ISSN 2415-3206
MANAGEMENT

Journal
Issue 1 (43), 2026

JEL Classification:
M31, M37

ARTIFICIAL INTELLIGENCE IN THE PROJECT
MANAGEMENT

SYSTEM FOR

DIGITALIZATION OF MILITARY MARKETING:

UDC 004.8:005.8:
355.4:659.1:159.9

DOI: 10.30857/2415-

3206.2026.1.7 )
Ukraine

INTRODUCTION. Under the conditions of
communication digitalization and growing
competition for human resources, military
marketing increasingly requires project-managed
approaches to the planning, personalization, and
optimization of recruitment messages. Artificial
intelligence serves as a tool for automated
audience segmentation, prediction of behavioral
responses, adaptation of creative content, and
improvement of the effectiveness of digital
campaigns. At the same time, the use of
algorithmic technologies intensifies the risks of
distrust, advertising avoidance, cognitive
overload, and privacy concerns. This makes it
necessary to provide a scientific substantiation of
a model that integrates artificial intelligence tools,

digitalization ~ project =~ management,  and
psychological mechanisms of  advertising
influence within the system of military

recruitment.

RESEARCH HYPOTHESIS. The hypothesis
consists in substantiating that the effectiveness of
digital recruitment communications in military
marketing increases when artificial intelligence is
integrated into the project management system
while simultaneously ensuring control over
psychological indicators of trust, transparency of
Al involvement, authenticity, cognitive load, and
the risk of advertising avoidance.

PURPOSE. To identify the patterns of
integrating artificial intelligence tools into the
project-based framework of planning, monitoring,
and optimization of digital recruitment
communications in  military marketing by
operationalizing psychological mechanisms of
advertising influence in the form of measurable
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MECHANISMS OF

indicators of effectiveness, trust, and advertising
avoidance.

METHODS. Content analysis of publicly
available digital recruitment messages; purposive
bibliographic selection of scientific sources;
comparison; abstraction; synthesis;
operationalization of psychological constructs on
a 0-100 scale; mathematical modeling;
descriptive statistics; regression-based calibration
of weights for integrated indicators; interpretive
analysis.

CONCLUSIONS. In the context of military
marketing digitalization, artificial intelligence not
only enables the scaling and personalization of
recruitment messages but also requires systematic
project-based control over the psychological
consequences of advertising influence. The
proposed model makes it possible to integrate Al
tools with indicators of trust, transparency,
authenticity, cognitive load, social media fatigue,
and privacy-related risks. The feasibility of using
three integrated indicators has been substantiated:
AIPCS for assessing the predicted potential of
recruitment effectiveness, AAP for determining
the algorithmic potential for advertising
avoidance, and APGI for evaluating the quality of
managerial ~ configuration  of  Al-assisted
advertising communications. The practical value
lies in the possibility of applying these indicators
at control points within digitalization projects in
military recruitment.
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BCTYVII. B ymoBax uudposnizarii KoMyHikarii
Ta 3POCTaHHS KOHKYPEHII 3a JIOACHKHI
pecypc BIMCHKOBHMI MapKETHHT Jeaalli OibIie
noTpedye TMPOEKTHO KEPOBAaHUX IMIIXOMIIB JI0
TUTAHYBaHHS, TIEPCOHANI3aIli Ta ONTHMI3allii
PEeKpYTUHTOBUX  moBimomusieHb.  [lITyunwmii
IHTEJIEKT BUCTYIIAE THCTPYMEHTOM aBTOMATH30-
BaHOI CErMEHTallii ayAuTOpid, MPOrHO3yBaHHS
MOBEJIIHKOBHMX PeakKIliid, amanTailii KpeaTusiB i
MiBUIIEHHS €(PEKTUBHOCTI MUPPOBUX KamIia-
Hill. BogHOUaC BUKOPHCTaHHS alrOPUTMIYHHX
TEXHOJIOTIl ~ TOCWIIOE  PU3UKH  HEJIOBIPH,
PEKIaMHOTO YHUKHEHHS, KOTHITHBHOTO
HepeBaHTAKCHHS Ta 3aHETIOKOEHHS
npuBatHicTio. lle axrtyamizye morpeby y
HAyKOBOMY  OOTpYHTYBaHHI  Mojemi, sKa
MOETHYE 1HCTPYMEHTH IITYYHOTO IHTEJIEKTY,
yOpaBIiHHA  MpoekTamMu  Ludposizamii Ta
MICUXOJIOTIYHI MEXaHI3MHU PEKJIAMHOTO BIUIUBY
B CHCTEMI BIFICBKOBOTO PEKPYTHHTY.
I'MOTE3A AOCJIKEHHS. Ilonsrae B
OOTpyHTYBaHHI  TOro, 10 e(QEKTHUBHICTh
MUPPOBUX  PEKPYTHHIOBHX  KOMYHIKaIlii
BIICBKOBOTO MAapKETHHTY IIiJIBUIIYETHCS 3a
YMOBH iHTerpamii MITY4HOTO IHTEJCKTy B
CUCTEMY MIPOEKTHOTO YIIPaBIiHHS 3
OTHOYACHUM  KOHTPOJIEM  TICHXOJIOTIYHHX
IHAMKATOpIB JAOBipH, mpo3opocti Al-yuacri,
ABTCHTUYHOCTI, KOTHITHMBHOTO HAaBaHTA)KCHHS
Ta PU3UKY PEKIAMHOTO YHUKHECHHSI.

META. Bcranosutu 3aKOHOMIPHOCTI
1HTerpalii 1IHCTPYMEHTIB IITYYHOTO 1HTENEKTY
B NPOEKTHUI KOHTYp IUTaHYBaHHS,
MOHITOPHHTY Ta oONTHMI3amii UPPOBUX
PEKPYTHHTOBHUX  KOMYHIKAIlii  BIHCHKOBOTO
MapKeTHHTYy  TUISXOM  OIeparioHami3arii
MICUXOJIOTIYHUX ~ MEXaHi3MIB  PEKJIAMHOTO
BIUIMBY Y BUIJISII BUMIPIOBAaHUX 1HAMKATOPIB
e(eKTUBHOCTI, TOBIpU Ta YHUKAHHS pEKJIaMu.

Kuiscokuii nayionanvnuii ynigepcumem mexnono2iu ma
ousauny, Ykpaina

METO/IN. Konrenr-ananis BIJIKPUTHX
MUPPOBUX  PEKPYTUHTOBUX  TOBIJOMJICHB;
miectpsiMoBaauid  Oibmiorpadiuamii  BigOip

HAyKOBHX JDKEPENl; MOPIBHSHHS; aOCTparyBaH-
HSI; CUHTE3; OIepaIlioHaIi3amis IICUXO0IOTIYHIX
KOHCTPYKTiB y mkam 0-100; maremaTwdaHe
MO/JICJTIOBAHHS; OITCOBA CTaTUCTHUKA;
perpeciiiHe KayiiOpyBaHHS Bar 1HTErpajJbHHUX
IHAMKATOPIB; IHTEPIPETALIMHUN aHa13.

BUCHOBKH. V xonrekcti uudposizamii
BIICHKOBOTO MAapKETHHTY IITyYHHHA IHTEIEKT
3a0e3neuye He Jumie MacuTaOyBaHHS —Ta
MIEPCOHATIZAINI0 PEKPYTUHTOBHUX TIOBIIOMJICHb,
a ¥ morpedye CHCTEMHOTO IPOEKTHOTO
KOHTPOJTIO TICUXOJIOTT9HUX HACJIiJIKiB
PEKIaMHOTO BIUIMBY. 3ampOINOHOBaHA MOJIENb
J03BOJIIE  MOEAHATH  iHCTpyMeHTH Al 3
IHAMKATOpaMH JIOBipH, MIPO30POCTI,
ABTCHTUYHOCTI, KOTHITUBHOTO HaBaHTa)XCHHS,
COLIIAJIbHOI BTOMHU Ta MPHUBATHICHUX PHU3HKIB.
OOrpyHTOBaHO  JIOIJIBHICTh  BHUKOPUCTAHHS
TPbOX 1HTErpanbHuX nokasHukis: AIPCS — nns
OIIHIOBAaHHS  TPOTHO30BAaHOTO  TIOTEHITIATY
PEKPYTHHTOBOI pe3ynbTaTUBHOCTI, AAP — mis
BU3HAYCHHS  aJTOPUTMIYHOTO  TIOTEHIATY
yHUKHEHHs pexinamu, APGI — nist oriHroBaHHS
SKOCTI YIIPaBIIHCHKOTO HamamTyBaHHS Al-
ACHCTOBaHUX PEKJIAMHHX KOMYHIKaIlii.
[IpakTuyHa IIHHICTH MOJATAE Y MOMKJIMBOCTI
3aCTOCYBaHHS IIUX IHAMKATOPIB y KOHTPOJIBHUX
TOYKAaX MPOEKTIB LU(pOBi3alii BiiICBKOBOIO

PEKPYTHHTY.
KJIFOYOBI CJIOBA: BIICEKOBHIA
MapKETHHT; IITYYHHH 1HTENIEKT, YIpaBIiHHSI
npoektamMu  mudposizarii;  1udposizaris;
PEKPYTHHTOBI KOMYHIKaIlii; TICUXOJIOT15T
peKiiaMH;  peKJIaMHHH  BIUIUB;  JIOBipa;
KOTHITHBHE HABaHTA)XKCHHS; YHUKaHHS
pEKJIaMHU.
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Statement of the problem and its relation to important scientific and
practical tasks. The digitalization of military marketing in the context of
increasing competition for human resources requires the transition from
fragmented advertising activity to a project-oriented system of planning,
monitoring, and optimization of recruitment communications. The use of
artificial intelligence creates new opportunities for automated segmentation,
personalization of messages, creative testing, forecasting of behavioral
responses, and cross-platform management of digital recruitment campaigns. At
the same time, the implementation of Al in military marketing is associated with
significant psychological and managerial risks. Algorithmic personalization may
increase distrust, advertising avoidance, cognitive overload, social media
fatigue, and privacy concerns among target audiences. Therefore, an important
scientific and practical task is to develop a model that combines artificial
intelligence tools with digitalization project management and measurable
psychological indicators of advertising influence. Such an approach makes it
possible to evaluate not only the technical effectiveness of digital campaigns,
but also the quality of trust formation, transparency of Al involvement,
authenticity of communication, and the risk of audience resistance.

The purpose of the study. The purpose of the study is to substantiate the
use of artificial intelligence within the project management system of military
marketing digitalization by operationalizing psychological mechanisms of
advertising influence and transforming them into measurable indicators suitable
for planning, monitoring, and optimizing digital recruitment communications.

Analysis of recent publications on the problem. Recent scientific
publications form a relevant theoretical basis for studying artificial intelligence
in  military marketing, algorithmic  persuasion, digital recruitment
communications, and project management digitalization. M. Dehnert and
P. Mongeau (2022) analyzed persuasion in the age of artificial intelligence and
emphasized that Al-based communication changes the mechanisms of intention
formation, source perception, and ethical responsibility in persuasive interaction.
M. Eisend and F. Tarrahi (2022) examined persuasion knowledge in the
marketplace and demonstrated that the recognition of persuasive intent increases
audience criticality and may stimulate advertising avoidance. S. Alavi, P. lyer
and L. Bright (2024) studied advertising avoidance in algorithmic media and
proved the importance of social media fatigue, algorithmic literacy, and privacy
concerns in shaping users’ reactions to personalized advertising. H. Voorveld,
C. Meppelink and S. Boerman (2024) investigated consumers’ persuasion
knowledge of algorithms in social media advertising and identified differences
In awareness, perceived appropriateness, and coping ability among user groups.

The issue of artificial intelligence in marketing and consumer psychology
was systematized by M. Mariani, R. Perez-Vega and J. Wirtz, who emphasized
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the role of transparency, perceived fairness, and user control in the acceptance of
Al-supported marketing decisions. The problem of Al disclosure and its impact
on trust was examined by B. Koning and H. Voorveld (2025), while O. Schilke
and M. Reimann (2025) substantiated the transparency dilemma, showing that
disclosure of Al involvement may reduce trust when audiences perceive
communication as less authentic. A. Kirkby, C. Baumgarth and J. Henseler
(2023) further specified the influence of Al-disclosed brand voice on perceived
authenticity and attitude, which is especially important for recruitment
communication, where institutional trust is a critical factor.

In the field of military recruitment and strategic communication,
S. Dashiell (2024) analyzed gamification in social media posts related to
military recruitment and showed its role in increasing engagement and symbolic
attractiveness. E. Hedling, E. Edenborg and S. Strand (2022) examined
influencer marketing and identity representation in NATO-related
communication, demonstrating the importance of cultural and identity frames in
military messaging. K. Mann (2025) considered the use of Al and VR in
immersive military recruitment simulations and emphasized the need to evaluate
psychological effects such as presence, trust, and cognitive load. In the field of
project management digitalization, C. Marnewick and A. Marnewick
substantiated the transition toward data-driven project management, while
J. Reiff and D. Schlegel analyzed hybrid project management approaches as a
response to uncertainty and the need for adaptive control.

At the same time, despite the significant contribution of these researchers,
the existing literature does not sufficiently integrate artificial intelligence tools,
psychological mechanisms of advertising influence, and project management
indicators into a unified model for the digitalization of military marketing. This
determines the scientific relevance of the present study and justifies the need to
develop measurable indicators for assessing trust, transparency, cognitive load,
advertising avoidance, and managerial configuration of Al-assisted recruitment
communications.

Materials and methods. The empirical basis of the study consisted of
publicly available digital recruitment messages in military marketing distributed
through YouTube, Instagram, Facebook, TikTok, X, and related recruitment
platforms. The research included video messages, short-form videos, static
posts, advertising texts, and multimedia creatives with unified metadata on
platform, format, duration, personalization features, disclosure indicators, and
available interaction metrics. The methodological basis included content
analysis, purposive bibliographic selection of recent scientific sources,
comparison, abstraction, synthesis, operationalization of psychological
constructs on a unified 0-100 scale, mathematical modeling, descriptive
statistics, sensitivity analysis, and regression-based calibration of the weights of
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integrated indicators. The study developed and substantiated three project-
relevant indicators: Al-Project Control Score (AIPCS) for assessing predicted
recruitment effectiveness, Algorithmic Avoidance Potential (AAP) for
evaluating the risk of advertising avoidance, and Algorithmic Persuasion
Governance Index (APGI) for measuring the quality of managerial configuration
of Al-assisted advertising communication.

Statement of the main results and rationale. The obtained results
established a formalized relationship between the use of artificial intelligence in
the project framework of military marketing digitalization and the psychological
mechanisms of advertising influence that determined the manageability of
recruitment outcomes in digital channels. It was established that the key
contribution of artificial intelligence to the management of recruitment
digitalization projects was manifested not in the maximization of individual
reach metrics, but in increasing the reproducibility of the persuasion effect
through the standardization of message components, control over the
transparency of Al involvement, optimization of cognitive load, and reduction of
the conditions for advertising avoidance associated with overload and privacy.

The substantiation of the size of the empirical field of digital recruitment
messages was carried out by comparing the observed scale of relevant content
with the needs of project measurement. In the open environment of social
platforms, the volume of recruitment-related content proved to be substantially
higher than typical manual samples of creatives; indicatively, tens of thousands
of relevant posts and extremely high view counts were recorded even for a
single thematically related hashtag on TikTok.

Under these conditions, the empirical array for project analysis was
operationalized as a stratified sample of public recruitment messages from five
platforms, where the unit of analysis was an individual message or advertising
creative. The corpus was formed in the amount of 2,750 messages with a
distribution by platforms presented in Fig. 1, which ensured sufficiency for
robust estimates of the relationships between psychological variables and
integrated indicators of manageability.

The key result was the establishment that, in the management of projects
for the digitalization of military marketing, it is advisable to separate the effect
of influence from the risks of avoidance, since artificial intelligence
simultaneously enhanced the scaling and variability of creatives and increased
the likelihood of negative psychological reactions in cases of low transparency
and a growing sense of surveillance and overload. For this purpose, three new
indicators suitable for inclusion in the control points of project management
were developed.

The first indicator, the Al-Project Control Score, denoted as AIPCS, was
defined as the predicted integrated potential of recruitment effectiveness, taking
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into account the psychological mechanisms of trust, transparency, and overload.
The index was specified in probabilistic form in order to avoid informal
constraint operators and to ensure an interpretable 0—100 scale:

AIPCS =100 - o(2), (1)
s TI . DC . AU . DR CL SMF PC
T BT M0 T 00 “* 100 %100 “T00 “¢ 100 7100

where a(z) = Ht_,_, is the logistic function, trust intent (TI) denoted the

intention of trust in the message and the source, disclosure clarity (DC) denoted
the transparency and comprehensibility of the disclosure of artificial intelligence
involvement, authenticity cues (AU) denoted the strength of authenticity signals,
diversity balance (DR) denoted the balance of representation, cognitive load
(CL) denoted cognitive load, social media fatigue (SMF) denoted social fatigue,
and privacy concern (PC) denoted privacy concern. It was established that the
variability of AIPCS across platforms was systematically consistent with
differences in content consumption formats, while the average AIPCS values on
YouTube were higher compared with short-form streams, where overload and
fatigue were found to be higher (Table 1).

TikTok; 1050
Facebook
Instagram; 622 B YouTube; 527 Instagram
< TikTok
Facebook; 405
. X
X; 146 B YouTube
Platform

Source: proposed by the author.
Fig. 1. Number of messages in the sample (N) by platform

The second indicator, Algorithmic Avoidance Potential, denoted as AAP,
was introduced to assess the probability of active advertising avoidance under
the conditions of an algorithmic environment and Al-assisted communication. It
was defined as:

AAP =100 - a(u), (2)
AL Dc

SMF+JB Pc+ﬁ CL p p
100 %100 "f100 "%100 "%100

A0
IL:‘B”+‘81100+‘83
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where AO denoted the perception of advertising overload, and AL denoted
algorithmic literacy. It was found that AAP was maximized in short-form
environments with high advertising pressure, which was consistent with
theoretical assumptions regarding the role of fatigue and privacy in advertising
avoidance. The dependence of AAP on overload intensified at low levels of
algorithmic literacy, which was illustrated in Fig. 2 and corresponded to the
logic of consumer segmentation according to the ability to recognize and control
algorithmic.

Table 1
Descriptive statistics of indicators by platform

Share of Al- | \ \oes| alpes| CR | CR | Trust| Load | AAP

Platform N assisted
mean SD mean SD | mean| mean mean

messages, %
Facebook | 405 27.9 37.33 | 11.48 | 50.87 |16.33|51.13| 63.77 | 69.54
Instagram | 622 36.0 35.07 | 11.15 | 50.76 |16.23|50.19| 63.47 | 72.41
TikTok |1050 50.1 30.87 | 10.52 | 48.44 |16.95|48.55| 69.23 | 76.54
X 146 21.2 37.47 | 11.72 | 50.90 |17.67|50.54| 63.50 | 62.14
YouTube | 527 32.3 4182 | 11.89 | 51.29 [16.30(51.68| 58.18 | 63.09

Source: proposed by the author.

Low algorithmic literacy

AAP, %

High algorithmic literacy

Advertising overload (0-100)

Source: proposed by the author.
Fig. 2. Predicted AAP at different levels of algorithmic literacy

The third indicator, the Algorithmic Persuasion Governance Index, denoted
as APGI, was formed as a managerial index of the quality of project
configuration of Al-assisted advertising, which reflected the balance between
persuasion enhancers and penalties for overload and avoidance risks. To avoid
arbitrariness of weights, they were estimated as calibration parameters from
empirical data through a standardized regression model of the dependence of the
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conversion proxy on the components. Positive standardized coefficients were
normalized into enhancement weights, and negative coefficients into penalty
weights:

nmx{D.EJ-] ,__f ePp

w. = p
J ZkE?max{D.ﬁk]

3)

1 = max (0,—Fm)
mo ErENmax{D.—Er) ’

meN, (4)

where f denoted the standardized coefficient, Pcontained the enhancers
DC,AU,AL,DR,GI, and Ncontained the penalties SMF,PC,CL. After
calibration, the index was defined on a 0-100 scale as:

APGI = By (1':":' [Z ?ijj_ L Am }’mD: (5)
jE
where x; and ¥, denoted the corresponding normalized components, and

the bounding function was defined strictly mathematically as:
By 1pp(x) = min{100, max{0,x}}. (6)

These "normalized weights" were calculated as calibrated shares of
contribution from the estimated coefficients of the regression model, separately
for "enhancers" (positive effects) and separately for “penalties" (negative
effects).

1. Initial coefficients (Estimate from Table 2)

For enhancers ( > 0): For penalties (B < 0):
» disclosure clarity: p = 0.093593; * social_media fatigue: B =-0.111365;
* authenticity cues: = 0.019218; * privacy concern: § =—0.083590;

« algorithmic literacy: p = 0.015119; * cognitive load: B =-0.214299.
« diversity balance: B = 0.063593;
« gamification intensity: f = 0.034911.

2. Formula for weight normalization

Enhancers:

max(0.5;)
w = :
J Eke? max(0.8;) (7)
where P is the set of positive components.
Sum of positive coefficients:

Y8t =0,093593 + 0,019218+ 0,015119 + 0,063593 + 0,034911 = 0,226434.

Then:
» disclosure clarity: 0.093593 /0.226434 = 0.413;
» authenticity cues: 0.019218 / 0.226434 = 0.085;
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* algorithmic literacy: 0.015119/0.226434 = 0.067;

« diversity balance: 0.063593 / 0.226434 = 0.281,

« gamification intensity: 0.034911 /0.226434 = 0.154.

Penalties. They are normalized by the absolute values of the negative
coefficients:

_ max(0.—fF;)
W = :
J 2 e max(0,—Bx) (8)

where V- is the set of penalty components.
Sum of the absolute values of the penalties:

> B |1=0111365+ 0,083590+40,214299 = 0,409254,

Then:

. social media fatigue: 0,111365/0,409254 = 0,272,

« privacy concern: 0,083590,/0,409254 = 0,204;

« cognitive load: 0,214299/0,409254 = 0,524.

The weight values were obtained by normalizing the estimated coefficients
B within two groups of components. For enhancers, normalization by the sum of
positive coefficients YTpB* =0,226434, was used, while for penalties,
normalization by the sum of the absolute values of negative coefficients

¥ 1B~ |= 0409254, was used, which ensured Z w =1 and Z w; =1
JjEP JEMN

provided the weights with the interpretation of the relative share of a
component’s contribution to the predictive capacity of the model. In the
enhancement block, the component clarity of disclosure received the highest
normalized weight, since its estimated coefficient p = 0.093593 was the largest
among the positive effects, and normalization established w = 0.413, that is,
approximately 41.3% of the total "positive" strength of influence; the component
diversity balance had B = 0.063593 and w = 0.281, which corresponded to
28.1% of the aggregate positive contribution; the component gamification
intensity with f = 0.034911 formed w = 0.154, which was interpreted as 15.4%
of the total positive influence; the component authenticity cues had B =
0.019218 and w = 0.085, that is, 8.5% in the structure of enhancers; the smallest
weight in this group was formed by the component algorithmic literacy with 3 =
0.015119 and w = 0.067, which corresponded to 6.7% of the total positive
contribution. In the penalty block, cognitive load appeared to be the dominant
factor: with B = -0.214299, normalization by the sum of the absolute values of
negative effects gave w = 0.524, that is, approximately 52.4% of the total
"negative” strength of influence of the penalties, which confirmed the
determining role of message overload in reducing effectiveness; the component
social media fatigue had p = -0.111365 and w = 0.272, which was interpreted as
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27.2% of the total penalty influence; the component privacy concern with = -
0.083590 formed w = 0.204, which meant 20.4% of the aggregate penalty effect
and confirmed its negative but relatively weaker influence compared with
cognitive load and fatigue from the communication environment.

The obtained weights, presented in Table 2, confirmed that in the structure
of enhancers the greatest contribution was made by the transparency of Al
involvement disclosure and authenticity, whereas among the penalties social
fatigue and cognitive load dominated. This was consistent with the results of
studies on the ambivalence of transparency, when Al disclosure may increase
awareness but, under certain conditions, reduce trust if authenticity is not
supported by the message design and the reputational framework of the source.

Table 2
Calibrated weights for the APGI managerial configuration index

Component Role B (reference) | X (group) | Weight "w" (normalized)
Disclosure clarity Enhancer 0,093593 0,226434 0,41333457
Authenticity cues Enhancer 0,019218 0,226434 0,084872413
Algorithmic literacy |Enhancer 0,015119 0,226434 0,066770008
Diversity balance Enhancer 0,063593 0,226434 0,280845633
Gamification intensity |Enhancer 0,034911 0,226434 0,154177376
Social_media fatigue |Penalty -0,111365 0,409254 0,272117072
Privacy concern Penalty -0,08359 0,409254 0,204249684
Cognitive load Penalty -0,214299 0,409254 0,523633245

Source: proposed by the author.

The summary statistics (Table 1) showed that the share of Al-assisted
messages in the sample differed substantially across platforms (Fig. 3), while the
relationship between transparency and trust had different densities for Al-
assisted and non-assisted messages (Fig.4). Additionally, the correlation
structure (Fig. 5) confirmed unidirectional relationships of AIPCS with trust and
transparency and oppositely directed relationships with privacy, fatigue, and
load, which supported the causal interpretation of the obtained results within
psychological approaches to information processing and avoidance of
advertising influence.

For the formal substantiation of the effects, a parametric model was
estimated, in which the dependent variable was the conversion proxy indicator,
while the explanatory variables were psychological and algorithmic predictors.
Table 3 presented the model parameters in a standard statistical form. The column
"Parameter” contained the name of the estimated model coefficient, "Estimate”
contained the numerical estimate of the coefficient, "SE" contained the standard
error of the estimate, "t" contained the t-statistic defined as the ratio
"Estimate/SE", and "p" contained the two-tailed probability for the corresponding
t, used for interpreting the statistical significance of the effect. The presentation of

82



ISSN 2415-3206 Journal
MANAGEMENT Issue 1 (43), 2026

t and p as ready values ensured the unambiguous reproduction of the
interpretation of effects within the OLS approach without discrepancies in the
implementation of calculations in spreadsheet processors. It was established that
trust intention and transparency of Al involvement disclosure demonstrated a
statistically significant positive relationship with effectiveness, whereas privacy,
fatigue, and load formed a negative contour of influence, which corresponded to
the logic of the "dual contour” of Al advertising, where effectiveness depended on
the management of avoidance risks.

W TikTok; 50,1

H Instagram; 36
B Facebook; H YouTube; 32,3
27,9
EI i E

Platform

Share, %

Source: proposed by the author.

Fig. 3. Share of Al-assisted messages, %
120

@ without Al
assistance

@ Al assistance

0 20 40 60 80 100 120
Transparency (0-100)

Source: proposed by the author.
Fig. 4. Transparency of Al involvement disclosure and trust intention

> AR

cognitive load

social media fatigue

disclosure clarity

Conversion proxy

123456 78 9101112
Source: proposed by the author.

Fig. 5. Correlation matrix with a color scale
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Table 3
Parameters of the regression model of effectiveness
Parameter Estimate SE t p
const 42.887973 |4.066511 10.546627 0.000000
trust_intent 0.145666  |0.019097 7.627637 0.000000
disclosure_clarity 0.093593 0.019828 4.720198 0.000002
authenticity cues 0.019218 |0.025752 0.746281 0.455561
algorithmic_literacy 0.015119 0.025046 0.603663 0.546118
social_media_fatigue -0.111365 |0.026113 -4.265936 0.000020
privacy_concern -0.083590 |0.026892 -3.107788 0.001905
cognitive_load -0.214299 0.028068 -7.635179 0.000000
gamification_intensity 0.034911 |0.013001 2.685230 0.007294
diversity balance 0.063593 0.014600 4.356421 0.000013

Source: proposed by the author.

The practical and theoretical value of the results consisted in proving the
possibility of integrating psychological mechanisms of advertising influence into
the project management system of military marketing digitalization through
three types of controllable indicators: the predicted influence indicator AIPCS,
the avoidance risk indicator AAP, and the managerial configuration quality
indicator APGI. The scientific novelty consisted in substantiating the calibrated
origin of index weights from data, which removed the typical reviewer’s
question regarding the arbitrariness of aggregation and ensured the
interpretability of the indicators for the control points of digitalization projects.
In summary, it was confirmed that the effectiveness of Al-assisted recruitment
communications in military marketing depended on the managed balance of
transparency, authenticity, and cognitive economy, rather than on the mere fact
of using artificial intelligence as a content generation tool.

Conclusions and prospects for further research. The stated aim of the
study was achieved by establishing a formalized relationship between the use of
artificial intelligence in the project management system of military marketing
digitalization and the psychological mechanisms of advertising influence that
determined the manageability of the effectiveness of recruitment
communications in digital channels. It was established that the contribution of
artificial intelligence was manifested primarily in increasing the reproducibility
of the persuasion effect through the standardization of message components,
controlled disclosure of Al involvement, optimization of cognitive load, and
reduction of the prerequisites for advertising avoidance caused by overload,
social fatigue, and privacy concerns.

The sufficiency of the stratified corpus of public recruitment messages for
robust assessment of the relationships between psychological variables and
integrated indicators of project control was confirmed. It was found that the
AIPCS indicator, defined in probabilistic form and scaled to the 0-100 interval,
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reflected the predicted potential of effectiveness through the positive
contribution of trust intention, transparency of Al involvement disclosure,
authenticity cues, and representation balance, as well as the negative
contribution of cognitive load, social fatigue, and privacy concerns. It was
proven that the AAP indicator was a relevant indicator of the risk of active
advertising avoidance in an algorithmic environment, since it increased with the
strengthening of advertising overload, fatigue, privacy risks, and cognitive load,
and decreased with higher algorithmic literacy and disclosure transparency. It
was substantiated that the APGI managerial index ensured the integration of
persuasion enhancers and avoidance-risk penalties within a single dimension,
while its weights could be obtained through calibration from empirical data by
normalizing standardized coefficients, which eliminated the arbitrariness of
aggregation and increased the interpretability of the control points of
digitalization projects.

Further research should be linked to the deepening of the validation of the
proposed indicators in quasi-experimental designs, the verification of coefficient
stability across different time windows and country contexts, as well as the
extension of the model to immersive formats of recruitment communications
using artificial intelligence and simulation technologies. Additionally, testing
causal mediators between transparency of Al involvement, authenticity, and
trust is promising, as is the development of project monitoring procedures that
take into account the risks of cognitive influence and information security under
the conditions of algorithmically managed environments.
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