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HEeMaTepiaJIbHUX aKTUBIB (OpeH, peryTallisi, JI0Bipa 1HBECTOPiB), IO B pe3yJbTaTi
MO3UTUBHO BILJIMBAE HA 3arajibHy BapTICTh MiMPUEMCTBA.

[HBecTHIliliHa TIPUBAOIUBICTh MIANPUEMCTBA € BAXJIUBUM UYHWHHHUKOM, IO
BIUIMBA€ Ha WOro PHUHKOBY BapTicTh. lle KoHIemiis, sika BU3HA4Ya€, HACKUIBKH
BUTIIHUM € 1HBECTYBaTH B KOHKPETHE MIANPHUEMCTBO 3 TOUYKU 30py MOTEHIITHOI
¢dinaHcoBOi BigAadi, CTaOUIBHOCTI Ta pPH3UKIB. B ymoOBax cTajgoro po3BUTKY
1HBECTHIlIIiHA MPUBAOIMBICTh MIANPUEMCTBA MOXE OyTH TMOB'I3aHa HE TUIBKH 3
(hiHAaHCOBHMMHM MTOKa3HUKAMH, a i 3 1OTO COIIaIbHOIO, €KOJIOTIYHOIO Ta YIIPABIIHCHKOIO
BI/IITOB1IAIBHICTIO.

TakuMm 4YWHOM, CTaNHMil PO3BUTOK CHpPHSE HE TUIBKU MOMIMIICHHIO pemyTaiii
HiIPUEMCTBA, a U MOXe OyTH Ba)JIMBUM YMHHUKOM TMIJBUIIECHHS HOTrO pUHKOBOL
BapTOCTI, OCKUIbKM I1HBECTOPH Ta CIIOKMBaudl Bce OuIbIlIe 3BEpTAIOTh yBary Ha
COLlAJIbHY Ta €KOJIOTIYHY BiAMOBIIAJIBHICTh O13HECY.
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RESPONSIBLE MARKETING IN THE CONTEXT OF INDUSTRY 5.0.

Industry 5.0 is a new stage in the evolution of industry that focuses on the
integration of the human factor into automated and digital manufacturing processes,
with an emphasis on ensuring sustainable development, social responsibility, and
ethics. It differs from previous stages of industrialization by emphasizing the
importance of interaction with society and the environment [1, p. 57]. At the same time,
the development of Industry 5.0 is associated with new marketing challenges,
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particularly the concept of responsible marketing. In this context, responsible
marketing is viewed as a strategic approach that takes into account not only the
economic interests of a company but also the social, ecological, and ethical aspects of
interaction with consumers [2, p. 131]. Within the framework of Industry 5.0,
companies must take responsibility for how their products or services impact the
environment, society, and individuals. This means that brands should not only sell
products but also contribute to positive changes in society and actively support
sustainable development.

The relevance of this topic is due to the rapid development of digital
technologies such as artificial intelligence (Al), big data analytics, the Internet of
Things (IoT), blockchain, and others, especially in the field of online advertising
campaigns. These technologies allow companies to better understand consumer needs,
create more personalized marketing offers, conduct targeted advertising campaigns,
and stimulate demand among their target audience [3, p. 142].

This increases the importance of responsible marketing, especially in the context
of regulated industries, such as the production of tobacco and nicotine-containing
products, whose activities are strictly regulated to protect the physical and financial
well-being of the population. Despite existing regulatory restrictions, numerous
methods of circumventing these restrictions in advertising practices allow companies
to continue manipulating demand for their products. Therefore, an important
component of responsible marketing is not only interaction with government
regulations but also an understanding of the ethical aspects of consumer influence.

Companies operating in the tobacco sector employ a range of innovative
approaches to stimulate demand, including brand development and integrating
consumers into the ecosystem of digital platforms to create personalized marketing
offers [4]. A well-known example is the IQOS brand [5], which, unlike traditional
cigarettes, communicates its product not through smoking but through the device itself
as an elite accessory. Using modern technologies, companies are able to collect large
volumes of data about their consumers, which allows them to conduct targeted
advertising campaigns with a high level of personalization, thus creating new ways to
influence users' consciousness. Another example is the VELO brand [6], which offers
nicotine-containing pouches as an alternative to traditional smoking. The company
positions the product as a less harmful alternative to cigarettes, actively communicating
this through global marketing campaigns. At the same time, the company refuses to
increase the nicotine concentration in its product, despite having the technological
capability to do so, which reflects an ethical approach to responsible marketing and
consumption.

The need to integrate elements of responsible marketing into companies'
strategic plans is especially critical in the context of omnichannelity and
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personalization, which ensure more accurate mechanisms for data analysis, decision-
making, and brand promotion. In formulating marketing strategies, companies should
not only focus on economic indicators but also take into account the social
consequences of the impact of their products, which should be the main guideline for
ensuring sustainable development and ethical interaction with the public.

Responsible marketing in the context of Industry 5.0 is an important tool for
achieving a balance between a company's economic goals and social responsibility.
The inclusion of cutting-edge technologies, human potential, and ethical principles in
marketing strategies helps not only to ensure the sustainable development of the
business but also to create a positive impact on society. Therefore, companies striving
to be competitive in the context of Industry 5.0 must consider not only financial
benefits but also the ethical component, which is necessary for sustainable
development and harmonious integration into modern society.
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