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ɸʅʆʊɸʎɯʗ 

ɾʫʢʦʚʘ ɺ. ʆ. ɯʥʪʝʛʨʦʚʘʥʽ ʤʘʨʢʝʪʠʥʛʦʚʽ ʢʦʤʫʥʽʢʘʮʽʾ ʙʨʝʥʜʽʚ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ 

ï ʈʫʢʦʧʠʩ. 

ʂʚʘʣʽʬʽʢʘʮʽʡʥʘ ʨʦʙʦʪʘ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ 075 çʄʘʨʢʝʪʠʥʛè, ʟʘ ʦʩʚʽʪʥʴʦ- ʧʨʦʬʝʩʽʡʥʦʶ 

ʧʨʦʛʨʘʤʦʶ çɹʨʝʥʜ-ʤʝʥʝʜʞʝʤʝʥʪè. ï ɼʝʨʞʘʚʥʠʡ ʪʦʨʛʦʚʝʣʴʥʦ- ʝʢʦʥʦʤʽʯʥʽʡ ʫʥʽʚʝʨʩʠʪʝʪ, ʂʠʚʾ, 

2024. 

ʂʚʘʣʽʬʽʢʘʮʽʡʥʫ ʨʦʙʦʪʫ ʧʨʠʩʚʷʯʝʥʦ ʪʝʦʨʝʪʠʢʦ-ʤʝʪʦʜʠʯʥʠʤ ʽ ʧʨʘʢʪʠʯʥʠʤ ʘʩʧʝʢʪʘʤ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʪʝʛʨʦʚʘʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʢʦʤʫʥʽʢʘʮʽʡ ʫ ʧʨʦʮʝʩʘʭ ʧʨʦʩʫʚʘʥʥʷ ʙʨʝʥʜʽʚ ʥʘ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ. ʈʦʟʢʨʠʪʦ ʩʫʪʥʽʩʪʴ ʪʘ ʦʩʦʙʣʠʚʦʩʪʽ ʽʥʪʝʛʨʦʚʘʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʢʦʤʫʥʽʢʘʮʽʡ, ʜʦʚʝʜʝʥʦ ʾʭ ʨʦʣʴ ʫ ʧʽʜʚʠʱʝʥʥʽ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ ʙʨʝʥʜʽʚ ʥʘ ʛʣʦʙʘʣʴʥʦʤʫ 

ʨʽʚʥʽ. ʇʨʦʘʥʘʣʽʟʦʚʘʥʦ ʤʘʨʢʝʪʠʥʛʦʚʽ ʢʦʤʫʥʽʢʘʮʽʾ ʘʛʝʥʮʽʾ ñɺɸʈʊʆò ʪʘ ʚʠʟʥʘʯʝʥʦ ʦʩʥʦʚʥʽ 

ʥʘʧʨʷʤʢʠ ʟʤʽʥʠ ʪʘ ʚʜʦʩʢʦʥʘʣʝʥʥʷ ʙʨʝʥʜʫ ʪʘ ʡʦʛʦ ʢʦʤʫʥʽʢʘʮʽʡ ʥʘ ʥʦʚʠʭ ʨʠʥʢʘʭ. ʈʦʟʨʦʙʣʝʥʦ 

ʢʦʤʫʥʽʢʘʮʽʡʥʫ ʩʪʨʘʪʝʛʽʶ ʜʣʷ ʙʨʝʥʜʘ ɸʂ çɺɸʈʊʆè ʥʘ ʦʩʥʦʚʽ ʚʧʨʦʚʘʜʞʝʥʥʷ ʽʥʪʝʛʨʦʚʘʥʠʭ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʢʦʤʫʥʽʢʘʮʽʡ ʜʣʷ ʟʘʙʝʟʧʝʯʝʥʥʷ ʫʩʧʽʰʥʦʛʦ ʧʦʟʠʮʽʦʥʫʚʘʥʥʷ ʙʨʝʥʜʽʚ ʥʘ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ. 

ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʽʥʪʝʛʨʦʚʘʥʠʡ ʤʘʨʢʝʪʠʥʛ, ʽʥʪʝʛʨʦʚʘʥʽ ʤʘʨʢʝʪʠʥʛʦʚʽ ʢʦʤʫʥʽʢʘʮʽʾ, 

ʙʨʝʥʜ, ʤʽʞʥʘʨʦʜʥʠʡ ʤʘʨʢʝʪʠʥʛ, ʤʽʞʥʘʨʦʜʥʽ ʨʠʥʢʠ, ʢʦʤʫʥʽʢʘʮʽʡʥʘ ʩʪʨʘʪʝʛʽʷ, 

ʧʦʟʠʮʽʦʥʫʚʘʥʥʷ ʙʨʝʥʜʫ. 

 

ABSTRACT 

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

ï Manuscript. 

Qualification work in the specialty 075 "Marketing", in the educational and professional 

program "Brand Management". ï State University of Trade and Economics,Kyiv,2024.  

The qualification work is devoted to the theoretical, methodological, and practical aspects of 

using integrated marketing communications in the promotion of brands in international markets. The 

essence and features of integrated marketing communications are explored, and their role in enhancing 

the competitiveness of brands on a global scale is substantiated. The marketing communications of the 

"WARTO" agency were analysed, and the key directions for rebranding and improving its 

communications in new markets were identified. A communication strategy for the "WARTO" agency 

brand was developed, based on the implementation of integrated marketing communications to ensure 

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 topic. Today, Ukrainian business faces many challenges, such 

as limited work opportunities, high costs, insecurity and intense competition. Therefore, 

every company strives to survive and grow, and to do so, it looks for new opportunities. 

One of these opportunities is entering new markets through competitive advantages, 

which requires brands to not only take an innovative approach to creating products and 

services but also an effective communication strategy that is tailored to the market. 

Integrated Marketing Communications (IMC) has become a key tool for building brand 

awareness, shaping its positive image and establishing strong relationships with the 

target audience. 

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

communications to the peculiarities of international markets, become ótheir ownô for 

clients, create a strong brand that will be recognisable and provide sustainable 

competitive advantages. We would like to emphasise that integrated marketing 

communications for businesses have unique specifics, which are driven by cultural 

differences, regional preferences and the rapid development of digital channels. 

In the context of the above, the topic of this final qualification work is extremely 

relevant, as IMC research forms a strategic approach to the effective positioning of 

brands in international markets and will contribute to the development of agencies' 

competitiveness due to their specific features in the global environment. 

Analysis of recent research and publications. The theoretical and practical 

aspects of integrated marketing communications have been the subject of research by 

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 many 

others.  Despite the significant amount of research in the field of international 

marketing, it should be noted that there is a lack of research in the field of education, 

which once again proves the relevance of the chosen topic. 
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Purpose and objectives of the study. The purpose of the qualification work is to 

deepen the theoretical foundations and substantiate practical recommendations for brand 

promotion in international markets using integrated marketing communications.  

Following this goal, the following tasks were set in the paper: 

- to find out the essence of integrated marketing communications; 

- to analyse the marketing environment of the communication agency WARTO; 

- to analyse the communication environment of the communication agency 

WARTO; 

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

agency; 

- to analyse the peculiarities of communications in the selected countries for the 

WARTO Communications Agency to enter them; 

- to develop a communication strategy for WARTO communications agencies. 

The object of research is integrated marketing communications in international 

markets. The subject of the study is a combination of theoretical, methodological and 

practical aspects of the application of integrated marketing communications of the brand 

in international markets. 

Research methods. In the course of the study, various methods were used, 

namely: theoretical generalization and comparison - to reveal the content and essence of 

the basic conceptual apparatus; statistical and graphical analysis - to study, group, 

compare and visualise information on brand promotion through integrated marketing 

communications; systematic approach and integrated approach - to develop the main 

directions for improving brand promotion in international markets; tabular and graphical 

method - to visualise information and present. 

The scientific novelty of the study is that based on a comprehensive analysis, 

possible ways to improve the brand of a PR agency in the international market using 

integrated communications were further developed, in particular, rebranding, 

positioning changes were proposed, markets were selected to expand influence, adapted 

communications with foreign countries were created and a communication strategy was 

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, branding, 

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 work is 110 

pages, including the list of references - 5 pages (53 items). The work contains 12 tables 

and 45 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, accompanied 

by the emergence of new channels to engage with audiences. Numerous definitions 

exist for communication, with one portraying it as the act of giving, receiving, and 

exchanging information - essentially encompassing speaking or writing, as well as 

listening or reading [53]. 

Marketing communications serve as the conduit for establishing a connection 

between a brand and its target audience. As Don Schultz elucidates, ñMarketing 

communications is a set of activities aimed at creating, maintaining, and developing 

mutually beneficial relationships between a company and its customersò [42]. 

These communications serve various purposes, including demand generation, 

fostering and preserving brand image, cultivating brand loyalty, and bolstering brand 

awareness. Employing a robust marketing communication strategy enables companies 

to distinguish themselves amid competition. In today's rapidly evolving landscape, 

maintaining brand credibility and consistently articulating brand values are imperative 

for reinforcing market position. 

The tasks that a company that wants to enter or consolidate its position in the 

international market are as follows: identifying the target audience, analyzing the 

competitive environment, selecting communication channels, developing a 

communication message, determining the communication budget and implementing and 

monitoring the communication campaign. 

To ensure that a brand or company is presented in a harmonious and consistent 

manner, in line with the strategy and to increase awareness in foreign markets, it is 

recommended to use the concept of integrated marketing.  

Integrated marketing or integrated marketing communications is a strategic 

approach to planning and implementing marketing efforts, whereby various 

communication channels and marketing tools are combined into a single, coherent and 
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coordinated system. This helps to maximize efficiency and create a coherent brand 

image in the eyes of consumers. In such marketing, the strategy idea is based on the 

creation of a single and consistent message (concept) that will be disseminated through 

various communication channels [28].   

According to D. E. Schultz, S. I. Tannenbaum and R. F. Lauterborn, ñintegrated 

marketing communications means communicating with people who buy or do not buy 

goods and services - these people base their judgements primarily on what they see, 

hear, feel, etc., and not only about your product or service. This means the emergence of 

a problem of international relations of reaction, rather than the continuation of a one-

sided monologue. And it also means taking responsibility for results, not just audience 

ratings or subsequent memories. In other words, it is now about getting a return on 

investment, not just spending the money allocated.ò [44]. 

According to K. Fleer's linear model of marketing communications, a company 

develops a message that is transmitted to the consumer through various channels, such 

as TV adverts, and text messages. As a consequence, the message reaches the consumer, 

who takes a positive or negative action towards the brand (buys the product or not). This 

model of five stages: 

- Initiator - the company that creates the message. 

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

- Communication channels - the means the company uses to deliver the message 

(advertising, public relations, sales, etc.). 

- Recipient - the consumer who receives the message. 

- Reaction - the consumer's action in response to the message received (purchase 

or refusal to purchase) [43]. 

In the model of K. Fleer`s the advantage of this model is the point "reaction", it 

allows us to understand whether the desired result was achieved. This model has its 

limitations, it does not take into account the interaction between the company and the 

consumer, as well as does not take into account other factors that may affect the 

decision-making. 
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Another consideration is Berlo's SMCR Model or "SMCR" is a framework for 

understanding the communication process between the sender and receiver of messages 

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

Figure 1.1.  

 

Encodes      Decodes 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1.1. Berlos`s SMCR Model of communication 

* compiled by the author based on [14]. 

 

An essential aspect of the model includes the incorporation of blocks responsible 

for encoding and decoding the message, alongside accounting for possible distortions 

and noise in the communication process. For instance, a company may utilize a 

television advert (communication channel) to convey a message about a new product 

(message) to its target audience (receiver). The sender employs language understood by 

the receiver (encoding), and the receiver decodes the message by comprehending its 

content. 

Berlo's marketing communication model is one of the most effective tools for 

communicating with the target audience to help understand how messages will be 

perceived and what factors may influence the communication. However, unlike the 

previous version, without feedback, this model does not take this factor into account. 

The application of communication models can enhance the quality of marketing 

communications and increase the likelihood of achieving the company's objectives. As 

stated earlier in IMC the main advantage is the general concept of delivering 
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information to the consumer, so the analysis of the model data and analysis of different 

channels will help to implement this concept in the company's work as effectively as 

possible. It is possible to see in Fig. 1.2 the toolkit that helps to implement IMC in the 

international market. 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1.2. Marketing communications tools 

* compiled by the author based on [3]. 

 

IMC allow for the efficient selection of communication tools and effective sales, 

and the coordination of thousands of company activities, thus contributing to the 

creation of a coherent company image. Using this concept, the company develops a 

unified communications strategy that allows it to continuously demonstrate how the 

company and the products it produces will help consumers solve their problems. A 

company does not have to choose all of the tools presented, because quantity does not 

always equal quality. It is necessary to clearly understand the goals and current position 

of the brand when choosing marketing channels.  

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

company is willing to allocate to achieve a particular business goal. The trends and 
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relevance of certain tools depends very much on the target audience. For example, 

among B2B businesses, organizing various exhibitions, conferences or recording 

podcasts together with their customers is gaining popularity faster and faster. Although 

everyone thought that after the global pandemic, we will not soon return to this format 

of communication.  

Three main principles of the IMC strategy: 

1) Integration of choice. It is about how to combine different communication 

tools in the most effective way to achieve the set goals; 

2) Integration of positioning. Each of the types of proposed communications 

should be coordinated with the brand positioning in terms of their synergistic 

interaction. 

3) Integration of the schedule. This is when you already have an understanding of 

your market segment, you can influence the speed of decision-making in favor of the 

company's brand [40]. 

The key parameters of effectiveness in marketing communications are often 

challenging to define, leading to disagreements on the topic. This complexity arises 

from the multiple levels of influence involved in interacting with target audiences. 

Consequently, each level contributes differently to the company's business goals, 

making it difficult to evaluate comprehensively. 

Effectiveness in marketing communications is typically categorized into three 

levels: 

- Economic effectiveness of communications. It can be defined as follows: the 

ratio of the additional income obtained as a result of a marketing campaign to the total 

costs made for its realization. This efficiency has many positive aspects, for example, 

the direct link of converting the budget for marketing communications into income, but 

also remains under question, what value of the return  on investment ratio to consider 

acceptable and optimal for the selected business. 

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

the extent to which the broadcasted messages receive their distribution among the target 
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audience. The factors that characterize it are as follows: brand awareness, brand 

knowledge, perception and understanding of the transmitted information. Note that the 

distinguishing element from economic efficiency is that the communicative is 

determined by quantitative and qualitative methods of research before the campaign and 

after its completion, and sometimes even during its implementation. 

- Behavioral effectiveness of communications. It shows trust, commitment, 

acceptance and sharing of values and includes the intention to make a purchase, the 

process itself and the desire to make repeat purchases. Behavioral effectiveness is 

expressed in terms of conversion, average check size, purchase frequency and customer 

lifetime value [34]. 

Communication policy is an essential element in marketing. F. Kotler's statement on 

this topic is as follows: ñCommunication policy is a system that ensures the transfer of 

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

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

and its productsò [31]. In other words, the aim is to establish the principles and ñrulesò 

that guide the organization's decisions when it comes to communication [35]. 

There are internal and external communication policies. Table 1.1 demonstrates the 

details of their distinction. 

Table 1.1 

Difference between internal and external communication policy 

Internal communication policy and procedures External communications policy and procedures 

What do they cover: They address the 

communications which happen, either online or 

offline, within an organization. This includes how 

and when the organization will provide information 

to workers. Internal Communication policy and 

procedures documents generally include: 

- use of email communications 

- internal sharing of information including 

verbal information sharing 

What do they cover: They provide guidance on how 

to handle incoming and outgoing communications to 

people or groups outside of your organization. 

External Communication policy and procedure 

documents generally include: 

- one to one communication with people of 

groups (phone, email, letters, text) 

- engaging with media 

- social media use 
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Continution Table 1.1 

- social media use (such as private work 

groups) used for information sharing 

- as on laptops and phones 

- use of an organizatioǹs Intranet 

- managing complaints received through 

media/social media 

- websites/webpages. 

Common areas which appear in both Internal and external communications procedures 

- Privacy and confidentiality 

- Record keeping 

- How to manage potential and actual privacy / 

data breaches 

- Delegated authorities / roles and 

responsibilities 

- How to manage and escalate incidents and 

issues 

* compiled by the author based on [41] 

 

Once the communication policy has been successfully established, the following is 

developed and approved:  

- communication strategy; 

- marketing communications plan; 

- marketing communications budget. 

When conducting complex international marketing campaigns, much attention is 

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 is 

very important to take into account all the peculiarities of the market and maintain 

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 through 

multiple channels simultaneously. With advertising information overload, where a 

person could see up to 10,000 adverts a day in 2022, we are more likely to remember 

those that create a consistent impression and are repeated across multiple platforms.2) 

Brand consistency. IMC provide a consistent and unified brand message across all 

communication channels (advertising, PR, social media, events), which helps strengthen 

consumer perception of the brand. 
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3) Efficiency - an integrated approach allows content to be repurposed and 

production and distribution processes to be optimized. This also applies to internal 

resources and communications, making them more co-ordinated. With integration, 

marketing campaigns can be more precisely linked to key business objectives, avoiding 

siloed and duplicated projects with uncoordinated metrics between departments. 

4) Loyalty - An important part of integrated marketing is understanding and 

fulfilling customer needs. It is important for people to know what to expect from a 

brand. Customers remain loyal to companies that provide a trustworthy and positive 

experience with every interaction 

5) Adaptation to changing conditions. IMC allow quick and smooth adaptation of 

marketing campaigns depending on different situations such as changes in the market 

environment, consumer needs or innovations in communication technologies [13].  

One of the goals of communication is closely interconnected with the definition 

of target groups, so considering aspects as what information to transmit, when, how and 

what result we want to achieve directly depends on each step taken by the marketing 

department.  

For a brand to successfully penetrate the international market, it is crucial to 

formulate a market entry strategy that carefully considers both external and internal 

influencing factors. A marketing strategy serves as a systematic approach to planning, 

aiming to promote goods or services and enhance the organization's profitability. 

Through a well-defined marketing strategy, a company can delineate the necessary steps 

to achieve its business objectives. 

One primary objective of an integrated marketing strategy is to enhance 

competitiveness, which entails analyzing, identifying, and effectively leveraging the 

company's competitive advantages. Drawing from the works of Michael Porter, it 

becomes apparent that successful entry into new markets hinges on the company's 

understanding of its competitive advantage within the new context and how it will be 

perceived by customers in that market ("Competitive Advantage" and "Strategy: 

Competitive Advantage") [37;38]. The factors to consider before choosing a brand entry 

strategy for a new market are shown in Figure 1.3.  
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Fig. 1.3. Factors that affect the entry of a brand into a new market 

* compiled by the author based on [32]. 
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It is worth paying attention to the aspects of the regulation of marketing activities, 

especially in international markets. This contributes to the correct implementation of 

analyses, the use of advertising materials, and the promotion of goods on the market and 

can directly affect the brand image. Brand image refers to the perception that customers 

have of a brand based on their interactions with it. It can evolve over time and is not 

solely dependent on a customer's purchase or use of a product or service. Building a 

brand's personality, voice, and positioning in the market requires significant effort and 

goes beyond the visible elements like logos and symbols. These brand elements 

collectively shape how customers engage with and perceive a brand, ultimately leading 

to the formation of its brand image [52]. 

Once the strategy has been developed and the future direction has been set, it is 

necessary to choose how IMC will be implemented. 

There are five approaches: 

- Consumer Orientation 

This approach starts with a deep understanding of consumers. Before developing 

content or messages, the marketing team conducts research.  

A target audience is identified, and internal data and analytical tools are used to find 

out what is important to customers and what their needs are. This data forms the basis of 

an IMC plan.  

- Outsourcing 

One option is to hire an outside team to conduct research, analysis, and content 

creation. The experts can assess the company's current performance, understand its 

goals, and suggest how IMC can be effectively implemented. They will then work on 

implementing the proposed strategy. 

- Horizontal approach 

This approach involves close co-operation between different departments 

working on the same task. Management can initiate joint work between departments 

such as sales, PR and corporate communications, or form a separate team led by a 

designated project manager. This allows for a process from planning to implementation 

and subsequent evaluation of results. 
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- Vertical Approach 

This approach focuses on a top-down structure where executives play a key role. 

The company may already have established goals and a mission that needs to be 

communicated. Senior leaders initiate new projects, inspire employees, and then spread 

the message more broadly by moving to implement an integrated communications plan. 

- A cross-functional approach 

In the digital age, this approach is gaining popularity. It is based on creating 

multi-channel interactions with consumers both in the online and offline space. The 

main goal is to provide an interactive, engaging experience for customers, spanning 

multiple touchpoints and making interactions with the brand more personalized and 

vivid [13].  

Hence, when implementing integrated marketing communications (IMC), it is 

important to choose the most appropriate approach based on a company's objectives, 

structure and market conditions to generate positive results. By aligning communication 

strategy with these approaches, brands can effectively engage with their audiences 

across multiple channels, ensuring consistency and relevance, as well as improving 

customer experience and contributing to long-term success in both local and 

international markets. 

For a brand to be successful in the international market, it is important to skilfully 

combine different types of communications, taking into account cultural, political, 

consumer and other factors that affect the effectiveness of the communication strategy. 

It should be remembered that each market has its own unique characteristics: cultural 

differences may dictate different approaches to creating advertising messages, while 

political and economic factors determine the conditions for promotion. Consumers in 

different countries have different needs and expectations, so universal communication 

solutions rarely bring the desired results. 

That is why using a single marketing communications tool is not enough to fully 

reach the audience and ensure effective interaction with it. In such circumstances, it is 

advisable to use integrated marketing communications (IMC), which combines various 

tools, such as advertising, PR, direct marketing, digital channels, events and sales 
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promotion. This allows us to create a coherent strategy that takes into account the 

specifics of different markets and adapts to their characteristics. 

An integrated approach allows us to respond flexibly to changing market 

conditions, which is a key factor in achieving success in the international arena.  

Therefore, in today's world of global communications, the importance of 

integrated marketing communications (IMC) cannot be overemphasized. A unified and 

cohesive IMC strategy is crucial for brands aiming to effectively promote and 

communicate across both local and international markets. IMC ensures that marketing 

communications work together seamlessly, establishing reliable and consistent contact 

between a brand and its target audience, regardless of location. To achieve meaningful 

engagement, brands must deeply understand the preferences, behavior, and cultural 

nuances of their audiences. Furthermore, a comprehensive communication policy that 

accounts for the competitive environment and market specifics is essential before 

developing any strategy. 

When selecting tools like advertising, PR, sales promotion, and direct marketing, 

the integration of these efforts through IMC is critical. This approach amplifies a 

brand's influence by ensuring that all communications align, reinforcing one another, 

and creating a greater impact. 

Moreover, strict adherence to legal regulations is essential in executing marketing 

activities, as failing to comply can result in financial losses and damage to a brandôs 

reputation. There is no one-size-fits-all strategy, which is why a personalized approach 

through IMC, tailored to specific market conditions, is key. Continuous monitoring and 

analysis of communication effectiveness, along with strategic adjustments in response 

to market changes, will ultimately drive success in the international arena. By 

integrating all aspects of communication, brands can achieve stronger, more sustainable 

growth. 
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CHAPTER 2. ANALYSIS OF INTEGRATED MARKETING 

COMMUNICATIONS OF THE WARTO  

 

 

2.1. Characteristics of the Marketing Environment of the WARTO Agency 

 

WARTO Communications Agency has been on the market for over 19 years, 

founded in Kyiv, Ukraine. Founder and CEO Natalia Kholod. Number of employees are 

21 staff and 50 project people. The list of services of the agency includes Multichannel 

information campaigns, Work with bloggers and opinion leaders, SMM promotion, 

Outdoor press service, Communication strategy development, PR events, Anti-crisis PR 

and SERM.  The flagship product is communication strategy.  

The agency positions itself as an expert in anti-crisis 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 All-Ukrainian 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 audience 

of WARTO Communications Agency is medium and big business. In Appendix A you 

can review the application of the target audience. It looks as follows:  

1. Ukrainian corporations and international corporations represented in Ukraine.  

Agencyes are interesting because cooperation with them is good for the image and 

stable work. It is these companies that buy subscription services and focus on long-term 

cooperation. 

2. Stable Ukrainian companies that are medium and large businesses and are in 

the top 10 in their industry. 

They are interesting for cooperation because they are open to experiments, ready 

to work quickly, and less biased. 

3. International grant-making organizations interested in working in Ukraine and 

cooperating with Ukrainian companies.  



24 
 

Unique selling proposition of the WARTO brand - Effective marketing and PR 

tools that solve clients' business problems, implemented with high expertise and 

involvement of the agency's specialists [9]. 

WARTO provides services not only on the territory of Kyiv but there are regional 

and all-Ukrainian projects.  When selecting clients, they necessarily go through several 

stages of qualification. One of the important and priority issues for the agency is the 

budget, as WARTO positions its services above average, it is worth considering the 

answer to the question: óWhat is the marketing budget for the year?ô.  

Here is the list of various clients of WARTO: Credit Agricole, UNIDO, Cherkasy 

Regional State Administration, Nemiroff, Business Centre VEDA, Network of 

supermarkets Velmart, Cottage Village Cherry Village, Tetra Pak, IDS Group, 

Tabletki.ua and others. Usually, there are 4-7 clients in the turnover of simultaneous 

work.  

The average return of the client for a repeat service is about 20%. There is a 

regular client who is with WARTO for 10 years and is a chain of supermarkets in Odesa 

- Obzhora [1].   

It is worth noting that in connection with the outbreak of a full-scale war in 

February 2022, it is the clients under this target partner first returned to work with 

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 finding 

new channels to attract clients. WARTO did not choose any specific strategy to achieve 

the set goals, but in the summer of 2022 was opened a department for working with 

partners (this department is part of the department that deals with the image and PR of 

the agency), the agency decided to move in the direction of finding partners-agencies 

from Europe, USA, so that they would transfer clients or do joint projects with them. 

There were discussions and even made calculations of the fulfilment of services for 2 

clients from Ukraine, who wanted to enter a new market in Europe. One of the reasons 

for the failed deal was the high level of costs. It was also decided in 2023 to fully join 

foreign, and international organizations and participate in various formats of 

performances. 
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The situation for autumn 2024 is the agency has more than 20 partners-agencies 

abroad, WARTO is a member of the organizations SUP (Community of Ukrainian 

Enterprises), VRC (All-Ukrainian Advertising Coalition), Community of Financial 

Directors of Ukraine and PRCA (Public Relations and Communications Association) 

and Piarity.  

For the company to move forward in a positive direction and be accepted in the 

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 the 

communication agency.  

The first step is to study the external environment and the factors that influence 

the development and prospects of the agency. The generally accepted analysis of the 

external environment is PEST-analysis. This type of analysis includes universal factors 

such as Political, Economic, Social and Technological. When a company wants to enter 

the international market, it should carry out this analysis regardless of its sphere. Each 

factor of PEST analysis can have both favorable and unfavorable impacts on the 

partners, showing new opportunities or risks for the business. As for adaptation to new 

markets taking into account IM analysis gives an approximate forecast of opportunities. 

PEST analysis is a point system. Assessment of the level of influence is from 1 to 3, 

where 1 is a minor impact that does not affect the results of the company, and 3 is any 

change that will be immediately visible in the company. The probability of change is 

scored from 1 to 5, where 1 is no change and 5 is a very large impact [5]. 

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 the 

most significant risks and opportunities are political and socio-cultural aspects. The 

most significant factor in the political sphere is war (weight 0.43), this factor has a 

serious impact on business in the communication sphere. Strongly influential factors in 

addition were political instability and state policy regarding censorship represent 

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 of 

currency fluctuation (weight 0.27) (which directly depends on the political factors 
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mentioned above), which affects the cost of international communication campaigns, 

and may affect the price increase. There are likewise risks with price increases (weight 

0.26) and changes in consumer spending, which can directly affect the marketing and 

PR budgets of companies, unfortunately, this will lead to their reduction.  

Political events have directly affected the social and cultural sphere where the 

main challenge is the migration of working-age people abroad (weight 0.45). This 

already hurts the availability of qualified personnel and the labour market. There are 

positions in the agency of management positions that are difficult to close for this very 

reason.  

Agency should pay attention to technological factors, one of which is óthe 

emergence of new communication platformsô (weight 0.41) and the need to integrate 

them into marketing campaigns too plays a key role. It is expected that the successful 

adoption of these platforms (weight 0.25) and trends (weight 0.25), along with the 

development of artificial intelligence (weight 0.22), will help strengthen the agency's 

position in the market and reach new ones through IMC. 

In general, it is important for the WARTO agency to adapt to rapidly changing 

conditions, and to always monitor and analyze what is going on around them. It is 

important to take into account all these factors to be competitive and to stay in business 

at all.  

If we consider the competitive environment of WARTO, the agency has about 30 

competitors in the market of Ukraine, which are actively engaged in activities. But since 

the PR agency is going to enter foreign markets and use integration marketing in this 

case, consider the Table 2.1. and Chart 2.1. in which you can see the competitors, of 

which HAVAS, PRoVision Communications, PLEON Talan are representatives of large 

agencies in Ukraine. MAINSTREAM already has a client market in the UK, EU and 

USA [33]. This choice of competitors was made specifically to understand who as well 

has clients abroad.  
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Table 2.1. 

Competitive market card 

 

Enterprises Market leaders Enterprises with a 

strong competitive 

position 

Enterprises with a 

weak competitive 

position 

Market outsiders 

With a rapidly 

improving 

competitive position 

Be-it Agency, 

MAINSTREAM 

Gres Todorchuk PRoVision 

Communications 

N/A 

With an improving 

competitive position 

Fedoriv Agency 

 

WARTO KYIFORNIA  B2BPR 

With a deteriorating 

competitive position 

HAVAS Brandcom PLEON Talan Nerd agency 

 

* compiled by the author  

As demonstrated on the Competitive market card the main competitors for 

WARTO are Be-it Agency and MAINSTREAM. Even though its client bases are 

concentrated on Ukrainian clients, MAINSTREAM has managed to integrate its 

services into new markets and make projects. Besides, these agencies have an individual 

approach to clients and personalisation of services, if a service is not on the list of basic 

services, it does not mean that it is not possible to implement.  

Looking at the analysis of competitors in the Fig. 2.1. it is clear that WARTO and 

Gres Todorchuk have the highest price for services and at the same time one of the best 

quality of services. Additionally, MAINSTREAM has a lower price but the quality of 

services remains excellent. Due to all the above mentioned, MAINSTREAM is 

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 approach 

to assessing the competitive environment and facilitates strategic decisions that can 

affect the long-term success of the company. 
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Competitor Analysis 

 

Fig. 2.1. Marketing communications tools 

* compiled by the author based on [9] 

With this analysis, the agency will be able to understand the different forces, 

make informed decisions and adapt to new markets [18].  

According to the results of WARTO analysis, it is clear that it is quite easy to 

enter the PR and communications sector, so there may be an increase in competitors. 

But as for suppliers (in our case contractors who work on outsourcing) will have little 

impact on business, as there are always reserved channels of replacement.  

After the analysis WARTO agency should expand its services and differentiate 

itself otherwise there is a chance to get lost among competitors. Therefore, entering new 

markets is the right decision.  

It is worth referring to the analysis of the external marketing environment trends 

that are now actively used by other agencies. Select those that contribute to the 

development of the industry and sometimes ask to adapt to them. One such trend is 

artificial intelligence. It is very often used in creative tasks to help direct thoughts in a 

standardized direction, generate images for social networks and correct texts for media. 

As for the expert opinion on this matter can be divided into two camps. Some believe it 
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is a new opportunity, others that it makes work more difficult, but both sides agree that 

it is worth developing and exploring the correct, ethical use of AI. McKinsey 

emphasizes that such AI-powered predictive technologies increase the likelihood of 

conversions and reduce advertising costs, giving companies more accurate targeting 

tools. Many experts, including PwC, believe AI will be a major driver of change in 

marketing in the coming years. 

The trends include personalisation and hyper-targeting. Consumers increasingly 

want a unique approach to themselves and focus a lot of attention on themselves. 85% 

of companies claim to provide their customers with a personalized experience. But only 

60% of consumers say they receive personalized offers [7]. 

Thus, agencies should pay attention to the correct use of this trend and use 

individual approaches for each potential client, current client and past client. According 

to statistics, 35% of clients return to the agency for repeat services, which is an 

excellent result, given that many companies hold tenders for agency approval.  

Furthermore, the WARTO agency can apply the trend of omnichannel, as it is 

relevant not only for their clients but also for themselves. Omnichannel is the use of 

different channels of communication with the client, which implies the existence of a 

single system in which the following blocks are maintained, changed and distributed to 

all involved channels: 

- A single customer/potential customer/partner profile 

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

configuration 

- Knowledge base [6]. 

Sustainability and involvement with charitable organizations are some of the 

most important elements for businesses today. The WARTO agency is not standing 

aside from this either. In March 2022, the agency's employees helped companies to 

cover volunteer headquarters, and free food and medicine distribution free of charge. 

Thus helping both people and businesses survive.  

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

than ever to promote exactly the company/agency brand on social media. This is no 
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longer aimed at attracting new customers but at increasing brand awareness, and for the 

most part, developing an employer brand. We all check social media first before doing 

something or going somewhere, so the agency needs to evolve in a modern way to 

attract the new generation and work for the long term.  

Moving on to analyze the internal environment of the WARTO communications 

agency, let us start by looking at the cycle of the agency Figure 2.2., understanding 

where it stands.  

 

  Fig. 2.2. Life cycle of communication agency 

* compiled by the author based on [9] 

 

The agency is now at the 5th stage, which is the best time to diversify and enter 

new markets, so this is a phase of active development, which should not be missed and 

properly utilized. IMC will be able to help in the penetration of new markets and be sure 

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 some 
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elements may become better, due to its USP is a communication strategy in an exclusive 

form, which in 2025 the agency plans to patent 

One of the basic elements of the analysis of the internal marketing environment is 

the calculation of indicators that are in the Table 2.2. and the reason according to the 

formulas from the Appendix D.  

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% 

* compiled by the author based on [9] 

These indicators help to assess the financial stability, profitability, the 

effectiveness of the company's marketing strategies and the possibility of entering new 

markets. Based on the data in the table, we can see that the increase in ROS indicates 

that the business is profitable and there has been an improvement in team processes, it is 

known that the agency was in 2022 added a department and 6 people were hired in new 

positions, for a communication agency this is quite a lot.  The decline from 110% in 

2019 to 47% in 2020: This is due to the COVID-19 epidemic and a drop in investment 

in marketing and development. A stable ROA of around 57-58% in 2022 and 2023 

indicates that the company has found an efficient asset utilization model and is 

maintaining it at a high level. Overall, the company shows high profitability, which 

consequently allows it to enter new markets. Figures show that even in unstable years 

for Ukraine, the agency brought profit, that is, the team can find solutions to problems 

and stay in business.  
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The last element to describe the marketing environment is SWOT- analysis in the 

  Figure. 2.3.   

 

 

 

  Fig. 2.3. SWOT-TOWS analysis  

* compiled by the author 

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

company can actively involve marketing efforts, and include the fears and threats that 
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are worth taking into account and take into account when developing a strategy, this 

will not be an exception for IMC [5]. 

SWOT analysis showed that the strengths of the agency are a strong brand in 

Ukraine, innovative approach, reliability and quality, as well as a large number of cases. 

The strongest threat to the business is war. The weak side of the business is a small 

number of really professionals, which is largely influenced by the move of Ukrainians 

abroad. The opportunities that have the most impact are development through social 

networks, establishing strategic partnerships and expanding globally. 

Appendix E contains the TOWS matrix, which seeks to combine the results of the 

SWOT analysis to generate different business development options depending on the 

strategy. This analysis allows you to understand the relationship between characteristics 

and factors from different SWOT sectors and develop strategies to strengthen and 

mitigate them [47]. 

According to the strategy selection matrix, the appropriate choice would be an 

aggressive strategy. This is an emphasis of WARTO's capabilities and strengths. The 

total weight of interactions is 32.4. This emphasises the potential of the agency to 

actively exploit its advantages in new markets. 

It is also worth emphasising the TOWS analysis, which showed that it would be 

optimal to apply SO strategy with WO elements. From this strategy is expected active 

growth and development of business, expansion and strengthening of reputation while 

optimising internal processes and removing barriers. Thus, by balancing the two 

strategies, the development of the agency will be aimed at the expansion and 

acceleration of the brand, minimising risks. 

If the agency uses IMC then there will be prospects to create consistent and 

creative marketing messages for different markets, will actively use digital platforms to 

reach international audiences without the need for a physical presence, will work on 

expanding the offer and integrating additional services (e.g. strategic consulting), which 

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 international 

markets if it optimizes its internal processes and uses the strengths it already has to 

implement IMC. 

 

 

2.2. Analysis of the Marketing Communications System of the WARTO 

Brand 

 

Brand marketing communications are an integral part of the strategy. WARTO is 

a communications agency that needs to build strong relationships with past, present and 

future clients, employees and contractors, and partners. Communication is important for 

building the brand and image of any business, so it is worth paying attention to 

developing the right tone of voice for each communication channel, understanding what 

works effectively and what does not, monitoring the results and, last but not least, 

feedback on the work, as all of the above affects the success of entering the international 

market. And considering what will be used to improve the IMC agency's work, the 

current state of marketing communications is a necessary element.  

In 2022, the agency has a mission: óTo give sustainable business a powerful 

public influence, to convey values to the hearts of millions. By strengthening business, 

we strengthen the country's economy.ô  

The main goal of the WARTO agency is to strengthen sustainable companies and 

unlock their potential with the help of marketing and PR tools. By strengthening 

business, we develop the country's economy [9]. 

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 and 

irony, with elements of storytelling, encouraging discussion. The tone of WARTO's 
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communications is not intended to preach, but to explain and engage in discussion 

interestingly, sometimes provocatively, and always providing practical benefits.  

A linguistic analysis of the information space over 3 months shows a saturation of 

positive word forms around the brand that relate directly to the core activities of the 

work. This forms a positive information space. The keywords are communication, 

agency, business and worth [9]. 

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

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

 

      

  Fig. 2.4. Evolution of the WARTO logo  

* compiled by the author based on [8] 

 

The first rebranding was related to the military events in Ukraine, as the 

çgrenadeè is a trigger symbol that could no longer be on the logo and represent 

WARTO.  Just at the same time, the first attempts were made to enter other markets 

with communications and after a year it was decided to make another rebranding that 

would show the identity and origin of the agency from Ukraine. The changes in 2024 

were aimed at further prospects of creating integrated i.e. common marketing 

communications in new markets.  

When it comes to positioning for external communications, WARTO 

Communications Agency is a bold and expert partner that anticipates trends, offers 

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 team 

is a team of happy and confident professionals who keep their finger on the pulse of 

trends, create a product of impeccable quality for clients, and build and develop their 

expertise through work in the agency.  

WARTO Communications Agency is an environment of continuous professional 

growth for the team [9]. 

The agency uses Facebook, Instagram and Linkedin and is an active user of social 

media, acting as an expert Fig. 2.5. The idea behind the agency's social media is to be 

interesting for business directors by showing successful cases and expert opinions. One 

of the main orientations of WARTO is to educate and inform modern directors about the 

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

 

 

  Fig. 2.5. Social networks WARTO 

*  compiled by the author based on [2,49,50] 

 

Today the agency is also adding new content in a humorous format. It is aimed at 

telling life situations of the input of working with agency and to understand more about 

the pains of PRs.  

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

advertising, Reels, always replenishes topical stories and regularly posts 2 times a week. 
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The disadvantage of the page is a low level of engagement and lack of storytelling. 

Examples of posts can be found in the Appendix E. 

As for Facebook and Linkedin, there are duplicated posts from Instagram, one 

exception is that on Linkedin there is an audience of agency partners from other 

countries, so for them and attract foreign audiences in general, they publish content in 

English. Additionally, the staff shares posts in groups on Linkedin, to expand the 

foreign audience. As for the growing popularity of Tik Tok WARTO does not lead and 

does not plan yet, as it believes that there is no target audience, and even if there is, the 

directors should be somewhere to relax and not listen to about work.  

The comparative analysis of the social networks of WARTO and competitors was 

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 Instagram 

followers  

518 1425 280 12,3ʂ 584 

%, audience engagement 

(10 latest posts) 

0,05 0,1 0,09 0,06 0,05 

Number of Facebook 

followers 

1,9ʂ 2,2ʂ 4K 20ʂ 4,6K 

%, audience engagement 

(10 most recent posts) 

0,003 0,005 0,02 0,01 0,04 

Linkedin presence + + + + + 

TikTok presence - - - - - 

* compiled by the author based on [9] 
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The results show that the leaders in attracting audiences are not always those who 

have more subscribers. Today businesses are more interested in quality than in quantity, 

so the leaders in attracting an audience on Instagram are HAVAS and MAINSTREAM, 

and on Facebook, it is Gres Todorchuk. Warto occupies an average position 

everywhere, it is not an outsider or a leader, so there is room for advancement and 

something to change in its communication with the audience. According to the table, 

TikTok nobody has, Linkedin is gaining more and more popularity in the business 

environment in Ukraine, so it is worth paying attention to them.  

The results show that the leaders in attracting audiences are not always those who 

have more subscribers. Today businesses are more interested in quality than in quantity, 

so the leaders in attracting an audience on Instagram are HAVAS and MAINSTREAM, 

and on Facebook, it is Gres Todorchuk. Warto occupies an average position 

everywhere, it is not an outsider or a leader, so there is room for advancement and 

something to change in its communication with the audience. According to the table, 

TikTok nobody has, Linkedin is gaining more and more popularity in the business 

environment in Ukraine, so it is worth paying attention to them.  

In addition to social media, the Public Relations Department runs óôWARTO 

Digestóô on Telegram. This channel is aimed more at employees and partners of the 

agency. It publishes identical material to Instagram and congratulates the employees on 

their birthdays. As of October 2024, the Telegram channel has 54 subscribers.  

On the Figure 2.6. shows that the agency is actively using SEO and direct traffic 

to attract clients, this is aimed at working on brand awareness and website optimisation. 

At the same time, there is an opportunity to strengthen the social media strategy, paid 

search and email marketing, which could help the agency to adapt and gain a foothold in 

foreign markets. More information on social media and website traffic can be found in 

the Appendix F. 
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  Fig. 2.6. Marketing Channels WARTO 

* compiled by the author based on [51] 

   

The first 3 pages of Google contain links to the agency's communication channels 

and profiles in various directories and databases. The information field is neutral to 

positive.  

Contextual analysis revealed the following distribution of mentions: 

- Irrelevant mentions - 42%. 

- MASS MEDIA - 19% 

- Own communication channels - 7%. 

- Dossiers/profiles - 18%  

- Job search websites - 9%  

- Review sites - 5%.  

Media relations are mainly focused on publications in specialized publications. 

Publications are issued regularly. However, specialized publications are not included in 

Google. News is of lesser value to the search engine, which is why they are not 

displayed on the first page of Google.  

The assessment of the information space by the Semantrum monitoring system 

showed that the information space has a neutral-positive 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 are 

professional publications (Sostav, Marketer, CASES, MMR, Vector and others), 

business publications (both in general and industry-specific) and socio-political 

publications (UP, NV, Liga, Hromadske). 

In addition, they actively publish blogs on UGC platforms (CASES, SPEKA, Na 

Chasi) [9]. 

In 2023, it was decided to promote the agency at various profiles and further 

various profile conferences. Thus, CEO and founder Natalia Kholod together with PR 

director Maria Bagatikova spoke in London, UK at the PRCA conference on crisis 

communications, which influenced Warto to join this organization on a non-paid basis. 

There was also a presentation at the annual AMIN Conference in Valencia, Spain. In 

2024 the agency participated as an online speaker at the conference held in Sri Lanka at 

the 10th World Congress on Media and Mass Communication. Speaking at various 

conferences and participation in business or profile associations contribute to increasing 

brand awareness, and finding new clients and partners. As an entrance to foreign 

markets with IMC, speaking in English has a positive impact, so you can make yourself 

known and demonstrate expertise.  

WARTO occasionally uses mailings of materials through its database. Email 

marketing is done from 7 to 15 times a year depending on the needs. The agency's 

database is about 500 contacts (this includes directors, owners and managers of medium 

and large businesses), with an average open rate of 38% [1]. 

Therefore, we can conclude that after the analyses conducted, the communication 

and PR agency WARTO has all the possibilities and prospects for further promotion 

and obtaining the first order in the foreign market. For this purpose, it needs to change 

its vision and strategy to a greater extent on IM. The agency made certain elements of 

such strategy: posts in English (they are irregular and without analyzing the interests of 

the audience in the markets of interest), speeches abroad in English, demonstration of 

expertise and what is no less important internationality, active participation in 

associations (at the moment, no advantages of participation have been used), posting 

posts equally on all social networks and they are aimed at the same audience, which is 
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the TA.  It should be noted that there has been a rebranding, which in the future will 

contribute to recognisability and will be universal for many markets, which directly 

helps IMC to implement in life.  
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CHAPTER 3. IMPROVEMENT OF THE INTEGRATED  MARKETING 

COMMUNICATIONS SYSTEM OF THE WARTO BRAND  

 

3.1. Directions for Improving the Integrated Communications System of the 

WARTO Brand  

 

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

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

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

completely restructure and improve the existing elements towards IM. The purpose of 

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

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

consider the table analysis of options, which the agency considers for the exit Table 3.1. 

Table 3.1. 

Comparative analysis of countries 

Country Openness to 

foreigners  

Loyal 

attitude 

towards 

Ukrainians  

Developed 

business sectors 

 

Cons of 

choosing a 

country 

Peculiarities of 

communications 

Germany High. Labour 

migration and 

academic 

mobility are 

welcomed. 

47% of 

Germans 

consider 

support for 

Ukrainian 

refugees 

necessary. 

 

Automotive, IT, 

engineering, 

finance. 

High 

competition in 

PR sphere, 

complex 

business 

regulation, 

high costs of 

market entry. 

Formal 

communications, 

emphasis on accuracy, 

reliability of 

information and long-

term relationships. 

 

Slovenia  Medium. 

Open country, 

integrated 

into the EU, 

actively 

attracts 

foreign 

investment. 

Assistance 

is provided 

to 

Ukrainian 

refugees. 

Tourism, 

logistics, 

pharmaceuticals. 

Small market, 

high 

dependence on 

EU, low 

awareness of 

PR tools 

among local 

businesses. 

Formal style of 

communication, 

respect for European 

standards of business 

culture. 
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Continution Table 3.1 

 

 

*compiled by the author based on [4,12,27,15,20,16,21] 

Serbia 

 

Openness 

grows despite 

lack of EU 

membership. 

Limited data, 

but support 

for Ukrainians 

is at the level 

of 

humanitarian 

aid. 

Agriculture, 

manufacturin

g, IT. 

 

Unpredictable 

political 

situation, slow 

economic 

growth, 

limited PR 

resources at 

the national 

level. 

Less formal approach 

to communications, 

emphasis on personal 

connections and trust. 

 

Croatia 

 

Integrated into 

the EU, tourist 

and business 

exchanges are 

welcome. 

 

Support for 

Ukrainians is 

provided at 

the level of 

the EU and 

national 

programmes. 

Tourism, 

shipbuilding, 

wine 

production. 

Seasonal 

dependence of 

the business, 

small market, 

high 

competition in 

the tourism 

sector. 

Formal approach, 

strong influence of 

European business 

culture. 

 

Austria 

 

High. 

Attractive 

country with a 

developed 

economy for 

specialists. 

 

Provides 

temporary 

assistance to 

Ukrainian 

refugees. 

Finance, IT, 

energy, 

environment

al 

technologies. 

 

High costs of 

maratisation 

and PR, 

complex 

regulatory 

procedures, 

market 

saturation. 

Formal and 

professional 

communications, high 

business ethics. 

 

USA 

 

Very high, 

especially for 

qualified 

people. 

 

Ukrainians 

receive 

support 

through 

government 

programmes 

and NGOs. 

Technology, 

entertainmen

t, medical. 

 

High 

competition, 

cultural 

differences, 

the need to 

adapt 

communicatio

ns to a diverse 

audience. 

Dynamic 

communications, 

emphasis on creativity, 

emotional engagement 

and adaptability. 
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Based on the results of the table, the following can be determined: start entering 

the markets of Austria or Germany, where there is a significant market capacity and 

high demand for systemic communication strategies. The next stage will be a gradual 

expansion. After consolidating its position and developing cases in Austria or Germany, 

consider countries such as Slovenia or Croatia - additional markets for diversification. 

They will help to expand their importance in the European market. For a long-term 

strategy, plan and prepare to enter the US market to capitalise on its potential to scale 

the business. Going straight into the US market will be quite problematic at the moment 

due to the unstable political environment possible restrictions, and unfavourable policies 

for foreigners.  

The right option would be to focus the agency's attention on integration into the 

Austrian and German markets. It is very important to take into account their 

peculiarities in communication and attracting new clients, they will be mentioned in 

section 3.2.  

It is the integration approach (combining digital, PR and offline companies) that 

meets the requirements of these markets, as it emphasises professionalism and the 

ability to solve clients' tasks in a systematic way. And WARTO positions itself as a 

systematic and serious agency.  

The first important element of adaptation is rebranding. It is worth changing the 

name of the agency so that it becomes understandable to foreign clients and 

immediately evokes the right associations. The new name is óWorth itô. As a result of 

this change, the name will carry the same meaning as in Ukrainian, but it will be easier 

to be perceived by clients and partners and will evoke emotions that are embedded in 

the new brand positioning.  

In addition to the name, the agency's mission, goals and target audiences have 

been updated. These changes are presented in section 3.2 

The second area of development will be content and social media in general. To 

date, the agency's publications are occasionally published in English, but this is not 

enough to attract and build a brand abroad. A good option would be to create a full-

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

interest.  

It is worth segmenting the content, it should have its own purpose (brand 

awareness, employer brand development, educational or entertaining content, etc.). This 

will help the agency to develop and deliver separate messages on one platform.  

Segment the audience for social networks into: future clients (medium and large 

businesses, international corporations); separate CSR projects (UNESCO, USAID and 

others); current clients; clients of internal activity aimed at the team, future employees 

and the agency's achievements. Such targeted content placement promotes more activity 

and attracts new subscribers.  

However, one must consider the popularity of social media in our areas of 

interest. Appendix G lists the popular social networks in European countries for 2024 as 

Facebook, Instagram and Pinterest. While in the US, Facebook, YouTube and Instagram 

are leading the way. With IMC, there is an emphasis on versatility and adaptability. The 

right thing to do is to study the leading platforms that are popular in the markets of 

interest, such as Pinterest and YouTube.  

These platforms can be done initially in English and you should define your goals 

and expectations from them. Pinterest is a platform for inspiration and should be used to 

post pins, not just pictures, but links to articles, the podcast too written about below, and 

in general to drive traffic to WARTO's website or Instagram. YouTube: you should 

focus on informative content and you can make a podcast about PR and business in 

different countries, invite guests from different countries and show how different we all 

are, but at the same time emphasise that integration and communication help to find a 

lot of common ground and we are closer than we think. The purpose of this podcast is to 

show WARTO agency staff an understanding of the business of different countries and 

to pave the way for trust through this expertise, not only as a crisis management agency 

but also as an international agency.  

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

do not show discrimination against minorities, nations, races and other things. Due to 
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the fact that every country has different laws and views, for example, you should avoid 

bringing up issues such as people's non-traditional orientation. 

Influencers are the driving force in today's world. It is worth considering options 

for cooperation with foreign bloggers. Yes, ordinary bloggers will not be a good idea, 

but you can consider bloggers-entrepreneurs, Ukrainians who have opened their 

businesses in other countries, journalists, employees of corporations and neighbouring 

niche agencies. Such cooperation can serve as advertising for their target audience, thus 

more and more will learn about WARTO agency as an international expert. 

Collaboration formats can range from podcasts, and organising joint brunches to 

interviews, joint collaborations on projects.  

One trend is personalisation, which can be leveraged to build strategy. 

Unfortunately, when brands go international, customers lose touch with the brand and 

don't feel important and unique. To prevent this from happening, I suggest taking a 

more detailed approach to the issue of personalisation, i.e. customer relationship. 

Regular video sessions with clients, congratulations on holidays (national and global), 

active notification of news and new opportunities and, of course, an audit of the quality 

of services provided and expectations, whether they have been exceeded.  

Another element for the implementation of IM is a PR campaign in the target 

regions. For this purpose, it is definitely worth identifying key international media 

outlets that are read by potential clients (e.g. Adweek, PRWeek, The Drum). Published 

articles, case studies and research will help demonstrate the agency's successful track 

record. Communicating information about entering the international market through 

press releases and interviews with company executives is generally a good idea and will 

emphasise brand trust. An example of material would be a press release with a case 

study: ñHow WARTO helped a global company adapt to Eastern European marketsò. 

Exactly what integration marketing cannot be successfully implemented without 

is the localisation of the service to foreign markets. Include in the list such PR services 

that will be oriented to local peculiarities: adapting advertising campaigns to cultural 

trends; working with local media and bloggers; creating creative campaigns for local 

audiences. Relevant agency partners will help with this, with whom it is worth 
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maintaining clear communication and really building a strong partner network to better 

understand the market. 

In the long term, it can be seen that agencies that have representatives in the 

countries where they provide services perform better. In my opinion, attention should be 

paid to this. After launching the strategy and gradual exit, the situation and sources 

should be analysed for really high growth opportunities and opening a branch of the 

agency. This is important to maintain service quality and credibility. When entering 

European countries, you should choose a country as well by good location, this way 

staff can travel to clients in other countries and again they will feel their importance and 

personalised approach. Plus one of the fears of Europeans is that someone from another 

country will do the communication for their business, they worry that we will not 

understand them and won't be able to get the information to their customers correctly. 

Because of this, building relationships directly is much more reliable and will work for 

the future of the agency. 

Implement collaborative tools such as Trello, Asana, or specialised content 

management systems to make it easier to share information. This will allow teams to 

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 agency is 

problems with finding and retaining employees. Therefore, it is worthwhile to take 

measures to remedy this situation by working to strengthen the employer brand. For this 

purpose, it is worthwhile to revise the working conditions of the agency and, on top of 

that, to add one of the important criteria for recruitment of employees - knowledge of 

the English language. It is worthwhile to improve the qualifications of HR specialists, to 

clearly define the partners of future candidates and really evaluate the proposals that 

they will be able to agree to. I also advise you to start speaking at various conferences 

and webinars to attract employees with your expertise. One of the popular options for 

finding employees in Europe is universities, in which there is a chance to find a person 

with óburning eyesô and offer him an internship. There are some disadvantages to this, 

but in the long run, it's a great opportunity and gives you the chance to cultivate your 

inner ideal candidate.  
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It is worthwhile to conduct regular training for the team to learn new trends and 

conduct various trainings to study the culture and peculiarities of communication of 

certain countries. This contributes to effective work with foreigners. 

At the end of the day, it is worth developing an international communication 

strategy that will focus on positioning for foreign markets. It helps to understand where 

the business is going, and how and where to communicate. It will furthermore make it 

easier for employees, as they will know the clear goals of the agency and evaluate their 

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 country-specificities 

(in our case Austria and Germany). The communication characteristics of different 

countries have been shaped by their cultural, economic and social traditions, which 

makes each audience unique. In international markets, it is necessary to take into 

account the specific perception of information, the preferred channels of communication 

and the level of formality characteristic of each country separately. Since our strategy 

envisages IC, the tone of voice and the formation of communication channels must be 

adapted to the two outbound markets of Austria and Germany.  

The national language of these two countries is German but with different 

dialects. English is the language of business and is therefore spoken fluently by the 

majority of the population in these European countries. The EF English Proficiency 

Index ranks Austria in 2nd place and Germany in 11th place, which shows a good 

chance of communicating in English without using German in business speech [23]. 

Table 3.2. shows the cultural characteristics of Austrian and German 

communication. The common elements, which can be the point of construction of the 

tones of the voices, are directness and honest communication, striving for clarity and 

concreteness in expressing thoughts. Both nations pay sufficient attention to formality, 
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which plays a significant role in their interactions, especially in the initial stages of 

acquaintance, where the use of formal forms of address is the norm. 

Table 3.2. 

Comparative characterisation of features in communication 

 

Austria  Germany 

Characteristic Forbidden 

topics for 

communication 

Characteristic Forbidden 

topics for 

communication 

Communication style 

Restraint, formality and politeness 

in the initial stages of 

communication; as a relationship is 

established, more warmth but 

maintaining formality. 

Nazism and 

neo-Nazism 

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 talk 

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 is 

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 simply 

their way of ensuring clear 

communication. 

People tend to speak honestly, 

clearly and explicitly to get straight 

to the point. 

 

Opposition to 

women's rights. 

Insults to 

religious 

minorities. 
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Continution Table 3.2. 

 

Attention  

Modesty and restraint; avoiding loud behaviour, 

inappropriate dress or excessive compliments; losing 

one's temper in public is highly undesirable. 

Political 

incorrectness. 

Direct accusations 

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 

questions. Show 

discretion and be 

honest; indirect 

behaviour is likely to 

be interpreted 

literally. 

Immigration 

and 

integration 

Formality  

Use of formal óSieô before suggesting switching to 

informal óduô; using óduô indiscriminately is 

considered impolite, but young people are more 

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 freedom 

of speech. 

Humour  

Subtle, cynical and dark; preference for irony and 

wit; Austrian humour is difficult to understand due to 

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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Continution Table 3.2. 

 

It can sometimes be difficult to detect the use of humour as it 

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 English-speaking 

West than vice versa, largely because the jokes are lost in 

translation from German to English. This can sometimes give 

the impression that Austrian humour is dry, even though it is 

not.  The word óSchmªô is a colloquial expression that 

describes is a colloquial expression that describes Austrian 

(especially Viennese) humour. 

   

 

*compiled by the author based on [39] 

Another common element is that both Austrians and Germans respect silence in 

conversation, preferring to speak only when necessary and avoiding filling pauses with 

empty words. They value effective conversations. 

Humour in these cultures tends to be subtle and indirect, and sarcasm and self-

deprecation are often taken literally, requiring caution when using such forms. 

Moreover, general restraint in emotional expression and behaviour creates an 

atmosphere of professionalism and respect in business contacts, which cannot be said 

about their communication with family and friends.  

It is vital to find a neutral way of addressing for correct perception on both sides, 

without harassing each of the nations. 

Having found common points in communication between Austria and Germany, 

it will be important to pay attention to what can and cannot be done in communication 

and information transfer in these countries on the Table 3.3.  

After analysing the communication behaviour of Austria and Germany, we 

managed to find common points, so we adapted the tone of voice to the information 

above.  



52 
 

Worth IT tone of voice: lightness and professionalism. Precision and structure are 

important, but at the same time, accessibility and the ability to convey information 

clearly and unobtrusively are valued. 

Table 3.3. 

Comparison of what can and should not be done in communication 

 

To do Not to do 

Austria Germany 
 

Austria Germany 

A good topic of 

conversation is Austria's 

regional diversity. 

Austrians love to talk 

about their home region. 

Many feel a sense of 

belonging to their region 

of birth, even if they left 

many years ago. Also, 

show a sense of 

admiration for Austria's 

natural beauty and 

landscapes. 

Try to get straight to 

the point. Germans 

generally do not need 

a lot of small talk to 

warm up a 

conversation. They 

often appreciate it 

when others are 

straightforward. 

Do not think that 

Austrians and Germans 

are one and the same. 

There are clear differences 

in culture, customs and 

values between the two 

countries. Some Austrians 

may feel resentment 

towards Germans. Thus, 

do not call an Austrian a 

German a German and try 

not to compare the two 

countries. 

Avoid shouting 

across rooms or 

drawing attention 

to yourself in 

public. 

Disobedient 

behaviour can be 

seen as a lack of 

self-control 

Respect an Austrian's 

personal space. Many 

people value their 

physical and personal 

privacy when they are 

among strangers. Thus, 

ask permission before 

taking photos or 

videoing someone. 

Give sincere answers 

to serious questions 

and avoid introducing 

humour to lighten up a 

harsh conversation. 

Avoid being late or 

cancelling arrangements at 

the last minute. 

Punctuality is highly 

valued by Austrians. If 

you expect delays, warn 

your Austrian colleague 

and apologise for the 

delay. 

Do not pressure a 

German to 

reconsider their 

decision on an 

issue if they have 

already given 

you their answer. 
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Continution Table 3.3. 

 

It is also expected that 

someone will knock on 

doors before entering. 

Talking about personal 

matters and being more 

open in body language is 

more acceptable if you 

have a well-established 

relationship with your 

Austrian counterpart 

  
For example, insisting 

that they do something 

after they have already 

politely declined may be 

perceived as intrusive, 

even if it comes from a 

good place (e.g. asking 

them to accompany you 

somewhere or help 

themselves to food). 
 

Try to engage in enriching 

conversations. Austrians 

generally like to gain 

knowledge and learn. 

Show interest in learning 

about a topic that your 

Austrian colleague is 

passionate about, and also 

feel free to share your 

thoughts on topics that 

interest you. 

When making 

plans with your 

German 

colleagues, be 

sure to include 

all relevant 

details to ensure 

clarity. 

Try not to obscure what 

you mean because of 

modesty or shyness. 

Austrians prefer direct 

and straightforward 

communication and 

questions. Being clear 

and honest is highly 

valued. 

Avoid last minute 

cancellations in German 

or being late. If you 

expect delays, give your 

German colleague fair 

warning of your 

lateness. 

As is the case for much of 

Europe, Vaudois mundane 

is a sensitive topic of 

conversation, 

Expect a 

German to be 

open and honest 

when they 

disagree with 

you. 

Do not stereotype or 

make assumptions about 

Austrians based on the 

musical and film The 

Sound of Music. 

Because of modesty or 

shyness, do not 

obfuscate what you 

mean. Germans prefer 

direct honest answers to 

questions. Directness 

and clarity are highly 

valued. 
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Continution Table 3.3. 

especially for older 

people. A sense of 

collective 

responsibility still 

bothers some older 

Austrians. If the 

Holocaust and 

related events occur, 

speak sensitively and 

neutrally. The 

younger generation 

is more open to such 

discussions. 

They tend to be 

polite, but are 

unlikely to express 

their opinion 

indirectly through 

ambiguous 

innuendos and 

backbiting. Ask the 

German's 

permission before 

taking photos or 

videos of them. 

  

 
Try not to take 

personal offence if 

a German informs 

you of a mistake 

you have made. 

They generally 

expect you to do the 

same for them, to 

help each other 

improve and grow 

as individuals in all 

aspects of life. 

Approach conversations 

about migration with 

caution. Austria is a 

transit country for asylum 

seekers travelling from 

the coast of Italy to 

Germany, which means 

that people often see these 

transit refugees loitering 

in stations. Many 

Austrians are very 

understanding of the 

situation, while others 

look at the situation in a 

negative light. Similar 

attitudes can be found 

towards the Roma. 

Do not talk about the 

actions of Germans in 

the world wars as if your 

German colleague was 

there. For example, 

avoid saying óYou 

Germans did this...ô as if 

they should take 

personal responsibility. 

Your German colleague 

was most likely born 

after these events and 

was not involved in 

them 

 Be cautious when 

discussing the 

arrival,  

 Never compare a There 

is a strong policy against 

Nazi symbolism 
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Continution Table 3.3. 

 
settlement of refugees and migrants in 

Germany and be aware that you may not 

be able to assume someone's position or 

education on the subject. Avoid 

comparisons with Australian migration, 

as it occurs in a different context and 

scale. 

 
and hate speech. 

 
Approach conversations about the world 

wars and the Cold War sensitively. Most 

Germans are open to discussing their 

history. However, some may prefer not 

to revisit the past, while others may 

simply be tired of talking about it. 
 

 
Do not refer to the Third 

Reich era as óNazi 

Germany.ô That's not what 

it was called. 
 

 

*compiled by the author based on [39] 

 

This tone of voice will aim to be as useful as possible to the audience without 

imposing a too formal or dry approach. The main goal is not to teach, but to offer useful 

and interesting ideas that help find the best business solutions. 

This style allows the agency to maintain professionalism while maintaining ease 

and openness to discussion, to different opinions without judgement, which is important 

for building trusting relationships with clients in the German and Austrian markets. 

It is essential to understand the media space in the selected countries in order to 

choose the most favourable communication channels and become like the "locals". For 

this purpose, in Appendix I for Austria and Appendix J for Germany, respectively, there 

is an analysis of information from the digital analysis on the indicators ñDaily time 

spent using the Internetò and ñDevice ownershipò for 2023. This data helps to 

understand how relevant the agency's entry into online resources will be and where 

users can see this or that information. 

An interesting fact is that on average a German and an Austrian spend about 5 

hours a day together. Austria is a country more equipped to use the internet, the 
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population has more devices, which contributes to the effective delivery of 

announcements or messages from the agency.  

Also in this analysis, it is noted which social platforms are used by the locals 

Appendix K. WhatsApp, Facebook and Instagram are in the top 3. If we distinguish 

social networks as a channel of use for posting content, then these are Facebook, 

Instagram and TikTok. It should be noted that Wotsap occupies more than 80% of 

popularity among users, so you should use it rather than Telegram to communicate with 

customers by creating various communities there. Appendix K highlights the reasons for 

using social platforms, popular reasons being "to stay in touch with friends and family", 

"to read the news", "to fill free time", "to search for content" and "to find inspiration for 

things to do and things to buy".  

However, the following questions should be taken into consideration in Appendix 

L the following questions: "What is searched for on the internet?" and "What content is 

watched?". With this information, you can determine what to put into your content plan.  

However, the following questions should be taken into account in Appendix L the 

following questions: "What is searched for on the Internet?" and "What content is 

watched?". With this information, you can figure out what to put into your content plan. 

Of course, behind the popularity people are most often looking for information, and 

about the product and brand in Austria is ranked 3rd, in Germany the ranking is lower -

4th place. I will highlight that it was the question about the internet search that showed 

the difference in the culture of the selected two countries. But when it comes to video 

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 people 

in general use social media to find brand and brand information. By comparing the data 

in the Appendix M, we can say 29.95 per cent on average in 2023 in the countries of 

Austria and Germany together learnt about brands via social media. Overall, online 

media platforms helped 50.25 per cent to learn about trends, which is quite diverse in 

terms of content, growing elements include messaging and live chat platforms, online 

pinboards (like Pinterest) and blogs.  
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Special attention should be paid to the study of media communication. In Europe, 

traditional media plays a high role. In Austria and Germany, trust is maintained in 

traditional media such as television, radio and the printed press. The leading 

publications in Austria include Der Standard, Die Presse and Kurier; in Germany, Der 

Spiegel, Die Zeit, Frankfurter Allgemeine Zeitung and Bild. 

Content in these countries is characterised by an emphasis on quality and depth. 

Both nations value well-researched, analytical and insightful content. They prefer to 

believe in facts, expertise and balanced reporting. Analytical articles and research 

remain a priority. 

Austria and Germany have strict laws governing media communication, including 

data protection and advertising standards. German media is one of the most ethical in 

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 ecology, 

sustainability and social issues. This creates opportunities for brands that are willing to 

position themselves as socially responsible. Journalists and media are paying attention 

to sustainable and green business practices [29;48]. 

When creating a media plan, you need to take holidays into account and 

understand which days you should not go out with positive content. Therefore, a plan of 

holidays and days when it is not recommended to go out in communication has been 

developed schedule Appendix N. It is worth noting that Europeans value their weekends 

very much, so contacting them at Christmas or Easter will not show the agency on the 

good side. Often in European countries, people may not even go to social networks, so it 

is better to congratulate clients and partners in communication the day before or after 

the holiday. 

Despite similar cultural elements, such as the value of integrity, accuracy and 

straightforwardness, differences stand out between Austrian and German cultures in 

their approach to business and interpersonal communication. 

A strong inclination towards rationalism structured communication accuracy and 

meeting deadlines are critical stand-out cultures in Germany. Whereas in Austria, 
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formality persists but communication can be more flexible, with an emphasis on 

personal relationships and a softer approach in negotiations. 

These culture differences and similarities can have an impact on international 

cooptration and interaction, which is important to consider when developing 

communication strategies for the WARTO agency. Understanding these aspects 

minimizes cultural barriers by introducing integrated communication and promotes 

effectiveness in interacting in a cross-cultural 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 WARTO 

agency, targeting the German and Austrian markets. Particular attention is paid to the 

use of an integration approach that brings together the different communication 

channels into a single system.  

In order for the communication agency WARTO to successfully enter new 

markets several changes have to be made; the new strategy will demonstrate them as 

best as possible. 

The name of WARTO Agency is changed to Worth IT (further in the text 

WARTO Agency will be called Worth IT). The new logo can be seen in the Figure 3.1.  

 

Fig. 3.1. New logo of Worth IT agency 

* compiled by the author 
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The logo has received major changes. Its strategy is to have an international 

perception. Its colours are: blue (meaning reliability and trust, logic and intelligence, 

associated with innovative companies) and white (novelty and uniqueness, freedom, 

which gives an opening to ideas).  These characteristics of the colours show the 

characteristic of agency as best as possible. The logo is located as follows: horizontally 

the word Worth and vertically from the letter W - IT. 

The idea is that WIT also has its own meaning of wit, and intelligence, which 

positively reflects the work of the agency, adding to its uniqueness. The logo features an 

abstract pattern, adds playfulness and symbolises creativity, which is ideal for an agency 

that works in PR and communications. It visually emphasises an innovative approach to 

creating campaigns. The logo design is adapted to European taste: it is austere but with 

an element of creativity. It follows from this that it is suitable for work in the markets of 

Germany and Austria, as well as in Ukraine. 

We create a mascot that will always follow the agency's clients and followers 

who follow the news and show interest. For example, it will greet people on the website 

with a pop-up phrase: ñHello, I am your guide to the world of Worth IT 

communications!ò. The mascot is a molecule that will be called "IT" Figure 3.2.  

 

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 forms, 

which reflects the agency's essence in creativity and individual approach to clients.  

Slogan: ñCommunications That Build Futuresò. 
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The agency's updated mission statement reads: ñWe turn local business stories 

into global successes by creating effective communication solutions that strengthen 

business and the economyò. 

Worth IT agency values include: 

1. Transparency and trust; 

2. Result orientation; 

3. Creativity and innovation; 

4. Respect for cultural context; 

5. Responsibility and sustainability; 

6. Empathy and personalized approach; 

7. Innovative partnership; 

8. Respect for time and resources; 

9. Stability and reliability; 

10. Inclusion and diversity. 

Given today's challenges, the agency should set goals that are divided into 

business, marketing, communications and media Appendix 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 businesses. 

All the goals specified in Appendix H complement each other, forming a holistic 

integration strategy that will ensure the successful entry of the Worth IT agency into 

new markets. Particular attention should be paid to the development of localized content 

and strengthening the image through media activities, which will contribute to the 

achievement of the set goals and will be accompanied by fewer losses for the business. 

Defining the target audience is a key step in developing an effective 

communication strategy; the choice of appropriate channels, tools and messages 

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 effective 

communication strategy, it is on understanding the characteristics and needs of the 

audience that the choice of appropriate channels, tools and messages depends.  

Given the high competition in the segment of communications and PR agencies 

in Europe, analysing the current market players will help the agency to form a unique 

offer to become a competitive player. In this case, we will use Basic Marketing 

Competitive Analysis. Three agencies from Austria and three from Germany were 

selected for the analysis Table 3.4. 

Table 3.4. 

Basic Marketing Competitive Analysis 

Factor Worth it  

Himmelhoc

h (Austria) 

Grayling 

Austria 

(Austria)  

ikp 

(Austria)  

Schwartz 

Public 

Relations 

(Germany) 

AxiCom 

(Germany) 

Bereute

r Media 

GmbH 

(Germa

ny) Key takeaways 

Tagline 
"Effective 

communica

tions with a 

creative 

approach" 

"Personalize

d PR at its 

best" 

"Global 

commu

nication

s, local 

insights

" 

"Integrated 

communica

tions 

strategies" 

"Innovative 

communica

tion in 

tech" 

"Tech-

focused PR 

excellence" 

"Effecti

ve 

commu

nication 

solution

s" 

Clear taglines for 

all competitors 

focused on 

personalized, 

strategic, or tech-

driven PR services. 

Target 

market 

Medium to 

large 

businesses, 

eventers, 

entrepreneu

rs 

Tech, 

lifestyle 

brands, 

SMEs 

Global 

tech 

firms, 

large 

enterpri

ses 

B2B, tech, 

finance, 

healthcare 

Tech, 

digitalizati

on, startups 

Tech 

startups, IT 

sector, B2B 

Small 

and 

medium 

business

es, tech 

firms 

ʉompetitors also 

focus on tech, 

lifestyle, and B2B 

sectors. 

Personas 
Marketing 

directors, 

business 

owners 

Tech 

entrepreneur

s, lifestyle 

managers 

Marketi

ng 

heads in 

tech and 

mobility 

C-suite 

executives, 

marketing 

leads 

Tech 

product 

managers, 

communica

tors 

PR and 

marketing 

decision-

makers 

CEOs, 

small-

business 

owners, 

markete

rs 

Most competitors 

target business 

decision-makers in 

tech and 

communications 

sectors. 

Top 

organic 

keywords 

"PR, 

Strategic 

Communic

ations" 

"PR for tech, 

communicati

ons 

solutions" 

"Digital 

PR, 

global 

tech 

commu

nication

s" 

"Corporate 

communica

tions, 

influencer 

PR" 

"Tech PR, 

digital 

transformat

ion" 

"Tech PR, 

media 

relations" 

"Local 

PR, 

digital 

campaig

ns" 

Competitors often 

focus on tech-

related keywords, 

with a focus on 

innovation and 

digital PR. 
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Continution Table 3.4 

 

Marketing 

channels 

Website, 

social 

media, 

events, 

email 

marketing 

Website, 

social media, 

influencer 

networks 

Events, 

social 

media, 

email 

marketi

ng 

Website, 

social 

media, 

influencer 

networks 

Website, 

social 

media, 

conference

s 

Website, 

events, 

email 

marketing 

Website

, social 

media, 

partners

hips 

All competitors use 

digital channels 

with a focus on 

social media and 

events for 

engagement. 

PPC 

keywords 

"PR 

services, 

strategic 

communica

tions" 

"Tech PR, 

PR for 

lifestyle" 

"Global 

commu

nication

s, digital 

PR" 

"Corporate 

PR, 

influencer 

marketing" 

"Tech PR, 

digital 

communica

tions" 

"B2B PR, 

tech media 

relations" 

"Digital 

PR, 

social 

media 

campaig

ns" 

Most competitors 

focus on tech PR 

and digital 

transformation in 

paid ads. 

Content 

types 

Blogs, case 

studies, 

whitepaper

s 

Articles, case 

studies, blog 

posts 

Articles, 

case 

studies, 

digital 

content 

Blog posts, 

client 

interviews, 

case 

studies 

Digital 

content, 

video, 

social 

media 

posts 

Tech 

insights, 

product 

launches, 

blogs 

Social 

media 

content, 

digital 

campaig

ns 

Content types are 

varied, with blogs, 

case studies, and 

digital content as 

the most common 

formats. 

Reviews 

Mixed 

(needs 

more 

presence 

on review 

platforms) 

Positive 

client 

testimonials 

Focus 

on 

client 

case 

studies, 

less 

review-

driven 

Positive 

reviews, 

case 

studies 

Known for 

effective 

crisis 

manageme

nt 

Strong 

reputation 

in the tech 

industry 

Client 

reviews 

show 

high 

trust 

Reviews are 

important, 

especially for trust-

building in tech 

and B2B markets. 

Social 

presence 

Active on 

Instagram, 

LinkedIn, 

Facebook 

Active on 

LinkedIn, 

Instagram, 

Facebook 

Active 

on 

LinkedI

n, 

Twitter 

Active on 

LinkedIn, 

Twitter 

Strong 

LinkedIn 

presence 

Strong on 

LinkedIn, 

Twitter 

Faceboo

k, 

LinkedI

n, 

Instagra

m 

All competitors 

have a strong social 

media presence, 

especially on 

LinkedIn for B2B 

engagement 

Overall 

brand voice 
Professiona

l, forward-

thinking 

Approachabl

e, 

professional 

Corpora

te, tech-

focused 

Authoritati

ve, tech-

savvy 

Innovative, 

digital-

focused 

Authoritati

ve, 

technical 

expertise 

Friendly

, 

approac

hable 

Worth it ôs tone is 

professional, 

similar to other 

competitors but 

with more of a 

forward-thinking 

approach. 

 

* compiled by the author based on [47] 

 

According to the results of the analysis for Worth IT the following conclusions 

can be drawn: Himmelhoch, Grayling Austria, and AxiCom are more serious 

competitors for Worth IT on the Austrian and German PR and communication markets. 
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Agencies should expand their target audience in order not to get lost in the market 

and to get the first successful cases for further search for big business clients. It is worth 

including options for cooperation with start-ups, as they are quite often well-funded and 

can be a successful creative case study. Worth IT stands out from the competition with 

strategic thinking, but it is worthwhile for agencies to develop their creativity to be 

unique. 

Adapted the target audience for the Worth IT agency with an eye to entering the 

Austrian and German markets. 

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

2. Stable medium and large business companies in Ukraine, Germany and 

Austria, which are at the top of their industries.  

3. International non-governmental and grant organisations. 

4. Cultural and creative industries in Germany and Austria. 

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

market. 

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

7. Ukrainian businessmen who want to become better known in the public 

space in Ukraine and abroad. 

8. Startups. 

This target audience is interested in cooperation with Worth IT agency due to its 

deep understanding of the local markets of Ukraine, as well as the ability to integrate 

modern PR solutions into the international context. The agency is noted for its 

efficiency and responsible approach to quality, which is very suitable for companies in 

the local markets of Austria and Germany. Likewise, foreigners quite often note the 

creativity of Ukrainians, so they may well be interested in working with us. The main 

thing is to make the right presentation of information, adapt services and develop 

employees in working with international clients. Worth IT offers a strategic approach 

that combines global trends and local specifics, ensuring that companies effectively 

promote their values, strengthen their brand and expand their presence in new markets. 
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A unique selling proposition also requires change to truly become competitive 

and recognisable in markets: "When ideas become the driving force - game-changing 

PR". With such a UTP, innovation and ideas will be emphasised, which is valuable in 

markets where there is a lot of emphasis on a high-tech and strategic approach to 

business.  

Due to the change of positioning and the above analyses, it can be noted that the 

expansion of services in Worth IT for new markets is required. Quite often agencies of 

communication profile take on the organisation of events. In Ukraine, it is not very 

widespread. Include this service as an adaptation for the Austrian and German markets. 

But there is a note that it is only for business events (e.g. product presentation, company 

annual report and so on). 

A good option for new markets is to split big services into small ones. Thus it is 

possible to make market research and launch of advertising campaigns a separate 

service. As an example, the agency already has a separate SMM service from the 

communication strategy.  

The third important service is international communication, so that companies 

can enter the Ukrainian market or from Germany to Austria or vice versa. Thanks to this 

the agency will be able to emphasise its international expertise and develop cases of 

cross-cultural 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 across 

cultures." 

"A deep understanding of German, Austrian and Ukrainian audiences allows us to 

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 of 

each audience." 

"Emphasising your uniqueness while staying within local traditions and 

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 place 

through their products and initiatives." 

7. Personal approach and attention to detail 

"To each client, a personalised solution that reflects the uniqueness of their 

brand." 

"We understand your goals and strive to ensure every project exceeds 

expectations." 

8. Leaders in professional communication 

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

For a qualitative communication strategy aimed at IM, we will draw up a media 

plan for a year Table 3.5. It will be valid for development in the Austrian and German 

markets. Having a media plan helps to schedule the fulfilment of the strategy objectives 

step by step and to clearly define the priorities. The coordination of tasks for the 

marketing, PR and advertising departments contributes to the efficient organisation of 

working time and increases competitiveness. 
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Table 3.5. 

Media plan for Worth IT  

Direction 

 

Purpose 

 

Channels 

and 

resources 

Activities 

 

Dates 

(2025) 

KPI  

Traditional 

media 

 

Building 

reputation, 

outreach to 

corporate 

clients and 

international 

organisations 

 

Austria:Die 

Presse, Der 

Standard, 

Wiener 

Zeitung, 

ORF, ¥1 

Germany: 

FAZ, Die 

Zeit, ARD, 

ZDF 

-Posting of 3 expert 

articles 

-Press releases on 

client successes 

- 2 interviews with 

agency 

management 

 

March - 

June 

 

-5 publications 

in top 

publications 

- 2 interviews 

published 

 

Business 

platforms 

 

Attracting 

medium and 

large 

businesses, 

international 

corporations 

and start-ups 

Austria: 

Der 

Brutkasten, 

Leadersnet 

Germany: 

Xing News, 

Gr¿ndersze

ne 

- Publication of 2 

industry analysts 

- Participation in 2 

business forums 

 

April - July 

 

-2 analytics 

placed 

-50 leads 

through 

platforms 

 

Social 

media 

 

Brand 

endorsement, 

visual content 

creation and 

audience 

engagement 

 

LinkedIn, 

Instagram, 

Facebook, 

Pinterest, 

YouTube, 

Apple 

Podcasts 

- Daily postings on 

LinkedIn 

- 3 video case 

studies for YouTube 

- Collaborations 

with 5 Influencers 

March - 

August 

 

- 15% increase 

in subscribers 

- 10,000 social 

media 

engagements 
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Continution Table 3.5 

 

Social 

media 

 

Brand 

endorsement, 

visual content 

creation and 

audience 

engagement 

 

LinkedIn, 

Instagram, 

Facebook, 

Pinterest, 

YouTube, 

Apple 

Podcasts 

- Daily postings 

on LinkedIn 

- 3 video case 

studies for 

YouTube 

- Collaborations 

with 5 Influencers 

March - 

August 

 

- 15% increase 

in subscribers 

- 10,000 social 

media 

engagements 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

 

Austria: 

Media 

Austria, APA 

Blog 

Germany: 

 Deutsche 

Welle Blogs, 

T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-

optimisation of 

content for search 

 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

 

Austria: 

Media 

Austria, APA 

Blog 

Germany: 

 Deutsche 

Welle Blogs, 

T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-

optimisation of 

content for search 

 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

Austria: 

MediaAustria

, APA Blog 

Germany: 

 Deutsche 

Welle Blogs, 

T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-

optimisation of 

content for search 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 
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Continution Table 3.5 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

 

Austria: 

Media 

Austria, 

APA Blog 

Germany: 

 Deutsche 

Welle 

Blogs, T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-optimisation 

of content for 

search 

 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

 

Austria: 

Media 

Austria, 

APA Blog 

Germany: 

 Deutsche 

Welle 

Blogs, T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-optimisation 

of content for 

search 

 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 

 

Event-

marketing 

 

Personal 

interaction 

with key 

audiences 

 

Austria: 

Viennale 

Germany: 

Berlinale, 

business 

forums 

 

- Organising 2 

business breakfasts 

- Organising 1 

master class on 

communications 

- Sponsorship of 1 

cultural event 

 

May - 

September 

 

- Attract 20 

attendees per 

event 

- 3 new 

partnerships 
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Continution Table 3.5 

 

Digital 

platforms 

and blogs 

 

Involvement of 

creative 

industries, 

non-

governmental 

organisations 

and 

grantmakers 

 

Austria: 

Media 

Austria, 

APA Blog 

Germany: 

 Deutsche 

Welle 

Blogs, T3N 

Magazine 

- Writing 4 

authored articles 

- SEO-optimisation 

of content for 

search 

 

April - June 

 

- 4 blog posts 

- Organic 

traffic up 20% 

 

Event-

marketing 

 

Personal 

interaction 

with key 

audiences 

 

Austria: 

Viennale 

Germany: 

Berlinale, 

business 

forums 

 

- Organising 2 

business breakfasts 

- Organising 1 

master class on 

communications 

- Sponsorship of 1 

cultural event 

 

May - 

September 

 

- Attract 20 

attendees per 

event 

- 3 new 

partnerships 

 

Partnership

s 

and 

collaboratio

ns 

 

Expanding 

presence 

through trusted 

networks 

 

PR 

Association

: 

PRVA(Aust

ria: ), 

DPRG(Ger

many:) 

- Collaborations 

with 3 international 

agencies 

- Partnerships with 

5 local businesses 

June - 

September 

 

- 5 

partnerships 

concluded 

- Increase in 

client base by 

10% 

 

Key 

messages 

 

Building trust 

and positioning 

Worth IT as a 

communicatio

ns leader 

All 

channels 

- Formulation and 

dissemination of 

messages through 

media and social 

networks 

March - 

September 

 

-Brand 

recognition 

increased by 

15% 
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Continution Table 3.5 

Cultural 

sensitivity 

 

Alignment of 

content and 

strategies with 

audience 

expectations 

Considerati

on of local 

nuances in 

style and 

language 

 

- Adaptation of all 

materials for local 

markets 

- Conducting focus 

groups with local 

audiences 

April - June 

 

-Positive 

feedback from 

80% of focus 

group 

participants 

 

Goals for 6 

months 

 

Building 

recognition and 

establishing first 

partnerships 

All 

channels 

 

- 5 partnerships 

with Austrian and 

German businesses 

- Organisation of 2 

major events 

- Creation of 20 

media publications 

- Engagement of 

10,000 followers 

via social networks 

March - 

September 

 

- All the set 

goals are met 

on time 

 

*compiled by the author 

 

A strong component of PR is special projects, they allow to increase brand 

awareness and raise important topics such as ecology, climate, inequality and so on. 

Worth IT agencies can gradually invest and implement such projects. The disadvantages 

of these projects are the cost of financial, human and time resources. In this regard, 

quite often such projects are implemented in collaboration with other brands.  

Below will be given three variants of special projects that can be implemented in 

the selected markets, which contribute to achieving the goals of the agency.  

1. Cultural PR-bridge: Germany - Austria - Ukraine 

The idea of this project is to organise a series of events and campaigns aimed at 

promoting cultural cooperation between the countries, with a cognitive purpose. 

Formats of participation in the special project: workshops with creative industries (art, 

fashion, design); digital exhibition of local brands' achievements; local events in Berlin, 

Vienna and Kyiv; cultural training lectures about the peculiarities of work in these 
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countries. Partners can be the following organisations: State Cultural Organisations, 

Goethe-Institut, ¥sterreichisches Kulturforum, and Ukrainian cultural foundations. 

2. interactive map "Creative Brands of Europe"  

The initiative includes the following idea that a digital platform will be created 

where successful examples of PR campaigns from Germany, Austria and Ukraine are 

collected. This will be formalised through stories with visualisations interviews and 

virtual tours of the offices of creative agencies. Behance, Adobe, local design 

associations and agencies, and PR and marketing associations can support this case 

study. 

3. "People with Invisible Talent" 

This project raises one of the most serious topics is the rejection of people with 

disabilities. The project emphasises the importance of inclusion in business through real 

stories of employees with disabilities. This format includes articles, videos and 

interviews that demonstrate how companies can support inclusive practices. This format 

includes articles, videos and interviews that show how companies can support inclusive 

practices. 

As mentioned above, social media agencies should be conducted in English, so it 

is better to make separate accounts on Facebook and Instagram, which will be aimed at 

IC. In LinkedIn, we leave one account and keep the same accounts in English. An 

example of posts and feeds can be seen in Figure 3.3., 3.4. 
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A 

B 

Fig. 3.3. Example of a text post on Instagram - A and Linkendin ï B 

* compiled by the author 
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Fig. 3.4. Comparison of the old Instagram feed and the new one 

* compiled by the author 

    Worth IT will set up a Pinterest account to maintain a track in Europe on 

revision. The Table 3.6. shows the positioning of the agency on each of the social 

networks where it will have a presence. This guide will help to clearly distribute the 

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

Table 3.6. 

Social Media Guide for Worth IT 

Social 

network 

Target audience 
 

Content type Post 

frequency 
 

Goals 

LinkedIn  International 

corporations, medium 

and large businesses, 

startups 

 

- Agency cases (case studies). 

- Expert articles and advice. 

- Client news and successes. 

- Vacancies and cooperation 

opportunities. 

- Podcast release 

announcements. 

3-4 times 

a week 

- Increasing trust in the 

agency.  

- Attracting large clients 

and partners. 

 

 

 



74 
 

Continution Table 3.6 

Instagram Creative industries, 

startups, local 

companies 

-Visual cases 

(before/after). 

- Behind the scenes of 

the agency. 

- Marketing trends. 

- Success stories. 

- Previews of podcast 

episodes (stories/reels). 

5-6 

times a 

week 
 

- Increasing 

engagement. 

- Strengthening the 

image of a modern 

and creative agency. 

 

Facebook International 

organizations, business 

community 

- Announcements of 

events and activities. 

- Reports from events. 

- Customer reviews. 

- Social and 

environmental 

initiatives. 

- Podcast 

announcements with 

key topics. 

3 times 

a week 
 

- Maintaining the 

image of an expert 

in communications. 

- Attracting new 

clients through 

business groups. 
 

 

YouTube Creative industries, 

international 

companies, 

professionals or 

beginners in the field 
 

- Video cases. 

- Interviews with 

clients. 

- Mini -training: PR and 

communications tips. 

- Video reports of 

events. 

- Full podcast episodes 

with visualization. 

2-3 

times a 

month 
 

- Strengthening the 

expert's image. 

- Long-term 

audience 

engagement through 

educational content. 

 

Podcast 

(Apple 

Podcasts) 
 

International 

corporations, startups, 

creative industries, 

professionals or 

beginners in the field 

- Episodes on topics: 

communications 

strategies, PR trends, 

successful agency cases. 

- Interviews with 

experts, clients and 

partners. 

2 times 

a month 
 

- Strengthening the 

image as an expert 

in communications. 

- Attracting new 

clients and partners. 
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Continution Table 3.6 

Pinterest Creative industries, 

local companies, 

professionals or 

beginners in the field 
 

- Visual case examples 

(infographics, mood boards). 

- PR and marketing tips in 

infographic format. 

- Visual communications trends. 

- Podcast preview with visual 

references. 

5-6 times 

a week 
 

- Attracting a creative 

audience. 

- Strengthening the 

image of a visually-

oriented brand. 
 

*compiled by the author 

The Customer Journey Map occupies a special place in communication strategy, 

as it helps brands to understand the customer journey from the first contact with the 

brand to decision-making 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 stage 

is the basis of this map. The Customer Journey Map for the agency is built in the Table 

3.7. 

Table 3.7. 

Customer Journey Map (CJM) for the Worth IT Agency 

 

CJM Stage Client Goal Client 

Actions 

Agency Tools Key 

Messages 

Metrics 

1. Awareness Learn about 

the agency 

and its 

services 

Researches 

the market, 

reads articles, 

looks for 

agencies 

SEO, targeted 

ads, PR 

articles in key 

media (e.g., 

Die Zeit, Die 

Presse). 

-"We combine 

cultural 

context with 

business 

goals."  

- "Worth IT: 

Communicati

ons that work 

for your 

success." 

Website visits, 

CTR on ad 

campaigns, 

media 

mentions. 
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Continution Table 3.7 

2. Interest Discover 

more about 

the agency 

and its 

portfolio. 

Visits the 

website, views 

portfolio, 

reads reviews 

Portfolio on 

the website, 

video 

presentations 

on YouTube, 

active social 

media 

(LinkedIn, 

Instagram). 

- "We work 

with industry 

leaders."  

- "Your local 

stories will 

become global 

successes." 

Click-

throughs to 

service pages, 

social media 

engagement. 

3. 

Consideration 

Evaluate the 

agency as a 

potential 

partner. 

Compares 

agencies, 

requests 

additional 

information. 

Email 

marketing, 

service 

presentations, 

interactive 

calendar with 

recommendati

ons. 

- "We know 

how to adapt 

your story for 

different 

markets."  

- "Worth IT 

understands 

your goals and 

offers 

personalized 

solutions." 

Number of 

consultation 

requests, 

newsletter 

subscriptions. 

4. Decision Decide to 

collaborate 

with the 

agency. 

Contacts the 

agency, 

clarifies 

terms, 

discusses the 

project. 

Personal 

consultations, 

detailed 

commercial 

proposals with 

strategies. 

- "Trust and 

results are the 

foundation of 

our 

collaboration.

"  

- "With us, 

youôll see 

measurable 

changes." 

Signed 

contracts, 

conversion 

rates from 

inquiries. 
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Continution Table 3.7 

5. Purchase Start the 

project with 

the agency. 

Signs the 

contract, 

agrees on the 

project plan. 

Online and 

offline 

meetings, 

interactive 

briefing, 

project 

management 

tools (Asana, 

Trello). 

- "We work to 

achieve your 

goals."  

- "Worth IT: 

Structured 

work without 

stress." 

Project 

completion 

rate, client 

satisfaction 

during the 

onboarding 

phase. 

6. Execution Receive 

effective 

solutions and 

support from 

the agency 

Monitors 

progress, 

participates in 

discussions 

Transparent 

reporting, 

monthly 

updates, KPI 

tracking. 

- "Your 

success is our 

best 

advertisement.

"  

- "Weôre with 

you every step 

of the way." 

KPI 

achievement 

rate, client 

satisfaction 

during 

implementatio

n. 

7. Loyalty Maintain 

positive 

relationships 

with the 

agency. 

Shares 

experience, 

returns for 

new services. 

Client loyalty 

club, 

discounts for 

repeat 

customers, 

holiday 

greetings. 

-"Your 

success drives 

our long-term 

partnerships."  

- "Work with 

the agency 

trusted by 

industry 

leaders." 

Repeat orders, 

testimonials, 

and 

recommendati

ons. 

8. Advocacy Recommend 

the agency to 

other 

companies. 

Shares 

positive 

feedback, 

participates in 

case studies 

and 

collaborations. 

Publishing 

client case 

studies, 

hosting 

partner events. 

- "Worth IT: 

Your guide to 

quality 

communicatio

ns." 

Number of 

referrals, 

client 

mentions of 

the brand. 

*compiled by the author 
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The initial investment is ú100,000-150,000 for the first year (includes marketing, 

service customisation, content localisation, PR activities). The average margin will be 

30-50% for communication services. Average client value of approximately ú15,000-

30,000 per year. 

Expected number of clients: 

2025: 10-12 clients. 

2026: 12-20 clients. 

2027: 20- 30 clients. 

The projected ROI for the agency after implementing the communication strategy 

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 and 

cost optimisation). 

The forecast shows that the agency may face losses in the first year due to 

entering new markets, but due to the growth of the client base and improved business 

processes in the following years, it will achieve a significant increase in profits and 

sustainable growth. The expected ROI in 2027 confirms a successful entry by increasing 

strengths and reducing weaknesses in the German and Austrian markets. 

Thanks to the detailed communication tables, the strategy becomes complete and 

the employees will have a clear understanding of how to communicate with new 

audiences. Of course, as it was written before, it is better to open a small branch office 

in the represented country to build better trust and show expertise, but it should not be 

forgotten that employees of all offices should know the prescribed rules of 

communication and understand the goals of the agency.  

Therefore, we can conclude that the communication strategy is complex work, 

when drafting it is necessary to take into account the characteristics of clients, 

competitors and the agency itself, analyse and introduce new ideas and promote new 

projects, open new platforms for the brand and promote the existing ones. A new 

strategy, especially if it is aimed at a foreign market, implies the acquisition of new 
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knowledge and the opening of a wide range of opportunities, but the agency should take 

into account all the possible problems in communication that were mentioned in the 

section and listen to the peculiarities of the culture. By implementing a detailed media 

plan, emphasising values and developing creative initiatives, the brand can effectively 

differentiate itself in a competitive market and attract new clients. The agency uses in its 

strategy a focus on strengths and reducing the influence of weaknesses, i.e. an 

aggressive direction creating a competitive advantage. The agency with the new name 

Worth IT built an integrated communications strategy in the Austrian and German 

markets to ensure a multi-channel focus on building the brand in new markets, attracting 

customers and improving the brandôs awareness. 
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CONCLUSIONS 

 

In the work, a theoretical generalisation has been carried out and a solution to the 

scientific and practical problem related to the deepening of theoretical and 

methodological foundations and practical recommendations on the formation and use of 

the communicative potential of the agency has been proposed. Based on the study of 

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 are 

highlighted and their positive impact on business development is described. The main 

models and tools of marketing communications were considered, which allowed us to 

determine the factors influencing the entry of brands into new markets. 

2. The marketing environment of the agency WARTO was analysed, 

including the study of its activities for the last three years, determination of the current 

position, values, mission, brand positioning, and target audience, as well as the stage of 

the life cycle of the agency. Current marketing and communication trends that are 

important to take into account in the work were identified. PEST and SWOT-TOWS 

analyses were conducted, as well as a detailed study of competitors, including local 

agencies and international network companies. Porter's Five Forces Model and a study 

of competitors' social media activity were used to analyse the competitive landscape. A 

competitive map of the market was drawn up. 

3. Competitors in Austria and Germany were analysed using Basic Marketing 

Competitive Analysis to identify the strengths and weaknesses of local agencies, define 

their strategies and assess their competitive advantages. 

4. Research was conducted on target countries to expand the agency's 

presence. Austria and Germany were selected, where recommendations were made to 

adapt activities and improve the agency's performance. 

5. Business, marketing, communication and media objectives of WARTO 

agency for the next three years were defined. 
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6. Rebranding and repositioning of the brand was carried out, which included 

adapting the name, creating a new logo, mascot, and slogan, updating the mission, and 

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 analysed. 

Recommendations on behaviour in communication with the audience were formed, and 

the interests of residents in the Internet and the popularity of social networks were taken 

into account, which will help to effectively adapt integrated communications. The 

media space of these countries was studied. 

9. A calendar of holidays was compiled and recommendations were made on 

how to use these days to communicate effectively with audiences. 

10. Developed a new tone of communication adapted to the specifics of the 

target markets based on the analyses conducted. 

11. Key brand messages were created to effectively promote the agency's 

services. 

12. A six-month media plan was developed, taking into account the specifics 

of the target markets. 

13. Special projects have been developed to strengthen the agency's image in 

the Austrian and German markets. These projects focus on social, cultural and business 

initiatives. 

14. A social media guide was created to help systematise and standardise the 

agency's communications. 

15. Developed a client roadmap that details the stages of interaction with the 

target audience and communication points. 

Combining all of the above elements, a comprehensive communications strategy 

was created to develop the agency's strengths and minimise weaknesses. This strategy is 

based on integrated marketing communications and is oriented towards the successful 

development of foreign markets. 
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Fig. A 2.1. 

*compiled by the author based on [9] 
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Appendix B 

 

Fig. B 2.1.1 

*compiled by the author 

 

Fig. B 2.1.2 

*compiled by the author 
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Continution Appendix B 

 

Fig. B 2.1.1 

*compiled by the author 
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Fig. B 2.1.2 

*compiled by the author 
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Fig. B 2.1.3 

*compiled by the author 
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Appendix C 

 

(C.1) 

(C.2) 

(C.3) 

(C.4) 

 

*compiled by the author based on [34] 
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Appendix D 

   

   

Fig. D 2.2. 

*compiled by the author based on [49,50] 

 

 



95 
 

Appendix E 

 

 

Fig. E 2.2. 

*compiled by the author 
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Appendix F 

 

 

Fig. F 2.2.1 

*compiled by the author based on [51] 

 

Fig. F 2.2.2 

*compiled by the author based on [51] 

 

 

Fig. F 2.2.3 

*compiled by the author based on [51] 



97 
 

Continution Appendix ɽ 

 

 

Fig. F 2.2.4 

*compiled by the author based on [51] 

 

 

Fig.  F 2.2.5 

*compiled by the author based on [51] 

 

 

Fig.  F 2.2.6 

*compiled by the author based on [51] 



98 
 

Continution Appendix F 

 

 

Fig.  F 2.2.7 

*compiled by the author based on [51] 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



99 
 

 

Appendix G 

 

 

Fig.  G 3.1.1 

*compiled by the author based on [24] 

 

 

Fig.   G 3.1.2 

*compiled by the author based on [45] 

 



100 
 

 

Appendix H 

 

 

 

Fig. H 3.2.1 

*compiled by the author 

 

 

 

 

 

 

 

 

 

 

 

 

 



101 
 

Appendix I 

 

Fig. I 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. I 3.2.1 

*compiled by the author based on [19] 

 

 

 

 

 



102 
 

Appendix J 

 

Fig. J 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. J 3.2.1 

*compiled by the author based on [19] 

 

 

 

 



103 
 

Appendix K 

 

Fig. K 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. K 3.2.1 

*compiled by the author based on [19] 

 

 



104 
 

Continution Appendix K 

 

Fig. K 3.2.1 

*compiled by the author based on [19] 

 

Fig. K 3.2.1 

*compiled by the author based on [19] 

 

 

 

 



105 
 

Appendix L 

 

Fig. L 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. L 3.2.1 

*compiled by the author based on [19] 

 

 



106 
 

Continution Appendix L 

 

Fig. L 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. L 3.2.1 

*compiled by the author based on [19] 

 

 

 

 



107 
 

Appendix M 

 

 

Fig. M 3.2.1 

*compiled by the author based on [19] 

 

 

Fig. M 3.2.1 

*compiled by the author based on [19] 

 


