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1. CouiasibHO-TICMXOJIOTIYHI 0CO6IMBOCTI BIVIUBY 6pPEHI-KOMYHIKaLlill Ha CIIO’KMBYY I1OBEiHKY CTYIEeHTCBhKO]
MOJIOI.

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

Pedepar:

1. Y nuceprauii 31ilicHeHO TeopeTU4He OOIPYHTYBAaHHS i1 eMIIIpUYHO BUBYEHO COIIiaIbHO-IICUXOJIOTi4Hi
0CO06JIMBOCTI BIJIMBY OPEHJI-KOMYHIiKallii Ha CIIOKMBYY IIOBEIiHKY CTYIEHTCbKOI MOJIOJIi, ypaxyBaHHS SKUX
CIIpYSATHAME NiIBULIEHHIO €(PEKTUBHOCTI 6PEH]-KOMYHIKalliil, PO3BUTKY MOPaJIbHUX iHTEHLIN CIIO>KMBAYiB i OpeH -
KOMyHikaTOpiB. O6'€KTOM AMCEPTALiIHOTO OCIIiIKEeHHSI 0O0paHO OpeHIKOMYHIKaIii SK COoLiabHO-TICUXOJIOTIYHUI
(eHOMEH, IPEeIMETOM — COLIiaJIbHOIICUXOJIOTYHI 0COBIMBOCTI BIJIMBY OpeH/-KOMYHiKallill Ha CIIOXXMBYY [10BEIIiHKY
CTYJ€HTCbKOI MOJIOfi. MeTa [oCiIKeHHs epeoayasa TeopeTuyHe OOIPYHTYBAHHS Ta eMIIIpUYHY IIEPEBipKy
3MiCTy Ta COLiaJIbHO-TICUXOJIOTIYHUX OCOOIMBOCTEN BIIMBY OPEH]-KOMYHIKallill Ha CIIOKMBYY MOBEiHKY

CTYJ€HTCbKOi MoJiofi. HaykoBa HOBU3HA Oflep>KaHUX Pe3YJIbTaTiB MOJIsITae B TOMY, 1IO: BIleplie: BUOKPEMIIEHO



COLiaJIbHO-TICUXOJIOTiYHi KpuTepii (EKOJIOTiYHICTh, TN EPEHLIIOBAHICTh, IO3UTUBHE CTABJIEHHS Ta
BMOTHBOBaHICTb) COPMOBAHOCTI CKJIalOBUX (KOTHITUBHOI, a)€KTUBHOI, CIIOHYKaJIbHOI) 06pa3y OpeHy sIK
pe3ynbTaTy e(peKTMBHUX OpeHI-KOMYHiKallill; 100y0BaHO TEOPETUYHY MOJIEJb BIJIMBY OpeHA-KOMyHiKaljii Ha
CIIOXKMBYY MOBEJiHKY CTYJE€HTCbKOI MOJIOi; BUSBJIEHO PiBHi Ta coLiiaIbHO-HeMorpadiiHi 0Co6IMBOCTi
cpOpMOBAHOCTI CKIIAOBUX 06pa3y OpeH Iy y CIIpUPMaHHi CTYJIeHTChKOI MOJIO; IiCTau MOJAJIbIIOTO PO3BUTKY
II0JIOKEHHSI IIPO 6peH], sIK 06pa3 ColliaIbHOro 00'eKTY B CIIPUMMaHHI CIIOJKMBava; OpeHA-KOMYHiKallilo B napagurmi
COLiaJIbHOI IICUXOJIOTII; COLiaNbHO-TICUXOJIOTiYHi 0COGIMBOCTI I MEXaHi3MHU BIUIMBY OPEHJ-KOMYHIKalliil Ha
CIIpUIIMaHHS 11 MOBEMiHKY CIIOKMBA4a; YTOUHEHO Ta MOIJINGJIEHO YSIBIEHHS IIPO: COLiaIbHY MEPLENIio SK
CITPUMMaHHS COLiaIbHUX 00’ €KTIB; OCOOJIMBOCTI CIIPUMMAHHS CIIOKMBAYa Ta CIIOKMBYOI IMOBeAiHKY; e(PeKTUBHI
OpeHn-KOMyHiKalji SIK pi3HOBU], coLlialbHUX KOMYHiKalil Towo. [IpakTryHe 3HauY€HHs Oflep>KaHUX Pe3yJbTaTiB
BM3HAYAETLCS TUM, 1[0 BU3HA4YEHI KPUTEPIi Ta NOKA3HMKU OpEeHA-KOMYHiKalii MOXXyTb 3aCTOCOBYBATHUCS B IIPOLIEC]
IICMXOJIOTIYHO]I iarHOCTUKY €(PEeKTUBHOCTI BILIMBY OPEH-KOMYHIKallill Ha CTIOKMBYY MIOBEIiHKY. ATPOGOBAaHUI Y
IOCJIiIPKEHHI METOIUYHUI IHCTPYMEHTAPill MOKE CTATU COLiaIbHO-TICUXOJIOTIYHOIO CKJIA0OBOIO OL[iHIOBAaHHS
eeKTUBHOCTI OpeH]I-KOMYHiKalliil. Po3pob6sieHa 11 anpo6oBaHa MeTOAMKA AOCiIpKEHHS OCOOIMBOCTEN OpeH -
KOMYVHIKaliil MOXe BUKOPHUCTOBYBATHCS B OBCAKAECHHIN NPAKTULi PEKJIAMHUX KOMIIAHIN 11711 OLiHKU €(DEKTUBHOCTI
[O3MLIOHYBaHHS pi3HUX 6peHIiB. MaTepianu guceprauii MOKYTh OyTH BUKOPUCTAHI y IIPOLeCi MiArOTOBKU
MalbyTHiX MeHeIKepiB, MApKETOJIOTIB, TPaliBHYKIB PEKJIAMHOI cdepu, IICUXOJIOTIB, i/l Yac BUKIaJaHHSs
COUjaJIbHOI IICUXOJIOTI, IICUXO0JIOTii MapKETHHIY Ta PEKJIAMHU, IMIZIKeJIOrii y 3aKjafax BULOI OCBITH, @ TAKOX 114
PO3pPOOKM HaBYAJIbHO-METOLUYHUX MaTepiajiiB, OpieHTOBAHMX Ha KiCHI 3MiHM y OpeHIKOMYHiKallii Ta CIIOXKUBYil
NOBeJiHIIi CTYyIeHTCbKOI MOJIOIi. 3aIIPOTIOHOBAHO TEOPETUYHY MOJeJib OpeH]-KOMYHIKallii, OCHOBHUM €JIeMEHTOM
KOi € B3aeMo[lisl OpeHi-KOMyHiKaTopa (BUpOOHUKA TOBapy / IOCJYT) Ta peLUIieHTa (CI10XXKBaya), CIPSIMOBaHA Ha
0OMiH MOBIOMJIEHHSIMU 1I0OJ0 OPEHIY Ha Pi3HUX KaHaJaX i «[YHKTaX JOCTYIY» 3 METOI0 (POPMYyBaHHS 06pasy
openny. [TokazaHo, 1o pe3yabTaToM OpeH-KOMYHiKallii € 06pa3 6peHy SIK COLialbHOTO 00'€KTY, Y CTPYKTYPI SIKOTO
BHOKPEMJIEHO TaKi CKJIQ[JOBi: KOTHITUBHA (CYKYIIHICTb 3HaHb IIPO OPEHJ, Oro BiIMITHUX XapaKTepPUCTUK i
KOPHCHICTb [J151 33J0BOJIEHHSI IOTPEO6 CIIOXKMBAYa; KpUTEpil: AU epeHLiIOBaHICTb i €KOJIOTIYHICTB); apeKTHBHA
(3yMOBJIIO€ MO3UTUBHI €MOLlii, BACOKUI1 piBE€Hb MO3UTUBHOTO CTaBJIEHHS IO OpPEHIY Ta JAOBIpY; KPUTEPIil: IO3UTUBHE
CTaBJIEHHSI); CIIOHYKaJIbHA (CTIOHYKA€E CIIOXKMBAva [0 aKTUBHOCTi CTOCOBHO IIEBHOTO OPEH]Y; KpUTEPIii:
YMOTUBOBAHICTb). YHACJIIIOK iHiLlilOBaHHS BIIMBY OPEHAKOMYHIKaTopa (IIepeKOHAaHHS, HaBiloBaHHS, 3apaXXEHHS Ta
HaCJIiyBaHHS) HA CIIPMIMAaHHS CIIOKMABada (OPMY€EThCSI 00pa3 6peHy Ha OCHOBI aKTyasisalii psay coliaabHO-
IICUXOJIOTIYHUX MEXaHi3MiB (couianbpHi MOPiBHSIHHSA 1 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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