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FEATURES OF BRAND FORMATION AND PROMOTION AS A KEY ELEMENT
OF BUSINESS DEVELOPMENT

The article deals with the problems of brand formation and promotion. The value base of the brand is defined
and the conditions for creating a successful brand are presented. In modern conditions of brand promotion and
development, the formation of a positive attitude to it is the key to success and a working marketing move. The
consumer's attitude to the product, satisfaction with its quality and service level determine the demand for the product
and the concept of the company's work. The paper describes in detail the following aspects of brand management: brand
creation, brand image and corporate identity, brand architecture and brand development strategies, methods of brand
promotion and features of Internet branding. It is proposed to consider the need to form a brand as a foundation, a key
element of effective business development. At the moment, business representatives devote little time to the formation
of their company's brand. After all, brand promotion implies a continuous process of its promotion, which requires
constantly new unique ideas in the marketing creative strategy. A modern set of measures aimed at forming a holistic
and popular image of the company, its services or products by customers is defined. In a simpler sense, this is the
management of a brand and its reputation. It is noted that the strategic prospects of the company depend on the skillful
development and promotion of the brand, that the formation and promotion of the company's brand is the highest level
of marketing activity.
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Introduction

In modern literature, there are many definitions of a brand. In accordance with the definition
given by F. Kotler, a classic and compiler of an ABC for marketers, a brand - is a name, term,
symbol or design (or a combination of all these concepts), denoting a certain type of product or
service of a particular manufacturer (or a group of manufacturers) and distinguishing it among the
goods and services of other manufacturers [1].

Reading this definition, we conclude that a brand is a set of external signs that distinguish a
product from others on the market. However, in addition to purely physical properties, the concept
of a brand also carries an intangible component, the ability to influence consumer decisions and
make consumer prefer product under the brand’s name. In this way, we can understand that brand is
not only the name of product; it is authority and significance among demanders, that could help for
manufacturers make their business more lucrative, because of the level of trust, authority and
significance made by consumer’s experience.

Main part

A brand can and should be viewed from different angles. It is an asset of the organization that
generates cash flow and allows it to be successful and competitive in the market. Consider what
determines brand value and how the relationship between the manufacturer and the consumer of
products and services is built in this context [2] in Table 1.
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Table 1. Brand value from the point of view of the manufacturer and consumer of the product

Consumer Manufacturer
1.Guarantees certain 1. Provides an emotional connection with the buyer
quality level 2. Is a competitive advantage
2.Gives additional information 3. Allows you to get additional profit
3.Simplifies the procedure for | 4. Provides multiple purchases
choosing a product 5. Allows you to create a number of related products
4.Symbols participation in certain | 6. Identifies the manufacturing company and its other
group products among competing products
7. Protects the manufacturer in the process of working with
partners.
8. Is an investment in the future

The enterprise not only differentiates its products, distinguishing it from a variety of
analogues, but also actively participates in the process of creating new institutions, strengthening
integration processes and forming a network of interacting market entities specializing in the
development and "promotion™ of brands on the one hand, and loyal consumers on the other. In this
sense, a brand is a certain way of communication, establishing trusting relationships with the
consumer [3].

The concept of marketing [4] and modern economic conditions force a manufacturer of
products to first create a brand, and then contact retailers and bring the product to the mass market.
The company builds a brand carefully, maintaining the requirements of consistency and support of
the newly created from the existing ones, builds a system from a brand house to a brand house [3].

In order to help the buyer make a decision to buy their product, manufacturers use a
combination of sales promotion methods [5]. The place of purchase of the product or the provision
of services, the form of awareness and participation in universal human values help to form a
certain attitude and expectations of the client regarding the product. They are part of the customer's
overall brand perception. Adequate advertising campaign, establishing partnerships with clients,
fulfilling our obligations for deliveries with high quality and on time, allow you to get a quorum of
consumer confidence, to establish communication between the manufacturer and the consumer. One
of the most important reasons for problems during the sales growth phase, including in the area of
brand support, is the lack of information flow, as a result of which the wrong decisions are often
made, and sales decisions do not correspond to the stated strategy. In particular, in order to correct
or prevent the possible loss of the product of its key features, it follows [3]:

— periodically (information tends to be forgotten) to supply employees of sales organizations
with all the necessary information on the storage and rules for operating products (perhaps even in
the form of lectures and in the amount necessary so that they can safely share with the next buyers).

— repeat the storage information on the outer packaging (as much as possible).

— keep records of all low-quality goods, compare data by destination and buyers, identify
deviations.

— send verification commissions in order to identify improper storage conditions.

— supply the goods with labels with a shelf life. After all, the consumer tends to value the
product he is about to buy. And if sometimes it is difficult to determine the suitability for
consumption by the appearance of the product (for example, a plastic bottle withkefir), then, having
seen the label, he most likely will not buy expired goods and will not be disappointed in the quality,
respectively.

So, for competently building a business and increasing brand value, you need to adhere to the
following rules (Figure 1):
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Provide adequate information to all stakeholders
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Build partnerships with both suppliers and customers.
To develop the joint participation of all parties in the
sale and development of the product, to attract
customers to particinate in production and service
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Apply methods to stimulate all participants in the interaction

Figure 1. Principles on which brand value is based

Scientific and technological progress facilitates the process of communication with both
suppliers and consumers. Innovations in the field of communications allow us to establish close
cooperation and build partnerships with the company's customers, allow you to receive operational
information about the quality of products or services, about the preferences and expectations of
consumers, help create a favorable opinion in contact audiences. When choosing a product, it will
be easier for a potential client to understand the product and form an opinion about it in advance

[6].

The introduction of advanced technologies in the field of production and distribution of the
product allows you to reduce the risk of damage and loss of consumer qualities during
transportation from the manufacturer to the seller. The usual scheme today includes the
manufacturer of the goods - and the company that performs the logistics operations - the so-called
3PL (third party logistic) [7]. However, 4PL is becoming more and more popular. Based on
outsourcing, the approach assumes that the company.

The "manufacturer” is engaged only in the development of the product, and its production,
design, delivery is completely carried out by a third party. Thus, the company finalizing the product
is fully aware of its properties and provides a more professional delivery. Undoubtedly, further
development of technology will have a positive impact on this area. Already now, all interested
participants can monitor the location of the cargo at any time. Probably, this will add the ability to
control the conditions of its storage.

“A brand is the intangible sum of the properties of a product: its name, packaging and price,
its history, reputation and the way it is advertised. A brand is also a combination of the impression
it makes on consumers and the result of their use of the brand” David Ogilvy.

On the shelves of stores, you can now see a large number of products from different
manufacturers, from different countries, in different packaging, and with different names. But
inside, they are not much different. Which one will you choose? As a rule, the one that has already
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been tried before, or the one that you have heard about, or that the seller will advise. Millions of
buyers do the same. As a result, some goods aresold more, others less. The effectiveness of
marketing depends not only and not so much on the rationality of the use of marketing tools but on
the conformity of the product, its consumer characteristics to the needs of the market. Bringing
these characteristics to the consumer and creating not momentary but long-term consumer
preference for a given trademark among competing products on the market is the most important
marketing task.

In conditions of fierce competition, even well-known enterprises face a rather difficult task:
maintaining their positions in the market and maintaining efficiency. Usually, the management of
organizations carries out a number of measures to increase market share, reduce costs to implement
price competition, and many others. But often, this is not enough to survive.

Many experts are increasingly inclined to conclude that the main factor in the success of most
businesses is customer loyalty. This concept appeared in our country not so long ago, but it has
already won the interest of many. The highest degree of consumer loyalty is almost fanatical brand
worship.

Any product, when it appears on the market, creates some impression about itself - positive or
negative, it appears inevitably as soon as the consumer learns about the product. These associations,
the perception of the product by the consumer, arecalled the brand. A brand is a kind of impression
of a product in the minds of consumers, a label that is mentally glued to the product. The process of
creating and managing a brand is called branding. It can include creating, strengthening, re-
positioning, updating, and changing the stage of a brand's development, its expansion, and
deepening. Branding is an experience-building technique that contributes to the overall image and
the target market segment's relationship to the brand.

The process of creating a long-term consumer preference is considered as an activity on
presenting to the buyer the merits of a product or service, their features in comparison with similar
offered goods or services, the formation in the minds of consumers of persistent associations that
have impressed its brand associated with this product. These associations, as a figurative
combination of individual impressions into a general, vivid and stable picture of an interconnected
consumer’s idea of a product, his brand, is called a brand. A brand is presented as an image of a
brand of a given product (service), highlighted by the buyer among competing products [8].

Branding is carried out using certain techniques, methods, and ways that allow you to bring
the developed brand to the buyer and not only form in his mind the image of the brand of the
product but also help in the perception of the functional and emotional elements of the product by
the buyer.

In this context, branding helps the shopper speed up product selection and purchasing
decisions. The main characteristics of the brand are:

e its main content (Brand Essence);

e functional and emotional associations that are expressed by buyers and potential customers
(Brand Attributes);

e verbal part of the brand or verbal trademark (Brand Name);

e the visual image of the brand, formed by advertising in the perception of the buyer (Brand
Image);

e the level of brand awareness among the buyer, brand power (Brand Power);

e a generalized set of brand attributes that characterizes its individuality (Brand Identity);

e cost estimates, indicators (Brand Value);

e the degree of brand advancement (Brand development Index);

e the degree of brand involvement in the target audience and its individual segments (Brand
Loyalty);
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Keep in mind that not every trademark can become a brand. For this, a trademark, a trademark
must gain popularity in the market and the confidence of buyers.

A trade mark, most often represented by the name, graphic image and sound symbols of a
company or product, is not yet a brand [9].

The development of industrial production and technological processes, an increase in the
assortment of goods, the complication of identification of the desired product in the market of
competing goods - all this required the development of a system to simplify the choice of goods. In
addition, the socialization of the culture of life orients each person to maximize the time used for
communication and recreation. But the search for the right product takes a long time. Branding
helps shoppers find the product they need more quickly and easily, thereby saving time. As an
effective tool, branding uses the practice of sampling, that is, transferring samples of goods to
buyers free of charge so that the consumer can feel the differences and receive strong evidence of
their existence.

Branding is especially useful for products that have subtle or imaginary differences. This
refers to high technology goods for recognition, which require special preparedness, literacy of
consumers, since the life cycle of goods tends to decrease, the technical complexity of goods
increases, and clear differences between goods of the same purpose are difficult to capture.

Brand building is a creative endeavor that requires deep knowledge of the market, consumer
and competitors. This is a rather lengthy, complex and expensive process, so large companies
involve a professional, specialized firm in the development of a brand.

The scheme of work on brand formation may include the following stages:

Brand positioning in the market, that is, search for a brand's place in the market, as well as a
set of consumer needs and product perception. Brand position is the place that a brand occupies in
the perception of buyers in relation to a competing product. Here you should get answers to the
questions: for whom is the brand created? Why, how will the consumer benefit from this brand?
What is the purpose of this brand? What competing product should this brand protect the company
from?

Formation of brand strategy, that is, strategic programs used by the firm to create brand value.
The strategy determines: who is the target audience? What should be promised to this audience?
How can a buyer justify this promise? What impression should the consumer have of the brand?

Strategic brand planning should be carried out using methods that establish how a product is
made, named, classified, displayed and advertised. These are methods of marketing research,
consumer behavior, their socio-psychological and demographic characteristics.

Development of content, brand ideas. The main idea of the brand should reflect the promise,
the offering of its benefits. To create a unique brand, you need to know as much as possible about
the product and its manufacturer, everything related to the use of the product in this and related
industries. The brand idea should interest and captivate the buyer, draw his attention to the brand
and product. It has been established, for example, that people's attention is attracted by: cars, wars,
money (how to make money), children, animals, famous personalities, disasters, fashion,
predictions of the future, food, entertainment, weddings, sex, gossip, sports, humor. When
developing a brand yourself, these guidelines can be used. In addition, for the development of a
brand can be involved: developers of the manufacturer; professionals of a specialized brand firm;
target audience of potential consumers; brand development specialists from other firms, for
example, to create a graphic or sound image of a brand.

Trademark analysis and brand name search. A trademark is a conventional sign that, by
associating it with a product or service, informs the consumer about the product, its consumer
characteristics. She assures customers that they will receive the same quality as before when they
buy the product. In addition, the brand provides an opportunity to bring new products to the market
and influence retailers.

42 ISSN 2077-0197



Becmuux Amvipayckozo ynusepcumema umenu X, J{ocmyxameoosa Ne 1 (60) 2021

When analyzing a trademark, it is necessary to pay attention to the presence of its following
qualities: attractiveness, efficiency, communication in the field of product positioning, ease of
recognition among competing products.

Of all the components of a brand, the most important is the brand name, which is most often
associated with the name of the manufacturer or, less commonly, the intermediary firm. The search
for a brand name, its name, is a long process that requires justification[1].

The economy of Kazakhstan has developed quite rapidly over the past few years and has
shown good results. These figures inspired us, and the consumer culture of the population grew,
meeting the needs of people became more and more difficult, of course, this was facilitated by
global integration. Nevertheless, we are witnessing how the consumer market of Kazakhstan is
replete with various brands. Butwhy, then, are we experiencing a crisis? And why do some
Kazakhstani companies fail, and their brands become unpopular and forgotten altogether.

Many executives argue that the crisis brings with it positive aspects, as it immediately
determines which company is competitive and which is not. At the same time, | would like to note
that management with a horizontal management system prevails in most companies in Kazakhstan.
Which suggests that the top management of the enterprise should be blamed for the company's
failures or for poor performance in the market, and not the marketing specialists, who, logically,
should be responsible for the competitiveness of the enterprise.

In reality, this is what happens, marketing is still in most Kazakhstani companies, itis only a
function, an operational department. Based on this, it is not difficult to determine the place of
branding and its development in Kazakhstan; it is not appropriate to talk about brand management
in principle. At Kazakhstani enterprises, such areas of management are actively used as the
development of corporate culture or a quality management system.

One of the trends is the availability of these systems, in connection with the development of
office IT infrastructure and Internet access. The indicator of the use of computers in their activities
in Kazakhstan is growing exponentially, the annual growth of enterprises with Internet access is
20%. This data directly has a positive impact on the development of the IT industry, and it is also
the foundation for the development of brand management, which in turn is integrated with IT.

A strong brand of the country not only puts goods on the trade counters of the world, but also
attracts long-term investments. For an investor, having a strong national brand is the most important
benchmark, perhaps more important than many risks. Even multinationals and mining companies
take this into account when making decisions. No commercial bank will receive a credit rating
higher than that assigned to the country. A properly built national brand creates an economic
premium.

Conclusion

Particular attention should be paid to the issues of involvement of participants in the processes
of creating and consuming a product with universal values. The product, and the brand itself, should
be the result of the implementation of the concept of social and ethical marketing. If not, the
product has more chance to be omitted by a consumer. Product should be creative and more
attractive than others at the market. In conclusion, | would like to note that a properly developed
brand strategy and a carefully implemented tactical program can create value for the consumer of a
product or service and commercial success for a manufacturer. Subsequently, it will bring to the
future success of a manufacturer and his products due to the fame that he will get.
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OCOBEHHOCTHU ®OPMUPOBAHUA U TPOJABUKEHUA BPEH/IA KAK
KIIOYEBOTI'O 3JIEMEHTA PA3ZBUTHUA BU3HECA

B cratee paccmoTpeHsl mpobieMbl (GpOpMHUpPOBaHMS M TMPOABIXKEHUS OpeHma. OmpezneneHa IEHHOCTHas Oasa
OpeHa 1 IpeICTaBICHBI YCIOBHS CO3/IaHMs yCIENTHOTO OpeHia. B cOBpeMEHHBIX yCIOBHUSX MPOABHKCHUS U Pa3BUTHA
OpeHna, GOpMHUpPOBaHNE K HEMY ITOJIOKHUTEILHOTO OTHOLICHHUS — 3aJI0T yCHexa W paboTalomuii MapKETHHTOBBIA XOII.
OTHOUICHNE TOTPEOHUTEINS K TOBApy, YIOBIETBOPEHUE €r0 KAYeCTBOM M CEPBHCHBIM YPOBHEM OIPEICISIIOT CIPOC Ha
TOBap M KOHIETIHUIO PabOThl KOMITaHWHU. B paboTe moapoOHO M3M0XKEHBI CIEAYIOINE aCTIeKThl YIIPaBIeHUS OpeHIOM:
co3lanue OpeHaa, OpeHI-UMHDK U QUPMEHHBIH CTHIIb, apXUTEKTYpa OpEHIOB U CTpaTeruu pa3BUTHA OpeHIIa, METObI
MPOABIKCHUsT OpeHZa ¥ OCOOCHHOCTH WHTepHeT-OpeHauura. [Ipemiaraercs paccMOTpPeTh HEOOXOIUMOCTh
(dbopmupoBanus OpeHIa Kak (yHIaMEHTa, KIFOYEBOro 3jeMeHTa 3(h(GEeKTUBHOrO pa3BuTHs OusHeca. Ha ceromusurHuii
MOMEHT IpeJCTaBUTENIM OM3HEcCa Majlo BpEMEHH YAEJSIIoT (popMUpOBaHHIO OpeHsa cBoed KommaHuu. Beab umMeHHO
NPOJBIDKEHHE OpeHsa II0Ipa3yMeBacT HENpPEPhIBHBIA IIPOLECC €ro pPacKpyTKH, TPEOYIOIEro MOCTOSHHO HOBBIX
YHHUKaJbHBIX HJI€Hi B MapKeTHHIOBON KpeaTuBHOW cTparerud. OIpeeseH COBPEMEHHBIH KOMIUIEKC MEpONpPHUSTHH,
HanpaBJICHHBI HA (OPMUPOBAHUE LETOCTHOTO W BOCTPEOOBAHHOTO KIMEHTAMH MMU/KA KOMIIAHWH, €€ yCIyT HIN
IPOXYKTOB. B Gomee mpocToM MOHMMAaHUH 3TO yNpaBIEHHE TOProBONH Mapkoi u e€ pemyranueil. OTMedaeTcs, 4To OT
YMEJIOTO Pa3BHUTHS U NMPOJABIKEHHS OPEHIA 3aBUCAT CTPAaTETHUYECKHE MEPCHEKTHBBl KOMIAHUH, YTO (JOPMHUPOBAHUE U
MIPOJIBIDKCHNE OpeH/1a KOMITAHUH — 3TO BBICHIMHN MMJIOTaX MApKETHHTOBOH AEATEIHBHOCTH.

KaioueBnie ciioBa: OpeHn, MPOIyKT, MApKETHHT, apXUTEKTypa OpeH/a, HHTepHeT-OpeHINHT, OpeHI-UMHTXK.

BU3HECTI JAMBITYAbIH HET'I3I'T JIEMEHTIPETIHAE BPEHITI
KAJIBIIITACTBIPY MEH XKbIJI’KBITY EPEKIIEJIKTEPI

Makanaga OpeHATI KaIBINTACTHIPY XKOHE JKBUDKBITY Macelenepi KapacThlpbuFaH. bpeHATIH KYHIBIIBIK Oa3ackl
aHBIKTAJIJIBl J)KOHE COTTI OpEeHA KYpY LIapTTapbl YCHIHBULABI. BPEeHATI KBUDKBITY MEH JaMbITY/bIH Ka3ipri skaraaibiHia
OFaH OH Ke3Kapac KaJbINTacThIpy — TaObICKA JKETYAIH KIUITI JKOHE J>KYMBIC ICTEHTIH MapKeTHHITIK Kaaam.
TyTHIHYIIBIHBIH ©HIMI® KaThIHACHI, OHBIH Camnachl MEH KbI3MET KOpCeTy JACHreiiHe KaHaraTTaHybl OHIMIC JiereH
CYPaHBICTBI JKOHE KOMIAHUSHBIH KYMBIC TYXXbIPbIMIAMachlH aHbIKTaiabl. JKymbicra Openari OackapyblH Keieci
acIIeKTiIepi erkei-TerKeli KepceTiireH: OpeH 1 Kypy, OpeH] UMUK xaHe OpeH | CTUIIl, OpeH]T apXUTEKTYPAachl )KIHE
OpEeHITI JaMBITy CTPaTeTHsACHl, OPEHATI JKBUDKBITY SHicTepi KoHE HWHTEPHET-OpEHAMHITIH epeKmerkrepi. bpermari
OM3HECTI THIMII MaMBITYIBIH HETI3Ti JIEMEHTI PeTiHAe KaJBINTACTRIPY KAXKCTTUIITIH KapacThIpy YCBIHBIIAMBL. ByTiHTi
Tagna OWM3HeC OKUIIepi 3 KOMITAaHWUIAPBIHBIH OpeHIIH KaNBIITACTRIpyFa a3 yakeIT Oenenmi. OWTKeHi, OpeHITI
KBUDKBITY OHBI >KBUDKBITY/IBIH Y3JIKCi3 mpoleciH Oingipeni, Oy MapKeTHHITIK LIbIFapMalIbUIBIK CTpaTerusiga yHeMi
aHa Oipereil maesuapIpl KakeT ereli. Makaiala KOMIIAHHSHBIH, OHBIH KbI3METTEpIHIH HeMece OHIMICPIHIH TYTac
JKOHE TYTHIHYIIBI CYpPaHBICHIHA M€ UMMIKIH KaJIBINTACThIpyFa OarbITTaIFaH 3aMaHayH ic-Iapanap KelleHi YChIHBUIFaH.
Kapamaiieim MarsiHazma, Oy OpeHATI >koHe OHBIH OenerniH Oackapy. KoMmaHWSIHBIH OpeHIIH KaJbIITACTHIPY >KOHE
KBUDKBITY-OYJI MapKeTHHITIK KBI3METTiH a’pobaThkachl. KOMIAHHUSHBIH CTPATETHSUIBIK IEPCIEKTUBANAPHl OpPeHITIH
mebep 1aMybl MEH aliFa KbUDKYbIHA OalTaHBICTHI.

Herisri ce3nep: 6penn, eHiM, MapKeTHHT,0PEHT apXUTEKTYPAChI, UHTEPHET-OPEHIUHT, OpEHI HMHUIXKI.
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