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Po3mupeHo CyTHICTh TOHSATTS «OpeHI» SK IHCTPYMEHTY MapKEeTHHTY,
SIKUW 3aCTOCOBYETHCS Ha BCIX €Tarnax )UTTEBOTO IIUKITY TOBAPY Ta BUKOPHUCTOBYE
OCHOBHI CKJIaJIOBI MapKETHUHT-MIKCY JUIsl CTBOPEHHS Ha0Opy XapaKTepHHX
eMOIII} Ta acolallii, siki BAHUKAITh Y CBIJIOMOCTI CIOKMBAaYa IMiJl 4ac KymiBJi
Ta BUKOPUCTaHHI TpoaykTy. OOrpyHTOBaHO Kiacuikaiito OpeHAIB 3 MO3UIli
MapKeTHHTY, aKIEHTYIUM yBary Ha CIOXHMBa4a Ta MOro MOTpeOH.
CdopmynboBaHO BH3HAYEHHS OpEHA-MEHEIKMEHTY SK €(eKTUBHOI CHCTEMH
YIPaBIiHHS MO0 3aXUCTY IHTEIEKTYaJIbHO1 BIACHOCTI Y BUTJISI1 CTBOPEHHS Ta
¢GyHKIIOHYBaHHS OpeHay MiANPUEMCTBA 3a JOIMOMOTOI0 BUKOPHUCTaHHS
KOMIUIEKCY B3a€MOIIOB’SI3aHUX MAapKETUHTOBUX €JIEMEHTIB It  (OpMyBaHHs
JOBTOCTPOKOBMX KOHKYPEHTHUX mepeBar. J[ociimkeHo B3a€MO3B 30K OpeH/I-
MEHEHPKMEHTY 3 OCHOBHUMHU MAapKETUHIOBUMHU KOHIICTIIIISIMH.

Busznadueno, mo xmibornekapchbka raixy3b BIIITpa€ TOJOBHY COIIAJIbHY Ta
CTpaTeriyHy poJib y KHUTTI CYCHUIbCTBA, (DOPMYIOUM MPOJOBOJIBYY O€3IMeKy
Kpainu. Po3riisiHyTO OCHOBHI CBITOBI1 TEHAEHIII PO3BUTKY Tally3i Ta BHUSBJICHO
MEPCHEeKTUBH ii 3pOCTaHHA 3a PAaXyHOK CTBOPECHHS HOBHUX MiIMPHUEMCTB-
BUPOOHUKIB. Y 3B’A3Ky 3 IIUM, OOTPYHTOBAHO JOIUIBHICTH BHUKOPHUCTAHHS
CTpaTerii pO3BUTKY OpeHAy MIANPUEMCTBAMH Taly3l Ta aKTyaJbHICTh
dbopMyBaHHS CUCTEMHU OpEHI-MEHEIKMEHTY IJisi OTPUMAHHS KOHKYPEHTHHX
repesar.

BucsitneHo  MeToAuMKy  JOCHIIKEHHS  OpeHA-MEHEI)KMEHTY  Ha

MIAMPUEMCTBAX XJI100MEeKapChKOi raimysi, 1o nepeadavyae HaJaHHsI €KOHOMIYHOT



XapaKTePUCTUKU PUHKY xJi0a Ta xJ11000yJIOYHUX BUPOOIB, BU3HAYCHHS
MapKETUHIOBUX (DaKTOpIB, SIKI BIUIMBAIOTh HA OpEHI-MEHEIKMEHT Taly3l Ta
JOCIIIPKEHHS] KOHKYPEHTHOTO Cepe/lIoBHUIIa NMPEeICTaBHUKIB raity3i. Po3risHyro
METO/IM OLIHKM BapTOCTI OpeHAy Ta 3alpolOHOBAaHO PO3IIISAATU iX B po3pi3i
TPHOX MIAXOMAIB: (PIHAHCOBOTO (BUKOPUCTAHHS KUIBKICHMX ITOKa3HHKIB),
MapKETUHIOBOTO (BUKOPUCTAHHSA SKICHUX I[IOKa3HUKIB) Ta KOMOIHOBAHOIO
(CYKYIHICTb KUIbKICHUX Ta SIKICHUX TOKA3HUKIB).

Jlist oOrpyHTYBAaHHSI €KOHOMIYHOT XapaKTEPUCTHKH XJI100MeKapchKoi
rajiy3i mpoaHaidi30BaHO AMHAMIKY ii PO3BUTKY Ha piBHI KpaiHu. JlocmimkeHo
perioHajpbHy CHemiajgizaiilo puHKY Xxi16a Ta xy1i000yJouHHX BHpPOOIB 3a
obOnactsamu Ykpainu. Buznaueno, mo 3amnopizbka 00JacTh BXOJIHUTH y JAECITKY
JTIAUPYIOYUX PETrioHIB 3a 00csaroM peanizarlii XmibonekapchKkol MpOYKIIii.
Po3rnsiHyTO CcydacHWi CTaH PO3BHUTKY ITIINPHEMCTB, SIKi TMPEICTaBICHI Ha
JIOKaJTbHOMY PUHKY XJ1i0a Ta Xi1000yiI04HMX BUPOOIB MicTa MemiTomomns Ta
MemniTononbschbkoro paiiony (3amopizpka 00sacth). BusHaueHo, mo s
MiBUIICHHS KOHKYPEHTOCIIPOMOYKHOCTI JIOKAIBHUX MIAMPUEMCTB HEOOX1THO
CTBOPIOBATH Ta PO3BUBATH CHUJIBHUI OpeH]I.

3a pesynbTaTaMu JOCIIIHKEHHS MApKETUHTOBUX (PAaKTOPIB, SIKI BIUTMBAIOTH
Ha PO3BUTOK OpEeHI-MEHE)KMEHTY Trajdy3i BH3HAu€HO, II[0 Ha MaKpOpiBHI
HaWOUIBIIMK BIUIMB MalOTh €KOHOMIUHI, COIIaJIbHO-KYJIBTYpHI Ta HayKOBO-
TeXHoJoriyH1 ¢akropu. Ha MikpopiBHI HaJgal0Th BIUIUB CIOXHUBYI (aKTOpH,
KOHKYPEHTH Ta KOHTakTHI ayautopii. Ha ocHoBi 1poro, cdopmoBaHi
aNbTEPHATUBHI NUIAXKM  CTpaTerii pO3BUTKY OpeHI-MEHEHKMEHTY Ha
MIIPUEMCTBAX XJII0OMEKAapChKO1 Tally3i, 0 SKUX BiIHOCATHCS: ITIBUIICHHS
BITI3HABAHOCTI Ta JIOSITBHOCTI TOPTOBOI MapKH MPOYKIlii BUPOOHHKA 32 PaXyHOK
dbopmyBaHHS cTparterii po3BUTKY OpEeHIy, aKTHBHE 3aCTOCYBAaHHS EJIEMCHTIB
OpeHauHTY s imeHTHdiKamii MPOAYKIil, MIATPUMAHHS BIIMOBITHOTO DPiBHS

SIKOCT1 BUPOOJIEHOT MPOYKIIii, aKIIEHTYIOUU yBary Ha 1HAWBIyalbHINA I[IHHOCTI



JUIsL CIIO’KHMBa4da, (pOPMyBaHHS JOBFOTPUBAIMX BIIHOCHH 31 CIIOXKHBAaYeM 3a
PaxyHOK CTBOPEHHSI acollialliii Ta eMOIIIH.

3a pe3yapTaTaMu JOCHIKEHHS XI100MeKapChbKUX MIANPUEMCTB B YMOBax
MapKETUHIOBOI Opi€HTallli BU3HAYEHO, IO JIOKAJIbHI MIANPUEMCTBA 3aiiMalOTh
cepelHl MO3UIlli 00 PO3BUTKY OpeHAy. BoHM MaroThb BHCOKI MOKa3HUKH
MPUXWIBHOCTI 10 OpeHay Ta BIII3HABAHOCTI, ajie 3a MOKa3HUKaMHU SKOCTI
yCTYNarOTh PETIOHATLHUM BUPOOHMKaM. 3a JOMOMOIOI0 aHKETYBaHHS OI[IHEHO
JIOSUTbHICTh T MPUXWIBHICTh 10 OpeHAIB Ha pUHKY Xii0a Ta XJ11000yI0YHUX
BUPOOIB.

CdopmoBaHO MOAEINb MOBEAIHKH CITOXKUBAYIB XJ1100MEeKapChbKOi1 MPOAYKIIiT
HAa OCHOB1 JOCHIDKEHHS TEHJEPHUX XapaKTePUCTUK Ta OLIHKK (HaKTOpIiB
OpUXWIbHOCTI J0 OpeHay xiibonekapchkoi mpoaykilii. OOrpyHTOBaHO
JOLIBHICTD CITIBCTABJICHHS CHOXXMBUMX (DAKTOPIB MPUXUIBHOCTI 10 OpeHy
xybornekapcbkoi MPOAYKIli 3 OpeHa-aTpuOyTamMu (BII3HABaHICTh OpeHny,
acorriaifii, JOSUIBHICTh, 1IEHTHUYHICTh Ta AKICTH OpeHay). [ns HaoyHOTO
IpeJICTaBIEHHS TOYOK MEPETHHY CIIOXKUBaya 3 OpEHI0M MTOOYA0BAHO MIJISX, STKUA
IIPOXOJUTH CIIOKUBAY XJI100MEKapChKOi MPOAYKINIT BiJl YCBIMOMJICHHS TTOTPeOH
110 GaKTUIHOTO 31HCHEHHS TTOKYITKH

Po3pob6ieHo MeTo 1 OIiHKKM BapTOCTI OpeHIy XJIiO0MeKapchKoi MpOAYKITii
(«Q.A.S.V.C»), sikuii BpaXxOBY€ 0COOJIMBOCTI XI100MEKaPChKOI raxy3i Ta OIiHI0e
OpeHJ 3 BHUKOPHUCTAHHSAM IIOBEIIHKOBUX METPHUK, BHU3HAYCHUX B XOJIi
MIPOBEJICHOTO JOCIIKEHHSI CMOKMBAYiB Ha PUHKY XJi0a Ta XJIi000yITOoYHUX
BUpoOiB. Bapricte OpeHay poO3paxoBYEThCS AK T00YTOK TPUOYTKY Bin
HEMaTepialbHUX aKTUBIB (3HAXOIUTHCA 32 TOTIOMOTO0 (D iHAHCOBUX MOKA3HUKIB,
po3paxoBaHUX 3a MeToAuKoro Interbrand) ta koedimieHTy OIIHKA MTOBEIIHKOBHX
METPUK (JI0 SKUX BiTHOCSATHCS: CIpHMaHa SKICTh, BIJOMICTb, OCOOJHMBOCTI,
Bi3yallbHI CKJIaJIOB1, IPUXUIIBHICTB).

Po3pobreHo crparerito po3BUTKY OpeHy MiANMPUEMCTB XJ1100MeKapchKOi

rajdy3l s TIIBUILEHHS 3arajbHOi BapToCcTi OpeHay, sKa BIUIMBa€E Ha



NpUOYTKOBICTh Ta KOHKYPEHTOCHPOMOXHICTh MIAOPUEMCTB Tany3i. Kirodosi
HalMpsIMKU cTpaTerii copMOBaHO HA OCHOB1 BUSBJICHUX B XOJ1 JTOCHIIKCHHS
MOBEATHKOBUX METpUK OpeHy. KoxkeH KitouoBUi HAIPSIMOK CTpaTerii BKIIIOYA€e
Mepesik eTamiB MpPOBEJACHHS, BUKOHABI[IB, 3allIKaBICHUX OCI0, Ta CTPOKH
BUKOHaHHs. OILIHKY OYIKyBaHUX PE3yJbTATIB 3alpPOIOHOBAHO MPOBOJUTH Ha
OCHOB1 MOHITOPUHTY KUTbKICHUX KpUTEP1iB €EeKTUBHOCTI. PO3IIIHYTO HMOBIpHI
PU3UKH, Kl MOXYTb BHHHKHYTH, Ta METOAM iX mojonaHHs. Po3pobneno
KaJeHJAApHUN TUIaH BIIPOBA/KEHHS €TamiB CTpaTerii, KUl po3paxoBaHUN Ha

OJIUH PIK.

Kniouoei cnosa: Openn, OpeHA-MEHEIKMEHT, OpEHIUHI, MapKETHHT,
xJj0ornekapchbka rainy3b, PUHOK XJi0a Ta XJ1000yJ04HUX BHUPOOIB, MOCIHb

MOBE/[IHKHM CIOKMBaua, CTPATErisi pO3BUTKY OpEHITY.



SUMMARY

Hanna Maiboroda. Brand management of bakery enterprises in
marketing orientation. - Qualifying scientific work on the rights of the
manuscript.

The dissertation for the scientific degree of Doctor of Philosophy on a
specialty 075 "Marketing”. Dmytro Motornyi Tavria State Agrotechnological
University, Melitopol, 2021.

The concept of a brand is enhanced as a marketing tool used at all stages
of the product life cycle and included the main components of the marketing mix
to create a set of characteristic emotions and associations that arise in the
consumer's mind when he is buying, and supplying a product. The classification
of brands is substantiated as a marketing instrument, focusing on the consumer
and his needs. The definition of brand management is formed as an effective
management system for the protection of intellectual property and operation of
the brand with a help of a set of interconnected marketing elements to develop
long-term competitive advantages. The relationship between brand management
and basic marketing concepts has been studied.

It is determined that the bakery industry plays a crucial social-oriented role
in society and bases national food security policy. The main world tendencies of
the industry development are considered. The prospects of its growth are revealed
due to the creation of new manufacturers. In this regard, the expediency of using
brand development strategies by enterprises in the industry and the relevance of
forming a brand management system are substantiated to obtain competitive
advantages.

The proposed method of brand management research at bakeries covers
economic characteristics of the bakery market, marketing issues, influencing
brand management, and the study of the competitive environment of the industry.
The methods of brand value assessment are considered. It is proposed to use it in

the context of three approaches such as financial (use of quantitative indicators),



marketing (use of qualitative indicators), and combined (set of quantitative and
qualitative indicators).

The dynamics of the bakery industry development at the national level are
analyzed to substantiate the economic characteristics. The regional specialization
of the bakery market by regions of Ukraine is investigated. It is determined that
the Zaporizhia region is in the top ten districts by the income of bakery products.
The current state of development of enterprises represented on the local market
of bread and bakery products of Melitopol and Melitopol district (Zaporizhzhya
region) is considered. It is determined that to increase the competitiveness of local
enterprises, it is necessary to create and develop a strong brand.

According to the study of marketing factors that influence the development
of brand management of the industry, it is determined that at the macro-level
economic, socio-cultural, and scientific-technological factors affect significantly.
At the micro-level, consumer factors, competitors, and contact audiences
influence essentially. According to results, formed alternative ways of brand
management development strategy at the bakery enterprises include increasing
the recognition and loyalty of the manufacturer's brand through the formation of
brand development strategy; active use of branding elements to identify products;
maintaining the appropriate level of product quality, focusing on individual value
for the consumer; the formation of long-term relationships with the consumer
through the creation of associations and emotions.

It is determined local enterprises occupy middle positions in brand
development according to the study of bakery enterprises in marketing
orientation. They have high rates of brand commitment and recognition, but they
are inferior regional manufacturers by quality. Loyalty and commitment to brands
in the bakery market are assessed according to the questionnaire.

The developed model of the consumer behavior of bakery products is based
on the study of gender characteristics and estimation of factors of commitment to

a brand of bakery products. The expediency of comparing consumer factors of



commitment to the brand of bakery products with brand attributes (brand
recognition, associations, loyalty, identity, and brand quality) is substantiated.
The customer journey of bakery products goes from awareness of the need to the
actual purchase to visualize the intersection of the consumer with the brand.

A developed method “QASVC” of valuing the brand of bakery products
takes into account the specifics of the bakery industry and evaluates the brand
using behavioral metrics. It was identified during a consumer survey of the
market for bread and bakery products. The value of the brand is calculated as the
product of return on intangible assets (found using financial indicators calculated
by the Interbrand method) and the coefficient of evaluation of behavioral metrics
(included perceived quality, fame, features, visual components, commitment).

The proposed brand development strategy of the bakeries increases the
total brand cost, profitability, and competitiveness. The main directions of the
strategy are formed in accordance with the behavioral metrics of the brand. Each
area of the strategy includes a list of milestones, executors, stakeholders, and
deadlines. It is proposed to evaluate the expected results based on monitoring
quantitative efficiency criteria. The probable risks that may arise and methods of
overcoming them are considered. A calendar plan for the implementation of the

strategy stages has been developed and designed for one year.

Keywords: brand, brand management, branding, marketing, bakery
industry, bakery enterprises, bread and bakery market, consumer behavior model,

brand development strategy.
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