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Introduction. Digital transformation and the rapid advancement of artificial intelligence
have necessitated a rethinking of publishing workflows and professional roles in the media indus-
try. Traditional content production models are increasingly giving way to algorithmic and hybrid
formats.

Relevance and Aim. The relevance of this study lies in the need to design an innovative
model of media producing that responds to the challenges of the digital era, particularly the in-
tegration of Al into key stages of the production cycle and the related changes in competence
requirements for media producers. A special focus is placed on the Ukrainian context, where the
profession of media producer is still in the process of formation.

Methodology. The research applied systems, comparative, and content analysis of educa-
tional programs and job descriptions; case analysis of practices of global and local publishing and
media organizations (Springer Nature, Elsevier, Bloomberg, “#Naukaprosto”); and qualitative
analysis of expert survey involving specialists in digital media producing.

Results. The study identified the main directions of transformation associated with Al
integration into publishing processes: automation of content creation; optimization of distribution
and personalization; and restructuring of the media producer’s role from coordinator to “human-
algorithm” integrator. A conceptual model of media producing was characterized, and critical
competences of the modern media producer were highlighted: prompt engineering, hybrid
team management, Al-based decision-making, and ensuring the ethicality of automation. Based
on a SWOT analysis, conclusions were summarized regarding the advantages and limitations
of implementing the innovative model of media producing with AI integration into publishing
processes. Further research directions were outlined, particularly aimed at minimizing risks and
addressing deficiencies.

Conclusions. The proposed model defines the media producer as a strategic integrator of
technological, creative, and managerial solutions, ensuring efficiency and responsible use of
Al The findings have both conceptual and practical significance, particularly for the adaptation
of educational programs and the development of ethical regulatory mechanisms in Ukraine’s
publishing industry.

Keywords: media production; artificial intelligence; interactive technologies; publishing
process transformation; publishing industry.
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ntroduction. The integration of artificial intelligence (AI) into publishing and media

practices represents not merely a gradual technological advancement but a paradigmatic
shift that is transforming the very nature of publishing and communication processes [14].
Traditional, labour-intensive content production workflows — heavily reliant on human in-
put — are rapidly evolving due to the capabilities of intelligent media technologies [6]. AI can
effectively perform information retrieval and analysis, automate content generation, enhance
its quality, optimize distribution, and detect potential errors before publication [8, 5, 12]. This
technological transformation spans the entire publishing pipeline, from content creation and
distribution to post-production and quality control, necessitating new organizational frame-
works capable of leveraging AI’s advantages while mitigating its limitations [1, 13].

Contemporary challenges in the publishing industry are driven by swiftly shifting audience
preferences, accelerated news cycles, and the growing demand for personalized, visually
optimized, and linguistically adaptive content. In such conditions, technological implementation
alone is insufficient — it requires a fundamental rethinking of the nature of publishing itself,
particularly concerning media production functions. Within modern publishing and media
environments, the media producer is no longer merely a process coordinator but is increasingly
positioned as a strategic curator, who combines creativity, analytical reasoning, organizational
and managerial capabilities, technological literacy, and the ability to integrate algorithmic tools
into editorial and production workflows. In Ukraine, the role of the media producer remains
in the process of formation, with its functional boundaries yet to be fully defined. In practice, a
single individual often fulfils responsibilities once distributed among multiple professionals —
editor, designer, copywriter, and content manager [12].

To address this shift, a Ukrainian academic team of T. Krainikova, O. Ryzhko, S. Vodolazka,
O. Pohorielova, and O. Sytnyk works on developing a standardized occupational profile of
the media producer, aiming to define core competencies and formalize the profession in
light of current transformations in media production. This includes not only the full-cycle
coordination of publishing processes but also the management of specific stages or media
subprojects. The feasibility of such functional convergence is rooted in the emergence of
automation tools and Al technologies that now enable a single professional to perform what
were once multiple specialized roles.

Consequently, there is an urgent need to revise approaches to the training and retraining
of professionals in the media and publishing industries. The emergence of new professional
roles, such as media producers, newsroom data analysts, adaptive content engineers, and
prompt engineers, signifies the gradual formation of hybrid media professions, necessitating
interdisciplinary competencies. The educational system must respond to these shifts
with adaptive programs which integrate knowledge of content creation, technology, and
management.

To maintain the competitiveness of publishing and media products in the digital era, it is
essential to develop fundamentally new models of media production that can rapidly adapt
to external changes, scale content effectively, and ensure interactivity and personalization
in media consumption. Such transformation is unattainable without the implementation
of innovative and interactive technologies, with AI occupying a central role. For example,
representatives of the publishing conglomerate Elsevier have publicly stated that the
exponential increase in publication volumes — approximately 3 million articles per year —
has exceeded the editorial capacity of human personnel, necessitating the deployment of
automated algorithmic systems and Al [7].

Accordingly, the rapid evolution of intelligent tools calls not for the adaptation of
outdated production schemes, but for the development of entirely new media production
logic grounded in the synergy between human expertise and computational capabilities.
Within this context, the development of an innovative model of media production that
fuses managerial, creative, and technical components through Al solutions into a cohesive
editorial and production system becomes especially relevant. Such a model not only improves
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operational efficiency but also supports the sustainable evolution of the publishing sector
amid ongoing technological change.

Research Methodology. This study employed a combination of complementary meth-
ods that enabled a comprehensive analysis of the prerequisites, mechanisms, and limitations
related to the implementation of an innovative model of media production based on artificial
intelligence technologies within the publishing sector.

The core methodological approach was a systems analysis, which allowed the publishing
industry to be conceptualized as a dynamic system highly sensitive to the influence of
innovative and interactive technologies. This framework facilitated the identification of
key elements of the editorial and production process, specifically content creation, editing,
visualization, and distribution. These elements are most influenced by algorithmization and
interactive technologies, particularly those involving Al.

Theanalysis of scholarly sources[2, 8,9,10,12,13,14...] provided insight into contemporary
approaches to the integration of Al into media and publishing workflows, as well as into the
evolving role of the media producer in the digital era. A comparative method was used to
juxtapose traditional and innovative models of publishing organizations. This included case
studies of Al implementation in the operations of leading publishers (e.g., Springer Nature,
Elsevier), media conglomerates (Forbes, Bloomberg, The Washington Post), and both
European (Retresco) and Ukrainian initiatives (e.g., Ranok Publishing House, the science
media art project #Naukaprosto).

A content analysis method was applied to job descriptions, professional portfolios, and
educational curricula to reconstruct the functional model of the media producer in the context
of increasing automation. Additionally, over 20 analytical sources were reviewed — including
reports from Publishing Perspectives, WIPO Technology Trends, and PwC Media Outlook —
to identify global trends in the implementation of AI within the publishing industry.

The generalized findings served as the foundation for the development of a conceptual
model of media production, which integrates creative, managerial, and technical components
based on algorithmically driven AI solutions.

Research Findings. The results of the study demonstrate that the integration of arti-
ficial intelligence (AI) technologies into publishing activities transforms not only the tools
used in content production but also reshapes the architecture of editorial and production
process management. Three key domains of Al influence on contemporary publishing oper-
ations have been identified:

« Automation of content creation;

«  Optimization of distribution and personalization;

« Restructuring of professional roles, particularly that of the media producer.

Based on empirical observation and case analysis, the features of an innovative media
production model were systematized. This model comprises several interlinked components,
conditionally grouped into the following functional blocks: analytical (data gathering and
processing, partially enabled by search algorithms and trend forecasting tools); creative
(initial ideation, scenario planning, and graphic concept development); editorial-production
(a hybrid of human editing and machine assistance, focusing on structural optimization);
managerial (timeline coordination, resource allocation, and logistics management using big
data and adaptive analytics); audience interaction (feedback collection, format testing, and
behavioural pattern-based content adaptation).

It was determined that within this system, the role of the media producer evolves into
a coordinating and integrative function serving as the bridge between creative intent, Al
capabilities, and distributionlogic. Unlike the classical model, where the produceracted primarily
as a process organizer, the contemporary Al-integrated model emphasizes active involvement
in content planning, algorithmic design, and strategic communication management.

Additionally, content analysis of professional profiles across recruiting platforms
enabled the development of a typical functional map for media producers in the age of Al
transformation. This map identifies more than 15 core competencies, including:
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«  Prompt engineering skills for generative models;

+  Cross-platform content adaptation;

+  Management of hybrid teams (humans + algorithms);

« Orientation toward cyclic integration of audience feedback.

The synthesis of these findings led to the development of a conceptual model of innovative
media production, combining creative, managerial, and technological mechanisms aimed at
enhancing the efficiency of editorial and publishing practices in the digital era.

To further illustrate the study’s conclusions, Table 1 presents a comparative view of the
media producer’s roles before and after the integration of AI. This comparison highlights
changes across editorial organization, content workflows, analytics, creativity, distribution,
and the use of technology.

Table 1

Aspect

Traditional functions of
a producer or equivalent
specialist (pre-AI)

Contemporary functions of a producer (with
Al integration and practical cases)

Organization

Coordination of team work-
flows, scheduling production,
and project management are
primarily performed manu-
ally. The producer acts as
a communicator  between
creative and technical speci-
alists, ensures deadlines and
budgets are met, and responds
to client or audience demands.

Integration of digital tools and AI for optimized
project planning and management. The producer
coordinates not only people but also algorithms
(e.g., automation systems) and monitors their
proper operation. Al implementation requires
interdisciplinary cooperation (IT specialists, ana-
lysts) and additional adaptation time. The producer
assumes the role of overseeing the implementation
of interactive technologies, including AlI, ensuring
their ethical and editorial alignment.

Content

Content creation (text, visuals,
audio) is done manually:
text by journalists, visuals by
designers, audio by technical
staff. The producer coordinates
these stages.

Automated generation of text, visuals, video, and
audio using AI (e.g., Cyborg at Bloomberg, Heliograf
at WP, Retresco — text; DALL-E, Midjourney —
visuals; Runway, Synthesia — video; ElevenLabs
— audio). The producer acts as curator, editor, and
integrator of Al-generated multimedia content,
ensuring alignment with editorial tasks. In some
cases, interactive Al technologies can fully substitute
human teams.

Analytics

Audience analysis and per-
formance evaluation are done
manually or with basic metrics
(circulation, reach, ratings,
reader feedback). Monetization
metrics (subscriptions, adver-
tising) are tracked separately.
Content strategies are based
on producer expertise, surveys,
and traditional market research.

Data-driven analytics: the producer relies on AI
tools for in-depth behavioural data analysis (visits,
reading time, engagement, clicks, subscriptions).
Algorithms not only aggregate data but also generate
recommendations on content types, formats, and
distribution channels. Integrated editorial platforms
offer optimization scenarios, with producers making
the final decisions (e.g., «Constructive Score» at
Focus Online). The producer takes on the role of
content analyst, navigating both factual insights and
algorithmic forecasts.

Creativity

The generation of ideas,
formats, and concepts relies
on human creativity and
professional experience. The
producer oversees the creative
side of the project: from concept
development to execution,
based on  brainstorming,
intuition, feasibility, and
resource availability.

Co-creation with AI: the producer uses Al as a tool
to extend and refine creative decisions. Generative
models can propose ideas, and generate draft texts or
visuals (e.g., GPT-4, DALL-E). Media companies are
already experimenting with Al-generated materials
(e.g., CNET), despite early challenges (e.g., errors,
plagiarism). The producer now curates the creative
process involving AlI, from selecting algorithm-
generated concepts to final editing, combining
machine speed with human creativity.
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Distribution Producers organize publications
through traditional channels:
print, broadcast, and websites.
Distribution is scheduled and
non-personalized. Performance
data (sales, feedback) is
delayed, complicating timely
responses to market demands.

The producer operates in a multichannel,
personalized distribution environment managed
by AI algorithms. Systems analyze user preferences
and behaviour patterns, tailoring content delivery
(recommendation feeds, push notifications, on-
demand platforms). Al-driven voice synthesis and
translation break language barriers (e.g., Bloomberg
dubbing, BBC local forecasts). The producer
integrates and manages distribution logic, selecting
platforms, formats, timing, and adjusting algorithms
based on real-time market shifts.

Technology
use

The producer uses basic media
technologies (editing tools,
cameras, design, and audio
software), without Al elements.
The  technological  aspect
focuses on classical production
workflows, template-based
design (e.g., print or video
layouts), and a static vision
of final results. The producer
relies on stable team structures
and linear production logic,
avoiding experimental tech.

The modern media producer actively uses Al-
integrated editorial platforms for visualization,
editing, content generation, and format tran-
sformation (text — audio/video). These tools allow
producers to verify content quality against baseline
standards. AI enables producers to independently
manage key production steps — from content drafts
and storyboards to final layouts and publication.
Tools such as GPT, DALL-E, Runway, ElevenLabs
help producers test hypotheses, tailor content to
audience segments, and ensure cohesion between
creative, technical, and analytical components. Thus,
the producer becomes a multi-role media operator

managing the digital production cycle in real time
with high autonomy.

It should be noted that the position of producer or media producer has long lacked a
clear definition within the publishing and media domain and was predominantly associated
with the entertainment industry or film production. Within editorial structures, many of its
functions were historically fulfilled by other professionals — such as executive editors, editors,
literary agents, coordinators, content managers, or production specialists. Only over the past
decade has a new vision of the media producer profession emerged as an interdisciplinary
specialization that combines creative, managerial, technological, financial, marketing, and
analytical components. A modern producer must possess not only content creation tools, but
also skills in strategic planning, budgeting, team and brand management, and overseeing the
media product’s entire lifecycle.

Given that the traditional media producer model has been fragmented, our study partially
extrapolated contemporary areas of influence onto conditionally analogous traditional
functions, allowing for a relevant comparison. This approach enabled us to trace the evolution
of the producer’s professional logic — from coordinating stable processes to managing
dynamic, Al-enhanced systems in which technical, managerial, and content-related decisions
are integrally intertwined.

Thus, the role of the media producer is shifting from a coordinator of individual stages to
a strategic leader of hybrid content production — operating at the intersection of technology,
creativity, business logic, and algorithmic analytics.

The conducted comparison confirms a fundamental shift in the professional profile of
the media producer under the influence of artificial intelligence technologies. The modern
professional increasingly assumes the functions of analyst, curator, and integrator, capable of
interacting not only with the creative team, but also with digital tools, automated platforms,
and algorithmic systems. Al technologies allow producers to independently perform a range
of key production stages — from content generation to its adaptation, distribution, analytical
evaluation, and subsequent optimization.

To visualize the complexity of the modern producer’s role in the publishing and media
field, we developed an analytical model that illustrates the interconnections between key
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competencies and functional zones of responsibility in the context of Al integration. The
diagram reflects a generalized expert assessment based on the results of content analysis of
job descriptions on recruitment platforms, analytical reports of leading media organizations
(including Publishing Perspectives, WIPO Technology Trends, and PwC Media Outlook), as
well as expert evaluation methods involving professionals and educators in the field of digital
media production.

key Competencies of a Modern Media Producer in the Al Era

Creativity
fechnalogical literacy p
Managerial skills
Financial literacy
Marketing strategy
Analytics and data §
Algarithmic thinking p

Editorial curation f

4] P L] [+] 8 10
Engagement level {1-10)

Fig. 1.

The diagram represents the multifunctionality of the emerging role of the media
producer, which encompasses not only creative and editorial dimensions but also
algorithmic management, audience analytics, digital distribution, financial planning,
marketing, and strategic content positioning. Thus, in contrast to the traditional
specialization model, the contemporary producer acts as a multi-agent professional who
coordinates interactions between human resources and algorithmic systems within the
publishing ecosystem.

It should be noted that the presented diagram (Fig. 1) is not a statistical chart, but rather
a representation of the logical structure of a competency-based model. It was developed
based on current shifts in professional practices, automation trends, and the growing role of
artificial intelligence in the field of media production at the time of the analysis described in
this study.

Tomore deeply assess the potential, limitations, and practical implications of Al integration
into editorial and publishing processes, we conducted a SWOT analysis (Table 2). The aim was
not only to identify the strengths and weaknesses of technological transformation, but also
to define the strategic conditions necessary for constructing a new professional framework
for media producers. The analysis enabled the correlation of external opportunities and
threats with internal resources and challenges of the publishing sector, which is currently
undergoing profound adaptation to algorithmized processes. Based on this, we outlined
the prerequisites for further development of an innovative model of media production that
integrates managerial, creative, and digital competencies and meets the demands of today’s
media landscape.
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Table 2.

Strengths

Weaknesses

» Automation of routine processes (news aggre-
gation, transcription, content duplication), freeing
up resources for strategic and creative tasks.
« Speed and scalability of content creation thanks to
intelligent tools.

» Opportunities for personalization and adaptation
of materials to specific audience segments
(recommendation algorithms, adaptive translation,
multimedia formats).

« Integration of AI into decision-making and deep
analytics (audience behaviour analysis, content
performance forecasting, strategic planning
support).

« Integration with partner ecosystems and platforms
(via APIs enables fast connection to external services
such as distribution platforms, advertising networks,
and learning systems).

» Increased transparency of workflows (action
journaling, change tracking).

« Increased resilience to staffing ‘challenges’ (AI can
take over some duties during personnel shortages).

» Dependence on manual verification, editing,
and fact-checking of machine-generated
content; potential errors and templated
outputs require additional resources.

Risk of low quality, uniformity, or
standardization of AI content, especially in
non-standard or culturally sensitive formats.
Need for staff retraining: lack of
interdisciplinary expertise combining
technological, managerial, and creative skills
for effective Al use.

» Technophobia (rejection or resistance to
working with Al, lack of tool proficiency).

« Organizational inertia and cultural shift
(transition to a ‘human-algorithm’ hybrid
environment requires not only technical
solutions but also team mindset changes).

« High implementation costs (technology
acquisition, licenses, infrastructure,
training), which may be a barrier for small
organizations.

Opportunities

Threats

« Creation of new product formats and distribution
channels (personalized news feeds, interactive visu-
alizations, automated podcasts, voice assistants, etc.).
» Formation of hybrid newsrooms with human—AI
synergy, where machine models support creative
processes and accelerate production, while producers
provide curation and control.

» Deeper audience interaction through adaptive
formats and transparency: content responds to user
requests and builds trust through feedback.

» Opportunity to enter new markets and language
audiences via automatic translation, dubbing, and
multimedia adaptation.

+ New business models and data monetization
(Al-driven audience analytics enables demand
forecasting and premium services like personalized
subscriptions, and custom content).

 Partnerships with tech companies (collaboration
with AI startups, research centres, or universities
provides access to innovation and enhances media
reputation).

Development of educational initiatives and
training (internal or external Al training programs
for producers, editors, and managers can address
staffing gaps and offer new business lines, e.g., online
courses).

« Ethical risks: transparency of algorithms,
copyright violations in model training, lack of
clear Al-content labelling standards.

» Displacement of specific professions due
to automation of routine tasks, potentially
leading to job reductions and labour market
restructuring.

« Instability of trust in automated content:
errors or poor quality can reduce media
loyalty and reputation.

Unresolved legal issues around
accountability for AI errors, data use, and
security; dependency on technology providers
and risk of service monopolization.

« Competition from new players and platforms
(availability of AI tools to non-professionals,
growing competition from individual creators
or agile small teams).

» Cybersecurity and intellectual property
protection (use of cloud-based AI and external
APIs raises data security concerns).

Burnout and psycho-emotional stress
(constant AI interaction, need for rapid
adaptation, and high responsibility for
automated content can cause stress and
burnout)

Against the backdrop of digital transformation in the media sphere, artificial intelligence
not only enriches the media producer’s toolkit with new technological instruments but
also fundamentally reshapes the architecture of professional activity. The SWOT analysis
presented above enables a critical reflection on this transformation by outlining the
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framework for developing an innovative model of media production, one in which creative,
technological, managerial, and ethical components converge.

The strengths identified in the analysis form the foundation of a technologically enhanced
editorial model that facilitates the automation of routine tasks (such as news summarization,
transcription, and duplication), thus freeing up resources for creative work and strategic
planning. This automation reinforces editorial and production workflows: content is creat-
ed more rapidly, across multiple platforms, and with embedded audience analysis. At the
same time, personalization tools and deep analytics — such as recommendation algorithms
and adaptive translation — enhance distribution efficiency, enabling editorial teams to reach
new audience segments, including international markets. At the centre of this model stands
the media producer as an integrator: not only coordinating creative and logistical elements,
but also making technological decisions, ensuring ethical oversight, and shaping long-term
strategic vision. The contemporary media producer operates within a hybrid “human-algo-
rithm” interaction, where machine models offer alternatives, and the human fulfils the roles
of curation, validation, and creative adaptation.

The weaknesses outlined in the SWOT analysis highlight the limitations of this model,
particularly in terms of the quality, reliability, and originality of Al-generated content. Ed-
itorial and publishing processes still depend heavily on limited financial resources, manual
editing, fact-checking, and genre-specific expertise — especially in non-standard or culturally
sensitive formats. This reinforces the need for interdisciplinary training of personnel who can
operate Al systems while upholding professional standards. At the same time, organizational
challenges such as high implementation costs, team training, and adaptation to new produc-
tion formats necessitate strategic management and long-term investment. In this context,
the media producer becomes not merely a coordinator but a strategic change manager.

The opportunities identified in the SWOT analysis further specify the developmental
vectors of the proposed model from the creation of new products (personalized news feeds,
visualizations, assistants, etc.) to the expansion of editorial functions (analytical tools, auto-
matic text simplification, multimedia adaptation, and more). Within this logic, a new type of
communication process is formed: content not only reaches the audience but interacts with
it — responding to user needs, and building trust through transparency and explainability.
The emergence of new co-creative formats — such as hybrid editorial teams involving Al (e.g.,
at BBC or Daily Maverick) — illustrates the viability of a model in which the media producer
facilitates creative synergy between humans and machines.

The threats identified in the SWOT matrix point to the necessity of ethical and regulatory
scaffolding for this model. To mitigate risks of workforce displacement, copyright infringe-
ment, or loss of public trust, the innovative model must incorporate mechanisms for self-reg-
ulation, transparency in Al use, content labelling, and the clear distribution of accountability
for automated outputs. Within this paradigm, the media producer assumes the role of ethical
moderator and guarantor of responsible technological use, contributing to the sustainable
development of the industry.

This Al-integrated media production model — substantiated by the SWOT analysis —
should be understood as a project-oriented framework for building adaptive, efficient, and
ethically responsible media organizations. It reflects the transformation of editorial, organi-
zational, and communication practices toward a new paradigm — one that is human-centred,
technologically empowered, and innovation-driven.

Conclusion. The synthesis of this research demonstrates that the emergence of the me-
dia producer profession is taking shape as an organic response to the industry’s need for
integrating innovative technologies and artificial intelligence into editorial and production
processes. The demand for such a role arises not only from technological capabilities but
also from the market’s expectations for fast, personalized, and multiplatform content dis-
semination. At the theoretical level, this study illustrates, that the media producer is evolving
into a strategic integrator capable of combining creative, managerial, financial, and analytical
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functions through the lens of algorithmic solutions. At the same time, this transformation is
unfolding within a broader restructuring of the industry, where the lack of adequately trained
professionals remains a major constraint: interdisciplinary educational programs are still
underdeveloped, and clear professional standards are lacking factors that hinder the efficient
adoption of innovation and increase the risk of ineffective Al implementation.

From a technical and organizational perspective, the widespread availability of AI
tools to non-professional users is contributing to techno-anxiety within the media field
fueled by concerns over job displacement, loss of quality control, ethical standards, and
content authenticity. This highlights the fact that technology alone is insufficient: systemic
mechanisms for training, testing, and moderating the use of AT must be developed. Amidst
this uncertainty and potential workforce disruption, the media producer simultaneously
becomes both an agent of change and a guarantor of professional standards roles that demand
a high level of technological literacy and the capacity to resist both excessive scepticism and
blind enthusiasm toward Al

The findings presented in this study are not exhaustive and require further specification
and expansion through in-depth, multidimensional research. This includes the analysis of
real-world corporate case studies, quantitative assessments of AI’s impact on productivity
and content quality, the development of ethical audit methodologies for algorithmic systems,
as well as experimental educational modules for media producer training. This article outlines
conceptual foundations and offers a roadmap for further scholarly inquiry. The author
intends to continue research aimed at deepening and verifying the proposed innovative
model through empirical validation, organizationally oriented recommendations, and the
creation of normative and methodological frameworks for the ethical and effective application
of Al in media production. The next stage of research will incorporate both quantitative
and qualitative methods, contributing to the construction of a resilient, technologically
empowered, and socially responsible media ecosystem.
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Beryn. Iudposa TpaHchopMaria Ta CTPIMKHE PO3BUTOK INTYYHOTO iHTEJIEKTY 3yMOBIUIM
roTpe0y y IEPEOCMUC/IEHH] OpraHisalii BUZJaBHUYHX NPOIieciB i mpodeciiHuxX poselt y mezia-
inaycrpii. TpagumiiiHi MozesTi MPOAYKYBaHHS KOHTEHTY JefasIi YacTillle MOCTYIIalThCS MiCIleM
aJITOPUTMi30BAHUM i ri6pusAHUM dopmaTam.

AKTyaapHICTh 1 MeTa. AKTYaJIbHICTh JOCTI/I?KEHHS T0JIATae B HeobOXimHoCTi popMyBaHHs
IHHOBaIIMHOI MOZeJIi Me/[iallpO/IIOCYBaHHS 3 YPaxXyBaHHAM BUKJIHMKIB IMGPOBOI eI0XH, 30KpeMa
oo imTerpartii III Ha KIOYOBUX eTanax BUPOOHUYOrO UKLy Ta BiATOBIAHUX 3MiH y BUMO-
rax ;o KOMIETeHTHOCTI Meaianpoziocepa. Oco0IMBO BAXKJIMBOIO € PO3POOKA pEKOMEH AL /IS
YKpalHCBKOTO KOHTEKCTY, /ie Ipodecis Mezianpoiocepa nepedyBae Ha eTali CTAHOBJIEHHS.
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MertoaoJioria. Y J0CTiIPKeHHI 3aCTOCOBAHO CHCTEMHUM, MOPIBHAIBHUN 1 KOHTEHT-aHAII3
OCBITHIX Mporpam Ta OmuciB mpodecii, Kelic-aHaIi3 IPAKTHUK CBITOBHUX 1 JIOKAJIBHUX BUABIIB
(Springer Nature, Elsevier, Bloomberg, «#Haykamnpocro»), sKicHuli aHaJ1i3 pe3y/IbTaTiB EKCIepT-
HOTO ONMUTYBaHH:A (axiBIliB II(GPOBOTO MeIianPOAOCyBaAHHA.

PesysabpraTu. BuznaueHo xio4oBi HampsaMu TpaHchOpMaIii, [TOB’A3aHUX 3 iHTErpariero
III y BUZaBHUYI POIECH MeJlia: aBTOMATH3allisl KOHTEHTOTBOPEHHS; ONITUMI3allisl AUCTPUOYIIi
Ta IEepPCOHAII3aIlil; pecTPYyKTypH3alis poji MeAianmpoAaiocepa Bii KOOpJWHATOPA JI0 iIHTErparo-
pa «roauHA—aIropuTM». OXapakTEpU30BaHO KOHIENTYaJIbHY MOJIENb MeZialpoIoCyBaHH
Ta BUOKDEMJIEHO BiJIIOBiHI KPUTHUYHI KOMIETEHTHOCTI Cy4acHOTO MeJiallpojifocepa: IMpOMT-
IH;KUHIPUHT, YIIPaBJIiHHS riOpUIHUMY KOMaH/IaMU, IPUHHATTA pillleHb Ha ocHOBI I111-aHaTiTUKY,
3a0e31eU4eHHA eTUYHOCTI aBToMaru3anii. 3a pesyapratramu SWOT-aHasrizy y3araJpHEHO BUCHO-
BKH IIIOZIO TIEpeBar i HeJIOJTiKiB BIIPOBA/[?KEHHA iHHOBAIIIITHOI MO/ie/Ti MelianpoAIOCyBaHHA 3 iH-
terpaniero 1111 y BuzjaBHUYI IIPOIIECH T4 OXapaKTEPU30BAHO aKTyaIbHI HAIPAMH IOJAJIBIINX JI0-
CJTiKeHbD, CIPAMOBAHUX Ha MiHIMIi3allil0o BU3BHAUEHUX PU3UKIB i II0/T0JIaHHSA HEOJTIKIB.

BucHOBKHU. 3alIpOIIOHOBAHA MOZEIb XapaKTEPU3YE POJIb MEAIaIpoAiocepa siK CTpaTeriaHo-
ro iHTerpaTopa TEXHOJIOTIUHUX, KDEaTUBHUX 1 yIIPaBIiHCHKUX PillleHb, 110 3a0e3reuye eheKTUB-
HiCTb Ta BiamoBimasbHe Bukopuctanusa III. Pe3ysbTaTH JOC/TIIKEHHA MalOTh KOHIENITYa/IbHE i
MpAaKTUYHE 3HAUEHHs, 30KpeMa JJIs aJIalTallii OCBITHIX MPOTrpaM i MOOY/I0BU €TUYHUX PETYJIS-
TOPHUX MEXaHi3MIiB y BUJaBHUYIH iHaycTpil YKpainu.

Kuouoesi croea: medianpodiocy8aHHsa; WwmyuHull iHmeaexm; THmepaxmueHi mexHonoz2ii;
mpaHcgopmauyis udasHuvLxX npoyecie; sudagHu4a cnpasd.
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