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MODELING OF THE STRATEGIC SYSTEM BRAND MANAGEMENT

Abstract. Today, in the highly competitive and volatile modern economy, the issues of strategic analysis
and brand development are an indispensable part of improving the competitiveness of domestic enterprises.

The article substantiates the need for modeling the strategic brand management system, defines the
relevance and importance of the study, presents the criteria for optimizing the functioning of the strategic brand
management system based on the principles of system modeling.

Emphasis is placed on the principles of formation and functioning of the brand management system, the
criteria of optimality of its work. To evaluate the performance of an object, they use a generalized quantification
that characterizes the quality, effectiveness of management, and allows not only to perform a comparative
evaluation of different modes of operation of the object, but also to choose an effective strategy.

The necessity and relevance in strategic brand management of the analysis of the influence of internal
and external probable factors described by random functions of time, minimizing not only the functionality but
also the risks are proved. It is concluded that the implementation of an effective strategy for managing the
economic development of the enterprise is the search for optimal solutions, which will help not only to adapt and
to overcome the influence of environmental factors.
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J1.C.OAUBIIIEHKO

KuiBchkuii HalliOHAIBHUN TOPTOBEJILHO-EKOHOMIUYHHUN YHIBEPCUTET

ORCID: 0000-0001-7880-9801
MOJAEJIOBAHHS CUCTEMU CTPATETTYHOI'O YIIPABJIIHHSA BPEH/IOM

Cb0200Hi 6 YMOBAX GUCOKOI KOHKYpeHyii ma HecmabilbHOCmi CYYacHOi eKOHOMIKU, NUMAHHA
cmpameziyHo20 aHANI3y mMa pO36UMKY OpeHOI8 € HeOOMIHHOW CKIA008OK YACMUHOK  NIOBULYEHHS
KOHKYPEHMOCIPOMOACHOCII BIMUUSHAHUX NIONPUEMCME, Yell ACTeKmM GUCTNYNAE OOHUM 3 HAUDINbW AKMYAIbHUX
HAYKOBO-NPAKMUYHUX 3A60aHb eKOHOMIYHOI HayKu. Y cmammi oOIpyHMOSaHO  HeoOXiOHicmb HAYKOBO-
MEMOOUYHUX NIOX00I8 U000 MOOENIOBAHHS — CUCEMU CMPAMe2iuH020 YAPAGLIHHA OPEeHOOM, SU3HAYEHO
AKMYAIbHICMb MA  8ANCIUBICING  QOCTIONCEHHS, NPEOCMABLEHO Kpumepii OnmuMaibHOCMi (DYHKYIOHYBAHHS
cucmemuy cmpameiuHo20 YnpasninHa OpeHOOM HA OCHOBI NPUHYUNIE MOOETIO8AHHA CUCEMU, 3ANPONOHOBAHO
MemOO0N02IUHUTL IHCMPYMENMAPIll, Wo aKMUEHO Modice OYmu 3aCMOCO8aAHUT NIONPUEMCINEAMU.

3pobaeno axyenm na npunyunu GopmyeanHs i QYHKYIOHY8aAHHA cucmemu YNpasninHa OpeHooM,
Kpumepii onmumanvrocmi ii pobomu, piwienns AKUX Noe'si3ane 3 MAKUMU HAUBAHCIUSTUUMU HAYKOBUMU
3a0auamu, 5K RNIOBUUEHHS KOHKYDEHMOCNPOMONCHOCI GIMYUSHAHUX NIONpUEMcmE 1 3a0e3neueHHs ix
cmabinbHo2o QyHKYIOHYsanHs. [ oyinku egekmusHOCmi QYHKYIOHY8AHHA 00 '€Kma SUKOPUCHIOBYIOMb
y3aeanvHeHy KilbKICHY OYIHKY, KA XapaKkmepusye sSKicmo, eqoeKmusHiCme YNPAeiiHHsA, Ma 0d€ MONCTUBICHIb He
Jiuuie BUKOHAMU NOPIBHANbHY OYIHKY PI3HUX pedcumie pobomu 00 ’ekma, a u obpamu egpekmuery cmpameziro.

Jlosedeno neobXiOHicmb ma OopeuHicmv Yy CcmMpameiuHOMy OpeHO-MeHeONCMeHMI aHani3y 6nausy
BHYMPIWHIX | 308HIUMHIX UIMOSIPHUX DAKMOPIS, WO ONUCYIOMbCA BUNAOKOSUMU DYHKYIAMU YACy, MIHIMI3aYisa He
nuwe Qyukyionany, ane U pusukie. 3poOneHo 6UCHOBOK W00 6NPOBAONCEHHS epexmuenoi cmpameii
VIPABNIHHA eKOHOMIYHUM PO3GUMKOM HIONPUEMCIEA € CaMe NOULYK ONMUMANbHUX PilUeHb, AKUL 00nomodice He
MINbKY NPUCIMOCYBAMUCH, Ajle U BUNEPeONCamu 6NIU8 PaKmopie 308HIUHLO2O cepedosuud.

Hepcnexmusamu nodanvuiux 00CHiOdceHb € anpodayis MemoOuku ma po3poOKa CUcmemu OYIHKU
cmpameziyHo20 Ynpasninis OpeHOOM HA PUHKY MIHEpAIbHOI 600U.

Knouosi cnosa: 6pend, 6peno-menedsxcmenm, cmpameiune YNPAGNiHHA OPEeHOOM, MOOENOBAHHS,
Kpumepii onmumaibHOCmi.
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J1.C. PAUBIIIEHKO

KueBckuit HallMOHaNbHBIN TOPrOBO-3KOHOMUYECKHH YHUBEPCUTET

ORCID: 0000-0001-7880-9801
MOJIEJIUPOBAHUE CUCTEMbI CTPATETMTYECKOTI' O YIIPABJIEHUS BPEH/IOM

Ce200H: 6 yCn08UAX 8bICOKOU KOHKYDEHYUU U HeCMAOUNbHOCU COBPEMEHHOU IKOHOMUKU, 8ONPOCH
cmpamezutecko20 aManu3a U pazeumus OpeHo08 AGIACMCA HENPeMEHHOU COCMABHOU YaACmbl0 NOBbIUUEHUS.
KOHKYPEHMOCNOCOOHOCIU OMeYeCmEeHHbIX NPeOnpuAmul, 2mom acnekm evicmynaem OOHUM U3 Haubonee
AKMYANbHBIX HAYYHO-NPAKMUYECKUX 3a0aY IKOHOMUYECKOU HAYKU.

B cmamve obocnosana Heobxo0umMocms HayuHO-MEMmoOUYeCcKUx no0X0008 K MOOETUPOBAHUIO CUCTIEMbL
cmpamezuuecko20  ynpasnenus OpeHoom, onpedeneHa aKmyaibHOCWb U 8ANCHOCHb  UCCHe008AHUS,
npeocmasnenbl Kpumepuu ONMuUMAIbHOCY  QYHKYUOHUPOBAHUA CUCTNEMbL CIPAME2UYeCcKo20 YNPAaGIeHUs
OpeHooM Ha OCHO8e NPUHYUNOE MOOETUPOBAHUS CUCTHEMDL, NPEOTIONHCEHO MEMOOON0UYECKUL UHCIPYMEHNAPU,
AKMUBHO MOHCem ObiMb NPUMEHEH NPEONPUAMUAMU.

Coenan axyenm Ha NPUHYUNBL POPMUPOBAHUS U QYHKYUOHUPOBAHUS CUCTIEMbl YNPABIEHUs OPEHOOM,
Kpumepuu ONMuMAaibHOCmu ee pabombl, peuieHue KOMOPLIX CEA3AHO ¢ MAKUMU BAICHEUWUMU HAYYHbIMU
3a0auamu, Kax NOBblueHUe KOHKYPEHMOCHOCOOHOCU OMeYeCmBeHHbIX npeonpuamuil u obecneueHus ux
cmabuibHo2o QYHKYuoHuposanus. [na oyenxku sggexmuenocmu QyHKYUOHUPOBAHUA 0DBEKMA UCHOb3VIOM
0000WeHHYI0 KOTUYeCMBEHHYIO OYEHKY, KOMOpas Xapakmepusyem Kavecmeo, 3(pexmusHocms ynpasneHus, u
no3801Aem He MOALKO BLINOIHUMbL CPASHUMENbHYIO OYEHKY DA3TUYHLIX PedCcuMos pabomul odvekma, HO U
eviOpamov 3P pexkmuenyo cmpameuio.

Hoxaszana neobdxooumocmo u yMecmHoCms 8 CImpamecudeckom 6peHo-meHeodcMeHme aHaIU3d 6IUAHU
BHYMPEHHUX U GHEWHUX BO3MOJICHBIX (PAKMOPOS, ORUCHLIBAIOMCS  CAVUAUHLIMU — DYHKYUAMU —8DeMeHU,
MUHUMUZAYUSL HE MOIbKO QYHKYUOHANA, HO U puckog. COelan 6bl8600 No 6HeOpeHUr0 3(phekmusHol cmpamezuu
YNpaeneHuss IKOHOMUYECKUM PA3UmueM npeonpusmusl A6IAemcs UMEHHO NOUCK ONMUMANIbHLIX peuenul,
KOMOPbIll NOMOJCEM He MOAbKO RPUCNOCOOUMbBCS, HO U Onepedumdv GIusHue @QAaxKmopos 6HeuiHell Cpeobl.
Iepcnexmusamu 0anbHelwmux Uccie008anull A6IAeMcs anpodbayusi MemoouKy u paspabomra CUCHembl OYeHKU
cmpamezuiecko2o ynpaesieHus. OpeH0OM Ha PbIHKe MUHEPATbHOU 800bL.

Kniouesvie  cnosa:  6pend,  Openo-meHeOIcMenm, cmpamezuyeckoe — ynpagieHue — OpeHOOM,
MoOenuposanue, Kpumepuu OnMmuMarbHOCHU.

Formulation of the problem

Today, for many businesses, the brands they own are the most valuable set of assets, both tangible and
intangible, are sources of value for the consumer audience. Analysis of recent research T. Nilson, A. Byler [4],
E. Ellwood, A. Kendyukhov [10] proves that the value of the brand to the enterprise is manifested in the process
of its use. Management and analysis of a brand becomes relevant. Effective brand management is nowadays the
most important strategic objective for many businesses [12]. From this perspective, the analysis and modeling of
the brand management system requires special research and continuous measurement of results.

Analysis of recent research and publications

Many works of such well-known foreign and domestic scientists as D. Aaker [1], J. Alexander, J. Schouten,
H. Koening [2], J. Balmer and S. Greyser [3], P. Doyle [6], J. Higgens [7], Simon, J. Carol Mary and W. Sullivan [8§],
A. Dligach [9], A. Kendyukhov [11], M. Mescon, M. Albert and F. Hedowry [14] are devoted to the problems of
forming and modeling marketing strategies. However, many companies that in their markets, such as Coca-Cola,
Evian, Obolon, Borjomi, adhere to the principles of strategic management system modeling. Emphasis is placed
on protecting its market share and, in the long-term perspectives, expanding and highlighting new niches.

Formulation of research objectives

The purpose of the article is to justify the criteria of optimizing the operation of a strategic brand
management system based on the principles of systems modeling, where the emphasis is made on
methodological tools can be successfully applied in this field.

Statement of the main material

The basis of the chosen strategy [15] are the principles of formation and functioning of the brand
management system, criteria of optimality of its work. Therefore, the search and justification of the criteria of
optimality of functioning of the strategic brand management system is an urgent scientific and practical problem,
the solution of which is related to such important scientific tasks as improving the competitiveness of domestic
enterprises and ensuring their stable functioning.

The formation of an effective brand strategic management system is based on the principles of
calculation of the respective systems.

The main dominants are the parameters of efficiency and tools for achieving it. To date, there are
different approaches to the formation of systems of key performance indicators, which differ in the principle of
building a structure of indicators, focused on different users.
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Thus, Balanced Scorecard - BSC includes the main aspects of the correct quality implementation of the
strategy, focusing not only on financial indicators to build a strategy to maximize the profits of the company, the
brand.

The BSC model allows you to focus on the areas most important for the implementation of management
strategies, analyze and select the components that affect the effectiveness of brand management.

Model EFQM (European Foundation for Quality Management) - a practical tool that allows the
company to measure, analyze and justify the choice of optimal solutions

The Perfomance Pyramid, based on the basic idea of the organization of activities, at different levels
and areas aimed at solving common business goals. The main emphasis is on wasting time on tasks not related to
brand capitalization, increasing value, optimizing actions.

The main task of the "Tableau de Bord" model is to provide visualization of the management process,
monitoring, data processing and provision of information in the form of numbers, ratios, graphs, infographics,
indicators (KPI) related to decision-making goals.

The basis for the construction of algorithms for strategic brand management is the basis of qualitative
(models) and quantitative (methods) characteristics of the brand: popularity, image assessment, Model Image
Power, Brand Signature, relevance, Brand Dynamics, Model Brand Assets Valuator (BAV), quantitative
methods of brand capitalization (Activity Based Costing), (Future Earnings), (Earnings Basis) (Expenses to
Substitution), Premium Profit, Economic Value Added, which characterize the effectiveness of the management
system.

In general, modeling of the management process is the establishment of goals and regular verification
of forecasts to achieve certain results, ensuring optimal coordination of the enterprise and its subsystems
(processes, departments, personnel) to achieve certain desired results, taking into account the effectiveness of
staff and business to promote the product . Strategic management is aimed at aligning all processes and
subsystems, so the emphasis is on brand management as the main tangible asset of the enterprise.

It is logical to build a model of strategic management which includes the main stages: strategic analysis;
strategic accounting; strategic planning; strategic organization of the management process; strategic control;
motivation; strategic adjustment and selection of alternative solutions.

Analysis of studies shows that the most frequently chosen options for action are: imperative, creative,
variational, alternative.

The main task of building the most effective, optimal brand management system is to solve a variational
problem, a kind of decision made earlier. The theory of optimal management processes and the ideas of dynamic
programming is used to model the optimal system of strategic brand management.

The theory of optimal management processes is the most appropriate tool for the study of dynamical
systems (that is, systems described by ordinary differential equations). The idea of dynamic programming
mainly relates to systems operating in the discrete time, discrete systems. It is the stochastic theory of
management that studies the dynamic systems of optimal solutions and can be directed to the search for the
construction of optimal models of brand management system, which determines the quality of work, the value of
which can be minimized (maximized). In determining the optimal management decision, the best indicator of the
criteria (system of criteria) of optimality is taken into account. To evaluate the performance of the facility, they
use a generalized quantification that characterizes the quality, efficiency of management, which allows not only
to perform a comparative assessment of different modes of operation of the object, but also to choose the best
strategy. The general record of the optimality criterion is:

1) for deterministic systems:

J = Gx (g )ty ).ty ) + oF(x(0),u(0).2(1))dt (1)
2) for stochastic systems:

<J>= M{G(x(tp )ty ).t ) }+M{ bF(X(t),u(t),z(t))dt} , 2)

where G () — a function that characterizes the state of the system at the end time tk ;

< J > —the average value of the functional;

M — mathematical expectation operator (risks).

Effective solution is a balance between the requirements of the management system and the goals of the
enterprise. The solution to the problems of the brand optimal strategic management is set in such a way that the

*
system functions as accurately as possible with minimal cost, with maximum reliability, so 14 (qz , C]l ,l/tt)
t

can be represented as a function that determines the magnitude of the loss at time t if the control system at that
moment has a market share qt , at the exit of the system at time t has a market share qt, and the magnitude of
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*

q ,q.,u)

the action took on this point in time ~ . Dimensions ~f ! " can generally act as a vector function, = ! —
functional. Dependence ' ! from ¢ demonstrates the fact that requirements for the control system change over

time. The choice of optimal solutions U should be chosen so as to minimize the loss of the brand market. If the
management system must function during the interval from O to T, then the total possible losses of the market
niche share are determined by the integral of the loss function [12].

o —N

* ‘=min - 3
Wt (qt 4,04, )dt lgtlell}l

in which U is the functional space of possible management decisions. If the system operates in discrete
time and has to function n cycles, (1) has the analog of the equation

n w . .
5 W(d.q,u, Jar=mnin g

Strategic brand management should take into account the influence of internal and external probable
factors, which are described by random functions of time, so it is appropriate to minimize not only the
functionality but also the risks that can be clearly presented R =MW Equation (2) in this case will turn

q q
into the form

R= ZMW(q*,q u )dt’z milp )
e t t ot [AS

Uncertainties and risks are evaluated, leveraged and then managed, by learning from systematic
experimentation and iterative processes, within a portfolio of opportunities

Finding optimal management actions using equations is, of course, possible given the influence of
possible factors, which, according to scientists M. Mescon, M. Albert, and F. Hedowry, [14] include the criteria
of manager evaluation, internal and external environmental factors for acceptance relevant decisions,
information and time constraints, company, brand and staff values, force majeure, and other risks.

Additionally, one can pay attention to the influence of the factors of the enterprise’s corporate
responsibility, the level of ethical certainty, peculiarities of national culture, brand ecosophy. It is urgent to use a
minimum and maximum indicator, according to which the optimal solutions should be selected taking into
account the most favorable conditions.

Conclusions

Conclusions and perspectives of further exploration. Thus, it can be concluded that the modeling of the
strategic brand management system, that plays an important role, can be carried out on the basis of the principles
of calculating the optimal decision. When designing a strategic management system, the performance criteria of
this system must be set, the restriction criteria under which the system must function and the structural-logical
model of the system functioning corresponding to the given constraints must be established.

Forming and implementing an effective strategy for managing the economic development of an
enterprise is precisely the search for optimal solutions, it will help not only to adapt, but also to anticipate
changes in the influence of environmental factors.

Assessment of the level of economic development of the enterprise, the analysis of the factors of
influence, the development of the optimal solution strategy in combination with research, confirms the need to
improve existing theoretical and methodological concepts, taking into account the priority of practical
experience and crisis management in general. Prospects for further research are the adaptation of the
methodology and the development of a system for evaluating strategic brand management in the mineral water
market.
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