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BACKGROUND AND
OBJECTIVES. The marketing

practices of companies over the past two
decades have increasingly been based on
co-marketing, or inter-firm marketing
alliances. The mutual recognition and
understanding that each firm's success
depends in part on the other firm forms
the foundation underlying co-marketing
activities. Firms move from trying to
win alone to forming networks of
partner firms. Corporations understand
the need for alliances to acquire and
maintain competitive advantage.
METHODS. We used general scientific
and special research methods: abstract-
logical — to summarize theoretical and
methodological foundations of co-
branding as an integrative marketing
tool for joint development of companies;
economic-statistical — to analyze the
level of development of poultry
companies; monographic — to study the
experience of individual companies with
horizontal form of co-branding; analysis
and synthesis — to study the components
of co-branding companies; sociological
research — to identify key success factors
of co-branding.
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FINDINGS. The structural and logical
model of co-branding alliances of
poultry companies, the use of which is
based on a co-branding strategy, creates
the necessary basis for its further
development within the framework of
modern marketing theory, will increase
the effectiveness of co-branding.
CONCLUSION. Co-branding, which is
a form of strategic collaboration
between two Dbrands that involves
bringing them together to create a new
product or service, makes the marketing
alliances of companies visible to the
consumer. In doing so, companies imply
recognition of the fact that their
prominence represents added value.
Closer collaboration with retailers, more
focused promotion, and co-branding are
becoming ways for many consumer
companies to control costs and keep
prices down. An example of such
cooperation is the use of a co-branding
strategy for poultry companies.
KEYWORDS: co-branding; alliance;
poultry companies.
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INOCTAHOBKA IIPOBJIEMHU TA
3ABJIAHHS. MapkeTuHroBa npakTuka
KOMIIaHIi y OCTaHHI JBa JCCSITHIITTA
Jefalll 4acTillle BUXOAUTH 3 KO-Mapke-
TUHTY, YU MDKQIPMOBUX MapKETHH-
TOBUX ajibsiHCaxX. B3zaemMHe BHU3HAaHHA Ta
PO3YMIHHS TOTO, IO YCIIX KOXHOT
¢bipMU YacTKOBO 3aJ€XHUTh BiJ 1HIIOI
bipmu, yTBOpro€  (PyHIAMEHT, IO
JISKUTh B OCHOBI CHUTHHOI MapKeTHH-
roBoi AisuibHOCTI. Bij cripo0® nepemortu
HAOMHII PIpMH TIEPEXoaaTh 10 GopMy-
BaHHA MeEpEeX MaAPTHEPCHKUX  (ipM.
Kopnopaniii  po3ymitoTb HEOOX1IHICTb
aNbSHCY JUIS TPUI0aHHS Ta MATPUMKH
KOHKYpPEHTHHX TepeBar.

METO/IN. Buxopucrani 3arajibHO-
HAyKOBI Ta CHEIliaibHI METOIU JOCHi-
KEHb. aOCTPAaKTHO-JIOTIYHUN — JyId
y3arajlbHEHHS TEOPETUYHHX Ta METO-
JUYHUX 3acajl KO-OpeHIMHTY SK 1HTe-
IPaTUBHOTO MAapKETUHIOBOTO 1HCTPY-
MEHTY CHUIBHOTO PO3BUTKY KOMIIaHIi;
€KOHOMIKO-CTaTUCTUUHUHN — ISl aHAJII3Y
PIBHS PO3BUTKY NTaXiBHUILKHUX ITiANPH-
€MCTB; MOHOTpaiuHUi — BHUBYCHHSA
JOCBIAY OKPEMUX MIJIPUEMCTB 13 TOpU-
30HTaIBHOI (OpPMOIO KO-OpeHIWHTA,
aHallizy Ta CHUHTE3y — Ui BHWBYCHHS
CKJIQJIOBUX KO-OpEeHJAMHTY KOMIIaHiif;
COILIOJIOTIYHOrO JIOCHIDKEHHSI — JUIS
BU3HAYCHHS KITFOYOBHX (DAKTOPIB YCHIXY
KOOpPEH/IIHTY.

! Kuiscokuii nayionanvuuii ynieepcumem mexmono2iil
ma ouzauny, Kuis, Ykpaina

PE3YJIBTATHU. Po3po0ieHo CTpyK-
TYpHO-JIOTIYHY MOJENb KO-OpeHIuH-
TOBHUX aJbsHCIB NTaX1BHUIBKUX
KOMIIaHIM, BUKOPHUCTaHHS SIKO1
0azyeTbcs Ha KO-OpEHIMHTOBIi
cTparerii, cCTBOpIOE€ HEOOXigHWI Oa3uc
JUIE  WOTO TIOJAIBIIOTO0 PO3BUTKY B
paMKax Ccy4acHOi MapKETHHTOBOI Teopli,
1 BUIIUTH pE3yIbTATUBHICTh
CHIBHOTO OpEHANHTY.

BUCHOBKMU. ChuibHuil OpeHIuHT,
mo €  (opMow  CTpaTerivHoro
CHiBpOOITHHUIITBA JBOX OpeHIB, IO
nepeadadae  ix  oO'eqHaHHS A
CTBOPEHHS HOBOTO MPOAYKTYy abo
MOCJTYTH, poOuTH MapKETHHTOBI
AbSIHCH ~ KOMIAHIM BUAUMUMHU IS
cnoxkuBavya. [lpm 1npoMy KommaHii
MaloTh Ha yBa3i BH3HAHHS TOro (axTy,
mo iX TMOMyJSPHICTE € J0JIaHOIO
LIHHICTIO. TicHa CHiBMpArls 3
pO3ApIOHUMH  MPOAABIIMHU,  OUIBII
chokycoBaHe TPOCYBaHHS Ta KO-
OpeHmuHT s 0araTbOX  KOMIIAHIM
CIIO>KHUBYOTO CeKTopa CTalOTh
croco0aMy KOHTPOJIIOBATH BUTPATH Ta
HE  JIOMYCKaTH  3pOCTaHHSA  IIiH.
[lpuknagom  Takoi  cmiBmpami €
BUKOPHUCTAHHSI CTpaTerii Ko-OpeHIUHTY
JUTSL ITaX1BHULIbKUX KOMITaH1H.
KJIIOYOBI CJIOBA: xo-OpeHauHT;
aJIbSIHC; IITaX1BHUIIBKI KOMITaHIi.
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INTRODUCTION.

Economic development in the new millennium is characterized by rapid
and sometimes unpredictable and contradictory changes (Bucklin and Sengupta,
1993), associated with technological transformations, market evolution, rapid
change in preferences, tastes and fashion. From the point of view of F. Kotler,
F. de Bez, companies face fundamentally new challenges, requiring from them
non-standard solutions in the field of promotion of their products on the market
(Kotler and de Bez, 2010). As K. Keller, in the conditions of technological
progress providing a constant inflow of innovations, "brands must without the
slightest hesitation push their boundaries far beyond the initial prototype"
(Keller, 1993).

In the era of globalization and increased competition in domestic and
foreign markets, domestic enterprises need effective competitive advantages,
which is achieved by branding technologies (Park et al., 1996). For corporations
in most countries of the world, branding is an important element of their market
activities (de Bono, 2005), but the Ukrainian experience of working with brands
is not yet rich enough (Nifatova, 2017).

The vast majority of domestic manufacturers do not use branding
technologies, especially those worked out in the West in recent years (Nifatova
and Dudko, 2020). In the conditions of intensified activity of Ukrainian
companies without creating strong brands that would guarantee a high level of
consumer preference for domestic goods and services, it is very difficult for
their producers in a competitive environment not only to succeed in the domestic
market, but also in international markets (Anderson and Narus, 1990).

Scientists predict that in the near future large multinational corporations
will prefer to control markets through the ownership of dominant brands, rather
than simply enterprises for the production of goods. This trend becomes evident
in the conditions of intensified processes of mergers and acquisitions of
companies: buyers are willing to pay huge money for the ownership of popular
brands among consumers (Cegarra and Michel, 2001).

As a result of the global financial crisis a significant change in the position
of many strong consumer brands on the global market is predicted. Under these
conditions it is very important for Ukraine not to miss the chance to promote its
national brands (Nifatova, 2017). Strong national commercial brands known to
foreign consumers would allow Ukraine to form a positive image of the country,
increase its attractiveness and improve its investment climate Nifatova and
Dudko, 2020).

Marketing tools can and should be used to enhance innovation and
integration processes in the economy. One of the relevant and convenient forms
of transformation for medium and large businesses is a partnership based on co-
branding (Carter, 2002). Co-branding can act as a powerful "driver" of modern

105



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (34), 2021

innovative and integration projects simultaneously. The advantages of using this
marketing tool can be: improvement of companies' management, increase of
communication potential, reduction of costs of market information, as well as
exchange of experience between partner companies. Thus, the competently
formed system of organization of innovation and integration processes on the
basis of co-branding is able to provide competitiveness and successful
development of domestic enterprises in the long term.

The purpose of the study is a comparative analysis of the advantages and
prospects of co-branding in the market of Ukraine. The study was conducted in
2020 on the basis of the study of brands of poultry industry enterprises in
Ukraine.

RESULTS AND DISCUSSION.

Some researchers call co-branding a brand alliance. It involves a short- or
long-term association or combination of two or more individual brands, products
and/or other company assets, in which products can be presented "physically"
(combining several products in one "package") or "symbolically” (joint product
advertising). In other words, co-branding is a form of cooperation between two
or more brands, sufficiently known to the consumer, in which the names of all
brands are preserved. The proposed classification is based on three forms:
advertising sponsorship, value chains, and innovative co-branding alliances
(Table 1).

Table 1
Definitions of co-branding
Authors Definition
C. Hillyer and S. Tikoo |The practice of "double branding"”, which allows you to demonstrate
(1995) ownership of a product by more than one brand

L. Leuthesser, C. Kohli, | Combining two or more recognized brands into a single whole
R. Suri (2002)

P. Kumar (2005) Two or more brands (component brands) combined to produce one
unique product (composite brand)

C. Hadjicharalambous |Use of two or more brands in the name of a new product, service or
(2006) business

O. Wright and L. Frazer | Synergistic association of two or more brands in one business,
(2005) product or promotion action

The type of co-branding implies fixing its typical situations: merger of
companies or creation of a joint venture. The level of co-branding indicates the
structural unit within which the interaction is carried out - separate divisions of
the company or the firm as a whole. Co-branding, respectively, is divided into:
coalition, coordination, collaboration and cooperation (Wright and Frazer,
2005). F. Kotler, F. de Bez indicate the existence of co-branding joint ventures
(Kotler and de Bez, 2010). Table 2 summarizes the main types of co-branding.
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Table 2
Types of co-branding

Types

Contents

Ingredient co-branding

The brand ingredient is part of a product promoted under
another brand

Co-branding to achieve
awareness

Rapid growth of knowledge about the company's brand through
contact with the partner's customer base

Co-branding to achieve
value

Improved consumer perception of the firms product within the
framework of the association

Co-component co-branding

Introduction of one company's product as a component of
another company's product.

Co-branding based on
complementary
competencies

Combining the abilities and expertise of companies, including
in the intangible sphere

Promotional sponsorship

Building associations with an event or activity with one or more
brands

Co-branding in value chains

Associations of manufacturers of similar goods; alliances of
manufacturers and retailers

Innovative co-branding
alliances

Creation of completely new products or services

In-branding

Promotion by a company of a product which is a component of
a complete solution offered by another company

Functional alliance of
brands (alliance of
constituents)

Creation of a new product out of components offered by
different brands

Symbolic alliance

Co-promotion of partners' own products by combining their
sales and marketing communications efforts

Coalition

Two companies merge to form a single firm with a double name

Coordination

Two companies merge their two units into a single firm by
giving it a double name

Collaboration

The two companies establish a joint venture, sharing resources,
informal knowledge and know-how

Cooperation

Two companies work in a joint venture created from their units.

Co-branding joint company

Two companies jointly finance the creation of a co-branded
product (often combining products from the same category)

The unprecedented growth of co-branding activity in recent years has
prompted the idea that "strategic partnerships are a serious brand building tool.
The benefits of co-branding are systematized in Table 3.

Possible obstacles to the implementation of co-branding are summarized in

Table 4.

In the context of the concepts of co-branding considered by us, a co-brand
would be a set of expectations and associations arising as a result of the
unification in the minds of target consumers of the images of jointly operating
companies, formed on the basis of contacts with their goods, communication
messages and other points of interaction. Active use of co-branding by
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companies leads to the fact that co-brands are gradually taking their full place in
the continuum of existing brand forms in marketing practice.

Table 3
Benefits of co-branding

Authors

Benefits

C. Hillyer and
S. Tikoo (1995)

Increased sales and revenues in markets where the brand is already
present and in new markets

Opportunity to sell at a price above face value, due to greater added
value

Consumers receive products with additional features, functions and
applications

L. Leuthesser,
C. Kohli, R. Suri
(2002)

Ability to enter new markets at a relatively low cost

Gain synergies due to technological specialization in different areas
Joint marketing efforts can lead to an expansion of geographic and
media presence

P. Kumar (2005)

New source of funding, as costs will be shared among partners
More visible image and credibility of products and brands
Improved consumer perception of the brand and product

C. Hadjicharalambous
(2006)

Risk allocation in adverse conditions

Growth of brand awareness and recognition

Transfer of positive associations about the original brands to the new
co-brand

O. Wright and
L. Frazer (2005)

Ability to reach markets more easily and quickly due to association
with a partner brand

Smaller brands can achieve advantages along with well-known brands
by connecting with their markets, positive associations, credibility,
image and reputation

Table 4
Disadvantages of co-branding

Authors

Disadvantages

C. Hillyer and
S. Tikoo (1995)

Difficulty for one of the parties to abandon the partnership and create
their own market

Transfer of competitive advantages to the partner, creation of a
potential competitor

L. Leuthesser,
C. Kohli, R. Suri
(2002)

Incompatibility of co-branding partners due to different business
cultures

P. Kumar (2005)

Negative impact of one of the brands on the overall product
Unbalanced benefits for partners from participation in co-branding

C. Hadjicharalambous
(2006)

Probability of one brand's market shrinking as opposed to the original
plans
"Blurring™ of one brand in the shadow of another

O. Wright and
L. Frazer (2005)

The possibility of one party behaving to the detriment of the other
Risk associated with the exchange of information and know-how
between partners
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When combining their marketing efforts, cooperating companies must
choose a specific form of co-branding. However, while co-branding has become
very fashionable, not all alliances are worth flaunting. Thus, the question of the
extent to which marketing alliance partners should “publicize" their
collaborative efforts is not trivial or unambiguous, which has given rise to a
continuum of co-branding architectures, or forms of relationship between the
brands, companies and their products and services being brought together
(Figure 1).

Strengthening the connection
to company brands

Weakening the connection to
company brands

A

v

A new brand, not
associated with the
name of any company

A new brand that has
a "reference" to the
name of one of the

companies

A brand that matches
the name of one of the
companies

A brand that repeats
the names of both
companies (double

brand)

The co-brand has no
connection to the
"parent” brands at all

In a co-brand, there is
weak continuity with
one of the "parent”
brands

The co-brand
coincides with one of
the "parent” brands

A co-brand coincides
with both "parent”
brands, being the
result of their

combination
Examples: Inneov, Examples: Nestea, an |Examples: HP laptops |Examples: Sony
food cosmetics from |iced tea from Nestle |from Hewlett-Packard | Ericsson,

L'Oreal and Nestle;
Smart, a micro-car
from Mersedes and
Swatch

and Coca-Cola

and Compag; Siemens
small appliances from
Siemens and Porsche
Design

BenQSiemens phones;
Fujitsu Siemens
laptops; Nissan X-
Trail Columbia car

Figure 1. Co-branding architectures

The bipolar structure of the continuum suggests that in choosing a
particular form of co-brand, companies can either veil or emphasize the fact that
the product is the result of their joint efforts. As we can see, co-brands do not
always carry the features of their parent brands.

Theoretical generalizations concerning the essence of branding, co-
branding and brand management and their empirical confirmation, based on the
experience of using branding to promote products by agricultural companies of
the poultry industry, allowed to propose the author's algorithm of design,
implementation and development of the poultry brand. co-branding.

A set of strategies for poultry companies, referred to such type of
companies as nicheurs, is formed. These companies specialize in serving one or
more segments of the market, left unattended by other market participants. The
directions of realization of strategies are proved. A methodical approach to the
development of new poultry meat brands by agricultural companies for their
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joint promotion through the franchise network of the producer-leader of the
poultry industry on the co-branding basis is proposed. Proposals to determine
the impact of branding on increasing consumer loyalty (approval and preference
for certain products, brand attributes, marketing activities, point-of-sale service,
etc.) to the brands of poultry companies have been developed.

On the example of the company "Podolsky Broiler”, an insignificant by
market share and competitive position of the poultry company, a set of strategies
for different stages of brand formation was formed (Table 5).

Table 5
Set of strategies of poultry company and franchisee of TM-producer-leader
at different stages of their brand formation

Type of strategies

Strategies selected for two co-branding participants

According to the
BCG matrix

For the leader — a strategy to maintain competitive advantage in order
to maintain their market share; for Nisher — a strategy of development,
intensification of efforts to increase their market share.

According to the
matrix of M. Porter

For the leader — a strategy of differentiation; for Nisher — a strategy of
concentrated marketing.

Behind the
McKinsey matrix

For the leader — a strategy to protect positions; for Nisher — a strategy
of selective development.

Global marketing

For the leader — a strategy of internationalization, globalization and

strategies diversification; for Nisher — the strategy of cooperation.
Basic marketing For the leader — the strategy of price leadership and product (brand)
strategies and service differentiation; for the niche — the strategy of focusing

(concentration) on product (brand) and image differentiation.

Marketing growth

For the leader — strategies of intensive and integrative growth and

strategies strategy of diversification; for Nisher — a strategy of intensive growth
and a strategy of integrative growth.
Comepetitive For the leader — the strategy of the market leader, namely the strategy

marketing strategies

of protecting their positions, increasing the share of the available
market capacity, expanding market capacity; for an outsider — a niche
strategy, namely — strategies for maintaining positions in this niche,
integrating efforts with another partner, going beyond the niche;
follower's strategy in terms of compiling and simulating the
components of the leader's marketing complex.

Functional marketing
strategies

For the leader — co-branding strategy; for Nisher — branding strategy.

At the initial stage of this process it is reasonable for the company to stick

to the strategy of supporting the position in the niche, left without attention of
other market participants and realization of which is possible at the expense of
search of ways to provide competitive advantages, investing into segments with
high profitability and low level of risk. Specialization of the company
concerning the niche is formed according to two criteria: qualitative properties
of the products and one of the elements of the marketing complex — the system
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of constant sales promotion. At the second stage of branding it is reasonable to
use such a niche strategy as integration strategy (or cooperation strategy as a
kind of global strategy) — joining forces with another manufacturer (another
brand) for mutually beneficial cooperation, including through the joint creation
of a new brand.

Vertically integrated agro-industrial holding "Mironovsky Product™ was
chosen as a partner of "Podolsky Broiler" on cooperation and integration efforts,
which is offered the strategy of integrative growth — joining efforts with
competitor companies in the regional market. The essence of cooperation,
integration and integrative growth strategies is to create a strategic marketing
alliance between the two companies on a co-branding basis (lateral co-branding
of Podolsky Broiler with a regional franchisee of TM Nasha Ryaba).
Participants of this alliance, in addition to suppliers, producers, intermediaries,
competitors-partners, should be loyal to its products consumers who have
formed a desire to be involved in the process of brand formation, involved in the
dissemination of brands in the market.

CONCLUSION.

Theoretically proved that co-branding of poultry industry companies based
on its binary nature should be considered as a way to implement individual
perceptions and expectations of the target audience into specific differential
brand characteristics, which create added value and are transformed for
consumers into steel values, and for brand owners provide capitalization of the
brand.

Management of co-branding of poultry companies should be carried out
with the help of the developed structural and logical model, which is based on
the use of brand attributes for stage-by-stage involvement of consumers in this
process, formation of image vision of brands, perception and acceptance by
target audience, and also evaluates the effectiveness of appropriate marketing
activities, predicts the time horizon of co-branding. The implementation of such
a model involves the following steps: 1) action of existing laws, principles of
construction and promotion of brands, development and use by companies of
attributes of brands of different levels create in consciousness of consumers nine
rows of images of these brands; 2) created images form eight levels of attraction
of consumers to the brand; 3) established in consciousness of consumers levels
of attraction are transformed in four levels of perception of the mentioned
brands by consumers

The feasibility of implementing this method is based on a combination of
such parts as: 1) new technologies of poultry production; 2) development of all
components of the future brand using marketing research methods; 3) effective
use of marketing complex components (4P) as the basis of positioning and key
factors of brand success; use of the latest creative technologies on the process of

111



ISSN 2415-3206 Journal
MANAGEMENT Issue 2 (34), 2021

branding (branding) of poultry products; 5) application of effective brand
management in maintaining brand viability in the market.

ABBREVIATIONS:
% Percentage
Eq. Formula of calculation
Fig. Figures
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