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Abstract. The article examines the strategic marketing vector of socially responsible projects
operating within the framework of a circular economy in the context of digital transformation.

The impact of digital technologies on marketing strategies aimed at promoting environmentally
and socially oriented products and services is examined.

The possibilities of using digital tools for effective communication of the values of the circular
economy and social responsibility, attracting consumers and forming long-term relationships are
analyzed.

Key digital marketing approaches and technologies are identified for optimizing the strategic
marketing vector of socially responsible projects in the digital era.
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Introduction. The digital era is radically transforming the business environment,
opening up new opportunities and challenges for marketing. At the same time, the
growing importance of the circular economy and corporate social responsibility (CSR)
necessitates the integration of these concepts into companies’ marketing strategies [1;
2]. Socially responsible projects that operate according to the principles of the circular
economy have significant potential to create both economic and social and
environmental value. However, effectively communicating this value to the digital
consumer requires the development of an adapted strategic marketing vector that takes
into account the specifics of the digital era.

The purpose of this article is the research within the context of strategic
marketing vector of socially responsible projects in the circular economy in the
conditions of digital transformation, identification of key digital approaches and

technologies for their successful promotion and consumer engagement.
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Analysis of recent publications on the research topic. Issues of strategic and
marketing management of various circular business activity in digital era and many
scientific publications, as well as discussions at conferences, in the Internet sites, on
various forums and platforms are devoted to current discussions [1-14].

Main results of the study. In modern business conditions, the circular economy
focuses on the cyclical use of resources, and CSR focuses on responsible business
activities taking into account social and environmental consequences. The digital era,
in turn, is characterized by the pervasiveness of digital technologies, changes in
consumer behavior, and the emergence of new communication and sales channels [5].
The integration of these three aspects requires companies to rethink their marketing
strategies for socially responsible circular economy projects.

We emphasize the fact that in the context of socially responsible circular economy
projects, it is strategic digital marketing that should use the capabilities of the Internet,
social networks, mobile technologies, data analytics, and other digital tools to
effectively communicate the values of sustainability and social responsibility to the
target audience. Therefore, strategic digital marketing is the process of planning,
implementing, and controlling marketing activities using digital channels and
technologies to achieve business goals [3; 4; 6].

It should be noted that in the digital era, strategic marketing of socially responsible
circular economy projects should be based on the following key approaches:

1. Digital value-oriented communication, namely: using digital channels to
effectively broadcast the values of circularity and social responsibility. This includes
creating interactive content that demonstrates the environmental and social benefits of
products and services, as well as stories about their positive impact. Personalized
digital experiences, namely: using data analytics to understand consumers’ online
behavior, interests and values, in order to create personalized marketing messages and
offers that meet their needs for sustainable and socially responsible products.

2. Digital community engagement, namely: building and activating online

communities around the brand and its socially responsible initiatives in the circular
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economy. Using social media to engage with consumers, engage them in discussions,
receive feedback and create a sense of ownership.

3. Digital transparency and traceability, namely: ensuring transparency of
information about the origin of materials, production processes, product lifecycles and
their social and environmental impacts through digital technologies such as blockchain
or QR codes. This increases consumer trust and confirms the authenticity of socially
responsible claims.

4. Sustainable e-commerce, namely: the development of online platforms and e-
commerce tools that facilitate the purchase and sale of circular economy products and
services, emphasizing their environmental and social benefits. Optimization of online
stores to demonstrate sustainable packaging, return and recycling options.

5. Use of digital influencers and brand advocates, namely: cooperation with
opinion leaders and consumers who actively promote the values of sustainable
development and social responsibility in the digital space, to expand audience reach
and increase trust in projects.

It is suggested to clarify that the following key tools and technologies can be used
to implement the strategic marketing vector of socially responsible projects in the
digital era, such as:

- Big Data Analytics.

- Artificial Intelligence (Al).

- Social networks and messengers.

- Content marketing (in digital format).

- Search Engine Optimization (SEO) and contextual advertising (Pay-Per-Click).

- Email Marketing.

- Mobile Marketing.

- Blockchain and QR codes: Technologies to ensure supply chain transparency,
track the life cycle of products and provide consumers with detailed information about
their environmental and social impact.

It is also proposed to consider the impact on digital consumer behavior and online

brand identity, as in the digital era, consumers actively search for information about
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products and brands online, compare their values and make informed purchasing
decisions [7].

Effective strategic digital marketing of socially responsible circular economy
projects can significantly influence digital consumer behavior, contributing to the
growth of demand for environmentally and socially conscious products.

It is also important that Ukrainian politicians, businessmen, and top managers are
already guided by the principles of the European Green Deal, and the country's
economic development vectors until 2030 also contain the main elements of its goals.

At the same time, Ukraine lacks a clear strategy for green and circular
development of the economy, its industries and enterprises, which requires further
theoretical research and practical implementation.

Thus, the leading developed world countries have come to the conclusion and
realization that excessive involvement of natural resources in the life of humanity can
become a serious threat in the future [4].

Moreover, consistent and authentic communication of circular economy values
and social responsibility in the digital space contributes to the formation of a strong
and positive online brand identity. A brand that is associated with sustainability, ethics
and innovation has a better chance of attracting and retaining loyal customers in the
digital era.

In general, corporate social responsibility (CSR) has long ceased to be just a
fashionable trend and today it has become an integral part of a successful business
model. Socially responsible projects implemented by companies not only contribute to
improving the life of society, but also have a significant impact on economic
sustainability.

Socially responsible projects contribute to the economic sustainability of
economic entities, namely:

1. Improving the company's image and strengthening trust.
2. Creating new markets and business models.
3. Increasing production efficiency.

4. Strengthening social capital.
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5. Reducing risks.

Therefore, socially responsible projects not only contribute to improving the life
of society, but also have a significant positive impact on the economic sustainability of
companies in a circular economy. They allow to increase competitiveness, create new
business models and strengthen long-term relationships with stakeholders. Social
responsibility becomes not just a moral imperative, but a smart business decision.

Social responsibility, regardless of the level and scale of research, is determined
at the global, national, regional and production levels.

The global level reveals the content of social responsibility through the
identification of problems and conditions of human existence and the search for ways
to solve them through the spread of social integration aimed at ensuring sustainable
development regardless of place of residence and race. Sustainable development
implies a balanced development of economic, environmental and social systems and
their simultaneous ability to self-regulate and reproduce.

According to international experience in implementing sustainable development,
the greatest success on this path was achieved by those countries that applied tools and
mechanisms that contributed to compliance with certain restrictions, overcoming
significant obstacles, introducing new standards, regulations, etc. The most influential
lever on the path to implementing sustainable development was social responsibility.

Social responsibility is an expression of will, which is determined by a certain
behavior regarding compliance with conscious restrictions and social norms,
guarantees security and progressive development, ensures coordination of interests of
subjects involved in social relations and their management.

Thus, social responsibility 1s multifaceted and multilevel. It manifests itself at the
personal (individual) level through the degree of civic maturity of the individual and is
basic for other levels. Its manifestations at other levels depend on a person's worldview
and awareness of his significance in world transformations, on his desire for
transformations in all spheres of his life.

At the group level, social responsibility is defined as corporate social

responsibility:
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- at the social level, it implies the social responsibility of society for a decent
standard of living of current and future generations;

- at the state level, it determines the best ways to achieve sustainable, social and
human development;

- finally, at the global level, social responsibility outlines the priorities of world
development, human civilization due to international agreements on the
implementation of sustainable development, as well as the UN Global Compact.

The world community has developed a system of standards and recommendations
for the implementation of sustainable development, namely: the ISO 14000 standard
in the field of environmental management systems, the Global Reporting Initiative
(GRI) - recommendations for reporting in the field of sustainable development, the
international standard for social responsibility ISO 26000, ISO 9001:2015, etc. [10-
12].

Sustainable development has been identified by the UN as the main direction of
civilization development in the 21st century. Ukraine is among those states that have
undertaken to introduce the principles of sustainable development into the economic
system.

The researches of the Institute of Industrial Economics of the NAS of Ukraine
conducted a number of expert surveys to implement the budget theme “Social Factors
of Sustainable Development of an Industrial Region”, in particular, they investigated
the issue of positive changes in the implementation of socially responsible actions for
sustainable development in Ukraine (Table 1).

Social responsibility and social security are inextricably linked. Social
responsibility is a guarantor of social security in general and personal human security
in particular, a means of maintaining and strengthening social harmony, the integrity
of society, the state.

Thus, the implementation of the principles of sustainable development in the
country can be achieved by modernizing management systems and social relations on

the basis of social responsibility, when motivational mechanisms for socially
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responsible behavior in this area of the individual, society, business, and the state are

involved.

Table 1 — Assessment of the positive effects of socially responsible actions in the

implementation of sustainable development principles in Ukraine, %

What positive changes will occur with socially responsible actions in implementing

the principles of sustainable development in Ukraine?

Careful attitude to the environment, rational consumption and use of 65.8
natural resources

Social, economic and ecological balance and development 57,0
Strengthening the health of the population, increasing life expectancy 443

and labor activity
Activation of socially responsible activities of the state, society, business, | 43 7
and individuals in forming conditions for sustainable development
Establishment of a coordinated system of values and spiritual and 43,7
cultural development of human society

Use of resource-saving technologies in production 40,5
Modernization of social relations, consolidation of efforts of society and 392
authorities in ensuring sustainable development

Formation and implementation of a consumption model in accordance 26,6
with the principles of sustainable development

High rating of Ukraine in terms of sustainable development in 12,0
international comparisons

Other 32
Difficult to answer 1,9

Source: compiled by the author based on [§].

Socially responsible projects not only contribute to the improvement of society,
but also bring significant benefits to business. Let us consider in more detail how such
projects affect the attraction of investments, the formation of a reputation, and the
increase in customer loyalty, namely:

Attracting investments: - Attractiveness for investors: Investors are increasingly
paying attention to the social responsibility of companies. Investing in a company that

cares about society and the environment is perceived as more reliable and ethical.
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- Long-term sustainability: Socially responsible companies demonstrate their
resistance to long-term changes and risks, which makes them more attractive to
investors who are focused on the future.

Building a positive reputation: - Positive image: Social responsibility helps create
a positive image of the company in the eyes of consumers, partners and employees.

- Differentiation from competitors: Socially responsible initiatives help to stand
out from competitors and take a leading position in the market.

- Reducing negative publicity: Actions aimed at improving society help to
neutralize negative publicity and protect the company's reputation.

Customer loyalty: - Emotional connection: Social projects help to create an
emotional connection between the company and customers, which increases loyalty.

- Brand loyalty: Customers who share the company's values become more loyal
to the brand and are willing to recommend it to others.

- Willingness to pay more: Consumers are often willing to pay a higher price for
products and services of companies that care about society.

Additional benefits: - talent attraction and retention, cooperation with government
and the public, business sustainability, because social responsibility helps ensure long-
term business sustainability, as companies become more resilient to economic and
social shocks.

It is also known that an effective strategy focuses on what makes users constantly
return to your product, and on the value that they receive from your brand and cannot
get anywhere else. So, the attraction strategy creates a base of customers, and the
retention strategy builds relationships with them and their main differences are
presented in Table 2.

The main sources of income for companies, according to the survey, are: customer
retention — 52%; customer acquisition — 45%; product updates — 30%; new sales
strategies — 30%; price changes and promotion strategies — 24%; new sales channels
— 19%; technological advantages — 16%; entering new markets — 11%. Therefore,
customer retention is a set of tools that a business uses to increase revenue and the

number of regular customers. Retention tools allow to benefit from existing customers.
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Table 2 — Customer acquisition strategies
Retention strategy Attraction strategy
Future customer | Accurate ROI assessment due
value to customer data Situation modeling

Collecting information during
e interaction with customers
Identifying o :
allows you to correctly set Situation modeling
goals for marketing activities

and predict sales figures.

customer needs

The return on investment will

Duration of The company's profits have | gradually decrease.
interaction been growing steadily over a | The period of time, a customer
period of time. will continue to buy products,

depends on the business sector

Big profit in a short period of
time, but considering the size of

Indicators in the Small part of total profit. the first purchase in monetary
short term It is difficult to predict the terms, the time of repurchase -
effect in the long term they characterize the future

value of the customer

Source: compiled by the author based on [8; 9; 14].

Let's compare Internet marketing with football: the team that successfully applies
attack and defense strategies simultaneously wins on the field. If we transfer this to the
field of marketing, then retention is a defense strategy, and acquisition is an attack
strategy. Retaining regular customers allows you to maintain high positions in the
market, and the ability to simultaneously attract new and retain old customers is a sign
of effective work that forms a positive reputation [8; 9; 14].

To sum up, corporate social responsibility is not just a fashion trend, but a
strategically important component of a successful business model. It helps companies
not only achieve financial goals, but also make a positive contribution to the

development of society, especially circular one, in digital era.
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Conclusion.

The strategic vector of socially responsible projects is a key element of the
successful transition to a circular economy. Integrating social aspects into projects
aimed at efficient use of resources and waste minimization not only contributes to
achieving environmental goals, but also creates significant social value. The
implementation of socially responsible practices in a circular economy is strategically
beneficial for business, helping to increase competitiveness, strengthen reputation and
contribute to the sustainable development of society.

The digital era opens up new horizons for strategic marketing of socially
responsible projects in a circular economy. The use of digital technologies and
approaches allows companies to more effectively communicate their values, attract
consumers, build long-term relationships and form a strong online brand identity. The
key elements of a successful strategic marketing vector are digital value-oriented
communication, digital community engagement, digital transparency and traceability,
sustainable e-commerce, use of digital influencers. Further research could be aimed at
studying the effectiveness of various digital marketing tools and strategies for
promoting socially responsible circular economy projects in different industries and

taking into account the specifics of digital behavior of different consumer segments.
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Anomauyia. Y cmammi 00CHiONCEHO CMPaAmeivHull MApKemuHe08ull 8eKmop COYiaIbHO
8ION0BIOANLHUX NPOEKMIB, WO PYHKYIOHYIOMb Y PAMKAX YUPKVIAPHOI eKOHOMIKU 8 YMOBAX YUDposoi
mpancghopmayii.

Posenanymo ennué yugposux mexmonoeit Ha MapKkemuHeo8i cmpamezii, CRpAMOBAHi HA
NPOCYBAHHS eKONO2IUHO MA COYIATbHO OPIEHMOBAHUX NPOOYKMIB i NOCTYe.

IIpoananizo8ano MoMCIUBOCMI GUKOPUCAHHA YUPDPOBUX THCMPYMenmie OJisl eheKmueHoi
KOMYHIKayii yiHHOCmel YUpPKYIAPHOI eKOHOMIKU mda COYIanbHOI 8ION0BIOANbHOCMI, 3aY4eHHs.
CROJHCUBAYIE MA POPMYBAHHSA 00820CMPOKOBUX BIOHOCUH.

Busnaueno xnouosi yugposi mapkemuneosi nioxoou ma mexHonNo2i 011 ONMuMizayii
CMpame2iyH020 MApKemMuUH208020 6EKMOPA COYIANbHO 8i0N0BIOANLHUX NPOEKMIE 8 YUPDPOBY epy.

Knrwowuosi cnoea: yupkyiapua eKoOHOMIKA, COYianbHA BIONO0BIOANbHICMb, CMPame2iuHull
mapkemuHe, yugposa epa, yupposi MexHono2ii, CnOHCUBYA MNOBEOIHKA OHIAUH, eNeKMPOHHA
KoMepyis, COYianbHi Mepedici, AHANimuKa OaHux.
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