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AynaeBcbknii J.®. «PopmyBaHHsi e(QeKTHBHOIO NO3HIIOHYBaHHA OpeHay (Ha
npukiaaai TM «Onecoknii KopoBaii»)».

KBamigikamiitna po6oTa Ha 3100yTTS OCBITHROTO CTYIEHsS Marictpa 3i crerianbHocTi «075
MapkeTHHI» 3a OCBITHBOIO IIporpamoro «MapKeTHHT Ta MIXKHApPOIHA JIOTICTUKA.

Opnecpkuii HallOHATBHUN €eKOHOMIUHUH yHiBepcuTeT. — Oneca, 2024.

Y po6oTi po3riasaaloThCs TEOPETHYHI acTeKTH (OpMyBaHHS Ta MO3UIIIOHYBAaHHS OpeHY,
JOCTIDKEHO METOAM pO3pOOKM cTparerii OpeHay, HaBeneHO AediHINiI0 TOHATH OpeHay Ta
OpeHnuHry. Bu3HaueHO poJib MO3UIIOHYBaHHS OpEHIy B MapKEeTHHTOBiH AisuibHOCTI. [IpoBeneHo
AHATITHYHUH OTJISIT CYYaCHUX TEHJEHIIIH PO3BUTKY OpeHy 1 OpeHIuHTYy.

[TpoanasnizoBaHO OCHOBHI MOKa3HUKH €KOHOMIYHOI MisuibHOCTI Oniechkoro xii6o3aBoy Ned,
JOCIIIPKEHO POJIb MAPKETUHTOBOI AISIIBHOCTI y (popMyBaHHI Ta MO3UIIIOHYBaHHI OpeHAy Ha IPUKIIaIi
toproBoi Mmapku «Onecbkuii Koposaii». [IpoBeneHo nopiBHUIbHY XapaKTEPUCTUKY JOCITIIKYBAHOTO
HiANPUEMCTBA 13 KOHKYpEHTaMH, BU3HAUYEHO IE€pEeBard Ta HEJOJIKM TOPIBHAHO 3 OpeHaamu
KOHKYPEHTIB, 3BEPTAETHCS yBara Ha npooJjieMy B HasiBHIN CTpaTerii MO3UIIIOHYBaHHS OpeHTY.

3arponoHOBaHO PEKOMEHAMIi 100 3MIIHEHHS KOHKYPEHTHOI MO3HWIlii TOProBOi MapKH
«Opecvkuii KopoBaii» 3a paxyHOK e(eKTHBHOrO MO3WIIOHYBaHHA OpeHIy, 30KpeMa IUIIXOM
BUKOPUCTaHHS METOJIIB MPSIMOTO MAapKETHUHTY Ta IHCTPYMEHTIB HHU(POBOTO MAPKETHHTY, a TAKOX
MIPOBEJICHO PO3PAaXyHOK BUTPAT 1 EKOHOMIYHOI €)EKTUBHOCTI BIIPOBA/KEHHS JaHUX PEKOMEHIAIIIMH.

Knwuosi cnosa: mapketunr, OpeHnuHr, OpeHa, (opMyBaHHS OpeHIY, MO3HIIOHYBAaHHS
OpeHpy, KamiTan OpeHay, eMOIiHHUI 3B’ 130K 3 OPEHI0M, JOAIBHICTh, peKiiamMa, IPSIMUI MapKETHHT,
TOpProBa Mapka, XJi000yI09HI BUPOOH, POMHUCIIOBE ITiJIIPHEMCTBO, MACOBE BUPOOHHIITRBO.

ANNOTATION

Dunaievskyi D.F. “Formation of an efficient brand positioning (on the example of
“Odeskyi Korovay” TM)”.

Qualification work for obtaining a master's degree in the specialty “075 Marketing” for the
educational program “Marketing and International Logistics”.
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The work examines the theoretical aspects of brand formation and positioning, researches
brand strategy development methods, carries out definitions of brand and branding. The role of brand
positioning in marketing activity is determined. An analytical review of modern trends in brand
development and branding was conducted.

Author analysis main indicators of the economic activity of Odeskyi khlibozavod Ne4 and the
role of marketing activity in the formation and positioning of the brand using “Odeskyi Korovay”
trademark as an example. Carries out a comparative characterization of the researched enterprise,
determines advantages and disadvantages compared to competitors, attention is drawn to problems in
the existing brand positioning strategy.

The qualification work provides proposals for strengthening the competitive position of the
“Odeskyi Korovay” trademark through effective brand positioning, in particular by using direct
marketing methods and digital marketing tools. The costs and economic effectiveness of
implementing these recommendations were calculated.

Keywords: marketing, branding, brand, brand formation, brand positioning, brand equity,
emotional connection with brand, loyalty, advertising, direct marketing, trademark, bakery products,
industrial enterprise, mass production.



