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Abstract. The relevance of the study is determined by the fact that in the context of digital transformation of public
administration, public digital marketing is gradually transforming from an auxiliary tool into a basic infrastructure for
the implementation of state information policy, on which the efficiency of informing citizens, the level of public trust, the
effectiveness of feedback and the transparency of management processes depend. The aim of the study was to summarise
the theoretical provisions on public digital marketing and analyse its application in the system of state information policy
at the local level. The methodological basis of the study included analysis and systematisation of scientific sources, content
analysis of the Department of Culture, Sports and Tourism of the Kotelyva Settlement Council digital resources and social
networks and evaluation of their effectiveness. The study found that the Department of Culture, Sports and Tourism of
the Kotelyva Settlement Council has an established system of basic digital communication channels, including an official
website, pages on Facebook and Instagram, and a YouTube video platform. At the same time, the practical use of these
tools is characterised by uneven activity, limited use of analytical data to evaluate the effectiveness of communications,
insufficient interactivity and weak integration between individual digital channels. Directions for improving public digital
marketing in the community’s state information policy system, which include increasing the regularity and strategic
consistency of content, developing interactive forms of citizen engagement, introducing analytical elements to measure the
effectiveness of communications, and making more active use of digital tools to promote the community’s cultural, sports
and tourism initiatives. The practical value of the work lies in the fact that the proposed approaches can be used by local
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authorities to improve public digital communications, increase the effectiveness of state information policy, strengthen
interaction with citizens and form a positive image of territorial communities

Keywords: public communications; digital marketing tools; communication strategy of public authorities; local self-

government; social networks; digital communications

Introduction

The digital transformation of society during 2020-2025 has
become systemic and a key factor in the modernisation of
public administration, government communications and
the provision of administrative services. These processes
are particularly intense in Ukraine in the context of Euro-
pean integration, decentralisation and martial law. As re-
cent studies show, digitalisation not only covers the techno-
logical aspects of government activities, but also transforms
the models of interaction between the state and citizens,
changes the logic of public communications and the ways
of building public trust (Lomachynska et al., 2025). Dig-
ital communication channels are gradually replacing tra-
ditional forms of information and becoming the main
medium for public dialogue. Social networks, official web
resources, electronic services and mobile platforms ensure
the efficiency, openness and two-way nature of communi-
cation between the authorities and citizens. Researchers
N.A. Hrynchak & A.V. Syniakov (2023) emphasised that
digital communications in public administration currently
perform not only informational, but also integrative, coor-
dinating and reputational functions, forming a new model
of interaction between public institutions and society.

In this context, public digital marketing as a tool for im-
plementing state information policy is of particular impor-
tance. It combines marketing communication methods and
public administration mechanisms, focusing not on profit,
but on improving the quality of public services, the trans-
parency of management decisions, the involvement of citi-
zens in social processes, and the formation of a positive im-
age of state and municipal institutions. A. Verbovatyi (2024)
argued that in modern conditions, digital marketing is
becoming an important element of strategic management
in public authorities and is closely linked to the develop-
ment of electronic services and platforms such as “Diia”. A
separate area of contemporary research concerns the de-
velopment of electronic public services as a component of
the digital state. For example, A. Gurzhii & O. Shevchen-
ko (2025) noted that electronic services not only optimise
management processes, but also significantly increase cit-
izens’ trust in public authorities by simplifying access to
services, reducing bureaucratic barriers and increasing
transparency. In this sense, digital communications are a
prerequisite for the effective functioning of e-government.

Digital communications also play an important role
in the socio-cultural sphere. In particular, in the field of
culture and education, digital tools are seen as an effective
means of promoting cultural products, popularising social-
ly important initiatives and supporting feedback from the
community. N. Bachynska & V. Kasian (2024) have shown
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that digital marketing communications in public cultur-
al institutions significantly increase their informational
openness, expand their audience, and contribute to the for-
mation of citizen loyalty. The digitalisation of social com-
munication processes at the level of local communities is
also the subject of contemporary scientific research. Thus,
E. Pakhucha & Yu. Kolomiets (2024) noted that it is at the
local level that digital channels acquire the most practical
significance, ensuring the prompt provision of information
to the population, the mobilisation of public activity and
the coordination of social initiatives, especially in crisis
conditions. This confirms the growing role of public digital
marketing in the activities of local self-government bodies.
The relevance of the issue has increased significantly since
2022, when digital communications in Ukraine became
critically important for ensuring information security, co-
ordinating humanitarian processes, maintaining social sta-
bility, and countering disinformation. In these conditions,
public digital marketing has transformed from an auxiliary
tool into a strategic component of state information policy
(Lomachynska et al., 2025).

At the same time, despite the growing number of sci-
entific studies, the issues of practical implementation of
public digital marketing at the level of individual territorial
communities, particularly in the fields of culture, sports,
and tourism, remain insufficiently covered. Most contem-
porary works focus on nationwide processes of digitalisa-
tion and e-governance, while applied municipal practices
require more detailed analysis. In view of this, research into
public digital marketing in the system of state information
policy, using the example of the activities of the Depart-
ment of Culture, Sports and Tourism of the Kotelyva Set-
tlement Council, is scientifically relevant and practically
significant. The aim of the article was to study the essence
of public digital marketing and analyse the practice of its
implementation in the activities of local self-government
bodies using the example of the Department of Culture,
Sports and Tourism of the Kotelyva Settlement Council.

Materials and Methods

The study covered the period from 2022 to 2025. As it was
conducted during martial law against the backdrop of full-
scale aggression by the russian federation, which has been
ongoing since 2022, and focused on the Ukrainian media
space, the peculiarities of public digital communications
were tracked in conditions of social tension and growing
information threats. The empirical basis of the study was
provided by materials from the Department of Culture,
Sports and Tourism of the Kotelyva Settlement Council,

¢
\\\\V;



Babych & Mosiienko

which actively uses digital communication tools in its in-
teraction with community residents. The research materi-
als included the official website of the settlement council
(Kotelyva Settlement Council official website, n.d.), the
official Facebook page of the department (Kotelyva Cen-
tral Library Facebook page, n.d.), the YouTube channel of
the “Skifiia” Cultural Services Centre (“Skifiia” Cultural
Services Centre YouTube channel, n.d.), the department’s
Instagram profile (Kotelyva Settlement Council Instagram
page, n.d.), as well as Google Forms online registration and
survey services. The Facebook page was the key object of
the study, as it allowed for a comprehensive assessment of
the effectiveness of digital interaction through metrics such
as views, reach, user engagement, and subscriber growth.
Content analysis was carried out based on publications
from the above-mentioned sources, which included news
reports, photo and video archives, as well as internal event
plans and reporting documentation. The functional pur-
pose of each resource, the frequency of publication updates
and their target audience were analysed. The units of anal-
ysis of web resource activity were news reports, digital con-
tent formats (text messages, photos and video materials in
both regular and Reels formats), level of interactivity, pub-
lication topics and update frequency. Audience engagement
indicators were used as units of effectiveness of these re-
sources in interaction with the community, in particular the
number of subscribers, the number of page views (reach),
and the number of audience reactions to publications in the
form of likes, comments, and reposts. To assess the effec-
tiveness of the department’s digital communications, an-
alytical tools from the Meta Business Suite platform were
used, which integrates metrics from Facebook pages and
Instagram profiles. The system made it possible to track the
reach of posts, the level of user interaction, the dynamics
of subscriber growth, and the demographic characteristics
of the audience. Digital activity was monitored over two

time periods: from 19 October to 15 November (28 days)
and from 18 August to 15 November (90 days). This made
it possible to track the effectiveness of communication
both over the course of a month and in the longer term.

For the comparative analysis, publicly available exam-
ples of digital communications from local governments in
selected municipalities in EU countries (Poland, Lithuania,
Estonia, and the Netherlands) and Singapore were used.
The sources of information were official community web-
sites, social media pages, analytical reports, and scientific
publications. The comparison was made according to the
following criteria: level of digital activity, interactivity, use
of analytical tools, public engagement and transparency of
communications. The main limitations of the study were: a
limited number of experts, lack of access to certain inter-
nal administrative data and the subjectivity of some expert
assessments. To minimise risks, a method of cross-check-
ing empirical data was used. This set of methods made it
possible to combine a descriptive characterisation of the
community’s public digital marketing system with a quan-
titative assessment of the effectiveness of digital commu-
nications and a justification of practical recommendations
for their improvement.

Results

The study provided numerical data on the effectiveness of
digital communication tools used by the Department of
Culture, Sports and Tourism of the Kotelyva Settlement
Council. The analysis showed that the most actively used
digital resources are the official website, social media pages
(Facebook, Instagram) and YouTube channel. These tools
perform a variety of functions, from informing the public
to promoting cultural and sporting events. Table 1 shows
the main characteristics of the use of digital communica-
tion tools in the activities of the Department of Culture,
Sports and Tourism of the Kotelyva Settlement Council.

Table 1. Main digital tools of the Department of Culture, Sports and Tourism of the Kotelyva Settlement Council

Digital tool Functional purpose

Information dissemination,

Official Facebook page announcements, reporting

Update frequency Target audience

3-5 posts per week All population groups

Official information,

Settlement council website documents

As required Media

“Skifiia” Cultural Services

Centre YouTube channel Video archive of events

2-3 videos per month Young people

Instagram (CSC “Skifiia”) Visual promotion

4-5 posts per week Young people

Google Forms Registration, surveys

As required Active residents

Source: developed by the authors based on Department of Culture, Tourism, Youth and Sports of the Kotelyva Settlement
Council Facebook page (n.d.), Kotelyva Settlement Council official website (n.d.), “Skifiia” Cultural Services Centre
YouTube channel (n.d.), Kotelyva Settlement Council Instagram page (n.d.)

An analysis of digital tools showed that the frequency
of updates and the nature of the content determine the tar-
get audience of each resource. Thus, the official Facebook
page and the settlement council website are aimed at a wide
audience of all population groups, providing informa-
tion and access to official documents. Media resources, in
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particular the YouTube channel and Instagram account of
the “Skifiia” Cultural Centre, are intended for young people
who are interested in cultural events and visual promotion.
Tools such as Google Forms are used to interact with active
residents through registration and surveys, targeting those
who are actively involved in community initiatives.
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Table 1 shows that the most official means of informa-
tion interaction is the settlement council website, as it serves
as an official source of verified data on community activities,
in particular on initiatives implemented by the Department
of Culture, Sports and Tourism. Another effective tool is the
availability of electronic appeals and petitions on the website,
which allows citizens to interact directly with the authorities
and express their suggestions or comments. At the same time,
the page dedicated to the department’s activities has not been
updated since the end of 2021, which reduces the overall in-
formational visibility of the department’s activities and cre-
ates an imbalance in communication with the community.

However, despite the fact that the website is the main
source of official information, the most versatile means of
communication for the department is its official Facebook
page, as its digital audience covers all population groups. A
unique feature of this means of communication is that the
page’s content is characterised by a variety of topics, including
coverage of cultural and sporting events, publications dedi-
cated to public and professional holidays, representations of
the activities of local cultural institutions participating in na-
tional or regional events, as well as publications related to en-
vironmental and community initiatives (Department of Cul-
ture, Tourism, Youth and Sports of the Kotelyva Settlement
Council Facebook page, n.d.). An analysis of content formats
revealed that the page uses various types of publications, in-
cluding text messages, photos, and videos. The video format
is mainly used to show events and performances, which has
aesthetic appeal and enhances the emotional impact on the
audience. Short videos in Reels format are also actively used
to help increase reach by presenting information in a visually
appealing way. Text messages with photos serve an inform-
ative function, providing brief reports on activities, group
participation and community achievements as a whole.

The total number of Facebook page subscribers during
the study period was 1,851 users, indicating a stable core au-
dience. From August to October, there was a gradual increase
in the number of subscribers, indicating continued interest
among community residents in information about cultural,
sporting and tourist events. Based on the data obtained, an
analysis of the effectiveness of the department’s official Face-
book page in interacting with the community was carried out.
Data for the period from 18 August to 15 November (90 days)
showed that the total number of views reached 131,018, con-
firming the active dissemination of content among the target
audience. Figure 1 shows the overall dynamics of page views
for this period, where three peak periods of increased user ac-
tivity are clearly visible, coinciding with cultural, artistic and
sporting events in the community. The figure shows that the

total number of page views at the end of the 90-day period
was 131,018. The graph is characterised by uneven activity
with individual peak values, indicating wave-like audience
engagement and coverage dependence on the publication of
individual information materials. Additional analysis of the
view structure, which was performed based on metrics (likes,
reposts, view dynamics), showed that 8% of views lasted more
than three seconds, and 3% led to active interaction (likes,
comments, sharing). Additional analysis of views was per-
formed by combining the platform’s quantitative metrics: total
number of views, likes, comments, and reposts. Views lasting
more than three seconds were considered active views and al-
lowed passive content consumption to be separated from real
user attention. The percentage of active interactions (likes,
comments, reposts) was defined as the share of all views that
resulted in any user action and showed real audience engage-
ment, not just the number of views. This indicates real audi-
ence engagement, not just passive content consumption. The
engagement rate varied depending on the thematic focus of
the publications. The highest interaction rates were observed
in publications dedicated to cultural holidays and festivals, the
participation of local groups in regional and national events,
sports competitions, social initiatives and charity events, pa-
triotic and memorial events. Over the last 28 days, the total
number of interactions was 5,297. If considering a longer pe-
riod of 90 days, the number of interactions reaches 12,040,
showing only a slight decrease (-14%), which can be explained
by the seasonal decline in user activity after summer events.

Last 90 days ~

131018 Views ©

+12% vs previous 90 days Aug 18-Nov 15

Aug 20 Sep 01 Sep 12 Sep 24 Oct 04 Oct 16 Oct27

Figure 1. Dynamics of page views on Facebook
Source: compiled by the authors based on Department
of Culture, Tourism, Youth and Sports of the Kotelyva
Settlement Council Facebook page (n.d.)

Although Facebook plays a major role in functioning
as an information resource, Instagram is also important for
promoting cultural and sporting events. Table 2 shows the
absolute and percentage values of interactions (likes, com-
ments, reposts) for different types of posts on Instagram
over a 90-day period (18 August — 15 November).

Table 2. Audience interaction indicators for the Instagram page by content type over a 90-day period

Content type Interactions (number) Share (%)
Reels 4,214 35.0
Photos 3,106 25.8
Text posts 1,987 16.5

Source: compiled by the authors based on Department of Culture, Tourism, Youth and Sports of the Kotelyva Settlement

Council Instagram page (n.d.)
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The content type structure shows that Reels videos
received the highest number of interactions (35%), while
photos received 25.8% and text posts only 16.5%. This con-
firms the preference for short videos as a tool for quick-
ly engaging the audience. In addition, more than 50% of
interactions were made by users who were not subscrib-
ers to the page, which indicates effective outreach to new
groups of citizens outside the established community.
To systematise the results of the analysis of the depart-
ment’s digital activity on Facebook, the main quantitative

performance indicators obtained using the Meta Busi-
ness Suite analytical system were also summarised. Table
3 shows the key interaction indicators for two time peri-
ods - 28 and 90 days, which made it possible to track the
dynamics of changes in reach, interactions and audience
growth. As of 18 August 2025, the page had the following
indicators: views — 35,900, interactions (likes, comments,
reposts) — 3,460, number of subscribers - 1,832. These
values were used as the starting point for calculating the
growth of indicators for the next 28 and 90 days.

Table 3. Dynamics of the effectiveness of the department’s Facebook page
over the periods 19 October - 15 November (28 days) and 18 August — 15 November (90 days)

Indicator For 28 days Change For 90 days Change
Views (reach) 62,100 +73% 131,018 +12%
Interactions (engagements) 5,297 +53% 12,040 -14%
Audience (followers) 1,851 +1% 1,851 Stable
Reels videos (effectiveness) 129% - 129% -

Source: compiled by the authors based on Department of Culture, Tourism, Youth and Sports of the Kotelyva Settlement

Council Facebook page (n.d.)

Over the past 28 days, the number of views has in-
creased to 62,100, which is +73% compared to the previous
period (from 18 August to 14 September). The data ob-
tained indicates a steady increase in the effectiveness of the
department’s digital communications. At the same time, it
is important to note that it is not only the number of views
and interactions that matters, but also the nature of the

content itself, which shapes audience engagement. In addi-
tion to the department’s official page, its subdivisions also
have active Facebook pages and groups, which also play a
communicative role by covering local events, helping to
inform community residents and promoting cultural life.
Table 4 shows the use of digital communication channels
by all subdivisions.

Table 4. Characteristics of the Facebook pages of the departments of culture, sports and tourism
of the Kotelyva Settlement Council as means of digital communication with the population

Number

Page

Subdivision
type

Activity
of followers (posts per week)

Main content areas

Public =1.5

Cultural events, concerts, The only subdivision with

1 CSC “Skifiia” 2-3 ) an Instagram account; the
page thousand posters, videos, reports highest level of activity

Profile “Kotelyva s )

2 House of Children's Pe:ﬁg&al =700 1-2 Ol;zgf/i?i%io% recdht:lcda:'ggn, Updated irregularly
and Youth Creativity” P
=1.2

Group “Kotelyva . Sports news, results, -

3 Sports Community” Group  thousand 1 photos from tournaments Moderate activity
members

Group “Kotelyva N Youth initiatives, L

4 Youth” Group =900 <1 volunteering Episodic updates
: - Literary events,
5 Kotelyva Public Public =800 2-3 exhibitions, promotion of Fairly stable activity
Library page .
reading
Profile “Department Personal =1.1 Official information on the .

6 of Culture, Kotelyva”  profile  thousand < department’s activities Last update: 2021

Group “Kotelyva . L
7 Local History Group =500 <1 Local hlls;’lcpry, .hlstorlcal Low activity

Museum” publications

Source: summarised by the authors based on “Skifiia” Leisure Palace Facebook page (n.d.), Department of Culture,
Tourism, Youth and Sports of the Kotelyva Settlement Council. Facebook page (n.d.), Kotelyva Settlement Council official
website (n.d.), “Skifiia” Cultural Services Centre YouTube channel (n.d.), Kotelyva Settlement Council Instagram page (n.d.)

As can be seen from the table, the most active units in
the digital space are the “Skifiia” Cultural Services Centre
and the Kotelyva Public Library, which regularly update
their content. This unit used various publication formats,
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including videos in both the usual format and the Reels
format. The rest of the pages showed lower activity, and in
some cases a complete lack of updates, which indicates the
need to improve the digital communication strategy within
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the community. In this context, intensifying digital inter-
action with citizens can ensure more effective public in-
formation, strengthen communication links and increase
interest in cultural events in the community. In addition
to traditional text messages and photos, the department
is gradually introducing elements of multimedia formats -
short videos, online broadcasts of individual events, and
interactive presentations of the community’s tourist at-
tractions. Such formats increase resident engagement and
contribute to the formation of a positive image of Kotelyva
in the digital environment.

The study also found that the Kotelyva Department of
Culture, Sports and Tourism actively uses digital channels
to organise and communicate about cultural and sporting
events. For example, the race “I honour the soldiers, I run
for the Heroes of Ukraine” was covered on the department’s
official Facebook page, where participants could register
using a Google form. This approach ensured effective feed-
back and allowed for prompt interaction with citizens, help-
ing to attract more participants. In view of this, it can be
argued that digital tools, in particular social networks and
online registration, play a key role in strengthening inter-
action between municipal authorities and the population,
increasing interest in public initiatives and cultural events.

However, despite the positive dynamics of digital com-
munications development, the study identified a number
of issues that hinder the improvement of this type of inter-
action. The first significant problem is the limited financial
and human resources. In most cases, digital communica-
tions are handled by employees for whom this activity is
not their main functional specialisation. The lack of a sep-
arate position for an SMM specialist or communications

manager leads to inconsistencies in content style, uneven
publication frequency and limited use of analytical tools.
The second problem is the uneven digital activity of depart-
ments. Some institutions demonstrate a high intensity of
publications, while others are almost absent from the digi-
tal space. This reduces the overall informational visibility of
the department’s activities and creates an imbalance in the
presentation of individual areas of work. The third problem
remains the insufficient level of strategic planning for dig-
ital communications. Publications are mostly situational
in nature and are not always united by a single commu-
nication concept. The lack of a clearly formulated digital
strategy makes it impossible to forecast results in the long
term and systematically evaluate effectiveness. The fourth
problem is the limited use of analytical tools. Although ba-
sic statistics on views and engagement are tracked, a more
in-depth analysis of audience segments, interaction time,
and behavioural characteristics is practically not used. This
complicates the development of personalised communi-
cations. The fifth problem is digital inequality among the
population, especially among older people, which limits
the reach of part of the target audience exclusively through
digital channels and requires a combination of online and
offline communication methods.

A study of global experience in public digital market-
ing has shown that even small communities can effective-
ly implement digital communications provided they take
a systematic approach and make optimal use of available
resources. To clearly demonstrate how international expe-
rience can be adapted to Ukrainian conditions, Table 5 sys-
tematises the main mechanisms, tools and expected results
of their practical implementation.

Table 5. Mechanisms for adapting global digital marketing experience for the Department of Culture, Sport and Tourism

Adaptation area International practice

Collection of proposals
and evaluation of events

Poland - interactive maps of
cultural events

Tools and methods
for the local community

Online forms, interactive maps,
voting

Expected effect

Identification of community
needs and priorities

Estonia - digital platforms for

Interactive participation collecting public proposals

Increased citizen
engagement and trust

Short surveys, open-ended
questions, social media stories

Singapore — mobile applications
with automated analysis of
citizen requests

Feedback and analytics

Systematic data collection,
analytical tools

Optimisation of content and
managerial decision-making

Sustainable
communication

Lithuania, the Netherlands -
regular online surveys

Regular publications,
micro-interactions, cyclical
information delivery

Shaping citizens’
expectations regarding
timely information

European Union — open platforms
for participatory budgeting
decisions

Transparency

Reduction of information
asymmetry and increased
trust

Publication of plans, reports
and budgets in a clear and
accessible format

Source: compiled by the authors based on OECD (2023)

The examples of practices in European countries and
Singapore reflect modern approaches to public engage-
ment, gathering proposals and ensuring transparency in
governance. The proposed tools are focused on the use of
digital platforms, social networks and analytical methods,
which allows for increasing citizen participation, optimising
management decisions and establishing sustainable com-
munication between local authorities and the community.
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For the Kotelyva community, the use of these mechanisms
allows not only to inform citizens, but also to form active
two-way interaction. An analysis of theoretical approach-
es and international practices of public digital marketing
allows to identify a number of tools and mechanisms that
can be adapted to the conditions of the Department of Cul-
ture, Sports and Tourism of the Kotelyva Settlement Coun-
cil. Despite the existing barriers, global experience shows
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that even communities with limited resources can ensure a
high level of digital presence by implementing a structured
systemic model, rationally organising key tasks and using
available technologies.

For the practical implementation of these principles,
it is advisable to apply a model of two-way interaction
“state > citizen > feedback’, which promotes the combi-
nation of global practices with internal resources and pro-
vides for the transformation of government bodies from
subjects of one-way information to communication-open
systems. In international practice, this model is a key ele-
ment in ensuring transparency, involving the public in de-
cision-making processes and building trust in institutions.
It ensures cyclical communication, in which each message
from an institution is accompanied by a response from cit-
izens, its analysis and subsequent adjustment of actions or
the content of information.

In the practice of municipal authorities in the European
Union and Asia, the model of two-way interaction is based
on a number of principles: transparency (ensuring accessi-
ble and understandable presentation of political decisions,
budgetary processes and procedures, which reduces the
knowledge gap between citizens and authorities), inclusive-
ness (creating real opportunities for different social groups
to participate in decision-making, express suggestions and
comments), regularity (maintaining a stable and predictable
flow of communication, which shapes the population’s expec-
tations of receiving information in a timely manner), analyt-
icality (systematic accumulation and use of feedback to im-
prove management practices and communication content).

The application of this model in the activities of the De-
partment of Culture, Sports and Tourism allows overcom-
ing a whole range of challenges identified by the prelimi-
nary analysis. First and foremost, this involves a transition
from a predominantly informational format of communi-
cation to interactive forms of interaction, which may in-
clude the use of short surveys, open-ended questions, polls
and other engagement mechanisms that help create a space
for community members to express their expectations and
needs. Such tools are in line with global practices of digital
participation, which are actively used in cities in Poland,
Lithuania and the Netherlands. For the Department of
Culture, Sports and Tourism, the implementation of such
measures will help to increase trust, as citizens will receive
confirmation that their opinions are not only recorded but
also used to improve activities.

An important aspect of adapting the model is the cre-
ation of an accessible feedback infrastructure, as interna-
tional experience shows that the effectiveness of commu-
nication increases exponentially when simple, short and
mobile-oriented participation mechanisms are in place.
For local authorities, it is realistic to use short online forms,
interactive elements on social networks, regular themat-
ic surveys and micro-interactions in “stories” mode. This
approach does not require significant financial or human
resources, but allows the creation of a large amount of pri-
mary data on the interests of the community.
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Given the community’s human and technical limi-
tations, it is advisable to implement a simplified cycle of
digital interaction, which includes six stages: informing,
gathering feedback, analysing, responding, adapting man-
agement measures, and re-informing. This cycle allows for
systematic monitoring of the effectiveness of digital com-
munications and their rapid adaptation to people’s needs.
According to data from the OECD (2020) and the Euro-
pean Commission (2021), it is used in the communication
practices of local administrations in Poland and Lithuania
as a basic mechanism for ensuring constant content up-
dates in line with the information needs of the population,
and in fact creates a system of operational monitoring,
which is particularly important in an unstable social and
security environment.

Discussion

The results obtained in the course of the study on the func-
tioning of public digital marketing in the activities of the
Department of Culture, Sports and Tourism of the Kotelyva
Settlement Council generally confirm the main theoretical
positions of contemporary Ukrainian researchers in the
field of digital communications and state information pol-
icy. In particular, the leading role of digital channels in en-
suring timely information, shaping the image of the com-
munity and supporting interaction with the population, as
established in the study, is consistent with the conclusions
of I. Lomachynska et al. (2025), who considered digital
transformation as a systemic factor in changing the models
of interaction between the state and citizens.

The results of the analysis of the departments activities
confirmed that social networks play a key role as the basic
environment for public dialogue. This fully correlates with
the research of N.A. Hrynchak & A.V. Syniakov (2023),
who emphasised that digital communications in public ad-
ministration are no longer just a tool for providing infor-
mation but are transforming into a means of integration,
coordination and reputation building for public institu-
tions. As in the case of the Kotelyva community, Facebook
has become the main channel of communication, while the
official website performs a supporting regulatory function.

The fragmented use of analytical tools and the lack of
a systematic digital strategy at the local level revealed in
the study confirm the conclusions of A. Verbovatyi (2024),
who emphasised that public digital marketing in Ukraine
often develops unevenly and needs to be integrated with
electronic services and software platforms. Within the
community under study, such integration is limited and
does not provide for full-fledged strategic management
of digital communications. The results obtained regard-
ing the role of electronic services in increasing the acces-
sibility of information are generally consistent with the
approaches of A. Gurzhii & O. Shevchenko (2025), who
argued that the development of electronic public ser-
vices directly affects the level of citizens’ trust in public
authorities. At the same time, the results of the current
study show that in the field of culture, sports and tourism,
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electronic services still play a supporting role, yielding to
social networks in terms of influence.

The high engagement rates of visual content, in par-
ticular photos and videos, coincide with the conclusions
of N. Bachynska & V. Kasian (2024), who emphasised that
multimedia formats are most effective in generating interest
and loyalty among audiences in public cultural institutions.
In the Kotelyva community, this pattern is confirmed by
statistics showing the highest interaction with short videos
and photos. At the same time, the study found significant
limitations related to the community’s human and resource
capacities. This is fully consistent with the conclusions of
E. Pakhucha & Yu. Kolomiets (2024), who noted that at the
local level, the level of digital transformation depends sig-
nificantly on human resources and financial support. The
uneven activity of individual departments of the Kotelyva
Settlement Council in the digital space confirms this thesis.
It should be noted that the results obtained complement the
scientific work of the above-mentioned authors in terms
of the practical implementation of public digital market-
ing in the field of culture, sports and tourism. While most
studies focus on administrative services and general digital
services, this study emphasises the socio-cultural dimen-
sion of digital communications, where image, integration
and mobilisation functions prevail. Thus, the results of the
study not only confirm the basic theoretical positions of
other researchers, but also expand them in terms of applied
analysis of the activities of a specific territorial communi-
ty. The comparison showed that public digital marketing at
the local level in modern conditions is in the stage of active
formation and requires further strategic improvement.

The results obtained are also consistent with interna-
tional research in the field of digital governance and public
communications. In particular, the works of A. Bharad-
waj et al. (2013) and R.M. Cortez & W.J. Johnston (2020)
emphasised that the effectiveness of digital communica-
tions is determined not by individual tools, but by the sys-
tematic integration of digital channels into the overall man-
agement model of an organisation. A similar position was
shared by J. Bughin et al. (2017), who emphasised the need
for constant content updates and adaptation of digital strat-
egies to changes in audience behaviour. In the context of
public administration, the conclusions of the OECD (2020)
and the European Commission (2021) are also important,
according to which the cyclical model of “information -
feedback - analysis - institutional response” is the basic
approach to ensuring sustainable digital dialogue with cit-
izens at the local level. This confirms the feasibility of ap-
plying a similar simplified cycle of digital interaction in the
context of territorial communities with limited resources,
particularly in the fields of culture, sports, and tourism.

The issue of analytical support for public digital
communications and the transition to data-driven man-
agement models (Alam et al., 2022) deserves special at-
tention in contemporary research. Thus, contemporary
works on digital governance emphasise that the effective-
ness of communication by public authorities increasingly
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depends on the ability of institutions to analyse user be-
haviour data, engagement indicators and feedback in real
time. In the context of crisis and unstable environments,
particularly in conditions of martial law, digital commu-
nications are seen as a key tool for ensuring social stability
and trust in public institutions. Recent European studies
emphasise that it is the local level of government that
plays a decisive role in maintaining regular communica-
tion with citizens, responding promptly to requests and
countering disinformation (OECD, 2023).

Further comparison of the results obtained with con-
temporary international studies allows for a broader inter-
pretation of the patterns identified. In particular, scientific
works devoted to digital communications of local self-gov-
ernment bodies have proven that social networks at the
local level serve as a basic platform for public dialogue,
combining information, mobilisation of public activity and
feedback (Wukich, 2022; Goérska et al., 2022). This is con-
sistent with the results of an analysis of the activities of the
Department of Culture, Sports and Tourism of the Kotelyva
Settlement Council, where social networks have become a
key channel of communication with the community. At the
same time, recent research in the field of citizen engagement
emphasises that the level of user interaction with digital
content (reactions, comments, participation in online sur-
veys) can be considered an important indicator of the effec-
tiveness of public digital communications (Shin et al., 2024;
Guillaumie et al., 2024). In this context, the results obtained
for the Kotelyva community confirm the general trend of
increasing importance of interactive formats and visual
content compared to traditional information messages.

A separate area of current scientific discussion is related
to the transition of authorities to data-driven models of dig-
ital communications management. Researchers emphasise
that the effectiveness of public digital interaction increas-
ingly depends on the systematic analysis of user behaviour
data and the integration of analytical tools into the overall
management model of the organisation (Mergel et al., 2021;
Mabillard et al., 2024). The fragmented use of analytics at
the community level identified in the study indicates that
there is potential for further improvement of the digital
communication strategy. Scientific literature also emphasis-
es the role of digital communications in crisis and unstable
conditions. Studies show that the regular digital presence of
authorities and prompt responses to information requests
help to increase public trust and reduce information uncer-
tainty in times of social upheaval (Contri et al., 2023; Han
& Baird, 2024). This is particularly relevant for Ukrainian
local communities operating under martial law. The ana-
Iytical studies by M.M. Skoric et al. (2016) and S.-F. Tsao et
al. (2021) showed that the impact of digital communica-
tions on the level of citizen engagement and the effective-
ness of public administration manifests itself regardless of
the national context and the scale of the authority, which
emphasises the systemic nature of the identified patterns. In
summary, it can be noted that the results of the study of the
activities of the Department of Culture, Sports and Tourism
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of the Kotelyva Settlement Council confirm the universal na-
ture of the trends recorded in international scientific works.

Conclusions

The study provided a comprehensive description of the
features of public digital marketing implementation in
the state information policy system, using the example
of the Department of Culture, Sports and Tourism of the
Kotelyva Settlement Council. It was established that the
department has formed a basic digital communications
infrastructure, which includes the official website of the
settlement council, pages on Facebook, Instagram and
YouTube, as well as online registration and survey tools.
At the same time, the official Facebook page is actually the
leading channel for interaction with citizens, providing
the widest reach and audience engagement.

A quantitative analysis of digital activity confirmed
the existence of a stable core audience (1,851 subscribers)
and positive dynamics in content reach (62,100 views in
28 days and 131,018 in 90 days) with an increase in inter-
action indicators, primarily due to the use of visual and
video content, in particular the Reels format. The highest
engagement rates were recorded for publications related

analytical tools, weak strategic planning of digital commu-
nications, and the persistence of digital inequality among
part of the population. The potential of the official website
and e-participation tools is underutilised, while the inte-
gration of digital channels with each other and with e-ser-
vices is mostly ad hoc. It is reasonable to assume that im-
proving the effectiveness of the department’s public digital
marketing requires the following steps: developing a com-
prehensive digital strategy for the community; strengthen-
ing human resources (appointing persons responsible for
communications); systematic use of analytics for manage-
ment decisions; expansion of interactive formats for citizen
engagement (online surveys, voting, short feedback forms);
combination of online and offline channels, taking into ac-
count the age and social characteristics of the audience.
Prospects for further research include in-depth quantitative
analysis of the behaviour of digital channel users, surveys
of residents on the quality of public communications, com-
parison of digital marketing models of different territorial
communities, and study of the possibilities for integrating
local digital practices with nationwide e-government and
e-democracy platforms.
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AHoTauifl. AKTya/IbHICTb TOCTIPKeHHA 3yMOBJIeHa TVIM, 1[0 B yMOBax 11 poBoi TpaHcdopMalii fep>kaBHOrO yIIpaBIiHHA
my6miunmit digital-MapKeTMHT IIOCTYIIOBO MepeTBOPIOETHCA 3 LOIOMIKHOTO IHCTpyMeHTa Ha 06a30By iHQPacTpyKTypy
peaisauii fep>xaBHoi iHpopManiiHOl TOMITUKY, Bif KO 3a/1eXKaTb OlepaTUBHICTh iHQOPMYyBaHHA IPOMaJISAH, PiBeHb
IPOMaJICbKOI OBipH, e(eKTMBHICTb 3BOPOTHOTO 3B’ A3KY Ta IIPO30PICTb YIPABIiHCHKIX NPOLeciB. MeTOI0 HOCTiKeHHA
Oy/I0 y3araJibHeHHA TEOPEeTMYHMX IOJIOKeHb ILofo Iyb6siuHoro digital-MapkeTuHry Ta aHajmis IpaKTUKM JIOro
3aCTOCYBaHHA y cHcTeMi fepxaBHOI iHpopMalLiiiHOI MOMITHKY Ha MicleBOMY piBHi. MeTOIMYHY OCHOBY HOCTiIPKEeHHA
CTQHOBIJIM aHAJI3 i cucTeMaTy3allis HAayKOBUX JKepesl, KOHTeHT-aHali3 o¢piliiHuxX DuQpoBUX pecypciB Ta coliaTbHNIX
MepexX Bifjiily KylIbTypy, cOpPTY Ta TypusMy KoTeneBcbkol cenmInHOi pajy Ta OLIHIOBaHHA IXHBOI e(eKTMBHOCTI.
Y pesynbraTi mOCHiIPKEHHA BCTAHOBJIEHO, IO Bifflil KYJIbTYypHU, CIOPTY Ta Typusmy KoTeneBcbkoi cenmijuoi pajgu
Mae cpopMOBaHy CUCTeMy OCHOBHMX LM(POBMX KaHaIiB KOMyHiKalii, 30kpeMa odiuiiiHuii BeO-cailT, CTOpiHKU y
conianbpHux Mepexax Facebook ra Instagram, a Takox Bifeoriar¢popmy YouTube. BogHouac mpakTi4He BUKOPUCTAHHA
VX IHCTPYMEHTIB XapaKTepU3yETbCs HepiBHOMIPHICTIO aKTMBHOCTI, 0OME>XeH)M 3aCTOCYBAaHHAM aHAJIITUYHNX JaHUX
IJIS OLIHIOBAHHA pe3y/IbTaTVBHOCTI KOMYHiKalliil, HeOCTAaTHIM piBHeM iHTepaKTUBHOCTI Ta C/labKOI0 iHTerpauiero
MbK okpemumu 1udpoBuMy KaHagamyu. OOIPYHTOBAaHO HAaIpAMU BJOCKOHaJIeHHA my6miyHoro digital-mapkeTuHry B
cycTeMi lep>kaBHOI iHGOpMaLiiiHOI NOMITUKY TpOMaiy, AKi Hepen6avyaloTh MNiBUIIEHHS Pery/IApHOCTI Ta cTpaTeriqyHol
Y3TOIPKEHOCTi KOHTEHTY, PO3BUTOK IHTepPaKTMBHUX (OPM 3aly4eHHA TpOMajsfH, BIPOBA/PKEHHA eIeMeHTiB
AQHAIITUKN I BUMipIOBaHHA e(l)eKTMBHOCTi KOMYHIKaIiil, a TAKOXX aKTUBHillle BUKOPUCTAaHHA digital—iHCprMeHTiB
I NIPOCYBAaHHA KyIbTYPHMX, CIOPTMBHUX Ta TYpPUCTMYHUX iHinjatuB rpomamm. IIpaxTuyna niHHiCTB po6oTm
IIOJIATa€ B TOMY, 1[0 3aIIpOIIOHOBAHI MiIX0OMU MOXYTb OyTV BUKOPUCTaHi OpraHaMy MiCLIeBOrO CaMOBPALYBaHHA Jid
yHmocKoHajeHHA nyOmivamx digital-komyHikaniii, migBuineHHs edekTUBHOCTI AepkaBHOI iHopManiHol momiTnky,
3MiI[HEeHH: B3aEMOJII 3 rpoMaisHaMy Ta GOPMYBaHHSA O3UTUBHOTO iMIi/KY TepUTOpiaTIbHUX IPOMAT

Kntouosi cnoBa: my6iuni KOMyHiKariil; {1 poBi MapKeTHHIOBI iIHCTPYMeHTH; KOMYHIKaIliilHa CTpaTeris OpraHis BIagu;
MiclieBe caMOBPAYBaHHS; collia/IbHi Mepexi; undpoBi koMyHikaril
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