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2. Formation of Marketing Communication Channels under Conditions of the Transformation of Societal Values

Pedepat/anoranis:

1. Incepranifine DOCTiIpKEHHs IIPUCBSYE€HE PO3BUTKY HAYKOBO-METOANYHUX MiAX0AiB 10 POPMYyBaHHS
MapKEeTHMHTOBUX KaHaJliB KOMYHIKalliil B yMoBax TpaHcdopMallii cycnisibHUX LiHHOCTel. B ymoBax uudposizarii
€KOHOMIKY, I7100aJIbHUX COLIiaJIbHO-€KOHOMIUYHUX 3MiH Ta 3pOCTaHHS POJli FeHEPATUBHOTO LITYYHOTO iHTEJIEKTY
BigOyBaeTbCs cyTTeBa TpaHchOpMaLlis MOZEel CIIOKUBYOI MOBEiHKY Ta KOMYHIKAI[iiHOTO CepefoBUILa, 110
3YMOBJIIOE HEOOXIHICTb [1IepeoCMUCIeHHS MiIX0iB 0 GOPMYBaHHS Ta OLiHIOBaHHS €(PEKTUBHOCTI MapKETUHIOBUX
KaHaJliB KOMYHIiKalliil. Y po60Ti 06I'pyHTOBAHO, 1110 TPaJULiliHi MOMieJli KOMYHIKalliil, OpieHTOBaHi Ha MacoBe
OXOIJIEHHS, BTPA4aloTh €(DEKTUBHICTD, IOCTYNAIOYUCh [1€PCOHAJI30BAaHMM Ta MTOBEiHKOBO-OPi€HTOBAHUM
MigxonaMm, sIKi BpaxOBYIOTb KOTHITHBHI, €MOLLilHi Ta L[iHHICHI XapaKTepPUCTUKM CIIOXXMBaviB. BU3HaY€HO HayKOBY
1Ipo6seMy, 110 MOJISITae y BiACYTHOCTI KOMIIJIEKCHOT'O METOJIMYHOTO iHCTPYMEHTapito GOPMYyBaHHSI MaPKETUHIOBUX
KaHaJliB KOMYHIKalliil 3 ypaxyBaHHSIM TpaHC(popMmallii CycnisibHUX LiHHOCTEN Ta PiBHSA LU(PPOBOI 3a7Ty4€HOCT]
aynurtopin. Y nuceprauii po3po6yieHo Ta O6IPYHTOBAaHO HAYKOBO-METOINYHI MMiIX0AM 10 OLiHIOBaHHS €(eKTUBHOCTI

MapKEeTHHIOBUX KaHaJIiB KOMYHiKalliid, cepes, SIKUX BUOKPEMJIEHO NTOBEIiHKOBO-aHAJIITUYHUN MifXif, 0 TOEIHYE



KIJIbKiCHI ME€TOIM aHaJIi3y 3 OLiHKOIO KOTHITUBHO-E€MOLIMHUX PEaKLil CIIOXMBaYiB. 3aCTOCYBaHHS mozeenn S-O-R
ta ELM 1103BOJIMIIO OTAIMOUTY PO3YMiHHS MEXaHi3MiB BIJINBY MapKETHUHIOBUX [TOBiIOMJIEHb Ha IIOBEiHKOBI
pimeHHs. EMnipuyHa yacTuHa [OCiI)KeHHs 6a3yeThCsl HA BUKOPUCTaHHI METO/iB 6i61iOMeTPUYHOrO aHAaJIi3Yy,
KJlacTepusallii Ta gucnepciiHoro aHamnisy (ANOVA), 1o 103B0nIO ifeHTUQIiKyBaTy CTPYKTYPHI BiIMIHHOCTI y
CIIPUIHATTI MapKETUHIOBUX KaHAJIiB KOMYHiKalliil pi3HUMU coljanbHO-AeMorpadiynumu rpynamu. O6rpyHTOBaHO
IouinbHiCTh AudepeHjialii KOMyHiKalifHUX CTpaTerii 3aeXXHo Bif, piBHS Lu@POBOi 3ayy4eHoCTi aypuTopiil. Ha
OCHOBi OTPMMaHUX Pe3yJIbTaTiB 3alIPOIIOHOBAHO KOHLIENTYaJIbHYy CXeMY (POPMyBaHHS MapKETUHTOBUX KaHaJliB
KOMYHiKallii, sika iHTerpye npolecu aHalidy cepefoBUlla, TUMOJIOTi3allii ayIuTopiil, BUOOPY KaHaiB, GOpPMyBaHHS
KOMYHIKaliliHOro MiKCy Ta oLjiHIoBaHHS epeKkTrBHOCTI Ha 0cHOBI cuctemu KPI. [IpakTiuHe 3HaUeHHS pe3yJbTaTiB
IIOJISITa€ Y MOKJIMBOCTI iX BUKOPUCTAHHS /1714 MifBUILEHHS €(PEKTUBHOCTI MapKeTHHIOBUX KOMYHiKalill
MigIIpUEMCTB, ONITUMI3alii KOMYHIKaLiTHOrO MiKCy Ta MiIBUILEHHA PE3YyJIbTaTUBHOCTI BAKOPUCTAHHS

MapKETHUHTOBUX OIOIKETIB.

2. The dissertation is devoted to the development of scientific and methodological approaches to the formation of
marketing communication channels under conditions of societal value transformation. In the context of economic
digitalization, global socio-economic changes, and the rapid development of generative artificial intelligence,
significant transformations in consumer behavior patterns and the communication environment have occurred,
necessitating a reconsideration of approaches to the formation and evaluation of marketing communication
channels. The study substantiates that traditional communication models focused on mass reach are losing their
effectiveness, giving way to personalized and behavior-oriented approaches that take into account cognitive,
emotional, and value-based characteristics of consumers. The research identifies a scientific problem related to
the lack of a comprehensive methodological toolkit for the formation and evaluation of marketing communication
channels, considering societal value transformation and the level of audience digital engagement. The dissertation
develops and justifies scientific and methodological approaches to evaluating the effectiveness of marketing
communication channels, highlighting the behavioral-analytical approach, which integrates quantitative analysis
with the assessment of consumers’ cognitive and emotional responses. The application of S-O-R
(Stimulus-Organism-Response) and ELM (Elaboration Likelihood Model) frameworks allowed for a deeper
understanding of the mechanisms of influence of marketing messages on consumer decision-making. The
empirical part of the study is based on bibliometric analysis, clustering methods, and analysis of variance (ANOVA),
which enabled the identification of structural differences in the perception of marketing communication channels
across different socio-demographic groups. The results justify the need for differentiated communication
strategies depending on the level of digital engagement of target audiences. Based on the findings, a conceptual
framework for the formation of marketing communication channels is proposed, integrating environmental
analysis, audience typology, channel selection, communication mix development, and performance evaluation
using KPI systems. The practical significance of the research lies in the possibility of applying the proposed
approaches to improve the effectiveness of marketing communications, optimize communication mixes, and
enhance the efficiency of marketing budget allocation.

Jep>kaBHHH peecTpaniiiHuii Homep [iP:

IIpiopuTeTHHI HanIpPsAM PO3BHTKY HayKH i TEeXHIKH: QyHmaMeHTaNIbHi HAYKOBI OCTI/PKEHHS 3 HAMGiIbII
BRXJIMBUX IIPOOJIEM PO3BUTKY HAYKOBO-TEXHIYHOIO, COLIiaJIbHO-€KOHOMIUHOr0, CyCIiIbHO-MIOJiTUYHOTO,
JIIOJICBKOTO MIOTEHLiaNy 17151 3a0€311€4€HHSI KOHKYPEHTOCIIPOMOXKHOCTI YKPAiHU Y CBiTi Ta CTaJIOrO PO3BUTKY

CyCIIiZIbCTBA i Aep>KaBU
CrpareriyHui NpiopUTETHUI HANIPSIM iHHOBaILLiHHOI AiSIJIBHOCTI: He 3aCTOCOBYETHCS
ITizcyMKHu AOCIiAKEHHS: HoBe BUpIlEHHS aKTyaJbHOTO HAyKOBOTO 3aBIaHHs

ITy6osikamii:



Nesterenko V. Marketing communications: ongoing trends and options. Virtual Economics. 2021. N24(4). P.
21-32

Nesterenko V., Miskiewicz R., Abazov R. Marketing Communications in the Era of Digital Transformation.
Virtual Economics. 2023. N2 6(1). P. 57-70

Nesterenko V., Olefirenko O. The impact of Al development on the development of marketing
communications. Marketing and Management of Innovations. 2023. N2 1. P. 169-181

Hecrepenko B. I. MapkeTHHroBi KOMyHiKallii Ta IpUOYTKOBICTh KOMIIaHii: case-study Mi>KHapOJHUX KOMIIaHiN.
MiXHapogHi EKOHOMIYHI BillHOCHMHM Ta CBITOBE rocrnogapcrso. 2023. Ne47. C. 60-67

Nesterenko, V. Actualisation of innovative marketing communications within modern trends in the promotion
of goods and services. Uzhorod National University Herald. 2022. N243. P. 112-117

Nesterenko V., Rosokhata A., Syhyda L., Moskalenko A. Comparative analysis of marketing communications
changes under the influence of COVID-19. Bulletin of the Cherkasy Bohdan Khmelnytsky National University
Economic Sciences. 2021. N4. P. 4-10

Hecrepenko B. I. BuiBs cTasoro po3suTKy Ha 3MiHM B 3aCTOCYBaHHI MAPKETUHIOBUX KOMYHIKallill.
MixHaponHi ekoHOMIiYHi BifHOCHHU Ta CBiTOBe rocrnogapcTtso. 2022. N245. C. 35-40

Nesterenko V. Transformation of society and social values as economic categories. Economics and Region.
2022. N22(85). P. 88-101

Nesterenko V., Jasnikowski A., Rosokhata A., Koroshchenko V. The impact of territories transformational
processes on marketing communications development: bibliometric analysis. Visnyk of Sumy State University.
Series Economics. 2021. N2 (4). P. 264-269

Rosokhata A., Nesterenko V., Khomenko L., Kropyva, V. Marketing communications in the context of
entrepreneurial activity: bibliometric analysis. Visnyk of Sumy State University. Series Economics. 2021. N3
Pocoxara A. C., Minuenko M. I'., Hectepenko B. 1., Slukosa €. C. 3acToCyBaHHSI MAPKETUHIOBUX KOMYHIKalliii
IIpM NiJBULIEHH] 33710BOJIeHOCTi 37100yBauiB BH3 sik noka3HUK noBipu cycrinbeTBy. BicHuk CymIlY. Cepis
«ExoHoMika». 2021. N22. C. 211-220

Nesterenko V. Influence of socio-demographic factors on the development of marketing communications.
Scientific Bulletin of Mukachevo State University. Series “Economics”. 2023. N210(2). P. 9-20

Nesterenko V., Rosokhata A. Marketing communication in the context of the optimal model of the national
pattern system of waste management in Ukraine. Ukrainian Black Sea Region Agrarian Science. 2023. N227(2).
P.63-77

HayKOBa (HayKOBO-TeXHi‘{Ha) Ilpo,quuiH: METOJM, TEOPIi, MOTe3:; METOIUYHI JOKYMEHTHU; PYKOIIAC

nucepTarnii

ConiaJIbHO-€EKOHOMIYHa CHpﬂMOBaHiCTb: TIOJIIIIEHHS SIKOCTI )XUTTS Ta 34,0POB'Sl HACEJIEHHS,

e EeKTUBHOCTI AiarHOCTUKY Ta JIiKyBaHHS XBOPUX

OxopoHHi gokymeHTH Ha OIIIB:

BrnipoBaz>keHHs pe3yJIbTaTiB AHCePTalii: [nanyeTbes 10 BIPOBaIKEHHs

3B's130K 3 HAYKOBUMH TEMaMH.

VI. BizomocTi Ipo HayKOBOr0 KePiBHHKA /KEPiBHUKIB (KOHCYJIbTaHTA)

Baacue IlpizBume Im'a Ilo-6aTbKOBI:

1. I[limoneHnko TeTtsiHa BonogumupiBHa

2. Tetiana Pimonenko

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



Imentudikarop ORCID ID: 0000-0001-6442-3684

JoparkoBa iHdpopmamnist:

IloBHe HalMEeHYBaHHSI OPHUIHUYHOI 0COOHM: CyMChKUIi IepKaBHUIl YHIBEPCUTET
Kopg 3a €IPIIOY: 05408289

MicneSHaXO;pKeHHﬂ: ByJI. XapKiBcbKa, Cymu, CyMcbKuii p-H., 40007, YkpaiHa
dopma BracHOCTI: JlepxasHa

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH i HayKU YKpaiHu

InenTudikarop ROR:

VII. BigomocTi npo odilifiHuX ONOHEHTIB Ta PELeH3€HTIB
OdiuiiiHi OIOHEHTH

Bsacue IlpizBuuie Im's I1o-6aThKOBI:

1. Jlarogienko Bosogumup BikropoBuy

2. Volodymyr Lahodiienko

KBasigikamnis: 1. e. u., npodecop, 08.00.05

InenTudikarop ORCID ID: 0000-0001-9768-5488

JoparkoBa indpopmamnist:

IToBHEe HafIMeHyBaHHS[ lopn,rmquoi 0CO0OH: OnechbKuil HALIOHATBbHUI TEXHOJIOTIYHUI yHiBEpCHUTET
Kopg 3a €IPIIOY: 02071062

Micuesnaxo,r.pKeHHﬂ: ByJ1. KaHaTtHa, Ofneca, 65039, Vkpaina

dopma ByacHOCTI: [lepkasna

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH i HayKK YKpaiHu

InenTudikarop ROR:

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Bopucosa TeTsiHa MuxaiiiBHa

2. Tetiana Borysova

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

InenTudikarop ORCID ID: 0000-0003-2906-2769

JoparkoBa iHdpopmamnist:

IloBHe HaliMeHYBaHHSI IOPHUAHUYHOI OCOOH: 3axinHOyKpaiHChKMil HALIOHATILHUI YHIBEPCUTET
Kopg 3a €IPIIOY: 33680120

Micue3HaxoaKeHHS: By JIbeiscbka, TepHOMiib, TepHOMIILCLKMIA P-H., 46009, Ykpaina

dopma BracHOCTI: JlepxasHa



Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR:

Penensentu

Baacwue IlpizBume Im's Ilo-6aTbKOBI:

1. Yurpun Onena IOpiiBHa

2. Olena Chyhryn

KBasigikanis: n. e. ., npodecop, 08.00.04

ImenTudikarop ORCID ID: 0000-0002-4007-3728

JonaTkoBa iHdopmalist:

IloBHe HaiMEeHYBaHHSI IOPHUAHUYHOI 0COOM: CyMCbKIIi JePKaBHUI YHIBEPCUTET
Kopg 3a €IPIIOY: 05408289

Micue3HaxoaKeHHS: ByJI. XapKiBcbKka, Cymu, CymcbKuii p-H., 40007, YKpaiHa
dopma BracHOCTI: /lepxasHa

Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH i HayKU YKpaiHu

InenTudikarop ROR:

BiacHe IIpizBuie Im'sa I1o-6aTbKOBI:

1. JlerynoBcbKa Harasnist €BreHiiBHa

2. Nataliia Letunovska

KBasigikamis: 1. e. u., npodecop, 08.00.03

InenTudikarop ORCID ID: 0000-0001-8207-9178

HoparkoBa indopmamnist:

IToBHe HaﬁMeHYBaHHﬂ IOpI/I,lII/I‘-IHOi ocoom: CyMCBKUH I€pPKaBHUM YHIBEPCUTET
Kopg 3a €IPIIOY: 05408289

Micue3HaxoaKeHHS: Bys. Xapkiscbka, Cymu, Cymchkuii p-H., 40007, Vkpaina
dopma ByacHOCTI: [lepxkasna

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBITH i HAayKu YKpaiHu

InmenTudikarop ROR:

VIII. 3aKkJII04Hi BiZOMOCTi
Biacue IlpisBume Im'st [Io-6aTbKOBI JIronboB Onekciit BaneHTnHoOBUY

TOJIOBH pagu

Biiacue IlpisBume Im's ITo-6aThKOBI JIronboB Osekciit BaneHTHHOBUY

rOJIOBYIOYOTO Ha 3aciJaHHi



BigmoBigasbHUH 32 MiATOTOBKY

00JIIKOBHX JOKYMEHTIB

PeecTpaTop

KepiBHuKk Bigginy YKpIHTEI, mpo €
BiZINIOBiZaJIbHUM 32 peECTpallil0 HAyKOBOIi

OisIIBHOCTI

Boiiko AHTOH OJsiekcaHIpoBUY

IOpuenko TeTsHa AHaTOJIiBHA

FOpuenko TetsHa AHaToJiiBHA



