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1. CouiasibHO-TICUXO0JIOTIYHI 0COGIUBOCTI BIVIUBY OPEHI-KOMYHIKallill Ha CIIOJKMBYY IIOBEMIiHKY CTYE€HTCbHKO]
MOJIO.

2. The socio-psychological features of the influence of brand communications on the consumer behavior of
student youth.

Pedepar:

1. Y puceprauii 31iliCHEHO TEOPETUYHE OOI'PYHTYBAHHS 1 €MIIIPUYHO BUBUEHO COLia/IbHO-IICUXOJIOTi4Hi
0CO0JIMBOCTI BIJIUBY Op€H[-KOMYHiKallii Ha CIIOKMBYY IIOBEiHKY CTYAE€HTCbKOI MOJIOi, ypaxyBaHHSI SIKMX
CIIpUSATUME MiBULIEHHIO e(PeKTUBHOCTI OpeH]-KOMYHIKalliil, pPO3BUTKY MOPaJIbHUX iHTEHLi! CIIO>KUBAYiB i OpeH-
KOMYHiKaTopiB. O6'€KTOM AMCEPTALiIHOTO NOCiIKEHHS 00paHO OpeHIKOMYHIKallii sIK coliabHO-IICUXO0JIOTIYHUI

(peHOMEH, IPEIMETOM — COLia/IbHONCUXOJIOTIYHI 0COOIMBOCTI BIJIMBY OpEeHA-KOMYHIKallill Ha CIIOXXUBYY [IOBEIiHKY



CTYAEHTCbKOI MOJIoi. MeTa fociliiskeHHs nepefbaydasa TeOpeTUUHe OOIPYHTYBAHHS Ta €MITIpUYHY MEePeBipKy
3MICTYy Ta COoLia/bHO-TICUXO0JIOTIYHMX OCOOINBOCTEN BIVIUBY OPEHI-KOMYHIKallill Ha CTIO’KHMBYY I1IOBEMiHKY
CTYZAEHTCbKOI MOJIoli. HayKoBa HOBM3HA Oflep’KaHUX PE3YJIbTATIB [10JISTAa€ B TOMY, LO: BIIEPIIE: BUOKPEMIIEHO
COL}ia/IbHO-TICUXOJIOTiYHI KpUTepii (EKOJIOTriYHICTb, AU EePEHLIIOBaHICTb, IO3UTUBHE CTABJIEHHS Ta
BMOTHBOBAHICTb) C(POPMOBAHOCTI CKJIAJJOBUX (KOTHITUBHOI, aDeKTUBHOI, CIIOHYKaJIbHOI) 00pa3y 6peHay sK
pe3ynbTaTy e(peKTUBHUX OpeHI-KOMYHiKallill; 100y0BaHO TeOPETUYHY MOJIeJb BIJIMBY OpeHA-KOMyHiKalii Ha
CIIOKMBYY MOBEJiHKY CTYJE€HTCbKOI MOJIOfi; BUSBJIEHO PiBHIi Ta coljiasibHO-AeMorpadiiyHi 0co6InBOCTi
c(pOpPMOBAHOCTIi CKIaOBUX 00pa3y OpPEeHY Y CIIpUMMaHHI CTyAeHTChKOI MOJIOI; IiCTaIN ITOJabIIOTrO0 PO3BUTKY
II0JIOKEHHSI IIPO 6peH], sIK 06pa3 ColliaIbHOrO 06'€KTY B CIIPUMMAaHHI CIIOKMBava; OpeHA-KOMYHiKallilo B mapagurmi
coljiajIbHOI IICUXO0JIOTi{; COLiabHO-TICUXO0JIOTi4Hi 0COOJIMBOCTI 1 MEXaHi3MU BIUIUBY OpeHI-KOMYHIKaLlill Ha
CIIpMIMaHHS 1 IOBEJiHKY CIIOKMBA4a; YTOUHEHO Ta MOIVIMOJIEHO YSIBJIEHHS MIPO: COLia/IbHY MEePLEMNIio K
CIIpUIMAaHHS COLia/IbHUX 00'€KTiB; 0COOINBOCTI CIPUIMAaHHS CIIOKMBaya Ta CIIOKUBYOI [10BeliHKY; e(PeKTHBHi
OpeHn-KoMyHiKalii SIK pi3HOBU], collialbHUX KOMYHiKalil Tomo. [IpakTryHe 3HauY€HHS OflepKaHUX Pe3yJsbTaTiB
BM3HAYAEThCS TUM, 1IO BU3HA4YE€Hi KPUTEPIi Ta NOKa3HMKU OpeHA-KOMYHiKalii MOXXyTb 3aCTOCOBYBATHUCS B IIPOLIEC]
IICMXOJIOTIYHO]I iarHOCTUKY e(PEeKTUBHOCTI BILJIMBY GPEH-KOMYHIKalill Ha CIIOKUBYY MIOBEiHKY. ATPOGOBAaHUN ¥
IOCIiIPKEHHI METOIUYHUI IHCTPYMEHTAPill MOKE CTaTU COLiaIbHO-TICUXOJIOTIYHOIO CKJIA0OBOIO OLIiHIOBAaHHS
eeKTUBHOCTI OpeH]I-KOMYHiKalliil. Po3pob6sieHa i1 anpo6oBaHa MeTOIMKa AOCiIpKEHHS 0COOJIMBOCTE OpeH 1~
KOMYVHIKallill MO)K€ BUKOPUCTOBYBATHCS B TOBCAKAEHHIN NPAaKTULLi PEKJIAMHUX KOMIIAHIN 117151 OLiHKU €(DEKTUBHOCTI
NO3MLIOHYBaHHS Pi3HUX OpeHiB. MaTepianu gucepTanii MOXyTb 6yTH BUKOPUCTAHI y IIPOLECi MiJrOTOBKA
MaiibyTHIX MeHeKepiB, MapKeTOJIOTiB, IPal[iBHUKIB pekjlaMHOi cdepy, IICUXO0JIOTIB, MiJl Yyac BUKJIaIaHHS
COLiaJIbHOI IICUXOJIOTI, IICUXO0JIOTii MapKETHHIY Ta PEKJIAMHU, iIMiZIKeJIOrii y 3aKjafax BALOI OCBITH, @ TAKOX 115
PO3POOKM HaBYAJIbHO-METONUYHUX MaTepiajiiB, OpieHTOBAHMX Ha SIKiCHI 3MiHM y OpeHIKOMYHiKallii Ta CIIOXKUBYil
MOBeJiHI CTYyIeHTChKOI MOJIOi. 3aIIPOTIOHOBAHO TEOPETHUYHY MOJeJib OpeH]-KOMYHIKallii, OCHOBHUM €JIEeMEHTOM
KOi € B3aeMo[lisl OpeHi-KOMyHikaTopa (BUpOOHUKA TOBapy / IOCJYT) Ta peLUIlieHTa (Cl1oXX1Baya), CIpPsIMOBaHa Ha
0OMiH NOBIJOMJIEHHSIMU 1010 OPEHTy Ha Pi3HUX KAHAJAX i «IIyHKTaX AOCTYIY» 3 METOI0 (POPMYBaHHS 00pa3y
6penny. [TokazaHo, mo pe3yabTaToM OpeH-KOMYHiKalii € 06pa3 6peHy SIK COLiabHOrO 00'€KTY, y CTPYKTYPIi SIKOTO
BHOKPEMJIEHO TaKi CKJIQ[JOBi: KOTHITUBHA (CYKYIIHICTb 3HaHb IIPO OpEH[, HOro BiIMITHUX XapaKTepUCTUK i
KOPHCHICTb J1J151 33[J0BOJIEHHSI IOTPEO6 CIIOXKMBAYa; KpUTepii: AudepeHilioBaHICTb i €KOJIOrIYHICT); apeKTHBHA
(3yMOBIII0€ IO3UTUBHI €MOLIii, BUCOKUI PiBE€Hb IO3UTUBHOTO CTABJIEHHS 4O OPEHy Ta JOBipH; KDUTEPIil: TIO3UTUBHE
CTaBJIEHHS]); CIIOHYKaJIbHA (CTIOHYKA€E CIIOXKMBAva [0 aKTUBHOCTi CTOCOBHO IIEBHOTO OPEHY; KpUTEPIil:
YMOTUBOBAHICTb). YHACIIIOK iHiLliIOBaHHS BIIMBY OpEHAKOMYHIKaTopa (IIepeKOHaHHS, HaBiloBaHHS, 3apaXXEHHs Ta
HaCJIiyBaHHS) Ha CIIPUIMAaHHS CIIOKMBada (OpPMYeThCsl 00pa3 6peHy Ha OCHOBI aKTyasisallii psay coliaabHO-
IICUXOJIOTIYHNX MEXaHi3MiB (couiabHi MOPIBHSHHS 11 KaTeropusarlis, inentudikanis, nepconidikanis,
CaMOMOHITOPUHT Ta iH.).

2. 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 sociopsychological phenomenon. The
subject of research is a socio-psychological impact of brand communication on consumer behavior of student
youth. 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).
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