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AHOTAIIA

bopoodina €.0.«Pospobka cmpameeii Openounzy Onsi nionpuemcmea cgepu
nocay2

B kBamidikamiifHiii poOOTIOOrpYHTOBAHO TMOHATTS 1 CYTHICTh OpeHay;
BU3HAYCHIMIAXOAM 10 TMPOIECYy YNpaBIiHHA OpEeHIOM Ha  MiJIPUEMCTBI;
BUSBIIEHIOCOOIMBOCTI TpoIlecy po3poOku crTpaterii OpeHauHry. bymo HamaHo
Oprasi3alfiiiHo-eKOHOMIUHY XapakTepuctuky kade «['aBap» 1 mpoBeaeHO aHami3
BHYTPIIIHBOI'O Ta 30BHIIIHBOIO CEpENOBHUIIA MiANpHEMCTBA. Bbyno po3pobieHo
CTpaTerito po3BUTKY OpeHay mianpuemcTBa; BUKOHaHOSWOT — anami3z g kade
«I"aBap». B po0oTI 3a11poroHOBaHO MapKETUHIOBI 3aX0/11, CIIPSIMOBAaH1 Ha PO3BUTOK
OpeHly MiANPUEMCTBA i OOTPYHTOBAHO €EKTUBHICTh BIPOBAIKEHHS 3MI1H

KurouoBi cioBa: ynpasiaiHHg OpeHI0M, MapKETUHTOBE CEPElIOBUIIE, PO3pOOKa
ctparerii 6penaunry, SWOT — anani3, opraHizaniiHO-eKOHOMIYHA XapaKTEPUCTUKA,
MO3ULIIOHYBaHHS OpeHy,e()EKTUBHICTb 3aXO/IB.

SUMMARY

Borodina Ye.O. "Development of a branding strategy for a service company"

The concept and essence of the brand are substantiated in the qualification work;
identified approaches to the process of brand management in the enterprise; identified
features of the process of developing a branding strategy. The organizational and
economic characteristics of the cafe "Gavar" were given and the analysis of the internal
and external environment of the enterprise was carried out. The company's brand
development strategy was developed; SWOT analysis was performed for Gavar cafe.
The paper proposes marketing measures aimed at developing the brand of the
enterprise and substantiates the effectiveness of change

Key words: brand management, marketing environment, branding strategy
development, SWOT - analysis, organizational and economic characteristics, brand
positioning, effectiveness of measures.
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