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3yoko /. O. «DopmyBaHHs cTpaTerii OpeH/ly TOPTrOBEIbHUX MIIIPUEMCTBY. —
KBaiikariiina HaykoBa mparisi Ha IpaBax PyKOITHUCY.

HucepTtariss Ha 3700yTTS HAyKOBOTO CTymeHS JokTopa ¢imocodii 31
cneniagbHOCTI 073 — «MeHemxkMeHnT». XapKiBCbKUN HAllOHATBHUM EKOHOMIYHHUN
yniBepcuteT iMeHi Cemena Kysneus. Xapkis, 2021.

Jucepraiito MPUCBIYEHO OOIPYHTYBAHHIO M po3poOIlll TEOPETHUHHUX 3acaj,
METOJIMYHOrO 3a0€3MeYeHHs 1 MPAKTUYHUX PEKOMEHAALId II0J0 PO3BUTKY
dbopMyBaHHS cTpaTerii OpeH Ty TOProBEeIbHUX IMiIITPUEMCTB.

VY po0OTi yTOYHEHO 3MICT MOHSATTS «CTpaTeris OpeHIy»; PO3BUHYTO HAyKOBO-
TEOPETUYHUIA Oa3uC YNpaBiiHHSI OpEHI-CTPATEri€l0 TOPrOBEIBHOIO MIANPUEMCTBA;
pPO3pOOJICHO METOAUYHUN MIAX1JT O BHU3HAYEHHS pPIBHA [IJDKUTANI3allli cTparerii
OpeHAy TOpProBEIbHOIO MIANPUEMCTBA; TMPEACTABIEHO MEXaHI3M (opMyBaHHA
cTpaterii OpeHQy TOProBEIbHOrO NIANPUEMCTBA; po3podineno «JIHK» Openny
TOPTOBEJILHOTO MIANPUEMCTBA; HAJIAaHO THCTPYMEHTApINA YIpPABIIHHA PU3HKAMU TIPH
pO3po0I11l OpPEH I-CTPATET1€r0 TOPTOBEIBLHOTO MTPUEMCTRA.

06’exmom AOCTIKEHHST BUCTYTAIOTh TIpoliecu popMyBaHHS cmpamezii OpeHdy
TOPTOBEIBHOTO MMiIPUEMCTBA.

Ilpeomem NOCHIPKEHHS CKJIAJIal0Th CYKYITHICTh TEOPETHUKO-METOJUYHUX 1
NPUKIATHUX 3acal (OopMyBaHHS Ta IMIUIEMEHTAllli 1HCTpyMEHTapito (OopMyBaHHS
cmpame?zii bperndy TOPTOBEILHOTO MiMPUEMCTBRA.

B nuceprainii BuKopucTaHO METOAM 1HAYKIII Ta JEAyKIlii, aHai3y Ta CUHTE3Y;
TEOPETUYHOTO Yy3araJlbHEHHs Ta TPYIyBaHHS; y3arajlbHEHHS, CTPYKTypHUW aHai3,
JEKOMMO3MIIis Ta (hopMaiizallis; METOAU CTaTUCTUYHOIO aHami3y; rpadiyHuil MEeTos;
METO]T HEYITKMX MHOKHH.

[epmit po3aun «TeopeTUKo-MeTOANYHI OCHOBH (DOpMyBaHHSI cTparterii OpeHy
TOPTOBETIHHUX MIAMPUEMCTB» TPUCBSIUEHO YTOYHEHHIO 3MICTY TIOHSTTS «CTpaTeris
OpeHmy» Ta PO3BUTKY HAYKOBO-TEOPETUYHUX 3acaj] YIPABIIHHS CTpPATETIEI0 OpeHTy

TOPTOBEJILHOTO MIANPUEMCTBA. B po3/ii yI0CKOHAJIEHO BU3HAYEHHS CTpaTerii OpeHy,



3

gKa PO3YMIETbCA SIK  BIIOPSAJKOBaHA CYKYIHICTh 3aXO[liB, pO3PaxOBaHUX Ha
JIOBTOCTPOKOBY IEPCIIEKTUBY, IO CHPSMOBaHI Ha: 30UIBIICHHSA MOMYJISPHOCTI,
3aTpe0yBaHOCTI MPOAYKTY MiJNPUEMCTBA CEPE]] CIIOKHUBAYIB NIITXOM (OPMYBaHHS Y
HUX BIIMOBITHOTO 00pa3y, YSBIEHHS, acolllalliid, O4iKyBaHb IPO HBHOTO; ITiIBUILICHHS
IIHHOCTI Ta KOHKYPEHTOCIPOMOXKHOCTI MPOAYKTY UM  TOCIYTH; PO3BUTKY
TOPTOBEBHOTO MIAMPUEMCTBA B IIJIOMY, IO J03BOJISIE BIOCKOHAIMTH Ta PO3IMIUPUTH
TEOPETUKO-METOAUYHHM 06a3uc OpeHI-MEHEKMEHTY MIANPUEMCTBA; HaJJaHO PO3BUHYTI
Ta BIOCKOHAJICHI HAYKOBO-TCOPETUYHI 3acajyl yIpaBIiHHA OpPEHIOM TOPTOBEIBHUX
IPUEMCTB, SIKI 00’ €THYIOTh: JPKepesa Ta CKIaJoB1 3a0€3MeUYeHHS 1HIUBIIyaIbHOCTI
OpeHmy, cucTeMy MOro 1IeHTUYHOCTI, CKJIaJIOB1 TIO3UIIIOHYBAaHHS YCIIITHOTO OpEeHIy Ta
(dakTopu ycmixy Moro crparerii, Jxepena GopMyBaHHS Ta (YHKLII I[IIHHOCTI OpeHuy,
MPUHIMIN OpEH/I-OPIEHTOBAHOTO YIIPABIIIHHS, TpoIllec (POpMyBaHHS MapKETUHTOBOTO
OIOKeTy Ui TIANPUEMCTB 3 OpPEH/I-OPIEHTOBAHOI CHCTEMOIO YIIPABIIHHS 1 MOJIENb
PO3pOOKH 1 peaiizailii cTpaTerii OpeH Iy Ha TOProBeIbHOMY IMiITPUEMCTBI.

Hpyruii po3ain «CydacHi TeHJeHIi ¢GopMyBaHHS CTparerii OpeHxy Ha
TOPrOBEJILHOMY MIANPUEMCTBI» MPUCBIYEHO PO3POOIIl METOAMYHOTO TMIAXOAY [0
BU3HAUEHHS PIBHA IUDKUTANI3aLll cTpaTerii OpeH1y TOProBeIbHOro MiANMPUEMCTBA Ta
aHaJli3y PUHKY CHIPUHHATTS OpEHIIB TOProBEJIbHUX MIANPUEMCTB. B pesynbrar
JOCTIPKeHHS OyJIo BIIOCKOHAJICHO OIHIOBAHHS PIBHSA JUDKATAI3aIli  OpeHmy
TOPTOBEJILHUX TMIANPUEMCTB Yy (OPMI aBTOPCHKOTO METOJUYHOTO MITXOMY, SKHIMA
BIJIPI3HSAETHCS BpaxXyBaHHSAM TaKUX KPUTEpPIiB sK: HU(POBI 3aco0M 0OCTYyroBYBaHHS
KJIIEHTIB, CUCTEMa JOCTAaBKH, Mporpama JIOsSUIbHOCTI, COIllalibHI MEPEXi Ta KUIbKICTh
MiMUCHAUKIB, IO PO3PAaXOBYIOTHCS 32 MHOXXHHOIO TIapaMeTpiB K IHTErpaibHE
3HAYEHHS, Ha OCHOBI SKWX 3 BHUKOPHUCTAHHSM amapara HEYITKOi JIOTIKH
BCTAHOBJTIOETHCS OIIHIOBAaHUM PiBEHb (BUCOKHWM, CepeAHid, HU3BbKUI), IO JTO3BOJIE
BU3HAYWTHU KJITFOYOBI KOMIIOHEHTH TIBUINEHHS JUDKUTAII3AI] B CTPYKTYpl CTpaTerii
OpeHIy TOProBENbHOTO TMiAmpueMcTBa. [l aHamily MOKAa3HUKIB MisUTBHOCTI Ta
e(eKTUBHOCTI cTparerii OpeHay BiniOpaHi sIK MPOBIAHI pUTEiepu, Tak 1 ApiOHI, aje
Taki, 10 JEMOHCTPYIOTh IIO3UTHBHY JIWHaMIKy pOCTy. PO3risHyTO Ta OMHMCaHO

OCHOBHI TTOKa3HUKH JISUIBHOCTI 3a3HAYCHUX TOPTOBEIIBHHUX MiAMPUEMCTB. 3’SICOBAHO,
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0 HAaWyCIIIIHINI pUTEHepu OOWparOTh 3a TMPOBIAHY CTpaTerirto  OpeHay
JUDKUTATI3AIII0, OCKUJIBKA BUCOKHI PIBEHb KOHKYPEHIIi HAa PUHKY PUTEIITy NacTb
MOMJIUBICTh ~ YTpUMaTH TMO3ULI JIMIIE TUM puTeisiepamM, MmO e(pEeKTUBHO
IMIIJIEMEHTYIOTh IIU(POB1 TEXHOJIOTIT Ha YCIX PIBHIX TOPTOBEIBLHOTO MiANpUEMCTBA. B
po0oTi OyJI0 IPOBEJICHO aHAI3 BITYM3HSHOTO Ta €BPOTICHCHKUX PUHKIB 32 OCTAaHHI JBa
pPOKH, SIKMI BHSIBUB BQXKJUBI Ui PUTCWIY TpeHau. Tak, 3’4COBaHO, HACKUIBKH
3MIHWJIACS KYyTMiBeJIbHA MOBEAIHKA YKPAiHIIIB, 10 HAJA3BUYANHO Ba)JIMBO 3 OTJISY Ha
tpuBaity nanaemito COVID-19. BusHaueHi OCHOBHI TpeHIH, 10 BIUIMBATUMYTh Ha
PO3BUTOK puTeillly B KaiHi. Okpema yBara MHpuAUIEHAa PO3BUTKY €KOHOMikH All-
Delivery, 3a3HaueH1 BUMOTH KJII€HTIB JI0 MOCIYTH JOCTaBKU. BHOKpEMIIEHO KIIOYOBI
TPEH/IU Y MallOyTHHOMY €JIEKTPOHHOI TOPTiBii. BusiBjieH1 TpeHu CBiAYaTh PO TE, 1110
PO3BUTOK PUTENITY OCTYIIOBO PyXaTUMETHCS 10 TOTAIBHOI IUKUTAII3allli, 1 HAeThCs
HE JIMIIE PO OHJIAWH-TOPTIBIIIO. Y TOPrOBUX TOYKAX BUCOKHU PIBEHb AWKUTAII3ALIL
JMILE CIPUSATUME MIABUIICHHIO PIBHS JOSJIBHOCTI MOKYHIS A0 OpEeHIy, OCKUIbKH
U(pPOBI TEXHOJIOTI] 1al0Th MOXJIMBICT CKOPOTUTH Yac Ha MOKYIIKY, 10 HaJA3BUYaliHO
BaXKJIUBO Y CY4YaCHUX YMOBAX KUTTS.

Tperiii  po3aun  «Meroguuni  3acanu  (QopmyBaHHS — cTpaTerii  OpeHay
TOPTOBEJILHOTO TIAMPUEMCTBAY MPUCBIUEHO OOIPYHTYBAHHIO MEXaHi13My (OpMyBaHHS
CTpaterii OpeHay TOProBeNbHOTO MiANpUEMCTBA; po3podui «JIHK» Openmy
TOPrOBEJILHOTO MIANPUEMCTBA; BU3HAYEHHIO OPraHi3aliiiHO-MeTOANYHHUX 3acajl
YIOPaBIiHHS PU3UKAMH TIPU PO3POOII CTpaTerii OpeHay TOProBeIbHOTO MiIPUEMCTBA.
B pesynbraTi nocmipkeHHs Oyno HagaHO PO3BUHYTHMH MeXaHI3M (OpMyBaHHA
cTpaterii OpeHJy TOPTOBEIbHOIO MiANPUEMCTBA, SIKMWA BKJIOYAE (YHKIIOHAJ, IO
o0’emHye  (QyHKIII, MIAXOAW, MOMAET, NPUHIUINK, METOAW Ta IHCTPYMEHTH,
3a0e3MeyeHHs, SKEe OXOIUII0E HOPMAaTHBHE 3a0e3MEeUeHHs, E€KOHOMIYHI pecypcH,
OprasizaIfiiiny CTpyKTypy, HeMaTepiajdbHI aKTUBU Ta (DIHAHCOBI PECypCH, a TaKOX
MPOLIECHY CKJIA/IOBY 3 TaKUX €TaliB: OOIPYHTYBaHHS CTpaTerii, BA3HAYEHHs CTpAaTertii,
BIIPOBA/KEHHS CTpaTerii 1 MOHITOPUHT e(EKTHUBHOCTI CTpaTerii, IO J03BOJISIE
3a0e3reyyBaTi BIPOBAKCHHS CTpaTerii OpeHay TOProBENbHOTO MiTIMPUEMCTBA 3

ypaxyBaHHSM CTaHy BHYTPIIIHBOTO Ta 30BHIIIHBOTO CEPEIOBUINA, Y3rOJKyBaTH
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MOCTaBJICHI 11l 3 HAasBHUMH pecypcaMH Ta BpPaxOBYBATH IHTEPECH 3alliKaBJICHHUX
cTopiH. B po0oTi 3amporoHOBaHO KOHIIENITyaJlbHE OaueHHs mpoliecy (hopMyBaHHS
«IHK» OpeHy TOproBesibHOI KOMITIAHIT 3 YpaxXyBaHHSM BUMOT CTaJIOTO PO3BHUTKY SIK
MeTacuCcTeMHOro ¢akTopy 3MIHM TapaJiTMU PO3BUTKY OI3HECY Ha OCHOBI
TpanchopMariii miHHocTel, moTped, MmodakaHb 1 LIHHICHUX Opi€HTAIli Ccy0’€KTiB
CYCHUIbPHUX BITHOCHH, fIKa BiJpi3H€TbCSI IPYHTYBaHHAM Ha ¢axkropax 6P
(Product — mpoaykr, Price — mina, Place — micme mnpomaxy, Promotion —
npocyBanHs; People — jmonm, Peace — Mup) sk moeTHaHHS CKJIQAOBUX €KOHOMIYHOT,
COLIIAJILHOI Ta €KOJIOTTYHOI TIaT(opM, M0 BUCTYNAE PEAKIIIEI0 HA 30BHIIIHI BIUIUBU
MOBEAIHKOBUX (DAaKTOPiB, BUKIMKAHUX JI0 >KUTTS 1€papxi€ro I[IHHOCTEH, MOTpeo,
noGaxanb 1 nonuty. B xoai gochaixkeHHs: OyJjuM po3podJieHi opraHizamiiiHo-
MeTOAUYHI 3acaau yNpaBIiHHS pU3MKaAMHU MPU (OPMYBaHHI Ta peaiizalli crpaTerii
OpeHly TOPrOBEIBHOTO MiAMPUEMCTBA, IKA BiAPI3HAECTHCSA YTOUHEHHSIM MpPeIMeTHON
chepu ympaBiiHHS pU3MKaMHU (BCTAHOBJIEHHS B3a€EMO3B’SI3KY MDK 00’ €KTOM,
(dakTopamMHl PHU3UKY, CXWIBHICTIO /10 PU3UKY, PU3UKOBOIO CHUTYAaLI€I0 Ta IMOMIEI0 1
HACJIJIKaM PHU3HUKY), KIacU(]iKalie PU3HKIB (32 KPUTEPIAMUA NPUPOIUM BUHUKHEHHS,
JoKeperaMy BUHUKHEHHSI, MacIITaboM MposiBy Ta cepor0 BUHUKHEHHS) Ta MPOLIECOM
VOPaBIiHHSA PU3MKAMH, SIKAM BKJIIOYA€E CTafll AIarHOCTHKH, 1ACHTU(]IKALli PU3UKY
(BU3HAYEHHSI THCTPYMEHTIB 1 METO/IB, sIKI Oy/lyTh BUKOPHUCTAH1), aHANI3Y, [IJIAHYBAHHS
Ta pearyBaHHs, CIOCTEPEKEHHs Ta ympaBiiHHA. [IpeacraBieHo amroputM Akl Juis
Oe3MepepBHOrO MPOIECY YIPaBIiHHA pU3UKaAMU. 3a3HAYCHWM MeXaHi3M JacTh
MOJIUBICTh Yy pa3l Horo iMIUIeMEHTallli €(QEeKTUBHO YMPABISATH pPHU3MKAMH Ha
TOPrOBENILHOMY TMianpueMcTBl. OTXe, BpaxyBaHHS JaHOTO MEXaHI3My B TPOIIECI
dbopmyBaHHSI cTpaTerii OpeHIy TOProBEIBHOTO IMiAMPUEMCTBA J1aCTh MOMKIIMBICTh
MIHIMI3yBaTH penyTaliifHi BTpaTh OpeHy.

llpakmuyne 3HaueHHs OMpPUMAHUX pe3yIbmamie TONSArae B TOMY, UIO
TEOPETUYHI W METOJIWYHI TOJOXKEHHS POOOTH [OBEACHO A0 PIBHS KOHKPETHUX
METOJIMYHUX PEKOMEH Il MI0/I0 pealtizailii HanpsMiB popMyBaHHSI cTpaTerii OpeHIy
TOPrOBEJILHOTO MiAnpueMcTBa. HaykoBO-IpakTUYHI TOJOXEHHS JUCEPTALIMHOT

poboTu Oyl BUKOPUCTaHI B JISUIBHOCTI Takux mignpuemctB: Ha TOB «Kpymnu
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VYkpaiou» TpUAHATANA A0 BIPOBAHKEHHS METOJWYHUN MIAXIT OO0 OIIHIOBAHHS
PIBHS JWDKHATAII3AINT OpeHIy IMIAMPUEMCTBA Ta BIPOBAKEHI 3aX0H 3 IIBUIIECHHS
BapTocTi Opermy (moBimka Ne 25/12 Big 18.08.2020 p.); nHa TOB «YPCK» npuitastuii
JI0 BIPOBA/KEHHS B JISUIbHICTh 3alpONOHOBAaHUN y JucepTallii 1HCTpYMEHTapii
yIpaBliHHA puU3MKaMud T1pu (OpMyBaHHI Ta peanmizanii crparerii  OpeHmy
TOproBebHOTO TiampuemMcTBa (moBigka Ne 1217/3 Bix 14.07.2020 p.). Y HaBuaapHOMY
nporieci XHEY im. C. Ky3Henus mig yac BUKIAJaHHS HaBYAIbHUX JUCIUILIIH:
«MixHapOTHUI MapKeTHHI», « MikHapoIH1 O13Hec-CcTpaTerii miInpueMCcTBa» (I0BIIKA
Ne 21/86-29-72/1 Bin 06.04.2021 p.).

Huceprartiiiina po6oTa € caMOCTIHHO BUKOHAHOIO HAYKOBOIO MPAIEI0 Ta MICTUTh
OTpUMaHl aBTOPOM HOBI pe3yJbTaTHU B EKOHOMIYHIA Haylll, SKI B CYKYIHOCTI
BUPIIIYIOTh BaXJIMBE HAYKOBE 3aBJIaHHS PO3pOOKM HampsmiB (pOpMyBaHHS CTparerii
OpeHay TOPTOBEIBHUX IiATPUEMCTB.

Kmiouosi  cnosa: OpeHn, crpaterisi OpeHAy, TOProOBEJIbHE MIAIPUEMCTBO,
JUDKUTAITI3AIs, 30BHIIIHE CEPEJOBUIIE, MeXaHi3M (OopMyBaHHs CTpaTerii OpeHy,
«/IHK» Openny, pu3uKu, YOpaBiiHHS pu3MKaMu, (yHKII OpeHIy, 1HAMBIIYaJbHICTH
OpeHmy, 1IEHTHYHICTh OpeHy, JKepena, ki (OpMYyIOTh IIIHHOCTI OpeHTy, MPUHIIUITA
OpeHI-OpIEHTOBAHOIO YIPABIIHHS MIANPUEMCTBOM, MAPKETUHTOBUN OIOJIKET, KpUTEPIi

OLIIHIOBAHHS PIBHA AMDKUTAI3al1, puteitn, All-Delivery, koHuemniss MapKeTUHT-MIKC.

ABSTRACT

Zubko D. O. «Formation of brand strategy in commercial enterprises». —
Qualification scientific work on the rights of the manuscript.

The thesis for obtaining a Doctor of Philosophy degree (Ph.D.) in a specialty
073 — "Management”. Simon Kuznets Kharkiv National University of Economics,
Kharkiv. Kharkiv, 2021.

The dissertation is devoted to substantiation and development of theoretical
bases, methodical maintenance, and practical recommendations on development of

formation of strategy of a brand of the trading enterprises.
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The content of the concept of "brand strategy" is specified in the work;
developed scientific and theoretical basis for managing the brand strategy of a
commercial enterprise; a methodical approach to determining the level of digitalization
of the brand strategy of a commercial enterprise has been developed; the mechanism of
formation of the brand strategy of the trade enterprise is presented; developed the
"DNA" of the brand of a commercial enterprise; provided risk management tools for
the development of brand strategy of a trading company.

The object of research is the processes of forming the brand strategy of a
commercial enterprise.

The subject of research is a set of theoretical and methodological and applied
principles of formation and implementation of tools for the formation of brand strategy
of a commercial enterprise.

The dissertation uses methods of induction and deduction, analysis and
synthesis; theoretical generalization and grouping; generalization, structural analysis,
decomposition and formalization; methods of statistical analysis; graphic method;
fuzzy set method.

The first section "Theoretical and methodological foundations of the formation
of brand strategy of commercial enterprises” is devoted to clarifying the content of the
concept of "brand strategy" and the development of scientific and theoretical principles
of brand strategy management of commercial enterprises. The section improves the
definition of brand strategy, which is understood as an orderly set of measures
designed for the long term, aimed at: increasing the popularity, demand for the
company's product among consumers by forming their image, ideas, associations,
expectations; increasing the value and competitiveness of a product or service;
development of the trade enterprise as a whole, which allows to improve and expand
the theoretical and methodological basis of brand management of the enterprise;
developed and improved scientific and theoretical principles of brand management of
commercial enterprises, which combine: sources and components of brand identity, its
identity system, components of successful brand positioning and success factors of its

strategy, sources of formation and function of brand value, brand-oriented principles
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management, the process of forming a marketing budget for companies with a brand-
oriented management system and a model for developing and implementing a brand
strategy in a commercial enterprise.

The second section "Current trends in the formation of brand strategies in a
commercial enterprise" is devoted to developing a methodological approach to
determining the level of digitalization of the brand strategy of a commercial enterprise
and market analysis of brand perception of commercial enterprises. As a result of the
study, the assessment of the level of digitalization of the brand of commercial
enterprises was improved in the form of an author's methodological approach, which
differs by such criteria as: digital customer service, delivery system, loyalty program,
social networks and the number of subscribers. on the basis of which with the use of
fuzzy logic the estimated level (high, medium, low) is set, which allows to determine
the key components of increasing digitalization in the structure of the brand strategy of
a commercial enterprise. Both leading retailers and small retailers, but those that show
positive growth dynamics, were selected to analyze the performance and effectiveness
of the brand's strategy.

The main indicators of activity of these trade enterprises are considered and
described. It has been found that the most successful retailers choose digitalisation as
the brand's leading strategy, as the high level of competition in the retail market will
allow only those retailers who effectively implement digital technologies at all levels
of the retail business to hold their ground. The paper analyzes the domestic and
European markets over the past two years, which revealed important trends for retail.
Yes, it was found out how much the purchasing behavior of Ukrainians has changed,
which is extremely important given the long-lasting COVID-19 pandemic. The main
trends that will affect the development of retail in Cain have been identified. Particular
attention is paid to the development of the All-Delivery economy, customer
requirements for delivery services. The key trends in the future of e-commerce are
highlighted. The identified trends indicate that the development of retail will gradually
move towards total digitalization, and it is not just about online commerce. In retail

outlets, a high level of digitalization will only increase the level of customer loyalty to
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the brand, as digital technology can reduce the time to buy, which is extremely
important in today's living conditions.

The third section "Methodological principles of forming a brand strategy of a
commercial enterprise” is devoted to substantiating the mechanism of forming a brand
strategy of a commercial enterprise; development of "DNA" of the brand of the trade
enterprise; determination of organizational and methodological principles of risk
management in the development of brand strategy of a commercial enterprise. The
study provided a developed mechanism for developing a brand strategy of a
commercial enterprise, which includes functionality that combines functions,
approaches, models, principles, methods and tools, support, which includes regulatory
support, economic resources, organizational structure, intangible assets and financial
resources, as well as the process component of the following stages: strategy
justification, strategy definition, strategy implementation and monitoring of strategy
effectiveness, which allows to ensure the implementation of the brand strategy of the
trading company taking into account the internal and external environment. . The paper
offers a conceptual vision of the process of forming the "DNA"™ of the trading
company's brand, taking into account the requirements of sustainable development as a
metasystemic factor for changing the paradigm of business development based on
transformation of values, needs, desires and value orientations of public relations. -
product, Price - price, Place - point of sale, Promotion - promotion; People - people,
Peace - peace) as a combination of components of economic, social and environmental
platforms, responding to external influences of behavioral factors caused by a
hierarchy of values, needs, wishes and demand. The study developed organizational
and methodological principles of risk management in the formation and
implementation of the brand strategy of a commercial enterprise, which differs in
clarifying the subject area of risk management (establishing the relationship between
the object, risk factors, risk appetite, risk situation and event and consequences risk),
classification of risks (by criteria of nature, sources, scale and scope) and risk
management process, which includes stages of diagnosis, risk identification

(identification of tools and methods to be used), analysis, planning and response,
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monitoring and management. An algorithm of actions for a continuous risk
management process is presented. This mechanism will allow in the case of its
implementation to effectively manage risks in the trading company. Therefore, taking
into account this mechanism in the process of forming the brand strategy of a
commercial enterprise will minimize the reputational losses of the brand.

The practical significance of the obtained results is that the theoretical and
methodological provisions of the work are brought to the level of specific
methodological recommendations for the implementation of directions of formation of
the brand strategy of a commercial enterprise. Scientific and practical provisions of the
dissertation were used in the activities of the following enterprises: LLC " Krupy
Ukrainy" adopted a methodological approach to assessing the level of digitalization of
the company's brand and implemented measures to increase brand value (reference Ne
25/12 from 18.08.2020); URSK LLC accepted for implementation the risk
management tools proposed in the dissertation in the formation and implementation of
the brand strategy of a commercial enterprise (reference Ne 1217/3 from 14.07.2020).
In the educational process of KhNEU. S. Kuznets during the teaching of disciplines:
"International Marketing"”, "International Business Strategies of the Enterprise”
(reference Ne 21 / 86-29-72 / 1 from 06.04.2021).

The dissertation is an independently performed scientific work and contains the
new results obtained by the author in economics, which together solve an important
scientific task of developing directions for the formation of brand strategy of
commercial enterprises.

Keywords: brand, brand strategy, trade enterprise, digitalization, external
environment, mechanism of brand strategy formation, brand "DNA", risks, risk
management, brand functions, brand individuality, brand identity, sources that form
brand values, brand principles focused enterprise management, marketing budget,
criteria for assessing the level of digitalization, retail, All-Delivery, the concept of

marketing mix.
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