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The article provides analytical aspects of features of the positioning concept in
marketing, studies the principles and opportunities for promoting brands, expanding
market share, increasing of sales volumes.
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QDaiisumenko /. Konyenyuu nozuyuonuposanus mopzoevix Mapok. [lanvi
ananumuieckue acnekmol 0CobeHHoCmell KOHYenyuil NO3UYUOHUPOBAHUS 8 MAPKemUHae.
Hccredosarnvl npunyunsl u 603MOACHOCIU APOOBUNCEHUSL MOPSOBIX MAPOK, PACUUPEHUE
yACMuU PuIHKA, Yeeauderue 06vbemo8 npooaic.

Kniouesvie crnoeéa.: aHATUTHYCCKHC ITPOrHO3kbI, 6peH11, TMMO3NIIMOHNPOBAHUE,
MMPOABUIKCHUE TOPTrOBbIX MAPOK, MAPKETHUHT, 00BbeM mpoaax.

Background. Nowadays, the choice of the positioning concept and
marketing communication tools are important factors in brands promotion
and increase of their competitiveness. It is the formation of the concept of
positioning and use of tools of marketing communication determined by the
characteristics of the proposed or existing brand structure. However, the
choice of a complex of marketing communications is complicated by use of
separate elements of the positioning concept. On the whole, the relevance of
the topic chosen is not ambiguous, positioning in marketing reflects the
possibilities of brand promotion, expanding the market share and increase
of turnover, as well making a brand acquire the nature of a brand equity.

Positioning issue analysis, term definitions, development of concepts
were studied in works by well-known domestic and foreign researchers,
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namely: D. Aaker [1], T. Ambler [2], O. V. Kendiukhov [3], K. Keller [4; 5],
C. Lovelock [6], Y. Mohylova [7], J. Jacoby [8] and others. However, there
is no agreed idea on defining this term as well as on formation of the
positioning concept and on the use of marketing communications tools
among specialist and researchers studying market positioning.

The aim of this article is to determine the essence and role of positioning,
to generalize the theoretical experience, to develop the conceptual approach
to marketing positioning, and to view the process of positioning diagram
build-up.

Material and methods. The following methods were used in the
course of the research: the principle of consistency of the overall connection
and development allowing to reveal the dialectics of the interrelation
between the positioning methods and tools, gnoseological analysis (analytical,
generalization, scientific abstraction, logical, comparison) for precising the
main notions of positioning and conceptual approaches.

Results. Nowadays, efficient brand positioning has become a priority
concept for many types of businesses, its decisive function being to
distinguish a brand among its competitors, as well as to make a trademark
acquire the nature of brand equity [3, p. 237].

It is positioning that becomes the most important stage in brand
assets management strategy. If one occupies thoroughly developed positions,
there would be no problems with directions for new products development,
market expansion, communications, prices, and distribution channels. Apart
from that, understanding of the positions occupied by a brand is a condition
for confidence, clear thinking, and feeling of staft goal-orientedness [9, p. 126].

Thus, P. Kotler in [10] studies positioning as a set of measures
helping a product to occupy its own place in relation to similar goods in the
mind of the target audience, different from others and advantageous for the
company; the process of creating a company service / product and image,
based on the perception by consumers of competitive products / services. In
his other work, the researcher sticks to the opinion that positioning comprises
securing the desirable place for a product, which is, without doubt, different
from others both on the market and in the target audience’s mind.

P. Kotler’s idea about positioning being a set of measures, correlates
with the definition formulated by T. Ambler: positioning is a set of tools
that helps to create brand image, and that image as much as possible should
compare favorably with competing brands, which in the process of positio-
ning using both real and imaginary characteristics of the product / service [2].

In [11], famous scientists E. Ries and J. Trout approach the defini-
tion of positioning rather vividly: "Positioning is an operation on the
potential buyers’ consciousness. Positioning starts with the product, a piece
of product, service, company, institution, or even person. Positioning is not
what you do to a product. Positioning is what you do to people’s mind, i.e.
you create a position for a product in the mind of a potential client. Positioning
is how you differentiate your product in the consumer’s consciousness".
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In K. Keller’s opinion, positioning comprises processing a group of
consumers or a market segment for creating a system of knowledge about
goods or services and forming positive attitude towards them [5, p. 117], 1. e.
here we also see the understanding of positioning as a process. C. Lovelock
also follows this path, stating that positioning comprises the process of
achievement and preservation of a distinctive place on the market for an
organization and/or separate offers [6, p. 305]. However, contrary to P. Kotler
and J. Trout, this opinion already does not give primary value to people’s
consciousness.

According to D. Aaker opinion, positioning being a process of
creation of an image and value among the target audience consumers in a
way that they understand why the company or brand exists in relation to its
competitors [1, p. 56].

A. Mohylova [7] proves that products positioning on the market
means providing a product with such a place on the market and in the
buyer’s mind that would not be a subject of doubts and is clearly different
from other products. It is an integral part of a brand image, aimed, first of
all, at consumer’s consciousness transformation so that the brand becomes
not just famous, but also substantially different from others on the market,
has a special value for the consumer and is source of internal and external
growth for the company.

J. J. Lambin’s opinion is also worth of attention: positioning is deve-
loping the company’s project and informing about it to allow the company
draw attention of the target audience [12]. At the same time, M. Stone
stresses that positioning is defined not by the company or product quality
but by the way how such qualities are perceived by the consumers [13].

Thus, two main approaches to marketing positioning definition can
be distinguished as:

« process approach: positioning as a process of image and value creation
(J. Trout, A. Ries, P. Kotler, K. Keller, C. Lovelock, D. Aaker, H. Assael);

. comprehensive approach: positioning as a set of measures and
tools forming a certain product or brand image in the consumers’
consciousness (P. Kotler, T. Ambler).

The process approach appears to be more reasonable as positioning
comprises an action, a sequence of certain procedures implemented through
a set of marketing tools.

In the process approach aspect, research by O. Kendiukhov [3, p. 237-
242] is notable, as he believes that the problem is caused by the absence of
clear understanding how an ideal brand position should look like. A clear idea
of an ideal brand position is a necessary condition for studying positioning
as an integral process and for developing its efficiency assessment system.

The researcher proves that, logically, the understanding of the ideal
consumer has to be the starting point in determining the ideal position of a
brand. Thus, brand ideal position comprises:

a) means consumer perception of a brand, which

b) forms an ideal consumer.
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An ideal position has to be treated as absolute, and only afterwards
the criterial basis of assessment of positioning efficiency as the level of
approach to the ideal.

Based on such a point, O. Kendiukhov formulates the definition of
trademark ideal position — its perception by the consumer in a way making
him/her absolutely sure in the unique advantages of this trademark over
others, linking only positive associations with it and being perceived as an
irreplaceable value and necessary life accessory; it is the perception when a
consumer is its fanatic supporter, fully convinced that consumers buying
goods of other trademarks make a wrong choice, and feels obliged to recom-
mend such a trademark to others, and feels spiritual unity with other consumers
choosing this trademark. Thus, according to O. Kendiukhov, positioning is
a process of controlling trademark consumer perception, its aim being:

. convincing the consumer in the unique advantages of this
trademark over other trademarks;

 formation in the consumers only positive associations with this
trademark;

. formation in the consumers of the feeling that this trademark is
irreplaceable and vital;

. formation of fanatic devotion to the trademark;

« bringing up the feeling of duty to recommend this trademark to others;

. formation of the feeling of spiritual unity with other consumers
preferring this trademark;

. formation of consumer belief that other consumers buying products
of other trademarks, make a wrong choice.

I. Vikentyev believes that positioning is a system of client stereotypes
regarding an object, which makes this object understandable, safe, and
different from others [14].

Synthesis based on the process approach for these and other defi-
nitions of the "positioning" notion allows making generalizations regarding
a brand: brand positioning is a process of creating its image, distinctive
features, positive associations, and value in the consumers’ mind to form
a stable image of a brand and ensure customer loyalty towards it.

Positioning as a process starts from formation of a brand position
project or, as more frequently said in the literature, of the positioning concept.

D. Cravens sees the positioning concept as formulation of the
essence of the company offer, indicating company’s ability to satisfy its
consumers’ needs and preferences. This author makes an absolutely valid
point that a company positioning concept has to be guided by the reasons
making clients deal with it instead of its competitors, and to broadcast such
reasons onto the target audience. The positioning strategy is a key element
of the positioning concept. Here, again, we come across two approaches to
its definition: strategy as a long-term plan and strategy as a type of
marketing activity. For instance, in P. Doyle’s opinion, a positioning
strategy comprises marketing activity according to the choice of target
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segments setting up the competition area, and company distinctive
advantages determining the competition methods [15].

Positioning strategy development can be based on various grounds.
J. Wind distinguished six alternative grounds for brand positioning [16, p. 79]:

1) according to product functions;

2) according to advantages, problems solutions, or needs;

3) according to use;

4) according to users category;

5) with regard to other products;

6) based on break with a certain product category.

Conclusion. Thus, the results of research of the peculiarities of
marketing positioning concepts allow making the following conclusions:

1) brand positioning is a process of creating its image, distinctive
features, positive associations, and value in the consumers’ mind to shape a
stable image of a brand and ensure consumer loyalty towards such a brand,

2) any positioning concept is based on the brand differentiation,
product for any attributes;

3) brand positioning concept contains the project of its image in the
consumers’ mind and a set of means to form such an image, including the
brand name, main positioning mindsets, main advertisement plots, as well
as the main communication means;

4) development of the main positioning mindset is mainly based on
two principles: rational (for instance, "High quality for affordable prices",
"Why pay more?") and emotional (for instance, "For real men!", "Because
I’m worth it!");

5) prospective direction for developing an efficient positioning
concept is the systematic approach based on incorporation of series of
factors affecting the brand, degree of their influence, and resolving a set of
marketing tasks for getting as close as possible to an ideal brand position;

6) formation of any position concept in marketing is based on the
consumer perception, therefore, when developing the relevant positioning
concept, one should take account of the whole set of external and internal
factors affecting such perception.

There exist prospects for further research — to perform a more
thorough analysis of positioning concepts, their use in practice, formation
and implementation of brand positioning strategies in the present-day conditions.
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Daiigimenko /1. Konyenuii no3uyionysanna mopzoeenbHux Mapok.

I[HocTtanoBka mpodsemu. B ymoBax HacmueHO! KOHKYpEHII came MO3UIIOHY-
BaHHS BIAIrpa€ BaXJIHMBY pOJb y NpoOLECi CTBOpPEHHS OpeHnxa, CHPUHHATTS CHIIBHOI
TOPTOBETFHOT MAPKH CIIOKHUBUOIO ayTUTOPIEI0, BHKOPHCTOBYBAHHS IHCTPYMEHTIB MapKETHHTY.

AHami3 MUTaHHS TO3UIIOHYBaHHS, BU3HAYCHHS TEpMiHY, PO3poOKa KOHIIETIIiit
paHillle JOCITiPKYBaAIHUCh Y TIPaIsX BiJJOMHX BITYM3HSHHX 1 3apyObKHMX BUeHHX. ChOTOJHI
BOHHU TaKOX HaOyBalOTh aKTyaJbHOCTI IIOJO BHU3HAYCHHS IHOTO TEPMiHY, POpMyBaHHS
KOHIIETIIii MO3UIIIOHyBaHHS Ta BHKOPUCTAHHS IHCTPYMEHTAPIF0 MapKETHHTOBHX KOMYHIKAITiH.

Mema cmammi — BU3Ha4YeHHS CYTi Ta pOJi MO3HMLIOHYBaHHS, y3aralbHEHHS
TEOPETUYHOTO JOCBiy Ta PO3pOOKH KOHLENTYalIbHOrO MiAXOAY LIOA0 MO3UII0HYBAaHHS
B MapKETHHTY, PO3TITHYTO MPOIIEC ITO0YT0BH MO3HIIIHHOT CXEMH.

Martepiaau Ta MeToaH. 3aCTOCOBAHO MPUHIMII CHCTEMHOCTI 3arajJbHOTO 3B’ SI3KY
Ta PO3BUTKY, METOAM FHOCEOJIOTIYHOTO aHalli3y (AaHAJITHMYHMH, y3arajibHEHHs, HayKOBOi
a0CTpaKIii, TEKOMITO3HIIii, TIOTIIHUH, TIOPIBHSIHHSA).
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Pe3yabTaTH gocaigiKeHHsl. YTOYHEHO OCHOBHI TIOHATTS IIOAO TEPMIiHY
"IMO3HITIOHYBaHHA", HaJaHO AHAJTITHYHI ACIIEKTH CTOCOBHO KOHIICHIIIA MO3UITIOHYBAHHS
B MapKETHHTY, a CaMe¢ — PO3KPUTO iICHYBaHHS MPOIIECHOTO Ta KOMITIEKCHOTO TAXOY.

BucHoBku. BusHaueHo, 110 MO3UIIOHYBaHHs TOPTOBEIBHOI MapKH — L€ TPOLEC
CTBOpeHHs ii 00pa3sy, BiAMIHHHX BJIaCTHBOCTEH, MO3WTHBHUX acowLialliii i LiHHOCTeH
y CBIJIOMOCTI CIIOKHBAa4YiB 13 METOI0 (DOPMYBaHHS CTIHKOTO YSBJICHHS TOPTOBEIHLHOT MapKH
Ta 3a0e3MeueHHs MPUXMILHOCTI CIIOKHUBAYiB 110 He.

B ocHOBY pO3pOOKHM TO3HIIIOHYIOUOI YCTAHOBKH IOKJIQJICHO JIBa TPHHIIUIIN:
palioHaTbHUH Ta EMOIIHO-IICUXONOoriuHui. [lepCeKTHBHUM HAMpPSIMOM PO3POOKH
e(eKTHBHOI KOHLENMUii MO3UIIOHYBaHHS € CUCTEeMHHUH MiaXid, 1o 0a3yeThCsl Ha Bpaxy-
BaHHI KOMIUIEKCY YMHHUKIB, CTyNEHS iX BIUIMBY Ta BHUPILIEHHI NMEBHUX MAapPKETHHTOBHX
3aBJlaHb 1010 HAOIMKESHHS JI0 iIealbHOT ITO3UIIIT TOPrOBEILHOT MapKH.

ITepcnexTrBaMul MOAATBITHX MOCIHIIKEHD € OUTBIIT ACTATBHAN aHai3 KOHISIITiH
MO3UIIIOHYBaHHS, BUKOPUCTAHHS 1X Ha TPAKTHUIl, (OpPMYBaHHA W peaizallis cTparerii
MO3HIIIOHYBAHHS TOPTOBEIBHOI MAPKU B CYYACHHX YMOBAaX.

Kniouogi crnosa: aHamiTHYHI MPOTHO3M, OpEHI, MO3UIIIOHYBaHHSI, IPOCYBaHHS
TOPTOBENBHUX MapoK, MapKETHUHT, 0OCAT MIPOAAXKY.
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