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1. Introduction

In the current economic conditions, many international
and local companies are faced with the issue of managing

a large trademark portfolio. This issue is relevant due
to the fact that during the period of active growth and
development of companies, many new trademarks were
created. At the same time, to increase the competitiveness
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of companies, it is not enough to develop trademarks, it
is necessary to learn how to form and effectively manage
a trademark portfolio. It should be noted that the analysis
of the portfolio of trademarks is much more complicated
than the traditional analysis of the business portfolio. This
is due to the fact that management of the trademark is
much broader and multi-faceted simple management of
the product category.

In the face of tough competition, producers of alcoholic
beverages should pay great attention to the formation of
a portfolio of trademarksof their products. The globalization
of this market leads to the fact that the consumer must
make a choice among a large number of trademarks. On the
other hand, wine is a specific commodity, not every consumer
knows how to determine the level of quality, relying on
their taste buds, recommendations of friends or consultants.

Today, every manufacturer solves the problem of op-
timizing expenses on a daily basis, including expenses for
marketing activities. One of the most effective methods in
this case is the formation of an optimal trademark portfolio.

2. The ohject of research
and its technological audit

The object of research is the marketing activities of
alcohol producers in the field of trademark policy.

Trademark policy today is one of the key marketing
issues. There are manufacturers who have only one or two
brands in their portfolio. For example, on family wine-
making (Australia) Casella’s family produces wine of one
brand: Yellow Tail — Yellow tail and has sparkling red,
white wine and sangria in its portfolio, the entire assort-
ment consists of 23 items [1, 2]. This approach primarily
reduces the problem of choice for the consumer.

While Ukrainian producers sometimes have more than
ten brands in their portfolio. For example, the alcohol
holding Global Spirits (Ukraine) produces seven product
categories (vodka, tincture, quiet wine, sparkling wine,
cognac, brandy, vermouth) under 11 trademarks [3]. In this
case, not identifying the manufacturer with trademarks.

The level of success of these manufacturers and the
popularity of their brands is high. This gives grounds for
searching for factors, it affects the trademark policy of
alcohol producers.

3. The aim and ohjectives of research

The aim of research is formation of methodological
approaches to the trademark policy of alcohol producers,
will ensure a sufficient level of performance.

The following tasks are defined:

1. To clarify the concept of categories «trademark»
and «brand».

2. To carry out a classification of types of trademarks.

3. To investigate the vintage policy of Ukrainian pro-
ducers of alcoholic beverages.

4. To identify the main factors that influence the for-
mation of the trademark portfolio.

4. Research of existing solutions
of the prohlem

Many studies have been devoted to development and
classification of trademarks and brands. Methods for the

distribution of costs, monitoring of the company’s portfolio
of brands are reviewed in [4]. Work [5] is devoted to
classification of promising and effective means of marketing
and branding (including visual, auditory, olfactory and
tactile). In work [6] practical recommendations on maxi-
mization of profitableness of trademarks by giving to
them signs of a premium brand are given. As success-
ful trademarks have become major brands, where consu-
mers’ feelings are built on the success of the brand, which
leads to a significant growth of the company considered
in [7-10]. The importance of classification and proper
positioning of trademarks is discussed in [11, 12]. The
influence of branding and its emotional component on
consumer loyalty is investigated in five countries: Aus-
tralia, Chile, Mexico, France and Portugal [13]. Based on
a study of 20 Australian wine producers, the paper [14]
identifies the main attributes that must be inherent in
an authentic brand. At the same time, it is stressed that
commercial profit is not the main factor. [15] shows the
results of a consumer survey (California, USA) from 2008
to 2016, the relevance of the brand is the main factor
in choosing a wine.

However, which factors affect the trademark policy
should still be investigated. Let’s note that the list of
these factors depends on the product and in this study,
attention is paid to alcoholic beverages.

5. Methods of research

To solve the tasks, the following methods are used:
analysis and synthesis, logical generalization, analogies,
comparative comparison.

6. Research resulis

One of the elements of the marketing complex is a
trademark and a brand. However, there is some confu-
sion about their definition. In work [11] a trademark is
defined as «name, term, sign, design, emblem or combi-
nation of the above, intended for identification of goods
or services of one or a group of sellers, as well as for
differentiation from competitors». At the same time, it is
emphasized that the brand is «a figurative combination
of the product or service itself with a set of inherent
characteristics, expectations and associations that arise in
the consumer goods». Let’s consider it expedient to define
such trademark as «a sign of the origin of the product,
identify it with a certain source registered in accordance
with the law. Trademarks do not travel between countries
without registration» [6].

That is, the concept of the brand is much broader than
the trademark. A brand can be a name, a city name, a
company name, a trademark, have a certain meaning and
association and is recognized by consumers.

The key decision in marketing activity is the choice of
strategy and the definition of the type of trademark policy.

The first solution is determination of the type of name:
the only name for all products (brand of the manufacturer)
or an individual name for each product category (stand-
alone trademarks).

In [16], it is proposed to classify brands according to
the following characteristics: the brand owner, the dis-
tribution region, the way of using the brand name, the
competitive position.
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For classification of brands, the following classification
criteria are proposed: brand scale, brand market segment,
brand style, brand envelope, brand trademark bearer, brand
association, consumer capture method, brand expansion
strategy and user addition policy [17].

Let’s consider it expedient to analyze the interrelations
between brands using the following initial data:

— trademark architecture;

— the image of each brand;

— mission of the company, its strategic goals, as well

as the mission and strategic objectives of each brand,

— profiles of consumers of each trademark;

— other indicators of trademark success (market share,

degree of customer loyalty, recognition, performance

of a brand contract, etc.).

Based on the classification [12] in the context of «com-
modity-market», let’s consider it expedient to analyze the
trademark portfolio as follows (Fig. 1).

Trademark level

Corporate Merchandise

trademark trademark

Strategic Classical corporate Leading

Independent trademark trademark

Trademark
role
. . Auxiliary
Auxiliary Supporting trademark vademark

Fig. 1. The matrix of the trademarks analysis of the company [12]

The result of this analysis will be a set of strategic
marketing solutions to manage the development of each
trademarks of the company’s portfolio.

Ukraine has a long tradition of winemaking and at
the same time more than 400 modern wine producers that
provide new technologies, new solutions for processing
grapes and wine production, develop autochthon grape
varieties, and offer new wines to the world. Geographi-
cally and historically, Ukraine belongs to the Old World.
Mentally and technologically — in the New World. The
study allows to assert that there is such trend: the New
World, breaking traditions of the Old World, dictates fashion
for organoleptic, external design and marketing of wines.

During the last 10—15 years, the popularity of wine in
Ukraine has gradually increased. And yet experts of the
relevant international market evaluate Ukraine as a coun-
try with a low culture of consumption of this product.
So, the Ukrainian drank on average only 3.9 liters of
wine for 2016. For comparison: the average European —
20 liters, and for Europe this is not the maximum, and
the average rate [18].

It is the «backlog» of vodka and beer in popularity
that largely hinders the development of the wine seg-
ment, which capacity growth is annually until 2010. It
amounted to about 5-6 %. It is possible to say that the
wine market is developing not so much quantitatively as
it is qualitatively, which is especially noticeable in the
segment of quiet wines.

According to experts, Ukrainian passion for the style of
the drink largely depends on the place of residence. The
larger the city, the more popular it table wines. Perhaps,
the fact that in the mega-cities the trends of the world
fashion are getting more rapid. In small cities, the ratio

of table and semisweet, sweet almost reached 50 to 50,
although the latter are slightly larger [19].

Speaking about the color of wine, red still occupies
a dominant position in the color structure of small cities. And
among consumers with a population of 50 thousand + there
is a tendency to increase consumption of white wines. And
although the popularity of white wine is growing at a sig-
nificant pace, the red one will not yield to the primacy for
a long time due to the formed image of the most useful for
health. However, here again the seasonality affects season’s
palette: the demand for light white wines rises in summer,
and with the onset of coolness, sales of reds increase.

As for the price ranges, the most popular segment remains
the lower one, it accounts for more than 60 % of the realiza-
tion of the drink. And yet, given the significant increase in
sales in value terms, it is possible to note a trend towards
an increase in the share of the upper segment. More and
more Ukrainian prefer to buy wines of medium and higher
average price groups, hoping that in this way they receive
a quality guarantee. It can also be assumed that shifting
the emphasis to more expensive wines is also associated
with the development of a wine consumption culture in
the country.

In the Ukrainian wine market, the situation is further
complicated by several factors:

— the presence of a large number of alcohol producers

in the lower price segments, which increases competi-

tion within the market;

— the presence of a large number of different trademarks

belonging to the same producers, disorient the consumer;

— distrust of Ukrainian wine producers from the do-

mestic consumer, which is exacerbated by the presence

of a large number of low-quality products;

— the lack of a culture of consumption and an under-

standing of the quality of the guilty products of con-

sumers;

— the growth of foreign competitors — manufacturers

of wines of the New World, Chile, Australia (recently

the influence of imported wines has been significantly
reduced due to the increase in prices due to changes
in the exchange rate).

Therefore, Ukrainian producers of wine products for
effective management of the portfolio of trademarks should
also distribute the brands on the price line and monitor the
coverage of the target market. Investigating the coverage
of the target market is important to avoid cannibalism and
to ensure the satisfaction of variation in market demand.

The wine of Ukraine has the status of Wine with ap-
pellation of controlled origin (AOC). The first and only
company that has this AOC mark is SHABO LLC, based
in the village of Shabo, Odessa region (Ukraine). Several
brands of wine from Ukraine are exported to the border
countries, the European Union and North America.

Based on centuries-old traditions of Shabo winemaking
in 2003, «Shabo» company was created — the Ukrainian
winery complex with a full production cycle. The company’s
activities are directed to the cultivation and processing
of grapes, the production and sale of alcohol products
Shabo, created exclusively from selected grapes.

In a short time the enterprise became the leader of
the industry. Today, a wide range of Shabo products are
represented in all regions of Ukraine, as well as in Georgia,
Israel, China, the Baltic countries, Russia, Slovakia, Fin-
land and Japan [20].
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So, for example, in the portfolio of the company LLC «In-
dustrial and Trade Company «Shabo» (LLC «ITC «Shabo»),
as of July 2015, there were sixteen trademarks. Given the
high level of competition and certain state regulation of
pricing policy, this year the composition of the company’s
trademarks has changed many times — certain trademarks
and product categories were introduced to the market,
while some had to be disposed of (Table 1).

«Shabo» in 2016 refuses to produce cheap brands «Royal
Stories» and «Shabo Wines», which do not correspond to
the positioning of the company as a producer of high-quality
wines of <high scales». Due to the transition to a higher
price segment, the product portfolio does not require these
trademarks. The key brand in the company’s product port-
folio in 2016 is the «Shabo Classic» brand. The assortment
of the line has been changed in order to preserve the key
successful positions of the rulers «Royal Stories» and «Shabo
Wines» (namely, such products as «Royal», «Shabo Cellar»,

«Cahors») were transferred to the line «Shabo Classic».
This step allows to keep the current sales volume to the
maximum, provided that the production volume is reduced.
Thus, the brand «Shabo» leaves the «lower» price segment,
moving into the «middle» and <«premium» segments. The
product line «Shabo Reserve»> was expanded in 2016 to
meet the growing demand for high-quality wines.

In order to develop the «Shabo» brand as a strong
producer of European-quality wines in 2016, an additional
brand is launched in the price segment <«premium» —
«Grande Reserves.

Studies of taste trends among consumers of sparkling
wine showed a high level of popularity of flavored wines in
2017. However, marketers and the management of «Shabo»
decided not to introduce a new product — flavored sparkling
wine due to the discrepancy between the positioning of
the Shabo brand as a producer of high-quality products
exclusively from quality raw materials.

Tahle 1

Trademarks optimization process LLC «ITC «Shabo» (Shabo village, Odessa region, Ukraine)

2015 2016
Trademark (line) Assortment Distribution channels Trademark (line) | Assortment | Distribution channels
Royal stories: White National and regional Production line is canceled due to position change
semisweet and dessert | Royal red network retail, line retail:

wines.

Price for 1 bottle.
35.00-38.00 UAH
in retail

Royal cellar white
Royal cellar red
Muscat white
Bastardo dessert red
Cahors

small shops near the
house, self-service shops.
Export markets of Asia

Shaho wine:

varietal and semisweet
wines.

Price for 1 bottle.
33.00-35.00 UAH

in retail

Cabernet Chardonnay
Saperavi

Shabo Blanc

Shabo Bordeaux
Shabo Vine

Shabo cellar

National and regional
network retail, line retail:
small shops near the
house, self-service stores

Production line is canceled due to position change

Shaho classic:
high-quality varietal,
semisweet and dessert
wines.

Price for 1 bottle.
40.00-58.00 UAH

in retail

Cabernet Chardonnay
Saperavi

Merlat

Pink dry
Sauvignon Blanc
White semi-dry
Red semi-dry
White semisweet
Red semisweet
Royal white

Royal red

Shabso cellar white
Shabaocellar red

National and regional
network retail, line retail:
small shops near the
house, self-service stores

Shaho classic:
high-quality varietal,
semisweet and dessert
wines.

Price for 1 bottle.
60.00-87.00 UAH

in retail

Cabernet Chardonnay
Saperavi

Merlat

Pink dry

Sauvignon Blanc
White semi-dry

Red semi-dry

White semisweet
Red semisweet
Shabo white semisweet
Shabo red semisweet
Sherry dry

Sherry dessert

National and
regional network
retail, line retail:
small shops near
the house, self-
service stores

Cahors Muscat dessert
Shaho Reserve: Cabernet Chardonnay | National and regional net- | Shaho Reserve: high- | Chardonnay National and
high-quality high-quality | Saperavi waork retail. Export markets | quality varietal wines, | Sauvignon Blanc regional netwaork
varietal wines, aging in | Merlot of Europe, Japan aging in a barrel from | Cabernet retail. Export
a barrel from 9 months. 9 months. Saperavi markets of Europe,
Price for 1 bottle. Price for 1 bottle. Merlot Japan
190.00-200.00 UAH 200.00 UAH in retail Sherry dry
in retail Shaho Reserve: high- | Sherry dessert
quality varietal wines, | Riesling
aging in a barrel from
9 months.
Price for 1 bottle.
200.00 UAH in retail
Trademark was not Grande Reserve: Chardonnay Wine boutiques,
«Great Wines« of Pink VIP HoReCa,
Ukraine, varietal and Telti Ruruk branded store
blended AOC wines Cabernet Shabo
Aging in a barrel Muscat dessert vintage
18-24 months. Blending: Cabernet Merlot
Price for 1 botile. Blending: Chardonnay-
500.00 UAH in retail Riesling
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Such decisions are made today very quickly, but must
be very reasonable, which requires the presence of certain
qualitative methodological approaches.

Based on the results of the analysis, it is advisable
to determine the factors that influence the formation of
the trademark policy of the enterprise:

— the role and level of the trademark;

— contribution to profit (marginality);

— level of popularity;

— dynamics of the target segment;

— conformity of trademark positioning to brand posi-

tioning.

7. SWOT analysis of research resulis

Strengths. The strength of this research is the demon-
stration of the relevance and practical application of me-
thodological approaches to the formation of a portfolio
of brands by the example of the leading producer of al-
coholic beverages.

Weaknesses. The weak side has certain problems in
obtaining reliable information on other producers: the level
of marginality is a commercial secret of producers.

Opportunities. Opportunities for further research are
the expansion of the research base, the application of ex-
pert assessment methods and the construction on their
basis of a mathematical model that will allow developing
an algorithm for making decisions on the formation of
a portfolio of trademarks.

Threats. Threats to the research results are influence
of macro environment factors, change of legislative base,
that is a high level of uncertainty, requires making cor-
rections in the mathematical model.

1. It is determined that the concept of the brand is
much broader than the trademark. A brand can be a name,
a city name, a company name, a trademark, have a certain
meaning and association and is recognized by consumers.
At the same time, it is expedient to define such for trade-
mark: it is a sign of the origin of the product, it iden-
tifies it with a certain source, registered in accordance
with the law.

2. Trademarks should be classified according to the
following criteria: trademark architecture; form; customer
profiles; other indicators of brand success.

3. Based on the example of one of the leading producers
of alcohol products LLC «ITC <«Shabo» (Shabo village,
Odessa region, Ukraine), the implementation of the process
of portfolio management of trademarks is reviewed: the
cancellation of certain product lines and the introduction
of new ones due to changes in the positioning of the brand
in whole. Failure to introduce into the production of the
product, is popular due to the mismatch of positioning
and the threat of the producer’s reputation in general.

4. It is determined that in addition to the main eco-
nomic factors, the formation of the portfolio of brands is
also affected by:

— the role and level of the trademark;

— dynamics of the target segment;

— level of popularity;

— conformity of trademark positioning to brand po-

sitioning.

Further development of methodological approaches and
creation of an algorithm will make it possible to take these
decisions on the trademark policy of the wine industry
enterprises with maximum efficiency.
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ENTERPRISE MANAGEMENT SYSTEM:
THE STRATEGIC ASPECT

IIpoananizosano pesyivmamu 0CMAHHIX 00CIOHEHD HAYKOBUIE | BUSHAUEHO NPUHUUNU, SHAUCHHSL
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Kmouosi cnosa: cucmema cmpameziuiozo ynpasiinms, 001iK060-anaiimuune 3abesneuenis, 63aemo-
36’530k 6100KHCEMYy6anns 3 OyxearmepcoKum 00LIKOM.

1. Introduction

Eurointegration processes, toughening of business con-
ditions cause strengthening of own competitive posi-
tions in the market. This affects the construction of an
effective «system of strategic management, due to the
understanding of the enterprise as an open system that
actively interacts with the external environment, receiving
in it inputs and the expected result of activity at the
exit» [1].

It is in this plane that proper performance of the ser-
vice function by accounting will be an effective tool to
meet the needs of the accounting company’s management.
And it will also promote the introduction of budgeting
to achieve the strategic goals set, to implement budgets,
to identify deviations and eliminate the causes of their
occurrence. After all, a clear organization of the budgeting
process — a tool for implementing the planning function
and the method of financial management, will help to
increase the efficiency of doing business by Ukrainian
enterprises from 25-50 % and reduce the costs of the
enterprise by 10-15 % due to improved management quali-
ty [1]. According to experts, enterprises that do not make
budgets lose up to 20 % of their revenues per year [2].
The above tendencies actualize the use of additional ac-

counting and budgeting capabilities, which will allow to
form a qualitatively new strategic level of management,
adapted to the requirements of the present.

2. The ohject of research
and its technological audit

The object of research is the system of accounting and
budgeting in interrelation and continuous development.

To increase the effectiveness of the management cycle,
enterprises need to reorganize their internal structure and
structural divisions, using management methods, one of
which is budgeting. In particular, the lack of stable inter-
relationships in budgeting and strategic goals indicates
inefficient implementation of strategic management as the
basis for long-term stable business development. Specified
on the basis of information of economic activities of the
Ukrainian engineering enterprise under study it is pos-
sible: to generalize approaches to the organization of the
budgeting process; to systematize factors and directions
of development of its accounting system, subsystems of
management accounting and reporting; as an improvement
use a foreign scheme [3]. So, Fig. 1 shows the scheme
of the stages of the budget process of production units
and the obtained results.
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