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Mema. Mema cmammi nonsicac 8 po3pobyi pekomenoayil Wooo UKOPUCINAHHI KOMYHIKA-
YIUHUX IHCMPYMEeHmie, wo 3a6e3neuyoms akmugizayio npocysants bpeHoa.

Memoouka. Y npoyeci 00cnioxcenns UKOPUCMAHO.! ananiz i cunmes — OJisl pO3KPUMMSL
ocobausocmeti hopmysanns bpendie 8 Ykpaini; memoo y3aeanoHeHHs ma cucmemamusayii —y pos-
pooyi anzopummy npoyecy CmeopeHHsl, NPpOCY8AHHs MA GU3HAYEHHS eheKkmusHocmi bpenoa; me-
MO0 NOPIGHAHHSA | AHANO2IU — Y X0OT BUOKDEMJIeHHS KOMYHIKAYIUHUX 3aC00i8 Npocy8anus oOpeHoa.

Pesynomamu. Ha niocmasi npogedenoco 00CniodcenHs 8UZHAUEHO 0COOIUBOCMI popmy-
8aHHs OpeHOa 6 YKpaini ma 6UOKPEeMIIeHO OCHOBHI KOMYHIKAYIUHI IHCmpymMenmu, wo 3abesneuy-
10Mb aKMUBizayiro npocysants bpenoa ma nioguweH s egheKmueHoCmi Ybo2o NPoyecy.

Haykoea nosusna. Yoockouaneno aneopumm npoyecy cmeopeHHsl, NPOCYBAHH ma 6U3HA-
YeHHs eheKmusHoCcmi OpeHoa Ha 3acaoax KOMYHIKAyitiHux 3acoois.

Ilpakmuuna 3nauywiicms. Ompumani pe3ynibmamu CNpAMOGAHI HA CNPUSHHA AKMUGI3ayii
npocysanHs OpeHoa ma BUPIueHHs NUMAHHA WO000 NiOBUWEHHS e(eKmMUBHOCMI 1020 8NpO8a-
O2ICEeHHS BIMYUSHAHUMY NIONPUEMCNEAMU.

Knrwowuoei cnosa: openo, mapkemune, KOMYHIKAYii, mopeogeivHa mapxa, imiodxc, eghekmus-
Hicmb, akmugizayis.

IMocranoBka mpo6aemu. CTBopeHHsI OpeHIa Mae OCOOJIMBE 3HAYEHHS IS
OTpUMaHHs mepeBar Ha puHKy. CyyacHl TEHACHIlli PO3BUTKY PUHKOBOI €KOHOMIKU
CBIYaTh, 110 CaMOTo (PaKTy CTBOpEHHs OpeHAa HEAOCTATHHO AJIS TOCATHEHHS KOH-
KypeHTHHUX IepeBar. Y 1el yac CKIaJHUM IMUTAHHIM € HE TUIbKUA CTBOPEHHS CHUIIBHO-
ro, MO-CHPaBXHbOMY YHIKJIBHOI'O OpeH/Ia, CKUIBKK MOTo MPOCYBaHHS Ta MiATPUMKA.
Bpenn cnpusie migBUILIEHHIO peryTallii Horo BIIaCHUKA, a pemyTallis — 11e MIIH1 T03H-
11 Ha pUHKY, TapaHTIsl 3aJy4Y€HHS HOBUX Ta YTPUMAaHHS MOCTIMHUX KJIIEHTIB, BUT1IH1
KOHTPAaKTH, YMOBHM KpeauTyBaHHA. lle BU3Hauae BUCOKY aKTyaJIbHICTh pPO3pPOOOK,
MPUCBIYCHUX MUTAHHSIM OpeHJa Ta aKTUBI3ALll HOro mpocyBaHHS SK 1IHCTPYMEHTY
MapKETHUHTOBOT I1SUTHHOCTI MIAIPUEMCTBA.

AHaJIi3 ocTaHHIX J0c/aiIKeHb i myOaikanii. [Tutanusm Openna Ta OpeHauH-
Iy MPUCBSIYEHO JOCUTH 0araTto poOIT SK 3apyODKHHUX, TaK 1 BITYM3HSIHUX YUCHHX:
J. Axepa, XK.-H. Kaudepepa, ®@. Kotnepa, I'.JI. bariesa, JI.B. banabanosoi, €.11. T'o-
ny6koBa, C.C. 'apkaBeHKO Ta 1H. Ajie B HUX poOOTax MUTaHHS OpeH/1a pO3IJIsi1al0Th-
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csl pparMeHTapHO Ta MOTPEOYIOTh MOAAIBIIOIO BUBYEHHS, 30KpEMa MUTAHHS MPOCY-
BaHHA Ta MIATPUMKU OpeH/Ia B yMOBaX Cy4aCHOTO PUHKY.

He BupimieHi panine nuTaHHsA, M0 € YaCTHHOIO 3arajbHOI npodiaemu. B
1HO3EMHIH JIITepaTypi BUKOPUCTOBYETHCS TEPMIH «OPEH», IKUU 10 KIHIS JEeB’ THOC-
TUX POKIB MOMWJIKOBO TiepekiaiaBcs B jitepaTypi kpain CH/I sik «roproseiabHa Map-
ka». lle cTano rosoBHOI MPUYMHOI MIYTAHWHMU 3a3HAYEHUX TEPMIHIB 1 HAYKOBHX
JUCKYCIH MIXK BITYM3HAHUMHU MapKETOJIOTaMH.

Croroani € 6arato BU3HaueHb OpeHna. HaliOuibIn TOYHO MOro CyTh XapakTte-
pU3y€e Take TIOyMadeHHs: OpeHn — 1e aTpuldyTtu ¢ipmu abo ToBapy, 5Kl BioOpaxa-
I0Th iX 1HIUBIIYaJIbHICTh, KOHIIEHTPYIOTh YBary KJIIEHTIB 1 CTBOPIOIOTH IMIJIK (Pipmi,
crpusitour (OpMYBaHHIO peryTalii Ta NPOCYBaHHIO TOBapy Ha pUHOK. HalOunbiu
BCEOXOIUTIOIYE i OJTHOYACHO HAWKOPOTIIE BU3HAYEHHS OpeHJia, IO IPYHTY€EThCS Ha
Kjacu(dikaifHUX 03HAKaX BPaKEHHs Ta acolliallii, HAJIeKUTh NPEICTABHUKY aHTIIIM-
cbkoi HaykoBoi mikosu [lomro denasiky: «bpena — e Habip acoriamiil (CIpuRHATTS)
B ysIB1 crioskuBavay [6].

Ha nodatkoBoMy eTani CTaHOBJICHHSI pUHKOBOI €KOHOMIKM B YKpaiHi crocTe-
piranocs MOMIMPEHHs 3apyOKHUX OpeHAiIB. 3apa3 CTBOPIOIOTH 1 MPOCYBAIOTh BITUU3-
HsiH1 Openau. Lli muTaHHS MalOTh MepHIOYEpProBe 3HAUYCHHS AJis 0araTbOX BITYM3HS-
HUX NIANPUEMCTB, 0c00JMBO Micis Betyny Ykpainu 1o COT. Aze goci cTBOpeHi BiT-
YU3HSIHI OpeHIH «PO3KPYUYIOTh» 3a JI0MOMOT0I0 peKkiiaMu 0e3 e)eKTUBHOTO BUKOPHUC-
TaHHS LIUPOKOI0 apceHaly IHIIUX KOMYHIKAIHHUX 3aC001B.

VYpaxoByrouu 1€, METOI0 CTATTi € BUKJIAJ PE3yJbTaTIB JOCIIIKEHHS MPOCY-
BaHHS OpeHa, NiABUIIEHHS e()eKTUBHOCTI Ta aKTHBI3AIlli ILOTO MPOIIECY Ha MiJCTaBl
KOMYHIKalliifHUX 3aCO0IB.

Buxiag ocHoBHOro marepiauy. [loHsaTTs «OpeHn», Hacamnepe, Mae MapKe-
TUHTOBHUI 3MICT 1 03HAYa€ «PO3KPYUYEHY» TOPrOBEJIbHY MapKy, 110 € BIIOMOIO O11b-
1111 YaCTUHI CIIOXKMBAYiB. Y pe3ynbTaTi TUIBKUA OJHA 3rajika Impo Horo Ha3By abo ioro
CUMBOJI BUKJIMKAIOTh MO3UTUBHI €MOIIil Ta OakaHHs MPUA0ATH BIAMOBIAHUN TOBap.
["onoBHi dakTOpH, IO CHPUAIOTH GOPMYBAHHIO MTOMUTY, — YHIKaJIbHI SKOCTI TOBapy 1
AKICTh Y IIHMPOKOMY ceHcl. BOHM peani3yroThCsi y CIOKMBHUX BJIACTUBOCTSAX, IIiHI,
HAsIBHOCTI B MEpEX1 MPOJIaxKiB.

Po3BuTOK OpeHma Ta MpoCcyBaHHS TOProBEIbHOT MAPKH MOXJIMBI 32 PaxyHOK
KOMIUJIEKCY 3aX0/1B. JJisl 11boro He0OXIJHO CTBOPUTH CIELIajdbHI YMOBH: MPUHIIUIIO-
BO HOBY (YHIKaJIbHY) SIKICTh TOBApYy, 110 BIAPIZHIETHCS BiJl AKOCT1 TOBApPIB KOHKYPEH-
TiB; HOBU3HY TOBapy a00 HasBHICTh HOBUX CIOKHUBUUX SKOCTEH, MPUBAOIUBUX IS
KJII€HTIB; MIBUJKICTh 1 HATUCK Y MUTAaHHAX (OPMYBaHHS Ta PO3BUTKY Y MO€JHAHHI 3
HE3MIHHO BHCOKOIO SIKICTIO TOBapy. Bce 11e Mae cynmpoBOKyBaTHCS aKTUBHOIO pEK-
JAMHOI0 MATPUMKO. J[Ji1 poOOTH B 1IbOMY HampsAMKY MOTPiOHO chopMyBaTH Tep-
COHaJI BUIIOT KBasi(ikalii, mepegdadyae HassBHICTh 3HAHb 3 MEHEXKMEHTY, MAPKETHH-
Iy, €EKOHOMIKH, MATEHTHOI CpaBH, crel(iKK TOBAPY, MCUXOJIOT1l, HOBUX TE€XHOJO-
il B oprasizaiiii 0i3Hecy, BMiHb IPUHMATH HECTaHAPTHI PIICHHS, BUHAX1JIMBOCTI,
TBOPYOIO MOMIYKY. Y 1IbOMY MUTaHHI Ba)XJIUBY POJIb BIAIrpaloTh MaTepiajibHa 3alli-
KaBJICHICTb, MEPCIEKTHBA y BCiX BIIHOCHHAX, a TAKOX 3aXHCT Ha BCIX €Tamax: Mmpo-
AYKIii — BiJ MApOOOK, MPOIeCy BUPOOHUIITBA — BiJl BUKPAJEHHS HOBUX TEXHOJIOT1MH,
npolLecy IpoAaxy Ha BCIX eTanax.



[ToTpiOHO BMITH MpaIoBaTH 3 Aep>KaBHUMHU YAHOBHUKAMU Ha €TaIl peecTpanii
nignpuemctBa. Oco6aMBl HABUYKU MOTPiOHI st opopmileHHs cepTu(dikaTiB, TOBap-
HOT'O 3HaKa, MaTeHTIB, CTBOPEHHS aCOLIaTUBHOrO 00pa3y, KUl BUKIMKAB OU MO3H-
THBHI €MOIIIi Ta CIpUsIB OM PO3YMIHHIO 3MICTY ¥ hopMu OpeHa.

JIoL1IbHO BUKOPUCTOBYBATH BC1 MOMIIMBOCTI JIJIsl AEMOHCTpAllii CBOro OpeHay:
Ha BHUCTaBKax 1 000B'SI3KOBO B MPe3eHTA0ETbHOMY BUTJISA/L, Y MEPIOAMYHUX KYypHATaxX
Ta iHQopMaliHUX T0oBiIHUKAX (0a)kaHO Ha HalBUIHIIIOMY MicIll). Halikpamum yu-
HOM crpuiiMaeThes 1H(OpMaIlis Ha oOKJIaMHKaX 1 KOJbOPOBUX BKJIagkaX. OCTaHHIM
gacoMm 0arato roBOpsATh MPO MPE3CHTAIlli, 110 BIAIITOBYIOThCS Bigauiamu PR, Ha ski
3aMpoIIyOTh MPEACTABHUKIB TPOMa.

[lepmii BkJIaJeHHS KOWITIB y PO3KPYYyBaHHS OpeHAa 3aBXKAH € ICTOTHHUMHU.
SIkuio B cepelHbOMY peKjamMHa 4acTKa CTaHOBUTH 4%, TO Ha eTaml pO3Kpy4yBaHHS
OpeHJa BOoHA MOKe 30UTBIIMTHUCS B KuUlbKa pasiB — 10 10-15% Big obopoty. Onnak
PO3Kpy4YyBaHHS OpeH/a € KamiTaJTOMICTKHM MPOIECOM He TUIBKHA TOMY, 110 MOTPiOH1
3HAYH1 KOIITH Ha HOT0 CTBOpEHHA Ta pekiamy. CrokuBay roTOBUH IJIATUTH BEIUKI
IpOIIIi HE 3a KPACHUBHI JIOTOTHIL, a 32 T€, 1[0 BIH € rapaHTIEIO EBHOTO SIKICHOT'O CTaH-
napty. bpenn He 3poOuIl MOMYNISIPHUM, SKIIO PO3PAXOBYBATH TUIBKM Ha MOTYXHY
pexnamy. He moxkna 3a0yBatu mpo Bci iHIII BUAW 1HPopMalii QipMu — KaTajlorw,
Mpaic-TUCTH, TPOCHEKTH W HaBITh MPOCTI OTOJOLIEHHS 3 OyIb-IKOTO MPUBOIY — Ha
BCIX IIMX MaTepiajiax MOBUHHA OyTH MOBHOI[IHHA TOProBeibHa Mapka. Mo)KHA BUKO-
PUCTOBYBATH HOCIi peKJIaMH, SIK1 HE MIAXOASTh JUIsl POUYUTAHHS BChOT'O PEKIAMHOIO
OTOJIONICHHS, aje MPHUIATHI JJI BI3yaJbHOTO CIPUHHATTA 00pa3y TOBApHOrO 3HaKa
(HampuKIa, Ha MOJIETHICHOBUX MaKeTax, KyJiaX, KaHUEIIPChKUX TOBAapax, 30BHIMI-
HbOMY OOI1l TPAHCIIOPTHUX 3aCO0IB 1 T. 1H.).

AHaNI3yl0un BaXJIUBICTh PI3HUX MUTAaHb y O13HECI 1 cCaM PUHOK, MOYKHA 3p00H-
TH BUCHOBOK MpO MEpHIOpsAIHE 3HAUCHHS OpeHja. YpaxoBYIOUM BaXKJIUBICTh LIOTO
MUTAHHS ISl IPOLECY CTBOPEHHS, MPOCYBAHHs Ta BU3HAYEHHS €(PEKTUBHOCTI OpeH-
71a, MO’KHA PEKOMEHAYBATU JIATH 32 TAKUM aJITOPUTMOM, HABEJICHUM Ha PUCYHKY 1.



— ETAII 1. Ilo3umionysanus (Brand Positioning), sike BU3Hayae NCUXOJIOT14-
HI BJIaCTUBOCTI, IPU3HAUYCHHS 1 0COOJIMBOCTI IIUUILOBOTO CIIOKUBAaHHS

!

ETAII 2. IlopiBHsiHHA 3 OpeHaamMu, 1o KOHKYpytoTh (Brand Trademark
Screening) siK y CBOil KpaiHi, Tak 1 B cpepi CBITOBOI IHTErparii

ETAII 3. Po3risa MoxxauBocTed ppaHuyaidi3uHTy, NEPeHHITTS a00 KymHiBis
|| mpaB (ninen3iii) y iHmux ¢ipM Ha TOProBeJIbHY MapKy; IpU LIbOMY CJIiJT
3BEPHYTH YBary Ha eeKT HaJIMIIKY TOProBesbHUX Mapok (Overbranding)

il

ETAII 4. BusiBinenHst [uib0Bo1 ayJuTOpii (CerMEeHTyBaHHs) 1 pOpMyBaHHS
i1ei Ta Bu3HaueHHs Openna (Brand Idea Creation)

U

ETAII 5. TectryBanns (Brandtest Market Research), 3a noromororo sikoro
BU3HAYAIOTh CTaBJICHHS IIUTLOBOT ayAUTOPIi 0 PI3HUX BapiaHTIB Ha3B, 300-
pakeHHs] CUMBOJIIB 200 eMOJjieM, Tu3aiiHy Ta IHIINX BIACTUBOCTEN

!

ETAII 6. Cknananns crpaterii mpocyBanHs Openna (Brand Strategy), ypaxo-
—>| BytouM rpaBuiia «4P»: sikocti ToBapy Ta piBHA cepsicy (Product), minu (Price),
HasSIBHOCTI y Mepexi mpojaxy (Place) 1 nuisixiB npocyBanus (Promotion)
ETAII 7. Anpo0artiisi Ha pUHKax pi3HUX PErioHiB ado KpaiH, 3 ypaXyBaHHSIM
MO>KJIMBOT'O 3aCTOCYBaHHS «IIJIOTHUX» a00 MPOOHUX BapiaHTIB

U

| ETAII 8. [l MixkHapoJHOTO OpeH/ia — MpOBEACHHS JIIHTBICTUYHOT'O aHaIl-
3y (Linguistic Screening)

| ETAII 9. IlocTiiiHnii KOHTPOJb yHi3HABAHHSA a00 MOIYJIIPHOCTI 3a PaXyHOK
OMUTYyBaHHs a00 TECTyBaHHS Ta CKJIaJlaHHS PEUTHHT1B

Etanu nporecy cTBOpeHHS, IpOCYBaHHS Ta BU3HAYCHHS e(PEeKTUBHOCTI OpeHaa
A\ 4

Pucynok 1 — Anroput™m mpouecy CTBOpPEHHs, MPOCYBaHHS Ta BU3HAYEHHS
edexTuBHOCTI OpeHia

Bpenaunr, sk K0JeH HIIUH HANPSAMOK JiSTIbHOCTI MAPKETUHTY, PO3BUBAETHCS
BUIEpEIHKATIbHUMH TeMnaMu. MokHa KOHCTaTyBaTH HAasIBHICTb PEBONIIOLIMHUX NEpe-
TBOPEHb y IbOMY HamnpsMKy. [IpuunHa — cTpiMKe 3alIOBHEHHSI BAKYYyMY 3 OpeHIMHTY,
0 3'IBUBCS IICJIA MOYATKy CTAHOBIICEHHA PUHKY B YKpaiHi. BinOyBaeTbcsa mBuake
YCYHEHHS HEBIINMOBIIHOCTI PIBHSA PO3BUTKY BITUM3HSHOTO BUPOOHUIITBA 1 TOPTIBII
HIBUAKOCTI IPOHUKHEHHS TPaHCHAI[IOHAJIbHUX KOPHOpaliid 3 BITOMUMHU OpeH/1aMU Ha
Halll pUHOK 1 TOCWJICHUH PO3BUTOK BITYU3HSAHUX PUHKIB TOBapiB 1 MOCIYT.

[HmmMu pakTopamu, ikl CyTTEBO BIUIMBAIOTH Ha MPOIEC MPOCYBaHHS OpeHa,
€ TaKi:

— 3aX0AM Ta CIOCOOM, IO CYHPOBOJKYIOTh «PO3KPY4UYBaHHS» (HAIpHUKIIAL,
CTBOPEHHS CEpBICY CYNPOBOXKEHHS B YCbOMY MOr0 pI3HOMAHITTI);




— JIOCATHEHHS KPUTEPII0 BUCOKOI SKOCTi, MOr0 MOCTIMHE MIATBEPKEHHS Ta
OXOpOHA BiJ] IPOHUKHEHHS HESIKICHUX CKJIaJIOBUX;

— CTparteris eKcrmaHcii mpono3uiii abo iHIIa, CupsiMOBaHa Ha MPOCYBaHHS TO-
BapiB 3 NPUBAOIUBUMHU CIIOKMBHUMHU BJIACTUBOCTSIMU B HOB1 pallOHM 1 pET10HH;

— KpEeaTUBHICTb a00 €JIeMEHTH TBOPYOCTI Y CTBOPEHHI CUMBOJIB TOPTOBEJIb-
HUX MapoK 1 peKiIamu;

— I[IHOBA MOJIITHKA, CIPSIMOBaHa Ha (OPMYBaHHs CMaKy II0JI0 HOBUX BUPOOIB,
B1J1I0OpaK€HHs 1IHTEPECiB LLJILOBUX CETMEHTIB PUHKY.

Pe3ynpTaToM HENOOILIHKM HEOOXITHOCTI BM3HAYEHHS €()EKTUBHOCTI € BTpaTta
KOHTPOJIIO CUTYallli Ta MOXJIMBE 3HIDKEHHS! €eKTUBHOCTI OpeHaa abo K ICTOTHE 3a-
TATYBaHHS 4acy HOTO «PO3KPYUCHHSI.

VY neskux BUMaaKax, CTBOPEHHs OpeHaa Ta HOro mpocyBaHHS Ha PUHOK MOKE
OyTH BUTIIHHM 32 YMOBU BUKOPUCTaHHS KOMYHIKallIHUX, a HE PEKJIaMHUX 3aC00I1B,
3aJIEKHO Bl KOHKPETHUX YMOB.

J1o kKoMyHIKaIiiiHuX 3ac001B MpOCyBaHHs OpeH/ia CIij1 BIAHECTH:

— CEMIUTIHT, a00 0€3KOIITOBHA PO3/1aya 3pa3KiB, pEUENTIB 1 pi3HOI iH(opMaIii;

— JerycTarisi IpoayKTiB (BIIHOCUTHCS IO CEMILIIHTY);

— oprasizaiis 3axojiB 3 OJHOMMEHHHMM 3 OpEHJOM HalMEHYBaHHS, y TOMY
YUCJI1 BIAKPUTTS MApKiB, AUTSIYUX MaWJAHUYMKIB, IJISXKIB, MMPOBEACHHS 3yCTpiue 3
apTUCTaMU;

— oprasizallis Mpe3eHTalliil 1 Be4opis;

— BIOKpUTTS Kade, HAMETIB Ta IHIIUX TOYOK TOPriBIl il BUBICKOIO
OpeHna;

— TpOBeJeHHs a00 y4yacTh y BHCTaBKaX, KOH(EpEeHLIsX, ceMiHapax «Iij mpa-
IOPOM» BiIOMOT0 OpeHa;

— oprasizallis pedTHUHT1B NlepeBar 1 aHKeTyBaHHS;

— Yy4acTh y TeHJepax;

— CTBOpPEHHS Mepexi TUCTpUOYIii Ta MapTHEPIB 3 OAHOMMEHHHUM 3 OpEHIIOM
HallMEHYBaHHSIM;

— 3J1IACHEHHS MiapIBChKUX 3aXO0/I1B;

— MOHITOPUHT €(EKTUBHOCTI TOPTrOBEIBHUX MAPOK;

— 3ax0[u, MOB'A3aH] 3 1IGHTU(IKAIIEIO Ta 3aXUCTOM TOBAPHUX 3HAKIB.

KomyHikariifHi 3aX011 4acTo € aIbTepHATUBHUMH peKjiaMHUM. Bimomo Garato
BUIAJKIB, KOJU IM BiIJalOTh MEpeBary i BOHU € OUIbII JACMICBIIMMH, OUIBII YiTKO
MO3UITIOHOBAaH1 Ta TPHW3HAYCHI JJIs MEBHUX CHOXKWBaviB. Hampukian, opranizaiis
00'€KTIB 3 OJHOMMEHHUM HaMEHYBAaHHSM 3 OpPEHJOM, IO JI03BOJISE€ 3HAYHO edeK-
TUBHIIIIE, HDK peKJiaMa, 3a1y4UTH I[UThOBI CETMEHTH criokuBadviB. L{i 3axoau naroTh
Oe3mocepeiHii 1 CTIMKMNA KOHTAKT 3 ayJIMTOPIEI0 CIOXKUBAUIB. Y pe3yJbTaTi 3pocTae
JI0BIpa 10 TOPrOBEIBHOT MapKH.

Menepkepy BeTUKUX KOMIaHIA poOsiTh npouec GopMyBaHHsS OpeHa YacTH-
HOIO CBOiX CTpaTeriyHUX IUIaHiB. Y pe3ysbTaTi KOMIaHii IHTerpyroTh allbTepHATUBHI
MIAXOAM 10 CTBOPEHHS Ta MPOCYBaHHS OpeHJia B iX 3arajibHy KOHUEIII0 PO3BUTKY.

BucnoBku. OTxe, 32 pe3ylbTaTaMH JOCIIPKEHHS HEOOX1IHO KOHCTaTyBaTH,
IO CTaH MpPOIeCy NPOCYBaHHS BITYU3HSIHUX OpEHIIB MOTpeOye aKTUBHOTO BUKOPHC-
TaHHS IIMPOKOrO CHEeKTpa KOMYHIKalIiHUX 3aco0iB. B OCHOBI IIbOTO HAMpPSIMKY IO-



BHUHHI OyTH 3aJI1sIH1 IHCTPYMEHTH aKTHUBI3allil NpOCyBaHHS OPEHIIB, 1110 AIbTEPHATHUB-
Hl peKJIAMHUM.

IMopanpmux pocaifkeHb NoTpedye po3poOka METOAUYHOrO 3a0e3MeueHHs
OLIIHKK ¥ aHai3y e(pEeKTUBHOCTI BUKOPUCTAHHA OKPEMHUX KOMYHIKALIMHHUX 3ac001B
MPOCYBaHHs OpPEeH/IIB Ta IX IHTErPAILHOTO MOETHAHHS.
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Iens. Llenv cmamvu 3akarouaemcs 8 pa3padomke peKoMeHOayuti no UCNONIb308aHUIO KOM-
MYHUKAYUOHHBIX UHCIMPYMEHMO8, 00eCneuu8arouux akmueu3ayuio npoo0BUNCeHUs Openod.

Memoouka. B npoyecce ucciedo8anusi ucnoib308anbl. aHaIU3 U CUHMe3 — O PACKPbLIMUS
ocobernHocmeli hopmuposanus OpeHoos 6 Ykpaune, memoo 0000weHUss U CUCMeMamu3ayuy — npu
paspabomke aneopumma npoyecca co30aHust, NPOOBUNCEHUsL U onpedeierust IphexmusHocmu OpeH-
0a, Memoo CpasHeHusi U AHAI02Ull — NPpU Bbl0eIeHUU KOMMYHUKAYUOHHBIX CPEOCmE NPOOBUNCEHUS
bpenoa.

Pesynomamul. Ha ocnosanuu nposedeHH020 UCcied08anus onpedeieHvl 0cobeHHocmu gop-
Muposanus bpenoa 6 Ykpaune u vbloeieHbl OCHO8HbLE KOMMYHUKAYUOHHbIE UHCTPYMeHmbl, obecne-
yusarowjue akmusu3ayuio NPOOBUNCeHUs: Openoa u nogvluleHue PHeKkmusHoCmU 9mo2o npoyeccd.

Hayunas noeusna. YcogepuieHCmeo8an ancopumm npoyecca CO30aHUsl, NPOOBUNCEHUs U
onpeodeneHus d¢hpexmusHocmu OpeHoa Ha OCHO8e KOMMYHUKAYUOHHBIX CPEOCa.

Ilpakmuueckan 3nauumocmes. [lonyuennvie pe3yibmamsl HANPAGIeHbL HA COOEUCMEUe aK-
MuU3aYUYU NPOOBUIICEHUSI OPEHOA U peuleHUue 80Npoca O NOBblUEeHUU dPpeKmusHocmu e2o uc-
NOIb308AHUS OMEYECTNEEHHBIMU NPEONPUSMUIMU.

Knrouegvle cnosa: 6peno, mapkemurne, KOMMYHUKAYUU, MOP2OBASL MAPKA, UMUONC, IPDheK-
MUBHOCMb, AKMUBUZAYUSL.

Objective. The purpose of the paper is to develop recommendations on the use of communi-
cation instruments that provide activation of brand promotion.

Methods. During the study were used. analysis and synthesis to reveal the features of for-
mation brands in Ukraine, the method of generalization and systematization of the development of a
process to create, promote and evaluate the effectiveness of the brand, the method of comparison
and analogy in the allocation of communication means of brand promotion.

Results. Basing on the study were identified features of the formation of the brand in
Ukraine and the basic communication tools that provide the activation of brand promotion and ef-
fectiveness of this process.

Scientific novelty. The algorithm of the process of creation, promotion and determination of
the effectiveness of the brand based on communication tools was improved.

Practical value. The obtained results are aimed at promoting and enhancing brand promo-
tion decision on improving the effectiveness of its use of domestic enterprises.

Key words: brand, marketing, communications, brand, image, efficiency, activation.
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