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BPEH/I SIK HEMATEPIAJIbHAM AKTUB B IHHOBAIIIMHIA EKOHOMIIII

JhyybKutl HAYIOHATLHUL MEXHIYHULL YHIGepcumem

B cratti nokaszaso, 1110 B Cy4acCHOMY KOHKYPEHTHOMY CEepeJIOBHIIII TPOJOBKYEThCs: O0poThOa OpeHiB, a
HE TOBapiB, 3a IXHE Miclie y CBiIOMOCTI criokuBauiB. [limnpuemcrBa He (HOPMYIOTh TOTEHIIA] CTPATETIYHOrO
PO3BUTKY 32 paxyHOK OpeH/ia sIK HeMaTepialbHOrO aKTHBY.

Bupineno HOBI kaTeropii CIOXXHBAYiB: JIFOASM HEOOXIZHI MPOCTi, 3py4HI 1 KOMIAKTHI pedi (MaJeHbKa
KBapTUpAa); €KOJIOT'H — OOMEXKEHHSI CTIIOKUBAHHSI 1 30epe)KeHHsI IPUPON; €KOAKTHUBICTH — 3HIKEHHS! IIKITTUBHX
BUKUZIB B atMmoc(epy (3MEHIICHHS KUIbKOCTI BiIPS/PKEHb, TPOBENCHHS Zoom — KOH(EpeHIIil); MUTaHHS
Xap4uyBaHHsI — OUTBIIICTh JIFO/ICH XOYYTh CTATH BaraHaMH Y BEreTapiaHiisiMH, ICTH OLiblie OBOUIB i (DPYKTIB;
MPUXUILHUKY TIOBTOPHOT'O BUKOPUCTaHHS PECYPCiB, MEPepOOKH MaTepiaiB.

JeranizoBaHi BH3HAuYalbHI XapaKTEPUCTUKU MOHATTA «OpeHm». Hamenmeni migxoam BYEHHX [0
(OpMyYITIOBaHHS TaHOTO MOHATTA. 3aIPOIIOHOBAHO aBTOPChKE BU3HAYEHHS OPEH/TY SIK IHTENEKTyaJIbHOI BIIACHOCTI
(HeMaTepianbHOrO aKTHBY), SIKa Ma€ MEBHY BapTICTh Ta BiI0Opakae O0COOIMBOCTI TOBApy, HOro YHIKaJIbHICTD 1
CTBOPIOE He3a0yTHE BPaXKEHHS Y CIIOXKHBAYA.

BuokpemiieHo chepu cyuacHOro BHKOPUCTaHHs OpeHay. BiaMideHo, mo OpeHIH CTBOPIOIOTHCS 3a
JIOTIOMOTOF0 IHHOBAIIIH 1 MPOIBITAIOTH 32 HASBHOCTI Oe3MepepBHOrO MOTOKY iHHoBamid. Came HOBOBBEICHHS
BHUKITUKAIOTh TUMYACOBY KOHKYPEHTHY IIepeBary, OCKIIbKM IHHOBAIlifHAa MPOAYKIisS BHUKIHNKAE Y CIOXHBAUiB
BIMUYTTs, IO OpeH/I DIMCHO € JIiepOM i CIPSIMOBAHHUIA Ha 3aI0BOJICHHS TOTPEO CIIOKHMBAUIB.

I[pornec OpeHA-MeHEHKMEHTY MiAIPHUEMCTBA Ma€ CIPSIMOBYBATHCH Ha 3pOCTaHHS HOTO CHITH Ta BAPTOCTI.
3a MMM OCHOBHHMH XapaKTEpUCTUKAMHU OpEHI-MEHEPKMEHTY MOMIIMBO 3IIHCHUTH OIIHKY e()eKTHBHOCTI
(hopMyBaHHS Ta BUKOPUCTAaHHS OpEH/IiB Ta MAPOYHOTO KaITiTaIy ITiIPHEMCTBA.

BukoprcranHs HeMaTepiaJbHUX aKTHBIB 3pOCTAaE 3 MEPEX0I0M KOHKYPEHIIii B HEmiHOBY dopmy. s ix
e(peKTHBHOTO BUKOPUCTAHHS HEOOXiTHO BIIPOBAKYBATH MIPUHIIAIIOBO HOBI crtocodu ob6miky. [TutanHs OIiHKH Ta
BiJI0OpaKeHHs HEeMaTepiallbHUX aKTHBIB B O0JIIKY 3aJIMIIAETHCS 10 IIHOTO Yacy AUCKYCIHHUM.

JloBeneHo, M0 HE iCHYe peajbHOI MOJETl OOYMCIEHHS BapTOCTi OpeHAy; TOJOBHHM (HaKTOpOM
HEJIOCKOHAJIOCT] OIIHKM BapTOCTi OpEHIy € BiAipBaHICTh HOTO BiJ 3BITHOCTEH KOMIAHIN Ta HE BiIOOpa)KEHHS
TAaKUX HEMaTepiaJbHUX aKTUBIB Ha OanaHCi KOMIaHiH; (popc-MaKOpHi 00CTaBUHN MaroTh Oe3MocepeHil BIUIUB
Ha BapTiCTh MaTepiaIbHUX aKTUBIB, B TOW Yac K HeMaTepiajbHi aKTUBH HE BTPAYalOTh CBOIO BAPTICTh.

Krouosi crosa: akmusu, Hemamepianvhi akmusu, IHHO8AYIs, OPEeHO-MeHeONCMeHM, 8apmicb.
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BRAND AS AN INTANGIBLE ASSET IN INNOVATIVE ECONOMY
Lutsk National Technical University

The article shows that in today's competitive environment, the struggle of brands, rather than goods, for
their place in the minds of consumers. Enterprises do not form the potential of strategic development at the expense
of the brand as an intangible asset.

New categories of consumers have been identified: people need simple, convenient and compact things
(small apartment); ecologists - restriction of consumption and preservation of nature; eco-activists - reduction of
harmful emissions into the atmosphere (reduction of business trips, holding Zoom conferences); nutrition issues -
most people want to become vagans or vegetarians, eat more vegetables and fruits; supporters of reuse of resources,
processing of materials.

Detailed defining characteristics of the concept of "brand”. The author's definition of a brand as
intellectual property (intangible asset), which has a certain value and reflects the features of the product, its
uniqueness and creates an unforgettable impression on the consumer.

The spheres of modern use of the brand are singled out. It is noted that brands are created through
innovation and thrive in the presence of a continuous flow of innovation. It is the innovations that cause a
temporary competitive advantage, as innovative products give consumers the feeling that the brand is truly a leader
and is aimed at meeting the needs of consumers.

The process of brand management of the enterprise should be aimed at increasing its strength and value.
According to these main characteristics of brand management, it is possible to assess the effectiveness of the
formation and use of brands and brand capital of the enterprise.

The use of intangible assets increases with the transition of competition to non-price form. For their
effective use it is necessary to introduce fundamentally new methods of accounting. The issue of valuation and
reflection of intangible assets in accounting remains controversial.

It is proved that there is no real model for calculating the value of a brand; the main factor in the
imperfection of the assessment of the value of the brand is its isolation from the reporting of companies and the
reflection of such intangible assets on the balance sheets of companies; force majeure has a direct effect on the
value of tangible assets, while intangible assets do not lose their value.

Key words: assets, intangible assets, innovation, brand management, value.

ITocTanoBKka mpo0JieMun y 3arajibHOMY BHIJSAAI i il 3B’M30K 3 BaKJIMBUMH
HAYKOBMMM Ta NPAKTHYHMMM 3aBAaHHAMH. MU KMBEMO B €MOXy OCOOMCTUX OpeHiB,
OCKUTBKH JOBIPAIOT, HE KoMMaHii, a ocobucto Bam. Jlyis voro motpideH Opena? Lle —
KOMeEpIIiiHa BUTO0JIa, IHTEPEC MOTCHIIIMHUX CITIBPOOITHUKIB, MOMIYK CTPATETi4HO BUTIIHUX
MapTHEPIB, IHTEpEC 1 JOBipa MOTEHLIMHUX IHBECTOPIB. Y KOMIIaHIi Mae OyTH CBO€ OOIHYYS
(cBiit repoit). TenmeHI1is CTAaHOBJICHHS OPEH/IIB B YIIPABIIHCHKIHN AisS7IbHOCTI Ha ITAMPUEMCTBAX
TPUBA€E JOCUTh IHTEHCHBHO 3 YpaXyBaHHSIM TOTO, L0 B CY4aCHOMY KOHKYPEHTHOMY
CEPENIOBHIII TTPOJIOBXKYEThCS 00poThOa OpeHAIB, a HE TOBapiB, 3a iXHE MiCIle y CBITOMOCTI
cnoxkuBayiB. [limmpueMcTBa Hacammepe]] 30CepeIKeHI Ha BHPIMICHHI MPOOJIeM PO3BUTKY,
OB’ s13aHUX 3 €(DeKTHUBHUM BUKOPHUCTAHHSM MaTepiabHUX aKTHBIB, a OPMYBaHHS MOTEHIIATY
CTpaTEriyHOTO PO3BHUTKY 3a paxyHOK OpeHJa sSK HeMarepiallbHOTO aKTUBY MiIMPHEMCTBA
3aJIUIIAE€THCSA 11032 IXHBOIO yBarolo.

AHaJi3 OCTaHHIX J0CJHIIKEeHb, Y AKHX 3aII0YaTKOBAHO BHpilleHHs mpoduaemu. B
HAyKOBHUX Mpalsix BeJIUKa yBara MPHUIUIAETHCS MUTAaHHAM (OPMYBaHHS KOHUEMNIT OpeHa-
MEHEPKMEHTY, B OCHOBI SIKOT 3HAaXOOUThCs ()OPMYBAHHS Ta YIpaBIiHHSA OpEeHIOM TOBapy.
3okpema, Aakep JI.A., baries I'.JI., banabanosa JI.B., boiier JI., Baneken b., Bincent JI.,
I'epman /I, l'onin O.M., I'onosnesa O.J1., lesic C., Homxkancekwii 1.3., [lomnin B.H., EnnByzg
A., Jle Ilna @., MakameB M.O., Maknenni /., Hinbcon T., [Ipunrn A., Poxkos [.5., CanexoB
A.A., Illapkos @ .1, [lly6in O.O., Hlynerina JI.M. ta in. [Iutanas OpeHy Sk HemaTepiaabHOTO
aKTUBY HUMH MPAKTUYHO HE PO3TJISLAATIOCS 1 KOMIUIEKCHO HE JOCTiKyBanocs. TakuM 4uHOM,
BUHHKA€E HEOOXIIHICTh JOCTIHKEHHS I[LOTO MUTAHHS.

Hine crarTi — 0OrpyHTYBaHHS BaXKIMBOCTI OpeHIY Ul pe3yIbTaTUBHOI AiSIBHOCTI
MiAMPUEMCTBA.

Bukiax ocHOBHOIO MaTepiany AOCJHiIKeHHS] 3 TOBHHUM oﬁrpyHTyBaHHﬂM
OTPUMAHUX HAYKOBHUX pe3y/bTaTiB. CaMi BENUKi TPOIIIi B 6peHL[ax Bpeny — ne pemnyTariis,
OOIITHKA KITIEHTaM: SIKUI pe3ylbTaT BOHU OJepKaTh CHOTO/IHI, 3aBTpa 1 B IHIIIHH TIOOH EHb.
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VY xoxxHoro OpeHay mae OyTH Benuka ifes, Te, 0 BiH oOirse cBoiM kiieHTam (Volvo —
rapaHrye kiieHTam Oesrneky, Disney — pazicte 1 macts). He poOiTh Kii€eHTa 3a70BOJICHUM,
MPUBOABTE HOTO Yy 3aXBaT, 3p00iTh HOT0 IMACIUBUM.

Kotniep @. BiaMivae, mo MapKETUHT TOCTIHHO 3MIHIOETHCS, HE3MIHHUM 3aJIUIIA€THCS
poOoTa yCIminrHUX KOMITaHii Ha Te, o0 3poOHUTH KITiEHTa IACIMBAM. BOHM po3ymilOTh, 110
MOTPIOHO JIFOISIM 1 JArOTh M 11e. B maHuit 9ac MOKeMO BHAUIMTA HOBI KaTeropii CroKUBaviB:

1) nroasM HEOOXIIHI POCTI, 3pY4HI 1 KOMITAKTHI peyi (MaJieHbKa KBapTUpa);

2) eKOJIOTH — OOMEKEHHSI CIIOKUBAHHS 1 30€peKEHHSI TPUPOJIH;

3) €KOAKTHBICTH — 3HWKCHHSI IIKIJIMBUX BUKU/IIB B aTMOc(hepy (3MEHIIEHHS KUTbKOCTI
BIJIpSI/KEHB, POBEICHHS Z00m — KOH(pEPEHIIii);

4) nuTaHHA Xap4yBaHHSI —

OUTBIIICTh JIOJIEW XOUYTh CTaTH BaraHaMH Y

BereTapiaHIsIMU, ICTH OUIbIIIE OBOYIB 1 PPYKTIB;
5) NpUXUIBLHUKY TTOBTOPHOT'O BUKOPHUCTAHHS PECYpCiB, MEpepOoOKH MaTepiaiB.
HeoOxinHo mnepedopmaryBaTh KOMYHIKAIIIO 3 KJIIEHTaMU: IMpOaHali3yBaTh MpoOiieMu
KJIIEHTIB B HOBUX peajisiX 1 AOMOMOITH iM iX BUPIIIUTH.
[cHyrOTB pi3HI M1IX01U 111010 BU3HAYEHHSI CYTHOCTI «OpeH1». Po3risinemo neranbHime
BH3HAYAIbH1 XapaKTEPUCTUKH MOHATTS «OpeH1» y Tadmuili 1.

Tabmuns 1
BusHauanbH1 XapakTepUCTUKU MOHSTTS «OpeHI»

ABTODp 3MiCTOBHA XapaKTepPHCTHKa OpeHy — Ie:
JI. Orinsi — (HEBJIOBUMA Cyma BJ'I?.CTI/IBOCTGP’I TPOJYKTY (C}Tyrmicn) BpaskKeHb, AKi CIIPSMOBYIOTBCS
Ha CIO)KMBAUiB): #Oro iMeHi, ynakoBKH 1 LiHH, icTOpii, pemyTanii i cnoco0y pekiIaMyBaHHI».
CniBpoOiTHHKH — «Te, 10 CIIOXKMBAadi BiIUYBAIOTh CTOCOBHO MPOAYKTY; 1€ NMPUXHIBHICTH 0 HBOTO; Ti
arenrctBa  Ogilvy & | mepcoHasbHI XapaKTepHCTHKH, SIKI BOHHM IPHITUCYIOTh MPOIYKTY, AOBipa 1 BiANOBIAaNBHICTb,
Mather SIKi BOHH Bi/T4yBalOTh J0 HHOTO).

10. JTrobameBchKuit

— «CIJIOBO, Ha3Ba, BUpAa3, 3HaK, CHMBOJ 4YH JJH3aiHEPChKe pilleHHs a00 X X KOMOiHaLis
JUTsl TIO3HAYCHHS TOBAPY YM MOCIYr'M KOHKPETHOTO BUPOOHUKAY.

AMepuKaHChka acorianis
MapkeTuHry — AMA

— «Ha3Ba, TEPMiH, 3HAaK, CHMBOJI a00 u3aiiH, a TAKOXK iX KOMOIHaIil, sIKi MpU3HAYEH] IS
ineHTHdiKawii ToBapiB ab0 MOCIYT OAHOTO MPOJAABIIL a00 IPYNH MPOJABLIB YIS BIAMIHHOCTI TX
TOBapiB a00 MOCITYr KOHKYPEHTIBY.

Landor Associates

— «CyMa BCIX XapaKTePHUCTHUK, MaTepialibHuX a00 HeMaTepiabHUX, sIka POOUTH KOMEpLiiHy
MPOIO3UIIII0 YHIKATBHOIOY.

P. Kox

— «Bi3yaJbHUI CUMBOI i/ 200 iM’s1, SIKi HAIAI0ThCS TOBapy a00 IMOCiIy3i opraHizari€ro, i sKi
JIO3BOJISIIOTH BiJIPI3HUTH HOTO BiJ| TOBApiB-KOHKYPEHTIB 1 3aBipsIOTh CIIOXKHMBAya B TOMY, IO
SIKICTh TOBapy Oy/ie HE3MIHHO BHCOKOIOY.

Martin E., Thoma Creaive

— «CyMa BChOT'O, IO JIFOJH 3HAIOTh, TyMalOTh, Biq4yBalOTh IOA0 KOMIIaHii, mocnyru abo
TOBapY».

J. Tpayr

— «rapHa i/ies1, TUII0C IPOHUKHEHHS Y CBIZIOMICTh CIIOKUBAYiBY.

B. My3ukant

— «CYKYIHICTb YSBJICHb 1 OUYiKyBaHb CIO)XKMBAa4ya M0N0 KOHKPETHOIO «OPEHIOBAHOI0»
TOBapy, TOMi SK TOProBa Mapka — Ii¢ OKpeMi BepOaibHi i Bi3yanbHi eneMeHTH (ipMOBOro
CTUIIIO, IO JO3BOJISIIOTH CIIOXKMBAuYeBl iMeHTU(IKYBATH TOBAp i BHAULITH HOrO 3 TOBapHOL

TPYII».

1. ConogiioBa

— «CYKYIIHICTh BPa)KeHb, 110 BUKJIMKAIOTHCS Y CIOKMUBAYA Ti€l YH 1HIIOT TOPrOBOI MapKM».

M. Sunie

— «SIBHILE, KOJIU MA€ MICIIe MacoBe BUPOOHUITBO OAHOTHITHAX €MOLIi# SIK CaMOCTIHHOTO
TOBapY, PU3HAYCHOTO IS PO3OBCIOKESHHSI».

JI. Bpuc, C. I'encnep ta
I1. Jleednanr

— «3amaTeHTOBaHWH Bi3yaJbHHW, EMOLINHWHA, pAIiOHANPHUN 1 KyIbTYypHHH 00pa3, sSKuil
ACOILIIOETHCS 3 KOMIIAHI€I0 200 TOBAPOMY.

C. JTromtin, Csiona Usxew,
Mes Cy, JI. Po6in
Kemnep

— «IepeKOHMBa OOIIIHKA SKOCTi, OOCIYrOBYBaHHSI Ta LIHHOCTI Ha TPHUBAIH Mepiof, sKa
I ITBEP/KYETHCS BUMPOOYBAHHSIM TOBapy, MOBTOPHUMH IOKYIIKAMH Ta 3aJOBOJICHHSM Bi
BHUKOPHCTAHHS.

. Hion i C. Boppa3s

— «HEBJOBMMa CyMa BJIACTHBOCTEH TOBapy: HOro iMeHi, ymakyBaHHs, LiHH, HOro icTopii,
pemyranii Ta cnoco0y pekiamyBaHHSA. BpeHI Takok € KOMOIHAIIEI0 Bpa)KeHHs, Ky BiH
CIIPABJISIE HA CIIOXKHUBAYIB, i PE3YJIHTATOM iX JIOCBINY Y BUKOPUCTAHHI OpeHIY»

ABTOpCbKE BU3HAUYCHHS

— IHTeJIeKTyaJIbHa BIIaCHICTH (HeMaTepiabHUI aKTUB), SIKa Ma€ MEBHY BapTIiCTh Ta BigoOpaxae
0COOJIMBOCTI TOBapy, HOro YHIKAIBHICTh I CTBOPIOE HE3a0yTHE BPAYKSHHSI y CIIOKHMBAYa.

Ipumimka. Chpopmosarno asmopom na ocrosi ddxcepen [1-12]
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AHani3ylouu AOCHIDKEHHS PI3HUX YYEHHUX, MPUXOAUMO JI0 TYMKH, (popMyBaHHS Ta
yIpaBIiHHSA OpPEHIOM — II€ MPOIEC, SIKUI CTBOPIOE IIOCHh BXKJIMBE Ta IIHHE JUIS CIIO’KUBAYIB,
0 BUPAKAETHCA B aTpUOyTax i KOMYHIKALIAX, 1 JO3BOJISIE MPABUWIILHO PO3IMi3HABATU TOBAp
(mociyry) Ta MaTH TOBroYacHy KyIiBEJIbHY IepeBary.

BaxumBicTh TOHATTS OpeHAYy Ha Cy4yacHOMY eTali €KOHOMIYHOTO PO3BHTKY Ta
€KOHOMIYHOT iHTeTpalii BigoopakeHo B Tadm. 2 [13].

Tabmuns 2
Ccdepu cygyacHOTO BUKOPHCTAaHHS OpeHIy

dinaHcoBa He ¢inancosa
[InanyBaHHS 3JIUTTIB Ta NOTJIMHAHB YnpasniHas OpeHIoM
IlonaTkoBe MIaHyBaHHS ®dopmyBaHHs IopTderiB OpeH B
Byxranrepcekuii 00Nk HeMaTepialbHUX Crpateriune MapKeTHHIOBE IUIaHyBaHHS

AKTHBIB 1 3BITHICTh

JlinensyBaHHs Ta (paHUAHBHHT BHyTpiniHi koMyHikanii
3a0e3ne4yeHHs] KpeUTiB CkJaJlaHHsl MapKETHHTOBOT'O OIOJIKETY
CTOCYHKH 3 1HBECTOpaMH [TpaBoBi TOKyMEHTH

3a3Buyail, ynpaiaiHHSI OpeHI0M IPUPIBHIOETHCS 10 YIPABIIHHSA KOMYHIKAI[IIMU, X04a
OpeHIM CTBOPIOIOTHCS 32 JOTIOMOTOI0 IHHOBAIIIM 1 MPOLBITAIOTH 3a HASBHOCTI Oe31epepBHOTO
MOTOKY iHHOBaIid. lle MOSICHIOETBCS THUM, IO HOBOBBEACHHS BUKIMKAIOTH THMYAacOBY
KOHKYPEHTHY IepeBary. [HHoBalliliHa IpoAyKIlis BUKIUKAE Y CIIOKUBAYIB BITUYTTS, 110 OpeHT
JIICHO € JIIZIepOM 1 CIIpIMOBAHUI Ha 3a/I0BOJIEHHS TOTPEO CHOKMUBAYIB.

[Ipouec OpeHa-MeHEeHKMEHTY MiIMTPUEMCTBA Ma€ CIPSIMOBYBATUCH HA 3pOCTaHHS HOTO
CWJIM Ta BapTOCTi. 3a HUMHU OCHOBHHUMHU XapaKTEPUCTHKAMHU OpeHI-MEHEIKMEHTY MOXKIIMBO
3MIUCHATH OINHKY e()EeKTUBHOCTI (OpMYBaHHS Ta BUKOPHCTaHHS OpEHIB Ta MapOYHOTO
Kamitany mianpueMcTBa. [letanpHO eramu mporiecy (GopMyBaHHS 1 BUKOPUCTAHHS OpeHIy
JOCITIKEHO B po00Ti [ 14]. ABTOp BiAMIYAE, IO «YUM TPHUBAIIIIE )KUTTEBUH UK OpEHIa, THM
edekTuBHIIIE OyIyTh BUTPATH HA WOTO PO3pOOKY, TECTyBaHHS, OCKUIBKHA TOJI HOTO MHUTOMA
BapTiCTh Oyne 3HMWKYBaTUCh» |14, ¢. 391].

Po3BuTok TexHoJsOTii (opMyBaHHS OpEHIy TOPTiBEIbHUX IMIIMPUEMCTB B YKpaiHi
BHUSBHUB HEPIBHOMIPHICTH ii BIPOBADKCHHS B AISUIBHICTH, IO IIOB’s3aHO, TEpII 3a Bce, 3
BIICYTHICTIO €()eKTUBHUX HAYKOBO-OOTPYHTOBAHUX, aJIAlITOBAHKX JI0 BITYM3HSIHUX PUHKOBUX
YMOB TIIX0/IIB 00 (hopMyBaHHS Ta yIpaBIiHHS OpeHI-MEHEIHKMEHTOM MIIIIPUEMCTBA.

KoHkypeHl11ig Ha CIIOKMBUOMY PUHKY aKTyasi3ye 3HAYUMICTh YIIPABIIHHSI TOPrOBUMHU
Mapkamu. OCKUIbKM PUHOK TOBApiB 1 MOCTYr CTPIMKO 3pOCTAaE, TO HEOOXIJHO aKTUBI3yBaTH
yBary NoTeHUIHHUX CHOXKUBaYiB. 3 €KOHOMIUHOI TOUYKH 30pYy «IJIsl CHOKUBaviB BUOIp TOBapy
Yy MOCIYTHM BIiZOMOro OpeHAY CKOpOuye BUTpATH, MOB’s3aHi 13 1uM mpoiecoM. Croau
BITHOCSTHCSI BUTpPATH BUOOPY (Yac, BUTPAYCHUI CIIOKUBAaYeM Ha MPUAOAHHS), aCOPTUMEHT
TOBApY YU MOCIYT, 3 IKUMHU IOBUHEH O3HAHOMUTHCS criokuBau» [15, c. 369].

BpeHz[ BHUCTYIIa€ OCHOBOIO CHCTEMAaTH3allil ymnoJo0aHb CIOKHBAYiB, canﬁH;nTﬂ
MIPOTO3ULIIN PI3HUX BI/Ip06HI/IK1B BHACTIIOK B3a€MO/Iii YABJICHB 1O 3HaqymlcTL SKOCTEH IS
JaHO1 TOBApHOI IPYIH, I[IHH, u{(popMauu 3 peKIamu, CHUIKYBaHHS 3 IHITUMH JIOAbMH, IIHHU 1
iH. [16, c. 37]. J{ns GUIbIIOCTI CBITOBUX KOMIaHI OpeH — 11€ J0AATKOBE JXKEPENo JOX1THOCTI,
ane BoJHOYac B OamaHCi 1e He BimoOpakaeThcs. [HBecTHIi B OpeH]] MPHUPIBHIOIOTHCS 0
1HBeCTHULI y Maii0yTHe KoMMaHii Ta B ii ycrix Ha puHKy. CUIIbHUI OpeH]1 cripusie 30UIbIICHHIO
Mapo4yHOro (pemyTamiifHOro) Kamitaiay, 0 € HaWI[IHHIIMM aKkTUBOM KoMmmadii. bpenn i3
BHCOKOIO BITI3HABAHICTIO J]a€ 3MOTy CKOpOYyBaTH pekiamHi Butpartu [17, c. 369].

Bbpenn HepeanbHO cdopMmyBaTH Ha HOpPOXKHbOMY Micui. Kommnanis moBMHHa MaTu
TICHO BUIATHI JOCATHEHHS 1 MepeBary, sKi 3aKIaJaroTh pemyTamiiauii pynaameHT. [Iporec
CTBOPEHHS pemyTallii BUMarae TpUBajoro yacy i 3HauHUX IPOIIOBUX BKJIaJeHb. Lle mocTiiiHui,
Iy)Xe HENpOCTHH Mpollec, SKUH HEMOXKIMBO 3aCTpaxyBaTH BiJ 3arpo3, BTpaT 1 PU3HUKIB.
CtBoproBatu pemnyralilo KOMIaHii MOTPiIOHO Oe3nepepBHO, CUCTEMHO, KOMIUIEKCHO,
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npoceciiino, TexHonoriyHo. Tunbku Toai 100pe iM’s1 KOMITaHii CTaHe TPUHOCUTH BEJIHKI PO
— SIK1 JTFO/IM 3aIUIATATh 32 TAPaHTIIO, MIKPITUICHY peIyTali€ro.

HemarepianpHi akTUBHM CTaOTh OOOB’S3KOBOIO YMOBOIO JISUIBHOCTI MiATPHEMCTB.
BukopucranHs HeMaTepialbHUX aKTHUBIB 3pOCTa€ 3 IMEPEX0JOM KOHKYPEHIi B HELIHOBY
dopmy. s iX epeKTHBHOTO BUKOPHUCTaHHS HEOOXIIHO BIPOBAKYyBAaTH NMPHUHIIMIIOBO HOBI
cocoOu oOumiky. [IuTaHHS OIIHKK Ta BimOoOpaXKeHHS HeEMaTepialbHUX aKTHBIB B OOJIKY
3aJMIIAETBCA 7O [BOTO 4Yacy AucKyciiHuMm. Sk Bim3nHadae YxkBa A.M. [18, c. 1373],
«po0OIEMOIO € OIliHKAa HeMaTepiaJbHUX aKTHUBIB, CTBOPEHUX MIANPHEMCTBOM CaMOCTIHHO. Y
OMY pa3i mepe]] MIMPUEMCTBOM TOCTA€ MUTAHHS, SK BiIOOPA3UTH BUTPATH HA CTBOPEHHS
HEMaTepialbHUX aKTUBiBY». MU BITHOCHMO JI0 TAKUX aKTUBIB: 3HAHHS MPAIlIBHUKIB, 1X JOCBI,
KOMIIETEHII11, penyTaliio NiANpUEMCTBA, OpeH I, IMIJIXK.

VY crpyktypi aktuBiB Coca-Cola Buauisors auiie 4% MmatepianbHUX, pemra 96% — ue
IMIIDK, pernyTaiiio OpeHy, KepiBHUKIB Ta 1H. el kimacuuHuil npukiag JeMOHCTPYE, K «Te,
0 HE MO’KHA B3ATH JI0 PYK» Ja€ BIAUYTHHH, IO OOYUCIIOETHCS BEIMYE3HUMH CYMaMH,
¢inaHcoBuil pesynbraT. [lomiOHI pearnii MUMOBOJI 3MYLIYIOTh 3aMHUCIUTUCSA HaJl THUM, SK
CUCTEMAaTHU3yBaTH, KJIAaCU(IKyBaTH, CTBOPUTH 1 3MIITHUTH 111 HEBIIOBUMI NOHATTS. Pemyranisa y
KOMIaHIi € 3aBXJIW, Xode BOHA TOoro 4yu Hi. OCHOBHE 3aBJaHHS — HE JIO3BOJUTH CTATUCS
CTUXIHHOMY (OpPMYBaHHIO pemyTalli, 3poOMTH Tak, II00 BIIHOIIEHHS CYCHUIbCTBA IO
KOMTIaHii sIK MOXHa OUTbIIe BiMOBIIaI0 OaxaHOMY.

Ha cporomni, B 21 cromiTTi, Hapa3l BIACYTHS €JMHa 3arajbHOBHM3HAHA CHCTEMa
00UrCIIeHHSI BapTOCTI OpEH/IIB, HE MUBIAYMCH HA TE, IO ICHYE BEIMKUN OOCAT MOCITIHKEHBb
II0JI0 OIIIHKA BapTOCTI OpeHIy Ta MEBHUX METOAUK 1 MOJeNeld OIIHKH BH3HAHUMH
MDKHApOJAHUMHU KOHCAJITHHTOBUMH KOMITaHIAMH. PazoM 3 1M, OpeHa He BimoOpakaeThCs B
OaylaHci KOMIIaHii yepe3 Miro4i A0 ChOTOAHI MDKHAPOJHI cTaHaapTH (iHAHCOBOI 3BITHOCTI
(International accounting standards 38) [19]. To6To0, B1acHuK OpeHAY Ma€ TUIbKH BipTyalabHE
YSIBJIGHHS 100 HOTO BAPTOCTi, OCKUTHKU Hi OyXTanTepChKui, Hi MOJATKOBHM 00JIIK HE Oa4aTh
Horo cBoiM 00’ €KTOM.

Jlo Toro 4dacy, moku He Oye 3adikcoBaHa MeBHA MOJICIIb OOUMCIICHHS BAPTOCTI OpeHY,
Oy/Ib-sIKe OOYMCIICHHS BapTOCTI MOXKE MUISITATH KPUTHUIN Ta HapakaTH HA CyMHIB IIOJO i
noctoBipHocTi. Came TOMy Hapasi BapTicTh OpEHy BIAHOCATH IO HEMaTepiaJbHUX aKTHUBIB,
TaKMX, 110 HE BIAHOCATHCA Ta HE BHUKOPUCTOBYIOTHCA y OyXTralTepChbKOMY Ta MOJATKOBOMY
00J1iKY, aJie i BOJIHOYAC BU3HAETHCS SIK aKTUB KOMIIaHIi.

SxOu Bce K Taku BapTicTh OpeHaY MOKHA OyJIO OIIIHUTH, TO 1€ MIPUHOCHIIO O Oe3iid
BUTOJ1 JUTSl IIIPUEMCTBA Y OyJIb-SKHX CUTYallifX, a TAKOK MaJIO BIJIUB HA PUHKOBY BapTICTh
KOMIIaHii 4d MiIPUEMCTBA.

HaBenemo KinbKICHY OLIIHKY BapTOCTI HAaWIOpOXKYMX OpeHAIB CBITY 3a JaHUMHU
MDKHApOIHOTO pedtuHry kommanii Interbrand [20, c. 1] ta kommanii Brand Finance [21, c.1].
Bxkasani nmaHi BUKOpHCTaHI B JocCiimkeHHI [22, ¢.1458] mpu omiHOBaHHI aOCOJIFOTHOI Ta
BIIHOCHOT MOXHUOOK X BU3HA4YeHH (Tadm. 3).

Taomuus 3
Bapricts HalijopoK4uuX OpeHAIB CBITY
JIxepeno maHuX Bpenn Ominena Bapricth y 2018 | TounicTs MTOKa3HIKA
potii, MJTH. 10T OIIIHEHOI BapTOCTI

Interbrand Amazon 100764 2,013

Apple 214480 -3,146

Google 155506 —4,495
Brand Finance Amazon 150811 -3,013

Apple 146311 2,146

Google 120911 3,495

Hpumimra. Cxradeno aemopom na ocnosi [20, c.1], [21, c.1], [22, c.1458].
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PesynbTaT TOYHOCTI BU3HAYCHHS BapTOCTI HAMIOpPOXKYMX OpeH[IB CBiTy aBTOp [22,
c.1459] kBaimidpikye SK KPUTUYHO BHCOKMH pIiBEHb NOXHOOK, TOOTO, HH3BKY TOYHICTh
JOCITIDKYBAaHUX PE3yJbTaTiB eKOHOMIYHUX BUMIPIOBAHb.

Bapro Bim3HaunTH, 010 caMe uepe3 NpoTUPIYYst TP BU3HAYEHHI OIiHKK Opery y 2010
potii 6yio npuiiHsaTo MbkHapoaaui ctanaapt ISO 10668 «Brand valuation. Requirements for
monetary brand valuation». L{e#f cranmapt periiaMeHTye NPUHIUIHN Ta OCHOBHI ITiIXOH 100
OIIIHKH BapTOCTI OpEeHIyY, K CAMOCTIHHOTO HEMAaTePiaTbHOTO AKTHBY.

Cranom Ha 2019 pik Bapricts akTuBiB Coca-Cola cranoButh 83,216.0 MutH. m101apiB,
ajie JTy)e BaXXKO OLIHUTH PeajbHy PHUHKOBY BapTiCTh, BPAXOBYIOUHM HeMaTepialbHI aKTHBU
[23].

BpaxoByroun HasBHY CHUTYyaIlil0 Y CBITOBiI €KOHOMIIll, pUHKOBA I[iHA MaTepiaJbHUX
aKTUBIB TMOCTIIHO 3MIHIOETHCS, B TOM Yac K HEMaTepiaJbHUM aKTUB HA0araTo JOBIIE MOXKE
BTPUMYBATH CBOIO BapTICTh 3a cTaluX yMoB. /st mpuxnany, komnanis Coca-Cola y OepesHi
2020 poky, 3asBWIa, [0 BUPOOHUIITBO JIETUYHUX HAMOIB 3aJEKHUTh BI KUTAHCHKUX
MOCTaYaIbHUKIB I1JICOJOKYBauiB, K1 € KIIOYOBUM IHIPEIIEHTOM MOIMYJISPHOI AIETUYHOT
conu [24]. KoMmaHis Takox nonepeauia mpo MOXKINB1 IpoOJieMU MOCTAaBOK B JJOBIOCTPOKOBIH
nepcnekTBi, akmo cmagax COVID-19 nmpomoBXuTh pocTH, MO BIaCHE MOXE HEraTHBHO
B1100pa3uTUCs Ha BapTOCTI MaTepiaJbHUX aKTUBIB.

BucHoBku. JlocnipkeHO, IO TOJIOBHHM pPE3yJbTaTOM MPOIECY PO3POOKH Ta
yOpaBIiHAS OpEeHIOM € 30UTHIICHHS JOXOJIB KOMMAaHIi Ta BIUIUB Ha MPOIEC KariTami3arlil
KOMTMIaHii, OCKUTbKH OPEH/I, 10 HE 3/TaTHUH MPUHOCUTH MPUOYTOK, HE MA€ IIHHOCTI HE3aJIEKHO
BiJI TOTO, SIK II€W aKTWUB PO3TISAAAIOTH CIIOXKKBadi. MarepianizyBaTu IIHHICT OpeHAY MOXKe
TUTBKHM MPUOYTOK, OTPUMAHUK BiJ MPOJaKy OpeHJ0BaHOTO TOBapy. J(oBemeHo, mo: He iCHy€
peanbHO1 MOJIeN1 00UMCIIEHHS BAPTOCTI OpeH/Ty; TOJIOBHUM (DAKTOPOM HEJIOCKOHAJIOCTI OI[IHKH
BapTOCTI OpeHy € BIAIPBAHICTh HOTO BiJ 3BITHOCTEH KOMMaHIM Ta HE BIAOOpaKEHHSI TaKHX
HeMaTepialbHUX AaKTUBIB Ha OajaHci KOMIaHid; ¢Gopc-MakXopHI OOCTaBUHH MaloTh
Oe3rmocepeiHiii BIUTMB Ha BApPTICTh MaTepialbHUX aKTHBIB, B TOM Yac K HeMaTepialbH1 aKTUBH
HE BTPavyaloTh CBOIO BapTICTh.
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