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Pedepar/aHoTanis:

1. InceprauiiiHa po60Ta NPUCBSIYEHA OOI'PYHTYBAHHIO TEOPETUKO-METONUYHHUX 3aCa]] i PO3POOJIEHHIO IPAKTUYHUX
peKoMeHzalii mono GopMyBaHHS Ta iMIJIEMEHTallii ColliaJlbHO-Opi€eHTOBAHOI MOJIeJli MapKeTUHTIY MifIIPUEMCTBA.
AKTyaJIbHICTh TEMU 3yMOBJIEHA [TOCUJIEHHAM POJIi COLIiaIbHOI BiJIIIOBiJAIbHOCTI 6i3HECY B YMOBAX BOEHHUX i
TpaHchOPMaLiiHUX BUKJIMKIB, HECTAO1IbHOCTI €HEPreTUYHUX CUCTEM, 3POCTAHHSI PETYJISITOPHUX BUMOT,
eBpoiHTerpalii Ta HeoOXiTHOCTI JOTPUMAaHHS PUHLUIIIB CTAJIOr0 PO3BUTKY. EKOHOMIuHa eeKTUBHICTD
HiANpUEMCTB Aefaili Oinblie 3a1eKUTh Bifl 3JlaTHOCTI [10€JHYyBaTh MPUOYTKOBICTD i3 COLia/IbHOIO OpieHTalli€lo,
€KOJIOTiYHOIO BiINOBiAIbHICTIO Ta AOBIPOIO CTEMKXOJAEPIB. 3HaUyLOCTi MpobemMa HabyBae [Jjisl MiANPUEMCTB
€HEPreTUYHOT0 CEKTOPY, 30KpeMa aJbTEePHATUBHOI Ta BiIHOBJIIOBAHOI €HEPTeTUKH, SIKi 3a0€311€4yI0Th EHEPTETUYHY
6e3neKy JepsKaBy, MiITPUMYIOTh KPUTUYHY iHPPACTPYKTYPY Ta CIPHUSIOTH JOCATHEHHIO 1[iJIell CTAaJlor0 PO3BUTKY.
BopHouac BOHM Opi€HTOBaHi Ha MPUOYTKOBICTb, KOHKYPEHTOCITPOMOSKHICTb i (PiHAaHCOBY CTilKiCTb. Lle 3yMmOBIItO€e
NoTpedy B NOeQHAHHI 6i3HeC-11iIeH i3 coliaTbHO-OPi€EHTOBaHMMU MapKETUHTOBUMHU MiAX0aMU, 3IaTHUMU

iHTerpyBaTH iHTE€pecH Jiep>KaBy, 'POMajl, CIIOKMBayYiB Ta iHBECTOPIB. Y BCTyIIi OGIPYHTOBAHO aKTyaJIbHICTb



Iycepralii, BU3Ha4€HO METY, 3aBJIaHHS, HAYKOBY HOBU3HY Ta ITPAKTUYHE 3HAYEHHS JOCJII)KEHHS, HaBE€IEHO
BiZJOMOCTI IIPO anpobaliitlo pe3yJbTaTiB, CTPYKTYPY U 06Csr poboTu. Y nepuomMy po3fili pO3KPUTO TeOPEeTUYHi
3acagy GopMyBaHHs Ta iMIIJIeMeHTallii colliaJlbHO-OpieHTOBAaHOI MOJIeJli MapKETHHTY MifIpueMCTBa. JOoCaiIpKeHo
CYTHICTb COLiaJIbHOI BifJIOBiNa/ILHOCTI 6i3HECY sIK 6araTOBMMIipPHOI KaTeropii Ta 06rpyHTOBAHO ii TpaHC(OpMaLilo B
iHTerpoBaHy yIpasJiHCbKY napagurmy. CUCTEMATHM30BaHO MiAX0AU [0 TPAKTyBaHHS COLiaJIbHO BiANOBINaJbHOIO Ta
COLiaJILHO OPi€EHTOBAHOTO MapPKETUHTY, LOBEIEHO NOLINbHICTb HOr0 PO3IJIALyY SIK iIHCTPYMEHTY rapMoOHi3auii
iHTepeciB 6i3Hecy, CIIOKMBaYiB i CycHinbCTBa. 3alIPOIIOHOBAHO NPUHLMNY (POPMYyBaHHS BiANoBigHOI Mogesi Ta
MiIXOOU [0 OLIHIOBAHHS COLiaJIbHOI OPI€HTOBAHOCTI MiAIIPUEMCTBA. Y IPYyroMy PO3[iJli IPOaHasi30BaHO
0c06MBOCTi POpPMYBaHHS COLiaIbHO-OPiEHTOBAaHMX MOJiesIell MAapKETHUHTY B eHEPreTUYHOMY ceKTopi. JlocimKeHo
TeHJIeHIlii PO3BUTKY CBIiTOBOIi Ta yKpaiHChKOI €HEPreTUKHU, IIpoliecy AeKapOoHizalii, 3MiHy CTPyKTypU BUPOOHUILITBA i
CIIO>)KMBAHHS €JIEKTPOEHEPTii, BIVIUB PETyJISITOPHUX i TEXHOJIOTIYHUX YMHHUKIB HA TPAaHC(HOPMALIil0 €HePreTUYHOI
apxirextypu. [IpoBesieHO (PiHaHCOBO-EKOHOMIUHY AiarHOCTUKY MiJIIPUEMCTB aJIbTEPHATUBHOI €HEPreTUKU YKpaiHu
Ta JOBENEHO 3aJIEXKHICTb iXHbOI 3IaTHOCTI 10 BIIPOBAIKEHHS COLiaJIbHO-OPi€HTOBAaHOIO MAPKETUHTY BiJl
(iHaHCOBOI CTIMKOCTI, peCypCHOI 3a6€31eYeHOCTi Ta YIpaBJliHHs pu3nkaMu. OOIPyHTOBAHO, 110 PE3YJIbTaTUBHICTD
TaKUX MOJEJIEV BUBHAYAEThCS [IOE€JHAHHIM COLiaJIbHOI IHHOCTI 3 €KOHOMIYHOIO JXUTTE3IATHICTIO. Y TPETbOMY
PO3[Iiii BU3HAYEHO HaIlpsSMU BILOCKOHasIeHHsI GOpMYBaHHS Ta iMIIJIeMeHTallii coljialbHO-0pieHTOBaHUX MOiesel
MapKeTHHTY MNiAIIPUEMCTB EHEPreTUYHOI0 CEKTOpY. 3allpONIOHOBAHO METONUYHI Mifxoau 1o ix GopMyBaHHS B
YMOBaX €HEPreTUYHOro Nepexony, Ln@posisalii Ta nexkapooHisalii. O6IpyHTOBAaHO MEXaHi3M yIIPaBJIiHHS, 1O
iHTerpye eKOHOMiuHi, coljianbHi, TEXHOJIOTIYHI 1 iHCTUTYLiMHI YMHHUKY. PO3po6sieHo iHAeKCHUN mifXif, 10
OlIiHIOBaHHS TpaHcdopMallii pecypciB y MapKeTHHIOBO-COLlia/IbHUI NTOTEH1liajl, CpOPMOBAHO MATPULIO
[MO3ULiOHYBAaHHA MiAIIPUEMCTB i MexaHi3Mu aganTauii mogesi. [IpakTiyHe 3Ha4eHHS PEe3yJIbTaTiB I0JISATaE y
BMKOPHMCTAaHHI 3alIpDONIOHOBAHUX MiIXOiB MiIPUEMCTBAMU €HEPreTUYHOIO CEKTOPY Ta B MOAABIINX

IOCJiIPKEHHSIX.

2. The dissertation is devoted to substantiating the theoretical and methodological foundations and developing
practical recommendations for the formation and implementation of a socially oriented model of enterprise
marketing. The relevance of the topic is determined by the increasing role of corporate social responsibility under
conditions of wartime and transformational challenges, instability of energy systems, growing regulatory
requirements, European integration, and the need to comply with the principles of sustainable development. The
economic efficiency of enterprises increasingly depends on their ability to combine profitability with social
orientation, environmental responsibility, and stakeholder trust. The issue is of particular importance for
enterprises in the energy sector, especially those operating in alternative and renewable energy, which ensure the
state’s energy security, support critical infrastructure, and contribute to the achievement of sustainable
development goals. At the same time, they are focused on profitability, competitiveness, and financial
sustainability. This creates the need to combine business goals with socially oriented marketing approaches
capable of integrating the interests of the state, communities, consumers, and investors. The introduction
substantiates the relevance of the dissertation, defines the aim, objectives, scientific novelty, and practical
significance of the research, and provides information on the approbation of the results, as well as the structure
and scope of the work. The first chapter reveals the theoretical foundations of the formation and implementation
of a socially oriented model of enterprise marketing. The essence of corporate social responsibility is examined as
a multidimensional category, and its transformation into an integrated managerial paradigm is substantiated.
Approaches to the interpretation of socially responsible and socially oriented marketing are systematized, and the
expediency of considering it as a tool for harmonizing the interests of business, consumers, and society is proven.
The principles for forming the relevant model and approaches to assessing the social orientation of an enterprise
are proposed. The second chapter analyzes the specific features of forming socially oriented marketing models in
the energy sector. The trends in the development of global and Ukrainian energy, decarbonization processes,
changes in the structure of electricity production and consumption, and the influence of regulatory and
technological factors on the transformation of the energy architecture are studied. A financial and economic
diagnosis of Ukrainian alternative energy enterprises is carried out, and the dependence of their ability to



implement socially oriented marketing on financial sustainability, resource provision, and risk management is
proven. It is substantiated that the effectiveness of such models is determined by combining social value with
economic viability. The third chapter identifies directions for improving the formation and implementation of
socially oriented marketing models for enterprises in the energy sector. Methodological approaches to their
formation under conditions of energy transition, digitalization, and decarbonization are proposed. A management
mechanism integrating economic, social, technological, and institutional factors is substantiated. An index-based
approach to assessing the transformation of resources into marketing and social potential is developed, a matrix
for enterprise positioning is formed, and mechanisms for adapting the model are proposed. The practical
significance of the results lies in the application of the proposed approaches by enterprises in the energy sector
and in further research.
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rOJIOBYIOYOTO Ha 3acigaHHi

BigmoBizasibHHU 32 MiATOTOBKY Hopxenko OneHa AHzIpiiBHa
00JIIKOBHX JJOKYMEHTIB

PeecTpartop IOpuenko TeTssHa AHaToOJiiBHA



KepiBHuk Bigginy YKpIHTEI, mpo €
BiZITIOBiZaIBHUM 3a peecTpallilo HayKoBoi IOpuenko TeTsHa AHaTosiiBHA

JisiIbHOCTI




