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1. Y nuceprauii 06IpyHTOBAaHO KOHLIENITYaJIbHi [TOJIOKEHHS CTPATEriYHOro yIpaBiIiHHI 1MPPOBUM MapKETUHIOM B
YMOBAax CTaHOBJIEHHSI EKOHOMIKM BpaK€Hb Ha OCHOBI CMHEPIiYHOi B3aeMO/Iii CTPATEriYHNX aKTUBIB Ta iHCTPYMEHTIB
M(PPOBOro MapKETUHTY AJ1g (POPMyBaHHS LiJIiICHOTO iMEepCIMHOro AOCBily KJIiEHTIB Ha KOXKHOMY eTalli HUu@ppoBOro
1Ky CIIoKMBava. KoHIlenTyanbHi 0JI0KEHHS BKJIIOYAIOTh CTPATErivyHi HaNnpsIMU Ta METOY 3a6e31eYeHHS
Bpa)keHb, IPUHUUIIY IU(PPOBOIO0 MAapKEeTUHTY, PYHKLIi, CHCTEeMY YIIPaBJIiHHS, MeXaHi3M, CTpaTerilo, cTpaTeriuHi
aKTVBHU, KaHAJIM, METOLIY, iIHCTPYMEHTaPill L1U(PPOBOro MapKETUHTY. BUSBIEHO Ta ONIMCAHO YNHHUKYU CYy4aCHOTO
eTary CcoljialbHO-€KOHOMIYHOTO pO3BUTKY. CUCTEMaTU30BaHO OCHOBHI TeOpii, TexHOoJIOrii, iHHOBaLlii, cpepu
3aCTOCYBaHHSI Ta IHCTUTYTH €KOHOMIKM 3HaHb, L1(PPOBOi EKOHOMIKH, IOBEIiHKOBOi €KOHOMIKHM Ta €EKOHOMIKU
BpakeHb, CPOPMYJIbOBAHO iX KJIIOYOBi esleMeHTH Ta NpuHUUNU. CHOpPMYJIbOBAHO aBTOPCHKi BUBHAUEHHS e QiHilil
«uAQpoBa €EKOHOMIiKa», «eKOHOMiKa BpaKeHb Y LM(PPOBOMY CEPEIOBUIII». 3alIpOIIOHOBAHO aBTOPChKE TPAKTyBAHHS
TpaHcopmallii cyyacHUX KOHLEMNLiN MapKeTUHTY, 3 yPaxyBaHHSIM €BOJIOLi Cy4aCHUX €KOHOMIK Ta BUJiJIEHO /1Ba

OCHOBHi TUIIX MapKETUHTY B YMOBaX CTaHOBJIEHHSI EKOHOMIKY BpaXkeHb: [UPPOBUI MapKeTHHI' Ta MAPKETHUHT



BPaKE€Hb, 5IKi 00'€JHAHO y TIOHSTTSI «METaMapKeTUHI». 3aCTOCYBaHHSI KOHILEIIil MeTaMapKeTHHTY nepeabaydae
BHUKOPHCTaHHS METO/IIB Ta iIHCTPYMEHTIB LUPPOBOro MapKeTUHTY [J1s1 HalaHHS BPasKeHb Ta GOPMYBaHHS
iMepciitHoro JoCBiny crioXxuBadis. BusBieHo TpaHcdopMallifiHi 3MiHU IJISIXY CIIOXKKMBAaYa y TU(PPOBOMY
cepeloBHUli, BUAIIEHO eTany HU(POBOro LUISIXY CIIOXKUBAya. JJOCiI)KeHO CYTHICTh Ta HABEIEHO aBTOPChKE
BU3HA4YeHHS Aedinilii «undpoBuil MapKeTUH», COOPMYIbOBAHO IPUHUUIMN LX(PPOBOr0 MAapKETHHTY,
CHCTEMAaTU30BAaHO Ta ONKCAHO HOT0O CTPYKTYPHI KOMIIOHEHTH: TEXHOJIOTi, KaHAIN, METOAY, iIHCTPYMEHTH.
Po3po6seHo cucTeMy CTpaTerivyHOro ynpasliHHS LX(PPOBUM MAapKETUHIOM Ta BiATIOBITHMI MeXaHi3M, KIIOYOBUM
iHCTPYMEHTOM $KOT'O BU3HAYEHO CTPATETiI0 LM(PPOBOrOo MapKETUHTY. 3alIpOIIOHOBAHO €TalU 3a3HAY€HO]I cTpaTerii.
BcTaHOBJIEHO CHHEPTiYHUH 3B'I30K MK CTpaTeriYHUMU aKTUBaMU Ta iIHCTPyMEHTaMU L[ POBOro MapKeTUHTY Y
CTBOPEHHI BPa)K€Hb, 110 JJ03BOJIsIE KOMILJIEKCHO BUPIIIyBaTU 3aBAaHHs GOPMYyBaHHS iMEPCIIHOTO OCBify KIli€HTiB.
Jlo cTpaTeriyHMx akTUBiB HU(POBOrO MAPKETUHIY BilHECEHO: BEOCANT, JU3aliH, KOHTEHT, MOOIJIbHI aKTUBH, SIKi
BKJIIOYAIOTh MOOIJIBHUI CAlT Ta MOOIJIBHUI 3aCTOCYHOK. [l0 iHCTpyMeHTiB 1pOBOro MapKeTHHIY BilHECEHO
Be0OaHAITUKY Ta MOIYKOBUI1 MapKETUHT, KOHTEHT-MapKEeTHHT, LU(PPOBY peKjlaMy, aBTOMaTHU3allil0 MApKETUHTY,
MAapKETHUHT B COLiaJIbHAX MeJlia, MOOLIbHUI MapKeTUHT. JIJ1s1 JOCSTHEHHS Liinell 1n(POBOro MapKETUHTY
3aIPOINIOHOBAHO LMKJI YCIiXy 6PEHIIB y colliabHUX Mepeskax. EQeKTUBHICTb JaHNX iIHCTPYMEHTIB 3a6€311e4yeThCs
Ha OCHOBi BUKOPUCTaHHS CUCTEMHOTO, CTPATETiYHOrO Ta MPOEKTHOTO MiAXOAiB. 3alIpONIOHOBAHO HAYKOBO-
METOJMYHi Ta HayKOBO-OpraHisauiiiHi nigxoau 1o ¢opMyBaHHs LiJliCHOTO iMEePCilIHOro JOCBiAy KIli€HTiB 6peHiB
niAnpueMcTB po3apioHOi Toprieii. CUCTEMATU30BaHO LIiHOBI 11 HELIIHOBI METOAM Y iX B3aeMO[Iii 1711 CTBOPEHHS Ta
MiATPMMaHHA BPaKE€Hb KJI€HTIB. 3allpOTNIOHOBAHO [0 BUKOPUCTAHHS HOBITHIN METOJ, CTBOPEHHS BPAKEHD Ta iX
IIPOCYBaHHS, a came AU3aiiH BpaXkKeHb, IKUH [103BOJISE€ Y3rOOUTH 11iJli Ta iHCTPYMEHTU LUPPOBOrO MapKETUHTY 3
M(pPOBUMU TOYKAMU B3a€MOJIi Ha IJISIXY CIIO’KMBAYa, PO3IOLiIJIEHMMH 32 00JIaCTSIMU BUSIBJIEHHS BPaKEHb, Ta
nepen6aydae NjaaHyBaHHS BDLKEHHS B KOXKHIN TO4YLi B3a€MOJii, SIK OHJIAlH, TaK i odJiaiiH. 3allpONIOHOBAHO KapTy
BpaXXeHH4, SIK pOOOYMI IHCTPYMEHT IJIaHyBaHHS BpakeHHs. OGIPYHTOBAaHO METOLUYHUI iAXiN B0 IPOBEIeHHs
eKCIIpec-aHaJsli3y cTpaTeriyHuX akTUBiB IM(PPOBOTro MapKeTUHTY. [IpencTaBieHo opraHiszaliliHo-MeTOAUYHUN
niAxin 4o po3BUTKY OpeHZa B €KOHOMIlli BpaKeHb. 3iCTaB/IeHHs! PiBHS PO3BUTKY OpPEHZA 3 PiBHEM CTPATETiUHUAX
aKTUBIiB LX(PPOBOTr0 MAapKETUHTY J03BOJIsI€ BUBHAYUTH TO3ULIi10 6PEHIA Y KOHKYPEHTHOMY IM(POBOMY CEPELOBUIIi
Ta BUSIBUTU HAIIpSMU 11 cTpaTeriyHi 3axoau L poBOro MapKeTUHTY JJ1s1 TIOKpallleHHs iMifKy 6peHpa Ta iioro
PO3BUTKY Y Mall6yTHbOMY. 3allpOIIOHOBAHO MOZEJb OLiHKMA BAPTOCTi OpeHa, B Kill BapTicTh 6peHa 6a3yeThbCsl Ha
(diHaHCOBI OLiHL| 32 MOKa3HUKOM MVA Ta BpaxoBye MOKa3HUK CUJIXA OPEHa, 110 BU3BHAYa€ €KOHOMIUHY LIiHHICTb
Openpa. IHTepBasbHI MeXi OLIIHKY BapTOCTi 6peHAa 103BOJISIIOTh BUSBUTY CTPATEriyHi HanpsiMu po3BUTKy. Kiouosi
CJI0BA: EKOHOMIKa BpakeHb, [U(PPOBUI MapKETHHT, CTpaTerist 1MPPOBOro MapKeTHHIY, CTPaTeriuHi akTUBHY,
iHCTpyMeHTU HUPPOBOro MapKETUHTY, B€OCANT, KOHTEHT-MapKETHHT, MOOiIbHUI MapKEeTHHT, [IOUIYKOBUI
MapKeTHHT, 11(poBa peKkiaMa, aBTOMaTU3allisi MapKEeTUHTY, COLialbHi MePeXi, MiANpueMCTBA PO3pi6HOI TOPriBiIi,

OpeHauVHT, iMepCiliHMII TOCBI[ CIIOKMBAYa, AU3aiH BpaXkeHb, EKOHOMiYHA iHHICTh, BAPTICTh OpeHAa.

2. The dissertation substantiates the conceptual provisions of strategic digital marketing management in the
context of the emerging impression economy based on the synergistic interaction of strategic assets and digital
marketing tools to form a holistic, immersive customer experience at each stage of the consumer's digital journey.
The conceptual provisions include strategic directions for providing impressions, principles of digital marketing,
functions, management system, mechanism, strategy, strategic assets, channels, methods, and digital marketing
tools. The factors of the modern stage of socio-economic development are identified and described. The main
theories, technologies, innovations, areas of application, and institutions of the knowledge economy, digital
economy, behavioral economy, and impression economy are systematized, and their key elements and principles
are formulated. The author's interpretations of the definitions of "digital economy" and "impression economy in
the digital environment" are formulated. The author's interpretation of modern marketing concepts'
transformation is proposed, considering the evolution of modern economies and two main types of marketing in
the conditions of the impression economy’s formation are highlighted: digital marketing and impression marketing,
which are combined into the concept of "metamarketing”. The application of the concept of metamarketing
involves the use of digital marketing methods and tools to deliver impressions and create a holistic and immersive



consumer experience. Transformative changes in the consumer journey in the digital environment are identified.
The essence of the definition of "digital marketing" is studied, and the author's definition is given. The principles of
digital marketing are formulated, and the structural components of digital marketing are systematized and
described: technologies, channels, methods, and tools. A system of strategic digital marketing management and a
corresponding mechanism are developed, the key tool of which is the digital marketing strategy. The stages of the
specified strategy are proposed. A synergistic relationship between strategic assets and digital marketing tools in
creating experiences is established, enabling a comprehensive approach to addressing the challenge of forming an
immersive customer experience. The strategic assets of digital marketing include website, design, content, and
mobile assets, which encompass the mobile site and a mobile application. The digital marketing tools include web
analytics and search marketing, content marketing, digital advertising, marketing automation, social media
marketing, and mobile marketing. To achieve the goals of digital marketing, a cycle of brand success in social
media is proposed. The effectiveness of these tools is ensured by using systemic, strategic, and project approaches.
The scientific-methodological and scientific-organizational approaches to the formation of a holistic immersive
experience for customers of retail brands is proposed. Price and non-price methods, through their interaction to
create and maintain customer impressions, are systematized. A new method of creating and promoting
impressions is proposed, namely impression design, which aligns the goals and tools of digital marketing with
digital interaction touchpoints on the consumer's digital journey, distributed by areas of impression detection, and
involves planning an impression at each point of interaction, both online and offline. An impression map is
proposed as a working tool for impression planning. A methodological approach to conducting an express analysis
of strategic digital marketing assets is substantiated. An organizational and methodological approach to brand
development in the experience economy is presented. Comparing the level of brand development with the level of
strategic digital marketing assets allows for determining the brand's position in a competitive digital environment
and identifying directions and strategic digital marketing measures to enhance the brand's image and future
development. A model for evaluating brand value is proposed, where brand value is based on a financial
assessment using the MVA indicator and considers the brand strength indicator, which determines the brand's
economic value. The interval boundaries of the brand value assessment enable the identification of strategic
directions for its development. Keywords: experience economy, digital marketing, digital marketing strategy,
strategic assets, digital marketing tools, website, content marketing, mobile marketing, search marketing, digital
advertising, marketing automation, social media, retail businesses, branding, immersive consumer experience,

experience design, economic value, brand value.
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