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DP3HAS B AyHLLee
DvAyLLIee

Kak npeackasaTts Oyaylinee OpaHAQ? ['OBOPAT, YTO AYUIINU
CII0CO0 — COTBOPUTH 3TO OyAylIlee CBOUMU pykamu. Ho,
OKAa3bIBAETCHA, MOKHO OTBICKATh HE3PUMBIE IIOACKA3KU yKe

B HaCTOAIEM. AASI 3TOTO HAAO BOCIIOAB30BAThCSA OAHOU U3 TEX
YMHBIX METOAUK, KOTOPBIE OIIPOOOBAHBI HAa 3allaAe 1

C YCIIeXOM BHeAPSAIOTCA y Hac. Hanpumep, MeTOAUKOU

Brand Dynamics, KOTOPYIO UCIIOAB3YeT 1 COBEPIIEHCTBYET
poccutrickas uCCAepoBaTeAbCcKasd KoMIlaHus A/R/M/1
Marketing (Millward Brown).

A/R/M/I Marketing opraHnsyet npouecc

Komnanua A/R/M/I Marketing ocHoBaHa B 1992 roay. 3aMbeICAOBaTOE Ha3BaHUe — ab-
OpeBuatypa oT BnoAHe noHaTHOro Advanced Research Methods In Marketing, uTo Mo>kHO
nepeBecTy Kak «IIpoABUHYTEIE NCCAEAOBATEABCKIE METOABI B MApKETHUHTEY.

Cosparean komnauuu Kupuana [Nerpun n Amutputi [Mucapckuti Ao 1996 ropa 3aHMMaANCh
NIPEeuMyIlIeCTBEeHHO 9KOHOMUYEeCKUM KOHCYABTUPOBAHUEM KPYITHBIX MYABTHHAIIMOHAABHBIX
rommnaHu. Koraa Bce kaueHTs A/R/M/I Marketing o6paTuAuch K peIHKY Poccun, KOHCYAB-
TQHTHI CTAAM 3aHUMAaTHCSI MAaPKETUHTOBBIMU UCCAEAOBAHUSIMMU.

KoMnanusg akTUBHO BKAAGABIBAAACh B 00pa30BaHue COTPYAHUKOB, AaB MeHeA)KepaM BO3-
MO>KHOCTB 00y4aThcd 1o nporpamme Georgia University. OHU epAMHCTBEHHBIE U3 POCCHUU-
CKUX UCCAEAOBaATeAel, KTO ITochiAaeT COTpyAHUKOB B CIITA Ha cemuHap Advanced Research
Techniques, TaAe paccKa3bIBaeTCs PO COBPEMEeHHbBIE METOAUKY HCCAeAOBaHUM. KcTaTy, 3TOT
ceMUHap IIOCeNIaloT AaXKe CIIeIIUaAuCThl U3 [leHTaroHa.

Ba3zoBoe oOpa3oBaHUe OCHOBATEAEH U IIE€PBBIX COTPYAHUKOB KOMIIAHUU — (PU3UKO-Ma-
TeMaTHUYeCKOoe, TI03TOMY UX paboThl Bceraa 0viam IT-ccporkycupoBanubel. O6pa3zoBaHue IPO-
SIBUAOCE U B IIOBBIIIIEHHOM aBTOMaTU3aIuu pabouyux npoieccos B A/R/M/I Marketing, 6aa-
ropaps ueMy KOMIIaHUSI MOJKeT IIPOBOAUTE A0 40 IPOEKTOB B MeCSI], a 3TO MHOTO.

B o0mux ueprax opraHu3anus paOoTE Hap IPOeKTaMU B KOMIIAHUU TaKoBa: «PykoBoau-
TeAb — 9KayHT-MeHeAKep [IPoeKTa — research-MeHeAKep — aCCUCTEeHT». TpexXypoBHEBLIEe
paboune rpynisl (3KayHT-MeHeAKeD, research-mMeHepkep (bl), aCCUCTEHT(bI)) paboTarOT He-
3aBHUCHUMO, AdJKe B PA3HBIX IIOMEIeHUSIX. DTO [TI03BOASIET OAHOBPEMEHHO BeCTU IPOEKTHI KOH-
KYPHUPYIOLINX OPIHAOB.

KoMmnianmsa ucnoab3yeT psip METOAUK, «UMIOpTUpoBaHHBIX» U3 CLIA u popaboTaHHBIX
Ha POCCUMCKOM mouBe. AOpabOTKM KacaloTCsl B OCHOBHOM OOAACTH IIeHOBBIX M IIPOTHOCTH-
JeCKUX UCCAEAOBAHUN. KpoMe TOTO, KOMIIaHUS CO3AaAd CBOU METOAMKU TECTUPOBAHUS Ha-
3BaHUM, IO3BOASIIONINE AOBOABHO TOYHO CKa3aTh, OyAET «paboTaTh» UM OPIHAA UAU HET;
KOAWYECTBEHHOTO TECTUPOBAHUS KOHIIENITNHY IIPOAYKTOB UAU TO3UITUOHUPOBAHNS, & TaKKe
TEeCTUPOBAHUS YIIaKOBOK. [ToA 3T METOAMKY CO3AAHBI CIIelIaAbHEIE MOAECAUPYIOIIHE KOM-
MTBIOTEPHBIE TIPOT'PAMMHBI.

B mae 2002ropa A/R/M/I Marketing cTaau AuIleH3MaTOM 3HAMEHUTOMN MCCAEAOBATEABCKOMN
koMmmanuu Millward Brown, mocae gero Bce AIopAu B pupMe IIPOIIAY TPEHUHTU. 3a IMOATOpa
roAd 1O HOBBIM METOAMKAaM CAEAAHO yiKe 60aee 150 TeCTOB peKAaMHBIX POAUKOB. Temepb
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y A/R/M/I Marketing, Bo3M0O>XKHO, camasi 60AbIIIas 6a3a MoAOOHBIX HabAIoAeHUM B Poccun —
0KOAO 370 POAUKOB.

Cpear KAMEHTOB KOMITaHUYM MHOTO (papMalieBTuIecKux (pupM. V13 ToproBo «gapmariesn-
TUYECKOU» chephl — anTeku «36,6», KOTOphIe BO BpeMs 9KOHOMUYEeCKOTo Kpusuca 1998 roaa
He CHSIA\ML HCCAEAOBATEABCKUM OIOAJKET, a AAJKe YBEAUUHMAN: OHU TOTAQ BEIXOAUAY Ha PHIHOK.
ABTOMOOUAH, OBITOBAd TEXHUKA, IIMBO, MOAOKO, COKH, CO(PT-APUHK, IPOAYKTHI IIUTAHUSI —
B K&KAOU U3 9TUX chep Y KOMIIAHUU AOCTATOUHO KAMEHTOB. TOABKO B Ta0QUHOM 0OAACTU MEHb-
IITe KOMIIaHUHM — MOJKET OBbITE, IIOTOMY, UTO B (pUpMe IMOYTH HeT KyPSIINX ¢

ITo croBam Kupuanaa Ilerpuna, pApekTopa 1o uccaepoBanusm A/R/M/I Marketing, ars
MCCAEAOBATEABCKOM KOMITAHUY OYeHb Ba’KHA «IIPO3PAYHOCTH» PAaObOTHI HaA ITPOEeKTaMu. B ux
OTYeTax HeT «I'PEeUeCKOT0 I3bIKa», HEIIOHATHOTO HEITOCBSAIIIEHHBIM, @ METOAMKYA KOMITAaHUHU OT-
KPBITEL TEM KAUEHTaM, KOTOPhIe XOTAT C HUMU 03HaKoMUThca. A/R/M/I Marketing ctapatoT-
Cs1 A@BaTh KAMEHTaM He IIPOCTO ITUMPHL, a TpaKTHIeCcKre peKoMeHAanuu. [ToCKOABKY KOMIIa-
Hu4 cymjectByeT ¢ 1992 ropa, y Hee HaKOIIMACS AOBOABHO OOABIIION KOHCAATUHTOBBIMN OIIBIT.

Ha nam Bonpoc, ecTb A B paboTe UCCAepOBaTeAel MeCTO MHTYUTUBHBIM MeTopaM, Ku-
PHUAA OTBETUA TaK: « OTBeT yIHUpPaeTCs B OIIpepereHre HHTyunuu. I'lo nepsomy oopasoBa-
HUIO s MaTEeMaTUK U TOABKO ITIOTOM KOHOMUCT. U B3TASIA Ha WHTYUITUIO 5T TO3aMMCTBOBAA
Y KaKOT'0-TO OT€UECTBEHHOTO YIEHOTO: AOTUKA U CUCTEMHOCTD MBIIIIACHUS Pa3BUBAIOT CEPOe
BellleCTBO, & UCKYCCTBO IIO3BOASIET UMETh B3rASA CBepPXy. B pesdyabTare BbL yMeeTe 0000-
1IaTh OYeHb PAa3HOPOAHYIO HH(OPMaIUIo, YTO, BUAUMO, U IBASIETCS UHTYUIIUEeH, UAU Ha PeK-
AQMHOM s13bIKe — UHCAUT. Ho MHTYUTHUBHBIE TOAXOABI AQIOT IPABUABHBIY PE3YALTAT, KOTAQ
ONMPAIOTCS Ha IPABUABHYIO MH(OPMAITHIO».

MeTtoa Brand Dynamics ot Millward Brown

[Mpe>kae yeM IPUCTYIUTh K OIIMCAaHNIO OCHOBHOM TeMEBI cTaThl, MeTopa Brand Dynamics,
KOCHEeMCS IIPEeABICTOPUY BOIIPOCA M AQAUM HEKOTOPHIE OIIPEAEAEHUS.

«Korpa xo3seBa IOHMMAIOT, UYTO Y HUX €CThb TaKas Belllb, Kak OP2HA, OHU HAUMHAIOT UHTe-
PEeCcoBaTLCS TeM, CKOABKO OH CTOUT. DTOT BOIIPOC BO3HUKAET Kak CAEACTBIE BOIIpoca 00 OIjeH-
Ke aKTUBOB KOMIaHUU. POCT CTOMMOCTY aKITUY AOAJKEH OBIThL 4eM-TO OIIpaBAaH, CKopee Bce-
O — CTOUMOCTBIO Op3HAQ. MIcTOprudyecKy AAS 3TOTO OBIA UCIIOAB30BaH OyXTI'aATEPCKUM TEPMUH
Equity, uTo B GanraHCe TOTIaA@eT B KaTETOPHIO «IIACCHUB» — 3TO TO, YTO KOMIIAHUS K AOASKHA»
BaapeabliaM. Takum oOpa3oM, Brand Equity — aT0 TO, 4eM ITOAB3yeTCs KOMIIAHUS 1 UTO OHa
AO/AJKHA CBOUM BA@AeAbIlaM, — paccKasbiBaeT Kupuaa [lerpun. — C ApyToi CTOPOHEL, OpP3HA,
MOJKHO pacCMaTpPUBaTh M KaK HeMaTepHaAbHBIN akTUB. Ho B Ato6oM caydae Brand Equity —
9TO CyMMa KauecTB OPIHAQ, CIIOCOOHBIX IPUHOCUTL KOMIIAHUU NPUOBIAL. [ToA0OHO TOMY,
KakK 3TO AeAaeT 000PyAOBaHUE UAU HOY-Xay».

V3HayaAbBHO HCCAEAOBATEABCKME KOMIIAHUU CTapaAMCh pa3paboTaTbh METOABI OIl€eHKU
OP3HAOB UMEHHO AAS TeX X0351€B, KOTOPBIE XOTEAU U3MEPUTH CBOM OP3HA B A€Hbrax.

Kupuna IleTpun cuuTaeT, 4TO B MUPe ellle He CO3AaHblI aAeKBATHbIE METOABL ITIOACUETA
CTOMMOCTHU OpaHAA. [TpOCTO pa3AuuyHBIe METOAUKU AQIOT KaKHe-TO IU(PHl, OPUEeHTUPYIO-
1IMe B CTOMMOCTH OpaHAa: «Koraa xo3sieBa IIOHSAAM, YTO UX OP3HA CTOUT, K mpuMepy, 20 MUA-
AUApPAOB AOAAAPOB, OHU 3aAAAMCH BOIIPOCOM: @ UTO 3TO 3HAUUT AAS X OM3Heca? Manao 3HaTh
CTOMMOCTL OP3HAQ, HAAO 3HATh, KaK BAUATH Ha 9Ty CTOMMOCTD, YBEAMUHUBATL ee. UTO TaKoe
O0p3HA? To, 4TO CyLIIeCTBYeT B TOAOBE IOTPeOUTeAs. V1 nccaepOBaTEeAN CTAaAU UCKATh (DAKTO-
PBI, CYILIECTBYIOIIHE B FTOAOBAX IIOTPEOUTEAS], KOTOPbIe OKa3bIBAlOT BAUSHNE HAa CTOUMOCTb
MapKy, Ha To 3HaueHUe Brand Equity, KoTopoe oka>keTcd B OaraHce. 3apada 3Ta HEIIPOCTas.
B roroBax norpeduTeAel HAXOAUTCSI MHOJKECTBO Belllel, U HapAO0 3HATh, KaKKUe U3 HUX OTHO-
caTcs K AeAy. VM KaKoi BOIIPOC 3aAaTh, YTOOBL TOHATh, KAKOM (DaKTOP BAUSIET Ha CTOUMOCTDY.

A/R/M/1 Marketing o6paTuauch K Kommniaunuu Millward Brown ¢ mpeproskeHmeM TIpea-
CTaBAATH CeTh B Poccuy MMeHHO M3-3a TOTO, UTO T€ UCIIOAB30BaAU HauboAee IIPaBUABHEBIE
C UX TOYKHU 3PEHUS IIOAXOABL B OIIpepAereHnN (DaKTOPOB BAMAHMA Ha Brand Equity.

B cBoe Bpema Millward Brown n3o0OpeAu TpeKHHT Op3HAA C TaK Ha3bliBaeMoH rolling
sample — «IepeKaTHIBAIOIIENCS ayAUTOPHEe». DTO IepUoAMUecKoe n3MepeHre phIHKa C 3a-
MeHOU 4aCTH OIIpalllnBaeMOM ayAUTOPUU: HallpuMep, KaXKAbIHM Mecsr] onrpalinBaeTcs 400 ye-
AOBeK, HO B ux uncAe — 100 HOBBIX UEAOBEK, a CTO «CaMbIX CTapbIX» YOUpaeTCcs U3 OlIpoca.
V3 aHanu3a pe3yAbTaTOB TPEKUHIOBBIX UCCAEAOBAHUM B KOHEUHOM UTOTe ¥ POAUAACE METO-
AuKa Brand Dynamics.

3HaHUEe PeaAbHOCTU PHIHKA M CBOMCTB COOCTBEHHOI'O OpP3HAA IIOMOraeT He AeAaTh IPy-
ObIx omnO0oK. Kupuaa Ilerpun: « EcAn'y Op3HAA C YCIIEITHOM cTpaTeruel BAPYT IapaloT IIPO-
AAYKH, UTO AeAaTh? HacTo CUUTAIOT, 4TO, €CAU Pa3BepHYyTh OpaHA Ha 180 rpapycoB, IpoAasKU
MOJKHO ITOAHATH. HO MO>KeT Tak 0Ka3aThCs, YTO [IOAYUUTCSI XyIKe, 4eM €CAU Obl IIPOAOATKAAN
AOAOUTE B Ty K€ TOUKY».

IMocae 25 AeT n3y4eHUsI TPEKUHIOB THICIY OPIHAOB OblAA CAGAAHA CUCTEMA, KOTOPast UMeeT
HAAE’KHYIO CBSI3b C pearbHOCThHI0. Brand Dynamics — 3TO HHCTPYMEHT yIIPaBACHUSI OPIHAOM,
KOTOPBIY POAMACS M3 OTPOMHOM d3MIIUpHUYecKol 0a3bl. OH coueTaeT B ceOe METOAUKY U3Mepe-
Hu4 brand equity 1 AeTaAbHYIO AMAaTHOCTHKY KAIOUEBBIX APDAiBEPOB 3A0POBbI OPIHAQ.
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OcHoBHBIe yacTu MeTopa Brand Dynamics TakoBHI:
Brand Dynamics Pyramid («ITupamupa 6paaaa»),
Brand Signature («ITopnuce OpaHAQ»),

Voltage («OHeprus 6paHAa»).

OcTaHOBUMCS ITOAPOOHEE Ha COCTaBHBIX YaCTSIX METOAA.

«Mupamunaa 6paHAa»: 6opbba 3a AOAIO KOWeAbKa

Baapeablia OpaHAQ B KOHEYHOM UTOTe MHTEPECYIOT IPOAAJKY, @ OHU CBSI3aHBI C AOSIABHOCTBIO
norpebuteneii K 6paHAy. Ho Kak m3MepUTh AOIABHOCTE ¢ MIcCAepOBaTEAU BBIAEASIOT lTapaMeTp,
OT KOTOPOT'O 3aBHUCUT AOSIABHOCTB K OpaHAY, — 3To Consideration, mAu «cTeneHb pacCMOTpe-
HusI» OpP2HAA IIpU NOKyIKe. Ha 5TOT mapameTp BAUSIOT IIPEACTABACHUS IIOTPEOUTEAS O LieHe,
cTaTyc OpPAHAQ, IIPUBBLIUKY (UTO IOKYIIAAOCH B IIOCACAHUM pa3 U3 AQHHOU I'PYIIIILI TOBAPOB).

OTOT HapaMeTp MOKHO U3MEPHUTH 10 IIPUMEPHO TaKOM IIKaAe (OIleHKY AQET IIOKYIIaTeAb):

€AUHCTBEHHBIN BBIOOD,

TIepBBIY BEIOOD,

OAMH 13 HabOopa,

AAST OCOOBIX CAyUaeB/AIOAEH,

OAMH U3 2 AU 3,

OAWH 13 HECKOABKUX,

MOTY, B IPUHIIUIIE, IOAYMATh O IIOKYIIKE.

«CTeleHb PaCCMOTPEHUsI» OPIHAQ IIPH MOKYIIKe — IPaKTUUECKH ITOAe3HBIM IapaMeTp.
OH XOpOIIIO CBSA3aH C AOAEU PACXOAOB ITIOTPEOUTEAS] B AQHHOM TOBAapHOM I'PyIIIle UMEHHO Ha
3TOT OP3HA. B KOHEYHOM UTOTE 3TO MOJKHO CUMTAThH BEIPpa’KeHUEM AOSIABHOCTH.

Ho A0OSIABHOCTB K OP3HAY CO3paeTCs He Cpa3y, U CO BpeMeHeM OHa MOYKeT U3MEeHSAThCS.

PacckasbiBaeT Kupuaa [Netpun: « Maro u3aMepUTh AOSIABHOCTD, cKaykeM, 1 Hosi6ps 2003 ro-
A4, HAAO ellle OOBICHUTE, YTO OYAET C Hell B OyAYIIeM M KakK €10 YIIPaBAATh. AAS 3TOTO B paM-
Kax MeTopa Brand Dynamics cTpouTcs NupaMuAQ, KOTOpas IOoKa3bIBaeT, Kak IjeAeBas IpyIna
TIPUBOAUTCS K COCTOSTHUIO AOSIABHOCTH (pHuc. 1).

Bce HaunHaeTCcs ¢ MOBEPXHOCTHBIX OTHOLIEHUN ¢ OPIHAOM, KOTAQ AIOAM TOABKO 3HAIOT
€r0 UAY UMeIOT He3HAUUTEABHBIHN OIILIT UCIIOAB30BaHUS. DTO YPOBEHE «IIpuCyTCTBHEY.

Ha caepyrommx ypoBHSAX — «AKTYaAbHOCTB» U « DYHKITMOHAABHOCTB» — YaCTh AIOAEH
BBIOBIBAET, [IOTOMY UTO OP3HA MAU He HY’KEH UM, UAU He COOTBETCTBYET UX IIOTPEOHOCTIM.
I[TpuumHBI MOTYT OBITH PA3HBEIMU — HAIPUMeEp, AAS IIUBA 3TO MOJKET OBITH «IIAOXOU BKYC».

Ha caepytotiem ypoBHe — «[lpeumylrecTBa» — dYallle BCETO UAET Pedb 06 3MOITMOHAAD-
HBIX Belllax. [To KpaiiHel Mepe, 3TO IIPOMCXOAUT Ha Pa3BUTHIX PhIHKAX, TAE B IIPOIleCcCe COBEP-
LI€HCTBOBAHUS TeXHOAOTUHN (PU3NUECKUE OTAUUYNSI OPIHAOB CBOAATCS K MUHUMYMY. AOKa3a-
TEABCTBO 9TOMY — «CAEIIbIe TeCThI», Ha KOTOPBIX IOTPEOUTEAN ITIOUTH He Pa3ANYalOT IPOAYKTHI
Pa3HBIX OPIHAOB.

Ha camoM Bepxy nupaMHUABI — YPOBeHb «TecHast CBA3b», KOI'Ad IOTPeOUTEAb CUUTAET,
YTO HET HUYEro Ayullle 3TOro OPIHAAY.

WTak, MBI UMeeM 5 YPOBHEM AOSIABHOCTU — nupamupy Brand Dynamics (cBepXy BHU3):

Bonding («TecHas cBsI3b») — palloHaAbHAsA U 9MOIIMOHAAbHAS IPUBI3aHHOCTD K Op3H-
AY, BEIAGASIONIAs 3TOT OPIHA M3 BCEX OCTAABHBIX.

Advantage («[TpenmyirecTBa») — OmylleHNE PALMOHAABHOIO M 3MOIJMOHAABHOTIO IIpe-
UMYyIlecTBa Hap ADYTUMU Op3HAAMU KaTeTOPUM.

Performance («OyHKIMOHAaABHOCTB») — OIIyI[eHHe TOTO, YTO IPOAYKT CAeAaH Tak, Kak
XOueTcs, — IPOAYKT II0IIaAdeT B «OIIePATUBHBIN CIIMCOKY» ITIOKYIIATEeAS.

Relevance («AKTyaAbHOCTb») — IIPOAYKT Ba’Ke€H AASL IOTPEOUTEABCKUX IIOTPEOHOCTEH,
IO IIPaBUABHOMU IleHe, CPeAU TeX, YTO CTOUT PacCMOTPETh.

Presence («IIpucyrcTBue») — 3HaHUe O IPOAYKTe, OCHOBAHHOE Ha IIPOIIAOM Ipobe, Ka-

KHUX-TO OCOOEHHOCTSIX IIPOAYKTA UAU PEKAAMHBIX OOelaHUM.

Kupuna IMeTpuH Tak KOMMEHTUPYET NUPAMUAY AOSIABHOCTU: « OTHOIIEHUS IIOTpeOuTe-
Ael K OpaHAAM ITOXO0’KH Ha OTHOIIEHUS AIOAEY APYT K APYTY. HanipuMep, y A€BYIIIKH MOKET
OBITH MHOTO 3HAKOMBIX, C KOTOPBIMU OHA MOJKET IIOUTH B PECTOPAaH: 3TO U €e AUYHBIE 3HaKO-
MBble, U Te, KOTO PeKOMeHAOBaAa MaMa, 03abodeHHas, uTo pAouepH yxke 25... Co BCeMu 3TUMU
ATOABMY AEBYIIIKa HaXOAWTCS B OTHOIIEHWH «[IpUCYTCTBUS» — OHM IPUCYTCTBYIOT TAE-TO
B IIOA€ ee 3peHus1. HacTb 9TUX AIOAEH COBePIIeHHO HeaKTyaAbHBI, AU, C ee TOUYKU 3PEeHUs,
Y HUX €CTh KaKue-TO U3bIHBL. OHU He IPOXOAAT Ha CAEAYIONINUY ypoBeHb — « DyHKIIMOHAAD-
HoCTU». Ha 3TOM >Ke ypOBHEe 3aCTPeBaloOT Te, KOTOPhIe BCEM XOPOIIN — U IIOPSIAOUHBL, U CO-
CTOSITEABHBI, — HO... y HUX HeT HUKAKUX IIpeuMyIecTs. OOBIYHO «BEIOOP MaMbl» — KakK pas
TaKOU, POAUTEAU IIAOXOTO He TOCOBEeTYIOT. Ho eCcTh 4acTh KAHAMAATOB, KOTOPHIE TIEPEXOASIT
Ha ypoBeHb «[IpenMyInecTB»: OAUH — HCKaTeAb IPUKAIOUEHUH, Y ADYTOrO AeHer OOABIIIe,
4eM y APYI'HX, & TPeTUM cuMnaTudHee. 11 BOT, HallpuMep, C IOCAEAHUM OHa UAET B PeCTOpaH
U AAABIIIE 3aMY>K — IIepeXop Ha YPOBeHb « TecHOM cBs3u». Ho, B )KHU3HU Tak ObIBAeT, TeCHast
cBa3b (bonding) He BeuHa. [TosiBAsIeTCS KTO-TO €llle, KTO MOXKeT 3aBAAAETh ee cepAlieM! Tou-
HO TaKas KapTUHAa B OTHOIIIEHUSIX TTOTPeOUTEAe K OPIHAAMY.
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I lInpammaa
Brand Dynamics™

Kpenkue B3anMOOTHOIIIEHNS,
OOABIIIas AOAS PBIHKA

ﬁ

Chaa0ObIe B3aMMOOTHOIIIEHUS,
MaAeHbKasi AOASI PBIHKA

Het Huuero Ayuiiie Hero

Ayd1iie A OH APYTHX B 4eM-TO?

YAOBAETBOPSET AL OH MOU
MoTPeOHOCTH ?

COOTBEeTCTBYET AU OH MOUM
OTPeOHOCTSIM ¢

3HaI0 AM 5 9TOT OPIHA?

Mupamuaa
6paHaa

Aons 3aTpaT Ha 6paHA

B KaTeropum «n1eo» Manchester United

Coca Cola

TecHast CBsi3b 5% 38% TecHast cBSI3b 29 %

TTpeumymuiecTso 23% 18 % TTpeumytecTso
DYHKIIMOHAABHOCTH 13% DyHKIIMOHAABHOCTH
AKTyaABHOCTh 12% AKTYyaAbBHOCTH
IMpucyrcreue 10 % IMpucyrcreue

IMpuBasanHoCTh (bonding) Aroaelt K OpaHAAM HauMHAET pe3Ko pacTu HauuHag ¢ 10 AeT,
KOTAAQ YeAOBEK HaUuMHAaeT OCO3HaBaTh ce0s KaK AMYHOCTD, U AOCTUTAaeT IruKa K 25 — 30 ropam.
BaapeabitiaM 6p3HAOB HAAO 3HATH, YTO B 3TOM BO3PACTE BOCIIUTHIBAETCS AOSIABHOCTE, M UMETh
B BHAY IOAPOCTKOB ¥ MOAOAEKEL — BEABb 3TO OYAyIIUe AOSIABHBIE IOKyIIaTeAn!

BocxoskaeHue mo nupamMmuae — 3TO 60pbhoa 3a AOAIO TOTPEOUTEABCKOTO KollleAbKa. Ham-
OOAee AOSIABHBI IIOTPEeOUTEAN BEPXHEIro YPOBHS NUPAMUABL, T. €. YPOBHS « TeCHOU CBA3MY.
OTO HacToAIIWe aABOKATHL Op3HAA. UeM OOAblIe Y Bac IIOKa3aTeAu Ha BePXHUX YPOBHSX,
TeM OOABIIIE AeHET U3 TpeAHa3HauUeHHBIX AAS TPAT B AAHHOM TOBAPHOM KaTEerOpUU IoTpedn-
TeAU OTAQIOT BalleMy OpaHAY. Llenb — 3aBoeBaTh KaK MaKCHUMAABHYIO TPYIITY IIO-HACTOS-
1IeMy AOSABHBIX IOTPeOUTEAEN C IIOMOIIBIO ITIOAAEP)KAHUS OTHOIIIEHUN C HUMU.

IMTocMOTpUM Ha IPUBEAEHHYIO B IIpuMepe (pUC. 2) TupaMuAy OpaHaa ¢ OoabiuM «I1pu-
CyTCTBUEM» Ha phIHKe — 74 %. HaubGoaee AOSIABHBIE IOTPEOUTEAU 3TOTO Op3HAA (YPOBEHb
«TecHoM cBsI3U») TPATAT Ha Hero 38 % CBOEro «IMBHOTO KOIlIeAbKa». A TOABKO 3HAIOIIHe
o HeM (ypoBeHb «IIpucyrcTBusa») TpaTat Bcero 10 %.

Pa3zmep 6pasaa mMeeT OOABIIIOE 3HaUeHUE B POPMUPOBAHUY TUPAaMUALL. Hapo AM rOBO-
PUTH, HACKOABKO BBICOKA AOSABHOCTD ¥ (DYyTOOABHBIX OOAEABITUKOB? Tak BOT, IO AQHHBIM
M pBIHKA BeankoOputanuu B 2003 ropy, pa3Mep rpyumnsl « TecHoU cBga3u» y Opasaa Coca
Cola (29 %) —nouTu Tako! XXe, KaK y pyTooabHOTO KAyOa Manchester United (34 %) (puc. 3)!

«Moanuncek 6paHAa»: BOCeMb TNOB bpaHAOB

ITpo1ieHT noTpebuTeAeH, TIEPEXOALAIINX C YPOBHSI Ha YPOBEHb IUPAMUABI, B TEDPMHUHOAO-
rum MeTtopa Brand Dynamics Ha3bIBaeTCs «IIPOILEeHTOM KOHBEPTAaIlluu». M3ydeHre MHOTO4uC-
AEHHBIX IIPUMEPOB ITO3BOAMAO HccAaepoBaTeAassM Millward Brown onpeaeAnuTs oKupaeMble
NIPOIIEHTHl KOHBEPTAIIUU C OAHOT'O YPOBHS Ha APYTOH.

Hanpumep, Arst OpaHAa ¢ BBICOKUM ypoBHeM «IIpucyrctBus» (6oaee 50 %) okmpaeMble
MIPOLEeHTHl KOHBEPTAIUU TAKOBBHL:
© 40 % (5-11 ypoBeHb),

75 % (4-11 ypoBeHB),

80 % (3-11 ypoBeHb),

71 % (2-11 ypoBeHB),

50 % (1-1 ypoBeHB).

T. e. pAs1 HAUaAa OKUA@ETCS, 9TO 50 % BCex oTpeOuTeAel TOBAPHOM I'PYIIIEL IOAYYAT UH-
dopmaruro o OpaHAe (IONAaAyT Ha YpOBeHb «[ IpucyTCTBUA»).

ITocae wero 71 % 3HAIOMINX MOYYBCTBYIOT €70 aKTyaAbHBIM AAS Ce0s.

PeknamHble Viaen N2 1/2004 n

<« Pwuc. . Nrvpaminaa
Bp3HAG — NyTb
K AOSIABHOCTVI

<« ¢« Puc. 2. CB913b
NPaMNALI DPaHAS

C ero AOAEN B PacX0Aax
nokynateAen (Kateropus
«MNBO»)

<« Pwuc. 3. Pa3vep
Op3HAa MeeT 3Ha4qeHVe

B kakom Bo3pacTe
BO3HUKaeT
NpuBsSI3aHHOCTb

K 6paHaam?

NOSIABHOCTb —
3TO A€HbIM

«O>Knaaemble
NPOUEHTbI
KOHBEepTaunm»



«MNoanunce 6paHaa»

Bocemb Tnos 6paHAOB

nccaAeaoeaHuUnN
PeknamHble Viaen N2 1/2004

Aanplite 80 % nnorpeduTresei ¢ «KAKTyaAbHOTO» YPOBHS IOUMYT, UTO OPIHA UX YAOBAETBO-
pseT (ypoBeHb « DyHKIIMOHAABHOCTE?). M Tak panee. OkrpaeMble TPOIeHTH KOHBEPTANU
C YPOBHS Ha YPOBEHBb COCTaBASIOT CBOEOOPA3HBIN ITAAOH.

Ho He a5 Bcex OpaHAOB KapTUHa UMeHHO TakoBa! MccaepoBaTear oOpaTUAK BHUMaHUe
Ha PasHUIly MEeKAY PEaAbHBIM U O’KHAQEMBIM IIPOIEHTOM KOHBepTaluu 6paHAa. Pazuura
BBIUMCASIETCS AASI KQ’KAOTO YPOBHSI IUPAMUALI I OTMeUYaeTcsl Ha Auarpamme. [ToaydeHnHas
KapTHUHAa HaTrASIAHO IIOKa3blBaeT OTANYNE OPIHAA OT 3TaAOHA. AuarpamMMa HasblBaeTcs «I1oa-
nuck OpaHpa» (Brand Signature) u moka3bsIBaeT, XOPOIIO AW OPIHA «KOHBEPTUPYET» IIOTpe-
OuTeAel C YypOBHS Ha YPOBEHB (puc. 4).

HekoTopble OpaHABI UMEIOT XOPOIINHM ITI0Ka3aTeAb KOHBePTAlluy Ha IePBOM YPOBHE (Aer-
KO AOCTHUT'aIOT U3BECTHOCTH), HO IIAOXHE IIOKa3aTeAN ITIepeBoAa Ha O0Aee AOSIABHBIE YPOBHU.

C 1998 ropa kopnopanusg WPP, B kotopyto BxopuT Millward Brown, uccaepoBana 15 000
Op3HAOB B 28 cTpaHax Mupa. Onupasach Ha IOAYYEHHYIO TPOMaAHYIO 0a3y AQHHBIX, UCCAEAO-
BaTeAU PA3AEAUAM BCe KIIOATTUCH» OPIHAOB Ha BOCEMb OCHOBHBIX TUIIOB (pHUC. 6).

WTak, BoceMb TUIIOB «IIOAIIMCEN» OP3HAOB 110 Kaaccudukanuu Millward Brown u Heko-
TOpBIe O0IIe PeKOMEHAAIIUN!

«YHuctbih Anct» (Clean Slate)

ManousBecTeH OOABLUIMHCTBY IToTpeduTeAel. HeakTyareH A TOTpeOUTeAEH, IIOUTH He
uMeeT IpeuMylecTB. VIHOrAa 3TO KOPIIOPATUBHLIN OPIHA, KOTOPLIY paHee He BHIXOAUA Ha
PBIHOK. «HUCTOMY AUCTY» HAAO BHUMAaTeABHO OTHECTUCEH K OCHOBAM CBOeTo Om3Heca — AU-
CTPUOYIIUY, IPOU3BOACTBY, IleHe.

«TurpeHok» (Little Tiger)

ManousBeCcTHBIN, HO UMEIOIIUN CUABHBIX TPUBEpPsKeHIleB OpaHA. MoskeT ctaTh « OAnM-
OUUIIEM», €CAW, He MEHSIsI CBOeM OCHOBEI, YBEAWUYUT CBOE IIPUCYTCTBYE Ha PLIHKE U 3HAUYU-
MOCTb AAS HIUPOKOY IPYIIILI TOoTpeOuTeAelt. Ho MoskeT IPOAOAIKATE Pa3BUBATHCS CPEAU AO-
SIABHOU TPYIIIBI ¥ CTaTh CUABHBIM OPIHAOM AASL OTAEABHOM I'PYIIILI TOTpeOuTeAeil. [Tpumepsl
«Turpgar»: marazuasl H&M, Singapure Airlines. Aast « TUrpsgT» Ba’KHO SICHO OCO3HABaTh CBOe
TA@BHOE CBOMCTBO M TPAHCAUPOBATH €T0 MOTpeduTeAsM. BaskHo TakKe AeMOHCTPUPOBATh
CBO€ AUAEPCTBO B pa3BUTUU KaTeropuu. M He cTecHATbCSA AaBaTh ceOsl IPOOOBATL — 3ITO
MO>KeT XOPOIIIO IIOMOYb.

«Cneunannct» (Specialist)

OTHOCUTEABHO XOPOIIIO U3BECTEH, HO OIIPEACAEHHO He TOT, KOTOPBIY IIOAXOAUT MacCOBOM
ayAUTOPHUHU. BO3MO’KHO, OH CAUIIIKOM AOPOT AT OOABIIMHCTBA (Kak Clinique) uau He oTBeyaeT
OoTpeOHOCTAM OOABIIMHCTBA (KakK Apple). FiMeeT HEOOABIITYIO IPYIIITY CTPACTHBIX ITIOKAOHHU-
KOB. EMy TpyAHO paciupuTh QpaHIIn3y 6e3 M3MeHeHNs IPYIIILI OCHOBHBIX HOKyTIaTeAel. «Ciie-
LHUAAUCTY» CAEAYET OCTeperaThCsl 3aBhIIIATh IeHbI M CTAHOBUTLCS HEYMECTHBIM AAST TEKYIIUX U
NOTeHITUAABHBIX TOTpeOuTeAell. KatoueBble MOMEHTEI ero equity — IeHa 1 ocoOas HUIIIa.

«lKnaccnyeckuiny (Classic)

XOpOo1II0 U3BECTEeH, AIOOUM, UMeeT OTHOCUTEABHO OOABIITYIO aPMUIO IPUBEPIKEHIIEB... HO
He BeAUKUM OpaoHA. B BeaukoOpuTanuu TakuM OPIHAOM gBAgeTca Sony. MoskeT yAepsKu-
BaTbh CBOM CTATyC, IPOAOAIKAS BKAAABIBATHCSA B IPOAYKT U UMUAJK.

«Onnmnuen» (Olympic)

XOpO1II0 U3BECTEH, AIOOUM, C DOABIIION apMuel IpUBep KeHIeB. [ToCTOSHHO yIIOMUHAaeT-
csl B TIOBCEAHEBHOM JKU3HU, BXOAUT B KYABTYPHYIO JKU3HB CTPAHBL. TUNWYHBIN IpUMep —
Coca Cola. UToObI mopaep>RUBaTh yeneX, « OAMMIUUITY», Kak U «KaaccmyeckoMy» OP3IHAY,
HaAAO IIOCTOSTHHO OTCAE€KUBATh TEHACHIIUY U IPEAOTBPAllaTh 3aCTOM.

«3awnTHUK» (Defender)

Xopoumui 6aAraHC MeKAY KadyeCTBaMM IIPOAYKTA U [IeHOM — HO IIPU 3TOM OP3HA He OIlu-
paeTcs Ha IPOAYKTOBBIE UAU 9MOIIMOHAABHELE IpeuMyliecTBa. CpepHUM OpPaHA B CBOEH Ka-
TEeropuu: He CUABHBIN, HO U He CAaObIM. EMy HepAOCTaeT OTAMYUM OT OPIHAOB-AMAEPOB, HO
TIPY 9TOM OH OCTAeTCs MPUEMAEMBIM A MHOTUX. B BeAukoOoputanuu « 3allTUTHUKOM» SIBASI-
eTcsd, HatpuMep, Mastercard.

«3alIUTHUKY» 0COOEHHO HEOOXOAMMO HAaUTH ICHOE OIIpeAeAeHre — KaKoe CBOMCTBO B HEM
rAaBHOe? U MOKeT OBITh, CAEAYET (IIOITYMETh» A IPHUAQHUS UMIIYABCA CBOEMY Pa3BUTHIO.

«CAabbin» (Weak)

OTOT OPIHA OTHOCUTEABHO HEOOABIIION, YTOOBI KOHKYPHPOBATH 3@ OOABIINHCTBO IIOTPeOu-
TeAel, 4aCTO OH TPYAHO IIOAAQETCSI OIIMCAHUIO U, UTO Xy’Ke BCero, 4aCTO OTBepraeTcs 1oTpe-
oureaaMu. AN yBeAWUEHUSI PHIHOYHOM AOAM eMy HeOOXOAUMO 00eCIleYUTh Hape KHOoe IIpH-
CYTCTBUE Ha PLIHKE U/UAY Pa3bICHUTEL CBOU IIPEUMYIIIECTBA.



nccnaneaAosaHus

Brand A
Pyramid, %

O>knaaemasn
KOHBepTauuns

KoHsepTauus
6paHaa

Brand Signature
Xopouwo Avi BpaHA
«KOHBepTVpyeT» noTpebuTenen

10 C YPOBHS H3 YPOBEHE?
— =33 40 %

30 7 I

10 %

TecHast CBSI3b

30
IMpenmytiecTBO 5 =67 75% -8 l
ODYHKIIMOHAABHOCTh 4 =75 80 % -5 I
60
60
ARTyaABRHOCTD 80 =75 71 % I 4
Tpucyrcraue ﬂ =80 50 % - 30
100

< ¢ Puc. 5. ZARA — ManeHbKas, A3 YABAEHbKaES!.
BeAylmnin BpaHA AASI CBOE LeAeBOW Mpynmbl.

5% 29 %

Tecuas ez 0 liccrenosanvie Bo MpaHLnv, 2000 roa
TpeumyIecTso 129 5%
OYHKIMOHAABHOCTE 12% -4 %
AKTyaABHOCTD 17 % 15%
IpucyrcrBue 22% -22%
Base: (400) (400)

YucTe Avct TurpeHok CneuvianncT 3alWNTHUK MacHywasn  Kaaccudecknii  Oavmnuven

38e3A3
TecHast cBA3L
TlpenmymiecTBo
OyHKIHOHAABHOCTE
AKTYaABHOCTB
Tlpucyrcreue
«[MacHywas 3se3aa» (Fading Star)

OTo OpaHA B 6epe. Korpa-To 6BIA M3BECTEH U ATOOUM BCeMU. AO CUX ITOP Ba’KeH AAS Mac-
COBOY @yAUTOPUH, HO TepsieT IPUBAEKATEABHOCTE 1 y7Ke He OITUPAaeTCs Ha IPOAYKTOBBIE UAU
9MOIIMOHAABHBIE IIPEUMYIIEeCTBa.

«[acHy1Iel 3Be3pe» He UMeeT CMBICAA OUTBCS 38 CBOE HACAEACTBO, pa3yMHee CO3AQTh HOBBIN
doKyc, HalTH HOBOE HalIpaBA€HUE A Pa3BUTUS. MOJKeT OBITh, 3TO IOTpeOyeT MHHOBAITUN.

BooGuie, BceM crabeiM TunaM («l'acHyllel 3Be3pe», «3alUTHUKY», « HICTOMY AUCTY»)
CTOUT TIePeCMOTPETh OCHOBHLI OM3HECA M MOTBITAaThCS BHIAEAUTD SICHOE ¥ 3HAUUMOE AAS T10-
TpeOuTeAell CBOUCTBO, KOTOPOE CO BpeMeHeM MOJKET CTaTh UX IPEeUMYILeCTBOM.

Kupuna I'leTpuH Tak TOBOPUT O BO3MOJKHOCTSIX IIepexoAa OPIHAOB U3 OAHOI'O THIIA B APY-
rom: «Y OPIHAOB HET «JKU3HEHHOT'O ITUKAA», IOAOOHOTO TOMY, KaKOM eCTh Y TOBapoB. [ToaTo-
MY C OIPEAEAEHHOU BEPOSITHOCTBIO Ka’KABIM OPAHA, HAXOASCH B paMKaX KaKoTo-TO U3 BOCh-
MU TUTIOB, UMeeT IIIaHC CTaTh KeM-TO ellle.

Taxk, o parHBEIM Millward Brown, kotopsie B 1998 — 2002 ropax yAeAUAU IPUCTAABHOE BHHU-
MaHue 1663 6paHAaM, 3a ABa rOAQ IPUMEPHO IMTOAOBUHA OPIHAOB MEHSIET CBOIO KITOAIMCHY !

Ka>kpoMy BAGAEABITY XO4eTCs CBI3aTh CBOM OP3HA € OyAyIIuM. EcTecTBEHHO, UTO UM XO-
4eTCs MeHSITh OP3HA B AYUIITYIO CTOPOHY. Bech BOIIPOC B TOM, KaK yIIPABAITH ACCOIUALUIMU
nmoTpeduTerel B OTHOIIEHUH BAIlINX OPIHAOBY.

«3Heprug 6paHAa»: NPUKOCHOBEHWE K Byayulemy

PasBuBasa meropuky Brand Dynamics, nccaepoBateau u3 Millward Brown BBOAAT ITOHS-
THe Voltage. AASI IPOCTOTHL MOJKHO €T0 Ha3BaTh « DHepruel OpaHAa».

Voltage npeacTaBasieT cOO0M OAHY IIU(PY U IIOAyYaeTCd CAOJKEHHEeM IToKa3aTeAel KOH-
BepTaluy BCeX YPOBHEM MUPaMHUABL, YMHOKEHHBIX Ha UX BeC.

PeknamHble Viaen N2 1/2004 E

<« Puc. 4. MeTtoanka
OonpeAeAeHS «NOAMUCA
Op3HAa»

<« Puc. 6. «loanncn»
OCHOBHbLIX TUMNOB DP3HAOB
no Millward Brown (Bce,
Kpome «CA3boro»)

«MNoanuck 6paHaa»
MO>KeT U3MEHNTBLCS
CO BpemMeHeMm



Voltage cBs13aH
C BepOSITHOCTbLIO
pocTa 6paHAa

NMmmyHUTET 6paHAa

Pacnono>keHve
Ha KapTe

Citibank, H&M, British
House, Coca Cola

Kak BeayT cebs1 6paHALI

nccaAeaoeaHuUnN
PeknamHble Viaen N2 1/2004

IToHATHO, YTO BEpXHUU YPOBEHH (KaK HanuboAee IIeHHbIV) UMeeT HanOOABIIUN BeC, HUK-
HUM — HauMeHbIINU. Bec ypoBHEN AAG pAa3HBIX TUIIOB OP3HAOB PacCYUTaH HA OCHOBAHUU
BCe TeX >Ke OOTaThIX UCCAEAOBATEABCKUX AaHHBIX Millward Brown.

Kaxky1o j)ke KapTUHY MBI IIOAy4aeM B Pe3yAbTaTe U YTO OHa HaM AaeT?

BpaHA MOXKeT UMeTh BHU3Y XOPOIIINe CUHYE CTOAOMKY (IOAOSKUTEABHBIE), HO ero Voltage
OKa’KeTCs OTPUIIaTEABHBIM (pHUC. 7). Ay Op2HAQ, I'A€ BHU3Y OOABIION MUHYC, HO BBEPXY OOAb-
LIOM IAIOC, Voltage OKa3bIBaeTCA MIOAOKUTEABHBIM.

PackpoeM KapTel: IOKa3aTeAb Voltage cBsizaH ¢ BepOSATHOCTBLIO pocTa OpaHpa. Ecan
Voltage BeAUK (T. e. IpeBBIIIaeT 2,5 %), TO BEpOATHOCTb YBEAUUEHNS AOAU PBIHKA AAS 3TOTO
OpaHAA MOJKeT cocTaBUTHL OoAbIlle 60 %! KoHeuro, 3To He rapanTus. Bcerapa ecTh BeposT-
HOCTb U IIOTePU PHIHKE, B 10 % cayuaeB Tak u ObIBaeT. Ho B octaBmuxcs 30 % caydaeB HUuUe-
ro He nmpoucxopuT. I'To KpaifHel Mepe, ecau Voltage Baltero OpsHAa HU3KUM, TO IOTEPSITH
PBIHOK TOPA3A0 IpoIIe.

Kpome Toro, Voltage xapakTepusyeT UMMYHUTET OpaHAQ. HeM 3TOT IIOKa3aTeAb OOABIIIE,
TeM OOABIINM UMMYHUTETOM K AeHCTBUSM KOHKYPEHTOB oOAapaeT OpaHA. Ecan ske Voltage
Op3HAA MAaA€HBKUM, TO 3TOT OP3IHA IIEPBBEIM IIOCTPAAAET OT aKTUBHEBIX ACMCTBUM KOHKYPEH-
Ta, HATPaBAEHHBIX Ha 3aBOEBaHNe PhIHKA.

OTU 3aKOHOMEPHOCTH Pab0Tal0T He3aBUCHUMO OT TOTO, AUAEP BB Ha PHIHKE UAU MaAeHb-
KUl OpaHA,. [TOCKOABKY AASI MAAOTO OPIHAQ «OKUAAEeMble KOHBePTALluU» Apyrue, To 1 Voltage
PacCUYUTHIBAETCS yoKe C y4eTOM pazMepa OpaHAQ.

KapTta Brand Dynamics: npespalieHns 6paHaoB

Bce BoceMb TUIIOB OPIHAOB C UX PA3HOM «IIOAIIUCHIO» MOKHO IIOMECTUTh Ha KapTy (puc. 8),
110 OAHOM OCU KOTOPOM oTAOKeHO «[IpucyrcrBue» (Presence, ocBeAOMAEHHOCTL 00 obelra-
HUSAX OpP3HAQ), IO Apyroit — «OHeprusa» (Voltage, o cytu — cyMma CUA OP3IHAQ).

B ueTnipex KBappaHTaxX KapThl OPIHABI pacloAaTraloTCs Tak.

B KBappaHTe ¢ BHICOKUMU «IIpHCyTCTBUEM» U « DHEpTrHen» AUAUPYyeT « OAMMIIHMer», Ha
BTOpOM MecTe — «Kaaccuueckuii». B KkBappaHTe ¢ HU3KUM «IIpucyTCcTBHEM», HO BEICOKOH
«DHepruen» AMAUPYyeT « TUTpeHOK». B caMoii cepepriHe, B TOUKE HYAS, — «3alJUTHUKY.

ITocmoTpuTe Ha KapTy caMyu — MHTEPECHO, TAe JKe paclioararaeTcs Balll OpaHA? A Tae OpaH-
ABI BaIllUX KOHKYPEHTOB?

Hanpumep, nccaepoBanme, mpoBepeanoe Millward Brown B BeankoOpuranuu B 2002 ro-
AY, AAAO TaKyIO KapTUHY.

Citibank — TuUnu4HBIN «BeABI AMCT» C HU3KUM IPUCYTCTBUEM U HU3KOU 3Heprueli. Mo-
AopeskHBIe Mara3uHbl H&M — 370 « TUTPEHOK», ero 9HepTHs BHIIIe, XOTS IIPUCYTCTBHE He-
BeAMKO. AAd cpaBHeHMs: Mara3uHbl British House — «ITaparoras 3Be3pa». A HECOMHEHHBIN
«OAuMIMen» ¢ BBICOKUMU IpUcyTcTBUeM U 3Heprueii — Coca Cola.

I'Asipg Ha KapTy BrandDynamics, MBI MOJKeM HHTYUTUBHO IIOAATaTh, YTO OPIHABI pa3BUBa-
IOTCSA IO CAEAYIOIIeN cxeMe: « HUCTBIN AUCT» CTAHOBUTCA « TUTpeHKOM», TOTOM «Kaaccuye-
cKUM» UAU « OAUMINUIIEM», IIOCAE YeTO OH MOJKET HauaTh YMEeHbIIaThCs, IpeBpalasach B «Ila-
MAQIOIIYIO 3Be3Ay» (puc. 9). Takyro mocAeAOBAaTEABHOCTE U3MEHEHN M TOACKA3bIBaeT 3APaBhIt
CMBICA.

OpHaKo, TOAPOOHO U3ydas IoBepeHNHe OpoHAOB B TeueHue 1998 — 2000 ropos, Millward
Brown ycTaHOBUAH, 9TO TOABKO 40 % OPIHAOB BEAYT Ce0s1 B COOTBETCTBUU C UHTYUTUBHBIMU
O>KMAQHUSAMU.

Taxk Kak ke BepAyT ce0s1 ocTarbHBIE 60 % OP3HAOB?

«HncTble AUCTbI»

BoabmmmiaeTBO «HUCTBHIX AMCTOBY (75 %) Tak U ocTatoTcs «HUCThLIMM AucTaMu». OUeBUAHO,
YTO HY>KHBI KaKHe-TO TO3UTHUBHbBIE AeMCTBHUS, YTOOBI CABUHYTH UX C MecTa. OAHaKO HeOOAbIIIas
4acThb « HUCTBIX AMCTOB» CTaHOBUTCA «Turpsaramm» (8 %) nam «Crernuarucramm» (2 %). IToutu
CTOABKO JKe TIOTIOAHSET PIABL «3aUTHUKOBY (9 %). OKOAO 5 % «HUCTBIX AMCTOBY» IIPOCTO Pac-
TYT, He IPOSIBASISI aKTUBHO CBOE PIHOYHOE IIPEAAOSKEHIE, UTO IPUBOAUT UX B PAABI « CAQOBIX».

«Turpsita»

Apyrol IpuMep HeOUeBUAHOTO IoBepeHUsT — «Turpara» (puc. 11). OHU UMEIOT 'POMaA-
HBIY IOTEeHIIUAA M, KaK [I0Ka3bIBaeT OIIBIT, Yallle PacTyT, Y4eM YMEeHbIIaIOTCH.

OAHAaKO, BOIIPeKU MHTYUTUBHOMY OIIYIIIeHHUIO, AOBOABHO MaAO « TUTpSAT» IpeBpallatoTCs
B «KaaccukoB» uau «CrieljuaAucToB» — He 60aee 15 % B coBokynHoCTU. OpHA TpeTh « Tur-
pAT» Tak U ocTaeTcs « TurpsiTaMu». 3aTO IIOYTU TPETh CTAHOBUTCS «3aluTHUKaMu» ! 11 oko-
A0 11 % tepexopdaT B pa3psp «CaadObix» U « HUCTHIX AUCTOB». [1A0x0, KoTaa « Turpsita» caabo
BBIPAIIMBAIOT CBOE IIPUCYTCTBHE Ha PHIHKE U IIPOUTPHIBAIOT B IIPUBA€UYEHUN HOBBIX IIOTPe-
OuTeAel: KOHIle KOHIIOB OHM HAUMHAIOT IIOXOAUTH Ha «['acHyIIe 3Be3AbI».

OO6BIYHO «TUTpSITaM» TPYAHO IIOCTPOUTEL CUABHBIE B3aUMOOTHOIIIEHUS C IIOTPEOUTEAIMU
B IIpOIlecce pocTa IOTPeOUTEABCKOM ayAUTOPHH. VIM TpyAHEN peaan30BaTh CBOM ITOTEHITU-
aA, 4eM Ka>keTCs C IIePBOT'0 B3TAIAQ.



nccnaneaAosaHus

Chabble npodmnan ¢ » CunbHbIe npodran
TecHas cBA3b
TpeumymiecTso
DYHKIMOHAABHOCTh
AKTyarBHOCTB
TTpucyrcrue
Voltage -5.2 0 +3.1 +9.3
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<« Pwuc.7. bpaHab

C CUABHBIMV NPOMUASIMA
VIMEIOT NOAOKUTEABHBIN
Brand Voltage

Voltage

CreneHs NPUCYTCTBHUSL

Voltage

CreneHs NPUCYTCTBHUSL

~ Pwuc. 8. 8 ocHoBHbIX TMiNOB Bp3HAOB Ha kapTe Brand
Dynamics

~ Pwuc. 9. VHTYUTVIBHBIN KSHEHHBIN LKA

Onvmnueu
IKnaccnyeckmin

R o
w w
TurpeHok
w w
- - CneumaAMCT

% BpaHABL
C pacTyIen
AOAeH PBIHKa

YucTeih AvcT

MacHywas 3se3aa

Cnabbiti

w
n 3aWnTHUK
~

% BpaHAb
C COKpaIalonencs
AOAeH pbIHKa

33%

Voltage

CreneHs NPUCYTCTBUSL

~ Pwuc.10. BeposTHOCTb pOCTa 1 YMeHbLLEeHS AOAV PbIHKE
A8 8 TnoB BpaHAOB

-~ Puc. . Kem B peanbHOCT CTaHOBSITCS
«Turpsita»? o nccaeaosaHsim 1998-2001 roaoB

KKnaccuyeckuin FacHywas Cnabbith 6paHA
6p3aHA / OAnvnveLt ST 28 aae\slma Turpetiok =L s YHucTein I;’\VICT/
INopaeprkka 3a Karou k ycnexy  BeDKuUManTe u3 [TpoporskaiTe Anbo ykpenagite OOecneybTe
CUeT IOCTOSTHHBIX ~ — MOIITHas Op3HAQ BCe, UYTO TIPENOAHOCUTE CylIecTBYIOIIe MIPUCYTCTBUE
WHBECTUIIUN AKTUBU3AITHS BO3MOJKHO, AMOO  TIOAOJKATEABHYIO CTOPOHEI OP3HAQ,  Op3HAA U/UAU
OpoHAQ. AKTUBHO 3aHOBO OTKPBI- uHpOopMaITuio AMOO PaCUIMPSIATE  Pa3DBICHUTE €T0
IIPOABUTAUTE U BAUTE €ro AN o OpaHAe, CBOU PBIHOK IPEenMYyIIecTBa
COBEePIIEeHCT- oTpeOUuTeAs HO CTapaunTech
BYUTe OP3HA paciupuTh
ayAUTOPHUIO

~ Pwuc.12. Kak MOXXHO AeCTBOBaTL Pa3AVHHEIM TVNaM Op3HAOB?
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~ Bp3HA KOheeH
Starbucks Belpoc 6e3
aKTVBHOW ATL-peknamel
BABrOA3PS CUABHBIM
OCHOBam bri3Heca. Ha

NAaKaTe — aCCOPTVIMEeHT
Starbucks

~ Bacardi Breezer BblpoC
TOrA3, KOrA8 peLUIuA Bce
npobAembl C OCHOBaMW
Bum3Heca. Accounaumnmn
Bp3HA3 NOCTPOEHI
BOKPYT
«A\3TVIHOBMEPVIK8HCKOro
Ayxa»: «Latin Spiritin
Everyone».

AeByLUKa NPaKTHeck

B OAHOW 11 TOW Xe nose —
11 B KAYDe, 11 Ha KyXHe

uccaeaosaHun - brand dynamics E

PeknamHble Viaen N2 1/2004

«OAMMNUALULI»

IMockoABKY « OAUMIHHITEI» Ha CAaMOM BePXY, OHU UMeIOT TOABKO OAHO HallpaBAEHUE AAST
nepeMeleHuss — BHUS.

U Goabllle TpeTU U3 HUX AeHCTBUTEABHO IIaAQIOT, ACMOHCTPUPYS TEM CaMbIM MapKeTHUH-
TOBYIO UCTHUHY, UTO AAS TIOAAEPIKAHUS AMAMPYIOIIETro IOAOSKEeHNS HY KHBI IOCTOSHHBIE MH-
BecTunK. OKOAO UeTBEPTU CTAHOBATCSA « KhaccmaecKuMU» GPIHAAMU, IIPOAOAKAS OCTaBaTh-
Cs1 CUABHBIMY, HO He HACTOABKO, Kak paHbliie. OKOAO 9 % TepsIOT B IPUCYTCTBUYU U D9HEPIUH,
CTAHOBSICH «3aIUTHUKAMU», & HEOOABIIIOe KOAUUECTBO TEPSET CBOIO Ba’)KHOCTDH AAST OOAL-
HIIMHCTBA U CTAHOBATCS « CIIeIMaruCcTaMu».

HuxkTo n3 «Oanmnuiiiies» He IIpeBpalliaeTcs cpa3y B «['aCHYIIyIO 3Be3Ay».

«MacHyLwne 3B8e3AbI»

IMoka «['acHymIas 3Be3pa» He IMoracAa OKOHYaTEeABHO, OHA MMeeT BO3MOJKHOCTb BOCCTa-
HOBUTBCH, XOTS U MepreHHO. CTaTHCTUKA FOBOPUT, 4To nmouTu 60 % ocratorcd «['acHymmuMu
3Be3paMu», oKoAo 10 % nepexopaT B pa3psip « HUCTHIX AMCTOB» U «CaabbIx». Ho opHa TpeTh
Bcex «l'acHyIIUX 3Be3A» BOCCTAHABAMBAIOTCS U CTAHOBATCS « 3QIIUTHUKAMUY.

Ouenb Maro KTo U3 «I'acHyIIMX 3Be3p» (MeHblIe 1 %) Bo3Bpaljaercd B ctaTyc «Kaaccu-
4yecKux» Op3HAOB. [ToAHOEe BOCCTaHOBAEHUE — AOATHU ITyTh, U HUKTO U3 «['aCHYIIIUX 3BE3A»
He MOJKeT CaM PEelIUThb CBOIO CYALOY.

Takum 00pa3oM, TOCMOTPEB BO3MOKHOCTH AAS « HUCTBIX AUCTOBY, « TUTPAT», « OAUMIIHN-
1eB» U «['acHYIINUX 3BEe3A», MOJKHO CKa3aTh: OyaAyIee OpIHAOB He IIPEAOIIPEASAEHO OKOHYA-
TeAbHO. /ABa Op3HAA C OAMHAKOBBIM IIOAOKEHMEM MOTYT MMeTh COBepPIIIeHHO pa3Hble Iep-
CIIEKTUBBI — BCe 3aBUCHUT OT TOTO, KaK OPIHAMEHEAJKED U ero KOMaHAA OTBETSAT Ha BHI30B
peanbHOCTH (pHUC. 12).

YeTbipe ApaiBepa ycnexa

INouemy opHU OP3IHABL PACTYT, & APyTHe IIapatoT? YTo MOSKHO Ha3BaTh ApaliBepaMu yciexa?
Tricauu OpaHAOB, udyueHHBIX Millward Brown, patoT 6a3y AASL IOHMMaHUS 3TOTO BOIIPOCA.

HccaepoBaTeAr BHIAEAUAM YeThIPE OCHOBHBIE TPYIIILI ApDaiBEPOB yCIlexa:

1. CuabHBIE OCHOBBI OM3HecCa,

2. IIpeKpacHBIV IPOAYKT,

3. IIoHITHOCTB OPYHAQ,

4. YyBCTBO AMAEpPCTBa.

JABa NepBBIX ApaliBepa — CUABHBIY OM3HEC U IPEeKPACHBIN IPOAYKT — Ka’KyTCS OUYEBUA-
HBIMU, HO OHU (pyHAAMEHTAaAbHO HEOOXOAUMEI A YeIlexa OpaHAa. Bepb ABa ApyTux pApaliBe-
pa — 3alAaHUPOBAHHOE AMAEPCTBO U SICHOCTb aCCOIUAIUN — AOCTUTAIOTCS MapKETHHTO-
BBIMHU YCUAMSIMH, KOTOPBIe IIOAOOHO pbluyaraM ONMparoTcd Ha (PyHAAMEHT U3 ABYX II€PBBIX
IIYHKTOB.

KaskABIN 13 YeTBIpeX APaliBEPOB I10 OTAEABHOCTU MOYKET OBITh AOCTATOUEH AASI pOCTa OPIH-
Aa — HO BMeCTe OHU AQIOT HAWAYyUIIIMe Pe3yAbTaThl. TOYHO Tak ke, KaK OTCYTCTBUE BCEX
3TUX PAKTOPOB IPUBOAUT K XYAIIUM Pe3yAbTaTaM.

PaccmoTrpum pApaiiBepshl ycriexa 60Aee AeTaABHO.

1-11 aApaisep: OcHoBbI Bu3Heca

B ocHOBe 6u3Heca, KOHEUHO JKe, HaraKeHHast AUCTPUOYIIUS 1 TTIOAXOASAIIIAS ITeHa ITPOAYK-
Ta. Ho Takske 1 o0masa adpeKTUBHOCTE, rnOKoe cHaOKeHNe, 3(eKTUBHASA CTPYKTypa IIpo-
U3BOACTBA U YIIPABAEHUSI — BCE, UTO AaeT OU3HEeCy BO3MOKHOCTh 9(HEKTUBHO MEHITHCS.

OTO — CTapTOBas IAOIIAAKA AN yeIleXa. MHorue HeOAaronoAyYHble OPIHABL, C KOTOPBIMU
TIPUIIAOCE paboTaTh Komiauuu Millward Brown, uMean mpoOAeMbl B caMUX OCHOBaxX OM3Heca.

ApyTre IpuMephl TOKa3bIBalOT, YTO TPaBUABHO BEICTPOEHHAsI OCHOBA, AdJKe IIPU OTCYT-
CTBUHU APYTUX (PAKTOPOB, AAeT BO3MOKHOCTb AAS POCTa OPIHAQ.

IMpumep Takoro ycrexa — KoderHbIN 6panp Starbucks, KoTopsli ¢ 1987 roaa BEIPOC B TAO-
OaAbHBIN Op3HA,. CeropHs oH OIleHUBAeTCs MPUMEPHO B 2 MUAAUAPAA AOAAAPOB. Bece aTu poc-
THU>KeHUS IPON301IAU Oe3 akTuBHOU ATL-pekaambl. BpaHA yIIOpHO poc, 3a4acTylo BOIIPEKU
sxkecTokuM npenoHaM. Ceropns y Starbucks 6oaee 5000 TOPropeIx TOUeK 110 BCEMY MUPY.

Apyrou npumep — Bacardi Breezer. VicTopus aTo MapKu — spKasg UCTOPHSA yCIlexa, HO
yCIIeX CTaA BO3MOKEH TOABKO TOTAQ, KOTAA OLIAYM pellleHbl Bce TPOOAEMBI C AUCTPUOYIIUeH,
pa3MepoM yIIaKOBKHU U UMeHeM OpIHAA.

Poccuiickuii npuMep — anTeku «36,6». ITOT OPIHA IPEAAOKUA HOBYIO (DOPMY TOPTOBAU
B CBOEM KaTerOpuHU: allTeUHBIN CyIlepMapKeT C CaMOOOCAy KUBaHUeM. A0OABUM K 3TOMY AO-
BOABHO OBICTPOE pacIIMpeHne CeTH U cOaraHCUPOBaHHEIE ITeHbBl. Pe3yAbTaT OAHO3HAYHO I10-
AO>KUTEABHBIN.

2-11 Apaiisep: NpekpacHbI NPOAYKT
Tak nAn nHaye, IPOAYKT AONKEH UMEeTh UTO-TO, 3d YTO MOJKHO 3allelIUThCA B peKAaMe. Ectnb
HeMaAO0 IIPUMEPOB, KOTAA A PACKPYTKH OpP3HAQ (Aa’Ke B OTCYTCTBUE PEKAAMbI) AOCTATOYHO



nccnaneaAosaHus

NIPEANOKUTE TPEKPACHBIN TPOAYKT UAU €Ille Ay4Ille — HOBBIA IPOAYKT, COOTBETCTBYIOIIUY
PacTyIIUM NOTPEOHOCTSAM ATOAEN.

Hanpumep, Yeo Valley, OpaHA HaTypaAbHBIX («OpraHUYECKUX») MOAOUHBIX IIPOAYKTOB.
B 2000 — 2001 ropax B BeAMKOOpUTaHUM 3TO OBIA CAMBIM PACTyILIUN OP3HA B KaTeropuu Oa-
KaneWHBIX ToBapoB. OH IPOCTO NPEAAOIKIMA Ka4eCTBEHHBIHN IIPOAYKT, KOTOPBIH «IIOIIaA» B pac-
TYILIYIO TOTPEOHOCTD AIOAEH B HAaTYPAAbHBIX «OPTaHUUECKUX» MMPOAYKTax. Bo MHOTOM OAa-
ropaps akKTUBHOM AUCTPUOYLIMU OH BBIPOC elIlle A0 TOro, Kak 3aHsAcst ATL-pekaaMoii.

CAayuall coBceM U3 Apyro ooracTtu. Boszpoxaenue OpanHaa Alfa Romeo B mocaepHuE T0O-
ABI OTIMpPaeTcs Ha pa3paboTKU HOBLIX, OOAee TPUBAEKATEALHBIX aBTOMOOMAEH, TaKMX, KakK
Alfa Romeo 156 1 Alfa Romeo 147. 11 aTOT cpaboTaA Ay4llle, 4eM peKAaaMa I10 Pello3UIMOHN-
POBaHUIO OP3IHAA.

ITprMepHl POCCUUCKOTO PEIHKA — KaIlly « BEICTPOB» U mmokoAap « KopkyHoB». O6a OpaH-
A@ BBIPOCAUY B 3HAUYUTEABHOM CTEIIEHHU OAATrOAAPS IPEKPaCHOMY IIPOAYKTY.

Wrak, pazpabaTbiBas IpaBUALHOE TTO3UIIMOHMPOBaHNe, He CTOUT 3a0bIBaTh, UTO pellie-
HUe NIOTPeOuTeAsl BCe-TaKu ObIBaeT paljMOHAABHBIM. V1 Ha NIPUHATHE PEIIeHUs O MOKYIIKe
KaueCTBO IIPOAYKTA BAUSET HAIIPSIMYIO.

Takum oOpa3oM, IPOAYKTOBbBIe MHHOBaUK 1 caM rporecc NPD (New Product Develop-
ment — «Pa3paboTKa HOBBEIX IIPOAYKTOB») — TaKOM ’Ke KAIOU K ycrexy OpaHaa. M MHorue
NIpUMepPHI TapaIoIUX OPIHAOB UMEIOT B CBOEM OCHOBE OAHY U Ty JKe IPUYNHY: ITapaeT Kade-
CTBO UX IIPOAYKTA.

He cekpet, uTo mepBBIM IIPpU3HAKOM BO3POIKAEHMSI TOProBoro 6panaa Marks&Spencer
CTaAO TIOSIBAEHUE HOBBIX, OOAee TIPUBAEKATEABHBIX AMHUM OAEJKABI, TaKux, Kak Per Una u
Perfect.

HacTpouTh IPOAYKT B COOTBETCTBHM CO BKyCaMU U O’KUAQHUSIMU IIOTpeOUTerel — Ha-
CTOABKO Ba>KHBIN (paKTOP yCIlexa, YTO 3HAUMMOCTDL €T0 TPYAHO IIEePEOeHUTD.

3-1n aApanieep: NoHATHOCTL 6paHAa

B roaroBe noTpeOuTeAss, KOTOPLIY IPUHUMAET pellleHre O IIOKYIIKe, BO3HUKAaeT MHOKECT-
BO acCOIUAIMi — ¢ COOCTBEHHBIMU OKUAAHUAMU, C 0OOpazamMu OPIHAOB...

B sTOoT MOMeHT Op3HA, KOTOPHIM UMeeT OOTaThIM HaOOp SICHBIX aCCOITUAINM, COOTBETCT-
BYIOIIUX OJKUAQHUSAM ITIOTPEOUTEAS, UMeeT ropa3a0 OOABIIIE IIaHCOB OBITh BELIOPAHHBIM, YeM
TOT, @CCOLMAIIUM KOTOPOI'O CMYTHBI MAM MAAOUUCACHHBI.

Ycnex Takux OpaHAO0B, Kak Orange, Asda 1 Dove, HAAIOCTPUPYET CUAY ICHOCTH.

TereKOMMYHUKAITMOHHBINM OpaHA Orange OBIA TPETHUM Ha PEIHKe BeamkoOpuTanuy, a ce-
TOAHS 9TO CaMBIN IIOIIYASIPHEIN IPOAaBel] TeAe(POHOB ¥ MOOUABHOIO cepBrca. OCHOBOM AN
€ro 3aIlyCKa IIOCAYKUAU TaKUe IPUHIUIIEL, KaK MHHOBAIIUYU ¥ BO3MOKHOCTE B3TASIAQ B OYAY-
utee («The Future's bright. The Future's Orange»). BpaHA IPOAOAYKAET COXPAHATE 3TH IIPO-
CTBIE U SICHBIE TIO3UITUMN.

TouHo Tak ke Mara3uHbl Asda UMeIOoT OUeHb UeTKYIO aCCOLMalluIo ¢ IpuHnunom value for
money («TOBapkl B CBOIO LIeHY»), YTO II03BOAMAO UM OPOCUTE BEI30B Sainsbury's B 0opns0oe 3a
BTOpOe MecTo Ha OaKareMHOM phIHKe BeAukobpuTaHuum.

ScHble U CUABHBIE accoliuanuu 6pataa Dove ¢ MATKOCTBIO U AOOPOTOM MTO3BOAMAU pac-
HINPUTEL OP3HA Oe3 yiiepOa Arg ero meAbHOCTH. CeropHss KpoMe MBIAA 1TOA MapKou Dove
BBIITYCKAETCS IEeABIN PSIA TOBAPOB AAS YXOAQ 3@ TEAOM.

IMoAyuaeTcst, 9TO AASI 3HAUUTEABHOTO ycIleXa OpIHA AOASKEH 03HaUaTh YTO-TO SICHOE U I10-
"aTtHoe. B cymuaocTti, BCE cuabHBIe Op3HABI MMEIOT SICHbIE II€eHHOCTH:

Lipton — «BKyC», «KaueCTBO» U «KeAaHUe»;

Electrolux — «IIIBEACKUIM UHTEANEKTY;

Heineken — «BO3MO>XHOCTEL OCBEKUTLCSI»;

Volvo — «6e30macHOCTEY,

BMW — «ypOBOABCTBHE OT BOJKACHHUSA» U TaK AAA€e€.

EcAu BaM yAaAOCH CO3AATh ITOHSATHOE U ICHOE CBOMCTBO OP3HAQ, TO O€pEe’KHO COXPaHINUTe
€ro Ha IPOTSKeHUU MHOTUX AeT, BHE 3aBUCUMOCTU OT PEKAAMHON MOABI UAY PHIHOYHBIX 00-
CTOSITEeABLCTB!

HarasaHbIN IpUMep TaKoro IIOCTOSHCTBA — IIMBHOM OpaHA Stella Artois, pekraMHast KaM-
IIaHMSA KOTOPOTO y>Ke 14 AeT IPOXOAUT B EAMHOM KAIOUE ITIOA AeBU30M «Reassuringly Expensive»
(«Ybegumeabno goporoe»). Pa3Hble peKAaMHBIE CIOKeThI, Hap, KOTOPBIMU PabOTaIOT PEKUC-
Cepbl ¥ PEKAAMUCTEI M3 Pa3HBIX CTPaH, TOALKO YCUAUBAIOT 3TO ITOCAaHUe. B pe3yabTaTe OpaHA
Stella Artois mpucBomA cebe Takoe UHTerpaAbHOE CBOMCTBO, KaK «KauyeCTBO».

HenocTosSHCTBO, HAIIPOTUB, BEAET K TAKUM MPAYHBIM IIOCAEACTBUAM, KaK IIoTeps hoKyca
Ha KAIOUeBOM CBOMCTBe OPIHAQ, BEIXOAAIUBAHNE aCCOMAINY, yMeHbIIIeHNe 3HaueHUsI OpoH-
Aa. Hapo Am roBopuUTE, KaK 3TO CKa3bIBaeTCs Ha pe3yAbTaTax Ou3Heca B IjeAoM!

OAVH 13 CITOCOOOB OIIPEeAEAEHHS TAABHOT'O KaueCTBa OpIHAA — UCCAEAOBaHME «/AMYHOCTD
Op3HAA», 0 KOTOPOM MBI PaCCKa>keM UyThb HUXKe.

Ipe>kae yeM IlepelTy K Y4eTBEPTOMY APaliBepy, OTMETHM OAUH BasKHBIM MOMEHT, KOTOPBIH Ka-
CcaeTCs OCHOBHOTO CBOMCTBa OpaHAA. KakuM AOAJKHO OBITh 3TO CBOMCTBO — (PYHKIIMOHAABHBIM
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- BospoxaeHue Alfa
Romeo onrpaeTcs Ha
pa3paboTkn HOBbLIX,
Bonee
NPVBAEK3TEABHbIX
aBTOMODUAEN

~  TeAeKOMMYHK3LINOH-
HbIi Bp3aHA Orange
npeAenbHO sceH

1 NOHSITEH BO BCEX

CTpaHax — Yy Hero
NO3UTVIBHBLIN B3MASIA
B DyayLLee. [1hnakaT
ANS 3aMycka BpaHAa
B Adpuike: «C meHTon
O 33BTPaLUHEM AHEe»
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~  SlcHbe N CUABHBIE
accouvaumm Dove

C MSIrKOCTbIO 1 AOBPOTOM
MNO3BOAUAV PECLLUVPUTL
MPOAYKTOBYIO AVHEVKY
Bp3HAa Be3 yulepba Ans
ero UeAbHOCT



~ baaroaaps
NOCTOSIHCTBY B pekname
nmBHoO BpaHA Stella
Artois npucsona cebe
TaKOe UHTerpanbHOe
CBOVICTBO, K3K «K34eCTBO».
/ANSI TOrO HTOBbI OTKPbITh
By ThIAKY «yBeAnTensHO
AOPOroro» N1ea, He
SKBAKO U MTaphl

~ (Cillette nobunnce
AVIAEPCTBa, NPeAAaras
OAVH VHHOB3UMOHHbIN
NPOAYKT 33 APYIM I
peKkAaMINPYs CBOU
HHOB3UM

- |evi's NCNoAb30BaA
CYAY VHHOBaLIN,
33MyCTVIB CHa43aAa
Engineered jeans,

a notom Levi's Typel
jeans

nccaAeaoeaHuUnN
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WA 3MOIIMOHAABHBEIM ¢ VIcCAepAOBaHUS ITOKA3BIBAIOT, YTO CUABHBIE OP3HABI KOMOMHUPYIOT
KaK MaTepuaAbHbBIE, TaK U 3MOIJUOHAABHBIE IIPEUMYIIeCcTBa. DTHU CBONCTBA TECHO IlepelAe-
TEeHBI, ¥ peKAAMHbIe KaMIIaHUM TaKUX OPIHAOB YaCTO ITIOAQIOT MaTepHaAbHbEIe CBOMCTBA B 9MO-
UOHAABHOU (popMe.

B KauecTBe npuMepa MOKHO IIPUBECTH 3HAMEHUTYIO KaMIIaHUIO alleAbCUHOBOTO HAIIUT-
ka Tango nop peBusoM « You know when you've been tangoed» («Bbl 3Haeme, KOrga Bbl MAaH-
rupoBanbl»). [TepcoHa)KU POAUKOB OYKBAABHO «KYIIAIOTCSI» B CBEKEM alleAbCHHOBOM COKE,
n300peTasi Bce HOBBIE CIIOCOOBI, KaK 3TO CAEAATh. OMOILMOHAABHO IIOTPEOUTEAD BTATUBAET-
cs1 B 0€3yMHYIO UTPY, HO IIPU 3TOM IIOCTOSTHHO A€AQETCS aKIleHT Ha (PyHKIIMOHAaABHOM CBOM-
cTBe Tango Kak HallUTKa U3 CBEKUX alleAbCHHOB.

Taxue AOBOABHO yBepeHHBIe TUIIBI, KakK « OAMMIueI» UAU « TUTPEHOK», OOBIYHO UMEIOT
OCHOBHOE CBOMCTBO C 00€UMU CUABHBIMU CTOPOHAMU: (DYHKIIMOHAABHOU U 9MOIJMOHAABHOH.
A chaOble TUIIBI OOBIYHO TEPSIOT Kak B TOM, TaK M B APYI'OM YaCTH.

4-1n ApanBeep: HyBCTBO AnaepcTsa

YyBCTBO AUAEPCTBA YaCTO CTAHOBUTCS PeaAbHBIM ApaiBepoM ycrexa. JTO He 3HAYUT, YTO
KOMIIaHUS cUUTaeT cebsi camoi 60AbIoN. CKopee 3TO 03HavYaeT, YTO OHa ITBITaeTCs BO3TAa-
BUTH Pa3BUTHE KaTEeTOPUU.

XOTS 4aCTO AUAEP KaTeropuu — 3TO AGUCTBUTEABHO caMasl OOABIIIAs KOMIIAHUS.

YyBCTBO AHAEPCTBA CO3AA€TCS ABYMs CIIOCO0aMm:

1. luHOBanuu (1 0COOEHHO, €CAU OHU aKTUBHO IIPOABUTAIOTCS).

2. 3amMeTHOCTH Op3HAA (0COOEHHO MapKEeTUHTOBasl 3aMEeTHOCTh).

VunoBanuuu — 0e30MIKUO0YHEBIN CIOCOO CAEAATh IPOAYKT CUABbHEe, COO0IIas IoTpebuTe-
AIO IPSIMOM PallMOHAABHBIN AOBOA, IIOUEMY CTOUT IIEPEKAIOUUTLCS Ha Balll Op3HA. Kpome
TOTO, OHU IIOMOTAIOT CO3AaTh YYBCTBO AUAEPCTBA.

Korpa Gillette co3pan MHHOBAIIMOHHBIN IPOAYKT SENSOr X YCTPOUA eMy OOABIITYIO peKAaM-
HYIO0 KaMIIaHWUIO, OHU AOOUAUCH AUMAEepPCTBa. [TOTOM 3TOT Ke caMbIM IpueM OBIA IOBTOPEH
c Sensor Excel u Mach 3. Uro npuMedaTeAbHO — KOHKypeHTH! Gillette y>ke He cMorau pAo-
OUTBCS TAKOTO JKe Pe3yAbTaTa, HeCMOTPS Ha TO UYTO UX IIPOAYKT (PYHKITMOHAABHO HE XyJKe.

BpaHABI cTUpaAbHBIX TOPOIIKOB Persil 1 Ariel — Tak>Ke MCKyllIeHHbIe UTPOKU B CMBICAE
nHHOBaNUN. OHU IOCTOSHHO AOOMBAIOTCS UHHOBAIIUH, yAyUIIas IPOAYKT. C OAHOM CTOPO-
HBI, OHU AEAQIOT IIPOAYKT BCe O0Aee YAOOHBIM, C ApYTOM — AOOUBAIOTCS YyBCTBA AUAEPCTBA.
HHoraa MHHOBAIIMY CO3AAIOTCS UCKAIOUUTEABHO AASI TOTO, YTOOBI CKa3aTh TIOTPEOUTEAIO UTO-
TO HOBOE.

Cuny uHHOBaIWM ontpodoBaa U Levi's, paspaboTas 1 3anrycTuB cHadara Engineered jeans,
anoroM Levi's Typel jeans. Moaeab Engineered jeans oTandaeTcss 0cOOBIM KPOeM, He CTec-
HAIOWIMM ABMDKeHUH. Hap ee co3paHmneM mopaboTarll MOAEABEPHI M AU3aHephl — ASKUHCEHI
OBIAM KaK OBl 3aHOBO M300peTeHbl. KaMIaHus [0 IPOABUIKEHHUIO HOBBIX MOAEAEH ITOMOTAA
3@HOBO BBICTPOUTH UYBCTBO AUAEPCTBA OpaHAA Levi's, 4To c1ocOOCTBOBAAO IPOAAKAM BCel
AVHEWKH POAYKTOB Levi's.

BHeapsis mHHOBAIMY, HEOOXOANMO COXPaHATh (POKYC 6pIHAA Ha OCHOBHOM KayeCTBe OPIH-
pa. Hanpumep, BMW co3paeT MHHOBAIIMOHHBIE IIPOAYKTHI, COXpaHsad POKYC Ha TOM Ke —
YAOBOALCTBUHU OT BoKAeHUs (« The Ultimate Driving Machine»).

BTopoii criocob co3AaHus UyBCTBA AUAEPCTBA — IIOBBIIIEHUE 3aMeTHOCTH OpaHAa. Ecau
OP3HA XOPOIIIO BUAEH U CABIIIIEH — 3TO HE TOABKO OCHOBA AAS €T0 KOMMYHUKAIMU C ITOTpe-
OUTeAsIMHU. 3aMeTHOCTh caMa 1o cebe Co3AaeT OlIylleHNue, YTO OP3HA UMeeT BHYTPeHHUN
UMIIYABC, ABUJKETCS BIIepeA,. A 3TO Ba’KHOe KaueCTBO AT AuAepa!

Oco6eHHO 3(P(PEKTUBHO 3TO MPOAEMOHCTPUPOBaA B Beankobputanun 6paup Budweiser.
Ero peknraMHasi KaMIIaHUS C AATYIITKaMU U SIepUIiaMy, a Takke Kamnanus « Whassup?» cos-
MAAM CTOMKOe OIfyllleHHe AMAePCTBa (puc. 14).

OcHoBa 6p3HAa, pbIHOYHOE N CounanbHOe OKpYy>KeHne

B MmeTopuke Brand Dynamics pa6oTa ¢ mupaMHUAOM AOSIABHOCTU OP3HAQ — 3TO TOABKO YaCTh
nporecca. Ecau «pa3BepHyTh» BoOOOpa>kaeMyto IUpamMupy (puc. 13), To IOAyYHUM YeThIpe Tpe-
YIOABHUKA BOKPYT OCHOBBL «[lo3unmonupoBanue», « AOSABHOCTbY, « AMYHOCTb» 1 «Hacaea-
CTBO». Bce 3TO — Ba’kKHBIEe CTOPOHBL PACCMOTPEHUS OPIHAQ.

«OcHOBa» Op3HAA — 3TO CYMMapHBIM OTBET Ha IPUMEPHO CAEAYIOIIYE BOIIPOCHL:

B yem cyTb OpaHpa? (UTo OH Ha caMoM Aeae penraeT? Kak OH Ha caMOM AeAe paboTaeT?)

KaxoB OH II0 CpaBHEHUIO C KOHKYPEHTaMu ?

HacKoABKO GOABIIION 3TOT OPIHA?

HackoapKo y Hero ycrenrtast AUCTpUOyIIus ¢

KakoBa ero orHocuTeAbHas 11eHa ?

KakoBa ucropus 6paspa?

Kaxk om aToro poctur?

Kaxk on BImcbIBaeTcst B KOPIIOpaTUBHOE TOPTGPOANO ? KakoBa ero poAb B TOPTHOANO OpIH-

AOB KOMITaHWU ¢
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WcToqrmk: nccneaosare BRANDZ, nponssoaMoe rpynnon WRPP

MNosi

Bokpyr 6paHaAa (BOKPYT «pa3BepPTKU» HAIlleN IUPaMUABI) pacIlioAaraeTcs TO, UYTO Ha3bIBa-
eTcs « PBIHOYHBIM U COLMAABHBIM OKpPYy’KeHHueM». UTOOBI IIOHATH OKPY KeHUe, HaAO OTBe-
TUTb Ha CA€AYIOLINe BOIIPOCHL:

- Yrto BAMgeT Ha OpaHA U3BHE?

Kak pa3BuBaeTcs ToBapHasg KaTeropus 1 ouyeMy ?

Kak, ckopee Bcero, OyAeT pa3BUBATLCS KaTeropus ¢

KaxkoBa cTparerus KOHKypeHTOB?

KakoBHBI conlaabHBIE U AeMorpadriyeckre TeHAEHIIMH, KOTOPbIe MOI'yT IIOBAUSATH Ha

OpaHA?

Kakum o6pazom?

Teneps B3rAgHeM IOAPOOHEee Ha TPEYTOABHUKY Halllel «pa3BepTKu». HauHeM c Toro, 4To
UCTOPUYECKU CAOJKUAOCH, ¢ «HacarepcTBa» OpaHAQ.

Pa3Bopayvnsaem nupamnay: HacneAacTBo bp3aHAS

Y Ka)KAO0TO OpaHAa ecTh «HacaepACcTBO», KOTOPOe Kypa-To TSHEeT. DTO IepBOe, UYTO CTOUT
paccMoOTpeTh.

Hanpumep, y nuBHOTr0o OpaHAA «30A0Tasd O0UKa» eCThb HACAEACTBO, KOTOPOE OCTAAOCH ellfe
C IIepBOM peKAaMbl: « Hago uauje Bcmpeuambcs». 1y nuBHOro 6psHAa «boukapes» ecThb Ha-
CAEACTBO OT UX IIePBOU PeKAAMBL: «[IpaBUAbHOE NUBO».

Kupuaa Iletrpun: «Kakasg 6b pekraMa HU ObIAa IIOTOM, IIepBasi KOMMYHHMKaAIMG BCerpa
OCTaBASIET HACAEACTBO. OTO CTOUT IOHUMATh, KOTAQ TPUHUMAETCS pellleHue O BEIBOAE OPIH-
Aa Ha PBIHOKY.

OCHOBHOM BOIIPOC, Ha KOTOPBLIX HAAO OTBETUTH IpU olleHKe «HacaepcTBa» 6paHpa: «Ka-
KOBBI acCOoIManuu 0 6paHAE B CO3HAHUU TOTpebuTeAeii?» OTBETOM Ha BOIIPOC MOJKET OBITh
YTO-TO U3 0OAACTY BOCTIOMUHAHMM, UMUAJKQ, OTIBITA, AFOAEY, OTHOIIIEeHUS IIOTPeOUTEeAe, OJKM-
AQHUM OT IPOAYKTA. BCce 3TO — MCTOYHUKU (POPMUPOBAHUS BOCIPUATHS OPIHAA.

Pa3Bopa4nsaem nupamunay: NosnunoHmnposaHme bpaHaa

«ITozurnmonupoBaHre» — 3TO (paKTUUECKU OTBET Ha PsiA BOIIPOCOB, KOTOPhIe AOAKEeH Hal-
TH Op9HAMEHEeAXKeD:

1. «HeM OpaHA OTAHMYAETCS B CBOeM KaTeropuu?» (Kakue BBITOABI AAST IOTPEOUTEAS, Xa-
PakTepUCTUKHU, KaUeCcTBa OTAUYAIOT 3TOT OPaHA? «BArapeeT» Au OpaHA KAKUMU-AUOO BBITO-
AaMHU, XapaKTepPUCTUKaAMH, KauecTBaMu ¢ «BaapeeT» AU 9TUM KTO-AMO0 BOOOIIIE?)

2. BAapeAbIleM yero MOXKHO CTaTh?

3. YTo u KOMY Ba’KHO?

Kupuaa ITetpus: «HTo 3HAUUT "BAAAETH" KAKOW-TO XapaKTepUCTUKOM ¢ Ecan g X0uy, BOM-
A B MOAOUYHBIY OTAEA Mara3uHa, KyluTh COBPEMEHHBIN "HaBOPOUEHHBIN ' IIPOAYKT OyAYIIe-
ro, TO 1 KynAro Neo uamu Danone — IIOTOMY 4TO OHM "BAAACIOT" 3TOU XapaKTEePUCTUKOM .

BaaaeTs ueM-To xopoto. Ho Hy>KHO, YTOOBI TO, 4YeM ThI «BAAAEEIIb», OBIAO BAXKHO AN OOAD-
1IOTO KpyTa NoTpeOuTeAe.

AAST oTIpepeAeHms TO3UIIMOHUPOBAHUS CTPOST UMUAJKEBBIe «ITPOUAN». MeTOoANKa Ha-
3piBaeTcs Brand Image Profiles. B nipo1jecce ee BEIIOAHEHUSI OPIHABI OIJ€HUBAIOT 10 BayK-
HBIM AAST AQHHOM TOBapHOM KaTeropuu rapaMeTrpaM, HallpuMep:
© BKYCHBIY,

Xopo1ras 1eHa,

YAOOHBIH,

COBpPEMEHHBIH,

TPAAUITUOHHBIN U TaK AaAee.

[Mpu TOCTPOEHUN UMUAJKEBBIX «IIPOMUAE» HYKHO YUUTHIBATH TaK Ha3bIBAEMBIN «3(-
deKT pazMepa OpaHAa». BOABIION pazMep OpPHAA «IIPUTATUBAET» KauecTBa. Hanpumep, ro-
pasno OOoABIIE Afoaed cuuTatoT, uTo 6paHA FMCG ob6aapaeT KaKMM-TO KaUeCTBOM, €CAU OH
xopo1o u3BecteH. Kupuana [TeTpus Tak KoMMeHTUPYeT 3TOT 3 eKT: «Ecam nckaTh caMblil
«AETCKUM» OPIHA CPeAU HAIMTKOB, TO MaKCHMaAbHOE KOAMYecTBO 0aanoB HabepeT Coca
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<« < Pwunc.13.
Pa3BopayiBaem
nvpamuAay Brand
Dynamics. CTpyKTypa
NOHUMaHWS Bp3HAS

<« Pwuc.14. Cnaa BpsHAa
Budweiser yBeAn41BaeTCS
DABroASPS YCUASHIO
OLLIYLLIeHIST ABUKYLLIEV
CWAbI BP3HAS

~ YV Bp3HA3 «30A0TOW
BO4KW» eCTb HACAeACTBO,
KOTOpPOEe OCTanOCh OT
nepBov pekAambl: «Hano
Hallle BCTPe4aTLCS»
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» Puc.15.
Correspondence Analysis
NO3BOASIET AyHLLE NOHSTH
NO3KUMOHVPOBaHMEe
OpP3HAS 1 YNPOCTUTL
NpeACTaBAeHVIe ASHHbIX

> Puc.16. [Noaxoa

C MICNOAbL30B3HVIEM KB3A-
PaHT-3HaAV33 NO3BOASIET
NOHSITb CUABHBIE 1 CA3DBLIe
CTOPOHbLI Op3HAS

Coca Cola

n «bypaTuHO»:
3¢ deKT pasmepa
6paHaa
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Cola — IpoCTO IOTOMY, YTO OHa OOABIIIEe BCeX OCTAAbHBIX. HO Beab 3TO He caMoe r'aaBHOe ee
otanune! U ecan 661 AMMOHAA «BypaTnHO» OBIA TaKOIO JKe pa3dMepa, Kak Coca Cola, To oH
OBIA OBI AETCKUM B TOPa3A0 OOABIIIel cTelleHu. Beab 3TO Ae¥ICTBUTEABHO TO Ka4eCTBO, KOTO-
poe OTAMYAET 3TOT AUMOHAAY.

«pdeKT BeAUUNHBI OPIHAQ» BAJKHO YUUTHIBATE, KOIAQ BBl OIIPEAEAsIETe CUABHBIE U CAAObIe
CTOPOHBI TO3UITMOHUPOBAHU Balllero OpaHAA. EcAr He yunThIBaTh pa3Mephl OP3HAQ, @ NCIIOAB-
30BaTh TOABKO aOCOATOTHBIE ITOKa3aTeAU IIapaMeTPOB, TO MOJKHO ITOAYYUTDH HapajOKCAaAbHBIE
pe3yabTaThl. HanmpuMep, 1o napaMeTpy «COBPEMEHHBIN — TPAAUIIMOHHBIN» OOABIION OP3IHA,
MO>KET OAHOBPEMEHHO OKa3aThCd U OOAee «COBPEMEHHBIM», U DOAee KTPAAUIIMOHHBIMY», YeM
MaAeHBbKUU. EcAM JKe y4ecThb pa3Mephl (TepelTh K OTHOCUTEABHBIM ITIOKa3aTeAdIM), MaAeHbKUN
OpP3HA MOJKET OKa3aThCd OOAee «COBPEMEHHBIM».
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WTak, 4TOOBI BBIICHUTH UCTUHHBIN «TTPOMUAB» OPIHAQ, HAAO UCKAIOUUTL BAUSHUE ero pas-
Mepa — u MeTtoamrKa Brand Image Profiles mo3BoaseT aTo caenaTs.

HexoTopble MOAXOABI METOAUKH ITIO3BOASIIOT AyUIlle IIOHATH IIO3UIMOHUPOBaHKe OPIHAA
U YIPOCTUTH IPEACTaBACHUE AQHHBIX.

OpuH 13 Takux MopAxopoB — Correspondence Analysis (puc. 15), rae KOHKypupyolre OpaH-
MBI PACIIOAATalOTCs B UeThIpeX KBaAPaHTaxX Ha OCgax-Xapakrepuctukax: «Hossle — Craprie» u
«I'TpemuanbHBle — Value for money («B cBoro IleHy»)». B IpOCTpaHCTBe YeTEIpEX KBAAPAHTOB
pa30poCaHbl Ol[eHOUHbIE BEICKA3bIBAHUS.

OAHa 1 Ta J)Ke XapaKTepUCTHKA MOJKET I10-Pa3HOMY BOCIIPUHUMATHCS B Pa3HBIX KBAAPaH-
TaxX ¥ COOTBETCTBEHHO ITIOAYYaTh pa3Hylo olleHKy. Hanpumep, ecan 6pasp « CTapbiii» u «Value
for money», To OH «CTapOMOAHBIH». A ecAr oH «CTapblii» U «[IpeMuarbHBIN», TO OH «[ToAb-
3yeTcsa AoBepueM» U « CTOUT TOTO, YTOOBI IePENIAATUTDLY.

«CTapoMOAHOMY» OP3HAY C XapakTepUucTHUKOM «Value for money» CTOUT 4TO-TO CAEAQTh,
4TOOBI OOHOBUTHCA. HampuMep, Tak IOCTYyIIUAY € IUBOM «KAMHCKOEY.

APYrol IIOAXOA C MCIOAB30BaHUEM KBappaHT-aHAaAM3a, IIOKaAyH, 00Aee UHTepeceH
(puc. 16). OH noAydaeTcsd IpU llepecedeHUn ocell «Koppeadaius ¢ HaMepeHueM IOKYIIKU
(consideration)» 1 « IMUAKEeBBIY TPOPUAL OPIHAAY.

B 3TOM MeTOAe paccMaTpPUBAIOTCA HaubOAee BasKHBIE ITapaMeTphl («KPYTOM», «HOBBINY,
«BKYCHBINY», «yAOOHBIN»): KOPPEASIIIUS 3TOT0 lTIapaMeTpa C HaMepeHUeM IIOKYIIKY U OlleHKa
9TOrO0 IapaMeTpa B IpoduAe OPIHAA.

Ecam OpaHA UMHUAJKEBO CHUAEH U KOPpeAdIlng C HaMepeHreM IIOKYIIKYU BBICOKas — 3Ha-
YUT, AQHHBIU TapaMeTp SIBASIETCS €0 CUALHON CTOPOHOM.

EcAun OpaHA UMHASKEBO CAAOBIH, HO KOPPEASIIUS C HAMepeHHeM IIOKYIIKY BEICOKast — 3TO
3HAYUT, 4YTO €My 110 9TOMY IlapaMeTPy HaAO CO3AaTh KOHKYPEHTHOE IIPEeUMYIIECTBO (B 3TOM
ero 00XOAAT KOHKYPEHTHI).

Ecan Op3HA CUABHBIN, @ KOPPEASIUA HU3Kasd — 3TOT IIapaMeTp MaA0o KOMY Ba>kKeH.

A B KBappaHTe, TAe U OP9HA CAQOBIN, M KOPPEASUg HU3Kas, IIyCTh pab0TaloT Ballll KOH-
KYPEHTHl — TaM AeAaThb Heuero.

Kupuana INetpun: «PaccMoTpuM B KauecTBe TpuMepa OPIHA AAST TUHEWAJKEPOB — BUAHO,
YTO C POCTOM BO3PacTa ero oreHKa Kak «KpyToro» rnaapaet. 1 npu aTom 3HaueHUe apaMmeTpa
«KPYTOI» (eTr0 KOppeAdanus C HaMepeHueM IIOKYyIIKK) ¢ Bo3pacToM pacTteT! Ecau kKaueHTy
Ba’KeH PBIHOK MaAbUMKOB 12— 14 AeT, TO eMy HAAO KPeIIKo ITopAyMaTh. Hanpumep, coOpaTb
(POKyC-TPYIIITY ¥ IOTOBOPUTH O TOM, YTO CAEAATh, YTOOBI OP3HA OBIA COOl».

TTopoOHBIE TPOOAEMEI B TOCAEAHUE TOABL pelian AAs cedst Levi's — Hapo OBIAO COXPAHUTD 3a
CODOOM MOAOAEKD. BeAb AOSIABHOCTB K AJKHMHCaM 3a pyoeskoM opmupyetcs B 12— 13 aeT (B OT-
Anune oT Poccuy, rae 3To IIPOUCXOAUT IIOUTU B AFOOOM Bo3pacTe). FIMeHHO Toraa OBIAU IIPUAY-
MaHBI He cTecH4oIIHe ABI>KeHU Levi's Engineering Jeans u msaTeie Levi's Ne 1 — Bce st Moae-
AU OBIAM «KpYy4Ye» TPaAUIMOHHBIX Levi's 501 1 0OHOBUAM OP3HA B 'A@3aX IOHOT'O IIOKOAEHHUS.

WTak, MBI pa3BepHYAU IUPaAMUAY ¥ IPUMEHUAN HEKOTOPLIE IIOAXOABI AAS PAOOTHI C ITO3K-
LMOHUPOBaHUEeM. B pe3yAbTaTe TaKOTO aHaAU3a BAAAEABIy OpoHAA CTAHOBUTCS SICHO, TAE
HaXOAUTCS IPUOPUTET B paboTe Hap IO3UIMOHUPOBAHUEM €ro OpP3HAQ.

Passopa4dnsaem nupammay: AMHHOCTb 6p3HAa

INoTpebuTeAn OTHOCATCS K OPIHAAM IIOAOOHO TOMY, KaK OTHOCSTCS K AIOASIM: C KEM-TO
1IAII0OYHOE 3HAaKOMCTBO, @ KOTO-TO 3HaeM XOPOIIIO 1 AFOOHUM; KOMY-TO BEPUM, @ KOMY-TO HeT.

Bompocsl, Ha KOTOpBIe HY’KHO OTBETHUTD, OI[eHUBAs « AMYHOCTb» OPIHAQ, IPUMEPHO CAe-
Aylonue:

1. YTO ATOAM 9YBCTBYIOT OTHOCUTEABHO Op3IHAA?

2. KakoBa « AMYHOCTHL» OPIHAA?

3. UeM 3Ta AMYHOCTH YHUKAAbHA, UHAUBUAYAABHA ¢

4. IMpuBAeKaTeAbHA AU 3Ta AUYHOCTB?

5. EcTb AU KaKasi-Au00 «TepPUTOPUSI», KOTOPYIO HUKTO He 3aHUMaeT?

6. Kakas aMOIImOHaABHAS «TEPPUTOPHUI» YMECTHA AAST KaTeTOPUM ¢

Kak BUAHO, BCe 3TH BOIIPOCHI OTHOCATCSI K OOAACTH 3MOIINN.

VccaepoBaTeAr IPEANOSKUAY OIIEHUBATDH «/AMYHOCTEY» OPIHAQA 10 IIECTU CACAYIOIINM «H3-
MepeHUIM»:

1. CaeprxanHbIl (CAepyKaHHBIN, 3aMKHYTHIN) — IKcTpaBepT (OTKPHITHIY, BBICOKOMEPHBIT).

2. Hanopucrtsiii (Ctporutii, beszpaszanunbiii) — HyBCcTBUTEABHBIN (A0OPHIN, CAUIITKOM CEeH-
TUMEHTAABHBIN).

3. PannoHaAbHbI (Pa3yMHEBIY, AMIIEHHBIN BoOOpaskeHus1) — Mrpussbii (Vrpuseiii, He3peasbtii).

4. Bo3oyaumsiii (CioHTaHubM, OnpoMeTunBbiii) — CTaOuAbHBIN (CIOKOMHBIN, CAMIIIKOM
IpeACKa3yeMBbllt).

5. be33aboTHbIH (Aerkuii B ob1iennn, HeBHMMaTeAbHBIN) — AoOpocoBecTHbIN (OCHOBa-
TeAbHBIN, CYeTAUBEBIN).

6. ITpakTuunsli ([ Tpamoannetinsi, [Ipoctenkuti) — IHTEeAAGKTYaAbHBIN (YMHBIM, CAUIII-
KOM CAOJKHBIMN).

PeknamHble Viaen N2 1/2004 m
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» Puc.17. Kapta
«\MHHOCTV» Bp3HAS
B OKPY>KEeH
KOHKYPEHTOB —
NO3UTVIBHbIE OLEHKI

» » Pwnc.18. Kapta Ton
xKe «/\MHHOCTU» Bp3HAS
B HErgTVBHBIX OLEHK3X:
XOPOLWO ObITb UrprBbIM
3KCTP3aBEpPTOM, HO...

» Pwuc.19-20.
Marks&Spencer c ero
AOBOABHO OCHOBATEAL-
HOW NNPEMUAOH...
BOCMPUHNMBACS KaK
CAVILLKOM NPeACKa3yemblin
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IMToscHuM cArOBa, HallMCaHHBIE B CKOOKaX. Y Ka*KAOTO U3MepeHUsI eCTh KaK IIOAOKUTEAb-
HBbIE, TaK ¥ OTPUIIATEABHBIE CTOPOHBI. Hanipumep, «3KCTpaBepT» MOXKET OBITh KaK «OTKPbI-
TBIM», TAK U «BLICOKOMEPHBIM» — BCE 3aBUCHUT OT TOUKM 3PEHUS U KOHTEKCTA.

IMosToMy OTPeOUTEASIM AQIOT BO3MOJKHOCTDH BEIOPATh B Ka’KAOM U3MEPEeHUN KaKoe-TO
U3 YeThIPeX CAOB.

[MToAayueHHBIE TOAOKUTEABHBIE 3HAUEHUS BCEX IIIeCTU U3MEepeHUY HaHOCSITCS Ha CIIelu-
AABHYIO KapTy-paaap (puc. 17). IToayyaeTcsa KapTUHKA, IOXOJKAsA Ha 3BE3A0UYKY UAM IIAyTH-
HY: BBIAQIOLIHECS TOUKU 3TOM MIayTUHLI TI0OKA3bIBAIOT HauboAee SpKUe 4epThl «/AUUYHOCTU»
Hallero 6paHaa. Ha Ty sKe KapTy MO’KHO HaHECTH IayTHUHBI HAIMX KOHKYPEHTOB — IIOAY-
UMM HArASIAHYIO KapTUHY OTAUYUSA «/\UYHOCTEN» OPIHAOB.

Hanpumep, uccaepoBanue past Dove TO3BOAUAO BBISICHUTE KAIOUEBOM KOMIIOHEHT equity
9TOT0 OP3HAA — UYBCTBUTEABHOCThL. COXpaHsIs 3TO KaueCTBO, OPIHA YKPEIASIeT CBOIO II03KU-
LMIO Ha PBIHKE.

Ho, Kak MBI y>Ke TOBOPHUAH, Y Ka’KAOTO U3MEPEHUSsI eCTh KaK IIOAOKUTEAbHEIE, TaK U OTPHU-
LlaTeAbHbIe CTOPOHEBL. ECAl Ha KapTy-pajap HaHeCTU TOABKO OTpUIlaTeAbHbIe 3HaueHud (KO-
rA@ MOTpPeOUTEAN BBIOMPAIOT ONpeAeAeHMs TuIa « BEIcCOKOMepHBIN» AU «HeBHUMaTeAb-
HBIWY»), TO IOAYYHUM U3HAHKY «/AMYHOCTU» Halllero OpaHaa (puc. 18). CTouT 3apyMaThCs, eCAr
B AMYHOCTHBIX OIIPEAEAEHUSX, AAHHBIX BallleMy OPIHAY IOTPEeOUTEAIMU, AOMUHUPYIOT « HeB-
HUMaTeAbHBIN» U «[IpocTenkuii» (puc. 19 — 20).

Bot npuMep ¢ peiHKa BeaukoOpuranuu. Marasunbsl Marks&Spencer B koHIie 90-X CUABL-
HO TepsAM PLIHOK. KoHBepTarus noTpeduTeAel ¢ YpOBHS Ha YPOBEHE IMPAMUABL AOSIABHO-
CTH 3aMeTHO CHU3MAACh — OPIHA MOYTH IIepecTar CO3AaBaTh AOSIALHOCTL MOTPeOUTEeAeH.
B3ragHyTh IPUCTAABHO Ha IPUUYUHEL IPOOAEM IIOMOTAA OTPUIlaTeAbHAS KapTa «/AUUHOCTUY
Op3HAQA. BersicHUAOCE, 4TO OpaHA, « CAUIIKOM IIPEACKA3yeM» U B OIIPEACACHHOM CTelleHU «/\U-
1reH Booopaxkenus». Ceropnss Marks&Spencer cTapaTeAbHO UCITpaBAsSeT omnoKku 90-x.

MeToarKa IIpepraraeT BHIUNCAATE U 00lllee 3HaUeHUe «AUYHOCTU» OpaHAa. Koraa MbI ro-
BOPUM «IDTO XOPOIIUHN YeAOBeK» UAU «OH IIAOXOM», TO AaeM CyMMapHYIO OolleHKy. MeToau-
Ka IIpepraraeT IPOCTYIo DOPMYAY AASI TAKOTO BBIBOAA: U3 CPeAHEro apudMeTUIeCKOro BceX
TIOAOKUTEABHBIX OIEHOK II0 IIIeCTU U3MEPEHUIM AMYHOCTH BEIUMTAETCSI CpepHee apudme-
THUYeCKOe BCeX OTPUIIaTEABHBIX OIIeHOK.

INoayueHHOe 3HaueHMe Ha3blBaeTCa «MarueTusM OpPIHAA», ¥ TOBOPUT OHO O IIPUBAEKA-
TEeABHOCTU «AMYHOCTU» OpP3HAQ B IleAoM. [To onbITY uccaepoBaTeAel « MarunetusMm OpaHpAa»
CBSI3@H C er0 AOAeY PhIHKA. Bp3HABI ¢ OOABIINM 3HaueHueM «Marnetusma» UMeIOT OOABIIIe
noTpebuTeAel Ha BepXHeM YPOBHe MHUpaMHUALL. Kpome Toro, 6paHAaM ¢ BEICOKUM «Marne-
THU3MOM» ITIOTPEOUTEAU TO3BOASIOT MEHATLCSI — 4eM, KCTaTH, ToAb3yIoTcs Gap uam Levi's.

3aknlo4eHne

Eure HepaBHO, B KoHIIe 90-X TOAOB, CMeABIe aHAAUTUKU ITPeACKa3biBaAu KOoHel OP3HAOB U
OpsHAMHTA. Kak ke, Bepb HACTyIIKMAa 310xXa VMHTepHeTa, TOTaABHOU NPSMONM KOMMYHUKA-
num mpoaasiia ¢ norpedbuteaem! «ITpomait, Coca Cola, moka, McDonalds, npuiiaa apa MH-
TepHeTa ¥ KOHYMAACh UCTOPUI OP3HAOB», — nucaia razera Financial Times B 1998 roay.

Ho npouinra napa AeT, 1 pa3roBopbl 00 3TOM IIOYTUXAM, U Ha CMEHY UM IIPUIIAU APYTHE:
A, OPHABI — 3TO peaabHas cuaa. Young & Rubicam paske 3agBUAM, UTO OPIHABI — 3TO HO-
Bas PEAUTHs U AIOAM 00palaloTCs K HUM B IOMCKaxX CMBICAA JKU3HU. Tellephb BCeX UHTepecCy-
€T BOIIPOC: @ TAe HAaUTH ITIOACKA3KU, KyAa ABUTATh OP3HABI?

HapeemMmcs, uTo pacckas o MeToarKe Brand Dynamics oT4acTy TOMOKET OTBETUTD Ha 3TU
BOITPOCHI.
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