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AHOTANIA

JleObequnuenko A.€. BracHi TOpProBi Mapkd y MEPEKEBOMY PHUTEWIII:
TEOPETUYHI 1 IPUKJIIAIHI ACTICKTH MM AMPUEMHUIITBA.

Y po6oTi pO3MISHYTO TEOPETHUYHI 1 MPAKTUYHI ACIEKTH IMO3UIIOHYBaHHS
BJJACHUX TOPrOBMX MapoK Ha LUIbOBOMY PHHKY JIHIPONETPOBCHKOIO PETIOHY,
JOCIIJKEHO CTaH Ta TEHACHIT X pPO3BUTKY, BHSBJICHO Ta CHCTEMAaTH30BaHO
ACOPTUMEHT TOBapiB Kpacuh Ta 3J0pOB’s y 3a0e3ledyeHHl MOoTped CIOXUBadviB,
BUSIBJICHO OCOOJIMBOCTI BJIACHUX TOPTOBUX MAapoOK, JOCBIJ iX BIPOBAIKECHHS B
TOPTOBUX MEpEekKax pUTEHITY.

OxapakTepu30BaHO EKOHOMIYHY [ISJIbHICTh TOBApUCTBA 3 OOMEXKEHOIO
BianoBiganeHicTIO «PVYIID» 1mogo BHpoBaKeHHS BJIACHUX TOPrOBUX MapoK,
MPOAHAJII30BAaHO ACOPTUMEHT BJIACHUX TOPTOBUX MapoK y Mepeki mMara3uHiB €Ba,
CKJIQZICHO TOPIBHSJIBHY XapaKTEPUCTUKY SKOCTI PI3HUX TOPrOBUX MapoOK y MEpexi
MarasuHiB €Ba.

Po3po0iieHo cermMeHTalio CroKuBaviB BJACHUX TOPTOBUX MapOK TOBapHCTBA
3 00MexkeHO0 BiAnoBiAanbHICTIO «PYI» 1 BU3HAUEHHS CTYIIEHS iX 33JI0BOJICHHS
1 piBHSI BIIPOBA/KCHHSI B MPOJAXK Yy Mepex MarasuHiB €Ba. BusBieHo 3amyueni
METO/IM aKTHBIi3allli MPOJaXXiB BIIACHUX TOPTOBUX MAapOK TOBAPHUCTBA 3 0OMEKEHOIO
BianoBiganpHIcTIO «PYII». Po3pobaeHo 3axoau 111010 MiIBUIIICHHS MPUOYTKOBOCTI
TOBApHCTBA 3 00MEXKEHOI0 BiAMOBIMaIbHICTIO «PY L.

KirouoBi cnoBa: BiacHa TOpProBa Mapka, CIOXKHBad, Kiacudikallisi, METOIU
JOCIIIKEHHS, I[IJTOBUI PUHOK, TOBAp.

SUMMARY

Lebedynchenko A.E. Private label in retail. Theoretical and applied aspects of
business.

The work is examined theoretical and practical aspects of the positioning of
proprietary brands in the main market of the Dnipropetrovsk region, The state and
trends of their development have been investigated, the range of beauty and health
has been identified and systematized in providing the needs of consumers, the
peculiarities of their trade marks are revealed, the experience of their implementation
in retail retail networks.

The economic activity of the Limited Liability Company "Rush" regarding the
introduction of own brands is analyzed, the range of own brands in the network of
EVA stores is analyzed, a comparative characteristic of the quality of various
trademarks in the network of Eve stores is analyzed.

Developed segmentation of consumers of own brands of Limited Liability
Company "Rush" to determine the degree of their satisfaction and level of
implementation in the networks of Eve stores. The methods of intensification of sales
of own trade marks of the Limited Liability Company "Rush" are revealed. Measures
have been developed to increase the profitability of Limited Liability Company
"Rush".

Keywords: private label, consumer, classification, research methods, target
market, product.
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