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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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YKPATHCBKA PEJAKIISI PAJIIO «CBOBO/IA»:
BUKOPUCTAHHSI MECEH/UKEPA TELEGRAM
B IHOOPMAIIITHOMY ITPOTHCTOSTHHI
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CouiosnoriyHe ONMMUTYBaHHS, sIKe MPOBIB (oHA «JleMoKpaTHuHi iHimia-
TuBM» croinekHO 3 Llentpom PasymkoBa 3 21 mo 27 Gepesns 2024 poxy,
JUT TOTO 100 3’sICYyBaTH, ¢ YKpaiHIli JOBIAYIOThCA iHPOPMAIiI0 PO MOIii
Ha BiifHi, 3aCBIAYMIIO, TII0 HAUTIOMYJISIPHILIIAM JKEPEJIOM HOBHH € BITYH3HAHI
Telegram-kananu. 3 HMX HOBHHH MPO BiliHY OoTpumMye 53 % omuTaHmx
YKpaiHIiB, JApyry MO3UIII0 B [bOMY pEHTHUHrY 3aiimMae iHpopMarllis,
SKy JOBIIYIOTHCSA Bil POAHMUIB, Opy3iB 1 3Haiiomux — 42 %, Tpere Micie
nocigae Youtube — 40 %, i nurie uerBepte (37 %) — odiuiiinuii, nepKaBHUMA
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