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EAEMEHTU PUSNK-MEHEAJKMEHTY TA AHTUKPU30BUX KOMYHIKAIIIN B CTPATETIAX
KOHTEHT-MAPKETHUHTY KOMITAHIN MEAIATHAYCTPII

It has been established in the article that, under conditions of digital transformations and the formation of the attention
economy, the integration of risk management and crisis communications into the content marketing strategies of media
industry companies is a determining factor in ensuring their resilience, adaptability, and competitiveness amid increasing
market uncertainty. It has been revealed that, in the context of a full-scale war, the content marketing of Ukrainian
media companies has transformed into a multifunctional instrument which, alongside market objectives, performs socially
responsible, security-related, and communication-psychological functions, thereby actualizing the need for systematic
risk management and anticrisis communications to ensure the resilience of the national media industry. It is emphasized
that, as a result of digital transformations and the transition of the media market to "on-demand” content consumption
models, the content marketing of media companies acquires a strategic character, thatis, it is oriented toward continuous
B2C interaction with the audience, the formation of long-term emotional relationships, user retention, and the
minimization of churn risks under conditions of high competition and market uncertainty. It has been established that
the downturn of 2022 became an impetus for the transformation of the business models of Ukrainian media industry
companies, while the subsequent recovery demonstrated an increase in their adaptability due to the monetization of
digital traffic, the development of content marketing, and the use of crisis communications under conditions of heightened
uncertainty. It has been revealed that the strategic refusal of a media company to use content of Russian origin, despite
short-term financial losses, became an effective instrument of crisis communications and value-based brand positioning
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aimed at minimizing reputational risks, consolidating a loyal audience, and strengthening cultural resistance under
conditions of wartime turbulence. A roadmap for the development of content marketing of Ukrainian media companies
is proposed, which positions risk management and crisis communications as system-forming factors of the resilience of
content ecosystems, ensuring long-term adaptability, innovative development, and competitiveness of media companies
in the international digital environment.

B crarTti BcTaHOBAEHO, IO B yMOBax nudpoBux TpaHchopmanil Ta GopMyBaHHSI eKOHOMIKM yBaru iHTerpanis pusmuK-
MEHEeAKMEHTY ¥ aHTMKPU3OBUMX KOMYHIKalill y cTpaTerii KOHTEHT-MapKeTUHIY KOMIIaHii MeAiaiHAYCTpii € BUSHAYaABHUM
YMHHUKOM 3a6e3reyeHHs iX CTiKOCTi, aAANTUBHOCTi Ta KOHKYPEHTOCIPOMOSKHOCTI 32 3pOCTAaHHSI PMHKOBOI HEBU3HAYeE-
HOCTi. BusiBaeHo, mo B yMoBax moBHoMacmra6HOI BiliHM KOHTEHT-MapKeTHHT YKPAaiHChKUX MeAiakoMmaHii TpaHchopmy-
BaBcsl y 6araToyHKIiOHAABHMI IHCTPYMEHT, SIKMIf MOPSIA i3 PUHKOBMMM 3aBAAHHSIMYU BMKOHYE COLiaABHO BiAOBiAaABHi,
Ge3nmekoBi Ta KOMYHiKaLiIHO -ICUXOAOTiYHI PYHKLiT, aKTyaAi3yI0uu NOTPe6y B CMCTEMHOMY PU3UK-MEHEAKMEHTI i aHTH-
KPM30BUX KOMYHiKaLisx AAS 3a0e3meveHHs CTIMKOCTI HalioHaAbHOT MepiaiHpycTpil. IliaAkpecaeHo, mjo BHacAipOK pudpo-
BUX TpaHCoOpMalil i mepexoAy MeAiapMHKY AO MOAeAeV! CIIOSKMBAHHS KOHTEHTY "3a 3amMTOM" KOHTEHT-MapKeTUHT MeAia-
KOMIIaHii HaGyBa€ CTPaTEriYHOro XapakTepy, T06TO opieHTy€EThCS HA Gesnepepsuy B2C-B3aemopiro 3 ayauropicro, popmy-
BaHHA AOBIrOCTPOKOBMX eMOLiHUX BiAHOCHH, yTPMMaHHS KOPUCTYBayiB i MiHiMi3aljifo pM3UKiB BIATOKY B yMOBaX BUCOKO]I
KOHKYpEeHUil Ta pUHKOBOI HeBu3HayeHOCTi. BcTranosaeno, mo crnaa 2022 poky cras iMoyAbcom Tpancdopmauii 6isaec-mo-
AeAelf YRKpalHChbKMX KOMIIaHiN MeAiaiHAycTpii, a mOAaAbIIe BIAHOBAEHHS 3aCBiAUMAO 3POCTAHHSA IX aAaNTUBHOCTI 3aBASKY
MoHeTu3anii uudposoro Tpadiky, po3BUTKY KOHTEHT-MapKEeTHHTY Ta BUKOPUCTAHHIO aHTUKPU3OBUX KOMYHiKalilf B yMO-
Bax MiABMINeHOT HeBM3HAaYeHOCTi. BusBAeHo, mo cTpaTeriyna BiAMOBa MeAiakoMnaHii BiA KOHTEHTY POCIICHKOTO MOXOAKEH-
HS, HONIPU KOPOTKOCTPOKOBI piHAHCOBI BTpaTH, cTara e(PeKTUBHMM iHCTPYMEHTOM aHTUKPU3OBUX KOMYHIKaNii i BiHHICHO-
ro MO3MLiOHyBaHHs GPEHAY, CIPAMOBAHOTO HAa MiHiMi3aLil0 penyTauifiHuMX PU3NKIB, KOHCOAIAALiI0 AOSIABHOT ayAUTOPIl Ta
[IOCUAEHHS KYABTYPHOTO CIPOTMBY B YMOBaX BOEHHOI TYpOyAeHTHOCTI. 3aIPONOHOBAHO AOPOKHIO KaPTy PO3BUTKY KOH-
TEHT-MapKeTHHIY MeAiakOMIaHii YKpalHy, sika NO3UIiOHYE PU3UK-MEHEAKMEHT Ta aHTMKPU30Bi KOMyHIKaLii SIK cucTeMo-
YTBOPIOBAAbHI YMHHUKY CTiKOCTi KOHTEHTHNX €KOCUCTEM, 3a0€3MeUyI0un AOBFOCTPOKOBY aAANTUBHICTD, iIHHOBALiHMIT PO3-
BUTOK i KOHKYPEHTOCIPOMOSKHICTh MeAiaKOMIIaHiN y Mi>kKHapoOAHOMY M POBOMY CepeAOBUIL;.

Keywords: content marketing, marketing strategies, mediaindustry, risk management, anticrisis
communications, digital transformations, attention economy, adaptability.

Katouo6i caoba: xonmenm-mapxemunz, mapxemunzobi cmpamezii, mediaindycmpia, pusux-me-
HedKMmenm , anmuxpu3obi xomynixayii, yu@dpobi mpancgopmayii, exonomixa ybazu, adanmubricme.

INRODUCTION

The current phase of the evolution of the global
economy is determined by profound structural
shifts resulting from the intensive implementation
of digital technologies across all spheres of
economic activity. Comprehensive digitalization
has led to the transformation of market architec-
ture, the modification of consumer behavior
models, and the rethinking of formats of inter-
action between companies and stakeholders,
thereby actualizing the need to revise marketing
communication strategies. The media industry
sector has proven to be the most sensitive to these
changes, as its functioning increasingly takes place
under conditions of heightened market uncertainty
and communication risks. The displacement of
traditional models of linear broadcasting and
physical content distribution in favor of "on-
demand" platforms, streaming services, and digital

ecosystems has enhanced the significance of syste-
matic risk management and crisis communications
in the content strategies of media companies.
Under such circumstances, the formation of the
"attention economy", within which the audience's
time resource acquires the status of a critically
limited asset, has contributed to the evolution of
content marketing from an instrumental element
of communication policy into a strategic factor
that directly affects the resilience, adaptability,
and competitiveness of media market participants.

For Ukraine, the significance of the outlined
issues increases substantially given the specific
features of the functioning of the national media
market under conditions of a full-scale war, which
is accompanied by systemic economic, commu-
nication, and security risks. The Ukrainian media
industry has come under the influence of a set of
unprecedented challenges, among which a leading
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place is occupied by the destruction of material
and technical infrastructure, a sharp decline in
advertising revenues, the transformation of the
structure of consumer demand, as well as the need
to implement effective crisis communications to
counter information aggression. Under such
circumstances, the content marketing of Ukrainian
media companies has evolved from a purely
market-oriented toolkit into a multifunctional me-
chanism that combines tasks of social respon-
sibility, elements of cultural diplomacy, and instru-
ments of psychological support for the population.
At the same time, the adaptation practices of
national leaders of the media market, in particular
streaming platforms, to wartime conditions, their
strategic competition with global players, and
counteraction to digital piracy highlight the need
for systematic risk management and require in-
depth scholarly analysis and conceptual gene-
ralization.

REVIEW OF LITERATURE

In contemporary scholarly research, the
content marketing of media industry companies is
considered a complex multidimensional pheno-
menon formed under the influence of profound
digital, technological, and socio-economic trans-
formations. In particular, the works of O.M. Liutak
and O.V. Baula emphasize that digitalization, the
growth of the internet audience, and changes in
consumer priorities lead to the transformation of
media content into a key economic resource for
ensuring competitiveness and market development
[3]. A similar approach is developed by O.A. Su-
khorukova, Z.V. Hryhorova and A.V. Kvasko, who
stress the dominance of digital formats, the
multimedia and multiplatform nature of content,
as well as the increasing role of interactive
engagement with the audience under conditions of
dynamic technological change [5].

Within the conceptualization of content
marketing as a systemic phenomenon, V.A. Sy-
nytsia interprets it as a multilevel model for crea-
ting value-based creative content that combines
innovative formats, brand communication, and
audience engagement tools with the aim of in-
fluencing consumer behavior and fostering the
development of the creative economy [4]. The
strategic dimension of content marketing is further
strengthened in the works of Z.V. Hryhorova,
where it is interpreted as a means of forming new
market niches and building sustainable models of
interaction with users beyond the boundaries of
traditional competitive rivalry [1].

International studies, in particular the works
of Yue Kong, complement the above-outlined

N

discourse by emphasizing the role of big data and
artificial intelligence in content personalization,
increasing the effectiveness of marketing commu-
nications, and transforming monetization models
[11]. In turn, experts from Motion Picture Labo-
ratories view content marketing as an ecosystem-
based process grounded in technological stan-
dardization, platform interoperability, and an
orientation toward a holistic user experience [12],
while B. Dhiman focuses on the transition to
interactive, data-driven models of content creation
and distribution with the active participation of
the audience [7]. Summarizing the above approa-
ches, analytical materials of the World Economic
Forum emphasize that, under conditions of the
proliferation of artificial intelligence, content
marketing in the media industry acquires an
iterative character and requires responsible mana-
gement of risks related to trust, copyright, and
information credibility, thereby shaping a new
paradigm for the development of media com-
panies' marketing strategies [ 14].

PURPOSE OF PAPER
The purpose of this study is to substantiate the
role of risk management and anticrisis commu-
nications in the formation of contemporary
content strategies of media industry companies
under conditions of digital transformations.

RESEARCH RESULTS

The media industry occupies a distinctive
position within the system of marketing com-
munications, which is determined by the specific
nature of its product, characterized by functional
dualism: content simultaneously acts as an
economic value delivered to the end consumer and
as a communication tool for promoting that same
product in the market. Processes of digital trans-
formation have significantly modified the
structural organization of the media market, lea-
ding to a departure from the traditional linear
broadcasting model in favor of "on-demand"
content consumption formats, which, in turn, has
necessitated a revision of strategic approaches to
the construction of marketing communications by
media companies. Whereas within the previous
paradigm the key objective was the accumulation
of the largest possible mass audience within a
specific time interval for the subsequent mone-
tization of advertising contacts within a B2B logic,
under the dominance of streaming platforms the
priority shifts toward direct interaction with the
end user through the implementation of a sub-
scription-based model (B2C) (Table 1). Under such
conditions, content marketing acquires astrategic
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character and entails the formation of long-term,
emotionally rich relationships with the audience,
within which marketing communication is not
limited to the moment of transaction but is
transformed into a continuous process of user
retention, minimization of churn risks, and the
maintenance of loyalty under conditions of high
competition and market uncertainty [6].

One of the defining characteristics of the con-
temporary communication system in the media in-
dustry is the development of transmedia story-
telling as a strategic model for the construction and
dissemination of content, the theoretical foun-
dations of which have been thoroughly elaborated
in the works of Henry Jenkins [10]. Under
conditions of digital convergence, the narrative
ceases to be tied to a single medium, transforming
into a complex multilevel system implemented
through a set of interconnected platforms and
formats. Within this logic, individual commu-
nication channels perform complementary
functions: the audiovisual product initiates the
storyline, additional digital formats deepen the
images of secondary characters, interactive media
ensure user engagement in the co-creation of con-
tent, while social networks maintain continuous
communication with the audience. Accordingly,
the marketing strategy of media companies is
oriented not toward the mechanical replication of
messages, but toward stimulating the active
participation of consumers in the fragmented
"assembly" of a coherent narrative, which expands
the user experience and reduces the risks of
communication overload. The application of the
transmedia approach in content marketing con-
tributes to extending the life cycle of intellectual
property, forming loyal fan communities, and
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Table 1. Transformation of marketing
communication models in the media industry

No P omparison Traditional model Digital model
- criterion (Linear TV) (OTT / Streaming)
1 | Business logic B2B (selling the B2P (selling content to
audience to the viewer)

advertisers)

2 | Ponsumption

Linear (according to

On-demand (at the user’s

mode the broadcaster’s request)
schedule)
3 | Key metric Rating / Audience |LTV (customer lifetime
share value), churn
4 | Nature of Mass Personalized

communication

5 |Role of the
viewer

Passive consumer Active participant,

co-creator

Source: compiled by the authors based on [6].

strengthening the anti-crisis potential of the brand
by transforming the audience into active advocates
of the media product.

The generalized results of the analytical study
presented in the report "Global Entertainment &
Media Outlook 2024—2028" indicate the ability
of the global entertainment and media industry to
maintain a stable development trajectory even
under conditions of increasing macroeconomic
instability and a rising level of market risks (Fig. 1)
[13].

According to forecast estimates, the total reve-
nue of this sector by 2028 may reach appro-
ximately USD 3.4 trillion, which confirms its high
adaptability to external shocks. A decisive role in
shaping such growth is played by the digital
segment, within which streaming platforms, the
video game industry, and digital advertising
acquire dominant significance as instruments for
monetizing audience attention [13]. Under these
conditions, the strategic focus of media companies
shifts toward the development of content mar-

2025

2026 2027 2028

- Digital media, USD trillion

Fig. 1. Dynamics and projected structural transformation of revenues of the global entertainment
and media market, 2021—2028, USD trillion

Source: compiled by the authors based on data from [13].
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2021

2022

2023

2024

2025

Fig. 2. Dynamics of the advertising and communications market volume in Ukraine under
conditions of martial law, 2021—2025, UAH billion

Source: compiled by the authors based on data from [9].

Table 2. Adaptation of the marketing strategy of the
Megogo platform to the challenges of martial law

oo Before . .
Ne Priterion the full-scale invasion During martial law
1 |Poremission |Entertainment Information provision and
social support
2 | Pontent Auvailability of content | Pomplete removal of Russian-
geography from PIS countries origin content
3 | Social stance Neutral / situational Active, volunteering
4 | Product driver |Films, TV series, News, sports, Ukrainian
sports dubbing (Megogo Voice)
5 | Pommunication | Emphasis on benefits | Emphasis on patriotism and
and assortment unity

2024, as well as the recorded exceedance of
pre-war financial indicators in 2025 in hryvnia
terms, indicate an increase in the adaptability
of Ukrainian business. In particular, this refers
to the ability of companies to effectively
monetize digital traffic under conditions of
heightened security risks through the sy-
stematic implementation of flexible digital
tools, the improvement of content marketing
strategies, and the use of crisis communications
as elements of managing market uncertainty
[9].

Source: systematized by the authors based on [8; 9].

keting, the implementation of systematic risk
management, and the use of crisis communications
as means of ensuring long-term competitiveness in
the digital environment.

The functioning of the Ukrainian media
industry at the present stage takes place under
conditions of extremely high turbulence caused by
the impact of full-scale military aggression as a
powerful external shock. The action of this
exogenous factor has led to an acceleration of
profound structural shifts that have resulted in the
transformation of media content consumption
models, the revision of content marketing
strategies, and the adaptation of the business
models of leading market participants with due
regard to heightened risks and the necessity of
applying crisis communications (Fig. 2).

The presented dynamics convincingly demon-
strate that the downturn of 2022 did not assume
the character of a critical threshold of deve-
lopment but rather served as an impetus for the
revision and transformation of existing business
models. The intensive pace of recovery in 2023—

N

With the outbreak of full-scale military ag-
gression, approaches to the formation of the
content marketing strategy of the Megogo plat-
form underwent a substantial revision, which led
to its reorientation from a predominantly
entertainment-focused model toward a socially
and informationally oriented one. This trans-
formation reflects the adaptation of the company's
communication policy to conditions of crisis
turbulence, the strengthening of social respon-
sibility, and the necessity of employing crisis
communications in the context of managing
reputational risks and audience expectations
(Table 2).

The company adopted a strategic managerial
decision whose implementation was accom-
panied by tangible financial losses; however, it
was of fundamental importance for preserving
and strengthening the brand's reputational
capital — namely, the complete removal of
products of Russian origin from the content
library. This step went beyond purely economic
expediency, transforming into a form of public
value-based positioning that simultaneously
fulfilled the function of corporate social res-
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Table 3. Roadmap for the development of content marketing of Ukrainian media companies with
consideration of risk management and anticrisis communication instruments (2025—2030)

Technological

Ne | Stage Substage Key objectives Marketing tools focus
1 Anti-crisis Identification of Pontent audit, Al analytics,
diagnostics of the | reputational, content- | social listening, | sentiment
communication | related, and crisis media analysis
environment informational risks; monitoring
audience trust audit
Reengineering of | Adaptation of content |FAST content, Generative Al
content strategies | marketing to the comfort creativity,
under uncertainty | traumatic social watching, automated
context and changes in | edutainment localization
g consumption patterns
£ | Pommunication | Formation of narratives | Social Al
g of social of support, solidarity, |campaigns, personalization,
2 |responsibility and | and emotional storytelling, recommendation
A psychological stabilization partnership systems
support projects
Anti-piracy and | Reduction of losses Value-based DRM,
legal stabilization | from digital piracy; pricing, freemium | blockchain-based
of the content protection of models, legal rights
environment intellectual property storytelling management
Anticrisis Maintenance of trust in | Prisis PR, value- | Al for crisis
communications | the brand under driven scenario
and reputational | information attacks messaging, management
risk management owned media
2 Export of cultural | Institutionalization of | Soft Power Al creativity,
meanings and cultural diplomacy content, multilingual
national narrative |through content transmedia LLMs
storytelling
Formation of Strengthening Global platforms, | Web3,
global presence | international visibility |influencer decentralized
of Ukrainian and competitiveness partnerships platforms
media brands
‘g Building Transition from a Brand Metaverse, social
E sustainable fan passive audience to communities, VR
S |communities and | community co-creation | UGP strategies
% brand advocacy
A | Integration of risk | Implementation of Scenario Predictive Al,
management into | foresight management |planning, digital twins
the content of strategic and foresight
ecosystem reputational risks marketing
Innovative Diversification of Subscription+, Immersive
monetization of | revenue sources and experiential technologies
attention in a reduction of marketing (VR/AR), Web3
post-crisis dependence on economy
economy advertising

Source: developed by the authors.

ponsibility and served as a powerful signal within
marketing communications [2].

Under conditions of wartime turbulence, when
consumer choice is increasingly based on shared
worldview orientations and civic attitudes, such a
"sanctions-based" content policy became an
instrument for consolidating a loyal audience and
minimizing reputational risks. The communication
support for this decision was built around the
concept of "information hygiene", within which the
refusal of products from the aggressor state was
interpreted as a component of crisis commu-
nications aimed at ensuring cultural resistance and
strengthening national security.

Table 3 presents a conceptual roadmap for the
development of content marketing of Ukrainian

media companies for the period 2025—2030, which
has been formed taking into account the phased
integration of risk management tools and crisis
communications under conditions of increased
market and security uncertainty.

The proposed roadmap reflects the evolution
of content marketing from an instrument of ope-
rational stabilization into a strategic mechanism
for the long-term expansion and global integration
of media companies. Its structure demonstrates
that effective risk management and crisis com-
munications are not auxiliary but rather system-
forming factors of the resilience of content
ecosystems.

The consistent integration of marketing tools
with technological solutions will make it possible
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to minimize reputational and market threats while
simultaneously enhancing companies' capacity for
adaptation and innovative development. Thus, the
implementation of the outlined stages creates a
foundation for the formation of competitive,
socially responsible, and crisis-resilient media
brands in the digital environment.

CONCLUSIONS

Thus, the prospects for the development of
content marketing in Ukraine's media industry are
shaped within a multidimensional convergence of
technological innovations, cultural narratives, and
economic constraints, which are intensified by
conditions of wartime turbulence. Achieving
strategic success in such an environment is directly
associated with the capacity of media companies
to implement a model of "organizational am-
bidexterity", which should combine cost ratio-
nalization and effective operation in the domestic
market through the use of FAST formats, partner-
ship ecosystems, and socially oriented content
marketing, alongside a simultaneous orientation
toward global presence. In this context, the export
of culturally relevant content, the development of
international co-production, and the imple-
mentation of artificial intelligence-based solutions
acquire particular significance as instruments for
reducing strategic risks and scaling audiences. So,
provided that risk management and anticrisis
communications are systematically integrated, the
Ukrainian media industry is capable of trans-
forming crisis challenges into a source of innovative
impetus and strengthening its positions in the
European media market.
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