
64 

2. Андрющенко Т., Зеленін В. Психологія політичної пропаганди. 

Методичні рекомендації для самостійної роботи студентів : підручник. 

2023. С. 115–118. 

3. Здатність українців вирізняти меседжі роспропаганди, 2023. 

Ukrinform TV. YouTube. URL: 

https://www.youtube.com/watch?v=EXnzF5iye_Y (дата звернення: 

28.04.2024). 

4. Новіков В. І. Огляд російських медіа за грудень 2023 року: 

головні фейки та маніпуляції. НікВесті. URL: 

https://nikvesti.com/ua/blog/show/11662 (дата звернення: 23.04.2024). 

5. Гулай В., Воробець Ю. Telegram-канали як інструмент 

маніпулятивного впливу на формування громадської думки (на 

прикладі України та Росії). Науковий вісник Східноєвропейського 

національного університету імені Лесі Українки. Міжнародні 

відносини, 2020. 

6. Як функціонують та завойовують аудиторію 

неінституціоналізовані новинні телеграм-канали українського сегменту 

: аналітичний звіт / Д. Дуцик, А. Плис, А. Сичова, О. Почапська, О. 

Юркова. Київ: Український інститут медіа та комунікації, 2023. 68 с. 

 

 

 

DOI https://doi.org/10.36059/978-966-397-400-2-19 

 

CONSUMER LOYALTY TO THE BRAND 

  

Skorokhod T. О. 

PhD in Journalism,  

Senior Lecturer of the Department of Publishing and Editing 

National Technical University of Ukraine  

«Igor Sikorsky Kyiv Polytechnic Institute» 

Kyiv, Ukraine 

 

A successful brand cannot be built without interaction and commu- 

nication with consumers. And in order to form the loyalty or deep-rooted 

devotion of these customers to the brand, companies must be socially 

responsible, conduct business processes ethically, update and improve 

products or services constantly, and form a strong emotional connection with 

the audience. 

The concept of brand consumer loyalty is not only about his/her 

satisfaction with the brand’s products, services, and communications. It is 

also about the positive attitude of the audience towards the brand, the 
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essence of which is expressed in «the consumer’s unquestionable choice of 

this particular brand, regardless of the actions of competitors and changes in 

the market environment» [2, p. 42]. That is, a loyal consumer is a customer 

who buys a brand 100% of the time and is ready to recommend the 

purchased product or service, or the brand in general, to others. 

However, the systematicity of purchases cannot be considered as the only 

indicator of audience loyalty, because the purchase of certain products can 

be made due to the desire for convenience or due to a random coincidence of 

circumstances, the presence of favourable discounts or promotional offers, 

the temporary absence of a favourite brand on the market, ignorance of 

alternative offers, etc. At the same time, the client satisfies a certain need, 

but does not feel attachment to the brand-manufacturer of these products. 

Therefore, to identify the presence or absence of consumer loyalty  

to a certain brand there is a need in developing a system of indicators.  

The components that will confirm the presence of loyalty or trust, 

attachment to the brand will be such manifestations of customer behavior as 

giving preference to this brand compared to others, the presence of a desire 

to repeat the purchase of the brand’s products, the willingness to pay more 

for this particular brand and to recommend this brand to other consumers, 

purchase of new products of this brand without significant hesitation, 

insensitivity to the actions of competitors, participation in the formation  

of public opinion about this brand, support of the brand in case  

of communication crises or production problems, management changes, 

participation in brand surveys, active participation in brand communications 

in social networks, etc.  

It is quite difficult to find a consumer who would fully meet all the 

specified components. Therefore, a common practice in branding is to 

distinguish customers by a certain type of loyalty. For example, «true loyalty 

is when a customer is satisfied with a brand and regularly buys its products; 

false loyalty – when the buyer is dissatisfied with the brand, has no 

emotional attachment to it, but buys the products; latent (hidden) loyalty – 

when the buyer highly appreciates the brand, but has no experience using the 

product, does not buy it, but will make a purchase at the first 

opportunity» [1, p. 172]. 

Currently, the highest manifestation of consumer loyalty to the brand is 

its assessment not just as a reliable manufacturer, a responsible company, 

but as a Lovemark. That is, as a beloved brand that has its own history, 

interacts with the client at all levels, pays maximum attention to quality 

communications, implements initiatives to care for society and the 

environment, works to solve social problems, contributes to the formation of 

an inclusive world, engages in volunteerism or charity. 

Such a brand also interacts with the audience with the help of loyalty 

programs. These can be discount and bonus cards, cashback, gift certificates, 
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discount promo codes, gifts and discounts for subscription, completing 

surveys, a certain number of purchases, reposting, recommending, rewards 

in the mobile application for completing tasks, access to a closed sale, early 

access to collections, announcements of rare arrivals, priority service  

of consultants, access to a closed community or club of regular consumers. 

Therefore, the formation of consumer loyalty to the brand is influenced 

by a number of criteria. These are the quality of products, high level  

of service, and the availability of loyalty programs, high-quality commu- 

nications with the audience, and the social responsibility of the brand and the 

introduction of initiatives to care for society and the environment. 
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 Соціологічне опитування, яке провів фонд «Демократичні ініціа- 

тиви» спільно з Центром Разумкова з 21 до 27 березня 2024 року,  

для того щоб з’ясувати, де українці довідуються інформацію про події 

на війні, засвідчило, що найпопулярнішим джерелом новин є вітчизняні 

Telegram-канали. З них новини про війну отримує 53 % опитаних 

українців, другу позицію в цьому рейтингу займає інформація,  

яку довідуються від родичів, друзів і знайомих – 42 %, третє місце 

посідає Youtube – 40 %, і лише четверте (37 %) – офіційний, державний 


