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€HuyeBa OneHa CepriiBHa
[lepXxaBHuiA yHIBEpCUTET iHDOPMAaL|iiHO-KOMYHIKaLiiHAX TEXHOMOTIl

The article examines marketing, advertising, and SMM as independent, technology-intensive, export-oriented
sectors of Ukraine’s creative economy. The study aims to justify their place within creative industries, assess their
multiplier effect on post-war recovery, and identify directions for export expansion. The methodology combines
abstract-logical and system-structural analysis, comparative analysis, economic modeling, and case studies.
The regulatory basis for classifying marketing services as creative industries is analyzed. Their intellectual intensity,
digital mobility, and low dependence on physical logistics are shown to support rapid scaling in foreign markets.
Industry rankings and internationally recognized Ukrainian campaigns confirm the competitiveness of domestic
agencies. The article proposes reducing regulatory barriers, expanding grant support, developing digital hubs, and
integrating creative exports into national recovery and export strategies.
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Y cTatTi LOCNIKEHO MaPKETVHT | peknamy sik CaMOCTIliHi, BUCOKOTEXHO/OMYHI Ta eKCNOPTHO OPIEHTOBAHI CEKTOPK
KpeaTnBHOT EKOHOMIKM YKpaiHW, 34aTHi BifjirpaBartu cTpareriyHy posib y NOBOEHHOMY BiHOB/IEHHI. MeTOI foCiAKeHHSA
€ TeOpeTNYHE OOI'PYHTYBAHHS MiCLISt MApKETUHIOBMX, PeknamMHux i SMM-nocnayr y CTPYKTYpi KpeaTuBHUX IHAYCTPIN,
OLLiHIOBAHHS IXHbOT0 MY/NIETUMNIKATUBHOIO BIN/IMBY Ha HALiOHA/IbHY EKOHOMIKY Ta BU3HAYEHHS HanpAMIB NPUCKOPEHHS
eKcrnopTy. MeTo0/10riYHY OCHOBY CTaHOBATL aBCTPAKTHO-NOTYHUI | CUCTEMHO-CTPYKTYPHWIA aHasi3, MOPiBHALHWIA
MeToj, eKOHOMIKO-MaTeMaTyHe MOAE/0BaHHA Ta Keiic-cTagi. MMpoaHanizoBaHO HOpMaTUMBHO-NpaBoBe NiArpyHTS
BiJHECEHHA pPeKnamMHO-MapKeTUHIoBOI AIAMIbHOCTI A0 KpeaTWBHWX iHAYCTPili YkpaiHu Ta yTouHeHOo Micue SMM
Ha MEepEeTVHI PeKIaMHoi, iIHPOPMAaLHOT 1 TBOPYOI AisnbHOCTI. OBI'pyHTOBAHO, LU0 IHTENEKTOMICTKICTb, LudpoBa
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MOGINBHICTb | HU3bKa 3a/1eXHICTb Bif, Di3NYHOI JIOTICTUKM CTBOPIOOTL NepeiyMoBM 4151 LIBUAKOrO MacLuTabyBaHHS
LMX MOCAYT Ha 30BHILUHIX PUHKaX. PO3KPMTO 3HAYEHHA MapKETUHTY y MogepHisauii 6i3Hec-mogeneit, qyopMyBaHHi
6peHaiB, 3a/TyUYeHHi iIHBECTULIA Ta iHTerpauii yKpaiHCbKuX NignpruemMcTB Y rnobasibHi NaHuUorn CTBOPEHHS BapToCTi.
Ha OCHOBI rasly3eBux pPenTuHriB NpoaHasizoBaHO NO3ULLT NPOBIAHMX YKPaAiHCLKMX KOMYHiKauiinHuxX i digital-areHuii,
a TakoX MDKHapPOAHO BW3HAHI KpeaTuBHI KamnaHii, WO NigTBEPLKYIOTb KOHKYPEHTOCMPOMOXHICTL BITYU3HSAHOIO
TBOPYOro NpoaykTy. MokasaHo, Lo IHBECTULT y NIOACHKMIA KaniTan MapKeTUHIOBOrO CEKTOPY reHepyoTh A0AATKOBUI
epekT Ana CYyMDKHMX BWAIB AiSSIbHOCTI, 30KpeEMa [Au3aiiHy, KOmipaiiTuHry, BigeoBUpPOOGHMUTBA Ta UMGIPOBUX
TEXHONOTIA. pakTWyHa LiHHICTb [OC/IMKEHHS MOMSArae y 3anpoOnOHOBaHWX HanpsMax AepXaBHO! MigTPUMKN
KpeaTMBHOrO eKCMOopTY: 3MEHLLEHHI PerynsaTopHux 6ap’epis, MacluTabyBaHHI FpaHTOBOr0 hiHaHCYBaHHS, PO3BUTKY
UMpoBMX xabiB, NiATPUMLI MiXXHApPOAHOrO MPOCYBaHHS Ta BK/IOYEHHI KpeaTMBHUX iHAYCTPIA A0 CTpaTeriyHmx
nporpam BiHOB/EHHS /i eKCNopTy YkpaiHu. 3anponoHOBaHWi Migxig fae 3MOry posrnsgarty Ueli CeKTop He SK
[ONOMDKHWI IHCTPYMEHT Npojaxis, a sik OKpemMe JKepeno foAaHoT BapTOCTi, B/TOTHUX HAAXOMKEHb, 3aliHATOCTI Ta

MiXXHapOAHOT penyTauii KpaiHu.

KniouoBi cnoBa: KpeaTnBHa EKOHOMIKa, KpeaTUBHI iIHAYCTPIT, MapKeTUHT, peknama, SMM, NOBOEHHE BiLHOB/EHHS,

€KCNOopPT NOCAYT, IHTENEKTYyas/IbHUIA KaniTas.

Statement of the problem. The modern
architecture of the global economy is
undergoing fundamental transformations, with
human capital, the knowledge it generates and
intellectual property becoming the key factors of
production, rather than material resources (raw
materials, land, heavy industry). In this context,
the creative economy stands out as one of the
most dynamic macroeconomic segments of the
global economy. For Ukraine, which has been
waging an exhausting full-scale war against
the aggressor for more than four years, the
deindustrialisation of traditional industrial regions
and the destruction of logistics chains have
made the search for new, high-tech and mobile
drivers of economic recovery a pressing priority.
One such critically important sector, yet one
that remains insufficiently institutionalised within
domestic academic discourse, is the marketing,
advertising and social media marketing (SMM)
industry. The need to rethink these areas not
as a cost component of business, but as an
independent, export-oriented sector of the
creative industries with high added value, forms
a relevant field for academic research.

Analysis of recent research and
publications. The development of the
conceptual foundations of the creative economy
is linked to the works of J. Howkins, who was
the first to define creativity as a hew economic
resource that is capitalised upon through the
institution of intellectual property [8, p. 45].
In turn, R. Florida substantiated the theory
of the ‘creative class’ as a key driver of post-
industrial development in global cities, identifying
marketing and advertising specialists as its core
[9, p. 112].

Within  Ukrainian  academic
many domestic scholars have
the theoretical

discourse,
investigated
and methodological issues

surrounding the development of creative
industries and creative entrepreneurship.
In particular, V. P. Vlasova examines the
strategic direction of creative entrepreneurship,
emphasising its innovative nature and role in
generating new sources of added value [10,
pp. 54-58]. L. S. Bezuhla and I. I. Lazakovych
analyse the development of Ukraine’s creative
industries in the context of war, emphasising their
importance for economic resilience and post-
war recovery [11, pp. 69-70]. I. M. Budnikevych
and A. A. Bakun substantiate the concept of
marketing in the creative industries as a strategic
approach to the creation, promotion, distribution
and commercialisation of creative goods and
services [12, pp. 134-135].

Highlighting previously unresolved parts
of the overall problem. However, despite the
existence of in-depth studies, most Ukrainian
authors examine the creative industries through
the prism of culture, the arts or the IT sector,
whilst the field of advertising and marketing is
often viewed in simplistic terms — merely as a
supporting tool for companies’ sales strategies.
The place of marketing and advertising as an
independent driver of exports in the context
of geopolitical shocks and post-war recovery
requires more in-depth study, which is what
prompted the choice of this research topic.

Formation of the objectives of the article
(task statement). The objective of the article
is to provide a theoretical justification for the
role of marketing, advertising and SMM within
the structure of Ukraine's creative industries,
to assess their multiplier effect on the post-war
recovery of the national economy, and to identify
strategic directions for the export expansion of
advertising and marketing services in the context
of European integration and the digitalisation of
the global market.
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To achieve the stated aim, the article employs
a range of general scientific and specialised
research methods: the abstract-logical
method — for the theoretical generalisation
of definitions of the creative economy and
the essence of intellectual capital; system-
structural analysis — to examine the regulatory
and legal basis for the KVED classification
and to determine the place of marketing within
the structure of Ukraine’s creative industries
[1; 2]; economic-mathematical modelling — to
calculate the investment multiplier of the impact
of advertising and marketing services on
macroeconomic indicators [5]; the case study
method and comparative analysis — to assess
the market positions of Ukrainian agencies
based on data from the All-Ukrainian Advertising
Coalition (VRK) and to analyse their successes
at international festivals [6; 7].

Summary of the main research material.
In order to objectively assess the potential of
the sector under study, it is necessary to clearly
define its place within the architecture of the
creative industries. According to the definition
of the United Nations Conference on Trade and
Development (UNCTAD), the creative economy
is a concept based on creative assets that have
the potential to generate economic growth and
development [13]. In UNCTAD’s classification
model, advertising and marketing are categorised
under ‘Functional Creations’, where a creative
idea is directly transformed into a commercial
service or product [13].

Within the Ukrainian legal and economic
framework, this approach is fully consistent. In
accordance with the Law of Ukraine ‘On Culture’
[1] and an order of the Cabinet of Ministers of
Ukraine [2], a state-approved list of economic
activities belonging to the creative industries has
been established. In this list, the advertising and
marketing sector is represented by the following
key KVED-2010 codes: 73.11 ‘Advertising
agencies’; 73.12 ‘Media representation’;
73.20 ‘Market research and public opinion
polling’. The modern social media marketing
(SMM) industry, although it does not have a
separate code inthe classification, is a synergistic
sub-sector operating at the intersection of KVED
73.11, KVED 63.11 and KVED 90.03.

Akey methodological feature of the advertising
and marketing sector is its intellectual intensity —
human capital is the primary asset here, capable
of generating unique cognitive products: creative
ideas, slogans, brands, videos, graphic content,
as well as strategies that are now protected by
copyright.

Furthermore, modern SMM and digital
marketing combine creativity and technology:
they require not only analytical skills but also
constant creativity — such as producing trending
videos (for example, for TikTok or Reels),
creative copywriting, developing a visual style,
and engaging in interactive communication with
the audience.

Earning an income in these fields does not
require significant expenditure, as it depends
directly on the individual or team’s talent,
ingenuity, creativity and the skills developed
by specialists, rather than on the availability of
resources, raw materials, equipment, buildings
or structures, or on the level of development of
traditional mass production.

In the context of post-war recovery,
marketing and advertising are becoming
drivers of macroeconomic stabilisation. The
recovery process requires not merely the linear
reconstruction of destroyed infrastructure, but
the in-depth modernisation and repositioning of
domestic businesses in both the domestic and
global markets. The activities of the Ukrainian
business community are illustrative in this regard.
In particular, under the leadership of leading
marketer and public figure Andrii Dlihach, a
broad coalition of business communities (Board,
SUP, CEO Club Ukraine, etc.) was formed, which
signed a Memorandum on the Modernisation
of Ukraine [4]. The main conceptual message
of this initiative lies in Ukraine’s transition from
a raw materials-based economic model to an
economy driven by innovation, high added
value and brand orientation. In this model,
marketing involves market analysis, the creation
of value propositions for foreign investors, and
the integration of local producers into global value
chains.

The full-scale war has led to a sharp decline
in the domestic advertising budget, forcing
Ukrainian creative, digital and advertising
agencies to undertake a forced but accelerated
expansion into export markets. According to
industry rankings and monitoring, Ukrainian
agencies are demonstrating steady growth in
international orders from the EU, the US and the
Middle Eastthanks to three factors: digital mobility
(zero-logistics), high competitiveness and cost-
effectiveness. Recognising this potential, the
state is increasingly institutionalising its support
for the sector. For example, in June 2026, the
Ukrainian Cultural Foundation (UCF) launched
a large-scale study entitled ‘The State of Export
Capacity of Ukrainian Creative Products’.
Furthermore, at the level of the Council for the
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Support of Entrepreneurship, proposals were
put forward to incorporate the creative industries
into the national strategy ‘Economy of the Future’
and Ukraine’s Export Strategy up to 2030 [3].

In order to objectively assess the market
position and innovative potential of players in
Ukraine's advertising and marketing market, it
is advisable to analyse the results of a leading
industry tool — the National Ranking of Creativity
and Expertise among Communications
Agencies, compiled by the All-Ukrainian
Advertising Coalition (VRK) based on the results
of the 2026 season [6].

Alongside communications hubs, digital media
agencies are demonstrating a high degree of
export flexibility. In the VRK’s media rankings for
the 2026 season, the leaders were: Performics
Ukraine (1st place, 50 points), Promodo (2nd
place, 38 points), WPP Media (3rd place,
32 points), and Netpeak and Media First Ukraine
(tied for 4th—5th place with 30 points) [6]. From a
macroeconomic perspective, according to KSE
data, the marketing sector is showing steady
export growth of +11 per cent annually [5].

Unlike infrastructure construction, investment
in the human capital of the marketing sector
yields arapid, accelerated effect. In mathematical
and economic terms, this effect is described

by the creative industries multiplier (ClI)
formula [5]:
MC](multiplier) = __AGDP ~1.9-22 (1)
Alnvestment
where:

MClI is the creative industries multiplier;
AGDP is the change in gross domestic
product;

A Investment is the change in investment in
the creative sector.

This means that every hypothetical hryvnia
or dollar invested in creative marketing and
the export of digital services through Ukrainian
agencies generates up to 2.2 units of growth in
gross national income, thanks to the spillover
effect on related sectors (design, copywriting,
video production).

The Ukrainian advertising and marketing
sector’s ability to export services on a large
scale is demonstrated by specific case
studies. Ukrainian projects were the standout
winners of the festival season at the 27th
Kyiv International Advertising Festival (KIAF),
which brought together 714 entries from
12 countries around the world [7]. Among the
standout cases is the ‘The Healing Stage’
campaign by Saatchi & Saatchi Ukraine, which
won the top prize — the KIAF 2026 Grand Prix
in the Social Goals category — by successfully
addressing the issue of psychological
rehabilitation for veterans. Another breakthrough
case was the special project ‘Anomalous
Collaboration’ by Rockets. Growth R&D, in
partnership with the State Emergency Service
and the developer of the game S.TA.LK.E.R.
2: Heart of Chornobyl, won the Grand Prix at
the 2026 KIAF in the ‘Client’s View’ category for
its successful, visually engaging gamification
of mine safety for players worldwide [7].
According to official data from the All-Ukrainian
Advertising Coalition, a total of 16 Ukrainian
agencies have been included in the global
lists of winners of prestigious competitions,
which is directly converted into new foreign B2B
contracts.

Table 1

The Top 7 Most Creative Communications Agencies in Ukraine for the 2026 Season
Ranking corﬂﬁmﬁig;ttirc‘)ens / Number Specialisation and export orientation
position creative agency of points

1 Rockets. Growth R&D 215 Comprehensive digital marketing, R&D solutions

2 Saatchi & Saatchi 177 Brand strategies, large-scale communication

Ukraine campaigns

3 Postmen 146 Creative strategies, SMM, multimedia production

4 Leo Burnett Ukraine 110 Integrated marketing, creative content

5 isdgroup 80 Sri]%itﬂacrrkeeagir:gty, combining technology

6 McCann Kyiv 34 Strategic planning, full-cycle advertising

7 Bickerstaff.890 32 Branding, visual communications, social creativity

Source: compiled by the authors based on the data of the All-Ukrainian Advertising Coalition [6]
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Conclusions.

1. In contrast to the traditional view of
advertising and marketing as merely auxiliary
tools of corporate sales policy, their role as an
independent, high-tech and export-oriented
sector of the creative industries has been
comprehensively substantiated.

2. In the context of post-war recovery,
the advertising and marketing sector acts as a
strategic driver of modernisation. As noted in
the Memorandum of Business Communities
led by A. Dlihach, Ukraine’s recovery must take
place through a transition to a high value-added
economy. Based on a mathematical analysis
of the macroeconomic impact, it has been
demonstrated that digital marketing ensures the
capitalisation of Ukrainian brands and enhances
their investment appeal.

3. The specific nature of advertising
and marketing services as a driver of foreign
exchange earnings has been identified; these
services are capable of ensuring the integration
of Ukrainian intellectual capital into the global
arenawithout the constraints of physical logistics.
The actual competitiveness of Ukrainian creative
products on the international stage has been
confirmed by unique domestic case studies
from 2026 (‘The Healing Stage’, ‘Anomalous
Collaboration’).

4. Future research in this area should be
focused on the development of detailed applied
models of public-private partnerships to attract
international donors to fund Ukrainian digital
hubs, as well as on examining institutional
barriers to cross-border B2B activities by
domestic creators.
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