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Anomauia. Bcmyn. CyuacHi ymosu 20cnoo0apio8antsl XapaKkmepu3yomocs
BUCOKUM PIBHEM HeBU3HAYEHOCHI, WO 3YMOBIIEHO 5K 2/100AIbHUMU eKOHOMIYHUMU
Kpu3amu ma 80€EHHUMU BUKIUKAMU, MAK | OUHAMIKOI0 yugposoi mpancghopmayii
ma 3MIHOI0 COYIaNbHUX OYIKY8aHb. [N nionpuemcms ye osHavac nompeody y
NOWYKY HOBUX CIPAMEIYHUX pecypcis, 30amHux 3abesnedumu cmaoiibHiCmb,
008Ipy cmelKxonoepis i 00820CMPOKOBY KOHKYPEHMOCHPOMOdCHICmb. OOHUM 13
MaKkux pecypcié cmae coyianvHo 6ionosidanvHuili mapkemune (CBM), saxuii
NOEOHYE  [HCMPYMEHMU PUHKOBOI  OiIbHOCMI 3 NPUHYUNAMU — eMUKU,
KOpHROPAMUBHOI COYianbHOI 6I0N0BI0AILHOCIE MA CMAN020 PO3GUNIK).

CBM y cucmemi KOpnopamuHo20 MEHEOHCMEHM) pPO32N0AEMbC K
cmpameiunull  YUHHUK, WO 00380J4€ (QopMyeamu HOUMUBHY  OiL108Y
penymayiro, 3MIYHIO8AMU NAPMHEPCHKI 8IOHOCUHU MA MIHIMI3Y8amu pu3UKu 6
YMO8ax Kpu3oeux 3miH. Bin opienmosanuii He nuuie Ha 00CsACHeHHs eKOHOMIYHUX
pe3yibmamie, a U HA CMBOPEHHs CYCRIIbHOI YIHHOCMI, W0 NiO8UUWLYE DiBeHb
JIOSIIHOCMI CHOJCUBAYIB, NAPMHEPI8 | Micyesux 2pomaod. Y Kpuzosux ymosax
COYIanbHO  BIONOBIOANLHI ~ NPAKMUKU — MAPKEMUH2y  GUKOHYIOMb  POJib
cmabinizyou020 Mexawizmy, AKull 0onomazac 30epeemu PUHKOBL NO3UYIL,
niompumamu 6HympiuiHio KOpnopamusHy KyJaismypy ma 3abe3nedumu CmitiKicmas
Oi3Hec-mooeneli.

Axmyanvnicms memu 3yMO81eHa HeOOXIOHICMIO OO0CAIOHNCEHHS COYIAIbHO
8I0N0BIOANbHO20 MAPKEMUHSY He Julle K CKIA0080I KOPpNopamueHoi coyianbHoi
8i0N0GI0aNbHOCMI, alle U AK CMpame2iyHo2o pecypcy YNpasiints, uo 30amuull
niOBUWUMU  A0ANMUBHICMb [ JHCUMMEZOAMHICMb NIONPUEMCIE 8 YMOBAX
Kpuzosux uxknuxie. Taxuul nioxio cnpuse opmy8anHHiO HOB0I YNPAGIIHCLKOL
napaouemu, oe coyianbHa 8ION0BIOANLHICMb [HME2PYEMbCs ) KI0U08i Oi3Hec-
npoyecu, 3abesneuyiouu OANAHC MINC eKOHOMIYHOW ehekmusHicmo ma
CYCRINbHOIO KOPUCTNIO.

Mema. Memoto Oocniddcenus € meopemuyne O0OIPYHMYBAHHA MA

PO3Kpumms ~ CYMHOCMI  COYIaNbHO  8i0N0GIOANbHO20 — MAPKEMUH2y  SIK
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CmMpameziuno20  pecypcy  KOPpnopamuHo20 MEHEONCMEeHm)y, a  MmMAaKodiC
BUSHAYEHHSL 11020 POl Y NIOBUUEHHI CIMIUKOCTI MA KOHKYPEHMOCHPOMOHNCHOCI
NIONPUEMCIE 8 YMO08AX KpU30sux eukiuxie. Peanizayis nocmasenenoi memu
nepeobavae cucmemamu3ayito HAyKos8ux nioxo0ie 00 MpaKmy8aHHs COYIaNbHO
BION0OBIOANLHO20 ~ MAPKEMUH2Y,  BUABIEHHS  63AEMO38 A3KY  MIJC U020
IHCMPpYMEHmamy ma MexaHismMamu KOPNopamueHo2o YNPAGIIHHA, A MAKOAC
0OTPYHMYBAHHS MONCIUBOCMEN THMe2payili COYIaIbHO 8ION0BIOAILHUX NPAKMUK
y cmpameziune nIaHy8anHs t AHMUKPU308€e YNPABATHHA KOMNAHIAMU.
Mamepianu i memoou. Teopemuxo-memooon02iuny 0CHOBY O0CAIOHCEHHS
CMAHOBIAMb Npayi GIMYUZHAHUX [ 3apYOINCHUX HAYKOBYIE, NPUCBAYEHI
npobaemamuyi  coyianbHO BIONOBIOAILHO20 MAPKEMUH2y, KOPNOPAMUGHOI
coyianvHoi  8i0n0GI0ANbLHOCHII, CMpame2iuHo20  MEHeONCMeHmy  ma
AHMUKPU308020 YNpaeliHusa. Y npoyeci pobomu 010 BUKOPUCMAHO CYYACHI
nyonikayii 'y @axosux HayKo8UX BUOAHHAX, OUCEPMAYIUHI OO0CHIONCEHHS,
AHANIMUYHI 38iMU  MIDCHAPOOHUX opeanizayiu, 3oxkpema OOH, OECD ma
€sponeticokoi komicii, a makodc o@iyitni cmamucmuuni Oaui JlepocasHoi
cayacou cmamucmuxku Yepainu. Memooonoeis 0ocniodcenns IpyHmyeanacs Ha
3ACcmMOCy8aAHHI  KOMNJIEKCY HAYKOB8UX Memoois. Icmopuko-no2iuHuti memoo
003601U8  00CHIOUMU  eBONIIOYII0  KOHYenyii CcoyiaibHo  B8ION08IOAIbHO20
mapkemun2y ma il iHmez2payito 'y KOpnopamusHuii meneoxcmeHm. 3acobu
ananizy u cunmesy OYIU BUKOPUCMAHI OJiSl Y3A2ANbHEHHS HAYKOBUX NI0X00i8 |
cucmemamu3ayii pi3HuUx Mpakmyeanb CymHocmi ybo2o aeuwa. llopisuanvHuil
aHaniz 3abesneuus MOMCIUBICMb  BUABUMU  OCOOIUBOCMI  BNPOBAONCEHHS
COYIaNbHO 8I0NOBIOATLHUX NPAKMUK Y DI3HUX OI3HEC-MOOeIAX Ma OPeaHi3ayiiHux
cmpykmypax. CucmemHuii nioxio 0a8 3M02y BUHAYUMU Micye COYIaNbHO
8I0ON0BIOANLHO20 ~ MAPKEMuH2y y  CMPYKMYpi  CMpameiuHux  pecypcis
KOpHROpamusHo2o ynpasiints. Memoo ketic-cmaodi 3acmoco8y8ascs OJisi AHANI3Y
00C8I0y YKPAIHCOKUX 1 3apYOIdCHUX KOMNAHIU, SKI IHmMe2pyromv HPUHYUnu

CcoOYianvbHOi 8i0N0GIOANLHOCMI V MAPKEMUH208y OISIbHICMb MaA AHMUKPU3O0BI
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cmpameeii. Bukopucmanus cmpykmypHo-@QyHKYIOHANbHO20 AHANI3Y 00380UNO
00CIOUMU MeXaHI3MU B3AEMOO0IL MIdNC KOPNOPAMUBHUM MEHEONCMEHMOM |
COYIANbHO BIONOBIOAILHUM MAPKEMUH2OM V npoyeci 3abe3nedeHts cmiukocmi
oiznecy. Cykynuicmv yux nioxooig 3zabesneuuna KOMNIEKCHICMb 1 HAYKO8Y
00TPYHMOBAHICIb OMPUMAHUX PE3YTbMamia.

Pesynomamu. [ocnioowcennus noxasano, wo coyianbHO 8i0no8ioaibHull
Mapkemune HOCMYNO80 MPAHCHOPMYEMbCS 3  eleMeHma KopnopamueHoi
COYianvbHOi  8IONOBIOANLHOCMI )y CMpaAme2iuHuil pecypc KOpnopamueHo2o
MeHeOHCMEHN). Hozo xniouosoio ¢ynkyicio cmae inmezpayis exoOHOMIUHUX
inmepecie nionpuemcmea i3 CYCHINTbHUMU  OYIKYBAHHAMU, WO  CHPUSIE
Gopmysannio 008ipu cmelkxo10epie ma nid8UWEeHHIO PenymayitiHo2o Kanimary
KOMNaHiu. AHaniz Cy4yacHux Haykosux nioxodié 3aceiouus, w0 CoyiaibHO
BION0BIOANbHULL MAPKEMUH2 HEe 0OMEeNCYEMbC MPAOUYIIHUM SUKOPUCHAHHAM
IHCMpYMeHmie NpoCY8aHHs Yu QIIAHMPONIYHO OIAIbHICMIO, A BUCMYNAE
YINiCHOO cucmemoro cmpameiynux Oill, OPIEHMOBAHUX HA CMIUKUL PO3BUNOK
Oi3Hecy.

Buseneno, wo 6 ymosax Kpuzoeux GUKIUKIE COYIAILHO GIONOBIOAIbHULL
MapkemuHe 6UKOHYE CMaobinizayiiuny yHKYito, OCKiIbKU 003601€ 3MEHULY8AMU
penymayitiHi pu3uku, RiOmMpumyeamu JN0SIbHICMb CHOJXCUBAYi8 | 30epicamu
NapmHepCcvKi BIOHOCUHU HABIMb 3d HASIBHOCMI 308HIUHIX 3a2P03. 3aCcmoCcy8aHHs.
NPpUHYUNie  B8IONOBIOANLHOCMI y  MAPKEeMUH208IiU  OUSIbHOCMI  CMBOPIOE
nepeoymosu 0jisi 00820CMPOK0OBOI adanmayii nionpuemcme 00 mypoyieHmHozo
cepedosuya, Wo 0coOIUB0 AKMYANbHO Ol YKPATHCLKUX KOMNAHIU ) nepiood lliHU
ma eKOHOMIYHOI HecmabilbHOCHI.

Hocniooicennsi  3apyoOidcHux I GIMUUZHAHUX NPAKMUK 008€10, U0
NOEOHAHHS COYIAIbHOI 8ION0BIOANLHOCI 3 AHMUKPUSOBUM MEHEOHCMEHMOM
3abe3neuye Uy eghekmueHicms KOpnopamueHo2o ynpaeninus. Komnauii, saxi
IHmMezpyoms y C8010 CMpamezito NPUHYUNU emuKu, Npo30poCcmi, eKoJI02iuHol ma

coyianvbHoi  GION0BIOANIbLHOCMI, O0eMOHCMPYIOMb  OilbUWl  BUCOKULL  PIBEHb
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CMIUKOCMI Ma KOHKYPEHMOCNPOMONCHOCMI. 3HAYHY poNb V YboMy 8idicpac
yugposa mpancgopmayis, aKa 8i0KpUBAE HOBI KAHANU KOMYHIKayii, 00380J5€
WeUOKo peacysamu HA COYIAIbHI GUKIUKU mMa NiOBUWYE epeKmusHicmy
360POMHO20 38 'S3KY 3i CHOACUBAYAMU U 2POMAOAMU.

V3acanvnenns pezynomamie 3aceiouye, wjo coyianvbHo 6ION0BI0ANbHULL
Mapkemune 'y Ccucmemi KOPNOpaAmueHo20 MEHEeONCMEeHmYy BUKOHYE Mmpu
83AEMON0G 'A3aHl  cmpame2iyni  QyHKYii:  3a0e3nedyeHHs  00820CMPOKOBOL
KOHKYPEHMOCHPOMONCHOCI, NIOBUUeHHS COYIATbHOI TeimUMHOCmI Oi3Hecy ma
3MIYHEHHsT AHMUKPU308020 nomeHyiany komnaniu. Lle niomeepoaicye 1io2o ponw
K 00HO20 3 KJIIOYOBUX pecypcié KOPHOPpAMueHO20 YHPAGIIHHA ) CYYACHUX
YMOBAX.

llepcnexmusu. llodanvuwuii po3sumox 00cniodxcensb y cgepi coyiaibHo
8I0N0BIOANLHO20 MAPKEMUHZY BIOKPUBAE WUPOKT MONCAUBOCIE OJIsL NO2IUONEHHS]
meopemudyHux 1 HNPAKMUYHUX 3ACA0 KOPNOPAMUBHO20  MEHeOHNCMEHM).
Ilepcnexmusnum HanpsaMom € Popmy8anHs IHMe2Po8aAHUX MOOeel YIPABIIHHA,
YV AKUX COYIANIbHO 8I0N0GI0ANbHUL MAPKEMUH2 NOEOHYEMBCA 3 IHCIMPYMEHMaMU
yugposoi mpancgopmayii, KomniaeHcy ma pusuxk-meHeddcmenmy. ILle
003801UMb NIONPUEMCMBAM OiNbll eheKMUBHO peazysamu HA Kpu3osi Asuud,
MIHIMIZy8amu penymayiuni ma QIiHAHCO8I pu3uKU, a Makoxc 3abezneyysamu
aoanmusHicmu 6i3Hec-mooenell 00 mypoOyIeHMHO20 cepedosUuLyd.

Baoicnusum € maxkodxc  po36UMOK cucmemu OYIHIOBAHHA
Dpe3yIbmamueHOCmi  COYIanbHO BIONOBIOANbHUX NPAKMUK, 30Kpema uepes
3anpo8adI*CeHHs KOMNIEKCHUX IHOuKamopie cmanoz2o pozeumky, ESG-mempuk
ma yughposux incmpymenmis ananimuxu. Taxuti nioxio cnpuamume nio8UUeHHIO
npo30pocmi  KOPHNOPAMUBHO20 YNPABNIHHA MA 3MIYHEHHIO 008ipu 3 00Ky
cmetikxonoepis.

llepcnexmusnum edauacmvcs i pO3UUPEHHS eMNIPUYHUX OO0CTIOHNCEHD,
CHPAMOBAHUX HA BUBYUEHHS 8NIUBY COYIANbHO 8I0N0BIOANbHO20 MAPKEMUH2Y HA

00620CMPOKOBY KOHKYPEHMOCHPOMOICHICIb NIONPUEMCIE ) DI3HUX 2aTLY35X.
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Ocobnusoi yeaeu nompebyomv Kelicu YKpAiHCbKUX KOMNAHIU, wo Oilomb 8
YMO8ax GiUHU MA eKOHOMIYHOI HeCmabiibHOCMI, OCKIIbKU IXHIli 00C8I0 Modice
cmamu  YIiHHOK ~ OCHO80N0 Ol BUPOONEHHS  YHIBEPCANbHUX — MoOenell
AHMUKPU308020 KOPNOPAMUBHO20 YNPAGIIHHA.

Omoice, nepcnekmugu noOOANLUUX HAYKOBUX PO3BIOOK NOJA2AIONMb Y
PpO3pobyi KOMNAEKCHUX cmpameiil Hmezpayii coyiaibHO 8i0N08i0aANIbHO20
MapKemuHzy y cucmemy KOpnopamueHo20 MEHEONCMEeHmY, wo 3abe3neduns
NOEOHAHHS EKOHOMIYHOI pe3ylbmamueHoCmi 3 COYIANbHOW YIHHICMIO ma
cnpusamume Gopmy8anHio HOBOI YNPABIIHCLKOI napaouemu 8 yMo8ax 2100anbHux
1 JIOKAIbHUX 6UKIUKIG.

Knwuoei cnosa: mapkemune,  KOPHOPAMUBHUL — MEHEOHCMEHM,
cmpame2iyHuu pecypc, AHMuKpu3zose YNpaeiiHHs, KOPnopamueHd COoyiaibHa
8i0N0BIOAIbHICND, cmanuii - po3eUMOK, yugposa  mpancghopmayis,

KOHKypeHn’ZOC}’lpOMOOfCHiCMb.

Summary. Introduction. Modern economic conditions are characterized
by a high level of uncertainty caused by global economic crises, military
challenges, the dynamics of digital transformation, and changing social
expectations. For enterprises, this creates the need to identify new strategic
resources capable of ensuring stability, stakeholder trust, and long-term
competitiveness. One of these resources is socially responsible marketing (SRM),
which combines market activity tools with the principles of ethics, corporate
social responsibility, and sustainable development.

Within the system of corporate management, SRM is considered a strategic
factor that enables the formation of a positive business reputation, the
strengthening of partnerships, and the minimization of risks under conditions of
crisis change. It is oriented not only toward achieving economic results but also
toward creating social value, which increases the loyalty of consumers, partners,

and local communities. In times of crisis, socially responsible marketing
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practices serve as a stabilizing mechanism that helps preserve market positions,
maintain internal corporate culture, and ensure the resilience of business models.

The relevance of the topic lies in the need to study socially responsible
marketing not only as a component of corporate social responsibility but also as
a strategic management resource capable of enhancing the adaptability and
viability of enterprises in the face of crisis challenges. Such an approach
contributes to the formation of a new managerial paradigm in which social
responsibility is integrated into core business processes, ensuring a balance
between economic efficiency and societal benefit.

Purpose. The purpose of the study is to provide theoretical justification and
to reveal the essence of socially responsible marketing as a strategic resource of
corporate management, as well as to determine its role in enhancing the
resilience and competitiveness of enterprises under crisis conditions. The
implementation of this purpose involves the systematization of scientific
approaches to the interpretation of socially responsible marketing, the
identification of the relationship between its instruments and the mechanisms of
corporate governance, and the substantiation of opportunities for integrating
socially responsible practices into strategic planning and crisis management of
companies.

Materials and Methods. The theoretical and methodological basis of the
study consists of the works of domestic and foreign scholars devoted to the issues
of socially responsible marketing, corporate social responsibility, strategic
management, and crisis management. The research employed contemporary
publications in peer-reviewed scientific journals, dissertation studies, analytical
reports of international organizations such as the UN, OECD, and the European
Commission, as well as official statistical data provided by the State Statistics
Service of Ukraine. The methodological framework of the study was grounded in
the application of a set of scientific methods. The historical-logical method made

it possible to examine the evolution of the concept of socially responsible

International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2025-9




International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2025-9

marketing and its integration into corporate management. Methods of analysis
and synthesis were used to generalize scientific approaches and to systematize
different interpretations of this phenomenon. Comparative analysis enabled the
identification of the specific features of implementing socially responsible
practices in various business models and organizational structures. A systemic
approach made it possible to determine the place of socially responsible
marketing within the structure of strategic resources of corporate governance.
The case study method was applied to analyze the experience of Ukrainian and
foreign companies that integrate the principles of social responsibility into
marketing activities and crisis management strategies. The use of structural-
functional analysis allowed for the exploration of the mechanisms of interaction
between corporate management and socially responsible marketing in ensuring
business resilience. The combination of these approaches ensured the
comprehensiveness and scientific validity of the results obtained.

Results. The study demonstrated that socially responsible marketing is
gradually transforming from a component of corporate social responsibility into
a strategic resource of corporate management. Its key function lies in the
integration of a company’s economic interests with societal expectations, which
contributes to building stakeholder trust and enhancing the reputational capital
of businesses. The analysis of contemporary scientific approaches confirmed that
socially responsible marketing is not limited to the traditional use of promotional
tools or philanthropic activities but represents a comprehensive system of
strategic actions oriented toward sustainable business development.

It was revealed that under crisis conditions, socially responsible marketing
performs a stabilizing function, as it reduces reputational risks, supports
consumer loyalty, and maintains partnerships even in the face of external threats.
The application of responsibility principles in marketing activities creates the

prerequisites for the long-term adaptation of enterprises to a turbulent
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environment, which is particularly relevant for Ukrainian companies during
wartime and economic instability.

The examination of domestic and international practices proved that the
combination of social responsibility with crisis management ensures higher
efficiency of corporate governance. Companies that integrate ethics,
transparency, and ecological and social responsibility into their strategies
demonstrate greater resilience and competitiveness. A significant role in this
process is played by digital transformation, which opens new communication
channels, enables a rapid response to social challenges, and enhances the
effectiveness of feedback with consumers and communities.

The generalization of the findings indicates that socially responsible
marketing within the corporate management system performs three interrelated
strategic functions: ensuring long-term competitiveness, enhancing the social
legitimacy of business, and strengthening the crisis resilience of companies. This
confirms its role as one of the key resources of corporate governance in modern
conditions.

Perspectives. The further development of research in the field of socially
responsible marketing opens broad opportunities for deepening both the
theoretical and practical foundations of corporate management. A promising
direction is the creation of integrated management models in which socially
responsible marketing is combined with tools of digital transformation,
compliance, and risk management. Such models will enable enterprises to
respond more effectively to crises, minimize reputational and financial risks, and
ensure the adaptability of business models to a turbulent environment.

Another important area is the development of systems for evaluating the
effectiveness of socially responsible practices, particularly through the
introduction of comprehensive sustainable development indicators, ESG metrics,
and digital analytical tools. This approach will contribute to enhancing the

transparency of corporate governance and strengthening stakeholder trust.
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Expanding empirical research also appears to be a priority, focusing on
the impact of socially responsible marketing on the long-term competitiveness of
enterprises across various industries. Particular attention should be given to the
cases of Ukrainian companies operating under conditions of war and economic
instability, as their experience can serve as a valuable foundation for developing
universal models of crisis-oriented corporate management.

Thus, the perspectives for further scientific inquiry lie in designing
comprehensive strategies for integrating socially responsible marketing into the
corporate management system, which will ensure the combination of economic
performance with social value and contribute to shaping a new managerial
paradigm under global and local challenges.

Key words: marketing, corporate management, strategic resource, crisis
management, corporate social responsibility, sustainable development, digital

transformation, competitiveness.

IlocranoBka mpobaemMu. Y  cydacHMX  yMOBax  INIOOQJIbHOI
HECTAOUTbHOCTI, [0 MOCUIIFOETHCS BOEHHUMHU JI1sIMU, EKOHOMIYHUMU KpU3aMu Ta
COLIAJIbHUMH TpaHcpopMmalisaMu, Ol3Hec-cepeoBUIlle (PYHKIIOHYE B YMOBax
MOCTIHHOI HEBM3HAYEHOCTI Ta BHUCOKUX pPHU3HUKIB. TpaauiiiiHi 1HCTPYMEHTH
YIOpaBIiHHSI Ta MapKETUHTY, OpPIEHTOBAHI MEPEBAXKHO HA KOPOTKOCTPOKOBI
€KOHOMIUHI pe3yJIbTaTH, BTPauarOTh €(EKTUBHICTh, OCKUIbBKM HE 3JIaTHI
3a0€3MeUnT JOBrOTPUBAILY CTIMKICTh 1 IOBIpY 3 OOKY CTEHKXOJAepiB. Y LHUX
YMOBaxX 0COOJIMBOTO 3HaY€HHS Ha0yBa€ COLIAIbHO BiJIMOBIAIbHUN MAapKETHUHT,
SAKAWA 1HTErpy€ E€KOHOMIYHI WUl MIJIPUEMCTBA 3 ETUYHUMH MPUHIUIAMU,
COLIIAJIBHOIO BIANOBIAAJIBHICTIO Ta MOTPEOAMHU CYCIIIBCTBA.

Pazom 3 TuM, HaykoBa JiTeparypa Ta yIpaBlIHCbKa MpPaKTUKa
JEMOHCTPYIOTh HEJIOCTATHIO PO3POOJICHICTh MUTaHb, OB’ I3aHUX 13 PO3YMIHHIM
COIIaJIbHO BIJIMOBIAAJIBHOTO MAapKETHUHTY caMe SK CTPaTEeTiuHOr0 pecypcy

KOPIIOPaTUBHOTO MEHEKMEHTY. [lepeBakHa OUIBIIICTh JOCHIIKEHb PO3TISIAE
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HOro sIK IHCTPYMEHT KOMYHIKAIIHOT MOJITUKK ab0 CKJIaJIOBY KOPHOPATUBHOI
COIIaJIbHO1  BIAMOBIJAIBHOCTI, TOMl SIK MOro TMOTEHIan Yy 3MIIHEHHI
AHTUKPU30BOi  CTIMKOCTI, (OpMyBaHHI  pemyTalliHOro  Kamitaay Ta
JOBTOCTPOKOBOI ~ KOHKYPEHTOCHPOMOXXHOCTI ~ MIANPUEMCTB  3AJIMLIAETHCS
HEJJOOLIHEHHM.

BigcyTHiCTh  CcHUCTEeMHMX  MIAXOAIB 10  IHTErpaimii  CoIiajdbHO
BIIMOBIJATLHOTO MAapPKETUHTY Yy KOPIIOPaTUBHI CTPATETrii CTBOPIOE MPOTAIUHY
MDK TEOPETMUYHHMH HAMPAIIOBAaHHSMH Ta MPAKTUYHUMH MOTpedamu Oi3Hecy.
Tomy akTyanbHUM 3aBAAHHSAM € KOMIUIEKCHE JIOCTIKEHHS Oro CyTHOCTI, PoJii
Ta MEXaHi3MiIB peai3allii y CUCTeMi KOPIOPATUBHOIO YIPaBIiHHS, OCOOIMBO B
YMOBaxX KpU30BUX BUKJIUKIB.

AHaJi3 OCTaHHIX AOCTiAAKeHb i myOaikanii. Y BITUYM3HAHIN HayKOBIH
TpajMIii METOJIOJIOTIYHI 3acagd COLIAJBHO BIANOBIJAIBHOTO MAapKETHHTY
(CBM) rpyHTOBHO BUKJIaJIeHI B Aucepraliinomy nociimkenui JI. B. Ko3un, ae
KOHIleNTyani30BaHo eBosoniro CBM, ioro B3aeM03B’S130K 13 KOPIIOPATUBHOIO
comianpHoOl0 BianoBiganbHicTIO (KCB) Ta cramuMm po3BUTKOM, a TaKOX
3alporoOHOBaHO MoJenb ynpasiaiHHa CBM nHa piBH1 mignpuemctBa. I[Ipars
aKIeHTye Ha XxojicTuyHoMy xapaktepi CBM sk cuctemu OanaHCyBaHHS
€KOHOMIYHMX IIUJIeH, moTped CHMOXKUBAauYiB 1 JOBIOCTPOKOBUX CYCHUIBHUX
iHTepeciB [1, ¢. 59—63]. Pesynbratu 11i€i poOOTH € 0a30BUMHU AJIsI MOJATBIIOL
iHTepnperauii CBM He nuile sk KOMyHIKalIiHOT IPAKTUKH, a SIK YIPaBIIHCHKOT
napajaurMu.

CyyacHi MUDKAMCIUIUTIHAPHI JOCHIKEHHS JAEMOHCTPYIOTh pPyX BiA
«xnacuuHoi» KCB no iHTerpoBanux mopeneit, y sskux CBM noennyerbes 3
nu¢poBo0 TpaHcPopMalli€er0 Ta aHTUKPU30BUM MEHEKMEHTOM. 30Kpema,
Muux, [yns0a Ta croiBaBT. OOIpyHTOBYIOTh KOHLENTYaJbHY MOJENb, IO
IHTETpy€ COLiaJbHY BIJAMOBIAANBHICT, HUQPPOBI I1HHOBAII Ta aJaNTUBHI
MapKEeTUHIOBl TMPAaKTHUKUM Ha CTpPATErivHOMYy, TAaKTUYHOMY i omepauiifHOMy

piBHSX ympaBiiHHs. PoOoTa miIKpeciitoe posib €TUKH, KIIEHTOOPIEHTOBAHOCTI U
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data-driven marketing y miACWIEHHI CTIMKOCTI Ol3HeCy B YMOBax BIMHHM Ta
€KOHOMIUHOI TypOyJeHTHocTi [2, ¢. 4-9; 12—14]. Le# migxiag Oe3nocepeaHbo
niarpuMmye TpaktyBaHHs CBM sk cTpaTeriuHoro pecypcy KOpIOpaTUBHOTO
MEHEIKMEHTY.

[TapanenbHO y BITYM3HSIHIM JIITEpAaTypl PO3BUBAETHCS HAMpsM, IO
pO3rIsila€  MApKETUHTOBUN MEHEKMEHT SIK SIAPO CUCTEMH YIPAaBIIHHS
MINPUEMCTBOM 13 HArojoCOM Ha CTpaTeriyHe IUIaHyBaHHS, MapKETHUHIOBI
iHpopMmamiiini  cucremu Ta auBepcudikaiiro. Ilpm 1pOMy  coliaibHa
BIIMOBIJANBHICTh TPAKTYEThCS K CKIAJOBA, IO MIJCUIIIOE JIOBTOCTPOKOBY
KOHKYPEHTOCIPOMOKHICTh 1 OpeHJI-KamiTan (Ha MpUKJIal MPaKTUK MPOBITHUX
kommnanii) [3, c. 874-876; 878—880]. Takuii pakypc 103BOJISIE IHTEPHPETYBATH
CBM He 1i301b0BaHO, a Yy 3B’s311 3 (YHKIIOHAIBHOIO AapXITEKTYpPOIO
KOPIIOPAaTUBHOT'O MEHEKMEHTY.

BaxxiiuBuM JOMOBHEHHSIM J10 I[1€1 ONITUKHU € TOCIT1KEHHS, 10 OB’ SI3YI0Th
CBM i3 BHYTpIIIHIMH YyHOPABIIHCBKUMH MEXaHI3MaMHd — HacaMIlepe[
komrmuiaeicoM 1 HR-menemxmentom. Heckoponp, Ilanamapuyk Ta MilieHko
MOKa3yI0Th, III0 KOMILUIAEHC SIK MOJIETb €()EKTUBHOTO YIPABIIHHS 1 MAPKETUHTY
nepcoHany (opMye €TUYHI paMKH, MIJBUILYE MPO30PICTh 1 TOBIPY, & TAKOXK
3a0e3reuye y3roJKEHICTh MApKETUHTOBUX MPAKTHK 13 KOPIMOPATUBHUMU
IIHHOCTAMHU Ta cTaHmaaptamu moBeaiHka [4, c. 900-903; 904-906]. lle
nigkpimioe Te3y npo CBM gk 1HCTpYMEHT 3HIDKEHHS pemyTaliiHuX 1
PEryJIATOPHUX PU3UKIB Y KPU3OBUX CEPEAOBUIIAX.

Y3arajbHIOIOYH, Cy4acCHUM CTaH HAyKOBUX HamnpamoBaHb
XapaKTepU3y€eThCs:

1. teoperuunoro neritumaiiietro CBM sik mikpoekonoMmiuHoro BTineHHss KCB

1 IPUHIIUITIB CTAJIOTO PO3BUTKY [1];

2. THCTUTYLIOHAJI3AIIE€0 1HTETPOBAHUX MoOJeieH, mo noeanyots CBM i3
uudpoBoro TpaHchopMalli€l0 Ta AHTUKPU30BUM MEHEIKMEHTOM IS

MABUIIEHHS OpraHi3aliiiHoi cTifikocTi [2];
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3. BkmtoueHHssM CBM 10 cucTeMHM MAapKETHHTOBOI'O MEHEIKMEHTY Ta
KOPIIOPATUBHUX cTparterii SIK YHHHUKA JIOBTOCTPOKOBO1
KOHKYPEHTOCHPOMOXKHOCTI [3];

4. migcuieHHAM poii komrutaeHcy W HR sk BHyTpilIHIX HOCIIB €TUYHUX
CTaHJApTIB, 110 3a0e3neuyloTh y3rojkeHictb CBM 13 kopmnopaTUBHUM
yIpaBJiHHIM [4].

BonHowac, mompu CyTT€BUM Mporpec, HEAOCTaTHHLO PO3pPOOJIECHUMU
3aJIMIIAIOTBCS  IHCTPYMEHTH KUIBKICHOTO —OIiHIOBaHHS BHecky CBM vy
AHTUKPU30BY CTIMKICTh 1 KOHKYPEHTOCIPOMOXHICTh, a TaKOX METOJUKHU
inTerpanii CBM y 1uk/in cTpaTeriyHOro MJIaHyBaHHS Ta PU3UK-MEHEIKMEHTY.
Came 111 mporaanHu GOpMYIOTh NEPCHEKTHBY MOAATBIINX HAYKOBUX JOCIIKEHb
y AaHii chepi.

Mertorw crarTi € TEOpeTUYHE OOIPYHTYBaHHS Ta PO3KPUTTS CYTHOCTI
COIIaJIbHO  BIANMOBIAAJIBHOTO MAPKETUHTY SIK  CTPATETIYHOTO  Pecypcy
KOPIIOPaTUBHOT'O MEHEKMEHTY, @ TAK0X BU3HAYEHHS MO0 POJIl Y MiJBUILICHH]
CTIMKOCTI Ta KOHKYPEHTOCIPOMOXKHOCTI MIANPUEMCTB B YMOBaX KpPHU30BUX
BUKJIMKIB. Peanizalnis nocTaBieHOi METH repeadadae CHCTEMATH3aL1I0 HAYKOBUX
MIJIXOAIB 10 TPAKTYBaHHS COIIaJbHO BiAMOBIJAILHOIO MAPKETUHTY, BUSIBIICHHS
B3a€MO3B’SI3KY MDK MOro I1HCTpyYMEHTAaMHU Ta MEXaHI3MaMu KOPIOPATUBHOTO
YOpPABIIHHS, & TaK0XX OOIPYHTYBAaHHS MOXKJIMBOCTEW I1HTErpauli CcoLiaibHO
BIJIIIOBIJIAJIbHUX IPAKTUK Y CTpATEriyHe IUIaHYBaHHS i aHTUKPU30BE YIIPABIIHHS
KOMIMaHISIMHU.

Marepiaau i metoau. TeopeTHKO-METOI0JIOTTYHY OCHOBY JOCIIIJIKEHHS
CTAaHOBJISITH Mpall BITYU3HAHUX 1 3apyODKHUX HAYKOBI[IB, IPHCBSYEHI
npoOJieMaTHIll COLIAJIbHO  BIJAMOBIIAJIBHOTO MAapPKETUHTY, KOPHOPATUBHOI
COIlIaJIbHO1 BIJIMOBIAAIIBHOCTI, CTPATETIYHOTO MEHEIP)KMEHTY Ta aHTUKPU30BOTO
yOopaBiiHHSA. Y mponeci poOoTH Oylno BHKOPHUCTAHO CydacHl MmyOmikauii y
(axoBUX HAYKOBUX BHJIAHHSX, JAUCEPTAIlIHI JOCHIIKEHHS, aHATITUYHI 3BITH

MDKHapOJHUX opraHizaiiid, 3okpema OOH, OECD Tta €Bponelicbkoi KoMmicli, a
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TakoXX O(iliiHI cTaTUCTUYHI AaHl JlepkaBHOI CIyKOM CTATUCTUKU Y KpaiHU.
Metononoris JIOCHIKEHHS TIpyHTyBajlacd Ha 3acCTOCYBaHHI KOMILJIEKCY
HayKOBUX METOJIIB. [CTOPUKO-TIOTTYHUI METO/ 103BOJIMB JAOCIIIUTH €BOJIIOIIIO
KOHLIEMIIi COLIAJIbHO BIAMOBIJAIBHOIO MAapKETUHTY Ta ii IHTEerpaumioo y
KOPIOPAaTUBHHUM MEHEHDKMEHT. 3acO0M aHali3y i CUHTE3y OyJIM BUKOPUCTAHI1 JIJIs
y3arajJbHeHHS! HAYKOBHUX IMIIXO1B 1 CHCTEMAaTH3allli pI3HUX TPAKTYBaHb CyTHOCTI
1nporo sBuina. IlopiBHAIBHMI aHaM3 3a0e3MeYuB MOKJIHUBICTh BHUSBUTH
O0COOJMBOCTI BIPOBAKEHHS COLIAIBHO BIAMNOBIJAIBHUX MPAKTUK Y PIZHUX
0i13HEC-MO/IEeIIAX Ta OpraHizaliiiHuX cTpykTypax. CUCTEMHUH MiAX1] 1aB 3MOTYy
BU3HAUUTH MICLE COLIAJbHO BIJANOBIJAIBHOTO MAapKETHHIY Yy CTPYKTYpl
CTpaTeriyHUX pecypciB KOPHMOPATUBHOIO ympaBiiHHiI. Merton Keiic-crani
3aCTOCOBYBABCSI JUIsl aHAJI3Y JOCBIY YKPAaiHChKHX 1 3apyOIKHUX KOMIIaHiH, sIKi
IHTETPYIOTh TMPUHIMIN  COIIAJIbHOI  BIAMOBIJAIBHOCTI Yy MAapKETUHTOBY
JIIANBHICTE Ta  AHTUKPHU30B1  cTpaTerii. BukopucrtanHsi  CTpYyKTypHO-
(YHKIIIOHATBHOTO aHaNi3y JO03BOJUJIO JOCHIIATA MEXaHI3MHU B3a€EMOIi MIX
KOPIIOPAaTUBHUM MEHEJPKMEHTOM 1 COLIaIbHO BIMOBIIAIbHUM MAapKETHHTOM Y
npoueci 3abe3nedyeHHs cTiMkocTi Oi3Hecy. CyKymHICTh LHX MIAXOMAIB
3a0e3neuymnsia KOMIUIEKCHICTh 1 HAyKOBY OOIpYHTOBAHICTh OTPUMAaHHX
pE3yNbTAaTIB.

Bukinag ocHoBHOro marepiajgy. Y cy4acHMX YyMOBax COL[aJIbHO
BiAnoBigansHuil mapketunr (CBM) nenmani yacriiie po3IUSIAA€ThCS HE 5K
nonoMikHa  (yHKIIS, a SK CTPATeTiyHUM  pecypc  KOPIOPaTUBHOTO
MEHE/UKMEHTy. MOoro CyTHICTh IONISATae B iHTErpallii eKOHOMIiYHHX iHTepeciB
0i3HeCcy 13 CYCHUIbHMMHU OYIKYBaHHSIMHU, IO J03BOjsie (OpMyBaTu [OBIpY,
3MIIHIOBATH pernyTariro Ta 3a0e3reuyBaTu JTIOBTOCTPOKOBY
KOHKYPEHTOCIPOMOXKHICTh MIJIPUEMCTB.

Teopernuni 3acaau CBM 1rpyHTOBHO BHCBITIIEH] y poboTtax JI. B. Ko3un,
7€ HaroJIOLIyeThCcsl Ha MOro XOJICTHYHOMY XapakTepl Ta B3a€EMO3B’S3KY 3

KOPIIOPAaTUBHOIO  COLIQJIbHOK  BIAMOBIAQIBHICTIO 1 KOHIIEMIIEK CTaloro
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po3Butky [1, c. 59-63; 87-88; 150-152]. JocmigHuus NiIKpeCIIoe, 10
COIIaJIbHO  BIAMOBIJATBHUNM MapKeTHHT Mae QopMmyBaTH OajgaHC MK
JOCSTHEHHAM MPUOYTKOBOCTI KOMIaHIi, 3aJJOBOJICHHSIM MOTPEO CIOXKUBAUIB Ta
BpaxyBaHHSM JOBIOCTPOKOBUX 1HTEPECIB CYCILIbCTBA.

HoBiTHI MiXkIuCHUIUTIHAPHI MIAXOAU CBIIYATh MPO T€, M0 €PEKTUBHICTD
KOPIIOPaTUBHOIO YIIPaBIiHHS 3pocTae 3aBisku iHTerpamii CBM i3 nmudpoumu
TEXHOJIOTISIMU Ta aHTUKPU30BUMHU IHCTpyMeHTaMu. Tak, y nociijpkeHHi MHHX,
Hynsbu Ta coiBaBT. OOIPYHTOBAHO KOHIIENTYalIbHY MOJENb, KA IO€EIHYE
COIllaJibHY BIAMOBIAAIBHICTh, UU(PPOBY TpaHchopmalilo Ta aJanTUBHUN
MapKETHUHT Ha PI3HUX PIBHAX YIPABIIHHSI — CTPATEriYHOMY, TAaKTUYHOMY M
onepartiiinomy [2, ¢. 4-9]. ABTOpHU HaroJomyIoTh, 110 CaMe€ Y KPU30BUX YMOBAX
COLIIAJIBHO BIANOBIJAJbHI MPAKTUKU CTAIOTh CTAOLII3YIOUMM YHHHHUKOM,
OCKUIBbKM JOMOMAararTh MIANPUEMCTBAM 30epiraTd JOBIPY CTEUKXOJJIEPIB 1
MIITPUMYBATH CBOIO CTIHKICTb.

BiTun3HsiHI HAyKOBIII TakKOX MIJKPECIIOI0Th, 110 MapKETHHTOBUI
MEHEIPKMEHT Y CUCTeM1 KOPIOPATUBHOI'O YIIPAaBIIHHS HE MOXKE OOMEXYBaTHUCS
JUIIE 1HCTPYMEHTAMM MPOCYBaHHS. 3a JaHUMU AociiKeHHs Cene3HbOoBOi,
KJIIIOYOBY pOJIb Yy 3a0€3MeUeHHI KOHKYPEHTOCIPOMOKHOCTI BIJITPAOTh
CTpaTeriuHe IUIAaHYBaHHSA, MAapKETUHTOBl 1H(OpMAIiliHI CHUCTEMH Ta
nuBepcudikalis, y No€IHaHHI 13 COLIATIbHOO BIAMOBIAANbHICTIO O13Hecy [3]. Lle
CBIIUUTHh Tpo mocTtynoBe mneperBopeHHs CBM Ha HeBig €éMHUN e€leMEHT
CTPaTErivHOr0 KOPIOPATUBHOI'O MEHEKMEHTY .

Ocob6nuBy yBary B CydacHHMX YyMoBax mnpuBepTae 3B’s30k CBM 13
BHYTPIIIHIM cepeioBUIlleM KoMmiaHii — HR-MeHeKMEeHTOM Ta KOMIIIAaEHCOM.
Y mocmimkenni Heckoponp, Ilamamapuyk Ta MilleHKka 3a3Ha4a€eThes, MO
KOMIUIA€HC SIK MOJIeNIb YIpPaBJiHHS IEPCOHAIOM Ta MApPKETUHIOM CIpPHUSE
(hopMyBaHHIO €TUYHUX CTaHAAPTIB 1 MPO30POCTI y AISUTLHOCTI OpraHi3aliii, 1o
Oe3mocepelHbO  KOPEIIoE 3  MPUHIMIIAMUA  COIiaJbHO  BIJMOBIJAIBHOTO

Mapketunry [4, c. 900-903; 904-906]. Lle no3Boisie cTBepmKkyBatu, mo CBM
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Mae JBO€IUHY (YHKIIIO: 30BHINIHIO (B3a€EMOJisl 13 CYCHIIBCTBOM Ta
CIO’KMBauyaMH) Ta BHYTPIMIHIO (MIATPUMKA KOPHOPATUBHOI KYJIBTypH W
CTaHJapTIB MOBEAIHKH).

VY rnobanbHOMY BHMIpI TpaHcdopmallis KOPIOPATUBHOTO YIIPABIIHHS
B110yBa€eThCs il BIUIMBOM KoHIlenii ESG, ska noegHye ekonoriuHi, couiaibHi
Ta YNPaBIIHCHKI aCMEKTU AiSUIBHOCTI KommnaHik. Sk 3aznadae P. M. ['ymrum,
immieMmenTanis ESG-craHnapTiB  CTUMYJIOE  MOIANPUEMCTBA  MiJBUIIYBATH
MpPO30PICTh, AOTPUMYBATUCS ETUYHUX HOPM Ta ¢opmyBaTH He(DIHAHCOBY
3BITHICTh, 10 CTA€ BAXJIMBUM KpPUTEpPIEM [JIsi 1HBECTOPIB Ta I1HIIUX
credkxonaepiB [5, c¢. 69-71]. B ykpaiHChKkuX peamisix Ui TEHICHIIS
aKTyalli3ye€ThCsl Yepe3 HEOOXIAHICTh MiABUIIEHHS JIOBIPU /10 KOPIOPATUBHOIO
CEKTOpY Ta ajanTallli Mi>KHaApPOJIHUX CTaH/IAPTIB YIPABIIHHS.

3 ornamy Ha aHami3 JpKEpel, Y CTaTTi 3alpOlOHOBAaHO aBTOPCHKY
KOHIIENTyaJIbHYy MOJIeNb «TpPUKYTHUK CTpaTeriuHOi ILIHHOCTI COI[aJdbHO
BIIMOBIAAILHOTO MapKEeTUHTY». BoHa TIpyHTyeThCs Ha 1HTErpaimii TpbOX
B32€MOIIOB’ A3aHUX BUMIPIB:

¢ COLIAJBLHOTO — (POPMYBAHHS JOBIPH Ta COLIIAIBHOI JIETITUMHOCTI O13HECY;

e EKOHOMIYHOI'O — 3a0€3MEeUeHHS KOHKYPEHTOCIIPOMOXKHOCTI Ta 3pOCTaHHS
penyTaliifHOro Kamitany;

e QAHTUKPU30BOTO — MIABUIIEHHS CTIHKOCTI Oi3HEc-MoJenel depe3
IHTerpamil0 TPUHIHUIIB BIAMNOBIJAILHOCTI Yy PHU3UK-MEHEIKMEHT Ta
uudpoBy TpaHchopmarliro.

[leHTpaJlbHUM  €JIEMEHTOM  L€i  MOJENl  BHUCTYNA€  COLIAIbHO
BIAMOBIJAIBHUNA MapKETUHT SIK CTpaTEriyHUM pecypc KOpPIOPaTUBHOTO
YIpaBIIiHHS, 1110 TOEAHYE IHHOCTI O13HECY Ta CYyCIUIbCTRA.

Ha puc. 1 npencraBieHo aBTOPChbKY KOHIIENTYaJIbHY MOJIEh « TpUKyTHUK
CTpATEriyHOi IIHHOCTI COLIAJbHO BIJANOBIJAJIBHOTO MAapKETHHIY». BoHa
BiloOpaxkae IHTErpalil0 TPbOX KIOYOBUX BHUMIPIB: COLIAIBHOTO (JOBIpa,

JIETITUMHICTB, B3a€EMO/IIS 31 CTEUKXOJIIEpaMu), €KOHOMIYHOTO
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(KOHKYpPEHTOCIIPOMOXKHICTb, PEMyTaIliiHUN KamiTajl, JOSUIbHICTh KIIIEHTIB) Ta
AHTUKPHU30BOTO (CTIMKICTh, U(POBIZaLlis, pUSUK-MEHEIKMEHT). [{eHTpansHum
€JIEMEHTOM MOJIEJl € COILIaJbHO BIAMOBIJATBHUN MApKETHUHT K CTPATET1UHUIM
pecypc KOPHOPATHUBHOTO MEHEIKMEHTY, 10 MO€JHYE I[IHHOCTI Oi3Hecy Ta
cycnuibcTBa. Taka  iHTerpamiss  J03BOJSE  KOMIAHISIM  3a0e3nevyBaTH

CTaOUIBHICTh, AIANITUBHICTH 1 PO3BUTOK Y KPU30BUX YMOBAX.

CouiasibHUK BUMIp
(noBipa, NeriTUMHICTD,

AIK CTpaTeriyHuMu pecypc

EKOHOMIY AHTUKPUXOBUA BUMIpP
(KOHKypeHTOoC HHderb-HM poBisauin,
penyTauiiHuMM Kanitan) PU3UK-MEeHe O )>XMeHT)

Puc. 1. Moaeab «TpukyTHHK cTpaTerivHoi HiHHOCTI cONiaJIbHO BiANOBIIAJIBLHOIO
MApPKeTHHTY»

Hoicepeno: aBTOpCcbKa po3podka

Kpim Toro, 3ampononoBaHo miaxia 10 omiHku edexktuBHOCTI CBM, skuii
0asyethes Ha iHTerpamii ESG-meTpuk, mokasHUKIB J0sUIbHOCTI KJi€HTIB (NPS,
Customer Lifetime Value) Ta ingukaTopiB pemnyrauiiiHoro kamitany. Lle
J03BOJISIE KIJTbKICHO OLIHIOBATH BHECOK COI1AIbHO BIATIOBIAAIBHOIO MAPKETHUHTY
y CTIMKICTh 1 PO3BUTOK MIANPUEMCTB Ta IHTErpyBaTH HOro y cTpareriyHe

IJIaHYBaHHA.
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TakuM 4YMHOM, aBTOPCHKHUI MIAXiJA PO3IIUPIOE HAYKOBY JHUCKYCIIO,
nponony4u 6aueHHs CBM sik 6araToBUMIpHOTO pecypcy, 3JJaTHOTO OJTHOYACHO
BUKOHYBAaTH CcTaOUII3alliiiHy, IHTErpauiiiHy Ta 1HHOBaUliHY (YHKIii B CUCTEMI1
KOPIIOPAaTUBHOT'O MEHEKMEHTY.

BucHoBKkM i mnepcneKTUBM NOAANBIIMX [J0CHigxkeHb. [IpoBeneHe
JOCJIIIKEHHST 3aCBIIYMIIO, 110 COLIAJIbHO BianoBinanbHuil MapkeTuHr (CBM)
TpaHCPOPMYETHCS 13 YACTUHU KOPHMOPATHBHOI COIIadbHO1 BIAMOBIIAIIBHOCTI Y
CTpaTeriyHuil pecypc KOpPIOPATUBHOIO MEHEIKMEHTY. Woro imrerpamis B
YOPABIIHCBKY CHUCTEMY MiANpUEMCTBA 3ale3neuye (OpMyBaHHS JIOBIpU
CTEUKXOJAEPIB, 3HUKCHHS penyTaiiHux PHU3HKIB, 3MIIHEHHS
KOHKYPEHTOCHPOMOXHOCTI Ta TiJIBUIIEHHS AHTUKPU30BOi CTiMKOCTI Oi3Hec-
MOJENEN.

AHalli3 CydYacHHUX HAyKOBUX MIJXOJIIB TMOKa3zaB, 110 e(eKTUBHE
BrpoBaxkeHHs CBM MoxiuBe nuine 3a yMOBU HOro cuHeprii 3 1udpoBoro
TpaHcopMaIli€r0, pU3UK-MEHEKMEHTOM Ta KOMIUTAEHCOM. Y TaKOMY BUMIAAKY
CBM crae He Jume I1HCTPYMEHTOM KOMYHIKAlid, a ¥ MeXaHI3MOM
JIOBIOCTPOKOBOT'O CTPATErTYHOTO PO3BUTKY KOMIIAHII.

ABTOPCHKUI BHECOK Y TOCTIKEHHS MOJISTae y po3poOili KOHIENTYalbHO1
Mozeni «TpUKYyTHUK CTpaTeriyHoi I[IHHOCTI COLIaJIbHO BIAMOBIIATIBHOTO
MapKETUHTY», sIKa TOEHYE COIIaTbHUN, EKOHOMIYHUM Ta aHTUKPU3OBUN BUMIPH
TSTBHOCTI MIAMPUEMCTBA. 3aMpONOHOBaHAa MOJENb J03BoJsi€ TpakTyBaTu CBM
K OaraToBUMIPHUN pecypc, IO BUKOHYE cTalOuIi3aliiiHy, IHTETpaliiHy Ta
IHHOBalliHY (YHKIIi y KOpPIOpPAaTMBHOMY MEHEMKMEHTi. JlogaTkoBo
chopMOBaHO MiAXiA JO KUIBKICHOI OIIHKU pe3ysibTaTuBHOCTI CBM Ha oCHOBI
noeaHanHa ESG-MeTpuk, 1HIUKATOPIB JOSJIBHOCTI KIIEHTIB 1 IMOKA3HHKIB
pernyTaliifHoro KamiTary.

[lepcrieKTUBH MOJANBIIMX HAYKOBUX JOCHIKEHb TMOJISTalOTh Y
MOrIUOJIEHH] €MIIPUYHUX PO3BIIOK 1070 BIIMBY CBM Ha 1OBrocTpokoBy

KOHKYPEHTOCHPOMOXKHICTh MIJANPUEMCTB Y PI3HUX CEKTOpaXx EKOHOMIKH,
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0COOMMBO B yMOBaX BIMHM Ta EKOHOMIYHOI HeCTaOUIbHOCTI. BaxnuBum
HampssIMOM € TaKOX pPO3POOJICHHS KOMIUIEKCHUX METOJUK OI[IHIOBAHHS
€(EeKTUBHOCTI COIIAJIbHO BIAMOBIIAJIbHUX MApPKETHHTOBUX MPAaKTHK Ta iX
IHTerpamiss y CUCTeMy CTpaTeriuHoro mjaanyBaHHs. [lojmanbiil AOCTIIKEHHS
MOXYTh OyTH 30CEpe/KEHI Ha BHUBYEHHI JOCBIy YKPAiHCHKHX 1 3apyOlKHUX
KOMITaH1# 111010 BipoBakeHHsd ESG-niaxo/iB, a TaKOK Ha CTBOPEHHI raly3€BUX

Mozenelt 3actocyBanHsi CBM y koprnopaTUBHOMY MEHEI>)KMEHTI.
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