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Y nucepTariifHiii poOOTi JOCIIHKEHO TeHE3UC Ta YJOCKOHAJICHO TEOPETHYHI Ta
NPaKTUYHI MOJOXKEHHS (OPMYBaHHS Ta PO3BUTKY OpEH] MEHEIKMEHTY CYy4acCHHX
nignpueMcTB. Ha OCHOBI BHBUEHHS Ta y3arajJbHEHHS 3apyODLKHOTO 1 BITYM3HSHOTO
JIOCBIJTy PI3HUX HAYKOBIIIB Ta BYCHUX, BU3HAYCHO CYTHICTh TPaKTyBaHb «OpeHI»,
«OpeHA-MEHEeDKMEHT», «OpEHIAWHT», «TOPrOBa MapKa», «KapTa OpeHIy»,
«YTIpaBJIIHHS OPEHIOMY, «IIOTEHIIA OPEHIY», «PO3BUTOK OPEHY» TOIIIO.

Benuka KinbKICTh BU3HAYEHBb MOHATTS «OpEHI» A€ 3MOTY 3pOOUTH BUCHOBOK
PO BIACYTHICTh MOTO €IMHOTO TpakTyBaHHs. Ha Hamry nymky, mij OpeHaoM BapTo
PO3YMITH «HeMamepiaibHUutl aKmué KOMNAHIL, AKUU HOopMye VHIKAIbHI YIHHOCHI,
CHPAMOBAHULL HA NOKPAUWjeHHS Npudymkosocmi Oi3Hecy ma ¢hopmyeanHs o00pa3y
MatOymHb020 KOMNAHIi ma ii npodykmy, niosuujeHHs O0iloeoi penymayii ma
JIOSLIBHOCMI 3 OOKY CNOJNCUBAyi8 i 1020 8U3HAHHA 6 coyiymiy. JIOCTIIKEHO TeHe3UC
dbopMyBaHHS KOHIUEMIINH OpeHA-MEHEIHKMEHTY Ta 3alpONOHOBAHO AaBTOPCHKE
PO3YMIHHS Cy4acHOTO MIIXO0ay A0 MOro CYTHOCTI, SIKMH 0a3yeThCs Ha Ba)KIMBOCTI
BpaxyBaHHSl ~ CTpaTeriyHMX I[Ie  KOMMaHii Ta NPUHLMIIB  COLIAJIBHO-
BIJINOBIIAJILHOTO Oi3Hecy. bpeHs y cydyacHOMY po3yMiHHI € CKIIQJJHUM OpPTaHi3MOM,
CTpATETrIYHUM 1HCTPYMEHTOM KOMIIaHlii, TOMY MOTPEOy€ MEBHOI CUCTEMHU YIIPABIIHHS
HUM. BiamoBimHO 10 mije# ympaBimiHHSA, 32 03HAKaMu KOMOiHaIli Oysia y3arajJbHeHa
kiacudikauiss BUAIB OpeHAIB. Y KOHTEKCTI peanizalii OpeH MEHEIKMEHTY SK
MpoIieCcy, aBTOPOM IMOOYTOBAHO «KapTy OpeHIy», fKa mepeadaydae MOCIiTOBHICTh
eTaniB BiJ miaTGopmu OpeHay 10 (GopMyBaHHS BapTOCTI OpeHy Ta BU3HAYEHHS
HOTO CTpaTeriyHoi CIIPSIMOBAHOCTI.

AHaJi3 OCHOBHHUX MIJXOIB JI0 MOHATTS «OPEHIMHT JI03BOJIMB 3pOOUTH BUCHOBOK,
10 JaHe MOHSTTS € YacTo CyNepewIrBe. 3 OHIET CTOPOHM — TPAKTYBaHHS BKJIIOUAE B
ceOe CTBOPEHHS 30BHIIIHIX aTpuOyTIB OpeH Ty, a came MOro Bi3yaJbHHX Ta BEpOATBLHUX
imeHTr(dikaTopiB, a 3 IHINOI — II€ MPOIEC CTBOPEHHS Ta PO3BUTKY OpeHay 1 HOro
1IGHTUYHOCTI. ABTOpPOM 3alpOlIOHOBAHO Ta OOIPYHTOBAHO  BJIACHE BU3HAUEHHS
OpeHIuHTY, a caMme: OpeHIWHT — IIe MPOoIeC PO3pOOKHU Ta PO3BUTKY OpEHAy Ta MOTro
1ZIGHTUYHOCTI, SIKUM BKJIIOUYaE B ce0€ CTBOPEHHS BEpOATbHUX Ta BI3yaIbHUX O3HAK



OpeHly (30BHILIHS 1JGHTUYHICT) Ta MOro IIHHOCTEW (BHYTPIIIHS 1IEHTHYHICTD).
BusHaueHi OCHOBHI IHCTpYMEHTH OpEHIMHTY Ta HaBeJeHA iX KOPOTKA XapaKTEePUCTUKA.

JloBeneHo, 10 1CHYIOTh PO301KHOCTI B THUTAHHSX YIPaBIIHHS OpeHIoM.
VYnpaBniHHA OpeHIOM MOXHa PO3IIIAIATH, SIK KPEaTUBHO-KOMYHIKATUBHY YaCTHUHY
MapKETHHTOBOI M1SIbHOCTI, SIK YIIPABIIHHSI OKPEMHUM IIPOIYKTOM a00 MTOBHOO JIHIEIO
IPOAYKTIB a0 K, SIK YaCTUHY CTPATEriuHOTO YIPaBIiHHS KOMIIaHI€l0. 3a paxyHOK
IIOTO 3MIHIOIOTHCS, SK KOHKPETHI MOJeNi, TaK 1 pEeKOMEHJallii, sKi IMOB's3aHi 3
yrnpaBiiHHAM OpeHaoM. Takox, 3a Bech yac CBOTO (DYHKIIOHYBaHHS, KOMIIaHIi 4acTO
MaloTh CIIPaBy 3 PU3UKAMH, OUIBIIICTH 3 SIKUX MOXYTh HETaTMBHO BIUIMHYTH Ha
Opena gipmu. Jlani pu3uKH MOXYTh OyTH MOB'A3aHI 3 AISUTBHICTIO PI3HUX IM1IPO3ALITIB
koMmranii. TakuM 4YMHOM, MOKHa CKa3aTH, IO YINPaBIiHHA OpPEHIOM IOBUHHO
3IACHIOBATUCA HE TIIBKM B MEKax MapKETHMHIOBOTO BiALTY KommaHii. ¥ poOoTi
CUCTEMATH30BaHl PU3UKHU YIPaBIIHHA OpEHIOM Ta BH3HAYE€HI Taki iX TPYIHU:
YIPABIIHCHKI, MAPKETUHTOB1, IOPUANYHI Ta CHEL1abH1 TOLIO.

VY po0oTi A0BeneHa BaXXJIUBICTh (YHKIIOHYBAHHSA OpeHJ MEHEIKMEHTY JUIs
KOMIIaHli, BH3HA4Y€HI OCHOBHI I€peBard Ta HEAOJIKM HAsBHOCTI 1 BIACYTHOCTI
yIpaBJIiHHSI OpeHI0M B KoMmIaHii. BuzHadeHo, 1m0 OpeHa Mae CBif KUTTEBUN ITUKIT 1
OCOOJIMBOCTI YIpPaBJIiHHS HUM 3ajieXkaTh Bl €Taly XUTTEBOTO LUKIY. BiamosimHO
dopMysla CTaHOBJIEHHS Ta pO3BUTKY OpeHJa Mae€ TaKui BHIJISA: «ToBap +
BiJTHOIIICHHS CTIOKUBAYa JI0 HHOTO + KOPUCTH JJISI COLIIYyMY».

PosrisHyTi migxoau mo CTBOpEHHIO mopTdernst OpeH B, siKl MOIUISIOTHCS Ha:
1eEpapX1YHUI MiAX1] Ta TPhOXMIPHY, 00’€MHY MOJIETb — Ha OCHOBI OpEHJ] MOJIEKYJIH.
BusznaueHo n’sth mepeBar TpUPIBHEBOI MOJIET MO3UIIIOHYBAHHS 1 JOBEICHO, IO X
B3a€EMOJIISI JAa€ MOXJIMBICTh KOMIIaHII MOOAuuTH BiacHl OpeHau Ta OpeHau
KOHKYPEHTIB, BUSIBUTH B3a€MO3B’SI3KM Ta MPUNHATH YIPABIIHCHKE PIIICHHS 00
CTPYKTYpH nopTdenst OpeHIiB.

3a pe3yinbTaTaMu JOCHIIKEHHS 3allPOIIOHOBAHO YJIOCKOHAJIEHY MOJEIb
MO3ULIOHYBaHHA TopT(dens OpeHIIB JUisi BU3HAYEHHS MOro MO3MLIM HAa PUHKY 32
TphOMa piBHAMHU: Makpomoaenb X-Y-Z, me3omozaens |-D-U, mikpomonens a-b-e,
BU3HAYEHI OCHOBHI iX KpHUTEpli Ta XapakTepucTuku. OKpiM TOro, BUZHAUEHO BICIM
THUIIIB CTIOXUBYUX MOTHUBIB OpeHAy Ta po3risiHyTa mMatpuils Poccitepa-Ilipcona, sika
0a3yeTbcsl Ha CIIBBIJHOIIEHHI O0I3HAHOCTI MPO OpeHJ, MOTHUBALll A0 CHPUNUHATTA
OpeHy Ta chopMOBAHUM BiTHOIIECHHSM 0 HBOTO.

VY po6oTi mpoBeAEHO aHaji3 OCHOBHUX MIAXOJIB O YIPaBJIIHHS KamiTajloM
Openny. Ha ocHOBI 3acTocyBaHHSI TPUACIIEKTHOTO MIAXOAy A0 Kamitalmy OpeHna
®enapika [1. BU3HAueHO 3araibHI MiAXOIW IO KamiTaly OpeHay, siki 0a3yloThCs Ha
cwil OpeHay, MKy OpeHay Ta #oro QiHaHcoBii ouiHii. Po3risHyTo icHYyrOYl



MOJIei  OLIHKM OpeHay KOMIaHii. ABTOpOM  OOIpYHTOBAHO  JOIJIBHICTH
Bukopuctanus wmeroauku BAV (Brand Asset Valuator) - mopjenb, ska Oyia
po3pobieHa kommaHiero Young&Rubicam s BusHaueHHS — edEKTHBHOCTI
OpEHIVHTY 3a JOTIOMOTOI0 MPOIECy OeHYMApKUHTY. B OCHOBI mi€i mMojeni 4oTupu
dakTopu, sKi Bu3HavyatoTh Craryc Openny ta ioro Cuity. ABTOpOM 3alpONIOHOBAHO
BUKOPHCTOBYBATH 24 TTOKa3HUKH, K1 OyAyTh BU3HAYATH CIIOKUBUY ITIHHICTH OpeHIY
3 BHUKOPUCTAHHSIM EKCIEPTHOIO METOAY OILIHOK, SKMMl € OJIHUM 13 OCHOBHUX B
MapKETUHTOBUX JOCHIHKeHHIX. OCOOIMBICTIO II€T MOJIEN1 € BpaxyBaHHS MMOKAa3HUKIB
COITIaJIbHO1 BIJIMOBIAAIBHOCTI, €KOJIOTIYHO1 CKJIQ0BOI, 110 BIJMOBIIA€ MPUHIIMIAX
CTAJIOTO PO3BHUTKY MISAJIBHOCTI Cy4acHMX KoMmaHid. OTxke, Kamitan OpeHay — e He
TUIBKA MOTO BapTICTh BUMIpPIOBAHA KUIBKICHUMHU IOKa3HHMKaMH, a ¥ BapTICTh, fKa
BHU3HAUYAETHCS MOTO SAKICHUMH XapaKTEPUCTHKAMHU, K1 OpIEHTOBaHI Ha 3a0e3MeUeHHs
BHCOKOI SKOCTI TpOAYKIli, il HamiiHOCTI Ta OE3MeYHOCTi, EeKOJIOTIYHOCTI Ta
COIlaJIbHOI BIAMOBIJAILHOCTI O13HECY.

PosrisiHyTo cydacHui cTaH pO3BUTKY KOMIaHIN MOJOKONEpEepOoOHOi Tamysi,
AKl TIPEACTaBJICHI HAa puHKaxX JKUTOMHPCHKOI 00JIaCTI 3 METOI BHU3HAYEHHS IX
KOHKYPEHTOCIIPOMOXKHOCTI Ha puHKY. [lokazaHo B3a€MO3B’SI30K pe3ysIbTaTiB
TUSITBHOCTI 13 iX MICIIEM Ha PUHKY. 3a qonomororo matpuill «Mak Kinci» Ta metogoM
aHKETYBaHHSI II0JI0 MPUXWIBHOCTI CIOKMBAUIB IO MPOIYKIIIT 3alaHux OpeHAiB Oyio
BU3HAYEHO, IO Jijgepamu no YkpaiHi €: «Teppa @yn» (TM «DPepma), TOB
«JTIroctnopd» («Censtnceke) Ta T/[AB  «SroTuHchkuii  Maciao3aBoa», a Ha
pErioHaNbHUX MICIX npoAaxy JKUToMUpPChKOi 00nacTi, 6e33anepeyHuMHy JiAepamMu
e AT «Kuromupcekuit macnozaBog» TM «Pynp» Tta I[IPaT «TepHominbchbKuid
M0J1I0K03aBOI» TM «Monokis.

[IpoBeneHO OLIIHKY KOHKYPEHTHOTO MICIS KOXHOI KOMIIaHii 3a JOMOMOTOI0
PUHKOBOI'O CKOPHHTIY, KU 0azyeThcs Ha 10-TH 1HAMKATOpax Ta BU3HAYEHO, 1O TPU
13 YOTHPHOX JOCIIDKYBAaHUX HaMH KOMIIaHIA MaloTh BHUCOKHH TMoka3HHK. lle
CBIIUUTh NP0 T€, L0 KOMIAHI KOHKYPEHTOCIIPOMOXKHAa Ta Ma€ MaKCHUMallbHI
PHUHKOBI MOKJIMBOCTI. 3p0o0JICHO aHaji3 IMO3WIIH mapTHEpiB moptdens OpeHAiB 3a
METOJIOM EKCIIePTHO1 OIIHKK (5-TW OajibHa OIlIHKA): TOBapHa rpyla, MapTHEpH Ta
30yToBa ISUTBHICTH KommaHii <« Kutomupchkuii Mmacio3aBoj». OIlIHKAa CTaHy
TOBApHUX TPYyN MOJIOYHOI KOMIAHIi MOKa3ye, M0 JEesAKi TOBapH 13 aCOPTUMEHTY
MIIIPUEMCTBA MalOTh HHU3bKY €KOHOMIYHY BHUTOJYy 4Yepe3 IX HEIOCTaTHE
BUKOPUCTaHHS cepes crokuBauiB. OiiHka 30yTOBOi MJISJIBHOCTI IIOKa3ye, IO
HaWicunpHINTy mo3uilito 3aiiMae TOB «Akpic norictuk». OIliHKa TapTHEPCHKUX
MO3ULINA CBIAYUTH MPO TE, M0 Mail’ke BCl CKIAAOBl y (pOpMyBaHHI MPUBAOIUBOTO

OpeHIy BITHOCITHCS JO KaTeropii «cuibH1». Haitbinpmuii Oan 3aiimMae KoMmaHis



«Doris Advertising» - koMyHiKalliliHa areHIlis, sSiKa JomoMarae y mpocyBaHHi OpeHay
Ha pUHOK Ta ¢ipMoBuil Marasud «Pynb». [ly1s BU3HauUEHHS pIBHS BaroMOCTI Ta Mipu
y3TOJIKEHOCT1 pe3yJbTaTIiB 3a PI3HUMH METOJaMHU JIOCTIIPKEHHsS TPOBEICHO
po3paxyHOK Koe(imieHTa KOHKOpJaIlii Ta Kputepis y3rokeHocTi [lipcoHa, skwmii
MOKa3aB CepefHid piBEHb Y3rOKEHOCTI JIyMOK €KCHEpPTIB Ta JOCTOBIPHICTH
PE3yNbTATIB AOCIIHKCHHS.

3anponoHOBaHO aBTOPCHKY MOJIeNb PO3BUTKY OpEHIy KOMIIaHii Ha OCHOBI
YAOCKOHAJIEHOT aBTOpoM BAV-Meroawku, ska ga€ MOXJIHBICTh BH3HAYUTH
IHIUKATOP «310poB'st OpeHay» 1 Craryc OpeHy BUXOISYM 3 aHali3y BHYTPIIIHBOTO
CepeoBHILA Ta IHAUKATOP «IOTeHIany OpeHay» 1 Cuiny OpeHIy, Ha OCHOBI aHaIli3y
30BHIIIHBOTO cepeloBuIlla. Pe3ynbratoM OmiHKYA 1UX (AaKTOpIiB € (PaKTHYHHI CTaH
OpeHay KOMIaHii, OllIHKa MOJIMBOCTEW Ta 3arpo3 ioro po3Butky. Ha ocHOBI mux
pe3ynbTaTiB (GOPMYETHCS CUCTEMA YIPABIIHCHKUX PIIIEHb y YacTHUHI OpeHI0BOI
MOJIITUKY TIPH pO3po0LIl Ta KOPUTYBAaHHI CTPATEril pO3BUTKY KOMIIaHII.

YI0CKOHaNeHO TMOHATTS  «OpeHA-MOJNEKYyJIW» Ta  chocid  KepyBaHHS
MO3ULIOHYBAaHHAM MOPTQens OpeHIIB Ha OCHOBI AaHOro miaxoay. BusHadyeHo, mio
OIlIHKAa «OpeHI-MOJIeKyau» TmopTdens OpeHIiB gomoMarae BUIUIMTH CTaH Ta
MO3ULII0 KOMIIAHII Ha PUHKY Cepel pAly KOHKYPEHTIB Ta Ma€ BIUIMB Ha
e(eKTUBHICTh POOOTH MiAMPUEMCTBA.

Po3po6reHo cTpaterito Mo3uIIOHYBaHHS, SIKa HalllJICHA HA MTOCUJICHHS TO3MUIIIH
OpeHly Ha PUHKY, TOMY MOpSJ 3 BU3HAYEHHSAM KpPUTEPIiB IMO3UIIIOHYBAHHS BOHA
MPOMNOHY€E Ou(epeHIialil0 MApKETUHIOBOI MPOMO3HIIT TaKUM YUHOM, 100 00pa3
OpeHy 1 loro MPOAYKIIii y CBIIOMOCTI CIIOKUBAaYiB BiJIPI3HIBCS BiJ] KOHKYPEHTIB Ta
MaB OLIbITY LIHHICTD.

Po3pobneno crtparerito mpocyBanHs kommanii AT  «OKutomupcbkuit
Macja03aBO» Ha OCHOBI BUKOPUCTAHHSI IHTETPOBAHUX MAPKETUHIOBUX KOMYHIKaIlINA
(PR-cympoBij, pekiiama, CTUMYJTFOBaHHS 30yTY KIHIIEBUX CIIO)KHBAYiB, MOCEPEAHUKIB
Ta MPOJABIiB), Y BiAMOBigHOCTI 3 KomruiekcoM enemeHTiB «PENCILS» ta pull-
CTpartertii.

KuarouoBi ciaoBa: OpeHn, OpeHIUHT, OpEeHA-MEHEIKMEHT, MO3UIIOHYBaHHS,

MapKETUHTOBI CTPATET1i, MOJIOYHA TalTy3b.



ABSTRACT

Kovalchuk O.A. «Development of brand management of enterprises». —
Qualifying scientific work on the rights of manuscripts.

Thesis for a Degree of Doctor of Philosophy in specialty 073 Management. —
Zhytomyr Polytechnic State University of the Ministry of Education and Science of
Ukraine, Zhytomyr, 2021.

In the dissertation work the genesis and theoretical and practical provisions of
formation and development of brand management of modern enterprises are
investigated. Based on the study and generalization of foreign and domestic
experience of various scientists and scientists, the essence of interpretations "brand”,
"brand management”, "branding”, "brand", "brand card", "brand management",
"brand potential™, "brand development", etc.

A large number of definitions of the term "brand" allows us to conclude that
there is no single interpretation. In our opinion, a brand should be understood as "an
intangible asset of a company that forms unique values, aimed at improving business
profitability and shaping the image of the company's future and its product,
increasing business reputation and consumer loyalty and its recognition in society."
The genesis of the formation of brand management concepts is studied and the
author's understanding of the modern approach to its essence is offered, which is
based on the importance of taking into account the strategic goals of the company and
the principles of socially responsible business. The brand in the modern sense is a
complex organism, a strategic tool of the company, so it needs a certain management
system. In accordance with the objectives of management, the classification of types
of brands was generalized on the basis of the combination. In the context of the
implementation of brand management as a process, the author built a "brand map",
which provides a sequence of stages from the brand platform to the formation of
brand value and determine its strategic direction.

Analysis of the main approaches to the concept of "branding” allowed us to
conclude that this concept is often contradictory. On the one hand - interpretation
involves the creation of external attributes of the brand, namely its visual and verbal
identifiers, and on the other - is the process of creating and developing a brand and its
identity. The author proposes and substantiates his own definition of branding,
namely: branding is the process of developing and developing a brand and its
identity, which includes the creation of verbal and visual features of the brand
(external identity) and its values (internal identity). The main tools of branding are
identified and their brief characteristics are given.



It is proved that there are differences in the issues of brand management. Brand
management can be considered as a creative and communicative part of marketing
activities, as the management of a single product or a complete line of products, or as
part of the strategic management of the company. Due to this, both specific models
and recommendations related to brand management are changing. Also, throughout
their operation, companies often deal with risks, most of which can negatively affect
the company's brand. These risks may be associated with the activities of various
divisions of the company. Thus, we can say that brand management should be carried
out not only within the marketing department of the company. Systematized risks of
brand management and the following groups are defined: managerial, marketing,
legal and special, etc.

The paper proves the importance of brand management for the company,
identifies the main advantages and disadvantages of the presence and absence of
brand management in the company. It is determined that the brand has its own life
cycle and the features of its management depend on the stage of the life cycle.
Accordingly, the formula for the formation and development of the brand is as
follows: "product + consumer attitude to it + benefit to society".

Approaches to creating a portfolio of brands, which are divided into: a
hierarchical approach and a three-dimensional, three-dimensional model - based on
the brand molecules are considered. The five benefits of a three-tier positioning
model have been identified and it has been proven that their interaction enables the
company to see its own brands and the brands of competitors, identify relationships
and make management decisions about the structure of the brand portfolio.

According to the results of the research, an improved model of brand portfolio
positioning is proposed to determine its market position at three levels: macromodel
X-Y-Z, mesomodel I-D-U, micromodel a-b-e, their main criteria and characteristics
are determined. In addition, eight types of consumer motives of the brand are
identified and the Rossiter-Pearson matrix is considered, which is based on the ratio
of brand awareness, motivation to perceive the brand and the formed attitude to it.

The analysis of the main approaches to brand capital management is carried out
in the work. Based on Feldwick P.'s three-dimensional approach to brand capital,
general approaches to brand capital are identified, based on brand strength, brand
image, and financial valuation. The existing models of the company's brand
evaluation are considered. The author substantiates the expediency of using the BAV
(Brand Asset Valuator) method - a model developed by Young & Rubicam to
determine the effectiveness of branding through the benchmarking process. This
model is based on four factors that determine the status of the brand and its strength.



The author proposes to use 24 indicators that will determine the consumer value of
the brand using the expert method of evaluation, which is one of the main in
marketing research. The peculiarity of this model is to take into account indicators of
social responsibility, environmental component, which corresponds to the principles
of sustainable development of modern companies. Thus, the capital of a brand is not
only its value measured by quantitative indicators, but also the value, which is
determined by its qualitative characteristics, which are focused on ensuring high
product quality, reliability and safety, environmental friendliness and corporate social
responsibility.

The current state of development of dairy companies, which are represented in
the markets of Zhytomyr region in order to determine their competitiveness in the
market is considered. The relationship between performance and market place is
shown. Using the McKinsey matrix and the survey method on consumer commitment
to the products of certain brands, it was determined that the leaders in Ukraine are:
Terra Food (TM "Ferma"), "Lustdorf" Ltd ("Selianske™) and ™Yagotynsky Butter
Plant”, and at the regional points of sale of Zhytomyr region, the undisputed leaders
are SC «Zhytomyr Butter Planty TM "Rud" and PJSC "Ternopil Dairy Plant" TM
"Molokia".

We evaluated the competitive place of each company using market scoring,
which is based on 10 indicators and determined that three of the four companies we
surveyed have a high score. This indicates that the company is competitive and has
maximum market opportunities. The analysis of the positions of brand portfolio
partners by the method of expert evaluation (5-point evaluation): product group,
partners and sales activities of the company SC «Zhytomyr Butter Plant». The
assessment of the condition of the dairy company's product groups shows that some
products from the company's range have low economic benefits due to their
insufficient use among consumers. Assessment of sales activities shows that the
strongest position is occupied by LLC "Acris Logistics". Analysis of partner
positions shows that strong positions in the formation of an attractive brand are
occupied by almost all positions, the highest score is occupied by the company "Doris
Advertising” - a communication agency that helps promote the brand and the brand
store "Rud". To determine the level of weight and degree of consistency of results by
different research methods, the calculation of the concordance coefficient and
Pearson's consistency criterion was performed, which showed the average level of
consistency of experts' opinions and the reliability of the study results.

The author's model of the company's brand development is proposed on the
basis of the BAV-method improved by the author, which allows to determine the



indicator "brand health” and brand status based on the analysis of the internal
environment and the indicator "brand potential” and the strength of the brand. The
result of the assessment of these factors is the actual state of the company's brand,
assessment of opportunities and threats to its development. Based on these results, a
system of management decisions is formed in terms of brand policy in developing
and adjusting the company's development strategy.

The concept of «brand molecule» and the way of managing the positioning of
the brand portfolio based on this approach have been improved. It is determined that
the assessment of the "brand molecule™ of the brand portfolio helps to highlight the
state and position of the company in the market among a number of competitors and
has an impact on the efficiency of the enterprise.

A positioning strategy has been developed, which aims to strengthen the
brand's position in the market, so along with defining positioning criteria, it offers
differentiation of marketing offer so that the image of the brand and its products in
the minds of consumers differs from competitors and has greater value.

The strategy of SC «Zhytomyr Butter Plant» promotion based on the use of
integrated marketing communications (PR, advertising, sales promotion of end
consumers, intermediaries and sellers) has been developed, in accordance with the set
of elements of «PENCILS» and pull-strategy.

Key words: brand, branding, brand management, positioning, marketing
strategies, dairy industry.
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