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flow, CRM, TMS, warehouse systems and status exchange with the carrier
reduce information gaps between participants in the logistics chain. The World
Bank assesses logistics performance through customs, infrastructure, service
quality, tracking and timeliness of deliveries [4]. As a result, the communication
barrier should be treated as a managerial issue affecting delivery times, costs,
trust and the access of Ukrainian enterprises to European logistics networks.
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freight transport information. Official Journal of the European Union. 2020. L 249. P. 33-48. URL: https://eur-
lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:32020R 1056 (date of access: 23.05.2026).
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In the modern digital economy, a fundamental shift is taking place in the
perception and evaluation of consumer goods. The classic concept of marketing,
where the key value of a product was determined by its utilitarian
characteristics, physical quality and affordability, is finally giving way to the
experience economy. Today, consumers evaluate a brand not by isolated
product parameters, but through the prism of a complex, integrated experience
of interaction in digital and physical space.

Digitalization has transformed the very nature of consumer value, adding
new critically important dimensions to it: transaction speed and instant
feedback; intuitiveness and ergonomics of digital interfaces; emotional comfort
and a sense of personal care; the level of digital security and data
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confidentiality. Value is now formed as a set of rational and emotional customer
responses at each point of contact with the company, and the quality of the
digital interface and the speed of service weigh no less than the quality of the
physical product itself.

In a highly competitive environment where technological barriers to product
copying have fallen, digital experiences are becoming the main tool for brand
differentiation. A positive digital experience is based on three fundamental
principles: omnichannel, seamlessness, and intuitiveness. Companies that are
able to provide this level of interaction convert digital experiences into strategic
assets — long-term loyalty, high customer retention, and organic brand advocacy
[1].

One of the most powerful tools for enhancing consumer value has become
personalization, which has gone far beyond addressing the customer by name in
an email newsletter. Thanks to Big Data technologies, machine learning
algorithms, and artificial intelligence, businesses have received tools for
predictive (forecasting) analytics.

Companies are now able to analyze huge amounts of data: viewing history,
how long they spend looking at a particular element of the screen, previous
purchases, geolocation, and even the user's current emotional state through the
analysis of their activity. This allows them to create hyper-personalized offers in
real time. When the system offers the consumer exactly what he needs at a
particular moment (or even anticipates this need before the client himself
realizes it), a feeling of uniqueness and high personal value arises, which
maximizes the level of satisfaction. Digital platforms, marketplaces, mobile
ecosystems, and social media have radically changed the role of the consumer in
market relations. From a passive object of marketing influence and the final
recipient of the product, the consumer has turned into a “prosumer” — an active
co-author of value. The modern consumer seeks to influence the brand. He
forms the company's reputation field through public reviews, participates in
product improvement through beta testing, generates user-generated content
(UGC), votes for the company's development vectors in surveys, and
participates in co-creation programs [2]. This interactivity creates a deep
psychological attachment: the consumer values the product more if he feels his
direct contribution to its creation or improvement.

The emotional component in the digital age has acquired a strict strategic
and mathematical calculation. The client's digital comfort is formed through the
aesthetics of visual design, the speed of system response, the presence of micro-
animations that confirm the success of actions, and a sense of absolute security
(both financial and informational). The slightest failure, an opaque policy on the
use of personal data, or a delay in page loading cause irritation in the user and
lead to an instant transition to competitors.

As a result, a new type of consumer with radically new expectations has
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emerged: the on-demand economy (the need to receive services here and now),
24/7 interactivity (the absence of time constraints for solving problems, which
stimulates the introduction of intelligent Al assistants), and radical transparency
(the desire to see in real time the movement of your order, supply chains, and
the real ecological footprint of the product).

Thus, global digitalization has reformatted classic marketing strategies,
shifting the focus from the material characteristics of the product to the
architecture of the consumer experience and impression management. Economic
value today is measured by emotional resonance, the degree of personalization,
and the technological seamlessness of the customer journey. The winners in the
digital race are those companies that perceive digitalization not simply as a set
of tools for automating internal processes, but as a philosophy of creating a
human-centric ecosystem space, where every click brings the user a sense of
comfort, uniqueness, and security.

[1] Crpynrap A. BrmuB mTyYHOTO iHTENEKTy Ha CTpaTerii U(POBOro MapKETHHTY: TOTOYHI MOKIMBOCTI Ta
MIEPCTIEKTHBU PO3BUTKY. Exonomixa ma cycninecmso. 2024. Ne 62. DOI: https://doi.org/10.32782/2524-
0072/2024-62-160.

[2] Kynpierko K. C., Yurypsa M. O., Kupmmok A. O. Llupposi xomyHikamii B MapKeTHHTY: PO3BHUTOK
COIIaTEHUX MEPEXK SIK TMPOBITHOTO KaHATy OPCHIOBOI B3aEMOIIT. AKkmyaibHi numanisi ekoHomiunux Hayk. 2025.
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Under the conditions of martial law and post-war reconstruction, Ukraine's
railway transport has emerged as a critical factor in national security. Despite
continuous infrastructure destruction, the sector requires systemic
modernization to integrate into the European Trans-European Transport
Network (TEN-T). The relevance of this study lies in the transition from a
resource-intensive operational model to an "intellectual business" paradigm
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