:
to enter the digital world professionally and utilise all innovative ideas to attract new customers
and retain existing ones. Therefore, such decisions must be made intelligently and strategically,
starting with identifying the target audience. The process of identifying the appropriate
categories requires studies and gathering sufficient information about the various sectors and
their contribution to achieving the project's objectives.

Restaurants are establishments, places, or institutions, as previously defined, for
manufacturing food and serving it in its final form to customers who request it. Therefore, their
physical and real presence is no longer sufficient. In this era of technological development,
challenges and hostages, epidemics and competition, they are forced to have a virtual presence
in the form of a website through which they communicate with their customers. The use of the
website allows it to know who its customers are, whether they actually come to the restaurants
or receive their orders remotely, what their characteristics are, what they prefer, what their
frequent orders are, and where they are located. All of this allows them to organise and manage
their orders and work, easily keep track of their customers, and satisfy and retain them. In this
regard, the manager should try the food and experience the overall atmosphere [food, drinks,
and menu items in general) before the customer enters the establishment. He also needs to
ensure that the design is compatible with mobile devices, as the percentage of customers
accessing the web site may be very high using a smartphone rather than a computer.

In regards to restaurants that run a website, making themselves more visible on the
internet through search engines is known as SEO. Research shows that 95 % of all searches are
made on the very first page of Google. In other words, in order to attract visitors to the restaurant
website, effective SEO can help the business get a spot on the "local pack,” which means that
the top three ranking results in Google Maps must be reached. The reason why a position in the
local pack is desirable for a restaurant is because of its popularity in the world of web searching.
This means that if someone searches for "best pizza,” the three most visible websites will be
visited far more frequently than others.

Marketing restaurants on social media is important and almost essential. The number of
customers has increased due to social media and the reputation they have gained through it,
using Facebook, Twitter, Instagram and other social media platforms and channels.This is done
through promotional marketing phrases, and it is not about what restaurants offer in terms of
food, but rather the overall value they provide.

For example, the well-known restaurant chain McDonald's offers customers wonderful
promotional marketing phrases, and we do not mean here the slogan "I'm Lovin" it", but rather
the following phrases [Cezim, 2026] :

As we can see in McDonald's Egypt's advertisement for its combo, they say: "Love your
combo even more." The phrases are easy and smooth and describe the advertisement easily.
The advertisement indicates that the combo has become better and cheaper, at only £39 (Figure
3).

We also find the phrase "Tastes Better Together,” which makes it easy to understand
that their Sharebox is now only 100 pounds and that all of the items taste better when eaten
together. At the same time, restaurants can use some ideas such as holding competitions on
social media to promote the brand [for example, the Heba competition, which asks individuals
to tag their favourite dining companion) [Al-Ani¢, 2021].
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LOVEYOUR COMBO TASTES BETTER TOGETHER
EVEN MORE
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Figure 3 — McDonald's Global Advertising Campaigns

This can help restaurants gain more followers, boost their brand visibility, and attract
more customers to visit their business.

Email marketing is one of the most effective techniques that marketers currently use and
rely on in developing their digital marketing strategies. In the restaurant industry, marketers
must first try to collect email addresses or lists through the web and enter them automatically
or manually [manually in the restaurant). Once the list is created, restaurants can start drafting
email campaigns and sending weekly offers, updates, stories and events. Aim for high-quality
content to encourage engagement by getting customers to open the emails.

Digital marketing, leveraging internet-based tools, has emerged as a critical mechanism
for disseminating information, facilitating stakeholder communication, and enabling business
survival during the COVID- 19 pandemic [Lincényi, 2023]. Within the restaurant industry-
charachterized by sudden customer attrition due to lockdown measures — digital plateforms
have enabled strategic responses that can be categorized into six interrelated tactics:

First, digital platforms, particularly social media, serve as vehicles for storytelling and
entrepreneurial narrative sharing. The owners of restaurants have used social media sites like
Facebook, Instagram, and TikTok to express their stories about how their businesses started,
their struggles, and how they survived. According to industry insights, when an entrepreneur
shares his/her story, an emotional connection is created with customers.

Second, user-generated content [which is the content produced by the followers) could
help better achieve the objectives of the organization, and this could save costs as well. It is
revealed through statistics that 92% of people trust recommendations and comments from other
people regarding the branded content. Individuals do not believe in marketing messages that
are promotional. The customers themselves will take pictures and upload them of the meals at
the restaurants. This process will cut down on marketing costs.

Third, “Behind the scenes” content encourages brand loyalty. Apart from focusing on
the quality of products offered by restaurants, managers tend to form an emotional attachment
with employees, stories, and the overall ambience of restaurants. “Behind the scenes” digital
content helps humanize restaurant brands.

Fourth, Sharing educational content, such as recipes, tutorials, and cooking
demonstrations. There is so much free time to pass, that one seeks out an activity to undertake.
Mini cooking classes are one such means, providing a service to teach novices how to cook
while preparing small yet tasty meals. These are helpful in two ways, as they help brands remain
relevant during lockdown periods, and also prepare future customers for visits by having them
taste their own creations first.

Fifth, Social media platforms have a lot of software and programs available through
which restaurants can connect to their clients or even attract new ones directly, and these include
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Facebook and Instagram. The communication through social media helps in reaching out to
different demographics, even though they may not visit the restaurant physically.

Sixth, Social solidarity initiatives enhance brand impact and operational visibility.
Restaurants located near hospitals or public facilities can take advantage of this by offering
promotional meal programs expressing gratitude to healthcare workers, service employeers,
police officers, and others who are working hard and fighting a real battle against the virus.This
strategy not only generates positive public relations but also subtly signals continued operation
operation for pick-up and delivery services. This is what McDonald's did when it announced a
promotional offer to provide meals for hospital and health workers during the pandemic (Figure
4).

McDonald's
Sponsored

Over the past two weeks, our incredible crew served more than 10 million Thank
You Meais to first responders and health care workers

NWW. MCDONALDS.COM

23 M Learn More
It's our honor to serve you

Figure 4 — McDonald's solidarity with the health sector

Conclusions and Directions for Further Research. The actual gathering of
individuals in real life may cause diseases, transmit infections, and lead to excessive spread and
inability to control them. This is why the digital marketing slogan in times of crisis is
particularly relevant: "There is no social distancing on the internet; everyone communicates,
watches, chooses, and supports.” From this research, the following conclusions can be drawn:
First, digital marketing represents a fundamental shift from traditional marketing practices and
has become an imperative for organizations of all types. For restaurants specifically, digital
marketing achieves remote presence, which is a necessity rather than an option. Second, the
COVID-19 pandemic had a devastating impact on the restaurant industry globally, including in
Algeria where complete closures lasted over five months, causing significant financial losses.
The phenomenon of “coronavirus phobia” exacerbated the crisis beyond governmental
restrictions. Third, digital marketing tools — including websites, search engines, social media
platforms, and email — provide practical mechanisms for restaurants to maintain continuous
interaction and communication with customers during crises. These tools enable restaurants to
understand customer needs, customize offers, and build long-term mutual trust. Fourth, specific
crisis-oriented digital strategies — such as sharing success stories, using user-generated content,
providing behind-the-scenes access, sharing recipes, reaching new audiences through emerging
platforms like TikTok and Pinterest, and demonstrating social solidarity — have proven effective
in maintaining customer relationships during lockdowns. Fifth, the study confirms its
hypothesis: the adoption of digital marketing strategies does have a significant impact on the
fate of restaurants and their relationships with customers. Customer satisfaction may be a source
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of profit, but customer loyalty — built through continuous digital engagement — is the basis for
survival and continuity.

Future research should address several promising directions. First, empirical studies
measuring the quantitative impact of specific digital marketing strategies on restaurant revenue,
customer retention, and post-crisis recovery rates would strengthen the findings of this
theoretical and descriptive study. Second, comparative research examining the differential
effectiveness of digital marketing strategies across countries with varying levels of digital
infrastructure — particularly comparing Algeria with European and Asian countries — would
provide valuable insights for policy development. Third, longitudinal studies tracking
restaurants that adopted digital marketing during COVID-19 and their long-term performance
compared to those that did not would further validate the hypothesis. Fourth, the development
of a practical, low-cost digital marketing toolkit specifically designed for small and medium-
sized restaurants in developing countries represents an important applied research direction.
Finally, future research should explore how digital marketing can prepare restaurants for other
types of crises beyond pandemics, including natural disasters, economic recessions, and
geopolitical disruptions. As the study has shown, creating attractive content, improving online
presence, helping the surrounding community, and always preparing to start again are actions
that increase respect and appreciation for restaurants and achieve greater brand awareness —
objectives that every restaurant strives to accomplish.
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Cakem @amima 3axpa, cmapwa eukiadauxa Yuieepcumemy Mycmagpu Cmambyni, Mackapa,
Anorcup.

I'paa Amens, npoghecopra Yuisepcumemy Jocunani Jliabeca, Cioi-benv-Abbec, Anocup.

Pecmopanu 6e3 Knicnmie: ponv UUPPOEO20 MAPKEMUHZY Yy NOO0O0JIAHHI KOPOHABIPYCHOT
Kpu3su.

3a60aKu  BUKOPUCTHAHHIO — CYHACHUX — THEXHONO2IU  YUpposuil  Mapxemuue  30amHull
mpancgopmysamu KOMepyiiki NIONPUEMCMEa ma RIOUWLY8aMU eqheKMUBHICMb IXHbOI OiIbHOCMI —
Hacamneped 3a805KU NOCMIlIHIL 83aemMo0ii ma 3anyuennio kuienmis. [lanoemis COVID-19 cnouamky
CHPUYUHUIA ABUNe, KEe MONCHA ONUCAmuU AK «pecmopanu b6e3 KIi€eHmiey — cneputy uyepe3 ypsaoosi
0bMedicen s, a 32000M uepe3 nowupeny «kopouagobiny. Lle asuwe cnocmepizanocs 6 Ancupi, a
Maxoxc y 6CboMy ceimi, 30kpema ¢ €eponi, Amepuyi ma Azii. ¥V 6ionosiov na xpusy 6aeamo KoMnaiil
nouanyu 6nposaoddcysamu cmpamezii yugposozo MapKemuHey Rnopsao 3 IHWMUMU IHHOBAYIUHUMU
pileHnsamuy, woob Oonomozmu Oi3HeCy 6udcumu ma HOOONAmU GUKIUKU nandemii. Y cmammi
PO32TAHYMO KIOYOBI THCMPYMEeHmu Yyugdhpogozo MapKemunzy, uwjo 00nomMo2nu pecmopanam 36epezmu
KNIEHMIB.

Kurouosi cnosa: yugposuii mapkemurne, peCmOpaHHa 2any3b, AHMUKPU30BE YAPAGIIHHS,
naHoemis KOpOHAGIpYCy, MOOLIbHULL MAapKemuHe, MApKemuHe y COYIambHUX Mepedcax, 3a1y4eHHs.
KIiEHmMi6, cmpamezii 6UXCUBAHHS Oi3HeC), NOBEOIHKA CHONCUBAUIS.
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Caiit, comianbHI Mepexi, MOUTyKOBa BHAA4a, CKCIEPTHI MyOikailii, BiJICOKOHTEHT,
BIJITYKH, peaKilii KOpHCTyBauiB i mudpoBa aHAIITUKA YTBOPIOIOTh €IUHY KOMYHIKAIiiHY
CUCTEMY, Y MeXax sIKoi OpeH/ He JMIIe Npe3eHTye cebe, a i MOCTIHHO MiATBEPIKYE BIACHY
eKCIEePTHICTh, HAIHHICTD 1 peryTaliiiHy HiHHICTb.

Oco6rBOro 3Ha4eHHS 1151 Mpo0OJIeMa Ha0yBae JJIs JOCIITHUIBKUX areHIlii, JisSIbHICTh
SKHX TPYHTYETHCS Ha JOBipi, mpodeciiiHiii ekcrepTu3i, aHaMITHYHIA TOYHOCTI Ta 34aTHOCTI
3a0e3mevuyBaTl KIIEHTIB PEJICBAHTHOIK 1H(OPMAIIE0 I TPUUHATTS YNPAaBIHCHKHX 1
MapKETUHTOBUX pilieHb. /i Takux opranizaiiii OpeH[1 € He JIuIIe KOMEPIIHHUM aKTUBOM, a i
IHIUKATOPOM MpO¢eCiifHOI KOMIIETEHTHOCTI, MPO30POCTi, METOJO0JIOTTYHOI HAIIHHOCTI Ta
peryTanidHoi CTIMKOCTI. Y IbOMY KOHTEKCTI iHTerpoBaHi pekiamHi Ta PR-TexHomorii
BUKOHYIOTh TMOJBIMHY (YHKIIIIO. 3 OJHOTO OOKY, BOHU 3a0€3IeUyIOTh NMPOCYBaHHS IOCIYT,
(opMyBaHHS BII3HABAHOCTI Ta CTUMYJIOBAaHHS IHTEpeCy 10 areHuii. 3 iHmoro OOKy, BOHHU
CTBOPIOIOTH JIOBIPY, MATPUMYIOTH IPODECIHUI IM1JK, TOSCHIOIOTD IIIHHICTb TOCTIKEHD TS
0i3Hecy Ta (OPMYIOTh TOBIOCTPOKOBI BIJHOCHHHU 3 HIIBOBHMH ayauTopismu. Came ToMy
aKTyaJIbHUM € aHami3 Toro, sk pekiamHi, PR- Ta digital-incTpymMeHTH MOXyTh OyTH
IHTETrpoOBaHi B €AMHY cUCTeMY (popMyBaHHS OpeHAY ITOCIiAHUIIBKOT areHIIii.

[IpakTryHa 3HAYYLIICTh IPOOJIEMH HOJIATAE B TOMY, 1110 HAsIBHICTb CAWTy Ta CTOPIHOK Y
COLIIAIBHUX Mepexax Ie He rapantye edekrtuBHOi OpeHa-komyHikamii. [udposi kanamm
noTpeOYIOTh CUCTEMHOI KOHTEHTHOI CTpaTerii, ONTUMI30BaHOI TEXHIYHOI CTPYKTYPH, YITKUX
3aKJIMKIB J0 [Iii, Y3TO/PKEHOTO Bi3yadbHOTO CTHIIIO, PEJIEBAHTHOTO EKCIIEPTHOTO KOHTEHTY Ta
MOCTIMHOTO aHami3y MOBeAIHKU ayauTopii. bes Takoi inTerpaii uudposa npucyTHiCTs OpeHIy
MOXE 3aJMIIaTUCS (parMeHTapHOW0, a TOTeHmiad pekinaMHux 1 PR-iHCTpymeHTiB —
HEJOCTaTHhO peanizoBaHuM. [IpoOnemaruka iHTerpoBaHux pekiamHux, PR- Ta digital-
KOMYHIKaliii mepedyBae Ha mepeTuHi OpeHI-MEHEIKMEHTY, COIiaIbHUX Melia, uppoBoi
AQHAITUKY, PEMyTalifHOrO0 MEHEIKMEHTY Ta KOMYHIKAIlii 13 I[IIbOBUMHU ayAUTOPisIMH. Y
Cy4acHUX JOCIHI/DKEHHSX HAaroJonIyeTbes, MO UU(POBI IHCTPYMEHTH Jeiaii dacTime
BUKOHYIOTh HE JUIIe (PYHKIII0O MPOCYBAaHHS TOBApIB 1 MOCIYT, a ¥ QyHKIiO (HOpMyBaHHS
JOBIpH, 3a7Ty4EHOCTI Ta IOBTOCTPOKOBOI IIIHHOCTI OpeHIy.

Kam’s61, O3rit Ta AxMen posriagatoTs digital-MapKeTHHT SIK IHCTPYMEHT MOCHUJICHHS
3aJlyueHHsl CIOXKMBadiB 1 NpPOCyBaHHA OpeHay. JlOCHIIHMKM [OBOJATH, IO IU(POBI
MapKETUHTOBI CTpaTerii MO3UTUBHO BIUIMBAIOTh Ha customer engagement i brand promotion, a
TaKOX MIJIKPECIIOIOTh 3HAYEHHS CTpaTeriyHoro BUKopucTaHHS digital-IHCTpyMEHTIB AJis
HiABUILIEHHS BUIUMOCTI OpeHay Ta B3aeMmofil 3 aynutopiero [1]. JInst temu 1iei craTTi nen
MIIX1 € BaXJIMBUM, OCKUIBKH OpPEH]I TOCHITHMUIIBKOI areHIlli popMyeThCcsi HE JUIIEe Yepes
HasIBHICTb CaliTy UM CTOPIHOK Y COLIAJIbHUX MEpeXax, a uepe3 CUCTEMHY LIU(POBY B3a€EMO/Ii0
3 MOTEHIIHUMHU KIJIIEHTaMH, TapTHEpaMH Ta MpodeciiHO0 CHUIBHOTOIO.

A. Kymap, J1. Peiin, 1. Cano ta C. YOii nocmimkyiots criBsigsouenns brand-directed
social media marketing ta influencer-directed social media marketing. ABropu moka3yrTb, 110
OpeH-OpieHTOBaHI KOMYHIKallli B COI[iaJIbHUX MeJlia e(pEeKTUBHIIIE CTUMYIIOIOTh 3aTy4eHHs
ayauTopii, TOAl K 1HQIIIOEHCEP-OPIEHTOBAHI KOMYHIKAIl MOXYTh CHJIbHIIIE BIUIMBATH Ha
KymiBenbHi pimeHHs [2]. Lli BUCHOBKH € pesieBaHTHUMU JUTst aHaii3y areHuii « TAM», ockiibku
il nupoBa KOMyHIKAI[iS Ma€ EPEBAKHO OPEHI-OPIEHTOBAHUMN Ta EKCIIEPTHUM XapaKTep: BOHA
HE CTUIBKM CTUMYJIOE MHTTEBY TOKYNKY, CKUIBKM (opMmye noBipy A0 mnpodeciitHoi
KOMITETEHTHOCTI, aHATITUKH Ta JOCIITHUIIBKUX TTOCITYT.

JIy ta Yoy aHai3ylOTh COLIQTbHUX MeiaiH(IIOCHCEPIB K «IIOJChKI OpeHIu» Ta
BHOKPEMJTIOIOTH TTPUHITUITH, 1110 3a0e31euyoTh epeKkTrBHE (POPMYBaHHS TOBIPH B IIU(PPOBOMY
CepeIoBUIlll: aBTEHTUYHICTh, TEMAaTHUHY YYTJIMBICTh, (PAKTUEKIHT 1 CTpaTeriuHe PO3KPHUTTSA
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iHopmarii [3]. Xoua iXHE AOCTIIHKEHHS 30CepepKeHe Ha iH(UIFOeHCepaX, Ii MPUHIIHIH
MOXXYTh OyTH ajanToBaHi 1 JO OpeHAIB €KCIepTHOro Tumy. Jlis AOCHIAHMIBKOI areHmil
0COOJIMBO BaXKJIMBUMHU € JOCTOBIPHICTbH, IMIEPEBIPECHICTh JaHHUX, KOPEKTHICTh 1HTEpMIpETaLin 1
3/IaTHICTh TOSICHIOBATH CKJIAJHY aHATITUYHY iH(OpMAIlil0 3pO3yMiJIOI0 MOBOIO sl Oi3Hec-
ayIuTopii.

Ban 1 Yan-OnMmcTen po3risaaloTh OpeHI-KOMYHIKAIIO Yepe3 MEXaHi3MHU JIOBIpU Ta
NepeHeceHHs JOBipH Bia iH(IOeHcepa 10 OpeHay. JlocmiHuI HAroJIonyTh, IO JI0Bipa y
U(PPOBOMY CEpEIOBHIII € 0araTOBUMIPHUM KOHCTPYKTOM 1 MO)KE BIUIMBATH Ha pe3yJabTaTh
Opena-koMyHikarii [4]. i Hamoro A0CipKeHHS 1€ TI0JI0KSHHS BOKJIMBE B IIUPIIIOMY CEHCI:
OpeH]] MOCIHITHUIBKOI areHIii TakoX MoTpedye AOBipH, ale BOHA (POPMYETHCS HE uepes
MIePCOHANIbHY TOMYJISIPHICTh 1H(]IIIOCHCEPa, a Yepe3 eKCIEPTHICTh, PemyTallilo, MPo30pPiCTh
METOJTIOJIOTI, JOKA30BICTh AHATITHKY Ta SAKICTh MHU(PPOBOI B3AEMO/IiT 3 ayTUTOPIEIO.

VY BITYHU3HSIHOMY HAyKOBOMY IMCKYpCi MUTaHHS (OpMYBaHHsS OpeHA-KOMYHIKaIlii y
U(pPOBOMY CEpeOBUIII TaKOXK HAOyBa€ akKTUBHOTO po3BUTKY. A. TaHaciifuyk oOIpyHTOBYE,
0 KOMYHiKalliiHa cTparteris OpeHay Mae ¢GopMyBaTHCS SK CHCTEMa B3a€EMOIIOB’SI3aHUX
IHCTpYMEHTIB 1 MeaiaraHiB, aIalTOBAHUX 0 IU(PPOBOTO CEPEAOBHUINA, KUTTEBOTO IIHKITY
Openzy, noTped LiIHOBOI ayTUTOPii Ta MOKa3HUKIB edeKTUBHOCTI digital-komyHikarlii.

VY nochimxenni A. Tanaciitayk, O. 'pomoBoi Ta A. [lleBuyk pexinamua ta PR-kamnanis
OpeHy NiANPUEMCTBA PO3TIISIAETHCS K IHCTPYMEHT [TO3UIIIOHYBAaHHS B OHJIaH-CcepeJOBUIII,
IO TIOEJHYE COLialbHI Mejia, TONIYKOBHH MapKeTHHI, OaHepHY pekiamy, influencer
marketing, mepconamizainiro Ta aHalli3 pe3ylbTaTUBHOCTI KoMyHikamid. Kpim Toro, A.
Tanaciituyk Tta [ [lomimyk minkpecmioloTe 3poctanHs podi digital-texHomoriii y
MapKETUHIOBIN AisUIbHOCTI miAnpueMcTB, 30kpemMa SEO, SMM, KOHTEKCTHOI pekjIamu,
COLIIAIBHAX MEPEeX Ta IHTEPaKTHBHHUX KaHAJIB B3aeMofii 3 aymutopiero. Lli momoxeHHS €
peneBaHTHUMU AJis1 aHanizy areHuii « TAMy, ockinbku ii OpeHI-KOMYHIKallisl TAKOX MOTpedye
iHTerpanii caiTy, COI[laJIbHUX MeJia, €KCIIEPTHOTO0 KOHTEHTY, PEKJIaMHUX IHCTPYMEHTIB i
udposoi anamituku [9-11].

OTxe, cy4acHi JOCHIDKEHHS MiATBEPKYIOTh, M0 epeKTHBHAa IH(poBa OpeHI-
KOMYHIKaIlisl Ma€ 1HTerpoBaHUi XxapakTep. BoHa moenHye pekiamMHy BuauMicTh, PR-10Bipy,
COLIIAJIbHY B3a€MOJII0, €KCIIEPTHUIM KOHTEHT, LU(PPOBY aHAIITUKY Ta CHUCTEMHY pOOOTYy 3
penytauieto. BopHouac HeIOCTaTHHO PO3POOJIEHUM 3aIMIIAETHCS MUTAHHS 3aCTOCYBAHHS
1HTerpoBaHux pekiaMHux 1 PR-texHosnoriii came nns ¢popmyBaHHS OpeHIy JOCIITHUIBKOT
arenuii. Takuii OpeHn mae cnenudiuHy IpUPOLY, OCKUIBKU HOTrO I[IHHICTh BU3HAYAETHCS HE
JUIIE PIBHEM YII3HABAHOCTI, a ¥ JIOBIPOIO 1O JOCIHIIHUIIBKUX METOIIB, SKOCTI aHAIITHUKH,
npodeciifHoi penyTanii Ta 34aTHOCTI TpaHCPOPMYBATH JaHi B IPAKTUYHI Oi3HEC-PIlIEHHS.

Mera Ta 3aBaaHHsi. MeTo10 CTaTTi € OOIPYHTYBAHHSI POJII IHTEIPOBAHUX PEKIAMHHUX 1
PR-texHonoriit y ¢popmyBaHH1 OpeHIy IOCTIAHUIBKOI areHuii B uppoBOMy CepeoBHILI Ta
BHU3HAUEHHS HanpsMiB nocuiieHHs digital-koMyHikanii Ha ocHOBI keiicy areHuii « TAM».

Jist TOCSATHEHHS OCTaBJIEHO METH B CTATT1 Nepe10auyeHo YTOUYHUTHU POJIb PEKIAMHUX,
PR- Ta digital-komyHikaniii y ¢opmyBaHHI OpeHly JOCHIIHUIBKOI areHiii; mpoaHali3yBaTu
caiitr areHuii «TAM» sk ueHTpanbHUN eneMeHT HU(POBOi OpeHI-KOMYHIKaLli; OLIHUTH
PE3YNBTATUBHICTh COITIAJIbHUX MeEJlia arceHIlii 3a JaHuMH Meta-aHaTITHKA; BU3HAYUTH TUIH
KOHTEHTY, SIKi MalOTh HalBHUIIMI MOTEHIliaNl 3allydeHHs ayAMUTOpii; 3alpONOHYBAaTH MOJEIb
1HTerpoBaHoi pekiaMHO-PR-komyHikamii OpeHay MocCiigHUIBKOI areHIii Ta chopMynroBaTH
MPaKTUYHI peKOMeH allii moao nocuneHHs digital-mpucytHocTi areniii « TAM».

Metoaoaorisa aociaigxenHs. J{ocmikeHHsT Mae TEOPETUKO-TIPUKIIAIHUIN XapakTep 1
IPYHTYETbCS Ha MMO€JHAHHI TEOPETUYHOTO aHaNi3y, Kelic-aHai3y, KOHTEHT-aHalli3y HH(pPOBUX
KaHaJiB, BeOAHAJITUKU Ta €JIEMEHTIB KOMYHIKAIIMHOI JiarHOCTHKU Openay. Teopetuuny
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OCHOBY JOCII/DKEHHS CTaHOBIJIATH HAYKOBI MIAXOAW JO IHTEIPOBAaHUX MAapKETUHTOBUX
KOMYHiKaIiii, Opena-meHemxMenTy, digital-komynikaniid, PR-texnonorii, comianpHux Mezia
Ta penyTauiifHoro MeHeKMEHTY. [IpakTHuHy OCHOBY CTaHOBUTH KEHC JIOCIIITHUIIBKOT areHIii
«TAMp, sika po3TISIIAETbCA SIK MPUKIIAA OpeHy €KCIIEPTHOTO THILY, 0 (opMye HUPPOBY
MIPUCYTHICTh Yepe3 CalT, COLIAIbHI MEpPEeXi, CKCIIEPTHUN KOHTEHT, aHAIITHYHI MaTepiaan Ta
OCBITHBO-TIPOMOIIiiHI MTOBiJOMJICHHSI.

Emmipuuny 6a3y mociimpkeHHS c)OpMOBAHO Ha OCHOBI TPhOX TPyl MarepiajiB:
pe3yibTaTiB MOYaTKOBOTO TEXHIKO-KOMYHIKaiHHOTO ayauty caity areHmii «TAM»;
MMOTOYHUX TMOKA3HHMKIB BEOAHAMITHKU calTy 3a octaHHi 90 nniB; manux npodeciiitHoi maHem
Meta mono pe3yabTaTUBHOCTI mybmikamiii arenmii y Facebook Ta Instagram. IlouaTkoBuit
ayJIUT JIaB 3MOTY OLIHWUTH MBHUAKICTh 3aBaHTaxeHHs, SEO-cTtpyktypy, UX, amanTUBHICTS,
KOHTAKTHI CTOPIHKM Ta KOHBEPCIHHY JIOTiIKYy caiiTy. BeOaHamiTuKa caliTy BUKOpHCTaHA JUIs
BU3HAYCHHS JpKepen Tpadiky, JUMHAMIKH BiJBITyBAHOCTI, IMMONTYKOBOI BHAMMOCTI, TIEPETJIsIIB
KJIIOYOBUX CTOPIHOK 1 PIBHS 3alydyeHHs KopucTyBauiB. JaHi Meta-aHamiTUKK Jamu 3MOTy
OLIIHUTU TMEPErfsiiau, B3a€MOJ1i, KIIKH, peakilii, MOMUPEHH, JHKepeaa MEeperisiB, YacTKy
YUTAYiB 1 HEYMTAUIB, @ TAKOXK BIKOBY, CTATEBY i reorpadiuny CTpYKTypy ayIuTopii.

BukopucTtano Taki METOU: TCOPETUYHUIN aHAMI3 1 CHHTE3 — AJIs y3araJlbHeHHs MMiIX0/IiB
1o pexinamanx, PR- Ta digital-komyHikariii; KOHTEHT-aHAI3 — JJIs OLIHIOBaHHS TEMaTHYHOI
CTpyKTypu nudpoBoro xoHTeHTy areHuii «TAM»y; BeOaHamiTHKa — JUId aHAi3y CalTy SK
HeHTpY OpeHI-KOMYHIKaIllii; KeWc-aHami3 — ais BuBUeHHs cnenudiku GopmyBaHHS OpeHIy
JOCTIAHUIIBKOI areHIii; NOpiBHAJIBHUI aHami3 — JUIsl 31CTaBIEHHS PEe3yJIbTaTUBHOCTI Pi3HUX
TUIIB KOHTEHTY; KOHIIENTYaJIbHE MOJENIOBaHHS — JUIi MOOYJOBH MOJENI IHTErpOBaHOL
pexinamHo-PR-komyHikatii 6penay.

Buxopucranas keiicy arenmii «TAM» He mnepemdadae penpe3eHTATHBHOTO
y3arajJbHEHHSl ISl BCIX JOCTIAHHUIIBKUX areHulid, OJHAK Ja€ 3MOTY BHSIBUTH HIPHUKIATHI
3aKOHOMIPHOCTI (popMyBaHHsI OpeHIy EKCHEepTHOI OpraHizauii B HU(PPOBOMY CEPEIOBHIII Ta
BHU3HAUUTH HAMPSMHU NOCUJICHHS 11 pekiIaMHo-PR-koMyHiKaIlii.

HaykoBa HOBM3HA JIOCITIPKEHHSI ITOJIATA€ B YTOYHEHHI POJIi IHTETPOBAHUX PEKIAMHUX 1
PR-texnonoriii y ¢dopmyBaHHI OpeHIy AOCIITHHUIBKOI areHuii SK eKCHepTHOI oprasizauii B
nu(ppoBOMy KOMYyHiKaliiHOMYy cepenoBuiii. Ha BinMiHy Bia migxoniB, y skux digital-
KOMYHIKAI[isl PO3IJIAIA€ThCS NEPEeBAXHO SIK IHCTPYMEHT MPOCYBaHHs TOBapiB abo MOCHYT, Y
CTaTT1 OOIPYHTOBAHO 11 3HAUYEHHS SIK cUcTeMU (OpMYyBaHHS TOBIPH, peNyTaliIiHOI CTIHKOCTI,
€KCIEePTHOI0 MO3ULIOHYBaHHS Ta JIOBTOCTPOKOBOI B3a€EMO/IIi 3 ayJJUTOPIEIO.

Y Mexax JOCHIDKEHHS YTOYHEHO 3MICT MOHSTTS I1HTErpoBaHOi pekjgamMHo-PR-
KOMYHIKaIlii OpeHay IOCHiTHUIBKOI areHIlii; CUCTeMaTH30BaHO OCHOBHI HU(POBI TOYKHU
KOHTaKkTy OpeHAy 3 ayIuTOpi€lo, 30KpeMa CcalT, IMONIYKOBY BHZauy, COLIaJbHI Me[ia,
eKCHEepTHUM KOHTEHT, aHAJIITHYHI MaTepiaji Ta OCBITHbO-IPOMOILIHI MOBIIOMJICHHS;
3alpoONOHOBAaHO MOJENb IHTErpoBaHoi pekiaamMHo-PR-komyHikaii Openny areHuii « TAM»;
BU3HAYEHO THUMM KOHTEHTY, IO MAaroTh HaMBHMIIMI NOTEHLiad 3aJyd4eHHS ayaAuTopii;
c(hopMyITbOBaHO TPAKTUYHI HAMIPSMU TTOCHIIeHHs digital-mpucyTHOCTI TOCTIAHUIIBKOT areHITi.

Bukiag ocHoBHHX pe3yabTaTiB Ta iX 00rpyHtyBaHHs. DopmyBaHHS OpeHIy
HAIPUEMCTBA cepr MOCTYT Ma€e HU3KY 0COOIMBOCTEH, 1110 BIAPIZHAIOTH HOT0 BiJl OpeHIUHTY
MmarepiaibHUX ToBapiB. Ilociayra € HemaTepialbHOIO, YaCTO CKIIAJHOIO IS IMONEPEeIHbOTO
OIIHIOBAaHHS, a ii SKICTb 3HAYHOI MIPOI0 CHPUKUMAETHCS uepe3 JOBIpY A0 BUKOHABI,
npodeciiiHy pernyTaiito, J0CBiJ B3aeMOJil Ta KOMYHIKaliiiHi curHaiu OpeHnay. Y LbOMY
KOHTEKCTI OpeHJ MiAIpUeMCTBa cepu MOCIyr BUKOHYE HE Jumle ileHTUdiKaliiHy, a i

A. M. Tanaciiiuyk, A. M. Casuyx, /. I'. Ilpunvko, A. O. boaxogimina. Inmezpoeani pexnammi Sl
ma PR-mexuonozii'y gpopmysanui 6penoy 00crionuyvbkoi acenyii 6 yugposomy cepedoguuyi:
retic acenyii « TAM»



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 3, 2026 ISSN 2523-434X (Online)

rapanTiiny QyHKIIIO: 3HUKYE HEBU3HAUEHICTh JJIS KJII€HTA, MOSCHIOE IIHHICTH MOCIYTH Ta
dopmye odiKyBaHHS MO0 AKOCTI MaltOyTHBOT B3aemoii [5].

JIst TOCTHUIIPKUX areHIli s mpoodyieMa Ha0yBa€e 0COOJIMBOTO 3HAYEHHS, OCKIJIBKH
iXHI TPOAYKT € CKIIAJHUM, €KCIEPTHUM 1 YacTO HEBUIUMHUM JJsl KJII€EHTa JO MOMEHTY
OTpUMaHHS pe3yiabTaTy. Ha BimMiHY Bil TOBapHOTO OpeHIy, OpeH TOCIITHMIIBKOI areHIrii
dopMyeTbcs HE CTUIBKM dYepe3 (i3MUHI XapakTepUCTHKH TPOIYKTY, CKUIBKH dYepe3
JEMOHCTPAIIII0 METOJOJOTIYHOI HAIIHHOCTI, aHaJITUYHOI KOMIIETEHTHOCTi, 3/1aTHOCTI
NPAIIOBATH 3 JAHUMH, 3p03yMiJI0 NOSCHIOBATH PE3yAbTaTH JOCHIKEHb 1 TpaHC(HOPMYBATH iX
y TpakTU4Hi Oi3Hec-pimieHHsA. ToMmy KIIOYOBHMH CKJIAJOBUMHU OpEHI-KOMYHIKAaIlii
JOCTITHUIIBKOT areHIlil € eKCIIePTHICTh, MPO30PICTh, TOKA30BICTh, pEMyTaIlis Ta I0Bipa.

IaterpoBani peknmamai Ta PR-texHomorii B mpoMy mporeci  BUKOHYIOTH
B3a€MOJIOTIOBHIOBANIbHI (pyHKIIIT. PexinaMHi iHCTpyMEeHTH 3a0e3MedyloTh BUIUMICTh OpeHIy,
MIPUBEPTAIOTh yBary 10 MOCIYT, (GOPMYIOTh MEPBUHHUN 1HTEPEC 1 CTUMYIIOIOTH IIJILOBI il
KopucTyBaua. PR-TexHOOrIi MpamiooTs Ha JOBIOCTPOKOBY JOBIpY, peIyTaliiiHy CTaJiCTh,
npodeciiiHe MO3UI[IOHYBAaHHS Ta MOSCHEHHS CYCIIIbHOI i 0i13HECOBOi LIIHHOCTI JOCIHI/IKEHb.
Digital-komyHikallii MO€AHYIOTH 11i HAPSIMK Y€Pe3 CalT, COLllaJIbHI MeJlia, MOITYKOBY BHIauy,
eKCIlepTHI myOumiKalii, BiICOKOHTEHT, aHAJTITHYHI MaTepiaiu Ta MUPPOBI TOYKU KOHTAKTY 3
ayauTopiero [6].

Y uudpoBoMy cepenoBUIlll OpeH I AOCHIIHUIBKOI areHiii GopMyeThCcs SK cucTeMa
MOCITIJOBHAX KOHTAKTIB 13 MOTEHIIIHHUM KIlieHTOM. [lepimnii KOHTaKT MOXe BiIOYTHCS depes
MOIIYKOBY CHCTEMY, COI[laJIbHy MEpEy, eKCIIEpTHUI Jomuc, peKoMeHAallio, pekiamy ado
30BHIIIHE MOCWIaHHA. Jlajmi KOpUCTYBad MEPEXOIUTh A0 CANTY, OLIHIOE CTPYKTYpPY HOCIYT,
3pO3yMUIICTh MOBIJOMJIEHb, HAsBHICTh KOHTAKTHHUX (POpM, SKICTh Bi3yallbHOI NpE3eHTaIllil,
eKCIIePTHICTh KOHTEHTY Ta penyTaiiiiHi curaamm [7]. CaiT, comianbHi Menia Ta PR-koHTEHT He
MOXYTh (DYHKIIIOHYBaTH 130JIbOBaHO: BOHHM MAalOTh MpAIIOBATH K €IMHA KOMYHIKalliiiHa
CUCTEeMa, IO BeJe KOPHUCTyBaya BijJ O3HAHOMIICHHS 3 OpEHJOM JIO JIOBIpH, 3BEpHEHHs abo0
CITIBIIpAIIi.

Jyis OpeHay MOCHITHUIBKOI areHiii 0coOJMBO BAXKIMBOK € HE JIMIIE KUIbKiCHA
pe3yabTaTuBHICTH digital-koMyHikawii — neperasau, OXOMIeHHs, KIIKU Yd Nepexoau, — a i
AKICTh 3aJIydeHHs aynuTopli. Bucoky KoMyHIKaliliHy LIHHICTb MaloTh Ti MaTepiaiu, sKi
JEMOHCTPYIOTh €KCIIEPTHICTh areHIlil, MOSCHIOIOTh MPAKTHYHY KOPHUCTh JOCIiIKEHb,
PO3KpHUBaIOTh IpobsieMu O13HECY, IPONOHYIOTh aHAIITUYHI 1HCAUTH 200 (OPMYIOTh OBIPY A0
npodeciiiHoi KommeTeHTHOCTI komaHau [8]. Came Tomy JUIsi JOCHITHUIIBKUAX areHIii
e(heKTUBHUMH € HE JIUIIE PEKJIaMHI TTOBIJOMJICHHSI TIPO TIOCIYTH, a ¥ aHAJIITUYHUMN, OCBITHIH,
KeHCOBUH 1 penyTallifHUN KOHTEHT.

InterpoBana pexnamHo-PR-koMyHikamiss OpeHZy JOCTHIAHMIBKOI areHiii Moxe
po3TasAaTucs SK CHCTEMa B3a€MONOB’A3aHUX 1HCTPYMEHTIB, IO TOEAHYE PEKIAMHY
BuauMicTh, PR-noBipy, digital-nocTynHicTh, €KCIEpTHUI KOHTEHT, aHATITHYHY J0Ka30BICTb 1
penyTauiiiHy cramicts. Takuil miAXia Aae 3MOTY OLIHIOBATH OpeH/I-KOMYHIKALiI0 HE JIUIIE 3a
OKpPEeMHMMHM IOKa3HMKAMM aKTHUBHOCTI, a SIK IUIICHUHM mpouec (opmyBaHHA mpodeciiiHoi
BITI3HaBAaHOCTI, JIOBIpU Ta TOTOBHOCTI ayAMTOPIi A0 B3a€EMOJII 3 areHLI€lO.

3 ypaxyBaHHSIM 3a3HauCHHX TEOPETHYHUX TOJOXKEHb y CTaTTi IMPOaHAIi30BaHO
1u(poBy OpeHI-KOMYHIKaIio JocaiaauIbkoi areHiii « TAMy, 30kpemMa cailT K eHTpalbHy
touky digital-mpuCcyTHOCTI, TOKAa3HUKH BEOAHATITHKA Ta PE3yJbTaTUBHICTH KOHTECHTY B
comianpHUX Memia. Y IUPPOBOMY CEpeloBUIN OpeHa MOCHITHUIBKOI areHIii GopMyeThCs
yepe3 CUCTEMY B3a€MOIOB’ A3aHUX KOMYHIKAI[IHHUX KaHAIIIB, KOXKEH 13 SIKHX BUKOHYE OKpEMY
¢dyHKLi0 B Tpoleci B3aeMoii 3 ayauropieto. CaliT 3abe3neuye 6a30By npe3eHTalio OpeHay,
CTPYKTYPY MOCIYT, KOHTAKT 13 MOTEHIIIMHUMH KIIIEHTAMH Ta MONTYKOBY BUIUMICTh. CoIliaimbHi
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Mezia MIATPUMYIOTh OIEpPaTUBHY B3a€MOJII0, MOLIMPEHHS EKCIEPTHOIO KOHTEHTY,
dopmyBaHHS mpodeciiiHOi BHI3HABAHOCTI Ta 3alydeHHs ayauTopii. PR-komyHikamii
CTBOPIOIOTH JIOBIPY, MOSICHIOIOTH IIHHICTH JOCTIIKEHb, IEMOHCTPYIOTh EKCIEPTHICTh 1
HiATPUMYIOTH PEIyTaliliHy CTaIiCTh. PeKiaMHi IHCTpYMEHTH CIPUSIOTH IPUBEPHEHHIO YBarH,
MIPOCYBAHHIO OKPEMUX MOCIYT 1 CTUMYJIFOBAHHIO MEPEXO/IIB JI0 IIJTLOBUX JIIH.

Ketic arennii «TAM» nae 3MOry MpOCTEKHUTH, SIK IIi €JIeMEHTH (YHKIIOHYIOTh Y
peanbHil digital-komyHikamii OpeHIy eKCHepPTHOro THMY. ATEHIS TO3HUIIOHYEThCS SIK
IpoBaiiiep MapKETUHIOBUX JIAHKX 1 JOCHITHUIBKUX PillIeHb, TOMY i OpeHI-KOMYHIKaIlisl Ma€e
OynyBaTucs He Juile Ha 1HGOPMYBaHHI MPO TMOCIYTH, a W Ha JEMOHCTpAIi aHATIITHYHOI
KOMIIETEHTHOCTI, podeciiiHoi HaaiifHOCTI, 3MaTHOCTI MPAIIOBATH 3 JaHUMHU Ta MPOIIOHYBATH
Oi3HEeCY IPaKTUYHI PIIICHHS.

Caiit arenuii «TAM» sik 1eHTp 1U@pPoBoi OpeHI-KOMYHIKaIlil, BUKOHYE (DYHKIIiIO
HeHTpabHOTrO eneMenTa digital-mpucyTHoCTi OpeHy, OCKUIBKH caMe BiH aKyMYJIIO€ OCHOBHY
iHpOpMaLil0 TPO HANpsAMH TiSUIBHOCTI, IOCIYTH, KOMaHAY, LIHHICHY MPOMO3MIII0 Ta
MO>KJIMBOCTI KOMYHIKaIlii 3 TOTEHI[IHHUMH KIieHTamMH. Y BUmNaAky areHiii «TAM» caiit € He
JIUIIIE IPE3CHTAIIMHUM PECYPCOM, a i BaXKIIMBUM €JIEMEHTOM (pOpMYBaHHS JOBipH 10 OpeHY,
OCKUIBKH JUIs 1OCIIAHULIBKOT OpraHizaliii 0co0JMBe 3HaYE€HHS MalOTh 3pO3yMUIICTh CTPYKTYpPH,
JOTiKa TIOJAHHS IIOCIHYT, KOPEKTHICTh TEPMIHOJOTI], HAsABHICTh KOHTAKTHHX TOYOK 1
HiATBEPKEHHS €KCIEPTHOCTI.

[ToyaTkoBU TEXHIKO-KOMYHIKAIIIHHAA ayIUT CAWTy 3aCBIIYUB, IO PECYPC 3arajioMm
MaB Cy4yaCHHUH BMIVIAJ, JIOTIYHY CTPYKTYpPY Ta AOCTaTHIN piBeHb aganTuBHOCTI. Iloka3Huku
PageSpeed Insights Ha ertami 3anmycky craHoBwiIHM 74 Oanu aiist MOOLITRHOI Bepcii Ta 95 Gani
JUIs JIecKTonHoi Bepcii. Lle cBiaumio npo JOCTaTHbO JA00pY TEXHIYHY OCHOBY CalTy, OJHAaK
MOOiTBbHA Bepcis moTpedyBana mojanbmioi onrtumizaiii. Cepel NpIOPUTETHUX HAMPSIMIB
yJIOCKOHAJIEHHS 0YyJ10 BU3HAYEHO 3MEHIIEHHS pO3Mipy 300paXKeHb, BAKOPUCTAHHS KELTyBaHH:,
ONITUMI3aIliI0 3aiBUX CKPHUITIB, TOKPAIIEHHS MeTa-TeTiB 1 3aronoBkiB H1-H2, ynockonanenus
BHYTPIIIHBOI MEPEIHKOBKH Ta MOCUJICHHS KOHBEPCIHHOT JIOTIKM CTOPIHOK MOCIYT.

OxpeMy yBary B MeXaxX MOYaTKOBOTO ayIAHUTy OYyJi0 MPUAUIEHO CTPYKTYpi CTOPIHOK
nociyr. BusiBiaeHo, 110 4acTMHA CTOPIHOK MOTIJIa CIIPUMMATHCS MOIIYKOBUMHU CUCTEMaMU SIK
0JIOTOBI 3aIucH, a HE TK KOMEPIIIHHI CTOPIHKU MociyT. s OpeHay TOoCHi THUIBKOT areHIlii 1e
€ CYTTEBUM OOMEXKEHHSM, OCKUIbKM CTOPIHKM IIOCJIYT MAalOTh BUKOHYBAaTH HE JIHILE
iHpopMaliiiHy, a ¥ KOHBepciiHY QYHKIII0. KO0 MOIIyKOBa CHCTEMAa HEKOPEKTHO
IHTepIpPETYe TUI CTOPIHKH, 11€ MOXKE 3HMXKYBATH ii peNIeBaHTHICTH JIJIs1 KOMEPLIHHUX 3aIHTIB 1
1ocabII0BaTH MOXKIIMBOCT] OPraHIYHOIO 3alTy4YeHHS MOTEHIINHUX KIIIEHTIB.

3 nmornsany UX-ayaury cailT MaB MiHIMaNICTMYHMM AM3aliH 1 JIOTIYHY MOOYIOBY
CTOPIHOK, OJJTHAaK NOTpeOyBaB MOCUJIEHHS 3aKJIMKIB /10 Aii. 30kpema, A cTopiHku «llocmyru»
0yJ0 pEeKOMEHIOBAHO J10JIaTH KHOMKY «3aMOBHUTH» a00 KOHTAakTHY (opMy, 100 CKOPOTHUTH
IUIIX KOPHCTyBada BiJ O3HAWOMIJIGHHS 3 TIOCIYrOH JO 3BepHEHHSA. Takox Oyio
3alpONIOHOBAHO 00 €IHATH KiJIbKAa KOHTAKTHHUX CTOPIHOK B OJIHY 3pO3yMINIy CTPYKTYpY,
OCKUJTBKM HaJaMIpHA KUIBKICTh KOHTAaKTHMX TOYOK 0€3 WITKOI JIOTIKM MOXKE YCKJIaJHIOBATH
HaBIraliio 1 3HWKYBaTH KOHBEPCIIHICTD cailTy.

[ToTouyna BebGanamiTuKa 3a octanHl 90 1HIB Aajia 3MOTY OI[IHUTH, SIK CalT QyHKIIOHYE
icCJIs 3aIyCKy Ta sIKi KaHalu 3a0e3MeuyloTh BiJBiyBaHH:. 3a aHaIi30BaHUN Nepioj caiiT MaB
77 BinBimgyBadiB, mo Ha 3,8% OibIe MOPIBHIHO 3 TIOTIEPEIHIM aHAJIOTIYHUM TMepiogoM. Xoda
abcomoTHUI 06cAr Tpadiky € HEBHCOKHM, MO3UTHBHA JWHAMIKa CBIIYUTH MPO MOCTYIOBE
dbopMyBaHHS HUPPOBOT BUAUMOCTI OpeHY.
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OcHoBuumH oKepenamu Tpadiky oymu direct — 47,4%, organic search — 35,9%, organic
social — 14,1% ra referral — 2,6%. Taka cTpyKTypa 1mokasye, 1o Maixe oJIOBHHA BiJ[BilyBaHb
MIpUIIAJAE Ha IPsIMi TIEPEX01H, TOOTO KOpHUCTYBauil ab0 BXKe 3HAIOTH OpeH 1, a00 MepeXoATh Ha
caiiT yepe3 30epeeHi MOCUIAHHS, MECCH/DKEPU UM 1HINI HEempsMO aTpuOyTOBaHI JpKepena.
Jlpyra 3a 3Ha4CHHSIM YacTKa HAJICKHUTh OPraHIYHOMY TONIYKY, IO MiATBEPIKYE BaXKIHBICTH
SEO-ontumizanii i MOAaIbIIOr0 pO3BUTKY OpeHay. YacTtka organic social cBiUuTH Mpo
HasBHICTH 3B 3Ky MK COIIaJIbHUMHU MeJlia Ta CAUTOM, OJ{HaK 1€l KaHajd Ma€ TMOTCHINa JJIs
MOCHJICHHST Yepe3 CHCTEMHIII 3aKJIMK{ JIO TEepeXOoJy Ha CTOPIHKH IOCIYT, KeHCiB abo
eKCIepTHUX MaTepiams (Tab. 1).

Tabmuus 1 — xepena tpadiky caity areniii «TAM» 3a ocranni 90 nHiB, yepBEHb

2026p.
Jlxepeno tpadiky Yacrka, % KomyHikariiiiHe 3HaueHHS
Direct 474 CBi4UTh MPO HASBHICTh YK€ CPOPMOBAHOTO 3HAHHS PO
' OpeH a00 mepexoau 3 HeMPSIMUX JKepel
. [linTBepKye 3HA4YEHHS MOLIYKOBOi BUAMMOCTI Ta SEO-
Organic Search 35,9 CTpYKTipI/I Zamy Y
Organic Social 141 Bka3zye Ha 3B’A30K COIiaIbHUX Mefia i3 caiiToM, aie
' MoTpeOye MOCHICHHS
Referral 2.6 Mae MiHiMaJ]bHy. 9acTky, 1o CBIIUUTH TPO MOTPEOy
PO3MINPEHHS 30BHIIIHIX 3TaJIOK i MAPTHEPCHKUX TTOCHIIaHb

[Toka3HUKHM MOIIYKOBOI BHIMMOCTI EMOHCTPYIOTH MO3UTHUBHY AWHaMIKY. KilbKicTh
NOKa3iB y NOLIYKY cTaHoBuiIa 1,6 Tuc., mo Ha 76,3% Ouiblie, HDK y MONepeHbOMY Hepioi.
KinbkicTe HaTHCKaHb 13 mouryky gocsiria 33, mo Ha 8,3% Oinblie, a KUIbKICTh YHIKQJIBHUX
BiJ[BiTyBauiB 13 MOIIYKY cTaHOBHIIA 28, 110 Ha 20% Oinbiue. Lle mae migcTaBu cTBepKyBaTH,
II0 CalT OCTYNOBO Ha0yBa€e BUANMOCTI B IOITYKOBOMY CEPEIOBHIILI, OAHAK CITiBBiTHOLICHHS
MDK TIOKa3aMHU W HaTUCKaHHSIMU IOTpedye MOAAIBIIOrO IOCHJIEHHS Yepe3 OMNTHUMI3aLiio
3aroJIoBKiB, METAOINMCIB, CTPYKTYPHU CTOPIHOK 1 pPEJIEBAHTHOCTI KOHTEHTY JIO IOIIYKOBUX
3anuTiB (TabI. 2).

Tabnuus 2 — [Toka3HUKYU MOIIYKOBOT BUIIMMOCTI calfTy areHuii «TAM»

INToxa3Huk 3HaueHus 3a 90 qHIB JlnHamika
[loxazu B momyky 1,6 THc. +76,3%
HaTtuckanHs 3 momnryky 33 +8,3%
'YHIKaJIBHI BiIBigyBayi 3 MOLIYKY 28 +20%

AHani3 HaWNOMyNSPHINIMX CTOPIHOK CalTy IOKa3ye, 110 HaWOUIbIIY KUIBKICTh
HeperisiiB Mae TOJIOBHAa cTopiHka — 79 mepermsaaiB 1 61 cecis. BogHouac koedimieHT
3aJTydyeHHs Ha Hill craHOBUTH 39,34%, 1110 BKa3ye Ha NOTpeOy MOCUIIEHHS 11 KOHBEPCIIHOI pouti.
['oloBHa cTOpiHKa Mae€ He JHMIIe Mpe3eHTyBaTH OpeHJ, a H IIBUJIKO CIPSIMOBYBAaTH
KOpHCTYBaya /10 KJIFOUOBHUX Jii: O3HAMOMJIEHHS 3 MOCIYraMH, Meperisay KeHciB, 3B 3Ky 3
excrepToM abo nepexoay A0 GOPMHU 3asBKH.

Cropinka «SkicHI AOCHIKEHHS: TIMOWHHI 1HTEPB’10, (HOKyc-Tpynu» oTpumana 25
neperisaaiB 1 22 cecii 3 koedinienToM 3anyueHHs 40,91%. e cBinuuth npo iHTEpec ayauTopii
70 KOHKPETHUX JOCITIJHUIPKUX TIOCIYT, OJHAK TAaKOX TMOKa3ye MOTpedy B IOCHIICHHI
CTPYKTYpPHU TaKHX CTOPIHOK: BOHH MAIOTh MICTUTH YiTKY LIIHHICHY MPOTO3UIIiI0, OIIMC METO/IB,
MPUKIIAJIU 3aBJIaHb, SIKI BUPILIYE OCTYTa, Ta 3p03yMUINN 3aKJIMK J10 .
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Boanouac cropinku «Jist kmienTiBy 1 «IIpo Hac» MaroTh 3HaYHO BUIIMEN Koe]illieHT
3aimydeHHss — o 85,71%. Lle cBiguuTh mpo Te, M0 KOPHUCTyBayi, SIKI MEPEXOASATh MO LUX
PO3IUTIB, AEMOHCTPYIOTh SKICHIMIWK 1HTEepec a0 Openmy. s MOCHiIHUIBKOT areHmii e
0COOJIMBO BaXKJIMBO, OCKUIBKM CTOPIHKH, TOB’s3aHI 3 JIOBIpOIO, KOMAaHIOIO, ICTOpi€l0 Ta
yMOBaMH CITiBIIpalli, BUKOHYIOTh PR-(yHKIII}0: BOHU HE MpocTo 1HGOPMYIOTh, a (POPMYIOTh
YSIBIIGHHS TIPO HAAIWHICTH, TPOQECIHICTD 1 BIIKPUTICTh areHii (Taba. 3).

Tabmuus 3 — Haltnonysnsipuinni cropinku caity arenuii «TAM»y 3a ocranni 90 nuiB

Cropinka [lepernsanu Cecii Koedinienr
3aTy4eHHSs
["o710BHA CTOpiHKA 79 61 39,34%
SIKicHI OCHTIKEHHSI: TTUOWHHI IHTEpPB’ 10, (POKYC-TpyIH 25 22 40,91%
st KieHTiB 13 7 85,71%
[Ipo Hac 11 7 85,71%
Anani3 puaky TAM / Target Market Analysis 7 5 80%
Harma komanga 5 4 75%
[cTopist MOXOKEHHS 5 3 100%
[/t pecTioHICHTIB 5 5 100%

OTxe, BeOaHaNmiTHKA 3acBiguye, mo cait areHmii « TAM» mMae mOTeHIian SK HEHTP
1upoBoi OpeHA-KOMYHIKaIli, OAHAK MOTpedye MOJABIIOT0 PO3BUTKY B KITbKOX HANpsIMaXx.
[To-nepre, HeooOxigHo mocunutu SEO-CTPYKTYPY CTOPIHOK MOCTYT, MI00 30UIBIIUTH YacTKy
opraniuHoro tpadiky 3a KomepuiiiHuMu Ta npodeciinumu 3anutamu. [lo-gpyre, IOHiIBHO
BJIOCKOHAJIUTH KOHBEPCIHHY JIOTIKY CalTy 4depe3 BHAWMI KHOIKHU Jii, KOHTaKTHI (GopmMu Ta
3po3yMill MapHipyTd KopucTyBaua. Ilo-Tpere, BapTo aKTHBHILIE MOB’SA3yBaTH cailT 13
CoLlialbHUMHU Mejia, mo0 excnepTHuid KoHTeHT y Facebook Tta Instagram cnpsmoByBaB
ayJIUTOPI0 10 BIJAMOBIAHUX CTOPIHOK TMOCHYT, KeiciB abo koHcynbrauliid. Ilo-uerBepre,
CTOPIHKH 3 BUCOKHM KOEPII[IEHTOM 3aimyueHHs — «Jlis KiieHTiBy», «IIpo Hacy, «AHali3 puHKY
TAM», «Hama xomaHaa» — JOLIIBHO BUKOPUCTOBYBAaTH SK OCHOBY JUIsl mocuiieHHs PR-
KOMIIOHEHTa OpeH/Ty, OCKUIbKH caMe BOHH MIATPUMYIOTh JJOBIPY JI0 areHIi.

Meta-ananiTuka SK iHCTPYMEHT OLIIHIOBaHHS €(QEeKTHUBHOCTI pekiIaMHO-PR-KOHTEHTY
arenuii «TAMy». Jlani npodeciiinoi naHeni Meta nanu 3MOry OLIHUTH Pe3yJbTaTUBHICTh
OKpeMux TUMiB KOHTeHTy areHuii «TAM» y Facebook Ta Instagram. Amnamni3 3acBiquuB
HepiBHOMIpHICTh digital-komyHikawii OpeHJy: NOTOYHI MOKa3HUKH OKPEMHUX IyOJiKamiid €
HEBUCOKHMMH, OJIHAK MaTepiajii eKCIIEPTHOIO0, OCBITHBOTO, AHAJIITUYHOrO W mpoOIeMHO-
NPUKJIQJHOTO XapaKTepy AEMOHCTPYIOTh 3HAYHO BUIIMN MOTEHIlia)l OXOIJICHHS Ta 3aTy4YeHHS
ayauropii. Lle miaTBepaXye, 1O A JOCIIAHUIBKOI areHIii HalOUIbII I[IHHUM € HE CYTO
peKJIaMHUIl KOHTEHT, a MOBIJOMJICHHS, SIKI J€MOHCTPYIOTH MPOQECiiiHy KOMIETEHTHICTb,
HOSICHIOIOTh KOPUCTh MapKETUHTOBUX JIOCHIIKEHb 1 ()OPMYIOTH JOBIpY 10 aHAJTITHUYHUX
pimiens (Tab. 4).

OTtpumani pe3ysabTaTH CBIIYATh, 110 HAKOUIBIINN TOTEHIIaN It popMyBaHHS OpeHay
areHuii «TAM» MaioTh TpH Ipylu KOHTEHTY: OCBITHbO-€KCIIEPTHU, aHaTITUYHO-KEHCOBHI,
iMipKeBO-TIpe3eHTaliiiHuii. Bonu BukonytoTh PR-dyHKIII0 — opMyIOTh TOBipY 70 areHiii,
NOSICHIOIOTH 11 podeciiiny crerianizaiiioo, 1eMOHCTPYIOTh 3/1aTHICTh MPAllOBaTH 3 JaHUMHU.
Boanouac BineodopmaTt moTpedyIOTh MOCUICHHS KOHBEPCIHHOT JIOTIKK Yepe3 HiTKi 3aKITHKU
110 i, Iepexoy Ha CalT 1 MPUB’A3KY A0 KOHKPETHUX MOCIYT.

A. M. Tanaciiiuyk, A. M. Casuyx, /. I'. Ilpunvko, A. O. boaxogimina. Inmezpoeani pexnammi 95
ma PR-mexuonozii'y gpopmysanui 6penoy 00crionuyvbkoi acenyii 6 yugposomy cepedoguuyi:
retic acenyii « TAM»
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Tabmuist 4 — Pe3ynbTaTUBHICTh OKPEMHUX THITIB KOHTEHTY areHiii « TAM» y
COLIlAJIbHUX Meia
Tun kontenty | Ilpuxnax nyOmikanii | Ilepermsam | B3aemonii | KomynikauiliHe 3Ha4eHHS

3a0e3neuye HaWOIbIIIE
OXOIJICHHS T4 TIEPBUHHY
BUIUMICTD OpeHIY

Bineo- o Reels / BiZI€O PO 37 556 82
npe3eHTaniinuii [arexiiro « TAM»

) «Pexama 6e3 pu3MKiB: /leMOHCTpYy€e HalBUIILY
OCBITHBO- ) . .
o 3aKOHHICTE 1 Oe3IeKa 2 826 112 B3a€MOJIIIO Ta ITOCHIIIOE
eKCIICPTHUI ’
KOHTCHTY» CKCIIepTHE TIO3UI[IOHYBaHHS
. . Mae oXOIIeHHS, alie
Bineo 3 Reels 13 mocuinanuaMm Ha

1200 1 MoTpedye CUITBHIIIOrO

NOCHJIaHHIM Google Sheets
3AKJIUKY 70 [l

«TAM — mposaiinep

ImimKeBo- [linTpuMye 3araibHe
A .. . [MapKeTHHIOBHX 322 11 JUTPIMY
pe3eHTaliHHIHA [MO3ULIIOHYBAHHS areHuii
aHHX. ..»
[Ipamroe Ha po3MMpPEHHS
[IpoGmemHoO- . . part p p
. «Mig¢ npo cunepriio...» 205 4 OXOIJIEHHS uepe3
eKCIepTHUN .
MpoOJIeMaTH3AIII0 TEMU
. «AHaJITHKA CTIOKHUBYOT .
AHaJITUYHO- . . [Toka3ye NpakTU4YHY LIHHICTh
. . MOBEIIHKH y chepi 191 13 . . .
KelCcoBUI . TOCITi THUIIBKOT aHATi THKH
TaKCi»
. «MapKeTHHI 0Bl . .
OCBITHBO- . Dopmye po3yMiHHSI KOPHUCTI
. . MTOCIIIKEHHS — IIIAX 113 4 . .
AHATI THYHAN mocIiKeHb 1St Oi3Hecy

10 YCIXY...»

Ha ocHOBI TeOpeTUUHUX MOJI0KEHD, BEOAHATITUKY CAlTy Ta aHaNi3y COIIaJIbHUX MeJlia
3alpONOHOBAaHO MOJENb IHTErpoBaHOI peKinaMHO-PR-koMmyHikalii OpeHly JOCTiIHUIBKOL
arernii «TAMy. [i norika monsrae B moemHaHHi CalTy, COIllaJIbHUX Me[la, €KCIIEPTHOTO
KOHTeHTY, PR-710BipH, pekilaMHUX 3aKJIUKIB 10 Aii Ta U(POBOi aHANITUKU B €IMHY CUCTEMY
dbopmyBaHHs OpeHy (Tad. 5).

3anpornoHoBaHa MOJIeNb MOKa3ye, o epheKTuBHE POpMyBaHHs OpPEeHIY J0CIHITHUIIBKOT
areHuii He MoXe OOMEXyBaTHCS OKPEMHUMH pEKJIaMHMMM TOBIJOMJIEHHSIMU  a0o
NEepiOJUYHUMHU MYOJiKalisIMU B colianbHuX Mepexax. [ns arenmii «TAM» KIIOYOBHM €
MOEJHAHHS pPEKJIaMHOI BUAUMOCTI, PR-710BipH, eKcHepTHOro KOHTEHTY, AaHaJITHYHOI
JIOKAa30BOCTI Ta BUMIPIOBAaHHS Pe3yIbTaTUBHOCTI IIU(PPOBUX KaHAIIIB.

Ha ocHoBi pe3ynbTaTiB BeOaHanmiTHKU, Meta-aHaMITUKHA, KOHTEHT-aHali3y HU(PPOBUX
KaHaJliB Ta 3alPONOHOBAHOI MOJENI AOLUIBHO BU3HAYUTH MPAKTUYHI HANPSIMHU MOCHIICHHS
1HTerpoBaHoi pekiamMHo-PR-komyHikalii Openny arenuii « TAM»y. L1 Hanipsimu 6e3n0cepeIHbO
NOB’s13aH1 3 ONTHUMI3alli€l0 cailiTy sk neHtpy digital-mpucyTHOCTI, pO3BUTKOM €KCHEPTHOTO
KOHTEHTY, IiJIBUILIEHHSIM pOJIi COIlaJIbHUX MeJia, mocuieHHsM PR-noBipu ta dopmyBaHHIM
€1MHO1 OpeHI-KOMYHIKalliitHOi cucTeMu (Tabi. 6).

3anpornoHoBani  HampsmMu  nocwiieHHs  digital-nmpucytHocti  arenmii  «TAM»
JIEMOHCTPYIOTh, III0 IHTErpoBaHa pekjIamMHO-PR-komyHnikamiss OpeHny Mmae OyayBaTucs He
HABKOJIO OKpEMHUX MyOutikalliii abo TEXHIYHUX MPABOK CaiTy, a AK IJIICHAa CUCTEMa B3a€EMOJII.
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Tabmuus 5 — Monens iHTerpoBaHoi pekiaamMmHo-PR-komyHikartii Openay arenmii « TAM»y

Kommonent moneni

OCHOBHMUI 3MICT

OyHK1is y popMyBaHHI OpeHIY

«TAM»

PeximaMHumn
KOMITIOHEHT

[Toinomienns npo nociyru, CTA,
MPOCYBAaHHS KOHCYJIBTAIIN 1 JOCITIHKEHb

dopmye epBUHHUH 1HTEpEC 1
CTHUMYITIOE 3BEPHEHHS

PR-koMmmoHeHT

Komanma, ekcrepTHiCTh, METOIOJIOT S,

[linTpuMye noBipy i npodeciitay

MPUHIMIIY pOOOTH, PEMyTalliifiHi MaTepiajid |[IeriTUMHICTh
N . . . 3abe3neuye nudpoBy
. CaiiT, coLiasibHI MEpexi, HOIIyKOBa BUAAYa, A
Digital-kommoneHT . TOCTYIHICTB 1 peryJsipHy
0J10T, BIJTEOKOHTEHT .
B3a€MO/IiI0
AHaJTII THYHUHA [HCaliTu pUHKY, KEHCH, PE3YIbTAaTU JleMOHCTpY€E AOCHTITHULIBKY
KOMITOHEHT OCITiKEHB, MTOSICHEHHS TaHUX KOMIIETEHTHICTh areHmil
[HTEepakTUBHUIT Komenrapi, popmu, Mecenmxepu, 3abe3neuye 3BOPOTHUHN 3B’ SI30K 1
KOMITIOHEHT [epexoau, 3alUTH KOPUCTYBaUiB 3ay4eHHS ayIuTopii
BumiproBanbHU Google Analytics, Search Console, Meta-  |/Tae 3mory KopurysaTu
KOMITOHEHT aHANITHKA, KOHBEpCii KOMYHIKAI[if0 Ha OCHOBI JaHUX

Tabmuus 6 — [IpakTHUHI HANPSMU TOCUIICHHS IHTErPOBaHO1 pekiiaMHO-PR-komyHikarii
Openny arenmii «TAM»

Hamnpsim
yIIOCKOHAJICHHS

Bussnena npobnema /
peseps

o mominbHO 3poOUTH
MEepLIIOYEepProBO

OuikyBaHHN
KOMYHIKaIliifHu# edexT

SEO-cTpykTypa
caiTy

OpraHiyHAl TOMIYK Ma€e
MOTEHITial, e MmoTpedye
MOCHUJICHHS Yepe3

CTPYKTYPY CTOPIHOK i
PEJIeBaHTHICTH KOHTEHTY

OnTrMi3yBaTH CTOPiHKH
mocyr: H1-H2, meTtaonuicu,
K1ro4oBi 3amuTH, URL-

CTPYKTYPY, BHYTPIIIIHIO
[epENiHKOBKY

3pocTaHHsI OPraHivHOTO
Tpadiky, kpama
BUAUMICTD 32
mpodeciiHuME i
KOMEPIIHHUMH
3alUTaMu

KonsepciitHa
norika caity

CaiiT nmpe3eHTye Opena, aie
[UISIX KOPUCTYBaya J10
3BEpHEHHSI TOTPeOye
CHPOILICHHS

Jonatu momitai CTA:
«3aMOBHUTHU JOCIIIKECHHSD»,
«IToroBoputu 3 ekcrepTom»,
«OTpUMaTH KOHCYJIbTAIIION;
po3micTutu (opMHU HA
CTOpIHKAX MOCIYT

3pOCTaHHS KUJIbKOCTI
3BEpHEHb 1 IEPEXO/IiB
B1J O3HAHOMIIEHHS 10 Iii

CTOpiHKH I0BipH

Cropinku «/[y1s KITieHTIBY,
«Ipo Hacy, «Hama
KOMaHJa» MalOTh BUCOKHI

[locumuTH i CTOPIHKA
OJIOKaMH: TOCBi,
METOJIOJIOTIsI, IEPEeBaru
CHIBITpaIli, TPUKIAIH

[linBuIIEHHS AOBIpH 110
areHIIil SIK eKCIIePTHOT

. : L opranizanii
noteHiian PR-noBipu 3aIUTIB KJIIEHTIB,
eKCIIePTHICTh KOMaHI!
o .. CrtBopuUTH PyOpHKH:
Hafiriinaimumm ais OpeHy P pyop dopmyBaHHS 00pa3y

«lHcaittu puHKY», «/lani mns

MPaKTUIHOT KOPHUCTI,

AHAITI THYHIH € KOHTEHT, 1110 IEMOHCTPYE |_. . areHIil K JpKepena
. » MO by Oi3Hecy», «IloBeninka HLIL A DKED "
KOHTEHT TOCITi THULIBKY ) .. |sIKICHOT MapKEeTHHTOBOI
. CIIOKUBaUiBy, «PemyTariiiHa .
EKCIIEPTHICTh . AHATI TUKH
aHAJIITHKa»
. Haiisu .
OcCBITHBO- e Perynsipao my0mikyBaTi SamydeHHs ayAuTopii
. PE3yIbTaTHBHICTh . .
eKCIIepTHUH KOPOTKI MOSICHEHHS, YeK- Yepe3 KOPUCHUI KOHTEHT
TIEMOHCTPYIOTh TEMH s .
KOHTEHT ITUCTH, MiHi-Taiu, po30opH |1 MOCHUIIEHHS

A. M. Tanaciiiuyk, A. M. Casuyx, /. I'. Ilpunvko, A. O. boaxogimina. Inmezpoeani pexnammi

ma PR-mexuonozii'y gpopmysanui 6penoy 00crionuyvbkoi acenyii 6 yugposomy cepedoguuyi:
retic acenyii « TAM»
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3B’S30K CalTy 1
COLIMEpPEx

ajie moTpedye aKTUBHIMIOTO
crpsiMyBaHHs Tpagiky Ha
cauT

[epexi] Ha CTOPIHKY
[MOCIIYTH, KENC,
KOHCYJIbTalioo abo Gpopmy
3B’ SI3KY

Hampsim Bussnena npobnema / o motiynbHO 3poOUTH OuikyBaHUI
YAOCKOHAJICHHS pesepB TIePIIIOYEPTOBO KOMYHIKaI[itHuH edexT
30KpeMa 3aKOHHICTh [TOMIUTOK Y peKJiami Ta CKCIIEPTHOTO
pexIamu i Oe3meka TOCTTKEHHSIX MO3UIIOHYBaHHS
KOHTEHTY
Y KOXKHOMY €KCIIEPTHOMY
Organic Social mpucyTHili, |mommci gaBaTH JOTTYHUI SMIITHEHHS

inTerposanocri digital-
KaHaIiB 1 3pOCTaHHS
L1TbOBUX TEPEXOIiB

Bineo ta Reels

Bineodhopmatu MOXYTbH
TaBaTH OXOIUICHHS, aJie He
3aBXXM 3a0€31eUyI0Th
B3a€MOJIIIO

PoOuTH KOpOTKi Bij€o 3
uiTkuM CTA: «mi3HaTucsa
OinbILey, «IepeiTH Ha
CalT», «3aMOBHUTH aHAII3Y,
«TIEPEBIPUTH PEKIAMY»

[lepeTBOpeHHS
OXOTICHHS Ha
B3aEMOJIIIO Ta TIEPEXOIH

Penyrarniinuit
PR-koHTEHT

{7151 mOCTiAHUIBKOT areHii
BaYKJIMBA JIOBipa 110
METOJI0JIOTIT Ta KOMaH/I!

[TyOnikyBaTn MaTepiand mpo
[IPUHIIUAIN JTOCJTIKCHb,

eTanu poOOoTH, SKICTh TaHUX,
eTUYHICTB 300py iHpOopMarii

[TocuneHust
penyTaIiitHoi CTIKOCTI
Ta npogeciitnol
TIeTiITUMHOCTI OpeHTy

BumiproBaHHS
e(heKTUBHOCTI

Kitro4oBi moii / koHBepcii
MOTPeOYIOTh
HAJAIITYBaHHSI JJIs1 TTOBHOT
OIIIHKH Pe3yJbTaTHBHOCTI

HanamtyBaty mofii: Kk Ha
email/renedon, HaxCHUITaHHS
dbopmu, iepexina y
MeCEHJUKEep, TIeperiisi
CTOPIHKH TOCTYTH

MO>KIIMBICTE OLIHIOBATH
HE JTUIIE IEPeriisiig, a
peanbHi Oi3HEeC-Ti1
ayuTopii

V 1iif cuctemi caliT BUKOHYE (DYHKIIiIO IEHTPY AOBIpH i KOHBEpCii, COLlianbHI Meaia —
(GYHKIIIO MOMMPEHHS eKCIIEPTHOrO0 KOHTEHTY Ta 3allydeHHs ayautopii, PR-komyHikamii —
¢GyHKLII0 peryTaniiHoro MiAKPIMJICHHS, a PEKIaMHi iIHCTPYMEHTH — (PYHKIIIIO MPUBEPHEHHS
yBaru M CTUMYNIOBaHHSA LUIbOBUX Aid. Came MO€JHAHHS IMX EJEMEHTIB Ja€ 3MOry
TpaHc@opmyBaTu HU(POBY NPUCYTHICTD areHuii 3 iHpopMaliiiHo1 B OpeH/1-KOMYHIKAI[IIHY.

Jlns peanizaniii 3alIpOMOHOBAHUX HAMpsMIB JOLUILHO chopMyBaTH 6a30BUN KOHTEHT-
IUTaH, SIKUHM MOoeHYy€e pekyaMHi, PR, aHaniTHyHI Ta IHTepakTUBHI MOBIAOMIIEHHS. Takuii mniaH
Moke OyTH BHKOPHUCTaHMH SK 1HCTpYMEHT oOIepallioHai3alii iHTerpoBaHoi pekiamHO-PR-
KoMyHiKarlii Openay arenuii « TAM» (Taba. 7).

Tabmuus 7 — Konrent-mian areHuii «TAM» sK I1HCTpYMEHT olepaiioHasi3armii
IHTErpoBaHoi pekinaMHO-PR-koMyHikarlii Opesnay

Ponb y
. 1o 3amoBHUTH / . . .
[Ipiopurer| Kanan CTBODHTH Tun KoHTEHTY | 3MiICT MOB1IOMJIEHHS ¢dhopmyBaHHI
p OpeHy
OHoBHUTH
cTopiHKu «SIKicHI
. [lo ue 3a nocayra, komy |[Popmye
. TOCITIPKEHHS, . . 4
Caiir: . moTpiOHa, Ky Oi3HEC-  [PO3YMIHHS
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3anporoHOBaHUN KOHTEHT-TUIAH BiJI0Opakae JIOTIKY IHTErpoBaHOi pekiiaMHO-PR-
KOMYHIKaIlii, OCKIIbKH KOXEH THUIl KOHTEHTY BUKOHYE OKpeMy (pyHKIIi10 y (hopMyBaHH1 OpeHIy
areHilii «TAMy. PeknamHo-iHdopmariiiiHi MaTepialid MOSCHIOIOThH MOCAYTH W CTUMYIIOIOTh
3BepHEHHs, PR-KOHTEHT Gopmye MOBIpY 10 KOMaHIM Ta METOJIOJIOTI{, aHAIITUYHI MyOTiKarii
JEMOHCTPYIOTh ©KCIEPTHICTh, OCBITHI MaTepiaju 3HWKYIOTh CKJIQIHICTh CHPHAHATTS
JOCTITHUIIBKUX TIOCHYT, a Bif€o- W iHTEepaKkTHBHI (opMmaru 3a0e3MedyloTh OXOIUICHHS Ta
3aIly9eHHS ayauTopii. Y CYKYIMHOCTI IIi €JIEMEHTH TEPEeBOJATh KOMYHIKAIII0 OpeHIy Bif
(dparMeHTapHOi MPUCYTHOCTI B HU(PPOBUX KaHAJIAX /IO CHCTEMHOI B3a€MO/IIT 3 ayAUTOPIETO.

BucHOBKM Ta mepPCHeKTHBH MNOJAJBIINX JI0CTiIKeHb. OOrpyHTOBaHO, IO
dopmyBaHHS OpeHAY NOCTIIHUIBKOI areHIii B MU(pOBOMY CEpelOBHILI Ma€ IHTEIPOBAHUI
xapakrep 1 norpedye nmoegHanHs pexinamuux, PR- ta digital-komynikariid. st mianpuemMcTs
chepu moOCHyr, 30Kpema I JOCIHITHUIBKAX AareHiii, OpeH] BHKOHYE HE JIHIIE
ineHTudiKaIiliHy, a i TapaHTIHHY Ta penyTamiiHy QYHKIlT, OCKUIBKH SKICTh TOCIYTH YacTO €
CKJIQJIHOIO JUIS TIOTICPEIHHOTO OIIHIOBAHHS, a PIIICHHS MPO CIIBIPAII0 3HAYHOI MipOIO
IPYHTY€TbCS Ha JOBIpI JO EKCHEPTHOCTI, METOJOJIOTI, aHAIITUYHOI KOMIETEHTHOCTI Ta
npodeciiftHoi pemyTanii BUKOHABIIS.

Ha ochoBi keiicy areniii «TAM» BCTaHOBIIEHO, IO CAWT € EHTPATLHUM €JIEMEHTOM
uppoBoi OpeHA-KOMYHIKaIlii, OCKIIBKH aKyMyJro€ iH(opMaIiio mpo MOCIyrd, KOMaHIY,
HANpSIMH JiSUTBHOCTI, LIHHICHY MPOMO3UINI0 Ta KOHTAKTHI MOXIIMBOCTI ISl MOTEHLIMHUX
KJIieHTiB. Bebanaituka 3a ocranHi 90 JHIB 3aCBiAUMIIa HEBHCOKHUH, ajie TIO3UTUBHHUMA PiBEHb
BiJIBITyBaHOCTI caiiTy: 77 BiaBimyBaduiB, 1o Ha 3,8% OuiblIe MOPIBHSIHO 3 MOMEpPEIHIM
nepiogom. OcHOBHUMHU JpKepenamu Tpadiky € direct, organic search, organic social i referral,
10 MiJTBEP/UKYE 3HAYEHHS IMOLIYKOBOI BUIMMOCTI, MPSIMOIO 3HaHHS MpO OpeHJ 1 3B’S3Ky
COLlIaTBHUX MeJIia i3 calToM.

AHani3 MOIIyKOBOI BHUIMMOCTI MOKa3aB MO3UTHBHY JIUWHAMIKY: KUIBKICTh IMOKa3iB Y
MOIIYKY CTaHOBHJIA 1,6 THC., KUTBKICTh HATUCKAHb — 33, a KUIBKICTh YHIKQTBHHX BiJBITyBadiB
13 momyky — 28. Lle cBimuuth mpo mocrtynoBe (opmyBanHs digital-BuaumocTi OpeHmy
«TAMp», omHak TakoX BKazye Ha morpedy B monanbmomy mocwieHHi SEO-ctpykrypw,
METAOMMCIB, 3ar0JIOBKIB, BHYTPIIIHBOI NEPENTIHKOBKU Ta PEIEBAHTHOCTI CTOPIHOK MOCIYT A0
npoQeCciiHUX 1 KOMEPIIHHUX 3aIUTIB.

JlocnmipKeHHsT HaMMOmyJSIpHIIIMX CTOPIHOK CalTy 3acBiiumio, L0 HaHOiIbIIe
NEPETJISIIB Ma€e rOJIOBHA CTOPIHKA, OAHAK HAWBMIIUN KOEPIIIEHT 3aTy4eHHS 1EMOHCTPYIOTh
CTOPIHKH, TIOB’53aH1 3 JI0BIpO0, KOMaH 1010, yMOBaMHM CHIBIpalli Ta KOHKPETHUMHU HarpsiMaMu
nociipkenb. lle miarBepxkye, MO A7 AOCTITHUIBKOI areHIlli BaXJIMBUMHU € HE JIUIIE
pexsiaMHO-1HpopMaliiiHi CTOpiHkH, a i PR-enemenT undpoBoi npucytHocTi, siki GopMyrOTh
YSIBJIEHHSI TIPO MPOo(deCciiHICTh, BIAKPUTICTD 1 HAAIMHICTh OpeHTy.

Meta-anamituka  Facebook  ta  Instagram  3acBigumia  HEpiBHOMIpHICTb
pe3yapTaTuBHOCTI 1HUGpoBoi KomyHikamii areHiii «TAM». Bomgnouac okxpemi myoOmikarii
€KCIEePTHOI0, OCBITHBOT'0, AaHAJIITUYHOTO Ta BiICONPE3EHTALIIITHOTO XapaKTepy MalOTh 3HAYHUN
MOTEHIIIaJl OXOIUIEHHs H 3ailyuyeHHs ayautopii. HaliminHimmmu s GopMyBaHHS OpeHIy
JIOCITITHUIIBKOT areHuii € MaTepianu, Kl JeMOHCTPYIOTh MNpodeciiiHy KOMIIETEHTHICTb,
MOSICHIOIOTh TIPAKTUYHY KOPHUCTh MAapKETHHTOBHX JOCITIKCHb, PO3KPUBAIOTH MPOOIEMHU
0i3Hecy Ta MiICUIIOIOTh JOBIPY /10 AaHATITUYHUX PIllIEHb.

3anpornoHoBaHa MOJIENb IHTErpOBaHOI pekilaMHO-PR-koMyHikamii OpeHay areHuii
«TAM» oxommoe pexnamuuii, PR, digital, anamitTuuHuii, iHTEpaKTUBHUNA 1 BUMIpIOBAJIbHHMA
KOMIIOHEHTH. li NpaKTHYHE 3HAYEHHS IONSArac B TOMy, IO BOHA Ja€ 3MOTY PO3INSAaTH
U(POBY MPHUCYTHICTh areHuii He K CYKYIHICTh OKpPEMHX KaHaliB, a SIK €IUHY CUCTEMY
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dbopMyBaHHS BII3HABAHOCTI, JOBIPH, EKCIIEPTHOTO MO3UIIIOHYBAHHS Ta TOTOBHOCTI ayauTOPil
710 B3a€MOJII1.

[Ipaktruni Hanpsmu nocusienHs digital-nmpucyrHocti arennii «TAM»y nepenbayaroTh
ontumizanito SEO-cTpyKTypH caiiTy, yAOCKOHAJICHHSI KOHBEPCIHHOT JIOTIKM CTOPIHOK HOCIYT,
MIOCHJICHHSI CTOPIHOK JIOBipH, PO3BUTOK AHATITUYHOTO M OCBITHBO-EKCIIEPTHOTO KOHTEHTY,
aKTUBHIIIIE TOEJHAHHS COIIAIbHIX MeJia 13 callTOM, BUKOPUCTAaHHS BiieopopMaTiB i3 YiTKUMHU
3aKJIMKaMM JI0 il Ta HaJAIMTyBaHHS KJIFOYOBHX IOIN UIsi BUMIPIOBaHHS €()EKTHBHOCTI.
3anponoHOBaHUN KOHTEHT-TIJIaH MOXe OyTH BUKOPHCTAHHUH SK IHCTPYMEHT omepaliioHani3anii
IHTerpoBaHoi pekiaMHO-PR-komyHikallii, OCKIIbKM TMO€AHYe pekiaamHi, PR-, anamithuHi,
OCBITHI Ta IHTEPAKTUBHI MOBIJOMJICHHSI.

EdextuBHe dhopmyBaHHs OpeHIy AOCHITHUIBKOI areHIlii B MUGPOBOMY CEPEIOBHUIII
noTpedye CUCTEMHOTO Y3TOKEHHSI CaiTy, COIliaJIbHUX MeJia, eKCIepTHOro KOHTEHTy, PR-
JIOBIPH, PEKJIAMHUX 3aKIHMKIB A0 Mii Ta 1udpoBoi aHAMTHKUA. [IepCrieKTUBU IMOJANBIINX
JOCTI/DKeHb  TOB’s3aHI 3 TOPIBHUIBHUM  aHamizom  digital-komyHIiKamiidi — KiTbKOX
JTOCTIAHUIIBKUX areHIlid, OlliHIOBAaHHSIM BIUTUBY OKPEMHUX THUIIIB KOHTEHTY Ha KOHBEpCIiiHI Iii
KOPUCTYBaviB 1 pO3pOOJICHHSIM CUCTEMH IHIUKATOPiB €(PeKTUBHOCTI OpeHA-KOMYHIKaMii JIs
HiANPHUEMCTB €KCIIEPTHHUX TTOCIIYT.
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The aim of the article. The article examines the role of integrated advertising and PR
technologies in building the brand of a research agency in the digital communication environment. The
purpose of the study is to substantiate the importance of integrated advertising and PR communication
for the development of a research agency brand and to identify practical directions for strengthening
its digital presence based on the case of the TAM agency.

Analysis results. The article substantiates that for service enterprises, in particular research
agencies, a brand performs not only an identification function but also a guarantee and reputational
function. This is explained by the intangible nature of services, the difficulty of evaluating their quality
in advance, and the high dependence of cooperation decisions on trust in the provider’s professional
competence, methodological reliability, and analytical reputation. The study analyzes the initial
technical and communication diagnosis of the TAM agency website, current web analytics indicators
for a 90-day period, the structure of traffic sources, search visibility, the most popular website pages,
and the performance of selected Facebook and Instagram publications based on data from the
professional Meta panel. These materials made it possible to assess the website as the center of digital
brand communication, social media as a channel for distributing expert content, and analytics
indicators as a tool for adjusting communication activity on the basis of data.

The scientific novelty of the study consists in clarifying the content of integrated advertising and
PR communication of a research agency brand as an expert organization whose value is formed through
the combination of advertising visibility, PR trust, digital accessibility, analytical evidence, reputational
stability, and systematic measurement of digital channel effectiveness. The article proposes a model of
integrated advertising and PR communication for the TAM agency brand, which includes advertising,
PR, digital, analytical, interactive, and measurement components. This model makes it possible to
interpret the agency’s digital presence not as a set of separate channels but as a unified system for
building recognition, trust, expert positioning, and the audience’s readiness for interaction.

The practical significance of the study lies in the development of applied recommendations for
strengthening the digital presence of the TAM agency. Based on the analysis results, a content plan is
proposed as a tool for operationalizing integrated advertising and PR communication. It combines
advertising and informational, PR, analytical, educational and expert, video, and interactive formats
that correspond to the specific nature of a research agency brand.

Conclusions and directions for further research. The conclusions prove that effective brand
communication of a research agency in the digital environment should be based on the systematic
alignment of the website, social media, expert content, PR trust, advertising calls to action, and digital
analytics. It is established that the agency’s website has potential as a center of digital brand
communication, but requires stronger SEO and conversion logic, while Meta analytics demonstrates
the high potential of educational and expert, analytical case-based, image presentation, and video
content. Prospects for further research are related to a comparative analysis of the digital
communications of several research agencies, the assessment of the influence of specific content types
on users’ conversion actions, and the development of a system of indicators for evaluating the
effectiveness of brand communication for expert service enterprises.

Keywords: advertising, PR technologies, brand, brand management, digital communications,
research agency, social media, web analytics, Meta analytics, reputation, integrated communications,
content plan, new media.
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HU®POBIBALISA MAPKETUHI'OBOI'O YIIPABJIIHHS TIPOMUCJIOBAX
HIAIPUEMCTB B YMOBAX TPAHC®OPMAIIII BIBHEC-CEPEJJOBHUILIA

Y emammi 0ocniosceno ocobaueocmi yupposizayii Mmaprkemun208020 YRPAGAIHHA NPOMUCTIOBUX
nionpuemcme 6 ymosax mpancgopmayii OisHec-cepedosuwa. Illpoananizoeano ponv yugdposux
mexnonoeiiu, CRM-, ERP-, Bl-cucmem ma incmpymenmis yugpposoco mapxemuney y niosuwyenmi
eexmugnocmi Mapkemun2060i OisnbHOCmI nionpuemcms. Busnaueno ocobnueocmi euxkopucmanms
Predictive CRM ma AI-CRM 0ns niompumxu mapxemuH2osux piuensb Ha punky B2B. Obrpynmosaro
sHauenusi ERP-cucmem y 3abesneuenni inmeepayii 6upoOHUHUX, (DIHAHCOBUX, NOSICMUYHUX |
mapxemunzoeux npoyecie. Posxpumo ponv Bl-ananimuxu Ax incmpymenmy nepemeopeHHs OaHux Ha
VIPABNIHCHKY iHpopmayito. 3anponoHO8aHo asmopcvbKy MoOelb MApKemuHeo80i iHpopmayitiHol
cucmemu H0O8020 NOKONIHHA, sKa inmezpye yugposui mapkemune, CRM-, ERP- ma Bl-cucmemu 6
€OuHOMy yugpposomy cepedosuwyi. Jlo6eoeHo, w0 6NPOBAONCEHH MOOENl CNPUsE€ NIOBUUYEHHIO
OOTPYHMOBAHOCMI ~ MAPKEMUH208UX — PIlUeHb,  KOHKYPEHMOCNPOMONCHOCMI  Ma  eKOHOMIYHOL
Pe3YIbmamueHOCmi NPOMUCTIOBUX NIONPUEMCIE.

Kouosi cnosa: yughposizayis, mapkemuneo6e YNPAGIIHHS, NPOMUCIOS] NIONPUEMCMEA,
Mapkemunz06a ingopmayitina cucmema H08020 NOKONIHHA, Yughposa mpancgopmayis, npoMUciosul
mapkemune, CRM-cucmemu, ERP-cucmemu, ynpasninis Ha OCHO8I OQHUX.

DOI: 10.15276/mdt.10.3.2026.6

Beryn. B ymoBax mudpooi Tpancdopmallii eKOHOMIKH Ta HOCHIIEHHS! KOHKYPEHIIIT Ha
BHYTPIIIHIX 1 30BHIIIHIX pUHKAX MAPKETUHIOBE YIPABIIHHS IPOMUCIOBUMH MIAIPUEMCTBAMU
3a3Ha€ CyTTe€BUX 3MiH. CTpIMKMIA PO3BUTOK LU(POBUX TEXHOJIOTIH, 3pocTaHHs 00CATIB JaHUX,
MOIIMPEHHS IHCTPYMEHTIB aBTOMAaTH3allli Ta MiIBUILIEHHS BUMOT CIIOKHBaydiB 00YMOBIIIOIOTh
HEOOXIJIHICTh BIPOBA/DKEHHS HOBMX MIAXOJIB IO OpraHizallii MapKeTHHIOBOi JISIBHOCTI Ta
NPUMHATTS yNpaBIIHCHKUX pilleHb. Pa3oM 13 TUM npakTuka (QyHKIIOHYBaHHS ITPOMHUCIOBUX
HiANPHEMCTB CBI1TUMUTB, 110 BIPOBAKEHHS IU(PPOBUX TEXHOJIOTIH YacTo Mae (hparMeHTapHUN
xapaktep. CRM-cucremu, ERP-pimenns, iHcTpymMeHTH Oi3HEc-aHANITUKH Ta HU(POBOIrO
MapKETUHTY HEP1IKO BUKOPUCTOBYIOTHCS 130JIbOBAHO, a 1€ YCKJIaIHIOE ()OPMYBAHHS €IMHOTO
1H(OpMaLIfHOTO cepeOBHUIIA YIIPABIIIHHS Ta 3HWKY€E €(EeKTUBHICTh MAPKETUHTOBUX PIIIEHb.

© 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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VY 3B’I3Ky 3 LUM aKTyaJlbHUM HayKOBHUM 1 NPAKTHYHUM 3aBJAHHAM € pO3pOOJIECHHs
IHTETpOBaHMX  MIAXOAIB 70  IUQpOBI3amii  MapKETHMHIOBOTO  YIPABIIHHA,  SKI
3a0e3meuyBaTUMyTh €(QEKTUBHY B3a€MOAII0 [HU(PPOBHX IHCTPYMEHTIB, IIiJIBUIICHHS
OOIPYHTOBAHOCTI YNPaBIIHCBKUX pilIeHb 1 KOHKYPEHTOCIIPOMOXKHOCTI TPOMHUCIIOBUX
MiITPUEMCTB.

[Ipobnemaruka mmdpoBizamii MapKETUHTOBOTO YIPABIIHHS MiANPUEMCTB AKTHBHO
JIOCITIJDKYETHCS SIK YKPaiHCHbKUMH, TaK 1 3apyOKHUMHU HayKoBIsSIMH. [IutanHs 1udpoizamii
MapKETUHTOBOI  JiSUTBHOCTI  MINPUEMCTB, BUKOPUCTAHHS IU(PPOBUX TEXHOJOTIH Ta
(GopMyBaHHS MAapKETHHIOBHUX CTpaTeriii B ymMoBax LU(POBOI €KOHOMIKH PO3IVISIAIOTHCS Y
npaiix P. [Ipokomnenka [1], M. baropku ta H. FOpuenko [2].

Baromuii BHecok y gochipkeHHs 1HdpoBoi TpaHcdopMmalii Oi3HeC-mpoIeciB
nianpueMcTtB 3pobumu O. 3aropoantok Ta . JImutpuk [3], sxi mocmimxyBanu poins BPM-,
CRM- ta ERP-cuctem y mudposiii Tpanchopmartii 6i3uecy, a Takox O. [TnoTHikoB [4], skuii
PO3IIIAIaB BUKOPUCTAHHS U(DPOBUX TEXHOJIOTIN Ta IHCTPYMEHTIB IIU(POBI3allil B yIpaBIiHHI
KIIFOYOBUMH O13HEC-TIPOLIECAMHU i ITPHUEMCTB.

Oxpemi acmektn nu(poBizalii aHai3y MapKETHHTOBOI IiSUTBHOCTI, BHKOPHCTAHHS
cydacHHUX iH(pOpMaIHHUX TEXHOJIOT1H Ta uppoBoi TpaHchOopMaIlii MApKETUHTY BUCBITJICHO Y
npatsix O. Kpusomes [5], JI. Bysik Ta 10. Cemenenka [6]. [Turanns uudposoi tpanchopmartii
HiIPUEMCTB, iHTErpalii U pPOBUX TEXHOJIOT1H Ta pOpMyBaHHS CUCTEM YIPABIiHHS HA OCHOBI
JAHUX TaKOX JAOCTIDKYIOThCS y nparsx G. Vial [12] ta P. Verhoef i3 ciBaBTopamu [13], sxi
PO3KPHUBAIOTh KOHIIETITYyallbHI 3acaau ¢ poBoi TpaHcopmallii 0i3Hecy Ta OOTPYHTOBYIOTh
HEOOXIJHICTh IHTETPOBAHOTO BUKOPUCTAHHA LU(PPOBUX TEXHOJIOTIH y CHUCTEMI YIPaBIiHHS
MiITPHEMCTBOM.

Cepen 3apyOiKHUX JOCHIPKEHb 3HAYHWHA HAYKOBHH iHTEepec CTaHOBIATH mpami .
Kotnepa, I'. Kapramxkas ta 1. CetiaBana [7], y akux po3kpuro konuemnuiro Marketing 5.0 Ta
OOTPYHTOBAHO pOJIb MU(PPOBUX TEXHOJIOTIH, BEIMKUX JAHUX 1 I[ITyYHOTO IHTEJIEKTY Y
Tpa"copmarlii MapKEeTHHTOBOI ISTILHOCTI MiAIPUEMCTB. BaroMuii BHECOK y pO3BUTOK TEOPii
mudposoro mMapketury 3poowm /. Yaddi ta @. Enmic-Uensik [8], ki qocmiammm cydacHi
IHCTPYMEHTH IU(PPOBUX KOMYHIKaIli{f, aHAJIITUKHU Ta YIPaBIIHHS B3a€MOJIIEIO0 31 CIIO)KUBaYaMU
B 1u¢ppoBoMy cepenoBuill. BuxopuctaHHs IITY4yHOro IHTEJIEKTY B  YIpaBIiHHI
B3a€MOBIJTHOCUHAMH 13 KJII€EHTaMM Ta miaTpumui B2B-nponaxis nocaimxkyrots J. Paschen, M.
Wilson ta J. J. Ferreira [14], a nuTaHHs BUKOPUCTaHHS BEJIMKUX JaHUX, O13HEC-aHAJITUKHU Ta
yIpaBIliHHS Ha OCHOBI JaHuX — S. F. Wamba i3 cniiBaBTopamu [15].

BopHouac pe3ynbpTaTé MPOBEACHOTO aHAi3y CBiqYaTh, 10, HE3BAKAIOUM HA 3HAYHY
KUTBKICTh JIOCHIJIKEeHb, IPUCBAYEHUX LUGPOBiH TpaHchopMalii MapKeTHHIOBOI JisJIbHOCTI,
BukopuctanHio CRM-, ERP-, Bl-cuctem Ta iHCTpyMEHTIB IM(PPOBOr0O MapKETUHTY, TUTAHHS
iX KOMIUIEKCHOI iHTerpamii B MeXax €JIMHOI MapKeTHMHroBOi iH(popMauiiHOI cucTeMu
MIPOMHCIIOBOTO TiANPHUEMCTBA 3aTHINAIOTHCS HEJOCTATHBO JOCHTIHKeHUME. HeoctaTHIO yBary
TaKOXX TPUAIJICHO PO3pOOJIEHHIO IHTEIPOBAHMX MOJENel, OpIEHTOBAaHMX Ha MIATPUMKY
MapKEeTUHTOBOTO YIpaBliHHSI Ha OCHOBI gaHux (data-driven management). Lle 3ymoBiroe
HEOOXIJJHICTh NOJANIBIINX HAYKOBUX PO3BIIOK Y 3a3HaYEHOMY HAIPSIMI.

Merta Ta 3aB1aHHS 10CiAKeHHs1. METOI0 TOCTIKEHHS € TEOPETUYHE OOTPYHTYBaHHS
Ta PO3pOOJIEHHS aBTOPCHKOI MOJeNi MapKeTHMHroBOl iH(OpMAIifHOT CHUCTEMH HOBOTO
MOKOJIIHHSA A 1U(poBi3alii MapKETHHIOBOIO YIPABIIHHS MPOMUCIOBUX MIANPUEMCTB B
yMoBax TpaHcgopmarlii 6i3Hec-cepeoBUIIIA.

JInst MOCSATHEHHS TIOCTAaBJICHOI METH BHW3HAYEHO TaKi 3aBJaHHS: JOCIIJIWTH BIUIAB
mudpoBizanii  Ha  TpaHchopMmallilo  MapKETHHTOBOIO  YIPaBIIHHA  MPOMHCIOBUMHU
HiAnprueMcTBaMy; poananizyBatu poib CRM-, ERP-, Bl-cucrem ta iHCTpyMeHTIB TP POBOTO

B Il [ununuyk. A. M. [Toniyun. L{ugpposizayisa mapxemunec06020 YnpaeiiHHs 6o
NPOMUCTIOBUX NIONPUEMCME 8 YMOBAX MpaHChopmayii bizHec-cepedosuuya
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MapKETUHTY B CHCTEMI MapKETUHTOBOTO YIIPaBJIiHHS, OOTPYHTYBATH JOIUIBHICTD 1X 1IHTErparii
B MeXaX MAapKeTHHroBOi iH(OpMAIIHOI CHUCTEeMH; pO3POOUTH aBTOPCBKY MOJEIh
MapKEeTUHTOBO1 1H(OpPMAIIMHOI CHCTEMH HOBOTO IIOKOJIHHSA Ta BU3HAUWTH TepeBaru ii
BIIPOBA/KEHHS Y JiSUTbHICTH IIPOMHUCIIOBUX HIAPHEMCTB.

MeTtopaosorisi gocaigxenHsi. METOI0IOTTYHOK OCHOBOKO JTOCIIIPKEHHSI € CYKYITHICTD
3araJlbHOHayKOBUX 1 CIIELIaNbHUX METOJIB HAyKOBOTO Mi3HaHHA. [ aHamizy cydacHHX
MigXoaiB 10 1udpoBizamii MapKETUHTOBOTO YIPABIIHHSI TMPOMHUCIOBUX MIANPUEMCTB
BUKOPUCTAaHO METOAM aHANi3y, CHHTE3Y, y3araJlbHEHHs Ta CUCTEeMAaTU3allii HAyKOBUX JIXKEPell.
CHucTeMHHMI MIOXiX 3aCTOCOBAHO UL TOCHIIKEHHSA B3aemo3B'sa3kiB mixk CRM-, ERP-, Bl-
CUCTeMaMH Ta IHCTPyMEHTaMH IIM(PPOBOIO MAPKETHHTY B MEXaxX MapKETHHIOBOi
iHpopMaIliifHOT CHUCTEMH MIAMPUEMCTBA. MeETOI MOACIIOBAaHHS BHKOPHCTAHO IIiJI dac
PO3pOOIICHHS aBTOPCHKOT MOJIEIIi MAPKETUHTOBOT iHPOPMAIIHHOT CHCTEMH HOBOTO IMTOKOTIHHSI.
s oOrpyHTyBaHHsI IepeBar ii BHPOBAKEHHS 3aCTOCOBAHO JIOTTYHHUN Ta MOPIBHSUIbHUMN
aHai3.

Bukiiag ocHOBHMX pe3yJibTaTiB Ta iX o0rpyHTyBaHHsA. TpaHcdopmarliis cydyacHOTO
0i3Hec-cepeIOBHIIA CYIIPOBOKYETHCSI CTPIMKAM PO3BHTKOM ITU(PPOBUX TEXHOJIOTIH, 3MIHOIO
MOBE/IIHKHM CIOKMBAYiB Ta MOCUJICHHAM KOHKYPEHIIIT Ha rI100albHUX PUHKAX. 3a TAKHX YMOB
MapKETUHTOBE YIPABIIHHSA MPOMHCIOBUMHU MiANPHEMCTBAMH TIOCTYIIOBO MNEPEXOAMTH BiJl
TPAAMIIIHHUX TIAXOAIB JO MOJENeH, 3aCHOBAaHWX Ha BUKOPUCTaHHI HHU(PPOBHUX JTaHUX,
aBTOMATH3aIlll MPOIECIB Ta AHATITUYHOI MIATPUMKH TPHUHATTS YIPABIIHCHKUAX PIllICHb.
[{udposizallis BUCTYIIAE HE JUIIE IHCTPYMEHTOM OMNTUMI3allil OKpeMUx Oi3Hec-MpoleciB, a i
(axTOPOM KOMILIIEKCHOI TpaHC(OpMAIlii CHCTEMH YIPABIIHHS MiANPHEMCTBOM.

VY cydacHHX yMOBaxX MapKeTHHT NEpecTae BUKOHYBATH BUKIIIOUHO (DYHKIIIT MPOCYBaHHS
npoaykiii Ta (GOpMyBaHHS IONUTY. MOro pojib PO3IIMPIOETECS A0 KOOPAHMHALIL
iHQopMaLiIfHUX TOTOKIB MDK BHUPOOHUIITBOM, 30yTOM, JIOTICTUKOIO Ta KIHIEBUMU
cnoxuBadamu. Came ToMy mu(ppOBi TEXHOJOTII Aeqani YacTille PO3TIISIAIOThCS K OCHOBA
dbopMyBaHHS aJanTHUBHOI CHUCTEMH MAapKETHMHTOBOTO VIPABIiHHS, 34aTHOI ONEPaTUBHO
pearyBaTH Ha 3MiHM PUHKOBOTO CEPEIOBUINA. 3a3HAYCHI TEHJICHIIIT BiMTOBIAAIOTh KOHIICIIII]
Marketing 5.0, BiANmoOBiAHO 10 SKOi Cy4yacCHHH MapKEeTUHI 0a3yeTbCsi Ha BHUKOPHUCTaHHI
M (POBUX TEXHOJOT1H, BEIMKUX JAHUX, IITYYHOT' O IHTEJIEKTY Ta aBTOMAaTH3all1i /ISl CTBOPEHHS
I[IHHOCTI JIJIsI CTIO’KMBAYiB 1 MIATPUMKH YIPABIIHCHKUX pillieHsb [7].

Oco0nMBOi  aKTyaJIbHOCTI 3a3HayeHl TMpolecu HaOyBalOTh JUId [POMHUCIOBUX
HiANPUEMCTB, ASUIBHICTD SIKUX XapaKTEPU3YETHCS CKIATHOIO CTPYKTYpOrO Oi3HEC-NpOLECiB,
TPUBAIMMU BUPOOHMYMMH LUKIAMU Ta 3HAYHOIO KUIBKICTIO KOHTPAreHTiB. 3a JaHUMH
Cy4JacHUX JOCHi/KeHb LH(ppoBOi TpaHchopmalii yKpaiHCbKOro Oi3Hecy, HaWOUIbLIMIA
€KOHOMIUHUH e(eKT TOCSITaeThCsl HE B1J] YIIPOBA)KEHHSI OKpEMHX HU(POBUX IHCTPYMEHTIB, a
BiJ] X IHTEPOBAHOI'0 BUKOPHCTAHHS B MEXaxX €IMHOI CUCTEMH YIPaBIIHHS HiAPHEMCTBOM.

VY 3B’43Ky 3 IMM OCOOJMBOrO 3HAu€HHS HaOyBa€ MOCHIKEHHS poJil HU(POBUX
TEXHOJIOTIN y JMiSJIbHOCTI MPOMHCIOBHUX MIANPHUEMCTB Ta iX BIUIMBY Ha €(EKTUBHICTh
MapKETHHTOBOTO YIIPABIIHHA. Y CYy4acCHUX YMOBaxX KOHKYPEHTOCIPOMOXHICTh MiIPUEMCTBA
3HaYHOI0 MIpOI0 3aJieKUTh B 3JaTHOCTI ONEpaTUBHO 30MpaTH, o0OpoOasATH Ta
BUKOPHCTOBYBAaTH 1HMOOPMAIIIIO JUIS TPUHHATTS yrnpaBiaiHCchkuX pimeHs [15]. Came Tomy
U(ppPOBI TEXHOJIOTiI TOCTYIMOBO CTAlOTh OJHHM 13 KJIIOYOBUX YHHHHKIB ITiIBULICHHS
e(eKTUBHOCTI MApPKETHUHIOBOI'O YIIPABIIHHS.

[udposizaiis TPOMHUCIOBUX MiJNPUEMCTB Ieperdadae He JUIIe aBTOMATH3ALilo
OKpeMHUX ormepalliii, ame ¥ TpaHcopMmalliro BCiEl CHUCTEMH YIPaBIiHHA IiSIIBHICTIO
nignpueMcTBa. Ha BimMiHy Bif TpaauIliifHOT aBTOMAaTH3allii, sKa MEPEeBaXHO CIpPSIMOBaHA Ha
ONTHUMI3AIlII0 OKpeMHuX Oi3Hec-TpoleciB, MU(ppoBa TpaHchopMallisi OXOIUIIOE BUPOOHUIITBO,
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MapKeTHHT, JIOTICTUKY, (P)IHAHCH Ta CHUCTEMY B3a€MOJIi 13 KII€EHTaMH, (GOPMYIOUH €IUHUNA
iH(pOpMaLiiHUI POCTIpP A NPUHHATTS YIPABIIHCHKUX pimieHs [12].

BaxuBy ponb y 3a3HaueHHMX Ipolecax BIAIrpaloTh TeXHoJOrii IHTepHeTy peueit
(Internet of Things, IoT), Benuki nani (Big Data), xmapui o6uncienns (Cloud Computing),
mryunuid iHTenekt (Artificial Intelligence) Ta cydacHi iHbopMmariiiHi CUCTEMHU YIPaBIIIHHS
HiANPHEMCTBOM. 3aBASKH BUKOpucTaHHIO loT mpomMHCIOBI MiANPHEMCTBA OTPUMYIOTH
MO>KJIUBICTh 31HMCHIOBATH MOHITOPHHT BHUPOOHWYHMX IPOIECIB Y PEXHMI peaJbHOTO Yacy,
KOHTPOJIIOBATH BUKOPUCTAHHS 00JaJHAHHS Ta ONEPAaTHBHO pearyBaTH Ha 3MiHU BUPOOHUYMX
napameTpiB. Y cBor uepry TexHousorii Big Data 3aGe3medyioTh HaKOMMYEHHS Ta aHaI3
3HaYHUX O00cAriB iH(oOpMalii Npo CIOXKWBAYiB, PHHKOBI TEHJEHIII Ta pe3yabTaTu
MapKEeTUHTOBO1 J1SUTBHOCTI.

3rigao 3 gocmimkennsamu Deloitte, nugpoBa Tpanchopmariist € 0OJHUM i3 KIFOYOBUX
YUHHUKIB MIABUIICHHS ©()EKTUBHOCTI MISUTBHOCTI MIAMPUEMCTB. AHam3 (¢iHAHCOBUX
nokasHukiB moHax 4000 opraHizamiii 3a JCCATHPIYHWEI TEpioJ] MiATBEPIKYE, IO
BIIPOBADKCHHS MHU(PPOBUX TEXHOJIOTIH CIpHUsS€E 3POCTAHHIO ONepariiiHoi e(heKTUBHOCTI,
MOKPAIIEHHIO SIKOCTI YIPABIIHCHKUX PIMICHB Ta ITiIBUIIEHHIO aJJaITUBHOCTI ITiAMIPHEMCTB JI0
3MiH PHHKOBOTO cepenoBuia [9].

AHaNoriyHi TEHACHII CHOCTEPIraloThCsl 1 B JISUIBHOCTI YKPAiHCBKUX MPOMHUCIOBHX
nianpueMcTB. 30kpema, ['pyna «MeTiHBeCT» aKTUBHO BIPOBADKYE HUQPPOBI PIIICHHS IS
yIIpaBIiHHSA BUPOOHMYMMH Ta Oi3Hec-miporecaMu. BiamoBigHo a0 iHpopmamii KommaHii
Metinvest Digital, Bona peanizye npoektu uudpoBoi Tpancopmarii I'pynu «MeTiHBECT» 3
METOI0 OTPUMAaHHS €KOHOMIYHOTO €(eKTy 1O BChOMY JIAHIIOTY CTBOPEHHS BapTOCTI — Bif
BUPOOHUYHMX ITPOIIECIB JI0 B3aEMO/IIT 3 KiHIIEBUMU criokuBavamu [ 10].

CyuacHi yMOBHM TOCTHOAApPIOBAaHHS BHMAramTh BiJl TMiIANPUEMCTB IIBHIKOTO
BIPOBA/DKCHHS 1HHOBAIliM, aBTOMAaTH3aIlii Oi3HEC-MPOIECiB, BUKOPUCTAHHS TEXHOJOTIN
[aTepHeTy peueil, momMpeHHs iIHCTPYMEHTIB BipTyallbHOI Ta TOTIOBHEHOI PEAIbHOCTI, @ TAKOX
CTBOpEHHS IHTErpOBaHUX HU(PPOBUX TIAT(HOPM I YIIPABIIHHS AiSUTBHICTIO TIANPUEMCTBA. Y
TaKUX yMOBaxX NU(POBI TEXHOJOTIi TMepecTaloTh OYyTH JIOMOMDKHHM I1HCTPYMEHTOM i
NEPETBOPIOIOTHCS HAa OCHOBY (hopMyBaHHS €(EeKTHUBHOT CUCTEMH MAapKETUHTOBOT'O YIIPABIIiHHS,
31aTHOI 3a0€3MeUnTH OlepaTUBHE pearyBaHHS Ha 3MIHM IONUTY, MIABUILEHHS SKOCTI
MPOYKIIi1 Ta 3MIITHEHHS] KOHKYPEHTHHUX TMO3UIIIN MiIPUEMCTBA.

Oco0nuBoro 3HaueHHsl B yMoBax LH@poBoi TpaHcopmaiiii HaOyBatoTe CRM-, ERP-
ta Bl-cucremu, siki 3a6e3meuyroTh iHTerpaito iHGopMaliiiHux MOTOKiB 1 GOPMYIOTH OCHOBY
Cy4aCHOT'0 MapKE€TUHTOBOTO YIIPABJIIHHS M1ITPUEMCTBOM.

CRM-cucremn (Customer Relationship Management) € BaXJIMBUM €JIEMEHTOM
1u(poBizalii MapKETUHIOBOIO YIPABIIHHSA MPOMHCIOBUX MIJNPUEMCTB, SIKI 3a0€3MeUyloTh
LIEHTpaJli30BaHe YNPAaBJIiHHSA B3a€MOBIIHOCHHAMM 13 KI€HTaMH Ha BCIX eTamax iXHbOi
B3a€MOAIl 3 NiANpUEMCTBOM. SIKIm0o Ha mNoyaTKOBUX eTamax po3BuUTKy CRM
BUKOPHCTOBYBAJIUCS TEPEBAXKHO JUIsI HAKONMUYEHHs 1HQOpMalii mpo KIIE€HTIB Ta 1CTOpiO
MPOJaXiB, TO Cy4acHI CUCTEMH MOCTYINOBO TPAaHC(HOPMYIOTHCS B IHTEIEKTYyasbHI MIaTGOPMU
HiATPUMKH MAapKETUHTOBUX PILLIEHb.

Ocob6mrBOro po3BUTKY B ymoBax Hu(poBoi TpaHchopmarii HaOyBaroTh Predictive
CRM ta AI-CRM cucremu. He3zBaxatoun Ha IEBHY CX0XKICTb, 3a3HAYEHI MiIXO1 MaIOTh pi3HE
¢dyHkioHansHe npusHayeHHs. Predictive CRM opieHTOBaHI Ha MPOrHO3YBaHHSA MallOyTHBOT
MOBEIIHKH KJIIEHTIB HA OCHOBI ICTOPHUYHUX JTaHUX Ta AITOPUTMIB MallTMHHOTO HaBuaHHs. Taki
CUCTEMH JI03BOJISIOTH OLIHIOBATH HMOBIPHICTH MOBTOPHOI MOKYIIKH, PU3UK BIATOKY KIIIE€HTIB,
NOTEHIIMHY LIHHICTh 3aMOBHHKA Ta €PEKTHUBHICTh MAPKETUHTOBUX 3aXO/IB.
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Haromicte AI-CRM BHKOPHCTOBYIOTh TEXHOJIOTIi IITy4HOTO I1HTEJIEKTY MJIA
aBTOMATH30BAaHOTO aHali3y iH(popMarllii Ta popMyBaHHS PEKOMEHIAIIN y PEKUMI PeaTbHOTrO
yacy. Ha Biaminy Bix Predictive CRM, ski mepeBa’kHO BiAMOBIAAIOTh HAa MATAHHS «II0 MOXKE
BiOyTHcs B MailOyrHpoMy», AI-CRM 31aTHI He JHIe TPOTHO3YBATH, ajieé W MPOMOHYBATH
ONTUMAaJIbHI YIPABIIHCHKI PIIIIEHHS, aBBTOMAaTHYHO I'eHepyBaTH NIEPCOHAII30BaH1 KOMYHIKaIIii,
aHaJi3yBaTH 3MICT 3BEpHEHb KII€HTIB Ta MIATPUMYBATH B3a€EMOJII0 3a JIOTIOMOTOIO
IHTeJeKTyaIbHUX 4YaT-00TiB. 3a orinkamu Salesforce, Bukopuctanas Al y CRM no3Bosnsie
MiBUIIMTYA TPOAYKTUBHICTH BiAALTIB TipoaaxiB Ha 20—-30 %.

Oco0MMBO aKTyaJbHUMH TaKi MOMJIMBOCTI € JJIsI TIPOMHUCIOBUX MiAMPUEMCTB, SKI
npaiioTe Ha puHKy B2B. Ha BinmMiHy BiJ CHOXHMBYMX PHHKIB, PIIICHHS PO 3aKYIIiBIIO
IPOMMCIIOBOT IPOAYKIIT 4acTO HNPUHMAIOTHCS MPOTArOM TPUBAIOTO 4Yacy Ta 3ajlexarb BiJ
3HAYHOI KUJIBKOCTI €KOHOMIYHUX, TEXHIYHUX Ta OpraHizauiiHux (pakTopiB. Y TakuX yMoOBax
CRM-cucrtema nepeTBOPIOETHCS 3 IHCTPYMEHTY OOJIIKY KIIIEHTIB HA MEXaHI3M CTPATEri4HOrO
YIIPaBIIiHHS KJIIEHTCHKUM MOPT(hEneM TiANpHEMCTBA.

Cyuachi mnatdopmu Salesforce Einstein, Microsoft Dynamics 365 Copilot (nepuii y
cBiti lI-acucrent, rmuboko inTerpoBanmii y xmapai CRM ta ERP cucremu), HubSpot Al ta
Creatio CRM yxe BUKOPUCTOBYIOTb I'€HEPAaTUBHMN IITYYHUN IHTEJIEKT AJISI aBTOMAaTHUYHOI'O
aHaJi3y KIIEHTCHKUX JaHUX, (OpMYBaHHS PEKOMEHIAIii MEHeKepaM Ta MPOTHO3YBaHHS
HOBEJIHKU CroXuBayiB. Lle 103BOslE CKOPOTUTH Yac MPUHHSATTS MApKETUHTOBUX DILLECHb,
MiJBUIIMTA PIBEHb MEPCOHATI3AIT B3a€EMOJIIT 13 3aMOBHHKAMHU Ta 301IbIIATH €PEKTUBHICTH
BUKOPHUCTAHHS MapKETUHTOBUX pecypciB [14].

Takum umHOM, B ymoBax mupoBoi Tpancpopmanii CRM-cucrema nepecrae Oytu
BUKIIIOUYHO IHCTPYMEHTOM aBTOMAaTHU3allii mpoaaxiB 1 Ha0yBae (HyHKIINA aHATITHYHOTO LICHTPY
yIpaBIiHHS KIi€EHTChKAMHU BigHocumHamMu. Otpumani CRM-cucreMoro naHi Hpo KITI€HTIB,
pe3yibTaTd MapKETUHIOBUX KOMYHIKALI Ta HPOTHO3M TMOBEAIHKH CII0)KHMBAYiB CTalOTh
BOXIIMBUM JKepenoM iHpopmamii st mogansinoi iHterpanii 3 ERP-cucremamu (Enterprise
Resource Planning) mnignpueMcTBa, a 1e 3a0e3nedye y3rOMKEHHS MapKETHHTOBUX,
BUpOOHMYMX Ta (QinancoBux mpoueciB. ERP-cucremm 3a0e3nedyrors —iHTerparito
MapKETUHTOBUX, BUPOOHHYMX, (PiHAHCOBUX, JOTICTUYHHUX Ta 30yTOBUX IPOLECIB y MeXKax
equHoro iH@opmMariitHoro cepenoBuma. Ha BimMiny Big CRM-cuctem, Opi€HTOBaHUX
NEepeBaXHO Ha YNpaBJIiHHSA B3a€MOBIHOCHHAMHU i3 kiieHTamu, ERP-cucremu 3abe3neuyrorsb
KOOpJIMHAIIII0 BHYTPIIIHIX O13HEC-TPOIECIB MIANPUEMCTBA Ta (OPMYIOTh OCHOBY JUIS
NPURHATTS KOMIUIEKCHUX YIPaBIIHCHKUX pilieHb [3].

B ymoBax uudpoBoi TpaHchopMmalii MapKeTHHI JeAaii Oulbllle 3aJeXUTh Bij
OTNEepPaTUBHOCTI OTpUMaHHA iH(opMalii nIpo BUPOOHWYI MOTYXKHOCTI, 3alacd CHUPOBHHU Ta
rOTOBOi NPOAYKIi, JIOTICTUYHI MOKJIMBOCTI, (PIHAHCOBI pecypcu Ta CcOOIBapTICTh
BupoOHuTBa. Came TOMy cywyacHi ERP-cucremu BHCTynaroTh HE JIHIIE 1HCTPYMEHTOM
VIOpaBIiHHSA pecypcaMu MiJINPUEMCTBA, aje W BaXKIUBUM JOKeperaoM iHdopMaiii amns
(bopMyBaHHS MapKETHHIOBOI MOJIITUKY [4].

Oco01MBO aKTyaJllbHUM 1€ € JUIs IPOMMCIOBUX MIJIPUEMCTB, SIKI (PYHKIIIOHYIOTh Ha
puaky B2B. V¥V Takux yMoBax MapKETMHIOBI pilIeHHs Oe3MocepeHbO BIUIUBAIOTH Ha
BUPOOHWYE IUTAHYBAHHS, 3aKyMiBEJNbHY JISJIBHICTh, JIOTICTUKY Ta (IHAHCOBI pe3yJbTaTH
nianpueMcTBa. Hanmpuknaa, orpumana yepe3 CRM-cucremy iHdopmariiss npo nepcrneKTUBHI
3aMOBJIEHHS a00 3MiHY MOTpe0 KIIE€HTIB MOXKE€ aBTOMaTHYHO BHKOpucToByBatucs ERP-
CHCTEMOIO JUUIsl KOPUTYBaHHS BHPOOHMYMX TIUIAHIB, 3aKyMiBJi MaTepialiB Ta pPO3MOALTY
pecypciB.

Cyuacui ERP-nmargopmu, 30kpema SAP S/4HANA, Oracle ERP Cloud, Microsoft
Dynamics 365 Finance & Operations Ta ykpaincbki pimeHHS BAS ERP, 3a0e3neuyroTs
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IHTErpaLio 3HaYHUX MACUBIB JAHUX Yy PEXHUMI pealbHOro yacy. Lle no3Bosse mianpuemMcTsam
CKOpOUYYBAaTH Yac pearyBaHHsA Ha 3MiHM PHUHKOBOI'O CEpEIOBHINA, IiJBUIIYBaTH TOYHICTbH
IJIaHyBaHHS Ta ONTHUMI3YBaTH BUKOPHUCTAHHS PECypCiB, 30LIbIIYyBaTH IPO30PICTh Oi3HEC-
IPOIIECIB Ta CIPHUATH 3POCTAHHIO €(PEKTHUBHOCTI YIPABIiHHS MiANPHEMCTBOM. B yKpaiHChKiii
npaktuii ERP-pileHHs akTMBHO BUKOPUCTOBYIOTHCS MIANPUEMCTBAMU MAalIMHOOYyBaHHS,
METaJyprii Ta arpopOMHUCIOBOTO KOMILIEKCY.

VY pesynbrari inTerpaiii ERP-cuctem i3 CRM-pimeHHsMu GopmMyeTbesi MapKETHHTOBA
iHpopmaniiina cucrema (MIC), sxa 3a0e3neuye 00'eqHAHHS MapKETHHTOBHX, BUPOOHHYUX,
(i1HaHCOBHX Ta JIOTICTUYHHUX JIaHUX Yy €AMHOMY iH(opmariiiHoMy cepenoBuiii. Lle mo3Boise
HiABUIIUTH OOTPYHTOBAHICTh MAPKETUHTOBUX PIIIEHb T4 CTBOPIOE OCHOBY ISl 3aCTOCYBAHHS
Bl-ananmiTuku y mporecax cTpaTeriqHOro yrpaBJIiHHS HTiAITPUEMCTBOM.

Orxe, sxkmo CRM-cucrema 3abesmeuye dopmyBaHHS Ta aHaui3 iHdopmarii mpo
noTpebu kmieHTtiB, To ERP-cucreMa m103BoJjIsI€ OMIHUTH MOMIJIMBOCTI MIAMPUEMCTBA OO0 1X
3aJI0BOJICHHS 3 ypaxyBaHHSIM BUPOOHUYNX, (DIHAHCOBHX Ta JIOTICTUYHUX O0OMeKeHb. BogHouac
epexTuBHe BUKOpUCTaHHSA HakonuueHMx CRM- ta ERP-cuctremamm panux notpeOye
CyJacHUX IHCTPYMEHTIB iX KOMILJIEKCHOTO aHaji3y Ta iHTepmperamii. B ymoBax mudpooi
TpaHcopmarlii Ta CTPIMKOTO 3pOCTaHHS OOCSTIB JaHUX OCOOJMBOIO 3HAYEHHS HAOyBarOTh
cuctemu Oi3Hec-aHanmiTuku (Business Intelligence, BI), siki 3a0e3me4y0Th TiATPUMKY IIPOLIECY
NPUMHSTTA YIPaBIiHCHKHUX PIillIEHb Ha OCHOBI 00'ekTUBHOI iHOpMarii. Akiuo CRM-cucremu
aKyMYJIIOIOTH JIaHi mpo KiieHTiB, a ERP-cucremu inTerpytoTh iHopMmariiro mpo BHYTpIlIHI
Oi3Hec-mporiecu mianpuemMcTBa, TO Bl-anamithka 3abe3meuye iX KOMIUIEKCHY OOpOOKY,
Bi3yastizaiito Ta Tpanc(opMaIliro B ympaBIiHChKi 3HAHHS.

VY cywacHux ymoBax Bl-cuctemu mnepectaroTh BUKOHYBaTH BMIKJIIOYHO (DYHKIIIIO
(opMyBaHHS 3BITHOCTI Ta JIeAajli 4acTillle BAKOPUCTOBYIOTHCS SIK IHCTPYMEHT CTPATETiYHOTO
MapKETHHTOBOTO YIpaBiiHHA. 3aBAsku iHTerpanii ganux i3 CRM, ERP ta nmudpoBux kanamis
KOMYHIKaIii MiIIpUEMCTBO OTPUMYE MOKJIMBICTD 3/IMCHIOBATH MOHITOPHUHT KIFOYOBUX
MOKA3HUKIB pe3yNbTaTUBHOCTI MapkeTHHroBoi aisuibHOCTi (KPI), anamizyBaTtu moBemiHKy
CIOXXHMBAYiB, OI[IHIOBATH PE3yJIbTATUBHICTh MAPKETHHIOBUX KaMIIaHii Ta MPOTHO3YBaTH 3MiHU
nonuty. @aktnuHo CRM-, ERP-, Bl-cuctemu Ta iHCTpyMEeHTH LU(POBOTO MApPKETHHTY
(OpMyIOTh OCHOBY Cy4aCHOT MapKETHHIOBOI 1H(opMalliiHOT crucTeMu mianpuemcTna [13].

Cyuacsi minatdpopmu Microsoft Power BI, Tableau, Qlik Sense Ta SAP Analytics Cloud
JIO3BOJISIFOTH MPAIIOBATH 3 BEJTMKMMH MAaCHBAMH CTPYKTYPOBAaHUX 1 HECTPYKTYPOBAHUX JTaHUX
y PEeXHMiI pealbHOro uvacy. BHUKOpUCTaHHS IHTEpakTHBHMX iH(OpMaliiiHUX maHenen
(mamOopaiB) 3abe3nedye MBUAKUAN JOCTYH [0 aKTyaJbHOI 1HQOpMalli Ta MiJBUIILYE
ONEPATUBHICTh MPUUHATTS MapKETUHIOBUX pillleHb. 3TiHO 3 JociikeHHAM Forrester
Consulting, mposenenum s Microsoft Power BI, BmnpoBamxenns Bl-pimens cnpusie
(GopMyBaHHIO KYJIbTypU YIOpPaBIiHHS Ha OCHOBI JIaHMX, IMIJBUILEHHIO €(eKTUBHOCTI
AQHAIITUYHOI JISUIBHOCTI Ta CKOPOUYEHHIO Yacy Ha MIATOTOBKY 3BITHOCTI. 30KpeMa, KOMIaHii-
YYaCHHMKH JOCIII/HKEHHS MTOB1IOMMIIN PO MOKPAIIEHHS aHAIITUKH, EKOHOMIIO 710 125 roauH Ha
onHoro Bl-kopucryBaya Ha pik Ta CKOPOUYEHHS 3yCHJIh aHATITUHYHUX KoMaH Ha 42 % [11].

VY Mexax MapKeTHHIroBoi iHQopmauiiiHOi cuctemMu mianpueMcTBa Bl-anamituka
BUKOHY€E (DYHKIIIIO aHAJITHYHOTO LEHTPY, KU noeanye iHpopmaiiini notoku CRM-, ERP-
CHUCTEM Ta I1HCTpYMEHTIB LH(ppoBoro MapkeruHry. Came Ha IIbOMY piBHI BiJOYyBaeTbCs
NEPETBOPEHHS MEPBUHHUX JaHUX Ha YIPaBIIHCHKY 1HQOpMaIlito, HEOOX1THY A GOpMyBaHHS
MapKETHHTOBOI CTpaTerii, onTuMizailii 0r0/KeTiB, OI[iHIOBaHHS €()eKTUBHOCTI KOMYHIKaIlili Ta
NPOTHO3yBaHHS PWHKOBHX TEHJICHIINW. BomHOYac BaXIJIMBUM JDKEpENIOM JaHUX ISt
MapKeTUHTOBOi 1H(opMaIiiiHOi cucTeMu BUCTyNae HU(GPOBUN MApKETHHT, SKUN 3a0e3meuye
B3a€EMOJIII0 MIJMPUEMCTBA 31 ClOXKHMBauaMu B LudpoBoMy cepenoBuini. Ha BigmiHy BifJ
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TPaJULIMHUX MapKETUHIOBUX KOMYHIKalil, LU(POBUH MapKETHHI XapaKTepU3YeTbCs
BUCOKHMM DPIBHEM IHTEPaKTHUBHOCTI, MEPCOHATI3AII] Ta MOXIUBICTIO OTPUMAHHS JaHUX IPO
HOBEJIHKY CIOXKHBAYIB Y peXXHUMI peasibHOro yacy. CyyacHUH HUPPOBHIA MapKETUHT OXOILIIOE
IMIMPOKUKA CIEKTP IHCTPYMEHTIB, cepel SKuX momrykoBa ontumizamis (SEO), koHTeHT-
MapKeTUHT, MapKeTHHT Yy collialbHuX Mepexkax (SMM), KoHTeKkcTHa pekilama, email-
MapKETUHT, BIZICOMapKETHHT Ta aBTOMAaTH30BaHI MapKETHHIOBI KOMyHiKauii. Bukopucranns
3a3HaYeHUX I1HCTPYMEHTIB JO03BOJIA€ HE JMIIE 31HCHIOBATH IPOCYBAaHHS MPOAYKLIi Ta
dopMyBaHHS MOMUTY, ajie ¥ OTPUMYBATH 3HA4YHI OOCSATH MapKETHHIOBOI iH(popMarii mpo
IHTepeCH, MOTPEOH Ta MOBEAIHKY ILIbOBOI ayauTOpii. AHAJIOTIYHUN TIAX1A MIATPUMYIOTE D.
Chaffey ta F. Ellis-Chadwick, siki posrasgaiore nupoBuUii MapKETUHT SIK IHTETPOBaHY
cucrteMy U(PPOBUX KOMYHIKAIli{, aHAJITUKH Ta YIPABIIHHS B3a€MOJIEIO0 31 CIIOKUBavYaMy Ha
BCIX eTarnax KJI€HTChKOro Nuisxy [8].

Ocob6muBoro 3HaueHHs UUGPOBUM MapKeTUHI HaOyBae s I[POMHCIOBHX
OiANPHEMCTB, 110 (QYHKIIOHYIOTH Ha puHKY B2B. VYV Takux ymoBax mudpoBi KaHamu
KOMYHIKaIii BUKOPUCTOBYIOTbCS HE JIMINE JJIs 3aJly4eHHS HOBMX KII€HTIB, aje W s
HiATPUMKH JIOBIOCTPOKOBUX HAapTHEPCHKUX BIAHOCHH, CYMPOBOIY MpPOIECY 3aKyIiBENIb Ta
IiABUILEHHS PIBHS JIOSUIBHOCTI 3aMOBHUKIB. BakiinBoro nepeBaroro nudpoBoro MapKeTUHIy €
MOYJIMBICTh OLIHIOBaHHS €(EKTHBHOCTI MapKETWHTOBUX 3aXOJiB Ha OCHOBI KUIbKICHHX
MOKAa3HUKIB, 30Kpema koedimienta xkouBepcii (Conversion Rate, CR), Baprocti 3amyueHHS
kiieara (Customer Acquisition Cost, CAC), moka3nuka yrpumanHs KiieHTiB (Customer
Retention Rate, CRR) Ta penrabenbHocTi MapkeTunroBux inBectuiiii (Return on Marketing
Investment, ROMI).

B ymoBax uudpoBoi Tpanchopmanii nudpoBUl MapKETUHT BHKOHYE HE JIUIIIE
KOMYHIKaIiiiHy (QyHKIII0, a i BUCTYyNAa€e JHKEPEIOM IMEPBUHHUX MAHUX IJIi MapKETHHTOBOI
iHdopmariifHOT cucTeMu MiANpueMcTBa. [HMOpMalis MpPo MOBEAIHKY KOPHCTYBadiB Ha
BeOpecypcax, pe3yabTaTH PEeKJIAMHUX KaMIlaHild, B3a€EMOJIII0 13 KOHTEHTOM Ta aKTHUBHICTh Y
colianbHUX Mepexkax HaaxoauTh 10 CRM-cuctemu, 1e HaKONUYYeThCsl Ta BUKOPUCTOBYETHCS
JUTSL IOJANTBIIOTO aHAMi3y 1 MIATPUMKH YIIPaBIiHCHKUX PIllICHb.

[MudpoBuil MapKeTUHT BHMCTYIAE 30BHIIMIHIM JDKEPEIOM JAHUX Ui MapKeTHHIOBOI
iH(dopMaLIfHOT CUCTEMM MIANPHEMCTBA, 3a0e3Meuyloun HaAXOMKEHHA 1HQopMalii mnpo
PUHKOBE CEepe/IOBUILE, MOBEAIHKY CIIOKMBAYIB Ta Pe3yJIbTaTH MAPKETMHIOBUX KOMYHIKAIIii.
OTtpumaHi 1aH1 Hagasl IHTerpyroThes 3 iHpopmaniero CRM-, ERP- ta Bl-cucrem, hopmyroun
OCHOBY /ISl IPUMHSTTS MAPKETUHIOBUX YIPABIIHCHKHUX PIiLIECHb.

[IpoBenenuii anaiz cydyacHUX MiAXO/IB 0 U(PPOBI3allii MApKETUHTOBOTO YIIPaBIiHHS
JI03BOJIMB BCTAHOBUTH, 1110 OUIBLIICTH MiANIPUEMCTB BIIPoBaKytI0Th CRM-, ERP-, Bl-cucremu
Ta IHCTPYMEHTH U(POBOr0 MAPKETUHTY SIK OKpeMi LIMPPOBI pilieHHs. BogHoUac BIACYTHICTh
HAJIEXKHOI 1HTerpamii MK HUMH YacTO NPU3BOJAUTH JO JyOnroBaHHS iH(opMaIii,
(parMeHTapHOCTI JaHUX Ta 3HUKEHHS €(PEKTUBHOCTI MAPKETUHIOBHX PIlI€Hb. Y 3B'A3KY 3 LIUM
3aMpONOHOBAHO aBTOPCHKY MOENb LU(pOBi3allii MApKETHHIOBOTO YIIPaBIIiHHS MPOMHUCIOBUX
HIJIPUEMCTB, OCHOBY SIKOi CTAHOBMTH MapKeTHMHroBa iH(popmauiiiHa cuctema (MIC) HoBoro
MOKOJIHHSA, 110 3a0e3Mnedye iHTerpalio JaHUX Ipo CMOXHMBAyiB, PUHOK, BHYTpIlIHI Oi3Hec-
MIPOLIECH Ta Pe3yJIbTaTH MAPKETUHTOBOI A1sUIBHOCTI (pHC. 1).

Ha BigmiHy BiJ iCHYIOUMX MiJIXO/IB, y 3alpONOHOBaHii Mozeni uuppoBuil MapKeTHHT
PO3TIISAAETHCS HE SIK OKPEMUH 1HCTPYMEHT KOMYHIKaIlii, a sIK JPKEPeno MepBUHHUX JTaHuX JUIs
MapKeTHHroBoi iH(opMmariiiHoi cucremu. OcOONUBICTIO MOAETI TAKOX € BHOKPEMIICHHS
MapKETUHTOBOI 1H(OPMAIIITHOT CHCTEMH SIK IEHTPATBLHOTO IHTETPAIlIHHOTO eJIeMEHTa, KU
3abe3neuye koHcomigamito ganux CRM-, ERP- ta Bl-cuctem.
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/ MapkeTuHroea IHcopmauiiHa Cuctema \
HOBOIO MOKOMIHHSA

[ LincbpoBurin MapkeTuHr ]

[ MapKeTUHroBi yrnpaBniHCbKI PiLUEHHSA ]

b

[ KOHKYpEeHTOCNPOMOXHICTb | NpMBYTKOBICTb MigNpMEMCTBA ]

Pucynox 1 — ABTopcbka MoJIeNIb MapPKETHHIOBOI iH(GOpPMALIIHOT CHCTEMH HOBOTO
TOKOJIHHS TSI TPOMHCIIOBUX MiANPHUEMCTB

VY 3anpomoHoBaHiii Monmem nu(pPOBUH MAPKETHHI BHUCTYIA€ OCHOBHHM JDKEPEIIOM
30BHIIIHBOI MapKeTUHroBoi 1Hdopmalii Ta 3a0e3nedye B3aEMOII0 MIANPUEMCTBA 31
CHOKMBaYaMH 4epe3 HUQpOBI KaHaIM KOMyHikamii. OTpuMaHi JaHi [pO MOBEIIHKY
KOPHCTYBauiB, pe3y/bTaTu PeKIaMHUX KaMIlaHil, akTUBHICTh y COLUAJIbHUX Mepekax Ta 1HIII
MapKETUHIOBl TOKa3HUKM HAIXOIATh JI0 MAapKETUHIOBOI 1H(QOpPMAalLIMHOI cUCTEMHU
HiAIpUEMCTBA.

CRM-cucrema 3a0e3neuye HaKOMUYEHHS, CTPYKTYpPYBaHHS Ta aHaii3 iHpopmallii npo
KJIIEHTIB, iCTOPII0 B3a€MOJII, Ji/iB Ta pe3yabraru mpojpaxiB. ¥ cBoto uepry ERP-cucrema
IHTErpye MapKETUHIOBI JaHl 3 BUPOOHMUMMH, (PIHAHCOBHUMH, JIOTICTUYHUMHU Ta 30yTOBUMU
npolecaMu MiIMPUEMCTBA, 1110 103BOJISIE BPAaXOBYBATH peaibHiI MOXKIMBOCTI MiAMPUEMCTBA M1l
yac (OpMyBaHHSI MAPKETUHTOBOI MOJTITHKH.

IlenTpanbHe Miclie B Mojeni 3aiiMae MapKeTHHroBa iH(opMaliliHa cucTeMa, ska
3abe3mneuye koHcomimamito iHdopmariitaux motokiB i3 CRM-, ERP-cuctem Ta iHCTpyMEeHTIB
udpoBoro MapkeTuHry. Ha ocHoBi HakonuueHux ganux Bl-cucrema 3aiiicHioe X aHaTITHUHY
00poOKy, dopMye cHCTEeMYy KIIOYOBUX ITOKa3HUKIB €(PEeKTUBHOCTI, 1H(OpMaIliiHI TaHeml,
NPOTHO3HI MOJENi Ta aHANITHUYHI 3BITH U1 MIATPUMKH MapKEeTHHIOBUX YIIPaBIiHCHKUX
pILIEHb.

3anponoHoBaHa MOJEINb J03BOJIE€ MEPEHTH BiJ BUKOPUCTAHHSA OKPEMHUX IM(PPOBHUX
IHCTPYMEHTIB 70 (OpMYyBaHHS I1HTETPOBAHOI CHUCTEMH MAPKETHMHIOBOTO YIpPaBIIHHS,
OpIEHTOBaHOI Ha NpPUHHATTA pilleHb Ha OcHOBI JaHux (data-driven management). Lle
3a0e3medye MMiIBUIIECHHS 0OTPYHTOBAHOCTI MAPKETUHTOBUX PIIICHB, MOKPAIIEHHS KOOPIUHAIIIT
MK (DYHKIIOHAJIBHUMH MAPO3/A1IaMU TIANPHEMCTBA Ta CTBOPIOE TIEPETYMOBH JIJIsl 3pOCTAHHS
KOHKYPEHTOCITPOMOXKHOCT1 B yMOBax Iu(dpoBoi Tpancdopmarrii 6i3Hec-cepe1oBHIIIA.
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3anponoHoBaHa MOJIEIb MapKETHHIOBOI 1H(OpPMAalLIHHOI CUCTEMU HOBOTO IOKOJIIHHS
J03BOJIIE  3a0€3MeYnTH  KOMIUIEKCHY  HM(pOBi3amir0  MapKETHHITOBOTO  YHPABIiHHA
MIPOMHUCIIOBOTO IMANPUEMCTBA IUIAXOM I1HTErpamii 1HCTPYMEHTIB IHU(PPOBOTO MapKETHHTY,
CRM-, ERP- ta Bl-cucrem. [i BHpoBasKeHHS CTBOPIOE HU3KY YIIPABIiHCHKHX, OpPraHizarifHux
Ta eKOHOMIUHUX nepesar. [lepenyciM Mozenb clipuse MiABULICHHIO SIKOCTI MAapKETHMHIOBUX
YIPaBIIHCHKUX PIMICHb 32 PAaxXyHOK BUKOPHUCTaHHS AaKTyaJbHUX JaHHX IPO CIIOXKHBAYiB,
pe3yabTaTH MapKETHHTOBUX KOMYHIKAIlid, BHUPOOHWYI MOXKJIMBOCTI Ta (DIHAHCOBUH CTaH
nianpueMcTBa. Lle 103BoIIsI€ 3MEHIIUTH PiBEHb HEBU3HAYCHOCTI ITiJ] Yac MPUUHATTS pillleHb Ta
MIJBUIIMTA iX OOTPYHTOBaHICTh. BaxIMBOIO TIepeBarord € 3a0e3leUeHHs €IUHOTO
iH(pOpMaIifHOTO CepeoBHUINa ISl B3a€MOAIl MapKETHHIOBUX, BUPOOHUYMX, (PIHAHCOBUX Ta
JIOTICTUYHUX MiIPO3AUIIB MiAIpUEMCTBA. [HTETpaIlis JaHUX JT03BOJISIE€ YHUKHYTH TyOIFOBaHHS
iH(popMarlii, CKOpOTUTH Yac il 00pOOKH Ta MiJBUIIUTH PIBEHb KOOPAMHALT MIX CTPYKTYPHUMHU
MiIPO3ALIaAMHU.

3anponoHoOBaHa MOJIENIb TAaKOXK 3a0e3leuye MOKIMBICTh ONEPATUBHOTO MOHITOPHHTY
KJIIOUOBHX MOKAa3HMKIB MApKETHHIOBOi AisibHOCTI. Bukopucranus Bl-anamituku no3Bossie
OLIIHIOBAaTH pE3YNIbTaTUBHICTh MAPKETHHTOBUX KaMIaHii, MPOTHO3yBaTH 3MIHH IIOIIHTY,
aHaNi3yBaTH IMOBEAIHKY KIIEHTIB Ta CBOE€YAaCHO KOPUTYBaTd MAapKETUHITOBY CTpAaTerio
mignpreMcTBa. J[0MaTKOBOIO IMEepeBaror € MiIBUIICHHS PIBHS TEpCcOHAI3aIil B3aeMomii 3i
CIOKMBauaMu. 3aBAsKW iHTerpaiii iHCTpyMeHTiB uudpoBoro mapkerunry ta CRM-cucrem
HiAMPHEMCTBO ~ OTPUMY€  MOXJIHMBICTH  (OPMYBaTd  IHAWMBIAyami30BaHi  MPOMO3MIIi,
HiATPUMYBaTd JOBTOCTPOKOBI MapTHEPCHKI BIMHOCHMHM Ta MiABHUINYBAaTH PIBEHb JIOSIIBHOCTI
KJIi€HTiB. BrpoBaipkeHHS Mopaenl CHpus€e TaKoX ONTHMi3alii BUKOPHCTAaHHS peCcypciB
MIMPUEMCTBA. Y3TODKEHHS MAapKETHHTOBUX PIIICHb 13 BUPOOHWYMMH, JIOTICTUHYHUMH Ta
(GiHAHCOBUMH MOXKIIMBOCTSIMH J03BOJISIE 3MEHIIMTH HETMPOAYKTUBHI BHUTPATH, IiJABHIIUTH
e(EeKTUBHICTb BHUKOPUCTAaHHA MAapKETHHIOBOIO OIO/UKETY Ta MOKPALIUTH pe3ylbTaTu
TOCITOJIAPCHKOT TiSUTBHOCTI.

3anpornoHOBaHa MOJIENIb MAPKETUHIOBOI 1H(OpPMaLIHOI CHCTEMH HOBOI'O ITOKOJIIHHS
CTBOPIOE  TIEPEAYMOBH JUIS  HiABHINEHHS KOHKYPEHTOCHPOMOXKHOCTI  ITPOMHCIOBUX
HiANPUEMCTB, 3a0e3neuye OuIbIl €(QEKTHBHE BUKOPUCTAHHS LUPPOBUX TEXHOJIOTIH Y
MapKETUHIOBOMY VIIPABIiHHI Ta CIpUSE 3POCTAHHIO IX E€KOHOMIYHOI PE3ylbTaTUBHOCTI B
yMoOBax TpaHcdopmallii 6i3Hec-cepeJoBUIIIA.

BuCHOBKH Ta mepcneKTHBH MOJAJIbIIMX JOCTIUKeHb. Y PE3yIbTaTi MPOBEICHOTO
JIOCTI/IKEeHHS BCTAHOBIIEHO, 1110 IIU(POBI3allis € OHUM 13 KJIIOUOBUX (aKTOPiB TpaHCchopMallii
MapKETHHTOBOTO YIPABIIHHS TPOMHUCIIOBUX IIJIPUEMCTB B yMOBaxX Cy4acHOro Oi3Hec-
cepenopuia. JloBeaeHO, MO0 €(QEeKTHUBHICTh MAapKETUHTOBOI AISUIBHOCTI 3HAYHOIO MIpOIO
3aJIeKUTh BiJl pIBHS 1IHTErpanii Hu(ppoBUX TEXHOJOTH, K1 3a0€31euytoTh 301p, 00poOKYy, aHaI3
Ta BUKOPUCTaHHS 1H(OopMaLlii 11 IPUHHATTS YIPAaBIIHCHKUX PILLIEHb.

Busnaueno, mo CRM-cucremu 3a0e3neuyroTh YHpaBiliHHS B3a€EMOBIIHOCMHAMH 13
KJIIEHTaMU Ta MIATPUMKY MapKeTHHIOBUX KOMYHiKaliid, ERP-cuctemu iHTerpytoTh BHYTpIIIHI
O13Hec-npolecu MmiAnpueMcTBa, a Bl-aHamiTuka BUKOHYe (QYHKIIIO aHATITHYHOI MIATPUMKH
MapKeTHHIOBOTO YINpaBliHHA. BCTaHOBIIEHO, IO I1HCTPYMEHTH IU(PPOBOIO MAPKETHHIY
BUCTYIAIOTh OCHOBHHM JDKEPEJIOM MapKETHHTOBUX JaHUX NP0 PHHOK Ta MOBEIIHKY
CHOXXMBaUiB y HU(PPOBOMY CEPEIOBHUIIIL.

HaykoBuMm  pe3ynbTaroM JOCHIKEHHS € po3poOJIeHHS aBTOPCHKOI  Mozeni
MapKeTHHIOBO1 iH(OpMAaLiIHHOI CUCTEMH HOBOTO MOKOJIIHHS JUIS IPOMUCIIOBUX MiAIPUEMCTB,
gKa 3a0e3neuye iHTerpauito udpposoro MapketTuHry, CRM-, ERP- ta Bl-cucrem y enunomy
U(pPOBOMY CEpeIOBUILI MIATPUMKH MAPKETUHTOBUX YIPABIIHCHKUX pillleHb. 3alporOHOBaHA
MOJZIeTTb  JIO3BOJISIE MIJIBUIIUTA OOTPYHTOBAHICTh MApPKETHHTOBUX PIllIEHb, MOKPAIIUTH
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KOOpAMHAII0 MDK  (YHKIIOHAIBHUMU  IMAPO3AUIAMH  MIJIPHEMCTBA, ONTHUMI3YBaTH
BUKOPHCTaHHS PECYPCiB Ta CHPUSATH 3POCTAHHIO KOHKYPEHTOCIIPOMOXHOCTI i IPpUOYTKOBOCTI
MiTPUEMCTBA.

[lepcnexTHBM NOAANBIINX JOCTKEHb JOLUIBHO TOB'SI3aTH 3 pO3pOOICHHSIM
METOJIMYHOTO IHCTPYMEHTApII0 OIIHIOBAaHHS €(EKTUBHOCTI BMIPOBAHKCHHS MAapKETHHTOBUX
iHQOpMaIIHHUX CUCTEM HOBOTO MOKOJIHHS, MOCTI/PKEHHSM MOXKIUBOCTEH BUKOPHUCTAHHS
HITYYHOTO 1HTEJEKTY B MAapKETHHTOBOMY VIIPABIIiHHI TPOMHUCIOBUMH IiJIPUEMCTBAMH, a
TaKOX MPAaKTUYHOIO ampoOaIli€ro 3ampornoHOoBaHOl MO/IENl Ha MIANPUEMCTBAX PI3HUX Taly3en
MIPOMHUCIIOBOCTI.
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Digitalization of marketing management of industrial enterprises in the conditions of
business environment transformation.

The aim of the article. The purpose of the study is to investigate the impact of digital
technologies on the transformation of marketing management of industrial enterprises under conditions
of business environment transformation and to develop an author's model of a next-generation
marketing information system based on the integration of Digital Marketing, CRM, ERP and BI
technologies.

Analysis results. The study analyzes the role of digital transformation in improving the
efficiency of marketing management in industrial enterprises under conditions of increasing
competition, growing data volumes and rapid technological development. The functions of CRM
systems, ERP systems, business intelligence technologies and Digital Marketing tools in supporting
marketing management are substantiated. Particular attention is paid to the use of Predictive CRM and
AI-CRM technologies in the B2B market, as well as to the role of ERP systems in integrating production,
financial, logistics and marketing processes. The study demonstrates that Bl technologies transform
heterogeneous data into analytical information required for marketing decision-making. Based on the
conducted research, an author's model of a next-generation marketing information system is proposed.
Unlike existing approaches, the model integrates Digital Marketing, CRM, ERP and BI technologies
into a unified digital environment, ensuring the consolidation of marketing, production, financial and
analytical data to support marketing management. The model also facilitates continuous information
exchange between functional units, improves coordination of marketing and operational activities, and
enhances the adaptability of industrial enterprises to changes in the business environment. The practical
value of the proposed model lies in its applicability to industrial enterprises for improving the quality of
marketing decisions, strengthening coordination between business processes, optimizing resource
allocation and increasing enterprise competitiveness.

Conclusions and directions for further research. The research confirms that the integration of
Digital Marketing, CRM, ERP and Bl technologies forms the basis for effective marketing management
in the digital economy. The proposed next-generation marketing information system enables enterprises
to move from fragmented implementation of digital solutions toward an integrated data-driven
management approach, thereby improving the validity of marketing decisions and overall business
performance. Further research should focus on developing methodological approaches to evaluating
the effectiveness of integrated marketing information systems, expanding the application of artificial
intelligence technologies in marketing management, and testing the proposed model in industrial
enterprises representing different sectors.

Keywords: digitalization; marketing management, industrial enterprises; next-generation
marketing information system, digital transformation, industrial marketing, CRM systems; ERP
systems; data-driven management.
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DIGITAL MARKETING AND FINANCIAL TECHNOLOGY: A BIBLIOMETRIC
ANALYSIS OF KNOWLEDGE STRUCTURE AND FUTURE RESEARCH TRENDS
(2017-2025)

In this study, we conducted a bibliographic analysis of scholarly articles related to financial
technology and digital marketing in the Scopus database, focusing on documents published between
2017 and 2025. This analysis aims to help researchers in this field identify current research trends and
compare existing research to pinpoint gaps and promising approaches, thus providing a compass for
future research. Although 843 studies were initially retrieved, only 263 were selected for final analysis.
VOSviewer software was used to identify the most frequently used words and terms in abstracts, titles,
and keywords, and to analyze the studies in terms of co-authorship and citations. The results revealed
a growing interest among researchers in the field of financial technology and digital marketing,
particularly banking systems, reflecting the rapid pace of technological development in this area. In this
context, the introduction of artificial intelligence is expected to play a key role in this transformation.
In terms of geographical distribution, China has the largest number of publications on this topic,
followed by the United Kingdom and India. Notably, Jordan ranks relatively high, ahead of Ukraine,
Malaysia, and the United States. The study also found that most of the research was published as
English-language articles in academic journals, particularly Resource Policy, International Journal of
Bank Marketing, and International Review of Financial Analysis. Finally, this study acknowledges some
limitations, such as its relatively short timeframe (due to the novelty of the topic) and its restriction to
English-language publications indexed in Scopus. The researchers believe this may have overlooked
important insights available in other non-English databases and sources.

Keywords: Digital Marketing; Fintech; Banking Sector; bibliometric mapping analysis;
visualization.
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Introduction.The modern world has witnessed a radical transformation (Syamsiah
Syamsiah, 2025), driven by digital acceleration which has reshaped the global economic
landscape. Within this context, financial technology (FinTech) has emerged as a pivotal force
(Chen, 2024), bringing about structural change in traditional financial and banking sectors (Mrs.
B.Veena, 2026). Indeed, it is no longer merely a complementary (Gomber et al., 2017) tool but
has become a strategic pillar and an integral part of the modern business environment (Barroso
& Laborda, 2022), playing a crucial role in accelerating the digital marketing of national
economies and enhancing their sustainability (Sadarsopewale & Kadam, 2026).

In this regard, the added value of emerging technologies—such as blockchain, artificial
intelligence, and cloud computing — lies in their remarkable ability to enhance operational
efficiency (Ahmed, 2026), improve the quality of customer services, and develop regulatory
frameworks. By leveraging big data analytics (Roy, 2022), FinTech companies have been able
to offer flexible, accurate, and more consumer-centric financing solutions (Unal & Aysan,
2022), boosting productivity and the ability to manage massive flows of financial data with
unparalleled precision. Building on this, digital platforms and application programming
interfaces (Zhang et al., 2021) have fostered a collaborative environment between traditional
financial institutions and startups, enabling the pooling of resources and the sharing of
technological innovations to deliver a seamless user experience.

However, this rapid development presents complex challenges related to cybersecurity
and digital fraud risks, making the development of modern regulatory and legislative
frameworks imperative to ensure transaction security and compliance (Ashwath Narayana
Gowda, 2025). From a theoretical standpoint, the adoption of financial technology (FinTech)
can be interpreted as a strategic resource that enhances the competitiveness of institutions.
Based on the Resource-Based View (RBV), FinTech systems are rare and valuable regulatory
assets that contribute to achieving a sustainable competitive advantage by enhancing
transparency and risk management. In line with Dynamic Capabilities Theory (Sampson, 2025),
this study further emphasizes that simply possessing technology is insufficient to achieve long-
term results; rather, it requires the ability of institutions to reshape their resources, develop their
business models, and innovate their decision-making processes to align with digital marketing
shifts. Therefore, this research framework adopts the view that FinTech represents the
technological foundation (Warner & Wiger, 2019), while digital marketing constitutes the
strategic path for building capabilities, ultimately leading to sustainable performance as the goal
for financial institutions in the digital age (Masoud & Basahel, 2023).

Building on this theoretical foundation, the aim of this study was to identify research
gaps related to fintech and digital marketing and their potential future directions by analyzing
the bibliographic map of studies in this field in the Scopus database (Tlili et al., 2021), the
world's leading database of peer-reviewed scientific reviews and citations. Accordingly, the
bibliographic map analysis method was adopted, mainly because the search data included many
major fintech and digital marketing journals, and it allows for a visual representation of the
relationships between fundamental concepts (Wong & Ho, 2020). Moreover, visualization
using maps allows researchers to contextualize specific research areas, relationships between
core concepts, and potential future trends (Aybuke Ozsoy & Yilmaz, 2025). In this light, this
study aims to provide a systematic overview of key publications, scientific sources, authors,
and geographic research assets, identifying aspects of research collaboration between key
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fintech and digital marketing actors that have not been captured in previous studies (Taques,
2025). Specifically, this study answers the following research questions:

RQ1. What is the distribution of fintech and digital marketing research studies in terms
of year of publication, document type, language, and publication date in Science and Scopus
from 2017-2025?

RQ2. What are the most important journals in the field of financial technology research
and digital marketing?

RQ3. Which countries are the most productive in the field of financial technology
research and digital marketing?

RQ4.What are the key words and conceptual framework for fintech and digital
marketing research for the period 2017-2025?

Aim and Objectives. This study included a bibliographic analysis using both
quantitative and qualitative indicators. Statistical analysis was used to identify patterns in the
distribution of research articles on a specific topic, focusing on particular themes and time
periods. The results of the analysis were presented visually to facilitate understanding.

The analysis interprets large amounts of data, allowing this type of research to benefit
from qualitative data analysis. Bibliographic data analysis employs a systematic and
reproducible process. This involves reviewing scholarly publications, including the use of
quantitative indicators for evaluation.

Articles are searched for, and trends and patterns within them are identified over time
(Talili et al., 2021). The analysis enables researchers to understand the literature and facilitate
knowledge construction by establishing diverse relationships between numbers, keywords, and
references. This study followed the bibliographic analysis methodology used by Zancanaro and
other researchers: (1) data collection, filtering, and standardization; and (2) analysis and
synthesis of the collected data (Zancanaro et al., 2013). Firstly, although definitions of digital
marketing and financial technology vary in the literature, this study utilized the most common
and frequently used keywords.

First, although definitions of digital marketing and financial technology vary across the
literature, this study employed the most common and frequently used keywords (Lal et al.,
2023), namely financial technology and digital marketing. It also used Scopus database search,
checking the title, abstract, keywords, and time period (2017-2025), and identifying the article
document type (Sanga and Aziakobono, 2023). We acknowledge its limitations, including its
narrow scope, which is restricted to English-language publications indexed within the scope
and may exclude important information from other non-English databases and sources (Zubilito
etal., 2023).

The study selection process for this research is illustrated in Figure 1.

The study sample was selected using the traditional literature review methodology, as
shown in PRISMA flowchart Figure 1. The initial search identified 843 records in the Scopus
database using the search term TITLE-ABS-KEY ("Fintech" and "Digital Marketing™). To
ensure data quality and consistency, the study's scope was limited to original articles published
in English in business, management, and economics journals between 2017 and 2025.

Other types of documents, such as books and conference proceedings, were excluded.
A final sample of 263 articles was filtered and subjected to bibliographic mapping and analysis
using VOSviewer software (Table 1).
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Figure 1 — Analytic framework of the study
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Table 1 — Inclusion and exclusion criteria

Keywords + any related keywords
Fintech,Digital Marketing

Inclusion criteria

ECON" OR "BUSI

Medical Fields ,engineering papers, Nonindexed papers

exclusion criteria Conference papers, proceedings papers, Nonindexed publications

Research Methodology. This investigation seeks to elucidate the characteristics of
scholarship pertaining to financial technology and Digital Marketing during the period from
2017 to 2025, and the outcomes of this analysis were deliberated in relation to the research
inquiries :

3.1 Research question 1:

What is the distribution of fintech and digital marketing research studies in terms of year
of publication, document type, language, and publication date in Science and Scopus from
2017-2025? Figure 2 shows that the number of scientific papers published in the Scopus
database during the first years from 2018 to 2022 was very small, not exceeding 30. This is due
to the novelty of the subject matter. However, in 2023, the number of articles related to financial
technology and Digital Marketing increased to 35 articles, an increase of 34.14%. The increase
continued in 2024, reaching 111 scientific papers the following year, an increase of 110%.

Documents by year

125
100

75

Documents

50

25

2018 2019 2020 2021 2022 2023 2024 2025

Year

Figure 2 — Number of studies regarding from each year

3.2 Research question 2 Which are the most important journals in the field of fintech
and Digital Marketing research?

In the content analysis conducted for the journals with the highest citation frequency,
the parameters of analysis selected included “Total Publication,” “Total Citation,” “Cite Score

of the journal,” “The most cited article,” “Times cited,” and “Publisher,” as delineated in Table
2.
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Table 2 — Top 10 most productive journals in financial technology and Digital
Marketing over the years (2017—2025)

Journal TP TC Cite | The Most Cited Article | Times Publisher
Score (Reference) Cited
FinTech 163 1175 7.2 Banking 15 Multidisciplinary
Transformation Digital Publishing
Through FinTech and Institute (MDPI)
the Integration of
Artificial Intelligence
in Payments
Finance 6048 | 60413 | 10.0 Impact of ESG 58 Elsevier
Research disclosure on
Letters corporate
sustainability
Journal of 2413 | 12830 | 5.3 Secure and 34 Multidisciplinary
Risk and Transparent Banking: Digital Publishing
Financial Explainable Al-Driven Institute
Management Federated Learning
Model for Financial
Fraud Detection
Resources 2903 | 58602 | 20.2 | Green taxes innovation | 26 Elsevier
Policy and energy imports in
advancing renewable
transitions in
developing countries
Theory and 421 548 1.3 | Assessment of Trends 04 Financial University
Practice and Prospects for the under The
Development of the Government of
Russian Economy in Russian Federation
the Context of
Sanctions Pressure |
International 10 06 0.6 Optimizing Financial 06 Science Publishing
Journal of Management and Corporation Inc
Accounting Administration in
and Infrastructure Projects
Economics for Economic
Studies Recovery
International 310 4667 | 15.1 Generative Al in 27 | Emerald Publishing
Journal of banking: empirical
Bank insights on integration,
Marketing challenges and
opportunities in a
regulated industry
International 2362 | 32305 | 13.7 | Ispolicy pilot a viable | 104 Elsevier
Review of path to sustainable
Financial development?
Analysis Attention allocation
perspective
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Continue table 2

Journal of 277 3343 | 12.1 | The moderating effects | 43 Emerald Publishing
Financial of corporate
Reporting and governance and
Accounting investment efficiency

on the nexus between

financial flexibility

and firm performance
Journal of 209 2036 | 9.7 Effects of financial 11 Springer Nature
Financial consumer protection
Services on brand love and
Marketing brand advocacy

Note: TP = Total Publications, TC = Total Citation.

Table 2 delineates that the preeminent scholarly journal pertaining to Fintech and Digital
Marketing is “Finance Research Letters,” which has recorded a total of 6,048 publications and
an aggregate citation count of 60,413, succeeded by “Resources Policy” with a total of 2,903
publications and a citation tally of 58,602. Furthermore, the “Journal of Risk and Financial
Management” exhibited commendable scholarly output, evidenced by its total of 2,413
publications and 12,830 citations,Moreover, the analysis underscores the academic influence as

measured by the Cite Score, wherein “Resources Policy” emerges as the leader with a score of

20.2, closely followed by the “International Journal of Bank Marketing” which attained a score
of 15.1. Additionally, Table 2 presents the compilation of the most prolific journals, inclusive
of their most cited articles and their respective publishers, namely Elsevier, Emerald Publishing,

and Springer Nature (Figure 3).

Documents per year by source

Compare the document counts for up to 10 sources.

Documents

10

8

2020

2021

Compare sources and view CiteScare, S)R, and SNIP data

e

2022 2023

Year

2024 2025

“®-Fintech =#= Finance Research Letters <@ Journal of Risk and Financial Management =& Resources Policy

=% Finance Theory and Practice

=+= International Journal of Bank Marketing

International Review of Financial Analysis

International Journal of Accounting and Economics Studies

Journal of Financial Reporting and Accounting <%= Journal of Financial Services Marketing

Figure 3 — Comparative Analysis of Annual Scientific Production by Leading Journals
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3.3 Research question 3. Which countries are most productive in fintech research and
Digital Marketing?

Table 3 shows the 10 most productive countries and their leading academic institutions
in fintech and Digital Marketing research. Analyzed from this perspective, the regional diversity
of research topics becomes clear. The most productive country is the United Kingdom, with a
total of 549 publications, mainly thanks to the University of Hong Kong (the main author of
this data). This was followed by China and the United States, which showed strong and
sustained interest in digital finance trends, with 299 publications each, making Nankai
University the most productive academic institution in the two regions. In other countries, by
contrast, there is increasing interest in specific regional trends. For example, Jordan has
published 110 publications and has become a leading author in the Middle East. Malaysia also
published 90 publications and Gadara University became a prolific university. Additionally,
countries such as India (TP=76), Saudi Arabia (TP=67), and Ukraine (TP=44) have shown
active participation in the global financial technology dialogue through institutions such as
Countdown University, Tabuk University, and Odessa National Economic University,
respectively.

Table 3 shows the distribution of the most productive countries and their corresponding
academic structures.

Table 3 — Top 10 most productive countries for fintech research and digital
transformation
Rank | Country | TP Most Productive Rank | Country | TP | Most Productive

Academic Academic
Institution Institution
1 China 299 Nankai University 6 Malaysia | 90 | Jadara University
2 United 549 | University of Hong 7 United 299 | Nankai University
Kingdom Kong States
3 India 76 Deemed to be 8 Russian 27 Financial
University Federation University under

the Government
of the Russian

Federation
4 Jordan 110 Liwa College, Abu 9 Saudi 67 University of
Dhabi Arabia Tabuk
5 Ukraine 44 Odesa National 10 Viet Nam | 34 Universitét
University of Regensburg

Economics
Note: TP= Total Publications.

Figure 4 shows the analysis of the most productive countries and regions in the field of
Fintech and Digital Marketing research. The data shows a significant concentration of scientific
activity in certain regions of the world. The country with the highest productivity was China by
a wide margin, followed by the UK and India. In addition, other countries such as Jordan,
Ukraine, and Malaysia were also the largest participants, demonstrating the growing
international interest in the evolution of digital finance. Starting the analysis, we observed that

Y. Boudjemaa, Y. Nouri, M. Meriane, N. E. Ad, Y. Henka. Digital marketing and financial 83
technology: a bibliometric analysis of knowledge structure and future research trends
(2017-2025)



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 3, 2026 ISSN 2523-434X (Online)

countries located in the same geographic region or with emerging digital economies tend to
have comparable research interests and collaborate more in the areas of financial technology
and digital governance. For example, the inclusion of Saudi Arabia and Vietnam in the list of
top 10 countries highlights the global shift towards the adoption of fintech solutions in different
economic environments. The distribution of the richest countries and regions is respectively
presented in Fig. 4.
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Figure 4 — Most productive countries

3.4 Research question 4

What are the key keywords and intellectual framework of fintech and Digital Marketing
research for the period 2017-2025?

The FinTech and digital marketing research studies used 1,006 different keywords.
Table 4 reports the keywords that appeared at least Seven times, and among these only 20
keywords satisfied the threshold. The most frequently used keywords were "fintech” and
"marketing”, followed by "commerce”, "digital marketing", and "artificial intelligence".

Figure 5 provides a network visualisation of the keywords that appeared at least Seven
times (see Table 4). The colour, circle size, font size, and the thickness of the connecting lines
indicate relationships with other keywords. Keywords sharing the same colour were often listed
together, and several keywords were repeatedly mentioned in combination. For instance,
"fintech™, "commerce”, "social media”, "banking", “trust”, "financial inclusion™, and "financial
technology" were frequently mentioned together (green cluster). In addition, "marketing",
"artificial  intelligence”, “blockchain”, “block-chain”, "sustainable development",
"investments”, "electronic money", and "big data" were frequently mentioned together (red
cluster). Moreover, "digital marketing”, "sales", and "electronic commerce" were frequently
mentioned together (blue cluster). Finally, "innovation” and "financial services" were
frequently mentioned together (yellow cluster).
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Table 4 — Top keywords with number of occurrences

Rank Keywords Numberof Occurrences
1 fintech 65
2 marketing 37
3 commerce 23
4 digital marketing 18
5 artificial intelligence 14
6 sales 10
7 innovation 10
8 sustainable development 9
9 block-chain 9
10 investments 9
11 electronic commerce 8
12 banking 8
13 social media 8
14 financial technology 8
15 Block chain 8
16 trust 8
17 financial services 7
18 financial inclusion 7
19 big data 7
20 Electronic money 7
electronicgommerce
digitat merketing
artificial {telligence
% financiakiservices
blockghain big data barging
figiech
electronie money ma“ing
it gy soclalimedia
corrmerce
: financialiinclusion
sustainablef@evelopment e s
i financial technology
“'““'}7 VOSviewer
Figure 5 — Most frequently used keywords.
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To determine the themes and trends in research on financial technology and digital
marketing, binary counting was employed to analyze how often terms appeared in both the
abstracts and the titles. The minimum number of occurrences that a term could have to be
included in the analysis was set at 10. Out of 4,787 terms, only 92 satisfied this criterion.
Nevertheless, only 55 terms were ultimately chosen based on a relevance score computed with
VOSviewer software. The relevance score helps to identify the most informative terms that best
characterize particular topics.

The resulting frequency network map is presented in Figure 6, which displays four final
groups in different colors (red, green, and blue). The font size of the labels and the sizes of the
circles correspond to the number of times the terms are repeated.

beok
blockghain @
chapter
reseapcher blockchain@echnology
peer
valuableinsight X .
) digital®ramgformation  financial sector
e A artificial ifigelligence
figld tigne topic
bagking
bank N, o
& potential
@& buwess
financialsefvice trust Confe:ence
fintech @mpany seclrity : = ®
& paper
- smes
histhe
effectiveness
S india
effect influence
questignnaire
indopesia coyid
pandemic

. ) sutvey
{;{5 VOSviewer

Figure 6 — Co-occurrence network map of terms found in titles and abstracts

The lines show the primary links between terms, while their thickness and the distances
between them reflect the strength of the connection. It should be noted that some term labels
are not shown.

Presentation and Discussion of the Main Results. The impetus for writing this
research paper stems from the growing academic interest in financial technology (Fintech) and
digital marketing, as well as their overlap on many levels. This interest is further fueled by the
accelerating global digital transformation in this field, particularly in the wake of the COVID-
19 pandemic (SARS-CoV-2) and the remarkable advancements in artificial intelligence. The
support these topics receive from various international bodies, such as the World Bank and the
International Monetary Fund (IMF), also contributes to this motivation. These organizations
have emphasized that finance, especially digital finance, plays a pivotal role in promoting
digital marketing and bridging geographical gaps. However, some questions remain regarding
the importance of FinTech in supporting digital marketing. To address these questions, a
comprehensive literature review was conducted, including bibliometric analysis, a review of
research articles, and the creation of detailed maps. These maps were used to facilitate a deeper
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understanding of trends and their evolution. This was followed by an in-depth discussion in
which the findings were analyzed and discussed to address each of the research questions.

4.1.What is the distribution of fintech and digital marketing research studies in terms of
year of publication, document type, language, and publication date in Science and Scopus from
2017-2025?

The time trajectory analysis shown in Figure 1 shows that academic interest in the
intersection of FinTech and digital marketing during the early part of the study period (2018—
2021) was modest, with a relatively stable number of papers not exceeding 13 per year. The
exception was 2020, when 13 documents were released, likely due to the Coronavirus Disease
(COVID-19) pandemic. However, in the following year, the number of publications decreased
again to 7, suggesting that the field was still in its growth phase. Significant changes began in
2022, with the number of publications increasing more than four times from the previous year,
from 7 to 29, and continuing to increase to 35 in 2023. This turning point may reflect the
growing recognition within academia that FinTech and digital marketing are interconnected
and increasingly relevant areas of research, coinciding with the global expansion of digital
financial services, mobile banking, and Al-based marketing tools in the post-pandemic era.
However, the most interesting feature of this distribution ies the sharp increase observed in the
last two years of the study period, where the number of publications increased from 35 (2023)
to 55 (2024) and then almost doubled in 2025 to 111 documents, confirming the upward trend
in research and reinforcing the importance and timeliness of a standard literature analysis in
this specific period, in which this area was captured.

4.2. What are the most important journals in the field of Fintech research and digital
marketing?

As shown in the table above, the journal-level analysis indicates a substantial difference
in publication volume, citation impact, and CiteScore across the ten leading sources that
contribute to the FinTech and digital marketing literature. Finance Research Letters is the most
productive outlet by a wide margin, publishing 6,048 papers and accumulating 60,413 total
citations; it is followed by Resources Policy (2,903 papers; 58,602 citations) and International
Review of Financial Analysis (2,362 papers; 32,305 citations). However, once citation
efficiency (CiteScore) is taken into account instead of overall volume, Resources Policy takes
the top position (20.2), followed by International Journal of Bank Marketing (15.1) and
International Review of Financial Analysis (13.7). This pattern suggests that these journals,
despite producing fewer papers than the leaders in raw output, generate a disproportionately
high academic impact per article. Importantly, International Review of Financial Analysis also
contains the single most cited article in the entire sample (104 citations), highlighting its
intellectual influence in the field. By contrast, smaller and more specialized outlets such as
Theory and Practice and the International Journal of Accounting and Economics Studies show
markedly lower productivity and citation indicators, implying a more peripheral or still
emerging function within this research area. The set of leading journals is broadly consistent
with earlier bibliometric studies on the FinTech literature. For instance, a bibliometric
investigation of FinTech adoption drivers identified Finance Research Letters, together with
Technological Forecasting and Social Change and Financial Innovation, as among the most
influential outlets shaping scholarly discussion in the field; this result directly supports the
prominence of Finance Research Letters found in the present analysis. Likewise, a bibliometric
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review of finance-related bibliometric work verified that Finance Research Letters consistently
ranks among the most prolific and most cited journals in sustainable and empirical finance
research, reinforcing its central role across multiple finance-focused thematic subfields. In the
particular context of the convergence of banking and marketing, previous research on FinTech
adoption has also emphasized International Journal of Bank Marketing as a key venue linking
financial technology with consumer-oriented marketing themes, which aligns closely with its
strong CiteScore performance (15.1) reported in the present study. Moreover, broader
bibliometric mappings of FinTech research have pointed to journals such as Sustainability and
IEEE Access as becoming increasingly prominent, mirroring a parallel trend in the present
dataset: multidisciplinary and technology-oriented outlets (for example, FinTech, published by
MDPI) are gaining visibility even though their citation volumes remain comparatively modest.
Overall, these mutually reinforcing conclusions across independent bibliometric studies further
strengthen the credibility of the present findings, confirming that journals whose editorial
scopes integrate finance, sustainability, and technology — rather than those that are exclusively
oriented toward marketing or accounting — currently dominate the intellectual landscape of
FinTech and digital marketing research.

4.3.Which countries are the most productive in the field of financial technology research
and digital marketing?

Our findings indicate that China generated the highest number of published research
studies in financial technology and digital marketing, with the United Kingdom next, followed
by India, and then Jordan. These are consistent with the results reported in (Kumar & Simic,
2025). While Ukraine ranked fifth, Malaysia ranked sixth as a contributor in the fintech and
digital marketing literature. This was followed by the United States, which produced 14
research papers, and by Russia, Saudi Arabia, and Vietnam, each with 11 papers.

It is also important to note that most contributions came from emerging economies such
as India and China, as well as from advanced economies such as the UK. This pattern reflects
historical leadership, government support, and the large market, which is what India is
particularly known for.

4.4.What are the most frequently used terms in keywords, abstracts, and research titles
related to financial technology and digital marketing on the Scopus?

The prevalence of terms like ‘financial technology' and ‘'marketing' in research
publications, followed by the term ‘commerce’, points to a historical and ongoing focus on these
concepts within the broader finance and banking field. This finding aligns with previous
bibliometric results showing that financial technology' is the most frequently used keyword in
academic literature. This observation reflects the continued intellectual interest in digital
marketing and making financial services accessible to everyone(Li & Xu, 2021),The results of
this study also highlight the need for more research to speed up the adoption of financial
technology to boost digital shopping. Current bibliometric evidence shows that knowledge gaps
still exist regarding the long-term impact of digital financial services on underserved
populations, the regulatory frameworks governing fintech environments, and the contextual
factors that shape adoption across different social and economic settings (Kesavan & Polisetty,
2025).

Moreover, the study assessed recurring keywords and identified distinct patterns across
each combination. The blue group emphasized the methodological and field-oriented
dimensions of the research, with “data” appearing as the largest and most salient component,
together with terms such as “user,” “questionnaire,” and “survey.” This suggests that a
considerable share of the reviewed studies used quantitative, field-based approaches to explain
user behavior in relation to fintech adoption. This group was also strongly linked to “COVID”
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and “pandemic,” as well as “Indonesia,” indicating a substantial body of research that evaluates
how the pandemic affected the adoption of digital financial services. The red group, in contrast,
captured the institutional and knowledge-based dimension, concentrating on the regulatory and
technical facets of fintech through terms such as “bank,” “banking services,” “financial
services,” and “trust,” as well as more advanced technical terms including “blockchain,”
“blockchain technology,” “digital transformation,” and “artificial intelligence.” This indicates
that it connects the institutional security aspect of the banking sector with the academic and
research dimension associated with publishing research on these emerging technologies. The
green group likewise shows a distinct emphasis on the applied and industrial side of the field,
led by terms such as “application,” “business,” “research paper,” and “conference,” along with
economic and geographical terms such as “India,” “SMEs,” “effectiveness,” and “potential.”
This group reflects the practical and applied dimension of research, indicating that a substantial
proportion of studies in this area focus on assessing the effectiveness and potential of
implementing fintech solutions at the corporate and SME levels, and that these studies are
frequently disseminated via academic conferences.

Conclusions and Directions for Further Research. This study employed
bibliographic mapping techniques to provide a comprehensive synthesis of the available
literature on fintech and digital marketing, based on predefined criteria. These criteria included
variables such as the annual number of publications, publishing platforms, search language,
geographic origins of engagement, affiliations, keyword usage, and the content of article titles
and abstracts. Furthermore, general patterns in the field of fintech and digital marketing were
explored. While this study is significant, certain limitations were identified that warrant further
in-depth investigation. These limitations included the exclusive use of specific keywords and
reliance solely on the Scopus database, which may have restricted the scope of our findings.
Despite these limitations, the research provides a solid foundation for understanding current
trends, academic studies, and literature related to fintech and digital marketing. This research
primarily aims to provide readers with information on current trends in keyword usage. The
study adopted an analytical framework that combines quantitative assessments with advanced
techniques to anticipate future trends in fintech and digital marketing research. This strategic
approach is expected to help bridge existing research gaps in this field. Research on the
intersection of financial technology and digital marketing is largely in line with the United
Nations Sustainable Development Goals, particularly Goal 8 (Decent Work and Economic
Growth) and Goal 9 (Industry, Innovation and Infrastructure), where financial technology
stimulates the entire economic infrastructure and digital marketing is a tool to raise awareness,
spread innovation and motivate stakeholders towards sustainable development.
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Introduction. Over the past decade, the rapid expansion of digital technologies has
fundamentally transformed the ways organisations generate, store, and exploit knowledge. The
exponential growth of data generated through digital platforms, the Internet of Things (1oT),
and cyber-physical systems has shifted the focus of information systems from simple
digitisation towards advanced knowledge creation and intelligent decision-making. Scholars
increasingly argue that contemporary information technologies no longer function merely as
operational tools, but rather as core mechanisms for organisational learning and knowledge
production (Tallon et al., 2013; Xiang, 2023).

In this context, Big Data has emerged as a critical resource that reshapes how
organisations perceive, process, and leverage knowledge across strategic, operational, and
competitive domains, particularly in knowledge-intensive functions such as digital marketing
and customer relationship management.

© 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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As organisations confront complex environments, Big Data Analytics (BDA) has
become central to enhancing decision-making performance and organisational agility. Recent
studies highlight that the value of Big Data lies in analytical capabilities that enable firms to
transform raw data into actionable knowledge (Corte-Real et al., 2017; Shamim et al., 2020).
Empirical evidence demonstrates that BDA contributes significantly to decision-making
quality, competitive and market intelligence, and performance outcomes (Mahmood &
Mubarik, 2020; Ranjan & Foropon, 2021). Thus, the intersection between BDA and Knowledge
Management (KM) is a vital scientific task for modern organisations.

Within the knowledge management literature, Big Data is recognised as a key enabler
of knowledge creation, sharing, and application. Prior research emphasises that advanced
analytics—particularly text analytics and data mining—play a crucial role in extracting
meaningful knowledge from unstructured data (Liang & Liu, 2018). This synergy is vital for
modern marketing technologies (MarTech), where "market-driven knowledge™ allows firms to
personalise customer experiences and optimise digital strategies. Empirical studies confirm that
integrating BDA with KM processes amplifies organisational innovation, positioning KM as a
mediating mechanism between analytics investments and strategic marketing outcomes
(Ferraris et al., 2019). Furthermore, recent advances in artificial intelligence (Al) and machine
learning have accelerated this transformation, enabling automated knowledge discovery and
predictive decision support. Research on deep learning, knowledge distillation, and transfer
learning demonstrates how intelligent algorithms capture and reuse knowledge with minimal
human intervention (Gou et al., 2021; Zheng et al., 2017; Zhu et al., 2021). Simultaneously,
studies on semantic technologies and knowledge graphs highlight the challenge of enabling
machines to interpret meaning within heterogeneous data (Olan et al., 2022).These
developments reinforce the strategic importance of integrating data-driven and knowledge-
based approaches.

Despite the growing body of research on Big Data-driven Knowledge Management, the
literature remains fragmented across disciplines such as computer science, information systems,
and management. While numerous empirical studies examine specific applications or
technologies, there is still a lack of a comprehensive, longitudinal understanding of how the
field has evolved, which themes dominate its intellectual structure, and how research
trajectories have shifted over time (Liang & Liu, 2018). To address this gap, the present study
adopts a bibliometric approach to systematically map the evolution, thematic structure, and
collaboration patterns of Big Data-Driven Knowledge Management research from 2010 to
2025. This study aims to provide a holistic, data-driven overview to advance theory and practice
in both management and marketing under the Big Data paradigm.

Aim and Objectives. The primary objective of this study is to provide a structured
foundation for future theoretical development and empirical investigation. The study is guided
by the following research questions:

RQ1:How has Big Data-Driven Knowledge Management research evolved in terms of
publication volume and citation impact between 2010 and 2025?

RQ2: Which journals, authors, institutions, and countries have been the most influential
in shaping the development of Big Data-Driven Knowledge Management research?

RQ3: What are the dominant thematic areas and conceptual structures that characterize
Big Data-Driven Knowledge Management research?

RQ4: How have the core research themes and keywords in Big Data-Driven Knowledge
Management evolved over time?

RQ5: What patterns of international scientific collaboration emerge within Big Data-
Driven Knowledge Management research, and which countries act as central collaboration
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Research Methodology. This study adopts a bibliometric approach to examine research
trends and thematic evolution in Big Data-Driven Knowledge Management between 2010 and
2025. The Scopus database was selected due to its comprehensive coverage of peer-reviewed
publications and its reliable citation indexing across interdisciplinary research domains.

Data extraction was conducted on February 05, 2026. The initial search was performed
within the TITLE-ABS-KEY fields using a concept-driven keyword strategy combining terms
related to Knowledge Management and Big Data.

The preliminary search, without applying any filters (time frame, document type,
language, subject area, or publication stage), yielded 5,793 records.

To ensure methodological rigor and disciplinary relevance, a sequential screening
process was applied. The following inclusion criteria were implemented:

. Publication period: 2010-2025.

. Document type: Articles only.

. Language: English.

. Publication stage: Final articles.

. Subject areas: Computer Science, Social Sciences, Decision Sciences, and

Business, Management and Accounting.

After applying these filters, the dataset was reduced to 1,405 records, which were
retained for the final bibliometric analysis.

Presentation and Discussion of the Main Results. The full identification and
screening process is presented in the PRISMA flow diagram (Figure 1 — The Search Strategy
Flow Diagram).

All bibliographic records were exported from Scopus in CSV format and subjected to
data cleaning procedures to remove duplicates and harmonize author names, keywords, and
source titles.(Zupic & Cater, 2015)

The bibliometric analysis was conducted using a dual-software approach to ensure
analytical rigor and reproducibility:

. RStudio environment (Bibliometrix package) was used to perform descriptive
statistics, performance analysis, citation analysis, collaboration metrics, and thematic evolution
mapping. (Aria & Cuccurullo, 2017).

. VOSviewer (version 1.6.20) was employed to construct network visualizations,
(Van Eck & Waltman, 2010a, 2014) including:

o Co-authorship networks (collaboration patterns).

o Co-citation networks (intellectual foundations).

o Keyword co-occurrence networks (conceptual structure).
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Figure 1 — The Search Strategy Flow Diagram
The analysis was structured into three main dimensions(Donthu et al., 2021):
1. Performance Analysis: Examining publication trends, leading authors,
institutions, journals, countries, citation impact, and collaboration indicators.
2. Science Mapping: Identifying intellectual structures through co-citation and co-
authorship networks.
3. Thematic Evolution: Analyzing keyword dynamics over time to trace the

transition from traditional Knowledge Management systems toward data-driven and analytics-
oriented approaches.(Cobo et al., 2011a).
This integrated analytical framework enables a longitudinal and structural
understanding of how Big Data technologies have reshaped Knowledge Management research.
Despite its methodological rigor, this study has certain limitations. The exclusive
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reliance on the Scopus database may exclude relevant publications indexed in other databases
such as Web of Science or Dimensions.(Mongeon & Paul-Hus, 2016) Additionally, restricting
the dataset to English-language articles may introduce linguistic bias.(Egger et al., 1997) The
exclusion of conference papers and early-stage publications may also omit emerging but not
yet fully consolidated research streams.(Bornmann & Daniel, 2008; Glinzel & Schoepflin,
1999) However, these criteria were intentionally applied to ensure data consistency, citation
reliability, and comparability across studies. The structured filtering process, combined with
transparent reporting and the inclusion of a PRISMA flow diagram, enhances the
reproducibility and methodological robustness of the study (Moher et al., 2009; Page et al.,
2021).

An essential preliminary step in bibliometric analysis involves examining the structural
composition of the dataset, including publication volume, source diversity, authorship
characteristics, and citation performance. These indicators provide critical insights into the
maturity, growth trajectory, and collaborative nature of the research field.

As summarized in Table 1 — descriptive statistic, the dataset covers the period 2010—
2025 and includes 1,405 documents published across 640 sources, encompassing journals,
books, and other scholarly outlets. This wide source distribution reflects a highly diverse and
interdisciplinary research landscape. The field demonstrates a robust annual growth rate of
23.41%, indicating sustained and accelerating scholarly interest over the past decade.

Table 1 — descriptive statistic

Description Results
Timespan 2010:2025
Sources (Journals, Books, etc) 640
Documents 1405
Annual Growth Rate % 23,41
Document Average Age 5,08
Average citations per doc 31,93
References 12533

DOCUMENT CONTENTS
Keywords Plus (ID) 8954
Author's Keywords (DE) 4609
AUTHORS
Authors 3520
Co-Authors per Doc 7,85
International co-authorships % 32,74
DOCUMENT TYPES

Article | 1405

Source: Elaborated by author based on R Studio using biblioshiny.

The average document age of 5.08 years suggests that the literature is predominantly
recent, underscoring the contemporary relevance of the field. Furthermore, an average of 31.93
citations per document, supported by 12,533 references, points to a strong academic impact and
a well-established theoretical foundation.
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From an authorship perspective, the corpus involves 3,520 contributing authors, with an
average of 7.85 co-authors per document, revealing a pronounced tendency toward
collaborative and team-based research. This high level of co-authorship suggests the presence
of large-scale, interdisciplinary, and often internationally connected research efforts.

Overall, these descriptive indicators portray a research domain that is rapidly expanding,
intellectually consolidated, and characterized by intensive scholarly collaboration, confirming
its growing prominence within the broader academic landscape.

Figure 2 — Annual Trends in Scientific Production and Mean Citations per Year (2010—
2025) The results reveal a marked and sustained growth in scientific production, particularly
from 2017 onwards, with the number of published articles increasing sharply and reaching its
peak in 2025.
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Figure 2 — Annual Trends in Scientific Production and Mean Citations per Year (2010-2025)
Source: Author’s elaboration based on Scopus data using Excel.

This upward trajectory indicates a rapidly expanding and increasingly consolidated
research field. In contrast, the mean citations per year exhibit greater volatility, with several
fluctuations across the examined period. Citation impact rises notably between 2019 and 2021,
culminating in a pronounced peak in 2021, which suggests the publication of particularly
influential works during this phase. However, a subsequent decline in average citations is
observed after 2021, especially in the most recent years, which can be attributed to citation lag
effects, as newer publications have had less time to accumulate citations. Overall, the figure
highlights a field characterized by accelerating research output and episodic peaks in scholarly
impact, reflecting both its growing maturity and its dynamic, evolving nature.

To identify the most influential publication outlets in the field of Big Data-Driven
Knowledge Management, Bradford’s Law of Scattering was employed. This bibliometric
principle classifies journals into three productivity zones, each contributing approximately the
same number of publications (Table 2).

As illustrated in Figure 4 — Core Journals in Big Data-Driven Knowledge Management
Based on Bradford’s Law, the results reveal a clearly defined core zone (Zone 1) consisting of
23 journals, which together account for 468 articles, representing approximately 33% of the
total dataset. The pronounced concentration of publications within this limited set of sources
indicates that the field has developed a well-established core of preferred journals that serve as
the primary channels for disseminating research.

98



ISSN 2522-9087  (Print)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Towm 10, Ne 3, 2026 ISSN 2523-434X (Online)

The ranking of leading journals presented in Table 3 — Leading Core Journals in Big
Data-Driven Knowledge Management further demonstrates the interdisciplinary character of
the field. IEEE Access emerges as the most prolific source, followed by Knowledge-Based
Systems and Expert Systems with Applications, highlighting the strong technological and
engineering foundations of Big Data-driven research. At the same time, the position of the
Journal of Knowledge Management within the core confirms that high-impact management
journals are increasingly incorporating data-centric and prominent analytical perspectives into
knowledge management scholarship (Figure 3).

Table 3 — Leading Core Journals in Big Data-Driven Knowledge Management

Sources Rank | Freq | cumFreq
IEEE ACCESS 1 56 56
KNOWLEDGE-BASED SYSTEMS 2 32 88
EXPERT SYSTEMS WITH APPLICATIONS 3 26 114
JOURNAL OF KNOWLEDGE MANAGEMENT 4 23 137
SUSTAINABILITY (SWITZERLAND) 5 21 158
TECHNOLOGICAL FORECASTING AND SOCIAL CHANGE 6 17 175
FUTURE GENERATION COMPUTER SYSTEMS 7 14 189
APPLIED SCIENCES (SWITZERLAND) 8 13 202

Source: Author’s elaboration based on Scopus data using Biblioshiny.
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Figure 4 — Core Journals in Big Data-Driven Knowledge Management Based on Bradford’s
Law
Source: Author’s elaboration based on Scopus data using Biblioshiny.
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While Bradford’s Law identifies the most productive publication outlets, citation-based
indicators reveal a complementary perspective on scholarly impact (Table 4 — Top 10 Most
Local Cited Sources (Impact Analysis)

Although IEEE Access leads in publication volume (NP = 56), the Journal of
Knowledge Management emerges as the most influential source in terms of total citations (TC
= 1,808) despite a substantially lower number of publications (NP = 23). This discrepancy
suggests a higher average citation impact per article, indicating that seminal and theory-driven
contributions in Big Data-driven Knowledge Management are frequently published in
specialized knowledge management journals.

Table 4 — Top 10 Most Local Cited Sources (Impact Analysis)

Source h index | g index m_index TC | NP PY _start
IEEE ACCESS 20 37 2 1418 | 56 2017
JOURNAL OF KNOWLEDGE 20 23 1,818 1808 | 23 2016
MANAGEMENT
TECHNOLOGICAL 15 17 1,5 1306 | 17 2017
FORECASTING AND SOCIAL
CHANGE
EXPERT SYSTEMS WITH 14 26 1,167 753 | 26 2015
APPLICATIONS
KNOWLEDGE-BASED SYSTEMS 14 26 1,077 722 | 32 2014
FUTURE GENERATION 11 14 0,846 1039 | 14 2014
COMPUTER SYSTEMS
IEEE TRANSACTIONS ON 11 12 0,786 1337 | 12 2013
INDUSTRIAL INFORMATICS
JOURNAL OF BIG DATA 10 12 0,833 502 | 12 2015
SUSTAINABILITY 10 21 1,111 464 | 21 2018
(SWITZERLAND)
IEEE TRANSACTIONS ON 9 12 1,125 271 12 2019
ENGINEERING MANAGEMENT

Source: Author’s elaboration based on Scopus data using Biblioshiny.

A similar pattern is observed for Technological Forecasting and Social Change, where
a relatively small number of articles (NP = 17) generated a remarkably high citation count (TC
= 1,306), highlighting the strong influence of future-oriented and strategic perspectives in the
field. Overall, the contrast between publication productivity (Bradford core journals) and
citation impact underscores a division of scholarly roles: engineering-oriented journals
dominate research output, while knowledge management and foresight-oriented journals
contribute disproportionately to theoretical and conceptual impact.

The analysis of the most prolific authors indicates a highly distributed research
landscape, with no single scholar exerting dominant influence over the field. As illustrated in
Figure 5 — Most relevant authors, Wu, C. ranks first with eight publications, followed by Qiao,
J. with six publications, while the remaining leading authors including Bettini, C., Chung, K.,
and Gupta, S. have each contributed four articles. This distribution, in which the most
productive author accounts for less than 1% of the total publication corpus, suggests that Big
Data-Driven Knowledge Management is characterized by a collaborative and rapidly
expanding scholarly community, rather than being shaped by a small group of dominant
researchers. Such a pattern is typical of emerging and interdisciplinary research domains, where
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contributions are widely dispersed across authors and institutions.
wu, .| ——
Qiao, .
Bettini, C.
Chung, K.
Del Vecchio, P.
Gupta, S.
Han, H.
He, W.

Kriiger, B.

Liu, Z.
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Figure 5 — Most relevant authors
Source:Elaborated by the author based on Scopus.

From a disciplinary perspective, the diversity of the leading authors reflects a clear
convergence of technical and managerial research traditions. While several contributors are
primarily associated with data science, analytics, and engineering-oriented research streams,
the inclusion of established scholars in knowledge management and innovation research—such
as Del Vecchio, P. is particularly noteworthy.

His presence among the most prolific authors signals an ongoing thematic integration
of Big Data concepts into traditional Knowledge Management and organizational research,
highlighting the field’s evolution towards more data-driven strategic frameworks.

The analysis of scientific production by country reveals a clear concentration of research
activity within a limited number of countries. As shown in Figure 6 — Global Distribution of
Scientific Publications in Big Data-Driven Knowledge Management, China emerges as the
leading contributor with 448 documents, followed by the United States (258), confirming the
dominant role of these two countries in shaping research on Big Data-Driven Knowledge
Management.

Within Europe, the United Kingdom (124) and Italy (91) stand out as the most
productive contributors, while Germany (79) and France (67) also maintain a strong research
presence.

Notably, the results highlight the growing participation of emerging economies. India
(80) ranks among the top contributors, surpassing several major European countries, which
reflects the increasing global diffusion of Big Data and knowledge management research
beyond traditional research-intensive regions.

Overall, this distribution suggests that although the field remains concentrated in
technologically advanced economies, it is simultaneously expanding across a broader range of
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countries engaged in digital transformation and data-driven innovation.

|
1 258

o

Created with Datawrapper
Figure 6 — Global Distribution of Scientific Publications in Big Data-Driven Knowledge
Management
Source: Based on Scopus data (2010-2025); map created using Datawrapper.

As shown in Figure 7 — Top 10 Most Productive Institutions in Big Data-Driven
Knowledge Management Research, the analysis of institutional productivity identifies the top
10 most productive institutions in Big Data-Driven Knowledge Management research,
revealing a strong concentration of output within a limited number of organisations,
predominantly based in China.
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Figure 7 — Top 10 Most Productive Institutions in Big Data-Driven Knowledge Management
Research
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Source: Author’s elaboration based on Scopus data using Excel.

The Ministry of Education of the People’s Republic of China leads with 39 publications,
followed by the Chinese Academy of Sciences (24) and Tsinghua University (20), highlighting
the central role of nationally coordinated research systems and elite universities in shaping the
field. Other leading contributors displayed in the figure-such as Shanghai Jiao Tong University,
Zhejiang University, and Nanyang Technological University-further emphasise the prominence
of research-intensive institutions with strong technological orientations.

Beyond the institutions visualised in Figure 6, the extended dataset reveals a broad and
internationally dispersed group of contributing organisations. A substantial number of
universities and research centres from Europe (e.g. CNRS, ETH Ziirich, Delft University of
Technology, KU Leuven, Imperial College London), North America (e.g. Stanford University,
Carnegie Mellon University, University of Cambridge), and the Asia—Pacific region (e.g.
National University of Singapore, Monash University, University of Technology Sydney)
contribute moderate but consistent publication output. This wider distribution forms a
pronounced long-tail structure, indicating that while research productivity is institutionally
concentrated at the top, knowledge production is supported by a diverse global network of
universities.

As presented in Table 5 — Most Globally Cited Documents in Big Data-Driven
Knowledge Management, the analysis of the most globally cited documents reveals a
pronounced concentration of scholarly influence within a small set of highly impactful
publications. Gou (2021) ranks as the most influential work, with 3,146 total citations and an
exceptional average of 524 citations per year, highlighting its pivotal role in contemporary
shaping research, particularly through its comprehensive survey-based contribution.

Table 5 — Most Globally Cited Documents in Big Data-Driven Knowledge Management

Ne Paper Total TC per
Citations Year

1 | GOU, 2021 Knowledge Distillation: A Survey 3146 524,33

2 DAI, 2013 From model, signal to knowledge: A data-driven 703 50,21
perspective of fault detection and diagnosis

3 | PENG, 2010 Current status of machine prognostics in condition- 642 37,76
based maintenance: A review

4 | FERRARIS, 2019 | Big data analytics capabilities and knowledge 540 67,50
management: impact on firm performance

5 | CHEN, 2020 A deep learning method for bearing fault diagnosis 455 65,00

based on Cyclic Spectral Coherence and
Convolutional Neural Networks

6 | CORTE-REAL, Assessing business value of Big Data Analytics in 424 42,40
2017 European firms
7 | IMRAN, 2014 Challenges in 5G: How to empower SON with big 390 30,00
data for enabling 5G
8 | BALI, 2020 Multifactorial Evolutionary Algorithm with Online 387 55,29
Transfer Parameter Estimation: MFEA-II
9 | VON STOSCH, Hybrid semi-parametric modeling in process 386 29,69
2014 systems engineering: Past, present and future
10 | ZHOU, 2020 Knowledge-driven digital twin manufacturing cell 373 53,29

towards intelligent manufacturing
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Source: Author’s elaboration based on Scopus data using Biblioshiny

Several foundational studies published earlier — such as Peng (2010) and Dai (2013) —
continue to demonstrate substantial cumulative citation impact, reflecting their enduring
relevance as methodological and conceptual cornerstones. Their sustained citation trajectories
indicate long-term influence across multiple research streams.

More recent publications, including Ferraris (2019), Chen (2020), Bali (2020), and Zhou
(2020), exhibit notably high citations per year, signaling rapid diffusion and strong alignment
with current research priorities. In particular, the prominence of Ferraris (2019) and Corte-Real
(2017) underscores the growing integration of Big Data analytics and knowledge management
perspectives, complementing the traditionally dominant engineering- and algorithm-oriented
contributions observed in the field.

The ranking of keywords and their temporal evolution presented in Figure 8 — Temporal
Evolution of Research Topics in Big Data-Driven Knowledge Management reveal the
conceptual backbone and developmental trajectory of Big Data-Driven Knowledge
Management research. Three keywords clearly dominate the field and form its intellectual core.
Knowledge Management emerges as the central concept connecting all research streams, while
Knowledge-Based Systems reflects a decisive shift from human-centred knowledge practices
towards system-oriented and computational approaches. Big Data Analytics ranks among the
most influential terms, empirically confirming that big data technologies constitute the primary
driver of contemporary knowledge management research.

Beyond these core concepts, Figure 7 indicates a marked temporal intensification of
artificial intelligence-related terms, including machine learning, deep learning, learning
systems, and neural networks, particularly from 2019 onwards. This pattern signals a
fundamental transformation of the field from traditional storage- and codification-oriented
models towards automated knowledge discovery, in which intelligent algorithms extract and
refine knowledge directly from large-scale datasets with minimal human intervention.
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Source: Author’s elaboration based on Scopus data using Biblioshiny.

The sustained prominence of decision making and forecasting highlights the strategic
orientation of the field. Their increasing frequency over time reflects a shift towards predictive
and proactive approaches, where Big Data-driven knowledge management aims to enhance
organizational decision-making rather than merely support data accumulation.

Finally, the recurring presence of semantics, ontology, and semantic web across
multiple periods underscores a persistent research challenge: enabling machines to interpret
meaning within heterogeneous and unstructured data. The continuity of these terms over time
suggests that semantic technologies remain a foundational component for structuring,
contextualizing, and integrating big data into effective knowledge management systems.

Figure 8 presents the network visualisation of keyword co-occurrence, revealing four
major, interrelated thematic clusters that collectively define the intellectual structure of Big
Data-Driven Knowledge Management research.
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Figure 9 — most relevant key words
Source: Author’s elaboration based on Scopus data using Vosviewer.

Cluster 1 (Red): Strategic Knowledge Infrastructure represents the organisational and
infrastructural dimension of the field. It centres on knowledge management, digital storage,
Internet of Things, innovation, and data visualisation, highlighting research efforts aimed at
building robust technological infrastructures capable of transforming data into strategic and
organisational value.

Cluster 2 (Blue): Advanced Artificial Intelligence and Machine Learning constitutes the
technological frontier of the field. Keywords such as transfer learning, federated learning,
reinforcement learning, and data-driven systems indicate a clear shift towards adaptive,
decentralised, and intelligent knowledge systems that continuously learn across heterogeneous
environments.

Cluster 3 (Green/Yellow): Data Processing and Mining Methodologies acts as the
operational engine of the research domain. This cluster bridges raw data and actionable
knowledge through data mining, classification, feature extraction, and pattern recognition
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techniques, supporting the extraction of meaningful patterns from complex datasets.

Cluster 4 (Cyan): Semantic Web and Knowledge Structuring focuses on organising and
contextualising knowledge using semantic web technologies, ontologies, graph-based models,
and information retrieval. This stream addresses the critical challenge of interpreting
heterogeneous and unstructured big data to enable effective knowledge integration and reuse.

The country-level collaboration network presented in Figure 10 — International
Collaboration Network in Big Data-Driven Knowledge Management, reveals a highly
interconnected global research structure characterized by a limited number of central hubs and
several regionally clustered collaboration patterns. The United States occupies a central
bridging position within the network, connecting multiple regional clusters and facilitating
cross-regional scientific collaboration. This centrality highlights its role as a key integrator of
global research efforts in Big Data-Driven Knowledge Management.
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Figure 10 — International Collaboration Network in Big Data-Driven Knowledge
Management
Source: Author’s elaboration based on Scopus data using Vosviewer.

China emerges as another major hub, forming a dense collaboration cluster with
countries in the Asia—Pacific region, including Australia, Singapore, and New Zealand. This
pattern reflects strong regional cooperation alongside increasing engagement with international
research partners beyond the region.

European countries form a tightly interconnected cluster, with Germany and Italy acting
as prominent nodes linking Western, Central, and Southern Europe. The dense interconnections
within this cluster indicate mature intra-European collaboration frameworks and sustained
cross-border partnerships.

A further cluster highlights contributions from South and Southeast Asian countries,
such as India, Pakistan, Malaysia, and South Korea, which are increasingly integrated into the
global collaboration network, often through collaborative ties with major hubs in North
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America and East Asia.

The findings of this study provide a comprehensive overview of the evolution and
current structure of Big Data-Driven Knowledge Management research. The rapid growth in
publication volume observed after 2017 reflects the increasing strategic importance of data-
driven approaches in organizational decision-making and knowledge creation. This trend is
consistent not only with recent studies on digital transformation, which identify the late 2010s
as a critical phase marked by the widespread integration of big data analytics and artificial
intelligence into management and organizational research (Donthu et al., 2021; Verhoef et al.,
2021), but also with earlier conceptual work that anticipated the transition of knowledge
management towards data-intensive paradigms (Cobo et al., 2011b). The sustained growth
observed trajectory in this study indicates that Big Data-Driven Knowledge Management has
progressed beyond an emerging phase toward a more consolidated and mature research domain.

The analysis of core journals reveals a clear division between publication productivity
and scholarly impact. While engineering- and technology-oriented journals dominate in terms
of research output, knowledge management and management-focused journals exhibit
disproportionately high citation influence. This duality is consistent with both foundational
bibliometric research, which shows that interdisciplinary fields tend to separate methodological
experimentation from theoretical consolidation (Zupic & Cater, 2015), and more recent
empirical evidence demonstrating that management journals play a central role in integrating
analytics-driven insights into organizational theory (Corte-Real et al., 2017; Ferraris et al.,
2019). Together, these findings highlight the complementary relationship between technical
innovation and managerial theory in shaping the intellectual foundations of Big Data-Driven
Knowledge Management.

At the author level, the results indicate a highly distributed and collaborative research
landscape, with no single scholar exerting dominant influence over the field. Such
decentralization is a characteristic feature of interdisciplinary and fast-evolving research
domains, as previously observed in science mapping studies (Aria & Cuccurullo, 2017) . More
recent research on analytics-driven organization studies further emphasizes that collaboration
across data science, information systems, and management disciplines is increasingly essential
for addressing complex organizational challenges (Shi et al., 2022; Shrestha et al., 2019) . The
high levels of co-authorship observed in this study therefore reflect both the technical
complexity of Big Data research and the growing need for cross-disciplinary knowledge
integration.

From a geographical perspective, the dominance of technologically advanced
economies such as China and the United States reflects sustained national investments in digital
infrastructure, artificial intelligence, and data-driven innovation. At the same time, the growing
participation of emerging economies suggests a gradual diffusion of research capacity
facilitated by international collaboration networks. This pattern is consistent with earlier studies
on scientific collaboration, which highlight the role of global research networks in integrating
peripheral countries into dominant knowledge systems (Van Eck & Waltman, 2010b), as well
as with more recent work emphasizing the strategic importance of international collaboration
for enhancing research visibility and impact in the digital era (Waltman et al., 2020).

The thematic evolution of the field reveals a clear transformation from traditional
knowledge storage and information management systems toward intelligent, data-driven
knowledge systems. Early conceptualisations of knowledge management focused primarily on
codification and information repositories (Cobo et al., 2011b), whereas recent research
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increasingly emphasizes machine learning, deep learning, and semantic technologies as
enablers of automated knowledge discovery, predictive analytics, and decision support (Ferraris
et al., 2019; Vial, 2019). This evolution supports the view that knowledge management has
become a dynamic, analytics-enabled organizational capability embedded within broader
digital transformation strategies rather than a static managerial function.

Conclusions and Directions for Further Research. This study analysed the
development of Big Data-Driven Knowledge Management research during the period 2010—
2025 using a bibliometric approach based on Scopus-indexed journal articles. By examining
publication trends, core journals, influential authors, and thematic evolution, the study provides
a comprehensive overview of the field's intellectual structure and growth trajectory. The results
indicate a strong and sustained increase in research activity after 2017, alongside a clear
division between technologically oriented journals that dominate publication volume and
management-focussed journals that exert greater citation influence. This underscores the
multidisciplinary nature of the field, where technical innovation directly informs managerial
and marketing strategies.

Thematic analyses reveal a decisive shift from traditional knowledge management
towards intelligent, data-driven systems centred on artificial intelligence, machine learning, and
predictive decision-making. These findings suggest that Big Data-Driven Knowledge
Management has become the technological backbone of digital transformation, enabling
organisations to convert massive datasets into strategic market intelligence. Overall, the field is
positioned as a mature yet evolving domain that is increasingly integrated into digital marketing
technologies and automated organisational practices.

Prospects for further research include the need for more empirical investigations into
how Big Data-driven KM impacts specific sectors, such as digital marketing performance and
consumer behaviour analytics. Future studies should also explore the ethical implications of
automated knowledge discovery and the challenges of implementing these intelligent systems
in small and medium-sized enterprises (SMEs). Additionally, further research could examine
the role of generative Al in reshaping the knowledge-sharing mechanisms within global digital
collaboration networks.
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Pexia Xaooaoy, ooxmop ¢hinocoghii, doyenm, Yuisepcumemcoxuti yeump Agny, (Agny,
Anorcup).

Ynpaeninua 3nannamu na ocmoei eenruxux oOanux: 0OiOAiOMempPUUHUIL AHANI3
menoenyit 00cniodcens ma memamuunoi esorouii (2010-2025).

Bukopucmosyrouu 6a3zy oanux SCOPUS, ¥ ybomy O0CHIONCEHHI NPeOCmasieH0 KOMNIEKCHUL
OiOrioMempuyHULL AHANI3 YNPABLIHHIA SHAHHAMU HA OCHOGI 8eluKuXx 0anux 3a nepioo 2010-2025 poxis.
3acanom 6yno eidibpano 1405 peyenzosanux cmametl, AKi NPOAHANIZ06AHO 30 OONOMO20I0 NAKEHY
biblioshiny ma npocpamu VOSviewer. Pesynomamu ceiowams npo 3HAYHe 3POCMAHHA HAYKOBO2O
supoonuymea nicis 2017 poxy, npu yoomy Kumaii i CLIIA € nposgionumu kpainamu. Temamuunuil ananiz
6KA3YE HA YiMKul nepexio 6i0 MpaouyitiHux cucmem 00 IHMeNeKmyaibHux mooenei Ha ocHogi 11,
MAWUHHO20 HABYAHHS MA NPOCHO3HO20 NPULIHAMMA piuieHb. L]i menoenyii niokpecnioroms supiuiansHy
POJb AHAIMUKY 8eNUKUX OAHUX Y yugpositi mpauncopmayii opeanizayitiHux 3HaHb. JoCaioNceHHs
CMBOPIOE OCHOBY OISl NOOALUUUX MEOPEMULHUX MA eMRIPUYHUX PO3POOOK Y Yill 2any3i.

Knouosi crosa: ynpaeninus 3HAHHAMU HA OCHOGL GeIUKUX OAHUX; OIOIiOMempuyHULL aHAL3,
AHANTTMUKA 8ETUKUX OAHUX, YUDPO8a MPAHCHOpMAaYin, NPULUHAMMSA OP2AHI3AYIHUX DileHb.
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acmipaHT Kadeapu MapKeTHHTY,
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Vkpaina

YIPABJIHHA MAPKETUHI'OBUMHU CTPATEI'IMA HUPPOBUX
IHHOBAIIMHUX MIKPOMEPEX SIK HOBITHbOI ®OPMH OPI'AHI3AII
IHHOBALNIMHOI JIAJIBHOCTI B IU®POBIM EKOHOMILI

Cmammio npuceaueno po3pobieHHs nioxody 00 YAPAGHiHHA QOpMYSaHHAM 1 peanizayiero
MApKemuH208Ux cmpameziii Yu@dposux iHHOBAUIIHUX MIKpOMeped C K HOBIMHbOI popmu opeanizayii
IHHOBAYIIHOI OisAbHOCMI 6 YUDPOSItl eKoHoMiyl. Ymouneno cmpykmypy yugposoi iHHosayiuHol
MIKpomepedci, opeanizayitini popmu ii CKIA008UX MIKPOKOMAHO, CXeM) B83AEMOOil MIKPOKOMAHO i
Mepexci y Yinomy 3 308HIUWHIM cepedosuiyeM. Busnaueni OcHOGHI CKIAO08I cucmemu YNpasiiHH:
MAPKEMUH208UMU  CIMPAME2IAMU  THHOBAYIUHUX KOMAHO Y Yu@ppositi exoHomiyi. Ymouneno ma
0emanizo8ano Cymticmo i 3smicm npoyedyp YNPAGHiHHA (POPMYBAHHAM MAPKEMUH2080i cmpamezii
yughposoi innosayitinoi mikpomepesici. Cucmemamuz08arno 0CHO8HI Yupposi incmpymenmu i Memoou,
WO BUKOPUCTNOBYIOMbCA 8 YIpasuincokux npoyedypax. Chopmosano cucmemy Kiou408ux NOKAZHUKIE
ehekmueHoCmi  MApKemuH208ux cmpameziil iHHOBAYIUHUX MIKPOKOMAHO 6 YUDPOGIl eKOHOMIYI.
Pospobneno munosi cxemu peazysanHs MIKPOKOMAHO 8 Npoyeci YNpAaeniHHi MaAPKemuH208010
cmpamezi€ro Ha 3MIHU YMO8 yugposo2o Oiznec-cepedoguuid, d MAKONC HA BIOXUNEHHS KI0Y08UX
nokasuuxie pesynomamusrocmi (KPI) 6i0 sanranosanux. Ompumani Hayxosi pe3yibmamu 6UCHOSKU |
pekomeHoayii y CYKynHOCHMI pO36U8aiomb 3aCaoHuyi acneKkmu YNpaguiHHsa 34 (hopManizoeaHumu
npoYedypaMU MaApKemMuUH208UMU CIPAME2IAMU YUDPOBUX THHOBAYITIHUX MIKpOMEDeIC.

Kouosi cnosa: mapxemuneosi cmpame?ii, iHHOSAYIUHA OISLIbHICMb, YUDPOSI THHOBAYIUHI
MIKpOMepeduci, MIKPOKOMAHOU MIKpomepedc, yupposa exonomixa, mypoOyienmuicmo 0OisHec-
cepedosuyd, YNPAasiiHHA IHHOBAYIUHUMU KOMAHOAMU, YUDPOBULI MaAPKeMUH2, A0ANMUBHE YNPABIIHHS.
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Beryn. Iudposizaiig akTrBi3ye 1HHOBALIMHY TISJIBHICTh Y BCIX Tally3siX €KOHOMIKH.
[MudpoBi TeXHOJIOTIi CHOPUAIOTH MiABUILEHHIO MPOIYKTUBHOCTI 1 €(EKTUBHOCTI HAyKOBO-
JOCTITHOT 1 JIOCHiAHO-KOHCTPYKTOPCHKOI JiSUIbHOCTI, BUTOTOBJICHHS Ta BIPOBA/KCHHS
1HHOBAIIIH.
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Hudposizaiis Takox crnpuse (GOPMYBaHHIO HOBITHIX oOpraHizamiiHux ¢opMm
IHHOBAIIITHOTO Oi3HECYy a/IalTOBAaHUX /10 YMOB ITU(POoBOi ekoHOMIKH. Cepes HUX CIIi BUAIITUTH
nu(poBy IHHOBAIIHY MEpEeXy — JElEHTpai30BaHy OpraHizaiiiHy (gopMy, 10 Ha dac
BUKOHAHHS IICBHOTO I1HHOBAI[IfHOTO TPOEKTY TOEIHYE HE3AIEKHI CaMOKEepOBaHI
MIKPOKOMAaH/IH, SIKI B3a€EMOJIIIOTH Y MPOcTopi chopmoBaHOMY IHppoBoro miardopmoro [2].
Taka opranizariitna ¢popma 3a0e3nedye BUCOKY THYUKICTb 1 IUHAMIUHY aJalTUBHICTH JI0 3MiHU
YMOB 30BHIIIHBOI'O MIKPO- 1 MAKPOCEPEI0BHILA, @ TAKOK BHYTPIIIHBOTO CEPEAOBUIIIA OKPEMUX
MiKpOKOMaH[ 1 Mepexi y uiiomy. IIpore, BoHa moTpedye KOpUTyBaHHS TPAIUIIMHUX ITiAXO0IiB
JI0  CTPATErivyHOro  YOpaBIiHHSA  I1HHOBAIIMHOKO  JiSJIBHICTIO, 30KpeMa  YIpaBJIiHHS
MapKETUHTOBUMH CTpAaTeTisIMH 1HHOBAIIMHUX MpPOEKTiB. BinmopimHo, mocrae mnpobiema
YIOCKOHAJICHHS IMMJAXOMIB JIO YINPaBIiHHSI MAapKETHHTOBHUMH CTpaTerisMu LHU(PpPOBUX
IHHOBAIIITHUX MEPEX 3 ypaxyBaHHSAM CTpATETiil OKPEMHUX MIKPOKOMAaH]I, 10 (GYHKIIOHYIOTH B
MepMaHEHTHO HECTAOUIBHUX yMOBaX MU(PPOBOi EKOHOMIKH.

3a3HaueHa mpoOiieMaTHKa JOCHiKeHa y poboTax HM3KM HaykoBiiB. Pubak [10]
JOCTIANB Cy4acHi TEHACHIII pO3BUTKY HU(PPOBUX TEXHONIOTIH 1 iXHil BIIIMB HA MAPKETUHTOBY
TisUTBHICTh. PO3KpWB TiepeBard i mpoOJEeMH 3aCTOCYBaHHS 1HCTPYMEHTIB ITH(PPOBOTO
MapKETUHTY B JISUIBHOCTI HiANPHEMCTB. 3alpollOHOBAB PEKOMEHJAllli LI0J0 3aCTOCYBaHHS
IHHOBALIMHUX MiIXOAIB O YIPaBIiHHSA MAapKETHHIOBOIO JISUTBHICTIO MiAMPUEMCTB B yMOBaxX
nudposizamii. Yerik Ta iH. [14] mokasamu JOUIIBHICTH BHUKOPHUCTAHHS  IHCTPYMEHTIB
U(PPOBOTO MAPKETHHTY JUIsl MiABUINEHHS e()EeKTUBHOCTI YNPABIIHHA MiANPHEMCTBAMH
Manoro Oi3Hecy B MEPMAHEHTHO HECTAOUIbHMX YMOBAaX Cy4yaCHOI E€KOHOMIKHM, a TaKOX
ontuMi3amii iX crpareriii iHHOBAWIKHOTO PO3BUTKY. HUMM pO3KPHUTO CYTHICTH 1 3MiCT
IHHOBAIliiHUX cTpaTerii 1udpoBoro wmapketuHry. OKpeclieHO MeTOIU OLIHIOBAaHHS
edexkTuBHOCTI IIpoBoro MapkeTuHry. Sulistyaningsih ta in. [21] BukoHa M aHaNi3 cTparerii
U(POBOr0 MapKETHHTY pa3oM 13 Oi3HEC-1HHOBAI[ISIMU, SKI MOXYTh CHPUSTH MOKPALICHHIO
PHHKOBO-OPI€EHTOBAHOI AISTIBHOCTI Ta ONTUMI3YBaTH Ta ii BIUIMB HA JOXOIH MIKPO, MaJHX i
cepenuix mignpueMcts (MMCII). Ilokazanu, O BUKOPHUCTAHHS CTpaTerii HuGpPOBOro
MapKETUHTY CIpHsie 30UTbIIeHHIO TpoaaxiB 1 BrizHaBaHocTi MMCII. 3aznaunim, mo Gi3Hec-
IHHOBAIlli TAKOXK CYTTE€BO BIUIMBAIOTh HAa SIKICTh MPOAYKTIB 1 30unbmIeHHs qoxozais MMCII.
Po3pobneni pexkomenpamii 1moao KomiuiekcHoro BrpoBamkeHHs MMCII uudposoro
MapKeTHHTY 1 Gi3Hec-1HHOBAIIiH, 1110 JO3BOJISE MOMIMIINTHA X PUHKOBI MO3UILIT 1 301MBIINTH
JOXOJTH.

Carup T1a iH. [11] mpoaHami3yBaiy BIUTUB CYy4aCHHX  MAapKETHHIOBHX CTpateriif
HIAIPUEMCTB Ha iX KOHKYPEHTOCIIPOMOXKHICTh B yMOBax Iu(poBi3allii, BU3HAYWIN KIIOYOBI
(baxTopH, 110 CIPHUAIOTH aanTalii MiAMIPUEMCTB 10 MIHIMBUX PUHKOBUX YMOB. [ 0JIOBHY yBary
NPUALTIIIN NIEpCOHANI3aIll MApKETUHIOBUX KOMYHIKAI[l{, YIPaBIIHHIO OHJIalH-pEeMyTalli€ro
Ta BUKOPUCTAHHIO LHU(PPOBUX TEXHOJIOTIH y MOOYI0B1 TPUBAIMX B3a€EMOBMIIIHUX BiTHOCHH 3i
cnoxkuBauamu. KomemHs [7] mocmiguna cydacHi mudpoBi Oi3Hec-Mozemi, po3kpuia ix
CYTHICTb, OCOOJIMBOCTI 3aCTOCYBaHHS, pOJIb Y MapKETUHIOBIH AisIIBHOCTI KOMIIaHiH, 30Kpema,
y iX KOMyHiKaIliifHiil i 30yToBii momituili. Paiiko Ta iH. [9] BUKOHANM aHANi3 MEPCHEKTHB i
npobyieM ajmanTallii Ta ONTUMIi3alii TpaguIifHUX MapKETHHTOBUX CTpaTerii B ymMoBax
uppoBoi ekoHOMiKH. OCHOBOIO ajamnTallii 1 ONTUMI3alil aBTOPU BBaXKAlOTh 3aCTOCYBAHHS
IHCTPYMEHTIB 1 METOiB IM(PPOBOr0 MapKETHHTy. BHKOHaHO aHami3 Cy4yacHOI YCHIIIHO{
MPAKTUKU 3aCTOCYBaHHS HU(POBUX IHCTPYMEHTIB 1 METOMAIB JUIsl JOCATHEHHS CTPATEri4HHUX
MapKETHHTOBHX IIiJiel kommaniil. Craperpkuii [12] cuctemaTn3yBaB iCHYOUi 1 3apONOHYBaB
HOBY KJacu(iKaIil0 MapKETHHTOBHUX CTpaTeriii, sika BpaxoBYe OCOOJIMBOCTI PO3BUTKY
YKpaiHChKOT0 pUHKY. BOHa BKITIOYAa€ IIICTh KIIIOUOBHX TPYI CTpATEriil: 3pocTaHHs, afanTarii,
nupoBoi TpaHcopmallii, HepcoHali3alii, COIIaTbHOIO MAapKETUHTY Ta KOMYHIKaIi.
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IIponpko Ta 1H. [8] mpoaHaIi30BaHO Cy4acHI TEHACHIIT PO3BUTKY MAaPKETUHTOBUX CTPATETid y
BUAABHUYIN Tamy3i Ykpainm B ymoBax nudposizamii. ChopmyBanu cucTeMy KIFOUOBHX
MMOKa3HUKIB OIlIHIOBAaHHS €(EKTUBHOCTI yIPaBJiHHSI MapKETUHIOM BHIaBHUITB. [100yyBaHO
CTPYKTYpOBaHy cXeMmy Tiporiecy (opMyBaHHS Ta peami3aiii MapKeTHHIOBOi CTparterii
MiAIpUeEMCTBA Tomirpadiynoi ramy3i B ymoBax IudpoBizallii, BHIIJIEHO OCHOBHI cTaiil
3a3HAYEHOT0 IMpOIECy 1 JeTalizyBaHO ix 3wmicT. BumineHo psa iHCTpyMEHTIB i METOIIB
nudpoBoi TpaHchopmallii MapKeTHHTOBUX CTpaTerii B ramy3i mnomirpadii. Bposenko,
Mapracoa [3] posrasmaioTe nUQPOBI3ALi0 SAK MEPCHCKTHBHUN HAMPSIMOK aJjamnTarlii
MapKETHHTOBUX CTpaTeriii 1HHOBALIMHOTO PO3BUTKY MIAMPUEMCTB arpapHOro CEKTOpy M0
rio0ai3aliifHuX Ta TEXHOJIOTIYHUX TpaHcdopMailiii cydacHoi ekoHomiku. Kaur ta iH. [17]
BU3HaYWM I1udpoBi TexHomorii Iagyctpii 4.0, MmO 3acTOCOBYIOTHCS I PO3POOJICHHS
PUHKOBUX (MapKEeTHHTOBUX) cTpateriid. [li TexHomorii marTh MOXIHMBICTBH: (HOpMyBaTH
CHUCTEMY MPSAMHX 1 3BOPOTHUX KOMYHIKAIlIK 31 CIIOKMBauYaMU; BU3HAYUTH TOTPEOH IIITHOBUX
CHOXHBAUiB; MPOTHO3YyBaTH iX TIOBEMIHKY 1 pO3poOIsITH 3axoau BIUIMBY Ha HE;
BUKOPHCTOBYBATH O13HEC-aHANITUKY AJIS MiABUIICHHS SKOCTI MPOAYKTIB (BUPOOIB UM MOCIYT);
MO/ICITIOBATH PUHKOBI MPOILIECH JUIS TECTYBAaHHS MPOJYKTIB 1 MOJANBIIOTO iX YAOCKOHAICHHS
tomto. Koesharijadi Ta in. [18] oOrpyHTOBYIOTb, 1110 BUKOPUCTAHHS COILIATbHUX MEPEX CIIi
BBa)XATH HEBIJ'€MHOI YaCTHHOIO I1HTErPOBAHOI MapKETHMHIOBOI CTpaTerii opranizamii B
nupoBiii ekoHoMili. 30Kpema, B YacTUHI (POPMYBaHHSA 1 KOHTPOIIO PE3YyJIbTaTUBHOCTI
3aXO0/iB: MPOCYBaHHS MPOIYKIIil, MiATPUMAaHHS JTBOCTOPOHHIX KOMYHIKAI[IK 31 CITOKHBAYaMH,
MOHITOPHHTY CIOXHBa4iB 1 MOTHUBIB CIOXHUBYOi TOBEIIHKH, YIPABIiHHSA IOBEAIHKOIO
cniokuBadiB tomo. Moreno-Gomez Ta iH. [19] mocnmiamnm 3a JOMOMOroOH perpeciiHux
MoJieJiel BIIMB PI3HUX MIiAXOMIB A0 MOOYIOBM MapKETUHIOBHX CTpaTerii (Haroioc Ha
KOMYHIKAI[iSX, HAroJloCc Ha MAapKETHHTOBUX IHHOBAIliSX, HAroJoC Ha YHIKAIBHOCTI
MapKETHHTY) Ha piBEHb KOHKYPEHTOCHPOMOKHOCTI KOJNYMOIMCHKMX MaluX Ta CepelHiX
HiIIPUEMCTB. BCTaHOBHWIM, 10 T[O3UTUBHUN BIUIMB MAapKCTHHIOBHX CTpaTerii Ha
KOHKYPEHTOCTIPOMOXHICTh 3aJI€KHUTh BiJl BETUYMHU MIAMPUEMCTB, BOHA € OLIBIIO0 Y OLIBIINX
HiIPUEMCTB. ABTOPH 3a3HAYAIOTh, [0 TIOEHAHHS BUIUICHHUX ITiIXOIB 3/1aTHE 3a0€31eUnTH
cuneprernunuii edexr. Purchase, Volery [20] mocmiguian pO3BUTOK MapKETHHTOBUX
iHHOBami. [lokaszamu, MO MAapKETHHTOBI I1HHOBAIlli TOEAHYIOTHCS 3 TEXHOJIOTIYHUMU
HOBUHKAMHU, SIKi JIe)KaTh B OCHOBI MPOJYKTOBHX YHM MPOIIECHUX IHHOBAIlil. 3a3HA4aIoTh, 110
IpU I[bOMY 3pOCTa€ TEHJCHIIS 1O BpaxyBaHHs 1HHOBAIIIHOIO MOTeHIialy Oi3Hecy, SIKUi
BIJIKpMBA€ PO3BUTOK HOBHX KaHaJIB JUCTpHOYLIi, cTpaTerii OpeHAMHTY, TUIIB KOMYHiKallii
ab0 MexaHi3MIB IIHOYTBOpEHHsS. Bu3HaumnM, 1o pyumiieM HUX TEHAEHUIH € nudposizaiis
MapKeTHHTY 1 0i3Hecy y 1iioMy. Biq3Haumiy TeHAEHIIII0 10 CIIIBHOTO CTBOPEHHS 1HHOBAIIIH,
ypaxyBaHHs Po0JIEM 1 JyMOK CIOKHMBAYiB TOILIO.

VY3aranpHIOIOYH pe3yNbTaTH aHaNi3y JITepaTypHUX HKEPEN Cijl 3a3HAYUTH, 10 B HUX
PO3KPHUTO 0COOIMBOCTI (hOPMYBaHHSI MAPKETUHTOBUX CTPATETid PI3HUX BUAIB IHHOBAI[IHHOTO
Oi3Hecy B yMoBax IU(pPOBOi EKOHOMIKH. BHCBITIEHO OKpeMi acleKTH YIpaBiIiHHS
dbopMyBaHHSM 1 peati3alli€lo UX CTpaTerii, OIiHKY iX epekTuBHOCTI Tomo. [IpoTe muTanHs
YIpaBJIiHHA MapKETUHTOBUMH CTPATErissMU HOBITHIX OpraHizaliiiHuX ¢opM iHHOBaliiHOI
JisIbHOCTI (IHHOBAIiiiHOro Oi3Hecy) B HU(POBIM €KOHOMIll 3aJUIIMIUCS HEI0CTaTHBO
nociikeHuMu. Le He 103BoIsie€ pO3KPUTH MOTEHIIIall HOBITHIX OpraHi3aiiiHux ¢opM KkoMaHa
IHHOBAIIMHUX TPOEKTiB (IHHOBalIMHMX KOMAaH[), 3HIKYE aJanTarliiHy 3/aTHICTh
iHHOBaIIlfHOTO Oi3Hecy 10 uugpoBux TpaHchopMmalliii Oi3Hec-cepeaoBuIla, CTPUMYE HOTro
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nepexia A0 CTIHKOro IHHOBALIMHOTO 3pOCTaHHS Yy T.4. B PYyCJi KOHIEIIIi 1IHHOBAI[IHHOTO
BUTICPEKEHHS.

Merta Ta 3aBIaHHA JA0CJTiI:KeHHs. MeTor0 OCIiKeHHs € pO3pOOJICHHS MAXO0LY A0
yIpaBIiHHS (OPMYBAHHSIM 1 pealizalie€lo MApKeTHHIOBHX CTPATETii IU(PPOBUX 1HHOBAIIMHUX
MIKpOMEpEX SK HOBITHROI (opMHM oOpraHizaimii I1HHOBAI[IHHOT IisUIBHOCTI B HHUQPOBIi
€KOHOMIIII.

Jlyis nocArHEHHS MOCTaBICHOI METH CPOPMOBAHO KOMILUIEKC 3aBAaHb JOCIIIKEHHS:

1. YTouHHUTH CTPYKTYpPY, BapiaHTH OpPTaHi3alliitHoi OOy 0BH 1 B3a€MOIii MIKpOKOMAaH]T
1M(poBoi 1HHOBAIIHHOT MIKpOMEpEXi, 0COOJMBOCTI B3aEMOJII MIKPOMEPEKI 3 30BHIIIHIM
cepeioBUILEM (IHHOBALIHOI €KOCUCTEMOI0), CXeMy (POpMYBaHHS MIKPOMEPEXKI.

2. YTOYHHUTH Ta JCTaTi3yBaTH CYTHICTH 1 3MICT MPOLEAYp YIpaBiIiHHA (HOpMyBaHHSIM
MapKETUHTOBOI CTpaTerii U(poBOi IHHOBAIIITHOT MiIKpOMEpExi.

3. Po3poOutu miaxim a0 ympaBiiHHS (OPMYBaHHSM 1 peaji3alli€l0o MapKEeTHHTOBUX
cTpaTeriii nudpoBUX IHHOBALIMHUX MIKpOMEPEXkK B IU(POBiK EKOHOMIIII.

Mertoaoaoris nocigaenns. /[ BUKOHaHHS 3aBAaHb JOCHIKEHHS BUKOPUCTAHO TaKi
metoau. KpuTnyauii aHami3 niTepaTypHHX JKEpeN, CHCTEMHO-CTPYKTYPHHU aHalli3, METO.
JIOTIYHOTO y3arajibHeHHs — JAJIsi YTOUHEHHS CTPYKTYpPH, OpraHizauiiHux (QopM eIeMEeHTIB
(MIKpOKOMaH]T), CHCTEMH iX B3a€MO3B’SI3KiB B CKJIaJil HU(POBOI iHHOBAIIITHOI MIKpOMEPEXKi.
CucreMHuii 1 (pakTOpHMIA aHali3, METOJ JEKOMMO3MINI — MPU BU3HAYEHI CYTHOCTI 1 3MICTY
npoueayp yhpaBiaiHHS (OpPMyBaHHSM MapKETHHTOBOI crTparerii 1nudpoBoi 1HHOBAIIWHOT
Mikpomepexi. MeTonq aHamizy 1 CHHTE3y MNpU PO3pPOOJICHHI MiAXOAY 10 YIpaBIiHHS
MapKETUHTOBUMH CTPATETiIMU U(PPOBHUX IHHOBAIIMHAX MEPEk B IU(POBIH EKOHOMIIII.

Buxiag ocHOBHHX pe3yabTaTiB Ta IX 00rpyHTyBaHHsl. CHCTEMHO-CTPYKTYPHMU
aHaimiz nupoBoi IHHOBAIIHOT Mepeki J03BOJUB YTOYHUTH Oprafizamiini ¢opmu ii
CKJIQJIOBUX MIKPOKOMAaH/I Ta 0COOJIMBOCTI X (PyHKIIIOHYBaHHS B ckiafi mMepexi. CTpyKTypHa
cxema 1u(ppoBOi IHHOBAIIIHOT MIKpOMepeXi mojjaHa Ha puc. 1.

€KOHOMIYHI KOHTPAareHTH, KOHTAKTHI ayTUTOPi1)

/ {} Ludpora iHHOBAITIIiHA Mepeka \

Hudposa mrarhopma (udpoBuii mpocTip)

/\ 30BHINTHE cepeoBHIle (IHHOBAIlIifHA EKOCHCTEMA,

Mikpokomanza 1 Mikpokomanma | Mikpokomanaa N
(xoopauHaATOP)

\ 2% 13 PN /
i

Pucynok 1 — Cxema B3aemo/1ii MikpoKoMaH 1 IM(poBOi IHHOBAIIMHOT Mepexki Mk co0010 1
30BHIIIHIM cepeioBHIeM (1T00yI0BaHO Ha OCHOBI [2])

Tonkumu cTpiikamMu Moka3aHo MOTOKM (iHpopMarii 1 3HaHb, (PiHAHCIB TOILIO) STKUMHU
OOMIHIOIOTBCSI MIKpPOKOMaHIM B IUpoBoMYy cepeaoBuili. [1OTOBIIEHUMH — MOTOKH, SKi
OB’ SA3YIOTh IUQPPOBY 1HGOPMAIIHY Mepexy y LUIOMY, a TaKOXX KOXXKHY 3 MIKPOKOMaH]
OKpPEMO 3 30BHINIHIM cepeloBHIIeM. 100TO, KOXKHAa 3 MIKPOKOMAaHJ MOXE€ CaMOCTIHHO
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dbopMyBaTH CUCTEMY 3B’SI3KIB 3 30BHIIIHIM CEPEIOBUIIEM. 3 MO3UIIIN IHHOBAIITHOTO Oi3HECY
0COOJIMBY pOJIb y 30BHINTHROMY CEpPEIOBHII BiJirpae iHHOBaIliiHA eKocHcTeMa, o (hopMmye
CIIPUATIMBI YMOBH JUIsl pO3BUTKY 1HHOBaIliiHOTO Oi3HEeCcy. BoHa, 30kpema, BKiItoUae: Oi3Hec-
iHKyOaTopu; akceneparopu; KpayAQpaHIMHTOBI IUIATGOPMH; CYKYMHICTh 1HIIMX 00 €KTIB
iHpacTpykTypu 1 iHcturymii: HJII, yHiBepcuTeTH, 1HBECTHIIIHHI y T.4. BEHUypHi (HOHIH,
opranizaimii ta nudposi cucremu (mopran Jlis.bizHec Ta iH.) iHDOpMAIliKHOI, (iHAHCOBOI,
KOMYHiKariiiHo1 miarpumMku 1 T.1. Oprani3aniiHO-IHHOBaIliifHA €KOCHCTEMa MOXe OyTH
chopMoBaHa sIK cTapTan-eKOCUCTeMa, TEXHONAPK, TEXHOIOJIIC, IHHOBALIHHUI KJIacTep TOILO.

BayrpinmHe cepenoBuiie nudpoBoi iHHOBAIIHHOT MEPEKi BKITFOYAE:

1. HudpoBy mnardopmy, sika ¢opmye chiabHHA IHPpPoBHI podounii mpocTip 3
3araJlbHUMH MIPaBUJIaMU 1 CIIUIBHUM TEXHOJIOTTYHUM cepefioBuIeM. [[1s popmyBaHHS Takoro
MIPOCTOPY MOXKYTh OyTH BUKOpHcTaHi: matdopma Worksection st ynpaBlliHHS TIPOEKTaMH,
SIKl BUKOHYIOTH TeorpadiyHo BijiajieH! wieHn npoekTHUX koMana, REMO — crapran, skui
CTBOPIOE TIpUMBATHI po0OOUl MPOCTOPH TNpeMiyM-Kiacy, KOpIopaTHBHa 1atdopma s
KoMaHiHOT poboTu Teams 3 makery Microsoft Office 365 Ta iH.

2. HezanexHi caMOKepoOBaHI MiKpOKOMAaHIH, OJIHA 3 SIKUX KOOPIHHYE POOOTY IHIIHMX
JUISL IOCSITHEHHSI 3aralibHOI METH 1HHOBauiiHOro 6i3Hecy. BoHu MoxyTh mMatu pi3Hi hopmu
opranisaiii, 30kpema:

— opranizaiii (KoMaH/a1), IKi BUPILIIYIOTh KOMIUIEKC CIIOPiIHEHUX 3aB/IaHb 3 IIBHIKOTO
pO3po0JIeHHs, KoMepuiamizamii i macirtaOyBaHHs IiHHOBamiWHMX po3poOok (Bravel —
00'eJHaHHS CTAPTAIIIB y CEKTOPi 0OOPOHHUX TEXHOJIOTIH YKpaiHH);

— oprasizamii (KoMaHa#), AKi MPaLIOTh HaJl CTBOPEHHSIM ITPOPUBHUX iHHOBAIliH, BOHH
BKJIIOYAIOTh:  JOCJIHUKIB-HAYKOBIIB,  JOCITIAHHUKIB-€KCIIEPUMEHTATOPIB, PO3POOHUKIB
(imXeHepiB), MapKETOJIOTIB 1 T.11.;

— crnin-opd ¢Gipmu un ppaHuaii3uHroBi GipMu IHHOBALIMHOTO TUITY, CTBOPEHHS SKUX
1HIIIFO€ BeJTMKA KOMITaHisl Ui MaciiTaOdyBaHHs iHHOBAIIHUX po3po0oK [2]);

— oprasizaiii pi3HuX opraHizauiiHux Gopm, sKi Creniani3yroThCs Ha BUKOHAHHI poOiT
pi3HUX eTariB IHHOBALIHHOTO Tpotecy (BeHuypHi GipMu, GipMu eKCIUIEPEHTH, MaTieHTH [4, c.
225], cnin-op¢ ¢ipmu i T.11.);

— oprasizamii, II0 BHUKOHYIOTh pi3HI BHUIM 1HHOBamiiHOi mismbHOCTI (HIJIKP,
oprasi3aiisi BApOOHHUIITBa, MAPKETHHT 1HHOBAIIii TOIIO):

Komanau, 1o camo3apo/kyroTbes — 00’ e€AHaHHS rpyn (axiBLiB (MIKpOKOMaHN), SKi
3aliMalOThCs OJHIEIO U TIE€IO )K€ MPOoOJIeMaTHKO. BOHM MOXYTh MpalloBaTH B OJIHIM BeNUKil
KoMITaHii (rpynu imkeHepHoro MeHemxkmenty B Digital Equipment Corporation), abo Oyt
HesanekauMu [13]. CTymiHb aBTOHOMIT MIiKpOKOMaHJ B Takiii KOMaHIi JyKe BHCOKa, IO
CIIpHsi€ 3POCTAHHIO KUIBKOCTI 1 SIKOCT1 1HHOBAIlIMHUX PIIICHb.

Po3pobneHo cxemy ¢popmyBaHHS IM(PPOBOI iIHHOBALIIHOT MiKpoMepexi (puc. 2).

bnoku 1, 2 Ha puc. 2 XapakTepu3yl0Th MaCUBH BX1JAHOI 1H(OpMaIlii 1 3HaHb IK OCHOBU
OpUNRHATTS 0a30BHX YNPABIIHCHKUX pillleHb, OJIOKM 3-7 — Bi0OpakaroTh 3MICT MPOLEAYP
dbopMyBaHHS MEpexXi. 3amponoHOBaHA HA PHUC. 2 CXeMa € y3araJlbHEHOI0, BOHa MOXKe OyTH
JIeTaIi30BaHO0 Yy PO3pi3l 3aBAaHb 1 poOIT KOXKHOI 3 BUAUIEHUX Hpouenyp. PopMmyBaHHS,
Monupikais, po3popMyBaHHS LUPPOBOI IHHOBALIMHOI MEpEeXi BIJHOCHUTHCA 10 3aBJIaHb
CTPATETiYHOTO YIPAaBIiHHSA 1HHOBALIMHOIO JisUIbHICTIO B 1MpoBii exkoHomimi. [Iporec
dbopMyBaHHS MEpPEXi PO3IMOYMHAE IHIMIATOP 3a BJIACHOKO IHIMIATHBOIO YW 3a 3aBJaHHSIM
BEJIMKOI KOMIIAHIl, $SKa CTBOPIOE MEPEXy BIIOKPEMJICHHX MIJPO3IUIIB YU KOMIAaHii,
HANpUKIIaJ, criH-0¢¢ A KoMepliaizaiii IHHOBAIiH.
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1. Tennenuii HTII: cBiToBI, 2. TenpaeHIii 3MiHU: BUPOOHUIITB; TIOCIYT;
rary3esi (BUpOOHHUIITBO, rajry3eil/puHKiB (3pOCTaHHs, TpaHCPOpMaIlis YU
MOCITYTH, CIIOKMBAHH) 3TOpTaHHS iICHYIOUYHNX, (JOPMYBaHHS HOBHUX).

[HinmilioBaHi 3MiHaMU TIPOOJIEMH 1 MOXKIIUBOCTI

A 4 \ 4

3. @opmyBaHHS 11€i MPOEKTy IHHOBAIIITHOTO 4. ®opMyTIOBaHHS METH,
PO3BHUTKY Oi3HECY 1HILIATOPOM: BEITHKOIO «—p| TOJOBHUX 3aBJIaHb MIPOEKTY
KOMITaHI€I0 Y1 MIKPOKOMAH/I0I0 KOOPIUHATOPOM IHHOBAI[IITHOTO PO3BUTKY
(ssapoM MikpoMepexi) Oi3Hecy
' '
5. Jlekommo3uuis 3aBanb, BUOip (popMyBaHHS:) 6. HaBuanns
MIKpOKOMaH]: KBamiQikaris, 1ocBia, kommereH il (haxosi, | MIKpOKOMaH]T
ungpoBi), MarepianpHa 0a3a, iHHOBaIifHA KYIBTYpa CHUIBHIN IisUTbHOCTI

v v

7. ®opMyBaHHS MIKpOMEpEXKi: CTPYKTYpa, PyHKIIOHATBHI PO MiKpOKOMaH I, IudpoBa
atopma i TEXHOJIOTIYHE CePEeOBHUIIE, TOBHOBAXKEHHS 1 TOPSIOK B3a€EMOII1
MIKpPOKOMaH I, OpraHisaliiiHa KyapTypa Mepexi, Agile miaxin y BAKOHaHHI POEKTY

Pucynok 2 — Cxema hopmyBaHHs IU(PPOBOI IHHOBAIIHOT MiKpOMeEpexKi
(aBTOpCHKA pO3pOOKA)

VYropaBiiHHA MapKeTUHTOBHMH CTpATETisIMM 1HHOBAlIMHMX KOMaH7 y LUQpOBii
EKOHOMIIlI TIO€JAHYE CTpATEriuHUil aHajmi3 1 IUIaHyBaHHS MAapKETHHTY 3 3aCTOCYBaHHSAM
U(POBHUX IHCTPYMEHTIB 1 METO/11B, MAPKETHUHT 1HHOBAIiH, IU(POBUIL MAPKETUHT, ONIEPATUBHE
pearyBaHHs Ha 3MiHHM Oi3Hec-cepenoBumia. Ilpomec ympaBiiHHS —XapaKTepU3YETHCS
0e3MnepepBHICTIO, aJANITUBHICTIO 1 HIUKJIYHICTIO YIPAaBIIHCHKUX MPOLETYD.

Cnupatouricb Ha pe3yJabTaTH aHali3y JITepaTypHUX JKEpes, W0 MPUCBAYEHI
PO3pOOJIEHHI0O MapKETUHTOBUX CTpaTeriii KOMaHJ i1HHOBAaIlIHHUX MPOEKTIB (IHHOBAIIIHMX
KOMaH/), a TaKOX BpPaXxOBYIOUM CHEUM(IKy HOBITHIX OpraizaliiHuX (pOopM 1HHOBALIMHUX
KOMaH/ B 1U(POBiii ekoHOMII [2], yTOUHEHO Ta MeTani30BaHO CYTHICTh i 3MICT HPOLEAYP
(dbopMyBaHHSIM MapKETUHIOBOI CTpaTerii HMPpoBoi IHHOBaLIHHOT Mepexi (Tabi. 1).

B mporeci BukonanHs npoueayp (tadia. 1) HeoOXi1HO MepioAUYHO MOHITOPUTH YMOBHU
ugpoBoro OizHec-cepeAoBUIA (MIKPO- 1 Makpo), BUSBISATH TEHIEHIIT IX 3MIHH, a TaKOX
BIUIMB IIMX 3MiH Ha pe3yJIbTaTUBHICTh (POPMYBaHHS MapKeTHUHI0BOi cTparerii. Criuparouuch Ha
pe3yNbTaTu aHalli3y MOXHa BYAaCHO 1 OOIPYHTOBAHO KOPUTYBATH MApKETHHIOBY CTPATErilo Yy
1izoMy 1 11 oKpeMi CKJIaJioBi B npoteci iX ¢popmyBanHs. [Ipy 1boMy MOXKIIMBE TOBEPHEHHS 710
NoNepeAHiX Mpolenyp 1 MOBTOpPHE BUKOHAHHSA iXx poOiT. B po3poOnenHi 1 peamizawii
MapKeTUHToBOi cTparerii nudpoBoi iHHOBAIIITHOT MiKpoMepexi MOBUHHI OyTH 3ajisHi yci
MIKPOKOMAaH/]IH.
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Ta6muus 1 — [Mporenypu ynpasiiHas GopMyBaHHSIM 3arajibHOI MAPKETHHTOBOI
crparerii 1dpoBoi iHHOBaIIiHOT Mepexki (aBTOpchka po3po0Ka)

CyTHIiCTBh

3MicT npoueayp ynpaBiIiHHS

Hudposi iHCTpyMeHTH Ta
METOJIH

1

2

3

1. Anani3 nudpoBoro
Oi3HEeC-CepeIOBHIINA,
aHaJIi3 BiMOBITHOCTI
BHYTPIIIHIX
MOJKJIMBOCTEN
IHHOBAIIITHOTO
PO3BHUTKY 30BHIIIHIM

AHani3 TeHneHIii nudposizarii
€KOHOMIKH 1 iX BINIMBY Ha Makpo-i
MIKPO-CEPEIOBHIIIE.

AHai3 cTaHy 1 TEHJCHIIIH PUHKOBUX
MPOLIECiB, TOBEAIHKU CY0’ €KTIB PHHKY
tomo. SWOT-aHani3 iHHOBaIIITHOTO
mpoekTy (iHHOBaIliitHOT KoMaH 1) [6]

2. I'enepyBanHs Ta
BiZIO1p iHHOBALIHHUX
11eit

AHani3 Ipo0IeM CIIOKUBAYIB SIK
JDKEpenta e iHHoBarii i ix
CITO’KMBYOI TTOBEMIHKY [5]. AHaumi3
JIOCSATHEHb (PyHIaMEHTABHHX 1
MPUKIIAJHUX JOCIIKEHD JJIs
BTIJICHHS iX pe3yNbTaTiB y iHHOBAIiiHI
po3poOku. dopmatizoBaHi METOAH
reHepyBaHHs 1 BinOopy ineii [16]

IHCTpyMEHTH IHTEpHET-
amamiTuku: Google Analytics;
ananituka CRM-cuctem,
corianpHUX Mepex; Big Data-
a”amituka; Al-aHaniTHKa;
aHaJTi3 pUHKY Ta KOHKYPEHTIB
(Google Trends; SimilarwWeb;
Semrush; Ahrefs); Hotjar
(TeroBi KapTH B3aEMOIIT 31
CIIO’KMBaYaMHU/KJIIEHTAMH ) TOIIO

3. BuznaueHss minei
MAapKETHHI'OBO1
cTparerii

BusHauenHs cTpaTeriqHoi i,
30KpeMa: paJrKallbHa TpaHchopMarlis
iCHY1040T0 4i (hOpMYyBaHHSI HOBOTO
PHHKY (paIuKalibHa iHHOBAILis);
3pOCTaHHS YaCTKH PUHKY, OOCSTIB
MPOAaXy, IMIIDKY (MOAEpHIi3aIlisa
MPOAYKTY); 30epekeHHs 3aJ0BUTbHIX
PUHKOBHX TO3HIIN (Moudikaris
npoaykry) i T.1m. [4, ¢. 100-102; 15].
Bu3HaueHHS OnepaTUBHUX IIiJICH
Oi3Hecy (1iyielt MikpokoMa).
Busznauenns KIII mapkeTuHroBoi
cTparerii y nijiomy, a Takoxx KPI
OKpEMHX MiKpOKOMAaH/I.

Big Data-ananituka; Al-
aHaJliTHKa

4. Po3po0ieHHs
CKJIQJIOBHX 3arajibHOT

BunineHHs 1IIb0BUX CErMEHTIB YU
HIill pUHKY, 00y 10Ba mpodio

CerMeHTauisi: iHCTpyMEHTH
IHTepHEeT-aHATI THKH.

MapKETHHTOBOL IJIbOBUX CIIOKMBAYIiB.

cTparerii Po3po6nenns crpaterii no3umiroBands | [lo3umitoBanHs: nudpoBi Mejia,
IHHOBAIIITHOTO IHHOBAIIHOTO MPOYKTY (YHIKaIhbHA CoIiaNbHI Mepexi,
MIPOEKTY HiHHICHA MPOTIO3HUILis, KAaHATH iH(IIOCHCePH 1 T.11.
(inHOBaMIHHOT MO3HIIIFOBaHHS )

KOMAaH/IH) Bubip koHKypeHTHO] cTparerii
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ITponosxenns tad:. 1
1 2 3
[IponykT: BUroaa Jisl CIIO)KUBAYiB Ta
iHHOBaIiHOTO Oi3HECY (B imeari ams

BCiX OT0 €eKOHOMIYHHX
KOHTpareHTiB); Ha3Ba, CIIOKUBYI
BJIACTUBOCTI, SIKICTh, AHM3aiH,
YHaKOBKa; IEPEAIPOTAKHAN 1 TICIIs
MPOJIAXKHUH CEPBIC; XapaKTSPUCTHKU
€TariB XXUTTEBOTO ITUKITY.

[HCTpYMEHTH iHTEpHET-
aHAITHKH.
Hudpori Moaemi MpoIyKTy,
MO/JIEJIIOBaHHsI MTPOLIECiB
KYMiBIIi-IPOJaXKy Ta iH.

5. Po3pobnenns Llina: iHOBI cTparerii; TMHaMIiYHE, udposi 6izHEC-MOACTI:
KOMIUIEKCY THYYKe IIIHOYTBOPEHHS; I[IHU IS MapkeTIieic, ppimiym,
upoBoro g poBux Oi3HEC MOJIENIeH ITIITUCKY, TIepeIuIaTa i T.11.
MapKETUHTY SEO; SMM; koHTeHT-
(xormermis 4P) mapketwHT; influencer-
[IpocyBanHs: OMHIKaHAIbHI MapkeTuHr; SMS ta Push
KOMYHiKaIii poscunku; CRM-cuctemu; yat-

0otu; mecenmkepu; Customer
Data Platforms Ta iH.

E-commerce, mapkeTmuieiicu,

Posmonin (30yT): TpaauiiiiHi KaHaIM, | MOOUIBHI 3aCTOCYHKH; MPAMUI

kaHanu nupoBux Oi3HEC-Mojenei npoaax (Direct-to-Consumer)
Ta iH.
6. Kontpoins
pe3yIBTaTUBHOCTI 1 L .
Peamnizarisi MapkeTHHTOBOI CTpaTerii. .
KOPUT'YBaHHS . . IHCcTpyMeHTH 1 MeToau
. Mouitopunr nokaznukis KPI. .
MapKeTHHTOBOI . 3a3HaveHi y . 1-5
- Kopurysanns (aganraiist) cTparerii.
cTparerii B porieci ii
peamizaiii

JI71st peryssipHOTrO MOHITOPHHTY Pe3yIbTaTUBHOCTI peajtizallii MapKETHHTOBOI CTpaTerii
IHHOBALIHOI MiKpoMepexi copmoBaHo cuctemy nokasHukiB (KPI), BapiaHTt sikoi mogaHo y
tabsn. 2. Ili Ta aHanoOriuHi IMOKa3HHWKH 3allpONIOHOBAHO TaKOXX BHUKOPUCTOBYBATH st
OLIIHIOBAHHS Pe3yIbTaTUBHOCTI JAISUIBHOCTI OKPEMUX MIKPOKOMAaH/I. SIKi KOHKPETHO MOKa3HUKH
CIiI BUKOPUCTOBYBATH 3aJIKUTh B (QYHKLIM 1 poji MIKpPOKOMaHA Yy aHali30BaHIN
MmikpoMmepexi. [lomaHi MOKa3HUKHM J103BOJIAIOTH OO’€KTHBHO OIHHUTH PE3YJIbTaTUBHICTb
MapKEeTHHIOBOi cCTparTerii, BHECOK Yy Hel OKpeMHUX MiJpO3/AUIiB KOHKPETHUX OpraHizamii
iHHOBallIfHOrO Oi3Hecy (30KpeMa, KOMaHAM I1HHOBAIIHHOTO MPOEKTy 1 1ii OKpeMHux
MIKpOKOMaHJ1), a TaKOX €(PeKTUBHICTb iX B3aemoii. [yig 3actocyBanHs nokasHuku KPI ciin
aJanTyBaTH 10 crienn]iku AisTIBHOCTI OpraHizailiii iHHOBaIliifHOTO Oi3Hecy.

Po3pobrneno miaxin no ymnpaBiaiHHS (OpMYBaHHSM 1 peasizalli€l0o MapKETHUHIOBHX
cTpaTerii uupoBuX IiHHOBALiMHUX Mepex. llomepeaHbo 3a3HauYMMO, IO B CTPYKTYpl
MIKpOMepex1 MOXKYTb OyTH MIKPOKOMAaH/]IU, SIKI BUJUIEH] 3a 1X (yHKI[IOHAJIbHUMU POJISIMHU:

— aHANITUYHA — aHAJI13/MOHITOPUHT LKU(POBOro Oi3HEC-cepeoBHUIIa (MaKpO- 1 MIKpO);

— MapKEeTUHIOBOI'O aHaNi3y — CTpaTer1YHUIl MApKETUHTOBUI aHai3;

— HayKOBO-JIOCJIiIHAa — TPOBE/ICHHS HAYKOBHX JOCI1IKEHb;

— TBOpYa — po3pO0JIEHHS, aHali3 1 B1101p IHHOBALIHHUX 171EH;

— BHUPOOHHMYO-IOCHITHA — BUTOTOBJCHHS (CTBOPEHHS IPOTPAaMHHMX Mojenen) i
BUIIPOOOBYBAHHS JOCIIAHUX 3pa3KiB IHHOBALIIMHUX PO3pPOOOK;

— ONEPATUBHOI'O MAPKETHHTY — PO3POOJICHHS! KOMITJIEKCY MapKETHHTY 1HHOBALIIH.
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Tabmums 2 — KirowoBi mokasHuku pesynbratuBHOCTI (KPI) mis mMapkeTmHTrOBHX
cTpaTteriii B inHOBaiiiHoMy Oi3Heci ([7], moaudikoBano)

[Tokaznuk Ornuc Mertpuka Mera
1 2 3 4
PiBensn BimoOpaxae cTymiib % yCB1IOMIIEHOCTI .
CBIJIOMJIEHOCTI Bl I(l)M(E)CTiH og €H KOiJ'i]LKié[FL 3raJloK : 36imLmeHns Aa
YeBIA sloM PO BpeHA | STAnoKy X% 3a niepion
Openay cepen IIbOBOI ayuTopii Mezaia

Bumiproe KiTbKiCTh

KinekicTe HOBHX

KJIIEHTa

PiBens 3amyuenHs HOBHX CITOKHBayiB/ CIOKMBaYiB/KITI€HTIB, 30inbLICHHS HA
CTOKMBaYiB/KITI€HTIB KITiEHTIB 200 4acToTy Koe]ilieHT TOBTOPHHUX X% 3a mepiox
MIOBTOPHUX ITOKYIOK TIOKYTIOK
. Buwmiproe peansHy o
inxIiCcTH . Jlox1i11 B11 OOHOTO .
: KOPHUCTb BiJ] 3aJTy4eHHS . 30inbLICHHS Ha

CIIO’KMBAYa/KIII€HTA 3a CIOKMBava/KIIiEHTA 3a o .

. OJTHOTO CTIO’KMBaya/ . X% 3a mepiox
nepioxa (LTV) nepioa

Bumiproe Butpatu Ha

. . . L. 3pocTaHHs
BapticTh 3aimyueHHs MapKETHHT 1 IPOJAXKI JJIs YacTka B1J1 J1IJICHHS .
. S CITiBB1THOIIIEHHS
CHOXKMBAYa/KITi€HTA 3aITydeHHS OJHOTO BUTpAT Ha KIbKICTh .
g . LTV/CAC (min
(CAO) CIIO’KMBaYa/KITIEHTA 32 HOBHUX CIIOKHBaYiB
. . 3HAYCHHSA 3)
MeBHUH Tiepio] yacy
[Moka3Huk epeKTHBHOCTI
IIEPETBOPEHHS Kousepciiinunii .
. p D . PCIHI 301iIbIIICHHS HA
Konsepcis MTOTEHIIHHUX BiJICOTOK, KiJIbKICTh o .
. . oy . X% 3a nepiox
CIIOYKUBAYiB/KJIIEHTIB y 3IIMCHEHUX O1M
peabHAX
KinbkicTb Bumiproe KinbKicTh
. o . o 3amyckatu X
IHHOBAIITHAX HOBHX TIPOAYKTIB 200 KinbkicTe HOBHX .
. . HOBHX MPOAYKTIB/
MPOIYKTiB/TIOCIYT MOCITYT, 3aITyICeHUX Ha MIPOAYKTIB/TOCITYT .
MTOCITYT 3a TIePioJ
Ha PUHKY PHUHOK

OnuiHtoe CTyMiHb

MapKETHHTY

) Cepenniit peUTuHr IligBuiieHus
. . 3aJI0BOJICHOCTI] .
PiBeHs 3a10BOJIEHOCTI . .. 3aJI0BOJICHOCTI, CepeaHbOro
. N CIIO’KMBAYiB/KITI€HTIB BiJl . N o
CIIOYKUBAYiB/KJIIEHTIB . KUIBKICTh TIO3UTUBHUX | pedTuary Ha X%
MIPOYKTiB/TIOCTYT Ta . . .
BIJIT'YKIB 3a mepion
00CITyTOBYBaHHS
) BusHauae BigHOLIEHHS
PenTabenbHIiCTh . Hocsrtu ROI He
MK BUTpaTaMu Ha ROI mapkeTnHroBux
MapKETHHIOBUX . . MeHIe X 3a
" MapKEeTHHT 1 OTpUMaHUM KaMIIaHil .
KaMIaHii nepiof
MPUOYTKOM
OLiHIOEThCS
. . . . Ll L Bnposamxenns X
PiBens iHHOBAITIHHOCTI BUKOPHUCTAHHSM KinpkicTh
. . HOBaTOPCHKUX
MapKETHHTOBUX HOBaTOPCHKUX MiIXOIiB HOBAaTOPCHKUX C e
i e C e 171eli/1HIaTHB 3a
cTpareriu Ta TEXHOJIOTI! B inei/iHiiaTuB .
nepiof

PunkoBuii BIUIUB

Bumiproe Brums
KOMIIaHii Ha PHHOK Y
MOPIBHSIHHI 3
KOHKYPEHTaMH

YacTka pUHKY, pEUTHHT
Openmy

30iIbIIEHHS
YaCTKU PUHKY Ha
X% 3a nepion

C.M. Innsuuenxo, A.C. Anona. Ynpasninus mMapxkemuHeo8UMU cmpameisimu

yugposux
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MiKpOKOMaHIU KOHKPETHOI MIKpPOMEPEKI BUKOHYIOTh 3aKpPIIUICH] 32 HUMU (PYHKIIIT 1
B3a€EMOJIIIOTh MiK CO00K0 4epe3 1udpoBy miaThopMy B TpoIeci po3poOJieHHs 1 peaizaril
MapKeTUHTOBO1 cTparerii (Tadu. 1).

B 3anexxHOCTI Bil XapakTepy 3MiHH yMOB IU(POBOTO Oi3HEC-cepenoBHUIIA (MIKpO- i
MakKpo) MOKyTh BUHMKATH HOB1 3aBJaHHS 1 BTpAa4aTH aKTYaJIbHICTh ICHYIOUI. Y IIbOMY BHIAJIKy
MOXUJIMBI  MonuGikauii CTpyKTypu UM(ppoBOI IHHOBAIIMHOT MIKpOMepexXi, 30Kpema:
nepeposnoai/mMoaudikamis 1 QyHKIIA 1 3aBgaHb MDK ICHYIOUMMH MIKPOKOMAaHJIaMH,
PO3IIMPEHHS/3BYKSHHSI CKJIaTy MIKPOKOMAH/I.

[TpunnumnoBa cxema Moaudikalii MiKpoMepexi B 3aJI€KHOCTI Bij BIUIMBY 3MiH YMOB
1upoBoro Oi3HEC-cepeIOBHUIIA HA KOHKPETHY MIKPOKOMaH Iy IOaHa Ha puC. 3. Y paxoBYIOTh
BIUIMB €JIEMEHTIB CKJIaJOBHX MakpocepeloBHIIa (TONITUKO-IPABOBOI, EKOHOMIYHOI,
TEXHOJIOTIYHOI,  COIIaIbHO-KYJAbTYPHOI, IMPHPOJHO-EKOJIOTIYHOI) 1  MIKpOCepeqoBHUIIa
(EKOHOMIYHHMX KOHTPAreHTIB 1 KOHTAKTHUX ayJAUTOPIi).

Hudposa miardhopma

MoHiTOpHHT 3MiH y 0i3Hec-cepeJOBHUIIi 1 CTyIeHs iX
BILTMBY Ha BUKOHAHHS (QYHKIIil MiKpoKOMaH ! [

1. MiHiIMaJIbHUIA:
YTOYHUTH 3aBJaHHS

3. 3HayHmil:

3.1 yHEeMOXIIUBIIOE
BUKOHAHHS (PYHKIIIH;
3.2 pyHKIig cTae
HEnoTpiOHOIO

2. CepenHiii: iepepo3noAis GyHKITIH
MIX ICHYIOUHMH MiKpOKOMaHIaMH

[MoromxeHHst ssApoM MiKpoMepeKi 3 11 MiIKpOKOMaHIaMu peatizarii
BHMCHOBKIB . 2, 3.1, 3.2.
[IpuitHATTS yIIpaBIiHCEKUX PillleHb:
- PO3MOJLT YaCTHHU (PYHKIIIH MiIKpOKOMaH U [ MK 1HITUMHA
MiKpOKOMaHAaMHu (II. 2);
- BeJIeHHS HOBO1 MikpokoMaH 1 (11. 3.1);
- BUKJIFOUEHHS KOMaHu [ 3 MikpoMepexi (1. 3.2)

Pucynok 3 — Cxema moaudikarii udpoBoi iHHOBAIIITHOT MIKpOMEPEKi B 3aI€KHOCTI
BiJ] 3MiHM YMOB Oi3Hec-cepe1oBHINa (aBTOPChKa po3poOKa)

AHaNOTIYHUM YHMHOM MOKHAa BUKOHYBaTH aHami3 [UIS IHIOUX MIKPOKOMaHI 1
(dopMyBaHHS YIpPaBJIIHCHKUX il 3a Horo pesyiabraTamMu. Takoro poay 3MiHHM MOTPeOYIOTh
KOPUT'YBaHHsI MapKETUHIOBOI cTpaterii Hu¢poBoi iIHHOBALIHHOT MIKpOMEpEeXKi, a BIATOBIIHO —
ii KPL, a Takox KPI okpemux mikpokomaHn.

Po3pobneHo cxeMy KOpPUTyBaHHS MapKeTHHIOBOi cTparerii Hu(poBOi iHHOBAIIHHOT
Mepexi B mporieci i peanizamii y BHUMAAKy BIIXHJIEHHS (DAKTUUHUX 3HAYEHb KIFOYOBUX
noka3HukiB egextuBHocTi (KPI) Bix 3amnanoBanux (puc. 4).

Ha puc. 4 nmogaHo mocCHiIOBHICTH 1 3MICT MpPOUEAYpP KOPUTYBaHHS MapKETHHIOBOI
CTpaTerii B YaCTHHI (PYHKIIH 1 3aB/IaHb 3aKPIIUIEHUX 32 KOHKPETHOI0 MIKPOKOMaH/I010, 8 TAKOXK
B yacTuHi ii yuacTi y gocaraeHHi KPI mapkeTuHroBoi ctparerii MikpoMepexi y Hijiomy.
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Hudposa nnatpopma

A l A

Po6otu 3 peamizamii QpyHKIIin
3aKpiIUICHUX 32 MIKPOKOMAaHOIO |

v

Amnaui3 noxa3aukis KPI
MikpokoMaHau [

3BepTaHHs JI0 1HITUX MiKpOKOMaH]]

Busnauenus Hi
BIATIOBIMATIBHOTO | o~~~ =~ __ I:B HOpMi ?
3a mokazHuku KPI
Tak
Hi
------ Jana
MiKpOKOMaHza ?

Tak

Brecennst He0OX1THUX
KOPEKTHUB

Pucynok 4 — Cxema y4acTi MiKpOKOMaH/IM B KOPUTYBaHHI MapKETUHTOBOI CTpaTerii
nudpoBoi IHHOBaIIMHOT MIKpOMepeXi (aBTOpChKa po3pooOKa)

KPI mikpokomMaHIu MICTATh SK BJIACTHUBI JIMIIE Id MOKA3HHWKH, Tak 1 mokasHUKU KIII
MIKpOMEpeXi B YacTWHI, IO BIAHOCHTHCSA J0 KOMIIETCHIIIH aHaJi30BaHOI MiKPOKOMAaHJIH.
Cxema Ha puc. 4 € TUIIOBOIO Ui BCIX MIKPOKOMaHJ KOHKpETHOI IM(pOoBOI iHHOBAIIHHOI
MIKpOMEpEXi.

IIpencraBneni Ha puc. 3-4 cXxeMH pPO3KPHBAIOTh MOCTIJOBHICTH 1 3MICT HpOLELyp
KOpPUI'yBaHHSI MapKETHHIOBOI CTpaTerii Hu@poBoi 1HHOBAIIITHOI MiKpoMmepexi B mpoueci ii
po3polieHHs 1 peanizauii. PaKTHUHO BOHU 33Jal0Th IIA0JIOHM aHATITUYHHUX 1 KOPUTYIHOUMX
3aX0/11B MApKETUHIOBOI CTpaTerii A BCIX MIKPOKOMaHJ 31 CKJaay KOHKPETHOI Hu(poBOi
iHHOBaIiliHOT MikpoMepeski. IX BUKOPUCTaHHS JI03BOIUTH ONEPaTHBHO PearyBaTh Ha 3arpo3H,
K1 TEHEPYIOThCS Y UG POBOMY O13HEC-CEPEIOBUIII, 110 3a0e3Meuye TUHAMIYHY aJIallTUBHICTh
yIpaBJIiHHA MapKETUHTOBHUMHU CTpATETiIMH KOMaHAM IHHOBALIHHOI'O MPOEKTY 1 PO3BUTKOM
oprasizauiii iHHOBalIHHOro Oi3HECy y HLUIOMY B YMOBax MiJIBUIIEHOI TypOyJe€HTHOCTI
UppPoBOi E€KOHOMIKHM. Y TMIJCYMKY, ILi€ MiJBUIIUTh IIAHCH I1HHOBaIlifHOrO Oi3Hecy Ha
PUHKOBUHM YCHiX, CHPHUITHUME NEPEeXo]y HallOHAJIbHOI €KOHOMIKM a NUISIX 1HHOBAIIIHOIO
PO3BUTKY.

BucHOBKH Ta mepcneKTHBH MOAAJIBIIHX AOCTIIKEeHb. Y3aralbHEHHS pe3ybTaTi
JOCIIJIKEHHS A€ MiJICTaBH Ul HACTYITHUX BUCHOBKIB!

1. YTouHeHo cTpykTypy LK(dpoBOi iIHHOBALIHHOT MIKpOMepeXi, opraHizaiiitai popmu
il CKIaJJOBUX MIKPOKOMAaHJ, CX€MY B3a€MOJIi1 MIKPOKOMAH/ 1 MEpeXi y IIIOMY 3 30BHILIHIM
CcepeoBHUILIEM. YTOYHEHO CXeMy B3aeMOJli 1 3MicT mpouenyp ¢opmyBaHHS LUGPOBOi

C.M. Luisiuenxo, A.C. Anona. Ynpaeninus mapkemuneo8umu cmpameisimu yu@dposux 121
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IHHOBAIIIMHOT MIKpOMEpeXXi SK HOBITHBOI (pOpMH oOpraHizaiii 1HHOBAIiiHOI IiSJILHOCTI B
1U(POBI EKOHOMIITI.

2. OKpeclIeHO XapakTepUCTHKH 1 OCHOBHI  CKJIQJOBlI CHUCTEMH  YIpaBJIiHHSA
MapKETUHTOBUMH CTPATETisIMUA IHHOBALIWHUX KOMaH[ y HU(POBii €KOHOMIIi. YTOUYHEHO Ta
JIETATI30BaHO CYTHICTb 1 3MICT MPOIEAYP yIpaBiiHHS (GOpMyBaHHSIM MapKETHHTOBOI CTpaTerii
¢poBoi iIHHOBAIIIHOT MiKpoMepexi. BuznaueHo ocHOBHI HU(POBI IHCTPYMEHTH 1 METOIH,
10 BUKOPUCTOBYIOTBCS B YIPABIIHCHKHUX Mporenypax. [lokazaHo BaXKIUBICTh MOHITOPUHTY
TEHJAEHII] 3MiH yMOB IM(poBOro Oi3Hec-cepeAoBUINa 1 iX BIUVIMBY Ha e(QEKTUBHICTbH
MapKETUHTOBOI CTpaTerii, MmO J03BOJIIE CBOEYACHO BHOCUTH HEOOXIJHI KOPEKTHBH.
ChopmoBaHo cucreMy KIIOYOBUX ITOKAa3HUKIB €(PEKTHBHOCTI MAapKETHHTOBHX CTpaTerii
IHHOBAIIMHIX MIKPOKOMaH]I B I (pOBiH eKoHOMIII. JIJIT KOXKHOTO 3 HUX OKPECIICHO CYTHICTD,
METPHUKY, METY BUKOPUCTAHHS.

3. Po3pobneno miaxia A0 ynpaiiHHS (OpMyBaHHSM 1 peasizaiiero MapKETHHTOBUX
cTpaTeriii UQPOBUX IHHOBAIIHHUX MiKpoMepex B HH(poBiid exoHomiui. Bin nmependauae
y4acTh BCIX MIKPOKOMAH]I (3T1IHO 3aKPIIUICHUX 33 HUMH (QYHKIIIH) y popmyBaHHi 1 peanizarii
MapKETHHTOBOI cTpaterii. Po3po0iieHO THITOBI cXeMH pearyBaHHS MIKpOKOMAaH]I B IPOIECi
YIpaBIiHHS MapKETUHTOBOIO CTPATEri€l0: Ha 3MIHU YMOB IIU(PPOBOTO Oi3HEC-CEpeIOBUINA; HA
BimxmieHHs moka3HukiB KIII Bix 3aruranoBanux. Lli cxemu BimoOpakarOTh MOCIIJOBHICTH 1
3MICT IPOLEAYP KOPUTyBaHHS MapKETUHTOBOI cTparterii U poBoi iIHHOBAIIHHOT MIKpOMEpexi
B TIpo1ieci i1 po3poOieHHs 1 peaizarii.

OTtpumaHi pe3yiabTaTH y CyKYITHOCTI PO3BHUBAIOTh 3aca/HU4l aCIEKTH 1HHOBALIIHOTO
MEHE/DKMEHTY, 30KpeMa, B YacTHHI pPO3POOJEHHS HOBOTO IMIiAXOMy A0 YIpPABIiHHS 3a
dbopManizoBaHUMH MPOLETypAMU MAPKETUHTOBUMH CTpaTeriiMu HU(GPOBUX 1HHOBALIMHUX
MIKpOMEpeX SK HOBITHROI (opMu opranizamii iHHOBaIiHOT HisuTbHOCTI B 1M(pPOBIi
exoHomimi. [IpakTuyHa peanizaiisi po3poOICHOrO MiIXOAY JO3BOJUTH MIABUIIUTU PiBEHBb
OOIPYHTOBAHOCTI 1 €()eKTUBHOCTI BIATOBITHUX YIIPABIIHCHKUX PillICHb.

[lomanpmni  OOCHiPKEHHS TOBUHHI  OyTH  cpsMOBaHMMH Ha  (hOpMYyBaHHs
OpraHizalifHO-€KOHOMIYHOTO ~ MEXaHi3My YIpaBIiHHS MAapKETHHTOBHMHU  CTpaTerisiMH
IHHOBAI[IITHUX KOMaH/ B IU(POBi €eKOHOMIIT.
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Management of marketing strategies of innovative digital micro networks as a new
form of innovative activity organization in digital economy.

The aim of the article. The purpose of the study is to develop an approach to managing the
formation and implementation of marketing strategies of digital innovative micronetworks as a new
form of organizing innovative activity in the digital economy.

Analysis results. The digitalization of the economy contributes to the formation of new
organizational forms of innovative business. Among them, a digital innovative network should be
distinguished - a decentralized organizational form within a certain innovation project, that combines
independent self-managed microteams that interact in the space formed by a digital platform. Such an
organizational form provides high flexibility and dynamic adaptability to changing conditions of the
external micro- and macroenvironment, as well as to the internal environment of individual microteams
and the network as a whole. However, it requires adjusting traditional approaches to strategic
management of innovative activities, in particular, management of marketing strategies of innovation
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projects. Consequently, management of marketing strategies of digital innovation networks needs
improving taking into account strategies of individual microteams that operate in permanently unstable
conditions of the digital economy.

Conclusions and directions for further research. The structure of the digital innovative micro
network, organizational forms of its constituent microteams, the scheme of interaction of microteams
and the network with the external environment are specified. The scheme of interaction and the content
of the procedures for forming a digital innovative micro network as a new form of organizing innovative
activity in the digital economy are specified. The characteristics and main components of the system for
managing marketing strategies of innovative teams in the digital economy are outlined. The essence and
content of the procedures for managing the formation of a marketing strategy of a digital innovative
micro network are specified and detailed. The main digital tools and methods used in management
procedures are identified. The importance of monitoring the changes trends in the conditions of the
digital business environment and their impact on the effectiveness of the marketing strategy is shown,
which allows necessary adjustments in a timely manner. A system of key indicators of marketing
strategies of innovative micro-teams in the digital economy has been formed. The essence, metrics, and
purpose have been outlined for each of them. An approach to managing the formation and
implementation of marketing strategies of digital innovative micro-teams in the digital economy has
been developed. It involves the participation of all micro-teams (according to the functions assigned) in
the formation and implementation of the marketing strategy. Typical schemes of micro-teams' response
in the process of managing the marketing strategy have been developed: to changes in the conditions of
the digital business environment; to deviations of KPI indicators from the planned ones. These schemes
reflect the sequence and content of the procedures for adjusting the marketing strategy of a digital
innovative micro-team in the process of its development and implementation. In fact, they set a template
for analytical and corrective measures for all micro-teams from a specific micro network.

The results obtained in total develop the fundamental aspects of innovation management, in
particular, in terms of developing a new approach to managing marketing strategies of digital
innovative micro network using formalized procedures as a new form of organizing innovative activities
in the digital economy. The practical implementation of the developed approach will allow to increase
the level of validity and effectiveness of relevant management decisions.

Further research should be aimed at forming an organizational and economic mechanism for
managing marketing strategies of innovation teams in the digital economy.

Keywords: marketing strategies, innovative activities, digital innovative micro network, micro
network microteams, digital economy, business environment turbulence, innovative team management,
digital marketing, adaptive management.
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Machine-to-machine interactions increasingly mediate economic exchange: connected devices
and software agents can identify needs, evaluate offers, and initiate transactions with minimal human
intervention. These shifts challenge marketing theory that presumes human motivation as the primary
driver of choice. This article synthesises evidence on digital transformation and M2M infrastructures
and proposes a paradigmatic framing of marketing in the M2M market as a cyber-physical, utility-
centred form of marketing. A comparative analysis of classical, industrial, relationship and digital
marketing logics is used to derive key assumptions, constructs and implications for strategic planning
and operational marketing.
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Introduction .Over the last decade, economic interaction has increasingly incorporated
autonomous technical systems that monitor conditions, evaluate alternatives, and execute
actions within connected infrastructures. In such settings, exchange is initiated and completed
not primarily through human perception, persuasion, or interpersonal negotiation, but through
digitally mediated rules, protocols, and optimisation procedures embedded in cyber-physical
systems. The relevance of this transformation is evidenced by the expanding scale of connected
device ecosystems and cellular 10T connectivity forecasts, which imply a continuing rise in
machine-initiated interactions and transactions [4]. This development creates a practical task
for firms and public institutions: to ensure that products, services, and procurement offers
remain “legible” and competitive within algorithmic decision environments. When purchasing
and operational choices are increasingly delegated to machine agents, marketing can no longer
be treated solely as a discipline of human-oriented influence and communication.

© 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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Instead, it must be reconsidered as a function that shapes market accessibility,
comparability, and preference formation under algorithmic evaluation, including requirements
for data quality, interoperability, service-level guarantees, security, and verifiable performance.
The practical implication is that firms that fail to adapt may soon face non-obvious market
exclusion, not because their value proposition is weak in human terms, but because it is
suboptimal or non-interpretable under machine evaluation criteria.

The conceptual starting point is the broader literature on digital transformation, which
frames digital technologies as drivers of disruptions that trigger strategic responses and reshape
value creation paths [10]. In parallel, Industry 5.0 research and policy framing emphasise that
connectivity, automation, and cyber-physical integration should be directed towards human-
centricity, sustainability, and resilience, thereby reconfiguring production and exchange
systems and strengthening the infrastructural basis for machine-mediated coordination across
organisations [1]. From a standards and architecture perspective, the technical preconditions for
machine interaction in networked environments are increasingly codified through reference
architectures and interoperability frameworks that specify service enablement, connectivity,
and security requirements. A conceptual clarification is offered by NIST, which explicates the
relationship between cyber-physical systems and the Internet of Things and supports a unified
perspective on connected, digitally enabled physical devices [3, 5].

Within marketing scholarship, several established paradigms provide essential
foundations. Historically, Relationship Marketing argues for a shift away from transactional
logic towards relational exchange, commitment, and trust as central constructs of market
functioning [5]. Service-dominant logic further reframes marketing around value co-creation
and the primacy of service provision rather than the exchange of goods alone [7]. Within the
Digital Marketing paradigm, research contributes an integrative framework for understanding
how digital technologies reshape marketing processes and strategy, including the role of
connected products, data, and analytics [11].

The present argument also relies on the national scholarly contribution that systematises
“fundamental changes” in the enterprise environment and conceptualises these changes as
drivers of transformation in marketing activity. The study also builds on national scholarly work
that systematizes the fundamental changes in the enterprise environment and interprets them as
drivers of marketing transformation. The recent research offers a concise historical overview of
systemic development from mechanisation to digital transformation which helps to situate
M2M interaction within the broader trajectory of long-term productivity-driven change [9].
An important contemporary contribution to the conceptualisation of machine customers is
provided in the work “When Machines Become Customers”. The authors argue that Al-
powered agents will soon increasingly participate in market exchange and influence revenue
structures [13].

Although adjacent literatures collectively explain the enabling technologies,
organisational implications, and methodological instruments of digital markets, they do not yet
sufficiently formalise the paradigmatic shift implied by machine decision-makers as market
actors. Relationship marketing and service-dominant logic emphasise relational exchange and
value co-creation, but their foundational assumptions still primarily presuppose human
cognition, trust formation, and interpretive behaviour. Digital marketing and analytics address
algorithmic mediation and data-driven optimisation, but they typically conceptualise algorithms
as instruments used by firms to influence human customers, rather than as autonomous buyers
with their own evaluation logic and constraints. A further unresolved aspect concerns branding
under machine selection. Existing branding research in digital environments highlights how
brands function amid information overload and online interaction [15]. However, the increasing
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role of platforms and algorithms suggests that brand visibility, preference, and selection may
be shaped by algorithmic assemblages rather than solely by human meaning-making [12]. Thus,
the previously unresolved aspect of the overall problem lies in the insufficient conceptualisation
of how marketing’s fundamental categories transform within an emerging M2M marketing
paradigm, where the decision-making subject is no longer a human actor but an algorithmic
system operating through utility-like functions, constraints, and optimisation routines.

Aim and Objectives. The purpose of this article is to substantiate the need for a
paradigmatic revision of marketing under M2M market conditions and to propose a conceptual
formulation of an M2M marketing paradigm. This entails, first, linking the genesis of the M2M
phenomenon to the long-run development of economic systems from mechanisation to
automation and digital transformation. Second, comparing the foundational assumptions of
classical marketing with those that characterise machine-mediated exchange. And third,
synthesising relevant theoretical streams into a coherent definition that foregrounds algorithmic
decision-making, utility maximisation, and data-driven optimisation as central principles of
marketing in M2M markets.

Research Methodology. The study adopts a conceptual and theory-building design. Its
methodological basis combines the systems approach, comparative conceptual analysis,
historical-logical analysis, scientific abstraction, synthesis, and structural-logical modelling.
Historical-logical analysis is used to position M2M interaction within the evolution from
mechanisation and automation to digital transformation and cyber-physical systems.
Comparative analysis examines how key marketing categories change when autonomous
technical agents become immediate decision-makers. Scientific abstraction and synthesis
integrate marketing concepts with decision theory, optimisation, and algorithmic systems to
formulate the proposed M2M marketing paradigm. The systems approach and structural-logical
modelling are applied to represent M2M economic relations and to synthesise technological,
decision-making, and marketing foundations, while SIVA and the extended marketing mix are
reinterpreted to demonstrate the practical implications of the proposed paradigm.

Presentation and Discussion of the Main Results. The emergence of the Machine-to-
Machine market can be interpreted as the late outcome of a long productivity driven trajectory
in which economic systems moved from mechanisation and automation towards comprehensive
digital transformation. The logic of such systemic evolution, including its implications for
marketing activity, is concisely represented in the Figure 1 providing an integrated view of the
historical forces and transformation stages leading to contemporary market conditions [9].

Along this trajectory, technical systems gradually extended their scope from production
tasks to coordination and decision-making, thereby reshaping the mechanism through which
exchange is initiated and completed. With the advent of Agentic Al, this shift has intensified,
as autonomous systems are becoming increasingly capable of initiating transactions, evaluating
alternatives, and executing exchanges without direct human intervention. In this sense,
comprehensive business digital transformation has not merely digitised existing marketing
activities. It has also contributed to the emergence of M2M exchange as a distinct market
phenomenon in which value propositions are assessed, selected, and enacted through machine-
mediated routines. This development implies a need to rethink marketing not only as
communication and relationship management with human customers, but as a strategic and
operational system that functions in environments where the decision subject may be an
algorithmic agent.
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Figure 1 — Fundamental Changes in the Development of Industrial Enterprises and Their
Impact on Marketing Activity. Source: [9]. Marketing activity in the context of fundamental
changes. Economic Bulletin of NTUU “KPI”, 24

At the strategic level, this requires an adaptation of marketing planning and market
strategy formation to conditions of algorithmic evaluation, constrained optimisation, and
automated coordination. Core strategic questions such as segmentation, positioning,
competitive advantage, and channel design must be reframed around machine-relevant criteria.
These criteria include interoperability, verifiability, reliability, latency, and data governance.
They do not replace human-facing value, but they increasingly shape whether an offer is
discoverable, comparable, and executable within automated decision pathways. Competition
also shifts towards ecosystem architecture, because firms increasingly compete through their
ability to embed offerings into machine-executable workflows, standards, and platform
interfaces that structure selection and repeated transactions.

At the operational level, implementing an M2M marketing strategy requires a
reconfiguration of functional marketing instruments. Communication is supplemented, and in
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some contexts displaced, by machine-readable representations of value, including technical
documentation, metadata, schemas, service descriptions, and performance signals that enable
automated comparison and selection. Customer relationship management extends to the
governance of machine interactions. This includes monitoring algorithmic decision pathways,
ensuring compliance with protocol requirements, maintaining trust through security and
auditability, and designing feedback loops through telemetry and usage data. As a result,
marketing execution becomes more tightly coupled with product architecture, data
infrastructure, and service operations. This coupling blurs established boundaries between
marketing, engineering, and governance functions.

To make this transition more concrete, Figure 2 illustrates how machine-mediated
exchange reshapes economic relations among actors in the consumer market. Rather than
treating M2M as a purely technical layer, the scheme shows how consumer motives and goals
are translated into formal objectives, criteria, and rules that are implemented in algorithms
operating within cyber-physical and computer-aided systems. The figure therefore offers a
simplified process view of how economic relations in a consumer M2M context are formed and
coordinated through interacting human and machine decision components.

CFS/CAS Staff Consumer Consumer
Cyber-physical & computer-aided system
e ° ]
F - " "
dh
Utility Utility Motives
function Algorith function
orithm .
Algorithm g Criteria Goals
Software Rules Objectives
Hardware
CFS/CAS Staff Merchant
Cyber-physical & computer-aided system ]
S 2 =
M2M CJ
Market Utility Utility
function function Economic
Algorithm Algorithm interests
Software Criteria
Internet Hardware Rules

Figure 2 — Process of economic relations formation in the consumer M2M market
Source: Authors’ own elaboration.

Taken together, these shifts support the view that the M2M market is associated with an
emerging paradigm change in marketing. The central task becomes no longer to influence
human choice but to design market-facing systems that remain selectable and actionable under
machine-mediated decision-making, where value must be legible to both humans and
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autonomous agents, and where strategic advantage increasingly depends on participation in the
technical and institutional structures that coordinate exchange. In Table 1, a comparative
analysis of classical marketing and marketing in the M2M market is undertaken to demonstrate
how core marketing assumptions change when the immediate decision-maker shifts from a
human to an autonomous technical agent.

Table 1 — Comparative conceptual profile of marketing paradigms and the M2M case

. : . B2B Relationship Digital MZM
Dimension | B2C marketing . ) . marketing
marketing marketing marketing
(proposed)
Immediate Individual Buying centre | Interdependent Human Autonomous
decision consumer partners decision technical agent
subject maker operating
supported by through
digital embedded
systems algorithms
Dominant Motivations, Multi criteria Continuity Data driven | Utility oriented
evaluative attitudes, performance, value, trust, relevance and optimisation
basis perceived value | risk, and cost commitment experience under
optimisation constraints
over time
Information Communication, | Specification Relational Platforms, Machine
environment | experience, and contracts, signals and data, readable
interpretation performance governance analytics, attributes,
evidence automation interfaces,
telemetry,
verification
signals
Mechanism Psychological Organisationa Governance Algorithmic Algorithmic
of choice and behavioural | |processand | and relational mediation of selection,
processes negotiation mechanisms human negotiation,
attention and | and execution
conversion by agents
Role of Meaning and Reputation Trust signal Digital Machine
brand differentiation | and reliability | and relational identity and identifiable
asset multi-channel long run
equity performance
and risk signal,
cyberbrand

Source: Authors’ own elaboration.

Table 1 makes the fundamental shifts visible across several dimensions, most notably
the change in the decision subject, the evaluative basis, and the information environment. On
this basis, a marketing paradigm for the M2M market can be formulated as a cyber-physical
marketing paradigm in which machines and their embedded algorithms become the immediate
decision-makers, shifting marketing logic from influencing consumer motivation to optimising
the utility-based criteria that guide automated choice. Within this paradigm, marketing is
oriented towards ensuring that an offering is discoverable, comparable, and executable under
machine-mediated decision-making, where selection is driven by a programmed objective
under constraints such as cost, risk, availability, performance, compliance, and lifecycle
optimisation. This shift also motivates the notion of a cyberbrand. Earlier branding research
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used “cyberbranding” to describe branding and brand equity formation in digital space. [2] In
the context of M2M, the cyberbrand can be specified more narrowly as a machine-identifiable
brand signal, meaning a set of measurable and verifiable attributes that an agent can use to rank
alternatives and to select the option that maximises system utility over time. In other words,
brand advantage increasingly depends not only on human meaning, but also on how strongly
the brand is represented through machine-legible trust and performance signals. The increasing
transition from generative Al towards agentic Al strengthens the practical relevance of the
cyberbrand construct and the broader paradigm. Architectures such as ReAct demonstrate that
language model based systems can combine reasoning and acting to execute multi step tasks in
interactive environments [8]. Generative agent research further shows how agents can maintain
memory, plan, and adapt through reflection, supporting sustained autonomous behaviour rather
than one off responses [14]. In market terms, this implies that software agents may increasingly
perform procurement, supplier evaluation, negotiation, and service selection as goal directed
processes operating under explicit objective criteria.

From a practical perspective, brands already need to optimise for M2M conditions
through machine-readable product data, stable identifiers, structured metadata, and transparent
specifications, supported by API access, integration readiness, security, and service reliability.
Certifications, telemetry-based performance evidence, and consistent reputation signals across
platforms become increasingly important, in line with research showing that Al is reshaping
search and competition in Al-mediated environments [6]. To clarify the theoretical basis of this
shift, it is useful to outline the disciplinary foundations that underpin the proposed M2M
marketing paradigm. In particular, the paradigm draws on established marketing concepts that
explain value creation and exchange, while simultaneously relying on concepts from the design
of automated information processing and control systems, where objectives, constraints, and
algorithmic decision rules are operationalised in software and hardware. Figure 3 summarises
this dual foundation and shows how marketing concepts and control-oriented system design
jointly inform the emerging logic of marketing under machine-mediated selection.

M2M Marketing Paradigm

e -

Marketing Qoncepts -for the des1gn of automated
concepts information processing and control
systems (APCS)

Relationship marketing Optimal control theory

Digital marketing
Industrial marketing

Decision theory

Theory of algorithms
Marketing  analytics  (data-driven Software
marketing, machine learning, Al) Hardware

Figure 3 — Disciplinary Foundations of the M2M Marketing Paradigm
Source: Authors’ own elaboration.
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Finally, the underlying concept of marketing also shifts. Marketing in the M2M
paradigm can be interpreted as an optimisation-oriented discipline that combines established
marketing foundations from industrial marketing, relationship marketing, and digital marketing
with formal approaches from the theory of optimal control, decision theory, game theory, and
data-driven marketing. In this framing, marketing activity is evaluated by how well it helps
maximise the relevant utility objective under constraints, rather than by its persuasive impact
on human choice.

Against this background, it is useful to reconsider applied marketing frameworks
through an M2M lens. One practical starting point is SIVA (Solution—Information-Value—
Access), since it is oriented to customer outcomes and decision processes. In M2M contexts,
however, SIVA must be reframed for machine-mediated selection. “Solution” becomes an
integration-ready capability embedded in workflows, “Information” becomes machine-
readable evidence, “Value” becomes utility under constraints over time, and “Access” becomes
interoperability and API-enabled reach within platforms and ecosystems (Table 2).

Table 2 — Short comparative view of SIVA in M2M marketing.

SIVA Classic meaning In M2M marketing (evolved)
element
Solution Product/service that | Capability = packaged  for  automation, including
solves a need interoperability, reliability, SLA, security, and integration
readiness
Information | Messages that inform | Machine-readable descriptors and proofs, including
and persuade metadata, schemas, certifications, telemetry, and audit trails
Value Benefits versus price | Utility under constraints over time, including cost, risk,
for the buyer performance, compliance, and lifecycle optimisation
Access Channels and Technical access and ecosystem placement, including APIs,
availability standards compatibility, platform listings, and automated
procurement pathways

Source: Authors’ own elaboration.

This reframing of SIVA supports the paradigm-shift claim developed above. As
autonomous agents increasingly act as immediate decision subjects, marketing is shaped less
by persuasion and more by the design conditions that make an offer selectable in machine-
mediated exchange. These conditions include machine-readable offer data, executable
procurement and usage rules, and verifiable reliability and governance signals. As a result,
marketing becomes more tightly coupled with product architecture, interoperability, and
compliance, which increasingly determine whether an offering can enter and scale within
automated ecosystems. In this context, the extended “12P” lens serves as a practical map of the
emerging M2M marketing paradigm, translating the shift towards utility-oriented selection into
concrete design and governance requirements (Table 3).

To consolidate the main argument, the foundations that jointly shape the emerging M2M
marketing paradigm are synthesised in an integrative scheme. The aim is to show that the
paradigm does not arise from a single technological driver, but from the convergence of
marketing theory, formal decision and optimisation approaches, and the cyber-physical
infrastructure that enables autonomous exchange. In this configuration, the key trigger is the
change in the immediate decision subject, from human actors to algorithmic agents embedded
in devices, platforms, and organisational workflows. Figure 2 summarises the theoretical
scheme of the proposed paradigm.
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Table 3 — The 12P Marketing Mix Adapted for Marketing in the M2M Market

“P” (12P) M2M paradigm interpretation
Product Integration-ready capability and measurable performance
Price Lifecycle cost and machine-executable commercial rules
Place Platforms, APIs, and automated procurement pathways
Promotion Machine-readable information and verifiable signals
People Technical stakeholders and ecosystem counterparts
Process Automated service workflows and reliability routines
Physical evidence | Certifications, audit trails, and telemetry evidence
Personalisation Context-aware configuration through policies and data
Privacy Data governance, permissions, and compliance constraints
Protection Security, identity, resilience, and trust mechanisms
Partnerships Standards participation and alliance-based integration
Performance Continuous monitoring against SLAs and utility outcomes

Source: Authors’ own elaboration.

Figure 4 supports the claim that an M2M marketing paradigm is emerging by
demonstrating a coherent reconfiguration of marketing’s core assumptions under conditions of
machine-mediated exchange. It links the technological feasibility of autonomous interaction to
a distinct decision logic in which offers are evaluated through constrained, utility-oriented rules,
and it shows why this logic cannot be accommodated within traditional persuasion-centred
marketing categories.

The scheme also clarifies that the practical expression of the shift is methodological and
instrumental, as marketing increasingly depends on machine-readable value representations,
reinterpreted frameworks such as SIVA and the extended 12P, and brand signals that are
verifiable and usable by automated agents. In combination, these changes indicate a systematic
transformation in how exchange is selected and executed, which is consistent with a paradigm-
level development in marketing.

Conclusions and Directions for Further Research. The results of the study provide
grounds to interpret the M2M market as a marketing domain in which the core logic of exchange
is reorganised around machine-mediated selection and execution. The key empirical and
conceptual implication is that, as purchasing and operational choices are increasingly delegated
to autonomous technical agents, marketing analysis cannot be limited to models that treat
human motivation and interpretation as the primary drivers of choice. Instead, the centre of
gravity shifts towards how offers are represented, compared, and acted upon within algorithmic
decision environments.

This finding supports the paradigm formation advanced in the paper. Marketing in the
M2M market can be defined as a cyber-physical paradigm in which machines and their
embedded algorithms become the immediate decision-makers, shifting marketing logic from
influencing consumer motivation to optimising the utility-based criteria that guide automated
choice. This formulation is consistent with the comparative evidence provided in Tables 1-3
and with the integrative scheme presented in Figure 2. Together, they show that the M2M case
entails a simultaneous transformation of marketing categories, including the decision subject,
the evaluative basis, the information environment, and the execution mechanism of exchange.
These changes are not explained by a simple extension of digital marketing practices, because
they alter the underlying assumptions of choice and the conditions of market participation.

O. Parfonov, O. Zozulov. Paradigmatic foundations of marketing in the machine-to-machine
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Figure 4 — Structural Model of the Emerging M2M Marketing Paradigm
Source: Authors’ synthesis.

In this setting, marketing frameworks remain useful but require reinterpretation. SIVA
and the extended 12P can be treated as operational maps for translating the paradigm shift into
actionable requirements, where “information” becomes evidence and machine-readable
descriptors, “access” becomes API-enabled ecosystem reach, and “value” is expressed as utility
under constraints rather than as perceived value alone.

A further conclusion concerns branding. The paper argues that the cyberbrand construct
follows as a necessary extension of branding theory to contexts of machine-mediated selection.
Cyberbrand denotes not a general “online brand”, but a specific brand function in which trust
and differentiation are operationalised as measurable and verifiable attributes that influence
automated ranking and repeated choice.

From a theoretical and methodological perspective, the overall conclusion is that the
M2M market requires new approaches to implementing the marketing function, forming
marketing strategies, and designing marketing mechanisms. Marketing becomes partly an
optimisation-oriented discipline, where outcomes can be assessed by their contribution to the
maximisation of the relevant utility objective under constraints, rather than primarily by
persuasive impact on human choice. This calls for systematic integration of marketing theory
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with formal approaches from the theory of optimal control, decision theory, optimisation, game
theory, and data-driven modelling, while preserving marketing’s focus on value creation and
market coordination.

Prospects for further research follow from these conclusions. First, conceptual work is
needed to formalise a typology of M2M decision contexts, distinguishing degrees of autonomy,
delegation structures, and accountability regimes, and specifying when a machine agent is
appropriately treated as the immediate decision subject. Second, strategy research should
develop segmentation and positioning models grounded in machine-relevant criteria, including
integration readiness, governance constraints, risk tolerance, and lifecycle optimisation
objectives. Third, empirical studies are required to test and operationalise the proposed
constructs, including measurement of how interoperability and verification signals affect
automated procurement outcomes, and how cyberbrand indicators influence repeated machine
selection in different industries. Finally, governance-oriented research should examine security,
auditability, transparency, and compliance as market mechanisms that shape competition and
selection under machine-mediated exchange, and that therefore become integral components of
the emerging M2M marketing paradigm.
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Hapgpvonos O.C., acnipanm xagedpu npomuciogozo mapkemuney, Kl im. leops Cikopcvrkozo
(Kuis, Yrpaina).

3o3ynvoe O.B., k.e.n., npoghecop, npogecop xaghedpu npomucinogoeo mapkemuney, KIII im.
leops Cixopevkoeo (Kuis, Yrpaina).

IHapaouemamuuni 3acadu MapKemuHzy Ha pUHKY MIDCMAWUHHOT 63aemooii (M2M).

Y cmammi obrpynmosaro, wo possumox ingopmayiunux cucmem, loT-ingppacmpyxmypu ma
acenmcwvkozo LI hopmye punok misicmawunnoi 63aemodii M2M, de 6ubip i mpansaxyii 30ilCHIOIOMbC
ABMOHOMHUMU MEXHIYHUMU d2eHmamu 0e3 npamoi yuacmi awoounu. Illokasano obOMmedxcenicmo
KAACUYHUX RIOX00I8 Y MAPKEMUH2y, W0 NOSACHIOIOMb 8UOID MOMUBAYIAMU CHOXMCUBAYA, MA 008E0EHO
3¢y ao0ciku 8i0bopy 00 maxcumizayii Qynxyii xopuchocmi 3a 3a0aHux obmedxcenwvb. Ha ocHogi
NOPIGHANHS OCHOBHUX MAPKEMUH208UX NIOX00i8 3aNPONOHOBAHO (DOPMYTIO8AHHS Kibepizuunoi
napaouemu M2M-mapkemuney ma 6usHaueHo ii HACTIOKU Ol CMPAmMe2iyHo20 1 ONepamusHo20
naanyéants. Poskpumo pons mawunozuumysanux 0anux, CyMiCHOCIMI ma NOKA3HUKIG epexmuernocmi y
Gopmysanni punxogoi nponosuyii. Buxopucmano nousmms «KibepOpeno» AKX MAuUHOIYUMYBAHUL
cueHan 008ipu ma egheKmu8HOCMi.

Kurouosi cnosa: mapxemunzosa napaduema; mapkemune Ha puHky M2M (midxemawunnoi
63aemM00il); yugposa mpaucgopmayis puHKy, CUCmema eKOHOMIYHUX GIOHOCUH, acenmcokiu LI,
Kibepghizuuni cucmemu, MautuHHi KIiEHMU, ONMUMI3ayis KOpUCHOCmi, KibepopeHo.
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KAHO. eKOH. HAYK, O0YeHMm Kagheopu MapKemuHey

Hayionanvnuti mexuiunuu ynisepcumem « XapKieCoKuul nOJITMEXHIYHUN THCIUNY )
Vkpaina

E®EKTUBHI IHCTPYMEHTH COLIAJIBHOI BIAMTOBIIAJIBHOCTI Y
CTAJIOMY IU®POBOMY MAPKETHHI'Y

3pocmannsa coyianvHux ouikyeanv 6i0 OizHecy ma NPUCKOPeHHs yu@posizayii opmyroms
Ho8Ull KommeKkcm Ois peanizayii xopnopamusHoi coyianvHoi eionosioansnocmi (KCB). Memoro
00CHI0JHCEHHA € cucmemamu3ayiss ma NOpieHANbHA OYinka eghekmuerocmi iHcmpymenmie KCB y
KOHMEKCMI cmanozo yupposo2o Mapkemunzy. 3acmoco8ano 3Miuany Memoooa02iio: anaiz HayKoeux
nyoaikayitl, KOHMEeHM-AHANI3 KOPROPAMUBHUX YUPDPOBUX KOMYHIKAYIl, ONUMYBAHHA CHOXCUBAYIS, a
MAKONC CMPYKMYPHE MOOeN08AHHA Ol Nepesipku MediamopHoi poni 008ipu ma A0ATbHOCHI.
Bemanosneno, wo nepconanizosanuii yugposuu xonmenm i3 KCB-memamukoio 3abesneuye euuyi
NOKA3HUKY  3A7YYeHOCMI  ayOumopii ma KOHEepCii NOPIGHSHO 3 MPAOUYIIHUMU DEKTAMHUMU
dopmamamu. Busasieno npogiowi  iHcmMpyMeHmMu: CMOpIimeniHe Y  COYIaNbHUX — Mepedicax,
cepmugpixayitina  komyuikayisa, ESG-3eimuicme, enausosi napmuepcmeéa ma  2eumigpikayis.
Obtpynmosano ooyinvricms inmeepayii KCB y yughposy mapxemurneogy cmpameziio nionpuemcms.

Kurouosi crnosa: kopnopamusna coyianvHa 6i0N0BIOAIbHICMb, CMAIULL PO3BUMOK, YUDPOsUll
mapkemune, iHcmpymenmu KCB, ESG, cnooicusua 008ipa, N0ANbHICMb, eMOYIliHA 3d1y4eHicmb,
nO6eOIHKOGI HaMipu
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Beryn. CyuacHe 0i3HeC-CEpEIOBHINE XapPaKTEPUIYETHCS 3POCTAIOYUM  3aIHUTOM
CYCHUIbCTBA Ha TMPO30pICTh 1 BIAMOBIAANbHICTh KommaHid. KopmopaTuBHa couiaibHa
BianosiganeHicTe (KCB) neperBopunack 13 ¢akyabTaTUBHOI NMPaKTUKUA Ha CTpaTET1yHUMN
iMnepaTHB, O0e3rocepeHbO MOB'A3aHUHM 3 KOHKYPEHTO3/1aTHICTIO mianpuemcts [1]. BogHouac
nrudposa TpancpopMmallisi BIAKPHIA HOBI MOXKIMBOCTI g KoMyHikarii KCB-inimiaTus: Bix
couianbHuX Mepex 10 ESG-mnardopm ta nepconanizoBaHoro KoHTeHTy [2]. [Ipore nuTtanHs
e(eKTUBHOCTI KOHKpeTHUX 1HCTpyMeHTiB KCB y KOHTEeKCTI cTanoro nuppoBoro MapKeTHHTY
3aJIMIIAEThCA HEAOCTATHRO BUBUEHUM — OpaKye CUCTEMHMX EMIPUYHUX JIOCIIIKEHb, sIKi O
MOETHAIIY TTOBEIHKOBHM 1 KOMYHIKAIIMHUM IT1IXO/IH.

V 3B'S13Ky 3 UM 0COOJIMBOI aKTyalbHOCTI Ha0yBa€e KOHLENTYalli3a1lisl MOHATTS «CTalui
uugpoBuii MapketuHr» (sustainable digital marketing). TpanuuiiiHo KaTeropist «CTaJui»
(sustainable) BUKOPHUCTOBYETHCS B MeKaX MapaurMH CTAJIOTO PO3BUTKY CYCHUIbCTBA.

© 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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[Ipore B ymoBax mi/pkuTamizaiii BUHUKAE OO0'€KTHBHA HEOOXITHICTH 1HTErparii
€KOJIOTIYHUX, COIllalbHUX Ta eTHYHUX immepatuBiB (kputepiiB ESG) Oesmocepenaro B
IHCTpyMeHTapii nudposoro npocysanHsa. Ctanuil TuGpoBUl MAPKETUHI BU3HAYAETHCSI HAMU
SK CTpaTETIYHMIA MiAXiA 70 opraHizallii OHIaiH-KOMYHIKAIii, SKUi CIPSIMOBAaHHUH HE JIUIIE Ha
JIOCSATHEHHSI KOMEPIIMHMX IJIeH, a i Ha MIHIMI3alilo «Iu¢GpPOBOro CIiay» MHiAIPHEMCTBA,
3a0e3MeueHHs] €TUYHOTO TIOBOJDKCHHS 3 BEIUKUMH JAaHUMH CIIOKHBAdiB, MOJOJaHHA
iHpopMaIifHOTO MIyMy Ta aKTHBHE IMPOCYBaHHS I[IHHOCTEH COIAJIbHOI BiJIMOBIIAIBLHOCTI
yepe3 nudposi kananu B3aemoii. [Ipore nutaHHa e(EeKTUBHOCTI KOHKPETHUX IHCTPYMEHTIB
KCB y KOHTEKCTI cTajioro u(poBOro MapKEeTUHIY 3aJIUIIAETbCS HEJOCTATHHO BUBUYEHUM —
Opakye CUCTeMHHX EMITIPHYHUX JOCIIKEHb, SIKi O TTO€THAIH TOBEIIHKOBUH 1 KOMYHIKAI[IHHU]
M IXOU.

[Ipobnematnka KCB y mmudpoBoMy MapKeTHHTYy akTHBHO OCHIIKYETHCS SK Y
3apyOiKHIN, Tak 1 y BiTum3HsAHIA Hayli. R.A. Pop [2] noBoauTh, 1o comiajibHI J0Ka3d y
U(pPOBUX KaHAJIaX CYTTEBO BIUIMBAIOTH HA CTaBIICHHS croxkuBadiB 10 OpenniB. C.A. Baltescu
ta E.-1. Untaru [3] BCTaHOBIIOIOTH, 1110 HOKOMIHHA Z JI€MOHCTPY€ MiIBULIEHY YYTJIUBICTh 10
aBTeHTHYHUX KCB-komyHikaniii y comianbaux wmepexkax. W.-K. Chen 3i cmiBaBt. [4]
MOKa3ylTh CTaTUCTUYHO 3HAYYIIUH 3B'SI30K MK XapaKTepUCTHKaMU LHU(POBOTO KOHTEHTY,
JOBipot0 710 OpeHny Ta moBemiHkoBuUMH Hamipamu. l. Pourkazad [5] naromomrye, mio
NepCcoHaNi30BaHl IUQPPOBI pPEKOMEHJallli CTalTh KIIYOBUM YHHHHUKOM BHOOPY MpH
HaCHYCHOMY 1H(POpPMaLiHHOMY CEepPEIOBHILI.

Cepen BITUM3HAHUX JOCIIJDKEHb CiJl BUOKpeMuTH podotu Tarapunuesoi 0.J1., ska
aHaJi3y€e MPaKTUKU CTaJIoro IudpoBoro MmapkeTuHry Ta BB KCB Ha ¢diHaHCOBI pe3ynpTaTu
nignpuemcts [19, 20, 21]. M. Komuusixk ta H. IBanunbKuii [6] mocmimKyrOTh TEHICHIIIT
PO3BUTKY MapKETHHTOBUX KOMYHIKalliii B yMoBax mudposizanii. I. Ctemanens Ta crmiBasrT. [8]
PO3TISAAIOTH COLIATbHI MEPEXi K €PEeKTUBHUN IHCTPYMEHT B3a€MO/I1 MK CTEHKXOJAepamMHu.

Bopnouac OumbmiicTh JOCHIIKEHB 30CepepkeHa abo Ha OKpeMHX IH(PPOBHX
IHCTpyMeHTax, a00 Ha 3araibHHUX TeHAeHIisX mudposizamii KCB, Toai sk mopiBHILHUN
aHaimi3 e(eKTUBHOCTI KOHKPETHHX IHCTPYMEHTIB Yy KOHTEKCTI CTaJlor0 MapKETHHTY
3QJMINAETbCA  HEJOCTaTHbO po3poOsieHuM. lle BH3Hauae HEOOXIAHICTH KOMIUIEKCHOTO
JOCTIPKEHHS, SIKE MTO€THYE TIOPIBHAJIBHUH, TOBEAIHKOBUI 1 0araroakTOpHUN T1AXO/IH.

He3Baxaroum Ha 3HAYHy KUIBKICTh HAyKOBMX IIpallb, NPHUCBSYEHUX LHU(POBOMY
mapketunry ta KCB, y cyuacHoMy HayKOBOMY AUCKYpPCi 30€piratoTbcsi HU3Ka TEOPETHUHHUX 1
METOAOJOTIYHUX mporanuH. [lepenyciM HENOCTAaTHBO CHUCTEMATU30BAaHMMHU 3AJIMIIAIOTHCS
NUTaHHS TOPIBHSUIBHOI  €(EKTUBHOCTI  TPAJAMLIMHUX  pEKJIaMHUX I1HCTPYMEHTIB 1
NEPCOHATI30BAHOr0 IIM(PPOBOro BILIMBY B KOHTEKCTI (POPMYBaHHS caMe MOBEIHKOBUX HaMipiB
CMOXKMBAYIB. Y OUIBIIOCTI JOCIIKEHB aKIIEHT 3p00JieH0 a00 Ha OKpeMHUX IU(PPOBUX KaHAIAX,
ab0 Ha 3araJbHUX AaclekTax OHJAHH-pocyBaHHS ©€3 KOMIUIEKCHOTO BpaxyBaHHS
KOTHITUBHHMX, a()eKTHMBHMX 1 TOBEIIHKOBUX MeEXaHi3MiB BIUIMBY. OOMEXKEHUM € TaKOoXK
eMIipu4He O0IPYHTYBaHHs MEIaTOPHOT POJIi IOBIpH, CIIPUHHATOI TOCTOBIPHOCTI Ta EMOLIHOT
3aJy4€HOCTI Yy Mpoliecax NPUUHATTA pilIeHb I0A0 MOKYNKU. TakuM YMHOM, ICHY€E noTpeda y
KOMIUIEKCHOMY  JOCHI/UKEHHI, K€ TMO€AHye  TOPIBHSUIbHUM, TOBEJIHKOBMHA  Ta
OaraToakTOpHUH MAXOU A0 OLIIHIOBAaHHS PE3yJIbTaTUBHOCTI MAapKETUH

Mera Ta 3aBAaHHSA [JOCJHiIKeHHsl. METOI0 JOCHIDKEHHS € CHUCTeMaTu3allis Ta
MOpIBHsUJIbHA ~ OLIHKa  ©(eKTHMBHOCTI  IHCTPYMEHTIB  KOPHOPATHUBHOI  COIaJIbHOT
BIJIMIOBIJAJILHOCTI Y KOHTEKCTI CTajJoro HU(ppPOBOrO MApKETHHTY, a TaKOXX BHU3HAYECHHS
YUHHUKIB, 10 OMOCEPEIKOBYIOTh iX pe3y/lbTaTUBHICTh Y (JOPMYBaHHI CHOKMBYOI JTOBIpH Ta
JOSTBHOCTI.

3aBaaHHs JOCIIIKEHHS:
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e CHCTEMAaTH3yBaTH HasBHI IHCTPYMEHTH KOPIOPATUBHOI COIIaJbHOI BiAIMOBIIAIbHOCTI
(KCB) y xoHTeKCTi cTanoro nuppoBoro MapKeTHHTY;

e 3IICHUTH MOPIBHSJIBHY OIIIHKY €(EKTUBHOCTI TPAAUIIIMHUX pPeKIaMHUX (opMaTiB Ta
MEPCOHATI30BAHOTO IIU(PPOBOTO BILUIMBY 32 KOTHITUBHUMU, a(DEKTHBHUMH Ta MOBEIIHKOBUMU
HOKa3HUKAMU;

e EMITIPUYHO OOIPYHTYBAaTH Ta IEPEBIPUTH MEAIaTOPHY POJIb CHOXHBYOI TOBIpH Ta
E€MOIIIHOT 3a]Ty4eHOCTI y mporieci GopMyBaHHS JIOSJILHOCTI Ta HAMIpiB 70 MTOKYIIKH;

e TIPOBECTH CETMEHTALII0 CHOXKUBauiB 3a MojaemsiMu cripuidHaTTss KCB-komyHikariit i3
BUSIBJICHHSIM COIlialbHO-ZIeMoTpadiyHuX (BIKOBUX Ta F€HIACPHHUX ) OCOOITMBOCTEH;

OOIpyHTYBAaTH CTpaTeTiyHi peKOMeHAamii Moo iHTerpauii MuppPOBUX IHCTPYMEHTIB
KCB y MapKkeTHHroBY MOJITUKY T1IITPHEMCTB.

MeTtopoJiorisi gocaigzeHHsi. Y poOOTi 3aCTOCOBAHO 3MillIlaHY METOJOJIOTIIO, SKa
MOEIHYE SKICHUN Ta KUIbKICHUM TIAXOAM )1 3a0€3MeUeHHs BUCOKOI HAIIMHOCTI €MITIPUYHUX
pe3ynbraTiB. KinbkicHul eTan 0a3yeThCs Ha JaHUX OHJIAWH-OMHUTYBAaHHS CIOXKMBadYiB (n =
160), ne KIIOYOBI KOHCTPYKTH (JIOBipa, 3aJly4€HICTh, IEPEKOHJUBICTh IOBIJOMIICHB,
KyIiBeIbHUI HaMmip) OyJiu omneparioHani3oBaHi 3a m'sTubanbHOIO MiKanow Jlaiikepra (1-5).
SIKicHUH KOMIIOHEHT pealli30BaHO Yepe3 HaMiBCTPYKTYPOBaHI 1HTEPB'I0 Ui TIUOMHHOIO
BUBYCHHS EMOIIMHOI 3aJlydeHOCTI Ta CHpPUHHATOI JOCTOBIPHOCTI JDKEpEd, a TaKoXK 3a
JIOTIOMOT'0K0 KOHTEHT-aHalli3y KoprnopatuBHOro KCB-KOHTEHTY B cCOLIaJbHUX Mepexax
Instagram, TikTok ta YouTube. Martematuko-ctaTucTH4Ha OOpOoOKa OTPHMAaHUX ITaHUX
BKJII0YaJIa PO3PaxyHOK OIMCOBOI CTATUCTHKU (CepeiHe apu(pMeTHUHE 3HAYCHHS, CTaHAapTHE
BIJIXHMJICHHS ), KOpesiiauil anami3 [lipcoHa s OIIHKK CHJIM B3a€MO3B'SI3KIB, KJIaCTepHUN
aHamiz (meton K-cepemHix) uis cerMeHTamii pUHKY, a TaKOX METOJ CTPYKTYpHOTO
mopemtoBanHs (SEM) it miaTBepIKEHHS MeIiaTOPHHUX €(PEKTiB.

Bukiaag ocHoBHMX pe3yJbTaTiB Ta ix oOrpyHryBanHsi. CywyacHa wnudposa
eKocHucTeMa Hajana 6i3Hecy MPUHIMIIOBO HOBI iHCTpyMeHTH 11 peanizanii KCB-komyHikamii
— BiJ] COIliaJIbHUX Mepex 1 3acTocyHKiB 10 ESG-mambopaiB Ta anropuTMi4HOI epCcoHai3aiii.
EdexTuBHICTh IUX IHCTPYMEHTIB BU3HAYAETHCS TIOETHAHHAM KOTHITHBHHUX (JI0Bipa, CIIPHIHATA
JIOCTOBIPHICTbH), a)eKTUBHUX (EMOIIiifHA 3ay4eHICTh) Ta MOBEIIHKOBUX (HaMip JI0 MOKYIIKH,
JIOSUTbHICTB) YMHHUKIB [ 1, 4].

MeTo10510Tis JOCTIKEHHS MMOEIHYE KITbKICHUHN 1 IKICHUN MIAXO0IU JIJIsl KOMIUIEKCHOTO
aHanmzy egpextuBHocti KCB-iHcTpyMeHTiB y nudpoBomy mapkerunry [12—14]. Emnipuuny
0a3y ckJIany pe3ysibTaTH OHJAMH-ONMUTYBAaHHS OCiO, SIKi 31IHCHIOIOThH CIIOKUBYY MOBEJIIHKY B
nugpposoMy cepepoBulli (n = 160), Ta HamIBCTPYKTYpPOBaHI IHTEPB'I0 3 YACTHHOIO
PECIIOHJICHTIB ISl OL[IHKH JIOBIPH 0 JUKEpE 1 eMOLiHHOI 3amydeHocTi. J[0AaTKOBO MpOBeIeHO
KOHTEHT-aHali3 HUPPOBUX KOMYHIKAI[Il KOPIOPATUBHOI COLIaJIbHOT BiANOBIJAIILHOCTI Yepe3
Instagram, TikTok ta YouTube. OcHoBHI 3MiHHI (CIIpUIHATA JOCTOBIPHICTh KOMYHIKaIlii,
eMOlliifHa  3aJy4eHICTh,  IEPEKOHJUBICTh  MOBIAOMJIEHb, HaMip JO  TOKYIKH)
orepalioHalli3oBaHo 3a m'sTuOanbHOr0 MmKanor Jlaiikepra. OOpoOka MaHMX BKIIOYana
OINMCOBY CTaTUCTHKY, KOPEJALIHHUMN 1 perpeciiHui aHali3, CTpyKTypHe MojentoBaHHs (SEM)
Ta KJacTepHuit anaini3 (meron K-cepennix). MeToanuHi napaMeTpH AOCIHIPKEHHS y3aralbHEHO
B Taom. 1.
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Tabmuust 1 — Metoauunuit nu3aitH nocmimkeHHs edekTuBHOcTi KCB-iHCTpyMEHTIB y
1M (POBOMY MAPKETUHTY

KommnoneHT
JIOCHIDKEHHS

XapakTeprucTuKa

3MicT peaizamii

Tun gocmimkeHHs

3minranuii u3aH (mixed
methods)

TToenqHaHHs KIJIBKICHOTO Ta IKICHOI'O
ITiIXOMIB [Tl 32a0€3MeUCHHS eMITiPHYHOL
HaIIHHOCTI

Bubipka

Omnmnaiia-onutyBanHs (160

Oco0wu, 110 3IHCHIOIOTE CIIOKHBYY

PECITOH/ICHTIR) MTOBETIHKY B IIU(PPOBOMY CEepETOBHIII
SIkicHUIT KOMIIOHEHT HamiscTpykTypoBani ITornmbneHe BUBYCHHS CIIPUHHATOT
1HTEPB'IO JIOCTOBIPHOCTI Ta EMOLIIHOT 3aJTy4eHOCTi

JlomaTkoBuii METOH

Kourenr-ananis

Amnaniz KCB-konTeHnty B Instagram,
TikTok, YouTube

Ikama IT'aTrOanpHa mKaza OnepartrioHasizalis KJIFY0BUX
BUMIpIOBaHHS JlaiikepTa (1-5) KOHCTPYKTIB

OcHoBHI JoBipa, 3a1myueHicTh, [oBeniHKOBI Ta KOTHITHBHI OKa3HUKU
KOHCTPYKTH MEPEKOHIINBICTh, HAMIP e(heKTUBHOCTI

MeTtoau aHami3y
JaHUX

OmmcoBa cratuctuka, SEM,

K-means

[lepeBipka B3a€EMO3B'S3KIB Ta BUIIJICHHS
CErMEHTIB

Iorcepeno.: cgpopmosano aemopom na ocnosi [1-5; 12—13]

Pesynpratn y3aranbHeHHS BiANOBiAeH pecnoHAEHTIB moao iHcTpyMmeHtiB KCB, sxi
BOHM IOMIYAlOTh 1 SIKUM JIOBIpSAIOTH Yy LM(PPOBOMY CEpelOBHUIlll, HaBeleHO B Tabm. 2.
[TpoBenenuii anamiz 1EMOHCTPYE, IO JOMIHYIOUY MO3HIII0 3aiMar0Th MU(POBI cepeoBHUILA:
CyKynHa yacTka mnepcoHaiizoBaHoro KCB-KOHTeHTYy B coIliaibHUX Mepekax Ta OHJIaiH-
BIAT'YKIB CTaHOBUTH 67 %, 110 MepeBUIye CyMapHHI MOKa3HUK TPAAMLIMHUX PEKIAMHUX

HOCIIB.
Tabmuus 2 — Inctpymentd KCB, skuM A0BIpsIOTH CHOXKHBadi B LUGPOBOMY
cepeoBHILI (32 JAHUMH ONUTYBaHHS, %)
Incrpyment KCB / mxepeno inpopmartii YacTka pecrioHIeHTiB, %

IlepconanizoBanuiit KCB-koHTEHT y colianbHUX Mepekax 40

Biaryku ta pekoMeHaalii CrioXnuBadiB OHJIAHH 27

ESG-3BitH Ta cepTudikariiiHa KOMyHiKaIlis Ha caiiTax KOMITaHii 13

TenesiziiiHa comianbHa peKiaMa 8

30BHIIIHS cOIliajibHA peKamMa 7

Hpyxosani matepianu KCB-nporpam )

Jowcepeno. cghopmosano aemopom na ocnosi [1, 2, 8]

JInst KiNbKICHOT 1HTEpIpeTanii piBHSA JIOBIpM 3aCTOCOBAHO CEpelHE apHU(PMETHUHE
3HaueHHs 3a mkaor Jlaiikepra [1, 4]:
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% = (Zx)) / n,

JIe X — CepeIHA OIlIHKA JIOBIpU JI0 IHCTPYMEHTY; Xi — IHAMBIyaJbHA OIliHKA
PECTOHICHTA; N — KUTbKICTh OITUTAHUX.

Pesynbratu pospaxyHkiB mojgano B tabm. 3. IlepconanizoBanuii nudposuit KCB-
KOHTCHT OTPHMMAaB HAaWBHIIE CEpPEIHE 3HAYCHHs NOBipU (4,4), TOMI SAK TpaauIliiiHi dhopmaTu
pexinamu TiepeOyBarOTh y Mexax 2,5-2,8. BimHocHa Bapiailisi TOKa3HUKIB (CTaHIapTHE
BIIXWJICHHS) 3aCBiAUye OUIBIITY OJHOPIAHICTH OIIHOK HMU(GPOBUX KaHATIB, IO CBITYUTH PO
CTaOUTBHIIIE CIPUIHATTS IXHBOT HAIIHHOCTI.

Tabmuus 3 — PiBenp moBipu 1o iHctpymentiB KCB y mudpoBomy mapkeTusry (3a
mkaioro Jlaiikepra 1-5)

Iacrpyment / kanan KCB-komyHikaii CepenHe 3Ha4YEHHS CranpmaptHe
BIJIXUJICHHS
IlepconamizoBanuit KCB-koHTEHT y comianbHUX 4.4 0,5
Mepexax
Biaryxu ta pekoMeHaarii CoxXuBaviB 4,2 0,6
ESG-3BiTHIiCTS 1 cepTudikariiina KOMyHIKaIlis 3,9 0,7
Odinitini caittr kommasii (KCB-po3nin) 3,6 0,8
TenesiziiiHa comiaibHa peKiaMa 2,8 1,0
3oBHimHA Ta ApykoBana KCB-pexnama 2,5 1,1

Iicepeno: cghopmosano asmopom na ocnosi [1, 4, 10]

Innexkc emomiifHOT 3alydeHOCTI BH3Ha4aBci SK CEpelHE 3HA4YeHHS 3a TpboMa
aekTuBHUMHU TlapameTpamu [2—3, 15]:

[E=(I+E+V)/3,

ne I — iatepec no KCB-imimiatuBu; E — gopMyBaHHS MO3UTHUBHUX emoriil; V —
Bi3yaJi3allis BiIMOBIJAIIEHOTO CIIOKHUBAHHS.
3riHO 3 AaHUMHM Tabi. 4, IHTErpalbHUNA MOKa3HUK AJI HUPPOBUX MEPCOHATI30BAHUX
KCB-komyHikarliii ctaHOBHUTH 4,6, TOJ1 SIK 1l TpaauiiHoi pexinamu — 3,0. Pisauns y 1,6 6ana
HIATBEPKYE 3HAUHO BUIIMH aheKTUBHUM MMOTEHII1a] IIU(PPOBOTO BILUIUBY.
O1iHIOBaHHS CHJIM B3a€MO3B'SI3KY MiXk piBHEM J1oBipu 10 KCB-iHCTpyMeHTY Ta HamipaMu
JI0 TIOKYTIKU IPoBOANIIOCA 3a KoedinienToMm kopensauii [lipcona [2; 12]:

r=2(xi— 0y — §) / V20 — X % Z(yi — 571,

Pesynpratn momano B Tabm. 5. HaiBummii xoedimieHT Kopessiii 3adikcoBaHO IS
nepconanizoBanoro mugposoro KCB-kontenty (r = 0,73), mo XapakTtepusye CHUIbHUI
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MO3UTUBHUH 3B’s30K. [l TpanumiiHOi pexiiaMu Iiel MOKa3HHWK € MOMIPHUM a0o0 CIaOKuM
(0,27-0,33), 1o Bkazye Ha 0OOMEKEHY 3/1aTHICTh (popMyBaTH NOBeAiHKOBI Hamipu [ 12—15].

Tabmuis 4 — Ouinka eMoriitHoi 3amydenocti crokuBadiB o KCB-komyHikaIin

IToxazuuk Hudposi Tpanumiitna KCB-pexnama
nepconanizoBani KCB-
KOMYHiKaIii

Buknukae intepec 1o KCB-iniiaTueu 45 3,0

®dopMmye O3UTUBHI €MOIIii 070 OpeHIy 4.6 3,1

Crpusie Bi3yanizalii BiIlIOBiJaJIbHOTO 47 2,9

CIIOKABAHHS

Cepenne 3naueHns (IE) 4,6 3,0

Ioicepeno: cghopmosano asmopom na ocnosi [2, 3, 5]

Tabmuis 5 — Kopensuist mixk goBiporo 10 KCB-1HCTpyMeHTIB 1 HaMipamMH JI0 MOKYIIKU

Kanan / inctpyment KCB-komyHikarii KoedimienT kopemsuii (r)
[MepconanizoBanuii udposuit KCB-koHTEHT 0,73
Biaryku ta pexoMeHaalii KOpucTyBaiB 0,69
ESG-3BiTHIiCTh Ta cepTH(ikaliiiHa KOMyHiKalis 0,55
OdiniiHi cafTh KOMIaHIi 0,42
Tenesiziitna KCB-pexnama 0,33
3oBHinTHA Ta ApykoBaHa KCB-pexiama 0,27

Horcepeno: cgpopmosano asmopom na ocnosi [3, 9]

Anani3z BikoBuX rpyn (Tabn. 6) moka3zye OOEpHEHY 3allekKHICTb MK BIKOM Ta
cnpuitHATTAM nuppoBux KCB-komynikauid. Monoama rpyna (18-25 pokiB) nemoHcTpye
MaKCHUMaJbH1 MOKa3HUKHU CIPUUHATTS U(PPOBOTO BILTUBY (4,7), TOAL SIK y TpyIll S6+ MOKa3HUK
3HWXKYETbc A0 3,6. BogHouac HaBiTh y cTaplIMX BIKOBUX KaTeropisix LU(POBHI BIUIUB
nepeBuIye e(heKTUBHICTh TPAJAULIIHHOT peKJIaMu 3a piBHEM €(DEKTHUBHOCTI.

Tabmuis 6 — BruiuB kananie KCB-komyHikallii 3aj1€KHO BiJl BIKOBOi Ipynu (cepeaHi
OIiHKH, 1-5)

BikxoBa rpyna Lndposi nepconanizoBaHi Tpanuuiitna KCB-pexnama
KCB-xomyHnikarii
18-25 pokis 4,7 2,7
26—40 pokiB 4,5 3,0
41-55 pokiB 4.1 3,2
56+ pokiB 3,6 3,4

Lorcepeno: cgpopmosano agmopom
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MapkeTuHr i U POBI TEXHOJIOTI1

OTtpumaHni pe3yabTaTd MiATBEPIWIM CKIAJHUN OMOCEPEIKOBAHUN XapaKTep BIUIMBY
KCB-mapketunry Ha (opMyBaHHS JIOSUTBHOCTI. BCTaHOBIIEHO, IO Pi3HI THITH KOMYHIKAIId HE
3MIMCHIOIOTH MIPSIMOTO JIIHIHOTO BIUIMBY Ha PIlIEHHS CIOXKMBAa4a, a JIIFOTh Yepe3 KOTHITUBHI
Ta €MOIIiHI MeXaHi3MU crupuiHATTS [15-17]. Y3aranbHeHHS CTPYKTypu B3a€MO3B'SI3KIB
B1J100pakeHo B Ta0JI. 7.

Tabmuus 7 — KonnenryansHa ctpykrypa SEM-mozeni rumBy KCB-komyHikaniin Ha
JIOSUTLHICTh CTIOKUBAYIB

Twun 3minHOT 3minHa 3micT Ponp y Mmogeni
Ex3orenni Hudposi KCB- Kontent y BmmuBatots Ha moBipy Ta
(npenukTOpH) KOMYHiKaIii coumepexax, ESG- eMOIiHY 3aTy4eHICTb

3BITHICTH, MAPTHEPCTBA
Tpamuriiina KCB- TB, 30BHIIIHS, AnbpTepHaTUBHUIN
pekIama JIPyKOBaHa peKjama iH(hopMaIiitHIi KaHa

MeniaTtopHi 3MiHHI

JoBipa o ukepena

KoruiTusHa owiHka
HafiitHOCTI iHpOpMaIii

OnocepenKOBY€ BIUIMB
KOMYHIKaIliil Ha JIOSUTbHICTh

Emorriitna AdexTuBHA peakilis Ha [ocumtoe popmyBaHHS
3aITy4eHICTh KOHTEHT JOSITEHOCTI
Ennorenna 3minHa JlosmbHICTB I'oToBHIiCTH PesynpratuBHUMIT MOKa3HUK
CHOKHMBava PEKOMEHIyBaTH OpeH T [IOBEIIHKHU

Iicepeno: cgpopmosano asmopom na ocrnosi [1, 4, 10]

Sx BuaHO 3 Tabn. 7, KIIOYOBY POJb y MOJENl BiJirpaloTh JOBipa Ta eMoliifHa
3aJIy4eHICTh, SIKi BUCTYIAIOTh MeAiaTopaMu Mixk kaHanamu KCB-koMyHikamii Ta JIOSUTBHICTIO
cnoxkuBaya. [lepconanizoBani mudposi KSB-kaHnanu maoTe HallOUIBIINI BILTUB camMe yepe3
dbopMyBaHHSI €MOLIIMHOTO 3B'SI3Ky Ta CHPUWHATOI JOCTOBIPHOCTI 1HQoOpMalii, TOIAl SK
TpaJuiliiiHa pekjiaMa BUKOHY€E pajlie MiATpUMYoUy Ta iH(opMaliiHy QyHKIio/

CermeHTallisi CHOXHBaviB NOKa3ajaa HEOJHOPIAHICTh PUHKY 32 MOJENISIMU CIIPUHHSATTS
KCB-koMyHiKalii, 10 JOMNOBHIOETBCS BHPRKEHUMH BIKOBUMH Ta TEHICPHUMH
BiAMiHHOCTSIMH/ Y3arajbHEHHS IIUX PE3yJIbTaTiB MM0IaHO B Ta0II. 8.

Sk moka3ye Tabna. 8, JOMIHYIOUHMM CETMEHTOM € «Uu(pOBI EHTy3lacTu», IO
HIATBEPKYE 3MIIIEHHS CYy4acHOrO CIOKMBYOTO MapKeTHHTy y OiK iHTerpamii IiHHOCTEeH
ctajmoro po3BUTKy Ta ESG-kputepiiB y mepcoHanizoBaHi OHJaiH-KOMyHikauii. BogHowac
30epiraeTbcsi Tpyna CHOKMBAYiB, OPIEHTOBAHUWX Ha TPAAULINHI KaHAIM, 10 OOIPYHTOBYE
HEOOXIiHICTh IHTETPOBAHOTO MiIXOIy 10 KOMYyHIKaIiiHOT momituku [3—4].
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Tabmuus 8 — CermeHTaniiiini Ta coriaabHO-AeMorpadiuai 0COOJIUBOCTI CIIPUHHSATTS

KCB-komyHikarii

KaHaJliB TAKOX BHCOKA,
ajie BIIHOCHO OlbIIa
JIOSUIBHICTD 10
TpagULiiHOI peKJIaMH

AHaTI THIHTI I'pyma / moka3nuk XapakTtep A0BipH Ta IToBeninkoBi
acTeKT CIIPUMHATTS 0c00IHMBOCTI
Knactep 1 udposi entyziactu Bucoka nosipa no [Buake hopmyBaHHS
(nepeBaxno 18-35 p.) nugposux KCB- JIOSUTLHOCTI i1 BILTUBOM
KaHaJIiB, CHJIbHA TIepCOHAITI30BAHOTO
eMOIIiifHa 3aTy9eHiCTh KOHTEHTY
Kiacrep 2 TpanumiitaO Buma mosipa no TB Ta Pimrenus nmpuitmMaiotsb
opieHToBani (41+ p.) KOPIIOPATUBHUX CaMTIB, MTOBLJIBHIIIIE,
MOMipHA EMOLIHHICTD OpIEHTYIOTHCS HAa 3BUYHI
JpKeperna
Kiacrep 3 3Mimanuit THIT CepenHi MOKa3HUKH BuxopucToByrOTH KilbKa
JOBIpY 70 BCIX KaHATIB JOKEpEet, PillleHHs
CUTYaTHBHI
I'ennepHi Kinku Bumia nogipa 10 Buuii piBeHs HamipiB
BiZIMIHHOCTI mudposux KCB- JIOSUTBHOCTI 11T BILTHBOM
KOMYHIKaIlii, CHIIbHIIIA TepcoHai3amii
€MOIIiifHa PeaKIIis
YomnoBiku Hogipa no mudpoBux PartionanpHima ominka

iHpopmarii

BikoBa guHamika

Momnoarmi rpymu

MaxkcumanbHa 10Bipa 10
M(pPOBOTo CepeoBHUIIA

HaiiBuma ayTnmBicTs 10
omnaiin-KCB-
KOMYHIKaIlii

Crapuii rpynu

[TocTtynoBe 3HUKEHHA
¢ poBoi TOBipH

3pocTae 3HAYCHHS
TPAIUIIHHUX JOKEepPeI

IDicepeno: cghopmosano asmopom Ha ocnosi [3]

BucHoBKH Ta MNEPCHEKTUBU MOAAJBIINX }IOCJIiJI)KeHL. Yy pCSYJ'II)TaTi Z[OCJ'Ii}I)KGHH?I

BCTAHOBJIEHO HasBHICTH cucTeMHOi TpaHcopmanii KCB-MapkeTHHroBUX KOMYHIKaLil, 110
NPOSBISETHCS y MEPEXOAl BiA TpaaMLIMHUX peKJIaMHUX (opMmaTiB 10 NEpCOHaI30BAHUX
UGPOBUX IHCTPYMEHTIB. EMmipuuHi JaHi MIATBEpAWIH, IO caMe IU(POBI KOMYHIKaIil
(GopMyIOTh OCHOBHMM 1H(OpMaLIMHUN MOTIK A CIOXHBadiB 1 3a0e3MeuyloTh BHIII
MOKa3HUKHM JIOBIPH, €MOI[IIHOT 3ajJyd4eHOCTI Ta NOBEIIHKOBMX HawmipiB. BusBieno, mio
eexkTuBHICTh MapkeTuHroBoro BBy KCB mae onocepenkoBaHuii xapakTep 1 peaizyeTbCs
yepe3 KOTHITHUBHI (JJOBipa, CIPUIHATA TOCTOBIPHICTH) Ta aeKTHBHI (EMOIIiifHa 3aIy4eHICTb)
MexaHi13mu. [lepconanizoBannii mudposuit KCB-KOHTEHT JEMOHCTPYE HAMCHIIBHIIIHM 3B'SI30K
13 JIOSUTBHICTIO CIIOXKMBAYIB, TOJII SIK TPAAMLIINHA peKiiaMa BUKOHYE JOTOMIXHY 1HpOpMaLiiiHy
GyHKIIIIO.

CerMeHTanifHuil aHani3 3acBiAYMB HEOJHOPIAHICTP PHUHKY Ta JOMIHYBaHHS TPYIHU
«ui(poBUX EHTY31acTiB», UId fAKOI XapakTepHa BHCOKAa YyTIMBICTH N0 OHIaiH-KCB-
KOMYHiKaIiil. BcTaHOBJIEHO BIKOBY 3aKOHOMIPHICTh 3HMKEHHS JTOBIpH 70 HU(POBUX KaHAIIB
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31 3pOCTaHHSAM BIKYy, OJHAK HaBiTh Yy CTapIIMX TIpynax iXxHS ePEeKTHBHICTh MEPEBUIILYE
TpanuuiiHi popmaru. ['eHaepHi BIIMIHHOCTI IPOSBISIOTHCS Y BUIIIN EMOIIHIN peakIlii »KiHOK
Ha MepPCOHaII30BaHHUI KOHTEHT.

OTtpumani pe3ynbTaTH JOBOJIATH JOLUIBHICTh NEPEXOAY MiAMPUEMCTB 10 IHTETPOBAHUX
KOMYHIKAI[IHHUX CTpaTETiH 13 MpiopuUTETOM IepcoHatizoBanux nudposux iHcTpymentis KCB,
BOJIHOYAC 30epirarouu TpaJAuLiiHI KaHAJIH JUI1 OKPEMHX CIIO)KUBYMX CerMeHTiB. [lepciekTuBu
MOJAJIBIINX JOCIIKEHb TOB's3aHI 3 TOTJIMOJICHHSM aHali3y IOBEIIHKOBHUX MEXaHi3MiB
BiumBy KCB-MapkeTHHry Ha JIOSJIBHICTh, PO3BUTKOM aJrOPUTMIB IepCOHai3aIii,
JOCITIJKCHHSIM MDKHAPOJIHUX TOPIBHSHB, 8 TAKOXXK MOJICITFOBAHHSIM JJOBFOCTPOKOBHUX €(DeKTiB
I(POBOTO BIUIMBY Ha JIOSUIbHICTh TA PEAIbHY KYIiBEJIbHY MOBEIIHKY CIIOKUBAYIB.
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Yuliia Tataryntseva, PhD of Economic Sciences, Associate Professor Department of
Marketing, National Technical University «Kharkiv Polytechnic Institutey, Kharkiv, Ukraine

Effective corporate social responsibility tools in sustainable digital marketing.

The aim of the article. The study aims to systematise and comparatively evaluate the
effectiveness of corporate social responsibility (CSR) instruments within the strategic framework of
sustainable digital marketing. It seeks to conceptualise sustainable digital marketing by integrating
environmental, social, and governance (ESG) criteria into digital communication channels, while
empirically verifying the mediating roles of consumer trust and emotional engagement in generating
brand loyalty and purchasing intentions.

Analysis results. Methodologically, the research implements a mixed design, combining an
online consumer survey (n = 160) with semi-structured qualitative interviews, structural equation
modelling (SEM), and K-means cluster analysis. The empirical results demonstrate that personalized
digital CSR content significantly outperforms traditional advertising channels. Personalized digital
communications achieved the highest mean evaluation metrics for consumer trust (4.4 out of 5) and
integration of emotional engagement (4.6 out of 5). Furthermore, a strong positive Pearson correlation
coefficient was established between trust in digital CSR tools and purchase intentions (r = 0.73). In
contrast, traditional formats like television and print CSR advertising exhibited lower trust values (2.5—
2.8) and a weak behavioral association (r = 0.27-0.33). Structural equation modelling confirmed that
consumer trust and emotional engagement act as critical full mediators linking digital CSR exposure to
behavioral loyalty. Market segmentation identified three distinct consumer clusters, led by a dominant
segment of "digital enthusiasts” (primarily aged 18-35) who display maximum responsiveness to
interactive online CSR initiatives. Age-related cohorts reveal an inverse relationship between digital
channel efficiency and respondent age, while gender analysis indicates a heightened emotional
responsiveness among female consumers toward tailored digital data.

Conclusions and directions for further research. The study concludes that contemporary
corporate marketing must transition toward integrated communication models where personalized
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digital CSR instruments play a priority role. Defining sustainable digital marketing as an ethical, low-
digital-footprint framework ensures long-term corporate viability. Future research should deepen the
analytical assessment of long-term algorithm-driven CSR recommendations, address cross-country
comparative studies, and model behavioral effects on actual purchasing decisions.

Keywords: corporate social responsibility, sustainable marketing, digital marketing, CSR

tools, ESG, consumer trust, loyalty, emotional engagement, behavioral intentions.
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TPUETAITHA MOJIEJIb OLIIHIOBAHHSI MAPKETUHT OBUX PU3UKIB I
BUBOPY OIITUMAJIbHOI CTPATEI'TI

Cmamms  npucesuena  meopemuKo-memoO0I02IYHOMY — OOIDYHMYGAHHIO — [HmMe2payii
MAapKemuH208UX PU3UKI@ Y 3A2albHy CUCEM) HPUUHAMMA CIMpameivHux piuensb nionpuemcmea. B
YMOBAX GUCOKOI 8OIAMUNLHOCII MA CMOXACMUYHOI NPUPOOU MAPKEMUH208020 Cepedosulya
Mpaouyiuni iHmMyimueHi nioxoou GUAGIAIOMbCA HECHPOMONICHUMU 3abe3neyumu cmitkicms Oi3Hec-
Modenel. Asmopu nponouyoms nepexio 00 2iOPUOHUX MOOeRel PUSUK-MEHEOHCMEHMY, U0 NOEOHYIOMb
IHCmpymMenmapit meopii i2op ma iMimayitino2o MOOen08anHs. Y pobomi cucmemamu3o8ano euou
MapKkemuH2060i HesU3Ha4yeHoCcmi, i0eHMUPIKo8aHo KIIOUO8I YUHHUKU DPUSUKY MA 3aNpONnoHOEAHO
aneopumm ubOOpy onmMUMAIbHUX cmpameziii 3a 0onomozor Kpumepiie Banvoa, Cesiodoca, Jlanniaca ma
Typeiya. Ocobnusy ysazy npudineno eepugirxayii piwens yepez memoo Moume-Kapno, wo 0o3zeonsne
OYIHUMU UMOBIDHICMb HACMAHHS KPUMUYHUX 30UMKIG.

Cmamms npucésuena meopemuKo-mMemoooa02iuHOMy OOIPYHMYBAHHIO MA NPAKMUYHIL
PpO3podYi  KOMNIIEKCHOI mMpuemanuoi Mmooeni OYIHIOBAHHS MAPKEeMUHE08UX pusuxie i eubopy
onmumaneHoi cmpameeii nionpuemcmeda. B ymosax eucokoi eonamuivHocmi, IHGOpMayitiHoi
acumempii ma CmMoxacmu4Hol HeGU3HAYEHOCHI PUHKOB020 Cepedosuua mpaouyiiHi 0emepMiHO8aH I Ui
IHMYIimueHi nioxoou 00 cmpameiyHo20 NIAHYBAHHS 6MPaAdarOmev egeKmugHicmy. 3anponoHoearHo
KOHYENnmyaibHo HOBU NioXio, wo CUHmMe3y€e SKICHY U KIMbKICHY [0eHmugikayilo HeeusHa4eHOCmi 3d
eneMenmamu Komniexcy mapxemuney (4P/7P), meopemuko-iepogy onmumizayiio piuienv (iepu 3
«llpupoooroy 3a kpumepismu Banvoa, Cesioxca, Jlannaca, Iypeiya ma aumazonicmuuni iepu 3
KOHKYPEHMAMU) ma RiOCyMKo8y CMOXacmuyHy eepuikayiro cmitkocmi cmpameziti memooom Moume-
Kapro.

Kniouoei cnosa: mapxemunzogi pusuxu, meopis icop, memood Moume-Kapno, cmoxacmuyna
HEBU3HAYEHICMb, CIMpame2iuHe YNPasIiHHA.
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Beryn. CyuacHuilt puHOK (yHKI[IOHye B yMOBaX BMCOKOi BOJATHWJIBHOCTI Ta
CTOXAaCTUYHOI NPUPOAM MAPKETHHTOBOTO CEPEAOBHUINA, IO POOUTH IHTYITUBHE HPUHHSATTS
VOPAaBIIHCBKUX PIIICHh AaHAXpPOHI3MOM, SKUM 3arpokye (iHaHCOBIA CTIHKOCTI Ta
KOHKYPEHTOCIIPOMOKHOCTI Cy0’€KTiB rocrnojaapioBanHi. HemoBHa iHdopmanis npo Hamipu
KOHKYPEHTIB, TMHAMIYHICTh CIIOKMBYHMX YIIOJA00aHb, 1HQIIAIINAHI KOJMBAHHS Ta TEXHOJIOT14HI
PO3pUBH BHCTYNAIOTh TOJIOBHUMH JUKEpellaMH MapKETHMHIOBOI HEBM3HAYEHOCTi. 3a TaKHUX
00CTaBUH BUHUKA€E 00’ €KTUBHA HEOOX1HICTh BIPOBAIKEHHS MAaTEMaTHUYHO OOIPYHTOBAHOTO
PHU3UK-MEHEIKMEHTY, 3/aTHOrO TpaHchOpMyBaTH HemepenadadyBaHi 3arpo3d y KepoBaHi
napaMeTpH CTPATEriyHOro IIaHYBaHHS.

[Mutanns knacudikamii, ONIHIOBaHHS Ta YNPABIiHHSA MapKETHMHIOBUMH PHU3UKAMHU
3HAXOAAThCSA Y (POKyCl yBarm 0aratbox NMpOBITHUX HAyKOBIIIB. 30kpema, T. Oxmanaep Ta I.
[lenpko cucTeMaTU3yBalud MapKETHHTOBI PU3MKH BIATIOBIAHO O METOMIB MapKETHHTOBHX
JIOCJIIJDKEHb, OJIHAK I103a YBAarol aBTOPOK 3aJMIIWIMCS MOJKJIMBI JIMHAMIYHI CIIeHApii
noBeiHKM iHmuX rpaBuiB puHky [1]. O. L. IlykiH 3amponoHyBaB MOETAHHHA AITOPUTM
SKICHOTO Ta KUIbKICHOTO aHalli3y MapKETUHIOBUX PU3HKIB, aJie He MPHUALTUB I0CTaTHbOI YBaru
HMOBipHICHOMY aHali3y Tpancdopmarliii 30BHimHBOrO cepenosumia [2]. . C. boxxkos, M. B.
O®enopuinuH Ta b. B. Maneropa knacugikyBaiay METOAM aHAII3y PU3HKIB 3a chepaMu MPosBY,
(GYHKIIOHATPHUM TPH3HAYCHHAM Ta IIIXOAaMH JO OLIHIOBAHHS, MPOTE IXHIA MiAXix He
OXOIUTIOE HMOBIPHICHOTO OIlIHIOBaHHS 0araTopa3oBUX CcTOXacTHYHMX BIMBiB [3]. JL
Kapnienko ta JI. YopHeHbKa AOCHIIMIN TMpOIEC iACHTU(IKAI] PU3UKIB Y MapKETHHIOBIl
JISUIBHOCTI, OJJHAK 3aJIUILMIA HEPO3KPUTUMHU MEXaHI3MU aIallTUBHOI KOpeKLii cTpateriii [4].

Teopernunuii 0a3uc NUPUHAHATTA pilIeHbP B yMOBaxX KOH(DIIKTy iHTEpeciB Ta
HEBU3HAUeHOCTI OyB 3aknajgeHuil y ¢yHaameHtanbHux mnpausx Jx. ¢on Heiimana, O.
Moprenmrepna, /. Hemra, a Takox A. Banena, JI. I'ypsimna ta JI. Cesimxka [13-15]. Meron
iMmiTaniitnoro mozaemtoBanHs Monre-Kapio, po3pobnenuit C. YiamoMm, TOBiB CBOIO BHCOKY
e(EeKTUBHICTD y CKIAJHUX (I3WYHUX Ta €KOHOMIYHUX cucTreMax. Pazom 3 TuM, y cy4acHii
HAYKOBIM JiTepaTypl CHOCTEPIraeThCs CYTTEBHM AEPIIUT KOMIUIEKCHHUX, 1HCTPYMEHTAIBHO
3aBepIIEHNX MOJIeNeH, AKi O MOeIHYBalU SIKICHY 1IeHTH(IKAIil0 MapKETUHTOBUX PHU3HKIB,
TEOPETUKO-ITPOBY ONTHUMI3aLlll0 CTPAaTEriYHOro BHOOpPY Ta IMIJCYMKOBY CTOXAaCTHYHY
CUMYJISILIIIO JUIsl KUbKicHOTO 00rpyHTYBaHHS KPI i TpurepiB MOHITOPUHTY.

Merta Ta 3aBaaHHsl JOCHilKeHHsA. MeTor NOCHiKEeHHS € po3poOka Ta HAyKOBO-
MPAaKTUYHE OOTPYHTYBAHHS TPUETAITHOT MO/IEN OI[IHIOBAHHS MAPKETUHIOBUX PU3UKIB 1 BUOODPY
ONTUMAJILHOI CTpaTerii, ika NoeAHye (PaKTOpPHUI aHaJi3 HEBU3HAUYEHOCTI, TEOPETHUKO-ITPOBHI
BUOIp ONTUMAIBHUX AIbTEPHATHUB Ta (PiHAIBbHY BepU(IKallil0 CTINKOCTI Pe3yabTaTiB METOJIOM
MomnTe-Kapo.

s MOCSATHEHHS MOCTaBJl€HOI MeTU c(OpPMYIbOBAHO Ta PO3B'SI3aHO TaKl 3aBJIaHHS
JIOCHIJKEHHS:

1. CucremarusyBatu miAXoau 10 Kiacudikamii MapKEeTMHTOBOI HEBHU3HAYEHOCTI Ta
PO3pOOUTH MPOLIECHUH aJITOPUTM TpaHCPOpMAaLlii XaOTUYHOT HEBU3HAYEHOCT1 Yy CTPYKTYpPOBaHI1
MapKETUHTOBI PU3UKH 32 €JIEMEHTaMHU KOMIUJIEKCY MapkeTuHry (4P/7P).

2. OOrpyHTyBaTH TEOPETUKO-IrpOBUH IHCTpyMEHTapid BHOOpPY ONTHMAJIbHUX
MapKEeTUHTOBUX CTpaTETiii B yMOBaxX HeBH3HA4YeHOCTI cepenoBumia (irpu 3 «lIpupomoro» 3a
kpurepisimu Banbna, Cesimka, Jlammaca, ['ypBinma) Ta B yMoBax axkTHBHOI IPOTHIi
KOHKYPEHTIB (aHTaroHICTUYHI Irpy Yy YUCTHUX Ta 3MIIIAHUX CTPATETisX).

3. Po3poOuTH METOIMKY CTOXAaCTHYHOTO BepH(iKyBaHHS OOpaHUX CTpaTerii MeToJoM
Mounrte-Kapino mist BusHaueHHs niiboBux KPI, koediiieHTiB BoJaTUiIbHOCTI, MOKa3HUKa Value
at Risk (VaR) ta ¢popmyBaHHS 1BOIIOPOTOBOi CUCTEMH TPUTEPIB MOHITOPUHTY.
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MeTtoposorisi gociaigkenHsi. MeTo0JI0TIYHA OCHOBA JOCIIIKEHHSI 0a3yeThbCsl Ha
CHUCTEMHOMY MiJIXOJi A0 YIPaBIiHHA PU3UKaMH, KOHLEMISAX Teopii MPUUHATTS PpillleHb,
MaTeMaTHYHOMY arapati Teopii irop Ta MeToJaXx CTOXaCTUYHOTO IMITAI[ITHOTO MOJICTTIOBaHHSI.
JlocnikeHHsT peali3oBaHO dYepe3 JIOTIYHY IOCHTIIOBHICTh B3a€EMOIOB'SI3aHUX HAYKOBUX
METO/IB:

. CHCTeMHO-CTPYKTYpHHI Ta (aKTOpHUN aHajmi3 — 3aCTOCOBAHO JUIA
CUCTeMaTu3allll YMHHUKIB 30BHIIIHHOIO W BHYTPIIIHBOTO MAapKETHHTOBOTO CEpEeOBHIIIA,
JICKOMITO3HII1 HEBU3HAYEHOCTI Ta JIOKaJTi3allii pU3UKiB 32 €JIEMEHTaMU KOMIUIEKCY MAPKETHHTY
(Product, Price, Place, Promotion).

. MareMaTinuHuil amapatr Teopii irop — BHUKOPUCTaHO JJIsI MOJCTIOBAHHS
CTpaTeriuHoi B3aeMoJlii cy0’eKTa rocrnofaploBaHHs 3 PUHKOBUM cepepoBuiiem. s irop 3
«[Ipupooro» (cTaTucTHUHUX irop) 3acrocoBaHo Marpuunuii anapat I = (A, I1, K) ta kpurepii
OPUMHATTA pIlIeHb B yMOBaX IIOBHOI HEBHM3HAYEHOCTI: MaKCUMIHHUW Kputepid Bampaa
(TmecuMiCTUYHUN MiX11), KpuTepiil HeWTpanbHocTi Jlammaca, kpurepiit kommpowmicy ['ypBima
(3 koediuienTom ontumizmy alpha) Ta kputepiii miHimizanii kamo Ceimxka. Jns irop i3
KOHKYPEHTaMH 3aCTOCOBAHO MOJIeJli aHTArOHICTUYHUX Irop 3 TOIIYKOM CIJUIOBOi TOYKH Y
YUCTUX CTparerisix abo po3B’s3aHHAM y 3MIIIAHUX CTPATETisiX Ha OCHOBI TeopeMu (poH
Heiimana npo MiHiMakc.

. Merton imiTaniiinoro moxaentoBanHs MoHTe-Kapino — 3acTocoBaHO Ha eTari
miICyMKOBO1 BepHdikarii oopanoi crparerii. Meron nomnsrae y 6araropazosiit (N = 10 000—
100 000 irepariif) reHepalrii NCEeBAOBUIAAKOBUX 3HAYEHb BXITHUX CTOXACTHYHHUX 3MIHHHUX
(momuTy, IiHW, BUTPAT) BIAMOBIAHO IO 3aJaHUX 3aKOHIB PO3MOAUTY HMOBIPHOCTEH
(HOpManbHOTO, TPUKYTHOTO, piBHOMIipHOro). Ile 1mo3Boisie mepelTH Bil TOYKOBUX
JNETePMIHOBAaHUX OI[IHOK [0 EMIIIPHYHOTO PO3MOJAUTYy WMOBIPHOCTEH pe3yiIbTaTUBHOTO
noka3Huka (mpudytky, ROI).

. CraTucTnyHUi aHami3 Ta ouiHka pu3uKy (VaR) — Ha OCHOBI 3reHepOBaHOTO
EMIIPUYHOTO PO3MOJLTY po3paxoByloThea MaTemaruuHe crofiBanas E(X) (uimpoBuit KPI),
CTaHJapTHE BIIXHUIICHHS sigma (a0cooTHa Mipa pu3uKY), Koediriert Bapiamii CV = sigma /
E(X) (BimHOCHa pu3uKoBaHICTh) Ta mokazHuUK Value at Risk (VaR 5%), sxuii Bu3Hauae
MaKCHMaJbHUI piBeHb 30MTKIB 3 J0BipUOI0 iMOBipHICTIO 95%. Ha 1iil ocHOBI popmyeThCs
cucTeMa TPUrepiB MOHITOPUHTY (KOBTa Ta YEPBOHA 30HMU).

Bukiag ocHoBHHMX pe3yabTaTiB Ta iX oO0rpyntyBaHHsi. Ha ocHOBI cuHTE3y
pO3pO0JIEHUX METO/AIB aBTOpPAMU  3alpONOHOBAHO TPHUETANHY MOJENb  OLIHIOBAaHHS
MapKeTUHTOBUX PHU3UKIB 1 BHOOpY onTuUMalibHOI crTparterii. KojkeH eram BUKOHYE 4YiTKO
BU3Ha4YeHY (DYHKI[IOHAIBHY POJb Y 3aralbHOMY KOHTYp1 MIPUHHATTS CTPATETIYHUX PIIIEHb.

Ilepmmii eran: Busnauenns, inentudikauis ta kiaacudikaniss MapKeTHHIOBUX
PHM3HKIB

[Ipu npUIHATTI CTpaTeriyHUX MAapKETUHTOBUX PIIIEHb MIANPUEMCTBO ONEpPYy€E TpboMa
0a30BUMHU KaTETOpisIMH: HEBU3HAYEHICTIO, 3arajlbHUMH pH3MKaMH Ta JIOKaJli30BaHUMHU
MapKEeTUHTOBUMHU pu3HKamu (puc. 1).
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XAOTUHHA HEBU3HAYEHICTb

Bpak iHhopmayii npo puHKoBe cepeoBuLLe, BUCOKa BONATUNLHICTD,
HEeCTPYKTYPOBaHI 30BHILLHI YAHHUKW BRANBY

I TpaHcdopMmauia 4yepes WMoBIpHOCTI Ta cueHapii

L

CTPYKTYPOBAHWUWN EKOHOMIYHWUWA PU3UNK

OuiHeHi nogii, anbTepHaTUBHI CLUEHapIii pO3BUTKY Ta KinbKiCHO BUMIpAHI Hacnigku

Jlokanisauia y MapkeTHMHroBin doyHkKuii |

MAPKETUHIOBUW PU3UK (4P / 7P)

CneunikoBaHWI PU3MK 3a eNeMeHTaMn MapKeTUHI0BOr0 KOMIMJIeKCy:
MpoaykT, Uina, 36yT, KomyHikauil, NepcoHan, Mpouecu, Physical Evidence

Pucynok 1 — B3aeM03B's130Kk KaTeropiii HEBU3HAYEHOCTI, pU3UKY Ta MApPKETUHTOBOTO PH3HKY

HeBn3HaueHiCTh BUCTYIIa€ BUXIJTHUM CTAaHOM 30BHIIIHBOTO CEPEIOBHINA, KOJIH OpaKye
00'ekTuBHOI 1HGoOpMaIii npo MailOyTHI moxii (AiF0 KOHKYPEHTIB, 3MIHM 3aKOHOJABCTBA,
TEXHOJIOT14H1 3cyBH). Cama 1o co01 HEBU3HAUYEHICTh HE € PU3MKOM — BOHA CTBOPIOE MIATPYHTS
JUIs HOr0 BUHUKHEHHS. PU3MK BUHHMKA€ TOJI, KOJIU JJIsi HEBU3HAUEHOI MOJIIT CTPYKTYPOBAHO
MOJKJIMBI albTEpHATUBHI HACIIJKMA Ta OLIIHEHO MMOBIPHOCTI iX HacTaHHS. MapKeTHHTOBUI
PU3HK € crienn(i30BaHUM PI3HOBUOM €KOHOMIYHOTO PU3HKY, JIOKATII30BaHUM O€310cepeIHbO
y QyHKIIOHaNbHIN cepl MapKETUHIOBOI JISIILHOCTI MIAPUEMCTBA.

Jlorika mepmioro eramy Mojenl nependayae MociiJOBHY TpaHchopMmaliito: XaoTH4yHa
HeBU3HaueHICTh — CTpyKTypoBaHa il OlLlIHEHAa HEBU3HAYEHICTh (PU3UK) — MapKeTHHTOBUI
pusuk. Jlanuii nmporec peani3zyeThbes 3a §-KPOKOBUM aJITOPUTMOM (Tadu. 1).

Tabauis 1 — Etanu nporiecy BU3HAUSHHs] MApKETHHTOBUX PU3MKIB (3a nanumu [1, 9])

Hazpa etamy 3MiCT / KJIFOYOBI il [MpuxnaaHi
IHCTPYMEHTH
1 InenTudikamis AHati3 30BHIIIHKOTO Ta BHYTPIITHHOTO PESTEL, SWOT, 5 cun
JOKepe CEepeIOBHIIA ISl BUSIBIICHHS (DaKTOPIB, Ioprepa
HEBU3HAYEHOCTI 110 HE MIJAI0ThCS IeTEPMIHOBAHOMY
[IPOTHO3YBaHHIO.
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MapkeTuHr i U POBI TEXHOJIOTI1

[Iponosxenus Tad:. 1

2 Tpancdopmariis y
PH3UK

3 Knacudikaris ta
JIOKaJIi3aLis

4 InenTudikamis
MapKETHHTOBUX
PHU3UKiB

5 O1iHIOBaHHA
(xBaHTH KAL)

6 PamxyBaHHS Ta
MPiOpUTH3ALIS

7 Po3pobka
ATbTEPHATUBHUX
CTpaTerii

8 MoHiTOpHHT 1
KOHTPOJTb

DopMyITIOBaHHS KOHKPETHUX PHU3UKOBUX
MOIii Ta TX MOTEHIIHUX iHAHCOBO-
PUHKOBHUX HACIIIKIB TSI KOXKHOTO
(hakTOpa HEBU3HAYCHOCTI.

BimHeceHHs pu3HKy 10 criennivHOTO
BH[Y JiSUTBHOCTI ITiITPHEMCTBA
(BupoOHMYMIA, iHAHCOBUH,
MapKETHHTOBHHA).

['pymyBanHs Ta neTamnizamis pu3HKiB 3a
eJIeMEHTaMH KOMIUIEKCY MapKETHHTY
(4P/7P).

Busnauenns iimoBipHOCTi HactanHs (P)
Ta cuiu BIUIKBY (I) KOXKHOT pU3HKOBOI
IO/1i{; PO3paxyHOK IHTETPaTbHOTO PiBHA
PHU3HKY.

[ToOymoBa TBOBUMIpPHOI KapTH PU3UKIB Ta
BUIICHHS. KDUTUYHOI 30HH PU3HKOBUX
(dakTopis.

@DOpMyBaHHS CIIEKTPa MAPKETUHIOBUX
CTpaTeriil pearyBaHHs: YHUKHEHHS,
3HWKEHHS, Tiepeada abo MpUUHATTS
PpHU3UKY.

Po3poOka inankaTopiB paHHBOTO
MOTEPeKEHHs, BU3HAUCHHSI
KOHTPOJIbHUX TOYOK Ta MEePioTHIHHUI
ayuT.

[TpuarHHO-HACIT IKOBHI
aHaJi3, Jiarpama
IcikaBu

Knacugikatopu pusukis

UYek-TUCTH, SKCIIEPTHI
ImaHenl

Merton [endi, nepesa
pillieHb, ClICHAPHUI
aHawi3

Kapta (maTpurs)
PH3HKIB

[Tnan ynpaBmiHHS
pH3HKaMH

KPI, tpurepu, kaptu
MOHITOPHHTY

Ha ocHOBI 8-KpOKOBOTO anropuTMy po3poOJieHO Kiachu(dikalilo MapKETHHTOBHX
PU3HKIB 3a €JIEeMEHTaMU KOMIUIEKCY MapkeTUHry (4P/7P) 13 3a3HaueHHAM TUIIOBUX HACIIJKiB

1u1st 613Hecy (Tada. 2).

Tabmuis 2 — Kinacugikaiiiss MapKeTUHIOBUX PU3MKIB 3a €JIEMEHTaAMU KOMILJIEKCY

['pyma pusukis

(4P/7P)

[IponyxTOBi pHU3KKH

mapkeTunry (4P/7P) (3a manumu [9-12])

HeBianoBigHiCTh AKICHUX
XapaKTePUCTUK TOBAPY OUiKYBaHHSIM
CIIOKWBAYiB; MOpaJIbHE 3acTapiBaHHS,

[puknaan crienudiyHUX PU3UKOBUX

MOI1H

HEBJAJINH 3aIyCK HOBOT'O IIPOJIYKTY.

THOoB1 HACIIAKA I

TiINPHEMCTBA

3pocTaHHS TOBEPHEHb, MAIHHS
00CHTiB TIPOJIAXiB, penyTalliiHi
BTpaTH.
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LliHOB1 pU3HKH

30yTOBI PU3UKH

(mucTpudyis)

Komymnikariitai

PHU3UKH

Pusuku nonuty

KoHkypeHTHI pr3uKH

Pusukn
MO3UIIOHYBaHHSI

[Tomunky y po3paxyHKy €IacTHIHOCTI
MIOIIUTY; LiHOBI BIHU 3 KOHKYpEHTaMH;
HEKOPEKTHE JAEMITIHTYBaHHSI.

3001 B JIOTICTUYHHX KaHAIax;
KOH(JTIKTH 3 TIOCepETHUKAMH; HaaMipHA
KOHIEHTpAIIisl TUCTPUOYIIIi.

Hwusbka KoHBepCisl peKIaMHIX
KaMIIaHili; HETaTUB Y COL[ialTbHUX
Mepexax (PR-kpu3n); po3MuBanHs
OpeH-TIO3UIIOHYBaHHS.

[lamiHHAS KyTiBETHHOI CIIPOMOYKHOCTI,
pi3ka 3MiHa TpeH/IB i BIOZOOaHb
[TBOBOT ayAUTOPIi.

ATpecHBHI MapKETHHIOBI aTaKku
CYTIEPHUIKIB; BUXi/l HA pUHOK MTOTYKHHIX
HOBHX TPaBIliB 200 3aMiHHHKIB.

Brpara yHiKa1pHOT TOPrOBOi MPOMO3MIIii
(VTII); HepiamoBiAHICTE OpeHY
UIHHOCTSIM ayAHUTOpii.

[Iponosxennst Tab. 2

3BYKEHHS Map>KUHAJIBHOTO
npuOYTKY, BTpaTa YaCTKH PHUHKY.

HediuuT ToBapy B TOUKax
poJaxy, mTpadHi CaHKIIi1, 3pHUB
MIOCTABOK.

[TamiHHS TOBIpH KITIEHTIB,
Hee()eKTUBHE BUTPAYaHHS
MapKETHHTOBOTO OIO/KETY.

CKOpOUCHHS EMHOCTI PUHKY,
3aTOBapIOBaHHS CKJIAJICHKUX
3AJIUIIKIB.

Brpara kimo40BUX KITI€HTIB,
HEOOXITHICTE IM03aIIJIAaHOBUX
BUTpAT.

[InyTannnaa y CipuiHATTI
OpeHy, MaaiHHs JIOSUTBHOCTI
CIIO’KMBAYiB.

JApyruii eran: OuiHOBaHHA Ta BUOIP aJIbTEPHATHBHUX MAPKETHHIOBHUX CTPaTerii
iHCTpyMeHTamMH Teopii irop

[Ticns inenTHdikanii Ta KBaHTH(}iKalii MAPKETHUHTOBUX PU3HKIB PO3POOIISETHCS CIEKTP
anbTepHATUBHUX CTpaTerii pearyBaHHs. Jlpyruii eram Mojeni HPHUCBSIUEHUN TEOPETUKO-
IrpoBiif onTHMIi3allii cTpaTeriyHoro BUOOpPY 3a IBOMa HanpsMamu (puc. 2).

I'pa 13 30BHImIHIM cepenoBuiem (rpa 3 «lIpupomoro») onepye MaTpuaHOO MOAEIUTIO [
=(A,IL K), ne A =(Al, A2, ..., Am) — MHOXXHHA aTbTepPHATUBHUX CTPATEriil MiAMPHEMCTBA,
IT = (I11, 112, ..., TIn) — cTaHu 30BHIIHBOTO cepeaoBuila, a K = |[aij|| — marixHa MaTpuIst
BurpaiiB. Ockinbku «[Ipuposa» He € CBIIOMHUM CYNPOTHBHHMKOM, BHOIp 311HCHIOETHCA 32
creriaJbHUMU KpuTepiamu (Tadm. 3).
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MapkeTuHr i U POBI TEXHOJIOTI1

MAPKETUHIOBI CTPATEFIi PEAFTYBAHHA HA PU3UKK

POopMyBaHHA Ta TEOPETUKO-IrPoBa ONTUMI3auia anbTepHaTUBHUX CLeHapiis

IFPU 3 «<NPUPOOOIO» IFPU 3 KOHKYPEHTAMW

(MacuBHe 30BHILUHE cepefoBuLIEe)

(CBinoma akTUBHa NpoTHAis)

KpuTepii NpUAHATTA pilleHb B YMOBaX HeBU3HAYEeHOCTi: Mopaeni crpaTerivHoro nporubopcrea:

* KpuTepii Banbaa (MakcuMiH):
Opi€eHTauia Ha Halripwwnii cueHapii (necumism)

* AHTAroHiCTUMHI MaTpUYHI irpm:
KoHNIKT iHTepeciB i3 HyNbLOROK CyMOlo

* KpuTtepin CeBigXa (MiHiMaKcHUHA Xanb):
MiHiMi3aLia MakcuMansHOro pusnKy BTpaT

* Yucri cTparerii:

Mowyk cTilKoi cinnosoi ToukK (mMinimax)
* KpuTtepiu Jlannaca (piBHOWMOBIpHiCTB):  3MiwaHi cTparerii:
YcepeaHeHHA BUrpaLlie 3a BCiMa cTaHamu MmoBipHicHWiA posnogin eubopy ansTepHaTMB

‘ o
+ KpuTepiit l'ypeiua (KoMnpoMicHmi): ARCEIER ST TICHE L IELE

BanaHc MK ONTUMIi3MOM Ta necumMizmom (a)

(N A _/

Pucynok 2 — CTpyKTypa TEOpETHKO-ITPOBOT OIIHKK CTPATErYHUX AIBTEPHATHB HA APYTrOMY
erari

Tabmuus 3 — Cucremarunzaliiss KpUTEPiiB MPUHHATTS PilIeHb B irpax i3 30BHIIIHIM
cepenoBuieM (3a nanumu [13])

Kpurepiit npuiAHATTS Xapaktep miaxoxy Cdepa Ta MeTa 3acToCyBaHHS

pimreHp

Banpna (MakcuMiHHMIA)

Jlanmaca
(piBHOMMOBIpHOCT!I)

I'ypeina (ontumizmy-
MIECUMI3MY)

Cesimxa (MiHIMAKCHOTO
HKAITIO)

AOCOIIIOTHO
IIECUMICTHYHHMI

Helitpansuuit

'ayYkuil KOMITPOMiCHHHA

MiHimi3arllist BTpaueHHX
MO>KJINBOCTEHN

lapanTye HaWBHIWIA 13 HAWTIPIIIX
pe3ynbratiB. JoninbHUR 32 YMOBH BHCOKOT
3arpo3u OAaHKPYTCTBa Ta BIICYTHOCTI JaHUX
PO HMOBIPHOCTI.

3acTOCOBYETHCS 3a NPUITYILCHHS
PIBHOMMOBIPHOCTI YCiX CTaHiB CepeoBUINA
yepe3 Opax iHpopmarii.

Jo3BoJIsi€ PeryiOBaTh piBeHb CXHIBHOCTI
JI0 PH3HKY Yepe3 KOehilieHT ONTHMI3MY o €
[0, 1].

MiHiMi3ye MaKCUMaJIbHUH Kajb (BTpayeHy
BUTOJTy) BiJl HEONITUMAJILHOTO BUOOpY
cTparerii 3a GaKTHYHOTO CTaHy
CEepeIoBHUILA.

O.1. Awxina, O.JI. I'ypa, B.O. Aukxosuii. Tpuemanna mooenb OYiHIO8AHHA MAPKEMUHLOBUX
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Y  BuUmaaKy aKTUBHOI MNPOTUMAIl KOHKYPEHTIB  BHKOPHUCTOBYETHCS — amapar
AHTArOHICTHYHUX MAaTPUYHUX iTOp, € CYIIEPHHUKH MMPArHyTh MAaKCUMI3yBaTH BIACHY BUTOIY 32
paxyHOK onoHeHTa (Tab:. 4).

Tabmuust 4 — [lopiBHSUIBHHI aHAIII3 ITOP Y YMCTHX Ta 3MIIIAHUX CTPATETisIX

O3Haka IOPIBHIHHS YucTi crparerii 3Minrani cTpaTerii
YMoBa icHyBaHHS 306ir HIDKHBOI Ta BEPXHBOI I[iH BincyTHicTh CinoBOi TOUKH: o #
PO3B'A3KY rpu: o = 3 (HasBHICTb CiAI0BO] B.

TOYKH).
Xapaktep NpUHHATTS HetepmiHoBaHuiil: 0OUpaeThCs CToxacTUYHUI1: BUMTAIKOBHUHA
pieHs OJTHA €IMHA ONITUMaIbHa BHOIp ACKITHKOX CTpPATETIH 3
CTpaTerisi. BU3HAUYEHNMHU HMOBipHOCTSIMU P
= (pl, p2, ..., pm).
CTiHKICTP pillIEHHS AOCOIOTHA CTIHKICTB: CTilKICTh y CepEIHbOMY:
OZTHOCTOPOHHE BiJIXMJICHHS OINITHMI3y€ThCSl MAaTEMaTHIHE
MIOTIpIITy€E Pe3yibTar. CIIOJTiBaHHS BUTPAIIy.
lapanTis icHyBaHHS Po3B's130K icHY€E He 3aBXK/IH. 3aBxIU ICHY€E PO3B'SI30K
(Teopema ¢don Helimana nipo
MIHIMaKC).
MeTtoau po3B'si3aHHSA AmHari3z MiHIMaKCiB Ta MOLIYK ®opmynu 2X2, reOMEeTpUYHUN
CIIUTOBOi TOYKH y MATpPHIII. METO/I, PIllIeHHS 3a7]a4 JIiHIHHOTO
NIpOrpaMyBaHHsA.

Tperiii eran: Croxactuuna Bepudikanis crpareriii Ta popmyBaHHs cucTeMu
Tpurepis meronomM Monte-Kapao

Jlpyruii eram J03BOJII€E BH3HAYWTH ONTHUMAIIbHY CTpATETil0 Ha OCHOBI JUCKPETHOI
Mmartpuili BurpamiB. OJHak peaJbHE MAapKETUHIOBE CEPEJOBHUIIE XapaKTePU3YeEThCs
Oe3nepepBHUMHU KOJMBAaHHSMU UYWHHHUKIB (I[1H, MONUTY, piBHA 1HQIANI, BUTpaT Ha
npocyBaHHs). Tperii eTan Mozesi BUpillye KPUTUYHO Ba)KJIMBE 3aBJAHHS: OLIHKY CTIHKOCTI
00paHoi cTpaterii 10 CTOXaCTUYHUX PUHKOBUX KOJMBAHb Ta pO3POOKY KUIbKICHUX OPIEHTHUPIB
MOHITOPHUHTY 32 A0noMororo Merory Mounre-Kapo.

Mix TpbOMa eTanamMy MOJIEINI ICHYE IPSIMUI CHHEPIe€TUYHUH 3B'SI30K: KIIFOUOBI JKepena
HEBU3HAUYEHOCTI, iAeHTU(dikoBaHi Ha mepmomy etami (4P/7P), TpanchopmytoTees y
cToxacTuuHi 3MiHHI Mojeni Monrte-Kapno, a ontumanbHa crpaterisi, oOpaHa Ha JPYromy
eTari, BUCTYNa€e (PYHKLUIOHATBHUM KapKacoM Ul CUMYIALIi. AJTOpUTM peaiizalii TpeThoro
eTany CKJIaaeTbes 3 6 KpokiB (Tabdi. 5).
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Tabmuist 5 — AropuT™ CTOXaCTHYHOTO BepuiKyBaHHS cTpaTerii MmeToioM MoHTe-

Kapio

3MICT eTammy CUMYJISIii

[IpakTiyaHa peami3aris Ta pe3yiIbTaTh

1 [ToGynoBa GpyHKIIIOHAIBEHOT
Mozeni

2 Criennikarist 3aKOHIB PO3MIOALTY

3 I'enepariist cTOXaCTHYHUX
CIICHapIiB

4 Po3paxyHok pe3ysbTaTUBHUX
MOKa3HUKIB

5 CraructrnaHa 00poOka
pe3ybTaTiB

6 ®opmysanns KPI ta Tpurepis
MOHITOPHHTY

dopmMyoBaHHS HiNBOBOT QYHKIIT pe3yabTaTy
ctparerii: [Ipudyrok = f(Ilonur, Llina, Butparn,
MapKeTHHIOBHIA OFOJIKET).

BusnaueHHs 3aK0HIB po3MoIiTy iIMOBipHOCTEH
BXiHHUX 3MiHHUX (HOpManbHUHE N(U, G),
TPUKYTHUH, pIBHOMIpHUIT) Ha OCHOBI
PETPOCIEKTHBHUX AaHUX a0o aHami3y 1-ro eramy.

IIpoenerns N = 10 000—100 000 iTepamiiaux
BHIIPOOYBaHb METOJIOM TICEBJIOBUIIAJIKOBUX
qucen.

OOuKceHHs UTLOBOTO PE3yNbTary (IpUOYTKY)
1715l KOXKHOTO 3 N 3reHepoBaHUX CLICHApIIB.

[TobymoBa eMImipuYHOTO PO3NOILTY
HMOBIpHOCTEH, OOUYHCIICHHS! MATEMaTHIHOTO
cnoaiBanus E(X), nucnepcii 62, BONIaTUIBHOCTI
CV Ta KBaHTHIIIB.

Busnauenns ninmsoBoro KPI, mexi 3actepexeHHs
(>xoBTa 30Ha) Ta KpUTHYHOTO piBHA Value at Risk
(uepBOHa 30Ha).

Pesynbratu cumynsauii Monte-Kapio 103Bossi0Th po3paxyBaT KOMIUIEKCHY CUCTEMY

IHAMKATOPIB PU3HKY (TabI. 6).

Tabnuus 6 — [HaMKaTOpu pU3UKY Ta X NPU3HAYECHHS y CUCTEMI aHAJI3y

[nnukarop pusuky ®opmyna / Criocib VYnpaBimiHCbKE NPU3HAYCHHS

PO3paxyHKy

MaremaTnune E(X)
cnoaiBanus E(X)

CranpapTHe o
BIIXWUJIEHHSA G

BazoBwuii ouikyBanuii edekt Bix
peadizaii ctparterii (cepeaHe
3HAYCHHS).

AGcommoTHa Mipa KOTUBAIBHOCTI
(BOJIATHJILHOCTI) T4 PU3MKOBAHOCTI.

Koediuient Bapiarmii CV =0 /EX) BigHocHa Mipa pu3uKy Ha OAMHUIIO

Ccv npuOyTKy. J{03BOIISIE MOPIBHIOBATH
pi3Hi 32 MaciuTaboM cTparerii.

O.1. Awxina, O.JI. I'ypa, B.O. Aukxosuii. Tpuemanna mooenb OYiHIO8AHHA MAPKEMUHLOBUX 159
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[IponosxenHnst Tab. 6

Value at Risk VaR 5% = E(X) — Percentile_5%(X) MakcuMaabHO MOXKIIHBI BTpaTH
(VaR_5%) e(heKTy 3 3a/1aHOI0 JIOBIPYOIO
imoBipHicTIO 95%.

IMOBipHiCTh P(X < 0) = Count(Xi < 0)/N Orrirka abCOMOTHOTO PU3UKY
30MTKOBOCTI BHHHKHEHHS PAMUX (piHAHCOBHUX
P(X <0) 30HUTKIB.

Ha ocHOBI 3reHepOBaHOr0 eMITIPHYHOTO PO3MOALTY OYAY€EThCsl JBOIOPOroBa CHCTEMa
KOHTPOJIIO peastizalii cTparerii:

HinsoBuii KPl (3esieHa 30HAa) — BCTAHOBIIOETHCS HA PIBHI MaTeMaTHYHOTO
cnomiBanus E(X) abo wmenmianm posmogity — 1€ 0a30BUil OpPIEHTHP HOPMAIBHOTO
(byHKITIOHYBaHHSI.

Tpurep nomepemxenHsi (’KoBra 30Ha) — 3HAYeHHS, 10 BiamoBigae 20-25-my

nepreHTwo posnoainy (opieatoBHo E(X) - 0.80). Curnanizye npo moMipHe BiIXUICHHS BiJ
IUTaHY, SKe MOTpeOye MiIBUIICHOI yBaru 0€3 pauKaabHOI 3MiHH CTpaTerii.

Kpurnunnii tpurep (UepBona 3oma) — moporoBe 3HaucHHs VaR_ 5% (5-ii
NEepUEHTHIIb po3NoAiTy). [lepeTnH mporo pyoexxy CBIIYUTH MPO BHUXIJ CUCTEMHU y KPUTHUYHY
30HY 30MTKOBOCTI Ta BUMarae HeraifHoi KOpEeKIlii MapKeTHHIOBOI CTpaTerii abo 3aCTOCYBaHHS
pe3epBHUX ILIAHIB.

IpakTUYHMH YUCJTOBUIA MPUKJIA] CTOXACTUYHOIO OLIHIOBAHHS

Jnst imrocTpartii po3ristHeMo o0paHy Ha IpyroMy eTari CTpaTerito, MpuOyTOK Bija SKOi
(THC. TPH) 3aNeKUTh BiA cToxactuuHoro nonuty: [Ipubyrok = 0,12 x Ilomut - 20. ITonut
MOJICTIOETHCS HOpMambHUM po3noaiioM N(n = 1000, o = 150) oguauis. [Iposenerno N = 50
000 ireparriit cumysnsii. PesynapTatu y3araibHeHO B Ta0I. 7.

Tabmuus 7 — Pe3ynbraTé CTOXaCTUYHOTO MOJICIIOBAHHS Ta TapaMeTpH CHCTEMHU
KOHTPOJTIO

IToxasHuk cuMymAmii Po3paxoBane IHTepmpeTaris 11 CHCTEMU MOHITOPHUHTY

3HAYCHHA

MatreMaTHYHe CIIO/iBaHHS 100,0 tuc. rpa LinsoBuit KPI (3enena 30Ha) — 6a3oBuii
E(ITpubyTtox) IUTaH MPHOYTKY.
CraHaapTHe BIIXWICHHS G 18,0 THc. rpH Mipa abCONOTHOTO BiIXUIICHHS IPHOYTKY

3a MICSIIb/KBapTaL

KoediuienT Bapianii CV 0,18 (18,0%) [MomipHwuii piBeHb BigHOCHOTO pH3HKy (CV <
30%).

Tpurep monepemxernns (XKopra 85,0 Tuc. rpu [Moporose 3HaveHHs (20-i MEPUEHTID) —

30Ha) CHUTHAJ IS ayTUTY NPOJIaKiB.

Kpurnunnii Tpurep VaR 5% 70,3 THc. rpH Hixus Mexa nmpuOyTKy 3 1oBipoto 95% —

(UepBona 30Ha) CHUTHAJ ISl TIEPErJIsily CTpaTerii.

Po3paxyHok mokasye, 1110 WMOBIPHICTh BUHUKHEHHS npssMux 30uTkiB P(IIpubyrok < 0)
cranoBuTh MeH1re 0,001%, 1o miaTBeppKye BUCOKY (PiHAHCOBY CTIMKICTh 0OpaHOi CcTpaTerii.
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Takum unHOM, MeTo1 MoHTe-Kapiio noriuHo 3aBepliye TpUeTaHy MO/IENb, TPaHCHOPMYIOUN
CTaTUYHUU irpOBUI BUOIp y THYUKY, KIJIbKICHO OOIPYHTOBaHY CHCTEMY MOHITOPHHTY.

BucHOBKH Ta mNepCHneKTHBH NOAAJIBIIUX JTOCTIIKeHb. Y CTaTTli 3AIHCHEHO
TEOPETUYHE y3arajlbHEHHS Ta 3alpOIIOHOBAHO HOBE BUPILICHHS HAyKOBO-TIPAKTUYHOI 3a/1adi
I0JI0 ITiJIBUIIEHHS OOIPYHTOBAHOCTI CTpATEriYHMX MAapKETUHTOBHX pillleHb B YMOBaX
CTOXAacTU4HOI HeBu3HaueHocTi. OCHOBHI HAyKOBI Ta NPAKTU4HI PE3YJIbTAaTH JOCIIJKECHHS
HOJIATAIOTh Y HACTYITHOMY:

1. Po3po06seHO KOHIENTyalbHYy TPUETAIIHY MOJEIb OLIHIOBAHHS MAapKETHHTOBHX
PHU3HKIB 1 BUOOPY ONTUMAJIBHOI CTpaTterii, sika 3a0e3reduye HAaCKpI3HY IHTETpallilo sSKiCHOTO
(GakTOpHOTO aHalli3y, TEOPETHKO-IrPOBOI ONTHMI3alil albTEPHATUB Ta CTOXACTHYHOTO
iMiTaImiitHoro MojenoBaHHsa. JloBeneHo, Mo TiOpuau3ariss MUX I1HCTPYMEHTIB J03BOJISIE
YCYHYTH HEJOJIKH TPAIUIIHHUX TETEPMIHOBAHUX ITiIXO/IiB.

2. 3anponoHOBaHO 8-KPOKOBHUI alrOpUTM TpaHCHOpMAIil XaOTHYHOI HEBU3HAUYCHOCTI
y CTPYKTYPOBaHI MapKETUHTOBI pU3HKHU Ta CPOPMOBAHO PO3IIUPEHY KiIacu(}iKaliro pu3HKiB 3a
eIEMEHTaMH KOMIUIEKCY MapkeTuHry (4P/7P), 1o m03BoJsiE KOMILJIEKCHO JIOKATi3yBaTh
3arpo3u y po3pisi MpoayKTOBOI, IIIHOBO, 30yTOBOT Ta KOMYHIKAI[II{HOT MTONITHK HiAPHEMCTBA.

3. CucremaTtu3oBaHO MaTeMaTHYHUN amapar Teopii 1rop /s OLIHIOBAaHHS
MapKETUHTOBUX cTparerid. OOrpyHTOBaHO MOIUIBHICTH 3aCTOCYBaHHS KpuTepiiB Banpna,
Cesimxka, Jlanmaca ta ['ypBina s irop 3 nacuBauMm cepenosuuieM («IIpuponoro») Ta anapaty
AHTArOHICTHYHUX ITOp Yy YHCTHX 1 3MIIIAaHUX CTpaTerisx (Teopema ¢gon Heiimana) 3a ymoB
AKTUBHOI MPOTH/Iii KOHKYPEHTIB.

4. Po3po06IiieHO0 METOIMKY CTOXAaCTHYHOTO BepH(iKyBaHHS 00paHOi CTpaTerii METOI0OM
Mounrte-Kapuo, sika Tpanchopmye AUCKpeTHUN BUOIp y Oe3mepepBHUN pO3MOIii HMOBIPHOCTEM
PEe3yABTATUBHOTO TOKa3HUKA. 3almpONOHOBAHO METOJOJIOTII0 pO3paxyHKy IinboBoro KPI,
koedimienta Bapiamii, mokasuuka Value at Risk (VaR 5%) ta moOymoBH JIBOIOPOTOBOI
CHCTEMH TPHUTEPiB MOHITOPUHTY (’KOBTA Ta YEPBOHA 30HM).

[TepcriekTUBY MOJANBIINX JAOCIIKEHb MOJIATAI0Th Y PO3pOOIll MPOrpaMHUX MOAYJIB
ABTOMATH30BAHOTO Mi00PY MiIXOASIINX 3aKOHIB pO3NOILTY HMOBIPHOCTEH BX1THUX 3MIHHUX
Ha OCHOBI aJITOPUTMiB MalIMHHOro HaBuaHHs (Machine Learning) Ta iHTerpartii po3po0neHoi
TpueranHoi mojeni y koprnoparuBHi ERP/CRM-cuctemu i1 MOHITOPUHTY PU3UKIB Y PEKUMI
peasbHOro vacy.
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Three-Stage Model for Assessing Marketing Risks and Selecting an Optimal Strategy

The aim of the article is to provide a theoretical and methodological substantiation, together
with a practical elaboration, of a comprehensive three-stage model for assessing marketing risks and
selecting an optimal strategy for an enterprise operating under conditions of high volatility,
informational asymmetry and stochastic uncertainty of the marketing environment. Traditional
deterministic and purely intuitive approaches to strategic marketing planning have proven insufficiently
reliable under such conditions, which creates the need for a hybrid risk-management methodology
capable of formalizing uncertainty, evaluating alternative strategies quantitatively and verifying their
stability before implementation. The article seeks to integrate qualitative identification of marketing
uncertainty with quantitative decision-making tools drawn from game theory and simulation modelling,
thereby bridging the gap between conceptual risk classification and applied strategic decision support.

Analysis results. The study systematizes the principal types of marketing uncertainty according
to the elements of the extended marketing mix (4P/7P — product, price, place, promotion, people,
process, physical evidence), which allows the sources of marketing risk to be traced to specific
managerial decision areas rather than treated as an undifferentiated aggregate. The key factors
generating marketing risk are identified, including demand volatility, competitive reactions, pricing

O.1. Awxina, O.JI. I'ypa, B.O. Aukxosuii. Tpuemanna mooenb OYiHIO8AHHA MAPKEMUHLOBUX

. . 163
PU3UKIB 1 6u60py onmumdajlbHol cmpamecii



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 3, 2026 ISSN 2523-434X (Online)

instability, channel disruptions and communication-effectiveness uncertainty. On this basis, a three-
stage decision-support model is proposed. At the first stage, uncertainty is identified and structured both
qualitatively and quantitatively across the marketing-mix elements, producing a payoff matrix that
reflects possible states of the environment (“states of Nature™) and the corresponding strategic
alternatives. At the second stage, the model applies game-theoretic optimization: decisions are
evaluated as games against "Nature™ using the classical criteria of Wald (maximin, extreme pessimism),
Savage (minimax regret), Laplace (principle of insufficient reason) and Hurwicz (weighted optimism—
pessimism index), while competitive interactions are additionally modelled as antagonistic (zero-sum)
games with rival firms, capturing the strategic interdependence absent from single-agent decision
criteria. Combining these criteria enables decision-makers to compare strategies under different risk
attitudes and information conditions rather than relying on a single, potentially biased criterion. At the
third stage, the strategies selected through the game-theoretic procedure undergo stochastic verification
by means of the Monte Carlo method, which simulates a large number of possible market scenarios and
allows the probability of critical or catastrophic losses associated with each strategy to be estimated.
This final stage transforms the deterministic outputs of the game-theoretic analysis into probabilistic
risk profiles, giving managers a measure of downside risk exposure rather than a single point estimate
of expected payoff. The integration of the three stages produces a coherent decision-support algorithm
that moves from structured uncertainty identification, through multi-criteria strategic choice, to
probabilistic resilience testing.

Conclusions and directions for further research. The proposed three-stage model
demonstrates that marketing-risk management can be substantially strengthened by combining
classification of uncertainty across the marketing mix, multi-criteria game-theoretic decision rules and
Monte Carlo—based stochastic verification into a single, internally consistent procedure. This approach
reduces reliance on subjective, intuitive judgment, increases the transparency and reproducibility of
strategic marketing decisions, and provides enterprises with a guantitative basis for assessing the
resilience of chosen strategies to adverse market developments. The model is particularly relevant for
enterprises operating in volatile, competitively intense or informationally asymmetric markets, where
the cost of an unverified strategic error can be substantial. Directions for further research include the
empirical testing and calibration of the model using longitudinal data from enterprises in different
industries and market conditions; the development of dedicated software tools to automate the game-
theoretic evaluation and Monte Carlo simulation stages, thereby making the methodology accessible
for routine managerial use; the extension of the antagonistic-game component to dynamic, repeated and
multi-agent settings that capture sequential and adaptive competitor behavior; and the incorporation
of Bayesian updating mechanisms that would allow the model's probability estimates to be refined as
new market information becomes available, further enhancing its practical applicability in real-time
strategic marketing management.

Keywords: marketing risks, game theory, Monte Carlo method, stochastic uncertainty, strategic
management.
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