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be directed towards the development of indicators of innovation security, modeling of regional ecosystems of smart
specialization, as well as analyzing the effectiveness of social innovations in the context of recovery. Special attention
should be paid to studying the mechanisms of integration of Ukrainian innovation projects into global ecosystems
through innovation diplomacy and transnational partnerships.
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Annotation. This study explores the integration of marketing communications and analytical technologies as essential
tools for ensuring higher education resilience during wartime. The research presents a comprehensive framework for implementing
digital marketing strategies and data-driven analytics in universities. Practical applications and strategic recommendations for
online educational institutions are provided.

Keywords: marketing communications, analytical technologies, higher education resilience, digital marketing, university
analytics.

Anomayin. ¥ docAidxeni poszasiaemvpes inmezpauis MapKemuHz06Ux KOMYHIKAYil ma aHAAImUMHUX MexHoA02lil K
KAIOHOGUX THCMPYMeHMIE 3a0e3ne e s CIitikocmi 6UiL0i 0c6imu 6 ymosax 6iiiru. [Ipedcmasaeno KoMNAEKCHY cucmemy 61po-
6a0KeHHA UUPPOGUX MAPKEMUNHZ06UX Crpameziii ma AHAAIMUKY HA 0CHO6I danux 6 yrisepcumemax. Hadano npaxmuvyie 3a-
cMocysamta ma cmpameziuni pexomenoaiii OA5 OHAAIH-0CSIMHIX 3AKAAJI6.
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Katouoei caoea: mapkemuzo6i KOMYHIKATT, AHANIMUYHT MEXHOA0ZIT, CIMIUKICHIb 6ULL0T 0C6IMU, UUPPOGUTE MaAPKemuHe,
yHisepcumemcoka AHAAMUKA.

Formulation of the problem. The integration of marketing communications and analytical technologies has
become a critical factor in maintaining higher education resilience during unprecedented global challenges. Ukrainian
universities face unique obstacles including wartime disruptions, economic pressures, and intensified competition
from international educational platforms. This necessitates innovative approaches that combine strategic marketing
communications with sophisticated analytical capabilities.

Marketing communications serve as the backbone of university-student relationships, particularly in crisis
situations where traditional educational delivery methods are disrupted. These communications must be supported
by robust analytical frameworks that enable data-driven decision making and personalized educational experiences.

A review of contemporary research indicates that in crisis conditions, digitalization of educational processes is a
key factor in ensuring accessibility and competitiveness of universities [1; 2]. Scientists note the role of CRM systems,
web analytics, and predictive analytics based on artificial intelligence in forming personalized educational offerings
[3; 4]. Foreign studies emphasize the importance of flexible communication strategies that consider the psychological
state of the audience and social factors [5].

Analysis of recent research and publications reveals that the problem of integrating marketing communications
with analytical technologies in higher education has been partially addressed by several scholars. Yalovega N. L
provides foundational insights into marketing communication challenges during crisis periods, specifically addressing
promotional strategies for educational services under wartime conditions [1]. Dyakiv O.I. contributes to understanding
analytical tool applications in university marketing activities, establishing a theoretical framework for data-driven
decision making in educational institutions [2]. International research by Kotler P. and Armstrong G. offers
comprehensive marketing principles applicable to educational contexts [3], while Chaffey D.and Ellis-Chadwick F.
provide contemporary digital marketing frameworks essential for online educational platforms [4]. Fullan’s M.
research on pandemic-induced educational changes offers valuable perspectives on system resilience and adaptation
strategies [5]. However, existing studies lack comprehensive integration of marketing communications and analytical
technologies specifically tailored for wartime educational contexts, creating a research gap that this study addresses.

The aim of this study is to develop a comprehensive framework integrating marketing communications and
analytical technologies to enhance higher education resilience, with particular focus on strategic implementation in
Ukrainian universities during wartime conditions.

The importance of identifying analytical technologies and marketing communication tools in online education
during wartime is extremely high due to several key factors [1; 6]. These factors encompass educational space
transformation, changes in consumer behavior, intensified competition, psychological and social impacts, accelerated
digitization, economic constraints, social responsibility, and technological opportunities.

Analytical technologies serve as the foundation for strategic decision-making under conditions of uncertainty
and transformational changes. Under transformational changes, we understand significant modifications and shifts
in the internal or external environment of enterprises, organizations, and institutions that require adaptation. In the
marketing context, several key aspects of transformational changes can be identified: external transformational changes
(related to macro-environment changes at country, regional, or global levels) including economic changes, regulatory
modifications, technological trends, consumer behavior shifts, and geopolitical factors; and internal transformational
changes (micro-environment) that can be controlled or adjusted through marketing and other instruments, including
strategic transformation of educational institutions, business activity digitization, business model changes, and
marketing strategy updates.

For online universities, it is critically important to apply tools that allow tracking changes in target audience
needs, communication channel effectiveness, and competitive market situation. Among the most relevant technologies
are: web analytics (services such as Google Analytics 4 (GA4), Hotjar, Piwik PRO) for tracking user behavior on
websites and online platforms [3]; CRM systems with analytical modules (such as HubSpot, Salesforce, Pipedrive,
Zoho CRM) that enable personalized educational offerings; and predictive analytics based on Big Data and Al (for
example, Microsoft Azure Machine Learning or Google Cloud Al) that allows identifying trends in educational service
demand and planning curriculum changes [4].
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A proposed predictive analytics model for online universities has been developed [2; 3], encompassing six stages:
data collection from LMS, CRM, and social media platforms; data processing using Python, R, and Power BI tools;
trend analysis through interactive visualization platforms; forecast building using machine learning models; scenario
modeling for crisis situations; and strategic recommendations through Al-based systems and analytical dashboards.

Relevant areas of marketing research in education during wartime include: studying students’ digital habits and
their war-induced changes; analyzing student mobility (internal and external); evaluating online course effectiveness
in crisis regions; and assessing trust levels in domestic online universities [1; 6]. These studies aim to identify real target
audience needs and ensure relevant communication.

Competitive analysis deserves special attention, involving monitoring positioning of other online educational
platforms, their value propositions, advertising campaigns, consumer feedback, and technological solutions. SWOT
analysis and benchmarking are among the most effective approaches for competitive analysis. SWOT analysis allows
comprehensive evaluation of internal environment and external challenges forming a competitive position in the
educational services market [7], while benchmarking involves systematic comparison of processes, services, efficiency
indicators, or strategies with those implemented by more successful or innovative organizations [8].

Benchmarking results for educational platforms [9; 10] demonstrate key differences between leading platforms
from user experience, content quality, monetization models, and professional certification perspectives. Coursera
and edX offer academically oriented content, while Udemy provides access to practical skills through courses from
practitioners. For enhancing competitiveness and flexibility of educational offerings in digitization conditions,
implementing a hybrid communication model combining proprietary platform usage based on Open edX; integration
with international platforms for quality enhancement and learning mobility, and Udemy engagement for short-term,
practical courses is recommended.

In crisis conditions, communication channel flexibility becomes particularly significant [1; 6]. The most
effective communication channels include: messengers (Telegram, Viber) allowing contact maintenance even during
communication disruptions; automated email campaigns with student category segmentation; social networks YouTube
and TikTok for educational content and youth audience engagement; and podcasts in video or audio formats as tools
for building trust and emotional contact. The most effective content formats during wartime include infographics,
videos with subtitles, and podcasts.

Conclusions. Ensuring higher education resilience during wartime is impossible without implementing
contemporary analytical technologies and digital communications. They enable universities to adapt educational
programs, form personalized offerings, and maintain audience trust. Further research should focus on comparing
the effectiveness of different communication channels and developing predictive analytics models for Ukrainian
educational institutions.
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