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Pedepar/aHoTanis:

1. Incepraliiio NpUCBSIYEHO JOCIIXEHHIO ITpoLecy GOopMyBaHHS NPUOYTKOBUX OPEH/IB MiANIPUEMCTB Ha
yYKpaiHCbKOMY PUHKY TOBapiB MIBUJKOTO 06Iry. Y po60Ti OGIPyHTOBAaHO TEOPETUYHI 3acafy OPEHAMUHTY, PO3IJISHYTO
Cy4yacHi iHCTpyMeHTH Ta MeTo[1 GOpMyBaHHS OpPEH[IiB, a TAKO>K BU3HAUEHO KJII0YOBI [IOKa3HUKY, 110 BIIUBAIOTh Ha
IpuOYTKOBICTb OpeHIiB. Y nucepTauii oCIiIKeHO 3MICT IOHSTTS «Cy4acHOrO OpEHAUHTY», OKPECJIEHO 10Tr0
3HQYEHHS B JIisSJIBHOCTI MigIIPMEMCTB HA YKPAiHCbKOMY PHHKY IIPOJOBOJIBYUX TOBAPIB. Y3araabHEHO HAYKOBI
iIXO4M Ta 3alIPONIOHOBAHO YTOUYHEHHS CYTHOCTI MIOHATTS «IIPUOYTKOBUX OPEH]IiB» SK CKJIaZJOBOi MApDKETUHTOBO]
cTparerii NifIprueMCTBa, 10 6a3yeThCsl HA 3aCTOCYBAaHHI METO/IB Ta iIHCTPYMEHTIB (OPMYBaHHSI IPUOYTKOBUX
OpeHZiB Ta OL[iHKM €(PEKTUBHOCTI IIPOCYBAHHS, & TAKOK 3aCTOCYBAaHHS YCiX MOKJIMBUX BUZiB iHHOBALIM 17151
iIBUIIEHHS TPUOYTKOBOCTI 6PEH/IIB MiJIIPUEMCTB Ha PUHKY [TPOJIOBOJIbYMX TOBAPIB. Y MepIIoMy po3zii

IIPOBEJIEHO aHAJIi3 3MICTY Ta CKJIaI0BUX Cy4aCHOTO OPEHJIMHTY, 30KpEeMa MO0 BILJIMBY HA CIIOKMBYI yIIOJ00aHHS Ta



KOHKYPEHTOCIIPOMOJKHICTb MifnpueMcTB. OCOOIMUBY yBary NpuiiJIeHO METOLMKAM OLiHKN €(PEKTUBHOCTI
IIpOCYBaHHsI 6peHiB. TeopeTnyHi JoCTiIKeHHs 6a3y0ThCs Ha Cy4aCHUX KOHIEMLISX KariTany OpeHy, a TaKoX
aHaJli3i ICMXOJIOTIYHMX i pPUHKOBMX aCIeKTiB BIIi3HaBaHOCTi OpeHy. [Ipyruil po3is NprUCBsYeHO eMIIIPUIHOMY
IOCJiIKEeHHIO e(eKTUBHOCTI OpPEHIIMHTY Ha PUHKY TOBapiB mBuaxoro obiry (FMCG). Ha ocHoOBi aHanidy piHaHCOBUX
NIOKA3HUKIB YKPAiHChKUX i MDKHAPOJHHUX MiANPUEMCTB BU3HAUY€HO KJII0YOBi YNHHUKYU IPUOYTKOBOCTI OPEHIB.
30Kpema, NOCHiIKEHO BIJIMB MAPKETUHIOBUX CTPATETil, IHHOBAL[iMHUX MiIXO4iB Ta AiIKUTAJi3alii Ha eKOHOMIiuHi
Pe3yJbTaTU JisIbHOCTI. Y pOOOTi TaKOXX HaBeIEHO peKOMEHAlLii 111070 BIOCKOHAJIEHHSI CTPATErill IPOCYyBaHHS
OpeHZiB i3 ypaxyBaHHSIM JIOKAJIbHUX YMOB YKPAiHCbKOTO PUHKY. CUCTEMATU30BaHO iHCTPYMEHTU OPEHIUHTY, SIKi
BUKOPHUCTOBYIOTBCSI Ha YKPAiHCbKOMY PMHKY IIPOJIOBOJIBYMX TOBApiB. HaBeeHo NpuKiIagy HalyCHilIHIIUX TPAaKTUK
ry106a71bHUX i JIOKaJIbHUX OpEeH/IiB, Takux K Kozaipka Pana, Mansarko, Nestlé, Unilever, Mosokis Ta KuiBxuti6.
PosrngnayTo crienugiky prHKy ToBapiB mBuaxoro obiry (FMCQG), sSikuil € HalIMHAMIYHIIIMM CETMEHTOM
IIPOJIOBOJIbYOrO PUHKY YKpaiHu. BUsIBI€HO OCHOBHI XapaKTE€PUCTHKU LIbOTO CETMEHTA, TaKi SIK BUCOKA €JIACTUYHICTD
IIOTIUTY, HU3bKa Map>Ka Ta 3Ha4Ha poJjib OpeHiB y Ipolieci NpuitHATTS pilleHb criokuBayamu. [IpoBeneHo aHasi3
MapKETUHTOBOI JisI7IbHOCTI MKHAPOJHUX i JIOKaJIbHUX NignpueMcTB Ha FMCG-pUHKY, BKIIIOYA0uX 006CsT
MapKeTHMHTOBUX iHBECTHULil, CTpaTerii NpocyBaHHs 6PeHiB Ta iXHIO pe3ysbTaTuBHICT. CHOPMOBAHO
KOHLIENITyasIbHy MoJieJib GOpMyBaHHS IPUOYTKOBUX OPEH/IiB HA YKPAiHCbKOMY PUHKY [TPOIOBOJIbYNX TOBAPIB.
Mopesb 0XOIUIIOE eTany po3pobJieHHs 6peHy, BU3HAYEHHS MOro yHiKaJabHUX XapaKTePUCTHUK, BUOIpP LiIbOBO]
aypuTopii, No6y0By MapKETUHIOBOI CTpaTerii, OL[iHKY €(PeKTMBHOCTI iHBECTHULill y OPEHAUHT Ta [OCTiHNN
MOHITOPUHT PMHKOBOI cuTyallii. BmpoBamkeHO METOMKY OLiHKM IPUOYTKOBOCTi OPEHZIB, sIKa IPYHTY€EThCS Ha
BHUKOpPHMCTaHHi QiHaHCOBUX I1OKA3HUKIB (YMCTa MapsKa, pEeHTa0e IbHICTb BIaCHOTO KalliTasy, koedilieHT 06iroBocCTi
aKTUBIiB) Ta MapKeTUHroBUX iHHUKaTopiB (ROMI, BiiisHaBaHiCTh 6peHy, YaCTKA PMHKY). 3a JOIIOMOTOI0
KOpEeJILiHO-PerpeciiiHoro aHasli3y BCTaHOBJIEHO BIIJIMB MAPKETUHIOBUX BUTPAT HA €KOHOMIUHI pe3yJIbTaTh
nignpuemcts. OGIPYHTOBAHO KJIIOYOBI YWMHHYKH, 1110 BIVIMBAIOTh HA TPUOYTKOBICTh OPEH]IiB HA PUHKY
IIPOAOBOJIbYMX TOBapiB. Cepen HUX: AKICTb IIPOAYKILi, il BIIIOBIIHICTh OYIKYBaHHSAM CIIO>KUBAYiB, iHHOBALIIHICTD,
ePEeKTUBHICTb JIOTICTUKY, AiIKNATali3allis] MapKeTUHTOBUX IIPOLIECIB i BIPOBAI)KEHHS CTIMKHUX MiIXOiB 10
BUpOOHULITBA. PO3p06sieHO MTPakTUYHi peKoMeHAalii AJ1s migsuineHHs epeKTUBHOCTI 6peHIHTY. BOHU BKIIIOYAIOTh
IlepCoHasi30BaHi NiIXoau 10 KOMYHIKalii i3 KiieHTamu, iHTerpauito 1udpoBUX TEXHOJIOTIN Y MapKeTHHIOBY
IiSTIbHICTB, aKTUBI3alli10 pO60TH 3 IPOrpaMaMu JIOSITIbHOCTI, MiTBUILIIEHHS €KOJIOTYHOI CBilOMOCTi OpeHiB Ta
Opi€eHTAallil0 Ha eKCIOPT. 3alpoNOHOBAHO CTPATEriyHi MiAX0AU [0 afanTalii JoKaJbHUX OPEHIIB O YMOB
ry106ay1bHOI KOHKYPEeHIIii, 30KpeMa 4epe3 PO3BUTOK HillleBUX PUHKIB i POKyC Ha IOTpebax JIOKaJIbHUX CIIOKHUBAYiB.
BcraHoB€HO, 10 ycnilHe GOpMyBaHHS IPUOYTKOBUX OpPEeHIB € 6araTOBUMipHUM NIPOLIECOM, SIKUI BKIIIOYA€E
B3a€MOJIil0 EKOHOMIYHUX, MADKETMHIOBUX, COLiaJIbHUX i IICUXOJIOTIYHUX aCIeKTiB. Ha OCHOBI eMIlipu4HNX
IOCJIiIPKEeHb 3p00JIEHO BUCHOBOK, 110 OPEH/IHY, SIKi BUKOPUCTOBYIOTbh iHHOBALliliHi MApDKETUHIOBi iIHCTPYMEHTH,

iHTerpyoTb €KOJIOTiUHICTb i CTIMKiCTb, JEMOHCTPYIOTh BUILli [IOKa3HUKU NIPUOYTKOBOCTI Ta JIOSJIBHOCTI CIIO’KMBAYiB.

2. The dissertation is devoted to the study of the process of formation of profitable brands of enterprises in the
Ukrainian fast-moving consumer goods market. The paper substantiates the theoretical foundations of branding,
examines modern tools and methods of brand formation, and identifies key indicators that affect brand
profitability. The dissertation explores the concept of «modern branding», outlines its importance in the activities
of enterprises in the Ukrainian food market. Scientific approaches are generalized and clarification of the essence
of the concept of «profitable brands» as a component of the enterprise's marketing strategy is proposed, based on
the application of methods and tools for the formation of profitable brands and evaluation of promotion
effectiveness, as well as the application of all possible types of innovations to increase the profitability of
enterprise brands in the food market. In the first chapter, an analysis of the content and components of modern
branding is conducted, particularly its impact on consumer preferences and enterprise competitiveness. Special
attention is paid to methodologies for evaluating brand promotion effectiveness. Theoretical research is based on
modern concepts of brand equity, as well as analysis of psychological and market aspects of brand recognition.
The second chapter is devoted to an empirical study of branding effectiveness in the fast-moving consumer goods
(FMCG) market. Based on the analysis of financial indicators of Ukrainian and international enterprises, key factors



of brand profitability are identified. In particular, the influence of marketing strategies, innovative approaches, and
digitalization on economic performance is examined. The paper also provides recommendations for improving
brand promotion strategies considering local conditions of the Ukrainian market. An analysis of the marketing
activities of international and local enterprises in the FMCG market is conducted, including the volume of
marketing investments, brand promotion strategies, and their effectiveness. A conceptual model for the formation
of profitable brands in the Ukrainian food market is developed. The model encompasses the stages of brand
development, determining its unique characteristics, selecting the target audience, building a marketing strategy,
evaluating the effectiveness of investments in branding, and continuous monitoring of the market situation. A
methodology for evaluating brand profitability is implemented, based on the use of financial indicators (net margin,
return on equity, asset turnover ratio) and marketing indicators (ROMI, brand awareness, market share). Through
correlation-regression analysis, the influence of marketing expenses on the economic results of enterprises is
established. Key factors affecting brand profitability in the food market are substantiated. Among them: product
quality, its correspondence to consumer expectations, innovation, logistics efficiency, digitalization of marketing
processes, and implementation of sustainable approaches to production. Practical recommendations for improving
branding effectiveness are developed. They include personalized approaches to customer communications,
integration of digital technologies into marketing activities, activation of loyalty programs, increasing
environmental awareness of brands, and export orientation. Strategic approaches to adapting local brands to the
conditions of global competition are proposed, particularly through the development of niche markets and focus
on the needs of local consumers. It is established that the successful formation of profitable brands is a
multidimensional process that includes the interaction of economic, marketing, social, and psychological aspects.
Based on empirical research, it is concluded that brands that use innovative marketing tools, integrate
environmental friendliness and sustainability, demonstrate higher indicators of profitability and consumer loyalty.
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