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FUNDAMENTAL PRINCIPLES OF
MARKETING UNDER CHANGING
CONSUMER BEHAVIOR DURING
A CRISIS

A. B. Kpyuax,

K. €. H., AOLIeHT KadpeApy 00AIKY I OIOAATKYBAHHS Ta MaPKETHHIY,

MyxkauiBcbKUIT Aep>KaBHUI YHIBEpCUTET

O. B. Haropsa,

K. €. H., AOIIeHT, AOIIeHT KadeApy MapKeTHHTY Ta Mi>KHapOAHOT TOPriBAi,

Hanionaabunit yaiBepcurer 6iopecypcis i npupoaokopucryBanss Yrpaiuu

0. O. Macanras,

A. e. H., mpodecop, npodecop xadeapn 6i3Hec-aAMIHICTPYBaHHS, MAPKETHUHTY Ta MEHEAKMEHTY,
ABH3 "Vskropoacskuit HanjioHaAbHNI yHiBepcuTeT"

BA30BI 3ACAAV MAPKETUHI'Y B YMOBAX 3MIHU CITOXKUBYOT
ITOBEAIHKUM HACEAEHHA B ITIEPIOA KPU3U

The purpose of this study is to explore the fundamental principles of marketing in the context of
changing consumer behavior during crises and to identify ways to adapt these principles to
transformational processes driven by economic digitalization, growing uncertainty, and shifts in
consumer values. The research indicates that contemporary crises have a significant impact on
consumer behavior, as evidenced by increased price sensitivity, a shift toward essential goods and
local brands, a greater reliance on digital communication channels, and a rising demand for
transparency and corporate social responsibility. In such conditions, traditional marketing
approaches lose their effectiveness, highlighting the need to reassess and update core marketing
principles. Based on the findings, recommendations have been developed for a modern framework
of marketing fundamentals that is effective in crisis conditions. These include a consumer-centric
approach, flexible product and pricing strategies, digitalization of interaction channels, trust— and
responsibility-driven communication, adaptive positioning, and predictive modeling of consumer
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behavior — collectively forming the foundation of adaptive marketing. The study demonstrates that
implementing these principles enables businesses to respond effectively to market changes, mitigate
risks, and build sustainable consumer loyalty. Digitalization of marketing processes proves
particularly crucial during crisis-driven transformations, providing opportunities for in-depth analysis,
modeling, and forecasting of consumer behavior. Tools such as digital analytics, artificial intelligence,
and big data provide a foundation for scientifically grounded consumer decision-making models,
thereby enhancing both forecasting accuracy and managerial flexibility. Therefore, modern marketing
in times of crisis must integrate analytical, predictive, and strategic approaches to establish an
adaptive model of consumer behavior. This not only helps maintain business competitiveness but
also fosters trust, transparency, and social responsibility as fundamental values in consumer
engagement.

MeTta gocnip)xeHHs1 Nonsira€ y [OC/igXXeHHi yHaAaMeHTasibHUX MPUHLNMIB MapKeTUHIY B KOHTEKCTi
3MiHV NoBeAiHKY CrIOXKUBaYiB Nig 4ac KpU3 Ta BU3HAYeHHI LWsSXiB agantayii umx npuHUNNiB 4o TpaHc-
¢dopmadiiinnx npoyeciB, 3yMOBJ/I€HUX EKOHOMIYHOI0 UngpoBi3aLi€ro, BUCXifHOIO HEBU3HA4YEHICTIO Ta
3MiHaMu y CrnoXxmBynx LiHHOCTsIX. Jocnig)keHHs1 NoKa3ye, Lo Cy4acCHi KpU3u CyTTEBO 3MIHIOIOTb M0~
BeAiHKY CroXXnBadyiB, npo Lo CBiAYNTb NigBULLeHa YyT/INBICTb A0 LUiH, 3MiLeHHs1 A0 ToOBapiB nepLuoi
noTpebu Ta micueBux 6peHaiB, 6inbLIa 3anexXHICTb Big UMPOBUX KaHaNiB KOMyHIiKkaLii Ta 3pocTaHHS
nonuTy Ha NPO30pPiCTb Ta KOPNopaTUBHY coliasibHy BianoBigasbHiCTb. Y Takux ymoBax TpaguuiniHi
MapKeTUHroBi nigxonn BTpa4aloTb ePeKTUBHICTb, BiATaK NOTPi6GHNI nepernsg ra OHOBJIEHHS 6a30-
BUX 3acapg MapKeTUuHry. 3a pe3ysbTraramu 4oCcnigXeHHs cpopmysiboBaHO pekomMmeHaauii woao 6a-
30BuUX 3acag MapKeTUHry, Ki BUSIBJISIIOTbCSA e(peKTUBHUMU B yMOBax kpu3u. Cepen Hux: opieHTayis
Ha crnoXxuBa4a; rHy4KicTb NpoAyKTOBO-LiHOBOI NOniTUKN; ungpoBsisaLis kaHanis B3aemMogii; KOMYHi-
Kauisi 4oBipy Ta couiasbHOI BignoBiaanbHOCTI; aganTUBHe No3nLiloBaHHS Ta NPOrHo3yBaHHS NoBeg-
iHKku cnoxuBadie. [jocnigXeHHs [OBOAUTb, L0 3aCTOCYBaHHS LMX 3acag A03BoJISE b6i3Hec-cyb ‘ekTam
edeKTUBHO pearyBaTtv Ha 3MiHVN PUHKOBOIO cepeaoBuLLa, 3HMKYBaTN PUINKN Ta POPMYBATHU CTiliKi
MoaeJti I0JIbHOCTi CrioXnBaYiB. TaKko)XX KOHCTaTOBaHO, LLLO 0COGJIMBOI Barn B yMOBaxX KpU30BUX TPAHC-
dopmauivi HabyBae ungpoBi3alis MapKeTUHroBUX NPoLecis, L0 3abe3neyye MOXINBICTb NTNOOKO-
ro aHaniay, MogesnoBaHHs Ta NPOrH03yBaHHSI CrIOXXuBYoi noseiHkn. LUngpoBi aHanitTnyHi iHcTpymeH-
T, LWITYYHWI iIHTeNIeKT Ta BeJsInKi faHi CTBOPIOIOTb OCHOBY A4J11 N06YyA0BN HayKOBO OGrpyHTOBaHNX
Moaenev NPUARHSTTS CIMTOXXUBYUX PilLIeHb, O NigBULLLYE TOYHICTb NMPOrHO3iB i rTHy4YKiCTb yripaBsiHCb-
Kkux piieHb. OT)Xe, cy4acHUii MapKeTUHr y riepiog Kpu3oBuUX BUKJINKIB Ma€ iHTerpyBaTn aHaniTny-
HWiA, NPOrHOCTUYHNI | cTpaTeriyHni acnekTu, Wo 3abe3neqyyioTb popMyBaHHS aganTUBHOT MoAgesi
cnoxuB4yoinoseniHkun. Lje no3eonse He nuwie 36epiratv KOHKYPeHTOCNPOMOXHICTb Gi3Hecy, ane i
¢dopmyBaTu foBipy, NPO30PICTh i colyianbHy BiaNOBIAaNbHICTb IK PYyHAaAMEHTasbHi LliHHOCTIi B3ae€-
Mogii 3i cnoxuBayem.

Key words: consumer orientation; consumer decision-making; marketing; marketing approaches; consumer
behavior modeling.

KnrouoBi cnoBa: opieHmauyisi Ha cnoxcuBaya; npuliHAmMms cnoxXcuByUX piueHs, MapKemuHa; MapKemuHzoBi nioxo-
Ou; modenoBarHA cnoxxcuByoi noBediHKu.

PROBLEM STATEMENT

Contemporary crises significantly affect the dynamics
and structure of consumer behavior, as confirmed by
numerous empirical and theoretical studies in behavioral
economics and marketing (notably How Consumers Behave
in a Crisis: International Lessons (and Innovations) from
COVID 19 by Stacy Wood, 2022, among others). Under
conditions of heightened uncertainty and limited resour-
ces, a key task for marketing is to adapt its fundamental
principles to transformational changes in consumer
behavior. At the same time, the digitalization of economic
processes opens up new opportunities for more in-depth
analysis, forecasting, and modeling of consumer decision-

making based on big data, artificial intelligence, and
analytical platforms.

Modeling consumer behavior in the digital environment
has gained particular significance, as it enables the
identification of hidden patterns in decision-making,
tracking changes in value orientations, and responding
swiftly to fluctuations in market conditions. In this context,
the integration of digital tools into the marketing mana-
gement system becomes especially relevant, allowing for
the development of scientifically grounded models of
consumer behavior during periods of crisis.

Thus, the scholarly understanding of the digitalization
of consumer behavior modeling is animportant prerequisite
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Economic instability
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Declines in production and
household income.
Exchange rate fluctuations and
inflationary processes.
Rising unemployment and
uncertainty about financial
prospects.

Mass migration flows and
demographic changes.
Pandemics that restrict

mobility and alter consumer
behavioral patterns.
Changes in family structure
and social interactions.
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Social upheavals

- Political and military crises
! I
Armed conflicts affecting
consumer security and trust.
Uncertainty in political
stability and the regulatory
environment.

' Characteristics of contemporary crises '

Climate disasters (floods,
droughts, wildfires) that alter
resource availability.
Energy and food crises

The spread of fake news and
media manipulation.
Digital distrust affecting
willingness to engage in online

Consumers become more
cautious in their spending.
Demand for essential goods
and services increases, while

affecting prices and consumer shopping and brand consumption of “non-
priorities. interactions. essential” products declines.
Active use of digital channels,
e-commerce, and new forms of
delivery and service.
! 1 : i 1 |
. Natural and environmental . Information and . Properties of crises that alter |
catastrophes communication disruptions consumer behavior |

Figure 1. Characteristics of contemporary crises affecting
consumer behavior

Source: created by the authors based on [1; 3—4; 6].

for updating the fundamental principles of marketing. It
enhances the effectiveness of marketing strategies and
enables the development of an adaptive system for
managing consumer demand, capable of responding to
dynamic changes in the socio-economic environment.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

Some aspects of marketing under conditions of
changing consumer behavior have been studied by Kosar N.,
Mamchin M., Baran A. [3], Bochko O.Yu., Kozhushok N.
[2], and Semenda O. [5]. In particular, these scholars have
noted that contemporary trends in consumer behavior
necessitate the reorientation of corporate marketing
strategies toward more flexible, customer-centric, and
digital models of interaction with consumers.

Furthermore, Raiko D. [6], Kartajaya H., Kotler P., and
Hooi D. H. [4] have described how shifts in values, the growing
role of social media, the development of e-commerce, and
increasing demands for service quality influence the formation
of new approaches to promoting goods and services.

At the same time, comprehensive principles of mar-
keting in the context of transforming consumer behavior
under the influence of crises remain insufficiently studied.
This leads to several key challenges:

— Empirical strategies. In the absence of com-
prehensive, scientifically grounded models, companies are
forced to rely on their own experience, which increases
the risk of errors in planning marketing activities.

— Lagging digitalization. Businesses risk falling
behind in the use of digital channels, data analytics, and
innovative technologies for consumer engagement.

— Imperfect forecasting. The lack of a systematic
approach creates gaps in demand forecasting, pricing, and
new product development.

This set of challenges underscores the need for further
scholarly substantiation of principles, models, and
mechanisms for adapting marketing strategies to the new
realities of the digital economy.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

The purpose of this study is to explore the fundamental
principles of marketing in the context of changing
consumer behavior during crises and to identify ways to
adapt these principles to transformational processes
driven by economic digitalization, growing uncertainty, and
shifts in consumer values.

THE PAPER MAIN BODY

Within the scope of the present study, attention is
drawn to the fact that contemporary crises-such as
economic downturns, inflationary processes, pandemics,
armed conflicts, energy and food crises, climate
catastrophes, mass migration flows, as well as information
and communication disruptions (associated with the
spread of fake news and digital distrust)-due to their inhe-
rent characteristics (see Figure 1), produce changes in
consumer behavior through several specific features [3-4].

Firstly, a crisis alters the structure of consumer
priorities: the share of spending on essential goods (such
as food, energy, and healthcare) increases, while demand
for durable goods, entertainment, or luxury products
declines. Forinstance, according to the Household Budget
Survey — Statistics on Consumption Expenditure and
Deloitte reports, during the crisis periods of 2020—2022,
over 60% of households in EU countries adjusted their
spending patterns, prioritizing essential goods.

Secondly, decision-making patterns change: con-
sumers increasingly rely on rational, economically balanced
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choices, and the influence of trust, safety, and brand
stability factors becomes more pronounced. Behavioral
models show a growing role of cognitive caution and risk
aversion. This is supported by the works of Kartajaya H.,
Kotler P., Hooi D. H., who emphasize that under conditions
of instability, consumer motives shift from emotional to
functional considerations [4].

Thirdly, crises stimulate the digital transformation of
consumer interaction channels. According to McKinsey
(2023), during periods of economic and social upheaval,
digital channels (online marketplaces, mobile applications,
social media) became the primary environment for
communication between brands and consumers. This has
prompted a reorientation of marketing strategies toward
digital behavior modeling, personalized offerings, and data
analytics.

Thus, crisis processes do not merely shape new
patterns of consumer behavior. The instability of the socio-
economic environment, market fragmentation, and the
growth of digital interactions require fundamentally new
approaches from businesses in developing marketing
models. This need arises from a series of important
changes in consumer behavior models.

One of the most notable transformations in this area
is the increase in online shopping and digital interaction.
This process is objective, as during crises traditional sales
channels become less accessible or carry higher risks,
prompting consumers to turn to online services, mobile
applications, marketplaces, and social platforms.

The intensity of these changes is amplified by the
systematic convergence of several behavioral adaptation
triggers, among which the need for convenience, safety,
and speed of purchase plays a key role, along with the
development of logistical solutions (notably door-to-door
delivery [4]), the spread of digital payment systems, and
the active digitalization of the business sector. As a result,
brands build their image and consumer trust primarily in
the online environment, where communication occurs in
real time.

For example, research on consumer behavior during
the COVID-19 pandemic showed that in 2020-2021, the
share of online purchases in the FMCG segment increased
by 35—40%, while user activity in mobile applications and
marketplaces grew by an average of 50%. This indicates
that the presence of comprehensive behavioral adaptation
triggers directly influences the choice of purchasing
channels, and brands that promptly integrated digital tools
into their marketing activities were able not only to retain
but also to expand their customer base.

Another characteristic feature of consumer behavior
under crisis conditions is increased price sensitivity. It
manifests in consumers' efforts to minimize expenses,
reflected in actively comparing price offers from different
sellers, seeking promotions, discounts, alternative
products, or cheaper brands [1-2]. Under the influence of
crisis factors-such as inflation, reduced income,
devaluation processes, and uncertainty about future
earnings-consumers shift toward more rational decision-
making models, in which price becomes the determining
factor, while impulsiveness and brand loyalty decline. The
shift in the structure of consumer choices toward so-called
price optimization is driven by a set of behavioral triggers

that reflect the population's adaptation to economic
uncertainty.

For example, according to NielsenlQ (2023), over 78%
of Ukrainian consumers in 2022—2023 switched from their
usual brands to more affordable alternatives and actively
took advantage of promotional offers in supermarkets and
marketplaces. These changes were directly driven by
Russia's military invasion of Ukraine, inflationary
pressures, and the devaluation of the national currency. A
similar trend is observed in EU countries. According to
the McKinsey Global Consumer Sentiment report (2022),
over 60% of respondents indicated that during periods
of inflation, economic instability, and rising prices of
essential goods, they consciously chose mid-priced
products instead of premium options.

These transformations affect the content of com-
panies' marketing activities, as they drive a shift toward a
price-flexibility strategy. This strategy involves the active
use of dynamic pricing mechanisms, targeted discounts,
personalized offers, and loyalty programs aimed at
retaining customers under conditions of constrained
purchasing power [2—3].

A significant trend in consumer behavior during crises is
the shift toward local brands. This tendency is supported by
acombination of economic and psychological factors. On the
one hand, there is a growing desire to support national
producers, local businesses, and the domestic economy,
which can be seen as an expression of consumer patriotism
[5—6]. On the other hand, local brands typically feature
shorter logistics chains, more stable supply, and lower risks
of disruptions and price fluctuations, which fosters higher
levels of trust and loyalty among consumers [5]. For example,
during the economic and military crisis in Ukraine, the
popularity of local food producers increased, including brands
such as Nasha Ryaba, Rud, and Yahotynske, which provide a
more stable supply and reliable quality. In the clothing and
household goods sector, consumers favor Ukrainian brands
such as VOVK or Ksenia Schnaider, which carry lower
logistical risks and support the local economy. Similarly, in
EU countries during the COVID-19 pandemic, the popularity
of local food and everyday product manufacturers also
increased due to shorter supply chains and price stability.

Together, these changes necessitate a rethinking of
corporate marketing, which increasingly takes on a
regionally oriented character-where communication
emphasizing national identity, cultural traditions, and shared
values plays a key role-and a socially responsible character,
in which brands demonstrate support for social initiatives,
volunteer programs, or local production. In effect, marketing
during crisis periods transforms toward a model of "local
trust,” where the key competitive advantage is not the scale
of the brand, but its proximity to consumers, its ability to
share community values, and its capacity torespond quickly
to changes in the socio-economic context.

In effect, the synthesis of these changes transforms
corporate marketing systems, particularly through:

1. Emphasis on regional brand identity, with
communication that incorporates national symbols, local
cultural codes, and socially responsible messages.

2. Strengthening the role of storytelling and reputation
marketing, aimed at creating an emotional connection
between the brand and the consumer.
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Table 1. Fundamental principles of marketing under changing consumer
behavior during a crisis

Fundamental
principles
of marketing

How to apply the
fundamental principles of
marketing in practice

Components of the
significance of marketing
principles in a crisis

1. Consumer
orientation and
behavior analysis

groups.

Use Big Data, CRM, and
social media to analyze
changes in consumer patterns;
conduct surveys and focus

Rapid changes in
consumer priorities require
accurate data for effective
strategies.

2. Flexibility of
product assortment
and pricing policy.

pricing.

Review product assortment
(focus on essential goods);
implement promotions,
discounts, and flexible

During a crisis, consumers
focus on saving money but
still expect quality and
reliability.

3. Digitalization of
interaction
channels.

behavior.

Online marketing, social
media, mobile applications;
analyze online consumer

Increase in online
shopping and digital
interactions; convenience
and safety for consumers.

4. Communication
of trust and social
responsibility.
behavior.

Online marketing, social
media, mobile applications;
analyze online consumer

Growing demand for
transparency, reliability,
and social responsibility of
brands.

5. Positioning and
adaptive

communication. local markets.

Adjust advertising messages
and promotions; focus on

Rapid changes in demand
and behavioral patterns
require flexible
communication strategies.

6. Forecasting and
modeling of
consumer behavior.

Use digital modeling,
artificial intelligence, and
analytical platforms for
demand forecasting; conduct
scenario planning.

Enables data-driven
decision-making,
minimizing risks in crisis
conditions.

Source: created by the authors based on [1—2; 5—6].

3. Integration of sustainable development and local
authenticity concepts, demonstrating transparency in
business processes, environmentally friendly production,
and contributions to the development of local communities.

As a result, marketing in crisis conditions acquires a
value-oriented and socially responsible character, while
local brands gain a strategic competitive advantage
through a combination of consumer proximity, flexibility
in responding to market changes, and emotional
identification with their audience.

Under the influence of these factors, a structural shift
in consumer preferences is observed, with local products
gradually replacing imported alternatives, particularly in
categories such as food, clothing, cosmetics, and
household goods. This trend is driven by a combination of
behavioral and economic adaptation triggers, including the
pattern of economic patriotism (which fosters a desire to
support national producers), lower logistical risks
(reducing dependence on imported supplies), emotional
closeness and trust (as local brands better understand
cultural nuances and consumer needs), and greater price
competitiveness (due to the absence of import costs,
customs duties, and currency risks) [5].

For example, in 2022—2023, the share of sales of
Ukrainian food products in supermarkets increased by
12— 15% (according to Kantar Ukraine). These changes
were driven by Russia's military invasion of Ukraine and a
series of related cascading crisis effects, including
disruptions inimport supplies, rising food prices, national

currency devaluation, and reduced household incomes,
which prompted consumers to reorient toward local
brands.

Regarding the decline in loyalty to "traditional" products
and brands, it should be noted that under crisis conditions,
consumers are compelled to reconsider their habits and seek
cheaper or more functional alternatives, leading to reduced
loyalty to "traditional" brands. This trend is driven by several
behavioral triggers, including: the price factor, which begins
to outweigh emotional considerations; decreased trust in
large corporations that fail to demonstrate social
responsibility or adapt prices; and the emergence of new
niche brands with flexible digital strategies. For instance,
according to Deloitte (2022), 47 % of consumers in Central
Europe switched at least one habitual brand (to a cheaper
or private-label alternative) for economic reasons.

Regarding the increasing demand for transparency,
reliability, and corporate social responsibility, it should be
noted that during periods of crisis, social tension rises,
and people seek trust-not only in the state but also in
businesses. This trend is driven by several behavioral and
economic adaptation triggers (see Table 3), including:

— Increased focus on business ethics, particularly
concerning product origin, production conditions, and
environmental sustainability.

— The importance of informational transparency,
which can serve as a competitive advantage, as consumers
often verify companies online, read reviews, and seek
evidence of integrity.
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Feature 1. Marketing begins with a deep
understanding of changes in consumer
behavior and priorities and must respond
quickly to market shifts.

Specificity shaping the feature. In crisis
conditions, consumer priorities change
rapidly*, and without accurate data, marketing
strategies will be ineffective.

Tools. Digital analytics to track behavioral
patterns; rapid surveys and focus groups to
identify consumer priorities and values during
a crisis.

F eature 2. Marketing employs tools through

which products and prices must adapt to
new consumption conditions.

Specificity shaping the feature. During crisis
periods, household incomes decrease while
prices rise, making consumers more price-

sensitive and prompting them to seek optimal

offers.

Tools. Flexible product assortment (focus on
essential goods, reduction of premium or
luxury lines); flexible pricing, discounts, and
promotions for price-sensitive Segments

The content of marketing shapes the model, as its components
systematically analyze, forecast, and influence consumer behavioral
patterns through a set of tools and strategies.

Specificity shaping the feature. During a
crisis, consumers quickly shift to online
channels, seeking convenient and safe ways to
purchase goods and services, and businesses
must respond promptly to these changes.
Implementation tools. Online marketing and
social media; mobile applications and
marketplaces; digital behavior analytics for
demand forecasting and product portfolio
optimization

.

dlgltal environment enables effective E
interaction with consumers and forecasting |
of their needs. E

Specificity shaping the feature. During crisis

periods, consumers’ need for trust in brands,
social responsibility, and production
transparency increases.

Implementation tools. Publishing information

on product origin and ethical production;
showcasing the company’s social initiatives;

actively communicating with consumers about

brand safety, quality, and social responsibility.

of brands as transparent, reliable, and
socially responsible, thereby strengthening
consumer trust and loyalty.

Figure 2. Marketing model under changing consumer behavior during a crisis
Note: / *Increase in essential expenditures, price sensitivity, local orientation.

Source: created by the authors based on [2—3; 5]

— The rise of brands with a social mission, such as
support for the military, environmental initiatives, and
community assistance, which builds trust and loyalty, even
during crises.

Forinstance, a McKinsey report from 2023 reveals that
62% of European consumers are inclined to support
brands that uphold a transparent social stance during times
of war.

In fact, under conditions of heightened uncertainty,
consumers exhibit increased price sensitivity, a
reorientation toward essential goods and local brands,
more active use of digital channels for shopping and
communication, and greater expectations of trans-
parency, reliability, and social responsibility from
companies. In response to these transformations,
marketing strategies should be based on the fun-
damental principles of adaptive marketing, which include
(see Table 1): consumer orientation and behavior
analysis, flexibility in product assortment and pricing
policies, digitalization of interaction channels, com-
munication of trust and social responsibility, adaptive
positioning, and forecasting consumer behavior
models.

It should be noted that applying the aforementioned
principles enables business entities to respond effectively
to rapid market changes, develop new patterns of
consumer loyalty, and ensure sustainable business growth
even during crisis periods. In fact, this forms the foun-
dation of adaptive marketing, because:

— Marketing begins with a deep understanding of
changes in consumer behavior and priorities and must
respond quickly to market shifts.

— Marketing utilizes tools that allow products and
pricing to adjust to changing consumer conditions.

— Marketing focuses on an active presence of the
business in the digital environment, allowing effective
interaction with consumers.

— Marketing shapes perceptions of brands as
transparent, reliable, and socially responsible, thereby
strengthening consumer trust and loyalty.

When considering the content of marketing in the
context of shaping consumer behavior models, its key task
lies in the systematic analysis, forecasting, and influence
on consumer behavioral patterns through a set of tools
and strategies (see Figure 2).

So, the analytical aspect of marketing involves
studying consumer needs and forming a model of their
behavior based on data about purchasing habits, price
sensitivity, and brand loyalty. This is made possible
through digital analytics, surveys, focus groups, and social
media.

The predictive aspect of marketing lies in constructing
scenarios of consumer behavior and modeling potential
changes in demand. This can be achieved through scenario
planning.

The strategic aspect involves adapting products and
pricing policies according to current consumer needs. This
is possible through active business digitalization, which
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ensures effective digital interaction with consumers and
rapid response to changes in demand.

CONCLUSIONS

The conducted research demonstrates that con-
temporary crises have a significant impact on consumer
behavior, manifested in increased price sensitivity, a shift
toward basic goods and local brands, a growing role for
digital communication channels, and a rising demand for
transparency and corporate social responsibility. Under
such conditions, traditional marketing approaches lose
their effectiveness, necessitating a review and update of
the fundamental marketing principles.

Based on the research findings, recommendations
have been developed for a modern system of marketing
fundamentals that is effective during crises. These include
consumer orientation, flexibility in product and pricing
policies, digitalization of interaction channels, trust-based
and socially responsible communication, adaptive
positioning, and consumer behavior forecasting-forming
the foundation of adaptive marketing. It has been
demonstrated that implementing these principles enables
businesses to respond effectively to market changes,
reduce risks, and develop sustainable models of consumer
loyalty.

Digitalization of marketing processes gains particular
importance during crisis-driven transformations, as it
provides opportunities for in-depth analysis, modeling, and
forecasting of consumer behavior. Digital analytics tools,
artificial intelligence, and big data create a basis for
scientifically grounded models of consumer decision-
making, enhancing the accuracy of forecasts and the
flexibility of managerial decisions.

Thus, modern marketing in times of crisis must integ-
rate analytical, predictive, and strategic aspects to form
an adaptive model of consumer behavior. This approach
not only preserves business competitiveness but also
fosters trust, transparency, and social responsibility as
core values in consumer interactions.

Promising directions for further research include a
deeper study of the impact of digital technologies on
consumer behavior models during market crises and
identifying the most effective approaches to developing
strategies for integrating social responsibility and
transparency into marketing practices.
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