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The study was initiated by All-Ukrainian Advertising Coalition

with the support of the research company Factum Group

to assess the impact of the war on marketing communications, understand 

the existing challenges facing marketing teams and plans for the future

https://vrk.org.ua/
https://factum-ua.com/
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Target audience of the survey
Marketing directors, other representatives of marketing departments and executives of companies that are 
regular participants or jury members of the Effie Awards Ukraine, as well as advertisers who participate in the 
annual industry research of the All-Ukrainian Advertising Coalition (VRK), namely Best Marketing Teams and 
Advertiser's Choice

Method and sample size
1. Quantitative online research, N=112, Duration ~ 15 min 
2. In-depth interviews, N=17, Duration ~ 60 minutes

Survey period
September ïOctober
2023

Methodology
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Key results
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Recovery from the shock of 2022
2023 was a year of gradual adaptation and business transformation after the "shock" of 2022. Although 
companies are not abandoning their short-term planning strategy, they are starting to look forward to the 
future. Marketing activity is recovering: research, PR, direct marketing, and media advertising.

Maximum sensitivity - to the team, to the customer
The war undeniably affects the emotional state of society, as most experts say. On the one hand, marketing 
teams themselves are negatively affected, so the emphasis on working with staff, motivating and supporting 
them is growing. On the other hand, this sensitivity of society requires marketing teams to be extremely careful 
in communicating with their customers, to be balanced in every message, image, emotion, or choice of 
influencer. Reputational risks are becoming extremely high.

Ukraine comes first. CSR
Companies continue to support the Armed Forces of Ukraine by transferring financial assistance. They launch 
social initiatives. Some do it openly, publicly demonstrating their commitment, while others do not communicate 
about it. Regardless of the approach chosen, experts recognize the importance of corporate social responsibility 
in the context of supporting Ukraine.



The impact of war on 

business and strategy
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Back to content

2023 was a year of gradual adaptation and 

business transformation after the "shock" of 

2022. Although companies are not abandoning 

their short-term planning strategy, they are 

beginning to look forward to the future with both 

fear and hope



The main challenges faced by companies (1/2)

Population migration
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Decline in purchasing power 

of the population

Destruction of production 

facilities and temporary loss 

of infrastructure in the 

occupied territories

Limited productivity due to 

infrastructure damage and air 

raid sirens

The problem is the declining 
purchasing power of the 
population. We understand that 
1000 hryvnias today is not quite 
the same as 1000 hryvnias two 
years ago
Pharmaceutical company 
representative

Created by Adrien Coquet
from the Noun Project

We have a large part of the 
occupied territories. Accordingly, 
we are losing our stores. Some 
people stayed in the occupation 
or moved from the occupation
Fashion retail representative

Created by Adrien Coquet
from the Noun Project

When there is an air raid siren, 
everything in the plant shuts 
down and everyone goes to the 
shelter. That is when that MiG 
flies 5, 10 times a day, it also 
directly affects the plant's 
productivity
FMCG company representative

Created by Adrien Coquet
from the Noun Project

In-depth interview data

Women with children are not returning 
and it is it is uncertain whether they will. 
The birth rate is decreasing. The second 
part is the decreasing number of young 
people... parents are thinking about 
whether it is right for them to study in 
Ukraine. ...The third is the increase in the 
aging of the population , this involves 
some differences in financial matters
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17



The main challenges faced by companies (2/2)

Difficulties of working during 

blackouts*

8

Difficulties with imports to 

replace lost production 

capacity

High inflation rate Restrictions on investment 

and supply due to fear of risk

Winter with power outages is a 
very big risk for all businesses, 
especially for small traditional 
retailers who are our partners, 
it's a very big risk
FMCG company representative

Created by Adrien Coquet
from the Noun Project

Imports were very difficult 
because no one planned and had 
free capacity, we have quite a 
long lead time to order 
packaging, to get the product 
now, you have to plant (raw 
materials) a year in advance, 
plan everything.  On the other 
hand, the import model is 
generally unprofitable
FMCG company representative

Created by Adrien Coquet
from the Noun Project

The rise in prices for all 
ingredients is also a very big risk 
for us
FMCG company representative

Created by Adrien Coquet
from the Noun Project There is the issue of cooperation with 

partners who trust us, whom we 
have not let down since the 
beginning of the war, and they are 
very surprised by this. We ask them 
to give us more, to give us your new 
collections. They say, "Oh my God, 
what new collections, you're at war?" 
I mean, they are afraid of some risks. 
We are not afraid, they are. There 
are the following changes
Fashion retail representative

Created by Adrien Coquet
from the Noun Project

In-depth interview data
ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

*According to the quantitative survey, 36% of companies experienced 
work stoppages due to the energy crisis
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Question: The war has affected companies' revenues, especially in the first months of the full -scale invasion.  What is 
the situation with your business now? Compared to 2022, how much has your company's revenue (turnover) 
increased?

Changes in companies' revenues

After a global drop in revenues in 2022, 2023 was a year of positive growth for most 

companies in the market. However, the growth is still not that significant. 32% of companies say 

that their revenue grew by no more than 20% compared to the previous year. Some respondents 

were unable to answer the question, in particular, due to the company's privacy policy.

71%

12%

10%
7%

We are experiencing growth, revenue (turnover)
has increased compared to 2022

Business at the same level as in 2022

On the contrary, revenue (turnover) fell compared
to 2022

Cannot answer

71 %
report an 
increase in 
income

13%

19%

8%

6%

4%

4%

4%

Revenue increased by 1-10%

Revenue increased by 11 ï20%

Revenue increased by 21 ï30%

Revenue increased by 31 ï40%

Revenue increased by 41 ï50%

Revenue increased by 51 ï75%

by more than 75%

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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Question: What is the current period of strategic planning 
in the company?

Increasing planning horizons

Compared to 2022, when most companies shortened their strategic planning period, 2023 showed an increase in longer - term planning 

horizons. 

Thus, if in 2022 the majority of companies planned no further than for the next 6 months, now there is an increase in plannin g for a year or more

4%

13%

33%

13%

22%

16%

...more than a year

... a year

...for six months

... per quarter

... a month

... hard to say / refusal

2022

Firstly, we are no longer making plans 
for far-off future. At the moment, we 
have a plan for the next 12 months at 
the conceptual level, an understanding 
of what we are doing, but we 
understand that it is chess
Representative of an agricultural 
company

Created by Adrien Coquet
from the Noun Project

- significantly more/less 

compared to the previous 

wave

3%
6%

18%

15%

34%

24%

...more than a year

... a year

...for six months

... per quarter

... a month

... hard to say / refusal

2023

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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23%

66%

11%

Strategy has been radically changed

Partially adjusted

Strategy hasn't been changed

Did you change your strategy 
during the full -scale invasion?

The impact of war on changing the company's strategy

Question: Have you changed the company's strategy during the period of full -scale invasion?

How often did your company adjust/change its strategy during the full -scale invasion?
How did you change the company's strategy? Please describe (Open-ended question)

89%
changed the strategy
partially or radically

66 %
partially changed the strategy

23 %
Radically changed the strategy

29%

51%

20%

Multiple times

Several times

One time only

We did not plan for the 22nd year at all... What is the strategy during the war, if every day you have a high risk 
of unknown factors, as they are now fashionably called in the army's military style, black swans. So, yes, there is 
a certain strategic framework, but the planning horizon cannot be set too long now. That is, the business still 
requires six months of planning, and we understand that we will still come back every month and review
Fashion retail representative

Created by Adrien Coquet
from the Noun Project

80% 
at least several 
times

How often did you change your strategy 
during the full -scale invasion?

Ukrainian business is quite flexible in responding to external changes and adapting its strategy to new 

circumstances.

Most companies have changed their strategy several times or more

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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General approaches to strategy development in 2023

1. Short - term planning

For some companies, it is the resumption of 

planning as such

Planning is important as a strategic basis for 
the company's development, but it is also 
supposed to be constantly reviewed depending 
on the constantly changing situation
Examples of timeframes: six-month to one-
year planning with monthly reviews

2. Adaptability and flexibility 

of strategies and plans

Development of several action scenarios 

(including optimistic, pessimistic, and

"average" forecasts) and rapid response to 

events

In-depth interview data

3. "Anti - fragility" as 

autonomy in decision -making 

and rapid response on the 

ground

In the event of unforeseen factors, decisions 

are made as quickly as possible in 

departments and teams without coordination 

with the top management

Implementation of the anti -fragility concept. This is when our top management and mid -level management do not 
wait for instructions from the top, when they tell you to do this, do that , and report back. We are autonomous, we 
are free to make decisions. ... Top managers cascade this practice in their teams. In fact, this autonomy of decision -
making and freedom in decision-making, of course, with responsibility for the decisions made, played a key role in 
the fact that we have managed to show such serious business results
Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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What has changed in the strategy in 2023 (1/2)

1. Partial restoration of 

budgets for marketing, 

advertising and the start of 

communication support

2. Recovery and optimization 

of production processes

Rebuilding or relocation of production 

infrastructure, changes in supply chains, 

full/partial refusal of imports, revision of 

suppliers

Data from in-depth interviews and open-
ended questions in the online survey

In 2022, when it all started, naturally, we turned everything 
off..., only hygiene of some sort remained, the 
requirements were minimal. Starting from the second half 
of the year, we timidly, point by point some things in stores 
and somewhere in "social media"... In 2023, in principle, 
we have already started a "moral act", so selectively 
support some of the brands, again, in social networks, 
online advertising, trade-marketing activities and so on. Of 
course, the size of absolute budgets in percentages is 2 
times smaller, much less money than it used to be both in 
percentages and in absolutes...
FMCG representative

Created by Adrien Coquet
from the Noun Project

2023 ï
a year of 

recovery and 
search for new 

ways to business

Å restoration of promotion budgets 
(but, nevertheless, in smaller 
amounts than before the war)

Å rebuilding or relocating production 
infrastructure

Å optimization of production 
processes

Å establishing new logistics chains

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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What has changed in the strategy in 2023 (2/2)

3. Diversification, entry into 
new segments and search 
for new markets
Companies are striving to compensate for 
lost customers by entering adjacent 
categories and segments that target a 
different target audience. 
Revision of brands in the portfolio and 
support for different price positioning: 
development of the economy segment, 
support for premium (fashion, partially 
FMCG)
Prioritize entering the Western market

4. Transformation of the 

portfolio of services, 

products and brands

As a key strategy for brand preservation

2023 ï
a year of 

recovery and 
search for new 

ways to business

Å entering new or adjacent segments

Å additional focus on new markets, 
including foreign ones

Å product line transformation

Å focus on key products
The brand and product portfolio was transformed; route -to-
market and brand support models were adapted
FMCG representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Data from in-depth interviews and open-
ended questions in the online survey



Measures taken by companies during 

the full -scale invasion:
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ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

84%

73%

67%

41%

31%

25%

13%

Launching new products / business
lines

Launching new social projects

Transferring funds to support the
Armed Forces of Ukraine

Joint collaborations/partnerships with
other companies

Reducing the range of products

Expanding into international markets

Attracting foreign investment into the
business

Question: Which of the following did your company 
implement during the full -scale invasion?



Focus on helping the country: 

continuing the course taken in 2022
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Á Helping the country, Ukrainians and supporting social 

projects

Some of them communicate, others do not cover it at all. Some companies provided 

simplified access or free access to certain services, especially for Ukrainians abroad

Á Emphasis on the national

Emphasizing national origin, launching patriotic products and services. Example: 

creation of courses for learning the Ukrainian language

We realized that war is war, but we had to do something. Plus, we were 
very supportive of Ukrainians. We had some products that we could not 
talk about very freely. But things like cards, we gave access to people who 
had left Ukraine faster and with an easier procedure to get cards that they 
could use.  ...We supported, the company supported, and all our 
employees supported, and we also had initiatives to support Ukraine, short-
term and long-term donations for children, and not only for children. We 
had collaboration with Super Humanity, and we donated money, in fact, we 
are one of the sponsors of the opening of the center in Lviv. Where 
surgeries are performed
Financial sector representative

Created by Adrien Coquet
from the Noun Project

In-depth interview data
ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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Changes in the 
operation format of 
enterprises

Back to content

Businesses are gradually returning to normal 

operations, with an increased focus on employee 

engagement and the emotional state of employees. 

Partial return of personnel from abroad, some 

companies tend to switch from remote work to office 

work
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Impact on the operation mode

72%

42%

19%

55%

8%

3%

In normal mode

With limitations (fewer staff,
budgets, etc.)

Resuming work after a shutdown

The mode in which 
companies are 

currently operating

Compared to 2022, most companies in 2023 have already returned to normal operations. 

Overall, 62% have the same number of employees as before the war, and 14% say they have 

even increased their staff.

Every 4th company has a reduced staff.

Question: Please indicate in which mode your company is currently operating?

Has the number of employees changed over the year and a half of war?

2022

2023

50%

12%

23%

14%
No change / almost no change

Initially, the staff was reduced, but has already returned
to the pre-war level

The staff has been reduced and has not yet been
restored to pre-war levels

Increased the staff

Hard to say / don't know

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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Working with the team

ÁIncreased focus on working with staff 
and their emotional state

ÁNevertheless, given the full-scale war, 
shelling, and power outages, the emphasis 
is on the importance of continuing to 
work and fulfill the goals , even in such 
difficult conditions

ÁSpecial attention is paid to staff retention :

VNo / minimal reduction

VPreservation of salaries and bonuses

VReturn of some teams from abroad

The focus has increased on working with 
people, stabilizing relationships, feelings, 
and people's condition. We have never 
worked with people so much before, there 
was no need for it, this is the biggest 
change

Looking at our Western partners and 
colleagues, they are very surprised that 
we are online with them in all processes, 
in all timings, in all presentations, in all 
strategies, briefings. They are shocked 
that Ukrainians are not lagging behind 
during the war. So, on the contrary, we 
want to highlight Ukraine for being so 
good
Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data
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Work remotely from abroad :

Team relocation

While in the first year of the full -scale war, a fairly large share of employees worked from abroad, in 2023 the situation chang ed significantly - 78% say 

that up to 10% of employees work abroad.

The situation with the working hours has also changed, with more employees returning to work in the office instead of remotely.

The teams are currently working :

off fully offline

off mostly offline50/50on fully remotely

on mostly remotely

9% 20% 32% 24% 15%

9% 36% 30% 19% 6%2022

2023

Question: In what format do employees currently work? If we talk about remote work, on average, what 
share of employees still work from abroad? Does your company take or plan to take actions to bring back 
as many employees as possible from abroad?

Does your company take or plan to take steps to 

return as many employees as possible from abroad?

(N=75, have employees working abroad)
47%53%

Yes

No

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

36%

78%

25%

12%

14%

5%
23%

4%

2022 2023

Hard to say / don't know

30% + of teams

21 - 30% of the team

11 - 20% of the team

none / up to 10% of the team

* 2023: 17% say they have no 
employees working from abroad 
at all



Remote work
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55%33%

12%
The company offers the option to work
remotely

Working in an office is mandatory for some
employees

Working in an office is mandatory for all
employees

2%

21%

66%

11%

High probability - there are such plans / forecasts

Medium probability - there are such conversations, no specifics

Low probability - I have not heard such discussions

Hard to say / Don't know

Can an employee's presence in the company's office become a 
prerequisite for working in your company :
(N=62, currently there is no mandatory requirement to work in an office )

Every 2nd company currently allows remote work without any 

restrictions. Every 3rd company has certain restrictions, depending on 

the department or position. 12% of companies mandate working in the 

office for all employees

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In general, is an employee's presence in the company office a prerequisite for working in your 
company? Can an employee's presence in the company's office become a mandatory condition for 
working in your company?
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Challenges for 

marketing teams

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
Back to content

Marketing teams in the fight for consumers 

and leadership face a whole list of challenges -

from reduced budgets to a lack of qualified 

personnel, population migration and consumer 

sensitivity



Primary challenges confronting marketing teams now and in the near future
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Marketing teams are faced with the challenges of increasing efficiency, 

launching new products, finding ideas and innovations, and attracting new 

customers.

Rapid adaptation and flexibility in work is not a trend, but a key competence 

in the struggle for market leadership, and sometimes just survival in the realities of 

increased competition, social transformations, and constant danger. Business 

growth and profitability are already significant challenges.

Marketing directors name dozens of challenges they have to deal with, from 

shrinking budgets to a lack of qualified personnel. However, the most commonly 

cited challenges are those that form the following groups:

Created by Adrien Coquet
from the Noun Project

Decrease in purchasing power

Population decline / migration

Understanding your consumer / changes in their behavior

High sensitivity of the society

Taking into account social transformations of the population

Countering the hate of international brands that have not left the 
Russian market

Complexity of communication planning, choice of channels

Finding the right messages for communication

Fast adaptation / flexibility

Struggle for market leadership / competition

Increasing efficiency

Launching new products / finding ideas and innovations

Attracting new customers

Lack of qualified personnel
Budget cuts

Safety (working under fire)
Logistics problems

Complexity of forecasting

Challenge #1

Reduction of market 
capacity

Challenge # 2

Change and sensitivity 
of the consumer

Challenge # 3

Efficiency of 
communications

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In your opinion, what are the main challenges facing marketing teams in 
Ukraine today?  And what are they likely to be in the near future? (open question)
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The problem is the declining purchasing power of the 
population. We understand that 1000 hryvnias today are 
not quite the same as 1000 hryvnias two years ago
Pharmaceutical company representative

A one-time decline in the country's GDP due to the war 
and a corresponding decrease in market capacity in 
traditional niches... Decreased purchasing power
Representative of a telecommunications company

To work in the context of a steady decline in population, 
falling consumer markets, and impoverished population
Representative of a food manufacturer

Challenge #1

Reduction of market capacity

1

Decrease in purchasing 
power

2

Population migration, difficult
demographic situation

Women with children who have left do not return and it is 
not certain that they will. The decline in the birth rate in 
Ukraine.  The second part is the youth, which is also 
decreasing significantly... The third is the increase in the 
aging of the population, which is a little different money
FMCG representative

The demographic situation is extremely complicated. This 
has a very strong impact on our business... Most women 
have left... The consumer may be a man, but it is mostly 
women who go to pharmacies if we are talking about 
retail. So this is a big challenge for us
Pharmaceutical company representative

Created by Adrien Coquet
from the Noun ProjectCreated by Adrien Coquet

from the Noun Project

Experts often identify the problem of 
shrinking market capacity as the most 
pressing challenge for marketing. This 
is due to a decrease in the number of 
consumers due to the difficult 
demographic situation, including a 
large number of refugees and an aging 
population. On the other hand, experts 
point to the decline in the population's 
ability to pay and the difficult economic 
situation as factors that also affect the 
decline in market size.

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In your opinion, what are the main challenges facing marketing teams in 
Ukraine today?  And what are they likely to be in the near future? (open question)
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Understanding the changing behavior of consumers returning 
to Ukraine
FMCG representative

é. and most importantly - understanding your target audience
Representative of a dairy producer

Find the energy and resources to research your consumer
Representative of a pet food manufacturer

How to support people in the post -war period? How to make 
them as satisfied and happy as possible?
Retail representative

Challenge # 2

Change and sensitivity of the 

consumer

1

Understanding the characteristics of 
the target audience

2

General increased sensitivity of 
society

Electrified society, and one step from love to hate
Retail representative

Continue to build the brand in the new environment, 
when people are not ready to fully return to their old 
lives and are in physical danger in an unstable 
psychological state
Financial company representative

Hypertrophied sensitivity of the public to anything, 
inability to predict the public's attitude
Representative of a car dealer company

Created by Adrien Coquet
from the Noun ProjectCreated by Adrien Coquet

from the Noun Project

The struggle for consumers is 
intensifying, and understanding changes 
in their behavior is becoming a key task 
in a difficult economic situation and 
highly sensitive society. Marketers say 
that it is almost impossible to predict 
what could cause a negative reaction 
and reputational risks, and the audience 
is highly sensitive and electrified. 
Representatives of companies that have 
not left the Russian market often talk 
about hate from consumers.

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In your opinion, what are the main challenges facing marketing teams in 
Ukraine today?  And what are they likely to be in the near future? (open question)
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Relevant communications, accurate communication 
channels éRepresentative of a food manufacturer

Redistribution of the budget between promotion 
channels, analysis and selection of the most effective 
forms of communication with the target audience
Pharmaceutical company representative

The same as last year: working with reduced budgets, 
finding new channels and strategies for promotion, 
retaining existing customers and attracting new ones in 
an unstable environment 
Representative of the construction company

Challenge # 3

Efficiency of communication

Selection of communication 
channels, media -mix

Balance of messages, visuals, 
emotions

It is difficult to predict how well consumers will react to a 
particular message Representative of an alcoholic beverages
manufacturing company

There are many topics to which the reaction can be very 
mixed: a happy family together, a cozy home, etc. People's 
reactions can be mixed, so you need to think very clearly 
about all possible reaction scenariosRepresentative of a 
food manufacturer

The need for a very careful selection of advertising materials 
and platforms due to the increased sensitivity of society to 
any irritants FMCG representative

Created by Adrien Coquet
from the Noun Project

21

Created by Adrien Coquet
from the Noun Project

The societal sensitivity necessitates 
marketing teams to exercise caution in 
crafting communicationðprimarily 
focusing on the core messages as well 
as other communication elements such 
as visuals and emotional tones. In 
addition to addressing "What and How?" 
to communicate, determining "Where?" 
is equally crucial, involving the 
identification of effective communication 
channels within the heightened context 
of media fragmentation.

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In your opinion, what are the main challenges facing marketing teams in 
Ukraine today?  And what are they likely to be in the near future? (open question)
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Alsoé

Among other common challenges for marketing teams 
are :

Á Lack of qualified personnel, experts say 
competence is declining

Á Budget cuts (sometimes the inability to influence 
the specifics of budgeting)

Á Problems with logistics and supply

Á Complexity of forecasting

Á Safety issues etc

The main challenge is the existence of marketing 
teams. The market for specialists has sharply 
declined, there has been a decline in competence, and 
this is now the main risk in maintaining the existing 
and building the future in the company
Retail representative

How do you not lose ground even compared to 2022? 
Where to get budgets if the competitive environment 
is pressuring and you have no way to influence the 
formation of your budget
Representative of a car dealer company

Significant market decline 
(falling consumption and 
declining population), while 
competitors are increasing 
their efforts to maintain 
market share. Decline in sales 
in export markets in the face 
of deteriorating (more 
expensive) logistics
Representative of a food 
manufacturer

Created by Adrien Coquet
from the Noun Project

Created by Adrien Coquet
from the Noun Project

Created by Adrien Coquet
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ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: In your opinion, what are the main challenges facing marketing teams in 
Ukraine today?  And what are they likely to be in the near future? (open question)
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Marketing's response to 

the challenges

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
Back to content

The marketing function is being strengthened. 

After a pause in 2022, the communication 

strategy is being changed and marketing activity 

is resuming.

Awareness of the patriotic mission of the 

business helps to maintain motivation to work
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7,9

Effectiveness of the 
marketing response*

10 - very effective
0 - not effective

Responding to the challenges (1/2)

Refining the communication strategy
Å Change of communication channels, priority is given to digital

Å Amplifying communication support for key brands 

Å Highlighting national aspects: origins and collaborations

Å Shifting from global to national creativity (for international companies)

Å Adopting careful and balanced communication

Modifying the product assortment to preserve brands 

Å Reducing the number of SKU

Å Focus on flagship/core products

Å Launch of patriotic SKUs (including limited edition)

Å Development of innovative products

Adjusting the brand portfolio

Å Relaunching and refining the naming of brands associated with Russia (FMCG)

Å Expanding the number of brands in the economy segment

Å Developing the premium segment

Å Lunching new brands

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data * In your opinion, how effectively has your company's marketing responded and continues to respond 
to the market situation throughout the entire period of the full -scale war?
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Adjusting the pricing strategy

Å Implementing price increases in response to elevated costs of contractors/raw materials

Å Refusal or intensification of activation through discounts, promotional offers

Venturing into new segments

Å Introducing new categories within the brand and targeting a new audience

Å Entering new market segments

Expanding into foreign markets

Å Developing the export business

Å Collaborating with competitors to attract foreign investment

Enhancing data collection, analytics and adaptability

Å Continuously gathering and analyzing information and feedback

Å Basing all hypotheses on numerical data: conducting more measurements of the market and 
competitors

Å Cross-verifying data from various sources and resources, acknowledging the risks of incomplete 
or unrepresentative data

Å Consistently adjusting marketing decisions, potentially on a weekly or more frequent basis

Effectiveness of the 
marketing response*

10 - very effective
0 - not effective

Responding to the challenges (2/2)7,9

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data * In your opinion, how effectively has your company's marketing responded and continues to respond 
to the market situation throughout the entire period of the full -scale war?



Collaborations, partnerships and influencers
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From one block , expanding collaboration efforts in various 

directions :

ÁCollaborating with top brands, highly trusted by Ukrainians

ÁPartnering with humanitarian project funds

ÁEngaging showbiz stars to raise funds

ÁCollaborating with Ukrainian cultural figures, including artists, painters, 

designers, illustrators, and poets

ÁExploring partnerships with competitors to jointly attract investment

ÁEstablishing connections with new digital stars, such as Ukrainian 

bloggers and influencers

On the other hand , more cautious and limited cooperation with bloggers

and celebrities as brand ambassadors ïdifficult -to-control statements, 

fears of irrelevant fans in a more sensitive society, limited budgets

In-depth interview data

We were recently approached by the assistant of a famous singer 
about a possible collaboration. But we have a certain ban. It would 
be quite difficult to promote it now. Even in terms of hypothetical 
risks. Because we all see that the person is behaving normally and 
nothing portends trouble. And then some interview comes out that 
completely destroys the name and image of the person and ours, 
respectively. We don't want to be associated with any scandal. 
People do not fully understand and attack
Representative of a company producing personal care and 
household chemicals

Created by Adrien Coquet
from the Noun Project

We started, using different communication channels - billboards, 
city lights, subway, digital screens, Intercity, Kyiv subway, and so 
on. We appealed to Ukrainians to take care of themselves, and we 
expressed solidarity with other Ukrainian brands, not with 
pharmaceuticals, of course, but with those brands that Ukrainians 
recognized as leaders of trust. Such as Nova Post, Ukrposhta, 
Ukrainian Railways, Rozetka, and there were as many as 7 of them. 
We thanked them and wished them to take care of themselves. We 
also had such communication activity. It was also on our social 
media. Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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15%

40% 25%

6%

10%

4%

stalled

has fallen significantly

fell slightly

has not changed

Resumption
of marketing activity

After a pause, communication support for key 

brands in the portfolios will resume in 2022.

Changes in Marketing Activities

Question: Comparing last year 2022 and this year, has your company's marketing activity 
changed in 2023?

2%

13%

11%
3%

20%

52%

stalled

has fallen significantly

fell slightly

has not changed

Changes in Marketing Activities

2022 2023

In 2023, we have already started to "moral act", so 
selectively support some of the brands, again, in 
social networks, online advertising, trade marketing 
activities, and so on. Of course, the size of absolute 
budgets in percentages is 2 times less, much less 
money than it used to be both in percentages and in 
absolutes
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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Changes in the marketing team

22 %
reduced marketing staff

20 %
expanded marketing staff

Every 5th company says they are increasing the number of marketing staff. However, 22% still 

have reduced marketing staff. Currently, the average size of a marketing department is 17 

employees (compared to 14 last year)

Current average size of 

the marketing 

department

17 employees .

26%

33%

16%

13%

11%

up to 5 people

6 - 10 people

11 - 20 people

21 - 30 people

more than 30

Current size of marketing teams

Question: Speaking specifically about the marketing team, has the number of employees in the 
department changed over the year and a half of war?  Could you please indicate the size of the 
marketing team before the full -scale invasion and the size now? (The numbers may be 
approximate)

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
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Maintaining team motivation

In addition to the material aspects (maintaining / increasing salaries, paying bonuses, health insurance), it helps to 
maintain motivation and team cohesion :

Working in synergy

Understanding of the tasks facing the company 
and team cohesion (including management 
working together)

Pride in joint successes and a desire 
to move forward

Supporting initiative and creative approaches 
while recognizing the right to make mistakes

Care, support and personal 
communication from management

Managers demonstrate flexibility, caution and 
understanding of the negative effects of 
chronic stress: problems with concentration, 
performance, creativity

Attention to mental health

Pieces of training, psychological services, 
extra days off (on former public holidays), 
etc.

People need to see that you are with them, that 
you are not sitting idly by while they are 
fumbling around. That you are all in the same 
boat, that you are all working at the same level
Fashion retail representative

Created by Adrien Coquet
from the Noun Project

Awareness of the patriotic mission

Contribution to the Ukrainian economy and 
meeting the needs of Ukrainians

Support for the national within the 
company

Educational programs, lectures-discussions from 
leading experts (on language, literature)

Continuing to work in Ukraine, continuing to pay taxes 
here and, of course, donating and volunteering and so 
on is probably our Ukrainian trait, and we are very 
proud that we can continue to work here officially and 
help the country go through this stage
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data
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The specifics of 

interacting with 

advertising agencies

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
Back to content

The criteria for selecting agencies are evolving. 

While favorable prices and cooperation terms are 

expected, there is a growing emphasis on 

competence, creativity, and the pursuit of 

innovative solutions. Agencies are now expected 

to think and act as partners



It's not a very indicative period, because we have just started to restore 
communications. But we are now going through the list of agencies that 
remain. Because a lot of agencies closed down, some rebranded, some 
changed their work vectors
Representative of a company producing personal care and household 
chemicals

Interaction with advertising agencies

36

Á Advertisers note that some advertising agencies have closed , rebranded , 

changed their business vectors , or had changes in their teams due to staff 

migration abroad.

Created by Adrien Coquet
from the Noun Project

Á There are changes in the criteria for choosing advertising agencies : pricing and flexibility of terms have come to the fore , and the role of 

highly qualified digital specialists has increased (with an increased focus on digital and an outflow of personnel abroad) and knowledge of 

situational marketing . Factors for choosing advertising agencies:

V Prices and payment terms

V Flexibility and speed

V Efficiency

V Reputation, experience

V Long-term partnership

V Highly qualified staff and quality of information service, 
creativity, and strategic contribution in general

V Adaptability and mastery of situational marketing

V Creativity, non-standard ideas

V Degree of involvement and customer focus (including 
interest in debriefings)

V Expert added value: additional recommendations, strategic 
advice, monitoring of key competitors

There are a number of criteria by which we 
evaluate a creative agency. We give them 
samples of test campaigns, briefs, and offer to 
make us a media plan with the understanding 
that we have a tender process to choose a media 
agency. After that, we look at the price offer, 
creativity, ability to challenge, some obscure 
things, proactivity, all the things we look for 
when choosing an employee. When we 
understand how we will challenge, that's how we 
will go.

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Data from in-depth interviews
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Specifics of interaction with 

advertising agencies

ÁAgencies are expected to think like partners - not just to 
understand the brief's objectives, but to be fully involved in tasks within 
the brand strategy and to respond quickly to changes in the situation.

ÁThey value partners who provide additional information 
assistance, such as monitoring the situation in the media space and 
the activity of competitors

ÁConducting joint research and brainstorming for more effective 
idea generation

ÁSome advertisers show a desire to maintain cooperation with 
the agencies they worked with before the war : demonstrated 
work ethic, proven partnership and mutual assistance, and support in 
times of instability. For some international companies, choosing an 
agency is a global decision that they can postpone if they wish, arguing 
that other issues are more important in times of war

We continue to work with the agencies we worked with before the 
war, because for us it is also part of our ethical behavior because we 
need to support our partners and help them to have their own 
businesses as well... FMCG company representative

We just kept track of the situation on a more communicative, informal 
level, monitoring the situation. So, on the contrary, I'm grateful to 
them for keeping in touch Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Data from in-depth interviews



Pressure points and difficulties in working with advertising agencies
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1 2 3

Á Lack of creativity and uniqueness 
of ideas (due to a difficult 
psychological state)

Á There is a lack of qualified 
personnel in media agencies 
dealing with digital (due to 
migration abroad)

The quality of the team has deteriorated.  
Because people who knew the language and 
had opportunities decided to stay abroad.  
Especially those who are not in television, but 
in digital. This is a disaster. And I'm not sure 
that if I change, the situation will not be the 
same there and that qualified people will not 
leave there either

Delivery service representative

Created by Adrien Coquet
from the Noun Project

Á Insufficient understanding of 
the specifics of the client's 
business

Á Lack of added value , in the form of 
expert recommendations, strategic 
advice, and additional information, in 
addition to the fulfilled requests

This is a standard problem at any time, whether 
it is peaceful or not. The agency does not always 
understand the client's business. This is a classic 
problem that no one will ever be able to solve. I 
can't add anything else because nothing has 
changed. You need to understand this and 
sometimes use your head. If there is such and 
such a task, then it should be done in this way. It 
is better to ask again. Misunderstanding is the 
main problem

Representative of a manufacturer of small 
household appliances

Created by Adrien Coquet
from the Noun Project

Á Advertising agencies are 
expected to have their own 
understanding of consumers

I still expect them to monitor this, this customer 
journey with good understanding. Because it is 
changing. Everything is changing now. And when 
the war is over, it will change even more. People 
will change. And even I don't have any 
predictions about how they might change. 
Because after the war, there will be a lot of 
problems. There will be problems in the economy, 
and there will be problems in human 
communication. And there will be problems 
between the population that will come from 
abroad and between the people who were here 
and who fought. So there will be a lot of 
problems, and somehow this will also affect 
business. This is what you need to watch and 
understand. To begin with, at least understand. 
And when you understand, it will be clear what 
you need to do and where you need to do it

Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data
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Trends in marketing 

communication

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17
Back to content

Against the background of the increased 

sensitivity of society, the main requirements for 

communications are emotional balance and 

prudence, emphasis on socially important topics, 

and a reduction in the use of military topics in 

communication
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Á Companies that stopped advertising 
because of the war are resuming it. They 
often focus on communication with mostly 
rational messages (quality, taste, efficiency, 
etc.). This approach is often argued by the fact 
that it is very difficult to predict the public's 
reaction to advertising and predict what can 
"offend" or even cause hate.

Rational messages

We had a big break for almost a year, and when you come back with 
our product, it's better to go back to the basics, taste and quality are 
always the basis
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data



Emotional restraint
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Á Balancing the consumer's emotional sensitivity 
with the need for positive emotions and neutral 
attributes of a peaceful life . Emphasis on caring for 
loved ones and the value of life's moments, but without 
fanfare and vivid emotions as such

Á Fan and active joy are irrelevant at the level of 
communication strategies and advertising 
creatives , including for categories that were previously 
positioned on these platforms. Entertainment tone of 
communication is possible only in digital channels at the 
level of individual publications

It is difficult to understand what things trigger consumers, which no 
one can even think about how it will be perceived... There are a lot 
of sensitive moments that need to be reacted to and think about 
how any shot can be perceived, any word can look complicated in 
context
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data
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Á Moving from global adaptation to developing 
our own more relevant advertising for the 
consumer

Á Using the national :

V Origin, symbolism, flavor

V Collaborations with Ukrainian artists/designers, 
cultural figures

V Support for educational historical and cultural 
projects

Emphasis on the native, Ukrainian

We began to understand and get more feedback from 
consumers, domestic consumers, because we used to be more 
of a market based on studying consumers in other countries, in 
larger countries. In several large markets, all advertising was 
tested, and we adapted it. Now it is irrelevant, so we work with 
each frame separately, choose the most relevant ones and 
adapt them
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data



Sincerely about socially important 

things

43

Á Use of relevant themes and images , 
socially important topics (primarily in digital 
communication)

Á Simplicity, sincerity and lack of pathos

In TV communications and digital communications, we just 
localized a little bit the fact that people are no longer interested 
in flowers and gifts, but in medicines and food, flashlights, 
batteries, and so on. We just showed it in visuals. We just 
added localization. "And even a rag doll"
Delivery service representative

It should resonate with what is happening in society. It should 
talk about social issues, about patriotism. Not just Glory to 
Ukraine, but show how you are helping the country at this time
Pharmaceutical company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data



Social responsibility is not about 

PR

44

Á Communicating the facts of assistance to 
the country ïçspecific cases, specific 
projects, specific things - the business 
position è

Á New mutual assistance ecosystem . 
Participation in humanitarian projects, 
assistance to the country is a necessary 
component of companies' work

Á For some mostly international companies, 
this is the norm , that they don't show off

We do a lot of social things, but we don't talk about them 
loudly. We don't create any national companies that talk about 
how cool we are and how much we have invested and how we 
support the Armed Forces. We do not speculate on the war. 
This is the company's position
Delivery service representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data



"Bayraktarshchyna ñ* as an anti- trend 

of parasitizing on the theme of war

45

Á Ukrainian companies are abandoning military 
topics in communication as such , The focus 
has shifted to humanitarian and social 
assistance

Á International companies do not use military 
themes due to global corporate restrictions

Bayraktarshchyna. This is a popular negative trend. Because everyone has 
shoved it wherever they can.  Thank goodness that international 
companies don't succumb to this, because it would be terrible.
Representative of the company producing personal care products

We corporately by policy don't touch religion and war directly, but we try 
to help in every indirect way we can, as if we can't donate money to AFU 
or support any particular brigade on behalf of the company
FMCG company representative

Created by Adrien Coquet
from the Noun Project

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

In-depth interview data
"Bayraktarshchyna" is a term referring 
to a negative trend associated with the 
military context of " Bayraktar"
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35%

14%
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36%
21%

32%

15%

1%
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14%

11%

1%
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35%

54%

75 - 100%

51 - 75%

26 - 50%

1 - 25%

0%

The share of social and military 

communication is decreasing

2022 | 2023 2022 | 2023 2022 | 2023

Military
theme

Social
theme

Other
theme

ReportçTrends 2023 in the management of marketing communicationsè. 

Dates: September-October 2023. Quantitative and qualitative research

Sample of online survey, N= 112, Number of in -depth interviews, N=17

Question: Is there a social and/or military component in your current projects?
What is the share of social and military topics in your communications? Please indicate in 
percentage terms












































