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Abstract. The article examines the role of advertising and public relations in the
modern business environment under conditions of globalization, digitalization and
increased competition. Key trends in the development of marketing communications,
features of formal and informal interaction with target audiences, and the impact of
modern technologies on business communication effectiveness are analyzed.

Keywords. advertising, PR, marketing communications, business environment,
globalization, digital technologies.

Introduction. The modern business environment is characterized by a high level
of competition, rapidly changing consumer preferences, and the strong influence of
globalization and technological processes. In such conditions, advertising and public
relations are no longer limited to the promotion of goods and services. They are
becoming strategic components of reputation management, trust building, and ensuring
long-term business competitiveness.

Effective communication with different stakeholder groups enables enterprises to
adapt to changing market conditions and build sustainable relationships with consumers.
Therefore, the role of advertising and PR is closely connected with the need to develop
new approaches to audience interaction and communication strategies in the digital era.

The issues of marketing communications development, including advertising and
PR, have been widely studied by both domestic and international scholars. Significant

264


https://doi.org/10.32782/2522-1205-2026-85-05
https://doi.org/10.31673/2415-8089.2026.011606
https://doi.org/10.32782/bsnau.2026.1.10

Proceedings of the 3 International Scientific and Practical Conference
"The Future of Science: Emerging Research and Technological Innovations"

Ak EUROPEAN OPEN
57 SCIENCE SPACE June 22-24, 2026, Helsinki, Finland

contributions to this field were made by I. L. Sazonets, O. M. Sazonets, V. V.
Dzhyndzhoyan, T. V. Teslenko, and M. V. Gakova, who analyzed the transformation
of marketing strategies under globalization and digitalization processes.

At the same time, insufficient attention is paid to the generalization of advertising
and PR roles as an integrated system within the modern business environment, which
determines the relevance of this study.

Research aim and objectives. The aim of the article is to study the features of
advertising and PR wusage in the modern business environment, identify key
development trends, and justify their role in the system of marketing communications.

The objectives of the study are to analyze the transformation of advertising and
PR under digitalization, to identify key trends in modern marketing communications,
to determine the role of digital channels in business communication, to justify the
importance of integrated communication strategies.

Research results and discussion. Modern business operates in conditions of
constant information overload, where consumers receive a large number of advertising
messages every day. In such an environment, the effectiveness of traditional
advertising is decreasing, while the importance of communication quality, authenticity,
and trust is increasing.

Public relations is increasingly viewed not as a supporting tool but as a strategic
mechanism for shaping a company’s image, values, and social responsibility.
Advertising performs not only informative and persuasive functions but also
contributes to brand positioning and uniqueness. The integration of advertising and PR
into a unified communication strategy allows businesses to achieve more stable and
long-term results.

A significant trend is the growing importance of informal communication
channels. Social networks, blogs, and online platforms have become key tools for
interaction between businesses and audiences. Through these channels, companies can
not only distribute information but also receive feedback, respond quickly to consumer
needs, and build brand loyalty. Technological progress is one of the main drivers of
transformation in marketing communications. The use of analytical platforms and
customer relationship management systems enables companies to better understand
consumer behavior and create personalized communication strategies.

Artificial intelligence plays an important role in optimizing advertising processes,
analyzing large data sets, and forecasting consumer trends. As a result, marketing
campaigns become more efficient, flexible, and targeted.

In modern conditions, the ability of companies to adapt communication strategies
to technological and market changes is a key factor of success and sustainability. At
the same time, the social aspect of advertising and PR is becoming increasingly
important, as businesses actively participate in social initiatives and sustainable
development, strengthening emotional connections with consumers.

In addition to the above, it should be emphasized that modern advertising and PR
activities are increasingly shifting from one-way communication models to interactive
and dialog-based approaches. Businesses are no longer perceived only as information
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senders, but as active participants in public communication who must listen, respond,
and adapt to audience expectations.

This transformation is directly linked to the digitalization of society, where
consumers have become co-creators of brand reputation through reviews, comments,
user-generated content, and social media activity. As a result, reputation management
has become a continuous process rather than a one-time communication effort.
Moreover, the integration of advertising and PR with digital technologies has
significantly expanded the analytical capabilities of businesses. Companies can now
measure communication effectiveness in real time, track consumer engagement, and
adjust campaigns instantly. This has led to the emergence of data-driven marketing
communications, where decisions are based not on assumptions, but on analytical
insights. At the same time, the increasing complexity of the information environment
requires businesses to maintain consistency and authenticity in their communication
strategies. In conditions of information overload, consumers tend to trust brands that
demonstrate transparency, social responsibility, and clear values.

Thus, modern marketing communications are evolving into a comprehensive
system that combines technological innovation, strategic planning, and social
interaction, ensuring long-term competitiveness and sustainable development of
enterprises.

In addition, it should be noted that the effectiveness of advertising and PR in the
modern business environment largely depends on the ability of companies to build
long-term relationships with their audiences. Short-term promotional campaigns are
gradually losing their impact, while strategic communication focused on value
creation, trust, and customer engagement is becoming dominant. Businesses that
successfully combine emotional and rational elements in their communication
strategies are more likely to achieve stable brand loyalty and competitive advantage.

Furthermore, globalization has intensified competition not only at the national but
also at the international level, making communication strategies more complex and
multi-layered. Companies must consider cultural differences, behavioral patterns, and
regional characteristics when designing advertising and PR campaigns. This requires
greater flexibility and adaptability in communication planning.

Another important aspect is the growing ethical dimension of marketing
communications. Modern consumers increasingly expect transparency, honesty, and
social responsibility from brands. Therefore, misleading advertising or manipulative
PR practices can significantly damage a company’s reputation and lead to long-term
losses.

In the modern business environment, advertising and public relations are
increasingly perceived not as separate functional tools, but as an integrated system of
strategic communication. This system ensures continuous interaction between
organizations and their target audiences, contributing to the formation of a stable
informational field around the brand. In this context, communication is no longer
limited to the transmission of messages; it becomes a multidimensional process that
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includes perception, interpretation, emotional response, and behavioral reaction of
consumers.

One of the key features of contemporary marketing communications is the
transition from mass targeting to individualized interaction. Businesses increasingly
rely on segmentation and personalization strategies that allow them to tailor messages
to specific consumer groups. This approach significantly increases communication
efficiency, as audiences are more likely to respond positively to content that reflects
their personal interests, values, and needs. As a result, advertising messages become
more precise, and PR activities become more focused on building meaningful
engagement rather than simply increasing visibility.

Another important aspect is the growing role of brand storytelling. Modern
consumers tend to respond not only to rational arguments such as price or quality, but
also to emotional narratives that reflect brand identity and values. Through storytelling,
companies can create deeper emotional connections with their audiences,
strengthening loyalty and trust. In this sense, PR plays a particularly important role, as
it helps shape a coherent and authentic brand image that is consistent across all
communication channels.

Digital transformation has also significantly influenced the structure of
advertising and PR activities. The emergence of social media platforms, influencer
marketing, and user-generated content has fundamentally changed the communication
landscape. Consumers are no longer passive recipients of information; they actively
participate in content creation and dissemination. This shift has led to the
democratization of communication processes, where brand reputation is shaped not
only by companies but also by users themselves.

In addition, data analytics has become a crucial component of modern marketing
communications. Companies now have access to vast amounts of consumer data,
which enables them to analyze behavior patterns, preferences, and engagement levels.
This data-driven approach allows organizations to optimize advertising campaigns in
real time, allocate resources more efficiently, and improve overall communication
effectiveness. However, it also raises concerns regarding data privacy and ethical use
of consumer information, which has become an important issue in contemporary PR
practice.

The role of artificial intelligence and automation technologies continues to expand
within advertising and PR systems. Al-based tools are widely used for content
generation, audience targeting, sentiment analysis, and campaign optimization. These
technologies enhance the speed and accuracy of communication processes, but at the
same time they require careful management to avoid over-automation and loss of
human authenticity in brand communication. Maintaining a balance between
technological efficiency and human-centered communication remains a key challenge
for modern businesses.

Globalization has further intensified the complexity of marketing
communications. Companies operating in international markets must adapt their
advertising and PR strategies to different cultural, linguistic, and social contexts. What
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Is effective in one region may be inappropriate or ineffective in another. Therefore,
cultural sensitivity and localization have become essential components of global
communication strategies. Businesses that fail to consider these factors risk
miscommunication, reputational damage, and loss of market opportunities.

It is also important to highlight the increasing importance of corporate social
responsibility (CSR) in advertising and PR activities. Modern consumers expect
companies to demonstrate ethical behavior, environmental awareness, and social
engagement. As a result, businesses are actively integrating CSR initiatives into their
communication strategies to strengthen their reputation and build long-term trust. PR,
in this context, serves as a bridge between corporate actions and public perception,
ensuring that social initiatives are effectively communicated and positively received.

Moreover, crisis communication has become a vital area of PR practice. In the era
of instant information exchange, companies must be prepared to respond quickly to
negative events, scandals, or reputational threats. Effective crisis communication
strategies help minimize damage, restore trust, and maintain stakeholder confidence.
This requires transparency, consistency, and timely response, as delays or
misinformation can significantly worsen the situation.

Overall, modern advertising and PR activities demonstrate a clear shift toward
integration, digitalization, and strategic orientation. They are no longer isolated
promotional tools but key elements of corporate governance and long-term
development strategy. Businesses that successfully combine technological innovation
with ethical communication principles are more likely to achieve sustainable success
in highly competitive markets.

Conclusions. Advertising and public relations in the modern business
environment perform a complex multifunctional role, combining economic,
communication, and social aspects of business activity.

Their effective use requires a strategic approach, integration with other marketing
tools, and continuous adaptation to changes in the external environment. The study
confirms that advertising and PR are essential elements of modern business, ensuring
reputation building, trust formation, and competitiveness. Future research should focus
on the effectiveness of digital PR tools and the impact of artificial intelligence on the
development of marketing communications.
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