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1. BpeHp, 5K 3aci6 MOJITUYHOTO BILJIVBY.

2. Brand as a tool of political influence.

Pedepar:

1. Incepraliito NpUCBSIYEHO NOCIIIKEHHIO OPeH Y sIK 3ac00y MOJIITUYHOrO BIIIMBY. Habysl0 MOAanbIIoro po3BUTKY
TpPaKTyBaHHS MOHAIThH "6peHT", "ToNITHYHNHI 6peH " Ta "ToNITHIHNI 6peHauHT". Bu3HaueHo, o NoHATTS "OpeHs”
[IOXOJIUTh 3 MApKETUHTIY, Jie BiH O3HaYae KoMIlIeKC iHpopMaliii [1po KOMIaHio, IPOLYKT YU nocuyry. [lomitTnyHuit
OpeH[ - Lie €IHICTb CYTHOCTI (i€ HTUYHOCTI) IIOJIITUYHOTO Cy6'€KTY Ta CUMBOJIIB, 00pa3iB, MOBEiHKOBUX i ySIBHUX
KOHCTPYKLiH, IKi POPMYIOTbCS Y JIIOOMHU I10 BiHOIIEHHIO 4O HbOTO, Ta € 32COO0M HOT0 BUJiNIEHHS i TOCSITHEHHS
Oa’kaHWX KOHKypPEeHTHUX Iepesar. [TomiTnyHuil OpeHIMHT - e CUCTeMATUYHUI [TPOLeC II0 CTBOPEHHIO MOJITUYHOTO
00pa3y Ta yIpaB/iHHSIM HOTro KOMyHiKaTUBHUM BIIJIMBOM Ha LIiJIbOBY ayAUTOPI0. PO3IJISIHYTO MOHSTTS BJIaQHOTO
KalliTajy MOoJIiTUYHOrO OPEHyY, SIKUA SIBJISIE COO0I0 CYKYIIHICTb KOMIIOHEHTIB, 1IJ0 CTBOPIOIOTb LIiHHICTb IOJIITUYHOTO
OpeHIy Ha MOJIITUMHOMY PUHKY, 3a6€311euyIoun Giblli MaHCK Ha 3000yTTs Ta yTPUMaHHs Biagu. Takumu

KOMIIOHEHTaMU € aKTUBU BJIAIHOTO KaliTajy MOJITUYHOrO0 6PeHIyY SIK XapaKTePUCTUKHY, SIKi NOTEHLIHHO [1al0Th



MOXJIMBICTb BIJIMBATH HA Li/IbOBY ayJUTOPil0. BU3HAa4€HO, 10 LiHHICTb MOJITUYHOTO OPEH Iy MOJISIrae y Horo
3IATHOCTI BIJIMBATHU Ha €JIEKTOPaJbHi BIIOJ06aHHS BUOOPLB i, SIK pe3ysbTar, y CIIPOMOXHOCTI 3aBOMOBYBAaTU Ta
yTpUMYyBaTH Bjany. Jlo aKTUBIB KaliTasny NOJITUYHOTO OpeHAY BilHECEHO: BiilaHiCTh OpeH Iy, 00i3HAHICTb PO
OpeH[, CIpUIMaHYy SIKiCTb OpeHly, IMiJIK Ta penyTalilo 6peHTy.

2. The thesis is devoted to the problem of brand as a tool of political influence. Based on the theoretical analysis
there found further interpretation of the concepts of "brand", "political brand" and "political branding". Defined,
that the concept of "brand" comes to political science from marketing, where it means a set of information about a
company, product or service. Political brand is a complex of substance (identity) of political actors and characters,
images, behavioral and mental structures which are created in humans' imagination, and is a tool of achieving the
desired aims. Political branding is a systematic process of creating political management of image and its
communicative impact on the target audience. Considered the concept of political brand equity, which means a set
of components that create value of political brand in political market, providing a greater chance of gaining and
maintaining power. Such components are powerful assets as brand equity political characteristics that potentially
make it possible to influence the target audience. Author has determined that value of political brand lies in its
ability to influence the electoral preferences of voters and as a result, the ability to gain and hold power. Brand
loyalty, brand awareness, brand quality and brand image and brand reputation were included to capital assets for
political brand by the author.
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