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VJIK 339.138 (062)

b59 B2B Marketing : 36. nayk. np. XVIII Mixnap. Hayk.-mpakT. KoHQ.,
M. Kuis, 30 kBit., 2026 p. [Enexrpon. pecypc] ; KIII im. Irops Cikopcbkoro. —
Enexrpon. tekcroBi mani (1 daitn: 2,9 M6aiit). — Kui : KIII im. Irops
Cixopcbkoro, Bua-so «Ilomitexnikay. — 229 c.

[Tomano warepianu XIX MixHApOIHOI HAYKOBO-IIPAKTUYHOI KOH(EpeHIIil
«B2B MARKETING», sika BinOynacs B HarlioHaJIbHOMY TEXHIYHOMY YHIBEPCHUTETI
Vkpainn «KuiBchkuil momitexHiyHud 1HCTUTYT iMeH1 Iropst Cikopcbkoro» 30 KBIiTHS
2026 poxy. Y 30ipHUKY TIPEICTABICHO PE3yJIbTaTH TO0CIKCHb HAyKOBIIIB, BUKJIAIa4iB,
acmipaHTIB 1 CTYIEHTIB, Kl BHUCBITJIIOIOTh NHUTAHHS MPOMHUCIOBOIO MapKETHHTY,
OpEHIUHTY, MapKETUHTOBOTO MEHEKMEHTY, LUM(POBUX TEXHOJOTIM, IHHOBaLIA Ta
MMOBEAIHKHU CIIOKHUBAY1B TOILO.

XIX MixHapogHa HaykoBo-mnpakThuHa kKoHgepeHuiss «B2B MARKETING»
BiOynaca BianoBigHo o Hakaszy KIII im. Irops Cikopebkoro Ne HOJ1/245/26 Bin
26.03.2026 p. y mexax mnposereHHs XIX MiXHApOAHOTO HAyKOBO-IPAKTUYHOTO
bopymy «B2B Marketing.

30ipHuK HaykoBuX mpaib XIX MiKHapOIHOT HAYKOBO-TIPAKTUYHOI KOH(epeHIii
«B2B MARKETING» pexomeHaoBaHo 10 ApyKy BueHorw pamoro QakymbreTy
MEHEDKMEHTY Ta MapkeTHHTY (TipoTtokos Ne 9 Bix 04 tpaBus 2026 p.).

Bionosioanvhicms 3a nopyuienHs agmopcbKux npag ma HeOOMpUMAaHHsL YUHHUX
cmandapmie y mamepianax 30ipHuKa noOKIA0aAEMvCs Ha aémopa(is) Haykoeoi npayi

© KIII im. Irops Cikopebkoro (PMM), 2026
© ABtopu marepiaiis, 2026
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UDK 339.138 (062)

B59 B2B Marketing : Collection of scientific papers of XIX International
Scientific and Practical Conference, Kyiv, Apr. 30, 2026 [Electronic resource] ; Igor
Sikorsky Kyiv Polytechnic Institute. — Electronic text data (I file: 2,9 MB). — Kyiv:
Igor Sikorsky Kyiv Polytechnic Institute, “Polytechnic” Publishing House. — 229 p.

This publication contains the materials of the XIX International Scientific and
Practical Conference “B2B MARKETING”, which was held at the National Technical
University of Ukraine “Igor Sikorsky Kyiv Polytechnic Institute” on April 30, 2026. The
collection presents the research findings of scholars, academics, PhD candidates, and
students, highlighting issues related to industrial marketing, branding, marketing
management, digital technologies, innovation, consumer behavior, and related fields.

The XIX International Scientific and Practical Conference “B2B MARKETING”
was held under the Order of the Igor Sikorsky Kyiv Polytechnic Institute
No. NOD//245/26 dated March 26, 2026, within the framework of the XIX International
Scientific and Practical Forum “B2B Marketing”.

Collection of scientific papers of the XIX International Scientific and Practical
Conference was recommended for publication by the Academic Council of the Faculty of
Management and Marketing (protocol No. 9 from May 4, 2026)

Responsibility for copyright infringement and non-compliance of materials in the
collection with current standards rests with the author(s) of the scientific papers.

© Igor Sikorsky Kyiv Polytechnic Institute
(FMM), 2026
© Authors of materials, 2026
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IIanoBHI ydyacHuKH!

XIX MuibkHapoaHuii HayKoBoO-mpakTudHuUM ¢dopym «B2B Marketingy €
MacIITaOHUM  HAyKOBO-KOMYHIKAI[IMHUM  3aX0J0oM, III0 00’€/lHy€  HayKOBIIIB,
IpeICTaBHUKIB O13HECY, eKCIIEPTiB, BUKJIaAauiB, MOJIOAUX JIOCIITHUKIB Ta CTYACHTIB JIJIs
OOTOBOpPEHHSI AaKTyaJIbHUX TEHACHLIA PpO3BUTKY Cy4YyaCHOTO MapKeTHHry Ta B2B-
cepenoBHINa. 3axiJi MPUCBAYCHWM aHalizy TpaHchopMallii pPUHKIB TiJ BILTUBOM
ndposizarlii, MoOaTbHOI KOHKYPEHIIli, IHHOBAI[IHHUX TEXHOJIOTIN Ta 3MiH Y TIOBEMIHII
CIIO)KMBAYiB.

Y wMexax ¢GopyMmy oOcCOONMBY yBary NpPHUIUICHO THUTAHHSM IPOMHUCIOBOTO
MapKeTUHry, I1HdpoBoi TpaHchopmalii Oi3Hecy, OpEHAUHTY, MapKETUHTOBUX
KOMYHIKallli, YIpaBIiHHSA KIIEHTCHKUM JIOCB1OM, BUKOPUCTAHHS INTYYHOTO 1HTEJICKTY
ta Data-Driven miixoiB y MapKETUHTOBIH MisUTbHOCTI. BakJIMBUM HanpsMOM JTHUCKYCIH €
MOIIYK €(QEeKTUBHUX CTparerii poO3BUTKY MIANPUEMCTB B YMOBaX EKOHOMIYHOI
HeCTaO1IbHOCTI, BUCOKOTO PiBHS HEBU3HAYCHOCTI Ta BOEHHUX BHKJIHKIB.

®opym BucTynae 1miaTrGopMor0 Il OOMIHY HAyKOBUMH 1€sIMHU, MPAKTHIHUM
JIOCBIJIOM Ta 1HHOBAI[IMHUMU PIIIEHHSMH, CIPUAIOUYM PO3BUTKY MIKIUCHMUILTIHAPHOL
CIIIBIIpAIll MIX aKaJeMIYHOIO CITUIBHOTOK Ta Oi3HecoMm. TemaTuka 3axoiy BimoOpaxkae
Cy4yacHl TeHJEHLIi po3BUTKY B2B-mapkeTuHry, mu¢ppoBoi €KOHOMIKH, 1HHOBAI[IHHOTO
MIAIPUEMHHUITBA Ta CTPATErIYHOTO YIPABIIHHA B YMOBaX MOOANBbHUX TPpaHCHOPMALIIH.

Amnaroaii MEJIBHUYEHKO

['onoBa nmporpaMHOTO KOMITETY,
pekrop KIII im. Iropst Cikopcbkoro

Mapuna KPABUEHKO

CriBrosioBa mporpaMHOro KOMITETY,

JeKaH (paKynbTeTy MEHEKMEHTY Ta MAPKETUHTY
KIII im. Iropst Cikopcbkoro

Kanna ) KUT'AJIKEBUY

CriBrosioBa mporpaMHoOro KOMITETY,
B.0. 3aBiJlyBaua Kadenpu IpOMHUCIOBOTO MAPKETUHTY
KIII im. Iropst Cikopcbkoro

Cepriiit KOCTS
CHIBroJI0Ba MPOTPAMHOTO KOMITETY, PEriOHaIbHUN
MapkeTuHr-aupektop Bolt y kpainax [lenTpanshoi Ta CxinHoi €Bponu Ta A3ii

Konextus kadenpu npomucioBoro mapkeTury KIII im. Irops Cikopcekoro
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Dear participants!

The XIX International Scientific and Practical Forum “B2B Marketing” is a large-
scale scientific and communication event that brings together scholars, business
representatives, experts, academics, young researchers, and students to discuss current
trends in the development of modern marketing and the B2B environment. The event is
dedicated to the analysis of market transformations driven by digitalization, global
competition, innovative technologies, and changes in consumer behavior.

Within the framework of the forum, particular attention is paid to issues of industrial
marketing, digital business transformation, branding, marketing communications,
customer experience management, the application of artificial intelligence, and Data-
Driven approaches in marketing activities. An important area of discussion is the search
for effective strategies for enterprise development under conditions of economic
instability, a high level of uncertainty, and wartime challenges.

The forum serves as a platform for the exchange of scientific ideas, practical
experience, and innovative solutions, fostering the development of interdisciplinary
cooperation between the academic community and business. The topics of the event
reflect contemporary trends in the development of B2B marketing, the digital economy,
innovative entrepreneurship, and strategic management in the context of global
transformations.

Anatolii MELNYCHENKO
Chairman of the Program Committee,
Rector of Igor Sikorsky Kyiv Polytechnic Institute

Maryna KRAVCHENKO

Co-Chairman of the Program Committee

Dean of the Faculty of Management and Marketing
of Igor Sikorsky Kyiv Polytechnic Institute

Zhanna ZHYHALKEVYCH

Co-Chairman of the Program Committee

Acting Head of the Department of Industrial Marketing
of Igor Sikorsky Kyiv Polytechnic Institute

Serhii KOSTIA
Co-Chairman of the Program Committee, Regional Marketing
Director at Bolt in Central and Eastern Europe and Asia

The Collective of the Department of Industrial Marketing of Igor Sikorsky Kyiv
Polytechnic Institute
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CKJUIAL ITPOI'PAMHOI'O KOMITETY

XIX MisKHApPOIHOT0 HAYKOBO-NIPAKTHYHOTr0 popymy «B2B Marketing»

MenbHuueHko A.A.
Kpasuenko M.O.

Kurankesuu XK.M.
Koctsa C.O.
Baynazoglu
Mehmet Emin
Kratzer Jan
Pysarenko Nataliia

Matgorzata
Twardzik

I'anymak-
€dimenko JI.M.
Hanpko HO.1.

Iuramenko C.M.

Kapnenko B.JI.

Kacsu C. 4.

KoBanbuyk C.B.

JInnuk 1.B.
Oxnangep M.A.

ITepeBo3oBa I.B.
Casunpka H.JI.

Coumnizes C.O.

®enopuenko A.B.
Xpankina B.B.

[Mynerina JI.M.

rosioBa nporpamHoro komirery, pekrop KIII im. Iropst Cikopcekoro

CITIBroJIOBa MPOTPAMHOTI0 KOMITETy, AeKaH (pakylIbTeTy MEHEIKMEHTY Ta
mapketunry, KIII im. Iropst Cikopcbkoro

CHIBroJIOBa  MPOTPAMHOTIO  KOMITETY, B.0.  3aBijyBaua
npomucioBoro mapketunry, KIII im. Iropst Cikopcbkoro
CITIBrOJIOBA MPOTPAMHOTO KOMITETY, PEeTiOHATbHUI
MapkeTuHT-aupekTop Bolt y kpainax Llentpansnoi Ta Cxignoi €Bpomnu Ta
Azil

Head of Management Information Systems Department, School and
Department Erasmus Coordinator, Faculty Member, Kesan Yusuf Capraz
School of Applied Sciences, Trakya University (Turkey)

Head of Entrepreneurship and Innovation Management Chair, Technical
University Berlin (Germany)

Dr, MSc Marketing and Business Analytics Program Director, University of
Exeter Business School, UK

Head of the Department of Consumer Behavior Research, Institute of
Management, College of Management and Finance, Warsaw School of
Economics (Poland)

Kadeapu

MPOPEKTOp 3 HAyKOBOI Ta MDKHApOAHOI JisibHOCTI, KuiBChKwHiA
HalllOHAJLHUN YHIBEPCUTET TEXHOJIOTIN Ta AU3alHy
MPOPEKTOp 3 HAYKOBOI Ta MDKHApOAHOI AisUTBHOCTI, CyMCBKHIA

HaI[lOHAJILHUH arpapHuil YHIBEpCUTET
npodecop kadeapu MapKeTHHTY, XapKIBCbKUN MOMITEXHIYHUA IHCTUTYT

JeKkaH (aKyJIbTeTy €eKOHOMIKH 1 yIpaBiIiHHS, XMEIbHULBKUN HalllOHAIbHUN
YHIBEPCUTET
npodecop kadenpu mapkerunry, HTY «/HinpoBchKa MOMITEXHIKA

npodecop Kadenpu MEHEIKMEHTY, €KOHOMIKU, CTATUCTUKU Ta IU(POBUX
TEXHOJIOTiH, XMeNbHUIBKUHA YHIBEPCUTET YIpPaBIiHHSA Ta MpaBa IMEHI
Jleonina FO3pk0Ba

npe3usieHT YKpaiHcbkoi Acomianii MapkeTuHry

3aBigyBay kadeapu mapkeTury, HY «Onecbka momitexHika

3aBiayBay Kadeapu miANpUEMHUIITBA Ta MAPKETUHTY, [BaHO-DpaHKIBCHKUI
HAaI[lOHAIBHUHN TEXHIYHUH yHIBepCUTET HaTH 1 razy

3aBiyBay Kadeapyu MapKeTUHTY, YIPABIIHHSA PEMyTaLI€l0 Ta KIIEHTCHKUM
nocBizioM, [lepxaBHuii 610TeXHOJIOTIYHUHN yHIBEpCcUTET (M. XapKiB)
npodecop kadenpu npomucioBoro mapketurry, KIII im. Irops Cikopcbkoro

3aBigyBau kadenpu mapketunry im. A.®D. [TaBnenka, KHEY im. Bagnma
I'eTbmana

npodecop kadenpu MeHETKMEHTY, MAapKETUHTY Ta MiANpHeMHULTBA, HY
«KueBo-MoruisHCchKa akagemis»

npodecop xadeapu npomuciaonoro mapketunry, KIII im. Irops Cikopcbkoro
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MEMBERS OF THE PROGRAM COMMITTEE
XIX International Scientific and Practical Forum “B2B Marketing”

Anatolii A. Melnychenko

Maryna O. Kravchenko

Zhanna M. Zhyhalkevych

Serhii O. Kostia

Mehmet Emin Baynazoglu

Jan Kratzer

Nataliia Pysarenko
Matgorzata Twardzik
Liudmyla M. Hanushchak-
Yefimenko

Yurii I. Danko

Serhii M. Illiashenko
Valentyna L. Karpenko

Serhii Ya. Kasian

Svitlana V. Kovalchuk

Iryna V. Lylyk
Mykhailo A. Oklander

Iryna V. Perevozova

Chair of the Program Committee, Rector of Igor Sikorsky Kyiv
Polytechnic Institute

Co-Chair of the Program Committee, Dean of the Faculty of
Management and Marketing, Igor Sikorsky Kyiv Polytechnic
Institute

Co-Chair of the Program Committee, Acting Head of the
Department of Industrial Marketing, Igor Sikorsky Kyiv
Polytechnic Institute

Co-Chair of the Program Committee, Regional Marketing
Director at Bolt in Central and Eastern Europe and Asia

Head of the Management Information Systems Department,
School and Department Erasmus Coordinator, Faculty Member,
Kesan Yusuf Capraz School of Applied Sciences, Trakya
University (Turkey)

Head of the Chair of Entrepreneurship and Innovation
Management, Technical University of Berlin (Germany)

Dr., MSc, Program Director of Marketing and Business Analytics,
University of Exeter Business School (United Kingdom)

Head of the Department of Consumer Behavior Research, Institute
of Management, College of Management and Finance, Warsaw
School of Economics (Poland)

Vice-Rector for Research and International Affairs, Kyiv National
University of Technologies and Design

Vice-Rector for Research and International Affairs, Sumy
National Agrarian University

Professor of the Department of Marketing, Kharkiv Polytechnic
Institute

Dean of the Faculty of Economics
Khmelnytskyi National University
Professor of the Department of Marketing, Dnipro University of
Technology

Professor of the Department of Management, Economics,
Statistics and Digital Technologies, Leonid Yuzkov Khmelnytskyi

and Management,

University of Management and Law
President of the Ukrainian Marketing Association

Head of the Department of Marketing, Odesa Polytechnic
National University

Head of the Department of Entrepreneurship and Marketing,
Ivano-Frankivsk National Technical University of Oil and Gas
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Nataliia L. Savytska

Serhii O. Solntsev
Andrii V. Fedorchenko
Viktoriia V. Khrapkina

Liudmyla M. Shulhina

Head of the Department of Marketing, Reputation Management
and Customer Experience, State Biotechnological University
(Kharkiv)

Professor of the Department of Industrial Marketing, Igor
Sikorsky Kyiv Polytechnic Institute

Head of the A.F. Pavlenko Department of Marketing, Kyiv
National Economic University named after Vadym Hetman
Professor of the Department of Management, Marketing and
Entrepreneurship, National University of Kyiv-Mohyla Academy
Professor of the Department of Industrial Marketing, Igor
Sikorsky Kyiv Polytechnic Institute
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CKJIAJI OPTAHI3ALIIMHOTO KOMITETY

XIX MixkHAPOAHOT0 HAYKOBO-NIPAaKTHYHOTO opymy «B2B Marketing»

Kurankesuu J)K.M.  ronoBa oprani3aiiiHOro KOMiTeTy, j.€.H., mpod., B.0. 3aBiayBaya kadenpu

3o03ynb0B O.B.
Hlynerina JL.M.
bopucenko O.C.
IBanuenko H.O.
Kodanos O.€.
Jlebenenko C.O.
ITnucenxo I'.I1.
Cibpyxk B.JL
Cysopoga .M.

Tpusaiino A.1O.
®icyn 10.B.

IOnina H.B.
S3Binceka H.B.
Apmomrok O 4.

Henncenko H.B.
JliBuun B AL

bu6a B.b.
Mimyxk O.K.
Canoin I'.C.
[Tapdronos O.C.
Kpunnosa T.E.

[TapyGenp H.M.

npomucioBoro MapketuHry, KIII im. Iropst Cikopcekoro

3aCTYITHUK TOJIOBH OpPTraHi3aIifHOro KOMiTeTy, K.¢.H., mpod., mpodecop
kadenpu npomucioBoro Mmapketunry, KIII im. Iropst Cikopcbkoro
3aCTYIHUK TOJIOBU OPTaHi3aIlifHOro KOMITeTy, 1.€.H., pod., mpodecop
kadenpu npomucioBoro mapketunry, KIII im. Iropst Cikopcbkoro

K.€.H., JIOII., JoLeHT Kadeapu npomucioBoro mapketuHry KIII im. Irops
CikopchKOro

K.€.H., JOII., JoLeHT Kadeapu npomucioBoro MapketuHry KIII im. Irops
CikopchKoro

K.€.H., JIOIL., IOIeHT Kadeapu npomucioBoro mapketury, KIII im. Irops
CikopchKOTO

K.T.H., JIOIL., IOIIeHT Kadenpu npomucioBoro mapketunry, KIII im. Irops
CikopchKOTO

K.€.H., 101IeHT Kadeapu npomucioBoro mapkerunry KIII im. Irops
CikopchKoro

K.€.H., J1011., IOLIeHT Kadeapu npomucioBoro mapketunry, KIII im. Irops
CikopchKOro

K.€.H., JIOIL., IOIeHT Kadeapu npomucioBoro Mmapkerury KIII im. Irops
CikopchKOTO

K.€.H., J1011., AoueHT kadpeapu npomucnoBoro KIII im. Iropst Cikopcbkoro
K.€.H., JI01l., AOLEHT Kadeapu npomucinoBoro mapketunry, KIII im. Irops
CikopchKOro

K.€.H., J101l., IOLIeHT Kadeapu npomucioBoro mapketunry, KIII im. Irops
CikopchKOro

K.€.H., J101l., IOLIeHT Kadeapu npomucioBoro mapketury, KIII im. Irops
CikopchKOro

K.€.H., JI01l., AOLEHT Kadeapu npomucinoBoro mapketunry, KIII im. Irops
CikopchKoro

CT. BUKJI. Kadeapu nmpomucioBoro mapketunry, KIII im. Irops Cikopcbkoro
K.€.H., CT. BUKJI. Kadeapu npomucioBoro mapketunry, KIII im. Irops
CikopchKOTO

acucteHT Kadeapu npomucioBoro mapketunry, KI1I im. Iropst Cikopcekoro
acucteHT Kadeapu npomucioBoro mapketunry, KIII im. Iropst Cikopcekoro
acucteHT Kadeapu npomucioBoro mapketunry, KIII im. Iropst Cikopcekoro
acmipanT kadeapu npomuciororo mapketunry, KIII im. Irops Cikopcbkoro
MpoBiIHUHN 1HXeHep Kadeapu npomucioBoro mapketunry, KIII im. Irops
CikopchKoro

3aBiJlyBad HaBUYaJIbHO-HAYKOBOi JabopaTopii MPOMUCIOBOIO MapKETHHTY
¢bakynpTeTy MeHemKMeHTy Ta MapkeTuHry, KIII im. Iropst Cikopcbkoro

10
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MEMBERS OF THE ORGANIZING COMMITTEE

XIX International Scientific and Practical Forum “B2B Marketing”

Zhanna M. Zhyhalkevych

Oleksandr V. Zozuliov

Liudmyla M. Shulhina

Olena S. Borysenko

Nataliia O. Ivanchenko

Oleksii Ye. Kofanov

Serhii O. Lebedenko

Halyna P. Plysenko

Viktor L. Sibruk

Iryna M. Suvorova

Andrii Yu. Tryvailo

Yuliia V. Fisun

Nataliia V. Yudina

Chair of the Organizing Committee, Doctor of Economics,
Professor, Acting Head of the Department of Industrial Marketing,
Igor Sikorsky Kyiv Polytechnic Institute

Deputy Chair of the Organizing Committee, Candidate of Economic
Sciences, Professor, Professor of the Department of Industrial
Marketing, Igor Sikorsky Kyiv Polytechnic Institute

Deputy Chair of the Organizing Committee, Doctor of Economics,
Professor, Professor of the Department of Industrial Marketing, Igor
Sikorsky Kyiv Polytechnic Institute

Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Candidate of Technical Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Candidate of Economic Sciences, Associate Professor of the
Department of Industrial Marketing, Igor Sikorsky
Polytechnic Institute

Candidate of Economic Sciences, Associate Professor, Associate

Kyiv

Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute
Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute
Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute
Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute
Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute
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Nadiia V. Yazvinska

Oleksii Ya. Yarmoliuk

Nataliia V. Denysenko

Vadym Ya. Livshyts

Volodymyr B. Byba
Olha K. Mishchuk
Hanna S. Saloid
Oleksandr S. Parfionov
Tetiana E. Krylova

Nataliia M. Parubets

Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Candidate of Economic Sciences, Associate Professor, Associate
Professor of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Senior Lecturer of the Department of Industrial Marketing, Igor
Sikorsky Kyiv Polytechnic Institute

Candidate of Economic Sciences, Senior Lecturer of the
Department of Industrial Marketing, Igor Sikorsky Kyiv
Polytechnic Institute

Assistant of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Assistant of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

Assistant of the Department of Industrial Marketing, Igor Sikorsky
Kyiv Polytechnic Institute

PhD Student of the Department of Industrial Marketing, Igor
Sikorsky Kyiv Polytechnic Institute

Lead Engineer of the Department of Industrial Marketing, Igor
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FORECASTING THE DAWN OF THE SPACE ECONOMIC ERA

There is no single approach to the periodization of economic development, but for a long time,
all of them were characterized by linear thinking. Linear thinking assumes a sequential succession of
events: from causes to effects, where each subsequent stage supplants and then replaces the previous one.
This logic of the sequence of events shaped a stereotypical view in the periodization of economic history
that historical eras replace one another, which was entirely consistent with the historical eras preceding
the era of industrial society. Using this historical experience of economic evolution as an analogy, it was
entirely logical to expect that the information society, which emerged as a new economic era and a
consequence of the mass integration of information and communication technologies into human life,
would replace and completely supplant the industrial society. However, despite such expectations, this
did not happen, and the information society has become an additional component of the industrial society.
Similarly, the technogenic society, which represents the interrelationships between various types of
artificial intelligence, emerged on the basis of the information society. At the same time, technogenic
society does not supplant any previous type of society: neither the information society nor the industrial
society.

Actually, the current stage of the emergence of new economic eras is turning into a process of the
human society cloning itself within itself, which can be figuratively described as the “internal layering”
of society. Similar processes apply to economic relations as well. After all, every economic actor that
integrates into the next type of society creates its own copy in the form of an avatar adapted to the
innovative conditions of the new economic era. For example, the information society required economic
actors of the industrial society to create digital duplicates of themselves in the form of corporate websites,
establish electronic personal accounts on various digital platforms, and launch corporate accounts on
social media, which led most of these economic actors’ key economic processes to the digitization. The
technogenic society builds yet another (but now independent )clone of these processes upon the
previously digitized information of the information society. But this clone is already under the control
by artificial intelligence. This Al is initially trained by the digital clone of the economic entity and
subsequently granted full authority for its continued management.

The logical question arises: “What’s next?”” To answer this question, we must consider a series
of recent global events. First, the successful launch of the Orion-class spacecraft Integrity, designed to
carry astronauts on a flight around the Moon, deserves special attention [1]. The flight took place as part
of the long-delayed Artemis II mission, which is centered on human exploration of the Moon. This event
paves the way for the future establishment of a certain infrastructure on the Moon, which could signal a
new type of extraterrestrial production of goods and services. In particular, the Moon, with its low surface
temperatures, has been long considered a promising location for the servers needed to power artificial
intelligence and the technogenic economy. From this perspective, the SpaceX project, which plans to
deploy artificial intelligence into space, is also of critical importance. The plan calls for the launch of
about a million satellites, which together will function as data centers for Al services. To achieve this,
the project plans to use energy from solar panels located on the satellites, as well as technology for
transmitting data between satellites via lasers. An application to implement this project has already been
submitted to the U.S. space agency for review and approval. These two projects could turn into an
technological solution for addressing the consequences of the destruction of Ukraine’s traditional energy
infrastructure. This highlights another aspect of the causes of the war in Ukraine, directly linked to the
struggle for technological dominance [4]. It is also worth noting that the new space economic era, which
bases on the technogenic economy, will be managed by artificial intelligence. This forecast is reinforced
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by the appearance at the “Fostering the Future Together Global Coalition Summit” on March 25, 2026,
of the humanoid robot Figure-3, which has human-like features and is under the full autonomous control
of artificial intelligence [5].

The emergence of a new economic era aligns with the Three-Stage Model of Economic
Development proposed by Bruno Hildebrand and Karl Wilhelm Bucher, representatives of the German
Historical School of Economics [2]. This model of economic development was based on a spatial
criterion, namely the length of the trade route. Each new type of economy is directly linked to the
increasing distance between producer and consumer. Based on this principle, this three-stage model
distinguished the stage of a closed domestic (natural) economy (up to the 13th century), the stage of a
monetary or urban economy (13th—18th centuries), and the stage of a national economy or the stage of a
credit economy (from the 19th to the 20th centuries). At the same time, this model also foresaw the
emergence of a global economy with the establishment of modern logistics chains and economic relations
between countries on different continents. As the distance between producer and consumer grows, a
distance that will be measured on a cosmic scale and extend beyond Earth, it predicts a new space
economic era.

Recognizing the dawn of a new space economic era makes it possible to predict the emergence
of fundamentally new economic actors, the redistribution of economic roles among them, and the
development of fundamentally new economic values, the accumulation of which will determine the basis
of economic power using the Forecasting Model of the Evolution and Revolution of Economic Relations
[3]. This model also makes it possible to predict the process of the further evolution of economic relations
among economic actors in the space economic era and the direction of economic power among new
economic actors. Understanding the emergence of such processes enables enterprises to predict their own
economic role in each of the four types of societies. This will determine the structure and demand for the
portfolio of goods and services over the next decade. It is worth noting that the emergence of a new space
economic era and its integration with existing eras will lead to new forms of inequality: first
technological, then social, and subsequently economic inequalities between entire continents.
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