O0Js1ikoBa KapTKa aucepTaii

I. 3arasibHi BimOMOCTI

Jep>kaBHHH 00J1iKOBHI HOMep: 0824U002320
Oco006J1uBi TO3HAYKH: BinKpura

JaTa peectpauii: 24-06-2024

Craryc: Haka3 npo Bugady gumnioma

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. llkepa Osnexkcannp OnekcaHAPOBUY

2. Oleksandr Shkeda

KBasmigikamis: 073

InenTudikarop ORCID ID: He 3acrocosyerbcs
Bupg, pucepranii: nokrop dinocodii
AcnipaHTypa/JIOKTOpPaHTypa: Tak

IIIndp HayKoBOi cneniaJabHOCTI: 073

Ha3zBa HayKoBOIi CIeiaIbHOCTI: MeHemKMeHT

lanyss / ralesi 3HaHb. yNpaBiiHHA Ta aIMiHICTPYBaHHS

OcBiTHBO-HayKOBa Mporpama 3i CreniaJbHOCTi: MeHeKMEHT

JaTa 3axucTy: 07-06-2024
CreniaJIbHICTh 32 OCBITOO: MeHeIKMEeHT
Micue po6oTu 3400yBayva:

Kopg 3a €1PIIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpaBiiHHs:

ImenTudikarop ROR: He zacrocoyerbcs



I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT

Iudp cnenianizoBaHoi BYEHOI pagH (Pa30Boi Cleniaai3oBaHOi BY€HOI pagu): [1d 48.073.2024 /
ID 5231

IloBHe HaﬁMeHYBaHHﬂ IOPUIHUYHOL 0C00H: OjiechKuil HallioHabHUI yHiBEpCUTET iMeHi 1. 1. MeyHuKoBa
Kopg 3a €IPIIOY: 02071091

Micue3HaxoaKeHHS: ByJI. [IBOpsiHCEKa, 6Y7. 2, Oneca, 65082, Ykpaina

dopma ByracHOCTI: Jlepxasna

Cdepa ynpaBitiHHS: MinictepcTBo oCBiTH i HayKu YKpainu

InenTudikarop ROR:

IV. BizomocTi nipo nmiznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10

BUKOHaHO JHUCEPTALil0

IloBHe HaliMeHYBaHHSI IOPHUAUYHOI 0COOM: OpiechKuil Hal[iOHAbHUI yHiBepcuTeT imeHi 1. I. Meunukosa
Kopg 3a €IPITOY: 02071091

Micue3HaxoaKeHHS: ByJI. [IBOpsiHCBKa, 6Y7. 2, Opneca, 65082, YkpaiHa

dopma BracHOCTI: JlepxaBHa

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR:

V. BimomocTi npo guceprauiio
MoBga auceprTaliii: Vkpaincoka
Koy TemaTHYHHX PyOPHK: 13.07.27.13, 20.51.17, 06.81.03

Tema gucepranii:
1. YnpasninHS pedIeKCUBHUMY iHCTPYMEHTAMU B Cy4aCHUX CTPATETisIX MAPDKETUHTY BILJIUBY.
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Pedepar:

1. Inceprarnist npucBsYeHa AOCHII)KEHHIO IPOLieCy YIPaBliHHs pedIeKCUBHUMU iHCTPYMEHTaMU B Cy4aCHUX
CTpaTeriax MapKeTUHTY BIJIMBY Mif, 4yac iHpopMaliiiHoi B3aeMogii 6peHy i3 cycninbeTBoM. HaykoBa HOBU3HA
OJlep>KaHUX Pe3yJIbTATiB MOJISIra€ y PO3BUTKY HAYKOBOMETOIMYHUX MiXOIiB, pO3p006LIi MPaKTUYHUX PEKOMEHAAIiN
o0 iMIZIeMeHTallii yIipaBIiHChbKUX | MapKeTHHIOBUX TEXHOJIOTIN B KOHTEKCT] yIIpaBiliHHS pe(JIeKCUBHUMU
iHCTpyMEeHTaMu B Cy4aCHUX CTPATETisIX MAPKETUHTY BIUIUBY. Lle BiobpakaeTbCsl B HOBIM IapaurMi MapKeTHUHTY
BIUJIMBY, BUSIBJIEHHI JOBTOCTPOKOBUX TPEHJIiB B3aeMO/Iii OpeHAy i aBoUTOPii, ii OBeiHKOBUX NIaTEPHAX TOLIO.
HaykoBo-npakTuyHe 3Ha4€HHS Pe3yJIbTaTiB AUCEPTALiNHOI Tpali Mae nigTBepIpKeHHs B IpodecifiHiil HAyKOBO-
OCBITHI! fisimpHOCTI MbKkHaponHOi akanemii 6i3Hecy i MmeHepkMeHTY (IMBA) i1 OgecbKoro HalioHaJIbHOTO
yHiBepcuTeTy imMeHi I. I. MeYHMKOBA, a TaKOXX B MAPKETUHTOBIN Ta YIIPaBIiHCLKIN HidlbHOCTI IHCTUTYTY
PerioHasIbHOro €eKOHOMIYHOro po3BuTKy (REDI) Ta BcecBiTHBOI acouianii NO3UTUBHOI i TPAHCKYJIBTYPHOI

ncuxoreparnii (WAPP). HaykoBa po6oTa ckaziaeTbCsl 3 TpbOX PO3/iJiiB, KOXKEH 3 SIKUX CTPYKTYPHO IO/IiJIEHO Ha TpHU



nigposninu. Po3nin 1 npucBsS4eHo MApKETUHTY BILIMBY Ta KOMYHIKALiHAM MIpoLecaMm OpeHAy B KOHLEMNIii
Cy4aCHOTO MapKETHMHI-MeHeIKMEHTY. [IpoaHasizoBaHO €BOJIOLiIHE CTAaHOBJIEHHS Cy4aCHOI KOHIIEMNIii MApKETHUHI -
MEHEPKMEHTY Bifl M0YaTKOBUX KOHLIEMNIIi}l, Opi€HTOBAaHMX Ha BUPOOHUILITBO 10 CY4acHOi KOHIEMNIii X01iCTUYHOTO
MapKETHHTY. AKIJEHTOBAHO yBary Ha IPO0JIEMHOMY iCHYBaHHI CHHOHIMi3allii MApKETUHIOBUX KOHLIENTIB B
yKpaiHCBbKill Ta 3apyOiKHI JliTepaTypi, 3alIpooHOBAHO BapiaHT ii yHMKHeHHs. Ha 0CHOBI akTyaspHOI HAyKOBOI
JliTepaTypu po3po06sIeHO MOJeJib Cy4acHOi KOHILEeNii MapKeTHHI-MeHe)KMEeHTY, OPIEHTYIOUUCH Ha SKY 6YJI0
CTBOPEHO LIiJIICHY MOZEJIb MAPKETUHTY BIIJIUBY i3 CTPYKTYPHUMU KOMIIOHEHTaMHU, BiJJIIOBiIHUMU 10 KOMIIOHEHTIB
MOJeJIi XOJIiCTUYHOI KOHLEMNLii MapKETUHI-MEeHEeIKMEHTY. C(pPOPMyJIbOBAaHO Cy4acCHY IIapaurMy MapKETUHTY
BILJIMBY, 3MiHU SIKOI BioOpaxkaloTbCsl y TpaHchopMaliii cyTHOCTI iHdJIoeHcepa, IPUHLUITY BIIJIMBOBOCTI Ta
nnatdopMuy, sKa € iHpopmaliliHUM IPOCTOPOM [1Jis peasizalii cTpareriii MapkeTHHry BIuBy. O6YMOBJIEHO
iHTerpauito iney pe¢IeKCMBHOIO YIPaBIiHHS B MAPKETUHIOBI CTpaTerii BIZIMBOBOCTI 3 ypaxyBaHHSIM €TUYHOCTI
npoueciB pedIeKCUBHOTO yIpaBiiHHA. JJOCBil TI0IUHN PO3IJISIAETHCS SIK 00'€KT MaPKETUHTY BILIMBY B COLia/IbHO-
KyJIbTYPHOMY [IPOCTOPI, Yepe3 110 BAOCKOHAJIEeHO 6a30By MOZeJIb MApKETHHIOBUX KOMYHIKallil, cydacHa
0COOJIUBICTH SIKOI TOJISITAa€ B Opi€eHTAallii Ha HasiBHUM OCBif peuunieHTa inpopmatii. [JocmimkeHo TpaHcPopMaliito
KOMYHiKaliiHUxX 6ap’epiB, OB'SI3aHUX i3 KOPUCTYBAJIbHULILKUM JOCBIIOM Ha iHpOpMaLiliHi MOKIIMBOCTI
eeKTuBHILOro AekonyBaHHs iHpopmalii crioxkuBaueM iHpopmallii Ta yHUKHEHHS KOTHITUBHUX KPUBOTIyMadeHb.
OKpiM BUKOPHCTaHHS KOPUCTYBAJILHULBKOIO JJOCBily B KOHTEKCTI YIIPaBJIiHHSI MAaPKETUHIOBMMY KOMYHIKALiSIMU B
cTparerii MapKeTHHIY BIUIMBY iHTETPOBAaHO BUKOPUCTAHHS HASIBHOTO CIIOKMBYOTO AOCBiAy (MOro MaTpUyHa
CTPYKTypa BU3HAYa€eThCs Yepe3 AudepeHliiallilo piBHsI akTUBHOCTI CIIOXKMBava B IPOLIeCax B3aeMOJi 3 6peHIoM Ta
IIBa a7IbTE€PHATUBHI [10BEIiHKOBI IaTepHU) Ta GOPMYyBaHHS HOBOTO Yepe3 TaKUil MeXaHi3M IMIIIIUTHOI maM’sITi SIK
npaiiMiHr. EKCTpanosiooyy NpUHIUIY KOHHEKLIOHI3MY, 3a[IPOIIOHOBAaHO iHPOPMaLiiHOYIIPaBIIiHCBKY MOZEJIb
BIUIMBY Ha JIOCBif penunienTa ingpopmatii yepes MeTo[; NoMmMpeHHs akTuBalii. DopMyBaHHS HOBOTO OCBily
POBIJISIHYTO 3 [103ULlii MOAei JII0ACHKOTO Ipoliecopa (HOoro CTPYKTypHU Ta KilIbKiCHMX ITOKa3HUKIB) — MOKJIMBOCTI
nepuenuii HoBoi iHpopMaliii Ta 3aCBO€HHS ii 3riIHO i3 CUTMOIANIbHOIO0 KPUBOIO HaBYaHHS. Po31in 2 npucesyeHuit
aHaJli3y BipaJbHOCTI BIIJIMBOYMHHUKIB B iHPOpMaLiltHOMY cepefoBulli. PO3p06s1€HO MOieJb BipaJbHOCTI KOHTEHTY,
sIKa 6a3yeTbCsl HA IECTH KOMIIOHEHTAX, KOKEH 3 SIKUX Hafissie iHpopMaliiiHy CKIaloBy OpeHly BipaJbHUM
noTeH1jiasoM. KoxkeH 3 KOMIIOHEHTIB a1alITOBAHO I1iJi MApPKETUHTOBi TOTpedu 6penay Ta iHdopmaliiiHi norpedu
cycrinberBa. CTBOPEHO NIPUKIIAIHI pEKOMEHAAL] 010 BUKOPUCTAHHS COLia/IbHOI BaJIIOTH, TPUTEPiB, EMOLIMHOI
CKJ1anioBoi iHdopMaLifiHOI CKIaL0BOI 6peHAy, My6IiYHOCTI Ta MPAaKTUYHOI LiHHOCTi KOHTEHTY, a TAKOK TEXHOJIOTIN
CTOPUTEJIIHTY 3a/1J151 JOCSITHEHHSI MAPKETHUHIOBUX LIiJIel, SIKi MOJIAraloTh Y CTBOPEHHI MAPKETUHTOBOTO T'yAiHHSA
CIIO>KMBavyaMu OpeHy, 110 BiZlirpaloTh pojib KpeaTopis iHpopMaLlifflHOro NPOAYyKTy. IHTErPOBAaHUMMU B PO3IINPEHY
MOJI€JIb IECTU KPOKIB BipaJIbHOCTI CTaJIM HACTYIIHI CKJIa[0Bi: KOHLIEILis YHIKAJIbHOI TOPriBeJIbHOI IIPONO3NULii Ta
mogesnp npuHnuniB yHikansHOCTi UNIQUE; Taki acniekty reiimidikarnii Sk apxiTeKTypHa CTPYKTypH3alisi refiMILIeIo,
BiATIOBiIHICTh €KCIIIUTHOTO YM IMILIIUTHOTO IIPOSIBY CIIOKMBaviB OpeHAy [ICUXOTUIIaM TakcoHoMii bapTia ta
IIPUMHATTS YIIPaBJIiHCbKUX PillleHb [IPY CTBOPEHHI refiMipikoBaHOi KOHILEILii; KOHLENT BipaJbHOIrO

«iHCalIepCTBa»; TaKi IIPOSIBU T€Opii aTpuOyLii B KOHTEKCTi HAIIOBHEHHS MaPKETMHIOBUX KOMYHIKALIiil.

2. The dissertation is devoted to the study of the process of managing reflexive tools in modern influencer
marketing strategies during the brand's informational interaction with society. The scientific novelty of the
obtained results lies in the development of scientificmethodical approaches, the development of practical
recommendations for the implementation of management and marketing technologies in the context of the
management of reflective tools in modern influencer marketing strategies. This is reflected in the new paradigm of
influencer marketing, the identification of long-term trends in the interaction between the brand and the
audience, its behavioral patterns, etc. The scientific and practical significance of the results of the dissertation is
confirmed in the professional scientific and educational activities of the International Academy of Business and
Management (iMBA) and the Odessa I. I. Mechnikov National University, as well as in the marketing and
management activities of the Regional Economic Development Institute (REDI) and the World Association of
Positive and Transcultural Psychotherapy (WAPP). The scientific work consists of three sections, each of which is
structurally divided into three subsections. Chapter 1is devoted to influencer marketing and brand communication



processes in the concept of modern marketing management. The evolutionary formation of the modern concept of
marketing management from the initial production-oriented concepts to the modern concept of holistic
marketing has been analyzed. Attention has been focused on the problematic existence of synonymization of
marketing concepts in Ukrainian and foreign literature, and an option to avoid it has been proposed. On the basis
of current scientific literature, a model of the modern concept of marketing management had been developed,
based on which a holistic model of influencer marketing has been created with structural components
corresponding to the components of the model of the holistic concept of marketing management. A modern
paradigm of influencer marketing has been formulated, the changes of which are reflected in the transformation of
the essence of the influencer, the principle of influence and the platform, which is an informational space for the
implementation of influencer marketing strategies. The integration of the ideas of reflexive control into marketing
strategies of influence, taking into account the ethics of reflexive control processes, has been conditioned. Human
experience has been considered as an object of marketing influence in the socio-cultural space, due to which the
basic model of marketing communications has been improved, the modern feature of which is to focus on the
existing experience of the recipient of information. The transformation of communication barriers related to user
experience into informational opportunities for more efficient decoding of information by the information
consumer and avoidance of cognitive misinterpretations have been studied. In addition to the use of user
experience in the context of marketing communications management, the influencer marketing strategy
integrates the use of existing consumer experience (its matrix structure is determined by differentiating the level
of consumer activity in the processes of interaction with the brand and two alternative behavioral patterns) and
the formation of new one through such an implicit memory mechanism as priming. Extrapolating the principles of
connectionism, an information and management model of influence on the experience of the recipient of
information through the method of spreading activation has been proposed. The formation of new experience has
been considered from the perspective of the human processor model (its structure and quantitative indicators),
which is the ability to perceive new information and learn it according to the sigmoidal learning curve. Chapter 2 is
devoted to the analysis of the virality of influencers in the informational environment. A content virality model has
been developed, which is based on six components, each of which endows the informational component of the
brand with virality potential. They have been adapted to the marketing needs of the brand and the informational
needs of society. Applied recommendations have been created for the use of social currency, triggers, emotional
component of the informational component of the brand, publicity and practical value of content, as well as
storytelling technologies to achieve marketing goals, which consist in creating a marketing buzz by brand
consumers who play the role of information product creators.
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