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SOCIOMETRIC ASSESSMENT
OF BRANDS OF MINERAL WATER

Cv0200mi 6 Ymosax Hacuuenoi KOHKYpenuii ma Ounamiunozo po3eumxy punxy bpendu eidizpaiomo 20061y
PO Yy cmanomy possumky nionpuemcmsa. Came cmpameziune ynpasiinns 6pendom sabesneuye 3axuujenicmo,
KOHKYPEHMOCTPOMONICHICINY, 3MIUHIOE NOUUIL NPOOYKMY Y C8I00MOCTE CROJICUBAYA, NOJEZULYE NPOCYBAHHA HOBUX
npooyKmie ma 3asotosye Ho6i Hiui na punky, popmye 006ipy napmuepie, sabeaneuye d0cmyn nionpuemMcmea 0o
T00COKUX, (DIHANCOBUX, THHOPMAUTAHUX MA THWUUX PecypPCis, Ma 3HUNCYE UYMIUBICIL CRONCUBYOT ayoumopii
00 Uin060z0 paxmopy. OcobIUBO BANCIUBUM CIMAE NUMAHHSA U0 OPEeHOi6 HA PUHKY MIHepalbHOL 600U, 0e 00HUM
3 HAUOILUW NPOOIEMHUX MICUDL, 8 YMOBAX HACUUCHOL KOHKYPEeHUil, € NPedcmasienis KOMNICKCHUX O0CIONCeHD,
BUOKPEMILEHHS OCHOBHUX NPOO0BOILUUX NOMPed Ma 0COOIUBOCMEN CROHCUBAHHSL came 1020 npodykmy. Tomy
06’exmom 0anozo 00CAIONCeHIS € NPOUEC COULOMEeMPUUNOL OUiHKU OPendis Mineparvioi 600u.

IIposedeno coyiomempuunuil ananiz 6pendie nopso 3 KibKiCHUMU NOKASHUKAMU, WO SUCTIYNAIOMb HATIBANC-
JUGTUUMU AKICHUMU KpUmepiamu oyinku opendis. 3anpononosano memoouunuti nioxio wodo couiomempuunoi
ouinku 6pendie na punKy Mineparvioi 600U, GUHAYEHO COUIOMEMPUUNULL CIMAMYC Ma culy Opendis na ocHosl
ouinku eazomocmi ix inousioyanvnux ampubymis. Ilpedcmasnenuti pelimunz 6pendie 003604s€ GUOKPEMUMU
axmopu, axi eniusaromv na eubip cnoxcueuoi ayoumopii mozo uu inwozo 6pendy minepanrvioi 6odu. Iposedeno
coyioMempuuie ONUMYBanis, chopmosano couiomempuuny mampuuyio ma kapmy 6pendis. Pesyromamu ananisy
couiomempuunol OuinKu 00360JUNU BUACUMU OCHOGHT MEHOCHUI] CROJICUBANHS MIHePANLbHOT 600U, BUOKPEMUMU
nepeneKmusu po3sumxy cmpamezii 6peno-iioepa na punky 3a paxymox enpoeaodNcers IHHOBAUIHUHUX MeXHOL02il,
momusayii ma niosuuenis Kearipikauii nepconany, a maxoyc po3podKu npozpam 3 ePexmusiozo ynpasiinms

Fayvishenko D.

6pendom ma BUOKpeMACHIsL 20JI06HUX Nepesaz Opendy.

Ilepcnexmusamu nodaivuiozo 00CIONCEHHI € MOHIMOPUINZ MA AYOUM YKPATHCHKO20 PUHKY MIHEPaLvbiol 600U,
ananiz openod-cmpameziii ma memoois niOGUWLEHI KOHKYPEHMOCTIPOMONICHOCTE Opendy 6 uiiomy.
Kmouosi cnoa: napremurzosi 00CAiONCeHIsL, PUHOK MIHEPAILHOT 600U, COUIOMEMPUMHUTL AHAI3, patz Opendy,

CNoACUBYL paxmopu.
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1. Introduction

Given the growing shortage of natural mineral waters and
the growing interest of the consumer audience in the useful
properties of this product, it can be argued that water is
a strategic resource and the main component of the country’s
sustainable development [1-3]. European indicators of the
formation and development of drinking water resources allow
to trace the main features of the formation of consumption
needs and preferences of this product, to identify indicators
of the provision of resources to the population of Ukraine
in the context of its constant reduction [4-6].

The analysis and assessment of the mineral water mar-
ket has been the subject of many works [7-9]. However,
the issue of brands in the mineral water market [10-12],
where one of the most problematic places, in conditions
of intense competition, is the presentation of comprehen-
sive research, the identification of basic food needs and
consumption characteristics of this particular product be-
comes especially relevant. Thus, the object of research is the
process of sociometric assessment of mineral water brands.
And the aim of research is generalization of the availability
indicators of water mineral resources and the sociometric
section of the brands of mineral water.
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2. Methods of research

In the study, the following scientific methods and prin-
ciples are used:

— analytical and sociometric analysis — when research-

ing and conducting sociometric assessment of brands

in the mineral water market. And also to identify the

significance of the factors that influence the choice

and rating of brands in the mineral water market;

— functionality principle, with the help of which the

functional content of brands in the mineral water mar-

ket was revealed and presented,;

— consistency principle, which allows to present the

relationship between the methods and tools of socio-

metric brand assessment.

3. Research results and discussion

According to international experts of the World Health
Organization (WHO) [13] it has been established that more
than 60 % of diseases in the world are caused by the use
of substandard water. Mineral water is regarded as a natural
resource, has social significance. Water quality is recog-
nized as the main indicator of the balanced development
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of society, its safety and existence in general. As of 01.01.2018,
253 deposits of underground mineral waters were pre-
pared in Ukraine, represented as underground mineral,
medicinal and medicinal-table waters in 172 deposits
(240 plots). In turn, 112 plots of
natural-table water were obtained

purchase made, determined as a result of the study using
the in-depth interview method. The latter included the
observation and oral experience of a group of 50 buyers
of Morshynska mineral water.
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Fig. 1. Dynamics of underground mineral water production for 2008—2017 (m%/day) [13)

In turn, the rating of mineral waters as of 01.01.2018 is
presented in the form of a diagram in Fig. 2.

As can be seen from Fig. 2, IDS Borjomi Ukraine is
a leading national manufacturer, which holds a leading
position and acts as an expert on the quality of natural
mineral waters. Thanks to products produced in ecologi-
cally clean regions of Ukraine, the leading company acts as
a quality standard by the highest international standards
and is part of the international company IDS Borjomi
International.

IDS Borjomi Ukraine produces and offers the consumer
a balanced portfolio of popular mineral waters (Myrgorodska,
Morshynska, Morshynska Sportik, Truskavetska, Alaska),
and is also the exclusive importer of the legendary Geor-
gian mineral water Borjomi in Ukraine [16].

Today in the market of mineral water among existing
brands, competition is intensely developing and escalating.
Marketing research and scientifically-based methods enable
the company to adapt to objective market conditions, to
develop clear strategic business prospects using both price
methods and non-price determinants [1].

Methods of sociometric assessment allow determining
the sociometric status of mineral water market brands
based on the developed methodology [14].

Dispersion of the average size of the calculation by the
consumer (o?) was presented as the average size of the

2012 2013 2014 2015 2016 2017

chase made is (0.42).

According to the method of sociometric
analysis, the sociometric status of the brand
can be determined in the following sequence.

A list of competitors of the Morshynska brand of a cer-
tain class is determined and a sociometric brand card is
composed, which brands are the basis for assessing the
brand by rank (Table 1).

The age of the respondents is 18—65 years. Location —
urban population of the Kyiv region (Ukraine).

Their number, according to the regional committee of
state statistics, in 2018 amounted to 1097273 people, this
is the volume of the general population [16].

The marginal (predetermined) error is assumed to be
0.042 USD (10 % of 0.42 USD).

The volume of the sample is determined using the empi-
rical calculation formula:

t’0’N

"= oI @

where ¢ — confidence coefficient depending on the proba-
bility of the statement that the marginal sampling error
does not exceed the ¢-fold average error (most often ¢=2);
o2 — variance of the investigated property, which is deter-
mined on the basis of the experiment; A — marginal (pre-
determined) sampling error; N — the number of units in the
population.
95 % — probability. n=200.
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Table 1
Brand ranking (2018)

Sociometric status Expansivity index
Trade mark 5m, Ranking 17, Ranking
units assessment units assessment
MOpWUHCbka 0.54 9 077 4
(1) ’ '
S——
KAPTIATCLICA 043 3 072 2
(2)
BORJOMI 0.7 1 0.85 1
(3)
ProrcoA
0.4 4 0.7 3
(4)
NYHAHCLHA®
e 0.01 B 0.5 5
(5)
%amﬁggam 02 5 0.6 4
(6)
BUVETTE -0.04 7 0.48 B
(7)
Ay
3uameniska’ -0.94 8 0.03 7
(8)
=
AR HCpR 096 g 0.02 8
(9)

The following stages of sociometric analysis, with the
help of which the strength of the Morshynska brand is
determined, are:

1. A list of competing brands of the parity class for
Morshynska, which is entered in the sociometric brand card.

2. The sociometric survey is conducted, during which
sociometric brand cards are filled.

3. The sociometric matrix based on brand cards is created.

4. The sociometric status of each trademark is calcu-
lated in its status, and the brand’s expansiveness index.

The sociometric status of the m-th brand is calculated
by the formula:

Vm—Wm
N ’

Sm: (3)

where N — the number of surveyed persons (number of
cards); V,, — the number of choices of the m-th brand;
W,, — the number of deviations of the m-th brand.

SMorshynska=154-46,/200=0.54;
SKarpatska Dzherelna=143—57/200=0.43;
SBorjomi=170-30/200=0.7;
SMyrgorodska=140-60,/200=0.4;
Stuzhanska =101-99/200=0.01;
Stiustavetska=120—80/200=0.2;
Spuverte=96—104,/200=—-0.04;
Sznamenivsta=6—194/200=—-0.94;
Sshaiansta=4—196/200=-0.96.

Brand expansivity index is calculated by the formula:

Vm
b =—.

(4)

The following trademark indices are obtained:

b =154/200=0.77;

Morshynska
L rpatska Dehereina= 143/200=0.72;
L omi=170/200=0.85;

L5 orodsha=140/200=0.7;
I nsia=101/200=0.5;

150 aversia= 120/200=0.6;
157 =96/200=0.48;

I57  ivsta=6/200=0.03;
LG ke =4/200=0.02.

And also a sociomatrix of brands is complied, which is
shown in Table 2.

Tahle 2
Sociomatrix
Number Brand ranking, b
of card, n 1|23 |4 |5|6|7]|8]8
1 + - + - + - + - -
2 - - + - 0 + - 0
3 + + + + + - + 0 -
4 + + + - - - - 0
5 + + + + + 0 0 0 0
] - + - + - - | + 0 0
7 - + -+ |+ ] - - 0 0
8 + - - + - + 0 0
9 - - + - + - + 0 0
10 - |+ |+ | =]+ -]+ 0 0
200 + | -] -|-|+]0]|-]01]o0
[T]",‘E]l 154|143 | 170 | 140 | 101 [ 120 | 96 | & | 4
) 46 | 57 | 30 | 60 | 99 | 8O | 104 | 194 | 196
T“‘Val (difference | 50 | 200 | 200 | 200 | 200 | 200 | 200 | 200 | 200
" and W)

5. Individual sociometric indices are obtained to identify
brand leaders, which must be ranked based on the results.

Ranking is carried out in descending order of impor-
tance. In this case, the 1st rank is assigned to the brand
leader. The maximum rankings must correspond to the
maximum value of the indices (Table 1).

As a result of the analysis and calculations, it can be
concluded that the strongest brand (the leading brand) in
the Kyiv region is the Borjomi mineral water brand, which
has received the maximum rank in sociometric status. In
second place are the Morshynska and Myrgorodska brands.
The sociometric analysis makes it possible to clearly de-
termine the position of Borjomi in the market (Table 3).

As can be seen from the Table 3, according to the as-
sessment of the sociometric status of brands, the leading
position is occupied by the Borjomi brand, the strategic

;28
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brand management of which corresponds to the stated
goals and mission of the company:
— develop a culture of consumption of natural min-
eral waters and promote a healthy lifestyle, offering
consumers high-quality natural mineral waters;
— consolidation of a leader position in the mineral water
market, introduction of innovations in production.

Tahle 3
Sociometric status of brands as of 01.01.2018

Trade mark Sociometric status of the brand
MOpWUHCbKa 5
(1)
\,—/
KAPMATCbLKA 3
AXKEPEABHA
(2)
BORJOMI .
(3)
RProrOn
4
(4)
NYIMAHCLER®
o2 S
(5)

%cmfegam .
(6)

BUVETTE ;
@)

A
3HameHiBKa" 8
(8)

=
m‘\““(:blu g9
(9)

This study allows to conclude that the ranking ac-
cording to the sociometric status of the brand coincides
with the ranking of mineral water market leaders in terms
of sales. This confirms the objectivity of this assessment
system and shows the independence of the latter from
the existing brand image. Based on the analysis, wit is
possible to distinguish that DS Borjomi International:

— continues to introduce innovations;

— emphasize the unique and bold nature of the brand;

— update and improve the corporate identity and media

design of the Borjomi mineral water brand;

— change the company logo;

— improve the shape of labels and the appearance of

caps, as well as brand packaging;

— expand the portfolio of «Morshynska» and «Trus-

kavetska» brands.

In order for other brands to approach the brand leader
in the market, it is necessary to adhere to an offensive
strategy, due to:

— introduction of innovative technologies;

— motivation of qualified personnel;

— development of programs for effective brand mana-

gement.

In general, analysis and sociometric assessment of mine-
ral water brands allows:

— identify the main trends in preferences and charac-

teristics of the consumption of mineral water in the

Ukrainian market;

— highlight the main exporters and importers in this
market;
— track the likelihood of new brands with new features.

4. Conclusions

In the course of the study, a sociometric analysis of
brands is carried out along with quantitative indicators;
they are the most important qualitative criteria for assess-
ing brands. A methodological approach to the sociometric
assessment of brands in the mineral water market is pro-
posed, the sociometric status and strength of brands are
determined based on the assessment of the significance of
its individual attributes. The presented brand rating allows
to highlight the factors affecting the choice of a mineral
water brand for a consumer audience.

Prospects for further research are a more detailed analy-
sis of the Ukrainian market of mineral water, assessment
of brand strategies, analysis of brand competitiveness and
market segmentation.
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