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Introduction. There were times when the commodity world was much simpler and uniform, and
consumers differed by stability and conservatism of the choice. Today everything has changed. Production
increase, demographic trends, consumer trends, inflation, all this affects the decrease in the prestige of
certain brands and evaluating of others. Trend-characteristics of the brand image have become paramount in
the struggle for the consumer. That is why manufacturers and retailers had to think seriously about «brand
marking» goods and services.

The concept of «brand» came into use in the United States, the motherland of marketing. In English,
this word has a number of direct meanings: fire, torch, burn, to burn. Another meanings is «stigma»
(property sign) used in cattle breeding,

Brand is a complex code of forming positive consumer perceptions of goods. In other words, the brand
is advertised trademark, its image, resulting from various marketing efforts to promote the product on the
international market. It can be said that the brand is a target set of positively charged qualities hidden behind
a symbol.

Analysis of studies and publications. The concept of «brand» examined foreign [1, 8] and domestic
authors [3-7, 9]. However, many questions regarding the impact of brand on consumer behaviour remain
open. Recently, the UK has spread the concept of cool-brand as a means of psychological motivation of
consumers [10].

The basic problem of this article. The purpose of this work — the identification cool-brands in terms
of domestic consumers and study their mechanisms of influence.

The buyer usually understands very good the difference between simple words and reality, so the aim
of this investigation is to identify the sources of his subjective evaluations, attitudes, motivation.

It is not difficult to understand the psychological advertising principle; it is much more difficult to
learn how to use it in practice. After all, buyers are so psychologically different, that sometimes products are
not suitable for their using in situations of communication with other people. Thus, just very creative and
psychologically well-prepared advertising experts can manage this task but not in all cases.

The main material and results. Brand is an agent of influence on consumers and a powerful creative
idea, medium of rich spectrum of psychological and cultural characteristics.

The main components of the brand are:

— marketing technologies by which goods are promoted to the market;

— intellectual property, i.e. copyrights relating to trademarks, industrial models and know-how.

In practice, advertising and the advertised product is often represented to a potential consumer as a
means of self-expression as a way of creation of your own individual advertising space, establishing of
communication with other people and receiving in return a certain psychological «reward» in the form of a
positive social assessment (to actions, deeds, image and etc.).

This mechanism has not been considered as a specific for a long time. It was only spoken of as a way
of effective advertising organizing. However gradually, a growing number of big advertising experts
(designers, copywriters, photographers, directors) began to use this psychological mechanism for the creation
of «cool» advertising variety of services and consumer goods. Brand for a person truly becomes «cool» when
he gets the opportunity to use it to stand out in a social group or identify with the objective unattainable, but
psychologically important group for him. This occurs when advertising is made as a communication for
communication.

At a certain stage, under influence of objective processes, a consumer is considered by advertisers and
advertising experts as a person, who has economic interests, many spiritual needs, who looks forward his or
her social essence, social identity, selt-expression, «orientation to another person» imitating a recognized
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authority and the simultaneous desire to stand out, be different from the crowd, and so forth.

That is why he important psychological conditions take place and «cool brands» have started to appear
on the market in the framework of advertising creation under the principal «communication for
communicationy.

Here, the goods (service, symbol, myth, and so forth.) that are not just means of satisfying any needs,
but also are means of communicating with other people, a means of expression and enhance of customer
self-confidence are offered to the customer. In this case the real communication cannot occur. The buyer
(customer) just imagines the possible communicating with important people, but due to specific
psychological processes of identification, he refers to this situation as to a real.

In this sense, it is carried out not by objective criteria of a consumer product positioning in the minds
of buyers (consumers), and on subjective criteria.

In this case, it is advisable to seller somehow unobtrusively «to hint» to the buyer that he will be sure
to look «cool», if he buy the proposed thing, for example, it is often possible to make a reference to an
independent source of information and estimation.

Today it is impractical to use in advertising phrase with the word «cool» everywhere. The customers
have to make the appropriate conclusions, and make sure that it is «cool», by looking at others and being
guided, only on their non-verbal scores. Thus, the arranging of advertising as a communication for
communication is one of the important conditions for cool-brand-strategy.

Five years ago, the organization Cool Bandleaders Council conducted the survey of 3 thousand UK
respondents aged from 18 to 44 years. It was necessary to choose the most «cool» things that can be bought,
and called for the «cool» people in 63 different categories.

According to a company research report Johnny Depp, Brad Pitt and Kiera Knightley have been
recognized as the most «cool» actors.

As the most «cool», director chosen by British was Quentin Tarantino, the very same «The Streets»
was recognized as «cool» musical group. As very «cool» drinks were the names of Belgian beer «Stella
Artois» and vodka «Stolichnaya».

Among the cars the most «cool» was the German mark «Audi», among the «cool» clothing brand in
the first place was the Italian «Diese». The survey revealed that respondents understand under the word
«cool» values such as «stylish», «trendy», «modern», «authentic» and «unique».

We carried out a study, which concerned the determination of the degree of popularity of the brand.
This study was conducted by the method of «share of mind determination». 50 people were interviewed
between the ages of 20 and 35. The survey was conducted through personal interviews and through social
networks. The sample is formed in a probabilistic manner, and in our opinion, is representative. Each
respondent called 5 trademarks, which he or she considered «cool». As it is known, the first objects usually
can be mentioned that are important for humans and are associated with a set of its stereotypes (sustainable
ideas and values inherent in a particular social group). Thus, 250 units of observation were received and 102
of them or 41.2% trademarks mentioned only 1 respondent. For the analysis were chosen trademarks / brands
which meet at least three times (Table 1).

Table 1
Trademarks mentioned by respondents more than two times, and their share in the total amount
mentioned

Ne Brand Quantity of respondent reference Specific gravity, %

1 2 3 4

1 Coca-Cola 15 6,0

2 Apple 10 4.0

3 Nestle i 2.8

4 Sony g 2.8

5 Roshen 7 2.8

6 Samsung 6 24

7 Adidas 6 2,4

8 McDonald’s 5 2,0

9 Nike 5 2,0

10 Proctor&Gamble 5 2,0

11 Nescafe 5 2,0

12 Google 4 1,6
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Continuation of Table |

1 2 3 4
13 Microsoft 4 1,6
14 Acer 3 1,2
15 Aro 3 1,2
16 | Always 3 1,2
17 | Jacobs 3 12
18 Ceitou 3 1,2
19 Topuun 3 1,2
20 Xopruus 3 1,2
21 Obonoun 3 1,2
2 | Schwartzcopf 3 1,2
23 | Oriflame 3 1.2
24 Milka 3 1,2
25 BMW 3 1,2
26 Toyota 3 1,2
27 Uymaxk 3 1,2
28 | XriGuuii ap 3 1,2
29 . YepHiriecbke 3 1,2
30 Jominik 3 1,2

Yeboro 147

From the study it can be concluded that for the national youth audience the most «cool» drink is
«Coca-Cola», the most «cool» clothing brand is «Adidas», the most cool car is BMW, and computers and
other equipment, «Apple's» out of competition among those who consider themselves cool by advanced
users.

We should also highlight the category of brands that have already been called global brands «Coca-
Cola», «Nike», «Adidas», «Apple», «Google», and «Microsoft». The last three of them do not use television
advertising in the Ukrainian market, and mainly promoted via the Internet and existing image. As the results
of research: in the struggle for the image not those firms win which use aggressive advertising and numerous
means of brand popularizing, but those which have found a bright and attractive character or argument.

It is obvious that the described strategy works effectively on goods with a high quality and useful
application properties. Although there are cases of «cool» brands appearing during promotion of goods,
which have not neither high quality nor useful customer properties (especially in the early stages of entering
the market). For example, it often happens with brands in the field of show business. And it happens because
art by its nature refers to those activities that create a culture virtually from nothing, for example,
components which accidentally found (sounds, rhythms, gestures, movements, colors, shapes, effects, eye-
catching, substances and items, did not find other applications and so forth.).

Today it is necessary to form a new mental psychological attitude toward the brand. If earlier this
concept practically equated with the notion of a well-known brand, the new model allows us to make several
important conclusions that branding is a system of marketing, which is closely linked with self-expression of
the buyer. He was not just offered a quality product that solves problems satisfying the needs, calling
pleasant emotions, but such a product, which, raises him to a new social level.

In this case, the criterion level, which person sets for oneself to meet the needs of self-realization, is
often determined by its authorities (idols). And it is used in advertising, in particular, in advertising with the
assistance of well-known people. In our opinion, the failure involving famous people in advertising of any
goods and services are determined only as the errors in the field of consumer psychology. However, having
proper psychologically planned advertising campaigns arranging, this practice is very effective undoubtedly.

Moreover, it is quiet more difficult sometimes to remake the goods under the demands of consumers
than to create a new subculture, the users number of which can be quite large. This, in its turn, under certain
circumstances, can lead to fabulously high profits. The reverse option is possible.

Sometimes a marketer can find such a sufficiently large group of people (subculture), to perform a
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thing (goods) as an object corresponding to system of values and norms of the group. A striking example of
the creation of a specific subculture of «promoted users» are «Apple» fans, from a marketing point of view it
is a segment of loyal consumers.

Thus, brands, in a broad sense, arise spontaneously and usually purposefully created and «paid for»
vanity-eating people (artificial) within subcultures. The buyer pays money with pleasure for an unforgettable
and extremely happy to pay the money. After all, experience has shown that people are much easier pass
«fire» and «water» than the «copper pipes». If a marketer uses in practice this psychological property of the
person as a social being, he can easily eliminate the psychological barrier of protection from the effects of
brand advertising, which under normal conditions got by consumer as extremely intrusive. Thus, the concept
of a brand or a «cool» brand is a kind of convention formed in consumer mind, which is a convenient unit of
measure, and an object with extra felling properties which in social dynamic systems can be controlled by
methods of marketing psychology.

Conclusions. Thus, in brief cool-brand-strategy it can be divided into several the most important
principles.

1. The brand is really «cool» for a particular buyer if the buyer, acquiring it, feels «cool» itself.

2. To be considered «cool» for buyer brand should be bought by those people whom the buyer
considers «cool».

3. To understand the psychological essence of what is estimated as a «cool» brand, it is necessary to
consider the sale of the object in the so-called social dynamic system frames.

4. In this system, a brand can purchase special «system» or «super-sensible» properties, which he did
not have before, increase their value and become «cool».

5. «Cool» brands can appear due to special people with specific motivation of self-expression, this
behavior is called distinctively.

6. To deliberate and planned creation of «cool» brands it is necessary to conduct psychological
studies, which are the main method of psychological experiments and tests.
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Bikropin BikrTopiBna JdobpsiHchka, KaHauaar
TEXHIYHUX Hayk, JoueHT. Bomomumup TapacoBuu
MipomHuuenko, crapmuii  Buknagad.  Jlwodos
CranicnagiBua I'yzeBebka, crynentka. [Tonraschkuii
HAIIOHANLHUI TEXHIYHMH yHiBepcuTer iMeHl HOpis
Kounpaparioxka. Jlocaigkenuss BILIMBY cool-OpeniB Ha
BITYM3HAHOMY CHOKHBYOMY PpHHKY. PosrasuHyro
CydacHe TpaKTYBaHHs IOHATTA «OpeHI», posib OpeHIiB
IpH 3AiHCHEHHI MapKEeTHHIOBOTO BIUIHBY (pipMH Ha
CIIOKMBAYIB, IMIJKEBI  XapakTEPUCTHKH  TOBApHOI
Mapku, cnenudiky cool-Openais. [locnigkeno cool-
OpeHay 3 TOYKM 30pYy BITYUM3HSHOT  ayauTOpii.
JlocaipKeHHs NPOBEACHO NUIIXOM ONMUTYBaHHA 0cid y
Biui Big 20 mo 35 pokiB MeTOHZOM 0COOHCTOrO IHTEPE 10
1 3a JIOIIOMOrOK cOLianbHUX Mepex. s anamisy Oymno
00paHo TOpProBi Mapku/OpeHju, sKi 3ycTpiyanucs B
ONMUTYBaHHAX Xoua O Tpuui. 3  MPOBEAECHOIO
AochipKeHHsT 3po0JIeHO BHUCHOBOK MpO Te, IO JyId
BITYM3HAHOT MONOMIKHOI AayAHTOpii «HAHKPYTIMIAM»
HanoeM € «Coca-Cola», HaHOIIBII «KPYTOHO» MAPKOIO
omsary — «Adidas», aeromobinem — BMW, a
KOMIUIOTEpM W 1Hma TexHika «Apple» nosa
KOHKYPCHIIIEI0 cepesl THX, XTO BBakae cede KpyTUMH
KOPHCTYBa4aMH. 3 COBaHO, W10 «KpyTl» OpeHau
BUHHKAOTh YHACIIIOK OCODNIMBOI MMOBEAIHKH JTHOAEH 31
crenu(iyHO MOTHBALli€l0 CAaMOBHUPAKEHHA;  JJIA
LUICCTIPSIMOBAHOTO  Ta  IUIAHOMIPHOTO — CTBOPCHHS
CKPYTUX» Openain HeoOX11H1 MCUXOJIOTTYH1
JOCITKEHHS], TOJIOBHHM METO/IOM SIKMX € TICHX OIOTi4HI
EKCIEPUMEHTH 1 MICUXOJIOTTUHI TECTH.

Knrouoei cnosa: ToBAapHAa Mapka, OpeHZ,
CIOXHBAY, IMiJIXK, cool-OpeH 1, CIIOKHBYMIA PUHOK.
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Bukropus Buxroposna JdoGpsinckas,
KaHIUIaT SKOHOMHYECKHX HayK, OOLeHT. Baagumup
Tapacopny MHpOIIHHYEHKO, cTapluil Ipenona-
pareiab.  Jlwdoosb  Cranucaasopna  ['ysepckas,
cryneHTka. [lonraBckuii HallMOHAIBHBIH TEXHHYCCKHUI
yuuBepeuter umenun FOpus Konnparwoka. HeenenoBa-
HHe BJIHAHHA c00l-OpeHIOB HA OTe4eCTBEHHOM

NOTPeOUTEIBECKOM PBIHKE. Paccmorpeno
COBPEMEHHOE TpAKTOBAHHE NOHATHA «OpeHI», poib
OpeHJIOB  TIpM  OCYIIECTBICHHH  MApKETHHIOBOTO

BIMSHHA  (UPMBI  Ha  TNOTpcOWTENs, WMM/DKEBBIC
XapPaKTEPUCTUKH TOBAPHOW MapkW, crneuuduky cool-
opennos. HMcenenoBano cool-OpeHibl ¢ TOUKH 3peHUs
oTeuecTBEHHOH aymuTopuu. HMccnenopanue npoeeneHo
myrem ompoca oco® B Bo3pacte or 20 mo 35 ner
METOJIOM ~ JHMYHOTO MHTEPBBID W € T[OMOIIBIO
couuanbHelx cerell. Jlns ananmza Obuio  BeIOpaHO
TOProBbIC MapKu/OpeHIbl, BCTpEUAIONMECsS B ONMpocax
MHHHMYM TpWKAbl. CHenaHo BBIBOL O TOM, 4TO HJIA
OTEUECTBEHHOH MOJIONGKHOH ayIHTOPHH  «CaMBIM
KpyrbiM» HanutkoMm sisnsiercst «Coca-Cola», naubonee
«KpyTOi» MapKoil oaexkbl — «Adidasy, apTomobuieM —
BMW, a koMmnbioTepsl U Jipyras TeXxHUKa «Apple» BHe
KOHKYPECHIIMM CPEJM TeX, KTO cuMTacT ce0s KPYThIMH
[I0JIb30BATENIAMH. BBIICHEHO, 4TO «KpyTHIE» OpeHB
BO3HHKAIOT BCIEICTBHU OCOOEHHOrO IOBENCHHUSA JTHOICH
CO crenu(HuIeckoil MOTHBAIMCH CaMOBBIPAYKCHHUS; JUIS
HEJICYCTPEMIICHHOTO M TUIAHOMEPHOrO  CO3/1aHMs
«KpYTBIX» OpCHI0B HEOOXOJHUMBI  [ICHXOJIOTHYCCKHUE
OKCTICPUMEHTHI M TICHX OJIOTHYECKUE TCCTHI.

Knwueeste crnoga: ToBapHas Mapka, OpeHn,
norpedurens, UMUIK, cool-OpeHna, moTpeOHTENbCKHi
PBIHOK,
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