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Hucepraniist Ha 3100yTTS HAyKOBOrO CTymeHs JokTopa ¢utocodii 3a
cneuianbHicTiIoO 075 — Mapkerudar — JlepxkaBHuii yHiBepcuteT «Opechka
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VY  nucepraiii JOCHIKEHO 3MICT TOHATH «OpeHn» Ta «OpeHn-
MEHE)KMEHT», HOro OCHOBHUX TMpoleciB. BHUCBITIEHO MUTAaHHS BIUIUBY
BU3HAYHUKIB OpeHay Ha (OpMyBaHHS JIOSIBLHOCTI CHOXHBayiB. PO3riasiHyTO
BUJIM BU3HAYHUKIB OpeHAy, X Mpu3HadeHHs 1 ¢popmu. [JociimkeHo TeHIeHIIil
[0JI0 PO3POOKM OCHOBHUX aTpuOyTiB OpeHIy, TaKuX SK: iM’s, JIOTOTHII,
bipmoBuil mpudT Ta GipMOBI KOTBOPH.

JocnipkeHO ~ BUKOPUCTAHHS ~ KOJBOPIB Yy JIOTOTHIIAX  cepef
HaWMpUOYTKOBIIIMX OPEH/IIB CBITY, @ TaKOX CHPUNHATTS OCHOBHUX KOJILOPIB
CIO’KMBauyaMM Ta iX BUKOPUCTAHHS y Tally3siX TOCMoJapioBaHHs. BuszHadeHo,
SKUM YMHOM alJIeHTUKa OpeHy BIUTMBae ()OPMYyBaHHS Ha Y CIIOKUBAYIB YABJICHb
110/I0 TOProBOI MApKH Ta MIO CJIiJ BpaxOBYBaTH NEpes TUM, 1100 MO3HANOMUTH
CIIO’KMBaya 3 TOBapPOM.

[IpoananizoBaHO CEKTOP JETKOT MPOMUCIOBOCTI YKpaiHu, B TOMY YHCII il
MiCIIE Yy BHUPOOHMYOMY CEKTOpI €KOHOMIKU. JlOCHIKEHO CTPYKTYpy
BHYTPIIIHBOTO PUHKY OJATY YKpaiHu. 3’gCOBaHO, 110 BJIACHE BUPOOHHUIITBO
cxiamae numie 18,8%.

Po3pob6raeno HayKOBO-METOIMYHUHN TIX1T 10 OI[IHKHU
KOHKYPEHTOCHPOMOXHOCTI OpeHJIIB MiAMPUEMCTB JIETKOI MPOMUCIOBOCTI, IO
BKJIIOUae B cebe OaraToMipHy J1arHOCTHKY: OI[IHKA OCHOBHUX BU3HAYHUKIB
OpeH/iB; aHali3 TMO3UI[IOHYBaHHS Ta KOHKYPEHTHUX I[epeBar; aHami3

pEJIEBaHTHUX  KPUTEPIIB  KOHKYPEHTOCIPOMOXKHOCTI  aJanTOBAaHUX IO



0COOJIMBOCTE MOBENIHKM CIIOKMBAYiB Ha YKpPaiHCBKOMY PHHKY OJAry (3a
JTAaHUMU aBTOPCHKUX MOJIbOBUX JTOCIIKEeHB). JlaHuii miaxXia J03BOJISIE BABHAYUTH
nepeBaru Ta HeJOJIIKM YKPaiHChbKUX OpEeH/IIB BIIHOCHO 3aKOPJOHHUX OpEHIIB Ta
chopmyBaTu epEeKTUBHY CTpaTErito MPOCyBaHHs BITUM3HsAHUX fashion-OpeHmis.

BuCBITIIEHO MUTaHHS BaXJIMBOCTI (hOpMyBaHHS OpeHIy B Taily3l JIETKOi
MPOMUCIOBOCTI. J[OCHiKEeHO NPUYMHU TOro, YOMY YKpaAiHCBKUM OpeHaam
Ba)KKO BECTU KOHKYPEHTHY 00pOTHOY 13 3axX1JHUMU rirantamu fashion-ingycrpii.

IIpoBeaeno anami3 ¢akTopiB, IO BIUIMBAIOTH HA BUOIP CIIOKHBAUIB MPH
KYIIBJI OAATY, a TAKOX MOTUBH Ta NUISIXH 3/11MCHEHHS NOKYyNOK. BusiBieno, 1o
HaWOUTbIIl 3HAUUMHUMU KPUTEPISIMH MPHU KYMIBI1 € AU3aMH Ta SAKICTh BUpoOy. [Ipu
IbOMY CIIOHKBaul poOJIsITh BUOIp cepell Bxke BimoMux iM OpenaaMm. binbiie 90%
CIO’KMBAavIB HAJAIOTh MEpeBary MiKHAPOJIHUM OpeHIaM.

[IpoBeneHo aHami3 MO3UIIOHYBAHHS Ta KOHKYPEHTHUX IepeBar
YKpaiHCBKMX Ta MDKHApOAHUX OpEHIIB, a TaKOoX aHall3 XapaKTepUCTHUK
CHOKMBA4YIB Ta LIIHHOCTI OpEHJly 3 TOUYKH 30pYy CIOKHMBAadiB YKpPAiHCBKUX Ta
MDKHApOJIHUX OpeH[iB. BusiBieHo, 10 3a CBOIM MO3UI[IOHYBAHHSIM OUIBIIICTh
OpeH/IIB OJSITY Y CErMEHTI Macc-MapKeT He BIIPI3HSAIOTHCA OAWH BiJl OJHOTO.
Maiixke Bci OpeHau, 1m0 OyJ0 NPOAHAII30BAHO MO3UIIIOHYIOTH cebe sK
BUPOOHUKH SIKICHOTO OJSITY 3a MOMIPHOIO IIHOIO, IO BIAMOBIZA€E CYyYaCHUM
TpeHAaM. 3a TakKoro MO3ULIOHYBAaHHA JOCUTh BAXXKO BHUSBHUTH CYTTEBI
BIIMIHHOCTI Ta BIJOKPEMHUTH OJTHOTO BUPOOHMKA BiJ] 1HIIIOTO.

[IpoBeneHa oOIiHKA KOHKYPEHTOCIPOMOKHOCTI YKpaiHChKUX OpeH/IiB
OJIATY y MOPIBHSAHHI 3 MDKHAPOAHUMU OpEHIaMH, 1110 IPUCYTHI Ha YKPATHCBKOMY
puHKy. BusiBieHo, mo ykpaiHChKi OpeHIIU € KOHKYPEHTOCIIPOMOXHUMH 3a
TaKUMU TOKa3HUKAMHU SIK: JU3ailH OJAsTY, AKICTh BUPOOIB, I1HA, KIJIBKICTh
(G13UYHUX TOYOK TMpoAaxy, 1HTepdeic I1HTepHEeT-MarasuHy, CTOPIHKH Yy
COLIIAVIBHUX Mepexax, piBeHb cepicy. [Ipn 1poMy MarOTh HU3bKI MOKa3HHUKHU
KOHKYPEHTOCIPOMOKHOCTI 32 aCOPTUMEHTOM, TMPUCYTHICTIO OpeHay Ha

MapKeTIuleiicax Ta BIIOMICTIO OpeH Y.



3anponoHOBAaHO YTOYHEHHS €KOHOMIYHOI CYTHOCTI TOHSTTA «CHUCTEMA
OpeHI-MEHEHKMEHTY MIJIPUEMCTBA) AK OpraHi3aliiHO-(QYyHKI1IOHATIBHOTO
MexaHi3My (IMiJICUCTEMHU) MapKETUHTY, SIKUM NPU3HAYCHHUI ISl BUPILICHHS
30yTOBUX MpoOJEM 3a paXyHOK TpaHc(opmallii ToBapHOi MapKu B OpeH/I, 110
o3Hauae (QopMyBaHHS IILOBOI ayJAUTOPil JOSUIbBHUX CIIOKHBAdiB, 0OCST
KYIIBEJb SKO1 € IOCTATHIM JJisl 3a0€3MeUeHHs] KOHKYPEHTOCTIPOMOXKHOCTI. Take
PO3YMIHHSI TIOHSTTSL «CUCTEMa OPEHA-MEHEKMEHTY MiJIPUEMCTBAY J03BOJISIE
MOTJIMOUTH TEPMIHOIOTIYHE TIATIPYHTSI MAPKETUHTY B YACTUHI BU3HAYEHHSI MICIIS
1 poJil yrpaBiiHHS OpeHIaMH.

Po3pobneno  opranizamiitHO-METOAMYHMM  MIAXi 10  yOPaBIIHHA
OpeHJaMu MiANPUEMCTB JIETKOT MPOMMCIIOBOCTI, 10 HA BIAMIHY BIJl ICHYIOUHX
opranizaifHux ¢Gopm OpeHA-MEHEKMEHTY BpaxoBye crenudiky minpueMCTB
JErKoi  MPOMUCIOBOCTI,  CyYaCHUA  OMHIKAHAJIBHUA  MapKETHHIOBUI
1HCTpYMEHTap1id, CBITOBI TEHACHIIT PO3MOIiTY Ipalli Ha nianpueMcTax fashion-
1HIYCTpii, KOPIOPATUBHY KyJbTYpYy OpraHizaiii OpeHA-MEeHEIHKMEHTY, IO
3a0e3reuye  TMOCWJIEHHA  KpOC-QpYHKIIIOHAJIBHOI  KOOPAMHAIlI, CTBOPIOE
nepeayMoBd  OpUOYTKOBOTO  (PYHKIIIOHYBaHHS  HIJNPUEMCTB  JIETKO1
MIPOMUCIIOBOCTI.

OOrpyHTOBaHO HAyKOBO-NPHUKIAJAHI PEKOMEHAAIll 1100 BUKOPUCTAHHS
Cy4YacHUX I1HCTPYMEHTIB HU(POBOr0 MapKETUHTry sl mpocyBaHHs fashion-
OpeHmiB, cepel SAKuUX: BeO-callT Ta MOOUIBHHUM J10JaTOK, MapKeTIICHCH Ta
cormianpHl Mepexi. Hamano pexomenpamii mono: 1) dyHkiionamy iHTEpHET-
Marasuny nisi fashion-OpenniB; 2) kputepiiB BUOOpPY MapKETIUICHCIB st
MPOIAXKiB TOBapiB OpeHy; 3) BUSHAYEHO Ta OOIPYHTOBAHO HANOUIBII M1 IXOASIII
CoLllaJIbHI MEpeX1 JJI1 MPOCYBaHHS OpeHAy Ta LUIAXHM iX B3a€EMOJIL 3 CaliTOM
KOMIIaHIi.

BnockonaneHo  HAyKOBO-METOAMYHE  3a0€3MEYeHHS  aHATITHUYHOI
CKJIaJIOBOI IIPOLIeAyp pOOOTH 31 CIIOKMBaYaMH Ha KOKHOMY 3 €TalliB «BOPOHKH

MPOJAXKIB» MIAMPUEMCTB JIETKOI MPOMUCIOBOCTI, IO BpaxoBye craenudiky



dbopmyBanHs 1 npocyBaHHs fashion-OpeHziB, MOTUBU MOBEAIHKH CIIOKMBAYIB
OJISITY, OCOOJMBOCTI OOpaHUX COLIAJBHUX MEPEX Ta AOLUUIBHUX HUPPOBUX
cepBiciB. OTpuMaHi pe3yJbTaTH J103BOJISIIOTh OMEPATUBHO YCYBATH MEPEIIKOIU
Ha «IUISIXY MOKYMIS» B MApKETUHTOBOMY CEPEIOBUII MIJNPUEMCTB JETKO1
MIPOMUCIIOBOCTI.

VY po6oTi yIOCKOHAIEHO METOAOJIOTIUHUIN 0a3uc ymnpaBiaiHHA TOBAPHUM
ACOPTUMEHTOM MIANPUEMCTB JIETKOI MPOMMCIOBOCTI, IO HA BIAMIHY BiA
KJIACUYHUX, Tnependayae 3A1MCHEHHS MNpOLEeCy VYIOPaBIiHHA HAa OCHOBI
HACTYIHOTO alTOPUTMY: 1) 301p aHaMITUYHUX JAHUX (TPEHAU 1HIYCTPIi, Jii
KOHKYPEHTIB, yMnoA00aHHS LUIbOBOI ayJIuUTOpii); 2) KOHTPOJIb BIAMOBIAHOCTI
acoprumenTHoi nomituku kKouuenmii JIHK Openais; 3) TecTyBaHHsI 3pa3KiB
roToBOi MPOIYKIIi (oKyc-rpynaMu OO0 AU3ailHy, SKOCTI Ta 3pYy4YHOCTI
npoaykii. BopoBakeHHs 3alIpONOHOBAHOT apXITEKTYPH YIIPaBIiHHS J03BOJISIE
30epiratu 1IEHTUYHICTh Ta M3HABAHICTh OPEH/IIB 1JIs 30UIbIICHHS YaCTKU PUHKY
MIIIPUEMCTBA JIETKOT TPOMUCIOBOCTI.

3anpomnoHOBaHO METOJWYHUN TMIAX1J 10 OIlIHIOBaHHS €(GEeKTUBHOCTI
IMIUTEMEHTaIli  CUCTeMU  OpEeHA-MEHEKMEHTY  MIANPUEMCTB  JIETKOI
IIPOMHUCIIOBOCTI, SKUM Ha BIJIMIHY BIJ 3arajJlbHOBIJIOMHUX MICTHTh HACTyIHUUI
anroput™: 1) omiHIOBaHHS €(EKTUBHOCTI BUKOHAHHS CITy>XKOOBUX OOOB’SI3KIB
(daxiBIliB cHUCTEMU OpEHA-MEHEIKMEHTY; 2) OIlIHIOBaHHS €(EeKTUBHOCTI
3a/IITHUX 1HCTPYMEHTIB OpEH]I-MEHEI)KMEHTY; 3) OI[IHIOBAaHHS MAapKETUHTOBUX
MOKA3HUKIB PE3yJIbTATUBHOCTI OpEeHI-MEHEKMEHTY. 3anpONOHOBAaHUMN MIIX1]]
JI03BOJISIE ONTUMI3YBaTU (YHKIIIOHYBAaHHS CHUCTEMH OpEHI-MEHEIKMEHTY Ta
MaKCHUMI3yBaTH ii BHECOK B MiJABUIIEHHS PEHTA0EIHLHOCTI POOOTH MIANPUEMCTB
JIETKOi MPOMUCIOBOCTI.

[IpakTuHe 3HAYEHHS OJEPKAHUX PE3YIbTATIB MOJISITAE Y TOMY, IO
BUKOPUCTAHHS TEOPETUYHUX Ta METOJOJOTIUHHUX IMOJO0XKEHb, 3a3HAYECHUX Y

AUcepTaliiHIil poOOTI MOXYTh OyTH BUKOPHUCTaHI Ha MIANPUEMCTBAX JIETKOT



MPOMUCIIOBOCTI  JJi1  BIPOBA/KEHHSI CHUCTEMHU OpEHI-MEHEI)KMEHTY Ta
npocyBaHHs OpeHay y cdepi fashion.

HaykoBi pe3ynbratu gucepTallii BIPOBaKEHO Yy NisuibHICTH HaykoBoro
napky OJIeCbKOro MOJITEXHIYHOTO YHIBEPCUTETY (aKT BIpoBakeHHs Ne §83-1
Bix 29.12.2020), YkpaiHcbKoi acoiialii MapKkeTUHTYy (akT BOpoBakeHHs Ne 3 /
4-20 Big 15.04.2020), IIITI «SpocnaB» (akT BmpoBamxeHHs No 139 Bifg
11.06.2020), ®OII «Illumkina Onena CepriiBHa» (akT BrpoBakeHHsS Ne 1 Bif
10.15.2020). Pesynbratu aucepraliii BUKOPUCTAHO Y HABUaJbHOMY IIpoOIieci
HepxxaBHOrO yHIBepcUTETY «O1echka MOJITEXHIKa» MPU BUKIIAJIaHH] TUCIUILIIH
«Mapxketunry», « TpeHiHr-Kypc 3a npodeciiinumM crpsiMmyBaHHsIM», « KoHTekcTHa

pekiiamay (akT BrpoBakeHHst Ne 958/05-06 Big 13.05.2021 p.).

Kniouosi  cnosa: Openn, OpeHI-MEHEIXKMEHT, MO3UIIIOHYBaHHS,
MapKEeTUHTOBl KOMYHIKaIllli, ailieHTuka, fashion-opennunr, SMM, e-commerce,

IU3aiiH, CTpaTeriyHe IIaHyBaHHS.
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ABSTRACT

Kudina A.V. Brand management of light industry enterprises. - Qualifying
scientific work on the rights of the manuscript.

Thesis for the PhD degree in specialty 075 — Marketing. Odessa
Polytechnic State University Ministry of Education and Science of Ukraine,
Odessa, 2021.

The dissertation is devoted to understand the "brand" and "brand
management" therms and main processes. Influence of the brand name on the
customer loyalty has been determined. The types of brand determinants, their
purpose and form are considered. Trends in the development of the main
attributes of the brand, such as: name, logo, corporate font and corporate colors,
have been studied.

The use of colors in logos among the most profitable brands in the world,
as well as the perception of basic colors by consumers and their use in industries
have been studied. It's determined how brand identity affects the formation of
consumers perceptions of the brand and what should be considered before
introducing product or service to the consumer.

The sector of light industry of Ukraine is analyzed including place in the
production sector of the economy. The structure of the domestic clothing market
of Ukraine 1s studied. It was found that own production is only 18.8%.

A scientific and methodological approach to assessing the competitiveness
of brands of light industry enterprises has been developed which includes
multidimensional diagnostics: assessment of the main determinants of brands;
analysis of positioning and competitive advantages; analysis of relevant
competitiveness criteria adapted to the characteristics of consumer behavior in
the Ukrainian clothing market (according to the author's field research). This

approach allows to determine the advantages and disadvantages of Ukrainian



brands in relation to foreign brands and to form an effective strategy for the
promotion of domestic fashion brands.

The importance of brand formation in the field of light industry is covered.
The reasons why it's difficult for Ukrainian brands to compete with Western big
companies of the fashion industry are studied.

The analysis of the factors influencing the choice of consumers when
buying clothes as well as the motives and ways of shopping. It was found that the
most important criteria of buying are the design and quality of the product. At the
same time consumers make a choice among the brands they already know. More
than 90% of consumers prefer international brands.

An analysis of the positioning and competitive advantages of Ukrainian
and international brands as well as an analysis of consumer characteristics and
brand value from the perspective of consumers of Ukrainian and international
brands. It was found that the position of most clothing brands in the mass market
segment does not differ from each other. Almost all brands that have been
analyzed position themselves as manufacturers of quality clothing at a reasonable
price that meets modern trends. With such positioning it's quite difficult to
identify significant differences and separate one manufacturer from another.

An assessment of the competitiveness of Ukrainian clothing brands in
comparison with international brands present in the Ukrainian market. It was
found that Ukrainian brands are competitive in such indicators as: clothing
design, product quality, price, number of physical outlets, online store interface,
social media pages, level of service. At the same time, they have low indicators
of competitiveness in terms of assortment, presence of the brand on marketplaces
and brand awareness.

This work proposes a clarification of the economic essence of the concept
of "enterprise brand management system" as an organizational and functional
mechanism (subsystem) of marketing which is designed to solve sales problems

by transforming a trademark into a brand which means the formation of a target



audience of loyal consumers, the volume of purchases of which enough to be
competitive. This understanding of the concept of "enterprise brand management
system" allows to deepen the terminological foundations of marketing in terms
of determining the place and role of brand management.

An organizational and methodological approach to brand management of
light industry enterprises has been developed which in contrast to the existing
organizational forms of brand management takes into account the specifics of
light industry enterprises, modern omnichannel marketing tools, global trends in
the division of labor in fashion industry, corporate culture of brand management.
which provides strengthening of cross-functional coordination, creates
preconditions of profitable functioning of the enterprises of light industry.

Scientific and applied recommendations for the use of modern digital
marketing tools for the promotion of fashion brands including: website and
mobile application, marketplaces and social networks. Recommendations are
given on: 1) the functionality of the online store for fashion brands; 2) criteria for
selecting marketplaces for sales of brand goods; 3) identified and justified the
most suitable social networks for brand promotion and ways of their interaction
with the company's website.

Improved scientific and methodological support of the analytical
component of procedures for working with consumers at each stage of the "sales
funnel" of light industry, taking into account the specifics of formation and
promotion of fashion brands, motives of clothing consumers, features of selected
social networks and appropriate digital services. The obtained results allow to
quickly remove obstacles to the "buyer's path" in the marketing environment of
light industry enterprises.

The methodological basis of managing the product range of light industry
enterprises is improved which in contrast to the classic ones involves the
implementation of the management process based on the following algorithm: 1)

collection of analytical data (industry trends, competitors, preferences of the



target audience); 2) control of compliance of assortment policy of the concept of
DNA of brands; 3) testing of samples of finished products by focus groups on the
design, quality and convenience of products. The introduction of the proposed
management architecture allows to preserve the identity and recognizability of
brands to increase market share of light industry enterprises.

The practical significance of the obtained results is that the use of
theoretical and methodological provisions mentioned in the dissertation can be
used in light industry to implement a brand management system and brand
promotion in fashion.

The scientific results of the dissertation are implemented in the activities
of the Science Park of Odessa Polytechnic University (implementation act Ne 83-
1 from 29.12.2020), the Ukrainian Marketing Association (implementation act Ne
3/4-20 from 15.04.2020), Private Enterprise "Yaroslav" (implementation act Ne
139 from 11.06.2020), Individual Entrepreneur "Shyshkina Olena Serhiivna"
(implementation act Ne 1 from 10.05.2021). The results of the dissertation were
used in the educational State University "Odessa Polytechnic" in teaching the
disciplines "Marketing", "Training course for professional purposes",
"Contextual advertising”" (implementation act No. 958 / 05-06 of 13.05.2021).

Key words: brand, brand management, positioning, marketing
communications, identity, fashion branding, SMM, e-commerce, design,

strategic planning.
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