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Â ñòàòüå èçëîæåíû îñíîâíûå ðåçóëüòàòû èññëåäîâàíèé àâòîðîâ â ðàìêàõ èçó÷åíèÿ ïðèðîäû
ôîðìèðîâàíèÿ ïîâåäåíèÿ ïîòðåáèòåëåé. Èíòåðåñíûìè ïðåäñòàâëÿþòñÿ ðåçóëüòàòû îïðîñà, ïðî-
âåäåííîãî ñ ïîìîùüþ îíëàéí-ïàíåëåé è ïîçâîëÿþùåãî ñäåëàòü âûâîäû î âëèÿþùèõ íà ïîâå-
äåíèå ïîòðåáèòåëÿ ôàêòîðàõ, à òàêæå ýìîöèîíàëüíîé ñâÿçè ïîòðåáèòåëÿ è áðåíäà. Îñîáî
ñëåäóåò îòìåòèòü ïðåäëîæåííóþ àâòîðàìè ìîäèôèöèðîâàííóþ ýìîöèîíàëüíóþ ìîäåëü ïîâåäå-
íèÿ ïîòðåáèòåëåé â ïðîöåññå ïðèíÿòèÿ ðåøåíèé î âûáîðå/ïîêóïêå òîâàðîâ èëè óñëóã. Ìåòîäî-
ëîãèÿ èññëåäîâàíèÿ ñòðîèëàñü â ðàìêàõ òåîðèè ïîâåäåí÷åñêîé ýêîíîìèêè íà îñíîâå ìåòîäà
ñåãìåíòèðîâàíèÿ ïî âûãîäàì è öåííîñòÿì. Ýòî ïîçâîëèëî ñóùåñòâåííî äîïîëíèòü ïðîöåññ
ìîäåëèðîâàíèÿ ïîâåäåíèÿ ïîòðåáèòåëåé. Áûëè îïðåäåëåíû ôàêòîðû, îêàçûâàþùèå âëèÿíèå íà
âûáîð áðåíäà, â ïðîöåññå îïðîñà âûÿâëåíà ñòåïåíü èõ âëèÿíèÿ. Îïðîñ áûë ïðîâåäåí ñðåäè
500 ðåñïîíäåíòîâ ìóæñêîãî è æåíñêîãî ïîëà â âîçðàñòå îò 18 äî 35 ëåò. Îñîáåííîñòü èññëåäî-
âàíèÿ çàêëþ÷àëàñü â óñòàíîâëåíèè âîçðàñòíûõ ãðàíèö ðåñïîíäåíòîâ äëÿ áîëåå òî÷íîãî âûÿâëå-
íèÿ õàðàêòåðèñòèê ñåãìåíòà, ñõîæåãî ïî âîñïðèíèìàåìûì öåííîñòÿì è îáðàçó æèçíè, êîòîðûå
è ïðåäîïðåäåëèëè ñåãìåíòèðîâàíèå ïî âûãîäàì. Íà îñíîâàíèè ïðîâåäåííîãî èññëåäîâàíèÿ
àâòîðû ñôîðìèðîâàëè ìîäåëü èíòåëëåêòóàëüíûõ îïåðàöèé ñ ýìîöèÿìè, îïðåäåëèëè èíñòðó-
ìåíòû âîçäåéñòâèÿ, âûÿâèëè ôàêòîðû, îêàçûâàþùèå âëèÿíèå íà âûáîð áðåíäà, è îïðåäåëèëè
ýìîöèîíàëüíûå ôàêòîðû, âëèÿþùèå íà ïîâåäåíèå ìîëîäåæíîãî ñåãìåíòà.

Êëþ÷åâûå ñëîâà: ïîâåäåíèå ïîòðåáèòåëÿ, ýìîöèîíàëüíûé èíòåëëåêò, ýìîöèîíàëüíàÿ ñâÿçü,
áðåíä, ëîÿëüíîñòü, ýìîöèÿ, öåííîñòü.

Îñíîâíûå ïîëîæåíèÿ:
¨ âûÿâëåí íîâûé èìïóëüñ ëîÿëüíîñòè ê áðåíäó èëè òîâàðíîé ìàðêå íà îñíîâå ôîðìèðîâàíèÿ

ñèëüíîé ýìîöèîíàëüíîé ñâÿçè èëè ýìîöèîíàëüíîé àññîöèàöèè ó ïîòðåáèòåëÿ ê òîâàðíî-
ìàðî÷íîìó îáåùàíèþ;

 ̈ïðîâåäåíî ìàðêåòèíãîâîå èññëåäîâàíèå ïîâåäåíèÿ ìîëîäåæíîãî ñåãìåíòà, âûÿâëåíû ôàêòî-
ðû âëèÿíèÿ, ïîçâîëÿþùèå ìîäåëèðîâàòü è óïðàâëÿòü ïîâåäåíèåì ïîòðåáèòåëåé îïðåäåëåííî-
ãî öåëåâîãî ñåãìåíòà;

¨ ñôîðìèðîâàíà ìîäèôèöèðîâàííàÿ ýìîöèîíàëüíàÿ ìîäåëü ïîâåäåíèÿ ïîòðåáèòåëåé íà îñíî-
âå èíñòðóìåíòàðèÿ ýìîöèîíàëüíîãî èíòåëëåêòà è ïîëîæåíèé ïîâåäåí÷åñêîé ýêîíîìèêè.

Ââåäåíèå
Íåñìîòðÿ íà äèíàìè÷íîå ðàçâèòèå öèô-

ðîâûõ òåõíîëîãèé è ïåðåõîä íà îíëàéí-ïðî-
äàæè, îñòàåòñÿ íåèçìåííîé ïðîáëåìà ïðèðî-
äû ïîâåäåíèÿ ïîòðåáèòåëÿ. Ïðè ýòîì èìåííî
÷åëîâåêîöåíòðè÷íîñòü äàåò âîçìîæíîñòü ðàñ-
ñìàòðèâàòü èññëåäîâàíèÿ â îáëàñòè ïîâåäå-
íèÿ ïîòðåáèòåëåé (consumer behavior) êàê
àêòóàëüíûå è èìåþùèå áîëüøîå êàê íàó÷-
íîå, òàê è ïðàêòè÷åñêîå çíà÷åíèå.

Ãåíåçèñ íàó÷íûõ íàïðàâëåíèé èññëåäî-
âàíèé, îòðàæàþùèõ ïðèðîäó ôîðìèðîâàíèÿ
ïîâåäåíèÿ ïîòðåáèòåëåé, ïîçâîëÿåò ðàññìàò-

ðèâàòü äàííîå ïîâåäåíèå êàê ñîöèàëüíî-ýêî-
íîìè÷åñêîå ÿâëåíèå, îñíîâàííîå íà îñóùå-
ñòâëåíèè âûáîðà, ôîðìèðîâàíèè ñïðîñà íà
òîâàð èëè óñëóãè è èõ ïîòðåáëåíèè.

Áåçóñëîâíî, ïîâåäåíèå ïîòðåáèòåëåé îáî-
ñíîâàíî òåîðèåé ðàöèîíàëüíîãî ïîâåäåíèÿ
è ñâîáîäû âûáîðà,  íî ïðè ýòîì íåëüçÿ  îñ-
òàâëÿòü áåç âíèìàíèÿ ïðîáëåìó îñîçíàííîãî
è íåîñîçíàííîãî â ïîâåäåíèè ÷åëîâåêà â ìî-
ìåíò ñîâåðøåíèÿ ïîêóïêè òîâàðà èëè óñëóãè.

Íåñîìíåííî, ïðîöåññ ñîâåðøåíèÿ ïîêó-
ïîê âûçûâàåò ýìîöèè, îíè ìîãóò áûòü ðàç-
íûìè ïî ñâîåé ïðèðîäå: ïîçèòèâíûìè, íåãà-
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òèâíûìè èëè íåéòðàëüíûìè, íî èìåííî ýìî-
öèè îïðåäåëÿþò ìîäåëü ïîâåäåíèÿ ïîêóïàòå-
ëÿ, åãî âûáîð è ïðèâåðæåííîñòü (ëîÿëüíîñòü
è âîâëå÷åííîñòü)1. Ýòèì è îáóñëîâëåíà íå-
îáõîäèìîñòü èçó÷åíèÿ ýìîöèîíàëüíîãî èí-
òåëëåêòà, ïîñêîëüêó ïîíèìàíèå ýìîöèé ïî-
òðåáèòåëÿ íà ñåãîäíÿøíèé äåíü ÿâëÿåòñÿ áà-
çîé äëÿ âûñòðàèâàíèÿ ìàðêåòèíãà âçàèìîîò-
íîøåíèé ìåæäó ïðîèçâîäèòåëåì è ïîòðåáè-
òåëåì òîâàðà/óñëóãè.

Èíòåëëåêòóàëüíûå îïåðàöèè ñ ýìîöèÿìè -
ýòî âåðáàëèçàöèÿ ýìîöèé ïóòåì èõ îñîçíà-
íèÿ è äèôôåðåíöèðîâàíèÿ. Ðåçóëüòàòîì ýìî-
öèîíàëüíîãî èíòåëëåêòà â ìàðêåòèíãå ÿâëÿ-
åòñÿ îñîçíàíèå íåîáõîäèìîñòè â ïðèîáðåòå-
íèè òîâàðà èëè óñëóãè ïîñðåäñòâîì àäàïòà-
öèè ñîáñòâåííûõ ýìîöèé, ñêðûòûõ ôîáèé,
êîìïëåêñîâ è ñìûñëîâ.

Êåâèí Ðîáåðòñ ñïðàâåäëèâî ïîëàãàåò, ÷òî
ñèëüíàÿ ýìîöèîíàëüíàÿ ñâÿçü ìåæäó áðåí-
äîì è ïîêóïàòåëåì åñòü íå ÷òî èíîå, êàê íî-
âûé èìïóëüñ ëîÿëüíîñòè2. Ìû ïîëíîñòüþ ñî-
ãëàñíû ñ òî÷êîé çðåíèÿ, ÷òî äîâåðèå ê áðåí-
äó è ãîòîâíîñòü ïåðåïëà÷èâàòü çà ìàðî÷íûé
êàïèòàë åñòü ñëåäñòâèå ýìîöèîíàëüíîãî äî-
âåðèÿ. Ýìîöèîíàëüíóþ ñâÿçü ïîòðåáèòåëÿ è
áðåíäà ñòîèò ðàññìàòðèâàòü êàê êëþ÷åâîé
ïîêàçàòåëü ïðè îöåíêå ýôôåêòèâíîñòè ìàð-
êåòèíãîâûõ ñòèìóëîâ, îñíîâàííûõ íà íåöå-
íîâîì ïîäõîäå.

Ìåòîäû
Ïðè àíàëèçå ìîäåëåé ïîâåäåíèÿ ïîòðå-

áèòåëåé ÷àùå âñåãî èñïîëüçóþò òåîðèè ìî-
òèâàöèè À. Ìàñëîó, Ä. ÌàêÊëåëàíäà, Â. Ìàê
Ãèðà, Ë. Ôèñòèíãåðà, Ô. Êîòëåðà, ñðåäè îòå-
÷åñòâåííûõ èññëåäîâàòåëåé ìîæíî âûäåëèòü
òðóäû Â. Øàäðèêîâà, À.Í. Ëåîíòüåâà. Îñî-
áóþ ïîïóëÿðíîñòü ïðèîáðåòàåò íàóêà íà ñòû-
êå ìàðêåòèíãà è íåéðîáèîëîãèè - íåéðîìàð-
êåòèíã.

Â íàøèõ ïóáëèêàöèÿõ ðàíåå îòìå÷àëîñü,
÷òî ðåçóëüòàòû èññëåäîâàíèé îáðàáîòêè äàí-
íûõ ÏÝÒ, àéòðåêåðîâ ïîçâîëÿþò ôèêñèðîâàòü
ïîòðåáèòåëüñêèå ðåàêöèè íà ðàçäðàæèòåëè,
ýòî ïîäòâåðæäàþò ãèïîòåçó, ÷òî ñåìàíòèêà è
ñåìèîòèêà òàêæå âëèÿþò íà âûáîð òîãî èëè
èíîãî ïðîäóêòà èëè óñëóãè.

Ìåæäèñöèïëèíàðíîñòü íåéðîôèçèîëî-
ãèè, ïîâåäåí÷åñêîé ýêîíîìèêè è ìàðêåòèíãà
ìîæíî ïðîñëåäèòü â òðóäàõ Äàíèýëà Êàíå-
ìàíà, Äæåððàëüäà Çàëòìàíà, Àðíäòà Òðàéí-

äëà, Áàðòà Îéåìàíà, Ìàðòèíà Ëèíäñòðîìà,
Äýâèäà Ëüþèñà, Ðîäæåðà Äóëè è äð.

Îñîáûé èíòåðåñ ïðåäñòàâëÿþò ðàáîòû
íàøèõ êîëëåã èç Ìåæäóíàðîäíîãî óíèâåð-
ñèòåòà ìåäèà è ëèíãâèñòèêè (ã. Ìèëàí), íà-
ïðèìåð, Âèí÷åíöî Ðóññî ïðèâîäèò ðåçóëüòà-
òû èññëåäîâàíèé â îáëàñòè íåéðîìàðêåòèíãà
è íåîñîçíàííûõ ðåàêöèé ïîòðåáèòåëåé íà âè-
çóàëèçàöèþ3.

Ñëåäóåò îòìåòèòü, ÷òî ìåòîäû, íåêîãäà
ñ÷èòàâøèåñÿ ýôôåêòèâíûìè, óæå íå ðàáîòà-
þò â ñîâðåìåííûõ ðåàëèÿõ èëè íå ïîêàçûâà-
þò âûñîêèõ ðåçóëüòàòîâ; ïðè÷èíû ýòîãî ñëå-
äóþùèå: ðûíîê ïåðåíàñûùåí îäíîòèïíûìè
òîâàðàìè, òðåáîâàòåëüíîñòü ïîòðåáèòåëÿ ðà-
ñòåò â ñâÿçè ñ ïîâûøåíèåì óðîâíÿ è êà÷åñòâà
æèçíè, ìåíÿþòñÿ è ïîòðåáíîñòè4. Íàìè âû-
äåëåíû îñíîâíûå ýìîöèîíàëüíûå ôàêòîðû,
íà îñíîâå êîòîðûõ ïîòðåáèòåëü ôîðìèðóåò
ñâîå îòíîøåíèå ê ïðîäóêòó, è â ïðîöåññå îï-
ðîñà âûÿâëåíà ñòåïåíü èõ âëèÿíèÿ.

Ðåçóëüòàòû
Îïðîñ áûë ïðîâåäåí ñðåäè 500 ó÷àñòíè-

êîâ, 57% ñîñòàâèëè äåâóøêè, 43% - þíîøè,
âîçðàñòíîé äèàïàçîí - îò 18 äî 30 ëåò.

Îïðîñ ïîêàçàë, ÷òî îñíîâíûìè ôàêòîðà-
ìè ïðè âûáîðå áðåíäà ÿâëÿþòñÿ êà÷åñòâî,
ðåêîìåíäàöèÿ ïðîôåññèîíàëîâ è äðóçåé è
òåððèòîðèàëüíàÿ äîñòóïíîñòü (ðèñ. 1). Ýòî
ïîçâîëÿåò íàì ñäåëàòü âûâîä, ÷òî áðåíä -
ýòî òîâàðíî-ìàðî÷íîå îáåùàíèå, êîòîðîå
äàåòñÿ è âûïîëíÿåòñÿ ðåãóëÿðíî, ëîÿëüíîñòü
ê áðåíäó ôîðìèðóåòñÿ ïîñðåäñòâîì äîâåðèÿ
ê ãàðàíòèðîâàííîìó êà÷åñòâó è îäîáðåíèþ
ñî ñòîðîíû îáùåñòâåííîñòè (òðàêòîâêà
Í. Êîðî). Ïðèâåðæåííîñòü áðåíäó àâòîìàòè-
÷åñêè îòíîñèò òåáÿ ê ãðóïïå åäèíîìûøëåí-
íèêîâ.

Êðîìå òîãî, áûëà ïðåäëîæåíà ãèïîòåçà,
÷òî ëþáàÿ âèçóàëèçàöèÿ ýìîöèè ïîçâîëÿåò
ñôîðìèðîâàòü ïîòðåáèòåëüñêóþ öåííîñòü
èëè, íàîáîðîò, âûçâàòü íåãàòèâíûå àññîöèà-
öèè ñ áðåíäîì.

Íà ïåðâîì ýòàïå èññëåäîâàíèÿ ýìîöèî-
íàëüíûõ ñâÿçåé áûëè âûáðàíû áàçîâûå ýìî-
öèè (ïî Ê. Èçàðäó). Ðåçóëüòàòû îïðîñà ïðåä-
ñòàâëåíû íà ðèñ. 2.

Ïîëó÷åííûå äàííûå ïîäòâåðäèëè ïðåä-
ïîëîæåíèå, ÷òî ýìîöèè ñâÿçàíû ñ èäåíòèôè-
êàöèåé ñåáÿ â îáùåñòâå, à ñêëîííîñòü ê ïî-
òðåáëåíèþ òîâàðîâ è óñëóã ÿâëÿåòñÿ ñëåä-
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Ðèñ. 1. Ôàêòîðû, îêàçûâàþùèå âëèÿíèå íà âûáîð áðåíäà

Ðèñ. 2. Ñòåïåíü âëèÿíèÿ ýìîöèè íà âûáîð èëè îòêàç îò áðåíäà
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ñòâèåì ñèìâîëèçàöèè ñòàáèëüíîñòè è êà÷å-
ñòâà æèçíè.

Òàêèì îáðàçîì, ìîæíî ìîäèôèöèðîâàòü
ìîäåëü îïåðàöèé ñ ýìîöèÿìè íà îñíîâå ïðè-
ðîäû èõ âîçíèêíîâåíèÿ è ñèìâîëèçàöèè.
Ìîäåëü ïðåäñòàâëåíà íà ðèñ. 3.

Îáñóæäåíèå
Ïðîâåäåííûé íàìè îïðîñ 500 ÷åëîâåê â

òîðãîâûõ öåíòðàõ ìåãàïîëèñîâ (Êàçàíü, Óôà)
ïîêàçàë, ÷òî ìàðêåòèíãîâûì ñòèìóëîì äëÿ
ïîòðåáèòåëÿ íàøåé öåëåâîé àóäèòîðèè (ìî-
ëîäåæü) âûñòóïàþò ýìîöèîíàëüíûå ñâÿçè â
ïðîöåññå ñîâåðøåíèÿ ïîêóïêè.

Òàêèì îáðàçîì, ìàðêåòèíãîâûå ñòèìóëû
è “÷åðíûé ÿùèê” ïîêóïàòåëÿ ôîðìèðóþò îò-
âåòíóþ ðåàêöèþ. Â ñëó÷àå ñ âûáîðîì áðåíäà
ýòî ïîâòîðíîå îáðàùåíèå èëè ðåêîìåíäàöèÿ
çíàêîìûõ è ò.ï.

Çà îñíîâó ïîòðåáèòåëüñêîãî ïîâåäåíèÿ â
äàííîì ñëó÷àå áåðåòñÿ ñàì ïðîöåññ ïðèíÿ-
òèÿ ðåøåíèÿ è âëèÿþùèå íà íåãî ôàêòîðû.
Ïðîöåññ ïðèíÿòèÿ ðåøåíèÿ ñîñòîèò èç íå-
ñêîëüêèõ ýòàïîâ:

1) ñàìà ñèòóàöèÿ, ò.å. îñîçíàíèå íåîáõî-
äèìîñòè èìåííî â äàííîì áðåíäå;

2) îñîçíàíèå ïîòðåáíîñòè â îïðåäåëåí-
íîì êà÷åñòâå áðåíäà è åãî îáùåñòâåííîì
îäîáðåíèè;

3) îöåíêà àëüòåðíàòèâ è ïåðåõîä îò èð-
ðàöèîíàëüíîé ýìîöèîíàëüíîé ñâÿçè ê ðàöè-
îíàëüíîé;

Ðèñ. 3. Ìîäèôèöèðîâàííàÿ ìîäåëü îïåðàöèé ñ ýìîöèÿìè

4) íåïîñðåäñòâåííîå ïðèîáðåòåíèå áðåí-
äà è äàëüíåéøåå ïîòðåáëåíèå;

5) ýìîöèîíàëüíûé êîíòðîëü è ïðèîáðå-
òåíèå ñîöèàëüíûõ íàâûêîâ.

Çàêëþ÷åíèå
Âîâëå÷åííîñòü èëè ëîÿëüíîñòü ïîòðåáè-

òåëÿ, êàê êîíå÷íàÿ öåëü áðåíäîâîé ñòðàòå-
ãèè, ïðîÿâëÿåòñÿ íàëè÷èåì ýìîöèîíàëüíîé
ñâÿçè ïîòðåáèòåëÿ è áðåíäà. Ýìîöèè åñòü
ñëåäñòâèå íåéðîôèçèîëîãèè ïîòðåáèòåëÿ,
ïîýòîìó îäíè è òå æå áðåíäû âûçûâàþò ðàç-
ëè÷íûå ýìîöèè, à ñëåäîâàòåëüíî, è ñòåïåíü
âëèÿíèÿ ðàçíàÿ. Äëÿ ìîëîäåæíîé àóäèòîðèè
áðåíä äîëæåí áûòü ïîäêðåïëåí àðãóìåíòà-
ìè, ïîäòâåðæäàþùèìè òîâàðíî-ìàðî÷íîå
îáåùàíèå, êîòîðîå íàì ïðåäëàãàåò áðåíä,
ïîýòîìó áðåíä îáÿçàí èìåòü ýìîöèîíàëüíûé
ôîí, êîòîðûé è áóäåò ôîðìèðîâàòü íîâûé
èìïóëüñ ëîÿëüíîñòè5.

Áëàãîäàðíîñòè
Êîëëåêòèâ àâòîðîâ âûðàæàåò áëàãîäàð-

íîñòü Íèêîëàñó Ðóäîëüôîâè÷ó Êîðî
(ã. Ìîñêâà) çà åãî èäåîëîãè÷åñêóþ ïîääåð-
æêó íàó÷íûõ èññëåäîâàíèé, êðèòèêó è îäîá-
ðåíèå.

Àâòîðñêèé êîëëåêòèâ áëàãîäàðèò òàêæå
ïðîôåññîðà Âèí÷åíöî Ðóññî, êîëëåãó èç Ìåæ-
äóíàðîäíîãî óíèâåðñèòåòà ìåäèà è ëèíãâèñ-
òèêè (IULM, ã. Ìèëàí), çà âîçìîæíîñòü ïî-
ñìîòðåòü íà ïîâåäåíèå ïîòðåáèòåëåé ÷åðåç



Ýêîíîìèêà, îðãàíèçàöèÿ è óïðàâëåíèå îðãàíèçàöèÿìè, îòðàñëÿìè, êîìïëåêñàìè

33

ïðèçìó ðåçóëüòàòîâ íåéðîìàðêåòèíãîâûõ èñ-
ñëåäîâàíèé.
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The study describes the main results of the authors’ studies in the framework of studying the
nature of consumer behavior. The results of a survey conducted using online panels are interesting
and allow drawing conclusions about factors affecting consumer behavior, as well as the emotional
connection between the consumer and the brand. The authors proposed modified emotional model
of consumer behavior in making decisions about the choice / purchase of goods or services. The
research methodology was built in the framework of the theory of behavioral economics based on
the method of segmentation by benefits and values. This made it possible to significantly supple-
ment the process of modeling consumer behavior. The factors influencing the choice of the brand
were identified, the degree of their influence was revealed during the survey. The survey was
conducted among 500 male and female respondents aged 18 to 35 years. The peculiarity of the
study was to establish the age limits of respondents to more accurately identify the characteristics
of the segment, similar in perceived values and lifestyle, which determined the segmentation of
benefits. Based on the study, the authors formed a model of intellectual operations with emotions,
identified the tools of influence, factors that influence the choice of the brand, and emotional
factors that influence the behavior of the youth segment.

Keywords: consumer behavior, emotional intelligence, emotional connection, brand, loyalty, emo-
tion, value.

Highlights:
¨ a new impulse of loyalty to a brand or trademark was revealed based on the formation of a

strong emotional connection or emotional association with the consumer for a brand-name
promise is identified;

¨ a marketing study of the behavior of the youth segment is carried out, which makes it possible
to identify influence factors that allowed us to model and control the behavior of consumers of
a specific target segment;

¨ a modified emotional model of consumer behavior is formed based on tools of emotional
intelligence and provisions of the behavioral economy.
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