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The article examines the transformation of marketing communications and art direction in the contemporary media
industry under the influence of digitalization. Particular attention is paid to the historical evolution of advertising and
public relations, the transformation of creative management, and the growing role of social media, data analytics and
artificial intelligence. The purpose of the study is to identify the main changes in the organization of advertising and PR
activities and to substantiate the strategic role of art direction within integrated marketing communications. The research
applies historical, systematic, comparative, structural-functional and modeling methods. The study develops a conceptual
model that integrates strategic planning, audience analysis, communication architecture, creative concept, art direction,
media and PR activation, measurement and strategic adjustment. The proposed approach considers art direction as a
managerial function connecting communication strategy, creative execution, brand identity and audience experience. The
practical significance of the results lies in their application to the management of contemporary advertising, PR and
creative teams.
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MAPKETUHIOBI KOMYHIKALII TA APTAUPEKLLH Y MEAIAIHAYCTPI:
ICTOPUYHA EBONIOLIA, CYSACHUA MEHEAXKMEHT TA OPTAHI3ALIA
PEK/IAMHOI | PR-AIA/IbHOCTI

Cyuacna mediainoycmpis nepeOysae nio eniugom yugposizayii, ppaemenmayii medianpocmopy, 3miHu NO8eOIHKU
ayoumopii, po36UMKY COYIANbHUX Mepedic, AHAMIMUYHUX MEXHON02I Ma WMYYHO20 IHMENeKmy, Wo 3YMOBIIOE
mparcgopmayito nioxooie 00 opaanizayii MApKemMuH208UX KOMyHikayiti. Memow cmammi € 00IpYHMY8AHHSA
MeopemuKo-KOHYENnmyaibHUx 3acao  iHmezpayii MapkemuHeO8UX KOMYHIKAYIU ma apmoupekuiny 6 Cy4acHiil
MeOiaiHOyCcmpii, 6U3HAYEHHA OCHOBHUX emanis ix icmopuunoi mpancgopmayii ma po3pobrenHa mooeni YNpaeiiHHsA
pexnamuoro i PR-Oiansuicmio 6 yugposomy cepedosuwyi. Memooonoziuny 0cHO8Y OOCHIONCEHHA CMAHOBNIAMb
cucmemHuil, ICMOPUYHUL, NOPIGHANLHULL MA CMPYKMYPHO-DYHKYIOHATbHULL NIOX00U, KOHMEHM-AHANI3 HAYKOBUX
nybuikayiii i eanyzesux mamepianie, mMemoo Y3a2aibHeHHs Md KOHYenmyaibHO20 MoOeniosanHs. Y pezyibmami
00CIOHCEHHA 8CMAHOBIEHO, WO PO3BUMOK MAPKEMUH208UX KOMYHIKAYIU 8100Y8a8CA 6i0 NepedadcHo 0OHOCMOPOHHbOT
Macoeoi pexnamu 00 inmezpoganux, inmepaxmuenux, yugposux ma data-driven rxomymixayiiinux exocucmem.
ObtpyHmogano mpancgopmayito apmoupekuiny 6i0 (QYHKYIL 8I3yanbH020 OQOPMIEHH PEeKIAMHUX Mamepianié 00
cmpameziyHoi ckiado8oi YnpasinHs KpeamusHo KoMyHikayicio. Busnaueno, wo cyuacuuil apmoupexmop 6epe yuacmo
V hopMyeaHHi KOMYHIKAYIUHOT KOHYenyil, pobomi 3 ayoumopHuMu iHcaumamu, nooyoosi 8i3yaibHol cucmemu OpeHoy,
adanmayii KoHmeHmy 00 pi3HUX NAAMPOPM Ma OYIHIOBAHHI Pe3YTbMAMUSHOCNI KPeAMUSHUX pPileHb. 3anponoHo8ano
A8MOPCLKy iHmMezpo8aHy MoOeib YNPAGHIHHA MAPKEMUHZOBUMU KOMYHIKAYIAMU MA apmoupekuHoM, K 6KI0Yae
cmpameziyny OiaeHOCMUKY, aHAi3 ayoumopii ma iHcanumie, oopmMy8aHHs KOMYHIKAYIUHOI apXimexmypu, KpeamusHy
Konyenyiio ma apmoupexuin, mediuny i PR-axmueayiio, eumipiosanns pesyrsmamie ma 3gopomuuil 3¢’ s130K. Ilpaxmuuna
YIHHICMb OMPUMAHUX Pe3yTbIamie NOAA2AE Y MONCIUBOCMI 3ACMOCYBAHHA 3ANPONOHOBAHOI MOOeNi PeKIaMHUMU
acenmcmeamu, mediakomnaniamu, PR-nioposdinamu ma mapkemunzosumu komanoamu 0Jisi NiOBUWEHHSL Y3200HCEHOCI
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Problem statement. The contemporary media industry
is undergoing a fundamental transformation caused by the
development of digital technologies, changes in audience
behaviour, media fragmentation and the growing im-
portance of data-driven communication. Traditional media
channels such as television, radio and print publications re-
main relevant, but their role is increasingly complemented
by digital platforms, social networks, streaming services,
search engines, mobile applications, influencer communi-
cation and user-generated content.

These changes have transformed the organizational
foundations of marketing communications. Communica-
tion can no longer be considered a linear process in which
an organization develops a message, distributes it through
a selected medium and receives a relatively predictable re-
sponse. Contemporary audiences simultaneously consume,
interpret, share, comment on and create media content.
Consequently, organizations increasingly operate within
communication ecosystems in which advertising, public
relations, content marketing, social media, visual commu-
nication and brand management interact.

The transformation is particularly evident in the adver-
tising industry. Digital technologies have expanded the
range of tools available to advertisers and have simultane-
ously changed organizational structures, professional roles
and creative processes. Research into advertising agencies
demonstrates that the transition from traditional to digital
media generated new positions and functions, including
creative technologists, user-experience specialists and pro-
ject managers. The growing complexity of digital advertis-
ing has therefore encouraged agencies to develop new
combinations of strategic, creative and technological ex-
pertise [1, 3].

Marketing communication has also become increas-
ingly integrated. Integrated marketing communication
(IMC) is no longer limited to coordinating several tradi-
tional promotional tools. Social media, interactive content
and consumer-generated media have become part of the
communication system. Rehman et al. emphasize that so-
cial media should be incorporated into IMC planning rather
than treated as an auxiliary activity [2, 5].

The contemporary communication environment also
changes the role of creativity. Art direction traditionally fo-
cused on the visual realization of advertising concepts
through typography, composition, photography, illustra-
tion, colour and design. However, digitalization has made
the creative process more dependent on platform formats,
performance metrics, algorithms, data and automated tools.

Recent research shows that digitalization can redistrib-
ute creative agency between human professionals and tech-
nological devices. Akmeraner-Kdkat and Pellandini-
Simanyi distinguish between human-led and device-led
creative practices and demonstrate that digital formats,
metrics, templates and Al-supported tools can influence
how creative work is performed.

Therefore, the problem is no longer limited to the ques-
tion of how to produce visually attractive advertising. The
contemporary managerial problem is how to organize strat-
egy, audience insight, creative development, art direction,
advertising, PR, media distribution, digital content and per-
formance measurement as components of one integrated
communication process.

This problem is particularly relevant for the Ukrainian
media and advertising industry. According to the All-
Ukrainian Advertising Coalition and IAB Ukraine, the
Ukrainian Internet advertising market reached approxi-
mately UAH 53.284 billion in 2025, while the forecast for
2026 was updated to more than UAH 62 billion. Search
advertising, Internet media, digital development and influ-
encer marketing remain among the important components
of the market.

The development of Ukraine's advertising services
market is also increasingly associated with artificial intel-
ligence, Big Data, programmatic technologies and digital
platforms. Dudarev identifies technological, economic,
market, institutional-regulatory and socio-behavioural di-
mensions among the determinants of the transformation of
Ukraine's advertising services market [3, 6].

Consequently, the relevance of the research is deter-
mined by the need to reconsider the place of art direction
within the contemporary system of marketing communica-
tions and to develop an integrated managerial approach that
combines strategic communication, creative management,
advertising, PR, media and digital technologies.

Analysis of recent research and publications. The
theoretical foundations of contemporary marketing com-
munications have developed through several intercon-
nected research directions.

The first direction concerns integrated marketing com-
munications. Luxton, Reid and Mavondo conceptualize
IMC capability as an organizational resource that influ-
ences communication campaign effectiveness and market-
based and financial performance [4, pp. 37-46]. Their re-
search is important because it shifts attention from individ-
ual communication tools to the organizational capability to
integrate them.

The second direction focuses on the transformation of
IMC under the influence of social media. Rehman, Gulzar
and Aslam examined the development of IMC through so-
cial media and emphasized that social platforms provide
opportunities for interaction, feedback, content sharing and
consumer participation [2, 8, 10]. Their conceptual ap-
proach demonstrates that social media should be integrated
into the communication mix rather than treated merely as
an additional distribution channel.

The third direction concerns the development of social
media marketing itself. Bartoloni and Ancillai conducted a
systematic review of 169 academic articles and concluded
that the social media marketing literature remains frag-
mented across different antecedents, behaviours and
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outcomes. They proposed an integrative causal-chain
framework connecting inputs, contingency factors, organi-
zational social media behaviour and outcomes [5, 7].

This finding is important for the present study because
it indicates that contemporary marketing communication
cannot be adequately explained by considering individual
social media activities independently. Social media should
be examined as part of a broader organizational communi-
cation system.

Another research direction concerns digital transfor-
mation in advertising agencies. Windels and Stuhlfaut
studied 34 practitioners and identified new agency roles re-
sulting from the expansion of digital media. Their findings
demonstrate that digital advertising requires new forms of
cooperation between account management, strategy, crea-
tive and production functions [1, 2].

Ceccotti et al. further developed this direction by inves-
tigating how digital technologies transform the business
models of traditional creative and media agencies. Their
study was based on 38 in-depth interviews with communi-
cation professionals and considered the influence of social
media, mobile technologies, Big Data, artificial intelli-
gence, cloud technologies and virtual and augmented real-
ity [6]. The fourth research direction concerns digital trans-
formation in the media industry itself. Piepponen et al. ex-
amined digital transformation of the value proposition in
the regional media industry through a case study involving
59 interviews with a service provider and its customers.
The study demonstrates that digital transformation changes
both the content of value propositions and the practices
through which organizations and customers understand
and enact them [7].

The fifth direction concerns artificial intelligence and
advertising. Qin and Jiang identified four major stages in
an Al-supported advertising process: consumer insight dis-
covery, advertising creation, media planning and buying,
and advertising impact evaluation [8].

More recent research expands this discussion by exam-
ining Al not only as an efficiency tool but as a factor that
changes creative work itself. Akmeraner-Kokat and Pellan-
dini-Simanyi demonstrate that digitalization can redistrib-
ute creative agency between human actors and technologi-
cal devices, with different degrees of human involvement
in creative production [9]. The literature therefore demon-
strates considerable progress in understanding IMC, social
media, digital advertising, agency transformation and Al.
However, these research directions are frequently consid-
ered separately.

An insufficiently researched aspect concerns the mana-
gerial integration of art direction with marketing commu-
nications. Art direction is often conceptualized as a crea-
tive or visual production function, while IMC research fo-
cuses primarily on communication integration. The rela-
tionship between strategic communication objectives, au-
dience insight, art direction, visual identity, media activa-
tion, PR and performance measurement remains insuffi-
ciently systematized. This unresolved part of the broader
research problem determines the focus of the present arti-
cle.

Purpose of the article. The purpose of the article is to
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substantiate the theoretical and conceptual foundations of
the integration of marketing communications and art direc-
tion in the contemporary media industry, identify the main
stages of their historical evolution, and develop an inte-
grated management model for organizing advertising and
public relations activities under conditions of digital trans-
formation.

Esearch methods. The research is based on an inter-
disciplinary methodological approach combining market-
ing, management, advertising, public relations, media stud-
ies and creative-industry perspectives. The historical
method was used to identify the main stages in the devel-
opment of marketing communications, advertising, public
relations and art direction. The comparative method was
used to compare traditional and contemporary approaches
to advertising organization, creative management and com-
munication integration. The system approach made it pos-
sible to consider marketing communications and art direc-
tion as interconnected components of a unified communi-
cation-management system. The structural-functional
method was used to identify the functions of strategic plan-
ning, audience analysis, creative development, art direc-
tion, media distribution, PR and performance measure-
ment. The content-analysis method was applied to aca-
demic publications and contemporary professional and in-
dustry materials addressing IMC, social media marketing,
digital transformation, creative advertising and artificial in-
telligence. The generalization method was used to identify
common patterns in the transformation of communication
practices. The conceptual modelling method was used to
develop the author's integrated model of marketing com-
munications and art direction management.

The study is conceptual and analytical in nature. It does
not attempt to estimate statistical causal relationships be-
tween art direction and communication performance. The
proposed model represents a theoretical and managerial
framework that requires further empirical testing in spe-
cific organizations and markets.

Presentation of the main research results. The evo-
lution of marketing communications can be understood as
a sequence of transformations in media technology, audi-
ence behaviour and organizational management.

At the first stage, communication was dominated by
mass media. Newspapers, magazines, radio and television
provided organizations with access to large audiences.
Communication was predominantly one-way. The organi-
zation developed the message, selected the medium and
transmitted the message to consumers. The second stage
was associated with the emergence of integrated marketing
communications. Organizations increasingly recognized
that advertising, sales promotion, direct marketing, public
relations and other promotional activities should be coor-
dinated.

The third stage emerged with the development of the
Internet. Websites, email, online advertising and search en-
gines expanded the communication environment and cre-
ated new opportunities for targeting and measurement. The
fourth stage was characterized by social media and mobile
technologies. Consumers became active participants in
communication. They could create, share and comment on
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content, participate in brand communities and influence the
reputation of organizations. The current stage is character-
ized by data-driven, automated and Al-supported commu-

communication management. Contemporary managers are
increasingly responsible not simply for designing cam-
paigns but for coordinating communication ecosystems

nication. This evolution has changed the role of (tab. 1).
Table 1
Evolution of marketing communications and art direction in the media industry
Communication Art direction Management

Historical stage

Dominant media

model

Advertising role

role

logic

Mass media

Press, radio, tele-
vision

One-way

Information and per-
suasion

Visual execution

Functional

Integrated com- | Multiple tradi- . . Creative coordi- Campaign man-
AN - . Coordinated Integrated campaigns -
munication tional media nation agement
Digital media Websites, search, | oo ctive Targeted communica- Digital adaptation Data-supported
online media tion management
. . Social networks, Interactive and Content and perfor- Cross-platform Agile manage-
Social media . e L .
mobile platforms participatory mance advertising visual system ment
Al-supported Al platforms, au- | Adaptive and Automated and person- | Human-Al crea- Continuous opti-
media tomated media personalized alized communication tive coordination mization

Source: developed by the author.

Advertising and public relations historically performed
different organizational functions. Advertising was primar-
ily associated with paid communication and controlled
commercial messages. Public relations emphasized reputa-
tion, relationships with stakeholders, media relations and
organizational legitimacy.

Digital platforms increasingly blur these distinctions.
For example, a branded social media publication can sim-
ultaneously perform advertising, public relations, customer
relationship management and reputation-building func-
tions. A video can operate as a commercial advertisement,
a PR communication and a piece of branded content. This
means that the organization of communication should
move from isolated instruments toward integrated commu-
nication architecture.

The contemporary communication system can be rep-
resented through five interconnected functions: advertising
- attention and persuasion; PR - trust and reputation; con-
tent - meaning and engagement; social media - interaction
and community; analytics - measurement and optimization.

Aurt direction connects these functions through visual
and symbolic communication, he development of art direc-
tion is closely connected with the history of advertising and
visual communication, traditionally, the art director was re-
sponsible for visualizing an advertising concept. The crea-
tive team commonly consisted of a copywriter and an art
director, supported by photographers, illustrators, design-
ers and production specialists.

The traditional division of responsibilities could be

described as:

Copywriter - verbal idea;

Aurt director - visual idea;

Producer — production.

Digital media have significantly expanded this struc-
ture, contemporary creative teams may include: creative di-
rector; art director; copywriter; graphic designer; motion
designer; UX/UI designer; photographer; videographer;
social media manager; content strategist; media planner;
data analyst; PR specialist; influencer manager; Al or tech-
nology specialist.

Windels and Stuhlfaut's study demonstrates that digital
advertising generated new professional roles and organiza-
tional functions, their findings show that technology in-
creasingly became a strategic rather than merely produc-
tion-related component of advertising agencies [1, 2, 6].
This transformation means that the contemporary art direc-
tor must work across organizational boundaries.

The most important transformation of art direction is
the transition from visual execution to strategic creative
management, consequently, contemporary art direction re-
quires knowledge of: brand positioning; target audience;
audience insights; communication objectives; competitive
environment; media behaviour; platform requirements;
content formats; visual identity; analytics. Thus, art direc-
tion becomes a bridge between strategy and execution, this
sequence indicates that art direction should be involved at
an early stage of communication planning (tab. 2).

Table 2

Functional transformation of art direction in contemporary marketing communications

Traditional art direction

Contemporary art direction

Visual execution

Strategic creative management

Print-oriented communication

Cross-platform communication

Campaign-based production

Continuous content ecosystem

Human-only creative production

Human-Al collaboration

Visual consistency within a campaign

Consistency across a brand ecosystem

Creative intuition

Creativity combined with data and insights

Final production stage

Participation from strategic planning

Static visual materials

Dynamic, interactive and adaptive content

Source: developed by the author.
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Digital transformation has affected not only communi-
cation channels but also the organizational structure of
agencies, traditional advertising agencies were often struc-
tured around relatively distinct functions such as account
management, creative development, media planning and
production. The digital environment requires greater cross-
functional integration.

Ceccotti et al. identify digital technologies such as so-
cial media, mobile technologies, Big Data, Al, cloud tech-
nologies and virtual and augmented reality as important
drivers of agency transformation, their qualitative study in-
cluded 38 communication experts and examined changes
in offerings, customers and agency business models [6].
The contemporary agency can therefore be conceptualized
as a communication technology and creativity hub, its
functions increasingly include: strategic consulting; crea-
tive development; art direction; content production; social
media management; media planning; data analysis; influ-
encer marketing; public relations; technology integration.

This transformation also changes the competencies re-
quired from communication professionals, creative profes-
sionals increasingly need: digital literacy; data literacy;
platform knowledge; project management skills; interdis-
ciplinary communication; understanding of audience ana-
lytics; knowledge of Al-supported tools. Social media have
fundamentally changed the relationship between organiza-
tions and audiences, unlike traditional media, social

networks provide opportunities for immediate interaction,
feedback, sharing and content co-creation, rehman et al.
emphasize that social media combine characteristics of tra-
ditional promational communication with expanded word-
of-mouth communication generated by consumers [2, 10].

This creates several consequences for marketing com-
munication management, first, the organization loses com-
plete control over communication content, second, com-
munication becomes continuous rather than campaign-lim-
ited, third, visual communication must be adapted to dif-
ferent platform formats, fourth, audience response can in-
fluence subsequent creative decisions, fifth, communica-
tion becomes increasingly measurable.

Social media therefore require a new creative-manage-
ment principle, one idea multiple executions, continuous
adaptation, a single creative concept may be transformed
into: Instagram post; Instagram Story; short-form video;
TikTok video; YouTube content; website banner; PR pub-
lication; influencer integration; outdoor advertising.

The role of art direction is to ensure that these different
executions remain connected through a common creative
idea and visual system. The increasing importance of social
media has transformed the basic unit of communication
from a single advertising message into a content ecosys-
tem, a content ecosystem includes (fig. 1).

Core creative Visual . Platform Community
idea —> identity —>| Narrative > adaptations > eraction
% |
elr:esfe[';ed L Influencer N PR || Performance
gcontent communication amplification analysis

Fig. 1 Content ecosystem includes
Source: developed by the author.

This model is consistent with the broader development
of social media marketing, Bartoloni and Ancillai's system-
atic review of 169 studies indicates that social media mar-
keting research increasingly needs an integrated perspec-
tive linking organizational inputs, contextual factors, social
media activities and outcomes [5, 7].

For art direction, this means that the visual system must
be scalable, a scalable visual system contains: primary col-
ours; typography; graphic elements; photography princi-
ples; illustration principles; motion principles; layout rules;
tone of visual communication.

The system provides consistency while allowing plat-
form-specific adaptation.

The development of digital media has also changed
public relations, traditional PR was heavily dependent on
relationships with journalists, press releases, conferences,
events and media coverage, contemporary PR additionally
includes: social media; digital storytelling; influencer rela-
tions; online communities; visual content; branded
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editorial content; reputation monitoring; crisis communi-
cation.

This creates a closer relationship between PR and art
direction, visual communication influences not only adver-
tising effectiveness but also organizational reputation. For
example, an institution's social media profile, visual iden-
tity, event design, photography style and video production
collectively form a visual representation of organizational
values.

Therefore, art direction contributes to brand identity or-
ganizational image stakeholder perception reputation, this
is particularly important for media organizations, universi-
ties, cultural institutions, technology companies and public
organizations whose communication depends heavily on
credibility and symbolic representation.

Artificial intelligence is becoming increasingly im-
portant throughout the advertising process, gin and Jiang
identify four major stages of Al-supported advertising:
consumer insight discovery; advertising creation; media
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planning and buying; advertising impact evaluation [8, 11].
This structure demonstrates that Al can affect almost every
stage of communication management, for art direction, the
most significant applications include: generation of visual
concepts; moodboard development; image variation; con-
tent adaptation; personalization; rapid prototyping; video
generation; creative testing.

However, technological efficiency does not automati-
cally equal creative effectiveness, recent research by Ak-
meraner-Kokat and Pellandini-Simanyi demonstrates that
digitalization can redistribute creative agency between hu-
man professionals and technological devices, their distinc-
tion between human-led and device-led creative practices
demonstrates that Al can influence both the structure and
meaning of creative work [9]. Therefore, the contemporary
art director should increasingly perform four functions, de-
fine, curate, evaluate, integrate, the art director defines the
creative direction, curates alternatives generated by human
or technological means, evaluates their strategic and aes-
thetic relevance, and integrates them into the overall com-
munication system.

The growing role of Al should not be interpreted simply
as a replacement of human creativity, instead, three models
can be distinguished.

Model 1. Human-led creativity, the human creative
team determines:

concept;

narrative;

visual style;

execution.

Technology primarily serves as a production tool.

Model 2. Human-Al collaborative creativity, humans
establish the strategic and creative direction while Al sup-
ports: idea generation; visualization; adaptation; experi-
mentation.

Model 3. Device-led creativity, algorithms and auto-
mated systems determine a substantial part of the content
configuration based on: data; templates; performance met-
rics; platform requirements.

The third model can increase efficiency but creates po-
tential risks of visual homogenization and loss of distinc-
tive brand identity, consequently, a strategic art director
should determine the appropriate balance between automa-
tion and human creative control.

The transformation of marketing communications is
particularly relevant to Ukraine, the Ukrainian advertising
market has demonstrated substantial digital development
despite the economic and social challenges caused by the
full-scale war. The updated 2026 assessment of the Ukrain-
ian advertising and communication market indicates that
Internet advertising accounted for approximately UAH
53.284 billion in 2025, the forecast for 2026 was updated
to approximately UAH 62.322 billion. Search advertising,
digital video, Internet media, influencer marketing, SMM
and digital development represent significant components
of this market.

This development confirms the growing importance of
digital communication for Ukrainian organizations, at the
same time, the Ukrainian market operates under conditions
that differ from those of stable economies, organizations

face: communication uncertainty; changes in consumer be-
haviour; reputational risks; infrastructure limitations; fi-
nancial constraints; rapid technological adaptation.

Therefore, communication management needs to com-
bine strategic flexibility with visual and message con-
sistency, dudarev's recent research identifies digital plat-
forms, social media, programmatic advertising, Al and Big
Data as major technological determinants of the develop-
ment of the Ukrainian advertising services market [3, 4, 5].
This context increases the practical relevance of an inte-
grated approach to marketing communications and art di-
rection.

Based on the analysis, the article proposes an Integrated
Marketing Communications and Art Direction Manage-
ment Model (IMC-ADMM), the model contains six inter-
connected components (fig. 2).

The main characteristic of the proposed model is its cy-
clical rather than linear structure, traditional campaign
management can be represented as strategy, creative, me-
dia, results. The proposed model expands this sequence
strategy, insight, communication architecture, creative, ac-
tivation, measurement, learning, strategic adjustment, this
distinction has significant managerial implications.

First, creative development begins with a strategic
problem rather than with an isolated visual idea, second, art
direction is informed by audience insight, third, advertising
and PR are developed within one communication architec-
ture, fourth, data are used not only to evaluate the final
campaign but also to improve subsequent communication
decisions, fifth, the process is continuous.

Implementation of the proposed model requires a cross-
functional organizational structure, five major functional
areas can be distinguished.

Strategic management responsible for: business objec-
tives; communication objectives; market analysis; posi-
tioning; campaign strategy.

Creative management responsible for: creative con-
cept; art direction; visual identity; storytelling; content sys-
tem.

Media management responsible for: media planning;
channel selection; audience targeting; paid media; distribu-
tion.

PR and reputation management responsible for: stake-
holder relations; media relations; reputation; crisis commu-
nication; public engagement.

Analytics and technology responsible for: data; KPIs;
dashboards; attribution; Al; optimization.

The model therefore changes the organizational princi-
ple from functional separation to cross-functional cooper-
ation

The effectiveness of creative activity in the media in-
dustry depends not only on the professional competence
and individual talent of individual specialists, but also on
the organizational conditions in which the creative process
takes place. In contemporary advertising and public rela-
tions, the development of a creative idea is increasingly be-
coming a collective process that involves specialists with
different professional backgrounds, including art directors,
copywriters, designers, strategists, SMM specialists, media
planners, PR professionals, analysts and digital technology
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specialists. Consequently, the quality of the final commu-
nication product depends to a significant extent on the

ability of these specialists to coordinate their activities and
work toward common strategic objectives.

1. STRATEGIC DIAGNOSIS

business objectives, market environment, competitive environment

NS

2. AUDIENCE & INSIGHT

segmentation, behaviour, needs, media habits, consumer insight

NS

3. COMMUNICATION ARCHITECTURE

positioning, key message, narrative, PR logic

NS

4. CREATIVE CONCEPT & ART DIRECTION

big Idea, visual concept, tone of voice, visual identity, content system

NS

5. MEDIA AND PR ACTIVATION

advertising, social media, content, influencers, PR, events

NS

6. MEASUREMENT AND LEARNING

reach, engagement, behaviour, brand effect, feedback

Fig. 2. Integrated marketing communications and art direction management model in the media industry
Source: developed by the author.

The organizational structure of a creative team should
not be understood as a rigid hierarchy. In contemporary
media practice, project-based and cross-functional forms
of cooperation are becoming increasingly important. A sin-
gle advertising or PR campaign may require the simultane-
ous participation of specialists responsible for strategy,
creative development, visual communication, content pro-
duction, media placement, public relations and digital ana-
lytics. Their interaction makes it possible to combine dif-
ferent professional perspectives and reduce the risk that
creative decisions will be made independently of the over-
all communication strategy.

One of the central managerial challenges in such an en-
vironment is therefore the balance between creative free-
dom and strategic control. Creative professionals need suf-
ficient autonomy to experiment with visual solutions, nar-
ratives, formats and communication approaches. Excessive
managerial control can restrict experimentation and reduce
the originality of the resulting communication product. At
the same time, complete absence of strategic restrictions
may result in communication that is visually attractive and
technically sophisticated but does not correspond to the po-
sitioning, values or objectives of the brand [3-4].
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For this reason, the proposed model introduces the con-
cept of strategic boundaries, strategic boundaries do not de-
termine the exact creative solution; instead, they establish
the framework within which creative decisions should be
made. They include the characteristics of the target audi-
ence, communication objectives, brand values, positioning,
visual identity, available budget, legal and ethical require-
ments, as well as the technical and media limitations of par-
ticular communication platforms.

Such an approach allows organizations to combine stra-
tegic consistency with creative autonomy, the art director
and other members of the creative team can independently
search for appropriate visual and conceptual solutions,
while the established strategic boundaries ensure that these
solutions remain connected with the overall communica-
tion objectives of the organization. In this context, manage-
ment should focus not on controlling every individual cre-
ative decision but on creating the conditions under which
creativity contributes to measurable communication re-
sults.

An important consequence of this approach is the
changing role of the art director, the art director increas-
ingly performs a coordinating function between strategic
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and creative processes. Rather than simply supervising the
visual execution of a previously developed advertising
concept, the art director can participate in the interpretation
of audience insights, formulation of the creative concept,
development of the visual communication system and ad-
aptation of the concept to different media environments,
this makes art direction an important component of strate-
gic communication management rather than merely a pro-
duction function [5].

Conclusions. The research demonstrates that market-
ing communications and art direction in the media industry
have undergone significant transformation under the influ-
ence of digitalization, social media, data analytics and arti-
ficial intelligence, the historical development of marketing
communications can be described as a transition from
mass, predominantly one-way communication toward inte-
grated, interactive, digital, data-driven and increasingly
adaptive communication ecosystems.

Advertising and public relations have also become
more interconnected, digital platforms enable individual
communication activities to simultaneously perform adver-
tising, PR, content, reputation and community functions.
Art direction has undergone a corresponding transfor-
mation, from a predominantly visual-production function,
it has developed into a strategic creative-management ac-
tivity connected with brand positioning, audience insights,
content systems, platform requirements and communica-
tion effectiveness.

The research confirms that digital transformation has
changed the organizational structure of advertising and me-
dia agencies. New roles, cross-functional cooperation and
technological competencies have become increasingly im-
portant. The scientific novelty of the research lies in the
development of the Integrated marketing communications
and art direction management model, which combines six
components: strategic diagnosis; audience and insight
analysis; communication architecture; creative concept and
art direction; media and PR activation; and measurement
and learning.

The proposed model demonstrates that art direction
should be integrated into communication strategy from the
initial planning stage rather than treated exclusively as a
final production function. The model also emphasizes the
cyclical nature of contemporary communication manage-
ment, performance measurement should not represent the

final stage of a campaign but should generate information
for strategic adjustment and subsequent creative decisions.

The increasing use of artificial intelligence creates new
opportunities for creative experimentation, personaliza-
tion, content adaptation and process automation, at the
same time, Al requires appropriate managerial governance
related to originality, intellectual property, transparency,
data protection and human responsibility. The practical
significance of the research lies in the possibility of apply-
ing the proposed model in advertising agencies, media or-
ganizations, PR departments, marketing teams and creative
studios. It can support the organization of cross-functional
teams, communication planning, visual identity develop-
ment, advertising and PR coordination, content manage-
ment and communication performance evaluation.

For Ukraine, the proposed approach is particularly rel-
evant because the advertising and media market is under-
going rapid digital transformation while organizations sim-
ultaneously operate under conditions of economic, social
and communication uncertainty. Current market data indi-
cate the continued expansion of digital advertising and the
importance of search, video, social media, influencer mar-
keting and digital development. Further research should fo-
cus on empirical testing of the proposed model in advertis-
ing agencies, media organizations and corporate communi-
cation departments. Particular attention should be paid to
developing quantitative methods for measuring the contri-
bution of art direction to integrated communication effec-
tiveness and examining how human-Al collaboration af-
fects creativity, brand differentiation and audience engage-
ment.
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viewed, verified and edited the Al-assisted material. The
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