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Abstract: Our article is devoted to the issues of forming and implementing
brand strategies both in the domestic and international markets. It examines the
key stages of brand building when entering new markets, including target
audience analysis, marketing strategy adaptation, development of a unique value
proposition and brand reputation management. Particular attention is paid to the
challenges and opportunities that companies face in the process of expanding
their geographic presence, as well as the differences in approaches to branding
at the local and global levels.
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Annomayusn: Hawa cmamvs noceswena sonpocam ¢hopmuposarus u
peanuzayuu cmpameuti OpeHoa KaxK Ha 6HYMpeHHeM, MaK U Ha MeHCOYHAPOOHOM
puiHke. B Heil paccmampusaromces Knouesvle dmanvl HOCMpPOeHUs. OpeHoa npu
8bIX00€ Ha HOBble POUIHKU, 6KJIIOYas AHAIU3 L;@]Z@GOIZ aydumopuu, aaanmauwo
Mapkemuﬂeoeod cmpamezuu, pa3pa60ml<y YHUKAJIbHO2O UEHHOCMHO20
npeonoxcenus u ynpaesienue penymayueti openoa. Ocoboe sHuManue yoeisiemcs
6bl3060AM U BO3MOHCHOCMAM, C KOMOPBbIMU CMAIKUBAIOMCA KOMNAHUU 6 npoyecce
pacuupenus 2eocpaghuu c80e2o NPUCYMCmeus, a maKice paziuydusim 8 H00Xo0ax

K OpeHOUH2Y HA IOKATbHOM U 2100AIbHOM YPOBHSX.
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Knrwouesnie cnosa: openo, cmpamezusi bpenoa, mexcoyHapoOHblil PbIHOK,
BHYMPEHHULl  PbIHOK, NOCMpOeHue OpeHod, 6blX00 HA HOB8ble PLIHKU,
MapKemuHeo8as cmpameus, yeneeas ayoumopus, ynpasieHue OpeHOOM,

aoanmayus 6peHoa.

Introduction. In today's globalized world, the role of a brand is becoming
a key factor in a company's success. Competition in domestic and international
markets forces companies to pay special attention to the development and
implementation of strategies aimed at creating a strong and recognizable brand.
An effective brand strategy allows you not only to stand out from competitors,
but also to build long-term customer loyalty, which is critical in a dynamic market
environment. Entering new markets requires companies to more deeply analyze
and adapt existing approaches to branding. It is necessary to take into account the
cultural, social and economic characteristics of target markets, as well as develop
unique value propositions that can attract a local audience. This article examines
brand strategies in the domestic and international markets, as well as the key
stages of brand building when entering new markets. Particular attention is paid
to analyzing the factors influencing brand success and considering practical steps
that companies can take to strengthen their competitiveness.

Main part. In the domestic market, branding is aimed at strengthening the
company's position among existing consumers and developing a sustainable
Image. The main objectives are:

- Understanding the target audience. A deep analysis of consumer
preferences, values, and behavior allows you to create relevant offers.

- Forming a unique positioning. The brand should stand out from the
competition due to a unique value proposition that is understandable and close to
the local audience.

- Maintaining trust and loyalty. Regular work with clients through loyalty

programs, quality service, and feedback helps strengthen relationships.
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- Marketing communications. The use of various channels, including
traditional and digital, allows you to effectively convey brand values to
consumers.

In the domestic market, companies often focus on developing long-term
strategies that are based on an understanding of cultural characteristics, local
traditions, and purchasing habits.

Entering the international market requires a more complex and
comprehensive approach. The main aspects of brand strategy include:

1. Analysis of the international environment. Researching the cultural,
economic, political, and legislative characteristics of the target market helps to
avoid mistakes in communication and positioning.

2. Brand adaptation. In some cases, a brand needs to adapt its logo, slogan
or products to meet the expectations and preferences of new consumers.

3. Global positioning. Creating a unified brand image in all markets that
preserves key values, but takes into account local features.

4. Reputation management. The company's public image in the
international arena requires constant monitoring and control.

The key difficulty of working in international markets is the need to
balance between unification (global brand identity) and localization (adaptation
to specific markets).

The process of building a brand when entering new markets includes the
following stages:

- At this stage, an analysis of the competitive environment, target
audience, cultural and social characteristics of the market is carried out.

- Selection of an entry model: direct investment, franchising, partnership
or other forms of presence.

- It is necessary to take into account local preferences so that the brand's
offerings meet consumer expectations.

- Developing localized marketing campaigns taking into account the

linguistic and cultural characteristics of the target audience.
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- Gradually expanding and strengthening market positions through active
interaction with customers and partners.

Thus, a successful brand strategy in domestic and international markets
requires a comprehensive approach that combines in-depth market research,
flexibility and a long-term vision. Effective brand management allows a company
not only to strengthen its position, but also to achieve sustainable growth in the
context of global competition.

Conclusions and offers. Successful branding strategies in domestic and
international markets require careful adaptation of the brand to the cultural,
economic and social characteristics of the target audience. Brands must take into
account local preferences in order to be relevant and attractive. In a highly
competitive environment, the key element of the strategy is to create a unique
value that the brand offers to consumers. This can be done both through
innovation and through a deep understanding of the needs of its audience.

In international markets, it is important to maintain a global brand identity,
but at the same time use localization to ensure successful communication and
brand perception in different countries. Universal brand qualities must be adapted
to local conditions.

At the first stage, it is important to study the cultural and economic
characteristics of the target markets, as well as to understand the preferences and
behavior of consumers. This stage includes defining the brand's mission, values
and unique offerings that will meet the needs of new markets.

Includes translation and adaptation of marketing materials, packaging, as
well as changing positioning for better perception in the new market.
Implementation of marketing and advertising campaigns taking into account the
characteristics of the new market, using local communication channels.

In the digital age, brands must actively use online marketing, social media,
and platforms for creating personalized content, which allows them to interact
more effectively with consumers in different markets.

Suggestions:
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Companies must develop brands that can be adapted to different markets,
taking into account the changing needs and preferences of target groups.

It is important to find a balance between global and local trends so as not
to lose the universality of the brand, while ensuring its relevance to consumers in
different countries.

To strengthen the brand's position in international markets, it is worth
investing in brand ambassadors at the local level, which will help build trust in
the brand and strengthen its identity in a new cultural environment.

The introduction of innovative technologies in marketing and sales
processes (e.g. artificial intelligence, Big Data) can significantly increase the
effectiveness of the brand in international markets, improve interaction with
consumers and increase the level of personalization.

It is important to regularly monitor the market reaction and be ready to
make changes to the brand strategy depending on changes in international markets
and changes in consumer preferences.
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