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Problem statement. In today's world, marketing

The key goal of the studly is to analyze the possibilities of using marketing tools to promote a healthy
lifestyle. The article analyzes such an important component of marketing promotion in health by con-
sidering the peculiarities and characteristics of target segments of the population. An analysis of scien-
tific sources in promoting a healthy lifestyle was carried out. Examples of successful implementation
of marketing programs regarding healthy initiatives among different target categories are considered.
Proposed tools for activating actions to solve issues of a healthy approach to life. It is substantiated
that the marketing of a healthy lifestyle is characterized by the non-imposition of conclusions and a
clear justification for the target audience of the importance of health responsibility for improving the
quality of life.

Key words: marketing, healthy lifestyle, self-consciousness, target audience, communicational channel.

K/1t040B80H0 MemMOoK OOC/IIOKEHHS € aHai3 MOX/1uBoCMel 3aCMOCyBaHHST MapKemuHa0BUX iHCmpy-
MeHmIB y cgbepi Mpomoyii 300poBo20 €rocoby Xumms. Y cmammi npoaHasni308aHull makul Bax-
AuBUl KOMIIOHEHM MapKemuUH208020 MPOCysaHHs 8 cghepi 300poB’s sk BpaxysaHHsl ocobausocmel
ma xapakmepucmuk Yilb0BUX Ce2MEeHMIB HacesieHHs1. 30iUCHEHO aHasli3 HayKoBUX OXepers y chepi
fpocyBaHHs1 300p0B020 COCOBY XXUmms. Po32/1siHymo rpuk/iadu yCrilHoI peasizayil MapKemuHao-
BUX rpozpam wWodo 300posuX iHiyiamus ceped pi3HUX YiiboBuUX kameaopil. 3arpornoHoBaHi iHempy-
MeHmu akmusisayii diti o000 BUPILWEHHST numab 300p08020 Midxody 00 )ummsi. O6rpyHMOoBaHo,
wo 0151 MapkaemuHay 300p0B020 CrOCOBY XUMMS XapakmepHUM € HeHas'sidyBaHHsI BUCHOBKIB,
a yimke obrpyHmysaHHs1 07151 Yisib08oi ayoumopii Bax/iusocmi xesc-8iornosioasisHocmi 07151 Miosu-
WeHHs1 IKocmi ummsi. ABMopu HagoosiMb 1epestiK KOHKPEeMHUX iHCMpPYMEHMIB MapKemuH208020
cripsiMysaHHs1 07151 MPOCYBaHHs NMPOEKMIB y cghepi 300p0B’s 07151 PI3HUX Ce2MEHMIB Hace/IeHHs BIio-
M0BIOHO 00 iX BiKOBUX kamez0pill. BusHa4eHo, W0 Ha MOKOAIHHS Z 3Ha4HUl Br/IUB YUHUMb peK/iama
07151 npornazaHou 300p0B020 Criocoby XUmmsi. Pesysibmamu ma BUCHOBKU 3 0aHO20 OOC/IIOKEHHST
6y0ymb KOPUCHUMU O/151 MapKemo/102i8 Mid Yac r/iaHyBaHHs MapKemuH2080i cmpameaii pocyBsaHHs1
MpoexkmiB y cghepi 300po8’s ma Mpoghinakmuku 3axXBoproBaHb, 0718 MidBUWEHHSI 0bi3HaHoCMI Hace-
JIEHHST PO 300p08I Npakmuku. [1iomsepoXeHo, Wo cghepa 0XOPOHU 300P0B’si, 300p0B0I MOBEOIHKU,
CrIOXUBaHHS1 300p0BUX NPOOYKMIB € MUMU 2a/1y35IMU CYCi/TbHO20 XUMMSI, sIKi Mid0arombCsi 8raUsy
MPOCBIMHUYLKUX ma iHghopMayiliHuX kaHaslis. basyroduch Ha KOHKpeMHUX kelicax 8idoMux ykpaiH-
CbKUX KOMMaHil ysi poboma BUCBIMJIIOE K/IOHOBI acriekmu, Ha siki 00UiIbHO 38epmamu ysazy nio
yac peanizayjii mpocsimHUYbKo-iHghopMayitiHoOI kamnaHii y cghepi 300pos’s. AsBmopamu 8 KiHyesoMy
MiocyMKy 06IpyHMOBaHO, WO Cy4YacHi MapKemuH208i MeXHO/IOaI CPOMOXHI 3Ha4HO MidBuULyBamu
eghekmuBHICMb MapKemUH208UX KamMnaHil i3 MepeKoHaHHs1 HaceIeHHs1 W00 BaK/IuBOCMI 300po-
B020 M1i0X00dy 00 Xumms. BukopucmaHHsi X eghekmusHUX Memodi nony/spusayii 300pos8o2o cro-
co6y )ummsi Moxe AorioMo2mu kpaiHam cmamu 6i/ibL KOHKYPeHmMOCHPOMOXHUMU 8 cghepi epo-
MadCbKo20 30008’

KntouoBi cnoBa: mapkemuHe, 300posuli criocié Xummsi, camocsiooMicmb, Uiibosa ayoumopis,
KaHa/1 KoMyHikauidl.

higher indicators of the effectiveness of marketing

technologies for influencing target audiences is an
effective tool for persuasion, conveying an opinion,
and forming an impression, which has already proven
their effectiveness in practice. The health domain,
healthy behavior and consumption are specific
categories that are exposed to the influence of
educational and informational channels. The policy of
promoting a healthy lifestyle combining physical and
moral health qualities into a holistic concept is widely
used by the public and other organizations in various
fields of activity. The relevance of the study lies in the
need to analyze different segments of the population
regarding the feasibility of using specific marketing
tools and technologies for certain groups of people,
which may not have an impact on other clusters of
audiences, and vice versa, which will ultimately give

campaigns for working with the population with the
formation of healthy habits and patterns of behavior
favorable for the environment.

Literature review. An approach to clients may
be discovered by organizations using the science
of marketing. The term "its" is crucial here. It is
essential to carefully study the customer because
every niche demands a certain approach to the target
market. Marketing for a healthy way of life also has
a specific target market. For instance, Harrell and
Force utilized a qualitative methodology to categorize
the market for outpatient treatment for women based
on demographics, health conditions, and health
service usage [1]. Woodside and his coauthors
categorized people according to their reasons for
choosing a hospital [2]. Cangelosi and Markham

! This research was funded by Ministry of Education and Science of Ukraine, grant numbers 0122U000781 “The impact of COVID-19
on the transformation of the medical and social security system: economic, financial and budgetary, institutional and political
determinants”; 0122U000778 “Socio-economic recovery after COVID-19: modeling the consequences for macroeconomic stability,

national security and community resilience”
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used demographic information to identify people
seeking and using preventive health information [3].
Moorman and Matulich investigated the impact of
health motivation, health status, and demography on
consumers' preventive behavior [4].

Marketers are also defining relevant markets
in terms of activities that promote healthy lives or
avoid disease using the new idea of health-oriented
lifestyles. As they do so, they acknowledge the
vast range of consumer opinions and concerns on
certain health-related topics. Using characteristics
connected to marketing tactics, their research further
described people that practice healthy habits [5].
Separate issues of promotion of behavior patterns
are considered in [6-13].

The purpose of the study is to consider the
possibilities of using marketing tools to promote a
healthy lifestyle according to the individual's belonging
to a certain segment of the target audience.

Main material. As we know some companies
and brands in their marketing can lead the idea
that can be fruitful for their own and they need to
pay attention to the customer needs. In its turn,
people have criticized social marketing and other
behavior change strategies for putting excessive
responsibility on the individual [14-16]. This raises
additional issues for those who have limited ability
to affect change in their everyday lives owing to
weakness, vulnerability intellectual or physical
limitation, even though it is gravely problematic in
general [17]. People's capacity to change is taken
for granted by downstream social marketing, which
frequently borrows concepts from behavioral
economics and other individually oriented sciences.
These individualistic viewpoints hold that after being
stimulated, informed, or convinced, people can
alter their behavior on their own [18]. That is why
marketing in promoting a healthy lifestyle strives to
support and provide reasons for implementing all
of its functions for a better human existence, rather
than attempting to force the accuracy of this.

Teenagers is a group of audience that healthy
lifestyle marketing aims to reach. Many businesses
are now creating marketing campaigns for their goods,
whether they be sugary treats, burgers, and other
fast food items, or healthy goods. The great impact
advertising has on teenagers in particular. Marketing
to teenagers is contentious because they need help
comprehending the persuasive intent of advertising
messages. Marketing to older children is contentious
because more sophisticated integrated marketing
methods are utilized to shape their behavior. Due in
large part to the rise in obesity-related fatal accidents,
the trend of companies promoting a healthy lifestyle
is picking up steam. Due to more people becoming
aware of the value of living a healthy lifestyle and the
adverse effects of harmful behaviors on our health,
marketing healthy lifestyles is becoming increasingly
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popular. A balanced lifestyle and increased care for
one's health are other factors contributing to the
success of such marketing techniques.

Numerous research supports the popularity of
marketing for healthy lifestyles. For instance, a survey
found that a share of the global Health and Wellness
Foods market is 20.4% and continues growing [19].
Additionally, the report, Health Foods Market By
Product (Natural Health Food, Functional Food, BFY
Food, Organic Food, Others), By Distribution Channel
(E-Commerce, Retail Stores), By Region Forecast to
2030 by Emergen Research found that the market
for healthy lifestyle products reached $935 billion in
2021. Owing to this study, one of the key drivers for
market growth is increasing consumption of nutrient-
enriched foods to improve overall health. As a result,
of the increasing recognition of the value of leading
a healthy lifestyle and its benefits for customers,
healthy lifestyle marketing is becoming increasingly
popular.

Advertising campaigns created to promote
a healthy lifestyle are nowadays called social
advertising. Usually, such campaigns aim not to
increase profits, but to raise awareness and motivate
people to adopt healthy habits. All campaigns are
focused on different target audiences and, based on
this, use different promotion channels. For a more
structured understanding of consumer needs and
promotion tools, below is an analysis of the audience
using the 5W method. The answer to the question
What? is the same for everyone, namely a healthy
lifestyle.

The next Who question is about the first segment
of the audience — the Zoomers. This is the generation
of people born between 1996 and 2010. Sometimes
this generation is referred to as the Internet generation
because they started with the creation of the Internet.
Generation Z is the most progressive and active
users of the latest technologies, online tools and
social networks. They spend a lot of time with digital
technology, which is why the answer to the question
Where? According to the data since the beginning
of Russia's full-scale invasion of Ukraine, the most
popular platforms have been Telegram with 66%,
YouTube with 61% and Facebook with 58% of users.
The entertainment platform TikTok is also actively
promoted, with 10.55 million Ukrainian users [20].

Why is it worth focusing on the generation of
Zoomers when promoting healthy habits (the answer
to the question Why?) is because they are now the
largest generation of actively developing people
focused on their health and well-being. Zoomers are
very responsible for their health, both physical and
psychological. Given that Zoomers are a generation of
"digital natives", they are less likely to trust traditional
medicine and more likely to take care of their health,
and their diet and use alternative treatments if
necessary [21].
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The answer to the question When? is the same for
all consumer groups analyzed, because health care
is important now, every day.

Generation Y or millennials (the Who? question)
is a smaller audience, but no less important.
To understand the question What? one needs to
understand what characterizes the millennials.
The main issues they are interested in are self-
development, the value of life and idealism. They
consider themselves to be the unique and main eras
of their lives. Therefore, a healthy lifestyle is almost
essential for their self-image and self-improvement.
Since they spend a lot of time thinking about the
meaning of life and are skeptical about issues that
could affect their sense of self-esteem, they need to
be aware of all the benefits of eating healthy, giving
up bad habits and incorporating sports into their lives.
Communication channels with Generation Y include
outdoor, native (natural) advertising, lifestyle and
health promotion activities. Also, using social media,
such as YouTube and Instagram, but not the main
channel of promotion, because as we remember,
millennials are quite cautious and sceptical of "fast
information”.

The Generation X audience segment is sometimes
called the "unknown" (Who?). People from this
generation are more domestic and stable. For this
audience, taking care of their health and setting an
example for their children is very important. Eating
healthy food is easier for them than it is for the other
groups mentioned above, because when they were
born, there was not such a variety of unhealthy
foods, and now there is. And going in for sports and
maintaining an active lifestyleisan obvious andintegral
thing for them (the question is Why?). Generation X
prefers offline tools. People of this generation are

more loyal to brands that maintain their level of trust
and work on customer loyalty. Social media is more
of a supplementary tool than the main one. According
to Adobe's statistics people of this generation do not
trust social media, as they prefer more secure and
reliable communication channels [22].

So, the main audiences for a healthy lifestyle offer
are Zoomers, Millennials and Generation X. Of course,
there are other segments, but they are narrower than
those described.

Having analyzed the different audience segments
that should be targeted and promoted for healthy
lifestyles, it is worthwhile to give examples of
successful advertising campaigns in this niche.

Among Ukrainian products, Merkana, a product
for joint restoration, is a striking example. Their
advertising campaign was country-spread and
focused on the Generation X audience segment.
They successfully used several marketing tools
such as TV, outdoor and online advertising. These
channels were chosen to reach as many people as
possible and inform them about the new product.
As one of the communication tools, they also clearly
showed an example of the medicine's effect, which
is directly targeted at the audience of 40 years and
elder people. The video advert, shown on television
during prime time, worked well. The result was better
than expected and exceeded the plans, taking market
share from the category leader.

Nova Poshta has been organizing races since
2015 in many regions and cities of Ukraine (Fig. 1).

They actively promote an active lifestyle among
Ukrainians because they are convinced that the path
to success is through constant movement. "We took
this turn since running perfectly reflects the company's
corporate culture. Running is just as simple as using

Figure 1. Nova Poshta's advertising post

Source: [23]
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Nova Poshta. Running is the easiest way to stay in
shape, and Nova Poshta offers quick and simple
delivery services" [24].

Over the past few years, Nova Poshta has
sponsored many races to keep the spirit of Ukrainians
alive. They used various means of communication,
including TV commercials, banners and packs, online
advertising, social media advertising, and branded
advertising with their logo for the participants of the
races. This way, people developed an association
with the race thanks to this communication strategy.

Global brands are just a little behind and are
creating advertising campaigns for their products.
When we hear about sports, healthy lifestyles, and
activity, we immediately think of sportswear brands
such as Puma. The brand has always created
incredible commercials since the beginning of its
existence, including She Moves Us. This video
showed that anyone can do any activity, at any age,
in any shape, anywhere. Puma used the example of
women to show that regardless of gender, women
can play the sport they like, wherever they like. The
video also shows the topic of disability. Women who
have a disability are active and athletic despite it and
do not give up.

An impressive advertising campaign that is directly
aimed at improving people's health. Health insurance
provider UnitedHealthcare developed a program to
encourage healthy behaviors [25]. On its website, the
campaign provided monthly challenges, tests, and
rewards. The goal of UnitedHealthcare's campaign
was to inspire those who support it to implement one
simple, healthy change each month and share it on
social media.

For many reasons, the healthcare advertising
effort was a success. Media followers are open to
challenges since they are entertaining, safe, and
raise awareness.

The UnitedHealthcare "We Dare You" campaign,
a component of the organization's Source4Women®
digital and social health and wellness resource,
"dares" individuals to make one little adjustment
to living a better lifestyle and then post a photo of
themselves following through on that challenge.
Daring someone to engage in 30 minutes of physical
activity each day or to increase their intake of fruits
and vegetables are two examples [26].

Conclusion. In conclusion, marketing strategies
help encourage a healthier lifestyle. To do this,
marketers must carefully research their target
market and identify the relevant markets for actions
that promote healthy lifestyles or prevent sickness.
Instead of seeking to impose truth, healthy lifestyle
marketing offers justifications for applying all of its
functions for a better human living for individuals.
It makes them more conscious of this topic. Due to the
influence advertising has, generation Z is an influential
target audience for healthy lifestyle promotion.
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The popularity of healthy lifestyle marketing results
from the growing understanding of the importance
of living a healthy lifestyle and its advantages for
consumers.

This article's emphasis on the value of
implementing refreshing, enhancing consumers'
quality of life and marketing the brand following
the principles of healthy consumption marketing
strategies to encourage healthy lifestyles gives it
its scientific uniqueness. This article's advantages
include assisting marketers in understanding how
to promote healthy lives and increasing customer
awareness of healthy practices. Based on findings
and data and utilizing examples and case studies of
companies, this work highlights the key aspects that
should be considered when adopting marketing tools.
Itis possible to utilize these case studies to determine
which of the most useful tools may be used in further
healthy marketing campaigns.
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