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EDUCATIONAL “HUB” OF CRYPTOMARKETING: REASONS,
BASICS AND ORGANIZATION

The study revealed a strong link between entrepreneurs ' awareness of cryptomarketing issues
and the relevance of studying these issues. The less representatives of the business environment know
about the opportunities and prospects for using blockchain and cryptocurrency technologies, the more
interesting it is for them to study these issues. Additional factors that affect the degree of awareness of
new business tools and the relevance of educational initiatives in the field of cryptomarketing are the
type of business activity, the age of the entrepreneur, business experience and the size of the enterprise.
When organizing an educational “hub”, it is necessary to be guided by such principles as decentralized
centralization, mixed format, short intensive, and an emphasis on practice.
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Introduction. Digital transformation has made innovation one of the key
global trends. Now when the Internet has become an integral part of digitalization,
the digital revolution is transforming virtually all areas of life, including the econ-
omy, society, science, and education. It has also spawned innovative technologies
such as blockchain. Interest in this new technology from companies, organizations
and individuals is growing due to the benefits that it can bring: transparency (all
participants have access to information); security; cost reduction by excluding in-
termediaries; the ability to make transactions using smart contracts; open innova-
tions that promote new forms of relationships between different actors in society.
[16; 18]. Many experts in the field of blockchain technology discuss the complex
characteristic and unique structure of this technology, which prompted to consider
new challenges associated with its implementation [6; 15].

From the user's point of view, the legislation and legitimacy of cryptotech-
nologies is the first axiomatic problem, followed by environmental variables such
as social impact, technology design, and user experience. In addition, trust, risk,
and level of knowledge should be considered [1; 3]. At the same time, the intro-
duction of new technologies is very difficult and expensive. Therefore, this has
become a serious problem for many organizations in terms of access to tangible
or intangible resources. In connection with the above, the study of the possibilities
of effective use of blockchain technologies and decentralized ways of business
management has become a topic of increased interest both from the academic
community and from entrepreneurs and managers.
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Literature review. The internet plays a central role in data transmission, but
blockchain plays a central role in value transmission, so trusting crypto tools can
provide easy adaptations around the world [5; 12]. How to generate trust in cryp-
tocurrency instruments remains an open question.

Blockchain and cryptocurrencies are innovative FinTech technologies that
are rapidly invading the financial market and changing the power of the global
economy. However, these technologies have not been adopted by consumers [13;
19]. There is a clear gap between the two that has not yet been taken into account
and has been misunderstood on many platforms. Therefore, it is important to un-
derstand the behavioral aspects that determine the intentions of potential consum-
ers regarding blockchain-based cryptocurrency transactions.

Case studies examine various causal combinations of technological, social,
economic, cultural, and political factors that are associated with high levels of
cryptocurrency adoption and DeFi [7; 14]. A potentially significant question for
research is the role and degree of influence of various determinants on involve-
ment in the use of crypto tools.

Blockchain is a technology that changes relationships between different ac-
tors in society, individuals, companies, and administrations by implementing con-
cepts such as self-identification (SSI) and smart contracts [4; 8; 9]. The use of
cryptocurrencies offers attractive business opportunities in the context of financial
services and token-based business models [2; 11]. However, it is important to de-
velop a value understanding of what motivates people to use cryptocurrencies to
exchange values. The most common difficulties in using crypto tools, which were
identified in the course of individual studies, are high volatility and lack of ease
of use [10; 17]. With this in mind, ways to overcome the identified limitations and
effectively promote cryptomarketing technologies in the interests of the main
business entities remain an urgent issue that requires additional study.

Purpose of the study. The aim of the study is to study the business environ-
ment for awareness and the need for cryptomarketing tools, as well as to form the
program framework of the corresponding educational “hub”, taking into account
the results obtained.

Research methods. In order to understand how relevant the study of crypto
marketing issues by business entities is, the research was conducted using a num-
ber of sociological, statistical, and general analytical methods.

Stages of research:

1) Conducting a survey among entrepreneurs on the feasibility and format of
organizing an educational "hub" of cryptomarketing. The survey was conducted
remotely in electronic format using the Google Form tool. 58 unique respondents
completed electronic questionnaires. The survey questionnaire included 15 ques-
tions divided into 4 thematic blocks: information about the respondent, involve-
ment in cryptomarketing problems, relevance of studying cryptomarketing
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problems, and training format. For the convenience of potential respondents and
to ensure the objectivity of the study, 14 questions out of 15 were closed in nature
(respondents were given the opportunity to choose an answer option from the list).

In order to carry out quantitative assessment and conduct sociological meas-
urements in the questions of the blocks "involvement in the problems of crypto-
marketing" and "relevance of the study of cryptomarketing", a point scale from 0
to 5 was used, where 0 means complete non—compliance with the defined param-
eter, and 5 - full compliance.

2) Analysis of data obtained as a result of the survey based on a combination
of statistical and mathematical methods: search for the average value, exponential
smoothing, correlation analysis. For more information about the usage methods
and analysis procedure, see the "Results” section.

3) Interpretation of the results of the analysis was carried out using the meth-
ods of formal logic: comparison, systematization, generalization. When interpret-
ing and forming the conclusions of the study, the results of structural analysis of
data from the “Training format” block were also taken into account.

Results. As part of the survey, respondents were asked to evaluate the rele-
vant parameters on a point scale (from 0 to 5) to implement qualitative measure-
ments of the level of awareness and the degree of relevance of cryptomarketing
problems. At the same time, 0 — meant lack of awareness, and 5 - full awareness.
The assessment was conducted in three key areas of knowledge in the field of
crypto marketing: blockchain technologies, the cryptocurrency market, and de-
centralized finance. The results obtained during the survey are presented in the
tables below.

Table 1
Results of the survey on the block “Involvement in the problems
of cryptomarketing ”’

Level of Regarding block- Regarding the Regarding DeFi | Average level of
! cryptocurrency
awareness, | chain technology, management tools, | awareness, % of
) . market, % of re-
in points | % of respondents % of respondents respondents
spondents
0 33,40 22,80 26,30 27,16
1 21,10 21,50 22,30 21,63
2 12,50 18,00 20,40 16,62
3 13,20 15,80 15,60 14,82
4 11,50 11,40 5,30 8,86
5 8,30 10,50 10,10 9,58
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Table 2

Results of the survey on the block
“Relevance of studying cryptomarketing problems”

Degree of | Regarding block- | Regarding the cryp- | Regarding DeFi | Average degree
relevance, | chain technology, % | tocurrency market, | management tools, | of relevance, %
in points of respondents % of respondents | % of respondents | of respondents
0 12,10 11,20 14,60 12,55
1 11,20 10,80 5,30 8,62
2 13,50 5,40 15,60 10,44
3 15,80 15,90 16,90 16,19
4 21,10 26,50 21,10 22,77
5 26,30 30,20 26,50 27,61

The data presented in the tables were obtained on the basis of systematization
of respondents' responses. The average level of awareness and the average degree
of relevance are calculated using the geometric mean method. Average values are
necessary for summarizing information on key thematic areas of cryptomarketing
research. Further, in the course of analyzing the information obtained, the exponen-
tial smoothing method was used to identify patterns between the level of awareness
of respondents and the need for educational initiatives in the field of cryptomarket-
ing. As a result, the following data are obtained (see Table 3 and Table 4).

Table 3
Exponential data smoothing for the block
“Involvement in cryptomarketing problems”

Level of aware- Rggarding block- Regarding the crypto- | Regarding DeFi man-

) . chain technology, % | currency market, % of | agement tools, % of
ness, in points

of respondents respondents respondents

0 - - -

1 33,40 22,80 26,30

2 24,79 21,89 23,50

3 16,19 19,17 21,33

4 14,10 16,81 17,32

5 12,28 13,02 8,91

Table 4

Exponential data smoothing for the block
“Relevance of studying cryptomarketing problems”

Degree of rele- Regarding block- Regarding the crypto- | Regarding DeFi man-

i . chain technology, | currency market, % of agement tools, % of
vance, in points % of dent dent dent

0 of respondents respondents respondents

0 - - -

1 12,10 11,20 14,60

2 11,47 10,92 8,09

3 12,89 7,06 13,35

4 14,93 13,25 15,83

5 19,25 22,52 19,52
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At the next stage of the analysis, the data of exponential smoothing of involve-
ment and relevance of cryptomarketing problems were compared with each other for
correlation in accordance with the directions: blockchain technologies, the crypto-
currency market, and decentralized finance. Based on the data obtained as a result of
exponential smoothing, indicators of correlation between awareness and relevance
of studying these areas of cryptomarketing for business activities were calculated.
The degree of correlation between the average values of awareness and relevance
was also calculated. The calculation results are presented in Table 5.

Table 5
Value of the correlation coefficient between involvement
and relevance of crypto marketing problems
Blockchain Cryptocurrency | Tools for DeFi | Average

technologies market management value
Correlation coefficient -0,716 -0,777 -0,740 -0,789

The calculation results presented in Table 5 can be interpreted as follows. Cor-
relation coefficients in all the studied areas have values greater than 0.5. This indi-
cates a strong relationship between the awareness of entrepreneurs about cryptomar-
keting issues and the relevance of studying these issues. Negative values of the
coefficients indicate the inverse nature of the relationship. In other words, the less
representatives of the business environment know about the opportunities and pro-
spects for using blockchain and cryptocurrency technologies, the more interesting it
is for them to study these issues. Additional factors that affect the degree of aware-
ness of new business tools and the relevance of educational initiatives in the field of
cryptomarketing are the type of business activity, the age of the entrepreneur, busi-
ness experience and the size of the enterprise. The influence of these factors was
somewhat offset at the previous stage of analysis due to exponential smoothing.

However, the study will not be objective enough if you do not pay attention
to the impact of respondents' characteristics.

1) Age of respondents. According to the survey results, the age structure of
respondents was distributed as follows:

- up to 30 years (28,50 %);

- 31-40 years (21,20%);

- 41-50 years (18,80%);

- 51-60 years (17,50%);

- more than 60 years old (14,00%).

Half of the respondents belong to young people, that is, they are under the
age of 40. At the same time, the higher the age of respondents, the lower their
share in the total number of respondents. If you pay attention to the average indi-
cators of involvement in the problems of cryptomarketing, they show a similar
pattern — the higher the level of awareness, the fewer respondents meet this crite-
rion. During the correlation test, the calculated coefficient indicator showed a
value of 0.958. This means that the older the respondents, the less they participate
in crypto marketing issues.

Areas of analysis
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2) The business experience of the respondents is quite diverse:

- under 1 year (5,30%);

- 6-10 years (15,70%);

- 11-15 years (20,60%);

- 16-20 years (16,90%);

- more than 20 years (14,90%).

As part of the study, it was decided to measure the impact of business expe-
rience on the need to study cryptomarketing tools. The calculated value of the
corresponding correlation indicator was -0.179, which indicates a low level of
relationship between the studied parameters. Interpreting the results obtained, we
note that regardless of the experience of entrepreneurial activity, cryptomarketing
issues are equally likely to be relevant for entrepreneurs.

3) Type of activity. The respondents indicated various types of economic ac-
tivities in their responses, which were systematized into the following groups:

- Production (18%));

- Trade (9%);

- Information and telecommunications technologies (33%);

- Finance and insurance (13%);

- Specialized services (27%).

Comparing the types of activities and the relevance of studying cryptomar-
keting issues in separate questionnaires allowed to conclude that educational
"hubs" on this topic are most likely to be in demand in the field of Information
Technology, Finance and Consulting. This pattern is due to the fact that block-
chain and decentralized finance technologies represent innovations for these types
of activities. To some extent, the spread of crypto Marketing Technologies creates
new challenges for entrepreneurs who provide highly qualified expert services.
Leveling these threats is directly related to immersion in the world of new tech-
nologies and adaptation of the studied innovations.

4) Size of the enterprise. According to the questionnaires, respondents rep-
resent the following types of entrepreneurship (by the size of the enterprise):

- microenterprise (up to 10 people) (68.5%);

- small enterprise (11-50 people) (20.8%);

- medium-sized enterprise (51-250 people) (10.2%);

- large enterprise (more than 250 people) (0.5%).

Most of the surveyed entrepreneurs are representatives of small businesses.
At the same time, a closer look at the individual responses of respondents suggests
that it is for small enterprises the introduction of crypto innovations is a way to
maintain efficiency, survive in the market and expand the prospects for scaling.
That is why the highest ratings of the relevance of studying crypto marketing is-
sues were received from microenterprise owners.

Summing up the results of the analysis of the survey results of the first two
blocks, we can note the following key points:
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1) The main factor determining the relevance of studying crypto marketing
issues by business representatives is the degree of involvement and awareness of
blockchain technologies, cryptocurrencies and decentralized finance. The less en-
gagement, the greater the interest in raising awareness.

2) Additional factors that determine the need to create an educational "hub”
of cryptomarketing are the age of respondents, the type and experience of entre-
preneurial activity, as well as the size of the enterprise. According to the results
of a study of individual responses and trends, the older the respondents, the lower
the awareness of cryptotechnologies, since these technologies are relatively new.
Correlation analysis has shown that business experience does not significantly
affect the degree of relevance of studying cryptomarketing issues. As for the types
of economic activity and the size of enterprises, the potentially most interesting
educational "hub" will be for small enterprises in the field of information technol-
ogy, expert services, finance and insurance.

Due to the revealed high relevance of studying crypto marketing technolo-
gies, the answers of the third block of the survey concerning the most optimal
training format were analyzed. The systematization of respondents' responses is
as follows:

1) Priority models of professional development:

- decentralized (independent search for necessary information, self-educa-
tion, non-formal education) (52.6%);

- centralized (educational programs and courses in formal education institu-
tions: universities, institutes, academies) (47.4%).

2) Priority forms of professional training:

- online (57.9%);

- offline (42.1%)).

3) Comfortable duration of professional training:

- short-term intensive course (68.4%);

- an average long course with a uniform distribution of hours (31.6%).

4) Priority structure of professional training:

- more practical tasks in the classroom (57.9%);

- higher informative saturation of classes (26.3%);

- mostly independent work (15.8%).

Summarizing the answers received, we can conclude that when organizing
an educational "hub", it is necessary to follow the principles:

- "Decentralized centralization". Taking into account the fact that the re-
spondents' preferences regarding the means of studying innovation are almost
evenly distributed between centralized and decentralized areas, it is recommended
to apply a compromise approach. Create non-formal education projects (for ex-
ample, a certification course) within formal institutions (universities, academies).

- "Mixed format". Respondents' priorities regarding the form of attendance
at classes were also divided almost evenly. In this regard, it is proposed to organize
mixed training on the basis of the concentration center (part of the audience is
present in person, and part is connected using video communication tools).
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- "Short intensive". Since the overwhelming majority of respondents prefer
short terms of familiarization with the course materials, the recommended maxi-
mum duration of the cryptomarketing course is 4 weeks.

- "Focus on practice"”. The majority of respondents are mainly focused on the
practical component of the course and studying the possibilities of application in
professional activities. In this regard, it is recommended to optimally fill the
course with real cases, examples and practical tasks.

Taking into account the respondents' involvement in the issues of cryptomar-
keting, the need for information according to the types of activities, as well as the
validity of a systematic approach to the study of innovations, an indicative the-
matic plan of the non-formal education course "Cryptomarketing: how it works"
was developed (see Table 6).

Table 6
Thematic plan of the experimental non-formal education course
“Cryptomarketing: how it works ”
THEME KEY ISSUES
1 2
CRYPTOMARKETING: HOW IT WORKS (4 ECTS = 120 hours)

Theme 1. Blockchain technology as a basis | 1. Introduction to Web 3.
for crypto marketing 2. Key concepts of blockchain.
(20 hours) 3. Advantages and disadvantages of block-
chain technology.
4. Consensus algorithm.

. Use cases for the blockchain.

5
Theme 2. Basic concepts of crypto marketing |1. The essence of cryptocurrencies.
(10 hours) 2. Features of investing in cryptocurrency.

Theme 3. Introduction to crypto marketing 1. Crypto marketing with investment.

activities 2. Crypto marketing without investment.
(10 hours)
Theme 4. Non-fungible tokens (NFT) . The essence of NFTs and how they work.

. Use Cases for NFT.
. Creating NFTs and their cost.
. Initial Coin Offering (1CO).

(10 hours)

1
2
3
Theme 5. ICO, IDO, IEO: opportunities and |1
risks 2. Initial Decentralized Offering (IDO).
(10 hours) 3. Initial Exchange Offer (IEQO).
Theme 6. Decentralized finance (DeFi) 1. Key features of DeFi.
2
1
2
3
4
1

(10 hours) . Review the most popular DeFi.

Theme 7. Decentralized Autonomous Organi- | 1. The essence of the DAO.

zations (DAO), launchpad, dapp . Management and DAO membership.

(10 hours) . What is a launcher?

. Decentralized applications (dapp).
Theme 8. How to start trading cryptocurrency | 1. Self-education and risk management.

(10 hours) 2. Trading on the stock exchange. Technical
and fundamental analysis.

3. Expert tips for beginners.
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End of the table 6
1 2
Theme 9. First steps in working with crypto 1. Crypto wallet: essence and varieties.
tools on the example of the platform Ethereum |2. How to use the wallet.
(10 hours) 3. How to get ETH.
1
2

Theme 10. How to transfer tokens to Level 2|1. Blockchain bridges.
(for example Ethereum) . Algorithm for moving to Level 2.

(10 hours)
Theme 11. Security issues 1. Basic fraudulent schemes.
(10 hours) 2. How to identify scammers when invest-

ing in cryptocurrency.
3. Fraudulent tokens.
4. How do | protect myself?

Since the course is an element of non-formal education, it provides for a de-
parture from the classical academic experience of conducting classes in the form of
lectures or seminars. Classes of the course will be implemented on the basis of a
mixed approach. The presentation of theoretical materials is closely intertwined
with practical examples and cases for both group and individual analysis. Within
the framework of short-term intensive training, this model of teaching contributes
to the most effective involvement in innovative technologies. The organization of
such an educational "hub" as an experiment within the University increases the
probability of successful implementation of such practices, taking into account the
existence of a basic reputational "Trust Index™ in the academic community.

Conclusions. Based on the conducted research using survey methods, statis-
tical, mathematical and qualitative analysis, the following results were obtained:

1) The degree of involvement in crypto marketing issues is a key factor in the
relevance of studying this topic. The less awareness there is about the essence of
blockchain and cryptocurrency technology, the more entrepreneurs are interested
in studying these innovations.

2) The level of need to study crypto technologies and the possibilities of their
application in various areas of entrepreneurship is also determined by the size of
the enterprise and the type of economic activity. Potentially greater demand for
the services of the educational "hub™ will be from small businesses in the field of
Information Technology, Consulting and Finance.

3) The organization of an educational "hub™ provides for the use of an aca-
demic framework based on the approach of non-formal education (certification
courses). At the same time, it is recommended to promote short-term intensive
courses filled with broad practical content.
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OCBITHIA «XAB» KPUIITOMAPKETHUHI'Y: IPUYMUHU, OCHOBU
TA OPT'TAHI3ALIA

Lugposa mpancgopmayis 3poduna iHHOBAYIIHICMb OOHIEI 3 KIHOYOBUX 2100AIbHUX MEHOCHYTL.
3 noenady kopucmyeaua, 0CHOSHUMU NPOOAEMAMU BUPOBAOICEHHSL KPUNMOMEXHOLO02TU € OU3AUH MEXHO-
Jn02ii, 00csi0 Kopucmyeauie, 006ipa, pusuk ma pieens 3Hanv. Y npoyeci 0ocaiodcents OYno 6Us61eHO
CUTIbHUTL 36 30K MIDIC 00I3HAHICIIO NIONPUEMYIE U000 NUMAHb KPURIMOMAPKEMUH2Y Ma AKMYAIbHICHIO
susueHHs 0aHux numans. Jum menuie npedcmasuuxu 6izHec-cepedosua 3HAIOMb NPO MONCTUBOCHI 1
NepCneKmuU GUKOPUCMAHHI MEXHON02IU DIOKYElH | KpUnmogamiomu, mum Oiivul Yikasum O HUX €
8UBHEHHs YUX numars. [Jooamrkosumu hakmopamu, K GNAUBAIOMb HA CIYNIHb IHOPMOBAHOCHI NPO
HOBI Oi3Hec-IHCmpYMenmu ma akmyaibHiCMb OCGIMHIX THIYiamue y chepi Kpunmomapkemuney, € 6uo
RIONPUEMHUYBKOT OISIbHOCI, BIK NIONPUEMYSL, 0CBI0 6edelHs OizHecy ma posmip nionpuemcmea. Yum
cmapuii peCnoHOeRmu, Mum MeHuie 80HU Depymb yuacms Y NUMaHHax Kpunmomapkemuney. Oceimui
xabu 3 yiei memamuxu HaiMosipruiue 0yoymo 3ampedysani y chepi ingpopmayivinux mexnonoeiu, ¢i-
Hawcig i koncanmuney. Ilpu ybomy came 013 He8enUuKUX NIONPUEMCIE 8NPOBAONCEHHS KDUNMOIHHOBAYILL
€ CNOCOOOM NIOMPUMKU eheKMUBHOCTI, BUINICUBAHHSA HA PUHKY | PO3UUPEHHS NEPCREKMUE Macuimaoy-
sanns. llpu opeanizayii oc6imHb020 «xabay HeoOXiOHO Kepy8amucs maKumy NPUHYUNAMU K OeyeHm-
Panizo8ana YeHmpanizayis, sMiuanuil popmam, KOpomKull IHmeHcus, akyenm Ha npakxmuxy. OcKintoKku
nepeobawysanuil 0C8IMHIl Kypc A67€ c000i0 eeMenm HeghopManvbHoi oceimu, mo nepedbauacmucs 6io-
Xi0 6I0 KIACUYHO20 AKAOEMIYHO20 00CGI0Y NPOBEOEHHS 3aHAMb Y 8U2s0i aekyitl abo ceminapis. 3a-
HAMmMA Kypcy 6y0yms pednizo8yeamucsi Ha OCHO8I 3MIUaH020 nioxody. Bukiad meopemuunux mamepi-
anieé miCHO NepeniimacmsCa 3 NPAKMUYHUMU NPUKIAOAMU T Kelicamu K 051 2pYNno6o2o, max i Ol
IHOUBIOYaNbHO20 PO360PY. B pamxax kopomxkocmpoxkogozo iHmeHcugy 0aHa Mooenb UKIAOAHHS CHPUSE
HaUuOINbUW eeKMUBHOMY 3aNYUEHHIO 8 ITHHOBAYIIHI MEeXHONO2I].

Knrovosi cnosa: brokuetin, innosayii; 0eyenmpanizoeani IHAHCU, KPURMOSATIOMA,; NIONPUEM-
HUYbKa oceima.
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