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BRAND STRENGTH BASED ON REALISTIC AND EMOTIONAL FEATURES AND
STRATEGY OF MANAGING IT

The article is devoted to the study of the definition of the strength of the brand by its main features: objective, characterizing the
realistic benefits of using the brand, such as profit, cost savings, etc., and subjective, which characterizes the emotional satisfaction of
the use of products of a particular brand or cooperation with an enterprise, which consists in the attractiveness of the brand. The
purpose of the article is to develop proposals from: determining the strength of the brand's influence by realistic and emotional
features, identifying strategies for managing it. The object is the process of brand management of products or enterprises. The subject
is theoretical provisions, methodological approaches, methods for determining the strength of the brand on its main features and the
formation of management strategies. Methods. Theoretical and practical analysis of works of branding specialists proved the need to
use the following methods of research: monographic, analysis and synthesis, structural-logical method, system approach, theoretical
generalization, expert methods, correlation-regression analysis. The results are as follows: the differences between the strength and
value of the brand, generalized understanding of realistic and emotional components of the brand, offered indicators of their
measurement - on a realistic basis by a three-factor model of transformation of brand strength into additional financial flows,
emotionally - based on the developed questionnaire, that is, using expert methods, proposed a matrix of brand strength on these
features and positioned brand management strategies in accordance with the essence and meaningful load. The main results of the
research are proposals for assessing the strength of the brand on the basis of objective and subjective characteristics and their use to
build a matrix of positioning strategies for brand management. As the main strategies of brand management it is offered to use the
following: strategy of donation, and stratification of the general brand, strategy-aspiration to leadership at use of the strong points and
opportunities, exclusive advantages, combining them with own possibilities, strategy of maximization of dominance in the market
strengthening the basic direction of innovation, niche strategy - financing specific innovation proposals for target segments of the
consumer market, strategy of flank attack to increase cash flows, market exit strategy, strategy of careful promotion, flank donation,
donor strategy, attention is paid to the needs of the target audience of consumers in the market for products. The existence of a
correlation between the rationalist and emotional characteristics of the brand is proved. Conclusions: brand strength and strategy
should be formed on the basis of both realistic and emotional features.

Keywords: brand; enterprise; products; rationalist objective feature; emotional subjective feature; brand management strategies;
consumer.

Introduction

The success of the results of the modern enterprise is
due to the influence of both objective, i.e. realistic, and
subjective, i.e. emotional, factors, the union of which is
embodied in the brand of the enterprise, since its strength
is characterized by indicators of economic efficiency of
the enterprise and the subjective attitude of certain circles
of the market and subjects of economic relations. That is,
the brand provides economic, i.e. rational and emotional
or social impact on the actions of partners, consumers,
competitors, representatives of regional and public
administration in the process of cooperation and
management of the company's actions. The brand of the
enterprise becomes of particular importance in the process
of innovation, when the company develops new products,
enters the market with it. It is during this period that it is
necessary to combine a rational and emotional attitude
both to the enterprise and to products, ensuring the
success of its promotion and increasing the strength of the
brand.

Analysis of publications

The concept of brand strength is defined by many
authors as a measure of its ability to dominate in this
category of products (or circles of enterprises) [1, 2]; the
level of brand popularity with the buyer [4, 6]. Regarding
the rational feature, the strength of the brand is proposed
to determine such characteristics as sales, which affects
the value of the enterprise [3], business diversification (or

products) [8, 9], profitability [6, 7], price [7]. It is
proposed to use the rationalist component as a basis for
the image and use it to classify business entities [10]. Due
to the dominance of impressions in today's economy of
economics, the importance of the emotional component of
the brand increases. Its importance and impact on
consumer consciousness, the formation of relationships
with partners is emphasized in [12], its importance is
recognized as a basis for building the reputation of
enterprises and their corporate culture [13], it is proposed
to take into account mergers and acquisitions [15] and
alliances brands [17], to be filled with ethical content [16],
together with rationalist indicators of traditional marketing
to be used to solve poorly formalized tasks of the
optimization class to determine the status and
opportunities for enterprise development [14]. Thus, the
emotional component is given considerable attention in
the research of scientists, but an important issue remains
the combination of both components — rationalist and
emotional, as indicated in studies on strategic
management [3, 10] and their positioning to identify
strategies [5, 10, 11]. In addition, there is the problem of
quantifying the strength of the impact of both components,
which can be identified in terms of content as brand
features.

Therefore, the purpose of the article is to develop
proposals from: determining the strength of the brand's
influence by realistic and emotional features and taking
into account the results of influence, identification of
management strategies. The object is the process of brand
management of products or enterprises. The subject is
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theoretical ~ provisions, methodological approaches,
methods for determining the strength of the brand on its
main features and the formation of management strategies.

Traditional methods of measuring the strength of
the brand take into account the knowledge, attitude to it
and knowledge about it [5]. Measuring brand awareness is
about how well-known a brand is. Measurement of
attitude — measured by the perception of the brand in the
market (generally positive or negative), measuring
awareness — characterizes the ability of the audience to
associate the brand with the product or company that the
market knows about the brand. Determination of brand
strength (Brand Strength) characterizes the attraction of
consumers to the brand [3]. Branding strength calculation
methods exist as stand-alone or are part of broader ones,
such as Interbrand's brand valuation methodology. As part
of brand valuation, this method assesses the market
strength of the brand (multiplier M of the brand valuation
formula) based on the calculation of seven criteria
(leadership, stability, market, internationality, trend,
support, legal protection). Based on the results of the
evaluation of these parameters, according to the specific
weight of each, an integrated evaluation is determined,
which is quantified as a percentage of the maximum.
These methods are appropriate, but they should be
clarified in accordance with the increasing importance of
the emotional component of the brand, which in
accordance with the development and recognition of the
priority of the economy of impressions is becoming
increasingly important.

Study results

Business practice shows that the most clear indicator
of brand effectiveness is the assessment of the brand's
contribution directly to the sale of the enterprise [4]. Such
an assessment is not made in terms of identifying the
probable financial capabilities of the brand (as in the case
of assessing the value of the brand), and not in terms of
assessing the effectiveness of specific promotion
programs. It allows you to assess how significant the
brand's contribution to the overall current sales success of
the company and how sustainable it is. In fact, in this case
we can talk about quantifying the impact of brand strength
on company sales.

In order to promote innovative products, it is
advisable to study the target audiences separately, for
which the segmentation of the market on which this
audience is based is carried out. Target market segment is
a segment that best meets the capabilities of the enterprise
and the peculiarities of market development. This
segmentation of consumers into groups is especially
important for products in order to clearly identify typical
needs and determine the pricing policy of the enterprise.

The assessment of brand strength, which
characterizes the effectiveness of its use, can be performed
on different models of indicators, but the most transparent
and logical is the model of The Boston Consulting Group,
which identifies three factors assessing the strength of the
brand. In the traditional sense, these three factors can be
quantified as coefficients that determine the brand's

contribution to increasing or decreasing the effectiveness
of key sales indicators: increasing sales, increasing
profitability and brand prospects (ensuring strategic
sustainability of sales and the possibility of increasing
them) [1, 2]. However, these proposals take into account
only the rational assessment of the brand, while according
to experts, its emotional perception ensures up to 80% of
the success of the enterprise. Therefore, there is an
objective need to determine and compare both objective
and subjective assessment of the brand, which will
improve the efficiency of market entry. According to the
estimates, it is also advisable to determine the strategy of
brand management. Based on the analysis of literature
sources and the practice of industrial enterprises that
implement innovative products, the author formulated a
proposal to combine subjective and objective attitude to
the brand, determine its strength and form management
strategies based on the matrix, the criteria for which are
proposed to use the strength of the brand according to
objective and subjective assessment using 3fm (3 Factors
“More) technology, which allows to calculate the
coefficient of brand effectiveness and determine its
comparative success according to retail audit and brand
tracking (in the absence of these data it is possible to use
sales data in combination with expert estimations at some
completion). The basis for assessing the strength of the
brand is a three-factor model of transformation of brand
strength (Brand Strength) into additional financial flows
(Added Value Agent) through quantitative parameters of
analysis of product sales and brand image (Brand Image),
characterized by formula 3 "More":

M1l — “To sell it’s more”. An indicator that
determines the brand's contribution to increasing sales of
products (in this case innovative) in relation to similar
non-branded in certain distribution channels, which allows
you to assess how much the brand increases sales of these
products;

M2 — “To sell more expensively”. An indicator that
determines the brand's contribution to increasing the
profitability of products in relation to the specific costs of
maintaining the brand and allows you to assess the extent
to which the brand allows you to make more profit from
the sale of existing products;

M3 — “It’s more than prospects”. An indicator that
determines the possibility of increasing the scope of brand
influence (brand extension) and expanding its target
segment in the medium term and allows you to assess how
much may increase additional financial flows from the use
of the brand in the future.

The final coefficient, calculated as a geometric
mean, allows you to assess the overall strength of the
brand from the standpoint of its rationality (objectivity), ie
economic component, both for non-branded goods
(absolute value) and in comparison with other brands - its
relative success.

These proposals are tested on the example of PJSC
"Gazenergokomplekt", for which according to statistical
reporting for 2020, the proposed indicators are calculated
as the ratio of the actual value of the criteria (sales for M1,
profitability for M2 and financial flows for M3) to
planned. The results of the calculation were:
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M1=0,4;, M2=1,19; M3 =0,62
Ms = 3/0,4-1,19-0,62 =0,665783.

The overall assessment of the brand's strength on the
objective component is 0.66, which corresponds to a low
level of quality.

It is advisable to determine the strength of the brand
on the second — emotional, subjective component using
expert methods. To this end, a questionnaire was
developed, which interviewed 15 experts, which is
sufficient, which became consumers of products of the
studied enterprise, namely the heads of functional units of
enterprises-consumers of products.

The analysis of the questionnaire was conducted
using such methods of processing expert assessments as

Brand strength (objective, realistic, evaluation)

the method of direct assessment and ranking. Accordingly,
the average estimate of all studied parameters was
calculated according to the answers of 15 experts, taking
into account the coefficients of importance of each
indicator, which were also calculated by the ranking
method. The value of the concordance coefficient (0.85)
confirms the sufficient consistency of experts' opinions.
Thus, the subjective component of the brand strength of
PJSC "Gazenergokomplekt" from the standpoint of
consumers of its products is equal to 2,315.

As a result of assessing the strength of the brand of
PJSC "Gazenergokomplekt" to promote products, it is
advisable to build a matrix of brand management
strategies, which is summarized in figure 1.

3 Zone 1 Zone 2 Zone 3
2 Zone 4 Zone 5 Zone 6
1 Zone 7 Zone 8 Zone 9
0 1 3 Brand strength (subjective, emotional, evaluation)

Fig. 1. Matrix of enterprise brand management strategies

The description of the main brand management
strategies by zones is as follows:

Zone 1 — donation and stratification of the overall
brand, which allows you to adapt products to the level of
high demand based on the simplification of functionality,
use of materials, packaging, creating favorable conditions
for small customers.

Zones 2 and 6 — a growing brand, a strategy of
striving for leadership through the use of their strengths
and capabilities, exclusive advantages, combining them
with their own capabilities.

Zone 3 - maximization of market dominance based
on strengthening the basic direction of innovation. Has a
strong competitive position in the market, has a high
adaptability, focus on the company's products.

Zone 4 — niche strategy — financing specific
innovative proposals for target segments of the consumer
market in order to expand the audience of greater
profitability through financial infusions that will
regenerate the average level of brand strength.

Zone 5 — a flank attack to increase cash flow, which
involves occupying the brand's flanking positions to
protect against competitors, creating supportive brands for
new products that can protect traditional products of the
enterprise.

Zone 7 — market exit strategy, provides options:
liquidation of the brand, its renewal, merging with brands
of other companies to expand or supplement the latter.

Zone 8 — careful promotion, flanking donation,
which involves small financial investments to support the
overall business strategy, informing all layers of the
audience. Promotion can be inert.

Zone 9 — niche, donor strategy, attention is paid to
meeting the specific needs of a certain deep segment of
the target audience of consumers in the market for
products. To do this, the company has a high-income
audience, the satisfaction of which will bring significant
profits, but also a low level of brand strength, which will
slow down the same process.

The  enterprises  cooperating  with  PJSC
Gazenergokomplekt perceive it as being in zone 9. But
objectively it works only in zone 7 (in terms of product
promotion). According to the matrix, in working with
customers you should choose a niche, donor strategy, pay
attention to meeting the specific needs of a deep segment
of the target audience of consumers in the market, invest
money to support the overall business strategy, inform all
audiences about market entry and its benefits.

According to the data obtained, which confirms the
relationship between the objective and subjective
components of the brand strength, we can conclude that
there is a relationship between sales and brand strength of
the enterprise. Using data from previous years of the
researched enterprise (from 2009 to 2020) with the help of
statistical software of the integrated system Statistics for
Windows a regression analysis procedure was performed
to develop a model of dependence of sales on the strength
of the company's brand. The results of regression analysis
are shown in fig. 2 and fig.3.

The information part of the window contains the
following information: the name of the dependent variable
and the size of the population; the values of the coupling
density coefficients (multiple correlation, multiple
determinations and the adjusted multiple determinacy
coefficient) are given; the value of the F-criterion, the
standard error of estimation, the free term of the
regression equation b0 (Intercept) and its error (Std.
Error), the value of the Student's criterion, the value of Bi-
coefficients.

The functional part of the window contains buttons
and options that allow you to comprehensively view the
results of regression analysis. Thus, on the Quik tab there
is a button Summary: Regression Results, which displays
a table of results of regression construction (fig. 3, fig. 4).
This table shows the following results of the regression
construction:  Bi-coefficients (Beta) and regression
coefficients bi with standard errors, t-criterion values and
actual p-level significance levels. The significance of the
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parameters is assessed by the t- criterion, the values of

which are given in the same table in fig. 3, 4.

Regression Summary

for Dependent Variable: obcAar peanizayii

R= 91368047 Rv= 83481200 Adjusted R¥= 75221800
Fi1,2=10,107 p< 08532 Std Errar of estimate: 7579 9

Beta Std Err.
N=4 of Beta

B Std.Err. ti2) p-lewel
of B

Intercept |

Fig. 2. Regression results (objective, realistic, evaluation)

cina Bpengy | 09136800 0,287392 37593 57 1182479 3,179216| 0,086320

-2630 52 13151 32 -0,192416 0565154

Regression Summary for Dependent “ariable: obcar peanizayji
R= 91447977 R?= B3627325 Adjusted R?= 75440987
F(1,2)=10,215 p< 08552 Std.Error of estimate: 7546 3

) Beta Std.Err.
MN=4 of Beta

B Std.Err. t(2) p-level

of B

. [Intercept [
Mcuna Bpenny |D,914480 0285118

-3941B5 1351118 -2 81732 0100156
199202 B23254 318617 0085520

Fig. 3. Regression results (subjective, emotional, evaluation)

The next step is to analyze the adequacy of the
constructed model. The adequacy of the model can be
judged by the values of multiple correlation and
determination coefficients, the values of Student's and
Fisher's criteria, which can be considered adequate with a
confidence interval of 90%, which for such a weakly
formalized phenomenon as brand strength to allow. That
is, in this case, the confidence interval for estimating the
parameters of the equations can be taken as 90%, rather
than the classic 95%.

Also, the results of the study found the forecast value
of the dependent variable, the volume of sales, which
corresponds to the maximum assessment of the strength of
the brand (fig. 4 and fig. 5).

Predicting Yalues for (Spreadshee
variable: obcar peanizayi

B-Weight| “alue |B-Weight
YWariahle * YWalue
cHna bpeHay [ 37593 571 3000000 1127807
Intercept 25305
Predicted 110260 2
-95 0%CL 10460 0
+95 0% CL 210040 4

Fig. 4. Predicting results (objective, realistic, assessment)

Predicting Yalues for (Spreadshes

variable: obcar peanizauii

B-Weight| “alue |B-Weight
“ariable " alue
cHna BpeHoy [ 135202 313 DOoooo 297607
Intercept -394165
Fredicted 203442
95 0%CL 20525
+35 0% CL 427412

Fig. 5. Predicting results (subjective, emotional, evaluation)

The B-Weight column shows the regression
coefficients for the dependent variables, and the Value
column shows the values of the independent variables that
were specified. The Intercept line specifies the value of
the free regression term, and the Predicted line specifies
the predicted value of the dependent variable. Below are
the lower and upper limits of the confidence interval.
Thus, with the value of the strength of the brand 3, the

volume of sales will be in terms of objective assessment
110250.2 thousand UAH, and in terms of subjective -
203442 thousand UAH.

Judging by the correlation coefficient, there is a
significant relationship between sales and brand strength.
To increase sales, it is necessary to pay attention to brand
promotion, to increase the impact of its DNA components
on consumers, which will increase sales significantly (by
about 100%), or more precisely by 93191.8 thousand
UAH or 1.84 times. This result confirms the need and
high importance of subjective perception of consumers of
the company's brand as a determining factor in increasing
market share and competitive position of the company.

According to the results of the proposed brand
positioning and the choice of management strategy, it is
advisable to make some improvements in the process of
promoting the brand in relation to industrial products.

1. The contract may stipulate that payment will not
be made immediately, but at a later date or in installments;
in addition, there may be payment for industrial services.

2. Participation of the enterprise in exhibitions (fairs)
of products, the success of which largely depends on the
professionalism of the staff servicing the stand, and must
be well acquainted with the enterprise and its products,
have high sociability, decision-making rights and material
interests. The staff for the stand should be selected on the
basis of data on qualification level, experience, spiritual
qualities, peculiarities of communication (open sociable or
isolated nature of a certain person), etc. Training of staff
to participate in the exhibition (fair) covers such aspects as
communication codes (oral and written language, body
movements, facial expressions, etc.); social canons
(customs, religions, habits of visitors and staff); style of
reaction to stimuli, which should harmonize with the
requirements and values of the social environment;
business goals of participation in a specific exhibition
(fair).

Staff to achieve maximum efficiency must have such
information as [5]:

1) ways to improve the company's reputation and
awareness that the staff of the stand represents the
company at the exhibition (fair), and its actions can
strengthen this reputation or weaken it;
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2) getting acquainted with the goals of the company's
participation in a particular exhibition (fair) and
explaining that the main task is to achieve these goals, and
not to communicate for the sake of communication
(although the latter may also give a positive result);

3) technique of contact with the visitor;

4) methods of arousing the interest of the buyer with
the help of poster means of communication;

5) negotiation techniques.

The most important parts of the stand are exhibits.
Therefore, in the course of preparation, first of all it is
necessary to determine: what exactly will be exhibited,
how many exhibits you need to have, how to determine
their price.

In this regard, it is advisable for the marketing
department to develop proposals that should reflect the
results of market segmentation both by the place of the
exhibition (fair) and by the place of origin of the main
groups of visitors; determine what exactly should be
exhibited depending on the purpose of participation in the
action.

If the purpose of participation is to increase sales,
then the main criterion for selection will be a wide range
of goods; if demonstration of technical improvements and
innovations is necessary, then it is necessary to choose
really new, technically and aesthetically perfect
production; if it is necessary to support the advertising
campaign that has unfolded in the media, then the choice
is focused on matching the characteristics of the goods
(price, quality, packaging, etc.) that will be exhibited with
the strategy of the advertising campaign. In addition, it is
necessary to take into account that the selected goods must
meet the nature of the exhibition (fair), the requirements
of the organizers, take into account the existing technical
restrictions, etc.

Among the factors that shape and ensure the strength
of the product brand, the most important are [3]:

1) high level of technology;

2) quality;

3) reliability;

4) compliance  with
principles of international
marketing;

5) compliance with high aesthetic criteria (high
consumer standards) and modern market trends;

6) optimal combination of price and quality;

7) emotional charm.

The number of exhibits should be determined purely
in practice: based on the size of the stand, the size of the
exhibits and the number of activities that must be carried
out during the exhibition (fair).

The use of advertising and design materials will be
quite useful.

Unlike advertising and design materials for retail,
similar materials for industry are often produced in very
limited editions, but they are usually much more complex
in design [3]. As a rule, an average firm that sells its
goods to other firms or institutions in the country may
need one large stand-alone display device for its own
reception and for the premises of its main provincial
agents.

technological requirements,
management and modern

Unlike retail advertising materials, which have a
limited service life, materials for industry can - with some
changes - serve for several years, so the additional costs of
ensuring high quality materials for product promotion will
be fully justified.

3. To achieve the goals of increasing the strength of
the brand in product promotion, it is necessary to intensify
marketing work at the company, which involves
systematic travel of marketers to specific regions to
communicate directly with potential customers (agree on
prices, terms and terms of payment, -information material)
and direct study and analysis of competitors (range,
prices, working conditions), study of prices, range,
services, methods of service in local construction stores,
salons, etc. Special attention in the marketing activities
should be paid conducting marketing research of potential
markets (data collection and market capacity analysis,
market segmentation, population analysis, pace of
construction, economic and political situation in the
region, legal framework, analysis of competing firms,
goods, price levels, sales conditions, etc.) . In this regard,
it is advisable to take an active part in major specialized
exhibitions not only in Ukraine and Russia, but also in
market developed countries.

The driving force of high-tech branding is
information, not promotion, its success lies in the
effectiveness of the information system, which supports
and strengthens the user experience [3].

Unlike the concept of promotion, this information
gives the user the opportunity to build a relationship with
the seller, rather than aiming to sell something as soon as
possible. The supplier company builds certain architecture
of relationships that surround the buyer and serve to
enhance the benefits of this brand; the supplier's
information is focused on the choice before, during and
after the purchase, it gives the buyer the confidence that
he made the right choice.

The relationship architecture created by the sales
firm serves several purposes: to know the buyer better
than competitors; make sure the buyer knows the firm
better than the competitors. When using this approach,
consistency and sequence of actions are much more
important than with traditional branding.

Acquaintance with the client at an early stage of
product promotion, long before considering the purchase,
is reflected in the subconscious desire to buy this product,
which is expressed in a conscious desire. The architecture
of the relationship allows you to speed up the purchase
process, because the right information delivered on time,
through the right channel, reduces confusion in the minds
of consumers, accelerates the choice in favor of this
supplier. The use of relationship architecture is special,
critical at a time when the purchase has already been made
— it's time to build user confidence and loyalty to this
brand.

Using information as a means of better customer
service is the best support for the supplier-user
relationship.

The brand must be constantly used in the final stages
of product promotion to strengthen user confidence. The
more successful projects carried out under this brand, the
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more relationships with customers, the more positive
associations with this brand, the more confident the
company will feel.

It is necessary to create the impression of brand
persistence — this is the next step of the manufacturer to
move to the next market segment. If at this final stage, the
manufacturer focuses on its brand in the minds of users,
partners, then all its efforts to promote will be
automatically transferred to a new segment, providing a
huge lifting force [5].

There is a principle in branding called the "positional
principle” — it is that the first company that has already
taken its position in the minds of consumers, it is
impossible to deprive this place.

The essence of a successful branding strategy in
applying this principle is to follow the new opportunities
that open up before the company, and in the long run all
branding actions should be concerned with keeping
promising and leading brand positions in the minds of

Conclusions

Thus, we can conclude that the strength of the brand
of products or enterprises depends not only on rational, ie
objective knowledge of them, the results of enterprises,
but also on impressions of opportunities and achievements
of enterprises, satisfaction expected from brands in
communicating with them. Therefore, the strength of a
brand should be measured by two characteristics:
objective, ie realistic, and subjective, ie emotional, which
should be used as the main criteria in shaping brand
strategies. Depending on the level of manifestation of each
characteristic (low, medium or high) it is possible to
position brands and identify the most effective strategies
for managing them. The presented proposals can be used
as areas of further research to determine in more detail the
characteristics of realistic and emotional components of
the brand depending on its industry or product types
according to the types of pleasure that consumers can get

consumers. in the process of using brands.
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CHJIA BPEH]Y 3A PEAJIICTUYHOIO i EMOLIAHOIO O3BHAKAMH TA
CTPATETI] YIIPABJIIHHSI HUM

CTaTTs IpHUCBsAYEHA AOCIIKCHHIO BU3HAYCHHS CHIIM OpEeH/y 3a HOro OCHOBHHMH O3HaKaMH: 00’€KTHBHOIO, 1[0 XapaKTepU3ye peaniCTHYHI
BUTO/IM BiJl BAKOPUCTaHHs OpeH/y, Taki K NPHUOYyTOK, EKOHOMIsl KOILITIB Ta iH., i Cy0’€KTHBHOM, sSIKa XapaKTEPU3ye EMOILlHE 3a/I0BOJICHHS
Bil 3acTOCYBaHHS HPOAYKLIi IeBHOro OpeHxy abo cIiBHpari 3 MiAIPHEMCTBOM, IIO MOJATae y IpHBabmMBOCTI OpeHmy. MeTor cTarTi €
PO3pOONICHHS NPONO3ULIHA 3: BH3HAUCHHS CHJIM BIUIMBY OpeHIY 3a pEaiCTHYHOIO 1 SMOILIHHOI O3HaKamu, ineHTHQikamii crpareriit
ynpapninHs HuM. OO0’€KTOM € mpoliec ympaBiiHHS OpengoM mnpoaykiii abo migmpuemctsa. IlpenMeToM € TEOpEeTHYHI MOJIOKECHHS,
METOAMYHI MiIX0{, METOI BH3HAUYCHHS CUIIM OpeH/Iy 3a HOro OCHOBHMMH O3HaKaMu Ta (hOpMyBaHHs CTpaTeriit ynpasiaiHHs HuM. MeToan.
TeopeTuko-IpakTHYHUK aHaNi3 podiT (axiBLiB 3 OPEHIIHTY JO3BOJIMB JJOBECTH HEOOXIJHICTH BUKOPHCTAHHS TAKUX METOMIB JOCIIIKCHHS:
MOHOTPa(iyHOro, aHANIi3y Ta CHHTE3Y, CTPYKTYPHO-JIOTIYHOIO METOAY, CHCTEMHOTO IiJXOJIy, TCOPETHYHOTO Y3aralbHCHHS, EKCIEPTHUX
METO/1iB, KOpPEILIifHO-perpeciiiHoro anamizy. Pe3yiabTaTn nossiraioTh y TakOMy: BU3HA4Y€HO BiMIHHOCTI MIXK CHJIOKO Ta BapTICTIO OpeHay,
y3araJlbHEHO PO3YMIHHS PEaliCTUYHOI Ta eMOLIHHOI CKIaToBUX OpEHIY, 3alPONOHOBAHO IIOKA3HUKU IX BUMIPIOBaHHS — 3a PEalliCTUYHOIO
O3HAKOI0 32 TPU(AKTOPHOIO MOJCIUII0 HEPETBOPCHHA CHIM OpeHITYy B JOJNATKOBI (DIHAHCOBI NOTOKH, 3a EMOILIHHOIO O3HAKOIO — 3a
PO3pO0IICHOI aHKETO, TOOTO 3 BUKOPHCTAHHSIM EKCIEPTHHUX METOJIB, 3allPONOHOBAHO MATPUII0 CHJIM OpeHIy 3a LUMH O3HaKaMH Ta
[O3HILIIOHOBAHO CTPATETIl yIpaBIiHHS OPEHJaMH 3TiHO 3 CYTHICTIO Ta 3MICTOBHUM HaBaHTa)XeHHSIM. OCHOBHUMH Pe3yJbTaTaMH JIOCIiPKEHb
€ TPOINO3UI] 3 OIIHIOBaHHA CHIM OpeHIy 3a 00’€KTHBHOIO Ta Cy0’€KTHBHOIO O3HAKAMM Ta iX BHKOPHCTAHHS JUIA HOOYNOBAaHOI MAaTpHIl
HO3MI[IOHYBAaHHSA CTpaTeriil ynpaBiiHHsA OpeHIaMu. B skocTi OCHOBHUX cTparteriil ynpaBiIiHHSA OpeHJaMH 3aIIPOIOHOBAHO BHKOPHCTOBYBaTH
TaKi: CTpaTeris JOHOPCTBA, 1 PO3LIAPYBaHHs 3arajibHOr0 OpeHAy, CTpaTeris-MparHeHHs [0 JiJepcTBa 3a PaxyHOK BHKOPHUCTAHHS CBOIX
CHIIHUX CTOpIH 1 MOJKJIMBOCTEH, CKCKIIO3MBHUX IepeBar, 00’€qHaHHS I1X 3 BIACHHUMH MOXJIMBOCTSAMH, CTpaTeris MaKCHMIi3arlil
BJaJaplOBaHHA HAa PHMHKY Ha OCHOBI 3MillHEHHs 0a30BOro HampsMy iHHOBAaLiHOI [ifJBHOCTI, HilleBa cTpaTeris — (iHaHCYyBaHHA
cnequiuHUX 1HHOBALIMHUX MPOMO3MLIH JUI LUILOBUX CErMEHTIB PHUHKY CIIOXKMBAaHHs, CTpareris (IaHroBoi aTaku Ha 30UIbIIEHHS
TPOLIOBUX MOTOKIB, CTpaTerisi BUXOLY 3 PHHKA, CTpATeris OOEpEeKHOro MpOCyBaHHs, ()JIAHrOBOTO JTOHOPCTBA, JOHOPCHKA CTpAaTeris,
MIPUIISETBCS yBara 3aJ0BOJICHHIO CHELU(IYHUX HOTPeO MEBHOTO INIMOOKOrO CErMEHTY IIILOBOI ayAWTOpii CHOXKKMBAYiB HAa PHHKY 010
nponykuii. JloBeaeHo iCHyBaHHS KOPEISILIHHOI 3a1€KHOCTI MK palliOHaJiCTMYHOIO Ta eMOLiiHOI o3Hakamu OpeHay. BucHoBok: cuiy
OpeHy Ta Horo cTparerii A01iabHO (OPMYBATH HA OCHOBI SIK PEaiCTUYHOI, TAK 1 eMOIIHHOT 03HAK.

KurouoBi cioBa: OpeHI; mianpHeMCTBO; MPOAYKIIS; palioOHATICTHYHA 00’€KTUBHA O3HAKa; eMOIiliHa Cy0’e€KTHBHA O3HAKA;
cTpaTerii ynpasiiHHA OpEHIOM; CIIOKUBAY.

CUWJIA BPEHJIA 11O PEAVIMCTUYECKOMY U DMOLIMOHHOMY INIPU3HAKAM U
CTPATEI'IM YIIPABJIEHUS HUM

CraThsl HOCBSILEHA HCCIICNOBAHUIO ONPENETICHHsI CHIbl OpeHJa MO €ro OCHOBHBIM IpU3HAKaM: OOBEKTUBHOMY, XapaKTepH3YIOLIeMy
peaNnuCTUYHBIC BBITOJbI OT UCIIOJIb30BaHMS OpEeH/A, TAKUE KaK NPHObLUIb, SKOHOMHUS CPENCTB U JIp., U CYOBEKTUBHOMY, XapaKTepU3YIOLIEMY
9MOLMOHAIBHOE YIOBIETBOPEHHE OT MCIIOJIb30BAHHUS IPOJIYKIMU OIPEAENCHHOro OpeHla WM COTPYAHMYECTBA C INPEANPUITHEM,
3aK/II0YaloUMCesl B IpUBJIeKaTenbHOCTH Openza. Llenblo crateu siBisiercs pa3paboTka NPeUIOKEHUH MO: ONPEAeNeHUIO CHJIbI BIMSHUS
OpeHza Mo PealuCTUYHBIM U SMOLMOHAIBHBIM NPU3HAKaM, WACHTHOUKALMK CTpaTerdil ynpaBieHdss HUM. OObeKTOM SBISIETCS MpoLece
yHpaBJIeHHs] OpeHI0M NPOIYKIUH WK npeanpusitis. [IpeamMeTom sBISFOTCS TEOPETUYECKHUE MOJIOKEHHS, METOJANYECKHIE ITOIXO/IBI, METO B
OIIpeieNIeHUs! CHIIbI OpeH/ia Mo ero OCHOBHBIM IIPU3HaKaM U GopMupoBaHue cTpateruil ynpasneHus HuM. Metoabl. TeopeTnko-npakTHaHUR
aHaJIM3 poOOT CHEUUAIUCTOB 1O OPEHIMHIY MO3BOJMII JIOKA3aTh HEOOXOIMMOCTh HCIOJB30BAHMS TaKMX METO/OB HCCICIOBAHUS Kak:
MOHOTPa(UIECKOT0, aHAIN3a U CHHTE3a, CTPYKTYPHO-JIOTHYECKOTO METO/1a, CHCTEMHOT'0 MO/IX0/1a, TEOPETUUECKOT0 0000IIEHHH, IKCIIEPTHBIX
METOJIOB, KOPEISMOHHO-PEIPECCHOHHOTO aHan3a. Pe3ysbTaThl 3aKIIOYAIOTCS B CIIEIYIOLIEM: ONpPENENCHbl Pa3Iuyuus MEXIy CHIOH U
CTOMMOCTBIO OpeHza, 0000IIEHO MOHMMaHHE PEATUCTHYHOW M SMOLMOHAIILHON COCTABIJIAIOIIMX OpeHsa, NMPEeUIOKEHbl MOoKa3aTeld HX
U3MEpEeHHs] — IO PEATMCTUYHOMY INPU3HAKY MO TPeX(aKTOPHOH MOJIENN NpeBpallleHUs CUIbI OpeHsa B JONOJNHHUTEIbHbIE (UHAHCOBBIC
MOTOKH, 110 SMOLMOHAJIEHOMY HPHU3HAKY — IO pa3pabOTaHHOW aHKeTe, T.e. ¢ UCIIOJIBb30BAaHUEM JKCIIEPTHBIX METOJIOB, NMPEAJIOKEHA MaTpULa
cuiIbI OpeHIa 110 HTUM NPH3HAKaM M MO3HLHOHUPOBAHA CTPATETHs yIpaBleHHs OPEHIAMH COTJIACHO CYIIHOCTH U COJepP)KaTeNIbHON Harpys3Ke.
OCHOBHBIMU PE3YyJIbTaTAMH HCCIICOBAHUN SBISIOTCS IPEUIOKEHHs 110 OLEHKEe CWIbl OpeHaa Mo OObEKTHBHOMY U CyOBEKTHBHOMY
MPU3HAKaM U MX UCIOJIB30BAHUIO JUISl TOCTPOSHHOH MaTpPHIIbI HO3HLIMOHUPOBAHUS CTPATETHi yIIpaBieHus OpeHaaMu. B kauecTBe OCHOBHBIX
CTpaTeruii ynpasieHus: OpeHIaMH1 NPeIoKeHO UCTIONIb30BaTh CIEAYIOIINE: CTpaTertus JOHOPCTBA U pacciioeHue ob1ero OpeH/a, crpaTeris-
CTPEMJICHHUE K JINJIEPCTBY 3a CUET MCIIOJIb30BAHHS CBOMX CHIIBHBIX CTOPOH M BO3MOXKHOCTEH, SKCKIIIO3UBHBIX PEUMYIIECTB, 00bEANHEHHE UX
¢ COOCTBEHHBIMH BO3MOXKHOCTSIMH, CTpaTerusi MakCHMHU3allMM BIACTH HA DPBIHKE Ha OCHOBE YKpeIUIeHHe 0a30BOTO HAIpaBICHUS
WHHOBAIIMOHHON JESTENbHOCTH, HUIIEBas CTpaTerds — (UHAHCHPOBAHHE CNENU(PUYECKUX WHHOBALMOHHBIX MPEIUIOKEHUH ISl LENEeBBIX
CErMEHTOB pBIHKA NOTpeOIIeHNs, CTpaTerusi (pJIaHroBOM aTaky Uil YBEIWYEHUS JICHEKHBIX MOTOKOB, CTPATETHs BBIXOJA C PBIHKA, CTPATETHUS
OCTOPOXHOTO TPOJABWKEHUS, (DIAaHTOBOTO JIOHOPCTBA, JIOHOPCKash CTpaTerus, B COOTBETCTBUM C KOTOPOH YIeNnseTcs BHUMaHHE
YIOBJICTBOPEHUIO ~CHEM(PUIECKUX TOTPpeOHOCTEH ONpeNeseHHOro TJIyOOKOro CerMeHTa mnpoAyKuuu. Jloka3zaHo —CyIlecTBOBaHHE
KOPPE/SIIMOHHON 3aBUCHMOCTH MEXKIy PALHOHAIMCTHYSCKAM M OMOLMOHAIBHBIM IpH3HaKaMu OpeHna. BwiBoa: cuiny OpeHnga u ero
CTpaTeruy LenecooopasHo GopMupoBaTh HA OCHOBE KaK PEaTMCTUYHOTO, TaK U YMOLMOHAIBHOTO IPU3HAKOB.

KiioueBble cioBa: OpeHI; NPEANpUsATHE; NPOAYKLHS; PalHOHATUCTHYCCKUH OOBEKTHBHBIN MPH3HAK, SMOIMOHAIBHBIN
CyOBEKTUBHBIN MTPU3HAK; CTPATETHs YIPaBICHHs OPEHIOM; OTPEOUTENb.
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