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TRANSFORMATION OF MARKETING
COMMUNICATIONS IN THE CONTEXT
OF DIGITALIZATION OF BUSINESS AND
ENTREPRENEURSHIP ECONOMY UNDER
MARTIAL LAW

Summary. Introduction. The current stage of development of the
world economy is characterized by the rapid digital transformation
of all spheres of economic activity. For Ukraine, this process has ac-
quired a fundamentally new dimension in the context of the full-scale
military invasion, which began in February 2022: entrepreneurship
is faced with the need to simultaneously adapt to digitalization and
function in conditions of unprecedented economic instability, infra-
structure destruction and transformation of consumer behavior. Un-
der the circumstances, marketing communications have turned from
a tool for promoting goods and services into a critical mechanism for
business survival, maintaining the trust of stakeholders and maintain-
ing market positions.

The transformation of marketing communications under martial
law is due to the action of two interrelated factors. On the one hand,
global digitalization trends have significantly changed the channels,
formats, and logic of interaction between businesses and consumers
long before the outbreak of the armed conflict. On the other hand,
martial law has dramatically accelerated the transition to digital com-
munication tools, as traditional offline channels have proven to be
unviable or ineffective in the face of physical destruction, forced mi-
gration, and general instability. Thus, digitalization has become not
only a strategic trend, but also a tactical necessity to maintain the
communication presence of business.

At the same time, the scientific understanding of this phenomenon
remains insufficient. Most research in the field of marketing communi-
cations either focuses on the general patterns of digital marketing out-
side of a crisis context or considers crisis communications in isolation
from digitalization processes. The specifics of the functioning of entre-
preneurship in the context of an active armed conflict, combined with
accelerated digital transformation, remain poorly studied. The lack of
a holistic theoretical model that would take into account the synergistic
influence of these two factors on business communication strategies
determines the relevance and scientific significance of the chosen topic.

The article is aimed at substantiating the modern transformation
of marketing communications in the context of digitalization of busi-
ness and entrepreneurship economics under martial law as a synergis-
tic impact of two simultaneous transformation processes of war shock
and digitalization on marketing communications of Ukrainian entre-
preneurship as a holistic phenomenon, and not its individual aspects.

Materials and methods. The materials of the study are: 1) scientific
works of domestic authors devoted to the transformation of market-
ing communications in the context of digitalization of business and
entrepreneurship economics under martial law; 2) the results of ana-
Iytical research on the transformation of marketing communications
in the context of digitalization of business and entrepreneurship eco-

nomics (successful cases).
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In the process of conducting the study, the following scientific methods were used: analysis and synthesis — to systematize
theoretical approaches; abstract-logical method — to describe the content of the transformation of marketing communications
in the context of digitalization of business and business economics under martial law; case analysis, content analysis — to
verify successful cases of digital marketing transformation; logical generalization of results (formulation of conclusions and
construction of a cyclical model of transformation of marketing communications in the context of digitalization of business and
entrepreneurship economy under martial law).

Results. The article substantiates that classical scientific approaches to the study of the transformation of marketing com-
munications are based on three interrelated conceptual blocks: the digitalization of marketing communications, entrepreneur-
ship under crisis conditions, and the economics of entrepreneurship under shock influences. At the same time, it is established
that contemporary research on the transformation of marketing communications in the context of business digitalization and
the economics of entrepreneurship under martial law operates with such key categories as the digital transformation of market-
ing communications, enterprise communication resilience, and the military marketing context.

A triadic system of scientific terms has been developed, reflecting the content and logic of the transformation processes of
marketing communications under these conditions. In addition, the content of the transformation of marketing communications
in the context of business digitalization and the economics of entrepreneurship is revealed, taking into account its economic
effect and practical orientation. Successful Ukrainian cases of digital marketing transformation are presented, confirming the
effectiveness of integrating digital tools into the communication policies of enterprises.

It is demonstrated that the modern transformation of marketing communications in the context of business digitalization
and the economics of entrepreneurship is driven by the synergistic impact of two simultaneous transformational processes —
war-related shock and digitalization — on the system of marketing communications of Ukrainian entrepreneurship. On this basis,
a cyclical model of the transformation of marketing communications has been developed, reflecting the adaptive mechanisms
and dynamics of changes in enterprise communication activities under martial law.

Prospects. Further research should focus on quantifying the multiplier effect of digital communication tools, assessing long-
term changes in consumer behavior, and developing integrated models of communication resilience in crisis environments.

Key words: marketing communications, digitalization, business, entrepreneurship economics, martial law.

Problem statement. The current stage of economic development is characterized by the intensive digitali-
zation of business processes, which leads to a deep transformation of marketing communications as a key
tool for interaction between enterprises and their target audiences. The spread of digital technologies, the
development of online platforms, social networks, and analytics tools are changing traditional approaches to
the formation, transmission, and perception of marketing messages. Under these conditions, enterprises are
forced to adapt their communication strategies to the new requirements of the digital environment, ensuring
personalization, interactivity, and speed of information exchange.

At the same time, transformation processes are accompanied by a number of challenges, including the
fragmentation of digital channel usage, an insufficient level of integration of marketing communications, the
complexity of assessing their effectiveness, and limited competencies in the field of digital marketing. These
issues are especially relevant in the context of the development of the entrepreneurial economy, where small
and medium-sized enterprises often lack sufficient resources to implement complex digital solutions.

Furthermore, the dynamism of the digital environment, intense competition for consumer attention, and
the rapid shift in consumer behavioral models require the constant updating of tools and approaches to mar-
keting communications. The absence of a systematic vision of the transformation of communication processes
reduces the efficiency of business interaction with the market and limits the possibilities of forming sustainable
competitive advantages.

Thus, there is a need for an in-depth scientific study of the transformation of marketing communications in
the context of the digitalization of business and the economics of entrepreneurship — particularly with regard
to modern technological changes, new models of consumer behavior, and requirements for the effectiveness of
communication strategies under martial law.

Analysis of recent research and publications. The topic of the article lies at the intersection of three
scientific fields: the theory of marketing communications, the digital economy, and crisis management. Martial
law in Ukraine (since February 2022) has created a unique natural experiment in which digitalization has been
simultaneously forced, traditional communication channels have been disrupted, and consumer behavior has
undergone radical changes. The scientific problem lies in the lack of a holistic theoretical model that would
describe the transformation processes of marketing communications in enterprises in the context of armed
conflict combined with accelerated digitalization. Classical research relies on several conceptual blocks.

1. Digitalization of marketing communications. Classical models of integrated marketing communications
consider the consistency of messages across offline channels. Modern approaches complement them with the
concept of omnichannel communications, where the digital environment becomes dominant. In the military
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context, the ideas of “accelerated digital transformation,” documented during the COVID-19 pandemic, are
particularly relevant as a methodological analogy.

2. Entrepreneurship in crisis conditions. The theory of crisis entrepreneurship distinguishes between pro-
ductive, unproductive, and destructive entrepreneurship. Under martial law, the concept of “resilience entre-
preneurship” becomes increasingly relevant, where the communication strategy performs not only a market
function but also a social one — maintaining trust, legitimacy, and resource mobilization.

3. Economics of entrepreneurship in the face of shocks. The theory of endogenous growth and the concept
of dynamic capabilities explain why enterprises with developed digital competencies demonstrate higher
adaptability to exogenous shocks. Martial law represents a simultaneous supply and demand shock, requiring
a rethinking of pricing, distribution, and communication models.

This triad is defined in their scientific works by such researchers as: Kucheruk O., Bolotnyi Y., Demkiv I.,
Trepet N., Koberniuk S., Karpenko V., Tsylnyk O. Ya., Husakovska T., Rybalko-Rak L., Sereda O., Plotnikov O.,
Matveev M., Kulchytska E., Zyubryk D., Obikhod S., Boyko V., Lopatovsky V., Dubich E., Ignatenko R., Knyaze-
va T., Peresunko M., Galushko A. and others [1-11].

A comparative analysis of the publications presented indicates the gradual emergence of a coherent academic
discourse on the transformation of marketing communications, the digitalization of business processes, and
ensuring the competitiveness of enterprises in the current environment. At the same time, each study has its
own specific focus, methodological framework and level of generalization.

The publications by O. Kucheruk and Y. Bolotny, as well as S.V. Obikhod, M. E. Matveeva and V. D. Boiko,
focus on the study of the digitalization of marketing communications as a key factor in enhancing the compet-
itiveness of enterprises. The first study focuses on the specifics of the creative industry, highlighting the role
of digital tools in creating unique competitive advantages, whilst the second is of a more general nature and
considers digital marketing as a component of the transformation of business processes as a whole [1; 8].

The study by Demkiv I. and Trepet N. expands on this issue, focusing not only on marketing aspects but
also on the overall system for ensuring a company’s competitiveness in the context of digitalization. Unlike pre-
vious works, this study takes a more pronounced managerial approach, covering the strategic and operational
challenges of digital transformation [2].

The work by Kobernyuk S. and Karpenko V. is notable for its sector-specific focus, as it examines the digi-
talisation of marketing in the agricultural sector. The authors specify digital marketing tools with due regard
to the characteristics of agricultural enterprises, which sets this publication apart from more general theoret-
ical studies [3]. O. Ya. Tselnyk offers a theoretical generalization of the processes of optimizing the interaction
of marketing technologies in the digital economy. Unlike application-oriented studies, this work is of a more
conceptual nature, aimed at developing the conceptual and categorical framework and substantiating the the-
oretical foundations for the integration of marketing tools [4].

The publication by Gusakovska T., Rybalko-Rak L. and Sereda O. focuses on the economic mechanism of
brand promotion as a component of marketing strategy, combining aspects of digital transformation with Euro-
pean integration processes. This study is distinguished by its emphasis on institutional and strategic factors in
building competitiveness [5]. O. Plotnikov’s work goes beyond purely marketing issues and examines digitaliza-
tion as a tool for managing key business processes in manufacturing enterprises. In this way, it demonstrates
an interdisciplinary approach, where marketing communications are merely a component of a broader system
of digital transformation [6].

Matveev M., Kulchitskaya E. and Zyubrik D. analyse the transformation of marketing strategies in national
and international contexts, enabling a comparison of Ukrainian practices with global trends. This study is dis-
tinguished by its comparative approach and a broader level of generalization. Lopatovskyi V. G. and Dubych Y.B.
focus on the development of a digital communications system from the perspective of business economic security,
which is a relatively new aspect within the scope of the subject under study. The authors highlight the risks of
digitalization and the need to take them into account when building communications systems [7; 9].

Ignatenko R.V. examines digital communications in the context of the COVID-19 pandemic, which allows
one to trace the evolution of approaches to the digitalization of marketing under the influence of crisis factors.
This research is significant as a prerequisite for contemporary transformations, particularly in the context of
more profound crisis phenomena. Knyazeva T. V., Peresunko M. M. and Galushko A.S. focus on the digital trans-
formation of companies’ marketing activities, summarizing current trends and tools used in business practice.
Their work combines theoretical principles with the practical aspects of implementing digital solutions [10; 1].

To summarize, it can be noted that most publications share the common theme of the decisive role played by
digitalization in the transformation of marketing communications and in enhancing the competitiveness of busi-
nesses. At the same time, differences lie in the level of research (theoretical, applied, sector-specific), the object of
analysis (marketing communications, business processes, strategies, economic security) and the context (creative
industries, the agricultural sector, the processing industry, global and crisis conditions). This demonstrates the
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multidimensional nature of the issue and the need for further comprehensive research aimed at integrating
various approaches into a single conceptual model of the digital transformation of marketing communications.
Experts also note that scientific research on the transformation of marketing communications in the context of
digitalization of business and entrepreneurship under martial law usually operates with the following categories.

The digital transformation of marketing communications is not only the transfer of traditional tools to on-
line environments but also a qualitative change in the logic of interaction with audiences: from monologue to
dialogue, from reach to engagement, and from mass messaging to personalized, data-driven content.

Communication resilience of an enterprise is defined as the ability to maintain interaction with stakeholders
(consumers, partners, investors) under conditions of infrastructural and informational constraints. It includes
channel diversification, backup platforms, and the implementation of crisis communication protocols.

The military marketing context represents a specific configuration of factors, including a shift in consumer
priorities toward basic needs and security, information overload among audiences, increased sensitivity to
brand tone of voice, and the emergence of a “patriotic economy” as a new behavioral phenomenon (Fig. 1.).

The digital transformation of
marketing communications

-
An organisation’s The military
communication marketing

resilience — context

Fig. 1. Triangle of scientific terms for the transformation of marketing communications in the context
of digitalization of business and business economics under martial law

Source: built by the authors based on [1-12]

However, the distinguishing feature of the modern transformation of marketing communications in the
context of the digitalization of business and the economics of entrepreneurship lies in its interpretation as
a synergistic impact of two simultaneous transformational processes -military influence and digitalization — on
the marketing communications of entrepreneurship as a holistic phenomenon, rather than on its individual
components. Most existing research focuses either on crisis communications or on digital marketing, but not
on their interaction within an extreme military context.

The analysis of the transformation of marketing communications in the context of business digitalization
and the economics of entrepreneurship under martial law is typically based on a mixed-methods approach.

The quantitative component involves the analysis of digital analytics data from Ukrainian enterprises
(including changes in the structure of advertising budgets, conversion rates, and user behavior across various
segments of e-commerce) for the period 2021-2024, i.e., in a “before/after” framework relative to the introduc-
tion of martial law. Open databases such as Kantar, the All-Ukrainian Advertising Coalition, and Prozorro
(in terms of public procurement of marketing services) may be used.

The qualitative component includes in-depth interviews with marketing directors and SME owners, case
studies of enterprises that have successfully adapted their communication strategies under martial law, and
content analysis of communication messages from leading Ukrainian brands.

The article aims to substantiate the modern transformation of marketing communications in the context of
the digitalization of business and the economics of entrepreneurship under martial law as a synergistic effect
of two simultaneous transformational processes — war-related shock and digitalization — on the marketing
communications of Ukrainian entrepreneurship as a holistic phenomenon, rather than its individual aspects.

Materials and methods. The materials of the study include: 1) scientific works by domestic authors de-
voted to the transformation of marketing communications in the context of the digitalization of business and
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the economics of entrepreneurship under martial law; 2) results of analytical research on the transformation
of marketing communications in the context of business digitalization and the economics of entrepreneurship,
including successful cases.

In the course of the study, the following scientific methods were applied: analysis and synthesis, to sys-
tematize theoretical approaches; the abstract-logical method, to describe the content of the transformation of
marketing communications in the context of business digitalization and the economics of entrepreneurship
under martial law; case study and content analysis, to verify successful cases of the digital transformation of
marketing; and logical generalization of results, to formulate conclusions.

Presentation of the main material. The transformation of marketing communications in the context of
the digitalization of business and the economics of entrepreneurship is a natural result of profound structural
changes in the ways of creating, transmitting, and perceiving information in the modern digital environment.
The spread of digital technologies, the development of network platforms, big data, and analytical tools are
driving the transition from traditional, predominantly one-way communications to interactive, multichannel,
and personalized forms of interaction between enterprises and consumers.

Within the framework of the economics of entrepreneurship, marketing communications acquire a systemic
character and become integrated into the overall model of business processes, functioning not only as a promo-
tional tool but also as an important element of value creation for the consumer. Digitalization is transforming
the logic of enterprise communication policies, orienting them toward building long-term relationships with
customers, increasing engagement, and adapting to individual needs and behavioral characteristics.

An essential aspect of this transformation is the growing role of data as a strategic resource. The use of
digital tools enables deep market segmentation, forecasting of consumer behavior, and real-time evaluation of
communication effectiveness. This contributes to improving the accuracy of managerial decision-making and
optimizing the costs of marketing activities.

At the same time, the transformation of marketing communications is accompanied by several challenges,
including the need to integrate various communication channels, ensure message consistency, protect personal
data, and develop digital competencies among personnel. For business entities, especially small and medium-
sized enterprises, these challenges are exacerbated by limited resources and the need for rapid adaptation to
dynamic changes in the external environment.

Thus, the transformation of marketing communications in the digital economy reflects a transition toward
more flexible, customer-centric, and technologically advanced models of interaction that enhance enterprise
competitiveness and contribute to the development of the business environment. Digitalization is fundamen-
tally changing the logic of marketing communications: instead of mass messaging, businesses rely on targeting,
analytics, content strategies, mobile channels, and real-time feedback. As a result, communications become
more personalized, measurable, and adaptive to consumer behavior. This is particularly important for entre-
preneurship, where the speed of response to market changes directly affects profitability and market position.
Table 1 presents the content of the transformation of marketing communications in the context of business
digitalization and the economics of entrepreneurship.

Table 1
Content of Marketing Communications Transformation in the Context
of Business Digitalization and Entrepreneurship Economics

Transformation Economic Effect Practical Directions

From mass communication to personal- | Reduction of transaction costs, faster | Use of CRM systems for personalized
ization. Communications are segmented | market access, ability to more accu- | communication and strengthening cus-
based on customer data, increasing mes- | rately assess campaign effectiveness. | tomer loyalty.

sage relevance.

From one-time contact to continuous in- | Digital communications support com- | Development of content marketing and
teraction. Social media, chat channels, | petitive advantages and contribute to | SMM to build trust and communities
and CRM create an ongoing dialogue |forming a unique value proposition. |around the brand.

with the audience.

From intuition to analytics. Marketing | Expansion of market opportunities | Application of artificial intelligence to
decisions increasingly rely on metrics, |[for small and medium-sized busi-|analyze consumer behavior and auto-

Big Data, and digital analytics. nesses. mate campaigns.
From isolated tools to an integrated sys- | Creation of a multiplier effect and | Integration of mobile marketing as mo-
tem. Advertising, PR, content market- | diffusion of successful cases. bile channels has become a key point of
ing, email, SEO, and SMM operate as audience contact.

a unified ecosystem.

Source: built by the authors based on [7-11]
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Therefore, the digitalization of business has led to a profound transformation of marketing communications,
manifested in the personalization of consumer interaction, the strengthening of the analytical component,
the integration of digital channels, and the increasing role of data in decision-making. In the context of the
entrepreneurial economy, this enhances competitiveness while simultaneously generating new risks related to
cybersecurity and information overload.

There are already several compelling cases of digital marketing transformation in Ukraine that combine
e-commerce, mobile applications, CRM systems, targeted advertising, chatbots, and situational marketing in
social networks. These examples are most evident in retail, logistics, fintech, and service industries, where
digital channels directly influence sales and audience engagement (Table 2).

Successful cases in Ukraine share common features, including a focus on mobile channels, rapid person-
alization, active engagement in social networks, and measurable results based on digital metrics. For many
brands, the key factor has been the transition from simple advertising to a comprehensive communication
ecosystem, where websites, mobile applications, email, instant messaging platforms, CRM systems, and social
networks operate in an integrated manner. This integration enhances brand awareness, conversion rates, and
customer loyalty.

Table 2
Successful Ukrainian cases Digital Transformation of Marketing
BRAND Example of Use
Rozetka Al-driven personalization, email campaigns to increase sales and
improve the accuracy of customer data management
Nova Poshta Integration of chatbots and digital channels for rapid customer in-

teraction, communication in an almost real-time service mode

‘1‘, HOBA
§ " TIOWITA

EVA Combining online and offline sales, over 3 million mobile app instal-

lations, growth of the online channel’s share in total revenue
b ¥ o |
evala

Monobank Effective work with digital communication and social platforms,
stylish content and fast audience engagement

monobank

Universal Bank

DTEK and Ukrzaliznytsia Successful situational marketing on TikTok and other social net-

works, where strong content generated reach significantly above

average
Source: built by the authors based on [12-15]
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Thus, the conducted research is based on systemic, synergistic, and interdisciplinary approaches that enable
a comprehensive assessment of the impact of digitalization and martial law on the transformation of marketing
communications in the business sector. The methodological framework of the study mpemycmarpuBae a syner-
gistic combination of war-related shock and digital transformation as two interrelated factors that shape a new
paradigm of marketing communications. This approach makes it possible not only to describe the processes
of business adaptation but also to identify the mechanisms for the formation of sustainable communication
strategies under crisis conditions (Fig. 2).

AR CONDITIONS

-y -

g

RESILIENT
ADAPTIVE COMMUNICATION DIGITALIZATION
MARKETING STRATEGIES OF BUSINESS &
COMMUNICATIONS ENTREPRENEURSHIP

TalY

CHANGING CONSUMER BEHAVIOR
o0

'
ar(;@

Fig. 2. Cyclical model of transformation of marketing communications in the context of digitalization
of business and entrepreneurship economy under martial law

Source: built by the authors based on a generalization of theoretical and practical approaches to the digital transformation
ITof marketing communications

Conclusions. The study demonstrates that the transformation of marketing communications in Ukraine
under martial law is a multidimensional and synergistic process shaped by the simultaneous influence of two
powerful forces the military shock and accelerated digitalization. Unlike pre-war digital transformation, which
was predominantly strategic and evolutionary, the wartime context has made digital communication tools
a tactical necessity for business survival, continuity, and stakeholder trust.

The analysis of scientific literature and empirical cases confirms that digitalization has fundamentally
changed the logic, structure, and dynamics of marketing communications. Ukrainian enterprises have shifted
from traditional, channel-based communication models to personalized, interactive, data-driven, and resilient
systems capable of functioning under infrastructural constraints and heightened uncertainty. This shift has
strengthened the role of omnichannel strategies, CRM-based personalization, mobile-first communication, and
real-time interaction with audiences.

The article identifies three main concepts: digitalization of marketing communications, entrepreneurship
during crises, and economics in turbulent conditions. It highlights categories such as digital transformation,
enterprise communication resilience, and wartime marketing. The piece outlines a scientific framework for
marketing communication changes during business digitalization and martial law, explaining both economic
effects and practical implications. It presents successful Ukrainian examples and argues that current trans-
formations are driven by both digital and military influences in entrepreneurship. A cyclical model describing
these transformations is also introduced.

The proposed cyclical model of marketing communication transformation reflects the interdependence
between digital capabilities, adaptive communication strategies, and the external shock environment. It high-
lights that sustainable communication performance under martial law requires continuous learning, rapid
experimentation, and the integration of analytical tools for decision-making.

Further research should focus on quantifying the multiplier effects of digital communication tools, assessing
long-term changes in consumer behavior, and developing integrated models for communication resilience in

crisis-prone environments.
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JOIJATKOBA IHOOPMALIA
BHECOK ABTOPIB: Yci aBTopu 3po0uiu BHECOK ITOPiBHY.
DOIHAHCYBAHHS: Asropu He 0TPpUMYBAJTH (DiHAHCYBAHHSA [IJIA I[bOTO JOCITIKeHHS.
3AABA ITPO JOCTYIIHICTDb JAHMX: He 3acTocoByeThbes.
KOH®JIIKT THTEPECIB: ABTopu 3aABIATH IIPO BiCYyTHICTh KOHQJIIKTY iHTEPECIB.
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TPAHC®OPMALI! MAPKETUHTOBUX
KOMYHIKALIN Y KOHTEKCTI
LU®DPOBI3ALLIT BIBHECY 1
EKOHOMIKU MIANPUEMHULTBA
B YMOBAX BOEHHOIO CTAHY

AHoTauif. Bctyn. CyyacHuii eTan po3BuTKY CBITOBOI eKOHOMIKM
XApaKTepu3yeTbCs CTPIMKOIO LingpoBoto TpaHcPopmauieto BCix cdep
20CrnogapcbKoi gisnbHOCTI. s Ykpaitm uei npouec Habys NpuHUMNOBO
HOBO20 BMMIpY B yMOBAX MOBHOMACLITAOHO20 BOEHHO20 BTOP2HEHHS,
fKe po3noyanocs y aotomy 2022 poky: nignpueMHULTBO ONMHNUIOCA
nepeg HeobXigHICTIO 0GHOYACHO aganTyBaTUCS go Ungposisavii Ta
¢yHKLioHyBaTU B yMOBAX Ge3rpeLiegeHTHOi eKOHOMIYHOI HeCTabiNbHOCTI,
PYViHYBAHHS iHPACTPYKTYpU | TpaHcopmavii cnoxmByoi noBegiH-
K. 30 Takmx 0OCTaBUH MAPKETMH20Bi KOMYHIKaLii nepeTBopuancs 3
[HCTPYMEeHTY NpoCyBAHHA TOBAPIB i MOC/Y2 HA KPUTUYHWUI MEXAHI3M
BUXKMBAHHS Bi3HECY, NIGTPUMAHHS qoBipu CTeikxongepis i 30epexxeHHs
PUHKOBUX MO3MLA.

TpaHcdopmaLisi MapkeTUH20BUX KOMYHIKALili B YMOBAX BOEHHO20
CTAHY 3yYMOB/IEHA Gi€l0 gBOX B3AEMONOB'A3AHNX YNHHMKIB. 3 0GHO20
60Ky, 2106a1bHi TeHgeHUii unPpoBsizavii CyTTEBO 3MiHMAM KAHAMMN,
opmati Ta noziky B3AEMOGIi MiXK MignpUEMCTBAMM | CIOXMBAYAMM
30g0B20 go NoyaTky 30poiiH020 KOHPAIKTY. 3 iHLLIO20 — BOEHHUI CTAH
pi3KO npuckopmB nepexig go LuMPpoBmx IHCTPYMEHTIB KOMYHiKauii,
OCKi/IbKM TPAGULiViHi OPAITH-KaHAM BUSBUANCA HEXXMUTTE3GATHUMM a0O
Man0ePeKTUBHIMM B YMOBAX (Di3U4HIX PyiiHYBAHb, BUMYLLEHOT MigpaLii
HaceneHHs Ta 3a2a1bHoi HecTabinbHOCTI. TaKMM YUHOM, LindpoBi3aLlis
CTana He e cTpaTeidHUM TPeHgoM, d ¥ TAKTUYHOK HeoOXIgHICTIO
gns 36epexkeHHs KOMyHIKALifiHOI nprcyTHOCTI Bi3Hecy.

Pasom i3 TMM HayKoBe OCMUCEHHS Lib020 peHOMEHY 3aMLLIAETHCS
HegoCTaTHIM. bibLLUiCTb goCnigxeHb y cepi MapKeTUH20BUX KOMYHIKA-
Livi abo 30cepegKy€eTbCs HA 3020/1bHIX 3AKOHOMIPHOCTSIX LUMPPOBO2O
MapKeTuH2y 103a KPU30BUM KOHTEKCTOM, b0 po32151gde KPU30Bi
KOMYHIKauii' y BigpuBi Big npovecis gugxutanizauii. Cneundika PyHKLi-
OHYBAHHS NIGNPUEMHULTBA B YMOBAX AKTMBHO20 30POFIHO20 KOHPIIKTY,
MOEGHAHO20 3 NMPUCKOPEHOIO LINPPOBOIO TPAHCPOPMALLELD, 3ATMLLAETLCS
manogocnigxxeHoto. BigcyTHicTb LjinicHoi Mogeni, ika BpaxoByBana 6
CHHep2eTYHWI BIAMB UMX gBoX PaKTopiB Ha KOMYHIKaLiiHi cTpartezil
bi3Hecy, 3yMOB/IIOE AKTYANbHICTb | HAYKOBY 3HAYYLLICTb 06PAHOI TeMM.

MeToto cTaTTi € 06]PyHTYBAHHS Cy4dcHoi TpaHcopmayii mapke-
TMH20BUX KOMYHIKALiV y KOHTeKCTi umdpoBsisavii 6i3Hecy i eKoHOMiKM
nignpMeEMHNLTBA B YMOBAX BOEHHOR0 CTAHY K CUHEP2EeTHYHOR0 BIINBY
gBOX 0GHOYACHUX TPAHCHOPMALiFIHUX MPOLIECIB BOEHHO20 LUOKY i Lng-
POBI3aLii Ha MAPKETUH20BI KOMYHIKALil yKPAiHCbKO20 MigrnpueEMHMLTBA
K LiNNICHO20 (peHOMeHY, a He OKpeMmX 1020 aCreKTiB.

Marepiann i meTogu. Matepianamu gocaigxkeHHs €: 1) HaQyKoBi
npaui BiTYN3HIHUX ABTOPIB, NPUCBSYeHi npobaematuii TpaHchopma-
Uil MapKeTUH20BMX KOMYHIKAUi y KOHTeKCTi Lngposizauii 6isHecy i
eKOHOMIKM MIgNPUEMHNLTBA B yMOBAX BOEHHOR20 CTAHY; 2) pe3ynbTaTi
aHANITUYHUX gOCAIgMKeHb L0go TPaHCPOpMALii MAPKETUH20BMX KOMY-
HIKaLii y KoHTeKCTi Lndposisauii Gi3Hecy /i ekOHOMiKM MignpUEMHULITBA
(yeniwHi kevicn).
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Y npovjeci 3gificHeHHs gocaigykeHHs 6Y10 BUKOPUCTAHO TAKi HAYKOBI MeTOgu: aHai3 i cuHTe3 — g/1s cuctemaTmaauii eope-
TUYHMX NigX0giB; AOCTPAKTHO-I02IYHMI METOg — G/1S ONNCY KOHTEHTY TPaHCHOPMALlii MapKeTMH20BUX KOMYHIKALii Y KOHTEKCTi
unposizavii 6i3Hecy /i eKOHOMIKM MigNPUEMHMLTBA B yMOBAX BOEHHO20 CTAHY; GHAI3 KeJiCiB, KOHTEHT-aHAI3 — g/1sl Bepugika-
uii yeniwHmx keiicis Lngposoi TpaHcPopmauii MapkeTHay; 102i4HO20 y3a2a/1bHEHHS Pe3ybTaTiB (PopMY/I0BaHHS BUCHOBKIB
Ta nobygoBu LMKAIYHOI MOgesni TPaHCHOPMALLii MapkeTnH20BMX KOMYHIKALil y KOHTEKCTI undposiauii GisHecy i eKoOHOMIKM
nignpueMHULTBA B yMOBAX BOEHHO20 CTAHY).

Pe3ynbtaru. Y cTatTi 06pyHTOBAHO, LU0 KAACUYHI HAYKOBI NMigXOgM go goCaigKeHHs TPaHCHOPMALLii MaPKETUH20BUX KOMY-
Hikawis 6a3yioTbCs Ha TPbOX B3AEMOMOB'A3AHMX KOHLENTYanbHuUX 610Kax: LUM@POBI3aLii MOPKETMH20BMX KOMYHIKALiM, nignpu-
EMHMLTBI B KPU30BMUX YMOBAX TA @KOHOMIL MIgNPUEMHMLITBA B YMOBAX LLOKOBMX BIUIMBIB. BOGHOYGC BCTAHOB/IEHO, L0 Cy4dCHI
HAYKOBI gOCAg)KeHHS! TPaHCPOPpMaLlii MapkeTMH20BMUX KOMYHIKALiV Y KOHTEKCTi LundpoBi3avii 6i3Hecy i eKkoHOMiku nignpuem-
HULTBA 30 YMOB BOEHHO20 CTAHY OMepyoTb TAKUMU KIIOYOBUMM KATE20pIisMK, K LiMgpoBa TpaHCHopmaLlis MapKeTUH20BMX
KOMYHIKaLi¥, KOMYHIKQUiiHA Pe3WTIEHTHICTb MigNPUEMCTBA TA BOEHHUI MAPKETUH20BUI KOHTEKCT.

CopMOBAHO TPHEGMHY CUCTEMY HAYKOBUX TEPMiHIB, LLO BigoOPaXae 3MICT i 102iky TpaHCPopmaLifiHux npoLiecis MapkeTuH-
20BMX KOMYHIKQLI# y 3a3HaYeHnx yMOBAX, d TAKOX PO3KPUTO 3MICT TpaHcPopmavii MapkeTUH20BMX KOMYHIKALIA Y KOHTeKCTi
undposizauii bisHecy /i ekOHOMiKM NIGNPUEMHULTBA 3 YPaXyBAHHAM ii eKOHOMIYHO20 eeKTy Ta MPaKTUYHOI CIPSIMOBAHOCTI.
HasegeHo ycniluHi ykpaiHcbki Kesicu LM@poBoi TpaHcopmaLlii MapkeTnHay, 1o nigrBepgiyoTb eeKTUBHICTb iHTe2pavii ung-
POBUX IHCTPYMEHTIB Y KOMYHIKALiViHY NOMITUKY NiGNPUEMCTB.

JloBegeHo, Lo cy4acHa TpaHcopmavis MapkeTMH20BMX KOMYHIKALV y KOHTeKCTI Lndposiavii 6i3Hecy 11 ekoHoMiku nignpu-
EMHMLTBA 3yMOB/IeHA CMHEPRETUYHIUM BIIMBOM gBOX OGHOYACHMX TPAHCPopMaLiiiHiX NpoLeciB — BOEHHOR0 LLOKY Ta UMPpoBi-
3ayii — Ha cucTemMy MAapKeTMH20BMX KOMYHIKALil yKpaiHCbKO20 nignpueMHMLTBA. Ha ikl OCHOBI MOOYJOBAHO LMKAIYHY MOgesb
TpaHcopmauii MapkeTMH20B1MX KOMYHIKALV, ka BIgoOpaxxae aganTauiiiHi MexaHi3amu Ta gUHAMIKy 3MiH y KOMYHIKaLiviHii
QiSNIbHOCTI MIgNPUEMCTB B YMOBAX BOEHHO20 CTAHY.

[MepcrnexTnsu. MoganbLui gocnigxxeHHs MaloTb Oy Ty 30cepegikeHi Ha KilbKiCHOMY OLiHeHHI MylbTHIAIKaTOPHO20 eeKTy
LMPPOBUX KOMYHIKALiNHUX IHCTPYMEHTIB, OLjiHLi gOB2OCTPOKOBMX 3MiH y MOBEgiHLIi COXMBAYiB Ta pO3po0Lii iHTe2pOBAHMX
Mogeieri CTIFKOCTI KOMYHIKALin y KpM30BMX CepegqoBumLLaXx.

Knto4oBi cnoBa: mapkeTnH20Bi KOMyHiKauii, un@poBisadis, 6i3Hec, ekoHOMIKA MignpUEMHULTBA, BOEHHWIA CTAH.
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