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Pedepar:

1. YIocKkoHaleHO CYyTHICTb IIOHSITTS «OPEHI» SIK IHCTPYMEHTY MapKeTHUHIY, SIKUI 3aCTOCOBYETHCS Ha BCiX eTanax
SKUTTEBOTO LIMKJIy TOBApy Ta BUKOPUCTOBYE OCHOBHI CKJIQ[J0OBi MApKETUHI-MiKCy 17151 GOpMYyBaHHS HAbOpy
XapaKTEepHUX €MOLIiN Ta acouialiii, sIKi BUHMKAIOTh Y CBiZJOMOCTI CIIOKMBayYa I1if] 4ac KyIiBJjii Ta CIIOKUBaHHI
nponykry. O6IPyHTOBaHO Kilacu@ikalio 6peHliB 3 103U1lii MApKETHHTY 3 aKL€HTYBaHHSIM yBaru Ha CIIOXKMBAYa Ta
ftoro norpe6ax. ChopMyIbOBaHO BU3HAYEHHS OpEeH-MEHEKMEHTY sIK €(peKTUBHOI CUCTEeMU YIIPaBJIiHHS LOLI0
3aXMCTY {HTEJIEKTyaJIbHOI BJIACHOCTI, IO Nepeoayae CTBOPEHHS Ta (PYHKIIOHYBaHHS 6peHy MiANpreMCTBa 3a
IIOTIOMOTOI0 3aJTy4€HHS KOMIJIEKCY B3aEMOIIOB'SI3aHUX MAPKeTHHIOBUX €JIEMEHTIB /1151 JOPMYBaHHS

IOBrOCTPOKOBUX KOHKYPEHTHUX IlepeBar. JJocinKeHo B3aeMO3B 130K CKJIaIOBUX OpEeH/I-MEeHEeKMEHTY i3



[OKa3HMKaMM TPaJULiHOI MapKETMHIOBOI KOHLEMNL il «4P» Ta KOHLenIii, opieHTOBaHOi Ha crioXkuBayda «4C».
OO6rpyHTOBaHO OLiIbHICTh BUKOPUCTAHHS CTPATETill pO3BUTKY OpeHy IiANpreMCTBaMU ranysi Ta HeoOXigHICTh
(opMyBaHHS KOMILJIEKCHOI cUCTeMU O6peH]-MeHEI>)KMEHTY, 110 Nepenbadae He TijIbKY PO3POOKY BidyasbHOI
CKJIaJIOBOi OpeHy, ajle I MapKETUHIOBe JOCJIiKEHHS PUHKY XJIiba Ta x/1i600y109HMX BUPOOiB. YIOCKOHATIEHO
METOINYHUH Mifxin no kinacudikarii MeToziB oLiHKy OpeH/y Ta 3alIpOIIOHOBAHO PO3IJILNATH iX BilITOBiIHO 32
TpbOMa Nigxonamu: piHaHCOBUM (BUKOPHCTaHHS KiJIbKiCHUX II0Ka3HUKIB), MAPKETUHIOBOT'O (BUKOPUCTAHHS Y
METOJIax CIIOXKMBYHUX i I0BEIiHKOBUX ACIEKTIB) Ta KOMOIHOBAHOTIO (OLliHKa BapTOCTi 6peHY KOMILJIEKCHO,
BPaxOBYIO4M 0r0 (piHAHCOBi Ta MAPKETUHIOBI CKJIAZ0Bi). PO3IJISIHYTO Cy4acHUI CTaH PO3BUTKY MiJIPUEMCTB, SIKi
IIpeJCTaBJIeHi Ha JIOKaJIbLHOMY PUHKY XJIiba Ta xJ1i600yI09HMX BUPOOGiB. Bu3HaueHo, 1m0 4715 30ibIIeHHS YaCTKU
PHHKY Ta 3pOCTaHHS [TOTY>KHOCTi TOBApOOOOPOTY XJliboneKkapchkoi Mpoaykiii HeoOxilHO CTBOPIOBATU 11 PO3BMBATU
CUJIBHUI OpeHl. 3a pe3yabTaTaMU JOCIIiI)KeHHs! MapKETUHIOBUX (PAKTOPIB, SIKi BIUIMBAIOTh HA PO3BUTOK OpPEH]I-
MEHEeI)KMEHTY rajlysi, BU3Ha4€HO, 1[0 Ha MaKPOPiBHI Hal6iNbINIi BIJIMB MAIOTh €EKOHOMIUHi, COLliaZIbHO-KYJIbTYPHi
Ta HAYKOBO-TEXHOJIOTIYHi (PaKTOPH, a Ha MIKPOPIBHIi - CIIO>KMBYi (AaKTOPH, KOHKYPEHTH ¥ KOHTaKTHI ayauTopii. Ha
OCHOBI IbOro c()OPMOBAHO aJIbTEPHATUBHI LIJISIXU CTPATETrii pO3BUTKY OpEHI-MEHEIPKMEHTY Ha MiJIIPUEMCTBAX
XJIi6ONEeKapChKoi rasnysi. 3a pe3yspTaTaMu JOCIIiIPKEHHSI KOHKYPEHTHOTO CepelOBUIIA XJIiO0NEeKapChKUX
HiANPUEMCTB B yMOBaxX MapKeTHHIOBOI Opie€HTAallil BpaxOBYIOYM IIOKa3HUKY OLiHKY OpeHy BU3HAYEHO, IO JIOKAJIbHI
niAnpueMcTBa 3aliMaloTh CepeHi Mo3ullii 111010 PO3BUTKY OpeHly. BOHU MaloTh BUCOKI IIOKa3HUKU IPUXUIIBHOCTI
[0 OpeHAy Ta BIi3HABAHOCTI, ajle 3a IOKa3HMKAMMU SIKOCTi [TOCTYIAIOThCS PEriOHaJIbBHUM BUPOOHUKAM. 3a
pe3yJibTaTaMy aHKETYBAHHS OLiHEHO JIOSIJIbHICTD i IPUXUIIBbHICTb CIIOXKMBAYiB 40 OPEHiB HAa PUHKY XJ1i6a Ta
XJ1i600y104HMX BUPOO6iB. CHOPMOBAHO MOJIEJIb IIOBEiHKY CIIOKMBayYiB xJ1i60NeKapchKoi MPOoAyKIii Ha OCHOBI
IIOCJIiIKEHHS collialbHO-AeMorpadiyHoro nopTpera, NoBeiHKOBOTO i ICUXOJIOTIYHOTO aCIeKTiB, a TaKOX
BUSIBJIEHOTO B32€MO3B'SI3KY 3 OPEHIOM Yepe3 BUCBITJIEHHS KaHaJliB oTpuManHs iHpopmatii. [To6ygoBaHO MapmipyT
CIIO>KMBAya Bif yCBiOMJIEHHS ITOTPEOU [IO IOBTOPHOI KYIIiBJIi IPOAYKTY, 110 HAZA€ MOKJIMBICTh cHOPMYyBaTU
TICHUI KOHTAKT OpeHJy 3i CIIO>KMBayeM, [IEPETBOPIOIOYHN HOT0 Ha MOCTIMHOTO I JIOSIJIbBHOTO IPUXUJIBHUKA B
IOBrOCTPOKOBIi1 NTepCNeKTUBI. PO3p061€HO METOAMKY OLiHKYU BAPTOCTi OpeHAY XJ/1i00NeKapChbKOi POAYKLil
«Q.A.S.V.C», sika BpaxoBye OCOOJIMBOCTI XJ1i60II€KapChKOi ranysi Ta OLiHI0e 6peH ], 3 BUKOPUCTAHHSIM [10BEiHKOBUX
METpUK, BUBHAUEHUX Y X0 IPOBEJIEHOr0 AOCiIpKEHHS CII0OXXUBaviB Ha pUHKY XJ1i6a Ta XJ1i600y1I04HUX BUPOOIB.
BapTicTb OpeHAy po3paxoByeThC SIK OOYTOK NIPUOYTKY Bil HeMaTepiaJIbHUX aKTUBIB Ta Koe(illieHTa OLiHK1
MIOBEIiHKOBUX METPHUK ([0 SIKUX BilHECEHO: CIpUIIMaHa SIKiCTb, BilOMiCTb, 0COOGJIMBOCTI, Bi3yaJibHi CKJIa/IOBI,
[IPUXUJIBHICTE). PO3p06s1€HO CTpaTeriio po3BUTKY 6peHIY MiAPUEMCTB XJIi00IIeKapChKOi ramysi Ajis NiABUILEeHHS
3arajibHOi BapTOCTi OpeHay, sIKa BILJIMBAa€ HA IPUOYTKOBICTh Ta KOHKYPEHTOCIIPOMOSKHICTD MiJIIPUEMCTB raysi.
Kuio4oBi HanpsiMKu cTpaTerii cpopMOBaHO Ha OCHOBI BUSIBJIEHUX B XOZi IOCiIKEHHS TOBEIiHKOBUX METPUK
6penny. OLiHIOBaHHS OYiKyBaHMX Pe3yJbTaTiB 3alIpOIIOHOBAHO ITPOBOAUTY HA OCHOBI MOHITOPUHTY KiIbKiCHUX
KpuUTepiiB epeKTUBHOCTI. PO3IISIHYTO NMOBIpHI pU3UKY, 1110 MOXXYTbh BUHUKHYTH, Ta IIJISIXY iX MiHiMi3alji.

Po3po6seHo KaneHgapHui IJIaH BIPOBAIKEHHS €TalliB CTpaTerii, IKUi po3pax0BaHUI Ha OAUH PiK.

2. The concept of a brand is enhanced as a marketing tool used at all stages of the product life cycle and included
the main components of the marketing mix to create a set of characteristic emotions and associations that arise in
the consumer's mind when he is buying, and supplying a product. The classification of brands is substantiated as a
marketing instrument, focusing on the consumer and his needs. The definition of brand management is formed as
an effective management system for the protection of intellectual property and operation of the brand with a help
of a set of interconnected marketing elements to develop long-term competitive advantages. The relationship
between brand management and basic marketing concepts has been studied. In this regard, the expediency of
using brand development strategies by enterprises in the industry and the relevance of forming a brand
management which involves not only the development of the visual component of the brand, but also marketing
research of the bread and bakery market. The methods of brand value assessment are considered. It is proposed to
use it in the context of three approaches such as financial (use of quantitative indicators), marketing (use of
qualitative indicators), and combined (set of quantitative and qualitative indicators). The current state of
development of enterprises represented on the local market of bread and bakery products is considered. It is



determined that to increase market share and increase the turnover capacity of bakery products, it is necessary to
create and develop a strong brand. According to the study of marketing factors that influence the development of
brand management of the industry, it is determined that at the macro-level economic, socio-cultural, and
scientific-technological factors affect significantly. At the micro-level, consumer factors, competitors, and contact
audiences influence essentially. According to results, formed alternative ways of brand management development
strategy at the bakery enterprises. According to the results of the study of the competitive environment of bakery
enterprises in terms of marketing orientation, taking into account the indicators of brand evaluation, it is
determined that local enterprises occupy average positions in terms of brand development. They have high rates
of brand commitment and recognition, but in terms of quality are inferior to regional manufacturers. According to
the results of the survey, the loyalty and commitment of consumers to brands in the market of bread and bakery
products was assessed. The developed model of the consumer behavior of bakery products is based on the study of
gender characteristics and estimation of factors of commitment to a brand of bakery products. The customer
journey of bakery products goes from awareness of the need to the actual purchase to visualize the intersection of
the consumer with the brand. A developed method “QASVC” of valuing the brand of bakery products takes into
account the specifics of the bakery industry and evaluates the brand using behavioral metrics. It was identified
during a consumer survey of the market for bread and bakery products. The value of the brand is calculated as the
product of return on intangible assets and the coefficient of evaluation of behavioral metrics (included perceived
quality, fame, features, visual components, commitment). The proposed brand development strategy of the
bakeries increases the total brand cost, profitability, and competitiveness. The main directions of the strategy are
formed in accordance with the behavioral metrics of the brand. It is proposed to evaluate the expected results
based on monitoring quantitative efficiency criteria. The probable risks that may arise and methods of overcoming
them are considered. A calendar plan for the implementation of the strategy stages has been developed and
designed for one year.
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