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The influence of social networks and psychological
mechanisms on consumer behaviour
in the era of digitalisation

Abstract. Social media platforms in the digital era have become the main tool for influencing
consumer behaviour, integrating informational, emotional and social influences that transform
the decision-making process through psychological mechanisms. The relevance of analysing
these processes is growing in the context of a hyper-competitive environment and accelerated
digitalisation. The aim of this study was to identify systemic patterns of interaction between social
networks and psychological triggers that determine the dynamics of consumer choice, as well as
to identify strategic marketing opportunities and potential risks arising from the fundamental
digital transformation of business ecosystems. The work used an interdisciplinary methodological
approach that synergistically combined content analysis of scientific sources, statistical data from
leading international marketing agencies, methods of comparative analysis, systematisation and
theoretical generalisation, which allowed for a comprehensive examination of the phenomenon
of the influence of social networks on consumer behaviour. The results of the study showed that
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The influence of social networks and psychological mechanisms...

modern user behaviour is largely shaped by algorithmic content personalisation (increasing
relevance by up to 70%) and cognitive biases (90% of consumer decisions are made under the
influence of sensory and cognitive triggers). Over 70% of users have a positive perception of brands
on social media. User content influences 80% of consumer decisions and increases conversion
by 29%, while influencers strengthen trust in brands among 69% of consumers. However, a
closed information environment reduces critical perception. Contradictory consequences have
also been identified: an increase in impulsive purchases alongside an increase in reputational
risks. Social networks function as a multifunctional ecosystem space where marketing practices,
communication strategies and psychological influence at the subconscious level are synergistically
combined. For business structures, this opens up strategic prospects for the implementation of
personalised marketing strategies, but requires systematic risk management and a balanced
approach between algorithmic efficiency and transparency in interactions with consumers. It
has been proven that competitive advantages will be gained by brands that strategically integrate
technological innovations with authenticity and social responsibility. The practical significance
of the article lies in the possibility of using the research results to develop scientifically sound
marketing strategies that take into account the psychological mechanisms of social media
influence and predict behavioural trends in the digital consumer space

Keywords: digital marketing; neuromarketing; personalisation; cognitive biases; gamification;

influencers

INTRODUCTION

The information and digital revolution has rad-
ically transformed the behaviour of modern
consumers, with social platforms becoming the
dominant factor influencing consumer pref-
erences. Technological progress and changes
in communication paradigms have contribut-
ed to the emergence of social networks as the
main channel for influencing consumers, which
companies actively use to implement product
promotion strategies in the market in order to
optimise economic results. In contemporary
conditions, consumers make purchasing deci-
sions not through the prism of their own practi-
cal experience or traditional advertising, but are
guided by the collective opinion of other users,
rating systems, reviews and viral content, which
fundamentally transforms the architecture of
market relations. Social networks act as genera-
tors of current consumer trends and determine
behavioural patterns, forcing business struc-
tures to adapt to evolving market dynamics. The
study of cognitive distortions and personalisa-
tion through algorithms, together with emo-
tional and psychological factors, is becoming
methodologically important for understanding
the evolution of consumer practices in the era
of digitalisation of the economy and for creating
valid predictive models.

(o

The growing importance of digital technol-
ogies and social networks in the daily lives of
consumers has stimulated scientific research in
this critically important area by leading experts.
A. Asanova et al. (2022), having studied the mod-
ification of mechanisms influencing consumer
behaviour and the development of new market-
ing strategies in the digital space, formulated a
well-founded conclusion that modern business
models based on digital technologies not only
revolutionise methods of communication with
customers, but also determine the prospects
for the formation of long-term competitive po-
sitions of companies in the global economy.
Among the key strategic advantages of social
media marketing, researchers Y. Dwivedi et
al. (2021) pointed to such critically important
elements as: content personalisation; expan-
sion of analytical tools and interactive func-
tions; targeted and remarketing technologies.
The study by S. Shantatula et al. (2024) proves
the significant impact of UGC (user-generated
content) and strategic partnerships with influ-
encers on the effectiveness of marketing com-
munications. These tools enable businesses to
optimise the effectiveness of communication
processes and improve marketing approaches
in a comprehensive manner. In addition to the
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above, the potential for instant interaction, viral
characteristics of content, the creation of online
communities, and accurate metric assessment
of the effectiveness of digital marketing initia-
tives should be taken into account, which opens
up new horizons for economic development.

As for neuromarketing studies, the research
by I. Ponomarenko et al. (2021) empirically veri-
fied the fundamental proposition that the dom-
inant share of consumer choices is made at the
subconscious level under the influence of sen-
sory and cognitive stimuli, which is of funda-
mental importance for understanding market
behaviour patterns. For example, research by
PD. Balki et al. (2025) proved that colour choic-
es, the temporality of information presentation,
and the sound design of advertising materials
directly influence the emotional perception of
a brand before a rational assessment of prod-
uct attributes takes place, which correlates with
the principles of behavioural economic theory.
K. Cherry (2023) emphasised that the analysis of
cognitive distortions, in particular the anchoring
effect - a phenomenon where a person relies too
much on initial information (anchor) when mak-
ing decisions, regardless of its relevance or ran-
domness, which directly correlates with market
pricing mechanisms. R. Fernandes (2023) em-
phasised in his works the significant economic
impact of confirmation bias on consumers - the
tendency to prefer information that confirms
existing beliefs, while systematically ignoring or
rejecting conflicting facts, which generates in-
formation asymmetries in the market environ-
ment. Research by L. McLaughlin (2024) demon-
strated the growing relevance of the social proof
effect - a phenomenon where individuals inter-
pret the behaviour or decisions of those around
them as socially correct and use them as a guide
for their own actions, which provokes cascading
effects in consumer practices.

Contemporary researchers are particular-
ly interested in analysing the phenomenon of
FoMO (fear of missing out) - the psychological
“fear of missing out on an opportunity”. A study
by T.CT. Dinh § Y. Lee (2025) proved that FoMO
intensifies the influence of social platforms on
user behaviour patterns and stimulates spon-
taneous purchases. A significant number of
scientific works also emphasise the economic
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value of influencers and user-generated con-
tent (UGC), which, as shown by L. Romero-Rod-
riguez & B. Castillo-Abdul (2023), enjoys greater
consumer trust than traditional advertising and
contributes to increased conversion while re-
ducing transaction costs. In this context, FOMO
acts as a factor that encourages consumers to
actively engage with UGC, creating a self-rein-
forcing engagement effect.

Thus, existing scientific research reveals
the multifactorial and systemic nature of the
influence of social networks and psychologi-
cal mechanisms on consumer practices, which
highlights the critical need for further interdis-
ciplinary study of these processes in the modern
digital context, especially given the exponential
dynamics of technological development and
the growing role of social platforms in every-
day consumer life and the formation of market
structures. The aim of the study was to deter-
mine the systemic impact of social networks and
psychological mechanisms on the processes of
economic choice of consumers in the context of
digital transformation, as well as to outline stra-
tegic prospects and potential threats to business
development in the context of fundamental
changes in consumer behaviour and the forma-
tion of a new paradigm of the digital economy.

MATERIALS AND METHODS

The methodological framework of the study was
based on an interdisciplinary approach that
synthesises the conceptual foundations of mar-
keting, consumer psychology, neuroeconom-
ics, and digital analytics. The main theoretical
constructs are “‘consumer behaviour”, “social
networks”, “neuromarketing”, “cognitive biases”,
“FoMO” (Fear of Missing Out), and “algorithmic
personalisation,” which are conceptualised as
fundamental determinants of the digital trans-
formation of the consumer market in a glo-
balised economy.

The empirical basis of the study is built
on the systematisation of open statistical data
from leading international analytical and mar-
keting agencies: Statista (n.d.), Grand View Re-
search (n.d.), Maximize Market Research (n.d.).
For the Ukrainian economic system, data from
the Digital 2025: Ukraine report (Kemp, 2025)
was analysed. The analysis covers actual
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indicators for the period 2022-2024 and fore-
cast indicators for the period 2025-2030, which
allows to identify and extrapolate current trends
in the influence of social networks on consum-
er patterns. In addition, a body of contemporary
scientific research in the field of behavioural
economics and neuromarketing for the period
2020-2025 was reviewed. The study was based
on the works of foreign and Ukrainian scientists,
in particular H. Pane et al. (2024), I. Ponomaren-
ko et al. (2024), R. Gupta (2025).

An integrated methodology combining
quantitative and qualitative analytical ap-
proaches was used to collect and process empir-
ical data, in particular: content analysis of scien-
tific and practice-oriented sources in the field of
digital marketing and behavioural psychology;
statistical analysis, which included a study of
the dynamics of digitalisation processes and a
comparative assessment of the pace of develop-
ment of advertising markets in different nation-
al economies; comparative analysis of the spe-
cific characteristics of the influence of leading
social platforms (Facebook, Instagram, TikTok)
on the formation of consumer preferences and
purchasing decisions. The study also introduced
the case method as a tool for qualitative analysis
of business practices. The experience of leading
international companies, in particular McDon-
ald’s (n.d.), Starbucks (n.d.), Netflix (n.d.), Spoti-
fy (n.d.) and Nike (n.d.), which actively implement
algorithmic personalisation, FOMO strategies
and gamification elements, which allowed for
a deeper understanding of the specifics of the
impact of digital technologies on consumer pat-
terns. The analysis of their experience provided
an opportunity to trace the relationships be-
tween theoretical models and practical results,
as well as to identify the factors of success and
determinants of failure in the implementation
of innovative marketing tools.

The study provides a theoretical generalisa-
tion of the results of neuromarketing approach-
es (eye-tracking, associative tests, cognitive
biases), which made it possible to interpret the
mechanisms of influence of sensory and cogni-
tive stimuli without their direct use as primary
data collection tools. To improve the structure
and systematisation of the results obtained, the
main digital and psychological tools of influence

©

were summarisedin tabular format, which made
it possible to clearly outline their content, po-
tential for business application and identify as-
sociated risks. The comparative advantage of the
chosen methodology is the synergistic combi-
nation of quantitative and qualitative approach-
es, which provides a comprehensive and sys-
tematic analysis of the phenomena under study.
Methodological limitations associated with the
use of secondary data were compensated for
by involving multiple independent sources and
cross-validating the results to increase the reli-
ability of the analytical conclusions. Despite the
lack of opportunities to conduct own neuromar-
keting experiments, the applied methodological
framework allows to form a systematic under-
standing of the transformational processes of
consumer behaviour under the influence of so-
cial networks and psychological mechanisms, as
well as to generate relevant conclusions for the
Ukrainian business environment.

RESULTS AND DISCUSSION

The modern global web marketing market shows
clear signs of exponential growth, reflecting
fundamental changes in consumer behaviour
and the technological landscape. According to
Maximize Market Research (n.d.), in 2024, the
market capitalisation of this segment reached
USD 46214 billion, which is only the starting
point of a rapid development trajectory. Fore-
cast models indicate the possibility of reaching
a market volume of USD 1,404.88 billion by 2032,
corresponding to an average annual growth rate
of 14.91% over the forecast period. This dynamic
is particularly relevant in the context of the rapid
digital transformation of the consumer experi-
ence and the evolution of communication tech-
nologies. Itis worth noting that the most dynamic
development is observed in the social media ad-
vertising segment, which is due to the conver-
gence of several key factors: exponential growth
in the number of Internet users on a global scale,
revolutionary improvements in algorithmic tar-
geting mechanisms, and a dramatic increase in
the strategic importance of online interaction for
brands seeking to build deeper and more person-
alised connections with their target audiences.

Analytical forecasts presented by the lead-
ing research organisation Statista (n.d.) indicate
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that spending on social media advertising will
reach USD 27598 billion in 2025. Moreover,
the average annual growth rate for the period
2025-2030 is expected to be 11.71%, allow-
ing the global market volume to expand to
USD 480.07 billion by the end of the decade. In
geographical terms, the United States remains
the leader, with more than USD 103 billion in
advertising investment projected for 2025. This
dominance reflects not only the scale of the
American consumer market, but also its tech-
nological advantage in digital platforms and
innovative advertising solutions. Particularly
significant is the fact that 82.9% of these ex-
penditures, according to Statista (n.d.) forecasts,
will be generated through mobile devices, con-
firming the irreversibility of the conceptual shift
towards a mobile-oriented user experience. This
trend reflects a fundamental transformation in
consumer behaviour, where smartphones and
tablets have become the main points of contact
between brands and their audiences.

Modern advertising in the digital environ-
ment is characterised by the increasingly inten-
sive use of advanced algorithmic systems and
machine learning technologies for audience
targeting. This technological evolution leads to a
significant increase in the effectiveness of adver-
tising campaigns and a qualitative improvement
in the level of interaction with target consumer
segments. In this context, social networks func-
tion as a powerful multiplier tool for business
structures of various sizes, providing the oppor-
tunity to simultaneously reach potential cus-
tomers and maintain the loyalty of the existing

FACEBOOK
YOUTUBE
INSTAGRAM :
WHATSAPP :
TIKTOK :
WECHAT |
TELEGRAM
X/TWITTER 61‘1
PINTEREST 498

1,343

1,000
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customer base. According to Maximize Mar-
ket Research (n.d.), the average American adult
spends more than two hours a day interacting
with social media content, and over 70% of us-
ers report a positive experience interacting with
brands in the digital space, which plays a strategic
role in stimulating e-commerce and online sales.

Leading social platforms, including Face-
book, Instagram, Pinterest, TikTok, Twitter,
and other mega-platforms with billion-strong
audiences, demonstrate a unique ability to in-
stantly and scalably disseminate information
among segmented target audiences. Statistics
from the Maximize Market Research portal (n.d.)
on the American market illustrate the depth of
these platforms penetration into marketing
strategies: 99% of digital marketers actively use
Facebook to promote their brands and prod-
ucts, 97% use Twitter, 69% integrate Pinterest
into their campaigns, and 59% actively work
with Instagram as their primary communica-
tion channel. The chart in Figure 1 illustrates
the penetration level of leading social platforms
in marketing strategies in 2025. The indicators
reflect the share of each platform’s use in mar-
keting activities, allowing to assess their popu-
larity and strategic value in the modern digital
environment. The global reach of users aged 18
and older by social media advertising, according
to Cropink (2025), is shown in Figure 1. The fig-
ures reflect the global significance of the leading
platforms and show how brands allocate their
advertising budgets according to the size of their
audience. Facebook, YouTube and Instagram re-
main the global leaders.

3,065
2,504
2,000
2,000

2,000 2,500 3,000 3,500

(million, persons)

Figure 1. Number of active users reached by advertising on social media worldwide

Source: compiled by the authors based on Cropink (2025)
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These indicators reflect not only the techni-
cal capabilities of platforms, but also the evolu-
tion of consumer expectations for personalised
and contextually relevant content. At the same
time, the total number of social media users in-
volved in the advertising ecosystem is expected
to reach 6.61 billion, representing an unprece-
dented scale of global digital audience (Statis-
ta, n.d.). An analysis of Ukraine’s national digital
space also demonstrates an extremely high level
of technological and social adaptation to digital
communication technologies. According to the
international analytical resource DataReportal,
as of early 2025, the digital space in Ukraine is
characterised by almost total coverage of the
population: 82.4% of the population, or approxi-
mately 31.5 million citizens, actively use Internet
technologies. This indicator shows that the criti-
cal mass of digital engagement necessary for the
effective functioning of a modern market econ-
omy has been achieved. The phenomenon of ex-
cessive mobile connectivity is particularly indic-
ative: the number of active mobile connections
reaches 56.4 million, which is 147% of the coun-
try’s total population. This indicator reflects the
widespread practice of using multiple SIM cards
and devices simultaneously, which indicates a

YOUTUBE
TIKTOK
FACEBOOK
INSTAGRAM
MESSENGER
LINKEDIN
X/TWITTER |5.1

243
18.3

0 10 20 30

high degree of integration of mobile technolo-
gies into the daily lives of Ukrainian consumers
and the formation of a complex multi-platform
ecosystem of digital interaction (Kemp, 2025).

Social networks in the Ukrainian context
have evolved from a simple means of commu-
nication to a fundamental element of the social
architecture of society. Statistics from the report
“Digital 2025: Ukraine” (Kemp, 2025) indicate
that more than half of the Ukrainian popula-
tion (21.6 million active accounts) systematically
use social platforms, and among Internet users,
this figure reaches almost 70%, demonstrating
a high conversion rate from general online ac-
cess to active participation in social networks.
An analysis of platform diversification reveals
an interesting picture of consumer preferenc-
es: YouTube maintains its undisputed leader-
ship with a reach of 68.5% of the adult popula-
tion, sharing the top spot with TikTok at 53.6%,
reflecting a shift towards visually-oriented and
short-form content. Facebook maintains a sta-
ble position with 44.1%, demonstrating the re-
silience of traditional social platforms, while
Instagram attracts 38% of users, confirming the
importance of aesthetically-oriented content in
the modern media landscape (Fig. 2)

68.5

44.1

38.0

40 50 60 70 80

(percentage share)

Figure 2. Share of users aged 18 and older exposed to advertising
on social media in Ukraine

Source: compiled by the authors based on S. Kemp (2025)

The empirical data presented allows to as-
certain the depth of penetration of digitalisa-
tion processes into the daily lives of Ukrainian
consumers and to identify social networks as
a key determinant of contemporary consumer
behaviour. Table 1 shows the key similarities and

@

differences in the influence of YouTube, TikTok,
Facebook, and Instagram on the formation of
consumer preferences and purchasing behav-
iour, which allows to assess their marketing po-
tential and the specifics of their interaction with
the Ukrainian audience.
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Table 1. Comparative analysis of the influence of YouTube, TikTok, Facebook,
and Instagram on consumer preferences and purchasing decisions

Features of influence on

Influence on purchasing

and entertainment
content

consumer preferences
through detailed video
content

especially after viewing
reviews and comparisons

Platform | Nature of content . . Notes
consumers decisions
Facilitates deep immersion A powerful platform
Long-form videos, in the product and the Increases the likelihood for video marketing
YouTube reviews, educational | formation of well-grounded | of rational purchasing, and brand positioning;

effective for informing
and educating
consumers

Facebook

Text, images, videos,
links to articles

Builds stable and long-term
consumer preferences
through regular content
and group-based
communication

Encourages informed
purchasing decisions
and supports conversion
through brand pages and
advertising campaigns

A resilient traditional
platform, effective for
broad target audiences

Short videos,

Shapes spontaneous and
rapid consumer preferences

Highly effective for
impulsive purchases,

A leader in reach and
engagement; the

materials, Stories
and Reels

influences brand perception
through visual cues

TikTok music-based and : . with the viral nature FoMO effect and UGC
. . and stimulates participation ) ; .
interactive content - of content increasing significantly enhance
in trends ; B .
conversion rates purchasing activity
Visual content, Stimulates aesthetic and Encoura'ges impulsive Particularly effective
- . and emotional purchases -
photo and video | image-based preferences and for younger audiences
Instagram and supports the

and segments with high

promotion of lifestyle sensitivity to aesthetics

products

Source: compiled by the authors based on S. Kemp (2025), Cropink (2025) Maximize Market Research (n.d.)

Thus, a comparative analysis shows that
Facebook, Instagram, and TikTok have differ-
ent effects on consumer preferences and pur-
chasing behaviour: YouTube promotes deep
immersion in the product and informed con-
sumer decisions through detailed reviews and
educational content; Facebook shapes stable
and long-lasting preferences; Instagram fo-
cuses on aesthetics and impulse purchases,
while TikTok stimulates quick, trendy decisions
through viral content. Modern consumer be-
haviour theory is based on the understanding
that the decision-making process is a complex
interaction between rational cognitive process-
es and subconscious affective mechanisms. On
the one hand, consumers systematically ana-
lyse the functional characteristics of a product,
conduct a comparative assessment of pricing,
and perform a comparative analysis of alterna-
tive options. On the other hand, there is a pow-
erful subconscious reaction to sensory stimuli,
including visual elements of presentation, the
emotional tone of the communicative message,
and social signals transmitted through refer-
ence groups. Revolutionary research in the field
of neuromarketing, conducted by SIS Survey and
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disclosed by L. Hunter (2024), shows that up to
90% of consumer decisions are made on a sub-
conscious level. This is consistent with the re-
sults of this study, which also confirm the dom-
inance of emotional and sensory triggers in the
digital environment: the high level of interaction
with visual content on social media correlates
with the intensity of consumers’ subconscious
reactions. These signals include a wide range
of stimuli: from the colour palette and rhythmic
structure of information presentation to the
musical accompaniment in advertising messag-
es. This dominance of unconscious processes
radically rethinks traditional approaches to un-
derstanding consumer rationality and brings to
the fore the importance of neuropsychological
methods of market research.

A methodological breakthrough in the field
of neuromarketing has been eye-tracking tech-
nology, a high-precision tool for tracking eye
activity that allows for unprecedented detail in
analysing patterns of consumer visual attention.
According to research by J. Novak et al. (2024),
eye-tracking technology allows to identify the
visual elements that first attract attention and
stimulate quick impulsive reactions. Empirical
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research on the use of eye-tracking technologies
by J. Novak et al. (2024) has shown that warm
colour schemes (red, orange, yellow shades)
can induce a psychological state of urgency and
stimulate impulsive purchasing decisions, while
cool and neutral tones (blue, green, grey) are as-
sociated in the consumer psyche with concepts
of reliability, stability and customer care. These
visual and auditory elements form the initial
emotional perception even before the activa-
tion of rational cognitive processes of product
evaluation, thus creating a powerful multiplier
effect for advertising messages and providing a
psychological basis for accelerated purchasing
decisions (Spytska, 2024).

The methodological arsenal of modern neu-
romarketing is significantly complemented by
associative tests - a psychodiagnostic tool that
allows to identify latent consumer attitudes and
subconscious emotional reactions. This tech-
nique is based on the principle of rapid response
by participants to verbal or visual stimuli asso-
ciated with a specific brand or product category.
The kinetic parameters of reactions (response
speed) and their qualitative nature serve as indi-
cators ofhidden emotional associations and atti-
tudes that are often not realised by respondents
or articulated in direct responses to traditional
surveys. The results of associative testing are
used to gain an in-depth understanding of con-
sumer attitudes towards a brand, systematically
identify the strengths and weaknesses of adver-
tising messages, and develop more precise and
effective marketing communication strategies.
The use of these tests makes it possible to predict
the reaction of target audiences to innovative
products, optimise the visual and verbal compo-
nents of advertising content, and create brand
images that correlate as closely as possible with
the emotional expectations and subconscious
needs of consumers (Gupta, 2025). An example
of the use of neuromarketing, including associa-
tive tests, is McDonald’s (n.d.). The company uses
associative methods to identify hidden emo-
tional attitudes in consumers and consciously
uses a yellow and red colour combination in its
brand design, which is subconsciously asso-
ciated with energy, speed and appetite, stim-
ulating purchasing decisions. By integrating
these advanced methodological approaches,

©

marketers gain a unique opportunity not only
to assess consumers’ rational judgements, but
also to systematically take into account their
hidden psychological attitudes and uncon-
scious motivational drivers, which play a deci-
sive role in shaping final purchasing decisions.

A fundamental understanding of consum-
er psychology is impossible without a thorough
analysis of cognitive biases — systematic devia-
tions in decision-making that arise as a result of
evolutionarily formed mental heuristics. These
psychological phenomena play a role as pow-
erful determinants of consumer behaviour, of-
ten undermining traditional economic models
of rational choice. Among the most influential
cognitive mechanisms, it is worth highlighting
confirmation bias - the tendency to selectively
search for, interpret and remember information
that correlates with an individual’s pre-formed
beliefs. This mechanism causes consumers to
actively seek data that confirms their existing
preferences, while ignoring contradictory or al-
ternative information (Fernandes, 2023). Equal-
ly significant is anchoring bias, which manifests
itself in an excessive dependence on the first
information received when forming a judge-
ment. In the context of consumer behaviour, this
mechanism leads to the initial price, product
characteristics or recommendation creating a
psychological reference point that significantly
influences all subsequent evaluations of alter-
natives (Spytska, 2024). Another powerful deter-
minant of consumer decisions is the phenom-
enon of social proof, which is the psychological
tendency to imitate the behaviour of the major-
ity in situations of uncertainty. When a product
accumulates thousands of positive reviews or
receives active approval from influential blog-
gers and opinion leaders, consumers tend to
perceive it as a high-quality and socially sanc-
tioned choice, regardless of their own previous
experience with this product category (Farooq &
Magbool, 2024).

R. Fernandes (2023), L. Spytska (2024) and
S. Farooq § A. Magbool (2024) emphasise the
significant impact of the confirmation effect
and social proof on brand perception on social
media. The results described above confirm this
trend: about 80% of users make decisions under
the influence of UGC, and high social support
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for the product remains a key factor in trust.
Accordingly, the conclusions of the aforemen-
tioned authors largely coincide, demonstrating
the systemic effect of cognitive biases in the
digital environment and reinforcing the general
concept of consumer behavioural non-linearity.

Social networks function as powerful am-
plifiers of cognitive biases, creating an envi-
ronment where countless consumer decisions
are formed and implemented every day. Each
platform has developed unique mechanisms
of psychological influence, adapted to the spe-
cifics of user interaction and content format.
Instagram stimulates impulsive purchasing de-
cisions through highly aesthetic visual content
and strategic advertising integrations with in-
fluencers, creating the illusion of authentic rec-
ommendations from trusted sources. The plat-
form effectively uses the psychology of visual
consumption, where aesthetically appealing
product images are associated with a desirable
lifestyle and social status. TikTok generates vi-
rality through algorithmically optimised short
content, where trending products or services
gain popularity through rapid dissemination in
the form of short videos. The platform uses the
psychological principles of micro-gratification
and constant stimulation with novelty, creating
a state of heightened receptivity to advertising
messages. Facebook functions as a social plat-
form for multilateral discussion and exchange
of experience, where user comments and rec-
ommendations play a critical role, creating an
effect of social confirmation through horizon-
tal communication between equal community
members (Eg, 2024). All of these platforms inte-
grate complex machine learning algorithms for
content personalisation, which systematically
analyse user behaviour patterns and show them
content with the highest probability of generat-
ing engagement and positive reactions.

The hyper-personalisation of algorithmic
content generates a complex set of unpredict-
able socio-cognitive consequences, the most
problematic of which is the phenomenon of “fil-
ter bubbles”. This effect arises because recom-
mendation system algorithms gradually limit
users’ exposure to content that confirms their
previous preferences, ideological beliefs, or
consumer interests. Such algorithmic curation
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leads to the formation of cognitively isolated
information environments where consumers
are less likely to encounter alternative opin-
ions, competing offers, or critical assessments
of products. This significantly narrows the op-
portunities for critical analysis and comparative
evaluation of market alternatives (Yang, 2023;
Rodilosso, 2024). Empirical research by J. Azer
§ M. Alexander (2023) has shown that such rec-
ommendation systems create a psychologically
comfortable information ecosystem, character-
ised, however, by extremely low permeability to
content diversity and alternative perspectives
(Bingbing et al, 2023). In the long term, this
phenomenon can provoke cognitive closure,
reduce consumers’ ability to think critically
and sceptically evaluate advertising messages,
which poses a strategic challenge for marketing
strategies aimed at building sustainable brand
loyalty. Researchers E. Rodilosso (2024) and
X. Yang et al. (2023) confirmed that algorithmic
social media systems form “information bub-
bles” that limit users to content that matches
their previous interests. These results confirm
the findings of J. Azer § M. Alexander (2023) and
T. Bingbing et al. (2023), further demonstrating
the psychological “closedness” of the informa-
tion environment - a phenomenon that was also
observed in the analysis of Ukrainian users’ be-
haviour on social networks.

One of the most effective psychological
mechanisms systematically exploited on social
networks is the FOMO (Fear of Missing Out) phe-
nomenon - an anxious feeling of possibly miss-
ing out on important social events, information
or lucrative opportunities. In the context of
digital marketing, this phenomenon manifests
itself as a user’'s permanent anxiety that other
participants in the social network may receive
exclusive experiences, privileged information
or commercial advantages to which they do not
have access (Morsi et al., 2025). FOMO functions
not simply as an information channel, but as a
powerful emotional catalyst that psychologically
prompts immediate action by creating an artifi-
cial sense of temporal urgency and uniqueness
of a commercial offer. Research by H. Pane et
al. (2024) provides compelling empirical evi-
dence that FOMO as a marketing tool statistically
significantly increases the likelihood of impul-
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sive purchasing decisions while reducing the
duration of cognitive analysis and comparative
evaluation of alternatives. The most effective
marketing campaigns are those that strategical-
ly combine temporal constraints (e.g., messag-
es such as “this offer is only valid for the next 2
hours”) with social proof (“more than 5,000 us-
ers have already taken advantage of this offer in
the last 24 hours”). This convergence of psycho-
logical triggers creates multiplicative emotion-
al pressure and stimulates consumers to make
quick, often irrational decisions.

A striking example of the successful imple-
mentation of FOMO strategies in combination
with celebrity collaboration marketing is Mc-
Donald’s “Travis Scott Meal” campaign, launched
in September 2020. This limited-time commer-
cial offer instantly went viral on Twitter, and
related videos on TikTok accumulated tens of
millions of views within days of launch. The phe-
nomenal popularity of the campaign led to an
unforeseen shortage of key ingredients in res-
taurants across the United States. The strategic
combination of limited temporal availability, the
high social status of the celebrity ambassador,
and algorithmically stimulated virality on social
media created powerful psychological pressure
on consumers, generating massive impulsive
purchasing decisions. This campaign was a
striking example of the effectiveness of FoMO
strategies in the digital marketing environment,
demonstrating how cognitive biases can be sys-
tematically exploited to achieve commercial
goals (Schick, 2024).

Contemporary studies by T. Kumar et
al. (2025), I. Ponomarenko et al. (2024), and
M. Shevchenko (2024) emphasise that person-
alisation algorithms have evolved into the most
powerful tool for attracting users and stimu-
lating their purchasing decisions in the digital
space. These complex computing systems sys-
tematically collect and analyse multimodal user
data, including behavioural patterns, content
preferences, search queries, and interaction
activity with advertising messages, in order to
build highly accurate individual recommen-
dation profiles. Thanks to this technological
advancement, each user receives a hyper-per-
sonalised content experience that correlates as
closely as possible with their unique interests
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and consumer preferences. Such adaptation
significantly reduces the likelihood of missing
relevant products and services, while providing
brands with unprecedented opportunities to ef-
fectively influence consumer decisions and sig-
nificantly increase the likelihood of successful
conversion.

The most striking example of successful
implementation of algorithmic personalisation
is Netflix’s strategy (n.d.), which uses advanced
machine learning technologies to comprehen-
sively analyse user behaviour and create indi-
vidualised content recommendation systems.
The platform uses a multi-level filtering system
that takes into account viewing history, content
viewing time, user ratings, and demographic
characteristics to create a unique, personalised
user experience. Spotify (n.d.) demonstrates a
similar strategic practice, implementing com-
plex algorithmic systems to create personalised
music playlists. The platform conducts in-depth
analysis of users’ musical preferences, temporal
listening patterns, and emotional contexts of
audio content consumption, creating a powerful
emotional connection between the listener and
the digital ecosystem (TPMUNN, 2025).

Within the contemporary digital marketing
landscape, influencers play a particularly im-
portant role. These are individuals with high so-
cial capital and the ability to shape public opin-
ion, who have the trust of their target audiences
and can exert a significant influence on con-
sumer choices. These opinion leaders strategi-
cally use complex psychological triggers, includ-
ing the artificial scarcity effect (when a product
is positioned as unique or time-limited) and the
principle of social belonging (when a purchase is
associated with a desired lifestyle or social sta-
tus), to create highly effective advertising cam-
paigns (Cuevas, 2023). Research by the Ameri-
can company Sociallyin (n.d.) confirms that 69%
of consumers trust the recommendations of
influencers rather than direct messages from
brands, which contrasts sharply with the de-
cline in the effectiveness of traditional advertis-
ing. Campaigns based on UGC (User-Generated
Content) - content created directly by consum-
ers — have become a particularly revolutionary in-
novation in modern digital marketing. This con-
tent includes spontaneously generated videos,
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photos, text posts, and reviews that appear or-
ganically after using a product or service. The
fundamental difference between UGC and tra-
ditional branded messages is its increased cred-
ibility, as it comes from authentic consumers
rather than corporate marketing departments
(Romero-Rodriguez & Castillo-Abdul, 2023).
According to leading international re-
search organisation Grand View Research (n.d.),
the market capitalisation of the UGC segment
in 2022 was USD 44 billion. Forecast mod-
els indicate that the market volume will reach
USD 32.6 billion by 2030, corresponding to a
phenomenal compound annual growth rate of
29.4% over the forecast period 2023-2030. Ge-
ographically, North America holds a dominant
position in the global user-generated content
platform market, with a 34.1% share in 2022.
However, analytical forecasts indicate that the
Asia-Pacific region will show the highest aver-
age annual growth rate over the next decade,
reflecting the rapid digitalisation and growth in
purchasing power in the region. The exponential
growth in the use of user-generated content for
advertising and marketing purposes is driven by
the convergence of several factors: the expansion
of online shopping, growing consumer aversion
to traditional intrusive marketing methods,
and brands’ search for more authentic ways to
communicate with customers. User-generat-
ed content distributed through social networks
has significantly greater persuasive power and
influence than traditional sources because it is
transmitted through trusted personal networks
of consumers embedded in their social ecosys-
tems (Grand View Research, n.d.).
Comprehensive studies conducted by lead-
ing marketing agencies CrowdRiff (2024) and
Grand View Research (n.d.) provide compel-
ling empirical evidence of the effectiveness of
UGC strategies. Statistical analysis shows that
approximately 80% of consumers make pur-
chasing decisions under the direct influence of
user-generated content, confirming its critical
importance in the consumer choice process for
goods and services. The use of UGC strategies
provides a statistically significant 20% increase
in audience engagement and increases online
conversion rates by nearly 29%, indicating a sig-
nificant positive impact on booking and direct
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purchase metrics. Critically, more than half of
users (55%) perceive UGC as authentic and trust
it significantly more than traditional corporate
advertising, while the level of trust in brands
that actively use UGC strategies reaches 79%.
Behavioural analysis shows that the average
user spends up to four hours a day viewing us-
er-generated content, which correlates with a
20% increase in repeat visitors. The results for
video content are particularly telling: UGC vide-
os receive almost a third more views (28%) com-
pared to other formats, highlighting the power-
ful potential of this type of content in modern
digital communication strategies.

Parallel to the growing role of user-generat-
ed content and interactive formats in the digital
marketing landscape, there is an intensification
of the gamification trend - the strategic desire
of brands to transform consumer interaction
into a gaming experience. This phenomenon
has a complex dualistic impact on consumer
behaviour, requiring careful analysis of both
its positive and potentially problematic conse-
quences. The most successful implementations
of gamification include loyalty programmes
that effectively motivate regular and systematic
consumer interaction with the brand through
point systems, achievement levels and materi-
al rewards. An example of such a strategy is the
Starbucks Rewards loyalty programme, which
demonstrates the exceptionally successful use
of game mechanics to significantly increase
customer loyalty. Under this system, custom-
ers accumulate ‘stars’ for every dollar spent,
with the number of points earned differentiated
based on the payment method, creating addi-
tional incentives to use the company’s payment
solutions. A critical indicator of the effective-
ness of this strategy is the customer retention
rate of 44%, which is statistically significantly
higher than the industry average of 25% (Mo-
hammad, 2025).

Atthe sametime, there are documented cas-
es of problematic use of gamification strategies,
leading to unpredictable negative consequenc-
es for consumer welfare. A notable example is
the Nike Run Club mobile app, which integrat-
ed leaderboards and competitive systems be-
tween users but subsequently received a wave
of criticism from consumer organisations and
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the academic community. The problem arose
after a significant portion of users developed a
pathological dependence on daily “challenges”
and achievements in the app. More than 10% of
active users of the app reported losing their in-
ternal motivation to exercise without constant
external stimulation from the platform, which
paradoxically reduced their long-term interest
in a healthy lifestyle and even led to physical
overload due to a compulsive desire to achieve
virtual goals (Rodrigues et al.,, 2021). This case
illustrates a critically important principle: ex-
cessive or unskilled use of game mechanics can
have serious unpredictable consequences, po-
tentially transforming healthy consumer inter-
action with a brand into a form of behavioural
addiction or compulsive behaviour.

Thus, the synergistic convergence of glob-
al digital marketing trends, national mar-
ket specifications, revolutionary advances in

neuropsychological research, a deep under-
standing of cognitive biases, and innovative
algorithmic personalisation technologies is
shaping a fundamentally new paradigm of
marketing communications. In this paradigm,
digital platforms function as intelligent mul-
ti-level ecosystems that integrate big data
analytics, neuropsychological targeting, al-
gorithmic personalisation, exploitation of
cognitive biases, user content and interactive
communication into a single strategic archi-
tecture of post-industrial digital business. To
systematise and comparatively analyse the ad-
vantages and risks of using digital marketing,
Table 2 presents a structured overview of key
psychological influence tools, their operational
content, strategic opportunities, and potential
risks for business organisations in the context
of forming and implementing new-generation
marketing strategies.

Table 2. Digital and psychological tools for shaping consumer behaviour

Tool of influence

Content and mechanism
of action

Benefits for business

Potential risks and threats

Neuropsychological technologies of influence

Eye-tracking analysis
(Neuromarketing)

High-precision tracking
of consumers’ visual
attention patterns to
optimise advertising
visuals and product
design

= Precise optimisation of
advertising design

= [ncrease in conversion rates
of up to 25%

= Reduction in spending on
ineffective visual elements

= Objective data on consumer
attention

= High costs of technological
equipment

m Ethical issues related to privacy
= Limited representativeness of
the sample

= Complexity of result
interpretation

Associative tests
(Psychodiagnostics)

Identification

of consumers’
subconscious emotional
associations with a
brand through reaction
speed to stimuli

m |dentification of hidden
consumer attitudes

= Forecasting reactions to new
products

= Development of precise
communication strategies

m |dentification of brand
weaknesses

= Subjectivity of interpretation
= Cultural and demographic
limitations

= Potential for manipulative use
= Difficulty in standardising the
methodology

Exploit

ation of cognitive biases

Confirmation bias
(Cognitive psychology)

Leveraging consumers’
tendency to seek
information that
confirms their existing
beliefs and preferences

= Increased trust in the brand

= Strengthening loyalty among
existing customers

n Effectiveness of personalised
content

= Reduced resistance to new
offerings

= Limited reach of new segments
= Creation of “information
bubbles”

= Reduction of consumers’
critical thinking

= Ethical issues of manipulation

Exploit

ation of cognitive biases

Social proof (Social
psychology)

Leveraging people’s
tendency to follow
the behaviour of the
majority through
reviews, ratings, and
recommendations

= Rapid trust-building among
new customers

= Lower decision-making
barriers

= High effectiveness with
minimal costs

= Viral dissemination effect

¢ Vulnerability to negative
reviews

e Possibility of review
manipulation

¢ Dependence on external
opinions

e Risk of reputational crises
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Table 2, Continued

Tool of influence

Content and mechanism
of action

Benefits for business

Potential risks and threats

Exploit

ation of cognitive biases

FoMO marketing
(Behavioural
economics)

Creating artificial
scarcity and urgency
to stimulate impulsive
purchasing decisions

= Significant increase in
impulsive purchases

= Acceleration of the decision-
making cycle

= High effectiveness in
e-commerce

= High conversion rates

= Deterioration of long-term
customer relationships

= Increased product return rates
m Ethical issues of manipulation
m Possible legal restrictions

Algorithmic

personalisation technologies

Machine learning
personalisation
(Al technologies)

Using machine

learning algorithms to
generate personalised
recommendations based
on behavioural data

= Increased content relevance
by up to 70%

= Automation of
personalisation

= Continuous self-improvement
of the system

= Increased time spent
interacting with the platform

= High technological investments
= Need for large volumes of data
= Risks of privacy violations

= Complexity of technical
maintenance

Predictive analytics
(Big Data)

Predicting consumer
behaviour and needs on
the basis of historical
data and behavioural
patterns

= Optimisation of inventory and
logistics

= Forecasting trends and
demand

= Improved effectiveness of
marketing campaigns

= Reduced operational costs

m Possibility of inaccurate
forecasts

= Excessive dependence on data
m Ethical issues related to the use
of personal data

= Difficulty in adapting to new
conditions

Content and social strategies

User-Generated
Content (UGC) (Social
Media)

Using content created by
consumers themselves
to enhance brand
authenticity and trust

= Increased trust of up to 79%
= Growth in conversion rates of
up to 30%

= Reduced content creation
costs

= Authenticity and credibility

m Loss of control over brand-
related content

m Possibility of negative user-
generated content

= | egal issues concerning content
usage

= Difficulty in controlling large
volumes of information

Influencer marketing
(Social marketing)

Collaborating with
opinion leaders to
influence target
audiences through the
influencer’s trust and
authority

= High audience trust levels
(69%)

= Precise interest-based
targeting

= Rapid dissemination of
information

= Increased brand awareness

= High costs of top-tier
influencers

= Reputational risks arising from
scandals

= Difficulty in measuring ROI

= Dependence on the influencer’s
personality

Gamification
(Behavioural
psychology)

Integrating game
mechanics into
marketing strategies

to increase consumer
engagement and loyalty

= Improved customer retention
of up to 45%

= Increased frequency of
interactions

= Formation of consumption
habits

= Differentiation from
competitors

= Risk of developing consumer
dependency

m Decrease in intrinsic motivation
= Ethical issues of behavioural
manipulation

= Rapid loss of interest if
implemented incorrectly

Innovative technological solutions

AR/VR technologies
(Immersive
technologies)

Using augmented and
virtual reality to create
immersive consumer
experiences

= Innovative product
interaction experience

= Reduced barriers to online
purchasing

= Brand differentiation

= Increased time spent
engaging with the brand

= High development and
implementation costs

= Limited accessibility of the
technology for users

= Technical issues and instability
= Rapid obsolescence of
technological solutions
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Table 2, Continued

Content and mechanism

Tool of influence .
of action

Benefits for business

Potential risks and threats

Innovative technological solutions

Automated
communication systems

Chatbots and Al -

X o for personalised
assistants (Artificial
intelligence) customer support

and product
recommendations

m 24/7 service availability

= Reduced staffing costs

= Faster query processing

= Collection and analysis of
customer needs data

= Limited capacity to resolve
complex issues

m Possible errors in query
recognition

= Loss of the human element in
service delivery

= Negative reactions to overly
“robotic” communication

Source: created by the authors based on I. Ponomarenko (2021), S. Farooq § A. Magbool (2024), T.C.T. Dinh §

Y. Lee (2025), R. Gupta (2025), O. Morhulets (2025)

Thus, analysis of current trends convinc-
ingly shows that modern consumers demon-
strate a marked preference for personalised
and authentic content on social media, which
generates a critical need for corporate brands
to develop transparent, ethically sound and
trust-oriented marketing strategies. This funda-
mental shift in consumer expectations reflects
broader socio-cultural transformations, where
authenticity and corporate integrity are becom-
ing key determinants of competitiveness. At the
same time, there has been an intensification of
the importance of corporate social responsi-
bility (CSR) - a strategic shift in focus towards
sustainable development principles and active
integration with local social communities has
evolved from simple PR activities to key factors
that directly influence consumer decisions and
determine the long-term market competitive-
ness of brands in the digital business environ-
ment. In this context, modern companies have
to perform a complex strategic balancing act
between maximising the commercial potential
of social platforms to stimulate sales and active-
ly managing potential reputational, operational
and ethical risks by developing adaptive strate-
gies to respond flexibly to rapidly changing con-
sumer preferences and market conditions.

CONCLUSIONS
A comprehensive analysis of the empirical data
presented allows to conclude that social net-
works have radically transformed the funda-
mental mechanisms of consumer behaviour,
turning the process of making purchasing deci-
sions into a more emotionally charged, socially
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determined and algorithmically controlled phe-
nomenon. In particular, it has been established
that user content influences an average of 80%
of consumer decisions, and its use can increase
conversion rates by up to 30%, while the use of
neuromarketing tools, such as eye-tracking, in-
creases the effectiveness of advertising commu-
nications by increasing conversion rates by up to
25%. These trends demonstrate that digital plat-
forms are creating new opportunities for con-
tent personalisation and individual influence on
users, while making it more difficult to predict
behavioural responses.

In the contemporary digital landscape, it is
critical for companies to be able to continuous-
ly analyse user behaviour dynamics, track new
trends and adapt marketing strategies to chang-
ing consumer sentiment. The continued growth
of algorithmic personalisation, which can be up
to 70% effective in increasing content relevance,
as well as the development of AR/VR technolo-
gies and intelligent predictive analytics systems,
will significantly strengthen the influence of
digital platforms on consumer choice. Accord-
ingly, companies will have to go beyond tradi-
tional models of interaction and form unique
emotional ecosystems capable of maintaining
lasting trust and loyalty.

A favourable macroeconomic context, a high
level of digital infrastructure, and the spread of
digital marketing expertise are increasing the ef-
fectiveness of personalised advertising solutions
and consumer engagement. At the same time,
the progressive development of digital technol-
ogies and the spread of professional competen-
cies in digital marketing significantly increase
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the effectiveness of advertising campaigns.
Global trends in sustainable development and
corporate social responsibility are prompting
organisations to adopt more ethical and socially
responsible advertising practices, which corre-
lates positively with increased consumer confi-
dence and creates a positive resonance among
conscious and socially active consumer seg-
ments. Companies that can successfully meet
rapidly changing consumer expectations will
not only retain existing customers, but also acti-
vate the formation of brand-loyal communities
with a high level of emotional loyalty. In the era
of artificial intelligence, algorithmic personali-
sation and information hypermobility, the abil-
ity to engage in authentic, ethically sound mar-
keting is transforming from a temporary trend
into a fundamental business norm that will

determine consumer trust and long-term loy-
alty. Future research should focus on a deeper
study of the relationship between brand authen-
ticity and consumer trust in the digital environ-
ment, developing quantitative tools to assess the
effectiveness of personalised and ethical mar-
keting strategies, and integrating psychological
and cognitive approaches to more accurately
predict user behaviour in the digital era.
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BnauB couiaZibHUX MepeXX Ta NCUXONOoriYHUX MexaHi3MiB
Ha NoBeAiHKY CNo)XXuBadiB B enoxy umndposisauii

AHoTauia. CoujaneHi MegiarutardopMu y IUGPOBY eIOXy CTajlyd OCHOBHUM IHCTPYMEHTOM
BIUIVBY Ha CIIOKMBYY IIOBEZIHKY, iHTerpyloun iHGopMalliliHi, eMOLiliHI Ta COlLialibHi BIUIMBY, 110
TpaHCHOPMYIOTE IIPOLieC YXBaJIeHHS pillleHb Yepe3 IICUXO0NOTYHI MeXaHi3MU. AKTyaIbHICTb aHaJIi3y
LIMIX IIPOLIeCiB 3pOCTAaE B YMOBAX IIIepKOHKYPEHTHOI'O CepeloBUINA Ta IIPUCKOPeHOI HudpoBizariil.
MeTol0 IBOTO HOCHIIKEeHHS 6yI0 BUABJIEHHA CUCTEMHUX 3aKOHOMIpHOCTeM B3aeMOZAii Mix
COLIjaJIbBHUMU MepekKaMU Ta IICUXOJIOTIYHUMU TPUrepaMy, 1o JeTepMiHYIOTh JUHAaMIKY CIIOKHUBYOrO
BU6ODY, & TAKOK BU3HAUEHHS CTPATETIYHNUX MapKETUHTOBUX MOKJIMBOCTEH i TTOTEHIIMHIX PU3HKIB,
SIKi TIOCTAIOTh Y pe3y/sTaTi GyHIaMeHTaIbHOI HrdpoBoi TpaHchopMaliii 6i3Hec-exocucTeM. Y po6oTi
3aCTOCOBAHO MURAVCIUIUIIHAPHNM METOLOJIOTIYHUY MiAXiA, 1[0 CUHEPTeTUYHO IT0ENHYE KOHTEHT-
aHaJIi3 HayKOBUX JyKepeJl, CTATUCTUYHI JaHi NPOBiZHUX MDKHApOJAHMX MapKeTUHIOBUX areHTCTB,
MeTOIY KOMIIapaTHBHOTI'O aHaJIi3y, CCTeMaTH3allil I TEOPeTUYHOTO0 y3arajJbHeHHS, 10 03BOJIIIO
KOMIUIEKCHO PO3ITISHYTH GeHOMEH BIUIMBY COLAJIBHUX MepeX Ha CIIOKUBYY IIOBELIHKY. PesynsraTti
JOCIIJI)KeHHS IPOAEeMOHCTPyBa/IM, IO Cy4YacHa IIOBeLiHKA KOPHCTYBadiB 3HAYHOIO Mipoio
dOpMy€ETBCA AJITOPUTMIYHOIO [TEPCOHATI3ALIIEI0 KOHTEHTY (IIiABHUINye pesleBaHTHICTh 1o 70 %) Ta
KOTHITUBHUMU yriepemkeHHAMY (90 % CIIOKUBYMX PillleHb TPUMMAIOThCA ITifl BIUIMBOM CEHCOPHUX
iRorHiTUBHUX TpUTEpiB). TIoHam 70 % KOPHUCTYBadiB [TO3UTUBHO CIIPUMMAIOTh 6PEHIY B COLIMEPEIKaX.
KopHCTyBalbKUM KOHTEHT BIUIUBAE Ha 80 % CIOKUBYMX pillleHb i 36ibiiye KoHBepCito Ha 29 %, a
iH®mI0eHCepY 3MILIHIOIOTH IOBipY K0 6peHiB y 69 % crioskvBadiB. OfHAK 3aMKHeHe iHbopMaliitiHe
cepeIoBUIIe SHUKYE KDUTUYHICTh CIIPUMHATTA. TAKOXX BUSIBJIEHO CYyIIepeyusINBi HACTIKW: 3pOCTaHHSA
IMITyZIBCUBHOCTI IIOKYIIOK IIOPSZ i3 MiABUINEHHSIM peIyTalliliHMX PU3HUKiB. ColjiasbHi Mepexi
GYHKIIIOHYIOTE K 6araToQyHKIIOHAIBHUN eKOCUCTEMHUE MPOCTIp, [Ie CUHEPTETUYHO TOETHYIOThCS
MapKeTHHIOBI TPaKTUKY, KOMyHIKalli¥Hi cTpaTeril ¥ [TCUX0JIOriYHNIM BIUIUB Ha TiZICBiIoOMOMY piBHI.
[O7s1 6i3HeC-CTPYKTYp Lie BiZKpHUBAE CTPaTETiuHi TEPCIEKTHUBY iMIUIEMEHTALlil TIepCOHATiI30BaHUX
MapKEeTUHIOBUX CTPATETIH, IIPOTe [TOTpebye CUCTEMHOTO YIIPaBIIiHHA pU3UKaMU 1 36a1aHCOBaHOTO
MiAXOoy MK aJITOPUTMIYHOIO epeKTHBHICTIO 1 IIpO30picTio B3aeMoii 3i criokuBadaMu. [loBeeHO,
1110 KOHKYPEHTHI IepeBary 3106yayTh 6peHau, IKi CTpaTeriyHo iHTerpytoTh TEXHOJOTTYHI iHHOBalTii
3 aBTEHTHYHICTIO Ta COLIiaJIbHOI0 BiAIIOBiZa/ibHICTIO. [IpaKTW4YHA 3HAUYLIICTh CTATTi IIOJIATAE Y
MOJKJIMBOCTi BUKOPHCTAHHS Pe3yJIBTaTiB HOCTIIKeHHS AJIT PO3pO6KU HAYKOBO OBTPYHTOBaHUX
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