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AHOTALIA

Jlebenp Bikropis AnaTtoiiiBHa. BpeHAMHIOBI cTpaTerii yKpaiHCBbKHUX TOBApiB
Ha CBITOBHX pHUHKax (Ha Marepiajax MPUBATHOIO AaKI[IOHEPHOIO TOBAPUCTBA
"MupropoJcbkuii 3aBoji MiHEpPabHUX BOA").

Bunyckna kBamidikamiiiHa poOOTa PpO3KpPUBAE aKTyalbHy MpoOiIemMy
YKpPaTHCBKUX MIAIPUEMCTB IIOJA0 IX BHUXOAY Ha CBITOBI PUHKM B CYYacHUX
HECTaOUIbHUX YMOBAX YKPaiHCHKOI'O PUHKY. ¥ poOOTI IPOBEIECHO aHali3 BHYTPIIIHIX
Ta 30BHINIHIX ()aKTOpPIB, IO BIUIMBAIOTh Ha BUOIP MIANPUEMCTBAMU OpPEHIUHTOBHUX
CTpateriy, iX po3BUTOK Ta MpUOYTKOBICTh. [laHe noCiiKeHHsI BUKOHAHO HA OCHOBI
[MTPAT "Mupropoacbkuii 3aBoji MiHEpaJbHUX BOI".

Cepen 30BHIIIHIX (DAKTOPIB BILUIUBY OYyJIO MPOAHANI30BAHO Cy4acHUM CTaH Ta
CTPYKTYPY MDKHApOIHOTO PUHKY MIHEpaJIbHHX BOJ, BU3HAYEHO OCHOBHI TEHICHIIT
fioro po3Butky. Ha IIPAT "Mupropoacekuii 3aBoji MiHepajibHUX BoA" OyJ0
IPOBEICHO aHai3 Pe3yibTaTiB (PIHAHCOBO-CKOHOMIYHOI MISUTBHOCTI Ta BU3HAYCHO
e(eKTUBHICTh BUKOPUCTAHHA MDKHApOAHUX OpeHAMHroBuUX cTparterid. Ha ocHoBI
OTPUMAHUX JAaHUX PO3POOJIEHI MPOIO3UIli 1I0JJ0 BUXOY MIANPUEMCTBA HA CBITOBI
PUHKMA Ta PO3PaxOBaHMUW OUIKYBAaHMU BIUIMB 3allpOMOHOBAHUX 3aXOJlIB Ha CTaH
HiANPUEMCTBA.

Kuarwo4oBi cioBa: OpeHAMHTOBI cTpaTerii, MDKHAPOAHUN PUHOK MIHEPAIbHUX
BOJI, CIIO)KUBaHHsI, (PaKTOPH BIUIUBY, OpEHI.

ANNOTATION

Victoriia Lebed. Branding strategies of Ukrainian products in the world
markets (based on the materials of the private joint-stock company "Myrhorod
Mineral Water Plant™).

The final qualifying paper reveals the current problem of Ukrainian enterprises
in terms of their entry into the world markets in the current unstable conditions of the
Ukrainian market. Was performed the analysis of internal and external factors
influencing the enterprises in their choice of branding strategies, their development
and profitability. This study was performed on the basis of PJSC "Myrhorod Mineral
Water Plant".

Among the external factors of influence, were analyzed the current state and
structure of the international market of mineral waters, were determined the main
trends of its development.

At the PJSC "Myrhorod Mineral Water Plant" were analyzed the results of
financial and economic activities and determined the effectiveness of usage of
international branding strategies. Based on the received data, have been developed
proposals for the company's entry into world markets and has been calculated the
expected impact of the proposed measures on the company's state.

Key words: branding strategies, international market of mineral waters,
consumption, factors of influence, brand.
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INTRODUCTION

For many domestic enterprises, the foreign economic sphere has been
transformed into an extremely growing tool for further progress and promotion of its
competitiveness against the background of declining opportunities in the domestic
market not only by filling it, but sometimes by displacing domestic producers by
foreign competitors.

One of the most important aspects of foreign economic activity for Ukrainian
enterprises is the formation of a new trade regime with its subsequent integration into
the world economy.

The leading role in this process belongs to the formation and implementation of
Ukraine's foreign trade policy by gradually increasing the degree of openness of the
national economy. It is also provided for the consistent restructuring of the
commodity structure of exports and imports, the creation of a strong export potential,
the introduction of modern forms of economic cooperation with foreign countries,
ensuring the stability of foreign economic relations.

Deepening of internationalization and globalization in the international
environment requires national enterprises to change their foreign economic activity
and create new concepts. To successfully enter a foreign market and stay in it for a
long time, it is necessary to have a strategic approach to marketing activities.
Branding strategies today are one of the most important elements for the successful
existence of the enterprise and its development.

Due to successful development and implementation of branding strategies now
brands can be not only consumer market products, but also corporations, law firms,
universities, hospitals, museums, restaurants, cities and countries. Consumers are
always ready to buy first and foremost well-known and branded items, or order a
service from branded companies. The need to create and position your own brand is
constantly growing. Despite the importance and relevance of this issue, it is still not
researched and completed, and needs to form theoretical and methodological bases

for the creation and promotion of the brand as a strategic financial asset, effective and
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successful management at all stages of the innovative enterprise. In order to gain a
foothold in the international market, Ukrainian companies must develop their own
innovations and use new approaches in implementing branding strategies.

The relevance of this topic is determined by the fact that improving the
management of foreign economic activity of the enterprise in overcoming the crisis
of the Ukrainian economy contributes to the recovery of the national economy and
becomes a leading factor in economic growth. Tendencies to expand independence in
the organization of foreign economic activity by enterprises insist on the creation of
new mechanisms for entering foreign markets. The institution of foreign economic
Intermediaries becomes an integral part of the commercial infrastructure of society,
which equally serves both national and regional economic interests. To guarantee the
growing activity of Ukrainian enterprises in the implementation of foreign economic
policy requires a constant search and improvement of forms of branding strategies.
This determines the relevance of the chosen topic.

Theoretical and methodological aspects of branding strategies have been
covered by foreign scientists, in particular F. Kotler, A. Stewart-Allen, D. Aaker,
T. Ged, V. Pferch, E. Anthropov and P. Smith. Aspects of branding strategies have
been discribed by domestic scientists: A. Mazaraki, G. Studyntska, T. Melnyk, who
study national branding strategies in modern conditions.

The purpose of the work is to study the branding strategy of PJSC "Myrhorod
Mineral Water Plant".

This goal determined the formulation of the following tasks to be solved in the
work:

- to study theoretical approaches to the definition and formation of

international branding strategies;

- to analyze current state, structure and trends of the global soft drinks market;

- to evaluate the efficiency of international branding strategies of Private Joint

Stock Company "Myrhorod Mineral Water Plant";

- to conduct research of current perfomance of PJSC "Myrhorod Mineral

Water Plant";
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- to analyze the effectiveness of international branding strategies of PJSC

"Myrhorod Mineral Water Plant";

- to define recommendations for improvement of the "Myrhorod Mineral Water

Plant" branding strategies in international markets;

- to develop a set of measures to increase the effectiveness of international

branding strategies of PJSC "Myrhorod Mineral Water Plant™;

- to estimate impact of the proposed measures.

The object of the work is the process of formation of international branding
strategies in the world markets.

The subject of the research is methodological and theoretical aspects of
international branding strategy improvement of PJSC "Myrhorod Mineral Water
Plant™,

The research was carried out using such methods as theoretical analysis, which
was used to form a comprehensive concept of the impact of branding strategies on the
company, mathematical and graphical analysis, to assess the level of development of
the company and the impact of various factors. Also, the methods of economic,
financial, statistical analysis of foreign economic activity of enterprises,
systematization, comparison, sociological research and forecasting are used in the
work.

The scientific novelty of the work lies in a systematic approach to solve these
problems of evaluation and implementation of branding strategies and to enable
companies to choose effective options for strategic development of branding by
innovative enterprises in a globalized economy.

Approbation and utilization of research results: article “Modern approaches to
the definition and formation of international branding strategies” in a collection of
scientific articles “International economics”, KNUTE, Kyiv, 2021.

Thesis consists of an introduction, three parts, conclusions and
recommendations, references, appendices. The volume of thesis is 62 pages. The list

of references includes 65 sources.
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PART 1
STUDY OF INTERNATIONAL BRANDING STRATEGIES

1.1. Theoretical approaches to the definition and formation of international

branding strategies

The current stage of Ukraine's development is characterized by aspiration to
build an efficient, socially oriented market economy. To achieve this goal, all
companies use certain branding strategies. The concept of branding strategy is quite
new, but the subject has already been studied in details by scientists.

Branding strategy is a long-term plan for the development of a successful brand
in order to achieve specific goals. A well-defined and executed brand strategy affects
all aspects of a business and is directly connected with consumer needs, emotions,
and competitive environments [Susan Gunelius, 2018, 10].

The most official definition of a brand belongs to American Marketing
Association - AMA: “A name, term, mark, symbol or design, or a combination of all,
intended to identify the goods or services of one seller or group of sellers, and to
distinguish goods or services from goods or services of competitors” [American
Marketing Association, 54].

The main target of a brand is to represent customers' opinions about the
company's reputation, products, condition and customers' experience. Brand strategy
IS important because it provides clarity about the competitive environment, market
position and consumer expectations.

With the advent of brands, products have acquired a huge number of additional
characteristics. The brand helps to present to the buyer not only the main
characteristics of the goods - composition and features, but also additional ones - who
you will be if you buy this product, what place in society you will be able to occupy,
what emotions you will receive after purchase.

A brand is a trademark. Accordingly, branding as a process is the creation of a

brand, its development.


https://aytm.com/blog/author/susan/
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Branding is a series of sequential, pre-planned and related activities that aim to
create a positive brand image. Also, branding can be aimed at maintaining and
increasing the market position of an existing brand. The main goal of branding is to
create a unique, and most importantly, a strong image of a particular brand. Branding
can include many functions, such as:

- positioning;

- creation of unique graphic and verbal symbols - name, slogan, logo, corporate

style;

- monitoring of competitors' market, selection of media that will broadcast the

main idea of the brand;

- promotion.

The purpose of branding is to create a long-term plan for a brand, that
ultimately result in the identification and preference of your brand by consumers.

The main task of branding is to convey to the target audience the essence of the
proposal, issued under the name of a trademark and the formation of a positive
attitude towards this brand.

These branding tasks shape the value of the brand. The American Marketing
Association offers the following definition of brand equity:

“The value of a brand. From a consumer perspective, brand equity is based on
consumer attitudes about positive brand attributes and favorable consequences of
brand use” [American Marketing Association, 54].

In marketing, brand equity is the level of influence of a brand name in the
minds of consumers, as well as the value of a brand that can be identified and well
thought out. Organizations create brand capital by creating a positive experience that
encourages consumers to continue buying from them rather than from competitors
who produce similar products.

To achieve high brand equity, branding has the following goals [Independent
Journal of Management & Production, 61]:

- creation of a clear and understandable image of the subject of marketing;

- awareness (to make the product easily recognizable by consumers. The


http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B#brand+equity
http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B#brand+equity
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brand is introduced to its target audience in a way that gets it noticed);

- image and reputation (to preserve a special image of the product with any of

its modifications and market changes);

- recognition (customers become familiar with the brand and recognize it);

- Increase in sales;

- differentiation (distinguishing feature from competitors);

- providing quality;

- loyalty (to stimulate brand preference, if there are alternatives, to make the

choice of a selected product natural);

- formation of the value of the subject of marketing in the minds of

consumers.

Apple, ranked as “the world’s most popular brand” in 2020, is a classic
example of a brand with positive equity. The company built its positive reputation
with Mac computers before extending the brand to iPhones. Achieving positive brand
equity is half the job, maintaining it consistently is the other half. Automaker Toyota
suffered in 2009 when it had to recall more than 8 million vehicles because of
unintended acceleration, and oil and gas company BP lost significant brand equity
after the U.S. Gulf of Mexico oil spill in 2010 [OECD, 2020, 55].

Apple and the iPhone sold 78 million units in the fourth quarter of 2016. The
average selling price was $695. Pricing for chief competitor Samsung was more than
$500 less, according to research from Canaccord Genuity. The result: Apple earned
92% of the profits in the smartphone category and has racked up a cash hoard of $257
billion on its balance sheet.

When a company has created and executed a successful brand strategy, people
know without being told who the company is and what they do. Companies as large
and established as Coca Cola, as well as small brands and even businesses that sell
services to other companies, all benefit from a carefully created brand strategy [Study
Academy, 2020, 1].

Branding strategy is a long-term set of ways to inform the consumer that he

should learn about the brand, which includes a description of ways of
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communication, style, forms of information and channels of its transmission
[Economic security of enterprises, organizations and institutions].

In contrast, brand strategy defines rules and guidelines on how, what, where,
when and to whom you communicate your brand messages. A well-defined and
executed brand strategy leads to a consistent brand message, a strong emotional
connection with customers, and higher brand equity [Des Moines Branding,
Marketing, Interactive Web, 2020, 2].

When generalizing different approaches to defining the essence of the concept,
we can conclude that branding strategy is a complex socio-economic activity that
aims to create a unique value of a specific object among consumers and its further
promotion in foreign markets, the main purpose of which is to increase profits from
its sale.

The development of a brand strategy includes absolutely all aspects of the
development of a future brand from the value and ideological basis of the brand to
very specific ones based on marketing research data. The critical and most difficult
part of a brand strategy is its practical implementation. The development of a
positioning and brand promotion strategy must necessarily be based on a system of
performance indicators specially developed for your brand and an assessment of their
achievements [Equinet Media Ltd, 62].

When developing a universal branding strategy that can be used in the foreign
markets it is necessary to pass the following stages:

1. Setting goals and assessing the relevance of brand creation. Creating a
branding strategy should start with finding out if the owner or CEO needs a brand at
all. The value of branding is still not obvious to many Ukrainian owners. If the owner
does not see much value in the brand or ignores the offer to take part in developing a
brand strategy, then you should not even start, because it will mean wasted energy,
time and resources.

2. Analysis of the market and competitors. The branding strategy depends on
the level of market development and how structured it is. If the business operates in a

young market, the strategy should be more aggressive. If the market has reached the
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stage of maturity - you need to move in the direction of niche products. The most
successful example of market positioning with a strong competitor is Sprite. When it
was introduced to the US market, the Coca Cola brand was already very popular. To
draw attention to its new brand, Coca Cola Company has created a slogan: "Sprite is
not Cola!". That is, if there is a strong competitor, you need to do something that
could clearly show that you are not him.

3. Brand audit. This is an extremely important step that a company must go
through to create a brand or to identify ways of its further development. The brand
through a set of marketing actions remains in the minds of consumers, which gives
special value to the product in the opinion of customers. Here you need to determine
what is special about your brand. It can be anything, for example, certain quality
characteristics. It is also worth determining how recognizable the brand is to the
buyer. For example, Milka immediately catches the eye with her purple colour, red is
associated with the Crown. Each brand must have something that forms its
recognizability by the side view of the consumer. It is also worth determining how
convenient the packaging of goods is for buyers.

4. Assessment of the target market, development or adjustment of brand
positioning. This stage can be defined by the following question: "Why would a
person, who is now buying something else, buy my brand in the new conditions?"
For a long time, Metro Cash & Carry has been building a brand for entrepreneurs,
and two years ago it developed a new strategy: "Wholesale for everyone". That is, in
Ukraine, the Metro Cash & Carry format, which is used in Europe, has been adjusted
to take into account the market situation.

5. Optimization of brand architecture and creation of a new concept of
assortment. It includes the development and planning of new products for market
promotion. It also includes the formation of the concept of long-term brand vision in
the long-term planning of the company.

6. Development of communication messages and promotion strategies. At this
stage, it is determined - what and in what sequence should be communicated to the

target group. The message must be specific, clear and able to arouse interest in the
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brand. If a brand needs rejuvenation, then the branding strategy should include steps
to achieve this. The main signs of brand aging are a slowdown in sales and increased
inventory. This means that the brand is not relevant enough for its target group. In
this situation, you need to conduct a brand audit.

The process of forming a branding strategy should include the analysis and
processing of significant amounts of information and data on the external and internal
position of the company, its market position and market development, available
resources, management tools for planning, motivation and control over the
implementation of the strategy.

Any branding strategy development model should be characterized by a clear
definition of the individuals or groups responsible for the brand and strategy using
standard processes that define target segments and brand identity. In the process of
strategic planning, carried out for the purpose of global brand management, it is
necessary to conduct:

- a consumer analysis, which makes it possible to understand the associations
of consumers with the brand, as well as to develop an associative field of the brand
and a platform for its positioning;

- an analysis of competitors, necessary to create a brand identity, to give the
communication program specific features that differ from competitors;

- an analysis of the brand itself, including its past strategies, image, strengths
and weaknesses, the idea that it gives about the company.

When implementing the process of planning world brands, it is necessary to
avoid narrow fixation on the properties of the product, leading to the fragility of the
brand's advantages, ease of copying, and superficial consumer perceptions. The
strategy of a company that is aware of the purpose of its brand should include
individuality, a user's perception, distinctive features of the company, its intangible
assets (for example, reputation for innovation and quality), attributes that are symbols
of the brand [Tulubaiev O.M., 2019, 23].

There are many approaches to the classification of international branding

strategies, one of them is presented in the Figure 1.1.
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International Branding

Strategies ¥
g———l No
Branded Product brand
1 ﬁvate
Co-branding Branding
—
Manufacturers' own
brand A
Single market
Multiple
markets -
Single
brands
Global
brands Multiple
brands
Local
brands

Figure 1.1. Classification of international branding strategies
Source: Svend Hollensen, 2016, 52

We see that the international branding strategies are divided into the branded
product and no brand (see Figure 1.1). The branded product, in its turn, consists of
private branding, co-branding, manufacturers' own brand which is used for the
companies existing on the multiple markets or on the single market.

The most important thing is to choose a strategy for the new market. Therefore,
the vast majority of international branding strategies belong to main categories.

The first of them is the strategy of a global brand, the main feature of which is
the creation of a single global brand. In this case, the adaptation of the concept of
branding to possible national differences does not occur. Also, companies usually use
the same brand name and logo around the world. Market supply and brand
positioning are also identical in all markets.

The international company's global brand management strategy appeals to
universal values, allows the brand to be a leader in many countries.

The strategy of the double standard is characterized by a single strategy for
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promotion in the foreign market, different from the strategy in the domestic market.

Although the visual image of the product and the value of the brand are the
same, promotion in the domestic and international markets is different. In particular,
this is manifested in the emphasis on various aspects of brand value. For example, in
the case of VVolvo, the key values are "car for the whole family", "safety" and "driving
experience".

The transnational brand strategy is more adaptive at the local level and is most
suitable for countries with developed local traditions.

Companies using this strategy develop individual branding concepts for all
foreign markets in which they operate.

In this case, separate branding strategies are created for the adaptation of the
market offer and marketing activities. At the same time, the basic concept of the
brand remains unchanged. The company can position its brand in different ways and
use adapted pricing and product policies. The transnational strategy is designed to
best meet national needs. The downsides in this case are the high capital investment
required to meet these requirements, as well as the lack of benefits of standardization.
Danone and Unilever are clear examples of companies practicing this strategy.

Full adaptation to the new market takes place under the strategy of a
multinational brand.

There is a complete adaptation of brands, market offers and marketing
activities. The level of adaptation may vary from country to region. Companies
sometimes have to use a multinational brand strategy under the influence of market
regulation and external circumstances. In certain markets, full adaptation to local
conditions is inevitable. For example, in some countries legal services can be
promoted through communication tools, while in others they are prohibited. The
application of a multinational brand strategy is applied when dealing with high
pressure, striving to meet local requirements.

While developing a branding strategy it is valuable to define the goals you
want to achieve. It helps to get started. In other words, start by setting your business

goals. Branding strategy includes more than just the purpose of reaching a specific
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target audience or segment market, but also a set of tools that allows the formation of
creating a positive image, including investors.

Despite the diversity of international branding strategies and approaches to
their classification, we can identify the main factor underlying this division. This is
the degree of globalization or localization of the brand. Each company must find its
own balance between the localization and globalization of its brand policy.
Nowadays more and more Ukrainian companies are borrowing branding strategies
from other countries for further development in the foreign market. Every company,
even if it is a small firm, needs a clear branding strategy.

In the process of its application, it is important to assess the activities and
effectiveness of branding. Currently, many researchers have explored the issue of
evaluating the effectiveness of branding, offering different approaches to solving this
difficult task.

American expert D. Aaker believes that the effectiveness of branding should be
assessed based on the analysis of indicators of the use of brand capital assets, such as
"prand awareness”, "perceived brand quality”, "brand loyalty” and “brand
associations" [Interbrand, 64].

Assess the effectiveness of the use of assets allows the system of indicators
"Brand Equity Ten.". They are: commitment indicators (price premium, consumer
satisfaction / brand loyalty); perceived indicators of brand quality (perceived quality,
leadership / popularity); indicators of association and differentiation (perceived value,
brand individuality, associations with the organization); brand awareness indicator;
indicators of market behaviuor (market share, market price and brand representation
in the distribution network).

This "top ten", according to the author, does not necessarily represent the optimal
set for all possible situations and, according to the author, requires modification.

To determine the effectiveness of enterprise branding today are offered mainly
methods aimed at assessing the economic efficiency of the company's branding. In
general, the main block of methods in this group are methods of determining the

value of the brand. The following are the main methods of brand valuation that are
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common and commonly used by auditors, consultants, and investment firms. Several
methods are used, and the results of their implementation are tested for
Inconsistencies.

The method of accumulation of total costs is advantageous in its simplicity:
almost all of these costs are usually easily accounted for or are freely available. The
disadvantages of this method are that the effectiveness of such investments is not
something permanent and guaranteed.

The method of calculating goodwill is more reliable in terms of calculations
and does not require the imposition of total advertising costs and is completely
unclear while assessing their effectiveness. But, on the other hand, it is quite limited
in use, because it requires knowledge of the market value of the company.

The method of residual value analysis is used in the calculation of the
assessment of free cash flows. Financial flows are calculated on the basis of balance
sheet data - official and open source.

The method of total discounted value added is effective in its economic and
marketing logic. If the brand is designed to increase the value of the product and
bring additional profit, then this is how the value of the brand should be calculated.

This year, the list of brands with the highest equity was added with four
companies at once - Instagram, Tesla, YouTube and Zoom. Despite the coronavirus
pandemic, the total value of all brands in the ranking increased by 9% compared to
last year, and amounted to $ 2 trillion [Interbrand, 64].

In the first place Apple - the brand was valued at $ 322 billion, for the year the
amount increased by 38%. The second place was taken by Amazon with a growth of
60% - up to $ 200 billion, and in the third place was the Microsoft brand with a
growth of 53% - up to $ 166 billion.

Also, in the top 5 are Google, which lost 1% in a year and is valued at $ 165
billion, and Samsung, whose brand grew by 2% and is valued at $ 62 billion.

The biggest growth for the year was shown by Spotify, whose brand value
grew by 52% to $ 8.3 billion, and Netflix, which was valued at $ 12.6 billion, which

Is 41% more than last year.
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Newcomers to the IT sector are Instagram and YouTube, whose brands are
valued at $ 26 billion and $ 17.3 billion, respectively, as well as Zoom, which took
the 100th place with $ 4.48 billion.

Among the newcomers was Ilon Mask’s Tesla - it immediately took the 40th
place with a result of $ 12.7 billion. Also for the first time in the ranking was the
brand of whiskey Johnnie Walker, which was valued at $ 4.5 billion,

In order to choose the right branding strategy and increase the brand equity, it
IS necessary to define a positioning strategy. Positioning is chosen to create a strong
and successful brand of the company. This classification is quite extensive and
includes many elements.

The development of a specific image of the company, which shows the values,
the benefits of its offer, is remembered by the consumer [Kotler P., 2018, 3].

Some of the main types of the company's branding strategies are:

1. Consumer positioning. The strategy is relevant to attract a specific segment
of people and is suitable for niche products in the line or for companies that produce
products with specific properties for a specific group of people.

Advertising usually features celebrities whose image begins to be associated
with the brand.

2. Competitive positioning. This strategy shows in what you are the best
competitor and oppose you to him, thus gaining a share of his customers.

3. Positioning the category. Suitable for innovative product, product with
unique properties. It is necessary to show how this or that category is improved with
this product.

4. Positioning for profit. The brand shows what benefits a potential buyer will
receive when buying goods. The strategy focuses on conveying to the audience the
rational or emotional motives for purchasing the product. The strategy is more
suitable for a low-competitive environment or the formation of a new market.

5. Price positioning. Conventionally, consumers view products in terms of
rational and emotional perception, so in this case, it is important to understand what

product you are promoting, so what price should be set.
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6. Positioning by attribute. This is the most common strategy today, and one of
the most effective for new brands. With its help you can highlight the exclusive
features, representative and special properties of the product, abstracting from
competitors.

7. Positioning of prestige. Along with the product, the consumer can buy
prestige, luxury and special treatment, and is willing to pay for it. Any category of
goods can be in the luxury segment, from cosmetics and food to cars and insurance
services.

The company's branding strategy is an important factor in ensuring its
competitiveness in the international market, as it is the differentiator of the choice of
a company, encourages to reincarnate the consumer from random to constant, and
hence to growth of incomes of the companies and volumes of the realized goods,
services on international market.

The issue of brand management in the global market requires a scientific
solution to theoretical issues of branding strategies in a global environment, as well
as the development of adequate tools for modern international business to strengthen

competitive positions and build capacity.
1.2. Current state, structure and trends of the global soft drinks market

Traditionally, the most popular type of soft drinks in the world is carbonated
flavored water with added sugar.

At the same time, foreign researchers note that the main source of water for all
age groups is ordinary drinking water, and the consumption of other non-alcoholic
beverages varies depending on age [Ozen A.E., 2016, 4].

Bottled drinking water, energy drinks and flavored water are the main types of
drinks with the highest increase in consumption [Philip R.A, 2016, 5].

It should be noted that there is a downward trend in the growth rates of the

market for carbonated soft drinks. Since reaching its peak in the late 1990s, per capita

soft drink consumption has been declining every year. The reasons for the decline are
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twofold: rising health awareness and rising prices. Carbonated soft drinks provide
little nutritional value, although many of these drinks provide the full recommended
daily sugar intake.

There is a gradual saturation of the market, as well as increasing competition
between carbonated drinks with flavors with added sugar and mineral water and
juices, which is due to the consumer's desire to follow the principles of healthy
eating.

In addition, prices for incoming carbonated soft drinks have risen in recent
decades. For example, relatively high oil prices have led to demand for alternative
fuels such as ethanol. In turn, ethanol is mainly produced through the use of corn and
sugar, so increasing demand for syringe ethanol also increases the price of corn and
sugar products, such as high-fat corn syrup used in some carbonated beverages. In
general, per capita consumption of soft drinks is estimated to decrease by 0.7%
annually by 2020 to 40.3 gallons per capita. The consumption of carbonated

beverages in the world is shown in the Figure 1.2.
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Figure 1.2. Dynamics of soft drinks consumption worldwide (gallons, per
capita)
Source: IBIS World, 2020, 22

Compared to 2015, the consumption of carbonated beverages decreased by
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0.7% and 1.2% compared to 2019.

However, there are countries that, despite the general trend of declining
consumption, only increase the demand for carbonated beverages.

Most soft drinks are consumed in Argentina, the USA and Chile. The market
leaders are two large companies: “Coca-Cola Company” with trademarks “Coca-
cola", "Fanta", "Sprite", "Nestea”, "Dobryi", "Bon Aqua" and "Pepsi Co"
representing trademarks "Pepsi”, "Mirinda™, " 7up"”, "Tonus". That is presented in the

Figure 1.3.

Figure 1.3. Soft drink market share worldwide
Source: developed by the author on the materials of Central
Intelligence Agency, 2020, 9

The largest producer of soft drinks is the United States. They produce more
than 500 types of soft drinks, with volumes of more than 20 billion gallons of
carbonated beverages per year. The popularity of the brand can be reflected through
brand equity. Brand equity refers to a value premium that a company generates from
a product with a recognizable name when compared to a generic equivalent.
Companies can create brand equity for their products by making them memorable,
easily recognizable, and superior in quality and reliability.

When a company has a positive brand equity, customers willingly pay a high
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price for its products, even though they could get the same thing from a competitor
for less. Customers, in effect, pay a price premium to do business with a firm they
know and admire. Because the company with brand equity does not incur a higher
expense than its competitors to produce the product and bring it to market, the
difference in price goes to their margin. The firm's brand equity enables it to make a
bigger profit on each sale. According to Highlide JS, the most popular drinks in the
world include Coca-Cola, Diet Coke, Red Bull, Pepsi and Nescafe, which is shown in
the Table 1.1.

Table 1.1

The most valuable soft drinks in the world, 2020

Rank The names of soft Brand value Deviation of 2019
drinks (million US dollars) compared to 2020

1. Coca-Cola 64,69 7%

2 Diet Coke 13,72 -2%

3 Red Bull 10,56 6%

4, Pepsi 9,79 -5%

5. Nescafe 5,64 New

6. Tropicana 4,81 New

7. Nespresso 4,48 New

8. Sprite 4,13 9%

0. Fanta 3,97 -1%

10. Gatorade 3,75 9%

11. Mountain Dew 2,47 -3%

12. Minute maid 2,29 New

13. Dr. Pepper 2,24 5%

14, Diet Pepsi 2,23 -2%

15. Nestea 1,85 New

Source: The statistics portal, 2020

After analyzing the data on the foreign market, we can see that Coca-Cola is a
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world leader in the production of soft drinks, as well as the percentage of their

consumption in different countries (see Tab. 1.1).

It is also worth analyzing the structure of exports and imports in the world

markets of soft drinks. This analysis is presented if the Table 1.2.

Table 1.2
Export of soft drinks in the world markets
Rank Exporter Exported soft % of exported deviation in %
drinks, thousand $ soft drinks 2019-2020

(N Austria 3271429 14,8 +4.5%

2. Germany 1920643 8,7 -4.6%

3. Netherlands 1903752 8,6 -0.8%

4, Switzerland 1870459 8,5 +3%

d. Thailand 1587247 7,2 +9.5%

6. United States 1277110 5,8 +3.4%

A Belgium 892996 4,0 -2.9%

8. France 770617 3,5 -8.1%

Q. Italy 611919 2,8 +6.7%

10. | United Kingdom 590192 2,7 -2.2%

Source: Central Intelligence Agency, 2020

As we see from the Tab. 1.2 Austria, Switzerland, Thailand, the United States

and Italy increased the amount of export. Germany, Netherlands, Belgium, France

and the United Kingdom have decreased the amount of export during 2018-2019.

International sales of exported soft drinks in 2019 amounted to 22.1 billion US

dollars. Overall, the cost of shipping soft drinks has increased by an average of 21.5%

for all exporting countries since 2015, when soft drinks sold internationally were

valued at $ 18.2 billion. The global value of exported soft drinks fell by -1.7% from
2018 to 2019 [Trade map, 2019, 11].

Suppliers located in European countries in 2019 recorded the highest

international sales of all types of soft drinks, the value of which amounted to 14.9
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billion dollars, or 67.4% of the total in the world. On the second place were exporters
to Asia - 18.8%, while 9.4% of global exports of soft drinks came from North
America. A smaller percentage was from Latin America (2.3%), excluding Mexico,
but including the Caribbean, Africa (1.4%) and Oceania (0.7%), mainly New Zealand
and Australia.

In 2018, imports of soft drinks amounted to 6.2 billion liters, an increase of
1.6% over the previous year. The total volume of imports grew by an average of
2.6% from 2008 to 2018. However, there were some noticeable fluctuations in the
dynamics of imports recorded during the analyzed period. In value terms, imports of
sugary soft drinks in 2020 amounted to USD 4.9 billion. The total consumption of

soft drinks per year is 694 billion liters.

Table 1.3
Top importers of sugary soft drinks in the world by quantity and value, 2020
Countries with the . Countries with the

: i million | Share of total : .

Rank highest import : ) highest import min $
\ liters consumption

by quantity by value
1. Belgium 906 1,31 Belgium 772
2. Germany 849 1,22 Germany 741
3 The Netherlands 723 1,04 The United Kingdom | 561
4, Great Britain 684 0,99
5. France 515 0,74

Source: developed by the author on the basis of Global Food Research Program, 2020

Belgium (906 million liters), Germany (849 million liters), the Netherlands
(723 million liters), the United Kingdom (684 million liters) and France (515 million
liters) accounted for approximately 60% of total imports of sugary soft drinks in 2020
and only 5,3% of the total world consumption of the soft drinks (see Tab. 1.3).

In value terms, the largest importers of sugary soft drinks in the world were
Belgium ($ 772 million), Germany ($ 741 million) and the United Kingdom ($ 561
million), which together accounted for 43% of total imports (see Tab. 1.3).

In 2018, the average export price for sugary soft drinks was $ 936 per 1,000
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liters, up 13% to the previous year. In general, export and import prices for sugary
soft drinks continue to remain relatively stable. In 2018, the country with the highest
export price was Austria ($ 1,891 per 1,000 liters), while the Czech Republic ($ 385
per 1,000 liters) had the lowest price. Comparing the prices for carbonated drinks,
one can trace their gradual increase. The highest growth rate of import prices was
observed in 2011, when it amounted to 16% compared to the previous year. In the
same year, import prices for sugary non-alcoholic beverages peaked at $ 822 per
1,000 liters. The average import price for sugary soft drinks in 2018 was $ 790 per
1,000 liters, which is 7.6% more than in the previous year. Import prices vary
considerably depending on the destination country. The country with the highest
import price was Spain ($ 980 per 1,000 liters), while Slovakia ($ 424 per 1,000
liters) had the lowest price.

At the moment, the statistics in Ukraine are quite variable due to the fact that it
is still not fully determined which drinks belong to soft drinks. This macrosegment is
called NARTD (non-alcohol ready to drink). According to the State Classification of
Products and Services of Derzhkomstat of Ukraine, soft drinks (drinks with alcohol
concentration not more than 0.5%) are [8]:

- mineral waters (sweetened or flavored);

- soft drinks made with drinking water, whether or not sweetened, flavored

with fruit juices or essences;

- soft drinks for special purposes (dietary, diabetic, tonic);

- kvas;

- drinks made from milk and cocoa, tea.

In recent years, the consumption of carbonated water is constantly growing.
The share of still or table water remains constant, so its sales continue to grow. The
reason for this is the COVID-19. People are increasing stocks of basic necessities.
This was also affected by a significant deterioration in water quality in cities. It
should be noted that sales of other soft drinks such as carbonated sweet drinks and
juices are also increasing. Thus, we can conclude that with increasing total

consumption of soft drinks, the share of carbonated water gradually decreases. More
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than 50% of the production of soft drinks in Ukraine is occupied by mineral and

carbonated sweet water, which is shown in the Figure 1.4,

Juices(1%) Energy
Kvas (2%) drlnkS(l%)
Iced tea(1%) :

Figure 1.4. Structure of the soft drinks market in Ukraine (2019)
Source: Ukrstat, 2019, 53

As it can be seen from the Figure 1.4, mineral waters are in most demand and
occupy the largest share in the market of soft drinks and are 40% of the market of
Ukraine. Sweet carbonated drinks with a share of 38% are also the market leaders at a
time, when beverages such as kvas (1%), iced tea (3%) and energy drinks (4%)
occupy a small market share. Also, their consumption is in seasonal demand and may
change throughout the year.

When measuring world statistics on the consumption of soft drinks, there are
also many classification options. Depending on different statistics, soft drinks may
include the following product groups:

- sweetened and flavored waters (mineral, spring and table);

- fruit juices neat or mixed with different proportions of water;

- milk containing soft drinks and / or flavored;



30

- others, such as iced tea, energy drinks (with caffeine).

The consumption of different types of soft drinks is reflected in the Figure 1.5.

Fruit and
vegetable
juic

Figure 1.5. Consumption of soft drinks worldwide, by beverage type (2019)
Source: developed by author on the material of Statista, 2020, 13

From the Figure 1.5 we see that the largest share of consumption in the world
is water. The volume of water consumed is 465.4 trillion liters, which is 45% of
world consumption. Consumption of sweet carbonated beverages is 224.4 billion
liters, of milk and dairy products is 260.4 billion liters. The last place belongs to fruit
and vegetable juices. Their consumption is 85.9 billion liters.

Therefore, as research has shown, there is a positive trend towards growth of
the soft drinks market. Particular attention should be paid to mineral waters, juices
and functional beverages, which in the near future will increase their share in the total
volume of carbonated beverages in connection with the spread of a healthy lifestyle

among potential consumers.

Conclusions to the Part 1

A branding strategy is a long-term development plan that has specific goals. It

Is directly related to consumer needs, emotions and the competitive environment.
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The formation of the correct branding strategy allows the company to ensure
the effectiveness of management, production and marketing activities in domestic and
foreign markets.

Most of the world's successful companies, such as Coca-Cola Company, Fanta,
Sprite, Nestea, Dobryi, Bon Agua and Pepsi Co, operate through branding strategies.

Branding strategy is a subsystem in the enterprise management system, and
affects the main elements of enterprise development such as market positioning,
enterprise competitiveness, management structure, expansion of sales channels.

Due to the presence of a large number of competitors in the market, the level of
competitiveness of the enterprise needs to be constant tracking. The choice of a
specific strategy from several possible ones depends on the reasons for the achieved
level of competitiveness, and on changes in the market environment. Simply copying
foreign behavioral strategies or even refinement and adaptation to domestic
conditions can help increase the competitiveness of enterprises. This also requires its
own developments aimed at increasing the dynamism of organizational change.

The application of the right branding strategy in the management of the
organization contributes to the fact that production and marketing functions become
the most manageable when researching and implementing the best business
processes, leading to profitable entrepreneurship with high efficiency, creating

competitive competition and meeting consumer needs.
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PART 2
EVALUATION OF THE EFFICIENCY OF INTERNATIONAL BRANDING
STRATEGIES OF PRIVATE JOINT STOCK COMPANY "MYRHOROD
MINERAL WATER PLANT"

2.1. Analysis of current performance of PJSC ""Myrhorod Mineral Water Plant"

PJSC "Myrhorod Mineral Water Plant" positions itself as a leading domestic
manufacturer of mineral water with extensive experience and impeccable reputation.
This company has a number of competitive advantages, namely: high technical
potential, as evidenced by modern equipment, certification to international standards,
qualified personnel.

"Myrhorod Mineral Water Plant" belongs to a private joint-stock company for
which one of the main markets is the market of Ukraine. The company has a
seasonality in production, which falls on the summer period.

According to Articles 80 and 152 of the Civil Code of Ukraine [57], Article 24
of the Law of Ukraine of September 19, 1991 Ne 1576-XIlI "On Business
Associations” [58] a joint stock company is a company that has a statutory fund
divided into a certain number of shares of equal per value and is liable for obligations
only with the company's property, and shareholders bear the risk of losses associated
with the company's activities, within the value of their shares. PJSC shares can be
distributed through open subscription and purchase and sale on exchanges. PJSC
shareholders may dispose of their shares without the consent of other shareholders
and the company.

Myrhorod mineral waters are exported to the USA, Estonia, Moldova,
Germany. But the main market for products remains Ukraine. The general distributor
of products of PJSC "Myrhorod Mineral Water Plant" is the company "Industrial and
Distribution Systems" [IDS].

The address of the enterprise: 37600 Ukraine, Poltava region, Myrhorod,
1, Minzavodska Street, tel./fax 0535543674. The company is engaged in the
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extraction and sale of bottled mineral water, namely producing its products under the
brand name "Myrhorodska"”. PJSC "Myrhorod Mineral Water Plant" successfully
carries out foreign economic activity (export of its products).

The authorized capital of the company is UAH 21474022,5.

Financial and economic analysis of PJSC "Myrhorod Mineral Water Plant” is
conducted for the last five years of activity - 2016-2020. The main information base
of the analysis is the financial statements of the economic entity, namely: Balance
Sheet (Statement of financial position) and Statement of financial performance.

In order to carry out economic activity, each enterprise must have certain
property that belongs to it on the rights of ownership or possession. All assets owned
by an enterprise and reflected in its balance sheet are called assets. Assets are
economic resources of the enterprise in the form of aggregate property values that are
used in economic activities for profit, or are resources that are controlled by the
enterprise as a result of past events, the use of which is expected to increase
economic benefits in the future structure and dynamics of property will analyze the
indicators of PJSC "Myrhorod Mineral Water Plant”, which are presented in the
Table 2.1.

Table 2.1
The structure and dynamics of enterprise assets for 2016-2020, thousand UAH
Deviation 2020/2019
B 31.12. 3112 | 3112 | 8L.12. | 812, \=5 " T
2016 2017 2018 | 2019 | 2020 FRNer | SEIEIVE,
UAH %

NOQ-Chyrent 134568 | 131856 | 165224 | 144398 | 159680 | 15282 10,58

assets

2. Current assets 105684 | 103870 | 109190 | 154095 | 122051 | -32044 -20,8
2.1. Stocks 25842 24952 27167 | 29863 | 35843 5980 20,02
2.2. Receivables 79088 78281 81360 | 122703 | 85094 | -37609 -30,65

2.3. Money and
their equivalents

Assets together 240252 | 235726 | 274414 | 298493 | 281731 | -16762 -5,62
Source: developed by the author on the basis of the report "On the financial results”

754 637 663 1529 1114 -415 -27,14

Based on the data from the Table 2.1, it can be concluded that the value of

assets during 2016-2020 generally tends to increase. In 2019 against 2018 the value
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of assets increased by UAH 24079 thousand, and in 2020 against 2019 there was a
decrease in their value by 16762 thousand UAH. The general trend towards an
Increase in assets deserves a positive assessment, as an increase in the balance sheet
currency usually indicates the expansion of the business entity and the growth of its
production capacity.

In 2018 and 2020, the structure of the company's assets is mostly non-current
assets, the share of which is almost 60,2% and 56,7%, respectively, and in 2018, on
the contrary - current assets by 1,6% exceeded the share of non-current.

The value of non-current assets of PJSC "Myrhorod Mineral Water Plant™ in
2019 compared to 2018 decreased by 20826 thousand UAH, and in 2020 compared to
2019 there was an increase of 15282 thousand UAH, which indicates the renewal of
non-current assets of the enterprise. In 2019, compared to 2018, the value of current
assets increased by 41,13% and amounted to 154095 thousand UAH, and in 2019
against 2018 there was a decrease of 20,8%, which amounted to 122051 thousand
UAH.

This variable trend is caused by the change in the value of receivables during
the analyzed period. Thus, their value in 2019 compared to 2018 increased by 41343
thousand UAH and amounted to 122703 thousand UAH, and in 2020 against 2019 it
was reduced by 30.65%, which at the end of the year amounted to 85094 thousand
UAH.

The value of stocks of the enterprise PJSC "Myrhorod Mineral Water Plant” in
2019 compared to 2018 by 9,92% and amounted to 29863 thousand UAH, and in
2020 compared to 2019 - another 20,02%, which in 2019 amounted to 35843
thousand UAH. The tendency to increase is observed in the highly liquid assets of the
enterprise, the value of which in 2018 compared to 2017 increased by 130,62%, and
in 2019 against 2018 - by another 27,14%, which at the end of the year amounted to
1114 thousand. UAH. The increase in the share of highly liquid assets of the
company PJSC "Myrhorod Mineral Water Plant" during the analyzed period is
evidence of increasing its stability.

To assess the effectiveness of enterprise profit management, accounting



35

provides a consistent comparison of income and expenses incurred to obtain them.
Also, to determine the financial results of different activities, it iIs necessary to
analyze their dynamics and structure. For this purpose, accounting estimates the
income and expenses in the aggregate, according to the similar economic content of
business transactions.

As a basis, we use the report "On the financial results of PJSC "Myrhorod
Mineral Water Plant”. The analysis is performed on the following indicators:
financial results from operating activities, sales revenue, net profit and operating
expenses. This information is reflected in the Table 2.2.

Table 2.2
Income statement analysis of PJSC "Myrhorod Mineral Water Plant"
for years 2016-2020

Dynamics, thousand UAH Relative deviation, %

31.12. | 31.12. | 31.12. | 31.12. | 31.12.
Year so16 | 2017 | o1 | sote | omg | 2017 | 2018 | 2019 | 2020
Sales 324355 | 342808 | 366338 | 449597 | 502001 | 569 | 686 | 2273 | 11.66
revenue
Cost of

270019 | 291766 | 319571 | 370237 | 341996 | 805 | 952 | 1585 | -7,62
goods sold
Gross
o 54336 | 51042 | 46767 | 79360 | 160005 | -6.06 | -8.38 | 69.69 | 101,62
Operating | 2e0163 | 24028 | 28198 | 30327 | 15078 | 96,83 | 17.35 | 7.55 | -47.31
€XPenses
g)r%i:f;'ng 35303 | 27014 | 18569 | 48481 | 144027 | -2348 | -31.26 | 161,09 | 197,08
Interest 203 236 118 275 356 | 16,26 | -50,00 | 133.05 | 29,45
expense
Net profit
before 35100 | 27250 | 18687 | 48206 | 144383 | -22,36 | -31,42 | 157,97 | 199,51
taxes
Taxes 3326 | 4911 | 3365 | 8747 | 26167 | 47,65 | -31.48 | 159,94 | 199,15
Netprofit | 51204 | 20330 | 15322 | 30450 | 118216 | -20.69 | -31.41 | 157,53 | 199,50
after taxes

Source: developed by the author on the basis of the report "On the financial results"
During the analysis it was found that in 2018 only the financial result from

operating activities had positive changes, other indicators were only negative.
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The indicators decreased the most: net profit before taxation by 31.42%,
financial result from operating activities by 31.26%. This trend is a very negative
result of the enterprise.

Almost every figure decreased by more than 25%. The main reason for such
changes is the increase in all costs of the enterprise, which were greater than the
growth of net sales revenue.

Starting from 2019, we see an increase in all major financial results of the
company from 150% to 199%, depending on the indicator. It can be argued that since
2019 the company has significantly improved the financial results of its work.

The dynamics of change in net profit is shown in the graph of the Figure 2.1.
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Figure 2.1. Net profit after taxes
Source: developed by the author
As we can see from the Figure 2.1, the share of net profit of PJSC "Myrhorod
Mineral Water Plant" for 2015-2019 varied from $48715 thousand in 2015 to $95720
in 2019. Thus, the company increased the level of net profit by 96,49% over 5 years.
It is also worth remembering that the level of net profit in the year of its receipt
does not mean its further release from economic turnover, as it is used to finance
assets and ensure the expansion of production.
In accordance with the peculiarities of the enterprise, net profit forms such

internal funds as reserve and insurance and goes to the technical and social
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development of the enterprise, as defined by the company's charter. In the process of
profit distribution, the plant constantly balances. Thus, the mechanism of
management of the formation and distribution of profits should meet the strategic
guidelines of enterprise development in the direction of ensuring stable growth of its
market value, the formation of investment potential, and ensuring the financial
interests of owners and staff.

Next, it is valuable to determine the type of financial stability of the enterprise
for 2016-2020. The financial condition is characterized by the size, composition and
structure of assets, equity and liabilities, the appropriate ratios of which determine the
financial stability and solvency of the enterprise. As we see from the Table 2.3 (see
Appendix A 2.1), the company has enough sources of funding for the formation of
stocks in volumes that ensure the continuity of the production process. In addition, it
Is even enough to provide stocks with their own working capital. This indicates the
presence of absolute financial stability.

The liquidity indicators, which are shown in the Table 2.1, are also important

for the analysis of the financial condition of the enterprise.

Table 2.4
Liquidity ratio indicators of the enterprise for 2016 - 2020
Ratio 31.12. 31.12. 31.12. 31.12. 31.12.
2016 2017 2018 2019 2020
Current Ratio 0,85 0,96 0,97 0,77 0,87
Quick Ratio (Acid Test Ratio) 0,65 0,73 0,74 0,57 0,59
Working capital 98651 124253 127228 89375 46503

Source: developed by the author on the basis of the report "On the financial results”
As we can see from the Table 2.3 current ratio shows how much of the
company's current liabilities can be repaid immediately. The normal value for this
ratio is greater than or equal to 0.2. For the entire period, these ratios do not reach the
acceptable level, which is a bad trend for the company, which means that the

company is not able to repay its obligations immediately.
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The quick liquidity ratio shows how much of the company's short-term
liabilities can be repaid in the near future from available funds and possible revenues.
The normative value for it is 0.8. For the whole period these indicators are negative.
There is also a downward trend.

Based on financial reporting data using profitability indicators and analysis of
solvency and liquidity indicators, we assessed the company's ability to meet the needs
of expanded reproduction, and to invest at the expense of internal sources of
financing.

According to the Table 2.5 (see Appendix B 2.1), it can be seen that during the
study period there was an increase in net income by 79853 thousand UAH or 22.65%
in 2018 compared to 2017 and 86465 (18.4%) in 2019. However, there is a
significant increase in the cost of goods sold by 90390 thousand UAH (44.32%) in
2018, which significantly exceeds the growth rate of net income.

This increase in cost can be attributed to rising prices for fuel and energy
resources and rising labor costs. A positive factor is the reduction of administrative
costs by 2738 thousand UAH (5.66%). As a result of these changes in 2018 there was
a decrease from the profit of sold products by 8724 thousand UAH (9.31%), which
indicates a decrease in the efficiency of economic activity of the enterprise. In turn,
there was an increase in costs by UAH 1 net income. If in 2017 to receive 1 UAH the
company spent UAH 0.73 of net income, then in 2016 - UAH 0.8. The same negative
trends apply to product profitability, which decreased from 36% in 2017 to 24% in
2016. A positive factor is the growth of labor productivity by 18.3%, which indicates
an increase in the efficiency of labor resources.

The financial condition of the enterprise is a complex concept that is the result
of the interaction of all elements of financial relations of the enterprise, determined
by a set of production and economic factors and characterized by a system of
indicators reflecting the availability, location and use of financial resources. In the
process of assessing the effectiveness of the enterprise there should be an estimate of
the company's ability to enter foreign markets which can be made on the example of

Israel. Since the company has already operated in this country, the level of costs will
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be lower due to existing sales channels and superficial familiarity of consumers with
the product.

To more accurately determine the possibility of entering this market, we will
conduct a PEST analysis of the marketing environment of Israel (Table 2.6,
Appendix D 2.1).

From this table we can see that technological and geographical factors have a
positive impact on doing business in Israel, as there is a high level of technology
development and the possibility of improving them.

Economic factors are also positive. An important factor influencing this is the
Free Trade Agreement with Israel, which was signed on January 21, 2019 and is to be
approved in the near future. This agreement should abolish all duties on imports of
goods and give preferential access to goods from Ukraine.

Political, legal, socio-cultural and demographic factors have a negative impact
on doing business in Israel. This situation has arisen due to the spread of coronavirus
and the emergence of new restrictions. These restrictions affect the regulation of
business. They also have a negative impact on people's lifestyle changes, their
income levels and the demographic situation as a whole.

One of the most popular strategic management tools that allows to analyze
possible strategies of the development of the enterprise in a market environment is a
SWOT-analysis.

It is expedient to carry out the SWOT-analysis in the context of individual
subjects of competition and for the competitive environment as a whole. The results
of the SWOT analysis for an individual trading company can be largely abstracted for
the assessment of other competing companies.

First of all, to conduct a SWOT-analysis of PJSC "Myrhorod Mineral Water
Plant” we need to identify the main factors of the internal environment. They include:
marketing, finance, management, personnel, production.

The strengths of the enterprise PJSC "Myrhorod Mineral Water Plant" include:
high quality of products, confirmed by the compliance of the quality system with the

requirements of the international standard 1SO 9002; high qualification of employees;
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availability of special powerful equipment, in particular equipment that allows to
control the quality of raw materials and finished products, which undergoes thorough
quality control at the entrance and exit, has an attractive appearance and is reliably
protected from counterfeiting, state-of-the-art equipment [Official site of PJSC
"Myrhorod Mineral Water Plant, 26].

The main factors that positively affect PJISC "Myrhorod Mineral Water Plant”
are:

- introduction of innovative technologies, which helps to reduce the cost of

production and improve its quality;

- availability of a base of regular customers and opportunities for its expansion;

- compliance with European quality standards, which makes it easier to enter

the international markets;

- increasing the number of outlets in the strategic economic zone and entering

new market segments;

- advantageous geographical location and availability of resource base, which

reduces the cost of transportation and purchase of raw materials.

The weaknesses of the company include only high transportation costs, wages,
purchase of equipment, distribution of goods and high sales costs, inefficient work
with customers.

Potential opportunities of PJSC "Myrhorod Mineral Water Plant” are:
expanding sales and sales of goods not only in the markets of Ukraine, increasing the
market share of the enterprise, opportunities for diversification; product
Improvement, quality improvement by increasing the number of wells; formation of a
positive image through sales promotion, advertising, public relations; expanding the
range by finding new types of raw materials; merger with competitors' enterprises.

External threats that can complicate the development of the enterprise are:

- strengthening competition, which leads to a decrease in sales and lower

product prices;

- insufficient amount of investment resources, which may lead to a decrease in

production, reduction of product quality due to deterioration of raw materials;
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- rising unemployment, which will lead to a decrease in consumer purchasing

power;

- rising inflation;

- inhibition of economic reforms by political forces;

- GDP dynamics: negative impact due to a decrease in the share of exports in

total sales;

- strict state regulation of prices, which will negatively affect the company's

profits;

- seasonality of demand, which requires constant monitoring of budget

planning;

- adverse demographic changes;

- socio-political instability;

- population reduction.

To select the right path of "Myrhorod Mineral Water Plant™ and consider possible
directions of its development, an assessment of all factors has been carried out and is
shown in the Table 2.7 (Appendix C 2.1).

Using the matrix of opportunities, we can conclude that expanding the range of
products by finding new types of raw materials has a medium probability of
implementation and a strong impact on the enterprise.

The increase in market share and suppliers of raw materials has a medium
probability of realization and a moderate impact on the firm. It takes a lot of effort to
realize these opportunities. The formation of a positive image of the enterprise
through sales promotion, the use of advertising has little impact on the enterprise and
the average probability of realization. Factors 3, 4, 6 - opportunities to expand
investment activities, reduce the number of competing firms, improve product quality
through better raw materials have little impact on the firm and have a low probability
of implementation, so the company should not spend their efforts and resources to
introduce in action of insignificant factors.

Opportunities of PJSC "Myrhorod Mineral Water Plant" also include

experience and high reputation, introduction of innovative technologies, ensuring a
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sufficient amount of fixed assets, a high level of financial stability of the company,
promoting the growth of target groups of consumers and their loyalty, active use of
sales promotion methods goods.

The company's opportunities are to expand the range of products, enter new
markets, increase sales, low probability of new competitors in the market.

The weaknesses of PJSC "Myrhorod Mineral Water Plant" include:
obsolescence of basic technological equipment, significant cost of non-current assets,
rather narrow range of products and a small number of options for packaging and
sales, rising labor costs, lack of absolute sources of financing, inefficient
management of the formation and use of inventories, unsatisfactory organization of
marketing activities.

The threats in this case are inflation, imperfect Ukrainian legislation, high
competition and declining incomes.

Having constructed a matrix of threats, the following conclusions can be
drawn: all factors fall into the field with a low probability of implementation and a
moderate state of threats to the firm, i.e. threats that do not have a strong impact on
the company, but must also be taken into account.

According to a study of the financial condition of PJSC "Myrhorod Mineral
Water Plant™ it can be concluded that the analysis of the liquidity of the enterprise
shows that the balance sheet of the enterprise is liquid, the enterprise is solvent, i.e.
the enterprise has enough resources to repay current liabilities.

An assessment of the financial competitiveness of PJSC "Myrhorod Mineral
Water Plant" based on the SWOT-method outlined the main ways to ensure the
financial competitiveness of the enterprise, which is possible by increasing activity,
entering new markets, updating the material and technical base, increasing the
minimum profit, and implementing a system of marketing research availability of
advanced technologies, high reputation of the business entity, highly qualified staff,
availability of a base of regular customers and stable financial condition.

Consequently, we can conclude that over the analyzed years the financial

condition of the enterprise PJSC "Myrhorod Mineral Water Plant" has had a stable
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financial condition. Analysis of the solvency (financial stability) of the enterprise
showed that the enterprise is stable, costs are covered by profits, receivables can
cover accounts payable. The analysis of the company's liquidity shows that the
company's balance sheet is liquid, the company has enough own funds to repay its

liabilities, which is assessed positively and reduces the likelihood of bankruptcy.

2.2. Analysis of the effectiveness of international branding strategies of PJSC
""Myrhorod Mineral Water Plant"'

The marketing mechanism must be innovative and flexible, support original
ideas, fully support the market, reorient and find a friendly group. The development
of the mechanism gives employees a slight advantage and offers the opportunity to
influence the economic and previous policies of the industry.

These goals are achieved through a functional approach to branding, which is a
set of interrelated properties that influence the behavior of different contact
audiences.

In branding, it is much more difficult to define the concept of effect, because
the brand is associated with the creation of not only material but also emotional and
symbolic values. Therefore, the concept of effect in branding is multifaceted. Due to
the complex nature of costs and results in assessing the effectiveness a set of
branding effects should be considered.

The main purpose of functional interpretation is that the latter is considered as
a set of certain functions that reveal its value for both the consumer and the brand
OwWner.

The main methods for assessing the effectiveness of branding, as mentioned
above, are methods aimed at assessing the effectiveness of branding and its impact on
brand value, such as the method of accumulation of total costs, the method of
calculating goodwill, the method of residual value analysis, the method of total
discounted value added.

The most common are the methods of calculation of international agencies
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Interbrand and Brand Finance. It is mainly based on the method of analysis of
financial flows. According to it, the profit of the company that produces products of
this brand is first estimated. At this stage, its financial flows for the last three years
are studied, the profit which is created directly by a brand is allocated.

Another way to evaluate the effectiveness of branding is to evaluate the tasks it
performs. There are several approaches to assessing this indicator [Trade map , 2019,
11]

Sherrington proposes to evaluate branding using a key performance indicator
(KPI). This indicator depends on the company's vision of the market and the chosen
strategy. In this case, it is necessary to focus on the main KPI.

The disadvantage of this method is the assessment of the indicator by only one
indicator, and the need for constant monitoring of its level.

Aaker, in turn, believes that the effectiveness of branding should be assessed
by indicators such as "brand awareness”, "brand loyalty" and "brand-related
associations", which can be assessed using "Brand Equity Ten".

To assess the brand from the goals and strategies of the company, Davis and
Dunn, propose to develop special metrics, as parameters that will clearly reflect
whether the company's branding is effective and divide them into categories such as:
perception metrics, behavioral metrics, market, financial.

As the main product of PJSC "Myrhorod Mineral Water Plant" is mineral
carbonated and non-carbonated water and the main consumer is a wide range of
citizens of different ages, the most successful method of assessing the effectiveness
of branding for the company is the concept of contact branding of Davis and Danna.
It can be used to assess the impact of branding from different angles, both from an
economic point of view and a social one. The consumer is primarily guided by brand
information, then by taste, packaging and further by price, so more attention should
be paid to advertising and the right choice of branding strategy.

The main task for any company is the effective sale of its own products. PJSC
"Myrhorod Mineral Water Plant" has created all the necessary conditions to increase

sales, in the introduction of permanent advertising campaigns to support their
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products [Official site of PJSC "Myrhorod Mineral Water Plant™, 26].

It is also necessary to assess the effectiveness of marketing, that is, to assess
the advantages of the company compared to its competitors.

Marketing effectiveness is the measure of how effective a given marketer’s go
to market strategy is toward meeting the goal of maximizing their spending to
achieve positive results in both the short- and long-term. It is also related
to marketing ROI and return on marketing investment (ROMI) [14].

To assess the marketing efficiency of the enterprise, an assessment of such
indicators as profitability of sales, the coefficient of overstocking of finished
products, the coefficient of utilization of production capacity, the coefficient of
advertising efficiency and sales promotion methods should be done. This will allow
to evaluate the effectiveness of marketing from all sides.

There are more than 300 producers in the mineral water market in Ukraine. A
key feature of the national market is the significant dominance of domestic brands, as
foreign producers significantly lose in price competition and product quality, in both
groups of enterprises is equivalent. The specificity of the national market of mineral
waters is high level of the competitiveness and the existence of large companies that
combine several brands that produce products in different plants located in different
regions of the country. This is a positive factor for companies that have already taken
their positions in the market, because the emergence of new large companies is
unlikely. It can be concluded that the market of mineral waters is formed and has a
clear concept of demand from buyers.

Five leading companies in the field of drinking and mineral water production
control 61% of the Ukrainian market. IDS Group Ukraine, Obolon, Rosynka, Coca-
Cola, and Erlan took the leading positions in the Ukrainian mineral water market in
2020 are also an associations of various brands. The Ukrainian market leader with the
high-tech production, with exceptional product quality is IDS Group Ukraine, which
includes the following brands: Morshynska, Borjomi and Myrhorodska. The
reflection of the market share of these producers in the Ukrainian market is in the

Figure 2.2.


https://en.wikipedia.org/wiki/Marketing_ROI
https://en.wikipedia.org/wiki/Return_on_marketing_investment
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Figure 2.2. The structure of the mineral water market of Ukraine by producers

Source: Des Moines Branding, Marketing, Interactive Web, 2020, 2

The three leaders among brands are IDS Group Ukraine brands - TM
Morshynska (20%), Borjomi (15,4%), Myrhorodska (8,2%).

Product profitability characterizes the profitability of the enterprise in the

market, as well as the correctness of price setting and calculated in the Table 2.8.

Table 2.8
Analysis of profitability PJSC "Myrhorod Mineral Water Plant"

Ratios 31.12. 31.12. 31.12. 31.12. 31.12.

2015 2016 2017 2018 2019

Gross Profit Margin 9,8% 6,5% 4,3% 8,8% 23,6%

Qpgrating Kicome 108% | 7.8% | 51% | 108% | 28,7%
Margin

Return on Assets 13.1% 8,1% 5,1% 14,1% 28,3%

Return on Equity 9,9% 8,8% 6,2% 7,2% 21,3%

Source: developed by the author on the basis of the report "On the financial results"

After analyzing all the data, we can say that the company's work to improve
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operating income margin is not sufficient. The level of profitability in 2016 shows

low results and is not satisfactory. The lowest indicator was gross profit. Also if we

talk about 2018, then we have positive changes compared to the previous year.

However, the main problem remains the return on equity.

The assessment of the efficiency of export activity of PJISC "Myrhorod Mineral

Water Plant"” is carried out on the basis of the company's accounting reports for 2019-

2020. The data required for the calculation are summarized in the Table 2.8.

for 2016-2020

Table 2.8
Indicators of export-import activity of PJISC "Myrhorod Mineral Water Plant"”

Indicators of export- Relative
. et Years
Rank import activity Absplyte deviation,
- deviation 2
Enterprises 2016 2017 2018 2019 2020 %

Contract value of

1 | imported raw 13284,39 | 14821,81 | 14907,16 | 152056 | 130804 | 21252 | 16,24
materials, thous. UAH

2 | DXsedufiesthous. | 567 | 3115 | 3255 | 3258 | 3271 | 012 | -0.36
Duties and customs

3 Fautid, tore, VA 6348 | 6521 | 7148 | 70,59 76,30 5,71 7,48

4 | yansportcosts OUS. | 990,15 | 101563 | 1024,87 | 103181 | 119904 | -16723 | -1395

5 | Loadingandunloading | oo 75 | 52974 | 53415 | 54306 | 54502 | -196 | -0,36
costs, thous. UAH

e~ [\Wardholige costs 120,54 | 157,96 | 198,47 | 27153 | 109,01 | 162,53 | 149,09
thous. UAH

7 \{Nsorwarding, costs, 168,87 | 179,44 | 180,71 | 260,67 | 17441 | 86,26 49,46
thous. UAH

g [ |ouwancecosts, OUS. | 4993 | 284 | 5568 | 6517 | 4360 | 2156 | 4946
Other expenses for

9 foreign economic 56,13 52,79 68,23 54,31 109,01 -54,7 -50,18
activity, thous. UAH
Production cost of

10 production, thous. 39842,48 | 41758,22 | 43615,47 | 48875,14 | 43601,33 | 5273,81 12,09
UAH

11 | Non-production costs, -\ 551564 | 537582 | 5681,31 | 543057 | 545017 | -1959 | -0,36
thous. UAH

Yy \(TRor RO ety 928 | 1014 | 1058 | 1086 | 1145 | -058 | -509

13 | Number of imports, 2035,74 | 2274,35 | 228971 | 238945 | 2180,07 | 209,38 9,61
thous. UAH

14 Credit impact ratio 1,15 1,13 1,13 1,11 1,12 -0,004 -0,36
Export revenue under

s Y 53578,41 | 53741,86 | 54359,72 | 55509,45 | 57938,01 | -2428556 |  -4,19

commercial loan,
thous. UAH

Source: developed by the author
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Based on the results summarized in the Table 3.2 (see Appendix E 2.2) we can
conclude that the efficiency of foreign economic activity of PJSC "Myrhorod Mineral
Water Plant" in 2020 was higher than in 2019, as it amounted to a total of 19% in
contrast to the latter, which was only 5%, so the absolute deviation is 13%, and the
relative deviation is 341%. This means that in the analyzed year PJSC "Myrhorod
Mineral Water Plant” received much higher profit from export-import operations -
12504,61 thousand UAH than in the base - 4090,15 thousand UAH, because the
profits separately from exports (2923,11 thousand UAH) and from imports (9581,51
thousand UAH) in 2020 were clearly higher than revenues from exports (-4327,64
thousand UAH) and from imports (8417,78 thousand UAH) in 2019 year. This is due
to the fact that PJSC "Myrhorod Mineral Water Plant" in 2019 had higher export and
import costs (71841.02 thousand UAH) than in 2020 (64447,97 thousand UAH).

PJSC "Myrhorod Mineral Water Plant" is aimed at achieving the following
goals:

- increase sales volumes;

- popularization of the brand;

- change of consumer behavior by means of various information.

The budget of advertising at the enterprise is determined by the method of
calculating the "percentage of sales": in a certain percentage of sales or sales prices of
goods. It forces management to consider the relationship between the cost of
advertising, the selling price of goods and the amount of profit per unit of goods.

PJSC "Myrhorod Mineral Water Plant" uses a regional-functional marketing
structure, which is based on relatively homogeneous products and its sale in different
types of markets, also this company specializes in the manufacture of only mineral
water. The application of this structure also allows the company's management to
focus on the needs of specific part of the market and spend less resources on
manufacturing products for which there is no demand. With the help of this
marketing management structure at the enterprise of PJSC "Myrhorod Mineral Water
Plant" there is an opportunity to achieve the set goals as effectively as possible.

The functional concept is used in this company, because the range of goods it
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sells is limited. The positive part of this is focusing on good quality of the product
and reducing the cost of its production by improving technology. The disadvantage of
this structure is the creation of separate management departments, which creates
additional labor costs. When organizing marketing on a regional basis, sales agents
live within the service areas and work with minimal time and money on travel. It is
the regional orientation that has allowed PJSC "Myrhorod Mineral Water Plant™ to
further study the needs of customers specific to each region through national,
political, economic and other differences, to form advertising more adequately and to
stimulate sales.

"Myrhorodska™ focuses on attracting customers due to low prices and
promotions. The brand positions its products as healthy ones. As part of marketing
activities, the slogan "Antizombie effect" was launched, supported by the legend of a
special set of elements that fills the body with energy and strength. It should be noted
that the company is losing ground in the Ukrainian market because it does not pay
enough attention to product promotion. As well known, in 2017, the brand launched
a new advertising strategy, in which consumers were able to use the LifeRhythm
application, which allows everyone to receive comprehensive information about
biorhythms. The campaign failed because the target audience was not provided with
relevant informational messages on the Internet and offline. In modern conditions, the
brand has a passive policy on the Internet, because, in addition to the official website,
there is no significant activity on other digital channels, especially in social networks.

To determine the directions of development and evaluation of goals, it is
necessary to use the Ansoff matrix. This model is essential for strategic marketing
planning where it can be applied to look at opportunities to grow revenue for a
business through developing new products and services or "tapping into" new
markets.

Also, it is sometimes called as the ‘Product-Market Matrix’ instead of the
‘Ansoff Matrix’. This focus on growth means that it is one of the most widely used
marketing models. It is used to evaluate opportunities for companies to increase their

sales through showing alternative combinations for new markets (i.e. customer
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segments and geographical locations) against products and services offering
strategies [Smart Insights, 15].

This method of determining the development strategy of the enterprise
provides several strategic alternatives: the strategy of business improvement, product
expansion (development of new and improvement of existing products), market
development, diversification.

According to the Ansoff matrix, the company will focus on three directions:

1. Deeper market penetration, which means the direction of growth through
increasing market share for existing products.

2. Product development leads to the development of new products and bringing
them to already studied markets of the company.

3. Diversification, which means developing new products and bringing them to
new markets.

To identify target markets and gain the trust of consumers, firms use targeted
branding strategies. Depending on the degree of market coverage, the firm may use
undifferentiated, differentiated and concentrated marketing. Differentiated strategy -
the company intends to enter several market segments and develops separate
proposals for each of them. Concentrated strategy - the company concentrates its
efforts on a certain segment (segments) of the market, secures a long position in it,
because it knows better than others the needs of this segment and has a reputation.
PJSC "Myrhorod Mineral Water Plant" is characterized by an undifferentiated
strategy or mass. This company ignores the differences in the segments and enters the
whole market at once with the same offer, i.e. the range of mineral water is narrow.
In this case, the firm focuses not on differences in customer needs, but on what these
needs have in common. The developed marketing program uses methods of mass
distribution and mass advertising, trying to demonstrate the benefits of Myrhorod
mineral water.

Undifferentiated strategy is economical, does not require in-depth marketing
research. The costs of production of goods, maintenance of its stocks and

transportation are insignificant. Advertising of mineral water also does not require
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significant costs. It is usually the same for different consumers. This company has
chosen this level of market segmentation, because it mostly creates products designed
for the largest market segments.

When several firms use this strategy, competition increases in large segments
and the needs of customers in smaller segments are met to a lesser extent. That is, the
market is saturated with various mineral waters, which is to the liking of most buyers,
but some buyers are happy to buy Myrhorodska water. The downside of this
marketing is the fierce, unprofitable competition.

PJSC "Myrhorod Mineral Water Plant” has a narrow range of products. The
width of the product is equal to a few items [Official site of PJSC "Myrhorod Mineral
Water Plant", 26]:

1. Myrhorodska Gentle (highly carbonated);

2. Myrhorodska (low-carbonated);

3. Myrhorodska (non-carbonated);

4. Old Myrhorod #1 and #2;

5. Aqua Nanny;

6. Aqua Life.

Each of these products occupies a separate stage of its life cycle. Myrhorodska
low-carbonated mineral water is the most popular one and it is in great demand. This
type of product gives significant profits, but also requires large costs for
development. Old Myrhorod is in decline, although it is a cheaper option for
carbonated water. Currently, the sale of this category is only widespread in a few
regions of Ukraine.

The strategy of undifferentiated marketing is divided into simplified and
complicated options. Enterprises, using a mass strategy, focus on high-capacity
market segments. This leads to fierce competition in large attractive segments, and in
smaller than large - leads to lower supply.

Over time, the mass market is gradually collapsing due to the differentiation of
supply, improvement of goods and the growth of individualization of consumer

demands.



52

Sales indicators include data on the volume of shipment and sale of products,
the balance of finished products in warehouses. Sales are an integral part of the
marketing process, as it is the final, most responsible stage of providing the consumer
with the goods he needs. The sales system operates under the influence of a
significant number of environmental factors that have a negative impact on the
economic performance of this system. It aims to create and maintain an effective
system for moving the product from producer to consumer with minimal costs. As
can be seen from the calculations, organizational costs account for a significant share
of costs and need to be optimized, so there is an objective need for continuous
monitoring of all elements of the sales system to identify and prevent possible
deviations in economic behavior of sales organizations and achieve their goals.

Also, as revealed by SWOT analysis, there are many threats and the emergence
of competitors. “Myrhorod Mineral Water Plant” is looking for the right approach for
entering and consolidating on the foreign market. The ability of the marketing
department to implement new projects and expand the range of products is also not
well established. The company is stagnant and needs new ideas that are modern.

Accordingly, the company PJSC "Myrhorod Mineral Water Plant" seeks to
become a monopolist in the mineral water market of Ukraine and gains a foothold in
foreign markets, and to achieve this they use an undifferentiated, massive strategy.
But there is a big risk, because they want to spend the minimum cost to promote the

product to get the maximum profit, which in our time is almost impossible.

Conclusions to the Part 2

During the period 2015-2017, the financial indicators of the company, such as
net profit and financial result from operating activities, were unstable. In 2016, they
achieved a significant decline, but in 2018 exceeded the indicators of 2015. The cost
has been growing for three years. Production efficiency began to increase from 2018
and increased significantly during 2019.

The analysis of operating activities identified the following weaknesses:



53

increased labor costs, administrative and material costs, a significant share of sales
costs.

The competitive advantage of the enterprise can be innovation and leadership
in the reform process, high natural resource, economic and production, logistics and
transport potential and opportunities for its effective use, favorable location.

From the proven it follows the need to improve the marketing potential and
Improve the management of enterprises, producers of mineral water, in the direction

of implementing modern technologies based on marketing tools.
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PART 3
RECOMMENDATIONS FOR IMPROVEMENT OF THE "MYRHOROD
MINERAL WATER PLANT" BRANDING STRATEGIES AT
INTERNATIONAL MARKETS

3.1. Development of a set of measures to increase the effectiveness of

international branding strategies of PJSC ""Myrhorod Mineral Water Plant™

Although the company's branding strategies are of high quality, they have both
advantages and disadvantages. Every year the mineral water plant produces more and
more products, and the number of consumers is growing. At the same time, the
development of technology and society as a whole requires the improvement of
products and the development of new ideas for further promotion of products not
only in Ukraine but also abroad. Using the data obtained with the help of SWOT
analysis, you can predict and prevent many problems, as well as improve the
performance of the enterprise.

For the SO zone, the optimal solution is to expand sales markets, and thus
increase sales of goods, increase the competitiveness of the enterprise and increase
financial stability. There is also an opportunity to attract new customers, expand the
customer base and improve the quality characteristics of the product, the introduction
of innovative technologies, updating branding strategies and sales forms, the
formation of reserves.

The ST zone is characterized by adaptation tactics. It involves overcoming
threats and improving the state of the enterprise. It includes the following steps:

1. Introduction of a system of discounts, participation in charitable and
humanitarian actions.

2. Formation of assortment policy, its diversification and expansion of
commodity structures.

3. Increasing the proportion of active parts of fixed assets.

Businesses in the WO area are taking a defensive stance to eliminate
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weaknesses and improve opportunities.

The best solutions for this are:

1. Update of fixed assets of the enterprise with using the latest technologies;

2. Increasing share of absolute sources financing by increasing the level of
profitability;

3. Implementation of measures of corporate system commodity supply
management;

4. Usage of contractual vertical marketing system of commodity lending.

The worst situation may arise for the company with the predominance of
weaknesses and threats. In this case, it is necessary to reduce the amount of redundant
equipment or what is not used in production, refocus on solvent consumers and
improve the credit system, streamline the range, reduce the time and ensure regular
supply of goods.

As the company's capacity is used only by 66%, it is necessary to improve
international branding strategies in order to increase the efficiency of the enterprise
and increase sales and asset turnover.

There are three main development strategies: deeper market penetration
(integrative growth), product improvement and its further promotion in the already
studied market (intensive growth) or the creation of a new product and its promotion
in a new market (diversification).

For this company, the integrative strategy includes the acquisition of a plant for
the production of disposable bottles, or a merger with JSC Morshyn Mineral Water
Plant "OSCAR" to merge consumers. This strategy is not effective because there is
no opportunity to expand consumer products.

A deep market penetration strategy is more effective for a given enterprise. It is
through the use of this strategy that you can make significant profits, increase sales,
and expand the number of potential consumers.

In this case, effective measures for this strategy will be:

- reducing the price of mineral water;

- creation of service of delivery of production to the consumer;
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- placement of contextual advertising.

In this way, it is possible to achieve a competitive advantage by penetrating
deeper into the existing market with the old product, or to enter the old market with a
new product, or to master a new market with a new product.

Any company that is trying to flood the market must realize that it is
Impossible to satisfy all consumers without exception, there are too many of them,
and everyone has their own desires and needs. Therefore, the firm must choose a
market segment where it can be realized with the greatest return.

Based on the main factors of consumer choice and the characteristics of the
product, which the consumer prefers, we can say that with the increasing popularity
of a healthy lifestyle, people began to prefer medicinal or table mineral water.
Flavored mineral water with fruit or berry extracts has also become popular in the last
few years. Thus, in Western Europe, this product occupies about 12-15% of the
market. It has gained similar popularity, because it positions itself as a useful
replacement for sweet carbonated beverages. Sparkling water with the addition of
minerals is also gaining its popularity [Twilley Nicola, 2019,20].

Carbonated water (also known assoda water, sparkling water, fizzy
water, water with gas or, especially in the US, seltzer water) is water containing
dissolved carbon dioxide gas, either artificially injected under pressure or occurring
due to natural geological processes. Carbonation causes small bubbles to form, giving
the water an effervescent quality. Common forms include sparkling natural mineral
water, club soda, and commercially produced sparkling water.

It is also necessary to create a new package for the existing range and conduct
a new incentive program via the Internet. In times of crisis, most companies are
trying to reduce marketing costs, as well as pursue flexible pricing policies. At the
same time, market leaders continue to pursue aggressive marketing policies, realizing
that the crisis is a chance to strengthen their position.

The mineral water market in Ukraine still has significant potential for
development by using the correct branding strategy. Today, the consumption of these

products in Ukraine is three times less than in other European countries (40-46 liters


https://en.wikipedia.org/wiki/United_States
https://en.wikipedia.org/wiki/Water
https://en.wikipedia.org/wiki/Carbon_dioxide
https://en.wikipedia.org/wiki/Carbonation
https://en.wikipedia.org/wiki/Water
https://en.wikipedia.org/wiki/Effervescence
https://en.wikipedia.org/wiki/Mineral_water
https://en.wikipedia.org/wiki/Mineral_water
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vs. 120-170 liters). It is to be expected that the consumption of mineral water by
Ukrainians will gradually increase under the influence of the global trend on a
healthy lifestyle. Also, the main problem for humanity at the moment and an
additional incentive to increase the demand for mineral water is the deterioration of
the overall environmental situation and reducing the quality of drinking water from
mass sources. Thus, water vending machines, home delivery or water pumping
stations are gaining popularity.

The segment of aromatic mineral water and carbonated water has not yet been
fully developed and the demand has not been fully studied. The best solution in this
case is to export a small part of these products to Israel. This country is optimal, as it
does not yet have an offer of this type of product. It is also convenient to take into
account organizational aspects. The company has previously exported to this country,
so this is an opportunity to reduce the cost of finding contractors and outlets. The best
solution is to export part of the products of the counterparty Eurostandart Ltd and
place vending machines in places of large concentration of potential consumers. So,
the enterprise will have the opportunity to explore the popularity of these products

and the profitability of continuing trade.

3.2. Estimated impact of the proposed measures

At the PJSC "Myrhorod Mineral Water Plant", cost management and profit
distribution need improvement based on branding strategy. The main goal is to
reduce the cost of product distribution and increase sales by entering foreign markets.
The increase in demand will lead to an increase in production and a further increase
in sales in other foreign markets.

To ensure high efficiency and development it is difficult for enterprises,
producing mineral waters in a dynamic market economy, to do without the apparatus
of economic and mathematical modeling, which requires the use of marketing
departments of scientifically sound methods that combine strictly mathematical and

statistical methods of analysis of goods, market, competitiveness, risks, planning.
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To assess the effectiveness of these operations, let's calculate the effectiveness

of these export operations on Israel market in comparison with the efficiency of sales

in the domestic market. The results of the calculations are shown in the Table 3.1.

Table 3.1
Determining the efficiency of exports of new types of goods

Rank Indicator 2022 2023 2024
1 Number of units of goods 600000 650000 | 700000
2 Contract price, USD USA / unit 0,275 0,37 0,41
3 Contract cost, USD USA 165000 240500 | 287000
4 Exchange rate, UAH / USD USA 27,15 28,6 29,8
5 Sales price on the domestic market, UAH / unit 10,9 11,4 11,8
6 Contract price at domestic prices, UAH 6540000 | 7410000 | 8260000
7 Production cost, UAH 1807656 | 1953781 | 2013249
8 Additional costs associated with exports, USD 3300 3750 3990
9 5;‘&22??: r;::iiid UtXche sale of goods on the | ge1570 | 990716 | 1001894
10 Effect of the operation, UAH:
10.1 - when sold on foreign markets 2582499 | 4817269 | 6420449
10.2 - when sold on the domestic market 3750774 | 4465503 | 5244857
11 Operational efficiency:
11.1 - when sold on foreign markets 1,36 2,34 3,01
11.2 - when sold on the domestic market 1,34 1,52 1,74

Source: developed by the author

According to the Table 3.1, there is a predominance of efficiency in the foreign

market. It is also worth noting that it is growing every year by reducing the share of

costs for exports of goods. There is a reduction in operating costs, which is one of the

goals of the branding strategy.

Installation of water vending machines requires one-time capital funds,

including the cost of purchasing, transporting and installing equipment. It also takes

Into account transport costs, which can be accepted at the level of 4-5% of the cost of

equipment or based on mileage and freight rates.

of this strategy, you need to buy 5 machines.

The price of one vending machine is UAH 18,000.00. To test the effectiveness
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The cost of equipment is: 18000.00 x 5 = 90000.00 hryvnias. Replenishment of
vending machines with products must be agreed with the contractors. The
maintenance fee is $ 400 or UAH 10,800.00 for month.

The cost of maintenance for 3 months will be: 10800.00 x 3 = UAH 32400.00.

Transport costs are taken at the level of 5% of the cost of equipment: 90000.00
x 0.05 = UAH 4500.00.

The cost of installation is 3% of the cost of 8 machines will be:

90000.00 x 0.03 = 2700.00 UAH.

Therefore, the total initial cost of the implemented equipment = 90000.00 +
4500.00 + 2700.00 = 97200.00 UAH.

Depreciation of vending machines will be:

97200.00 x 21.925/ 100 = UAH 21,311.1.

The costs of electricity consumed by machines for three months of their
operation amount to UAH 6,719.76. A monthly rent for 3 months costs $ 300 per
machine.

The total cost per location is 5 x 300.00 = $ 1500.00 or 1500.00 x 27 = UAH
40,500.00.

The total budget for the installation of vending machines for mineral water
from the "Myrhorod Mineral Water Plant" will cost:

90000.00 + 4500.00 + 2700.00 + 32400.00 + 21311.2 + +6719.76 + 40500.00
= 198130.96 UAH. This also includes:

- capital expenditures: 90000.00 + 4500.00 + 2700.00 = 97200.00 UAH.

- operating costs: 21311.2 + 6719.76 + 32400.00+ 40500.00 = 100930.96

UAH.

According to the optimistic forecast of net income from sales will be UAH
300,000.00, according to the pessimistic forecast is UAH 250,000.00.

The most probable net income from sales we accept is UAH 270,000.00 UAH.

So, the implementation of this measure will have a positive impact on the
performance of the enterprise and will introduce a new product to foreign consumers.

Also, thanks to these proposals, the company will be able to explore the needs
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of foreign consumers, to further calculate non-production, transport costs on the basis
of supply, shipping costs, warehousing costs, freight forwarding costs, insurance and

other costs, to prepare for further market entry.

Conclusions to the Part 3

An important tool for achieving competitive advantages in the markets is the
use of best practices in the organization of the process and quality characteristics of
products. Last year, the products were sold almost in full, i.e. to increase sales
revenue it is necessary not just to develop an effective branding strategy, but to find a
way to sell less mineral water at a higher price.

In the previous section, it was determined that the company has positive
changes in the amount of profit, but the company still has the potential to improve its
performance. Eventually, a decision was made to consider this issue in more detail,
and provide appropriate recommendations for further development of the company.

One of the ways to improve the company's activities is to expand the
advertising campaign via the Internet.

The second direction is to expand the range of products and introduce new
positions in both the Ukrainian market and the international markets.

Given the changes proposed for the entry of products into the international
markets, the effect that such changes will have was calculated. It was determined that
after fulfilling all the tasks the company can increase its profit by 300,000 thousand
UAH. After analyzing the distribution of profits, it became clear that the most
effective method of its use is to improve the condition of fixed assets and expand the

territory of sale of goods.



61

CONCLUSIONS AND PROPOSALS

Based on the purpose and objectives of this course work, we make a
generalization that branding strategy is a long-term plan for the development of a
successful brand in order to achieve specific goals. A well-defined and executed
brand strategy affects all aspects of a business and is directly connected with
consumer needs, emotions, and competitive environments.

The study proves that the penetration of a commercial enterprise in world
markets requires careful analysis, creation and appropriate use of branding strategies.
The development of methods and ways for the company to enter international
markets, timely detection and recognition of errors through a correct strategy will
help to overcome barriers, errors, as well as help the company to solve marketing and
tactical problems in foreign markets.

The first section examines the theoretical approaches to evaluating and
selecting branding strategies to enter foreign markets. The current state of the
carbonated beverages market and the main trends for further development in this
market were also studied. These calculations are necessary both for companies that
are already in the market and want to improve their position, and for companies that
are just entering the market and trying to choose the right path.

The second section examines the features of the branding strategy of PJSC
"Myrhorod Mineral Water Plant". Its effectiveness and the factors influencing it were
studied. After analyzing the sales of products, it was found that the market share
occupied by the products of PJSC "Myrhorod Mineral Water Plant" is gradually
declining in recent years. At the same time, the company has great potential due to
the nutrients in its composition and the global trend towards healthy eating. After
comparing production and sales, we concluded that sales are lower than production,
so market share should be increased through a strategy of diversification, so that the
price of products has risen and the volume of production has not.

The effectiveness of this innovation was calculated in the third section. It was

decided to send a batch of vending machines to Israel to see the demand for these
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products and to encourage buyers to get acquainted with the brand. It was also
concluded that the niche with sparkling water in Israel is not yet occupied, so it is
possible to enter and consolidate in a foreign markets.

The company's branding strategies for entering the foreign markets were also
studied. In today's conditions of fierce ever-increasing competition, the search for
new approaches to improving the competitiveness of the enterprise becomes relevant.
Branding strategies are an effective method for companies, because they allow
companies to enter the market faster, and immediately take a place in it. The
advantage of improving branding strategies is that they allow you to choose exactly
the strategy that suits the company and save time and resources for improvements in
the enterprise. The difficulty lies in comparing the analysis and understanding the

correctness of the strategy.
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Appendix A 2.1

Table 2.3
Absolute indicators of financial stability of the enterprise for the period 2015-2019,
thousand UAH

Indicator value

Rank Indicator 31.12. | 31.12. | 31.12. | 31.12. |31.12.

2015 2016 2017 2018 | 2019
1 Own working capital 127228 | 93241 | 127228 | 89375 | 46503
2 Own and long-term borrowed sources 10685 7215 3030 | 154048 | 15511
3 The tota_l value of the main sources of 20016 | 23984 | 27200 | 30995 | 16457

inventories and costs

4 \F,’Vrgr"ljfr:g”ca;i‘;al inventories with |OWN | 144567 | 108422 | 144784 | 110572 | 70573
5 Ferf%”;g?o?/\tes;os%ﬁ (‘;"efisth ownand long- | jo541 | 19618 | 14526 | 13285 | 8559
6 fhré"r’r']‘;:?]gs (;E(;g:ss with the total size of |\ ' gqa, | 9045 | opasa | 9708 | 7613
7 Ratio of current assets with own funds 0,85 0,96 1,66 1,05 0,56
8 Ratio of own working capital of stocks 5,68 4,53 7,04 3,99 1,72
9 Equity maneuvering ratio 0,56 0,73 0,95 0,47 0,19
10 Fixed asset index 1,54 1,38 1,96 1,48 1,21
11 Long-term borrowing ratio 0,36 0,31 0,48 0,25 0,12
12 Real property value ratio 0,39 0,37 0,41 0,61 0,59
13 Coefficient of autonomy 0,46 0,38 0,39 0,51 0,64
14 Coefficient of financial dependence 2,01 1,86 2,54 1,93 1,55
15 Funding ratio 1,05 0,89 0,65 1,08 1,87
16 Shoulder of financial leverage 0,87 0,92 1,52 0,92 0,53
17 Interest coverage ratio 0,86 0,84 0,95 1,05 5,26

Source: developed by the author on the basis of the report "On the financial results”
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Appendix B 2.1

Table 2.5

The main technical and economic indicators of PJSC "Myrhorod Mineral Water
Plant" for 2017-2019

Rank

Indicator

31.12.
2017

31.12.
2018

31.12.
2019

2017/2018

2018/2019

Absolute
deviation

Relative
deviation

Absolute
deviation

Relative
deviation

Production
volume,
thousand un.

227970

256761,9

304091,9

28791,9

112,6

47330

11,21

Net income,
thous. UAH

352569

432422

518887

79853

22,65

86465

18,4

Cost of
goods  sold,
thous. UAH.

203957

294347

316458

90390

44,32

67111

30,7

Administrati
Ve expenses,
thous. UAH

48337

45599

10510

-2738

-5,66

-35089

-6

Sales costs,
thous. UAH

6564

7489

9378

925

14,09

1889

12,35

Total
production
costs, thous.
UAH

258858

347435

381346

88577

34,21

33911

25,5

from
thous.

Profit
sales,
UAH

93711

84987

137541

-8724

-9,31

52554

-3,4

Expenses per
1 UAH of
net income,
UAH

0,73

0,8

0,73

0,07

9,59

-0,07

8,75

Product
profitability,
%

36

24

36

-0,12

12

10

The average
number  of
employees,
people

383

397

394

14

3,65

-0,75

11

Labor
productivity,
thousand
UAH /
person

920,5

1089,2

1316,9

168,7

18,3

227,7

15,48

Source: developed by the author on the basis of the report *On the financial results”
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Table 2.7
SWOT-analysis of PISC "Myrhorod Mineral Water Plant"
External opportunities External threats
Probability of realization of | The impact of opportunities . The impact of threats on the
opportunit};e on the 1Pirm i RrahabHity of fhreats firm i
o 8 €| 3 | 3.8 £/ 3 | 3 e |3 8|3 | 3,8 £|3 -
g 5 8| & s 5 2| 8 5 2 3 5 2| 8 52 5 2| & 52
& o6E{ a>| 68 nBE{ &£>| 6F & 06EY ax O NBE| a=> oR!
1 2 3| 4=2x3 5 6 | 7=5x6 8 9 10 | 11=9x10 12 13| 14=12x13
1. Increasing 1. Reduction of
market share of the 7 0,6 4,2 7 0,8 5,6 the market share 6 0,4 2,4 6 0,2 1,2
enterprise of the enterprise
2. Expanding the 2. Reducing the
range by finding 8 0.7 6.4 9 0.8 7.2 product range 7 0.3 21 5 0.2 1
new types of raw
materials
3. Opportunities for 3. Insufficient
diversification 5 0.6 3 7 05 35 amount of 5 0.4 9 5 0.5 25
investment
resources
4. Formation of a 4. Insufficiently
positive image 8 0,4 3,2 6 0,5 3 effective work 3 0,6 1,8 4 0,5 2
with clients
5. Expansion of 5. Reducing the
market borders number of
(sale of goods not 7 0,9 6,3 8 0,6 4.8 suppliers of raw 3 0,6 1,8 3 0,4 1,2
only in the markets materials
of Ukraine)
6. Reducing the 6. Increasing the
number of 4 0,8 3,2 6 0,2 1,2 number of 4 0,5 2 3 0,8 2,4
competing firms competing firms

Source: developed by the author
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Table 2.6

PEST-analysis of external factors for doing business in Israel, 2020

Level of
Importance | impact on | Direction
Factors for the the of Importance
industry organizati | influence
on
1. Political and legal factors

1. Change of legislative acts 3 2 1 6
2. Influence of regulation of quarantine 4 4 1 16
norms
3. Tightness of state control over the

Nl . PA . 2 2 -1 -4
activities of business entities and penalties
4. Environmental problems 3 2 -1 -6
5. State regulation 1 1 1
Total -19

2. Economic factors
1. Changing the economic situation in the 4 4 1 16
country
2. Changing the level of income 4 4 1 16
3. Competition in the market 4 3 -1 -12
4. Change in the national currency 2 2 1 4
5. Investment climate in the country 2 2 -1 -4
Total 20
3. Socio-cultural and demographic factors
1. Changes in core values 1 { -1 -1
2_. _Changes in lifestyle and standard of 3 3 1 9
living
3. Attitude to work and rest 2 3 -1 -6
4. Demographic change 4 4 -1 -16
5. Religious factors 1 ¢ -1 -1
6. The influence of the media 3 3 -1 -9
Total -42
4. Technological and natural-geographical factors

1. Improving production technology 5 5 1 25
2. Sufficiently high innovation activity 4 5 1 20
3. De\_/elopment _of competitive 3 4 1 12
technologies for production
4. Access to technology, licensing, patents 3 3 1 9
5. Financing of research and development 4 4 \ 1 16

Source: developed by the author on the basis of Doingbusiness, 2020
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Table 3.2
Consolidated calculations
Pdexes Deviation Value
2020 2019 Absolutely | Relative%

g::nifrﬁit;‘(’:‘i?\fs; Oj fOrRig 19,41 5,69 13,72 341
Profit from export-import

operations 12504,61 4090,15 8414,46 305
Export-import costs 6444796 | 71841,02 | -7393,05 89
Profit from exports 2923,11 -4327,63 7250,73 -67
Profit from imports 9581,51 8417,78 1163,72 113
Export costs 49051,49 | 54305,71 | -5254,21 90
Import costs 15369,47 | 17535,31 | -2165,84 87
Revenue from exports for cash 51974,6 49978,07 1996,52 103
Revenue from imports 24950,97 | 25953,09 | -1002,12 96
Credit impact ratio 1,12 1,11 0,01 100
Sfrﬁerﬂé’fcféfﬁfﬁ?orts Uigglet 57938,01 | 55509,45 | 2428,56 104
Production cost 43601,33 | 48875,14 | -5273,81 89
Non-production costs 5450,16 5430,57 19,59 100
Average import price 11,45 10,86 0,58 105
Number of imports 2180,07 2389,45 -209,38 91
Contract cost of raw materials 13080,4 15205,6 -2125,2 86
Overhead 2180,07 2226,53 -46,46 97
Excise duties 32,71 32,58 0,12 100
Duties and customs duties 76,31 70,59 5,704 108
STJSBTS"” (Rsts D hebasiz 1199,03 | 1081,81 | 167,23 116
Loading and unloading costs 545,02 543,05 1,959 100
Warehouse costs 109,01 271,52 -162,53 40
Forwarding costs 174,41 260,66 -86,26 66
Insurance costs 43,6 65,16 -21,56 66
Other expenses 109,01 54,31 54,69 200

Source: developed by the author on the basis of the report "On the financial

results”
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Financial statements of PJSC "Myrhorod Mineral Water Plant" for 2015
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Bimorposest 1560 . 3
[ Tieesiin sobon mamms 308 E 5
JoBrooTpokosl KPNTE BaHEID 1310 - -
Tntuo i 30608’ waamn 1515 - -
Wirogmebie Py 3% - g ,
M 5 BETpAT Nep Iy 1521 -
Timomo inapaysaEEn 1323 - 3
Brerombng jpitomors 1526 - -
Crpaxoal pratpen 13530 - -
¥ TaMy THCII: 1531 - -
PELLYE BORTOCTROKCHI Yofon' NIuls
pedeps SUmIEIn alo posepl BRIAT 152 F =
1533 - -
[ TrpecTHII KoRTHAKTH T = 5
T, e e e 3 -
Poseps 28 JRCE-TIOTY lﬂ - -
¥ poapieon I 1598 5 .
T, WMo s’ Exwammits | Sallonsemomiy 7K
| Foporwoorpoxom: xpejee Gamcis. 1600
Besoe sagum 1603 -
| TISToRES KpeARTOPOLER 3ABOPTOREIOTS 38: \
ofopiut g 1610 31 -
TOREDY, POBOTE, NOGYTH 1613 12987 0072 \
PospaxyHRRME 3 CsomoToN 1620 2414 3238
Y TOMY UHOIL 3 B8 (pEGyTOE 1621 . - !
PORPAXYEREMA 3 CTPEYBSNEE 1625 01 218
3 omETE 1630 730 %69 |
| _Tiotoums EpemETOpaBEa 38 O/IEPIIHIME RBAEORME 1635 20 3 I
TIOTOMHR EpOARTOPGHER SEGOPTOBARICTS 4 POSPEKYREAL 5 YIACHREAMN 1640 F7) Sa007
[ Towozn spoawiop 5 ors 13 TP T 1645 30 198 \
T oo 3 HamEiono 1650 - g
(TToToam SaBoITr OHTHE lg 5032 Lk
[ Tieoct e Gy may 1663 - - i
(Binotpoteni xoMiolis] Z0x0HR BL nep 1670 - - |
Tt noTom: sobos'mern 1690 41 36
¥enoro s poandeom DI 1695 21 608 86 365 ¢
TV, 3olon’ samin, nos"ssail 3 seoloporeiein nichimemi, 1700 = - i
Q. OO/, TA CpyTamE sufiytes o
) owcl Nmart ipowy 1909 .
1900
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Appendix J

Hoaarox |
16 Hawonansioro nanosenns (cranfapry)
Byxranrepesxoro obnixy 1 "Jaraneh) suvors 10 ginancosoi ssitHOCT!"

Tepuropia TIONTABCEKA

Opransawifino-Npagosa GopMa rocnoIapoBaHEs

Buj ekoHOMIMHOT JIZABHOCTI

Cepenna KINBKICTL MpaliBHAKIB 1281

KOJH
Jara (pik, 1 3
ToBapncTBo "Mupropoacskiii 3aBoa MinepaasHux Bog” 3a ﬂwﬂ% %
3a 10900000
AKHIOHEpHE TORAPHCTBO 3a KO 230
BrpoGHHUTEC Ge3aNK0TONLHIX HANOIB; BUPOGHHITEO MIHEPATRHIX B0 Ta IHINWX BoI,  3a KBEJ]| 1107
POSIHTHX Y MIAWIKH
0535543674

Aapeca, Tenetpon

Minzasoacbka. ova 1, M. MHPITOPOJL TTOJITABCEKA o6n 37600

Oaunsus BUMIPY. THC. TpH. Oe3 1ecaTRoBOrO 30aKa (OKPIM posauty 1V 3piTy npo (inancosi pesynbTath (3eiTy npo cykynuui 1oxin) ((popma Ne2),

TPOLUOBL (IOKAZHHKH AKOI0 HOBOLATBECH B TPHBHAX 3 KOMIHKaMH)
Crnaneno (3poBATH Mo3ua4ky "v" y BIAMOBIAKIN KIITHHULY

3a NONOAKEHHAMH (CcTanfapTami) Gyxrantepeskore odniky

38 MIDKHAPOIHHMH CTAHIAPTaMi IHAHCOBOT 3BITHOCT

Bagauc (3siT npo ginancosuii cran)

Ha 31 rpyans 2018
®opwa Nel Koasa AKYVA 1801001 |
Kon Ha nouarox Ha xinenn
AKTHB pAAKA 3BITHOTO_nepioay 3BITHOIO mepioay
1 2 3 4
1. HeoGopoTHi akTuen

Hemarepiansni akTHen 1000 7394 6518

NEPBICHA BAPTICTL 1001 12 397 12 950

HAKOMHYEHA AMOPTH3ALIA 1002 5403 6432
HesapeplueHi Kanitaibi IHBeCTHL 1005 - -
OcHoBHI 3ac00H 1010 132093 148 650

NepBICHA BAPTICTh 1011 274 028 315582

3HOC 1012 141 935 166 932
THEECTHLLIIHA HEPYXOMICTD 1015 = =

ITepricHa BapTICTE IHBECTHUIAHOT HEPYXOMOCTI 1016 - -

3HOC IHBECTHIIIHOI HEPYXOMOCTI 1017 - -
JloBroctpokosi Gi010r4HI AKTHBH 1020 u -

IlepricHa BapTICTh NOBTOCTPOKOBHX GI0IOTIMHHX AKTHBIB 1021 - -

HakonuueHa aMopTH3ais 10BrocTPOKOBHX G10N0MHHX aKTHEIR 1022 - -
HorrocTpokosi (hinaHCcoR IHBECTILT

AKI 0GIKOBYIOTCA 32 METOIOM YHACTI B KamiTaii

IHWHX HIIPHCMETB. 1030 - -

IHLI (PIHAHCOBI IHBECTHU 1035 312 312
JosroctpokoBa neGitopeska 3a00proBaHicTh 1040 = B
BigcTpoueni N0AaTKOBI aKTHBH 1045 4569 4200
Tyaein 1050 - -
BiAcTpoteni akBI3MUIiHI BHIPATH 1060 < -
3AIHLIOK KOWITIB Y HEHTPANI30BaHHX CTPAXOBKX PesePRHHX (oHIax 1065 - -
Inwi HeoBOPOTHI AKTHEH 1090 - -
Yeboro 3a pozmiaom I 1095 144 398 159 680

1L OGoporri akTHEN

3anacH 1100 29 863 35843
BupoGnnui 3anack 110] 28634 33533
Hesasepinene BHpoGHHUTEO 1102 - -
I'cToBa npoayxuwis 1103 1229 2310
Tosapn 1104 - -
[oTo%HI BI0/IOTI4HI AKTHRH 1110 - -
JlenosnTii NepecTpaxyBaHHA 1115 - -
Bewceni ojiepxan 1120 - -
JlebiTopenka 3aB0ProBaHICTE 33 NPOAY KLU, TOBAPH, POBOTH, TIOCAYTH 1125 = =
JleGiTopeska aDOProBAHICTE 33 PO3PAXY HKAMU®

32 RUIAHHMH aBAHCAMH 1130 5003 & 468

3 BlOTHETOM 1135 730 -

¥ TOMY HHCJI 3 NOJATKY Ha NprYTaK 1136 730 -

JleBitopcbka 3a60propanicTs 32 pOIPAXYHKAMH 3 HAPAXOBAHHX N0XOIR 1140 - 1

JebiTopebia 3a60propanicTs 3a poIPaXyHKaMH i3 BHYTPIlIHIX PO3paxyHKIR 1145 116 026 75 467
[nma noTouHa 1e6iTopebka 3a60proBaHICTh 1155 98 98
[ToTouH! (iHAHCOBI IHBCCTHINT 1160 - -
T'powi 1a iX ekBIBRICHTH 1163 1529 1114
Torieka 1166 - -
Paxyikn B fankax 1167 13529 1114
Butpatn MafiéyTHiX nepiogis 1170 - -
YacTKa MepecTpaxoBMKa ¥ CTPAXORHX pesepaax 1180 - -
¥ TOMY 4HCITI B 1181 - -
| pe3epBax JOBTOCTPOKOBHX 30008 A3aHE
peseprax 30iTkiB ab0 pesepBax HATKHHX BATUIAT 1182 = -
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pesepax HezapoGIeHix npemii 1183 - -
THIIHX CTPAXORHX Pe3¢pBax 1184 - -
THuw 060POTHI AKTHBH 1190 846 1 060
¥Yeworo 3a pozginow 11 1195 154 095 122 051
1L HeoSopoTHi AKTHBH, YIPHMYBAHKI JL13 NPOIAMKY, T4 IPYIEA BABYTTS 1200 - -
Banzue \ 1300 298 493 281 731
Hacus Kon Ha nouarok Ha wineun
pPRIKa 3BITHOTO NEPioay 3BITHOIO nepiogy
1 2 3 4
L. BaacHuii Kanitaj
3apeccTpoBatyi (1 Kanitan 1400 21 474 21474
BHECKH 110 HE3APECCTPOBANOTO CTATYTHOTO KariTany 1401 - -
Kaniran y 100LiHKax 14035 - -
JlonarkoBuii kanitan 1410 3 669 3 669
Ewmicifinuii 1oxin 1411 3648 3648
FHakoniueni Kypcosi pisnnui 1412 - .
Pesepaunii kanitan 1415 3221 3221
Heposn il npuBy oK (| KpHTHH 30HTOK) 1420 189 764 229223
Heonnauenwi kanitan 1425 - - )
Bunyennii kamitan 1430 - - )
KL pe3epBH 1435 - -
¥Yeboro 3a posainom 1 1495 218 128 257 587
I1. lonrocTpokoBi 30608’ a3aHNs | 3abesncucuns
Biacrpoueni nejarkosl 30008 a3a8H: 1500 -
Tenciini 30608 A3anHA 1505 - -
JIoBrOCTPOKOBI KpeaHTH Gatkis 1510 - -
Iniwi 10BrocTpoKORI 30608 A3aHHA 1515 - -
Jlosrocrpokogi 3afesneyenns 1520 - -
JoBrocTpokosi 3adesneueHHa BHTpaT nepeoHany 1521 - -
Hinsose dinakcy sanis 1325 - -
EnarojifiHa JonoMora 1526 - -
(CTpaxoBl pe3epsn 1530 - -
¥ TOMY YHCIL: 1531 - -
Pe3epB JOBTOCTPOKOBIX 30608 43aHE
peseps 30MTKIE 200 peseps HANCKHAX BUNAAT 1532 - -
3¢PB He3apoOneHHX mpeMiii 1533 - -
IHLLIL CTPAX0BI PE3EPBH 1534 - -
[HBECTHUIHHI KOHTpAKTH 1535 - -
Tpusosnii fona 1540 -
Peseps Ha BUIIATY JREK-NOTY 1545 - -
¥eworo 3a posaiitom 11 1595 - -
1L Torouni 30608’ a3anns i 3alie3neseHHn
KopoTkocTpoKOoB! KpeakTH BatKip 1600 - o
Bekcen BuaHi 1605 - -
Totouka kpeHTopeska 3ab0pPToBaHICTL 3a
AOBIOCTPOKOBHMI 3000B' S3aHHAMI 1610 - -
TOBApH, poGOTH, NOCTYTH 1615 20072 10 420
PO3paxy HKAMH 3 DIOLKETOM 1620 3238 4159
¥ TOMY 9HCJI1 3 IOAATKY HA NpHOY TOK 1621 - 381
PO3Paxy HKAMH 31 CTPAXYBAHHSA 1625 218 296
PO3paxyHKaMmH 3 OTIaTH npari 1630 869 1072
TMoTouua kpeanTopcLKa 3a00ProBatIcTE 3a OIEPXAHNMH ABAHCAMH 1635 5 2
IloTouna KpeaNTOPCHKA 3a00ProBaHicTE 32 PO3PAXYHKAMH 3 YHaCHUKAMH 1640 50 007 37
TMorouna kpeauTopchKa 3a60ProBaNICTb i3 BHYTPIUKHIX POFPAXYHKIB 1645 198 5
TToTouHa KpeAMTOPChKa 3a00ProBaHICT 33 CTPAXO0BOK JIA/LHICTIO 1650 = A
IMTotouni sabeanesenis 1660 5724 8 080
Hoxoau MaiiByTHix nepiogis 1665 - -
Biactpoueni koMiciiili J0OX011 B NEPecTPax0BHKIR 1670 - -
T noTodMm 30608 A3aHHA 1690 36 73
¥eworo 3a posaiziom 111 1695 80 365 24144
1V, 30608 a3anHs, N0B’ 73311 3 H1C0GOPOTHHMH AKTHBAMH, 1700 - -
YTPHMYBAHUME 115 TIPOJAKY, TA TPYNaMH BHOYTTR
L BAPTIiCTH SKTHBIB 0 neneifiHoro pouay 1800 - -
1500 298 493 281 731

Kpsazuer Kocrautun Hpiiiosuy

Yepenwona Basentnna Hpiipna

g
Wrod e

]
\jnpmky Béma CHOMY LEHTPAlIbHHM OPraHOM BHKOHABHOI BIAMN, WO PEATI3VE ACPAABHY MOIITHKY ¥ Cdiepi CTATHCTHEN.
)
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Hinnpuemcrso

JHoparox 1

o H

M

Mpusarne Akuionepie Topapsereo "Mupropoicskuii 3aBoa Mikepaannux sox’

Teputopis TTIONTTABCBKA

Oprauizauiifno-npasoea GopMa rocnofiapropasig

Bua exosomiuHoi NiANbHOCTI

Cepenns KinbKiCTs NPALIBHHKIB !

oro PTY) .
Byxrantepcrkore ofniky | “3araibki srMOTH 10 hinancosoi 3BiTHOCT"

5310900000
AKUiOHEPHE TOBAPHCTRO 3a KOTI®I 230
BupoGHHITBO Ge3aAKOroNbHEX HaNois; BHPOGHULTEO MiHepanbHuX BoA Ta inwux po, 3a KBEJ 11.07
POINKTHA Y NAAUIKH
265
0535543674

Anpeca, Tenedon

Bynaus Minzasoaceka, 6yn 1. m MHPIOPOJL TIOJITABCEKA o6, 37600

Onununs BuMipy: THE. rpH. 6es necaTkosoro sHaka (okpim posniny IV 3eiTy npo dinancosi peayarrary (38iTy npo cykynuail poxim) (hopma Ne2),

TPOOBI IOKAZHWKH AKOT0 HABOJIATLCS B FPWBAAX 3 KOTi HKamu)
Crnagetio (3poGRTH Do3HAYKY "V" Y BIANOBIRHIH KniTHHL):

33 MONOMEHAAMH (CTAHIAPTAMK) ByXrantepcrkoro obmiky

33 MDKHAPOJIHUMI CTAHIAPTAMM (HHaHCOBOT 3BITHOCTI

B (3eir wpo ¢i CTaH)
HA 31 rpynns 2019 [
Popma Nel Kop sa Jll\’)',lq 1801081
Kon Ha nouarox Ha ineur
AKTHB DpAIKA IBiTHOrO nepiogy 3BiTHOTO i
1 2 3 4
1. HeoBopoThi akTHBH

HematepiansHi akTHBH 1000 6518 5 691

TIEPBICHE BAPTICTE 1001 12950 12 984

HAKOMWHEHA AMOPTH3AIL & 1002 6432 7293
Hesanepuwieni kanitanei inpectuuit 1005 1433 557
OcHosHI 3ac06m 1010 148 881 121 578

NiepBICAE BAPTICTh 1011 314 904 285 183

3HOC 1012 166023 163 605
InBECTHIIRA HEpYXOMICTE 1015 - -

TlepBicHa BAPTICTE IMBECTHLIAHOT HepyXOMOCT 1016 3 3

3Hoc iHBECTRILIHHOT HepyXOMOCT 1017 - -
Hosrocrpokosi GionorivHi aKTHBH 1020 - -

TlepRicHa BAPTICTE IOBFOCTPOKOBHX GIOMOTIHIX AKTHBIB 1021 2 S

Hakonuyena aMopTH3aUis TOBCOCTPOKOBIX BiONOTIYHHX aKTHBIR 1022 - -
HoerocTpokosi dinancos] iHBeCTRI;

ki 06NIKOBYIOTBCH 3& METOAOM YYacTi B Kanitani

THLHX NIANPHEMCTA 1030 - -

A inancoBl IHBECTHIIT 1035 312 312
JlosrocTpokosa nebitopchka 3a6oprosaticts 1040 - 13
Bincrpoueni nogatkosi aKTHeK 1045 4238 4791
Typsin 1050 - =
Bincrpodeni akpisuiiiigi BUTpath 1060 - -
3anWIToK KOINTIR ¥ UEHTPANi30BaHAX CTPAXOBHX PEICPBHIX (oHmax 1065 - -
Inmi HeoGopoTHi akTHBR 1050 138 138
Ychoro 3a poainom | 1095 161 520 133 080

11, OGoporHi aKTHBH

Sanacu 1100 35496 27 401
Bupobuuui 3anacu 1101 33 186 26311
He3zasepiene BUPOOHHITEO 1102 - -
ToToBa NpoyKuUis 1103 2310 1090
Topapu 1104 - =
[ToTo4Hi Bionoriyxi akTHEH 1110 = =
leno3nTa nepecrpaxyBaHHs 1115 - -
Bekceni ofepokaui 1120 - -
Hebitopceka 3abopropadicTh 3a NPOAYKUIO, ToBapH, poGOTH, 0TIy} 1125 - -
LefiTopeska 3a60proBadicTs 33 po3paxyHKaMu:

33 BHIAHUMA aBaHCaMK 1130 7758 4 663

3 GrofKeTon 1135 1059 1570

y TOMY 4HGIIi 3 OFATKY Ha OpHOYTOK 1136 - -

JlebiTopcska 3a60propanicTh 3a PO3PaxXYHKaMI 3 HAPAXOBAHWX TOXO0AIB 1140 1 1

JlebiTopcrka 3a60propaHicTh 3a POIpaxyHKAMH 3 BHYTPILIHIX PO3PAXYHKIB 1145 75 467 232477
[Hma noTouna AeBiTOPCHKA 3a00ProBaHicTh 1155 98 117
Totousi inaicoi iHBeCTHILT 1160 = =
['powi Ta ix exoiranentn 1165 1114 17903
[orisxa 1166 - -
Paxyskn B Gankax 1167 1114 17 903
BuTpatis MalibyTHIX nepionis 1170 - -
YacTka epecTpaxoBuKa ¥ CTPaXonux peaeprax 1180 - =
¥ TOMY HHCII B! 1181 - a
pesepBax JOBrOCTPOKOBHX 30008’ A3aHE
peseprax 36ATKiB abo pe3eppax HANTCKHWX BUNIAT 1182 - -
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'p:epsax He3apoGIeHuX npemift 1183 F -
|HUIMX CTPAXOBHX PEISPBAX 1184 - -
lkwi oGopoTHi akTHEH 1190 - -
Yeworo 3a p 1§ 1195 120 993 284 132
111. HeofiopoTHi AKTHBY, YTPHMYBai 1S 1P ¥, Ta rpynu BuGyTTs 1200 - -
Bananc 1300 282 513 417212
IMacue Kon Ha nouartox Ha winenn
PHAKA IBITHOTO Nepiony 3IBITHOrO Nepinny
1 2 3 4
1. Baachuii kaniran
3apecctpopannii (nafosuii) kanita 1400 21474 21 474
Breckn 10 He3apeecTpoBAHOTD CTATYTHOrO Kanitany 1401 - -
Kanitan y noouinkax 1405 ~ *
HonaTkoBuH KarmiTan 1410 3 669 3 669
Emicitinuii noxig 1411 3648 3 648
Hakonuueni kypcosi pisuumi 1412 i -
Pesepeanit kanitan 1415 3221 3221
Heposnoxineswii npr6YTOK (HenokpuTHii 36HTOK) 1420 229011 297 244
Heonnauennii kaniran 1425 - Y| -
Brnyyenwit kanitam 1430 - Al G -
Inii peaepen 1435 - -
Ycnora 1a posi I 1495 257375 325 608
11 Josrectpokosi 30608 A3aHHR i 320e3ncdcHRN
Bincrpoveri nonatkosi 30608 s3aHHS 1500 - -
IMenciitni 30608’ 13aKHA 1505 - -
| JoBrocTpoKoBi KpenHTH Bankis 1510 - -
IHwi goBrocTpokoBi 30608’ R3aHHA 1515 344 1006
JlosrocTpokoBi safeaneuenna 1520 - -
TlosrocTpokoni 3a0eaneueH s BHIPAT nepconany 1521 - -
[linvoBe HiHaHCYBaHHA 1525 - -
Enaroniiiia monomMora 1526 - -
Crpaxoni pe3epsy 1530 - -
¥ TOMY U 1531 - -
pedepB LOBroCTPOKOBIX 30608 4331k
pe3sps 30MTKiz a6 peseps X BUNAT 1532 - -
| peseps He3apoGiienux npemii 1533 - -
IHIII CTPaxXoBI pesep 1534 = -
THBECTHIINHI KOHTPaXTH 1535 - -
[pu3onnit osn 1540 - -
Pe3eph Ha BUNIATY INEK-NOTY 1545 = E
¥choro 3a Posi. T 1595 344 1 006
ITL IToTouni 30608’ w3aung i 1a6eineuenns
KopoTkocTpokosi kpeuTi bankin 1600 - -
Bekceni sunasi 1605 - -
TloTo4na KPEARTOPCEKa 3a60proRamicTs 34
JIDRroCTy 30608's 1610 631 357
ToBapH, poboTh, nocnyrH 1615 10 439 13279
po3paxyHKamu 3 GromwkeToM 1620 4159 13610
¥ TOMY SHCTI 3 TIOATKY Wa mpuGyToK 1621 581 5140
DO3paXyHKAMH 31 CTPaxXyBaHHs 1625 296 340
pO3paxy HKaMH 3 OTIATH Npaui 1630 1097 1364
[MoToyHa kpeTopeka 3a60proBadicts 3a oepkannMH aBaHCAMK 1635 2 =
TloToYHa KPEAUTOPCLKA 3a00ProBanicTh 32 POSPAXYHKAMA 3 Y 1640 I, 50 020
IMorouna kpeUTOPCLKE 3360pProBasicTs i3 BHYTPILUHIX PO3paxyHKis 1645 5 348
TToTouHa KpeRrTOPChka 3a60proBalicTh 3a CTPAXOBOH NiFNEHICTIO 1650 - -
TloTouHi 3a6esnedeHHs 1660 8 080 11233
JloX0An MaltByTHIX nepionin 1665 - -
Binctpoyesi KOMICIfini 110X0AU BiN nepectpaxosukia 1670 - -
THwi noTouHi 30608'33aHH5 1690 48 47
Ychoro 3a posii I 1695 24 794 90 598
IV. 3060’ s3anna, nos’s3ani 3 HeoGOPOTHHMY AKTHBAMM, 1700 - -
YTPUMYBARWMA AR DPOAXKY, TA rpymamu subyrrs
V. Yncra BapTicTE AKTHBIB ro nenciftnoro douay 1800 - -
bananc ¢ 1900 282 513 417212

Kpnxes Kocranran Opiiliosna

wr
'({'Hcf

Yepenxona Basenruna I0piiena

ANKY, BCTAHOBNCHOMY LEHTPANLHUM OpPTaHoM BUKOHABYO! BNAJH, [0 pea.ln'ayc AepAaBHy [[Mi'l"MK}‘ Y c¢epi CTATUCTHKH
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