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THHOBAIIIMHI TEPEJITYMOBHU ®OPMYBAHHSI
CTPATEIIl PO3BUTKY BPEHJY KOMITAHII

Y ecmammi oocniodceno cyuacHi 6uKkIuKu ma 3a2po3u, wo nOCManu nepeo SimuusHAHUMU
nionpuemcmeamu  AKi  00yMOGneHi  Giticbkosumu Oiamu Ha mepumopii Vkpainu, 21ubokorw
NONIMUYHOIO KPU3O0I0 A MAKUMU HC KPUZOBUMU ASUWAMU 8 eKOHOMIYI, NOCUNIeHHs OOpombou 3a
KIIEHMA, NepeHacuyeHHs PUHKI@ NoCcayeamu ma moeapamu I 3MEeHWeHHs KYNigelbHoi
cnpomodcHocmi cnoxcusadie Ob62pyHmMoB8aHo Oi€8i MEeXAHIZMU PO3BUMK) OpeHOy 0/ 30L1buUleHHs.
KOHKYDEeHMHUX nepesaz, ma 6Ni3HABAHOCMI 3-NOMINC THUUX 2PABYI8 PUHKY Ol NO3UYIOHYBAHHS
aioupylouux nozuyiu. Jlocnioxceno, NOMMuKy KOMNAHIU, 5KI 80aiomvcsi 00 @opmysanHs ma
epexmuenoi peanizayii OpeHO-MeHeONCMeHmy V 3a2albHill cucmemi YNpaguinHi niONPUEMCMBOM,
0IA2HOCMOBAHO KIIOYOBI NpoOieMu 8 YNpasNiHHI OpeHdamu O0CIIONCYBAHOI acpapHoi KOMNAHii,
chopMoB8aHO HaANpAMU BOOCKOHANEHHS OPEeHO-MEeHeONCMEHMY O0CHI0NHCYBAHO20 NIONPUEMCMEA.
Busnaueno, wo ynpaeninmusa o6OpeHoamu Ha CilbCbKO20CHOOAPCHLKUX NIONPUEMCIMBAX MOMHCE
NOCUNUMU ~ KOHKYDEHMOCHPOMONCHICMb ~ OCMAHHIX — 4epe3 HAOAHHA iM  00820CMPOKOBUX
KOHKYDEHMHUX nepesaz ma 6uby0o8y MICHUX JOATbHUX BIOHOCUH i3 choocusadyem. Tum naue
CbO20OHI 3HAYHO 3POCMAE PONb eKOoJo2i3ayii Cycnilbcmed, Npoo08oIb4oi Oe3neku i npacHeHHs
JI00€U  CHOMCUBAMU  SAKICHI HAMYPANbHI NPOOYKMU XAPYYBAHHA, MOMY pOlb  aAspapiié 5K
mMoBaposUpOOHUKIE CMPAMe2iUHO 8ANCIUB0T NPOOYKYIT OyO0e noCcUno8amucs, a 3Ha4ums HeoOXioHo
BIOMeENCYBAMUCS 80 KOHKYDEHMI8 6 0Yax COYiyMmy, SUOLIUMUCA, NOKA3amu C80i Kpawji CUlbHI
CMOPOHU 1l YMIIO NPUX08amMuU CAOKI.

Knrwwuosi cnosa: innosayii; iHHoBayitini cmpamezii; OpeHOUHe;, OpeHO-MeHeOHCMeHm,
VNPAGIIHHA, KOHKYPEHMHI nepesacu.

Volodymyr S. Tytykalo
Bogomolets National Medical University, Kyiv, Ukraine
INNOVATIVE PREREQUISITES FOR THE FORMATION
OF THE COMPANY'S BRAND DEVELOPMENT STRATEGY

The article examines modern challenges and threats faced by domestic enterprises, which
are caused by military actions on the territory of Ukraine, a deep political crisis and the same crisis
phenomena in the economy, the strengthening of the fight for the client, the oversaturation of the
markets with services and goods and the decrease in the purchasing power of consumers
Reasonably effective mechanisms of brand development to increase competitive advantages and
recognition among other market players for positioning in leading positions. The policy of
companies that resort to the formation and effective implementation of brand management in the
general management system of the enterprise was investigated, the key problems in brand
management of the studied agricultural company were diagnosed, and directions for improving the
brand management of the studied enterprise were formed. It was determined that the management
of brands at agricultural enterprises can strengthen the competitiveness of the latter by providing
them with long-term competitive advantages and building close loyal relations with the consumer.
Moreover, today the role of environmentalization of society, food security and the desire of people
to consume high-quality natural food products is growing significantly, therefore the role of
farmers as producers of strategically important products will increase, which means that it is
necessary to distance yourself from competitors in the eyes of society, stand out, show your best
strengths and skillfully hide the weatk.
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Statement of the problem. The problem of building an effective brand management system
at a domestic agricultural enterprise, as well as in other non-agricultural business structures,
consists in the concentration of brand managers or branding specialists only on the product or
symbolic side of the brand, i.e. under the brand some product of the company is perceived or logos
are immediately drawn, naming and colors of the company seal are developed. In no way belittling
the importance in brand management of the brand design process itself (packaging, logo, font,
corporate style), we would like to note that very little attention is paid by companies to considering
the brand as an integral part of the essence of the company — as a brand as organizations and as
individuals.

This is especially relevant for companies that produce the same type of product, without any
technical features or other application, such as the investigated LLC "AGRO ALLIANCE". On the
one hand, it does not make sense to stop activities that participate in the formation of food security
of the state and foreign countries, and bring good profits (the activity of the company under study
was profitable throughout the analyzed period), on the other hand, such uniformity limits the
company in increasing the margin in the formation of these profits, because no one will want to pay
more for the same product as a competitor with the same or similar characteristics. Therefore, it is
necessary to increase the value of capital due to the creation of additional value, and not necessarily
material value. Such value can help to create and constantly increase the brand of the company
itself as an image of something different, better, special. That is, it is necessary to form additional
value of capital at the expense of conditional brand value, that is, brand capital.

All this requires a strategic vision of the company's development, and today's development
is inextricably intertwined with an innovative approach in everything: in management, in
conducting business activities, in the use of innovative technologies and solutions. However, buying
technology and using it at the enterprise without adequately positioning oneself in the market of
goods or services can only lead to a temporary reduction in costs, and eventually to a final decrease
in profits. And strategic positioning on the grain market, where the price is dictated by the grain
trader, not the producer company (realities of the Ukrainian market) with the desire to obtain greater
profits and even surplus profits, is impossible without the growth of the intangible component of the
cost of capital. And such growth can be provided by properly functioning brand management.

Analysis of the latest research and publications. An interdependent whole set of signs and
qualities of the brand, by which the consumer identifies and distinguishes the brand, is called brand
identity. This is the core component that determines the direction of the company's development,
outlines the goals and purpose of the brand [9]. There are different approaches, according to which
the identity of a particular brand is investigated. According to D. Aaker [2], a brand can be
considered as a product, as an organization, as a person and as a symbol.

The purpose of the article is research of innovative prerequisites for the formation of the
company's brand development strategy.

Outline of the main material. The analysis of ALLIANCE AGRO LLC showed that, in
general, even without clearly defined brand management, this company essentially promotes one
brand - the brand of itself as a company. That is, an approach to the brand as an organization is
appropriate here, or a corporate (mother) brand is meant, and not a product or service brand [9].

For a grain-producing company with the same type of standard products, in order to increase
brand equity, it is necessary to either strengthen the corporate brand, which will be associated with
the company as such, or differentiate the products produced (bring out new varieties of grain crops
— hybrids under its own brand), or engage in business diversification, which is also related to

126



ISSN 2786-5398 IMPOBJIEMMU PO3BUTKY
KypHaa cTpaTeriYyHuX eKOHOMIYHHX EKOHOMIKH
Jocaikenb, Ne 6(17), 2023

engaging in new types of activities, or providing new goods and services for the enterprise or the
market.

In any case, it is necessary to develop a brand development strategy that would create
additional value of the company's capital. The development of such a strategy is determined by a
number of factors and processes in the operating environment of ALLIANCE AGRO LLC (Fig. 1).

Military operations and political crisis in the country as a driver
of the search for new sales markets and differentiation of activities

Transition to the knowledge economy, intellectual
capital and digitization of the national economy

Competitive pressure from similar enterprises and non-competitive behavior
of grain traders, undercutting of purchase prices

Corruption of public procurement in the field of agriculture, shady schemes
for the sale of agricultural products

Dependence on the geography of the location of the activity
and the weather conditions of the activity

Innovative land cultivation technologies, robotics, opportunities to develop the potential
of rural areas and consolidate a positive image of the corporate brand

Source: proposed by the author.
Fig. 1. Innovative prerequisites for the development strategy of the ALLIANCE AGRO brand

Today's realities, related to military actions on the territory of Ukraine, new challenges and
threats to the life, health, and general well-being of both individual families and the state as a whole
shake up the already turbulent environment to unprecedented proportions and cause a negative
effect on the possibility of normal functioning enterprises. Especially their adverse consequences
are clearly expressed when an enterprise like "AGRO ALLIANCE" depends on the geographical
location and climatic conditions for growing agricultural crops. In any case, these two factors will
not allow the company to quickly evacuate its personnel and facilities to a safe place in the event of
a threat of occupation. Therefore, it is quite objective for an agricultural company to thoroughly
approach the issue of diversifying its activities, so that even in the event of a temporary loss of land
resources, it would be possible to implement its activities in another place or with another product.

The first sprouts of business differentiation began with the beginning of the covid-pandemic,
when ALLIANCE AGRO LLC began, in addition to the main type of activity, to pay attention to
related services, such as the storage of grain and other goods and material values of other economic
entities, the rental of its own vehicles and those available in ownership of buildings. However, in
today's conditions, this is not enough. It is necessary to increase the client base, reduce the pressure
from competitors, draw attention to yourself and your products.

Another prerequisite for the development strategy of the AGRO ALLIANCE brand is the
transition to the knowledge economy and digitalization of processes at all levels of economic
development. If earlier companies existed only on paper and in reality, now it is impossible to
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imagine a company without an informational Internet component: the presence of a website,
advertisements, entry into electronic databases as product suppliers, holding video conferences in
different parts of the world, robotization of equipment, etc. All this requires new approaches to the
positioning of the company and its brands, as well as mastering the digital space and its
possibilities.

Another negative factor, on the one hand, and the one that acts as a driving force behind
changes in the strategic branding positioning of the company, is the high level of corruption in state
purchases of grain, shady schemes between grain traders, and non-competitive pressure on
producers of agricultural products. Therefore, the company is forced from time to time to hold
products, waiting for more favorable conditions and price opportunities, which causes stagnant
turnover processes, sometimes to product losses due to the impossibility or high cost of proper
storage. Or you have to sell the products at a lower price, and then the costs of cultivation may be
too high compared to the profits. In addition, seasonality and climatic conditions strongly affect the
yield level.

Currently, the only option for circumventing corrupt spheres lies not in the law-making
plane (unfortunately), but in the plane of finding new sales channels, using information
technologies, developing innovative products, or providing the consumer with products with greater
value in his perception (brand formation). This will make it possible, if not to increase the purchase
prices, at least to reduce the cost price due to the increase in labor productivity and more
technological equipment, an effective tool of which can be a powerful marketing policy with a
brand-oriented approach.

Another important factor of innovative approaches in the company's activities, and therefore
of the innovative vision of the development of the company's brand strategy, is the problem of the
development of villages and rural areas. The main problems here are the lack of highly qualified
personnel, low standard of living, underdeveloped infrastructure (compared to big cities), lack of
prestige to work on the land, etc. Therefore, when carrying out brand management and promoting
trademarks of agricultural products in regional markets, the specifics of developing accents and
accents of brand characteristics should be taken into account. The innovativeness of land cultivation
technologies and the increase of salaries for workers in rural areas can have a positive effect on the
image of the company, contribute to the development of the village, especially due to the
aggravation of war troubles and the danger of constant stay in the city due to explosions and
damage.

Therefore, the brand development strategy of LLC "ALLIANCE AGRO" should somehow
be connected with the promotion of two variants of brand strategies:

1. Strengthening the role and importance, recognition of the ALLIANCE AGRO brand as a
high-tech company producing grain and technical agricultural crops of the first class;

2. Differentiation of the company's activities due to the development of new products in
another segment of the agro-food regional market, creation of a portfolio of new brands for the
company: the brand of ecologically clean products, its own brand of bakery products and the brand
of fodder through the establishment of zero-waste production. A possible version of the brand
portfolio for ALLIANCE AGRO LLC is proposed in Fig. 2.

Both branding development strategies should be carried out on the basis of the innovative
orientation of business processes and the construction of the brand management system of
ALLIANCE AGRO LLC, as well as with the help of strengthening the identification of both
corporate and future product brands, which consists in creating an ideal identity of the projected and
perceived image brand.
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F—A high-tech company producing _
Corporate brand ALLIANCE AGRO grain and technical agricultural crops
Subbrand ALLIANCE ECO
Allianz Pekar sub-brand
Subbrand ALLIANCE Korm
Source: proposed by the author.

Fig. 2. Brand portfolio for ALLIANCE AGRO LLC

As for the creation and development of the ALLIANCE AGRO corporate brand, it should be
based on changing the company's business model in the direction of increasing brand
diversification, which will cause the gradual generation of brand capital, which means the receipt of
profits from the intangible component of income generation. If the product can be evaluated by its
cost component, then it is extremely difficult to estimate the exact level of additional value for the
company due to the existing positive image, but business reputation, which should also be
considered as part of brand capital, can just as quickly reduce the company's profits (for example,
provocative and negligent behavior in waste management, negative reaction on the part of
consumers in case of poor service, reinforced due to brand-oriented perception of the product, etc.).

The corporate brand of ALLIANCE AGRO must be combined with an effective product
policy, since branding essentially acts as a strategic tool of this policy, and for this it is necessary to
carry out numerous measures related to the analysis of the marketing environment and the brand
itself. The product development policy acts as a structural basis for comprehensive planning,
creation, implementation and evaluation of the brand strategy.

The branding approach to the formation of the product policy of ALLIANCE AGRO LLC
should become one of the key elements in the formation of a competitive brand with high value and
prospects for further development. The synergy of the ALLIANCE AGRO brand and the product
policy of the company under study is shown in fig. 3.

In addition to the corporate brand ALLIANCE AGRO, it is advisable for the company to
expand its range of products in the direction of increasing added value. For this, in addition to the
development and strengthening of the parent brand, we suggest forming a portfolio of brands that
would include new sub-brands, as shown in Fig. 2.

Thus, the sub-brand ALLIANCE ECO includes the offer of pure ecological products in the
form of sprouted grain. The Ukrainian market of organic products has not yet been practically
developed, the demand for products under the perception of the terms "organic", "eco", "natural" is
increasing, since the actual health of a person will always cause associations with the search for
natural food and products. "Sprouted grain" as a product offering under the ALLIANCE ECO brand
should be positioned for the future consumer as a healing, living food.

A unique commercial offer will be based on its unique composition, because when the
germinated grain swells and germinates, this composition enters the active stage. [7] When grains
germinate, there is a significant increase in certain vitamins and microelements necessary for
humans in a special combination that cannot be obtained by processing ordinary grains. Currently,
there are practically no similar products on the regional market (in the Poltava region), so the niche
is attractive. A nuance of the cultivation of such products is the certification of confirmation of
product quality.
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Fig. 3. Brand-oriented marketing product policy of ALLIANCE AGRO LLC )

And finally, the sub-brand of the main parent brand ALLIANCE AGRO "ALLIANS Korm"
can be included in the general portfolio of brands, since the enterprises have significant residues of
by-products of corn from which feed for the livestock sector can be made, realizing the concept of
zero-waste production to the maximum. Of course, the company now sells these leftovers, but as
raw materials, and not as ready-to-consume goods, so with the right sales strategy, you can also
make money from this.

Conclusions. Therefore, the main innovative prerequisites for the formation of the brand
development strategy of ALLIANCE AGRO LLC are unpredictable turbulent changes and military
threats in the external environment, the desire to survive and maintain their market positions due to
technological renewal, strong pressure from price traders who dictate the conditions for purchasing
from grain farmers, so the only way to increase profitability in the sector of growing agricultural
crops is to find ways to reduce the cost price or to focus on creating additional value for the
consumer. Therefore, it is appropriate to use branding for the enterprise under study as an effective
strategic tool of the latter's product policy.

The knowledge economy, the strengthening of the intellectual component and innovative
prerequisites for business development contribute to greater openness and transparency of its
management. Quite often, a situation arises when the business reputation and image of a business
entity become more important than the product it produces. Moreover, the ever-increasing pressure
from competitors forces companies to implement new ways and methods of capturing and retaining
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the consumer's attention. In addition, innovative shifts towards the development of digital
technologies, the acceleration of the "obsolescence" of equipment that seemed to be new yesterday,
and the efforts of entrepreneurs to create as many competitive advantages as possible contribute to
the search for effective ways to grow their capital at the expense of an intangible component.

One of the modern factors of increasing the value of products in the eyes of the buyer is a
brand-oriented approach in the management and implementation of brand management at
enterprises. Brand management, the main goal of which is the effective promotion and management
of company brands in order to increase the company's profitability and recognition, is becoming
more and more popular among domestic enterprises, as it makes it possible to increase business

activity and competitiveness of the latter.
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