
. 1 (4) / 2016 

 

15 
 

 

  

Victorivna, PhD, associate professor, doctoral student, department of general 

and applied psychology, University of educational management, NAPS of Ukraine, Kyiv, Ukraine. 

-mail: ciparis011@mail.ru 
 

 

6  

2016  

2016  

 

 

 

  

 

  

 

-  

 

 
  -

-

 

-   -

-  

- -

-

 

 

-

-  

: -

-

-  

 

  -

-

 

- -

-

 

- -

-

 

-

-

 



. 1 (4) / 2016 

 

16 
 

 

 

: -

 

- -

. 

 

 -

-

-

-  

. -

   

   

  - -

  -

 

-

   -

- . 

 

 

 

 

 

 

 

 

 

 

 -

-

 

  -

-

 

-

  



. 1 (4) / 2016 

 

17 
 

-

 

-

 

 

-

 

. 

[7]. 

 

 

 

-

 (  1). 

 

-

 

 -

-

-

-

 

 

  



. 1 (4) / 2016 

 

18 
 

 1 

-

  

 
 

 

 

 

  

   

   

   

  

 

 

  

 

 

 

 

 

  

   

 

 

  

   

 

 

(  2). 

 -  

 

 

 

- -

 

 

 

  



. 1 (4) / 2016 

 

19 
 

 2 

-

-  

  

-  

 

 

 

 

 

 

 

 

 

  

 

   

  [16])  

-  

 

 
  

 

 

 

 

 [3] 

 

 

 

 
 

   

 

 

 

 

  

 

 

 

 

 

 

 

 -

 

 



. 1 (4) / 2016 

 

20 
 

 

 

 

  

 

 

 

  

. 

  

 

 

- -  

 

  

   

 

 

 

 

- ); 

 -

 

 

 

 

 

 

 

 

 



. 1 (4) / 2016 

 

21 
 

  

  

  

1.  

2.  

3.  

4.  

5.  

 

 

 

 

 

- -

 

- -

 

 

-

 

   

  

-

 

. -

 

-

-

 

 

-

-  
 

 



. 1 (4) / 2016 

 

22 
 

 

1.        

440  

2.    

  : 19.00.05       2014  

3.    

     373  

4.    - -

/        80  

5.    -  -  

  : 19.00.05   /   -   439  

6.    

     1994.   3.   5 11. 

7.    -

   / 

    141  

8.            

 400  

9.    -

 : 19.00.05      158  

10.     : 

 : 19.00.01  

    17  

11.    

    317  

12.  -

   .  - -  490  

13.     

  72  

14.       .    

768  

15. Batey, M. Brand meaning /  Batey.  N-Y., L. : Routledge; Taylor and Francis Group, 2008.  257 p. 

16. Gabay, J. Brand Psychology: Consumer Perceptions, Corporate Reputations / Jonathan Gabay.  UK : 

Kogan Page, 2015.  440  

17. Reichheld, F. F. The one number you need to grow / F. F. Reichheld // Harvard Business Review.  2003.  

Vol. 81.   12.   46 54. 

18. Richins, M. L. A consumer values orientation for materialism and its measurement: Scale development and 

validation / M. L. Richins, S. Dawson // Journal of Consumer Research. 1992.  Vol. 19, is. 3.   303 316.  

 

Spysok vykorystanykh dzherel 

1. Aaker D. Sozdanie sil'nyh brendov / D. Aaker.  M. : Izdatel'skij Dom Grebennikova, 2003.  440 s. 

2. Andreeva M. V. Psihologiches

spec. : 19.00.05  social'naja psihologija / M. V. Andreeva.  M., 2003.  2014 s.  

3. Antonova N. V. Psihologija massovyh kommunikacij : uchebnik i praktikum dlja akademicheskogo 

bakalavriata / N. V. Antonova.  M. : Jurajt, 2014.  373 s. 

4. Bogomolova N. N. Fokus-gruppy kak metod social'no-psihologicheskogo issledovanija / N. N. Bogomolova, 

T. V. Folomeeva.  M. : Magistr, 1997.  80 s. 

5. Brovkina Ju. Ju. Social'no-psihologicheskie osnovy brend-

: 19.00.05  social'naja psihologija / Ju. Ju. Brovkina ; Gos. un-t upravl.  M., 2009.  439 s. 

6. e / L. F. Burlachuk, E. 

Ju Korzhova // Voprosy psihologii.  1994.   S. 5 11. 

7. Vinokurov F. N. Social'no-psihologicheskie mehanizmy potrebitel'skoj lojal'nosti : diss. ... kand. psihol. n. : 

spec. : 19.00.05  social'naja psihologija / Fedor Nikitich Vinokurov ; Moskovskij gosudarstvennyj universitet 

imeni M. V. Lomonosova.  M., 2012.  141 s. 

8. Kovalenko A. B. Sotsial'na psykholohiya : pidr. / A. B. Kovalenko, M. N. Kornev.  K. : Heoprynt, 2006.  

400 s. 



. 1 (4) / 2016 

 

23 
 

9. Markova V. M. Social'no-psihologiches

: 19.00.05  social'naja psihologija / V. M. Markova; GUU.  M., 2009.  158 s. 

10. 

kand. psihol. n. ; spec. : 19.00.01  

O.I. Patosha ; GUVShJe.  M., 2008.  17 s.  

11. Festinger L. Teorija kognitivnogo dissonansa / L. Festinger ; per. s angl. A. Anistratenko, I. Znaeshevoj.  

SPb. : Juventa, 1999.  317 s. 

12. Fetiskin N. P. Social'no-psihologicheskaja diagnostika razvitija lichnosti i malyh grupp / N. P. Fetiskin, V. 

V. Kozlov, G. M. Manujlov.  M. : Izd-vo In-ta psihoterapii, 2005.  490 s. 

13. Shvalb Ju. M.  Celepolagajushhee soznanie (psihologicheskie modeli i issledovanija) / Ju. M. Shvalb.  K. : 

Millennium, 2003.  72 s. 

14. Janchuk V. A. Vvedenie v sovremennuju social'nuju psihologiju / V. A. Janchuk.  Mn. : ASAR, 2005.  

768 s. 

15. Batey, M. Brand meaning / M. Batey.  N-Y., L. : Routledge; Taylor and Francis Group, 2008.  257 p. 

16. Gabay, J. Brand Psychology: Consumer Perceptions, Corporate Reputations / Jonathan Gabay.  UK : Kogan 

Page, 2015.  440 r. 

17. Reichheld, F. F. The one number you need to grow / F. F. Reichheld // Harvard Business Review.  2003.  

Vol. 81.   R. 46 54. 

18. Richins, M. L. A consumer values orientation for materialism and its measurement: Scale development and 

validation / M. L. Richins, S. Dawson // Journal of Consumer Research. 1992.  Vol. 19, is. 3.  R. 303 316. 

 

 

1.  

 

1.1  

 

 

IT-  

______________________________________________ 

 

 

 

 

1.2.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

IT-  

 

 

 

 

 

 

 



. 1 (4) / 2016 

 

24 
 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

_______ 

 

2. 

-  

 

 

 

 
 

-

  

-

 

1.      

2.      

3.      

4.      

5.      

 

3.  

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

-

 

 

1.  

 



. 1 (4) / 2016 

 

25 
 

 

2.  

 

 

 

 

 

 

 

 

 

 

3.  

 

 

4. 

 

 

 

 

 

 

 

 

 

6.  

 

 

7.  

 

 

 

 

         

 

 

 

 

 

 

 

 

8.  

 

 

 

 

 

 

 

 

 

 



. 1 (4) / 2016 

 

26 
 

 

9.  

 

 

 

 

 

 

  

 

 

 

 

 

 

12.  

 

 

13. 

: 

 

-Cola   

   

   

   

   

   

   

   

   

   

   

13.12.    

   

 

14.  

 

 

 

 

 

15. 

 

 

 

 

 

16. 

 

 

 

 

 



. 1 (4) / 2016 

 

27 
 

 
  

 

 
 

 
1 

 
  

2 
 

  

3    
4 

 
  

5 
 

  

6    
7 

 
  

8 

 
  

9 
 

  

10 
 

  

 
 

 
10. 

 
 
Gomolska, L.P. 

perception. The article presents a two-stage technique to study the impact of brand-communications on 
us group method to obtain the data regarding the socio-

psychological content of brand communication and brand image as its result, the charactreristics of personal 
inclusion of the respondents, who represent certain social strata, in consumption as a special social behavior. 
The second stage involves quantitative assessment of the socio-psychological aspects of the influence of brand 

-psychological mechanisms of 
their formation. 

The author describes the procedure of data processing and results interpretation. The addenda contains 

technique allows identifying the levels of brand image (high, medium, low) as perceived by consumers as well 
as finding out the main socio-psychological mechanisms of its formation (social comparison, identification, 
personification, self-presentation, self-verification and goal setting) under the influence of brand 
communications.  

The author dwells on the followup empirical study which will focus on the socio-psychological 
mechanisms of formation of the components of brand image that determine the effectiveness of brand 
communications. 

Keywords: brand communication, brand, brand image, consumer perception, differentiation and 
environment-friendliness of the brand, positive attitude and brand loyalty, socio-psychological mechanisms of 
influence, technique to study effects of brand-communication. 
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