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VIK: 159.9:81>27
IMCUXOJOI'TYHI TPUT'EPU BEPBAJIBHOI EISHEC-KOMYHIKAHIi
P. B. I’ aakoBCcBHKHit

Hayionanonui ynieepcumem «Jlveiecvka nonimexunixay,
eyn. C. banoepu, 12, Jlvsis, 79013, Yrpaina

Y emammi posensiymo ma npoananizogano mpueepHi enemMenmu npusepHeHHs yeazu
vy coymepedxnci Threads cepeod ykpaincokux openodie: Monobanx (Onee Iopoxoscvkuil),
Kuiscmap, Hosa nowma. Ix nosedinkosi mamnepuy coymepesicax 3Myutyionts 3a0ymamucs
HAO CYYACHUM NIOXO0OM 00 MAPKemuHey, e yilbHe Micye 8i00A€mbCs CUMYamueHoM)
Kpeamugy, “‘ckpeciennio’”’ ohiyiozy ma 3anyyenHs 00 83a€mMo0ii. Ak npuxiad, y cmammi
HaseOoewi nyonikayii' é coymepeoici Threads.

3acmocyeanna mpuzepnux enemenmie 0ae 3moey OpeHOam He auuie npueepHymu
yeazy, a il 6uby008yeamu 008ipy 3 AyOUmMopier, 0eMOHCMPYOUU T OSHICHb, CAMOIPOHIIO
ma 4ymausicmos 00 koumexcmy. Y eunaoxy 3 Monobanxom, cnocmepieacmvcs akmueHe
BUKOPUCMAHHS 2YMOPY Ma NPAMOI KOMYMIKayii, wo 0036018€ OpeHOy 3anuuamucs
«ceoimy 01 Knienmis. Kuiscmap, c60€r0 uepeor, yacmo aneiroe 00 mem HayioHAIbHOT
I0eHMUYHOCIE MA CYCNITLHO BANCTUBUX NOOIU, WO NIOCUTIOE eMOYIUHULL 36 130K 13 NiO-
NUCHUKAMU.

Ocobnueo nokazosum € xetic Hogoi nowmu, saxa y c8oix nocmax noeouye ingop-
MAMUBHICMb [3.71€2K0I0 (hOPMOI0 NOOAUI— MeMAaAMU, KOPOMKUMU 8i0e0 D0 HeCNOOIBaAHUMU
peaxyiamu Ha akmyaivHi ingonpusoou. Le ceiouums npo eHyuxicms OpeHody ma 6MiHHs
WBUOKO peazysamu Ha 3MIHU Y COYIanbHOMY cepedosuuyi, Wo il Gopmye KOHKYDEHMHY
nepeeazy Ha punxy. Taxum uunom, y cmammi npocmedicyemovcsi meHOeHYis nepexooy
8i0 MpPaAOUYItIHO20 00 HCUB020, DIANOSIYHO20 MAPKEMUHEY, AKUL yce Oiiblie MAdiCie 00
KYIbMYPHOI inmezpayii ma asmeHmuyHo20 CRIIKY8AHHS 3 dyOUMopIcio.

Leii mpeno makodxc cgiouums npo 3MiHY OUIKYE8AHb CHONCUBAYI8, AKI 6ce Oinbule
YIHYIOMb Wupicmo, GIOKPUMICMb i MUMMESY peakyito Operdy Ha nodii, wo ix omo-
yyrome. Yeniwna cmpamezia KOMyHIKayii' y coymepencax cbo200Hi IPYHMY€EmMbCsl He -
we Ha NpoCcy8aHHi NPOOYKmy, a U Ha 30amHOCMI 2080pUmMuU 3 ayOUmopiceio ii Moo —
NPOCMOI0, AKMyaibHOl0 ma emoyiunow. B ymosax ingopmayitinoeo wymy came maxa
dopma 63aemo0ii 0036015€ OpeHOAM 3ANUMATMUCA NOMITMHUMY, SNIUBOBUMU MA NO-
CNPABICHLOMY ONUILKUMU 00 C8OIX KAICHMIE.

Knrwouogi cnosa: komyunixayis, mpueepu, 6isHec, 3a1y4enis, coymepelcd.

IocTanoBka npo6JjeMu. Y 3B’43Ky i3 IOCTIHHUM 3pOCTaHHSAM BapTOCTI 3aTyYEeHHS
HOBOTO KJIieHTa B Oi3HEC Ta YCKJIaJHEHHS HOro yTpUMaHHs, KOMIaHii Bce yacTime mry-
KalOTh OE3KOIITOBHI, BipycHi MeToau. BaxuBo, 1100 BOHU He MOPYILIyBaJIH 3arajlbHUX
MOpPaJIbHO-€TUYHUX MPUHLUIIB Ta HE MIKOAWIM pemyTauii camoro Openny. OxHuMm i3
TaKUX Cy4aCHUX METOAIB € 3aJlyuyeHHs unTadiB yepes mwiardopmy Threads.
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AHaJi3 ocTaHHIX A0cCTizKeHb Ta myOmikamiii. [CHye nekiibka HayKOBHX TIpallb
Ha TeMy eekTuBHOCTI Oi3HEC-KOMYyHIKaLill y couMepexax. 3okpema, crarTio “biznec-
KOMYHIKalil KHI’KKOBUX BUIABHULTB: BiJl COLIATbHUX MEPEX 10 METaBCECBITY”, aBTO-
pamu sikoi € Kpaiinikoa T. C. ta Pmxko O. M., IpUCBSIUCHO TOCITIIKEHHIO (QyHKIIIO0-
HaJIbHUX MOXJIUBOCTEH COLIaIbHUX MEPEX MMOCTIHTEPHETHOTO Yacy sIK KOMYHIKaIliiHUX
1aTGopM KHMKKOBUX BHAaBHULTB. Takox y crarti “KomyHikamii B conmMepexax uis
MIPOCYBaHHS MaJIOTO Ta cepeqHboro 6i3Hecy”, aBropctsa Xonox /. 0., posmisHyTO Te-
3y, IO “BUKOPUCTAHHS COLIaJbHUX MEpeX y Oi3Hec-cTparerii 103BoJse HE Jne 30i-
JBIIUTHA NPOAAXI, ajie W 3HU3UTH BUTPATH HAa MAapKETHUHI Ta pekiamy... Y CBiTi, Je
KOHKYPEHIisl HOCTIHHO 3pOocTa€e, BMiHHS IIPaBUJIbHO BUKOPUCTOBYBATH COLialibHI Meaia
MOX€ CTaTH BUPIIAIEHUM (PaKTOPOM YCHiXy AJIsl 0araTbox MigIpHEMIIB”.

Merta crarTi. [IpuBepHyTH yBary A0 HECTaHAAPTHUX MiAXOIIB y 3aJIyUeHHI yBaru
ayauTopii Bix iMeHi Oi3Hec-poiniB.

Buknan ocHoBHoro marepiajy. Ha npukinani 3-x OpeHAiB po3MISHEMO iX MOBY
CHIJIKyBaHHS Ta TPUTEPH, K BOHM BUKOPUCTOBYIOTH JUIsl IPUBEPHEHHS YBaru.

“Hoga ITomTa” ciKyeThCs 3 ayJUTOPIEIO Y JIETKOMY T'YMOPUCTHYHOMY TOHI, BU-
KOPHCTOBYIOUM HAaTHBHI MOBIJOMJICHHS, IO HEHAB SI3JMBO HAraJyloTh PO IMEpeBaru
cepeicy. Takuii miaxiz BiAnoBigae npuHIMNam HamusHozo mapkemuney (Kotler & Kel-
ler, 2016) i 6a3yeThcsi HA CTBOPEHHI AOBIpH Yepe3 LIMPICTh 1 MPOCTOTY.

novaposhta.official 05.09.25 €}
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Puc. 1 ITy6mikaris B Threads “HoBoi momtu”

[Ipu oMy CHUIKYIOTBCS 3 ayJUTOPIEI0 B CBOEMY 3BHYHOMY TOHI Ta acOLiaTUBHO
HaraayloTh PO BIAacHE MO3UII0HYBaHHS.

novaposhta.official 01.09.25 €
[pysi, Haragyemo: AKLLO XTOCb BAOMa 3abyB
rooBYy, M1 Take He AOCTaBSEMO, HaBITb He
HamarawTecb

16,8 TUC. 260 3128 568
2

Puc. 2 Ily6mikaris B Threads “HoBoi momtu”
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gorokhovsky & 3 1. ®
@é’ 10 000 knieHTiB 3HaMLWNM 10 NMMOHIB 3a

nepwi 10 xBUNKH. Jlease BUTPUMYEMO

HaBaHTa)xeHHs. Monepenykato, 9 3HanLoB 47

2 i Wwe Tpu 3HANTU He MOXy. | MeHi, cyka, He
KaXyTb [le BOHW...i 1 BTPATMB CMOKii1

13,4 TUC. 1TMC. ¥ 32 649
A\

Puc. 3 ITy6mikanis B Threads Onera ['opoxoBceKkoro

“Mono06aHK” 1eMOHCTpYe iHIIHiT piBeHs eMoliiHO1 B3aemopii. loro criiB3acHOBHHK
Omner ['opoxoBcbkuii akTUBHO Oepe y4acTb y KOMYHIKalisx, HiATPUMYIOYM irpoBi Ta
po3BaxanbHi (popmary, Hanpuknay, “Tlomyk aumoniB y nogarky”. IlogiOHa cTpareris
aresroe 10 KOHLEMLIi coliaabHol 3aiydeHocTi, aky onucye Pobept Hannaini (Cialdini,
2021): ironu cXuiibHI OpaTu ydacTb y Aifx, ki poOusts “yci”. Lle no3sossie popmyBarn
e(eKT MacoBOro 3apa)KCHHSI — KOJIM €MOLiHA eHeprid OpeHy MOLIMPIOETHCS Ceper
BEJIMKOI KijbKoCTi KopucTyBauiB (Gladwell, 2000).

@ gorokhovsky & 3 11+ €)
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Puc. 4 ITy6nikanis B Threads Onera [opoxoBchKoro

OnuH 13 indonpuBozis komnanii 0ys “Ilomnryk numMoHIB y foparky MoHo”. MinbioHH
nrofei Oynu 3aydeHi B Ipy Ta LiyKaiu JUMoHH. [lapanensHo 3 num, [opoxoBcbkuii ax-
THUBHO ITOLUIMPIOBAB BJIACHI CIIOCTEPEKEHHS PO TPy Ta KOMeHTyBaB. Lle no3Bonmio 3amy-
yuty ioHa 10 000 000 kopucTyBauiB y JOIATOK Ta OpraHizyBatu cuiibHy PR-kaMnaniro.

“KuiBcTap” y cBOIX KOMYHIKALliSIX €KCIIEPUMEHTYE 3 ailICHTUKOIO, TpaHC(HOpMyeE
JIOTOTHIIH, J0/Ia€ IHTEPAKTUBHI eleMeHTH. Taki Bi3yalibHi il MOBEIIHKOBI iHHOBAIIIT TTijI-
KPIIUTIOIOTH 3amaM’sITOBYBaHiCTh OpeH.ly, IO BiANOBiJa€ MpUHUMIAM “TUNKHX iAeh
(Heath & Heath, 2007).
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kyivstar.official & 3 nn €]
9 Ta Wo 3a AeHb CborogHi ()

JIMMOHM He 3HaNLINWK, We 1 Hala 3ipoyka
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Puc. 5 Ilyomikamnis B Threads “Kuicrap”

SIKi ICUXOJIOT1YHI TPUrepH BUKOPUCTOBYIOTH OPEHAN B IIMX KOMYHIKaIisX?

CouiajibHa NPUHAJIEKHICTh — MParHeHHs! OyTH YaCTHHOIO MacIITaOHOTO SBUILA,
o ¢opmye BiguyTTs crinbHOCTi (Cialdini, 2021).

Oco0iuBicTh — MOXJIMBICTH POSIBUTH ceOe uepe3 KOMEHTap YM PEakLilo.

JlimiToBaHicTh — 0OMEKeHICTh HYacy abo pecypcy, IO MiJCHIIIOE OaKaHHs 10ITy-
YUTHUCS.

JlerkicTs KoMyHikauii — MiHiMaJIBHI Oap’ €pH BXOMY, KOJIM KOPUCTYBAY MOKE BUCIIO-
BUTHCH “y JIBa KIIIKH.

HaruBHicTh i ryMOp — opraiuyHe NO€IHaHHS po3Bard Ta iHGOpMyBaHHs, Oc3
MPSIMOTO TPOJIAXKY, IO TIOCHITIOE JTOBipY 110 OpeHy (Sprout Social, 2023).

BucHoBku. EdexrrBHa 1iudpoBa KOMYHIKaIlisS ChOTOAHI — I1€ TIOE€HAHHS EMOIIii,
I'pH Ta CIiIbHOCTI. BpeHau, ki roBopsTh 3 ayAUTOPi€o i1 MOBOIO, CTBOPIOIOTH HE IPOCTO
peKiiaMHI KammaHii, a comiagbHi sBUIIA. 3aCTOCYBaHHS IICHUXOJOTIYHHUX TpPHUIEPIB,
HarxHeHHUX npuHiunamu BrumBy (Cialdini, 2021), macoBoro 3amyuenns (Gladwell,
2000) ta emouiiinoi aBrentuunocti (Kotler & Keller, 2016), dopmye HOBY KynbTypy
digital-mapkeTHHrY, y IKiii JOBipa, T'yMOD 1 BIIKPHUTICTb CTAIOTh KIIFOYOBUMU YMHHUKAMHU
JIOSUTBHOCTI.

VY cyuacHOMy muppoBOMY CepeIOBUIII KOMYHIKaIlisl OPEH/IIB i3 IIJIbOBOIO ayIUTO-
pi€ro nenani yacTimie NepexoAuTh Yy MJIOMKHY He(OPMaIbHOCTI, TyMOPY Ta IHTEPAKTHBY.
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Amnainiz npuxianis “Hosoi [Homrn”, “MonoOanky” Ta “KuiBcrapy” HEMOHCTpYE, 11O
e(eKTHBHICTh TAKHUX MIIXOMIB 0a3yeThCs HE JIMIIEC HA KPeaTUBHOCTI, a i Ha IHOOKOMY
PO3yMiHHI ICUXOJIOT1i KOPUCTYBaYiB.

[o-nepe, OpeHAN yCHILIHO BUKOPHCTOBYIOTH IICHUXOJIOTIYHI TPUTEPU COLIAIBHOT
MPUHAJICKHOCTI, YHIKaJIbHOCTI Ta JIIMITOBAHOCTI, 3aBISKH YOMY (POPMYIOTh CIIJIBHOTH
HABKOJIO ce0e Ta ITiIBUIIYIOTh 3a1y4YCHICTb.

[lo-gpyre, HATUBHICTS 1 JIETKICTh KOMYHIKaIi1 3HHKYIOTh Oap’€p B3aemoii, poOssiTh
Openy OmmxunM 1 “mopsHimmM”. Lle cTBoproe epekT aBTeHTHYHOCTI, 10 MiABHUIILYE 10~
BipY Ta O3UTHBHE CTABJICHHS 10 KOMIIaHii.

[o-Tpere, emomuiiina ineHTHdikawis 3 OpeHI0M Yepe3 ryMop, Ipy abo CIiIbHY y4acTh
y KaMIIaHisIX CIIpHs€ OPraHiYHOMY TOLINPEHHIO KOHTEHTY Ta (JOpMYBaHHIO JOBIOTpHBa-
JIOTO 3B’A3KY MK OPEHIOM 1 CIIO’KUBAYEM.

OTxe, ycrinHi 0i3Hec-podiai y comiaJbHUX Mepekax CbOTOAHI — LI HE JIMIIe
Jokepena iHdopMarlii Yu IMpojaxiB, a MOBHOIIIHHI MalJJaHYMKN COIIaJIbHOI B3a€MOJIIi.
[xHs cusa monsrae y 31aTHOCTI TOBOPHTH 3 ayJIMTOPIEIO 1i MOBOIO, CTBOPIOKOYH IIHHICTH
Yyepe3 eMollii, 3aIy4YeHHs Ta HAaTUBHICTb.
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Lviv Polytechnic National University,
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The article explores and analyzes attention-grabbing trigger elements used on
the social media platform Threads by Ukrainian brands such as Monobank (Oleg Go-
rokhovskyi), Kyivstar, and Nova Poshta. Their behavioral patterns on social media
prompt reflection on modern marketing approaches, where situational creativity, the
breaking down of formality, and active audience engagement take center stage. As
examples, the article presents specific posts published on Threads.

The use of trigger elements enables brands not only to capture attention but also
to build trust with their audiences by showcasing humanity, self-irony, and contextual
sensitivity. In the case of Monobank, there is a noticeable emphasis on humor and direct
communication, allowing the brand to maintain a sense of relatability with its customers.
Kyivstar, on the other hand, frequently refers to themes of national identity and socially
significant events, which strengthens emotional connection with followers.

A particularly illustrative case is that of Nova Poshta, which combines informa-
tiveness with a light and engaging delivery — using memes, short videos, or unexpected
responses to current news trends. This reflects the brand’s flexibility and ability to
respond quickly to changes in the social landscape, thus creating a competitive edge in
the market. Overall, the article traces a shift from traditional to more dynamic, dialogue-
based marketing, which increasingly leans toward cultural integration and authentic
communication with the audience.

This trend also reflects a shift in consumer expectations, as people increasingly value
sincerity, transparency, and a brand s ability to react instantly to the world around them.
A successful social media strategy today is no longer limited to promoting a product —
it’s about speaking the audience s language: simple, timely, and emotionally resonant. In
a world of information overload, this kind of interaction allows brands to remain visible,
relevant, and genuinely close to their customers.

Keywords: communication, triggers, business, engagement, social media.
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