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Formulation of the problem. Recently, the marketing communications of enterprises are in con-
stant transformation due to the crisis of the domestic advertising market as a result of Russian aggres-
sion. The war in Ukraine has become the main challenge that worries the population of all the leading
countries of the world and will affect their economic situation and consumer behavior. Under such
conditions, enterprises need to optimize their advertising budgets, marketing communication channels
in order to use resources most effectively and reach their own target audience. The aim of the research
is to identify the main challenges of the business environment of enterprises, which arose as a result of
Russian aggression, and to generalize trends in the use of marketing communications by enterprises.
The methods used in the research: systematic and complex analysis, analytical approach, theoretical
generalization and comparison, observation. The main hypothesis of the study is the assumption that
the Russian military aggression in Ukraine became a powerful impulse in society and contributed to
the formation of new values related to the formation of national identity and its protection. This, in
turn, affected the nature of marketing communications and forced enterprises to review the set of
communication tools and channels for the distribution of advertising messages. Presenting main mate-
rial. The article defines the main changes that have taken place in the business environment of enter-
prises and in the behavior of consumers. It has been proven that in the conditions of a global economic
crisis, a drop in the purchasing power of the population and uncertainty about the end of hostilities,
companies optimize advertising budgets and look for new channels and tools to influence consumers.
Because marketing communications are highly dependent on society's values and demands of the target
audience, under the current conditions, the role of PR tools, the emotional component in brand promo-
tion, orientation towards social responsibility, and common values in society will be strengthened in
the marketing communication policy. Examples of successful use of the theme of patriotism in adver-
tising of domestic enterprises are given. The originality and practical significance of the obtained re-
sults lies in the possibility of applying the provided recommendations to improve the marketing com-
munication policy of enterprises. Research conclusions. The war in Ukraine became a major event that
causes concern in most countries of the world, caused an economic crisis and influenced consumer be-
havior. Since the first days of Russian aggression, a demand for patriotic values has formed in Ukraini-
an society, and consumers prefer brands that promote them. Against the background of the general re-
duction of the advertising market in Ukraine, patriotic colors, slogans, and logos are present in the ad-
vertising campaigns of most enterprises and successfully influence consumers united around the idea
of victory over invaders. At the same time, the prolongation of the military conflict can lead to the ef-
fect of "habituation” and a drop in the effectiveness of communication influence.
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MAPKETHUHI OBI KOMYHIKAIIIl YKPATHCHbKAX KOMITAHIA B YMOBAX CYYACHHUX
BUKJIMKIB, CIPHMMHEHUX BIMHOIO

Iocmanosxa npobremu. MapKeTHHTOBI KOMYHIKaIlii MiANPHEMCTB OCTaHHIM YacoM TiepeOyBarOTh B
MOCTIHHIA TpaHchopManii depe3 KpH3y BITUM3HSIHOTO PEKIAMHOIO PHHKY B HACHIJOK POCIHCBKOI arpecii.
Biifna B YkpaiHi cTtama THM OCHOBHHM BHIKIIMKOM, SKHH TypOye€ HaceleHHS BCiX MPOBITHHUX KpaiH CBITY i
BIUTMBAaTHUME Ha X €KOHOMIUHE CTAaHOBHIIE 1 CTIOKMBYY MOBEIIHKY. 3a TAKHX YMOB, MiAIPHEMCTBaM HEOOXi-
HO OIITHMIi3yBaTH CBOI peKJIaMHi OFOJKETI, KaHaIM MapKEeTHUHIOBUX KOMYHIKalil 3 METOI0 HalOiIbI eexTH-
BHOTO BUKOPHCTAHHS PECYPCIB i JIOCATHEHHS BIACHOI IUTLOBOI ayauTopii. Memoro cmammi € inenTudikaris
OCHOBHHMX BUKJIMIKIB Oi3HEC CepeOBHINA MiAIPUEMCTB, SIKi BHHUKIIM BHACIIOK POCIHCHKOIO arpeciero, Ta y3a-
rajJbHEHHS TEHJICHLI B 3aCTOCYBaHHI MiIMPUEMCTBAMH MapKETUHTOBUX KOMYHIKalil. Memoou euxopucmani
6 00CNi0JHCeHT: CUCTEMHOTO 1 KOMITIEKCHOTO aHaji3y, aHAIITHYHOTO MiJXOy, TEOPETUYHOTO y3arajJbHEeHHS 1
MOPIBHSHHSA, criocTepekeHHs. OCHOBHOW 2inome30t0 00CHioxiceH s € TIPUITYIIEHHS 0 POCiiichKa BICHKOBa
arpecis B YKpaiHi cTajia MOTY>KHAM TIOIITOBXOM B CYCIJIBCTBI 1 cripusiia (¢OpMyBaHHIO HOBHUX I[IHHOCTEH,
MOB’sI3aHUX 13 GOPMyBaHHAM HALlIOHATBHOI 1ICHTHYHOCTI Ta ii 3aXxucToM. Lle B cBOIO uepry BIUIMHYJO HA Xa-
paKkTep MapKEeTHHIOBHX KOMYHIKaIlil i 3MyCHIJIO TiIIPHEMCTBA NEPETITHYTH Habip KOMYyHIKalliMHUX 1HCTPY-
MEHTIB 1 KaHaJT! PO3MOBCIOKEHHS PEKJIAMHUX MECEXKIB. Bukiad ocHognoeo mamepiany. B craTTi Bu3HaYe-
HO OCHOBHI 3MiHH, IO BiZIOYJIUCH B Oi3HEC — CEPEIOBHIII MiAMPHUEMCTB 1 B MOBEIIHII crIOKBaviB. JloBeaeHo,
10 B yMOBaXx TJ100aNbHOI €KOHOMIYHOI KPU3H, Ma IiHHS KyIiBEJIbHOI CIIPOMOXKHOCTI HAaCEJICHHS 1 HEBIICBHE-
HOCTI IIOJI0 TEPMiHIB 3aKiHUEHHS BIICHKOBHX [IiH, AMPUEMCTBA ONTHMI3yIOTh peKJIaMHi OIO/DKETH 1 IIyKa-
I0Th HOBI KaHAJIX i IHCTPYMEHTIB TUTUBY Ha cHokuBadiB. OCKIIbKH MAapKETHHTOBI KOMYHIKAIIi Jye 3aie-
KaTh BiJl HIHHOCTEW CYCHIJIbCTBA 1 3alUTIB LILOBOI ayIUTOPIi, 32 TEMEPIIIHIX YMOB B MAPKETHHTOBI KOMY-
HiKaIliiiHi OITHIII BiA0OyBaTUMEThCS IOCHIICHHS pOJb iIHCTpYMeHTiB PR, eMoriifHO{ CK1aIoBOi B IPOCYBaHHI
OpeHIiB, Opi€HTAIlis Ha COI[ialTbHY BiAIIOBINAIbHICTD, CHIIBHI IIIHHOCTI B CYCHUILCTBI. HaBO#sATECS TipUKIIamu
BJIaJIOTO BUKOPHCTAHHS TEMATHUKH MATPiOTH3MY B peKiiaMi BITUYM3HSHUX HiINpHUEMCTB. OpucinanbHicmy ma
NpakmuuHe 3Ha4eH s OJCPIKaHUX PE3YJIbTATIB MOJISITAE B MOMKIIMBOCTI 3aCTOCYBAaHHS HaJaHUX PEKOMEHAIiN
JUTSL BAOCKOHAIEHHSI MapKETHHTOBOI KOMYHIKAIIIHO ITONITHKH TATPHEMCTB. BucHoexu docriodcents. BiitHa
B YKpaiHi cTana OCHOBHOIO IMOJIIE0, sIKa BUKJIMKAE 3aHEITOKOEHH] Y OUIBIIOCTI KpalH CBITY, CTaa MPUYMHOI0
€KOHOMIYHOT KpH3H 1 BIUIMHYJA HA MOBEIHKY CIOXKMBAUiB. 3 MepUINX JHIB pociiickkoi arpecii, B ykpaiHCh-
KOMY CYCITUIBCTBI CQOpMyBaBCs 3allUT HA MATPIOTHUYHI I[IHHOCTI 1 CIIOKHMBavi HAJAIOTH TiepeBary OpeHmam,
AKi IX mpocyBaroTh. Ha Tiii 3arajgpHOro CKOPOYEHHS PEKJIaMHOIO PHHKA B YKpaiHi, MaTpiOTHYHI KOJIBODH,
CIIOTaHH, JIOTOTUIH TPHUCYTHI B PEKIAMHHUX KaMIIaHisSX OUIBIIOCTI MiMPHUEMCTB i YCIIIIHO BIUIMBAIOTH Ha
CIOKUBaYiB 00’ €JHAHUX HABKOJIO 171e epeMoru Haj 3arapOHUKamMu. Pa3om 3 TuM, 3aTAryBaHHS BiliCBKOBOTO
KOH(ITIKTY MOYKE TPUBECTH 10 €PEeKTy «3BUKAHHD» 1 TaliHHs e(hEeKTHUBHOCTI KOMYHIKAIIiHOTO BILTUBY.

Kuro4yosi ciioBa:

MapKETHHIOBI KOMYHiKaIlii, pocilicbka arpecis B YKpaiHi, MOBe/IiHKa CIIOKUBAYIB, PEKIAMHUI PUHOK,
MaTPIOTUYHA peKJIaMa, KaHAJTM KOMYHIKaIliil.

Formulation of the problem. Recently,
the marketing communications of enterprises are
in constant transformation due to the crisis of the
domestic advertising market as a result of Rus-
sian aggression. The war in Ukraine has become
the main challenge that worries the population of
all the leading countries of the world and will
affect their economic situation and consumer
behavior. Because of the war, the market of ad-
vertising and marketing services in Ukraine ac-
tually fell into a coma, shrinking by 95%. And
according to forecasts, in 2022, its volumes will
reach only 15%-35% of the indicators of 2021.
Even under an optimistic scenario, if the wines
run out in three months, 70% of companies op-
erating in the advertising market will go bank-
rupt [1]. This drop is explained, on the one hand,
by a reduction in orders from enterprises, due to

the economic crisis and a drop in business activi-
ty, and on the other hand, by the lack of oppor-
tunities to use the usual channels of advertising
distribution, such as advertising in the mass me-
dia and outdoor advertising. In addition, con-
sumer attitudes of the population do not contrib-
ute to purchasing activity.

Under such conditions, businesses need to
optimize their advertising budgets and use new
communication channels and marketing tech-
niques to reach their target audience. The situa-
tion in which modern marketing services of en-
terprises found themselves requires further re-
thinking of the theory of marketing communica-
tions, taking into account modern changes in the
environment of their functioning.

Analysis of recent research and publica-
tions. Theoretical issues of the essence and clas-
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sification of marketing communication tools
were investigated by scientists: J. W. Wiktor [2],
Y. Romat [3], T. Prymak [4], T. Taranko [5].
When considering the essence of marketing
communications, researchers pay attention to
their social nature. In particular, there is Romat
that marketing communications is one of the
types of social communication, because outside
the framework of human society, the existence
of this type of communications is meaningless.
[3, p. 8]. The works of F. Kotler [6], M. Ok-
lander [7], I. Lytovchenko [8], S. llyashenko are
devoted to the peculiarities of communications
in the conditions of digitalization of society. [9],
J. W. Wiktor [10], K. Sanak-Kosmowska [11].
In their research, they come to the conclusion
that modern technologies significantly expand
the possibilities of communication influence of
enterprises on target consumers and complement
the set of classic communication tools. In addi-
tion, it should be noted that the market of mar-
keting communications is developing in condi-
tions of rapid changes, which researchers are
paying attention to. Thus, J. W. Wiktor offers a
classification of online communication tools that
are formed under the influence of a changing
environment [10, p. 15].

Summarizing the views of scientists re-
garding the change in the nature of communica-
tion activities under the influence of digital tech-
nologies, the following trends can be noted,
which fundamentally change the priorities of
using communication tools and expand the capa-
bilities of enterprises:

- globalization of challenges faced by the
societies of different countries; global consumer
values can be covered by global "messages” us-
ing global communications;

- increasing the role of consumer commu-
nities and the use of social networks;

- dissemination of ideas of social respon-
sibility and sustainable development, peacekeep-
ing, which are becoming more and more popular
in the information space, and communication
policy should take into account these trends;

- equal access to information channels of
both the communicator and the communicator
make the communication process more “trans-
parent” and require its participants to play by the
same rules;

At the same time, the problem of the im-
pact of the current economic and geopolitical
crisis on consumer behavior and marketing
communications of enterprises requires further
research.

The purpose of the article is to identify
the main challenges of the business environment
of enterprises, which were formed as a result of
Russian aggression, and to generalize the trends
in the use of marketing communications by en-
terprises.

Presentation of the main material. Mar-
keting communications of enterprises depend on
the business environment, which is formed under
the influence of certain factors and is aimed at its
own target audience of consumers. They should
focus on the mood in society and the behavior of
consumers, which affects their requests. Con-
sumer requests are a reflection of the values that
dominate society, their own needs and their pur-
chasing power. The purchasing behavior of the
consumer, from the point of view of willingness
to spend one's own funds, is influenced by stabil-
ity in society and the ability to predict circum-
stances.

According to Kantar Ukraine research, the
war in Ukraine, rising inflation and the pandemic
are among the biggest challenges faced by the
world's population. In our opinion, the energy
and food crisis, which developed recently and
became a direct consequence of Russian aggres-
sion, should be added to them. These challenges
are changing consumer behavior and it is im-
portant to understand the implications of these
changes for brands and marketers to adjust their
marketing programs and implement effective
marketing communications. In fig. 1 shows the
results of the sociological survey "Kantar Global
Issues Barometer: the world in its own words",
conducted by Kantar in 18 countries in April
2022. The survey involved 10,000 respondents
from 18 countries, which accounted for 57% of
global GDP in 2020 [12].

It is war that causes the greatest concern
in each of the states involved in the study. She is
mentioned not only in Europe, but also in South
Korea and Japan. Europe is most concerned: 94%
of Poles, 84% of Spaniards, 82% of French and
83% of Germans expressed concern. In the USA,
such opinions are shared by 50% of the country's
residents.

The cost of living crisis comes in second
place as it has already affected the standard of
living of 51% of people worldwide. Food bills
increased the most in Poland, Spain, Germany,
Brazil and African countries. While 45% of the
population report that their household's financial
situation is worsening, 65% believe that the
overall economic outlook for their country is
currently negative.
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Figure 1 — The level of concern about war in the leading countries of the world
Source: Kantar research [12]

People are struggling to meet their living
expenses: 44% of households worldwide are
struggling to pay their monthly expenses and 8%
are unable to meet their obligations. Five percent

of households cannot afford basic necessities, 11%

cannot afford household bills, and one in five
cannot afford their car's fuel bill.

"Eco-anxiety” is in third place among
modern challenges. More than half of people
worldwide experience environmental anxiety.
Two-thirds of the population believe that busi-
nesses have a responsibility to solve the climate
crisis, while 79% of consumers want to buy en-
vironmentally sustainable products, but need
brands to do more on affordability [12].

All of these challenges are close and un-
derstandable to Ukrainian society, since Ukraini-

ans have already felt the consequences of high
inflation, which according to experts' estimates
may reach 30% by the end of the year, and it
may take decades to overcome the environmen-
tal consequences of the invasion of Russian
troops.

It is expected that the reaction of Ukrain-
ian residents to the war was even stronger. Table
1 shows the results of a study by the Gradus Re-
search company, which was conducted in March
2022 by the method of self-completion of a
questionnaire in a mobile application (1019 re-
spondents aged 18 to 60 from various regions),
regarding public attitudes to a full-scale invasion

of Russian troops into the territory of Ukraine.

Table 1 — Emotions felt in connection with Russia's attack on Ukraine
(by sex and age), % of responses

Emotions All Men Women | 18-24 | 25-34 | 35-44 | 45-54 | 55-60

respondents 489 530 110 240 298 232 139
Anger 67 68 65 59 60 65 71 79
Tension 33 33 34 22 35 31 36 41
Irritation 31 34 29 29 31 30 30 39
Fear 28 17 39 21 25 30 30 35
Disappointment 19 20 18 32 17 20 13 19
Insult 18 17 18 21 20 18 13 19
Impotence 11 8 15 8 11 13 12 10
Panic 7 4 11 10 9 8 6 4
Brokenness 6 4 8 9 8 4 3 7
Surprise 3 4 3 7 4 2 2 4
Shame 2 2 3 6 3 2 - 3
They hesitate to 5 5 4 5 6 5 5 1
answer

Source: Gradus company research [13]
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The greatest emotional response is ob-
served in women (fear, powerlessness, panic). It
can be added that in the first months of the mili-
tary aggression, everyone felt "confused", and in
such a state, news sites became the most sought-
after among consumers. In March, they were
included in the first TOP - 25 popular sites in
Ukraine. The Telegram channel broke into the
top five, significantly increasing its coverage, it
became a quick source of news and a platform

for exchanging information between citizens and
state institutions [22].

The war affected the advertising activity
of companies, forced to reduce advertising
budgets, review the set of communication tools
and channels of distribution of advertising mes-
sages. The advertising market of Ukraine in the
last pre-war years showed steady growth, as evi-
denced by the data of the All-Ukrainian Adver-
tising Coalition (Table 2).

Table 2 — Volumes of the media market of Ukraine in 2021 and the preliminary forecast for 2022
according, UAH million

.. N %to | Forecast | Forecast %
Types and channels of advertising distribution 2021 2020 2022 t0 2021

TV advertising, everything (direct advertising,

sponsorship) 13643 12,00 15600 14,00
Adver'u:sm_g in the press, everything (national, region- 1599 9,05 1773 10,89
al, specialized)

Radio advertising, all (national, regional, sponsorship) 855 19,00 1015 19,00

OOH (out-of-home) Media of all (outdoor, transport,

DOOH (digital out of home), Indoor advertising) 4098 30,00 4769 16,00
Advertising in cinemas 26 30,00 35 35,00
Digital (Internet) Media advertising 10833 55,00 13510 25,00
Total advertising media market 31053 26,70 36702 18,20

Source: compiled by the author based on [14]

Despite optimistic forecasts for continued
growth, the war hit the advertising market hard.
According to Y. Savchuk, regional manager of
digital marketing at GSK, very difficult times
have come for the advertising industry, and the
current crisis in the advertising market is the
most significant since its existence. The signifi-
cant reduction of the advertising market, which
was discussed at the beginning of the article, is
primarily related to the reshaping of broadcast
programs of TV channels and the absence of ad-
vertising in the blocks of combined news, radio
broadcasts, and the almost complete paralysis of
outdoor advertising. According to my own ob-
servations, billboards in the Kyiv region were
empty almost until June, or with remnants of
January and February advertising. And even now,
most of the advertising space is occupied by so-
cio-patriotic, not commercial advertising. Ac-
cording to experts, the market will remain in this
state for quite a long time and recovery is possi-
ble only in October 2022-March 2023 [1].

Russian military aggression in Ukraine be-
came a powerful impulse in society and contrib-
uted to the formation of new values related to the
formation of national identity and its protection.
This, in turn, affected the values and requests of
individual consumers. That is why, since the first

days of Russian aggression, a demand for patri-
otic values has formed in Ukraine, and consum-
ers prefer brands that demonstrate them. Against
the background of the general reduction of the
advertising market in Ukraine, patriotic colors,
slogans, and logos are present in the advertising
campaigns of most enterprises and successfully
influence consumers united around the idea of
victory over invaders. And if earlier the theme of
patriotism was more used in social advertising,
now it has acquired a mass character.

Under such conditions, marketing com-
munications increasingly acquire the character of
social communications. Y. Romat, with refer-
ence to J.W. Wiktor, notes that the main func-
tions of social communication are: 1) informa-
tive (transfer of information); 2) expressive (the
ability to express not only semantic, but also
evaluative information); pragmatic (the ability to
convey a communication attitude that allows you
to influence the recipient in a certain way) [3,
p.11, 2, p.85]. Modern marketing communica-
tions in Ukrainian society unite target consumers
around common national values. Therefore, dur-
ing the war, it is extremely important for compa-
nies and brands to express their civic position
and their attitude to the current events taking
place in the country. As our own research has



shown, Ukrainian consumers, especially young
people, perceive such manifestations of patriot-
ism in marketing communications very positive-
ly. Among the most memorable examples of pat-
riotic advertising, respondents - representatives
of the student audience more often than others
mentioned Monobank (the first virtual bank in
Ukraine), which changed the design of its cards
already on the fourth day after the beginning of
the war (Figure 2).

Figure 2. New design of Monobank cards
Source: [16]

Among the successful examples of the use
of the theme of patriotism in marketing commu-
nications, it is possible to mention the change of
the name of the company "Halychyna" (Figure
3).

Figure 3. Products of the Halychyna company
on supermarket shelves
Source: [17]

As the marketing director explains this
step, "the company was inspired by Ukrainian
unity and decided to implement this idea in its
products. Now the brand "Halychyna" has be-
come Poltava Oblast, Donbass and all historical
regions of the country. Because now there is no
separate self for Ukrainians. Now everyone is
one big we. And during this time, Ukrainians
have repeatedly proven that they are ready to
protect each other and unite for a common goal”
[17].
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Most often, patriotic advertising is embod-
ied in the name of products, placed on packaging,
on company websites, in cities of direct contact
with consumers. For example, the Lviv restau-
rant - pizzeria La Piets offers "Javelina" pizza
(Figure 4), and the Lykhachov meat processing
plant of the Kharkiv region decided to rename its
products after the Russian occupation - now the
manufacturer's assortment includes "Javelinka™
sausages and "Bayraktarchiki" sausages. The
company "Rodynna kovbaska™ (Lviv region)
renamed its cheese-smoked sausage "Mos-
kovska" to "Podilska”, while the Kyiv cheese
factory developed a recipe and set up the produc-
tion of a new cheese, which was named "Cher-
nobayivka" [18].

The patriotic nature of marketing commu-
nications during the war plays the role of form-
ing a positive emotional background, which is
referred to in the model of the communication
pyramid proposed by K. Bove and V. Arens [20].
According to her, the process of receiving com-
munication signals by the addressee is divided
into three stages: the stage of informing, the
stage of forming a positive emotional back-
ground, and the stage of action. At the first stage,
the consumer moves along the chain of "igno-
rance - awareness - knowledge"; at the second
stage, commitment and conviction in the right
choice is formed; in the third stage there is a
purchase and re-purchase.

The topic of patriotism will remain rele-
vant both in Ukrainian and European society in
the near future, as the military threat is the big-
gest challenge on the European continent in the
last 75 years. Along with this, there will be a
strengthening of the role of PR tools, an emo-
tional component in promoting brands, an orien-
tation towards social responsibility, and common
values in society.

Javelin

sweet ond sour sauce, mozzarella cheese, chicken, onions,

Bovarian sausages, gherkin.

S Size: 30cm

B Weight 4409

+ | Add ingredients Amount = | 1 |+

Additions: () UAH Totot: 200 UAH

Add to cart

Figure 4. The offer of pizza in the menu
of La Piets restaurant
Source: [19]

ISSN 2221-8440

YACONUC EKOHOMIUYHUX PED®OPM Ne 3(47)/2022

(4



-34 -

ISSN 2221-8440

( YACONUC EKOHOMIUHUX PE®OPM Ne3(47)/2022

Conclusions and prospects for further re-
search. The conducted research made it possible to
determine the following main trends in the use of
marketing communications during the Russian ag-
gression in Ukraine:

- there is a strengthening of the emotional
component of advertising messages. The themes of
patriotism, solidarity, assistance to the army, social
cohesion in the struggle for independence and ter-
ritorial integrity of Ukraine come to the fore;

- the social responsibility of brands is
strengthened. According to experts' estimates, 55%
of consumers pay attention to the social component
of business, and 70% are ready to overpay for a
product whose manufacturer treats the environ-
ment with care [21]. This is consistent with the so-
called challenge of society "eco-anxiety", which is
mentioned in the article.

- against the background of the reduction of
advertising budgets and the activity of advertising
agencies, the role of reputational factors and the
use of PR is increasing;

- in order to optimize the costs of marketing
communications, due to the reduction of enter-
tainment television programs and the migration of
the target audience of companies, digitization and
multichannel are being activated. The influence of
influencers and bloggers is increasing.

Further research will focus on studying and
detailing these trends and changes in marketing
communications.
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