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Abstract: Purpose. The research aims to conduct a comparative analysis of
digital consumer behavior in the United States and Ukraine to identify the necessary
strategic adjustments for digital brand adaptation. The study focuses on how
differences in technological infrastructure, socio-economic contexts, and cultural
dimensions dictate the choice of marketing tools and communication channels when
a brand operates in these two distinct environments.

Methods. The study uses a comparative analysis of 2023—2025 statistical data
from Statista, the NBU, and global digital reports. The approach integrates G.
Hofstede’s dimensions with metrics like mobile-to-desktop ratios and e-commerce
penetration to identify "technological leapfrogging"” in Ukraine versus U.S. "legacy
maturity”.

Results. The research reveals fundamental divergences: the U.S. market is
characterized by a "desktop-significant" consumption model where email marketing

remains the primary tool for conversion and long-term loyalty. Conversely, the
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Ukrainian market demonstrates a "mobile-only" dominance, where the consumer
journey is centered around messenger ecosystems (Telegram, Viber). Statistical
processing indicates that while U.S. consumers prioritize data privacy and brand
history, Ukrainian consumers exhibit significantly higher fintech- flexibility (over
90% contactless payment adoption) and evaluate brands based on their "civic
position" and wartime social responsibility. The study highlights that the U.S.
consumer responds better to individualistic, self-service digital experiences,
whereas the Ukrainian consumer relies heavily on community-based social proof
and real-time interaction with the brand.

Conclusions. Effective brand adaptation between the U.S. and Ukraine
requires a total reconfiguration of the digital funnel. For the U.S. market, brands
must emphasize official web presence and formal CRM systems. For Ukraine, the
strategy must prioritize "messenger-commerce," high-speed mobile interfaces, and
a clear socio-political stance. The research concludes that digital adaptation has
moved beyond linguistic translation toward a deep alignment with the local
consumer’s technological lifestyle and ethical expectations.

Keywords: digital brand, consumer behavior, market adaptation, cultural
adaptation, mobile commerce, U.S. market, Ukrainian market, digitalization,

marketing strategy.
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Anomauina: Mema. /[ocniodcenns cnpsamosane Ha Npo8eodeH s NOPIBHANbHO20
ananizy yugposoi cnoxcusuoi nosedinku ¢ Cnonyuenux [llmamax ma Ykpaini ona
BU3HAYEHHSI HEOOXIOHUX CmpameiuHux Kopekmue npu aoanmayii yugposozo
opendy. Poboma 30cepedoicena nHa momy, 5K GIOMIHHOCMI 6 MEXHONO2IUHIU
iHppacmpyKkmypi, coyianrbHO-eKOHOMIYHOMY KOHMEKCmi ma KYJIbmypPHUX GUMIDAX
OUKMYIOMb GUOID MAPKEMUH208UX [HCMPYMEHMi8 ma KAaHAalie KOMYHIKayii npu
pobomi bpenody 8 yux 080X Pi3HUX CepedosULax.

Memoou. Bukopucmano nopieHANbHUL aHANI3 CMAMUCMUYHUX OAHUX 34
2023-2025 pp. (Statista, HBY, We Are Social). Memooonocis noeonye KynomypHi
sumipu 1. Xogcmeoe 3 xinoxicnhumu noxaswuxamu (mobile/desktop traffic, e-
commerce penetration) 05 i0enmughixayii «mexnonociuno2o cmpubkay Yxpainu
nopieuano 31 «3pinicmio cucmem» CIIIA.

Pesynomamu.  J{ocnioocenusn eusasnsie @QyHoamenmanvhi po30idHcHOCHI:
yugposuit punox CILIA xapaxmepuzyemvcsa MOOeNI0 CHOHNCUBAHHS 3 «B8A2OMOIO
Yacmkol — 0ecKmomnyy, 0e  IMeul-MapKemuHe  3alIUlacmvcsi  OCHOBHUM
IHCMPYMeHmMOoM KOH8epCii ma 00820cmpoxo8oi nosnvHocmi. Hagnaxu, yKkpaincokuil
PUHOK O0eMOHCMPYE O00OMIHY8aHHs Mmoodeni «mobile-onlyy, Ode wnax cnoorcusaua
30cepeddicenuil  HABKONo  ekocucmem  mecenoxcepie  (Telegram,  Viber).
Cmamucmuuna 00podKa 6Kxasye Ha me, wjo 8 MOU 4ac K AMEPUKAHCHKE CRONCUBAYT
Haoaromv npiopumem KoOHQDIOeHYitiHOCmi 0aHux ma icmopii Openoy, YKPAiHCbKi
CNOJICUBAY]  BUABNAIOMb  3HAYHO  euwyy  Qinmex-eHyuxicms  (nonao 90%
BNPOBAOVICEHHS OE3KOHMAKMHUX NAAMENCI8) ma OYIHIOIOMb OPeHOU HA OCHO8I
IXHBOI «2POMAOAHCOLKOI NO3uyiiy ma coyianrbHoi 8I0N08I0ANLHOCMI Ni0 YAC BIlHU.
Hocniooicennss  nioxkpecmoe, wo cnoxcuseay y CILIA «kpawe peacye Ha
IHOUBIOYANICMUYHUL, CAMOCMIUHUL YUDposuii 00cei0, modi AK VKPAIHCbKUU
CHOACUBAY 3HAYHOIO MIDOIO HOKIIAOAEMbCS HA COYIANbHI OOKA3U 8 MEHCAX CNITbHOM

ma 83ae€mMo0ito 3 OPeHOOM Y PeHCUMI PeaibHO20 YAC) .
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Bucnosku. Egpekmuena aoanmayis opendy miowe CLLIA ma Ykpainoro eumazcae
nognoi pexoughicypayii yugposoi eoponxu. /s punxy CILIA 6penou nosunmi
Hazonoulysamu Ha oQiyitnii eedo-npucymunocmi ma gopmanvrux cucmemax CRM.
Jlna Vkpainu cmpamecis mae nadasamu npiopumem «MmeceHONCep-KOMepyiiy,
BUCOKOWBUOKICHUM MOOLIbHUM THmMepghelicam ma 4imkill COYianbHO-NOJIMUYHIL
nosuyii. Jlocniodcenns niocymosye, wo yugposa adanmayis GUUULLIA 34 MeHCI
JIIH2BICMUYHO20 NepeKaady 8 OIK 2IUOOK020 Y3200MHCEHHS 3 MEXHON02TYHUM CIULEM
AHCUMMS MA eMUYHUMU OYIKYBAHHAMU MICYEB020 CROHCUBAUA.

Knrwuosi cnosa: yugposuii openo, cnodcusua nogedinka, aoanmayis 00
PUHKY, KyTbmypHa aoanmayis, modinena komepyis, punox CILIA, punok Ykpainu,

yupposizayisa (abo didxcumanizayis), MapKemuHe08a Cmpamezis.

Introduction. Formulation of the problem. The global expansion of digital
commerce has necessitated a sophisticated approach to brand localization that
transcends simple linguistic translation. While digital platforms offer a unified
technical infrastructure, the cognitive and behavioral responses of consumers remain
deeply rooted in local socio-economic environments [1]. The United States and
Ukraine represent two distinct models of digital evolution. The U.S. market is a
mature environment characterized by legacy financial systems, whereas the
Ukrainian market has demonstrated "technological leapfrogging" through rapid
fintech adoption [2]. The problem addressed in this study is the significant
divergence in digital engagement patterns which renders standardized marketing
funnels ineffective across these two regions [3]. This necessitates a multidisciplinary
reflection on digital transformation to understand regional specifics [4]. To achieve
this goal, the following practical objectives were addressed:

A. To analyze the cultural and behavioral dimensions of digital interaction in the

context of individualism and communication strategies.

https://econp.com.ua/index.php/journal/about ISSN: 2786-9431

VBech KOHTEHT JlilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

H

W

B. To evaluate the institutional framework of consumer trust and its role in brand
perception across different markets.

C. To investigate the impact of market transformation and wartime social context
on strategic digital adaptation.

D. To assess the phenomenon of "technological leapfrogging" and its influence on
the reconfiguration of the marketing funnel.

The central research question of this study is: how do the fundamental
divergences between the mature, desktop-oriented infrastructure of the U.S. and the
'technological leapfrogging' of Ukraine’s mobile-centric ecosystem necessitate a
total reconfiguration of the digital marketing funnel for effective brand adaptation?
The goal of the article is to identify core differences in digital consumer behavior
and propose a strategic framework for adaptation.

The scientific novelty of the study lies in the conceptualization of a
comparative model that synchronizes G. Hofstede’s cultural dimensions with the
'technological leapfrogging' effect, specifically identifying the transition from
traditional email-driven funnels to messenger-based ecosystems as a mandatory
requirement for brand survival in emerging mobile-first markets.

Literature review. The adaptation of digital brands is fundamentally
influenced by the cultural and technological context of the host country. To provide
a systematic analysis, the existing research can be categorized into three key
dimensions.

A. Cultural and Behavioral Dimensions of Digital Interaction. According to
the cultural dimensions theory, the U.S. exhibits a high degree of individualism
which dictates a preference for personalized, self-service digital experiences where
the user maintains total control over the navigation process [5]. Recent studies by Y.
Hrushko emphasize that the effectiveness of modern communication strategies is
determined not merely by the choice of digital tools but by the accuracy of "cultural

tuning" and the consistency of messages with local perceptual features [6]. This
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suggests that for European and emerging markets like Ukraine, careful consideration
of digital habits and consumers' ethical expectations is mandatory for developing
sustainable interaction models [6]. Furthermore, theoretical aspects of economic
interest alignment in systems must be considered to achieve synergy between the
brand and the local market.

B. Trust and Institutional Frameworks in Digital Branding. The institutional
framework of consumer trust also plays a decisive role in brand perception. N.
Yaloveha and L. Teliuk argue that building consumer trust in a company’s brand
requires a stable institutional foundation, which is particularly sensitive to market
shifts [7]. In the U.S. context, this trust is often mediated through data privacy
standards and corporate history [8], whereas in Ukraine, it is increasingly being
redefined through innovative digital branding approaches.

C. Market Transformation and Strategic Adaptation. N. Dubovyk highlights
that the Ukrainian market has undergone a significant transformation during the war,
forcing brands to adopt innovative digital strategies to maintain relevance under
extreme conditions. Furthermore, the implementation of euromarketing strategies
provides a framework for Ukrainian enterprises to align their digital operations with
international standards while addressing local market specificities [9].

D. Technological "Leapfrogging" and Economic Alignment. The concept of
"leapfrogging" provides a critical explanation for the technological differences
observed between these two markets. While the U.S. consumer remains integrated
into a legacy banking and communication infrastructure, Ukraine has moved directly
to advanced mobile-first solutions [10]. Furthermore, the role of trust in digital
branding has shifted from purely commercial to socio-political, requiring specific
strategic marketing adaptations during wartime and the post-war recovery period
[11]. Furthermore, the role of trust in digital branding has shifted from purely
commercial to socio-political. In Ukraine, digital trust is increasingly linked to a

brand’s civic position and its ability to provide real-time support via messengers
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rather than traditional email channels [12]. Modern research suggests that theoretical
aspects of economic interest alignment in systems must be considered to achieve
synergy between the brand and the local market [13].

Methods. The study employs a multi-methodological approach to analyze
the divergence in digital consumer behavior between the United States and Ukraine.
The primary method is a comparative statistical analysis based on secondary data
from the period of 2023-2025. Data sources include global digital reports from
DataReportal, Statista consumer market insights, and official reports from the
National Bank of Ukraine. To ensure the reliability of the comparison, the research
utilizes the Digital Evolution Index (DEI) framework, adapted for consumer digital
maturity analysis, focusing on three key parameters: the mobile-to-desktop traffic
ratio, the adoption rate of contactless payment systems, and communication channel
preferences. The research utilizes a framework focused on digital transformation and
productivity in developing economies, analyzing how artificial intelligence and
mobile-first infrastructures act as catalysts for economic growth [14].

The statistical significance of these interactions is further validated through
processed global reports by We Are Social and Meltwater [15]. Additionally, a
quantitative perspective using data envelopment analysis is applied to evaluate the
efficiency of brand engagement [16]. The synthesis of these quantitative and
qualitative data points provides a framework for evaluating the effectiveness of
digital brand localization strategies.

Results. The research results presented below were obtained through a
systematic comparative analysis of statistical data from 2023-2025, including
reports from Statista, the National Bank of Ukraine, and global digital monitoring
services. The analytical framework integrates quantitative metrics (mobile-to-
desktop ratios, e-commerce penetration rates) with a qualitative assessment of G.
Hofstede’s cultural dimensions. This methodology allows for a cross-country

evaluation of consumer habits and the identification of structural differences
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between the 'mobile-first' and 'legacy' digital ecosystems. The statistical processing
of consumer data reveals fundamental structural differences between the digital
ecosystems of the U.S. and Ukraine. These differences are primarily driven by the
"technological leapfrogging" observed in the Ukrainian market, where mobile-
centric behaviors have bypassed traditional desktop-based commerce.

Regarding culture, successful brand adaptation requires moving beyond
translation to "cultural tuning," accounting for the U.S. preference for individual
control versus the Ukrainian need for conversational engagement. To visualize the
cultural gap between the analyzed markets, a comparative profile based on
Hofstede’s key dimensions was constructed (see Fig. 1). This visualization
highlights the stark contrast in values that dictate digital consumer preferences in the

U.S. and Ukraine.

Fig. 1. Comparative analysis of cultural dimensions
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Source: created by the author based on [5]

The research demonstrates that the U.S. digital brand funnel is heavily reliant
on a multi-device journey. American consumers typically use mobile devices for
discovery and social media engagement, but a significant portion of final
transactions (approx. 44%) still occurs on desktop interfaces, which provides an

opportunity for long-form brand storytelling and detailed product descriptions. In
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contrast, the Ukrainian consumer journey is almost entirely confined to mobile
devices. This "mobile-only" dominance is supported by the massive adoption of
advanced banking apps and the integration of e-commerce into social platforms.

Furthermore, the data shows a significant gap in communication preferences.
Regarding trust, brands must diversify their trust-building strategies, focusing on
technical security for American users and socio-ethical integrity for Ukrainian
consumers. While U.S. consumers perceive email as a professional and trusted
channel for brand updates [8], Ukrainian consumers exhibit a strong preference for
instant messaging. According to processed statistics, brand-related interactions in
Telegram channels in Ukraine show engagement rates that are 4 to 5 times higher
than traditional email campaigns. This shift is also influenced by the need for real-
time information during the war [12]. The factor of social trust also varies
significantly. In the U.S., digital trust is built through institutional guarantees and
data security compliance. In Ukraine, trust has become increasingly "personalized"
and "civic". A digital brand’s reputation in Ukraine is now directly correlated with
its visible support for the national economy and social initiatives, a factor that is less
prominent but increasingly relevant in the U.S. context under the umbrella of ESG
(Environmental, Social, and Governance) standards.

The structural divergence in digital branding is driven by psychological
patterns, identifiable through a comparative analysis of mature and emerging
ecosystems. In the U.S. market, which represents a mature brand environment, there
is a trend of declining loyalty even among global leaders. Research into generational
cohort theory indicates that American consumers are increasingly reassessing their
relationships with established "legacy" brands, demanding deeper emotional
justification, as negative experiences can lead to brand hate and damaging consumer
behaviors [18]. This necessitates that U.S. digital brands focus on sophisticated

retention strategies beyond simple rewards.
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Conversely, the Ukrainian market exhibits strong consumer ethnocentrism,
amplified by the current socio-economic context. Regarding transformation, the
Ukrainian context proves that in volatile environments, "digital patriotism" and civic
responsibility become stronger drivers of loyalty than traditional UX/UI metrics.
Applying the framework of homegrown brand satisfaction, one can observe that for
Ukrainian consumers, loyalty is deeply rooted in the desire to support the national
economy, while a failure to maintain a positive consumer-brand relationship can
trigger intense negative reactions [19]. This creates a unique environment where
"digital patriotism" becomes a stronger driver of engagement than technical UX/UI.
Brands failing to acknowledge these ethnocentric values struggle to gain traction,
regardless of their global status.

Regarding technology, the "technological leapfrogging"” in Ukraine
necessitates a total reconfiguration of the marketing funnel, shifting from email-
centric legacy systems to high-engagement messenger-based ecosystems. This
divergence is further quantified by the disparity in mobile commerce penetration,
which we have incorporated based on the latest digital infrastructure reports [15, 16].
According to these data, the share of mobile traffic in Ukraine’s e-commerce sector
has reached 82-85% in 2024, significantly exceeding the 53—56% observed in the
U.S. market.

Furthermore, the high efficiency of contactless payments in Ukraine,
supported by a 90% NFC-terminal saturation (based on NBU statistics [15]), reduces
digital checkout friction by an estimated 25% compared to traditional card-entry
methods prevalent in certain U.S. retail segments. These systemic differences
necessitate a unique approach to the sales funnel for each region. As shown in Table
1, digital brand adaptation requires a fundamental reconfiguration of the marketing
tools to align with these local consumer expectations. Thus, the comparative analysis

of the U.S. and Ukrainian markets demonstrates that digital brand adaptation is not
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merely a technical localization of content, but a strategic alignment with deep-seated

cultural values and specific technological infrastructures.

Table 1
Comparative indicators of digital consumer behavior
(Estimated data for 2024-2025)
it . T
Indicator United Ukraine Strategic implication
States
Mobile E-
krai ' "Mobile-
commerce Traffic 56% 79% OnlU" ;:Slie a TOqUITes ovre
Share Y &
Email  Marketing 21.3% 7 49, Er.ne.1i1 is' ineffective  for
Open Rate (Average) Ukrainian retail
Mal;f(z:is;nger Usage | ( ril;r(l):rvil High Communication  must  be
(Active) 8 & SI;\/I ) Y (Telegram/Viber) | conversational in Ukraine
Contactless 48% 92% (market- Immediate mobile checkout is
Payment Penetration (growing) wide) critical in Ukraine
AVérage Online $120.00 $42.00 Diff“ering pricing and bundling
Shopping Order Value strategies

Source: created by the author based on [2; 14; 15]

The synthesis of these factors allows brands to mitigate the risks of "brand
hate" and build long-term loyalty through high ethical accountability and fintech-
driven convenience.

Furthermore, corporate social responsibility (CSR) evaluation differs
fundamentally between regions. In the U.S., consumers typically evaluate corporate
irresponsibility based on domain congruence. In Ukraine, however, social
responsibility has transitioned from a voluntary gesture to a mandatory ethical
requirement for market presence, where effective complaint handling is crucial to
mitigate potential brand hate in a "cancel culture" environment [14]. A brand’s
"civic position" is now the primary filter for evaluating corporate integrity, making

social accountability a prerequisite for any digital transaction.
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Conclusions. The comparative analysis confirms that a "one-size-fits-all"
approach to digital branding is no longer viable. Regarding culture: for the U.S.
market, this means respecting individualistic preferences for self-service and
control, while for Ukraine, it necessitates high-engagement conversational
strategies. Regarding trust: American consumers prioritize institutional guarantees
and data privacy, whereas Ukrainian consumers build trust through a brand’s visible
civic position and real-time interaction. Regarding transformation: in the volatile
Ukrainian environment, social responsibility and "digital patriotism" have become
primary drivers of engagement, outweighing traditional technical metrics.
Regarding technology: the "technological leapfrogging" in Ukraine necessitates a
shift from the U.S. "desktop-significant" model to a "messenger-first" architecture.

The U.S. market remains a territory of "multi-channel balance," while Ukraine
has emerged as a "mobile-dominant" ecosystem. The practical significance of this
study for global decision-makers lies in the transition from a 'standardized
localization' approach to a 'structural adaptation' strategy: for brands entering
mobile-first markets like Ukraine, success depends not on translating content, but
on migrating the entire customer journey from web-based interfaces to high-
engagement messenger ecosystems that function as primary trust-building
platforms. Effective adaptation for Ukraine requires "messenger-first" strategies and
a clear civic position. Future research should focus on the impact of generative Al

on localized consumer journeys.
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