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ABSTRACT

Zhukova V. O. Integrated marketing communications of brands in international markets.
i Manuscript.

Qualification work in the specialty 075 "Marketing”, in the educational and professione
program "Brand Managemeni"State University of Trade and Economics,Kyiv,2024.

The qualification work is devoted to the theoretical, methodological, and practical aspects
using integrated marketing communications in the promotion of brands in international markets.
essence and features of integrated marketing communications are explored, and their role in enhal
the competitiveness of brands on a global scale is substantiated. The marketing communications c
"WARTO" agency were analysed, and the key directions for rebranding and improving i
communications in new markets were identified. A communication strategy for the "WARTO" agen
brand was developed, based on the implementation of integrated marketing communications to er
the successful positioning of brands in international markets.

Keywords: integrated marketing, integrated marketing communications, brand,

international marketing, international markets, communication strategy, brand positioning
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INTRODUCTION

Relevance of the topiclToday, Ukrainian business faces many challenges, suc
as limited work opportunities, high costs, insecurity and intense competition. Therefo
every company strives to survive and grow, and to do so, it looks for new opportuniti
One of these opportunities is entering new markets through competitive advantag
which requires brands to not only take an innovative approach to creating products
services but also an effective communication strategy that is tailored to the marl
Integrated Marketing Communications (IMC) has become a key tool for building brat
awareness, shaping its positive image and establishing strong relationships with
target audience.

The use of IMC concept provides new opportunities for agencies to adapt th

communications to the peculiarities o
clients, create a strong brand that will be recognisable and provide sustaina
competitive advantages. We would like to emphasise that integrated market
communications for businesses have unique specifics, which are driven by cultL
differences, regional preferences and the rapid development of digital channels.
In the context of the above, the topic of this final qualification work is extremel
relevant, as IMC research forms a strategic approach to the effective positioning
brands in international markets and will contribute to the development of agenci
competitiveness due to their specific features in the global environment.

Analysis of recent research and publication3he theoretical and practical
aspects of integrated marketing communications have been the subject of researc
such Ukrainian and foreign scholars as: Stahl T. V., Kozub V. O., Nakhmetov A. N
Novoshinska L. V., Dr Andrew Egede Ehikwe, Kolb D., Porter M. E., Schultz D. E
Kotler F., Rossiter J. R., Percy L., Tannenbaum S., Lauterborn R. F. and me
others. Despite the significant amount of research in the field of internatione
marketing, it should be noted that there is a lack of research in the field of educati

which once again proves the relevance of the chosen topic.
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Purpose and objectives of the studiyhe purposef the qualification work is to
deepen the theoretical foundations and substantiate practical recommendations for b
promotion in international markets using integrated marketing communications.
Following this goal, the followingaskswere set in the paper:

- to find out the essence of integrated marketing communications;

- to analysdhe marketing environment of the communication agency WARTO;

- to analyse the communication environment of the communication agen:

WARTO;

- to select markets for expanding the influence of the WARTO communicatior

agency;

- to analysehe peculiarities of communications in the selected countries for th

WARTO Communications Agency to enter them;

- to develop a communication strategy for WARTO communications agencies.

The objectof research is integrated marketing communications in internation:
markets.The subjectof the study is a combination of theoretical, methodological anc
practical aspects of the application of integrated marketing communications of the br:
in international markets.

Research methodsln the course of the study, various methods were usec
namely: theoretical generalization and comparistnreveal the content and essence of
the basic conceptual apparatus; statistical and graphical analisistudy, group,
compare and visualise information on brand promotion through integrated market
communications; systematic approach and integrated appraacdevelop the main
directions for improving brand promotion in international markets; tabular and graphic
method- to visualise information and present.

The scientific noveltyof the study is that based on a comprehensive analysi
possible ways to improve the brand of a PR agency in the international market us
integrated communications were further developed, in particular, rebrandin
positioning changes were proposed, markets were selected to expand influence, ads
communications with foreign countries were created and a communication strategy \

developed.
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Information base of the study The study was conducted based on scientific
works of domestic and foreign scholars in the field of international marketing, brandir
etc., materials of periodicals, information resources of the Internet, and agency data.

Structure of the work.The final qualification work consists of an introduction,
three chapters, conclusions and a list of references. The total volume of the diik is
pages, including the list of references pages {3 items). The work contains2ttables

and45 figures
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CHAPTER 1. THEORETICAL FOUNDATIONS OF MARKETING
COMMUNICATIONS OF BRANDS IN INTERNATIONAL MARKETS

Every year, the significance of communication in marketing grows, accompanit
by the emergence of new channels to engage with audiences. Numerous definiti
exist for communication, with one portraying it as the act of giving, receiving, an
exchanging information essentially encompassing speaking or writing, as well a
listening or reading33].

Marketing communications serve as the conduit for establishing a connecti
between a brand and its target audience. As Don Schultz elucididtasketing
communications is a set of activities aimed at creating, maintaining, and develop
mutually beneficial relationships between a company and its cusiig}s

These communications serve various purposes, including demand generat
fostering and preserving brand image, cultivating brand loyalty, and bolstering bra
awareness. Employing a robust marketing communication strategy enables compa
to distinguish themselves amid competition. In today's rapidly evolving landscay
maintaining brand credibility and consistently articulating brand values are imperati
for reinforcing market position.

The tasks that a company that wants to enter or consolidate its position in
international market are as follows: identifying the target audience, analyzing t
competitive environment, selecting communication channels, developing
communication message, determining the communication budget and implementing
monitoring the communication campaign.

To ensure that a brand or company is presented in a harmonious and consis
manner, in line with the strategy and to increase awareness in foreign markets, |
recommended to use the concept of integrated marketing.

Integrated marketing or integrated marketing communications is a stratec
approach to planning and implementing marketing efforts, whereby variol

communication channels and marketing tools are combined into a single, coherent
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coordinated system. This helps to maximize efficiency and create a coherent br
image in the eyes of consumers. In such marketing, the strategy idea is based or
creation of a single and consistent message (concept) that will be disseminated thrc
various communication channef].

According to D. E. Schultz, S. | . i
marketing communications means communicating with people who buy or do not b
goods and servicesthese people base their judgements primarily on what they se
hear, feel, etc., and not only about your product or service. This means the emergent
a problem of international relations of reaction, rather than the continuation of a ot
sided monologue. And it also means taking responsibility for results, not just audier
ratings or subsequent memories. In other words, it is now about getting a return
i nvestment, not just g4.ending the mone

According to K. Fleer's linear model of marketing communications, a compar
develops a message that is transmitted to the consumer through various channels,
as TVadverts, and text messages. As a consequence, the message reaches the con
who takes a positive or negative action towards the brand (buys the product or not). 7
model of five stages:

- Initiator - the company that creates the message.

- Message the information that the company wants to convey to the consumer.

- Communication channelsthe means the company uses to deliver the messac
(advertising, public relations, sales, etc.).

- Recipient- the consumer who receives the message.

- Reaction- the consumer's action in response to the message received (purch
or refusal to purchase3J].

In the model of K. Fleer's the advantage of this model is the point "reaction”,
allows us to understand whether the desired result was achieved. This model ha
limitations, it does not take into account the interaction between the company and
consumer, as well as does not take into account other factors that may affect

decisionmaking.
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Another consideration is Berlo's SMCR Model or "SMCR" ifaanework for
understanding the communication process between the sender and receiver of mes:

in a marketing context. This model includes four main elements that we can see

Figure 1.1.

Source

Encodes

Message

(" ) ( R
Communi fr Content Communi fr
L Skills ) ( Elements ) L Skills ;
( Attitudes Treatment Attitudes .
Knowledge ) Structure [ Knowledge )
Social System < [E Social System
Culture J ( Culture |

Fig. 1.1. Berlos's SMCR Model of communication

* compiled by the author based di].

An essential aspect of the model includes the incorporation of blocks responsi
for encoding and decoding tmeessage, alongside accounting for possible distortion
and noise in the communication procef®r instance, a company may utilize a
television advert (communication channel) to convey a message about a new prot
(message) to its target audience (receiver). The sender employs language understot
the receiver (encoding), and the receiver decodes the message by comprehendin
content.

Berlo's marketing communication model is one of the most effective tools fc
communicating with the target audience to help understand how messages will
perceived and what factors may influence the communication. However, unlike t
previous version, without feedback, this model does not take this factor into account.

The application of communication models can enhance the quality of marketi
communications and increase the likelihood of achieving the company's objectives.

stated earlier inNIMC the main advantage is the general concept of deliverin
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information to the consumer, so the analysis of the model data and analysis of diffet
channels will help to implement this concept in the company's work as effectively
possible. It is possible to see in Fig. 1.2 the toolkit that helps to impldiMénin the
international market

Marketing communications
A
[ Public relations] Direct marketing]
/ ¥

4 )
Speeches and events /Communication\ /CRM-system \

Advertising

Audio-visual Conferences and of a message emails
story (video seminars related to Push notifications
clip) Presentations and : . via an app
exhibitions stwpglatmg the Telemarketing
Graphic or Internet marketing activity of operators
photo image _contentmarketing_ Kconsumers / Salespeople in a
Audio track influencer marketl_ng traditional online
SMM (Social Media outlet
o Marketing) \ /
Television and SEO (Search Engine
\ radio / Optimisation)
SEM (Search Engine
Marketing)

SERM (Search Engine
Reputation Managemerw

Fig. 1.2. Marketing communications tools
* compiled by the author based @j.[

IMC allow for the efficient selection of communication tools and effective sales
and the coordination of thousands of company activities, thus contributing to t
creation of a coherent company image. Using this concept, the company develof
unified communications strategy that allows it to continuously demonstrate how t
company and the products it produces will help consumers solve their problems.
company does not have to choose all of the tools presented, because quantity doe
always equal quality. It is necessary to clearly understand the goals and current pos
of the brand when choosing marketing channels.

These tools are applied depending on the strategy and the real budget that

company is willing to allocate to achieve a particular business goal. The trends
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relevance of certain tools depends very much on the target audience. For exarr
among B2B businesses, organizing various exhibitions, conferences or record
podcasts together with their customers is gaining popularity faster and faster. Althot
everyone thought that after the global pandemic, we will not soon return to this forn
of communication.

Three main principles of the IMC strategy:

1) Integration of choice. It is about how to combine different communicatio
tools in the most effective way to achieve the set goals;

2) Integration of positioning. Each of the types of proposed communicatior
should be coordinated with the brand positioning in terms of their synergist
interaction.

3) Integration of the schedule. This is when you already have an understanding
your market segment, you can influence the speed of decisaing in favor of the
company's brandip].

The key parameters of effectiveness in marketing communications are oft
challenging to define, leading to disagreements on the topic. This complexity aris
from the multiple levels of influence involved in interacting with target audiences
Consequently, each level contributes differently to the company's business go.
making it difficult to evaluate comprehensively.

Effectiveness in marketing communications is typically categorized into thre
levels:

- Economic effectiveness of communications. It can be defined as follows: tt
ratio of the additional income obtained as a result of a marketing campaign to the t
costs made for its realization. This efficiency has many positive aspects, for exami
the direct link of converting the budget for marketing communications into income, b
also remains under question, what value of the retmnnvestment ratio to consider
acceptable and optimal for the selected business.

- Communicative effectiveness of the interaction. This efficiency gives an idea

the extent to which the broadcasted messages receive their distribution among the ft:
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audience. The factors that characterize it are as follows: brand awareness, bi
knowledge, perception and understanding of the transmitted information. Note that
distinguishing element from economic efficiency is that the communicative |
determined by quantitative and qualitative methods of research before the campaign
after its completion, and sometimes even during its implementation.

- Behavioral effectiveness of communications. It shows trust, commitmen
acceptance and sharing of values and includes the intention to make a purchase
process itself and the desire to make repeat purchases. Behavioral effectivenes
expressed in terms of conversion, average check size, purchase frequency and cust
lifetime value B4].

Communication policy is an essential element in marketing. F. Kotler's statement
t hi foll

information about a product or the company itself to its current and potential coesum

s topic is as OWS: ACommuni cat

in order to promote the product on the market or create a positive image of the comp

and its 3p.rhodwdthed [wor ds, the aim is t
that guide the organization's decisions when it comes to communicaijon [
There are internal and external communication policies. Table 1.1 demonstrates

details of their distinction.
Table 1.1

Difference between internaland external communication policy

Internal communication policy and procedures

do

External communications policy apdocedures

What they cover: They address What do they cover: They provide guidance on |

communications which happen, either online
offline, within an organization. This includes hg
and when the organization will provide informati
to workers. Internal Communication policy a
procedures documents generally include:

- use of emaitommunications

- internal sharing of information includin

verbal information sharing

to handle incoming and outgoing communication
people or groups outside ypbur organization.
External Communication policy and proced
documents generally include:
- one to one communication with people
groups (phone, email, letters, text
- engaging with media

- social media use
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ContinutionTable 1.1

- social media use (such agsrivate work - managing complaints received throu
groups) used for information sharing media/social media

- as on laptops and phones - websites/webpages.

- use ofan organizatiors Intranet

Common areas which appear in both Internal and exteomainunications procedures

- Privacy and confidentiality - Delegated authorites / roles an

- Record keeping responsibilities

- How to manage potential and actual privaq - How to manage and escalate incidents
data breaches issues

* compiledby the author based odl]

Once the communication policy has been successfully established, the following
developed and approved:

- communication strategy;

- marketing communications plan;

- marketing communications budget.

When conducting complex international marketing campaigns, much attention
paid to their planning and coordination, i.e. harmonization in terms of time
geographical coverage, targeting of individual activities that make up the complex. It
very important to take into account all the peculiarities of the market and mainte
proper control, for this purpose separate teams are often hired in the company.

The positive impact of using IMC:

1) Memorisation- messages are more effective when they are delivered throug
multiple channels simultaneously. With advertising information overload, where
person could see up to 10,000 adverts a day in 2022, we are more likely to remen
those that create a consistent impression and are repeated across multiple platforr
Brand consistency. IMC provide a consistent and unified brand message across
communication channels (advertising, PR, social media, events), which helps strengt
consumer perception of the brand.
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3) Efficiency - an integrated approach allows content to be repurposed at
production and distribution processes to be optimized. This also applies to inter
resources and communications, making them morerdimated. With integration,
marketing campaigns can be more precisely linked to key business objectives, avoic
siloed and duplicated projects with uncoordinated metrics between departments.

4) Loyalty - An important part of integrated marketing is understanding an
fulfilling customer needs. It is important for people to know what to expect from
brand. Customers remain loyal to companies that provide a trustworthy and posit
experience with every interaction

5) Adaptation to changing conditions. IMC allow quick and smooth adaptation
marketing campaigns depending on different situations such as changes in the me
environment, consumer needs or innovations in communication technoltgjies |

One of the goals of communication is closely interconnected with the definitic
of target groups, so considering aspects as what information to transmit, when, how
what result we want to achieve directly depends on each step taken by the marke
department.

For a brand to successfully penetrate the international market, it is crucial
formulate a market entry strategy that carefully considers both external and inter
influencing factors. A marketing strategy serves as a systematic approach to plann
aiming to promote goods or services and enhance the organization's profitabil
Through a welldefined marketing strategy, a company can delineate the necessary st
to achieve its business objectives.

One primary objective of an integrated marketing strategy is to enhan
competitiveness, which entails analyzing, identifying, and effectively leveraging tt
company's competitive advantages. Drawing from the works of Michael Porter,
becomes apparent that successful entry into new markets hinges on the compe
understanding of its competitive advantage within the new context and how it will |
perceived by customers in that market ("Competitive Advantage" and "Stratec
Competitive Advantage")3[;38]. The factors to consider before choosing a brand entn

strategy for a new market are shown in Figure 1.3.



Factors that affect theentry of a brand into a new market

Market

Analysis

-

Target audience
research:
Demographic
characteristics (age,
gender, income level,
education)
Psychographic
characteristics (values,
interests, lifestyle)
Needs and expectations
Consumer behaviour
(how they make buying
decisions, what
information channels
they use)

Assessment of market
capacity:

Market size (in physical
and monetary terms)
Market growth rate
Level of competition
Competitive
Environment Analysis:
Main competitors
Their strengths and
weaknesses

Their pricing policies
Their marketing
strategies

Macro environment
analysis:

Economic factors
(economic growth rates,
inflation rates, exchange
rates)

Political factors
(political stability, trade
barriers)

Sociocultural factors
(cultural values,
traditions, language)
Technological factors

~

(newtechnologies,

Qternet access)

Assessment of
the company's
resources

\

Selection of
market
entry

-

Financial
resources:
The company's
ability to invest
in entering a
new market
Sources of
funding
Human
resources:
Qualified
employees
Expansion of
workforce
Production
resources
Marketing
resources

—

~

\

Exporting
Licensing
Franchising
Joint
venture

Direct

— __/

Development

19

plan

: Monitoring
of marketing and Additional
strateqgy evaluation
ﬁﬁ /éﬁ Ve =
Determining the Regular Language
goals and monitoring bamias
objectives of the and Cultural
marketing involvemen difieraicas
Strategy t of analysts Legislatian
Developing Evaluating ang
brand the regulation
positioning effectivenes
Selection of s of
communication marketing
channels activities
Developing a ;/
pricing strategy
Developing a
promotional

Fig. 1.3. Factors that affect the entry of a brantd a new market

* compiled by the author based @2].
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It is worth paying attention to the aspects of the regulation of marketing activitie
especially in international markets. This contributes to the correct implementation
analyses, the use of advertising materials, and the promotion of goods on the market
can directly affect the brand imadg&rand image refers to the perception that customer:
have of a brand based on their interactions with it. It can evolve over time and is |
solely dependent on a customer's purchase or use of a product or service. Buildir
brand's personality, voice, and positioning in the market requires significant effort a
goes beyond the visible elements like logos and symbols. These brand elem:
collectively shape how customers engage with and perceive a brand, ultimately leac
to the formation of its brand imagg2).

Once the strategy has been developed and the future direction has been set,
necessary to choose how IMC will be implemented.

There ardive approaches:

- Consumer Orientation

This approach starts with a deep understanding of consumers. Before develoy
content or messages, the marketing team conducts research.

A target audience is identified, and internal data and analytical tools are used to f
out what is important to customers and what their needs are. This data forms the bas
an IMC plan.

- Outsourcing

One option is to hire an outside team to conduct research, analysis, and con
creation. The experts can assess ¢bmpany's current performance, understand its
goals, and suggest how IMC can be effectively implemented. They will then work ¢
implementing the proposed strategy.

- Horizontal approach

This approach involves close -operation between different departments
working on the same task. Management can initiate joint work between departme
such as sales, PR and corporate communications, or form a separate team led
designated project manager. This allows for a process from planning to implementa

and subsequent evaluation of results.
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- Vertical Approach

This approach focuses on a idpwn structure where executives play a key role.
The company may already have established goals and a mission that needs t
communicated. Senior leaders initiate new projects, inspire employees, and then sp
the message more broadly by moving to implement an integrated communications pl:

- A crossfunctional approach

In the digital age, this approach is gaining popularity. It is based on creatir
multi-channel interactions with consumers both in the online and offline space. T
main goal is to provide an interactive, engaging experience for customers, spanr
multiple touchpoints and making interactions with the brand more personalized a
vivid [13].

Hence, when implementing integrated marketing communications (IMC), it i
important to choose the most appropriate approach based on a company's object
structure and market conditions to generate positive results. By aligning communicat
strategy with these approaches, brands can effectively engage with their audier
across multiple channels, ensuring consistency and relevance, as well as impro
customer experience and contributing to kegn success in both local and
international markets.

For a brand to be successful in the international market, it is important to skilful
combine different types of communications, taking into account cultural, politica
consumer and other factors that affect the effectiveness of the communication strat
It should be remembered that each market has its own unique characteristics: cult
differences may dictate different approaches to creating advertising messages, W
political and economic factors determine the conditions for promotion. Consumers
different countries have different needs and expectations, so universal communica
solutions rarely bring the desired results.

That is why using a single marketing communications tool is not enough to ful
reach the audience and ensure effective interaction with it. In such circumstances,
advisable to use integrated marketing communications (IMC), which combines varic

tools, such as advertising, PR, direct marketing, digital channels, events and s:
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promotion. This allows us to create a coherent strategy that takes into account
specifics of different markets and adapts to their characteristics.

An integrated approach allows us to respond flexibly to changing mark
conditions, which is a key factor in achieving success in the international arena.

Therefore, in today's world of global communications, the importance c
integrated marketing communications (IMC) cannot be overemphasized. A unified a
cohesive IMC strategy is crucial for brands aiming to effectively promote an
communicate across both local and international markets. IMC ensures that marke
communications work together seamlessly, establishing reliable and consistent con
between a brand and its target audience, regardless of location. To achieve meanir
engagement, brands must deeply understand the preferences, behavior, and cu
nuances of their audiences. Furthermore, a comprehensive communication policy
accounts for the competitive environment and market specifics is essential bef
developing any strategy.

When selecting tools like advertising, PR, sales promotion, and direct marketir
the integration of these efforts through IMC is critical. This approach amplifies
brand's influence by ensuring that all communications align, reinforcing one anoth
and creating a greater impact.

Moreover, strict adherence to legal regulations is essential in executing market
activities, as failing to comply <can
reputation. There is no orsizefits-all strategy, which is why a personalized approach
through IMC, tailored to specific market conditions, is key. Continuous monitoring ar
analysis of communication effectiveness, along with strategic adjustments in respo
to market changes, will ultimately drive success in the international arena. t
integrating all aspects of communication, brands can achieve stronger, more sustain

growth,
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CHAPTER 2. ANALYSIS OF INTEGRATED MARKETING
COMMUNICATIONS OF THE WARTO

2.1. Characteristics of the Marketing Environment of theWARTO Agency

WARTO Communications Agency has been on the market for over 19 yeal
founded in Kyiv, Ukraine. Founder and CEO Natalia Kholod. Number of employees &
21 staff and 50 project people. The list of services of the agency includes Multichan
information campaigns, Work with bloggers and opinion leaders, SMM promotiot
Outdoor press service, Communication strategy development, PR evenisiigiatPR
and SERM. The flagship product is communication strategy.

The agency positions itself as an expert in-ansis communications. WARTO
won nominations for EFFIE AWARDS UKRAINE Gold and Silver 2019, SABRE
AWARDS EMEA - Finalists 2021, EFFIE AWARDS EUROPE Finalists 2022.
According to the AHUkrainian Advertising Coalition, the WARTO agency is among
the 10 most effective communication agencies in Ukraine.

In January 2022 the partner of the target client was approved. The target audie
of WARTO Communications Agency is medium and big business. In Appéngiou
can review the application of the target audience. It looks as follows:

1. Ukrainian corporations and international corporations represented in Ukraine
Agencyesare interesting because cooperation with them is good for the image a
stable work. It is these companies that buy subscription services and focus-terhong
cooperation.

2. Stable Ukrainian companies that are medium and large businesses and al
the top 10 in their industry.

They are interesting for cooperation because they are open to experiments, re
to work quickly, and less biased.

3. International grantaking organizations interested in working in Ukraine and

cooperating with Ukrainian companies.
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Unique selling proposition of the WARTO brandEffective marketing and PR
tools that solve clients' business problems, implemented with high expertise &
involvement of the agency's specialik

WARTO provides services not only on the territory of Kyiv but there are region:
and altUkrainian projects. When selecting clients, they necessarily go through seve
stages of qualification. One of the important and priority issues for the agency is |
budget, as WARTO positions its services above average, it is worth considering
answer to the question: OWhat is the n

Here is the list of various clients of WARTO: Credit Agricole, UNIDO, Cherkasy
Regional State Administration, Nemiroff, Business Centre VEDA, Network o
supermarkets Velmart, Cottage Village Cherry Village, Tetra Pak, IDS Grou
Tabletki.ua and others. Usually, there aré dlients in the turnover of simultaneous
work.

The average return of the client for a repeat service is about 20%. There i
regular client who is with WARTO for 10 years and is a chain of supermarkets in Ode
- Obzhord1].

It is worth noting that in connection with the outbreak of a-$alle war in
February 2022, it is the clients under this target partner first returned to work wi
agencies and felt it necessary to speak in the media and the Internet.

In 2022, the agency has set itself the goal of entering other markets and find
new channels to attract clients. WARTO did not choose any specific strategy to achi
the set goals, but in the summer of 2022 was opened a department for working v
partners (this department is part of the department that deals with the image and P!
the agency), the agency decided to move in the direction of finding paapensies
from Europe, USA, so that they would transfer clients or do joint projects with ther
There were discussions and even made calculations of the fulfilment of services fc
clients from Ukraine, who wanted to enter a new market in Europe. One of the reas
for the failed deal was the high level of costs. It was also decided in 2023 to fully jo
foreign, and international organizations and participate in various formats

performances.
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The situation for autumn 2024 is the agency has more than 20 patesrses
abroad, WARTO is a member of the organizations SUP (Community of Ukrainie
Enterprises), VRC (AlUkrainian Advertising Coalition), Community of Financial
Directors of Ukraine and PRCA (Public Relations and Communications Associatio
and Piarity.

For the company to move forward in a positive direction and be accepted in t
foreign market, it will be rational to promote WARTO with the help of IM. For an
effective application, it is necessary to study the marketing environment of tl
communication agency.

The first step is to study the external environment and the factors that influen
the development and prospects of the agency. The generally accepted analysis o
external environment is PESinalysis. This type of analysis includes universal factors
such as Political, Economic, Social and Technological. When a company wants to el
the international market, it should carry out this analysis regardless of its sphere. E
factor of PEST analysis can have both favorable and unfavorable impacts on
partners, showing new opportunities or risks for the business. As for adaptation to r
markets taking into account IM analysis gives an approximate forecast of opportuniti
PEST analysis is a point system. Assessment of the level of influence is from 1 tc
where 1 is a minor impact that does not affect the results of the company, and 3 is
change that will be immediately visible in the company. The probability of change
scored from 1 to 5, where 1 is no change and 5 is a very large ifGpact

In Appendix B there is a PEST analysis for PR and communication agency
WARTO. According to this analysis, we can draw the following conclusions that tr
most significant risks and opportunities are political and sogitural aspects. The
most significant factor in the political sphere is war (weight 0.43), this factor has
serious impact on business in the communication sphere. Strongly influential factors
addition were political instability and state policy regarding censorship represe
threats, although to a lesser extent (weight 0.15 and 0.10 respectively).

As for the economic sphere, it is worth highlighting a significant factor o

currency fluctuation (weight 0.27) (which directly depends on the political factor
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mentioned above), which affects the cost of international communication campaig
and may affect the price increase. There are likewise risks with price increases (we
0.26) and changes in consumer spending, which can directly affect the marketing
PR budgets of companies, unfortunately, this will lead to their reduction.

Political events have directly affected the social and cultural sphere where 1
main challenge is the migration of workhage people abroad (weight 0.45). This
already hurts the availability of qualified personnel and the labour market. There :
positions in the agency of management positions that are difficult to close for this v
reason.

Agency should pay attention to tec
emergence of new communication platfo
them into marketing campaigns too plays a key role. It is expected that the succes
adoption of these platforms (weight 0.25) and trends (weight 0.25), along with t
development of artificial intelligence (weight 0.22), will help strengthen the agency
position in the market and reach new ones through IMC.

In general, it is important for the WARTO agency to adapt to rapidly changin
conditions, and to always monitor and analyze what is going on around them. It
important to take into account all these factors to be competitive and to stay in busin
at all.

If we consider the competitive environment of WARTO, the agency has about .
competitors in the market of Ukraine, which are actively engaged in activities. But sin
the PR agency is going to enter foreign markets and use integration marketing in
case, consider the Table 2.1. and Chart 2.1. in which you can see the competitors
which HAVAS, PRoVision Communications, PLEON Talan are representatives of lart
agencies in Ukraine. MAINSTREAM already has a client market in the UK, EU an
USA [33]. This choice of competitors was made specifically to understand who as w

has clients abroad.
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Table 2.1.

Enterprises Market leaders | Enterprises with 8 Enterprises with § Market outsiders
strongcompetitive| weak competitive
position position
With a rapidly Be-it Agency, Gres Todorchuk PRoVision N/A
improving MAINSTREAM Communications
competitive position
With an improving FedorivAgency WARTO KYIFORNIA B2BPR
competitive position
With a deteriorating HAVAS Brandcom PLEON Talan Nerd agency
competitive position

* compiled by the author

As demonstrated on the Competitive market card the main competitors f
WARTO are Beit Agency and MAINSTREAM. Even though its client bases are
concentrated on Ukrainian clients, MAINSTREAM has managed to integrate i
services into new markets and make projects. Besides, these agencies have an indiv
approach to clients and personalisation of services, if a service is not on the list of b
services, it does not mean that it is not possible to implement.

Looking at the analysis of competitors in fhig. 2.1. it is clear that WARTO and
Gres Todorchuk have the highest price for services and at the same time one of the
quality of services. Additionally, MAINSTREAM has a lower price but the quality of
services remains excellent. Due to all the above mentioned, MAINSTREAM
considered to be the main competitor of WARTO.

In Appendix C it is possible to study the analysis of competitive forces in the
industry according to Porter. This analysis is a comprehensive and systematic apprc
to assessing the competitive environment and facilitates strategic decisions that

affect the longterm success of the company.
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Competitor Analysis

Competitor Analysis Higher Price

Gres
Todorchuk

HAVAS

Lower . Higher
Quality - T Quality

B2BPR

Lower Price

Fig. 2.1. Marketing communications tools

* compiledby the author based of][

With this analysis, the agency will be able to understand the different force
make informed decisions and adapt to new mark&is [

According to the results of WARTO analysis, it is clear that it is quite easy t
enter the PR and communications sector, so there may be an increase in compet
But as for suppliers (in our case contractors who work on outsourcing) will have litt
impact on business, as there are always reserved channels of replacement.

After the analysis WARTO agency should expand its services and differentic
itself otherwise there is a chance to get lost among competitors. Therefore, entering
markets is the right decision.

It is worth referring to the analysis of the external marketing environment trenc
that are now actively used by other agencies. Select those that contribute to
development of the industry and sometimes ask to adapt to them. One such tren
artificial intelligence. It is very often used in creative tasks to help direct thoughts in
standardized direction, generate images for social networks and correct texts for me

As for the expert opinion on this matter can be divided into two camps. Some believ:
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IS a new opportunity, others that it makes work more difficult, but both sides agree tl
it is worth developing and exploring the correct, ethical use of Al. McKinse
emphasizes that such fAbwered predictive technologies increase the likelihood o
conversions and reduce advertising costs, giving companies more accurate targe
tools. Many experts, including PwC, believe Al will be a major driver of change i
marketing in the coming years.

The trends include personalisation and hytpegeting. Consumers increasingly
want a unique approach to themselves and focus a lot of attention on themselves.
of companies claim to provide their customers with a personalized experience. But o
60% of consumers say they receive personalized offers [

Thus, agencies should pay attention to the correct use of this trend and
individual approaches for each potential client, current client and past client. Accordi
to statistics, 35% of clients return to the agency for repeat services, which is
excellent result, given that many companies hold tenders for agency approval.

Furthermore, the WARTO agency can apply the trend of omnichannel, as it
relevant not only for their clients but also for themselves. Omnichannel is the use
different channels of communication with the client, which implies the existence of
single system in which the following blocks are maintained, changed and distributed
all involved channels:

- A single customer/potential customer/partner profile

- Commercial catalog of products with all the terms and conditions of pricing ar

configuration

- Knowledge baseg].

Sustainability and involvement with charitable organizations are some of tt
most important elements for businesses today. The WARTO agency is not stanc
aside from this either. In March 2022, the agency's employees helped companie
cover volunteer headquarters, and free food and medicine distribution free of chal
Thus helping both people and businesses survive.

The last trend worth cancelling is social media presence. It is now more popu

than ever to promote exactly the company/agency brand on social media. This is
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longer aimed at attracting new customers but at increasing brand awareness, and fo
most part, developing an employer brand. We all check social media first before do
something or going somewhere, so the agency needs to evolve in a modern wa
attract the new generation and work for the long term.

Moving on to analyze the internal environment of the WARTO communication
agency, let us start by looking at the cycle of the agénguyre 2.2., understanding

where it stands.

LIFE CYCLE OF THE COMMUNICATION
AGENCY:

02

Development Phase:
Market research and
analysis to understand the
target audience and
industry demands.
- Planning and

06

Saturation:
Market saturation and
intense competition
within the industry.

- Maintaining existing
clients and strategies

strategizing the agency's ... Agency Wartois .. t© "‘JL‘:!S'&??&?J’°’"

service offerings an
business mo%el. currently in the stage

of Maturity:
development,
entering new markets
and in the process of
development.

Fig. 22. Life cycle of communication agency

* compiled by the author based d@j [

The agency is now at the 5th stage, which is the best time to diversify and er
new markets, so this is a phase of active development, which should not be missed
properly utilized. IMC will be able to help in the penetration of new markets and be st
that with greater probability will bring new clients to WARTO and the agency will

represent its services in several markets on a par with competitors, and in sc
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elements may become better, due to its USP is a communication strategy in an exclu
form, which in 2025 the agency plans to patent

One of the basic elements of the analysis of the internal marketing environmen
the calculation of indicators that are in the Table 2.2. and the reason according to
formulas from theAppendixD.

Table 2.2.

WARTO Performance Financial Ratios

Year | Metrics | ROS (%) | ROA (%) ROI (%) | ROE (%)
2019 20% 42% 110% 70%
2020 18% 26.7% 47% 44.5%
2021 23% 60% 90% 100%
2022 28,3% 57.7% 155% 93.8%
2023 30% 58.9% 200% 91.7%

* compiledby the author based ¢f]

These indicators help to assess the financial stability, profitability, th
effectiveness of the company's marketing strategies and the possibility of entering r
markets. Based on the data in the table, we can see that the increase in ROS indi
that the business is profitable and there has been an improvement in team processes
known that the agency was in 2022 added a department and 6 people were hired in
positions, for a communication agency this is quite a lot. The decline from 110%
2019 to 47% in 2020: This is due to the COVIB epidemic and a drop in investment
in marketing and development. A stable ROA of arouneb&% in 2022 and 2023
indicates that the company has found an efficient asset utilization model and
maintaining it at a high level. Overall, the company shows high profitability, whicl
consequently allows it to enter new markets. Figures show that even in unstable yz
for Ukraine, the agency brought profit, that is, the team can find solutions to problel

and stay in business.
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The last element to describe the marketing environment is S\&@alysisin the

Figure 2.3.

Opportunities

Prio  What Weighting (sum =1) Prio What Weighting (sum =1)

1. Strong brand 0,2 1. Development through social media 0,2
2. Innovative Approach 0.2 2. Good management between the team [oA]
=, Reliability and quality 0.2 =, Author's approach 1
4. Work experience 01 4. Global Expansion: 0,2
5. Alarge set of cases 0,2 5. Strategic Partnerships 0]
6. Great services [oA] 6. Develop differentiation among other agencies 0.2
7. 7. 0

Weaknesses Threats

Prio  What Weighting (sum =1) Prio What Weighting (sum =1)

1. Limited Resources 03 1. Intense Competition 0,2
2. A small circle of really cool professionals 0.4 2. Market Volatility 0,2
158 Insufficient coverage of agency's own capabilities. 03 158 War 0.3
4, 4, Inflation 0,2
HY HY

[ [ 0
7 7 0

Opportunities Threats

Agressive Conservative

ﬂ Sum of interactions (SWOT + TOWS) Sum of interactions (SWOT + TOWS)
L

o

c 136 64

O

[

5 Sum of weighting (SWOT + TOWS) Sum of weighting (SWOT + TOWS)

12,4

Competitive Defensive

w0
8 Sum of interactions (SWOT + TOWS) Sum of interactions (SWOT + TOWS)
w0
]
o 44 48
-
O
g Sum of weighting (SWOT + TOWS) Sum of weighting (SWOT + TOWS)
12 13,4

Fig. 23. SWOT-TOWS analysis
* compiled by the author

The purpose of this analysis is to identify the strengths and attractions where

company can actively involve marketing efforts, and include the fears and threats t
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are worth taking into account and take into account when developing a strategy,
will not be an exception for IMC [5].

SWOT analysis showed that the strengths of the agency are a strong branc
Ukraine, innovative approach, reliability and quality, as well as a large number of cas
The strongest threat to the business is war. The weak side of the business is a ¢
number of really professionals, which is largely influenced by the move of Ukrainiat
abroad. The opportunities that have the most impact are development through sc
networks, establishing strategic partnerships and expanding globally.

Appendix E contains the TOWS matrix, which seeks to combine the results of t
SWOT analysis to generate different business development options depending on
strategy. This analysis allows you to understand the relationship between characteri:
and factors from different SWOT sectors and develop strategies to strengthen
mitigate them [47].

According to the strategy selection matrix, the appropriate choice would be
aggressive strategy. This is an emphasis of WARTO's capabilities and strengths.
total weight of interactions is 32.4. This emphasises the potential of the agency
actively exploit its advantages in new markets.

It is also worth emphasising the TOWS analysis, which showed that it would |
optimal to apply SO strategy with WO elements. From this strategy is expected act
growth and development of business, expansion and strengthening of reputation w
optimising internal processes and removing barriers. Thus, by balancing the t
strategies, the development of the agency will be aimed at the expansion :

acceleration of the brand, minimising risks.

If the agency uses IMC then there will be prospects to create consistent &
creative marketing messages for different markets, will actively use digital platforms
reach international audiences without the need for a physical presence, will work
expanding the offer and integrating additional services (e.g. strategic consulting), wh

will contribute to strengthening the competitive position in the international arena.
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Thus, WARTO has the potential to become a successful player in internatior
markets if it optimizes its internal processes and uses the strengths it already ha

implement IMC.

2.2. Analysis of the Marketing Communications System of th&VARTO
Brand

Brand marketing communications are an integral part of the strategy. WARTO
a communications agency that needs to build strong relationships with past, present
future clients, employees and contractors, and partners. Communication is important
building the brand and image of any business, so it is worth paying attention
developing the right tone of voice for each communication channel, understanding w
works effectively and what does not, monitoring the results and, last but not lea
feedback on the work, as all of the above affects the success of entering the internati
market. And considering what will be used to improve the IMC agency's work, tf
current state of marketing communications is a necessary element.

Il n 2022, the agency has a mission:
public influence, to convey values to the hearts of millions. By strengthening busine
we strengthen the country's economy. 0

The main goal of the WARTO agency is to strengthen sustainable companies :
unlock their potential with the help of marketing and PR tools. By strengthenir
business, we develop the country's econd®hy [

The values of the WARTO brand include the following points:

- Systematicity

- Expertise

- High quality and guaranteed results

- Involvement

Tone of voice of the brand can be described as light, emotional, with humor a

irony, with elements of storytelling, encouraging discussion. The tone of WARTO
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communications is not intended to preach, but to explain and engage in discuss
interestingly, sometimes provocatively, and always providing practical benefits.

A linguistic analysis of the information space over 3 months shows a saturation
positive word forms around the brand that relate directly to the core activities of t
work. This forms a positive information space. The keywords are communicatio
agency, business and wor8j.[

It is important to note that during its history WARTO had 2 rebrandings in 2022 ar

2024, the evolution of the logos can be seen in Eig. 2.4.

4 BAPTO

areHLuis KoMyHikauin

Fig. 2.4. Evolution of the WARTO logo
* compiled by the author based [#8}

The first rebranding was related to the military events in Ukraine, as tr
cgrenade is a trigger symbol that could no longer be on the logo and represe
WARTO. Just at the same time, the first attempts were made to enter other marl
with communications and after a year it was decided to make another rebranding
would show the identity and origin of the agency from Ukraine. The changes in 20
were aimed at further prospects of creating integrated i.e. common marketi
communications in new markets.

When it comes to positioning for external communications, WARTQO
Communications Agency is a bold and expert partner that anticipates trends, off

effective and creative solutions, and is easy and efficient to work with.
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It has two theses for positioning for internal communications. The WARTO tea
is a team of happy and confident professionals who keep their finger on the pulse
trends, create a product of impeccable quality for clients, and build and develop tf
expertise through work in the agency.

WARTO Communications Agency is an environment of continuous profession
growth for the teamd].

The agency uses Facebook, Instagram and Linkediris an active user of social
media, acting as an expétig. 25. The idea behind the agency's social media is to b
interesting for business directors by showing successful cases and expert opinions.
of the main orientations of WARTO is to educate and inform modern directors about

importance of PR at any time and the advisability of investing in their services.

< warto_agency v ¢
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Fig.2.5. Social networks WARTO
* compiled by the author based @)49,5Q

Today the agency is also adding new content in a humorous format. It is aimec
telling life situations of the input of working with agency and to understand more aba
the pains of PRs.

On the Instagram platform WARTO uses such channels of attraction as targe

advertising, Reels, always replenishes topical stories and regularly posts 2 times a w
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The disadvantage of the page is a low level of engagement and lack of storytelli
Examples of posts can be found in AmgoendixE.

As for Facebook and Linkedin, there are duplicated posts from Instagram,
exception is that on Linkedin there is an audience of agency partners from otl
countries, so for them and attract foreign audiences in general, they publish conter
English. Additionally, the staff shares posts in groups on Linkedin, to expand tl
foreign audience. As for the growing popularity of Tik Tok WARTO does not lead an
does not plan yet, as it believes that there is no target audience, and even if there is
directors should be somewhere to relax and not listen to about work.

The comparative analysis of the social networks of WARTO and competitors w
carried out in Table 2.3.

Table 2.3.

Comparison of social networks of communication agencies

Indicators WARTO |HAVAS | MAINSTREAM | Gres Todorchuk | Be-it Agency
Number of Instagran 518 1425 280 12, 3s 584
followers

%, audience engagemg 0,05 0,1 0,09 0,06 0,05

(10 latest posts)

Number of Faceboo] 1, 9§ 2, 2 4K 20s 4,6K
followers
%, audience engagemg¢ 0,003 0,005 0,02 0,01 0,04

(10 mostrecent posts)

Linkedin presence + + + + +

TikTok presence - - - - -

* compiled by the author based @j [
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The results show that the leaders in attracting audiences are not always those
have more subscribers. Today businesses are more interested in quality than in qual
so the leaders in attracting an audience on Instagram are HAVAS and MAINSTREA
and on Facebook, it is Gres Todorchuk. Warto occupies an average posit
everywhere, it is not an outsider or a leader, so there is room for advancement
something to change in its communication with the audience. According to the tak
TikTok nobody has, Linkedin is gaining more and more popularity in the busine
environment in Ukraine, so it is worth paying attention to them.

The results show that the leaders in attracting audiences are not always those
have more subscribers. Today businesses are more interested in quality than in qual
so the leaders in attracting an audience on Instagram are HAVAS and MAINSTREA
and on Facebook, it is Gres Todorchuk. Warto occupies an average posit
everywhere, it is not an outsider or a leader, so there is room for advancement
something to change in its communication with the audience. According to the tak
TikTok nobody has, Linkedin is gaining more and more popularity in the busine
environment in Ukraine, so it is worth paying attention to them.

|l n addition to soci al medi a, t he F
Digest 66 on Tel egr am. This channel IS
agency. It publishes identical material to Instagram and congratulates the employee:
their birthdays. As of October 2024, the Telegram channel has 54 subscribers.

On theFigure 2.6. shows that the agency is actively using SEO and direct traffi
to attract clients, this is aimed at working on brand awareness and website optimisat
At the same time, there is an opportunity to strengthen the social media strategy, |
search and email marketing, which could help the agency to adapt and gain a foothol
foreign markets. More information on social media and website traffic can be found
the Appendix-.
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Channels overview
Sep 2024 Worldwide All traffic

50%
497

Direct Email

Fig. 2.6. Marketing Channels WARTO
* compiled by the author based dsi]

The first 3 pages of Google contain links to the agency's communication chann
and profiles in various directories and databases. The information figldutsal to
positive.

Contextual analysis revealed the following distribution of mentions:

- Irrelevant mentions 42%.

- MASS MEDIA - 19%

- Own communication channel§%.
- Dossiers/profiles 18%

- Job search website®9%

- Review sites 5%.

Media relations are mainly focused on publications in specialized publicationr
Publications are issued regularly. However, specialized publications are not includec
Google. News is of lesser value to the search engine, which is why they are
displayed on thérst page of Google.

The assessment of the information space by the Semantrum monitoring sys
showed that the information space has a neptsitive coloring:

- Neutral mentions 79.6 per cent

- Positive mentions 20.4 per cent
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There are no negative mentions of the brand. The agency's target media
professional publications (Sostav, Marketer, CASES, MMR, Vector and others
business publications (both in general and indusbgcific) and socipolitical
publications (UP, NV, Liga, Hromadske).

In addition, they actively publish blogs on UGC platforms (CASES, SPEKA, N
Chasi) P.

In 2023, it was decided to promote the agency at various profiles and furtr
various profile conferences. Thus, CEO and founder Natalia Kholod together with |
director Maria Bagatikova spoke in London, UK at the PRCA conference on cris
communications, which influenced Warto to join this organization on goa@hbasis.
There was also a presentation at the annual AMIN Conference in Valencia, Spain
2024 the agency participated as an online speaker at the conference held in Sri Lanl
the 10th World Congress on Media and Mass Communication. Speaking at varic
conferences and participation in business or profile associations contribute to increa:
brand awareness, and finding new clients and partners. As an entrance to fore
markets with IMC, speaking in English has a positive impact, so you can make yours
known and demonstrate expertise.

WARTO occasionally uses mailings of materials through its dataliaseil
marketing is done from 7 to 15 times a year depending on the needsgé&hey's
database is about 500 contacts (this includes directors, owners and managers of me
and large businesses), with an average open rate 0f138%

Therefore, we can conclude that after the analyses conducted, the communica
and PR agency WARTO has all the possibilities and prospects for further promoti
and obtaining the first order in the foreign market. For this purpose, it needs to chal
its vision and strategy to a greater extent on IM. The agency made certain element
such strategy: posts in English (they are irregular and without analyzing the interest:
the audience in the markets of interest), speeches abroad in English, demonstratic
expertise and what is no less important internationality, active participation
associations (at the moment, no advantages of participation have been used), po

posts equally on all social networks and they are aimed at the same audience, whic



41

the TA. It should be noted that there has been a rebranding, which in the future v
contribute to recognisability and will be universal for many markets, which directl

helps IMC to implement in life.



CHAPTER 3. IMPROVEMENT OF THE INTEGRATED MARKETING
COMMUNICATIONS SYSTEM OF THE WARTO BRAND
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3.1. Directions for Improving the Integrated Communications System of the

WARTO B

rand

Based on the analyses carried out in Part 2 of this paper, it is possible to identif

the main areas of the agency in which changes should be made, taking into account:

idea of continuing to enter new markets. WARTO agency is recommended to

completely restructure and improve the existing elements towardBh®dpurpose of

the change is to enter foreign markets and increase brand recognition. Implementing

subsequent changes requires an understanding of which countries we will target. Let

consider the table analysis of options, which the agency considers for the exit Table :
Table3.1.

Comparative analysis of countries

Country | Openness to | Loyal Developed Cons of Peculiarities of
foreigners attitude business sectory choosing a communications
towards country
Ukrainians
Germany | High. Labour | 47% of Automotive, IT, [ High Formal
migration and| Germans | engineering, competition in | communications,
academic consider | finance. PR sphere, emphasis on accuracy
mobility are | support for complex reliability of
welcomed. Ukrainian business information and long
refugees regulation, term relationships.
necessary. high costs of
market entry.
Slovenia | Medium. Assistance| Tourism, Small market, | Formal style of
Open country| is provided| logistics, high communication,
integrated to pharmaceuticald dependence ol respect for European
into the EU, | Ukrainian EU, low standards of business
actively refugees. awareness of | culture.
attracts PR tools
foreign among local
investment. businesses.




ContinutionTable3.1

Unpredictable
Serbia | Openness Limited data, | Agriculture, | yojitical Less formal approach
grows despite | but support | manufacturin| iz ation, slow | {0 COmmunications,
lack of EU for Ukrainians| g, IT. economic emphasis on personal
membership. | is at the level growth, connections and trust.
of limited PR
humanitarian resources at
aid. the national
level.
Croatia | Integrated into | Support for Tourism, Seasonal Formal approach,
the EU, tourist | Ukrainians is | shipbuilding, | dependence of strong influence of
and business | provided at | wine the business, | European business
exchanges are | the level of production. | small market, | culture.
welcome. the EU and high
national competition in
programmes. the tourism
sector.
Austria | High. Provides Finance, IT, | High costs of | Formal and
Attractive temporary energy, maratisation | professional
country with a | assistance to | environment | and PR, communications, high
developed Ukrainian al complex business ethics.
economy for refugees technologies.| regulatory
specialists. procedures,
market
saturation.
USA Very high, Ukrainians Technology, | High Dynamic
especially for | receive entertainmen| competition, | communications,
qualified support t, medical. cultural emphasis on creativity
people. through differences, emotional engagemern
government the need to and adaptability.
programmes adapt
and NGOs. communicatio
ns to a diverse
audience.

*compiled by the author based oh12,2,15,20,16,21]
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Based on the results of the table, the following can be determined: start enter
the markets of Austria or Germany, where there is a significant market capacity &
high demand for systemic communication strategies. The next stage will be a grac
expansion. After consolidating its position and developing cases in Austria or Germa
consider countries such as Slovenia or Croatdditional markets for diversification.
They will help to expand their importance in the European market. For adang
strategy, plan and prepare to enter the US market to capitalise on its potential to s
the business. Going straight into the US market will be quite problematic at the mom
due to the unstable political environment possible restrictions, and unfavourable polic
for foreigners.

The right option would be to focus the agency's attention on integration into tl
Austrian and German markets. It is very important to take into account the
peculiarities in communication and attracting new clients, they will be mentioned
section 3.2.

It is the integration approach (combining digital, PR and offline companies) th
meets the requirements of these markets, as it emphasises professionalism anc
ability to solve clients' tasks in a systematic way. And WARTO positions itself as
systematic and serious agency.

The first important element of adaptation is rebrandihg. worth changing the
name of the agency so that it becomes understandable to foreign clients
immediately evokes the riglaissociationsT he new name i s O6Wor
this change, the name will carry the same meaning as in Ukrainian, but it will be ea:
to be perceived by clients and partners and will evoke emotions that are embedde
the new brand positioning.

In addition to the name, the agency's mission, goals and target audiences
been updated. These changes are presented in section 3.2

The second area of development will be content and social media in general.
date, the agency's publications are occasionally published in English, but this is
enough to attract and build a brand abroad. A good option would be to create a f

fledged agency account on different social platforms such as Instagram, Facebook
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Linkedin, which would be targeted at foreign audiences, i.e. relevant to the countries
interest.

It is worth segmenting the content, it should have its own purpose (brat
awareness, employer brand development, educational or entertaining content, etc.).
will help the agency to develop and deliver separate messages on one platform.

Segment the audience for social networks into: future clients (medium and lar
businesses, international corporations); separate CSR projects (UNESCO, USAID
others); current clients; clients of internal activity aimed at the team, future employe
and the agency's achievements. Such targeted content placement promotes more ac
and attracts new subscribers.

However, one must consider the popularity of social media in our areas
interest. AppendixG lists the popular social networks in European countries for 2024 &
Facebook, Instagram and Pinterest. While in the US, Facebook, YouTube and Instag
are leading the way. With IMC, there is an emphasis on versatility and adaptability. T
right thing to do is to study the leading platforms that are popular in the markets
interest, such as Pinterest and YouTube.

These platforms can be done initially in English and you should define your go:
and expectations from them. Pinterest is a platform for inspiration and should be use
post pins, not just pictures, but links to articles, the podcast too written about below, ¢
in general to drive traffic to WARTOQO's website or Instagram. YouTube: you shoul
focus on informative content and you can make a podcast about PR and busines
different countries, invite guests from different countries and show how different we ;
are, but at the same time emphasise that integration and communication help to fir
lot of common ground and we are closer than we think. The purpose of this podcast i
show WARTO agency staff an understanding of the business of different countries ¢
to pave the way for trust through this expertise, not only as a crisis management age
but also as an international agency.

The content should take into account the differences of people and opinions,

do not show discrimination against minorities, nations, races and other things. Due
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the fact that every country has different laws and views, for example, you should av
bringing up issues such as people's-traditional orientation.

Influencers are the driving force in today's world. It is worth considering option
for cooperation with foreign bloggers. Yes, ordinary bloggers will not be a good ide
but you can consider bloggesstrepreneurs, Ukrainians who have opened thei
businesses in other countries, journalists, employees of corporations and neighbou
niche agencies. Such cooperation can serve as advertising for their target audience,
more and more will learn about WARTO agency as an international expe
Collaboration formats can range from podcasts, and organising joint brunches
interviews, joint collaborations on projects.

One trend is personalisation, which can be leveraged to build stratec
Unfortunately, when brands go international, customers lose touch with the brand :
don't feel important and unique. To prevent this from happening, | suggest taking
more detailed approach to the issue of personalisation, i.e. customer relations
Regular video sessions with clients, congratulations on holidays (national and glob
active notification of news and new opportunities and, of course, an audit of the qua
of services provided and expectations, whether they have been exceeded.

Another element for the implementation of IM is a PR campaign in the targ
regions. For this purpose, it is definitely worth identifying key international medi
outlets that are read by potential clients (e.g. Adweek, PRWeek, The Drum). Publisl
articles, case studies and research will help demonstrate the agency's successful
record. Communicating information about entering the international market throut
press releases and interviews with company executives is generally a good idea and
emphasise brand trust. An example of material would be a press release with a
study: AHow WARTO hel ped a gl obal c¢omg

Exactly what integration marketing cannot be successfully implemented witho
is the localisatiorof the service to foreign markets. Include in the list such PR service
that will be oriented to local peculiarities: adapting advertising campaigns to cultut
trends; working with local media and bloggers; creating creative campaigns for loc

audiences. Relevant agency partners will help with this, with whom it is wort
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maintaining clear communication and really building a strong partner network to bet
understand the market.

In the long term, it can be seen that agencies that have representatives in
countries where they provide services perform better. In my opinion, attention should
paid to this. After launching the strategy and gradual exit, the situation and sour
should be analysed for really high growth opportunities and opening a branch of
agency. This is important to maintain service quality and credibility. When enterir
European countries, you should choose a country as well by good location, this v
staff can travel to clients in other countries and again they will feel their importance a
personalised approach. Plus one of the fears of Europeans is that someone from an
country will do the communication for their business, they worry that we will no
understand them and won't be able to get the information to their customers correc
Because of this, building relationships directly is much more reliable and will work fc
the future of the agency.

Implement collaborative tools such as Trello, Asana, or specialised conte
management systems to make it easier to share information. This will allow teams
coordinate tasks quickly and ensure that all content reflects current brand standards.
It is important to take into account that one of the weaknesses of the WARTO agenc
problems with finding and retaining employees. Therefore, it is worthwhile to tak
measures to remedy this situation by working to strengthen the employer brand. For
purpose, it is worthwhile to revise the working conditions of the agency and, on top
that, to add one of the important criteria for recruitment of employ&aswledge of
the English language. It is worthwhile to improve the qualifications of HR specialists,
clearly define the partners of future candidates and really evaluate the proposals
they will be able to agree to. | also advise you to start speaking at various conferer
and webinars to attract employees with your expertise. One of the popular options
finding employees in Europe is universities, in which there is a chance to find a per:
with Oburning eyesdé6 and offer him an
but in the long run, it's a great opportunity and gives you the chance to cultivate y«

inner ideal candidate.
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It is worthwhile to conduct regular training for the team to learn new trends ar
conduct various trainings to study the culture and peculiarities of communication
certain countries. This contributes to effective work with foreigners.

At the end of the day, it is worth developing an international communicatio
strategy that will focus on positioning for foreign markets. It helps to understand whe
the business is going, and how and where to communicate. It will furthermore make
easier for employees, as they will know the clear goals of the agency and evaluate t

actions in every possible way to bring the overall results in the right direction.

3.2. Analysing cultural specificities in communication within the countries
under research

Building a strategy effectively requires an understanding of cowspiegificities
(in our case Austria and Germany). The communication characteristics of differe
countries have been shaped by their cultural, economic and social traditions, wr
makes each audience unique. In international markets, it is necessary to take
account the specific perception of information, the preferred channels of communicat
and the level of formality characteristic of each country separately. Since our strate
envisages IC, the tone of voice and the formation of communication channels must
adapted to the two outbound markets of Austria and Germany.

The national language of these two countries is German but with differe
dialects. English is the language of business and is therefore spoken fluently by
majority of the population in these European countries. The EF English Proficien
Index ranks Austria in 2nd place and Germany in 11th place, which shows a gc
chance of communicating in English without using German in business §@8gch

Table 32. shows the cultural characteristics of Austrian and Germal
communication. The common elements, which can be the point of construction of 1
tones of the voices, are directness and honest communication, striving for clarity ¢

concreteness in expressing thoughts. Both nations pay sufficient attention to formal
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acquaintance, where the use of formal forms of address is the norm.

Table 32.
Comparative characterisation of features in communication
Austria Germany
Characteristic Forbidden Characteristic Forbidden
topics for topics for

communication

communication

Communication style

Restraint, formality and politenes|
in the initial stages of
communication; as a relationship
established, more warmth but

maintaining formality.

Nazismand

neaNazism

Small talk
Germans do not spend much time
on small talk; it is not considered
rude to get straight to the point of
the meeting. Light chitchat is
possible but is rarely initiated.
Germans are usually willing to
indulge in idle chitchat when they
notice that a colleague wants to tz
lightly; however, they are unlikely

to initiate it.

Nazism and
Fascism.
Genocide and
racial

discrimination.

Direct communication

Honesty, clarity and openness in
communication; avoidance of
personal issues before building
trusting relationships; directness |

especially noticeable in writing.

Immigration
and refugees.
Religious

minorities.

Direct communication

Direct, focused communication;
clarity and precision of words;
criticism is often delivered gently
but with a clear message. May be
perceived as defiant because of
directness. However, this is simpl
their way of ensuring clear
communication.

People tend to speak honestly,
clearly and explicitly to get straigh

to the point.

Opposition to
women's rights.
Insults to
religious

minorities.
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ContinutionTable3.2.

Attention
Modesty and restraint; avoiding loud behaviour,
inappropriate dress or excessive compliments; l0s

one's temper in public is highly undesirable.

Political
incorrectness.
Direct accusationy

of corruption

Honesty

Openness and
directness; it is
important to be
honest and avoid
evasiveness,
especially in
sensitive matters.
Indirectness is often
taken literally. Avoid
evasiveness when
asked sensitive
guestions. Show
discretion and be
honest; indirect
behaviour is likely to
be interpreted
literally.

Immigration
and

integration

Formality
0Si

us i

be

)

e o
ng
considered impolite, but young people are more

Use of f or mal

i nf or mal 6dubo;

likely to use informal communication.

Problems with the
LGBTQIA+

community

Silence
Germans speak only]
when they have
something to say;
comfortable with
silence in

communication.

State
censorship
and freedorn]

of speech.

Humour
Subtle, cynical and dark; preference for irony and
wit; Austrian humour is difficult to understand due

cultural and linguistic peculiarities.

Criticism of the

European Union

Humour

Preference for irony,
wordplay and
innuendo; sarcasm
can be

misinterpreted.

Crisis in the
EU and

European
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ContinutionTable3.2.

It can sometimes be difficult to detect the use of hurasut
is not always accompanied by a change of expression or
laughter and smiles. Speaking English, it is easier for
Austrians to understand the humour of the Eneggigbaking
West than vice versa, largely because the jokes are lost in
translation from German to English. This can sometimes g
the impression that Austrian humour is dry, even though it
not. The word 6Schm26 is a co
describes is a colloquial expression that describes Austria

(especially Viennese) humour.

*compiled by the author based on [39]

Another common element is that both Austrians and Germans respect silence
conversation, preferring to speak only when necessary and avoiding filling pauses v
empty words. They value effective conversations.

Humour in these cultures tends to be subtle and indirect, and sarcasm and ¢
deprecation are often taken literally, requiring caution when using such form
Moreover, general restraint in emotional expression and behaviour creates
atmosphere of professionalism and respect in business contacts, which cannot be
about their communication with family and friends.

It is vital to find a neutral way of addressing for correct perception on both side
without harassing each of the nations.

Having foundcommon points in communication between Austria and Germany
it will be important to pay attention to what can and cannot be done in communicati
and information transfer in these countries on the TaBle 3.

After analysing the communication behaviour of Austria and Germany, w
managed to find common points, so we adapted the tone of voice to the informat

above.
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Worth IT tone of voice: lightness and professionalism. Precision and structure :
important, but at the same time, accessibility and the ability to convey informatic
clearly and unobtrusively are valued.

Table 33.

Comparison of what can and should not be done in communication

To do

Not to do

Austria

Germany

Austria

Germany

A

conversation is Austria]

good topic of

regional diversity.
Austrians love to tall
about their home regior
Many feel a sense (
belonging to their regiol
of birth, even if they lef
many years ago. Als(
show

a sense q

admiration for Austria's

Try to get straight td
the point.
generally do not nee

a lot of small talk to

warm

conversation.

often

when

up

appreciate

others

straightforward.

German

The

a

ar

Do think  that

Austrians and Germar

not

are one and the sam
There are clear differenct
in culture, customs an|
values between the tw
countries. Some Austriar
may feel resentmer
towards Germans. Thu
do not call an Austrian

German a German and f{]

Avoid

across rooms d@

shouting

drawing attentior
to yourself in
public.
Disobedient
behaviour can b
seen as a lack ¢

self-control

natural  beauty an not to compare the tw|

landscapes. countries.

Respect an Austrian| Give sincere answel Avoid being late of Do not pressure
personal space. Mar|to serious question] cancelling arrangements [ German to
people  value theil and avoid introducing the last minute| reconsider thei
physical and person{ humour to lighten up { Punctuality is highly decision on ai

privacy when they ar
among strangers. Thu
ask permission befor
taking

photos o]

videoing someone.

harsh conversation.

valued by Austrians. |
you expect delays, wal
your Austrian colleagu
th

and apologise for

delay.

issue if they have
already given

you their answer
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It is also expected ths
someone will knock ol

doors before entering

Talking about persong
matters and being mol
open in body language
more acceptable if yo

have a well-established

For example, insistin
that they do somethin
after they have alread
politely declined may b
perceived as intrusive
even if it comes from

good place (e.g. askin

them to accompany yog

relationship  with  youl somewhere or hel
Austrian counterpart themselves to food).
Try to engage in enrichinl When making Try not to obscure whg Avoid last  minute
conversations.  Austriar] plans with yourl you mean because |{ cancellations in Germa
generally like to gaifl German modesty or shynesjor being late. If yol
knowledge and leari colleagues, b{ Austrians prefer dired expect delays, give yol
Show interest in learnin| sure to includd and straightforwar¢ German colleague fa
about a topic that yoy all relevant| communication ang warning of your
Austrian  colleague i{ details to ensur{ questions. Being cleq lateness.

passionate about, and al clarity. and honest is highl

feel free to shareyour valued.

thoughts on topics the

interest you.

As is the case for much { Expect al Do not stereotype d Because of modesty (

Europe, Vaudois mundar
iSs a sensitive topic @

conversation,

German to be

open and hones

when they|
disagree  with
you.

make assumptions abo
Austrians based on th
musical and film The

Sound of Music.

do

what

shyness, ng

yo
mean. Germans pref

obfuscate

direct honest answers
guestions. Directneg
and clarity are highly

valued.
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especially for olde
people. A sense (
collective

responsibility  still
bothers some olde
Austrians. If  theg
Holocaust and
related events occu
speak sensitively an
The

generatio

neutrally.
younger
is more open to sud

discussions.

They tend to bg

polite, but are
unlikely to expresy
their opinion
indirectly  through
ambiguous
innuendos
backbiting. Ask the

German's

an(

permission beforq
taking photos ol

videos of them.

Try not to take
personal offence i
a German informs
you of a mistake
you have made
They

expect you to do th

generally

same for them, t(

help each othe
improve and grow
asindividuals in all

aspects of life.

Approach conversation
about migration  with
caution. Austria is g

transit country for asylun
seekers travelling fron
of

the coast Italy tq

Germany, which mear
that people often see the
transit refugees loiterin
stations.

in Many

Austrians are very
th

other

understanding  of

situation, while
look at the situation in
negative light. Simila
attitudes can be foun

towards the Roma.

Do not talk about thg
actions of Germans i
the world wars as if you

German colleague w4

there. For examplq
avoid say

Ger mans di d
they should take

personal responsibility
Your German colleagu

was most likely borr

after these events ai
was not involved ir
them

Be cautious whel
discussing the

arrival,

Never compare a The
is a strong policy again

Nazi symbolism
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settlement ofrefugees and migrants and hate speech.
Germany and be aware that you may
be able to assume someone's positio
education on the subject. Avo
comparisons with Australian migratio
as it occurs in a different context a
scale.

Approach conversations about the wg Do not refer to the Thirg
wars and the Cold War sensitively. Md Rei ch er a
Germans are open to discussing tt Germany. 6 Th
history. However, some magrefer not it was called.

to revisit the past, while others m

simply be tired of talking about it.

*compiled by the author based on [39]

This tone of voice will aim to be as useful as possible to the audience withc
imposing a too formal or dry approach. The main goal is not to teach, but to offer use
and interesting ideas that help find the best business solutions.

This style allows the agency to mainta@irofessionalism while maintaining ease
and openness to discussion, to different opinions without judgement, which is import
for building trusting relationships with clients in the German and Austrian markets.

It is essentialo understand the media space in the selected countries in order
choose the most favourable communication channels and become like the "locals".
this purpose, in Appendix | for Austria and Appendix J for Germany, respectively, the
i's an analysis of i nformation from tF
spent usi ng t he |l nterneto and ADevi c
understand how relevant the agency's entry into online resources will be and wh
users can see this or that information.

An interesting fact is that on average a German and an Austrian spend abot

hours a day together. Austria is a country more equipped to use the internet,
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population has more devices, which contributes to the effective delivery
announcements or messages from the agency.

Also in this analysis, it is noted which social platforms are used by the loce
Appendix K. WhatsApp, Facebook and Instagram are in the top 3. If we distingui
social networks as a channel of use for posting content, then these are Faceb
Instagram and TikToklt should be noted that Wotsap occupies more than 80% c
popularity among users, so you should use it rather than Telegram to communicate \
customers by creating various communities th&ppendix K highlights the reasons for
using social platforms, popular reasons being "to stay in touch with friends and famil:
"to read the news", "to fill free time", "to search for content” and "to find inspiration fo
things to do and things to buy".

However, the following questions should be taken into considernati@ppendix
L the following questions: "What is searched for on the internet?" and "What content
watched?". With this information, you can determine what to put into your content pla

However, the following questions should be taken into acaoulyppendix L the
following questions: "What is searched for on the Internet?" and "What content
watched?". With this information, you can figure out what to put into your content pla
Of course, behind the popularity people are most often looking for information, al
about the product and brand in Austria is ranked 3rd, in Germany the ranking is lowe
4th place. | will highlight that it was the question about the internet search that show
the difference in the culture of the selected two countries. But when it comes to vic
content, music, humour and tutorial content are in the lead in both countries.

The most important question that cannot be bypassed is how and whether pe
in general use social media to find brand and brand information. By comparing the d
in the Appendix M, we can say 29.95 per cent on average in 2023 in the countries
Austria and Germany together learnt about brands via social media. Overall, onl
media platforms helped 50.25 per cent to learn about trends, which is quite diverse
terms of content, growing elements include messaging and live chat platforms, onl

pinboards (like Pinterest) and blogs.



57

Special attention should be paid to the study of media communication. In Euroj
traditional media plays a high role. In Austria and Germany, trust is maintained
traditional media such as television, radio and the printed press. The lead
publications in Austria include Der Standard, Die Presse and Kurier; in Germany, L
Spiegel, Die Zeit, Frankfurter Allgemeine Zeitung and Bild.

Content in these countries is characterised by an emphasis on quality and de
Both nations value wellesearched, analytical and insightful content. They prefer t
believe in facts, expertise and balanced reporting. Analytical articles and resea
remain a priority.

Austria and Germany have strict laws governing media communication, includir
data protection and advertising standards. German media is one of the most ethic:
the world, as noted by its adherence to the principles of independence and objectivity

Also, common themes that are actively raised in the media are ecoloc
sustainability and social issues. This creates opportunities for brands that are willing
position themselves as socially responsible. Journalists and media are paying atter
to sustainable and green business pracfi@48].

When creating a media plan, you need to take holidays into account a
understand which days you should not go out with positive content. Therefore, a plar
holidays and days when it is not recommended to go out in communication has b
developedscheduléAppendixN. It is worth noting that Europeans value their weekends
very much, so contacting them at Christmas or Easter will not show the agency on
good side. Often in European countries, people may not even go to social networks, -
is better to congratulate clients and partners in communication the day before or a
the holiday.

Despite similar cultural elements, such as the value of integrity, accuracy a
straightforwardness, differences stand out between Austrian and German culture:
their approach to business and interpersonal communication.

A strong inclination towards rationalism structured communication accuracy ar

meeting deadlines are critical staralt cultures in Germany. Whereas in Austria,
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formality persists but communication can be more flexible, with an emphasis ¢
personal relationships and a softer approach in negotiations.

Theseculture differences and similarities can have an impact on internatione
cooptration and interaction, which is important to consider when developir
communication strategies for the WARTO agency. Understanding these aspe
minimizes cultural barriers by introducing integrated communicatioth romotes

effectiveness in interacting in a cresgtural environment.

3.3. Development of a Marketing Communication Strategy for the WARTO

Brand for the International Market

The aim of this section is to develop a communication strategy for the WART
agency, targeting the German and Austrian markets. Particular attention is paid to
use of an integration approach that brings together the different communicati
channels into a single system.

In order for the communication agency WARTO to successfully enter ne
markets several changes havebwomadethe new strategy will demonstrate them as
best as possible.

The name of M MRTO Agency is changed to Worth IT (further in the text
WARTO Agency will be called Worth IT). The new logo can be seen irfritpere 3.1.

Worth

H cornrvnmcarion

1 AGENCY

Fig. 3.1.New logo of Worth IT agency
* compiled by the autho
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The logo has received major changes. Its strategy is to have an internatio
perception. Its colours are: blue (meaning reliability and trust, logic and intelligenc
associated with innovative companies) and white (novelty and uniqueness, freed
which gives an opening to ideas). These characteristics of the colours show
characteristic of agency as best as possible. The logo is located as follows: horizon
the word Worth and vertically from the letter \VIT.

The idea is that WIT also has its own meaning of wit, and intelligence, whic
positively reflects the work of the agency, adding to its uniqueness. The logo features
abstract pattern, adds playfulness and symbolises creativity, which is ideal for an age
that works in PR and communications. It visually emphasises an innovative approacl
creating campaigns. The logo design is adapted to European taste: it is austere but
an element of creativity. It follows from this that it is suitable for work in the markets c
Germany and Austria, as well as in Ukraine.

We create a mascot that will always follow the agency's clients and followe
who follow the news and show interest. For example, it will greet people on the webs
with a popu p phrase: nHel | o, I am your

communi cations! 0. The mascotFigurs3.2a mol €

Fig. 3.2.The mascot is a molecule "IT"
* compiled by the author
Its essence will be as follows: the molecule can transform into different form
which reflects the agency's essence in creativity and individual approach to clients.

Sl ogan: ACommunications That Buil d
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The agency's updated mission statert
into global successes by creating effective communication solutions that strengtt
business and the economyo.

Worth IT agency valueisiclude:

Transparency and trust;

Result orientation;

Creativity and innovation;

Respect for cultural context;
Responsibility and sustainability;
Empathy and personalized approach;
Innovative partnership;

Respect for time and resources;

© 0o N o g bk 0w DR

Stability and reliability;

10. Inclusion and diversity.

Given today's challenges, the agency should set goals that are divided i
business, marketing, communications and mégipendix H These goals are built for
3 years. Let's highlight the main business goals from which all the others follow:

- Gain a foothold in the top 15 PR agencies in Austria and Germany in 3 years;

- Increase the client base by 20% within 1 year,

- Achieve a brand awareness level of 40% among medium and large businesse

All the goals specified i\ppendix Hcomplement each other, forming a holistic
integration strategy that will ensure the successful entry of the Worth IT agency ir
new markets. Particular attention should be paid to the development of localized con
and strengthening the image through media activities, which will contribute to tf
achievement of the set goals and will be accompanied by fewer losses for the busine

Defining the target audience is a key step in developing an effectiv
communication strategy; the choice of appropriate channels, tools and messe

depends on understanding the characteristics and needs of the audience.
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Identifying the target audience is a key step in developing an effectiv
communication strategy, it is on understanding the characteristics and needs of
audience that the choice of appropriate channels, tools and messages depends.

Given the high competition in the segment of communications and PR agenc
in Europe, analysing the current market players will help the agency to form a unic
offer to become a competitive player. In this case, we will use Basic Marketir
Competitive Analysis. Three agencies from Austria and three from Germany we

selected for the analysis Tabld.3.

Table 34.
Basic Marketing Competitive Analysis
Himmelhoc
Factor Worth it [h (Austria) i Key takeaways
"Global "Effecti Clear taglines for
"Effective commu ve all competitors
communice nication "Integrated "Innovative commu focused on
tions with a "Personalize s, local communice communice "Tech nication personalized,
creative dPRatits insights tions tion in focused PF solution strategic, otech
approach" best" " strategies" tech" excellence' s" driven PR services
Medium to Global Small
large tech and
Target businesses Tech, firms, mediumgompet i t ¢
market eventers, lifestyle large  B2B, tech, Tech, Tech busines:focus on tech,
entreprene brands, enterpri finance, digitalizati startups, IT es, tech lifestyle, and B2B
rs SMEs ses healthcare on, startupssector, B2Efirms  sectors.
CEOs, Most competitors
Marketi Tech small target business
Marketing Tech ng C-suite product PR and busines: decisionmakers in

Personas

directors, entrepreneur heads ir executives, managers, marketing owners, tech and
business s, lifestyle tech ancmarketing communice decision  markete communications

owners managers mobility leads tors makers rs sectors.
"Digital
PR, Competitors often
Top global "Corporate "Local focus on tech
organic "PR, "PR for tech, tech communice "Tech PR, PR, related keywords,
(SISl Strategic communicati commu tions, digital "Tech PR, digital with a focus on
Communic ons nication influencer transformatmedia campaic innovation and

ations" solutions" s" PR" ion" relations” ns" digital PR.



62

ContinutionTable3.4
Website, Events, All competitors use
social social Website, Website, Website digital channels
EWG G/l media, Website, media, social social Website, , social with a focus on
LIS events, social mediaemail media, media, events, media, social media and
email influencer  marketi influencer conference emalil partners events for
marketing networks ng networks s marketing hips engagement.
"Digital
"PR "Global PR, Most competitors
PPC services, commu "Corporate "Tech PR, social focus on tech PR
LG strategic  "Tech PR, nication PR, digital "B2B PR, media and digital
communice PR for s, digital influencer communice tech media campaic transformation in
tions" lifestyle” PR" marketing" tions" relations” ns" paid ads.
Digital Social Content types are
Articles, Blog posts, content,  Tech media varied, with blogs,
(S0 a1 1|8 Blogs, case case client video, insights,  content, case studies, and
types studies, Articles, caststudies, interviews, social product  digital digital content as
whitepaper studies, blog digital case media launches, campaicthe most common
S posts content studies posts blogs ns formats.
Focus
on
Mixed client
, (needs case Known for Client Reviews are
Reviews . i . . .
more studies, Positive  effective  Strong reviews important,
presence Positive less reviews, crisis reputation show especially for trust
on review client review case manageme in the tech high building in tech
platforms) testimonials driven studies nt industry  trust and B2B markets.
Faceboc All competitors
Active K, have a strong soci
Social Active on Active on on Linkedl media presence,
R I-I Instagram, LinkedIn, Linkedl Active on Strong Strong on n, especially on
LinkedIn, Instagram, n, LinkedIn, LinkedIn LinkedIn, Instagra LinkedlIn for B2B
Facebook Facebook Twitter Twitter presence Twitter m engagement
Worth it
professional,
similar to other
) Authoritati Friendly competitors but
) Profession: Approachabl Corpora Authoritati Innovative, ve, , with more of a
[, forward e, te, tech ve, tech digital- technical approac forwardthinking
thinking  professional focused savvy focused expertise hable approach.

* compiled by the author based on [47]

According to the results of the analysis for Worth IT the following conclusion:
can be drawn: Himmelhoch, Grayling Austria, and AxiCare more serious

competitors for Worth IT on the Austrian and German PR and communication market
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Agencies should expand their target audience in order not to get lost in the mat
and to get the first successful cases for further search for big business clients. It is w
including options for cooperation with staps, as they are quite often wiihded and
can be a successful creative case study. Worth IT stands out from the competition \
strategic thinking, but it is worthwhile for agencies to develop their creativity to b
unique.

Adapted the target audience for the Worth IT agency with an eye to entering |
Austrian and German markets.

1. International corporations with branches in Austria, Germany and Ukraine

2.  Stable medium and large business companies in Ukraine, Germany &
Austria, which are at the top of their industries.

3. International nofgovernmental and grant organisations.

4.  Cultural and creative industries in Germany and Austria.

5. Local German and Austrian companies seeking to enter the Ukrainiz

6. Ukrainian companies looking to enter the Austrian or German market.

7. Ukrainian businessmen who want to become better known in the publ
space in Ukraine and abroad.

8. Startups.

This target audience is interested in cooperation Widrth IT agency due to its
deep understanding of the local markets of Ukraine, as well as the ability to integr
modern PR solutions into the international context. The agency is noted for
efficiency and responsible approach to quality, which is very suitable for companies
the local markets of Austria and Germany. Likewise, foreigners quite often note t
creativity of Ukrainians, so they may well be interested in working with us. The ma
thing is to make the right presentation of information, adapt services and deve
employees in working with international clients. Worth IT offers a strategic approac
that combines global trends and local specifics, ensuring that companies effectiv

promote their values, strengthen their brand and expand their presence in new marke
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A unique selling proposition also requires change to truly become competiti
and recognisable in markets: "When ideas become the driving fgamechanging
PR". With such a UTP, innovation and ideas will be emphasised, which is valuable
markets where there is a lot of emphasis on a-tagh and strategic approach to
business.

Due to the change of positioning and the above analyses, it can be noted that
expansion of services in Worth IT for new markets is required. Quite often agencies
communication profile take on the organisation of events. In Ukraine, it is not ve
widespreadinclude this service as an adaptation for the Austrian and German marke
But there is a note that it is only for business events (e.g. product presentation, comy
annual report and so on).

A good option for new markets is to split big services into small ones. Thus it
possible to make market research and launch of advertising campaigns a sep:
service. As an example, the agency already has a separate SMM service from
communication strategy.

The third important service is international communication, so that compani
can enter the Ukrainian market or from Germany to Austria or vice versa. Thanks to t
the agency will be able to emphasise its international expertise and develop case
crosscultural and IM

1. Brand as a strategic partner

"We are not just an agency, we are your partner in building a successful future"

"Trust, transparency and results are the foundation of our cooperation”.

2. Expertise in international communication

"We connect local and international markets by creating stories that work acrc
cultures."

"A deep understanding of German, Austrian and Ukrainian audiences allows us
tailor strategies to be as effective as possible."

3. Strengthening the client's competitive position

"Your brand will become an industry leader thanks to our innovative

communication solutions."
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"Every action we take is aimed at achieving measurable business results".

4. Creativity and innovation at the heart of our approach

"Inspiring new ideas that make your brand stand out and stand out."

"Our mission is to turn complex challenges into creative opportunities.”

5. Respect for cultural sensitivities

"We create communications tailored to the national identity and characteristics
each audience."

"Emphasising your uniqueness while staying within local traditions an
expectations”.

6. Supporting sustainability

"Social responsibility and sustainability are an integral part of our work."

"We support brands that are committed to making the world a better pla
through their products and initiatives."

7. Personal approach and attention to detail

"To each client, a personalised solution that reflects the uniqueness of th
brand."

"We understand your goals and strive to ensure every project excee
expectations."

8. Leaders in professional communication

"We speak the same language with ytlie language of success and efficiency."

For a qualitative communication strategy aimed at IM, we will draw up a med;
plan for a year Tabl8.5. It will be valid for development in the Austrian and German
markets. Having a media plan helps to schedule the fulfilment of the strategy objecti
step by step and to clearly define the priorities. The coordination of tasks for t
marketing, PR and advertising departments contributes to the efficient organisatior

working time and increases competitiveness.
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Table 35.

Direction Purpose Channels | Activities Dates KPI
and (2025)
resources
Traditional | Building AustriaDie [ -Posting of 3 expenf March - | -5 publications
media reputation, Presse Der | articles June in top
outreach tq Standargd | -Press releases ( publications
corporate Wiener client successes - 2 interviews
clients and Zeitung - 2 interviewswith published
international |ORF, 3§ agency
organisations | Germany: | management
FAZ, Die
Zeit, ARD,
ZDF
Business Attracting Austria: - Publication of 2 April -July [-2  analytics
platforms medium  and Der industry analysts placed
large Brutkasten | - Participation in 2 -50 leadq
businesses, Leadersnet | business forums through
international | Germany: platforms
corporations | Xing News
and stadups Gr ¢ nd e
ne
Social Brand LinkedIn - Daily postings orl March - [ - 15% increasd
media endorsement, | Instagram | LinkedIn August in subscribers
visual conten{ Facebook |- 3 video case - 10,000 socia
creation  and Pinterest [ studies forYouTube media
audience YouTube, |- Collaborationg engagements
engagement | Apple with 5 Influencers

Podcasts
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ContinutionTable3.5

Social Brand LinkedIn - Daily postings| March - | - 15% increasq
media endorsement, | Instagram onLinkedIn August in subscribers
visual conten{ Facebook - 3 video cas{ - 10,000 socia
creation  and Pinterest studies for] media
audience YouTube, YouTube engagements
engagement | Apple - Collaborations
Podcasts with 5 Influencers
Digital Involvement of| Austria: - Writing 4| April - June| - 4 blog posts
platforms creative Media authored articles - Organic
and blogs industries, Austria, APA]| - SEG traffic up 20%
non Blog optimisation  of
governmental | Germany: content for search
organisations | Deutsche
and Welle Blogs
grantmakers | T3N
Magazine
Digital Involvement of| Austria: - Writing 4| April - June| - 4 blog posts
platforms creative Media authored articles - Organic
and blogs industries, Austria, APA] - SEO traffic up 20%
non Blog optimisation  of
governmental | Germany: content for search
organisations | Deutsche
and Welle Blogs
grantmakers | T3N
Magazine
Digital Involvement of| Austria: - Writing 4| April - June| - 4 blog posts
platforms creative MediaAustria| authored articles - Organic
and blogs industries, ,APA Blog |- SEC traffic up 20%
non Germany: optimisation  of
governmental | Deutsche content for search
organisations | Welle Blogs
and T3N
grantmakers | Magazine
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ContinutionTable3.5

Digital Involvement of| Austria: - Writing 41 April - June| - 4 blog posts
platforms creative Media authored articles - Organic
and blogs industries, Austrig, - SEGoptimisation traffic up 20%
non APA Blog |of content for
governmental | Germany: | search
organisations | Deutsche
and Welle
grantmakers | Blogs T3N
Magazine
Digital Involvement of| Austria: - Writing 41 April - June| - 4 blog posts
platforms creative Media authored articles - Organic
and blogs industries, Austria, - SEOoptimisation traffic up 20%
non APA Blog |[of content for
governmental | Germany: | search
organisations | Deutsche
and Welle
grantmakers | Blogs T3N
Magazine
Event- Personal Austria: - Organising 2| May -|- Attract 20
marketing interaction Viennale business breakfasty September | attendees psg
with key| Germany: |- Organising 1 event
audiences Berlinale, master class o - 3  new
business communications partnerships
forums - Sponsorship of

cultural event
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Digital Involvement of| Austria: - Writing 41 April - June| - 4 blog posts
platforms creative Media authored articles - Organic
and blogs industries, Austrig, - SEGoptimisation traffic up 20%
non APA Blog |of content for
governmental | Germany: | search
organisations | Deutsche
and Welle
grantmakers | Blogs T3N
Magazine
Event- Personal Austria: - Organising 2 May -|- Attract 20
marketing interaction Viennale business breakfasty September | attendees ps¢
with key| Germany: |- Organising 1 event
audiences Berlinale, master class o - 3 new
business communications partnerships
forums - Sponsorship of
cultural event
Partnership | Expanding PR - Collaborationy June - - 5
S presence Association| with 3 international September | partnerships
and through trusteq : agencies concluded
collaboratio | networks PRVAAust | - Partnerships witl - Increase in
ns ria:), 5 local businesses client base by
DPRQGer 10%
many)
Key Building trust| All - Formulation and March - | -Brand
messages | and positioning channels [ dissemination o] September | recognition
Worth IT as a messages throud increased by

communicatio

ns leader

media and socig

networks

15%

69



establishing firsi

partnerships

German businesse

- Organisation of 3

on time

70

ContinutionTable3.5
Cultural Alignment  of | Considerati| - Adaptation of all| April - June| -Positive
sensitivity | content and on of local| materials for loca feedback from
strategies  with nuances il markets 80% of focus
audience style  and| - Conducting focug group
expectations language | groups with loca participants
audiences
Goals for 6 | Building All - 5 partnershipy March - |- All the set
months recognition and channels | with Austrian and September | goals are me

major events

- Creation of 20
media publications
- Engagement o
10,000

via social networks

followers

*compiled by the author

A strong component of PR is special projects, they allow to increase bra
awareness and raise important topics such as ecology, climate, inequality and so
Worth IT agencies can gradually invest and implement such projects. The disadvante
of these projects are the cost of financial, human and time resources. In this reg
guite often such projects are implemented in collaboration with other brands.

Below will be given three variants of special projects that can be implemented
the selected markets, which contribute to achieving the goals of the agency.

1. Cultural PRbridge: Germany Austria- Ukraine

The idea of this project is to organise a series of events and campaigns aime
promoting cultural cooperation between the countries, with a cognitive purpos
Formats of participation in the special project: workshops with creative industries (e
fashion, design); digital exhibition of local brands' achievements; local events in Berl

Vienna and Kyiv; cultural training lectures about the peculiarities of work in thes



71

countries. Partners can be the following organisations: State Cultural Organisatic
Goethel nstitut, ¥sterreichisches Kul turf

2. interactive map "Creative Brands of Europe”

The initiative includes the following idea that a digital platform will be createc
where successful examples of PR campaigns from Germany, Austria and Ukraine
collected. This will be formalised through stories with visualisations interviews an
virtual tours of the offices of creative agencies. Behance, Adobe, local desi
associations and agencies, and PR and marketing associations can support this
study.

3. "People with Invisible Talent"

This project raises one of the most serious topics is the rejection of people w
disabilities. The project emphasises the importance of inclusion in business through
stories of employees with disabilities. This format includes articles, videos al
interviews that demonstrate how companies can support inclusive practices. This for
includes articles, videos and interviews that show how companies can support inclus
practices.

As mentioned above, social media agencies should be conducted in English, <
is better to make separate accounts on Facebook and Instagram, which will be aime
IC. In LinkedIn, we leave one account and keep the same accounts in English.

example of posts and feeds can be seé&mngure3.3., 3.4.
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# How to Build Effective Communications for Your Business?

0 Know Your Audience - Understand who you want to communicate with in order to choose the right
approach.

E3 Define Your Brand's Uniqueness - Your USP should be clear and convincing.

E) Be Consistent - Your brand should sound the same across all platforms.

£3 Use a Variety of Channels - Don't limit yourself to just one social network, combine them for maximum
reach.

E Analyze Results - Continuously improve your strategy based on data.

~' PR success is not a coincidence, it's a well-thought-out process.
If you want your brand to build trust with clients, contact us! %

#WorthltAgency #PR #Marketing #Strategy #Communications

Research in PR and Marketing: How Trends Are Changing in 20257

ul At Worth It, we are always on the lookout for the latest trends in PR and marketing to help our clients stay
ahead of the curve. A recent study revealed some fascinating findings that are changing the way we
approach communications.

©, 1. Personal Brands Are Becoming More Important for Companies

In 2025, experts predict a growing significance of personal brands for top executives and company founders.
It's not just about reputation — it's a strategic asset that helps businesses build trust with audiences and
partners.

2. The Growing Role of Creative Technologies

The use of artificial intelligence, augmented reality, and VR in marketing campaigns not only helps create
unique content formats but also enhances consumer engagement. Brands that adapt to these technologies
show noticeable increases in audience engagement and loyalty.

# 3. Environmental Responsibility as a Core Brand Value

Consumers are demanding more from brands in terms of sustainability and social responsibility. Research
shows that 70% of young people in Europe are willing to pay more for products from companies promoting
sustainable practices. As a result, environmental initiatives have become an integral part of PR strategies.

@ 4. Influencers 2.0: Less Quantity, More Quality
Audiences are becoming more selective. In 2025, influencers with smaller follower counts but more active
and engaged audiences will be in higher demand. It's not just about paying for ads; it's about building long-
term, trusting relationships with the right opinion leaders.

/ Conclusion: PR and marketing in 2025 require not only innovation but a deeper understanding of
audience values. It's a year for personal brands, environmental initiatives, and leveraging technologies to

Create uniq ue content.

& At Worth It, we actively track these trends to help our clients build effective and modern PR strategies.
How can these trends impact your business? Let's discuss.

#PR #Marketing2025 #Trends #Innovation #PRStrategy #SettingGoals #WorthltAgency #Influencers
#EnvironmentalResponsibility B

Fig. 3.3.Example of a text post on Instagra and Linkendini B

* compiled by the author
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< warto_agency

® &

You're invited

“BEYOND |
THE BRIEF |

EPs00E

LFEH

SIK BIAHA IMIHUNA
MIAXIA BISHECY
O KCB-NPOEKTIB?

Why is consistency in
brand communications
important? T

MARKETING TRENDS

KOMCTPATETS!
ANA NEPCOHANBHOTO
BPEHAY

AGENCY SERVICES

UKRAINIAN ;/g GERMAN

s Pebs

Fig. 3.4.Comparison of the old Instagram feed and the new one

nocnyru
e ATEHUIT

A e W

* compiledby the author
Worth IT will set up a Pinterest account to maintain a track in Europe o
revision. The Table 8. shows the positioning of the agency on each of the socie
networks where it will have a presence. This guide will help to clearly distribute tt

desired content and pay attention to each audience segment by segment.

Table 36.
Social Media Guide for Worth IT
Social Target audience Content type Post Goals
network frequency
LinkedIn | International - Agency cases (case studies)| 3-4 times| - Increasing trust in th
corporations, medium| - Expert articles and advice. | a week agency.
and large businesse - Client news and successes. - Attracting large clients
startups - Vacancies and cooperati( and partners.
opportunities.
- Podcast releas
announcements
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ContinutionTable3.6

Instagram | Creative industrieq -Visual caseq 5-6 - Increasing
startups, loca| (before/after). times al engagement.
companies - Behind the scenes { week |- Strengthening th

the agency. image of a moder
- Marketing trends. and creative agency
- Success stories.

- Previews of podcast

episodes (stories/reels

Facebook | International - Announcements d 3 times|- Maintaining the)
organizations, busined events and activities. | a week | image of an expel
community - Reports fronevents. in communications.

- Customer reviews. - Attracting new
- Social and clients through
environmental business groups.
initiatives.

- Podcast

announcements  wit

key topics.

YouTube | Creative industriey - Video cases. 2-3 - Strengthening th
international - Interviews  with| times al expert's image.
companies, clients. month | - Longterm
professionals o[ - Mini-training: PR and audience
beginners in the field | communications tips. engagement throug

- Video reports of educational content,
events.

- Full podcast episode

with visualization.

Podcast | International - Episodes on topicq 2 times|- Strengthening th

(Apple corporations, startupy communications a month| image as an expe

Podcasts) | creative industries,| strategies, PR trend in communications.
professionals or [ successful agency cast - Attracting new,

beginners in the field

- Interviews with

experts, clients an

partners.

clients andoartners.
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ContinutionTable3.6
Pinterest | Creative industriey - Visual case examples 5-6 times| - Attracting a creative
local companieg| (infographics, mood boards). | a week | audience.
professionals o[ - PR and marketing tips in - Strengthening th
beginners in the field | infographic format. image of a visually
- Visual communications trends oriented brand.
- Podcast preview with visual
references.

*compiled by the author

The Customer Journey Map occupies a special place in communication strate
as it helps brands to understand the customer journey from the first contact with
brand to decisiomaking and loyalty building. Taking into account all the specificities
of the customer's action and thanks to which tools he will be accompanied at each s
is the basis of this map. The Customer Journey Map for the agency is built in the Te
3.7.

Table 37.
Customer Journey Map (CJIM) for the Worth IT Agency

CJM Stage | Client Goal Client Agency Tools Key Metrics

Actions Messages

1. Awareness | Learn abouj Researches | SEO, targeted -"We combinel Website visits
the agency the  market| ads, PR cultural CTR on ad
and its| reads articleq articles in keyl context with| campaigns,
services looks for| media (e.g.| business media
agencies Die Zeit, Die| goals." mentions.
Presse). - "Worth IT:
Communicati
ons that work
for your

success."
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2. Interest Discover Visits the| Portfolio on|- "We work| Click-
more  abou{ website, viewq the  website| with industry| throughs  tg
the  agency portfolio, video leaders." service pages
and its| reads reviews| presentations [ - "Your local| social medid
portfolio. on YouTube| stories  will[ engagement.

active social become globa
media successes."
(LinkedIn,

Instagram).

3. Evaluate thd Compares Email "We know| Number of

Consideration | agency as { agencies, marketing, how to adap{ consultation
potential requests service your story for| requests,
partner. additional presentations,| different newsletter

information. | interactive markets." subscriptions.
calendar with - "Worth IT
recommendati| understands
ons. your goals ang
offers
personalized
solutions."

4. Decision Decide to|] Contacts thq Personal "Trust and| Signed
collaborate | agency, consultations, | results are th{ contracts,
with the| clarifies detailed foundation off conversion
agency. terms, commercial | our rates from

discusses th{ proposals with collaboration. | inquiries.
project. strategies. "

"With us,
youol l
measurable

changes."

76
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5. Purchase | Start the| Signs theg Online  and| - "We work to| Project
project  with| contract, offline achieve your completion
the agency. | agrees on th{ meetings, goals." rate, client

project plan. | interactive - "Worth IT: | satisfaction
briefing, Structured during the
project work without| onboarding
management | stress." phase.
tools (Asana
Trello).

6. Execution | Receive Monitors Transparent | - "Your | KPI
effective progress, reporting, success is oy achievement
solutions anq participates il monthly best rate, client
support from| discussions | updates, KP| advertisement| satisfaction
the agency tracking. " during

-" We 06 r €| implementatio
you every stef| n.
of the way."

7. Loyalty Maintain Shares Client loyalty| -"Your Repeat orders
positive experience, club, success drive| testimonials,
relationships | returns for| discounts forl our longterm| and
with the | new services. | repeat partnerships.”| recommendati
agency. customers, - "Work with [ ons.

holiday the agency

greetings. trusted by
industry
leaders."

8. Advocacy | Recommend | Shares Publishing - "Worth IT: | Number  of
the agency tq positive client casq Your guide to| referrals,
other feedback, studies, quality client
companies. | participates in hosting communicatio| mentions  of

case studie{ partnerevents.| ns." the brand.
and

collaborations

*compiled by the author
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The initial I nAL50,000 forethme tfirst yemr (idclided matkéing,
service customisation, content localisation, PR activities). The average margin will
3050% for communication services. Aver
30,000 per year.

Expected number of clients:

2025: 1012 clients.

2026: 1220 clients.

2027: 20 30 clients.

The projected ROI for the agency after implementing the communication strate
in the German and Austrian markets are:

2025:-20.8% (loss due to high initial costs and fewer clients).

2026: 80.0% (increased profit due to a larger client base and lower costs).

The year 2027: 221.43% (significant increase in profits with more customers a
cost optimisation).

The forecast shows that the agency may face losses in the first year due
entering new markets, but due to the growth of the client base and improved busir
processes in the following years, it will achieve a significant increase in profits al
sustainable growth. The expected ROI in 2027 confirms a successful entry by increa:
strengths and reducing weaknesses in the German and Austrian markets.

Thanks to the detailed communication tables, the strategy becomes complete
the employees will have a clear understanding of how to communicate with ne
audiences. Of course, as it was written before, it is better to open a small branch of
in the represented country to build better trust and show expertise, but it should nof
forgotten that employees of all offices should know the prescribed rules
communication and understand the goals of the agency.

Therefore, we can conclude that the communication strategy is complex wo
when drafting it is necessary to take into account the characteristics of clien
competitors and the agency itself, analyse and introduce new ideas and promote
projects, open new platforms for the brand and promote the existing ones. A n

strategy, especially if it is aimed at a foreign market, implies the acquisition of ne
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knowledge and the opening of a wide range of opportunities, but the agency should t
into account all the possible problems in communication that were mentioned in 1
section and listen to the peculiarities of the culture. By implementing a detailed me
plan, emphasising values and developing creative initiatives, the brand can effectiv
differentiate itself in a competitive market and attract new cliditits.agency uses in its

strategy a focus on strengths and reducing the influence of weaknesses, i.e.
aggressive direction creating a competitive advantélge agency with the new name

Worth IT built an integrated communications strategy in the Austrian and Germ:
markets to ensure a mutthannel focus on building the brand in new markets, attractin

customers and i mproving the brandbs av
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CONCLUSIONS

In the work, a theoretical generalisatioais been carried out and a solution to the
scientific and practical problem related to the deepening of theoretical al
methodological foundations and practical recommendations on the formation and us
the communicative potential of the agency has been proposed. Based on the stuc
materials and conducted research, the following conclusions are made:

1. As a result of analysing the concept of integrated marketing
communications, the content of this concept is disclosed, its key principles &
highlighted and their positive impact on business development is described. The r
models and tools of marketing communications were considered, which allowed us
determine the factors influencing the entry of brands into new markets.

2. The marketing environment of the agency WARTO was analysec
including the study of its activities for the last three years, determination of the curre
position, values, mission, brand positioning, and target audience, as well as the stac
the life cycle of the agency. Current marketing and communication trends that ¢
important to take into account in the work were identified. PEST and STWQOWVS
analyses were conducted, as well as a detailed study of competitors, including Ic
agencies and international network companies. Porter's Five Forces Model and a s
of competitors' social media activity were used to analyse the competitive landscape
competitive map of the market was drawn up.

3.  Competitors in Austria and Germany were analysed using Basic Marketir
Competitive Analysis to identify the strengths and weaknesses of local agencies, de
their strategies and assess their competitive advantages.

4. Research was conducted on target countries to expand the agenc
presence. Austria and Germany were selected, where recommendations were max
adapt activities and improve the agency's performance.

5.  Business, marketing, communication and media objectives of WART(

agency for the next three years were defined.
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6. Rebranding and repositioning of the brand was carried out, which include
adapting the name, creating a new logo, mascot, and slogan, updating the mission,
goals and developing a unique selling proposition.

7.  The target audience was adapted to the agency's new objectives.

8.  The communication characteristics of Austria and Germany were analyse
Recommendations on behaviour in communication with the audience were formed,
the interests of residents in the Internet and the popularity of social networks were ta
into account, which will help to effectively adapt integrated communications. Th
media space of these countries was studied.

9. A calendar of holidays was compiled and recommendations were made
how to use these days to communicate effectively with audiences.

10. Developed a new tone of communication adapted to the specifics of tl
target markets based on the analyses conducted.

11. Key brand messages were created to effectively promote the agenc
services.

12. A six-month media plan was developed, taking into account the specific
of the target markets.

13. Special projects have been developed to strengthen the agency's imag
the Austrian and German markets. These projects focus on social, cultural and busi
initiatives.

14. A social media guide was created to help systematise and standardise
agency's communications.

15. Developed a client roadmap that details the stages of interaction with t
target audience and communication points.

Combining all of the above elements, a comprehensive communications strate
was created to develop the agency's strengths and minimise weaknesses. This strate
based on integrated marketing communications and is oriented towards the succe:

development of foreign markets.
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AppendixA

Amutpo, 44 pokn

OMNTPO — KepiBHWMK yKpaiHCbKOI KOMNaHii,
fAika noHap 10 poKiB aKTUBHO Ta YyCMilWHO
po3BMBaE BnacHuih 6peHp coycie  anA
BNACHUX  TOProBMX  MapokK, nnaHye
MacwTtabyBaHHA.

KomnaHis, AKOIo BiH Kepye, Mae OKpeMuii fenapTaMeHT, AKWIA 3aliMaeTbCA
MapKeTUHroM Ta KOMyHiKauiaMu. LLlopiyHnii MapKeTuHroBuin 6roaeT
KOMNaHii CKnapae noHan, 3 MIH FrPUBEHb.

OMNTPO pO3yMiE BaX/MBICTb MapKeTUHry Ta niapy AK ynpaBniHCbKUX Ta
cTpaTeriyHMx iHCTpyMeHTiB. [AMUTPO UiKaBUTbCA [OOCBIAOM Koner Ta
KOHKYPEHTIB, YnTae 6isHec-BnaaHHA, 6a4nTb ynpasniHCbKi TpeHan.

Y Hanbnummumnx nnaHax — BUBEAEHHA Ha PUHOK HOBUX NO3WL Ta BUXiQ Ha
MiXKHapPOAHI PUHKN. FAK KEPIBHUK CUCTEMHOI KOMNaHii JMUTPO po3yMie, Wo
ONA po3B'A3aHHA Ui€i MacwTabHOI cTpaTeriyHol 3apadi Aoro BnacHin
KOMaHAj HeobXifHO NiACUNeHHsA, AKUM Moxe 6yTn poboTa 3 areHuieto. BiH
PO3yMie, WO 3any4eHHA areHLii AK napTHepa € LiHHOK iHBecTuujieo ans
pPO3BUTKY Gi3HeCy i AONOMOXE 3EeKOHOMWUTY Yac, YHUKHYTU HaBYaHHA Ha
BNlacHUX NomMunkax. He npoTn iHHOBaLiA, AKI NOCUNATL KOro KOMNaHito.

Fig. A 2.1.

*compiled by the authdrased orj9]
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AppendixB

=stimate
weith
correction
1 2 Expert evaluation by weight
The influence
Description of the factor of the factor 1 2 El st 5 Swerage score|
POLITICAL
GOVERMM T POLICIES REGARDING
FAEDIA OV RSHIP AND CENSORSHIP
THAT haay
MPACT COMMUMNICATION CHANMNELS. 1 3 4 2 5 2 3,2
AR El 5 El 5 5 4.4
POLITICAL STABILITY AFFECTING
BUSIMESS OFERATIOMS Al CLIENT
COMMUMNICATION STRATEGIES. 2 3 2 2 1 .l 2.4 0,1
DISTRUST OF THE MEDIA 1 4 1 El El 5 2.3 1)
ECONOMICAL
COMNSUMER SPENDING TRENDS AND
THEIR IMPACT OM MARKETING AND FR
Bl ETS. 2 4 El 4 2 5 3.5 0,23
CURREMCY FLUCTUATIONS AND THEIR
EFFECTS ON THE COST OF
NTERNATIONAL COMMUMNICATION
CAMPAIGNS. El 1 2 5 El 3 2,2 0,27
LARGE PRICE INCREASES z 5 5 4 2 4 4,0 0,26
DOUBLE TAXATION 1 2 1 1 2 3 1.2 0,05
SOCIAL AND CULTURAL
NSE OF HIGHLY QUALIFIED
CIALISTS 1 4 E E] 2 2 2.2 0,02
PEOFLE OF WORKING AGE HAVE GOME
ASROAD
3 5 4 5 3 5 4,5 0,45
THE UNWORTHINESS OF EDUCATION FOR
TODAY'S ¥YOUTH 2 5 3 4 5 2 3.8 0,25
OMLIME COMBMMUMICATIONS ARE
BECOMING MORE PREVALENT THAN
OFFLINE 1 1 1 3 2 1 ) 0,05
TECHNOLOGICAL
DEVELOPMENT OF ARTIFICIAL
2 2 E] 5 5 2 3.4 022
RATION INTO MAR El 5 5 4 s 3 4.2 1,41
VIASTERING MEW S0 WL P
PLATFORME 2 4 & El 4 4 EX:]
LEARMING ABOUT CHANGING TREMDS 2 3 3 4 4 5 EX:]
General summary 31 28.0

Fig.B2.1.1

*compiled by the author

POLITICAL ECONOMICAL
factor weight factor weight
CURREMCY FLUCTUATIONS
AMD THEIR EFFECTS ON
THE COST OF
INTERMATIONAL
COMMUNICATION
WAR 0,43 CAMPAIGNS. 0,27
POLITICAL STABILITY AFFECTING
BUSINESS OPERATIONS AND

CLIENT COMMUMNICATION LARGE PRICE INCREASES
STRATEGIES. 0,15 0,26
GOVERNMENT POLICIES
REGARDING MEDIA OWNERSHIP CONSUMER SPENDING
AMD CENSORSHIP THAT MAY TRENDS AND THEIR
IMPACT COMMUNICATION IMPACT ON MARKETING
CHAMMELS. 0,10 AMD PR BUDMGETS. 0,23
DISTRUST OF THE MEDIA 0,10 DOUBLE TAXATION 0,06
SOCIAL AND CULTURAL TECHNOLOGICAL
factor weight factor weight

EMERGEMNCE OF NEW
COMMUNICATION
PLATFORMS AMD THE

PEQPLE OF WORKING AGE HAVE MEED FOR INTEGRATION
GONE ABROAD INTO MARKETING

0,45 CAMPAIGNS 041
THE UNWORTHINESS OF MASTERING NEW S0CIAL
EDUCATION FOR TODAY'S YOUTH 0,25 MEDIA PLATFORMS 0,25
DEFENSE OF HIGHLY QUALIFIED LEARNING ABOUT
SPECIALISTS 0,09 CHANGING TRENDS 0,25
OMLINE COMMUMNICATIONS ARE
BECOMING MORE PREVALENT DEVELOPMEMT OF
THAN OFFLINE 0,05 ARTIFICIAL INTELLIGEMCE 0,22

Fig.B2.1.2
*compiled by the author



ANALYSIS OF COMPETITIVE FORCES IN THE INDUSTRY according to PORTER

Continuti

90

onAppendixB

Company

Warket: Commumicotions and PR

First step: assess the competitiveness of the company's product and the level of competition in the market

1.1 Goods are substitutes

Parameter evaluation

Evaluation parameter Comments = n
roiist ared coupy a high -
substitute goods "price-guality A R e '-“3,'3.”:? iy ket share e
>
AMAL SCORE 3
1 point lowr level of threat from substitute goods
2 points medium level of threat from substitute goods
3 points high lewel of threat from substitute goods

1.2 Assessment of the level of intra-industry competition

Evaluation parametar Comments Parameter estimation

3 z 4

el ot market & A small number of players
Mumbsr of players atian 13

3

Stagnabion or derexse o
. _'\-'.“r ’ . Slow but growing High
harkst growth rets markct wolim
1

The bevel of product differentiation
gbove the market

Campanies sell 2

The comipanies' products diffe

significantly from cach of

Flzsrc
[=hihig

There
InCreases o o

T BT [Erho
15INg Costs

Restrictions on price increases thee higher the s IPpCTRINEREE R Incneas .a '..'-'.I :'a._-:nr_.:'.'-: and increase profits
st Gr prices Increase inonsts
1
AMAL SCORE 7
4 points Low level of intra-industry competition
5-8 points Average level of intra-industry competition
9-12 paoints High lewel of intra-industry competition

Fig. B 2.1.1

*compiledby the author



1.3 Assessment of the threat of entry of new players
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Evaluation parameter

‘Comments

Parameter estimation

2

Ecomomies of scale in the production
of goo

=

calsts onlby in 3 fow market

players

SErdTeant

strong brands with a high lewel of

brands feel i the

there are no big players

ol more than

T Fov W mavers S iRt 80% of tho market

knowledge and koyalty

low .'.-'_I.:\-_h: nduct Hheare are mikcra miches ble ‘||.'|':"-':|'."' acoupicd
Product dI:I'E varicry oy players
. low (paid forin 1 3 madium [paid for B high {paid for more than 1

Level of investment and costs to anter maonths of work manths of work ot wark
the industry
3
acoess to distr ibution acoess o distr ibution

Access to distribution channels

chivenass af e indusery

s 5 completely
ofcn

5 moderate
mient

access to dist on channek

s limitsd

3

nment policy

there are ne restrictive
acts from the state

b Intereencs inthe

try, but 2t o low lewcl

the sta
ind

Fully regulates the

aind sets restrichions

]

Willingness of existing players to
OWES pri

s

players

Growth rate of the industry

The higher #he growdh rafe of e ndustng e

migh and growing

stagnatian or decline

FIMAL SCORE

18

E points

Low level of threat of entry of new players

2-16

points

Awerage level of threst of entry of new players

17-24 points

High lewel of threat of entry of new players

Fig. B 2.1.2

*compiled by the author



Step Two: Assess Consumer Care Threats

2.1 Market power of the buyer
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Evaluation parameter

Comments

Share of buyers with a large volume of
hare of buyers witl ze volume o
sales

tch to substtute

TODIS

Propensity 1o

Price sensithvity

Consurmers are not satisfied with the
quality of the existing marlet

full satistaction with the qualiy

FINAL SCORE 3]
4 points Low level of customer care threat
5-B points Awverage level of customer care threat
9-12 points High level of threat of losing customers

The third step: Assess the threat to your business from su

ppliers

Evaluation parameter

Comments

| Porometerestimation |

Number of suppliers

Limited rescurces of

Diszdvantages of switching

Direct priority for the supplier

LETTY BOr The

FINAL SCORE 1
4 points low level of influence of suppliers
5-6 points medium lewvel of influence of suppliers
7-8 points high lewel of supplier influence

*compiled by the author

Fig. B 2.1.3
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Return on Sales (ROS) Formula

Earnings before
interest and taxes

ROS =

Net sales or
net revenues
(C.1)

Return on Assets Net Income
(ROA) e
Formula

Average Total Assets

(C.2)

Return on investment formula

ROI — Net investment gain x 100

Cost of investment

(C.3)

Return on equity (ROE) formula

Shareholders’ equity

ROE = ( Net income (annual) )x100

(C.4)

*compiled by the authdrased orji34]
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0 warto_agency

4 MIon
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BISHECY 3 BJIOTEPAMWA

= [locBin arexLii koMyHikaLlii «<BAPTO»

# BAPTO

OrQ Vv

™D Hpaswrca risuchii v apyrum

warto_agency Mia Koctenko nicana «Th — Wisa. Tk —
iHycoke BoxecTso. Lle BoHa npo Bnorepis? Kenkyemo)

GW

| cnpaBai, Wwo?,

\

JE€TAJIbKM Y KapyceJri

- pybpuka

WO YNTAIOTb

BAPTO?

W

MpoTe, BaXko He NOMITATIA, Wo y 2024 cnisnpaus GisHecy 3

Gnorepamu Habyna wanexux oGepTis.

3a ceixum onuTyBaHHsM Statista 10-20 % mapkeTUHIoBOro
BIOAMKETY BUTPAYacTLCA Ha IHGNIDEHC-MapKeTHHr — 90 %

MEPKETONOrE BBaXaTh HOro ehekTUBHUM, a 72
BiA3HAYaI0Th, WO BiH KPalle AOCATae UinboBol ayauTopii.
AMBITHO?

@ Q

WARTO_AGENCY
< My6nukauum

Qe Q2 Vs

O™B Hpasurca risuchii v apyrum
warto_agency Taaakaaa B Hac euiiluna kpaca!

Lle HoBa iHiLjiaTuBa i, BRIT (@britukraine) «Biauyn ceoro.
BinHaiau cebel», aka Big A o 9 cteopeHa y «BAPTO».
My psTYEMO TBaPUHOK — TBAPUHKU PATYIOTb Hac!

Halwa xoMaHaa BnalToByBana wanexi 6peiHWwTopMy,
reHepyBana igei, wykana iHGNioeHcepis 3 BEIMKUM CEPLEM,
opraHisoByBana 3uoMKw Ta e pobuna Kyny cnpas.

BaHepy NPoeKTY BXe MOXHa 3yCTpiTU Ha BinblOCTi CTaHUin
KWIBCbKOTO METPO, TOX BU TOYHO Bauunu ix. AKWo Hi,
MiAiRMITL O4i Ta 3BEPHITL yBary — MoX/ivBo, BU nobayuTe,
WO caMe U Kilka 41 cobaka — Lie Bal petmate.

TeapuHku 3 NnpuTynkis «Adopt Don't Stop»
(@adopt_dont_stop) Ta «3oonnatdopma» (@zooplatform).
MosHaitomnTu?

[eTanbHilwe 3a NocUnaHHsM y CTopis.
CMoTpeTb BCe KOMMEH Tapum

11 wiona - MokasaTb nepesopn

*compiled by the authdprase
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4 BAPT!

Brewiun KoMy xaUIn

WARTO_AGENCY
< My6nukauuu

6 warto_agency u piari.ty

MaHenbHa anckycisn:
YOro o4iKylTbh KpeaTMBHMKMN
Ta Ha WO roToBi po6oTopasui?
IHCanTK 3 pocnigXeHHs

+ Taeuwi cnixeph '
3 =
°

Oradus =
Q33 Q Vs

™D Hpasurcs risuchii u apyrum
warto_agency Xeeeii! AHOHC BEpeCHeBOro 3axoay

Piari/*

# BAPTO

A

OpraHi3osye iBeHT areHuis KoMyHikauiin «BAPTO». LLio mu
Buraganu?

3aposro no sepecHs «BAPTO» pa3oM i3 napTHepamu —
BPK, Gradus Research ta Happy Monday — nposenu
MacwTabHe AoCNiAXEHHS KpeaTuBHOI iHAYCTpii. Cnosom,
pocnigunu, sk dpinancepw, inhouse-npauisHuku 1a
NPaLiBHUKM areHuii CnpuiMaioTb CTaH ranysi y 2024 poui.

Fig. D 2.2.
d o1j49,50]
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CniBPOBITHUKHA

\ 4

é— Q AreHuis komyHikaiit «<BAPTO»

nasHas  Obwwe ceepeHuns  [ybnukauum  Baka
The creative sector is a dynamic and unpredictable space,
where trends shift daily, work formats evolve, and
professionals constantly adapt. The full-scale invasion has
brought additional challenges, from shifting demands for
creative services to a labor market crisis and increased

competition for talent from foreign markets.

To navigate this changing landscape, we in collaboration with
Gradus Research, the Ukrainian Advertising Coalition, and the
Happy Monday platform, conducted a specialized study. They
surveyed freelancers, in-house employees, and agency
creatives to uncover their expectations from employers. The
participants included specialists from PR, marketing, SMM,
design, branding, and more.

As Natalia Kholod, CEO of WARTO Communications Agency,
highlights: "There's a lot of talk about talent shortages in the
industry, but the real issue is deeper—it's not just the lack of
people, it's also about the quality and mindset of specialists.
Qur study sought to bridge the gap between what creative
professionals expect from employers and what employers are
looking for, providing insights into this disconnect."

So, what drives the Ukrainian creative industry? What
conditions are specialists seeking? Where are the challenges,
and where are the opportunities? All the answers are here:
https://Inkd.in/dsSUZmhS

MokasaTe nepesop,

NAPTHERY

$BAPTO  ‘Gradus =

PE3VIIBTATU OOCNIAXEHHSA

CTAHY KPEATUBHOI FANY3I
O4YMMA MPALIIBHUKIB 2024
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Strengths

Weaknesses

SO Strategies — Use strengths to take

advantage of opportunities

- Expanding your social media
presence by showcasing your
portfolio of cases and quality service.
- Entering the international market

WO Strategies — Take advantages of
opportunities by overcoming
weaknesses

- Increasing the number of specialists
through partnerships with educational
platforms.

Opportumtles using an innovative approach and a - Active work with PR strategy to
strong brand. increase recognition.
- Attracting customers through unique | - Improving the financial situation by
original concepts and high-quality entering new markets.
service.
ST Strategies — Use strengths to WT Strategies — Minimise
avoid threats weaknesses and avoid threats
- Retaining customers even in - Developing a flexible structure to
conditions of market volatility through adapt to unstable conditions.
reliability and quality. - Attracting investments or grants to
replenish limited resources.
Threats

- Counteracting competition through
brand strengthening and emphasis on
the uniqueness of the approach.

Fig. E 2.2,

*compiled by the author
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Total visits
Sep 2024 Worldwide

1 993

1 -49.68% from last month

Global rank #7,83 5,279
k
E°m ran #124,561

Industry rank
../Marketing_and_Advertising #28,57 9

Fig. F2.2.1
*compiled by the authdpased orj51]

Device distribution
Sep 2024 Worldwide

® Desktop 56.18%
Mobile Web  43.82%

Fig. F2.2.2
*compiled by the authdpased orj51]

Engagement overview
Sep 2024 Worldwide All Traffic

Monthly visits 1,555 Visit Duration 00:00:34
Monthly Unique Visitors N/A Pages / Visit 2:22
Deduplicated audience @D UPGRADE Bounce Rate 4975%

@ See trends over time

Fig.F2.2.3
*compiled by the authdrased orj51]
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Engagement overview
Sep 2024 Worldwide All Traffic

Monthly visits 1‘555 Visit Duration 000034

Monthly Unique Visitors N/A Pages / Visit 2 22

Deduplicated audience () (D) @ Bounce Rate 49.75%

@ See trends over time

Fig.F2.24
*compiled by the authdrased orj51]

Visits over time b oW M &
Sep 2024 Worldwide All traffic

warto.com.ua [J mainstream.ua  [J defense.com.ua mgn.com.ua  [J btpr.ru

1555 = 705 3,864 950 0 (ceran)

Fig. F2.25
*compiled by the authdpased orj51]

Organic Search Organic search makes up 54.55% of website traffic l
Branded vs. non-branded Top organic search terms
Sep 2024 Worldwide Desktop Sep 2024 Worldwide Desktop
. communication agency 23.38% mm—m
KOMyHiKaLjiiiHa cTpare, 22.65% mm——
® Branded 9%
KOMYHiKaUiHa areHuis 958% m
Non-Branded 91%
AK KepyBaTu iHbopmal, 9.58% mm t 12.45%
iHpopmauiitHa kamnaw 9.58% m

Fig. F2.2.6
*compiled by the authdrased orj51]
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Social Social makes up 3.72% of website traffic

Social traffic
Sep 2024 Worldwide Desktop

100%

59.21%
50% 39.33%
. 1.46% 0.00%
0%
Social O Facebook [ Linkedin Other

B See full overview

Fig. F2.2.7
*compiled by the authdrased orj51]
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Internet » Social Media & User-Generated Content

Leading social media platforms by share of website visits in Europe as of September 2024

DOWNLOAD
*
Fac 78.01% §
2 = PoF R | (& xS @ene Y | PPT B
ta
]
Source
= Show sources informatior
=+ Show publisher information
o = Use Ask Statista Research Service
= Release date
149 -
October 2024
Linkedin | 0.57% Region
Europe
0.19% 3 2
Survey time period
September 2024
0195
Special properties
0.04

includes desktop, mobile, tablet and console use

Citation formats

= View options

Fig. G3.1.1
*compiled by the authdrased orj24]

Top U.S. Social Media Platforms

MOST USED SOCIAL MEDIA PLATFORMS IN THE US F

80% )
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<
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Fig. G31.2
*compiled by the authdnased orj45]



Goals for 3 years for the Worth it agency

BUSINESS

GOALS

Establish ourselves in the
. top 15 PR-agencies in
Austria and Germany in
3 years.

. Increase client base by
20% within a year.

Achieve a brand
. awareness of 40%
among medium and

large businesses.

Aftract at least 25% of

bool

from the gy
and industrial sectors by the
end of the year.

Increase the frequency of

Worth it mentions in industry
media by 2 times by the end

of 2025.

Increase audience loyalty

by increasing the NPS (Net

Promoter Score) index by
15 points.

J/

Fig.H 3.2.1

*compiled by the author

COMMUNICATION GOALS

/

Build the agency's image as
an expert in cross-cultural

Ve

Ensure that 60% of the target
audience is aware of the
agency's new services.

J

Increase the agency's website
traffic from Germany and
Austria by 50% by the end of
2025.

J

-
Develop localised success cases

to show the results of work with
clients from Germany and
Austria.

MEDIA GOALS

100

AppendixH

Leadership in SOV
(Share of Voice) in
the PR industry in
Germany and
Austria in 1 year.

Ensure coverage of
ot least 60% of the
target audience
(marketers, PR-
managers of large
companies).

Frequency of
contact of the
target
audience with
WARTO

Launch a topical
podcast/webinar for
the DACH market
[Germany, Austrio,

Switzerland) that
will attract at least
500 listeners
monthly.



DAILY TIME SPENT USING THE INTERNET

AMOUNT OF TIME THAT INTERNET USERS AGEL T 4 SPEND G THE INTERNET EACH DAY

DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERNET
INTERNET ACROSS ALL DEVICES INTERNET ON MOBILE PHONES ON COMPUTERS AND TABLETS

SH22M 2H33M 2H49M

Fig.13.2.1

*compiled by the authdrased orji19]

4 WHO OWN EACH KIND OF DEVICE

ANY KIND OF FEATURE LAPTOP OR
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MOBILE'S SHARE OF TOTAL
DAILY INTERNET TIME

47.5%

we
are,  {O>Meltwater
social

TABLET

MOBILE PHONE PHONE DESKTOP COMPUTER DEVICE

[] O
79.8%

EAR-ON-YE
-0.. -50

Ol
52.4%

5E YEAR CHANGE
) (+50 BPS)

SMART WATCH OR TV STREAMING

SMART WRISTBAND

@

DEVICE

2

SMART HOME
DEVICE

VIRTUAL REALITY
DEVICE

26.0% 12.0%

HANGE

Y
+10. (+240 BPS) +26.3% (+250 BPS)

Fig.13.2.1

*compiled by the authdpased orj19]
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DAILY TIME SPENT USING THE INTERNET

UNT OF TIME THAT I J - 64 SPEND USING THE INTERNET EACH

: NG THE TIME SPENT USING THE TIME SPENT USING THE INTERNET
INTERNET ACR L DEVICES INTERNET ON MOBILE PHONES ON COMPUTERS AND TABLETS

@ ¢

SH12M 2H29M 2H43M

Fig.J3.2.1
*compiled by the authdrased orj19]

PERCENTAGE OF INTERNET RS A TO 64 WHO OWN EACH KIND OF DEVICE

ANY KIND OF SMART FEATURE
MOBILE PHONE PHONE PHONE

[UNCHANGED

GAMES SMART WATCH OR TV STREAMING
CONSOLE SMART WRISTBAND DEVICE

@ ® @

35.1% 33.1%

Fig.J3.2.1
*compiledby the authobased orj19]

LAPTOP OR
DESKTOP COMPUTER

SMART HOME
DEVICE
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MOBILE’S SHARE OF TOTAL
DAILY INTERNET TIME

47.8%

we
are, . {O>Meltwater
social

TABLET
DEVICE

|
51.8%

YEA

110 BPS)

VIRTUAL REALITY
DEVICE

CHANGE

(+80 BPS)

we
are, . <O>Meltwate
social



JgN MOST USED SOCIAL MEDIA PLATFORMS

2 3 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH

NOTE

WHATSAPP
FACEBOOK
INSTAGRAM

T 201%
KD, 259

TELEGRAM 239%
21.3%

| UNKEDIN R

[ imessace I

IEST I 16.6%
EETTN 12.0%

| ReDDIT IR

10.6%

SOURCE
° COMPARABILITY:

Fig.K 3.2.1
*compiled by the authdrased orj19]

AVl MOST USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16T 4 WHO USE EACH PLATFORM EACH MONTH

FACEBOOK 61.0%

573%
| FEMESSENGER &7
33.6%

[ PiNTEREST [l
N 2.7%

2.3%

[ snapcHAT [l

ESTT 5%

[ imessace  JKEH

[ UNKEDIN kK]

ETTHN 132%

[ sicnaL I

104%

SOURCE:
° COMPARABILITY

Fig.K 3.2.1
*compiled by the authdpased orj19]

we
are,
social
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GERMANY

<OD> Meltwater
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MAIN REASONS FOR USING SOCIAL MEDIA i

PRIMARY REASONS WHY SOCIAL MEDIA USERS A TO &4 USE SOCIAL MEDIA PLATFORMS

AUSTRIA

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 48.6%
READING NEWS STORIES

FILLING SPARE TIME

FINDING INSPIRATION FOR THINGS TO DO AND BUY 27.0%

FINDING CONTENT (E.G. VIDEOS) 26.2%

FINDING LIKE-MINDED COMMUNITIES 19.5%

FINDING PRODUCTS TO PURCHASE 172%
17.0%
0%
15.2%
145%
13.8%
B 126%  FOLLOWING CELEBRITIES OR INFLUENCERS
D 126%  WORK-RELATED NETWORKING OR RESEARCH

SOURCE g e
o ° are, . {O>Meltwater
social

Fig.K 3.2.1
*compiled by the authdrased orj19]

MAIN REASONS FOR USING SOCIAL MEDIA

%
191%
1eg%
1864
179%
SHARING AND DISCUSSING OPINIONS 17.5%
POSTING ABOUT YOUR LIFE 159%
1545
FOLLOWING CELEBRITIES OR IMFLUENCERS 14.9%
'WATCHING OR FOLLOWING SPORTS 141%
SEEING CONTENT FROM BRANDS

o - - gr% {O>Mel
e leltwater

Fig.K 3.2.1
*compiled by the authdyased orj19]
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JAN VAL REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USE THE INTERNET

780%
82

s16%

s73%

484

474

FILLING UP SPARE TIME AND GENERAL BROWSING 52.2%

FINDING NEW IDEAS OR INSPIRATION 48.1%
WATCHING VIDEOS, TV SHOWS, OR MOVIES 44.7%
ACCESSING AND LISTENING TO MUSIC 43.9%
RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 439%
MANAGING FINANCES AND SAVINGS

EDUCATION AND STUDY-RELATED PURPOSES 35.5%

BUSINESS-RELATED RESEARCH 32.4%
ORGANISING YOUR DAY-TO-DAY LIFE 26.8%

Fig.L 3.2.1
*compiled by the authdrased orji19]

JAN gL REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNE 6 4 USE THE INTERNET

fo0
s34
594
5494
a8
s36%
®1%

58

5%

s

854

4

7%

2584

[oAmNG T —

Fig.L 3.2.1
*compiled by the authdpased orj19]
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JAN WATCHING ONLINE VIDEO CONTENT

PERCENTAC

ANY KIND
OF VIDEO

86.4%

EDUCATIONAL
VIDEO

=

16.8%

-330 BPS)

MUSIC
VIDEO

35.5%

N-YE,
(+220 BPS)

PRODUCT
REVIEW VIDEO

o

12, 9%
AR-ON-YE,
(110BP5]

H EACH KIND OF VIDE NTENT VIA THE INTERNET E

Fig.L 3.2.1

*compiled by the authdrased o019

JAN WATCHING ONLINE VIDEO CONTENT

4 WHO WATCH EACH KIND OF VIDEO CONTENT VIA THE INTERNET EA

PERCENTAGE OF It

ANY KIND
OF VIDEO

EDUCATIONAL
VIDEO

3

15.8%

MUSIC
VIDEO

PRODUCT
REVIEW VIDEO

L4

15. 0/o

COMEDY, MEME, TUTORIAL OR
OR VIRAL VIDEO HOW-TO VIDEO

SPORTS CLIP OR GAMING
HIGHLGHTS VIDEO VIDEO

'I71/o

Fig.L 3.2.1

*compiled by the authdyased orj19]

VIDEO
LIVESTREAM

Q

16.4%
- 2305#5}

INFLUENCER

VIDEO
LIVESTREAM

INFLUENCER
VIDEOS AND VIOGS

15. 5/0
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Fig.M 3.2.1
*compiled by the authdrased orj19]

Fig.M 3.2.1
*compiled by the authdrased orj19



