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THEORETICAL ASPECTS OF THE ORGANIZATION BRAND MANAGEMENT

The subject matter of research in the article is the development of the concept of "brand", as well as modern approaches to the
process of brand formation of the organization. Recent decades the concept of "brand" has become widespread. It is applied to the
individual, to the enterprise, and also to government initiatives. However, in the literature there is no single point of view on the
definition of this concept. The goal of the article is to analyze the existing definitions of the concept of "brand" and modern
approaches to the process of brand formation of the organization. To achieve this goal, it is necessary to solve the following tasks: to
collect the definitions of the concept of a brand, given by organizations, scientists, specialists, to analyze these definitions and their
dynamics, to analyze the main features of strategic brand management. The system analysis method was applied to achieve the goal
of the work. Results. The most well-known definitions of the concept of "brand" are given. It is shown that it can be considered from
the standpoint of a company that creates goods or provides services under its own brand, or from the standpoint of a buyer who
perceives this brand. The way this concept evolves over time is analyzed. It is shown that the brands are a combination of tangible and
intangible elements that can be combined into the following groups: visual design elements, distinctive product features (quality,
individuality, sounds, aroma, taste, etc.), intangible aspects of customer interaction with the product or company. quality of customer
service, etc.). Based on the analysis of existing concepts, the own definition of the concept of "brand" is proposed, which meets the
requirements of modernity. The definition of "branding"” is considered. It is shown that brand management uses a variety of marketing
tools and techniques to increase the value of branded goods in the eyes of buyers and that a large proportion of buyers are willing to
pay more for the product of your favorite brand. The main stages of strategic brand management include: determining the position and
value of the brand, planning and implementation of the brand marketing program, measuring brand effectiveness, increasing and
maintaining brand value. The concept of "brand book™ and the advantages of its use are considered. The structure of the brand book is
described. It is shown that it is important for the development of companies to create a marketing strategy for rebranding. In the
process of rebranding, there are usually four main stages, namely: marketing audit, brand repositioning, restyling of its visual
attributes and changing the principles of communication. Conclusions: the definition of "brand" and the use of strategic brand
management and rebranding will form the brand of the organization, which will be better perceived by consumers and will have a
positive image in society.
Keywords: brand; definition; branding; brand book; rebranding; stages.

Introduction J.  Wiechmann, AW. Bulanov, E.A. Rudaya,
D.A. Shevchenko and others. These definitions, on the

In the modern world, it is difficult to find a person
who would never use the word "brand” or did not have
even the slightest idea about its content, because at this
stage of human development, this term permeates almost
all aspects of society. Today, the term "brand"” can be just
as easily applied to a utility, charity, football team,
badminton team, celebrity, or in general - to a government
initiative, as previously applied exclusively to wrap in
branded material packaging [1].

In general, the word "brand" comes from the Old
Norse "brand", which translates as "smoke, fire", and the
origins of its history can be found in the days when
pastoralists burned certain characteristic symbols on the
skin of cattle in order to then be able to distinguish
animals that belonged to different owners [2]. Thus, even
in ancient times, the "brand" was perceived as a
distinctive feature that helped to distinguish the product or
property of a particular owner from hundreds of other,
outwardly very similar products.

However, still, despite the limitless scope of the
concept of "brand" and its rich history, even in the
specialized literature on branding it is impossible to find a
single definition of this term.

Analysis of recent research and publications

one hand, differ significantly from each other, on the other
hand, undergo changes over time. Definitions of this
concept are closely related to the processes of forming a
competitive brand of the organization.

Purpose of the work

The aim of the article is to analyze the existing
definitions of the concept of "brand" and modern
approaches to the process of brand formation of the
organization. To achieve this goal it is necessary to
perform the following tasks: to collect definitions of the
concept of brand, which are given by organizations,
scientists, specialists, to analyze these definitions and their
dynamics, to analyze the main features of strategic brand
management.

Research results

The definition of "brand" in recent years has been
devoted to the works of such authors as S. Ahmad,
L. De Chernatony, R. Clifton, D. D'Alessandro,
F.-R. Esch, J. Gregory, K. Keller, Ph. Kotler, M. Owens,

The essence of the brand and its main components.

The American Marketing Association defines
"prand" as "a name, term, mark, symbol, design, or
combination thereof, intended to identify the goods or
services of one seller or group of sellers, and to
distinguish a product or service from goods or services of
competitors" [3].

ISO 10668: 2010 [4] defines a "brand"” as an
intangible asset related to marketing, including, but not
limited to, names, terms, signs, symbols, logos and
designs, or a combination thereof, designed to identify

© 0. Kononenko, 2021



CyuacHuii cman HayKogux 00criodcenb ma mexnonoeitl 6 npomuciosocmi. 2021. Ne 1 (15)

ISSN 2522-9818 (print)
ISSN 2524-2296 (online)

goods, services or organizations, or a combination of
them, which creates different images and associations in
the minds of stakeholders, thereby generating economic
benefits/values.

Many scholars and practitioners in the field of
branding, studying the question of how to correctly
interpret such a fundamental concept as "brand", tried to
provide their own options for its definition. The most
well-known of them are listed below in table 1.

Which of the proposed brand definitions is the most
complete and meaningful? Which researcher's approach
allows to identify the fundamental features of the concept
of "brand" at a deep level? The answer to these questions
is very difficult to provide, because the difficulty of
unambiguous interpretation of the brand is due to a
number of reasons. First, the brand, like any other
complex phenomenon in marketing, is multifaceted. It
can be viewed from the standpoint of a company that

creates goods or provides services under its own brand, or
from the standpoint of a buyer who perceives this brand.
The desired image of the brand that the organization
would like to get and its perception by customers in reality
does not always coincide. Thus, the choice of different
aspects and points of view provides a multifaceted
interpretation of the concept of "brand". Secondly, it is
necessary to distinguish between specific and abstract
definitions of the brand, because much depends on the
level of specification and the context of application of this
concept. Third, the very concept of "brand" is constantly
evolving under the influence of changes in the external
marketing environment and, as a consequence, is filled
with new meaning [13]. This is to meet the demands of
consumers, which are changing, including as a result of
gaining experience related to the product or service, as
well as to constantly maintain and increase
competitiveness [14, 15].

Table 1. Approaches to defining the concept of "brand" of different researchers

Definition

Researcher

A brand is not a thing, a product, a company or an organization.

in the form of consciousness or specific people or society.

Brands do not exist in the real world - they are mental constructions. A
brand is best described as the sum of a person's entire experience, his
perception of a thing, product, company or organization. Brands exist

James R. Gregory, from the book "Leveraging the
Corporate Brand" [5]

We define a brand as a trademark that in the eyes of the consumer
absorbs a clear and meaningful set of values and attributes. The

The main thing to remember is that brands are not created by the
manufacturer. They exist only in the minds of consumers.

products are made in the factory. But a product becomes a brand only
when it acquires many tangible, intangible and psychological factors.

Charles Brymer, General Manager "Interbrand
Schecter" [6]

hear the name.

A brand is more than just advertising or even marketing. This is all
that comes to a person's mind about a product when they see its logo or

David F. D'Alessandro, General Manager "John
Hancock", from the book "Brand Warfare: 10 Rules for
Building the Killer Brand" [7]

A brand is a set of perceptions in the consumer's imagination.

Paul Feldwick, Executive Director of Strategic
Planning, BMP DDB, International Director of
Branding Planning, DDB [6]

value that best meets his needs.

A brand is an identified product, service, person or place created in
such a way that the consumer or buyer perceives the unique added

Leslie De Chernatony, Professor of Brand Marketing
and Director of the Center for Research in Brand
Marketing at Birmingham University Business School,
author of several books on branding [8]

Brands are figurative representations stored in the memory of
stakeholders, which perform the functions of identification and

products and services.

differentiation and determine the behavior of consumers in choosing

Franz-Rudolf Esch, Professor of Marketing, University
of Giessen, Germany, Director of the Institute for Brand
and Communication Research ("Institut fiir Marken-
und Kommunikationsforschung") [9]

buyers.

Brand is a name that influences the behavior of market consumers /

Jean-Noel Kapferer, Professor of the School of
Management HEC (France), recognized specialist in
branding [6]

to a certain group of people, evokes in their memory similar
information and a similar attitude to real or imaginary objects

A brand is a commercially valuable sign or sum of signs that is known

A.V. Bulanov, from the book "Brand 2.0. From
philosophy to practice” [10]

(interpretation). The brand is able to influence the behavior of this
group of people in the interests of its owner, which creates its
commercial value. The commercial value of a brand is also determined
by how easily it can be detached from one object and transferred to
another object or group of objects while maintaining its interpretation.

Brand is a sign, symbol, word or combination thereof that helps
consumers distinguishing the goods or services of one company from
another. The brand is perceived as a well-known brand or company
that occupies a special place in the minds and psychology of consumer
segments from the masses of their own kind.

D.A. Shevchenko, from the book "Advertising.
Marketing. PR" [11]

A brand is a receptive sign of an organization and its products, by
which the consumer can distinguish the organization and its products
from others.

Chovanova, H. H., Korshunov, A. 1., & Babc¢anova, D.
[12]
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Leading brand management specialist Leslie de
Cernaton in his book "From brand vision to brand
evaluation. Strategic process of brand growth and
strengthening™ identified and summarized the main
approaches that interpret the brand [16]. We have
displayed his achievements in the form of a diagram
(fig. 1).

Obviously, a concept "brand" evolves together with
development of world economy, for this reason already a
long ago from a simple method for distinguishing of
commodities of different producers a brand grew into the
difficult, complex phenomenon that includes for itself
quite a bit constituents and carries in itself deep
maintenance. It is worth noting that even Philip Kotler has

revised his own definition of the brand several times,
constantly expanding its value. Thus, first, the founder of
modern marketing management theory defined a brand as
a name, term, trademark, symbol, image, or a combination
thereof, designed to identify the goods and services of one
seller or sellers and differentiate them from the goods and
services of competitors. However, a little later F. Kotler
clarified his previous definition: "A brand is any name,
title, trademark, etc., which have a certain meaning and
associations" [18]. Finally, Kotler's interpretation of the
brand was transformed into: "Brand is a complex concept
that can express six meanings: 1) attributes; 2) benefits; 3)
value; 4) culture; 5) individuality; 6) user." [19].

Bastc approaches that interpret the brand

From the company's position:
* identification system

* risk reduction tool

* brand contract

*added value

Fig. 1. Varieties of brand interpretations

The above definitions of the brand, proposed by
Philip Kotler, actually lead us to the conclusion of what
elements make up the brand - it contains all possible
characteristics that distinguish goods and services from
one seller to another: name, design, style, symbols, points
interactions with customers, etc., and in general all
elements of the brand work as a psychological trigger or
stimulus that evokes an association with all other thoughts
about the brand. Thus, brands are a combination of
tangible and intangible elements that can be combined
into such groups:

1) Visual design elements: name, logo, corporate
colors and fonts, slogan, packaging, graphics, shape, etc.

2) Distinctive features of the product: quality,
individuality, sounds (unique melody or set of notes can
become a characteristic feature of the brand), aroma, taste,
etc.

3) Intangible aspects of customer interaction with the
product or company: reputation, quality of customer
service, etc. [20].

Thus, the brand can be defined as a holistic image,
which gradually develops in the minds of the target
audience, based on all the information received, which
relates to all aspects of the brand owner.

Modern approaches to the process of forming a
competitive brand of the organization.

Creating a brand, despite the objective complexity of
this task, is only the beginning of another infinitely
long process called brand management, because for a

From the consumer's point of view:
» image in the perception of consumers
» aftitude, relations

brand to continue to succeed, companies must constantly
make concerted efforts to ensure its dynamic
branding.

In 2001, Molly Hislop defined branding as the
process of establishing a connection between a company's
product and its emotional perception by customers in
order to differentiate itself from competitors and build
loyal relationships with customers [21]. In 2004 and 2008,
Kapferer and Keller, respectively, published their vision
of branding, in their view: "Branding is meeting
customers' expectations and constantly meeting their
needs" [22].

According to [23], brand management is the process
of maintaining and improving a brand so that its name is
associated with positive results. A brand is what
customers think of when they see or hear a brand name, ie
a brand is the image and individuality of a product or
service offered by a company. Brand management, in
turn, uses a variety of marketing tools and techniques to
increase the value of branded goods in the eyes of
customers. Based on the goals set by the marketing
strategy, brand management allows product prices to grow
and create loyal customers through positive associations
and images, or good awareness of potential consumers
about the brand. For example, Scott Davis published a
study in his book, which indicates that 72% of buyers are
willing to pay a price for a favorite brand that is 20%
higher than the price of the nearest competing brand; 50%
of buyers are ready for a similar excess of the price by a
quarter, and 40% are even willing to overpay
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a third of the price in order to buy a product of a certain
brand [24].

Thus, proper brand management can increase loyalty
to it, which in turn forces customers to return, which in
turn directly affects the company's benefits. Simply said, a
successful brand allows its rights holders to raise product
prices and increase their own profits. In fact, without
smart brand management, most global companies would
not have achieved such success.

The authors of [25] conducted a survey of consumers
and concluded that brand knowledge has a great influence
on consumer behavior, and this result is statistically
significant. Brand knowledge includes brand awareness
and brand image. People are switching from local to
branded products. They like to use branded products to
show their status, power and wealth.

In [26], based on a survey of 200 graduates and
working young people, it was concluded that there is a
strong statistically significant positive correlation between
advertising and brand preferences, as well as the
relationship between customer income and brand
preference.

The process of strategic brand management is
necessary to create and maintain brand value. Developing
a strategy that successfully maintains or improves brand
awareness, strengthens consumer associations with it,
emphasizes the quality and usefulness of the brand, is an
important task of brand management. In general, in the
process of strategic brand management, researchers
identify the following main stages:

1. Determining the position and value of the brand.

The first step in the strategic brand management
process begins with a clear definition of what a brand
should be in terms of value to consumers, and how it
should be positioned in a competitive market. Philip
Kotler notes that brand positioning is a set of actions of
the company to form its offer and build an image so that
the brand occupies a special and significant place in the
minds of the target consumer.

2. Planning and implementation of a brand marketing
program.

Brand building is the next step in managing an
organization's brand. This stage of forming a holistic
brand involves planning such components as pricing,
packaging, customer service and more. In addition, during
this stage, techniques are developed to build a
recognizable brand and further support consumer
awareness of it, i.e. at this stage; strategies for marketing,
branding and advertising are agreed.

3. Measuring brand effectiveness.

It is important not only to create a brand, but also to
constantly measure and monitor its effectiveness against
competitors and other market dynamics. There are several
different theories as to which parameters best reflect the
effectiveness of a brand. Let's focus on the list proposed
by D. Aaker, which includes such indicators as: brand
awareness, perceived quality / brand leadership, brand
loyalty, brand associations and indicators of market
behavior (e.g., market share) [27].

4. Increasing and maintaining brand value.

The final stage in the process of brand management
after evaluating the effectiveness is to work on improving
the brand image to ensure the growth and maintenance of
brand value. Brand value is a measure of the quality it
offers [28].

In general, according to a study by Lucidpress,
consistent and continuous branding can increase the
company's average annual profits by about 23%, but
despite these statistics, only a quarter of organizations
have their own official brand book (or brand style guide)
whose recommendations they really follow. In fact, about
60% of companies admit that the product they create does
not always meet the principles of their brand [29].
Although it is consistent adherence to the developed
principles that helps companies achieve the coherence
needed to form a recognizable brand, positive associations
and, as a result, gain customer loyalty.

A brand book or brand style guide is an official
document that sets out specific guidelines for maintaining
brand identity in all external and internal communications.
Brand books often contain clear recommendations on the
correct use of the logo, corporate colors, acceptable
manipulation of images and photos, information about the
voice/tone of the brand ("Tone of voice"), etc.

The most obvious advantage of having, and most
importantly - the constant use of a brand book, is that it
provides an organization that works under its own brand,
consistency and unity, which help to form the identity of
the brand image. All this over a longer period contributes
to the emergence of trust and loyalty from the target
audience.

A brand book is usually created according to a
certain structure and consists of three main sections:
"About the brand”, "Recommendations for visual
content”, "Principles of communication”.

The section "About the brand" prescribes the
mission, values and target audience of the brand.
Identifying these points at the outset is a key to further
creating a logical and holistic image.

In the section "Recommendations for visual filling"
you need to provide all the necessary information about
the following elements:

1) Logo: its location, variations for different
platforms and channels, colors, sizes and proportions;

2) Corporate colors: color palette and texture,
necessarily their monochrome version;

3) Fonts: corporate typography, which is used in the
titles and main texts of official documents;

4) Photos:  their style and basic
accompanied by specific examples;

5) Other: brand names, patterns, graphics, icons,

The final section "Principles of communication”
describes in detail the principles of communication
between the brand and its target audience, they include:

1) Language: official-business, informal;

2) Tone: authoritative, caring, conservative, friendly,
provocative, humorous, etc.;

3) Style:  formatting, use of terminology,
admissibility of slang and its limits, branded "emoji";

4) Presence in social networks: types of publications,
time of publications, different styles of social media;

principles,
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5) E-mails: structure, signature and tone;
6) Readability and grammar: types of sentences and

their length, capital letters, numbers, abbreviations,
abbreviations [30].
Thus, it can be argued that the brand is

a well-thought-out system of associations that
identify it in the eyes of consumers, and the brand
book helps the company to adhere to the chosen
concept and consolidate the image of the brand in the
market. However, sometimes companies no longer want
or can maintain a stable image, and they need
to make changes to brand positioning, separate
from the negative nuances of previous branding, broadcast
a new philosophy of the organization, expand or change
their target audience, or transfer the company to higher
level. To solve such problems, there is a marketing
strategy of rebranding, which creates a new name, logo,
slogan, design, concept or combination for the existing
brand in order to form a new, differentiated identity in the
minds of consumers, investors, competitors and other
stakeholders’ parties [31]. This often involves radical
changes in brand image, marketing strategy and
advertising topics.

In the process of rebranding, there are usually four
main stages, namely: marketing audit, brand repositioning,
restyling of its visual attributes and changing the
principles of communication. Let's consider in more
detail what measures each of the specified stages
provides.

Marketing audit. The main goal is to assess brand
awareness and loyalty to consumers, study the images and
associations it evokes in the target audience, and
identify the strengths and weaknesses of the brand, its
competitive  advantages, and the presence of
barriers to its positive perception. Based on the
results of the marketing audit, a decision is made
as to whether there is a need to reposition
the brand.

The main task of brand repositioning is a significant
change in the perception of the target market of its key
advantages and features against the background of other
proposals in a competitive market [32].

Restyling is a change in the design and visual
attributes of a brand (logo, corporate identity, colors, etc.),
i.e. it is a cosmetic change in its appearance. The task of
transforming the ideology or positioning of the brand is
not related to restyling, but the design change is in
accordance with the previously developed new
characteristics of the brand.
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Changing the principles of communication involves
the use of a new style of communication with the audience
(changing the tone of messages, communication channels,

etc.) to convey information about the updated
characteristics of the brand [33].
Conclusions

The paper shows that the existing definitions of
"prand" differ significantly from each other. The reasons
for the differences are that this concept can be considered
both from the standpoint of the company and from the
standpoint of the buyer, the level of specification or
abstraction may also differ. In recent years, there have
been transformations of this concept from name, term,
trademark, symbol, image or their combination to a
complex concept that reflects the elements of visual
design, product features, and intangible aspects of
customer interaction with the product or company. Based
on the analysis of existing concepts, the own definition of
the concept of "brand" is proposed, which meets the
requirements of modernity.

The definition of "branding™ is given. It is shown
that brand management uses a variety of marketing tools
and techniques to increase the value of branded goods in
the eyes of buyers and that a large proportion of buyers
are willing to pay more for the product of your favorite
brand. The main stages of strategic brand management
include: determining the position and value of the brand,
planning and implementation of the brand marketing
program, measuring brand effectiveness, increasing and
maintaining brand value.

The concept of "brand book™ and the advantages of
its use are considered. The structure of the brand book is
described. It is substantiated why it is important for the
development of companies to create a marketing strategy
for rebranding. There are four main stages of the
rebranding process, namely: marketing audit, brand
repositioning, restyling of its visual attributes and
changing the principles of communication. It is
shown that the above definition of "brand" and the use of
strategic brand management and rebranding will form the
brand of the organization, which will be better perceived
by consumers and will have a positive image
in society.

The results of the work will be used in conducting a
marketing audit of the existing brand of the organization
providing educational services, and, if necessary, in
developing proposals for its rebranding.
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TEOPETUYHI ACHEKTH YIPABJIIHHA BPEHJIOM OPT AHI3AIIII

IpeameroM HOCTIKEHHS B CTATTi € PO3BUTOK MOHATTA "OpeHA", a TakoX CydYacHI MiAXOIHW JO mporecy (GopMyBaHHA OpeHIy
oprauisartii. [IoustTst "6per” B OCTaHHI AECATHIITTS HaGyT0 MIMPOKOTO TOHPEHHS. JI0T0 3aCTOCOBYIOTH i 10 OKPEMOi 0COBHCTOCTI,
1 1o mANpHEMCTBA, 1 10 JeprkaBHUX iHiriaTiB. OJHAK B JTiTepaTypi HEMA€ €JUHOI TOUKH 30pYy 3 IPHBOJY BU3HAYECHHS [[bOTO TOHATTS.
MerTo10 po0GOTH € aHaI3 iCHYIOYMX BU3HAYEHB MOHATTS "OpeHa" i cydacHuX MiXOiB /10 mpouecy GopMmyBaHHs OpeHIy opraHizaril.
Jlnst mocsirHeHHs i€l MeTH HeoOXiIHO BUKOHATH HACTYIIHI 3aBJaHHs: 3i0paTH BU3HAYCHHS MOHATTS OpeH., sKi aHi OpraHizalisiMH,
HayKOBISIMH, (axiBLsIMU, NMPOAHATi3yBaTH Lii BU3HAYCHHS Ta iX AMHAMIKY, NMPOaHai3yBaTH OCHOBHI OCOOJIMBOCTI CTpAaTEridyHOro
ynpasiiHHs OpeHaoM. st JOCATHEHHS METH poOOTH 3aCTOCOBAHUI METOJ CHCTEMHOTo aHamizy. PedyabraTu. HaBeneno HaiOinbI
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BiZloMi BU3HaueHHs MOHATTs "Opena". IToka3aHo, 10 HOro MOXKHA PO3IJILAATH 3 MO3MINI KOMMAHII, 10 CTBOPIOE TOBApH 4YM HAJa€e
TIOCIIYTH MiJ BIAacHUM OpeHmoM, abo X 3 MO3umii MOKymIs, sKWi chpuiiMae neit Openn. IIpoaHamizoBaHO, SK €BOJNIOIIOHYE Iie
MOHATTS 3 9acoM. [lokazaHo, Mo OpeHIM SBISIIOTH COOOIO NMOETHAHHS MaTepiaJbHUX Ta HEMaTepialbHHUX eJIEMEHTIB, sSKi MOXKHA
TIOETHATH y TaKi TPYNHN: eIEMEHTH Bi3yaJIbHOTO TU3aiiHy, BIAMIHHI 0COOIMBOCTI IPOAYKTY (SAKiCTh, IHANBINyaNbHICTh, 3BYKH, apOMarT,
CMaK TOIIO), HEeMaTepialbHi aCleKTH B3a€MOJI KII€HTIB 3 IPOIYKTOM UM KOMIaHI€I0 (pemyTaris, sKicTb 00CITyroByBaHHS KIII€HTIB
Tomo). Ha ocHOBI aHamizy iCHYIOYHMX MOHSTH 3aIPOIOHOBAHO BIIACHE BHU3HAYEHHS MOHATTA "OpeH.A', sKe BiANOBiZa€ BHMOTaM
cyyacHocTi. PosrmsiHyTo BH3HaueHHS mNOHATTS "OpeHauur"'. [lokasaHo, mo OpeHA-MEHEIKMEHT BHKOPHUCTOBYE PpO3MAITTS
MapKETHHIOBUX 1HCTPYMEHTIB Ta TEXHIK Ui 301IbLICHHS LIHHOCTI OPEHIOBAHOTO TOBapy B OYaxX MOKYIIIB 1 IIO BEIHKa YacTKa
MOKYIIIiB TOTOBa OiNbIlle 3aIUTaTHTH 3a TOBap yiaro0neHoi Mapku. OCHOBHI €Taly CTPATErivYHOTO yNPaBIiHHA OpPEHAOM BKIIOYAIOTh:
BU3HAYEHHsA NO3UNii Ta MiHHOCTI OpeHIy, IUIaHyBaHHS Ta IMIUIEMEHTalis HpOrpaMH MapKeTUHTY OpeHIy, BUMipIOBaHHS
eeKTHBHOCTI OpeHxy, 30UTBIICHHS Ta MiATPUMAHHA WiHHOCTI OpeHmy. PosrmmiHyTo momstTs "OpeHnOyk" Ta mepeBarm #Horo
BUKOpHCTaHHS. Omucano cTpykrypy OpeHmOyky. ITokazaHo, IO BaXKJIMBHM JUISL PO3BHTKY KOMIIAHIH € CTBOPEHHS MapKETHHIOBOI
cTparerii peOpeHIuHTYy. Y TIpoIeci peOpeHIMHIY 3a3BHYail BUAULIIOTH YOTHPU OCHOBHI €TamlM, a caMme: MapKeTHHTOBHIl ayIuT,
peno3uiioBaHHs OpeHAy, pecTailliHr HOoro Bi3yalnbHHX aTpuOYTiB Ta 3MiHAa NPHHIMIIB KOMyHikauii. BHCHOBKH: HaBeaeHe
BU3HAYCHHS MOHATTS "OpeHa" i BUKOPHCTAHHS CTPATETiYHOrO YHPaBIiHHI OPEHAOM Ta peOpEeHIHHTY H03BOJISATH (OpMyBaTu OpeH[
opranizanii, skuit Oyze Kpalie CnpuiiMaTHCS CIIOKUBaYaMy Ta MaTUME NO3UTHBHUH IMIJK Y CYCIiTbCTBI.
Kniouosi ciioBa: OpeHp; BU3HAUEHHS; OpeHINHT; OpeHI0YK; peOPEHINHT; eTaIlu.

TEOPETHUYECKHUE ACIIEKTBI YIIPABJIEHUA BPEHOM OPI'AHU3 AU

I[Ipeamerom wuccrenoBaHus B CTaTbhe SIBIAETCS pa3BUTHE MOHATHS "OpeHA', a TakKe COBPEMEHHBIE MOAXOIBI K IPOIEcCy
¢dopmupoBanus OpeHna opranusanud. lloHsaTre "OpeHn" B mocienHue ACCATHICTUS IHOIYyYWIO IIHMPOKOE pacmpocTpaneHue. Ero
NPUMEHSIOT M K OTIEIBHON JIMYHOCTH, U K MPENIPUATHIO, U K OCYJIapCTBECHHBIM MHMIMATHB. OJHAKO B JIUTEpaType HET €IHHOIL
TOYKHU 3pPEHUS TI0 MOBOAY ONpeAeNieHHs 3Toro moHATHs. Henbio paGoThl SBISETCS aHAIM3 CYLIECTBYIOIIUX OINPENCICHUNH HMOHATUS
"OpeHna" M COBpPEMEHHBIX MOAXOJOB K Mporeccy GopmupoBaHui OpeHAa opraHu3anud. s TOCTIDKEHHS STOH LEeNd HeoOXOIMMO
pPEeUINTh CIEIyIomMe 3aJa4vd: coOpaTh OINpEIeNICHUs IOHATHS OpeHJ, NaHHBIE OpPraHW3alMsAMH, YYEHBIMH, CIICHUAIHCTaMH,
MIPOAHATU3UPOBATh 3TH ONpENeNeHHS W UX AWHAMUKY, IPOAHAIM3HPOBATH OCHOBHBIE OCOOCHHOCTH CTPATETHYECKOTO YIPaBICHUS
opennoMm. [ moctkeHus nenu paboTh IPUMEHEH METOJ CHCTeMHOro aHanu3a. Pesyabrartsl. [IpuBeneHsl Hanbosiee U3BECTHEIC
ompeneneHust noHstus "Openna". IlokaszaHo, YTO €ro MOXHO pacCMaTpHBaTh C IO3WIMM KOMIIAHHMH, CO3/aeT TOBaphbl WA
NPEJOCTABISET YCIYTM I0J COOCTBEHHBIM OpEHIOM, WM C MO3HLIUM IOKYIaTess, KOTOPBIA BOCHPHHHMAeT 3TOT OpEHI.
ITpoaHaIM3UPOBAHO, KAK SBOJIIOLHMOHUPYET 3TO HOHATHE CO BpeMeHeM. IIoka3aHo, 4TO OpeH/BI MPENCTAaBIAIOT cO0OH codeTaHue
MaTepUabHbIX U HEMaTepUalbHBIX 3JIEMEHTOB, KOTOPHIC MOXKHO OOBEAMHUTH B CICAYIOLIME TPYIIBI: 3JIEMEHTHl BH3YalIbHOIO
nU3aiiHa, OTJIMYUTENbHBIE 0COOCHHOCTH MPOAYKTa (Ka4ecTBO, MHIMBHIYalbHOCTh, 3ByKH, apoOMaT, BKYC M T.II.), HEeMaTepHalbHbIC
aCIIeKThl B3aMMOJCHCTBUS KIMEHTOB C IIPOJYKTOM WM KOMIIAHWEW (peIyTalys, KadecTBO OoOCIy)KHMBaHWs KIMEHTOB M T.n.). Ha
OCHOBE aHAIW3a CYIIECTBYIOIIMX HOHATUH HPEIJIOKEHO COOCTBEHHOE OIpesielieHHe MOHATHA "OpeHA", KOTOpoe OTBedaeT
TpeOOoBaHUAM COBpEeMEHHOCTH. PaccMoTpeHs! onpenenenus nmousatus "Openaunr”. [TokazaHo, 4To OpeHI-MEHEDKMEHT HCHOJB3YeT
pa3Ho00Opa3ue MapKETHHTOBBIX HHCTPYMEHTOB M TEXHHK I YBEJIMUCHHUS LIEHHOCTH OpeHANPOBAHHOTO TOBApa B Ila3ax MOKyIaTeseH
u Oonpluas yacTb TMOKyHaTenedl rotoBa Ooublile 3aIIaTUTh 3a TOBap JOOMMOIT Mapku. OCHOBHBIC 3Tarbl CTPATErHYECKOTO
yhpaBieHHsi OpEHIOM BKIIFOYAIOT: ONPEAENICHHE MO3WLIMKM M LIEHHOCTH OpeHJa, IUIAHMPOBAaHHE M HMIUIEMEHTALHs IPOTPaMMBI
MapKeTHHTra OpeHza, m3MepeHns 3()(EeKTHBHOCTH OpeH/a, yBENMYEHHE H TOANepKaHie IeHHOCTH OpeHaa. PaccMoTpeHo moHsATHE
"OpeHnOyK" W TpeuMylIecTBa €ro HCIoib30BaHWsA. OmmcaHa CTpykTypa OpeHnmOyka. I[lokazaHo, YTO BaXXHBIM U Pa3sBUTHS
KOMITaHUH SIBJISAETCS CO3JaHNe MapKeTMHIOBOM CTpaTernu peOpeHauHry. B mporecce peOpeHIMHra OOBIYHO BBIICISIOT YETHIPE
OCHOBHBIX JTana, a UMEHHO: MapKETHMHIOBBIN ayIuT, perno3WLHOHUPOBaHHE OpeHIa, PEeCTAiJIMHI ero BH3yalbHBIX aTpuOyTOB U
H3MEHEeHUE NPUHIMIIOB KOMMYHHUKAIMH. BBIBOABI: MPUBECHHOE OINpeielieHne MOHITUS "OpeH " M HCIO0IB30BaHHe CTPATErHueCcKOro
ynpaBieHusi OpeHJOM M pPeOpeHIMHTy MO3BOJAT (OPMHUPOBATH OpEeH]| OpraHM3alliM, KOTOPBI OyAeT Jydlle BOCIPUHHUMATHCS
HOTPEOUTEIISIMU U UIMETh MOJIOKUTEIBHBIA MUK B OOLIECTBE.
KnioueBbie ciioBa: OpeHn; onpeneneHns; OpeHauHT; OpeHA0yK; peOpEeHANHT; ATaIbI.
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