AHOTALIIA

I'omoabcbka JI. I1. ComiajJibHO-IICUXOJIOTIYHI  0COOJIMBOCTI  BILIMBY
OpeHA-KOMYHIKALIii Ha CHOXKWUBYY MOBEIIHKY CTYAGHTCbKOI MOJOai. —

Kgamidikamiitna HaykoBa mparis Ha IpaBax PyKOIHUCY.

Hucepramisi Ha 3100yTTS HAyKOBOTO CTYIMeEHs HOoKTopa (imocodii 3a
cruemianbhicTio 053 ITeuxomoris (05 — ComianbHi Ta moBeainkoBi Hayku). — JI3BO

«YHIBEPCUTET MEHEIKMEHTY OCBITH», KuiB, 2021.

VY nucepranii 311iCHEHO TEOPETUUHE OOTPYHTYBAHHS 1 €MIIIPUYHO BUBYEHO
COLIIAJIBHO-TICUXOJIOTIYHI OCOOJMBOCTI BIUIMBY OpEHA-KOMYHIKaIlli Ha CHOKHUBYY
HOBENIHKY CTYJIEHTChKOI MOJIOJI, ypaxyBaHHS SKHX CHPHUITUME I1JBUIICHHIO
e(eKTUBHOCTI OpEH/I-KOMYHIKaIliil, PO3BUTKY MOPaJIbHUX 1HTEHIIN CIOXKUBAYIB 1
Opena-komyHikatopiB. O0’€KTOM AUCEPTALIMHOTO TOCIIIKEHHSI 00paHo OpeHI-
KOMYHIKaIlil sIK COLIaJIbHO-TICUXOJOTIYHUN ()eHOMEH, MPEIMETOM — COIaJIbHO-
MICUXOJIOT1YHI 0COOJIMBOCTI BIUIMBY OpEHI-KOMYHIKAIll HA CIOXUBYY MOBEIIHKY
CTYIEHTChKOi ~ Mojomi. Mera  gocimipkeHHs — mepeadadana  TEOpETUUHE
OOTpYHTYBaHHSI Ta E€MIIIPUYHY IMEPEBIPKY 3MICTy Ta COILIAIbHO-TICUXOJOTTYHUX
0COOJIMBOCTEN BIIMBY OPEHJI-KOMYHIKAI[Iil HA CIIOXKUBYY MOBEAIHKY CTYJIEHTCHKO1
MOJIOI.

3aBrmaHHs JOCTIKCHHS: 1) HA OCHOBI TEOPETHYHOTO aHAJI3y JITepaTypu
BU3HAYUTH OCHOBHI MIAXOAM JO 3MICTY, IOKa3HUKIB 1 YWHHUKIB OpEHI-
KOMYHIKAI[i}; 2) BAOKPEMHUTHU CKJIaJ0B1 OpeHly SIK 00pa3y COLIalIbHOTIO 00’ €KTY B
COpUiiMaHHI  CHOXKMBAuiB, 1[0 3YMOBIIOE iX  CIOXHBYY  IOBEJIHKY;
3) OOTpyHTYBaTH TEOPETHYHY MOJEIb OpEHI-KOMYHIKAI[l Ta  COI[iaIbHO-
NICUXOJIOTTYHUX OCOOJIMBOCTEH ii BIUIMBY Ha CIOXKHUBYY MOBEAIHKY CTYIEHTCHKOI
MoJIoi 4) eMIIpUYHO JOCTIANTH COLIaIbHO-TICUXOJIOTIYHI OCOOJIMBOCTI BILIUBY
OpeHI-KOMYHIKAIIlif Ha CIIOKUBYY MOBEIIHKY CTYJACHTCHKOI MOJIOJI; 5) BU3HAYHTH

COLIIAJILHO-TICUXOJIOTIYHI YMOBHM ONTHMI3allli BIUIMBY OpeHI-KOMYyHIKAllii Ha



CIIOKMBYY TIOBEIIHKY CTYJCHTCHKOI MOJIOAI 3 YypaxXyBaHHSM BHSIBICHHUX
0COOJIMBOCTE.

3 METOI0 pO3B’sA3aHHSI OKPECICHHMX 3aBJaHb OyJIO BUKOPUCTAHO KOMILIEKC
TEOPETUYHUX, EMITIPUYHUX Ta CTATUCTUYHUX METO/IIB:

e meopemuyni (TEOPSTUYHHMI aHaNi3, y3araJbHCHHS W CHCTEMAaTHU3aIlil0
OCHOBHHX HAYKOBHUX IMIJIXOAIB J0 MpoOjaeMu OpeHA-KOMYHIKaIli Ta ii BIUIUBY Ha
CIIO’KUBYY TOBEAIHKY CTYIAEHTCHKOI MOJOJI, IO BUKOPHCTOBYBAJIHUCS 3 METOIO
BU3HAYCHHS TCOPETUYHUX 1 METOJIOJOTIYHUX 3aca JOCTIKYBaHOI TPOOIIEMH);

® emnipuyni (TICUX0/11arHOCTUYHI METOJIUKH, 10 3a0e3Ieyin
JOCIIKEHHST PiBHIB c(popMoOBaHOCTI 00pa3y OpeHIy B CTYAEHTCHKOT MOJOJI SIK
pe3ynbrary iXx OpeHA-KOMYHIKalli, Ta WOro BIUIMBY HA CIOXHUBYY IOBEIIHKY
CTYJIEHTCHKOI MOJO/l, 30KpeMa, IJisi JOCTI/DKEHHS: a) KOTHITUBHOI CKJIaJIOBOI:
ONMUTYBaJNBHUK  «/ludepeHuiiioBanicTy ysBiIeHb 1po OpeHa» (aBTOpPChKa
po3po0Oka), onutryBanbHUK 0. bpoBkiHOi «EKOJIOTIUHICTh OpeHy» B aBTOPCHKIN
Mou(ikalii; 6) ahpeKTUBHOI CKJIaJ0BOi: METOAMKA OLIIHKYA €MOIIMHOT HACHYEHOCTI
oOpazy Openny (cemantuunuid audepenuian Y. Ocryga y Moaudikarii
B. MapkoBoi Ta aBTOpa); B) CIIOHYKaJIbHOI CKJIAJ0BOi: METOJMUKA JOCIHIIKCHHS
MoTuBallli moBeaiHku crnoxuBayiB (O. [laToma); 1) coliaIbHO-MICUXOJIOTTYHUX
MEXaHI3MIB BIUIMBY OpEHI-KOMYHIKaIlli Ha CIHOXHUBYY TIIOBEIIHKY CTYJICHTIB
Mosiofi: onutyBaidbHUK FO. BpoBkiHOi «OcoOMMBOCTI crnpuiiManHs OpeHay» B
aBTOpCchbKid Moaudikaiii; meroguky JDx. Aakep «IHIUBIIyaJlbHICTH OpEHIY» B
moaudikaiii H. AHToHOBOT; miKana camoMoHiTopuHry M. CHaliziepa B aBTOPChKii
moaudikamii, metonuka «Hamipu cnokuBauiBy» (aBTOpPChbKa po3poOKa), IIKasa
opieHTaIlii crioxkuBada Ha matepiaiizm (M. Piuine, C. Jloycon). IIpu oMy 0Oyio
BpPaxOBaHO, 110 OCHOBHUM 1HIUKATOPOM CITOKMBYOI MOBEIIHKU € JIOSUTBHICTh J10
NEBHUX OpeHaiB, ska BuBYaiacs 3a mkanow «luaexc mpomoyrtepa» (NPS: Net
Promoter Score) (aBTop — @. Paituxenn).

® MamemMamuyHo-CMAmuCmuyHi ~ Memoou:  TIEpBUHHI  CTaTUCTHKH,

KOpessiiiaui, hakTOpHUM, TUCTIEPCIHUN Ta KiacTepHUl aHaimizu. CTaTUCTUYHY



00poOKy maHuX 1 TpadiduHy Mpe3eHTAaIlil0 Pe3yJbTaTiB 3AIMCHEHO 3a JOTIOMOTOI0
KoMm1’roTepHo1 mporpamu SPSS (Bepcis 17.0).

Jocmipkenns 3aiicHoBanocs npotsaroM 2016 — moyatok 2021 pp. Ha 6a3i
KuiBchkoro HamioHanbHOro yHiBepcutTeTy imeHi Tapaca IlleBuenka Ta B
perionanbaux 3BO (uinmponerpoBcbkuil yHiBepcuteT iMm. Anbdppena HobGens,
XapkiBcbkuii HarionansHui ropuaudHuil yHiBepcuteT iM. SpociaBa Myaporo) y
2016-2019 pp. OcHoBHmit 00car BuOipku ckmaB 500 oci® — CTyIeHTIB, fKi
HapyaiMcs B 3a3HadeHux Bume 3BO. Ha miarotroBdomy etami (MUJIOTa)KHE
JOCIIIJIKEHHSI) E€MIIPUYHOIO €Tanmy MNPOBOJAWIOCH BUOKPEMIIEHHS €MITIPUYHUX
pedepenTiB 00pasy Openay y dokyc-rpynax — 48 oci0; miabip Ta ampooOartis
KOMILIEKCY ncuxoaiarnoctnyHux Metoauk — 140 oci6 Ha 6a3i KHY imeni Tapaca
[IleBuenka Ta XapkiBcbkoro HamioHaJibHOTO IOPUIUYHOTO  YHIBEPCUTETI
M. SIpocnaBa Myaporo. Ycworo y JOCHIDKEHHI B3sUIM ydacTh 688 ocid —
MPEICTaBHUKIB CTYJECHTCHKOI MOJIOJI.

HayxoBa HOBH3HA 0O/iepKaHUX PE3ybTATIB MOJITAE B TOMY, IIO:

gnepuie. BUOKPEMJICHO COIIAJBHO-TICUXOJIOTIYHI KpuTepii (€KOJOTIYHICTB,
TQepeHIIHOBaHICTh, TTO3UTUBHE CTABJICHHS Ta BMOTHBOBAHICTh) C()OPMOBAHOCTI
CkiagoBux (KOTHITMBHOI, aQeKTHUBHOI, CIHOHYKaJbHOI) o00pa3sy OpeHxy SK
pe3ynbraty eheKTUBHUX OpeHI-KOMYHIKaIlil; MOOYyJ0BaHO TEOPETHUYHY MOJEIb
BIUIMBY OpEeHA-KOMYHIKallli Ha CIOXWBYY MOBEIIHKY CTYJEHTCHKOI MOJIOA],
BUSIBJICHO PIBHI Ta COIIaTbHO-AeMOrpadiuHi  0COOJMBOCTI  CPOPMOBAHOCTI
CKJIaJIOBUX 00pa3y OpeHly y cipuiiMaHHI CTYJEHTChKOT MOJIO/I];

dicmanu nooanbuio2o po3eumky TIOJOXKEHHsS TMpo OpeHa sk o0pa3
COIIAJIBHOTO 00’ €KTY B CIPUKMAaHHI CTIOKKUBa4a; OPEHI-KOMYHIKAIIIO B Mapaurmi
COLAJILHOI TICHXOJIOTII, COLIAJIbHO-IICUXOJOrIYHl OCOOJIMBOCTI W MEXaHI3MH
BIUTUBY OpEH/I-KOMYHIKaIlli Ha CTIPUAMAaHHS i TIOBEJIIHKY CIIOKNBAYa,

VMOYHEHO ma no2nubieHo YsAGleHHs TPO. COUlaJdbHY MEpLEeNIiio K
CIIpUHMaHHS COIllaTbHUX OO0’ €KTIB; OCOOJMBOCTI CHpPUHMAHHS CHOXXMBaya Ta
CIIO’KUBYOI TOBEMIHKHU; €hEeKTHBHI OpEHA-KOMYHIKAIlli SK PI3HOBU[ COIIATBHUX

KOMYHIKaIIi¥ TOIIIO.



[IpakTuHe 3HAYEHHS OJEPKAHUX PE3YJBTATIB BU3HAYAETHCS THM, IO
BU3HAUYEH1 KpUTEPIii Ta MOKA3HUKHU OpEHA-KOMYHIKaIlli MOXYTh 3aCTOCOBYBATHCS B
MPOIIECl MCUXOJOTIYHOI JA1arHOCTUKHA €()EKTUBHOCTI BIUIMBY OpEeHA-KOMYHIKAIlIH
HAa CIHOXHUBYY TMOBEIIHKY. AmnpoOOBaHUN y JOCHIIKEHHI METOAMYHUMN
THCTPYMEHTapiii MOXKE CTaTU COIIATBHO-TICUXOJIOTTYHOIO CKJIaJJOBOIO OILIIHIOBAHHS
e(eKTUBHOCTI OpeHJ-KoMyHiKaiiii. Po3pobiienHa ¥ amnpobGoBaHa MeETOJIMKA
JOCTIPKEHHSI 0COOIMBOCTEH OpeHI-KOMYHIKAIlii MO>X€ BHKOPHUCTOBYBAaTHCS B
MOBCSKICHHIM TMPaKTUI[l PEKJIaMHUX KOMIIaHIM JUIsl OIlIHKH €(EeKTHUBHOCTI
MO3ULIIOHYBaHHS PI3HUX OPEH/IIB.

Marepianu aucepranii MOXyTh OyTH BHUKOPUCTaHI y MpOIECi MIATOTOBKH
MalOyTHIX MEHEIKEpiB, MAapKETOJOriB, TMpaIliBHUKIB peKJIaMHOi cdepw,
IICUXOJIOTIB, MiJl YaC BUKJIAJaHHS COLIaJIbHOI MCUXOJIOTi, ICUXO0JIOT1] MAPKETHUHTY
Ta peKJIaMH, IMIJDKEIOrii y 3aKjajaxX BHUIOI OCBITH, a TaKOX JJIS PO3POOKU
HABYAJIbHO-METOJAUYHUX MaTepialliB, OPIEHTOBAHUX HA SKICHI 3MIHH y OpeH/I-
KOMYHIKaIIil Ta CIOKUBY1M MOBEIHII CTYAEHTCHKOI MOJIOI.

Ha ocHOBI TeopeTuyHoro anamizy JiTEpaTypd BHOKPEMJIEHO OCHOBHI
MiAX0aAu (MCUXOAHANITUYHHUM, HE001XeBIOPUCTCHKUM, MisJIbHICHUN, KOTHITUBHUM,
KOHCTPYKTUBICTCHKUHM, CEMIOTHYHUI) 10 TOCHIJDKEHHS OpeHa-komyHikaiii. Ha
OCHOBI y3arajlbHCHHS TOJIO)KE€Hb JAHHMX IiJIXOJIB 3alPOTIOHOBAHO KOMILIEKCHHM
MiAX17 70 OpeHI-KOMYHIKaIlll K Pi3HOBUAY COIIaJIbHOI KOMYHIKAIii, 110 SIBJISE
co00r0 KOMILJIEKC MEBHUX i Y MPOIeci COIIaIbHOI B3aeMOJIii (MI?)KOCOOMCTICHOI,
MDKIPYIOBOi, MacOBOi), Kl CIIPSIMOBaHI Ha MOOYJIOBY COLIAJIbHO-TICUXOJIOTTYHUX
BIJIHOCUH OpEH/I-KOMYHIKAaTOPIB 1 CIIO’KMBAaYiB, 1110 BIUIMBAIOTh HA TYMKY, MOTHBH,
YCTaHOBKH, MMOBEJIIHKY CIIOKUBAYiB II0/I0 IEBHUX BUPOOHUKIB TOBAPiB / MOCIYT.

Buznaueno BJIACTUBOCTI OpeHI-KOMYHIKallii: IHTEPaKTUBHICTb,
HEeJIIHIMHICTh, 0araTopiBHEBICTh, OaraTopa3oBiCTh, I'€TEPOXPOHHICTH, 3JATHICTH
COPUSTH YTBOPEHHIO TIEBHHUX COIlIaJbHUX TPyHn Ha OCHOBI PO3MOIIICHOI
CUMBOJIIYHOI IIIHHOCTI TOBapiB / MOCIYT TOIIIO.

3anponoHOBAaHO TEOPETHYHY MOJENIb OpeHA-KOMYHIKallii, OCHOBHUM

CIIEMEHTOM SIKOT € B3a€EMOJisl OpeHI-KOMyHiKaTopa (BUpOOHHMKa TOBapy / MOCIIyT)



Ta pelumieHTa (CMOXXKKMBaya), CIpsSMOBaHAa Ha OOMIH TOBIIOMJIGHHSIMH IOJIO
OpeHIy Ha pI3HUX KaHAJIaxX 1 «IIyHKTaxX JOCTYIY» 3 METOI (GopMyBaHHS 00pazy
openny. IlokazaHo, 1m0 pe3yabTaToM OpeHJ-KOMYyHiKailii € obOpa3 OpeHay sK
COIIIATBHOTO 00’ €KTY, Y CTPYKTYPi SKOTO BUOKPEMIJICHO TaKi CKJIAJOBi: KOTHITUBHA
(CyKymHICTh 3HaHb MPO OpeHJ], HOTro BIIMITHUX XapaKTEPUCTHUK 1 KOPHUCHICTh JJIS
3QJI0OBOJICHHS ~ moTpe0d  CIoXuBada,  KpuTepli:  audepeHIiiioBaHicth 1
eKOJIOTIYHICTh); a(eKTHBHA (3yMOBIIOE IIO3UTHUBHI €MOIlii, BHUCOKWUH pIBEHb
MO3UTHUBHOIO CTaBJIEHHS J0 OpeHy Ta JOBIpU; KpUTEPiil: MO3UTUBHE CTaBJICHHS);
CTIOHYKaJbHA (CMIOHYKA€ CIIOKHMBada J0 aKTUBHOCTI CTOCOBHO TIEBHOTO OpeHIY;
KpUTEpiii: YMOTHMBOBAHICTb). YHACIIJOK  IHII[IIOBaHHS  BIUIMBY  OpeH/-
KOMYyHiIKaTopa (TIepeKOHaHHS, HAaBIIOBAHHS, 3apaKCHHS Ta HACIIAyBaHHS) Ha
crpuiiMaHHs criokrBada (opmyeTbes 00pa3 OpeHay Ha OCHOBI aKkTyaml3alii psay
COILIAJIbHO-TICUXOJIOTIYHUX MEXaHI3MIB (COILllalibHI MOPIBHSHHS W KaTeropusarlis,
1meHTudikalis, nepcoHidikailis, CAMOMOHITOPHHT Ta 1H.).

KoncraTtoBano, mo mnpo eQeKTHUBHICTh OpeHI-KOMYHIKalil WIEThCS Yy
BUIAAKY, KOJM cPopMoBaHMI 00pa3 OpeHIy BIJIMBAE HA CIOXKHUBUYY IOBEIIHKY,
dbopMye JOSUIBHICTh CIOKMBauya SIK aTUTIOA, IO JAWHAMIYHO PO3BUBAETHCA 1
CIIOHYKa€  I1HAWBIMIB 10  TpUAO0AaHHA Ta  CIIOKHUBAHHSA  BIJMOBIJIHOTO
ToBapy / MOCIyIrH, peKOMEHIAIlil HOro 1HIIUM, 3yMOBJIIOE HOTO IIJICIOKIaJaHHs Y
CIOKMBYIM MOBEAIHI], @ TAKOXK BKJIOYEHHS /10 COLIAJIbHOI IpyNHy MPUXHUIbHUKIB
JTAHOTO OpeH/Ty.

3a pe3yabTaTaMu EMIIPUYHOTO JOCTIHDKEHHS Yy TEpPeBaXXHOi OUIBIIOCTI
JOCTIPKYyBaHUX KOHCTAaTOBAHO HedocmamHuil pigensb copmosanocmi obpasy
OpeHdy K pe3ynpTaTy OpeHA-KOMYHIKalli B IHIJIOMYy (BHCOKHI piBE€Hb HOTO
chOpMOBAHOCTI BUABIIEHO Jmuie y 6,6% JOCHIIKYBaHUX) 1 332 OKPEMHUM
CKJIaZIOBUMU (KOTHITUBHOIO, a)eKTUBHOIO, CIIOHYKATHHOIO).

lono koenimusHoi ckiadosoi obpaszy OpeHOy YCTAHOBICHO HEAOCTATHIN
piBeHb ii c)OpPMOBAHOCTI 6 cHpulMauHi CnoJxcuéaua — YKPAIHCbKO2O
cmydenmcmaa: 6,8% nOCHiKyBaHUM BIACTUBUN BUCOKHI pPiBEHb CPOPMOBAHOCTI

KOTHITUBHOI CKJIaoBOi Openmy, 81,6% — cepenniit, a 11,6% — Husbkuii. [lpu



IIbOMY 3HAYHa JOCTII)KYBaHOI CTYJEHTCHKOI MOJIOAI  XapaKTEePHU3YEThCS
HedocmamHvoio  ougepenyitiosanicmio 00pasziB OpeHny (Hu3bkmiA — 25,8%,
cepennii — 52,0%, Hu3bkuii — 25,8%), TaKMM YUHOM MPAKTUYHO YBEPTH
PECTIOHCHTIB HE JOCTaTHbO YCBIJOMIIIOIOTH 3HAUYIl XapaKTEPUCTUKH, IO
BUPI3HAIOTH NMEBHUN OpEH/T B/ 1HIIMNX, exolo2iuHicmb 00pa3y OpeHIy HE BUCTYIIA€
JUISL HUX BaroMUM apryMEHTOM B3a€eMOJIii 3 OpeHJIoM: Jiviie OJU3bKO TPETHHU
JOCITIKYBaHUX ~XapaKTEPU3YIOThCS JII€BOI0 TIO3HUIIIEI0 TIO BiJHOIICHHIO [0
CKOJIOTTYHOCTI / HEEKOJIOTIYHOCTI,  BOHHM  BIAMOBIIATBCA  Bif ~ HpHIOAHHS
HeekoJIoriyHOro ToBapy (22,6%) 1 mopaasts 3HaiiomuM (13,0%); HE MOXYTh
BU3HauuTUCh 3 nosuiiero (40,8%), He BIAMOBIATHCA Bl MOpuUAOaHHS
HeeKoJIoriyHOTO ToBapy (23,4%).

3a pesynapraramMu (PAKTOPHOIO aHai3y 3HAYYHIOCTI JIS CIIOXKHBauiB
eKosIoriyHocTi OpeHay BuaineHo 3 dakrtopu: g0 daxropy 1 (34,3% cymapHoi
JUcIiepceii)  yBIMIIUIM  BIANOBIAI  PECHMOHACHTIB IIOJAO YCBIAOMIICHHS  POJII
€KOJIOTTYHOCTI OpeHay B pasi oorosopenHs ii B 3MI (0,680); B Intepueti (0,583);
snaiomumu  (0,562); exonoriunoro wmapkyBaHHs (0,526); 2 daxrop (13,0%
CyMapHOi JucCIepcii) € JBOIMOJIOCHUM 1 BHCBITIIOE OCOOJHUBOCTI OpeH/I-
KOMyHIKarii 3 OOKy CIOXXHBaya, KOJM €KOJOTIYHICT, HaOyBa€ il HBOTO
OCOOHMCTICHOTO CMHCITY: 3aMUCIIOIOCH TPO E€KOJIOTIYHICTh OpeHAYy KOXHUHN pas,
KOJIM KYIUIsito TipoaykTu xapuyBaHHs (0,781) uu ToBapu (0,688) 1 mpoTHIIC)KHUIMA
noJItoC — «30BciM He 3amuciiorocky (-0,530); dakrop 3 (11,7% cymapHoi
JIMCTIEpCii) XapaKTepu3ye €KOJIOTIUHICTh 3 OISy Ha 00pa3 OpeHAdy, 10 CTBOPIOE
BUPOOHMK: 3aMHCIIIOIOCh IPO EKOJIOTIYHICTh OpeHAY, KOJIM 3HaiOMIIOCH 3
aprymenTamu BupoOHuka (0,673); 6auy pexiamy (0,597).

OpepxkaHi  pe3ybTaTH  y3TOJDKYIOTBCS 3 COIANBbHO-TICHXOJIOTIYHOIO
MoOAEIII0 OpeHa-KoMyHiKalii, po3pobsenoro ). bpoBkiHOW, 3a SKOIWO JaHUM
mpoiiec BHU3HA4yae: 1) KOHBEHIIIMHUN CMUCT MiJ BIUIMBOM 3ac00iB  MacoBOi
iH(popmarlii; 2) oCOOUCTICHMM CMHCI, 10 3aJ€XKUTh Bl OCOOUCTICHUX
XapaKTEPUCTHUK 1HIUBINA, K1 BUSABISIIOTHCS B MPOIECI MPUUHATTS PIIICHHS PO

BUOIp MEeBHOTO OpeHay; 3) 00pa3 OpeHy, 0 CTBOPIOETHCS BUPOOHUKOM.



Henocratniili piBeHb agexmusHnoi ckiadosoi oopasy Opendy (BUCOKUN —
14,2%, cepenniii — 55,2%, mm3pkuii — 14,2%) y IOCHIKyBaHWUX CTYJICHTIB
MOB’s3aHUM 3 HEBUCOKOK EMOIIIMHOI0 HACHYCHICTIO OpeHaiB abo ii HU3BKOIO
skicTio. [Ipu 1mpoMy 3a pe3ynpTaTaMH JUCHEPCIMHOTO aHalli3y KOHCTaTOBaHO
CTATUCTUYHO 3HAYYIIUH 3B 30K MK a(eKTUBHOIO CKJIaJ0BOi oOpa3y OpeHay Ta
XapaKTepOM JIOSUIBHOCTI CHOXKMBA4iB JO HBOTO: 13 3POCTAHHIM E€MOI[IAHOT
HACHYEHOCT1 OpeHTy JOSUTbHICTh CIIOKUBYOI MOBEAIHKH cTae Butoo (p < 0,05).

HenocratHiil piBeHb cnoHyKaibHOi CK1A0060i_3yMOBIICHUN TEepeBaKaHHIM
MaTepiaJibHOi ~ MOTHBAIllll TOBEIIHKM  CIOXHBAa4iB HaJ  COLIAJIBHOK Ta
ni3HaBaibHOIO. Cepelg BaroMux  MOTHBIB — JOCHIDKYBAaHUX:  «OTpUMATH
3a10BOJIeHHs» (66,9%), «3abe3neuntn coOi 3py4yHicTh, KoMdopT» (62,2%),
«noope Bursaatu» (60,2%) tomo. Ilpu npomy 3a pe3yibraTaMu KJIAaCTEPHOTO
aHaJ13y MOTHUBIB CIIOXKMBYOI MOBEMIHKU BUsBIEHO 5 kiactepiB: 10 1 (5,4%) 1 4
(36,3%) xmacTepiB yBIAIUIM AOCTIHKYBaHI 13 CEpPEHIM PiBHEM YMOTHUBOBAHOCTI,
10 2 (24,4%) 1 3 (21,6%) kiactepiB — 13 HU3bKUM PIBHEM BUPAXKEHOCTI MOTHBIB
CIIOKMBUYOI TOBEAIHKHA, a a0 S5 kimacrepy (12,3%) — 13 BHUCOKMM piBHEM
BUPAKEHOCTI MOTHBIB CHOXXMBYO1 TMOBEIIHKH; IO MIJTBEP/P)KYE BHUCHOBOK IIPO
HEJIOCTaTHIN piBeHb C(HOPMOBAHOCTI MOTHUBAIIIT CIIOKUBYOI TTOBEIIHKH, K 1 THITHX
CKJIaJIOBUX 00pa3y OpeHny.

YcraHoBieHO poiib 00pa3zy OpeHIy y CTAaHOBJICHHI JIOSUIBHOCTI SIK 0a30BOTO
IHIMKATOpa CIIOKUBYOI TOBEAIHKH: YWM BHINE PiBEHb CPOPMOBAHOCTI 00pa3y
OpeHny, TUM BHWIIE PIBEHb JIOSJIBHOCTI 10 HBOTO. JlOCHigXKeHO 0COOJIMBOCTI
JIOSUTBHOCTI CHOKUBAUIB («IECTPYKTOPIB», «ITACUBHUX», KIIPOMOYTEPIB») 0 PSIAY
TPyl CHOXHBYUX TOBApIB / mociyr (omsary; B3yTTs; [T-TeXHOOTIH, eJIeKTPOHIKH,
noOyTOBOi TEXHIKM; KOCMETHKM, OaHKIB; MPOJYKTIB; aBTOMOOLIIB; TMEPIINil
KJIacTep JIOSUIBHI 70 emiTHOT rpynu ToBapiB (17,3%), He T0sUTbHI 10 KOIHOT TPYITH
toBapiB (15,4%), nosnpH1 10 TOBapiB/mocayr cepennboro kiacy (32,2%), mo
TOBApIB MIUPOKOTO BKUTKY (35,1%) Tomro. I3 3pocTaHHAM eMOIIifHOT HACUYEHOCTI

OpeHIy JOSUIbHICTH CIIOKUBYOI MOBEMIHKHU cTae BUIIOK (p <0,05).



[IpoanamizoBaHO  COIIAIBHO-TICUXOJIOTIYHI ~ MeXaHi3Mu  (CoIlajibHe
MOPIBHAHHA W KaTeropusailisi, mepcoHiQikailis, CaMOMOHITOPUHT) BIUIUBY OpeH/I-
KOMYHIKaIllii Ha JOSUIBHICTh CIOXXHUBYOI TMOBEAIHKM CTYACHTCHKOI MOJIOJI.
[TokazaHo, 10 JOSUTHHICTH TPSIMO TIOB’s3aHA 3 IHTCHCHBHICTIO COIIaJIbHOTO
MOPIBHSHHS Ta KaTeropusailii, 0cCoOJHUBO y YOJOBIKIB 1 0Ci0 CTapIIuX 3a BIKOM.
[Ilomo mepcoHidikamii BUABICHO CTATUCTUYHO 3HAYYII KOPEJSIi MK
XapaKTEPUCTHKAMHU YITIO0JICHOTO OpEeHIy W caMOXapaKTePUCTUKAMH CITOKHBAYiB!
HWIeTbcsl PO JOBOJII CHIIBHY 1EHTU(]IKAIII0 3HAYHOI KUIBKOCTI JOCTIIKYBAaHUX
CTYJEHTIB 13 yII0OJIeHUM OpeHAOM, OCOOJMBO 3a XapaKTEPUCTUKOK «MYXKHIH,
CTIAKUI» IS YOJIOBIKIB.

YcTaHoBI€HO, IO 31 3POCTAHHSIM PIBHS CAMOMOHITOPUHTY Yy CIIOXHUBYIN
MOBE/IIHII CTYJIEHTChKOI MOJIOJII PiBE€Hb JIOSUIBHOCTI € BUILUM, OCOOJIMBO Y JKIHOK,
cTapiux 3a BIKOM. LI BUCHOBKM y3ro/KyIOThCS 3 IaHUMHU II0JI0, 3 OJJHOTO OOKY,
BUII[OTO PIBHS KOMYHIKATUBHUX SIKOCTEH KIHOK y IIJIOMY, a 3 1HIIOTO — I'eHJEPHUX
CTEPEOTHINIB, LI0 3YMOBIIOIOTh BHUIIY KOH(POPMHICTh KIHOK 4Yepe3 Oulblry
MOPIBHSHO 3 YOJIOBIKAMH CTPYKTYPOBAHICTD 1 JKOPCTKICTH 1X COLIIAJIBHOTO CBITY.

JlocnipkeHo  0COOJIMBOCTI  LUJICTIOKIAJaHHSI  CTYJACHTCHKOI MOJOAl Y
CIIOKMBYIM TIOBEIIHIN, $KE 3YMOBIIOE HAaMIpH CTYJEHTIB MO0 MpUAOaHHS
ToBapiB / mociyr. BusiBIIeHO BHCOKHI piBEHb MaTepiami3amy y IT’STOi YaCTHHU
JOCITIIKYBaHUX, 1110 CBITYUTH MPO iX MParHeHHs JO CIOCO0Y KUTTS, 3aCHOBAHOMY
MepeBaXHO Ha MPUI0AHHI Ta CHOKMBaHHI MarepianbHuxX Onar. Ilokazano, 1o 13
3pOCTaHHSAM JIOSUIBHOCTI CIIO’KMBAYiB MOKA3HUKU MaTeplaii3My CTAalOTh BUIIMMH,
0c00MBO T 4oJIOBIKiB. [Ipy mIbOMy NpUIOaHHS 1 CIIOKWBaHHS TOBApiB / MOCITyT
ACOINIOETHCS CKOPIIIE 3 MPAarHEHHSIM IACcTS HIK CAMUM IIPOLIECOM MPUI0AHHS YU
NPUI0AHHSM SIK TOKA3HUKOM YCIIIXY.

BusnaueHo coriaapbHO-TICUXOJIOTIYHI YMOBHU OITHMI3aIlli BIUTUBY OpeH.I-
KOMYHIKAI[Ill Ha CIOXUBYY MOBEAIHKY 3 ypaxyBaHHSAM BHUSBJICHHX OCOOJIMBOCTEM
1) akTyani3allilo THX COILIAJbHO-TICUXOJOTIYHUX MEXaHI3MIB OpeH/I-KOMYHIKaIlil,
K1 JI03BOJISATh Pealli3yBaTH coyianbHy (110 MOEAHYE THTEPECH TTEBHUX COIAIbHUX

Ipyn 1 CyCHIIbCTBAa B WIJIOMY) Ta MopanbHOo-emuyHy (11O CHOPUSE TporaraHii



MOPaIbHO-€TUUYHUX HOPM) (PYHKINI CIIOKUBUYOI MOBEAIHKU SIK Y TEMepilIHbOMY
gaci (30kpema, (GopMyrodM TOTPeOW W CTWJIl JKATTA CIIOKHBAdyiB), TaKk 1 B
MaiiOyTHbOMY  (BH3HAYalOud  MICIFO, KOHICMII0  PO3BUTKY,  IIIHHOCTI);
2) 3banancysanHs HacuyeHocmi KOMYyHIKaIii y KOHTEKCTI Mi3HABAIBHUX PECYpPCiB
CIOKMBaya, BJAJIe MOEJHAHHS palllOHATbHUX, €MOIINHUX 1 MEepCOHATI30BaHUX
apryMeHTIB. HAIIOBHEHHSI TAKUMU MEPCOHANI30BAHUMHU I[IHHOCTSIMU, aKTyaJlbHUMU
JUISL CTIOXKMBAUiB; 3) 3abe3neuenns oughepenyiviosanocmi OpeHy uyepe3 HaJaHHs
CIOXHMBauy iH(oOpMalii Tpo ToBapH / MOCAYrH, IO € PEJICBAaHTHOK HOTO
1HTEepecaM, BU3HAUAIOUM iX YCBIOAOMJIEHI ¥ BIANOBLOANBHI All; 4) maxcumanvuy
inmezpayito 6pendy B OTOYYIOUE CEpENOBHUINE THX CIIOKMBaYiB, Kl € HOTO
[IJTFOBOIO AyAUTOPIEIO; S5) MIATOTOBKAa MalOyTHIX 1 MiABUIIEHHS KBamidikarii
JII0UMX OpeHII-KOMYHIKATOPIB, SKUM HEOOXIJTHO HAO0yTH TaKUX COLIiadbHO-
MICUXOJIOTIYHUX KOMIIETEHTHOCTEH, SIKI JO03BOJIUIM O opraHizyBatu OpeHI-
KOMYHIKAI[ll0 Ha MaKCHUMalbHO €()EeKTUBHOMY pIiBHI, 3aJI0BOJIbBHUTH I1CHYIOYI
NOTpeOH y CTBOPEHH]1 BUCOKOSKICHUX YKPAaiHCHbKUX PEKIIAMHHUX MPOIYKTIB.
[IpoBeneHe MOCHIKEHHS HE BUUEPIIY€E BCIX aCHEKTIB JOCIIIKYBAaHOI TEMHU.
[lepcriekTHBY MOAQNBIINX JOCTIIKEHb MOJATAIOTh Y JOCTIIKEHHI 0COOJIMBOCTEMN
COIIIAJIbHO-TICUXOJIOTIYHUX MEXaHi3MIB BIUIMBY OpeHA-KOMYHIKalllii Ha pi3HI
KaTeropii CHOXKMBayiB, IICHUXOJOTIYHOI TOTOBHOCTI OpEHA-KOMYHIKATOPIB [0
B3a€EMOJIII 31 CHOXKHMBA4aMH; KPOCKYJIbTYPHOMY JOCIHIKEHHI BIUIUBY OpEH/I-

KOMYHIKaIliil Ha ClIpUAMaHHSI CTI0KUBAYiB TOIIO.

Knrouosi cnosa: couianbHO-IICUXOJOTIYHI MEXaHi3MH, 00pa3 OpeHay, OpeH/I-
KOMYHIKAI[isl, CIIO’KMBYA MOBEAIHKA, CTYJIEHTChKa MOJO/b, €KOJOTIUHICTh 00pa3y
Openny, audepeHiiioBaHiCTh 00pa3dy OpeHay, eMolliifHa HAaCHYEHICTh 00pa3y

OpeHIy, YMOTHBOBAHICTh CIIOKMBAYa, JIOSUTBHICTh CTIO’KHBAYa.



ABSTRACT

Gomolska L. P. The socio-psychological features of the influence of brand
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The thesis rests on firm theoretical foundation and empirical evidence in order
to research the socio-psychological impact of brand communication on consumer
behavior of student youth. The research will help to enhance brand communication
effectiveness and develop intent-based moral judgments of consumers and brand
communicators. The object of research is brand communications as a socio-
psychological phenomenon. The subject of research is a socio-psychological
impact of brand communication on consumer behavior of student youth.

The objectives of the research are as follows:1) to define main approaches to
content, indicators and factors of brand communication based on theoretical
analysis of the literature review; 2) to examine components of brand identity as
social object which shape and determine consumer perception and behavior; 3) To
validate and prove theoretical model of brand communication and socio-
psychological impact of it on consumer behavior of student youth; 4) to research
empirically how brand communications influence consumer behavior of student
youth taking into account socio-psychological features; 5) to determine the socio-
psychological conditions to optimize the influence of brand communications on
consumer behavior of student youth, taking into consideration identified features.

In order to solve the outlined problems a set of theoretical, empirical and

statistical methods was used:



o theoretical (theoretical analysis, generalization and systematization of the
basic scientific approaches to the problem of brand communication and its
influence on consumer behavior of student youth, used to identify theoretical and
methodological foundations of the problem under consideration;

e empirical (psychodiagnostic techniques that provided on the levels of
brand image formation in student youth as a result of their brand communication,
and its impact on consumer behavior of student youth, in particular, some materials
were used for the research: a) cognitive component: personality inventory
"Differentiation of ideas about the brand" (author's development), personality
inventory Yu. Brovkina "Environmental friendliness of the brand" in the author's
modification; b) affective component: methods of assessing the emotional
saturation of the brand image (semantic differential of C. Osgood in the
modification of V. Markova and the author); ¢) motivational component: methods
of studying the motivation of consumer behavior (O. Patosha); d) socio-
psychological mechanisms of influence of brand communication on consumer
behavior of student youth: personality inventory Yu. Brovkina "Peculiarities of
brand perception” in the author's modification; J. Aaker's method "Brand
Individuality" modified by N. Antonova; M. Snyder's scale of self-monitoring in
the author's modification, the method "Consumer intentions” (author's
development), the scale of consumer orientation on materialism (M. Richins, S.
Dawson). It was taken into account that the main indicator of consumer behavior is
loyalty to certain brands, which was studied on the scale of "Promoter's Index"
(NPS: Net Promoter Score) (author - F. Reichheld).

» mathematical and statistical methods: primary statistics, correlation, factor,
variance and cluster analysis. Statistical data processing and graphical presentation
of the results were performed using the computer program SPSS (version 17.0).

The research was conducted during 2016 - early 2021 on the basis of the
Taras Shevchenko National University of Kyiv and in the higher education
institutions (Dnipropetrovsk Alfred Nobel University, Kharkiv National Law

University named after Yaroslav the Wise) in 2016-2019. The main sample size



was 500 people - students who studied in the higher education institutions. At the
preparatory stage (pilot study) of the empirical stage, the empirical referents of the
brand image were singled out in focus groups - 48 people; selection and testing of
a set of psychodiagnostic methods - 140 people on the basis of Taras Shevchenko
National University and Kharkiv National Law University. Yaroslav the Wise. A
total of 688 students took part in the study.

The scientific novelty and theoretical significance of the dissertation research is
that:

first: defined socio-psychological criteria (environmental friendliness,
differentiation, positive attitude and motivation) formation of components
(cognitive, affective, motivational) of the brand image as a result of effective brand
communications; the theoretical model of social and psychological features of
influence of brand communication on consumer behavior is constructed; revealed
equal and socio-demographic features of the formation of the components of the
brand image in the perception of student youth;

received further development of the position of the brand as an image of a
social object in the perception of the consumer; brand communication in the
paradigm of social psychology; socio-psychological features and mechanisms of
influence of brand communications on consumer perception and behavior

clarified and deepened the idea of social perception as the perception of social
objects, features of consumer perception and consumer behavior; affective brand
communication as a kind of social communication, etc.

The practical significance of the work is that: certain criteria, indicators and
socio-psychological mechanisms of brand communication can be used in the process
of psychological diagnosis of the effectiveness of the impact of brand
communications on consumer behavior. The methodological tools tested in the study
can become a socio-psychological component of evaluating the effectiveness of
brand communications. The developed and tested method of research of features of
brand communications can be used in daily practice of the advertising companies for

an estimation of efficiency of positioning of various brands.



The dissertation materials can be used in the process of preparing future
managers, marketers, advertising workers, psychologists for professional activities,
in the process of teaching social psychology, psychology of marketing and
advertising, imagology in higher education, as well as to develop teaching materials
focused on qualitative changes in the process of brand promotion

Based on the theoretical analysis of the literature, the main approaches
(psychoanalytic, neobehavioral, cognitive, constructivist, semiotic, activity
approach) to the study of brand communications are identified. Based on the
generalization of the provisions of these approaches, a comprehensive approach to
brand communication as a type of social communication is proposed, which is a set
of certain actions in the process of social interaction (interpersonal, intergroup,
mass), aimed at building socio-psychological relations of brand communicators and
consumer influence on the opinion, motives, attitudes, behavior of consumers in
relation to certain producers of goods / services.

The properties of brand communication are determined: interactivity,
nonlinearity, multilevel, multiplicity, heterochrony, ability to promote the formation
of certain social groups based on the distributed symbolic value of goods / services,
etc.

A theoretical model of brand communication is proposed, the main element of
which is the interaction of the brand communicator (producer of goods / services)
and the recipient (consumer), aimed at exchanging brand messages on different
channels and "access points” to form a brand image. It is shown that the result of
brand communication is the image of the brand as a social object, in the structure of
which the following components are distinguished: cognitive (set of knowledge
about the brand, its distinctive characteristics and usefulness to meet consumer
needs; criteria: differentiation and environmental friendliness); affective (causes
positive emotions, a high level of positive attitude to the brand and trust; criterion:
positive attitude); motivating (encourages the consumer to be active in relation to a
particular brand; criterion: conditionality). It is shown that due to the initiation of the

influence of the brand communicator (persuasion, suggestion, infection and



imitation) on consumer perception, the brand image is formed based on the
actualization of a number of socio-psychological mechanisms (social comparisons
and categorization, identification, stereotyping, emotional experiences and
assessments, personification, self-presentation , self-verification).

It is stated that the effectiveness of brand communications is when the formed
image of the brand affects consumer behavior, forms consumer loyalty as an attitude
that dynamically develops and encourages individuals to purchase and consume the
product / service.

According to the results of empirical research on the sample of student youth,
the insufficient level of brand image formation as a result of brand communication
as a whole (high level of its formation was found only in 6.6% of subjects) and
individual components (cognitive, affective, motivational) in the vast majority of
student youth was stated.

Regarding the cognitive component of the brand image, an insufficient level
of its formation in the perception of consumers - Ukrainian students: 6.8% of
respondents have a high level of formation of the cognitive component of the
brand, 81.6% - medium, and 11.6% - low. At the same time, a significant number
of surveyed student youth is characterized by insufficient differentiation of brand
images (low - 25.8%, medium - 52.0%, low - 25.8%), so almost a quarter of
respondents are not sufficiently aware of the significant characteristics that
distinguish a brand from others, the environmental friendliness of the brand image
IS not a strong argument for them to interact with the brand: only about a third of
the respondents are characterized by an effective position in relation to
environmental friendliness / non-environmental friendliness, they will refuse to
purchase non-environmental goods (22.6%) and advise friends (13.0%); cannot
decide on a position (40.8%), will not refuse to purchase non-environmental goods
(23.4%).

According to the results of the factor analysis of the significance of the brand's

environmental friendliness for consumers, 3 factors were identified: factor 1



(34.3% of the total variance) included respondents' answers about the role of the
brand's environmental friendliness in discussing it in the media (0.680); on the
Internet (0.583); acquaintances (0.562); ecological labeling (0.526); Factor 2
(13.0% of the total variance) is bipolar and highlights the features of brand
communication on the part of the consumer, when environmental friendliness
acquires a personal meaning for him: | think about the environmental friendliness
of the brand every time | buy food (0.781) or goods (0.688) and opposite pole - "I
do not think at all" (-0.530); factor 3 (11.7% of the total variance) characterizes the
environmental friendliness given the image of the brand created by the
manufacturer: | think about the environmental friendliness of the brand when | get
acquainted with the arguments of the manufacturer (0.673); | see advertising
(0.597).

The obtained results are consistent with the socio-psychological model of
brand communication, developed by Yu. Brovkina, according to which this
process determines: 1) conventional meaning under the influence of the media; 2)
personal meaning, which depends on the personal characteristics of the individual,
which are manifested in the decision-making process on the choice of a particular
brand; 3) the brand image created by the manufacturer.

Insufficient level of affective component of the brand image (high - 14.2%,
medium - 55.2%, low - 14.2%) in the studied students is associated with low
emotional saturation of brands or its low quality. At the same time, the results of
analysis of variance found a statistically significant relationship between the
affective component of the brand image and the nature of consumer loyalty to it:
with increasing emotional saturation of the brand loyalty to consumer behavior
becomes higher (p <0.05).

The insufficient level of the motivating component is due to the
predominance of material motivation of consumer behavior over social and
cognitive. Among the important motives of the subjects: "get pleasure™ (66.9%),
"provide yourself with convenience, comfort” (62.2%), "look good" (60.2%) and

so on. Thus on results of the cluster analysis of motives of consumer behavior 5



clusters are revealed: to 1 (5,4%) and 4 (36,3%) clusters investigated with average
level of motivation entered, to 2 (24,4%) and 3 (21, 6%) clusters - with a low level
of expression of motives of consumer behavior, and up to 5 clusters (12.3%) - with
a high level of expression of motives of consumer behavior; which confirms the
conclusion about the insufficient level of motivation of consumer behavior, as well
as other components of the brand image.

The role of the brand image in the formation of loyalty as an indicator of
consumer behavior is established: the higher the level of brand image formation, the
higher the level of loyalty to it.

Peculiarities of consumer loyalty (“destructors", "passive", "promoters”) to a
number of groups of consumer goods / services (clothing, footwear; IT-
technologies, electronics, household appliances; cosmetics; banks; products; cars;
the first cluster are loyal to elite group of goods (17.3%), not loyal to any group of
goods (15.4%), loyal to middle-class goods / services (32.2%), to consumer goods
(35.1%), etc. as the emotional saturation of the brand increases, the loyalty of
consumer behavior becomes higher (p <0.05).

Socio-psychological mechanisms (social comparison) and categorization,
personification, self-monitoring) of the influence of brand communications on the
loyalty of consumer behavior of student youth are analyzed. Loyalty has been
shown to be directly related to the intensity of social comparisons and
categorizations, especially among men and the elderly. Regarding personification,
statistically significant correlations were found between the characteristics of the
favorite brand and the self-characteristics of consumers: it is a fairly strong
identification of a significant number of students with a favorite brand, especially
the characteristic "manly, stable" for men.

It is established that with the increase of the level of self-monitoring in the
consumer behavior of student youth the level of loyalty is higher, especially among
older women. These findings are consistent with data on, on the one hand, a higher

level of communicative qualities of women in general, and on the other - gender



stereotypes that lead to higher conformity of women due to greater compared to men
structure and rigidity of their social world.

Peculiarities of goal-setting of student youth in consumer behavior, which
determines students' intentions to purchase goods / services, are studied. A high
level of materialism was found in one-fifth of the respondents, which indicates their
desire for a way of life based mainly on the acquisition and consumption of material
goods. It is shown that with the growth of consumer loyalty, the indicators of
materialism become higher, especially for men. In this case, the purchase and
consumption of goods / services is associated with the pursuit of happiness rather
than the process of acquisition or acquisition as an indicator of success.

The socio-psychological conditions for optimizing the impact of brand
communications on consumer behavior, taking into account the identified socio-
psychological features: 1) actualization of those socio-psychological mechanisms
of brand communications that will implement the social (combining the interests
of certain social groups and society as a whole) and moral and ethical (which
contributes to the promotion of moral and ethical norms) functions of consumer
behavior as in the present (in particular) , shaping the needs and lifestyles of
consumers) and in the future (defining the mission, concept of development,
values); 2) balancing the saturation of communication in the context of consumer
cognitive resources, a successful combination of rational, emotional and
personalized arguments. filling with such personalized values, relevant for
consumers; 3) ensuring brand differentiation by providing the consumer with
information about goods / services that is relevant to his interests, determining
their conscious and responsible actions; 4) maximum integration of the brand into
the environment of those consumers who are its target audience; 5) training of
future and advanced training of existing brand communicators, who need to
acquire such socio-psychological competencies that would organize brand
communication at the most effective level, meet existing needs in creating high

quality Ukrainian advertising products.



The study does not cover all aspects of the research topic. Prospects for further
research are to study the features of socio-psychological mechanisms of influence of
brand communications on different categories of consumers, the psychological
readiness of brand communicators to interact with consumers; cross-cultural study

of the impact of brand communications on consumer perception, etc.

Keywords: brand communication, consumer behavior, student youth, socio-
psychological mechanisms, brand image, environmental friendliness of the brand
image, differentiation of the brand image, emotional saturation of the brand image,

consumer motivation, consumer loyalty.

CIIMCOK ONYBJIIKOBAHUX MPAIlb 3A TEMOIO JIUCEPTAIIIT

Haykoegi npaui, é akux onyo1iKkoeani 0CHOGHI HAYKOGL pe3yjibmamu
00Ci0IHCEHHA
Cmammi y 6imuu3Hanux ¢paxosux suoanusx, 3ameepodrcenux MOH
Ykpainu:

1. Tomonbcbka JI. 1. bpenn sk 00pa3 comiaqbHOTO 00’€KTY B
CIpUiiMaHH1 CriOKWBava. Teopemuuni i NpuxkiaoHi npoodremu Ncuxonozii: 30.
Hayk. npays,; 3a HayK. pea. H. €. 3aBainpkoi. CeBepogoHenpk : CXiTHOYKp. HaIl.
yH-T iM. Bomogumupa Hamns. 2015. Ne 3(38). C. 102-112.

2. Tomonnceka JI. I1. ExomoriuHicTs OpeHAy SK YUHHUK e()eKTHBHOI
OpeHI-KOMYHIKaIlll. AkmyanvHi npobiemu ncuxonocii: 360. Hayk. npayv In-my
ncuxonoeii  im. I. C. Kocmwka  HAIIH  Vkpainu; 3a  HayK.  pen.
C. . MakcuMeHKa, JI. M. Kapamymku. KuiB: IH-T MICUXOJIOT1{
M. I'. C. Koctroka HAITH VYkpainu. 2015. T. 1, Bun. 43. C. 75-81.

3. 'omonbcrka JI. II.  Bbpenn sk comlaJbHMM  Ta  COIIAJIBHO-

ncuxoyoriyHuit ¢penomen. Bicnux KHY im. Tapaca Illesuenka: Ilcuxonocis.

2016. Ne 1(4). C. 29-32.



4. T'omoneceka JI. [I.  Mopgenr  OpeHA-KOMYHIKAIii:  coIianbHO-
TICUXOJIOTIYHUN acneKT. [eopemuyni i NPUKIaoHi npoodaemu ncuxonocii: 30.
Hayk. npays; 3a HayK. pea. H. €. 3aBanpkoi. CeBepogoHensk : CXiTHOYKp. HaIl.
yH-T iM. Bomogumupa Jlams. 2016. Ne 1(39). C. 62—74.

5. 'omonberka JI. I1.  MeToauka  AOCHIDKEHHS  BIUIMBY  OpeH/I-
KOMYHIKaIliii Ha o0cOONMBOCTI copuiiMaHHS crnoxkuBada. OpeaHizayiina
ncuxonoeia. Exonomiuma ncuxonocia: Hayk. OJicypH.; 3a HayK. pen.
C. . Makcumenka ta JI. M. Kapamymku. 2016. Ne 1(4). C. 15-27.

6. T'omonsceka JI. I1. BrmnuB exomoriyHocTi OpeHAy Ha MOTHBAIIIIO
CIIO’KMBYOT TIOBEMIHKUA CTYJIEHTCbKOI MoJIOAl. TeopemuuHni [ npuxiaowi
npobnemu ncuxonolii: 30. Hayk. npays, 3a HaykK. pena. H. €. 3aBanpkoi.
CeBepononenbk : CXiTHOYKp. HaIl. YH-T iM. Bomogumupa [ams. 2016. Ne 2(40).
C. 32-44.

7. Tomonbebka JI. I1.  CoriaabHO-TICHXOJIOTIYHI ~ MEXaHI3MH  BILUIUBY
OpeHI-KOMYHIKallii Ha crpuilMaHHs crnoxuBavya. Bicnux KHY im. Tapaca
Llesuenka: Ilcuxonocis. Kuis: KHY im. Tapaca IlleBuenka, 2017. Ne 1(6).
C. 35-40.

8. I'omonnbcwka JI. T1. AdekTuBHa ckitamoBa 00pa3y OpeHay Ta ii BIUIMB
Ha JIOSUTHHICTH CIIOUBYOI TMOBEIIHKH CTYJIEHTCHbKOI Mosofi. Teopemuuni i
NPUKIAOHI  npobaemu ncuxonocii: 30. HayK. npaysb, 3a HAyK. Ppel.
H. €. 3aBanpkoi. CeBepomonenpk : CXiIHOYKp. Hall. YH-T iM. Bomogumupa
Hanst. 2017. Ne 2(43). 2017. — C. 83-94.

9. Tomonncrka JI. I1.  [IudepenuiiioBaHicTh  OpeHAy SK  YUHHHUK
CIIOKUBAIbKOI TOBEIHKH CTYACHTCHKOI MOJNOIl. Axmyanvui npobremu
ncuxonoeii: 36. Hayk. npayv In-my ncuxonoeii im. I'. C. Kocmwoxa HAIIH
Ykpainu; 3a nayk. pen. C. JI. Makcumenka, JI. M. Kapamymiku. Kwui : [H-T
ncuxodorii imM. I'. C. Koctioka HAITH Ykpainu. 2017. T. 1, Bum. 46. C. 67-72.

10. T'omonwceka JI. I1. Tlepconidikariisi SK COLaTbHO-TICUXOJIOTTYHUI
MeXaHi3M (PYHKIIOHYBaHHS OpeHIly y CIpHIMaHHI yKPaiHCHKOTO CIO>KMBaya.

Ilpobnemu cyuacuoi ncuxonoeii: 36. Hayk. npayv Kam’aueywv-Ilodinbcbkoeo



Hay. yu-my imeni leana Oecienka, In-my ncuxonoeii im. I'. C. Kocmioka HAIIH
Vkpainu, 3a nayk. pen. C. . Makcumenka, JI. A. OnydpieBoi. Kam’siHers-
IToninbebkuii : Akcioma, 2017. Bum. Ne 37. C. 41-54.

11. T'omomnsceka JI. I1. ComianbHO-TICHXOJIOT1YH1 0COOJIMBOCTI
IIJICTIOKJIaJIaHHS. Y KOHTEKCTI CIIOXKHBUYOi TOBEIIHKHU. [Ipobremu cyyacHoi
ncuxonoeii:  306. Hayk. npayv, 3a Hayk. pen. C.]I. MakcuMmeHka,
H. @. [lleByenko, M. I'. Tkanmu. 3anopixoks : 3HY, 2017. Ne 1(11). C. 17-23.

12. T'omonnceka JI. I1. CoriaibHe TOPIBHSHHS Ta KaTeropizaiis sK
COLIIAJIBHO-TICUXOJIOTITYHUM MEXaHi3M OpeHI-KOMyHIKauli. Haykosuii GicHux
Xepcomncwvkoeo oepoic. yu-my. Ilcuxonociuni nayku. 2017. Bum. 3. C. 160-165.

Cmamms y 30ipHUKY, 8KIIOYEHOMY 00 MIHCHAPOOHOI HAYKOMEMPUUHOT

oaszu Web of Science:

13. Homolska L. P. Types of Consumers According to Their Perceptions
of Brands’ Environmental Friendliness in Brand Communications. Hayxa i
oceima. Illcuxonocia: wmayk.-npaxm. xcypu. Ilie0ennoykp. Hay. neo. YH-my
im. K. JI. Yuuuncoroeo. Oneca, 2017. Ne 7. C. 63-69.

Cmammi 8 iHWUX HAyKOBUX BUOAHHSX!

14. Jlanmmiok 1. B.,, T'omonbcbka JI. II.  OcHOBHI  miaxogu 10
JOCIIKEHHsT OpeHI-KoMyHIKallii y Haykosiit miteparypi. VIRTUS: Scientific
Journal. 2021. Ne 50. P. 40-45.

15. Gomolska L. P. Peculiarities in perception of brand’s environmental
friendliness in brand communications by Ukrainian consumers. Social
Educational Project of Improving Knowledge in Economics: Journal
Association 1901 «SEPIKE» USA. 2015. Ed. 15. P. 67-74.

Haykoei npaui, aKi 3aceiouyoms anpoodayiro mamepianie oucepmauii
Mamepianu ma me3u Kongepenyiii:

16. T'omonbcrka JI. II.  KynbTypa sk cOLlaidbHO-TICUXOJIOTTYHUIN
IHCTPYMEHT OpeHI-KOMYHIKalii. Teroenyii pozsumky ncuxonolii 6 Ykpaii:
icmopis ma cyuacuicms: mamepianu Beeykp. nayk.-npaxm. kough. (m. Kuis, 18—

19 sepec. 2014 p.). Kuis : KHY im T. llleBuenka, 2014. 281 c. C. 231-233.



17. Tomonbceka JI. II.  bpenng sk comiampHuUi Ta  coLialdbHO-
ncuxoyoriuauit peHomen. Coyianizayis ma pecoyianizayis ocodoucmocmi 6
ymosax cyuacroeo cycninocmea: 1V Mixcuap. nayk.-npaxm. xoudgh. (m. Kuis, 7—
9 aucmon. 2014 p.). Kuis : KHY im. T. llleBuenka, 2015. 282 c. C. 231-233.

18. I'omonwceka JI. 1.  ComianbHO-IICUXOJIOTIYHI  MEXaHI3MH  BIUIMBY
OpeHI-KOMYHIKaIlill Ha CIIoXuBayda. Tendenyii po3sumky ncuxonocii 6 Yxpaini:
icmopisi ma cyyacHicms. mamepianu Bceykp. nayx.-npakm. kong. (m. Kuis, 25
eepec. 2015 p.). Kuis : KHY im. T. IllleBuenka, 2015. 93 c. C. 34-35.

19. T'omomnwceka JI. [1.  ComiaIbHO-TICHXOJIOTIYHI MEXaHI3MU  BIUTHBY
OpeHI-KOMYHIKAIlll Ha clpuiiMaHHs crokuBaua. [Ipobremu ocooucmocmi 8
CY4acHiu Hayyi: pe3yibmamu ma Nepcnekmueu OO0CHIONCEeHHA: Mamepianu
XVIII Mixcuap. koug. (m. Kuis, 8 xeim. 2016 p.). Kuis : Jloroc, 2016. 172 c.
C. 48-51.

20. T'omonwcbka JI. I1. Ilcuxonoriyni  3acagum  OpeHA-KOMYHIKAIA Y
CydyacHOMY CBITL. Egontoyisa Haykoeoi OYMKU 6 KOHMEKCMI €8PONelcbKo20
subopy Ykpainu: mamepianu nayk.-npaxm. kough. (m. Kuis, 21 socosm. 2015 p.);
Bumuit HaBu. 3akman «YH-T exkoHoMiku Ta mnpaBa "KPOK"». KwuiB: VH-T
ekoHoMiku Ta rpaBa « KPOK», 2015. 585 c¢. C. 289-292.

21. T'omonbcbka JI. I1. MeToauunal MmiaX0ad 10 JOCHIKCHHS BIUIMBY
openn-komyHikami. Coyianizayis ma pe coyianizayisi ocooucmocmi ¢ ymosax
cywacroeo cycninecmea: mamepianu V Mixcuap. nayx.-npakm. kong. (m. Kuis,
11-12 aucmon. 2016 p.). Kuis : KHY im. T. [lleBuenka, 2016. 182 c¢. C. 30-31.

22. T'omonbcbka JI. I1. Bpena-komyHikaris SIK YUHHUK
KOHKYPEHTOCTIPOMOKHOCTI ~ TOPTOBOi ~ MapKW:  COIJIbHO-TICUXOJIOTIYHUN
acniekT. Koukypenmonozisi ma puHoK npayi. NCuxonoiuni acnexmu. me3u [
Mixcuap. nayk.-npaxm. kong. (m. Kuis, 8—9 epyo. 2016 p.). Kuis : JIBH3 «YH-
T MEeHe K. ocBiTh», 2016. 93 c. C. 34-35. URL.: http://umo.edu.ua/konferenciji.

23. T'omonncwka JI. I1. JIosiibHICTE CIIOKHUBYOI MOBENIHKH OCOOMCTOCTI
K THIUKATOP YCHINIHOT OpeHI-KoMyHiKatlii. [lcuxonozivna oceima 8 Ykpaiui:

mpaouyii, cyyacHicmvs ma nepcnekmusu: mamepianu Bceykp. nayk.-npaxm.


http://umo.edu.ua/konferenciji

KOHG. 3 mixcuap. yuacmio (m. Kuis, 21-22 xeim. 2017 p.). KuiB: KHY
im. T. IlleBuenka, 2017. 314 c¢. C. 53-55.

24. T'omonbcbka JI. I1. CAaMOMOHITOPUHT Y CHOXKHMBYIH  MMOBEMIHIT
CTYACHTCBbKOI MOJOIL. [lcuxonozo-nedazoziunuii cynpogio ¢axoeoi niocomosxu
ma niosuwjenns Keanigixayii ocobucmocmi 6 ymosax mpauncgopmayii oceimu:
mamepianu Bceykp. nayx.-npaxm. xough. (m. Kuis, 26 mpas. 2017 p.). KuiB :
JIBH3 «YH-T MCHE K. OCBITHY, 2017. 145 c. C. 28-30.
URL.: http://umo.edu.ua/konferenciji.

25. T'omonbebka JI. I1. Etanmu eMmipwdHOTO JOCIHIKEHHS COIIaTbHO-
IICUXOJIOTITYHUX OCOOJMBOCTEN BIUIMBY OpEHI-KOMYHIKAlld Ha CIOXUBYY
MOBEJIHKY CTYJIEHTChKOI MOJojl. TeHaeHIil pO3BUTKY Hcuxonoii ma
neoazoziku: mamepianu Mixcuap. nayk.-npakm. xkoug. (m. Kuis, Ykpaina, 6—71
aucmon. 2020 p.). KuiB: 'O «KuiBcbka HaykoBa opraHizallisi MeIaroriku Ta
ricuxouoriiny, 2020. Y. 1. 144 c. C. 92-96.

26. I'omonbebka JI. 1. @okyc-Tpyma sk METO/ AOCITIKEHHS COIiaIbHO-
IICHXOJIOTIYHOTO 3MICTy OpeHI-KOMYHIKalliii Ta obpa3sy Openmy. Theoretical
and applied researches in the field of pedagogy, psychology and social
sciences: International scientific conference (Kielce, Republic of Poland, 28-29
December, 2016). Kiev : Hole cross university humanitari an pedagogics
faculty, 2016. 291 p. P. 210-212.

27. T'omonsceka JI. II. OcoOmuBoCcTI MOTHBALll CHOXKHBYOI MOBEIIHKU
yKpaiHChbKUX cTyaeHTiB. Inovacne vyskum v oblasti sociologie, psychologie a
politologie: Medzinarodna vedecko-prakticka konf. (Sladkovicovo, Slovenska
republika, 10-11 Marec, 2017). Slovenia : Vysokaskola Danubius, 2017. 207 p.
P. 73-76.


http://umo.edu.ua/konferenciji

