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OF SOCIALLY RESPONSIBLE
PROJECTS

Introduction. In the conditions of uncertainty
against the background of the state of war in Ukraine,
the analysis of socially responsible projects, their
adaptation to the media space, support of spheres that
initiate social changes is relevant.

Problem. Wartime significantly affected the de-
velopment of all spheres, especially sports, reduced
the level of activity of enterprises, actualized the
need to transform mass media and strengthen
socially responsible projects.

The aim of the article is the development of recom-
mendations on measures to strengthen mass media
activities in terms of socially responsible marketing for
Ulrainian enterprises, using the example of football
clubs, in the conditions of martial law.

Methods. General scientific methods such as
synthesis, comparison and generalization are applied.

Results. The media transformation of socially
responsible projects during the military aggres-
sion of the Russian Federation against Ukraine
was studied, the dynamics of the level of influ-
ence of social media platforms on brand popula-
rity were analyzed, measures were proposed to
increase media activity in the direction of so-
cially responsible marketing, today, using the
example of football clubs in the field of sports,
recommendations for further work were develo-
ped and adaptation to realities.
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MEIOIATPAHC®OPMAIIIA
COLIAJIBHO BIAIIOBINAJIBHUX
[IPOEKTIB

Bemyn. B ymosax neeusnauenocmi na mii
B80EHHO20 CIMAHY 8 YKpaiHi akmyanbHUM € aHali3
COYIanbHO BIONOBIOAILHUX NPOEKMIE, adanma-
yist ix 00 medianpocmopy, niompumka cep, sKi
iHiYyi1010Mb COYIaNbHI 3MIHU.

IlIpobnema. Bocunuti uac cymmego enaunys
HA pO36UMOK YCIX cghep, 0cobnueo cnopmy, 3meH-
w8 pigeHb aKmueHOCmi NIONPUEMCING, BUOKDe-
MUue HeobxioHicmev Mmediampancgopmayii ma
NOCUTIEHHS COYIATLHO BIONOBIOATLHUX NPOEKMIS.

Memotro cmammi € po3podieHHsi peKOMeHOa-
Yitl Wooo 3axo0ie 3 NOCUNEHHS MediaaKmueHOC-
metl y 4aCmuHi COYIaIbHO 8iON0BIOAILHO20 MApPKe-
MUHZY 07181 YKPATHCOKUX NIONPUEMCIMG, HA NPUKILA-
0i pymbonbHUX K1Y0I8, 8 YMOBAX BOEHHO2O CIAHY.

Memoou. 3acmocoseano maxi 3a2anbHOHAYKOGI
Memoou, SIK CUHIME3, NOPIGHHHSL MA Y3a2ATbHEHHS.

Pesynomamu docnioxcennsn. [ocniodceno
Mediampancopmayiro coyianbHo 8i0N08ioab-
HUX NPOEKmMi6 nio uac 6iicbkoeoi azpecii pg
npomu YKpainu, npoananizo8ano OUHAMIKY DieHsl
8NIUBY COYIANbHUX Medianiamgopm Ha nonyiap-
HiCMb OpeHOdy, 3anponoHOBAHO 3aX00U OISl NOCU-
JIeHHs MediaaKmugHocmell y Hanpami coyianbHO
8I0N0BIOAILHO20 MAPKEMUHZY, PO3POONIEHO peKo-
MeHoayii nooanvuioi pobomu ma adanmayii 00
peaniti cb0200eHHsT HA NPUKIadi QymoOoabHUX

K1y0ie y cehepi cnopmy.
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Conclusions. Structural changes and pecu-
liarities of media transformation of socially res-
ponsible projects during the military aggression
of the Russian Federation on the territory of
Ukraine caused a reorientation of the strategic
goals of all spheres of activity. The results of the
analysis of the activities of media sector enter-
prises using the example of the sports sphere
allowed us to determine the approach by which
media transformation increases the importance
of social initiatives. It has been established that

Bucnoexu. CmpykmypHi 3minu ma ocoob.nu-
60Ccmi Mediampanc@opmayii coyiaibHo 8ION08I-
OAIbHUX NPOEKMIE Ni0 uac SIUCbKOGOI azpecii
p@ Ha mepumopiio YKkpainu cnpuuunuiu nepe-
opiermayito cmpamezivHux yineu 6cix cgep Oisino-
Hocmi. Pezynomamu ananizy OisitbHocmi nionpu-
emMcma y medianpocmopi Ha npuKiadi cghepu cnopniy
HAOQIU MOACTIUBICING BUIHAYUMU NIOXIO, 3a AKO20
Mediamparcghopmayisi NIOCUTIOE 3HAYEHHS CoYiaTb-
HUX tHiyiamus. Bemarnoeneno, wo gyymoonshi Openou
Maroms  3HAXO0UMU OANAHC NOMIXHC KOMepYicro,

COYIANLHOIO KOPUCHICIIO Ma ROMPedamu CHoCU-
sauig. 3axoou Ons nocunents MediaaKmueHocme
Y NOEOHAHNT 3 MAPKEMUH208UMU MEXHONO0IAMU
3AMUUAIOMbCA HEGIO 'EMHOI0 Yacmunoio 6iznecy,
OCKIbKU NONE2ULYIOMb COYIANbHY KOMYHIKAYIIO.

Ilepcnexmusu nooanvuux 0ociodicens 60a-
YamvCsl y cucmemamusayii Hayko8o-memooo-
JIOCTYHUX 3acad ma nobyoosi cmpamezii coyi-
ATBHO BIONOGIOAILHOLO MAPKEMUH2Y NIONPUEMCING

vy cgpepi cnopmy.

Kniwouosi crnoea: couiaabHO BIATIOBIIAIE-
HHI MapKeTHHT, Memiariatropma, memiarpancdop-
Mallist, MEIapOCTip, COMIATEHO OPIEHTOBaHI aKTHB-
HOCTI, KpU30BI YMOBH, BOEHHHH cTaH, GpyTOOIB-
HU# K1y0, chepa cropry.

football brands must find a balance between com-
merce, social utility and consumer needs. Media
enhancement measures combined with marke-
ting technologies remain an integral part of
business as they facilitate social communication.

The prospect of further research is seen in
the systematization of scientific and methodo-
logical principles and the construction of a stra-
tegy for socially responsible marketing of enter-
prises in the field of sports.

Keywords: socially responsible marketing,
media platform, media transformation, media space,
socially oriented activity, crisis conditions, mar-
tial law, football club, sports field.

JEL Classification: D47, L1, L82, M31.

Introduction. In the conditions of uncertainty and the influence of the
martial law in Ukraine, the analysis of socially responsible brand projects,
their adaptation to the media space, support of any sphere that initiates social
projects is quite relevant. The development of socially responsible projects
takes place thanks to the responsibility of business to society.

Media transformation of socially responsible projects creates a halo of
opportunities for strengthening the market position of the brand, its compe-
titiveness and sustainable development. Thus, using the example of the pro-
fessional activity of football clubs, which in itself is socially oriented, the
tools of promoting a healthy lifestyle and promoting the identification of the
brand’s corporate culture are highlighted.

Problem. The wartime singled out the need for media transformation
and strengthening of socially responsible projects of football clubs, informa-
tion coverage, vital activities of economic and social initiatives. The imple-
mentation of socially responsible projects increasingly requires a strate-
gically thought-out management approach, which determines the relevance
of this study.

Analysis of recent research and publications. Issues of social res-
ponsibility of brands, aspects of their implementation and coverage in the
media space are reflected in scientific works A. Carroll [1], M. Kramer [2].
In their works, I. Gamova [3] focus on the brand’s marketing communica-
tions in social networks as a trend in its awareness. Marketing research in the
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field of sports is covered in articles by M. Maslyukivskyi [4], in which the
essence and role of marketing activities in the in the promotion of socially
responsible initiatives

Analytical aspects of the influence of social media platforms on brand
formation remain relevant and require theoretical deepening and justification
as an important marketing category in the communications system.

The aim of the article is a development of recommendations on
measures to strengthen mass media activities in terms of socially responsible
marketing for Ukrainian enterprises, using the example of football clubs,
in the conditions of martial law.

Methods. The study is based on the analytical method of data on the
influence of media platforms on brand popularity, statistics, expert forecasts
and analysis of media platforms. Such general scientific methods as syn-
thesis, analysis, comparison and generalization are used; systematization,
decomposition and graphical presentation of the results — to substantiate the
media transformation of socially responsible projects. Materials and data
from reports of the Statista platform — a research investment database, official
analytical and research materials in the analyzed area were used.

Results. The digitalization of everyday life in society and the new
conditions of today, the full-scale invasion of the Russian Federation on the
territory of Ukraine affects the structural changes and features of the media
space, contributes to the diversification of the manifestations of socially
responsible marketing, introducing new projects of social direction in all
spheres of the population’s life.

Research by scientists has proven that a modern person spends a lot
of time on the Internet using social media platforms. On average, Internet
users spend 147 minutes per day (as of 2022) on social networks and messa-
ging applications [5].

Today, social networks are a strategic element of popularization and
improvement of the harmonization of relations in society, and it is the media
transformation tools of any sphere that play a leading role. No event can be
imagined without informational support. The attention of millions of viewers
i1s focused on national championships every day, and events such as the
Olympic Games, World Championships or other major tournaments unite
billions of fans from all over the world. Today, the field of physical culture
and sports, which is a factor in preserving the country’s gene pool, is in the
process of modernization. The commercialization of professional sports, on
the one hand, brings financial investment in the industry, and on the other
hand, it gives an impetus to the implementation and realization of the socio-
economic development of the state.

According to the 2022 Social media marketing industry report, 85 %
of all surveyed marketers said that their social media efforts contribute to
business growth. An analysis of the level of popularity of social media
platforms makes us understand that Facebook and Instagram are the two most
popular platforms used by marketers (Figure 1) [6].
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Instagram

Linkedln ot r e e r e 61%

YouTube
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Y 17 e e e e 43%

fantan ity n ey
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Figure 1. The level of popularity of social media platforms
Source: compiled by the author based on [6].

Among the main trends of SMM promotion, the following can be
distinguished:

Dominance of the social network Facebook: 90 % of marketers use
Facebook. However, Facebook is in decline: marketers are moving away from
Facebook starting in 2019. Only 47 % of marketers consider Facebook the most
important platform in 2022, down 20 % from 67 % in 2018. 13 % of marketers
will reduce their marketing activity on Facebook in the next 12 months and only
41 % of marketers plan to increase their activity on the platform.

Instagram social network: 79 % of marketers use this platform to
cover events. It is the second most important social platform for marketing
(after Facebook). 61 % of marketers plan to increase their Instagram activity
in the next 12 months.

The popularity of looping short videos is growing. Almost every
fourth marketer believes that it is the most important video format.

High interest in the YouTube channel: 67 % of marketers plan to
increase the use of YouTube videos in their work to cover events [6].

Social networks help modern people perceive sports. With millions of
users, they are practically the perfect tool to promote a company’s product. All
conditions are created in social networks to increase brand recognition, con-
sumer loyalty to it, as well as informing users about manufactured products [4].

Sports brands are founders of social initiatives through social media
platforms. Thus, sports practice unites a whole pantheon of successfully
tested and implemented social projects in accordance with the needs and
requests of society. This type of activity is the prerogative of marketing,
because you need to be an artist to combine sports and business.

According to analytical data [7] and data from the Association for the
Promotion of the International Movement "Sport for All" (TAFISA), which
represents the permanent working group of the IOC "Sport for All" commis-
sion, soccer is the largest and most popular sport in the world, so the emphasis
is on precisely at the football clubs of the highest championship of Ukraine —
the Ukrainian Premier League (UPL) [8]. It is worth noting that the asso-
ciation of professional football clubs of Ukraine "PREMIER-LEAGUE" was
created in 2008. UPL is a collective member of the Football Federation of
Ukraine. For the 2022/2023 season, 16 football clubs are fighting for victory.

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2 51



ENTERPRISE

Today, theorists and practitioners are increasingly talking about the
dominant role of social networks as the main communication tool in the
system of integrated marketing communications. Social networks level the
assimilation of information and significantly level the index of information
democracy. The positive attitude of society towards sports has caused the
process of growth in the number of people who are involved in sports
activities. The development of information technologies increases the spread
of social network tools and applications that are related to sports topics, they
are the ones that develop society and attract the population to sports in an
offline environment.

Therefore, today every football club, regardless of sports ambitions
and level of play, entering the markets, both domestic and foreign, conducts
systematic marketing work: first of all, the creation of its own corporate
website and pages in the most common social networks. The scale of
audience coverage in social networks by football clubs of the UPL of Ukraine

1s presented in Figure 2.
9 &

VORSKLA METALIST 1925 METALIST

worox Nm

Instagram | 40,3 &

Facebook | 71 k.

vourube [ 39.4%

2
[y

Avrarcar
—_— |
ZORYA
Instagram | 6k

Facebook | 10k
YouTube | 18

SHAKHTAR

Instagram | 540k

KKRYVBAS OLEXANDRIYA
7k

Instagram | 16,3k

Facabosk | 4.4k
YouTubs | 137k

Figure 2. Social media platforms of UPL football clubs*
*Data as of 01/22/2023.
Source: developed by the author according to [9-24].

So, the football map of the highest Championship of Ukraine is quite
extensive and is represented by football clubs from different regions. An ana-
lysis of the number of followers in the most popular social networks singles
out two leaders, constant duelists for the golden awards of the national
championship, FC Shakhtar and FC Dynamo. The Donetsk club already has
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more than 1.5 million followers on its Facebook page — this is a decent result
even for European clubs. In turn, Dynamo Kyiv has more than 111.5 million
views on its YouTube channel. These indicators show that the clubs are
constantly working on updating their communication components and taking
care of attracting and increasing their fans all over the world. All other clubs
are at the stage of formation and development of digital communications and
are making the first successes in conquering social networks.

A football club today is a node of objective-virtual and associative-
emotional components of a brand. In turn, each component of the brand is
constantly intertwined with other interested parties: fans, stakeholders, mass
media, club members (players and employees), state or regional authorities,
shareholders.

The brand of a football club correlates a specific set of associations used
to identify the product (football, atmosphere and stadium, specific emotional
state of fans), thanks to the unique characteristics of the identity, appeals of
individual players (football players) and promises made publicly to fans.

The social phenomenon of sports is the everyday development and
strengthening of health of all age groups of the country’s population, their
involvement in sports. Marketing activities in symbiosis with social respon-
sibility form hidden investments, which in the future turn into worthy re-
wards. At the same time, the most important goal of a marketer is to build
such a relationship with the informal owners — fans, that regardless of the ups
and downs of the club — from birth to death, they continue to be with the team.

The socially responsible orientation of the leading football clubs
of Ukraine is united by exceptional modifications of social work and is
implemented in the following areas:

sports (development and popularization of mass football in Ukraine;
opening of own football academies, which unite different age groups of the
population);

barrier-free programs (creating conditions to encourage children with
special needs to play football);

preventive (promoting a healthy lifestyle, giving up bad habits);

commercial (sale of souvenir products under the football club brand);

civil (events of expressing a civil position, appeals of players against
the war and for the unity of the country);

information and communication (constant communication with the mass
media; updating social networks, the corporate website about the life and
activities of the club, holding conferences and briefings, autograph sessions);

technical (building and maintaining in proper condition the necessary
infrastructure under the football club brand);

charitable (carrying out patronage and implementation of charity ini-
tiatives with the involvement of players and club employees, in particular the
club president);

educational (creating training courses);

corporate (open corporate reporting);
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humanitarian (supporting the population affected by the war);

fair play (respect for players, coaches, club staff);

gender equality (increasing the role of women’s football).

The influence of martial law factors emphasized the strong patriotic
positions of brands in Ukraine and forces them to strengthen with the help of
marketing tools and socially responsible projects, conveying to the consumer
their mission, purpose, views and attitude to the surrounding events.

Football brands use and combine marketing technologies in the imple-
mentation of business social responsibility tasks. Shakhtar football club is the
undisputed leader in the introduction of a socially responsible policy in the
field of sports in Ukraine.

In 2018, the non-profit foundation "Shakhtar Social" was created for
the implementation of social and charitable projects of the club, as well as
for the development of mass children’s football in Ukraine. The main tasks
of the foundation are the formation of the values of a healthy way of life and
the creation of equal opportunities for everyone who loves football and is
engaged in it. During 4 years of operation, the fund implemented projects
worth about UAH 43 million. More than 8 thousand children took part in social
programs. Every year, Shakhtar Social organizes an average of 10 projects
and 50 events — offline and online [9].

Shakhtar Social works within 3 goals in the field of sustainable deve-
lopment of the UN (Figure 3). Brand strategy is an example of successful mar-
keting through the years and a great case study for young marketers. On its
website, the brand itself talks about its social responsibility, what it is aimed
at and in which areas it seeks to contribute to people and the planet. The
integrated plan of regular socially responsible activities is shown in Table.

GOOD HEALTH QUALITY 5 GENDER
AND WELL-BEING EDUCATION EQUALITY

. E!H

Figure 3. UN Sustainable Development Goals '"Shakhtar Social"

After the beginning of the full-scale invasion, Shakhtar continues to
work unceasingly (before the beginning of the full-scale invasion of the
Russian Federation, the geography of the socially responsible project "Let’s
Play" included 43 settlements of Ukraine and more than 74 sports grounds)
in 2022, within the scope of the "Let’s Play" project, sports classes were held
in 13 settlements. As of June 30, 2022, more than 1,000 children have joined
the program.

54 ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2



ENTERPRISE

Table
Integrated plan of socially responsible activities of FC Shakhtar

Strategic directions Content/direction

In order to improve children’s health and popularize football, the "Let’s Play"
project was created — the largest social program for the development of children’s
amateur football in Ukraine. More than 6000 children took part in this project, which
Health began to be implemented in 2013, and the geography includes 43 settlements of
Ukraine and more than 74 sports grounds. Young people between the ages of 7 and
12 have the opportunity to practice for free with all the necessary equipment and
under the supervision of trainers

Inclusive education for children with physical or mental disabilities took place in 9
Social engagement | cities of Ukraine with the support of partners UNFPA Ukraine, Special Olympics
Ukraine and DTEK

In 2022, Shakhtar, with the support of EFDN and the UEFA Foundation for
Children, continued the implementation of the STEM (science, technology,
engineering, mathematics) educational program started a year earlier, which allows
children to learn the basics of programming with the help of football. Children learn
three types of programming: drawing, block coding and text, similar to JavaScript.
Another educational project is Shakhtar Smart — this is a series of three lessons:
English with a football bias, proper nutrition and a healthy lifestyle, as well as
physical education with an Academy coach and a Shakhtar player. A physical
education lesson is basically an adapted soccer training in which both boys and girls
take part, regardless of the level of physical fitness

Shakhtar Social supports the development and popularization of women’s football.
As part of the partnership with the United Nations Population Fund (UNFPA
Ukraine), "Shakhtar" in 2018 created a girls’ team in Kharkiv. The Shakhtar
women’s national team constantly allocates time for training with girls with special
physical and mental development. More than 200 girls took part in the "Let’s Play"
project during the year

Education

Gender equality

Source: developed by the author according to [9].

The most significant socially responsible achievements of Shakhtar
FC are shown in Figure 4.

FOOTBALL FOR PEACE

25,6 million @

FC Shakhtar and the club's partners were involved
for a charitable purpose, and then split this amount,
here is a text message above from where who gave how much

13,2 million 2 7,2 million 2 4 million 2 1,2 million @
The Shakhtar Global Tour Joint charity auctions To accumulate Shelter By getting the Shakhtar
series of games with Sorare Center Social Foundation
for Peace series has and Binance "Shakhtar at the Lviv Arena
generated a total of
income

Figure 4. FC Shakhtar charity programme "Football for peace"
Source: developed by the author according to [9].

As we can see from the given data, the members of a large team are
engaged in charity work and make a great contribution to the common
victory. The Ukrainian brand "Shakhtar" is associated throughout the world
with willpower, indomitable spirit and boundless courage. And despite all the
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difficulties, air strikes and power outages, FC Shakhtar continues to raise
funds to support Ukraine.

After the start of the war on February 24, 2022, the most popular post
was a photo of the flag of Ukraine with the slogan "We will endure" (reach —
almost 11 million users, 214 thousand likes and 16.5 thousand retweets [9]).

In addition to supporting socially responsible projects, it was estab-
lished that Shakhtar FC is aware of its role as a communicator for the deve-
lopment of Ukraine. Analysis of marketing communications of Shakhtar FC
1s presented (Figure 5). In total, more than 3 million users from all over the
world are subscribed to the football club’s social networks. The total audience
reach for the 2021/2022 season was more than 494 million 584 thousand
views.The football club successfully uses social media platforms to increase
public awareness of the social problems of modern Ukraine. The brand
successfully combines the implementation of its social projects with the
support of sports media.

vy 0ns [[]]]
0 500 1000 1500 2000 2500 3000 3500 4000

Number the subcribers. The unit of measurement is millions
O Website B1Facebook HEInstagram B1You Tube @Twitter & Addition Shakthtar Club B Tik-Tok

Figure 5. Marketing communications FC Shakhtar

Source: developed by the author according to [9].

The main criteria for evaluating the socially responsible activity of
a football club are continuity, long-term and obtaining specific results. This
requires large capital investments, media transformation of socially respon-
sible projects of Shakhtar FC increases audience loyalty, serious attitude
towards the brand, respect, attracts investments and a solid foundation for the
future.

Conclusions. Structural changes and peculiarities of media transforma-
tion of socially responsible projects during the military aggression of the Rus-
sian Federation on the territory of Ukraine caused a reorientation of the stra-
tegic goals of all spheres of activity. The results of the analysis of the acti-
vities of media sector enterprises using the example of the sports sphere
allowed us to determine the approach by which media transformation incre-
ases the importance of social initiatives. It has been established that football

56 ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2



ENTERPRISE

brands must find a balance between commerce, social utility and consumer
needs. Media enhancement measures combined with marketing technologies
remain an integral part of business as they facilitate social communication.

The prospect of further research is seen in the systematization of scien-
tific and methodological principles and the construction of a strategy for soci-
ally responsible marketing of enterprises in the field of sports.
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