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Y cmammi po32/isHymo MOHAMMS «mopaosa
MapKa» ma «6peH0»., Ceped K/IHH0BUX iHCMpY-
MeHmMIB 3abe3redeHHs1  YCrilHOo20 PO3BUMKY
KoMMaHii Ha puHKy HeabusiKy posib sidigparomsb
mopaosa Mapka ma 6peHO, siki € 3acobamu
CMBOPEHHS KOHKYPeHMHOI rnepesaau. CydacHe
M/lyMaYeHHs MOHSIMMs1 «B6peHd» BK/IKOYaE BCI
acoyjayii crnoxusada, ujo BUHUKaOMb y 383Ky
3 mosapomM 8 pe3ysibmami npudbaHHs srac-
Ho20 00CBIOy, CXBa/leHHs1 2poMadcbkocmi ma
omovytodux. epsUHHOI € mopaosa Mapka, 60
6peHO Moxe 3'asumucs auwe 3a il HasgHocmi
ma sni3HagaHHsl. OOHUM I3 Cy4acHUX ma Oiesux
IHCMpYMeHmI8 cmpameaiyHo20 MapKemuHao-
B020 yrpas/liHHA Ha emari npuliHTmms 6peHda
crioxusayamu € BUKOPUCMaHHS  KOMIMaHIsMu
BAM-mo0esii. bpeHO cmBoproembCsi 8 pe3y/ib-
mami CrifibHUX 3ycusb BUPOGHUKIB, MO6MOo
B/1aCHUKIB 6peHdY, iX napmHepis ma CrioxusaYis.
lpu YoMy KOXeH 3 HUX [0-Pi3HOMY 3as1yyeHull
00 yb020 npoyecy. bpeHo sik HemamepiasibHUl
pecypc cymmeso BI/IUBAE Ha UIHHICMb KOMITaHl,
0rocepedKoBaHO BUKOHYHOHU (DYHKUiHO 2eHepy-
BaHHS1 2pOLOBUX MTOMOKIB.

KntouoBi cnoBa: 6peHd, mopaosa Mapka, bpeH-
OuHe, yriakKoska, CUMBOJI, perlymayjisi, 0bpas.

B cmambe paccMompeHb! MOHSIMUST «Mmop20osasi
Mapka» U «6peHd». Cpedu K/IYeBbIX UHCMPY-

MeHMOoB8 0becrieyeHus1 YCrewHo20 Passumusi
KOMMaHuu Ha pbiHKe 60/bWY Po/ib usparom
mopeosasi mMapka U 6peHO, Komopble sB/s-
tomcesi cpedcmsamu co30aHusi KOHKYPeHmMHo20
npeumyujecmsa. CoBpemeHHoe MmoJKoBaHue
MOHSIMUSI «BPeH0» BK/IloYaem Bce accoyua-
yuu rompebumersi, BO3HUKarOWue 8 CBS3U C
mosapoM 8 pesy/ibmame npuobpemeHusi coo-
CMBEHHO20 Ofbima, 0006peHuUs 0bUWECMBEH-
HOCmu U OKpyxatoujux. MepsuyHol sisnsiemcsi
mopaosasi Mapka, MomomMy 4Ymo 6peHo Moxem
10sIBUMBCS MO/ILKO MPU e Ha/luduu U y3Hasa-
emocmu. OGHUM U3 COBPEMEHHbIX U OelicmBeH-
HbIX UHCMpPYMEHMO8 CMpameauyeckozo map-
KemuHa0B020 yrnpas/eHusi Ha amarie MPUHsIMuUsI
6peHOa nompebumessiMu s18ASemMcs1 UCTo/b30-
BaHuUe KoMnaHusiMu BAM-modenu. bpeHo co30a-
emcs1 8 pesy/ibmame COBMECMHbIX ycusuli npo-
usgooumerneli, mo ecms gnadesbyes 6peHda,
ux napmuepos u rnompe6umened. Mpu amom
KaXObIl U3 HUX M10-Pa3HOMy BOB/IEYEH 8 3mMOm
npoyecc. BpeHO kak HemamepuasibHbIl pecypc
CYWeCmBeHHO s/lusiem Ha UeHHOCMb KoMna-
HUU, KOCBEHHO BbIMO/IHSISI ChyHKUUIO 2eHepUpo-
BaHUSs! OEHEXHbIX MOMOKOB.

KnioueBble cnoBa: 6peHO, mopeosasi Mapka,
6peHOUHe, ynakoska, CUMBO/, penymayus,
o6pas.

The article deals with the concepts of “brand” and “trademark”. One of the key tools for ensuring the successful development of a company in the market
is played by brand and brand, which serve as a means of creating competitive advantage. The modern interpretation of the term “brand” includes all con-
sumer associations that arise in connection with the product as a result of the acquisition of their own experience, the approval of the public and others.
The primary is the trademark, because the brand can only appear if it is present and recognizable. One of the most modern and effective tools of strategic
marketing management at the stage of brand adoption by consumers is the use of companies by YOU. The brand is created as a result of the joint efforts
of manufacturers — brand owners, their partners and consumers. However, each of them is differently involved in this process. A brand, as an intangible
resource, has a significant effect on the value of the company, thereby indirectly performing the function of generating cash flows. Thanks to the well-known
brand, the consumer value of the goods that enter the market under its «cover» increases. And in the case of oversaturation of markets with goods and
services, this is an important competitive advantage that allows you to retain the loyalty (loyalty) of consumers and thereby increase the sales volume of
the company’s products. That is why so much attention of modern scientists is given to technologies and methods of brand creation, because it serves as
a business card of the company and the product it produces. Strategic brand management aims to increase the total brand equity of the firm as a result of
optimizing the structure of the brand portfolio by determining the number and degree of differentiation of brands. In general, there are five types of brand
management strategies that have proven themselves successful in marketing: a product line expansion strategy where an entity releases additional product
units in the same product category under the same brand with new characteristics; a brand extension strategy is to use successful brand names to launch
new or modified products in a new category; multi-brand strategy — means creating additional brands in the same product category; corporate brand strat-
egy — promotion of all its products in the market under a single brand; new brand strategy — used when producing a new product category.

Key words: brand, trademark, branding, packaging, symbol, reputation, image.

MoctaHoBka npo6nemu. Cepen  KIUYOBUX AHanis ocTaHHiX pocnigpkeHb i nyonikauii.

IHCTPYMEHTIB 3a6e3MNeyeHHs YCMilLHOro PO3BUTKY
KOMMNaHii Ha pUHKY Heabusiky ponb BigirpatoTb TOp-
roea mMapka Ta OpeHf, ki € 3acobamy CTBOPEHHS
KOHKYPEHTHOI nepeBarn. bpeHAUHr K NOTYXHa map-
KETUHroBa TEXHONOrIA 34aTHMi 3abe3neunTn eqgoek-
TMBHE NpOCyBaHHA ToBapiB (PO6GIT 4M MNocnyr) Ha
PUHKY. BucTynawoum BigoO6GPadKEHHSIM MO3UTUBHOIO
iIMiZIXXY, YHIKANIbHUX B/1ACTUBOCTEW Ta XapakTepucTmk
ToBapy (Gipmun), 6peHAn MILHO YKOPIHUANCA B HaLUil
CBiZOMOCTI (Hanpvknag, ycim gobpe BigoMi CbOrogHi
“Adidas”, “Apple”, “Nike”, “Volkswagen”, ‘Nestle”).
Came 3aBAsikm bpeHaam KomnaHii MOXYTb BiflbHO
noyyBaTUCb Ha PUHKY, a CroXxusadi Nerko igeHTugi-
KyloTb TOBapu.

Bunyck 34. 2019

JocnigpkeHHa Micusa 6peHay Ta 6peHOnHry B CUCTEMI
MapKETUHTY € NpeiMeTOM BMBYEHHA GaraTbox 3apy-
B6DKHMX HaykoBUiB, 30kpema [. Aakepa, C. AHXOMTa,
I. NayniHra, ®. Kotnepa.

MoctaHoOBKa 3aBpaHHA. MeTOK CTaTTi € BU3Ha-
YeHHA poni Ta Micua 6peHauHry B NiABULLEHHI KOH-
KYPEHTOCMPOMOXHOCTI Aisi/IbHOCTI NigNnpuUeEMCTBa Ha
OCHOBi aHani3y CniBBigHOLEHHA MOHATbL «TOpProsa
Mapka» Ta «bpeHa».

Buknap ocHOBHOro marepiany AocnigXeHHs.
MMig yac aHanisyBaHHA nNpaub BITYN3HAHUX CyYacHWKIB
Ta HayKOBLiB Yy NOLLYKOBI mepexi “Google Scholar” 3
1990 poky no nuctonag 2017 poky A.B. lonosatleHKo
BCTAHOBUB, LLIO NepLUi AeCATb POKIB AOCNiAXKYyBaHOro
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nepiogy KiNbKICTb nNpaub No 3anuty «bpeHg» byna
He3Ha4yHolo, CKNaBLWn Ha KiHeub 1999 poky 24 ny6ni-
Kauji, a 3 KiHusi 2016 poky iHTepec A0 TeMU Pi3Ko
36inbLIMBCA, NPO WO, 30Kpema, CBig4MTb 3POCTaHHA
KinbKocTi ny6nikauiii. Ix uncno Ha kKiHeub 2016 poky
cknana 7 550 npaup [4].

TpakTyBaHHSI MOHATb «TOpProBa Mapka» Ta
«bpeHa» HaBedeHo B Tabsn. 1. 30Kpema, BUBYEHHIO
CNiBBiAHOLLEHHSI NMOHATL «BpeHd» i «ToproBefibHa
Mapka» npucesiueHe gocnigxeHHs B.HO. fApmaka
[2]; HaykoBO-meTOAWYHI MigxoAu A0 BU3HAYEHHSA
oco6nMBOCTE NAaHyBaHHA OGpeHAa-cTpaTerii nig-
npueMcTBa BUCBITNOE Y CBOIN poboTi P.B. 360poB-
cbkuii [3]; cneuncpiky 6GpeHAMHTY SK YNpaBaiHCbKOT
TEXHONOTIT WoA0 34aTHOCTI BN/IMBATK Ha 3pOCTaHHs
pecypcHUX Ta pPUHKOBMX MOX/MBOCTEN NigNPUEMCTB
Masioro Ta cepefHbLoro 6isHecy i 3abe3nevyBatu ix
CTannii po3BMTOK po3srisgarTb B. Mykomena-Muxa-
Heub Ta I CoKosoK [5]; CTAHOBMEHHIO Ta PO3BUTKY
yChilHMX CBITOBUX OpeHAiB y po3pisi cTpareriy-
HOr0O MapKeTUHrOBOro ynpas/iiHHSA, a TakoX OCo-
61MBOCTSM 3aCTOCYBaHHS IHCTPYMEHTIB OpeHAnHry
NPUCBSIYEHO HaykoBuil gopobok M.B. Mynnep Ta
M.O. Mynnepa [6].

MpoBefeHnii aHanis NigTBEPOAKYE AymKa Linoi
HW3KN BYEHUX NPO Te, L0 NOHATTSA «TOProsa Mapka»
N «bpeHa» MatTb Pi3HE CMUCNOBE HABaHTAXKEHHS.
[o TOro X nepBvHHOK € TOproea Mapka, 60 6peH/
MOXe 3'ABUTUCA Nuwe 3a i HaABHOCTI Ta Bni3Ha-

BaHHA. [Ns y3ara/ibHeHHA ChiJibHUX Ta BigMiHHUX
puc [ocnigKyBaHMX MOHATb Hamu 6yna nobyao-
BaHa Tabn. 2.

OTXe, MM MOXEMO KOHCTaTyBaTu, LIO TOprosa
Mapka MepeTBOPIETLCA Ha OpeHn, Konu y Chnoxu-
Baya 3'ABNAOTLCA peasibHi ACKPaBO BUPaXeHi eMo-
uii Ta BiguyTTA Big 11 BUrIAAY, TOMY Byab-aKuii 6peHs
Ma€e CBOK TOProBy Mapky, ajie He KoXHa Toprosa
Mapka € 6peHzoM.

OTxe, OCHOBHV/MW O3HaKkamu 6peHay €:

— 3apeecTpoOBaHMWii TOBAPHUIA 3HAK;

— [o6pe Bijoma Ha NeBHOMY PUHKY TOBapHa Mapka;

— TMOB’A3aHi 3 TOProBOK MapKOK BigyyTTA CMo-
XnBauis.

CyuacHe T/lyMayeHHs NOHATTSA «OpeHa» BKoYae
BCi acouialii cnoxunsaya, Lo BUHUKAKOTb Y 3B'A3KY 3
TOBapoM B pesynsrati npuadaHHsa B/1ACHOTO LOCBIAY,
CXBaJIEHHA TPOMaACLKOCTI Ta oTouyoumx. CBifo-
MIiCTb CMoXuBada oopmMye 06pas, SKuin 06’efHye
Pi3Hi XapakTepucTuku 6peHay, noB’A3aHi 3 1ioro
Ha3Bow, cumBonioM (norotun “Nike”), ynakoBKO
(cbopma nnswkm “Coca-Cola”), peknaMHMM nepco-
HaxeM (kponuk Ksiki y “Nesquik”), menogieto (“Intel”,
«EBpona+»), opraHizaielo KOMyHikaLii B Micui npo-
Jaxy, [OCBIoOM nonepefHiX MOKYMNoK i CTyrneHem
3a/10BOMIEHHSA SAKICTIO TOBapy, @ TakoX MovyTTAMM Ta
eMoLisiMKX, BUK/IMKAHUMKW PEKTaMHUMU  crioraHamm
(Hanpuknag, «Amxke TU LbOro BapTa» Bif “L'Oreal”;
“Innovation & You” («IHHOBau,ii i BU»), WO € HOBUM

Tabnumua 1

TpaKTyBaHHSA MNOHATbL «TOProBa MapKa» Ta «6peHg»

Bu3sHa4yeHHA NOHATTA «TOoproBa Mapka»

BusHa4yeHHs1 NOHATTA «GpeHa»

O3Haka, 3a SIKOK CNoXuBay BM3HAYMTb NPOAYKT (ToBap
abo nocnyry) 0AHOro NpoAaBLs Ta BiApPi3HUTL Lie NPoayKT
Bif, NPOAYKTY KOHKYPEHTIB. Takol O3HaKol MOXe OyTu
iM’'ss abo HasBa ToBapy, MasItOHOK, JIOTOTWNM, SIKUIACL 3HaK
abo cumBon [1].

O6pas, Sknii cknafjaeTbCs B TOM0OBIi cnoxusaya. Llei
o6pa3 ck1agaeTbecsa 3 yCbOro, L0 3HaloMe CroXuBady Ta
noB’si3aHe 3 NPOAYKTOM, L0 Ma€ A/151 HbOro 3Ha4YeHHs [1].

ToproBesibHa Mapka € OCHOBOK 6peHAy, Ti PyHKUioHaIbHEe
NPU3HAYeHHs1 nonsrae B TOMY, LUO TOProBesibHa Mapka
nepeaycim BUPI3HAE NEBHWIA TOBap, BUAINAE Or0 3 Macu
OfHOpPiAHMX, € 3acobom igeHTMduikauii ToBapy, TOOGTO
BifpI3HAE TOBap OOHOrO0 BMPOOGHWMKA Bif, TOBapy iHLIOMO
BMpPOGHUKa [2].

€ Pi3HOBMAOM TOProBe/IbHOI MapKyM 3 yCTa/IEHOK BNPOAOBXK
TPUBANIOro Yacy penyTauieto, WO Mae A8 Chnoxusadis
BignosigHoro Tosapy (MOCAYrM) BUCOKY acouiaTMBHY Ta
ideHTudpikauiiHy 34aTHICTb, @ TaKOX SKICHI BigMIHHOCTI
Bif KOHKYPEHTIB, Mnepefjae crnoxwmsadyaMm KOMIMIEKC
(PYHKLOHA/IbHUX, €MOLIAHUX Ta CUMBOJIIYHMX LiHHOCTEW,
IO BTiNOWOTbLCA B ToBapi (Mocnysi) abo Moro BUPOOGHWUKY,
06YyMOBNIOIOTL CTaNnii BUGIp CNOXMBAYEM LbOr0 TOBapy
(nocnyru) cepef, KOHKYPEHTHUX aHanoris [2].

3apeecTpoBaHa HasBa ToBapy, rpynu ToBapis, nociyr
TOLLO, SIKi MPUCYTHI Ha PUHKY, TOBTO € CKOpILLe PUANYHUM
NOHATTAM, HX MapKeTUHrosum [7].

Acouiauii, 06pa3 ToBapy, WO iCHyE y CrMoOXuBaua; sikicHa
TOproBa Mapka, WO Mae penyTauilo y nokynuis i gobpe
npofaeTbCs NPOTArOM TPUBAIOTO 4acy, TO6TO € ckopiwe
MAapPKETUHIOBUM MOHATTAM, HDK OpUANYHUM [7].

Mo3HaueHHs, siki 34aTHI BiZOKPEM/IOBaTY TOBapW Ta NOC/Tyrn
OOHMX HOPUAUYHUX Ta i3uYHMX Oocib Big OAHOPIAHWX
TOBapiB Ta NOC/Yr iHWMX PUANYHUX Ta didndHUX oci6 [10].

O6pas, SKMit iCHye y CBIAOMOCTI CMOXUBa4YiB 5K peakuis
Ha ToBapHuii 3Hak. Lle, 3pewuToo, 06iusHKa BMPOGHMKA
3a [0MOMOroK TOBapy MOCTIMHO HajaBaTh CHOXKMBady
crneymngivyHnin Habip sikocTeld, WiHHOCTeR Ta nocnyr. bpeHg —
Lie CYTHICTb, L0 NOCTiliHO PO3BMBAETLCA Y Yaci Big, MapKu AK
KOHLLeNLi, Lo CK1afaeTbCcA 3 BifoMuX enemeHTiB (thipmoBoi
Ha3BW, (IPMOBOrO 3Haky, C/i0raHy), A0 YiTKO MPUAHSATHOT
cnoxuBadamy CyKynHOCTi (DYHKLIOHa/IbHUX Ta eMOLiRHNX
€/1IEMEHTIB, WO €AVHI i3 camMyvM TOBapoM Ta 3acob60oM ioro
npeactasneHHs [10].
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Tabnuua 2
CniBBigHOLIEHHs TOProBoi Mapku Ta 6peHay
ToproBa mapka |
Emou,ii
Mos6aBneHa emouiii igeHTUikauis Tosapy | FfickpaBo BpaXeHa eMoLiiiiHa acoujiauis
HasBHicTb igei
| laes € nepBUHHOIO

MapawveTpu BpeHp

lnea € BTOPUMHHOO

BiguytTa
BigMiHHI pucu BipTyaulbHi | PeanbHi
TpuBanicTb XUTTS
MpoTarom TepmiHy peecTpaw,i | BiuHO

MpoLuoBwMiA NOTIK

[Jae 3mMory MOHOMO/i3yBaTu rpOLLIOBUIA NOTIK CTBOpIOE A0AATKOBUIA FPOLLOBWIA NOTIK 6e3
6peHsy, ane 3a yMOBU J0AaTKOBWX BKNafeHb | BKNageHb

HemarepiasibHuil 3MiCT (He MarTb MaTepiasibHOT hopMu, ane 34aTHi CTBOpPHOBaTW AOLATKOBY
LiHHICTb Mifg Yac BUPOOHULTBA MaTepiasibHMX NPOAYKTIB)

KomepuiiiHa UiHHICTb (CTBOPHOKOTb CMOXWBYMI MNONUT Ta MIATPMMYKOTb OO0 3a paxyHOK
NOANBHOCTI 10 NOBTOPHUX MOKYMOK)

IHhopMaLifiHWiA 3MiCT (HagalTb CNOXUBaYy yoco6/1eHy iHchopmalito LWoAo xapakTepy ToBapy)
laeHTugikaliiHa 34aTHICTb (NoMerwye cnoxmsayy NPoLec NPURHATTA PiLLEHHS Npo KymniBi, 60
6as3yeTbCs Ha NonepegHbLOMY AOCBIiAi Ta BNEBHEHOCTI Y BiAMOBIAHOCTI TOBApY YSIBMIEHHSAM LLIOAO

CninbHi pucu

I0ro sIKOCTi Ta KOPUCHOCTI)

TeputopianbHuii xapakTep (ba3ytoTbCs Ha acoujauii 3 ipmoto, KpaiHO-BUPOBHUKOM)

cnoraHomMm “Philips”, 3po6uBLn iHHOBALi YaCTUHOI
OHK 6peHay, Wo ayxe scKpaBo Bigobpaxae HoBe
nosuuioHyBaHHsA 6peHay Ta Bignosigae micii “Philips”,
sika nonsrae B NOKpaLLLEHHI XUTTi nogei [9].

OfHUM i3 cydacHUX Ta [ieBUX iIHCTPYMEHTIB CTpa-
TEriYHOro MapKETUHIOBOrO YNpaBfiHHA Ha eTani
NPUAHATTA OpeHay cnoXxuBayamMn € BUKOPUCTaHHS
KomnaHiamu BAM-mopeni (“brand adoption model”),
TOGTO Mogeni NPUAHATTA 6peHay. MpaBunbHa BAM-
MoAenb 6asyeTbCA Ha TPbOX MOC/AOBHUX eTanax,
Taknx sk “Awareness” (06i3HaHicTb), “Trial” (npo6a),
“Adoption” (NpuAHATTA 6peHAay). Ha nepwomy eTani
cnig chopmysaty 06i3HaHICTb. CnoXuneadi He Kyny-
I0Tb TOBap, NPO AKWIA He 3HaKTb YM 3HaKTb Maslo.
[nsa cTBOpeHHs 06i3HAHOCTI Haiikpalle nigxoasTb
peknama no TenebayeHHo, OpeHAyBaHHA, CTBO-
PEHHS Bi3yasibHOI peknamu, Beb6-6aHepun, po3par-
KOBa peksiama B pyku Towo. Bigomo, wo nicnsa nepe-
rnagy peknamu Tpudi BoHa 3anam’sitToByeTbcs. Ha
LbOMY eTani 3a/lydaeTbca aKomora binbLia KinbkicTb
NOTEHUiAHMX MOKYNUiB, a y cnoxmnBava oopMy€eTbCA
iHTepec go 6peHay. Ha HacTynHoMy eTani cnig gatu
cnpobyBaTh cnoXueady ToBap, B YOMY JOMOMOXYTb
NPOO6HI 3paskn, geryctauii, A4emMmniHr LiHKu. Bpo6HuK
MOBVHEH MaTW YiTKe YCBiJOM/IEHHS TOTO, XTO € NOTEH-
LiiHAM CMOXMBA4YeM LbOro ToBapy, Ta OpiEHTYBaTUCh
Ha Hboro. Konn y noTeHuiiiHoro cnoxueadya chopmo-
BaHa 00i3HaHIiCTb Ta BiH crnpobyBaB TOBap, HacTae
eran cnpuiiHATTA 6peHay (“Adoption”), nig yac siKoro
TOBap OTPMMYE LUMPOKOMAcLUTabHEe BUKOPUCTaHHS.
CnoxuBadi, SKi oTpMMann ToBap, CMOAiBatOTbCS
OoTpUMaT BUroAy, BAOBOJIEHHS Bif CNOXMBaHHA Ta
NoBTOPUTK MOKYNKY. Ha LboMy eTani mMapketosiorun
NpaLioTb Y Pexumi one-to-one-KoMyHikauin (pos-
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cuika SMS TOLLO), OPIEHTYHUUCL Ha BY3bKe KOO
CrnoXxwmsavuis.

Taki kpoku (Big, 06i3HAHOCTI [0 CNPUAHATTS) MOXYTb
OyTN WBMAKMMM ab0 NOBIbHUMW. [MpoTe y TUX cno-
XMBauiB, KOTPI Ai3Ha/IMCA NPO NPOAYKT, 3aLlikaBunincs,
cnpobyBasiun, CNPUHANN BPeHA, Ta ofepXasn 3a40B0-
NEHHS Big, NOKYNKK, OOPMYETLCA €MOLIHNIA 3B’s130K
i3 6peHaoM, SKUA CTae NPUYMHOID, 3 AKOI CMOoXmMBaY
HaCTYNHOro pasy NoBTOPUTL NOKYMKY [6].

Bapto 3ayBaxutu, WO OpPeEHA CTBOPHETLCA B
pesynbraTi  CniNbHUX 3yCWU/b  BUPOOHMKIB, TOOTO
B/IACHUKIB BpeHay, iX NapTHepIiB Ta cnoxuBadis. [pu
LbOMY KOXEH 3 HMX NO-Pi3HOMY 3aslyyeHunil g0 Lboro
npouecy. BupobHuk Ta oro naptHepu, Hanpuknag,
30CEepPeKYOTbCS Ha AOC/IAKEHHI PUHKOBOTO NMOMMUTY,
cneundivyHnX NoTpeb Ta 3anuTiB CNoXMBayiB, OCHO-
BHMX TEHAEHUjl, WO CK1afalTbCs Ha LbOMy cer-
MEHTI PUHKY, a CMOXMBadi BXe 3aBepLUyloTb npouec
dhopMyBaHHS iMiaxy.

BpeHn fAK HemaTepiasibHWii pecypc CyTTEBO
BMN/IMBAE Ha LiHHICTb KOMMaHii, onocepeakoBaHo
BUKOHYOUN (PYHKLiO reHepyBaHHS rpoLLIOBUX MOTO-
KiB. 3aBOsKMN BiJOMOMY OpeHAy 3pocTae CnoXxueya
LiHHICTb TOBapiB, SKi BUXOAATb Ha PUHOK Mig oro
«NPUKPUTTAM». 3a NepeHacuyeHoCTi PUHKIB ToBa-
pamu Ta nocsiyraMu Le € BaX/IMBOK KOHKYPEHT-
HOK MepeBarol, fka gae 3mory yTpumyBaTu npu-
XUNBbHICTb (NOAMBHICTL) CNOXMBaYiB, 3aBAAKA HOMY
MOXHa 36i/bluyBaTy 06CArn NPpogaxy ToBapiB KOM-
naHii, TOMy Taka 3HayHa yBara Cy4yacHUX HayKOBLiB
NPUAINAETLCS TEXHOMONISIM Ta MeTo4aM CTBOPEHHS
6peHay, amKe BiH € Bi3MTIBKOWO hipMu i ToBapy,
AKuii BOHa Bunyckae. Vlomy a6o [oBipaloTb, a6o
Hi. BiH npmBabnioe MOTEHUINHNX CroOXuBadiB abo
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napTHepiB (SKWO Lboro noTpebye cknagHuin TexXHo-
NOTIYHUIA NaHLIOXKOK BUFOTOBMIEHHS MPOAYKUIT AN
KiHLLeBOro cnoxueava), ToMy 6peHa mae 6yTu npoa-
Hai30BaHWi1 Ta OLiHEHWIT Ik NeBHA HeEMaTepiasibHa
CYTHICTb, afpke came Takuii aHani3 gaBatvmMme 3mory
BM3HAUMTM Te, K came cnig nigTpumyBatTu nosu-
TMBHUIA 06pa3 nignpuemcTBa (BlacHuka 6peHay), a
TakoX B SKMX HanNpsiMax AoLUisibHO BUKOPUCTOBYBATU
e)eKTUBHILLi IHCTPYMEHTH POBOTU CNoXmnBavyamy 4mn
napTHepamu [5].

CrpareriyHe ynpaBs/iHHA 6bpeHgamMu cnpsiMoBaHe
Ha 36iMblIEHHS CYKYMHOro OpeHAoBOro Kanitany
hipMu B pesynbTati onTumisauii CTPYKTypn 6peHao-
BOro noptgens LWASXOM BU3HAYEHHS KiSIbKOCTI Ta
cTyneHsi andoepeHujauii 6peHais. B pamkax cTpate-
rYHOro ynpasniHHA peani3yroTbCA ABi FONIOBHUX Liifi:

— 33a[]0BOJIEHHSA NOTPED Li/IbOBMX CETMEHTIB CNOo-
XKMBYOIO PVHKY Kpalle, HiXK KOHKYPEHTW;

— YHUKHEHHS BHYTPILWHbLOI KOHKYpeHLil 6peHaiB
6e3 JonyCKaHHS NepeTuHy No3nLiii OKpeMNX 6peHais
B noptdeni [9].

3arasiom BUAINATL M'ATb TUNIB cTpaTeriin ynpas-
NiHHA 6peHgamMu, SKi YCMilWHO 3apeKkoMeHayBav
cebe B NpakTnLi MapKeTUHTY:

— CTparteria po3WMpPeHHA TOBAPHOI MNiHii, Konu
NigNPUEMCTBO BUNYCKAE A0LATKOBI TOBapHi OAUHWUL
B Till )Xe kaTeropii ToBapiB nig TMM e 6peHaoM i3
HOBVMM XapaKTepucTUKamu;

— cTpaTteria pOo3LWUPEHHA MEeX BUKOPUCTAHHSA
6peHay, WO nepegbayvae BUKOPUCTAHHSA YCMILLHUX
MapOYHUX Ha3B A1 BUMYCKY HOBUX abo Moaudiko-
BaHMX TOBapIB Y HOBIlA kKaTeropiv;

— cTpareria MynsTUMapoK, Lo nepegbayae cTBo-
PEeHHs1 40AaTKOBMX OpeHAiB B OAHIN i Till Xe kaTeropii
TOBapiB;

— cTpareria kopnopaTuBHUX 6peHis, TO6TO Npo-
CYyBaHHSA BCiX CBOIX TOBapiB Ha PWHOK Nif €4UHUM
6peHaom;

— CTpareris HoBMX 6peHaiB, ika BUKOPUCTOBYETLCSA
nig yac BMpoBHULITBA HOBOI kaTeropii Tosapis [8].

BUCHOBKM 3 MNpoOBEeAEHOro AOCAiAKEeHHS.
JocnigpxkeHHs gae 3mory 3p06uTn Taki BACHOBKM.

Y cniBBigHOWEHHI MOHATL «TOProBa Mapka»
Ta «OpeHd» CnilbHUMK € HemaTepiasibHUA 3MICT,
KOMepLjiiiHa WiHHICTb, iHbopMaLiiHWiA 3MICT, igeHTH-
dhikauiiHa 3gaTHICTb, TepuTOpiasibHUIA XxapakTep. o
BiAMIHHOCTEI BapTo BigHECTV emoui, igeto, Big4yTTS,
TPVBAICTb XWTTS, FPOLLOBUIA NOTIK.

ToproBa mMapka NepeTBOPIOETLCA Ha BpeHs, Kou
y CrnoxuBaya 3'IBNAIOTbCA peasibHi ACKpaBO Bupa-
XXEHi eMouil Ta BiguyTTa Big T BUrNsa4y, Tomy Oyab-
AKMIA BpeH Mae CBOK TOProBy MapKy, asie He KoXHa
Toprosa Mapka € 6peHgoMm.

Byoyun pxepenom  KOHKYPEHTHOI
O6peHA, Aae 3Mory KoMnaHisim:

— pocsaratu nnaHoOBUX NOKa3HWKIB NPodaxy npo-
OYKUIT Ta 3aKpinaoBaTy CBOI NO3MLii HA KOHKPETHOMY
PVIHKY;

nepesaru,

— CcTBOpIOBaTU Ta 36epiraty y CBIGOMOCTI CNOXK-
BauiB NeBHY acouiayito, 06pa3 ToBapy uu Nocnyru;

— po3WwuploBaTN PUHKK 36YTK 3a paxyHOK Bpa-
XyBaHHS B PEK/TaMHUX KaMMNaHiax TepuTopiasibHUX,
KyNbTYPHUX Ta HauioHanbHMX 0CO6/MBOCTEl cno-
XunBauis;

— 36i/bLUyBaTN NPUBYTKK.

Cepep, nepcnekTMB nogasblumMx AOCAILKEHb, Ha
Hall nornsg, BapTo BUAIUTY AOCIIKEHHS iHTerpauii
3apybixHUX niaxodiB 6peHa-MeHeMKMEHTY Y BITUM3-
HSIHY NPaKTUKY.
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BRANDING AS A MEANS OF INCREASING ENTERPRISE COMPETITIVENESS

The purpose of the article. One of the key tools for ensuring the successful development of a company in
the market is played by brand and brand, which serve as a means of creating competitive advantage. Brand-
ing, as a powerful marketing technology, is capable of effectively promoting goods (works or services) in the
market. Reflecting a positive image, unique properties and characteristics of a product (brand), brands are
firmly entrenched in our minds. For example, everyone is well known today for Adidas, Apple, Nike, Volkswa-
gen, and Nestle. Thanks to brands, companies can feel free in the market and consumers can easily identify
products.

The article deals with the concepts of “brand” and “trademark”. One of the key tools for ensuring the suc-
cessful development of a company in the market is played by brand and brand, which serve as a means of
creating competitive advantage. The modern interpretation of the term «brand» includes all consumer asso-
ciations that arise in connection with the product as a result of the acquisition of their own experience, the
approval of the public and others. The primary is the trademark, because the brand can only appear if it is
present and recognizable. One of the most modern and effective tools of strategic marketing management at
the stage of brand adoption by consumers is the use of companies by you. The brand is created as a result of
the joint efforts of manufacturers — brand owners, their partners and consumers.

Methodology. One of the most modern and effective tools of strategic marketing management at the stage
of brand adoption by consumers is the use of companies by your brand adoption model.

Results. During the research it was established: in relation to the concepts of “trademark” and “brand” com-
mon are: intangible content, commercial value, information content, identification capacity, territorial character.
Differences include: emotions, ideas, feelings, life expectancy, and cash flow. A brand is transformed into a
brand when the consumer has real vivid emotions and feelings about their appearance. Therefore, every brand
has its own brand, but not every brand is a brand. Being a source of competitive advantage, the brand enables
companies to: reach the targets of sales of products and to consolidate their positions in a specific market;
create and store in the minds of consumers a certain association, image of a product or service; expand the
market by taking into account the territorial, cultural and national characteristics of consumers in advertising
campaigns; increase profits.

Practical implications. Strategic brand management aims to increase the total brand equity of the firm as
a result of optimizing the structure of the brand portfolio by determining the number and degree of differentia-
tion of brands.

Valueloriginality. In our work, we have investigated that a brand is transformed into a brand when the
consumer has real vivid emotions and feelings of its appearance. Therefore, every brand has its own brand,
but not every brand is a brand.
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