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Introduction. Today, the differentiation strategy is one of the most important marketing strategies
related to the formation of the brand management strategy in the market of mineral water in today's business
environment. Still, it is relevant to develop and introduce new technologies of strategic brand management to
ensure its growth and provide systemic support at all stages of the life cycle.

Analysis of the latest studies and publications. There are a lot of well-known Ukrainian and other
researchers who have studied brand formation and management, brand management concept
implementation: D. Aaker, [1], S. Anholt [2], K. Keller [3], A. Dlihach [4], V. Domnin, S. Starov [5],
O. Kendiukhov [6],]. Ponomarenko [7].

However, the issue of forming and managing the brand differentiation strategy, the use of innovative
approaches taking account of the specifics of the mineral water market still need studying.

Purpose. The purpose is to justify the differential brand strategy in the mineral water market.

The statement of basic materials. Within a fast and dynamic development of the market, the density
of brands, the differential strategy in the mineral water market is a leading strategy and is used by the most
successful businesses for their products.

The differentiation strategy was created to a brand stand out among others offered by competitive
companies in the market. It is an available for development product or service, unique for consumers in
respect of product design and function, brand image, quality, service, client support [8].

The differentiation strategy means that the brand is given by specific and particular features which
enhance engaging the target audience and forming customers’ loyalty [9].

The following structural elements of the brand differentiation strategy:

1) innovations /inventions are the best way to implement the differentiation
strategy introducing innovation, the brand becoming the leader and number one among the market
players. The inventions are, of course, complex and require regular development costs. But the innovation is
more practical, and it is the differentiation strategy that is used by technology companies, as the Ukrainian
brand “Morshynska” presents “Morshynska” spray mineral water” and is now gaining new market of
beauty [10];

2) product-level differentiation is common in many areas. Thus, “Borjomi” mineral water brand found
in the mineral water market [11] brings to the consumer an idea that it is a brand that “can offer what no
other brand of mineral water can”, they hold annual events, for instance in 2019 New Year's Borjomi Parade
will be held in Kyiv, (a magnificent platform, festive pillars, bright costume characters, exciting music and
dancing, a fabulous climax), under the slogan “Real water for life”, building the communication under the
slogan “Special water with a character” [12];

Thus, by incorporating a product differentiation strategy at the product level, brands can differentiate
themselves from competitors in consumers’ minds;

3) price differentiation is the most commonly used form of differentiation strategy. Thus,
during 2018 characterized by a relatively stable situation in Ukraine, the price growth pace slowed down to
some extent [12]. The mineral water price index (sparkling water, still water, with added sugar and
sweeteners) was 5.5 % as of December 2018 compared to December 2017 (Fig. 1).
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Fig. 1. Mineral water price changes as of 1 January, 2019 [12]

The healthy lifestyle ideas, spread among the public, can be an additional catalyst for the growing
demand for mineral water. The dynamics of glass-bottled mineral water consumption depends on the growth
of income of Ukrainians.

4) branding is an advertising mix, and marketing communications of a company play a crucial role in
the product differentiation strategy. The companies like PepsiCoin Ukraine [http://pepsico.ua],
make extensive use of the latest branding tools to build loyalty. The company’s portfolio includes sparkling
beverages Pepsi®, 7UP®, Mirinda®, iced tea Lipton Ice Tea®, and mineral water “Aqua Minerale
Life”, created thanks to the modern of equipment and control at each stage of production [13].

The advertising mix helps focus on the right segment and plays the determining role in differentiation.

5) Packaging is an effective element of the brand differentiation strategy and a bearer of the corporate
style. E.g. “Parle Agro” company in collaboration with Tetra Pak , which is a part of Tetra Laval Group ,
offered to use packaging Tetra Brik Aseptic 160 Slim instead of Tetra Brik® Aseptic 200 Slim for the
drink Frooti, which allowed the company to maintain the price of Frooti brand [14] and gain a leading
position in the Indian market. Tetra Pak and Parle Agro company have extensive collaborative experience of
innovation, in including release of the first aseptic packs of Tetra Brik Aseptic Slim with PullTab ™ pull-off
tongue, with glued straws for the convenience and safety of consumers.

6) service is a brand differentiator. If your service goes beyond a customer’s expectations, it could be a
great incentive for the differentiation. Thus, flexibility, loyalty, convenient delivery schedules, various
promotions, special offers for regular clients, a continuous improvement of the service performance: these
are the components of high quality service of home and office delivery services offered by IDS Aqua
Service, which is a member of the Bottled Water Association of Ukraine, which is a part of the Association
of Mineral and Drinking Waters of Ukraine and the European Bottled Water Federation, it is also a part of
the IDS Borjomi Ukraine [15];

7) a client interaction point: there are clients of A, B, and C sectors, so it is necessary to take care of
their communication with the company brand. For this purpose the company needs to have interaction points
and ensure the quality guarantee, experience of communication with the brand, such as Morshynska Mineral
Water Factory “Oskar” PrJSC, to audit the company to make sure the employees are polite and useful for
clients, to organize guided tours in the factory to support the interaction points with the brand [16]. It is an
important element of differentiation.

8) convenience for a customer may help in the differentiation strategy. The product line of
Morshynska Mineral Water Factory “Oskar” PrJSC includes the following: Sportyk, Morshynska Junior Z,
water for teens. The mineral water Kraina which will be packed in 0.888 1 bottles starting 2020, provides an
individual service for the client and offers Privat label when the contract is signed with the manufacturer
[17].

9) diversity of product offers is another way to implement a differentiation strategy, attacking
customers’ psychology. According to company research, they chose the brand only because the brand had a
greater variety within the product range. Customers like to have a greater variety while searching for a
product in order to find a right product and choose it themselves. Thus, the greater is the diversity, the
greater is the chance to differentiate oneself from competitors. It is a high investment strategy, so it is
necessary to consider the coefficient of product range completeness, ability of a set of goods of a
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homogeneous group to meet identical needs [18], the coefficient of product range diversity (by brand
feature), and other costs for investing in the product line in the long run.

Conclusions. To sum up, there are a great number of methods to implement the brand differentiation
strategy in the mineral water market. In this dense business environment each company must take steps to
differentiate itself from its rivals and ensure high positioning in the minds of clients, taking into account the
specifics of the market. Further research will be devoted to the development and implementation of the
model of strategic brand management in the mineral water market.
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@aiigimenko Jliana CepriiBHa, KaHIUAaT CKOHOMIYHUX HAyK, JOLEHT KadenpH >KYpHATICTUKH Ta
pexnamu. KuiBchkuil HalliOHAJIBHUI TOPTrOBENbHO-EKOHOMIUHME yHiBepcuTer. Ctparerisi audepenuiamii
openay. OOrpyHTOBaHO TpiopuTeTH (GopMyBaHHS i YIpaBIiHHS cTpaTerielo audepeHiianii OpeHay Ha
PHHKY MiHEpalbHOI BOJHU 3 YpaxyBaHHAM CHEeU(iKd PUHKY B YMOBaX CTPIMKOTO Ta TUHAMIYHOTO PO3BHTKY
PUHKY ¥ HacudeHocTi OpeHmamu. [limKpecieHO aKTyalbHICTh YMPOBAJKCHHS IHHOBAI[IHUX TEXHOIOTIH
CTpaTerivHoro ynpasliHHS OpeH/IOM, HOro po3BUTKY Ta CHCTEMHY HiATPUMKY Ha BCIX eTamax >KUTTEBOTO
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nukiy. JociimkeHo GpopMyBaHHs i yrpaBiiHHSA OpEHIOM, YIIPOBAKCHHS KOHIEHIIH OpeHA-MeHEIKMEHTY
3 METOI0 BUOKPEMJICHHSI OpEHJIIB cepeJl IHIINX, CTBOPEHHS YHIKaJIbHUX 1 crielU(DiYHUX 03HAK, 1110 CIPHUSIOTH
3aJlyd4eHHIO I[UIOBOI  ayauTopii, (OPMYBaHHIO JIOSJIBHOCTI Ta OI[HKKA OYIKYBaHOI EKOHOMIYHOI
edextuBHOCTI. BHOKpEeMIIEHO CTPYKTYpHI eNeMEHTH crpaTerii audepeHmiamnii BITYM3HIHUX OpeHiB
MiHepabHOi BoAM. HaBeneHo mpakTWyHi acmekTd W crocoOu peanizamii crparerii mudepenmiamii OpeHmy
MPOBITHUMM KOMIaHisIMH. BH3HAYEHO MEPCIEKTHBH MOMANBIIONO JOCHIPKEHHSA, (AKTOPHOrO aHami3y
PHHKY, pO3pOOJICHHS Ta BIPOBALKEHHS MOJISIi CTPATEriYHOr0 YIPaBIiHHS OpEHIOM Ha PUHKY MiHEpaIbHOT

ExkoHomMika ma ynpaeniHHsi nidnpuemcmeamu

BOJIM.

Knrouoei cnoea: Openn, OpeHI-MEHEDKMEHT, cTpaTeris, audepeHIiliioBaHa CTpaTeris, PHUHOK

MiHEepaJbHOI BOIIH.
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Daiipumenko JIlnana CepreeBHa, KaHAWIAT
SKOHOMHUYECKHUX HayK, JIOLIEHT. Kuesckuii

HAI[MOHAJIBHBIN TOPTOBO-9KOHOMHUCCKUN YHHUBEPCHUTET.
Crparerns audpdepenuuanun 6penga. OOOCHOBAHBI
MIPUOPUTETHI CTPATETUH AU QepeHIMai OpeHaa Ha
pBIHKE MUHEPAIbHONM BOOBI C YYETOM CIEHU(PHKU
pPBIHKA B YCJIOBUSAX CTPEMHUTEIBHOTO M TUHAMHYHOIO
pa3BUTHs M HACHINIEHHOCTH OpeHmamu. [lomuepkHyTa
aKTyaJbHOCTh BHEIPEHHS HOBBIX HHHOBAIMOHHBIX
TEXHOJIOTHI CTPaTErHYeCKOro YIpaBlieHUs OpEHIOM,
Pa3BUTHsI M CHUCTEMHasl TMONICP)KKa Ha BCEX ITamax
JKU3HCHHOr0 IWKia. MccimenoBaHo (OPMHPOBAHUE H
yIpaBJieHHEe OpPEHIOM, BHEIPEHHE KOHICIIUA OpeHI-
MEHEIDKMEHTa C IICJIbI0 BBINCJIICHUS OpPEHIOB Cpeau
IPYTUX, CO3JaHHEC YHUKAIBHBIX M CHCIU(YUICCKUX
MPU3HAKOB, CHOCOOCTBYIOIIUX IIPUBIICYECHUIO IEJICBOM
aymuTOpuHd, (OPMHUPOBAHHUIO JIOSUIBHOCTH M OIICHKH
oKumaeMon SKOHOMHUYECKOU 3P EKTUBHOCTH.
BbImenieHsl  CTPYKTYpHBIC  JJIEMEHTBI  CTpPATECTHH
nudhepeHIanuu OTE€YECTBEHHBIX OpeHIoB
MUHEpAIBHOW  BOABL.  IIpuBeleHBI  IPAKTUUCCKHE
aCIeKThl W CHOCOOBI  pealiu3aldd  CTPaTerHH
muddepeHManyy  OpeHAa BEAYIIUMH KOMITAHHSIMH.
OmnpezeneHbl e CIICKTHUBBI JAJTbHEHIIIETO
HCCIIEJOBAHMS, (daxTopHOTO aHaIn3a PBIHKA,
pa3pabOTKU W BHEOPEHUS MOJACIH CTPATErHISCKOro
yIIpaBJIeHUs] OPEHIOM Ha PHIHKE MUHEPATHHOM BOJIBI.

KiroueBble cjioBa: OpeHz, OpeHI-MEHEIKMEHT,
cTpaterus, crparerus auddQepeHImanum, PHIHOK
MUHEPATBHON BOJIBI.
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