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Abstract. The study of the influence of socio-demographic factors on the development of marketing communications is
relevant, as it helps businesses to interact more effectively with the changing needs and behaviour of consumers in the
context of global demographic changes. The purpose of this study was to investigate marketing communications that
are preferred by different segments of the population. During the study, the following methods were used: analysis of
statistical data, logical, graphic, and generalization methods. The study covers various categories of families and their
influence on the consumption and perception of advertising. Large families, Muslims, gay people, and serial monogamists
were found to have their own unique characteristics and preferences in advertising. Specifically, large families can be
targeted by advertising aimed at children’s goods and services, which can be encountered while walking with children.
Muslim families who are allowed to have multiple wives may be interested in advertising that reflects the values and needs
of this religious group. Gay people and serial monogamists may show a greater interest in branded clothing and higher-
priced goods. Furthermore, the age and income level of the population influence the perception of advertising. Young and
middle-aged people may be more trusting of advertising, while older people may show less trust in it. It was also found that
advertising in the media and Internet advertising are effective channels of communication with various categories of the
population. The results of the study can be used to adjust marketing strategies, from the correction of advertising messages
to the selection of platforms for advertising promotion, which, considering the demographic characteristics of the target
audience, can significantly increase the effectiveness of marketing activities and business profitability
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Influence of socio-demographic factors on the development of marketing communications

Introduction

Modern business cannot be imagined without product ad-
vertising. Both for new companies and those that have been
working on the market for a long time, promoting products
through advertising is an effective marketing tool for suc-
cessful development and increasing competitiveness among
others. The wide variety of marketing tools, their impact on
the development of information technologies and the digi-
talization of all spheres of society’s life presents companies
with the important task of choosing the most effective tools
for offering and selling products. Under such conditions, it
is relevant to investigate patterns between a person’s trust in
marketing communications and their socio-demographic
status. Companies need to be aware of which methods and
types of communication are more appropriate to select and
invest in their development to increase sales and profits.
The essence, features of application, advantages, and dis-
advantages of marketing communications were studied by
Ukrainian, American, and scientists from other countries
of the world.

Thus, Ukrainian scientists N. Yaloveha and
A. Zakharenko-Seleznyova (2020) summarized the essence
and types of communication technologies, described the
components of the information and communication pro-
cess and revealed the features of the application of market-
ing communication technologies. The scientists also inves-
tigated the issue of the possession of digital skills by the
population of Ukraine, which contributes to the intensity of
the development of digital communications. This analysis
was carried out by L.K. Hlinenko and Y.A. Daynovskyy
(2022), who emphasized the need for constant monitoring
of the state and trend of digital marketing to understand its
development and impact on consumers.

M. Malchyk and I. Adasiuk (2021) investigated the state
and development of the market of marketing communica-
tions in Ukraine, focusing on the types of Internet advertis-
ing and its distribution. I. Ivanenko (2020) found that one
of the factors that affects the field of Internet advertising is
the level of income and purchasing power of the population,
the decrease of which during the coronavirus pandemic ad-
versely affected the marketing communications market. Ad-
vantages in the priorities of the population regarding mar-
keting communications, depending on socio-demographic
indicators, were studied by M. Demko et al. (2021) using
evidence from marketing communications policy for bank-
ing institutions. Scientists have discovered the inclination
of older people to advertising on television and radio, and
younger people to information on websites.

American scientists J.J. Nieves-Casasnova and
E Lozada-Contreras (2020) studied marketing communi-
cations with the use of digital content for the automotive
business, which includes the social network Facebook in
Puerto Rico. However, research on the perception of mar-
keting communications by different segments of the pop-
ulation needs in-depth study. In turn, Slovak scientists
L. Falat and M. Holub¢ik (2017) argued that a properly
established marketing communication of a company can
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predict an increase in the number of its customers, which
is a considerable factor in increasing sales. The author ana-
lysed the effectiveness of the advertising of the automobile
industry company and proved that it should be effective
from a financial standpoint and profitable when building
relations with the client. A comparable perspective is held
by Bulgarian scientists G. Todorova and G. Zhelyazkov
(2021), who investigated the impact of elements of market-
ing communications on the business results of individual
small and medium-sized enterprises in the Stara Zagora
region, located in Bulgaria. The results of their study indi-
cated a significant relationship between advertising, sales
promotion and financial indicators: profit and net income
from sales. However, the issue of using marketing commu-
nications to increase business profitability still is debatable
and requires detailed study.

The main purpose of this study was to investigate
marketing communications for different segments of the
population depending on socio-demographic factors and
to identify regularities between the types of marketing
communications that enjoy the trust of the population and
the demographic characteristics and social situation corre-
sponding to a certain segment of the population, as well as
the development of proposals for selection of the most rel-
evant tools of marketing communications, the use of which
will increase the effectiveness of the financial resources in-
vested in advertising and contribute to the increase in sales
and income of companies.

Materials and Methods

The basis of the methodological approach in this study is the
combination of the analysis method used to investigate the
dynamics of statistical data regarding socio-demographic
features of the population; logical - applied to distinguish
communication tools that are more popular for different
segments of the population, graphic, used for graphical
display of the results obtained during the study, and the
method of summarizing information - for summarizing
information, a summary of the data discovered during the
study. The theoretical framework of this study included
Ukrainian (Ivanenko, 2020; Demko et al., 2021; Hlinenko &
Daynovskyy, 2022), American (Kramer, 2020; Gligor et al,
2021), Romanian (Madan & Rosca, 2022), Slovak (Sramova,
2015), Bulgarian (Todorova & Zhelyazkov, 2021), German
(Lohmann, et al, 2021; Eisend, et al, 2023) studies, and
research from other countries of the world on the issue of
development of marketing communications in modern
business conditions and the influence of socio-demographic
factors on advertising and promotion of company products.

The application of the method of statistical data
analysis helped investigate the dynamics of socio-demo-
graphic indicators of Ukraine for different periods of time.
Statistical information on the volume of advertising ex-
penditures and total revenue of the LVMH Group com-
pany for 2008-2022 was researched based on data from the
website of the German company Statista, which specializes
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in global indicators of companies, the economy, consumer
opportunities, and others (Retail & Trade, 2022). Indicators
on the dynamics of the population of Ukraine for 1960-
2020 were taken from the information posted on the World
Bank website (Population, total - Ukraine, 2021). Data on
the distribution of the population of Ukraine by gender
and age, the number of marriages, the level of population
income, the dynamics of the level of working people with
higher education, as well as the distribution of households
by the number of people and children in families were ob-
tained from the website of the State Statistics Service of
Ukraine (Demographic and social..., 2022). The poverty
level of the population in Ukraine for 2000-2021 was ana-
lysed based on data from the Institute of Demography and
Social Research named after Birds of the National Academy
of Sciences of Ukraine (Libanova, 2020).

Using the logical method, the priority of certain types
of marketing communication tools for certain segments of
the population, depending on socio-demographic indica-
tors, was covered. Based on the data of the All-Ukrainian
Advertising Coalition (Volumes of the advertising...,
2023), the volume of the advertising market in Ukraine
by types of marketing communication tools for 2019-2022
was analysed, the rating of marketing communications was
determined and which segments of the population prefer
different communication channels. Information on the
number of gay people was researched based on data ob-
tained from the website of the LGBT Human Rights Centre
“Nash Svit” (The position of..., 2022).

Using a graphic method, data obtained during the
research on the relationship between LVMH Group’s ad-
vertising expenses and total revenues for 2008-2022, the
dynamics of the total world population for 1960-2020 and
changes in the poverty level of the population of Ukraine
during 2000-2020, displayed in the form of a graph. The
application of the generalization method allowed: to record
the information obtained in the research process regarding

marketing communications that are preferred by the pop-
ulation with different socio-demographic characteristics,
and to formulate conclusions that represent the final reflec-
tion of the research, namely to substantiate proposals for
improving the effectiveness of advertising and increasing
profits companies and determine further approaches to the
study of this issue.

Results and Discussion

The main issue of the development of marketing communi-
cations in modern socio-economic conditions in Ukraine
is that not all types of marketing communications tools are
effective, and their use helps increase product sales. This
issue is also aggravated by the deterioration of the social
condition of the population after the coronavirus pandemic
and during military operations on the territory of Ukraine,
which became the reason for changing the priorities and
needs of citizens and the reason for changing approaches
to the use of marketing communications. The beginning
of the scientific search is determined by a hypothesis, the
essence of which is the existence of interdependence of the
profitability of companies from the use of individual chan-
nels of marketing communications. Large companies use
diverse types of advertising to develop their activities and
considerably increase sales.

For instance, the largest chain of coffee shops in Texas,
Coffee Grounds, whose annual revenue is estimated at 25
million dollars, began to use the Twitter network as a direct
channel for orders and communication with customers,
which contributed to the growth of sales revenue by 20-
30% per year (Letunovska et al., 2021b). Jimmy Choo, a
designer shoe company with annual revenue of about $32
million, used Twitter to advertise their shoes (Letunovska
et al., 2021b). As a result, sales revenue increased by 33%.
French luxury goods company LVMH Group has spent
around €9.5 billion on advertising and promotion world-
wide by 2022 (Fig. 1).
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Figure 1. The relationship between LVMH Group’s advertising expenses and income for 2008-2022

Source: Retail & Trade (2022)

The data in Figure 1 show that along with the in-
crease or decrease in advertising expenses, the company’s
income changed in direct proportion, which helps assert
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the effectiveness and feasibility of such expenses. Among
the main types of marketing communications used by the
LVMH Group is branding, which allows taking advantage
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Influence of socio-demographic factors on the development of marketing communications

of the creative approach and developing the identity of each
brand. To attract more customers and gain their trust in
the company, it is important to focus on the main market-
ing trends, which helps apply new tools in the strategy for
cooperation with the client. Targeting as a marketing tool
and audience segmentation is the main trend in contextual

advertising on the Internet. One of the common types is
socio-demographic targeting, i.e., selection of visitors by
gender, age, education, social status, income level, etc. To
investigate the influence of socio-demographic factors on
the development of marketing communications, it is advis-
able to study the dynamics of the world population (Fig. 2).
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Figure 2. Dynamics of the total population of the world for 1960-2020
Source: The population of the Earth will grow to 8 billion people by November — UN forecast (2022)

According to the data in Figure 2, starting from 1960,
the population of the planet gradually increased, and only
for 2010-2020 it increased by 12%. With the growth of the
population, the needs also grow and latest trends in the de-
velopment of marketing services appear. For an in-depth

study of the influence of socio-demographic characteristics
on the choice of marketing communications, the dynamics
of the number of the population and types of family were
analysed starting from 1960 and the trend forecast for sev-
eral decades was made (Table 1).

Table 1. The population of the world, the United States of America (USA) and Ukraine and its composition for 1960-
2020 with a forecast for 2030-2050

Indicator 1960 1970 1980 1990 2000 2010 2020 2030* 2040* 2050*
Number of population of the earth, billion 5 o5 369 44 520 614 697 782 85 91 97
people
US population, million people 180.7 205.1 227.2 249.6 282.2 309.3 331.5 380 395 420
Traditional families in the USA, million people 40.2 45.37 49.71 53.26 54.94 60.38 62.34 63 65 67
The share of traditional families inthe total o, ) 551 919 213 195 105 188 166 165 16
number in the USA, %
Single people in the USA, million people 34 38 55 69 82 100 118 121 126 130
Share of single people in the total number 1 o o5 545 276 201 323 356 318 319 31
(USA), %
Population of Ukraine, total 428 473 50 519 494 458 416 405 384 35
Number of traditional marriages in Ukraine, o yo 6 47 046 048 027 0306 0168 0155 014 0135
million people
Part of the total amount (Ukraine), % 1.07 098 093 093 056 067 04 038 036 0.39
Single people (Ukraine), million people 835 937 9.55 9.86 10.32 10.76 7.9 9.5 9.8 9.9
Part of the total amount (Ukraine), % 19.5 19.8 19.1 19 209 235 19 23.5 255 283

Note: * - forecast data obtained by constructing a trend line on a graph showing the trend of data changes and considering

the dynamics of data in previous years

Source: Retail & Trade (2022), Population, total - Ukraine (2021), Demographic and social statistics of the population of
Ukraine (2022), The population of the Earth will grow to 8 billion people by November — UN forecast (2022), B. DePaulo
(2021), How the population of Ukraine will decrease due to the war — A forecast of a sociologist (2022), L.I. Slyusar (2021)
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Table 1 shows that the world population has doubled
from 1960 to 2020, and according to the forecasts of the
Office of the United Nations High Commissioner for Refu-
gees (UNHCR), its number will reach almost 10 billion by
2050 (The population of the..., 2022). The population of

Ukraine in 2020 compared to 1990 decreased by 20% (from
51.9 million people to 41.6 million people) (Demographic
and social..., 2022). Forecast data for some indicators was
obtained based on constructed trend lines for these data
(Fig. 3 and 4).
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Figure 3. Dynamics and projections of traditional families and single people in the United States of America, 1960-2050

Source: Retail & Trade (2022), B. DePaulo (2021)
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Figure 4. Dynamics and forecast of traditional marriages and single people in Ukraine for 1960-2050
Source: Demographic and social statistics of the population of Ukraine (2022)

The category of families with many children includes
Muslims, whose religion allows them to have several wives.
Thus, in the world, about 2% of the world’s population lives
in polygamous households, and in most countries in the
world, this share is less than 0.5% (Kramer, 2020). About
3.5% of Muslims lived in Ukraine, who were mostly located
in the south and east of the country, but a significant number
of them left Ukraine because of the war. As a rule, the wives
of polygamous men have several children, and therefore, in
such families, preference will be given to advertising that
can be seen while walking with children, i.e., in the park, on
the streets, in the subway, on billboards, on television while
watching cartoons, etc. Among non-traditional relation-
ships, one can single out gay people and those who belong
to serial monogamy. According to research by the German
company Statista, the share of same-gender couples in the
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world is about 2% of the population (Retail & Trade, 2022).
Gay people live in Ukraine, whose number, according to
various sociological data, is estimated from 450 thousand to
1.2-1.5 million people, which is 1-3% of the population (The
position of..., 2022). According to research, such people are
more interested in branded clothes and expensive goods.
Most traditional families are in monogamous relationships,
but serial monogamy also occurs (when one partner remar-
ries after a divorce or after the death of the other partner).
There is no exact data on the number of such partners, but
according to equal studies of marriages and families, about
20-30% of people are in such relationships (Retail & Trade,
2022). Such people’s preferences for advertising are similar
to people in traditional family relationships. Analysis of the
population by gender and age will allow determining the
main advantages in these categories (Table 2).
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Influence of socio-demographic factors on the development of marketing communications

As of 01.01.2020

Table 2. Distribution of the population of Ukraine by gender and age for 2019-2021

As of 01.01.2021 As of 01.01.2022

men, women, men, women, men, women,
million million million million million million
Total, million 19.3 22.4 19.2 22.2 19 22
under 15 years old 3.3 3.1 3.2 3 3.2 3
15-29 years old 34 3.3 3.3 3.1 3.3 3.1
30-39 years old 3.5 3.4 3.5 34 3.4 3.3
40-49 years old 2.9 3.1 3 3.1 3 3.1
50-59 years old 2.6 3.1 2.6 3.1 2.5 3
60-69 years old 2.1 3.1 2.1 3.1 2.2 3.1
70 years and more 1.5 3.3 1.5 3.3 1.5 3.3

Source: Demographic and social statistics of the population of Ukraine (2022)

As Table 2 demonstrates, under the age of 40 the num-
ber of men exceeds the number of women, and after this
age the trend of gender preference changes in the oppo-
site direction. At the age of 70 and over, the number of
women exceeds the number of men by more than 2 times.
The age of the population affects people’s attitude towards
advertising, and as a result, its perception and the expected
effect for the advertiser. A study conducted during Au-
gust and September 2021 by the Nielsen company, with
the participation of 40 thousand people in the countries of
Europe, the Middle East, Africa, the Asia-Pacific region,
North and Latin America, shows that young people (25-
40 years old) and people aged 41-56 trust advertising the
most, and people aged 65 and older trust advertising the
least, followed by the 15-24-year-old and 57-66-year-old
generations. Men and women all over the world have the

same general levels of trust in advertising. 89% of people
trust the recommendations of acquaintances the most
(Nielsen study reveals who..., 2021). Building trust in
advertising makes it effective. Advertising is aimed at in-
troducing certain values and standards into society. The
standards and values promoted in advertising become gen-
erally accepted norms of behaviour for people, that is, ad-
vertising can transform universal human values. The de-
velopment of marketing communications depends on the
income level of the population. People are more capable
of responding positively to advertising and buying various
goods and services when they have a sufficient level of in-
come. According to the Institute of Demography and So-
cial Research named after Birds of the National Academy
of Sciences of Ukraine can analyse the poverty level of the
population in Ukraine (Fig. 5).
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Figure 5. The poverty level of the population of Ukraine during 2000-2020

Source: E. Libanova (2020)
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Figure 5 shows that the lowest level of poverty in
2008-2014 ranged from 20-30%. However, already in
2020-2021, it exceeded 50%. This means that the share of
households in which the income per person is below the
minimum level. During 2019-2021, 60-70% of the pop-
ulation received incomes up to UAH 7,000, i.e., below

the average wage, but slightly above the minimum level.
Households with children have a poverty rate 8-9% higher
than households without children. Analysis of the dy-
namics of households in Ukraine by the number of people
and children allows determining the main trends in this
area (Table 3).

Table 3. Information on the composition of households, employment and education of the population for 2014-2021

Indicator

2014

2015

Age

2016 2017 2018 2019 2020 2021

Households, which include:

One person, % 22.8 20.3 19.7 19.9 19.7 19.5 19 18.2

Two persons, % 29.6 325 32.3 32 32.8 334 345 35.4

Three persons, % 25.3 25.9 26.9 27.3 26.5 26.7 26.5 26.6

Four persons and more, % 22.3 21.3 21.1 20.8 21 20.4 20 19.8

One child, % 73.6 75.7 76 754  75.1 74.6 79.2 79.3

Two children, % 23.3 21.2 21.4 21.9 21.4 22.6 18.7 18.8

Three children and more, % 3.1 3.1 2.6 2.7 3.5 2.8 2.1 1.9

Households with children under 18 y.o0., % 38 38.2 38.2 38.2 37.8 37.9 37.7 37.8

Households without children, % 62 61.8 61.8 61.8 62.2 62.1 62.3 62.2
Number of unemployed, thousand people 1,847.6 1,654.7 1,678.2 1,698 1,578.6 14877 1,6742 1,711.6

Pensioners, million people 13.5 12.1 12.3 11.9 11.7 10.9 10.8 10.6

Employed with higher education, % 52 52.3 52.6 52.9 53.4 53.6 64 71

Source: Demographic and social statistics of the population of Ukraine (2022)

As Table 3 shows, the predominant number of house-
holds consists of two and three persons, although starting
from 2015, the number of two persons began to prevail
over the other by about 10%. Furthermore, the number
of families with one child is much higher than those with
two or three. The share of families with many children
decreased by 1.5 times during 2014-2020. There is a ten-
dency to increase the number of workers with higher ed-
ucation, some of whom have increased by 19% since 2014.
Considering the trend towards a decrease in large families,
advertisers should use more advertising in the media and
the Internet. Since single people and families without chil-
dren or with one child have more spare time than those
with a family, it can be argued that such people use social

Table 4. Rating of effectiveness of marketing communications

networks more often. Companies that want to increase the
effectiveness of marketing communications should choose
to advertise depending on its product range. For example,
if the product is intended for the segment of people with a
low income, then preference should be given to advertising
on radio, the Internet, and television, and vice versa, if the
product or service is intended for the population with an
above-average income, then it is worth advertising them
in addition to the above channels communication, even
in expensive magazines because rich people are more in-
terested in them than the population with a low income.
Analysis of priorities in advertising for distinct categories
of the population helps rate the effectiveness of marketing
communications (Table 4).

SNe:. Name Efficiency, % Segments of the population that prefer this type more
1 Advertising in the media 16 People of different ages and'genders, whether single or
married
2 PR activities 15 People with income above average
3 Promotion of goods (services) 14 Women and men working in business, mostly with
at points of sale higher education
4 Outdoor advertising 12 Families with children
5 Sales promotion 12 Young and middle-aged women
6 Advertising on the radio 11 Population of retirement age
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Efficiency, %

Table 4, Continued

Segments of the population that prefer this type more

7 Direct marketing 10

Employed women of all ages and income levels

8 Advertising on the Internet 10

Single people, young women and men with children

Source: Volumes of the advertising and communication market of Ukraine (2023)

The rating given in Table 4 shows that the most effec-
tive is advertising in the media because they are used by
all categories of the population, regardless of age, gender,
education, and family composition. An analysis of the vol-
ume of the advertising market in Ukraine according to the
All-Ukrainian Advertising Coalition shows that the larg-
est part of the market in 2021 will be television advertising
(41.3%) and Internet advertising (38.8%), and in 2022 - tel-
evision advertising (21.3%), Internet advertising (58.8%).
Thus, in 2021, the Internet advertising market increased
by almost 2 times compared to the previous period, during
the strengthening of the coronavirus pandemic, this market
even had a 9% increase compared to others. At the same
time, advertising costs in cinemas decreased by 65% due to
the temporary closure of these institutions during the pan-
demic. In 2022, as a result of the war in Ukraine, the adver-
tising market decreased by 63% in all positions, but Internet
advertising decreased less than other types — only by 42%.

The use of marketing communications should con-
sider modern trends in advertising. Romanian scientists
A. Madan & M. Rosca (2022), who evaluated the latest ap-
proaches to marketing communication and described their
global trends, reached the same conclusion in their work.
Scientists emphasize that in modern society, the influence
of marketing communications is a significant value. Fully
supporting the researchers” assertions, the importance of
using a variety of new communication methods should
be emphasized: media advertising, public relations, direct
marketing tools, and sales promotion are all marketing
communication methods that must be effectively integrated
for business success. Thus, Arabic scholar H.S. Mirfallah
(2021) argues that the concept of integrated communica-
tions by combining messages strengthens the company’s
base and position in the market. The author emphasizes
that in today’s competitive and changing environment,
companies must constantly implement and use a variety of
new communication methods (for example, advertising us-
ing artificial intelligence: for texts - ChatGPT, and for cre-
ating advertising layouts — a neural network that generates
visual content Midjourney), to maintain effective customer
relations. Therewith, there is a constant need to explore a
wide spectrum, which is essential.

A more in-depth study on the integration of commu-
nications was carried out by Y. Rashkova et al. (2023) who
conducted a content analysis of websites and Instagram
pages to analyse their integrated strategies applied in the
market. The study found that there is an opportunity to
adopt one of four strategies, considering the design, con-
tent of the website and social media at the same time stand-
ardized, adaptive, mixed and cross-convergence of the
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divergence of media. The work emphasizes the importance
for companies to determine exactly which marketing com-
munications will be more relevant for different segments
of the population, which will contribute to increasing their
trust in advertising and increasing sales. These results are
consistent with the findings of the current study that the ef-
fectiveness of marketing communications depends on con-
sidering the needs and characteristics of different segments
of the population. Other scientists hold a similar opinion.
For instance, S. Boonchutima & K. Sahakitpijarn (2022) con-
ducted an experimental study using a sample of a customer
segment by gender, namely, women of a certain generation in
Thailand to investigate the effect of augmented reality mar-
keting on consumer behaviour when purchasing lipstick. In
their study, the authors compare the effectiveness of tradi-
tional marketing communications and advertising with the
use of augmented reality in improving womens attitude to-
wards the brand and increasing purchase intentions. Overall,
the research shows that understanding the demographic and
social characteristics of consumers can be key to an effective
marketing strategy, especially when implementing the latest
technologies, such as augmented reality. The findings are
consistent with the focus on analysing different segments
of the population in the current study, which emphasizes
the need to pay attention to the needs and preferences of
distinct categories of consumers.

To distinguish certain segments among the popula-
tion, the work considers the population’s trends in creat-
ing a family and the number of single people. At the same
time, sociological research on the number of singles was
conducted by D.L. Surkalim et al. (2022), who analysed the
prevalence of loneliness in 113 countries. Data were con-
sidered for adolescents (12-17 years) in 77 countries, young
people (18-29 years) in 30 countries, adults (30-59 years)
in 32 countries and older people (60 years and over) in 40
countries. Scientists raise the problem of loneliness and the
comparison of lonely people in high-income and low-in-
come countries. According to the results of the study, it is
emphasized that the presence or absence of children in the
family affects the advertising from which sources adults
perceive better. Along with this, Slovak scientist B. Sramova
(2015) studied the orientation of marketing communica-
tions to children as consumers. It is worth agreeing with
the opinion of the researcher because children and young
people spend a lot of time in the media environment. The
author emphasizes that children can be the main target
group, i.e. the advertised products are addressed to them,
as well as the secondary target group, i.e. the products are
addressed to their family members, but the message is fo-
cused on children’ interests, as they significantly influence




Nesterenko

the purchase process in the family. This is consistent with
the findings of the current study that children may be an
important target group. This research focuses on tradi-
tional marketing techniques used in the media environ-
ment (repetition, celebrity endorsements, etc.) as well as
new techniques.

The use of femininity in marketing communications to
attract more attention of consumers in Nigeria was studied
by A. Oniku & A.F. Joaquim (2022), who focused on pa-
rameters such as skin colour, brand image for young single
people between the ages of 21 and 40. Supporting the re-
sults of the authors, it should be noted that the purchasing
decisions and behaviour of young people in 2019 are stra-
tegically dependent on various manifestations of female at-
tractiveness and equally affect market share. The results of
this study confirm that displays of female attractiveness can
influence the purchase decisions and behaviour of single
young adults. The effect on the effectiveness of the adver-
tising image of people with different attributes was studied
by M. Eisend et al. (2023), who noted that gender, ethnicity,
sexual orientation, and age were the most common. The
authors proved their own standpoint regarding the incor-
rect and insufficient representation of certain groups in so-
ciety, although various advertising and promotion of goods
and services can have a beneficial effect on the brand
and social values.

However, some scientists in their research support the
idea of reducing the emphasis on the segmentation of the
population according to the socio-demographic princi-
ple when choosing marketing communications. Thus, the
impact of interactive marketing communications used in
social networks on the emotional and behavioural com-
ponents of adolescents in South Africa was studied by the
scientists I. Dmytriiev et al. (2022), who examined the ef-
fects of additional factors (access, duration, and frequency
of use, length of time logged in, and frequency of profile
updates) and demographic variables (gender, age, and pop-
ulation group) on attitudes toward social media market-
ing communications. Customers make demands on com-
panies and have specific ideas about how they should be
represented in advertising. Thus, J. Lohmann et al. (2021)
emphasize that clients mostly try to ignore conservative
gender roles and support equal representation of men and
women. The authors emphasize that companies should fo-
cus on customer retention through gender equality, break-
ing with common gender binaries and integrating lesbian
communities into future marketing efforts. In comparison,
the current study covers a wider range of demographics
and advertising preferences. It considers aspects such as
religious affiliation, number of children in the family and
income level, which are also important for advertisers in
determining marketing strategies.

Therewith, research on the effect of gender on
cus-tomer engagement was investigated by D. Gligor
et al. (2021) in four dimensions of customer
engagement: cus-tomer purchases, referrals, influence,
and customer knowl-edge. It is worth agreeing with the
opinion of scientists that
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women compared to men show a higher level of purchases,
but a lower level of recommendation to other customers.
The authors proved that perceived brand equity mediates
the effect of gender on customer engagement. Brand iden-
tification negatively moderates the relationship between
gender and perceived brand honesty. This study focused on
the effect of gender on customer engagement in a broad
context, while the current study more specifically looked
at the effect of different family categories and parameters
such as age, religion, and orientation. After conducting re-
search among 637 Vietnamese participants in marketing
communication programs of fashion brands, M.S. Vo et al.
(2022) evaluated the characteristics of marketing commu-
nication content that influence electronic radio broadcast-
ing, namely, entertainment, interaction, trendiness, and
customization. At the same time, the scientists emphasized
that such characteristics are characteristic of the segment of
people aged 18-40 years.

N.E. Letunovska et al. (2021b) analysed the essence of
marketing in the digital environment, covering the main
tools necessary for the work of a marketer who seeks to
successfully implement projects in various directions on
the Internet. The authors also analysed the structure and
dynamics of scientific publications in the field of envi-
ronmental management and social marketing in their re-
lationship. The authors researched original keywords in
the field of environmental management and social mar-
keting (Letunovska et al., 2021a). Unlike other scientists,
A. Rosokhata et al. (2021) investigated the characteristics
of advertising not only according to demographic princi-
ples, but also according to territorial principles, which sys-
tematized the goals and models of marketing territories,
compared the target audience and marketing strategies,
and also considered examples of the successful application
of marketing tools for little-known territories.

Summarizing the above, it is worth noting that adver-
tising costs will be justified if companies consider socio-de-
mographic factors (a person is single or with a partner,
income level, education, number, or absence of children,
etc.) when choosing a type of marketing communication
to promote the products being produced. The right choice
of marketing communication channels can contribute to
increasing the profitability of companies.

Conclusions

The conducted research shows that marketing commu-
nications is a powerful tool for attracting new customers,
increasing their trust, selling goods and services, and in-
creasing profits from activities. The purpose outlined in
this study and the analysis of the main socio-demographic
factors that affect the effectiveness and efficiency of the use
of marketing communications helped formulate proposals.

According to the results of the analysis of the essence
and types of marketing communication tools, the spread of
the use of digital technologies in the field of advertising and
product promotion was revealed. It has been proven that
the increase in the company’s advertising expenses can be




Influence of socio-demographic factors on the development of marketing communications

covered by sales revenues, which increase due to the effect
of advertising. It is substantiated that different segments of
the population, depending on age and article, tend to trust
diverse types of marketing communication tools. The study
of the attitude of the population towards advertising on the
Internet shows that it depends on age. It is concluded that
the choice of communication channels by consumers de-
pends on their income level, which is mostly below average
in Ukraine. It was found that the demand for advertising
also depends on social status and the number of children:
single people prefer advertising on social networks, and for

to more effective promotion of products and increase in
sales revenue.

The results of the conducted research are of practical
importance for advertisers when planning marketing
communications and choosing channels of communica-
tion with consumers, as well as company managers when
making decisions about financing activities for marketing
promotion of products. The main directions of further re-
search of this issue will be the study of the possibilities of
using the latest technologies to improve marketing com-
munication tools.

families with children, advertising on the street, in the sub-

way, parks, cinemas, etc. is more suitable. The hypothesis Acknowledgements
has been confirmed that the targeting of advertisers to the = None.
interests of individual segments of consumers depending ]
on socio-demographic features and their choice of particu- Conflict of Interest
lar types of marketing communication tools can contribute ~ None.
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Bnnue couianbHo-gemorpagiuyHux pakTopiB Ha pO3BUTOK MapKETUHIOBUX
KOMYHiKaLin
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AHoTauifl. [locTimKeHHA BIUIMBY cOLlia/lIbHO-AeMorpagiyHux ¢akTopiB Ha pO3BUTOK MapKeTHMHIOBUX KOMYHIKaLill €
aKTyaJIbHUM, OCKIIDKY Ie jonoMarae 6isHecy eeKTUBHille B3a€MOAIATU 3i 3MiHIOBaHUMM IOTpeOaMy Ta IOBeiHKOI0
CIIOXKVIBAYiB B KOHTEKCTi [7IOOA/IbHUX fieMorpadivHux 3MiH. MeTo po6OTH € BUBYEHHS MapKeTVHIOBMX KOMYHiKaIil,
AKMM HaJIJaloTh IlepeBary pisHi cerMeHTH HaceneHHA. Ilif 9ac mocmimKeHHA BUKOPUCTOBYBAMUCh TaKi METOAM: aHai3
CTATUCTUYHUX JAHUX, JIOTiYHWIL, rpadpidHumil Ta MeTOy y3arajabHeHHA. [JoCIipKeHHA pO3KpMBaE pi3Hi Kareropil cimeit
Ta IX BIUIMB HAa CIIOXKMBAHHA Ta COPUMHATTSA peKlaMiu. BusAsieHo, 110 ciM’1 3 BEJIMKOIO KiZIbKICTIO JiTeli, MYCY/JIbMaHI,
TOMOCEKCYaJIicTH i jmiopy, SAKi epe6yBaloTh y cepiliHill MOHoOraMii, MaloTh cBOi yHiKa/IbHI 0cO6MMBOCTI i yiogo6aHH:A B
pexnami. 3okpema, OaraTofiTHi ciM’T MOXYTbh OyTHU Halli/leHi peKIaMOlo, CIIPSMOBAHOIO Ha IUTAYi TOBapy Ta MOCIYTH,
AKY MOXKHa 3yCTPiTH Iijj 4ac IPOTYIAHOK 3 HiTbMU. MyCyIbMaHCBKi CiM'l, AKMM JO3BOJIEHO MAaTHU Kilbka APY>KMH,
MOXXYTb OyTH 3allikaBJIeHi y peKaMi, fka BifoOpakae LIHHOCTI Ta moTpe6u 1iel peririitnoi rpynu. fomocekcyamicTn Ta
JIOAY, IO IepeOyBaloTh y cepiliHili MOHOraMil, MOXXyTb IIPOABJIATH OLIBIINIT iHTEpec ;0 OPEH0BOTrO OfATY Ta TOBApiB 3
BUINOI0 BapTicTio. KpiM TOro, Bik Ta piBeHb HOXOMiB HaCeJIeHHS BIUIMBAIOTh Ha CHPUITHATTSA pekmamMu. Mosonb Ta monu
B CepefHbOMY Billi MOXYTb OyTI OLIBII JOBip/IMBUMM O peK/IaMM, TOAi AK CTApLIi JIIOAM MOXYTb BUABJIATU MEHIIY
moBipy mo Hei. TakoXx BUABIEHO, IO pekIaMa B 3acoOax MacoBoi iHpopmanii Ta IHTepHeT-pekaMa € eeKTUBHUMMU
KaHaJlaMJl KOMYHIKaIlii 3 pisHMMM KaTeropiiMm HaceleHH:A. PesynbraTy JOCTIZIPKEHHA MOXXYTh 3aCTOCOBYBATHUCH JIA
HaJIalITyBaHHA MapKeTVHTOBMX CTPATETill, Biff KOpeKIil pek/TaMHMX II0BifOM/IEHD 10 BMOOPY IIaTdOPM /I PEKIAMHOTO
IIPOCYBAHHS, 1110, BPaXOBY0uN ieMorpadivHi 0co61MBOCTI 11iMbOBOI ayAnTOpil, MOXKe 3HAYHO MiABMINTY e(heKTUBHICTD
MapKeTUMHIOBUX 3aXOJiB Ta MpUOyTKOBICTb OisHecy

KntoyoBi cnosa: cycriiibHmil po3BUTOK; IPOCYBaHHSA; peKIaMa; LiHHOCTI; OpeH; TpeH/y; TpaHCpopMallis CyCIiIbHIX
I[iHHOCTe
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