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In the first section, the study analyzes the theoretical foundations of enterprise
brand management based on marketing principles. It examines classical and modern
approaches to branding, emphasizing the strategic role of marketing in shaping
brand value, recognition, and consumer loyalty in a competitive market
environment.

The second section presents an analytical overview of the Ukrainian
confectionery market and provides an in-depth evaluation of the performance of
«Roshen Podillia» LLC. This includes an assessment of current market conditions
and trends, general economic indicators, and a detailed characterization of the
company’s brand management policy. The section also investigates how the brand
Is positioned in the regional market and identifies internal and external factors
influencing its image and competitiveness.

The third section focuses on the development of a set of practical marketing-
based measures to improve the brand management of «Roshen Podillia» LLC. These
measures address key challenges in digital brand positioning, refining customer
loyalty programs, and community engagement. The proposed improvements aim to
strengthen the company's online presence, foster environmental responsibility in
brand communication, and develop social initiatives that reinforce brand identity
and stakeholder trust.

The recommendations developed in the study were presented for
implementation to improve the brand management system of «Roshen Podillia»
LLC and enhance its strategic market positioning.
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Introduction

In the current conditions of the competitive confectionery market, the brand
plays a key role in shaping consumer preferences, ensuring product recognition, and
creating long-term value for the enterprise. Effective brand management not only
helps consolidate a company’s market position but also fosters an emotional
connection with consumers, which is critically important in the segment of impulse
goods, such as confectionery products. Amid growing competition, assortment
expansion, and shifting consumer priorities, the marketing-based brand management
strategy becomes a powerful tool for ensuring the sustainable development of the
enterprise.

The relevance of the topic is determined by the need to improve brand
management efficiency in a constantly changing market environment, the growing
role of emotional and value-based brand characteristics in consumer product
choices, as well as the high saturation and dynamism of the confectionery market.
The modern consumer expects not only a high-quality product but also an authentic
brand that aligns with their values, lifestyle, and aesthetic preferences. This creates
the need to develop and implement marketing approaches to brand management that
take into account the behavioral characteristics of target audiences, the influence of
digital communication channels, and the importance of brand social responsibility.
Studying this topic will help identify practical tools and conceptual foundations for
improving the brand strategy of an enterprise in the confectionery production sector.

Various aspects of brand formation, management, and transformation in the
context of the dynamic confectionery market have been studied by both domestic
and foreign scholars. Among them, the works of A. Danilyuk, N. Dubovyk, L.
Kychenko, T. Yankovets, A. Dembytska, M. Lyshenko, K. Yahelska, and D. S.
Fayvyshenko, as well as international researchers such as D. Aaker, F. Kotler, S.
Budiman, B. Ibrahim, M. Nuseir, and T. Samarah, deserve special mention. Their

research covers a wide range of issues, including brand management, digital
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branding, emotional brand positioning, the impact of social media on brand loyalty,
and the role of branding in ensuring sustainable enterprise development.

Despite the substantial theoretical coverage of the topic, the current
transformation of markets and consumer behavior, the growing need for brands to
adapt to digital trends, and the increasing emphasis on emotional brand value and
social responsibility underscore the necessity for renewed research. This is
especially relevant for enterprises operating in the Ukrainian confectionery market,
such as Roshen Podillya LLC, which aim to maintain their market positions while
improving branding tools under the conditions of competition and war.

Therefore, further research into theoretical, methodological, and practical
approaches to enterprise brand management based on marketing principles is highly
relevant. It will facilitate the development of effective tools for brand growth
focused on values, digitalization, and long-term consumer loyalty. These
considerations have determined the choice of the topic for this master’s qualification
thesis, as well as its purpose, object, and subject of research.

The purpose of the master's thesis is to substantiate the theoretical foundations
and develop practical measures for improving enterprise brand management based
on marketing principles, taking into account the conditions of the confectionery
market, the influence of digital transformation, the growing importance of customer
orientation, and the increased need for brand differentiation.

To achieve this goal, the following objectives were set:

— to analyze theoretical approaches to enterprise brand management based on
marketing principles;

— to conduct an analytical study of the activities of «Roshen Podillia» LLC in
the Ukrainian confectionery market;

— to characterize the brand management policy of «Roshen Podillia» LLC;

— to develop a set of measures aimed at improving the brand management of
«Roshen Podillia LLC» based on marketing principles.

The object of the research is the brand management processes of the enterprise

within the confectionery market.
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The subject of the research is the theoretical and methodological foundations
and practical tools for improving enterprise brand management based on marketing
principles, using the example of «Roshen Podillia» LLC.

The theoretical basis of the master's qualification work includes the scientific
works of domestic and foreign researchers on brand management, marketing
strategy, consumer behavior, and competitive positioning, as well as relevant legal
and regulatory acts of Ukraine and international branding standards.

The research methodology involves the use of general scientific and
specialized methods, such as system analysis, marketing diagnostics, SWOT
analysis, comparative and benchmarking analysis, graphic and tabular methods,
expert evaluations, and generalization. Data processing and visualization were
conducted using modern digital tools and software.

The informational base of the research included analytical and marketing
materials of «kRoshen Podilliay LLC, statistical data from the State Statistics Service
of Ukraine, scientific publications by domestic and international scholars, corporate
reports, materials from scientific-practical conferences, and analytical reviews of the
confectionery market.

The scientific novelty of the master’s qualification thesis lies in the
development and justification of a system of brand management measures for a
confectionery enterprise, grounded in modern marketing approaches. The proposed
model enhances the strategic positioning of the brand through the integration of
digital promotion tools, the development of customer loyalty programs, and the
implementation of customer-centered communication channels. Based on the case
of «Roshen Podillia» LLC, the study introduces a conceptual framework for
improving brand perception and building emotional brand value in a highly
competitive market environment.

The practical significance of the research results lies in the development and
substantiation of a comprehensive set of marketing measures aimed at enhancing the
brand management system of «Roshen Podillia» LLC. These measures encompass

three key areas: digital transformation, optimization of customer loyalty programs,
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and activation of social initiatives. Specifically, the implementation of an integrated
digital strategy will enhance the brand's online presence; the use of personalized
loyalty programs will strengthen customer relationships; and the execution of
regional social projects will deepen the emotional connection with the target
audience. The application of these measures will improve brand recognition, bolster
consumer loyalty, and strengthen the company's competitive position in the
confectionery market.

The main provisions of the research were presented and discussed during the
XIX International Scientific and Practical Conference «Marketing Technologies in
the Context of European Integration Processes», December 19-20, 2024,
Khmelnytskyi: KHNU (Appendix A).

Based on the research results, a scientific paper was published with a total
volume of 0,5 printed sheets [49].

The master's qualification thesis, comprising 87 pages, consists of an
introduction, three chapters, conclusions, a list of 50 references, and one appendix.

The work includes 14 figures, 10 tables, and analytical calculations.
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1 Theoretical approaches to enterprise brand management based on marketing

principles

In the context of global market development, the brand acquires a
multidimensional significance: it serves not only as a means of product or service
identification, but also as a strategic communication tool with the audience, an
element of corporate identity, and a factor of consumer trust. Contemporary
academic research interprets the brand as a complex system that encompasses both
tangible and intangible components — such as symbolism, values, perceptions,
consumer experience, and emotional engagement.

According to the definition by Philip Kotler, a brand is interpreted as a
company's promise to deliver expected product or service quality, aimed at fostering
consumer trust [21].

I. Lysenko and A. Ponomarenko emphasize the brand’s function as a
navigational tool that simplifies consumer choice among numerous alternative
offerings [27].

In Ukrainian academic discourse [7; 10; 21; 27; 31; 46], several key
approaches to understanding the essence of a brand have been formed:

— the brand is viewed as a combination of sign-symbolic systems and
cognitive representations in the consumer's mind,;

— emphasis is placed on the combination of legally protected elements with
emotional characteristics;

— the brand is seen as playing a role throughout the entire product life cycle,
serving as a tool for maintaining long-term customer relationships;

—the brand is defined as a strategic guideline that determines the directions of
enterprise development;

— the financial value of the brand is emphasized as an intangible asset that

influences the capitalization of the business.
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Thus, the synthesis of various scholarly perspectives allows the brand to be
regarded as a dynamic, multi-vector category that integrates economic, marketing,
legal, psychological, and communicative dimensions. Its strategic significance lies
in the ability to generate long-lasting associations, foster customer loyalty, and
provide the enterprise with sustainable competitive advantages in the long run.

The deepening of scholarly understanding of the nature of a brand is
accompanied by the development of conceptual approaches to its management.
From the standpoint of modern marketing, a brand is considered a valuable asset that
requires strategic coherence, flexibility, and continuous adaptation to changes in the
consumer environment. The theoretical substantiation of brand management makes
it possible to distinguish several key approaches, each of which focuses on a specific
aspect of brand value creation and maintenance.

One of the most widespread is the classical approach, which emphasizes the
management of a brand’s visual identity. The brand image is shaped through such
elements as the name, logo, color scheme, corporate style, typography, and other
attributes that ensure recognizability in the marketplace. The goal of this approach
IS to create a stable and unambiguous perception of the brand, associated with
quality, reliability, and professionalism. Typical tools of the classical approach
include a brand book, standardized positioning, and formalized communication
templates [7; 36].

Another important perspective is the emotional approach, which centers on
fostering an emotional bond with the brand. This approach involves not only the
creation of a rational brand image but also the development of a strong emotional
connection with the target audience. By employing storytelling, associative visuals,
socially oriented initiatives, and value-driven messages, the brand transforms into a
symbol of a certain lifestyle or even becomes integrated into the consumer’s personal
identity. The capacity to generate emotional resonance is considered a critical
determinant of the brand’s long-term success [5; 13].

While the emotional approach is based on intuitive perception, the functional

approach, by contrast, operates through rational criteria of consumer choice. It
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focuses on the practical value of the brand, including product quality, reliability,
innovativeness, convenience, and cost-effectiveness. Key tools in this approach
include the development of a unique selling proposition (USP), product quality
certification, and an emphasis on technical characteristics that provide a competitive
advantage [36].

Another relevant perspective is the customer-oriented approach, which arose
from the growing necessity to understand consumer expectations and behavior more
deeply. Within this framework, the brand is seen as the outcome of personalized
interactions with customers, facilitated by the implementation of CRM systems,
analysis of customer data, loyalty initiatives, and personalization technologies. The
core idea is that the brand’s success is determined by the value perceived by the
consumer, and therefore, brand strategy should be fundamentally aligned with the
interests and needs of the end user [32; 40; 46].

The development of omnichannel communication has led to the formation of
the integrated approach, which is based on the combination of all available
communication tools — both offline and online. This includes the synchronization of
advertising, public relations, digital channels, events, partnerships, and in-store
branding. Such coordination ensures consistent brand positioning and increases
audience reach through unified content, visual style, and communication tone [15;
44].

Further elaborating a holistic view of brand management, scholars have
introduced the systemic approach, which regards the brand as a complex multi-level
construct. It encompasses both external components (such as positioning, reputation,
and image) and internal dimensions (such as company values, corporate culture,
employee behavior, and leadership style). A systemic understanding implies the
integration of the brand into all functional subsystems of the enterprise and ensures
sustainable brand development through the alignment of strategic and tactical
decisions.

Completing the spectrum of contemporary brand management concepts is the

digital approach, which reflects the transformation of branding practices in the
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context of an evolving digital environment. Brand management in the online space
involves the application of digital communication channels, consumer behavior
analytics, mobile platforms, and automated services. Key tools include SEO
optimization, social media marketing (SMM), email campaigns, mobile apps,
chatbots, personalized scripts, and CRM systems. These instruments enable brands
to promptly respond to consumer behavior, develop flexible communication
strategies, and achieve a high level of audience engagement [15; 21; 23].

The synthesis of modern scholarly approaches to enterprise brand
management allows for the systematization of key brand management vectors based
on criteria such as focus of influence, instrumental toolkit, and theoretical

justification. The corresponding typology is presented in Table 1.1.

Table 1.1 — Approaches to enterprise brand management and the scholars who

substantiate them

Approach Core branding characteristics Typical tools
Classical Identity, visual integrity, Logo, brand book, corporate
standardization style, positioning
. Emotions, symbolism, lifestyle, | Storytelling, brand characters,
Emotional . y y .yt g
narratives social engagement
. Rational value, quality, USP, demonstration of benefits,
Functional . . e .
innovativeness certification

CRM systems, customer

Personalization, interaction, . . :
satisfaction studies, loyalty

Customer-Oriented

loyalt
yalty programs
Diaital Online interaction, omnichannel | SEO, SMM, chatbots, email
g presence, analytics marketing, mobile applications

Source: compiled by the author based on [5; 13; 15; 16; 21; 23; 44; 47]

Analysis of the approaches summarized in Table 1.1 demonstrates the
multidimensional nature of brand management within the contemporary marketing
environment. Each of the outlined frameworks — classical, emotional, functional,
customer-oriented, and digital — emphasizes different facets of the brand, ranging

from visual identity to emotional engagement and behavioral interaction with
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consumers. Theoretical justification of these approaches enables the development of
an adaptive brand strategy tailored to market specifics and target audience
characteristics. The most effective results are generally achieved through the
integration of multiple approaches, which ensures consistent, personalized, and
omnichannel brand positioning in the context of digital transformation.

Brand management in the modern marketing context is viewed as a complex,
multifactorial process grounded in the strategic deployment of a system of tools
aimed at creating unique positioning, coherent communication, and a lasting
emotional connection with the customer. Within the framework of brand
management optimization, the selection of a relevant set of marketing instruments
becomes crucial for achieving both effective product promotion and the
enhancement of the brand's emotional capital.

The analysis of scholarly literature and applied concepts provides grounds for
classifying marketing tools for brand management according to their functional
purpose, implementation channels, brand life cycle stages, and level of
personalization [5; 15; 16; 44]. The key tools that ensure the comprehensive
operation of a brand include brand positioning, brand identity systems, image and
PR communications, loyalty programs, content strategies, CRM technologies, and
digital interaction formats (Figure 1.1).

One of the fundamental tools of brand management is brand positioning,
which involves clearly articulating the brand’s place in the market and in the
perception of the target audience. Effective positioning highlights the brand’s unique
characteristics that distinguish it from competitors, reduce price sensitivity, and
establish a consistent perception of the brand as a carrier of specific value.

Another essential component is brand identity, which includes visual, verbal,
and semiotic elements such as the logo, corporate colors, slogan, typography, and
packaging design. This identity serves not only as a tool for brand recognition but
also as a fundamental platform for conveying the brand’s values consistently across

all points of interaction with the audience.
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Brand power Brand name

Brand positioning

Brand value

indicators

Brand identity

Marketing tools for

brand building and
promotion

Brand

Brand quality associations

Brand image

The brand
loyalty programs

Brand
awareness

Figure 1.1 — Marketing tools for brand building and promotion
Source: compiled by the author based on [5; 7; 10; 13; 15; 16; 20; 21; 23; 36; 44; 47]

Brand image management represents a critical aspect of branding,
encompassing both public perception and reputational context. The brand’s image
iIs shaped by communication policies, service quality, media presence, and
participation in social initiatives. Effective public relations (PR) strategies can
significantly enhance brand reputation, particularly in crisis communication
scenarios.

An integrated communication strategy involves the use of ATL (above-the-
line), BTL (below-the-line), and TTL (through-the-line) marketing tools — including
advertising, promotional campaigns, direct marketing, event branding, and co-
branded activities — which contribute to consistent brand messaging for both broad
and segmented audiences. Alignment in stylistic elements, messaging, and visual
content enhances engagement and fosters trust in the brand.

Current marketing conditions necessitate the implementation of content

marketing, which entails the creation and distribution of relevant, valuable, and
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engaging content that serves informational, entertaining, or educational purposes.
This includes blog articles, videos, podcasts, and thematic social media posts.
Content plays a vital role in sustaining interest in the brand, its values, and its
aesthetics [13; 47].

Another important tool is the implementation of customer loyalty programs,
aimed at fostering long-term relationships with consumers. Such programs can take
the form of point accumulation systems, discount cards, membership clubs, or
personalized incentives. These mechanisms encourage repeat purchases by
providing added value, with studies indicating that a significant majority of
consumers are more likely to remain loyal to brands that offer clear, tangible benefits
for ongoing engagement [32; 40].

CRM systems serve as the foundation for automating customer interactions,
collecting and analyzing consumer behavior data. These tools enable brands to
generate personalized offers, manage conversion rates, and improve service quality.

In the digital age, an increasingly significant role is played by digital tools that
facilitate brand communication through online channels. These include social media
marketing (SMM), search engine optimization (SEQO), email marketing, mobile
applications, chatbots, and web analytics. The use of such tools ensures
responsiveness, accurate targeting, real-time feedback, and measurable outcomes
[15; 44].

The selection and combination of branding tools are closely linked to the
brand’s development stage, requiring strategic adaptation over time. In the creation
phase, the emphasis is placed on defining positioning, developing visual identity,
and launching initial advertising campaigns to build awareness. As the brand
transitions into the growth stage, the focus shifts toward content strategy,
engagement through social media platforms, and influencer marketing to expand
reach and strengthen emotional connections with the audience. During the maturity
phase, attention is redirected to customer retention efforts and periodic renewal of

value propositions to sustain relevance and competitiveness. In the transformation
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stage, rebranding, repositioning, and digital modernization become essential to
respond to changing market dynamics and consumer expectations.

The most effective branding practices involve a synergistic use of these tools
within a unified marketing strategy. Brands that successfully integrate
communication channels with CRM systems and consumer data analytics are more
likely to achieve higher rates of repeat purchases, enhanced customer loyalty, and
sustained market trust.

Brand management is implemented through a structured set of marketing tools
that span all stages of consumer interaction — from identity formation to loyalty
stimulation and performance monitoring. A structured overview of these tools is

presented in Table 1.2.

Table 1.2 — Classification of marketing tools for enterprise brand management

.Area of Marketing tools Core functions Implementation
influence examples
1 2 3 4
Brand Name, logo, slogan, | Creating visual | Brand  book, visual
identification corporate style recognition and | identity, packaging
consistent brand image | design
Positioning USP formulation, | Defining the unique | Positioning matrix
segmentation, brand | market position in the | model, competitor
strategy consumer’s perception | analysis
Audience Advertising, PR, event | Informing, image | ATL/BTL/TTL
communication | marketing, influencers | formation, customer | campaigns, media
engagement presence
Emotional Storytelling, brand | Building emotional | Social initiatives, brand
engagement values, symbolism attachment and trust characters
Content Content  marketing, | Building expertise, | YouTube channels,
interaction blogging, videos, | generating interest in the | expert articles
podcasts brand
Digital channels | SMM, SEO, email | Personalized Instagram,  Telegram,
marketing, chatbots, | communication, Google Ads, Viber bots
mobile apps interactivity,
omnichannel presence
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1 2 3 4
Analytics and | CRM systems, traffic | Studying customer | Google Analytics,
optimization analytics, behavioral | behavior, adapting | Power  BI,  Poster,
analysis strategies Ringostat
Customer Loyalty programs, | Retaining clients, | Cashback systems, QR
retention bonuses, personalized | stimulating repeat | cards, personalized
offers purchases promotions
Reputation Reviews, crisis | Maintaining a positive | Collaboration with
management management, handling | brand image opinion leaders, social
negative feedback media moderation
Brand Rebranding, Market adaptation, | New products under the
development repositioning, brand | value renewal, | brand, style updates
portfolio expansion increased brand
awareness

Source: compiled by the author based on [5; 7; 10; 13; 15; 16; 20; 21; 23; 36; 44; 47]

As evidenced by the data in Table 1.2, marketing tools for brand management
constitute a multi-layered system of consumer influence, encompassing visual-
communicative, functional, and emotional-behavioral elements. The effectiveness
of these tools depends on the enterprise’s ability to integrate classical branding
approaches with digital interaction channels, enabling the formation of a holistic,
consistent, and personalized brand perception. Such integration not only enhances
brand recognition but also fosters deep emotional engagement, stable customer
loyalty, and brand adaptability in dynamic market conditions.

The advancement of digital technologies has significantly transformed
traditional branding paradigms by emphasizing interactivity, omnichannel
communication, and personalization. In the current market environment, the brand
no longer functions solely as a symbol or identifier — it has evolved into a dynamic
communicative system that facilitates continuous interaction with consumers,
conveying the company’s mission, values, style, and unique market proposition.
This aspect is particularly relevant in the context of enhancing brand management
strategies among enterprises actively responding to contemporary digital challenges

[5; 13;15; 39; 44].
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The digital era has given rise to a new type of consumer — mobile, well-
informed, and highly critical of the quality of brand interactions. As a result,
traditional one-way communication channels are losing their effectiveness, while
technologically rich and flexible forms of digital presence are becoming increasingly
important. Enterprises are compelled to revisit their branding strategies, integrating
digital tools into every stage of customer engagement.

Brand management in a digital context is not merely the application of
technological platforms, but rather the development of a philosophy of dialogue,
value-based openness, and responsiveness to shifting customer expectations.

Modern brand management, adapted to the digital environment, is
characterized by a set of key features:

— interactivity — communication between the brand and consumers occurs in
a two-way format, enabling companies to promptly respond to feedback and adjust
the content and form of their messaging accordingly;

— omnichannel presence — ensuring a consistent and uninterrupted brand
experience across multiple platforms (websites, mobile applications, social
networks, marketplaces) with unified communication style and brand identity;

— automation — the application of CRM systems, chatbots, email workflows,
push notifications, and other marketing automation tools for personalized
communication with customers;

— content-centricity — the development of valuable, relevant, and emotionally
engaging content that conveys brand values, builds trust, and encourages interaction
(e.g., infographics, videos, podcasts, brand storytelling);

— analytical orientation — the integration of analytics systems to measure the
effectiveness of brand activities using metrics such as CTR (Click-Through Rate),
CAC (Customer Acquisition Cost), NPS (Net Promoter Score), and CLV (Customer
Lifetime Value), facilitating data-driven decision-making.

A structured overview of brand management tools in the digital environment

is provided in Table 1.3.
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Table 1.3 — Brand management tools in the digital environment

Category of tools

Functional purpose

Examples of implementation

Proprietary digital | Centralized brand presence in the | Corporate website, mobile
platforms digital space application
Social media (SMM) Community  building, audience Fgcebook, Instagram, TikTok,
engagement LinkedIn
Development  of  value-driven | Blogs, videos, podcasts,

Content marketing

content for diverse audiences

branded publications

CRM and analytics

Optimization of communication,
personalization, segmentation

Google Analytics, HubSpot,
Poster CRM

Automated
communications

Scaling personalized brand-
consumer interaction

Email campaigns, chatbots,
push notifications

Source: compiled by the author based on [5; 13;15; 21; 23; 39; 44; 47]

Brand management in the digital environment provides enterprises with a

range of strategic advantages, including:

—high speed of message dissemination in the market;

— the ability to precisely target audiences based on behavioral, demographic,

and psychographic criteria;

— instant response to changes in consumer behavior;

— optimization of marketing expenditures through more effective campaign

planning;

— the formation of an open and transparent brand reputation through public

engagement;

— enhanced customer loyalty driven by personalized communication

experiences.

The conducted analysis indicates that digital transformation has significantly

influenced brand management approaches, shifting the focus from one-way
communication to multichannel, interactive, and personalized engagement with
consumers. In the contemporary marketing environment, a brand no longer functions
merely as a product or service identifier — it evolves into a comprehensive
communication platform that fosters emotional connection, strengthens loyalty, and

builds trust in the company.
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The integration of digital tools — such as social media marketing (SMM),
customer relationship management (CRM) systems, content marketing, automated
services, and analytics — enables brands to adapt flexibly to changes in consumer
behavior, enhance communication efficiency, and achieve sustainable competitive
positioning. These digital branding strategies become particularly effective when
combined with the PESO model, which systematically leverages paid, earned,
shared, and owned media resources.

Thus, the improvement of enterprise brand management under digital
transformation requires a strategic vision, technological agility, and a value-driven
approach to consumer interaction. This combination is essential for increasing
marketing effectiveness and ensuring the long-term development of the corporate
brand.

Conclusions to the first section

As a result of the theoretical analysis, it has been established that in the context
of the modern economy, a brand represents a multifaceted intangible asset that
encompasses elements of visual identity, value-based attributes, emotional
perception, and communicative interaction with the consumer. Its essence lies not
merely in product or company identification, but in a complex marketing
phenomenon formed in the consumer’s mind through experience, associations, trust,
and relationships.

Within contemporary brand management, several conceptual approaches to
brand governance have been identified, including classical, emotional, functional,
customer-oriented, integrated, systemic, and digital. Each emphasizes a distinct
aspect of brand building — from ensuring visual recognizability to creating

personalized customer experiences. The most effective strategy is recognized as the
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integration of multiple approaches, which allows for the formation of a stable brand
presence under conditions of intense market competition.

Brand management is based on the comprehensive application of a
corresponding set of marketing tools, such as positioning, identity development,
public relations, loyalty programs, content strategies, CRM systems, and digital
communication channels. It is essential to consider the brand life cycle, which
determines the need to adapt tools to the specific stage of brand platform
development.

A particularly significant role in improving brand management is played by
digital transformation, which alters the principles of consumer interaction. Digital
brand management involves multichannel communication, data-driven decision-
making, automated customer engagement, and the creation of personalized content.
This enables the enhancement of marketing communication effectiveness, the
strengthening of emotional ties with the target audience, and the formation of long-
term customer loyalty.

Therefore, improving enterprise brand management based on marketing
principles requires a synergy of traditional and digital approaches, consumer
orientation, systematic brand strategy development, and adaptability to changes in
the competitive environment. This model serves as a foundation for the effective
development of brand management, particularly in the confectionery production

sector.
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2 Analytical study of «Roshen Podilliay LLC’s activities in the Ukrainian

confectionery market

2.1 Current state and development trends of the confectionery market in

Ukraine

The confectionery industry of Ukraine represents one of the most dynamic
and, at the same time, traditional segments of the national food processing sector. It
plays a vital role in satisfying domestic consumer demand as well as in supporting
the country’s export potential. Over the past decades, the Ukrainian sweets market
has evolved under the influence of internal economic transformations, shifts in
consumer preferences, and global challenges. Among the latter are the intensifying
competition from transnational corporations, the introduction of technological
innovations, and, since 2022, the full-scale war, which has significantly affected the
industry’s production, logistics, and commercial infrastructure.

Despite these challenges, Ukrainian manufacturers continue to demonstrate a
high capacity for operational adaptation, modernizing their production facilities,
maintaining elevated quality standards, and expanding their international presence.
The current stage of market development is characterized by growing demand for
innovative, functional, and health-conscious confectionery products, alongside
enterprises’ attempts to strengthen their positions in foreign markets while
remaining attractive within the domestic segment. Nevertheless, the industry is
facing a number of structural problems, ranging from logistical complications and
inflationary pressures to shortages of specific raw materials.

The objective of this analytical study is to conduct a comprehensive
assessment of the current state of Ukraine’s confectionery market, to identify key
transformation trends, to analyze the competitive landscape, to evaluate the

influence of external and internal factors on enterprises’ activities, and to propose
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potential development directions. The scope of the study includes an analysis of
statistical data over the past 3-5 years, production dynamics, the structure of
consumption, foreign trade activity, and the operations of leading companies in the
sector, taking into account prevailing risks and opportunities.

To structure the key directions of domestic confectionery production, it is
appropriate to distinguish three core product categories that form the basis of the
market. Each of these segments is characterized by specific technological features,
a typical product range, and a group of dominant producers. A general classification

of the market is presented in Table 2.1.

Table 2.1 — Classification of the main segments of the Ukrainian

confectionery market

Product category | Typical product examples Main manufacturers Average market
share, %

Flour group Waffles, cookies, | Roshen, Lucas, 77,8
gingerbread, pastries, rolls, | Poltavakonditer, Delicia
cakes

Chocolate group Chocolate bars, candy bars, | Roshen, Mondelez 10,7
candies containing cocoa | (Korona), Nestlé

(Svitoch), AVK

Tsukrova Grupa Caramel, marmalade, | AVK, Zhytomyrski 11,5
marshmallows, halva, | Lasoschi, Konti, Svit
oriental sweets Lasoschi

Source: systematized by the author based on materials from [3; 4; 30; 38; 45]

As of today, the Ukrainian confectionery market demonstrates a stable
segmental structure, in which the flour-based product category holds the dominant
position. The high share of this segment is primarily driven by the accessibility of
raw materials, a broad consumer base, and its substantial weight in terms of
production volume. The core of the flour-based category consists of products with a
long shelf life, such as wafers, biscuits, rolls, and cakes, which are manufactured

both by large enterprises and regional producers.



24

The chocolate segment ranks second in market significance. It includes high
value-added products such as chocolate bars, candy bars, and cocoa-based sweets.
Although this category lags behind the flour-based segment in terms of volume, it
plays a key role in generating revenue and ensuring the competitiveness of
enterprises operating in the mid-range and premium price segments. The leading
players in this segment include both national corporations and local branches of
international companies.

The sugar-based segment encompasses products made primarily with sugar as
the main ingredient, including caramel, toffee, marshmallows, marmalade, halva,
and other traditional sweets. This segment maintains a notable market share due to
the affordability of its products, established taste preferences, and production
flexibility. Manufacturers in this category cater to both domestic consumption and
exports, especially in the segment of long-shelf-life affordable confectionery.

Overall, the current market structure reflects a well-established segmentation
based on product types, each of which performs a stable functional role. Under
martial law and economic uncertainty, this structure remains relevant due to the
adaptability of producers and persistent demand across all three categories. Flour-
based products prevail in terms of physical volume, whereas chocolate and sugar-
based items provide price diversification and cater to different target audiences.

The period from 2022 to 2025 has been marked by significant disruptive
factors resulting from military actions in Ukraine. The industry has faced serious
challenges, the most critical being disruptions in raw material supply, destruction of
logistics infrastructure, declining consumer purchasing power, and energy instability
[30].

Despite these circumstances, most enterprises have continued operations,
demonstrating a high level of adaptability. Expert estimates indicate that around
20 % of production facilities were forced to reduce output or cease operations
entirely due to infrastructure damage or resource losses.

According to analytical reports by Pro Consulting [2; 3], the confectionery

sector has preserved its core functionality even under crisis conditions. Key
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development vectors, current risks, and the potential for recovery have been
identified. Industry experts emphasize the importance of flexible managerial
decisions, modernization of production processes, and focusing on foreign markets
as the main source of future growth.

In terms of physical output, flour-based products remain the market leader due
to their lower cost and stable demand among a broad population segment. In
contrast, although chocolate and sugar-based products account for a smaller tonnage,
they contribute significantly to the industry’s revenue structure. The Ukrainian
confectionery market is mature and well-supplied, offering both mass-market
products and premium goods [2; 3].

The competitive landscape of Ukraine’s confectionery market is characterized
by a high level of concentration. Approximately one-third of production is attributed
to regional companies, primarily within the biscuit segment, while the remaining
volumes are controlled by the largest national corporations [2; 3].

The launch of new production capacities remains a capital-intensive process
that requires substantial investment in technology and marketing. Nevertheless, the
market still offers potential for new entrants in specialized niches, particularly in the
segment of functional or organic confectionery, as well as for targeted expansion
into foreign markets.

Domestic production continues to dominate the supply of confectionery
products in the Ukrainian market, satisfying up to 95 % of internal demand,
according to various estimates [30]. The industry structure encompasses both large
integrated corporations and regional small- and medium-sized enterprises. While
smaller producers account for about one-third of production, it is the larger
companies that shape market dynamics, setting technological and marketing
benchmarks.

The undisputed leader among domestic companies is the ROSHEN
corporation, which possesses a robust infrastructure, including production facilities
in Kyiv, Vinnytsia, Kremenchuk, and other cities. The company offers over 300

product types and ranks among the world’s largest confectionery brands [17]. This
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success is primarily attributed to increased export activity. Meanwhile, the share of
the domestic market in Roshen’s overall sales structure has declined, indicating a
strategic shift toward international markets due to weakening domestic demand.

Other major market players include AVK, Konti, Biscuit-Chocolate,
Zhytomyrski Lasoshchi, and the Lukas Corporation, which specializes in croissants,
biscuits, and other flour-based products. AVK and Konti have traditionally
maintained leading positions due to their extensive assortments of chocolates, candy
bars, and sponge cake products [2; 3; 30].

The Biscuit-Chocolate corporation is one of the key producers of chocolate-
wafer goods in northeastern Ukraine, although its operations have been partially
limited due to military actions. Similar challenges have affected a number of
regional enterprises, such as the Kharkiv Biscuit Factory and others, which have
been forced to either temporarily suspend operations or relocate their production
capacities to safer regions.

Zhytomyrski Lasoshchi maintains a strong presence in the sugar-based
segment by offering a wide range of caramels, toffees, marmalades, and oriental
sweets. Despite logistics difficulties and rising raw material costs, the company has
managed to maintain its market position, focusing both on domestic consumption
and export opportunities.

Against the backdrop of a general production decline in the industry
(estimated at 10-12 % after 2022) [2; 3], major players — due to their scale, financial
reserves, and diversified distribution channels — have demonstrated the ability to
adapt to the new conditions. While smaller enterprises have faced rising costs,
shrinking orders, and supply disruptions, large corporations have actively pursued
export strategies, which have partially offset losses in the domestic market.

The Ukrainian market also attracts global confectionery manufacturers,
including Mondelez International and Nestlé. Mondelez owns a factory in
Trostianets, where products under the brands: Korona, Milka, Tuc, Belvita, and

others are produced. Nestlé operates through its Lviv-based company Svitoch, which
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specializes in chocolate, bars, and wafer products. Both companies have established
production facilities in Ukraine and maintain a stable market presence.

It is also worth mentioning such brands as Mars, Ferrero, and Ritter Sport,
which, although lacking local production, successfully operate through an import-
based supply model. They are primarily focused on the premium segment, which
maintains demand among consumers in large cities. However, since 2022, under
martial law, there has been a temporary decline in import volumes due to reduced
purchasing power and distributor-imposed restrictions, which led to a revision of the
product range in favor of more affordable options [2; 3].

Thus, the structure of the confectionery market in Ukraine is characterized by
a high level of production concentration, with several national corporations playing
a leading role. Their competitiveness is ensured by the scale of production,
adaptability to wartime challenges, active export policy, and the ability to implement
innovations. At the same time, the presence of international brands contributes to
raising quality standards and expanding consumer choice, thereby stimulating the
development of domestic production.

The demand structure for confectionery in Ukraine shows a predominance of
stable consumer habits. Most consumers continue to prefer familiar brands and
traditional flavors, indicating a high level of trust in established trademarks [38; 45].
However, against the backdrop of increasing competition, manufacturers are forced
to adapt their assortment policies to changing demands, regularly launching new
products to maintain audience interest. One example of such innovation is the
expansion of product lines into non-standard categories, such as the launch of savory
waffles by the Svitoch brand (Nestl¢), indicating a search for new taste niches.

One of the notable trends in recent years is the growing demand for products
with improved functional properties. This includes sweets with reduced sugar
content, natural additives (nuts, dried fruits, grains), vegan desserts, and organic
confectionery. Although these products currently occupy a relatively small market

share, their popularity is increasing in response to global healthy eating trends.



28

The intensification of competition under conditions of declining market
capacity forces companies to implement innovations in technological processes and
production infrastructure. Many manufacturing companies have modernized their
equipment, which has increased operational efficiency and improved product quality
[45]. Modern packaging solutions are being actively introduced — individual portion
formats, eco-friendly materials, hermetic sealing, and more.

Particular attention is given to packaging redesign and product renaming,
carried out both for marketing positioning purposes and within the framework of the
national decommunization policy. Simultaneously, sales digitalization is gaining
momentum: the share of sales through online platforms is increasing, including own
e-commerce websites and major marketplaces, indicating changing consumer
behavior and expanded communication channels with the target audience.

The onset of full-scale war in 2022 caused profound structural changes in the
confectionery market. Some companies suffered damage or lost access to resource
bases, leading to temporary shutdowns of several production facilities. For example,
Roshen Corporation was forced to suspend operations at several factories in the early
stages of hostilities [42]. During the first months of the invasion, sales volumes
dropped several times due to both physical limitations and a sharp decline in
consumer purchasing activity.

In addition to direct losses in production, the war caused a contraction of the
domestic market due to population migration, territorial occupation, and reduced
household incomes. The logistics situation became particularly complex —
transportation chains were disrupted both domestically and internationally. At the
same time, rising energy prices, raw material shortages (notably cocoa and sugar),
and inflation led to an increase in production costs. In 2022, sugar prices in Ukraine
rose at double-digit rates, significantly impacting producers of sugar-based sweets
[30]. Conversely, a surplus of flour on the domestic market (due to difficulties with
grain exports) partially reduced the cost of flour-based products, making them more

affordable for domestic consumers.
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The growing focus of Ukrainian manufacturers on foreign markets makes
them sensitive to global market fluctuations. In 2023, global stock exchanges
recorded a significant rise in cocoa bean prices — more than doubling over the year,
driven by poor harvests in West African countries and reduced processing volumes
[3]. This situation led to the so-called chocolate crisis, forcing global and Ukrainian
producers alike to revise their pricing policies.

Another complicating factor for foreign trade was logistical restrictions at the
western border — particularly the blockade of freight traffic by Polish carriers in
2023. These events led to delivery delays, reduced export volumes, and the loss of
some contracts, especially during the high season [3].

Despite difficult circumstances, Ukrainian producers demonstrate a high
capacity for adaptation. In response to external challenges, many companies
optimized costs, modified recipes, reduced package weights, and expanded export
presence. Thus, the market is demonstrating resilience, gradually returning to growth
due to reorientation toward international markets and adaptation to new operating
realities.

In order to identify the strategic development priorities of Ukraine’s
confectionery sector, it is advisable to apply the SWOT analysis methodology. This
tool allows for a comprehensive assessment of the internal potential of the industry
(strengths and weaknesses), as well as the identification of external factors that
create opportunities or pose threats to the further functioning of the market. This
approach provides a systematic view of the current situation and forms the basis for
making effective managerial decisions. A summary of the SWOT analysis results is
presented in Table 2.2.

Table 2.2 — SWOT Analysis of the Confectionery Market of Ukraine

Strengths Weaknesses
— Well-developed structure of national | — Dependence on imported raw materials
production. (cocoa, additives).
— High quality of products by domestic market | — Uneven access to innovations for small
leaders. enterprises.
— Predominant satisfaction of domestic |- Low level of digitalization among
demand (up to 95%). microbusinesses.
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— Strong presence in international markets

— High sensitivity to inflationary pressures and
energy crises

Opportunities

Threats

— Expansion of exports to EU and Middle
Eastern countries.

— Development of niche products (healthy
sweets, sugar-free lines).

— Investments in  automation  and
modernization of production.
— Development of e-commerce and

— Logistical barriers at borders and within the
country.

— Military
infrastructure.
— Decline in consumer purchasing power.
—Rising global prices for raw materials (cocoa,
sugar)

risks, damage to production

cooperation with marketplaces
Source: compiled by the author on the basis of analytical materials of [2; 3; 30; 38; 45]

In order to identify the strategic development priorities of Ukraine’s
confectionery sector, it is advisable to apply the SWOT analysis methodology. This
tool allows for a comprehensive assessment of the internal potential of the industry
(strengths and weaknesses), as well as the identification of external factors that
create opportunities or pose threats to the further functioning of the market. This
approach provides a systematic view of the current situation and forms the basis for
making effective managerial decisions.

Key development trends include growing interest in innovative and functional
products, digitalization of sales channels, investments in production modernization,
and active response to changes in the global environment. At the same time, the
industry faces a number of threats, including logistical difficulties, rising costs, risks
of energy instability, and the impact of global commaodity prices.

The SWOT analysis confirms that the national market has sufficient internal
potential for further development, but requires strategic actions aimed at minimizing
external risks and supporting investment activity. A promising vector is focusing on
export markets, improving the technological level of enterprises and expanding the

range of products to meet new consumer demands.
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2.2 General characteristics and analysis of the technical and economic
indicators of «Roshen Podillia» LLC

«Roshen Podillia» LLC is the official distributor of confectionery products
manufactured by the ROSHEN Corporation in the western region of Ukraine. The
company has been operating since 2013, ensuring efficient supply of products from
one of Ukraine’s leading brands, which is ranked among the «Global Top-100 Candy
Companies» and occupies the 27th position among the world’s most recognized
confectionery producers [17].

The company’s registered address is located at 107 Roman Shukhevych
Street, Khmelnytskyi, Ukraine. Additionally, a regional branch operates in the city
of Ternopil. The company’s principal economic activity, according to the Ukrainian
Classification of Economic Activities (KVED), is wholesale trade in chocolate
products, sugar, and other confectionery items. The current director of the enterprise
is Ruslan Andriyovych Borenko [42].

«Roshen Podilliay LLC performs the key function of a logistics operator,
providing stable distribution of ROSHEN-branded confectionery goods to partner
retail networks and end consumers [41]. The ROSHEN product portfolio includes
over 320 items: chocolate bars, candy bars, caramel, toffee, jelly candies, biscuits,
cakes, pastries, cookies, and wafers. A portion of the product assortment is unique
to the Ukrainian market, giving the company distinct competitive advantages.

The annual production capacity of the ROSHEN Corporation is
approximately 300 thousand tons, which testifies to the scale of its operations and
the high level of consumer trust in the brand. The production process is implemented
using advanced technological equipment, high-quality raw materials, and in
accordance with food safety standards. All corporate facilities are certified under the
international quality management system 1SO 9001:2008 and food safety
management system 1SO 22000:2005 [42].
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The production infrastructure of the corporation includes facilities in Kyiv,
Kremenchuk, Boryspil, as well as two manufacturing sites in Vinnytsia (Figure 2.1-
2.2).

SSaEE o= e = e F =
Figure 2.1 — PJSC Vinnytsia Confectionery Factory of TM ROSHEN
(the first production site in Vinnytsia)
Source: [42]
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Figure 2.2 — PJSC Vinnytsia Confectionery Factory of TM ROSHEN

(second production site in Vinnytsia)
Source: [42]
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ROSHEN Confectionery Factory in Vinnytsia is one of the key production
units of ROSHEN Corporation, which is one of the leading confectionery companies
in Ukraine and Eastern Europe. The factory employs more than 1 500 people and
has the capacity to produce more than 100 types of products, including chocolate,
candy, toffee, biscuits, biscuits and wafers. The total production volume exceeds 100
thousand tons per year. The company is equipped with modern high-performance
equipment from leading European manufacturers, which ensures high product
quality and efficiency of production processes. The factory is certified in accordance
with the international quality standards 1SO 9001:2008 and food safety 1SO
22000:2005, which confirms its compliance with the highest requirements in the
food industry [42].

As well as the Vinnytsia Dairy Plant, which supplies premium raw materials

for confectionery production (Figure 2.3).

Figure 2.3 — PJSC Vinnytsia Dairy Plant Roshen

Source: [42]

ROSHEN Vinnytsia Dairy Plant, launched in June 2014, is a key element of
the vertically integrated structure of ROSHEN Corporation. The plant meets
international food quality and safety standards, which is confirmed by 1ISO 9001 and
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ISO 22000 certificates. The plant's capacities allow processing up to 600 tons of
milk per day, ensuring the production of a wide range of dairy products, including
skimmed and whole milk powder, butter, milk fat and dry cream. The plant not only
meets the internal needs of ROSHEN confectionery factories, but also actively
develops its export business, supplying products to more than 45 countries.

In addition to its operations in Ukraine, ROSHEN owns factories in Lithuania
(Klaipéda) (Figure 2.4). and Hungary (Bonbonetti Choco Kft).

Figure 2.4 — Klaipeda confectionery factory of TM ROSHEN in Lithuania
Source: [42]

Klaipeda Confectionery Factory, located in Lithuania, is an important part of
the international structure of ROSHEN Corporation. Since becoming part of the
corporation, the factory has become the first ROSHEN production site in the
European Union. Production at the factory meets international quality standards,
which is confirmed by 1SO 9001:2008 and IFS 6 v. The company employs 120
people who ensure a high level of production and quality control.

In order to optimize logistics processes, ROSHEN Corporation opened a
specialized logistics center with a total area of 60 000 m? in 2007 in Yagotyn. The

center is equipped with a modern warehouse management system (\Warehouse
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Management System), which minimizes cargo handling time and ensures prompt

transportation of products across Ukraine and abroad (Figure 2.5).
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Figure 2.5 — Centralized logistics hub of ROSHEN Corporation
Source: [42]

The corporation's products are sold both in the domestic market and exported
to many countries, including the United States, Canada, the European Union, China,
Japan, the Republic of Korea, Kazakhstan, Georgia, Armenia, etc.

In addition to its production activities, the corporation is actively involved in
socially important initiatives. In particular, since 2015, it has been implementing a
large-scale support program for the National Children's Hospital OKHMATDYT,
including reconstruction of communications, purchase of equipment and
infrastructure upgrades. The company also finances cultural and humanitarian
projects, such as the reconstruction of the Podil Theater, renovation of the Cherkasy
Z0o, opening of ice rinks in Ukrainian cities, technical support for the light and
music fountain in Vinnytsia, etc [42].

In the regional context, «Roshen Podillya» LLC is an important component
of the ROSHEN brand distribution system. The company provides efficient
logistics, a high level of service, and strengthens the brand in Western Ukraine.
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Well-established business processes contribute to the stability of operations and
maintain the corporation’s leading position in the market.

Characterization of the financial and economic activities of «Roshen
Podillya» LLC is based on the analysis of key technical and economic indicators for

2022-2024. The relevant data are systematized in Table 2.3.

Table 2.3 — Key technical and economic indicators of «Roshen Podillia» LLC
in 2022-2024

Value of the indicator by years Growth r;:es (fall),
Display name 2023/ 2024 /
2022 2023 2024 2022 2023
1 2 3 4 5 6
Net revenue from sales of
products, works and 333 580,00 595 201,00 725221,00 | 178,43 | 121,84
services, UAH thousand
Cost of sales of products,
works and services, UAH 278 860,00 | 501 105,00 605 646 179,70 120,86
thousand
Gross profit, UAH 5472000 | 9409600 | 11957500 | 171,96 | 127,08
thousand
Costs per UAH of sales, 0,84 0,84 0,84 10071 | 99.19
UAH
Other operating income,
UAH thousand 234 136 228 58,12 167,65
Administrative expenses, | e ooc 0 | 1287400 | 1418900 | 197,01 | 110,21
UAH thousand
Sales expenses, UAH 3547200 | 6434400 | 8611200 | 181,39 | 13383
thousand
Other operating expenses,
thousand UAH 1 043,00 2 158,00 1 813,00 206,90 84,01
Financial result from
operating activities (loss), | 11 934,00 14 856,00 17 689,00 124,48 | 119,07
UAH thousand
Other financial income,
UAH thousand 127 535,00 60,00 421,26 11,21
Financial result before tax:
(loss), UAH thousand 12 061,00 15 391,00 17 749,00 127,61 115,32
Income tax expense
(income), UAH thousand 2171,00 2 830,00 3195,00 130,35 112,90
Net financial result: profit, | g g9 00 | 1256100 | 1455400 | 12701 | 11587
UAH thousand
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1 2 3 4 5 6
Profitability of products 119,62 118,78 119,74 9929 | 100,81
sold, %
Value of fixed assets at the
end of the reporting 458,1 1 142,00 938,00 249,29 82,14
period, UAH thousand
Return on equity, UAH 728,18 521,19 773,16 71,57 148,34
Capital intensity, UAH 0,00 0,00 0,00 139,71 67,41
Average number of full- 72,00 111,00 135,00 154,17 | 121,62
time employees, persons
Labor costs, UAH 24054,00 | 4229000 | 55197,00 | 17581 | 130,52
thousand
Average monthly salary
per full-time employee, 27,84 31,75 34,07 114,04 | 107,32
UAH thousand
Labor productivity per
employee, thousand 4 633,06 5362,17 5372,01 115,74 | 100,18
UAH)/person

Source: calculated by the author on the basis of the company's financial indicators [14]

According to Table 2.3, in 2022-2024, «Roshen Podillia» LLC demonstrated
positive financial and economic dynamics, which indicates the effectiveness of
management decisions and stable growth of the enterprise in a difficult external
environment.

Figure 2.6 graphically shows the dynamics of the main financial indicators of
«Roshen Podillya» LLC for the period 2022-2024, namely, the volume of net income
from sales of products, their cost and gross profit. This allows us to visualize the
ratio of the rate of change in the company's income and expenses and draw
conclusions about the effectiveness of its financial and economic activities.

One of the key indicators characterizing the company's performance is net
income from sales. During the analyzed period, it increased from UAH 333 580
thousand in 2022 to UAH 725 221 thousand in 2024. The growth rates in 2023 and
2024 amounted to 178,43 % and 121,84 %, respectively, which indicates an active
increase in sales volumes and effective expansion of the sales market.

At the same time, there was a similar increase in the cost of goods sold: in
2022, this figure amounted to UAH 278,860 thousand, and in 2024 — UAH 605,646
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thousand. The increase in costs confirms the increase in production volumes, but the
level of costs per hryvnia of sales remained stable at 0,84 throughout the period,

which indicates that the cost side is controlled.
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Figure 2.6 — Dynamics of net income, cost of sales and gross profit of
«Roshen Podillya» LLC in 2022-2024

Source: compiled by the author based on company data [14]

Due to the excess of the revenue growth rate over the cost growth rate, the
company's gross profit increased significantly: from UAH 54 720 thousand in 2022
to UAH 119,575 thousand in 2024, which indicates an increase in the efficiency of
its core business.

Changes in the net income of «Roshen Podillya» LLC from participation in
tender procurement in 2019-2025 are shown in Figure 2.7.

An analysis of the dynamics of «Roshen Podillia» LLC's participation in
tenders in 2019-2024 shows a gradual increase in the amount of funding received
from public funds. The total amount of revenues in 2019 amounted to more than
UAH 1,8 million, but in 2020 this figure decreased significantly to about UAH 1,1
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million. During 2021-2022, there was a relative stabilization at around UAH 1,2
million, which can be attributed to adaptation to market conditions after the
pandemic downturn. Particularly dynamic growth was recorded in 2023-2024. In
2023, the company received UAH 1,15 million from participation in 35 public
procurements. In 2024, the figure reached UAH 1,85 million (based on 36
transactions), which shows an increase of 61,5 % compared to the previous year. It
IS important to note that the vast majority of transactions were made in December,
which is related to seasonal purchases of sweet gifts in the run-up to the New Year

holidays as part of budget financing of state and municipal institutions [18].

Funds received: Number of transactions:
5.08 million UAH 194
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Figure 2.7 — Dynamics of «Roshen Podillia» LLC's revenues from

participation in tenders in 2019-2024

Source: compiled by the author based on data from the public procurement system [18]

Thus, participation in tenders is becoming an important element of Roshen
Podillya's sales strategy, allowing the company to maintain a stable level of product
sales and secure revenues from the budget segment. Such activity helps to strengthen
the market position, improve the company's reputation as a reliable partner and at
the same time creates a positive image of the ROSHEN brand at the regional level.

Changes in other operating income and expenses directly affect the financial
result of the company's operating activities. In 2023, other operating income
decreased by 41,88 % compared to the previous period, but in 2024, it increased by
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67,65 %. This recovery may indicate a partial recovery of alternative sources of
income.

Expenses under the item «other operating expenses» showed a growth rate of
106,90 % in 2023, but in 2024 the figure decreased by 15,99 %, which indicates the
optimization of the company's cost policy. In addition, in 2023, there was an increase
in administrative expenses by 97,91 %, which was probably due to the expansion of
activities, in particular the opening of new sales outlets. In 2024, the growth rate
slowed to 10,21 %, which indicates the stabilization of administrative expenses.

Selling expenses increased by 81,39 % in 2023 and by 33,83 % in 2024, which
correlates with the increase in sales volumes and the need to strengthen logistics
capacities.

The financial result from operating activities demonstrates positive growth
dynamics: by 24,48 % in 2023 and by another 19,07 % in 2024. This confirms the
effectiveness of the business model and the correctness of strategic management
decisions within the commercial activities.

Other financial income in 2023 increased by 421,26 %, but in 2024 there was
a significant decrease of 88,79 %. This indicates the instability of additional sources
of income, which is likely due to market fluctuations or the completion of certain
investment projects.

The company's net profit in 2022-2024 shows stable growth: by 27,01 % in
2023 and by 15,87 % in 2024. This indicates the sustainable development of the
company and the preservation of its profitability, despite changes in external
conditions.

The value of fixed assets increased by almost 2,5 times in 2023 (by 149,29 %),
which may indicate significant investments in infrastructure, but in 2024 the
indicator decreased by 17,86 %, probably due to the end of the investment cycle or
a decrease in investment volumes.

In 2023, the return on assets decreased by 28,43 %, but in 2024 it increased
by 48.34%, which may indicate a more efficient use of existing fixed assets. This

confirms the company's adaptation measures to the new business environment.
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The average number of full-time employees increased from 72 in 2022 to 135
in 2024, which indicates the expansion of the company's operations.

Labor costs grew by 75,81 % in 2023 and by 30,52 % in 2024, driven by both
an increase in the number of employees and higher wages. The average monthly
salary per employee increased by 14,04 % in 2023 and 7,32 % in 2024, respectively,
which is a positive trend in terms of the company's social policy.

Labor productivity per employee increased by 15,74 % in 2023, but in 2024
the growth rate slowed to 0,18 %, which may be due to an increase in staff while
maintaining sales at a constant level.

Costs per UAH of sales and profitability remain stable, fluctuations do not
exceed 1,0 %, which confirms the effective management of the company's cost and
pricing policies..

Summarizing the results of the analysis, we can conclude that «Roshen
Podillia» LLC's commercial and business activities in 2022-2024 were profitable.
The company has successfully adapted to the difficult conditions of the wartime
period, demonstrating positive dynamics of key financial and economic indicators,
in particular due to an effective management strategy, expanding sales market and

improving operational processes.

2.3 Characterization of the brand management policy of «Roshen Podillya»

LLC

«Roshen Podillya» LLC operates as the official distributor of the ROSHEN
confectionery corporation, and the company's brand strategy is largely based on the
established positive reputation of the parent company. The key asset of the brand is
a wide range of products that consumers associate with high international quality

standards and taste characteristics. Due to the high brand recognition of ROSHEN,
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the company has a stable level of consumer loyalty, which helps to simplify logistics
processes and increase distribution efficiency.

The pricing policy established at the corporate level is also important: the use
of a system of discounts, promotional offers and special purchase conditions helps
to stimulate demand and at the same time attract new categories of consumers. This
has a positive impact on the company's competitive position in the regional segment
of the confectionery market.

Among the marketing tools that support Roshen Podillya's positioning as a
reliable distribution partner, the company's official website plays an important role,
performing both communication and information and presentation functions (Figure
2.8).

About us
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Figure 2.8 — Official website of «Roshen Podillya» LLC
Jlxepeno: [41]
The official website of «Roshen Podillya» LLC is an important tool for brand

management in the digital environment. It serves as a representation of the company
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in the online space, helps to increase brand awareness, and acts as a channel of
communication with potential and existing partners. The content of the website
focuses on the company's positioning as a reliable distributor of ROSHEN
confectionery products.

The advantages of the digital platform include the availability of basic
information about the company, which creates transparency in operations and
increases customer confidence. An important functional option is the provision of
information on delivery terms and options, which allows users to choose the best
logistics solutions on their own.

The availability of a product catalog (Figure 2.9) allows users to familiarize
themselves with the company's product range and key activities, which has a positive

impact on consumer awareness and helps maintain stable demand.
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Figure 2.9 — TM product catalog on the website of «Roshen Podillia» LLC

Jlxepeno: [41]
Despite the general informational content, the functionality of the website of
«Roshen Podillya» LLC has certain limitations, which reduces its effectiveness as a

tool for brand communications and interaction with the audience. The lack of
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interactive options, such as online ordering, feedback through electronic forms, or
integration with social media platforms, reduces the website's potential as a channel
for attracting new customers and maintaining a dialogue with existing partners.

In addition, the website lacks personalized services, such as loyalty programs,
discounts, bonuses, or promotional offers, which usually encourage repeat purchases
and strengthen the emotional connection with the brand. The absence of these
elements limits the ability to build sustainable consumer preferences.

In order to strengthen the company's positioning in the digital environment, it
IS advisable to introduce a number of changes aimed at increasing the platform's
customer focus. In particular, adding sections with news, examples of successful
cooperation with institutional customers, and customer reviews will improve the
company's image and increase the level of trust. Updating the website structure in
combination with SEO optimization will help increase its visibility in search
engines, which is important for expanding the customer base. In general, the
modernization of the web resource will strengthen the company's market position
and contribute to the formation of sustainable customer loyalty.

In addition to these aspects, an important drawback in the marketing activities
of «Roshen Podillya» LLC is the insufficient use of social media, which is critical
in the context of digital transformation. Platforms such as Instagram and Facebook
are effective channels for building a brand, communicating with consumers, and
building sustainable loyalty.

Social media allows companies not only to promptly inform the audience
about new products, promotions, or events, but also to implement interactive
marketing campaigns, receive real-time feedback, and create emotionally rich visual
content that increases brand awareness.

The absence of «Roshen Podillia» LLC's presence in social media reduces the
effectiveness of the communication strategy and leads to the loss of some potential
consumers who are focused on a personalized and open dialogue with the brand.

Modern consumers expect not only a quality product, but also transparency, prompt
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response to requests, and the company's participation in public life, which is largely
ensured through digital channels of interaction.

In this regard, the creation of business accounts in social networks is an urgent
task to improve the brand management of «Roshen Podillya» LLC. Their
registration will not only increase the level of engagement of the target audience, but
will also help strengthen the company's competitive position in the regional market.

«Roshen Podillya» LLC has implemented a loyalty program that provides a
discount when placing an order for UAH 5 000 or more [41]. The loyalty program
is an effective tool for stimulating purchases and helps to attract customers from the
wholesale segment. At the same time, the limited variety of loyalty programs limits
the company's ability to attract a wider consumer audience and reduces the retention
of existing customers.

In order to increase the efficiency of brand management in a highly
competitive environment, it is advisable to introduce additional customer loyalty
tools. Expanding the range of such activities will increase customer satisfaction and
strengthen the emotional connection with the brand.

An important advantage in the context of promoting the ROSHEN brand in
the B2C consumer market is the operation of two branded stores in Khmelnytskyi,
located on Zarichanska and Kamianetska streets (Figure 2.10).

The presence of branded stores ensures direct contact of consumers with
products, promotes brand trust and creates the preconditions for building sustainable
loyalty. Such stores act as an effective communication channel, allowing for
marketing campaigns, special offers, and seasonal sales, which helps to actively

attract new customers and strengthen the company's position in the regional market.
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,_ .
Figure 2.10 — ROSHEN branded store in Khmelnytskyi
Source: [41]

The analysis of the current brand management policy of «Roshen Podillia»
LLC shows its limited nature, focused mainly on the sale of ROSHEN products
without proper emphasis on the development of the communication component. The
lack of active local promotion and unique positioning of the distributor makes it
impossible to effectively differentiate in a competitive market.

«Roshen Podillya» LLC does not actively participate in the implementation
of socially significant or charitable initiatives, which reduces its potential in terms
of strategic brand management. In today's marketing environment, the company's
participation in public projects, patriotic events, or charity is seen as a tool for
building a positive image and emotional connection with the target audience.

Thus, to improve the efficiency of «Roshen Podillyay LLC brand
management, it is advisable to implement an integrated approach that involves
intensifying the company's social presence, improving digital promotion tools,
developing social networks, and implementing activities focused on the needs of the
regional community. This will help to build sustainable loyalty of the target
audience, increase brand awareness and strengthen the company's market position
as a regional partner of ROSHEN Corporation.
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Conclusions to the second section

The Ukrainian confectionery industry remains a strategically important sector
of the national food industry, showing resilience even under martial law and
economic instability. Despite significant challenges, enterprises continue to
modernize production, maintain high quality standards, and adapt to changing
market conditions. The market structure remains stable, with flour-based products
dominating due to accessible raw materials and steady demand. At the same time,
producers are actively exploring new niches such as functional and value-added
sweets, aligning with global consumer trends.

The industry is highly concentrated, with ROSHEN Corporation holding over
25 % of total production. Other major players, including AVK, Konti, Biscuit-
Chocolate, Zhytomyrski Lasoshchi, Lukas, and international brands like Mondelez
(«Koronay) and Nestlé («Svitochy), collectively control 40-45 % of the market.
Regional and small enterprises account for approximately 30 %, primarily in the
flour-based segment.

The SWOT analysis of the industry showed that the main strengths are
concentrated in the structured production, stable domestic demand and competitive
products, while the main risks are related to logistics barriers, dependence on
imported raw materials and the impact of external shocks. To ensure sustainable
development, it is necessary to increase the level of digitalization, expand
investments in technology, and intensify marketing strategies both domestically and
abroad.

The results of the analytical study show a stable growth of key technical and
economic indicators of «Roshen Podillya» LLC in 2022-2024, which indicates the
effective functioning of the company in the face of external challenges, including
war, inflationary pressure and rising costs. The company demonstrates strong
profitability, growth in sales volumes, consistent increase in gross and net profit, as

well as active participation in public procurement as an important sales channel.
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The analysis of the cost structure and the dynamics of their changes confirms
the effective cost control system: despite the growth in sales, the company managed
to maintain a stable level of costs per 1 hryvnia of sales and profitability. These
results are evidence of a prudent pricing policy, flexible response to market changes
and high-quality resource management.

The study of the brand management policy of «Roshen Podillya» LLC
revealed that the current strategy of the distributor is largely based on the recognition
and reputation of the parent corporation ROSHEN. The main factors that ensure the
brand's sustainability are a high level of product loyalty, a wide range of products,
competitive pricing policy and a high-quality distribution network. Thanks to this,
the company demonstrates a stable presence in the regional market and has positive
dynamics of interaction with target audiences.

At the same time, the analysis identified several strategic weaknesses in the
company’s brand management. The official website serves primarily as an
informational platform, lacking interactivity, personalization, and meaningful
audience engagement. Furthermore, the absence of an active presence on social
media significantly limits opportunities for customer communication and diminishes
the effectiveness of digital marketing efforts — a critical shortcoming under current
market conditions. In addition, the limited use of customer loyalty tools and the
absence of social or patriotic initiatives reflect an insufficient focus on intangible
brand-building elements, such as emotional connection, social responsibility, and
value-based positioning. These gaps hinder the company's ability to differentiate
itself in the regional market and reduce its alignment with contemporary marketing
practices that prioritize customer engagement and brand authenticity.

Therefore, to improve the efficiency of Roshen Podillia LLC brand
management, it is necessary to implement a comprehensive strategy that includes
digital transformation of communication channels, social media activation,
expansion of loyalty programs, and strengthening of the company's social and public
activities. Such actions will not only increase brand awareness, but also create a
long-term competitive advantage at the regional level.
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3 Development of measures to improve the brand management of «Roshen

Podillya» LLC on the basis of marketing

3.1 Development of measures to improve the brand management of «Roshen

Podillia» LLC in the digital environment

Under the conditions of rapid digital technology advancement and intensified
competition in consumer markets, the formation of a strong digital brand identity
becomes a critical factor for ensuring the marketing resilience of an enterprise. The
conducted analysis has revealed that the current digital branding strategy of «Roshen
Podillya» LLC requires systematic improvement in order to strengthen the
company’s competitive positioning within the regional environment.

A comparative assessment of Roshen Podillya’s digital brand representation
in relation to the standards of the parent corporation «ROSHEN» highlights a
number of aspects in need of updating. In particular, these include the renewal of
visual identity, the development of a content-based communication model with the
audience, and the modernization of website interface solutions in accordance with
UX/UI design principles.

To enhance the digital brand of «Roshen Podillya» LLC, it is advisable to
implement a set of strategic directions aimed at reinforcing consumer interaction.
These directions include updating the website’s visual identity, developing a content
strategy to foster emotional engagement with the audience, improving UX/UI
design, establishing an active presence on social media, expanding website
functionality, and creating an interactive product catalog. These measures,
illustrated in Figure 3.1, are intended to increase brand awareness, attract new

customers, and strengthen loyalty among existing consumers.
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Figure 3.1 — Key areas of improvement of the digital brand

of «Roshen Podillia» LLC

Source: developed by the author

The implementation of these measures will create a coherent digital visual

concept for the brand, which will help to increase awareness, strengthen consumer

confidence and expand the audience in Khmelnytsky and Ternopil regions.

An analysis of roshen.com (the official website of the corporation) and

roshen-podillya.com (the website of the distributor Roshen Podillya LLC) showed

significant differences in the implementation of key elements of digital branding.

The main website of the corporation clearly shows the integration of a single

visual concept based on the use of a corporate palette (yellow, red, white), unified

fonts, and the company logo, which is placed on all pages of the resource (Figure

3.2).
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Figure 3.2 — Representation of ROSHEN Corporation in the digital

environment
Source: [42]

These components form a unified visual space that allows the user to
immediately identify the brand and emotionally associate it with quality, reliability,
and prestige. The corporation's website also uses modern multimedia solutions that
significantly increase the attractiveness of interaction. In particular, the home page
features dynamic video content that creates a positive emotional effect and presents
not only products but also production capabilities, social initiatives, and corporate
values of the company. Thus, the online resource plays the role of not only a
communication platform but also an image tool that builds trust in the brand at the
level of value positioning.

In contrast, the digital environment of «Roshen Podillya» LLC does not
currently reflect a unified brand strategy and does not provide an adequate level of
integration with the corporate identity (Figure 3.3).

The website of «Roshen Podillya» LLC is focused mainly on informing
consumers about contacts and the basic product range, without emphasis on
emotional impact or presentation of brand values. The absence of corporate colors,

logo and other identification elements in the visual structure of the resource
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significantly reduces the potential for forming an emotional connection with the

audience.

ROSHEN Corp
i

from ROSHEN

Thank you for your trust and choice!

KOSHEN = oksana hlavatska@roshentrade
~ PODILLYA

© Khmelnytskyi, Shukhevych St, 107 +380 (671503 @ Temopil city, Podilska st. 21 +380 (67) 555 04 55
4818 AS
\

Figure 3.3 — Presentation of «Roshen Podillia» LLC in the digital environment
Source: [41]

Given the above shortcomings, it is advisable to revise the design of the
website of «Roshen Podillia» LLC in order to unify it in accordance with the
corporate standards of ROSHEN Corporation. It is recommended to introduce
corporate colors, adapt typography and content structuring, and include the logo on
all pages. The visual update should be accompanied by a modernized content
strategy, which will include the publication of news, promotional offers, success
stories, video reports on activities and customer feedback. This approach will allow
consumers to form a comprehensive view of the brand, increase audience
engagement and strengthen loyalty.

In the current context of business digital transformation, a corporate website
should serve not merely as an information source but as a comprehensive platform
for interaction with the target audience, delivering high-quality service and

maintaining long-term customer engagement. Against this backdrop, the current
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website of «Roshen Podillya» LLC demonstrates functional limitations, being
primarily focused on providing basic product and contact information. This
significantly restricts its potential as a tool of digital branding.

A priority task is the step-by-step modernization of the website’s architecture
to transform it into a flexible instrument of electronic communication. In particular,
it is essential to introduce online ordering functionality, including options for
product pickup or courier delivery, as well as to implement interactive feedback
forms. These features would enable the establishment of two-way communication,
prompt responses to customer inquiries and suggestions, and the collection of
analytical data for further personalization of service delivery.

A crucial direction of modernization is the development of an interactive
product catalog featuring product visualization, filtering options by type, category,
price range, and popularity. This tool would not only improve user navigation but
also increase conversion rates by offering ease of use and efficient product selection.
It is also advisable to include functionalities such as product comparison, customer
reviews, and recommendations, which would enhance user awareness and
engagement in the decision-making process.

To increase the effectiveness of the website, it is necessary to ensure full
mobile compatibility. Given the growing share of mobile traffic, a responsive design
will guarantee information accessibility for users of smartphones and tablets,
significantly  improving browsing convenience and session  duration.
Simultaneously, technical and content-based SEO optimization should be
implemented to improve search engine rankings and broaden the reach of the target
audience.

To further enhance brand visibility and attract new audience segments, it is
advisable to establish official business accounts on popular social media platforms
such as Instagram, Facebook, and TikTok. These digital channels offer opportunities
not only for consumer awareness about product updates and promotions, but also for
building emotional connections through visual content, storytelling, and real-time

engagement. The implementation plan should include the development of a visual
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style for brand accounts using corporate colors, regular posting (3—4 times per
week), the launch of short video formats (Reels, Stories, TikTok clips), and the use
of targeted advertising tools to reach local audiences. Expected outcomes include
increased brand awareness, higher engagement among Yyounger audiences,
community building around the brand, and growth in the number of potential
customers.

The implementation of these measures (as detailed in Table 3.1) will enable
«Roshen Podillya» LLC to transform its website from a static information platform

into an interactive brand communication tool.

Table 3.1 — Areas of improvement of the digital brand of Roshen Podillya

LLC to enhance interaction with consumers

Direction of digital

Description of Measure
brand enhancement P

Expected Outcome

Website visual | Integration of corporate style, | Increased  brand  recognition,
identity update colors, fonts, and logo in |formation of a unified visual
accordance with the ROSHEN | concept and emotional

parent brand identification

product comparison

Content strategy and | Expanding publications on the | Increase user engagement, build

emotional site:  news, success stories, | trust and brand loyalty

connection videos, social projects, reviews

UX/UI design Modernization of the website | Improved user experience,
structure,  simplification  of | increased session duration and
navigation, adaptation for mobile | repeat visits
devices

Presence in social | Creation of business accounts on | Attracting a young audience,

networks Instagram, Facebook, TikTok, | increasing awareness, building a
launch of Reels, Stories, targeted | community around the brand
advertising

Expanding the | Integration of online orders, | Increase  sales, reduce staff

functionality of the | feedback forms, responsive | workload, improve communication

site design, SEO optimization with customers

Interactive  product | Product visualization, filters, | Facilitating the selection process,

catalog reviews, recommendations, | increasing conversion and online

sales

Source: developed by the author
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Anticipated results include increased customer loyalty due to improved user
experience, expanded communication channels, a higher share of online orders in
the sales structure, and reduced pressure on offline service channels. In the long
term, these improvements will contribute to strengthening the company’s market
position and enhancing the effectiveness of brand management in the digital
environment.

The proposed directions for digital brand enhancement of «Roshen Podillyay
LLC systematically address key aspects of consumer interaction in the online space
— from website modernization to active utilization of social media potential.
Implementation of these measures will foster the creation of an integrated brand
communication ecosystem that ensures increased brand recognition, improved
customer experience, higher audience loyalty, and enhanced brand engagement in
the digital environment.

From a strategic perspective, the implementation of the proposed initiatives
will contribute to the formation of a unique brand value proposition, enhance the
effectiveness of marketing communications, and ensure sustainable competitive
advantages for the enterprise in the context of the digital economy and high market
turbulence. The digital modernization of brand management tools serves as a
necessary prerequisite for strengthening the market position of «Roshen Podillya

LLC in the regional landscape and achieving long-term marketing stability.

3.2 Refining customer loyalty programs as a brand management instrument at
«Roshen Podillya» LLC

In the modern marketing environment, customer touchpoints — places where
direct interaction occurs between the consumer and the company, its products, or
services — play a critical role in shaping the brand's value image. For «Roshen

Podillya» LLC, these touchpoints include both branded retail stores and partner
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outlets, as well as digital communication channels used within loyalty programs.
Effective use of brand communication tools at these points not only enhances the
quality of customer service but also strengthens brand trust, fosters emotional
connection, and establishes sustainable competitive advantages.

One of the key instruments is the implementation of customer loyalty
programs aimed at encouraging repeat purchases, increasing consumer engagement,
and ensuring personalized brand interaction. Currently, the company applies a basic
discount model for large-volume purchases. However, this approach is limited in
terms of long-term customer retention. To enhance the effectiveness of its customer
policy, it is advisable to implement an extended bonus system based on point
accumulation for each purchase. Accumulated points can be used to offset future
orders or redeemed for gifts, fostering a sense of reward, benefit, and motivation for
continued cooperation.

To further personalize interactions, a tiered loyalty model is recommended,
where «Silver», «Goldy», and «Platinumy levels reflect the customer’s status based
on purchase volume or the duration of cooperation. Each tier offers additional
benefits such as increased discounts, priority order processing, participation in
tasting events, and early access to new products. This approach allows the company
not only to segment its customer base but also to reinforce a sense of value and
importance among its clients within a partnership framework.

Special attention should be paid to the development of individualized loyalty
programs for key business clients. These may include flexible supply conditions,
exclusive offers, access to limited product lines, or unique pricing models. A
personalized approach to strategic partners significantly increases their loyalty,
reduces the risk of switching to competitors, and strengthens long-term, mutually
beneficial relationships.

Another effective method of customer stimulation is referral programs,
through which existing clients receive bonuses for recommending the company to

new partners. This organic expansion of the client base encourages positive
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communication around the brand and optimizes marketing expenditures by reducing

reliance on traditional advertising.

A comparative analysis of the main formats of loyalty programs and their

potential benefits for «Roshen Podillya» LLC is summarized in Table 3.2.

Table 3.2 — Characteristics of loyalty program formats and their advantages
for the brand of «Roshen Podilly»a LLC

Program type Implementation mechanism Potential benefits
Bonus Accrual of points for the order Encouraging larger orders,
accumulation amount (1 point = 100 UAH), increasing the average check,
program exchange for discounts increasing motivation for repeat

purchases

A tiered loyalty
system

Discounts by level: «Silver» (10
thousand UAH) — 3 %; «Gold»
(30 thousand UAH) — 5 %;
«Platinumy (50 thousand UAH) —
10 %

Motivation to increase procurement
volumes, differentiate the approach
to customers, and build long-term
relationships

Customized
programs

Exclusive discounts, special
conditions, access to new products

Increasing the loyalty of key
customers, reducing the risk of
losing strategic partners

Referral program

Bonus for each referred customer
(for example, 500 UAH discount)

Expanding the customer base
through existing partners,

minimizing the cost of marketing
activities

Source: developed by the author

Thus, the combination of different types of loyalty programs allows «Roshen
Podillya» LLC to implement a multi-level customer incentive system that covers
both current partners and potential ones. The effective use of such tools contributes
not only to increasing sales, but also to the formation of a strong emotional
connection with the brand, which is a critical factor for maintaining competitive
advantages in the confectionery distribution environment.

The expected results of these measures include an increase in the frequency
of purchases, an increase in the average check, an increase in the number of orders

from regular customers, and the formation of a stable partnership environment. In



58

addition, the use of such programs will help reduce the risk of customer outflow to
competitors, as customers who actively accumulate bonuses or reach higher levels
are less likely to switch to other suppliers.

The successful implementation of these loyalty initiatives requires integration
with CRM systems that automate key processes, track purchase history, allocate
bonuses, generate personalized offers, and assess the effectiveness of customer
interactions. Utilizing modern software platforms such as ABM Loyalty, Smart
Bonus, or ME-POS enables the development of multifunctional loyalty management
systems with flexible settings, multichannel communication (via email, SMS,
mobile apps, social media), and advanced analytical tools [1]. These capabilities
form a foundation for timely decision-making, adaptive marketing strategy
development, and improved customer experience.

In parallel with loyalty programs, the standardization of service in branded
stores plays an essential role in creating a holistic brand experience. The
implementation of unified customer interaction protocols, staff uniforms, branded
visual navigation, and consistent product display standards creates a stable and
recognizable brand environment that positively influences consumer perception.
This approach not only ensures high service quality but also provides predictability
and comfort for customers at all retail locations.

Company sales representatives play a critical role in enforcing brand standards
by managing product displays in accordance with approved planograms, monitoring
stock levels, and ensuring timely assortment replenishment. In addition, retail
partners are provided with branded commercial equipment — shelves, displays,
promotional materials — that enhance product presentation and reinforce visual brand
identity in the retail space.

Promotional campaigns are also an effective tool for activating customer
touchpoints. These include seasonal discounts, «gift with purchase» promotions,
product tastings, and themed holiday offers. Such activities allow the company to
respond quickly to market demand shifts, attract new consumers, and maintain the

loyalty of existing clients.
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Table 3.3 presents a structured overview of the key tools used by «Roshen
Podillya» LLC to establish and maintain effective brand communication at various
customer touchpoints. These instruments include loyalty programs, referral systems,
CRM technologies, service standards, merchandising practices, and promotional
campaigns. Each tool is described in terms of its implementation format, functional
purpose, and expected outcomes. The table illustrates how the integration of these
mechanisms supports the development of long-term customer relationships,
increases purchase frequency, enhances the customer experience, and strengthens

the brand's competitive positioning in the regional confectionery market.

Table 3.3 — Tools of brand communication of «Roshen Podillia» LLC at the

point of contact with the consumer

Tool . Descrlp_tlon/ Functional purpose | Expected outcomes
implementation format
1 2 3 4

Bonus loyalty program | Accumulation of points | Stimulation of repeat | Sales growth,
for purchases with | purchases, increase | enhanced customer
further exchange for | in average order | activity
discounts or gifts value

Tiered program | Customer status | Customer Increased loyalty,

(Silver/Gold/Platinum) | determined by order | segmentation, reduced risk of
volume; provision of | personalization  of | switching to
privileges: discounts, | rewards competitors
invitations, priority
service

Individualized Special supply | Retention of | Formation of stable,

programs  for key | conditions, flexible | strategic partners long-term  business

clients pricing, exclusive relationships
offers

Referral program Customer  incentives | Expansion of client | New client
for attracting new | base via word-of- | acquisition,
clients (bonuses, | mouth reduction of
discounts) advertising costs

CRM systems and | ABM Loyalty, Smart | Customer data | Prompt  decision-

software Bonus, ME-POS for | management, offer | making, effective
automation, personalization, loyalty management
multichannel loyalty program
communication, and | efficiency control
analytics
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End of Table 3.3

1 2 3 4
In-store service | Unified interaction | Consistent Strengthened trust,
standards protocols, staff uniforms, | customer high-quality
visual navigation, product | experience, brand | customer
display guidelines, | recognition experience
branded service
Merchandising  and | Display planograms, | Enhanced  visual Imoroved product
Trade Equipment branded shelves, stock | appeal of products, P P

presentation,

monitoring, promotional | shelf space | .

) S increased sales
materials optimization

Promotional Policy Discounts, gift-with- | Attracting new | Demand
purchase campaigns, | customers, re- | stimulation,
tastings, seasonal | engaging existing | increased brand
promotions ones awareness

Source: developed by the author

The tools presented cover both elements of long-term customer incentives
(loyalty programs, multi-level systems, individualized offers) and operational
mechanisms for boosting demand (promotional policies, referral initiatives,
tastings).

Particular attention is paid to standardizing service in branded stores and
maintaining visual identity through branded equipment and product displays, which
contributes to the formation of a holistic customer experience. An important role is
played by the introduction of digital solutions, including CRM systems and loyalty
program automation platforms, which provide personalized interaction, analytical
support and flexibility in managing the customer base.

Together, these measures form a multi-level brand communication system
between «Roshen Podillya» LLC and its target audience. Their implementation
contributes to increased purchase frequency, higher average order value, reduced
customer attrition risk, and the establishment of a strong emotional bond with the
brand. The combination of digital tools, personalized approaches, and standardized
brand experience creates a robust platform for the sustainable development of the

brand within the highly competitive confectionery market.
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3.3 Building brand identity through social initiatives

In the current digital environment, brand management requires a shift from a
purely commercial approach to the formation of deeper, value-driven relationships
with the target audience. Effective brand communication today involves not only
product recognition but also the creation of a positive emotional backdrop
surrounding the company, its social role, and its active civic stance. In this context,
the engagement of «Roshen Podillyay LLC in the implementation of socially
significant initiatives is a strategic step that contributes to building public trust,
strengthening the company’s positive image, and fostering regional identity.

As part of improving the brand management of «Roshen Podillya» LLC based
on marketing principles, it is proposed to implement a systematic approach to value-
based brand communication through the realization of social initiatives. In today’s
digital environment, effective brand management requires a shift from a purely
commercial focus toward building deep, emotionally and socially oriented
relationships with the target audience. The recommended measures should aim not
only to enhance product recognition but also to create a positive emotional
atmosphere around the brand, reinforce its social image, and establish an active civic
position for the company.

One of the strategic priorities should be the implementation of social
initiatives as a tool for emotional engagement with the regional community. It is
advisable to organize charitable, educational, and cultural events, such as holiday
celebrations in children’s hospitals, confectionery workshops for children,
participation in fairs, school competitions, and local cultural events. These activities
will help associate the brand with care, humanity, and social responsibility, while
also strengthening its integration into community life.

Given the socio-political context, particular attention should be paid to
patriotic initiatives supporting military personnel and their families. Recommended

measures include offering permanent discounts for veterans in branded stores,
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organizing «Days of Gratitude», providing holiday gift sets to military units, and
launching limited patriotic product lines with partial proceeds donated to charitable
foundations. These initiatives will contribute to increased public trust, emotional
attachment, and loyal attitudes toward the brand from both service members and the
broader patriotic consumer segment.

It is also recommended to establish ongoing cooperation with volunteer and
civic organizations to expand the brand’s social presence, support internally
displaced persons, implement humanitarian projects, and strengthen the brand’s
positioning as a transparent, humane, and socially responsible market actor.

An essential condition for the success of these initiatives is a well-developed
communication strategy. It is recommended to use modern engagement tools such
as client story series on social media, coverage in local media, video reports, an
interactive map of brand-sponsored events on the company’s website, and geo-
targeted advertising. The focus of communication should be on actual actions and
their social significance, rather than promotional messages.

The implementation of this system of socially oriented brand communication
is expected to enable «Roshen Podillya» LLC to form the image of a responsible and
open business, enhance regional brand recognition, and strengthen emotional loyalty
among consumers and partners. This will lay the foundation for the company’s long-
term competitiveness in the local market and support stable development under
conditions of increasing market turbulence.

The proposed social initiatives are systematized in Table 3.4, which outlines
the main directions, specific activities, functional purposes, and expected outcomes
within the framework of value-based brand communication for «Roshen Podillya»
LLC.

It is advisable to implement a multi-level policy of value-based brand
communication for «Roshen Podillya» LLC through the company’s active
participation in the social life of the region. An analysis of current practices shows
that the combination of classical forms of corporate social responsibility (including

charity, volunteering, and support for vulnerable population groups) with modern
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local PR tools significantly strengthens the emotional connection with the target

audience and enhances the brand’s social capital.

Table 3.4 — Social initiatives of «Roshen Podillya» LLC as a tool for shaping

the brand's value communication

The direction of the

Key activities/examples

Purpose / functional

Expected results

sports activities

socialization of the

initiative purpose
Charitable, cultural | Festive  events  in | Formation of | Increased brand
and educational | hospitals, master | emotional connection, | loyalty, trust, and
activities classes, "Sweet Holiday | positive image, | community
with ROSHEN", | association with care | recognition
participation in fairs and
school competitions
Supporting Gifts to military units, | Demonstration of | Loyalty of  the
Ukraine's defenders | discounts for | social responsibility, | military and their
combatants, strengthening the | families, positive
Thanksgiving, patriotic | patriotic image positioning under
product series martial law
Cooperation  with | Support for volunteer | Involvement in | Increasing brand trust
volunteer centers, assistance to | systemic assistance, | and reputational
organizations IDPs, participation in | strengthening social | sustainability
humanitarian aid | presence
programs
Local PR | Open days, tastings, | Deeper immersion of | Creating an image of
campaigns and | participation in local [the brand in the|an open brand,
regional integration | events, cultural and | regional environment, | expanding  contacts

with the community

targeted  advertising,
social media and media
posts

communication,
increase awareness

company
Media support for | Customer stories, video | Promote brand | Strengthening the
social initiatives reports, event map, geo- | values,  transparent | emotional connection,

creating a holistic
brand leader

Source: developed by the author

Particular attention should be given to the company's involvement in patriotic

projects and programs supporting military personnel, which is especially relevant

during wartime. Such initiatives will contribute to increasing public trust in the

company, shaping its positive image as a responsible participant in social
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transformation, and reinforcing the brand’s reputational stability. It is recommended
to establish systematic cooperation with volunteer and civic organizations and
ensure the regular presence of the brand in the region’s cultural and social landscape
through participation in festivals, educational events, and sports initiatives.

A critical condition for the effectiveness of the proposed measures is the
creation of a transparent information policy to accompany social initiatives, aimed
at the consistent transmission of brand values through official media channels such
as the company website, social networks, and local media outlets. It is advisable to
use modern communication formats — client story series, video reports, and
interactive maps of events — which will help build a strong emotional bond with the
consumer.

It is expected that the implementation of this value-based brand
communication model will enable «Roshen Podillya» LLC to transition from a
regional distributor to a full-fledged brand leader with high levels of trust, emotional
engagement, and loyalty among its target audience. In the strategic perspective, this
will contribute to growing stable demand, improving market positioning, and
strengthening the company’s competitiveness at the regional level.

The developed recommendations for improving brand management at
«Roshen Podillya» LLC based on marketing principles are summarized in Table 3.4.

The conducted research confirms that effective brand management at «<Roshen
Podillyay LLC requires a comprehensive approach encompassing digital
transformation of brand communications, the implementation of modern customer
loyalty programs, and the active use of socially oriented initiatives as tools for
emotional positioning. The proposed strategic directions cover all major consumer
interaction touchpoints — from the digital environment to physical retail locations
and the social sphere of the community.
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Table 3.4 — Recommendations for improving brand management at «Roshen

Podillya» LLC based on marketing principles

enhance customer
experience

- Social media presence.

- SEOQ, interactive catalog.
- Online ordering and
feedback tools

Goals to be Methods of Performance indicators
Measures . . .
achieved implementation and expected results
Development | Strengthen  brand | - Website redesign | - Higher brand awareness
of the digital | visibility, improve | (UX/UI, mobile | and trust.
brand digital optimization). - Growth in site visits and
communication, - Content strategy. time spent.

- More online interactions
and orders

Implementation

Increase customer

- Bonus and tiered loyalty

- Growth in purchase

communication

of loyalty | retention, stimulate | systems. frequency and average
programs purchases, - Personalized programs | order value.
personalize for key clients. - Reduced customer
customer - Referral marketing. churn.
interaction - CRM integration and | - Increased lifetime value
automation
Social Build  emotional | - Charity and cultural | - Strengthened brand
initiatives and | and social | activities. reputation.
value connection withthe | - Support for military | - Deeper  emotional
communication | audience, enhance | personnel. engagement.
trust and reputation | -  Collaboration  with | - Expanded  social
NGOs. presence and local loyalty
- Local PR events.
- Transparent  media

Source: compiled by the author based on the results of the study

The implementation of the developed measures will contribute to increased

brand awareness, higher consumer engagement and loyalty, strengthened social

capital, and the creation of sustainable competitive advantages for the company in

the regional market environment. From a strategic perspective, this will lay the

groundwork for the brand’s stable development, the establishment of long-term

relationships with target audiences, and the enhancement of the enterprise’s

marketing resilience in the context of the digital economy and high market

turbulence.
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Conclusions to the third section

The results of the research substantiate the necessity of a comprehensive
approach to improving brand management at «Roshen Podillya» LLC in accordance
with modern marketing principles and the realities of a digitalized and socially
sensitive market environment. The developed measures address key aspects of brand
development, from technological and communicative modernization to the
strengthening of customer and community engagement.

The first strategic vector of improvement is related to enhancing the
company’s digital brand positioning. This includes redesigning the corporate
website in line with UX/UI standards, expanding its functionality with interactive
elements (product catalog, ordering forms, responsive design), launching and
managing social media accounts, and applying SEO and mobile optimization. These
steps aim to increase brand visibility, attract new audiences, and ensure consistent
online interaction, thus enhancing the overall consumer experience.

The second direction focuses on reinforcing customer loyalty through
structured engagement programs. This involves implementing a multi-tiered loyalty
program (Silver, Gold, Platinum), personalized offers for strategic clients, referral
initiatives, and the integration of CRM systems for managing customer data and
communication. At the same time, offline brand experience is reinforced by
standardized service protocols, brand merchandising, and a targeted promotional
policy at points of sale.

The third key direction is the development of value-based brand
communication through proactive involvement in social, charitable, cultural, and
patriotic initiatives. Such initiatives include local charity projects, support for
Ukraine’s defenders, cooperation with volunteer and civic organizations, regional
PR campaigns, and public event participation. These actions create strong emotional
associations with the brand, strengthen its social capital, and contribute to the

company’s reputation as an open and responsible market participant. Importantly,
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success in this area depends on transparent, consistent media support through digital
and traditional channels, which should emphasize the social significance of the
company’s contributions rather than promotional messaging.

In summary, the implementation of the proposed improvement directions will
allow «Roshen Podillya» LLC to transform its brand management model into a
modern, integrated, and community-oriented system. This will enhance the
company's regional market competitiveness, deepen consumer loyalty, and secure
the company’s position as a value-driven brand leader under conditions of economic

volatility and increasing stakeholder expectations.
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Conclusions

As a result of the conducted theoretical analysis, it has been established that
in the context of the modern economy, a brand represents a multifaceted intangible
asset that integrates elements of visual identity, value-based attributes, emotional
perception, and communicative interaction with the consumer. Its essence lies not
merely in the identification of a product or company, but in the formation of a
complex marketing phenomenon within the consumer’s consciousness, shaped
through experience, associations, trust, and relationships.

Contemporary brand management encompasses a number of conceptual
approaches to brand governance, including classical, emotional, functional,
customer-oriented, integrated, systemic, and digital models. Each of these
emphasizes a specific aspect of brand building — from ensuring visual recognition to
creating a personalized customer experience. The most effective strategy is
considered to be the integration of multiple approaches, enabling the formation of a
strong brand presence under conditions of intense market competition.

Effective brand management is based on the comprehensive use of an
appropriate set of marketing tools, such as positioning, identity development, public
relations, loyalty programs, content strategies, CRM systems, and digital
communication channels. It is also essential to consider the brand life cycle, which
determines the need to adapt tools to the specific stage of brand platform
development.

Particular attention should be paid to the impact of digital transformation on
brand management, as it changes the principles of interaction with the consumer.
Digital brand management involves multichannel communication, data-driven
decision-making, automated customer engagement, and the creation of personalized
content. This enables greater marketing communication effectiveness, stronger
emotional ties with the target audience, and the development of long-term customer

loyalty.
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Therefore, improving brand management at the enterprise level based on
marketing principles requires the synergy of traditional and digital approaches,
customer orientation, systematic brand strategy development, and adaptability to
changes in the competitive environment. This model serves as the foundation for the
effective development of brand management, particularly within the confectionery
production sector.

The analysis of the current state of the Ukrainian confectionery industry
confirms its strategic importance within the national food sector, particularly under
conditions of martial law and economic instability. Despite substantial challenges,
enterprises demonstrate a high degree of adaptability, ongoing production
modernization, and the preservation of quality standards. The market structure
remains stable, while producers actively explore new segments aligned with global
consumer trends. The high level of industry concentration, the leading role of
ROSHEN Corporation, and the notable presence of regional and small-scale
enterprises underscore the sector’s competitiveness despite external threats.

The industry is highly concentrated, with ROSHEN Corporation holding over
25 % of total production. Other major players, including AVK, Konti, Biscuit-
Chocolate, Zhytomyrski Lasoshchi, Lukas, and international brands like Mondelez
(«Korona») and Nestlé («Svitochy), collectively control 40-45 % of the market.
Regional and small enterprises account for approximately 30 %, primarily in the
flour-based segment.

The SWOT analysis of the industry showed that the main strengths are
concentrated in the structured production, stable domestic demand and competitive
products, while the main risks are related to logistics barriers, dependence on
imported raw materials and the impact of external shocks. To ensure sustainable
development, it is necessary to increase the level of digitalization, expand
investments in technology, and intensify marketing strategies both domestically and
abroad.

The analytical assessment of the financial and economic performance of
«Roshen Podillya» LLC for the period 2022-2024 confirms the company’s
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operational efficiency under inflationary pressure, rising costs, and external risks.
The company exhibits stable growth in sales volumes and profitability, as well as
consistent participation in public procurement channels. Furthermore, its effective
cost control system and flexible pricing policy reflect sound resource management
and market responsiveness.

However, the study of the company’s brand management strategy revealed
several strategic weaknesses that constrain the formation of long-term competitive
advantages. In particular, limited integration of digital communication channels, a
primarily informational website with minimal interactivity, lack of active social
media presence, and underutilization of emotional engagement, social responsibility,
and customer loyalty mechanisms point to the need for a profound transformation of
marketing approaches.

The results of the research substantiate the necessity of a comprehensive
approach to improving brand management at «Roshen Podillya» LLC in accordance
with modern marketing principles and the realities of a digitalized and socially
sensitive market environment. Improving the brand management system of «Roshen
Podillya» LLC should be carried out through a comprehensive strategy
encompassing digital modernization, activation of social media presence, expansion
of loyalty programs, and enhanced participation in social and community activities.
Such an approach will not only increase brand awareness but also strengthen
emotional ties with the target audience, build social capital, and support sustainable
enterprise development at the regional level.

The first strategic vector of improvement is related to enhancing the
company’s digital brand positioning. This includes redesigning the corporate
website in line with UX/UI standards, expanding its functionality with interactive
elements (product catalog, ordering forms, responsive design), launching and
managing social media accounts, and applying SEO and mobile optimization. These
steps aim to increase brand visibility, attract new audiences, and ensure consistent

online interaction, thus enhancing the overall consumer experience.
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The second direction focuses on reinforcing customer loyalty through
structured engagement programs. This involves implementing a multi-tiered loyalty
program (Silver, Gold, Platinum), personalized offers for strategic clients, referral
initiatives, and the integration of CRM systems for managing customer data and
communication. At the same time, offline brand experience is reinforced by
standardized service protocols, brand merchandising, and a targeted promotional
policy at points of sale.

The third key direction is the development of value-based brand
communication through proactive involvement in social, charitable, cultural, and
patriotic initiatives. Such initiatives include local charity projects, support for
Ukraine’s defenders, cooperation with volunteer and civic organizations, regional
PR campaigns, and public event participation. These actions create strong emotional
associations with the brand, strengthen its social capital, and contribute to the
company’s reputation as an open and responsible market participant. Importantly,
success in this area depends on transparent, consistent media support through digital
and traditional channels, which should emphasize the social significance of the
company’s contributions rather than promotional messaging.

The systematic implementation of the proposed measures will not only
optimize the internal processes of brand management but also ensure the formation
of a coherent, emotionally resonant, and socially responsible brand image in the
public consciousness. By embracing a balanced combination of technological
innovation, consumer-oriented interaction, and civic engagement, «Roshen
Podillyay LLC can significantly expand its influence and resonance within the
regional market space.

Moreover, this transformation aligns the company’s strategic goals with the
broader trends of sustainable marketing development, where transparency, trust, and
emotional loyalty become decisive factors for long-term business stability.
Strengthening digital communication infrastructure, deepening personalization
mechanisms, and integrating social values into the core of the brand strategy will

foster not only a more resilient customer base but also increased brand advocacy.
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In summary, the implementation of the proposed improvement directions will
allow «Roshen Podillya» LLC to transform its brand management model into a
modern, integrated, and community-oriented system. This will enhance the
company's regional market competitiveness, deepen consumer loyalty, and secure
the company’s position as a value-driven brand leader under conditions of economic

volatility and increasing stakeholder expectations.
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Appendix A

XMEJIBHHULILKHHA HALIIOHAJIBHUHA YHIBEPCHUTET
KA®EIPA MAPKETHHI'Y

MAPKETHUHI'OBI
TEXHOJIOI'ILI B YMOBAX
€BPOIHTET'PALIIMHUX
ITPOLIECIB

TE3HU IOIIOBIIEHA

XIX MIZKHAPOJIHOI HAYKOBO-TIPAKTHUHOI
KOH®EPEHLIIT
(19-20 TPYIHA 2024 POKY)

XMmenpHnubkui, XHY, 2024

81



VIIK 339.138:339.9]:338(477)

M26

M26

Perouendoeano do Apyxy Byenow padord axyiememy exorouixu
i ynpasiinia XueteHuybkoso HAYIoOHATEHOS0 VHISEDCUMERY,
npamorot Ne 26/24 gid 13 apyvowna 2024 poxy

Ilogami Teszm gomoeiged XIX MizxmapomHoi HavKORO-IPakTHIHOL
iHTepHeT-KoHGepermi «MapreTHHroBl TexHOIOTI! B YMOBZX €EpOIHTEIpa-
mifinex nponecies (19-20 rpyorz 2024 p)).

V pamyax koHEdepeENil poIrIAHYTC TEOPETHEO-AHAMITHYIHI OCHOEH Ta
MPaKTHIHI PeEOMEHIAII 10 3acTOCYBAHHA MAapKETHHTOEHX TEXHOIOTIH B
EEOHOMINI Ta OiHeci E VMOBaX EEpOIHTCTPAIHHHX DTpOIECiE, 32a
HANpAMaMH: CTPATeTi9HA NAPaTHTMa IHHOEAMIHHOTO MAPKETHETY, aKTYANEH]
npodIeMH 3aCTOCYEAHHA Teopii 1 NpakTHEH MapKeTHHIY V pizHEX cdepax
TOCIOJAPHOEAHHT B VMOBAaX BOEHHOTO 9acy. MIEHApOIHHH MAapEETHHT B
yuopax i{HTerpamii Vipaimm B €C; MapKeTHHT-MeHeTEMEHT: MOXOTH 1
NEPCIEKTHEH POIBHTEY, TEHIEHINT IHHCOEAIIHHOIO POIEHTEY EKOHOMIKH B
VMOBAX [HTETPAlii B MUKHAPOJHEH KOHOMIMHHE IPOCTIp.

Penaxmifinmii xoMiTeT KoHdepeHmii:

Jaxpuxcescora I B. KaH7. exoH. HAVE, J0I1;
Kapnenro B.JI., xang. exoH. HAVE, J0L.;
Jimuncera B.A., xaun. eKoH. HAVE., JOL. (TeXH. Cexp.)

Mamepiatu nodani & asmopcerii pedaryii.
Bidnoegidarericie 30 3WICH, ASMEHMUNHICHS YUMAm
I MPAsUTbHICHE HOCWIAHE HECYINb ASMOopPL

MaprkeTHHIOBI TeXHOTOTI B VMOBAX  ERPOIHTErparmiiEx
mponecie - Tezd gomoeiged XX MixmsapoaHol HAVKORO-TPAKTHIHOL
roHGepermi (19-20 rpyaua 2024 p). — Xvenprmprmi - XHY, 2024,
—328¢c.

Jna §axiemie 3 MApKeTHHTY, EHEI3OJ9iE, ACTIPAHTIE Ta CTYAEHTIE
EKOHOMIYHHX CHemiansrocTed 360,

VK 330.138:330.0]:338(477)
© Arropm Tez, 2024
© XHY, oprriHan-maxet, 2024
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Muxaino binyxa
CyTHICTE CTPaTeri9HOTO VIPABTIHEA JHCTPHOVINER 1HHOBAIMAHOT IPOIYVEINT .

Egenina /Iyxiaa, Bagsesrura Bodpoeank
IunOBamAR acnekTH GopMYyBAHHA 1HTEMPOBAHHE MapKeTHHT OBHX
KOMVHIKAIA KoMmasii Samsung Electronics.....

Bitamii Kapnenxo
JEzaiin-MHEcIsHEEY 9K 2ac1d IaHVEaHHE Ta pospo0EHR
MAPKETHHTOBHK 1HHOBALTIE ... oot e e e e

Ancora Muxas, Trogvuna Kaminigerko
IuHORAamIAHI TEHACHIIL B MAPKETHHTY: e()eKTHEHE EHKOPHCTAHHA KOPOTKHX
BiJIe0 TA MOJKACTIE HA MPHKIAM VEpaiHcekoro operny CHER 17

Bboraau Hleiinep, Birtami Kapneako
[uBOEBaIAHE VIIPABTIHEA HA 3aCA0aX MApKEeTHHTY. CVTHICTE,
METOH TA TIEPEBATH .....ooeeoeeeoeeeeeeeeeme e eneeeasemneeesmeesne e emmmn s e sem s mm s snem s s e smems e

Iana lloroneea
Brone TpascHAINOHATEHEX KOPIOpPAUiA Ha MUKHAPOIHY MapKeTHHTOBY

Bai HE, Iryna Zakrvzhevska
Case analysis of tourism marketing strategyin Chana

Chen RUL Irvna Zakrvzhevska
Developing a marketing strategy for enterprises in the context of digital
TrANSTOTIIATION .-t e e

Zhao Ming, Zinaida Andrushkevych
Modern marketing approaches to the management of trade enterprises. ...

Su Zhenning, Zinaida Andrushkevvch
Marketing tools in the management of trade enterprises

Tang Huiping, Iryna Zakryzhevska
Formation of the marketing communication strategy of the enterprise ...

Zhu Longping, Irvna Zakrvzhevska
Customer education strategies of internet medical enterprises in China
on the example of J1an ke e

Zhu Longping, Zinaida Andrushkevych
Digital marketing as a tool for enhancing consumer lovalty ...
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