e Tpebyercs corinacoBaHHOE U 3(PPEKTUBHOE YIpaBICHHUE TI00ATBHBIM
(UHAHCOBBIM PBHIHKOM C TO3HMIMHM y4Y€Ta CHUCTEMHOTO pHCKa, 4yTO Tpelyer
MO/IX0/1a, OTIUYAOUIEroCsl OT MOJIX0/1a MPU OLIEHKE PUCKA WHIMBUIYATBHOIO
MHBECTODA;

® IOJUTHKA PEryJsTOPOB U (PMHAHCOBBIX OpraHMU3alUil HE J0JKHA ObITh
HNPOLUKINYHOMN (T.€. YCKOPATh POCT BO BPEMs SKOHOMUYECKOrO MOABEMA U
IIOJIPBIBATh €r0 BO BPEMs CIaJa), Vsl YErO HYXKHO NEPECMOTPETh CTUMYJIbI K
IIPUHATUIO PUCKOB;

e ¢unaHCcOBYI0  3(P(EKTHBHOCT,  HEOOXOJUMO  OMPEAENATh  Kak
CHOCOOHOCTH CEKTOpa CTUMYJIMPOBATH JTOJTOCPOYHBI SKOHOMUYECKHH POCT
W TPeloCTaBsATh YCIYyrd, BblpaBHHBarolmue mnoTtpedienue. Cucrema
pPEryJIUMpOBaHMS JIOJDKHA BbIOPAKOBBIBaTH (DMHAHCOBBIE HHCTPYMEHTHI,
KOTOpbIE HE BHOCSAT BKJIaJla B PYHKIMOHAIBbHYIO 3P(EKTUBHOCTD, a SIBISIOTCS
UCKJIFOUUTEIBHO CIEKYJIATUBHBIMU;

® MUKpPOIIPYJIEHLUUAJIBHOE  PEryJIUMPOBAHME  JOJDKHO  JOINOJIHATHCS
MAaKpOIPYACHUNAIBHON IOJUTUKOW, HALIEJIEHHOW HAa CO3JaHHE PE3E€pPBOB B
«XOpoIlle BpeMeHa», YTOObl M30ekaTh OTTOKA JIMKBUAHOCTH B IIEPUOJIBI
KpHU3HCa;

® pPEryJUpyIOLIMM OpraHaM pa3BUBAIOLIUXCS CTpaH CJIeAyeT pa3BUBATh
CBOM (PMHAHCOBBIC CEKTOpa MOCTEMEHHO, YTOOBbl HM30eXaTh MHUKIA «OyMm -
crany;

® Ui YKPEIJICHUS YCTOMYMBOCTH MHMPOBOTO (PUHAHCOBOTO PpBHIHKA
HEOOXOJUMO TIOCTENEHHO pa3BUBaTh JAMBEPCU(ULUPOBAHHYIO CHCTEMY
pE3epBHBIX BAIOT U (PMHAHCOBBIX LIEHTPOB.
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Geographic extension is the necessary fate of brands. The brand’s growth
and its ability to innovate and to sustain its competitive edge in terms of
economies of scale and productivity depend on it. One of the key aspects
which should be considered while extending a brand throughout the world is
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the cultural context. Cultural approach is based on analysis of brands and
branding in the light of cultural influences.

The approach emphasizes the cultural forces in society and how these can
be used to build iconic brands as well as the impact of branding practices on
the globalized culture and marketplace.

The role of culture in business affairs has primarily been studied in regards
to international management, and recently a considerable body of research has
developed in the fields of international consumer behavior, marketing and
brand management.

In general, research in cross-cultural marketing has discovered that culture
might motivate corporate decision makers to deliberately choose a different
brand positioning in different countries. However, even if identical position-
ing is applied across nations, the same brand might be perceived differently in
different cultures. The difference may be caused due to the adaptation of ad-
vertising to better adjust to cultural traditions and norms or due to different
understandings of applied communication.

The perspective of the cultural approach embeds brand consumption in a
macro-level cultural context and it is linked to the tradition of cultural studies.
The culture researched into in the cultural approach surrounds us all and can
roughly be divided into different ‘levels’: a subcultural level, a national level,
and a global level. They are all valid analysis levels and concerns of the cul-
tural brand perspective.

The cultural brand management process consists of two stages: gathering
and analyzing cultural knowledge and composing the cultural brand strategy.
The gathering of relevant cultural knowledge is required; cultural contradic-
tions must be identified and uncovered. The identification of emerging cul-
tural contradictions requires a thorough understanding of the cultural context,
and the empathetic understanding of the identity projects of consumers is dif-
ferent from the gathering of traditional consumer research data. A different
kind of consumer knowledge is required: ‘Rather than static, microscopic re-
search that delivers a snapshot of individual consumers, genealogy is macro-
scopic and dialectical’ [1, p.230].

The brand manager also has to understand the reputation of the brand. In
the cultural approach, the brand’s reputation is considered to be the reputation
for telling certain kind of stories — for competing in a certain myth market.
This reputation endows the brand with a cultural and political authority,
meaning that the brand has a reputation for telling stories/performing myths
about a certain notion (e.g. freedom, cultural authority) aimed at certain cul-
tural segments (political authority). In order for the brand manager to docu-
ment the brand’s cultural and political authority, he should look back in time
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to comprehend what historic activities constrain or enhance the future myth-
making ability of the brand.

One of the aspects emphasized in the research of global branding is nam-
ing. Renaming brands in a foreign market is no straightforward process. As a
language and culture loaded with symbolism and imagery, a direct translation
can often lead to comical or negative results. Other things being equal, a
brand name that has some meaning to the consumer will be more easily re-
called. In addition to linguistic issues, other factors that affect the transla-
tion/naming process are identified as follows: reflecting product benefits or
industry characteristics, quality and brand positioning, links to logo or pack-
aging, country of origin effect, traditional values, beliefs and customs [3].

Brand managers need to adapt to an agenda of cultural activism and get ready for
a rather complicated work method. They need to gain a deep insight into cultural is-
sues in society and be able to use this insight to perform brand myths connecting to
the most important cultural contradictions of the time. Insights from this approach can
also be used to become aware of the importance of monitoring if the brand is being
subjected to criticism or even ‘culture jamming’. This can be an early warning sign of
a branding strategy losing its appeal or a pressure towards displaying more corporate
social responsibility [1, p. 235].

Branding research in the future will probably need to be contextually and
historically grounded, polycentric in orientation, and acutely attuned to the
symbolic significance of brands of all types [2]. The studies in this sphere will
continue as the importance of cross-cultural branding can hardly be overesti-
mated.

Jlureparypa

1. T. Heding, C.F. Knudtzen, M. Bjerre: Brand Management. Research, theory and prac-
tice.-Oxon, 2009.— 286 p.

2. HWnrepuer anpec: http://www.brandchannel.com/images/papers/240 global culture.pdf

3. Hutepner agpec:
http://bura.brunel.ac.uk/bitstream/2438/1710/4/The%2bArt%2bof%2bCross%2bCultur
al%2bBranding.pdf

BJIUAHUE «I'PAXKIAHCKOI'O KOAEKCA ®PAHIIY30B» 1804 r.
HA HOJIUTUYECKHUE U DKOHOMHNYECKHUE ITPOLECCHI
B EBPOIIE

A. 5. JlexTsipeHKO

@paHuusa — 3TO CTpaHa, BO MHOT'OM IOBJIMSABINIAA HA PA3BUTHE BCETO €BPO-
MEHCKOro KOHTUHEHTA W ChIrpaBliasi OOJIBbIIYIO POJib B YCTAHOBIEHUU IPU-
OPHUTETOB B OTHOLICHMSIX MEXAY IOCYIapCTBAMHU. JTO BIUSAHUE JOCTUTaJIOCh
pa3IMYHBIMH CIIOCOOAMHU — 3aBOEBATEIBHOM MOJUTHUKON BENUMKHUX (paHIly3-
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