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Pedepar:

1. Y nuceprauiiiHiil po60Ti PO3BMHYTO TEOPETUYHI II0JIOXKEHHS1, METOJIUYHE 3a6€3I1€4€HHS Ta pO3PO6JIEHO
IIPAKTUYHI Tpono3utii moao GopMyBaHHS Ta MO3ULIOHYBaHHS 6peHly Ha MKHAPOAHUX PUHKAX. YTOYHEHO
MOHSTIMHUI anapaT 3a paxyHOK BU3HAaY€HHSI CyTHOCTI B3a€MO3B' 513Ky MK IIOHSTTSIMU «OpeH», «perryTallis»,
«iMimPK» Ta «pOpMyBaHHS Ta [I03ULIIOHYBaHHS OpEHly KOMIIAHIi» SIK yIIPaBIiHChKOTO NPOLECY, 1O NIPeACTaBlIeHUI
IIEBHOIO MOCJIiOBHICTIO Ll 110 BU3HAYEHHIO L[iIHHOCTEH [J151 TO3MLIIOHYBaHHS KOMIIaHii Ha pUHKY BiJIIOBiHO
O4iKyBaHHSIM Ta BUMOTaM CIIOKMBAyiB, [IOCTa4aJIbHUKIB, iHBECTOPIB, KpEIUTOPIB, KOHKYPEHTIB Ha 3acafiax
iHHOBAL{THOTO PO3BUTKY, iH(POpMaLifHOI IPO30POCTi, HAAiITHOrO NapTHEPCTBA, LOTPUMAHHS CTaHIapTiB
COLaJILHOI Ta €KOJIOTIYHO] BiZi[TOBiZaNIbLHOCTI. Y 3MiCTOBHOMY HAIlIOBHEHHI BU3HAYEHOT'O [IPOLIECY BUIIIEHO Ta
IOBEJIEHO 3HAYYyLIiCTh CTPATETiYHOrO BIJIMBY CIIOXMBAUiB Ha (OPMyBaHHS Ta MO3ULIOHYBaHHS O6peHly KOMIaHii Ha

MbKHapopHUX puHKax. OGIPYHTOBAHO, 110 TEOPETUYHUI 6a3uc GOpMyBaHHS Ta [103ULIOHYBaHHS OpeHy Ha



Mi’KHAPOJIHUX PUHKAaX CTBOPIOIOTh EKOHOMIUHA TeOPisl, TeOPist KOHKYpPeHLii Ta KOHLenLii 6peHauHry. JloBesieHo, 110
npu GOpMYBaHHi Ta O3UL[IOHYBaHHI 6peHy Ha Mi’KHAPOJHUX PUHKAX HOLIIbHO CIIMPATUCh HA KOHKYPEHTHUHN
aCIIeKT, TaK SIK BUCOKa KOHKYPEHTOCIIPOMOXKHICTb OpeHY BUCTYIIA€ 3alI0PYKOI0 BUCOKOTO NPUOYTKY, YNUHHUKOM
30iIbLIEHHS PiBHS IPOJAXY 332 PaXYHOK NPUAOAHHS CIIOXXMBAa4aMU Oi/bII BilOMOI IPOYKIii, @ TAKOXK BUPIilIEHHSIM
3aBJIaHb BUXOJly HA MDKHApOHI pruHKU. TOMy /1J1 aHai3y BIIJIMBY YNHHUKIB HA KOHKYPEHTOCIIPOMOXKHICTb 6peHIy
CJIi/i BpaxOBYBaTU pe3yJbTaTU PEUTUHTYBaHHS NTO3ULiHM 6peHay KpaiHy, KOMIIaHii 3a TIOKa3HUKAaMU PiBHIB:
HaujoHanbHOro 6penay (Nation Brands Index), koukypeHTocnipomoskHocTi kpainu (The Global Competitiveness
Index), rmo6anpHOCTI 6penny (Best Global Brands), innoBauiiHocTi 6penay (The 50 Most Innovative Companies
Over Time). [TpoecHui ninxiz BUAissie etanu npouecy GpopmyBaHHs OpeHy Ta GOKyCye yBary Ta BiJl[IOBiZHOMY
CTpaTeriYyHOMy iHCTpyMeHTapii: IpoBeJleHHs aHali3y PUHKY SIK TEXHIYHE 3aBJaHHS JJIs1 KOMaHI1 MapKeToJoriB abo
OpeH[-MeHeKEPiB; IO3ULIOHYBaHH4, SIKe IIPECTAaBI€HO iHpOPMaLIiiHUM [T0JIEM Ta CTBOPEHHSIM OpeH] -
1aT(GOPMU MPO YHIKAJIBHICTb IPOJYKTY KOMIIAHIL; ieHTH(iKalieo napaMmeTpiB-BiiMiHHOCTEN BiJj KOHKYPEHTIB;
HeVMIHT yepe3 Ha3By OpeHay, GopMyBaHHs GipMOBOrO CTUJIIO; pO3pOo0OKa cTpaTerii Mo3nioHyBaHHS (KOHLIeILisi-
ines, nin6ip KOMyHIKaLifHUX KJIIOYOBUX KaHaJiB BIIJIMBY HA ayJUTOPIl0, pO3p0O0OKa CTaHJIAPTiB, TEXHIK Ta
meTogosorii peasnizauii ifei); po3pobka 6peHnoyKa SIK CTBOPEHHS Kogu}ikoBaHMX Ta JOKYMEHTOBAHMX 3HaHb IIPO
openp. Po3pobiieHe meTonuyHe 3a6e3nedeHHs aHasli3y M0311i0HyBaHHS Ta GOpMyBaHHS OpeHly KOMIIaHii Ha
MiXKHapPOJHOMY PMHKY CKJIa[IaloTh CHCTeMa ITOKA3HUKIB Ta KOMIIEKC METOZiB 715l BUPiLlIeHHS 3aBaHb 3a €TallaMu:
aHaJli3 TeHJeHLIil CBITOBOTO €KOHOMIYHOT'O PO3BUTKY Ta B3a€MO3aJIEKHOCTI HalliOHAJIbHOTO OpeHAy Ta OpeHy
KOMITaHii; aHasi3 iHHOBaLiHYX O3MLi T7106aJIbHMX OPEHIiB Ha MPUKJIA/i CBITOBUX KOMIIaHil-/igepiB Ta nodymosa
Mogesielt 3aJ1e>KHOCTI peUTUHTrY iHHoBaliiiHocTi (I1) Ta inmekcy riobdanpHocTi (I2) komnaHii Bif iHTerpasbHOro
[IOKa3HMKa OpeHly KOMIIaHii; BUSBJIEHHS 3aKOHOMipHOCTE (pOpMyBaHHs Ta O3UL[iOHYBaHHs OPEH/IiB; aHaJli3 YMOB
(popMyBaHHS Ta NO3ULIOHYBAHHSI BiTYUM3HSIHUAX OPEH/IB HA MDKHApOOHUX PUHKAX. CPOPMOBAHO KOMILJIEKC
[TOKa3HUKIB [1J11 MOZEJIIOBAaHHS Ta OLiHIOBaHHS MO3ULil 6peHAy. Brbip eTanoHy KOHKYPEHTOCIIPOMOKHOCTI 6peHy
OOI'PYHTOBaHUI pe3yJbTaTaMu aHaji3y CBITOBUX PEUTUHTIB iHHOBaLiMHOCTI Ta I7100aIbHOCTI KOMIIaHii-JifepiB.
J7151 1o6y0BU Ta OLiHIOBAHHS PiBHSI iHTErPaJbHOIO NIOKA3HUKA KOHKYPEHTOCIIPOMOXKHOCTI 6pEHly BUKOPHUCTAHO
[IOKa3HUKU: BJIACHOT'O KalliTaay; 0OOPOTHUX aKTUBIB; ONIEPaLiiHOro Ta YMCTOr0 NPUOYTKiB; BAPTOCTI aKIiii; JOXOIiB
BifI IpoAaiB; ryaBisi. Po3pobsieHuii MeTonuyHui niaxin o GopMyBaHHS Ta [103ULIOHYBaHHS OpeHly KOMIIaHii Ha
MDKHApOJHUX PUHKaX CKJIa[al0Th TEOPETHUYHI MTOJIOKEHHSI Ta IPUHUMNN-3aBAaHHs. Po3pobiieHnii crpateriynmi
iHCTpyMeHTapiii 3rpynoBaHui 3a iHpopMaLiHO-aHAJIITUYHOIO Ta OPraHi3alifHOK CKJIALOBUMU. [HGOpMaLifiHO-
aHaJIITUYHUH IHCTPYMEHTaPill CKIaaloTh TEXHIKM, METOAU Ta 3aCO0U: penyTaLiliHoro, iHpopMaLiiiHOTO i
KOMVHIKalil1HOro ayJUTiB; aHasli3 BHYTPIlIHIX JOKyMEHTIB (PiHaHCOBO-E€KOHOMIUHUX [10Ka3HMKIB Oi3HeC-AislJIbHOCTI;
ONMTYBaHH4 CIiBIIPalliBHUKIB KoMIaHii (MeTon 3600); eKcliepTHe ONMTYBAaHHS LiJIbOBUX TPYI; POPMYBaHHS
indopmaliitHoi nosiTuky (po3pobka «iereHau», GopmyBaHHs 00pa3sy, penyTalii Cy4acHOi colialbHO-€KOJIOTiYHO]
KOMITaHii) K1040Bi nokazHuku epexTuBHOCTi (KPI); 36a1aHcoBaHa cucTema IOKa3HUKIB, IapaMeTpUYHa CUCTeMa
[TIOKA3HUKIB, pO3PaxXyHKU iHTErpaJbHUX [TOKa3HUKIB PiBHA PO3BUTKY KOMIIaHii. [IpoBeeHuil aHali3 npouecis
(opMyBaHHS Ta NO3ULIOHYBAaHHS OpeH B BiTun3HgHUX [T-KoMnaHil Ha MibkHapogHuX puHKax TOB
«CTIELIBY3ABTOMATVIKW» ta [IT «<EKBY]-BEYI» 3a po3p06J1IeHOI0 CUCTEMOIO TTOKA3HUKIB TO3BOJIUB OIiHUTHU
piBEHb KOHKYPEHTOCIIPOMOXXHOCTI iX 6peHJiB Ta BUBHAUNUTHU 3aX0I1 [J1s1 OHOBJIEHHS], 3a0€3I1e4eHHSs IIEBHOTO PiBHS
iX iHHOBALIIMHOCTI 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 (12) 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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