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Pedepar:

1. Inceprariiiny po60Ty IIPUCBSIYE€HO OOI'PYHTYBAHHIO TEOPETUKO-METOUIHMX OCHOB i pO3pO01LIi MPaKTUIHUX
peKoMeHalill po3BUTKY 6peHIy KOMIIaHill B ymoBax upoBoi TpaHc(opmallii MapKeTUHIOBOTrO cepefosuiia. ¥
po60Ti 3a3Ha4YeHO, o uUppoBa TpaHCHOpMalliss MAPKETUHTOBOI'O CEPELOBUIIA 3MIHMIIA XapaKTep B3aeMOoii
KOMIaHii 3i cnoxkuBaueM: MPUCKOPEHHS iH(POPMaLiIIHUX [TOTOKIB | MHOKMHHICTb LU(POBUX KaHAJIiB 3yMOBJIIOIOTH
PO3IIOPOLIEHHS yBaru, ToMy BUOIp Jiefasli yacTille I'PYHTYeTbCS Ha OBIpi 40 OpeHay K Mapkepi SKocTi. ¥ 1ux
yMOBax 6peH], 3 eJIEMEHTA [103U1I0HyBaHHS [IEPETBOPIOETHCS HA CTPATETiYHUM aKTUB, 10 iHTErpye LiHHOCTI
KOMIIaHii Ta 3a6e3neyvye ii KOHKYpEeHTOCITPOMOXKHICTb, aJANITUBHICTD i CTiHKiCTh Y HU(POBOMY IPOCTOPI.
OG6I'PYHTOBAHO, 11J0 OCMUCJIEHHSI CYTHOCTi OpEHly, IOr0 BHYTPIlIHbOI CTPYKTYPU i MOJieJIel PO3BUTKY €
HeOOXiJIHOIO IepeyMOBOIO BU3HAaY€HHS HaNpsMiB iioro aganTaliii B ymoBax TpaHcopMaLifiHUX 3MiH. Y3arajibHeHO
HAYyKOBI MiIX0Y A0 TPaKTyBaHHA JediHilii «OpeHI» i cuCTeMaTU30BaHO iX TOJIOBHI O3HAKY, 1O JAJI0 3MOTY
3aMpONOHYBATH aBTOPCbKE BU3HAUYEHHSI ITOHSITh «OpEH» i «OpEHIIMHI» 3 yPaxyBaHHSIM Cy4aCHUX pealiil.

BusHaueHo, 110 B IMpOBOMY CcepeioBUlLLi OpeH I MTOCTAE SIK LiijlicHe BiloOpakeHHs KOMIIaHii, sike iHTerpye



Bi3yaJibHi CMMBOJIM, €MOLIilHI acowjialii, iHHICHI XapaKTePUCTUKU ¥ KOMYHIKaLiliHi IIPAKTUKU. YTOYHEHO 3MiCT
MOHSATH «MdpoBUil OpeHAuHr» i «undposuit 6peHny. Lindposuil 6peHs 3anpornoHOBAaHO PO3IJISAATH SIK IUHAMIYHY
cucremy inenTudikauii Ta IiHHOCTEN KOMIIaHil, 1[0 peasisyeTbcs yepes UU@PpoBi TOUKM KOHTAKTY. [TifTBepIKeHO,
10 €Tanyu PO3BUTKY OPEHIMHTY € JIOTIYHMM IPOIOBXEHHSIM €BOJIOLi MapKeTUHIoBUX KoHLeni (Big 1.0 1o 5.0).
JocinkeHHs eBOJIoLil MoJiesiell OpeHAUHTY a0 3MOTy POCTEKUTHU MOTro PO3BUTOK Bif, ineHTudikaririnoi mogeri
(Branding 1.0) mo rymanictTuyHoi mogesi (Branding 5.0). 17151 KO>KHOI MOJieJli BAOKPEMJIEHO TUII TEXHOJIOTTYHOTO
CepeloBUIIA, Y MeXax sIKOro (PyHKIiOHye OpeH[, OCHOBHI CTpaTerivyHi L, KOHLIEN1ilo OpeHAy Ta TUIl B3aeMOJIii 3i
crioxxuBadeM. Y poboTi cucteMaTtrn3oBaHo PyHKLii 6peHay B LndppOBOMY CEPEOBUILI i BLIOKPEMIIEHO
iHTepaKTHBHO-KOMYHIKalliliHy, aHaJIITUKO-iHPOpMaLiliHy, TepcoHai3aliiiHO-aJanTHBHY, iIHHOBaLliHO-
TEXHOJIOTIYHY i1 eKocuCcTeMHY (PyHKLii. Po3mnpeHo ix nepesik yepes JONOBHEHHS COLiaIbHO-NIaTPiOTUYHOI Ta
penyTauifHoi QyHKILiN, 0 Bifo6pakaloTh CYCIiIbHI Ta CTpaTeriyHi BUMipy (PYHKIIOHYBaHHS OpPEHy B YMOBax
uudposisauii. CouianbHO-NIaTpioTHYHA (PYHKIIiS peasisyeTbCsl Yepe3 MaTepiaibHy, OpraHi3aliliHy Ta 'yMaHiTapHy
HiATPUMKY CYCIIiJIbCTBA, Y M€KaX SIKOi 6peH]; BUXOAUTD 32 MEXi CyTO €eKOHOMIYHOI poJii i HabyBae 3HAUYEHHS
MOPAaJIbHOTO MapKepa, CUMBOJIy COJIiIapHOCTI 11 nigTpumKu. PenyTauiiiHa QyHKLisg HabyBae CTPaTErivHOro
3HQUEHHS SIK MEXaHi3M YIIPaBJIiHHS LOBipPOIO, JIOSJIBHICTIO Ta CIPUIHSATTAM KOMIIaHii B iHPOpMaLiliHOMy IPOCTOPi B
ymoBax nudpoBoi TpaHcopmaliii. YaromkeHo QyHKIl OpeHay 3 TUIIaMu 1oro aTpuoyTiB i cCTeMaTHU30BaHO

1M} PpOoBi iIHCTPYMEHTH BiAIIOBITHO 110 ix PyHKLiOHANIBHOI OpieHTalii. PO3po6ieHo MeToAuYHMI Hifxisa 0o
OLIiHIOBaHHS PO3BUTKY OpeHly B HU(PPOBOMY CEpEOBUI], SIKUAI ITepedadae MOeTAHUN aHasli3 c(pOPMOBAHOI
CHUCTEMH iHIMKATOPIB 3a (piHaHCOBUM, NIOBEJiHKOBUM i LN(PPOBUM BUMipaMu Ta 3abe3neuye ix iHTerpasbHe
y3arajibHeHHs. []71s1 Iorinbs1eHHsI KOMILJIEKCHOI OLiHKY (OpMYyBaHHS I pO3BUTKY OpeHy B LIM(PPOBOMY CepelOBUIIi
371ifICHEHO aHaJli3 OpeH/iB KOMIIaHii 32 KJIaCUYHUMU MOJenIMu 6peHp-KaniTtany [l. Aakepa Ta customer-based
brand equity (CBBE) K. Kennepa, 1m0 3abe3nedye noegHaHHS CTPATETiYHOrO i CIIOKMBYOTO MiXOiB 10 OL[iHIOBaHHS
OpeHny. 3apoNIOHOBAHU MiAXin nependayae y3araJbHeHHS pe3yJIbTaTiB aHasi3y Ta ix iHTeprpeTariio 3 mo3uLiii
CTpaTeriyHoro po3BUTKY OpeHy KOMIIaHii Ta 3abe3reuye MOXJINBICTb BU3HAUEHHS JOMIHAHTHOT'O HANPsIMy
NOAAJIBLIOI €BOJIIOLII 6PEHIiB KOMIIaHIN 3 ypaxyBaHHSIM piBHA 1oro uM¢poBoi iHTerpatlii, xapakrepy B3aeMogii 3i
CIOKMBA4eM i 0cobauBocTel (pOpMYBaHHS LiHHICHOI IPOIO3ULii B yMOBax LudpoBoi TpaHCcHopMaliii
MapKeTUHTOBOTO CepeloBUILA. Y NOCiIPKeHHI 00IPyHTOBaHO, 1110 TOProBEeJIbHUM MepeskaM I0OYTOBOI TeXHIKY 1
CIIO>KMBYOI €JIEKTPOHIKY MTPOLIEC [IEPETBOPEHHS KOPIIOPATUBHOI COLiaJIbHOI BiIIIOBigaIbHOCTI HA CTBOPEHHS
CITiJIbHOI I[iHHOCTI AOLIJIbHO 3a6€e31e4yBaTy iHCTPyMEHTapieM COLliaIbHOTO MApTHEPCTBA, SIKE pEJIEBAaHTHE [0
3aBaHb PO3B'SI3aHHS CYCIIIbHUX i TPOMAZIChKUX MTpobseM. B3aemoyis 3a BUBHAUeHUMU HAIIpsIMaMH i3 MiCLIeBUMU
rpoMajiaMu, OpraHaMu MiCLIEBOTO CaMOBPSAYBaHHS, COLiaJIbHUMMU MiANPUEMCTBAMU, @ TAKOXK I'POMaICbKUMU
OpratizallissMu ¥ BEeT€PaHCbKAMU PyXaMU, OCBITHIMM iIHCTUTYLiSIMU, PO eCiiHUMY acoljalisiMU Ja€e 3MOTy
IOCSATTY KOMILJIEKCHOTO COLIiaJIbHOTO, CIIOXKUBYOT'0 ¥ eKOHOMIYHOTO edeKTiB. JJocsrHeHHs nux edeKTiB cripusie
[IO3UTUBHUM pe3yJibTaTaM OpeHIMHTY KOMIIaHil, 30KpemMa po3LUIMPEHHIO OXOIJIEHHS], MTiABUILEHHIO BI1i3HABAaHOCT] 1
JIOSIJIBHOCTI Ta 3pOCTaHHIO I0BipH. 3allpONIOHOBAHO aJalITUBHY LIM(PPOBY MOJeJIb MEHTAJIbHOI Ta (i3UYHOI
IOCTYIIHOCTi OpeHy, sIKa peasi3yeTbcs yepes inTepderic kopucrysada (Ul) Ta kopucTtyBaubkuil focsig, (UX).
AnanToBaHoO i Bifo6paskeHO mpouec BUOOPY U eTany podOTH 3 TOYKAMHU BXOAY B KaTeropito y tudppoBOMY

CepeLoBNIIi, BU3HAYEHO IXHi 'OJIOBHI XapaKT€PUCTHUKM, BUKOPHUCTOBYBaHi iHCTPYMEHTHU ¥ TEXHOJIOTII.

2. The dissertation is devoted to substantiating the theoretical and methodological foundations and developing
practical recommendations for the development of company brands in the context of the digital transformation of
the marketing environment. The paper states that the digital transformation of the marketing environment has
changed the nature of interaction between the company and the consumer: the acceleration of information flows
and the multiplicity of digital channels cause fragmentation of attention, therefore the choice is increasingly based
on trust in the brand as a marker of quality. It is substantiated that understanding the essence of the brand, its
internal structure, and development models is a necessary prerequisite for determining the directions of its
adaptation under conditions of transformational changes. Scientific approaches to the interpretation of the
definition “brand” are generalized and their main features are systematized, which made it possible to propose the
author’s definition of the concepts “brand” and “branding” taking into account modern realities. It is determined



that in the digital environment the brand appears as an integral representation of the company, which integrates
visual symbols, emotional associations, value characteristics, and communication practices. The content of the
concepts “digital branding” and “digital brand” is specified. The digital brand is proposed to be considered as a
dynamic system of identification and company values implemented through digital touchpoints. It is confirmed
that the stages of branding development are a logical continuation of the evolution of marketing concepts (from 1.0
to 5.0). The paper systematizes the functions of the brand in the digital environment and identifies interactive-
communication, analytical-informational, personalization-adaptive, innovation-technological, and ecosystem
functions. Their list is expanded by adding socio-patriotic and reputational functions, which reflect the societal
and strategic dimensions of brand functioning under digitalization conditions. The socio-patriotic function is
implemented through material, organizational, and humanitarian support of society, within which the brand goes
beyond a purely economic role and acquires the meaning of a moral marker, a symbol of solidarity and support.
The reputational function acquires strategic importance as a mechanism for managing trust, loyalty, and
perception of the company in the information space under conditions of digital transformation. A methodical
approach to assessing brand development in the digital environment is developed, which involves a step-by-step
analysis of the formed system of indicators across financial, behavioral, and digital dimensions and ensures their
integral generalization. To deepen the comprehensive assessment of brand formation and development in the
digital environment, an analysis of company brands is carried out using the classical brand equity models of D.
Aaker and the customer-based brand equity (CBBE) model of K. Keller, which ensures the combination of strategic
and consumer approaches to brand assessment. The proposed approach provides for the generalization of analysis
results and their interpretation from the standpoint of the strategic development of the company’s brand and
ensures the possibility of determining the dominant direction of further evolution of company brands, taking into
account the level of its digital integration, the nature of interaction with the consumer, and the peculiarities of
value proposition formation under conditions of digital transformation of the marketing environment. The study
substantiates that for retail chains of household appliances and consumer electronics, the process of transforming
corporate social responsibility into the creation of shared value should be ensured through the tools of social
partnership, which is relevant to the tasks of solving social and public problems. Interaction in the specified
directions with local communities, local self-government bodies, social enterprises, as well as public organizations
and veteran movements, educational institutions, and professional associations makes it possible to achieve
comprehensive social, consumer, and economic effects. Achieving these effects contributes to positive branding
results of companies, in particular expanding reach, increasing awareness and loyalty, and strengthening trust. An
adaptive digital model of mental and physical brand availability is proposed, which is implemented through the
user interface (UI) and user experience (UX). The process of choice and stages of working with category entry
points in the digital environment are adapted and reflected, their main characteristics, tools, and technologies
used are determined.
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JopaTrkoBa indpopmamnist:

IToBHe HafIMeHyBaHHS[ IOPUIHUYHOL 0C00H: UepKachKuii ilepKaBHUI1 TEXHOJIOTIYHUI yHiBEpCUTET
Kopg 3a €IPIIOY: 05390336

Micue3HaxoaKeHHS: 6ybBap llleBuenka, Yepkacu, Yepkacbkuii p-H., 18006, Vkpaina

dopma ByacHOCTI: Jlepkasna

Cdepa ynpaBriHHS: MiHicTepCTBO OCBITH i HayKK YKpaiHu

InenTudikarop ROR:

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. BokoBH# AHkestika OseriBHa

2. Anzhelika Bokovnia

KBasmigikamis: . e. 1., 08.00.04

InenTudikarop ORCID ID: 0000-0002-0596-5325

JoparkoBa iHdpopmamnist:

IloBHe HaiMEeHYBaHHSI IOPHUAHUYHOI 0COOH: UepKachKuii Iep>KaBHUI TEXHOJIOTIYHUI YHIBEPCUTET
Kopg 3a €IPIIOY: 05390336

Micue3HaxoaKeHHS: Gybsap lllesuenka, Yepkacu, Uepkachkuii p-H., 18006, Vkpaina

dopma BracHOCTI: JlepxasHa

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR:

VIII. 3akir04Hi BimoMocTi



BaacHe IlpizBumie Im's ITo-6aTbKOBI
TOJIOBH pajgu

BiiacHe IIpisBuie Im'sa ITo-6aTbKOBI
rOJIOBYIOYOrO Ha 3acCimaHHi
BignoBigasbHuUI 3a MiATOTOBKY

00JIiIKOBHX JOKYMEHTIB

PeecTpaTtop

KepiBHuKk Bigginy YKpIHTEI, mpo €
BiZIIOBiZaJIbHUM 32 peeCTpallilo HayKOBOIi

OisIIBHOCTI

[IpopaHoBa Jlapuca BacusniBHa

[IpopaHoBa Jlapuca BacuiiBHa

3no06ysad PhD

FOpuenko TetsiHa AHaToJiiBHA

Opuenko TersiHa AHaToJIiBHA



