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VJIK: 005 + 1

3atBep/keHO 10 BuUAaHHS BueHoro pagoo /I3  «lliBneHHOKypaiHCHKUI
HallloHaIBHUHN negaroriuanii yHiBepeuteT iMeHi K. JI. Ymmacskoro» (mpotokon Ne 5
Bix 25 ymcromana 2021 p.)

Peuenzenmu:

KanieBcbka 1. A., doxmop ¢inoc. ., npoghecop, 3asioysau rxagedpu ¢inocogii,
nonimonoeii, ncuxonolii i npasa (Qodecvkoi OepxcasHoi axademii OyOdisHUmMea ma
apximexkmypu

Pudxka H. M., xanouoam inoc. n., ooyenm rxageopu ¢hinocoghii ma memooonozii
nayku Hayionanvnuii ynisepcumem «Odecvka noaimexmikay

bpena-MeHemKMeHT: cydacHi IHHOBaWii, TeHAEHWilI Ta MiKHAPOAHI
npakTuku. [Iporpama ta Marepianun MixkaapoaHoro Kpyrioro crony (17 immucronama
2021 p.) / 3a 3ar. penakuiero O. b. [lerinoBoi; VYHiBepcuTeT YUIMHCHKOTO,
AHbBXOMChKUI yHIBepcUTET iHaHCIB Ta eKoHOMIKH. — Oneca-ben0Oy, 2022. — 41 c.

bpenn € koHIIEHTpaIli€r0 Ta KBIHTECEHITIEO i1ei i 1iHHOCTeH. BiH He icHye cam 1o co0i, a
3aB)KJU MOB’SI3aHUN 3 MIEBHOIO METOI0 Ta KOHKYPEHIIEI0 B pUHKOBOMY cepenoBuill. Ha Tii 1Hmmx
OpeHaiB BiH jgomomarae Oi3Hecy pO3IMOBICTH BiacHy ictopito. Cepen po3MaiTTs MPOIYKTIB
CIIO’KMBa4 OTpUMY€E yepe3 OpeH/ NeBHUM MecelX. bpeHIuHT — 11e po3BUTOK KYJIbTYpH, diaocodii
Ta OpeHay SK OKPEeMOro MiJIpUEMCTBA, YCTAaHOBH, TOBApY YM MOCIYTH, 1, HaBITb KOHKpPETHOI
0COOMCTOCTI, 1110 MO3ULIOHYE ce0e Ha pUHKY.

17 nuctomama 2021 poky Oyno HpoBeleHO Y MiXKHapoJHOMY ¢opmari Kpyriuil cTii, B
SKOMY B3sJIM Yy4acTb HAyKOBO-II€JaroriyHi MpaliBHUKH, CTYJEHTH Ta acHipaHTH YKpaiHU Ta
Kurato. B pamkax Memopanaymy npo cmiBpoOITHMITBO Kadeapa ¢inocodii, comiosorii Ta
MEHEPKMEHTY COLIOKYJIbTYPHOI AISUIBHOCTI YHIBEpCUTETY YIIMHCHKOIO pa3oM 3 AHBbXOMCHKUM
yHIBEpCUTETOM (DIHAHCIB Ta EKOHOMIKM OpraHi3yBaiM M0 MiDKHapoaHy 3ycTpid. Jlo Hei
nonyumnuch 3BO — napTHepu YHiBepcUTETY Y IIMHCHKOTO.

30ipHMK BKIJIIOYA€ MpOrpamy 3axoiy Ta MaTepiald BHUCTYIIB y4yacHMKIB. Moske Oytu
KOPUCHMM JUIsl 3100yBayiB PI3HUX PIBHIB OCBITH 3a crenianbHocTIMUu 034 «KymnbsTyposoris», 033
«Dinocodisy, 028 «MeHEIKMEHT COIIOKYIbTYPHOI MisITHOCTI», @ TAKOX JJISl BCiX, KOTO IIKaBUTh
1151 mpobJieMaTrKa.

3axig MpoBEJEHO B MEXax YKpaiHO-KUTalCbKOIO OCBITHBO-HAYKOBOTO MpPOEKTY «OcBiTa B
r7100ai30BaHOMY  CYCHUIBCTBL:  (iyocodis, MEHEIKMEHT, KyJabTypa (CydacHl TEHJAEHLI],
€KOHOMIUHI OINIIiT Ta MXKHAPOAHI TPAKTUKH)».
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MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

International round table
«Brand Management: modern innovations,
trends and international practices»

PROGRAM

Cheng Xi Wu, Ph.D., National University of China, Professor of Accounting, Director of
International Relations,

Tkachenko Katerina, Ph.D,

curators of the Ukrainian-Chinese educational and scientific project

"EDUCATION IN A GLOBALIZED SOCIETY: PHILOSOPHY, MANAGEMENT,
CULTURE (CURRENT TRENDS, ECONOMIC OPTIONS AND INTERNATIONAL
PRACTICES)"

Brand Management: international practices in China

Anhui University of Finance and Economics, China.

Petinova Oksana, Doctor of Philosophy, professor of the Department of Philosophy,
Sociology and Management of Socio-Cultural Activity, curator of the Ukrainian-Chinese
educational and scientific project

"EDUCATION IN A GLOBALIZED SOCIETY: PHILOSOPHY, MANAGEMENT,
CULTURE (CURRENT TRENDS, ECONOMIC OPTIONS AND INTERNATIONAL
PRACTICES)"

Brand Management: modern innovations in Ukraine

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Borinshtein Yevhen, Doctor of Philosophy, Professor, Head of the Department of
Philosophy, Sociology and Management of Socio-Cultural Activity Sociocultural
components of modern money: the problem of priorities

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Arutunan Ruzanna, PhD, Associate Professor of Banking, CEO WAVE
How to create a personal brand
Odessa business School

Maloga Alexey

first-year student, Faculty of History and Philosophy

Scientific adviser: Phd, Associate Professor of the Department of Philosophy, Sociology
and Management of Socio-Cultural Activity Wright Halyna




MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

The history of branding

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

BT

Chinese brand- Tencent
Anhui University of Finance and Economics

Koeanvuyk Bixmopina, cmyoenmka IHcTuTyTy 013HECY, €KOHOMIKHA Ta 1HGOPMAIIHHUX
texnoorii, OP-201

HaykoBuii kepiBuuk: Pubéka H. M., xann.dinoc.Hayk, gomeHT kadenpu dimocodii Ta
METO/I0JIOT1i HAyKH

bpenna: Jorika BpATYH Hami xyuri!

HY «Ooecvka nonimexunixa»

Alina Kazanzhy, 2nd year student of 1 group Faculty of History and Filology

Scientific adviser: Doctor of Philosophy Oksana Petinova.

Creation and development of brands as a condition for ensuring the competitiveness
of companies in the economy

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

JIyyenko Hamania, crynentka creuiansHocti 016 Jloromexdiss (2 kypc), MeauyHui
(hakyybTeT.

HaykoBuii kepiBHUK: K.(iJIOC.H., 1011. Kadenpu dutocodii, COLIONOrii Ta MEHEIKMEHTY
COIIIOKYJIBTYPHOI JisibHOCTI banawenko 1. B.

I'appu IlorTep kak OpeHy

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Hrytsak Yana, 2nd year management of socio-cultural activities

Scientific adviser: Phd, Associate Professor of the Department of Philosophy, Sociology
and Management of Socio-Cultural Activity

Halyna Wright

Brand and its structure

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

—
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MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

Erke : An independent national enterprise
Anhui University of Finance and Economics

Knumoea €nuzasema, crynentka [HCTUTYTY Oi3Hecy, €KOHOMIKM Ta 1H(QOpMAIITHUX
texHoJorii, OP-202

HayxoBuii kepiBuuk: Puoka H.M., xann.dinoc.Hayk, moneHT kadeapu dimocodii Ta
METOJIOJIOT1i HAyK!

Bpenn - ne inest

HY «Ooecvka nonimexmnixa»

Yaroshevich Maria, 2nd year student of 1 group Faculty of History and Filology
Scientific adviser: Doctor of Philosophy Oksana Petinova.

Prada-Fashion as philosophy

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Abdelaziz Mohamed Walid, cryment 2 kypcy 5 rpynu crneniansrocti 014 Cepensst
ocBiTa ({Di3nyHa KyJIbTYpa)

HaykoBuii kepiBHUK: K.(b1JIOC.H., 1011. Kadenpu ¢utocodii, COLIONOrii Ta MEHEIKMEHTY
COIIIOKYJIBTYPHOI NisibHOCTI banawenko 1. B.

Hunting Pearls in Qatar

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

KB

Xtep non-general feeling
Anhui University of Finance and Economics

Cy3ik Onexcandpa, cryneHtka [HCTUTYTy Oi3Hecy, E€KOHOMIKM Ta 1H(GOpMAaIIiTHUX
texnoszorii, OL,OJ] -201

HaykoBuit kepiBuuk: Puoka H.M., xanna.dinoc.Hayk, AoueHT kadeapu dutocodii Ta
METOJI0JIOT1i HaAyKH1

A sk OpeHn

HY «Ooecvka nonimexmnixa»

Valeriya Hovorina, 2nd year student of 1 group Faculty of History and Filology
Scientific adviser: Doctor of Philosophy Oksana Petinova

Two industry giants: Adidas and Nike

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»
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MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

Shcherbyna Yelizaveta, 2nd year student, Faculty of Social and Humanitarian Studies,
Scientific adviser: Phd, Associate Professor of the Department of Philosophy, Sociology
and Management of Socio-Cultural Activity Halyna Wright

History of the first brands

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Tybenszene Beponuka, cryneHTKa yKpaiHChbKO-HIMeIbKOro ¢akynprery HD-202
HaykoBuii kepiBauk: Puoka H.M., xann.dinoc.Hayk, AouneHT kadeapu dimocodii Ta
METO/10JI0T1T HAyKH

Cynep-openx —English

HY «Ooecvka nonimexmnixax

ER

Drewhouse—Bringing joy to everyone
Anhui University of Finance and Economics

Pail Ruslan, 2nd year student of philosophy, Faculty of Social and Humanitarian Studies,
Scientific adviser: Phd, Associate Professor of the Department of Philosophy, Sociology
and Management of Socio-Cultural Activity Halyna Wright

Coca-cola branding strategy

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Anastasia Voskoboinik

2nd year student of 1 group Faculty of History and Filology

Scientific adviser: Doctor of Philosophy Oksana Petinova.

Balenciaga is a brand of influencer in the world of fashion

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Ukassi Ali, crynenT crierianibHocTi 2 kypey 014 Cepenns ocpita (Di3nuna KyIbTypa)
The most successful and big companies and brands of Morocco

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

I'nywenko Anina, crtynentka IHcTuTyTy O13HECY, €KOHOMIKH Ta 1H(OpPMAIIHHUX
texuouoriit, OT-201

HaykoBuit kepiBuuk: JKapkux B. IO., noxt. ¢dinoc.Hayk, npod. kadpeapu dinocodii ta
METOJI0JIOT1i HAYKH1




MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
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®dinocodis sik OpeHy
HY «Ooecvka nonimexnixay»

Oriekhova Aleksandra, 3rd year student of management of socio-cultural activities
Faculty of Social and Humanitarian Studies,

Scientific adviser: Phd, Associate Professor of the Department of Philosophy, Sociology
and Management of Socio-Cultural Activity Halyna Wright

Tesla Motors development history

State Institution «South Ukrainian National Pedagogical University named after

K. D. Ushinsky»

Kicce Aumomn, n.momT. H., aou. kadeapu ¢uiocodii, COILIOJOrii Ta MEHEIKMEHTY
COLIIOKYJIBTYPHOI JisSTIbHOCTI

Cneundika iHauBixyaJbHOCTI OpeHay

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

bopinwmeiin €ezen, 1. dinoc. H., pod., 3aBigyBau kadeapu Qinocodii, corioynorii Ta
MEHE[KMEHTY COIIOKYJIbTYPHOT AisUTBHOCTI

Kicce Anmmon, n.mnomr. H., nou. kadeapu @inocodii, comionorii Ta MEHEIKMEHTY
COIIOKYJIBTYPHOI JisSTTbHOCTI

Mogeni mo0ynoBu OpeHIiB B CYy4aCHOMY YKPAIHCBKOMY CYCHUJIBCTBI

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Ilepecynwvko Ilasno, crynent cneuianbHocTi 014 Cepenns ocBita (Diznyna KynbTypa)
HaykoBuii kepiBHUK: K.(inoc.H., nou. Kadenpu ¢inocodii, comionorii Ta MEHEIKMEHTY
COITIOKYJIBTYPHOI JisibHOCTI banawenko 1. B.

KyabTrypa ¢izuuHOro BUXOBaHHs, ik OPeH/I 310POBOr0 CyCHJIbCTBA

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Huwixoea Banepia, ctyneHtka crneuianbHOCcTl 2 Kypcy cnemianbHocTi 014 Cepenns
ocBiTa (dDi3nyHa KynbTYpa)

HayxoBuii kepiBHUK: K.(iJI0C.H., 1011. Kadenpu diutocodii, COLIONIOrii Ta MEHEIKMEHTY
COIIIOKYJIBTYPHOI JisiibHOCTI banawenko 1. B.

bpena ykpaiHCBKOIro oasiry

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Amamanrwk 30a, n.pinoc.H., non. kapeapu ¢inocodii, cOMIONOrii Ta MEHEIKMEHTY

9
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COLIIOKYJBTYPHOI A1SUTBHOCTI

CyuacHi iHpopManiiiHi TeXHOJIOTIl Ta MEHEIKMEHT COLIOKYJIbTYPHOI AiJIbHOCTI
State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

IHapaowxk Onena. 3100yBau TpeTboro ocBiTHHOI-HayKoBoro piBHs OHII ®inocodis 3a
crietianpHicTIO 033 "®inocodis"

MakaoHaJAbAu3alisi iICTOPUYHOI CBIIOMOCTI CYYaCHOCTI

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Dinveapcovka Banepia, ctrynentka 1 kypey cnenianbHocTi 028 «Menemxment CKJ»
HaykoBuii kepiBHUK: 1. (110C. H., 1011 Kadenpu Pinocodii, coionorii Ta MEHEIKMEHTY
COIIIOKYJIBTYPHOI IsUIbHOCTI Amamaniok 3. M.,

BoJsioHTEpCcTBO B cHCTEMI COLIOKYJIBTYPHOI MIATPUMKH

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Yekanina Mapia, crynentka 1 kypcy crnemianbHocTi 028 «Menemxment CK/»
HaykoBuii kepiBHUK: [. dij0C. H., 1011, Kadenpu dinocodii, corionorii Ta MEHEIHKMEHTY
COILIIOKYJBTYPHOI AisUTbHOCTI Amamaniok 3. M.,

CyTHicTh cneniaJbHUX NMOAIN Ta iX KiIacupikamis

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

T'aépuw Hixonw, ctynentka 2 kypey cneriaibHocTi 034 «KyapTyposoris

HaykoBuii kepiBHHK: K.(1JIOC.H., BUKI. Kadeapu (utocodii, COI10JIOTII Ta MEHEIKMEHTY
COMIOKYNbTYpHOI AistibHOCTI Camuyk JI. C.

CyuacHi OpeHI-KOMYHiKallii: coniagizaliiHUi acneKT

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

/Jlykoe Onexcanop, ctyaeHt 2 xypcy cnerianbaocti 033 «Dimocodis»

HaykoBuii kepiBHUK: K.(pis0oC.H., 1on. kKadenpu dinocodii, COlionorii Ta MEHEIKMEHTY
COIIOKYIbTYpHOI nisuibHOCTI Ilonnascvxa T. M.

BpeHa-MeHeKMeHT Ta AiAKUTAI-KOMYHIKaLil OpeHay.

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

TI'ypmoea Anacmacisa, ctynentka 1 kypey cnemianbaocTti 034 «KynbTyposoris»
HayxkoBuii kepiBHUK: 11.(husoc.H., mpod. kabeapu dinocodii, comionorii Ta MEHEIKMEHTY

10
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COIIOKYJBTYPHOI AisIbHOCTI hopinwmeiin €. P.

CouiokyJbTypHe IPOEKTYBAHHS OpeHAy

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Hlabamypa €ezenin, crynentka 2 xypey cneniaibHocTi 034 «KynbTyposoris
HaykoBuii kepiBHUK: 1.¢h110C.H., mpod. kadenpu Pinocodii, corionorii Ta MEHEHPKMEHTY
COILIOKYJIbTYPHOI JisibHOCT1 bopinwmeiin €. P.

Crparerist OpeHA-MeHeIKMEHTY (KOHLENTYaJIbHA AaPXIiTEKTOHIKA)

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

bozomon Bixkmopia, Kauan Ipina, ctynentku 4 xypcy cnemiaabHocTi 028
«MenemxmenT CK/»

HayxkoBuii kepiBHUK: A.(110C.H., mpod. kadeapu ¢pinocodii, COLIONOrii Ta MEHEIKMEHTY
COIIIOKYJIBTYpHOI AistmbHOCTI Cknoecvkuil I.,3.

bBpeHa-MeHeIKMEHT: COLIOKYJbTYPHUI BUMIp

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»

Mapuyxk Muxaiino, cryaeHt 2 kypcy crenianbHocTi 033 «Dimocodisn»

HayxoBuii kepiBHUK: 1I.(is10C.H., Tpod. kadeapu Ginocodii, COII0IO0TIi Ta MEHEHKMEHTY
COIIIOKYIBTYpHOI HisibHOCTI Ileminoea O. b.

disocodis Txxeda Bezoca (Amazon)

State Institution «South Ukrainian National Pedagogical University named after
K. D. Ushinsky»
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meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

Yaroshevich Maria
Scientific adviser: Doctor of Philosophy Oksana Petinova

Prada-Fashion as philosophy

The main idea Prada's brand is not to do what other brands do. The Prada brand
Is the modern concept of beauty. A similar manifestation of beauty can be seen in
contemporary art, in models with a non-standard appearance, in modern interior
design. Creative people have ceased to satisfy the standards of beauty that have been
established for centuries, so they are trying to create something new, more beautiful
than it was before. The brand's bags, shoes and travel accessories are the coveted
items of fashionistas all over the world. Also, Prada believes that the standards of
beauty and the idea that fashion is only glamor are outdated.

: : Thanks to Miucce, the phrase "Ugly
Chic" has entered the fashion
lexicon. Children's pants, the style of an
Italian mother, beaded wool, banana-shaped
earrings, a combination of different prints,
B ecxcessive layering or austere conciseness - in
general, what has always looked bad taste for
most people is shown in full in Prada
collections. She says the following about her
collections - “Many of my considerations are
based on the idea that the world is getting

bigger and bigger, and the ideas that people
- cGE B e & like are getting smaller and smaller. That is
e st o snsoni o4 et s wacn st Why the latest collections have animalistic
STTTHSRS : prints, symbols - because the public wants
them. The list of what people dream of is
getting shorter and simpler. And this is a
cultural problem. "

Prada clothing is all about anti-
platitude. Therefore, a Prada woman should
not be just beautiful and glamorous, and
should not remain the same for a long time. According to Miuccia Prada, she does not
like beauty standards, which she considers commonplace. "I do not like everything
that makes a woman beautiful in the eyes of society, | am against this view from a
personal and humanistic point of view." "And | also want to be smarter, more
complex, pretentious, more interesting and newer."

1l
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MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

All this resembles the behavior of girls from various subcultures who gather in small
groups, dress differently from everyone else. Unusual clothing style gives them the
opportunity to consider themselves unique, not like everyone else. They talk about
their complex inner world and special philosophy. Often this is simply a rejection of
the philosophy of this world.

Who wears Prada? This is a bohemian person who loves art, has a fairly high
IQ and her own opinion on any occasion. She has a subtle sense of balance and
harmony and is not afraid to sometimes seem funny or strange. The main thing is
that the image is conceptual. She loves coats and wears them all year round, but if an
important event is ahead, she will shine like no other! If you have traditional ideas
about beauty and femininity, it is difficult for you to find something desirable in
Prada clothing collections and you have to be content with several models of bags.

Alina Kazanzhy
Scientific adviser: Doctor of Philosophy Oksana Petinova

Creation and development of brands as a condition for ensuring the
competitiveness of companies in the economy

The brand is a necessary component of

economic turnover in countries that have a long

CREATION AND history and experience in the development of the
b market system.

g&ﬁ:mgN FOR e In the modern conditions of the global economy,

COMPETITIVENESS ?@m_... when the world market competes not with goods

%“E‘ég"o";g':l"ﬁs"‘ ;e?.,'@@ but with well-known brands, well-known brands

become a necessary condition for the firm's stable

position in the world market. Global, regional and

national brands of the world's leading corporations
influence the minds of consumers, shaping their
tastes and preferences.

The essence of the terms "trademark™ and

"trademark™ are quite common in the economic
- literature:
* A trademark is a specific sign, symbol, word, or a
combination of them that is used to identify the
goods and services of one manufacturer among the
goods and services of other manufacturers.
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* Branding is the science and art of creating and promoting a brand in order to form a
long-term advantage to it.

Branding opportunities. In particular, branding allows:

1. Maintain the planned sales volume in a specific foreign market.

2. To ensure an increase in profitability as a result of expanding the range of goods
and knowledge of their unique qualities;

3. To reflect in advertising materials and campaigns culture of the country where the
goods are made, to consider inquiries of consumers.

The process and stages of planning and creating a brand strategy.

Brand strategy is a set of tangible and intangible characteristics of a product or
service that form the consciousness of the consumer, the motivation of his behavior
when choosing a product and ultimately determine the position of the product or
service and the firm in the market.

Stage 1: - selection of the object (goods, services, technology);

- comprehensive analysis of the external environment of the target market;

- choosing an attractive company name and the name of a product or service;

Stage 2: - adaptation to the conditions of the host country corporate style and product
design;

- ensuring the legal protection of the trademark in the host country, preventing unfair
competition in the market;

- analysis of consumer reaction in the host country market.

Stage 3: - economic analysis and evaluation of the results of brand use in order to
implement certain corrective measures in the implementation of brand strategy
Among the most famous brands in the world are: Apple, Google, IBM, Coca-Cola,
AT&T, Microsoft, Marlboro, Visa, Chine Mobile.

Conclusions: International competition forms new models of consumer
behavior in target foreign markets, which objectively determines the need to improve
the technologies of international marketing activities, including the formation and
development of brands (global, regional and national).

USED SOURCES:
1. http://www.interbrand.com/en/best-global-brands/2013
2. www.economy.nayka.
3. Aaker, D. (2003), Sozdanie silnih brendov [Making Strong Brands],
Izdatelskiy dom Grebenschikova, Moskva, Russi
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Valeriya Hovorina
Scientific adviser: Doctor of Philosophy Oksana Petinova

Two industry giants: Adidas and Nike

"Three stripes" — under this "nickname" the well-known brand Adidas. The
company itself was founded in 1924 by two brothers, Adolf and Rudolf Dassler, and
later renamed Gebriider Dassler. In 1962, the ambitious 24-year-old Phil Knight
decided that the world should know about him, and borrowed $ 300 from his father,
went to Japan. There were only 300 couples in the first batch. Two years later,

Knight, along with his athletics coach Bill

%ﬁ P —" Bauerman, with whom they signed a partnership
&7 gionts: Adidas and  agreement (he in turn invested $ 500), resold 300
Nike pairs of shoes and was able to earn $ 800. Then

the founders of the company gave it the name

Blue Ribbon Sports, which soon changed to Nike.

S, Comparing dividends, Adidas has seen

Plan higher dividends and profit growth, while Nike

Mistorical reference has seen continuous dividend growth for 18 years.

The nature of the shares At the moment, buying shares of major sports

Profitability indicators brands looks very attractive both in price and
Business strategies of companies investment prospects for this year:

Common features of brands new points for the development of a large market

summarize (for example, China);

m new clothing collections for launch; development
of marketing strategy with the "stars" of sports and
oo show business. Adidas shares are projected to
e & e = reach 280-285 euros over
¥Bi oddos odds
o o Do e the next 12 months, KEEEEEES
was named Gebrider Dassler. Whi Ie N i ke Shares may & =

rise above historical &,},\as
highs of $ 105.

Nike's strategy is now based on direct sales of its
products to consumers, bypassing intermediaries. Last fiscal
year, Nike's wholesale retailers accounted for 68% and
direct sales to consumers accounted for 32% of the
company's total revenue. The Adidas brand's strategy for the
coming years is to accelerate revenue growth by increasing
its share of its core markets rather than the larger market.
The main goal of the company is a stable increase in net

Adidas strategy
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profit, as well as an annual increase in profit by 20-22%. The creation of companies
and the development of their history is fascinating. The products of corporations are
designed for popular sports and sports lifestyle. Patented technologies are developed
in special departments of companies. Corporations create and accumulate their
technological base. Diversity of the range of products with new additions every week.
Popular models are not forgotten over time, but their remakes are released,
companies are no strangers to collaborations and launching lines (models are updated
in color). Both companies are developing new products, combining technologies that
have already gained popularity among models.

Both companies are developing new products, combining technologies that
have already gained popularity among models. Often the novelty is collected as a
designer, assembling the running technology in a new silhouette. The main focus is
on marketing. Innovation is in second place. The example of the football market
clearly shows the real share of new products in the huge range of products that fill the
shelves of Adidas and Nike. Among the usual packs, various updates, remakes and
similar "novelties" there will be very few really new ones.

Anastasia Voskoboinik

Scientific adviser: Doctor of Philosophy Oksana Petinova.

Balenciaga is a brand of influencer in the world of fashion

Christian Dior once said: «High fashion is like an
. orchestra, and Balenciaga conducts it. We, the rest

BARENCEAGA: BRAND of the couturiers, are musicians, submissive to his

INFLUENCER IN THE
FASHION WORLD bOW»

Anastasia Voskoboinik

Balenciaga is a world-famous French fashion
house founded by Spanish-born designer Cristobal
Balenciaga. The fashion designer had a reputation as
an uncompromising couturier and was called by
Christian Dior "the master of all". The Cristobal
Balenciaga Fashion House was founded in 1914,
Soon, the Spanish royal family itself began to order
costumes from him. Guerrilla marketing is a broad
term, but, roughly speaking, these are non-traditional
and low-budget marketing campaigns. In the case of
Balenciaga, some of the brand's items are an
advertising campaign in and of themselves. The

scheme is very simple: you see an item that does not
16
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fit into our idea of clothes or this brand at all. He is so ridiculous that he spawns an
avalanche of jokes and memes and thus receives a lot of attention.

That attention translates into new shoppers who visit Balenciaga's website or
search for the brand at third-party retailers, thinking they'll see something else crazy,
only to find something really interesting as a result. In the ideal case, the outrageous
thing itself not only draws attention to the brand, but also becomes successful, giving
rise to a full-fledged trend, as happened with the Triple S sneaker model.

With the skyrocketing popularity of streetwear, old fashion houses have finally
realized that in order to remain significant, they need to be in demand among young
people. So far, only Balenciaga has had the courage to hire a new wave designer as
creative director and give him full creative freedom.

Tybenszene Beponuxa
HayxoBuii kepiBHuk: no1. Puoka H.M.

Cynep-6pena —English

AHrnilicbka MOBa € TJ100anbHOI0 cuiioro. [le Tpets HalnomumpeHiia pijHa MOBa
y CBITI, 03a/ly JIMIIIE iCIIaHChKa Ta KUTaiichbka MoBa. Lle apyra mmpoko momupeHa
MoOBa y cBiTi, odimiiiHa moBa Opranizamii OO'eqnanux Harriii, €Bponeiickkoro
Coro3y Ta OaraThOX IHIIMX MDKHApPOJHUX Opraizamiii Ta MiANPUEMCTB.
AHITIICHKOI0O MOBOIO TOBOPSTH SIK MPO OCHOBHY MOBY B 0araThOX KpaiHax CBITY, a
SAJIPO TPAMULIMHUX aHTJIOMOBHHX JIEPKAB YaCTO HA3UBAIOTh «aHTIIOCHEPOIO», aje sK
aHTJIChKa MOBA CTaJIa B MEPITY YEPTy rI100aTbHOI0 CHUJIOH?

Mu po3rissHeMO aHTIIMChKY MOBY SK OpeHJ, NUIAXU 1i MOMyJspu3aiii Ta
HACaJHKEHHS, BAKOPUCTaHHS Y BCbOMY CBITI Ta 3BUYAITHO MOOYTI.

Bpenn — 11e Oubiie HiXXK MPOCTO HA3Ba UM JIOTOTHII, 11€ — BIII3HABAHA €MOII1s, SKY
BUKJIMKA€ KOMIaHis, MPOAYKT ab0 meBHa Bigoma ocola. Y mpoleci OpeHIUHTY
(hopMyIOThCS MPAaBUJILHUN 00pa3 Ta KOMYHIKaIlli, yepe3 sKi JIJd COPUHMATUMYTh
opena. Ile Takox imes (dpopma IyXOBHO-MI3HABAIBHOTO BIJOOPAKEHHS TEBHUX
3aKOHOMIPHHUX 3B'SI3KIB Ta BIAHOIIEHb 30BHINIHBOTO CBITY, COpsIMOBaHAa Ha MOro
IIEPETBOPEHHS ).

AKTyaJbHICTh IaHOT TEMU TOJISITA€ B AKTUBHOMY TOIIMPEHHI YKPAiHCHKOT MOBH.
3a OMOMOTrOI0 BHBYEHHS NUIAXY Ta TOJITUKH PO3BUTKY aHTIIMCHKOT MOBU M ii
MOIaJIbIlle TIEPETBOPEHHST Y OpeHJ| HaM BIACThCA BUIIJIUTH OCHOBHI METOIU Ta
3acaJy TPaH/1103HO1 MOMyJIspu3alii MOBH.

He nuBnsunch Ha Te, MO CHOTOJHI B CBITI ICHYIOTH JCCSATKA THUCSY
PI3HOMAaHITHHX MOB, OJHIEIO 13 HAMOUIBIT MPIOPUTETHUX /IS BUBYCHHSI BBAKAETHCS
aHruiicbka. BOJOIIHHS 11i€] MOBOIO MOKE CYTTEBO MOKPAIIUTH Balle KUTTS. AJKe
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aHTIIIChKA BU3HAHA MDKHAPOIHOIO MOBOKO 1 MOKE JOIIOMOITH BaM, SIK Ha pOOOTI,
TaK 1 Ha BIANOYMHKY. B sKHil OM KyTOUOK CBITY BM HE MOTPAIWIH, BOJIOAIIOUYN cCame
I[I€I0 MOBOIO, BH 3MOXKETE€ 3 JIETKICTIO 3aCeIUTUCS B TOTENb, JI3HATUCH SKYCh
noTpiOHY BaM iH(OpPMAIIiI0 1 MOXKJIMBO, HaBiTh HE MOTPAMUTH B SKyCh xanemny. Bu
CIOKIHHO 3MOXETE TIOOPOXYBaTH, OTPUMYBATH JOCTYH JO HOBOI Ta IIIKaBOi
iHbOopMallii, 3HaWTH HOBUX JIPY31iB 3aKOPJIOHOM Ta CITUJIKYBATHCS 3 HUMU Ha PIBHUX.

B HuHImHIA Yac aHrIiChKy MOXHa 3 BIEBHEHICTIO HA3BaTH MOBOIO
CHUIKYyBaHHA. Maibke BCl MXKHApOJHI 3MaraHHsl Ta KOHKYPCH IPOBOJSATHCS caMe Ha
111 MoB1. CbOro/IH1 iICHYy€ 0€3114 CIeliaTbHUX MOBHHUX IIIKLJI Ta KypcCiB, BeOiHApIB Ta
MalcTep-Kiaci, ki MPOBOJATHCS B OLIBIIIOCTI BUMAAKIB O€3KOIITOBHO.

AHrilicbka MOBa BX€ JIaBHO 3aiiMae MOYeCHEe MicIle 1 B Halliil KpaiHi. I
BUKOPUCTOBYIOTh HE TUIBKM KOMIIaHIi 3 MIDKHAPOJHHM JOCBIJIOM CIIBIpaIli, aje
HaBITh JIITH, SIKI BABYAIOTh aHTJIINCHKY MOBY 3 paHHBOTO BiKy. Ha xButi rioGamizarii
1 pO3BUTKY Cy4YaCHUX TEXHOJIOTIM aHIIIIChKa MIJKOPWJIA CBIT TakK, K L€ HE
BJIaBaJIOCs JKOJHIA MOB1 B icTopli mtojacTtBa. DaxiBIl CTBEPIKYIOTh, IO 0
AHTJIOMOBHOTO CBITY HAJEXHUTh OJIM3bKO MIBTOpa MUIbSpAAa 0Ci0. AHMIIMCHKOIO
CBOTOJHI PO3MOBIISIIOTH Y TPH pa3u Oulbll€ THX, JJII KOrO BOHAa € HEPIIHOIO.
HaiiGinpma anrnomoBHa kpaiHa — Cnomyueni [tatu Amepuku, ue 0mu3zbko 20%
aHTJIOMOBHOTO HACEJICHHS MJIaHETH. AHTIIIHCHKA BXKE ChOTOJHI € IPYTOI0 MOBOIO ISt
rpomajisiH €Bponeiicbkoro Corosy 3 HaceleHHaM Maibke 500 MuTH.

SAxmio riao0anbHa aHTIIIMChKA TTOYaIacs 3 JOMIHYBaHHS JBOX YCHIITHUX IMITEPii
— bputancekoi Ta AMEpPUKaHCHKOi, TO HHHI BOHa € MOBOIO II€ OJHIET 1MIIEpii,
Oe33anepeyHe MaHyBaHHS SKOT MOIIMPIOETHCS HA BCIO 3eMHY Kyito, — [HTepHeT. Yn
3MOKeTe BU 0€3 aHTJIHCHKOI CKOPUCTATUCS TIE€IO 1HTEJNEKTYalbHOIO CUJIONO, SIKY BIH
Hajae? OQueBHHO, 1m0 Hi. JJocaigauku 10BoasATh, 1m0 80% iHdopmarrii 30epiraeTbes
y CBITOBIH MepeXi came I[i€I0 MOBOIO, a 1 00CAT MOJIBOIOETHCS KOXKHI 18 MicsIIiB.

[{ixaBo JOCHIAWTH Ti UUISAXHU, SIKUMHU aHTJIINI TONMYJISIPU3YBAJIA CBOIO MOBY, II€
0COOJIMBO BaXKJIMBO 3HATH YKpaiHUAM, adM MPOTUCTOSTH MOBHIN eKcmaHcii i3 OOKy
Pocii Ta nomynspu3yBaTi yKpaiHChKY Xo4a 0 y MekaX CBO€i KpaiHH.

OTxke, oAWH 13 TMEpIIMX, XTO TIOCTaBHB MHTAHHSI TMPO MOIMYJISIPU3AILIO
aHricbkoi OyB Bincton Yepunsuib. BiH ogHMM 3 mepiiux 3po3yMiB, IO BiiICKKOBA
ekcrancis micna Jpyroi CBITOBOI yke HE € €(pEKTUBHHM MPOBIAHUKOM MOJIITHKA
nepxaBu. IloTpiOHi Oynu HOBI cmocoOu BrmumBy. | oMM 13 HAWOLIBII
MepCHeKTUBHUX Oyia MOBHa ekcmaHcis. [ooBHa iges — 3poOUTH BUBYCHHS
AHTIIHCHKOT HACTUIBKU MIPECTIKHUM 1 MPOCTHUM, 1100 Oy/ab-siKa JI0JMHA, HaBITh 0e3
OCBITH, MOTJIa 1i BUBYMTH Ta BUIBHO CIUIKYBaTHUCs. YepUymiuib 3BEpHYB yBary Ha
poboty OputaHchkoro miHrBicta Yapmp3a OrnmeHa, sSKUMl CTBEpKYBaB, IO JUIS
BUJILHOT'O BOJIOIIHHS aHIJIIMCHKOIO K 1HO3EMHOIO IIJIKOM BUCTAYNUTh HABITH 850 CIiB.

ExcmancioniaM aHrmiicbkoi MOBM HaTemep € Oe3Npere/eHTHUM SIBUIIEM.
[{boMy cripusie He TUIbKU MOMYJISIPHICTh aHTJIIMCHKOT y CBITI i HAOYTTS HEIO CTATyCy
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“Lingua Franca”, mig siKor pO3yMilOTh «MOBY MIXKHapOJHOTO CITUIKYBaHHS, IO
MOCTIHHO BUKOPUCTOBYETHCS HOCISIMHA PI3HUX (1HIIMX) MOB 1 JIHTBOKYJIBTYpP Y
BCbOMY CBIT1».

[IpoBimna poms CIIA B po3poOIi Ta MOAANBIIOMY MPOLECI PO3BUTKY i
yAOCKOHaNleHHs cdepu  1HPOpMAIMHNX (KOMIT'IOTEPHUX) TEXHOJOTIH CIpusiia
0COOJIMBIN POJIi aHTJIIHCHKOI MOBU B IHTEPHET-KOMYHIKaIlli, SIKa cTajga He MPOCTO ii
3acO00M I TIPEACTABHUKIB AHTIIIMCHPKOMOBHUX CITUIBHOT, a 1 CBOEPIIHUM
KOMYHIKaTUBHUM CTaHJIapTOM JUISl PI3HUX HaIlii 1 JIIHTBOKYJIBTYP.

CTBOpEHHSI HOBOTO MOBHOTO KOJIy 1HTEPHET-PECYPCIB 1 KOMI'IOTEPHOI 1HAYCTPIi
NEPETBOPUIIN AHTIIIMCHKY HAa MOBY, 3 SIKO1 3allO3UYYIOTHCS OJAMHMII HA MMO3HAYEHHS
PI3HOMAHITHMX TIOHATH, peaslii, (parMeHTIB KOMII'FOTEPHO-OIMO- CEPEaKOBAHOI
JUHACHOCTI Cy4YacHO1 JIOJMHUM B pIi3HI MOBH CBITY (Hamp., yKp. - JHUCK, 4arT,
IHCTAJIALIASA;, poc. - TrelMep, Xakep, KIMKaTh; HIM. - Benutzer, Benutzername,
benutzerfleundlich; ¢panm. - cache miimoire, computeur, cyberespace Torio).

Sx cBimYaTh HaBENEHI MPUKIAAU, OKpPIM TEPMIHIB, [0 KOMI'IOTEPHOrO
JIEKCUKOHY 1HIIMX MOB CBITY HOTPAIUISIOTh TaKOX AHIIIMCHKOMOBHI KOMIT'HOTEpPHI
1HHOBAIIl1, SIKI 3aKpIIUIIOIOTHCS B HUX, MIJJISTAlOUM TpollecaM ajanTailii 3rigHo 3
opdorpadiuaumu, GoHeTUUHUMHU, MOPPOJIOTITYHUMHU, CHHTAKCUYHUMH 3aKOHAMHU 1THX
MOB. IloniOHe MPOHUKHEHHS OJMHMIL TAKOXK CIPHUSE 3aKPIIUIEHHIO KOMI'TOTEPHUX
IHHOBAIII! Y caMiii aHTJTIHCBKIM MOBI, HA0YTTIO HEto cTaTycy Lingua Franca.

CporoaHi aHriiickka € MOBOIO TIJI00aJbHOI EKOHOMIKM Ta TIJ100aJIbHOI0
0i3HecoBoro cepenoBuiia. HaBiTh SKIIO MDKHApOAHA KOMIIaHIs 3HAaXOAMTHCS Y
[IBemii ado ®paniii, i cmiBpOOITHUKK CIUIKYIOThCS aHTITINCHKOI0 (200 CYMIIIIITIO
piAHOT 3 aHTINCHKOI), HE KaXKy4H BXKe Mpo JucTyBaHHA. [IpakTnuHO Taka cama
cutyaiiss B Hayli. binbm Hixk 90% HayKOBHX >KypHaliB, 110 MalOTh aBTOPUTET Y
CBITI, IPYKYIOThCS aHTII1HCHKOIO.

V¥ rno0anizoBaHOMY CBITI aHTJIIHAChKA € MOBOI MDKKYJIBTYPHUX KOMYHIKAIIii,
00 He3aJIeKHO B TOrO, KUM BH €: YKpaiHIIeM, 1TaTiileM, IHAIMIEM, POCITHUHOM YH
HIMIIEM, 310paBIIKMCh yCl Pa3oM BU CHUIKyBaTUMETECsS aHIJINChKOW. B Oaratbox
KpaiHax, Jie ICHye MIKETHIYHE HalpyXEHHs, CaMe aHII1IICbKa BUKOHYE POJIb €THIYHO
HEUTPAJIbHOI MOBH.

KoBaabuyk BikTopis
Hayxosuii kepienuk: kano.ginoc.nayx,
oouy. Pubxa H.M.

Bpena: norika, BpATYil Hami xymi!

Jlozika - ye mucmeymeo npuxooumu
00 Henepedbawy8ano020 BUCHOBKY.
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Cemioen [[xconcon
bpenaunr ©Oarato B YoMy mOOyJOBaHMM Ha BHUKOPUCTaHHI OCHOBHHUX
MPUHIIMIIAX COINAJIbHOT Ta MAacoBOi ICHUXOJOTIT I TOTo, 00 3pOo3yMiTH 1
MpoaHaNi3yBaTH MOXJIMBI PEaKilli, pU3HKU Ta KPU3H, & TAKOK METOJUKH 3aTyueHHs
Ta 3aBOIOBaHHS criokuBayiB. PR Ta pexiaMa sk 4acTHa MapKETHHTOBOI KOMYHIKaIlii
OpeHIy 3 ayJIWTOPIEI0 TAKOXK BPAXOBYE Ta BHUKOPHUCTOBYE TCHXOJOTIYHI TPHHAOMHU.
CycHninbCTBO 3MIHIOETHCS TIiJT BIUIMBOM MAaHIMYJIAIIA, a, BIAMOBIIHO, BUHUKAE
HEOOXI1THICTh BUBYATH BC1 MPUMOMH 1 TEXHIKU BIUTMBY Ha CIIOKHUBAya.

B enoxy mTy4HOro iHTenekTy Ta iHGOpPMALIHUX BOEH €IUHOIO MEPEeBarolo
JIOJMHU 3aJIMIIA€Thest i1 mucieHHs. KpeaTtwBHe, pailioHadbHE, a TOJOBHE —
KpuTuyHe. | aKm1o 1aBH1 rpeku Oyiu BIIEBHEHI, IO JIIOJWHA, sIKa HE BMIE IPaBUIBHO
TOBOPUTH, HE MOXKE 1 IMPABWJIBHO MUCIIUTH, CHOTOJIHI YSBJIEHHS IpPO TE, IO TaKe
«TPaBUIIbHE» MUCIIEHHS 3MIHUJIOCS TPOXH.

Hame mucieHHs miIKOPSETHCS JIOTIYHUM 3aKOHAM Ta MPOTIKAE y JOTTYHHUX
dbopMax He3aleKHO BiJ HAyKH JOTIKH. JIFOAM MHCIATH JOTIYHO, HABITh HE 3HAIOUH,
10 iXHE MUCJICHHS MiIKOPAETHCS JOTTUHUM 3aKOHOMIPHOCTSIM.

Jlorika mgomoMarae JOBOJWUTH CIIPaBXHI CY/UKEHHS Ta CIPOCTOBYBaTH
MTOMUJIKOBI, BOHA BYUTh MHUCIUTH YiTKO, JJAKOHIYHO, MpaBWiIbHO. Jlorika moTpiOHa
BCIM JIFOZSIM, TIpaIliBHUKAM Pi3HUX MPOodeciid.

Oco0amBO Jsorika moTpiOHa s TaKoro CKJIaJHOTO MPOLECy SK CTBOPEHHS
openny. Tax, Bonsd Omnecst [1] mocmiKyro4m BHUKOPUCTAHHS 3aKOHIB JIOTIKH Y
peKJIaMi 3’ SICOBYE:

- 3aKOH TOTO>KHOCTI BU3HA4a€ IMpaBujia poOOTH 3 MOHATTAMU: OJHA U Ta cama
AyMKa HE MOKE€ B OJIMH 1 TOM € Yac MO BIAHOIIEHHIO JO TOTO caMoro o0'ekrta
JTIUCHOCTI IHTEpIpeTyBaTUCs TMO-pizHOMY. lLleil JoriyHMii 3aKOH MOCTYIIOE
BIJICYTHICTb y MOBJEHHI €JE€MEHTIB, SIKI MOXYThb BHKJIMKATH JBO3HAYHICTb,
HesICHICTh. OTHAK HABMHUCHE
BIJICTYTI BIJT 3aKOHY
TOTOXXHOCTI ~ JIEXKUTb B
OCHOBI IPUIOMY MOBHOI
rpu, 10  peani3yeThes,
HanpuKiIag, 4epe3 ¢irypu
aHTaHAKJIA3H, JIUJIOTI,
3eBrMH, 3CyBY, aMm(pibomii 1
T. I.. [Tpuknan
BUKOPUCTAHHS Y  TEKCTI
30BHIIIHBOT pexaMu
KaslaMOypy, 3aCHOBAHOTO Ha TOJIiCeMii, HABEJICHO MAJTIOHKY:

ZasmesAt.R i
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- JIOTIYHUH 3aKOH JIOCTATHBOI IMICTaBH CBIAYUTH, 0 JKOJTHE TBEPKCHHS HE
MOKe OyTH BU3HAHE ICTHHHUM 0€3 apTyMEHTIB, 110 MIATBEPIHKYIOTh 3asBIICHY TE3y.
YcBigomiieH1 BIACTYIH Bij] 3a3HaYEHOTO MIPaBHIIa IOPOKYIOTh Y PEKJIAMHUX
TEKCTax MOBHY TPy, 110 IPUBEPTAE YBAry CIOXKUBAYIB paxyHOK KOMIYHOTO €(eKTy.
[Ipukmnannu:

l

gorenje DON'T KISS A STRANGER

Yeci  Mum 3HaeMo
TaJaHOBUTOTO MIIIPUEMIIST
1 Oisnecmena  JIxedda
be3o3a. Bin ckazas "Skmio
BH pOOMTE TIIBKH Ti ii,
pe3ynbTaT SKUX BITOMUUN
BaM 3a3JaJierijib, JOBIO
Bail Oi3HEC HE MPOTATHE'".
AJle un BUIIUBAE 3 IHOTO,
[0 BUKOPUCTAHHS JIOTIKH
JUISl CTBOPEHHS 1 PO3BUTKY
openmy € 3aliBUM?
JlaBaliTe MOPO3MUCIIOEMO

Wash g

HaJ LM MUTaHHSM.

B OpenauHry iCHYIOTH JA€SIKI JIOTIYHI TPIOKH, SIK1 BIAOMI JAJIEKO HE KOKHOMY.
Ile Ti peui, sIKi BILTUBAIOTh HA JIOACHKY MMiJICBIIOMICTb 1 3MYIIY€ CIIOKUBAYIB TyMaTH
PO3yMITH HaIll OPEH]T «TIO-THIIIOMY.
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31aTHICTh
BIUTMBATH HA 1HIIHMX —
II€ 30BCIM HEMpPOCTO.
3HaHHS IIPaBUJI
BIUIUBY 1 JIOTIKH MOeE
CKOPOTHUTH HaM IUISIX
710 cepIls TOKYTIITIB.
Ta 3 iHIOrO
OOKy  3HaHHA  Ta
PO3yMIHHS 3aKOHY
TOTO>KHOCTI
Apucrorens, 3aKOHY
JOCTaTHBOI MiACTaBU
JleiiOHIa, OCHOBHUX MPABWJI MOJILTY Ta BU3HAUEHHS IMEH, CyTHICTh apryMEHTAalli Ta
J0Ka3u MOXXYTh JIO3BOJIUTH TPOTHCTOSTH THUM MAHIMYJSIIIAHAM MpaKTHKaM, IO
BBOJISITh B OMaHy, BUKJIUKAIOTh CIIOTBOPEHHS IIHHICHO-CMHCIOBOTO TIOJISl JIFOJIMHH,
nedopmariito ii OpiEHTHUPIB.

M:xepena:
1. Bonsd O. A. (2019). HUcnonb3oBaHue CTWIMCTHYECKUX (DUTYp ajoru3ma B
Hapy>KHOU pekiame. BecTHMK Xakacckoro rocyapcTBEHHOro yHuBepcutera uM. H.
D. KaraHnoga, (27), 66-70.https://cyberleninka.ru/article/n/ispolzovanie-
stilisticheskih-figur-alogizma-v- naruzhnoy-reklame/viewer

Cy3ik Onekcaunopa
HayxkoBuii kepiBHuK:. no11. Puoka H.M.

A - bpena!

B yMoBax puHKY mpami, MO0 MOCTITHO 3MIHIOETHCS, KOPUCHO 1 HaBITh
HEOOXITHO BUPI3HITHCH, TTOYMHAIOUM BiJ TOJa4yl PE3lOME 70 CTBOPEHHS BJIACHOTO
0i3Hecy. byTu 1ikaBuM, MpUBAOIMBUM, KOPUCHUM 1 TTOTPIOHUM - yC€ 11€ BXOJUTH B
TIOHSITTS, SIKE B YCIX BYCTaxX, — «IIE€PCOHATBLHUN OpEH.

Kowmranii 6ibIlIe HE € €IMHUMH OpTaHi3aIlisiMH, JIe 3aCTOCOBYIOTh KOHIICTIIIIIO
opennunry. Cend-Openaunr, abo ocoOuctuit OpeHauHT, — 11e hopMa MAPKETHHTY,
Ky JIOJJMHAa BUKOPWUCTOBYE I CTBOPEHHS €JUHOTO MYOIIYHOTO IMIIKY, IO
JEMOHCTPY€E MOTO YH 1i IIHHOCTI Ta 3araJibHy PemmyTaIlio.
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OcoOucTtuii OpeHIUHT — II€ MPOEKT Ha JOBrOTPUBAIY IMEPCHEKTUBY, YacTO
MIHJIMBHIA, HOMY TpUTaMaHHI 3JIeTH Ta HEeBAadi. HaBiTh ekcmepTH, siki CTBOPIOIOTH
abo ToNnuIyroTh HaWOUIbLII CBITOBI OpeHau B Oi3Hecl, 3HAIOTh, MO0 HE ICHYE
KOPCTKUX TIPaBUJI IS TOOYI0OBU OCOOMCTOTO OpEeHY.

[le — cTtBOpeHHs OpeHmy i3 BIacCHOI OCOOMCTOCTI (s-OpeHmy), TapMOHiliHE
MOETHAHHS CAaMOBJIOCKOHAJIEHHS Ta camorriapy. Hagimo? 1106 matu cBoGoy BUOOPY
M MOXJIMBICTH MIIKOPIOBATH BEPIINHH, HEMAOCSKHI I 1HIINUX: AK-HE-SIK, BU3HAUHUX
YCHIXIB JIOCATAIOTh BU3HA4YHI JIIOAW. JIeMOHCTpallis yHIKaJbHUX PUC XapaKTepy Ta
aKTUBHA TMPUCYTHICTh B IHTEpHETI JO3BOJIUTH MpAIIOBAaTH HaJ CTBOPEHHSIM
ocobucToro OpeHy, 10 PE30HYBAaTUME 3 JIFOJIbMU 31 BChOTO CBITY.

JIns moyaTky HEOOX1THO BHU3HAYUTH CBOIO IIJILOBY ayJUTOPIIO 1 TEMAaTHUKY, 3
SAKOI0 BM Mae€Te HaMmip WTH A0 mux Jrojaer. DokycyBaHHS Ha IUIHOBIM ayauTopii
3HaYHO CIIPOCTUTH CTBOPEHHS KOHTEHTY HAaBKOJIO BallOro OCOOMCTOro OpeHAy 1
JO3BOJIUTH Kpallle 1AeHTH(]iIKyBaTH Bac. BakauMBO po3ymiTH, IO THIIB AyAUTOPIi
MOXe OyTH KijbKa: KiieHTH, Kojieru, 3MI. Tlocunanns Ha cebe 1 KaHaIM, yepe3 sKi
BU JOHOCUTUMETE KOHTEHT, OyyTh T€XK PI3HUMH.

Tom Ilitepc y xkHu3l «lleperBopu cebe Ha OpeHa», OaraTo pasiB
MOBTOPIOIOYHUCH, TOBOPUTH TIPO TE, 1110 TOJIOBHE IS JIIOJIUHH, sIKa X04Ye MPUBEPHYTH 1
YTPUMYBATH Ha cO01 SIK Ha MPOEKTI yBary, — 1e iges. [ly:xe BaxI1MBO BU3HAUUTHCH 3
TUM, 1110 B HECETE JIIO/ISIM.

[neanpHO, SKIIO BU MOXKETE B OJHOMY PEYEHHI CKa3aTH Ipo cede K Ipo
MPOEKT a0 BUCIOBUTH CBOIO MICit0. SIK MpaBuiio, /10 I[bOr0 MOTPIOHO MPUNTH, ajie HE
MOKHA YIycKaTu I1ie 3 yBaru. Kpim Toro, mparHeHHs 4iTKOTO BUPAXEHHS CYTi CBOET
TISITBHOCTI HA/Ta€ IMUTICHOCTI BCIM BallluM poOoOTaM.

HactynHuit kpok — o0pa3s, 3 skuM Oyze 3HAaHOMHUTHCS IIJIbOBa ayauTopis. Sk
BU XoueTe, o0 Bac cnpuiiMaiin? 3 SKUMU XapakTtepuctukamu acortitopana? o € y
BaC 1 4YOro HEMae y KOHKYpeHTIB? JSIKi mepeBaru OTPUMYIOTh Balll KIIEHTH?
[ToTpiOHO BuauIATHCA. HaBiTh mpocTa BI3UTHA KAapTKa MOKE PO3MOBICTH HA JMBO
0araro 1 MIJIITOBXHYTH MOTEHLIMHOrO KII€HTa 10 cHiBIpami 3 BamMu. Y pasi -
OpeHay BaXKJIMBO KOHTPOJIIOBATH CBOIO «YIIAKOBKY» Ta TOJIOBHY 1/1€10, IKE BOHA HECE.

HaBiTh sKIIO BU TpamioeTe 3a HaWMOM, IOYHITH BECTH CBOi MPOEKTH,
HaliKkpale - B paMKax KOMIIaHii. SIKIo KOoprmopaTuBHI MpaBuUiia HE TO3BOJISIIOTH —
1mo3a OCHOBHOIO poOoToro. Il{oHaiiMeHIle OJIUH TOBIOCTPOKOBUM TMPOEKT MOBHUHEH
OyTH HalUJIeHWH Ha yJIOCKOHAJIEHHS BalllUX KOMIICTEHIIIM 1 Ballle CTAHOBJICHHS SIK
npodecionana. [pyruii mpoekT MoKHA BITHECTH A0 MyOmiuyHOl mismibHOCTI. Llg
pobota Oyzae 3maTHa QopMyBaTH IUTICHUN o0Opa3 Bac K Pi3HOOIYHO PO3BHHEHOI
TroauHA. 118 TakuX HUIed BIAMIHHO IIXOJUTH CIIUIBHOTA B COMIaNbHIA Mepexi abo
K Ie oauH OJor. SIKIo BW BCE )X HABAKWIMCh MPOCYBATH CBiil OpeHp, Hexail BiH
Oyne BammM ocoOWCTHM, chpaBkxHIM. He Bapro HamaraTuch OyTH CXOXUMHU Ha
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KOTOCh, HACIyBaTH KOTOCh. YCIIX MEPCOHAIBHOTO OpEeHIy — B TJIMOOKOMY
npodecioHani3mi 1 OJIU3bKOCTI 10 ayAUTOPII.

Hanonernuso mpo cBiif OpeHa posrosomryBaTd He BapTo. CTBOpIOWTE IIiKaBi
KUTTEB1 1CTOpIi, HABKOJIO SKUX PO3TOPUTHCS >kuBa Oecima. CraBaiite Onmxde A0
aynutopii. IHCTpymMeHTamMu 1Jii  I[bOTO MOXYTh CTaTH 3alUC  TOJKACTY,
BiJICO3BEPHEHHS, BIIKPUTE CIUJIKYBaHHS 3 MOTCHIIMHUMHU KIII€EHTAMH B MECEH/DKEpax.
[ToTpi6bHO yCBimOMHTH OfApa3zy: TOH, XTO A€ HAa CTBOPEHHS YCIIIIHOTO
EePCOHAIBLHOTO OpEeHTY, MIAMUCYEThCS Ha MyOJIIYHICTh Ta MEIIHHICTb.

3a Oynp-aKMX OOCTaBMH HEOOXIHO 3aJMIIATUCh IOCIIAOBHUM Yy CBOIX
BUMHKAX 1 BHCJIOBIIOBaHHSAX. JIIOHsIM M000a€ThCs CTAOUIBHICTh Y TO3MINAX 1
norJisiax. SIKIo BH MO3HUIIIOHYETE ceOe SIK EKCTPAOPAUHAPHY CMIJIMBY OCOOHCTICTD,
MacHMBHA peakKIlisi Ha TocTpe 000Ye MUTaHHS B IHTEPB'IO0, CKOPIIIT 32 BCE, 30EHTEKUTD
BaIllMX IIaHYBaJILHUKIB.

SA-OpeHa MOXKHA OTOTOXHUTH 3 MOHATTAM 3pocTaHHs. [I{o6 Oyt yHIKanbHUM,
MOTPiOHO TOCTIMHO PO3BUBATHCS, HABYATHCS, HAPOIIYIOUN MYCKYIATYpy I HOBUX
MPOEKTIB. 3aBOJbTE HOBI 3HAHOMCTBA, PO3IIMPIOWTE BIIACHY AaApPECHY KHUTY,
MOMOBHIONTE ii MOTEHIINHUMHU KJIieHTaMHu. [[13HaBaiiTecs y Apy3iB 1 KOJIET JyMKY PO
Balry po0oty. Posrnspaiite cebe miag pi3HMMH KyTamH. 3alUTaiTe, 00 JyMae Mpo
Bail fI-OpeHj nu3aitHep, MapHUK, MAPKETOJIOT, MEHEDKep 3 npoAaxy. Lle migkaxe, B
AKid cdepl B HE JONPaAlbOBYETE, IMIIIMITOBXHE J0 HOBUX EKCIEPUMEHTIB 1
HEOJMIHHOTO 3POCTaHHS.

Bpeny — 1ie haktu Ta emouii. MeTbes mpo Te, 1Mo B JOHOCHTE 10 ayIUTOPii,
Ta [Kl MOYYTTA 1€ BUKJIMKAE. EmoriitHuil koedillieHT 3pocTae, OCKUIBKU CBIT CTa€
BCe OUIbII Bi3yaJlbHUM, LU(PPOBUM. 3MaTHICTh BAIllIOrO0 OCOOUCTOrO OpeHAy
BHUKJIMKATH CUJIbHI TIO3UTHBHI acoIiaiili MOBHHHA CTaTH OCHOBHHMM IPHUHIIUIIOM
BaIoro OpeHmIy.

Knumoea Enuzaseema
HayxoBuii kepiBHUK: dou. Puoxka H.M.

bpenna — ue inest

CborogHi  pUHOK  JOCUTh  HAacMYEHUH  TOBapaMH Ta  IOCIyraMu
HaWpI3HOMaHITHIUX cQep, BHUIIB Ta I[IHOBUX KaTeropid. YBIWTH Ha PHUHOK Ta
MEpPEeKOHATH CIOXHWBayiB, 10 camMe€ BH — Hailkpaill, HaHCy4YacHIlll Ta
HaWmpo@eciiHilI, cTa€ BCe CKIAAHINIMMU, 3BaKal0OUM Ha KOHKYPEHTIB, SIKI TaKOX
JIOTh HA PUHKY. ToMy OpeH]1 cTa€ HAMBaKIUBIIIMM 1HCTPYMEHTOM MEHEIKMEHTY Ta
JOCSITHEHHSI JOBrOTPUBAIOro (hIHAHCOBOTO YCIIXYy. Y Cy4acHOMY CBITI OpeHp — 1€
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yMOBa ICHYBaHHsS TOBapy B IloMy. TomMy mpoIlec CTBOPEHHS Ta YIpPaBIiHHI
OpeHaaMu CTa€e MPIOPUTETHUM HAMIPSIMKOM ChOTOJICHHSI.

3 (dimocodcrkoi Touku 30py, OpeHa — I iaes, e Te, MO BiIIyBarOTh JIOAH, a
HE Te, 1[0 HAMAaJIOBaJIN Au3aiiHepu. bpeHn icHye B royioBl y crnoxuBada. Lle Te, sk
JIOAMHA CIpPUIMAE TMPOIYKT UM KOMIIaHi0. SIKi B HBOTO BHHUKAIOTh YCTaJCHI
acouianii 3 i Ha3BOIO, MPOAYKTOM YW TMOCIYTrOl0. A CHPUHHATTS (POPMYETHCS HE
JIMIIIEe HA OCHOBI Bi3yaJbHOI YaCTHHHU, SIKY CTBOPIOIOTH nu3aitHepu. Ha Hboro BIuMBae
BCA CYKYNHICTh KOMYHIKaIlli, JW3aifHy, 1 HaWTOJOBHIIIE — BJIACHUM JOCBIA
CIIO’KMBAYa.

Yepes OpeHp,uepe3 JIOrOTUIl CHOKKMBAuY MOBUHEH 3PO3YMITH 17€H0 KOMITaHii.
Aka 1 meta? I[llo BoHa comiadbHO-KOpPUCHOTO Hece y Macu? KirodoBum y
XapaKkTepucTuill OpeHly € WOoro BiAMIHHA 171esl, KOPOTKa MPOIO3HUIIis, sIKa MOSICHIOE,
YOMY IIJThOBA ayIUTOPisl Ma€ 0OpaTH caMe 110 MapKy.

PosrnsnyBmm 1e came TOHATTS 3 EKOHOMIYHOI TOYKH 30pYy, MOXHa
CKa3aTH, 110 171e0JIOTis, BOHA XK 171€s1, BOHA K JIETeH1a OpeH Ty, BOHA  o0pa3 OpeHy —
1€ TOYHO C(HOPMYIHOBAHUN OMHC CMOCOOY OTPUMAHHS JTOAATKOBOI BapTOCTI abo
LIHHOCTI, SIKUM BHM JONOMAraeTe BUPIIIMTH MpoOJeMy BaIIOro KII€HTA MIBHUJUIE,
Kpallle Yu JCIIEeBIIe, HXK BIH OM 3poOUB 11e CaMOCTIHHO . | sSIKII0 onmuc mpaBauBHiA 1
NPUIHATUN yCepelrHl KOMMaHli, BIH CTa€ TUM CaMUM CTPUKHEM, HABKOJIO SIKOTO
OynyeTbcsi KOHCUCTEHTHUH Oi3Hec. Toi, 3a AKui HE COPOMHO BalllUM IpaIlIBHUKAM.
OTxe — 1 BalllUM KITIEHTaM.

Kommnanist cTBOproe BiacHU OpeHa poKaMH, 1 B mpoiieci GOpMYyIOThCS MEBHI 3
Hero acorianii. He MoxHa cTBopuTH OpeH/, MPOCTO HAMAJIOBABILHU JOroTUIl. MokHa
MPUBECTU JIOCUTh TPOCTUN TMPUKIAM, KOJIU JIOJUHA TOAMUBUTHCA Ha JIOTOTHUII
MaknoHanb/ACy, 4d 3p03yMi€ BOHA ijet0 OpeHmy? S BBakaro, 10 Hi, ajie * OLIbII,
HDK 85% 3HaiioMi 3 KOpHOpalli€l0 Yy BChOMY CBITI, Ta 3 BEIHUKOK HMOBIPHICTIO
BITI3HAIOTh TOMYJSIPHY XKOBTY OykBY «Mp». Takoxk, mMoxke OyTH HaBHaKu, KOJH,
JTUBIITYUCH HA JIOTOTUI, MU BOAYaeMO KOHIIEMIK0 OpeHy, ajJe MU MO>KEMO HaBITh
OyTH HE 3HAOMI 3 LIUM MiANPUEMCTBOM.

[TincymyBaBIm, MOXKHA CKa3aTd, 110 MOHATTS OpeHay — OaraTorpaHHe, sKe
BKJIIOUYA€ CYKYMHICTh YSIBJIEHB, acollialiid, o0pa3iB, i/1ei, OOILSTHOK, 1110 CKJIaAat0ThCs
B pPO3yMi JIOJed TNpO KOHKPETHUH MpoAyKT abo kommnaHio. bpenn —iie
HEeMaTepiadbHUN aKkTUB, 1m0 (opMye emoIii Ta BXOIUTh B MIACBIAOMICTb
cnoxkuBauiB.Ilepir 3a Bce, Opern — e imed. Yusice iges. Ckopiir 3a Bce, qu3aiiHepa
Ta BracHuka. CaMe BOHU HECYThb CBOI JyMKH Yy colliyM. [aes OpeHay NOBHHHA HECTH
COIAIbHO-ETUYHNIN XapakTtep. KOHIIEMIiI0 TOBUHHI OCSTHYTH CIIOXHWBayi, abw
BITYYTH Ha c001, IKy METY Ma€ MiANPHUEMCTBO.

Inest OpeHmy — KIIFOY 10 yCHiXy KOMIIaHii, came 11e 1 € ii Ianc Ha XKUTTS Ha
PUHKY.
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Wright Halyna, Shcherbyna Yelizaveta
History of the first brands

Branding actually begins in the 1500s, but major shifts took place in the 19th
and 20th centuries.

In Ancient Norse, a Scandanavian language, the word “brandr” means “to
burn.” Originally, a brand was a burning piece of wood and later described a torch.
By the 1500s, it became common to brand cattle in order to show ownership.

Registered trademarks rose to prominence in the 1870s, and the U.S. Congress
passed its first Trademark Act in 1881. This was the first instance of branding as
intellectual property, giving a way for companies to officially claim their products as
their own and combat copycats and rivals.

The turn of the 20th century was a time when technology began to transform
everyday life and we got a glimpse of what our future could hold. The century began
with the birth of several iconic companies that would eventually become leading
brands around the world. Coca-Cola (introduced in 1886), Colgate (1873), Ford
Motor Company (1903), Chanel (1909) and LEGO (1932) were all first-of-their-kind
pioneers, trend-setters, and brand-builders.

Ford is known as the first company in the world to use the classic car assembly
line, first launched on August 16, 1913, and it was also the first company to offer
American-made cars with a gasoline engine.

In contrast to the fashion of the early twentieth century with a tight waist,
Chanel came up with the concept of simple but expensive clothes, promoting a loose
fit and simple shapes. Chanel offered suits for women at a time when they'd only
been thought of as menswear.

The history of toothpaste begins in 1873, when there was a flavored dental
cream, that is, Colgate toothpaste. In 1896, instead of the glass jars that served as a
container of toothpaste, tubes of tin, similar to those used today, were used. A dentist
named Sheffield introduced the idea of tubes as a container for paste products to the
history of toothpaste. Colgate launched toothpaste in tubes and took ownership of the
invention.

LEGO Group was founded in 1932 by Danish Ole Kirk Christiansen. The task
faced by the employees of the company (at first it consisted of only 7 people) was to
create toys that developed the imagination, ingenuity and creativity of a child. In
1947, the company expanded production and began producing plastic toys. Since its
inception in 1949, LEGO elements have remained compatible with each other in all
their variations.

26



MidcHapoodHuil kpyzauit cmin «Bpeno-meneddzncmenm: cyuacHi iHHosauit,
meHOIeHUIl ma MIDCHapOOHI NpaxKmMuxku»

During the era of invention, brands made their mark through newspapers and
magazines. Print provided a space where brands could use words, logos, and
illustrations to differentiate themselves. Advertisements were often very
informational and described exactly how products worked and what they could do.

References:
1.A brief history of branding by Aviva M. Cantor.
URL.:https://99designs.com/blog/design-history-movements/history-of-branding/

2. History of the famous House of Chanel. URL:
https://www.nothingtowear.com.ua/fashion-history/chanel/[in Russian].

3. COLGATE-PALMOLIVE - BRAND HISTORY. URL:
https://www.brandpedia.ru/brand-1377.html[in Russian].

4, HISTORY OF THE FORD BRAND. URL.:

https://carobka.ru/cars/history/ford/[in Russian].
5. FORD cars development history. URL.: https://autotopik.ru/ford/939-istoriya-
avtomobiley.html[in Russian].

Wright Halyna, Pail Ruslan
Coca-Cola branding strategy

Coca-Cola, or Coke, is a carbonated soft drink manufactured by The Coca-
Cola Company. It was invented in the late 19th century by John Stith Pemberton and
was bought out by businessman Asa Griggs Candler, whose marketing tactics led
Coca-Cola to its dominance of the world soft-drink market throughout the twentieth
century.

From the year 1881 to the twentieth century, Coca Cola is one of the first
brands that was truly global to the very meaning of the word. From its launch at
America in the 18th Century, Coke managed to spread it’s bottling plants all over the
globe in a span of twenty years.

Asa Griggs Candler, the man behind the marketing and distribution idea, the
man who decided to “bottle” the drink for the first time, became an example for what
marketing really was.

The Coca-Cola Company is one of the most successful brands. The beverage
behemoth offers 200 brands in more than 200 countries and territories worldwide.
Twenty brands in the Coca-Cola umbrella are worth over a billion dollars, and more
than 1.9bn servings of Coca-Cola products get poured every day.
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Coca-Cola didn’t become a global brand overnight and it has had its share of
marketing mistakes. However, its success offers a lot of insight into businesses
looking to build a solid and successful brand.

Coca-Cola’s brand identity is always consistent and instantly recognizable,
even beyond what we can see with our eyes. And multi-sensory marketing may very
well be just about the quickest way to reinforce neural connections around a brand.

Can you think about the Coca-Cola brand without seeing red and white in your
brain? The vibrant red encourages impulse buys and is synonymous with excitement,
passion, and a zest for life. And apparently, 94% of the world’s population can
instantly identify Coke’s red and white logo, even when the name isn’t present.

Too often, brand identity is talked about as if it’s only centered around what we
can see. Visuals are essential to any brand, perhaps more than other inputs, but sight
Is not the only sense to consider when crafting marketing and branding messages.

A Dbrand is not only a logo. The logo represents the brand. The brand creates
the experience.

Coca-Cola sells the lifestyle, the emotion, and the association of the brand that
people can relate to. This ensures that the brand is universal and understood across all
cultures and languages. What better concept to translate than the concept of
happiness?

Coca-Cola targets a mass market. And the customer expectation is low price,
great taste, convenience, accessibility and various options to choose from.

One of the most successful ways in which Coca-Cola has marketed itself is that
it puts the focus on the brand rather than its product. Coke is described as something
that brings family and friends together, encourages sharing and brings happiness,
rather than just a soda.

The Coke brand makes people feel something. The brand exudes joy, family,
good times. The brand’s advertising campaigns are consistently creative and their
brand identity instantly evokes happiness and celebration.

The best things about the branding of the company are the personalization
elements and the emphasis on creating experiences and shared moments for their
customers.

Coke ensures that is creates it’s visual advertisements keeping in mind its target
audience. The beverage has no age bar and ‘that’ the beverage company keeps in
mind.

Coca-Cola uses stories that hit right at the heart in its video campaigns and
thus, giving it the ‘human touch’ gets going in the market. They involve great
planning and creativity that leaves their customers spellbound. It is not just about the
bottle of coke, they say, it is about how we change lives.
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successfully  created
science out of
customer perceptions
— with one notable
exception. New Coke.

When Coca-Cola started losing blind taste tests in Pepsi commercials, it started
toying with the idea of changing its recipe. After lots of testing and research, it
announced New Coke. The taste was sweeter, smoother and more like Pepsi.
Consumers hated it. Large segments of customers saw New Coke as a needless
update to the product they loved. Coca-Cola made people feel a certain way that new
Coke did not.

With all the fanfare that accompanied the announcement, New Coke wasn’t
inviting customers to try something new and exciting, it was demanding that
customers change their habits.

Despite its status as a global icon, Coca-Cola understands that it has to find a
way to speak to consumers at a more personal, localized level.

Initially introduced in Australia, the company’s “Share a Coke” campaign has
now successfully expanded to over 50 countries. Each country’s offerings are
customized to its local culture and language, with the most popular names of each
region printed on cans and bottles in place of the company’s moniker. This campaign
Is the perfect example of effectively applying a localized positioning strategy to a
global market.

So, what can we learn from Coca-Cola when it comes to building a successful
global brand? Making human connections, remaining innovative while staying true
to simple principles, and creating branded experiences are all global marketing
techniques that have contributed to Coca-Cola’s place as an industry leader, even
after 125 years.
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Part 1 Project Background
Information

One Belt and One Road Initiative

During his visits to Central and Southeast Asian countries in September and October
2013, Chinese President Xijinping put forward the major initiatives of jointly building the Silk
Road economic belt and the 21st century maritime Silk Road, which received high attention
from the international community.

One Belt And One Road is a path of win-win cooperation to promote common
development and prosperity, and a path of peace and friendship to enhance mutual
understanding and trust and strengthen all-round exchanges.

The Chinese government proposes, in the spirit of peace and cooperation, openness and
inclusiveness, mutual learning and mutual benefit, to advance practical cooperation across the
board and build a community of Shared interests, shared future and shared responsibilities
"One Belt And One Road" is a grand economic vision of opening up and cooperation among
countries along the belt and road. All countries should join hands and work towards the goal
of mutual benefit and common security. Efforts should be made to improve regional
infrastructure, establish a secure and efficient network of land, sea and air corridors, and raise
connectivity to a new level. Investment and trade facilitation has been further enhanced,
economic ties have become closer, and political mutual trust has deepened. People-to-people
and cultural exchanges have become more extensive, different civilizations have learned from
each other and prospered together, and people of all countries have known each other and
enjoyed peace and friendship.

In recent years, Chinese language training market has made great progress under the
background of global "Chinese craze". This is due to the beneficial influence of the political,
economic, social and technological environment. At the same time, the successful holding of
the 2008 Beijing Olympic Games has raised the level of attention of Chinese culture to an
unprecedented height, further stimulating the enthusiasm of foreigners to learn Chinese. The
rapid development of domestic economy has attracted the attention of international
enterprises, and many capital institutions have been stationed in China, injecting vitality into
the training of Chinese as a foreign language.

In addition, the contradiction between the supply and demand of teachers in the Chinese
as a foreign language training industry is further highlighted, and the talent gap is huge. Not

only that, the industry also has such problems as backward teaching mode and slow update of
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teaching materials. But all in all, the Chinese training market is promising. The number of

Chinese language learners in the world has reached 40 million, with the number expected to
exceed 100 million by 2010, according to the national office of Chinese language promotion

international.
External Environment Analysis

1. Analysis of policy environment
(1) Policy support for overseas study in countries along the belt and road

In the implementation of the Silk Road study abroad program, China implemented the
study abroad action plan. In 2016, 226 research professionals from different countries and
regions were selected to go to 34 countries, and 908 professionals from 37 non-general
languages were selected to go abroad for training and further study.

The Silk Road scholarship program has been established by the Chinese government to
provide at least 3,000 additional scholarships to countries along the belt and road each year.

In the implementation of the "silk road" cooperation plan for running schools, the level
of Chinese-foreign cooperation in running schools has been steadily improved, and has
entered the stage of "improving quality and efficiency, serving the overall situation and
enhancing capacity”. Up to now, 2,539 Chinese-foreign cooperation schools have been

approved.

B ER 8 B 3K 5 R

R R RO www.aoji.com.cn 592 suzhou.gedu.org
= Aaxzugr BICL 41
B a4 (), o7 i,
semER AAKEREY G & 33} 3 &
Sunnyway International [TANDAO EDU EDUCATION GROUP ZHONGKE OVERSEAS-STUDY

Fig.fit ERORE =AML
(2) The promotion of national Chinese language international promotion strategy
In July 1987, the state council approved the establishment of the "national leading group
for teaching Chinese as a foreign language" (expanded to 11 government departments in
1998). The establishment of the leading group and the great work it has done have greatly
promoted the development of Chinese teaching as a foreign language in China. As an
important part of the international promotion strategy of Chinese language, the establishment

of Confucius institutes on a global scale is an important measure.

Confucius institutes mainly provide various kinds of teaching assistance for the

development of Chinese language teaching in the host countries, such as carrying out multi-
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media and network Chinese language teaching, Chinese teacher training, Chinese proficiency

test and Chinese as a foreign language teaching ability test, as well as various academic
activities and Chinese language competitions, as well as providing books, materials and
information services.
(3) The state introduces relevant certification examination standards

At present, in addition to the training of teachers of Chinese as a foreign language in
colleges and universities, the state has also issued the "Chinese as a foreign language teaching
ability certificate" qualification examination. The reserve of a group of teachers who meet the
requirements of foreign Chinese teaching plays an active role in promoting the construction of

a high-level contingent of teachers of Chinese as a foreign language.

2. Analysis of Economic Environment

(1) Economic and trade exchanges between China and other parts of the world have
become increasingly close

With the acceleration of world economic globalization and regional economic
integration, China's foreign economic and trade cooperation has been widely carried out and
its economic and trade exchanges with other countries in the world have become increasingly
close. The trade with these countries makes the Chinese language increasingly concerned in
the communication and negotiation, which promotes the development of Chinese as foreign
language training.

(2) More and more international enterprises are stationed in China

With the rapid development of China's economy, more and more international
enterprises have entered China and a large number of foreigners have also come to China,
which has become a real and potential demand group in the Chinese as a foreign language
training market.

(3) Olympic economy and world expo economy further drive the development of
Chinese as a foreign language training market

The successful holding of the 2008 Beijing Olympic Games and the 2010 Shanghai world
expo have further developed the tourism and other related industries, attracting the attention
of many international friends, and further arousing the enthusiasm of countries around the
world to understand Chinese culture, further heating up the Chinese as a foreign language
training market.
3. Analysis of Social Environment

(1) China's profound cultural deposits make foreigners increasingly eager to learn

Chinese
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The Chinese nation's five thousand years of splendid culture has accumulated a

profound cultural heritage, which has a strong appeal to foreigners. Foreign friends want to
know about Chinese culture so that they have a strong interest in learning Chinese, which has
become an invisible driving force to promote the training of Chinese as a foreign language.

(2) Domestic employment competition pressure, TCFL teacher qualification examination
competition is fierce

With the emergence of "Chinese fever", the number of reference students for Chinese
proficiency test (HSK) is increasing day by day, which also drives the demand for Chinese
tutors to increase greatly. These result in the increasingly fierce competition for the TCFL
teacher qualification examination.

4. Analysis of Technical Environment

(1) The development of network technology brings new changes to Chinese as a foreign
language training

The profound impact of network technology on Chinese as a foreign language training is
directly reflected in the large number of convenient opportunities provided to Chinese
learners, who can flexibly adjust their learning progress, plan and content according to their
actual situation, so as to truly reflect the "student-centered” modern educational thought.

It turns the traditional teaching from one-way to two-way, and realizes the two-way
communication between teachers and students and between students in the online teaching
of Chinese as a foreign language. Education implementation process is not affected by time,
place, national boundaries, climate, etc.

(2) Online and offline hybrid training will be developed in a favorable way

Hybrid teaching mode refers to the combination of face-to-face training and online
training. Face-to-face training has its own advantages, good classroom atmosphere, and
strong appeal. On the other hand, internet-based online Chinese as a foreign language training
breaks through the limitations of time and space, and in a sense, expands teaching resources
and improves the sharing of teaching resources. This kind of hybrid training form of
recognition is gradually increasing, and will be accepted by more and more consumers in the

future, so as to gain favorable development.
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Internal environment analysis

1. Brand concentration

From 2009 to 2012, the Chinese training market will enter the integration stage, and
many small, unbranded training institutions will be eliminated by the market due to fierce
competition. After 2012, the domestic Chinese as a foreign language training market will enter

the mature stage, and the brand concentration will be greatly improved.
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2. Regional concentration

First, the east developed faster than the central and western regions. Second, regional
development presents differences in language concentration. Generally speaking, from the
perspective of market size, the eastern region develops faster than the central and western
regions, which is directly related to the level of economic development and openness.

Beijing and Shanghai account for nearly three quarters of the Chinese language training
market. The difference in language concentration refers to the geographical perspective. For
example, the training of Chinese as a foreign language in Xinjiang is mainly aimed at
foreigners with Arabic as their mother tongue, while Guangxi, Yunnan and other places are
aimed at foreigners with Vietnamese as their mother tongue.

And from the point of view of competition degree, the competition of training institutions

in the region shows a trend of intensification.
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Beijing's Chinese language training market can be roughly divided into three parts: the

firstis the "academy”, that is, the relevant training institutions of colleges and universities.
For example, Beijing language and culture university training center for Chinese as a foreign
language; Second, it is a relatively influential training institution for Chinese as a foreign
language in the whole country, represented by Shanghai Emad. Thirdly, there are more
influential training institutions in Beijing, such as Oriental institute.

The training institutions in Shanghai can be generally divided into two parts: one is the
training institutions with higher educational background, such as the training of TCSL of
Shanghai Jiaotong University, the training of TCSL of Fudan University, and the training of
TCSL of Shanghai international studies university. The second is the private Chinese as a
foreign language training institutions, the typical representatives of Shanghai emad, moen and

SO on.
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Who is Duoyu?

“DUOYU APP” isa sharing-video

app which is also based on Duoyu website. It
allows a deeply understand more about China’s
things.

The Chinese influencers will free upload
videos but they can also pay for advertisement to
make their videos to be more watched. The
Chinese influencers can earn from the volume of
view, like, and subscription.

Therefore, the main income of the company
is from Chinese teaching video. Duoyu is excellent
and differently outstanding from other existing
APP because its features and functions are simple
and useful. In addition, the videos’ contents are

more creativity and more practical in real life.

The importance of Our Business

According to Chinese government’s project “One Belt One Road”, there are multiple
countries connected to China. There are many foreigners becoming aware of Chinese
economy, and consequently they would like to know China more deeply. However, the first
barrier to know China is too little information in their languages and most of foreign people
rarely know how to get access to China’s information. In addition, those Chinese websites are
too hard to understand things because of language barrier. “Duoyu APP” will not only teach
Chinese language, but also make the foreigners more familiar with Chinese people, or more
even understand Chinese people’s mind-set and attitudes toward things. The more foreigners
know China, the more China can develop country’s economy. Sharing-videos on Duoyu APP
can influence foreigners directly and indirectly. For example, foreigners will learn what the
traditional Chinese food is, or even notice what Chinese brand products Chinese people often
use via their videos. Therefore, in the future, Duoyu APP will be the most powerful influencer

and will be one of the smart ways for promoting China things.



Future Goal and Plan

“Become the most powerful
Chinese language learning

platform”



Cultural projects with Chinese universities

To expand business scope and customer base, the cultural projects are additional
services. Duoyu will corporate with some Chinese universities requiring international
students to study at the undergraduate or postgraduate level. Although these universities
have a scholarship programs, they are not famous. Therefore, Duoyu will help them to
promote their universities by providing APP platform so that they can promote their
universities via videos.

The project will start from the universities located in Anhui province such as Anhui
University of finance and economy. Although Anhui province is developed and infrastructure
is good, some cities in this province are not famous. This is a barrier that makes some
foreigners afraid of coming to study here. However, Duoyu still has a plan to extend to more
provinces in the future.

At the first step of the project, the universities will be free of charge. Duoyu will free
promote their videos. However, Duoyu will charge international students for a service
package.

In the future, Duoyu will expand its business scope and customer base which is a feasible
and realistic plan. When we have a large customer base that loves Chinese language and

culture, we will add the following related services.
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