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KOHKYPEHTOCIIPOMOXXHUM, 30KpeMa, 30UIbllIeHHA YaCTKU OPTaHivYHOI MPOAYKIIii
3 JOTPUMAaHHAM MDKHApOJHUX CTAHZAPTIB AKOCTi. PO3BUTOK KOMIUIEKCY
iHHOBAIliIfHOTO MapKeTUHTy Ha MiANpPUEMCTBaX Ilepenbadae peaisallito
TOBAPHOI Ta TEXHOJIOTIYHOI iHHOBAIIil, 1[0 MalOTh HAa METi BIPOBa/>KeHHA HOBUX
POAYKTIB i IpoIeciB, a TAKOX CyTTEBi TEXHOJIOTIYHi 3MiHM y BUPOOHUIITBI. IX
IIOBHOLIIHHE BIIPOBA/KEHHA MOXJIWBE TUIBKU 3a YMOBU CHUCTEMHOI B3a€EMOJII 3
iHIITUMU potiecaMu GYHKITIOHYBAaHHSA MiZITPUEMCTBA.
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CREATION OF SUCCESSFUL BRANDS

Any product with the appearance on the market creates an impression about
itself. It can be positive or negative; and inevitably appears as soon as the
consumer learns about the product. These associations of the product perception
by the consumer are called a brand; it is some impression of the product in the
minds of consumers, a label that is thoughtfully attached to the product. Having
a brand means that even with roughly equal consumer and other properties, the
product will be bought more, and the idea will have more fans.

Creating a brand is both an art and a science, so it is impossible to describe
technology in two words. However, there are a number of principles of successful
branding. 1) The quality of the product must always meet the expectations of
the buyer. 2) The concept of the brand should have a powerful emotional
component that appeals to the vital values of the target group of customers. For
example, Apple’s slogan «think different» is aimed at people who want to think
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differently than the majority. 3) The implementation of the concept of branding
should be consistent. If the product is positioned as prestigious and expensive,
you should not rush into discounts and sales when the economic downturn began
[1, p. 57].

Branding includes activities to create long-term product preferences, based
on the impact on the consumer of the brand, packaging, advertising and other
elements of marketing, combined with a certain idea and corporate style, which
distinguishes the product from competitors. The branding process must be
strategic and holistic, focusing on creating a brand image, for which all
marketing efforts must be combined.

The consumer chooses a product that he likes. Therefore, the main task is
to form the most profitable perception of the brand by the consumer. In the
world of the consumer, where competing products are not too different from
each other, the brand is often the only means that allows the company to stand
out, to demonstrate its individuality [2, p. 18].

Successful branding includes many components: creating a name, targeting
audience and advertising channels, developing an image, and other marketing
efforts. Legendary brands are born when a company or a product turns into a
symbol, fixed in the consumer’s subconscious.

The authenticity of the brand - is its genuineness and originality. The ideal
brand must be uniquely positioned or have a unique identity. Authenticity
becomes the basis of brand identification — that is, distinguishing it from
competitors, and also underlies its reputation. The Chanel fashion house is
associated with the history of French and world fashion in general, and Levi’s is
an authentic American brand associated with quality jeans. [3]

Most successful brands use beautiful stories. Old brands usually have
historical narratives. Such stories may well be created artificially, they are
usually closely related to the authenticity of the brand, create and justify it.
Storytelling allows a brand to get closer to the target audience, to create a sense
of belonging; it is used not only when creating a new brand, but also to promote
it.

Images and associations are ways of influencing the subconscious. A
successful brand strives to become a symbol, because a symbol occupies a stable
place in the human psyche. Symbolism is transmitted through visual and non-
visual images.

For example, brands associated with the fashion and beauty industries strive
to symbolize love, femininity and aesthetics. Fashion houses often use the
connection with art and its objects, causing a strong association that haute
couture is also art.

Brands tend to age and die, so their values and positioning must be in line
with changing trends, otherwise the audience will lose interest. Brands that fail
to follow new trends collapse and disappear [3].
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Taking into consideration all mentioned above, in creation and promotion
of a brand, not only key ideas are important, but also the integrity of the created
image. All promotion channels should broadcast one global message that forms
the brand symbol. People wear brands, eat brands, listen to brands, they
constantly tell others about their favorite brands. When creating a brand, you
need to be patient and follow the changes and compare the strategy with the
realities of the market. To be successful, brand must also be constantly improved.
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KJIACTEPU3ALIIA [TPU ®OPMYBAHHI PETTOHAJIBHOI CTPATETTI
JVBEPCU®IKALIIL ATPAPHOI'O CEKTOPY EKOHOMIKU

Huni Bizomi pi3Hi Mozesi CTPYKTYpyBaHHA BHUPOOHWYO-eKOHOMIUHUX
CHCTEM Ta IX CKJIaJOBUX, 30KpeMa: CeKTOPAJIbHUM, TePUTOPiaJIbHUN, MepeKeBU
Ta iHmi. KimacrepHa mogenb € BIJHOCHO HOBOK IIE€PCIEKTMBHOK MOZEJUTIO
CTPYKTYpPYBaHHA BHUPOOHMYO-eKOHOMiuHOi. KiacrepHa wMogenb, 30Kpema,
BU3HAYA€ METOAU IOOYN0BU MepeXeBUX BiIHOCMH MiX MiZTPUEMCTBAMH, SKi
BiTHOCATbCS 0 OAHiei abo KinbKoxX cdep/CeKTOpiB Ta [il0Tb Ha OOMeEXeHil
TepPUTOpii, IO Jla€ 3MOTY BUKODHUCTOBYBATH IMepeBaru LUX MiAIPUEMCTB Ta
perioHaJbHOI T'OCIOAAPChKOI cucTeMu 3arajsioM. Lle i poOUTH KiacTepHy MOJeb
[lieBOI0O 'y BUpilleHHi 3aBAaHHA QopMyBaHHA 1 MiABUIEHHA BaJOBOTO
PEriOHaJIBHOTO IIPOAYKTY.

ArpapHuil perioHaJbHUN KjIacTep fABJIsSE COOOI0 iHTErPOBAHY BUPOOHUYO-
rOCOZApCbKy CTPYKTYPY, [ANA fAKOI XapakKTepHUMH € TepuTOopiaJbHa
oprasisallis, MpUHAJIEXKHICTh i CKJIaJ0BUX, TOOTO MiANPUEMCTB-YIaCHUKIB 0
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