O0Js1ikoBa KapTKa aucepTaii

I. 3arasbHi BimOMOCTI

Jep>kaBHHH 00J1iKOBHI HOMep: 0824U003222
Oco06J1uBi TO3HAYKH: BinKkpura

JaTa peecrtpamnii: 15-10-2024

Craryc: 3amaHoBana

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. CigenpHikoB [lannno CepriiioBuy

2. Danylo Sidielnikov

KBasmigikamis:

InenTudikarop ORCHID ID: 0000-0001-5902-016X

Bupg, pucepranii: nokrop dinocodii

IIIudp HayKoOBOi CIENiaIbHOCTI: 075

HasBa HayKOBOi cneniaJbHOCTI: MapkeTur

T'anysb / ranysi 3HaHb:

OcBiTHBO-HayKOBa IIporpama 3i crneniajbHOCTi: MapKeTuHr
Jara 3axmcTy: 01-11-2024

CneniaJbHICTh 32 OCBITOIO: MapkeTuHr

Micue po6oTH 34,00yBaya: [lepkaBHuil TOPrOBENIbHO-€KOHOMIYHUIA YHIBEPCUTET
Kopg 3a €APIIOY: 44470624

Micue3HaxoaKeHHS: ByJ1. Kioro, 6yz. 19, Kuis, 02156, Ykpaina
dopma BracHOCTI: JlepxaBHa

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH i HAayKu YKpaiHu
InenTudikarop ROR:

CeKTOop HayKH:. YHIBEPCUTETCHKUI



I11. BizomMocTi mIpo aucepraiiiro

IIIudp cnenianizoBaHoi BYUEHOI pagH (pa30Boi Cleliagai3oBaHOi BY€HOI pagu). 1d 26.055.079
IloBHe HalMEeHYBaHHSI IOPHUAHUYHOI 0COOH: [lepkaBHUII TOPrOBEIbHO-EKOHOMIYHUIA YHIBEPCUTET
Kopg 3a €APIIOY: 44470624

Micue3Haxoa KeHHS: By Kioro, 6yx. 19, Kuis, 02156, Vkpaina

dopma BracHOCTI: JlepxaBHa

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH i HayKK YKpaiHu

InenTudikarop ROR:

CeKTOop HayKH:. YHiBEPCUTETCHKUI

IV. BizomocTi ripo miznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
BHKOHAHO JHCEPTaIlilo

IloBHe HaliMEeHYBaHHSI IOPHUAHUYHOI OCOOM: [lepKaBHUI TOPrOBEIbHO-EKOHOMIYHMUI YHIBEPCUTET
Kopg 3a €APIIOY: 44470624

Micue3Haxoa KeHHS: sy Kioto, 6yx. 19, Kuis, 02156, Vkpaina

dopma BracHOCTI: JlepxasHa

Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKH YKpaiHu

InenTudikarop ROR:

CeKTOp HayKH: YHIBEPCUTETCHKUI

V. BimomocTi npo gucepraniio

MoBga auceprTaliii: Vkpaincoka

Koau TemaTHYHHUX PyOpPHK: 06.81.55, 06.81.03

Tema gucepranii:

1. Crparerii couiabHO-BiANOBiIaIBHOTO MAPKETUHTY MiAIIPUEMCTB Y cdepi CIOPTY

2. Strategies for socially responsible marketing of enterprises in the field of sports

Pedepar:

1. O6rpyHTYyBaHO TEOPETUKO-METOAMYHI 3acaiy i NPaKTUYHI peKoMeHallii o0 GopMYyBaHHS CTpaTerii
COLlia/IbHO-BifTIOBIIaJIbBHOTO MapKETHHIY MiJIIPUEMCTB y cpepi cnopTy. BusBieHo 0CO6IMBOCTI €BOJIOL]
coliaZIbHO- BilNOBiZABHOTO MAPKETUHTY, PO3KPUTO CYTHICTh COLIiaJIbHO BiIOBiZAIbHOTO MAPKETUHTY Ta
OKpEeCJIEHO BM3HAyYaJbHi pUCH B ITOPiBHSIHHI 3 CyMDKHUMU KaTeropissmu. CpopmyIbOBaHO aBTOPCbKe BU3HAUEHHS
MIOHSITTSI «COLia/IbHO-BiJTIOBIIAIbHUI MAaPKETUHT», (POKYCYIOUMCh HA CTPATETiYHOMY MifAXOAi A0 YIIPaBJIiHHS Ta
iHTerpauii LiHHOCTeH B IIpoLeci 3a,0BOJIEHHS IOTPEO Ta OYiKyBaHb CTEHUKroAepiB. PO3po6ieHo TeopeTniHy
MOJeJIb COLiajIbHO-BiANOBINAIbHOIO MapKETHHTY, SIKa IEMOHCTPYE HOT0 PO3BUTOK Bif nepudepiiiHoi 3a1adi 10
LIEHTPaJIbHOTO KOMIIJIEKCHOTO CKJIaZiHUKa 6i3Hecy. [TpoaHanisoBaHO HAayKOBi Mifxonu Ao GOpMyBaHHS CTpaTerii

COLliaJIbHO- BiATIOBiAaIbHOTO MApKETHHTY Ta OOIPYHTOBAHO JOLINIBHICTh PO3POOIEHHS KOMIJIEKCHOTO MiIX0y,



SIKUI 61 ollepyBaB IPUHLUIIAMU [TPOLLECHOrO Ninxony, 4 P (kommiekcy mapkeTuHry) ta STP-migxony.
CdopMysibOBaHO aBTOPChKE BU3HAYEHHS CTpaTerii coliabHO-BifTIOBIIaIbHOTO MAapPKeTHHIY LIJISIXOM y3arajbHEeHHS
KJIIOYOBHX aCIIEKTiB OCTaHHLOI'O Ta 3MIiCTY MapKETHMHIOBOI CTpaTerii 3 ypaxyBaHHSIM YTOYHEHOTO iepapXi4HOro
NiAnoPsAIKyBaHHS BiANOBIIHMX 3aXO0AiB i Aiil. Bu3HaueHo Micle cTparerii coLiasbHO-BiANOBIHaJbHOTO MAPKETUHIY
B CTpaTerivHoMy Habopi nignpuemcrsa. KnacudikoBaHo cTparerii colliaibHO-BiIMNOBIIaTbHOIO MAPKETUHTY 3a
PIBHSIMU YIIPABJIiHHA Ta CUCTEMATU30BaHO aKTMBHOCTI COLiaIbHO-BiJIIIOBiIaJIbHOTO MAapPKETUHTY 32
(yHKUiOHaIBHUMU cpepaMu. PO3KPUTO cTpaTeriyHy poJjib COLiaIbHO-BiIIOBiAa/IbHOIO MAPKETUHTY Y CUCTEMI
VIPaBJIiHHS NigIIPUEMCTB CIIOPTUBHOI cdepu. PO3p06sIeHO CTPYKTYPHY MOZEJIb COLiaIbHO-BiINOBiAAIBHOTO
MapKeTHHTY y cdepi criopTy, sika popmye ysBiieHHs IPo iHPPacTPyKTypy cdepu CIOPTY SIK €AUHUIN COLiabHO-
€KOHOMIYHMI ITPOCTIP, ONMCY€E PYLIiFHI CUJIM, CKJIaHO0BI Ta iIHCTPYMEHTHU COLia/IbHO-BiAIIOBiIa/IbHOTO MAaPKETUHLY B
il cdepi. BuokpemseHO cTpaTeriuHi OpieHTUPH COLiaIbHO-BiANIOBiNAIbHOTO MAPKETUHTY Y C(Pepi CIIOPTY.
JocnimKeHO eBOMIOLII0 KOHLEILIi COLia/bHO-BiIIIOBIAATIEHOIO MAPKETUHTIY Y CIIOPTi, 0XapaKTepPU30BAHO
CTpaTeriyHi OpieHTUPHU COLiaIbHOI BiATIOBIAJIbHOCTI NiATIPUEMCTB Y cdepi CIIOPTY, OKPECIEHO 3aCo0HU iX
IOCSITHEHHS. PO3BMHYTO HAyKOBO-METOIMYHUI MiMXi] 10 BU3BHAUYEHHS HAlOIIbII BIVIMBOBUX JIpaliBepiB i 6ap’epi
COLiaJIbHO-BiZITOBiIaIbLHOTO MAPKETUHIY y CIIOPTUBHIN iHAYCTpPii HA OCHOBI MATPUYHOTO METOLY €KCIIEPTHUX
oniHok. CucremaTtr3oBaHo (akTopu GopMyBaHHS CTpaTerii ColLiaJbHO-BiANOBIIAIbHOTO MapKeTUHTY Y cdepi
CIIOPTY 32 HalpsIMaMy BHYTPIIIHLOTO i 30BHIIIHBOTO BIUVIMBY. OOIPYHTOBAHO HANOIbII BAXKJIMBI (PaKTOpH i HaNpsImMu
(opMyBaHHSI CTpaTerii ColLiaIbHO-BiINOBiAATBHOIO MAPKETUHTY MiANpUeEMCTB chepu cnopTy. OGIpyHTOBAHO
IOLiNMbHICTE (POPMYBAHHS COLia/IbHO-BiJIIOBia/IbHOTO MAPKETUHIOBOTO BILIMBY Y€Pe3 HANMOIYJISpHilli BUAY
CIIOPTY B KOHKpETHUX KpaiHax. Po3po6sieHo KOHLenTyaabHy Moieslb (QOPMYBaHHS CTpaTerii colliabHO-
BiITIOBiJaJIbHOTO MAPKETUHTIY. BU3Hau€HO Ta y3arajbHEHO XapaKTepHi pUCH NiJNIPHUeMCTB cepu CIIOPTY Ha OCHOBI
ix rpynyBaHHs 3a Tunamu. KomnapaTuBHuM aHasi3 COLiaIbHOI BilIOBiNaJILHOCTI 6PEHIiB CIIOPTUMBHOI chepu Ta
iHIKX rajyseil cTaB MiArpyHTSIM AJist po3BuHeHHs STP-minxony no dopmMyBaHHS cTpaTerii coLiabHO-
BiITIOBiJJaJIbHOTO MapKETUHTIY B cpepi crnopTy. YTouHeHo 6a30Bi Ta crelu@iuHi IPUHIMIIN COLliaIbHO-
BiITIOBiJaJIbHOTO MAPKETUHIY MiAIIPUEMCTB B C(PEPIi CIIOPTY B CKIaAi po3pobseHoi mogesni. ChopMyIb0OBaHO
aBTOPCbKE BU3HAYEHHSI [TOHSTTSI «KKOHKYPEHTHA COLIiaJIbHO- BiZTIOBia/lbHA II€peBara», o AeMOHCTPYE MOXKJINBOCTI
opraHizatlii epeKTUBHO y3roJpKyBaTH CBOIO JisiJIbHICTb, IPOLYKTU Ta IIOCJIYTY 3 €TUYHUMU IIPAaKTUKaMU, CTATIUM
PO3BUTKOM i 3aJTy4E€HHSIM CIIIJIBHOTU Kpallle 32 KOHKYPeHTiB. OGI'PYHTOBAaHO MOXJINBOCTI (POPMYBaHHS
KOHKYPEHTHOI COllia/lbHO-BiANIOBiNaIbHOI TepeBaru Ha oCHOBI 4P-migxony. Po3po6eHOo cCuCTEMHY MO b
OLIiHIOBaHHS e(PEeKTUBHOCTI CTPATeTill CoLiaJlbHO-BiANOBINAIbHOTO MapKETUHTY MiApueMcTB Y cdepi criopty. B ii
Me>Kax 3alpPOIIOHOBAHO HAYKOBO-METOAUYHUI MiXiM 40 OLiHIOBaHHS €(PEKTUBHOCTI CTpaTeTill CollialbHO-
BiZITIOBiZJaJIbHOTO MAPKETHUHIY, 1110 BPAXOBY€E PUCU CIIOPTY K IMPOAYKTY i IK iIHCTPYMEHTY COLjialIbHOI
BiNoBizasmbHOCTI. BU3HaYeHo npoluec o6IpyHTYBaHHSI CTpPATETii COLialbHO-BiAIOBiJaJIbBHOTO MAPKETUHTY
nignpuemcts y cdepi criopTy Ha ocHOBi KPI Ta 06rpyHTOBaHO HOr0 IOLibHICTb. OXapaKTepu30BaHO HAIPSIMU
COllia/IbHO-BiITIOBIIaIbBHOTO MapKEeTHHTIY 17151 PyTOOIbHUX K1y6iB, IPOBELEHO OLiHIOBAHHS €(EKTUBHOCTI
COLIiaJIbHO- BifOBiJaIbHOrO MapKeTUHTy. OGI'PYHTOBAaHO METOAMKY BUOOPY CTpaTerii COLialbHO-BiAiIOBiAAIbHOTO
MapKeTHHTYy PyTOOTBHIMY KITy0aMy Ha OCHOBI IIPOrHO3YBaHHS KJIIOYOBUX [TI0Ka3HUKIB e(PEKTUBHOCTI Ta 1100y10BU
IiepeBa pillleHb CTpaTeriyHoro BUGOpy ajbTepHAaTUBU. OXapakTepU30BaHO BIIUB iHTEPAKTUBHOI CTpaTerii

COllia/IbHO-BiTIOBIIaJIbBHOTO MapPKETHHIY Ha Jisi/IbHICTh PYTOOIBHUX KITYOiB.

2. The theoretical and methodological foundations and practical recommendations for the formation of strategies
for socially responsible marketing of enterprises in the field of sports are substantiated. The features of the
evolution of socially responsible marketing are identified, the essence of socially responsible marketing is disclosed
and its defining features in comparison with related categories are outlined. The author's own definition of the
concept of “socially responsible marketing” is formulated, focusing on a strategic approach to management and
integration of values in the process of meeting the needs and expectations of stakeholders. A theoretical model of
socially responsible marketing has been developed, which demonstrates its development from a peripheral task to
a central integrated component of business. The scientific approaches to the formation of socially responsible
marketing strategies are analyzed and the expediency of developing an integrated approach that would operate on



the principles of the process approach, 4 P's (marketing complex) and STP approach is substantiated. The author's
own definition of the socially responsible marketing strategy is formulated by summarizing the key aspects of the
latter and the content of the marketing strategy, taking into account the clarified hierarchical subordination of
relevant measures and actions. The place of the socially responsible marketing strategy in the strategic set of
enterprise is determined. The strategies of socially responsible marketing are classified by levels of management
and the activities of socially responsible marketing are systematized by functional areas. The strategic role of
socially responsible marketing in the management system of sports enterprises is disclosed. A structural model of
socially responsible marketing in the field of sports has been developed, which forms an idea of the infrastructure
of the sports sphere as a single socio-economic space, describes the driving forces, components and tools of
socially responsible marketing in this area. The strategic guidelines for socially responsible marketing in the field
of sports are highlighted. The evolution of the concept of socially responsible marketing in sports is studied, the
strategic guidelines of social responsibility of enterprises in the field of sports are characterized, and the means of
achieving them are outlined. A scientific and methodological approach to identifying the most influential drivers
and barriers of socially responsible marketing in the sports industry based on the matrix method of expert
assessments is developed. The factors of formation of the strategy of socially responsible marketing in the field of
sports are systematized by the directions of internal and external influence. The most important factors and
directions of formation of the strategy of socially responsible marketing of enterprises in the sphere of sports are
substantiated. The expediency of forming a socially responsible marketing influence through the most popular
sports in specific countries is substantiated. A conceptual model for the formation of a socially responsible
marketing strategy has been developed. The article identifies and summarizes the characteristic features of sports
enterprises based on their grouping by type. A comparative analysis of the social responsibility of brands in the
sports sphere and other industries has become the basis for the development of the STP approach to the
formation of a strategy for socially responsible marketing in the sports sphere. The basic and specific principles of
socially responsible marketing of enterprises in the field of sports as part of the developed model are clarified. The
possibilities of forming a competitive socially responsible advantage based on the 4P approach are substantiated. A
systematic model for evaluating the effectiveness of socially responsible marketing strategies of enterprises in the
field of sports has been developed. Within its framework, a scientific and methodological approach to evaluating
the effectiveness of socially responsible marketing strategies is proposed, taking into account the features of sport
as a product and as an instrument of social responsibility. The process of substantiating the strategy of socially
responsible marketing of enterprises in the field of sports on the basis of KPIs is defined and its feasibility is
substantiated.The directions of socially responsible marketing for football clubs are characterized, the
effectiveness of socially responsible marketing is evaluated.The methodology for choosing a strategy for socially
responsible marketing by football clubs based on forecasting key performance indicators and building a decision
tree for strategic choice of an alternative is substantiated.The influence of the interactive strategy of socially
responsible marketing on the activities of football clubs is characterized.
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2. Igor Ponomarenko

KBasidikamis: . e. u., nou., 08.00.10

InenTudikarop ORCHID ID: 0000-0003-3532-8332

JoparkoBa indopmamnist:

IToBHE HaﬁMeHyBaHHﬂ IOPUIHUYHOL 0CO0H: Jlep>kaBHMII TOPrOBEJIbHO-€KOHOMIYHUIl YHiBEpCUTET
Kopg 3a €EPIIOY: 44470624

Micue3Haxoa KeHHS: By Kioro, 6yz. 19, Kuis, 02156, Ykpaina

dopma ByracHOCTI: Jlepxasna

Cdepa ynpaBiriHHS: MinictepcTBo OCBiTH i HayKu YKpaiHu

InenTudikarop ROR:

CeKTop HayKH: YHIBEpCHTETCHKUI



VIII. 3akr04Hi BimoMocTi
Bsacue IlpisBume Im'ss [To-6aTbKOBI Bonpnaperiko Osnena CepriiHa

TOJIOBH paju

BaacHe IlpizBuiie Im's ITo-6aTbKOBI Bonnapenko Onena CepriisHa

rOJIOBYIOYOTO Ha 3acCifiaHHi

BinmoBigasbHUH 3a MiATOTOBKY CinenbHikos Jlanuno Cepriiiosid

00JIIKOBHX JOKYMEHTIB

PeecTtpartop YkpIHTEI

KepiBHuKk Bigginy YKpIHTEI, mpo €
BiZITIOBiJaJIbHUM 3a PEECTpalLilo HayKoBoi IOpuenko TeTsHa AHaToiiBHA

OisIJIbHOCTI




