ISSN 2413-0117
BICHUK KHYTJ Ne5 (91), 2015
Cepist «<ExoHOMiYHI HAYKI»

Exonomika ma ynpaeninua nionpuemcmeamnu
Economics & Business Management

YK 339.13 3UMBAJIEBCBKA 10.B., 'ECEJIEBA H.B., OPMOHOB M.O.
KuiBcbkuii HallioHAIbHUI YHIBEpCUTET TEXHOJIOTIH Ta Tn3aiiHy

3HAYEHHSA HIHHOCTI BPEHY

Mema. [locniodicenns 3HauenwHs YiHHOCMI OpeHOy 6 AKOCMi  YUHHUKA
cmpameziyHux nepegaz 0Jisk KOMRAHIL, Wo 80100i0Mmb OpeHoamu

Memoouxa. Busnauenns ocHo8HUX UUHHUKIG, AKI GNIUBAIOMb HA CMEOPEHH:
yinHoCmi Operdy, ma BU3HAYEHHS 1020 eheKmUBHOCMI.

Pe3ynomamu. BusieieHo OCHOBHI cnocobu no oyiH8auHIO YiHHOCMI Opendy ma
chopmynb06aH0 NPUUUHU NPABUILHO2O BUKOPUCMAHHA OPEHOY, AK 8ANCIUB020 AKMUBY
nionpuemMcmaa.

Haykoea noeusna. I[Ipeocmasnerno nioxoou 00 GusHauenHs yiHHOCmi Openody, ma
auanis 6naugy OpeHoy Ha KoMepyiuHy OisIbHICMb KOMNAHI.

Ilpakmuuna 3nauumicms. Ilposedenus O00CniOdHCeHHs Memo0i6 OYIHIOBAHHS
yiHHOoCmi Opendy, ma aHani3 HauKpawux opeHois y ceimi.

Knrwwuosi cnosa: 0Openo, yinnicme Openoy, oyiHka OpeHOy; Kpawi OpeHou,
NOKA3HUKU e eKmUgHOCM.

BbpenauHr — 1€ TpoeKTyBaHHS Ta yIPaBIiHHSI OpPEH/IaMH, 3 METOIO 301IBIIICHHS HOTO
qucToi BapToCTi. Ll MisSBHICT TaKOXX HA3WBAIOTh OpEHJ| yHpaBmiHHSA. Y CBOIM KHHU3I
«bpenn I[poctuii", AnneH AngaMcoH BU3HAYa€ OPEHIMHT K. « PeaTi3allio Ta yIpaBIiHHS
i, IKi BU3HAYAIOTH SIK JIOAM CrpuiiMatuMyTh Opers "[1].

Sk 1 Oynb-SKui IHIIMHA akTUB, OpEeH[ € JqyXKe BaKIUBUM JJIs YCIiXy KOMIIaHii Ha
pPUHKY. SIKIO 3amymieHuid 1 miATpUMYeThCsl €(PEeKTUBHO, OpEeHI — € 3HAYHUM pPEecypcoM
KOMTIaHii, iHO/II HalOLIBII IIHHUM (DIHAHCOBMM aKTUBOM oprasizaiii. bpenn, sk ¢inancw,
IHBeCTHLIi, TPYIOBI pECypcH, HAYKOBI IOCHI/KEHHS 1 pO3pOOKH, MApKETHHT,
iHpopMarlliifHi TEXHOJIOTII Ta IHINI KOPHOPAaTHBHI pecypcH, MOTpeOdye yImpaBiIiHHA,
HaJeKHOTO (DiHAHCYBAHHS Ta YITKO1 cTpaTerii. SKIo mpaBuiIbHO HOTO BUKOPUCTOBYBATH,
OpeHn Oyne HACTIIBKH X €(DEKTUBHUM, K OyIb-SKHH 1HIIUHA pecypc, SKIIO Hi, TO OpeHT
HE PO3KPHUE CBOTO MOTCHITIAITY.

Juzaifn OpeHIy, 3alyCK Ta KepyBaHHS — BKJIIOYAIOTh K JIIOJCBKI Ta (piHAHCOBI
pecypcH, Tak i CHiBpOOITHHHITBO (paXiBI[iB 3 PI3HUX AUCHUHUIUIIH, TaKUX SK IU3AMH,
MapKETUHT, YIPaBIiHHS IepCOHANIOM, (piHAHCH Ta yIPaBIIiHHS.

Pexnamui areHmii Ta XOJJIMHTH, $KI KOMIIaHIi BHKOPHCTOBYIOTH Ha YMOBax
ayTCOPCIHT, JJIA CTBOPEHHS OpeHay, 3aiiMaloTh POJIb YIPAaBIIHHSA Ta KOOpPJIWHAIII B
mporieci OpeHIUHTY, aje 3arajbHe YMPaBIiHHS Ta KOHTPOJb HAJEKHUTh BIAMOBIIATBHIN
oco0i 3 camoi KoOMmMaHii sKa 3aMOBJS€ TOCIYyTH. BpEeHIMHT CKIamaeThcsi 3 Jg00pe
OpraHi30BaHOTO TPOLIECY, 3 YITKUMH CTaalIMH, CKJIQJHICTh Ta PI3HOMAHITTS SKHX
3MIHIOETBCS JIMINE 3 MPUYHMH, TIOB'SI3aHUX 3 po3MipaMu opraxizaiii. Po3poOka OpeHay e
TOYHA METOJMKA, [0 BUMAarae IMOEJHAHHS MOXXIUBOCTEH aHami3y, CTpPaTEriyHOTrO
MUCJICHHS, BUTPAITHOTO JU3aiiHy, @ TAKOK TOYHOTO YIPABIiHHS IPOEKTOM.

JeBin Aakep Bu3Havae OpeH] K "yHiKalbHE iIM’ST 200 CHMBOI, KU HEOOX1THHIA
JUTst i1eHTrdiKaIlii TOBapiB AKi HAJIekKaTh NMEBHINA KOMIAaHIT 1 BIIPI3HSE iX BiA KOHKYPEHIIIl.
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Kpim OpeHniB € TakoX CHOXHBYI OpeHau (ToBapu), SKI HE MalTh HISKOI
iHaMBITyatbHOCTI."[2]

[Tin yac OpeHAMHTY YacTO pIlICHHS MPUAMAIOTHCS MiJ THCKOM, ISl JOCSTHECHHS
KOPOTKOCTPOKOBOT MPOAYKTUBHOCTI. Lle MOoxke OyTH HOCATHYTO IIISXOM «EKCILTyaTarii»
OpeHmy, OO0 TPHU3BOOUTH, B COBOIO 4Yepry A0 HOro 3HONICHHS, TOMY WO OpeH.
pO3MIMPEHU 0 Takoi MIpH, IO KWOro OCHOBHI acoIliaiii CTaroTh CIAOKIMIMMH 3a iX
edexTuBHICTh. KoM «KOHCTPYKIIish» OpeHIy 3HMINEHA, JIOSJIBbHICTh 3MEHIIYETHCS, a I[IHU
CTAHOBJIATHCS MPIOPUTETOM YHHHUKOM TIPH KYITIiBJIi.

[Nepmii Kpok 10 po3yMiHHS BaroMocCTi LIHHOCTI OpeH 1y, HEOOXiJHO 3pO3yMiTH, 1110
€ OCHOBOIO JIsl CTBOpeHHs OpeHay. LIiHHICTh OpeHy po3risaaeThCsl aBTOPaMHU SIK Hadip
aKTHUBIB 1 3000B's13aHb, MMOB’A3aHUX 3 OpPEHIOM, HOro iM'AsM 1 CUMBOJIOM, 110 HaOyBalOThb
IHHOCTI B 04aX CIIOKHUBAYiB.

AKTHBU Ta IacUBU OpEHAY MOXYTh OYTH 3rpyNoBaHi B I'ITh KaTeropiil: JOSIbHICTh
10 OpeHy, BU3HAHHS 1M'sl, CIPUMHSTTS SKOCTI, acorialii 3 OpeHa0M Ta TOBAPHUM 3HAKOM,
Ta CIPUUHATTA IiJI 9ac WOro MOKYNKHU (B KaHajlaxX po3noiiny). JlosiapHICTE 10 OpeHay
OCHOBHOI TPYNH KJIEHTIB, SBJISE COOOIO SAPO IIHHOCTI OpeHmy. SIKIIO JTH0au KYMYHOTh
OpeH], HaBITh MOPIBHIOIOYMA HMOTO 3 1HIIMMHU KOHKYPYIOUMMH MPOIYKTAMH 3 YyJOBUMU
¢GyHKLIAMH, I[IHAMH 1 3pY4YHICTIO, TO LIHHICTH OpeHAQy 3HauyHa. BmizHaBaHicTh OpeHmy
norpedye MiHIMAIBHOTO piBHSA 3HaHHS OpeHxy. Xopome racio abo JeBi3 Moxe
JIOTIOMOITH OyTH TOMiYeHMMH 1 3rajaHuMu. CHOpUMHATTA  sKOCTI OyIqyeThCcst Ha
0COOJMBOCTSX MPOIYKTY, TaKUX SK HAIIMHICTH 1 NPOAYKTHBHICTH, Ta HEMaTepialbHe
BiuyTTs 10 Openy. [lo3uiionyBaHHS TICHO TIOB'SI3aHE 3 TAKUMH TOHATTSIMH, SIK aCOITiaIii
Ta 00pasw, 1o B CBOIO YEPTy € OCHOBOIO JJIsI KOHKYPEHIIIi.

Acorriarist 3 OpeHI0M — 11 Oy/Ib-SKHI 3B'S30K 3 OPEH/IOM y TaM'sTi MOKYMIIS, 1 BiH
Oyne CwiIbHIIIe, SKIIO BOHA 3aCHOBaHA Ha JIOBFOMY JOCBiTY BUKOpUCTaHHsS. [liHHICTB
OpeH1y IPUHOCUTH OLIBII BUCOKHI MPUOYTOK, IO J03BOJISIE BCTAaHOBJIIOBATU MpPEMiyM
I[iHK 1 HE BUKOPHUCTOBYBATH aKIIii; TaKOX MPHU3BOJIUTH 10 PO3BUTKY Oi3HECY 3a paxyHOK
po3MupeHHs OpeHy, 1 BiH OTpUMY€ PUBLJICHOBaHE CTAHOBHUIIE JUI 3aCTOCYBAHHS PI3HUX
MapKEeTUHTOBUX TporpaM. Burparn kommaHii Opi€eHTOBaHI Ha Te, MO0 MONIMIIUTH
3aKyIIBIII0, TWU3aiiH MPOIYKTY, BUPOOHHIITBO, 30yT Ta JIOTICTUKY. AJe s OaraThbox
MIAPUEMCTB, OpeHJ 1 Te, 10 BiH SBISE COOO — HAWOUIBII BaKJIUBUN aKTHUB
(KOHKYpEHTHA TIepeBara).

Omninka 1iHHOCTI OpeHy OlnbIlle HE SBISETHCS CbOTOJIHI YUMOCH HE3BHUYAHHUM B
cBiTOBIM mpakTuii. [lounHarounm 3 apyroi mojmoBuHU 80-X pOKiB, KOJIU Oynu 3poOieHi
nepur OIHKM LIHHOCTI OpeHIy, TUCAYl KOMIaHIM MO BChOMY CBITY 3BEPTAIOTHCS 10
CHeIiali30BaHUX KOHCYJIBTAHTIB JJIs OIIIHKK CBOiX OpeHmiB. Mopneni OIiHKH OpeHIiB
3aCHOBaHI Ha  TPAgUI[IMHUX  OMIHOYHHUX 1  (IHAHCOBMX  METOAaxX, SKI €
3araJlbHOTIPUMHATUMH, TaKOX Ha JOCBiIl Ta 3HaHHAX (axiBIiB B 00JIACTI MapKETUHTY,
OpeH/IIB, CMOXXMBYMX JOCTIIKEHb, ()IHAHCOBOI Ta IHTEIEKTYyaJIbHOI BIaCHOCTI. JlopeuHo 1
nobpe 3acTocoBaHa  MOJIETb OIIHKH, 3a0e3leuye BJIaCHUKAM OpeHJIB HE TIJIbKH
(G1HAHCOBY IIHHICTb, ajie i TOCB1JT TS TIOJIAJIBIIIOTO 3POCTaHHS OpeHTY.
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3amouaTKyBajia OI[IHIOBaHHS OpeHIy KOHCaJTHHTOBa kommadis Interbrand, asa
JECATWIITTSA TOMY, Ta MOKa3ajia sIK I[IHHICTh OpeHay Moxe OyTH BUMIpsSHA B TPOIIOBOMY
€KBIBAJICHTI.

Penyramiss  3aBxau  copuiiMaeTbes  SIK  BaXIMBHHA - akTop |y  Oi3Hecl. VY
OyxraJlTepChbKOMY OOJIIKY TOHAJl CTO POKIB BHKOPHCTOBYE TEPMiH JIOJIaHOI BapTOCTi, TE
[0 He MOXe OyTH BIHECEHO J0 MaTepialbHUX aKTHBIB 1 BXOJUTH 10 amMopdHOI Macu
HEeMaTepialbHUX aKTUBIB. Y JPYTid MOJIOBUHI MHHYJIOTO CTOMNITTS, B MEPiOJa 3JIUTTIB Ta
NOTJIMHAHb, & TAKOX PO3BUTOK PUHKY KamiTany (4epe3 yroiu, Mo BKIOYAIH HE TUIbKA
MarepianbHi aKTUBH) MMOKa3ajH, M0 Oi3HEC MOBHHEH OyTH OLIIHEHWU HE TUIBKU 3a HOTro
marepianbHi aktuBH ("¢paOpuxu"), 1 1m0 HeMaTepiadbHI aKTUBH MOXYTb MaTu OLIbIIy
[IHHICTh AJI1 KOMMaHii. BpeH BUIUISIBCS B OCTAaHHI JECATHIIITTS K MacOBUU TeHEpaTop
BapTOCTI B 0araTbOX raiy3six, i TaKUM YUHOM OLIIHKAa CTa€ HEOOXITHOI, a TaKOoX
"BUKJIIOUEHHS" LIHHOCTI OpEeHIY B pO3paxyHOK J10aHOi BapTOCTi (y TOMY YHCII MATEHTH,
aBTOPCHKI TIpaBa, HOYy-Xay, 1 Tak gami). bpeHa iHoal Ha3WBaIOTh "MPUXOBAHUHN KarmiTanl
TOMY IIIO B OUTBIIIOCTI BUIIAJIKIB BiH HE 3'SIBISIOTHCS y (DiHAHCOBIM 3BITHOCTI KOMIAHIH.

PerenpHuii migxig 70 METOAIB OLIHKKA OpeHIy mepeadadae MHUPOKE 3aCTOCYBAHHS
(¢iHAHCOBUX METOMAIB, TaKWX SK METOJ JAUCKOHTYBaHHS TIpOIIOBHX NOTOKIB. Jlns
JMOCATHEHHSI IUX TPOIIOBHX ITOTOKIB, MOB'S3aHUX 3 OpEHJOM, BUKOPHCTOBYIOTH JBa
OCHOBHMX Tiaxoau. OQuH 3 HUX, Ma0yTh HAMMPOCTIIINI: BIH 3aCTOCOBYE CTAaBKY POSUITI
Ha 3araJbHOMY 00CsI31 MPOJIaXKiB MPOTHO3YIOUH B TE€OPIi, IO SKIO BU HE BOJIOAIETE CBOIM
BJIACHUM OpPEHJIOM, BM TIOBHMHHI MAaTH JIIEH3110 Ha OpeH | BiJl TPEeThOi 0COOM 1 3aIIaTUTH
BIJICOTOK. [HmIMMM clloBaMHM, MarO4M CBIA BIIacCHWM OpeHp, BU '"30epiraere" rmiarty 3a
KOXKHY OJIMHMIIIO TMPOJAHOTO MPOAYKTy. TpymHomii B Tomy, o0 3HAWTH BiAMOBIAHY
OIIIHKY, OCOOJIMBO TaM, Jie HEMa€ HIAKOI 1ICTOPii 1 0OMeXeHa KUTbKICTh yroJ, HapHUKIaa y
BUIIAJIKy YKPAlHCBKOI'O PUHKY.

Jdpyruii minxin, OUTbII CKIIQJIHUM € OJHUM 3 THUX SIKMi BuKopuctoBye Interbrand
(s crBopennst Best Global Brands 2014) i mae Ha yBasi "po3nonin" nmpuOyTky Oi3Hecy
JI0 TOTO, SIK BU3HAUEHO BHECOK OpeHJy B BapTicTh. B 000X migxomax BHMipIOBaHHS
cunn/cTabibHOCTI OpeHAy HEOOXITHO I TOro, mo0 JAOBECTH, IO I[HHICTH ICHYE, Ta
OI[IHUTH PU3UKH.

OcranHiil aHami3 miHHOCTI OpeHmy Bumymennit Interbrand y 2014 p moxkasye, 1o
HaiminHimmM Opengom craB  Apple (118,863 mimsspais monapis), tomi sk Google
(107,439 MinesapaiB goyapiB) ke Ha IPyroMy MICIIi.

Apple, Google, Coca-Cola, € Tppoma HaiikpamumMu OpeHIU B CBITi, KPIM IIbOTO
3HayHuii pict (+86%) mMopiBHIOIOUM 3 MUHYIMM pOKoM mokazye Facebook (14,349
MUIBSIPIIB A0NapiB) Ta 3aiimae 29-e Micie peiitunry. 3HaueHHs: Facebook nemMoHCTpyroTh
MIBUJKUN PICT IIHHOCTI OpeH Iy, BpaXOBYIOUH T€, IO BIIEPILE BiH 3’ SIBUBCS B PEHTHUHTY B
2012 pori, Ta 3aiiMaB 69-€ Mictie (5,4 MUTBSP/IIB T0JIAPIB).

st Toro, no6 Bu3HauuTu nepiri 100 HakmiHAIIMX OpeHiB y cBiti, Interbrand B3sB
JI0 yBaru TPH acTeKTH: (piHAaHCOBI MOKA3HUKHU TOBAPIB 1 MOCIYT, 10 HAJIEKATh 10 OpeHY,
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ponb OpeHay, IO BIUIUBAE HA CIIOXHUBYUI BHOID;

Ta CTYMiHb, B SIKIH OpeHa Moxe

BCTAaHOBUTH MPEMiyM LIHY a00 MOXe MOCTIHHO 30UIbIITYBAaTH TOXOAU KOMIIAHi{..
Kpami mo3umii B peiitunry Interbrand € 6penau 3 chepu TeXHOIOTIH, BpaXxoByIOUH,
10 YOTHUPH 13 IECATHU MPOBITHUX MO3UILiH 3aiimatoTs Apple, Google, Microsoft i Samsung.
VY tabnumi 1 moka3aHni Haikpari 15 OpeHiB 3riHo 3 KiIacu(ikaIli€ew, po3po0IeHO

Interbrand,

BIJIHOIICHHIO JI0 TIONIEPEAHBOTO POKY.

a TaKoXX TIOTOYHE TOKA3HWKU 3pOCTaHHS abo 3aHemamy OpeHAy IIo

Tabnuys 1
HAUKPAIII 15 GPEH/IIB B 2014 p.

Micn Perion/Kpai Bapricth 3mina BapTOCTi
e bpen Ha Tanysn openay ($ m) Openay
1 Apple CHIA Texnomnorii 118,863 $m 21%
2 Google CIIIA TexHOOTIT 107,439 $m 15%
3 Coca-Cola | CIIIA Harmoi 81,563 $m 3%

4 IBM CHIA biznec nociyru 72,244 $m -8%

5 Microsoft | CIIIA Texnounorii 61,154 $m 3%

6 Genera ! CIIA Bararorany3esuii 45,480 $m -3%
Electric

7 |samsung | [UBACHHE lro onorii 45,462 $m 15%

Kopes

8 Toyota SInouist ﬁ;TOMO61J‘IC6y,I[y'BaH 42,392 $m 20%

9 'I\/ICDonaId CIIIA I'pomazicbke 42.254 $m 1%
s Xap4yBaHHS

10 Mercedes- Himeqanna ABTOMOOi11E0YAyBaH 34,338 $m 8%
Benz HA

11 | BMW Himeuanna ’H*;TOMO@H%YHYBE‘H 34,214 $m 7%

12 Intel CIIA Texuounorii 34,153 $m -8%

13 | Disney CIIA Menia 32,223 $m 14%

14 Cisco CIIA Texuounorii 30,936 $m 6%

15 | Amazon CIIIA Texnounorii 29,478 $m 25%

3 HaJBHMX CTAaTUCTHYHUX J@HUX BIJIOMO, IO HANPHUKIAL B KOMIIAHIAX, IO

npalioTh Ha puHKY «bizHec s 6i3Hecy» (anri. Business-to-Business, B2B), «IT», a6o
dapmaiieBTUYHI KOMIIaHii, BHECOK I[IHHOCTI OpeHay HUK4Ye HDK B IHIIMX akTUBax. Ha
BIZIMiHY BiJl IIbOTO, y KaTeropii CHOXHBUOTO PHUHKY, B OUIBIIOCTI BUMAJKIB, OpeHI €
OCHOBHMM aKTHBOM, 3 YacTKOIO, fKi MOXyTh nepeBuinyBatu 50%, 1mo poOuts ioro
OinbIIIe, HIXK YCIX IHIIMX aKTUBIB, pa3oM y3saTux. Ha 1yMKy eKkcnepTiB, 4IeHCTBO B Taly3b
HE 03HAYa€ aBTOMATUYHO, IO Balll OpeH]l Ma€ MEBHY I[IHHICTh. SIKIIO MOBEpHYTH CBOI
OCHOBH1 (pOHIIM, OITBIIICT, KOMIAHIA Ha PUHKY CIIO)KHMBYUX TOBApPiB 3 HE PO3pOOJIECHUM
OpeHioM abo OpeHI0M po3po0IeHUM "CIIOHTaHHO' 0€3 JOSUTbHUX KJIIEHTIB, KOMITaHis HE
MaTHUMe 3HA4YHOI MIHHOCTI. IcHYy€e NilicHO Opak MeBHUX HaBHYOK (POPMYBAHHS OIIHIOBAHHS,
y 3B’S3KYy 3 30CEPEDKCHHSIM Ha KOPOTKOCTPOKOBUX IIUISIX 1 BIACYTHOCTI CTpaTerii
dopmyBanHs crparerii BuaHi. OuiHka OpeHly CTBOPIOIOTHCS I BHYTPILIIHBOI ayAuTOpii
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(YynpaBiiHHA, akI[iOHEpiB), Ta BUKOPUCTOBYIOTbCA Ui TOTrO, ILIO0 TOKa3aTH CBil
HEBUKOPUCTAHUH MMOTEHIIAN 32 PaXyHOK LIHHOCTI OpeHy.

VY OpeHIuHTY, BUKOPHCTOBYIOTHCS HOTHPH KIIIOUOBI TOKa3HUKHU €(EeKTUBHOCTI,
po3pobieni Young & Roubicam agency ta Bukopucrani B «<BAV» (Brand Asset Value)
aHaiizi, a came: auQeEpeHIiais, akTyalbHICTh, pernyTarlis, Bu3HaHHA. Sk 1i daxkTopu
CIPUAMAIOTBCS CHOXXHBAYaMH, Oy/le BU3HAYATH CHIY KOKHOTO YHMHHUKY 1 BiTHOUICHHS
MDXK (haKTOpaMy BH3HA4Ya€ MIOTOYHE MOJIOKEHHS OpeHTY.

Jlnst OubIl ACTAJIBHOTO BiJCTEKEHHS TMOKA3HUKIB 1 BCTAHOBJIEHHS MPaBUIBHUX
CTpaTerii, 10 BUILUTUBAIOTH 3 OL[IHKH, YOTHPH MMOKA3HUKU PO3JAUICHI Ha JIBI TPYIHU TaKUM
YUHOM: CHJIa OpeHAY CKIAJa€Thcs 3 TU(EPEHIIIOBAaHHS Ta aKTYaJIbHOCTI MapKH, CTaTyc
OpeHay cknamaeTbes 3 penytamii 1 3HaHHS. Cuiia OpeHIy CKIAaeThes 3 TOKA3HUKIB
aBaHrapHOI 1 MAPKHU CTATyCy CKIIQAAETHCS 3 MOKA3HUKIB CTSKEHHSI, IEPIIIi 1Ba MTOKA3HUKU
€ Ti, IKl BU3HAYAIOTh 30BHIIIHIA BUTJISAA ABOX 1HIIKX.

KoskeH 3 90THPhOX MOKA3HUKIB Ma€ CBOE 3HAUYCHHSI, a CaMe:

e nudepeHmiamis e ABUTYH MO3UII0HYBaHHS OPEH/TY Y CBIIOMOCTI CIIOKHBAYiB;

® AKTyaJbHICTh BIUIMBAE HA TPOHUKHECHHS HA PHUHOK;

e permyTarlisi BiJIoOpa)kae MOMYJISIPHICTD 1 CIPUHHATTS SKOCTI,

® BU3HAHHS BKa3y€ Ha CIOXXMBYY BIICBHEHICTh 1 PO3YMiHHS IO BiJHOUICHHIO IO
OpeHny.

B3aemomist Mk YoTHpMa IMOKAa3HWKaMHU BKa3alOTh Ha PE3yNbTaTH iX aHAI3y Ta
BIJIMOBIJIHICTh CTpaTETii, B PE3yibTaTi 4OT0, OTPUMYEMO YOTUPH OCHOBHI CIICHapii, 1Ba
MO3UTUBHUX 1 JiBa MeHII Oaxkanux. Komu audepentiaris OiibIne, HXK aKTyaldbHICTb, 1€
OaxaHWU clieHapid, OpeHI Mae BHCOKUW TMOTEHINA 3POCTaHHS, KOJIM CITiBBiIHOIICHHS
3BOPOTHE Ta YHIKaIbHICTh OpEHAY 3HUKA€E, TO CIOKMBAU MEPEBAKHO OPIEHTYETHCS Ha
IiHY.

[Ile oauH MO3UTHUBHIN clieHapiid BiIOYBAEThCSA, KOJIM PEIyTallis 3HAYHO BHUIIIE, HIXK
BU3HAHHA, II€ € MPAKTUYHUM JIOKA30M CIIOKMBUOTO Oa)KaHHS JI3HATHCS OuIbIIe PO
Openn. SIKmo chiBBIAHOIIEHHS 3BOPOTHE II€ O3HAYA€E, MO CIOKUBA4 3HAE OLIbIIE PO
OpeH1, HIX JTIOOUTH HOTO.

BucnoBkm. ITo cyti, Open, 11e cTOCYHKH (HErjacHa JOMOBIICHICTD) MiK BJIACHUKOM
OpeHny 1 cnoxkuBavueM. bpeHa Moke 103BOMTH cO01 OB BUCOKY IIHY a00 3a0e3MMeunTr
OUTBII BHCOKY YaCTMHY PHUHKY J0 THX Iip, TMOKM OpeH/ 3HWXKYE PU3MK, MOB'I3aHUN 3
OpojaXeM 1 BIANOBiZa€ IMEBHUM EMOLIHHUM TNOTpedaM CroKuBavya (CTaH, MOYYTTS
MPUHATICKHOCTI 10 TPYIIH 1 T.11.).

Kowmmanis Interbrand moka3zana, Ha mpakTHIll, IO OI[iHKA OpPEeHIy, HaBITh SKIIO IIE
BUMArae CIelliaJbHUX HAaBUYOK, MOBHHHA MPOXOJUTH TaK CaMoO, SK Oylb-sKa OIliHKa
MaTepialbHUX aKTHBIB, J€ OIIHIOBaY BUKOPHCTOBYE TpaaMIliiiHI (piHAHCOBI METOAHM, TaKl
SIK METOJI JUCKOHTYBaHHsI TPOIIOBUX MOTOKIB, MOZEIh OLIHKU JOBIOCTPOKOBHX aKTHBIB,
JIOTIOBHIOIOYM iX TEXHIYHHM, TpodeciiHuM morisaoM. Lle mae BakiuBe 3HAUCHHS LIS
KUTbKICHOI OIIIHKK Ta TIOKa3ye 3MaTHICTh OpeHay CTBOPIOBATH MaWOyTHIM TOXIiH.
3perToro, pe3yabTaToM € LIHHICTb, 0 BiApPi3HsIE OpeH Bl OLIHKH Icuxorpadiynux abo
MOBEIIHKOBHUX MOJIEJICH, SIKi He MAIOTh I[iIHHOCTI. (BmizHaBaHHOCTI OpeHY).
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3HAYUMOCTDb HEHHOCTHU BPEHJIA

3MUMBAJIEBCBKA 10.B., TECEJIEBA H.B., OPMOHOB M.O.

Kuesckuil nayuonanoHwlll yHugepcumem mexHoni02uti U Ou3atiHa

Hean. HccnemoBanwsi 3HaueHWsI I[IEHHOCTH OpeHIa B KadecTBe QakTopa
CTpaTernuecKuX MPEeUMYIIECTB i1 KOMIIAHUH, 00JIaJaronX OpeHaaMu

Metoanka. OrmpenereHne OCHOBHBIX (DAaKTOPOB, BIUSIONIMX Ha CO3JAHHE
[IEHHOCTH OpeH/a, U onpeneneHus ero 3p(HeKTUBHOCTH.

Pe3yabTaThl. BBISBICHB OCHOBHBIE CIOCOOBI MO OIICHKE LEHHOCTH OpeHaa U
c(hOpMyIMPOBAHBI TPUUMHBI MPABUIFHOTO HCIIOIB30BaHMs OpeH/Ia, KaKk BAKHOTO aKTHBA
TPEIIPHUSATHSL.

Hayunass noBu3Ha. [IpeacraBieHbl MOAXOABI K ONPEACICHUIO I[EHHOCTU
OpeHna, ¥ aHAJIM3 BIMSHUS OpEH/Ia HA KOMMEPYECKYIO IeSTeIbHOCTh KOMITaHUH.

IIpakTuyeckass 3Ha4YMMOCTh. [IpoBelneHue HCCIEAOBAHHUS METOAOB OICHKU
IIEHHOCTH OpeH/Ia, M aHAJIU3 JIYYIIUX OPEHJIOB B MHpE.

KuroueBble ciioBa: openo, yennocms OpeHoa,; oyeHka bpenoa, nyyuiue OpeHobvl,
noxazamenu 3¢hpghexmusrnocmu.

SIGNIFICANCE OF BRAND EQUITY

ZYMBALEVSKA U., HESELEVA N., ORMONOV M.

Kyiv National University of Technology and Design

Purpose. Research the significance of brand equity as a factor of strategic
advantages for companies which own brands.

Methodology. Definition of the main factors influencing the creation of brand
value, and determining its effectiveness.

Findings. The research revealed the basic methods of assessing the value of the
brand and the reason of formulated brand as an important asset of the company.

Originality. . The approach to determining the value of the brand, and the
analysis of the impact of the brand on the commercial activity of the company are
presented.

Practical value. Conducting research about the methods of brand valuation and
analysis of the best brands in the world.

Keywords: brand; brand value; brand evaluation; the best brands; performance
indicators.
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