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VIRTUAL MANAGERS AS BRANDING TOOLS

The problems of the virtual manager as a tool for gaining trust in brands are studied,
taking into account its capabilities. The functions and communication capabilities of
chatbots are described. Based on the conducted survey, statistics were obtained on
the growing role of virtual communication between brands and consumers of their
products and services. The results of the survey showed that users prefer using
chatbots in Telegram and Viber. It is justified that the growth of the role of virtual
communication between brands and consumers of their products and services not
only determines the demand for the introduction of chatbots in communication with
the target audience, but also allows considering the chatbot as an important tool for
building trust in the brand.
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C. . HukonuwwmH

CTYAEHT, kadeapa coujianbHUX KOMYHikaLii Ta iHhopMaLiHOT AisnbHOCTI,
HauioHanbHui yHiBepcuTeT «J1bBiBCbKa nosniTexHikay, IbeiB, YkpaiHa

H. O. Xumunusa

KaHauaaT iCTOPUYHUX HayK, AOUEHT, HauioHanbHui yHiBepeuTeT «J1bBiBCbKa
nonitexwikay, J1bBiB, YkpaiHa

BIPTYAJZIbHI MEHEO)KEPU 9K IHCTPYMEHTU BPEHAUHTY

AKTyanbHicTb. BpeHauHr Ta KoMyHikauii HepO3puBHO noB’s3aHi. PR-komyHikauii
aKTMBHO BUKOPWCTOBYHOTHCS BiAOMUMM BpeHaamu, siki popmytoTb BNaCHWIA NO3UTUBHUI
iMimx npopykTy uu nocnyrn. HuHi, B ymoBax oBOMexeHoi odnanH-KoMyHikaLii,
rONOBHOK KOMYHIKaTMBHOIO NaTchopmMoto Anst GpeHanHry € Mmepexa IHTepHeT.

OcobnuBoi akTyanbHOCTI OCTaHHIM YacoM Habynu TeXHOMorii KOMyHikaLiid, OCHOBaHi
Ha MeceHmxepax i yaT-60Tax. Po3BWTOK LMX MporpamHKx 3acobiB npuBiB 4O TOro,
LLO HWHI B PEXUMi pearibHoro Yacy Yepes iHTepHeT MOXHa BiANpaBnsaTH SK TEKCTOBY

1 This work is licensed under a Creative Commons Attribution-NonCommercial-ShareAlike 4.0
International License.
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iHcbopmaLito, Tak ayaio- i BiLeonoBiZOMMNEHHS. 3pYYHICTb BUKOPUCTaHHS 4aT-60TiB
nonsrae B TOMY, LLO BOHM AOCTYMHi nepegycim sik y caMoMmy MeceHaxepi, Tak i B
coujanbHux mepexax. Came 4at-60Tv B MOBINbHUX NPUCTPOSIX HA OAWH KPOK Brivkye
[0 UinboBOi ayauTopii OpeHay, Hixk cam MoBinbHWIA LodaTok, | Ha ABa Kpoku brimxye,
HiX BeOCaNT TOpProBOi Mapku. Y LbOMY KOHTEKCTi akTyanbHOCTi HabyBae aHani3
BUKOPUCTaHHA YaT-b0TiB y GpeHa-KOMyHiKaLisx Ta BUKOPUCTAHHS LibOro iHCTPYMEHTY
[ANs 3aBOKOBaHHA [0BipK 10 6peHay.

3a ocTaHHil pik 4aT-60TV cTanu Hag3BMYANHO NOMYNsSPHUMK. EkCnepT NporHo3yoTb
rpaHdio3He 3pOCTaHHA BUKOPUCTAHHA 4aT-00TiB y HanWbrnuxui Kinbka PpokiB i
NOB’A3yI0Tb Lie i3 MeranonynspHicTio couianbHUX Mepex Ta gogatkis Ao Hux. [Ans
6araTbOx KOMMaHii BNpoBaKEeHHs1 YaT-b0TiB CTano ogHWM 3 3acobiB MiABWLLEHHS
edekTuBHOCTI Bi3Hecy. Telegram, Viber, Facebook Messenger, WhatsApp — Lie Takox
GisHec-nnatdopmu, SKi HagalTb 3MOTV BUKOPKUCTOBYBATW BipTyarlbHi MeHemxepw,
06 AOCSAITV HOBOTO PiBHS CMIfIKYBaHHS 3 KNiEHTaMm.

MeTta crtatTi. MeToto cTaTTi € aHania BUKOPUCTAHHSA BipTyanbHUX MeHemXepiB, SK
iHCTPYMEHTIB 3aBOIOBaHHS [OBIpM A0 OpeHAiB 3 ypaxyBaHHAM iX KOMYHIKaTUBHWX
MOXNMNBOCTEN.

MeToponoris. [Ins BMKOHaHHA AOCMIIKEHHS BWKOPUCTAHO aHaniTMYHUA MeTof,
METOAM OMUCY, 3iCTABNEHHS Ta y3aranbHEHHS.

Pesynbratn. OnucaHo dyHKLUii Ta KOMYHiKaTUBHI MOXIIMBOCTI YaT-60TiB. Ha ocHoBI
NPOBEAEHOr0 OMUTYBAHHS OTPUMAHO CTaTUCTUKY MPO 3POCTaHHA Poni BipTyanbHOT
KOMYHiKkaLji Mix OpeHgamMu Ta croxuBavammn ixHiX NpoAykTiB i mocnyr. Pe3ynbratu
OMNUTYBaHHA NPOAEMOHCTPYBany, O KOPUCTYBaYi HaaaloTb nepesary BUKOPUCTaHHIO
yat-60T1iB y Telegram Ta Viber. O6rpyHTOBaHO, L0 3pOCTaHHS pofi BipTyanbHOI
KOMyHiKaLjii Mk GpeHgamm Ta cnoxveadamu ix NpogyKTiB i NOCNyr He NuLLe 3yMOBoe
MONUT Ha BNPOBaPKEHHSI 4aT-00TiB y CMiNKyBaHHS 3 LiNbOBOK ayauTopielo, a W
[103BONSIE po3rnsgaTv 4at-60T SK BaXMMBUN IHCTPYMEHT (DOPMYBaHHA AOBIpU [0
OpeHay.

HoBusHa. Ha oOCHOBi npoBegeHO OMUTYBaHHS Ta OTPUMaHOI  CTATUCTUKM
npoaHaniaoBaHO OCHOBHI KOMYHIKaTMBHI OCOBNMMBOCTI BUKOPUCTaHHS 4aT-b0TiB sk
iHCTPYMEHTIB 36inbLUEHHS NOSNBHOCTI A0 OpeHaiB.

MpakTnyHe 3Ha4YeHHA. MaTepianu Ta BUCHOBKM AOCTIAXEHHS MOXHa BUKOPUCTOBYBATU
[N BOOCKOHamNeHHs! KOMYHiKaUinHoi cTpaTerii B OpeHauHry Ta imimKyBaHHi.
BucHOBKM. Y cyyacHOMy CBITi YCMILUHWA MapKeTWMHr 6e3nocepenHbO 3anexuTb
Bi €(heKTMBHOrO BMKOPUCTAHHS BCbOrO crnekTpa OGpeHa-komyHikauin. MpoTte yum
Ginblle HOBUX TEXHOIMOTIN NPaKTUKYIOTb Y KOMYHikaLisix, TUM BinbLUOi akTyanbHOCTi
HabyBae ncvxonoriyHa cknagosa Ta iHAMBIgyanbHWiA nigxia. Ha ocHOBI NpoBeaeHoro
ONUTYBaHHS MOXEMO BMCHOBYBATW NpO Te, L0 NpakTUKa KOMYyHikauii yepes yaT-60T
Bigoma 6inbLOCTi ykpaiHCbkMX kopucTyBadiB. BignosiaHo go cratuctuku, 61,3% ocid
BBaXatoTb, L0 4aT-060T 34aTeH BNMBaTV Ha penyTaLio 6peHay. 77,5% pecnoHaeHTiB
Bi43HayalTb, WO B ChiNKyBaHHi 3a [OMOMOMOK  BIipTyanbHWX MeHEMXepIB,
BUKOPVCTOBYKOYM EMOTUKOHU, hpa3u BBIUNIMBOCTI Ta KOMYHIKaLiHi cTpaTerii MoTmBauii
[10 HAaCTYMHWX AiiA, HEe NLLE MIATPUMYETLCA eMOLINHNIA 38’A30K, @ POPMYETLCS NOYYTTS
NPUXMIBHOCTI Ta AOBIPU [0 TOProBoi Mapku, bpeHay um opranisauii. OTxe, 3aBasku
rMnBoKo NPOAYMaHi KOMYHiKaLiHiA cTpaTerii 3 BUKOPUCTaHHAM 4aT-60Ty penyTauis
OpeHay MOmMinwWyeTbCs, OCKIMbKM KMIEHT OTPUMYE BIiAMOBiAb MWTTEBO, IO CrpUSiE
e(heKTUBHIN KOMYHiKaLii Ta 3a40BOMNEHHI iHAMBIgyanbHUX 3anUTIB KOPUCTYBaYIB.

KntouoBi cnoBa: couianbHi mepexi, eipmyarnbHi MeHedxepu, Yam-6omu, komyHikauii, PR-
KomyHikauii, 6peHd, bpeHOuHe, dosipa, Mo3umueHUl iMiOX.
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Formulation of the problem. An essential condition for effective
development is advanced technologies that can simplify and make the
environment more convenient for people. Over the past few years, we can
observe remarkable communication between artificial intelligence and
humans. Virtual managers (chatbots) are an example of such cooperation.
Through virtual managers, the process of communication of brands with the
target audience takes place. PR communications are actively used by well-
known brands that form their positive image and at the same time influence
the value priorities of society through the presentation of certain personal
qualities, subject properties, lifestyle, etc. In this context, the analysis of the
use of chatbots in brand communications and the use of this tool to gain
brand trust becomes relevant. Chatbots have become very popular over the
past year. Experts predict enormous growth in the use of chatbots in the
next few years and associate this boom with the mega-popularity of social
networks and their applications. For many companies, the introduction
of chatbots has become one of the means of increasing business efficiency.
Telegram, Viber, Facebook Messenger and WhatsApp are also business
platforms that allow you to use virtual managers to reach a new level of
communication with customers.

Analysis of recent research and publications. The problems of
researching branding on the Internet and in social networks are of
interest to many foreign and Ukrainian scientists in the field of social
communications, marketing and psychology. In the context of our research,
the works of N. Bezrukova and L. Tymchenko (2014), O. Yarmoliuk, Y. Fisun,
A. Shapovalova (2020), N. Khymytsia, and K. Petryk (2021) are relevant.
Relevant are the studies in which the main attention is focused on the
socialization aspect of branding. In the conditions of a highly competitive
market environment, it is very important to practice modern communication
technologies, to change the communication strategy of the brand, to appeal to
the values and emotions of the target audience for the promotion and success
of the brand. This issue was studied by Ukrainian and foreign researchers
A. Badin, A. Levitas, O. Repiev, V. Tamberg, L. Havkina and others.

The purpose of the article is to analyze the use of virtual managers as
a tool for gaining trust in brands, taking into account their communicative
capabilities.

Introduction of main material. A few years ago, it was difficult to
imagine that artificial intelligence could be used in all corners of the world,
but today it has become a reality. Thanks to virtual managers, it is possible to
significantly facilitate the work of employees and save costs for entrepreneurs.
For customers and brand supporters, communication through a chatbot is:
— the ability to satisfy a need thanks to instant feedback
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— the possibility of choosing a convenient communication channel,

—  the possibility of prompt communication with the company

— the possibility of solving the problem in one channel

- personalized communication — no need to re-clarify information about
yourself and the subject of previous contacts

— relevant and detailed information on the issue.

The first chatbot was created in 1966 by Joseph Weizenbaum, who wrote
the Eliza program. This chatbot was the first virtual manager, after which its
rapid spread and introduction into human work took place.

In the XXI century, a bot is a virtual program that is configured to
automatically communicate with the user. By its functionality, the bot
resembles a robot that performs mechanical operations according to a
given algorithm. The program performs repetitive monotonous actions
quickly and clearly, which exceeds the capabilities of an ordinary person
(“REPUTATION REQUIRES TIME AND EFFORT, BUT THE RESULT
IS WORTH IT”, — SVITLANA LIUBCHENKO).

Bots perform various functions, the most popular of which is the
promotion of advertisements. They can show the weather or answer
questions from users on company websites. They are used to distribute and
popularize online stores or profiles in social networks. However, in conditions
of increasing importance of online communications between brands and
the target audience, the role of all aspects of the use of virtual managers is
increasing, and in particular as tools for forming a positive impression and
gaining trust.

To study this issue, a survey of active users of the Ukrainian Internet
space was conducted. The survey showed that today every second Ukrainian
has had the experience of communicating through a chatbot (Fig. 1).

This testifies to the rapid use of virtual manager tools in society and
provides an opportunity to master the latest technologies with benefit to
oneself. Thanks to this implementation, the user significantly saves his own
time and savings. Moreover, the introduction of the latest technologies
stimulates society to master new offers and develop, reducing the risk of
population degradation. Humanity always strives for an easier life, and
on this path, the most effective is the use of robots, which today are quite
capable of providing the necessary information quickly and simply.

Statistics confirm the popularity of chatbots in the Ukrainian market.
According to the obtained results, 97.5% of the respondents practice
communicating through chatbots (Fig. 2).

According to the results of the survey, 46.3% of respondents have
experience using chatbots once a month. Instead, 32.5% of people use
a chatbot once a week (Fig. 2). This indicates that the virtual manager is
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Bu 3HaitoMmi i3 yaT-60TOM?

80 signosigei @ Tak

Fig. 1. Indicator of people’s awareness of the virtual manager
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@ He KopucTyBanach

46,3%

Fig. 2. Indicator of communication with the bot
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Fig. 3. Brand loyalty rating
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Fig. 4. Indicator of maintaining an emotional connection through a chatbot
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Yu Bnausae yaT-60T Ha penyTauito Gipmu?
80 signosigen
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@ He 3xai0

Fig. 5. Indicator of the influence of the chatbot on the company’s reputation
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Fig. 6. Evaluation of the emotional color of the chatbot
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Fig. 7. The result of evaluating the speed of obtaining information
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widely used and is part of the habit of using it to meet needs in this or that
area. It covers the basic needs of the user instantly. And, if the user’s problem
is solved, it doesn’t really matter who is sitting on the other side of the
screen — a bot or a human.

The growing role of virtual communication between brands and
consumers of their products and services not only determines the demand
for the introduction of chatbots in communication with the target audience,
but also allows considering the chatbot as an important tool for building
trust in the brand.

The survey showed (Fig. 3) that 72.5% of users increased their loyalty
to a brand, service. This figure can grow over time, and the remaining 22.5%
may change their mind. It is known that the buyer wants to get what he
wants as quickly and qualitatively as possible. For this, the chatbot can
simplify the selection and payment method of this product. The faster the
user receives an answer, the more his need and interest in this company,
brand etc. will grow. This stimulates the user to give positive feedback, and
makes the company competitive. It is, so to speak, a game of speed, the one
who gave feedback the fastest and provided high-quality communication
with the client, won. A chatbot enables a brand to cover the Internet space,
and this affects the factor of trust in a person and popularization of a product
or service.

The result shows (Fig. 4) that 77.5% of people believe that a chatbot
is capable of supporting an emotional connection. Emotional connection
is built on reciprocity between the user and the interlocutor. Succinct
and accurate communication affects further interaction. Connection must
be mutual, otherwise, this connection will not exist. It is the chatbot that
is an intermediary between the consumer and the product, which can
communicate and create an emotional connection in the user. Because your
needs match, meaning the consumer wants an answer, the chatbot provides
it instead. Here there is a mutual discussion that forms a connection.

Figure 5 shows the indicators of the impact of the chatbot on the compa-
ny’sreputation. According to statistics, 61.3% of people believe that a chatbot
can influence reputation. The remaining 31.3% believe that not always.
Business reputation has its value, which is called goodwill (it is an intangible
asset, the value of which is determined as the difference between the market
price and the book value of the assets of the enterprise as a whole property
complex, which arises as a result of using better management qualities,
a dominant position on the market of goods, services, new technologies,
etc.). In general, there are several definitions of the term “reputation”, but
the most important meaning of this phenomenon is that reputation is what
people think about you, not what you think about yourself. Reputation is
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the most important intangible asset and one of the most effective factors in
attracting new customers ( “REPUTATION REQUIRES TIME AND EFFORT,
BUT THE RESULT IS WORTH IT”, — SVITLANA LYUBCHENKO). Building
a reputation is a long process, so communication using a chatbot must
contribute to a positive impression of the brand. For the reputation to grow,
it is necessary to take into account the whole complex of communicative
factors, and first of all — the chatbot’s ability to maximally individualize
the conversation with the user. It can be in voice or text mode. Also, it is
especially important to take into account the emotional coloring through the
analysis of the user’s communication and mood.

One of the key factors of communication interaction is understanding.
The program can make sense of human requests, namely extract the context,
mood, and understanding of the direction of the conversation.

Cooperation is also an important factor in optimizing online
communication. The bot can constantly learn, and correctly process user
requests based on the experience of other data sources and devices. This is
what causes a person to trust the brand, and this has a significant impact on
the reputation.

The statistics of the conducted survey (Fig. 6) show that 48.8% of people
evaluate the use of emojis by a chatbot as a manifestation of politeness.

The bot should be polite but concise. In the chat, the client wants to
receive a quick and simple solution, and if there is no such solution, it is
necessary to transfer it to a live operator. The bot should look human,
but only up to a certain level. Traditional solutions: give the bot a name,
write him lines in a certain style and give them a certain emotional color,
depending on the scenario. However, the user must clearly understand that
he is communicating with a bot, and not with a live operator, to prevent
unpleasant situations (Myrnaia, 2021).

The result of the evaluation showed (Fig. 7) that 66.3% of the
respondents claim that they are satisfied with the quick work of the chatbot
for processing information. If the human factor can be the reason for the
long-term response, then the virtual employee can instantly process the
customer’s request and respond to it either in the chat on the website or in
any other messenger. Thus, the chatbot can reduce costs and the burden of
the company’s operators by taking on routine tasks. Moreover, the virtual
manager can communicate with several participants at once, and the speed
of information processing will be the same. The availability of work for a
chatbot is 24/7, which is a big advantage over the human factor.

The results of the survey showed that 81.3% of users prefer using a
chatbot in Telegram because it is easy and convenient to communicate
between a bot and a person there (Fig. 8).
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Fig. 8. Rating of the most convenient applications for using a chatbot

Bawa cdepa BUKOPUCTaHHA yaT-60Ty
29 signosigen

2
2 (6:-9%) 2 (6.'9%)

1 (349313 113,1%3.11313,4%)]1 (319313131313 13, 1°(3.4%)]1 (31313131 (313131313, 1°(3 4%

Isentn Kynians/Haguanus Ocsitia Capepa obcnyrosysanms xoMmyHanssl nocnymm
Barent Hagamom, nocnym Nowyx ingopmauii Oinancn

Fig. 9. Rating of current areas of use of chatbots
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Fig. 10. The result of the evaluation of expectations in the work of the chatbot
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Telegram is a popular messenger for exchanging messages, and media
files, creating groups, and making calls. Here, bots interact with customers,
answer their questions, and offer products and payment/delivery methods.

As for Viber, only 47.5% of respondents prefer this application. Viber
bots are used for the same purposes as on other sites. The specifics of the
Viber chatbot are that this virtual manager can answer questions, translate
text, send images, and many other operations (OtvetChtoTakoe (2022). In
general, Viber-bots is used for: online consultations; organization of service
mailings; interaction with customers. Ukrainian users use chatbots in other
applications (Messenger, WhatsApp) more for private communication.

According to the survey, the field of use is dominated by education and
work (Fig. 9). These are two relevant fields that are used daily. In addition to
answering standard questions, chatbots can motivate learning. For example,
the Norwegian bot Differ sends useful articles to students or invites them to
participate in a discussion. It is necessary not only to acquire knowledge but
also to be able to use it. However, practical tasks are often not given enough
time in the learning process. All efforts, as a rule, are aimed at filling the
student with information. Bots will be able to give students tasks, prompt
them to solve them and evaluate the result.

The study showed (Fig. 10) that 91.3% of respondents were satisfied
with the use of the chatbot. Clarity, concise presentation of information,
speed of work and 24/7 availability are appreciated. An equally important
point is safety. Chatbots recognize illegal activity and fraud faster than a live
person. Scammers in this area usually start the conversation by introducing
themselves on behalf of the other person. Chatbots provide clarifying
information and compare it with information in the profile or on external
resources. Also, bots can check IP addresses, detect inconsistencies and alert
the financial service provider about a suspicious transaction (Why a bot
serves a bank client better than a person).

Conclusions. In today’s world, successful marketing directly depends on
the effective use of the entire range of brand communications. However, the
more new technologies are practiced in communications, the more relevant
the psychological component and individual approach become. Based on
the conducted survey, we can conclude that the practice of communication
through a chatbot is known to the majority of Ukrainian users. According
to statistics, 61.3% of people believe that a chatbot can influence brand
reputation. 77.5% of respondents note that in communication with the help
of virtual managers, through the use of emoticons, phrases of politeness,
and communication strategies of motivation for further actions, not only
emotional connection is maintained, but also a feeling of attachment and
trust in a trademark, brand or organization is formed. Therefore, with a well-
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thought-out communication strategy using a chatbot, the brand reputation
is improved, as the customer receives an answer instantly, which facilitates
effective communication and satisfying individual user requests.
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