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The article discusses the concept of "branding aferan of PR-activities". It also considers related

concepts such as "branding”, "advertising”, "PRpgities". The paper studies the impact of brandimg
economic and social activity.

Introduction. Nowadays, when competition on the market is cotistémcreasing, particularly the issues
of branding activities management organizationiamgortant. Branding activities management orgaiorais
one of the major aspects in promoting business.

One should understand, that a large number ofairgibods and services are present on the marlat, an
that the consumer can only absorb a small parherintto survive. So displacing competitors is pdesimly
through an effective branding process of the omgtitn. This process plays a significant roleghiaving the
goals of the organization, because it ultimatelypso increase sales of products (goods, sereicateas).

The main objective of branding organization prodes® provide effective communication between the
seller (the producer) and the buyer. This goalrgmanization-specific branding and depends on mantxetnd
corporate goals of the company.

The decision of theoretical and methodological éssassociated with the development of technology
organization's branding will ensure a scientifigalound approach to the formation of the statecpotn
development of the economy, taking into accountenirtrends and the goals of economic developmént o
industrial enterprises.

The objective of the researchs to identify branding as a form of PR-activities.

The tasks are:

— to find out the essence and purpose of advertising;

— to familiarize with different types of advertisitgols and criteria for their selection;

— to examine the concept of the brand;

— to understand what is the role of brand in modeonemy.

The object of study is branding that can makedls as a tool of PR-activities.

First of all we need to consider and understandetgence and functions of advertising in general in
order to perform tasks.

Nowadays, an accurate and universal definitiondvegtising is not known. In Belarisian and foreign
literature one can find many different interpreias.

A fundamental definition of advertising is given Bhilip Kotler, a distinguished theorist and praatier
of modern marketing: "advertising is a non-persdoain of communication conducted through paid meains
disseminating information, with a clearly specifalrce of funding".

One of the most comprehensive definitions is gibgn.Y. Rozhkov: "advertising is a type of activity
products that are results of this activity, thepgmse of which is to implement marketing or otheshjems of
industrial, service and public enterprises throtlghdistribution paid their information generatadsuch a way
as to provide increased exposure to mass or ingividonsciousness, causing predetermined reastiected
consumer audience. "

However, these definitions can be applied onlyrédlitional advertisements: placed by the advertiser
they are not distributed directly (in person) ahbtigh the media, the means of outdoor advertidimgrnet.
But nowadays many other forms are considered tadbertisements too. This techniques often involesgnal
communication with the customer, sometimes use finethods of dissemination of advertising in whible t
advertiser is not explicitly indicated. Such adieements are called unconventional today.

By many authors today advertising is defined aseama of communicating information about products,
services, firms from advertisers to some speciftience [6, p. 4]

Advertising can be seen as a special kind of seoaimunication.

Being a type of social communication, advertisiraivaes many important social tasks. The major
functions of advertising are economic (marketipg)jtic and social.

So advertising is as a unique social communicai@m important tool, without which modern condito
is impossible.

Advertising is a creative activity. It often usdsetgenres and techniques of art. In the creation of
advertising products the specialists of many cvegtirofessions are involved.
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The basis of the advertising activity is computesign. It designs ads, packaging, paper advertising
materials, advertising souvenirs, corporate idgntiteb-design. Modern advertising includes productand
many other activities.

So, specialists of various profiles - marketergichslogists, sociologists, statisticians, artisissigners,
writers, directors, musicians - are involved in 8ghere of advertising. This makes the advertifinginess
unique [8, p. 4].

Classification and purpose of advertisingAdvertising can be classified in different wayspeeding on
the target consumer and the target territory. Atiiag has always focused on a certain part ofpthygulation.
When you see an advertisement that you do notvigkg much, it simply means that you do not belanghie
target group to which the ad is aimed. For exampléslevision commercial that advertises a newhinas
powder is unattractive for a teenager. In the samg the mother with three small children will bet rgot
interested by the commercials of the paste fofi@dil teeth. The target audience is usually dedims a group
of people to which the advertising message is adee There is a significant number of target enmhs.
However, there are two main things such as thewwoers and entrepreneurs [8, p. 4].

Secondly, we need to know the meaning of the cdribepnding” and “brand” in order to perform tasks.

Branding is an integrated technology, which comsittee tools of marketing and management, focused
on brand building and management.

To accurately define what a is “brand” seems tabi¢e difficult. In the Russian media “brand” istef
the same as a "promoted" trademark and well-knoawdg. But such an understanding of the brand is too
narrow.

Brand is created in the minds of consumers as@uerimage of the brand (company or product), formed
under the influence of all that is associated witls brand. This is a collection of thoughts, iiegs and
associations, experiences associated with the bnati@ minds of consumers, the perception of tiragany or
the product.

Consequently, branding is the technology of creatinique images.

The concept of the brand is not identical to thecept of a trademark. Brand can't be identifiechviite
trademark, although, of course, without using it adrand can be formed. The trademark is only afnine
elements of the brand, is the brand name. Not ebegd ultimately becomes a brand in the meaniag ith
used in Belarus and Russia.

Classic the theory and practice of advertising Da@igilvy gave the following interpretation of the
concept "brand": "the intangible sum of the projesriof the product: its name, packaging, pricehittory,
reputation and way of advertising". [1, p. 4]

The concept of "brand" can't be identified with tt@ncept of "product”. This "mental shortcut" whish
pasted on a product or company consumer. A brasonething that exists only in the mind of the eoner.

The inner content of the brand is the idea of trenth, embodying the important and valuable human
qualities, encourage them to select the produat. dlility of the product to meet the specific neefipeople,
lifestyle, values, opinions, feelings of the congum

The idea of the brand may not even have a dir¢atioa to the real properties of the product.

Among all the components of the brand's most ingmtris the brand name that is most often associated
with the name of the manufacturer or, more raratyjntermediary company. Search a brand namgtlétss a
lengthy process that requires justification.

Brand Management is the process of creation ofintb&/idual features of the brand, change them to
achieve maximum performance, check that individraits are not adjusted for the sake of a tacadatntage,
as well as drawing up plans for crisis brand manseg#, if necessary, with a view to strategicallyréase brand
value .

In the formation of a brand the company must deitee if it wants to make its brand leading or prefe
to put it, "in a number of others." [10, p. 4]

So, the brand it is a complex sum of external amedrinal features that make the brand unique in
representing consumers. All items must be braadcreate a complete image; provide maximum. Unlike
competitive brands; promote rapid and accurategmtion of the brand; express its content. In ttase, the
main problem will be solved branding is create axantain representation from consumers about thdymt as
a branded product, creating a unique brand imafgs problem is solved, as has been said, by &tyaaf
marketing and management techniques. [7, p. 4]

The most important component of PR-activity andnpwting is branding that is a marketing section,
dealing with the creation of the image and pronmotid the trademark that is in fact the decisiorP&¥-tasks.
Promotion, positioning, branding (product managenenall of these marketing activities are so clgse
interconnected that it is often impossible to drawne of demarcation between them. Branding isegaly
defined as a process of brand creation and managentecan include the creation, enhancement,tipogng,
updating and changing the stage of developmerteobtand. Branding, which is considered to berapmment
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of promotion, using techniques for creating speedgeriences that contributes to the overall image the
target market segment relevant to the brand anddhepany in general. Sometimes the following dtin of
branding is given: "Branding is efforts to estalbla long-term preference for the product, basea ¢gwint of
increased impact on consumers of packaging, traderadvertising messages, materials, sales-promatal
other advertising elements, combined certain idehthe same type of decoration that distinguishdgdoom
the competition and create its image. " [3, p. 4]

Using PR branding is a powerful tool for managimgrial reputation and public opinion conducive to the
promotion of the brand and strengthen its positiothhe market.

In the strategy of brand promotion the following can be distinguished by means of PR:

1. Analysis and statement of the problem, definitid brand competition.

2. Developing a program of PR-activities.

3. Implementation of PR-program, interaction wike media.

4. PR is slower than, for example, advertising,clihacts instantaneously. So to start a PR-proggam
necessary for a certain amount of time before thea sf a branding campaign. This stage is aldedadhe
"build-up speed.”

5. Involvement of accomplices, positive-minded uidiials who can help in the formation of a new bran
perception friendly.

6. Since the PR-campaign begins before the appsmrahthe brand on the market, thanks to the
feedback possible improvement of product before ieleased to the market. On the other hand,ribilonger
possible to make product improvements at an adwuegticompany, since it entails high costs and aatieg
impact on brand image.

7. Analysis and evaluation of results of PR-proggam

8. The final stage following the end of the PR-paoyg, this is the conclusion of the brand on thekeiar
Here an important role is played by the advertisiampaign. This stage is called "soft start".

In marketing this brand promotion strategy with thelp of PR is called RACE (Research, Action,
Communication, Evaluation) system.

Branding is now used everywhere in the practicBRf, as a key marketing tool in the promotion @f th
brand.

PR-agency are used by companies on an equal békisadvertising agencies as a permanent and
effective part of their marketing team.

The approach to the PR-program brand has to be etemipand professional, because even a small
mistake in PR gains a kind of resonance among peagly fast and damages the reputation much sdabaar
improves it. [11, p. 4]

Currently, according to Western experts, goods aditipn turned into brand competition. The main
purpose of branding is the creation of its own tdgrand brand companies. Its mission is commuigoawith
the customer and product management, which infeemaany aspects of business life, starting witmigue
business idea of the company, continuing the bssipéan and ending with the image of the companlyitn
corporate culture.

Enhancing the impact of brand image is achievedguBR metaphors, symbols, causing unambiguous
positive associations. Think of the enormous PR&ffof Mr. Dovgan. Numerous public speecheswgevs,
participation in popular television programs, a mbemof articles devoted to discussion of the pnsbfeod
quality - all this created the myth of the "qualityark Dovgan”. In total domination on the food Isks of
imported products by the consumer at the time ptuwad the general idea of preferences "Russiafitgua
labeled a portrait of the author's ideas. We npast tribute to Mr. Dovgan, which is one of the ffioh the
Russian consumer market has demonstrated theieffieess of economic strictly counted professioffalrts in
the field of PR for the pro-Russian movement pionfee local ideas. Unfortunately, a number of wras
created with such difficulty myth has held in pgbtipinion long. And, nevertheless, a well-knowartats on
the market becomes a particular economic valup.[9]

Conclusion Branding is art. In order to create a brandighguality, one needs time, effort and money,
and even talent. After all, many timeless brangiiive their products, and now are percieved diffély. But
these brands have survived and continue to existbaimg profit the companies who own them. Butth#
efforts of branding marketing will come to naughtthe words will not remain words. It is not so ¢chu
important to launch a brand and an advertisingpzagm, to develop the marketing and positioningtref
program, but what is really important is to makegde believe that this is something that reallwsthy, that is
what they really need.

Brand is a process. Brand strategy should be baged on this fundamental idea. That is, injtiall
creating a brand, you need to figure exactly howilit work in the long run, not only here and nowork on
branding involves the use of all types of marketingimunications, using the author's proceduresdch type.

132



ELECTRONIC COLLECTED MATERIALS OF IX JUNIOR RESEARCHERS’' CONFERENCE 2017
Edication, Social Studies, Law

No brand can be created only through PR or adusgtisThe basis of the work is a total marketingnaapt
involving a private concept for PR, advertisingesgromotion, direct mails, exhibitions, produtzstgement.

The overall marketing concept requires market meteaevaluation of potential target audiences. The
word "potential" is of particular importance, assitnecessary not to follow the demand and to elstishape it,
covering all large groups of the population. Thmsactive (aggressive) style will work in all thezsons.

PR-concept is necessarily created closely withagars and PR-company service. It will be necessary
to determine the expected image of the compankaretes of the public and key groups brand. dtaar that
all PR-product (text, visual, electronic) will md@R-concept.

Program development and promotion of the imagehefdompany consists of some steps (six months,
one year) with intermediate results. As it is knopWwR-concept is interconnected with the imagdefdompany
in general, and in this case, the brand name ofdhgany becomes. As for the individual producugs, then
for each of them a separate advertising prograouldhbe developed. All methods are used in thaaive
program in sequence or simultaneously.

it is possible to achieve the goal of creating andronly with having a full marketing concept, whic
defines public and private programs. The prepamadiba full marketing concept is the first stagecodating
brands
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