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AOCNIAXEHHA CNOXUBYUX MEPEBAT
| NOAJIbHOCTI CIMMOXUBAYIB
OnA OOCArHEHHA MAPKETUHIOBUX LUINENA KOMNAHII

VY cTaTTi € JOCHIJUKYIOTBCSl CIIOKMBUI HEpPEeBar i JIOSUIbHICTh CIIOKUBAYIB B YKpPaiHCHKOMY
fashion-pureiin-cerMenTi st JOCATHEHHST MapKETUHIOBUX Ljlel kommaHuii. [IpoBenennit anamni3 no-
BiB, 1[0 B YMOBaX CHIJIBHOI KOHKYPEHII1 ITHOOKE 3HAHHS MOTPEO MOTCHIIIHHOTO CIIOKUBAYa 1 MiIBH-
IICHHS HOTO JIOSIIBHOCTI IOTIOMOJKEe KOMIAHIT CKOPUTYBATH BCI KOMITOHEHTH KOMIUIEKCY MApKETHHTY.

OkpeciieHO OCHOBHI HiIXO/IM IO BUSHAUCHHS TIOHATTS JIOATbHICING CHOAHCUBAYA, 3 TKUX BHOKPEM-
JICHO JBa: 3 TOTJISAY MOBEIIHKHU CIOKHBada (0a3yeThCcs Ha CyMi 1 4acTOTI KYIIiBeNb) Ta 3 MOTIIALY
CIIOKMBYHMX TIepeBar (pe3yJibTaT y3arajlbHEeHHs IMOYyTTiB, €MOLIH, JyMOK). 3a JIpyTrUM IIiJIX0JIOM JIO-
STIBHICTD CIIOXKMBAYiB IIPOXOIUTH YOTUPH CTaMii: KOTHITHBHA JOSUIBHICTB (CIIOXKMBA4 3HAWOMUTHCS 3
Openiom); emMoriiiHa (y CHOXHBaya 3’SBISIETHCS TICBHUN EMOLIMHUI 3B’530K 3 OPEHIOM); BOJHOBA
(TIparHeHHsI CHIOXKHMBAYa 10 MPOSIBY JIOSITFHOI TIOBEIHKH); aKTHBHA JIOSUTBHICTE (0COOMCTA MPUXUITb-
HICTh CIIOXKHMBada 110 OpeHa).

Haronomryetscs, 110 y KOHKYpEHTHOMY cepefoBuIi fashion-pureiin-cerMenTa J0sIbHICTh CIIO-
’KMBa4iB 10 IEBHOTO OpeH/Ia JISKUTh B eMOLiHIN cdepi, e OCHOBHUMH KOMIIOHEHTaMH BUCTYIAIOTh
3aJI0BOJICHICTh (BUHMKAE BiJ 3iCTaBICHHS TONEPEIHIX OYIKYBaHb 1 peajbHUX SKOCTEH NMpHI0aHOTO
MPOJYKTY) Ta/abo 00i3HaHICTh (CTYIIHB MOMYJISIPHOCTI OpeHaa Ha HiIboBOMY pHHKY). [ligkpecmoeTs-
s, IO CIIOKUBAYy BaXKJIHBIIIEC OLIBIIE TICHXOIOTIYHI (HAIPUKIIA, TIPECTHXK) Ta COIiabHI (HampH-
kiaa, made in Ukraine) Buroam OpeHzaa, Hik HOro (GyHKIIOHATHHICTS.

[IpoBeneHo aHKETYBaHHS MIOAO CTYNEHS JOSIBHOCTI CHOXHBadiB 10 Openma omary «LC
Waikiki» (M. JIHInpo), pe3yabTaTi SIKOTO CBI4aTh, [0 CTYIIHb 1X JOSJIBHOCTI cKianae 54,6 %. Takuit
piBeHB st OpeHa, sIkMii Helo1aBHO BUIIIIOB Ha yKpaiHChKUi puHOK fashion-puTteiina, € J0CTaTHBO
BHCOKHM.

[ToGynoBano npodink cnoxuBava oOperna oxsry «LC Waikiki»: HaifO11bII TOSITBHUMY € CIIOXKH-
Badi BikoM 15-20 pokiB (36 %), 3a ciMeliHIM cTaHOM — HeoapyskeHi (69 %), CTyJeHTH Ta Ipanioodi
(42 Ta 35 % BIAMOBIAHO), 3 HEBHCOKMUM CYKYITHUM MicsdHEM H0xoa0M Bix 3000 mo 5000 rpu (48 %),
SIK1 IEPEBAYKHO MEMIKAIOTh ¥ MicTi (83 %).

Kniouogi cnoea: cnoscugui nepesazu, noanvuicms cnoxcusauie, fashion-pumeiin, npoghine
cnoscugaua, oOpeno.
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AKTYaJIbHICTh TeMH TAa IOCTAHOBKA
npodaemu. B ymoBax cydacHoro iHpopma-
[IHHOTO CYCIIJILCTBA CHOXKMBA4i HabaraTo
Kpate iHpOpMOBaHi PO BJIACTHBOCTI TOBa-
piB 1 moOCIyT, SIKi BOHU CHOXHBAIOTh, HIXK 1€
Oyno B munynomy. Tomy BoHH CXWJIBHI Ji-
ATH pamoHanLHo 1 B pa3i BHHUKHEHHS Kpa-
HIMX MPOTO3UIiH y KOMIaHIH-KOHKYPEHTIB
3MIHIOBATH CBiil BUOIp. 3po3ymisio, 1110 Taka
MOBEIHKAa CIOKMBAUYIB MOXKE IPH3BECTU
IO 3HWKCHHS Pi3HUX (PiHAHCOBUX ITOKa3HU-
KiB KOMMaHii, 30kpemMa, ii mpudyTKy. 3Bigcu
OYEBHMIHO, IO 33aXOAM, AKi 3pOOJATH CIIo-
JKUBAYiB HEUYTIUBUMH JIO PI3HUX KOMYHi-
KallilHUX CHUTHAJIIB KOMIIaHil-KOHKYPEHTIB,
€ B ChOTOJHIIIIHIX YMOBaX aKTyaJbHUMH IS
OyAb-SIKOTO MiAPUEMCTBA.

VY 3B’s3Ky 3 IIUM JOCJIJKCHHS CIO-
JKUBYUX TIepeBar i JOSJIBHOCTI CIIOKHBa-
YiB BUCTYNA€ HE TUIBKK OakaHWM, aye 1
HEOOXITHUM 1HCTPYMEHTOM B YCIIIIHIN
KOHKYpEHTHI 00poTh0i. Amxe riamboxe
3HaHHS MOTPed MOTEHIIHHOTO CITOKMBada
JOTIOMOKE€ HE TIJIbKH BCTAaHOBUTH KOH-
KypPEHTOCIIPOMOXHI IL[iHW Ha TOBapH, a H
CKOPHUTYBaTH BCi KOMIIOHEHTH KOMIUIEKCY
MapKeTUHTY JJisl AOCATHEHHS CTpaTeriu-
HUX L€ KoMmaHii.

AHaJi3 ocTaHHIX JOCTiAxKeHb i my0-
agikanii. [Ipobnemu Teopii Ta NpaKTHKH
(dopMyBaHHSI JIOSUIBHOCTI 3HAHILIM  BiJO-
OpaxkeHHs y Mparsx TaKuxX 3apyOixHHUX Ha-
yKkoBIIiB, sk [I. Aakep [1], A.C. [ik i K. be3zy
[2], Jx.Y. Heioman ta P.A. Bepben [3],
P. Omiep [4], ®. Paitxxenn [5], B.A. Credan
[6], dx.Jx. Temtic [ 1, Jx. Xodwmeiip [8],
F Xodcren [9] Ta iH. B YKpalHl np06ne—

i (opMyBaHHS JOSUIBHOCTI CIOXXHBaiB
nepeBamHO OPUAUISIOTh yBary MapKeTo-
JIOTH-TIPAKTHKH, a TaKoX Taki HayKOBI,
sk JI. bamabanosa i C. Yepuumona [9], A.
Bosipuunos [10], 1. binenpka [11], M. boii-
ko [12], L. Isanrok [13], C. Imnsmenko [14],
K. Jlagnuenko [15], A. Maraneupkuii [16]
Ta iH. HaykoBIl JOCIIKYOTh MUTAHHS 3HA-
YEHHS JIOSITFHOCTI y 301JbIIeHHI BapTOCTi
MIIIPUEMCTBA Ta 3a0e3leueHHi Horo KOoH-
KYPEHTOCIIPOMOIKHOCTI, BU3HAYAIOTh MICIIE
JOSITFHOCTI Yy KOHIENIT MapKeTHHTY Bij-
HOCHH, aHaNi3ylOTh BUAM Ta CKJIAIO0Bi JIO-
anbHOCTI. OnHAaK 151 MpobieMaTKa BCe 1e
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JUTIAETHCS Ha CTaii po3poOsIeHHs 1 Mae Oa-
raTo TUCKYCIHHUX aCIIeKTiB.

MeTta cratTi TONIATAE y AOCTIIKCH-
Hi CITO)KMBYHUX TIepeBar i JOSIIBLHOCTI CITO-
JKUBaviB B yKpaiHcbkoMy fashion-pureiin-
CerMEHTI JAJsl JOCSTHEHHS MapKEeTHHIOBUX
LiIed KOMITaHii.

Crnig 3ayBaKUTH, WIO MPEAMETOM
MapKeTUHTY BHUCTYINA€ isNIbHICTD Mij-
MPUEMCTBA HA PUHKY B YChOMY fforo 0e3-
MEXHOMY pOSMalTTl 3BiJICM CKJIQJHICTb
1 HEOJHO3HAYHICTh BU3HAUCHHS IIlJICH
MapKeTHHTOBOI MismpbHOCTI. BTiM, He3Ba-
JKAIO4YU Ha T, 10 CyYaCHUH MapKeTUHT
CHpPSIMOBaHMI Ha (GOPMYBaHHS KOMIUIEKCY
MapKeTHHTOBUX 3aXOJliB, sIKi MarOTh 3a-
OesmedyBaTH BHCOKHH pIBEHb MPOAAXKIB
1 ImpuBepTaTH yBary CIOXHBadyiB, MepLly
JiHIIO0 3aXHUCTY MiANPHEMCTBA YTBOPIOIOTD
CIOCOOM YTpPUMAaHHS HAasBHUX CIOXKHBa-
yiB. PeanpbHO 3M1HCHUTH L€ MOKJINUBO, 10-
CIIJDKYIOYM CIHOKHBAIlbKi IepeBard Ha
pUHKax 30yTy MiIIMpUEMCTBA.

BianosigHo 10 MeTH HEOOX1IHO BU3HA-
YUTH BHUPIIATBGHI YHHHHUKH, 10 BIUIMBAIOTh
Ha 3IIHCHEHHS KYyIiBEIh CIIOXHUBAYaMHU;
BHUSIBUTH CTYIIIHB JIOSJIBHOCTI CITOKUBAYiB
JI0 TIEBHOTO OpeHJa Ta Ha OCHOBI aHAai-
TUYHUX JaHUX CKJIacTH Npodiab Croxu-
Baua. OO’€KTOM MOCIIPKEHHS € MarasuH
Typeubkoro fashion-pureitnepa omsry «LC
Waikiki» y m. Huinpo. Ilpeamerom noci-
JOKEHHSI € KOMIUIEKC TEOPETUYHUX 1 TPaKTHY-
HUX THTaHb 3 MAPKETHHTOBOTO YIIPABIIHHS
JIOSUIBHICTIO CHOKUBAYIB U ITOJAJIBIIOrO
npocyBanHs Openna osry «LC Waikiki» Ha
YKpPaiHCbKOMY PHHKY.

Buxnaa ocHoBHOro martepianay. 3a-
3Haunmo, mo «LC Waikiki» — omgHa 3 pu-
TeHI-KOMNaHiii B YKpaiHi, 1m0 HaHOiIbII
JUHAMIYHO PO3BHUBA€ThCs. ToproBa mapka,
3acHoBaHa B 1985 p. y ®panuii, Oyna npu-
noana Typeuskoro Taha Group B 1997 p. 3a
ueit yac puteiiep craB Nel B Typeuuwmni i
10YaB aKTUBHY MIXKHApOJHY EKCIaHCio. 3a-
pa3 y Mepexi Outbrie 750 marasuHiB B 36
KpaiHax cBitTy, 1 10 2023 p. y miaHax Kom-
nanii 30UTbIIUTH X KibKicTh 10 500 B Ty-
pedundi i 1o 1000 mara3uHiB 3a ii MexXamH.
Ha ykpaincpkuii ppHOK KOMTIaHIsS BUHIIIIA B
2013 p., a HalWOLIBII aKTUBHO PO3BUBAJIACS
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B 2016 p., xomm ykpainceka mepexa «LC
Waikiki» Bupocna B 2,3 pasa 3a 3arajJbHOIO
IIOMIEI0. AKTUBHHH PO3BUTOK MEPEXKi TPH-
BaB 1 B 2017 p.: HOBI Toprosi 00’extn «LC
Waikiki» Bxke Biakpuro B Ilonrasi ta Kpu-
Bomy Po3i [17].

Taka excnancisi 3 miBOHS MpHUBEIa A0
TOTO, 110 CHOTOIHI HA BITYN3HSHOMY PHHKY,
kpim puteinepa «LC Waikiki», npaurorots
TaKi BEJIMKI OTIepaTOpH, IO MPEICTABIISIOTH
onsr 1 B3yTTs 3 Typeuunnu, sk Colin’s Ykpa-
ina, Suvari 1 Super Step, 1 10 SKHX 3rojI0oM
npuennanucs De Facto i Koton. ¥V migcymky
gacTKa TYPEIbKUX OpeHAIB Ha YKPaiHCHKO-
My pUHKY 3pocia 3 8—9% (ua mouatky 2017
p.) 10 15% (y 2018 p.) [18].

Pesynbpraru aHamizy ykpaiHChKOTO pUH-
Ky fashion-pureiiny cBig4arsh, mo po3apioHa
TOPTIBJIS B IIbOMY CETMEHTI 32 OCTaHHI POKH
€ OJIHUM 3 JIOKOMOTHBIB PO3BUTKY yKpaiH-
cpkoi ekoHoMmiku. Lle oamH i3 Haiisckpasi-
HIMX [IPUKIIAIiB, KOJIX MIXKHAPOIHI KOMIMaHii
0X0Y€ BKJIAJAal0Th KOIITH B YKpaiHy. Y Ha-
I KpaiHi, KpiM TYpelbKUX, BXKE MPaIOI0Th
nostbehbki orepatopu (LPP Group: Opennu
Reserved, House, Mohito Ta iH.), icmaHchKi
(Inditex: Zara, Stradivarius, Bershka, Pull &
Bear i 1. 11.), HiMenpki (Adidas, Puma, Nike,
New Yorker) i psa iammux [19, 20].

He MeHII akTHBHO pO3BUBAIOTHCS U
ykpainceki Openau. Cepen fashion-Opennis
32 OCTaHHI YOTHPH POKH AiCTaB PO3BUTKY
punok oxasry «made in Ukraine»: crieck
MaTpiOTH3MY Ta TOsBa 0AraThbOX JIOKATHHUX
BUPOOHUKIB SIKICHOTO Ta MOPIBHIHO HEAOPO-
roro OJAry JO3BOJIMJIM YKPAaiHCBKUM JU3aii-
HepaM 3aifHITH TIOMITHE MiCIle Ha BITIYU3HS-
Homy fashion-punky (Arber Fashion Group,
Urban Planet Streetwear, Guilia ta in.) [21].

Tox B yMmMOBax CHJIBHOI KOHKYpPEHIIil
xommanis «LC Waikiki», sx 1 OUIBIIICTH
yuacHukiB fashion-pureiiny, Hamaraetbcs
BCiMa CHJIaMH TPUBEPHYTH YBary CIIOKH-
BayiB /10 cBoro Openja. [lokymii *k, Marouu
BEJIMKUI BHOIp, BCE YacCTille 3MIHIOIOTh CBOi
ynomobaHHs. Y Takiii cuTyalii akTyalbHH-
MU CTalOTh JOCHIPKEHHsI CIIOKHBUUX Tepe-
Bar, sIKi BIIMBAIOTh Ha BUOIp IMOKYIIIIB, Ta
CTYIIIHB 1X JIOSIBHOCTI /10 IEBHOTO OpeH/a.

Baprto 3a3naunTH, 1m0 B OCTaHHI Iecs-
THJITTS YIpaBiaiHHA OpeHmoMm (OpeHIIHT)

BCE YACTIIIE TOB’S3YIOTh 3 MOHSITTSIM «JIO-
SUTBHICTH CITOKHBada». Lle onxHe i3 3armosu-
YEeHUX HEIIOJaBHO 3apyOi’KHHUX IOHSTH, IO
MOB’s3aHe 3 MOOYZOBOIO BIIHOCHH IIiIIPH-
€MCTBa 31 CIOXHMBaueM. AHATI3yIOUHd Cy-
YyacHy 3apyOiXHY €KOHOMIUHY JIiTeparypy,
MO’KHA KOHCTaTyBaTH, O (paxiBIli HE OJIHO-
CTaliHi y BU3HAYECHHI [IbOTO TEPMiHa.

Tak, /I. Aakep BH3Ha4ae JOSIIBHICTH
K «MIpy TPUXWIBHOCTI CIIOKMBada JI0
Openaa» [1]. Ha ¥ioro maymKy, JOsUIBHICTH
MOKa3ye, SIKUM CTYNiHb IMOBIPHOCTI Tiepe-
KITIOYCHHS CIOXKMBada Ha IHIIMHA OpeHs,
0C00/IMBO, KOJIM BiH 3a3HA€ 3MiH 3a LIHOBUM
a00 AKUM-HEOyIh IHIIMM ITOKa3HUKOM. 3a
Jx. TemmicoMm, TOSIBHICTE — 1€ YaCTOTA T10-
BTOPHHUX KYITiBeJh a00 BiTHOIICHHS YHUCIIa
KyHiBeNb MPOAYKIii PO3MIIHYTOro OpeHpa
JI0 YHCia KyMiBeJb TIEBHOI MPOYKTOBOI Ka-
teropii B minomy [7]. 3a [Ix. Heromanowm i
P. BepOernom [3], J10suIbHI CrIOXKHMBAYi — 1€ Ti
CTOKHMBaYi, IKi 3pOOHIIN MIOBTOPHY KYIIBIIO
NPOJYKTY IBOTO OpeH/a, PO3rIIsAaiy B PO-
Heci KymiBil TUTBKHM el OpeH 1 He poOuin
JKOJTHUX 3YCHJIb 3 TIOIIYKY iH(opMartii, ska
OB’ s13aHa 3 Ii€10 POAYKTOBOIO KaTErOPi€To.

BumienaBeneHni BU3HAUYCHHS, O€3CyM-
HIBHO, TIPaBHUJIbHI, OCKLIBKH BOHH PO3TIIS-
JTAIOTh JIOSTIBHICTP 3 MOTJISAY TIEBHOTO TUITY
n08edIHKU CHOJXMCUBAUd, 0 BUPAKAETHCS B
TPHUBAJIIA B3a€EMOJIIT 3 KOMIAHIE 1 B 37ii-
CHCHHI MOBTOPHUX KymiBenb. OpHaK 1en
MiJXiJ] TEBHOK MIPOI XapaKTepPU3YEThCs
HETOBHOTOI0, aJKe HE OepeThesl 10 yBaru
TOM (aKT, 10 MOCTIMHUIN MOKYIIEIh — HE 3a-
BXKJIM JIOSUIbHUHN TTOKyIelb. He roBoputhes,
a YoMy CIHOXKMBad BiJJIa€ TiepeBary came
oMy OpeHIy, HEe BU3HAYAIOUW IHIII Iii,
BJIACTUBI JIOSJIEHOMY CITOKMBAdeBi. AJDKe
CHUCTEMAaTHYHi KYTIiBIIi OJTHOTO i TOTO % OpeH-
Jla MOXXYTh OYyTH 3iiiCHEHI CIIO)KHBayeM,
HANPUKIIAJA, Yepe3 MParHeHHs JI0 3Py4HOC-
Ti (preference for convenience) abo 3a BH-
naakoBuM 30irom obcraBuH (happenstance
buying), a He yepe3 MPUXUIBHICTH JIO KOH-
KpeTHOTro OpeHpa.

[HImM#A mAxig po3risuaEe JOSUIbHICTD
K CROMCUGUy nepeeazy, o (GpopMyeThCs B
pe3ynbTaTi y3araJbHEHHS MOYYTTIB, EMOIIiH,
JTyMOK TI10710 TIeBHOTO Operna. Tax, 3a P. Omi-
BEpOM, CITOJKMBYA JIOSIIBHICTD — i€ TIIMO0Ka

71



ISSN 2074-5354 (print), ISSN 2522-9745 (online). AKALBEMIYHUNA OTNISig. 2019. Ne 2 (51)

ycranoBka (deeply held commitment) crioxxu-
Baya 3/IIHCHIOBATH B Mail0yTHLOMY TIOBTOPHI
KyiBJIi TOBapy a0 MOCIyTH, SKUM BiH BiJae
nepeBary, i TAKMM YHHOM BUKIJIMKA€E TIOBTOPHI
KyMiBJi TOro camoro Openna (abo CyKymHOCTi
OaxaHux OpeHziB — brand-set), He3BaXKaOUn
Ha OyJib-sIKi CUTYallii{Hi 3MiHI 200 MapKeTHH-
TOBI 3aX0JIM KOHKYPEHTIB 3 «IIepeMaHIOBaHHS
KJTieHTiB». Ha myMKy HayKoOBIS, BasKIMBUM
¢daxTopom, sKuii 3abesnedye QopMyBaHHS
JIOSUIBHOCTI CIIOKMBAYa 1 IPU3BOAUT JI0 OCO-
OWCTOI MPUXUITBHOCTI 10 OpeHAa/mpoxyKTy/
kxommaHii (individual fortitude), € fioro 3amo-
BOJICHICTH [23].

Jo peui, 3a10BOJICHICTD CIIOYKUBA4a —
e CHPUHHSTTS CIIO)KMBAYEM PIi3HHIN MiXK
OUYiKyBaHUMH 1 OTPUMaHUMH B JIHCHOCTI Xa-
pakTepucTuKamMu npoaykry [24]. To6to cry-
IMHb 3aJI0BOJICHHS CIIOKMBAaya BiJ 3ilicHe-
HOT KyMIBIII 3aJIKaTUME BiJ] TOTO, HACKUIBKU
MPOAYKT BIJIIOBIIa€ HOTO OCOOMCTUM OYiKY-
BaHHSAM. BTiM, crio’kuBadi MOXyTh BigdyBa-
TH Pi3HUH CTYMHiHBb 3a7A0BOJICHHS. 11 TOTO
o0 3pOo3yMiTH OifbII JEeTaabHO, SK 3al0-
BOJICHICTh CITO’KMBAYiB MEPETBOPIOETHCS HA
CIMIOYKUBYY JIOSUTBHICTh PO3TIISTHEMO KOHIIETI-
uito K. bacy, 3riiHo 3 SIKOHO BUAUISIOTHCS
Taki cTail JIOSUIbHOCTI CIOKHUBAYiB:

1. Koenimugna nosinbHicms (cognitive
loyalty) — 1e piBeHb CHOXHBUYUX MEPEKO-
HaHb, 110 XapaKTEPUCTUKHU MEBHOTO OpeHza
Kpalle xXapakTepucTUK iHmoro Openaa. Ha
i cTaaii y cro)KuBaya e He copmyBaa-
Cs SIKach €MOIliffHA TIPUB’sI3Ka A0 OpeHna, i
BiH BIAKPHUTHHA IO MPOTIO3UITIHf KOHKYPEHTIB.

2. Emoyitina nosnouicme (affective
loyalty) — «51 xymyto poyKITifo IbOTo OpeH-
Jla, TOMY III0 BOHa MeHi mogo6aetscs» (I buy
it because I like it). Ha mi#i crazii y cioxwuBa-
Ya 3’ IBISETHCS TICBHUIM €MOIIHHUH 3B’ 30K 3
OpeHI0M, TOYMHAE TisITH ONUH 3 (aKTOPiB,
[0 MEePETBOPIOIOTh KOTHITUBHY JIOSUIBHICTh
B OezymosHy nosiibricme (ultimate loyalty —
anoreid PO3BUTKY JIOSIIBHOCTi) — OCOOHCTY
Bigmanicte Openaa (individual fortitude).
[Ipote dhopmyBaHHS JOSITHLHOCTI CITOKWBAYA
BCE III€ JINIIAETHCS BIAKPUTUM IO TTPOTIO3H-
1ilf KOHKYPEHTIB.

3. Bomvosa nosibhicmeb  (conation
loyalty) — Ha uitt crazii GopMyeThes sICKpaBoO
BUPaXCHE BHYTPIIIHE MIparHeHHs (conation)

72

JIO TIPOSIBY JIOSUTBHOI TIOBEMIHKH, 31HCHEH-
HS TIOBTOPHHUX KYIiBEIh MPOMYKIIii TIEBHOTO
Operma — Qopmyerbes THOOKAa yCTaHOB-
ka (deeply held commitment) 3aiiicHIOBaTH
B MalOyTHROMY TOBTOpPHI KYIIBJIi I[HOTO
Openna [2].

VYceBinomiroroun Te, MO i TPH CTail
JIOSUTBHOCTI HE OXOIUTIOIOTh YBEChH CIIEKTP
MOYJIMBOTO PO3BUTKY JOsUIbHOCTI, P. Omi-
BEp J0Jla€ uemeepmy cmaolito J10AIAbHOC-
mi — action loyalty — akmusna nosnvHiCMb.
Ha wmiii crazii BigOyBa€eThCs 10AAJIbILE TOCH-
JICHHSI 0COOMCTOI MPUXMIBHOCTI CIIOYKUBAYa
Ito OpeH/a, BiH TOTOBHIA JOJIATH BC1 MOKITHBI
TepenIkoIu (He3BaKalouM Ha 3aX0IH KOHKY-
peHTiB). ['paHIYHOIO TOYKOIO PO3BUTKY JIO-
SJIBHOCTI Ha ¥ cTafii € 3rajaHa BUILE Oe3-
YMOBHa nosbHicms (ultimate loyalty) [23].

OTxe, NiACYyMOBYIOUM 3a3HAYMMO,
mo (opMyBaHHS JIOSUIBHOCTI CIIOKMBayda
BKJIIOYA€E: 1) MOBEIIHKOBY CKIIaJIOBY (Cyma
1 4acToTa KymiBelb, TPUBAIICTh B3a€MO/Iii
3 KOMITaHi€10); 2) eMOMLiiHy cKIagoBy (1o-
3UTUBHI MOYYTTs, SKi MOB’s3aHl 3 BiJABiJ-
YBaHHSM KOMMaHii 1 KymiBieto i1 mpoayk-
Ty); 3) pamioHalbHY CKIaoBY (piIICHHS
CIIOKMBada MPOJOBXKYBATH B3aEMOJIIO 3
KOMITaHI€I0 3 ypaxXyBaHHSM OI[IHKH aTpH-
OyTiB IPOAYKTY).

AHaJIi3 CII0)KUBYOTO PUHKY TTOKA3YeE, 10
TPyIH JIOSIIBHOCTI B KOXKHOMY CEIMEHTI Bijl-
pisssitoTees. Hampukian, mMano XTo emomiid-
HO TIpUB’Si3aHUI 0 OakaliiiHMX MarasuHiB.
[IpencraBuukam  fashion-pureiin-cermenTa
Habararo ckiajHiie 30epertTd NPUXIbHICTD
CIOXKHMBAYiB, OCKUIbKM BIUIMB OpeHIa 3Ha-
YHOIO MIpOI0 HAAUICHUH TCHUXOJIOTIIHIMH
gyuHHUKaAMHA. TOX KyTiBelbHA JIOSIIHHICTD
criokuBadviB fashion-pureiina nexuThb, cCKopi-
11e, B eMOIliiHii cdepi, 16 OCHOBHUMH KOM-
MIOHEHTaMU BUCTYTAIOTh 3a0080/eHicmb (BU-
HUKAE BiJ| 3iCTaBJICHHS MONIEPE/IHIX OUiKyBaHb
1 peaslbHUX SKOCTEeH MPUA0aHOTO MPOAYKTY)
Ta/abo obiznanicmy (CTYNIHb TOMYJSPHOCTI
OpeHIa Ha LUTHLOBOMY pHHKY). ToOTO cmo-
JKMBavy BaKIHMBIlIl OLIbIle TCHXOJIOTIUHI
(HanpuKIIal, TPECTHIK) Ta COLiabHI (Hanpu-
kiaj, made in Ukraine) Buroan OpeHna, HixX
HOro (YHKITIOHAIBHICTB.

[Ticns y3araJlbHEHHS TyMOK JTOCITiTHH-
KiB OYEBHJIHUM CTa€ Te€, 10 Y KOHKYPEHTHO-
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My cepenoButi fashion-pureiin-cermenra,
JIe TIPOJIAIOTHCS OTHAKOBI MPOIYKTH 1 TIPaK-
TUYHO 32 OJIHAKOBOKO I[iHOK, YYaCHUKHU
PHHKY IPOCTO 3000B’S13aHi BUBUATH PiBEHb
JIOSITLHOCTI  «CBOT'O» CIOXHBa4a, HACKiIb-
KM TPOJYKT BIJAIOBIJae HOro 0OCOOMCTHM
OUIKYBaHHSM Ta TIEPEBaru, 10 CIIOHYKalOTh
CIIOYKUBYA JI0 31iHCHEeHHs KymiBii. Ile gormo-
MOJKE IMPAaBHIILHO C(POKYCYBAaTHUCS caMe Ha
«CBOEMY» CIIOKMBAUCBI, IaTH HOMY T€, YO0
BiH OYiKy€, 1 HE BUTpAYaTH PECypc Ha UHH-
HUKW, SKi HE BIUTMBAIOTh HA CTYIIHb JIOSITb-
HOCTI CIIOYKHBaya JI0 «CBOTO» OpeH/Ia.
BpaxoByroun pi3HOMaHITHICT THITIiB
JIOSITLHOCTI, MOXHA KOHCTAaTyBaTH, IO Ha
JIOSTBHICTh  CIIOKMBAYiB BIUIMBAE Oe3iid
¢axTopiB, OUIBIIICTD 3 SKUX CKIAIHO BH-
pasuTu B YUCIOBOMY 3Ha4YeHHi. Y CBITOBIi
NPaKTUIl ICHY€E psiJi METOAMK (iHAEKCHI Ta
BiJTHOCHI), IO JIO3BOJISIFOTh JJATH OIIIHKY PiB-
HS JIOSUTBHOCTI, TIPOTE BCl BOHU MArOTh CBOI
HEJIONIKYM 1 JaJIeKo He 3aBXAHW BigoOpaka-
I0Th peanbHy KapTuHy [25, ¢.19].
BinmoBigHO, ymOCKOHaNEHHS Mapke-
TUHTOBOI misutbHOCTI KoMmmaHii «LC Waikiki»
Ha YyKpaiHCbKOMY puHKY fashion-pureiina
JIOLTBHO TIPOBOJUTH PI3HUMH METOIaMH 3
METOI YTPHMAaHHSI BJKE HAsSBHUX CIIOXKHBa-
4iB Ta 3aiydyeHHS HOBUX. [l 3a70BOJICHHS
noTped CroKUBaYiB KOMITIAHISI Ma€ TIOCTIHHO
BUBYATH iX MEpPEBard Ta BiJIOBIJIHO OHOB-
JIIOBAaTH CBiM acoptumeHT. lle crnpusitume
MIJBUILCHHIO CTYNEHS CII0XKHBYOT JIOSIb-
HOCTI 10 OpeHIa Ta MOCWJICHHIO KOHKYPEH-
TOCIIPOMOKHOCTI KOMIIaHii B miomy. Tomy
HaM¥, BUKOPUCTOBYIOYH TiIXi]] OTUTYBaHHS
3a mpuHiunoM mkanu P. Jlaiikepra, Oyio
MPOBEICHO aHKETYBaHHSI MO0 CTYIEHS JIO-
SITHHOCTI CHIOXMBadiB 110 OpeHaa oxsary «LC
Waikiki». 3a 11i€er0 MIKaJOW PECIOHACHT
BHCJIOBJIFOE CBOIO 30y a00 HE3rojy 3 HU3-
KOIO TBEPKCHB 3a I1"ITHOATBHOI HIKAIO0
BiJl «IOBHICTIO 3rOZ€H» OO «IIOBHICTIO HE
3rojieH». Ha koxHe TBEpIKEHHsI MPOTIOHY-
BaJiocsl 7 BapiaHTIB BiAMOBimi: 1) MOBHICTIO
HE 3TO/IeH; 2) HE 3roJieH; 3) Ba)XKO BiaIO-
BicTH; 4) CcKopimie Tak, HiK Hi; 5) MBUAIIE
3a Bce; 6) 3rojicH; 7) MOBHICTIO 3roacH. Jlis
OIIIHKH CTYTICHS JIOSIIFHOCTI CIIOKMBAYiB 3a-
crocoBano Meronuky @. Paiixxenpaa [26].
PecrionienTamu cranu BizBigyBadi Marasu-

HY Typenpkoro fashion-pureiinepa (Bimain 9o-
noBivoro omsary) «LC Waikiki» y m. J{Himpo.
AHKeTa MICTWJIa NIMTAaHHS, [I0 CTOCYBAJIMCS
CMOXKMBYMX TIEpeBar OMUTYBaHUX NPH BHOO-
pi Openny omiary «LC Waikiki». Kpim Toro,
Hac I[IKaBUJIO, UM TI0J00A€ThCs Bi/IBidyBaYaM
inTep’ep maraszuny «LC Waikiki» Ta uu 3a70-
BOJICHI BOHH SIKICTIO 1X 00cTyroByBaHHs. Ornu-
TyBaHHsI IIpoBorIiocst B civni 2019 p., Oyno
ormtano 100 pecrioHAEHTIB YOJIOBIUOi CTaTi.

Pe3ynpTatn aHKETyBaHHS CIIOKHBadiB
070 CTaBiieHHs ix mo Openma omsary «LC
Waikiki» maBeneno B Taoi. 1.

Sk G6aunmo, 3a pe3yJibTaTaMH OIHTY-
BaHHSI CEpeAHIN MOKA3HUK CTYNEHS JIOSIIb-
HOCTI CIIOKMBadviB 10 OpeHaa ckias 3,823
Oaja, 1o cTaHoBUTH 54,6 %. BtiM, He Bci
acniekTd  jgisuibHOCTi  fashion-pureiinepa
OJIHAKOBO BIJIMOBIZIAIOTH TEpeBaraM CIio-
kuBauiB. HaliBuiy OIIHKY CIOXXHBaiB
OTPUMANIM HIMPOKUH acCOPTHMEHT TOBapy,
MIPEICTABIICHOTO Y MEPEXKi, Ta BIAMOBITHICT
IIIHA IO SKOCTI TOBapy (CTYIIHB JIOSUTBHOCTI
4,84 1 4,79 BiamosinHo). Takoxx pecroHacH-
TiB 3aJIOBOJIBHSE iHTEp €p Marasuny (4,34)
1 JOCUTH MO3UTHBHO OLIHIOETHCH AKICTH IX
oOciryroByBanHs (3, 90). 3araiom xe, Bpaxo-
BYIOYH T€, II0 OpeH/ 30BCIM HEJIABHO BHIi-
LIOB HA CIIOKUBYUU PUHOK YKpaiHW, Lel
pe3yabTaT € AOCTATHHO BUCOKUM.

AJle BapTO HE 3aCHOKOIOBATHCS Ha JIO-
CSITHYTOMY, aJKe JIOSTIbHICTh CIIOKMUBaya He
€ TIOCTIIfHOIO, BOHA HE MOXKE€ BUMIPIOBaTH-
csl ennHOI0 (OpPMalli30BaHOI0 KOHCTAHTOIO,
SKy MOXKHA 3aCTOCOBYBATH Y MaTeMaTHUIHUX
po3paxyHkax. Kpim Toro, Ko>xHUH IMOKyTIENb
3 YaCOM MO’KE 3MIHIOBATH CBOI yHOZOOAHHS.
ToMmy BaXJIMBO IOCTIHHO aHaJi3yBaTH CIIO-
JKUBUI TIEpeBark Ta JOCITIJDKyBaTH XapakTe-
PHUCTUKH MOTEHIIHHOTO CIIOKUBaya, Iepetik
HOro 0coOIMBOCTE MUCIICHHS, 110 CaMe BH-
3HAYa€ CTPATeriro MPUUHATTS HUM pillleHb
o0 npuadanHs tosapy. CkinajgaHHs Mpo-
(hiH0 MOTEHIIHHOTO CIIOXKKUBaYa J03BOJIMThH
KOMITaHii OTpUMAaTH IOAATKOBI JaHl s
3a0e3TeueHHsT KOHKYPEHTHOI TepeBard Ha
CIIO)KMBYOMY PHUHKY.

3 orsiny Ha BHIIEHAaBelEHE, B JIOCHi-
JOKEHHI [T TOOYI0BY MTPO(diI0 CroyKuBava
openna «LC Waikiki» B ankeTi Mu po3mic-
TWIN JOJATKOBI MMUTAHHS, SIKI CTOCYBAJIUCS
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Tabauys 1
Ouinka cTyneHs JOSIbHOCTI cnoxkuBayviB 10 openaa oasry «LC Waikiki»
5 © | & o S | &
= N I = Q —_ ) ==
» ~ 2 = 2 o = =]
o e « o M = °© =
T~ g( g <~ g = b o
IIntanns o 8 E IND ° o o =
5 s | B | 8 z g 5 2
.9 o ° = IS¢ & .9 U
T T Z o = T =
o} = ] o) M >
) 3 1 E o =
= m @] = QO
TOBapI/I"B marasuni «LC Waikiki» 7 20 15 15 24 15 4 3.90
BHCOKO{ SIKOCTI
51 Kyny1o OJSIT TINBKU B MarasuHi
«LC Waikikiy 20 9 13 26 16 9 7 3,64
Sxmo B Marasuni «LC
Walklkl» HE BUABHJIOCS HIHOTO 19 24 35 11 6 3 2 2,78
MIIXOISIIOTO0, 5T TOTOBHUI
BIJIKJTACTH KYITBITFO
HKlf:T'L B3YTTs B MarasuHax «LC 6 3 10 20 20 30 11 479
Waikiki» Binnosigae 1ini
Meni nogo6aerbes iHTEp €p
marasuny «LC Waikiki» 3 7 18 20 25 19 6 4,34
51 HEe po3MyMyIOUN OPaIKy
tosapu Marazuny «LC Waikiki» 8 10 14 24 31 9 4 4,03
CBOEMY OTOUYECHHIO
SIkicTh 00CITyroByBaHHS
B marazusi «LC Waikiki» 12 8 22 20 21 8 9 3,90
JIOCTaTHBO BUCOKA
AcoptumenT B Marasusi «LC
‘Waikiki» MeHe OBHICTIO 6 3 9 18 21 33 10 4,84
BJIALITOBYE
Toapu B maraszuni «LC Waikiki»
KOIITYIOTh HA/ITO IOPOTO B 28 42 20 6 1 3 -- 2,19
MOPIBHSHHI 3 THIIUMHU
Cepe/Hii MOKa3HUK CTYICHS JIOSUTBHOCTI CIIOYKUBAUIB (MAKCUMyM = 5 GaiB): 3,823

caMuX pecrnoHjieHTiB (IXHIH BiK, COLiaib-
HO-JieMorpaiuHuii CTaH, BHJ[ 3alHATOCTI,
piBEHb CYKYITHOTO IIOMICSYHOTO JIOXOY,
MICTO MPOXKUBaHHS). Pe3ynbpratu onuryBaH-
HS JJAJTH 3MOTy CKJIACTH TIPO(iSTb CIIO’KUBava
operma «LC WAIKIKI».

Pe3ynpraTti aHKeTYBaHHS CBiq4aTh, IO
OUTBITy YacTHHY ONWTYBaHWX CTAHOBIATH
yonoBiku BikoM 15-20 pokiB (36 %) Ta 21—
30 poxkiB (29 %), a HaliMeHIII 3aIliKaBICHUMHU
€ pecrioHsieHTH BikoM 45-60 pokiB (15 %).
ToOTO acOpTUMEHT TOBapy OpPIEHTOBAHUM
OinpIIe HA MOJIOAb, SKa Ie He OJpy’KeHa
(puc. 1, 2).
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3a BHIOM 3aiHSATOCTI cepeJ peCIoH-
JICHTIB IEpIIe MiCIle MOCIIal0Th CTYICH-
™™ (42 %); mani WOyTh mpamodi y pi3-
Hux chepax (35 %); nencionepu — 20 %;
a Ti, XTO 3alMarOThCS JOMOTOCIIOIAp-
CTBOM, CKIajarmoTh jume 3%. Maiixe y
MOJIOBUHU 3 OMUTAHUX CYKYMHHH MIOMi-
cauHui noxon ckiagae Big 3000 go 5000
rpH (49 %), a 35 % pecnoHAEeHTIB OTPH-
MYIOTh oxoj Oinpure 5000 rpH momics-
us (puc. 3, 4). binpuricTs OMUTaHUX MIPO-
KHUBAOTh Oe3mocepenHbo y M. JIHImpo
(83 %), pemra — y JIHimponeTpoBChKil
o0uacTi.
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Bik

m15-20
m21-30
31-45
m45-60

Puc. 1. Ctpykrypa cnoxxuBauis openaa oaary «LC Waikiki» 3a Bikom

CimeiHUU cTaH

B OppyeHi

B HeopapyKeHi

Puc. 2. Ctpykrypa cnoxuBauiB openga oaary «LC Waikiki» 3a cimeiinum cranom

Bupa, 3avHATOCTI

M [leHcioHep
B CtyaeHT
= MNpautotoumnin

B [lomorocnogapka

Puc. 3. Ctpykrypa cnoxuBauiB 6penga oaary «LC Waikiki» 3a Bugom 3aiiusaTocti
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CYKYNHUIA LWOMICAYHUIA A0XO04,

M Big 1000 oo 3000
m Big 3000 mo 5000
Big 5000 i 6inblue

Puc. 4. Ctpykrypa cno:xxkuBauiB openaa oaary «LC Waikiki» 3a noxoxom

[MoOynoBanmii mpodine CroxuBada
openaa omsary «LC Waikiki» nae migcraBu
KOHCTaTyBaTH, 110 HAHOUTBII JIOSTIBHUMH 10
OpeHza CIoKMBavYaMH € HEOAPYKeHI MOJIO-
I mronn (CTYAGHTH Ta TPAIoodi), 3 HEBH-
COKHM CYKYITHUM MiCSYHHUM JOXOOM, 5IKi B
OLITBIIIOCTI METIKAIOTh y MICTi.

BucnoBku. TakuM 4YHHOM, TOCIIIKEH-
HSl CIIOKMBYMX IEpeBar i JOSUIBHOCTI CIIO-
xuBauiB 10 Openma omary «LC Waikiki»
MOKa3ajo, 110 CTYMiHb IX JIOSIIBHOCTI CKJla-
nae 54,6 %. Takuii piBeHb U151 OpeHa, KU
HEUI0JIaBHO BUMIIIOB HA YKPATHCHKUN PUHOK
fashion-pureiiny, € J0CTaTHHO BUCOKHM.

[loOGynoBanmii  mpodine  croxuBada
opernma omary «LC Waikiki» mae mimcTaBm
KOHCTaTyBaTH, IO HAWOUIBII JIOSJIBHUMH €
cnioxxkuBadi Bikom 15-20 pokiB (36 %), 3a ci-

MEHHUM CTaHOM — HeoxpyxeHi (69 %), cry-
JISHTH Ta Tpaitorodi (42 ta 35 % BiAMOBIIHO),
3 HEBUCOKHUM CYKYITHUM MICSYHHM JIOXOJIOM
Bix 3000 10 5000 TpH (48 %), SKI MEIIKAIOTh Y
M. Jgirpi Ta JIHIIpomeTpoBChKii 00JIacTi.

PesynbpTatn goCHiIKeHHS 103BOJISIIOTH
KOMMaHii mpuiiMaTh OuTkII OOIrpyHTOBaHI
CTpaTeriuHi pimieHHs y cepi MapKeTHHIO-
BOTO YIPABIIHHS JIOSUTBHICTIO CIIOKMBAdiB
JUIsl TIO/INIBLIOTO MPOCYBaHHS OpeHpa ojisi-
ry «LC Waikiki» Ha ykpalHCEKOMY pUHKY
fashion-pureiina.

[opyiieHi B CTaTTi NUTAaHHS HE € BU-
YEpIHUMH 1 TOTpeOyIoTh JOMOBHEHb 1
YTOYHEHb II0JI0 CTBOPEHHSI MPOTpamMu Jo-
SUTBHOCTI SIK IHCTPYMEHTY JOBTOCTPOKOBO-
0 B3aEMOBHTITHOTO CITIBPOOITHHUIITBA MiXK
CMIOYKUBAYEM 1 KOMITaHI€IO.
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The purpose of this article is to research of consumer preferences and consumer loyalty to achieve
company’s marketing goals. The analysis showed that in conditions of strong competition, a deep
knowledge of the needs of a potential consumer and an increase in his loyalty will help the company
adjust all the components of the marketing mix.

The main approaches to the definition of the concept of “consumer loyalty” are identified, two of
which are highlighted: as consumer behavior (based on the amount and frequency of purchases) and
as consumer preferences (the result of a generalization of feelings, emotions, thoughts). According to
the second approach, consumer loyalty goes through four stages: cognitive loyalty (the consumer gets
acquainted with the brand); affective loyalty (the consumer has a certain emotional connection with
the brand); conation loyalty (the desire of the consumer to manifest loyal behavior); action loyalty
(personal affection of the consumer to the brand).
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Noted that in the competitive environment of the fashion retail segment, consumer loyalty to
a particular brand lies in the emotional sphere, where the main components are satisfaction (arising
from a comparison of previous expectations and the real qualities of the purchased product) and / or
awareness (degree of brand popularity in the target market). Accenteded that the consumer is more
important for the psychological (for example, prestige) and social (for example, “made in Ukraine”)
benefits of the brand than its functionality.

Questioning on degree of loyalty of consumers to a brand of LC Waikiki clothes (Dnieper) which
results demonstrate that degree of their loyalty makes 54.6% is carried out. Such level for a brand
which entered the Ukrainian market of fashion-retail recently is rather high.

Constructed a profile of the consumer of a brand of LC Waikiki clothes: consumers at the age
of 15-20 years (36%) are the most loyal, marital status - are not married (69%), students and working
(42% and 35% respectively), with low comprehensive monthly revenues from 3000 to 5000 UAH
(48%) which generally live in the city (83%).
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