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In the assortment policy, it is developed and actively used by all leading firms - 

this is branding activity. EnterpriseJV OOO "Siyob sahovati" among other 

recommendations, we consider it necessary to form a program of activities for the 

development of the brand. This activity is already used in the Siyob group of 

companies under the Pure Milk brand. In addition, the modern literature describes the 

main materials on the creation and expansion of branding activities, in this section we 

present materials from foreign companies that successfully work with the brand. 

A trademark carries a certain set of properties, benefits and services to the buyer; 

it serves as an emblem that informs consumers of some information about the product. 

A trademark can carry up to four different meanings: 

1. Properties. A brand is associated with certain properties of a product. In 

advertising, a company can use several properties of its product at once. 

2. Benefits. Customers buy benefits, not features, for example, the “reliable” 

feature can be thought of as a functional benefit like “I won’t need to be replaced…” 

3. Value. A trademark carries information about the value system of the buyer. 

4. Individuality. A trademark is a reflection of individuality. The brand will attract 

those buyers whose actual or desired self-perception matches the image created by the 

brand. 

So, we can conclude that a trademark is a complex symbol, and that companies 

should not treat it as an ordinary product name, thereby ignoring the purpose of the 

brand as such. The marketer must decide at what level of brand value the image will be 

built. “The most enduring and enduring qualities of a brand are its core value and 

identity. It is these qualities that define the essence of each brand. 

When creating a trademark, companies can choose one of the levels and direct 

their efforts to it: 

1. A single brand of the company. For example, "Philips", "Heinz", "Mercedes 

Benz" have the same trademark as the names of the respective companies and are 

assigned to most of the goods they produce. Turning to this strategy allows you to 
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achieve cost reduction, as it eliminates the need for research on the patent purity of 

new names and advertising aimed at increasing brand awareness. 

2. Individual brand names. For example, companies such as Procter & Gamble, 

Unilever have developed trademarks for each of their products ("Persil", "Fairy", 

"Domestos", etc.). The main advantage of this strategy is that the company does not 

associate its own reputation with the attitude of consumers towards a particular 

product. 

3. A combination of branded and individual names. For example, Kellogg's uses 

dual personal-brand names, thereby adhering to the "golden mean". The name of the 

company gives the new product fame, and the individual brand name - originality. 

4. Groups of brands. Some companies group product groups under one (generic) 

brand name, for example, Matsushita Corporation supplies electronic products under 

the four generic names "National", "Quasar", "Technics" and "Panasonic". 

Each of the levels has its own advantages. Brand names are more recognizable, 

economical, while individual names make it possible to segment the market, reduce 

the possible losses of the supplier in case of failure of one of his brands. The mixed 

approach is the desire to balance these two poles. 

Major brands make attractive offers to buyers. Successful companies achieve 

competitive advantage by complementing the core product with other products and 

services, they seek not only to meet but also to exceed consumer expectations. For 

example, when buying a product, the consumer gets the opportunity to contact the 

company's specialists by phone for free. In this way, not only a quality product is 

offered, but the possibilities of "direct partnership marketing" are used to establish 

personal contact with customers. 

The potential of brands is spoken about when its added value is so great that 

customers are reluctant to accept a substitute for this product, even if there are 

cheaper or more readily available analogues. Trust, respect, satisfaction, i.e. 

psychological benefits ensure the superiority of the brand and allow brands such as 

Coca-Cola, Gillette, Kodak to maintain leading positions in their industries for more 

than half a century. 

Now let's turn to the description of the main characteristics of brands with high 

potential: 

1. Product quality. Quality is the main determinant of brand value. If the quality of 

the product is reduced, then the position of the brand is deteriorating. 

2. Be the first. Naturally, it is easier to win the favor of the consumer if the brand 

has no rivals. “Being first” means being the leader in a key market, not in technology. 

For example, digital watches were first developed by Texas Instruments but were first 

introduced to the mass market by Casio and Seiko. 

3. Unique positioning strategy. If a company does not have the advantage of 

product novelty, success can be achieved with an original positioning concept that will 
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ensure that the brand is different from its peers. For example, the Body Shop offered 

an ecological line of cosmetic products. 

4. Specific communication program. In order to be successful, a firm needs an 

effective advertising campaign and promotion program. They must convey to the 

consumer information about the qualities of the brand and initiate trial purchases. 

5. Timing and consistency. Building a successful brand takes time and long-term 

investment. First of all, it is necessary to direct funds to activities that promote brand 

acceptance by the consumer. Then you should maintain its advantages and take care 

that it remains "forever young." There are no short cuts to building brand equity, but 

the rewards for patience and perseverance are great. 

So, first of all, it is important to have a quality product that meets the needs of 

customers. Then a presentation of the product is needed, which increases its 

attractiveness. Then it is necessary to expand the base of the brand, supplementing it 

with other products and services. If the brand concept is developed properly, its use 

generates satisfaction and the intention to repeat the purchase. But the desire to try 

and buy the product again is not automatic, but requires the invested efforts of the 

supplier. By stimulating demand, the company invests in advertising, sales, product 

promotion, public relations, and so on. 

Building a strong brand requires careful planning and large long-term 

investments. The essence of a successful brand is an extraordinary product or service 

backed up by creatively designed and well-executed marketing. 

First of all, marketing activities associated with the creation of a brand should be 

aimed at analyzing the market situation. To do this, it is necessary to identify the 

positions of competing companies, determine the desired position of the brand and its 

perception by consumers, take into account the current situation, production capacity, 

financial capabilities, experience and qualifications of personnel, market dynamics, 

and government regulation. 

After that, you can imagine the place where the brand of the company is located, 

what prospects it has and in what direction it should develop. 

The central step in the practice of branding is the development of a brand 

identity, that is, a set of unique features by which customers recognize a given brand. 

These signs can be not only material, but also meaningful. Brand development activity 

can be divided into 2 main stages: 

– detection of significant differences from competitive brands, brand positioning 

and the formation of its concept; 

- developing a brand identity - how consumers should perceive it. 

So, in order for the buyer to be able to distinguish a brand among analogues, he 

must have an idea of how this brand differs from others. There are so-called 

perceptible features - size, weight, taste, smell, design, shape, and so on. These 

differences are most easily addressed in communications, as such differences cannot 
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be denied. For example, the fact that there is more shampoo in a shampoo package 

than in a standard package. 

Insensible differences exist, but they are either difficult to distinguish or not 

directly perceptible. In order to translate imperceptible differences into perceptible, 

special techniques are often used in advertising. For example, advertisements for Fairy 

dishwashing products show the number of clean dishes. 

But if the brand does not have any significant differences, then there are 

imaginary differences that are "born" in marketing departments or advertising 

agencies and exist only in marketing communications. It is often difficult to draw the 

line between imagined and imperceptible differences, for example, we do not know if 

bifidobacteria are actually in yogurt, ceramides are in shampoo, and xylitol is in 

chewing gum. 

It is important to compare this brand with others. It is necessary to compare the 

product in such a way as to show stronger and more convincingly those obvious 

differences and advantages that distinguish the brand from the general range: 

1. Direct comparison. Competitive brands are often compared, the advantages of 

one over the other are shown. 

2. Average product. Direct comparisons of existing trademarks are prohibited in 

some countries and therefore other forms of comparison are used. One of them is a 

comparison with a generalized product, for example, with “ordinary toothpaste”, 

“ordinary washing powder”. 

3. Comparison with the outdated model. A fairly common method involves 

comparing a given brand with a product of the previous generation. This method is 

used when a new revolutionary product enters the market and when the comparison 

is due to the fact that the new brand does not differ in any significant way from its 

counterparts, but looks unique and modern against the background of its predecessor. 

4. Product category. This comparison is not with any product, but with a whole 

product category that is close in purpose, but offers a different benefit. 

5. Artificial comparison. This is a comparison of a brand with a group of products 

with which it is actually not quite correct to compare, for example, milk soufflé with 

milk. 

6. Comparison with what they are silent about. This is a method in which words 

such as “better”, “faster”, “better”, “more efficient” are used, comparing with a similar, 

although not named, product. 

7. Comparison with yourself. It aims to give customers the impression that only 

this brand is real, unique and unrepeatable. 

Comparative context is needed to state that a particular brand of product is better 

than others. Thus, the attention of buyers is concentrated on those advantages that are 

important and relevant when using this particular brand. The technique of focusing on 

the benefits of a product is very common in advertising: “Gillette is better for a man!”, 

“We try harder than others” (“Avis”), and so on. 



JOURNAL OF INNOVATIONS IN SCIENTIFIC AND EDUCATIONAL RESEARCH 

VOLUME-7 ISSUE-1 (30- January) 

20 

 

Next, it is worth mentioning the positioning of the brand. Positioning is a 

marketing strategy for developing a company's offerings in order to occupy an 

advantageous position in the mind and psychology of the target consumer group. That 

is, it represents the management of the consumer's opinion regarding the place 

(position) of the brand among many different brands of a given or related group. The 

purpose of positioning is to create the impression for the consumer that he has a 

unique, one-of-a-kind product in front of him, that there is no equivalent replacement 

for this brand. 

Positioning is an integral part of the image that is formed in the consumer mind 

and is called a brand. It is based on how consumers perceive and evaluate the purpose, 

benefit, quality and reliability, benefits and other characteristics of the product. It is 

especially important in the following cases. Firstly, when there are many goods in the 

product group that are close in price, quality and purpose of use. Secondly, when a 

manufacturing company launches several brands on the market that are in the same 

product category. 
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