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AKTYanbHiCTb AOCNIMKEHHA 3yMOB/IeHa pajMKa/ibHOK 3MIHOK cepefoBula (PYHKLiIOHYBaHHA YKpPaTHCbKUX
NiANPUEMCTB, Y SIKOMY BOEHHI PU3MKK, MOPYLUEHHS B pPO6OTI iHHPaACTPYKTypKu, KaapoBi BTpaTM Ta NafiHHA
NaTOCNPOMOXHOIO NOMNUTY 3HKYIOTb MPUKNaAHY PeneBaHTHICTb KNacUUYHNX MapKeTUHIOBMX NiAXO4IB. Y 3B’A3KY 3
LIMM MeTO po60TH € BU3HAUYEHHSA eCDEKTUBHNX MApPKETUHIOBUX CTPATETIi Ta cTpaTeriyHmx pilleHb A5 NignpueMcTs
YKpaiHu LWNsxoMm aHanisy eBosoLii MapKeTUHIOBOT AYMKM Ta i NepeoCMUCIEHHSI B YMOBAX BOEHHOI 1 eKOHOMIYHOT
HecTabifIbHOCTi. MeTOA0MOrYHY OCHOBY CTaHOB/ISATb CUCTEMHUIA | MOPIBHAbHWIA aHani3, SWOT-ouiHIOBaHHA Ta
CLeHapHe MogentoBaHHs e(hekTMBHOCTI cTparteriil. CucteMatn3oBaHo nepexig, Bif onepawiinHoi 10riku pasoBux yrog,
[10 CEepBICHO-OPIEHTOBAHMX | EKOCUCTEMHUX MiAXOAiB, NpOaHani3oBaHO 3MiHy PO/ CMoOXMBaya Ta TEXHOMOrYHOIO
cepefoBuLLa i1 06r'pyHTOBAHO OGMEXEHICTb 3aCTOCYBaHHSI OKPEMUX KOHLIENLi y Kp30BMX ymoBax. Ha Uili OCHOBI
cthopmoBaHo KOMNJIeKC aganTaliiH1X ynpaBAiHCbKMX PilleHb i CTBOPEHO NPUKNaAHY MaTPULII0 CTpaTeriuyHMX pilleHb
i3 CUCTEMOIO K/THOUYOBUX MOKA3HWKIB eDEKTUBHOCTI A1 OLHIOBAHHA TX €KOHOMIYHOT pe3ynsTaTMBHOCTI. TeopeTuyHa
HOBMW3HA MONAra€e y TPakTyBaHHI MapKETUHIOBMX CTPATeriii SK aHTMKPU30BOI CUCTEMW CTBOPEHHS LHHOCTI, LU0
iHTErpye cnoxvaaya y (hopmMyBaHHA €KOHOMIYHOT CTIKOCTI 6i3Hecy Ta 403BO/IAE CNiBBIAHOCUTM BUGIP IHCTPYMEHTIB
i3 KOHTEKCTOM cepefoBuLa. MNpakTUyHa HOBM3HA BMPAXAETbCSl Y PO3POO6SIEHHI yNpaBAiHCLKOrO iHCTPYMEHTapIto,
AKUIA NepeBOAMTb CTPATEriuHi OPIEHTUPK Y OnepalLiiiiHi gii Ta 3a6e3neyye 3B'A30K MiXK MAPKETUHIOBUMMU PilLIEHHSIMM
i hiHaHCOBMMU NokasHUKamu. MpakTUUHe 3aCTOCYBaHHA pe3ybTaTiB CTBOPIOE A5 KePIBHUKIB NiANPUEMCTB OCHOBY
[4NS NigBULLEHHA NPOrHO30BaHOCTI AOXOAiB, CKOPOUEHHS YNPaBNiHCLKUX LMK/IB, 36epeXeHHs KNiEHTCbKOI 6a3un Ta
3abe3neyeHHss 6e3nepepBHOCTI Gi3HeC-NpoLEeciB, (hOPMYHUM YMOBK A8 NEPEXO4y A0 CUCTEMHOMO CTpaTerivyHoro
yNpas/liHHA | NOCTYNOBOr0 HapOLLYyBaHHS AOBrOCTPOKOBOT (DIHAHCOBOI XUTTE3AATHOCTI YKPATHCHKUX NiANPUEMCTB

KnouoBi cnoBa: MapKeTWMHIoBi cTparterii, KOHUENTyaslbHi nigxoan, Matpuus cTpaTeriyHux piweHb, SWOT-
aHasni3, BOEHHa ajanTauis Gi3HeCy, eKOHOMIYHa CTiliKiCTb MignNpUEMCTB, onepadiiHa aBTOHOMHICTb, CLEeHapHe
MOAENOBaHHS.

Formulation of the problem. The current
operating conditions of enterprises in Ukraine
are determined by a combination of wartime
instability, disrupted logistics chains, labor
shortages, and declining purchasing power of

the population, which significantly complicates
the process of forming effective marketing
strategies. Under such circumstances, most
classical and contemporary marketing concepts
developed for stable economic systems
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demonstrate limited practical applicability, as
they fail to account for systemic crisis, high
levels of uncertainty, and the need to ensure
business process continuity. At the same time,
existing scientific approaches are predominantly
applied separately, without coordination among
them, which leads to unsynchronized managerial
decisions, complicates the transformation
of theoretical provisions into measurable
economic results, and prevents the formation of
a coherent architecture for enterprise anti-crisis
development. In this context, the need to rethink
evolutionary marketing approaches under the
complex conditions of a wartime economy
and to develop a matrix of effective marketing
strategies and strategic decisions becomes
increasingly relevant, capable of integrating
technologies and mechanisms of technological
and digital resilience, operational flexibility, and
value-oriented business focus, which ultimately
motivated the development of this study.

Analysis of recent research and
publications. The evolution of marketing thought
demonstrates a shift from simple transactions
to deep relationships. In relationship marketing
theory, the classical approach of Morgan
R.M., Hunt S.D. [1] was based on trust and
commitment, whereas contemporary studies
by Casaca J.A. [2] transfer these relationships
into the domain of financial calculation through
«LTV». Service-dominant logic, initiated by
Vargo S.L., Lusch R.F. [3], has been transformed
in the modern perspective of Vargo S.L. [4] into
the sale of competencies and end results rather
than products. Blue Ocean Strategy by Kim W.C.,
Mauborgne R. [5, 6] has evolved from the
search for uncontested niches to a methodology
of cost reduction combined with value growth.
In inbound marketing, the approaches of
Halligan B., Shah D. [7] have shifted toward
the requirement for automated lead generation
proposed by Jarvinen J., Taiminen H. [8]. Holistic
marketing has evolved from departmental
integration as described by Kotler P., Keller K.L.
[9] to full business process synergy outlined by
Oiku P.O., Adeyeye T.C. [10]. Agile marketing
has progressed from a team organization tool in
Accardi-Petersen M. [14] to a means of strategic
survival according to Moi L., Cabiddu F. [15].
The omnichannel approach has developed from
technical channel integration by Verhoef P.C. [16]
to ensuring experience security as emphasized
by Parmini P., Akbarina F. [17].

Highlighting previously unresolved parts
of the overall problem. Despite the fundamental
nature of existing theories, most of them

were developed for stable market conditions,
which creates significant limitations for their
application under wartime and infrastructure
crisis conditions. In relationship marketing, the
approaches of Morgan R.M., Hunt S.D. [1] and
the «LTV» models of Casaca J.A. [2] rely on
resource-intensive human interaction, without
accounting for rising personnel costs; therefore,
this study proposes the strategy of «Algorithmic
Empathy» using Al. Within service-dominant
logic, Vargo S.L., Lusch R.F. [3; 4] overlook
consumers’ affordability constraints, which
is addressed through the strategy of «Asset
Servitization» by transitioning to subscription-
based models. The methodology of Kim W.C.,
Mauborgne R. [5, 6] does not account for R&D
risks in active combat zones, which justifies
the strategy of «Commercialization of Crisis
Innovations». The approaches of Halligan B.,
Shah D. [7] and Jarvinen J., Taiminen H. [8]
involve long payback periods; therefore, the
strategy of «Expert Diplomacy» is proposed for
rapid monetization of expertise. Holistic models
by Kotler P., Keller K.L. [9] and Oiku P.O.,
Adeyeye T.C. [10] prove ineffective under
extreme conditions, which is addressed through
the strategy of «Culture of Internal Mobilizations.
Within Marketing 3.0-5.0 [11, 12, 13], declarative
mission statements are compensated by the
strategy of «Integrated Social Responsibility».
Agile marketing by Accardi-Petersen M. [14]
and Moi L., Cabiddu F. [15] is transformed into
the strategy of «Situational Scenario Planning».
The omnichannel approach of Verhoef P.C. [16]
and Parmini P., Akbarina F. [17] is supplemented
by the strategy of «Autonomous Availability»
to ensure business continuity under blackout
conditions.

Formulation of the article's objectives. The
purpose work is to identify effective marketing
strategies and strategic decisions for Ukrainian
enterprises through an analysis of the evolution
of marketing thought and its reinterpretation
under conditions of military and economic
instability. The tasks of the work. To achieve the
purpose, a set of tasks is solved in the work:
1. systematization of the evolutionary path
of marketing thought to identify fundamental
changes in the logic of value creation;
2) adaptation of the considered approaches
to Ukrainian realities through the lens of
«SWOT-analysis», identifying specific strategic
opportunities opened by the systemic crisis;
3) comparison of the effectiveness of approaches
in stable and turbulent environments with the
determination of specific business outcomes and
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«KPlIs»; 4) development of a strategic decision
matrix that synthesizes historical experience and
anti-crisis strategies.

Summary of the main material. For building
an effective strategy, it is first necessary to
systematize the evolutionary path of marketing
thought. Therefore, it is advisable to define
the structural chronology and essence of key
approaches, which makes it possible to identify
fundamental changes in the logic of value
creation, ranging from product orientation to
ecosystem thinking. Considering relationship
marketing in the context of manufacturing
business, we observe a clear shift from ethical
agreements to financial pragmatism. While the
classical approach of Morgan R.M., Hunt S.D.
[1] was based on the idea that the supplier
and distributor simply «trust» each other and
fulfill their obligations (the factory ships bricks
on time, and the dealer sells them honestly),
the modern concept of Casaca J.A. [2] moves
these relationships into the domain of «LTV»
calculation (partner lifetime value). For an
entrepreneur, this means abandoning the «ship
and forget» strategy in favor of implementing
a system of retro bonuses and joint inventory
planning. In practice, this looks like a furniture
fittings manufacturer not merely selling hinges
to a furniture factory, but integrating into
its production cycle, guaranteeing product
availability in the warehouse on a «day-to-day»
basis, which maximizes profit from this client in
the long term instead of a one-time sale of a large
discounted batch. A logical continuation of this
idea is the evolution of «Service-dominant logic»
(S-D Logic). The early theory of Vargo S.L.,
Lusch R.F. [3] encouraged machine tool
manufacturers to realize that they sell not
metal but processing services; however, the
modern perspective of Vargo S.L. [4] goes
further by proposing the sale of end results and
competencies. In the field of climate control
equipment, this implies a shift in the business
model, where instead of simply selling an
industrial air conditioner and earning a margin
(the old approach), the company signs a
contract for «temperature regime provision»
(the new approach). The entrepreneur sells not
equipment but stable workshop temperature for
a monthly fee, assuming all breakdown risks.
This fundamentally distinguishes the modern
approach, as it transforms a one-time product
sale into a stable service revenue stream. In
saturated markets, an updated understanding
of «Blue Ocean Strategy» becomes critically
important. While the original idea of Kim W.C.,

Mauborgne R. [5] inspired entrepreneurs to
search for uncontested niches (such as craft
beer before it became mainstream), their later
methodology [6] provides tools for cost reduction
alongside value growth. For a local semi-finished
food producer, this means not merely «doing
something unique», but, for example, launching
a line of restaurant-quality frozen meals (value)
in vacuum packaging without bright graphics
and selling them exclusively through online
subscriptions (reducing logistics and marketing
costs). This approach enables exit from price
wars with supermarkets by following a clear
algorithm of action rather than intuition. Changes
in inbound marketing also dictate new rules for
sales departments. Previously, based on the
works of Halligan B., Shah D. [7], an agricultural
machinery company would simply maintain a
blog about yields, hoping that customers would
call on their own initiative. In contrast, the modern
approach of Jarvinen J., Taiminen H. [8] requires
automated generation of warm leads. In practice,
this is implemented by creating an online tractor
«ROI» calculator on the website, where farmers
enter their field area (content), and the system
automatically calculates benefits and transfers an
already «warmed-up» lead with a specific inquiry
to the sales manager. This is significantly more
effective than cold calls, as trust is established
even before interaction with the salesperson.
The evolution of holistic marketing directly
affects operational efficiency. While Kotler P,
Keller K.L. [9] spoke about departmental
integration, Oiku P.O., Adeyeye T.C. [10]
demonstrate the necessity of full business
process synergy. For the owner of a coffee shop
chain, this means that coffee taste, cleanliness,
Wi-Fi speed, and barista communication tone on
«Instagram» must be synchronized. If marketing
promises «coziness», but loud music plays in the
cafe and tables are dirty, there is no synergy, and
the business loses money. The modern approach
requires logistics, HR, and marketing to operate
as a single mechanism to create an integrated
product. The transformation of value orientations
from «Marketing 3.0» to contemporary resonance
models also has practical implications. Instead
of general declarations about «mission»,
characteristic of early Kotler P. [11], his more
recent research [12; 13] proposes seeking
deep resonance. An example from apparel
manufacturing involves a company not merely
stating «we support ecology», but launching a
garment repair service to extend product life. This
resonates with conscious consumers who prefer
not to buy new items and creates an emotional
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connection that converts into loyalty exceeding
simple satisfaction with fabric quality. Modern
«Agile marketing» is particularly relevant for
small and medium enterprises. While Accardi-
Petersen M. [14] previously proposed using
sprints for team organization, Moi L., Cabiddu F.
[15] view it as a survival tool and a way to shorten
«time to market». For a confectionery workshop,
this means abandoning six-month development
of an «ideal cake». Instead, the entrepreneur
releases a pilot batch of three new flavors,
sells them via «Instagram» over the weekend,
collects feedback, and on Monday launches
into production only the one that «gained
the most popularity» among customers. This
represents effective operation under uncertainty,
saving both resources and time. Regarding
omnichannel marketing, the contemporary

version of Parmini P., Akbarina F. [17] surpasses
the technical channel integration of Verhoef P.C.
[16] by focusing on experience security and
seamlessness. For a building materials store,
this means customers can order cement online,
pay in installments through a banking app, and
pick it up from the warehouse simply by showing
a «QR code», without queues or paper invoices.
If a failure occurs at any stage (for example,
payment is not visible at the warehouse), the
customer will turn to a competitor; therefore, the
modern emphasis on customer experience is
critically important for sales retention.

Understanding the theoretical foundation is
only the first step therefore, to transform theory
into a practical tool, we formation of future vectors
of marketing strategies of enterprises based on
the results of SWOT-analysis in Table 1.

Table 1

Formation of future vectors of marketing strategies of enterprises
based on the results of SWOT-analysis

Approach SWOT-analysis Strategy for Ukraine
1 2 3
Strengths C1 «Algorithmic
Formation of affective attachment that makes the consumer | Empathy»
insensitive to price dumping by competitors Implementation
) ) Weaknesses of Al sys_tems _th_egt
ﬁgﬂg&sgh'p Critical increase in operating costs for personnel when gﬂ;%rgﬁt&?'%ﬂg'ate
trying to scale «live» communicat[ic_Jn in moments of crisis
Opportunities (shelling, blackouts),
Using generative Al to create the illusion of personal imitating the care
communication without involving call center operators of a manager
Strengths o
Business resilience to disruption of logistics chains, E:/I%\;ﬁss%regrﬁg\gﬁg-g»
as value is created through the provision of access or time sgle model
knowledge, rather than the shipment of goods of equipment to a
S-D Logic Weaknesses subscription model
(Service) High cognitive barrier for conservative customers who for its functions
are used to paying for a physical object, not a function (for example,
Opportunities «energy as a
: : - service» instead of
Scaling of Sharing Economy models due to the inability selling a generator)
of the population to purchase expensive assets
Strengths C3
Guaranteed receipt of monopoly rent in the newly created | «Commercialization
market niche until the first imitators appear (éf Crisis |fnno_vat|ons»
Weaknesses tx%ortlo l_Jnllque
Blue Ocean i et ; echnologica
The need for significant capital investment in R&D solutions (mine
Strategy ; ; o :
with a high probability of market failure clearance, secure
Opportunities communication) that
. . _ have been validated
Creating global demand for specific Military-Tech solutions  |in real combat
and dual-use technologies conditions
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(End of Table 1)

1 2 3
Strengths ca «E .
Generating a flow of «Warm» leads with high conversion Dipfé)rri(gg»
thanks to prior trust building through content Creating English-
Inbound Weaknesses language educational
Marketing There is a long time lag (6-12 months) between investing in |hubs that sell
content creation and receiving the first profit Ukrainian experience
Opportunities In anti-crisis t
Using global media interest in Ukraine to broadcast \r/nvzrs]?grﬁnégrr]po?ations
professional expertise, not just war news
Strengths
The system'’s ability to self-heal and instantly redistribute C5 «Culture of
resources between departments in critical situations Internal Mobilization»
o Weaknesses Creating cross-
Holistic Loss of flexibility and speed of response due to the functional rapid
Marketing complexity of internal coordination procedures in large response teams that

hierarchies

Opportunities

Natural mobilization of personnel around corporate goals,
which are perceived as part of a nationwide resistance

combine the powers
of marketing, logistics
and security

Strengths

Transforming the client base into a community of brand
advocates ready to defend the company during information
attacks

C6 «Integrated Social
Responsibility»

Embedding

Marketing 3.0 , Weaknesse_s — social assistance
(Value) " | The risk of complete loss of reputation if a discrepancy mechanisms

is discovered between patriotic statements and actual (rehabilitation of

business actions veterans) directly

Opportunities mtodthe_company‘s
Attracting impact investments and grant funding from production processes
international donors focused on social impact.
Strengths

e possiilty of & adical change n he busiess model |7 cSiuational

pIvOl, y ponse o a change in the Scenario Planning»

situation on the front Abandoning long-
Agile Weaknesses term strategies in
marketing Loss of brand integrity and strategic development vector favor of developing

due to constant response to short-term stimuli alternative action

Opportunities scenarios for 2-week
Using skills to work under uncertainty as a unique selling sprints
proposition (USP) in stable Western markets
Strengths

Maintaining the transactional capacity of the business C8 «AUtonomous

through duplication of sales channels in offline and online Availability»

environments Deploying a
Omnichannel Weaknesses Network of «Points
Marketing Critical increase in costs for supporting complex IT of Invulnerability»

infrastructure for real-time data synchronization

Opportunities

Creation of autonomous retail islands capable of providing
service in conditions of complete energy isolation

in Retail Operating
Under Offline Priority
Protocols

Source: compiled by the author based on [1-17]
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It should be noted that the availability of
digital or physical tools does not guarantee
success without considering context. Under
wartime conditions, standard mechanisms may
fail or produce reverse effects. Therefore, it is
necessary to adapt the examined approaches
to Ukrainian realities through «SWOT-analysis»,
identifying specific strategic opportunities. Based
on the detailed «<SWOT-analysis» presented in
Fig. 2, we can propose comprehensive marketing
strategies for Ukrainian enterprises, where each
decision results from an assessment of strengths,
vulnerabilities, and market opportunities.
Considering relationship marketing, we observe
that despite its strong aspect in the form of
customer’s affective attachment, Ukrainian
businesses face a critical weakness due to
rising personnel costs required to maintain live
communication. Taking this into account, as well
as the possibility of using modern technologies,
we propose the strategy of «Algorithmic
Empathy»; therefore, based on the results of the
«SWOT-analysis», it would be appropriate to
implement «Al» systems that mitigate resource
constraints and automatically initiate supportive
dialogueincrisismoments, simulating managerial
care and preserving loyalty without expanding
staff for prepared businesses. With regard
to the «Service-dominant logic» (S-D Logic)
approach, the conducted analysis indicates
business resilience to logistics disruptions as a
key advantage, which nevertheless encounters
consumer’s cognitive limitations, as they are
accustomed to paying for products rather than
functions. Considering the potential scaling
of the sharing economy due to declining
purchasing power, it would be appropriate to
implement the strategy of «Asset Servitization»,
which provides for a transition from one-time
equipment sales to subscription-based functional
models, for example selling energy as a service,
enabling adaptation to economic realities and
overcoming customer conservatism. In the
context of «Blue Ocean Strategy», where there
is a high probability of obtaining monopoly profits
bordering on the risk of losing significant R&D
investments, we therefore propose the strategy
of «Commercialization of Crisis Innovations».
Based on the analysis of external opportunities,
in particular global demand for «Military-Tech»,
it would be advisable for Ukrainian enterprises
to export unique technological solutions, such
as demining systems validated in real combat
conditions, transforming risky developments
into a stable source of foreign currency revenue.
Analyzing «Inbound marketing», we consider

the high conversion of warm leads as a strength
that is offset by long payback periods. Given the
global media interest in Ukraine, we can propose
the strategy of «Expert Diplomacy», according to
which itwould be appropriate to establish English-
language educational hubs to sell Ukrainian
anti-crisis management expertise to Western
corporations, allowing expertise to be monetized
faster than through classical content marketing.
For holistic marketing, which is characterized by
system self-recovery capability but suffers from
loss of flexibility in large structures, we propose
the strategy of «Culture of Internal Mobilizations.
Taking into account the possibility of natural staff
consolidation around national goals, it would
be appropriate to create cross-functional rapid
response teams that combine the authorities of
different departments, enabling the overcoming
of internal bureaucracy and synchronized action
under extreme conditions. Within the «Marketing
3.0» concept, where there is a risk of reputational
losses due to inconsistency between actions and
patriotic statements, we propose the strategy of
«Integrated Social Responsibility». Relyingonthe
availability of international impact investments, it
would be appropriate for businesses to embed
social assistance mechanisms, such as veteran
rehabilitation, directly into production processes,
thereby protecting corporate reputation and
gaining customer support through such solutions.
Applying the «Agile approach», we recognize the
ability to radically change course as a strength
that may lead to loss of strategic coherence.
Using the ability to operate under uncertainty
as a unique selling proposition, we propose the
strategy of «Situational Scenario Planning»,
according to which it would be advisable to
abandon long-term plans in favor of developing
variable scenarios for short sprints, enabling
effective monetization of adaptability in Western
markets. Considering «<Omnichannel marketing»,
where critical growth in IT infrastructure costs
threatens profitability, we propose the strategy
of «Autonomous Availability». Based on the
analysis of opportunities to create autonomous
trading zones, it would be appropriate for retailers
to deploy a network of resilience points operating
under «Offline-First» protocols, ensuring sales
continuity even under conditions of complete
energy isolation.

Having identified the strategic vectors, it is
now critically important to assess their economic
feasibility and measurability. Therefore, in
Table 1 we present a comparison of the
effectiveness of marketing strategies in stable
and turbulent environments, identifying specific
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business outcomes and «KPlIs» that enable
enterprise managers to monitor the success
of implementing both planned and unplanned
changes (Fig. 1).

Based on the data in Fig. 1, we conducted a
sequential analysis of the contextual applicability
of each approach, revealing the specifics of their
use under different macroeconomic conditions,
projected outcomes, and performance indicators.
The analysis of the relationship marketing
approach demonstrates a clear differentiation
of tactics, where in stable environments with
abundant resources the priority is stimulating
cross-selling and increasing average transaction
value through deep customer profile insights.
Conversely, in Ukraine’s turbulent environment
with limited resources, the focus shifts toward
minimizing customer acquisition costs by
leveraging the existing customer base to
generate rapid liquidity in the form of pre-
orders. The implementation of this approach
aims to ensure predictable inflows to cover
fixed costs, monitored through customer lifetime
value «LTV», churn rate «Churn Rate», and net
promoter score «NPS». Considering «Service-
dominant logic» (S-D Logic), market stability
facilitates a transition toward platform-based
business models, where value is generated
through network effects and partner integration.
Under crisis conditions in the Ukrainian economy,
this approach transforms into a strategy of
converting customer capital expenditures into
operating expenses, thereby lowering the entry
barrier to service consumption. The expected
business outcome is margin expansion through
the provision of high-margin services instead
of low-margin products, with effectiveness
measured by service margin percentage, usage
frequency «Usage Rate», and service availability
time. In the context of «Blue Ocean Strategy»,
resource availability enables the establishment
of industry standards in new categories to create
high entry barriers, whereas limited resources
require leveraging information asymmetry and
unique local experience to form export offerings.
The projected result is diversification of currency
risks through revenue from exporting unique
products, tracked via market share in the new
category and innovation margin. The inbound
marketing approach under resource-rich
conditions focuses on monetizing expertise and
building enterprise (brand) equity through thought
leadership; however, in Ukrainian realities it
adapts to low-budget lead generation via organic
search traffic and viral content distribution. This
allows reduction of the marketing budget share

within cost structure, assessed through customer
acquisition cost «CAC», organic traffic growth,
and content-to-lead conversion.

The ultimate goal is minimizing internal
entropy and transaction costs, monitored
through employee engagement index, decision-
making speed, and channel alignment index.
Marketing 3.0 under sufficient resources is
oriented toward attracting institutional capital
through compliance with «ESG-criteria»,
whereas in crisis environments it functions as
a reputational shield that mitigates impacts
on the enterprise (brand) during systemic
disruptions. The projected outcome is access
to concessional financing and grant programs,
measured by brand trust index and volume of
attracted social investments. The use of «Agile
marketing» in stable environments accelerates
the innovation cycle to maintain technological
leadership; meanwhile, in Ukraine’s unstable
environment this approach serves as a tool for
dynamic redistribution of working capital into
short-term projects to support liquidity. This
ensures minimization of sunk costs through
rapid elimination of non-viable hypotheses,
controlled by metrics such as «time to market»
and incident response speed. The application of
omnichannel marketing in favorable conditions
creates a seamless data-collection ecosystem;
however, under constrained conditions its role
is reduced to ensuring business continuity
through redundancy of sales channels.
The result is diversification of revenue loss
risks via independence from physical locations,
assessed through channel conversion rates and
product availability.

Next, synthesizing historical experience, anti-
crisis strategies, and economic metrics, we must
develop a strategic decision matrix for Ukrainian
business that combines digital and physical
resilience to ensure business growth during the
wartime period (Fig. 2).

The strategic decision matrix for Ukrainian
business presented in Figure. 2 highlights that
no single approach represents a universally
correct solution under conditions of polycrisis;
therefore, it is necessary to develop integrative
strategic solutions that combine operational
flexibility, technological resilience, and deep
value orientations. The first and most critical
priority becomes the physical survival of the
enterprise and its ability to operate without
interruptions, which requires businesses to
combine maximum flexibility with customer
accessibility. This means that entrepreneurs
should abandon attempts to plan an entire
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I
Key performance metrics
|

LTV (lifetime value), Churn Service Margin %, Usage Rate Market Share in the new CAC (C.OSt of acquisition),
. category, share of export Organic Traffic Growth,

Rate (outflow), NPS (loyalty (frequency of use), Service - . .

. . . A revenue, marginality of conversion of content into
index), Net Dollar Retention Uptime (availability time) . .

innovation leads
T
Key performance metrics
1

Key performance metrics Key performance metrics
1 1

Diversification of currency risks Reducing the share of the

Ensurln.g forecasted revenues EX panding margins by pr9v1d1ng through receiving foreign marketing budget in the cost
(Recurring Revenue) to cover | |highly profitable services instead .
. exchange revenue from the structure (Marketing
fixed costs of low-margin products . . .
export of a unique product Efficiency Ratio)
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Forecasted business result
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Forecasted business result Forecasted business result Forecasted business result
| | |

Transformation of the client's L . .
Using information asymmetry Low-budget lead generation

Minimizing customer . .
mmIzIng capital expenditures (CAPEX) . . . !
acquisition cost (CAC) by . X and unique local expertise to through organic search traffic
. - into operating expenses (OPEX), . : o
using the existing base to . . create an export-oriented value || and viral content distribution
enerate liquidity (pre-orders) which lowers the barrier to entry proposition on social media
& for consuming the service
Turbulent environment Turbulent environment Turbulent environment Turbulent environment
Stimulating cross-selling and | | Transition to a platform business Setting a de facto industry .. .
. . Monetizing expertise and
model, where value is generated standard in a new category, oy . .
building high brand equity

increasing the average check
(Up-selling) through in-depth
knowledge of the client profile partner integration

through network effects and creating high barriers to entry through thought leadership
for followers

Stable environment Stable environment Stable environment

Stable em‘/ironment
‘ 1. Relationship Marketing H 2. S-D Logic (Service) ‘ ‘ 3. Blue Ocean Strategy ‘ ‘ 4. Inbound Marketing
Approach t I t Approach4f

COMPARATIVE ANALYSIS OF THE EFFECTIVENESS AND METRIC SUPPORT OF MARKETING STRATEGIES
IN STABLE AND CRISIS ECONOMIC SYSTEMS

Approach [ h
I pPp s Approac
5. Holistic Marketing 6. Marketing 3.0 (Value) ‘ ‘ 7. Agile marketing ‘ ‘ 8. Omnichannel Marketing
Stable environment

Stable environment Stable environment Stable environment

Asset synergy and elimination N . Accelerating the innovation | |Creating a seamless ecosystem
ynersy Attracting institutional capital ne’ vato g 08y
cycle to maintain technological || to maximize touchpoints and

of interdepartmental friction to . .
. through compliance with global .
maximize return on assets L o leadership and stay ahead of collect data on customer
sustainability criteria (ESG) . .
(ROA) competitors behavior
Turbulent environment Turbulent environment Turbulent environment Turbulent environment
. Forming a protective . . . . -
Preservation of the company’s . £ap . Dynamic reallocation of Ensuring business continuity
AR reputational shield that cushions . . . .
institutional memory and key . working capital to short-term (Business Continuity
. o the blow to the brand in the . . . L .
competencies in conditions of . . high-yield projects to maintain || Planning) through backup of
. event of operational failures or L
high staff turnover . liquidity sales channels
crises
Forecasted business result Forecasted business result

Forecasted business result Forecasted business result

.. . s Diversification of risks of loss
Gaining access to concessional | | Minimizing sunk costs through . .
of income due to decoupling

Minimizing internal entropy
and transaction costs within financing and international rapid testing and elimination of . .
. . from specific physical
the organization recovery grant programs unviable hypotheses .
locations
Key performance metrics Key performance metrics

Key performance metrics

Key performance metrics
Time-to-Market, number of Conversion Rate by channels,

successful pivots, incident percentage of lost orders,
response rate (MTTR) availability rate

Brand Trust Index, volume of
social investments attracted,
brand citation index

Employee Engagement Score,
decision-making speed,
channel consistency index

Fig. 1. Comparative analysis of the effectiveness and metric support of marketing strategies
in stable and crisis economic systems

Source: generated by the author
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year in advance, as this is impossible under
wartime conditions, and instead shift to short
two-week planning cycles, enabling rapid course
adjustments depending on frontline or energy
sector developments. In parallel, operations
must be organized so that sales do not depend
on electricity availability in a specific store,
because if power is lost, customers must still be
able to order products through cloud services,
while on-site staff should be empowered to make
decisions independently without calling head
office. Technically, this is ensured by transitioning
to mobile-enabled applications, using satellite
communication terminals «Starlink», generators,
and converting conventional stores into mini-
warehouses, as implemented by «Rozetka»
or «Best Buy». The second important step is
preserving cash and customers, not through
aggressive advertising, but through humanity
and partnership. Businesses should shift their
communication tone from «buy from us» to «we
are going through this together», integrating the
option to donate to the army directly into the
purchasing process, which gives customers a
sense of participation in a shared cause. When
people see that by purchasing your coffee
or service, they are bringing victory closer,
this creates a much stronger bond than any
discount. To achieve this, companies will need
«CRM systems» that help understand customer
sentiment, as well as the organization of live
community meetings or volunteer fundraisers,
as successfully implemented by «Monobank»
through its «jars». The third direction involves
entering foreign markets to avoid dependence
solely on the situation in Ukraine, using a strategy
of searching for unoccupied niches ignored
by major global players. Ukrainian companies
should sell not merely products, but their unique
expertise and ability to operate under any
conditions, transforming the «Made in Ukraine»
brand into a symbol of resilience and quality.
Entering Western markets is better achieved not
through direct advertising, but through customer
education and demonstration of craftsmanship,
which requires «LinkedIn» profiles, educational
platforms, and physical warehouses in Poland
or Germany, as practiced by «Nova Post».
The fourth direction involves transforming the
product itself to meet new human needs, where
the primary focus shifts from selling an item to
guaranteeing an outcome.

Instead of simply selling a charging station
(charging unit), businesses should offer an
«energy independence» service, assuming
full responsibility for setup and maintenance,

or engage customers in service improvement
through continuous feedback. This requires
enterprise teams to unite around a shared goal of
helping people, through technical integration of
smart sensors for remote equipment monitoring
and mobile repair teams, as implemented
by «DTEK» or «Philips». Thus, the secret of
success lies not in complex transformations,
but in building a resilient system where digital
technologies safeguard physical sales points,
and genuine human relationships with customers
become the company’s primary financial asset.

Conclusions. The results of the conducted
study made it possible to systematize the
evolution of marketing strategies and their
adaptation to the conditions of Ukraine’s
wartime economy, ensuring a transition from the
application of isolated approaches to an applied
system of strategic decisions with a clear linkage
to key performance indicators. The obtained
results demonstrate how the combination of
offer servitization, operational autonomy, and
short scenario-based management cycles will
contribute to reducing customer acquisition
costs, increasing the share of service margin,
and shortening time to market for products
(services). The theoretical novelty of the
study lies in formalizing marketing strategies
as an interconnected system of anti-crisis
development. This approach ensures a shift
from product-oriented to service-oriented
thinking and integrates the role of the consumer
into the mechanisms of enterprise resilience
formation. At the same time, the contextual
applicability of individual elements of each
concept under stable and turbulent conditions
is analytically substantiated, and key criteria
for managerial decision effectiveness are
identified. The practical novelty consists in
developing a detailed strategic decision matrix
with measurable indicators and implementation
algorithms. This provides managers with tools
to translate strategic priorities into consistent
operational actions aimed at optimizing cost
structures, monetizing crisis-driven innovations,
developing autonomous sales channels,
and implementing short planning iterations.
The implementation of the research results
will enable enterprises to improve cash flow
predictability, shorten managerial decision-
making cycles, and retain their customer base
under conditions of instability. In the long term,
this will ensure systematic formation of business
financial viability and transformation of crisis
challenges into a manageable space of strategic
development opportunities.
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«Rozetka» - Autonomous points, dynamic logistics, «Best Buy» -
stores as warehouses»

«Monobank» - a bank for collecting money, a volunteer cat,
«Patagoniy» - value activism.

Implementation examples

Implementation examples
Il

Starlink (backup communication), EcoFlow/Generators (energy
independence), cash reserves, physical bomb shelters.

Physical rewards (merch, badges), offline community events,
volunteer hubs, physical «Banks» for fundraising

Physical stability

Physical stability

Cloud ERP (for access from anywhere), mobile POS terminals (Tap
to Phone), messengers for coordination.

CRM with Al modules (sentiment analysis), gamified
applications, donation platforms (bank APIs).

Digital sustainability
1

Digital sustainability

1. Decentralization of warehouses and decision points; 2.
Implementation of 2-week planning sprints; 3. Duplication of
critical infrastructure (energy, communications); 4. Synchronization
of online/offline balances.

1. Launching loyalty programs with elements of charity; 2.
Personalization of communication: «We are there, we
understandy; 3. Creating a community around the brand. 4.
Transparent reporting on assistance to the army/society.

Application steps

Application steps

The strategy is based on the transition from annual planning to two-
week sprints for rapid adaptation to security changes, the
deployment of a hybrid sales model with cloud-based backup of
physical points, and the delegation of authority to line managers for
autonomous decision-making.

Communication is transformed from sales-oriented to partner-
empathic, with the rejection of aggressive marketing, charitable
mechanisms are integrated directly into the business model to
create a sense of shared participation, and gamification elements
are used to maintain emotional connection and reduce user stress.

Strategy

Strategy

| Agile (Flexibility) and Omnichannel (Availability) strategies | |

Combination of marketing strategies

Relationship Marketing and Marketing 3.0 strategies |

Combination of marketing strategies

1. Operational survival and continuity

2. Customer retention and financial stability |

7

7y

MATRIX OF STRATEGIC MARKETING SOLUTIONS FOR UKRAINIAN BUSINESS |

A 4

3. Global expansion and risk diversification

A 4
4. Adapting the product to new needs |

Combination of marketing strategies
1

Combination of marketing strategies
1

Blue Ocean (Innovation) and Inbound (Expertise) strategies

S-D Logic (Service) and Holistic (Unity) strategies |

Strategy

Strategy

Companies should enter foreign markets by searching for narrow
niches ignored by global players, using Ukrainian adaptability as a
competitive advantage, promotion should be based on educational

content instead of direct advertising, and the «Made in Ukraine»

brand should be positioned as a marker of invincibility and
innovation.

Companies should move from selling products to providing
comprehensive solutions with a guarantee of the final result,
involve consumers in product improvement through constant
feedback cycles, and unite staff around a single social mission to
increase motivation and the quality of customer service.

Application steps

Application steps

1. Analysis of «white spotsy» in the EU/US markets; 2. Creation of
educational content (in English); 3. Adaptation of the product to
Western standards; 4. Partnership with local distributors through

expertise.

1. Repackaging a product into a service (rental, subscription); 2.
Creating a culture of service within the team; 3. Collecting
feedback in real time; 4. Integrating the customer into the value
creation process.

Digital sustainability

Digital sustainability

LMS (learning platforms), LinkedIn Sales Navigator, market
analysis tools (Statista), localized CMS.

Service Desk platforms, IoT sensors (for remote monitoring),
Feedback loops (Typeform).

Physical stability

Physical stability

Logistics hubs in the EU (Poland, Germany), physical showrooms,
export product samples, participation in international exhibitions.

Repair crews, mobile workshops, spare parts inventory, physical
infrastructure (networks, equipment).

Implementation examples

Implementation examples

«Nova Post» - delivery for the Ukrainian diaspora abroad,
«Salesforce» - Trailhead ecosystem.

«DTEK» - digitalization of outage schedules as a «Servicey,

«Philips» - Light-as-a-Service.

Fig. 2. Matrix of strategic marketing decisions for Ukrainian businesses
Source: generated by the author




EKOHOMIKA TA CYCIMNINbCTBO Bunyck # 83 / 2026

REFERENCES:

1. Morgan, R.M., Hunt, S.D. (1994). The Commitment-Trust Theory of Relationship Marketing. Journal of
Marketing, vol. 58(3), pp. 20-38. DOI: https://doi.org/10.2307/1252308

2. Casaca, J.A. (2024). Relationship Marketing and Customer Retention. Studies in Business and Economics,
vol. 18 (3), pp. 44-66. DOI: https://doi.org/10.2478/sbe-2023-0044

3. Vargo, S.L., Lusch, R.F. (2004). Evolving to a New Dominant Logic for Marketing. Journal of Marketing,
vol. 68 (1), pp. 1-17. DOI: https://doi.org/10.1509/jmkg.68.1.1.24036

4. Nariswari, A., Vargo, S. (2024). Service-Dominant Logic: Theoretical Foundations and Directions. Humanism
in Marketing. pp 153-186 DOI: https://doi.org/10.1007/978-3-031-67155-5_8.

5. Kim, W.C., Mauborgne, R. (2005). Blue Ocean Strategy: How to Create Uncontested Market Space and Make
the Competition Irrelevant. Boston : Harvard Business Review Press. 256 p.

6. Kim, W.C., Mauborgne, R. (2017). Blue Ocean Shift: Beyond Competing. Boston : Hachette Books. 288 p.

7. Halligan, B., Shah, D. (2009). Inbound Marketing: Get Found Using Google, Social Media, and Blogs. Hobo-
ken, NJ : John Wiley & Sons. 256 p.

8. Jarvinen, J., Taiminen, H. (2016). Harnessing marketing automation for B2B content marketing. Industrial
Marketing Management, vol. 54, pp. 164-175.

9. Kotler, P., Keller, K.L. (2006). Marketing Management. 12th ed. Upper Saddle River, NJ : Prentice Hall. 720 p.

10. Oiku, P.O., Adeyeye, T.C. (2023). Effects of Holistic Marketing on Organizational Performance. British Jour-
nal of Management and Marketing Studies, vol. 6 (3), pp. 117-127. DOI: https://doi.org/10.52589/BIJIMMS-W3PA-
KKN6

11. Kotler, P., Kartajaya, H., Setiawan, I. (2010). Marketing 3.0: From Products to Customers to the Human
Spirit. Hoboken, NJ : John Wiley & Sons. 208 p.

12. Kotler, P.,, Kartajaya, H., Setiawan, 1. (2017). Marketing 4.0: Moving from Traditional to Digital. Hoboken,
NJ : John Wiley & Sons. 184 p.

13. Fatimah, S., et al. (2025). Resonance Marketing 5.0. Jurnal Multidisiplin Sahombu, vol. 5(4), pp. 655-666.
DOI: https://doi.org/10.58471/jms.v5i04

14. Accardi-Petersen, M. (2012). Agile Marketing. Berkeley, CA : Apress. 248 p.

15. Moi, L., Cabiddu, F. (2021). Leading digital transformation through an Agile Marketing Capability: the case
of Spotahome. Journal of Management and Governance, vol. 25(4), pp. 1145-1177. DOI: https://doi.org/10.1007/
$10997-020-09534-w

16. Verhoef, P.C., Kannan, P.K., Inman, J.J. (2015). From Multi-Channel Retailing to Omnichannel Retailing:
Introduction to the Special Issue on Multi-Channel Retailing. Journal of Retailing, vol. 91(2), pp. 174-181. DOI:
https://doi.org/10.1016/j.jretai.2015.02.005

17. Parmini, P., Akbarina, F. (2025). Omnichannel Marketing Strategy and Its Impact on Customer Satisfac-
tion in Retail. International Journal of Economic Literature (INJOLE), vol. 2(12). DOI: https://doi.org/10.5281/
zeno0do.17262953

Jata HagxomxkeHHsA cTatTi: 10.02.2026
Hata npuinHatTtsa ctartTi: 02.03.2026
Hata ny6nikauii ctartti: 10.03.2026





