3JaTHUX YHOPAaBIATH KOHLENTyalbHUMHU 3acob0amu po3MilieHHs. [lepcnekTuBoro
NOJAbIINX JOCTIKEHb € PO3p0o0Ka METOAMKHU OI[IHIOBAHHS €KOHOMIYHOTO €(eKTy
apT-KOHIIEMIIIi /i1 KOHKPETHOTO 3aco0y PO3MIIIEHHS Ta (pOPMYBAHHS MPAKTUIHUX
pPEKOMEHJIAIli II0JI0 MOETAMHOTO BIPOBAIKEHHS apT-TOTEIbHOI MOZENi B YMOBax
YKpaiHCBKOTO pUHKY [2].
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XauarypsiH Osiena CepriiBHa

KaHIUaTKa eKOHOMIYHUX HayK,

JIOIIEHTKA Kadeapy eKOHOMIKH, TiAMPUEMHUIITBA

Ta rOTEIHLHO-PECTOPAHHOI CIIPABH,

[lenTpanbHOyKpaiHCHKUI HAI[IOHAIbHUM TEXHIYHUN YHIBEPCUTET
KponuBHunbkui, Ykpaina

BIJA CEPBICY O BPA’KEHb: AIK KPEATUBHICTb CTA€ I'OJIOBHOIO
KOHKYPEHTHOIO IIEPEBAI'OIO B HORECA

Cdepa HoReCa B YkpaiHi ChOroiH1 pO3BUBAETHCS B YMOBAX MOCTIMHUX 3MiH,
Kl 3yMOBJICHI HE JIMIIE EKOHOMIYHUMHM YW TEXHOJOTIYHMMHM YHWHHHKAMH, a WU
TpaHc(OopMaIli€er0 MOBEAIHKA CaMHUX CIOKHUBa4iB. Te, 1m0 1€ KiUTbKa POKIB TOMY
BBa)KAJI0CS JOCTATHIM — SIKICHUHM CEpBIC 1 MPUHHATHA I[iHA — BXKE HE TapaHTy€e yCIHIXy.
BiaBigyBad odikye OUTBIIIOTO: HE MPOCTO OTPUMATH MOCIYTY, a BIAUyTH atMochepy,
OTPHUMATH €MOIIil0, 3araM’ ATaTh caM JIOCBIJ B3aEMOIIT 13 3aKJIaJIOM.

3a TakMX yMOB MIJANPUEMCTBA 3MYIICHI IEPEOCMHUCITIOBATH BIACHI MIAXOIU 10
KOHKYypeHIlii. 30Kkpema, Je/iali MOMITHIIIOK CTa€ Poib KPEaTUBHOCTI, KA JO3BOJISE
BUMTH 3a MEXI CTaHJIAPTHUX PIIICHb 1 3aIPONOHYBATU KIIIEHTY IIOCh OUIBIIIE, HIXK
MPOCTO «AKICHE 00CITYyrOBYBaHHS» y 3BUYHOMY pO3yMiHHI [1, c. 45-46].

VY HaykoBiil JiiTepaTypi 111 IPOIIECH BXKE JOCTaTHLO BUCBITIEHI. Tak, y mparsx
[1; 2, c. 12-14] yBara 30cepeIKy€eThCsl Ha CTPYKTYPHHUX MPoOIeMax pO3BUTKY Taiysi
Ta 1JIKPECITIOETHCS 3HAYECHHS 1HHOBAI VIS 3a0e3neueHHs
KOHKYPEHTOCITPOMOXKHOCTI. OKpeMi JOCHIAHUKMA HaroJIoNlyrTh, L0 Cy4YacHUU
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MeHeKMEeHT y cepi HoReCa He Moxke 3anuimatucss He3MIHHMM 1 Ma€ TMOCTIMHO
PUCTOCOBYBATUCA O HOBUX 3amuTiB crnokuBadiB [3, c. 88-90]. V cBorw uepry,
KpPEaTUBHICTH JI€JaJli YaCTIIIe PO3IISAA€THCS HE K JOAATKOBHUM IHCTPYMEHT, a SIK OTUH
13 KJTIOYOBUX YMHHHUKIB PO3BUTKY Oi13HECY, 0COOIMBO B YMOBaxX HeCTaOlIbHOCTI [4, C.
142-144]. BoaHouac pe3ynbTaTH IOCITIKEHb CBiAYaTh, IO CIIOXKHUBA4Y yce OiIbIIe
OpIEHTYETHCS Ha 1HANBIAYATbHUM MIIX1]1 T €MOIIHE HAOBHEHHS MOCTYTH [5, ¢. 56-
58].

Meroro 111€i poOOTH € 3’sCyBaHHS pPOJII KPEaTUBHOCTI Yy (OpMyBaHHI
KOHKYypeHTHUX mnepeBar mianpuemctB HoReCa, a Ttakox aHami3z mnepexomy Bij
TPAIULIIHOTO CEPBICY J0 MOACII, Y SIKil BU3HAYAIbHUM CTa€ KIEHTCHKUHN JOCBI/I.

SIK110 3BEpHYTHCS IO CyYaCHUX TEHJCHI[IN pO3BUTKY T'aly3l, MOXKHA TIOMITHUTH,
0 3MIHIOETbCSI cama Jorika ¢GopMyBaHHS IIHHOCTI. PaHile KIII€HT OIliHIOBaB
MOCIIYTY 3A€0UTBIIOT0 Yepe3 ii (PYHKI[IOHAJIbHI XapaKTePUCTHKHU, TOJI SK ChOTOIHI
BAXJIMBILIMMU CTAIOTh BIAYYTTS, K1 BOHA BUKJIMKAE. Y [IbOMY pa3i JOPEYHO TOBOPUTHU
PO MOIIMPEHHS KOHUEIMIII €KOHOMIKH BpPa)X€Hb, Y MEXKax SKOi Mociyra (hakTH4YHO
HaOyBae JI01aTKOBOIO eMolliitHoTo 3MicTy [1, ¢. 45-46].

Lleli mepexiny yMOBHO BigoOpakeHo Ha puc. 1. IlpencraBnena mozjenb
JIEMOHCTPYE, 10 PO3BUTOK BiOYyBA€THCS MOCTYIOBO: BiJi 0a30BOro cepBicy — 0
CKJIaMHIMUX (HOPM B3a€EMOJIIi, € KIIEHT CTa€ HE JIMIIE CIOKUBAYEM, a 1 YYAaCHUKOM
IIPOIIECY.

LliHa / AKicTb CTaHAapTH IHpuBi nyanisauia ATmochepa eraT%HiCTb
Pucynok 1 — Mogens niepexony Bij cepsicy 10 BpaxkeHb y HoReCa
IDicepeno: po3pobneno agmopom

Crin 3ayBakuTH, 110 B 1[I MOJE1 KPEATUBHICTh HE OOMEXKYETHCS OKPEMUMU
pIIEHHSAMU Y eJleMEHTaMH Ju3aiiHy. BoHa BHSBIS€THCS KOMIUIEKCHO — uepe3
KOHIICTIIIIIO 3aKjaay, OpraHi3aililo MmpocTopy, (Gopmar oOCIyroByBaHHS Ta CTUIIb
KOMYHIKaIlii, popMyIouH 3arajibHe CIpUHHATTS Openny [2, c. 12-14].

JIjist OLIbII YITKOTO PO3YMIHHA 3MiH, 10 BiOYBalOTHCS, BAPTO 3BEPHYTHUCS 0
Tabn. 1, JAe TOPIBHIOIOTHCS JIBa MIAXOAM JO BEICHHS Ol3HECy — TpaauliHUM 1
KpEaTUBHUM.

Tabmuis 1 — [opiBHsUIIbHA XapaKTEepUCTUKA TPAAUIIHHOTO Ta KPEATUBHOTO IMIJIXOIB Y
HoReCa

Kpurepiii Tpaguuiiauii miaxig KpearuBHuii migxin
OcHOBHa LIIHHICTh SkicTh mocayru Emouii Ta BpaskeHHs
KonkypentHa nepeara [lina, crangaptu VYHIKaIbHICTh, KOHIICTIIIisI
Pouns xitieaTa ITacuBHUN criokUBay AKTHBHUN YYaCHHUK JOCBITY
MapkeTuHr [ndopmyBanHs Cropitenisr, OpeHA-10CBiT
IanoBar1 Oo0MexeHi ITocriliHi Ta cUCTEMHI

IDicepeno: pospobneno agmopom
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Ax BUmHO 3 Taba. 1, BIAMIHHOCTI MK IIUMH MIJXOJaMU € CyTTEBUMH. SIKIIO
TpaauLiiHa MOJIeTIb OPIEHTOBAHA MEPEBAKHO HA CTaHIAPTU3ALlII0 Ta KOHTPOJIb BUTPAT,
TO KpeaTHBHa — Ha (POpMyBaHHS YHIKAJIbHOI MPOMO3UIIIi Ta €MOLIHHOTO 3B’SI3KY 3
KIIIEHTOM. Y pe3yibTaTi 3MIHIOETHCS 1 XapakTep KOHKYPEHIIii: BOHA MEPEMIITY€EThCS 3
TUTOIIMHU «I[IHA—SAKICThY» y IJIOLIMHY BpakeHb 1 AocBiny [3, c. 88-90].

[IpakTrKka mokasye, 1Mo KpeaTuBHICTh peani3yeThes y pizHuX dopmax. Lle moxe
OyTH sIK HE3BUYHA KOHLIETIIis 3aKJIaay, Tak 1 3aCTOCYBaHHS 1HTEpaKTUBHUX (OpMarTiB
a00 eJIEMEHTIB CTOPITCMHTY. Y JESIKMX BHIIaJIKaX BaXXJIUBY POJb BIIITPAOTh
raCTPOHOMIYHI €KCIIEPUMEHTH, sIKI caMi CTal0Th YaCTHHOIO JIOCBIY.

OxpeMoi yBaru 3aciiyroBye IMepcoHalli3allis, Mo nependadyae MpUCTOCYBaHHS
MPOTO3HUIIIT A0 1HAUBIAYaJbHUX OCOOIMBOCTEH KiieHTa. Buxopucranus uudpoBux
IHCTPYMEHTIB JIa€ 3MOTy Kpallle pO3yMITH MOBEIAIHKY CIOXUBa4iB 1 hopMyBaTH O1JIbII
TOYHI MPOIIO3HIIii, [0 MO3UTUBHO BIUIMBAE HA PIBEHb IXHBOI JIOSIILHOCTI [3, ¢. 88-90].

Boanouyac edeKkTMBHE BHKOPUCTAaHHS KpPEATUBHOCTI MOTpPeOye BIAMOBITHOTO
YIIPABITiHCHKOTO MifXomy. MeThes Ipo KpeaTHBHMI MEHEKMEHT, SKHil mepenoadae
CTBOPEHHS YMOB JUIs IOSIBM HOBUX 1/I€W Ta MIATPUMKH 1HIIATUBHOCTI MEPCOHAIY. K
CBIIYaTh JOCIHIJKEHHS, MIANPUEMCTBA, 110 MPALIOOTh Y TakoMy Qopmari, Jerme
MPUCTOCOBYIOTHCS JI0 3MIH 1 IIBU/IIE PEArytoTh Ha BUKIUKU PUHKY [4, c. 142-144].

VY miacyMKy MOKHA 3a3HAYUTH, 10 KPEATUBHICTH MOCTYNOBO MEPEXOIUTH 13
KaTeropii J10laTKOBUX IepeBar y Kareropiro Oa3oBuX. BoHa BU3HAa4Yae He nwile
30BHINIHIA BUDIAA YW KOHICMIIO 3aKjiamy, a W 3arajJbHy MOJEIb WOro
dbynkiionyBanHs. Came 3[aTHICTh CTBOPIOBATU YHIKAJIBHUMA JOCBiA B3aeMomil 3
KIIEHTOM CTa€ THUM YWHHHUKOM, SKUA 3a0e3redye KOHKYPEHTOCIPOMOXHICTh Y
JIOBrOCTPOKOBIH mepcnekTusi [5, c. 56-58].

Otxe, po3putok chepu HoReCa cBimuuTh mpo 3MIMICHHS aKIEHTIB y OiK
eMOLIHHOT CKi1afoBoi mociayru. KpeaTuBHICTh y IIMX yMOBax BHCTYIa€ HE IPOCTO
IHCTPYMEHTOM, a CTpaTeriyHUM PECypCoM, BiJ €(PEKTUBHOCTI BUKOPUCTAHHSA SKOTO
3aJIEKUTh MO3ULIS MIANPUEMCTBA HA PUHKY.
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THE EFFECT OF SOCIAL MEDIA ON CONSUMERS' PURCHASE
INTENTION: HOW FOOTBALL CLUBS USE SOCIAL MEDIA AS A
STRATEGIC TOOL TO INFLUENCE FANS’ PURCHASE INTENTION

Abstract. The purpose of this research is to find out the effect of social media
on customers' purchase intentions, with special regard to the possibility of football
clubs to engage their supporters through social media and stimulate the purchase of
their equipment. Social media emerged as an essential instrument for communication
with supporters, promotion of the club's brand, and the ability to manipulate the
behavior of its customers. 380 football fans participated in the conducted online
survey, and the results of the analysis, carried out in SPSS, proved that there is a
significant impact of social media engagement on fan engagement and purchase
intention. Posts such as match highlights or behind-the-scenes footage serve the
function of creating emotional engagement and increasing the likelihood of making
a purchase. The clubs employ marketing strategies including product promotion and
discounts, which directly affect consumer behavior. In contrast, an excessive number
of ads in the absence of useful content may result in lower page traffic engagement.

Introduction. Social media has become a powerful tool in sports marketing,
especially within football clubs. Platforms such as Instagram, Facebook, and TikTok
enable clubs to interact directly with fans, strengthen brand identity, and influence
consumer behavior. Previous research highlights that emotional and interactive
content plays a significant role in shaping consumer attitudes and purchase decisions.
Therefore, the objective of this study is to examine the impact of social media
marketing strategies on fans’ purchase intention, focusing on emotional storytelling,
promotional activities, and interactive engagement.

Method. A quantitative research approach was adopted in this study. Data
were collected through an online survey distributed to 380 football fans who actively
follow clubs on social media platforms. The questionnaire included sections on
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