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CREATING THE AGGREGATE BRAND EQUITY:
PECULIARITIES OF IMPLEMENTATION OF ELEMENTS

OF BRAND’S MARKET INTERACTION IN THE B2B MARKET

Brand management is one of the most effective nmotierls for enhancing the
competitiveness of industrial enterprises, whiabvates businesses with unique and
effective ways to create competitive advantagesiaactase their capitalization of
firm's assets. These can be achieved due to thmatoon and management of
aggregated brand equity.

One of the important components that create theeggted brand equity is the
group of elements of brand’s market interactionicwhunlike the group of elements
of brand’s consumer interaction, almost entirelypete on the actions of the
company and focused on providing development ametpation of the brand in the
markets, formation of certain relationships andtacts of the brand. As a result,
elements of brand’s market interaction provide grele of coverage of regional,
local, national and international markets, formiag appropriate level of global
brand.

Approaches substantiated by the author to the fitomaf brand positioning
and presented structure of the aggregated branty @qum provide managers with the
appropriate instruments for managing the brandtedbat are in direct and indirect
impact of the enterprise.

Studying the market interaction of the brands irBBRarket allows defining
the following essential elements: "brand developthéibrand penetration”, "brand
communications”, "brand contacts" and "brand’s gliy'. These elements reflect
the level of brand presence in the market, itsiligland competitiveness.

Thus an element of "brand development” reflectshitamd's ability to change

according to the established perception of theetasgydience of the brand’s real



characteristics by comparing them with charactesstsuggested by owners
(managers) of the brand while creating.

In the process of brand development one of thetlines of development is to
expand its presence in markets where other branesdg exist. Accordingly in the
particular market, where the brand can be bougdddwr is known, the estimated
level of "brand penetration" should be assesseds ifém allows evaluating the
ability of the brand to enforce the client to refusom usage of other brands or
products in favor of a new brand.

Another element that reflects the quality of camsgtion and spread of the
relationship between the brand and its target agdiethrough distribution and
promotion channels of the brand is an element @it communications”. This item
reflects the scope and development of promotionstirildution network and the
resources invested in the development of distmouthannels and brand promotion
of products (financial and commodity loans, paymtenis, deductibles, discounts,
merchandising, marketing support, promotional #@etisy and sales promotion in
distribution channels, etc.) in order to maximibe fpresence and presentation of
products, the efficiency of brand’s promotion ie target markets.

Forming a network of brand connections and relatiges the next element of
market interaction "brand contacts" that refletis actual experience of existed and
potential customers of the brand on it should bedgally created. This item in
guantity characterized by the number of contactat tbccurs due to given
informational channel, and displays the total (gjosfficiency of the channel.
Analysis of the nature of received and providedrimfation, actual results of the
contacts, the reliability of this information allsvevaluate qualitatively appropriate
information channel.

Depending on the level of brand penetration, bngtworks of connections,
relationships and contacts the company gets opptés to expand its presence in
the market. Differentiating markets in terms of emge it can be argued that,
depending on the degree of ability of the branddioat different levels of geographic
markets (local, regional, national and global) léaeel of brand globality varies too.



The "brand globality" can be evaluated both indbantitative indicators (number of
segments, niches and market share by type of madket in the quality ones (ethnic
and cultural characteristics, communicative pefsahcharacter, etc.).

Thus, it should be noted that the set of elemeint®msumer and market brand
interaction reflects the nature and strength ddti@hships and contacts built by the
brand in the market at various levels. These elésngmould be a basis for creation
and improvement of the company’s activity for fnthdevelopment of the brand in
direction of achieving the compliance of its speafions and benefits with
customer’s needs. More over, presented elementddshe considered as a basis for
forming a fundamental element of the aggregateadbrequity — consumer brand

equity.
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