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AHOTANIIA

Mkinina H.B. Bpenninr sik edekTHBHAa TEXHOJOTIS 3aBOIOBAHHS Ta yTPUMaHHS
MOKYTIIIS.

B xBamidikamiiiHiii poO0OTI PO3TISIHYTO TEOPETUKO-METOAWYHI OCHOBU PO3BUTKY
OepHIIHTY SIK IHCTpyMEHTa MapKETHHTY, HAaBEJIEHO OCHOBHI XapaKTEPUCTUKH, HA OCHOBI
AKX (OpMYy€eEThCcs OYIIBHUIITBO Ta PO3BHUTOK OpeHAY, HaBeleHAa XapaKTepHUCTUKA
mapketuHroBoi ctparerii TOB «biocdepa», mnpoBeaeHO NHaII3 30BHIINIHBOTO Ta
BHYTPIIITHROTO MapKETHHTOBOTO CEPEIOBHUINA IMiIPUEMCTBA, 3aIPONOHOBAHO IUIIXHU
nokpaiieHuss OpeHniHry. OTpumaHi pe3ysibTaTH MOXYTh OyTH BHUKOPUCTaH1 MpH
PO3p00IIi MAPKETUHTOBOT CTpaTerii MANMPUEMCTBA, SIKE JII€ HA PUHKY TOBapIB JIJIs JIOMY,
a TAaKOX y CHOPIJTHEHUX cepax.

KurouoBi cioBa: Openp, OpeHAIHT, YCHIIIHICTh OpEHIHIY, PUHKOBA CHUTYallis,
MapKETUHIOBa CTPATETisl, 30BHIIIHE CEPEIOBUILE, BHYTPIIIHE CEPEIOBULIE.

SUMMARY

Shkidina N.V. Branding as an effective technology for acquiring and retaining a
customer.

In the qualification paper, the theoretical and methodological foundations of the
development of branding as a marketing tool are considered, the main characteristics on
the basis of which the construction and development of the brand are formed, the
characteristics of the marketing strategy of "Biosphere” LLC are given, an analysis of
the external and internal marketing environment of the enterprise is carried out, ways of
improving branding are proposed. The obtained results can be used in the development
of the marketing strategy of the enterprise operating in the market of household goods,
as well as in related fields.

Keywords: brand, branding, branding success, market situation, marketing
strategy, external environment, internal environment.
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