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REBRANDING IN CRISIS: WARTIME CHANGES
IN TRADEMARK CHARACTERISTICS IN UKRAINE

Introduction. The creation of intellectual property assets is frequently driven by innovation and is com-
monly associated with patents, industrial designs, trademarks (TMs), and copyright. At the same time,
TMs have increasingly been recognized as valuable indicators of innovation implementation, commer-
cialization, and business resilience, particularly under conditions of geopolitical crisis.

Problem Statement. Despite the growing recognition of TMs as indicators of innovation, commer-
cialization, and industrial adaptation, empirical evidence on the effects of wartime conditions on trade-
mark-related behavior, naming strategies, and the selection of goods and services in TM applications
remains limited.

Purpose. To assess changes in the characteristics of TMs in Ukraine under wartime conditions and to de-
termine which of the identified changes may be associated with the impact of the Russian-Ukrainian war.

Materials and Methods. The study covers the period from 2018 to 2025 and is based on a compara-
tive analysis of TM applications filed before and during the war. Official data from the Ukrainian Na-
tional Office for Intellectual Property and Innovations have been used. A total of 759 TMs have been
analyzed within two representative samples to examine changes in naming practices, language use, and
the goods and services covered by the applications, while testing three hypotheses concerning the direct,
indirect, and adaptive effects of war on trademark activity.

Results. The analysis has demonstrated that wartime conditions in Ukraine have been associated
with a decline in the number of TM registrations, the near disappearance of Russian-language and
negatively connoted war-related symbols, the limited use of positively framed war-related symbols, and
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a broader tendency toward shorter and simpler TMs. These findings have indicated that branding strategies have
adapted primarily through simplification, resilience, and functional repositioning.

Conclusions. The study has highlighted the value of TM analysis for understanding the dynamics of innovation
under crisis conditions. The findings have provided a foundation for further empirical research in the post-war period.
The identified changes have made it possible to regard TMs as an effective instrument for capturing the adaptive res-

ponses of rights holders during periods of crisis.

Keywords: trademarks, Russo-Ukrainian war, statistics, intellectual property, adaptation, naming.

The development of innovation leads to the ge-
neration of intellectual property. When we speak of
this, we primarily refer to inventions, industrial
designs, trademarks, and copyright — approxi-
mately in that order. However, today, trademarks
are emerging from the shadows:

+ They have increased predictive value, as inven-
tions often fail to capture so-called “soft” inno-
vations — services, marketing, and business
models [1, 2].

+ Unlike patents, which primarily certify technolo-
gical novelty without necessarily implying com-
mercialization, trademarks more accurately ref-
lect the actual implementation of innovations [1].

¢ They complement patents as indicators of in-

novation [2—5].

+ They enhance the added value of innovations
(6, 7].

+ They help attract government support and in-
vestment [8].

# They are accessible to companies of all sizes
and to firms with limited levels of innovative-
ness [2, 4, 7].

Innovation management involves not only the
creation of new products and services, but also
the systematic management of intangible assets
such as trademarks. Strong trademark portfolios
are often indicative of well-managed innovation
processes, where firms systematically align bran-
ding with market differentiation and intellectual
property protection. This alignment enables more
efficient appropriation of innovation outcomes
and enhances the firm’s ability to scale or pivot.

Mentioned studies have highlighted that com-
panies which actively manage their intellectual
property are more likely to engage in continuous
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innovation. This is particularly relevant for SMEs,
which may lack the capacity to maintain large pa-
tent portfolios but can effectively use trademarks
to signal reliability, value, and market orientation.

Thus, the study of trademarks holds significant
value in the context of innovation-driven deve-
lopment. However, various geopolitical phenome-
na can introduce new conditions for the registra-
tion and use of trademarks and may even serve
as strategic tools for business recovery [9]. One
such condition is, evidently, the Russo-Ukrainian
war. This context has received limited attention in
scholarly research, and the present article seeks to
address this gap. Also, previous research [9] focu-
sed on green trademarks, whereas a broader con-
text calls for further investigation.

Some commentators have suggested that intel-
lectual property rights have become a form of “wea-
pon” during the Russo-Ukrainian war [10, 11].
This may be especially true in the case of Russia,
which refused to provide intellectual property
protection to companies from “unfriendly count-
ries” by invoking Article 73 of the TRIPS Agree-
ment, which permits the temporary suspension
of intellectual property rights for reasons of na-
tional security, including armed conflict [12].

Ukraine, by contrast, has not invoked Article
73 of the TRIPS Agreement, despite calls to do so
[13], likely as part of an effort to maintain its sta-
tus as a fully functioning legal jurisdiction under
conditions of wartime governance and institu-
tional continuity. Nevertheless, the Ukrainian in-
tellectual property system has faced several ex-
ceptional wartime challenges — such as the need
to facilitate cooperation between applicants and
the Intellectual Property Office under the now-
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expired Law “On Protection of the Interests of
Individuals in the Sphere of Intellectual Property
under Martial Law Triggered by the Armed Agg-
ression of the Russian Federation against Ukrai-
ne” (expired in 2025), as well as to resolve ethical
concerns related to war symbols and other sensiti-
ve matters through administrative procedures [14].

Beyond systemic challenges, the war has also
posed more practical and business-oriented tasks.
The intensification of Ukraine’s international coo-
peration in the field of innovation development
[15], particularly in war-related sectors [16], may
have influenced the allocation of intellectual pro-
perty rights — an issue of particular interest.

Moreover, since the onset of the war, Ukrainian
participants in the e-commerce market have expe-
rienced negative consequences [17, 18]. At the same
time, the global nature of e-commerce may open
new opportunities, markets, and niches for Ukrai-
nian entrepreneurs. Notably, many e-commerce
platforms provide technical advantages to trade-
mark holders; however, this has also led to a surge in
registrations — including many “nonsense” marks
[19]. Additionally, many marketplace systems do
not accept purely figurative (textless) trademark
applications, which means a decrease in such marks
may reflect a strategic reorientation among busi-
nesses. These aspects merit empirical investigation.

Even during wartime, Ukrainian business life
continues. The use of concise messaging [20, 21],
adherence to fundamental branding principles [22],
and alignment with broader naming and bran-
ding trends [23] likely remain relevant. Such ques-
tions can also be explored through trademark
analysis [24].

Trademarks serve as indicators of origin and
tools of market differentiation, as well as function as
repositories of marketing innovation and adaptive
strategies in response to systemic shocks. Accord-
ing to the World Intellectual Property Organization
[25], trademarks play a critical role in documenting
shifts in branding, naming conventions, and service
orientation, especially in economies facing disrup-
tion. In the context of the Russian-Ukrainian war,
trademark activity can thus be viewed not merely as
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a legal formality but as a strategic response to geo-
political instability, enabling businesses to signal
continuity, reposition products, and access new
markets under changing conditions. While some
studies provide valuable qualitative forecasts, the
present research offers empirical confirmation of
these dynamics based on quantitative analysis of
trademark registrations during wartime.

Accordingly, this article aims to assess changes
in trademark characteristics in Ukraine during
wartime and to determine which observed shifts
may be associated with the impact of the Russo-
Ukrainian war. The article seeks to fill a gap in the
academic literature, where this aspect has thus far
received limited attention.

This study is guided by three hypotheses add-
ressing the multifaceted impact of war on trade-
mark registration in Ukraine.

To operationalize the hypotheses, a structured
coding protocol was developed. All trademarks
in both pre-war and wartime samples were analy-
zed manually using a pre-defined codebook, which
categorized verbal, graphical, semantic, and sym-
bolic features.

Image content in figurative or combined marks
was classified using a typology of different the-
matic categories. Color analysis was performed to
capture dominant hues. Coding reliability was
ensured through iterative calibration rounds on
subsamples, allowing refinement of criteria and
reduction of subjective bias.

Data have been collected from the official, pub-
licly accessible Ukrainian IP Office search system
(https://sis.nipo.gov.ua), which provides full tra-
demark records, including images, text, applicant
nationality, filing date etc. This open-access sour-
ce enables full replicability and transparency of
results, aligning the study with best practices in
empirical research.

Hypothesis H1. The war has a direct impact on
the generation of trademarks:

# changes in the volume of registered intellectual
property (trademarks);

+ widespread use of positive wartime symbols in
business;
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+ adecline in the use of negative wartime symbols;

+ areduced use of the Russian language

# a significant drop or increase in applications fi-
led by foreign applicants;

¢ an increase in the number of trademarks in
war-related Nice Classification classes.

Hypothesis H2. The war indirectly affects na-
ming approaches through a shift toward interna-
tional e-commerce:

# an increase in the number of English-language
brand names;

# anincrease in the number of fanciful trademarks;

¢ adecrease in the number of figurative (non-ver-
bal) marks;

Hypothesis H3. Naming in Ukrainian business
during wartime undergo natural transformation:
+ change in the average number of classes desig-

nated per trademark application;

o changes in word length and formatting;
# changes in the use of logos in trademarks.

To test these hypotheses, trademark data were
drawn from the official database of the Ukrainian
National Office for Intellectual Property and In-
novations. Descriptive statistical methods were
applied. Data collection and processing were con-
ducted in July 2025.

In the first phase, trademarks filed and regis-
tered during the war (from February 22, 2022, to
July 18, 2025) were analyzed. The total population
was 20,669, and a sample of 377 marks was drawn
based on a 95% confidence level with a 5% mar-
gin of error.

Subsequently, trademarks filed and registered
during a comparable pre-war period (from Sep-
tember 26, 2018, to February 21, 2022) were ana-
lyzed. The total population was 64,011, and a
sample of 382 marks was used based on the same
confidence parameters.

The following system of quantitative and qua-
litative variables was established:

H1 (Direct wartime effects on intellectual pro-
perty generation):

+ number of trademark registrations during the
period (based on applications submitted during
the same period);
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+ number of trademarks using positive wartime
textual symbols (e.g., “palyanytsia,” “Bayraktar,”
etc.) (analyzed only for trademarks registered
since the beginning of the war);

+ number of trademarks incorporating graphic
national symbols (e.g., national flag, map with
1991 borders, etc.);

+ number of trademarks featuring negative war-
time symbols — either textual or figurative
marks — in which the letters “Z” “O,” or “V”
[26] are visually emphasized;

+ number of trademarks using the Russian lan-
guage;

+ number of trademarks filed by foreign applicants;

+ frequency distribution of Nice Classification
classes.

H2 (Indirect wartime effects via e-commerce):

+ number of trademarks using Latin script com-
pared to those using Cyrillic;

+ number of fanciful marks and word-length indi-
cators;

+ number of trademarks without textual elements.
H3 (Natural transformation of naming during

wartime):

+ average number of Nice Classification classes per
trademark;

o textual presentation format: standard characters
vs. stylized lettering;

# length and quantity of dominant and supple-
mentary words on the mark;

+ semantic category of core words and logos:

— fanciful (nonexistent in language);

— arbitrary (unrelated to goods/services);

— suggestive (hinting at goods/services);

— descriptive (explicitly describing a characte-
ristic or function);

# colors used in fonts and logos;

+ logo-text relation:

— strong (logo follows full text);

— medium (logo follows essential part of the
text);

— weak (logo repeats minor part of the text or
is unrelated);

+ image content categories:

— human figures or body parts;
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— animals or animal parts;

— natural objects (excluding humans/animals);

— IT symbols (e.g., chat icons, devices);

— standardized symbols (e.g., hearts, infinity

symbol);

— prestige signs (e.g., stars, crowns);

— food and drink;

— household utensils;

— buildings (usually houses);

— tools and devices (e.g., clocks, gears, tools);

— means of transportation;

— clothing;

— sports equipment.

A comparison of trademarks registered before
and during the war is presented in Tables 1 and 2,
highlighting the top three increases and declines
across Nice Classification classes.

Table 3 shows changes in relative difference in
some areas that may be related to the war.

Class 4 includes products, which are vital for
ensuring energy security and maintaining opera-
tional logistics during armed conflict. Class 5 ref-
lecting increased needs for health protection, emer-
gency care, and population resilience under war
conditions. Class 9 covers electronic and optical

equipment, including components essential for
communication, surveillance, and the develop-
ment and operation of unmanned aerial vehicles
(drones), which have become a key element in
modern warfare. Class 12 underscoring the role of
mobility, military transport, and the growing im-
portance of drone delivery systems in both de-
fense and civilian logistics. Class 13 directly reflec-
ting defense production, procurement, and na-
tional security needs. Class 39 includes services,
which are critical for maintaining supply chains,
humanitarian aid distribution, and military ope-
rations in crisis conditions. Class 41 pertains ser-
vices, which support capacity building, reskilling
of displaced populations, and specialized military
or technical instruction. Class 42 covers services,
which enable innovation in areas such as defense
technology, drone engineering, and cybersecurity.

The average number of classes per trademark
application was 1.77 before the war and 2.11 du-
ring the war.

The frequency of references to goods in trade-
marks registered before the war was 44.85%, com-
pared to 43.14% during the war; for services, the res-
pective shares were 55.15% and 56.86% respectively.

Table 1. Top 3 Increases in Trademark Classes (Pre-War vs. Wartime)

Nice class Description Increase, %
By absolute difference
35 | Advertising; business management, organization and administration; office functions 2.69
28 | Games, toys and playthings; video game apparatus; gymnastic and sporting articles; deco- 1.84
rations for Christmas trees
6 Common metals and their alloys, ores; metal materials for building and construction; 1.73
transportable buildings of metal; non-electric cables and wires of common metal; small
items of metal hardware; metal containers for storage or transport; safes
By relative difference
6 Common metals and their alloys, ores; metal materials for building and construction;| 620.7
transportable buildings of metal; non-electric cables and wires of common metal; small
items of metal hardware; metal containers for storage or transport; safes
28 Games, toys and playthings; video game apparatus; gymnastic and sporting articles; deco-|  219.3
rations for Christmas trees
38 Telecommunications services 116.3
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Table 2. Top 3 Declines in Trademark Classes (Pre-War vs. Wartime)

Nice class Description Decline, %
By absolute difference
24 Textiles and substitutes for textiles; household linen; curtains of textile or plastic 3.34
45 Legal services; security services for the physical protection of tangible property and 2.12
individuals; dating services, online social networking services; funerary services; baby-
sitting
18 Leather and imitations of leather; animal skins and hides; luggage and carrying bags; 1.34

umbrellas and parasols; walking sticks; whips, harness and saddlery; collars, leashes and
clothing for animals

By relative difference

22 Ropes and string; nets; tents and tarpaulins; awnings of textile or synthetic materials; 100.0
sails; sacks for the transport and storage of materials in bulk; padding, cushioning and
stuffing materials, except of paper, cardboard, rubber or plastics; raw fibrous textile ma-
terials and substitutes therefor

24 Textiles and substitutes for textiles; household linen; curtains of textile or plastic. 100.0

18 Leather and imitations of leather; animal skins and hides; luggage and carrying bags; 80.0
umbrellas and parasols; walking sticks; whips, harness and saddlery; collars, leashes and
clothing for animals

Table 3. Top Relative Percentage Changes in War-Affected Sectors

Nice class Description Changes, %
12 Vehicles; apparatus for locomotion by land, air or water +20.5
39 Transport; packaging and storage of goods; travel arrangement +20.3
5 Pharmaceuticals, medical and veterinary preparations etc. +20.0
Industrial oils and greases, wax; lubricants; dust absorbing, wetting and binding com-|  +17.9

positions; fuels and illuminants etc.

9 Scientific, research, navigation, surveying, photographic, cinematographic, audiovi- +9.3
sual, optical, weighing, measuring, signalling, detecting, testing, inspecting, life-saving
and teaching apparatus and instruments; apparatus and instruments for conducting,
switching, transforming, accumulating, regulating or controlling the distribution or use
of electricity; apparatus and instruments for recording, transmitting, reproducing or
processing sound, images or data etc.

13 Firearms; ammunition and projectiles; explosives; fireworks +0.33
(from zero)

42 Scientific and technological services and research and design relating thereto; in- -20.0
dustrial analysis, industrial research and industrial design services; quality control
and authentication services; design and development of computer hardware and
software

41 Education; providing of training etc. -3.2
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Table 4. Statistics of Verbal Elements in Trademarks

Parameters Variables Periods | Values
Lettering Standard, % | Pre-War | 48
Wartime | 52
Stylized, % | Pre-War | 52
Wartime | 48
Mean length of main| ~ Number | Pre-War | 9.05
textual elements of symbols | Wartime | 8.59
Mean length of all| Number | Pre-War |12.66
textual elements of symbols | Wartime | 11.83
Number Pre-War | 2.26
of words Wartime | 1.98
Quality of main tex- | Fanciful, % |Pre-War | 21
tual elements Wartime | 23
Arbitrary, % | Pre-War | 36
Wartime | 35
Suggestive, % | Pre-War | 32
Wartime | 29
Descriptive, | Pre-War | 11
% Wartime | 12
The most popular B/W, % Pre-War | 91
colors Wartime | 90
Blue, % Pre-War
Wartime 3
Green, % Pre-War 3
Wartime 3
The most popular|  Cyrillic Pre-War | 25
scripts (Ukrainian), % | Wartime | 33
Cyrillic Pre-War | 6
(Russian), % | Wartime | 1
Latin, % Pre-War | 76
Wartime | 71
Latin Pre-War 5
and Cyrillic, % | Wartime 5
Highlighting negati- Z, % Pre-War 1
ve symbols Wartime 0
O, % Pre-War 2
Wartime 4
V, % Pre-War 1
Wartime 0
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The share of foreign applicants declined from
11% before the war to 7% during the war.

Table 4 presents a summary of the statistics on
the textual components of the trademarks.

In the absence of exactly Russian letters and
words, we assumed that the text was written in Uk-
rainian.

The share of descriptive and suggestive additio-
nal (non the main) words in trademarks amoun-
ted to 78% before the war and 74% during the war.

It is also important to note that 3% of trade-
marks registered during the war were dedicated
to positive wartime symbols (such as palyanytsia,
Bayraktar, etc.).

Combined trademarks (Table 5) containing im-
ages accounted for 48% before the war and 44% du-
ring the war, with image-only marks representing
just 3% in the pre-war period and 5% during the war.

The IT-related group accounted for 4% during
the war and 2% before the war, and these figures
can be viewed as complementary to the overall
share of standardized symbols.

Before the war, an average of 1.49 themes were
present per image, compared to 1.18 themes du-
ring the war.

The use of national symbols remained low in
both periods, not exceeding 3%.

The total share of elements with low semantic
value (abstractions and geometric shapes) — those
that carry minimal meaning but distract consumer
attention — was 58% before the war and 37% du-
ring the war.

The following section provides a structured as-
sessment of the hypotheses.

Hypothesis H1. The war directly affects the ge-
neration of intellectual property (trademarks).

We observe a significant decline in trademark
registrations during wartime. This could be divi-
ded into two sub-hypotheses: companies either
perceive opportunities linked to the war or face
increased barriers. Unfortunately, the current evi-
dence leans more toward the latter explanation.

We did not identify a substantial number of re-
gistrations using positive wartime symbols as tra-
demarks. This may be related to discussions within
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professional communities regarding the ethical
concerns surrounding the commercialization of
such symbols, which were later addressed in public
comments by the Intellectual Property Office [14].

The analysis has not revealed a statistically sig-
nificant increase in the use of the yellow-and-blue
color combination in trademarks.

Although the Russian language was not widely
used in trademarks during either of the periods exa-
mined, its presence has now become almost negli-
gible. A similar pattern has been observed with re-
spect to negative wartime symbols, such as the de-
liberate highlighting of the letters “Z,” “O,” and “V”
within trademark designs. However, the findings
relating to these indicators fall within the margin of
statistical error. It is also noteworthy that the letter
“O” predominates among these three symbols.
When used independently of “Z” and “V;” it may
not evoke the same negative associations among
Ukrainian consumers [26]. Furthermore, from a
design perspective, the circular form of the letter
provides a convenient space for the incorporation
of graphic elements and stylistic enhancements.

The number of foreign applicants has also decli-
ned. Just like Ukrainian applicants, foreign entities
might perceive either opportunities or barriers,
especially in light of emerging foreign enterprises
operating in Ukraine. However, the associated
risks may still be too high. Again, these results re-
main within the bounds of statistical uncertainty.

We cannot exclude the psychological factor in
business decision-making. In times of uncertain-
ty, companies may deprioritize formal intellectual
property protection in favor of survival strate-
gies — leading to postponed or altogether aban-
doned trademark filings. However, there is also
evidence that trademarks have a positive impact
on business recovery [9]. In Ukraine, a persistent
predominance of service-related classes has been
observed, which may indicate a strategic shift to-
ward more resilient and knowledge-intensive busi-
ness models [27]. Such models are generally bet-
ter positioned to mitigate operational risks and
income volatility under conditions of external
shocks and prolonged uncertainty.

ISSN 2409-9066. Sci. innov. 2026. 22(4)

The distribution of trademarks across the Nice
Classification classes is of considerable analytical
importance, as it provides insight into broader

Table 5. Statistics of Design Elements in Trademarks

Parameters Variables, % Periods | Values
Relation to tex- High Pre-War | 22
tual content Wartime | 23

Low Pre-War | 53

Wartime | 57

Average Pre-War | 25

Wartime | 20

Quality Fanciful Pre-War | 23
Wartime | 16

Arbitrary Pre-War | 39

Wartime | 47

Suggestive Pre-War | 32

Wartime | 29

Descriptive | Pre-War 5

Wartime 9

The most popu- B/W Pre-War | 90
lar colors Wartime | 86
Blue Pre-War | 12

Wartime | 11

Green Pre-War 9

Wartime 8

Red Pre-War 8

Wartime 8

Top thematic ca- Nature Pre-War | 17
tegories, excluding Wartime | 17
abstract and geo- Animals Pre-War | 17
metric elements Wartime | 13
People Pre-War| 9

Wartime 8

Tools Pre-War | 12

and devices | Wartime| 12

Status symbol | Pre-War| 9

Wartime 2

Building Pre-War| 4

Wartime 7

Standardized | Pre-War 5

symbol Wartime 7
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economic and social transformations [5, 28]. In
the context of wartime conditions, registrations
have increased across all product-related classes
most directly associated with military needs
(Classes 4—13). In contrast, several service class-
es have experienced a decline, most notably Class
42 that covers scientific and technological servi-
ces, including R&D activities. At the same time,
Class 39 that encompasses transportation and lo-
gistics services has recorded one of the largest in-
creases, likely reflecting the growing importance
of alternative transport solutions in the absence
of regular air traffic.

Additional changes have been identified in oth-
er classes. Registrations in Class 6 (common me-
tals and their alloys; metal building materials; ores)
have increased, whereas Classes 22 (ropes and
cords; nets; tents; tarpaulins and related goods)
and 24 (textiles and textile substitutes) have shown
a decline. However, these changes appear to be on-
ly indirectly related to the wartime factors consi-
dered in this study.

Overall, the findings have provided partial
support for Hypothesis H1. The observed shifts
in trademark registration patterns suggest that
wartime conditions have influenced registration
activity and altered the distribution of trademark
applications across economic sectors.

Hypothesis H2. The war indirectly influences
naming strategies through a shift toward interna-
tional e-commerce.

A decline in the number of trademarks written
in Latin script and a corresponding increase in
Ukrainian-language brand names have been ob-
served. These findings provide stronger support
for Hypothesis H1 than for Hypothesis H2, sug-
gesting a reduced orientation toward the expan-
sion of trademarks into international markets.
This result is consistent with and further extends
the findings reported in previous studies [17, 18].

Each applicant, when investing money in regist-
ration, faces a dilemma: to increase the brand’s
distinctiveness — thereby improving the chances
of registration — or to simplify the mark, risking
refusal due to similarity with existing trademarks.
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At the same time, overly differentiated brands

carry the risk of short lifespans [29].

According to one commonly accepted classifi-
cation, trademarks can be divided into the fol-
lowing types:

+ Fanciful (e.g., Nike for sportswear) — a coined
word that does not exist in nature or dictiona-
ries; such marks are generally easier to register,
but it is more difficult to convey the brand idea
and message to consumers.

# Arbitrary (e.g., Amazon for e-commerce ser-
vices) — a real word unrelated to the goods or
services it represents.

+ Suggestive (e.g., Allo for electronics) — a word
that hints at the goods or services; such marks
are harder to register.

# Descriptive (e.g., “Excellent Ukrainian phar-
macy with low prices” for pharmaceuticals) —
directly describes a characteristic, function, or
quality of the goods or services. To prevent
unfair advantages, such marks are generally not
registrable in most jurisdictions, although ex-
ceptions still occur.

Some scholars have suggested that the expansion
of e-commerce stimulates the registration of in-
creasingly fanciful and, in some cases, semantically
arbitrary trademarks [19]. A similar tendency has
been observed in the growing reliance on textual
elements within trademark compositions. This de-
velopment may reflect a preference among business
owners for the practical advantages that digital plat-
forms provide to trademark holders, rather than for
substantial investments in comprehensive branding
strategies beginning at the naming stage. Moreover,
as noted above, purely figurative trademarks have
limited functionality in digital marketplaces.

The analysis has identified only a modest increa-
se in fanciful trademarks, together with a reduction
in text length and the continued use of non-ver-
bal logos. As a result, the evidence does not sup-
port the existence of a pronounced shift toward
greater integration with international e-commer-
ce channels.

At the same time, the wartime context has re-
quired businesses to adapt their operational prac-
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tices, communication approaches, and market
priorities. This adaptation has manifested itself in
the evolution of trademark characteristics, particu-
larly through the simplification of brand elements
and the growing use of functional and emotionally
meaningful identifiers. However, these changes do
not provide sufficient grounds for confirming Hy-
pothesis H2 as originally formulated.

Hypothesis H3. Naming in Ukrainian business
undergo a natural transformation during wartime.

The results have shown only a marginal increase
in the average number of classes per trademark. At
the same time, trademarks have become shorter,
have contained fewer words, and have exhibited a
modest shift toward standard-character formats
rather than stylized lettering. A slight reduction in
the descriptiveness and suggestiveness of secondary
textual elements has indicated a more efficient use
of trademark space, while the quality of wording
and its semantic relationship with logo elements
have remained largely stable. The analysis has also
revealed a modest decline in the use of black, white,
and grey color schemes and in the semantic density
of logos. These changes are consistent with broader
minimalist tendencies in post-digital design cul-
ture, which emphasize clarity, functionality, and
rapid recognition under conditions of information
overload and digital-interface constraints.

Before the war, a logo contained an average of
1.49 visual themes; during the wartime period,
this figure has decreased to 1.18. The share of low-
information design elements — features that cont-
ribute little semantic content while potentially
distracting viewers — has declined from 58% to
37%. A noticeable reduction has also been obser-
ved in the use of declarative symbols associated
with prestige or quality.

Since consumers typically form an impression
of a brand within approximately 60 milliseconds,
trademarks function as powerful cognitive an-
chors, particularly in visually saturated environ-
ments [22]. The findings have indicated that Uk-
rainian trademark applicants have increasingly
favored simplicity in brand presentation. This ten-
dency constitutes the principal evidence suppor-
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ting Hypothesis H3. Although some individual
changes have not reached statistical significance
and others have remained stable, the overall pat-
tern has been either neutral or moderately positive.

The wartime context has also provided a unique
opportunity to examine trademarks as cultural
artifacts that reflect collective experience, emotio-
nal resilience, and adaptive identity formation.

Under conditions of geopolitical instability, in-
novation management has emerged as an impor-
tant mechanism for ensuring business resilience
and continuity. Trademarks have served not only
as instruments of market differentiation but also
as means of preserving identity, facilitating rapid
rebranding, and rebuilding reputation in times of
crisis. Consequently, innovation strategy and tra-
demark protection have remained closely inter-
connected components of business continuity, even
in a wartime economy.

Overall, this study has reinforced the value of
trademark analysis for understanding broader
processes of economic development, innovation,
and branding transformation. The research has
demonstrated how open-access data can be effec-
tively employed for empirical investigation in con-
texts of geopolitical disruption. By combining offi-
cial trademark databases with a systematic coding
framework, the study has enabled a robust analy-
sis of branding trends, linguistic shifts, and sym-
bolic adaptation during wartime.

Although the findings are constrained by the
geographical scope of the study and the limited ob-
servation period, the proposed methodology has
offered a replicable framework for future research
in other jurisdictions and crisis settings. Ultima-
tely, trademarks have proven to be cultural arti-
facts that respond to the pressures of war, market
adaptation, and the redefinition of identities.

Future research may focus on the collection of
more granular empirical data, although the pre-
sent study adheres to the commonly accepted
standard of a 95% confidence level and a 5% mar-
gin of error. A more comprehensive assessment
of the identified trends may become possible on-
ce wartime conditions have ended.
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PEBPEHIVIHT IT1[] YAC KPU3U: SMIHIM XAPAKTEPMCTHUK
TOPI'OBEJIbHIX MAPOK B YKPATHI Y YAC BIVIHU

Bcryn. TeHepyBaHHS 06’€KTiB iHTeNIeKTya/bHOI BTACHOCT 4aCTO 3yMOBJIIOETbCS iHHOBALAMY, SIKi 3a3BUYail
[IOB’SI3YIOTD i3 IMaTeHTaMu, IPOMICIOBUMM 3pasKamit, TOproseibHMy Mapkamu (TM) Ta aBTOPCHbKMM IIPaBOM.
Bopgrowyac TM gepmari gacTimre BU3HAIOTHCA IIIHHMMM iHAMKATOpaMy BIIPOBAJKEHH iHHOBAIIil, KoMepIfianiarii
Ta CcTiliKoCcTi 6i3Hecy, 0co6/MMBO B yMOBaX IeONOITUYHOI KPU3IL.

IIpo6nemarnka. He3paxkaroun Ha 3pocratode BusHaHHs TM sK iHAMKaTOpiB iHHOBaIiil, KOMepIjiamizalii Ta
ajlanTanil IpoMMCIOBOCTI, eMIIIpMYHi /JaHi IIPO Te AK BOEHHI yMOBMU BIUIMBAIOTh Ha NOBeAiHKY y cdepi TM, Tak-
TUKM HeJIMiHTy Ta BuOip ToBapiB i Hociyr y 3asiBKax Ha TM 3anuIaoTbcst 0OMeXXeHUMIL.

Merta. OuinnTty 3Minu xapakrepuctuk TM B YKkpaiHi B yMOBaX BOEHHOTO 4acCy Ta BUSHAUUTM, AKi 3 BUABIEHUX
3MiH MOXYTb OYTM IIOB’s13aHi 3 BIVIMBOM POCIIICBKO-YKpaIHChKOI BiifHML.

Marepiamm it meTopn. JlocmimKeHH: oxoItoe repiof 3 2018 o 2025 pik i IpyHTY€eTbCA Ha NOPiBHAHHI 3a8BOK
Ha TM, noganux o BiitHY Ta mif vac BiitHu. Bukopucrano odinirni gani Ykpaincpkoro HanjoHaabHOro odicy
iHTeneKTyaIbHOI BIACHOCTI Ta IHHOBaLil, IpoaHanisoBano 759 TM y Mexkax ABOX pelpe3eHTaTUBHUX BUOIPOK 3
METOIO IOCTIi/I)KEHHSA 3MiH B HEJIMIHTIy, BUKOPUCTaHHI MOBI, a TAKOXX y TOBapax i MIOC/Iyrax, OXOIIEHUX 3asBKa-
MH, TIEpEBipAYM TPU TiMOTE3N IIOFO IMPSMOTO, OIOCEPENKOBAHOIO Ta a[JallTMBHOrO BIUIVBY BillHM Ha aKTUB-
HicTb y cepi TM.

Pesynbrarn. IlokasaHo, 1[0 BoeHHi yMoBU B YKpaiHi Oy 1I0B’s3aHi 31 3MeHIIEHHAM KiZIbKOCTi peecTpaiit
TM, MaiKe TOBHMM 3HUKHEHHSAM POCiICbKOMOBHMX i HETaTMBHUX BOEHHUX CUMBOJIIB, 06MeXXeHUM BUKOPHC-
TaHHAM TO3UTUBHUX BOEHHMX CMMBOJIB, a TAKOX i3 MIMPIIOI0 TeH/IeHIi€l0 0 KOpOoTuNX i nmpocrimux TM, mo
Jla€ ImigcTaByu i,ueHTM(biKyBaTM aflamTallilo CTpATETill HacaMIlepes Yepes CIIpOLeHHs, CTiIKIiCTb i (byHKuiOHa}IbHe
NIEPENO3NIIIOHYyBaHHS.

Bucnoskun. Iligxpecneno ninHicTsb aHanisy TM a1 po3yMiHHA AMHAMIKM iHHOBaLIill y KPM30OBNX YMOBax. Pe-
3y/IbTaTy € 6A31COM JIs IOAAJIBIINX eMIIPUYHIX JOCTi/KeHb Iic/Is 3aBepllleHH: BiitHN. BusB/eHi 3MiHM fa0Th
3mory posragat TM sk iHcTpyMeHT ikcanii aganTaliiiHux peaxiiiii IpaBOBIACHUKIB Y KpU30BUII Iepiof,.

Kntouosi cnosa: TopropenbHi MapKu, pocCiiicbKo-yKpaiHcbKa BiliHa, CTaTUCTHUKA, iHTeNIeKTyanbHa BIACHICTD, ajjal-
TaIlisl, HEVIMiHT.
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