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Introduction. In the conditions of war in
Ukraine, the assistance of European states is
invaluable. The sponsorship, being a synthetic
marketing communication, becomes a key means
of ensuring the image of states and positioning
in the global marketing environment.

Problem. The methodology of the functioning
of sponsorship marketing and sponsorship me-
chanisms in all spheres of social life has been
studied by many scientists. However, there are
no scientific researches that reveal the specifics
of the implementation of sponsorship marketing
by European states in wartime and justify spon-
sorship as a marketing communication capable
of creating a positive image of states and ensu-
ring their strategic positioning in the global
marketing environment.
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CIIOHCOPCHKM/A MAPKETUHT
EBPOIIEMCHKMX KPAIH
3A BOEHHOT'O CTAHY

B YKPAIHI

Bemyn. B ymosax gitinu 6 Ykpaini neoyi-
HEHHOI0 € 00noMo2a EBPONEUCLKUX O0epaicas.
Cnoncopcmeo, Ax CUHmMemu4Ha MapKemuH208a
KOMYHIKAYisi, CMae Kuo408um 3acobom 3abesne-
YeHHs iMIOdCy Oepicas ma MNO3UYIOHYEAHHS
8 27100AIbHOMY MAPKEMUHEZ0B0MY CEPeO0BULYI.

Ilpoonema. Hapasi siocymni naykoei npayi,
WO Po3KpUBAIOMb 0COOAUBOCMI peanizayii CHOH-
COPCbKO2O MAPKEemMUHey €6PONelcCoKuMu oep-
AHCABAMU 8 YMOBAX GIUHU MA OOTPYHMOBYIOMb
CNOHCOPCMBO AK MAPKEeMUH208y KOMYHIKayiio,
U0 CNPOMOICHA CMBOPUMU ROZUMUBHULL IMIONHC
depoicag ma 3abesneyumu ix cmpameeiuie no-
3UYIOHYBAHHS Y 2I0OATHOMY MAPKEMUH2080MY
cepeoosuuyi.
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The aim of the article is to substantiate
the peculiarities of the sponsorship marketing
implementation by European countries in the
conditions of war in Ukraine, to prove a sig-
nificant role in the formation of the state's image
and brand in the global marketing environment.

Methods. Methods of analysis and synthesis,
system and structural analysis, comparison, logical
generalization, hypothetical and deductive method
are applied.

Results. Sponsorship marketing trends in the
global marketing environment are identified and
innovative ways of encouraging people to change
their behavior under the influence of social fac-
tors are identified. It has been proven that in the
conditions of war, sponsorship, being a synthetic
marketing communication, becomes the main
tool for meeting public needs. A hypothesis was
put forward that the level of preservation of
social values correlates with the toolkit of spon-
sorship marketing.

Conclusions. In the conditions of war in
Ukraine, which has had a significant impact on
the economy of European countries, sponsor-
ship marketing and sponsorship are becoming
the main tools for forming the image of the
state, strengthening brand loyalty and positio-
ning in the global marketing environment.
European states that form a socially respon-
sible image and brand based on the use of
effective sponsorship marketing tools have sig-
nificant opportunities for recognition by the
world community, strengthening the loyalty of
citizens of various states, which is important for
effective social and economic development and
preservation of public values.

Keywords: sponsorship marketing, spon-
sorship, marketing tools, state image, state
brand, social values, hypothesis.
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Memoro cmammi € 06IpyHmyeanns ocoonu-
socmeiti peanizayii CHOHCOPCLKO20 MAPKEMUH2Y
€6PONEUCLKUMU KPATHAMU 8 YMOBAX GiliHU 6 YKpaiHi,
008€0eH s 11020 3HAUYWOCmi Yy POPMYBAHHE M-
0oicy ma bpendy Oepacasu y 2n100aIbHOMY Map-
KeMmuH2080My cepedosuili.

Memoou. 3acmocosano memoou ananizy ma
CUHME3Y, CUCIEMHO-CIPYKIMYPHO20 AHANI3Y, NOPIg-
HAHHA, JI02IYHO20 V3A2ANlbHeHHs, 2iN0OmemuyHo-
0eOyKMUSHUU Memoo.

Pe3ynomamu oocnioxcenna. Busgneno men-
OeHYii CNOHCOPCLKO20 MapKemuHey 8 2100aib-
HOMY MAPKemuHz080My Cepedosunyi ma UHA-
YeHO HHOBAYILHI CNOCOOU CROHYKAHHA Nt00el
00 3MIH NOGEJIHKU Ni0 GNIUBOM COYIANbHUX
yunnuKis. [Joeederno, wo 6 ymosax GiliHu Cno-
COPCMBO CMAE OCHOBHUM THCIPYMEHMOM 300060~
JIeHHs1 CyCnibHUx nompe6. Bucynymo einome3sy
npo me, wo pieenb 30epedniceHHs. CYCRIIbHUX
YiHHOCMeEl KOpenoe 3 iHCMPYMEHMAPiEM CHOH-
COPCLKO20 MAPKEMUHRY.

Bucnoeku. Biiina 6 Yxpaini cymmeeo ennu-
64€ Ha eKOHOMIKY esponelicbkull Kpain. Cnomu-
COPCLKULL MapKemuHe ma CHOHCOPCIMEO CMAlOmb
OCHOBHUMU THCIPYMEHMamu QOPMYBAHHS IMIOXHCY
odepaicasu, NOCUTIOEMBCSL IOSLIbHICHb 00 OPEeHOY
ma no3uyioHy8aHHs 8 2noOATLHOMY MAPKemuH-
2080My cepedosuwyi. €8ponelicbKi Oeparcasu, AKi
Gopmyrome  coyianbHO-8I0N0BIOANLHULL  IMIONC
i GPeHO Ha OCHOBI BUKOPUCMAHHS 0I€6020 THCMPY-
MEHMApito CNOHCOPCHLKO20 MAPKEMUHZY, MAIOMb
SHAYHI MONCIUBOCMI GUSHAHHS CEIMOBOI0 Chillb-
HOMOI0, NOCUIEHHsL JIOSTIGHOCIE 2POMAOSIH . DIZHUX
oepoicas, wo € 8adciusum O epeKmusHo2o
COYIanbHO-eKOHOMIYHO20 PO3GUMKY ma 30epe-
JICEHHS1 CYCRITLHUX YIHHOCME.

Knwuoei cnosa: CIOHCOPCHKMM Mapke-
THHT, CIIOHCOPCTBO, MApKETHHIOBUI 1HCTPYMEH-
Tapii, IMIDK JaepaBu, OpeHI Aep)KaBH, Cyc-
MJIbHI MIHHOCTI, TiIoTe3a.

Introduction. In the conditions of increasing informational and
interstate conflicts, the ability of states to act socially and responsibly to
preserve the lives of people and society is the basis of successful image
formation, brand strengthening, and the choice of positioning methods. This
is confirmed by the rapid decline of Russia’s brand and image after the
beginning of war with Ukraine. Konrad Jagodzinski, Place Branding
Director, notes that "Russia is now paying a heavy economic price for its
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decision to start this war. This is demonstrated by the self-inflicted damage
to Russia’s nation brand, which is now worth less than that of Belgium —
a country with a population 12 times smaller. The decision to go to war
appears to have undermined Russia’s economic standing, as evidenced by the
stark nation brand value decline from USD 786 billion last year to
USD 642 billion in 2022. This reflects the damage to commercial brands
associated with Russia, to the country’s ability to access capital, as well as to
its potential to influence perceptions across the world" [1].

In the conditions of war, sponsorship, being a synthetic marketing
communication, becomes a key means of ensuring the image of states and its
positioning in the global marketing environment, so sponsorship marketing
acquires new impulses for development.

Problem. The methodology of the functioning of sponsorship mar-
keting and sponsorship mechanisms in all spheres of social life has been
studied by many scientists. However, there are no scientific researches that
reveal the specifics of the implementation of sponsorship marketing by
European states in wartime and justify sponsorship as a marketing com-
munication capable of creating a positive image of states and ensuring their
strategic positioning in the global marketing environment.

Analysis of recent research and publications. The methodology of
the functioning of sponsorship marketing and sponsorship mechanisms in the
system of socially responsible marketing of companies has been studied by
such scientists as R. Biscaia, P. Bitz, A. D’Astous, D. Yadin, G. Deitz,
T. Cornwell, F. Jefkins, C. Fill, G. Spais, G. Hughes, M. Koren, Y. Kwon,
M. Johnston, T. Meenaghan, S. Myers, [. Montrin, G. Trail. In researchers’
studies sponsorship marketing is mostly revealed from the standpoint of
ensuring the development of companies by increasing brand awareness,
expanding the target audience, and generally conducting marketing inte-
lligence. Sponsorship is analyzed as a means of marketing communications
or charity, which determines the directions of the development of companies
due to the financing of sports games, performances, conferences, TV programs,
charity events, and other events aimed to strengthen consumer loyalty to the
brand [2-5]. T. Cornwell, Y. Kwon (2020) have been investigating spon-
sorship marketing from 1996 to 2017. The overarching conclusion is that
there is a surplus of research that examines audience responses to sponsorship
marketing but a shortage of research that examines marketing management
of the sponsorship process [6]. Some researchers have emphasized that "...
systematic approach has not been developed to integrate both the approaches
in the consumer context, in order to give a holistic knowledge of the deter-
minants influencing sponsorship’s efficacy" [7]. Only some researchers con-
sider separate aspects of the implementation of sponsorship marketing as part
of state regulation and ensuring the development of a democratic society [8].
Spais and Johnston (2014) have suggested that we know little about the
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strategic practices that support organizations making the transition from
sponsoring in domestic markets to sponsoring in international markets [9].
Indeed, sponsorship marketing and sponsorship are most common in sports,
cultural and theatrical events, charity and education, health care, cultural
heritage, ecology, scientific activities. This is due to the fact that sponsored
events are directly related to a specific consumer and the way it functions,
due to which the sponsor’s contacts with target segments and markets are
expanded and deepened. One of the most attractive aspects of sponsorship
marketing is the possibility of joining the image of the sponsoring object to
the image of one’s own brand [10]. The issues of implementation of spon-
sorship marketing and sponsorship mechanisms in the global marketing
environment, its impact on the satisfaction of public needs and interests, the
use of public potential in the direction of preserving public values are
required further theoretical justification and practical implementation.

The aim of the article is to substantiate the peculiarities of the spon-
sorship marketing implementation by European countries in the conditions
of war in Ukraine, to prove a significant role in the formation of the state’s
image and brand in the global marketing environment, to present a hypothesis
about the existence of a correlational dependence between the level of pre-
servation of social values and the tools of sponsorship marketing.

Methods. Methods of analysis and synthesis, system and structural
analysis, comparison, logical generalization, hypothetical and deductive
method are applied.

Results. In the global marketing environment, the alignment of natio-
nal interests with the interests of society is the ideal foundation for the suc-
cessful implementation of image formation and brand development strategies
by European states. Therefore, sponsorship marketing has become the main
component of the state’s marketing policy, it acquires the importance of a
tool for effective promotion and positioning of the national brand and it is
implemented through various marketing channels and means of commu-
nication on the international market. This situation has increased the interest
of public authorities in scientific and practical marketing tools. Its successful
implementation is able to identify the real needs of citizens, streamline the
activities of public management and optimize social interactions between
state and society. As a result, conditions for effective social dialogue between
the subjects of service provision, consumption and effective implementation
of sustainable development goals have been created [11].

Revealing different levels of functioning of marketing mechanisms,
modern experts do not have a single point of view regarding the definition of
the concepts of sponsorship marketing and sponsorship in general. Some
researchers highlight the methods and tools of sponsorship marketing within
the framework of the implementation of the social marketing sponsorship
tasks [12]. Other authors define only some aspects of this concept and reveal
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the content of virtuous (charitable) marketing along with sponsorship
marketing [13]. Sponsorship reflects the relationship between the sponsor
and the recipient in order for the sponsor to achieve certain communication
goals. The sponsorship is the support used to achieve certain marketing
objectives. The sponsorship is the endorsing of an uncommon occasion to
help corporate goals by improving corporate image, expanding attention to
brands, or straightforwardly stimulating sales of products and services that
can be personal or joint; the occasion can be a one-time affair or a continuing
series of activities [8]. In the research work "Complete Guide to Sponsorship"
L.Ukman has underlined that "Sponsorship should not be confused with
advertising. Advertising is considered a quantitative method, while
sponsorship is observed as a qualitative medium" [14]. Sponsorship refers to
a synthetic type of marketing communications, as it includes various com-
ponents of marketing communications. F. Jetkins and D. Yadin [15] high-
light such areas of sponsorship as sports, cultural events, publications, exhi-
bitions, education, charity and local events.

The prevalence of sponsorship marketing in recent years determines
achievements in medicine, engineering, nanotechnology, environmental pro-
tection, promotion of a healthy lifestyle, and opens up new opportunities for
conveying valuable information to target audiences and society. In Ukraine,
under the Law of Ukraine "On Advertising" [16] the following definition is
provided: "Sponsorship is voluntary material, financial, organizational and other
support by individuals and legal entities for any activity with the aim of
promoting exclusively their name, designation, and brand for goods and
services". It is worth noting that the current Law of Ukraine "On Charitable
Activities and Charitable Organizations" [17] does not define the subject of
sponsorship regulation. Therefore, most Ukrainian scientists believe that spon-
sorship cannot be charity. This approach once again proves that scientists and
practitioners pay considerable attention to sponsorship, which contributes to
the support of a certain activity or PR of a legal entity or individual.

Modern world trends, which have both a positive and a negative impact
on the functioning of the global marketing environment, make it necessary to
assert that sponsorship should play a significant role at the state level. The
mechanism of its implementation should be developed and regulated by the
state marketing policy through the development and support of various
marketing tools. Today, the directions of sponsorship should include:

« promoting the implementation of international, national, regional and
local programs;

« improvement of the material and moral situation of people who need help;

« provision of assistance to citizens affected by natural disasters, eco-
logical, man-made and other disasters;

« providing support to people affected by social conflicts and accidents;
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« promotion of the development of science and education, implement-
tation of scientific and educational programs, provision of assistance to lec-
turers, teachers, scientists, students, students;

« implementation of social and cultural development programs;

« support of talented and creative youth;

« creation of protection, protection and preservation of cultural heritage;

« providing assistance in the development of publishing, mass media,
and information infrastructure;

« promoting the development of health care, mass physical culture,
sports and tourism;

« promotion of protection of motherhood and childhood;

« ensuring the formation of the image of the state and the development
of the brand;

e observance of public interests, preservation of public values,
formation of public potential.

The main reason and purpose of sponsorship in the global marketing
environment is the communication component, which helps in understanding
and strengthening the image and reputation of sponsors, both individuals and
legal entities, as well as states. Sponsorship helps to strengthen positive asso-
ciations and images with the brand, and also adds to the authority of the
sponsor in the perception of consumers. The main values of sponsorship can
be called the formation of awareness among the target audience of a specific
situation and the highlighting of social responsibility. This forms and stren-
gthens a socially responsible attitude, maintains a reputation in a defined tar-
get audience and ensures increased loyalty in a potentially new one. The
communicative effect of sponsorship at the level of states aims to "break
through" the inertia of perception, protective information barriers and incre-
ase the level of awareness of the image of states through association with an
event, a prominent figure, expert opinion, activities related to charitable
intentions and compliance social value.

Innovative sponsorship marketing tools play an important role in
informing and motivating people to change their behavior in a global mar-
keting environment under the influence of various factors. In the conditions
of war, social factors become the main factors, which reveal the understan-
ding of the consumer as a member of society with communicative features,
determine new ways of forming and meeting needs with effective methods,
under the condition of increasing the welfare of all members of society. That
is why we can talk about the tendency to adapt the traditional marketing tools
to the innovative trends of sponsorship marketing, its importance for the
development of socially responsible states in the conditions of war and the
acquisition of a new purpose in the global marketing environment (Figure).

In the conditions of war, the possibilities of meeting the public needs
of consumers are realized by the tools of sponsorship marketing. In the digital
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society, sponsorship marketing creates a number of tools and mechanisms
that ensure the implementation of sponsorship programs. As elsewhere in busi-
ness and in society at large, the advent of digital has significant implications
for sponsorship. New media provide focused channels of communications to
achieve traditional sponsorship objectives [18]. Other results show accep-
table model fit and confirm the usefulness of understanding the effects of
content marketing on sponsorship favorability [19]. At the same time, the
right of each individual to decide whether to accept or reject changes is
deeply respected. Ph. Kotler, H. Kartajaya, Setiawan 1. rightly point out in
their "Marketing 5.0: Technology for Humanity’ study that marketers should
choose rational ways of symbiosis between themselves and digital techno-
logies, focusing on ensuring important social interactions and preserving
society’s values [20, p. 10]. Today, marketing technologies play the role of a
generator of communication flows between governments, citizens of diffe-
rent countries, and other parties interested in. Being a strategic resource of
the state, they ensure the harmonization of communications and free entry
into the external communication space. Their use in the global marketing
environment should be provided by marketing strategies for the development
of states and society as a whole [21].

Informing the world community

Formation Innovative technologies about publig iqterests aqd needs,
of stgtes and of digital marketing establ.1sh1‘ng effectlve .
sqc1et1es values communications, commqmcanon with public
in the glpbal st el et of various ?atqs, the state
marketing positioning

environment

Observance of public interests

Socially Sponsorship
responsible Preservation of public values as marketing
mechanisms for communication

coordination of
national and
nublic interests Application of public potential

Ensuring consistency of national
interests with the interests of society,
promoting the effective
implementation of strategies
for image formation and brand
development by states

Marketing methods
and tools of public
administration adapted
to social requirements

SPONSORSHIP
MARKETING

Innovative trends of socially responsible states in sponsorship marketing
in the conditions of war

Source: developed by the authors.
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The purpose of sponsorship marketing should be interpreted as achie-
ving social harmony in society by satisfying people’s needs with traditional
and digital marketing technologies. Within the framework of sponsorship
marketing, states, companies, institutions, and individual citizens can become
both a sponsor and a recipient. In this case, all participants in the com-
munication process should take care of social responsibility, that is, the duty
to strengthen positive results for society and weaken negative ones. Social
responsibility sometimes puts them in front of a difficult choice that
contradicts their own interests and motives. Thus, in the conditions of the war
in Ukraine, citizens of various states began to perform the functions of both
sponsors and recipients of public services. They began to realize the impor-
tance of coordinated, targeted and effective assistance in the application of
new behavioral skills and to determine the strategic importance of sponsor-
ship programs to meet societal needs. Their socially responsible behavior in
the global marketing environment creates conditions for effective positioning
of the state, formation of brand attitudes and strengthening of loyalty of
citizens of different countries.

Sponsorship marketing acquires special importance in the direction of
development, implementation and control of specific sponsorship programs
for the provision of social services to citizens of different countries with the
aim of forming new social attitudes and achieving a social effect. Within
sponsorship marketing, the social effect is considered in relation to the social
needs of specific potential recipients of services, and sponsorship is the most
rapidly growing type of synthetic marketing communications. By implemen-
ting sponsorship programs, the government is concerned about the well-
being of citizens, ensures the economic development of society, increases
loyalty to the state, forms an image, and ensures the positioning of the state
brand. That is, sponsorship marketing and sponsorship allow you to achieve
several goals at the same time and it is an effective tool for integration in the
global marketing environment.

Today, sponsorship marketing is implemented by all European count-
ries in the process of supporting the economy of Ukraine. In accordance with
the tasks of sponsorship marketing, social requirements of the state are gro-
wing, guarantees of human rights and freedoms are being strengthened,
communication networks are being formed for feedback with citizens of other
countries, and various social needs are forecast. As one of the promising
directions, sponsorship marketing contributes to optimization, rationaliza-
tion, and increasing the efficiency of the functioning of social institutions
thanks to the implementation of marketing methods and procedures. Various
sponsorship programs are being developed for this purpose [22].

The types of sponsorship programs for Ukrainians that have been
opened by European countries since the beginning of the war are presented
in the Table.
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ENTERPRISE

Sponsorship programs strengthen the image of states, raise awareness
of public regulation mechanisms, the brand of states, and they are a powerful
tool for supplementing marketing activities in the global marketing environ-
ment. Emotional ties that arise between participants of sponsorship programs
and public opinion are the basis for creating sufficient loyalty to governments
and brands of different states. The presented sponsorship programs show that
the social protection and support of every person is an absolute priority of the
government of every country in the direction of public interests and preser-
vation of public values. At the same time, the limitation of budget funds, the
need to preserve the well-being of its citizens, overcome poverty, environ-
mental safety, develop health care, education, science, and culture, determine
different levels of financial support, meeting the primary needs of consumers,
and providing other services. Mitigation impact of financial dependence on
public interests and values in the global marketing environment can be
ensured by the effectiveness of the sponsorship marketing tools. It is able to
activate the attraction of additional budgetary funds, in particular private
capital, funds of business entities and residents of countries based on adaptive
methods of conveying information about the principles of social justice,
social security, social partnership, social solidarity, methods of influencing
the behavior of citizens, strengthening loyalty to the proposed programs. As
aresult, we can make an assumption that social values in the global marketing
environment are formed by sponsorship marketing tools, that is, there is a
functional dependence between the level of preservation of social values and
sponsorship marketing tools.

Conclusions. Sponsorship marketing is an integral part of interna-
tional marketing practice, and sponsorship is the main tool for realizing the
goals of states according to the defined components of the marketing mix
model. It is designed to ensure the preservation of social values for current
and future generations. Effective sponsor marketing affects various aspects
of social life, since social harmony and social activity of the population are
the first priority of the functioning of states in the global marketing environ-
ment. The purpose of sponsorship marketing should be interpreted as meeting
the needs of people to achieve social harmony in society. Within its limits,
states, companies, institutions, and individual citizens can become both
producers and consumers. In the strategic period, sponsorship marketing is
an effective tool for promoting social ideas and specific sponsorship pro-
grams in the direction of ensuring the formation of the state’s image and
brand in the global marketing environment.

Today, sponsorship marketing of European countries is a complex and
multifaceted system that requires completely new methods, tools, and stra-
tegies. Sponsorship is a powerful, rapidly developing synthetic marketing
communication, which provides strengthening of the reputation and impro-
vement of the image of states, an opportunity to express a position in society
regarding current issues. Through the implementation of sponsorship
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programs, the government maintains a socially responsible positioning in the
global marketing environment. Sponsorship in the conditions of war ensures
the emergence of innovative methods of forming interstate relations and is
capable of contributing to the rapid recovery and development of the eco-
nomy of Ukraine in future. The communicative effect of sponsorship is aimed
at breaking through the inertia of perception and protective informational
barriers of society and increasing the degree of recognition of the state’s
brand through association with the event or sponsorship program.

The realities of the functioning of the global marketing environment
predetermine the legislative regulation of sponsor marketing and spon-
sorship. The effective toolkit of sponsorship marketing is able to ensure the
effectiveness of the state mechanism of formation and use of financial resour-
ces to satisfy public interests, preserve public values and eliminate dispro-
portions of sustainable development. Its tools should be original creative
techniques and situational behavior of people, which are able to attract the
attention of society and significantly increase awareness of the real state of
affairs. In turn, the sponsoring states will be able to intensify their efforts to
comply with and fulfill the global goals of sustainable development.

Today, in the theory and practice of marketing, there are many studies
that reveal the behavior of consumers under the influence of sponsorship
marketing tools, but there are practically no studies of the process of mar-
keting sponsorship management at the level of European countries and under
conditions of force majeure in the global marketing environment. Such situa-
tion requires investments in the research of sponsorship marketing and spon-
sorship by scientists from different countries. Our further research will be
aimed at conducting a statistical analysis and proving, by means of mathematical
modeling, the hypothesis of the existence of a correlation between the level
of preservation of social values and the tools of sponsorship marketing.
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