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Summary. Introduction. In the context of military conflict, marketing
activities of enterprises are undergoing significant transformation. War
introduces both external threats (political instability, economic recession, shifts
in consumer behavior) and internal challenges (urgent adaptation needs, limited
resources), which critically affect the effectiveness of brand management. In such
circumstances, digital communication tools become essential for sustaining
brand resilience.

Purpose. The aim of this article is to analyze the adaptation of brand
marketing management through digital communications during wartime, assess
the effectiveness of various digital channels in maintaining brand stability under
crisis conditions, and provide practical recommendations to enhance brand
resilience in conflict environments.

Materials and Methods. The study employs comparative analysis, content
analysis of digital communication strategies used by Ukrainian enterprises
during the full-scale invasion, synthesis of empirical research findings, and
graphical modeling of brand management adaptation processes. The data sources
include official corporate websites, open reports, analytical publications, and
academic literature.

Results. The findings indicate that the most effective digital channels in
crisis conditions are messengers (particularly Telegram), social media platforms,
owned digital assets (websites, blogs), and email marketing. These channels are
characterized by flexibility, reliability, and personalized engagement. A two-stage
adaptation model is proposed, encompassing the identification of communication
strategy modifications and the implementation of appropriate measures based on
available resources. Emphasis is placed on ethical communication, transparency,
feedback utilization, and digital transformation as critical elements for brand
survival and development during wartime.

Prospects. The study’s outcomes may be applied in developing anti-crisis

marketing strategies across various industries. Implementing a structured
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approach to digital communication will help enterprises retain consumer trust
during crises and build a foundation for sustainable brand growth in the post-war
period. Future research should focus on quantitatively evaluating the impact of
digital strategies on brand equity and financial performance in both wartime and
recovery phases.

Key words: brand resilience, digital communications, wartime, crisis

marketing, strategy adaptation, digital marketing, messengers.

Anomauia. Bcmyn. YV cyyachux ymoeax 30poiiH020  KOHpIIKmMY
MapremuH208a OisIbHICMb NIONPUEMCIE 3A3HAE CYMMEBUX MPAHCHOPMAYil.
Bitina cmeoproe sk 306HiwnI 3a2po3u (NoaimuyHa HecmaoilbHiCMb, eKOHOMIYHA
peyecis, 3MIHA NOBEOIHKU CHOMCUBAYIB), mMaK 1 GHYMPIWHI BUKIUKU
(HeoOXiOHicmMb onepamusHoi aoanmayii, 0oMedHceHicmy pecypcis), Wo 3HAYHOIO
Mipowo eénausaromev Ha e@ekmusHicmv OpeHO-MeHeOdcmenmy. B makux
obcmasunax ocooaUBOI aAKMYAIbHOCMI HAOYBAE BUKOPUCMAHHA YUPDPOBUX
KOMYHIKayi K iIHcmpymMenmy 3a6e3neyerts. Cmitikocmi OpeHoy.

Mema. Memorwo cmammi € ananiz aoanmayii ynpasiinHsa MapKemuH208010
OisnbHicmI0 Openois 3acobamu Yugdposux KoOMyHIKayill 8 yMOBAX 80EHHO20 YAC),
oyinka egexmusHocmi  8IONOGIOHUX KAHANIG 3 NO2NA0Y 30epedCceHHs
cmabinenocmi  OpeHdy 68 YM08ax Kpuzu ma @QOpMYIIOBAHHA NPAKMUYHUX
pexomeHOayitl OJis1 NOCUNeHHsl OPeHOOCMIUKOCMI NIONPUEMCIE Y KOHQDIIKMHOMY
cepedosuui.

Mamepianu i memoou. YV 00CHiOdNCeHHI BUKOPUCMAHO  Memoou
NOPIBHANILHO20 AHANI3Y, KOHMEHM-AHAN3 YUPDPOosUX KaHuauie KOMYHIKayii
VKPQIHCOKUX — NIONPUEMCME Y  Nepio0 NOBHOMACWMAOHO20  8MOPSHEHHs,
V3a2abHeHHs pe3yibmamie eMnipudHux O0CHIONHCeHb, A mMaKoddc 2paghiune
MOOeN08ants npoyecié aoanmayii OpPeHO-MeHeOHCMeHmy 00 YMO8 GIUHU.
IDicepenamu inpopmayii cnyeysanu ogiyiuni eeb-caiimu KOMNAHiu, 8i0Kpumi

38IMu.
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Pesynomamu. Bcmanoeneno, wo natguwy eghekmusHicmes 8 ymMosax Kpusu
O0eMOoHCmpyoms maki yugposi Kkauwanu, K meceHoxcepu (3okpema Telegram),
coyianbHi Mepedci, 6lacHi yugposi pecypcu (caiimu, 6Ono2u) ma email-
mapkemune. L[i  kawanu  8i03HAUAOMbLCA  SHYUKICMIO,  CMIUKICMIO 00
IHbpacmpyKmypHux pusukie ma 30amHicmio 00 NepCcoHali308aH0i KOMYHIKAYI.
3anpononosana 0gopisnesa mooenvb adanmayii OpeHO-MeHeOHCMEHM) OXONIIOE
BUSHAYEHHsT 3MIH V KOMYHIKQYIUHiti cmpameeii ma peanizayito 8i0n0o8iOHUX
pilienb HA OCHOBI pecypCHUx Mmodcausocmeli kKomnauii. Hazconoweno na
BAJCIUBOCMI  OOMPUMAHHA eMUYHUX HOPM, NpPO30pOCmi Yy 63aeEMO0ii 3
ayoumopiero, GUKOPUCMAHHS 360POMHO20 38 3Ky O KOPULYBAHHS NOBIOOMIIEHD,
a maxoaic yughposoi mpancgopmayii ax nepedymMosu UHCUBAHHS MA PO3GUMK)
Openoy 8 yMo8ax GilHU.

llepcnexmusu. Ompumani pe3yromamu MOXCYyms Oymu 6UKOPUCMAHT ONs
Ghopmysants aHMUKPUZOBUX MAPKEMUH08UX CIPAMe2ill y pealbHOMY CeKmopi
eKOHOMIKU. 3aCcmoCcy8anHs cmpyKmypo8aHo2o nioxo0y 00 yu@dpoeoi KoMyHiKayii
003801UMb NIONPUEMCMBAM He Juwe 30epecmu 008ipy CHONCUBAUIE NIO Hac
Kpu3u, ane i Crmeopumu 0CHO8Yy 0l CIMano20 po36UmK) OpeHdy 6 NiCAsA80EHHULL
nepioo. llooanvuii 0ocnioxceHHs OOYLIbHO CHpAMY8AMU HA KLIbKICHY OYIHKY
8NIUBY Yupposux cmpameill HaA OpeHO-Kaniman ma QIHAHCO8] NOKAZHUKU
NIONPUEMCNE Y OEHHUIL | NICAAB0EHHUL NEPIOOU.

Knwuoei cnoea: cmiiikicmov 0penodis, yugposi KoMyHiKayii, 60EHHUL Yac,
Kpu306ull  Mapkemuue, aoanmayis cmpameeii,  OlOHCUMAI-MAaApPKemuHe,

MeceHocepu.

Problem Statement. Marketing management during wartime becomes
very important because it enables enterprises to maintain contact with consumers,
sustain brand trust, and adapt their products and services to the rapidly changing
market needs. During armed conflict, the market environment shifts dramatically:

supply chain disruptions occur, consumer priorities change, and competition for
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limited resources intensifies. Without flexible marketing management, companies
risk losing their audiences, damaging their reputations, or even ceasing operations
altogether.

Digital communications during this period serve as a promotional tool and
the primary channel for maintaining continuous dialogue with customers,
partners, and society. In conditions of restricted physical presence, blockades, and
disruptions in traditional communication channels, digital technologies ensure the
speed, personalization, and scalability of interactions. They enable brands to
respond quickly to changing circumstances, demonstrate social responsibility,
build emotional connections with consumers, and strengthen resilience even
under the most challenging conditions.

Analysis of Recent Research and Publications. Recent research provides
a comprehensive view of how brands in Ukraine and beyond are leveraging digital
communications to adapt their marketing management and ensure stability during
wartime. Ukrainian researchers such as Oklander et al. [1] and Dubovyk et al. [2]
highlight that the war has forced small and medium-sized enterprises (SMEs) to
rapidly adapt their digital marketing strategies for both survival and growth. Their
studies show that businesses increasingly rely on a mix of digital channels-social
media, websites, email marketing, and interactive screens-to maintain visibility
and customer engagement. The effectiveness of digital marketing is found to
depend on the optimal combination and synergy of various channels, with a
notable trend towards integrating television and digital campaigns for greater
impact. Also, Zubchenko [3] pays attention to studying how military actions
change marketing communications and consumer behavior in Ukraine, analyzes
the main challenges that have arisen for enterprises, in particular: market
reduction due to a decrease in the number of consumers and a drop in purchasing
power; increased sensitivity and changes in consumer behavior, which increases

the risks of negative reputational reactions; the need to adapt communications to
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the fragmentation of the media space and increasing requirements for the ethics
of messages.

Research by Gradus Research [4] and international scholars underscores
the heightened sensitivity of brand communications during wartime. Brands must
carefully navigate "red lines"-topics and symbols that may be perceived as
inappropriate or traumatic by the public. The context can change rapidly, making
previously acceptable messaging suddenly risky. Studies involving both
Ukrainian consumers and marketing professionals have helped define new norms
for appropriate brand communication, emphasizing empathy, relevance, and
caution to avoid reputational crises.

International research, such as Gardener [5], draws parallels between
branding strategies during the Second World War, the COVID-19 pandemic, and
the current conflict in Ukraine. These works reveal that brands often adapt their
visual identity, messaging, and tone of voice to reflect the realities of crisis,
leveraging the situation to reinforce resilience and solidarity. This historical lens
provides valuable context for understanding contemporary brand adaptation in
wartime.

Formulation of Article Goals. This article aims to analyze how brand
marketing management adapts through digital communications during wartime,
evaluate the effectiveness of these channels in maintaining brand stability under
crisis conditions, and provide practical recommendations for enterprises to
enhance brand resilience using digital marketing strategies in conflict
environments.

Presentation of the Main Material. In the context of wartime, marketing
activities face numerous challenges that arise both from external environmental
shifts and internal organizational transformations (Fig. 1). External factors such
as political instability, economic recession, and changes in consumer behavior

create significant obstacles for maintaining effective market communication. At
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the same time, internal factors, including the need for rapid strategic adaptation

and resource constraints, demand prompt and flexible responses from companies.

External Factors

*Political instability and legal restrictions associated with martial law

*Economic recession and decline in consumer purchasing power

*Destruction of infrastructure and disruption of supply chains

*Mass migration of the population and contraction of the domestic market
*Increased societal sensitivity to the ethical aspects of marketing communications
*Media space fragmentation and strengthening of the influence of digital channels
*Growing reputational risks due to cooperation with "sensitive" markets

Internal Factors

*Necessity for rapid adaptation of marketing strategies to crisis conditions

*Revision of target audiences and reorientation of marketing messages

*Limited financial resources for advertising campaigns

*Redistribution of investments towards social projects and state support initiatives

*Need for new competencies among marketing department staff (crisis management,
digital skills)

*Increased internal workload due to personnel reductions

*Higher demands for decision-making speed and implementation of innovative
communication tools

Fig. 1. Marketing Challenges During Wartime: External and Internal Factors

Source: compiled from [1-5]

The challenges identified in wartime marketing activities, both external and
internal, form the foundation for understanding the necessity of strategic
adjustments in brand marketing management.

In response to these challenges, the adaptation of brand marketing
management through digital communications becomes a mechanism for ensuring
brand resilience, maintaining consumer loyalty, and supporting business
continuity during crisis conditions.

The adaptation of brand marketing management through digital
communications in wartime involves two key steps (Fig. 2). The first step is
identifying the modifications required to increase an offering’s appeal among
targeted audiences. This includes monitoring and analyzing current digital

communication channels to understand how brand messages are perceived under
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crisis conditions, segmenting audiences based on their specific wartime contexts,
and assessing shifts in consumer values, emotions, and behaviors. Brands must
determine the most relevant content types and communication platforms for each
segment while carefully identifying sensitive topics or “red lines” to avoid

negative reactions.

Identifying the Modifications Required to Increase an Offering’s Appeal
Among a Targeted Audience

Monitoring and Assessing changes in | Determining relevant

Segmenting the target

analyzing the current . . consumer values, content and Identifying “red
audience into . L et P .
state of brand contextual eroups emotions, and communication lines” and risks
communications group behaviors channels

Implementing the Changes Based on the Organization’s Abilities and

Resources
Rz(i)‘r/frr;tilfn%nand Customizing toﬁgj?i;nﬁqg ﬂ:; d Enhancing Leveraging Monitoring and
co uni}c/ati% 0 _content for v’olumeg(; £ authenticity and organizational evaluating
ncnhnannels different groups communications transparency resources outcomes

Fig. 2. The Adaptation of Brand Marketing Management Through Digital
Communications in Wartime

Source: compiled from [4; 6-7]

The second step focuses on implementing these changes based on the
organization’s capabilities and resources. This involves reorienting and
diversifying communication channels to ensure multichannel reach, customizing
content to address the distinct needs of consumers, partners, and employees, and
adjusting the tone, timing, and volume of messages to maintain respect and
empathy. Additionally, brands enhance authenticity and transparency by sharing
sincere stories and real-life visuals, allocate resources effectively to support

digital efforts, and continuously monitor audience responses to refine their
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strategies. Together, these steps enable brands to adapt their marketing
management and leverage digital communications to maintain stability, trust, and
engagement in the challenging conditions of wartime.

Marketing strategies during wartime require rapid adaptation to changing
market conditions and consumer behavior caused by conflict and uncertainty.
Companies must prioritize humane, sincere, and responsible communication that
reflects universal values and builds trust with their audience. It is important to
simplify product consumption processes and offer new functions that help
consumers cope with wartime challenges, while avoiding exploitation of the
conflict in marketing messages. Additionally, businesses should focus on
digitalization, social responsibility, and strengthening local partnerships to
maintain stability and prepare for post-war recovery and growth.

Companies can leverage digitalization to maintain communication with
customers during wartime by implementing a variety of digital tools and
strategies. First, digital platforms such as social media, messengers, chatbots, and
CRM systems enable prompt communication with customers, provide 24/7
support, and collect feedback for quick response to their needs. Second, business
process automation and the use of analytical tools help better understand
consumer behavior, personalize offers, and increase customer loyalty even in
crisis conditions. Third, digital transformation supports business continuity by
allowing marketing strategies to adapt to changes in buyer behavior and
geographic specifics, which is critical during war. Finally, digital solutions enable
companies to expand sales channels, reduce costs, and enter new markets, helping
maintain financial stability and customer connection in challenging
circumstances.

During wartime, digital channels primarily focus on maintaining stability,
speed, empathy, and social responsibility, whereas in peacetime they emphasize

broad promotion, engagement, and sales (Table 1).
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Table 1

Characteristics of Digital Brand Communication Channels in Peacetime

and Wartime

Digital Channel | Characteristics in Peacetime Characteristics in Wartime
Social Media | Active brand promotion, | Used for rapid information
(Facebook, audience engagement | dissemination, emotional connection,
Instagram, TikTok, | through content, advertising, | fostering  solidarity, and digital
LinkedIn) and SMM  campaigns. | activism. Advantages include speed

Important for image building | and two-way communication, with
and customer interaction. heightened sensitivity to content.
Owned Digital | Main channel for detailed | Used for official statements, updates,
Resources (website, | information, content | educational materials, and customer
blog, podcasts, | marketing, SEO promotion, | support in difficult conditions. Stability
online radio) and building trust. and accessibility of content are crucial.
Email Marketing Personalized offers, | Key channel for timely delivery of
promotions, loyalty support, | important information, operational
and communication | changes, safety updates, and customer
automation. support. Content with empathy and
support gains importance.
Paid Digital | Targeted advertising to | Limited use due to shifting audience
Advertising attract new  customers, | priorities, focus on socially responsible
(Google Ads, social | promote  products  and | messaging, and  caution  with
media ads) services, and scale sales. advertising messages.
Messengers Used for customer support, | Become  primary channels for
(Telegram, Viber, | quick  messaging, and | emergency communication, updates,
WhatsApp) personalized coordination, community support, and
communication. safety.
Digital TV and | Additional channel for broad | Used for disseminating official
Online Radio audience reach, branded | information, patriotic content, and
programs, and  content | boosting public morale.
marketing.
Interactive Educational and promotional | Important for maintaining business
Platforms activities, engaging partners | communications, negotiations,
(webinars, online | and customers, and | training, and coordination amid limited
conferences) conducting presentations. physical contact.

Source: compiled from [2-3; 8]

In wartime, the use of digital brand communication channels in Ukraine
underwent significant changes. Companies had to quickly adapt their
communication strategies to respond to the new realities, characterized by
heightened public sensitivity, media fragmentation, and the urgent need for real-

time information (Fig. 3).
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Fig.3. Comparative Analysis of Digital Communication Channel Usage During
Peacetime and Wartime in Ukraine

Source: compiled from [1-3; 8-9]

Social media remains a consistently vital channel in both periods due to its
broad reach and ability to engage diverse audiences quickly. However, during
wartime, messengers such as Telegram and Viber see a sharp increase in
importance, becoming primary tools for real-time communication, urgent
updates, and community coordination, reflecting the need for rapid and reliable
information flow in crisis conditions. Email marketing also gains prominence as
brands use it to deliver critical updates and maintain trusted communication with
clients. Conversely, paid digital advertising experiences a notable decline in usage
during wartime, likely due to shifting consumer priorities, ethical considerations,
and reduced marketing budgets. Owned digital resources and interactive
platforms see moderate growth, serving as stable hubs for official information,
educational content, and stakeholder engagement.

Research examining Ukrainian businesses during the full-scale invasion
identified distinct periods of enterprise survival, each requiring different

approaches to digital marketing (Table 2). The most effective strategy for
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maintaining brand stability has proven to be a strategic integration of multiple

channels, with primary emphasis on:

— messengers (especially Telegram) - providing immediate, reliable

communication even during infrastructure disruptions;

— social media - maintaining broader community connections and visibility;

— owned digital resources - establishing controlled communication hubs;

— Email marketing - delivering personalized, direct communication.

Table 2

Effectiveness of Digital Communication Channels for Maintaining

Brand Stability During Crisis Conditions in Ukraine

Channel Type

Effectiveness
in Crisis

Strengths

Challenges/Notes

Social Media (FB, IG,

Wide reach, real-time

Disinformation,

TikTok, LinkedIn) High updates, community platform restrictions,
’ engagement security risks
g:;gi(jcgslg(gvﬂbsi te Full control, stable Requires ongoing
bloe. podeasts onli’ne High presence, adaptable management and
ra dig(;)p ’ content technical support
. . . Direct, personalized, | Dependent on updated
Email Marketing High high open rates contact lists
?ét)dol)lzggﬂfiﬁglsmg Moderate™ Targeted reach, Ad restrictions,
ads) & ’ flexible spend platform policy changes
Messengers (Telegram Immediate, resilient Security concerns (esp.
Viber \%’ha tsA )g ’ Very High | during outages, trusted | Telegram),
’ pp by users misinformation
Digital TV and Online Moderate* Centralized info, Infrastructure is
Radio broad reach vulnerable to attacks
Interactive Platforms Deep engagement, o
(webinars, online Moderate* | targeted Limited reach,. not for
. mass communication
conferences) communication

* Useful, but with notable limitations
Source: developed by the authors

The messengers (particularly Telegram), owned digital resources, and

email marketing are among the most effective channels due to their resilience,

directness, and control over content. Social media platforms remain highly

valuable for broad audience engagement but face challenges such as
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disinformation and platform restrictions. Paid digital advertising and digital
TV/online radio offer moderate effectiveness, often limited by infrastructure
vulnerabilities and policy constraints. Interactive platforms, such as webinars and
online conferences, are useful for targeted engagement but have limited reach
during widespread disruptions.

Building on these insights, practical recommendations can be formulated to
help enterprises enhance their brand resilience through digital marketing
strategies. By integrating the most robust channels identified in the analysis and
adopting best practices for crisis communication, businesses can better navigate
the uncertainties of conflict.

Enterprises operating in conflict environments like Ukraine can enhance
brand resilience by implementing robust digital marketing strategies that
prioritize adaptability, transparency, and ethical engagement. An approach
involves integrated multi-channel communication, ensuring consistent messaging
across platforms such as Telegram, Viber, social media, email newsletters, and
owned resources like websites and blogs. By developing a communication matrix,
businesses can tailor message types to the most effective channels — urgent
updates via messengers, detailed explanations on websites — while continuously
analyzing performance to adapt to shifting audience behaviors or platform
restrictions.

Transparency and stakeholder engagement are equally critical in
maintaining trust during turbulent times. Companies should openly communicate
operational changes, logistical challenges, and community support efforts.
Partnering with local influencers, charities, and volunteers can amplify credibility,
while actively incorporating customer feedback ensures the communication
strategy remains relevant and responsive. This fosters a sense of shared purpose
and reliability.

Flexibility and data-driven decision-making allow businesses to stay ahead

of evolving consumer needs. By closely monitoring analytics, brands can quickly
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adjust content and offerings, such as prioritizing essential goods during power
outages, and reallocate budgets to the most resilient channels if others become
inaccessible. This agility ensures continuity and relevance despite external
disruptions.

Strengthening internal organizational resilience is another pillar of long-
term stability. Training employees in crisis communication and digital security,
decentralizing decision-making to empower regional teams, and conducting post-
crisis audits to refine protocols all contribute to a more adaptive and prepared
workforce. These measures enable swift, localized responses to emerging
challenges.

Upholding ethical standards and safeguarding long-term reputation are
non-negotiable. Brands must avoid exploiting conflict in marketing messages,
share only verified information, and actively combat disinformation. Investing in
pre-crisis relationships with customers and communities builds a foundation of
trust, while emphasizing social responsibility through humanitarian initiatives
reinforces the brand’s commitment to positive impact beyond commerce.
Together, these strategies create a resilient framework for navigating uncertainty
while maintaining integrity and connection with stakeholders.

By investing in these practices during conflict, enterprises can not only
safeguard their reputation and customer relationships but also lay the groundwork
for sustainable growth and long-term loyalty in the post-crisis period.

Conclusions. The conducted analysis substantiates that in wartime
conditions, digital communication becomes not only a tool for tactical interaction
but also a strategic instrument for ensuring brand resilience, continuity of
marketing activities, and preservation of stakeholder trust. The dual nature of
challenges — external (political, economic, social) and internal (organizational and
resource-based) — requires companies to implement agile, ethically grounded, and
data-informed brand marketing management practices. The effectiveness of

digital channels such as messengers, social media, owned platforms, and email
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marketing is determined by their adaptability, immediacy, and capacity to
maintain controlled, empathetic, and audience-sensitive messaging in crisis
settings.

Enterprises should institutionalize integrated multi-channel strategies,
uphold transparency in stakeholder relations, and reinforce internal capacities in
digital and crisis communications. Ethical responsibility, long-term stakeholder
engagement, and a commitment to social solidarity should become integral
elements of brand strategy in conflict environments. Such an approach not only
mitigates reputational and operational risks but also establishes a foundation for
post-war recovery, sustainable competitiveness, and renewed brand capital in the

global marketplace.
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