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1. Incepraist € KOMIVIEKCHUM JOCJIiI)KEHHSIM TEOPETUYHUX, METOAUNYHUX Ta IPAaKTUYHUX ACIEKTIB YAOCKOHATIEHHS
yIIPaBJIiHHS pemnyTalilo B CUCTeMi KOPIIOPaTUBHOIO OpPEHIMHTIY MiAIPUEMCTBA TOPTiBili. Ha 0CHOBI HOCiIKeHHS
reHe3MCy MOHATTSI KOPIIOPATUBHOIO OPEHIIMHTIY MTOKAa3aHO, 10 B yMOBaX PO3BUTKY Cy4aCHMX iH(POPMaLiiHO-
KOMVHIKalilHUX TEXHOJIOTi} KOHLIEMN1lisi 6peHAy sIK COLliaybHOI ifjei, HocieM SIKOi € BIaCHUK OpeHSy,
TpaHCHOPMYETHCS B PEJIEBAHTHY Cy4aCHUM pearlisiM KOHLEMLII0 «OpeH sIK 00’eJHaBya ines cribHOTH». Le
3yMOBMJIO HEOOXiHICTh PO3POOKM HOBOTO HayKOBO-TIPAKTUYHOTO MiAXOLy 0 YIIPABJIiHHS perlyTalielo OpeHy B
KOHTEKCTi ypaxyBaHHs 6araTOBUMipHUX i 6araTopiBHEBUX B3aEMOJiH CTEIKXOJAePiB Ta CHiIbHOrO (POpMYyBaHHS
HMMU COLjaJIbHOTO Kamitany 6peHny. CoujianbHUH KamiTas BUCTYyIIae (POPMOIO ITPOSIBY PENYTALiTHOTO KaliTaty,
SIKMI1 3aIIPOTIOHOBAHO TPAKTYBATH $IK BiI'yK Ta FOTOBHICTb 30BHILIHBOTO CBIiTY MiTPUMAaTH HaMipy Cy0'eKTa CBOIMU

pecypcamu. YIIpaBiliHHS pelyTallielo Mae OyTy CIIpsSIMOBaHe 3a 30iJIbII€HHS! PelyTaliliHOro Karitany OpeHy.



AHasi3 HayKOBUX ITiIXOIB [0 YIIPABJIiHHS PEIyTaLi€l0 [I0Ka3as, IO iCHYIOYi BU3HAYEHHS LIbOTO IIOHATTS HE
PO3KPpUBAIOTh MOro 6araToacrekTHICTh Ta AUHAMIYHICTh. 3alIpOTIOHOBaHe yIOCKOHAIeHe BU3HAYEHHS peryTallii sk
CbOTOHILIHBOI LOBiIpY 40 HaMipiB 00’eKTa y MallOyTHbOMY, sIKa [PYHTYETbCSI HA CyO'€KTUBHO JOCTEMEHHUX BUMHKAX
00’€KTa B MUHYJIOMY. B KOHTEKCTi 1IbOr0 BU3HAUY€HHS PO3PO06JIEHO TEOPETUYHY MOJIEJIb ONUCY penyTallii 6peHy
«Pernyraniiina MaTpuLsi», sika 1oOyi0BaHa y TPUBUMIpPHIill cUCTeMi KOOpAUHAT (MUHYJIe-Mal0yTHE, MaTepiaibHe-
IyXOBHE, TIEPCOHAJIbHE-KOJIEKTUBHE) Ta CTBOPIOE TEOPETUYHE MiAIPYHTS POPMYBAHHS CUCTEMU TIOKA3HUKIB JJI51
00'€KTHMBHOrO OLIiHIOBaHHS 1 IPOEKTYBaHHS penyTalii opeHay. CucTeMaTn3oBaHO iCHyIOUi HAyKOBi MigXoau 1o
OLiHIOBaHHA pelyTauil MignprueMCTBa. BUXOOS4M 3 pe3ybTaTiB SOCIIKEHD, 3aIIPOIIOHOBAHO Y OCKOHAIUTHI
HayKOBO-MEeTOIWYHUI iHCTpyMEHTapill yIpaBiliHHS pernyTalieio OpeHay Ha OCHOBI KOMIJIEKCHOTO 3aCTOCYBaHHSI:
onucy penyrauii 6penay («Penyraniiina MaTpulsi»); BUBHaY€HHS Ta Bizyasizallii B3aeMoiifl CTeMKX0JIepiB
(«TTo3uuiiiHa KapTa»); IUHAMIYHOTO MOJEJIIOBAHHS B3a€MOJIil cTelikxonepiB («CBiT MOAEIbOBAHOI PEATIBHOCTIY,
SW-Reality); conionoriyHux qOCIiIpKeHb CIPUMHSTTS CTEMKXOJepPaMU PeNyTallilHAX TapaMeTpiB 6peHay
(«PenyTeiiiH KoHCTpakuleH», Reputation.Construction). [IpoBeseHo aHasi3 MOTOYHOTO CTaHy CUCTEMU YIIPABJIiHHS
pernyTallielo 6peH B NiANpUeMCTB PO3APiOHOI TOPriBjli — TOPrOBEJBHUX MEPEX CYIIEPMApPKETIiB. 3MiICHEHO
MOJIEJIIOBAHHS NpoLecy (OPMyBaHHS pelnyTallii 6peHIiB TOProOBEJIbHAX MEPEX CyIIePMAapPKETIiB 32 METOOMKOI0 SW-
Reality, 1110 103BOINIIO PO3KPUTHU MEXaHi3MU Ilepefadi CTaBJIeHHs 0o OpeHAay Bif, OfHiel rpynu CTeHKxonepiB 10
inmoi. [TokasaHo, 10 nepepaya iHgopmaliii i cTaBjeHHsI MK CTEMKXOJiepaMy MOXKe OyTU OIMcaHa i3
3aCTOCYBaHHSIM MaTeMaTHU4HOi Teopii rpadis, fe KIo4YeM A0 nepenadi indpopmauii / cTaBjeHHs € JoBipa
CTENKXOoJlepa-peliNieHTa 10 CTeMKXOoAepa-IKepea B KOHTEKCTI penyTalii 6peHay. CKIaeHO CTeNKXOILEPHY
KapTy PEKOMEHallifl 010 KOMYHiKallii 3 KOSKHOIO IPYIOI0 CTEUKXOAepiB. [IpoBeieHo coliooriyHe
JOCJIiZIPKEHHS CIIPUIHSTTS CTEMKXOJIZIlepaMy pernyTaliiiHUX apameTpiB 6peH iB TOProBeIbHUX MepesK
cynepMapkerTis 3a MeTonukoro Reputation.Construction. 3a pe3ysbraTaMy TEOPETUYHUX Ta QHAJTITUYHUX
IOCJIiIKeHb BU3HAUEHO IIJISIXY BIOCKOHAJIEHHS YIIPABJIiHHS pelyTallielo MiAIIpueMCTB po31pi6bHoi Toprisi:
CTBOPEHHS KOMILJIEKCHOI CUCTEMH CIIPMSHHS [IOKPallleHHIO penyTallii peH/iB Ha piBHI ranysi; GopMyBaHHS
00’€KTUBHOTO peINyTalilfHOrO PEUTUHTY ONepaTOPiB PUHKY; TPOEKTYBAHHSI CTPATETil IOKpallieHHs penyTallii
OKpeMUX OPeH/IB 32 JOTIOMOT0I0 JUHAMIYHOTO MOZEJIIOBAHHS CLieHapiiB B3aeMoii CTeHKxogepiB. 3alIpoOIIOHOBaHO
BM3HAYaTy penyTaliflHuil pedTUHT NignpueMcTB po3pioHoi Toprisii (3R - Retail Reputation Rating) Ha ocHOBI
OLIiHIOBaHHS BiATIOBITHOCTI penyTalifHUX XapaKTEPUCTHK PEAJIbHOTO Ta «ifeabHOro» 6PEHIB 110 KOXKHIN TPyIIi
CTENKXO0J11epiB 3 oganbmnumM GOPMYBaHHSIM 3arajibHOTO PEUTUHTY, SIKUI BPAaXOBY€ BIIUB KOXKHOI Ipynu
CTEVKXOJIIepiB Ha pemnyTaLiio 6peHay.

2. The thesis is a comprehensive study of theoretical, methodological and practical aspects of improving the
reputation management in the corporate branding system of trade enterprise. Based on the study of the genesis of
the corporate branding notion, it is shown that the concept of brand as a social idea carried by the brand holder is
transformed into «the brand as a unifying community idea» concept which is relevant to the modern realities due
to the development of modern information and communication technologies. This has necessitated the
development of a new scientific and practical approach to the brand reputation management in the context of the
multidimensional and multilevel stakeholder interactions and their collaborative development of the social capital
of the brand. Social capital is a form of the manifestation of reputational capital, which is proposed to be
interpreted as a response and willingness of the external world to support the subject's intentions with its
resources. Reputation management should be aimed at improving the brand reputation. The analysis of the
scientific approaches to reputation management has shown that the existing definitions of this concept do not
reveal its complexity and dynamics. The improved definition of reputation as a current trust in the intentions of
object in the future based on its subjectively accurate actions in the past, is proposed. In the context of this
definition, a theoretical model of the brand reputation description, i.e., «<Reputation Matrix», which is built in a
three-dimensional coordinate system (past-future, material-spiritual, personal-collective) and creates a
theoretical basis for forming the system of indicators for objective evaluation and development of the brand
reputation, has been designed. The existing scientific approaches to evaluating the enterprise reputation are
systematized. On the basis of the research results, it is proposed to improve the scientific and methodological



tools of brand reputation management through a complex application of the brand reputation description
("Reputation matrix"); definition and visualization of the stakeholder interactions ("Position Map"); dynamic
modelling of stakeholder interactions (Simulation World Reality, SW-Reality); sociological studies of stakeholders'
perception of the brand reputation parameters («Reputation Construction»). The current state of the brand
reputation management system of retail trade enterprises such as retail supermarket chains has been analyzed.
The modelling of the brand reputation process of retail supermarket chains according to the SW-ReaLity method
has been performed that allowed to reveal the mechanisms of transferring the brand attitude from one group of
stakeholders to another. It is shown that the transfer of information and relationships between stakeholders can
be described using mathematical graph theory, where the key to the transfer of information /attitudes is the trust
of the recipient stakeholder to the source stakeholder in the context of brand reputation. The stakeholder map of
communication recommendations with each group of stakeholders has been compiled. The sociological survey of
the stakeholders’ perception of the brand reputation parameters of retail supermarket chains according to the
method of Reputation.Construction was conducted. On the basis of the theoretical and analytical research results,
the ways to improve the reputation management of the retail enterprises, such as creation of a complex system to
help improve the brand reputation at the industry level; formation of an objective reputation rating of market
operators; designing strategies to improve the individual brand reputation through dynamic modelling of
stakeholder interaction scenarios, have been identified. It is proposed to determine the Retail Reputation Rating
(3R) based on evaluating the compliance of reputation characteristics of real and «ideal» brands for each group of
stakeholders with the subsequent formation of an overall rating that takes into account the impact of each
stakeholder group on brand reputation.
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