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ANALYSIS OF MULTIVECTOR ACTIVITY OF DESIGNERS’ BRENDS IN
FASHION INDUSTRY

Anomauin. Y paHii poOOTI TPOBOAWUTHCA TOPIBHAIBHUK aHami3 (opMyBaHHS
MU3aiiHEPChKUX OPEHIB PI3HUX KaTeropiid, 3aJie)KHO BijJ TOr0, Ha SIKYy IIJbOBY CHOXKHBAIbKY
ayJIUTOPIIO HAIIJIEHA iX MIsUTbHICTh. Y CTAaTTi OOTPYHTOBAHO, 11O HA MEXi MEPETHHY Chep BIUIUBY
pi3HUX KaTeropiii OpeHay YTBOPIOIOThCA KOMOiHOBaHi, abo audy3Hi JiHIl po3pOOKH MOIHOTO
ONISIry, SIKI TMOENHYIOTh Yy €00l MPOEKTHI Ta MAapKETUHIOBl IE€peBaru B MeXaX €JIUHOIO
«MapoyHoro moptdeno». Y MOCHIHKeHHI TMOKa3aHo, MO0 B yMOBax riobamizarmii cydacHOi
IHIYyCTpii MOJIM MPIOPUTETHUMHU Uil ByJAWHKIB MOJM CTarOTh camMe KOMOIHOBaH1 JuU3alHEpPCHKi
Openau sK 3aci0 3anxydeHHS HAWOUIBII IIMPOKMX BEPCTB CIOXKUBAYIB 1 MiJBUIICHHS DPIiBHSA
YCHIIIHOCT1 OpeHy.

Kntouoei cnosa: ingyctpis mMonu, MapoyHuii moptdens, OpeHIOBBIM KamiTaj, Ha3Ba
OpeHa, Mapka OpeHa

Annomayua. B naHHOW paboTe NPOBOIUTCS CpPaBHUTEIbHBIA aHAIU3 (POPMHUPOBAHUS
MU3alHEPCKUX OpEHJOB pa3HbIX KaTeropuil, B 3aBUCUMOCTH OT TOTO, Ha KakKyl IEJIeBYIO
NOTPEOUTENBCKYIO ayAUTOPUIO HAIlelieHa MX JesITeIbHOCTh. B cTarbe 000CHOBaHO, 4TO HA TpaHU
nepeceueHus: chep BIUSHUS Pa3HBIX KaTeropuil OpenHaa oOpa3yloTcsi KOMOMHHpPOBAHHbBIC, WM
mudQy3Hble JTUHUM pa3paOOTKU MOJHOW OJEXKIbl, KOTOpPbIE COEIMHAIOT B cebe MPOEKTHhIE U
MapKeTHHTOBbIE MPEUMYIIECTBA B TMpeAenax eIWHCTBEHHOro «MapoyHoro mnoptdens». B
UCCIICIOBAaHUM TI0KAa3aHO, YTO B YCIOBHMSAX IJIOOANIM3AallMUM COBPEMEHHON WHAYCTPHUH MOJbI
MIPUOPUTETHBIMU /17151 JIOMOB MOJIbI CTAHOBSATCS UMEHHO KOMOMHUPOBAaHHBIE TU3aliHEPCKUE OpEHIbI
KaK CpeACTBO NpHUBJIEUEHHs Haubojee IIMPOKUX CIIOEB MOTpeOMTENed M TMOBBIILICHUS YPOBHS
YCHEIIHOCTH OpeHa.

Knroueesvle cnosa: vHIyCTpUK MOJIBI, MApOUHBIA IOPT(dhEIb, OpEHIOBUI KanKuTal, Ha3BaHUEC
OpeHa, Mmapka OpeHja

Annotation. The research presents comparative analysis of forming designers’ brands of
different categories based on their target audience needs. The article proves that combined or
diffuse lines of fashion clothes, which unite project and marketing advantages within unique
brand portfolio, develop at the intersection of brands’ various categories influences. The research
demonstrates that globalization of the modern fashion industry makes combined designers’ brands a
priority for Fashion Houses since last attract wider audience of consumers and increase brand
success. The work results show that the fashion industry structure can be shown like a hierarchy, the
top of which occupies the activity of High Fashion Houses directed to formation of modern
standards and tendencies (project and advertising components). In the frames of contemporary
fashion industry globalization, business activity of many fashion houses is carried out in a form of
interaction with separate small design companies or agencies that in addition have their own
structure, project technology and potential sale markets. At this stage, a leading role belongs to
mass media which is involved in work with Fashion Houses information and marketing departments
closely and productively. Design firms and agencies that deal with only one line product segment,
are situated one level lower in a Fashion Houses gradation.



The article focuses on typical properties of a designer brand in a modern fashion business
which determines the designer brand as a complex of identifying elements facilitating
characteristics of one or another fashion industry subject as well as a fashion product it produces on
a fashion market. At that, the author admits that the leading Fashion Houses create their own
attribution version of a designer brand for each market segment, adjusted for fashion product price
category and target consumers.

Analysis of the formation of designer brands of the most active subjects of fashion industry,
conducted in the present study, shows that it is the usage of designer’s name in the title of designer
fashion brand that singles out a designer brand in the mind of the potential or permanent customer,
as well as on the fashion clothes market.

As the research results show, the worldwide designer brands in the fashion industry can be
compared to global industrial and consumer brands. At the same time, there are currently no
definite recommendations related to what one needs to take into consideration while managing a
complex designer brand, what principles should be basis for further successful designer brands, in
the fashion industry in particular.

On the other hand, new basic components and aspects of value added price formation for
fashion clothes as a fashion product created by designer brand have been determined in the thesis.
One should add a brand name and a brand mark which form material and immaterial aspects of
designer brand functioning to attribute designer brand components that provide possibility of value
added price formation for a fashion product. The fashion product itself produced by a Fashion
House and functional, aesthetic, construction, operational and its other characteristics relate to
material aspects. One should refer reliability, consumer trust, a psychological impact on a customer,
mass media’s loyalty or disposition in particular, to immaterial aspects. In its turn the value added
price of a brand facilitates a conversion of a brand name to brand equity, this way it contributes to
an increase of a market value for the whole Fashion House.

Correspondingly, it is habitually to call fashion products created under the aegis of one
brand, despite their qualities, a brand portfolio. Ideally, it includes all brands in the frames of which
fashion clothes of different categories have been produced. It is grounded in our thesis that a
tendency to diversification of designer brands at the beginning of XXI century contributed to the
leading Fashion Houses organizations structuring in the context of major development of several
fashion clothes lines, including highly specialized ones.

The author came to the conclusion that project and marketing objectives of the diffuse
designer brands are firstly directed to profit increase due to the attraction of a new customer with
lower price ambitions, but a higher mobility as to the perception of fashion innovations; information
spread on designer brand among potential consumers and creation of a method for step by step
attraction of consumers of the lowest products segment to a category of consumers of prét-a-porte
clothes ( on the basis of a change of potential consumers’ social status or their customer ambitions);
security protection of designer brands from merging by mass clothes market, combining in itself the
advantages of opposite segments of fashion market.

On the basis of the analysis results for the designer brands of different categories
functioning on a contemporary fashion market, in the thesis the main criteria for basic difference of
fashion lines forming one brand portfolio have been formulated: objectives of creation and support
of certain design or corporate lines in fashion industry; the specifics of development and production
of a fashion product in a definite consumer’s segment; Fashion Houses price policy relating to each
of the created lines; a degree of participation of a leading fashion house art designer or art director
in fashion product creation; the principles of use of certain marketing communication types etc.

The article stresses that, despite all differences, in modern conditions of fashion industry
globalization, two basically different branding segments — luxury industry and mass market look not
only for ways of interaction , but also for merging to expand their influence on new consumer target
groups and to conquer new sales markets for their products. This tendency of such collaboration



development boots so actively and in a diverse way that in the near future it can become a basis for
a new concept of fashion innovations spread in a society.

Keywords: fashion industry, brand portfolio, brand equity, brand name, brand mark

Ilocmanoeka npobnemu 6 3azanrpHomy e6uznadi. Sk BBaxaloTh Oararo
€KCIIepTiB, CTPYKTYypa 1HAYCTPii MOJIM MOXKe OyTH TIpEICTaBlIeHa y BHUTJISAI 1€papxii,
Ha BEPIUHI SKOI pO3TAIIOBaHI IMEHUTI KyTIOPKE, IiJl KEPIBHUIITBOM, a00 3a TBOPUOi
ydacTi SKUX 3/iHCHIOEThCS AisnbHICT bynunkiB Bucokoi momu. Ix xapakrepmsye
CTBOPEHHsSI MOAHHMX 0O0pa3iB (IIPOEKTHA CKJIAJ0Ba), MOJCIIOBAHHS 1 BUTOTOBJICHHS
MoJielield KOCTIOMa BpYy4YHY (TEXHOJOTIYHA CKJIaJoBa), IOMIIE3HA IIPEe3eHTAIlis
CTBOPEHOTO MPOAYKTY MOJM 3 BUKOPHUCTAHHSAM TEXHOJIOT1H TeaTpaiai3oBaHOCTI Ta
neppomanca (pexinamHa ckiazona). [2, 163] Skmo He OpaTu 10 yBaru OJMHHYHI
1HIMBIAyaJlbHI 3aMOBJICHHS Ha Taki MOJIENIl KOCTIOMIB-00pa3iB HAMOUIBIN BiIJaHUX
KJIIEHTOK, TO MOXHA BBa)XATH, 110 UM O13HEC-POJIb KBUCOKOI MOJM>» B JISUIBHOCTI
bynunky momm 1 oOmexyerbcs. Ilpore, 3HaueHHs ByauHKIB BHCOKOI MOAM B
PO3MOBCIOKEHHI MOJHUX TEHCHIINA Ta X CIPUUHSATTS MACOBUM CIIOKHUBAYEM ITHM
HE BUYEPIY€EThCs. B monrykax sskomora mupIimMx puHKIB 30yTy CTa€ NpiOPUTETHUM B
po00TI cy0’€KTIB 1HIYCTPIl MOAM, a MPUHIIUIIN Ta NUISXH iX TISUTBHOCTI MiJISTalOTh
PETENBHOMY JIOCIKEHHIO.

Ananiz ocmannix 00c1ioxHcenv ma nyoaikayii.

Ax BiAOMO, micas 3aKiHYEHHS erany (OpMyBaHHS MOJHHMX CTaHIApTIB B
CTPYKTYypi ByauHKIB MOAM aKTUBI3Y€ThCS MISUIBHICTE 3 (OPMyBaHHS MOJHHUX
TEHJICHIIIN Ta PO3MOBCIO/KEHHS 1X BJIACTUBOCTEN cepesl MOTEHILINHUX CIIOKHUBaYiB.
Ha npomy eram ronoBHa poib HanexuTh 3MI, 3 skumu iHQopMmariiiHi Yu
MapKETHUHTOB1 BUIIUIM By TMHKIB MOJIM CIIBOPAIIOIOTH yKe HIIJIBHO 1 MTPOTyKTHBHO.
[3, 103-107].

Ha onun piBeHs HIbk4e B rpajaaiii by AMHKIB MO pO3TAIIOBaHI TU3aiHEPCHKI
¢ipmu 1 010pO, K1 MPALIOIOTh B IKOMY-HEOYIb OJHOMY ACOPTUMEHTHOMY CETMEHTI -
0/1131 CIOPTHBHOrO, JAUIOBOrO, BEUYIPHBOIO HAmpsAMy. Y CTPYKTypl MOTYTHIX
IMEHUTUX ByJIWHKIB MOJM TaKoXX € aHAJOTIUHI BIAJAUIM, SKI adanTylOTh 3asBIICHI

MOAHI CTaHAApTH JI0 TMOTped IIMPOKOTO KoJia CIOXXHMBAdiB - CTBOPEHHS



NEPCHEKTUBHUX KOJIEKUIA OJAry, $SKi BIANOBIIAIOTH C(OPMOBAHUM MOJHUM
TEHJICHIIISIM, JUIS TIeBHUX IUJIBOBUX TPYI CIIOXKHKBadiB. B yMmoBax rioGamizamii
CydacHOi 1HIyCTpii MOJU Ieil eram Oi3HeC-AisUIbHOCTI OaraThoX ByIHMHKIB MOIu
3MIACHIOETBCS Yy BUTISAAI B3aEMOJII 3 OKPEeMHMH HE Jy)Ke KPYIHUMH
Iu3aiiHepChKUMHU (pipMaMu 9u OIOpO, SIKI BCE K TaKM MAalOTh CBOIO CTPYKTYpY,
IPOEKTHO-TEXHOJIOTIYHI MOXJIMBOCTI 1 MOTEHIIHHI pUHKK 30yTy (Apyri, TpeTi,
mudy3Hi JiHil MogHOTO 01Ty ). [1, 390].

Dopmynrweanus yinei cmammi. Y 3B’ 3Ky 3 BUKJIQJICHUM BUIIE, BOAYAETHCS
JOIIIBHUM TPOBEJAEHHS NOPIBHSUIBHOTO aHali3y MNPUHOUNIB (OpMYyBaHHS
IU3aliHEepChKUX  OpeHIB  pI3HUX  KaTeropid, Ta BU3HAYEHHA KPUTEPIiB
GYHKIIIOHYBAaHHSI PI3HUX KaTeropiil OpeHay, sKi MOETHYIOTh Y co01 MPOEKTHI Ta
MapKeTHHTOBl TIEpeBaru, 3ajie’KHO BiJ TOr0, Ha SKYy IIJIbOBY CIOXHBAIbKY
ayJIUTOPIIO HaIllJIeHA TX MTISIbHICTD.

Buknao ocnosenozo mamepiany.

B OCHOBI 1€papXiyHOI XapaKTepUCTUKH bByJAMHKIB MOIM 3HAXOASATHCS
TU3aiHePChKl BN (adpuK 3 BUPOOHUIITBA Ta BUITYCKY MOJIHOTO OJSATY, SIKI JI0
BynuHkiB MOIM MarOTh TIIBKM TaKe BIJHOIIEHHS, IO CHIBIPALIOIOTh 3 JCIKUMHU
BIJIOMUMU KYPIOPhE€ Ha MPEAMET PO3POOKU OKPEMUX MOJENICH 0Ty (SK MpaBuio, Ha
OCHOBI 00pa3iB, CTBOPEHUX HUMHM K CAaMHUMHM B paMKax KoJjekiii Bucokoi Mmoan), abo
BUTOTOBJISTFOTh MOJTHI MOJIEJI OJITY HA OCHOBI (hpaHUAM3UHTY. 3 1HIIOTO OOKY, caMe
Il KaTeropis cyO'€KTiB 1HIYCTpii MOAM aCOIUIOETHCS 3 11 MPOMHUCIOBOIO 1
CKJIaZIOBUMU O13HECY: BOHM B3a€MOJIIOTH 3 PI3HUMHU MIJANPUEMCTBAMHU JIETKOI 1 HE
TUIBKU TPOMUCIIOBOCTI, TOPriBieto, iHdopMaliitHowo cheporo.

JuzaitHepchkuii  OpeHJy B cydacHoMmy fashion-Gi3Heci - 1€ CyKYITHICTh
11eHTU(PIKYIOUMX €JEMEHTIB, SKI CHPUSIIOTh XapaKTEPHUCTHUI[l TOTO YH 1HIIOTO
cy0'ekTa 1HIYCTpIi MOJIM, a TAKOXK MOJHOTO MPOAYKTY, K1 BiH BUpoOssie Ha fashion-
PHUHKY.

[Ipu tpoMy ciijg BpaxOBYBaTH, IO JUIsl KOKHOI'O CErMEHTY PUHKY MpPOBIJIHI
ByauHku MOAM CTBOPIOIOTH BIIACHY BEpCilo aTpuOyIii AM3alHEpPCHKOrO OpeHny,

CKOPUTOBaHy Ha I[IHOBY KaTEeropitd MOJHOrO MPOAYKTY 1 IIbOBY ayAUTOPIIO



cnokuBaya. Kpim Toro, By iuHky Moau 3 BiJIOMUM 1 MOBakaHUM 1M'siM, OCOOJIUBO Ti,
K1 BXOJSITh B €MITHUN cnucok «Haute couture®» miHyIOTH CBiMl IMIJDKEM KYTHOPBE 1
HAMararoThbCid HE 3MIITyBaTH HWOTO 3 BUPOOHUIITBOM OSTY, XO4U 1 MOJHOTO, aJie
MacOBOTO BUPOOHHUIITBA.

[Tpuknagom mpoMy ciaykuTh Ha3Ba OpeHmay «Chanel Haute couture», ska B
bynuaky moau IllaHenb BHKOPUCTOBYETHCA TIIBKH IS 1ACHTU(DIKAIT KOJIEKIIIH
«BHCOKOi MOJIM», MOJIETIl SIKO1 CTBOPIOIOTHCS 32 1H/IMBIMyaJbHUMHU 3aMOBJICHHIMU 1
KOILITYIOTh, BIAMOBIAHO, ayXe noporo. [Ipu npoMy MHUPOKO BiAOMO, 11O TOJOBHUIMA
muzaiinep bymunky «lllanens» Kapn Jlarepdenpn (mig erimoro byawmaky momu
«I1lanenb») HE TUIBKU CTBOPIOE KOJIEKIII OJSTY PI3HOTO KJIacy 1 MpU3HAYEHHS, aje 1
CHIBIPAITIOE 31 IMBEHHUMU TIAIPUEMCTBAMHU B PAMKax MPOEKTY «MaCTK».

AHaniz ¢hopMyBaHHS TU3aMHEPCHKUX OpEH]IB HAWOLIbII aKTUBHUX CYO'€KTIB
1HAYCTPii MOJM CbOTOHI 103BOJISIE KOHCTATYBATH, 1110 MEpeBa)kHa iX OUIBIIICTh Ma€ B
CBOiH Ha3B1 IM'st 200 MPI3BUIIE 3aCHOBHUKA By AMHKY MO/IH, SKOMY HaJleKaTh OpeHIn
(Dior, Chanel, Hugo Boss i 6araro iHmmux). Came nei kputepiid B Ha3Bl OpeHay
MOJIHOTO OJSTY BHJUISAE€ JU3aHEPCHKUI OpeHJ B CBIAOMOCTI MOTEHIIHHOTO abo
MOCTIMHOTO CIOXHUBaya, a TAKOK HA PUHKY MOJIHOTO OJIATY.

Jlo aTpuOyTUBHUX KOMIIOHEHTIB JW3alHEPCHKOro OpeHay, sIKI HaJaroTh
MOJKJIUBICTh (POPMYBaHHS JIOJAHOI BAPTOCTI HA MOJHUN TPOIYKT, CIIiJl BiTHECTH
Ha3By OpenAay («brand name»), Mmapka Openay («brand mark»), a Takoxx mMaTepiaibHi
1 HeMaTepianbHi aCIIEKTH.

Jlo MarepialbHUX AacHEeKTIB BIJHOCUTHCA BIJIACHE MOJHUN MPOAYKT, SKUN
BupoOnsie  bynuHok  moam,  GyHKIIOHAIbHI, €CTETUYHI, KOHCTPYKTHUBHI,
eKCIUTyaTalliiiHl Ta 1HII Horo XapakTepucTUKH. /[0 HemaTepiaJbHUX acCIEeKTIiB CIif
BITHECTH HAJIAHICTh, JIOBIPY CIOKHBAa4a, TMCUXOJOTIYHUI BIUIMB HAa CIOXKHBAya,
JOSUTbHICTh 200 CXMJIBHICTHh 3aC001B MacoBoi iH(popmarlii, 30kpema. Y CBOIO 4epry,
J0/1aHa BapTICTh OpeHIy COpusie 10 MEPETBOPEHHS 1MEHI OpeHAy B OpeHI0BUI
kamitan («brand equity»), TUM caMUM CHOPUSIOYM IiJBUIEHHIO PUHKOBOi Baru
BCbOro byamaky ™Moau. [HmmMMEU cloBamMu, «KOHKYPEHTHY TiepeBara» OpeHmy

3a0e3MeuyoTh ~ MaTepiajibHi 1 HeMaTepialibHI ~ XapaKTepUCTUKH, a TaKOX



IHAUBITyaJIbHI CTUJIICTUYHI 1 IPOEKTHI 0COOJIMBOCTI KOXKHOTO OpEHTY.

Excnieptu y cdepi CBITOBOro puHKY AM3aHHEPCHKOrO OPEHIOBOTO OMSATY, SIK
HEBI'€eMHOT 1HIYCTpii MOJHU, cepeJl OCHOBHUX HOTr0 OCOOJIMBOCTEN BUAUISIOTH
MOTYTHIO KpPEaTUBHY CKJIAJOBY, 3aCHOBaHy Ha I1HAMBIAyaJlbHOMY IOTEHINal
TBOPUOCTI  XYJOKHHUKIB-MOJIENbEPIB 1 nu3aiiHepiB. 3a 100-piuHy icTOpiro
CTAaHOBJICHHSI 1HAYCTpli MOAM c(OpPMOBaHI MNPUHUMIM 1 METOAU YIPABIIHHS,
KOMIUIEKCHa cHCTeMa auBepcudikaiii 1 MapKeTHHIOBHX KOMYHIKaliid B Mpolect
PO3BUTKY TU3aMHEPCHKUX OpEeHIIB.

[IpuiiHATO BBa)KaTH, N0 BCECBITHHOBIIOMI JU3aiHEPChKI OpeHIIU B 1HAYCTPIi
MOJIM MOYKHA CIIBCTaBUTH 3 TJIOOAIBHHUMH TPOMHUCIOBUMHU YH CIOKWBAIIBKUMHU
Opennamu. Pazom 3 TuM, oTenep HeMae KOHKPETHUX PEKOMEHJallii 010 TOTo, 10
HEOOX1THO BpaxOBYBAaTH MPU yIPABIIHHI KOMIUIEKCHUM JIU3aHHEPCHKUM OpeHIoM, 1
K1 TPUHITUIN 3aKJIaJIaTd B CTBOPEHHS HOBUX YCIHINIHUX JIU3alHEPCHKUX OpEHIIB,
30KpemMa - B IHIyCcTpii Moau (auB. Tabu. 1).

Cneyudgpika ouzaitnepcokux 0Openoie <«Haute couture’ Ha TaHOMY eTarll
nonsrae 'y ¢opmanbHux o3Hakax. Cepenx Hux - 90% pyuHoi pobotu mnpu
BUTOTOBJICHHI MOJIEJIEH OJIATY 1 aKCeCyapiB Ta 1HAUBITyami3allis MOJCIICH; YICHCTBO
B Chambre Syndicate des couturies (Cunnukat (Ilamara) Bucokoi monu, mo 1973 -
Federation du Haute Coutute, mpodcminka Xym0KHUKIB-MOICTHEPIB). [HIIAMHU
00OB'A3KOBUMH BJIACTUBOCTSIMU JHM3alHEpPChKUX OpeHAiB, 1m0 HanexaTh Haute
couture, € po3mimieHHs B [lapuxi, mo mae Ha yBa3i opucAukiio OpaHIly3bKOro
JenapTaMeHTy MPOMHUCIOBOCTI (BUKIIOYEHHSIM € bynunku wmoau Versace 1
Valentino), opranizaiiis mokasiB KOJEKI[IH MOJHOTO OJIATY IIOCE30HHO (JIB1Yi B PiK),
B KOXKHOMY I10Ka31 - HE MEHILEe 35 HapsIiB.

Tabmnis 1

XapakTepucTuKa HAyCHIIIHIIIUX JU3aiiHepCbKUX OpeHIiB B Pi3HUX

KATeropifix Ta CerMeHTax CIHOKUBYOr0 PUHKY iHAYCTPIl MOaH

(3a pesyabTraramu 2013 poky)

openn bynunky crienudika OpeHIy cnerudika cnerudika 1udy3HOTO
MOJTH Haute couture OpeHnmy OpeHpay




1

2

prét-a-porter
3

4

CHANEL - Mojuuii ByuHOK Prét-a-porter de - MaKCHMi3aIlis
(www.chanel. com) | BxomuTb 1o Ilapusb-xoro | luxe: npuOyTKiB 3aBIISIKH
CUH/IUKATY BUCOKOI MOJIH; 3aITy4eHHIO0 HOBOTO JIISI
-HEeBeJINKa .
. . TU3aHHEPCHKOTO OJIATY
TOJIOBHUM TU3aliHep .- o
- npoaykuis'Haute CEepiNHICTIO
CTIIO)KMBAYa,
bynuHky Mmoau — " ..
couture" moBUHHA OYTH MoJIeTIeH;
Kapn Jlarepdensa .
BUTOTOBJICHA HE MCHIIIE, - Bi10yBa€eThCs
. -y’)Ke BHCOKa
HiXK Ha 70% y MIOIIMPEHHS 3HAHHS PO
.. | AKiCThMaTepiais,; . .
BpYyUYHY(BUIINBKA,aTUTiKaIll TU3aiHEPChKUI OpeHn ;
1); :
-CTaHJapTHI .
- 3aXHUCTY BiJT 37TUTTS 3
03MipH OJIT
- B Mognomy byauHky p PH OALY, MaCOBUM PUHKOM OJISITY;
NPUIAHATI B KpaiHi
MMOBUHHO TPAIIOBATH HE
. BHPOOHMKA
memte 20 oci0; p - BKJIIOYAIOTh B ce0e
Jean Paul JpyTi 1 TpeTi JiHii prét-a-
: - 7IBa pa3u B pik HeoOXxigHO | Prét-a-porter:
Gaultier ABa p p A porte, a TaKOX
i MIPEICTABIISTH : .
(www.jeanpaul BY3bKO( YHKIIIOHAJIbHI
. MDKHaApO/IHIN mpeci nmoka3( | - 36epirae o
gaultier.com) POz p ( P JIHII;

He Menire 50 Mozenei); T'OJIOBHI CTHUJIBOBI

o o eJIEMEHTH 3 Hilll .
TOJIOBHUH JU3alHED - IIOCTIHE NTONIOBHEHHS
- Gromker bynumky Haute couture 1
bynunky moau — . po31piOHOT TOpTiBIi

Bucokoi Moau, sk cét-a-norte de
Kan-Ilons I'oTbe P P JTU3aMHEPCHKUM OJISITOM;
npaBuio, ckinamae 15-20

luxe;
MUIbHOHIB (PpaHKIB HA PIK;

VERSACE

(www.versace.com)

-Tiporarasaia

- mrab-KBapTHpa, OYTIK, - mudy3Hi OpeHIN JIETKO

CCTCTHKHU Ta

atenbe B [laprxi; CTBOPIOBATH 1 JIETKO

dinocoii
NpUOHMpATH 3 PUHKY, HE
% % - acTthb v THXKHAX HITV,
TOJIOBHHIA TU3aiiHED y4 y OpeHmy; 3ABJIAIOUH MIKOJH GPEHITY
— Bucoxkoi moau B [Tapmxki ,
bynuuky Monu A p prét-a-porte;
I[oHaTenna Bepcaqi (CiquI), JIHHGHB); - 3aJ0BOJICHHA

coILiaJbHUX 1 . ,
. . - - - r
- moxiOHi byauaku Mog - Oydep mix prét-a-porte

CTaTyCHHX )
g 1 OJISITOM MacoOBOT'O
30UTKOBI MIANPUEMCTBA, C
ambiuit BUPOOHMUIITBA;
VALENTINO | amke Butpary Ha . p >
BUCOKOIOX1THAX

(www.valentino.com) | KOCTIOMH,IIOKa3KHa OaraTo
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BHIIIE JJOXO/IB 32 MPOJIaXK COLIAJIbBHUX - TOJIOBHUM TU3aHED
TOJIOBHI TU3aifHepU | MOAIOHOT "eKCKII03MBHOI" | KJIACIB ; Hece MiHIMaJIbHY
bynunky Mmoau — MPOIYKIIii BIJITOBIAAIBHICTE YA
Mapis I'paris - IEMOKPATUYHHIA | B3arali He 3aIisTHUH B
Ksropi Ta MAX1J 10 BUOOPY | MpoIieci CTBOPEHHS
[Tsepo [Taomo TKaHUH 1
ITikkomi MaTepiaiis

CporosiHi KUTTE3AATHICT, byauHKIB, 1m0 (YHKIIOHYIOTh B cerMeHTi Haute
couture, 3AIMCHIOETHCA, B OCHOBHOMY 3a pPaxyHOK KOMIUIEKCHOT 1HAYyCTpii
napgymepii, akcecyapiB 1 OCBOEHHSI PUHKY BUPOOHHULITBA TOTOBOIO OJAry. [4, 68-71]

3 iHmoro 60Ky, OyIy4H CTHUJICYTBOPIOIOYOIO JIAHKOKO ISl 1HAYCTPii MOIU B
oMy, nau3aHepcbki Openau Haute couture mokiukaHi 30epiratv, po3BUBATH 1
TpaHC(OPMYBATH YHIKQJIbHI Tpaguuii IHIYCTpii MOIM JUIsi MallOyTHIX MOKOJIIHb
U3aiiHepIB 1 CHOXKMBadiB. Y CTPYKTYpl K BU3HAYEHOTO KOHKpPETHOro bynuHKyY
MOJIM, SIKAUW HaJIUIeHU a3aiiHepchkuM Openjom Haute couture, BiH BUKOHY€E pOJIb
HalOLIRIm eheKkTHBHOTO pekiaMHoro i PR-cexropa. [5] — [8].

Cneyugpixa  Opendie  prét-a-porter  xapakTepuszyeTbCsl  HIOQHCHOIO
KJacu(ikallero, B KA BUAUISIOTHCS TaKl HAIPSIMU A1SUIBHOCTI:

o prét-a-porter de luxe - HaifuacTimie, 3 BAKOPUCTAaHHSIM IMEH1 JU3aiiHEpa B Ha3B1
OpeHy, MOJHUN TPOIYKT XapaKTepU3y€EThCS MAJIOI0 CEPIAHICTIO 1 BUCOKOIO
SIKICTIO BUTOTOBJICHHS,;

« designer ready-to-wear de luxe - J1HIT BUTOTOBJICHHS TOTOBOTO OJISTY;

o premier Designer abo Young design ready-to-wear - JiHii TOTOBOTO OASATY,
CTBOpEH1 MOJIOJIMMU JAU3aitHEpaMHu.

Byayun KBIHTECEHIIII0 TCUXOJOTIi KOXHOTO KOHKPETHOro byaumHKy Mojwu,
Openau prét-a-porter BceOIUHO BUKOPUCTOBYIOTH KPEATHBHI 3HAXIAKH 1 MPUIOMHU
POEKTYBAHHS Ta MapKETUHTY, B OCHOBHOMY OPIEHTYIOUMCHh Ha cdepy peKiIamMu Ta
CTUMYJIIOBAaHHSA MpoJaxy. TuM caMuM Taki OpeHId aKTUBI3YIOTh JISJIbHICTH

JOTIOMDDKHOTO CETMEHTY 1HAyCTpii Momau. Y coImaJibHOMY acmekTi prét-a-porter




BIJIMOBIJAIOTh TOTpedaM JEMOHCTPATHUBHOIO CIIOKMBAHHS PI3SHUMHU KaTEropisiMu
MOKYIILIIB, 33JI0BOJICHHS 1X €€ro» B 3aBUIIEHIN COLIANIbHIN 11eHTUdIKaIli.

Cneuyudgpika oughysnux opendie B CydacHiil 1HIYCTpil MOIH pEaATi3yeThCS B
came Ha3Bl (aHri. «diffusion lines» - miHIT PO3MOBCIOMKEHHS, MOXOAUTH BiJl Ha3BU
mudy3Hoi  Teopii «diffusion theory», omHi€l 3 OCHOBOIIOJIOXKHUX TEOPIii
PO3MOBCIOJKEHHSI MOJHHUX I1HHOBAI[Id B CYCIUIBCTBI) 1 PO3KPUBAETHCA B POOOTI
IMCHUTUX  JW3alHEPIB 1 XYJIO0KHUKIB-MOJUILEPIB  HaJA  aJanTOBAaHUMH  JI0
IIPOMHCIIOBOTO BUPOOHUIITBA 1 MACOBOTO CITO’KMBAYa CBOIX JU3AMHEPCHKUX TBOPUHX
i7eil 1 po3poOOK, MPOTE BXKE TiJ BUIO3MIHCHHM IM'SIM JTU3alHEPCHKOTO OpeHy.
Jlesiki 3 Takux OpeH/IIB B pe3ysibTaTl CBOET AISUIbHOCTI CTAIM HACTIIBKH YCIHIIIHUMH,
o HaOyJau CaMOCTIMHOI MepUIOpSAHOI 3HA4ymocTi (Hampukiaa, Miu Miu, sika
cTBOproBanacs sk audysHa diHia byaunky moaum Prada, anme 3aiiHsuia caMOCTIMHY
3aTpeOyBaHy Hilly B cyyacHoMy fashion-puHKy).

Jlesiki aHAMITHKU 1HIYCTPii MOJM BBaXKarOTh, MO AUGY3HI OpEHIN 3 MOTIISITY
MPECTIKHOCTI € TPUHIMIIOBUM PO3JITFHUKOM MIXK Kareropismu prét-a-porter ta
MacOBUM BHUPOOHUUTBOM OAATY. 3 MOTJSAY MApKETHHIOBOI JOLIIBHOCTI, AU(Y3HI
niHil BynuHkiB Moau 3a6e3nedyioTh Oe3nepepBHE MOMOBHEHHS KOJIEKIIN OfsTy, 110
3HAXOJATHCS B PO3APiIOHIN TOPTiBIi, MOACISIMU U3alHEPCHKOTO ofsry. Kpim Toro,
TU3aiiHEpChbKl OpeHAM JIETKO 3aMilllaTd Ha MOJIHOMY pHHKY, 0€3 IIKOIu ISt
TIN3aHEPCHKUX aBTOPCHKUX OpeHiB abo s iMeHI byJauHKy MOJu, SKOMY BOHH
HAJIeKATh.

MonHi poAyKTH, CTBOPEHI MiJ] €TiI0I0 OJHOTO OpeHIy, HE3aJeKHO BiJI TOTO,
AKUMHU SIKOCTSMU BOHU HAJUICHI, NPUMHATO HA3MBAaTH <«MapoyHUM MopTdenem>
(brand portfolio). B imeani, BiH BkItouae BCi OpeH/H, B paMKaX SIKUX CTBOPIOETHCS
MOJHUM OAT PI3HUX KaTETrOpi.

[Iparnennst mo nmuBepcudikaimii nu3aitHEpChbKkUX OpeHAIB Ha moyaTky XXI
CTOJIITh CHPHUSJIO CTPYKTypHU3amii MpPOBITHUX bByaWHKIB MOAM B KOHTEKCTI
OPUHIIMIIOBOI ~ PO3POOKM  JIEKUIBKOX  JIIHIM ~ MOJHOTO  OJArY, BKIIOYAIOUU
BY3bKOCIIEI[1a1130BaHI.

VY3aranbHEHO MPOEKTHI Ta MAPKETUHTOBI 3aBJaHHs AUPY3HUX AU3AHHEPCHKUX



OpeH/1B MOXHa CHOPMYJIIOBATH TaK:

30UIBbIICHHS MPUOYTKY, 3aBISKH 3aTy4YCHHIO HOBOTO CIIO)KHMBayda, 3 MEHIITUMU
I[IHOBUMH aMOII[isSIMH, aJie¢ BEJIUKOK MOOUIBHICTIO IIOJI0 CIPUMHATTS MOJHUX
1HHOBAIIIH;

PO3IOBCIO/KEHHS 1H(pOpMaIIli Tpo Ju3aiiHEepChKUi OpeH T cepe1 MOTESHIIMHUX
CHOKHMBAa4iB 1 CTBOPEHHA CHOCOOY TMOCTYIOBOIO 3aJly4€HHS CIIOKHBayiB
HUKYOTO CETMEHTY MPOAYKIlii B KATETOPII0 CIOKUBAYiB MOJHOTO OASTY Prét-
a-porter (Ha miACcTaBi 3MIHU COIIaJILHOTO CTAaTyCy a00 CIOKHMBAIIbKUX amMO1Iin
MOTEHIIIMHUX CIIOKHUBAYiB);

3a0€3MeUeHHs] 3aXUCTy JM3aMHEPChKUX OpEHIB BijJ TOTJIMHAHHS PUHKOM
MacoBOI'0 OJfITy, CyMIIIalo4d B COO0l TepeBard MPOTHIICKHUX CETMEHTIB
fashion-punky.

Bucnoexu i nepcnekmueu nooanvuiux po3eiook. Ha oCHOBI pe3yJsbTaTiB

aHani3y (QYHKIIIOHYBaHHS JAU3aWHEPCHKUX OPEHJIIB PI3HUX KATEropid Ha Cy4yaCHOMY

fashion-punaky, gominbHO Cc(hOPMYIIOBaTH JE€KUIbKA KPUTEPIiB MPHUHIMIIOBOI

BIJIMIHHOCTI MOJIHUX JIIHIH, CKJIaJIOBUX €UHUNA MapoyHuii mopTdens (aus. Tadm. 2):

111 CTBOPEHHS 1 MIATPUMKH BU3HAYEHUX AU3aWHEPCHKUX a00 KOPIOPATUBHUX
JHIA B 1HIYCTPil MOJIH;

crienndika po3poOKH 1 BUPOOHMUIITBA MOJHOIO TMPOAYKTY B TICBHOMY
CHOYKUBAIbKOMY CETMEHTI;

I[IHOBA MOJIITHKA By IMHKY MOJIH MO0 KOKHOI 31 CTBOPIOBAHMX JIiHIM;

CTYMiHb YYacTl NPOBIIHOIO XYJOXKHUKa-MOJelibepa abo apT-IupeKTopa
ByauHKy Moau y CTBOPEHHI MOHOTO MIPOAYKTY;

NPUHIIMITN BUKOPUCTAHHS IEBHUX BUJIB MAPKETUHTOBUX KOMYHIKAIIii.

Taomung 2

Kaacugikanisi KJ11040BUX NapaMeTpiB BcepeInHi IM3aiiHEPCHLKOro OpeHay

Coepa [Tapa- Haute couture Prét-a-porte Hdudysni CriBrpans 3
cTpaterii | MeTp OpeHIu mass-market
1 2 3 4 5 6
Crabinizyrounii OcHoBHE Hpyropsinne
bakTop as Snpo 6penny JKEPETO JKEPETO




fashion 6izuecy JIOXOJIiB JIOXOJIiB
B LIUTOMY
KBinTecenmis KBinTecentis Buxin va puHOK | Buxin Ha puHOK
CTHITIO OpeHJa dinocodii Openay | mix iHgedika- y CKJIagi
Konmenr [im IAHIM KoJrabopartii
JIEHOIIOM, 1110
BIZIPI3HAETHCS
BiJl prét-a-porte
Buxin Ha puHok | Buxin Ha puHOK Buxin Ha punok | Buxinx Ha puHOK
i Tu3aiHep- i i miJ COIIbHAM
CBKMM JIEHOI0M, | TM3aliHEPCHKUM TM3aHEPCHKUM | JIEHOIOM
aKIICHTYIOUN nendIoM nendioM (mu3aiinep-
MIPUHAICKHICTD BUPOOHHK )
no Haute
couture
CnyxutsPR Ciyxuth 3axucr BiA [Tommpenns
[UIAM KoMOaHii | OIOKETHUM 3JIUTTS 3 Maco- 3HaHb PO
IIIM KOMIIaH11 BUM PUHKOM, OpeHn cepen
oydep Mmoamn HOBUX
CHIOYKUBAYiB
1 2 3 4 5 6
70% py4uHOi Apanrariis Apanrariis mia Anarrramis mig
ITpoaykt | Crnenu- | mpaui npu i1 CTUIIICTUYHI | (DyHKIIIOHAJIb- €KOHOMIUHICTb
dika BUTOTOBJICHHI 0COOIMBOCTI HICTb
BHUpOOIB
Mogeni ogsry CrannaptuzoBaHo | MoX/IUBICTh CtBOpEHHS
BUTOTOBJISIIOTHC | ~TUTIOJIOTIYHA CTBOPEHHS JIIHIN | TW3alfHEPCHKOTO
A 110 pO3MipHa ciTKa OJIATYy Ha OJIATY IS
IHIUB1TyaTbHUM HECTAHIAPTHY MAacOBOTO
MipKam birypy TTOKYTITIS
[Iponykr Burorosnenns 1 | Peamizaris [Tponax ®paHyYaii3uHTOB
peastizariist KOJIEKIIIT 3a JiTeH3ii Ha 1 JoroBopa




HOBHICTIO
KOHTPOJTIOETHCS

MOJIHUM JTOMOM

JIOTTIOMOTOF0
(bpaH4Yaii3UHTOBH

X JIOTOBODIB

BUI'OTOBJICHHA

Ta peanizalito

Hu3zaitaep Huzaitaep Binmosinaneric | BigmosinanbHic
MapKu Hece po3aisie Th Hece Th HeEce
VYyacTe | MOBHY BiANOBI- | BIANOBIJANbHICT | BUPOOHUK, BUPOOHUK,
Iu3aiiHe | ManbHICTH 32 3a CTBOPEHHSA JIu3anHep JI3anHep
pa JIM3alH 01Ty KOJIEKIIIT 3 npuiimae punMae
TBOPYOIO TPYIIOI0 | MIHIMAJIbHY MiHIMaJIbHY
y4acTh y y4acTh y
nporeci nporeci
Kynbrypna i ¢i- | Hosnosiku Ta Cepenniii kitac | JIroqu 3
[Tokymiii | HAHCOBO - MPO - | KIHKH 3 BUCOKUM CepeIHIM
MUCJIOBA €]TiTa | JOXOJIOM JI0X0ZI0M
[linoBa | 12000-65000 $ 5000-12000% 1000-5000% 300-100%
MOJIITUKA
UYucra | He npuOyTkoBo 25% 65% 85%
Mapxa
1 2 3 4 5 6
[Tpomaxi - (hipmOBI -IOMIHYIOTb - OnToBi
Opraniza | MOXJIUBI TUTbKHA | OyTHKH; OIITOBI MPOAAXKi; | MPOJAXKiI y
-11ist B CAaMOMY -paHYai3uHTOB] | -JIiIEH31] Ta MarasuHax
Micie | mpomax | MOAHOMY JIOTOBOPH; (bpanunsy; BUPOOHUKA
JIOM1,0TITOBOT -TIPOJIAX JIILIEH31i; | -TpoJIaX B
TOPTiBJIl HEMA€ | -ONTOBA TOPTiBISl | MyJIbTUOPEHIOB.
Byrikax
IToxa3 Ha ITokas Ha CrnemiamizoBani | Cienudivni
IIpocyBa | Fashion | meminsax momu CBITOBUX HEIUISAX | BUCTaBKHU MTOKa3H,IIPE3EHT
-HHS 10y haute couture MOJIU prét- a-1ii
a-porte
[Iupoko TupaxyeTbcs B [ToTpebye [Iupoko




3MI tupaxyerbea B | CMI, doro sk 3 CHEI1aJIbHOTO TUPAXYEThCS
CIIeliali30BaHM | MOJIYMY TaK 1 dbopmary Ta KOMITaHi€0-
x CMLB CTYAIIHI,0OCHOBAa | IHAMBIYaJbHOI | BUPOOHUKOM,IH
OCHOBHOMY JUTSL pEKJIIAaMHUX KOHIIEII T TUBITyaTbHA
BUKOPHCTOBYIOT | KaMIlaHii KOHIEMIIis
b (oTorpadii 3
HoJiyMy
H&M +Karl
Chanel Haute Giorgio Armani Emporio Lagerfeld;
IMpuksaau Couture Donna Karan Armani H&M+ Stella
Dior Haute Kenzo Femme DKNY McCartney;
Couture Kenzo Jungle H&M + Viktor
Givenchy Haute & Rolf;
Couture Gap+Valentino.

[Ipote, He AMBISYKMCH HA BCl BIAMIHHOCTI, B Cy4aCHUX yMOBax rioOaiizaiii
IHIYCTpli MOAM, JBa KAapJUHAIHHO MPOTHIICKHUX CETMEHTY OpeHIiHra - JIFOKC-
IHAYCTpIA Ta Mac-MapKeT WIYKAalOTh LHUISIXW HE TUIbKA B3a€MOJli, aje 3JIUTTA s
PO3IIMPEHHSI CBOTO BIUIMBY Ha HOBI IUIBOBI IPYIH CIOKMBAaYa 1 3aBOIOBAHHS HOBUX
PUHKIB 30yTy CBO€I npoaykilii. CHHTE3 BCECBITHROBIIOMUX JU3aHEPCHKUX OpEH/IIB
3 BYJMYHUMHU TEHACHIISIMHU 1 MOJHUMHU 1HHOBALISIMU CTa€ BCE OUIbII MOMITHUM 1
MacoBHM SBHIIEM B 1HIycTpii Moau. Bmepme, B 2004 porii, moBHOMAacIITaOHY
odiliitHy Kosiabopallito Ju3ailHEpChKOI MAapKU KJacy <JIIOKC» Ta MOJM MAacOBOTO
cnoxkuBaHHs 3aiicauiu Kapn Jlarepdenbn (ronoBHuit nusaitHep bBynuHky monu
«IIlanens») Ta ToproBa mapka H&M (Bu3HaHuU# Jifep BUPOOHUITBA MPOMHUCIOBUX
KOJIEKI[IH MOJHOTO OJAry). 3 TOro Yacy JaHa TEHACHIS PO3BUTKY MOMIOHUX
KoJTa0opallii po3BUBAETHCS TaK AKTUBHO Ta PI3HOIUIAHOBO, IMIO B HEIAICKOMY
MailOyTHPOMY MO’KE€ CTaTH OCHOBOIO JIJIsl HOBOI KOHUEMI[IT PO3MOBCIOIKEHHSI MOJHUX

1HHOBAIIIH B CYCITUIbCTBI.
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