MiHicTepcTBO OCBITH | HAYKM YKpaiHH
MykaviBcbKHi 1epKaBHUN YHiBepCUTET
HepxaBHa Buma npodeciiina mkoJia im. kan. Bitoasaa [Iutenbkoro B Ocsennemi (Ioabina)
VYuisepeurer ekoHomiku B bparucaasi
®aky.abTeT ekoHOMiKH OizHecy B Komune (CiioBanbka Pecmy0Jtika)

IV Mixxnapoana
HAYKOBO-TIPAKTHYHA KOH(pepeHIis

“YIIPABJITHHA COIIAJIbBHO-EKOHOMIYHUMH
TPAHCOOPMAIISIMHA I'OCIIODAPCBKHX TTPOLIECIB:
PEAJIII I BUKJIUKIT”

6-7 kBiTHA 2022 p.



VIIK 005:[316+330:005.591.4]:332.15(043.2)

Y66
Pexomenoosano 0o nowupenns yepes mepescy Inmeprem
Buenoro padoro Mykauiecbkozo 0epaicagrnoeo yuigepcumemy
(npomoxkon Ne 4 6i0 18 keimus 2022 poky)
Y66

YopasiiHHA  CONIAJbHO-eKOHOMIYHUMHM  TpaHchopMamissMH  rocmoJapcbKux
npoileciB: peaJii i BUKJIMKHU: 30ipHUK Te3 monoBiaeit [V MixHapoIHOT HayKOBO-TIPAKTHYHOL
KoHpepenii (M. MykaueBo, 6-7 kBitas 2022 p.). — Mykaueso: MJ[Y, 2022. — 272 c.

Bionogioanvnuit 3a eunycxk: @EEP Oxcama — K.e.H., 00y. o0Ooyenm Kagheopu
MeHeONCMeHmy, YNPAaGIiHH eKOHOMIYHUMU Npoyecamu ma mypuzmy, 6i0nosioaibHa 3a Haykogy
pobomy kagheopu.

Texniunui peoakmop: TOBT Temana — k.e.n., 0oyeHm.

VY 30ipHUKY Te3 3a Marepianamu [V MixkHapoHOT HAYKOBO-IPAKTUYHOI KOH(EpeHIIii, 110
npoBojwiIacs Kadeaporo MEHEIKMEHTY, YNPaBIiHHA €KOHOMIYHMMH IpoLlecaMH Ta TypU3MY
MyKa4iBCBKOTO JIEPKABHOTO YHIBEPCHUTETY, BHUCBITIIOIOTHCS TOTJISAM HAayKOBIIB, 3700yBaviB
OCBITH, TIPEICTABHUKIB JIEP)KaBHUX OpraHiB BJIaJd Ta MICIIEBOTO CaMOBpPSIyBaHHS,
HiANPUEMHUIBKUX CTPYKTYp Ha aKTyallbHI MPOOJEMH YIPaBIiHHS COLaJbHO-€KOHOMIYHUMHU
TpaHchopMalisiIMU TOCIOAAPCHKUX MPOIIECIB B CYYaCHUX YMOBaX.

Marepianu CTpyKTypOBaHI B pO3pi3l JEKUIBKOX HAMpsSMIB JIOCTIIKEHb: «YTPaBIiHHS
€KOHOMIKOIO JIepKaBH B YMOBaxX IJIOOAJIbHUX MEPETBOPEHb»; «OCOOIMBOCTI PEriOHAIBLHOTO
yIIpaBJIiHHS FOCHOJAPChKUMU MpoLiecaMm»; «Y IPaBIiHHSI €eKOHOMIYHUMH MpoLiecaMy Cy0’€KTiB
rocrnojaproBanHHs»; «@DIiHAHCOBE PpEry/lIOBaHHA Ta OOJIIKOBO-aHAIITUYHE 3a0e3NedeHHs
JUSIBHOCTI Cy0’€KTIB Ha MIKPO- Ta MaKpOpPIBHAX»; «YTpaBIiHHS 1HBECTULINHO-IHHOBALIHOO
TISIIBHICTION;, «YTPaBIiHHS OCBITHBOIO MISJIBHICTIO y IMdpoBomMy mpoctopi»; «llyOmiune
yIIpaBIIiHHSA Ta aAMIHICTPYBaHHs B yMOBaX iH(OpMaILiifHOTO CyCIiIbCTBAY.

Marepianu nomaHo B aBTOPCHKiil penakiii. ABTopu oIyOliKOBaHUX MaTepialliB HECYTb
MOBHY BIAMOBIIAJIBHICTG 3a MiA0Ip, TOYHICTh HaBEACHUX (DAKTIB, IUTAT, CTATUTUYHUX JaHUX,
rajry3eBoi TepMiHOJIOT1{, IHIITNX BiJOMOCTEH.

YK 005:[316+330:005.591.4]:332.15(043.2)

Mamepianu xoughepenyii docmynti 015 nepeaisidy Ha oQiyitiHoMy catimi yHieepcumemy
3a adpecoro https://msu.edu.ua/konferenciji-seminari/

© MyxkauviBcbKkuii 1epaxaBHUil yHiBepcuTeT, 2022
© Kadenpa MeHeTzKMEHTY, YIPABJIiHHSA €eKOHOMIYHUMY NpoliecaMu Ta Typusmy, 2022


https://msu.edu.ua/konferenciji-seminari/

CEKIIA 2. OCOBJIMBOCTI PEI'TOHAJIBHOI'O YIIPABJIIHHA

IroCrioOgJAPCBKUMMU NTPONECAMU

Liba N. Models of effective regional industrial policy

Maksyutova O. Ensuring competitiveness of the tourist and recreational business of the
region

Kiouko T.A. Exoi0ro-eKOHOMIYHI aCIIEKTH CTAJIOI0 PO3BUTKY CYO’ €KTIB
rOCIOJapIOBaHHS

Macauran 0.0., Toasepimko E.B., Kamnos H.C. Kareropis perioH sik 00’ €xT
PErioHAIIbHOTO PO3BUTKY Ta KaTeropis PerioHalbHOTO YIPaBIiHHSI

Mengins JI.1., Hii6ep K. Teopetnuna ckiraioBa corianbHOI MOJITUKA TYPU3MY PETIOHY
IMayank A.5l. [HHOBAIIIHHICTH €KOHOMIKH peTioHy sK (akTop GpopmyBaHHI il
KOHKYPEHTHUX IepeBar

IMirom B.A. EpexTiBHe ynpaBimiHHS MaifHOM SK 3aII0pyKa CTAJIOTO PO3BUTKY
TEPUTOPIAILHUX TPOMAJ]

IMopockyn C.C. Ouinka KOHKYpEHTO3/1aTHOCTI MiCTa

IIpoxonenko H.I., Jlyomneus JI.B. Ponp mnose3axucHuX JIICOBUX HacaKeHb JIs
3a0e3MedeHHs CTAI0T0 PO3BUTKY arpoianamagTiB

®eep O.B. MykaueBo B peHTHHTY PO30POCTi MIiCT YKpaiHu

Yyuka .M., I'erenom K.B. [IprkopoHHa TOPTiBIsA — SIK OJIHA 13 IEPIIUX 1 CrIeHUpIYHIX
($hopM MPUKOPTOHHUX EKOHOMIYHUX BITHOCHH

61

63

64

66
68

71

72
75

77
79

81

CEKIUA 3. YHOPABJIHHA EKOHOMIYHUMHU TMPOHECAMU CYB’EKTIB

I'OCITIOJAPIOBAHHSA

Dorochov D., Popovy¢ O. Zvlastnosti manzmentu podnikov cestovného ruchu

Kassem Yahya, Babicheva H. Determinants of formation of consumer loyalty in the
pharmaceutical market

Lutsa Y., Olgierd Witczak Regulations on human resource management of multinational
company within the cross-cultural environment

Lyzanets A., Danylko M., Aleksandraviciute B. Branding as a communicative
technology of increasing enterprise competitiveness

Borincska JI.O. Exonoro-ekoHOMiuH1 aCeKTH AisIIbHOCTI Oy/iBeIbHOT ramysi

Bbopa H.FO. Menuuna nociyra B CHCTEM1 MEAUYHOTO MAPKETHHTY

I'odnuk-Mapkosnuy  H.M., Scwoxk A. [HHOBauiiiHi  HampsMM  YIOpaBIiHHSA
KOHKYPEHTOCIIPOMOXHICTIO POAYKLIT MiIPUEMCTBA

IosoBauko B.M., T'osoBauko B.B. TenzeHuii po3BUTKY CydacHHX KOPHOPATHBHHX
iH(pOpMaLifHUX CUCTEM

Kagbko C.B., Eap T'opdi Awd BupyenHs cydacHMX cTparteriii NO3MIIIOHYBaHHS
JKapChKUX 3ac00iB HA (papMalleBTUYHOMY PUHKY

Kaagbko C.B., Cyaaigi Monced Anaini3z indopMmariiiifHoi poOOTH anTeKk y pi3HUX KpaiHax
CBITY

IBanenko B.C. YrpaBiiHHSI €eKOHOMIYHUMH Ta COLIIaTbHUMH MUTAHHAMHU y chepi 0XOpoHHU
mparii Ha TiAMPUEMCTBAX arpapHoTo MpodiTro

Kapnenko P.B., AnexcanapoBa K.O. [IpaBoBa mpupoma KomepuLiiHOT TaeMHHUII SIK
00’€KTy IIpaBa IHTENEKTyalIbHO1 BIaCHOCTI1

83
84
85
88
91
93
96
99
102
104

105

108



Cexkiiist 3. YrpaBiiHHS €eKOHOMIYHUMH ITPOIIECaMU Cy0’€KTIB TOCTIOapIOBAaHHS

https://www.hse.ru/data/2013/02/04/1305120735/%D0%A1%D1%82%D0%B0%D1%82%D1%
8C%D1%8F%D0%90%D0%BD%D0%B4%D1%80.pdf

3. Sheyn E. Organizational culture and leadership: Construction, evolution,
improvement/ E. Sheyn. — Translated from the English by S. Zhiltsova, A. Cheha; Edited by V.
A. Spivaka. — SPb.: Peter Year, 2008. — 336 p.

4. Durakova I. B. HR management. / I. B. Durakova. — M.:INFRA-M, 2009. — 400 p.

5. Bohynia D. P. Fundamentals of Labor Economics / D. P. Bohynia, O.A. Hrishnova.—
K. : Znannia-Pres, 2000. — 313 p.

6. Personnel management of the organization / edited by A. Ya. Kibanova. — 2nd ed.M. :
INFRA-M, 1998. — 638 p.

7. Balabanova L. V. Personnel Management. / L. V. Balabanova, O. V. Sardak. — K.:
Center for educational literature, 2011. — 468 p.

8. Schyokin G. V. Fundamentals of personnel management: Textbook./ G. V. Schyokin —
5th ed., stereotype.— K.: MAUP, 2004. —280 p.

9. Tamberg V. A new paradigm of human resource management.[Electronic resource] /
V. Tamberg, A Badin, M. Gryaboy.— Access mode: http:
/Iwww.management.com.ua/hrm/hrm255.html

10. Maslova V. M. Personnel management/ V. M. Maslova. — 2nd ed., reprint. and
additional - M.: Yurayt Publishing House, 2015. - 492 p.

UDC 658:338.46
ANZHELA LYZANETS
PhD, Associate Professor of the Management Department,
MYKOLA DANYLKO

Master's degree in specialty 073 «Management»,
Mukachevo State University, Mukachevo, Ukraine,

BIRUTE ALEKSANDRAVICIUTE
Mykolas Romeris University, Lithuania

BRANDING AS A COMMUNICATIVE TECHNOLOGY OF INCREASING
ENTERPRISE COMPETITIVENESS

The current stage of development of socio-economic relations is characterized by a high
level of competition between different entities. Competition in most consumer and business
markets is getting tougher and the problem of maintaining its market share is becoming more
urgent. Businesses are working hard to influence consumer needs and motivate conumers to buy
certain products. Theory and practice increasingly show that the main factor in the success of the
enterprise is the loyalty of consumers. The effective usage of such communication technology as
branding plays an important role in ensuring success of enterprises in modern conditions.

In a general sense, branding is a technology of consistently providing the product with
attributes that make it a favorite purchase, thereby increasing the competitiveness of the product
itself [1]. We agree that branding is the systematic, sound, balanced process that involves
planning and implementing a marketing mix of measures to create a brand or to transform it into
a brand, in particular by developing an appropriate name, corporate style and design, advertising
campaigns, promotions to stimulate sales, targeted PR, in order to form the desired associative
impressions of consumers [2].Branding is the activity to create a long-term advantage of the
product, based on the joint enhanced impact on the consumer by means of trademarks,
packaging, and other elements of advertising, united by a certain idea and a characteristic unified
design that distinguishes the product from competitors and creates its image.

The effectiveness of branding is largely determined by the depth of its processing. Of
paramount importance is the development of brand relationship management technology with
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consumers in conjunction with the study of the relationship of partners in the process of
organizing business. Branding should always be in line with the organization's business strategy.

Building communications with the consumer through the brand is the effective means of
managing competitiveness. The brand is the point of intersection of all communications with the
consumer, which solves the problems of both sides: implements the main task of the business -
to make a profit and the task of the consumer - to satisfact the need. Understanding the brand
concept consists of three attributes united by a single idea.

The concept of the brand can be represented as a formula:

F(x) =ax + b,

where a is one of the three attributes of the brand,
X is the main idea of the brand,
b is confirmation of the promise of the brand.

Typically, all brands have three key attributes, which in turn form a triangle of the brand.
These are the functional, emotional and social properties of the product.

Functional attributes are understood as such qualities of the product as reliability, safety,
durability, appearance and design, etc. The emotional properties of the brand are the feelings that
its consumer feels in the process of product consumption.The social characteristic of the brand is
its target audience. The brand cannot be for everyone. It must have the core, the main target
audience for which it is intended.

X - is the main unknown value in the brand formula. Naturally, it is unknown only during
the development of the brand. Once launched, it should not only be known to all, but also be
meaningful to consumers of the brand. The basic concept of the brand is often based on one or
more attributes. However, in a competitive environment, the use of common attributes as the
core of the brand is wrong. The brand idea must be unique enough to be difficult for competitors
to use. Ideally, it should be protected by the patent.

Drawing a beautiful logo and shooting several commercials in which consumers will be
promised various benefits is not enough for success. The brand must have confirmation of its
promises, realized in the real qualities of the product. This is reflected in the value of the brand
formula, as b.

Among the tasks facing the brand are, first of all, achieving a certain market share,
increasing loyalty and so on. The brand is the key link, the core of all communication policy,
especially in the consumer market.

The choice of means, forms and methods of communicative influence is determined by
factors that characterize the needs, preferences and expectations of the target audience. The
audience of communicative influence in brand management is formed not only by consumers.
The communicative influence of the brand is also exerted on the company's employees,
investors, suppliers, distributors and other partners who interact with the brand.Contact
audiences can also be other market participants with whom the company maintains irregular
communications, such as the media, government and public institutions [2].

There are a number of types of brands, each of which plays its role in the market: product
(commodity) , service, personal, organizational, event brands, geographical etc.

Commodity brands are best associated with what most people understand by brand.
Service brands are less common than commodity brands and are associated with services rather
than something tangible. Personal brands come from Hollywood celebrities of the last century.
Today's personal brands cover a range of names, from sports stars and pop stars to business
gurus. Event brands are events, usually in the field of sports or art, promoted as stand-alone
brands. Geographical brands - the growth of tourism, the leisure industry, as well as travel has
led to the emergence of branding of geographical points. Organizational brands - cross the
boundaries of goods and services and extend to the category of organization. Organization is
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represented nowadays as brand and the brand becomes part of the process of strategic planning
in organization.

Organizational branding includes the following levels:

1) communicative branding - creates a visual impression of the organization, published
or tangible elements of corporate culture;

2) branding of interaction with the client is manifested through written and unwritten
rules that must be met by staff when meeting with stakeholders;

3) integrated branding takes place if the company has a developed corporate culture,
control over its observance, the formation of a positive image.The purpose of integrated
branding is the complete identification of the client with the brand both on a rational and
irrational level.

The advantage of integrated branding is that the actions of each employee, the order of
the company, corporate culture help to create the valuable and personal idea, the experience of
communicating with the brand in different groups of stakeholders (interested audiences).

And therefore the process of integrated branding is continuous, there is an accumulation
of brand value. The model of integrated branding is the most adequate to the challenges of the
time in the field of brand communications, but it is important to combine the model with the
practical aspects of branding and consistency of internal and external branding.

Brand building is a creative work that requires deep knowledge of the market, consumer
and competitors. The main rules and principles of brand formation are simplicity, patience,
flexibility, accessibility, humanity and innovation.

There are the following stages of branding:

1) generation of names. It includes inventing words, abbreviations, phrases and new
formations that would best suit the brand concept, the market prospects of the organization;

2) filtering of names. It means the division of all groups of names into rating classes,
which are formed as a result of their preliminary testing;

3) the choice of brand name is only a quarter of the technological cycle of branding. Then
the designers come to work. Their task is to develop a logo corresponding to the name;

4) determining the ratio of funds and methods of brand promotion, forecasting the
psychological effect of the implementation of certain branding activities. This stage is
implemented by marketers;

5) the final stage is brand management. It means the implementation of systematic
measures aimed at consolidating the brand in the market and further development of the brand
structure, taking into account innovative products that will act under the auspices of the brand,
patenting and copyright protection.

Branding is carried out by using certain techniques, methods and tools that allow to bring
the developed brand to the consumer and not only form in his mind the image of the brand, but
also provide assistance, guide consumers to the perception of functional and emotional elements
of the product [3, p. 23].The use of communicative branding technology in the enterprise
indicates the ability of the manufacturer or trader to create, develop, maintain and protect its
brand, increase its competitiveness at the market and ensure its identification among consumers.
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