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Abstract. In the context of Ukraine’s post-war recovery, creativity acts as a key factor in the innovative development
and increased competitiveness of business. The aim of the study was to identify creativity archetypes among employees
of Ukrainian organisations, to assess their prevalence, motivational factors, barriers, and workplace factors that
influence creative activity. The methodology was based on an online survey of 168 respondents from various sectors
of the creative industries and socio-demographic groups. Content analysis of responses, descriptive statistics, and
comparative analysis of respondent groups were applied for the analysis. The identification of archetypes was carried
out on the basis of self-assessment of creative potential, frequency of use of creative methods, and perception of the
benefits of creativity using a point scale. As a result, seven archetypes of creative workers were identified, each with
a unique motivational profile, specific barriers, and a need for targeted support in the work environment. It was
established that the dominant archetypes in the sample are “Optimist” (32.9%), “Pragmatist” (24.1%), and “System
Creator” (21%), together accounting for 78% of all respondents. The most influential motivators were financial
incentives (81.5%), flexible working hours (64.3%), and professional development (63.7%). A concept of targeted
measures oriented towards the characteristics of each archetype was developed, with recommendations for optimising
the environment to develop their creative potential. The practical significance of the study lies in the possibility of
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Introduction

In the conditions of Ukraine’s military reconstruction, the
issue of effectively utilising the creative potential of em-
ployees acquires particular relevance. The ability to gener-
ate new ideas, apply non-traditional, resource-saving and
customer-oriented approaches to organising economic
activity, as well as demonstrate flexibility and rapid adap-
tation to changes and threats in the internal and external
environment, constitutes a key factor for business success
and sustainable development in modern conditions. An
analysis of the scientific literature reveals a considerable
body of research devoted to organisational creativity. Or-
ganisational creativity is examined in the context of stra-
tegic development, innovation management and human
resource management. It is recognised as a strategic re-
source for achieving competitive advantages, substantially
increasing productivity and improving the financial per-
formance of an enterprise. The effectiveness of stimulating
creativity depends on the ability of leaders to cultivate a
corporate culture that supports creative expression and to
remove internal and external constraints. Mechanisms of
leadership, motivation and communication within organ-
isational structures are key factors that require a compre-
hensive managerial approach.

The concept of the archetype, originally defined in
psychology, refers to a universal, stable model of behav-
iour, thinking and emotional patterns embedded in the
collective unconscious. These models function as primary
images shaping both personality and culture. Archetypes
are not merely passive constructs; they actively influence
the formation of response types among individuals and
groups. In business research, this term is widely used to
deepen the understanding of managerial roles and styles
within organisations, enabling the classification of em-
ployees according to their motivational and behavioural
patterns. Archetypes of creative workers may be viewed
as a classification system for thinking models, behavioural
types and motivational drivers that contribute to the for-
mation of innovative environments within business struc-
tures. Revealing the essence and role of these archetypes is
an essential condition for developing effective human re-
source management strategies, particularly in stimulating
creativity and innovative activity.

Various cognitive archetypes of thinking and creativ-
ity among managers and employees were discussed in the
article by E. Miron-Spektor et al. (2018). The authors dis-
tinguished several approaches to creative problem solving:
paradoxical thinkers, analytical performers, innovative
experimenters and integrators. They emphasised that, for
the effective management of innovation processes, differ-
ent archetypes should be combined within organisational
teams, as the balance between opposing style orientations
(structure-creativity, stability-change) serves as a driving
force for innovative success. Researchers M. Gongalves &
P. Cash (2021) identified eight archetypes of creative ide-
as — shaping ideas, incremental ideas, tangent ideas, bridg-
ing ideas and others. Using protocol analysis and network
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analysis, they examined 31 ideation sessions conducted
with novice designers. Their findings demonstrated that ty-
pologies of creativity should account not only for individ-
ual characteristics, but also for the dynamics of teamwork.
Similarly, S. Vasconcellos et al. (2024) identified types of
creative workers among employees of innovative enterprises
using quantitative surveys and cluster analysis. They distin-
guished such archetypes as proactive innovators, idea gen-
erators and adaptive employees, depending on the level of
creative activity and contribution to innovation processes.

Researcher B. Akan (2025) conducted a bibliomet-
ric analysis of more than 370 publications in the field of
business and management for the period 2001-2024, using
thematic mapping and social network analysis. The study
emphasised the importance of understanding diverse ar-
chetypes for effective management of innovation process-
es. A typology of creative workers was proposed based on
the level of creative potential, the frequency of applying
creative methods and confidence in the value of creativity.
Three archetypes were highlighted: active innovators, pas-
sive potential creators and sceptics. S. Pemsel & J. Soder-
lund (2024) systematically described four archetypes of
creativity management in project-oriented organisations:
Directive — creativity is initiated from above, clearly regu-
lated and subordinated to strategic goals; Incubation - cre-
ativity emerges at the team level with minimal managerial
intervention; Integrative — the organisation creates condi-
tions for the free exchange of ideas and supports experi-
mentation; Adaptive - creativity is directed towards solving
specific tasks within a project. The authors argued that the
choice of management archetype determines the balance
between control and autonomy, influences the type and
quality of innovations, and affects the organisation’s adapt-
ability to change.

In a comprehensive bibliometric and content analysis,
T. Panda & T. Swamy (2025) examined scientific publica-
tions on creativity and employee innovation in business and
management for the period 2001-2024. The study included
Scopus and Web of Science publications addressing the ty-
pology of employee archetypes, their creative potential and
the role of leadership in stimulating innovative behaviour.
Term co-occurrence analysis and thematic mapping were
used to trace the evolution of research — from general issues
of creativity to the deeper study of digital transformation,
intercultural collaboration and the introduction of artificial
intelligence into creative processes. Social network analy-
sis made it possible to identify links between archetypes of
managers and employees depending on their approaches to
creativity. Various archetypes of creative workers, their ty-
pologies and the role of leadership in shaping creative activ-
ity and innovative behaviour were highlighted. The authors
emphasised the importance of a personalised managerial
approach and the selection of appropriate tools to support
different types of employee creativity. Despite substantial
progress, issues concerning the integration of approach-
es for measuring creativity, identifying distinct creativity
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archetypes and defining methodological principles for tar-
geted support programmes remain unresolved - particu-
larly in sectors and countries affected by military conflict
and post-war reconstruction. This underscores the rele-
vance and practical significance of the present study.

The purpose of this study was to identify archetypes
of creativity among employees of Ukrainian organisations,
determine their prevalence, identify key motivators, in-
centives and barriers to creative activity, and develop rec-
ommendations for targeted support and development of
their creative potential. To achieve this aim, several tasks
were addressed. Based on the responses from a specially
conducted survey of creative workers, creativity arche-
types were identified and a quantitative assessment of their
prevalence among participants was carried out. The next
step was to determine the most significant motivators of
creativity, both at present and in the future, as well as the
main barriers to creativity for representatives of different
archetypes. Priority factors and features of the work envi-
ronment that stimulate employee creativity — particular-
ly those associated with different archetypes — were also
identified. These findings formed the basis for developing
a concept of targeted support programmes adapted to the
specific characteristics of each creativity archetype.

Materials and Methods

The information base of the study comprised the results of
an online survey developed and conducted at Vadym Het-
man Kyiv National Economic University from April 2024
to May 2025. The theoretical foundation of the study was
formed by classical and contemporary theories of creativi-
ty and motivation, which determine the key factors in the
development of an individual’s creative potential and the
influence of the organisational environment on its reali-
sation. In particular, when formulating the questionnaire
items, the social-cognitive theory proposed by A. Bandu-
ra (1986) and reviewed by J. de la Fuente et al. (2023) was
applied, emphasising the importance of self-efficacy - an
individual’s belief in their own creative abilities — as a driver
of motivation for creative activity.

In addition, the componential model of creativity
developed by T. Amabile (2012) was used. The study by
J.-B. Xu et al. (2023) recognises this model as a basis for
identifying creative skills, motivation and intrinsic moti-
vation, which are essential for the development of creative
potential. The study also incorporated the foundations of
organisational behaviour theory, substantiated by S. Rob-
bins & T. Judge (2020) and further developed in the work

of R. de Barros et al. (2025), which highlight the role of
motivation and the work environment as stimulators or
barriers to creativity within organisations. This theoreti-
cal framework enabled the formulation of relevant ques-
tions aimed at identifying individual and organisational
factors of creativity, as well as motivators and characteris-
tics of the work environment that influence respondents’
creative activity.

Data collection was organised using the Google Forms
platform. The questionnaire was disseminated through
thematic Telegram groups and personal email distribution.
A total of 168 participants took part, representing vari-
ous creative industries — primarily I'T, marketing, arts and
crafts — which ensured the interdisciplinary nature of the
sample. Socio-demographic profiling of respondents was
carried out according to the following criteria: age (cate-
gorised into age groups), gender, social status (employed
workers, entrepreneurs, students, etc.), sector of activity
(IT, marketing, education, arts, crafts, etc.), organisation-
al size (micro, small, medium and large enterprises), and
target market (Ukrainian or international). The survey
was anonymous. To ensure confidentiality and compliance
with ethical standards, participants received information
regarding the purpose of the study, the processing of per-
sonal data and their right to withdraw at any time. Ethical
compliance was ensured in accordance with the guidelines
on the ethics of scientific research involving human partic-
ipants, in particular the World Medical Association (2013).

Methodologically, the study employed a systemat-
ic approach using multidisciplinary methods. Structural
and functional analysis was applied to identify archetypes
of creativity; content analysis was used for qualitative
processing of open-ended responses; and descriptive sta-
tistics and comparative analysis were employed to assess
the prevalence of archetypes, motivational factors, barri-
ers and incentives across different groups. These methods
were selected to obtain historically and statistically valid
empirical results on the dynamics of creativity and factors
supporting it in post-war Ukraine. The analytical report on
the survey results was published on the scientific platform
Zenodo (Ligonenko et al., 2025), which ensured open ac-
cess to the research materials and enhanced their academic
verification. The identification of archetypes was based on
the scoring of responses to three key questionnaire items:
self-assessment of creative potential, frequency of the use
of creative methods and perceived benefit from creativity
in professional activities. Responses were converted into
scores from 1 to 3 (Table 1).

Table 1. Scoring of responses to questionnaire questions

Question Answer provided by the questionnaire Score
| consider myself an extremely creative person. 3 points
Self-assessment of creative potential | believe | have some creative abilities. 2 points
| don't consider myself a particularly creative person. 1 point
| often use creativity. 3 points
Using creative methods Sometimes, but more often | resort to traditional methods. 2 points
| don't use creativity. 1 point

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)
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Question

Table 1, Continued

Feeling the benefits of creativity

Answer provided by the questionnaire Score
Yes, my ideas help improve work. 3 points
Sometimes, but not always, ideas bring results. 2 points
No, standard methods are more effective. 1 point

Source: developed by the author

The respondents total score determined his or her ar-
chetype (innovator, system creator, optimist, practitioner,

potential creator, disappointed sceptic or traditionalist). The
criteria and rules for identification are presented in Table 2.

Table 2. Identification and characteristics of creativity archetypes

Archetype SO

Brief description

Typical combination of

range answers
High self-esteem, systematic use of creative methods, confidence
Innovator 9 . A - ; S 3+3+3
in the benefits of creativity in professional and entrepreneurial activities
System High/average self-esteem, s.ystematlc.use of creatlye method.s, but do.e.s.not 3434234243 2+3+3
creator always see the result of using a creative approach in professional activities
Optimist 7 Avgrage self—esFeem, occasional use of.creatlve njethods,.b.e!leves 3424224342, 2+2+3
in the potential benefits of creativity in professional activities

Practitioner 6 Average self-esteem, periodic use of creative methods, partial belief 2+2+2,3+1+2,2+3+1,
in the effectiveness of creativity in professional activities 1+3+2,2+1+3,1+2+3
Potential 5 Average/low self-esteem, occasional use of creative methods, 2+2+1,2+1+2,1+2+2,
creator does not always see the results of creativity in professional activities T+1+3,3+1+1,1+3+1
Disappointed Has creativity and skills, but does not see the benefit for the organisation, 1+2+1,1+1+2,2+1+1,
(skeptic) is demotivated to be creative in professional activities 1+3+0,3+0+1,0+3+1

Traditionalist 3

Low self-esteem, uses mostly traditional methods, sees no benefit
in a creative approach in professional activities

T+1+1

Source: developed by the author

To assess the motivators of creativity, the questionnaire
included the question: “What methods of motivating crea-
tive workers do you consider the most effective?” Respond-
ents could select multiple options from four alternatives:
financial incentives (bonuses, salary increases); flexibility
in work and the ability to plan working hours independent-
ly; professional development and training; and recognition,
distinctions and awards. To determine the main barriers
to creativity, respondents were asked to rate the level of
importance of several potential obstacles, including re-
source limitations, bureaucracy, resistance to change, lack
of support, difficulties in implementing ideas, uncertain-
ty of outcomes, and lack of experience or motivation. The
assessment was carried out on a five-point scale, where 1
indicated the minimum and 5 the maximum level of sig-
nificance. The list of barriers encompassed both organi-
sational factors (bureaucracy, lack of resources) and psy-
chological factors (scepticism, demotivation), providing a
comprehensive view of elements that inhibit creativity and
inventiveness in the workplace. This approach enabled a
systematic assessment of key obstacles to the development
of creative potential across different archetypes, as well as
the identification of priority areas for supporting and stim-
ulating innovative activity within organisations.

To identify priority factors within the work environ-
ment, respondents answered the question: “Which factors,
in your opinion, could most contribute to the growth of cre-
ativity among employees in your organisation (and are ap-
propriate for implementation)?”. The proposed list included:
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workspace (creative office environment); material incentives
for innovation or career opportunities for creative employ-
ees; the cultural life or social positioning of the company; and
other factors. Answers were given on a scale where 1 repre-
sented maximum support and 5 represented minimum sup-
port. A comparative analysis of motivational factors, barriers
and priority work-environment factors was conducted for
each identified archetype. The chosen methodology ensures
historically and statistically valid results that have practical
value for developing strategies to enhance creative potential
in the post-war context of Ukraine and to strengthen innova-
tive activity in the business environment. The survey results
will be used to formulate recommendations for supporting
creative activity in organisations, taking into account the
specific characteristics of different types of creative workers.
This approach provides a comprehensive understanding of
the factors that facilitate or hinder the development of or-
ganisational creativity during post-war economic recovery.

Results and Discussion

Assessment of the prevalence of creativity archetypes
and formation of their socio-demographic profile

The results of the frequency analysis of the prevalence of
individual creativity archetypes are presented in Figure 1.
The analysis was conducted on the basis of 168 completed
questionnaires, which took into account the total scores for
the key parameters: self-assessment of creative potential,
frequency of using creative methods, and perception of the

usefulness of creativity in professional activity.
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Figure 1. Results of frequency analysis of the prevalence
of individual creativity archetypes among study respondents
Source: developed by the author

Almost one-third of respondents (32.9%) belong to
the Optimist archetype. Representatives of this group ex-
hibit an average self-assessment of their own creativity,
periodically use creative methods in professional and en-
trepreneurial activity, and believe in the potential benefits
of creativity. The second most common archetype is the
Practitioner (24.1%), that is, individuals who apply creative
methods when necessary and are convinced of the effec-
tiveness of creative approaches. The third most prevalent
archetype is the System Creator (21%), which includes in-
dividuals who systematically employ creative tools in their
professional activity. Thus, 78% of respondents belong to
highly creative archetypes that actively use creative meth-
ods, stimulate creativity and believe in its effectiveness.
Skepticism regarding creativity and adherence to tradition-
alist approaches were recorded in only 3% of respondents.

Socio-demographic analysis showed that the Opti-
mist and Practitioner archetypes are more common among
young people under the age of 35, predominantly from the
IT sector and creative industries, while the System Creator
archetype is more frequently represented among older age
groups with project management experience. These trends
correspond to the characteristics of professional activity
and the motivational factors typical of these groups. The
optimistic attitude of young specialists under 35, especially

those working in IT, can be explained by several impor-
tant factors. The culture and working environment of the
IT industry traditionally support innovation, openness to
experimentation and readiness to take risks, which forms a
positive perception of creativity as a key resource for pro-
fessional development. Young employees demonstrate high
adaptability to rapid technological changes, which strength-
ens their confidence in their creative abilities and in their ca-
pacity to influence outcomes. Educational programmes and
corporate training initiatives that emphasise creative think-
ing also equip this generation with relevant skills and mo-
tivation to generate and implement new ideas. In addition,
the desire for self-realisation, professional growth and par-
ticipation in innovation processes reinforces young employ-
ees’ belief in the effectiveness of creative approaches. Thus,
the interaction of corporate culture, educational trends
and personal motivations fosters an optimistic attitude to-
wards creativity among younger groups within the IT sector.

The prevalence of the System Creator archetype among
older respondents with project management experience is
explained by several factors. Accumulated professional ex-
perience enables these specialists to understand which cre-
ative methods are most effective in solving specific tasks,
encouraging their systematic integration into work pro-
cesses. Experience in project management develops skills in
structuring, planning and embedding creative approaches
within implementation and control procedures, making
creativity not a spontaneous phenomenon but a consistent
tool for achieving objectives. Older employees often bear
greater responsibility for final outcomes, which motivates
them to rely on proven creative methodologies to increase
team efficiency and enhance product quality. Professional
maturity and confidence also allow them to balance inno-
vative approaches with practical constraints, resulting in
creativity that is more focused and effective. Thus, the com-
bination of experience, responsibility and methodological
competence explains the systematic use of creative tools
among representatives of this archetype. The socio-demo-
graphic profile of the identified archetypes — including their
social status, the size of the organisations in which they
work, and their target markets — is presented in Table 3.

Table 3. Socio-demographic portrait of individual creativity archetypes

Archetype Age Social status Sector Organisation size Market Typical features
Up o 35 Women Employees, T, . Micro (<10 Ukraine High self—estgem, frequent
years old o marketing, o use of creative methods,
oo 58%, sole . people) and 63%, L
Innovator (=58%), . media, 8 ' belief in usefulness,
men proprietors, ; medium-sized world h .
35-45 years 42% students design, businesses 26% orientation towards
old (=42%) ? education °  development and innovation
2535years  Men L Im, Medium (10 Ukraine Ho't%:f;’lerr:gﬁlgﬁastg’gf
System old (=24%), 61%, ployees, marketing, 250 people) 60%, P :reg L
sole . . methods, seeks flexibility,
creator 35-45years women roprietors education,  andlarge-sized  world does not alwavs see the
old (=33%)  39% PP consulting (>250) 29% resuli’
2535years  Men ool T Ukraine e uses methocs
- old 21%, 63%, ployees, marketing, Micro and large-  47%, . . !
Optimist sole L . . partially recognises
35-45years women roprietors advertising,  sized business  world benefits. appreciates
old 42% 37% prop education 42% »app

flexibility and support
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Table 3, Continued

Archetype Age Social status Sector Organisation size Market Typical features
Up to 25 Men
years old 559 Employees, IT, design, Micro and Ukraine Average potential,
Practitioner 32%, womZn sole education, medium-sized 68% situational application,
25-35 years 45% proprietors  marketing businesses ? focus on simple stimuli
old 28% ’
25-35 years Men . .
Potential old 25%, 50%, IT, . Medium-sized  Ukraine Medium/low potent}a!,
Employees  education, . o needs support and training,
creator 35-45years women ) business 75%
old 33% 50% marketing rarely sees benefits
55-65years  Men Self- Crafts,
Disappointed old 67%, 67%, emploved architecture, Micro and small Ukraine Has potential, but sees no
skeptic 25-35years  others stupde?gts‘ marketing, business 100%  benefit, often demotivated
old 33% 33% education
45-55years Women Emplovees Cultural mgé?j:;?s?;jed Low potential, rarely applies
. . old 67%, 67%, ployees, heritage, . Ukraine  methods, sees no benefit,
Traditionalist business businesses, o
<25 years old men owners crafts, state-owned 100% focused on standard
33% 33% education . solutions
enterprises

Note: SE - sole proprietors
Source: developed by the author

Identification of motivational factors of creativity

According to the results of the survey (multiple choice from
the proposed list of factors), the overwhelming majority of
respondents consider financial incentives (bonuses, salary
increases) to be the most effective motivator of creativity.
This option was selected by 81.5% of participants. Less
common, yet still dominant motivators (over 60%), includ-
ed flexibility in work and the opportunity to independent-
ly plan working hours (64.3%), as well as professional

development and training (63.7%). By contrast, recognition,
distinctions and awards act as a motivating factor for only
45.8% of respondents, indicating that symbolic forms of en-
couragement are perceived as less influential than materi-
al incentives or opportunities for autonomy and learning.
Table 4 presents the distribution of creativity motivators
across different archetypes of creative workers. A dash indi-
cates that none of the respondents belonging to a particular
archetype selected the corresponding motivational factor.

Table 4. Comparative table of motivational factors for different archetypes of creative workers

Archetype Financial incentives (%) Work flexibility (%) Professional development (%) Recognition (%)
Innovator 89.5 63.2 57.9 421
System creator 83.3 80.6 77.8 52.8
Optimist 76.4 67.3 65.5 41.8
Practitioner 82.9 61.0 61.0 39.0
Potential creator 75.0 41.7 58.3 66.7
Disappointed skeptic 100.0 - - 66.7
Traditionalist 100.0 - - 50.0

Source: developed by the author

Financial incentives (bonuses, salary increases) are
the most important motivator for all archetypes, espe-
cially for traditionalists and the disappointed (sceptics),
where this indicator reaches 100%. Recognition, distinc-
tions and awards are most significant for potential crea-
tors (66.7%) and disappointed respondents (66.7%), as
well as for traditionalists (50%). Flexibility in work and
the ability to plan one’s own schedule are particularly
valued by system creators (80.6%), optimists (67.3%) and
innovators (63.2%). Professional development and train-
ing play an important role for system creators (77.8%),
optimists (65.5%) and innovators (57.9%). Thus, the
analysis of the results makes it possible to outline clear
motivational profiles for each creativity archetype. In-
novators expect comprehensive support that combines
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financial incentives, flexible working arrangements and
opportunities for professional development, while also
attaching considerable importance to public recognition
of achievements.

System creators demonstrate an orientation towards
a balanced combination of flexible conditions, learning
and development opportunities, financial incentives and
openness to recognition. For optimists, all the main fac-
tors are relevant, although priority is given to financial
rewards and flexible working hours. Practitioners pri-
marily value financial incentives, supplemented by op-
portunities for professional development and elements
of flexible work organisation. Potential creators place
recognition of achievements at the forefront, while fi-
nancial motivation and development opportunities are of
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secondary importance. Disappointed respondents (scep-
tics) focus mainly on material incentives and recogni-
tion, considering other factors significantly less impor-
tant. Traditionalists are almost exclusively oriented to-
wards financial incentives, only partially assigning value
to public recognition.

Identification of barriers to creativity

The results of the survey (score-based assessment of the
importance of the proposed list of barriers) by archetype
are presented in Table 5. The main barriers to creativity are
those that received the highest importance scores on the
five-point scale for each archetype.

Table 5. Significance of barriers to creativity by archetype (score)

s g t o o T » s
= > = oo =S b= S
3 €2 ZE z5f ¢ ¢£58 § £8% EE B33
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Innovator 2.5 2.0 2.3 2.2 2.0 1.8 1.7 1.5 1.3
System creator 3.0 3.2 3.1 2.9 3.0 2.8 2.7 2.5 2.3
Optimist 2.8 2.9 3.0 3.1 3.2 3.0 2.8 2.7 2.5
Practitioner 3.2 3.3 3.5 3.4 3.3 3.1 3.0 2.9 2.7
Potential creator 3.4 3.5 3.6 3.7 3.4 3.3 3.5 3.2 3.0
Disappointed skeptic 3.6 3.7 3.8 3.9 3.7 3.5 34 3.6 3.5
Traditionalist 3.8 4.0 4.2 4.1 3.9 3.8 3.7 3.9 4.0

Source: developed by the author

The results obtained can be explained as follows. For
Innovators, the most significant barrier is the lack of re-
sources (2.5), which is associated with the intensity and
activity of their work, requiring extensive material and
technical support. The second most important barrier is
resistance to change and conservatism (2.3), which hin-
ders the acceptance of new ideas and limits rapid adapta-
tion. The third barrier is bureaucracy and excessive for-
malisation (2.0), which slows down innovation processes
by constraining freedom of action and limiting creative
initiative. The System Creator archetype values consisten-
cy, structure and clarity in creative activities. They prior-
itise streamlined processes, well-developed methods and
adherence to established rules; therefore, barriers that
disrupt this order have the greatest impact. Bureaucracy
and excessive formalisation (3.2) create obstacles due to
unnecessary administrative procedures, delaying the im-
plementation of innovative ideas. Difficulty in implement-
ing ideas (3.0) arises because System Creators tend to plan
and control each stage of the process, so any complications
related to access to resources, changes in strategy or lack
of team support reduce the effectiveness of their creative
work. Lack of support and incentives (2.9) also negatively
affects their motivation, as they expect understanding and
organisational backing.

For Optimists, the primary barrier is the difficul-
ty of implementing ideas (3.2), since they are open to
new opportunities but may underestimate the com-
plexity of practical implementation. Lack of support
and incentives (3.1) presents additional difficulties,
as Optimists typically rely on approval and encour-
agement, which reinforce their enthusiasm and be-
lief in success. Uncertainty of results (3.0) represents a
psychological barrier: despite their generally positive
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attitude, instability or potential failure may provoke
doubt and limit their creative activity. The Practitioner
archetype values stability, tangible results and practical
solutions. Their strongest barriers are resistance to change
and conservatism (3.5), which limit the acceptance of
new ideas and experimentation, and lack of support and
incentives (3.4), which reduces motivation for creativi-
ty during periods of change. Bureaucracy and excessive
formalisation (3.3) complicate work processes and turn
simple, effective solutions into lengthy procedures, hin-
dering the implementation of creative ideas. In general,
Practitioners prefer traditional approaches, value struc-
ture and clarity, and are often constrained by a reluctance
to take risks or deviate from established methods.

A Potential Creator possesses a high level of creative
potential but faces significant obstacles in realising it. The
most important barrier for this group is lack of support
and incentives (3.7). They require external support — mor-
al, organisational or resource-based - to implement crea-
tive ideas and develop their skills. Resistance to change and
conservatism (3.6) impede innovation, as new ideas often
face scepticism from colleagues or organisational systems.
Lack of experience and competencies (3.5) highlights the
need for professional training, upskilling and development
of practical skills that would reduce uncertainty and ena-
ble more effective use of creative potential. This archetype
requires maximum attention to both personal and profes-
sional development, as well as a supportive environment
conducive to innovation.

The Disappointed (Sceptic) archetype often experi-
ences a pronounced lack of support and incentives (3.9),
leading to low motivation and a sense of isolation in the
workplace. They find it difficult to overcome the complex-
ity of implementing ideas (3.8) due to limited resources

®
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and a lack of encouragement for innovation. Scepticism
and demotivation (3.6) reinforce negative attitudes, mak-
ing them distrustful of change and innovation, which
reduces creative activity and limits participation in col-
lective creative processes. For Traditionalists, the most
significant barriers are resistance to change and conserva-
tism (4.2), lack of support and incentives (4.1), and scep-
ticism and lack of motivation (4.0). This set of barriers
reflects their preference for stability and constancy, as well
as reluctance to adopt new methods. Bureaucracy and in-
sufficient support further strengthen this tendency. Low
motivation and scepticism explain their limited readiness
for change and innovation.

Identification of priority factors of the work environment
To analyse more deeply how the characteristics of the work
environment influence the manifestation of creativity
among representatives of different archetypes, it is advis-
able to examine the importance ratings of relevant factors
for each identified type. Such an approach makes it possible
not only to observe general trends but also to identify the
unique priorities that shape creative activity and the con-
ditions necessary for its activation depending on the dom-
inant archetype. In this context, Table 6 summarises the
data obtained and enables the identification of specific pat-
terns in how different groups perceive work environment
factors either as incentives or as constraints.

Table 6. The importance of work environment factors for creativity (by archetype)

Archetype Freedom Workspace Material encouragement Cultural life
Innovator 1.8 2.0 2.3 2.6
System creator 2.0 2.2 2.5 2.7
Optimist 2.2 2.5 2.8 2.9
Practitioner 2.3 2.6 2.9 3.0
Potential creator 24 2.7 3.0 3.1
Disappointed skeptic 2.5 2.8 3.1 3.2
Traditionalist 2.7 3.0 3.3 3.4

Source: developed by the author

The highest-priority work environment factor for all
respondents is “freedom” in relation to work schedule and
dress code, which received an average score of 2.1 on a five-
point scale, where 1 indicates the highest priority. A total
of 68% of respondents assigned 1-2 points to this factor.
The second most important factor is the organisation of the
workspace (average score 2.4; for 54% of respondents, it rep-
resents the highest priority). Material incentives and career

opportunities for creative employees ranked third (average
score 2.7, with 41% identifying this factor as their top priori-
ty). The lowest-rated factor was the cultural life of the organ-
isation (average score 2.9), which proved to be important
for only one-third of respondents. No significant differenc-
es in priorities were found across the different archetypes.
The importance of individual aspects of the work environ-
ment for each creativity archetype is presented in Table 7.

Table 7. Importance of aspects of the work environment in terms of creativity archetypes (multiple choice),
% of respondents

gﬂ 1] g 8 g c = c (] ()

] £ S = a z2 <S¢ S -2 w8 T©B_5

o g8 o ) o 28 =0 =] s B o2 o5 2

g s > =8 5 832 5% g 22 S5 853

= =2 - 0 = 29% 2 _g 95 c @ o oEE

2 c5 § =2 & @rS 2£ £5 £g S5 383§

< o = X ) & g oS - Ll FZ a &

() 5 o E = © o o @© p=
Innovator 82 74 68 59 54 51 48 44 41 38
System creator 75 68 65 59 54 51 48 44 41 38
Optimist 68 64 61 59 54 51 48 44 41 38
Practitioner 64 60 58 59 54 51 48 44 41 38
Potential creator 59 54 52 59 54 51 48 44 41 38
Disappointed skeptic 54 50 48 59 54 51 48 44 11 38
Traditionalist 48 45 43 59 54 51 48 44 41 38

Source: developed by the author

The most important aspects of the work environ-
ment were: open exchange of ideas and opinions (72% of
respondents); a supportive team (68%); flexible working
hours (65%); an innovative space (59%); support and en-
ergy from colleagues (54%); and the opportunity to col-
laborate with different people (51%). The least important
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were: developed cultural infrastructure (38%); tolerance
and openness (41%); financial compensation (44%); and
freedom of expression (48%). No fundamental differenc-
es were identified across archetypes. The importance of
individual aspects of the work environment for different
archetypes of creativity demonstrates general trends that
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promote creativity among all respondent groups. The most
significant factor for each archetype was an innovative
space, supported by 59% of respondents across all groups,
which indicates the universality of this factor as a key stim-
ulus for creative activity.

Open exchange of ideas and a supportive team also
occupied leading positions, receiving the highest scores
within the range of 54-82% depending on the archetype.
In particular, Innovators and System Creators value open
exchange of ideas most highly (82% and 75%, respective-
ly) and consider a supportive team atmosphere especially
important (74% and 68%). By contrast, the Traditionalist
archetype demonstrates lower scores on these aspects: 48%
for open exchange of ideas and 45% for a supportive team.
This reflects its greater conservatism and a weaker need for
collective creativity, which suggests the necessity of target-
ed efforts to overcome such limitations. Flexible working
hours, support and energy from colleagues, opportunities
for cooperation, freedom of expression, financial com-
pensation, tolerance, and a cultural infrastructure show

relatively stable values within the range of 38-68% for all ar-
chetypes. This indicates their general but less differentiated
role in stimulating creativity. It is important to note that no
fundamental differences were identified among the arche-
types regarding the perceived importance of these aspects,
which indicates a similar set of needs for the development
of creativity regardless of the specific type of creative be-
haviour. This makes it possible to recommend a universal
approach to shaping the work environment, with an em-
phasis on the key incentives: an innovative space, open ex-
change of ideas and strong team support.

Development of the concept

of targeted support programmes

for different creativity archetypes

The proposed concept of targeted support programmes
for different creativity archetypes is based on taking into
account the motivators, barriers and expectations of each
group, which enables the most effective targeting of efforts
and resources (Table 8).

Table 8. Prerequisites and content of the support programme for different archetypes of creative workers

Archetype Expectation Barriers
Recognition; resources Insufficient
for experimentation; resources;
Innovator NV
autonomy; participation bureaucracy;

in strategic decisions  resistance to change

Motivation Support Programme
Financial

incentives; Grant programs for innovative ideas;
flexibility; internal accelerators and experimental

professional
development;

laboratories; public recognition: awards,
prizes, conferences; the right to influence

public the organisation’s strategic decisions
recognition
Flexible working Difficulty Flexible schedule and remote work;
conditions; implementing Flexibility; regular trainings, experience exchanges,
System . - . . - A
development; ideas; lack of learning; internships; simplified procedures for
creator N . . - N B " .
simplification of support; excessive recognition submitting ideas; project competitions with
bureaucracy formalisation funding
. . Bonuses for initiative and participation
S . Financial : : o :
Support for initiatives; Uncertainty of incentives: in projects; independent planning of
Optimist financial incentives;  outcome; insufficient ﬂexibility" working hours; mentoring programs for the

flexibility support

support for ideas

development of ideas; regular feedback on
implemented initiatives

Clear key performance indicators with

Simple and clear Lack of incentives; ‘Flnan.clal. bonuses for achievements; workshops on
- . T L incentives; : S .
Practitioner incentives; training;  conservatism; limited training: simole practical creativity; access to simple tools
support resources tc?cl)ls P for implementing ideas; mentoring and
support in implementation
Mentoring programs from experienced
Potential Mentoring; training; Insufficient Recognition; colleagues; trainings to develop creativity
recognition of small experience; lack of mentoring; and confidence; recognition of even small
creator ; o . o L
achievements support; insecurity training successes (honors, feedback); involvement
in team projects to gain experience
. . Feedback sessions on ideas (analysis of
Financial ) - X
. . L reasons for failures); coaching and work
. . . s Lack of support; incentives; ; A 2
Disappointed Feedback; recognition; : L . o with motivation; participation in team
; . ignoring ideas; recognition; ) . . .
skeptic psychological support o : projects to feel meaningful; celebration of
demotivation psychological .
attempts and efforts even without a final
support
result
Financial Small bonuses for participating in
Simplicity; gradual Skepticism; incentives; initiatives; hints of the real benefits of

involvement; financial
incentives

Traditionalist
lack of motivation

resistance to change; simple examples;

creativity; gradual involvement in simple
creative tasks; trainings to develop
openness to new things

gradual
involvement

Source: developed by the author
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Innovators and system creators value freedom of ex-
pression, an innovative creative space, open exchange of
ideas, flexibility in work and the support of colleagues most
highly. Therefore, it is important to create conditions that
ensure autonomy, access to resources for experimentation,
and opportunities to participate in strategic decision-mak-
ing. Practical solutions include grant programmes for inno-
vations, internal accelerators, public recognition through
awards, and simplified procedures for submitting ideas.
Optimists and practitioners, who are oriented towards
more traditional material and moral incentives, prefer flex-
ibility, collective support and stable rewards. For them, bo-
nus programmes for initiative, the ability to independently
plan working hours, mentoring initiatives and regular feed-
back are effective motivational mechanisms.

Potential creators, who often lack sufficient experi-
ence and require support, are motivated through mentor-
ing, recognition of even small achievements, and gradual
involvement in creative activities. Mentorship schemes,
confidence-building training, and encouragement through
awards and participation in team projects are particularly
useful for this group. Disappointed sceptics and tradition-
alists demonstrate lower levels of activity in creative pro-
cesses, show scepticism towards innovations and resistance
to change. For such archetypes, simplicity, psychological
support, gradual involvement in creative tasks and finan-
cial incentives in the form of small bonuses are especial-
ly important. Effective measures for these groups include
feedback sessions, coaching, real-life examples demon-
strating practical benefits, as well as recognition of even
minor attempts and achievements.

Analysis of Table 8 shows that each archetype has its
own specific expectations for support and motivation, as
well as significant barriers, including bureaucracy, lack of
resources, resistance to change and imperfect communica-
tion. At the same time, all archetypes require a combina-
tion of financial, motivational and organisational measures
that enhance flexibility, interaction and recognition. This
approach enables the development of targeted support pro-
grammes that reflect the varying needs of creative workers,
increase their involvement and productivity, and contribute
to the formation of an innovative organisational culture.
The absence of radical differences in some aspects of crea-
tivity stimulation between archetypes also makes it possible
to plan and implement universal support practices.

In general, to support and develop creativity in or-
ganisations, regardless of the archetype of employees, it is
appropriate to introduce a number of universal measures
aimed at creating a favourable innovative environment.
First, regular monitoring of employees’ needs and barri-
ers is necessary, enabling timely identification of changes
in motivational attitudes and the adaptation of support
programmes. Such monitoring may be conducted through
periodic surveys, interviews or HR data analytics, ensur-
ing the validity of management decisions. The second key
direction is the establishment of an organisational cul-
ture that encourages openness to new ideas and supports
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experimentation, whereby employee initiatives are consid-
ered as opportunities for development rather than risks.
This requires not only a declaration of values, but also
practical mechanisms - for example, pilot projects, “failure
budgets” for safe testing of ideas, and transparent proce-
dures for reviewing innovative proposals.

An important component is the development of in-
ternal communities and the formation of a “creativity eco-
system”, within which employees with different archetypes
can exchange experience and participate in general organ-
isational mini-projects, workshops or hackathons. Such
informal cross-functional interactions contribute to the
dissemination of knowledge, increased motivation and the
creation of a culture of mutual support. No less important
is the development and implementation of a multi-level
motivation system that includes both financial (bonuses,
salary increases) and non-financial incentives (recognition,
career advancement opportunities, training, flexible sched-
ules). The system should take into account the specifics of
different archetypes, ensuring the individualisation of ap-
proaches while maintaining general standards of fairness
and transparency in rewards.

Thus, the strategy for developing creativity should pro-
vide for a comprehensive approach - from the systematic
collection and analysis of feedback to building an organisa-
tional culture that supports innovation and provides moti-
vation. This will make it possible to strengthen the creative
activity of employees of all archetypes and contribute to the
sustainable innovative development of the organisation.
The proposed archetypes of creativity (innovators, system
creators, optimists, practitioners, potential creators, scep-
tics and traditionalists) expand the typologies proposed
by other scholars. In particular, they clarify the socio-de-
mographic characteristics of each type and their expecta-
tions of the working environment identified in the study
by M. Manimala & K. Wasdani (2015). The similarity of
the needs of innovators and system creators, described in
the work of E. Martins & E. Terblanche (2003), is particu-
larly noteworthy - highly creative employees prefer auton-
omy, flexibility and direct influence on strategic decisions.
In the article by V. Zianko & T. Nechyporenko (2023), the
authors focused on the impact of artificial intelligence on
the financial sector of Ukraine, considering it a powerful
factor of modernisation and development. They analysed
in detail how the introduction of innovative technologies
transforms business processes and contributes to increased
competitiveness. Their conclusions emphasised the role of
technological innovations as a driver not only of technical
change but also of cultural transformations within enter-
prises, which opens up prospects for the formation of new
archetypes of creativity.

The identification of archetypes of creativity not only
deepens the understanding of the internal diversity of
creative workers but also opens up real opportunities for
building targeted and effective support programmes that
can become an important component of strategies for the
innovative development of enterprises and organisations.
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This conclusion is consistent with studies that highlight
the importance of an archetypal approach to understand-
ing and managing employee behaviour in complex so-
cio-organisational systems. The study by A. Kraevska &
I. Shvarts (2023) focuses on criteria for assessing the ef-
fectiveness of management in industrial enterprises, iden-
tifying the key parameters that influence productivity and
sustainability. The authors emphasised that management
effectiveness is closely linked to the implementation of in-
novations and adaptation to change, which, in essence, is
a manifestation of a creative approach to organising work.
They highlighted the importance of a systemic approach to
management, yet they did not sufficiently reveal the role
of individual and collective creative strategies that shape
archetypes of creativity in specific organisational contexts.
The conducted research deepened the understanding of in-
dividual and collective creative strategies that form arche-
types of creativity in specific organisational contexts.

The identified motivation factors of creative workers
are consistent with the results of the study by B. Wikan-
tiyoso (2024). The analysis of motivation patterns among
creative workers makes it possible to distinguish key arche-
types that correlate with the level of creative activity and the
use of creativity tools in professional activities. The article
by O. Hudz & I. Koval (2020) is devoted to analysing the
concept of creative management in enterprises. The authors
emphasised that creativity in business is not only the genera-
tion of ideas but also the systematic management of creative
potential, which requires specialised approaches and struc-
tures. They showed that creative management contributes to
increasing the innovative capacity of enterprises and forms
new models of behaviour. The conclusions of the study con-
ducted in this work confirm that creativity requires system-
ic management, and the analysis undertaken in this article
provides the empirical basis lacking in the referenced study,
identifying specific archetypes in Ukrainian companies.

Based on the empirical analysis, the positive impact of
learning orientation (the desire to constantly acquire new
knowledge and skills) on the level of creativity in the course
of business activities was demonstrated. The mechanisms
proposed by these authors, which contribute to the emer-
gence of innovative and creative ideas, were used in the de-
velopment of the concept of targeted support programmes.
The developed concept of targeted support programmes for
different archetypes of creativity is a logical addition to the
proposals of O. Tarasov et al. (2022) regarding the develop-
ment of archetype models for analysing leadership styles and
team motivation in innovative environments, emphasising
their role in increasing productivity and innovative potential.

The conclusions formed are consistent with the results
obtained by W. Leal Filho (2015) concerning the impor-
tance of internal communities, open exchange of ideas and
the development of cultural infrastructure for enhancing
innovative potential. At the same time, they complement
these approaches with targeted detailing of support pro-
grammes that take into account archetypes, which was
not the focus of the aforementioned work. In the study by
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O. Plakhotnik (2022), emphasis is placed on the theoretical
and methodological aspects of creative management, where
the fundamental concepts and approaches to developing
creative potential in organisations are outlined. The author
carefully considered the factors influencing creativity and
provided methodological recommendations for increasing
the effectiveness of managing creative processes. The con-
clusions indicate the need to integrate various management
tools to support creativity; however, there is no detailed ex-
amination of the specifics of the Ukrainian business context,
which is important for understanding the features of the for-
mation of creativity archetypes in this country. The author
laid the theoretical foundations of creative management,
and the present article has supplemented them by confirm-
ing these theories in practice within the Ukrainian business
context, which is important for understanding the features
of the development of creativity archetypes in this country.

However, unlike the study by N. Crilly (2025), the
sample formed in this research did not reveal significant
differences in the importance of individual factors of the
working environment among the various archetypes,
which indicates the existence of universal basic needs
for the development of creativity. This may be due to the
broader socio-economic context in Ukraine, where similar
challenges and opportunities shape a comparable structure
of needs among representatives of different sectors. Thus,
the study confirms a number of widely recognised scientific
provisions concerning the factors and motivators of crea-
tivity, while introducing novelty in the form of an archetyp-
al approach and adapted recommendations relevant to the
Ukrainian context of post-war reconstruction.

The attractiveness of the proposed methodological
approach to identifying creativity archetypes lies in its
simplicity and accessibility, which allows such studies to
be scaled up and enables the application of the developed
concept of support programmes in various organisations.
The ease with which employees can be categorised by ar-
chetype makes it possible to determine their motivational
needs, barriers and priority working environment condi-
tions quickly, thereby increasing the effectiveness of sup-
port measures. This approach contributes to more accurate
resource allocation and the adaptation of strategies for
developing creative potential to the specific characteris-
tics of different groups of creative workers. In addition, the
accessibility of archetype identification methods makes it
possible to reuse these tools within large organisations or
at the regional level, significantly expanding the practical
scope of the research. The developed concept of support
programmes is universal, enabling the combination of
both individual and collective strategies for motivating and
stimulating creativity, which meets the current needs of dy-
namic business environments.

Conclusions

The study made it possible to determine the prevalence
of creativity archetypes in the Ukrainian business en-
vironment, to outline the socio-demographic profile of
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representatives of each archetype, and to identify the key
motivators and working environment factors that influ-
ence employees’ creative activity. According to the results,
the most numerous archetypes were Optimists (32.9%),
Practitioners (24.1%) and System Creators (21%), which
together account for 78% of the sample. This indicates a
predominant orientation among Ukrainian creative work-
ers towards a combination of flexibility, pragmatism and a
systematic approach to implementing creative solutions.
The most important factors for the development of crea-
tivity were identified as freedom and autonomy at work,
flexible schedules, a supportive collective climate, a mod-
ern and functional workspace, and open exchange of ideas.
Overall, 81.5% of respondents consider financial incentives
(bonuses, salary increases) to be the strongest motivator of
creativity, while almost two-thirds (64.3% and 63.7%, re-
spectively) emphasised flexible working hours, opportuni-
ties for professional development and training.

The study confirmed that the effectiveness of creative
potential realisation largely depends on the alignment of
support programmes with the characteristics of each arche-
type. For Innovators, priorities include resources for exper-
imentation, public recognition and the ability to influence
strategic decisions; for System Creators - flexible working
conditions, professional development and reduced bureau-
cratic pressure; for Practitioners — clear and comprehen-
sible incentives combined with learning opportunities;
for Potential Creators - mentoring support, recognition
of even small achievements and gradual involvement in

creative projects; for Disappointed individuals and Tradi-
tionalists — psychological support, simplicity of tasks and
moderate financial incentives. The developed concept of
targeted support programmes enhances the engagement
and effectiveness of creative workers and contributes to the
formation of an innovative culture within organisations.
The simplicity and accessibility of archetype identification
also allow this model to be scaled across different indus-
tries and applied both at the level of individual enterpris-
es and in inter-organisational or regional initiatives. The
study demonstrated that for the sustainable development
of Ukrainian businesses it is critically important not only
to identify creativity archetypes but also to build a flexi-
ble support system that takes into account the motivational
characteristics and barriers associated with each type. Fur-
ther research should focus on testing the effectiveness of the
proposed support programmes in real business settings, as
well as examining the influence of digital technologies and
artificial intelligence on different creativity archetypes in
the context of rapid socio-economic change.
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ApXxeTunu KpeaTuUBHOCTI: iieHTUdiKaLis Ta NOLUMPEHHS
B YKpalHCbKOMY 6i3Hec-cepeaoBuLLi

Jlapuca JliroHeHKoO

JIOKTOp eKOHOMIYHUX HayK, npogecop
KuiBcbkuii HaLioHaibHUIE eKOHOMIYHUI yHIBEpCUTET iM. B. [eTbmaHa
03057, npocn. bepectevicbkuu, 54/1, M. Knis, YkpaiHa
https://orcid.org/0000-0007-5597-5487

AHoTauif. Y KOHTEKCTi TOBOEHHOT O BiJHOB/IEHHA YKPaiHM KpeaTUBHiCTh BUCT YA€ KTIOYOBYM Y/ HHMKOM iHHOBALIi/IHOT O
PO3BUTKY Ta MiBMIIEHHSA KOHKYPEHTOCIPOMOXHOCTI 6isHecy. MeTolo AoCiipkeHHA Oy10 BU3HAYUTH apXeTUIN
KpeaTVBHOCTI cepefi Ipal[iBHYUKIB YKpaiHChKIX OpraHisaliiit, OLiHNTY IX IOIMPEHiCTb, MOTUBALiITHI YMHHUKY, 6ap €pu
Ta paKTOpU po6OYOro CepefOBUIIA, IO BIVIMBAIOTh HAa TBOPYY aKTUBHICTb. MeTOH0/IOriA IPYHTYBaIacs Ha IPOBeeHH]
OHJIAJIH-OIIMTYBAaHHA 168 pecIOH/eHTIB 3 pi3HUX CEKTOPIiB KpeaTMBHMX IHAYCTPIil Ta COLliaIbHO-AeMOrpadiqHuX IPYIL.
I aHamisy 6yn1o 3acTOCOBAaHO KOHTEHT-aHaIi3 BifNIOBimell, METON ONMMCOBOI CTATMCTUKY Ta IOPiBHAJBHUIL aHai3
IPYI pecHOHJieHTiB. IneHTudiKanis apxeTunis IpoBefeHa Ha OCHOBi CaMOOLiHKYM TBOPYOrO IIOTEHIIialy, 4acTOTH
BMKOPUCTAHHA TBOPYVX METOJIB i CIIPUITHATTS KOPUCTI KpeaTUBHOCTI 3a 6a/IbHOIO IIKA/IOK. Y pe3y/IbTaTi BUOKpeM/IEHO
ciM apXeTUIIiB TBOPYUX IIPALliBHUKIB, KOXKEH 3 AKX Ma€ YHiKa/JIbHUI MOTUBaLiiiHUI Ipodink, cienndivni 6ap’epu Ta
norpebye afjpecHOI NifTpUMKY B pob6odoMy cepepoBulli. BctaHoBIeHO, 0 y BubipIii foMiHyIOTh apxe Ty « OnTuMicT»
(32,9 %), «IIpaktuk» (24,1 %) Ta «Cucremunit kpearop» (21 %), 10 pasoM CTaHOBIATH 78 % ycix onurannx. Hait6inpim
BIUIMBOBUMM MOTUBaTOpaMy BuAByicA ¢pinancosi crumymu (81,5 %), rHy4xmit pexxuM po6oTu (64,3 %), npodeciitauii
po3BUTOK (63,7 %). Po3po6IeHO KOHIIENT afpecHUX 3aXOXiB, OPIEHTOBAHNX Ha OCOOMMBOCTI KOXXHOTO apXeTUIy, 3
peKoMeHaliAMM 0J0 ONTHUMi3allii cepeloBNUIIA /1A PO3BUTKY iX KpeaTMBHOTO NoTeHniany. [IpakTuyHa sHa4yIicTh
JOCTIDKEHHSA TIOIATAE Y MOXX/IMBOCTI BUKOPUCTAHHA JIOTO Pe3y/NbTaTiB KePIBHUMKAMM IiIIPUEMCTB, HR—(l)axiBu;IMM
Ta KOHCY/IbTAHTAaM 3 OpTaHi3allifiHOro pO3BUTKY JyIA BIPOBAKEHHA eeKTUBHUX IIPOrpaM CTUMYIIIOBAHHA TBOPYO]
aKTVBHOCTI IIEPCOHAITY 3 ypaXyBaHHAM apXeTUITHIX 0COOIMBOCTEIL. Ix BIpoBajKeHHs cpUATIME CTa/IOMY PO3BUTKY
6i3Hecy Ta IOBOEHHOMY BiJHOB/ICHHIO eKOHOMIKY Ha 3acajjax iHHOBaIliil Ta KpeaTMBHOCTI

KniouoBi cnoBa: opranisaniiilHa KpeaTBHICTb; apXeTUII IIpalliBHMKA; MOTMBALI/HI YMHHUKM KpeaTUBHOCTI; 6ap’epu
KpeaTUBHOCTI; pobode cepeloBUILe; PO3BUTOK IIePCOHANTY; iHHOBAILIiTHNIL pO3BUTOK

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

N\
\\\\\s


https://doi.org/10.1080/23311975.2025.2503425
https://doi.org/10.1177/87569728241296808
https://doi.org/10.31319/2709-2879.2022iss2(5).270786pp32-41
https://www.pearson.com/en-us/subject-catalog/p/Robbins-Organizational-Behavior-18th-Edition/P200000006036
https://www.rockpa.org/wp-content/uploads/2022/04/Operating-Archetypes-Philanthropys-New-Analytical-Tool-for-Strategic-Clarity-5-1.pdf
https://www.rockpa.org/wp-content/uploads/2022/04/Operating-Archetypes-Philanthropys-New-Analytical-Tool-for-Strategic-Clarity-5-1.pdf
https://doi.org/10.1016/j.intman.2024.101203
https://doi.org/10.32535/jcda.v7i3.3517
https://doi.org/10.1001/jama.2013.281053
https://doi.org/10.2147/PRBM.S408331
https://doi.org/10.2147/PRBM.S408331
https://doi.org/10.31649/ins.2023.3.6.21
https://orcid.org/0000-0001-5597-5487

Scientific Bulletin
of Mukachevo State University

Series

Economics

Volume 12, No. 4, 22-34 ISSN 2313-8114
Journal homepage: https://economics-msu.com.ua/en E-ISSN 2518-1254
uUDC 33

DOI: 10.52566/msu-econ4.2025.22

Management of digital communication channels in organisations:
The experience of Epiroc Ukraine

Yevheniy Lisenyi

PhD in Economics
V.N. Karazin Kharkiv National University
61022, 4 Svobody Sq., Kharkiv, Ukraine
https://orcid.org/0000-0002-9037-9060

Veronika Ostanina”

Student
V.N. Karazin Kharkiv National University
61022, 4 Svobody Sq., Kharkiv, Ukraine
https://orcid.org/0000-0003-4434-7172

Abstract. The research relevance is determined by the fact that digital tools are gradually transforming from an auxiliary
tool into a basic management infrastructure, on which the speed of decision-making, the coordination of business processes
and the quality of interaction with customers and partners depend. The study aimed to summarise theoretical provisions
on the management of digital communication channels. The article examined the management of an organisation’s digital
communication channels using the example of the industrial company Epiroc Ukraine, which operates in the mining
and construction equipment market. The methodological basis of the study was the analysis of scientific sources, content
analysis of the company’s internal documents, expert assessment of digital channels by groups of organisational and
functional-behavioural criteria, as well as a comparative analysis of the competitive environment. As a result, the study
determined that Epiroc Ukraine LLC has a sufficiently developed digital infrastructure, but its practical use is characterised
by unevenness, excessive load on individual channels, and an insufficient level of integrated analytics for systematic
evaluation of communication effectiveness. A concept for a digital communications management strategy is proposed,
which involves the creation of an internal digital interaction team, the introduction of a unified digital communications
policy, the modernisation of the internal portal as a centre for information interaction, the development of external
content for social networks, and the implementation of a system of key performance indicators. According to the results
of the estimated forecast, the implementation of the proposed measures will improve the consistency of information flows,
reduce the time required to process requests, and increase the level of engagement of target audiences. It is also expected
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that the transparency of management processes will increase and the quality of management decisions will improve due
to the use of real-time analytical data. The practical value of the study is determined by the potential use of the proposed
approaches in industrial companies to build a comprehensive digital communications system, increase the transparency
of management processes, and strengthen their competitive position in the market

Keywords: corporate communications; digital transformation; industrial enterprise; communications strategy;

communications analytics; integrated channels

Introduction

The development of the digital environment has signif-
icantly transformed the logic of organisational manage-
ment, turning digital communication channels into key
infrastructure for coordinating management decisions, in-
ternal interaction and customer relations. In a modern en-
vironment, digital platforms not only ensure the transfer of
information but also shape customer experience, manage
business processes, provide analytics and support strategic
management decisions. Digital business transformation is
a complex process that encompasses changes in business
models, organisational structures, communication chan-
nels and approaches to creating value for customers.

A significant area of scientific research has been de-
voted to the issues of customer relationship management
and the integration of Customer Relationship Management
(CRM) systems into corporate communication processes
(Salman et al., 2024). In modern organisations, CRM is
seen as a tool for centralising customer data, automating
sales, providing customer service and ensuring personal-
ised interaction. As noted by H. Hansen et al. (2022), the
integration of CRM systems into the overall corporate
communications system contributes to greater consistency
in information flows, transparency of internal processes,
and effective customer interaction.

A separate block of scientific works focuses on brand
interaction with the audience in the digital environment
and communication management in social networks. Thus,
C. Ledro et al. (2025) recognised social media resourc-
es not only as a channel for disseminating information,
but also as an environment for shaping brand reputation,
consumer engagement and feedback from the audience.
Consumer engagement on social networks is a substantial
factor in forming an emotional connection with the brand,
increasing loyalty and trust, which directly affects the com-
petitiveness of companies.

Contemporary research emphasises the use of digital
analytics and data-driven approaches in communication
management systems. According to M.Z. Bahand (2025),
analytical tools ensure the evaluation of digital channel
performance, customer behaviour forecasting, and the op-
timisation of marketing and service decisions. In the digital
environment, marketing analytics is becoming a key tool
for justifying management decisions based on large data
sets and quantitative performance indicators.

A separate area of research covers omnichannel com-
munication management strategies, especially in the B2B
segment. Omnichannel communication involves integrating
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internal and external digital platforms into a single cus-
tomer interaction system, providing a consistent custom-
er experience regardless of the point of contact. As not-
ed by O. Popko & V. Filatov (2025), in the B2B segment,
omnichannel communications combine service support,
technical consulting, project management, and after-sales
support into a single information loop.

Ukrainian scientists have also been actively research-
ing the processes of digitalisation of marketing com-
munications and management at industrial enterprises.
O. Chukurna et al. (2024) analysed the problems of in-
troducing digital technologies, forming digital channels
of interaction, and improving the effectiveness of inter-
national and internal communications. According to
I. Zakryzhevska et al. (2025), the integration of digital
technologies into the development of global marketing
communications of industrial enterprises contributes to
increasing their competitiveness and adaptation to the
conditions of the digital economy.

At the same time, despite the availability of a signifi-
cant number of scientific studies, most works focus on in-
dividual aspects of digital communications — marketing,
analytical or technological — without forming a compre-
hensive vision of digital communication channel manage-
ment at the level of a specific enterprise. This necessitates
further applied research to analyse real-life practices of
using digital channels, their integration into management
systems, and the evaluation of their effectiveness in the
context of specific companies. The study aimed to summa-
rise theoretical approaches to the management of digital
communication channels, analyse the practice of their use
using the example of Epiroc Ukraine, and develop practi-
cal recommendations for optimising the communication
system of an enterprise.

Materials and Methods

The empirical basis of the study was provided by materi-
als from the activities of Epiroc Ukraine LLC, which op-
erates in the mining and construction equipment market
and actively implements digital solutions in management,
production and service processes. The choice of this com-
pany as the subject of the study is determined by the be-
longing to the segment of industrial B2B companies, for
which digital communications perform not only market-
ing, but also operational, managerial, service and coor-
dination functions. Epiroc Ukraine is characterised by a
high level of digitalisation of business processes, active
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use of integrated information systems, and an extensive
network of long-term partnerships with customers, which
creates a representative basis for analysing the effective-
ness of digital channels in real management conditions.
In addition, the company operates in an environment of
high technological complexity of products and services,
which increases the requirements for the quality of com-
munications, speed of information exchange and coordi-
nation of actions between departments and contractors.
This renders it a prime example for studying modern ap-
proaches to digital communications management in the
Ukrainian industrial sector.

The study analysed the following structural divisions
of the company: service department, sales department, fi-
nance and accounting department, logistics department,
HR department, and management unit. The study covered
the period of the company’s activity from 2022 to 2024,
which tracked digital transformations in the context of
martial law in Ukraine and increased requirements for
management efficiency. The object of applied analysis
was digital communication channels that ensure internal
interaction between company departments and external
communication with customers and partners. The sample
included the Integrated Management System (IMS), the
internal corporate portal Homepage, the Salesforce CRM
system, the Vchasno electronic document management
platform, corporate email, the company’s official website
(Epiroc official website, n.d.) and the company’s official
Facebook page (Epiroc Ukraine Facebook page, n.d.).
Access to the company’s internal digital communication
channels was provided to the authors of the study with
the official consent of the management of Epiroc Ukraine
LLC, which was used to analyse the functioning of these
tools within the framework of existing corporate regula-
tions and information security standards. Content anal-
ysis was conducted based on internal regulations, job
descriptions, business process diagrams, information se-
curity policies, digital platform logs, CRM usage reports,
and IMS materials. Only those documents that directly
regulate the functioning of digital channels and have a
status were included in the study. The units of analysis
were management functions, information messages, busi-
ness processes, digital interfaces, and algorithms for inter-
action between departments.

The expert assessment was conducted with the partic-
ipation of nine company specialists, including department
heads, sales managers, and service coordinators with 5 to
15 years of experience. The selection of experts was based
on their direct involvement in digital communication pro-
cesses. The assessment was conducted in the form of a
structured questionnaire. Each digital channel was rated on
a 10-point scale according to criteria such as frequency of
use, speed of information exchange, convenience, security,
integration, analytical capabilities, level of automation, user
engagement, support for corporate culture, and overall sat-
isfaction. The results were processed by calculating average
values and the consistency of expert assessments.
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The sources of information were official company
websites, reports, analytical market reviews, and publicly
available statistical data. The comparison was based on the
following criteria: level of digitalisation, integrated smart
solutions, service support, innovation, and adaptation to
the Ukrainian market. Digital communication channels
were evaluated on a 10-point expert scale, where 1 point
corresponds to a very low level of performance and 10
points to a very high level. The final integrated indicator
was determined by adding up the scores for reliability, in-
tegration, speed, convenience, and analytical capabilities.
The unit of measurement was a conditional score. A radar
chart was developed to demonstrate the level of effective-
ness of various digital channels.

The main limitations of the study were the small num-
ber of experts, lack of access to certain internal financial
data, and the subjectivity of some expert assessments. To
minimise risks, a cross-checking method was used. Regard-
ing company personnel, the principles of voluntary partic-
ipation, anonymity, and confidentiality were observed in
accordance with international ethical standards and the
provisions of the Helsinki Declaration (World Medical As-
sociation, 2024). This set of methods combined a descrip-
tive characterisation of the company’s digital infrastructure
with a quantitative assessment of its effectiveness and the
formulation of sound practical recommendations.

Results

The study was conducted to comprehensively assess the
state of the company’s digital communications, determine
the level of development of key interaction channels, and
outline their impact on the effectiveness of information
and management processes. The results showed that the
company’s digital communication infrastructure consists
of several heterogeneous platforms and services that vary
in terms of integration, functionality, and impact on oper-
ational activities. On the one hand, this multi-component
nature creates opportunities for segmented data process-
ing, but on the other hand, it increases the risk of fragmen-
tation of information flows and reduces the transparency
of management processes. They remain functionally rele-
vant but have limited potential in terms of analytics and
integration. This is particularly noticeable in cases where
employees have to interact with several systems at the same
time, spending additional resources on searching for infor-
mation or manually duplicating data.

Along with performing internal functions, the com-
pany’s digital channels are in constant interaction, form-
ing a coordinated information flow management system.
The integration of corporate platforms ensures continuous
data exchange between the company’s administrative, ser-
vice and commercial departments. Digital communication
channels are a key link in the interconnection between
business processes, as they are used to transfer, process and
analyse management information. To illustrate these pro-
cesses, a diagram of the main data flows between the com-
pany’s digital tools has been developed (Fig. 1).
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Channels

with mixed function
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- Official web-site

*IMS (Integrated
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* Internal + E-mail
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Figure 1. Scheme of interaction
between digital communication channels
of Epiroc Ukraine LLC
Source: compiled by the authors based on the Epiroc
official website (n.d.)

The system’s effectiveness is ensured precisely by the
deep integration between individual platforms. To deter-
mine the mechanism of this interaction, it is useful to con-
sider the key links between the leading digital tools used in
the activities of Epiroc Ukraine LLC. The Salesforce CRM
system is the central link in digital interaction. It is inte-
grated with email and the Vchasno system, which can auto-
matically synchronise document flow and correspondence
with customers. Any requests or commercial offers sent via
email are automatically recorded in Salesforce as customer

inquiries. This avoids duplication of information and en-
sures transparency in tracking communication history.
The corporate website (Homepage) is integrated with the
CRM system through a feedback mechanism: requests left by
users on the website are automatically transferred to Sales-
force, where they are processed in accordance with established
corporate standards. Social media integration is conducted
through Salesforce analytics modules and the company’s in-
ternal reporting system. Audience engagement metrics (en-
gagement level, clicks, comments) are automatically trans-
ferred to CRM, where they are processed for further study of
customer behaviour characteristics and evaluation of market-
ing campaign effectiveness. In general, this interaction model
forms a single digital communication circuit within which in-
formation is continuously transferred between systems. This
not only reduces the time required for management decisions
but also ensures coordination between departments, which
is critical for the effective functioning of a large internation-
al company such as Epiroc Ukraine LLC. An analysis of the
digital tools used in the organisation revealed significant dif-
ferences between them in terms of several criteria: reliability,
integration, speed of data exchange, ease of use and analyt-
ical capabilities. These differences are reflected in Table 1.

Table 1. Overall assessment of digital communication channels of Epiroc Ukraine LLC on a scale of 1 to 10

Communication channel Reliability Integration Speed Ease of use Analytics
Salesforce 9.8 9.7 9.5 9.3 9.9 48.2
Vchasno 9.5 8.9 9.7 9.2 8.3 45.6
E-mail 7.4 7.0 7.9 6.1 5.4 33.8
IMS 8.1 7.5 7.2 6.4 5.9 35.1
Homepage 6.7 6.1 6.8 6.0 43 29.9

Source: compiled by the authors based on the Epiroc official website (n.d.)

Expert evaluation demonstrated a clear differentia-
tion of roles between digital channels. The highest ratings
were given to the Salesforce CRM system and the Vchas-
no electronic document management platform. They
ensure stable information exchange, minimise the time
spent on document approval, maintain transparency of
business processes, and provide quick tracking of chang-
es in customer requests. On the other hand, traditional
tools such as corporate email and the internal Home-
page portal showed lower results, indicating a need to
modernise these resources or integrate them into a more
comprehensive communications ecosystem. Low analyti-
cal capabilities and fragmented information content lead
to a decline in communication quality and increase the
risk of losing necessary data.

The high performance of Salesforce and Vchasno is
due not only to their technical characteristics, but also to
the regularity with which they are used by staft. These sys-
tems act as key hubs through which a significant amount
of service, customer and internal information passes. Their
dominance is also confirmed by a radar chart showing their
superiority over other tools in most criteria (Fig. 2). The
radar chart shows that Salesforce is the most effective dig-
ital communication channel in terms of a combination of
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key parameters (frequency of use, speed, ease of use, se-
curity, and integration), demonstrating consistently high
ratings across all criteria. Email and Homepage also have
a high level of integration and security, confirming their
role in supporting internal and mixed communication pro-
cesses. At the same time, the Vchasno platform and social
networks are characterised by lower scores on certain pa-
rameters, in particular integration and frequency of use,
which indicates their auxiliary nature in the overall digital
communications system. Overall, the results confirm the
advisability of further developing integrated digital tools
and strengthening coordination between internal and ex-
ternal communication channels.

In an era dominated by digital technologies and pro-
found transformation of communication systems, effective
management of information flows is becoming a key factor
in the competitiveness of industrial enterprises (Teece, 2010;
Paul et al., 2024). For Epiroc Ukraine LLC, which combines
a complex organisational structure, a large number of inter-
nal and external contacts, and active interaction with the in-
ternational divisions of the Epiroc Group, the formation of a
comprehensive digital communications management strat-
egy is a prerequisite for sustainable development. The digital
channels already operating within the company, including
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IMS, Salesforce, Vchasno, Homepage, corporate email and
social networks, form a powerful foundation for building
an integrated communication environment. At the same

Frequency==== Speed
of use

Social media

Homepage

time, their fragmented use, the lack of uniform regulations
and an analytical system for evaluating effectiveness indi-
cate the need for a strategic approach to their management.

Ease of

use

Integration

== Security

Email

5

4

Salesforce

Vehasno

Figure 2. Radar chart of digital channel efficiency levels
Source: compiled by the authors based on the Epiroc official website (n.d.)

Developing a digital communications management
strategy involves creating a unified, coordinated informa-
tion interaction environment in which all systems function
in an interconnected manner, ensuring continuous data
exchange between departments, customers and partners
(O’Reilly & Tushman, 2013). The main goal of this strategy
is to form a modern communication management model
that combines technological integration, analytical trans-
parency, corporate culture, and information security. Its
implementation will accelerate decision-making, reduce
the document processing time, improve internal processes
and increase the effectiveness of interaction with partners
and customers (Sebastian et al., 2017).

To implement this strategy, it is advisable to create
an internal digital communications management team
(Digital Communication Team). Its composition may be
as follows:

« Digital Communication Manager - coordinates all
processes, is responsible for implementing strategic initia-
tives and communicates with the Epiroc Group head office;

« Salesforce CRM system administrator — controls cus-
tomer data, generates reports and provides analytical sup-
port for sales;

« Internal communications specialist — administers the
IMS and Homepage portals, responsible for content, an-
nouncements, and training materials;

» External Communications Manager (PR &
SMM) - manages activity on Facebook, LinkedIn and
other social networks, ensures content is consistent with
corporate style;

« IT Coordinator — responsible for technical channel
integration, data security, and user support.
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This team will report directly to the company’s CEO,
and its activities will be coordinated with the Epiroc Group’s
global communications policies.

The content of the digital communications manage-
ment strategy covers several interrelated areas that form
the basis for the comprehensive development of the sys-
tem. Firstly, this concerns the integration aspect, which
involves the creation of a single information space within
which IMS, Salesforce, Vchasno, and Homepage interact
via a shared platform with unified access to data. This ap-
proach ensures automatic synchronisation of documents,
commercial requests, reports and internal correspondence,
eliminating duplication of information and reducing the
risk of data loss. The analytical aspect is substantial in the
implementation of this concept, involving the introduction
of tools for monitoring the effectiveness of communica-
tions. The development of an integrated analytical panel
based on the Salesforce CRM system will make it possible
to visualise key performance indicators such as response
speed to requests, staff activity, communication channel
load and user satisfaction levels. This will facilitate the
transition from intuitive management to a data-driven de-
cision-making system.

An equally relevant component is the organisational
and regulatory aspect, which involves the implementation
of an internal document, “Digital Communication Policy”.
This document should define the principles of digital inter-
action, the procedure for using corporate tools, information
security standards, regulated requirements for the format
and style of business communications, and rules for ethical
communication. Standardisation of communications will
contribute to increasing the transparency of management
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processes, strengthening corporate discipline and ensuring
the information integrity of the enterprise. Furthermore,
the strategy provides for a cultural and educational aspect
related to the development of digital competence among
employees and the formation of a positive attitude towards
innovation. The introduction of a system of short training
modules, workshops and the “Epiroc Digital Ambassadors”
programme will engage employees in the transformation
process, increase user activity and strengthen corporate
culture. The implementation of these areas involves the
gradual introduction of the strategy in several stages, as
shown in Figure 3.

Analysis of the present state
of digital communications

Integration planning

Development of standarts

Evaluation of results
and continuous improvement
of the system

Figure 3. Stages of implementation
of the digital communications management strategy
of Epiroc Ukraine LLC
Source: compiled by the authors based on the Epiroc
official website (n.d.)

The proposed digital communications management
strategy is advisory in nature and can be implement-

ed at the enterprise as part of the next stage of digital
transformation. Its implementation does not require a
radical restructuring of the organisational structure but
rather involves the gradual improvement of existing pro-
cesses through the integration of information systems,
automation of data exchange, and expansion of analyt-
ical capabilities. This approach maintains the stability
of the enterprise while improving the effectiveness of
management decisions and the quality of internal and
external interactions.

This study examined a strategy for improving the
corporate communications system at Epiroc Ukraine
LLC, which can be implemented in the medium term
after the relevant management decisions have been
made. The implementation of the strategy involves a
set of organisational and technical measures, including
the introduction of analytics tools, document flow auto-
mation, and the systematisation of internal interaction.
An essential component of the strategy is the definition
of key performance indicators that can be used for the
assessment of the success of communication changes.
These indicators include the speed of processing cus-
tomer requests, the proportion of documents signed in
digital format, the level of employee activity in corporate
systems, the number of automated operations, informa-
tion security indicators, and the dynamics of audience
engagement on social networks. Measuring these pa-
rameters will provide feedback and can be used to adjust
management actions based on results. Key performance
indicators are shown in Table 2.

Table 2. Key performance indicators (KPI)

Direction Indicator Target value
Communication efficiency Average response time to customer enquiries <3 hours
Document flow efficiency Percentage of electronic documents signed via Vchasno >85%

Staff engagement Percentage of employees actively using IMS/Homepage >90%

Information security

Number of data leakage or loss incidents 0

External communication

Engagement rate on Facebook/LinkedIn

+25%

Process consistency

Share of automated communication operations

270%

Source: compiled by the authors

The establishment of target values for digital commu-
nication performance indicators is based on a combina-
tion of industry standards, B2B communication practices,
and the actual capabilities of the company’s digital infra-
structure. The target value for the average response time
to a customer request of <3 hours was determined based
on the requirements of the modern industrial services
market, where response speed directly affects customer
confidence, service quality, and the company’s compet-
itiveness. The indicator of the share of electronic docu-
ments signed via the Vchasno platform >85% was chosen
as a realistic level of document flow digitalisation, which
can substantially reduce time and administrative costs,
number of paper transactions, and, at the same time, in-
corporate the existence of certain processes that require
paper duplication.
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The target value of the share of employees who actively
use IMS/Homepage 290% is justified by the need for maxi-
mum staff involvement in internal information processes to
ensure a unified information space, transparency of man-
agement and prompt exchange of official information. The
indicator of the number of data leakage or loss incidents=0
was set as a non-alternative goal, since even isolated cases of
information security breaches create significant financial,
reputational and legal risks for an industrial enterprise. The
target level of engagement on Facebook/LinkedIn of +25%
was set as a benchmark for moderate but stable growth
in external communication activity without sharply over-
loading communication channels and promotion budg-
ets. The target value of the share of automated communi-
cation operations 270% is justified by the need to move
from fragmented digitalisation to systematic automation
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of key business processes, which reduces the impact of the
human factor, improves process coordination and acceler-
ates management decisions.

The introduction of such metrics will ensure a sys-
tematic measurement of progress in strategy implemen-
tation and timely adjustments to communication policy.
The development of the strategy also requires considera-
tion of the potential risks and barriers to its implementa-
tion. Among the main challenges are the insufficient level
of digital literacy of individual employees, psychological
and professional unpreparedness for change, difficulties
with the technical integration of systems, and risks of
confidential data leaks. These problems can be addressed

through phased staff training, the creation of a secure in-
frastructure with multi-level protection, the introduction
of two-factor authentication, and a clear information ac-
cess policy (Gensler et al., 2013). Internal communication
support for change is particularly relevant, which includes
demonstration of the benefits of the new system and the
positive impact on routine activities. The proposed digital
communications management strategy provides for sev-
eral organisational, informational and economic effects.
Table 3 further illustrates the core of digital communica-
tions management strategy, demonstrating the expected
results, the criteria for achieving them and the corre-
sponding implementation tools.

Table 3. Expected results of strategy implementation

Expected result
Increased speed

Achievement metric
Reduction of document approval time

Implementation method

Salesforce integration — Vchasno

of internal communications by 40-50%
Increased effectiveness Quick access to analytics .
of management decisions in the dashboard Analytical CRM dashboard

Optimisation of information flows

Reduction of data duplication

Digital Communication Policy

Development
of corporate culture

90% of employees are involved
in internal communications

Homepage, IMS

Improvement of external brand reputation

Increased activity on social media

SMM-strategy of Epiroc Ukraine

Source: compiled by the authors

Thus, the conceptually structured digital communi-
cations management strategy for Epiroc Ukraine LLC is
not only a technical tool for modernising internal pro-
cesses, but also a management model that combines tech-
nological, analytical and social aspects of the company’s
activities. It creates the basis for building a comprehensive
system of corporate interaction capable of ensuring the ef-
fective functioning of the enterprise in the digital econo-
my and increasing its competitiveness at the national and
international levels. Research on external digital channels
has shown that the Epiroc official website performs mainly

HOMEPAGE

Latest Company News

an informational function, but the level of interaction
with users remains low. At the same time, the Facebook
page shows potential for growth in reach, but its use is
irregular and unsystematic. This confirms the need to cre-
ate a single communication centre and develop an updat-
ed Homepage portal that would integrate key interaction
processes. The proposed layout in Figure 4 demonstrates
a clearer structure that will provide faster access to key
documents and information flows. Its implementation
will effectively eliminate the identified problem of com-
munication fragmentation.

3 Events Calendar
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Figure 4. Layout of the updated internal portal Homepage
Source: compiled by the authors based on the Epiroc official website (n.d.)
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The proposed layout of the updated internal Homepage
portal demonstrates an integrated approach to organising
internal communications within the institution. The struc-
ture of the main page provides quick access to the latest news,
documents, knowledge base, events calendar and internal
chat, which helps improve the efficiency of information ex-
change between employees. The implementation of such a
portal will reduce communication fragmentation, increase
staff engagement and optimise internal information flows.

Along with internal channels, it is necessary to develop
external digital platforms that shape the brand’s information
field and ensure its communication with external stakehold-
ers (Gawer & Cusumano, 2014; Homburg et al., 2017). Thus,
the external direction of digital communications develop-
ment is primarily associated with the active use of social
networks, which shape the public image of the company.
One of the most effective channels of interaction with the
market for Epiroc Ukraine LLC is Facebook, which provides
coverage of the target audience, the possibility of two-way
communication, and support for the image of an innova-
tive brand. To increase the effectiveness of this channel, a
partial test of the proposed digital communications strate-
gy was conducted as part of the practical part of the study.

During this stage, a series of advertising publications
and graphic banners were developed to promote Epiroc’s
modern technological solutions on Facebook. The visual
materials were created in accordance with corporate brand
standards, preserving the company’s colour palette, fonts and
logo, as well as the principles of informational conciseness
and visual clarity. The content focused on the company’s key
values: innovation, energy efficiency, safety and reliability.

Figure 5 shows the first example of the Epiroc Smart
Solutions advertising campaign. The main goal of this cam-
paign is to crystallise sustainable brand recognition among
industrial customers and emphasise the technological ad-
vantages of smart solutions in drilling, compression and pro-
cess automation. The slogan “Epiroc Smart Solutions - auto-
mate productivity” conveys the key message: the company’s
innovations help businesses operate more safely, economi-
cally and quickly, as smart control systems, energy-efficient
solutions and reliable service are the future of industry.

CEpiroc

Epiroc Smart [ |
Solutions '

AUTOMATE
PRODUCTIVITY.

SmartROC - PowerROC
Service 24/7

epiroc.com

Figure 5. The first example of an advertising campaign
Source: compiled by the authors
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The second option for an advertising campaign is
“Revolutionary Drilling Solutions’, shown in Figure 6. The
campaign type is promotional, and its goal is to attract new
customers and retain existing ones by demonstrating the
benefits of service support. The concept of the slogan is
that the company not only sells equipment, but also offers
solutions for full life cycle support: diagnostics, spare parts
supply, and remote monitoring.

REVOLUTIONARY
DRILLING
SOLUTIONS

Figure 6. The second example of an advertising campaign
Source: compiled by the authors

Aspart of practical testing, several test advertising cam-
paigns were created, one example of which was the Epiroc
Green Power campaign (Fig. 7). The presented fragment
of the Epiroc Green Power advertising creative focuses on
the environmental friendliness and energy efficiency of the
company’s industrial equipment. The visual combination of
green colours, equipment and infographic elements rein-
forces the brand’s association with sustainable development
and CO, reduction. This approach helps create a positive
image for the company and increases the target audience’s
trust in the brand’s environmental initiatives.

& Epiroc

GREEN POWER

Strong power with clean energy

ENERGY-EFFICIENT SOLUTIONS
FOR MODERN INDUSTRY

Equipment that lowers CO, emissions
and boosts productivity

& [ 7

Reduced CO,
emissions

Minimized
environmental
impact

Fuel savings
Eco Impact Calculator
Figure 7. Excerpt from the Epiroc Green Power

advertising campaign
Source: compiled by the authors




Management of digital communication channels in organisations...

The analysis of Epiroc Ukraine LLC’s digital commu-
nication system conducted in the previous sections showed
that the existing tools — IMS, Salesforce, Vchasno, the in-
ternal Homepage portal, corporate email, and social media
accounts — formally create a powerful foundation for build-
ing an integrated interaction environment, but in fact, they
are used unevenly and fragmentarily. This is particularly
evident in external communications: the company’s official
Facebook page has not been updated since 2021, which, in
the eyes of external stakeholders, can be interpreted as a lack
of activity or even stagnation of the brand. At the same time,
internal channels are overloaded with routine correspond-
ence, and the lack of a single centre for information inter-
action and systematic analytics leads to duplication of mes-
sages and the loss of substantial information. Under such
conditions, the key task is not so much the introduction
of new tools as the construction of a holistic, analytically
managed communication model based on existing systems.
The generalised structure of an optimised digital commu-
nications system for an enterprise is shown in Figure 8.

STRATEGIC LEVEL

Management decisions based on
digital analytics

ANALYTICAL DASHBOARDS
(PBI / SALESFORCE REPORTS)
Summary of KPIs and communication metrics

KPI OF DIGITAL INTERACTION SYSTEM
KPI KPI or Pl

DOCUMENT METRE
OPERATIONAL EXTERNAL
KPIs (MhANAGEZ"_E_';‘Tl COMMUNICATION
share o 1gita
(response time, 9 KPIs

documents,
SLA) approval speed) (ER, CTR etc)

. (EDO)
«ON TIME»

CORPORATE EMAIL

PORTAL IMS
HOMEPAGE
(internal portal)

SALESFORCE
(client data)

(internal
processes)

OPERATIONAL LEVEL

Execution of daily communication operations
in systems

& Epiroc

Figure 8. Infographic model
of the optimised digital communications system
of Epiroc Ukraine LLC
Source: compiled by the authors

The proposed infographic model includes two inter-
related levels: operational (daily communications in IMS,
Salesforce, Vchasno) and strategic (dashboards, KPIs, an-
alytical conclusions). The infographic demonstrates the
scheme “strategic level - analytical dashboards > KPI
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interaction systems < communication systems < opera-
tional level”, which ensures systematic management of dig-
ital channels and immediate response to changes in the in-
ternal and external environment. Therefore, the proposed
practical recommendations for optimising communication
processes at Epiroc Ukraine LLC are based on a combina-
tion of three interrelated components: integration of inter-
nal interaction channels around a modernised Homepage
portal, development of an analytical support system for
management decisions based on dashboards and KPIs, and
restoration of the company’s systematic presence in the ex-
ternal digital environment, primarily on social networks.
The use of numerical indicators, efficiency calculations, and
infographic solutions not only makes communication pro-
cesses transparent and manageable but also ensures their
organic integration into the overall digital transformation
strategy of the enterprise. As a result, this creates the basis
for the formation of a holistic digital communications eco-
system capable of supporting the competitiveness of Epiroc
Ukraine LLC in the context of growing demands for speed,
flexibility and information transparency in business.

Discussion

The results obtained in the study on the state of digital
communication channels at Epiroc Ukraine LLC generally
confirm the modern approaches to digital business trans-
formation, CRM system management, and omnichannel
communication development presented in the latest scien-
tific research. At the same time, empirical analysis revealed
several practical limitations and industry-specific features
characteristic of the industrial B2B segment, which com-
plement and specify the existing theoretical provisions.
According to G. Vial (2019), digital transformation is a sys-
temic process that encompasses changes in business mod-
els, organisational structures, and digital platforms. The
results of the analysis of Epiroc Ukraine’s activities confirm
this position, as the company’s digital channels are integrat-
ed into key business processes — customer enquiry manage-
ment, service maintenance, document flow and analytical
support for management decisions. At the same time, in
contrast to generalised models of digital transformation,
empirical data show that in the industrial market, digital
transformation is primarily operationally and service-ori-
ented, rather than marketing and communication-oriented.

J. Jarvinen & H. Taiminen (2016) demonstrated that
integrating CRM systems into corporate communications
significantly improves the consistency of information
flows, management transparency, and the effectiveness of
customer interactions. The results fully confirm this po-
sition: at Epiroc Ukraine, Salesforce CRM serves as the
central hub for customer data management, combining
email, service requests, and document flow channels. At
the same time, it has been established that the integration
of CRM with internal platforms remains partially frag-
mented, which complicates a comprehensive analysis of
the customer experience. The use of digital analytics and
data-driven approaches is substantial in improving the
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effectiveness of digital communications. According to
M. Wedel & P.K. Kannan (2016), marketing analytics in a
data-rich environment provides the ability to quantitatively
justify management decisions and predict customer behav-
iour. At Epiroc Ukraine, analytical tools are used to eval-
uate customer inquiries, the speed of request processing,
and the effectiveness of service channels, but the potential
for using analytics for strategic forecasting remains limited
due to the lack of integrated dashboards.

As noted by L.D. Hollebeek et al. (2014), consumer
engagement in the digital environment is central in shap-
ing brand loyalty. The results of the study show that Epiroc
Ukraine’s social networks perform a supporting function
in image building and information dissemination but are
not the main channel of interaction with B2B customers.
This confirms the industry-specific nature of the indus-
trial market, where the main focus is shifting from social
networks to service channels, personal communications
and CRM systems.

The omnichannel approach to communications man-
agement deserves special attention. As noted by O. Popko
& V. Filatov (2025), omnichannel in the B2B segment in-
volves the integration of marketing, service and manage-
ment channels into a single customer experience system. At
Epiroc Ukraine, the prerequisites for an omnichannel mod-
el are already in place (CRM, email, the Vchasno platform,
corporate platforms), but the lack of a single coordination
centre for channel management is preventing the full im-
plementation of omnichannel.

The results of a study by I. Zakryzhevska et al. (2025)
confirmed that the integration of digital technologies into
the marketing communications of industrial enterprises
contributes to the formation of their competitive advan-
tages. The results of the Epiroc Ukraine study confirm this
thesis: the use of digital channels ensures the efficiency of
communications, reduces the time spent on document ap-
proval, and improves the quality of customer service sup-
port. At the same time, the study established that personnel
and organisational constraints remain a limiting factor for
digital efficiency. From a strategic management perspective,
the digital transformation of communications is also linked
to changes in business models. As D.J. Teece (2010) notes,
innovative business models are formed through the inte-
gration of digital technologies into key management pro-
cesses. The practice of Epiroc Ukraine confirms that digital
channels not only support existing processes but also trans-
form the logic of customer interaction and service.

The results of the study are consistent with the ap-
proach of A. Teece et al. (2013) view digital business strat-
egy as an integrated set of solutions that combines digital
platforms, organisational processes and strategic goals of
the company. An analysis of Epiroc Ukraines activities
confirms that digital communication channels are integrat-
ed into the company’s key business processes, including
customer service management, maintenance, document
flow, and analytical support for management decisions. At
the same time, in contrast to generalised models of digital
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transformation, in the industrial market, these processes
are primarily operational and service-oriented rather than
marketing-oriented.

CRM system management is substantial in the de-
velopment of digital communications. O. Berestetska et
al. (2023) defined CRM systems as a key tool for the for-
mation and implementation of digital brand management
communication strategies. The results confirm this posi-
tion: at Epiroc Ukraine, Salesforce CRM is the central ele-
ment of customer data and communications management,
combining email, service requests and document flow.
Similar conclusions are also consistent with the findings of
T. Coltman et al. (2011), demonstrating the positive impact
of CRM systems on company performance when strategi-
cally integrated into business processes. At the same time,
empirical analysis has shown that fragmented integration
of CRM with other internal platforms limits the possibil-
ities for comprehensive analysis of customer experience.
The results also correlate with the conclusions of J. Bugh-
in et al. (2017), emphasising the need for a digital rethink-
ing of business processes as a condition for increasing or-
ganisational flexibility and efficiency. At Epiroc Ukraine,
the implementation of digital communication channels
contributes to reducing the time spent on processing re-
quests, increasing the transparency of internal interaction,
and optimising service processes, which correlates with the
concept of digital reinvention.

The use of analytical and data-driven approaches are
substantial in improving the effectiveness of digital com-
munications. As noted by W. He et al. (2017), the analysis
of large amounts of digital data is substantial for the sup-
port of management decisions. In the company under study,
analytical tools are used primarily to monitor customer in-
quiries, the speed of their processing, and the effectiveness
of service channels, but the potential of integrated analyt-
ics for strategic forecasting remains underutilised. Similar
conclusions are also confirmed by the results of D.P. Rek-
litis et al. (2025), emphasising the significance of knowl-
edge-driven approaches in digital transformation processes.

The analysis of Salesforce platform usage is consist-
ent with the conclusions of K. Kaliuta (2022) regarding
the economic benefits of implementing CRM solutions in
business. At Epiroc Ukraine, the use of Salesforce contrib-
utes to improving communication efficiency, standardising
customer service, and reducing administrative costs, which
is particularly relevant for industrial B2B companies. At
the same time, the results of the study confirm the thesis
of T.E Cawsey et al. (2015) that the effectiveness of organ-
isational changes primarily depends not only on techno-
logical solutions, but also on management approaches and
the level of digital competence of staff. At Epiroc Ukraine,
personnel and organisational constraints remain a limiting
factor in the full realisation of the potential of digital com-
munication channels. The role of social media in the digital
communications system is consistent with the approach
of K. Sharma & P. Kumar (2018), emphasising the need
for strategic use of social media marketing. In the case of
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Epiroc Ukraine, social networks perform a supporting im-
age function and are not the main channel of interaction
with customers, which confirms the industry specificity of
the industrial B2B segment.

Thus, the results of the study generally confirm mod-
ern scientific approaches to digital transformation, CRM
management, omnichannel communications, and digital
analytics. At the same time, empirical data deepen theo-
retical positions by identifying industry-specific features of
digital channel management in industrial B2B companies
in Ukraine. The conclusions view the proposed manage-
ment solutions as a practical extension of existing scientific
concepts in the field of digital communications.

Conclusions

The study made it possible to comprehensively assess the
structure, effectiveness, and degree of integration of Epiroc
Ukraine LLC’s digital communication channels in the con-
text of modern requirements for communication process
management in the industrial B2B segment. The generali-
sation of theoretical approaches, analysis of the practice of
using digital channels and the development of recommen-
dations for their optimisation formed a holistic view of the
state of the enterprise’s digital communication system. The
results confirmed that the company’s digital infrastructure

promise of environmentally oriented communication solu-
tions in the industrial sector. This suggests that external
digital channels can be an effective tool not only for mar-
keting but also for reputation management.

The scientific novelty of the study is determined by the
combination of structural analysis of digital communica-
tion channels with their assessment based on a set of organ-
isational, technological, behavioural and communication
criteria, as well as the development of an applied model
of integrated digital communication management for in-
dustrial enterprises in the Ukrainian context. In contrast
to most existing works, the study considers digital chan-
nels not only as marketing tools but also as an element of
management and service infrastructure. In summary, the
results of the study prove that effective management of dig-
ital communication channels is a prerequisite for increas-
ing the competitiveness of a modern industrial enterprise.
The further development of digital communications at Epi-
roc Ukraine LLC should be directed towards deepening the
integration of heterogeneous systems into a single digital
ecosystem, scaling analytics and automation, and strength-
ening the strategic role of external communications in
forming long-term partnerships and sustainable develop-
ment of the company.

is functionally developed but characterised by uneven lev- Acknowledgements
els of technological maturity of individual channels. None.
The practical results of test advertising campaigns .
demonstrated the effectiveness of using external digital Funding
tools to increase brand awareness and build a positive im-  None.
age for the company. In particular, the Epiroc Green Power .
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ment, reach and positive user responses, confirming the  None.
References

(1]
(2]

(3]
(4]

(5]
(6]
(7]

(8]
(9]

Bahand, M.Z. (2025). The role of organizational communication in enhancing organizational efficiency. Journal
of Social Sciences & Humanities, 2(4), 227-247. doi: 10.62810/jssh.v2i4.131.

Berestetska, O., Iankovets, T., Orozonova, A., Voitovych, S., Parmanasova, A., & Medvedieva, K. (2023). Using
CRM systems for the development and implementation of communication strategies for digital brand management
and Internet marketing: EU experience. International Journal of Professional Business Review, 8(4), article number
€01613. doi: 10.26668/businessreview/2023.v8i4.1613.

Bughin, J., LaBerge, L., & Mellbye, A. (2017). The case for digital reinvention. McKinsey Quarterly, 1, 26-41.

Cawsey, T.F, Deszca, G., & Ingols, C. (2015). Organizational change: An action-oriented toolkit (3rd ed.). Los Angeles:
SAGE Publications.

Chukurna, O., Tardaskina, T., Gordeyeva, Ye., & Bazyka, S. (2024). Research of modern digital marketing trends.
Development Service Industry Management, 3, 64-73. doi: 10.31891/dsim-2024-7(10).

Coltman, T., Devinney, T.M., & Midgley, D.E (2011). Customer relationship management and firm performance.
Journal of Information Technology, 26(3), 205-219. doi: 10.1057/jit.2010.39.

Epiroc official website. (n.d.). Retrieved from https://www.epiroc.com.

Epiroc Ukraine Facebook page. (n.d.). Retrieved from https://www.facebook.com/epirocukraine.

Gawer, A., & Cusumano, M.A. (2014). Industry platforms and ecosystem innovation. Journal of Product Innovation
Management, 31(3), 417-433. doi: 10.1111/jpim.12105.

[10] Gensler, S., Volckner, E, Liu-Thompkins, Y., & Wiertz, C. (2013). Managing brands in the social media environment.

Journal of Interactive Marketing, 27(4), 242-256. doi: 10.1016/j.intmar.2013.09.004.

[11] Hansen, H., Jensen, A., & Maagaard, C.A. (2022). The brand manager as practical author. An empirical study

of the co-creation of a CSR-based brand. Journal of Brand Management, 29(6), 584-597. doi: 10.1057/s41262-022-
00284-8.

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

¥


https://doi.org/10.62810/jssh.v2i4.131
https://doi.org/10.26668/businessreview/2023.v8i4.1613
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-case-for-digital-reinvention
https://study.sagepub.com/cawsey3e
https://doi.org/10.31891/dsim-2024-7(10)
https://doi.org/10.1057/jit.2010.39
https://www.epiroc.com
https://www.facebook.com/epirocukraine/
https://doi.org/10.1111/jpim.12105
https://doi.org/10.1016/j.intmar.2013.09.004
https://doi.org/10.1057/s41262-022-00284-8
https://doi.org/10.1057/s41262-022-00284-8

Lisenyi & Ostanina

[12] He, W,, Wang, E-K., & Akula, V. (2017). Managing extracted knowledge from big social media data for business
decision making. Journal of Knowledge Management, 21(2), 275-294. doi: 10.1108/JKM-07-2015-0296.

[13] Hollebeek, L.D., Glynn, M.S., & Brodie, R.J. (2014). Consumer brand engagement in social media: Conceptualization,
scale development and validation. Journal of Interactive Marketing, 28(2), 149-165. doi: 10.1016/j.intmar.2013.12.002.

[14] Homburg, C., Jozi¢, D., & Kuehnl, C. (2017). Customer experience management: Toward implementing an evolving
marketing concept. Journal of the Academy of Marketing Science, 45, 377-401. doi: 10.1007/s11747-015-0460-7.

[15] Jarvinen, J., & Taiminen, H. (2016). Harnessing marketing automation for B2B content marketing. Industrial
Marketing Management, 54, 164-175. doi: 10.1016/j.indmarman.2015.07.002.

[16] Kaliuta, K. (2022). Economic benefits of using Salesforce in business. Futurity Economics ¢ Law, 4(2), 83-99.
doi: 10.57125/FEL.2024.06.25.05.

[17] Ledro, C., Nosella, A., Vinelli, A., Dalla Pozza, I., & Souverain, T. (2025). Artificial intelligence in customer relationship
management: A systematic framework for a successful integration. Journal of Business Research, 199, article number
115531. doi: 10.1016/j.jbusres.2025.115531.

[18] O'Reilly, C.A., & Tushman, M.L. (2013). Organizational ambidexterity: Past, present and future. Academy
of Management Perspectives, 27(4), 324-338. doi: 10.5465/amp.2013.0025.

[19] Paul, J., et al. (2024). Digital transformation: A multidisciplinary perspective and new insights. International Journal
of Consumer Studies, 48(2), article number e13015. doi: 10.1111/ijcs.13015.

[20] Popko, O., & Filatov, V. (2025). Adaptive omnichannel interaction model in B2B: A personalized approach based
on negotiation strategies. Economic Space, 206, 116-125. doi: 10.30838/EP.206.116-125.

[21] ReKlitis, D.P,, Terzi, M.C., Sakas, D.P,, & Reklitis, P. (2025). Harnessing digital marketing analytics for knowledge-
driven digital transformation in the hospitality industry. Information, 16(10), article number 868. doi: 10.3390/
info16100868.

[22] Salman, M., Arshad, J., & Rauf, N. (2024). How CRM mediates and firm size moderates the relationship between
digital transformation and B2B marketing performance in the UK. Business Review of Digital Revolution, 4(1), 1-11.
doi: 10.70890/BRDR.2024.4101.

[23] Sebastian, I.M., Ross, ].W., Beath, C., Mocker, M., Moloney, K., & Fonstad, N. (2017). How big old companies navigate
digital transformation. MIS Quarterly Executive, 16(3), article number 6.

[24] Sharma, K., & Kumar, P. (2018). Book review: Tracy L. Tuten and Michael R. Solomon, Social media marketing.
Vision: The Journal of Business Perspective, 22(2), 241-242. doi: 10.1177/0972262918766148.

[25] Teece, A., El Sawy, O.A., Pavlou, PA., & Venkatraman, N. (2013). Digital business strategy: Toward a next generation
of insights. MIS Quarterly, 37(2), 471-482. doi: 10.25300/MISQ/2013/37:2.3.

[26] Teece, D.J. (2010). Business models, business strategy and innovation. Long Range Planning, 43(2-3), 172-194.
doi: 10.1016/j.Irp.2009.07.003.

[27] Vial, G. (2019). Understanding digital transformation: A review and a research agenda. Journal of Strategic Information
Systems, 28(2), 118-144. doi: 10.1016/j.jsi5.2019.01.003.

[28] Wedel, M., & Kannan, PK. (2016). Marketing analytics for data-rich environments. Journal of Marketing, 80(6),
97-121. doi: 10.1509/jm.15.0413.

[29] World Medical Association. (2024). Ethical principles for medical research involving human subjects. Retrieved
from https://www.wma.net.

[30] Zakryzhevska, I., Niedielin, Ye., & Ostapchuk, S. (2025). Integration of digital technologies into the development
of global marketing communications of industrial enterprises. Bulletin of Khmelnytskyi National University. Series:
Economic Sciences, 346(5), 369-377. doi: 10.31891/2307-5740-2025-346-5-55.

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

\
\\\\\s


https://doi.org/10.1108/JKM-07-2015-0296
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.1007/s11747-015-0460-7
https://www.sciencedirect.com/science/article/abs/pii/S0019850115300018?via%3Dihub
https://www.futurity-econlaw.com/index.php/FEL/article/view/229
https://www.sciencedirect.com/science/article/pii/S0148296325003546
https://doi.org/10.5465/amp.2013.0025
file:///E:/%d0%9c%d0%94%d0%a3_%d0%95%d0%ba%d0%be%d0%bd%d0%be%d0%bc%d1%96%d0%ba%d0%b0/12_4_2025/І.Шиловець_стаття_2.docx
https://doi.org/10.30838/EP.206.116-125
https://www.mdpi.com/2078-2489/16/10/868?utm_source=chatgpt.com
https://www.mdpi.com/2078-2489/16/10/868?utm_source=chatgpt.com
https://brdr.org/index.php/researchrise/article/view/53?utm_source=chatgpt.com
https://aisel.aisnet.org/misqe/vol16/iss3/6
https://aisel.aisnet.org/misqe/vol16/iss3/6
https://doi.org/10.1177/0972262918766148
https://doi.org/10.25300/MISQ/2013/37:2.3
https://doi.org/10.1016/j.lrp.2009.07.003
https://doi.org/10.1016/j.jsis.2019.01.003
https://doi.org/10.1509/jm.15.0413
https://www.wma.net/policies-post/wma-declaration-of-helsinki/
https://doi.org/10.31891/2307-5740-2025-346-5-55

Management of digital communication channels in organisations...

YnpaBniHHA undppoBMMU KaHanaMm KOMYHiKauLii opraHisauii:
AocBipg KoMnaHii «<Enipok YkpaiHa»

€ereHin JliceHui

KaHaupat eKOHOMIYHUX HayK
XapKiBCbKu HalioHaibHu yHiBepcuTeT iMeHi B.H. KapasiHa
61022, mavifaH CBo6oau, 4, M. XapkiB, YkpaiHa
https://orcid.org/0000-0002-9037-9060

BepoHika OcTaHiHa

CtypeHT
XapkiBCbKui HalioHaibHUI yHiBepcuTeT iMeHi B.H. KapasiHa
61022, mavigaH CBo6oaw, 4, M. XapkiB, YkpaiHa
https://orcid.org/0000-0003-4434-7172

AHoTauifl. AKTYyaJIbHICTb JJOCHI/PKEHHSA 3yMOBJIEHa TUM, IO IM(POBi IHCTPYMEHTY IOCTYHNOBO IIEPETBOPIOIOTHCA 3
TomoMbKHOro 3aco0y Ha 6a3oBy iHQPacTPYKTypy YHpaBiHHA, Bif SAKOI 3a/jeXaTh IIBUAKICTb NPUIHATTA pillleHb,
Y3TOIPKEeHICTD Oi3Hec-IIpolleciB i AKICTb B3a€MOZII 3 KIieHTaM1 Ta HapTHepaMu. MeTolo JOCTimKeHH OY/I0 y3araJbHeHHA
TEOPeTUYHUX II0JIO>KEHb OO YIIPaBIiHHA NU(POBUMM KOMYHIKallilfHUMY KaHa/IaMu. Y CTaTTi pO3I/IAHYTO yIpaB/IiHHA
nudpoBUMM KaHa/lIaMy KOMyHiKalliil oprasisanii Ha npukirani npommcinosoi komnanil «Enipok YkpaiHa», 1o mparoe
Ha PUHKY TipHMYO-OyHmiBeNbHOrO oOnajHaHHA. MeTOOWYHY OCHOBY MOCH/PKEeHHA CTAaHOBWIM aHa/li3 HAayKOBMX
IKepeJl, KOHTeHT-aHa/li3 BHYTPILIHIX JJOKyMEHTIB KOMIIaHil, eKCIlepTHe OLiHIOBaHHA LU(POBUX KaHATIB 3a IpyIaMu
opraHisauiitHux i GyHKIiOHaIbHO-IIOBENiHKOBMX KPUTEPIiB, a TAKOXX MOPIBHAIBHNIT aHAa/Ii3 KOHKYPEHTHOTI'O CepelOBMILA.
Y pesynprati BussneHo, mo TOB «Emipox YkpaiHa» Ma€e JOCTaTHBO po3BUHYTY LudpPOBY iHPpacTpyKTypy, OfHaK Ii
NpaKTUYHE BMKOPUCTAHHA XapaKTEPU3YETbCA HEPIBHOMIPHICTIO, HaJMiPHUMM HaBaHTa)KEHHsAM Ha OKpeMi KaHaau Ta
HeJIOCTAaTHIM piBHeM iHTerpoBaHOI aHA/IITUKM JU/IA CCTEMHOTO OLIiHIOBaHHA e(peKTMBHOCTI KOMYHiKallill. 3aIlpOIIOHOBAaHO
KOHIIENIIiI0 cTparerii ynpapmiHHA IMpOBMMYU KOMYHIKalliAMY, fKa Ilepefbadae CTBOPeHH:A BHYTPIlIHbOI KOMaHAU
nudpoBoi B3aeMoii, 3aIpoBaKeHHA €AVMHOI NOMITUKY IU(PPOBUX KOMYHIKaIIill, MOflepHi3allilo BHYTPillIHbOrO HOPTaIy
AK LeHTPY iHpoOpMaliitHOI B3a€MOfil, PO3BUTOK 30BHILIIHLOIO KOHTEHTY JyIA COLa/JbHUX MepeX i BIpOBaJKeHHA
CHCTeMU K/TIOUOBUX IOKa3HMKIB e(heKTUBHOCTI. Peaizaliis 3alIpolloHOBaHMX 3aXO0/iB, 3a pe3y/IbTaTaMI PO3PaXyHKOBOIO
IIPOTHO3YBAHH, JO3BOINTH IIIBAIINTY Y3TOPKEHICTh iHPOpMaLiiIHNX TOTOKIB, CKOPOTUTY Yac OLpPAIIOBaHHA 3aIlUTIB i
301IBIINTY piBEHD 3a/Ty4eHOCT] IINMbOBUX ayAUTOPiil. OUiKyeTbCA TAKOXX 3pOCTAHHA IIPO30POCTi YIPaBIiHCHKIX IIPOLieciB
Ta MiJBUILIEHHSA SKOCTi YIPaB/IiHChKUX pillleHb 3a PaXyHOK BMKOPUCTAHHSA aHAMITUYHMX JAaHUX Y PEXMMI peasibHOrO Yacy.
[TpakTy4yHa HiHHICTb POOOTHU IOJIATAE B TOMY, 1[0 3aIIPONIOHOBAHI HMiIX0OAM MO>XKYTb OyTH BUKOPYCTaHI IIPOMMCIOBUMMA
KOMIIaHisIMM J/1 TOOY OB LiTicHOI crcTeMy VI POBUX KOMYHIKaIill, MiiBUIEHH IPO30POCTi YIIPaBIiHCHKIUX ITPOLIECiB
Ta 3MilJHEHHsA KOHKYPEHTHMX ITO3MIIiJl Ha PUHKY

KniouoBi cnoea: xopnoparuBHi KoMyHikanil; nudposa TpaHcdopMmalis; MpoMuciIoBe MiANPUEMCTBO; CTpareris
KOMYHIKallill; aHa/IiTUKa KOMYHiKaliil; iHTerpoBaHi KaHaIu
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Abstract. The full-scale invasion of russia against Ukraine in 2022 significantly disrupted the functioning of the
food safety control system, necessitating the adaptation of audit and certification procedures in order to minimise
public health risks and maintain the resilience of the food sector. The purpose of this study was to comprehensively
identify the specific features of food safety and quality auditing under martial law in Ukraine and to determine
pathways for improving control mechanisms in the context of post-war recovery. The research employed analysis
and synthesis of regulatory and legal acts, comparative analysis of international standards in the field of food safety
management, as well as SWOT analysis to assess the strengths and weaknesses of the audit system under wartime
conditions. The findings indicate that martial law led to a reduction in the number of inspections, limited access
of inspectors to enterprises, and an increase in violations related to the documentation of food safety procedures.
Significant difficulties were identified in laboratory testing due to resource shortages and infrastructure destruction.
It was established that enterprises were forced to adapt production through relocation, changes in technological
processes, and the modernisation of supply chains. The SWOT analysis revealed the need to strengthen state control,
develop laboratory capacity, improve audits of humanitarian supplies, and enhance producers’ awareness of food
safety requirements. The results of the study can be used by enterprises in developing food safety control systems,
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Food audit in Ukraine: Problems and challenges in an unstable environment

by public authorities to improve inspection mechanisms under crisis conditions, and by certification bodies to adapt

audit procedures to the realities of wartime

Keywords: food quality management; assessment of production processes; risk-oriented approaches; laboratory diagnostics
of products; regulatory and technical requirements; certification procedures

Introduction

The audit of food products is one of the key mechanisms
for ensuring food security, particularly since the begin-
ning of russia’s full-scale invasion of Ukraine in 2022,
when the control of product quality and safety became
critically important. Military operations have significant-
ly affected the functioning of Ukraine’s food industry:
many enterprises have been forced to reduce production,
adjust logistics routes, or temporarily suspend opera-
tions. In these circumstances, auditing plays an essential
role in verifying compliance with established food safety
requirements, preventing hazardous products from en-
tering the market, and supporting the stable functioning
of the food supply chain.

Despite numerous challenges, Ukraine’s agro-indus-
trial sector demonstrated resilience: producers gradually
resumed operations, logistics chains were reorganised, and
consumers increasingly preferred Ukrainian goods. This
trend reinforces the importance of strengthened quality
control mechanisms across all stages of production, stor-
age, transportation, and distribution. Changes in consumer
behaviour during the war further increased the importance
of food safety audits, as Ukrainian consumers increasingly
prioritised domestically produced goods and brands per-
ceived as reliable and compliant with safety standards (Gra-
dus Research, 2022; 2023).

During the 2020-2025 years a substantial body of re-
search has examined the functioning of food safety sys-
tems, audit mechanisms, and risk management in cri-
sis conditions. L. Bal-Prylypko et al. (2024) emphasised
the growing importance of Hazard Analysis and Critical
Control Points (HACCP) implementation in Ukrainian
enterprises, noting that the system remains an effective
audit tool even under unstable conditions. Research of
L.D. Bezerra et al. (2024) emphasised that crisis conditions
significantly complicate food safety auditing by restricting
physical access, disrupting infrastructure, and limiting
laboratory capacity, thereby increasing the need for flex-
ible and adaptive audit mechanisms.

Ukrainian researchers, such as O.M. Boiko (2022)
highlighted ethical dilemmas in audit practice, focusing on
the risks of non-compliance and the need for transparency
and professional responsibility - issues that have become
particularly relevant during wartime. HACCP functions
not only a preventive system but also a core internal audit
instrument, enabling enterprises to maintain safety stand-
ards despite resource limitations. The effectiveness of food
quality audits depends on the maturity of internal control
systems and the consistency of documentation, both of
which tend to deteriorate under crisis conditions.
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At the international level, research indicated a clear
shift towards digitalisation and technology-assisted audits.
In particular, blockchain- and IoT-enabled solutions have
been highlighted as tools for strengthening traceability,
data integrity, and verification across the supply chain,
which becomes especially relevant when logistics are dis-
rupted and physical access is constrained (Sugandh et
al., 2023; Pelé et al., 2023). In addition, reviews of AI-driv-
en inspection systems emphasise the growing role of im-
age processing and automated control tools in supporting
food safety assurance under operational uncertainty (Chen
& Yu, 2022), while more recent studies demonstrate prac-
tical applications of machine vision and deep learning for
detecting non-conformities when laboratory capacity is
limited. I.D. Bezerra et al. (2024) argued that remote and
hybrid audit formats may partially replace traditional on-
site inspections — an approach that is particularly relevant
for wartime Ukraine.

In connection with the crisis and rapid changes in the
market, the audit helps enterprises adapt to new condi-
tions, adhere to safety standards and maintain consumer
confidence in Ukrainian products. Similar relationships
between consumer confidence and the effectiveness of
food safety control mechanisms have been identified in
the European agri-food sector, where trust in food prod-
ucts is closely linked to the transparency and reliability of
audit and inspection systems (Banati et al., 2024). This is
consistent with findings in the European agri-food sector,
where improved reporting and audit practices have been
shown to enhance corporate efficiency and resilience
(Zabolotnyy, 2024). In wartime conditions, special atten-
tion should be paid to the flexibility of audit procedures,
adaptation of requirements to current challenges (disrup-
tions in logistics, evacuation of personnel, limited access
to laboratory research) and ensuring the continuity of
food safety control.

However, existing research does not fully address
how wartime disruptions affect micro-level audit proce-
dures within enterprises - including access to documen-
tation, the operation of internal monitoring systems, and
the performance of laboratory analyses when facilities
are damaged or inaccessible. Previous studies also lack
systematisation of auditors’ practical challenges related
to restricted mobility, security threats, fragmented sup-
ply chains, and inconsistent access to regulatory updates.
Furthermore, academic researched about how interna-
tional audit standards should be adapted to extreme con-
ditions are insufficient. These gaps highlighted the need
for a comprehensive study focused specifically on audit-
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ing practices during the war, the functionality of food
safety management systems under extreme constraints,
and the development of resilient audit mechanisms
adapted to the realities of military conflict. Therefore, the
purpose of this article was to identify the specific features
and challenges of conducting food safety and quality au-
dits in Ukraine under martial law, as well as to assess the
impact of wartime conditions on auditing and certifica-
tion processes, and to justify priority directions for im-
proving audit methodologies and strengthening the re-
silience of the national food safety control system during
post-war recovery.

Materials and Methods

This study applied a combination of theoretical, empirical
andanalytical methodsto evaluate how wartime conditions
affect food safety and quality control systems in Ukraine.
The methodological framework consisted of four sequen-
tial stages: (1) regulatory analysis, (2) analysis of institu-
tional practices, (3) assessment of certification dynamics,
and (4) strategic analytical synthesis using SWOT analy-
sis. Each method was selected to address specific research
tasks and identify systemic vulnerabilities under martial
law. The regulatory and standards analysis involved exam-
ining the Law of Ukraine No. 771/97-BP (1997), HACCP
guidelines (Codex Alimentarius Commission, 1997), ISO
22000:2018 (ISO, 2018), DSTU ISO 22000:2019 (2019)
and the FSSC 22000 scheme (FSSC, 2020) to determine
the mandatory requirements food enterprises must follow
during wartime. This method was chosen because war-
time introduces regulatory uncertainty, making it essen-
tial to establish a baseline for assessing compliance risks
and audit challenges. The analysis of official statistical and
sectoral data used inspection statistics of the State Ser-
vice of Ukraine on Food Safety and Consumer Protec-
tion (n.d) and International Finance Corporation (IFC),
analytical materials and TIC-Ukraine (n.d.), reports on
ISO 22000 and FSSC 22000 certification dynamics. The
practical data examined included changes in inspection
frequency and structure, disruptions in certification pro-
cesses, documentation and logistics problems, staffing
shortages due to military mobilisation, and limitations in
laboratory capacity. This method revealed systemic dis-
ruptions not identifiable through legislation alone.

The empirical generalisation of industry practices
summarised real operational challenges based on au-
dit reports, production inspection publications (Shala-
ru, 2025), studies on laboratory and HACCP implemen-
tation (Maliuk & Saprykina, 2018) and case descriptions
of infrastructure damage, supply chain failures and
breakdowns of prerequisite programmes. The data were
qualitative, derived from documentary sources, expert
assessments and descriptive industry cases; quantitative
indicators (such as declines in certification) served only
as supportive evidence. This method enabled the identifi-
cation of typical non-conformities and technological and
organisational failures specific to wartime conditions.
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The SWOT analysis systematised strengths, weaknesses,
opportunities and threats affecting food safety audits.
SWOT factors were developed using HACCP guidelines,
ISO 22000, DSTU ISO 22000 and FSSC 22000 require-
ments, State Service inspection reports, IFC assessments
and scientific and sectoral studies (Kotsanopoulos & Ar-
vanitoyannis, 2017; Bezerra et al., 2024). Factors were
included only in case they were directly relevant to war-
time audit conditions, confirmed by authoritative sourc-
es, had a clear impact on audit feasibility or accuracy
and reflected wartime or post-war realities. The SWOT
analysis was qualitative; no scoring or weighting was
applied, as the aim was strategic systematisation rath-
er than quantitative prioritisation. The overall research
logic followed a consistent sequence: identifying norma-
tive requirements, comparing them with actual wartime
practices, extracting bottlenecks from empirical and
sectoral data and synthesising the results into a SWOT
framework to develop strategic recommendations. This
ensured reliable triangulation of regulatory, empirical
and analytical insights.

Results and Discussion

The assessment of audit findings and identified
non-compliances was conducted against the mandatory
food safety requirements established by national legisla-
tion and international standards, including the Law of
Ukraine No. 771/97-BP (1997) and Codex Alimentari-
us Commission (1997). The analysis revealed that food
safety and quality auditing practices in Ukraine have un-
dergone significant procedural adjustments under con-
ditions of instability. These findings are consistent with
post-pandemic trends in the global food and beverage
industry, where resilience, flexibility, and the restructur-
ing of control and reporting mechanisms have become
essential for maintaining operational continuity (Vero-
nesi & Schiavello, 2023). These adjustments concerned
the organisation of audit stages, documentation require-
ments, and the use of laboratory and inspection resourc-
es. As a result, the key stages of food safety and quality
audits currently applied in Ukraine were identified and
systematised. The comparative analysis of internation-
al food safety standards demonstrated that the formal
requirements of HACCP-based systems, ISO 22000,
and FSSC 22000 remain largely aligned; however, their
practical implementation under wartime conditions is
primarily constrained by organisational, infrastructural,
and human resource limitations rather than regulatory
inconsistencies. The structured sequence of these stages
is illustrated in Figure 1.

The figure reflects a structured sequence of stages in
a food safety and quality audit, covering preparation, risk
analysis, evaluation of production processes, laboratory
testing, and documentation of results. The scheme takes
into account the specifics of martial law, in particular
threats to supply chains and the impact of hostilities on the
sanitary and technical condition of production.
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1. Preparatory stage

* Determination of the audit object.
+ Analysis of legal requirements and regulatory framework

in force under martial law.

« Familiarisation with documentation of the business entity.

« Determination of the objective and criteria of the audit. W,

\

2. Collecting
and analysing
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\HACCP.

-/Inspection of raw materials and finished goods suppliers.
+ Risk assessment in the supply chain in wartime conditions.
+ Analysis of prerequisite programs.

« Verification of compliance of production processes with

\

_/

3. Assessment transport.
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facilities system.

(Inspection of the sanitary condition of premises, equipmem
+ Assessment of water supply, disinfection and waste disposal

+ Analysis of the company’s resource availability.
\¢Identification of the impact of military actions.

_/

4. Conducting
of laboratory
tests

K-Sampling of products and raw materials to test for
microbiological, physicochemical and toxicological indicators.
+ Analysis of water quality used in production.
\ Detection of possible falsifications and non-

\

_/

5. Documentation
of results

KRecording of detected non-conformities and risks.

« Development of corrective and preventive measures to
eliminate violations.

« Cooperation with government authorities.

+ Providing recommendations for improving the food safety
sttem in wartime.

\

_/

6. Preparation
of the audit report
and oversight of its
implementatio

\conformities.

(Compilation of the official audit report with identified
violations and providing recommendations.

+ Monitoring the implementation of corrective measures.
+ Conducting a follow-up audit in case of critical non-

Figure 1. Stages of a food safety and quality audit in Ukraine
Source: created by the authors based on SGS Digicomply (2024)

The audit of the food safety system during wartime is
much more complex process, as it requires the considera-
tion of additional security and instability factors that signif-
icantly complicate the normal audit process (Kotsanopou-
los & Arvanitoyannis, 2017). The overall structure of food
safety audits follows internationally recognised approach-
es, which emphasise process verification, documentation
review and corrective actions. The audit begins with careful
preparation, which includes the identifying the object of
inspection, studying of the legal requirements and regula-
tory framework applicable under wartime conditions. At
this stage, the company’s documentation is also analysed,
the audit objective is formed, and evaluation criteria are
established. An important component of this phase is the
selection of the audit team, which may include quality ex-
perts, microbiologists, technologists and other specialists.

According to the State Service of Ukraine on Food
Safety and Consumer Protection (n.d.), the share of enter-
prises that do not properly perform document manage-
ment in the field of food safety has increased significantly
during the war. Challenges at this stage include restrict-
ed access to relevant regulatory documents due to active
hostilities, making compliance verification difficult. These
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organisational difficulties are consistent with broader
structural constraints reported in the food industry, in-
cluding deficiencies in documentation systems and re-
source shortages.

Rushed legislative changes are often not properly com-
municated to companies. Moreover, forming an audit team
is also complicated by the military mobilisation or displace-
ment of specialists, which is consistent with observations
regarding personnel shortages and difficulties in maintain-
ing audit procedures. The next stage involves collecting and
analysing information about the enterprise. Raw material
and finished product suppliers are inspected, and supply
chain risks are assessed, particularly considering martial
law. Prerequisite programs are analysed, the compliance
of production processes is evaluated with HACCP stand-
ards (ISO 22000:2018, 2018), and staft availability to act in
emergency situations is verified. Challenges at this stage
include difficulties in monitoring suppliers due to logistics
disruptions and limited access, as well as increased supply
chain risks due to infrastructure damage and road block-
ages. Additionally, there is a shortage of microbiological
laboratories to test products, caused by infrastructure de-
struction and staff limitations.

¥
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One of the key tools of the audit is the assessment of
the HACCP system’s implementation (Maliuk & Sapry-
kina, 2018). The audit of ongoing procedures based on
HACCP principles includes verification of continuity and
effectiveness of their application. This involves analysis of
documents, accuracy of records, inspection of processes
that affect food safety, evaluation of the operator’s internal
control system, analysis of corrective actions taken upon
identifying non-conformities, and assessing personnel
qualifications. Issues include non-compliance with HACCP
procedures (TechConsult Ukraine, 2024) due to a reduced
number of critical control points resulting from disrupt-
ed technological processes, and difficulties in personnel
training or shortages caused by military mobilisation or
relocation. Assessing the effectiveness of process control is
challenging because many companies cannot properly doc-
ument all steps due to the lack of electronic systems.

Assessment of production facilities is a crucial part of
the food safety management system certification process,
as this stage determines both the safety of the final product
and the enterprise’s ability to maintain production stand-
ards. It involves a detailed inspection of the sanitary condi-
tion of premises, equipment, and transport vehicles, which
are essential for ensuring safe production conditions. Such
inspections are essential for identifying sanitary, infrastruc-
tural and technological risks across production sites (Shala-
ru, 2025). Water supply, disinfection, and waste disposal
systems are also analysed, as their effectiveness is crucial for
preventing product contamination. At the same time, it is
important to assess whether the enterprise possesses neces-
sary resources to maintain food safety and how wartime dis-
ruptions affect its operations. Among the primary challeng-
es, confronting this stage is damage to production facilities
as a result of hostilities, which leads to significant losses in
production capacity. The loss of access to consistent supply
of water and disinfectants complicates safety standard com-
pliance. Disruptions in the logistics chain of transport net-
work pose a significant challenge to the effective transpor-
tation and storage of finished products, which can result in
health risks for consumers (Cwikowski & Kahraman, 2023).

Particular attention should be paid to laboratory test-
ing, which ensures product quality and compliance with
safety standards (Maliuk & Saprykina, 2018). Sampling of
raw materials and finished products for microbiological,
physicochemical, and toxicological analysis is a crucial part
of this process. It also includes water quality testing used
in production. Laboratory analyses help detect potential
violations of standards and identify product adulterations
(Gil-Ramirez & Diaz-Romero, 2025). However, signifi-
cant challenges may arise at this stage due to shortages
of laboratory supplies and materials caused by disrupted

deliveries and funding deficits. The use of artificial intelli-
gence, image processing, and robotic inspection systems
has been identified as a promising approach to enhancing
food safety inspections and audit procedures, particularly
when traditional control methods are constrained (Chen
& Yu, 2022). More recent studies, conducted by C. Shen et
al. (2024), further demonstrate the application of advanced
machine vision and deep learning techniques to support
audit and inspection processes under resource and capacity
limitations. Ensuring the accuracy of product composition
and compliance with declared characteristics is a critical
element of consumer protection, as demonstrated in inter-
national studies on food authenticity and labelling (Suss-
man et al., 2019). In some instances, the damage or inacces-
sibility of laboratories located within active combat zones
complicates the analysis process. Logistical challenges aris-
ing from infrastructure damage and unstable transport net-
works also affect sample collection and testing, potentially
delaying the certification process (Shevchenko et al., 2024).

After completing all necessary analyses, the results are
recorded and documented. The identification of non-con-
formities and potential risks is followed by a thorough
analysis, resulting in the development of specific corrective
actions. If it is necessary, auditors may collaborate with gov-
ernmental authorities responsible for food safety control to
ensure compliance (State Service of Ukraine on Food Safe-
ty and Consumer Protection, n.d.). However, certain diffi-
culties arise at this stage, such as the loss of documentation
due to archive damage or server inaccessibility. Challenges
in coordinating with control authorities may also occur
due to restrictions and inspection delays caused by mili-
tary operations. The challenges posed by communication
difficulties and infrastructure failures further complicate
the timely reporting of violations to government agencies
(TechConsult Ukraine, 2024).

The final stage of the audit process is the preparation of
an audit report, which documents all identified non-con-
formities and provides recommendations for improvement
(Lupenko, 2025). This is a critical step, as the report forms
the basis for determining the necessity for further correc-
tive actions. In cases of critical violations, a follow-up/sec-
ond audit may be required to verify corrective measures.
However, this stage presents challenges in the organisation
of repeated audits due to the constant changes in the se-
curity situation. Under such instability and hostilities, en-
terprises may be forced to prioritise efforts to ensure their
own survival rather than addressing non-compliance issues
(Shostak et al., 2024). The audit results play a significant
role in determining the risk level of market operator activi-
ties and in establishing the frequency of state control meas-
ures, as illustrated in Table 1.

Table 1. Frequency of scheduled state control measures

Risk level Type of control Frequency
o Inspection No more than four times a year
Very high-risk level -
Audit No more than once a year

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)




Food audit in Ukraine: Problems and challenges in an unstable environment

Table 1, Continued

Risk level Type of control Frequency
o Inspection No more than three times a year
High risk level -
Audit No more than once a year
Inspection No more than twice a year
Medium risk level P - y
Audit No more than once a year
. Inspection No more than once every two years
Low risk level -
Audit No more than once every two years
L . Inspection No more than once every two years
Insignificant risk level X
Audit Not conducted

Source: State Service of Ukraine on Food Safety and Consumer Protection (n.d.)

One of the main issues is the loss or damage of docu-
mentation, as well as the unavailability of relevant regula-
tory materials due to hostilities and disruptions in logistics
chains. A significant number of enterprises are incapable
of providing the necessary documentation to demonstrate
compliance with ISO 22000 standards. According to the
study by M. Cwikowski & T. Kahraman (2023), the certi-
fication of enterprises for compliance with ISO 22000 in
the context of the war in Ukraine is complicated by diffi-
culties related to the movement of auditors and damage
to infrastructure. In this context, remote and hybrid audit
formats may serve as a viable alternative to traditional on-
site inspections, allowing audit activities to continue de-
spite restricted mobility, security risks, and limited physical
access to enterprises (Bezerra et al., 2024). The ongoing
hostilities have resulted in significant challenges, including
auditors’ mobility and limit access to certain enterprises
due to damaged infrastructure and security threats. These
challenges in the certification process have been confirmed
by A. Shevchenko et al. (2024), who observed that a consid-
erable number of employees have been mobilised or forced
to leave their workplaces. In this context, digital solutions
such as IoT-based monitoring and blockchain technologies
may enhance audit traceability, data integrity, and docu-
mentation reliability, particularly under conditions of dis-
rupted logistics and limited physical access to enterprises
(Pelé et al., 2023). Blockchain-based traceability systems
may further strengthen audit reliability by enabling secure
tracking, authentication, and verification of food products
throughout disrupted supply chains (Sugandh et al., 2023).

Due to disruptions in logistics chains and the lack of
access to relevant regulatory materials caused by the hostil-
ities, numerous enterprises are unable to provide the nec-
essary documents to confirm compliance with ISO 22000
(Uyttendaele et al., 2016). Moreover, due to restrictions
in Ukraine regarding the conduct of regular surveillance
audits, some enterprises are compelled to seek certifica-
tion through international certification authorities, which
further complicates the certification process. Simultane-
ously, some enterprises are unable to afford switching to a
new certification authority due to the additional financial
burden. Figure 2 presents the certification process of the
food safety management system in Ukraine. The flow-
chart reflects the standard sequence of certification of the
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Food Safety Management System according to DSTU ISO
22000:2019 (2019) - from application submission and pre-
liminary analysis of documentation to stage I and IT audits,
decision-making on certification and subsequent supervi-
sion. It demonstrates the logic of conformity assessment
and emphasises that a safety system requires not only initial
confirmation, but also ongoing monitoring of its effective-
ness. The total number of enterprises certified under ISO
22000 or FSSC 22000 in Ukraine during the war has de-
creased by 20-25% compared to the pre-war period (TIC-
Ukraine, n.d.). Nevertheless, a notable trend has appeared
in the maintenance of certification among enterprises that
had already obtained it, despite significant challenges. En-
terprises encounter numerous barriers, including damaged
documentation, loss of access to databases, logistical dis-
ruptions, and resource supply issues. Simultaneously, certi-
fication persists as a crucial instrument in maintaining con-
sumer trust and facilitating access to international markets,
which is essential for the national economic recovery.

The war in Ukraine has significantly affected the food
safety control system, causing a number of challenges. Due
to the hostilities, government agencies have been forced
to redirect resources to critical areas, leading to a decrease
in the number of inspections in the food industry. These
circumstances weaken food safety controls and increase
risks to consumer health. Many professionals have moved
abroad or changed their field of activity due to security
threats and economic difficulties caused by the war. Such
factors complicate the conduct of quality audits and re-
duce the effectiveness of control over compliance with food
safety standards. Limited financial resources hinder the
upgrading of equipment and the conduct of modern labo-
ratory tests, which affects the reliability of inspections and
the ability to detect hazardous substances in food products.
These challenges reflect broader structural changes in the
food industry observed at both regional and national levels
during the wartime period (Smolinska et al., 2025).

According to the State Service of Ukraine on Food Safe-
ty and Consumer Protection (n.d.), experts from the IFC
have provided recommendations for improving state food
safety control measures, which is especially important under
conditions of limited funding. Many producers are not in-
terested in undergoing independent audits due to high costs
and the lack of significant sanctions for non-compliance.
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These problems lead to lower product quality and potential
risks for consumers. The Government of Ukraine is trying to
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Figure 2. Flowchart of the food safety management system (FSMS) certification process
Source: created by the authors based on SE “Kharkovstandartmetrology” (2021)

In times of war, it is crucial to strengthen international co-
operation and attract additional resources to support the food
safety control system, ensuring the protection of public health
and the stability of the country’s food security (Shevchenko et
al., 2024). To minimise the consequences of the war and ensure
effective post-war recovery; it is necessary to identify priority
directions for food security regulation, particularly in the area
offood quality and safety auditing (Table 2). The consequences
of hostilities in Ukraine have had a significant impact on food
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safety and quality audits, necessitating the adaptation of exist-
ing control mechanisms and the expansion of audit functions
to ensure food security. Strengths, such as auditing humani-
tarian aid and monitoring the effectiveness of food infrastruc-
ture rehabilitation, contribute to stabilising the food market
and restoring the agricultural sector to normalcy. However,
there are also significant weaknesses, such as gaps in state
quality control of humanitarian products and the lack of an
effective audit mechanism in temporarily occupied territories.
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Table 2. SWOT analysis of the impact of military actions in Ukraine on the conduct of food safety and quality audits

Strengths Weaknesses

Conducting food quality audits of humanitarian aid delivered Gaps in state control and audit of the quality
to affected areas. of humanitarian food products.
Control and assessment of the effectiveness
of measures to restore food security.

Monitoring the state of the agricultural sector and assessing Absence of an effective mechanism for auditing the supply

Insufficient funding for state food safety audits.

the effectiveness of agricultural recovery measures. of products to the temporarily occupied territories.
Auditing the physical and economic accessibility of food, Limited state control over environmental safety
contributing to the stabilisation of the food market. in food production.

Implementation of environmental audits to minimise
the negative impact on the environment.
Assessment of the effectiveness of food infrastructure Lack of an effective audit mechanism
recovery and implementation of innovations in food safety. for food supply to temporarily occupied territories.
Audit of programs to promote healthy eating and assess their
impact on the population.

Opportunities Threats
Expanding the audit system to meet the population’s needs Impact of active hostilities on the possibility
for food security. of conducting food security audits.

Implementation of innovative methods of auditing the
effectiveness of humanitarian aid, including the monitoring
of material resources and products.

High financial costs of implementing effective food sector
audit systems.

The use of food quality audits to stabilise the market The threat posed by mined areas, which complicates the audit
and increase consumer trust. of food availability.
Strengthening environmental audits through the Price instability for food products, requiring regular audits
implementation of zero-waste production. of pricing policies.
Adaptation of state audit mechanisms to current challenges The risk of increased production of GMO products due
in the area of food security. to insufficient control over compliance with standards.
Audit of programs to promote healthy eating and introduce Low public awareness of the role of audit in ensuring safe
mechanisms to reduce prices for organic products. and quality food.

Source: created by the authors based on K.V. Kotsanopoulos & I.S. Arvanitoyannis (2017)

Opportunities for expanding the audit system to  such as the impact of ongoing hostilities on the accessibil-
meet the population’s needs allow for the adaptation of ity and security of audits, as well as the high financial costs
state control mechanisms to new conditions, as well as  required to implement effective audit systems. A SWOT
the introduction of innovative methods for monitoring  analysis allows the assessment of key strengths, weakness-
humanitarian assistance and evaluating its effectiveness.  es, opportunities, and threats that affect the audit process
However, these opportunities are accompanied by risks, under martial law (Table 3).

Table 3. Priority directions for food safety and quality audits in Ukraine

Audit Increasing the volume of production of high-quality
of food production and safe products
Inspection of the food storage system Formation of strategic agricultural product reserves
Audit of critical elements of the agricultural sector Increasing the efficiency of key enterprises and productions
Monitoring the state of food security in the affected regions Restoring access to quality food products in war-affected areas
Monitoring the continuity Restoration of logistic connections
of food chains and stable supply of products
Assessment of the level of security Demining of agricultural lands for the restoration
of agricultural territories of sowing operations.
Analysis of the efficiency of logistics processes Optimisation of food transportation routes
Social audit of providing the population Strengthening social protection and access to necessary food
with products products
Audit Improvement of the state system of promotion of a healthy
of healthy food programs lifestyle and nutrition

Source: created by the authors based on M. Cwikowski & T. Kahraman (2023)

The implementation of the identified priorities will  the country’s food security. The transition to priority direc-
help ensure the stability of the food sector and strengthen  tions in food safety and quality audits in Ukraine involves a
the mechanisms of food quality control, which is critical for ~ number of key tasks that aim to overcome challenges aris-
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ing from wartime conditions. In particular, auditing food
production, inspecting food storage systems, and mon-
itoring the continuity of food supply chains are essential
for restoring access to safe food in affected regions. Other
important areas — such as monitoring food security and au-
diting healthy eating programmes - not only contribute to
stabilising the food market but also play a significant role in
improving public health during the post-war recovery peri-
od. The results obtained in this study demonstrate that food
safety and quality audits in Ukraine during wartime under-
go substantial transformation due to disrupted logistics,
unstable production processes, limited laboratory capacity
and restricted access to enterprises. These findings align
with and complement the conclusions of other researchers
who have examined the functioning of food safety systems
under crisis conditions.

The documented reduction in the number of inspec-
tions and increased difficulties in maintaining documenta-
tion correspond with the observations of L. Bal-Prylypko et
al. (2024), who emphasised that the redistribution of state
resources during martial law has weakened supervisory
activities within the food sector. Similarly, M. Cwikowski
& T. Kahraman (2023) highlighted the deterioration of re-
cord-keeping procedures at food enterprises and the chal-
lenges of implementing international standards due to staft
mobilisation or relocation. These findings corroborate the
results of the present study, especially the difficulties asso-
ciated with assessing compliance with HACCP procedures
and ensuring continuity in recording critical control points.

The results also indicate a significant decline in the
availability of qualified specialists in the food industry
during wartime, primarily due to displacement, mobilisa-
tion and disruptions in enterprise operations. This corre-
sponds to observations of this study regarding challenges
in forming audit teams and ensuring regular inspections.
This research further showed that personnel shortages ad-
ditionally affect laboratory operations, limiting the ability
to conduct microbiological and toxicological analyses.

The identified challenges in laboratory operations dur-
ing wartime are consistent with the findings of 1.D. Bez-
erra et al. (2024), who indicate that insufficient funding
and outdated laboratory equipment undermine the relia-
bility of food safety assessments. Likewise, Y. Motarjemi &
S. Mortimore (2014), analysing laboratory practices in cri-
sis contexts, argue that disruptions in sampling and trans-
portation can cause significant delays in certification and
increase food safety risks. The results of this study confirm
these global trends and illustrate their specific manifesta-
tions in Ukraine’s wartime context.

The study’s analysis of production facility inspections
under martial law — particularly with regard to sanitation,
waste management, and infrastructure damage - corre-
sponds with the conclusions of O.S. Maliuk & T.V. Sapry-
kina (2018), who underlined the importance of maintain-
ing hygienic processes even under extreme conditions.
However, this study adds a new dimension by showing
how direct hostilities destroy production sites, disrupt
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water supply, and block transportation routes, creating
unprecedented risks that have not been thoroughly ad-
dressed in prior research. The study also revealed notable
obstacles in the certification of enterprises under DSTU
ISO 22000:2019 (2019). These findings are consistent with
the conclusions of M. Uyttendaele et al. (2016), who em-
phasised that disruptions in logistics chains and limited
access to regulatory documents hinder conformity assess-
ment processes. At the same time, this study identified
a new trend that had not been highlighted in previous
works: enterprises increasingly turn to foreign certifica-
tion bodies due to the suspension or delays of supervisory
audits in Ukraine.

The SWOT analysis conducted in this study provides
additional insights by identifying both vulnerabilities
and emerging opportunities for strengthening food safe-
ty control. While K.V. Kotsanopulos & 1.S. Arvanitoyan-
nis (2017) mainly focused on environmental audits and
waste minimisation in food production, the present study
broadened the analytical scope by incorporating war-
time-specific threats such as mined territories, damaged
agricultural land and unstable supply chains. Moreover,
the proposed priority directions - such as enhancing
monitoring of supply chain continuity and conducting
social audits of vulnerable populations - extended the is-
sues raised in previous research and offer practical impli-
cations for Ukraine’s post-war recovery.

From a regulatory perspective, the identified challeng-
es in food safety auditing highlighted the importance of
a coherent legal framework that ensures effective control,
traceability, and compliance throughout the food supply
chain. Similar principles underpin food safety regulation
in the European Union, where legal mechanisms integrate
risk-based approaches, transparency requirements, and
accountability across all stages of production and distri-
bution. Such regulatory alignment has been identified as a
key factor in maintaining food safety under conditions of
systemic stress (Golovko, 2019).

A comparison of the obtained results with existing
literature indicated that many Ukrainian and internation-
al researchers identified similar systemic weaknesses, in-
cluding insufficient state control, financial constraints and
disruptions in logistics. However, this study contributed
new empirical evidence on how audits function under the
direct impact of hostilities, including the loss of documen-
tation archives, destruction of laboratory infrastructure
and the need for enterprises to adapt production processes
under extreme conditions. Furthermore, the SWOT analy-
sis provided a structured framework for assessing the chal-
lenges and prospects of food safety audits during and after
the war - an aspect that remains insufficiently explored in
the existing literature.

Opverall, the discussion confirms that although previ-
ous studies have examined certain aspects of food safety
management in crisis conditions, the complexity and scale
of the challenges faced by Ukraine during wartime require
a broader and more integrated audit approach. The results
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of this study therefore addressed an important research
gap by offering a comprehensive analysis of audit stages,
vulnerabilities and priority directions for strengthening
food safety control in wartime and post-war contexts.

Conclusions

The war and economic instability in Ukraine have signif-
icantly affected the food market, leading to disruptions in
production and supply chains. Nevertheless, food produc-
tion and distribution have gradually resumed as enterprises
adapted to new operating conditions and consumer demand
stabilised. Safety audits help minimise risks to consumer
health and prevent the spread of diseases. Compliance with
HACCP standards and certification of safety management
systems, such as ISO 22000 and FSSC 22000, is important
for maintaining consumer confidence and access to inter-
national markets. It is predicted that only a fraction of com-
panies will be able to obtain a new certification, but it is
important to maintain certification for those who already
have it. The SWOT analysis highlights strengths, such as
auditing humanitarian aid and infrastructure restoration,
but also identifies risks, including financial difficulties, in-

specifics of wartime will help strengthen food security and
contribute to the country’s economic recovery. It is impor-
tant that all market participants, from producers to regula-
tory authorities, act in a coordinated and effective manner to
overcome the consequences of the war and ensure the qual-
ity and safety of food products for Ukrainian consumers.

Future research should focus on developing audit
methodologies that remain effective under crisis conditions
and allow the wider use of remote or hybrid verification
tools. It is also essential to assess post-war reconstruction
needs related to laboratory and certification infrastructure,
as these elements will determine the capacity of the food
safety system to operate fully. Further academic attention
should be directed toward studying the resilience of food
supply chains under military risks, evaluating the effective-
ness of ongoing reforms in risk-based state control, and
analysing best practices for auditing humanitarian food aid
to ensure its quality, transparency and traceability. Togeth-
er, these directions will contribute to building a more sus-
tainable and robust food safety control system in Ukraine
during the post-war recovery period.
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Anortauis. IToBHOMacuITabHe BTOpPrHeHHA pocii 1o Ykpainu y 2022 poni cyTTeBO NOpyImMIo GyHKIIOHYBaHHA CUCTEMU
KOHTPOJIIO 0e3IeYHOCTi XapYOBUX IIPOAYKTIB, 1[0 3YMOBIJIO HeOOXiTHICTb afjanTallii ayInTOPChbKMX i cepTudikaiiumx
IpoLefyp 3 MeTOlo MiHiMi3anii pu3ukiB [yig 3[OpOB’A HaceJleHHA Ta IMiATPUMAHHA CTIKOCTI IPOJOBOJIBYOTO
cekTopy. MeTol0 HOCTimKeHHS OY/I0 KOMIUIEKCHEe BUABJIEHHSA OCOOIMBOCTEN IPOBENEHHA ayguTy Oe3IeYHOCTi Ta
AKOCTi Xap4yoBUX NPOAYKTIiB y IepioJj BOEHHOTO CTaHy B YKpaiHi Ta BU3HauyeHH: LIUIAXIB Y/JOCKOHAJIEeHHA MeXaHi3MiB
KOHTPOJII0O B YMOBaX IIiCIABOEHHOTO BiJHOB/IEHHA. Y CTaTTi BUKOPMCTAHO aHasli3 i CMHTe3 HOPMAaTMBHO-IIPAaBOBMX
aKTiB, IOPiBHANBHUII aHa/Ii3 MDKHapONHNX CTaHAApPTIB y cepi ynpapaiHHA Oe3leYHICTIO Xap4OBUX IPOAYKTIB, a
takox Mertos; SWOT-aHanmisy mis OLiHKY CM/IDHUX i CTaOKMX CTOPIH CUCTeMM ayfuUTy B YMOBax BiltHu. JocmimkeHHA
3aCBIJYM/IO, 10 BOEHHMI CTaH CHPUYMHUB CKOPOYEHHS KiJIbKOCTi II€PEBIiPOK, YCKIAaJHEHHS NOCTYIy KOHTPOJIEPIB
IO MIifIPMEMCTB Ta 3pOCTAaHHA KilbKOCTi mopymieHb y cdepi JOKyMeHTYBaHHA Ipouenyp 6Oesmednocti. 3HauHi
TPYLHOLII BUHMKAIOTh IIifi Yac 1ab0OpaTOPHMX JOCIIMKEHDb Yepe3 HecTady pecypciB i pyiiHyBaHHA iHPpacTpyKTypu.
YcTaHOBJIEHO, 1O MiANPMEMCTBA 3MYIICHI aJalTyBaTV BUPOOHMITBO LUIAXOM PpeNOKallil, 3MiHM TeXHOJOTiYHMX
nponecis i MoepHisanii manmoris nocravanua. SWOT-aHai3 nokasas HoTpeby y HOCUIEHH] iep>KaBHOT'O KOHTPOJIIO,
PO3BUTKY /1abopaTopHOI 6asy, yLOCKOHAIEHH] ayAUTy I'yMaHiTapHMUX IIOCTaBOK i HifiBUIeHH] piBHA iHPOPMOBaHOCTI
BMPOOHMKIB IJOI0 BUMOT 6e3IeYHOCTi. Pe3ynbratu fOCIimKeHHA MOXKYTh OyTI BUKOPUCTaHI IiAIpueMCTBaMU Iij| 9ac
100OYOBYU CYCTeM KOHTPOJIIO 6€3IIeYHOCTI, lep>kKaBHUMM CTPYKTypaMi — IJL1 BIOCKOHAJICHH MeXaHi3MiB IIepeBipoK y
KPU3OBMX YMOBaX, a cepTu¢ikalifHuMy opraHisalisaMm — 1jid afanTauii IpoLeaypyu ayfuTy 0 peasiil BOEHHOTO 4acy

KniouoBi cnoea: crpareriyHe ynpap/iHH:A; OPi€HTOBAaHICTh HA iIHHOBALi/IHICTh; THYYKICTb i collia/lbHa Bi/ITOBi/JaTbHICTB;
CTPYKTYPHa MOJIepHi3allig eKOHOMIiKI; 3MiHM 30BHIIIHBOTO CEPENOBUILA
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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,
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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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Abstract. Amid the full-scale war in Ukraine, insurance plays a crucial role in financial security and economic resilience.
However, consumer behavioural under extreme uncertainty, particularly trust, risk perception, and informational
awareness, remains under-investigated. The study aimed to identify the factors shaping attitudes of individuals and legal
entities, and to examine how informational awareness fosters trust and influences perceptions of market efficacy and
accessibility under wartime conditions. The empirical analysis was based on a quantitative online survey conducted
between May and June 2025 (N =118). Data were processed using descriptive statistics, reliability analysis, principal
component analysis with Varimax rotation, Spearman’s rank correlations, non-parametric significance tests, and multiple
regression modelling. Two components were identified for individuals, explaining 55.4% of the variance, and three
for legal entities, explaining 79.9%. These reflected similar dimensions: trust and perceived importance of insurance,
market efficiency and accessibility, and informational awareness. Individual attitudes varied by age, education, residence,
and employment: younger and economically active respondents showed lower trust and perceived accessibility, while
informational awareness enhanced confidence and perceived market efficiency. Among legal entities, higher education
correlated with more critical views of market performance, whereas smaller firms reported limited informational access.
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and information deficits constrained engagement. The findings highlight the need for measures to strengthen trust,
transparency, and financial inclusion in Ukraine’s insurance market
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Introduction

Since the onset of the full-scale war, Ukraine’s insurance
market has undergone unprecedented structural transfor-
mations, reflected in the reconfiguration of product lines,
the reassessment of risks, the revision of reinsurance mech-
anisms, and a shift in consumer behavioural patterns (Bar-
anov & Baranova, 2022; Brovko, 2024). According to the
OECD (2022) and the IMF (2023, 2025), war-related risks
have become a systemic source of financial market instabil-
ity, while insurance companies have emerged as key instru-
ments for maintaining macro-financial resilience.

Under wartime uncertainty, insurance evolves into a
mechanism of social and economic stabilisation. According
to K.-U. Schanz et al. (2023), modern insurers increasingly
move beyond traditional risk transfer by providing preven-
tive and supportive risk services crucial during systemic
shocks. O. Martseniuk & O. Ruda (2024) further argue that
in Ukraine this expanded role is visible in the development
of war-risk insurance and the sector’s contribution to post-
war recovery. Meanwhile, L. Tkachuk & O. Kraus (2024)
point out that the full-scale invasion has reconfigured in-
surance products and intensified the system’s role in pro-
tecting households and businesses.

From the standpoint of behavioural economics, the
wartime context radically alters risk perception, motiva-
tional structures, and levels of trust in financial institutions.
The importance of informational awareness, emotional re-
sponses, and social experience increases, as these factors
shape the willingness of households and enterprises to en-
gage with insurance products. As noted by Insurance Eu-
rope (2024), trust and the perceived transparency of infor-
mation have become decisive factors in restoring insurance
markets following systemic crises.

Recent research demonstrated that the war has led to
significant structural and behavioural shifts in Ukraine’s
insurance market. L. Kolinets et al. (2023) showed that
wartime shocks — combined with pre-existing structural
vulnerabilities — have reoriented demand toward core pro-
tection lines (life, medical, CASCO), reinforced the impor-
tance of insurance reserves, and highlighted the sector’s
gradual recovery despite market consolidation. A. Plas-
tun et al. (2023) found that although the market suffered
substantial losses, its competitiveness did not deteriorate
markedly; however, increasing concentration trends have
strengthened the regulatory role of the state and its re-
sponsibility for maintaining competitive conditions. Com-
plementing these findings, D. Yastreb (2024) emphasised
that heightened uncertainty, operational disruptions and
currency restrictions have increased insurers’ dependence
on foreign reinsurance and accelerated the expansion of
wartime coverage products, thereby reshaping consumer
motives from investment-driven to protection-oriented
behaviour. At the same time, works by N. Valinkevych et
al. (2020) and J. Uzik et al. (2023) deepened the theoret-
ical and empirical understanding of the long-term and
structural dimensions of insurance market development,
emphasising the strategic role of insurance in enhancing

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

financial resilience and its cumulative impact on socio-eco-
nomic progress. According to Z. Wang et al. (2023), this
perspective positions insurance not merely as a financial
instrument of risk redistribution, but as a key driver of the
adaptive capacity of the economic system under conditions
of prolonged uncertainty.

Ukrainian scholars comprehensively analysed the con-
sequences of the war for the insurance sector. L. Marshuk
& E. Poplavska (2022) emphasised that the recovery of the
insurance market is structurally dependent on broader eco-
nomic reconstruction and requires targeted government
support, deregulation, and measures to stimulate demand,
as the sector historically lags behind macroeconomic re-
covery during crises. L. Dobryk et al. (2023) documented a
wartime decline in the number of insurers and in premium
and payout volumes, while also showing that firms retain
most collected premiums and increasingly rely on restruc-
turing strategies to maintain viability under prolonged
instability. Complementing these findings, I. Stetsen-
ko (2024) focused on the rapid expansion and challenges
of military-risk insurance, highlighting issues of reinsur-
ance capacity, risk assessment, geographic restrictions, and
financial stability that shape the emerging architecture of
war-related coverage in Ukraine.

However, the behavioural aspects of insurance percep-
tion - including levels of trust, risk aversion, informational
awareness, and value orientations — remain explored insuf-
ficiently. Most existing studies focus on macroeconomic
and institutional dimensions, whereas the microeconomic
behaviour of consumers under crisis conditions is exam-
ined only fragmentarily. This creates a gap between theoret-
ical models and the actual mechanisms of decision-making
regarding insurance during wartime.

Accordingly, the purpose of this study was to identi-
ty the behavioural and socio-economic determinants that
shape the attitudes of individuals and legal entities towards
insurance under conditions of heightened risk, including
wartime, as well as to examine the role of informational
awareness in fostering trust, and in shaping perceptions
of market efficacy and accessibility under wartime condi-
tions. Based on the overarching purpose, of the study, the
following hypotheses were formulated to guide the empir-
ical analysis:

» hypothesis 1: the theoretically proposed factor struc-
ture of insurance perception is empirically supported and
corresponds to the latest constructs identified through
principal component analysis;

« hypothesis 2: higher level of informational awareness
is positively associated with perceptions of the significance
of insurance protection, trust in insurance providers and
the state, and evaluations of market efficacy, informational
adequacy, and accessibility of insurance products;

« hypothesis 3: socio-demographic, economic, and
status-related characteristics (individuals vs. legal entities)
significantly influence insurance-related attitudes and be-
havioural patterns.
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Materials and Methods

In line with the focus of this study, the conceptual frame-
work has been constructed by integrating behavioural
determinants (trust, risk perception, awareness) with so-
cio-economic factors (income, education, employment sta-
tus/economic activity, type of enterprise). The theoretical
underpinning combined the approaches of the aforemen-
tioned theories and proposed an integrative conceptual
chain, which facilitates the depiction of the mechanism
through which attitudes towards insurance are formed un-
der conditions of heightened uncertainty:

Information (IE1/LE4) > (T perceived efficacy + | un-
certainty) > Trust and perceived significance (FI2/FL2, FI3/

FL3) > Intention to demand (FI1/FL1). The informational
component of the model was represented by variables (IE1/
LE4, Table 1), which captured the number of insurance ser-
vice channels known to respondents and were considered
as indicators of informational awareness. It is important
to emphasise that these variables were not part of the ag-
gregated factors FI1-FI4 and FL1-FL4, but acted as inde-
pendent predictors reflecting access to information sources
and, correspondingly, the potential to reduce information
asymmetry. To capture behavioural determinants, four the-
oretical factors were constructed, aggregating respondents’
evaluations across thematically related statements (Table 1)
and computed as mean scores.

Table 1. Survey questions and factor structure

F FC RC QC Survey question / Statement

Through an insurance agent, broker, or company representative

Directly at an insurance company (e.g., office or website)

Through a bank (branch, app, or website)

Through a travel agency (e.g., when booking a trip)

__ IE/ IEV In a retail store (e.g., when purchasing equipment or other goods)
LE LE4 At a car dealership (e.g., with car purchase)
Via online insurance product aggregators (e.g., Hotline Finance, Finance.ua)
At a medical facility (e.g., with medical services)
All of the above
Difficult to say / do not know any of the above channels
e IE2 It is important to have an insurance policy that protects my life, health, and property
F1 IE3 My need for property, life, and health insurance has increased
FL1 LE LE5 Itisimportant to have an insurance policy to protect business assets (property, liability, operational risks)
LE6 The need for insurance of core assets (property, liability, operational processes) has increased
IE4 It is important for me to have full trust in domestic insurers
FI2 1E IE5 Implementation of government insurance support programmes is necessary
2 IE6 | feel a lack of government support in the field of social insurance
LE7 High level of trust in insurance companies is important for my enterprise
FL2 LE LES8 My enterprise experiences insufficient government support in insurance
LE9 Implementation of government support programmes is critical for my enterprise
IE7 Insurance organisations fulfil their obligations effectively
FI3 IE IE8 Information on insurance products covering new risks is insufficiently accessible
IE9 Insurance companies. need to improve client information on insurance terms,
including changes related to war risk coverage
F3 LE10 Insurance is a reliable mechanism for managing financial risks for my enterprise
LE11 Insurance organisations fulfil their obligations to my enterprise effectively
FL3 LE LE12 My enterprise has limited access to information on insurance products adapted to wartime conditions
LE13 Insurance companies nggd to ?mproye information provision to gnterprises regarding insurance
conditions, including changes related to war risk coverage
FI4 IE IE10 | consider insurance service prices affordable within my budget
F4 —— - - —
FL4 LE LE14 | consider insurance service prices acceptable for my enterprise’s budget

Note: F - Factor; FC - Factor code, RC - Respondent categories (IE - individuals; LE - legal entities), QC - Question
code; F1 — Perceived Significance of Insurance Protection; F2 — Trust in Insurance Providers and the State; F3 - Market

Efficiency and Awareness; F4 — Accessibility of Insurance
Source: compiled by the authors

The empirical foundation of this research was based
on a quantitative survey administered to both individu-
als and legal entities, aimed at uncovering the particu-
larities of attitudes towards insurance under wartime
conditions, and the factors that determine levels of trust,
perceived value, and accessibility of insurance services.
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The study was primarily descriptive-analytical in na-
ture and involved the investigation of behavioural and
socio-economic determinants through the analysis of
respondents’ self-assessments regarding their insurance
experience, expectations, and barriers to participation in
the insurance market.
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The sample was predominantly random and based on
the principle of open access to the questionnaire. The sur-
vey was conducted online between May and June 2025. The
questionnaire was made freely available via social media
platforms (Facebook, Telegram) and professional commu-
nities, thereby enabling the recruitment of a maximally het-
erogeneous group of respondents. Participation was open
to all adult citizens of Ukraine who voluntarily consented
to take part in the survey. This approach aligns with the
principles of open self-selection sampling, which is widely
employed in online studies of socio-economic behaviour
(Becker et al., 2012). The total number of valid responses
amounted to 118, of which 104 were completed by individ-
uals and 14 by representatives of legal entities. Given the
relatively small number of observations within the legal
entity subgroup, the results of the factor analysis for this
subset should be interpreted as indicative.

The questionnaire comprised structured closed-ended
items grouped into six thematic blocks: (1) socio-demo-
graphic characteristics; (2) level of awareness regarding
insurance products; (3) assessment of the perceived signit-
icance of insurance protection under wartime conditions;
(4) evaluation of trust in insurance providers and the state;
(5) assessment of market efficiency and informational ad-
equacy; and (6) assessment of insurance accessibility. A
seven-point Likert scale (Koo & Yang, 2025) was employed
to measure attitudes and evaluations, where 1 - strongly
disagree ... 7 - strongly agree.

The preliminary data processing included stages of
data cleaning, normalisation, and verification for missing
values. Statistical analyses were conducted using SPSS 25
(IBM, n.d.). The data analysis was conducted in six stages,
including descriptive examination of the data, assessment
of relationships between key perception variables, evalua-
tion of measurement reliability, identification of latent per-
ception structures, comparison of respondent groups, and
modelling of the determinants of insurance perception.

A descriptive analysis was performed to determine the
distribution of responses across the primary variables. The
evaluated variables, IE (for individuals) and LE (for legal
entities), were treated as interval-level measures, thereby
permitting the application of parametric methods in subse-
quent analyses. Spearman’s rank correlation was employed
to examine the relationships between trust, awareness, and
perceived accessibility of insurance products. A non-para-
metric approach was adopted due to deviations from nor-
mality in the variables.

Internal consistency of the items within each factor
block was assessed via reliability analysis using Cronbach’s
a (Cronbach, 1951). The reliability thresholds followed
conventional interpretations (Tavakol & Dennick, 2011;
Hinton et al., 2014; George & Mallery, 2019), with values
20.7 considered high, values between 0.6-0.69 acceptable,
and lower values interpreted with caution in cases where
blocks included a limited number of items. Reliability co-
efficients were computed separately for individual and
legal-entity samples. 4. To explore respondents’ attitudes

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

towards insurance, a principal component analysis (PCA)
with Varimax rotation was conducted. Only interval-level
variables (IE and LE) reflecting respondents’ Likert-scale
ratings were included. The analysis aimed to identify la-
tent structures underpinning the perception of insurance
services by individuals and legal entities. Component in-
terpretation was based on the content analysis of variables
with the highest factor loadings (>0.5).

To identify differences across socio-demographic
groups and respondent categories, non-parametric tests
were employed: Mann-Whitney U tests for comparisons
between two groups, and Kruskal-Wallis H tests for three
or more groups. Where statistically significant differences
were observed, post hoc pairwise comparisons were con-
ducted with a Bonferroni a adjustment. To ascertain the
determinants of insurance perception among individuals
and legal entities, regression analyses were performed
using a general linear model with categorical independ-
ent variables (Univariate GLM). The dependent variables
comprised four perception factors (FI1-FI4 for individu-
als and FL1-FL4 for legal entities). The principal predic-
tor was respondents’ awareness of insurance distribution
channels (IE1 for individuals; LE4 for legal entities). Con-
trol variables included: (a) for individuals: age (AGE), in-
come (INCOME), and economic activity (EMP); (b) for
legal entities: representatives’ education level (EDU) and
enterprise income (PROFIT).

The study assessed individuals’ perceptions of the in-
surance environment, focusing on four core dimensions:
the perceived significance of insurance protection (FI1),
trust in insurance providers and the state (FI2), market
efficiency and informational awareness (FI3), and the
accessibility of insurance (FI4). Comparative analysis re-
vealed that the perception of insurance services is hetero-
geneous and contingent upon age, educational attainment,
place and region of residence, and economic activity. This
methodological approach thus facilitated a comprehensive
assessment of the influence of informational awareness
and socio-economic characteristics on attitudes towards
insurance. The utilisation of an open, self-selected sample
and online survey instruments ensured relevance to con-
temporary digital environments, albeit with acknowledged
limitations concerning the self-selection bias inherent in
online surveys. The results provided an analytical founda-
tion for identifying trends, rather than for generalisation
to the entire population.

All participants engaged voluntarily, following famil-
iarisation with an information statement outlining the
purpose of the survey and assurances of confidentiality.
No personally identifiable data were collected, and re-
sponses were processed in anonymised form in accord-
ance with established principles of research ethics (Bab-
bie, 2021). A methodological limitation lied in the use
of self-reported variables within a single questionnaire,
which introduced the potential for common method vari-
ance (Podsakoff et al., 2003). To mitigate this risk, a com-
bination of strategies was employed, including the use
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of mixed item wording, randomised question order, and
non-parametric reliability checks.

Results and Discussion

Descriptive, correlation and factor analysis

Descriptive statistics for respondents’ socio-demograph-
ic characteristics and perceptions of insurance protec-
tion are presented in Table 2. For individual respondents,

perceived significance of insurance protection and trust
in insurance providers and the state were generally high,
with means ranging from 3.70 to 5.93. Market efficien-
cy and awareness, as well as accessibility of insurance,
showed slightly lower average ratings. For legal entities,
perceived significance of insurance protection and trust
in insurers also scored high, while accessibility of insur-
ance services was relatively lower.

Table 2. Descriptive statistics of respondents’ socio-demographic characteristics and perceptions of insurance protection

Variable Code/QC N (Valid) Mean Median SD Skewness Kurtosis

Socio-Demographic Characteristics

Respondent category CAT 118 1.12 1.00 0.32 2.39 3.77
Gender GEN 118 1.79 200 041 -1.43 0.04
Age AGE 118 2.64 3.00 1.59 0.49 -0.95
Education level EDU 118 4.21 400 1.64 -0.86 -0.12
Place of residence CITY 118 1.29 1.00 045 0.95 -1.12
Region REGION 118 469 500 1.07 -2.43 5.05
Employment status/ economic activity EMP 118 140 1.00 0.69 1.47 0.68
Financial capacity INCOME 111 2.40 2.00 0.75 -0.03 -0.34
Legal entity category LEC 14 1.50 1.50 0.52 0.00 -2.36

Primary type of economic activity (KVED — Ukrainian
classiﬁcat)ilozpof economic activities),l c(:omparable to NACE) KVED 14 1.43 (LU 032 2.24

Individuals
Awareness of insurance distribution channels IE1 104 408 4.00 276 0.15 -1.39
Perceived significance of insurance protection (FI1) IE2 104 511 500 1.86 0.63 0.74
IE3 104 4.79 5.00 2.06 -0.44 -1.10
IE4 104 5.93 7.00 1.53 -1.42 1.26
Trust in insurance providers and the state (FI2) IE5 104 563 6.00 1.65 -1.08 0.27
IE6 104 555 6.00 1.67 -1.05 0.24
IE7 104 398 4.00 1.62 -0.07 -0.58
Market efficiency and awareness (FI3) IE8 104 486 500 157 -0.41 -0.19
IE9 104 5.80 6.00 1.50 -1.34 1.38
Accessibility of insurance (FI4) IE10 104 370 400 1.73 -0.02 -0.70
Legal Entities

Awareness of insurance distribution channels LE4 14 4.43 550 3.46 -0.24 -1.94
. Lo . . LES 14 4.71 450 1.77 -0.36 -0.17
Perceived significance of insurance protection (FL1) LE6 12 557 6.00 179 232 193
LE7 14 5.57 6.00 1.79 -1.41 1.95
Trust in insurance providers and the state (FL2) LE8 14 4.79 550 2.39 -0.49 -1.45
LE9 14 450 4.00 210 -0.26 -0.89
LE10 14 486 500 214 -0.66 -0.57
. LE11 14 3.21 3.00 233 0.43 -1.38
Market efficiency and awareness (FL3) E12 12 507 650 240 20.80 .06
LE13 14 6.29 7.00 1.07 -1.11 -0.30
Accessibility of insurance (FL4) LE14 14 3.07 3.00 202 0.41 -1.06

Source: calculated by the authors

Spearman correlation analysis revealed significant positive
relationships among most factor blocks for both individualsand
legal entities (Table 3). The strongest correlation was observed
between Perceived Significance of Insurance Protection (F1)
and Trust in Insurance Providers and the State (F2) (p=0.590,
p <0.01). The weakest correlation was noted between F1 and
Accessibility of Insurance (F4) (p = 0.085, non-significant).
These findings suggest that respondents who perceive insur-
ance protection as important also tend to exhibit higher trust
in insurance providers and the state, while accessibility is less
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strongly associated with other factors. Factor analysis was con-
ducted to validate the theoretically constructed factors FI1-FI4
and FL1-FL4. This approach is consistent with prior empirical
research (Outreville, 2016; Gangil & Vishnoi, 2020; Kiwanu-
ka & Sibindi, 2022). Cronbach’s a values ranged from 0.494 to
0.937, indicating acceptable to high internal consistency (Ta-
ble 4). Consistency was highest for FI1/FL1 (a=0.802 for indi-
viduals; a=0.937 for legal entities), whereas FI3/FL3 demon-
strated only moderate reliability (0 =0.494 and a=0.513), which
is acceptable given the limited number of items in this block.
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Table 3. Spearman correlations between factors

Factor F1 F2 F3 F4
F1 1 0.590%*** 0.442%** 0.085
F2 0.590%*** 1 0.537%** 0.144
F3 0.442%** 0.537*** 1 0.294***
F4 0.085 0.144 0.294*** 1

Note: F1 - Perceived Significance of Insurance Protection; F2 — Trust in Insurance Providers and the State; F3 — Market
Efficiency and Awareness; F4 — Accessibility of Insurance; *** - p-value <0.01
Source: calculated by the authors

Table 4. Factor block structure and internal consistency (Cronbach’s a)

Respondent Category
Factor Individuals Legal Entities
Cronbach’s a Consistency Interpretation Cronbach’s a Consistency Interpretation
FI1/FL1 0.802 High 0.937 High
FI12/FL2 0.629 Acceptable 0.748 Acceptable
FI3/FL3 0.494 Moderate 0.513 Moderate

Note: the aggregated factors for individuals (FI) and legal entities (FL) respondent categories: FI1 / FL1 — Perceived Signif-
icance of Insurance Protection; FI2 / FL2- Trust in Insurance Providers and the State; FI3 / FL3 - Market Efficiency and
Awareness

Source: compiled and calculated by the authors

The factor analysis for the sample of individual respond-
ents yielded a Kaiser-Meyer-Olkin (KMO) measure of 0.766,
indicating good sampling adequacy for factorisation, while
Bartlett’s Test (x*=278.564; df =36; p <0.001) confirmed the
presence of statistically significant correlations among the
variables (Table 5). Two components were extracted, ex-
plaining 55.43% of the total variance. The first component

(38.80% of the variance) encompassed variables IE2-1E9, re-
flecting the value-trust dimension of insurance perception,
including the recognition of its importance for the protec-
tion of life, health, and property, as well as trust in insurers.
The second component (16.63% of the variance) comprised
variables IE6-IE7 and IE10, capturing perceptions of insur-
er effectiveness and the accessibility of insurance services.

Table 5. Factor analysis results (PCA)

Component Rgsay::;greynt Eigenvalue (Total) % of Variance Cumulative (%) Rotated Component Matrix
1 IE 3.492 38.80 38.80 IE2-1E9
LE 4.515 45.16 45.16 LE5-LE11,LE14
9 IE 1.497 16.63 55.43 IE6-IE7, IE10
LE 2.179 21.79 66.95 LE7,LE9, LE11-LE14
3 IE 0.988 10.98 66.41 -
LE 1.290 12.90 79.85 LE6-LE7, LE9-LE11, LE14
Kaiser-Meyer-Olkin IE 0.766 Good adequacy
(KMO) LE 0.446 Marginally low
, IE 278.564*** Significant sphericity
Bartlett's Test LE 96.7171%** Significant sphericity

Note: IE - individuals; LE - legal entities; *** — p-value <0.01

Source: calculated by the authors

For the sample of legal entities, the KMO measure
was 0.446, a relatively low value that renders the interpre-
tation of factors only marginally acceptable. Nonetheless,
Bartlett’s Test (x*=96.711; df = 45; p <0.001) indicated sta-
tistically significant correlations among variables. Three
components were extracted, accounting for 79.85% of the
total variance. The first component (45.16% of the vari-
ance) included variables LE5-LE11 and LE14, representing
trust and the perceived significance of business insurance,
encompassing the awareness of asset protection, the need
for state support, and trust in insurance companies. The
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second component (21.79% of the variance) incorporated
variables LE7, LE9, and LE11-LE14, describing market ef-
ficiency and transparency from a business perspective, in-
cluding the assessment of insurers’ fulfilment of obligations
and information accessibility. The third component (12.90%
of the variance) consisted of variables LE6-LE7, LE9-LE11,
and LE14, reflecting enterprises’ informational awareness
and the accessibility of insurance services for businesses.

In summary, the factor analysis confirmed the presence
of two and three stable latent structures in the perception
of insurance services among individuals and legal entities,
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respectively. Differences in component prominence suggest
distinct priorities: for individuals, the value-trust dimen-
sion is paramount, whereas for legal entities, market effi-
ciency and accessibility of insurance are emphasised. The
PCA was applied solely to verify the internal consistency
and latent structure of the theoretically constructed factors
FI1-FI14 and FL1-FL4. PCA does not generate factors per
se; rather, it demonstrates that the variables included with-
in each factor correlate in a predictable manner, thereby
providing statistical support for the theoretical model.

Determinants of individual behaviour under wartime
and economic challenges

Comparative analysis individuals’ perceptions of the in-
surance environment revealed that the perception of in-
surance services is heterogeneous and contingent upon
age, educational attainment, place and region of residence,
and economic activity. Gender was found to have no statis-
tically significant effect on the evaluations (Table 6). Anal-
ysis of individual behaviour under wartime and economic
challenges showed that perceptions of insurance servic-
es among the population are heterogeneous and depend
on age, level of education, place of residence, region, and

economic activity, while gender differences had no statis-
tically significant effect. These observations are consistent
with the concept of bounded rationality (Simon, 1955)
and prospect theory (Kahneman & Tversky, 2000), which
emphasize how cognitive and emotional processes shape
risk perceptions under heightened uncertainty, such as
wartime conditions (Botzen & van den Bergh, 2009; Thal-
er, 2016; Slovic, 2020). Age-related differences were most
evident in the perception of state support and the accessi-
bility of insurance products. Older respondents tended to
feel a greater lack of governmental support, whereas both
younger and older cohorts evaluated insurance accessibili-
ty higher than the middle-aged group. This aligns with the
Protection Motivation Theory model (Rogers, 1975; Mad-
dux & Rogers, 1983), where threat perception and protec-
tive capacity can vary depending on life experience and
available resources. Educational level influenced percep-
tions of state involvement: respondents with higher educa-
tion exhibited greater critical awareness of its effectiveness,
which aligns with research linking higher educational at-
tainment to stronger reflexivity and expectations regarding
institutional transparency (North, 1990; Coleman, 1992;
Berggren & Bjornskov, 2023).

Table 6. Summary of statistically significant differences in the perception
of the insurance environment among individuals

Test
statistic

Demographic

Factor QC

variable

p-value

Interpretation

Gender - - Mann-Whitney U - >0.05 No statistically significant differences identified
Older respondents more frequently perceive a lack of
FI2 IE6  Kruskal-WallisH H=13.562 0.019 state support in the field of social insurance
Age than younger ones
Fl4  IE10  Kruskal-WallisH H=15.246 0.009 Younggr and older.respondents ratg the.accessibility
of insurance higher than those in middle age
Respondents with higher education perceive a greater
Education FI2 IE6  Kruskal-WallisH H=10.102 0.039 deficiency in state support compared with those
with basic or vocational education
U=922 Tendency: residents of regional centres attach greater
FI1 IE2  Mann-Whitney U ~ " 0.056 importance to holding an insurance policy
rePls?c(I::n(::fe 2=-1.908 than those in smaller settlements
. U=910. Urban residents assess the need for insurance higher
Fi1 IES  Mann-Whitney U Z=-1.988 0.047 than respondents from other locations
Post-hoc analysis revealed no significant regional
Region FI2 IE6  Kruskal-WallisH H=10.102 0.039 differences; the effect was most pronounced
in the Southern region
Employed respondents and students report higher
FI2 IE4  Kruskal-WallisH H=6.262 0.044 levels of trust compared with the unemployed
and retirees
Economic FI2 IE6  Kruskal-WallisH H=8.238 0016 Unemployed and retired respondents more acutely
. perceive a lack of state support
activity
FI3  IE8  KruskalWallisH H=7.477 0024 Employed respondents assess the level of market
awareness lower than other groups
FI4  IE10  Kruskal-Wallis H H=7442 0024 Employed respondents rate the accessibility

of insurance lower than the unemployed and retirees

Note: FI1 - Perceived Significance of Insurance Protection; FI2 — Trust in Insurance Providers and the State; FI3 — Market

Efficiency and Awareness
Source: calculated by the authors

Residents of regional centres attributed higher signifi-
cance to insurance protection and a greater perceived need

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

for life and property insurance compared with inhabitants
of smaller settlements. Regional variations were limited
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and manifested primarily as a tendency in the Southern
region. This tendency may be associated with the concen-
tration of insurance services and the level of informational
accessibility (He et al., 2023). Economic activity emerged
as a key differentiating factor shaping attitudes towards
insurance. Employed respondents and students expressed
lower levels of trust, awareness, and perceived accessibili-
ty compared with the unemployed and retirees. This may
reflect the influence of socio-economic status and the sub-
jective sense of financial stability on perceptions of the in-
surance environment. Such differences are consistent with
information asymmetry theory (Akerlof, 1970; Stiglitz &
Weiss, 1981), which emphasises unequal access to infor-
mation and the role of economic stability in institutional
trust (Goold et al., 2006).

The role of informational awareness was confirmed by
regression analysis: familiarity with a greater number of in-
surance channels (IE1) positively influenced assessments of
insurance significance, trust in companies and the state, and
perceptions of market efficiency. This is consistent with the
Protection Motivation model, where information enhanc-
es response efficacy and reduces uncertainty (Kiwanuka &

Sibindi, 2023; He et al., 2023). At the same time, perceived
accessibility of insurance products was determined primar-
ily by age, income, and economic activity rather than infor-
mational awareness, highlighting the presence of financial
barriers limiting demand. In summary, results confirm that
informational factors are key determinants of trust and
the perceived significance of insurance services, whereas
socio-demographic characteristics largely shape percep-
tions of accessibility and deficits in state support. These
patterns mirror broader behavioural insurance research,
which highlights the role of cognitive, emotional, and in-
formational factors in financial decision-making under
wartime constraints (Kunreuther & Pauly, 2018; Kolinets et
al., 2023; Yastreb, 2024).

The regression analysis confirmed the significant role
of respondents’ awareness (IE1) of insurance distribution
channels (Table 7). The more channels of insurance servic-
es familiar to the respondent, the higher the assessments of
significance, trust, and perceived market efficiency. In con-
trast, the perceived accessibility of insurance products was
determined primarily by socio-demographic variables: age,
income level, and employment status.

Table 7. Results of the regression analysis of factors influencing individuals’ attitudes towards insurance

Factors
Variables FI1 FI2 FI3 Fl4
Intercept coef 5.792%** 5.740%** 4.562%** 2.897**
error 1.217 0.833 0.772 1,134
IE1 coef 0.193**+* 0.146%** 0.091** 0.026
error 0.071 0.048 0.045 0.066
Age (AGE) p-value 0.670 0.905 0.523 0.067*
18-25 years coef 0.390 -0.126 0.754 2.824%x%
error 1.149 0.787 0.729 1.071
26-35 years coef -0.712 -0.343 0.239 2.023*
error 1.248 0.855 0.792 1.163
36-45 years coef 0.264 -0.161 0.281 2.340**
error 1.131 0.774 0.717 1.054
46-55 years coef 0.251 0.192 0.803 2.826%**
error 1.110 0.760 0.704 1.034
56-65 years coef 0.231 0.107 0.453 3.067***
error 1.227 0.840 0.778 1.143
65+ years coef base category
Income level (INCOME) p-value 0.518 0.712 0.302 0.025**
Very low coef -0.003 0.181 0.146 -2.303**
error 0.975 0.668 0.618 0.908
Low coef -0.804 0.172 -0.200 -1.764%*
error 0.818 0.560 0.519 0.762
Medium coef -0.729 -0.162 -0.572 -0.988
error 0.827 0.566 0.524 0.770
High coef base category
Economic activity (EMP) p-value 0.039** 0.022** 0.015** 0.016**
Formally employed coef -1.274% -0.583 -0.216 -0.535
error 0.699 0.479 0.443 0.651
Students coef -1.434* -0.794 -0.555 -0.062
error 0.856 0.586 0.543 0.797
Unemployed/retired coef base category
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Table 7, Continued

Factors
Variables
R Square 0.207 0.208 0.208 0.208
F-statistic 2.043** 2.057** 1.391 3.085%**
N 98 98 98 98

Note: FI1 - Perceived Significance of Insurance Protection; FI2 — Trust in Insurance Providers and the State; FI3 — Market

Efficiency and Awareness; *** — p-value <0.01; ** - p-value <0
Source: calculated by the authors

The FII factor (Perceived Significance of Insurance
Protection) revealed a significant positive effect of IE1
(B=0.193; p<0.01). This indicates that respondents famil-
iar with a greater number of insurance distribution channels
tend to assign higher importance to insurance protection for
life, health, and property. In the context of wartime risk, this
relationship appears intuitively consistent, as heightened
uncertainty increases awareness of the value of insurance
coverage. Age, income, and employment status variables
were not statistically significant, suggesting that the percep-
tion of insurance importance is relatively universal across
social groups. Nevertheless, economically active respond-
ents and students exhibited lower scores (B=-1.3; p<0.1),
possibly reflecting the effects of financial uncertainty and
limited liquidity during wartime. The FI2 factor (Trust in
Insurance Providers and the State) also confirmed a posi-
tive effect of IE1 (B=0.146; p <0.01). Greater awareness of
insurance channels corresponds to higher levels of institu-
tional trust, which is consistent with findings showing that
individuals with more information and greater confidence
in institutions tend to exhibit lower hesitancy and higher
trust in institutional actors (Chen et al., 2024). Employment
status was likewise statistically significant (p =0.022), with
economically active individuals demonstrating lower trust
than retirees or the unemployed - likely a consequence of
direct interaction experiences with insurers, which can ex-
pose them to transaction costs and opportunistic behav-
iour, as highlighted in transaction cost theory (William-
son, 1997). For FI3 (Market Efficiency and Awareness),
the model identified a positive influence of IE1 (B=0.091;
p <0.05), indicating a link between informational aware-
ness and perceptions of market performance. Employment
status again proved significant (p = 0.015), underscoring a

.05; * — p-value<0.1

more critical perspective among economically active and
higher-educated respondents. This suggests a gap between
expectations and the actual quality of insurance servic-
es. The FI4 factor (Accessibility of Insurance), by contrast,
showed no significant relationship with IE1, suggesting
that knowledge of insurance channels does not necessarily
translate into perceptions of financial accessibility. Instead,
age (p=0.067), income (p =0.025) and employment status
(p=0.016) were decisive determinants. Younger respond-
ents and those with lower incomes perceived accessibility
as limited, whereas middle-aged and older groups rated it
considerably higher - indicating the presence of financial
barriers that constrain demand for insurance products. In
summary, all regression models explained approximate-
ly 20% of the variance in respondents’ assessments, a level
considered acceptable for behavioural and socio-econom-
ic research (Kiwanuka & Sibindi, 2022, 2023; Lawaju et
al., 2023). The most consistent predictor across all models
was IE1 - the level of awareness regarding insurance distri-
bution channels, thereby confirming the pivotal role of in-
formational factors in shaping attitudes towards insurance.

Features of legal entities’ attitudes towards

insurance under conditions of heightened risk

The comparative analysis of perceptions of the insurance
environment among legal entities revealed a relatively ho-
mogeneous pattern of evaluations across most socio-demo-
graphic characteristics of respondents representing organ-
isations. However, education level and economic activity
emerged as significant determinants of variation (Table 8),
highlighting that while many factors show uniformity, spe-
cific knowledge and engagement with economic processes
can shape perceptions differently.

Table 8. Summary of statistically significant differences in the perception

Demographic Test

variable Factor QC Test statistic p-value Interpretation
Gender - - Mann-Whitney U - >0.05 No statistically significant differences identified.
Age - - Kruskal-Wallis H - >0.05 No statistically significant differences identified.
Ori aaisgtiong represe(n'\t/led by respgndentsI
R : _ with higher education (Master's or Doctora
FL1 LES Kruskal-WallisH H=9.841  0.020 degree) assign greater importance to insurance
protection.
Education . _ A tendency towards differentiation between
FL1 LE6 Kruskal-WallisH H=6.385 0.094 Bachelor/Master and Doctoral groups.
FL2 LE8 Kruskal-WallisH H=10.450 0.015 Organisations with more highly educated

representatives assess trust levels more critically.
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Demographic

variable A

Test
statistic

Table 8, Continued

p-value Interpretation

Place of residence - - Mann-Whitney U - >0.05 No statistically significant differences identified.
Region - - Mann-Whitney U - >0.05 No statistically significant differences identified.

U=11.000 Formally employed respondents rate market
Economic activity FL3 LE13 Mann-Whitney U 7=-1.968 0.049 awareness lower than individual entrepreneurs

: (sole proprietors).

Representatives of individual entrepreneurs
Leaal U=9.500 (sole proprietogs) evaluate the accelssibilit and

egal entity Wi =9.500. awareness of insurance services lower than
category FL3  LE12 Mann-WhitneyU 7_7574g 0.040  yhose from other enterprises, indicating limited
access of small businesses to up-to-date market

information and insurance products.
Primary type of

econ?&n\}cég)ctivity - - Mann-Whitney U - >0.05 No statistically significant differences identified.

Note: FL1 - Perceived Significance of Insurance Protection; FL2 — Trust in Insurance Providers and the State; FL3 — Market

Efficiency and Awareness
Source: calculated by the authors

Analysis under conditions of heightened uncertainty
confirmed these general patterns but emphasised the role
of education and type of economic activity. This aligns
with prior studies suggesting that education and infor-
mational competence influence insurance-related behav-
iour (North, 1990; Goold et al., 2006; He et al., 2023), as
better-informed respondents are likely to process risk
information more critically. According to the concepts of
bounded rationality (Simon, 1955) and prospect theory
(Kahneman & Tversky, 2000), organisational decisions re-
garding insurance are influenced not only by rational risk
assessment but also by cognitive and emotional heuristics.
This explains why respondents with higher education at-
tach greater importance to insurance protection (FL1)
yet evaluate trust in the state and insurance companies
more critically (FL2). Such behaviour reflects a more re-
flexive, nuanced approach to risk assessment and market
evaluation (Kunreuther & Pauly, 2018; Berggren & Bjorn-
skov, 2023). Differences by education level manifested in
three factors — LE5, LE6, LE8. Organisations represented
by individuals with higher education or academic degrees
assigned greater importance to insurance protection, while
simultaneously expressing more critical views regarding
state support and trust in the insurance market.

A statistically significant difference in the FL3 factor
(Market Efficiency and Awareness) between formally em-
ployed respondents and individual entrepreneurs points
to disparities in access to information and insurance prod-
ucts. Small business representatives and sole proprietors
rated market awareness lower, consistent with information
asymmetry theory (Akerlof, 1970; Stiglitz & Weiss, 1981).
This finding highlights the importance of digital transpar-
ency and proactive communication from insurance com-
panies to enhance trust and willingness to insure (He et
al., 2023; Kiwanuka & Sibindi, 2023). With respect to eco-
nomic activity, the variable LE13 (FL3 Market Efficiency
and Awareness) proved statistically significant: formally
employed respondents rated market awareness lower than
sole proprietors. A similar pattern was observed across
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legal entity types: representatives of sole proprietorships
reported lower levels of accessibility and awareness in the
insurance domain, which may reflect limited access to cur-
rent market information and insurance products among
small enterprises. Other variables (gender, age, location,
region, and primary type of economic activity (KVED))
did not demonstrate any statistically significant effects on
perceptions of the insurance environment.

Despite the general homogeneity of perceptions, ob-
served differences by education and economic activity in-
dicate the need for segmented approaches in developing
insurance products and communication strategies. En-
hancing informational transparency and digital access to
insurance services can increase trust and motivation for
insurance protection among small businesses and sole pro-
prietors (Kunreuther & Pauly, 2018; He et al., 2023).

The regression analysis revealed a selective influence
of informational awareness (LE4) and the educational
attainment of legal entity representatives (EDU) on the
perception of the insurance market (Table 9). Awareness
of insurance service channels exerted a positive effect
on the perceived importance of insurance protection
and trust in insurance companies (FL1-FL2). Converse-
ly, higher education is inversely correlated with trust
(FL2) and shows a tendency to affect perceptions of mar-
ket efficiency (FL3). These results align with Protection
Motivation Theory, suggesting that increased access to
information strengthens perceptions of insurance effec-
tiveness and reduces uncertainty (Rogers, 1975; Maddux
& Rogers, 1983; Kunreuther & Pauly, 2018). Enterprise
income (PROFIT) did not demonstrate a statistically sig-
nificant effect, although a tendency towards lower ratings
was observed among the least profitable enterprises. The
FL1 factor (Perceived Significance of Insurance Protec-
tion) showed a positive but statistically insignificant effect
of informational awareness LE4 (B =0.264; p > 0.1). This
suggests a general tendency whereby greater awareness of
insurance channels is associated with higher evaluations
of the importance of business insurance protection. Other
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variables exhibited no significant effects. The FL2 factor
(Trust in Insurance Providers and the State) demon-
strated a statistically significant positive influence of LE4
(B=0.281; p<0.1): broader awareness corresponds with
higher trust in the insurance market, even under wartime
conditions. Education level (B =-4.167; p <0.05) exerted
a negative influence - more highly educated representa-
tives reported lower trust levels, which may reflect a more
critical perception of market regulation and systemic risk.
The FL3 factor (Market Efficiency and Awareness) indi-
cated that informational awareness (LE4) was not statisti-
cally significant; however, education displayed a tendency
towards influence (p =0.053). Respondents with higher
education assessed market efficiency more negatively
than those with vocational or basic education, suggesting

heightened awareness of product limitations and systemic
deficiencies. The FL4 factor (Accessibility of Insurance)
showed no statistically significant predictors. The least
profitable enterprises tended to assign lower ratings of
accessibility, suggesting the persistence of financial barri-
ers to participation in insurance programmes. In sum, the
regression modelling confirmed the central role of infor-
mational awareness in shaping business attitudes towards
insurance. Representatives of enterprises with greater fa-
miliarity with insurance channels expressed higher levels
of trust and recognition of insurance protection impor-
tance. Conversely, education level was associated with a
more critical assessment of market efficiency, while finan-
cial constraints continued to act as a barrier to the acces-
sibility of insurance products.

Table 9. Results of the regression analysis of factors influencing legal entities attitudes towards insurance

Factors
Variables FL2 FL3
Intercept coef 7.000%* 7.912%%%  6,889%** 7.735*%
error 2.399 1.792 1.574 3.510
LE4 coef 0.264 0.281* -0.110 0.108
error 0.191 0.143 0.125 0.280
Education (EDU) p-value 0.361 0.081* 0.053* 0.546
Master's degree coef -2.396 -4.167%* -2,600 -2.896
error 2.185 1.632 1.434 3.197
Doctoral degree coef -0.581 -2.521 -0.092 -3.646
error 2171 1.622 1.425 3.177
Vocational and Technical Education and Bachelor’s degree coef base category
Enterprise income (PROFIT) p-value 0.514 0.506 0.929 0.457
Very low coef -1.764 -1.360 -0.529 -3.842
error 0.000 0.000 0.000 0.000
Low coef -1.606 -1.214 -0.123 -2.247
error 1.334 0.997 0.875 1.952
Medium and high coef base category
R Square 0.575 0.767 0.688 0.297
F-statistic 1.893 4.67171** 3.089* 0.592
N 13 13 13 13

Note: FL1 - Perceived Significance of Insurance Protection; FL2 — Trust in Insurance Providers and the State; FL3 — Market
Efficiency and Awareness; *** — p-value <0.01; ** - p-value <0.05; * — p-value <0.1

Source: calculated by the authors

Opverall, the study confirms that informational aware-
ness and education are central determinants of legal enti-
ties’ behaviour in the insurance environment, while finan-
cial constraints, though less pronounced in shaping market
perception, still act as barriers to accessibility for the least
profitable enterprises. These findings are consistent with
international observations on behavioural and institutional
factors affecting insurance demand in crisis and wartime
conditions (Kolinets et al., 2023; Dobryk et al., 2023; Tka-
chuk & Kraus, 2024).

Based on the parameters of the model, a generalisation
of the core issues underlying the perception of insurance
was developed and systematised in Table 10. Economic ac-
tivity among individuals exerts a consistently negative in-
fluence, indicating a certain degree of scepticism within the
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economically active population, whereas age and income
differences significantly affect only the perception of insur-
ance accessibility, thereby contributing to socio-economic
polarisation. Consequently, the key driver of insurance
market development for individuals lies in expanding pub-
lic awareness of insurance opportunities, fostering trust in
insurers, and enhancing the financial accessibility of insur-
ance products. The modelling results for individuals indi-
cate that the key determinant of a positive attitude towards
insurance is citizens’ awareness of insurance distribution
channels (IE1). Under wartime conditions, the importance
of timely and reliable information about insurance opportu-
nities becomes particularly pronounced, as it mitigates risks
and enhances the population’s preparedness for unforeseen
events. At the same time, economic activity often correlates
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with a more critical assessment of the system, while age and
income shape perceptions of accessibility. The problems
thus have a distinctly practical nature: (1) information defi-
cit (limited knowledge of insurance channels) reduces the
overall positive perception of insurance; (2) economically
active groups display greater scepticism towards institu-
tional reliability and operational efficiency; (3) accessibility
issues reveal a clearly defined socio-economic dimension.
For legal entities, informational awareness of insurance

distribution channels (LE4) likewise emerges as the princi-
pal determinant of positive attitudes. Wartime conditions
exacerbate structural and psychological barriers linked to
education and the financial capacity of enterprises, influ-
encing trust, perceptions of efficiency, and perceived acces-
sibility of insurance products. This underscores the need to
enhance market transparency, broaden access to informa-
tion, and adapt insurance offerings to the needs of enterpris-
es — particularly those with constrained financial resources.

Table 10. The nature of identified issues in the attitudes of individuals and legal entities towards insurance

Factor Individuals

Perceived significance of
insurance protection
(FI1/FL7)

Limited knowledge of ways to purchase
insurance services reduces awareness of
their importance (confirmed by a significant
positive effect of IET).

Nature of the Issue
Legal entities
Informational awareness potentially enhances
the perceived importance of insurance for

business assets; structural characteristics of
enterprises show no effect.

Distrust in insurance and state institutions
among economically active citizens
intensifies under conditions of wartime
instability (economic activity is a significant
predictor of FI2).

Trust in insurance providers
and the state
(FI2 / FL2)

Trust increases with higher levels of
awareness (LE4), yet higher education among
representatives is associated with lower trust,

reflecting more critical assessments of the
system.

Low public awareness of insurance
conditions — particularly regarding war-related
risks — amplifies scepticism about market
efficiency (IE1 positively linked to FI3, while
EMP lowers efficiency scores).

Market efficiency and
awareness
(FI3/ FL3)

Enterprise awareness does not necessarily
translate into perceived efficiency or
adaptability of the market; more educated
representatives evaluate efficiency lower,
signalling awareness of systemic limitations.

Accessibility of insurance
(F147/ FL4)

Younger and low-income citizens perceive
insurance as financially inaccessible; income
and age are key determinants of Fl4.

Limited accessibility of insurance products for
small and medium-sized enterprises during
times of crisis.

Combined effect
(FI2-FI3 /
FL2-FL3)

Socio-economic inequality in access
to insurance services becomes more
pronounced during wartime.

The combination of high awareness
with a critical stance among educated
representatives reduces perceived trust and
efficiency of the insurance market.

Source: prepared by the authors

Empirical modelling of attitudes towards insurance
among both individuals and legal entities revealed a se-
ries of convergent problem determinants that collectively
constrain the insurance market’s development as an insti-
tutional risk-management mechanism. Despite differences
between households and business entities, the pattern of
observed relationships points to the shared nature of key
barriers - informational asymmetry, a deficit of trust in fi-
nancial institutions, insufficient market transparency, and
uneven accessibility of insurance products. These issues
acquire particular urgency during wartime, when risks of
property loss intensify while access to insurance servic-
es diminishes due to damaged infrastructure and limited
financial capacity. This provides grounds to interpret the
problem of insurance perception not merely as a behav-
ioural phenomenon, but as a systemic challenge, requiring
targeted policies to strengthen trust, awareness, and the fi-
nancial literacy of both the population and businesses.

Conclusions

The study of behavioural and socio-economic determi-
nants shaping the perception of insurance services during
wartime has confirmed the critical role of informational
awareness, trust, and perceived market efficiency in form-
ing insurance intentions. The findings demonstrated that
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attitudes toward insurance under conditions of heightened
uncertainty are not driven by a single factor but emerge
from the interaction of informational, institutional, and so-
cio-economic influences.

The analysis also revealed distinct differences in pri-
orities between individuals and legal entities. Individuals
place emphasis on trust and the perceived importance of
insurance protection, whereas legal entities focus more on
market efficiency and product accessibility. These diver-
gences indicate that insurance demand during crisis condi-
tions is structured differently across respondent categories
and cannot be addressed through uniform policy or com-
munication strategies.

Socio-demographic characteristics further shape per-
ceptions of the insurance environment, acting as modifying
determinants rather than primary drivers. Age, education,
place of residence, and economic activity status influence
how respondents assess trust, accessibility, and the role of
state support. At the same time, informational awareness
consistently emerges as a key enabling factor that reinforces
trust in insurance institutions and enhances perceptions of
the usefulness and relevance of insurance protection, par-
ticularly in wartime conditions.

Overall, the findings demonstrate that the formation
of insurance demand in crisis conditions depends on a
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synergistic interplay between informational awareness,
trust, perceptions of efficiency, and socio-economic sta-

understanding of insurance perception under conditions
of heightened uncertainty.

tus. The empirical identification of latent factors and de-
terminants of insurance attitudes lays the groundwork
for future research. Subsequent studies could examine
how these behavioural drivers evolve over time, vary
across different socio-economic and cultural contexts,
or respond to changing macroeconomic and geopolit-
ical conditions. Researchers might also explore the ap-
plicability of these factors in other countries or in com-
parative cross-national analyses, thereby extending the
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AHoTauis. B ymoBax nmosHomacimiTabHoI BilfHM B YKpaiHi cTpaxyBaHHA Bifirpae BupillajbHy poib y 3a0e3ledeHHi
(l)iHaHCOBoI 6e3mexky Ta eKOHOMIUHOI cTiitkocTi. OfHaK MoBemiHKa CIIOKMBAYiB B YMOBaX KpaliHbOI HEBU3HAYEHOCTI,
30KpeMa JIOBipa, CHpMIIHATTA pM3UKY Ta iHQopMaliliHa 00i3HAHICTb, 3aIMIIAETHCA HENOCTATHLO [OCIIIKEHOIO.
Mertolo focmimkeHHs 0y/I0 BU3HAYeHH YMHHUKIB, AKi GOPMYIOTb CTaBlIeHHA Qi3YHNUX Ta IOPUANIHUX 0Ci0, a TAKOX
aHai3 Toro, Ak ingopmaliiiHa 06i3HaHICTb CIIpUAE HOBipi Ta BIVIMBA€E Ha CIPUITHATTA e(PeKTUBHOCTI Ta JOCTYIIHOCTI
PUHKY B yMoBax Biltnu. EMmipudane gociipkeHHA 6a3yBanocs Ha KibKiCHOMY OHJIaiiH-ONUTYBaHHi, IPOBeeHOMY B
TpaBHi-yepBHi 2025 poky (N =118). [Jani 06po6/sanmcsa 3a JOIOMOI0OI0 ONMUCOBOI CTATUCTUKM, aHaJIi3y HaAiflHOCTI,
¢dakropHOro aHam3y 3 Varimax-o6epTaHHAM, paHroBoi Kopeanii CripMeHa, HellapaMeTPUYHUX TECTiB 3HAUYIIOCTI
Ta MHOXXIHHOTO perpeciifHoro MogenoBanud. [Ina pisuuHux oci6 Oyno BufineHO f[Ba KOMIIOHEHTH, 1O MOACHIOITD
55,4 % mucmepcii, a Ay OPUANIHIX — TPU KOMIIOHEHTH, 1110 TOSCHIOITD 79,9 %. BoHu Bigobpakanu moaibHi Bumipn:
IOBipy Ta 3HAYYLIiCTb CTpaxyBaHHHA, epeKTMBHICTb i JOCTYIHICTb PUHKY, a TaKOX iHpopMauiiiHy 06i3HaHIiCTb.
CraBneHHA isMYHUX 0Ci6 BapiloBasocs 3a/JeXKHO Bif BiKy, OCBiTH, MiCLid IPOXKMBAHHA Ta 3aifHATOCTI: MOJIOALI Ta
€KOHOMIYHO aKTMBHI PECIIOHJEHTY JeMOHCTPYBa/IM HVDKYMI PiBE€Hb JOBIpM Ta CHPUIIMAHOI JOCTYIHOCTI, TOAi AK
inpopmaniitHa 06i3HaHICTD MigBUIYBaIa BIEBHEHICTD i OLIHKY edeKTUBHOCTI puHKY. Cepef OpUAMYHUX 0Ci6 BuIa
OCBiTa KOpeJoBajia 3 OiIbII KPUTUYHOKIO OLiHKOIO e(eKTUBHOCTI PUHKY, TOAL AK MaJli MigNPUEMCTBA IOBiTOMILANN
mpo obMexeHUl pocTyn jo iHdopmauii. Y o6ox rpymax indopmaniiiHa o6i3sHaHICTb NOCTiITOBHO (opMyBaa
[IO3UTVBHE CTaBJIEHH:, TOAI AK HM3BKUII JOXif, oOMexeHa poBipa Ta gedinur indopmanil cTpuMyBaayM ydacTb.
PesynpraTy migkpecao0Th HeOOXiTHICTh 3aXO/iB I0A0 3MIilJTHEHHA HOBipy, IPO30pocTi Ta (iHaHCOBOI BK/IIOYEHOCTI
Ha YKPalHCbKOMY CTPaXOBOMY PUHKY

KntoyoBi cnoBa: moBefiHKa CIIOXXMBaYiB; KiIbKiCHe ONUTYBaHH:A; GaKTOPHWIT aHaIi3; perpeciiiHmil aHasIi3; CTpaXxoOBUI
TPACT MiJ] 9ac BiliHU

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)



https://www.insuranceerm.com/analysis/a-frontline-perspective-the-impact-of-war-on-ukraines-insurance-market.html
https://www.insuranceerm.com/analysis/a-frontline-perspective-the-impact-of-war-on-ukraines-insurance-market.html
https://orcid.org/0000-0002-3907-3464
https://orcid.org/0009-0004-5918-4753

Scientific Bulletin
of Mukachevo State University

Series

Economics

Volume 12, No. 4, 73-86 ISSN 2313-8114
Journal homepage: https://economics-msu.com.ua/en E-ISSN 2518-1254

UDC 332.1:330.322
DOI: 10.52566/msu-econ4.2025.73

Industrial parks as an instrument for attracting investment
into the regional development of Ukraine

Anastasiia Chekshturina*

Postgraduate Student
University of Educational Management
04053, 52A Sichovykh Striltsiv Str., Kyiv, Ukraine
https://orcid.org/0009-0002-3842-1612

Abstract. The purpose of this study was to assess the potential of specialised production territories in stimulating Ukraine’s
investment activity in the context of economic recovery after russia full-scale invasion since 2022. The methodology was
based on a theoretical and analytical approach and included content analysis of regulatory documents, comparative
analysis of Ukrainian and international models, statistical analysis of investment dynamics and case studies of individual
industrial parks. The main results showed a significant increase in investment activity: the number of parks increased
from 40 in 2019 to 99 in 2024, state support grew from a zero level in 2019 to UAH 1.1 billion in 2024, and the volume of
private investment increased from UAH 500 million to UAH 4,600 million. The share of Ukrainian investors reached 90%,
which indicates an internal reorientation of capital under wartime conditions. Industrial parks made it possible to reduce
the time needed to launch production from 2-3 years to 6-9 months and to decrease infrastructure costs by UAH 15-60
million. Employment potential was estimated at 50 jobs per hectare, which can ensure 500-1000 jobs in the event of full
launch of the parks. Comparison with the models of Poland, Turkey, South Korea and the United States showed that
Ukrainian industrial parks, in terms of tax and infrastructure incentives, are converging with these approaches. The results
obtained made it possible to identify Ukraine’s competitive advantages in the global system of investment attraction. The
practical significance of the study lies in the fact that its results can be used by public authorities, local communities and
investors for planning the development of industrial parks, optimising mechanisms for attracting capital and substantiating
decisions on the location of new production facilities
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Introduction

Rapid structural changes in the Ukrainian economy, caused  the state the task of searching for effective mechanisms to
by the transformation of global production chains and the  restore industrial potential and strengthen the investment
destructive consequences of military aggression, have set  capacity of regions. Against the background of growing
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territorial disparities, the loss of production sites and the
need to relocate enterprises, industrial parks are gaining
key importance as platforms for the formation of new eco-
nomic centres, the stimulation of entrepreneurship and the
increase of capital investment in production sectors.

In the context of transformations in spatial develop-
ment and the need to strengthen investment activity at the
territorial level, the assessment of mechanisms capable of
ensuring sustainable economic growth becomes important.
The study by S.A. Davymuka (2025) focused on the insti-
tutional conditions for the formation of innovation-orient-
ed production sites and on the factors that determine the
economic effect. The author emphasised the importance
of infrastructural platforms as an environment that creates
favourable preconditions for the placement of enterprises,
optimisation of costs, increased productivity and activation
of investment activity. In this context, the study by O. Ma-
lyarchuk & M. Shipa (2024) is devoted to the analysis of
the institutional conditions for the functioning of indus-
trial parks and the factors that shape the effectiveness. The
authors considered industrial parks through the prism of
infrastructural readiness, spatial planning and incentive in-
struments that influenced investment processes.

In conditions where the economic system is undergo-
ing significant transformations due to the consequences of
the war and changes in the spatial organisation of produc-
tion, it is important to pay attention to instruments capa-
ble of supporting investment activity and contributing to
territorial recovery. In the study, conducted by V. Boiko &
L. Boiko (2023), issues of the creation and functioning of
industrial parks were examined in the context of the use
as a mechanism for attracting investment in the post-war
period. The authors analysed the current state of devel-
opment of industrial parks, emphasised the relocation
of enterprises, infrastructural conditions, approaches to
park organisation and benefits for local communities. The
conclusions reflected those industrial parks contribute to
the formation of new production sites, job creation and
increased investment activity, and are also capable of sup-
porting economic recovery processes.

In the process of transforming spatial development and
increasing the role of agglomerations under wartime and
post-war recovery conditions, the need emerged to identify
effective mechanisms capable of supporting investment ac-
tivity and forming new production centres. In this context,
the study by O.Y. Zhabynets & O.O. Sukhyy (2024) was de-
voted to assessing the state of industrial parks in the Lviv
agglomeration and analysing the factors that influenced the
formation and development prospects. The authors consid-
ered industrial parks as infrastructural concentrators of
industrial, investment and research potential, emphasising
the opportunities in the context of a reindustrialisation
model, spatial organisation of territories and strengthening
of synergies between communities. In the study by S. Gar-
bar (2025), industrial parks were considered as an element
of restoring the economic system in Ukraine and as one
of the mechanisms for stimulating production processes
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and attracting investment. The author analysed the factors
influencing investors’ choice of production localisation, in-
cluding infrastructural conditions, state incentives, tax in-
struments, security issues and the level of territorial readi-
ness for the placement of enterprises.

In the context of searching for instruments capable
of supporting the economic growth of territories and en-
suring the inflow of investment resources, attention is in-
creasing to the factors that determine investment activity at
the regional level. In the work of S.I. Bessonova (2021), the
issue of the impact of investment on the economic devel-
opment of Ukrainian regions was examined, the dynamics
of foreign investment, regional differences, the structure of
capital investment and sources of financing were analysed.
The author examined the directions of inflow of foreign
capital, compared Ukraine’s investment indicators with
those of neighbouring countries and identified factors that
influenced the reduction of investment volumes, includ-
ing infrastructural insufficiency, legislative instability and
risks associated with the security situation. In the study by
M. Vedenyapina & V. Malakhova (2023), the key aspects of
the creation and functioning of industrial parks in Ukraine
were considered, regulatory approaches, principles of the
formation of such territories, classification features, the
role of infrastructure, as well as the conditions that deter-
mined the decisions of potential participants regarding the
location of production capacity were assessed. The authors
analysed the experience of various countries in organising
industrial parks, the legal nature, types of land (“greenfield”
and “brownfield”), management features, forms of state
support and business benefits, including cost reduction, ex-
panded access to resources and the possibility of obtaining
services from the management company.

Under conditions of wartime destruction and changes
in the spatial organisation of production, the need is in-
tensifying for mechanisms capable of supporting economic
recovery and creating conditions for investment activity in
territories. In the study by A. Andriienko (2024), the fac-
tors that influenced the development of industrial parks in
the post-war period were considered, including the state of
infrastructure, the level of investment risks, the availability
of financial resources and the possibilities of applying tech-
nological solutions to optimise production processes. The
author analysed the consequences of the destruction of en-
ergy and transport networks, fluctuations in the investment
climate, the impact of security threats, as well as the role
of state incentives and international technical assistance in
restoring infrastructure and increasing the attractiveness of
territories for potential residents.

Despite existing research, the impact of industrial
parks on investment dynamics under conditions of war-
time risks and post-war recovery, the effectiveness of state
incentives, differences between park types and mechanisms
for building territorial resilience remain insufficiently clar-
ified, which requires further systematic study. The pur-
pose of this study was to determine the potential of spe-
cialised production and infrastructure zones to enhance
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investment processes in Ukraine during the period of eco-
nomic recovery after the full-scale invasion. To achieve this
aim, the following tasks were set: to analyse the conditions
for the functioning of industrial parks and the instruments
of the state support in the current economic circumstances;
to identify the competitive advantages and limitations of
Ukrainian industrial parks in the context of post-war re-
covery and investment attraction.

Materials and Methods

This study had a theoretical and analytical character and
covered the time frame of 2019-2025. Within the study, the
investment advantages of the industrial parks “Syhnivka’,
“Dolyna Stryi” and the Bucha “KYT” park were analysed,
since these facilities demonstrate different development
models - from border, logistics-oriented parks to capi-
tal innovation clusters, have a high level of infrastructur-
al readiness and have already received state co-financing,
which makes it possible to assess real investment results,
the speed of production launch and the effectiveness of the
incentives applied. For these examples, the case method was
used in order to determine infrastructural opportunities,
conditions for residents and the impact on the local econ-
omy. Separately, the parks “Universal industry”, “Vinnytsia
industrial park” and the “Integral” park (Cherniyuk, 2025)
were studied; the analysis was carried out using a structural
and functional approach. These parks were studied because
of demonstrating different approaches to the organisation
of industrial territories and differing in the level of special-
isation and infrastructural readiness, which makes it possi-
ble to comprehensively assess the investment potential.
The study examined the advantages of industrial parks
on the example of “Kronospan Rivne” (Ministry of Econ-
omy, Environment and Agriculture of Ukraine, 2021), the
state financing programme “Made in Ukraine” and tax in-
centives for residents (Law of Ukraine No. 5018-V1, 2012).
The research was carried out using the method of content
analysis to determine the role of state support in stimulating
investment activity. The characteristics of an average indus-
trial park in Ukraine (Marchenko, 2025) were also identi-
fied by generalising secondary statistical data, which made
it possible to outline a typical infrastructural and economic
profile of parks. The impact of industrial parks on social and
labour relations and regional competitiveness was exam-
ined using structural and logical analysis in order to iden-
tify employment effects and the formation of new produc-
tion clusters. A comparison of industrial parks by type and
employment potential was carried out on the example of
processing industry, agro-processing, logistics and informa-
tion technology/innovation sectors (Biznes.Rayon, 2025).
Materials from Rayon.Kowel (2025) also served as sources.
Investment dynamics for 2019-2024 were analysed
using statistical and comparative-dynamic analysis, which
involved processing secondary data on the number of reg-
istered parks, volumes of state support, private investment
and the share of Ukrainian investors based on the sources of
R. Vovk (2025), Made in Ukraine (2024) and the Ministry

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

of Economy of Ukraine (2025b). The method of compar-
ative analysis was used to assess the participation of state,
private and international instruments. The sectoral struc-
ture of residents and the level of employment after the
launch of industrial parks were studied using the method
of systematisation with the use of data on the formation
of supply chains obtained from specialised analytical mate-
rials by Formatsia (n.d.a). Separately, the export results of
industrial parks were analysed as a factor of regional com-
petitiveness based on materials by M. Balytska (2025).

Comparison of the Ukrainian model of industrial parks
with international approaches was carried out using the
method of international comparative analysis based on the
standards of the International Organisation for Standardi-
sation (ISO) and the Eco-Management and Audit Scheme.
The principles of the Responsible Care programme applied
in EU industrial zones were also taken into account. The
Polish model was studied separately through the mecha-
nisms of the Polish Investment Zone and the tax incentives
described in PwC (2025). The Turkish system was analysed
based on the Law of the Republic of Turkey No. 4562 “On
Organised Industrial Zones” (2000) and the ISO 9001:2015
“Quality Management Systems - Requirements” (2015)
standard. The South Korean model was assessed using
materials on the functioning of Korea Industrial Complex
Corp (DevelopmentAid, n.d.). The US model was analysed
taking into account the approaches of Enterprise Zones,
the mechanisms of Opportunity Zones and funding instru-
ments such as Tax Increment Financing. The programmes
Payments in Lieu of Taxes were also considered, and special
attention was paid to the federal programmes CHIPS and
Science Act (United States Congress, 2022) and the Infla-
tion Reduction Act of the United States (2022). These coun-
tries were chosen for comparison because these countries
represent the most successful and well-established models
of industrial park development in different parts of the
world, covering European, Asian and American approach-
es, which made it possible to comprehensively assess the
competitiveness of the Ukrainian model.

Comprehensive comparison of the above international
models with the Ukrainian one was carried out according
to the criteria of tax and customs incentives, infrastructure,
management, clustering, integration into global value chains,
risk level, main advantages and key disadvantages. For this
purpose, materials from the Ministry of Industry and Tech-
nology of the Republic of Turkey (n.d.) and the Ministry of
Economy and Finance of the Republic of Korea (2025) were
used. A limitation of this study was that its results depended
on the availability of up-to-date data on the actual occupan-
cy of industrial parks and the economic effect, since a signifi-
cant part of such facilities was at early stages of development.

Results

Industrial parks as an element of investment

and regional economic policy

One of the key advantages of industrial parks in Ukraine
is the availability of prepared engineering and technical

"
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infrastructure, which significantly reduces entry barriers
for investors. The level of infrastructure provision varies
substantially between regions. Lviv, Kyiv, and Vinnytsia
regions belong to the leaders in terms of infrastructural
readiness thanks to active state co-financing of power grids,
roads, water supply and sewerage. In Lviv region, the in-
dustrial parks “Syhnivka” and “Dolyna Stryi” received more
than UAH 98.9 million for electrical networks, fire-fight-
ing water supply, heat supply and road infrastructure,
which ensured a high degree of the completeness; overall,
the region has six parks with active network development
(Ministry of Economy, Environment, and Agriculture of
Ukraine, 2025). In Kyiv region, the “KYT” park in Bucha
was financed to the amount of UAH 147.7 million for in-
ternal networks, and the infrastructure of the eco-indus-
trial park “Universal industry” is complemented by the
transport and energy base of the capital region (Bucha
City Council, 2025). In Vinnytsia region, the “Vinnytsia
Industrial Park” and the “Integral” park (Cherniyuk, 2025)
received about UAH 33.9 million for roads, water supply
and transformer substations, which creates potential for
hundreds of new jobs (Kyrylko, 2025). At the same time,
the eastern and southern regions lag significantly behind in
terms of readiness due to wartime damage to networks and
high risks: out of 106 parks only 32 are functioning, and
infrastructure is often at the planning stage. Only 21 parks
have electricity connected as the main item of communica-
tion expenditure, about one-third are provided with water
supply and sewerage, and approximately a quarter with gas
supply, which leads to delays in the launch of production
of up to one year (Ministry of Economy, Environment, and
Agriculture of Ukraine, 2025).

The investment advantages of industrial parks are
strengthened by access to developed transport and logis-
tics communications. Parks located near international
transport corridors, motorways, railways, seaports, and
airports ensure a reduction in logistics costs and facilitate
export-import operations. Kyiv region has parks along the
main highways (Zhytomyr, Warsaw and Boryspil direc-
tions), which provides a direct link with the capital and the
international airport. Odesa region forms its infrastruc-
tural base on the basis of Black Sea ports and transport
corridors, which creates conditions for the development
of export-oriented production and logistics. Rivne region
demonstrates an example of the “Kronospan Rivne” park
(Ministry of Economy, Environment, and Agriculture
of Ukraine, 2021) with direct access to railway and mo-
tor roads, and Lviv region, due to its border location and
proximity to EU markets, forms a transport framework for
investors oriented towards European directions. Proximi-
ty to EU borders, large cities and transport hubs reduces
logistics costs by approximately 7-10% of production cost,
and in combination with other incentives can increase pro-
ject profitability by up to one quarter. It is precisely such
advantages that determine the concentration of investment
in western and central regions, where logistics hubs and
new routes are being formed, including the use of Danube
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ports and specialised grain storage facilities with Europe-
an-gauge tracks, which ensure faster access to EU markets
and reduce transport costs. The development of industrial
parks in Ukraine is supported by a system of state financial
and tax incentives, which constitute a separate block of in-
vestment advantages (Kyrylko, 2025).

“Made in Ukraine” provides co-financing of engineer-
ing and transport infrastructure, power grids and roads up
to 150 million UAH per park on a non-repayable basis,
where 50% of funds are provided from the state budget
and another 50% from local budgets or other sources;
for de-occupied territories the share of state support may
reach 80%. In 2024, about UAH 1.1 billion was allocat-
ed for the development of infrastructure in 15 parks. In
2024-2025, around 20 parks have already been financed
with a total fund of more than UAH 280 million. Local
programmes in Kyiv, Lviv, Vinnytsia and other regions
complement state instruments by providing land plots and
co-financing the construction of networks (Ministry of
Economy of Ukraine, 2025a).

Tax incentives for residents of industrial parks include
exemption from value added tax (VAT) and import duty
when importing new equipment (provided it is used in
the park for at least five years), a ten-year exemption from
corporate income tax if profits are reinvested in the devel-
opment of production, as well as preferential or zero rates
of land tax and property tax introduced by decisions of
local councils. Such measures can reduce operating costs
of residents by approximately 20-30% and stimulate mod-
ernisation of production. An additional advantage is the
functioning of a “one-stop shop” mechanism via park man-
agement companies, which centrally ensure the obtaining
of permits, connection to networks, processing of customs
benefits and registration of residents. This makes it possible
to reduce time costs for bureaucratic procedures from 6-12
months to 1-3 months (Law of Ukraine No. 5018-V1I, 2012).

The combined effect of ready infrastructure and
tax-administrative incentives is manifested in significant
savings of time and capital for investors. Where fully pre-
pared networks are available, production can be launched
within 6-9 months, whereas in the case of independent
construction of infrastructure the full cycle may last 2-3
years. The approximate saving is 12-24 months of time and
15-60 million UAH of direct expenditure on connecting
utilities; in the processing industry the gain may reach tens
of millions of dollars per project (Ministry of Economy of
Ukraine, 2025a). Thus, engineering and technical readi-
ness, logistical advantage and the system of tax-adminis-
trative support form a complex of investment advantages
of Ukrainian industrial parks, which directly influence
cost reduction, acceleration of production start-up and en-
hanced territorial attractiveness for capital investment.

Ukrainian industrial parks are gradually forming
centres of territorial clustering, concentrated primarily in
woodworking, agro-processing, metalworking, logistics,
and the food industry. Sites such as “Kronospan Rivne” in
Rivne region, “VinIndustry” and the Vinnytsia cluster of
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refrigeration equipment based on UBC Group, as well as
logistics-oriented territories such as “KYT”, demonstrate
how a network of interconnected production facilities is
formed around anchor investors. Within these platforms,
one resident’s raw materials become a resource for another,
which strengthens value chains, reduces logistics costs and
stimulates innovation (Made in Ukraine, 2024).

An important component of the regional effect is the
impact on the labour market and social and labour rela-
tions. Industrial parks ensure a shift from a raw-material
employment model to processing industry, mechanical en-
gineering, logistics and innovative types of activity. Among
residents, demand is growing for technical professions -
fitters, mechanics, welders, electricians, machine and line
operators, process engineers, automation specialists, log-
isticians and quality controllers. To train such specialists,
parks sign memoranda with educational institutions, equip
vocational classrooms, science, technology, engineering,
and mathematics (STEM) laboratories, and carry out ca-
reer guidance courses and retraining programmes, as hap-
pens in Bila Tserkva, Zhytomyr region, Zakarpattia or in
the “Innovation Forpost” project in Dnipro. Such measures
make it possible to fill 500-1,000 jobs per park and form
a new quality of labour resources in the regions (Supreme
Council of Ukraine, 2024).

An average industrial park in Ukraine creates about
36 jobs, based on actual data on 105 registered parks as
of 2025. The potential of one park is estimated at up to 50
jobs per hectare, which, with an average area of 10-20 ha,
ensures the creation of 500-1,000 jobs upon full project im-
plementation. If all 104 parks are launched, the cumulative
potential will amount to more than 152,000 jobs, which has

a significant impact on the transformation of regional la-
bour markets (Marchenko, 2025).

Practice shows differentiation of results depending on
scale: small parks with an area of 10-15 ha create about 250
jobs, as in the case of “Stan-Invest’, whereas large parks with
an area of 16-18 ha ensure 700-930 jobs, such as “Nova Park”
or “Integral” (Cherniyuk, 2025). In 2025 the employment
figures are lower due to incomplete launch of production
and fluctuate at the level of 1.2 jobs per hectare, yet state sup-
port and investment incentives (each hryvnia of state funds
attracts 5-6 UAH of private funds) significantly accelerate
the filling of parks with residents. As of 2025, 25 new facto-
ries have been built, providing more than 100,000 m? of pro-
duction space and 200 MW of new energy capacity, creating
conditions for further employment growth (Balytska, 2025).

The increase in productivity and technological level of
residents is reflected in the level of remuneration: wages in
industrial parks usually exceed average regional indicators,
as confirmed by the example of “Kronospan Rivne” pro-
duction facilities in Rivne region. This strengthens work-
ers motivation to remain in the region, reduces the scale
of external labour migration, and contributes to social sta-
bility. State stimulation of industrial parks (up to 150 mil-
lion UAH per park) promotes investment inflows and wage
increases through new production facilities with modern
equipment and better working conditions. In 2025, the av-
erage wage across all sectors in Ukraine was about 23,460
UAH per month, while in agriculture it was 21,400 UAH;
where industrial parks operate, wages are close to or exceed
regional averages (Minfin, 2025). The generalised differ-
ences between types of industrial parks in the potential to
create jobs are presented in Table 1.

Table 1. Comparison of industrial parks in Ukraine by type and employment potential

Type of park Average number of jobs Examples of parks
Processing industry 700-2,500 “Liublinets” (2,500, food), “Integral” (930, food/mechanical engineering)
Agro-processing 500-1,000 Parks for fruit/oil processing (up to 2,500 in Volyn region)
Logistics 200-700 Warehouses and logistics hubs with an increased level of automation
IT/Innovation 200-500 R&D centres with low labour intensity

(for example, “Formation” - 3,500 potentially, but the IT share is smaller)

Source: compiled by the author based on N. Marchenko (2025), Biznes.Rayon (2025), A. Cherniyuk (2025), Rayon.Kowel (2025)

The data quoted indicate that industrial parks of differ-
ent types have unequal potential for job creation: the high-
est employment is generated by processing industry and
agro-processing, whereas logistics and IT-oriented parks
provide fewer, but more capital-intensive and technologi-
cally advanced jobs. This confirms that industrial parks not
only change the structure of the local labour market, but
also form a basis for specialised production clusters and the
strengthening of regional competitive advantages.

Investment dynamics and structure of residents

of industrial parks in Ukraine

Investment activity in the sphere of industrial parks in
Ukraine in 2019-2024 was characterised by significant
growth and structural changes under the influence of

Scientific Bulletin of Mukachevo State University. Series "Economics”, 12(4)

economic, political and security factors. During this pe-
riod, the number of registered industrial parks increased
from about 40 in 2019 to 99 in 2024, reflecting the grow-
ing interest of the state and business in this instrument of
industrial development. The gradual increase in the vol-
ume of state support and private investment, as well as the
change in the structure of investors, formed a new stage
in the development of industrial parks, oriented towards
expansion of infrastructure, relocation of production facil-
ities and stimulation of the regional economy. The dynam-
ics of investment in industrial parks in Ukraine are shown
in Table 2. The indicators presented demonstrate steady
growth across all key parameters. The lowest volumes of
private investment (~UAH 500 million) and state support
(UAH 0) were observed in 2019, reflecting the initial stage of
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industrial park development. The highest values are re-
corded in 2024: state financing reaches UAH 1,100 million,
private investment UAH 4,600 million, and the number of
parks 99. The share of Ukrainian investors increased from
~60% to ~90%, which indicates the dominance of domestic

business and the caution of foreign capital under wartime
conditions. Overall, the dynamics demonstrate the strength-
ening role of state support after 2022 and the intensification
of investment activity thanks to the relocation of enter-
prises and the development of infrastructural incentives.

Table 2. Dynamics of investment in industrial parks in Ukraine in 2019-2024

Number State support

Private investment

Share

of registered parks (million UAH)

(million UAH)

of Ukrainian investors
Initial stage of development, state

2019 ~40 ~0 ~500 ~60% support virtually absent

o
2023 64 ~500 ~3,000 ~85% First stag:gsaunpfoogpgrztilewanisms
2024 99 1,100 4,600 ~90% Record figures, growth of state

support, infrastructure development

Source: developed by the author based on Made in Ukraine (2024), R. Vovk (2025), Ministry of Economy of Ukraine (2025b)

The full-scale invasion in 2022 led to a sharp drop in
state investment (virtually to zero) due to the redirection of
the budget to the reserve fund (Resolution of the Cabinet
of Ministers of Ukraine No. 245, 2022), and private invest-
ment in industrial parks decreased to minimal levels - only
UAH 7.5 million among residents during the year. At the
same time, the overall need for business relocation caused
increased interest in industrial parks in western and central
regions: in 2022 there was record demand - up to 1,500 po-
tential residents — which became the basis for rapid growth
in investment in 2023-2024 (Ministry of Economy, Envi-
ronment, and Agriculture of Ukraine, 2023).

In 2024, the structure of residents of Ukrainian indus-
trial parks was formed mainly by Ukrainian companies,
whose share reached about 90% of total investment. Such
dominance of Ukrainian investors was the result of a sharp
reduction in foreign activity after the full-scale invasion,
logistics risks and uncertainty regarding security. Before
2022, industrial parks were at an early stage of develop-
ment: of 62 registered parks, only four private parks were
functioning - in Bila Tserkva, Korosten, Solomonovo and
Vinnytsia — and the number of residents, including foreign
ones, was minimal. In 2024, state support reached a record
1.1 billion UAH, which ensured the launch of large-scale in-
frastructure projects (“BF Terminal” in Zakarpattia region,
“Syhnivka” in Lviv), and the private investment multiplier
was 1:5-6. Thus, more than 15 parks received state funding,
which made it possible to deploy the construction of roads,
networks, water supply and electricity connections (Made
in Ukraine, 2024). Foreign investment during this period
decreased to approximately ten requests per year, yet indi-
vidual examples testified to continuing interest from some
transnational companies. Among these investors were Nor-
fund, which invested in the development of the M10 park
in Lviv. “Unilever” began construction of a plant in the in-
dustrial park “Bila Tserkva” And Peikko (Finland), InTiCa
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Systems (Germany) and Kronospan (Austria) developed
production lines in western regions.

The sectoral structure of residents has undergone sig-
nificant changes. While in the pre-war period (2019-2021)
parks were mainly focused on the production of build-
ing materials, woodworking and basic industrial types, in
2022-2024 enterprises in agro-processing, the food indus-
try, logistics infrastructure and dual-use facilities, includ-
ing the defence industry, dominated. At the same time, the
share of high-tech areas — I'T, R&D, electronics — remained
minimal: despite declared plans of individual parks (for ex-
ample, “Integral” or “Odeshchyna Nova Park”), there were
no actual residents in these sectors, which is explained by
the state’s focus on industrial and processing sectors.

Economic results of the activities of industrial parks in
2019-2024 showed growth in budget revenues, expansion
of employment and the formation of local value chains,
although effects differed significantly between potential
and actual indicators. Tax revenues were formed mainly
through personal income tax and the unified social con-
tribution, as park residents were exempt from corporate
income tax for ten years. This directed company financial
resources towards staff expansion and wage growth, which,
in turn, strengthened local community budgets (Solomon-
ovo Industrial Park, 2025).

Employment in the regions of Ukraine after the launch
of new industrial parks increased mainly in western regions
(Lviv, Zakarpattia), where the number of parks doubled in
2022-2025, creating potential for 33.8 thousand jobs in Lviv
and 19.2 thousand in Zakarpattia regions. Actual growth is
noticeable in relocated parks, as in Zakarpattia (more than
1,000 jobs), and in new projects in Kyiv region (500 jobs in
Trans Rail Forge), which stimulated local employment in
processing and logistics. At the national level, the actual em-
ployment level remained low - an average of 36 employees
per park due to incomplete production launch. However,




Chekshturina

the potential was much higher: up to 50 jobs per hectare,
which in total for 104-106 parks meant the possibility of
creating up to 152,000 new jobs (Openko, 2025).

The development of parks also formed new produc-
tion and logistics chains. Residents cooperated in the pro-
duction of semifinished products, components, transport
and warehousing services, as well as in the procurement of
infrastructural resources. This contributed to the develop-
ment of a cluster model and reduced costs of project start-
up. In some cases, such as in Lviv, a quadruple helix model
was introduced with the involvement of business, science,
the state, and the community, which created a favourable
environment for innovation (Formatsia, n.d.a). Export
results remained limited: in 2022 the share of exports by
residents amounted to only 0.0146% of the national figure,
due to the early development stage of parks and the mini-
mal number of operating enterprises. At the same time, po-
tential increased thanks to the launch of new plants in the
processing industry, woodworking, mechanical engineer-
ing and electrical engineering. It was expected that projects
oriented towards EU markets, particularly in Vinnytsia and
in the west of the country, would ensure growth in the share
of non-raw-material exports in the medium term (Balyts-
ka, 2025). In summary, the economic results demonstrated
noticeable progress, although real effects were constrained
by incomplete launch of most industrial parks. The main
drivers were tax incentives, business relocation and state
investments in infrastructure, which created a basis for fu-
ture expansion of production, employment, and exports.

Comparison of the Ukrainian model

of industrial parks with international practices
International experience demonstrates considerable di-
versity of models of management and development of in-
dustrial parks that have emerged in the EU, Turkey, South
Korea and the USA. Each model combines specific instru-
ments of regulation, financing, clustering and investment
promotion, but these models are united by a strategic fo-
cus on competitiveness, innovation and sustainable devel-
opment. The European model is distinguished by a high
level of organisational order and a clear division of func-
tions between management companies, municipalities and
state structures. Management bodies of industrial parks
are responsible for daily operations, infrastructure main-
tenance, energy-efficient upgrades and compliance with
environmental requirements, submitting annual plans for
approval. Mandatory tasks cover the operation of core fa-
cilities, while additional ones include the development of
innovative or specialised parks that implement voluntary
ISO standards, the Eco-Management and Audit Scheme or
Responsible Care to raise safety and environmental levels.
Financing is provided through a combination of public and
private sources, European Investment Fund instruments,
loans from the European Investment Bank and Important
Projects of Common European Interest programmes aimed
at green transformation, strategic autonomy and sup-
port for innovative small and medium-sized enterprises.
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EU regional policy mechanisms, in particular the Europe-
an Regional Development Fund and the Cohesion Fund,
make it possible to invest in infrastructure modernisation
in less developed regions. In addition, financial guaran-
tees, venture capital instruments and technical assistance
are used within the Technical Support Instrument (Fon-
tana & Vannuccini, 2024).

Poland, through the Polish Investment Zone, provides
exemption from Corporate Income Tax or Personal In-
come Tax for up to 15 years, linking the level of support to
the size of the enterprise, jobs created and location in trans-
formation regions, in outdated small and medium-sized
enterprises or based on the size of investment and jobs cre-
ated, with higher aid intensity for micro/small (+20 p.p.),
medium (+10 p.p.) enterprises and just transition regions
(+10 p.p.); large firms receive up to 25-35% of two-year la-
bour costs. Additional incentives include a 50% deduction
for robotics costs, a 5% IP Box tax rate on qualified income
from intellectual property and support for prototypes of up
to 30% of trial production costs (PwC, 2025).

Turkey has developed one of the most systematic
models in the world. Organised Industrial Zones (OIZs),
operating under Law of the Republic of Turkey No. 4562
“On Organised Industrial Zones” (2000), represent com-
prehensively equipped territories with a full range of
technical, social and administrative services. The devel-
opment starts with dominance of state management, with
a gradual transition to the private sector, which stimu-
lates self-development of industrial agglomerations. The
Ministry of Industry and Technology of the Republic of
Turkey (n.d.) coordinates the work of zones, supervises
infrastructure projects and ensures compliance with envi-
ronmental requirements. A separate line of development
has been “green OIZs” with 27 pilot zones implementing
energy-efficient solutions, recycling systems and renewa-
ble energy. Turkey has a comprehensive system of incen-
tives: covering part of employers’ social security contri-
butions in priority regions, subsidies of up to 25% of the
value of machinery and equipment, reductions in corpo-
rate tax depending on investment level, VAT and customs
benefits for technological equipment. Residents also gain
access to inexpensive utilities, reduced local taxes and a
wide network of industrial services. The state introduces
requirements for OIZ management companies, including
implementation of ISO 9001:2015 “Quality Management
Systems — Requirements” (2015) and mandatory adher-
ence to the best available technologies (Turkey Organised
Industrial Zones Project, 2025).

South Korea represents a model focused on innovative
clusters and technological modernisation. Korea Industrial
Complex Corporation (DevelopmentAid, n.d.), subordinat-
ed to the Ministry of Trade, Industry and Energy, manages
more than a thousand complexes and coordinates the de-
velopment of high-tech sectors — electronics, bio-industry,
mechanical engineering. Korea Industrial Complex Corp
implements modernisation programmes, creates mini-clus-
ters, supports technology transfer and forms innovation
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networks through e-Cluster electronic platforms. The state
retains a key role in land-use planning, infrastructure fi-
nancing, provision of tax credits for investment in nation-
al strategic technologies, including semiconductors and
batteries. The stimulation of export-oriented production,
large-scale R&D support programmes and grants for small
and medium-sized enterprises make Korean industrial
parks one of the main drivers of the economy (Ministry of
Economy and Finance of the Republic of Korea, 2025).

In the USA, industrial parks are developed through a
decentralised, market-based model dominated by private
developers. Municipalities provide zoning, engineering
networks and compliance with environmental standards,
while parks are managed by private companies or Real Es-
tate Investment Trust (REIT) funds that provide leasing,
infrastructure and management services. Special incentive
regimes play a significant role — Enterprise Zones, Opportu-
nity Zones, Tax Increment Financing. In addition, Payments
in Lieu of Taxes mechanisms provide tax reductions for 10-
30 years in exchange for job creation and capital investment.

Federal programmes — the CHIPS and Science Act (United
States Congress, 2022) and the Inflation Reduction Act of
the United States (2022) - stimulated the development of
high-tech production, and states use grant programmes,
tax credits and workforce training funds, contributing to
the formation of production chains around large anchor
investors. Management through public-private partner-
ships ensures flexibility, rapid project implementation and
reduced budgetary risks. Comparison of the Ukrainian
model of industrial parks with international approaches
makes it possible to assess its level of competitiveness and
identify structural differences in tax incentives, manage-
ment, infrastructure readiness and integration into global
value chains. Data on the EU, Turkey, South Korea and the
USA demonstrate different institutional traditions and sup-
port instruments that shape investment attractiveness and
the scale of business involvement. The generalised char-
acteristics of these models are presented in Table 3, which
reflects key comparison parameters and makes it possible
to integrate the conclusions obtained into further analysis.

Table 3. Comparison of models of industrial parks in Ukraine, the EU, Turkey, South Korea and the USA

EU (Poland, Czech

Criterion Ukraine

South Korea (Korea

Industrial Complex USA (Industrial

Turkey (01Z)

Republic)

Parks)

Full exemption from
VAT and duty on

Shorter benefits: 5-7 Exemption from VAT

Corporation)

Large R&D and

State/city tax
incentives: Tax

imported equipment years. Common only onimports. Reduced CAPEX subsidies . )
(savings of 25-30%).  in specific zones corporate income (up to 70%). Ingraernqeenr;[tgir:]alr_\gsg,
Tax incentives  10-year corporate (SEZ, PIZ). High tax rates Tax holidays of Tgxes investment
income tax holidays  requirements for (15-20%). for strategic credits. No income
when reinvesting. technological level Employment technologies 5+5 tax holidavs
Land/property of projects support years (federal 21{/)
benefits down to 0% ?
o ; Zero rates Benefits for high- — .
Customs Zero duty on Llrgg?g\,/g;?;zgg{ng for strategic tech sectors, gfgﬁ;gz J r:af?oe rﬁ?ﬂ?
incentives equipment direction investments especially u ?)n re-export y
in priority regions semiconductors P P
Partly ready; .
' ' Local quality
shortages High standard o Extremely
of electricity, water, of readiness, ‘Up to 90% powerful industrial depends on sta?e
Infrastructure roads; a significant infrastructure fi ngfqg]eféagtrfhcetlfsrtzt e infrastructure, infzr?:trc:ﬁ:\f[ﬁlr%pgfrt' en
share of parks fully connected y smart zones formed privatel
are “greenfield” P y
The Ministry Korea Industrial
Weak management Professional of Industry and Complex Private
Management companies; management Technology Corporation — a management,
9 only 37 parks companies, clear of the Republic of powerful state REITs, developers;
actually operate standards Turkey coordinates management decentralisation
centrally structure
Developing slowly,  Developed clusters  Highest clustering Inqu?\}é\;ziggsst_ers Clusters formed
Clustering clusters at (automotive, in the region, business — around anchor
an early stage biotech, metallurgy) enterprise synergy research” companies
Low due to war . . High, thanks
Integration and infrastructural Staé)sleér;tigﬁraitr:on, Sgﬁg,?taeﬁgﬁ" Very high, oriented to Foreign-Trade
into global barriers, outsgurciny and intearation. towards high-tech Zones and the
value chains but high potential roducti%n withgthe EU export presence of global
in processing P corporations
Risk level Highest in Europe Stable Medium, depending Very low Low

due to the war

on region
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EU (Poland, Czech

Criterion Republic)

Table 3, Continued

South Korea (Korea

Industrial Complex UsAllindustrial

Turkey (01Z) Parks)

Corporation)

Main iri:%ﬁ'ﬁ(lf:sl: tlaof/v of inf?gsatl:tjyctur e Scale and clusters, Technological level, F{ﬁxrﬁgmgtascgﬁzs
attractiveness CAPEX and stability production support innovation, R&D finance
Infrastructural Local unevenness
Main immaturity, Limited benefits and  of development, High cost of entry High competition,
disadvantages war, weak park EU bureaucracy dependence on the into high-tech high labour cost
management state

Source: compiled by the author based on Formatsia. (n.d.b), PwC (2025), Ministry of Industry and Technology of the
Republic of Turkey (n.d.), Ministry of Economy and Finance of the Republic of Korea (2025)

Comparative analysis shows that Ukraine’s strongest
side is its fiscal incentives, which significantly surpass in
scale the basic instruments of the EU or the USA and ap-
proach those of Turkish OIZs. Ukraine provides the long-
est tax holidays and full exemption from VAT and duty on
equipment, which sharply reduces entry costs for manu-
facturers. At the same time, the biggest drawback remains
infrastructural immaturity and a high-risk profile, which
contrasts with the high quality of management in Korea
and the stability of European zones.

The most developed in terms of clustering are Turkey
and South Korea, where industrial parks act as innovation
hubs and platforms for technological growth. Ukrainelags in
terms of organisation and occupancy, but has significant po-
tential for integration into international production chains
thanks to low production costs, logistical accessibility to the
EU and large-scale tax incentives. Overall, the table shows
that the Ukrainian model benefits most in the area of fiscal
attractiveness, but requires deep investment in infrastruc-
ture, professional management and post-war stabilisation in
order to reach the level of leading international practices.

Discussion

Industrial parks occupy a key place in territorial develop-
ment strategies, as these parks combine investment, pro-
duction and spatial functions. In different countries, such
parks become a response to the challenges of economic
modernisation, structural transformation or crisis phe-
nomena. S. Zhao et al. (2020) evaluated an industrial park
through the effectiveness of planning implementation: the
correspondence between the project and actual develop-
ment, compliance with deadlines, spatial coherence, stake-
holder satisfaction and comprehensive socio-economic
benefits. The aim was to determine the extent to which the
park fulfilled strategic objectives and ensured sustainable
development. By contrast, this study focused on invest-
ment dynamics, state incentives, infrastructural readiness
and the role of parks in economic recovery during the war.
What both studies had in common was that both studies
interpreted industrial parks as drivers of economic growth.
The difference lay in the focus: the foreign authors analysed
the management process and compliance with the plan,
whereas the Ukrainian study examined economic effects
and investment potential in crisis conditions.
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Considering the study by L. Kang & L. Ma (2021), an-
other point of intersection could be traced: both works in-
terpreted industrial parks as mechanisms of spatial organ-
isation of production and regional growth. However, the
emphases differed significantly. The authors analysed parks
in the context of spatial efficiency and cluster interaction,
tracing how the concentration of enterprises optimised
production linkages and formed network synergy within
agglomerations. This study, however, shifted attention to
another dimension - to changes in investment activity,
state incentives and the role of parks in stabilising the econ-
omy during the war. That is, while the approach of L. Kang
& L. Ma focused on the structural characteristics of indus-
trial space, this analysis highlighted its ability to respond to
external shocks and support economic recovery.

A similar contrast was also observed when comparing
with the work of V. Briihl (2024). Both studies recognised
that industrial parks perform the function of an instru-
ment of investment growth and regional development, yet
the essence of the conclusions was formed in different eco-
nomic realities. Author focused on institutional factors -
regulatory regimes, policy predictability and the quality of
governance in conditions of a stable economy. This study,
on the contrary, revealed industrial parks as an element of
economic recovery infrastructure that supported the relo-
cation of enterprises, reconstruction of damaged areas and
equalisation of investment opportunities between regions.
Thus, in V. Brithl work the emphasis was on institutional ef-
fectiveness, whereas this approach highlighted the anti-cri-
sis potential of industrial zones.

Comparison with the work of V.A. Panchenko &
D.M. Zakharov (2025) demonstrated yet another plane of dif-
ference. All studies agreed that industrial parks are critically
important for stimulating investment and the rapid restora-
tion of production. However, abovementioned authors paid
special attention to comparing brownfield and greenfield
parks, analysing the costs, speed of launch, environmental
risks and suitability for the relocation of production capaci-
ty. This study, meanwhile, went beyond typological analysis
and emphasised systemic investment attractiveness, the in-
fluence of state incentives, regional specificities and the role
of industrial parks in the post-war recovery of the economy.

This study and the work of S. Falahatdoost &
X. Wang (2022) coincided in that industrial parks were
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viewed as a factor of economic growth that depended
on the quality of infrastructure, state support and effec-
tive management. Both studies emphasised that it is co-
ordinated managerial decisions and resource availability
that determine the investment attractiveness of such ter-
ritories. At the same time, those authors focused on the
gap between planning and the actual implementation of
industrial parks in the Chinese context, analysing devia-
tions from design indicators and management errors. This
study, meanwhile, focused on the Ukrainian conditions of
the war and post-war period, the role of tax incentives, re-
gional disparities and the importance of industrial parks
for restoring economic activity.

In the work of V. Vabuolyté et al. (2021), attention
shifted to another dimension - the structure of regional
specialisation and the spatial effects of industrial parks.
The researchers analysed how industrial zones fit into the
general economic configuration of Lithuania, changing the
logic of the distribution of production and employment.
This study operated in a different reality: it showed how
the same regional policy instruments can become a means
of economic recovery in conditions of wartime instability.
What remained common was the understanding that in-
dustrial parks are capable of forming clusters and attract-
ing capital, but the Ukrainian context added a dimension of
anti-crisis management and infrastructural reconstruction
that was absent in the stable Lithuanian model.

The study by Z. Liu et al. (2024) broadened the discus-
sion through the ecological dimension. The authors showed
that the effectiveness of parks in the Chinese system in-
creasingly depended on technological modernisation, dig-
ital monitoring and green production standards. This study,
however - due to its forced focus on the wartime period —
concentrated on how industrial parks can become anchor
points of regional resilience, compensate for destruction
and preserve industrial potential. Hence, although both
approaches recognised the need for effective management
and infrastructure, the Chinese perspective emphasised in-
novation, whereas this one highlighted the ability to ensure
functioning under crisis conditions. Another dimension
of comparison was opened by the study of M. Le Tellier et
al. (2022), which interpreted industrial parks as the result
of the interaction of urban planning, social and economic
factors. The authors showed that the development of such
territories depended not only on state policy, but also on
the structure of the urban environment, local linkages and
the ability of the territory to integrate new forms of indus-
trial activity. This created a difference in substantive pri-
orities, yet at the same time demonstrated the universality
of industrial parks as an instrument of territorial policy.

Expanding the discussion, I. Di Ruocco & A. D’Au-
ria (2025) examined industrial parks through the prism
of land-use conflicts and urban transformation, which is
characteristic of European territories with high building
density. Against this background, Ukrainian industrial
parks emerged as objects of another type: here, the priority
was not spatial conflicts, but the need to rapidly reintegrate
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production, maintain economic activity and form new
points of growth. Thus, although both works recognised the
importance of infrastructure and planning, in I. Di Ruocco
& A. D’Auria work, the emphasis was on urban morphol-
ogy, whereas this study stressed economic adaptability and
the ability of parks to function under external shocks.

Similarly, in the work of G. Lippi et al. (2025) the main
subject of analysis was the spatial evolution of industrial
territories and the interaction with urban structures. The
researchers traced morphological changes and mecha-
nisms for the regeneration of industrial zones, whereas the
Ukrainian analysis highlighted economic incentives, infra-
structure availability and the impact of martial law on in-
vestment decisions. Because of this, both works discussed
the developmental role of industrial parks, but presented
it from different perspectives: G. Lippi et al. - from an ur-
ban-planning perspective, and the Ukrainian study - from
an economic-recovery one.

This spectrum of comparisons was complemented by
the work of A.A. Mohib & C. Carroll (2024), which ana-
lysed regional development through the prism of regulato-
ry and institutional barriers. In South Africa, according to
the observations, it was the imperfection of procedures and
policy that became the main obstacle to attracting investors.
In this case, the issue was different: decisive factors were fi-
nancial incentives, the speed of launching production and
the role of industrial parks as an instrument of relocation in
response to wartime threats. Both approaches stressed the
need for coordinated policy, yet pointed to different vulner-
able points. This study and the work of G.G. Jote & H. Wor-
ku (2024) converged in that industrial parks were important
tools of regional development capable of creating jobs and
stimulating industrial growth under conditions of proper
infrastructure and state support. At the same time, they fo-
cused on the national macroeconomic effects of Ethiopia’s
industrial parks, highlighting the impact on exports, em-
ployment and structural transformation. This study instead
analysed the regional role of Ukrainian parks during the
war - the significance for business relocation, production
support and economic recovery. What was common was
the recognition of the development as a factor of economic
strengthening, while the difference lay in scale and context:
the Ethiopian model was studied as an element of industri-
alisation, whereas the Ukrainian one - as an instrument for
strengthening resilience under crisis conditions.

Comparison with the work of H. Nur et al. (2025)
showed that both studies interpreted industrial parks as
a catalyst for regional growth, but moved along different
analytical trajectories. For the Indonesian authors, the key
issue was institutional interaction - the authors examined
how coherence between levels of government shaped the
administrative capacity of parks. In this context, anoth-
er issue became paramount: economic resilience during
wartime, when parks performed the functions of busi-
ness relocation and restoration of regional activity. There-
fore, while the authors analysed management mecha-
nisms, the Ukrainian study focused on practical economic
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consequences and investment results. In the work of
I.W Wardhana et al. (2025), the focus shifted to geograph-
ical and logistical factors that determine the viability of in-
dustrial zones. The researchers showed that location and
transport integration can have a decisive influence on long-
term competitiveness. For Ukraine, the geographical aspect
was also important, but under wartime conditions it was
secondary to the urgent task of ensuring that parks could
accommodate relocated production, stabilise employment
and create new investment hubs.

The analysis of S. Dwiatmoko et al. (2018) added yet
another perspective to this comparison — logistical integra-
tion. Indonesian parks, according to the conclusion, func-
tioned effectively thanks to the inclusion in transport cor-
ridors and regional mobility systems. This study revealed
a different configuration of dependencies: logistics was
important, yet central roles were played by security risks,
tax incentives and recovery functions, which did not exist
in the relatively stable Indonesian economy. Despite the
different contexts, in both cases, industrial parks emerged
as mechanisms of territorial development, but in Ukraine,
the industrial parks acquired an additional role - that of an
instrument for adapting the economy to crisis circumstanc-
es. The generalisation of comparisons showed that in all the
analysed studies, industrial parks were considered an im-
portant instrument for stimulating economic development,
attracting investment and forming production clusters. At
the same time, differences between countries determined
the specifics of the functioning: in stable economies, the
emphasis was placed on institutional effectiveness, planning
and spatial organisation, whereas the Ukrainian context
brought to the fore anti-crisis resilience, the role of state in-
centives and the recovery capacity of parks during wartime.

Conclusions

The results of the study indicate that industrial parks are
gradually becoming one of the key mechanisms for restor-
ing the economic potential of Ukraine, rebuilding regions
and activating investment processes during the wartime
and post-war periods. In 2019-2024, the number increased
from approximately 40 to 99, which reflects the strengthen-
ing role of state policy in the formation of production-in-
frastructure zones. Financing dynamics demonstrate a sig-
nificant jump: state support increased from a zero level in
2019-2020 to UAH 100 million in 2021, UAH 200 million
in 2022 and a record UAH 1.1 billion in 2024. Private invest-
ment over this period also increased almost tenfold - from
UAH 500 million in 2019 to UAH 4,600 million in 2024, and
the share of Ukrainian investors grew from approximately

60% to 90%, which indicates the dominance of domes-
tic business under conditions of high geopolitical risk.

Infrastructure results confirm the ability of parks to
accelerate the launch of production: fully prepared sites
make it possible to reduce start-up time from 2-3 years to
6-9 months and save UAH 15-60 million on the construc-
tion of engineering networks. In Lviv region, for example,
98.9 million UAH was allocated for the development of in-
frastructure in the “Syhnivka” and “Dolyna Stryi” parks, in
Kyiv region the “KYT” park received UAH 147.7 million,
and in Vinnytsia — about UAH 33.9 million. Such invest-
ments created conditions for the emergence of new pro-
duction areas, including 100,000 m* commissioned in 2025,
and an increase in energy capacity of more than 200 MW.

Industrial parks have demonstrated a significant em-
ployment effect. The potential amounts to up to 50 jobs per
hectare, which may ensure 152,000 jobs in the event that
all parks are launched. Already in 2025, 25 new factories
and hundreds of jobs in manufacturing, woodworking, and
logistics were created. The average wage in such parks ex-
ceeds regional averages and approaches or exceeds the level
of UAH 23,460 recorded across Ukraine in 2025. Compar-
ison with international models showed that Ukraine’s com-
petitive advantage lies in powerful tax incentives: zero duty,
exemption from VAT and 10-year tax holidays.

At the same time, the main constraints remain infra-
structure imbalances and the impact of the war. Overall,
the obtained results confirm that industrial parks have be-
come an effective instrument for attracting capital, form-
ing clusters and supporting regional resilience, and the
role in the structural transformation of the economy will
continue to grow. The limitation of this study is that its re-
sults are constrained by the availability of up-to-date data
on the actual occupancy and economic effect of industri-
al parks, most of which are still at early stages of imple-
mentation. Prospects for future research are that further
analysis may focus on measuring the long-term economic
effects of industrial parks, the cluster impact on regional
development and changes in investment attractiveness af-
ter the end of the war.
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IHAyCTpianbHi NapKK AIK iHCTPYMEHT 3a5y4YeHHs! iHBeCTULLIN
y perioHanbH1U pO3BUTOK YKpaiHU

AHacrTacis YekwTypiHa

AcnipaHT
YHiBEPCUTET MEHEAXXKMEHTY OCBITU
04053, Byn. Ciyosux Ctpinbyis, 52A, M. KuiB, YkpaiHa
https://orcid.org/0009-0002-3842-1612

AHoTauifa. MeTo HaHOrO MOCTIIKEeHHS 6y710 OLIIHUTU MOXXJIMBOCTI CIIelfiasli30BaHUX BI/{p06HI/mMX TEepUTOpPiN y
CTUMY/TIOBaHHI iHBeCTULITHOI aKTUBHOCT] YKpalHM B YMOBaX eKOHOMIYHOTO BiJHOBJIEHHA IIiC/IA1 HOBHOMAaCIITAaOHOIO
BTOpPTHeHHA pocii 3 2022 poky. Merogonoria IpyHTyBanacad Ha TEOPETUKO-aHAJTiTMYHOMY MifXofi i BK/IHOYana
KOHTEHT-aHa/li3 HOPMAaTMBHUX [NOKYMEHTIB, IIODIBHSA/IbHMII aHaji3 yKPalHChKMX Ta MDKHApOJHMUX MOJENEN,
CTAaTUCTUYHMI aHaji3 iHBECTUILIHOI [MHAMIKM Ta KeWMC-OCTiIPKEHHA OKPeMMX iHAyCcTpianbHMX mapkKiB. OcHOBHI
pesy/IbTaTy IO0Ka3aay CyTTEBE 3POCTaHHSA iHBeCTUIITHOI aKTMBHOCTI: Ki/NbKicTh MapkiB 36impmmtaca 3 40 y 2019
poui no 99 y 2024, nep>XaBHa MiATPMMKA 3pOC/Ia 3 HyIbOBOTO piBHA y 2019 poui go 1,1 mupa rpu y 2024 poui, a
o0cAT IpMUBaTHMX iHBeCcTHLI — 3 500 MJIH TpH fo 4600 MiH rpH. YacTKa yKpaiHChbKUX iHBecTOpiB gocarma 90 %, mo
CBifYMTD PO BHYTPILIHIO IIepeOPi€HTALIII0 KalliTaTy B yMOBaX BiltHM. IHgycTpianbHi mapky 3abe3neunin MOXX/INBICTD
CKOPOYEHHS 4acy 3allyCKy BUPOOHUITB 3 2-3 POKiB 10 6-9 MicAIiB Ta 3MeHIIEHHA BUTPAT Ha iHppacTpyKTypy Ha 15-
60 miH rpH. IToTeHnian 3aitHATOCT] oniHIOBaBCcsA Ha piBHI 50 pobouux Micip Ha rekrap, o Moxe 3abesmeuntu 500-
1000 po6ounx Mmicb y pasi HOBHOro 3aIrycky napkis. IlopiBHanHA 3 Mopenamu Ilonbii, Typeuunnun, IliBnennoi Kopei
ta Crionyyenux IllTatiB mokasaso, mo ykpaiHCchbKi iHAycTpiaabHi Iapky 3a piBHeM IIOJAaTKOBUX i iHPpacTpyKTypHUX
CTUMYJIiB HaOMVDKAIOTbCA [0 IXHIX migxopi. OTpuMaHi pe3ynbTaTy faay 3MOTY BUSHAYMTU KOHKYPeHTHI IlepeBaru
Ykpainu y rmo6ajbHiit cucteMi 3anydeHHs iHBecTuyiil. IlpakTiyHe 3HaYeHHA NOCTIPKEHHS MOJIATAE B TOMY, 1[0 JI0T0
pesy/IbTaTy MOXYTb OYTV BUKOPMCTaHI OpraHaMM Hep>KaBHOI BJIafiM, MiCIIeBUMY I'POMajaMlU Ta iHBeCTOpaMU i
IUTaHYBAaHHA PO3BUTKY iHJyCTpia/JIbHUX NapkiB, onTmMisanii MexaHi3MiB 3a/ly4eHHs KamiTany Ta OOIPYHTYBaHHA
pillieHb 110710 po3Mill[eHHsI HOBUX BUPOOHMIITB

Kntouogi cnoBa: xiactepys; iHppacTpykTypa; iHAycTpiabHi apky; iHBeCTULiIHWIT KTiMat; piHaHCYBaHHSA; OIOIPKeT
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Abstract. The relevance of the study is determined by increasing competition in the digital environment and the declining
effectiveness of traditional advertising tools, which encourages companies to seek new approaches to building organic
reach and audience engagement. This issue is particularly significant for information technology companies whose
audiences are characterised by a high level of digital literacy and a critical attitude toward direct advertising. Under these
conditions, a promising direction is the combination of viral content with personalised communications and corporate
visual brand identity. The aim of the article was to substantiate the effectiveness of combining the Growth Manager’s
content with the corporate identity of the company Ideals as a hybrid viral marketing strategy, based on the generalisation
of the results of an empirical study of viral advertising campaigns. The methodological framework of the study included
content analysis, comparative analysis, generalisation, and analytical evaluation of audience engagement metrics with
digital video content. The empirical basis was formed from cases of viral video content analysed within a master’s research
project on the activities of a communication agency specialising in the creation of short creative video formats. The
study found that viral mechanisms effective in the activities of creative agencies can be adapted to the communications
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of information technology companies, provided that the personal expert content of the Growth Manager is integrated
with the corporate brand identity. It is proven that such a hybrid model contributes to increased organic reach, audience
engagement, and the formation of trust in the brand. The practical value of the study lies in the possibility of applying the
proposed hybrid strategy by information technology companies to enhance the effectiveness of digital communications

without a significant increase in advertising costs

Keywords: corporate communications; personal brand; digital communications; marketing approaches; viral content

Introduction

The growing need for IT companies to move from situa-
tional viral “spikes” in digital communications to managed
promotion models that ensure a combination of a high level
of audience engagement and stable brand anchoring deter-
mines the relevance of research in the field of viral market-
ing. Under conditions of digital competition, the integra-
tion of personalised expert content with corporate identity
acquires particular importance, as it makes it possible to
increase trust in the brand and the effectiveness of commu-
nications in professional communities. In global practice,
viral marketing is increasingly viewed not as the “acciden-
tal success” of an individual video, but as a managed com-
munication system that combines psychological triggers of
dissemination, the algorithmic visibility of platforms and
the strategic anchoring of the effect to the brand. C. Lou &
S. Yuan (2019) emphasised in the work that the decisive fac-
tor in brand promotion is not the mere fact of high reach,
but the ability of content to stimulate active audience actions
(sharing, commenting, recommending) and to transform
these actions into stable attitudes towards the brand. Other
scholars, Y.K. Dwivedi et al. (2021), found that the power
of a viral message is linked to the emotional and social rel-
evance of the content for a specific group of users, as well as
to a format that facilitates “social transmission” in networks.

In parallel, another trend is strengthening: the growth
of trust in personalised expert messages in professional
communities. D. Vencitté et al. (2023) argued that the qual-
ity and usefulness of an employee’s professional content,
as well as its perceived credibility, form a parasocial bond
with the audience, which indirectly improves attitudes
towards the company’s brand. In turn, N. Tonsing (2025)
concluded that internal organisational mechanisms and
management practices can purposefully enhance employ-
ees’ activity on social networks, turning the presence into a
scalable communication resource.

In contemporary research on digital branding, spe-
cial attention is paid to the role of consistent communi-
cation and visual identity in forming a holistic perception
of the brand. In particular, according to the studies of
K.M.M. Mohamed (2025), brand identity and commercial
outcomes depend on the consistency of communication
signals and the brand’s ability to form recognisable seman-
tic and visual associations at different digital touchpoints.
At the same time, I.K. Hwang & H. Lee (2025) underlined
that the visual construction of identity in video formats on
social platforms is directly linked to the formation of brand
awareness and stability of perception.
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Research on digital communications is increasingly
focusing on the mechanisms of forming trust, visibility,
and audience engagement through content and self-pres-
entation. In this context, L. Gomez-Vasquez et al. (2024)
noted that content strategies and repeated self-presentation
patterns in hashtag ecosystems explain how professionals
form trust, visibility and “attention capital” in digital com-
munications. Extending this logic from the individual to
the organisational level, M. Mudrov (2025) showed that
the visibility, reputation, and recognisability of a person-
al brand are also relevant for corporate communications
through public representatives of the company.

Further studies emphasise the content and value di-
mension of communications. In particular, L. Yuliana et
al. (2025) proved that engagement and advocacy mecha-
nisms are strengthened when brand messages are aligned
with the value orientations of the audience. In the same
vein, K.M.M. Mohamed (2025) highlighted the role of
visual storytelling as a tool that simultaneously increases
engagement and ensures the cultural relevance of messag-
es, which directly affects content dissemination.

At the same time, analysis of contemporary scholarly
sources shows that, despite thorough elaboration of indi-
vidual components of viral marketing — the psychological
mechanisms of content dissemination, the personal brand-
ing of specialists and the formation of corporate identity in
the digital environment - the issue of the integration within
a single managed strategy remains insufficiently explored.
In particular, the academic literature lacks a systematic
analysis of how personalised expert content of a company’s
public representatives can be aligned with corporate iden-
tity in order to ensure not only short-term virality, but also
long-term brand anchoring in the IT sector.

It is precisely this research gap that determines the
relevance of this study and defines its focus. The aim of
the work was the theoretical justification and applied
generalisation of an approach in which the content of the
Growth Manager as a public expert is integrated with the
corporate identity of an IT brand, forming a hybrid viral
marketing strategy. The following objectives were set in
the study: to summarise modern approaches to the virali-
ty of content in social networks and to analyse the impact
on attitudes towards the brand; to determine the role of
corporate identity and visual integrity in forming recog-
nisability; and to develop a conceptual model of a hybrid
strategy for IT companies based on the empirical cases
examined in this work.
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Materials and Methods

The functioning of modern communication agencies in
the digital environment takes place under conditions of the
dominance of short video content, algorithmic ranking of
posts and a high dependence of effectiveness on users’ be-
havioural reactions. The study was carried out using a com-
bined methodological approach that integrates theoretical
and empirical methods of analysing digital marketing com-
munications. The overall logic of the work envisaged the
sequential implementation of the following stages: forming
the theoretical basis of the research; selecting and analys-
ing empirical cases of viral video content; quantitatively
measuring indicators of audience activity and engagement;
conducting a comparative analysis of results between cas-
es and with market reference values; and summarising the
data obtained in the form of a conceptual hybrid model of
viral marketing for IT companies.

The object of empirical analysis was the Instagram
page of the PR agency “People Media” (PR Agency “Peo-
ple Media” Instagram page, n.d.), which was chosen due to
its active presence in the digital environment and its sys-
tematic use of video formats as a key tool of professional
communication. This agency represents an example of a
modern PR structure that combines an expert stance with
elements of personalised and culturally relevant self-pres-
entation, which makes it an illustrative case for analysing
the mechanisms of forming brand identity in social net-
works. Within the framework of in-depth analysis, two
video posts in the short video format (Reels) were select-
ed: “If positions in IT were memes” (PR Agency “People
Media” Instagram page, 2025a) and “If Trump were your
team leader” (PR Agency “People Media” Instagram page,
2025b). The choice of these particular posts was deter-
mined by the high comparability in formal characteristics
(video format, length, structure of presentation), as well
as by the different communication strategies these posts
implement. The first post appeals to the professional ex-
perience and internal codes of the industry community
through a humorous interpretation of typical work situ-
ations, whereas the second is based on the use of a recog-
nisable public figure aimed at a wider audience. Thus, the
selected video reels make it possible to analyse how differ-
ent narrative and visual approaches within a single brand
affect the mechanisms of engagement, recognisability and
expert positioning. The sample was formed according to
the criteria of organic dissemination, professional rele-
vance, the presence of a personalised expert component
and comparability of presentation formats.

The units of measurement of audience activity were
quantitative indicators of user interaction with the content,
namely the number of views, likes, comments and shares.
To measure the overall level of engagement and the inten-
sity of interaction, Engagement Rate (ER) metrics widely
used in digital marketing were applied. The first indicator
(ER"), which reflects the overall level of audience engage-
ment through the ratio of the number of interactions to the
number of followers, was calculated using the formula
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ER! = (L+C+R)

%X 100, (1)
where L is the number of likes, C is the number of com-
ments, R is the number of reposts and F is the number of
followers. The second indicator (ER?), which made it pos-
sible to assess the intensity of interaction through the ratio
of the number of interactions to the number of views, was
calculated by the formula

_(L+C+R)
14

ER? x 100, (2)
where V is the number of views. The use of these indicators
made it possible comprehensively to assess the effective-
ness of viral dissemination. For the interpretation of the re-
sults obtained, reference values adopted in SMM analytics
practice were used: an engagement rate of up to 1% was
considered low, 1-3% average and above 3% a high level of
engagement. Additionally, the study used the virality coef-
ficient, which reflects the ability of content to be dissem-
inated organically by users. The Virality Coefficient (VC)
was calculated as the ratio of the number of reposts to the
number of video views by the formula
R

VC=V, (3)

where R is the number of reposts and V is the number of
views. This indicator makes it possible to assess the share
of the audience that initiates further dissemination of the
content. A coefficient value below 0.5% was interpreted as
low, 0.5-1% as average and above 1% as high, indicating the
presence of a viral effect. The virality coeflicient was applied
uniformly to all empirical cases to ensure the correctness of
the comparative analysis.

Comparison of the results of both cases was carried
out by juxtaposing the absolute and relative indicators of
each case with each other. This approach made it possible
to identify recurring patterns of virality and to assess the
effect of integrating personalised expert content with ele-
ments of corporate identity. The qualitative aspect of the
study was implemented using the method of content analy-
sis aimed at identifying emotional triggers, the level of pro-
fessional relevance of messages, the presence of a personal
narrative and visual markers of identity. The quantitative
and qualitative results obtained were summarised using the
method of logical modelling in order to develop a hybrid
viral marketing strategy for IT companies. At the same
time, the study had certain limitations. In particular, a high
number of views does not always correlate with a high lev-
el of audience engagement, and the algorithmic features of
the Instagram platform may influence reach indicators re-
gardless of the quality of the content. However, the use of
relative engagement metrics makes it possible partially to
minimise these limitations.

Results

A characteristic feature of the digital environment under
study is that the virality of content is determined not so
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much by the scale of the account as by the structure of audi-
ence engagement and the relevance of the narrative for spe-
cific social and professional groups. Under such conditions,
even content created by small agencies is able to compete
with the output of large brands. In turn, the content of “Peo-
ple Media” is characterised by a much higher interaction
intensity relative to the number of followers. It is important
to emphasise that some of the agency’s video posts exceed

the size of the audience by hundreds of times, which is a
typical sign of viral dissemination. This result indicates ef-
fective activation of the platform’s algorithmic mechanisms
and a high level of correspondence between the content
and the interests of the target segments. The recorded in-
dicators point to a significant level of organic dissemina-
tion and active behavioural interaction of users. The indi-
cators for each type of interaction are presented in Table 1.

Table 1. Metrics of the viral effectiveness of the reel “If positions in IT were memes”

Metrics Value

Views 570,878
Likes 22,100
Comments 126
Reposts 38,900
Personal reposts to the page 3

Source: compiled by the authors on the basis of the PR Agency “People Media” Instagram page (2025a)

To assess the ability of the content to spread organically
among users and to reflect the intensity of its transmission,
the VC was applied, which showed a result of 0.068:

Ve = 38900

= 570878 = 0.068.

A value below one indicates that the content did not
reach the level of self-sustaining exponential dissemina-
tion, but it does have clear signs of successful organic distri-
bution within the platform’s algorithmic mechanisms. For
the quantitative assessment of the level of user engagement
in interaction with the video content, the ER indicator was
used and, after substituting the empirical data obtained
during the analysis, the result was 10.7%:

_38,900+126+22,100
- 570,878

ER x 100 = 10.7%.

The value obtained indicates a high level of audience
engagement, which significantly exceeds the average indus-
try indicators for entertainment video content on the social
network Instagram (2-6%). This testifies to the high rele-
vance of the topic, successful creative execution and effec-
tive correspondence to the expectations of the target audi-
ence. The study of the qualitative reactions of the audience
showed a predominantly positive tone, since a significant
proportion of comments contained phrases such as “relat-
able” or “I can confirm this”, which indicates the resonance
of the topic and a high level of audience self-identification
with the content presented. It is important to note that no
negative reactions or critical remarks were recorded, which
makes it possible to assert that the content was perceived
positively by the audience. The structural composition of
the video, the use of familiar images, contrasting headlines
and dynamic editing point to a professionally constructed
visual model aimed at maximising the stimulation of views
and primary interaction. The topic related to the IT sphere
provides both narrow and at the same time mass segmen-
tation, which positively influences organic reach. At the
same time, the analysis showed limited use of elements that
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directly stimulate communication (questions, interactive
narrative, calls to action), which partly explains the low
level of commenting.

The particularly telling feature in this case is the high
share of reposts, which indicates the audience’s willingness
to share the content on the social networks. The calculated
virality coefficient confirms the existence of stable organ-
ic scaling, even in the absence of self-sustaining exponen-
tial growth. The analysis of comments demonstrates the
dominance of a positive tone and markers of professional
self-identification. Summarising the analysis results, it may
be asserted that the video reel of the PR agency under study
demonstrated high engagement potential, a significant
number of positive reactions and a noticeable empathic re-
sponse from the audience. ER = 10.70% makes it possible to
classify this content as a highly effective viral product with
powerful organic reach, which not only retains attention
but also actively motivates the audience to share it volun-
tarily. The results obtained from the analysis of the first case
make it possible to form an understanding of the level of
audience engagement and the structure of its interaction
with video content.

A different model of audience interaction is demon-
strated by the second case — “If Trump were your team lead-
er” (PR Agency “People Media” Instagram page, 2025b).
The use of a public figure with a high level of cultural rec-
ognisability provided a much broader audience reach com-
pared with the first case. At the same time, the engagement
structure indicates the predominance of discursive over
repost activity. The increased number of comments in the
second case indicates the intensification of users’ cognitive
and emotional interaction. However, the lower virality co-
efficient shows that the content stimulates chain dissemi-
nation to a lesser extent. This makes it possible to interpret
this case as an example of a discursive engagement model
oriented towards generating public resonance.

In the current conditions of digitalisation, content with
a high potential for viral dissemination acquires strategic im-
portance for strengthening brand identity and expanding the
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coverage of target segments. The reel “If Trump were your
team leader” is an example of the effective use of meme-based
themes and a culturally relevant character to achieve broad

organic reach, which is particularly relevant now during mar-
tial law. To assess the effectiveness of the reel, the main user in-
teraction metrics were analysed; these are presented in Table 2.

Table 2. Metrics of the viral effectiveness of the reel “If Trump were your team leader”

Metrics Value

Views 992,455
Likes 38,600
Comments 412
Reposts 21,700
Personal reposts to the page 2

Source: compiled by the authors on the basis of the PR Agency “People Media” Instagram page (2025b)

The data obtained indicate a high level of views and
substantial user activity in the form of reposts, which is a
key indicator of content virality. To assess user engagement
according to the ER indicator, which is calculated by the
formula mentioned in the analysis of the first case:

_ 38,600+412421,700
- 992,455

ER X 100 = 6.12%.
Additionally, the Virality Coefficient was determined,
which according to the formula equals:

21,700
Ve =

= = 0.021L
992,455

The value obtained is below the threshold (1), which in-
dicates the absence of a self-sustaining viral dissemination
effect. At the same time, the indicator points to moderate
organic virality — that is, the content is shared by users, but
without exponential growth in reach. During the analysis,
several limitations were identified, namely: the relatively
small number of comments indicates limited discursive ac-
tivity of users; the comparatively low proportion of likes rel-
ative to views (38,600 x 100% /992,455 =3.88% (about 3.9%))

points to potential opportunities to increase the interactivity
of the content through calls to action. To assess and compare
the effectiveness of user interaction with the video content,
a comparative analysis was carried out, presented in Table 3.
The analytical results of the calculations of the integral en-
gagement indicator (Engagement Rate) point to substantial
differences in the effectiveness of audience interaction with
video content across the two cases. Despite higher abso-
lute reach indicators for Case 2 (except for reposts), Case
1 is characterised by a higher level of relative audience en-
gagement. This means that the content of Case 1 was more
effective in stimulating active user interactions per unit of
views, whereas Case 2 showed mainly broader reach but
less intensive dissemination. Comparison of the virality co-
efficients of the two viral reels indicates differences in the
scale and intensity of the organic dissemination of video
content. Thus, Case 1 is characterised by a higher level of
viral potential, since almost two thirds of all interactions
fell precisely on reposts. At the same time, both virality in-
dicators are below the threshold value of 1, which indicates
the absence of a self-sustaining exponential dissemination
effect in both cases.

Table 3. Comparison of audience engagement metrics (Case 1 and Case 2)

Indicator Case 1 Case 2 Difference
Views 570,878 992,455 +421 577
Likes 22,100 38,600 +16 500
Comments 126 412 +286
Reposts 38,900 21,700 -17,200
Engagement Rate (ER), % 10.70 6.12 -4.58
Virality Coefficient 0.068 0.021 -0.047

Source: compiled by the authors on the basis of the official Instagram page of the PR Agency “People Media” (n.d.)

The comparative analysis carried out showed that dif-
ferent creative concepts of video content form different
types of audience engagement. Content based on profes-
sional self-identification (Case 1) provided the maximum
viral effect and a high Engagement Rate, whereas content
built on a personalised public image (Case 2) activated
discursive interaction but lagged behind in indicators of
organic dissemination. The comparison of the two cas-
es makes it possible clearly to delineate different mecha-
nisms of viral interaction. Content based on professional
self-identification demonstrates a higher potential for
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organic dissemination and more effectively activates the
platform’s algorithmic mechanisms. In contrast, the use of
public images provides broader reach and stimulates dis-
cussion. Detail of the research results by types of audience
engagement makes it possible to describe more deeply the
nature of users’ interaction with video content and to refine
the mechanisms of viral effect formation. On the basis of
the empirical data collected, it is appropriate to distinguish
three basic types of engagement: passive, reactive and ac-
tive, each of which influences the communicative effective-
ness of video materials in different ways.
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Passive engagement manifests itself in the form of
views and reflects the primary level of audience contact
with the content. Both cases under study demonstrate high
view indicators, which indicates effective initial distribu-
tion of the videos and the correspondence of the format
to the requirements of Instagram’s algorithms. At the same
time, numerous views are not a sufficient condition for
forming a viral effect, since this indicator does not reflect
the depth of user interaction with the content.

Reactive engagement encompasses user actions in the
form of likes and reflects the emotional perception of the
video material. Within the first and second cases, the pro-
portion of likes in relation to the number of views is rel-
atively stable and lies at a level typical for entertainment
video content. This indicates that both videos elicited a
positive reaction from the audience, but likes as a form
of interaction mainly perform the function of individual
approval and have a limited impact on further dissemina-
tion of content.

The most significant for assessing viral potential is ac-
tive engagement, which includes comments and reposts. It
is this type of interaction that reflects users’ willingness to
go beyond passive consumption and to participate in the
process of disseminating or discussing content. The anal-
ysis of the results revealed substantial differences between
the cases in terms of the structure of active engagement.
For the first case, a dominant share of reposts is charac-
teristic, which indicates a high level of social relevance of
the video material and its ability to function as a marker of
professional self-identification. In contrast, in the second
case active interaction manifests itself mainly in the form
of comments, which points to strengthened discursive ac-
tivity and emotional discussion.

The results obtained confirm that different formats of
viral content form different models of audience engage-
ment. Content oriented towards shared professional ex-
perience stimulates more active dissemination and con-
tributes to algorithmic scaling, whereas content based on
public and culturally recognisable images activates discus-
sion but is less likely to be transformed into repost interac-
tion. Thus, structural analysis of the types of engagement
makes it possible not only to assess the effectiveness of vid-
eo content quantitatively, but also to refine the nature of the
viral effect formed within each individual case.

Discussion

Research by L.D. Hollebeek et al. (2014) demonstrated that
the virality of short video formats is formed not only by the
size of the account or the number of followers, but also by
a combination of the audience’s behavioural responses and
the social relevance of the narrative. In the first case, “If
positions in IT were memes”, the main engagement mech-
anism was professional self-identification, which trans-
formed views into reposts as a social action (“this is about
us, I am sharing it with my own circle”). G.H. Duong et
al. (2020) noted that content spreads more actively when
it reinforces a sense of group belonging, demonstrates
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shared codes or status within a community, rather than
merely eliciting an emotion. C. Ashley and T. Tuten (2015)
likewise emphasised that socially valuable content stimu-
lates active user participation, including likes and shares,
whereas content that focuses only on an emotional reac-
tion has lower virality.

The second case (“If Trump were your team leader”) il-
lustrated a discursive model of engagement: broader reach
was accompanied by an increase in comments, but chain-
like reposting was weaker (Virality Coefficient = 0.021).
L.P. Cvijikj & F. Michahelles (2013) indicated that user ac-
tivity manifests itself depending on the social relevance and
cultural context of the content. The observations conducted
in this study confirm that content which stimulates discus-
sion does not always turn into reposts, but rather provokes
conversation, which corresponds to the modern conclu-
sions of P. Bitrian et al. (2021) regarding different forms of
interaction in social media.

Personalisation and trust play a particular role in
the cases, especially in professional communities. Thus,
K.N. Lemon & P.C. Verhoef (2016) concluded that paraso-
cial ties between the audience and a brand employee indi-
rectly increase positive attitudes towards the company. In
the first case, this was manifested through active reposts,
where the Growth Manager acted as the “face” of the con-
tent, building trust and engagement. L. Gomez-Vasquez et
al. (2024) added that personal branding in social media
shapes visibility, “attention capital” and the audience’s will-
ingness to share content. S. Hudson et al. (2016) additional-
ly noted that user interaction with a brand in a digital envi-
ronment depends on social, cultural and emotional factors,
which fully resonates with the findings obtained regarding
the role of cultural relevance and systemic identity.

Cultural and social relevance of content is another key
factor of virality. In Case 1, professional memes were used
that were understandable and relevant to a specific IT com-
munity, whereas Case 2 appealed to a broader cultural im-
age of a public figure. K.M.M. Mohamed (2025) underlined
that visual storytelling is effective only when it corresponds
to the cultural and social expectations of the audience, and
W.O. Falana et al. (2024) added that consistent stylistic ele-
ments and recurring visual markers stabilise brand percep-
tion and increase recognisability.

An equally important aspect is the brand’s systemic
identity. M.D. Veirman et al. (2017) pointed out that inte-
grating content with corporate markers transforms short-
term virality into lasting recognisability. In this case, Case
1 had a high repost coefficient, but without brand identity
the virality remained “anonymous”. Therefore, combining
the personalised content of the Growth Manager with the
company’s systemic identity makes it possible to transform
organic reach into a strategic result.

The empirical results confirm the conclusions of
Y.K. Dwivedi et al. (2021) and S. Rakshit et al. (2022),
according to which social media influence brand percep-
tion through Electronic Word of Mouth (eWOM) and
user interaction. P. Bitridn et al. (2021) stressed that user
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activity is a key factor of engagement, which correlates
with this study’s analysis of different behavioural models
in Cases 1 and 2.

Personalisation also creates risks: a high level of at-
tention may become attached to the person rather than to
the brand. J.G. Moulard et al. (2015) and K. Sokolova &
H. Kefi (2020) showed that audiences distinguish between
sincere and instrumental messages. Expert content, hu-
mour, or insights from an employee build trust, whereas
a direct advertising message is often ignored. In this study,
the Growth Manager acted as a “trust point”, and brand
identity served as an “anchor”, which ensured strategic con-
solidation of the viral effect. Extended analysis shows that
the virality of Case 1 is stimulated by group self-identifi-
cation and “sharing motivation”, whereas Case 2 activates
discussion motivation through a recognisable public figure.
I. Erkan & C. Evans (2016) and I.K. Hwang & H. Lee (2025)
emphasised that such different behavioural models enable
companies to adapt content to different goals: rapid scaling,
discussion or brand consolidation. Hence, for the IT com-
pany Ideals, an optimal solution is a hybrid strategy which
combines: (1) personalised content from the Growth Man-
ager as a source of trust and relevance for a professional
audience and (2) systemic corporate identity as a mecha-
nism for accumulating brand capital even in situations of
rapid viral reach (Vencitté et al., 2023; Tonsing, 2025). This
approach makes it possible to maximise the impact of viral
triggers while simultaneously ensuring brand stability and
trust in the team. Thus, the study’s results confirm current
approaches in viral marketing and social media, empha-
sising that a combination of personalisation, cultural rel-
evance and systemic identity makes it possible to achieve
maximum user engagement and strategic consolidation of
the brand. In addition, comparison of the two cases showed
that different audience behavioural models can be com-
bined in a flexible strategy that simultaneously provides
broad audience reach and supports a positive attitude to-
wards the brand.

Conclusions

The study made it possible to carry out a comprehensive
analysis of the mechanisms of forming a viral effect in the
format of short video content and to substantiate the ex-
pediency of combining personalised expert content from
the Growth Manager with the corporate identity of an IT
company as a hybrid viral marketing strategy. On the basis
of empirical analysis of two viral cases from the PR agency
“People Media’, it was established that the effectiveness of
viral campaigns is determined not by absolute reach indi-
cators, but by the structure of audience engagement and the
type of users’ behavioural reactions.

The results of the first case showed that content
built on the audience’s professional self-identification
forms a model of viral interaction, with the dominance
of reposts. It is precisely this type of active engagement
that ensures a high coefficient of organic dissemina-
tion and effective activation of Instagram’s algorithmic
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mechanisms. The second case demonstrated a different
model of engagement, oriented mainly towards discur-
sive activity. The use of a public figure with a high lev-
el of cultural recognisability provided a much broader
reach, but was accompanied by lower virality indicators.
This makes it possible to conclude that content capable
of provoking discussion does not always turn into chain
dissemination if it is not anchored in the audience’s group
identity. Thus, different creative approaches form distinct
types of interaction, which must be taken into account
when developing viral strategies.

Comparative analysis of the cases showed that, in
order to achieve a strategic viral effect, it is advisable for
IT companies to combine the advantages of both mod-
els. In this context the proposed hybrid strategy, which
integrates the Growth Manager’s content with elements
of corporate identity, makes it possible simultaneously
to ensure high relevance and trust in the message and to
fix the viral effect to the brand. Personalised expert con-
tent performs the function of a trigger of engagement and
trust, whereas identity ensures recognisability and accu-
mulation of brand capital even under conditions of rapid
organic scaling.

The practical significance of the obtained results lies
in the possibility of the use by IT companies to build
controlled viral communications without a substantial
increase in advertising expenditure. The proposed ap-
proach can be adapted to the activities of Growth Manag-
ers, SMM specialists and digital communications teams,
taking into account the specifics of a professional audi-
ence. The scientific novelty consists in substantiating an
integrated approach that combines viral mechanisms
(emotional-professional triggers and network dissemina-
tion) with the Growth Manager’s personal expert chan-
nel and corporate identity tools, which makes it possible
simultaneously to achieve short-term organic reach and
long-term accumulation of brand capital. The empirical
data collected are useful for developing strategies for cre-
ating highly effective video content and for forming an
improved system for measuring digital communication
activity in the context of social media. Prospects for fur-
ther research are related to expanding the empirical base
through analysis of a larger number of cases, other social
platforms and the dynamics of indicators over time. It is
also advisable to study the impact of the hybrid strategy
on IT companies’ long-term business indicators, in par-
ticular brand loyalty, conversion and reputational capital
in professional communities.
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AHoTauifl. AKTya/IbHICTD JOCIiKeHHA 3yMOBJICHA 3pOCTaHHAM KOHKYpeHIiT y i1 poBOMY cepeoBUILi Ta SHIDKEHHAM
eeKTVBHOCTI TPagVIIIHUX peKIaMHUX IHCTPYMEHTIB, 110 CIIOHYKAa€ KOMIIaHii IykaTy HOBI Iifxoxu 1o ¢popMyBaHHA
OpraHiYHOrO OXOIUICHHA Ta 3a/ly4eHH:A ayfuTopil. Oco6mmBoi 3HauymocTi 1 mpobnema HabyBae i iHpopMaLiitHo-
TeXHOJIOTIYHMX KOMIIaHill, aygMTOpif AKMUX XapaKTepU3yeTbCs BMCOKMM piBHeM IudpoBoi IpaMOTHOCTI Ta
KPUTUYHUM CTAaBJIEHHAM [0 NPAMOI peKlaMi. Y TaKUX YMOBaX MEPCNEKTMBHMM HaIPAMOM € MO€HAHHA BipyCHOTO
KOHTEHTY 3 IIepCOHAJi30BaHMMI KOMYHIKaIliiMi Ta KOPIIOPAaTMBHOIO Bi3ya/JbHOI ifeHTHYHICTIO 6peHAy. MeTor0
cTarTi 6y710 06IPyHTYBaHHA eeKTMBHOCTI HOEAHAHHA KOHTeHTYy Growth Manager’a 3 KOpIOpaTHUBHOIO aliIeHTUKOIO
xommanii Ideals sk riOpuaHol cTpaTerii BipycHOro MapKeTMHIY Ha OCHOBI y3arajbHEHHs pe3y/IbTaTiB eMIIipUYHOrO
TOCTi/)KeHHA BipyCHMX PEeKTaMHMX KaMIIaHill. MeTOmoNoriYny OCHOBY [JOCTiP)KEHHA CTAaHOBWIM METOAM KOHTEHT-
aHajIi3y, HOPiBHA/IILHOTO aHaJIi3y, y3araJbHeHHA Ta aHAIITUYHOI OL[iHKY IOKa3HMKIB B3aeMopii ayauTopii 3 nudposum
BineokoHTeHTOM. EMmipnuny 6a3y 6y10 copMOBaHO Ha OCHOBI KeiiCiB BIpYCHOTO BifJeOKOHTEHTY, IpOaHaIi30BaHNX
Yy MeXax [JOCHJPKEHHS [is/IbHOCTI KOMYHIKaIlilHOIO areHTCTBa, IO CIENialdi3yeTbCAd Ha CTBOPEHHI KOPOTKUX
KpeaTUBHUX BifeodopmariB. Y pesynbrati JOCTIIKeHHA OYy/IO BCTAaHOBJIEHO, IO BipycHi MexaHismm, edeKTUBHI
y RiABHOCTI KpeaTMBHVX areHTCTB, MOXYTb OYTM aJanTOBaHi JO KOMyHiKaliil iH}OpMalilfHO-TeXHOIOIiYHIX
KOMIIaHilf 3a yMOBM iHTerpauii IepcOHa/JbLHOrO eKCIlepTHOro KoHTeHTy Growth Managera 3 KOpIOpaTMBHOIO
alijeHTHKO0 OpeHny. [loBeneHo, W0 Taka ribpupHa MOMeIb CIpMAE IiIBYUIEHHIO PiBHA OPraHIYHOIO OXOIUICHHS,
3ayy4eHocTi aypuropii Ta popMyBaHHIO fOBipK 1o OpeHny. IlpakTidHa HiHHICTD JOCIiKEHHA MIOJIATAE Y MOXK/INBOCTI
BMKOPUCTAHHA 3alIPOIIOHOBAHOI TiOpuAHOI cTparerii iHpopMaliliHO-TeXHOTOTIYHUMY KOMITAaHiAMY /I IiABUICHHA
eeKTMBHOCTI IM(POBUX KOMYHIKallill 6€3 CyTTEBOrO 3pOCTaHHA PEKIAMHUX BUTPAT

KntoyoBi cnoBa: xopropaTuBHi KOMYyHiKalil; IepcoHanbHWI OpeHp; udpoBi KOMyHiKalil; MapKeTVHIOBi IifXomu;
BipyCHUII KOHTEHT
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