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Purpose. Formation of theoretical and methodological approaches to the definition of effective tools for the commercialization
of university startups based on taking into account the emotional aspect of interaction with consumers and investors.

Methodology. The methodological basis of the study was the modern achievements obtained in the field of innovative theory and
the conceptual foundations of the economy of impressions. The following methods of scientific research were used as specific re-
search tools: a systematic approach, based on which the place of the concept of the economy of impressions in the process of com-
mercialization of startups in the university environment was determined; generalization and systematization — when determining
the benchmarks of consumer behavior in relation to innovations and motivational mechanisms of innovative activity in the business
sector; comparative analysis — when distinguishing the peculiarities of startups of NTU “KhPI” and Stanford University; analysis
and synthesis — when distinguishing the directions of using impression marketing at different stages of the startup’s development.

Findings. The article proposes a new perspective on the commercialization process of university-based startups through the
lens of the experience economy concept. Six key stages of startup development are identified: idea, incubation, prototype develop-
ment, promotion, servicing, and scaling. The components of the university’s sustainable innovation ecosystem are characterized,
including the Spark startup center, the research and development unit, the technology park, as well as external and internal events
that facilitate the commercialization of innovative projects. The study highlights that digital marketing, with an emphasis on its
emotional aspect, plays a crucial role in engaging both consumers and investors at every stage of commercialization. Specific digi-
tal marketing tools, such as social media platforms, webinars, interactive content, and personalized advertising campaigns, are
explored for their ability to enhance audience engagement and foster an emotional connection with the product. Key sources of
startup funding are identified, including consumer sales, investor contributions, and grant programs.

Originality. An improved theoretical and methodological approach is formed to determining the directions of commercializa-
tion of university startups, which, unlike the existing ones, involves taking into account the emotional aspect of the interaction of
the subjects of innovative activity and influencing their behavior through digital marketing tools.

Practical value. The proposed recommendations for using the concept of economics of impressions in the commercialization
of startups can be the basis for developing strategies for promoting new products and services. The use of emotional marketing at
different stages of startup development, such as incubation and scaling, will provide competitive advantages, facilitating better
adaptation of startups to market conditions and consumer requests. The results of the study can be used in the practice of universi-
ties to support startups, as well as in entrepreneurship training programs.
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Introduction. With the rapid development of digital tech-
nologies and increasing competition in the startup market, ef-
fective promotion of innovative ideas of products becomes a
decisive factor for their success and commercialization. Every
year, the number of startups increases, which increases the
need for new approaches to their communication, which can
attract the attention of investors and consumers. In particular,
at the CIG R&D Lab startup competition, a steady increase in
the projects from NTU “KhPI” (the total number of about
150) has been observed over the past five years. Some of these
startups have received funding and support from the interna-
tional investment company CIG R&D Lab, which indicates
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high competitiveness and the need to distinguish successful
promotion strategies. As Aksoy A.Y. notes, “the economy of
knowledge has cooperated a triple spiral at the center of eco-
nomic growth. In this paradigm, innovations are important for
the survival of the firm, and universities are considered as an
indisputable source of new ideas, talents and endeavors™ [1].
The university’s innovative ecosystem not only contributes to
the development of entrepreneurial thinking, but also provides
students with resources and support for the implementation of
their own ideas, turning them into profitable projects during
training. This provides practical experience and opens ways to
introduce innovations into the real market. The thought of
Hall R. is appropriate [2], who believes that the startup move-
ment implementation at universities enhances the practical
component of the educational process. In addition, the imple-
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mentation of startups in cooperation with business changes
educational programs, providing appropriate vectors of practi-
cal use of knowledge. According to Hall R., Lulich J. [3], in-
novations and entrepreneurship are often mentioned in uni-
versity strategic plans, passing the desire for changes both
within the university (to improve the educational institution)
and beyond (in favor of society as a whole). These terms have
become combining topics of many plans aimed at moderniza-
tion, improvement, and more sensitive response to public
needs that cover numerous areas of activity [3]. Universities
that effectively apply the practice of commercialization of La-
bib H. startups and others are called “business universities”
[4]. Startups gradually become indicators of universities effi-
ciency and an important part of innovation, giving the oppor-
tunity to solve real business problems [5].

The scientific problem of the article is to find effective tools
for commercialization of startup starters. The focus of the
study of this article is on how startups can emerge and be suc-
cessfully commercialized according to the concept of econom-
ics of impressions in the educational environment. The main
emphasis is on the use of the concept of economics of impres-
sions in combination with digital marketing tools. This combi-
nation is a key factor in creating an emotional connection be-
tween an innovative product and a consumer, which increases
its market attractiveness and chance of success. It is important
to study how the university’s innovative ecosystem can con-
tribute to effective commercialization, giving the startups the
necessary tools for implementing a digital marketing strategy
focused on consumer emotional experience. Digital marketing
economics can be one of the important components of a com-
prehensive solution to this problem.

The relevance of the topic of research lies in the imple-
mentation of the concept of economics of impressions in the
process of promoting startups, which allows spreading innova-
tive ideas to potential consumers and investors by means of
digital marketing, such as social networks, sites and contextual
advertising. The use of impressions as a digital marketing tool
helps not only to show the value of the product, but also to
create an emotional connection with the audience, which is a
key element in the commercialization of innovative projects.

It is important to note that not all startups can be success-
fully advanced through the experience economy. To do this,
you need to identify clear criteria for the selection of startups
that can use this concept. The article will provide an analysis of
the startup competition, as well as recommendations for the
choice of digital marketing tools that are suitable for promo-
tion of innovative ideas based on the experience economy.

Literature review. Commercialization of innovation is a
key stage in developing startups, which allows them to turn
ideas into profitable products or services [6]. The focus of our
research is to find the effective ways of startups commercial-
ization by universities. Commercialization of technology is
now one of the cornerstones of experience in the academic
environment, according to Goémez-Baquero F., et al. [7]. Uni-
versities give priority not only to creation of new technologies,
but also to commercialization [8], providing knowledge man-
agement, technology transfer and educational programs,
forming digital identity of graduates and digital transformation
of students. At the same time, Gomez-Baquero F., and others
recommend creating a culture of technology transmission,
“which is less worried about traditional results (such as pat-
ents, licenses, income), and more aimed at providing resourc-
es, relationships and knowledge” [7].

In some studies [9, 10], we can see a growing role in the
commercialization of business circles and representatives of the
industry in their cooperation with universities, that is, move-
ment goes from top to bottom: from business to universities and
student environment. The prerequisite for success in the com-
mercialization of startup is experience. In the study [9], con-
siderable attention is paid to the team work of university inno-
vators, business representatives and industry. According to the

authors of the study [11], such cooperation can combine talents
and enhance the development of a startup, which in turn will
attract greater interest in the market. In other studies [2], the
focus in the development and startups commercialization is on
the strengthening power of young people, students, which is
based on their energy, interest, creativity, pursuing the goals
[3]. Amry D., et al. [12] recognize the considerable potential
inherent in student business. Hall, R., Lulich, J. [3] claim that
student startups are a viable means of demonstrating social in-
fluence of scientific research. Young people are able to invent
creative ideas for the start of the startup and bring them to com-
mercialization, that is, the movement goes from bottom to top:
from the students through universities to business.

Scientists have found that the success of commercialization
depends on factors such as an effective business model [11],
modern flexible project management, effective marketing, risk
forecasting [ 13], as well as proper market positioning. Kruachot-
tikul, et al. [14] claim that it is important for startups to find a
niche in the market and to differentiate an innovative product.

It is appropriate to analyze the main obstacles that hold
back the commercialization of university startups. Yassine M.
has analyzed the factors that interfere with the transformations
of university patents into market innovations [15], which in-
clude: the lack of specially dedicated funding for patent devel-
opment stages, the lack of marketing and business skills among
teachers, and limited interaction with industry.

Studies that analyze the role of universities in improving
commercialization of startups are very interesting. Hall R. [2]
notes that university services, such as business plans and mar-
ket assessment, have a positive effect on support satisfaction,
but students face difficulty in navigation through bureaucracy
and limited institutions for risk. Yassine M., and others [15]
emphasize the importance of specialized intellectual property
management programs integration and the creation of univer-
sity incubators and accelerators to support innovative startups.
The opinion of Gupta V. is relevant [ 11]; he gives experience of
hackathon as a synergistic method that enhances the commer-
cialization of university startups, since this approach allows
participants to receive feedback from jury, colleagues, users
and sponsors, generates various ideas for potential decisions,
and according to a pilot study with students from Poland,
Spain and Portugal, it can increase commercial potential, al-
though it requires proper coordination and control. The cre-
ation of an innovative ecosystem of the University contributes
to the commercialization of student startups, giving them the
necessary tools for the development of business skills and cre-
ating innovative solutions [16, 17]. The study [18], on the ex-
ample of the University of Dar-Salem, showed that initiatives
such as hubs and the Academy of Startups help students de-
velop key competencies, which leads to successful sale of more
than 40 innovative products. Other authors, in particular,
Marx M. [19], note the need to attract investors in the early
stages of startup, and on the contrary, Kruachottikul P., and
others [14] it claims that this need arises at the final stage of the
“last mile” when the goods are delivered to the buyer. Stanford
University’s research [5] found that the most profitable inven-
tions are often licensed by inventors, and commercial success
is related to the work of large, various teams, which has be-
come one of the main trends of recent decades. It is interesting
that the demographic variety of teams and the size of innova-
tive groups influence the development of new ideas, and
smaller teams are usually aimed at creating innovative ap-
proaches, and large ones are aimed at improving existing tech-
nologies. The largest financial investments in startups were
concentrated in industries such as biology, chemistry, engi-
neering, materials science, electronics and energy.

The experience economy is increasingly seen as a powerful
tool for promoting goods and services [20, 21]. In the scientific
literature, this concept has not yet been used in the context of
a study of the commercialization of startups. Consumer im-
pressions are crucial for their willingness to buy a product, as
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they seek not only to get the product, but also to be emotion-
ally related to it. As Pine J. B. & Gilmore J. [ 22] note, the ex-
perience of the user is no less important than the quality of the
product itself, and for startups emotional marketing can be a
decisive factor in success. Zivojinovi¢ 1., and others [23] em-
phasize that the creation of unique consumer impressions
contributes to the attraction of customers and their loyalty,
which in turn enhances the process of commercialization.

Another important aspect is the ability of startups to adapt
to a rapidly changing market environment. According to
Zivojinovié¢ 1. [23], innovative products require flexible pro-
motion strategies, which allows you to respond to new trends
and consumer needs. Here, marketing of impressions can help
create long-term emotional interaction with the consumer,
even in the face of constant changes.

Purpose. The purpose of this article is the formation of
theoretical and methodological approaches to the definition of
effective tools for the commercialization of university startups
based on taking into account the emotional aspect of interac-
tion with consumers and investors.

Methods. In the process of writing this article, both gen-
eral and special methods of scientific research were used. Gen-
eral methods include induction and deduction that have al-
lowed a logical analysis and generalization of theoretical mate-
rials. Methods of analysis and synthesis were also applied to
systematize information on the stages of commercialization of
startups in the university environment and the role of impres-
sions. Among special methods of cognition sociological analy-
sis was used to understand the behavior of consumers and in-
vestors, as well as modeling elements for a schematic represen-
tation of the university’s innovative ecosystem.

Findings. A look at the commercialization of student startups
in the context of the experience economy. Universities play a
central role in the formation of innovative ecosystems that
contribute to the development of entrepreneurial potential of
students and teachers, the generation of new knowledge and
technologies, the development of startups. In the face of in-
creasing competition and digital transformation, universities
become centers of innovation, where new startups and innova-
tive solutions are being created. The development of innova-
tive ecosystems not only provides universities in the position of
leaders in research, but also creates a favorable environment
for commercialization of innovative ideas, stimulating the en-
trepreneurial activity of young people. The formation of an in-
novative university ecosystem is a critical factor in its sustain-
able development [8, 23], as it provides opportunities for inte-
gration of education, science and business, supporting the
transformation of ideas into real products and services.

In the context of rapid digital transformation, the develop-
ment of student startups, which are born in the walls of univer-
sities, is of particular importance for Ukraine’s economic and
social growth. Universities are the basis for the formation of
innovative potential of the country, providing support for
young entrepreneurs, researchers and innovators. It should be
noted that in the post-war reconstruction the development of
startups at universities will become a powerful driver of
Ukraine’s rebuilding.

The most general plan for commercialization means a mar-
ket realization of an innovative product on a commercial basis
for the purpose of obtaining material benefits, which can come
both from consumers and from investors investing in startup
development [24]. Commercialization of innovative ideas cre-
ated in the environment of universities requires modern ap-
proaches. The scientific interest of our study is the analysis of
the opinions of scientists on the driving forces of commercial-
ization of startups at universities. There are a number of key
positions in the modern scientific discussion about commer-
cialization of startups in the university environment. Gontare-
va L., et al. [16] emphasize that the innovative ecosystem of
universities helps to increase the commercialization of knowl-
edge by intensifying cooperation between science, education,

business and the state, including various functional roles, such
as innovative educational programs, scientific parks and busi-
ness incubators. At the same time, Guindalini [17] draws atten-
tion to the fact that the successful development of business
universities depends on both formal factors (entrepreneurial
organization, relationships with industry) and on informal fac-
tors (cultural values, attitude to entrepreneurship). Labib H., et
al. [4] emphasize that universities should implement a strategy
of obligations, optimize the organizational structure and pro-
vide resources to support startups, in particular through sec-
toral orientation and effective intellectual property policy.
Hall R. [2] notes that general services, such as assistance with
business plans and training in entrepreneurship, have a signifi-
cant positive impact on students’ satisfaction, although obsta-
cles in the form of bureaucracy remain relevant. Yassine M., et
al. [15] emphasize the need to integrate specialized intellectual
property training programs and create incubators and accelera-
tors to support innovative startups, which confirms the impor-
tance of a systematic approach to academic studies. Thus, the
views considered demonstrate the complexity of the problem of
commercialization of startups in universities, emphasizing the
need to integrate formal and informal factors, resource support
and development of supporting structures to succeed in this
area. In this context, it is worth paying attention to Malaysia’s
experience, which has demonstrated an exceptional example of
economic development through innovation, in particular,
through the active support of high-tech industries and attract-
ing investments, which can be applied in Ukrainian realities.

This study proposes a new point of view on commercial-
ization of startups in the context of the concept of economics
of impressions, which takes into account the emotional aspect
of interaction with consumers and investors. The generaliza-
tion of the authors’ opinions on the driving forces of commer-
cialization of startups is presented in Table 1, which **denotes
the author’s vision on the driving forces of commercialization
of startups at NTU “KhPI”.

It is proven [20, 21] that consumers focus not only on the
functionality of the product, but also on the emotional experi-
ence they receive from interaction with it. With regard to inves-
tors, although their basic motivation is related to profit, they
also indirectly respond to emotions, especially when they see
the potential of startup to cause a positive emotional response
in the market [22, 23]. If the product is capable of creating a
unique consumer experience, it can increase investors’ expec-
tations for its profitability. In addition, the emotional impact of
presentation materials, webinars and other digital marketing
tools generates vivid impressions and promotes investment de-
cisions, enhancing the desire to invest in startup [24, 25].

We propose to schematically reflect the place of the con-
cept of economics of impressions in the process of commer-
cialization of startups in the university environment Figure.
The new scientific direction is highlighted by a dotted.

Six key stages of startup implementation [26, 27] have been
highlighted: Idea, Incubation, Development of Sample, Pro-
motion, Service, Scaling. The implementation of startups takes
place within the framework of a permanent university innova-
tive ecosystem, which provides support at each of the stages.
The ecosystem includes elements such as Startup center
“Spark”; Scientific Research Department (SRD); LLC “Sci-
entific Park of NTU “KhPI”, as well as internal and external
measures aimed at facilitating the commercialization of start-
ups. Internal events include the All-Ukrainian Innovation Fes-
tival, Fintech Laboratory and Startup School for Students,
while external participation in such projects as CIG R&D Lab
(which takes 6 years in a row). Particular attention is paid to the
role of digital marketing, in particular its emotional component,
in attracting investors at each stage of startup development.

Impressions marketing plays an important role in the process
of commercialization of startups both at the level of interaction
with consumers and with investors. At the level of consumers,
emotional marketing contributes to the formation of trust and
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Table 1

The driving forces of startups commercialization in the student environment

Factors

LI | (131 | (91 | [12] | [35] | [271 | [141 | [7) | 5] | (071 | ™

Effective business model

+ | = = = =+ ] = =]=1=1=

Analysis of the market and strategy of matching problems and solutions

|- = =+ =+ =+ ==

Searching for a required niche /industry on the market

_ _ _ _ _ _ + _ + _ _

Startup management

|
+
|
|
|
|
|
|
|
+
|

Risk forecasting

+
+
|
|
|
|
|
|
|
|
|

Marketing

|
+
|
|
|
|
|
|
|
|

Attracting business practitioners

Support for university’s innovative ecosystem

Product financing at different levels

[
[
[
[
[
[
[
+ |+ ]+
+

|
+

Marketing of impressions

|
|
|
|
|
|
|
|
|
|
+

Sustainable innovative university ecosystem

Process components:

Organizational components:
Startup center “Spark”;
Scientific Research Department (SRD);

LLC “Scientific Park of NTU “KhPI” Students and others

Introducing business disciplines into training programs
Entrepreneurship teachers and preparation for mentorism
Internal events: All-Ukrainian Startup Festival, Fintech Laboratory, Startup School for

External events: preparation of students for participation in grant programs, in the competition
of CIG R&D LAB and others

{

Formation and commercialization of student startups

Development
Idea

Incubation of the sample

Promotion Service Scaling

Tasks of marketing of impressions for consumers:
creation of emotional connection with the product;

|
|
|
involvement in the brand; increasing confidence :
and involvement; impact on decision-making |

|

Tasks of marketing of impressions for investors: formation of sense of involvement;

| |
| |
| ) . . ) |
| ensuring confidence in the potential of the startup; creation of long-term |
: partnerships; underlining the impact of investment on society and economy :
| |

Fig. The place of the concept of economics of impressions in the process of commercialization of startups in the university environment

creating a sense of belonging to the product, which is especially
important in the initial stages of startup development. At the
stage of generation of the idea, when the product is not yet fully
developed, attracting consumers is possible through pre-order,
registration for updates or participation in crowdfunding cam-
paigns. Digital marketing tools such as social nets for announce-
ments, Email Marketing for Collection of Subscribers and Spe-
cial Kickstarter, IndiegoGo) are used for this purpose. These
measures allow you to attract the first financial resources through
the support of consumers at the stage of product development.
Tasks of marketing of impressions for consumers involve:

- creating an emotional connection with the product — it is
important to create an emotional connection between con-
sumers and the product of startup, focusing on the benefits of
life and the feelings that the product can cause;

120

- brand involvement — consumers should feel that a prod-
uct or service is part of their identity, making loyalty;

- increasing confidence and involvement: emotional cam-
paigns should stimulate trust, encouraging the use of the prod-
uct through positive feedback and social evidence;

- impact on decision-making — marketing messages
should emphasize the features that influence the purchase de-
cision, in particular through the use of success stories or ex-
amples of product use.

For investors, it is important to present the potential of the
product and the market at the idea stage. In this case, invest-
ments or grants aimed at supporting the development of in-
novative projects can be sources of financing. Among digital
marketing tools that work effectively at this stage, webinars,
online presentations for investors and startup platforms, such
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as AngelList and Gust, where entrepreneurs can demonstrate
their ideas for investors.

Choosing the concept of economics of impressions as ba-
sic it is necessary to define the criteria for the selection of start-
ups for their commercialization through emotional instru-
ments of digital marketing.

Substantiation of the criteria for the choice of startups for
commercialization in the experience economy. The choice of cri-
teria for the analysis of startups in the context of their potential
promotion through the emotional tools of digital marketing is
based on the understanding of how different markets and emo-
tional impact on consumers can affect the success of advertis-
ing campaigns. The first criterion we have considered is the
type of market. The distribution of startups by market types
(B2B, B2C, B2G) allows you to clearly determine on which
audience to focus your marketing efforts. For example, B2B-
oriented startups often have a more technical or functional
focus, whereas for the B2C market, the emotional aspect is
critical, because consumers in these segments tend to respond
more to emotional stimuli.

- B2C (Business to Consumer) — is usually targeted at
consumers, where the emotional impact can be very impor-
tant. Products and services in this segment often focus on cre-
ating positive emotional experiences, making them ideal for
emotional marketing.

- B2b (Business to Business) — often focused on business
processes, where solutions can be more pragmatic. Here,
emotional aspects are less important than economic benefits
and efficiency. However, some B2B products can use emo-
tional marketing if they have elements that create additional
value or unique experience.

- B2G (Business to Government) — usually focused on
government contracts and projects where decisions are often
based on strict performance, security and compliance criteria.
Emotional marketing is less commonly used here, but can be
used in the context of social projects or initiatives.

The second criterion is the analysis of emotions that can
cause the use of a product or service. Because emotions can
play a key role in consumer behavior, understanding what
emotions will be actively expressed when using a product, al-
lows you to create more effective advertising campaigns. For
B2C includes oriented startups, the emotional component is
especially important, since consumers are often guided by their
feelings and impressions when making a purchase decision.

The third criterion we took into account is the industry to
which the startup belongs. The study of industry features al-
lows you to understand the specificity of the market and deter-
mine what emotions and types of promotion are the most rel-
evant for a particular segment. It also helps to identify trends
and needs in certain areas, which can provide valuable insights
for marketing strategies.

Based on the analysis of industries, we can conclude that
different areas have their unique features and requirements for
promotion. For example, startups in the field of ecology and
health often require a positive impact on the environment or
personal well-being, which promotes emotional attachment. At
the same time, technological and engineering startups are more
focused on functional advantages and technical characteristics.
Thus, the correct definition of criteria and understanding of the
specifics of industries helps to adapt effectively to the promo-
tion strategies to maximize the impact on the target audience.

Analysis of 46 startups created in the sustainable ecosystem
of the University of NTU “KhPI” in 2023 was made in a sec-
toral section. There are three startups in the field of construc-
tion and architecture, including ecological building materials
for the restoration of historical monuments and automated
monitoring of metal structures that contribute to the introduc-
tion of innovations and preservation of historical heritage.

There are five startups in medicine, including the auto-
matic monitoring system of medical refrigerators, IoT tech-
nology for blood velocity and blood pressure control, as well as

a mobile meditation application that emphasizes the impor-
tance of technological health care solutions.

Social services are represented by two startups, including an
application for people with disabilities that provide access to
medical services and food delivery, as well as comprehensive ani-
mal care, which demonstrates the desire for social responsibility.

Nine startups are presented in transport and ecology, in-
cluding an application for finding bicycle paths, soybean-
based air-pointing filter, and a portable solar energy shower
that reflects increasing interest in sustained solutions.

Among the startups in the technology there are a large
number of projects, including the algorithm of image conver-
sion into sound tracks, autonomous control system for kami-
kaze drones, and identification of the parameters of the direct
current engine in real time, which indicates the active develop-
ment of innovation in this field.

Five startups are presented in education, including a mo-
bile application for a child’s schooling day and an online school
for learning English and German, which focuses on the inte-
gration of technologies into the educational process. Ecology
also has a significant representation of four startups, including
recycling clothing and soft toys, as well as recycling in everyday
life, which emphasizes the importance of sustainable develop-
ment and environmental consciousness in modern society.

In general, the analysis of the presented startups testifies to
the diversity and innovative potential in various fields, contrib-
uting to the development of new solutions that can improve
the quality of life and reduce the negative impact on the envi-
ronment.

In order to compare 46 startups of NTU “KhPI” for 2024
with the most commercialized startups of Stanford University
for 50 years [SFum], the data was analyzed on investments ob-
tained by Stanford startups at different periods, and compared
to the activities of the NTU “KhPI” startups (Table 2).

In Stanford, a large number of investments are concen-
trated in electronics, medicine and defense. NTU “KhPI” has
startups in various fields, but for effective commercialization it
is worth paying attention to the most promising industries in
terms of investment potential, just as it is done in Stanford.
Not all startups can be successfully commercialized, based on
the concept of economics of impressions. Given this, we have
identified selection criteria that allow you to evaluate the po-
tential of startups to successfully implement the market using
emotional impact on consumers and investors. Below are the
startups of NTU “KhPI” which meet the selected criteria and
have the potential for commercialization through the concept
of experience economy. In Table 3 B2C-oriented startups are
systematized, along with branch industries and targeted emo-
tions that can be used to promote them.

In order to evaluate the commercial efficiency of NTU
“KhPI” startups in terms of approaches used at Stanford Uni-
versity, we take into account the amounts of investments
aimed at the most commercialized startups in various indus-
tries. Based on commercialized startups in Stanford and taking
into account the prospects of industries and markets, we can
distinguish the startups that have the highest potential for
commercial success. Explanation to the ranking: high com-
mercial potential is startups in the fields of medicine, health
and transport, ecology and high potential for investment and
development, taking into account Stanford’s successful expe-
rience in such fields; the average commercial potential is in-
dustries concerning education, tourism, ecology and energy
and have less, but still significant potential for commercial
success; low commercial potential is startups in highly special-
ized industries or less innovative segments, such as animal care
or materials processing and may have limited opportunities for
significant investments. This rating will help to distinguish
startups with the highest potential for commercialization and
attracting investment, based on Stanford’s experience.

An example of a successful implementation of startup se-
lection and commercialization based on the experience econ-
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Table 2

Comparative analysis of startups of Kharkiv Polytechnic Institute and Stanford University: activities and investment priorities

Stanford startups
Branch (i]:}:'zitsrzsgt;;{;;gt’ NTU “KhPI” startups (number of startups)
for 50 years
Electronics/ Technologies 1,072 19 startups: monitoring system for medical refrigerators, applications, automated drones
and others
Medicine/Health 362 S startups: applications for people with disabilities, dietary supplements, IoT technology
for blood pressure monitoring
Defense/Safety 662 S startups: detection of mines, drones, ballistic protection, chair suspension system
Construction/Architecture — 2 startups: ecological building materials, automated monitoring of metal structures
Ecology/Recovery — 10 startups: soy oil-based filters, solar panels, soil reclamation, recycling and others
Education/Technology - 7 startups: teachers’ programs, mobile applications for school planning, language learning
Transport - 4 startups: renting applications, multipurified transporter
Engineering 511 5 startups: high-pressure hydraulic station, increased steel durability, other engineering
solutions

Table 3
Analysis of startups of NTU “KhPI” according to the criteria of commercialization in the experience economy
Commercial
Branch NTU “KhPI” startups Target emotions to promote potential
(forecast)

Medicine, Dietary supplies from medicinal herbs from Synevir National Health, naturalness, well-being, High
Health Park; Application for meditation; patience, control of well-being

Technology (IoT) for measuring blood velocity
Transport, Ecology | App for cycling and transportation; Annex for transportation of Environmental friendliness, travel High

transport satisfaction, convenience, time saving
Ecology, Soy oil-based air-pointing filter; Portable solar panels; Cleanliness, environmental Average
Technology Environmentally friendly electromagnetic rodent protection friendliness, autonomy

technology
Education, Smart Schedule — mobile app for planning a child’s school day; | Organization, convenience, training, | Average
Technology Sprachtime — online school for language learning accessibility
Tourism, Online quests for tourists with tasks Entertainment, admiration Average
Entertainment
Animal services Complex animal care Care and comfort Low
Energetics, Ecology | Portable solar energy shower; Portable solar panels Environmental friendliness, autonomy, | Average

savings
Ecology, Craft EcoMade — clothes and soft toys recycling Environmental friendliness, creativity, | Low
recovery

Fitness, Health FlexiTrainer Live — mobile sports app Activity, motivation, health High

omy is a startup for the production of portable solar panels,
which received funding when submitting to the competition by
the CIG R&D Lab. This project not only combined an inno-
vative approach to alternative energy, but also effectively took
advantage of the experience economy for further development
and entry into the market.

Recommendations for the use of marketing of impressions at
the stages of startup development. The use of impressions mar-
keting in the process of startup development is an important
strategic tool for improving its commercial attractiveness, both
for investors and end consumers. After preliminary selection of
the most promising startups from the B2C segment and struc-
turing them by industries, it is necessary to apply marketing of
impressions at each stage of startup development to stimulate
commercialization. This allows you to create emotional con-
nection with targeted audiences, which increases the interest of
both investors and consumers, which is a key factor for success.

At the product incubation stage, it is important to attract
early users through a prototype or a minimal viable product
(MVP). Consumers can be involved in beta testing or pre-order.
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Social networks and content marketing are key tools for pro-
moting the prototype, and the landing page allows you to col-
lect applications and pre-order. For investors at this stage, the
source of funding is venture funding, which is provided to sup-
port the further development of the product. Digital marketing
gives you the opportunity to present projects through online
demonstrations, websites and specialized startup platforms.

At the stage of manufacturing a sample or prototype, con-
sumers can interact directly with the product through the first
sales or subscriptions. Digital marketing allows you to organize
an effective process of promoting with landing pages, social
networks and email-distributions to inform users about prod-
uct availability. At the same time, investors evaluate the prod-
uct’s market readiness that allows you to attract additional
venture financing. Digital marketing tools may include adver-
tising through social media (Facebook Ads, Google Ads), re-
marketing, and SEO-optimization to attract additional traffic
to the product site.

Promotion is a critical stage in which the startup enters
the market and actively attracts both consumers and investors.

ISSN 2071-2227, E-ISSN 2223-2362, Naukovyi Visnyk Natsionalnoho Hirnychoho Universytetu, 2025, N° 1



For consumers, the source of commercialization may be di-
rect sales or subscriptions. Digital tools include paid advertis-
ing, communication with influencers, content marketing and
remarketing. Large-scale presentations at events, online dem-
onstrations of project success and business analytical reports
are used to attract investors at this stage. The source of financ-
ing is the serial financing or attracting strategic partners
through digital platforms for startups. At the maintenance
stage, the key is to support loyal customers and ensure con-
tinuous interaction with the product. Consumers can support
the product through subscriptions for service or purchase of
additional services.

Using chatbots, CRM systems for personalized support
and social networks for feedback are important digital market-
ing tools at this stage. It is important for investors to demon-
strate the stability and prospects of startup growth, which can
be the basis for reinvestment. Digital marketing helps in this
through analytical reports, email and webinars for investors.

Finally, at the stage of startup, commercialization at the
consumer level is implemented by entering new markets and
expanding the audience. Sales can be made through online
platforms or franchising. Digital marketing at this stage covers
global advertising campaigns, social media, localized advertis-
ing and artificial intelligence tools for personalized targeting.
Investors support scaling through additional financial invest-
ments, which provides new markets.

Recommendations for evaluating the effectiveness of using
marketing impressions in startup development. Assessing the ef-
ficiency of using startup marketing is a critical aspect to ensure
successful promotion and achievement of business goals. In or-
der to get a clear idea of how efficient use of marketing of im-
pressions should take into account a few key recommendations.

First, you need to install clear and measuring KPIs (Key
Performance Indicators) for marketing campaigns based on im-
pressions. These can be indicators such as the level of involve-
ment, the number of positive reviews, the level of memorization
of the brand, as well as the conversion coming out of emotional
campaigns. It is important to regularly monitor these indicators
and adjust the strategies in response to the results.

Secondly, it is important to carry out constant collection
and analysis of customer feedback. This allows you to not only
assess how effective emotional perception affects their loyalty
and pleasure, but also to identify opportunities to improve
campaigns. The use of surveys, interviews, and social media
analysis can provide valuable information about which emo-
tions and messages are most resonated with the audience.

Third, it is important to compare the results of impression-
oriented campaigns, with other forms of marketing activities.
This allows you to determine which strategies have brought the
greatest success and which aspects of impressions were the
most effective. As well as evaluate ROI (return on investment)
for each campaign to optimize the cost of marketing of impres-
sions in the future.

Fourth, you can use A/B test tools to evaluate efficiency
that allow you to experiment with various emotional messages
and visual materials. This allows you to accurately determine
which elements of the campaign most effectively affect the tar-
get audience and which strategies should be scaled.

Finally, regular analysis of the competitive environment is
also an important aspect. Comparing your own results with
competitors’ results helps you understand how emotional
strategies in the industry are successfully used and what can be
borrowed or improved within your own startup.

The application of these recommendations will not only
evaluate the effectiveness of existing campaigns, but also de-
velop more sophisticated strategies for marketing impressions,
which will promote the sustainable development and success
of the startup.

Conclusions. The role of universities in the commercializa-
tion of startups in the context of the experience economy is
analyzed. It has been proven that universities are important

centers of innovation that contribute to the development of
youth entrepreneurial potential and the creation of new tech-
nologies. The results of the analysis are presented, demonstrat-
ing the driving forces of commercialization of startups in the
student environment. The authors’ vision of the driving forces
of commercialization of startups at NTU “KhPI”, which is
based on the support of the innovative ecosystem of the univer-
sity with a focus on marketing of impressions. A new approach
to the use of the concept of economics of impressions to in-
crease the efficiency of commercialization of startups through
attracting investors and consumers is substantiated.

Three key criteria for choosing startups suitable for com-
mercialization in the experience economy are identified: mar-
ket type, emotional impact and sectoral specificity. In particu-
lar, 43 startups of NTU “KhPI” are analyzed, of which 9 start-
ups in the field of ecology and transport show high commercial
potential. The study has shown that B2C-oriented startups are
most likely to have successful commercialization due to emo-
tional stimuli, whereas B2B and B2G segments are less impor-
tant. The results of comparative analysis with Stanford’s in-
vestments confirm that the emphasis on emotional aspects can
significantly increase the chances of attracting investments for
Ukrainian startups.

An analysis of the use of marketing of impressions at dif-
ferent stages of startup development was made, which con-
firms its importance for increasing commercial attractiveness.

Recommendations for evaluating the efficiency of using
impressions in the development of startups, in particular the
installation of measuring KPI, collection of feedback and
comparison with competitors for optimization of marketing
campaigns were proposed.
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Komepuiamizauniga innosamiii HTY «XIII»
iHCTpyMeHTamMu 1M(POBOro MAPKETHHTY
B €KOHOMIlli Bpa:KeHb

A. IT. Mapuenko, P. B. Kpusobok, FO. JI. Tamapunyesa”,
0. M. Jlanysina

HauioHanbHuii TeXHIYHUI YHiBepcUTeT «XapKiBCbKUI TO-
JIITeXHIYHUI iHCTUTYT», M. XapKiB, YKpaiHa
* ABTOp-KOpemnoHIeHT e-mail: yulia.tataryntseva@khpi.edu.ua

Meta. @opMyBaHHS TEOPETUKO-METOMIOJOTIYHUX ITiAX0-
NiB 10 BM3HAYEHHS [i€BUX iHCTPYMEHTIB KoMepuiasizarilii
YHIBEPCUTETCHKUX CTApTariB Ha OCHOBI BpaxyBaHHS €MOLiii-
HOTO acIeKTy B3a€MO/Iii 3i CloXXMBaYaMU Ta iHBECTOpaMMU.

Metonuka. MeTOnOJOTIYHOIO OCHOBOIO AOCHIIXEHHS
CTaJIU Cy4yacHi JOCATHEHHsI, OTpUMaHi y cdepi iHHOBalliii-
HOI Teopii Ta KOHLENTYyaJIbHi 3acaii €KOHOMIKH BPaXXeHb.
KoHKpeTHUMU iHCTpYMEHTAMM JOOCHiIXEHHSI BUCTYIUIN
TaKi METOAM HAyKOBOTO MOIIYKY SIK: CACTEMHMI MiAXia, Ha
OCHOBI SIKOTO OyJIO BU3HAYEHO MicClle KOHUEMIil eKOHOMi-
KM BpaxeHb y Ipolleci KoMmeplliajiizalii crapTamiB B yHi-
BEPCUTETCHKOMY CEpPENOBUII; y3arajJbHEHHS i cucTeMa-
THU3allisl — MpY BU3HAYEHHI OPIEHTUPIB CMIOXMUBALIBKOI M0~
BEIiHKM 111010 HOBALLiif i MOTUBALITHUX MEeXaHi3MiB iHHO-
BaLliiHOT OiSIIBHOCTI MiAMPUEMHUILILKOTO CEKTOpA; MOPiB-
HSUIbHUM aHalli3 — MpM BUOKPEMJIEHHI OCOOJMUBOCTEN
crapraniB HTY «XIII» ta CteHadopacbKoro yHiBepcuTe-
Ty; aHali3y 1 CUHTe3y — NMPU BUOKPEMJIEHHI HApsIMiB BU-
KOPUCTaHHSI MAaPKETUHTY BpakeHb Ha Pi3HUX eTamax po3-
BUTKY CTapTary.

Pe3yabraTu. ¥ po0oTi 3anmponoHoBaHa HOBa TOYKa 30py
Ha Mpolec KoMepliiaiizallii crapTariB y cepeIoBUILL YHiBep-
CUTETY Kpi3b MPU3MY KOHIIEMILii EKOHOMiKY BpaxkeHb. Bumi-
JIEHO LIiCTh KJIIOYOBMX €TalliB PO3BUTKY CTapTalliB: ies, iH-
Ky0allist, po3po0ka 3pa3ka, poCcyBaHHs, OOCIYTroByBaHHS 1
macirtabyBaHHs. OxapakTepu30BaHi CKJIAIOBi CTajloi iHHO-
BaliliHOI €KOCUCTEMU YHIBEPCUTETY, L0 BKJIIOYAE CTapTal-
neHTp «Crapk», HayKOBO-AOCJiIHY YaCTUHY, TEXHOJOTi4-
HUM mapkK, a TakKoX 30BHIilIHI Ta BHYTPIlIHI 3axoau, SKi
CHIpUSIIOTh KOMepLiai3allii iHHOBaliitHUX MPOeKTiB. Jloci-
JDKEHHST T0Ka3ajo, 10 Uu(poBUil MAPKETUHT 3 aKIIEHTOM
Ha eMOlIiiiHy CKJIaOBY Billirpa€ BaxJIMBY POJb Y 3aTy4YeHHi
CMOXMBAYiB i iIHBECTOPiB HA KOXXHOMY €Tarli KoMmepliaaiza-
uii. Po3rnsgHyTi cnenudiyHi iHCTpyMeHTH LIMDPOBOro Map-
KETMHTY, BKJIIOUAlO4M COlliaabHi Mepexi, BeOiHapu, iHTep-
aKTUBHUI KOHTEHT i MepCcOHali30BaHi peKJIaMHi KaMIlaHii,
110 CIPUSIIOTh MiABUIIEHHIO 3alliKaBJE€HOCTI ayauTopil Ta
CTBOPEHHIO €MOLIMHOTO 3B’S3KY 3 MPOAYKTOM. Bu3HaueHi
OCHOBHI mXepeia (iHaHCYBaHHsS CTapTalliB, 30KpeMa CIo-
JKMBaLbKi MpoJaxi, iHBECTOPChKi BKJIal€HHSI Ta I'PaHTOBI
TPOTpaMH.

Haykosa noBusna. [Tonsirae y popMmyBaHHi ynockoHase-
HOTO T€OPETUKO-METOMOJIOTIYHOTO TiAXO0My 10 BU3HAUEHHS
HanpsiMiB KoMeplianizallii yHiBepCUTeTCbKUX CTapTariB, 110
Ha BiAMIiHY Bill iCHYIOUMX Iependavyae BpaxyBaHHSI eMOLiii-
HOTO acIeKTy B3aeEMOii Cy0’€KTiB iHHOBALIIMHOT MisLIbBHOCTI
Ta 3MiIICHEHHSI BIUIMBY Ha IXHIO TTOBEIIHKY Yepe3 iIHCTPYyMEH-
TU LM(DPOBOrO MAPKETUHTY.

IIpakTryHa 3HAYMMICTB. 3aTTPOIIOHOBAHI peKOMeHIaIlii
100 BUKOPMCTAHHSI KOHIUEMIii €KOHOMiIKM BpaXeHb Yy
KoMmepuianizallii crapTamniB MOXYTb CTaTU OCHOBOIO LIS
pO3pOOKMU CcTpaTeriii mpocyBaHHS HOBMX MPOIYKTiB i MO-
ciayr. BukopucraHHsi eMOLIiTHOTO MapKeTUHTY Ha Pi3HUX
eTamnax po3BUTKY CTapTamy, TakKMX sIK iHKyOalist i macii-
TabyBaHHs, 3a0€3MeYnuTh KOHKYPEHTHI NepeBaru, Crpusi-
I0YM Kpallliil aganTauii ctaptaniB 10 pUHKOBUX YMOB i 3a-
MUTIB CHOXMBaviB. Pe3yabTaTh AOCHIIKEHHS MOXYTb
OyTM BMKOPHUCTAaHi Yy MpaKTHUIli YHiBEpCUTETIB sl Mifd-
TPUMKM CTapTariB, a TAKOX Y HaBYAIbHUX Mporpamax i3
MiANpUEMHUIITBA.

KimouoBi ciioBa: exoromixa epajicens, uugposuii mapke-
muHe, Komepuyianrizayis IHHO8auill, cmapmanu, IHHOBAUIUHA
ekocucmema yHieepcumemy
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