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Abstract. The article is devoted to the analysis of modern consumer behavior in
the digital environment with an emphasis on the pharmaceutical market. The study
identified the technical preferences of users, in particular, it was found that 40% of
respondents most often use a smartphone to access the network. The average time spent
online was analyzed, where the largest share (35%) spends 5 to 6 hours a day with
gadgets. Key communication platforms were identified. Purchasing habits were
studied: consumers most often make purchases through Instagram stores and popular
marketplaces. Special attention was paid to factors influencing decision-making, where
it was found that almost half of the respondents (47.5%) purchased goods on the
recommendation of bloggers. The results confirm the high level of digitalization of
consumption and the need to adapt the marketing strategies of pharmaceutical
companies to mobile platforms and influence marketing. The study emphasizes that
only 2% of consumers do not make online purchases, which indicates almost complete
market coverage by e-commerce. The article contains detailed statistics on the
distribution of screen time and the popularity of mobile applications, which can be used
to optimize advertising budgets in the pharmaceutical industry.

Keywords: consumer behavior, pharmaceutical market, online shopping,
influencer marketing, e-commerce

Anortanisi. CTaTTsS NPUCBSYEHA aHaII3y CY4YaCHO! MOBEIIHKH CIIOXXHBAYiB y
nu(ppPOBOMY CEpPEelOBHILI 3 AaKIEHTOM Ha QapMaleBTUYHUI pUHOK. Y XO.l
JOCTHiKEHHsT OyJ0 BH3HAYEHO TEXHIYHI TIepeBarn KOPHUCTYBadiB, 30KpeMa
BCTaHOBJIEHO, 110 40% pECroHACHTIB HAYaACTIIIIE BUKOPUCTOBYIOTh CMapT(OH IJis
noctymy 1o Mepexi. [IpoanamizoBaHo cepenHiii 4ac mnepeOyBaHHS OHJIAWH, i€
HaiOibpIma vactka (35%) mpoBOAUTH 3 TajpKeTamMu Big 5 10 6 TOAWMH Ha JICHD.
Bussneno kmodoBi minatdopmu komyHikamii. JlocnmipkeHO KyIiBeslbHI 3BHYKH:
CMOKMBaul HaWyacTilie 3IMCHIOITh TOKYyNnkH uyepe3 Instagram-mara3sunHu Ta
nomyJjsipHi Mapketmiieiicu. OxkpemMy yBary nOpuauieHO (akTopaM BIUIMBY Ha
OPUNHATTS pIllieHb, 1€ BCTAHOBJICHO, 110 Maibke MOJOBMHA pecnoHAeHTIB (47,5%)
KyIyBaJId TOBApH 32 peKOMEH alli€to O6yiorepiB. Pe3ynbraT miaTBEpAKyOTh BUCOKUN
pPIBEHb JIDKWTANI3AIIl CHOXXKUBAHHS Ta HEOOXIMHICTh aaanTaiii MapKeTHHTOBUX
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cTpaTeriii (apmareBTUUHMX KOMIIaHIM 70 MOOUIbHMX TuiaTdopMm Ta 1HQIIOCHC-
MapKeTHHTy. JloCHIKeHHsT MAKPECIIOE, 110 e 2% CHoKMBayiB HE 3/1HCHIOIOTH
OHJIAMH-TIOKYIIOK, IO CBIAYUTH MPO MaiKe MOBHE OXOIUICHHS PUHKY €JIEKTPOHHOIO
koMmepii€ero. CTaTTs MICTUTh €TalbHI CTATUCTUYHI JAaHi 1100 PO3MOILTY €KpaHHOTO
Yyacy Ta MOMYJSPHOCTI MOOLIBHUX 3aCTOCYHKIB, II0 MOXE OyTH BHKOPUCTAHO AJIs
onTHMI3allii peKIaMHUX OFO/DKETIB y (papMarieBTUIHIM ramy3i.

Kito4oBi cjioBa: moBejiHKa CroXuBayiB, (papMalleBTUUHUI PUHOK, OHJIAMH-
MOKYIIKH, 1H(IIOEHC-MapKETHUHT, €JIEKTPOHHA KOMEPIIis.

Introduction. The rapid transformation of the global economic landscape,
driven by the total digitalization of society, has fundamentally altered the interaction
between pharmaceutical market participants and their end-users. Traditional pharmacy
retail models are increasingly being integrated with or replaced by digital health
ecosystems, where the consumer's journey begins long before the physical or digital
checkout [1-6]. In the current pharmaceutical market, understanding digital
touchpoints is no longer optional but a necessity for crisis management and logistical
optimization. The shift toward e-commerce and m-commerce (mobile commerce)
necessitates a deeper investigation into how consumers allocate their attention, which
devices they prioritize, and which information channels exert the greatest influence on
their purchasing decisions. Given the high competition and the sensitive nature of
pharmaceutical products, analyzing these behavioral patterns is crucial for ensuring the
sustainability and accessibility of pharmaceutical care in a digital-first world.

The aim of this study is to analyze the characteristics of consumer digital
behavior, examine gadget usage, and identify the priority channels for online shopping.

Methods and materials. The study used an online consumer survey method.
Statistical data processing was carried out using frequency distribution analysis. The
research materials were respondents' answers about their digital habits and purchasing
activity.

Results and discussion. The current state of the pharmaceutical market is
characterized by a rapid transition into the digital space, leading to a shift in traditional
consumer behavior models. This study has identified key features of user interaction
with gadgets and online platforms in the context of making purchases.

It was established that the primary tool for accessing the network is the
smartphone, used by 40% of respondents, while laptops account for 16%, desktop
computers for 8%, tablets for 5%, and smartwatches for 4% of the audience. This
indicates a dominance of mobile traffic, which should be a decisive factor in
developing digital strategies for pharmacy chains.
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Analysis of daily screen time demonstrates high levels of engagement: the
largest group of respondents (35%) spends 5 to 6 hours online daily, a quarter of
respondents (25%) devote 7 to 8 hours to their gadgets, and 15% spend 3 to 4 hours.
Less numerous groups use devices for 9—10 hours (10%), 11-12 hours (7.5%), one to
two hours (5%), or even more than 13 hours (2.5%).

The distribution of attention among mobile applications also shows a clear
hierarchy, with Telegram leading at a share of 61.5%. Users spend significantly less
time on Instagram (17.9%), YouTube (10.3%), TikTok (7.7%), and Viber (2.6%). Such
a structure of media consumption points to a shift in priorities regarding information
channels. Concerning direct commercial activity, Instagram stores are the most popular
for making purchases, followed by marketplaces such as Prom and Rozetka.
Furthermore, consumers actively use platforms like OLX, Kasta, Shafa, AliExpress,
and Shein (Fig. 1).
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Fig. 1. Analysis of applications in which purchases were made

Notably, only a small fraction of respondents (2%) do not make online purchases
at all, confirming the total penetration of e-commerce into daily life. The frequency of
online shopping is also quite high: almost 49% of those surveyed buy goods on the
internet several times a month. A vital aspect of modern marketing is the influence of
opinion leaders, as 47.5% of consumers have made a purchase based on a direct
recommendation from bloggers.

Consequently, successful operation in the pharmaceutical market today is
impossible without considering the mobile-centric nature of consumers, maintaining
an active presence in messengers, and utilizing influencer marketing as one of the most
effective tools for influencing purchasing decisions.

Conclusions. The findings of this study confirm that the pharmaceutical
consumer has fully transitioned into a "mobile-first" digital actor. With 40% of users
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relying on smartphones and a significant majority spending over five hours online
daily, the digital environment has become the primary arena for pharmaceutical
marketing and sales.

The study highlights a significant shift in consumer priorities, where traditional
information channels are being replaced by instant messaging services and social
media ecosystems. Furthermore, the substantial influence of digital opinion leaders,
affecting nearly 48% of purchasing decisions, underscores a move toward
recommendation-driven social commerce. Since only 2% of respondents abstain from
online shopping, it is evident that e-commerce is no longer a niche segment but the
standard for the modern pharmaceutical market.

For pharmacy networks to remain competitive and resilient against crises, they
must prioritize mobile-optimized platforms, integrate their logistics with popular
marketplaces, and leverage influencer marketing to build trust and drive engagement.

Future strategies should focus on personalized digital interactions within high-
traffic social environments to meet the evolving expectations of the modern consumer.
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