BaLTIC JOURNAL OF ECONOMIC STUDIES

Vol. 1, No. 2, 2015

LIFE CYCLE OF A WINE BRAND
Viktoriia PAZIUK',

Chernihiv National University of Technology, Ukraine

Abstract. The aim of the work is to determine the life cycle of the wine brand, the development of ways to improve
its effectiveness at different stages of the life cycle. Being scientifically informed of the existence of the life cycle
of the brand allows modern enterprises to enhance their competitive position in the market and take advantage
of the acquired differences in order to attract more attention from consumers. Methods. The study is based on sci-
entific methods of research of economic phenomena: the dialectic, abstract logical (in the exercise of theoretical
generalizations to the definition of the concept of «life cycle of the perpetrator of the brand), a scientific abstrac-
tion, comparison and ordering (the study of factors influencing the life cycle of the perpetrator of the brand and
the factors influencing a choice of products for consumers), statistical and problem-chronological (the study of
the requirements of the brand in a changing consumer preferences), logical generalization (in determining the
social and ethical functions guilty brand). Results. The stages of the life cycle of the wine brand, which take into
account its characteristics and form its social and ethical functions. Describing the requirements for the wine brand
in the changing tastes and preferences of consumers. Specification of wine promotion of the brand in an increas-
ingly competitive environment. Preconditions have been set for a new wine brand. The practical significance. The
brand always increases the value of the product and its entry into new markets, as well as reduces the time to
attract consumers. Possibility to ensure the growth of the brand in a declining market; building market share in a
highly competitive environment; marketing innovative products in order to create a new sales strategy. After all, to
gain and maintain the popularity of a certain product, one must personalize it with giving associations and a way
to provide it with distinctive features. Only then the product will cause its strong commitment and provide the
expected profit. A brand contributes to an adequate instant reaction of manufacturers and distributors of products
to internal and external challenges in a dynamic shift in the consumer market and increases competition. The value/
originality. Modern scientific studies increasingly gain urgency of development, existence and determination of
characteristics of the brand life cycle. However, given specificity of the wine industry, the coverage of this issue in
the literature requires constantly new and innovative approaches to problem-solving efficiency of the brand. The
article explores and describes factors that affect the life cycle of the wine brand management that provides gain
competitive advantages in certain stages and allows to extend the brand in the face of increasing competition.
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the time of which implementation do not match. In the
process of the enterprise functioning total volume of sales
is ensured with maximum of sales of a certain product
the life cycle of which is at the stage of saturation. This
creates the effect of a successful company in a competitive
environment (Zozulov, 2004).

If an irreversible decline in sales takes place enterprises

1. Introduction

In a market environment for an effective response to
competitive pressuresamanufacturermust possesseffective
competitive advantages. Under these circumstances, the
formation of a brand is extremely important. To keep the
planned sales volume of wine production it is important to

identify and analyze a life cycle brand features. The brand
life cycle is a concept more generalized and powerful than
the product life cycle. The duration of the brand existence
is determined with the length of the brand commercial
success of the the enterprise production program, which
may consist of a plurality of kinds of the product life cycle,
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create conditions for the decline of the brand and its exit
from the market. If the enterprise production program
consists of one or two products, the life cycle of the brand
can be commensurated with the product life cycle. In
this case, the life cycle of the brand concept turns to be
individual for a single product or service. Scientifically
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based subsistence of a brand life cycle allows modern
enterprises to strengthen their competitive position in
the market and use acquired differences to attract more
consumers’ attention.

In modern scientific studies the developments
concerning the existence and determining of characteristics
of the brand life cycle are increasingly gaining relevance.
The articles of domestic and foreign scientists and brand
managers: Zozuliov O. Dligach A. Fedoriv A. Jones, D.,
B. Pustotin, D. Ohilvi, N. Klyayn, D. Traut, S. Pronin
investigate and describe the factors affecting the wine
brand life cycle, the management of which provides
gaining competitive advantage at certain stages and allows
to extend the brand in the increasing competition (Jones,
2005, Dligach, 2011, Fedoriv, 2013, Pustotin, 2015,
Trout, 2012).

But taking into account the specificity of the wine sector,
the issue of domestic literature highlights is incomplete
and constantly needs new and innovative approaches
to problem solving of the wine brand effectiveness. The
main goal of this work is to determine the life cycle of the
wine brand, develop ways to improve its effectiveness at
different stages of the life cycle.

2. Features of the wine brand life cycle

The consumer selects the product on an emotional
level and activity of the company is based on the
implementation of a technology aimed at producing high
quality products as the basis of introducing a brand, it is the
presence of the brand that will allow the manufacturer to
build an emotional connection with the consumer. Many
manufacturers of wine products are seeking standard
solutions with predictable results.

But creating and promoting of the wine brand is always
a risk as consumers’ emotions can be very different. The
correct system for creating brand is the main secret of
success for any manufacturer. Innovative methods must be
at its core. Creating a wine brand, especially under current
difficult conditions, foresees significant investments. Bases
for creating and promoting a wine brand are the same as
in other types of business: understanding market demands
and anticipating consumers’ wishes, knowing the benefits
and features of the product - its strengths and weaknesses,

and also being informed about the products of your
competitors.

The main feature of work with wine products is a
differentiated approach to a particular market segment. The
effectiveness of the wine brand is significantly enhanced
when the brand is built on the right identified trends
and forecasts of the production program and reflects the
wishes, preferences and tastes of consumers (fig. 1).

Stages of the wine brand life cycle have the following
features:

- on the stage of development of the brand it is necessary
to analyze the market, to study competitors’ experience
and to segment customers with identifying their key
needs and desires, to create a wine product positioning,
to develop a system of visual identity of the brand, to
launch a series of communication campaigns to come up
with a name, to elaborate packaging, label and a system of
visual identity. It is very important that the manufacturer
before the introduction of the brand to the market would
be ready to have clear and complete understanding of the
situation in logistics, seasonality of consumption, seasonal
promotional activity, knowledge of competitors” activity,
knowledge of the target audience and others;

- the stage of introduction of the brand in the market is
the most difficult and risky task. This stage is charecterized
with instability, costs, even losses for the manufacturer.
At the stage of implementation of the brand it is important
to pay attention to the preliminary key factors: the right
moment, a high-quality product, distribution, knowledge
of the target audience, a clear message and clearly
deliberated advertising strategy. New brands that started
in the market during the period of decreasing leaders’
activity tend to occupying rapidly a significant share,
and helding it for several years. The brand affects the
perception of the product, the competition, facilitating
the entry and negotiations with retailers, helping to create
fashion. Thanks to the right implementation of the brand a
consumer becomes less sensitive to the price and the brand
suffers much less pressure from the innovation processes;
- the stage of growth of the brand the brand is characterized
with active introduction of the brand to the market, a
powerful advertising support, increasing spending on
marketing activities. The intensive growth may be extended
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Fig. 1. The life cycle of the wine brand
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by additional stimulation of consumers through a variety of
marketing tools, such as finding new distribution channels,
expanding segments.

- the stage of saturation (loyalty) is usually much longer
than the previous stages, and the producer, usually seeks to
extend it further. The phase of saturation is defined by the
term of product presence in the market (Pyankova, 2012).
Important tools of support at saturation stage are: an
efficient distribution system, good marketing, competitive
product price, innovative method of quality control,
narrow and precise positioning.

3. Factors that affect the wine brand lifetime

The key strategic factors that influence the wine brand
life cycle are the product life cycle and the market life
cycle. Thus, from the first steps of brand promoting it
is important to predict the lifetime of the product and
the market. Ukrainian wine market in recent years has
undergone a number of changes as for the European values
and preferences. The share of wine production in Ukraine
accounts for about 10% of total consumption of alcohol.
At the same time, in European countries in the structure
of drinking wine occupies 70-80%, which demonstrates
the potential of growth of the Ukrainian wine market.
The reason is that all products go through similar stages of
public recognition.

As the society begins to accept and support innovation,
new product increases, and ultimately reaches maturity.
When there is a better alternative product or when at
changing social benefits, sales volume is directed on the
decline, the conditions for transition to the final stage of
the life cycle — «recession»- are created. With brand it is
possible to provide growth on a falling market; increasing
the market share under conditions of high competition;
joining the market with innovative products in order to
develop new marketing strategies. Firstly, for effective
communication it is necessary to provide important,
understandable and attractive idea. Secondly, there must
be adequate resources for the campaign. Thirdly, the
success rate increases dramatically if you join a new market
segment. It is also necessary to provide the right choice
of qualitative raw materials. The consideration of these
factors affects the effectiveness of the wine brand under
conditions of increasing competition.

4. Wine brand in the increasing competition

Today in the domestic market of wine production there
is an increasing competition from other states producers
that requires from local wineries efficient activities to
improve competitiveness. It also has its explanations:
difficult economic conditions in the industry, reducing
the commodity market, increasing of restrictions by the
state. Currently, Ukrainian producers have difficulties
in increasing competitiveness because the competitive
advantage primarily depends on the quality of wine
production and consumers’ confidence. Under current
difficult conditions, domestic producers face a choice: to
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roll advertising activity and leave the market positions or
to strengthen their positions and reduce the distance with
competitors. In addition, the Ukrainian market of alcoholic
beverages should consider the indirect competition among
other types of alcoholic beverages.

As the practice showed manufacturers that build
relationships with consumers on the values of the brand are
stronger and more profitable than others. Consequently,
the domestic brands to ensure the competitiveness of
products are destined to radical, bright, brave decisions
and are required to be different from existing brands and
surprise by their originality and attractiveness. Consumers
appeal to the brand that is increasing its popularity.

S. Factors influencing the choice
of products by consumers

Factors influencing the choice of consumers of products
include: high quality, commitment to the brand, the
interest for something new. Another fact that influences
consumers’ choice is the price. Since the mass consumer
in Ukraine has a relatively weak purchasing power, it
also affects the choice of wine beverages. Nowadays,
European countries are actively promoting a healthy
lifestyle and no less actively promoting natural products.
Thus, social and ethical factors also encourage consumers
to opt for a particular brand. Socio-ethical factors
include consumption culture and social status of the
consumer. Consumer’s behavior is influenced with such
reference groups as family, social status, and his personal
characteristics, especially such as age, family life cycle
stage, occupation, economic condition, personality type
and presentation of himself (Aleshin, 2013).

In Ukraine, there is a very weak culture of wine
consumption, only a small number of consumers of
alcoholic beverages prefer wine (Fedoriv, 2015). That
is why the wine brand must constantly attract new
customers, rather than focusing on consumers who gave
their preference to other alcoholic drinks for many years.
Thus, promoting the wine brand is more efficient among
consumers above 21. For successful branding one must
use a set of tools based on the demonstration of product
use, intake, the benefits of the product, using rules and
standards, terms of consumption, product information,
how to feed and ritual consumption.

If measures relating to the creation and promotion of the
wine brand in the first place will transmit the emotional
essence of the brand and will not be too focused on the
qualitative and quantitative characteristics of the product,
only in this case it will be a success and provide the
explosive sales growth (Saveliev, 2011). It is important to
build a brand that will work with the expectation of long
term. Selling wine in the market requires a fundamentally
different approach. Traditions determine demand and
impose supply. Today there is a stereotype of consumer’s
thinking, formed in Soviet times.

Many Ukrainian consumers are more focused on the
external perception: the desire for luxury and prestige is
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manifested evenamong ordinary customers. Unfortunately,
today, some manufacturers offer mass consumer a product
of low quality in an expensive package and inspirational
advertising. In many advanced markets, people are more
focused on their satisfaction or comfort than the opinion
of others. We still concider traditional family values, but
in the West such things are in the past — there are a lot of
singles, people who meet their personal tastes and needs.

6. Requirements for the brand under
conditions of consumers’ changing preferences

A brand as a sociocultural phenomenon is purposefully
created as cultural and symbolic object, functioning in te
system of mass communications as a modified purposeful
image. Distinct features of the brand are built around
semantic core and position basic values of the subject of
communication (Velitchenko, 2014).

The life cycle of a popular brand that has a rich history
of its development, the popularity and recognition, can
have quite a long period of existence, because it always
has its supporters who do not betray their will. That is the
last stage of the wine brand life cycle that can take a long
time as there is a product that is in demand and occupies a
certain niche in the market. New brands that appear and are
promoted intensely, using modern marketing technologies
to advertise new products, are often not quite perfect and
can not always meet love and support from consumers,
reducing thus the product life cycle and accordingly the
life cycle of its brand (Pustotin, 2015).

So the producer should track the commodity market,
tastes and wishes of consumers, that must be taken into

account in the new requirements for the product and,
therefore, be reflected in the ways of promotion and
improvement of the brand itself (fig. 2).

Dynamic changes in the consumer market, increasing of
competition require an appropriate instantaneous reaction
of manufacturers and distributors of products to the
external and internal challenges. In the face of declining
demand for the products it is necessary to identify the
factors that lead to this condition and offer the market
updated high quality products with appropriate marketing
accompaniment with its main effective tool, which is the
brand.

7. Social and ethical features of the wine brand

The brand, which is focused on social responsibility
reflects a centuries-old culture of wine production, brings
the necessary knowledge, related not only to wine, but
also to the tradition, art, promoting a healthy lifestyle. So
the brand is not just profitable, but also performs this or
that particular social work. And the consumer makes an
informed choice in the favor of a brand, supporting one
or another project. Global brands are really irreplaceable
cultural and social elements (Saveliev, 2014). Many
manufacturers have no clearly prescribed long-term
strategy to create and promote the brand and are engaged in
unconscious waste from the budget into image advertising,
a logo, leaflets and so on. Thus the brand needs to be
managed, especially because it affects all key indicators of
production.

Buyers prefer brands, primarily influenced with
emotional factors. A good brand promotes certain types of
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social relationships. One of the components of the brand
success is well-coordinated teamwork and commitment
to continuous improvement and innovation. Doing wine
businessislimited with ahuge number of variousframework
related to the perception of centuries-old culture of wine,
legislative restrictions, unforeseen emotional decisions of
consumers. Foremost it is meant the need to develop the
concept of sales and create the right brand image.

8. Conclusions

On the creation of the wine brand should work
together financiers, marketers, analysts, strategists, artists,
promotion and graphic designers, copywriters, architects.
It is necessary to develop a system of visual identity of
the brand, the original name and choose rather rational

and informative style of communication. The strategy of
creating and branding should contain a step algorithm
and a set of tools that allow to move from spontaneous
advertising campaigns to systematic brand management
system, motivate employees and stimulate the growth of
its popularity. The brand has always increases the value of
the product, reduces the time for consumer’s attraction
and its entering new markets. Thus, the brand is the highest
achievement of management strategies and marketing
policy. After all, to gain and maintain the popularity of a
certain product, it is necessary to individualize, to give
associations and images to give it different characteristics.
Only then the product will cause a strong commitment to
itself, to ensure its expected income growth in the future.
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BukTopua NA3IOK
MKN3HEHHbIN LUK BUHHOTO BPEHAA

AHHoTauus. Llesbio pabomel AaBNAETCA onpefeneHmne XU3HEeHHOro LMKna BUHHOro 6peHAa, paspaboTka nyTei
MOBbILWEHNA ero AeNCTBEHHOCTM Ha Pa3HbIX CTaAMUAX KU3HEHHOTO UMKIA. HayuHo 060oCcHOBaHHOE CyLlecTBOBa-
HUA XKU3HEHHOTO LMKNa 6peHa No3BONAET COBPEMEHHbBIM MPenpPUATAAM YCUIINTb CBOW KOHKYPEHTHbIE Mo3u-
LMW Ha PbIHKE 1 BOCMO/b30BaTbCA NMPUOOPETEHHBIMU PA3NNYMAMA AN NPUBJIEYEHUs OOMbLUEro BHUMAaHMWA CO
CTOPOHbI NoTpebuTtenein. Memooduka. iccnegoBaHma 6a3npytoTcs Ha o6LeHayYHbIX METOAAX NCCIef0BaHMA SKO-
HOMMWYECKNX ABMEHWUI: ANANEKTUYECKNI, aBCTPaKTHO-NOMMYECKMIA (MPU OCYLLECTBIEHNN TeOPETUYECKNX 0606-
LeHW K onpefeNieHo CYLHOCTY MOHATUA «KM3HEHHbIV LK BUHOBHOTO 6peHfa), HayuyHoe abcTparnpoBaHue,
CpaBHEeHVe U cucTemaTmsauma (Npu nccnefoBaHmn ¢akTopoB BAVAHWA Ha >KM3HEHHbIV LMK BUHOBHOMO 6peHza
1 GaKTOPOB, BAUAIOT Ha BbIGOP NPOAYKUMY NOTPebutensiMm), CTaTUCTUYECKUNA 11 NPOHIEMHO-XPOHONIOTYECKNIA
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(npu nccnepgoBaHny TpeboOBaHNU K 6peHY B YCIIOBUAX M3MEHEHUs NpeanoUuTeHni noTpebuTenei), normyeckoro
06006LleHUs (Npy onpegeneHny CoLManbHO-3TUYECKUX GYHKUNA BUHOBHOTO 6peHpa). Pesyiemamer. Onpepe-
NeHbl CTaUN XN3HEHHOTO LUKIa BUHHOTO OpeHpa, KOTopble YUMTbIBAOT €r0 0COHBEHHOCTY, a TaKkxke chopmu-
POBaHbI €ro couunanbHo-3TUYeCKne GyHKUUN. OnuncaHbl TpeboBaHUA K BUHHOMY GpeHfy B YCIIOBUSAX U3MEHEHMA
BKYCOB 1 NMpeAnoyTeHnin notpebutenein. PackpbiTa cneundurka NpoaBMNKEHNA BUHHOTO 6peHAaa B YCIIOBUAX YCU-
NMBaloLLEeNCcA KOHKYpeHUMN. YCTaHOBNEHHbI NPeAnoCbIIKA CO3aHnA HOBOro BUHHOro 6peHpa. llpakmuyeckoe
3HayeHue. bpeHp Bcerna yBennumBaeT LLeHHOCTb MPOAYKTa M €ro BbIXO[ Ha HOBblE PbIHKM, @ TaK Xe CoKpallaeTt
BpemMsa npuereyeHns notpebutena. C noMoLlblo 6peHaa BO3MOXKHO obecrneunTb PoCT Ha MafalowemM PbiHKE;
HapallVBaHME PbIHOYHOW [0 B YCIIOBUAX BbICOKOW KOHKYPEHLMY; BbIXOL Ha PbIHOK C MHHOBALMIOHHOW MpO-
OyKUMen ¢ Lenbio GopMUpPOBaHNA HOBOW cTpaTernu cobiTa. Beib UToObI 3aBOEBATb U COXPAHUTD NMOMNYNAPHOCTb
onpefesieHHOro NPofyKTa, He06XoANMO NHAMBNAYaNM3MPOBaTb ero, HaAeNnTb accounaumnamm 1 obpasom, npe-
[OCTaBUTb eMy OTnYmuTeNbHble 0cobeHHOCTU. ToNbKo Toraa NPoayKT 6yfeT Bbi3biBaTb K cebe CTOKyio NpuBep-
KEeHHOCTb 1 obecneuyrBaTb oXxupgaemyo npubbinb. AfeKBaTHON MIHOBEHHOI peaKuuein npousBofuTesnien u
peann3aTopoB NPOAYKLUN Ha BHELIHME U BHYTPEHHWE BbI30BbI, B YC/IOBUAX AUHAMUYECKUX CABUIOB Ha noTpe-
OGUTENBCKOM PbIHKE U 060CTPEHNE KOHKYPEHLW, ABNIAETCA 6peHA. 3HavyeHue/opu2uHanbHOCMb. B coBpeMeHHbIX
HayuHbIX TPyZax Bce 60Jblle aKTyasIbHOCTM HabupatoT pa3paboTKu, O CyLeCTBOBAHUN 1 ONpPeaeneHns 0CobeH-
HOCTEW KM3HEHHOro unkna 6peHga. Ho yunTtbiBasa cneunduKky BUMHHOWM OTpac/in, OCBeELLeHMe 3TOro BoMnpoca B
nuTepaType TpebyeT MOCTOAHHO HOBbIX Y MHHOBALMOHHbIX NOAXOAOB K pelleHuio npobnem 3¢deKTMBHOCTU
BMHOBHOro 6peHpa. B ctatbe nccneayoTca U onrcbiBatoTCA GaKTopbl, BAUAOLWME HA XKU3HEHHbIV LUK BUHHOMO
6peHfa, ynpasneHre KOTopbiMM 06ecneunBaeT ycuneHne KOHKYPEHTHbIX MPENMYLLECTB Ha OMNpeaeneHHbIX ero
CTaauAX 1 MO3BOJIAET NPOANNTb CPOK AeNCTBUS OpeHa B YCIOBUSIX YCUNTEHWA KOHKYPEHL N,
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