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Digital Analytics as a Driver of Green Brand Competitive Advantages
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Abstract.

Introduction. In today’s conditions of transformation of global markets, driven by digitalization and growing environmental
challenges, companies are forced to rethink approaches to building their own competitiveness. Green branding is taking an
increasingly important place in strategic business development, and digital analytics is becoming a key tool that allows combining
environmental values with effective marketing solutions.

Purpose. The purpose of the article is to determine the impact of digital analytics on the formation and strengthening of
the competitive advantages of a green brand by analyzing the dynamics of the digital presence and behavioral indicators of the
company Ukono.

Results. Bibliometric analysis has shown growing scientific attention to the combination of digital analytics and green branding,
highlighting areas related to consumer behavior, the formation of green brand equity and the consequences of greenwashing. A
comparative assessment of green brands Ukono, HempFactor and JoHemp revealed significant differences in the use of digital
channels, in particular in the field of paid advertising, video content and the effectiveness of social interaction. Analysis of digital
sales funnels and communication styles showed different levels of strategic maturity: from transactional to consultative and
educational-value approach. The totality of the data obtained demonstrates that the effectiveness of the use of digital analytics
directly determines the quality of market visibility and competitiveness of a green brand.

Conclusions and prospects. The study confirms that digital analytics is a critical factor in strengthening the competitive
advantage of green brands in a dynamic digital environment. It provides not only a deeper understanding of consumer behavior,
but also forms strategic approaches to communication, value creation and avoiding reputational risks. Therefore, the integration of
analytical data into marketing processes is becoming a determining condition for the sustainable development of environmentally
oriented companies.

Keywords: digital analytics, green brand, competitive advantages, consumer behavior, sustainable marketing, environmental
communication.
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LincgpoBa aHaniTuka fik ApanBep KOHKYPEHTHUX NepeBar 3efieHoro 6peHAay

Ana Kpusuy', IpuHa JlyueHko', flHa Bakyna'
Cymcbkuli depxasHull yHisepcumem, Cymu, YkpaiHa

AHOomauis.

Bcmyn. Y cyyacHux ymMosax mpaHcgopmauii ceimosux puHKie, 3yMosneHol yughposizayieto ma 3pocmaHHsIM eKOMoaidHuUX
BUKIIUKIG, KOMMaHii eumyweHi nepeocmucnosamu nioxodu 00 hopMys8aHHSI 81aCHOI KOHKYPEeHMOCIPOMOXHOCMI. 3eneHull
bpeHduHe nocidae dedani saxnusiwe Micuye y cmpameziyHoMy po3sumky 6isHecy, a yugpoea aHasimuka cmae Ko4o8um
iHcmpymeHmom, wo 0o3eos1sie MoedHamu eKoo2iYHi UiHHOCMI 3 eqheKmUBHUMU MapKemuH208UMU PiLUeHHSIMU.

Mema cmammi nonsizae y eusHa4deHHi ernnuey Yugpoeoi aHanmimuku Ha ¢hOpMy8aHHS ma MOCUMEHHS KOHKYPEHMHUX
nepesaz 3e51eHo20 6peHdy wWissxomM aHanisy OuHamiku yughpoeol npucymHocmi ma noeediHKo8uX rnoka3Hukie komnaHii Ukono.

Pe3ynbmamu. bibniomempuy4Huli aHani3 3aceid4ue 3pocmaHHsl HayKoeoi yeaau 00 noedHaHHsI yughposoi aHamimuku ma
3e/1eH020 bpeHOUH2Yy, BUOKPEMUBWU HarpsIMU, 08’s3aHi 3i Crioxue4olo nosediHKo, ¢hopMy8aHHAM 3erieHoe0 bpeHd-exksimi
ma Hacnidkamu greenwashing. KomnapamueHe ouiHiogaHHs1 3eneHux 6perdie Ukono, HempFactor i JoHemp eusiguno cymmesi
8iOMiHHOCMI y 8uKopucmaHHi Uugposux KaHarsie, 30kpema y cghepi nnamHoi peknamu, ideo KOHmeHmy ma eghekmugHocmi
coujanbHoi 83aeMO0il. AHani3 yugposux B0POHOK npodaxy ma cmursie KOMyHikauii nokasag pi3Hull pigeHb cmpameaiqyHol
3pinocmi: 6i0 mpaH3akyiliHo2o nidxo0y 00 KOHCY/IbMamueHo20 ma O0C8IMHbO-YiHHICHO20. CyKynHiCmb ompumMaHux OaHux
deMoHCmpye, Wo eghekmusHicmb suKopucmaHHs Lugpoesoi aHanimuku 6e3rnocepedHbo 8U3HaYae siKicmb PUHKOBOI auOuUMOCMi
ma KOHKYPEeHMOCMPOMOXHiCMb 3e51eH020 6peHOy.

BucHoeku ma nepcriekmueu nodanbuwux docnidxeHb. [posedeHe docnidxeHHs nidmeepdxye, Wo yugposa aHanimuka
€ KhUmUYHUM ¢hakmopoM 3MIUHEHHS KOHKYPEHMHUX nepeesae 3eneHux 6peHdie y OuHamidHomy yughposomy cepedosuuli. BoHa
3abe3srneyye He nuwe 2nubwe po3yMiHHS MO8eOiHKU crioxueadie, ane U ghopmye cmpameeidyHi nidxoou 00 KOMyHiKauii, CmeopeHHs
UiHHoCcmi ma yHUKHEHHS1 perlymauiliHux pusukie. Omxe, iHmezpauyis aHanimu4Hux O0aHux y MapkemuHzo8i npouecu cmae
8U3Ha4YasIbHOK YMOBOI CMasio2o PO38UMKY €KOTO2IYHO OPiEHMOBaHUX KOMMaHiU.

KnrouoBi cnoBa: yughposa aHanimuka, 3eneHuli 6peHO, KOHKYpPeHMHI nepesaau, crioxusya nosediHka, cmanuli MapkemuHe,
eKoroziqyHa KOMyHikauisi.

Introduction. In todays globalized context, when climate risks are becoming increasingly
significant and the consequences of climate change are more tangible, digital analytics is taking on a
key role in shaping the competitive advantages of green brands. The report of the Intergovernmental
Panel on Climate Change (IPCC) [1] warns that accelerating warming will lead to irreversible
environmental consequences if business, as one of the main driving forces of the economy, does
not adapt its models to low-carbon development. In response, states are tightening regulatory
requirements: the European Green Deal [2] requires companies not only to reduce emissions, but
also to be transparent in product life cycles, which stimulates the transition to more sustainable,
digitally oriented business models.

In this climate, environmental competition is reaching a new level, as consumers increasingly pay
attention not only to brands “green” promises, but also to the confirmation of their veracity. European
initiatives, such as legislation on environmental claims, aim to prevent greenwashing and increase
trust by requiring verification of claims by independent third parties. Against the backdrop of these
regulatory changes, digital analytics for businesses is becoming not just a marketing tool, but a
strategic resource that allows brands to not only meet stakeholder expectations, but also proactively
shape their environmental identity.

This research is dedicated to finding out exactly how digital analytics can serve as a driver
of competitive advantage for green brands, using the example of Ukono’s. In an environment
of increased regulatory and consumer attention to environmental responsibility, it is important to
understand the extent to which analytical approaches contribute to increasing transparency, building
trust and communicating “green” values, as well as which digital strategies provide real market
differentiation.
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Analysis of research and publications. A review of the scientific literature shows a growing

interest among researchers in the role of digital analytics in shaping the competitive advantages of
enterprises, especially in the context of market transformation under the influence of sustainable
development. The works of leading authors emphasize that digital data is becoming a key resource
for improving the effectiveness of marketing decisions, optimizing interaction with consumers, and
building long-term market sustainability. At the same time, scientific research in the field of green
branding emphasizes the importance of transparency, trust and environmental responsibility as
fundamental factors of competitiveness. The synergy of these approaches forms the basis for
understanding how digital analytics creates a new type of value for green brands, providing them with
the ability to adapt to changing demand and strengthen their position in the market. Thus, the current
literary context confirms the importance of digital tools as a strategic driver of the development of
environmentally oriented companies (Table 1).

Table 1
Top 10 most cited publications by research topic
Ne. Document title Authors Source Year |Citations| FWCI
The drivers of green brand equity: Green Journal of
1 brand image, green satisfaction, and Chen Y.-S. ) . 2010( 1,036 |11.15
Business Ethics
green trust
Reinforcing green competitive
advantage through green production,
2 creativity and green brand image: Zameer H., Wang Y., | Journal of Qleaner 2020| 358 [10.54
L S Yasmeen H. Production
Implications for cleaner production in
China
Social and environmental sustainability | Panda T.K., Kumar
3 model on. conslumers altruism, green A, Jakhar S, ... Journal of Qleaner 2020 330 939
purchase intention, green brand loyalty | Kazancoglu I., Nayak Production
and evangelism S.S.
Green product purchase intention: "
4 | impact of green brands, attitude, and Mohd Suki N. British Food 2016 299 3.81
Journal
knowledge
Greenwash and green purchase Chen, Y.-S., Huang, I\-;c:::laQeun?\gtr)\/t
5 [behaviour: the mediation of green brand | A.-F., Wang, T.-Y., 9 . 2020| 186 9.92
) and Business
image and green brand loyalty Chen, Y.-R.
Excellence
Investigating the Antecedents of RCe ergr:z;[ke)ilist():ild
6 | Green Brand Equity: A Sustainable | Kang S., Hur W.-M. PO y 2012| 184 | 1.37
) Environmental
Development Perspective
Management
. . . . Gupta S., Leszkiewicz Journal of
7 | Digital Analytics: Modeling for Insights | 5 "¢\ 120/ Bijmolt Interactive ~ |2020| 157 | 3.37
and New Methods )
T., Potapov D. Marketing
Green brand of companies and Pimonenko T., Bilan Y., Sustainabilit
8 greenwashing under sustainable Horak J., Starchenko . Y 12020 151 6.04
. Switzerland
development goals L., Gajda W.
Marketing
9 Effects of green .brandlon green Huang Y.-C., Yang M., Intelligence and |2014| 149 152
purchase intention Wang Y.-C. .
Planning
10 Antecedents of Green Brand Equity: An [ Ng P.F., Butt M.M,, qurnal of. 2014| 134 459
Integrated Approach Khong K.W., Ong F.S.| Business Ethics
Source: generated by the authors based on data [3].
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The generalization of the processed scientific sources shows that the formation of competitive
advantages of green brands is multidimensional and is based on a combination of consumer
psychological factors, environmental communication, and modern digital technologies. Studies on
building and strengthening green brand equity [4; 5; 6] demonstrate that key determinants of green
brand equity are green trust, satisfaction, loyalty, and preconceived notions of brand quality and
credibility. Green brand image serves as a basic mechanism through which other factors, including
consumers’ emotional responses and value perceptions, emerge, which is consistent with findings on
the mediating role of trust and satisfaction in modeling green brand equity. The generalization of the
results of the considered scientific works indicates the complex nature of the formation of competitive
advantages of green brands, which are centered on trust, knowledge, satisfaction and consistent
environmental communication. Studies unanimously emphasize that the green brand image acts
as a key catalyst for both strengthening brand value and stimulating environmentally responsible
consumer behavior. At the same time, negative practices, in particular greenwashing, significantly
undermine the effectiveness of green strategies, reducing purchase intention and loyalty. Collectively
analyzed studies form a holistic picture of the modern determinants of green branding, confirming
the importance of combining environmental responsibility with analytically oriented marketing
approaches.

The second cluster of publications focuses on the behavioral determinants of green consumption
[7; 8; 9]. These works convincingly show that awareness of sustainability, knowledge about the green
brand and formed positive attitudes can contribute to the growth of altruistic motivations, purchase
intention, loyalty and brand advocacy. Thus, the significance of cognitive-attitudinal models in
explaining the decisions of environmentally oriented consumers is confirmed.

The problem of greenwashing has attracted particular attention in recent years, as discussed
in [10; 11; 12]. These studies empirically confirm that manipulative or false environmental claims
significantly damage green brand image, reduce trust, and negatively affect consumer behavioral
intentions. The identified effects, both direct and indirect, demonstrate the critical importance of
communication credibility and transparency in promoting green brands.

Unlike other reviewed works, Gupta et al. [13] focus on digital analytics and propose conceptual
approaches to using artificial intelligence and the Internet of Things to generate consumer insights.
This study highlights the need for technological integration in the strategic management of green
brands, as digital tools can enhance the effectiveness of marketing decisions and ensure the
formation of sustainable competitive advantages.

The dynamics of publications (fig. 1) related to “digital analytic’ and “green brand” from 1976 to
2025 show a clear transition from isolated research interest to a rapidly expanding academic field.
Between 1976 and 2005, the number of studies remained very low, which can be explained by
the limited development of digital technologies and the relatively low awareness of environmental
responsibility among businesses. During this time, macroeconomic factors such as slow technological
progress and minimal environmental regulation limited research in this area, while microeconomic
factors like the focus on production efficiency and profit rather than sustainability shaped corporate
behavior.
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Fig. 1. Number of scientific publications in Scopus by keywords “digital analytics”, “green brand”.
Source: author’s elaboration based on [3].

The period from 2006 to 2015 marks the beginning of gradual growth. The global spread of
the internet, the emergence of social media, and the introduction of tools like Google Analytics
made data-driven decision-making more accessible. However, the 2008 global financial crisis had a
significant impact on both research and business priorities. Many companies were forced to optimize
marketing budgets, which led to a growing interest in digital analytics as a cost-effective tool for
performance measurement. At the same time, the crisis increased public awareness of corporate
ethics and sustainability, encouraging firms to strengthen their reputation through responsible
branding. On a broader scale, international agreements such as the Kyoto Protocol and later the
Paris Agreement pushed sustainability into the business agenda, fostering academic interest in green
branding strategies.

From 2016 to 2019, a more visible increase in publications occurred, reflecting the integration
of advanced digital tools and sustainability in business practice. Big Data, artificial intelligence, and
automation became essential for marketing strategies, while global ESG (Environmental, Social,
Governance) standards emphasized the importance of measuring environmental performance.
Firms used analytics not only for customer insights but also to evaluate the effectiveness of green
campaigns.

The most dramatic growth occurred from 2020 to 2025. The COVID-19 pandemic accelerated
digital transformation across all industries, driving companies to rely on online channels and digital
analytics more than ever before. At the same time, sustainability gained strategic importance through
initiatives such as the European Green Deal (2019) and post-pandemic recovery plans that promoted
both digitalization and environmental responsibility. The economic shocks caused by the pandemic
also pushed businesses to become more efficient, transparent, and resilient — goals that aligned
well with both digital analytics and sustainability principles. On the microeconomic level, businesses
realized that eco-conscious consumers respond positively to data-driven transparency and authenticity
in green communication. As a result, the intersection of digital analytics and green branding has
become a key research focus, illustrating the global shift toward data-informed sustainability and
responsible marketing in the modern economy.
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Fig. 2. Subject areas.
Source: author’s elaboration based on [3].

The treemap and data table (fig. 2) show the main subject areas in which publications related to
“digital analytic’ and “green brand” appear, highlighting the interdisciplinary nature of this research
field. The largest portion of studies (154) belongs to Business, Management, and Accounting,
indicating that the connection between digital analytics and green branding is primarily analyzed from
the perspective of corporate strategy, marketing, and sustainable business models. Researchers
in this field explore how companies use digital tools to monitor, measure, and communicate their
environmental performance, as well as how sustainability affects brand value and consumer trust.

The second largest area, Social Sciences (105 publications), focuses on consumer behavior,
public perception of green initiatives, and the social impacts of digital transformation. Environmental
Science (64 publications) ranks third, emphasizing the technical and ecological aspects of
sustainability, such as resource management, carbon footprint reduction, and green innovation
supported by digital analytics.

Economics, Econometrics, and Finance (59 publications) represent another significant share,
reflecting interest in the economic effects of sustainability-driven strategies and how digital
technologies contribute to more efficient and transparent markets. Computer Science (46 publications)
demonstrates the technological backbone of this research, including the development of analytical
models, Al-based tools, and digital platforms for data-driven sustainability assessment.

Smaller yet notable contributions come from Energy (44), Engineering (40), and Decision
Sciences (20) — careas focusing on technical efficiency, system optimization, and analytical decision-
making. Fields such as Arts and Humanities (16) and Psychology (15) contribute by exploring cultural
and behavioral dimensions of green branding and digital influence. Finally, Mathematics (13) and
Medicine (10) have minimal but emerging involvement, likely through data modeling and health-
related sustainability research.

Overall, the distribution illustrates that the intersection of “digital analytic’ and “green brand” is
dominated by business and social disciplines, but also draws insights from technology, environmental,
and behavioral sciences. This diversity highlights the global academic understanding that sustainable
branding supported by digital analytics is not only a marketing trend but a multidimensional approach
that integrates economics, technology, and environmental responsibility.

Summarizing the results of the bibliometric analysis, it can be argued that the development of
green brands is determined by the synergistic interaction of environmental credibility, consumer
psychological factors and modern digital technologies. At the same time, the risks associated with
greenwashing emphasize the importance of ethics and transparency as conditions for maintaining
long-term market sustainability. The body of research convincingly demonstrates that it is the
combination of trust, knowledge, authentic environmental communication and digital analytics that
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forms the foundation for sustainable growth and strengthening the value of green brands in the
modern competitive environment.

The purpose of this research is to determine the impact of digital analytics on the formation and
strengthening of the competitive advantages of a green brand by analyzing the dynamics of the digital
presence and behavioral indicators of the company Ukono.

Results. As part of the study, the results of the analysis of the digital presence of Ukono allowed
us to assess the real state of the use of digital analytics as a tool for forming competitive advantages
of a green brand. The data obtained reflect both the structural features of the dynamics of online traffic
and the specific patterns of consumer interaction with the brand in the digital environment, which
allows us to identify key weaknesses and potential growth points. Analysis of Ukono’s indicators in
comparison with other companies in the segment allows us to determine the level of effectiveness
of the use of digital tools, primarily SEO strategies, environmental communication and user behavior
data. The results presented below form the basis for further interpretation of the real impact of
digital analytics on the brand’s competitiveness and determine the strategic directions necessary to
strengthen its positions in the green products market.

Key metrics L]

59+ 87

N g
= 0 3
o= F
.
-

Fig. 3. Ukono’s organic presence in search engines.
Source: [14; 15].

The results of the study (fig. 3) demonstrate key indicators of organic search traffic for the Ukono
brand, including organic visit volume, organic keyword count, search visibility score, referring domains,
and site health index. The data obtained indicate an extremely low presence of the brand in organic
search, which indicates limited digital visibility and, consequently, a weak competitive position in the
environmentally-oriented market. In the context of green branding, such a weak search presence
significantly complicates the communication of sustainability values and reduces the brand’s ability
to build consumer trust through transparency.

Key metrics @

GANIC TRAFFIC REFERRING DOMAINS secHviseTy | G uk > HEALTHSCORE
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Fig. 4. HempFactor organic efficiency in comparative dynamics.
Source: [14; 16].

Figure 4 illustrates the organic traffic, keyword count, search visibility, and external links for the
HempFactor brand. Compared to Ukono, the brand shows significantly higher values for all key
metrics, indicating a strategically built and effectively implemented SEO presence. HempFactor
receives better indexing and page relevance, which strengthens its position as a green brand and
provides greater impact on its target audience by dominating search queries related to sustainable
and eco-friendly products.
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Key metrics
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Fig. 5. JoHemp search visibility as an indicator of the digital competitiveness of a green brand.
Source: [14; 17].

Data from October 2025 reveals Ukono’s negligible position. Ukono’s 59 monthly organic visitors
are dwarfed by HempFactor’s 1.2K and JoHemp’s 1.6K. This is further reflected in their keyword
footprint: Ukono ranks for just 297 keywords, while HempFactor and JoHemp control 1.8K and 1.2K
keywords, respectively.

Figure 5 shows key SEO performance indicators for JoHemp, which is positioned between Ukono
and HempFactor. Despite a fairly high level of organic traffic and a significant number of keywords,
JoHemp’s search visibility remains lower than its main competitors. This indicates partial optimization
of the content and site structure, which requires further improvement. For a green brand, this means
that insufficient use of analytical capabilities limits its ability to adapt communication and strengthen
its environmental reputation.

Fig. 6. Ukono’s overall traffic dynamics in organic and paid search.
Source: [14].

The results show (fig. 6) the long-term dynamics of the total traffic of the Ukono brand from 2021
to 2025, including organic and paid traffic sources. The combined figures show a consistently low
level of traffic for most of the period, indicating Ukono’s weak position in the digital environment
and limited audience engagement. The only significant spike in 2025 shows signs of an anomalous
peak growth, which is not supported by further stabilization, which may indicate short-term marketing
activity or technical fluctuations in data. For a green brand, such instability of digital indicators means
an insufficient level of use of analytics to form lasting competitive advantages, particularly in the
context of organic communicatigq about product su‘sga_ir)ability and environmental values.

o

e 8 e > [
Fig. 7. HempFactor's overall traffic dynamics as an indicator of a green
brand’s growing digital presence.
Source: [14].
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Figure 7 shows the dynamics of the overall traffic of the HempFactor brand over the same period,
but unlike Ukono, it is characterized by a clear growth trend, in particular during 2024-2025. The
figure shows a gradual increase in organic traffic, which indicates the effectiveness of using digital
analytics to optimize content and improve search visibility. In addition, characteristic peaks in traffic
growth correlate with potential marketing campaigns or improvements to the site structure, which
confirms the active use of data in strategic management. For green brands, such dynamics are an
indicator of the ability to strengthen their market position thanks to data, which increases consumer
trust and supports a sustainable image.

KEYWORDS TRAFFIC COST BACKLINGS

8 Ogwic @ Poid | OrganictOd s

Fig. 8. Dynamics of JoHemp’s total traffic as an indicator of the development of the digital presence
of a green brand.
Source: [14].

The data indicates (fig. 8) consistently low traffic figures during the first years and the lack of
active involvement of digital tools in the early stages of the brand’s activity. Starting from 2024,
there is a noticeable increase in organic traffic, which indicates the intensification of SEO activities,
improved content quality and increased relevance of pages in search engines. Such positive dynamics
demonstrate that digital analytics has begun to act as a mechanism to support the competitiveness
of the brand, allowing to form sustainable communication advantages and strengthen the ecological
image.

REVWORDS TRAFRIC COST BACKLSOS

Fig. 9. Comparative dynamics of total traffic of Ukono, HempFactor and JoHemp in the context of
digital competitiveness of green brands.
Source: [14].

Figure 9 illustrates the comparative evolution of the total traffic of three brands — Ukono,
HempFactor and JoHemp — during 2020-2025. The graph clearly shows significant differences in
the level of digital presence between the brands. HempFactor demonstrates consistent and intense
growth in organic traffic, indicating the systematic application of digital analytics and an effective SEO
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strategy, thanks to which the brand is established as a leader in the green segment. JoHemp occupies
an intermediate position, characterized by uneven but generally positive growth, reflecting a gradual
adaptation to analytical approaches. Ukono, on the other hand, demonstrates a low and almost static
traffic trajectory, indicating a lack of strategic use of data and weak digital competitiveness.

The first graph in Figure 10 shows a Venn diagram that reflects the degree of organic keyword
overlap between three brands operating in the environmentally friendly goods segment. The graph
illustrates that competitors have significantly wider and more overlapping semantic fields, while an
individual green brand is represented by a relatively small number of keywords and minimal overlap
with other market participants. This structure of semantic interaction indicates a weak presence of the
brand in highly competitive information areas of Google organic search results.

Shared keywords G "™ GoogleUkraine UK ~

Traffic and keyword competition

1
common E.:;ic, stere

27K 86

s SRR cpesses
" o -_!55

frremn e orastere @ hemplaconsa + o Oganik keywords ¢ Orgasic traffic
Fig. 10. Comparative visualization of keyword intersection between green brands
on the Google Ukraine market.

Source: [14].

The second graph in Figure 10 is a horizontal diagram that compares the volumes of organic traffic
and the number of keywords of the three brands in the context of the Google Ukraine market. The
data demonstrate an uneven distribution of digital presence: competing brands generate significantly
more organic traffic due to a broader semantic strategy and active work with high-frequency queries.
Instead, the analyzed brand is characterized by significantly lower indicators, which indicates
insufficient content optimization and a lack of systematic SEO positioning.
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Fig. 11. Search queries and traffic metrics for a green brand.
Source: [14].

160 ISSN 2786-4537 (print). BicHuk ekoHomiku Ne 4, 2025 p.
ISSN 2786-4545 (online). Herald of Economics Ne 4, 2025



The analysis shows that the brand holds relatively stable positions in a number of low-frequency
or niche queries, but is almost completely absent from highly competitive categories associated with
mass demand. This reduces its potential to attract its target audience and limits its ability to create
sustainable competitive advantages through organic channels.

Conclusions and recommendations. The results of the analysis indicate significant differences
in the use of digital tools and communication strategies between Ukono [15] and its competitors,
which directly affects the formation of competitive advantages in the green brand segment. A study of
paid advertising, in particular based on the Facebook Ads Library, showed that HempFactor [16] and
JoHemp [17] actively invest in paid promotion channels, reaching audiences with a formed purchase
intention, while the lack of similar activity on the part of Ukono actually means the transfer of this
strategically important channel of engagement to competitors. In the context of social media, Ukono
demonstrates a relatively strong position on Instagram, where its presence is comparable or even
higher than individual competitors, which is explained by the visual nature of the platform and the
correspondence of its content format to the brand’s product category. At the same time, there is
a significant asymmetry on the highly dynamic video platforms TikTok and YouTube: HempFactor
generates dominant reach and activity, while Ukono provides only a minimal presence, which
significantly weakens its competitive opportunities in areas where the main digital attention of the
audience is currently focused.

In addition to quantitative differences in traffic and social metrics, differences in stylistic approaches
to communication further highlight the strategic features of each brand. Analysis of interaction in
the “mystery shopper” format showed that JoHemp uses the most transactional approach, aimed
at quick satisfaction of the request and immediate conversion. In contrast, HempFactor forms a
friendly, consultative style, which enhances the sense of accessibility and expertise of the brand.
Ukono, in contrast, follows a clearly expressed “green education” strategy, offering meaningful,
reasoned and informative answers aimed at explaining the natural properties of products and forming
the consumer’s environmental awareness. This approach corresponds to the model of consumer
behavior described in studies [7; 8], which emphasize that awareness and environmental knowledge
stimulate a positive attitude towards the brand and increase purchase intention.

Thus, the results of the analysis confirm that Ukono has potential in the segment of visually oriented
social platforms and maintains the identity of a green brand through educational communication, but
is significantly inferior to competitors in attracting an audience on video-oriented channels and does
not use the opportunities of paid advertising. Taken together, such features indicate the need for a
strategic rethinking of Ukono’s digital activities, in particular, expanding analytics tools, activating paid
promotion channels and strengthening presence on platforms with a high growth rate. This will allow
the brand to compete more effectively in the digital market and transform its environmental values
into measurable competitive advantages.

Funding. This research was funded by the Ministry of Education and Science of Ukraine (grant
number 0123U101920).
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