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Yepzees A.A. IIpodeccnonanbHuble KoMNo3uTopbl KpbiMa kak cy0beKTHOe 10Jie perHOHAJILHOI MYy3bI-
KAJIbHOH KYJIbTYpBbI

B crarpe paccmatpuBaroTcs CyOBEKTHBIE OCHOBaHMS TPO(ECCHOHABHON My3bIKaIbHON KyibTyphl Kpemva. Ilpen-
CTaBJICHBI MTOPTPETHI MPO(ECCHOHATBHBIX KOMIO3UTOpoB pernoHa: A.Crenmmaposa, A.Pedaroa, f.1llepdemunosa, U. bax-
mmma, O. Hanbanmosa, M. Uynaku, Yena bao Xoa, E.Tpouenko, A. KapamanoBa, M. XanuToBo#, TBOPYECTBO KOTOPBIX
TIOBJTISUIO HA ()OPMHUPOBAHUE PETHOHABHOM My3bIKAIBHON KyIbTYPBIL.

Knrouesvie crosa: My3bikanbHas KynbTypa, KpbiM, IpoheccHOHAIBHBIN KOMIIO3UTOP, PETHOH.

Chergeev A. Professional composers of Grimea as a subjective field of regional music culture

The problem of subjective stratum of art culture is sufficiently in the scientific area of theoretical and historical
cultural now. It covers several aspective highway knowledge, based on the development such a complex and integrative
phenomenon as man, her role in culture. The subject is carrier material and practical activity or knowledge, source and
agent of activity, it directed on subject, which is surrounding the subject of the world all along the line its diversity, spe-
cific personal (or social group), creating cultural values, normes, purposes, customs, customs, social standards, and also
consuming and personal using of object culture. The professional composers of Grimea are subjects of regional musical
culture, it creation determines hers art and aesthetic singularity.

A. Spendyarov works in Crimea on frontier the XIXth — XXth centuries. Setting in 1901 year in Yalta, the
composer during of 15th year practiced of fruitful creative and public activity. Crimeantatar national ringtones proc-
essed them and used in different musical genres (from romances to symphonies).

A. Refatov (1902, Bakhchisarai — 1938, repressed) worked in different genres and famous as an author of high-
ly works, it performed in Crimea.

Ya. Sherferdinov (1894, Feodosiya — 1975, Simferopol; honored personality of art of Crimea ASSR (1940),
honored personality of art of Uzbekistan SSR (1971)) — is an author of different genres works. The big part of his life
and creativity related in composer with Crimea.

I. Bakshin (1912, Simferopol; honored personality of Uzbek SSR (1973), honored personality of art of Ukraine
(1993) — the author of famous works: songs, music for perfomances.)

E. Ralbandov (1926, v. Kansihor of Sudak region 1999, Simperopol, a member of Union composers of Ukraine
(1992), member of Union composers of USSR (1977), honored personality of culture of Uzbekistan, the hored personal-
ity of art Ukraine, laureate of state premium AR Cremea) is an author of many works of different genres.

The second halves of the XXth century — beginning of the XXIth centuries accompanied of intensive growth of
names of regional composers — professionals, member of Union composers of Crimea and Ukraine. It heads of the
member of NSKU (1988), honored personality of art of Ukraine, laureate ARC, member of Union of theatres figures of
Ukraine is E. Trotsenko (1946 y.).

The creation, public and social role of Crimea’s composers have of greate influence on content of regional mu-
sical culture, its provided of incessancy of artistic tradition and showed of situation of intercultural, interethnic dialogue.

Key words: Crimea, professional composes, compositions, subject, regional musical culture.

YK 7.012:001.891 Yynpina Hartanis BaaauciasiBaa
KaHIUJAT TEXHIYHUX HAYK, JOICHT

AHAJII3 BATATOBEKTOPHOCTI g[PBAﬁHEPCbKHX BPEH/IIB
B IHAYCTPII MOJU

Y emammi nposodumwvcs nopisnanvHull ananiz opmysanus OU3AUHEPCLKUX 6penoie pisHux Kame-
20pill 3a71edCHO 8i0 MO20, HA AKY YLIbOBY CNONCUBAYLKY AYOUMOpPIlo HayileHa ix OisnvHicms. Y cmammi 06-
IPYHMOBAHO, WO HA MeXCl nepemuHy cgep 6niugy pisHux Kamezopii 6peHdy ymeopoomsvcs KOMOIHOBAHI,
abo oughysHi ninii po3poOKU MOOH020 0052y, 5K NOEOHYIOMb ) COOI NPOEKMHI Ma MAPKEMUH206i Nepesazu 6
Medgicax eounoeo "mapounoeo nopmeento”. YV 0ocniodcenni nokasano, wo 6 ymosax erobanizayii cyuacHoi
iHdycmpii moou npiopumemnumu 0 Byounkie moou cmaioms came KOMOIHOBAHT OU3AUHEPCLKI OpeHOu K
3aci6 3a1y1uenHs HauObUul WUPOKUX 6ePCME CRONCUBAYIE | NIOGUWEHHS PIBHS YCRIWHOCIE OPeHDY.

Kiro4oBi crioBa: indycmpis moou, mapounuti nopmebenb, OpeHoosull Kaniman, Hazéa bpeHoy, MapKa Openoy.
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Sk BBaXKarOTh 0aratro eKCIiepTiB, CTPYKTypa iHAyCTpii Moy Moxke OyTH IpeICTaBlIeHa Y BUIVIAI i€papXii,
Ha BEPUIMHI SKOT PO3TAIIOBaHI IMEHUTI KYTIOD’€, Tijl KEPIBHULITBOM 200 32 TBOPYOi Y4acTi SIKUX 3IIHCHIOETHCS Jisl-
nbHicTs By auukiB Bucokoi Momu. Ix xapakTepusye cTBOpeHHs MOHUX 00pasiB (POEKTHA CKJIAI0Ba), MOJIETIOBAH-
HS 1 BHTOTOBJICHHS MOJEJICH KOCTIOMa BPYYHY (TEXHOJIOTIYHA CKJIAJIOBA), TTOMITE3HA IIPE3CHTAIlisI CTBOPECHOTO
MPOAYKTY MOJH 3 BUKOPHUCTAHHSM TEXHOJIOTIH TeaTpalli3oBaHOCTi Ta mepdoMancy (pekiiaMHa ckiajosa) [2, 163].
Sxmo He Opaty A0 yBark OMWHWYHI 1HAWBITyallbHI 3aMOBJICHHS Ha TaKi MOJIENi KOCTIOMIB-00pa3iB HAHOLIBII Bijl-
JIAHUX KITIEHTOK, TO MOYKHA BBKATH, ITI0 UM Oi3HEC-poITh "BUCOKOI MOAN" B NISUTHHOCTI by iHKY MOTH 1 0OMEXKy-
erbest. [Ipore 3HayeHHs ByIMHKIB BUCOKOI MOAM B PO3MOBCIOMKCHHI MOJHUX TCHICHINN Ta X CHPUHAHATTS
MAacOBHM CIO’KMBa4yeM LIUM He BUUepITyeThesl. [Tomryku sskomora mupmx puHKIiB 30yTy CTa€ IPIOPUTETHUM B PO-
00Ti cy0’€KTIB 1HAYCTpil MOIIH, @ TPUHIIMITH T MIIXH 1X ASUTBHOCTI HiJIATAI0Th PETEEHOMY JIOCIIPKEHHIO.

Sk Bimomo, micis 3aKiHYeHHS eTary (opMyBaHHS MOJHUX CTaHIAPTIiB y CTPYKTypi BynuHKiB Moau
aKTHUBI3YETHCS AISUTHHICTH 3 (OPMyBaHHS MOIHHX TCHICHIIINA Ta PO3MOBCIOHKCHHS iX BIACTHBOCTEH cepen
MOTEHUIHHUX crokuBaviB. Ha npoMy erami rosoBHa ponb Hanexuts 3MI, 3 skumu iHpopMaliiiHi 41 Mapke-
TUHTOBI BifAiaM By IMHKIB MOJT! CITiBIIPAITIOIOTH YK€ HITBHO i MpoAyKTuBHO [3, 103-107].

Ha oy piBeHb HIDKYE B rpajaiiii By IMHKIB MOIIM pO3TaIlioBaHi AU3aiiHEPChKi GipMu 1 Or0PO, SKI Mparro-
10T B IKOMY-HEOyJb OTHOMY ACOPTHMEHTHOMY CEIMEHTI — OJIsI31 CIIOPTUBHOT'O, JIJIOBOTO, BEYiPHHOIO HaNpsiMy. Y
CTPYKTYpPi MOTYTHIX IMEHUTHX ByIMHKIB MOIM TaKOX € aHAIOTIYHI BiJUIUTH, SIKi aalTyIOTh 3asBIICHI MOMHI CTaH-
JapTH 10 TOTpeO IHMPOKOro Kojia CIOKUBAaviB — CTBOPEHHS MEPCHEKTUBHUX KONEKIIH OISy, SIKI BIANIOBIAAIOTH
copMOBaHIM MOJHUM TEHICHIISM, I TIEBHUX IUJTHOBUX TPYH CHOXKKBaviB. B yMmoBax rioOamizartii cy4acHoi
IHIYCTpil MO 1ieH eTan Oi3HeC-isUILHOCTI OararhoxX ByIUHKIB MOIM 3IHCHIOETHCS Y BUIVISI B3a€MOJIIT 3 OKpe-
MHMH HE y’>K€ KPYITHUMH JU3aliHEpChKUMH (ipMamMu 4u OI0pO, sIKi BCE 5K TaKH MAIOTh CBOIO CTPYKTYPY, IPOCKT-
HO-TEXHOJIOTTYHI MOKIMBOCTI 1 TOTEHITIHI pUHKA 30Ty (IpyTi, TpeTi, mudy3Hi il MoaHoro omsry) [1, 390].

VY 3B’A3Ky 3 BUKJIAJACHUM BHIIEC BOAYA€THCS JOLUIBHUM MPOBENEHHS MOPIBHAIBLHOTO aHalli3y MPHH-
uumiB (opMyBaHHS TU3alHEPCHKUX OpEHIB PI3HUX KATETropil Ta BU3HAYECHHS KPUTEPiiB QYyHKIIOHYBaHHS
Pi3HUX KaTeropiit OpeHay, AKi MOETHYIOTh Y COO1 MPOSKTHI Ta MAPKETHHTOBI TIepeBart 3aJeKHO BiJl TOTO, Ha
SIKY LJTBOBY CIIOKHMBALbKY ayAUTOPIiIO HaliJIeHa X AisIbHICTb.

B ocHOBI iepapxidHOi XapaKTepUCTUKNA byAMHKIB MOIN 3HAXOIATHCS AW3AaHHEPCHKI BTN hadpuk
3 BUPOOHHMIITBA Ta BUIYCKY MOAHOTO OAATY, siKi 1O ByAnHKIB MOIW MarOTh TINBKM Take BiAHOLICHHS, IO
CHIBIPALIOIOTH 3 IESIKUMH BiJOMUMH KypPIOPb€E Ha MPEAMET PO3POOKH OKPEMHUX MOJeeH 0Ty (SK MpaBuiIo,
Ha OCHOBI 00pa3iB, CTBOPCHUX HUMH K CAMHMH B paMKax KoJjekmiidi Bucokoi Mou), abo BUTOTOBISIOTH MO-
IHI MOJIeITi OJIsTy Ha OCHOBI (hpaHuaii3uHTy. 3 iHIIOrO OOKY, caMe I KaTeropis cy0'ekTiB iHIycTpii Moxu
ACOIIIOETRCS 3 11 MPOMHUCIIOBOIO 1 CKIIATIOBUMH Oi3HECY: BOHH B3a€MOJIIOTH 3 PI3HUMH I AIPHEMCTBAMH JIET-
KOT 1 HE TUTBKH MMPOMHUCIIOBOCTI, TOPTIBJICHO, iIHPOPMAIIIIHOIO Ceporo.

HuzaitHepchkuit OpeHn y cydacHoMy fashion-0i3Heci — e CyKymHICTh iIeHTH(IKYIOUUX SIEMEHTIB,
SIKI CIIPUSTIOTH XapaKTEPUCTHUIIl TOTO YW iHIIOTO cy0'ekTa iHAYCTpil MO, a TAKOX MOJHOTO MPOAYKTY, SIKi
BiH BUpoOse Ha fashion-puHKy.

IIpu npoMy ciin BpaxoByBaTH, IO JJIsI KOXKHOTO CEIMEHTY PHHKY IPOBiIHI BynuHKM Monmu CTBO-
PIOIOTH BJIACHY BepCilo aTpHOyILii Iu3aifHEpCHKOTO OpeHNy, CKOPHTOBaHY Ha I[IHOBY KaTErOpil0 MOIHOTO
MIPOIYKTY 1 ITBOBY ayAUTOpito criokuBada. KpiMm Toro, By JuHKN MO¥ 3 BIJOMUM i TOBa)KaHUM iM'sIM, OCO-
OJIMBO Ti, SIKi BXOIATH B €NITHHHA criicok "Haute couture", mMiHYIOTH CBill IMIDK KyTIOp’€ 1 HAMAraroThCs HE
3MilTyBaTH HOTO 3 BAPOOHHULITBOM OJISITY, X0 1 MOJHOTO, ajle MaCOBOTO BUPOOHUIITBA.

[Ipuxnagom oMy ciryrye HazBa Operay "Chanel Haute couture", sxka B bynuaky monu Illanens
BUKOPHUCTOBYETHCS TUIBKU JUIs ifeHTH(DIKAIT KOJeKIild "BUCOKOT MOIU", MOJICN SIKOi CTBOPIOIOTHCS 3a 1H-
IVBiyaJbHUMH 3aMOBJICHHSIMH 1 KOLITYIOTh, BIANOBIAHO, Myxe xoporo. Ilpu npomy mmpoko Bigomo, 1o
ronmoBuul mu3aiinep bymuuky "Illamens" Kapm Jlarepdensn (mix erimoto bymmaky momu "lllamens") He
TINBKK CTBOPIOE KOJIEKLIl OATY PI3HOTO Kilacy i MpU3HAYCHHS, a U CHiBOPALIOE 31 IBEHHUMH HiANPUEMCT-
BaMH B paMKax MPOEKTY "'MacTixk".

Amnani3 GopmyBaHHS AU3alfHEPCHKUX OpEHIIB HAMOLIBII aKTUBHUX Cy0'€KTIB 1HIYCTpii MOAU CHOTO-
TTH1 J03BOJIsIE KOHCTATyBaTH, IO MepeBaXKHA iX OiNbIICTh, Ma€e B CBOIH Ha3Bi iM's ab0 Mpi3BHUIIE 3aCHOBHUKA
bynuaky momu, skomy Hanexxats operau (Dior, Chanel, Hugo Boss i 6araro inmux). Came meit KpuTepiii B
Ha3Bi OpPEHy MOJHOTO OJATY BHJLISE MU3alHEPChKHUN OpEHJ B CBIIOMOCTI MOTEHIIIIHOTO ab0 MOCTIHHOTO
CII0XKMBA4a, a TAKOX HA PUHKY MOJHOTO OJATY.

Jlo aTpuOyTHBHUX KOMIIOHEHTIB JU3aifHEPCHKOTO OpeHIy, sIKi HalaloTh MOXKIHMBICTH (popMyBaHHS
J0AaHOoi BapTOCTI HA MOJHHUI MPOAYKT, CIiJ BiAHECTH Ha3By Openay ("brand name"), mapka Openay ("brand
mark"), a Takoxk MaTepiaiabHi i HeMaTepialbHi ACTIEKTH.

Jlo MaTepiaibHHUX aCTeKTiB BiTHOCUTBCS BIacHE MOIHHI MPOIYKT, sIKUi BupoOisie by inaok moau, ¢yH-
KI[IOHAITBHI, €CTETUYHI, KOHCTPYKTHBHI, EKCIUTyaTalliliHi Ta iHIi Horo XapakTepucTuku. Jlo HemarepiaabHUX ac-
MIEKTIB CJIiJ] BIJHECTH HAMINHICTh, JOBIPY CIIOKUBAya, ICHXOJIOTIYHMN BILIMB HA CIOXHMBAya, JIOSUTBLHICTH 200
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CXUITLHICTH 3aC00iB MacoBoi iH(poOpMallii, 30kpeMa. Y CBOIO Yepry, JoAaHa BapTiCTh OPEHIy CIIPUsE JI0 MEPETBO-
peHHs iMeHi OpeHny B OpenmoBuit kamitan ("'brand equity"), THM caMUM CIIPUSFOUM ITiABUINCHHIO PUHKOBOT Baru
Bchoro bynuuky moau. [HImmMu cnoBamu, "KOHKYypeHTHY nepeBara’ OpeHIy 3a0e3NeuyloTh MaTepiaibHi i Hema-
TepiaNbHI XapaKTEPUCTHKH, a TAKOXK 1HANBIAyaIbHI CTHITICTHYHI 1 IIPOEKTHI 0COOIMBOCTI KOXKHOTO OpPCHTY.

Excneptu y cdepi CBITOBOrO pHHKY AW3aifHEPCHKOTO OPEHIOBOTO OAATY SK HEBiJ'€MHOI iHAYCTpil
MOJIH cepesl OCHOBHUX HOro 0COONMBOCTEH BUALISIOTH MOTYTHIO KPEAaTHBHY CKJIAJOBY, 3aCHOBAaHY Ha iHAU-
BiIyaThbHOMY TOTEHITiAII TBOPYOCTI XYyIOKHHUKIB-MOACITbEPIB 1 mu3aitHepiB. 3a 100-pigHy iCTOpit0 CTaHOB-
JeHHS 1HAYCTpii Moy c(OpMOBaHI MPUHIUIHN i METOIM YIPaBIiHHS, KOMIUIEKCHA cUcTeMa AuBepcugikarii i
MapKETHHTOBUX KOMYHIKAIIA B IPOIIECi PO3BUTKY TU3AWHEPCHKUX OPEHIIB.

[MpuiiHsiTo BBaXKATH, 110 BCECBITHHOBIAOMI AM3aliHEPChKI OpeHIN B IHIYCTpii MOIM MOXKHA 3iCTaBU-
TH 3 ITI00AJFHUMHU POMHUCIIOBUMH UM CHOXHMBAaLbKUMH OpeHznamu. PaszoM 3 Tum, qoTenep HeMae KOHKPET-
HHAX PEKOMEHIAIIN MO0 TOTO, IO HEOOX1THO BpaxOBYBATH IPH YIIPaBIiHHI KOMITIEKCHAM JTH3aiHEPCHKUM
OpeHIoM, 1 SIKi IPUHIMII 3aKJIaJaTH B CTBOPEHHsI HOBUX YCIIIIHUX AM3alHEPCHKUX OpEHIIB, 30KpeMa — B
iHAyCcTpii Mo (muB. Tadm. 1).

KyabTrypa i CyuyacHICTH

Tabauys 1
XapakTepucTHKA HailyCIiMIHIIINX AU3aiiHepCbKUX OpeHaiB
Y Pi3HHX KATeropisix Ta cerMeHTax CIOKUBYOIr0 PUHKY IHAYCTpii Moau
(3a pesyabtatamu 2013 poky)

Openn bynuaky Monu

crerdixa OpeHmy
Haute couture

cnenugika OpeHIy
prét-a-porter

cnenudika qudyszHoro OpeHIy

CHANEL
(www.chanel. com)

roJIOBHUI nu3aiinep by-
JUHKY MOJIU —
Kapi Jlarepdensa

Jean Paul Gaultier
(www jeanpaul gault-
ier.com)

roJIOBHUM 1u3aiinep by-
JVHKY MOJH —
Kan-Ilons I'oTee

VERSACE
(Www.versace.com)

roJIOBHUH nu3aiinep by-
JVHKY MOJH —
Honatemna Bepcaui

VALENTINO
www.valentino.com

TOJIOBHI Au3aiiHepu by-
JMHKY MOJH —

Mapis I'pauist Keropi Ta
Ieepo [MTaomo [Mikkomi

-Monnuit By 1nHOK BXOIUTH 10
[Tapn3p-KOTO CHHANKATY BHCO-
KOi MOJH;

-nponykirisi"Haute couture” mo-
BUHHA OyTH BUTOTOBJICHA HE
MeH1Ie, Hix Ha 70% Bpy4HY
(BUIIMBKA, arnIiKaIlis);

- B MogHoMy ByauHKy MOBUHHO
mpartoBaté He MeHte 20 ocib;

- IBa pa3d Ha pik HE0OXiTHO
MIPEACTaBIATH MI>KHAPOTHIH
npeci mokas (He mexme 50 Mo-
nenei);

- 6roxer Byanuky Bucoxoi
Monu, sik mpaBuiIo, ckiaagae 15-
20 MinbHOHIB QpaHKiB Ha PiK;

- mTab-KBapTHpa, OYTiK, aTeNbe
B [Tapmxi;

- yuactb y TwxkHsx Bucokoi
Moy B ITapmxki (ciueHs, Jiu-
TIeHb);

- moxi6Hi Byuaku Mo — 30uTt-
KOBI IIAMIPUEMCTBA, aJI)KE BUT-
paTH Ha KOCTIOMH, ITOKa3H Ha
OaraTo BUIIE TOXO/IIB 32 MPOJIAK
MOIIOHOT "eKCKITFO3UBHOI" ITPO-
JTyKIii

Prét-a-porter de luxe:

-HEeBEJIMKa CEPIHHICTh
MOJCTIEH;

-Jly’Ke BUCOKa
sKicTbMaTepiaiB;

-CTaHJIapTHI PO3MipH
OJIAITy, IPUHHATI B
KpaiHi BUpOOHHKA

Prét-a-porter:

-30epirae roJIOBHI
CTHUJIbOBI €JIEMEHTH 3
Himi Haute couture 1
prét-a-porte de luxe;

-MpoTaraH/a eCTeTH-
ku Ta dimocodii Ope-
HAY;

- 3aJI0BOJIEHHS COLIi-
ANBHUX 1 CTaTyCHUX
aMOiLili BUCOKOIOXI-
JIHUX

ColLllaJbHUX KJIACIB;

- IEMOKpaTU4HUI
MiAX17 10 BUOOpY
TKaHWH 1 MaTepiaiiB

-MaKCHMIi3allis IpUOyTKiB
3aBISKHU 3aTy4ESHHIO HOBOTO
IUIsL IM3AHEPCHKOT0 OJATY
CIIO’KHMBAYa,;

-Bi10yBa€ThCS MOLIMPEHHS
3HAHHS [IPO JU3alHEPChKUI
OpeHz;

- 3aXHCTY BiJ 3JIUTTS 3 MAco-
BHUM PHHKOM OJISITY;

- BKJIFOYAIOTH B cebe ApyTi i
TpeTi JiHii prét-a-porte, a Ta-
KOX BY3bKO(YHKIIIOHAJIBHI
JTHIT,

- MOCTil{HE MOTIOBHEHHS PO3-
JpiOHOT TOpriBII TU3aiiHEPCh-
KHM OJISITOM;

- mudy3Hi OpeHIHN JIETKO
CTBOPIOBATH 1 JIETKO IpHuOHpa-
TH 3 PUHKY, HE 3aBIAI0YH
Ikou OpeHmy prét-a-porte;

- 0ydep mix prét-a-porte i
OJIITOM MaCOBOT'O BUPOOHHUII-
TBA;

- TOJIOBHUH M3aiiHep Hece
MiHIMAJIbHY BiJIIOBiJATLHICTD
Yy B3araji He 3aJiSHUH B
TIPOIIEC CTBOPEHHS

Cnemudika qusaitHepcbkux OpeHniB "Haute couture” Ha qaHoMy eTarti mojsirae y popManbHUX O3HaKaX.

Cepen HuX — 90% pydHOi poOOTH MPY BUTOTOBJIEHHI MOIEJIEH OAATY 1 akcecyapiB Ta iHAWBITyai3allisi MOJIEIe;
yniercTBo B Chambre Syndicate des couturies (Cunaukar (ITamara) Bucokoi momu, mo 1973 — Federation du
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Haute Coutute, npodcriyka XyJ0)KHUKIB-MOJIETbEPIiB). [HIMMMI 000OB'SI3KOBUMH BIIACTHBOCTSIMH [TH3aHEPCHKUX
OpenniB, mo Hanexath Haute couture, € po3minieHns B [Tapwki, o Mae Ha yBa3i ropucauKiio dpaHIry3bKoro
JenapTaMeHTy POMUCIIOBOCTI (BUKIIOYeHHsM € Bymunkn moam Versace i Valentino), opraHizatiisi mokasiB Ko-
JICKITI MOJTHOTO OJIATY IIIOCE30HHO (BiUi Ha PiK), B KOXKHOMY TIOKa3i — He MEHIIIE 35 HapsIiB.

ChOTO0/IHI KUTTE3NATHICTh By uHKiB, 10 QyHKIIOHYIOTh B cerMeHTi Haute couture, 3aifiCHIOETBCS B
OCHOBHOMY 3a PaxyHOK KOMIUIEKCHOI iHAycTpii mapdymepii, akcecyapiB i OCBOEHHS PHHKY BUPOOHHUIITBA
rOTOBOTO onATY [4, 68-71].

3 iHmoro 00Ky, OyIy4Yl CTHIICYTBOPIOIOUOIO JIAHKOIO ISl iHIYCTpii MOIU B LiJIOMY, AM3alHEPCHKi
Openmu Haute couture mokimkaHi 30epiraTv, po3BHBATH 1 TpaHC(HOPMYBaTH yHIKaIBHI TpamuIlii iHIyCTpil
MOJH TSI MalHOyTHIX TIOKOJIiHb TU3aifHEPIB 1 CIIOKMBadiB. Y CTPYKTYpi K BU3HAYEHOTO KOHKpeTHOTro bymu-
HKY MOJIH, SIKWH HaJliJIeHnid qu3aiiHepchkuM OpennoM Haute couture, BiH BUKOHY€E pOJb HAO1IbII e(heKTHB-
HOTO pekimamMHoro i PR-cexropa.

Crnenundika O6peHaiB prét-a-porter XapakTepH3y€eThCsl HIOAHCHOIO KiIacudiKali€to, B SKii BUIUIAIOTh-
Csl TaKi HAIIPSIMU TiSUTBHOCTI:

» prét-a-porter de luxe — Haifyacrile, 3 BAKOPUCTAHHSAM iMEHI Iu3aiiHepa B Ha3Bi OpeHy, MOJHUIMA
MIPOAYKT XapaKTEPU3YETHCA MaJIOI0 CEPiHHICTIO 1 BUCOKOIO SIKICTIO BUTOTOBJICHHS;

* designer ready-to-wear de luxe — iHii BUTOTOBJICHHS TOTOBOTO OJIATY;

» premier Designer abo Young design ready-to-wear — JiHii TOTOBOTO OJSTY, CTBOPEHI MOJIOIUMHU
JIu3aiiHepaMu.

Byny4un KBiHTECEHIIIIO MCUXOJIOTIT KOXKHOTO KOHKpeTHOTro by nuHKy Mom, Openau prét-a-porter BceOiaHO
BUKOPUCTOBYIOTH KPEaTHBHI 3HaX1IKH 1 MPUIOMHU MPOEKTYBaHHS Ta MAPKETUHIY, B OCHOBHOMY OPi€HTYIOUHChH Ha
chepy peKiIaMu Ta CTUMYITIOBAHHS Tponaxy. TuM caMuM Taki OpeHIV aKTHUBI3YIOTH MiSUTBHICTD JOITOMIKHOTO
CErMEHTY 1HAycTpii Momu. Y colLiaJbHOMY acrmeKTi prét-a-porter BiANOBiIaOTH MOTpeOaM JEMOHCTPATUBHOTO
CTIO>KUBAHHS PI3HUMH KaTETOPisIMH TIOKYTIIIIB, 33J0OBOJICHHS iX "ero" B 3aBHIICHIH COIliabHil ineHTH(iKAaIIii.

Crneundika nudy3Hux OpeHIIB y cydacHii iHAycTpii Moau peamizyeTbcs B Ha3Bi (aHri. "diffusion
lines" — miHii PO3MOBCIOIKEHHS, TOXOANUTH Bia Ha3Bu audy3Hoi Teopii "diffusion theory", omniei 3 ocHOBO-
TIOJIOXKHUX TEOPiii PO3MOBCIOHKCHHASI MOJHUX 1HHOBAIM B CYCIIIBCTBI) 1 pO3KPUBAETHCS B pOOOTI IMEHHTHX
I3aiiHepiB 1 XYJOXXHUKIB-MOJCNBEPIB HAJ aJaNTOBAaHMMHU IO TPOMHCIOBOTO BHPOOHHUIITBA i MacOBOTO
CIOXKMBayYa CBOIX JN3alHEPCHKUX TBOPYHX i7IeH 1 po3po0OK, MPOTE BXKE IMiJl BUIO3MIHEHUM iM'IM TU3aliHep-
cekoro OpeHay. [leski 3 Takux OpeHTIB y Pe3yJIbTaTi CBOET MiSIIBHOCTI CTAJIM HA CTUIBKH YCHINTHAMH, IO
HaOYJIM CaMOCTIHHOT MepIIopsIHOT 3HauynocTi (Hanpukiaa, Miu Miu, sika cTBOproBajiacs sk AuQy3Ha JTiHisS
Bynunky monu Prada, ane 3aiiHsiia camocTiiiHy 3aTpe0OyBaHy Hily B cydacHoMy fashion-puHKy).

Jlesiki aHANMITUKA 1HIYCTPil MOAM BBaXKAIOTh, IO MU(Y3HI OpeHAM 3 MOTIAAY MPECTHIKHOCTI € PHH-
IATIOBUM PO3IITFHUKOM MiK KaTeropisMu prét-a-porter Ta MACOBUM BHPOOHHIITBOM OJATY. 3 TIOTJISAY Map-
KETHUHT0BO1 J0LinbHOCTI, Andy3Hi miHii ByaunkiB moan 3a0e3neuyroTh Oe3nepepBHE MOMOBHEHHS KOJIEKIIH
OJIAATY, IO 3HAXOAATHCS B PO3MPiOHIN TOPTIBII, MOAENSAMU AU3aiiHepchKkoro oaary. Kpim Toro, nu3aiHepchki
OpeHIH JIETKO 3aMiliaTH Ha MOAHOMY PHHKY 0€3 IIKOMH JUTS TU3aWHEePChKUX aBTOPCHKUX OpEHIIB a0o st
iMeHi By TMHKY MOJIH, SIKOMY BOHH HAJIC)KATh.

MoHi TPOAYKTH, CTBOPEHI ij] €Ti0I0 0JHOTO OPEHy, HE3aIeKHO BiJl TOTO, SKUMHU SKOCTSIMH BOHU
HaJiIeHI, MpUHHATO HazuBaty "Mapodaum noptdenem"” (brand portfolio). B imeani, BiH BKIItodae Bci OpeHIH,
B paMKax SIKUX CTBOPIOETHCS MOJHHH OZST Pi3HUX KATCTOPIH.

[paraenns no nuBepcudikanii qu3aiiHepchKuX OpeHaiB Ha modaTKy XXI cTOMITh COPHUSIIO CTPYKTY-
pu3anii mpoBigHUX ByAWHKIB MOIM B KOHTEKCTiI MPUHIMIIOBOI PO3POOKH AEKIITBKOX JIiHIA MOTHOTO OAATY,
BKJTFOYAI0OYH BY3bKOCIICITiaTi30BaHi.

VY3aranbHEHO MPOEKTHI Ta MAPKETUHTOBI 3aBAaHHs AU(Y3HUX AU3alHEPCHKUX OpEeHIiB MOKHA Co-
PMYJIIOBATH TaK:

* 30UTBIICHHS MPUOYTKY 3aBISKH 3TYUCHHIO HOBOTO CIOKHMBada 3 MCHIMMMH IIHOBUMH aMOiIlis-
MH, aJie BEJIMKOK MOOUIBHICTIO MO0 CIPUAHATTS MOJHUX 1HHOBALIIi;

* PpO3MNOBCIOKCHHS iH(OpMaIii mpo Au3aifHepChKUN OpeHna cepell MOTSHIIHHHUX CIOXHBAYiB i
CTBOPEHHSI cIOCO0Y MOCTYHNOBOT'O 3ay4eHHs CHOXXHMBaYiB HMXKUOTO CEIMEHTY MPOIYKLii B KaTEropiro cro-
KHBaYiB MOJHOTO OJSTy prét-a-porter (Ha MmiJCcTaBi 3MiHH COLIAIILHOTO CTaTycy abo CIIOKUBAIBKUX aMOilii
MOTEHIIHHUX CIIOXKUBAYiB);

* 3a0e3MeyeHHs 3aXUCTy AU3alHEPChbKUX OPEHAIB BiA MOTJMHAHHS PUHKOM MacOBOIO OIATY, CyMi-
IIal04YM B COO1 TTepeBaru MPOTHIICKHUX cerMeHTIB fashion-puHKYy.

Ha ocHOBI pe3ynbTariB aHanizy QyHKI[IOHYBaHHS AH3allHEPCHKUX OpEHMIB Pi3HHUX KaTeropii Ha cy-
yacHOMY fashion-puHKY nOUiTBHO chopMyNrOBaTH NEKUTbKAa KPUTEPiiB MPHHIMIIOBOI BIIMIHHOCTI MOJHHX
JIiHINA, CKJIAAOBHUX €IMHOTO MapOdHOTO TOpTdeio (IuB. TadI. 2):
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Tabauys 2

Kaacundikanisa ki1o4oBuX napaMeTpiB BcepeauHi 1u3aifHepcbKOro Openay

Coepa . CniBnpans 3
Ilapame Haute couture Prét-a-porte ndy3Hi OpeHau
crparerii pametp p Hudy PEHIL mass-market
Crabinisyounid OcHoBHe mkepeno | JlpyropsaHe mxepe
(axrop mist fashion | Sxpo Opermy . P Pyropia P
. . JIOXO/IIB JI0 TOXOJIiB
0i3HECY B LIIOMY
Buxin Ha pUHOK i
. . . .. 1HAeHTU]IKALIHHIM .
Kginrecenuis ctuito | KBinteceHiis ¢inoco- % Gikan .. |Buxig Ha puHOK y
OpeHaa ¢ii Openy nejibmoM, IO Bifpi- cKIai Konaboparii
p peHIy 3HSAETHCS BiJl prét-a- P
.. orte
Konuent i - - P
Buxin Ha puHOK Mz . .
5 . . . . Buxin Ha puHOK mix
T3aifHEPCHKIM Buxin Ha puHOK Tix Buxin Ha prHOK i . Ny
o . o " CIUJILHUM JICHOI0M
JICHOIIOM, aKIIEHTY- | TU3aHEPCHKUM JICHO- | AM3aiiHEPCHKUM (1w3aitse
FOUX HAJEXKHICTh IO |JIOM JIefi0I0M p
BHUPOOHUK )
Haute couture
. 3axwucr Bix 3murTa 3 | [lommpeHHs 3HaHb
Cayrye PR- ninsam | Cityrye GrompkeTHUM A P
. MAaCOBUM PHUHKOM, mpo OpeHn cepen
KOMITaHi1 LIUIM KOMITaHi1 .
Ooydep Mo HOBHX CIIO)KHBAYiB
. 70% pyuHoi mpanti y | AmanTarmis mif ctaitic- | AxanTanis mix GyH- | AmanTamnis mig exo-
[ponykr |Coeuu-dika . . . . : . A
BUTOTOBJICHHI BHPOOIB | THYHI 0COOJIMBOCTI KI[IOHAJIbHICTE HOMIYHICTh
Monemni oy BHTO- MoxnuBicTh cTBO- | CTBOpeHHS Iu3aii-
. CranmapTH30BaHO- e
TOBJISIOThLCS 110 iH- . . PEHHS JiHIHA O[Ty | HEPCHKOT'O OMSTY
. TUIIOJIOTIYHA PO3MipHA
JIB1TyabHIM citka Ha HECTaHJAPTHY JUTS MaCOBOTO TIOKY-
MipKam ir IS
Tpoaykr p . Girypy it
BurorosienHs 1 .. . ..
L . Peamizanis komekii 3a | [Iponax mineH3id Ha .
peaitizallisi MOBHICTIO N ®dpaHvali3uHTOBO-
JIOTIOMOT 010 (hpaHYaii- | BUTOTOBJCHHS Ta .
KOHTPOJIOETHCS ; L JIOTOBipHA
3HHTOBUX JIOTOBOPIB | peai3aiiro
MOJHHUM JIOMOM
o . . BiamnoBigaiapHICTE BinnosiganbHICTE
JuzaitHep Mapku Huzaitaep po3nissie
: .| . . Hece BUPOOHUK, Hece BUPOOHUK,
VYyactb HEce MTOBHY BIAMOBI- | BiANOBIOANBHICTE 32 . o N N
. . . Iu3aiiHep mpuiiMae | mu3aiiHep mpuitMae
nu3aiiHepa | MAJIbHICTP 3a JM3aiiH | CTBOPEHHS KOJICKIIIT 3 .. ..
MiHIMaBHY y4acTh y | MiHIMaJIbHY y4acTh y
oIATy TBOPYOIO TPYIIOI0 . .
porieci mporeci
KynsTypHa 1 i- . . .
. YARTYP b YoJ10BI1KHU Ta KIHKH 3 . JIroqu 3 cepeanim
[Moxkymnui HaHCOBO- CepenHiii kiac
. BHCOKHM JIOXOJ0M JIOXOJI0M
MIPOMHCJIIOBA €J1iTa
[inoBa
. 12000-65000 $ 5000-12000% 1000-5000$ 300-100%
MOJIITHKA
Yucra mapka | HenpuOyTkoBO 25% 65% 85%
. . |-dipmoBi OyTuKy; -JIOMIHYIOTb OITOBI
[Tpopaxxi MOKIMBI bip . M K b Y1 . .
. . -(ppaHYaH3UHTOBI poaaxi; -OIITOBI IpoAaXi y
. Opraniza- |TUIBKH B CAMOMY .
Micue . . JIOTOBOPH; -JTineHsii Ta (ppaHIBY; | MarasuHax BUPOO-
L1 IpOJAaX |MOAHOMY JO0MI, OIl- .
.. N -IPOAAXK JTIEH3IT; -TIPOAX B MyJIbTH- | HUKA
TOBOI TOPTiBJIi HEMAe . .
-OITOBA TOPTIBJIA OpeHmoB. OyTiKax
. . IToxa3 Ha CBITOBHX .. . ..
IIpocyBa- |Fashion TToka3 Ha HemUIAX HeUTIX MOH prét-a CremianizoBani Crerupigni mokasm,
HHS 1i(0)Y% Mo haute couture porte p BHUCTaBKU mpe3eHTalil
[IIupoxo Tupaxy-
p PaxKy . Iupoko Tupaxy-
€Thed B cenianizo- | Tupaxyerbcs B CMI, |IlotpeOye criemians- ;
Banux CMI, B ¢$oTO sIK 3 MOAIyMY TaK | HOro popmary ta €ThCA KOMITAHIEI0-
3MI > . e . yMy . bopMaty . BUPOOHHUKOM, 1HIH-
OCHOBHOMY BUKOpH- |1 CTyAilHI, OCHOBA IS | iIHIUBIAyaIbHOT .
N BiJlyaJlbHa KOHIICII-
CTOBYIOTh (pOTOrpa- |peKIaMHHMX KaMITaHif | KOHIIEIIIT s
¢bii 3 momiymy
Chanel
H&M +Karl Lager-
Haute Cou-
ture feld;
Dior Haute Giorgio Armani Emporio Armani H&M+ Stella
IIpuxknaau Couture Donna Karan DKNY McCartney;
) Kenzo Femme Kenzo Jungle H&M + Viktor &
Givenchy
Haute Cou Rolf;
Gap+Valentino.
ture
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Mucrenrso3HaBCTBO Yynpina H. B.

* T[T CTBOPEHHS 1 MATPUMKH BU3HAYCHUX TU3AHHEPCHKHUX a00 KOPIIOPATHBHUX JiHIHM B iHAYCTpii MOIIH;

* cnenugika po3poOKH i BAPOOHUIITBA MOJTHOTO TIPOIYKTY B TIEBHOMY CIIOKHBAIIbKOMY CETMEHTI;

* I[iHOBa MOMiTUKa By JMHKY MOJIU 111010 KOXKHOI 31 CTBOPIOBAHUX JIiHIN;

* CTYIiHb YYacTi MPOBIAHOTO XYIOKHUKA-MOJAEIbepa ad0 apT-AupekTopa byauHKy MOaM y CTBO-
PEHHI MOJHOTO MPOIYKTY;

* MPUHLIUNN BUKOPHCTaHHS EBHUX BUIIB MAPKETUHTOBUX KOMYHIKaIii.

[Ipote, He3BaXKarOUM HA BCi BIIMIHHOCTI, B Cy4acHHX YMOBax Iio0amizanii iHaycTpii MOAX ABa Kapau-
HaJIbHO TPOTHJICKHUX CETMEHTH OpEHIIHTa — JIFOKC-IHIYCTpPisS Ta Mac-MapKeT — IIYKAloTh NUIIXH HE TUTBKA
B3a€EMOJIIT, a ¥ 37HUTTSI VISl PO3MIMPEHHS CBOTO BILUTUBY Ha HOBI IIUJIbOBI TPYIIN CIIOYKHMBAaYa i 3aBOIOBAHHS HOBHX
PHUHKIB 30yTy cBO€i mpoaykiii. CHHTE3 BCECBITHROBIIOMUX JTU3AHEPCHKUX OPEHIIB 3 BYJMYHUMHE TEHACHITIS-
MH 1 MOJTHIMH IHHOBAITISIMH CTa€ BCE OUTBIT MIOMITHAM 1 MACOBUM SIBUIIIEM B iHAyCTpii Moan. Briepmre, B 2004
poti, moBHOMacmTabHy oQiuiiiHy KoJabopaliio Iu3aiiHepChKOol MapKH Kiacy "rokc" Ta MOAM MacoBOTO CIIO-
skuBauHs 3nificamm Kapn Jlarepdensa (romopamii nuzakinep bymamaky momm "lllanens') Ta Toprora Mapka
H&M (Bu3HaHMiA Jijep BUPOOHUIITBA IPOMUCIOBUX KOJIEKIIM MOIHOTO OJTY). 3 TOrO Yacy JaHa TeHICHIIIS
PO3BHUTKY TOMIOHUX KOJaOopaiiii pO3BHBAEThCA TaK aKTWBHO Ta PI3HOIIIAHOBO, IIO B HEJNAJIEKOMY MaiOyT-
HBOMY MOJKE€ CTaTH OCHOBOFO JUISI HOBOI KOHIICTIIIIT PO3ITOBCIOHKEHHS MOTHUX IHHOBAIIN B CYCITIIBCTBI.
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Yynpuna H. B. AHAJIN3 MHOTOBEKTOPHOCTH JU3aiHEPCKUX OPEHI0B B MHAYCTPHH MOJBI

B nmanHOi#i paboTe MPOBOAUTCS CPABHUTENBHBIN aHATN3 (DOPMHUPOBAHUS AU3AHHEPCKUX OPEHIIOB Pa3HBIX KaTeropuit
B 3aBHCHMOCTH OT TOTO, Ha KaKylO LEJEBYIO IIOTPEOUTENBCKYIO ayIMTOPUIO HallelieHa HX JIeTeIbHOCT. B craThe 000cHO-
BaHO, YTO HA I'PaHM IepeceueHus cep BIUSHHS Pa3HbIX KaTeropuii OpeHaa o0pasyroTcsi KOMOMHHUPOBaHHbIE, WK T Qy3-
HBIC JIMHUU p33p8.6OTKl/l MO}IHOﬁ OJC)K/IbI, KOTOPbIE COCAUHAIOT B ce6e IMPOCKTHBIE U MAPKECTUHI'OBBIC MPEHUMYILECTBA B
Tipe/ienax eAMHCTBEHHOTo "MapouHoro noptdens". B mccnenoBanuy 1mokasaHo, 4TO B YCIOBHMSIX IJI00aIM3aliMi COBPEMEH-
HOHM MHTyCTPUM MOJIbI TIPUOPUTETHBIMH /TSl JIOMOB MOJIBI CTAaHOBSITCSI IMEHHO KOMOMHHPOBaHHBIE TU3aifHepCKUe OpeH bl
Kak CpeJICTBO IPHBJICYEHHs] HanOoJIee IMPOKUX CJIOEB MTOTPEOUTEIEH 1 MOBBILICHHS YPOBHS YCIICITHOCTH OpeHa.

Kniouesvie cnosa: wHRyCcTpUM MOIBI, MapO4HBIN MOpT(dhens, OpeHIOBBIN KamuTal, Ha3BaHWE OpeHnia, Mapka
OpeHza.

Chuprina N. Analysis of multivector activity of designers’ brends in fashion industry

The research presents comparative analysis of forming designers’ brands of different categories based on their
target audience needs. The article proves that combined or diffuse lines of fashion clothes, which unite project and
marketing advantages within unique brand portfolio, develop at the intersection of brands’ various categories
influences. The research demonstrates that globalization of the modern fashion industry makes combined designers’
brands a priority for Fashion Houses since last attract wider audience of consumers and increase brand success. The
work results show that the fashion industry structure can be shown like a hierarchy, the top of which occupies the
activity of High Fashion Houses directed to formation of modern standards and tendencies (project and advertising
components). In the frames of contemporary fashion industry globalization, business activity of many fashion houses is
carried out in a form of interaction with separate small design companies or agencies that in addition have their own
structure, project technology and potential sale markets. At this stage, a leading role belongs to mass media which is
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involved in work with Fashion Houses information and marketing departments closely and productively. Design firms
and agencies that deal with only one line product segment, are situated one level lower in a Fashion Houses gradation.

The article focuses on typical properties of a designer brand in a modern fashion business which determines the
designer brand as a complex of identifying elements facilitating characteristics of one or another fashion industry
subject as well as a fashion product it produces on a fashion market. At that, the author admits that the leading Fashion
Houses create their own attribution version of a designer brand for each market segment, adjusted for fashion product
price category and target consumers.

Analysis of the formation of designer brands of the most active subjects of fashion industry, conducted in the
present study, shows that it is the usage of designer’s name in the title of designer fashion brand that singles out a
designer brand in the mind of the potential or permanent customer, as well as on the fashion clothes market.

As the research results show, the worldwide designer brands in the fashion industry can be compared to global
industrial and consumer brands. At the same time, there are currently no definite recommendations related to what one
needs to take into consideration while managing a complex designer brand, what principles should be basis for further
successful designer brands, in the fashion industry in particular.

On the other hand, new basic components and aspects of value added price formation for fashion clothes as a
fashion product created by designer brand have been determined in the thesis. One should add a brand name and a brand
mark which form material and immaterial aspects of designer brand functioning to attribute designer brand components
that provide possibility of value added price formation for a fashion product. The fashion product itself produced by a
Fashion House and functional, aesthetic, construction, operational and its other characteristics relate to material aspects.
One should refer reliability, consumer trust, a psychological impact on a customer, mass media’s loyalty or disposition
in particular, to immaterial aspects. In its turn the value added price of a brand facilitates a conversion of a brand name
to brand equity, this way it contributes to an increase of a market value for the whole Fashion House.

Correspondingly, it is habitually to call fashion products created under the aegis of one brand, despite their
qualities, a brand portfolio. Ideally, it includes all brands in the frames of which fashion clothes of different categories
have been produced. It is grounded in our thesis that a tendency to diversification of designer brands at the beginning of
XXI century contributed to the leading Fashion Houses organizations structuring in the context of major development
of several fashion clothes lines, including highly specialized ones.

The author came to the conclusion that project and marketing objectives of the diffuse designer brands are
firstly directed to profit increase due to the attraction of a new customer with lower price ambitions, but a higher
mobility as to the perception of fashion innovations; information spread on designer brand among potential consumers
and creation of a method for step by step attraction of consumers of the lowest products segment to a category of
consumers of prét-a-porte clothes ( on the basis of a change of potential consumers’ social status or their customer
ambitions); security protection of designer brands from merging by mass clothes market, combining in itself the
advantages of opposite segments of fashion market.

On the basis of the analysis results for the designer brands of different categories functioning on a
contemporary fashion market, in the thesis the main criteria for basic difference of fashion lines forming one brand
portfolio have been formulated: objectives of creation and support of certain design or corporate lines in fashion
industry; the specifics of development and production of a fashion product in a definite consumer’s segment; Fashion
Houses price policy relating to each of the created lines; a degree of participation of a leading fashion house art designer
or art director in fashion product creation; the principles of use of certain marketing communication types etc.

The article stresses that, despite all differences, in modern conditions of fashion industry globalization, two
basically different branding segments — luxury industry and mass market look not only for ways of interaction , but also
for merging to expand their influence on new consumer target groups and to conquer new sales markets for their
products. This tendency of such collaboration development boots so actively and in a diverse way that in the near future
it can become a basis for a new concept of fashion innovations spread in a society.

Key words: fashion industry, brand portfolio, brand equity, brand name, brand mark.
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