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CrarTsa npucBAYeHa LOCIMKEHHIO BNAMBY OPEHAUHIY Ha MOTMBALIO YKpaiHCbKMX crnioxusadis. O6r'pyHToBaHO,
O OpeHAMHr foromarae crnoxusayam OpIiEHTYBATUCA B NOTOLi iHhopMaL,ii Ta LWBUAKO 3HaXo4MTV NOTPIGHI npo-
LyKTn. KnoyoBrMu dhaktopamm BiMBY GpeHAMHTY Ha MOTUBAL,0 YKPAiHCHKMX CMOXMBAYIB €: SIKICTb Ta HAAIAHICTb;
€MOLiliHWI 3B’A30K; LLIHHOCTI Ta iAEHTUYHICTb; NaTPIOTM3M; CoUiasibHUiA BNAMB. [JOBEAEHO, L0 YKPATHCbKI CroXmnBaui
CTalTb BCe GiNblL BMOGArIMBMMKU Ta 06i3HAHUMK, | BPEeHAM NOBUHHI aganTyBaTUCs A0 iXHIX NoTpe6 Ta LiHHOCTEN.
CnoxuBavi 3BepTatoThb yBary He ILLe Ha NPOAYKT, afie i Ha KopnopaTMBHY BiAMOBIAALHICTL Ta Micito 6peHay. BiH
BN/IMBAE Ha iIXHIO JOBIpPY, eMOLi Ta IAEHTUYHICTb. ECDEKTUBHE BUKOPUCTaHHA BpeHAVHTY Aonomarae nignpueMcTsam
He n1Lle NpMBEPTATM yBary CnoXxmeadis, a i 36inbLUyBaTL iXHI0 N0SANBHICTb Ta 3alikaB/eHiCTb y NpoAykTax Ta no-
cnyrax.

KnouoBi crioBa: MoTuBaLis, 6peHa, 6peHanHN, CnoxusaY, NpoaykKLis, penyTauis, CTparTerisi, CroXxueya NoBeiHKa,
NO3KLiOHYBaHHSI bpeHay.

The article is devoted to a comprehensive study of the impact of branding on the motivation of Ukrainian
consumers. It is established that branding has become an important factor that shapes consumer motivation and
determines their attitude towards products and services. A brand creates an emotional connection with consumers.
When a person experiences certain emotions when perceiving a brand, he becomes more motivated to purchase a
product or use the brand’s service. It is branding that changes the perception of goods and services by consumers,
increasing their value in the eyes of the target audience. It helps consumers navigate the flow of information and
quickly find the products they need. The key factors influencing branding on the motivation of Ukrainian consumers
are: quality and reliability; emotional connection; values and identity; patriotism; social impact. The role of branding in
shaping consumer preferences was analyzed. The study showed that an effective branding strategy can significantly
influence consumers, stimulating their motivation and changing their purchasing behavior. A brand gives consumers
a sense of stability and reliability. If a brand has been around for a long time and has a positive reputation, consumers
will trust its products and services. This encourages consumers to make purchases and increases their motivation to
cooperate with the brand. It is proven that Ukrainian consumers are becoming more demanding and knowledgeable,
and brands must adapt to their needs and values. Consumers pay attention not only to the product, but also to
the corporate responsibility and mission of the brand. It affects their trust, emotions, and identity. Effective use of
branding helps businesses not only attract consumer attention but also increase their loyalty and interest in products
and services. Branding in Ukraine must take into account consider the emotional, national and social factors that
influence consumer motivation. The importance of trust, transparency and social responsibility of brands is growing.
Ukrainian consumers are becoming more demanding and knowledgeable, and brands must adapt to their needs and
values. Branding is a powerful tool for stimulating consumer activity and building long-term relationships between
brands and consumers. It helps consumers navigate the flow of information and quickly find the products they need.
Successful brands not only offer quality goods or services but also build a strong emotional connection with their
audience, becoming a part of their lives and identity.

Keywords: motivation, brand, branding, consumer, products, reputation, strategy, consumer behavior, brand
positioning.
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MocTtaHoBKa npo6nemun. B ymoBax nocu-
NIeHHS NpoLeciB rnobasisadii Ta 3poCTarY0i KOH-
KypeHLUiT 6peHAuHT Bigirpae BupillasnbHy posb y
hopMyBaHHi cnoxueuux nepesar. Cnoxusadi
CTaloTb BCe OifibLL BUGArNMBUMK Ta OBI3HAHUMMU,
a ponb 6peHanHry y oopmMyBaHHi IXHbOI MOTU-
BaLii HabyBae 0Cc0O6/IMBOr0 3Ha4YeHHA. bpeHanHT
JornomMarae CTBOPHBATU YHIKaUTbHY il@HTUYHICTb
npoaykty abo KomnaHii, fka BUPI3HAE TX Ha
pUHKY. BpeHan He NPoCTO NPOoAAKTb TOBapU Un
Nnocayrn; BOHW NpoAatTb emMoLil Ta LiHHOCTI.

CnoxuBadi BigaatoTb nepesary 6peHaam,
SKi NiATPUMYOTb CTaNiCTb LiHHOCTEN Ta AEMOH-
CTPYHOTb BiANOBiga/IbHICTb Nepes CycnisisCTBOM.
CvnbHUn GpeHp, KU Mae NO3UTUBHY penyTa-
Lit0, BUKNMKAE [0BipY Ta CMOHyKae A0 MOBTOpP-
HMX MOKYMOK.

AHani3 ocTaHHiX gocnigKeHb i Nyonikawiii.
TeopeTuyHi Ta NpuUKNagHi acnekTn AoCNiIKeHHS
6peHanHry BiJoOOpaeHO B poboTax BiTUU3-
HAHUX Ta 3apybiKHMX HayKOBLIB, 30Kpema,
Takux sk Aakep A. [1], lMasyma C. M. [2],
Xypuno B. B. [3], 3agopixHa |. M. [4], Jluxo-
nat C. M. [4], MapueHko O. M. [5], Coiima C. 1O.
[3], CtyaiHcbka I A. [6], Tapactok . M. [7],
UunuyH B. A. [8], Autok A. B. [9] Ta iHWwKmx. OaHak,
6arato npo6siem, NoB’A3aHUX i3 BMN/IMBOM OpeH-
AVIHTY Ha MOTUBAL0 YKPAIHCBbKMX CMOXuBauis,
3a/IMWaTbCA HEBUPIWEHUMU, WO 3YMOBJ/IIOE
aKTyaslbHICTb TEMU OOCNIIAXEHHS.

dopmyntoBaHHS Ljinen ctaTTi (noctaHOBKa
3aBAaHHsA). MeToto cTaTTi € KOMMNeKCHe A0C/i-
[DKEHHSA BMN/IMBY GPEHANHTY Ha MOTMBALLIIO yKpa-
THCBbKMX CNOXMBaYiB.

[OCArHEHHA MeTu [OCNiAKEHHA 3yMOBW/IO
HEOOXiAHICTb BU3HAYEHHS | PO3B’sI3aHHA TaKnx
OCHOBHMX 3aB[aHb:

—  0OrpyHTYyBaTW K/KOYOBI acrnekTu BBy
OPEHANHTY Ha CMOXMBYY NOBEAIHKY B YKpaiHi;

— MpoaHanidyBatM 0CO6MMBOCTI YKpaiH-
CbKOr0 PVIHKY Ta 1X BMAMB Ha cTparerii 6peH-
AVHTY;

—  Jocnigntu dpaktopu BM/IMBY GpPeHOUHry
Ha MOTMBAL,0 YKPATHCbKNX CNOXMBAYIB.

Buknag OCHOBHOro wmatepiany pocni-
D)KeHHA. bpeHAuHr Bigirpae BupiwasibHy posb
y (hopmyBaHHi CNOXMBYOI NOBEAIHKN, OCOBMMBO
B YMOBax Cy4YacCHOr0 PUWHKY, WO LWBUAKO 3Mi-
HIOETbCS. B YKpaiHi, ae crnoxuBadi cTalTb BCe
6inbll BUGArNMBMMKW, PO3YMIHHA BMIMBY OpeEH-
AVIHTY Ha IXHI0 MOTMBALI0 € XXUTTEBO BaX/IMBUM
ANA NIANPUEMCTB, AKI MParHyTb AOCArTU YCiXy.
ADKe cnoxusadi LyKatoTb 6peHau, ski € Hagin-
HUMK, NPO30PVMY Ta BiANOBISANIBHVUMMU.

BapTo BIiAMITUTK, WO YKPAIHCbKWUIA PUHOK
Ma€e psf 0cob6/MBOCTER, AKi CyTTEBO BNMBA-

I0Tb Ha cTparerii 6peHauHry. BiliHa, iHAALisN,
KO/IMBaHHSA BaUTHOTHOIO KypCy CTBOPIOKOTbL HecTa-
6iflbHEe eKOHOMIYHe cepefoBuLle. 3MIHIOKTLCA
CMOXMBYI 3BUYKW: 3pOCTa€ MOMNUT Ha ToBapu
nepLUoi HeOOXiAHOCTI; UMdPoBI Nocnyru Habysa-
t0Tb BCe Bi/IbLLOT MONYNSAPHOCTI; BiliHa 3MiLHUNA
HauioHa/1bHY CBIOMICTb Ta NaTPIOTUYHI HACTPOT.
KomnnekcHe BpaxyBaHHA [aHuxX 0cob/vBocC-
Tei fonomoxe bpeHgam po3pobuTn eqekTUBHI
cTparerii, siKi 4OCArHYTb YCNiXy Ha YKpaiHCbKOMY
PUIHKY.

KnouoBi haktopu BRAMBYy 6GpeHAMHTY Ha
MOTMBAL,i0 YKPaIHCbKMX CMoXuBadiB nogaHo Yy
Tabnuui 1.

OJHVM 3 K/THOUOBUX (PaKTOoPIB, LLO MOTUBYHOTb
YKpalHCbKMX CNOXUBaYiB, € AKICTb Ta HaAiNHICTb
NPOAyKLUii. B ymoBax €KOHOMIYHOT HecTabisib-
HOCTi Ta HEBM3HAYEHOCTI, CMPUYMHEHOT BIiliHOIO,
CNoXuBadi LWyKaloTb TOBapu Ta MNOCAyru, Sk
rapaHTyloTb [OBrOBIYHICTb Ta eJIEKTUBHICTb.
BpeHa, Aknlii acouitoeETbCA 3 BUCOKOK SKICTHO,
CTa€e CYMBOJIOM [0Bipn Ta 6e3neku, Wo CTUmy-
JI0E CNOXMnBaYiB 40 BMOOPY came Liboro 6peHay
[6]. Tomy, BB BpEHAMHTY HA MOTMBALLtO YKpa-
THCbKMX CroXusadiB Moxe OyTV K/IHOYOBUM A1
YCNILHOCTI Gi3Hecy.

Baxnueum hakTtopoMm BNAUBY OpeHOUHTY
Ha MOTMBALO YKPAIHCbKMNX CMOXMWBaYiB € eMOo-
LiMHWIA 3B'A30K. YKpaiHui, SKi nepexwnn Tpas-
MaTUYHi noAji, nparHyTb MO3UTUBHUX €eMOLil
Ta Big4yTTA CniSIbHOTU. BpeHaun, Sk BMIlOTb
CTBOPUTM €MOLLiHY ICTOPIl0, BUKAMKATU NO3M-
TVBHI acoujauii Ta HanaroguTu gianor 3i cno-
XvBayamMu, MatoTb nepesary Ha puHKY. BoHu
CTaloTb He MPOCTOo NpogasBLUsAMY TOBapiB, a yac-
TVHOK XMWUTTA CMOXMBaYiB, IXHIMW Apy3aMu Ta
nopagHukamu.

LIIHHOCTI Ta iA4€HTUYHICTb € We OAHMM BaX-
NMBAM acrnekToM MoTuBaLil. YKpaiHui, 9K Hauisa
3 Garatumun TpaauuisMu Ta Ky/lbTYpHOH cnag-
LLMHOHO, LiHYIOTb BpeHau, AKi BijoOpaatoTb iXHi
LiHHOCTI Ta igeHTU4YHICTb. BpeHan, ki niaTpumy-
I0Tb YKPAIHCLKY KY/IbTYpY, MUCTELTBO, TpaauLil,
BMKMKAKOTb NoBary Ta /0A/bHICTb CNoXuBadis
[5]. BoHM cTaoTh CMBOMIaMU HaLiOHA/IbHOT rop-
[OCTi Ta €QHOCTI.

B ymoBax BiliHN 0COGMMBOrO 3HAYEHHS
Habynn naTtpioTMsmM Ta HauioHaslbHa ideH-
TUYHICTb. YKpaiHui NiATPMMYOTb HauioHaslb-
HUX BUPOOHWKIB, Kymnytun TOBapu Ta MOCAYyru
3 nosHaukow “3pobneHo B YkpaiHi”. BpeHau,
AKi aKTMBHO NIATPUMYIKOTb YKPaiHCbKY apmito,
BOJIOHTEPCHKI iHILiaTVBKW, AEMOHCTPYHTb COLii-
a/IbHY BiANOBIfA/IbHICTE, OTPUMYHOTL A04ATKOBY
MOTUBALLiKO Bifg, CnoXunBadis. BoHW CTalOTb CUM-
BO/IaMV HaLiOHa/IbHOI 60pOTLOM Ta CTIKOCTI.
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Tabnmuga 1

dakTOopy BN/IMBY GPEHAUHIY HA MOTMBALilO YKPAIHCLKUX CMOXUBaYiB

dakTop Bnnus chaktopa
— YKpaiHCbKi CNOXuMBaYi LiHY0Tb AKICTb Ta HafiNHICTb NPoAYyKLii, 0CO6/IMBO
FIKic_Tb Ta B yMOBax eKo_HOMquoT HeCTa6_ian00Ti; _ _ _
HaiHICTb — 6peHau, AKi MaloTb penyTaito BUPOOHUKIB BUCOKOSAKICHOT MPOAYKLT,

KOPUCTYIOTLCS BifibLLIOK AOBIPOIH.

EmouiiHunin

— B YMOBaXx BIiiiHW, 6peHAN, siKi AEMOHCTPYIOTb NIATPUMKY YKpaiHu
Ta LI,IHHOCTe_VI, OTPVMYIOTb AOAATKOBY Mepesary; _ )
— 6peHaK, AKi BUKINKaKOTb NO3UTUBHI eMOLiT, Taki AK A0Bipa, HOCTaUbris

Ta iAEHTUYHICTb
CBIIOMMX CMOXMBaYiB.

3BA30K 4n NaTpioTM3M, MatoTb BisibLLY MMOBIPHICTb PE30HYBATU 3 YKPAIHCbKMMU
crioxxusavyamu.
— coujasibHi Mepexi Ta BNAuB iHP/II0EeHCEPIB BigirparoTb 3HAYHY Posib
CouianbHuii y (hopMyBaHHI CNOXMBUMX NepeBsar; . _
BM/IMB — BpeHaN, AKi aKTMBHO BUKOPUCTOBYHOTb LIMCDPOBI kKaHa/IM Ta cniBnpaLoTb
3 iHIIEeHCEPaMn, MOXYTb eDEKTVBHO BNJIMBATM HA MOTMBALLIKO CMOXUBAYIB.
_ _ — CNOXwBaui Bce yacTiwe obupatoTb 6peHan, ki BignoBiaaoThb TXHIM
LliHHOCTI 0COOMCTMM LIHHOCTAM Ta iAeHTUYHOCTI;

— OpeHau, AKi NigTPUMYIOTh COLia/ibHI Ta eKOJOriYHI iHiLiaTuBK, NPUBabNIIThL

MaTpioTnam Ha BMOIp CroXmnBauis;

— B YMOBaXx BillHM, I'IaniOTI/I3M CTaB MOTY>XXHUM (*JaKTODOM, LLIO BrJjinBae

— YKpaiHCbki 6peHau, ki NiAKPec/lolTb HalioHa/IbHY iAEHTUYHICTL Ta _
NiATPUMYIOTb YKPATHCbKY EKOHOMIKY, KOPUCTYHOTHCA NiABULLLEHOI MONY/IAPHICTHO.

Lxepesio: cqhpopmoBaHO Ha OCHOBI [2; 5—6]

CoujanibHunii BNMB TaKoX 3AiIMCHIOE BNVB Ha
MOTMBALO YKPAIHCLKMX CroXuBadiB. B enoxy
couia/ibHUX Mepex Ta iHdeHcepis, AymKa
iHWKX Ntofen Bigirpae Baromy posnb. BpeHaw,
O BMKOPUCTOBYIKOTb CoOUja/IbHi Mepexi npu
KOMYHiKaLjii 3i crnoxusayamu, 3anyyawTb nige-
piB YyMOK, CTBOPIOOTb BiPYCHWUI KOHTEHT, MatoTb
nepesary Ha puWHKY. BOHM cTaloTb YaCTMHO
CoLja/IbHOro XNUTTS CroXuBadiB, IXHIMK nopag-
HUKaMn Ta Apy3samu.

BucHOBKWU. BpeHAuHr Bifirpae BupillasibHy
posib y thopMyBaHHI MOTMBaALLiT YKpaIHCbKUX CMo-
XunBadiB. BiH He nuLle BNMMBAE Ha PiLLEHHA NPo
MOKYnNKy, ane i hopmye [0BIpY, NOANBHICTb Ta
eMOL,iiHWIi 3B’A30K MK CNOXUBa4eM i 6peHaoM.
B ymoBax HecTabiNibHOCTi Ta HEBWU3HAYEHOCTI,
BUKIMKAHNX 30BHIWHIMK (pakTopamn, Takmmu

K €KOHOMIYHI KpM3W 4M coLiasibHO-MOMITUYHI
3MiHW, CU/IbHWIA BpeHp CTae CUMBOJIOM Hafiid-
HOCTi Ta AKOCTI, WO 0CO6ANBO LHYETLCA YKpa-
THCbKMMU cnoxunsadamu. MigTpmMmka ykpaiHCbKoT
KyNibTypW, BUKOPUCTAHHA YKpaiHCbKOT MOBMU,
couiasibHa BiAnoBifa/IbHICTb Ta aKkTUBHA y4acTb
y NiATPUMLI CyCniNbCTBa — BCE Lie cnpusie goop-
MYBaHHI0 MO3UTMBHOIO iMigXy 6peHay Ta nigsu-
LLLYE NOSASbHICTb CMOXMBaYIB.

OTXe, 6GpeHAVHI € NOTY)XHUM IHCTPYMEHTOM
AN CTUMY/IIOBaHHA CMOXWBYOI aKTUBHOCTI Ta
doopMyBaHHSA [OBrOCTPOKOBUX BIAHOCUMH MiX
OpeHaamn Ta cnoxuBadamu. YcniwHi 6peHan
He JIMLe NPOMOHYIOTL AKICHI TOBapW Yu MOCyru,
ane n 6yaylTb MiUHWIA eMOLiiHWI 3B'A30K 3i
CBOEK ayauTOpPIED, CTaluM YacTUHOK TXHbOro
XUTTA Ta I4EHTUYHOCTI.
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