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Abstract. The purpose of this study is a comprehensive analysis of marketing
and advertising strategies that contribute to the effective expansion of business in
developing markets, with a special emphasis on integrating outdoor advertising with
other marketing channels. It ensures maximum coverage of the target audience,
increases brand recognition and strengthens the competitive position of enterprises.
Methods. The work uses a systematic approach that combines the analysis of
traditional and digital advertising methods, considering the socio-cultural,
economic, technological and demographic characteristics of specific markets. The
research methods used include comparative analysis, expert assessment, content
analysis, and quantitative and qualitative methods for assessing the effectiveness of
various communication channels: television, radio, print media, mobile marketing,
outdoor advertising, social networks and direct activity. Special attention is paid to
analyzing the conditions of limited digital infrastructure, which is characteristic of
many developing countries. Results. It was found that integrating outdoor

advertising with other marketing tools significantly increases brand awareness,
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creates a positive image, and contributes to effective customer attraction and
retention. A key factor in success is the adaptation of advertising messages to the
local context, which includes language, cultural values, traditions, social norms, and
consumer behavior. Considering these aspects allows you to create more relevant,
targeted, and attractive advertising campaigns. In situations where digital presence
is limited, combined strategies that combine outdoor advertising with mobile
marketing, local radio, and print media are particularly effective. The results
obtained can serve as the basis for further scientific research in the field of marketing
and advertising in emerging markets, as well as for the development of practical
recommendations and strategies for small and medium-sized businesses seeking to
enter new markets, taking into account local characteristics, challenges, and
limitations. The conclusions of this study hold both theoretical and practical
significance, forming a basis for future scholarly contributions and serving as
practical guidelines for SMEs aiming to effectively expand into new markets under
conditions of limited resources and heterogeneous media environments.
Keywords: communication strategies, market potential, advertising
effectiveness, integrated communications, consumer loyalty, digital transformation,

market entry barriers.

MapKeTHHI0OBI Ta peKJaMHi cTpaTerii AJ1s1 po31IMPeHHs Oi3HeCcy HA PUHKAX,
10 PO3BUBAKTLCHA: iHTerpalisi 30BHIIIHbOI PeKJIAMH JJI MAKCUMAJIbHOI'0
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AHoTamis. MeTo0 1HOr0 JOCHI/DKEHHS € KOMIUIEKCHUM — aHai3
MapKETUHTOBUX 1 PEKJIAMHUX CTpATEriH, sIKi CIPUSAIOTh €EKTUBHOMY PO3IIUPEHHIO
Oi3HeCy Ha pUHKaXx, 110 PO3BUBAIOTHCS, 3 OCOOJMBUM aKIIEHTOM Ha 1HTErparliio
30BHIIIHBOI pEKJIaMU 3 I1HIIMMH MapKeTUHTOBUMHU KaHanamu. lle mo3Boiise
3a0€3MeUnT MaKCUMalbHE OXOIUIEHHS IIJIbOBOI  ayJIUTOpii, MIABUIIUTH
BIII3HABAHICTh OpPEH/y Ta MOCWJIMTH KOHKYPEHTHI No3ulli nignpueMcTts. MeToau.
VY po6oTi 3aCTOCOBAaHO CHUCTEMHMM MIAX1J, 110 MOENHYE aHANI3 TPaJAULIMHUX Ta
UPpPOBUX METOIIB PEKIaMU 3 YpPaxyBaHHSM COLIOKYJbTYPHUX, €KOHOMIYHUX,
TEXHOJOTIYHUX 1  JeMorpadiyHuXx  OCOOJMBOCTEN  KOHKPETHHUX  PHUHKIB.
BukopucToByBaHI METOAM JAOCHIIPKEHHS BKJIIOYAIOTh MOPIBHSUIBHUM aHami3,
EKCIEPTHY OIIHKY, KOHTEHT-aHalli3, & TaKOXk KUIbKICHI Ta SIKICHI METOAU OIIHKHU
€(EeKTUBHOCTI PI3HUX KaHaJIIB KOMYHIKalli: TeneOayeHHs, paailo, APYKOBAHHUX
3aco0iB MacoBoi 1H(popMallii, MOOUIBHOTO MApPKETUHTY, 30BHIIIHBOT PEKIJIAMH,
COLIIAJIBHUX MEpEX Ta MpsAMOi akTUBHOCTI. OcoOJMBY yBary NpUIUIEHO aHajizy
yMOB oOMexkeHoi 1u(dpoBoi 1HGPACTPYKTYpH, IO € XapaKTEPHUMH ISl OaraThox
KpaiH, 10 po3BUBalOThCs. Pe3yabraTn. BusBieHo, mo iHTerpaiis 30BHIIIHBOI
peKiiaMu 3 IHIIMMH MapKETUHTOBHUMHU 1HCTPYMEHTAMU CYTTEBO IMiABUILYE
BITI3HABAHICTh OpeH 1y, (OpMYy€e MO3UTUBHUMN IMIJIK, @ TAKOXK cHpUsie €(hEeKTUBHOMY
3aJIy4EeHHIO Ta YTPUMaHHIO KJi€HTIB. KimtouoBuM (akTOpoM YyCIIXy € ajamnTallis
pEKJIaMHUX MOB1IOMJIEHb JI0 JTIOKAJIbHOT'O KOHTEKCTY, 1110 BKJIIOYAa€ MOBY, KYJIbTYpHI
IIHHOCTI, TPaJuilii, COIialbHl HOPMHU Ta MOBEAIHKOBI OCOOJIMBOCTI CHOKHBAYiB.
BpaxyBanHsi 1uX acmeKkTiB JO3BOJSIE CTBOPIOBAaTHM OUIbII  PEJIEBAHTHI,
LUJIECTIPSMOBAHI Ta NMPUBAOJIMBI peKJIaMHI1 KaMmmaHii. Y cHUTyalisix, Koiu 1udpona
MPUCYTHICTh OOMEXeHa, OCOOJMBO €(EeKTUBHUMHU BUSBISIOTHCS KOMOIHOBaHI
cTpaTerii, 10 MOEAHYIOTh 30BHIIIHIO peKjiamMy 3 MOOUIBHUM MapKETHUHIOM,
MICIIEBUM pajio Ta apykoBaHumu 3MI. OTpuMaHi pe3yabTaTd MOXYTh CIyTyBaTH
OCHOBOIO JIJIsl MOJIANIBIIMX HAYKOBUX JOCIIIKEHb y c(hepl MapKETUHTY Ta peKiIaMu

Ha PUHKaX, [0 PO3BUBAIOTHCS, a TAKOXK JJIs1 PO3POOKU MPAKTUYHUX PEKOMEHAAIIN
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1 CTpaTeriil 111 MaJoro Ta CepeIHbOro Oi3HeCy, KU MparHe BUIUTH HAa HOB1 pUHKH,
BPaxOBYIOUM JIOKAJIbHI OCOOJIMBOCTI, BHUKJIMKA Ta OOMEXeHHs. BHCHOBKH
JOOCHIUKEHHSI MaroTh SIK TEOPETUYHY, TaK 1 MNPUKIAAHY 3HA4YyIliCTh: BOHU
(hopMyIOTh OCHOBY JJISI MOJATBIINX HAYKOBUX HANpalloBaHb y cdepl pekiaMu Ha
pUHKaX, 10 PO3BUBAIOTHCS, A TAKOX CIYTYIOTh MPAKTUYHUMHU OPIEHTUPAMU JJISI
MaJioro Ta cepeHbOro Oi3Hecy, M0 MparHe e(peKTUBHO OCBOIOBATH HOBI PUHKU B
YMOBaxX 00OMEXEHUX PECYpCIB 1 HEOAHOPITHOTO MeaiacepeOBUIIIA.

KirodoBi cjoBa: KOMyHIKAIliHI — CTparerii, PUHKOBUW MOTEHIIAI,
e(heKTUBHICTh PEKIJIAMH, IHTETPOBaHI KOMYHIKAIlli, COKHBYA JIOSITbHICTh, ITU(pOBa

TpaHncdopmariiisi, 6ap’€pu BUXOJy Ha PUHOK.

Problem statement. In the current conditions of globalization and digital
transformation, developed countries actively focus on developing markets as a
promising direction for business expansion. At the same time, a compelling presence
in these markets is complicated by communication barriers associated with limited
access to digital communication channels and the specifics of local consumer
behavior. It necessitates the need for flexible marketing approaches that can adapt
to the specifics of the environment. In such conditions, outdoor advertising remains
effective in reaching a broad audience, especially in regions with insufficient
Internet coverage. The problem lies in the lack of scientifically sound approaches to
integrating outdoor advertising into marketing strategies for developing markets and
the limited empirical research on its effectiveness. Studying this issue is essential
both for developing the theory of marketing communications and for creating
practical recommendations for the effective use of outdoor media in conditions of
limited resources and high competition.

Analysis of recent research and publications. At the theoretical level, the
research of V. V. Bilyk, O. A. Serhiienko and I. A. Krupenna [1] is essential, where

a typology of digital marketing tools in the context of business communication
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adaptation 1s formed, which allows for a deeper understanding of transformational
processes in the field of advertising. In turn, N. M. Vasyltsiv [2] considers digital
advertising as a fundamental element of modern communication infrastructure,
indicating a change in approaches to interaction with the consumer. These works
form a methodological basis for further applied research.

Empirical aspects of digital advertising are highlighted in the work of
S. S. Hrynkevich, Zh. D. Sorokina and M. A. Sitarchuk [3], who, using sociological
methods, demonstrate the effectiveness of targeted advertising, which has significant
practical significance for marketing strategies in social networks. In parallel,
O. V. Deinega and I. O. Deinega [4] turn to strategic trends, identifying current
directions in the development of advertising policy: personalization, mobility and
CRM integration, which reflects the shift in focus to analytics and process
automation. Considerable attention is paid to the barriers to implementing digital
advertising in the publication of O. M. Yeremenko and I. I. Liashko [5]. The authors
analyze the socio-economic determinants that inhibit the digital development of
advertising in Ukraine, particularly enterprises’ insufficient level of digital literacy.
Scientists O. V. Kniazieva, 1. V.Muntian, R.R. Znachek considered the
methodology of advertising market research for effective advertising, which helps
marketers create the correct positioning and expression of the company’s brand [6].
A similar topic is raised by N. E. Kuzio and N. S. Kosar [7], emphasizing the weak
analytical support of Internet marketing and the fragmentation of communication
channels. The publications of M. V. Malchyk and I. P. Adasiuk [8], as well as
O. A. Pidlisna and A. O. Vybornov [9], outline the processes of the evolution of
advertising in social networks and the specifics of promoting business pages,
respectively. These sources deepen the understanding of changing consumer
behavioral patterns under the influence of the dynamics of digital platforms.
Complementary to them is the review of O. A. Yurchenko [10], which provides a

macro analysis of the Ukrainian Internet advertising market, indicating the main
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limitations, particularly legislative gaps and lack of strategic vision. A practical
orientation is traced in the works of N. O. Derzhak and T. Yu. Zinchenko [11]
analyzes cases promoting online services, allowing for the formation of practical
recommendations for enterprises. Also valuable is the international dimension
presented in the publication by S. Zaika et al. [12], which reveals the specifics of the
advertising industry’s response to the challenges of the pandemic and the
intensification of digital competition. For his part, S. Mikadze [13] offers a model
for assessing a minimally viable product, which expands the toolset of startups in
digital marketing. Finally, the works of L. V. Tiesheva, E. D. Borysenko [14] and
Yu. O. Oleksenko O. V. Sydorenko [15] focuses on the internal management
processes of advertising activities. It allows us to outline the directions of its
optimization in digitalization, particularly through automation and the
implementation of IT solutions. Thus, the analyzed publications represent a wide
range of topics - from conceptual approaches to advertising effectiveness to
institutional and behavioral barriers. However, specific issues, including the
standardization of digital communications, a comprehensive assessment of the full
name of advertising campaigns, and the ethics of personalized advertising, remain
insufficiently addressed and require further research.

Identification of Previously Unresolved Parts of the general problem. In
the modern scientific literature on marketing and advertising, aspects related to the
integration of outdoor advertising into business expansion strategies in developing
markets remain underdeveloped. There are no models for adapting outdoor
advertising to consumers’ socio-cultural, linguistic and behavioral characteristics in
different countries. The effectiveness of outdoor advertising in combination with
digital communication channels has not been sufficiently studied, particularly in a
fragmented media field. There is also a lack of empirical data on the profitability of
investments in outdoor advertising in an environment with limited marketing

budgets. In addition, there are no clearly defined criteria for measuring the reach and
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impact of outdoor advertising in regions with low density of digital infrastructure.
The strategic potential of outdoor advertising for building brand trust in new or
underdeveloped consumer niches remains unexplored.

These aspects remain beyond the scope of most studies, focused mainly on
digital media or the contexts of developed countries. Their study is necessary to form
a holistic picture of marketing strategies capable of ensuring the effective presence
of business in promising but difficult-to-reach markets.

Formulation of the article's objectives. This scientific article aims to
substantiate the theoretical foundations and develop practical recommendations for
the effective integration of outdoor advertising into marketing and advertising
strategies for business expansion in developing markets to achieve maximum
coverage of the target audience.

Within the framework of the set goal, the following interrelated goals are
expected to be achieved:

1. Conduct a critical analysis of modern scientific approaches to outdoor
advertising in developing markets.

2. Identify the main factors that affect the effectiveness of outdoor advertising,
taking into account local socio-economic and cultural characteristics.

3. Investigate the possibilities of combining outdoor advertising with other
marketing channels in conditions of limited digital infrastructure.

4. Develop recommendations for the optimal strategic use of outdoor
advertising to increase brand awareness and expand business in new markets.

Achieving these goals will fill the existing scientific gaps in the study of
outdoor media’s role in communication support for business expansion. It will also
contribute to the practical solution of problems related to developing effective
marketing strategies in a dynamic environment with limited resources. The validity

of the chosen research direction i1s due to the need to rethink the role of traditional

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

All content is licensed under the terms Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
V’ ECONOMIC SCIENCES

communication tools in digitalization, which is relevant for both the scientific and
applied spheres of marketing management.

Presentation of the main research material. In the context of globalization
and the development of marketing technologies, outdoor advertising is gaining
particular importance for developing markets. The lack of a stable digital
infrastructure, uneven access to the Internet and specific consumer behavior create
unique conditions for the formation of effective communication strategies. In the
scientific literature, two approaches to outdoor advertising are usually distinguished:
traditional and innovative. Traditional is based on classic marketing elements,
audience coverage, frequency of message display and visual presence through
billboards, city lights, and transport advertising. However, its effectiveness in
countries with an unstable regulatory environment, high socio-cultural diversity and
limited budgets is often low [1, p. 37].

Innovative marketing approaches focus on integrating digital technologies and
personalizing and adapting content in real-time. In developed economies, these tools
have already become standard, but in emerging markets, their implementation often
faces technical and social constraints, particularly low consumer digital literacy and
fragmented infrastructure. Modern research emphasizes the need for a flexible,
contextually adapted approach that combines traditional media with digital channels
and considers local cultural, economic and behavioral characteristics (table 1). This
combination makes it possible to increase the effectiveness of advertising
campaigns, make the brand more recognizable and ensure sustainable business
development in new markets.

Table 1

Scientific approaches to the use of outdoor advertising in emerging markets

Limitations in emerging

A h Characteristics Advantages
pproac g markets

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

All content is licensed under the terms Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
V’ ECONOMIC SCIENCES

Focus on classic High visibility, ease | Insufficient adaptation to cultural
Traditional | media (billboards, of implementation | features; regulatory risks
transport)
. Using digital Personalization, Limited digital infrastructure;
Digital / : . . - . o
. billboards, integration | flexibility, analytics | low level of digital literacy
Innovative . .
with social networks
Combination of Balanced approach, | Insufficient localization; lack of
Integrated .. . o . .
) traditional and digital | adaptability flexible models for regional
(hybrid)
methods features

Source: author’s development

It is important to note that most existing research is theoretical or conceptual,
while empirical work focused on the specifics of developing markets remains
fragmentary and has a limited geographical scope. A significant part of the
publications focuses on analyzing general trends in outdoor advertising, rarely
considering local features, which significantly reduces the practical value of such
conclusions for businesses that strive to work effectively in these conditions [2,
p. 92]. In addition, many works do not pay sufficient attention to the issue of
measuring the effectiveness of outdoor advertising in the context of developing
markets. The applied metrics developed for developed countries do not always
reflect the real impact of advertising campaigns in complex socio-economic and
technical conditions. The lack of unified and locally adapted criteria makes it
difficult to assess results and make informed marketing decisions. Thus, existing
scientific approaches do not fully consider the complexity and specificity of
developing markets, which creates a need to develop new theoretical models and
methodological tools that will increase the effectiveness of outdoor advertising in
this segment. It is essential to ensure a comprehensive approach that considers the
technical aspects of advertising media and cultural, social and economic factors that
significantly affect the perception of advertising messages [3, p. 116].

The experience of using outdoor advertising in developed markets,

particularly Europe and the USA, is an essential guideline for the formation of
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effective marketing strategies but is not always uniquely adapted to developing
markets. In the European Union, outdoor advertising is strictly regulated, ensuring
a balance between business interests, society and the urban environment [4, p. 17].
It 1s integrated into urban culture, which increases audience trust. Digital billboards
and interactive screens allow you to quickly adapt content to different target groups,
combining traditional and modern technologies for maximum reach. In the USA,
outdoor advertising has a more pronounced commercial nature with an emphasis on
data analytics, consumer behavior prediction, geolocation, and integration with
mobile applications, which increases the effectiveness of advertising campaigns and
return on investment. However, there are significant limitations in emerging markets
due to several factors. In particular, the low development of telecommunications
infrastructure and unstable Internet coverage make it difficult to use digital
advertising channels, such as targeted online advertising or platforms with
automated campaign management. The regulatory environment is often
characterized by a lack of transparent rules of the game, frequent changes in
legislation and uneven application of norms in different regions. In addition, socio-
cultural features, particularly linguistic diversity, local values and distinctive
consumer practices, require flexible, context-adapted strategies. Such strategies
usually contradict unified approaches developed based on the experience of the USA
and EU markets, which limits the possibility of direct transfer of these models.
Therefore, the experience of developed markets requires significant adaptation,
considering the local context. It opens up space for further research and development
of flexible strategies focused on national, technological and cultural features. It is
crucial to form practical marketing approaches that will ensure maximum coverage
and competitive advantages for businesses in dynamic and unstable markets [5,
p. 60]. Table 2 describes the approaches used in developed markets of Europe and
the USA.

Table 2
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Characteristics of approaches to outdoor advertising in developed markets

urban environment

Characteristics Europe USA
High regulatory regulation, emphasis | Strict commercial regulation
Regulation on aesthetics and integration into the | focused on efficiency

Technological level

Wide use of digital billboards and
Interactive screens

Active use of analytics,
geolocation, and  digital
technologies

Content adaptation

Localized messages taking into

account cultural features

Dynamic content based on
consumer data

Audience orientation

Balance between business interests,
society and urban culture

Maximum reach and

conversions

interests

Campaign High due to regulation and | High due to the use of analytics
effectiveness technology and adaptation
Key challenges Balancing commerce and public | High  competition,  rapid

changes in consumer behavior

Source: author’s development

A comparative analysis of outdoor advertising experience in Europe and the
USA shows different approaches to regulation, technology and audience orientation.
In Europe, advertising is strictly regulated with an emphasis on aesthetic integration
into the urban environment, which increases consumer trust. In the USA, the main
attention is paid to commercial efficiency and analytics to adapt content [6, p. 22].
Technologically, Europe widely uses digital billboards, while the USA actively uses
geolocation and behavioral analytics. European campaigns balance business
interests and social values, while American ones focus on maximum reach and
conversion. The challenges of Europe are associated with balancing commerce and
society, while the USA 1is experiencing high competition and rapid changes in
consumer behavior. In general, the effectiveness of advertising in both regions is
achieved through a combination of regulation, technology and flexibility of
marketing strategies [7, p. 90].

The effectiveness of outdoor advertising is a multifaceted phenomenon that
depends on numerous factors, among which local socioeconomic and cultural

features play a significant role. Studying these factors is necessary to form adapted
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marketing strategies that allow for maximum coverage of the target audience and
ensure high effectiveness of advertising campaigns [8, p. 130]. The socioeconomic
context determines the level of purchasing power, the structure of the consumer
market, and the availability of technologies and infrastructure, which affects the
choice of outdoor advertising formats, its placement and the frequency of contact
with the audience. For example, in regions with a high level of urbanization, digital
billboards and interactive screens can be more effective than traditional billboards
due to a higher concentration of potential consumers and better technical support.
Cultural features have a decisive influence on the perception of advertising
messages. They include linguistic nuances, visual symbols, color schemes, social
values and norms of behavior [9, p. 170]. Socioeconomic and cultural factors also
determine the advertising formats acceptable to the market. In some regions, mobile
advertising media are popular, allowing for rapid coverage of large areas, while in
others, static billboards at strategically essential points remain more effective [10,
p. 12]. The level of education of the population and the degree of digitalization affect
the degree to which consumers are ready to perceive interactive technologies and
complex visual content. Also, socioeconomic status often correlates with the type of
vehicles prevailing in the region, which determines the places for advertising (for
example, advertising near public transport stops or highways). Special attention
should be paid to the influence of the legal and regulatory environment, which forms
the boundaries of what is possible for outdoor advertising in specific conditions.
Legislative restrictions, standards and requirements for the appearance of
advertising are reflected not only in the design and format of messages but also in
the accessibility of advertising spaces [11, p. 2]. In countries with strict regulations,
advertisers are forced to find creative solutions that do not violate the norms but at
the same time remain attractive to the target audience. It emphasizes the importance
of a comprehensive approach to planning advertising campaigns, considering all

local factors.
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The relationship between socioeconomic and cultural aspects is often complex
and inextricable. Socioeconomic development influences the formation of cultural
norms, and culture, in turn, determines social expectations and behavior, which
directly affects the effectiveness of marketing communications. It necessitates
interdisciplinary research considering sociological, economic, and cultural
approaches [12, p. 152]. Table 3 presents the key factors that determine the
effectiveness of outdoor advertising.

Table 3
Socioeconomic and cultural factors that determine the effectiveness of outdoor

advertising

Indicator Description and Impact

Determines the type and frequency of consumer contacts,

Purchasi isi i
urchasing power affects the budget of advertising campaigns

. Influences the choice of advertising format (digital billboards,
Level of urbanization ..
static signs)

Determines the possibility of using digital and interactive

Technological infrastructure ..
advertising formats

Influence the perception of advertising messages, linguistic
Cultural norms ) P P & g g
and visual features

Forms the audience’s expectations regarding the content and

Social values .
form of advertising

Determines the framework for the placement and content of

Legal lati .
egal regulation advertising

Educational level Influences the complexity and form of advertising messages

Determines locations for advertising (stops, highways,
Transport structure

pedestrian zones)

Source: author’s development

Key factors for the effectiveness of outdoor advertising require consideration
of local socio-economic and cultural characteristics. Purchasing power determines
the budget and frequency of contact with consumers, and the level of urbanization
affects the choice of advertising format - digital billboards are more effective in

cities than static ones - in rural areas. Technological infrastructure limits or expands
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the possibilities of using modern formats. Cultural norms and social values shape
the perception of advertising, which requires localization of content. Legal
regulation determines the permissible formats, placement locations, and content of
outdoor advertising, such as a ban on alcohol advertising near schools or restrictions
on language design by national laws. The population’s educational level affects the
choice of linguistic structures, presentation style and complexity of messages. In
regions with a lower level of education, simple, visually oriented messages with a
clear call to action are more effective. The extent and density of transport
infrastructure, particularly the presence of highways, bus stops and pedestrian-
congested areas, determine the appropriateness of choosing specific locations for
advertising media to maximize coverage. Taking these factors into account makes it
possible to form not only formally correct but also meaningfully relevant and
effective outdoor advertising strategies adapted to the conditions of the target
market. [13, p. 3].

In developing markets, where digital infrastructure is often fragmented or
underdeveloped, outdoor advertising takes on a special role as an accessible and
effective channel of mass communication. However, its effectiveness increases
significantly when integrated with other marketing tools, even in the context of
technological limitations. An integrated approach to communication allows you to
achieve a synergistic effect when the combination of channels compensates for each
of their weaknesses. In conditions of limited digitalization, combining outdoor
advertising with traditional media, such as radio, television, and print media, is
especially effective. Radio has high penetration, especially in rural areas, and when
used synchronously with billboards, it creates a repetition effect, strengthening
brand recognition. Television requires more costs but allows you to form an
emotional image of the brand and maintain the visual style already presented on the
street. Printed materials deepen the target audience’s information, especially where

the Internet is unavailable or unstable [14, p. 15].
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Another promising form is the combination of outdoor advertising with
mobile marketing - for example, through SMS mailings or QR codes on billboards.
In countries with limited access to the Internet, mobile phones remain the primary
means of personal communication. The interaction between outdoor advertising and
mobile messages promotes personalization and allows brands to create a two-way
connection with the target audience. Simple tools, such as a short number or a
promotional code placed on an external medium, can attract users to further actions.
In this context, direct marketing activities also play an essential role: promotions,
offline events, and BTL (Below-the-Line) activities, which receive preliminary
support through outdoor advertising.

The key condition for effective integration is to ensure the content and visual
consistency of advertising messages between all communication channels. It
involves the unity of key messages, style, graphic elements, color scheme and tone
in outdoor advertising, social networks, TV advertising, mobile marketing and other
channels. For example, the slogan used on a billboard should be duplicated in online
advertising and supported by appropriate visual content on social networks, which
forms a holistic perception of the brand and enhances the impact of the advertising
campaign. All elements should correspond to a single concept: have common visual
elements, slogans, colors, and tone.

Integrating outdoor advertising should also be adapted to specific market
characteristics: urbanization, transport infrastructure, the spread of communication
means and cultural consumption codes. For example, in densely populated urban
areas, digital billboards at traffic junctions can be effective, while in rural areas -
billboards along the roads are supplemented by radio and print advertising. In
countries with low levels of digital literacy, the simplicity and visual clarity of
outdoor advertising are especially valuable, and channels with a deeper context (e.g.,

print) should reinforce the main message [15, p. 150].
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An integrated communication message serves as the core of the
communication strategy, around which all advertising activities are formed - from
outdoor advertising to digital channels, ensuring content consistency and brand
perception integrity (table 4). An integrated approach allows you to achieve reach,
relevance and flexibility even in unstable market conditions. It ensures a more
rational use of resources, forms stable communication ties with the audience and
adapts to the local environment.

Table 4
The role of marketing channels in integration with outdoor advertising in

conditions of limited digital infrastructure

Advantages in conditions Functional interaction with outdoor
Channel . . >
of restrictions advertising

Radio Wide coverage, even in rural | Increases message repeatability, creates a
areas sound association

Television Visual and  emotional | Strengthening the brand through video
support sequences, consistency of style

Print media Deep information, local | Supplement of the information component,
specificity detailing offers

Mobile Marketing | Accessibility, even without | Interaction via SMS, QR codes,
the Internet personalization

Direct activities | Direct contact with the target | Announcement of events, strengthening

(BTL) audience trust through personal interaction

Source: author’s development

The presented data prove that outdoor advertising achieves maximum
effectiveness through integration with traditional media and direct communication
channels in conditions of limited digital infrastructure. Radio, television and print
media provide additional coverage and deepen the content of the advertising
message. Mobile marketing allows you to maintain personalized communication
with the target audience even without access to the Internet. Direct activities
contribute to the formation of trust through direct interaction. Together, these

channels enhance the impact of outdoor advertising, providing better brand

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

All content is licensed under the terms Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
V’ ECONOMIC SCIENCES

recognition and more effective feedback. Table 5 presents strategic approaches to
outdoor advertising in new markets.
Table §

Strategic approaches to the use of outdoor advertising in new markets

Approach Description
Geolocation targeting Choosing locations with a high concentration of target
audience
Visual consistency A unified style with other channels for brand recognition
Cultural adaptation Considering local norms, language, symbols

Combining with other channels | Reinforcing the message through print media, radio, BTL

Stability and frequency Constant brand presence to build trust

Source: author’s development

Thus, the strategic use of outdoor advertising is a key element for increasing
brand awareness and effectively entering new markets, especially in conditions of
limited digital infrastructure. Combining geographical accuracy, visual consistency,
cultural relevance, and integration with other communication channels significantly
enhances marketing. It contributes to forming a sustainable brand, strengthening
consumer trust and creating a basis for long-term business development in a new
market environment.

Conclusions. The study found that outdoor advertising remains an essential
tool for business expansion in emerging markets, especially in conditions of limited
digital infrastructure. Its effectiveness depends on adapting strategies to local
economic, socio-cultural and technical conditions. Combining outdoor advertising
with traditional channels - radio, television, print media, and mobile marketing -
allows for compensating digital limitations and ensures a broader target audience
coverage. Key factors influencing the effectiveness of advertising in developing
markets have been identified, including the level of digital infrastructure, local

socio-cultural features and regulatory restrictions. Significant potential for
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integrating outdoor advertising with mobile marketing, local media and social
networks as tools for expanding reach and increasing consumer influence has been
identified.

The formulated practical recommendations include adapting the advertising
content to target audiences’ linguistic and cultural contexts, coordinating messages
between communication channels, prioritizing locations for outdoor advertising, and
considering transport accessibility and concentration of target traffic. At the same
time, the need for further research into local consumer behavior models and
assessing the effectiveness of specific advertising formats in individual regions has
been identified. Promising areas include the use of case studies and mixed methods
for in-depth analysis and the development of adaptive marketing models that
consider the specifics of the infrastructure and cultural environment in developing

markets.
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