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CHARITY AS A MANIFESTATION OF WARTIME
CAUSE-RELATED MARKETING AND A FACTOR IN BRAND
AUTHENTICITY FORMATION UNDER CONSUMER BEHAVIOUR
TRANSFORMATION IN UKRAINE

This research examines the transformation of consumer behaviour in Ukraine necessitated by
the conditions of the full-scale Russian invasion. The purpose of the study is to identify and analyse
the socio-psychological drivers that reconfigure the decision-making process of Ukrainian con-
sumers, specifically focusing on the role of military charity and Wartime Cause-Related
Marketing (CRM) as primary social incentives. Within the framework of the "Buyer’s Black Box"
model, the study seeks to determine how corporate support for the Armed Forces of Ukraine (ZSU)
translates into brand loyalty and competitive advantage in a crisis-driven economy.

The research methods include a systematic literature review of classical and contemporary
consumer behaviour constructs, such as the Country-of-Origin (COQO) effect, Consumer
Ethnocentrism (CET), and Consumer Cosmopolitan Patriotism (CCP). The study utilises case
study analysis of leading Ukrainian enterprises (OKKO, WOG, Nova Posta, Aurora, N-iX) to val-
idate the theoretical framework empirically. Furthermore, statistical analysis of philanthropic data
from 2022—2025 is used to quantify shifts in corporate and individual donation patterns and their
impact on market dynamics.

The research results indicate that integrating military charity into corporate strategy has fun-
damentally redefined the hierarchy of consumer priorities. The analysis reveals a significant
behavioural transition from Consumer Xenocentrism to robust Consumer Ethnocentrism, where
the "moral utility"” of a purchase often outweighs traditional factors such as price and functional
characteristics. Data shows that by 2024, the business sector will become the dominant contributor
to national resilience, providing 60% of total philanthropic volumes. This shift has given rise to
"Wartime CRM, " a unique marketing phenomenon where brand authenticity is directly tied to a
company’s contribution to national defence.

Ukrainian and international companies can utilise the practical application of the results to
develop effective communication strategies in high-risk environments. The identified constructs
(CET, CCP) provide a roadmap for marketers to build long-term brand equity by aligning corpo-
rate values with the national agenda. Additionally, the findings offer insights for non-profit organ-
isations on optimising collaborative fundraising campaigns with the private sector.

The conclusions confirm that military charity in Ukraine has evolved from a discretionary
CSR tool into a prerequisite for market survival. While the "citizen-consumer"” model currently
drives the market, the study emphasises the need for brands to maintain operational authenticity to
avoid "charity fatigue. " Future research should focus on the long-term sustainability of these patri-
otic consumption patterns in the post-war recovery period.
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Ounena A. Binosoaceka, Onaekcanapa 0. 3idapesa

BJIATOJIVMHICTD AK ITPOAB COIIIAJILHO OPIEHTOBAHOI'O
MAPKETHUHI'Y BOEHHOI'O YACY TA ®PAKTOP ®OPMYBAHHA
ABTEHTUYHOCTI BPEHAY B YMOBAX TPAHC®OPMAIII{
MOBEAIHKU CITOXKWBAYIB B YKPATHI

Jlane oOocaidxwcenna poseasdae mpauchopmauito cnoxcueuoi nogedinku 6 Yxpaiui,
3YMOGAEHY YMOBAMU NOGHOMACWIMAOHO020 POCilicbko20 émopenennsa. Memoro docaiodcenns €
GUABACHHA MA AHAAI3 COULO-NCUXO0A02IMHUX YUHHUKIG, W0 PeKOHpicypyromb npouec npuliHamms;
Piulens YKpaiHCoKUMU CHONCUBAHAMU 3 0COOAUGUM AKUEHMOM HA POl 8ilicbK060i Oaazo0ilinocmi
ma mapkemunzy cnpas eiticokoeoeo uacy (Wartime CRM) sk ocnoenux couiaavnux cmumyaie. Y
Mexncax mooeai «HOPHOI CKPUHbKU NOKYRus» y pobomi 00caidncyemves, AK KOPHOPAMUGHA
niompumra 36potinux Cua Yxpainu (3CY) mpanchopmyemoca y aosavhicms do 6pendy ma
KOHKYpeHmHY nepeeazy 8 ymoeax eKoHOMIKU Kpu3u.

Memoou 0ocaidicenns 6KAIOUAIOMb CUCHMEMAMUMHUL 02450 AiMepamypu KAACUMHUX MA
CYMACHUX KOHCMPYKMIG CnoXcue4oi nosedinku, maxux aK egpexkm xpainu noxodxucenns (C0OQ0),
cnoxcuequii emruouyenmpuzm (CET) ma cnoxcueuuii kocmonoaimuunuii nampiomusm (CCP). Y
pobomi suxkopucmano anaais xeicie npogionux ykpaincokux nionpuemcme (OKKO, WOG, Hoea
Ilowma, Aspopa, N-iX) 0asa emnipuunoi eaaidayii meopemuunoi modeai. Kpim moeo,
3acmoco8ano cmamucmudHuil anaiz danux isanmponiunoi disavnocmi 3a 2022—2025 poxu
044 KLAbKICHOT OUIHKU 3MIH Y MOOeAsIX KOPROPAmueHUX ma iHOUeioyaibHuX noxcepme ma ixHv020
6NAUGY HA PUHKOBY OUHAMIKY.

Pe3yavmamu docaioncenns ceionamo npo me, wio inmeezpayis 6ilicbk06oi Oaazodiiinocmi 6
Kopnopamueny cmpamezilo QyHOAMEeHMAAbHO NePeU3HAHUUAd [E€PAPXiI0  CHONCUGHUX
npiopumemie. Aunaaiz OeMmoHcmpye 3Ha4HUI no6ediHKosull nepexio 6i0 CHONCUBHO20
KCceHouenmpuzmy 00 CHIliK020 CHOXCUGH020 eMHOUeHMPU3MY, 0e <«MOPAAbHA KOPUCHICIb»
HOKynKu wuacmo nepeeaycac Had mpaduyiiinumu Qaxkmopamu, maxkumu AK UiHa ma
dyuxuionaavni xapaxmepucmuru. Jlani ceiduamo, wo 0o 2024 poxy 6iznec-cekmop cmae
OQOMIHYIOMUM YHACHUKOM 3a0e3ne1eHHst HauioHa1bHoi cmitikocmi, 3abesnevyrouu 60% 3azaavHux
o6cazie ginanmponii. Ile 3pywmenns nopoouso «Wartime CRM» — ynikaavne mapxemunzoee
aeuwe, 0e agmenmu4Hicmo opendy 6e3nocepeonso no6’s13ana 3 6HeCKoM KOMNAHIT 6 HAUIOHAAbHY
000poHy.

Moxcause 3acmocysanna pezyavmamie docaiddceHnHs modxce Oymu peaaizogame
YKPAiHCOKUMU MaA MINCHAPOOHUMU KOMNAHIAMU 045 PO3POOKU eheKmueHUX KOMYHIKauilHux
cmpameziii 'y cepedosuuyax 3 eucoxum pienem pusuxy. Buseaemni xwoncmpyxmu (CET, CCP)
cayeyroms OpieHMupom 0451 Mapkemodaozie y po36y0oei 00620cmpokoeozo Kanimaiy Openoy
WASIXOM Y32002CeHHS KOPNOPAMUGHUX UIHHOCMEl I3 HAUIOHAAbHUM nopsadkom Oexnum. Kpim
moeo, pe3yabmamu nponowyrome idei 0aa HexomepuilHux opeawnizauiii w00 onmumizayii
CRiabHUX (hanoperi3uH206UX KAMNAHIL i3 NPUGAMHUM CEKMOPOM.

Bucnosexu niomeepoxcyromo, wo 6ilicokoséa 6aazodilinicmov 6 Ykpaiui eeoaroyionysaia 3
incmpymenmy 0obpogiavnoi KCB y nepedymoey eusxncueanns na punky. Xoua modeav
«2POMAOSAHUHA-CNONCUBAMA» HADPA3I PYXAE PUHOK, 00CAIONCEHHS niOKpecaroe HeoOXioHicmb
niompumiu Opendamu onepauitinoi asmeHmu4Hocmi, w00 YHUKHYmMuU <«04a200iliHOi émomu».
Ilodaavmi odocaidxcenns maromo Oymu 30cepedyiceHi Ha 00620cMPOK0GIH cmilikocmi uux
nampiomu4Hux mooeaeli CONCUBAHHS 8 NePiod NICAAB0EHHO20 BIOHO6ACHHS.

Karouoesi caosa: cnoxcusua nosedinka, couianvHi cmumyau, MapKkemuHe COUiaAbHUX cnpas,
CHOJICUBYHULI eMHOUEHMPU3M, COUIANbHO-eMUYHUI MapKemuHe, HAYIOHAAbHA CMilikicmb,
asmerHmuyHicms OpeHdy, KOpnopamueHa couiaibHa 8i0nosidarbHicme.
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Introduction. The escalating geopolitical tensions and the ongoing processes of
globalisation and deglobalization fundamentally reshape contemporary consumer
behaviour. While classical models, such as the buyer's black box model, traditionally
categorise environmental incentives into marketing mix variables and fundamental
macro-environmental factors, the current Ukrainian context necessitates a deeper
focus on sociocultural and national-identity-driven variables. The decision-making
process is no longer exclusively driven by economic utility or standard social norms.

This research aims to analyse the pivotal role of corporate philanthropic activi-
ty, specifically, charity for the Armed Forces of Ukraine (ZSU), as a critical social
factor influencing consumer purchase intentions. This context transcends conven-
tional Corporate Social Responsibility (CSR) and enters the domain of Wartime CSR
or Marketing Activism Actions (MAA).

The object of the research is the consumer purchase decision-making process in
a national crisis context, specifically focusing on the interactions between sociocul-
tural environmental incentives and the buyer's responses.

The subject of the research is the influence of sales-linked charitable contribu-
tions to the Armed Forces of Ukraine (ZSU) — a specific form of wartime cause-
related Marketing — on the purchasing intentions and behaviour of Ukrainian con-
sumers, as mediated by patriotic, ethical, and national identity-driven consumption
factors.

The theoretical framework extends beyond established social influences (refer-
ence groups, family) to incorporate advanced consumer behaviour constructs, which
are particularly relevant in a period of national mobilisation and existential threat:
Country-of-Origin (COO) effect, Consumer Ethnocentrism (CET), Patriotism, and
the relatively novel Consumer Cosmopolitan Patriotism (CCP). Understanding the
interplay between these sociopsychological factors and a company's stance on nation-
al defence is essential to accurately map the black box of the Ukrainian consumer's
decision-making process.

Research indicates that integrating military charity into corporate strategy has
fundamentally redefined the hierarchy of consumer priorities in Ukraine. Data indi-
cates that businesses have become the primary drivers of national resilience, con-
tributing 60% of total philanthropic volumes by 2024 [12]. Consequently, the act of
purchasing has evolved into a value-driven response, in which the moral utility of sup-
porting the Armed Forces (ZSU) frequently overrides traditional price-quality evalu-
ations in the consumer's decision-making process.

Analysis of recent research and publications. The transformation of consumer
behaviour in wartime. Recent research highlights a fundamental shift in Ukrainian
consumer behaviour triggered by the ongoing war [8]. Studies indicate a transition
towards "consumer patriotism", where purchasing decisions are increasingly driven
by moral, ethical, and civic values rather than purely economic motives [19]. The
authors [8] observe that social norms have evolved to prioritise collective security and
mutual aid, prompting households to view consumption as a contribution to the
national defence effort. Consequently, consumers consciously choose domestic
brands and actively boycott products associated with the aggressor country [3; 8].

The emergence of defence-related cause-related marketing (CRM). In response
to these behavioural shifts, businesses have adapted their marketing communications,
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transitioning from traditional product-centric and hard-sell tactics to value-driven,
empathetic approaches [3]. Kipnis E., Pysarenko N., Galalae C., Mari C., MartHn
Ruiz V., Vorster L. [18] conceptualise this phenomenon as "war-related marketing
activism actions" (MAA), defining them as acts through which brands and consumers
draw on marketing meanings to convey and enact stances related to the war. A promi-
nent manifestation of this activism is CRM directed at supporting the Ukrainian
Armed Forces. Zamula O. [5] evaluates marketing strategies and confirms that inte-
grated socially significant campaigns, such as the collaboration between Nova Poshta
and the "Come Back Alive" foundation, generate the highest behavioural effect, trust,
and brand loyalty. Similarly, experts identify "sewing the donation into the product”
as a highly effective mechanism to transform charitable giving into a daily habit for
consumers [3].

Impact on willingness to pay (WTP) and decision-making. The direct influence
of defence-related CRM on the customer decision-making process has been empiri-
cally substantiated in recent literature. Fonariuk A. [15] targeted study demonstrates
that a brand's pledge to donate a share of profits to defence-related causes signifi-
cantly impacts consumer willingness to pay (WTP), revealing that buyers are willing
to pay up to an 81% premium for such products. This aligns with Buchkovska A. and
Horbal N. [3], who note that 55% of consumers consider it vital for businesses to sup-
port the military, and nearly 90% of respondents consciously support enterprises that
donate to the armed forces or volunteers. Furthermore, Reshetnikova 1. [19] found
that 49% of consumers indicate that a brand's commitment to transferring funds to
the army from each product sold is a decisive factor in their purchasing choice.

Psychological and emotional triggers. The efficacy of these marketing strategies
is deeply rooted in the psychological trauma and emotional needs of the wartime pop-
ulation. According to Fonariuk A. [15], pro-social consumer behaviour in this con-
text is heavily driven by overwhelming gratitude towards the military and "survivor
guilt" among civilians. Reshetnikova I. [19] argues that in a state of profound shock
and tension, consumers struggle to decode standard commercial messages; however,
brands that utilise patriotic advertising and demonstrate support for the army create a
positive emotional anchor that calms and unites consumers. Skorokhod T. [11] cor-
roborates this, stating that charity is the "safest context for brands" to organically inte-
grate into wartime communication, generating positive emotions and strengthening
trust without risking consumer trauma.

Risks and critical perspectives. Despite the proven effectiveness of supporting the
army, scholars caution against the risks of implementing defence-related CRM insin-
cerely. Kipnis E., Pysarenko N., Galalae C., Mari C., Martun Ruiz V., Vorster L. [18]
warn of consumer concern over pragmatic capitalisation on the war, akin to "woke-
washing", where charitable marketing is perceived as a short-term trend to boost
sales rather than a genuine societal commitment. Buchkovska A. and Horbal N. [3]
also emphasise the danger of opportunistic "exploiting of pain". If a brand's commu-
nication lacks authenticity, is improperly toned, or contradicts its real corporate
behaviour, it can lead to a severe reputational crisis and consumer rejection. Thus,
absolute authenticity, systematic action, and contextual relevance are mandatory for
CRM to positively influence the decision-making process without triggering a back-
lash [19; 5].

ACTUAL PROBLEMS OF ECONOMICS, # 5 (299), 2026
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The purpose of the study is to identify and analyse the socio-psychological driv-
ers that reconfigure the decision-making process of Ukrainian consumers, specifical-
ly focusing on the role of military charity and Wartime Cause-Related Marketing
(CRM) as primary social incentives.

Results. The unprecedented scale of national mobilisation and corporate
engagement described in the previous section indicates that the Ukrainian market is
operating under a unique sct of behavioural drivers. While the statistical surge in
donations from both individuals and businesses provides an empirical foundation, it
is essential to categorise the underlying psychological and social mechanisms that
translate these "Wartime incentives” into specific purchase decisions.

To bridge the gap between the general macro-environment and the individual
"Black Box" of the consumer, five key socio-psychological factors are identified as
stated in. These factors act as the "invisible rules”" of the decision-making process,
shifting the consumer's focus from mere functional utility to national and ethical sig-
nificance. The following table (Table 1) synthesises these environmental factors, pro-
viding their academic characteristics and the theoretical references that ground them
in contemporary consumer research.

Table 1. Socio-psychological factors of consumer behaviour,
compiled by the author based on [14; 16; 17, 20]

Concept Key Characteristic
(Environmental Factor)
Country-of-Origin (COO) The cognitive and affective influence that the country of
Effect manufacture or the brand's country of origin has on the consumer's

evaluation and subsequent purchase decision. In wartime, the COO
effect can be amplified by a "Buy Ukrainian" sentiment or boycotts
against hostile countries.

Cultural Heritage Values, traditions, norms, and symbols inherited from past
generations shape consumers' national identity. In the context of
supporting the Ukrainian army, this means purchasing products
featuring national symbols or from brands that embody national
resilience.

Patriotism Effect A positive emotional bond (love, loyalty, pride) an individual feels
toward their country translates into a desire to support national
interests, particularly through buying domestic goods or supporting
corporate donors. Unlike ethnocentrism, it doesn't necessarily
include animosity toward foreign goods.

Consumer Xenocentrism The opposite of ethnocentrism: the belief that foreign goods,
cultures, or standards are superior to one's own. The unique
Ukrainian context may weaken this effect, as national products
supporting the army take precedence.

Consumer Cosmopolitan The combination of patriotism and cosmopolitanism. The consumer
Patriotism (CCP) highly values their national identity (supporting the ZSU) while
simultaneously maintaining an openness to global cultures and the
international market. This helps explain the support for international
companies demonstrating solidarity with Ukraine.

Consumer Ethnocentrism The belief that purchasing foreign products is morally wrong and
(CET) harmful to the domestic economy, whereas buying national products
is a duty. Itis directly linked to the concept of the "moral" obligation
to support the military.
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Contextual background: wartime philanthropy in Ukraine. Due to the full-scale
invasion of Ukraine by the russian federation, Ukrainian citizens have been com-
pelled to intensify their efforts to support the national military to safeguard statehood
and sovereignty. These efforts extend to assisting fellow citizens in occupied territo-
ries or evacuation zones, as well as protecting animals affected by hostilities.
Consequently, there has been a significant surge in both the number of fundraising
campaigns and the diversity of strategies employed to distinguish them within a high-
ly saturated charitable landscape. According to data from the 'Come Back Alive'
Foundation — one of the pioneering charitable organisations established in 2014 —
the volume of aid provided to the army during the first two months of the full-scale
war exceeded the total amount delivered over the preceding eight years [9].
Simultaneously, since 2022, the charitable sector has expanded exponentially. Data
from Ukraine’s three largest foundations — 'Come Back Alive', the 'Serhiy Prytula
Charity Foundation', and 'United24' — indicate that in 2024 they collectively raised
24.1 billion UAH, a 28% increase from 2023. As of February 2025, a total of 93 bil-
lion UAH has been mobilised over three years of full-scale warfare [4].

In parallel, high-profile media figures have actively participated in fundraising by
leveraging their platforms and launching collaborative campaigns with businesses
both in Ukraine and abroad. Furthermore, prominent international actors, musi-
cians, and athletes have been appointed as ambassadors for the state-led 'United24'
platform. Their involvement aims to globalise support, raise awareness, and promote
the necessity of military and humanitarian aid across different countries and conti-
nents [1].

Concurrently, the Ukrainian business sector has become an integral part of the
charitable movement, providing support through both humanitarian aid and financial
contributions. While many companies do not publicly disclose the full extent of their
philanthropic activities, prominent examples documented in the media and social
networks illustrate the scale of corporate involvement. For instance, the IT company
N-iX, in collaboration with a media personality, organised a charitable livestream that
raised over 11 million UAH [13]. Major fuel retailers, such as OKKO and WOG, have
launched creative campaigns specifically targeting the financing of uncrewed aerial
vehicles (UAVs) for the Armed Forces [2;10].

The integration of the entertainment sector is further exemplified by the Atlas
Festival, which partnered with the 'Come Back Alive' Foundation and PrivatBank to
launch the 'Dronopad’ project, aiming to raise 100 million UAH [7]. Beyond direct
monetary donations, logistics leaders like Nova Posta have played a critical role in
humanitarian efforts. During the first three years of the full-scale war, Nova Posta
transported 3.1 million humanitarian parcels, weighing a total of 118,200 tonnes.
Over the past ten years, the company has facilitated more than 3.4 million humani-
tarian shipments, totalling over 138,400 tonnes in weight [4].

Recent statistics corroborate this upward trend in corporate engagement. By
2024, businesses emerged as the dominant contributor group; for certain major foun-
dations, 60% of total donations came from corporate entities, while individual con-
tributions accounted for the remaining 40% [12]. These figures underscore the tran-
sition of corporate philanthropy from a supplementary activity to a primary driver of
national resilience.

ACTUAL PROBLEMS OF ECONOMICS, # 5 (299), 2026
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The Buyer’s Black Box in the Context of National Crisis. To understand how mil-
itary charity affects consumer choices, this study employs the classical Black Box
Model of Consumer Behaviour. This model posits that marketing and environmental
incentives enter the consumer’s "black box," where they are processed based on spe-
cific buyer characteristics and decision-making steps, eventually leading to a measur-
able response.

In the context of wartime Ukraine, the traditional components of this model
undergo a significant transformation:

1. Environmental incentives. Beyond standard economic or technological fac-
tors, political and cultural incentives become dominant. The war acts as a macro-
environmental force that reconfigures consumers' perceptions of "value."

2. Marketing incentives. The "Promotion" and "Product” elements of the mar-
keting mix are increasingly integrated with Cause-Related Marketing (CRM). When
a brand like OKKO or Nova Posta aligns its product with ZSU support, it creates a
powerful external stimulus that distinguishes the brand in a saturated market.

3. The Black Box (Buyer Characteristics). This is where the internal processing
occurs. In our framework, the "Attitudes" and "Motivation" identified in the model
are driven by Consumer Ethnocentrism (CET) and the Patriotism Effect. The buyer
is no longer just a rational economic agent; they are a "citizen-consumer" whose
internal characteristics are anchored in national survival and ethical responsibility.

While the Black Box Model provides the structural process, the specific internal
variables must be detailed to accurately map the Ukrainian consumer's mindset. The
following constructs represent the "Invisible Rules" that govern the internal decision
process:

1. Re-evaluating the Country-of-Origin (COO) Effect. While COO tradition-
ally relates to quality perceptions, in this study, it is viewed through the lens of soli-
darity. The preference for Ukrainian brands (or international brands with active pro-
Ukrainian stances) is a conscious choice to keep capital within the national "defence
ecosystem."

2. The Shift from Xenocentrism to Ethnocentrism. Historically, emerging mar-
kets often show signs of Xenocentrism (preference for foreign goods). However, the
need to support the ZSU triggers a shift toward Ethnocentrism, where buying local is
perceived as a moral imperative to ensure national resilience.

3. Consumer Cosmopolitan Patriotism (CCP) as a Balancing Force. This novel
construct explains why Ukrainian consumers do not entirely reject global brands.
Instead, they reward "Cosmopolitan” brands that demonstrate "Patriotic" local actions
(e.g., international companies launching ZSU-linked charity campaigns). This allows
consumers to maintain a global lifestyle while fulfilling their national duties.

The final stage of the model, the Buyer’s Response, is the culmination of these
internal processes. In the proposed research, the response is not merely a "Product
choice" based on price, but a Value-Driven choice. The decision to purchase becomes
a micro-act of philanthropy. By choosing a product that supports the military, the
consumer completes the cycle from Environmental Stimulus (the war) to Internal
Processing (Patriotism/CET) to Final Response (Purchase as Support).

Exposition of the main research material: results in market practice. The theoret-
ical alignment of the Buyer’s Black Box suggests that during a national crisis, the
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internal decision-making process is significantly recalibrated by a moral and patriot-
ic imperative. However, to validate this framework, it is necessary to examine how
these internal characteristics translate into actual market behaviour.

The analysis of the Ukrainian market reveals that military charity has evolved
from a voluntary corporate gesture into a primary marketing stimulus that directly
affects the consumer’s decision-making process. By examining the following cate-
gories of corporate engagement, we can map how these external factors penetrate the
"Buyer's Black Box."

1. Direct sales-linked contributions (Cause-Related Marketing). In this cate-
gory, the purchase of a standard product is transformed into a philanthropic act, sim-
plifying the consumer's "Alternative evaluation" stage by providing an immediate
moral reward.

1.1 Fuel retailers (OKKO & WOG): These companies have pioneered long-
term CRM campaigns where specific products (e.g., "Pulls" fuel or "Volunteer
Coffee") trigger automatic donations for military equipment like UAVs and demining
vehicles. By linking a routine purchase to a national defence goal, these brands target
the Patriotism Effect, effectively bypassing price-sensitive decision-making [2; 10].

1.2 Retail and impulse goods (Aurora): Through the sale of themed collectable
items, Aurora demonstrated how CRM can drive high-volume sales by appealing to
Consumer Ethnocentrism. The "moral duty" to support the army becomes a stronger
driver than the goods' functional utility [6].

2. Collaborative philanthropy and media integration. This approach leverages
Reference Groups (media personalities and influencers) to validate the consumer's
choice and foster a sense of belonging to a "patriotic community."

2.1 IT and Digital Engagement (N-iX): The collaboration between the IT sec-
tor and media figures (e.g., charity livestreams) highlights the role of Consumer
Cosmopolitan Patriotism (CCP). This initiative raised over 11 million UAH, demon-
strating that digitally native consumers respond to brands that align global tech
lifestyles with local patriotic values [13].

2.2 Cultural Symbols (United24 & Atlas Festival): The "Dronopad" project by
Atlas Festival and PrivatBank, aiming for 100 million UAH, illustrates how enter-
tainment can be converted into a powerful social stimulus. Furthermore, the
United24 platform’s use of global ambassadors (actors, athletes) reinforces the CCP
construct, allowing consumers to feel globally connected while supporting national
sovereignty [1; 7].

3. Logistical CSR and perceived brand authenticity. The "Black Box" of the
consumer is also influenced by the perceived authenticity and reliability of the brand,
which is built through operational support during the crisis.

3.1 Infrastructure as a pillar (Nova Posta): By transporting over 3.1 million
humanitarian parcels (118,200 tonnes) during the first three years of the full-scale
war, Nova Posta has shifted its image from a delivery service to a "National Resilience
Pillar". This operational commitment directly affects the "Attitudes" and
"Knowledge" segments of the buyer's characteristics, fostering deep, long-term brand
loyalty [4].

3.2 Corporate Dominance in the Philanthropic Landscape. The shifting dynam-
ics of donations corroborate the effectiveness of these marketing incentives. By 2024,
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the business sector emerged as the dominant contributor, accounting for 60% of total
contributions, compared to 40% from individuals. This shift highlights the transition
of the Ukrainian consumer market: purchase decisions are increasingly viewed as a
means of collective economic resistance [12].

Conclusions. The findings of this research confirm that in the contemporary
Ukrainian market, military charity has transcended the boundaries of traditional
Corporate Social Responsibility to become a decisive social factor that fundamental-
ly alters the "Black Box" of consumer behaviour.

This study identifies the emergence of "Wartime Cause-Related Marketing" as a
unique socio-economic phenomenon where the ethical utility of a purchase, specifi-
cally aid to the Armed Forces of Ukraine (ZSU), often outweighs traditional eco-
nomic drivers such as price sensitivity or historical brand loyalty. The empirical analy-
sis also reveals a significant behavioural transition from consumer xenocentrism to
robust consumer ethnocentrism, in which Ukrainian citizens perceive the selection of
supportive local or international brands as a moral imperative and a civic duty.
Consequently, for businesses operating in this environment, active participation in
military fundraising has shifted from a discretionary public relations tool to a prereq-
uisite for brand authenticity and market competitiveness. By integrating ZSU support
into their core marketing incentives, companies effectively recalibrate the internal
decision-making processes of the "citizen-consumer," fostering deeper levels of trust
and long-term resilience. Ultimately, while this shift provides a powerful mechanism
for national mobilisation, future research must address the sustainability of this
model, particularly regarding potential "charity fatigue" and the long-term evolution
of these patriotic consumption patterns in a post-conflict economy.
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