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CmgopeHHs1 ma ynpas/iHHs 6peHoamu € 3aro-
PYKOIO OMPUMaHHS KOHKYPEHMHUX repesaz ma
00820CMpPOKOBOI peHmabesibHocmi- MPOOYKMIB,
nocnye, KomnaHili ma opeaHisayit. [UGUHHI
ma Haykoso O6rpyHmMoBaHi 3HaHHS 3 numaHb
MapKemuHey, iHHosayiti ma yrpas/iHHsl 6peH-
damu € Bax/IUBUMU Of11 KOXHO20 6i3Hecy ma
opaaHi3ayii. Po3yMiHHSI MOBEOIHKU Crio)usada €
OCHOBOH 07151 PO3pP0brieHHs1 cmpameaili 6peHo-
MEHEOXMEHMY, @ MmakoX ONMUMa/IbHO20

MO3UYiOHYBaHHSI HA PUHKY Ma egheKmusHol

MapKemuHeosoi makmuku. Y cmammi po3-
2/1590arombCsi NpobsieMu  BU3HaYEHHST 3aB0aHb
6PEHO-MEHEDXMEHMY Y KOHMeKcmi cmpame-
2lYHo20 pPo3BUMKy nidnpuemcmsa. [lokasaHo,
Wo BUKOpUCMAHHSI BPEHO-MEHEXMeEHMY €
MposiBoM iHHOBaYIUHOI akmusHocmi ma cmpa-
meaiyHo20 6adyeHHs1 KepiBHULYMBOM repcriek-
mus po3sUMKY PUHKY i CBO20 mionpueMcmsa
30Kpema. 3arnporioHOBaHO KOHUeNmyasibHi fio-
X00u G0 BriPoBacKeHHs1 BpeHO-MeHeOXMeHmy
B ynpagsniHCbKy Oisi/IbHICMb NIONPUEMCMB, PO3-
2/155HYymMO NpuK/1adu 3apybiKHO20 MapKemuHay.

KntouoBi cnoBa: 6peHd, 6peHd-MeHedMeHm,
KOHUenuisi, cmpameaidHuli po38UMOK, CrOXU-
BaY, Mode/ib, 6peHO-cmpameaisi.

Co3daHue u ynpasseHue b6peHOamu sig/si-
emcsi 3a/1020M 0O/lyYeHUs] KOHKYPEHMHbIX

npeumywecms u 00/120cpo4HOl peHmabesib-
Hocmu npodykmos, yc/ye, kKomnaHull u opaa-
Husayul. [y6uHHble U Hay4YHO 06OCHOBaH-
Hble 3HaHUsi MO0 MapKemuHay, UHHOBaUUSIM
U yrnpasfeHuto bpeHoamu SBSIIOMCS Bax-
HbIMU 07151 Ka0020 bu3Heca U opaaHu3ayuu.
MoHumaHue nosedeHus nompebumens ss-
emcsi ocHosoll 9718 paspabomku cmpame-
aull 6peHO-MeHeO0XMeHma, a makxe onmu-
Ma/IbHO20 MO3UYUOHUPOBAHUSI Ha PbIHKE U
aghghekmusHoli  MapKkemuH2080U MakmMuKU.
B cmamee paccmampusaromcesi fpob/aemsl
ornpedesieHUs1 3aday 6peHd-MeHeoXMeHma
B KOHMEKCme cmpameauyecko20 passumusi
npednpusmusi. [Moka3aHo, Ymo ucno/b308a-
Hue 6peHO-MeHedXMeHma SIB1siemcst npo-
fiB/leHUeM UHHOBAaUUOHHOU akmusHocmu u
cmpameau4ecko20 BUAeHUsI PyKOBOOCMBOM
rnepcrnekmus passumusi pbiHKa U CBOe20
npednpusmusi.  [1pednoxeHbl  KOHYenmy-
a/lbHble N00X00bl K BHEOPEHUK 6peHo-
MeHeOXMeHma 8 yrpas/ieHyecKylo oes-
mesibHoCMb  npednpusimuli, PaccMompeHb|
rpuMepbI 3apy6exHo20 MapkemuHaa.
KnioueBble cnosa: 6peHo, 6peHo-
MeHeOXMeHM, KOHYenyusi, cmpameauyeckoe
passumue, rnompebumesib, Mooesb, OpeHo-
cmpameausi.

Creating and managing brands is the key to gaining competitive advantage and long-term profitability for products, services, companies, and organiza-
tions. In-depth and evidence-based knowledge of marketing, consumer behavior, innovation, and brand management is important for every business
and organization. Brand management is situational, episodic, and even controversial. Without the formation of a brand-oriented enterprise management
system, itis not possible to ensure systematic brand management and accordingly a competitive position of the enterprise. There is a need for a mecha-
nism that will allow to coordinate all the activities of the company in the direction of creating and strengthening the brand. Thus, as a brand is a strategic
guideline for an enterprise, and not just a part of commodity or communication policy, it is a vital task to form a brand-oriented enterprise management.
Branding that focuses on building lasting relationships with consumers is becoming a competitive tool. Understanding consumer behavior is the basis for
developing brand management strategies as well as optimal market positioning and effective marketing tactics, especially when launching new goods
market. The article deals with the problems of defining brand management tasks in the context of strategic enterprise development. It is shown that the
use of brand management is a manifestation of innovative activity and strategic vision to guide the prospects of market development in general and its
enterprise in particular. The content of the elements of brand management and its conceptual apparatus is substantiated, which ensures consistency in
their interpretation. A brand management model has been built that contains a structural and logical scheme of management actions and reflects their
cyclicality, which allows differentiating management processes. Conceptual approaches to introduction of brand management in the management activ-
ity of enterprises are offered, which allow to implement it depending on the degree of brand development, specificity of the company, readiness to use
brand management in management activity, examples of foreign marketing are considered.

Key words: brand, brand management, concept, strategic development, consumer, model, brand strategy.

MoctaHoBka npo6nemn. Cy4yacHi TeHAeH-
Lii 3arasibHOEKOHOMIYHOI cTabinizauii, HacuyeHHs
BITUN3HAHUX PUHKIB TOBapamu, MOCUIEHHS KOHKY-
peHUii, NepcneKkTuBM Po3BUTKY NIANPUEMCTB Y CUC-
TeMi rocrnofapcCbkMx 3B'A3KIB, BUXIiL YKPaiHCbKUX
€KOHOMIYHMX CYB’eKTIB Ha CBITOBI PUHKM 3YMOB/IIO-
I0Tb HEOOXiAHICTb BUKOPUCTAHHA KOHLENTyaslbHO
HOBMX €/IEMEHTIB YMNpaBMiHHA CcTpaTeriyHuMm pos-
BMTKOM MignpuemcTBa. 3a TakMx YMOB camMe BUWKO-
puUcTaHHs 6peHay Ta eqieKTUBHOI CUCTEMWU OpeHa-
MEHeKMEHTY CnpuATMME iHHOBauisM Yy cdpepi
BMpPOGHMLTBA Ta NosBi HOBMX ToBapiB. OgHak npouec
yNpoBaKeHHSA 6peHA-MeHeKMEHTY B YNPas/liHCbKY
[iANbHICTb BifbyBaeTbCA [OBONI MOBISIBHO, OCKI/TbKM
nignpuemcTBa Hacamnepepn 30CepeKeHi Ha BUPi-
WeHHI nNpobnem, NoB’sA3aHnX 3 edqIEKTUBHUM BUWKO-
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PUCTaHHSAM MaTtepiaslbHUX akTMBIB, a (DOpPMYyBaHHS
noTeHujasly CTpaTeriyHoro pPO3BWTKY 3a paxyHOK
6peHAay K HemaTtepiaslbHOro akTuMBy MignpuemMcTBa
3a/IMLIAETLCA M03a IXHbOW YyBarow. Take cTaHo-
BYLLE 3yMOB/IEHE NEBHMMM Npobriemamu coLiasibHO-
€KOHOMIYHOro XapakTepy, BiACYTHICTIO focBigy Ta
HefoCTaTHIM HayKOBO-METOAUYHUM 3abe3rneqeHHAM
OGpeHA-MeHeMKMEHTY 3 ypaxyBaHHSAM 0CO6/IMBOCTEMN
PUHKOBOT EKOHOMIKWN B YKPAiHi.

AHani3 ocTaHHiX pgocnigpkeHb i nyGnikawii.
HuHI, Konn Ha CBITOBOMY PUHKY NPOMNO3uLis nepesu-
LLyE NONUT | NOHATTSA IHHOBALIT CTaN0 Maiixe iNto3ieto,
B&XXKO CTBOPUTY LLOCb HOBE, LLO6 NpYBEPHYTK yBary
BMbarnueoro nokynusa. Cnig BiAMITUTY | TOR hakT, Lo
BM/IMB peKNnamMn CbOrofHi MOCTIMHO 3MEHLUYETbCS,
iHOAI HesiKiCHa peknamHa KamnaHis MOXe HaBiTb



B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

NPUHECTN 36UTKU KOMNaHii, 0cO6MBO KoM AeTbCA
Npo [AiA/IbHICTb Ha 3aKOPAOHHUX pUHKax. | nokymnui
[OCUTb NIErKO NepekIyalTbCs 3 O4HOIO NPOAYKTY
Ha iHWWii. MOXHa HaBiTb cnocTepiraty Taky TeHAEH-
Ljto: yMM Ginbllie opraHizauiil KOHKYPYHTb Ha PUHKY,
TVM MeHLUEe CMOoXuBadi PO3Pi3HATL 1X, AK HACNILOK
LbOro — BUMYyLLIEHA KOHLeHTpauis, 3nuTTa [1].

AHani3 OCTaHHIX AgocnigxeHb i nyb6nikauii ceia-
4MTb, LLIO B EKOHOMIYHIl NniTepatypi nuTaHHAM 6peHa-
MeHeKMEHTY NpUAINAeTbCA Heabusika yeara. Libomy
NUTaHHIO MPUCBSYEHI PO6OTU TaKMX BIZOMUX cheLia-
nictie, Ak XX.-H. Kandepep, ®. Kotnep, ®. MopaoH,
M. Nekyc, O. BoyeH, P. Mpicnoy, M. oinb Ta iHwWi.
Mpo6nemu, WO MNOB’A3aHi 3i CTBOPEHHAM YCNILHUX
6peHaiB, 06roBoploOTLCS Y poboTax [X.K. BepkmaH,
I YapmeccoHa. 3 no3uuii NoBefiHK1 CnoXxmnsadis
6peHan pgocnigpkytoTbes y pobotax K. EHpkena,
P. Bnekyenna ta . MiHiapga [2].

MocTtaHoBKa 3aBAaHHA. MeTa cTarTi — gocnia-
XXEHHS1 Cy4acHOro KOHLUenTyaslbHoro nigxogy Ao
cuctemMn BGpeHa-MeHeMKMeHTY. [N  [OCATHEeHHSN
nocTas/ieHoI MeTU HeobXigHO: y3arasbHUTU Teope-
TWUYHI MOMOXEHHSA LWOAO0 CYTHOCTI Ta NpU3HAYeHHs
6peHa-MeHeKMEHTY B YMOBaX PUHKOBOT EKOHOMIKU;
[OoCnignTn cyyacHi HayKoBO-TEOPEeTUYHI nigxoan Ao
hopMyBaHHA BpeHa-MeHeKMEHTY; OLIHUTU CTYMiHb
Moro po3BuUTKY Ha NigNnpUeEMCTBaXx; po3pobuTn MeTo-
OW4YHi pekomeHauji WoA0 BrPOBaKEHHS OpeHa-
MeHeMKMEHTY B YNPaBAiHCbKY AISNbHICTb Nignpuem-
CTBa Ans e(hekTNBHOro ynpaeiiHHS 6pPeHaoM.

Buknag  OCHOBHOro  martepianty.  bpeHp-
MEHEMKMEHT — Le AiS/bHICTb, WO FPYHTYETbCA Ha
CTparTeriyHilii opieHTauji nignpYeEMCTBa Ta Ma€e CnpsiMo-
BaHiCTb Ha 3abe3neyeHHs NPUXWILHOCTI CNOoXMBauYiB,
CTIfKOCTI KOHKYPEHTHUX MO3WUjiA Ta [O0BrOTPMBAIONO
ycnixy nignpuemcTsa [3]. Vloro MeTolo € po3BuToK Ta
3pOCTaHHA BapTOCTi OCHOBHOTO HemarepiasibHOro
aKTUBY NiANPUEMCTBA — KaniTasly 6peHay. TO6To 6peHa-
MEHEeMKMEHT Ha NiANPUEMCTBI BUMKOHYE 3aBAaHHSA
3a6e3neyeHHs CTilKoro [OBroCTPOKOBOrO MOMUTY Ha
NpoAayKuilo; HafdaHHa 6peHay AOAATKOBOI LHHOCTI;
hopmyBaHHS CTiilkoi 6a3n A5 PO3WMPEHHST GpeHay
LWNAXOM AndpbepeHuiadii npoayKLii; CTBOPEHHS MOXJ/N-
BOCTEl BUXOAY Ha HOBI PUHKY i, B KIHLEEBOMY pe3y/bTari,
NiATPYMaHHSA BiANOBIAHOMO PiBHA NPUBYTKOBOCTI.

MpeomeTom 6peH-MeHeKMEHTY BUCTYNae cuc-
Tema BUPOOGHUYMX BIAHOCWH, sika CKEpPOBYE ynpas-
NiHHA  BUPOOGHMUTBOM Ha 3a40BOJSIEHHA NOTPed
CNoXMBaYiB 3a paxyHOK CTBOPEHHS /laHutora «B1Upo6-
HUK — CMIOXUBAaY», KOXHa flaHKa fAKoro cnpuse 36inb-
LLWEHHIO LHHOCTEN ANs KiHUEBOro cnoxueada. Big-
noBsigHo, o6’ekTaMu BpeHA-MeHeKMEHTY € 6peHs,
cnoxvead Ta nignpuemMcTso.

OCHOBHOIO MeTOK (DOpPMYBaHHA cTparterii pos-
BUTKY OpeHAy € OOCATHEHHS KOHKYPEeHTHWX nepe-
Bar, TOMy cTpaTerito po3BUTKY OpeHAy [AOLi/bHO
dopmyBaTh Kpi3b NpM3My OCHOBHUX CTafjiii 6peHa-
MEeHeMKMEHTY siK npouecy ynpasniHHs [4].

Ha nepwiomy etani BUSHa4a€TbLCA CTaB/IEHHS CMO-
XMBaYiB 00 6peHay, WO Aae 3MOry BCTAHOBUTK Tun
CrnoXuBaya, Ha sIKMA OPIEHTYETbCS OpeHA; a TakoX
hopMynoTLCA KpUTEPIT BUGOPY, AKi BNacTUBi BU3HA-
YeHOMY TUMY CnoXxusaya; MOTUBU, SKUMW KEPYHOTbCSA
crnoxuBadi nig yac npugbaHHsa 6peHay; iHopmal,is
Npo Nornaau CrnoXxmeadiB Ha KOHKYpytodi 6peHan.

Opyruin eTan nepeabayae BM3HAYEHHSA iHAMBI-
JyanbHux ocobnvBocTel npoaykuii, Hacamnepes ii
HEMNOBTOPHOCTI Ta YHIKafIbHOCTI, Ha PiBHI CNOXUBYNX
nepesar. TPeTii — BU3HAYEHHSI NOTEHUianly 6peHay
3 MeTol nobyaoBu 1Oro akTuey. UeTBepTuid — ue
BM3HAYEHHS I0EHTMYHOCTI 6peHay, WO [ae 3mory
BCTAHOBWTW HanpsiM Moro po3suTky. M'atuidi etan —
BMNGIp NPUIAHATHOI GpeHA-cTparTerii, IKy NPONOHYEMO
34iicHIOBaTM 3a TpbOMa KpuTepismu BignoBigHOCTI:
PUHKOBOMY CepefioBuLLy; pecypcaM MignpueEMCTBa;
CMNOXuBYIN ayguTopii. Takum YMHOM MOXHa nobyay-
BaTW CTPYKTYPHY CXeMy YNpaBfiHCbKUX AilA, AKi Bia-
6yBaTMyTbCA Ha BULLIEHaBEAEHWX eTanax cTparerii
NpocyBaHHA GpeHay.

BpeHp — ue 06pas, sKuiA iCHYye Y CBIOMOCTI Cro-
XMBauiB SK peakuis Ha ToBapHuii 3Hak. Lle obiusHka
BMpPOGHMKa 3a JONOMOroH ToBapy NOCTiliHO HadaBaTtu
cnoxuvsady crneundivHnin Habip AKOCTENR, LiIHHOCTE Ta
nocnyr. bpeHg — Le CyTHICTb, WO MOCTIiHO pO3BUBa-
€TbCS Y Yaci, Bif, MapKK sIK KOHLENLT, sika cKNnagaeTbes
3 BiJOMUX enemeHTiB (PipMOBOi Ha3BK, (DIPMOBOIo
3HaKy, CfioraHy), A0 YiTKO CNPUIAHATOI CnoXMBaYamm
CYKYMHOCTI (PYHKUIOHA/IbHNX Ta €MOLIHUX efleMeH-
TiB, WO €OMHI 3 camMyM TOBapOM Ta 3acoboM ioro
NPeACTaB/EHHS. Y UbOMY MNOASrae rosioBHa BigMiH-
HICTb GpeHAy Bif TOBApHOIo 3HaKy, SKuii ABNSE COH0H0
no3Ha4YeHHs, ski 34aTHi BigOKpeMsoBaTh BiAnoOBiAHO
TOBapy Ta MOCNYrM OOHWX HPUANYHUX Ta QRI3UYHMX
oci6 Big oAHOpPIAHMX TOBapiB Ta NOCAYr iHLWMX HOpU-
AndHMX Ta isnyHKX oci6. Janeko He KoXHa Mapka
MOXe cTaTv 6peHAoM: A5 LbOro BOHa NOBUHHA CTaTu
BiOMOI0 Ha PWHKY Ta 3aBOHOBaTW AO0BIPY MNOKYMLUIB.
MoXHa BYOKpPEMUTM Taki eTany 6peHa-MeHeKMEHTY:

1. CTBOpEHHS Bi3yasIbHO-C/TOBECHOIO BUPAXKEHHS:
(pipmoBa Ha3Ba; TOBapHWii 3HaK; DIPMOBUIA CTWUSb;
CnoraH.

2. BukopuctaHHsA y AisinbHOCTI: AiNoBUX AOKYMEH-
Tax; pek1amMHuX 3axofax; pekiaMHiX CyBeHipax.

3. dopmyBaHHs BpeHay: pamMkm 6peHay; nporpama
npocyBaHHs bpeHay; aHaui3 pe3ynsrartiB Nporpamu.

4. bpeHp, WO BXe CTBOPEHWli Ta pPO3BMBAETHCS:
[OOCNiPKEHHS; AiarHOCTUKa; nporpamMa noAasbLoro pos-
BUTKY.

Mpouec po3BUTKY OpeHAy Mae 6GesnepepBHUli
XapakTtep: HaBiTb Mic/s TOro, AK BiH NOYMHAE Camo-
CTiliHO MpauoBaTV Ha PUHKY Ta MPUHOCUTY NPUBYTOK,
HEeOoObXifHO 3AjiiCHIOBATM MOr0 OHOB/IEHHS, SIKE BUK/IN-
KaHe 3MiHaMu PVHKOBOIO CepefoBMllia Ta CoXu-
BaLbKOro CnpuiiHATTA [5].

KoHuenuis 6peHAuHry BUHUKNA Yy MeXax NiBHiu-
HOaMepUKaHChKOT LLKOMN MapKETUHTY SK NPaKTUYHWUIA
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IHOPACTPYKTYPA PUHKY

HanpsMm. BBaxa€eTbcs, WO BNeplle cuctema ynpas-
NiHHA 6peHpom Gyna 3anponoHoBaHa Ta BUKOPUC-
TaHa Yy KomnaHii Procter&Gamble Ha noyaTky 30-X pp.
cniBpo6iTHMKOM Ha iM’'ss Hik MakEnpoli, skuii 6yB Bia-
noBiganbHMM 3a TOpProBy Mapky muna «Camay» [6].

MoxHa ckasartu, Lo 6peHan Ta KoHuenuis ynpas-
NiHHS HUMK 3'IBUNNCA Yy TOW Mnepiod, KONM eKoHo-
MiYyHa cucteMa 3axoay, Lo 6as3yeTbCsa Ha NpUHLMNAax
KOHKYPEHLLii, BXe He mMorna 6e3 Hux o6xoauTumcs. Ix
BUKOPUCTaHHSA CTas10 EANHUM 3ac060M igeHTudikauil
TOBapiB 3a AOMOMOro OAHOro C/i0Ba. Asie MOHATTA
«BPEeHAVHI» y PO3YMiHHI 10ro Ik MapKeTMHroBO1 Nosi-
TMKM Ta doinocoqii doipmn yBILWNO Y HaL JIEKCUKOH
HabaraTo nisHiwe. |, He3Baxalun Ha Te, WO po3po-
GNEHHST KOHUENUii GpeHAnHry A0CUTb AaBHO 3f4ji-
CHIOETbCA 6GaraTbMa 3apybibKHUMK  JocnigHUKamu,
€MHOT Ta 3araJibHOBM3HAHO! AYMK/ CTOCOBHO LbOro
NUTaHHA HEMAE.

Y 3axigHiii niTepatypi € Aekinbka BUAiB 6peHaiB.
CnopigHeHi 6peHan — Ue 6peHAn, K BMILLYHOTb Y
cebe sK Ha3By TOBapiB, TaK i iM' KOMMaHii-BUpO6-
HUKa. Hanpuknag, po3po6aeHHsIM NoAiGHUX 6peHaiB
3aiimaeTbCs komnaHis «Nestle». Ak oguH i3 pisHOBU-
[iB CropifHeHNX 6peHAiB BUKOPUCTOBYETLCA «OpeHs-
napaconbka». Y UbOMYy pasi HaliyacTiwe Harosno-
LIYETHCA Ha MPOCYBaHHi KopnopaTuBHOTO 6peHay i
3aKpin/ieHHi Moro y CBiAOMOCTI CNoXMBaya siK rapaH-
Til AKOCTI. Y peknami npogykuii ipMyu geMOHCTpY-
€TbCs T NOroTun, K, Hanpuknag, peknaMma KomnaHii
«Danone».

Y npakTuLi MapKeTUHIY TakoX € MOHATTA «iHAWBI-
AyanbHuii 6peHg». lHAMBIAyanbHi 6peHan — ue camo-
CTiliHi Ha3BM TOBapy, AKi He MICTATb HaBITb AASIEKOr0
HaTsKy Ha KOMMaHilo-BMPOOHMKa abo KpaiHy Moxo-
[KeHHs. Hanpuknaz, komnaHisa «Procter&Gamble»,
NPOAYKLUis SKOT BMPOGMAETLCA Nif OpeHA-Ha3Bamu
«Ariel» , «Tide» Ta iH., ki abCONOTHO He NOB’A3aHi
3 Ha3BOI KOMMaHii. [leski komnaHii Ha3uBatTb 6peH-
JaMn OKpeMmi ToBapHi fiHil. Hanpuknag, KomnaHis
«Jonson&Jonson» npojae nif Mapkow «Jonson’s
Baby» cepito guTauumx ririeHiyHMx ToBapi., a nig map-
Koo PH5.5 — niiHito ansa gornagy 3a BOSIOCCAM i LUKi-
poto 4518 [OPOCUX.

Ak 6a4mMmo, 6peHp y 3axigHOMY PO3YMiHHI € K/to-
YOBMM MYHKTOM Y MDKHAPOAHI MapKeTWUHIroBil nosi-
MUl dpipMun. AHanisyroun BuwesragaHe, MoxHa Buai-
NNTW Taki cTpaTerivyHi NigXoan A0 CTBOPEHHS OpeHaiB
y 3axigHin nitepatypi:

— CTBOPEHHA OpeHay, AKMI MICTUTb Yy cobi fK
Ha3BY NPOAYKLi, Tak i Ha3By BUPOOHMKA (CNopigHEHI
6peHgn);

— CTBOPEHHA IHAMBIAYa/IbHOTO OpeHay, SKui
nepenbayae caMocCTiliHi Ha3BuM ToBapiB 6e3 OGyab-
AKOro Hatsky Ha hipmy-BUPOBGHMKA (BOHU MOXYTb
No-pi3HOMY MO3ULLIOHYBATUCA HA PUHKY).

Ane eagnHe, Ha WO cnig 3pobuTn Haronoc, ue Te,
Wo y 3axigHiii nitepatypi 6peHa cnpuiiMaeTbecs SK
ocobnmBa hinocodis Gi3Hecy, AK WASX AOCATHEHHS
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ycnixy. BuesragaHi acnektun gatoTb 3MOry posrnis-
JaTtn 6peHa Sk cknagHe Ta GaratorpaHHe MOHATTS.
B3aemogisi Ha pUHKY crioxuBada, ToBapy Ta BUMpPOO6-
HVYKa (pOpMye OCHOBY O/11 BUHUKHEHHSA GpeHay K
€4MHOTO Ljinoro. Knwyosumn enemeHtammn 6peHay €
Toprosa mMapka, 6peH/-iMiak Ta GpeHauHr. IXHE rono-
BHE 3aBOaHHS — CTBOPEHHS 3Ha4YHOro MapO4vHOro
KaniTany, TO6TO PUHKOBOro NOTEHLiasly GpeHay, sSKuia
0C06/IMBO BaXk/IMBWIA Y AOBFOCTPOKOBOMY acnekTi [7].

PosrnsHemo «cxigHuWii» niaxig [0 CTBOPEHHS
6peHaiB. B Asii npuiiHaTa geLwo iHwa KoHuenuis —
KoprnopaTtuBHuii 6peHs. ®akTniuHo B ANOHIT ToproBa
Mapka ToBapy 6e3 rapaHTii KopnopaTuBHOT MapKn He
ctana 6 kynyBatucs. B AnoHii icTOpMyHO cknanocs,
LLIO NicNs akTUBHOIO PO3BUTKY PUHKY Y 50—60-Ti poku,
nig Yac UiHOBOT KOHKYpeHLIl, NMoKynui cTanu npugi-
NATU HaAMIpHY yBary SIKOCTi ToBapy. Asie BogHo4ac
il 3paTHi 3a6e3neunty nuwe KOMMaHii-BMPOOHMKN,
AKi MaloTb AOCTaTHI KaniTan NS iHBECTyBaHHA Yy
HayKoBi po3po6ku. | ToMy 3axigHa cuctema nigxogy
[0 aHanizy 6peHAiB cnoxuBavamu, KO/ nokyneub
HaBITb He 3HaE, fka came KoMnaHis BUpo6/sie ToBap,
30BCiM He y3rofxysasnacs 3 ANOHCbKUM MeHTasiTe-
TOoM 60-X pOKiB, KO/IM SKICTb TOBapy OTOTOXHIOBa1acs
3 po3MipoM camoi KOMMaHii, 1 akTmBamMu Ta Kanita-
nom. Came TOoMy Yy AMOHIi cknasiacs cBOS cuctemMa
peknaMHOro Ta 6peHA-MeHemxMeHTy. Hanpuknag,
Ha3Ba KoMmMaHiii «Sony» Ta «Panasonic», siki BXe
3apekomeHayBasIn cebe K BCECBITHI nigepun sIKOCTI,
CTae «napacosibkow» A1 Ha3B «Cyb6peHaiB» Ans
ToBapHUX niHili (Sony Walkman — nneepu, Sony
Trinitron — Tenesizopn). To6TO B HAMOHIi NepBiCHO
Ha3Ba KomnaHii (Te, WO CTOiTb 3a HEK) € HAWrON0BHi-
woto. OTxe, OCHOBHA LjiHHICTb A1 AMNOHCHKUX KOM-
naHii — BUCOKMIA KOPMOPATUBHUIA IMiZK, a He iMigK
oKpemMux 6peHgis [8].

Ane CBIT He CTOITb Ha Micui. EKOHOMIYHE XUTTS
KOXHOT KpaiHn pO3BUBAETLCA HACTINbKA LWBUAKO, LU0
Malixe HEMOX/MBO FOBOPUTU NPO SIKICb CTasli TEH-
AeHuii. Tomy B 90-x pokax XX CT. Bigbynacs iHTe-
rpauis 3axigHoro Ta cxigHoro nigxopis Ao 6peHA-
MeHeKMEHTY. FK M1 MOXeMO crocTepiraTu, ANOHCbKI
KOMNaHii noyanu BNpoBafXyBaTu CUCTEMY BifIbHUX
6peHaiB (Hanpuknag, KomnaHia «Toyota» noswmui-
OHye abCoO/IIOTHO HesaslexHO O6peHan «Toyota»Ta
«Lexus»). Ane BogHo4ac €BPONECbKI KOMMaHii, $iK,
Hanpuknag, «Philips», npoBoaaTe peknamHi kKamnaHii
CBOIX TOBapiB /IMLLE Nif, CI0raHamu 3 KOPNopaTVBHUM
6peHnom «Philips — 3MIHUMO XUTTA Ha KpaLe».

BUCHOBKM 3 nNpPOBEAEHOrO0 AOCHIMKEHHS.
Ha cyuyacHomy eTtani 6peHA-MeHemMKMEHT Mepexo-
ONTb Y HOBY CTafil0 — BiH CTAE OCHOBOK Aisi/IbHOCTI
opraHizauji i gae i 3Mory onocepegxKoBaHo 4epes
ynpas/iHHA 6peHA0oM ToBapy yNpas/aTy i iMigpKeMm.

dopMyBaHHS cTparterii  ynpas/iHHA 6peHaoMm
TOBapy AOUINIbHO MPOBOAWNTM Y PO3pi3i OCHOBHUX
efleMeHTiB:  (popMyBaHHA CTpaTeriin - ynpas/iHHA
TOBapHUM noptdenemM MignpUEMCTBa; TOBapPHUMM
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MapkKamu ToBapiB, L0 peaniye NiAnNpUEMCTBO; LiHO-
BO MONITMKOK NigNPUEMCTBA; MeTodamu 36yTy Ta
3acobamu MepyaHAan3nHry; CepBiCHOI MiATPYMKOLO.
3 nornagy Ha 3a3HaydeHi NoMI0XEeHHS | BUCHOBKMU, Nif-
npuemMcTBam YKpaiHu cfiig cnpsiMoByBaTu 3ycuins
6peHA-MeHeoKepiB Ha pPO3BUTOK KOMYHIKQTUBHUX
3B’'A3KiB, TOGTO Ha aHasli3 30BHILLUHLOIO cepenoBuLLa
Ta BHYTPILLHIX MOX/IMBOCTEl opraHisauii, Wwo nepeq-
6aya€e He nvWe CNpPsIMOBAHICTb HA PUHOK TOBapIB i
OTPUMAHHS NpubyTKy, ane M OTPUMaHHSA 3BOPOTHOI
iHhopMaLii AN NPUAHATTA edIEKTUBHUX YMpaB/IiH-
CbKMX pilleHb LLO0AO0 BUPOBHMUNX NpoLecis, diHaHCOo-
BMX Ta MapKeTVHIOBMX 3ax0fiB, NPaBOBOr0 3axucTy
6peHay, cTpaTerivyHMX OPIEHTUPIB OpraHisau;i.

Y KOXHili cuctemi 6peHA-MeEHEMKMEHTY € CBOI
NO3UTWBHI Ta HeratuMBHi pucu, SAKi dipma NoBUHHA
BpaxoByBaTu Mg, yac po3pob/ieHHA CBOEI cTpare-
rii. Cepep nepesar 3axigHOi cuctemn 6peHgIB cnig
BUAINNTW CTpaxyBaHHA Big, NOMUIOK: AKLLO Ha PUHOK
BUilAe HesKICHWIA ToBap, Le HislKk He NO3HAYUTBLCA Ha
NpoAaXy IHWUX BPEHAIB Ta IMiZKy KOMMaHii 3arasiom.
Ane cxigHuin nigxig po6otn 3 6peHaamMmn A03BOSISIE
KOMMaHii edekTBHille 60poTMUCA 3 KOHKypeHTammu
i 32 4OMOMOrol0 KOpNopaTnBHOTO GpeHay BUMBOAUTU
Ha PUHOK iHLWi ToOBapu Ta nocnyru. Ak ceigunTb Npak-
TVKa, TOBapHi Ta KoprnopaTuBHi 6peHamn YacTo BMKO-
pUCTOBYIOTLCA CMIJIbHO, NEPEHOCAYM KopnopaTuBs-
HWUIA IMIIK Ha MPOAYKT. Y UbOMY pasi KOpnopaTuBHI
6peHan HanyacTile BUCTYNatTb SK «napacosibka,
sIKa 3aKpuBa€ BeCb TOBapHWIi acOPTUMEHT, TO6TO
€VHWI TOBAPHUIA 3HAK, YNakoBKa, ipMOBUii CTUSb,
peknamHuin matepian. Bci Ui enemeHTn pobnatbesa y
€VHIA eMOLiliHIl CTUNICTWL, WO BMKINKAE Yy CNOXN-
BauiB CX0Xi ab0 HaBiTb OAHaKOBI acoujiaLil.

OTxe, 6peHA-MEHeMKMEHT — Le MnpioputeTHa
oyHKLiA yCiX ynpaBniHUiB, a O6peHA-cTpareria B
MeXax cucTemMn GpeHa-MeHemKMEHTY — Le iHBeCTU-
ujii B MalibyTHe opraHizauii.
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BRAND MANAGEMENT IN THE STRATEGIC ENTERPRISE MANAGEMENT SYSTEM

The purpose of the article. The purpose of the article is to explore the modern conceptual approach to the
brand management system. Modern tendencies of the general economic stabilization, saturation of domestic
markets with goods, strengthening competition, prospects of development of enterprises in the system of eco-
nomic ties, the exit of the Ukrainian economic entities in global markets require the use of conceptually new con-
trols strategic enterprise development. In such circumstances, it is the use of the brand and an effective brand
management system that will encourage innovation in the production and emergence of new products. However,
the process of implementing branding in management is slow, since, first of all, focused on addressing issues
related to the efficient use of tangible assets, and the formation of the potential of strategic development at the
expense of the brand as an intangible asset of the enterprise remains out their attention. This situation is caused
by certain problems of socio-economic nature, absence experience and insufficient scientific and methodological
support of brand management, taking into account the peculiarities market economy in Ukraine.

Methodology. The purpose of the article is to explore the modern conceptual approach to the brand manage-
ment system. Research methods In carrying out the work scientific methods of research: synthesis; induction; sys-
tematization and groupings; economic analysis; chronological methods; graphic representation method of results.

Results. At the present stage, brand management is moving into a new stage — it becomes the basis of
the organization and allows it indirectly through the management of the brand product to manage its image.

It is advisable to carry out the formation of brand management strategies in the context of the basic elements:
formation of strategies for managing the product portfolio of the enterprise; trademarks of goods sold by the enter-
prise; enterprise price policy; sales methods and merchandising tools; service support. In view of these provisions
and conclusions, Ukrainian companies should focus their efforts on brand managers to develop communications,
that is, to analyze the external environment and internal capabilities of the organization, which provides not only
product market orientation and profit, but also feedback to make effective management decisions on production
processes, financial and marketing activities, legal protection of the brand, strategic guidelines of the organization.

Each brand management system has its own positive and negative features that the firm should take into
account when developing its strategy. One of the advantages of the Western branding system is the error
insurance: if poor quality products enter the market, this will not affect the sales of other brands and the
image of the company as a whole. But the oriental branding approach allows the company to compete more
effectively with its competitors and, with the help of a corporate brand, to market other products and services.
As evidenced by the practice, brand and corporate brands are often used together to transfer corporate image
to the product. In this case, corporate brands often act as an "umbrella”, which covers the entire product range,
ie a single trademark, packaging, corporate identity, promotional material. All these elements are made in
a single emotional style that causes similar or even similar associations among consumers.

Therefore, brand management is a priority function for all managers, and brand strategy within the brand
management system is an investment in the future of the organization.

Practical implications. The introduction of a strategic approach in management at domestic enterprises
will contribute to faster achievement of the set goals, increase of competitiveness and efficiency of activity.

Valueloriginality. To build a strong brand and be effective management should form an appropriate enter-
prise management system. An important task of such a management system is to orient the activities of all
units enterprises to strengthen the brand position and increase its consumer value. Therefore, the question of
forming a brand-oriented enterprise management system need further exploration and development.
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