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Y cTaTTi po3rnsHyTO NOHATTS «Toproea
Mapka» Ta «b6peHa». Cepef KITHUYOBUX iHCTPY-
MEHTIB 3abe3neyeHHss YCniWHOro PO3BUTKY
KOMNaHii Ha pUHKY Heabuaky ponb BigirparTb
Toproea mapka Ta b6peHg, Aki € 3acobamu
CTBOPEHHA KOHKYPeHTHoI nepesarn. Cy4yacHe
TNyMayeHHsi NOHAT TS «6peHa» BK/KYAE BC
acouiauii cnoxmusaya, WO BUHUKAOTb Y 3B'A3KY
3 TOBapoM B pe3ynbTaTi npuabaHHA Bnac-
HOrO [OCBiAy, CXBalleHHsi FPOMafCbKOCTIi Ta
oTouyloumx. MNepBUMHHOI € TOpProsa mapka, 60
6peH MOxe 3'ABUTUCA nuwe 3a ii HaABHOCTI
Ta Bri3HaBaHHA. OAHUM i3 CyYacHUX Ta AieBux
IHCTPYMEHTIB CTpaTeriYyHoro MapkKeTUHIO-
BOTrO0 yNpaBAiHHS Ha eTani NpUiAHAT TA GpeHaa
crnoxueavyamMn € BUKOPUCTAHHA KOMMaHismMm
BAM-mogeni. BpeHa CTBOPHETHLCA B pesysb-
TaTi CniNbHUX 3ycunb BUPOOHWKIB, TO6TO
BNaCHWKIB 6peHay, iX napTHepPIB Ta Cnoxusauis.
Mpyn LbOMY KOXEH 3 HWUX MO-Pi3HOMY 3anyyeHuii
[10 uboro npouecy. BpeHg sik HemaTepianbHuii
pecypc Cy T TEBO BMN/NBAE Ha LHHICTb KOMNaHii,
onocepekoBaHO BUKOHYKOUM (DYHKLIiIO reHepy-
BaHHS rPOLLOBUX NOTOKIB.

KntouyoBi cnosa: 6peHa, Toprosa Mapka, 6peH-
[OVHT, yNnakoBka, CUMBO/, penyTauis, obpas.

MEHTOB obecrneyeHnss ycnewHoro passuTus
KOMMaHUW Ha PblHKE 60/bLUYI0 POSib MUrpawT
Toproeas Mapka W 6peHi, KoTopble ABAS-
10T CA CpefcTBaMi CO3aHNSA KOHKYPEHTHOro
npemmyliecTsa. COBPeMEHHOE TOJIKOBaHWe
noHATUA «bBpeHa» BKIOYaeT BCe accouua-
UMM noTpebuTens, BO3HMKaOLMe B CBA3N C
TOBapoM B pesynbTaTe npuobpeTeHus cob-
CTBEHHOrO OnblTa, Of06peHus o6LecTBEH-
HOCTMW 1 OKpyXalLmx. MepBUYHOl sBNsSeTCA
Toproeas Mapka, NOTOMY YTO 6peHf MoxeT
nosiBUTbCA TOJLKO NPU ee HaIMuun ¥ y3Hasa-
emocTU. OAHUM U3 COBPEMEHHbIX U AeicTBeH-
HbIX MHCTPYMEHTOB CTpaTernieckoro map-
KeTWHIrOBOrO yNpas/ieHns Ha aTane NnpuHATuns
6peHpa noTpedbuTeNnamMmn SBNAeTCA UCNONb30-
BaHne komnaHuamun BAM-mogenun. BpeHg co3ga-
eTcs B pesyNbTaTe COBMECTHbIXYCUNA npo-
n3BoguTenell, To ecTb Bnagenbues 6peHAa,
X NnapTHepoB W noTpebuTeneit. Mpn aTom
KaXAbliA U3 HUX NO-pasHOMY BOB/IeYEH B 3TOT
npouecc. BpeHf kak HemaTepuasbHblii pecypc
CYLLEeCTBEHHO BAMSET Ha LEHHOCTb KoMmma-
HUW, KOCBEHHO BbIMOHAA (DYHKLMUIO reHepupo-
BaHWSA [JEHEXHbIX MO TOKOB.

KntoueBble cnosa: 6peHa, Toproeasi Mapka,
OpeHAMHr, ynakoBka, CUMBOJ, penyTauus,
o6pas.

CTyZeHT
MonTaBcbka AepxaBHa arpapHa akajemis

B cTaTbe paccMOTPEHbI NOHATUS «TOprosas
Mapka» U «6peHa». Cpeay KIHUYeBbIX MHCTPY-

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 ifit 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 thejoint 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. Thatis 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 thathave proven themselves successful in marketing: a productline 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 anew 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 anew product category.

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

MoctaHoBKa npob6raemun. Cepeg  KIHOYOBUX AHani3 ocTaHHiIX pocnifgxeHb i nyb6nikauii.

IHCTPYMEHTIB 3abe3neyeHHs YCMillHOTo PO3BUTKY
KOMMNaHii Ha pPUHKY HeabusKy posb BigirpalTb TOp-
roea Mapka Ta OpeHf, Ski € 3aco6amMn CTBOPEHHS
KOHKYPEHTHOI nepeBarn. BpeHAWHr Ik NOTyXHa Map-
KEeTUHroBa TEXHONOrisA 34aTHUin 3abesneuntn edpek-
TUBHE MpOCyBaHHA ToBapiB (Po6iT uM nocnyr) Ha
pvHKY. BucTynawum Bifo6GpaxeHHsIM MO3UTUBHOMO
iIMiZDKY, YHIKa/TbHUX BNACTUBOCTEN Ta XapaKTepucTuk
ToBapy (chipmu), 6peHAN MILHO YKOPIHUAMCA B HaLlii
cBigomocTi (Hanpuknag, ycim go6pe BiAOMi CbOroAHi
“Adidas", “Apple”, “Nike”, “Volkswagen”, ‘Nestle").
Came 3aBgsikm 6GpeHAam KoMMaHii MOXyTb BifIbHO
noyyBaTUCb Ha PUHKY, a CroXuBadi nerko igeHTudi-
KylOTb TOBapW.

Bunyck 34.2019

JocnipxeHHa micua 6peHay Ta 6peHOUHry B cUcTeMi
MapKeTUHTy € NpeaMeTOM BMBYEHHS HaraTboX 3apy-
6bKHUX HaykoBUiB, 30kpema [l. Aakepa, C. AHX0NTa,
I. Qaynidra, ®. Kotnepa.

NMocTaHOBKa 3aBaaHHA. MeTow cTaTTi € BU3Ha-
YeHHs poni Ta Micuss 6peHAMHry B MNiABULLEHHI KOH-
KypPEHTOCNPOMOXHOCTI AiiNIbHOCTI MignpMemMcTBa Ha
OCHOBiI aHanisy CcniBBigHOLWEHHA MOHATb «TOpProBa
Mapka» Ta «6peHa».

Buknan OocHOBHOro marepiany LOCiIOXKEHHS.
Mig yac aHanisyBaHHA npaub BITYN3HAHUX CyHaCHUKIB
Ta HayKOBL,iB y NowyKkoBili mepexi “Google Scholar” 3
1990 poky no nuctonapg 2017 poky A.B. FonosalleHKo
BCTAHOBMB, LU0 NepLli A4ecATb POKiB AOCNiAXYBaHOIo
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nepiogy KinbkicTb npaub NO 3anuTy «bpeHa» 6yna
HEe3Hau4HOM, CKNaBLWK Ha KiHeub 1999 poky 24 ny6ni-
Kauil, a 3 kiHUs 2016 poky iHTepec 4O TeMu Ppi3ko
36iN1bLUMBCA, NPO Lo, 30KpemMa, CBifUYUTb 3POCTaHHSA
KinbKOCTi ny6nikauii. ix uncno Ha kiHeub 2016 poky
cknana 7 550 npaupb [4].

TpakTyBaHHA MOHATb «TOproBa Mapka» Ta
«bpeHa» HaBefeHo B Tabn. 1. 3okpema, BUBYEHHIO
CMiBBiAHOLWEHHS TOHATbL «BpPeHd» i «TOproBesibHa
Mapka» npucesiueHe pocnimxeHHa B.HO. fApmaka
[2]; HaykoBO-MeToAW4HI Migxogn [0 BU3HAYEHHS
ocob6MBOCTEli NNaHyBaHHA OGpeHA-cTpaTerii nig-
npuemcTBa BUCBITNIOE Yy CBOIN poboTi P.B. 360opos-
cbkunii [3]; cneyundhiky 6peHanHry sk ynpaBAiHCbKOT
TEXHO/OrIT Woa0 34aTHOCTI BNAMBATU Ha 3pOCTaHHSA
pecypcHUX Ta pUHKOBUX MOX/IMBOCTEN NiANPUEMCTB
Masioro Ta cepegHbOro 6is3Hecy i 3abesnevyBatu ix
cTanuii po3BUTOK po3rnsgaTs B. Mykomena-Muxa-
Heub Ta . CokontoK [5]; cTaHOBNEHHIO Ta PO3BUTKY
YyCMilWHMX CBITOBMX OpeHAiB y po3pi3i cTpaTeriy-
HOro MapKeTUHrOBOro YynpasJ/liHHA, a TakoX 0cCo-
6/MBOCTSAAM 3aCTOCYBaHHS iIHCTPYMEHTIB GpeHANHTY
NpPUCBsYEHO HaykoBuii gopobok M.B. Mynnep Ta
M.O. Mynnepa [6].

MpoBegeHnin aHania MigTBEPAXYE AyMKa Uinoi
HW3KN BYEHWX MPO Te, L0 NOHATTS «TOProsa Mapka»
N «bpeHa» MalTb pi3HE CMUCMOBE HaBaHTAXEHHS.
[o Toro X nepBMHHOI € ToproBa mMapka, 60 6peHp
MOXe 3'ABUTWUCA Nnuwe 3a i HAsABHOCTI Ta BMi3Ha-

BaHHA. [nA y3arasbHEHHA CNiNbHUX Ta BigMIHHMX
puc pocnigpkyBaHMX MNOHATbL Hamu 6yna nobypo-
BaHa T1abn. 2.

OTXKe, MM MOXEMO KOHCTaTyBaTu, LWO TOproea
Mapka NepeTBOPHETLCS Ha 6GpeHA, KoM y ChnoXu-
Baya 3'IBNSATLCSA peasibHi SCKPaBO BUPaXEHi eMo-
uji Ta BiguyTTA Big 11 BUrNS4y, TOMy O6yab-siKnii 6peHp,
Ma€E CBOK TOProBYy MapKy, asie He KOXHa Toproea
Mapka € 6peHaoM.

OTXe, OCHOBHMMM O3HaKkaMu GpeHay €:

- 3apeecTpoBaHWUii TOBApPHUIA 3HaK;

- [o6pe BigoMa Ha MeEBHOMY PUHKY TOBapHa Mapka;

- MOB'AA3aHi 3 TOProBOK MAapKOHK BiAYYTTS Cno-
XvBauis.

CyyacHe TiyMayeHHs NOHATTA «bpeHa» BKIOYae
BCi acoujiauii cnoxueaya, WO BUHUKaKTb Y 3B'A3KY 3
TOBapoM B pe3ynbTaTi NpuabaHHs BacHOro A0cCBiay,
CXBaJ/IEHHS TPOMAACHLKOCTI Ta oTouylouux. Csigo-
MiCTb cnoxuBaya ¢opmye o6pas, SKuin 06’efHye
Pi3Hi xapakTepucTukm 6peHgy, MOB’A3aHi 3  1A0ro
Ha3Bow, cumBosiom (norotun “Nike”), ynakoBKOM
(dbopma nnsAwkm “Coca-Cola”), peknamHum nepco-
Haxem (kponuk Ksiki y “Nesquik”), menogieto (“Intel”,
«EBpona+»), opraHisauielo KOMyHikauii B Micui npo-
OaXKy, AO0CBiAOM nonepeaHix MNoKynoK i CTyneHem
3aJ0BOJIEHHA SIKICTIO TOBapy, a TakoX NOYyTTAMU Ta
eMoLisMU, BUKIWKAHUMW pekKnaMHUMW  Cc/ioraHamm
(Hanpuknag, «Amke T UbOro BapTa» Big “L'Oreal”;
“Innovation & You" («lHHOBaUii i BU»), WO € HOBUM

TpaKkTyBaHHS MOHATb «TO ProBa Mapka» Ta «bpeHa»

Bu3HavyeHHA NOHATTA «TOproBa Mapka»

O3Haka, 3a fKOl cnoxuBay BWU3HAUYUTb MPOAYKT (ToBap
a60 nocnyry) ogHOro npojasBus Ta BigpisHUTb Lell NpoAykKT
Bifi NPOAYKTY KOHKYpeHTiB. Takol O03Hakol Moxe 6yTu
im’a abo HasBa ToBapy, MasjlOHOK, IOFOTUN, AKUACHL 3HaK
ab6o cumson [1].

ToproeBenbHa Mapka € oCHOBO 6GpeHAy, i1 yHKLyiOHaNbHe
npu3HaYeHHss nonsarae B TOMY, WO TOproBesibHa Mapka
nepepycim BUpi3HsSe NeBHUII ToBap, BuAinse ioro 3 macu
ofHOpigHUX, € 3acobom igeHTudikauii ToBapy, TO6TO
Biipi3HAE€ TOBap O0AHOro BMpPOOGHMKaA Bif TOoBapy IHWOroO
BUpo6HMKa [2].

3apeecTpoBaHa Hasea TOBapy, Trpynu ToOBapis, nocnyr
TOWO, AKi NPUCYTHI Ha PUHKY, TOGTO € CKOpile WPUANYHUM
NOHATTAM, HiK MapKkeTuHrosum [7].

Mo3HauyeHHs, AKi 34aTHI BigokpemnwBaTN ToBapu Ta NOCNyrn
OfHUX PUANYHNX Ta @i3nyHnx oci6é Big OAHOPIAHMUX
TOBapiB Ta NOCAYT IHWNX KPUANYHUX Ta Pi3nYyHUX oci6 [10].

Br3Ha4yeHHs MOHATTA «6per|»
O6pas, cknapjaetbcs B Llei
ob6pa3 cknafaeTbCA 3 ycbOro, WO 3Hallome cnoxwueady Ta
nos’'s3aHe 3 NPOAYKTOM, WO Mae ANA HbOTO 3HayYeHHs [1].

AKNI ronoBi cnoxuBaua.

€ pi3HOBMAOM TOProBesbHOT Mapkn 3 ycTaseHolo BNPOAOBX
TpuBanoro vacy penyTauiew, WO Mae ANA CNOXWBa4iB
BignoBigHOro ToBapy (mocnyru) BUCOKY acouiaTUBHY Ta
ineHTUdikauiiHy 3paTHICTb, a TakKoX SAKICHIi BigMiHHOCTI
Bif, KOHKYpPEHTIB, nepepae cnoxusavyam KOMNekc
(P YHKUIOHANbHUX, €MOLIiIRHNX Ta CUMBONIYHUX LiHHOCTEN,
wo BTiNwWTbCA B ToBapi (nocnysi) a6o iWoro BUPOGHUKY,
06yMOBNOWTb CTanuin BUGIp cnoxmBayem LbOro ToBapy
(nocnyrun) cepef, KOHKYPEHTHUX aHanoris [2].

Acouiauii, o6pa3 ToBapy, WO iCHYe y cnoxwupaua; fiKicHa
ToproBa Mapka, WO Mae penyTauiio y nokynuis i gobpe
npogaeTtbCcA NPOTAromM TpuBasoro vacy, To6To € ckopiwe
MapKeTUHITOBUM MOHATTAM, HiX OpuanYHuUM [7].

O6pa3, AKMIA icHye y cBigOMOCTI cnoxuBaudiB AK peakuis
Ha ToBapHWii 3Hak. Lle, 3pewTot, ob6iusiHka BUPOBGHMKA
3a AOMNOMOrol ToBapy nNOCTiHO HapaBaTW CROXWUBaYy
cneundivyHnii Ha6ip AkocTell, LiHHOCTeNl Ta nocnyr. BpeHpa-
e CYTHIiCTb, WO NOCTINHO PO3BMBAETLCS Yy yaci Big Mapku siK
KOHLenuii, wo cknagaeTbca 3 BifOMUX enemMeHTIB (dpipmoBoOi
Ha3BU, (PIPpMOBOro 3Haky, CnoraHy), AO 4YiTKO NPUAHATHOT
cnoXxuBavyaMy CYKYMHOCTI (PYHKLiOHANbHUX Ta eMOLiiHUX
eNnemMeHTIiB, WO €AWHI i3 caMuM ToBapom Ta 3aco6om ioro

npepctaBneHHs [10].



Tabnuua 2

CniBBigHOLEHHS TOProBOi Mapkn Ta 6peHay

MapameTpn ToproBa Mapka

Mo36aBneHa emoLiin ifeHTudikayis tosapy

lnes € BTOPUHHOLO
BigmiHHI pyicn

BipTyanbHi

MpoTsArom TepMmiHy peecTpauii

[ae 3Mory MoHononisyeatun rpowWwoBUiA NoTik
6peHAy, ane 3a YyMOBU JOAAaTKOBUX BKNafeHb

BpeHp,
Emouii
FAckpaBo BUpaxeHa emouiliHa acouialis
HaaBHicTb igei
lnes € nepBUHHOI
BiguyTTa
PeanbHi
TpuBanicte XnUTTH
BiuHo
FpowoBuit noTik

CTBOpPHOE A0OAATKOBUIA rpoWoBUiA NoTik 6e3
BKnajeHb

HemaTepianbHuii 3micT (He MalTb MaTepianbHOl (hopmMu, ane 34aTHi CTBOpHBATWM A0OAATKOBY
LiHHICTb Nig Yyac BUpo6GHMLUTBA MaTepiailbHUX NPOAYKTIB)

KomepuiliHa LiHHICTb

CninbHi pycn

(cTBOpPHOIOTH
NOANLHOCTI 4O NOBTOPHUX MOKYMNOK)

CNOXWBYMIA nNONMUT Ta MNIATPUMYOTbH HOro 3a paxyHokK

IHdbopMaLiliHUA 3micT (HagawTb CNoXMBavy yocobneHy iHpopmauio Woao xapakTepy ToBapy)

lpeHTUdikayiiHa 3gaTHICTL (NoNerwye cnoxmBayy npouec NPUAHATTSA piWeHHa npo kynieni, 60
6a3yeTbCcA Ha NnonepegHbOMY AOCBIAI Ta BNIEeBHEHOCTi Y BiANOBIAHOCTI TOBapy YABNEHHAM W040

AOro SIKOCTi Ta KOPUCHOCTI)

TeputopianbHuil xapaktep (6a3yTbcsa Ha acouiayii 3 pipMoto, KpaiHOW-BUPOGHUKOM)

cnoraHom “Philips”, 3po6uBLlIM iHHOBAaLii 4YacTMHOM
OHK 6pengy, WO Ayxe ScKkpaBO Bigobpaxae HOBe
no3uLioHyBaHHA 6peHay Ta Bignosigae micii “Philips”,
sika nonsrae B NoKpaweHHi XutTi nrogen [9].

OfHMM i3 cyyacHUX Ta AieBMX IHCTPYMEHTIB cTpa-
TEriYHOro MapKeTUHIOBOrO YMpaBAiHHA Ha eTani
NPUAHATTA 6peHAy crnoXxmuBavyamu € BUKOPUCTAHHS
koMmnaHiamn BAM-mogeni (“brand adoption model”),
TO6TO Mogeni NpUAHATTA 6peHay. MNpaBunbHa BAM-
MoZens 6a3yeTbCA Ha TPbOX MOCAIAOBHMX eTanax,
Takux Ak “Awareness” (06i3HaHicTb), “Trial” (npo6a),
“Adoption” (npuitHATTA 6peHay). Ha nepwomy etani
cnig cchopmyBaTn 06i3HaHICTb. CnoxuBadi He Kyny-
I0Tb TOBap, MPO SKKUA He 3HaKTb YU 3HAKTb MaJIO.
[Ona cTBOpeHHs1 06i3HAHOCTI Hailkpalle nigxogaTb
peknama no TesebayeHHw, O6peHAyBaHHSA, CTBO-
peHHA Bi3yasibHOT peknamu, Beb6-6aHepwu, pos3gat-
KOBa peknama B pyku Towo. Bigomo, wo nicnsa nepe-
rnagy peknamu Tpudi BOHa 3anam’aAToBYeTbCA. Ha
LUbOMYy eTani 3a/ly4yaeTbcsa komora 6inblua KinbKicTb
NOTEHLiAHMX MOKYNUiB, a y cnoxuBaya POpPMYy€eETbCA
iHTepec go 6peHdy. Ha HacTynHoMmy eTani cnig gatu
cnpobyBaTy CMOXUBayy TOBap, B YOMY [AOMOMOXYTb
Npo6Hi 3pasku, aerycrauii, AeMMiHr WiHA. BupobHuK
MOBMHEH MaTu UiTKe YCBifOM/IEHHA TOr0, XTO € MOTEH-
UiiH/M cnoXuBayeM LbOro ToBapy, Ta OpieHTyBaTUCb
Ha Hboro. Kosm y noTeHLuiliHOro cnoxusava cqpopmo-
BaHa 06i3HaHiCTb Ta BiH cnpobyBaB ToBap, HacTae
eTan cnpuiiHaTTa 6peHgy (“Adoption”), mig vac sikoro
TOBap OTPUMYE LIMPOKOMACLUTAOHE BUKOPUCTAHHS.
CnoxuBaui, ski oTpumanauM ToBap, CMNoAiBalTbCSA
OTpUMAaTU BUrofy, BAOBOJIEHHS Bif CMOXMBAHHA Ta
NMOBTOPUTM NOKYNKy. Ha ubOMy eTamni MapkeTosioru
npaulTs Y pexumi one-to-one-koMyHikauin (pos-

cunka SMS Tow), OPIEHTYHUUCh Ha By3bKe KOO
CNoXuBauis.

Taki KpokK (Bif 06i3HAHOCTI A0 CNPUIAHATTSA) MOXYTb
6y™! wBmnakMMmn abo nosinbHMMK. [MpoTe y TUX cho-
XnBauiB, KOTPi Ai3Hanncsa Npo NpoAaykT, 3auikaBuancs,
crnpobyBann, CNpunHANM 6peHp Ta ogepxann 3a40Bo-
NIeHHS Bi4 NOKynku, (OOPMYETLCA EMOLINHNIA 3B'A30K
i3 6peHOoM, SIKWiA CTae NPUYMHOND, 3 SKOT cnoXusau
HacTynmHOro pasy NOBTOPUTb MOKYMKy [6].

BapTo 3ayBaxuTu, WO OpeHn CTBOPHETLCA B
pesynbTati CHiNbHUX 3yCWb BUPOBHWKKIB, TO6GTO
BNacHukiB bpeHay, ix napTHepiB Ta cnoxusadis. lMpu
LLbOMY KOXEH 3 HUX MO-Pi3HOMY 3a/lyyeHuii A0 Lboro
npouecy. BMpoGHUK Ta oro napTHepu, Hamnpuknag,
30CcepemkyrTbCa Ha AOC/IIKEHHI PUHKOBOTO NOMUTY,
cneundiyHmMx notpeb Ta 3anuTiB CNOXMBa4iB, OCHO-
BHUX TEHAEHLUi, L0 cknajalTbCs Ha LbOMY cer-
MEHTI pUHKY, a CMOXMUBadi BXe 3aBepLuyrTb MPoLec
QOpMyBaHHSA iMiZKY.

BpeHn K HemaTepiasibHUI pecypc CyTTEBO
BMAIMBAE Ha UiHHICTb KOMMaHii, onocepegkoBaHO
BUKOHYIOUN (DYHKLIO reHepyBaHHSA rpoLoBmMX NOTO-
KiB. 3aBAfKM BigOMOMY OGpeHAy 3pOCTaEe Cnoxueya
LiHHICTb TOBapiB, AKi BUXO4ATb Ha PWUHOK nig #oro
«NPUKPUTTAM». 3a NepeHacuyeHoCTi pUHKIB TOBa-
pamu Ta MOcC/Ayramu Le € BaX/MBOK KOHKYPEHT-
HOW nepeBarol, fika Aae 3MOory yTpumysatu npu-
XUNBHICTb (NOANBHICTL) CMNOXWBaYiB, 3aBAAKA YOMY
MOXHa 36inbwyBaTn 06CcArM npofaxy ToBapiB KOM-
naHii, TOMy Taka 3HayHa yBara Cy4acHUX HayKoBLiB
NPUAINAETLCA TEXHOJONAM Ta MEeToA4aM CTBOPEHHS
6peHAy, amxe BiH € BIi3WUTIBKOKW ipMn 1 ToBapy,
AKWii BoHa BUNyckae. Momy abo [oBipsioTb, a6o
Hi. BiH npuBabnioe noTeHUiiHUX cnoxusadiB abo



napTHepiB (AKWO LbOro notpebye cknagHuin TexHo-
NOTiYHWA NaHUIXOK BUFOTOB/IEHHSA NpoAyKUii Ans
KiHUEBOro crnoxusauya), Tomy 6peHa mae 6ytn npoa-
Hani3oBaHWii Ta OLiHEHWIT SIK MeBHa HemaTepianbHa
CYTHICTb, af)ke came Takuii aHani3 gaBaTtmme 3mory
BM3HAUUTM Te, K came cAig niaTpumysBatv MNO3u-
TMBHUI 06pa3 nmignpuemcTtea (BNnacHuka 6peHgy), a
TakKoX B SKMX HanpsMax AO0LibHO BUKOPUCTOBYBATU
e(eKTMBHIWIi IHCTPYMEHTM POoBOTM ClOXMBaAYaMn 4n
napTHepamu [5].

CTpaTteriyHe ynpaBniHHA 6GpeHAamu crnpsimoBaHe
Ha 306iblUEHHS CYKYMHOro 6peHAoBOro kanitany
oipMn B pesynbTati onTumisauii CTpykTypu 6peHpo-
BOrO NopTdens LWAAXOM BU3HAYEHHSA KiNbKOCTI Ta
cTyneHs agudpepeHuiauii 6peHais. B pamkax cTpaTte-
riYHOro ynpasniHHA peanisyroTbCa ABi FONOBHUX LiNi;

- 3a[0BOJIEHHS NOTPED Li/IbOBMX CETMEHTIB CMO-
YXMBYOrO PUHKY Kpalle, HDK KOHKYpeHTH;

- YHUKHEHHSI BHYTPILIHbOI KOHKypeHLil 6peHAiB
6e3 gonyckaHHA nepeTuHy Mo3uLiii oKkpemMunx GpeHpis
B noptdpeni [9].

3aranom BUAINAKTbL N'ATb TUNIB CTpaTerii ynpas-
NiHHA 6peHgamn, Sk yCMilWHO 3apekoMeHgyBasin
cebe B NpakTuLi MapKeTUHrY:

- CcTpaTeria PpO3WWPEHHA TOBAPHOI JiHil, KoM
nigNnpMEMCTBO BUMYCKAaE A0AATKOBI TOBApHi oauHMLUI
B Tili e kaTeropii ToBapiB nig TMM Xe 6GpeHOoM i3
HOBUMMW XapakTepucTukamu,;

- cTpaTerii pPO3WUPEHHS MeX BUKOPUCTaHHA
6peHay, WO nepefbayae BUKOPUCTAHHA YCHILWHUX
MapOoYHMX Has3B 475 BUNYCKY HOBMX abo mopgudiko-
BaHWX TOBApIB Y HOBIil kaTeropir;

- cTpaTteria MynbTUMapok, Wo nepenbdayae cTBO-
pPeHHs A0AaTKOBMX GpeHAiB B OAHIN i Till e kateropii
TOBapIB;

- CcTpaTerisa KopnopaTtnBHux 6peHaiB, TO6TO Npo-
CyBaHHs BCIX CBOIX TOBapiB Ha PWHOK M4 €AUHUM
6peHaowm;

- CcTparTerisi HOBUX BpeHAB, ika BUKOPUCTOBYETLCSA
nig yac BMPOGHMLITBA HOBOI KaTeropii ToBapis [8].

BWCHOBKM 3 nNpoBefAeHOro  AOC/igKEHHS.
JocnigxeHHa gae 3mory 3po6buTn Taki BUCHOBKM.

Y cniBBIAHOWEHHI MNOHATL «TOProBa Mapka»
Ta «6peHA» CniIbHAMU € HemaTepiasibHUiA 3MiCT,
KOMepLUiiHa LjiHHICTb, iHopMauiiHUA 3MICT, iAEHTK-
pikauiiHa 34aTHICTb, TepuTopiasbHKiA Xapaktep. [o
BiAMiIHHOCTeN BapTo BigHeCTW emoLii, igeto, BiguyTTS,
TPUBANICTb XUTTS, FPOLUOBUIA MOTIK.

ToproBa Mapka nepeTBOPIETLCA Ha GpeHn, Komu
y cnoxuBava 3'ABMAKTbCA peasibHi ACKpaBO Bupa-
XeHi emouii Ta BiguyTTa Big 11 BUrnagy, Tomy 6yab-
AKWIA BpeHa, MaEe CBOK TOProBYy Mapky, afie He KoXHa
TOproBa mMapka € 6peHAoM.

Byayun  pxepenomMm  KOHKYpPEHTHOT
6peHa gae 3MOry KoMnaHisim;

- pocsraTy NAaHoBMX MOKa3HWKIB Mpofaxy npo-
OYKUIT Ta 3aKpinaoBaTy CBOI NO3uULil Ha KOHKPETHOMY

PUHKY;

nepesaru,

- cTBOptoBaTM Ta 36epiratn y CBiAOMOCTI CNOXM-
BauiB MeBHY acoulialito, obpa3 ToBapy 44 NOCAYru;

- po3WKMplBaTU PUHKM 36YTU 3a paxyHOK Bpa-
XyBaHHA B pek/amMHUX KaMnaHifix TeputopianbHux,
KyNbTYPHUX Ta HauioHanbHUX OCO6GMAMBOCTENR cno-
XNBAYIB;

- 36inbwyBaTn NpUBYTKN.

Cepep, nepcnekTuB nojanblUnX AOCIMKEHb, Ha
Hawl nornsag, BapTo BUAIANTU AOCAIAXKEHHS iHTerpauii
3apybixHMX MigxoniB 6peHa-MeHegKMEHTY Y BiTUM3-
HAAHY MPaKTUKYy.
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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.

Value/originality. 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.



