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Pedepar:

1. IncepTariito prcBsYeHO BUPIIIEHHIO aKTyaJbHOI'O HAYKOBOTO 3aBJJaHHS 1010 PO3POOJIEHHS TEOPETUKO-
METOJUYHUX 3acajl OpeHIUHTY IpU POpMyBaHHI LM(PPOBUX aKTHBIB B yMOBaX LIM(PPOBOi €EKOHOMIKU. Y3arajibHEHO
HAYyKOBI MiIX0Y 4O €BOJIOLil KOHLeNLii 6peHIUHTY, 10 NO3BOJIMJIO 3alIPOIIOHYBATU aBTOPChKE BU3HAYEHHS
HOHSTTS «LUPPOBUI OpEeH Y, Mif SKUM PO3yMieMO pi3HOBUJ, LIM(POBOrO aKTUBY, 10 MA€ YHIKAJIbHUN
inenTudixkatop y nudposiit ekoHoMmili (3okpema NFT), 3akpimntoe neBHi MalfHOBI I1paBa Ta € LUuPPOBUM
BiZJOOpa’KEHHSIM BapTOCTI, 3aTHUM reHEepyBaTU J04ATKOBY €KOHOMIUHY 1[iHHICTb 3aBISIKM HEMaTepia/bHii
CKJIaZIOBill. PO3p06s1€HO TabIMIIO BigIOBiIHOCTI 1M(PPOBOro 6PEHAY 3a CTYIIEHEM MOTro MOAIOGHOCTI 40 LU(PPOBUX
aKTUBIB, 32 SIKUMU [I0BEJIEHO HOTO MPUHAJIEKHICTb A0 UU(POBUX aKTUBIB, 32 TAKNMU O3HAKAMHU: HEMOHETAPHUN
XapakTep, BiiCyTHICTb (Ppi3NYHOro NMpeCTaBleHHs], 30BHIIIHSI opMa BUPKEHHS, MOXJIUBICTD ifeHTUdikalii Ta
nepepaya 1pas BJIACHOCTI Ha UUPPOBUI akTUB. [IpoaHaizoBaHO KOHIEMILi] yIIpaBliHHS OPEHIOM, 10 JO3BOJIMIIO
PO3KPUTHU €BOJIIOLIIO YIIPABIiHChKUX MiIXOTB 10 OPEHIMHIY Ta BUSHAUNUTH crienndidHi 0COBIMBOCTI

dyHKLiOHYBaHHS OpeHAy B yMoBax LUPPoBoi eKoHOMiKHU. [IpoaHanizoBaHO HOPMATUBHO-TIPABOBY 0a3y Ta



MIXKHApPOJHUM IOCBif B cepi peryaoBaHHs UU(PPOBUMYU aKTUBAMU B LU(PPOBiNl €EKOHOMILLi, 1[0 03BOJINIIO
OOIPYHTYBATU 3JATHICTb L[M(PPOBOro 6peHly reHepyBaTy AOJaHy BapTiCTh 3aBASKY CBOIl iHPOpMaIiliHO-TIpaBOBii
Ta €KOHOMIKO-TIpaBoBiil mpupoai. O6rpyHTOBaHO MiAX0Y OO0 CUCTEMaTH3allii METO/IB OLiHKYM 6pEeHTY, K
M(pPOBOro aKTMBY. AHAJi3 TPALULINHMX MiIXOIiB Ta METOIIB OLIHKYA OpPEeHAY 03BOJIMB PO3POOUTH HAIIPSIMKU
yIIOCKOHAJIEHHS CUCTeMaTu3allii MeTOJiB OLiHIOBaHHS OpeHAY K LU(POBOro aKTUBY. BOCKOHAZIEHO METOAUYHUI
niAxin momo oLiHKY BIVIUBY (aKTOPIB HA LIiHOYTBOPEHHS M(POBUX aKTUBIB B YaCTUHI MOZEJIIOBaHHS €(eKTy
[IepEHECEHHS BIUIUBY KyPCiB BaJIIOT Ha BapTiCTh UU(PPOBUX aKTUBIB. JlaHU MifXif 3aCHOBAaHM Ha BUKOPUCTaHHI
mogesni ARIMA nyist aHanizy B3aeM03B'3Ky Mix Kypcom posapy CIIA Ta BapTicTio L1M(POBUX aKTUBIB, 110 6a3yIOThCS
Ha NFT-texHosorigx. Pe3ynbTaty IpOBEAEHUX PO3PaXxyHKIB MigTBEPAUIN JOLINBHICT BUKOPUCTAHHS
aBTOKOpeJIsiLifiHOoro aHanisy Ta ARIMA-monenoBaHHS, K €(PeKTUBHOTO iHCTPYMEHTAPIiIo 17151 OLiHKY PiBHS
IeLeHTpasidauii 11dpoBoi EKOHOMIKH, 30KpeMa y YaCTHHiI (pPOpMyBaHHS BapTOCTi LN(PPOBUX aKTUBIB. [IpoBesieHO
IOCJIiIKeHHS BIUIMBY LN(PPOBUX OPEHIiB HA [TOBEIiHKY CIIOXMBAYiB B yMOBaX M(POBOI €EKOHOMIKH, IO TO3BOJIMIIO
BM3HAUUTU YMHHUKY, 110 BIIJIMBAIOTh HA PO3BUTOK PUHKY LU(POBUX aKTUBIB. [IpoBenenuit GpakTopHuUii i
KJIaCTEPHUI aHaJli3 BUSIBUB, 110 BUCOKA BapTiCTh LX(PPOBUX aKTUBIB € OCHOBHUM 06ap’epoM 1151 iX CIIPUMAHSITTS Ta
npugbaHHs cnoxuBadamu. COpMOBAHO METOAMYHI 3aCaIX KiJIbKiCHOI OL[iHKM (PaKTOpIB LIiHOYTBOPEHHS LN(PPOBUX
akTuBiB Ha 6a3i NFT-TexHosoriii. BusHaueHo crienudidHi YMHHUKY, 10 BILJIMBAIOTh HA MPOLEC LiHOYTBOPEHHS Ha
PHHKax U1PPOBUX aKTUBIB. OOIPYHTOBAHO HAYKOBY IIO3MULiI0 PO GOPMYyBaHHSI HOBOTO TUITY 1IiHOBOI'O PU3HUKY,
XapaKTEePHOro 17151 UM(PPOBOI EKOHOMIKU, — PU3MKY BUCOKOI BOJIATUJILHOCTI BAPTOCTi LM(POBUX AKTHUBIB.
Po3po6s1€HO METOAMKY OLiHKM PU3UKY BOJIATWJILHOCTI LiiHM HA LMQPOBi akTUBU. Ha OCHOBI OTpMMaHUX Pe3yJIbTaTiB
YIOCKOHAJIEHO METOJVMKY OL[iHIOBaHHS PU3UKY BOJIATUJILHOCTI LiiH Ha M(POBi aKTUBH, 1110 6a3yeThCs HA [I0€IHAHHI
€KCIIEPTHUX OLiHOK i MaTEMAaTUYHOIO arapary KiJIbKiCHOTO aHasidy. 3aCTOCOBAaHO MOPIBHAIbHNN aHaIi3 YNHHUKIB
L[iHOYyTBOPEHHSI Ha NPOBiAHUX UU(POBUX €KOIIAT(POPMaX, SIKUH IO3BOJIMB 33 JOIIOMOIOI0 METOLY
KaptorpadyBaHHs, TOOYIYBaTH TEIJIOBY KapTy BIIMBY (akTopiB Ha BapTicTb NFT-akTuBiB. BusHaueHi 0CHOBHI
HalpsMU BiMiHHOCTe! MiXX TPaAuLilHUM PUHKOM MucTelTBa Ta NFT-ekocucTemoro, cepe/i IKux: 36epeskeHHs
NFT-puHKOM MUCTELITBA 6a30BUX CTPYKTYPHUX XapaKTEPUCTUK KJIACUYHOTO apT-PUHKY; NEeLleHTPali30BaHUI
XapakTep yIpaBJliHHS, IIPO30PICTb i MUTTEBICTh TPAH3AKLiN; BUCOKA BOJIATUIbHICTh MEXAHI3MiB LIIHOYTBOPEHHS;
3MillleHHS LIeHTPIB BIJIMBY 3 iIHCTUTYILiOHA/i30BaHUX areHTiB Ha JlelleHTpali3oBaHi L@ poBi crinbHOTU. Po3pobyieHo
niaxony momo iMniaeMeHTauji crpaTeriil HudpoBoro 6peHy B ymoBax MppoBoi ekoHoMiku. ChopMoBaHi
MpOMNOo3Uliii 0710 BIIpoBajKeHHs nudpoBoro 6penay VOVK Ha ocHoBi NFT-TOKeHa 3 mojanbmmm Horo
po3MilneHHsM Ha 1udposiit nnatdopmi OpenSea. O6rpyHTOBaHO HEOOxinHICTh BuKopucTaHnHa GTM-cTparerii gyst
eeKTUBHOro IPOCYBaHHs 3aCTOCYHKY VOVK, a TakoX BU3HAYEHO CTPYKTYPY MOro MapKeTUHIOBOi BOPOHKH, SIK
KJIIOYOBOTO €JIEMEHTY CTpaTerii 6GpEHIMHTY, IO Ja€ 3MOTY 37ilICHIOBATH KOMIUIEKCHY OLiHKY ii pe€3y/JIbTaTUBHOCTI B

yMOBax U(ppPOBOi EKOHOMIKH.

2. The dissertation is devoted to solving a current scientific problem concerning the development of theoretical-
methodical foundations of branding in the formation of digital assets within the digital economy. The scientific
approaches to the evolution of branding concepts have been generalized, which made it possible to propose an
author’s definition of the concept of a “digital brand.” A digital brand is understood as a type of digital asset that
possesses a unique identifier within the digital economy (in particular, NFTs), secures certain property rights, and
represents a digital embodiment of value capable of generating additional economic value due to its intangible
component. A correspondence table has been developed to determine the degree of similarity between a digital
brand and digital assets, substantiating its classification as a digital asset based on the following characteristics:
non-monetary nature, absence of physical form, external form of expression, identifiability, and the ability to
transfer ownership rights. Brand management concepts have been analyzed, allowing for the identification of the
evolution of managerial approaches to branding and the determination of specific features of brand functioning in
the digital economy. The regulatory framework and international experience in the field of digital asset regulation
have been examined, which substantiated the ability of a digital brand to generate added value due to its
informational-legal and economic-legal nature. Approaches to the systematization of brand valuation methods as a
digital asset have been justified. The analysis of traditional approaches and methods of brand valuation made it



possible to develop directions for improving the systematization of methods for evaluating a brand as a digital
asset. The methodological approach to assessing the impact of factors on digital asset pricing has been improved,
particularly in terms of modeling the transmission effect of exchange rate fluctuations on the value of digital
assets. This approach is based on the application of the ARIMA model to analyze the relationship between the US
dollar exchange rate and the value of digital assets based on NFT technologies. The results confirm the feasibility
of using autocorrelation analysis and ARIMA modeling as effective tools for assessing the level of decentralization
in the digital economy, particularly in the formation of digital asset prices. A study of the impact of digital brands
on consumer behavior in the digital economy has been conducted, enabling the identification of factors
influencing the development of the digital asset market. Factor and cluster analyses revealed that the high cost of
digital assets is a key barrier to their perception and adoption by consumers. Methodological foundations for the
quantitative assessment of pricing factors of digital assets based on NFT technologies have been developed.
Specific factors influencing pricing processes in digital asset markets have been identified. A scientific position has
been substantiated regarding the emergence of a new type of price risk inherent in the digital economy—namely,
the high volatility of digital asset values. A methodology for assessing price volatility risk of digital assets has been
developed. Based on the obtained results, the methodology has been improved through the integration of expert
evaluations and quantitative mathematical analysis tools. A comparative analysis of pricing factors across leading
digital ecosystems has been conducted, which, using a mapping method, enabled the construction of a heatmap
illustrating the influence of various factors on NFT asset values. The main differences between the traditional art
market and the NFT ecosystem have been identified, including: the preservation of fundamental structural
characteristics of the classical art market within the NFT segment; decentralized governance; transparency and
immediacy of transactions; high volatility of pricing mechanisms; and the shift of influence from institutionalized
agents to decentralized digital communities. Approaches to the implementation of digital brand strategies in the
digital economy have been developed. Proposals have been formulated for introducing the VOVK digital brand
based on an NFT token, with its subsequent placement on the OpenSea digital platform. The necessity of applying
a Go-To-Market (GTM) strategy for the effective promotion of the VOVK application has been substantiated, and
the structure of its marketing funnel has been defined as a key element of branding strategy, enabling a
comprehensive assessment of its effectiveness in the digital economy.
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2. Tetiana V. Pohorielova

KBasigikamis: . e. ., nouenr, 08.00.05, 08.00.10
Imentudikarop ORCID ID: 0000-0003-1045-3241

JopaTkoBa iHpopmamist: https://scholar.google.com.ua/citations?user=6oru-64AAAAJ&hl=uk

IToBHEe HafIMeHyBaHHSI IOpH,ZII/I‘IHOi 0CO0OHM: OnechbKuil HALLIOHATBHUIT eKOHOMIYHMIA yHiBEpCUTET

Kog, 3a € IPITIOY: 02071079

Micue3Haxoa KeHHS: By [IpeobpakeHchbka, Ofneca, 65082, Ykpaina
dopma ByacHOCTI: [lepxasna

Cdepa ynpaBriHHS: MiHicTepCTBO OCBITH | HayKK YKpaiHu

InenTudikarop ROR:

VII. BinomocrTi npo odiniliHuX OIIOHEHTIB Ta PEI€H3E€HTIiB
OdiuiiiHi OTIOHEHTH

Baacwue IlpizBumie Im's Ilo-6aTbKOBI:

1. [lepeBo3osa IpuHa BonogyumupisHa

2. Iryna V. Perevozova

KBasidikamis: 1. e. u., npodecop, 08.00.04

ImenTudikarop ORCID ID: 0000-0002-3878-802X

HoparkoBa iHpopmawist: https://scholar.google.com.ua/citations?hl=uk&user=vECNSrwAAAAJ

IloBHE HaliMEeHYBaHHS IOPUAHYHOL 0C00H: IBano-PpaHKiBChKUI HAI[IOHATILHUI TEXHIYHMIA YHIBEPCUTET

Ha(TH i razy

Kopg, 3a €IPIIOY: 02070855

Micue3Haxoa KeHHS: sy/. Kapnarchka, [Bano-®pankischbk, 76019, Ykpaina
dopma ByracHoCTI:

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR: He zacrocosyerscs

Baacwue IlpizBumie Im's Ilo-6aTbKOBI:
1. Tanacinyyk AsiboHa MuKoJs1aiBHa

2. Alona M. Tanasiichuk

KBasidikamis: 1. e. u., npodecop, 08.00.04



InenTudikarop ORCID ID: 0000-0002-7967-0239

JoparkoBa iHdpopmamnist:
;https:/ /scholar.google.com.ua/citations?hl=&user=bFblzywAAAAJ&view_op=list_works&sortby=pubdate

ITloBHe HaliMeHYBaHHSI IOPHUAUYHOI OCOOH: BiHHUIBKUII TOPTOBEJIBHO-EKOHOMIYHMIL IHCTUTYT

Jlep>kaBHOTO TOPTOBEJILHO-E€KOHOMIYHOTO YHIBEPCUTETY

Kopg 3a €IPIIOY: 01562987

Micue3HaxoaKeHHS: ByJ1. CobopHa, BinHu1g, Binannpkuii p-H., 21050, Ykpaina
dopma ByacHOCTI: [lepxasna

Cdepa ynpaBitiHHS: MiHictepcTBo OCBiTH i HayKu YKpaiHu

InenTudikarop ROR:

PeueHnzeHTn

BiacHe IIpizBuie Im'sa I1o-6aTbKOBI:
1. OnbBiHCcBKA FO51is OneriBHa

2. Yuliia O. Olvinska

KBasigikamis: . e. n., nouenr, 08.00.04
Imentudikarop ORCID ID: 0000-0002-5871-2647

HoparkoBa iHpopmamis: ;;Google scholar:
https://scholar.google.ru/citations?user=JUf3_AIAAAAJ&hl=ru;ORCID ID 0000-0002-5871-2647

IloBHe HaﬁMeHyBaHHﬂ lOpI/I,ZLH‘IHO'l' 0COOM: OpechKUii HalliOHAIBHUI €KOHOMIYHUIA yHiBEpCUTET
Kopg 3a € IPIIOY: 02071079

Micue3HaxoaKeHHS: By [Ipeobpaskencrka, Oxeca, 65082, Ykpaina

dopma BracHOCTI: JlepxasHa

Cdepa ynpaBiriHHS: MiHicrepcTBo OCBiTH i HayKu YKpaiHu

InenTudikarop ROR:

BiacHe IIpizBuie Im'sa I1o-6aTbKOBI:
1. Tapacosa Kpucruna IropisHa

2. Krystyna 1. Tarasova

KBasigikamis: k.e.un., gouenrt, 08.00.04

InenTudikarop ORCID ID: 0000-0002-9072-0591

HoparkoBa iHpopMmamist: https://scholar.google.com /citations?user=5XXplzMAAAAJ&hl=uk&oi=ao
IToBHEe HafIMeHyBaHHH IOpH,qI/I‘IHOi 0CO0OHM: OnechbKuil HALLIOHATIBHUIT eKOHOMIYHMIA yHiBEpCcUTET
Kopg 3a €IPIIOY: 02071079

Micue3Haxoa KeHHS: By [IpeobpakeHchbka, Oneca, 65082, Ykpaina

dopma ByacHOCTI: [lepxasna



Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR:

VIII. 3aKkJII04Hi BiZOMOCTi

BaacHe IlpizBuie Im's [10-6aTbKOBI Kanaman Onbra Bopucisua
rOJIOBH pagu

BaacHe IlpizBume Im'st II0-6aTbKOBI Kanaman Onbra Bopucisua
rOJIOBYIOYOTO Ha 3acCiiaHHi

BinmoBimaibHUH 32 MiZTOTOBKY Cauyk [Omist AnarosniiBHa
00JIiKOBUX JOKYMEHTIB

Peec'rpa'rop Opuenko TersiHa AHaTOJIiBHA

KepiBHuk Bigainy YKpIHTEI, mpo €
BiZIIOBiZaJIbHUM 32 peECTpallil0o HAyKOBOi IOpuenko TeTsHa AHaTosiiBHA

OisSIIBHOCTI




