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1. Y pucepTauiiiHiii po60Ti pO3BUHYTO TEOPETUYHI [10JI0KEHHS, METOAUYHE 3a0€3I1€4YEHHS Ta pO3POOIEHO
IIpaKTUYHi Mpono3ulii moj0 GopMyBaHHS Ta NO3ULIOHYBaHHS OpeHly Ha MDKHApOJHUX PUHKax. YTOYHEHO
MOHSITIHUI anapaT 3a paxyHOK BU3HAY€HHS CYTHOCTI B3a€MO3B’S13Ky MK IIOHATTSIMU «OpEHI», «PEIyTallis»,
«iMiK» Ta «pOpMyBaHHS Ta MO3ULIOHYBAaHHS 6PeHY KOMIIaHii» SIK yIIPaBlIiHChKOTO MPOLECY, 10 NPeACTaBIeHNI
MI€BHOIO ITOCJIiIOBHICTIO Ai [10 BU3HAYEHHIO [[iIHHOCTEN 11714 NTO3ULII0HYBaHHS KOMIIaHii Ha PUHKY BiAIOBiIHO
O4iKyBaHHSIM Ta BUMOTraM CIIOKMBAyiB, [I0CTa4aJIbHUKIB, iHBECTOPIB, KPEIUTOPIB, KOHKYPEHTIB Ha 3acajax

iHHOBALITHOTO PO3BUTKY, iH(POPMaLIIMHOI IPO30POCTi, HAAINHOTO MAPTHEPCTBA, JOTPMMAHHS CTaHIAPTIB



COLaJIbHOI Ta €KOJIOTIYHO] BiZi[TOBiZAIbLHOCTI. ¥ 3MiCTOBHOMY HAIIOBHEHHI BU3HAYEHOI'O IIPOLLECY BUIINIEHO Ta
IOBEJEHO 3HAYYILICTh CTPATETiYHOr0 BIUVIMBY CIIOJKMBaYiB Ha (pOpMyBaHHS Ta IO3ULIOHYBaHHS OpeHly KOMIIaHii Ha
MiKHapoIHUX puHKax. OBIPYHTOBAHO, 1110 TEOPETUYHMII 6a3Kc GOpMyBaHHS Ta [103ULIOHYBaHHS OpeHy Ha
MIXKHApPOJHUX PUHKAaX CTBOPIOIOTh €KOHOMIUHA TEOPisl, TEOPisi KOHKYPEHLii Ta KOHLEeNLii 6peHauHry. JloBeeHo, 10
npu (pOpMYBaHHI Ta NO3ULIOHYBaHHI 6pE€Hy Ha MDKHApOJHUX PUHKAX JOLiJIbHO CIMPATUCh HA KOHKYPEHTHUM
aCIIeKT, TaK SIK BUCOKA KOHKYPEHTOCIIPOMOJKHICTb 6PEHZY BUCTYIIA€ 3alI0PYKOI0 BUCOKOTO MMPUOYTKY, YNHHUKOM
30i/1bLIIEHHS PiBHS IPOJAXKY 32 PaXYHOK IPUAOAHHS CIIOXMBa4aMU 6i/bll BiOMOI IPOAYKIii, @ TAKOXK BUPIilIEHHIM
3aBJaHb BUXOJy HA MDKHApOHI pruHKU. TOMy /1J1 aHai3y BIIJIMBY YNHHUKIB HA KOHKYPEHTOCIIPOMOXKHICTb 6peHay
CJIi BpaxOBYBaTU pe3yJIbTaTU PEUTUHTYBAaHHS MTO3ULiN 6peHay KpaiHu, KOMIIaHil 32 IOKa3HUKAaMU PiBHIB:
HaujoHasbHOro 6penny (Nation Brands Index), koukypeHTocnipomoskHocTi kpainu (The Global Competitiveness
Index), rmo6ansHocTi 6peHny (Best Global Brands), inHoBauiitHocTi 6penay (The 50 Most Innovative Companies
Over Time). [IpouecHuil niaxin Buainse etTanu npouecy (popMyBaHHs 6peHAy Ta GOKYCye yBary Ta BiillOBiIHOMY
CTpaTeriYyHoMy iHCTpyMeHTapii: IpoBeleHHs aHali3y PUHKY SIK TeXHIYHe 3aBJaHHS JJ1s1 KOMaHI1 MapKeTOoJoriB abo
OpeH[-MeHeKEPiB; I03ULiOHYBaHH4, SIKe [IPeICTaBIeHO iHPOpMaLIilTHUM [T0JIEM Ta CTBOPEHHSIM OpeH] -
n71aTOPMU IIPO YHIKAJIBHICTh IPOLYKTY KOMITIaHii; ineHTUdiKalieo napameTpiB-BiIMiHHOCTEN Bifj KOHKYPEHTIB;
HeVMIHT yepe3 Ha3By 6peHay, GopmyBaHHs GipMOBOTO CTUIIIO; pO3pO06Ka cTpaTerii Mo3uLioHyBaHHS (KOHLIEILisi-
ines, ninGip KOMyHIKaLifHUX KJIIOYOBUX KaHaJiB BIIJIMBY Ha ayJUTOPIl0, pO3p0O0OKa CTaHJAPTiB, TEXHIK Ta
MeTogo10rii peanisatii ifei); po3pobka 6peHI0yKa SIK CTBOPEHHS KOIU(PIKOBaHMX Ta JOKYMEHTOBAHMX 3HAHb IIPO
opeHz. Po3pobiene metTonuyHe 3a6e3MeyeHHs aHali3y [O3MLIOHYBaHHS Ta (POPMYyBaHHS OpEHy KOMIIaHii Ha
MDKHapOJHOMY PMHKY CKJIaJJAlOTh CUCTEMa ITOKAa3HMKIB Ta KOMIIEKC METOZIB 711 BUPILIEHHs 3aBJaHb 3a €TallaMu:
aHaJli3 TeHJeHLIiil CBITOBOrO €KOHOMIYHOI'O PO3BUTKY Ta B3a€MO3aJIEJKHOCTI HallioOHAJIbHOTO OpeHAy Ta OpeHny
KOMITaHii; aHai3 iHHOBaL[iiHYX TO3ULi T7106aJIbHUX OPEHIiB Ha MPUKJIA/i CBITOBUX KOMIaHi-inepiB Ta modymosa
MoJeJsiell 3aIeXKHOCTI pelUTHHTY iHHoBawjiiHOCTi (I1) Ta ingekcy riobansHoCTi (12) komnaHii Bif iHTerpasbHOro
IIOKa3HMKa OpeHly KOMIIaHii; BUSBJIEHHS 3aKOHOMipHOCTE (pOpMyBaHHS Ta O3UL[iOHYBaHHS OPEH/IiB; aHaJli3 YMOB
(opMyBaHH Ta NO3UL[IOHYBaHHSI BiTYUM3HSIHUAX OPEH/IB HA MDKHApOIHUX PUHKAX. CPOPMOBAaHO KOMILJIEKC
NIOKA3HUKIB 7151 MOJEJII0BaHHS Ta OLiHIOBaHHSI 103Ul 6penay. Bubip eTasoHy KOHKYpEHTOCIIPOMOXKHOCTI OpeHy
OOIPYHTOBaHUI pe3yJbTaTaMu aHasi3y CBITOBUX PEUTUHTIB iHHOBaLiMHOCTI Ta r7100aIbHOCTI KOMIIaHii-JlifepiB.
J7151 1o6y0BU Ta OLiHIOBAHHS PiBHSI iHTErPabHOIO NIOKa3HUKA KOHKYPEHTOCIIPOMOXKHOCTI 6peHly BUKOPHUCTAHO
MIOKa3HMKU: BJIACHOTO KalliTajy; 0O0OPOTHUX aKTUBIB; ONIEPaLiiHOrO Ta YMCTOr0 NpUOYTKiB; BAPTOCTI aKLiil; JOXOLiB
Bz, Mpomaxis; ryasis. Po3pobiennii MeTonnyHui niaxin o GopMyBaHHS Ta [I03ULIOHYBaHHS OpeHly KOMIIaHil Ha
MDKHapOJHMX PUMHKAX CKJIAJAl0Th TEOPETUYHI [I0JIOKEHHS Ta IPMHUMIIN-3aBIaHHs. Po3po6ieHnii CTpaTeriYHuii
iHCcTpyMeHTapiil 3rpynoBanuil 3a iHGpopMaLiliHO-aHaiTUYHOIO Ta OPraHi3aliliHOI CKIafoBUMU. IHpopmaiiHO-
aHaJIITUYHUH iHCTPYMEHTaPill CKIaaloTh TEXHIKM, METOIU Ta 3aCO0U: penyTaliliHoro, iHhopMaLiiiHOTO i
KOMVHIKalilHOro ayiUTiB; aHasli3 BHYTPIIIHIX JOKyMEHTIB (PiHaHCOBO-E€KOHOMIUHUX [T0Ka3HYKIB Oi3HeC-AislsIbHOCTI;
ONMTYBaHH4 CIiBIIPalliBHUKIB KoMIaHii (MeTon 3600); eKcliepTHe ONMTYBaHHS LIiJIbOBUX TPYI; POPMYBaHHS
iH(popMaLiitHOI NOJIITUKY (PO3POOKA «JIereHan», (pOpMyBaHHs 06pa3y, penyTalii cy4acHOI COLiaIbHO-€KOJIOTiYHO]
KoMITaHii) K11040Bi nokazHuku epextuBHOCTI (KPI); 36asaHcoBaHa cucTema IMOKA3HUKIB, TapaMeTpPUYHa CUCTeMa
[TOKA3HUKIB, PO3PaxXyHKU iHTErpaJbHUX [TOKA3HUKIB PiBHSA PO3BUTKY KOMIIaHii. [IpoBeeHuil aHali3 npouecis
(opMyBaHHS Ta NO3ULIOHYBaHHS OpeHIiB BiTun3HsAHMX IT-KoMnaHi Ha MbkHapogHUX puHKax TOB
«CITELIBY3ABTOMATVKW» Ta AIT «<EKBY[I-BY/l» 32 po3p06JIeHOI0 CUCTEMOIO ITOKA3HUKIB JO3BOJIUB OLiHUTU
piBE€Hb KOHKYPEHTOCIIPOMOXHOCTI iX 6peHiB Ta BUBHAUNUTHU 3aXO[I1 [J1s1 OHOBJIEHHS], 3a0€e3I1e4eHHs IIEBHOTO PiBHS
iX iHHOBAIIIMHOCTI Ta CTIMKOCTi TTO3UIIil.

2. The dissertation develops theoretical provisions, methodological support and developed practical proposals for
Brand development and positioning in international markets. The conceptual apparatus has been clarified by
defining the essence of the relationship between the concepts of "brand", "reputation”, "image" and "formation and
positioning of the company's brand" as a management process, which is represented by a certain sequence of
actions to determine values for positioning the company on the market in accordance with expectations and

requirements of consumers, suppliers, investors, creditors, competitors on the basis of innovative development,



information transparency, reliable partnership, compliance with standards of social and environmental
responsibility. The significance of the strategic influence of consumers on the formation and positioning of the
company's brand on international markets has been highlighted and proven in the meaningful content of the
defined process. It is substantiated that the theoretical basis of brand formation and positioning in international
markets is created by economic theory, competition theory and branding concepts. It has been proven that when
forming and positioning a brand on international markets, it is advisable to rely on the competitive aspect, since
high competitiveness of the brand is a guarantee of high profits, a factor in increasing the level of sales due to the
purchase of better-known products by consumers, as well as a solution to the problems of entering international
markets. Therefore, in order to analyze the influence of factors on the competitiveness of the brand, one should
take into account the results of ranking the positions of the brand of the country, the company according to the
indicators of the levels: the national brand (Nation Brands Index), the competitiveness of the country (The GCI),
the globality of the brand (BGB), the innovativeness of the brand. The process approach highlights the stages of the
brand formation process and focuses attention on the appropriate strategic tools: market analysis as a technical
task for a team of marketers or brand managers; positioning, which is represented by an information field and the
creation of a brand platform about the uniqueness of the company's product; identification of parameters-
differences from competitors; naming through the brand name, forming a corporate style; development of a
positioning strategy; development of a brand book as the creation of codified and documented knowledge about
the brand. The developed methodological support for the analysis of positioning and formation of the company's
brand on the international market consists of a system of indicators and a set of methods for solving tasks by
stages: analysis of trends in global economic development and the interdependence of the national brand and the
company's brand; analysis of the innovative positions of global brands on the example of world-leading companies
and the construction of models of the dependence of the innovativeness rating (I1) and globality index (I12) of the
company on the integral indicator of the company's brand; identification of regularities in the formation and
positioning of brands; analysis of conditions for formation and positioning of domestic brands on international
markets. A set of indicators for modeling and evaluating brand positions has been created. The selection of the
standard of brand competitiveness is based on the results of the analysis of world rankings of innovativeness and
globality of leading companies. To build and evaluate the level of the integral indicator of brand competitiveness,
the following indicators were used: equity; current assets; operating and net income; value of shares; sales
revenue; goodwill. The developed methodical approach to the formation and positioning of the company's brand
on international markets consists of theoretical provisions and principles-tasks. The developed strategic toolkit is
grouped by information-analytical and organizational components. The information and analytical toolkit consists
of techniques, methods and tools: reputation, information and communication audits; analysis of internal
documents of financial and economic indicators of business activity; survey of company employees (method 3600);
expert survey of target groups; formation of information policy key performance indicators (KRI); balanced system
of indicators, parametric system of indicators, calculations of integral indicators of the company's development
level. The analysis of the processes of formation and positioning of brands of domestic IT companies on the
international markets of SPETSVUZAVTOMATYKI LLC and SE "EKVUD-BUD" according to the developed system of
indicators made it possible to assess the level of competitiveness of their brands and determine measures for
updating, ensuring a certain level of their innovativeness and stability of positions.
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TOJIOBYIOYOrO Ha 3acCiiaHHi

BignoBigasibHUI 3a HiATOTOBKY Bnnsniok T. T1.

00JIiKOBUX JOKYMEHTIB

PeecTparop VkpIHTEI



KepiBHuk Bigginy YKpIHTEI, mpo €
BiZITIOBiZAIBHUM 3a peecTpallilo HayKoBoi IOpuenko TeTsHa AHaTosiiBHA

IisiIbHOCTI




