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yHiBepcuTeTy iMeHi 1. [. Me4HMKOBa, a TaKOXK B MAapPKETUHTIOBIM Ta YIIPABJIiHCBKIN Aisi7IbHOCTI [HCTUTYTY
perioHanpHOrO eKoHOMiuHOro po3BuTKy (REDI) Ta BececBiTHBOI acouiariii 103UTUBHOI i TPaHCKYIBTYPHOI
ncuxoreparnii (WAPP). HaykoBa po6oTa Ck1afilaeTbCsl 3 TpbOX PO3/iJliB, KOXKEH 3 SIKUX CTPYKTYPHO MO/IiJIEHO Ha TpHU
nigposninu. Po3nin 1 npucBsYeHO MAapKETUHTY BIIMBY Ta KOMYHIKaLilHAM MIpoLjecaMm OpeHAy B KOHLeMNii
Cy4aCHOTI'0 MapKETUHI-MEHEIKMEHTY. [IpoaHasi3oBaHo €BOJIOLiHE CTAHOBJIEHHS Cy4aCHOI KOHLIEIIIil MapKETUHI -
MEHEePKMEHTY BiJl IOYaTKOBUX KOHIIEii, OPieHTOBAaHMX Ha BUPOOHULITBO JIO Cy4aCHOi KOHIEMNLii X0JIiCTUYHOrO
MapKEeTHHTY. AKIJEHTOBAHO yBary Ha IIpO0JIEMHOMY iCHYBaHHI CHHOHIMi3allii MAapKeTHHIOBUX KOHLIENTIB B
YVKpaiHCBKill Ta 3apyOiKHIl JiTeparypi, 3alIPOIIOHOBAHO BapiaHT ii yHUKHEHHs. Ha OCHOBI akTyalbHOI HAYKOBO]
JliTepaTypu po3po06JIeHO MOJeJib Cy4acHOi KOHILEeNlii MapKeTHHI-MeHeIKMEeHTY, OPIEHTYIOUHUCH Ha SKY OYJI0
CTBOPEHO LIJIICHY MOZEJIb MAPKETHHTIY BIUJIUBY i3 CTPYKTYPHUMU KOMITOHEHTaMU, BiATIOBIIHUMU 10 KOMIIOHEHTIB
MOJeJli XOJIiCTUYHOI KOHLEeMNLii MapKeTUHI-MeHeIKMEHTY. C(pOPMyJIbOBAaHO Cy4acHY NIapaurMy MapKeTUHTY
BIUIMBY, 3MiHM $KOi Bio6paKaloThCsl y TpaHCchopmallii CyTHOCTI iHdmoeHcepa, IPUHLIMITY BIIMBOBOCTI Ta
nnatdopMmuy, siKa € iHpopMaliliHuM IIPOCTOPOM [1Jis peaizauii cTpareriii MapkeTHHry BIUBy. O6YMOBJIEHO
iHTerpauito iney pe¢eKCMBHOTO YIIPaBliHHSI B MAPKETUHTOBI CTpaTerii BIIZIMBOBOCTI 3 ypaxyBaHHSIM €TUYHOCTI
npoueciB peIeKCUBHOTO yIpaBiiHHA. JJOCBiM TI0IUHN PO3IJISLIAETHCS SIK 00'€KT MaPKETUHTY BILIMBY B COLia/IbHO-
KyJIbTYPHOMY [IPOCTOPI, Yepe3 110 BLOCKOHAIEHO 6a30By MOZEeJIb MAPKETHHIOBUX KOMYHIKaIil, cydacHa
0COOJIUBICTH SIKOI TIOJISITAa€ B OpieHTAallii Ha HasIBHUM OCBif peuunieHTa iHpopmatii. [JocmimkeHo TpaHcpopMmaliito
KOMVHIKaliliHuX 6ap’epiB, IOB'I3aHUX i3 KOPUCTYBAJIbLHULILKUM JIOCBiZIOM Ha iH(popMaliliHi MOXJINBOCTI
edexTUBHILIOro neKonyBaHHs iHpopMallii crioskuBadem iHpopmallii Ta YHUKHEHHS KOTHITUBHUX KPUBOTJIyMa4y€Hb.
OKpiM BUKOPHCTaHHS KOPUCTYBAJILHULBKOTO JJOCBily B KOHTEKCTI YIIPaBJIiHHS MAPKETUHIOBMMY KOMYHIKAlliSIMU B
cTparterii MapKeTHHIY BIUIMBY iHTETPOBAaHO BUKOPUCTAHHS HASIBHOTO CIIOKMBYOTO JOCBiAy (0ro MaTpuyHa
CTPYKTypa BU3HAYa€ThCs Yepes AudepeHliiallilo piBHSI akTUBHOCTI CIIOXKMBaya B IPOLeCax B3aeMOJii 3 6peHIoM Ta
IIBa a7IbTEPHATUBHI [10BEIiHKOBI IaTepHH) Ta GOPMYyBaHHS HOBOTO Yepe3 TaKUi MeXaHi3M IMILIIUTHOI maM’sITi SIK
npaiiMiHr. EKCTpanosiooyy NpUHIUIY KOHHEKLIOHI3MY, 3a[IPONIOHOBAaHO iHPOpMaLlifHOYIIPaBIiHCbKY MOZEJIb
BIUJIMBY Ha JIOCBiJ, peuunieHTa iHpopmalii yepe3 MeTog, NomrpeHHs aktupallii. QopMyBaHHS HOBOTO IOCBify
PO3IJISIHYTO 3 NO3ULii MOeJIi JII0ACHKOTrO MpoLecopa (HOro CTPYKTYpHU Ta KiJIbKiCHUX [TOKa3HUKIB) — MOXKJIMBOCTI
nepiuenuii HoBoi iHpopmaliii Ta 3aCBO€HHS ii 3riIHO i3 CUTMOIAIbHOI0 KPUBOIO HaBYaHHS. Po31in 2 npucesueHuit
aHaJli3y BipaJIbHOCTI BIIJIMBOYMHHUKIB B iHpoOpMaliliHOMy cepefoBulli. PO3po6s1eHO MOieJb BipajbHOCTI KOHTEHTY,
sIKa 6a3yeTbCsl HA IECTH KOMIIOHEHTAX, KOKEH 3 SIKUX Hainse iHpopMaliiiHy ck1afoBy OpeHy BipalbHUM
noTeH1iasoM. KoxkeH 3 KOMIIOHEHTIB a1aliTOBaHO IIiJi MAPKETUHTOBI oTpedu 6penay Ta iHdopmariiiHi norpedu
cycrinbeTBa. CTBOPEHO NIPUKIIAIHI pEKOMEHAALi] 010 BUKOPUCTAHHS COLia/IbHOI BaJIIOTH, TPUrEPiB, EMOLIMHOI
CKJIafI0BOi iH(pOpMaLifHOI CKIaA0BOI 6peHAy, MyOIiYHOCTI Ta IPAKTUYHOI LiHHOCTi KOHTEHTY, a TAKOXK TEXHOJIOTIN
CTOPUTEJIHTY 3a/J151 JOCATHEHHS MAPKETHMHIOBUX LijIel, SKi MOJIAraloTh Y CTBOPEHHI MapKETUHTOBOTO I'yAiHHA
CIIO>KMBavyaMu OpeHy, 110 BiZlirpaloTh pojib KpeaTopis iHpopMaLlifHOro NPOAYKTy. IHTErPOBaHUMMU B PO3IINPEHY
MOJI€JIb IECTU KPOKIB BipaJIbHOCTI CTaJIM HACTYIIHI CKJIa[i0Bi: KOHLIEILis YHIKAJIbHOI TOPriBeJIbHOI IIPONO3NULii Ta
Mopenb npuHuuniB yHikaneHOocTi UNIQUE,; Taki acniekTu reiimidikaliii Sk apXiTeKTypHa CTPYKTypHU3allis refiMILIElO,
BiATOBITHICTh €KCIUIIUTHOTO YM IMILIIUTHOTO IIPOSBY CIIOKMBAYiB OpeHAy [ICUXOTUIIaM TakCcoHOMIi BapTia Ta
IIPUMHATTS YIIPaBJliHCbKUX pillleHb [IPY CTBOPEHHI refiMipikoBaHOi KOHIEILii; KOHLENT BipaJbHOIrO

«iHcaiiiepcTBa»; TaKi IPOsIBU Teopii aTpuOyLlii B KOHTEKCTi HAIIOBHEHHSI MAPKETUHIOBUX KOMYHIKallill.

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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