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ASSESSMENT OF EXTERNAL DETERMINATIVES
AFFECTING THE FORMATION AND FINANCING
OF MARKETING STRATEGIES IN THE FIELD OF
INFORMATION TECHNOLOGY

ABSTRACT

The purpose of this article is to substantiate the key determinants of the external envi-
ronment, which significantly affect the formation and financing of modern marketing
strategies in the field of information technology. The study analyzes the system of fi-
nancing marketing strategies in the field of information technology in Ukraine. According
to the results of the literature review, the synergistic effect of the influence of determi-
nants on the policy of formation and financing of marketing strategies in the field of
information technology is identified. For this purpose, the method of economic analysis
was used to assess the strength of the relationship between different determinants, the
synergetic method, which revealed a possible group effect on the formation and financ-
ing of marketing strategies. In addition, the method of multiple regression analysis was
used to reflect the influence of factors on the level of financing of marketing strategies
in the field of information technology. The innovativeness of the obtained results is
disclosed through the developed scientific approach to assessing the relationship of cer-
tain determinants in the field of formation and financing of modern marketing strategies
in the field of information technology by identifying the common effect of influence. The
results of the study substantiate the fact that martial law has a negative impact on the
formation and financing of modern marketing strategies in the field of information tech-
nology. The results of the calculations showed that the development of information
technology is explained by significant changes in the external environment. The study
has limitations in the form of taking into account only the field of information technology
and not taking into account other factors that also indirectly have an impact. Prospects
for further research will be aimed at studying the determinants of the post-war period.

Keywords: determinants of influence, marketing strategies, information technology,
influence on the level of funding, state of war

JEL Classification: B26, B22, 031

INTRODUCTION

Marketing policy is a special form of activity that requires a comprehensive and at the
same time integrated approach, allowing the company to obtain the desired socio-eco-
nomic effect. At the same time, marketing as a separate scientific branch has grown
and is constantly being supplemented with new research. It should be noted that one
of the key problems is a strategic approach to marketing activities. The fact is that most
Ukrainian enterprises find themselves in a hyperdynamic external environment, where
change is a normal phenomenon. In such conditions, sustainable forecasting and the
formation of a sustainable development strategy are unlikely.

The dynamic development of the information technology industry and fierce competition
require companies to constantly improve their marketing strategies. This is especially
true for the management of sales channels and innovative activities of companies op-
erating in the information technology market. At the same time, the transformation of
market relations between the main subjects of the IT sector, increasing the competi-
tiveness and efficiency of IT enterprises is directly related to the development of mar-
keting and the internal market. It is obvious that in the context of active processes of
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globalization, digitalization and increased competitive pressure, it is necessary to take special control over the influence of
factors in the marketing environment on production and sales activities and formulate marketing strategies that help
increase the competitiveness of IT products and create conditions for enterprises to enter foreign markets. It should be
noted that the IT sector is unique and has no physical boundaries. An IT company in Ukraine may be geographically
located within the country but will operate, for example, in the French market. This requires a special marketing approach.
At the same time, the process of forming a marketing strategy is influenced by low factors and determinants that determine
the vector of building the strategy itself and even the volume of its financing. The IT sector is no exception, especially
given the conditions of the war that continues in Ukraine. If, for example, before the start of a full-scale war, such Ukrainian
IT companies as GSG-World formed their marketing campaign with a focus on the Russian market, now it is completely
excluded from the strategy. This is just one example, but it demonstrates how various factors can significantly change the
marketing prospects of an IT enterprise. As a result, it is necessary to highlight the most modern determinants that today
influence the formation and financing of marketing strategies in Ukraine.

LITERATURE REVIEW

Today, the issue of forming and financing marketing strategies in the field of information technology is a pressing topic
for scientific research. As noted by Azzam et.al. (2023) today, an effective marketing strategy allows you to sell a product
with any qualitative and quantitative characteristics. However, from our point of view, in order to achieve this, it is neces-
sary to take into account a significant number of factors and determinants. Regarding information technology, an inter-
esting point was made by Gupta, et.al. (2020) that the information technology industry itself is dynamic since the rapid
development of information technologies has caused a reduction in the life cycle of information products (over the past 10
years, the life cycle of information products has decreased by an average of 3 times, (from 3-5 years to 1 year). We also
agree with the opinion of Ginevicius (2007) that it is information technologies in modern marketing that play a key role in
solving strategic problems.

It is appropriate to note Hoffman et.al. (2022) and Kolisnychenko et. al. (2023), whose research confirms that in the
modern world, information technology is increasingly becoming a key element of a successful marketing strategy. With
the rapid development of digital platforms and online tools, approaches to promoting products and services require con-
stant adaptation. Companies that successfully integrate innovative technologies into their marketing strategies have the
opportunity to increase their competitiveness and achieve greater efficiency in their interactions with customers. We agree
with such statements and believe that the world is full of new information technologies and without marketing it is impos-
sible to obtain a socio-economic effect from them today. Bondarenko, et. al. (2020) notes that in recent years in Ukraine,
along with the growing role of marketing, the importance of marketing communications has increased. Marketing commu-
nications provide the opportunity to convey messages to consumers to make a company's products and services attractive
to the target audience. Despite this, their role continues to grow every year. At the same time, most scientists (Nair, 2021;
Kulish, 2023) have come to the conclusion that it is information technology that creates new opportunities for personalizing
marketing campaigns and attracting target audiences. However, the rapid development of information technology is not
the only challenge for marketers: the war in Ukraine and the consequences of the COVID-19 pandemic have left their mark
on the introduction of economic activity. Therefore, as noted by Kryshtanovych et.al. (2022) and Yankovoi (2023) due to
the war, the amount of funding for marketing strategies will be significantly reduced, and information technology will fade
into the background.

In summary, this literature review reflects a wide range of perspectives and research findings, from strategic optimization
and relationship marketing to the integration of advanced technologies such as Al, VR and AR into marketing strategy
formulation. Collectively, these studies highlight the importance of adaptability, technology integration, customer-centric
approaches, and sound financial planning in formulating and implementing effective information technology marketing
strategies.

AIMS AND OBIJECTIVES

The main goal of the article is to substantiate the key determinants of the external environment, which have a significant
impact on the formation and financing of modern marketing strategies in the field of information technology. Our task is
to identify the synergistic effect of the influence of indicators on the policy of formation and financing of marketing strat-
egies in the field of information technology.
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METHODS

The key method of the entire methodology is canonical analysis. This method allows us to assess the strength and nature
of the relationships between various determinants influencing marketing strategies in information technology. At the same
time, this method is classified as a statistical method. Its feature is the understanding of how multiple sets of independent
variables are related to multiple sets of dependent variables. In our context, this allows us to analyze the complex inter-
action of various environmental factors (independent variables) and their influence on the formation and financing of
marketing strategies (dependent variables). In this way, the study will discover certain canonical correlations that, once
obtained, can be used to understand how combinations of external determinants influence marketing strategy. However,
this is not the only method used in the article. Thus, we also used a synergetic approach, which cannot be attributed to
the methods of the so-called “traditional” analysis. The fact is that the method is aimed at the influence of determinants
as a whole, and not separately. Thus, it goes a long way in understanding how the combination of various factors influences
marketing strategies in the IT sector. Using this approach, we seek to identify the synergy between different determinants
- how much their overall effect exceeds the sum of their individual effects. However, in the course of the study, there is a
real need to study the process of how specific determinants influence the level of funding in IT marketing strategies. To
do this, we implement multiple regression analysis.

In our study, multiple regression helps to isolate the impact of each determinant on the financial aspects of marketing
strategies. At the same time, we note the fact that by analyzing the regression coefficients, we can determine the strength
and direction of these effects, offering valuable information about which factors are most influential and how they interact
with each other in the context of information technology strategy marketing finance. It should also be noted that we use
the method of analysis of the combined effect, which consists of studying not only individual or paired interactions but
also examining how the entire set of determinants collectively influences the formation and financing of marketing strate-
gies in IT.

RESULTS

It should be noted that the formation and financing of a marketing strategy today is influenced by a significant number of
determinants of both the external and internal nature of the action. Of course, not all of them have an exclusively negative
impact and are aimed at harming this process, however, due to hyperdynamic changes in the external environment, IT
enterprises are increasingly faced with the negative impact of determinants (including martial law, foreign investment,
official exchange rate, bank lending and external debt). It can be argued that each of the listed determinants has its own
level of influence on what strategic decisions Ukrainian IT companies make today. At the same time, we note that ignoring
such important determinants can lead to a lack of the desired socio-economic effect for IT enterprises. At the same time,
it should be noted that in general most changes (and the catalyst for change are external determinants) may require rapid
changes in marketing strategies, as IT companies may need to adapt to a new set of requirements or constraints. For
example, during martial law, there is a real and significant increase in demand for cybersecurity products and services,
which will require IT companies to adjust their marketing focus accordingly. Not to mention the fact that after the intro-
duction of martial law in Ukraine, we experienced significant changes in the behaviour of most investors. For example,
there has been a massive physical migration of IT businesses (such as GSG-World). The volume of foreign investment and
the official exchange rate are decisive factors. Foreign investment brings capital, experience and often an international
perspective, all of which can significantly improve IT companies' marketing strategies. It is common knowledge that an
influx of foreign investment means increased resources for market research, product development, and good and sophis-
ticated marketing campaigns required for a competitive IT industry. In addition, the exchange rate affects the cost struc-
ture of companies that rely on imported technology or seek to compete in global markets.

We should not forget about lending issues, which are part of the process of financing the marketing strategy of most IT
enterprises. Easy access to credit allows companies to invest more in marketing efforts, from advertising to customer
acquisition. But at the same time, a strong dependence on loans can play a cruel joke and become a real threat to financial
security.

Considering that the introduction of martial law has a significant impact on the formation and financing of marketing
strategies, we, based on canonical analysis, will determine the strength of the relationship between various external indi-
cators that were influenced after the outbreak of war and the level of financing of modern marketing strategies in IT.
Ultimately we got a quantitative estimate. The input data are 7 indicators, divided into two groups: 1) The volume of
expenditures on military defence (an indicator of switching attention to the military industry, and not to new information
technologies), changes in the indicators of the banking system (bank loans and the influencing official exchange rate) on
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the volume of marketing financing, external investment (volume of foreign investment and external debt); 2) the amount
of costs for marketing strategies in the IT field, as well as the level of investment in IT in Ukraine (Table 1).

Table 1. Initial data for analysis, UAH billion.

1 group 2 group
Y Amount of Level of in-
ear Military Volumes of Official ex- External in- expenses for .
. h External debt - vestment in
spending bank lending change rate vestments IT marketing N .
. IT in Ukraine
strategies
2018 4.2 55.1 27.3 21.1 92.1 77.1 131.1
2019 5.4 51.4 26.1 25.2 80.4 110 153.9
2020 5.9 44.1 26.9 29.2 83.2 188.1 155.5
2021 6.1 32.1 27.3 32.1 69.6 122.3 199.7
2022 44 38.2 33.1 28.1 149.5 68.3 150.5

The determinants we identified for our analysis, in our opinion, will best reflect the external environment of the functioning
of IT enterprises today. At the same time, the internal aspects should be investigated in future works. Let us note that the
first group includes determinants that are extremely important in the context of how the rethinking of the financial and
economic security of Ukraine changes in wartime conditions. This should be understood when building a marketing strat-
egy, even at the micro level. On the other hand, the second group of indicators is focused directly on the IT sector and
includes expenses on marketing strategies and investments in IT in Ukraine. Exploring possible connections allows to make
the right strategic decisions. Thus, the selected indicators provide a comprehensive framework for assessing the complex
interaction between wartime conditions, economic dynamics and marketing strategy formulation in the IT industry.

The second group includes costs for the following three types of marketing strategies:

Content marketing. Content marketing is a strategic marketing approach aimed at creating and distributing valuable,
relevant and consistent content to attract and retain a clearly defined audience and ultimately generate profitable revenue
from customers. This type of marketing includes blog posts, white papers, case studies, infographics, videos, etc. However,
we believe content marketing is popular because it can be relatively cost-effective compared to traditional advertising
methods and has the potential for long-term impact.

Search engine optimization (SEO). SEO is the process of optimizing a website to improve its visibility on search engine
results pages (SERPs). This includes both on-page and off-page tactics to increase organic traffic. SEO is popular because
it can generate consistent, high-quality website traffic over time without the ongoing expense of paid advertising. An SEO
budget can include costs for keyword research, website optimization, content creation, link building, and ongoing
monitoring and adjustments.

Social media marketing. According to statistics, every day 95% of all Internet users go to social networks and, in particular,
discuss products, companies, and services, and share their thoughts and impressions. However, the form of financing
includes costs for content creation, paid advertising campaigns, social media management tools, tracking analytics, and
hiring social media specialists or agencies.

Canonical analysis helps determine which environmental factors cause changes in another group, allows you to analyze
subgroups of variables and identify cause-and-effect characteristics. To carry out the analysis, the statistical package
Statistica 10 was used (Table 2).

Table 2. Chi-square tests with distant successive roots.

Chi-square tests with distant successive roots

Root R R-sqr Chi-sqr df p Lambda Prime
0 0.89 0.79 35.4 10 0.001 0.109
1 0.68 0.46 9.8 4 0.044 0.54
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In the context of Chi-square tests with distant serial roots, the following terms are commonly encountered:

1. Root. This is the original variable analyzed in the Chi-square test. It represents analyzed data or categories that are
tested for relationship or independence.

2. R mathematically stands for correlation coefficient. Moreover, it can be indicated by other symbols, but we adhered
to the classical approach. In the context of Chi-square tests, R indicates the strength of the relationship between
observed and expected frequencies.

3. R-square (R-sqr). R-squared is also known as the coefficient of determination. It quantifies the proportion of variation
in a dependent variable (expected frequencies) that is explained by the independent variable (expected frequencies)
in a Chi-square test. This indicates the degree of fit of the model to the data.

4.  Chi-square (Chi-sqgr). Chi-sgr (x2). This is essentially what is called a statistical test. It measures the degree of
discrepancy between observed and expected frequencies in categorical data. It evaluates whether there is a
significant relationship between the variables or factors being analyzed.

5.  Steps of freedom (df). It should be noted here that in the context of Chi-square tests, df is calculated as the difference
between the number of categories or levels of variables minus 1 that are analyzed.

6. P-value (p). In Chi-square tests, the p-value indicates the level of significance of the relationship between variables
or factors. A low p-value suggests that the observed association is unlikely to have occurred by chance.

7. Lambda Prime (A"). Represents the so-called degree of association and indicates the strength of the relationship
between variables. Lambda Prime ranges from 0 to 1.

According to Table 3, the canonical correlation between the two sets of variables is 0.9, indicating a strong relationship
between them. The Chi-square value of 35.4 at a significance level of p < 0.05 confirms the statistical significance of the
correlation coefficient R. The canonical root R2 with a value of 0.79 indicates the high adequacy of the developed model.

Table 3. Results of canonical analysis.

N=21
Canonical R: ,89
Chi(10)=35,4 p=,0001
Left group Right group
No. 5 2
Variability 34.4% 100%
Total 24.6% 64.1%
Variables:
1
2
3
4
5

“The Total Redundancy Given Another Set” metric shows that changes in the left group explain 64.1% of the changes in
the right group, while the inverse relationship accounts for only 24.6%. Thus, this model is dominated by the second
group, with 61.1% of its variance explained by external factors such as the shift to military spending, bank loans, exchange
rates, external debt and foreign investment. This interaction of several elements of the system, leading to changes in
quantitative indicators, is called the synergistic effect. This information suggests that external factors play a significant role
in shaping financing and marketing strategies, with the financing performance of marketing strategies varying widely and
being predominantly influenced by external determinants. Understanding these relationships can help make informed
decisions on financial and marketing strategies in response to changes in external economic conditions. It represents a
situation where the combined effects of two or more interacting factors exceed the effect that would be expected from
each factor separately. It is now important to examine how changes in these components affect the development and
financing of marketing strategies in a country (Table 4).
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Table 4. Results of multiple regression analysis. Note: *Option 1 group; Beta. Standardized coefficient (also known as standardized beta coeffi-
cient); beta version Std. Err. standard error of the standardized coefficient; B. Unstandardized coefficient (also known as raw coefficient or regression
coefficient); Std Err of B. Standard error of the nonstandard coefficient; those. t-value (t-statistic); p-level: p-value or level of significance.

Beta Std.Err of Beta B Std Err of B t p-level

Intercept 214.5 49.4 4.35 0.006
Var 1* 0.11 0.24 0.41 0.94 0.44 0.66
Var 2 -0.25 0.27 -0.49 0.53 0.092 0.37
Var 3 0.83 0.33 2.8 1.15 2.5 0.026
Var 4 -0.94 0.36 -1.16 0.43 -2.65 0.019
Var 5 -0.59 0.23 -2.2 0.8 -2.5 0.24

Using the method of multiple regression analysis, it was determined to what extent the dependent variable (the level of
financing of the marketing strategy) changes in comparison with changes in individual factors. It also determines which of
these determinants have a statistically significant influence and the nature of this influence (positive or negative). The R2
coefficient of determination of 0.47 indicates a moderate relationship but confirms its existence. The statistical significance
of the regression parameters was assessed using Student's t-test, comparing the calculated t value with the table value at
a given significance level and number of degrees of freedom. If the calculated t value exceeds the table value, the differ-
ence between the group means is considered statistically significant. With 19 degrees of freedom (n-1) and a significance
level of 0.05, the critical t value is 2.07 (Figure 1). However, given that these determinants have previously been found to
influence the amount of funding for marketing strategies, we decided to retain all factor variables in the model. Thus, we
obtain the multiple regression equation (1):

Y = 215,1 + 0,42Varl - 0,48Var2+ 2,83Var3— 1,2Var4- 2,3Var5 (1)

Normal Probability Plot of Residuals
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Figure 1. Normal probability plot of regression analysis.

It should be noted that the normal distribution graph does not show significant deviations, which confirms the adequacy
of the model. Thus, the analysis of model (1) allows us to formulate the following conclusions regarding the influence of
external determinants on the level of financing of modern marketing strategies in Ukraine:

1. Thereis an inverse relationship with the second factorial characteristic; if the volume of provided bank loans increases
by 1% of the total volume of gross loans, the level of funding will decrease by 0.49%;

2. Thereis a directly proportional effect in terms of the dependence of the official exchange rate on the level of financing,
namely by 2.82%;
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3. If attention to military affairs increases, the amount of funding for marketing strategies in the field of information
technology will decrease.

DISCUSSION

It should be noted that our study provides a detailed understanding of the factors influencing marketing strategies in the
IT sector, especially in the Ukrainian context. However, at the same time, it is necessary to highlight the key differences
in the results of the study to emphasize its relevance and scientific novelty. To do this, you should compare them with
similar ones in this direction. Thus, Prokopenko et.al. (2023) and Theodoridis (2019) modelled how to optimize the use of
digital tools, especially artificial intelligence, in marketing strategies. However, digital technologies and the specification of
information technologies that should be used to formulate marketing strategies are one type of resource provision. In our
opinion, financial resources play a big role. In this context, an interesting study by Bivainis et al. (2013), in which modelling
of the influence of various factors on the formation of a marketing strategy and the amount of its financing was formed,
but at the same time the specifics of information technology and the modern external environment were lost.

Note that there are a number of studies assessing the level of marketing attractiveness (Saher, et.al., 2020) and marketing
activity as such (Ginevicius, et.al., 2013; Cheng, 2018), where a specific budget and strategies are selected. But at the
same time, all this depended on internal processes and an extremely narrow list of indicators.

Note that the methods of synergy, segmentation and canonical analysis are not a unique phenomenon inherent exclusively
to our study. Viselgaité, (2011) and Wedel et al. (2020) demonstrated their effectiveness in their own studies using the
solution. However, we have used this combined approach as an innovative method in shaping and financing marketing
strategies. At the same time, we note that the assessment of the influence of a number of factors on marketing strategy
is also observed in many modern works, for example, Alaoui, (2019) and Arsenijevic, (2019). Here it should be noted the
importance of regional characteristics and the fact that the hyperdynamic nature of the environment dictates the need to
constantly identify new determinants.

Let us highlight the more significant results of our study (Table 5).

Table 5. Main results of the study.

Ne Results Characteristic

One of the main results of the study is the identification of the most important external determi-
nants that significantly influence the formation and financing of marketing strategies in the IT
sector. These include economic reasons, technological configurations, political conditions and
sociocultural trends. More importantly, the study highlights the synergistic effect of these deter-
minants, meaning that their combined impact is more significant than the sum of their individual
effects. This understanding is vital to developing effective and sustainable marketing strategies
that can adapt to a complex and changing external environment.

Identifying key external determinants
and their synergistic effects

The conducted research concerns the conditions of martial law in Ukraine, therefore its peculiar-
ity is the consideration of this factor as one of the determining factors in the formation and fi-
nancing of IT marketing strategies. This is an aspect of an extremely important paradigm of
how various types of real and concrete political and social unrest can disrupt not only the imme-
diate operational aspects of an IT business but also long-term strategic planning in marketing.

The impact of war on IT marketing
strategies

The study also notes the importance of using advanced analytical techniques such as canonical
analysis and multiple regression analysis to understand and evaluate the relationships between
different determinants. This methodological approach allows for a more complete and detailed
understanding of how different factors influence financing and the development of marketing
strategies. The innovation of this approach lies in its ability to quantify and model the complex
interaction of factors influencing marketing strategies in the IT sector, providing a more robust
basis for strategic decision-making.

The role of advanced analytical meth-
ods in strategy formation

Our research adds to the existing body of knowledge by providing a detailed analysis of the determinants influencing the
formation and financing of IT marketing strategies, especially in challenging environments such as Ukraine. It reiterates
and expands on themes outlined in the identified literature, highlighting the complexity and multifaceted nature of mar-
keting strategy development in the fast-growing IT sector.

CONCLUSIONS

To summarize, we note that with the deepening integration of information technologies in all areas of business, an im-
portant question arises about their impact on marketing strategies. Growing data volumes, changes in consumer behaviour
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and high levels of competition are challenging traditional marketing methods, requiring attention to analyzing trends and
identifying problems. At the same time, as a result of a full-scale invasion, the situation in the information technology
market has changed significantly and this requires a new approach to both the system for assessing the formation of a
marketing strategy and its financing. The study substantiates the key determinants of the external environment that
significantly influence the formation and financing of modern marketing strategies in the field of information technology.
At the same time, we are clearly aware that the list we propose is not exhaustive and may be supplemented or even
changed in the future. However, this does not have a significant impact on obtaining the results of the study, since the
task was to analyze the identification of the synergistic effect of the influence of determinants on the policy of formation
and financing of marketing strategies in the field of information technology.

The results obtained are well reflected using multiple regression analysis, which we use to reflect the influence of factors
on the level of financing of marketing strategies in the field of information technology. One of the results of the conducted
analysis was the determination of the extent to which the dependent variable (the level of funding for the marketing
strategy) changes in relation to changes in specific determinants presented in Table 1. Additionally, corresponding conclu-
sions were drawn regarding the impact of external determinants on the level of funding for modern marketing strategies
in Ukraine based on the analysis results. However, it should be noted that in the future, internal determinants and factors
that affect the funding of the marketing strategy should be selected.
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Miwenko /., MonHap O., lNasrosa O., lTonrasceka O., bocak A., byreya H.

OUIHHOBAHHSA 30BHILWHIX AETEPMIHAHTIB BIJinBY HA ®OPMYBAHHA TA ®IHAHCYBAHHA
MAPKETUHIOBUX CTPATEIW Y LAPMHI IHGOPMALIIMHUX TEXHOJIOI I

MeToto Liboro A0CNIAXKEHHS € 06r'PYHTYBAHHS K/TIOHOBUX AeTEPMiHaHTIB 30BHILLIHLOIO CepeoBMLLa, L0 CYTTEBO BMNIUBAOTh
Ha hopMyBaHHS 11 hiHAHCYBaHHS Cy4acHUX MapKETUHIOBMX CTpaTerii y uapwHi iHcbopMauiliHux TexHonorii. Y poboTi npo-
aHani3oBaHo cucTeMy (iHaHCyBaHHSI MapKETUHIOBUX CTpaTeriit y LiapuHi iHbopMaLiiHUX TexHosorii B YkpaiHi. 3a pe3ynb-
TaTaMu ornsay nirepatypu, iAeHTUGIKOBaHUI CUHepreTUUHMIA edeKT BMMBY AETEPMIHAHTIB Ha NONITUKY (OPMYBaHHS Ta
(hiHaHCyBaHHS MApPKETUHIOBKX CTpaTerii y LapuHi iHbopMaLUiiHUX TeXHONOri. s LbOoro BUKOPUCTAHO METOA KaHOHIY-
HOro aHanisy Ans OUiHIOBaHHS CUIN B3aEMO3B'A3KY MK PiI3HUMKM AeTepMiHaHTaMW; CUHEPreTUYHOro MeToay, O BUSIBUB
MOXNUBUIA rPyroBui ecbekT BMMBY Ha OPMyBaHHS I (iHAHCYBaHHS MapKETUHrOBKX cTpaTerii. OkpiM Lboro, BUKOpPUC-
TaHO METoA MHOXWHHOMO PerpecinHoro aHanisy Ans BifobpaXkeHHst BNMBY (hakTopiB Ha piBeHb (iHaHCYBaHHA MapKeTK-
HFOBMX CTpaTerin y uapuvHi iHpopMauiiHMX TexHonorik. IHHOBaUIMHICTb OTpUMaHMX pe3ynbTaTiB pO3KPUBAETLCS Yepe3
po3po6ieHNIn HayKOBUIA Miaxia LWOAO OLIHIOBAHHS B3AEMO3B'S3KY BM3HAUYEHUX AETEPMIHaHTIB Y cdepi dpopMyBaHHS 1 di-
HaHCYBaHHS Cy4aCHUX MapKeTUHIOBMX CTPATErii y LapuHi iHhopMaLiiHUX TEXHOSONI LWASXOM BUSIBNIEHHS CMiNbHOMO ede-
KTy BAMBY. Pe3ynbTaTit AOCNIKEHHS 0BrPyHTOBYIOTb TOM (haKT, WO BOEHHMWIA CTaH HEraTUBHO BM/IMBAE Ha (DOPMYBaHHS
Ta (piHaHCYBaHHSI Cy4aCHUX MapKETUHIOBMX CTPATErii y LapuHi iHpopMauiiH1X TeXHoNOriN. Pe3ynbTaT 0buMcneHb noka-
331K, WO PO3BUTOK iH(OPMaLIMHMX TEXHOSONA MOSACHIOETLCS CYTTEBMMM 3MiHAaMW B 30BHilLIHbOMY cepedoBuLli. docni-
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[DKEHHS MaE 0OMEXEHHS Y BUrNSAI BpaxyBaHHS NuLLE LapuHKM iHPOpMaLiiHUX TEXHONOTIN 1M HeBpaxyBaHHS iHLWMX (aKTo-
piB, SiKi onocepeaKoBaHO TakoX MatoTb BnMB. lNoganblli gocnifaXeHHs 6yayTe CnpsiMOBaHi Ha BUBYEHHSI AETEPMIHAHTIB
NOBOEHHOI0 Yacy.

KnrouoBi cnoBa: paeTepMiHaHTW BMAMBY, MapKETWHroBi cTpaTerii, iHhOpMaUiliHi TexHOMorii, BNAMB Ha piBeHb
(hiHaHCyBaHHS1, BOEHHUIA CTaH
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