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Abstract 
 
The qualification bachelor’s work contains 73 pages, 14 tables, 16 figures, a list of 
references from 30 items, 2 applications. 
 
 

“Management of improving the efficiency of a business organization” 
 
The object of study is the process of business organization’s brand management. 
 
The subject of study is the relationships occurring during the brand management 
process involving different stakeholder of business organization. 
 
The purpose of the qualification bachelor’s work To explore theoretical issues of 
brand management and based on the empirical study develop recommendations to 
improve brand management at Nova Poshta LLC  
 
Tasks of qualification bachelor’s work: 

1. To highlight main definitions of the brand, to identify its elements and 
characteristics.  

2. To explore existing theoretical approaches to brand management 
process, make author’s conclusions.  

3. To analyse what professionals (in a company) are responsible for of 
brand management process.  

4. To deliver brief introduction of Nova Poshta LLC  
5. To highlight key activities, main financial indicators of Nova Poshta 

LLC  
6. To explore major competitors of the company and compare their 

advantages   
7. To identify major problems in brand management process of Nova 

Poshta LLC and offer recommendations to overcome them  
8. To calculate economical outcomes of the offered recommendations 

and managerial tools to implement them  
 

The practical significance of the results. Lies in the developed 

recommendations, the full or partial implementation of which will attract new 

customers, consolidate a positive image among existing customers, and increase the 

company's competitiveness. 
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INTRODUCTION 
 

In the XXI century, with the rapid growth of the economy and the emergence 

of new companies in a geometric progression every year, there is the need to develop 

marketing activities. Now every business owner is faced with the question business 

owner is faced with the question of how to maintain and strengthen their position in 

the market and attract more loyal customers, and most importantly, to lay the 

foundation for long-term relationships with consumers. Such relationships, long-

lasting and profitable, are based not only on a quality product/service, but also on 

maintaining the image of an existing brand or creating and promoting a new one. 

No one will be surprised that today every manufacturer is trying to attract 

consumer attention to their products through advertising and other communication 

tools, but in the face of strong competition and oversaturation of the market, the 

effectiveness of advertising campaigns is declining. As a result, you have to look for 

a new tool to help differentiate the product. At Today, one of the most effective 

marketing technologies is branding. 

Brand promotion on social media is becoming necessary because it is 

relatively cheap and very effective. Therefore, the specialists who are engaged in 

website development and promotion in social media should promote themselves 

using their own tools. 

The problem with this work is how effectively brand promotion is used and how it 
affects consumers.  
 
The object of study is the process of business organization’s brand management. 
 
The subject of study is the relationships occurring during the brand management 
process involving different stakeholder of business organization. 
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The purpose of the qualification bachelor’s work To explore theoretical issues of 
brand management and based on the empirical study develop recommendations to 
improve brand management at Nova Poshta LLC  
 
 
Tasks of qualification bachelor’s work: 

1. To highlight main definitions of the brand, to identify its elements and 
characteristics. 

2. To explore existing theoretical approaches to brand management process, 
make author’s conclusions. 

3. To analyse what professionals (in a company) are responsible for of brand 
management process. 

4. To deliver brief introduction of Nova Poshta LLC 
5. To highlight key activities, main financial indicators of Nova Poshta LLC 
6. To explore major competitors of the company and compare their advantages 
7. To identify major problems in brand management process of Nova Poshta 

LLC and offer recommendations to overcome them 
8. To calculate economical outcomes of the offered recommendations and 

managerial tools to implement them 
 

Research methods. In the course of the study were used theoretical and 

empirical methods: systematization, analysis, comparison. 

The practical significance of the work lies in the developed recommendations, 

the full or partial implementation of which will attract new customers, consolidate a 

positive image among existing customers, and increase the company's 

competitiveness. 

Structure of the paper. The paper consists of an introduction, two chapters and 

conclusion. The list of references includes 30 items. The total volume of the paper 

is 77 pages. 
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  SECTION 1 

BRAND MANAGEMENT OF BUSINESS ORGANIZATION: 

THEORETICAL  ASPECTS 

 
 

            1.1. The essence of the brand 
 

Today, high sales and excellent quality are not enough for a brand to succeed. 

The market is driven by consumers, they create demand, but it is possible to 

anticipate consumer preferences, assess them and use them for your own purposes. 

To run a successful business, you need to stand out among similar products. Here, 

you need to think carefully about the brand of your product, which will allow you to 

differentiate yourself from competitors, increase sales, and even increase the price 

of your goods and services many times over. To understand how a successful brand 

is formed, it is worth defining it and considering its essence based on professional 

literature. 

The term "brand" was introduced in the United States in the mid-19th century. 

One of the first people to use the word "brand" in relation to goods was the famous 

inventor and manufacturer from the United States, Commodore Perry, who in 1837 

began to use branding for his hot-iron bas-reliefs. It is also believed that the term 

"brand" was introduced into use in the United States in 1883, when Coca-Cola 

registered its trademark as a brand. [20] 

The concept of a brand can also be evaluated as a company's mark of 

distinction. But not all companies can own a brand. The technology that deals with 

the creation and implementation of a brand is called branding. Today, there are many 

different options for promoting a product, and branding is one of the most important 

roles of a company to make a profit. Thanks to it, a company can differentiate itself 

in the market either completely or with some of its products, and branding also 
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allows it to create additional value and increase sales in the long run. Today, brands 

surround us everywhere, every day we see a huge number of brands around us, some 

of them are known all over the world, everyone is familiar with them: Coca-Cola, 

Microsoft, Apple, Amazon, etc., while others are known only in a particular region, 

for example, popular brands in Ukraine: Morshynska; Nova Poshta; Rozetka; 

Roshen; ATB; Privatbank; Sandora; Khortytsia; Khlibnyi Dar; Nasha Ryaba. 

The brand essence is the core element that defines a brand. It represents the 

fundamental values, beliefs, and attributes that distinguish a brand from its 

competitors. The brand essence communicates what the brand stands for and what it 

offers to its customers. The brand essence is essential for the following reasons: 

• Differentiation: The brand essence helps the brand to stand out from its 

competitors. It helps the brand to communicate its unique selling proposition to the 

target audience. 

• Brand Loyalty: A strong brand essence creates an emotional connection 

with the customers. It helps to build brand loyalty and advocacy, which is essential 

for the long-term success of the brand. 

• Consistency: The brand essence provides consistency in the brand's 

message, values, and identity. It helps to maintain the brand's integrity and 

reputation. [2, p. 400] 

Brands contain a huge number of elements, and sometimes it is simply useful 

to structure them so as not to lose the essence. We used several tools for this purpose, 

although there are many more. 



14 
 

 
Figure. 1.1 - The brand pyramid 

Source: developed on the basis of [25] 
 

Analyzing Figure 1.1, we can conclude that the basis for creating a brand is 

the attributes of Truth, which include confirmation of benefits. No company should 

build its image on a lie that will sooner or later be exposed. Next are the Rational 

Benefits. Management, marketing, economic activity, and any other area of business 

should be based on efficiency. When buying or using products of a company that 

positions itself as a brand, a person should experience positive emotions. We get 

pleasure not from the product, but from the state we are in when we buy it. Next 

comes the character of the brand: it can be reliable, energetic, responsible. This is 

exactly what we associate when we hear the brand name, which, in turn, brings us a 

certain value.  When all of this harmonizes with each other and makes up the brand 

pyramid, I think it's a great brand. 

The Brand Pyramid seems quite simplistic, but it is understandable for almost 

everyone. All components make up a single whole system - a brand. 
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From a company's point of view, a brand is an identification system, a risk 

reduction tool, and a carrier of added value. It is an intangible asset: an opportunity 

to communicate its values to the consumer and to "get a foothold" in the minds of 

customers. 

From the consumer's point of view, a brand is a holistic image that emerges 

when a company or its product is mentioned. It is also the promise of quality and the 

benefits of owning a product. [11] 

It is important to interpret the concept of "brand" from the perspective of both 

the company and the target audience. After all, the creation and promotion of the 

brand involves not only marketers, but also consumers. It is not always possible to 

create an image in people's perception, set by marketers. 

Bakuta A. V.  can say that a brand has four levels: 

• The first is a product that satisfies basic consumer needs. It is 

functionally useful - just like the rest of the products in the category. 

• The second level is the basic brand, or identity. These are the elements 

that distinguish the product from competitors: the name, design, packaging, quality. 

• The third is the extended brand. These are additional benefits that make 

the brand more attractive to consumers. For example, free shipping, training, tech 

support - or a lifetime warranty, like Zippo. 

• The fourth is brand potential, or additional intangible values. These are 

the positive emotions that brand customers experience when they use the product. 

For example, satisfying the need for self-expression. [3] 

The functional quality of the product is the basis, without which it is 

impossible to develop the brand. And for a brand to be successful, it is also important 

to have a clear brand identity and in-depth elaboration of additional values. 

Some believe that a brand and a trademark - the same thing. Others separate 

these concepts. They believe that a brand is a set of external attributes: name, 



16 
 

corporate identity, slogan, logo, while a brand is a brand that has become 

recognizable and turned into a certain symbolic value in the minds of consumers. 

Any brand is a brand, but not every brand is a brand. A brand becomes a brand 

when it satisfies the emotional needs of its customers. 

The main object of the brand is the target audience, in Figure 1.2. consider the 

essence of the brand in terms of the interaction between the internal and external 

environment. 

 

 
 
 
 

Figure 1.2 - Brand essence and interaction of internal and external 

environment 
Source: developed on the basis of [8] 
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The brand key is a less native tool, but it does mention the audience. The 

deterministic consumption system includes the competitive environment and the 

target audience, which are among the key factors in the sale of products.  

Often brand is confused with branding and branding. This is wrong. 

Branding is the development of a brand identity system: logo, colors, fonts, 

illustrations, graphic elements. This is one of the stages of branding. 

Branding is also called placement of brand identity on advertising media. For 

example, putting a company's logo on souvenirs, clothes, glasses for speakers, walls 

of buildings and so on. Often such branding is used at events to unobtrusively 

mention the company. 

Table 1.1- Brand canva 

History Symbols Strategy 
Naming Logo Promotion channels 
Positioning Color palette Sales channels 
Brand character Fonts Service and maintenance 
Description of the 
audience 

Image Post-service 

Brand mantra Photo style  
Brand history   

Source: developed on the basis of [25] 
 

The Brand Canvas by Yastremska O.M., a more comprehensive approach, 

includes brand attributes, audience description, and strategic goals. 

Each brand has three main blocks: 

• Story. All the basic information about the essence of the brand is 

contained in the first part of the Brand Canvas, called the Story. In other words, this 

is what the brand is about. Brands are almost like books - either they are already 

bestsellers or they are chosen by their cover. 
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• Symbols. Brand attributes only convey the main idea, tell your story to 

the consumer. The second part of the brand canvas, Symbols, is what affects the 

audience visually, forming a single image. In order not to get lost in an information-

overloaded world, a brand must communicate strategically - targeted to its audience. 

• Strategy. The third and final section of the brand canvas describes the 

strategies that will be used to convey the brand story to target customers at every 

stage of interaction. [7] 

Branding is the process of creating and developing a brand. It is an ongoing 

process because the market environment and consumer perceptions are constantly 

changing. To keep the brand in good shape, companies rebrand - update the brand. 

Branding can be different: for example, it is divided into external and internal. 

External branding is directed at consumers, and internal branding is directed at 

employees. It is necessary for employees to share brand values and to be able to 

communicate them correctly to the target audience. 

The main task of branding is to develop the "right" image of the brand, 

corresponding to the values of the target audience. And if the perceived image does 

not match the planned one - find out and eliminate the reasons for this gap. 

Branding and branding can be the responsibility of both in-house employees 

and contractors - branding agencies. Typically, brand development involves teams 

that may include: 

• marketing analyst; 

• product manager; 

• marketing or advertising manager; 

• sales staff; 

• employees of the creative department - designers, copywriters, creators. 
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A brand manager or marketing director manages the processes, depending on 

the company's structure. If the company has several brands, a separate brand 

manager can work with each of them. [19] 

The type of brand determines the brand identity, the choice of communication 

channels with the target audience, the communication messages, and the 

performance indicators by which success will be measured. For example, a product 

brand is more often promoted through outreach campaigns, while a personal brand 

is promoted through participation in relevant events. 

Consumers do not buy a specific product, but the stories that brands tell. 

Branding is a whole science of creating and promoting a brand, which aims to 

form a long-term commitment to a potential consumer. A successful and strong 

company is a well-designed, legally protected and well-promoted brand. 

The prestige of a product formed by a brand is perceived by the consumer as 

a complex symbol that creates its reputation. According to Ivashova N.V., brand 

reputation consists of three components: 

- Institutional (the image of a country as a producer of certain products; 

consumer associations associated with that country, etc.); 

- corporate (image of the company as a whole; effective commercial PR; 

corporate culture, etc); 

- product (promotion of the company's product; promotions aimed at 

increasing sales, etc.). [8] 

Creating and promoting a brand or branding is necessary to obtain additional 

benefits from a particular product by penetrating people's minds, forming 

attachments based on feelings and emotions. This reduces future promotion costs 

and increases the company's shareholder value, an intangible asset of its owner that 

guarantees greater resilience in the competitive struggle and allows it to survive 

difficult periods with less losses. 
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In her monograph "Brand Identity," N. Ivashova notes that brand identity is 

very important, indicating the distinctive features of this particular brand, its 

functionality and peculiarity. The brand has the following characteristics:  

1) The main content of the brand.  

2) Emotional and functional associations among customers and clients.  

3) The form of brand expression:  

a) the verbal part of the brand - a phrase or word that people associate with 

the product;  

b) visual part of the brand - a visual image formed by advertising.  

4) The level of popularity of the brand: global, local.  

5) Sales figures and customer ratings.  

6) The degree of brand promotion: channels used to promote the product: 

advertising, radio, logos, etc.  

7) The degree of brand engagement with the target audience and its individual 

segments. Branding is a whole science of creating and promoting brands that aim to 

create a long-term preference for the goods they advertise. [5] 

In addition to the structure, a brand has functions that it performs: 

1. Simplifying the procedure for choosing the right product for the consumer; 

2. Simplification of entry into new markets (it is easier for a recognizable 

brand to enter to new markets and spends less money on it); 

3. ensuring an emotional connection with customers; 

4. determination of core competence; 

5. Assistance in the development of the industry (a brand with innovative ideas 

helps the entire industry to become better); 

6. Investing in the future (a promoted brand can increase the value of a product 

many times over) and others. [20] 
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Many consumers think of brands as images. Each brand has its own character, 

as well as its own "life position". Thus, individuality can include characteristic 

products sold under a particular brand and their advertising. 

It can be concluded that a brand is a complex that creates a positive consumer 

attitude towards a product. In other words, it is the image of a trademark that arises 

as a result of marketing activities to promote a product on the market, the sum of 

positive images behind the symbol. 

Thus, in today's world, a brand is a key element in any business, as it is an 

important tool in shaping customers' perception of a product or service. The essence 

of a brand lies in its unique identity, which includes a name, logo, taste, design and 

other attributes that make it different from competitors. A brand should create a 

positive perception among consumers and promote loyalty to the company. When 

analyzing the concept of "brand essence," it is worth noting that it changes 

depending on the level of development of the company and the market in which it 

operates. For example, for small businesses, the essence of a brand may lie in the 

simplicity and accessibility of the product, while for large corporations it may be in 

reputation and status. It should also be noted that the essence of a brand is related to 

its positioning in the market, i.e., what target audience it has and what offer it makes.  

Brand essence is a complex and dynamic concept that depends on many factors. A 

well-formed brand essence can help a company succeed and increase its 

competitiveness in the market. 

 

   1.2. The process of the brand management  
 

The process of managing a brand is called Brand Management and is the 

development of a specific strategy that would increase the value of that brand. 
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When forming a brand, it is important to determine the degree of brand equity 

in relation to other brands, whether the brand will be among the leaders or will 

belong to a number of others. When creating a brand, one of the most important 

principles is used - the "positionality principle". Its essence lies in the fact that a 

company that has taken the first place in the consumer's mind is almost impossible 

to remove from there, and all branding actions will continue to be aimed at keeping 

this place in the consumer's mind. 

If it happens that a company cannot be the first, then it should not attack other 

leading companies in this industry. If a company has such a desire to become a 

leader, it is important to first consolidate its position in another industry, and only 

then make every attempt to enter the desired market. 

By analyzing different approaches to the branding process, it is possible to 

form a model of the stages of brand promotion, shown in Figure 1.3. 

 
Fig. 1.3. Stages of brand promotion 

 
Source: developed on the basis of [21] 

Adjustment of plans and activities

Analysis of efficiency

Budget

Testing, communication channels

Target audience

Goals and objectives

Idea



23 
 

At the first stage, an idea is formed, and a brief describing the advantages and 

features of the market is drawn up. At the second stage, the goals that the brand wants 

to achieve are set, and tasks are defined. At the third stage, attributes, benefits, and 

values for consumers are defined. This includes the development of the brand name 

and corporate identity. When the objectives and attributes are formed, the target 

audience to which brand communications will be directed is determined. The fifth 

stage involves testing the developed brand objectives and attributes among 

consumers. At the sixth stage, a program of interaction with future customers is 

drawn up, and communication channels are described. The seventh stage is to create 

a budget for the communication company. At the eighth stage, the effectiveness of 

the created attributes and communication strategy is analyzed. The ninth stage is to 

adjust the proposed measures based on the efficiency analysis. [1] 

It is also possible to gain a leading position with the help of a brand if you 

create a fundamentally new product, which should look just as "new" in the eyes of 

consumers. This can help you become a leader. 

The development of the brand essence involves the following steps: 

• Understanding the target audience: The brand essence should reflect the 

values, beliefs, and aspirations of the target audience. It is essential to understand 

the customer's needs, wants, and preferences. 

• Defining the brand's values: The brand essence should reflect the 

brand's core values, beliefs, and attributes. It should be consistent with the company's 

vision and mission. 

• Creating a brand personality: The brand personality is the human 

characteristics associated with the brand. It helps to create an emotional connection 

with the customers. 
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• Designing the brand identity: The brand identity is the visual 

representation of the brand. It includes the logo, color scheme, typography, and other 

visual elements. 

• Communicating the brand essence: The brand essence should be 

communicated through all the brand's touchpoints, including advertising, packaging, 

and customer service. [24] 

The uniqueness of a brand is not just its recognizability, it is also a reflection 

of the "soul" and vision of the product. It should anticipate customer expectations 

and present the product in such a way that customers like it. The set of main 

characteristics that is chosen initially remains unchanged for a very long time. In this 

regard, it is necessary to think through all the nuances more carefully in order to 

avoid various mistakes in the future. Only in this case can a truly strong brand be 

created. Brand personality includes not only the characteristics of the product, but 

also the various associations it evokes, as well as the various symbols associated 

with the brand. It is important to choose ways to promote a brand based on its 

personality. It is important to develop such a strategy, again taking into account the 

brand's personality, so that the purchase of this product is very prestigious and 

evokes belonging to a certain segment of society. 

One of the conditions for the existence of an effective, sustainable brand is 

constant adjustment, constant refinement of the brand within the manufacturing 

company itself. At the same time, it is very important to constantly maintain a sense 

of the brand's significance in the minds of employees. 

Brand identity includes such elements as high product quality, reliability, 

durability, and a price that is appropriate for the product. [19] 

The brand also makes it possible to feel that the buyer is purchasing only the 

best product, the best product in the industry. By purchasing branded products, the 

buyer expresses himself not so much to himself as to the people around him. The 
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greatest value of a company is its bright, well-promoted brand, so even the slightest 

loss of reputation will cause it very significant damage. 

In some cases, it is necessary to determine the so-called Brand Power. Brand 

strength is the measure of its ability to prevail over other brands in a clearly defined 

product category, i.e., the Brand Relevance indicator shows the correspondence of 

its image and character to the desires of potential buyers. It is necessary to assess the 

"strength" and "relevance" of the brand on a regular basis, and it is also very 

important to work with it constantly and intensively, drawing appropriate 

conclusions. 

In the case of brand expansion, a company needs to examine Brand Leverage, 

which represents its ability to expand through the growth of the number of users, as 

well as to grow through the expansion of the brand to new product groups and new 

markets, respectively, in a new capacity. 

In general, customer loyalty to a particular brand is considered to be a 

psychological factor related to the consumer's perception of that brand. The strength 

of a consumer's brand loyalty is considered to be the choice of a product of a strictly 

defined brand if there is an alternative. The most popular method of studying a brand 

(Brand Awareness) is the degree of popularity of this brand. The percentage of the 

target audience that mentions the brand under study is the degree of popularity of 

this brand. [6] 

Brand management is a very complex process. In this regard, many specialists 

with a wide variety of skills and specializations work to create a brand and bring all 

ideas to life. This is a whole industry aimed at regular maintenance of the brand, as 

well as at keeping the brand image in the minds of consumers. 

The brand communication concept is always defined and built on the basis of 

the company's marketing plan, namely: the current and forecasted market situation, 

the company's business objectives, marketing strategy, brand positioning strategy, 
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and the company's market complex marketing mix (4Ps). The communication 

concept of the brand forms and describes the brand image - its main communication 

constant and forms a system of brand communication channels within the framework 

of the chosen methods of brand promotion on the market. Based on the brand 

communication concept, the following is carried out: 

- development of all brand constants: name, logo, trademark, brand legend, 

general slogan, corporate identity, brand identity system, brand book, sales manual  

- further "design" of all brand communication channels: packaging design, 

labels, promotional videos or audio clips, outdoor advertising, print advertising, 

interactive advertising, website, online advertising, etc. [14] 

Neil Borden, an advertising professor at Harvard, popularized the idea of the 

marketing mix—and the concepts that would later be known primarily as the four 

Ps—in the 1950s. His 1964 article "The Concept of the Marketing Mix" 

demonstrated the ways that companies could use advertising tactics to engage their 

consumers (table 1.2) 

 

Table 1.2 - 4 Ps of Marketing 

Name Essence Example 
Product Creating a marketing campaign starts with an 

understanding of the product itself. Who needs it, 
and why? What does it do that no competitor's 
product can do? Perhaps it's a new thing 
altogether and is so compelling in its design or 
function that consumers will have to have it when 
they see it. Defining the product also is key to its 
distribution. Marketers need to understand the 
life cycle of a product, and business executives 
need to have a plan for dealing with products at 
every stage of the life cycle. 

Many of the most successful 
products have been the first 
in their category. For 
example, Apple was the first 
to create a touchscreen 
smartphone that could play 
music, browse the internet, 
and make phone calls. Apple 
reported total sales of the 
iPhone for FY 2022 at $205.4 
billion. 
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Continuation  table 1.2 
 

Price Price is the amount that consumers will be willing 
to pay for a product. Marketers must link the price  
to the product's real and perceived value, while 
also considering supply costs, seasonal discounts, 
competitors' prices, and retail markup. In some 
cases, business decision-makers may raise the 
price of a product to give it the appearance of 
luxury or exclusivity. Or, they may lower the 
price so more consumers will try it. 

UNIQLO, headquartered in 
Japan, is a global  
manufacturer of casual wear. 
Like its competitors Gap and 
Zara, UNIQLO creates low-
priced, fashion-forward 
garments for younger buyers. 

Place Place is the consideration of where the product 
should be available—in brick-and-mortar stores 
and online—and how it will be displayed. The 
decision is key: The makers of a luxury cosmetic 
product would want to be displayed in Sephora 
and Neiman Marcus, not in Walmart or Family 
Dollar. The goal of business executives is always 
to get their products in front of the consumers 
who are the most likely to buy them. 

For example, the 1995 movie 
GoldenEye was the 17th 
installment in the James 
Bond movie franchise and 
the first that did not feature an 
Aston Martin car. Instead, 
Bond actor Pierce Brosnan 
got into a BMW Z3. 
Although the Z3 was not 
released until months after 
the film had left theaters, 
BMW received 9,000 orders 
for the car the month after the 
movie opened. 
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Continuation  table 1.2 
 

Promotion The goal of promotion is to communicate to 
consumers that they need this product and that it 
is priced appropriately. Promotion encompasses 
advertising, public relations, and the overall 
media strategy for introducing a product. 

The Swedish vodka brand 
Absolut sold only 10,000 
cases of its vodka in 1980. By 
2000, the company had sold 
4.5 million cases, thanks in 
part to its iconic advertising 
campaign. The images in the 
campaign featured the 
brand's signature bottle 
styled as a range of surreal 
images: a bottle with a halo, a 
bottle made of stone, or a 
bottle in the shape of the trees 
standing on a ski slope. To 
date, the Absolut campaign is 
one of the longest-running 
continuous campaigns of all 
time, from 1981 to 2005. 

 

Creating and developing a brand is a rather long and laborious process that 

consists of the following stages:  

• The first stage is the creation of a new product or service concept. At 

this stage, the brand’s ability to create demand and new needs is established. It also 

determines the target audience of the future product (service).  

• The second stage is to study the needs and values of consumers, as well 

as the degree to which these needs are met by potential competitors.  

• The third stage is the creation of a brand concept (the basis for brand 

development). At this stage, the key ideas and distinctive features of the future brand 

are developed.  

• The fourth stage is comprehensive brand identification. A set of tools 

to ensure identification makes up the brand identity system:  
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ü Communicative identification – brand name, slogan, rules for writing 

texts for the brand and the general format of oral communication;  

ü Visual component of the brand: sign, corporate style, rules for their use. 

ü Sensory component of the brand: sound logo, corporate music, etc. 

ü Dynamic brand identification: key components of the mark animation, 

principles of building interfaces, basic components of animation for video clips, 

presentations, etc.  

• The fifth stage is the creation of brand documentation:  

ü A brand book is a motivational book that tells about the brand to non-

specialists. The function of the brand book is to impress the consumer and highlight 

the brand from the best side.  

ü A brand marketing guidelines is a collection of laws and rules that allow 

you to build the right brand communication for the entire period of its existence. It 

is compiled for marketers and contains the main research results, a detailed 

description of the brand concept, brand promotion techniques, etc.    

ü Brand design guidelines is a collection of standards, laws and rules that 

describe in detail the process of developing a design for a brand. It includes the 

creation of a sign, color palette, font selection, and layouts in various planes and 

sizes.  

• The sixth stage is the development of a brand launch strategy. The 

seventh and subsequent stages are the process of building ongoing communications 

with consumers. [23] 

One of the key stages of the brand creation process is the development of the 

brand concept itself, which involves the formation of the so-called brand DNA, i.e. 

identical key features, differences and characteristics of the brand being created. 

According to G. Trusov, President of the consulting company Contact-Expert, brand 

DNA is an idea, a germ, and a framework that allows a brand to develop. Brand DNA 
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includes the legend, values and aesthetic code that are necessary for the subsequent 

development of advertising creative. [22] 

When conducting the most detailed study of brand DNA, strategy developers 

carefully examine various customer groups formed by both demographics and 

psychological needs. Researchers analyze the underlying motives and driving forces 

of these groups. Strategy developers consider various competitors’ offers in an effort 

to understand what works for customers and what doesn’t. In addition, they analyze 

the internal corporate culture to determine what unique features make it special.  

Then all the accumulated information is processed to determine the key brand 

proposition supported by its core values.   

The formation of brand DNA should take into account such important 

components as:  

• Brand essence – the central idea of the brand in the shortest possible 

expression.  

• Brand driver – a key motivator that encourages consumers to interact 

with the brand;  

• Brand mission – the “big idea” of the brand in relation to the world, 

which brings the brand to a high social level. In fact, the brand mission is a global 

social justification for market ambitions.  

• Brand legend, brand story – refers to only a few brands, the existence 

or emergence of which is described through cases invented by the author. (For 

example, the Parker brand)  

• Brand differentiation – a set of essential parameters by which 

consumers can distinguish and recognize a brand.  
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• Brand positioning is an application for a place in the consumer’s mind. 

It is a clear statement of the brand’s position, qualities and distinctive features, 

designed to ensure that the consumer recognizes and remembers the brand.  

• Brand character is a description of brand behavior similar to human 

behavior in key situations of communication and interaction with the consumer. [4, 

p. 50-58] 

Reasons for trust (RTB) is a set of rational and emotional reasons why a 

consumer trusts the brand’s promises. A properly developed brand DNA should be 

based on an understanding of the underlying processes that govern the relationship 

between people and brands, as this is the only way to achieve a match between 

service and brand. 

The choice of promotion tools depends on many parameters - the target 

audience, the nature and values of the brand, current goals, the stage of the 

company’s life cycle, and so on. Let’s list by Lukov S.V. the most common channels 

of communication with the target audience: 

• Any advertising – TV commercials, radio ads, outdoor advertising, 

Internet advertising. 

• Native advertising and special projects – they do not sell the product 

directly, but involve users: for example, give them useful content. 

• Content marketing – publishing content on your blog and on third-party 

platforms. 

• PR – public relations management: usually events through which the 

brand image is improved. 

• Event-marketing – special events and actions that create the right 

impression of the company. 
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• BTL – tools oriented on a narrow target audience: for example, 

participation in specialized conferences. 

• Co-branding – advertising activity in cooperation with another brand. 

• Direct marketing – promotion through direct communication with the 

consumer: for example, through consultations. [10] 

Thus, the formation of brand DNA plays an important role in the process of 

creating, developing and launching a brand. 

Today, most managers and owners of Ukrainian companies have come to 

realize the importance of creating and promoting their own brand, which can provide 

the company with a strong position in the fierce competition with producers of 

similar goods and services. At a certain level of a company’s development, it 

becomes clear that it is necessary to focus efforts not just on programs to promote a 

product or service as such, but also on promoting its own brand. Moreover, there is 

a growing realization that a brand is not a representation of the product itself, but a 

representation of the value of that product. Brand characteristics now include such 

indicators of consumer attitudes as value, loyalty, sustainability, and image 

perception. The value of a brand is determined not by the price of the product, but 

by the unique emotional experience it evokes in the consumer. The price premium 

for a brand is not less than 15% of the cost of the product, while this price premium 

has virtually no upper limit. For example, “branded” alcoholic beverages or jewelry 

can cost 300% more than their faceless counterparts. But a brand alone is not a 

guarantee of a company’s viability. It is necessary to constantly carry out a series of 

actions that can be characterized as “brand management”. [31] 

The beginning of any brand management is its positioning in the market. 

Brand Positioning is the definition of the place that a brand will take in relation to 

competitors, as well as a set of consumer needs that it is intended to satisfy. 

Accordingly, the Brand Positioning Statement is the place that the brand occupies in 
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the perceptions of the target consumer segment in relation to competitors. For 

successful brand positioning, it is worth paying attention to other brands present in 

the same market segment. This will allow, firstly, to avoid duplication, secondly, to 

take into account mistakes and miscalculations made by competitors, and thirdly, it 

may lead to an original idea. One of the main principles used in brand positioning is 

the principle of using a unique product feature. The idea is simple: you need to find 

something unique among the properties of a given product that is unique to it. 

However, this approach is also fraught with danger: it is quite possible to imagine a 

product that does not have any unique qualities or that are not important or 

interesting to the consumer (for example, beer, gasoline, motor oils, bakery products, 

butter, deodorants, hairsprays). In such cases, you should not artificially search for 

unique qualities of the product; it is better to build its positioning on other grounds. 

However, skillful brand management in the lower segments of the market can 

bring a company considerable revenue. The fact that consumers can divide their 

perception of a brand by different products is used, for example, by Sony, which 

operates in the upper end of the market for some products (TVs, Walkman) and in 

the lower end for others (e.g., audio products). A good way to enter the low-end 

market without jeopardizing the main brand is to create a sub-brand – an additional 

line to the brand that exists in the higher end of the market. The risk to the main 

brand becomes much lower when the new sub-brand is qualitatively different from 

the main brand.  

For example, Gillette razors have traditionally been positioned as high-quality 

and innovative. Believing that the growing market for disposables is a critical market 

segment, the company launched a series of Gillette Good News products.  

The sub-brand was given a lighter and more youthful image that contrasted 

with the traditionally masculine image of Gillette – a key point in distancing the new 

sub-brand from the main brand.  
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The fact that Gillette Good News disposables were positioned as a high-

quality product also helped to reduce the potential risk of a deterioration in the 

perception of Gillette’s quality. Without planned and operational management, 

brands face the fate of following the end-of-life cycle: moving through the stages of 

market introduction, growth, maturity, and decline at a fairly rapid pace. However, 

well-managed brands are virtually immortal. [17] 

Examples of well-known brands are well known: the Lowenbrau beer brand 

was first introduced in 1383. It has survived plagues, wars, the fall of federalism, the 

discovery of America, and the rise and fall of entire nations. Thomas J. Lipton started 

selling tea under his own name in 1889 and popularized it in the UK during the reign 

of Queen Victoria. Lipton branded tea is still popular today – in fact, it has outlived 

the British Empire. [26] 

One of the strongest brands today, Coca-Cola, was created in 1886. Products 

sold under a particular brand name may “die out” due to the disappearance or change 

in consumer tastes, but the brands themselves can exist in harmony with the minds 

of consumers almost indefinitely. 

Thus, the brand management process is complex and constantly changing. 

This process includes defining the brand’s purpose, values and identity, creating a 

marketing strategy, positioning in the market, communicating with customers and 

maintaining the brand’s reputation. Thanks to the development of technology and 

the Internet, brand management has become an even more important and complex 

task. Companies need to understand the needs and expectations of their customers 

and adapt their brands to a rapidly changing world. Brand management also involves 

analyzing and comparing with competitors in the market, researching new trends, 

and understanding how customers react to the company’s brand. Based on the 

analysis, we can conclude that the brand management process requires constant 

updating and adaptation to market conditions, as well as taking into account the 
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needs and expectations of customers. Successful brand management helps to 

improve the company’s competitiveness and increase customer loyalty. One well-

known example of a brand analysis is the 4Ps. The four Ps provide a framework on 

which to build your marketing strategy. Think through each factor. And don’t worry 

when the factors overlap. That’s inevitable. 
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SECTION 2 

        INVESTIGATION OF THE BRAND MANAGEMENT PROCESS AT  

    NOVA POSHTA AND RECOMMENDATIONS FOR ITS 

IMPROVEMENT 

 

2.1 Brief overview of Nova Poshta 

 

Nova Poshta LLC is one of the leading postal operators in Ukraine, operating 

in all regions of the country. The company was founded in 2001 and since then has 

been providing its customers with convenient and affordable cargo and mail delivery 

services throughout Ukraine and abroad using the latest technologies and a variety 

of delivery options, such as warehouse-warehouse, door-to-door, warehouse-door 

and door-to-warehouse. [19] 

Nova Poshta LLC is the first Ukrainian operator to introduce express 

transportation of goods and documents and provides a full range of delivery services, 

including money transfers [19]. The company has more than 1052 post offices in 

646 settlements of Ukraine, which ensures its coverage of almost the entire territory 

of the country. In addition, every year the company receives various awards and 

holds a leading position in the Ukrainian market (Fig. 2.1) [19]. 

 
Figure 2.1 – Awards of Nova Poshta LLC 

Source: developed on the basis of [19] 

LLC "Nova Poshta"

Golden Fortune 
"Quality of the third 

millennium"
People's recognition "Brand 

of the Year"



37 
 

 
Nova Poshta LLC operates under the slogan “We are where it is convenient 

for you!”.  In the process of sorting mail, 5-digit indexing has been introduced – 

high-quality, simple, accelerated customer service. The technical support of the 

production process uses new modern technologies, modern equipment, transport, 

modern repairs, and expansion of postal networks.  

Nova Poshta LLC has a corporate Internet portal (www.novaposhta.ua), which 

facilitates the interconnection of information resources of all company divisions.  

The use of new technologies allows the company to provide modern services, such 

as delivery of goods and cargo from online stores; cargo storage (for a certain period 

of time); return delivery (return); cargo packaging (various types of packaging). The 

company has established 78 post offices (Internet points) for convenient use and 

accessibility for customers.  Nova Poshta is developing its financial and banking 

services, including issuing financial documents and accepting cash. The company’s 

wide range of services includes more than 70 types of services.   

 
Figure 2.2 – Values of Nova Poshta 

CUSTOMER

We work to make 
the lives of 

millions of people 
better by delivering 

joy, care, love, 
dreams... We 

always fulfill our 
promises to our 

customers carefully 
and punctually. We 
respond to any of 
their needs - it is 
natural for us to 

help for us to help. 
A smile is a sign of 
our attitude to the 

client.

TECHNOLOGY

Our technologies 
allow us to have 
efficient and safe 

production 
processes, which 

we strive to 
automate as much 

as possible. 
automate and 

robotize as much as 
possible. 

STAFF

The people at Nova 
Poshta are reliable, 

highly 
professional, caring 

and forward-
looking. Respect, 

honesty and 
openness are are 

the basis of 
communication in 

the company, and a 
mistake is a search 

for a way to to 
success. A manager 
of any level is open 
to an ordinary to an 
ordinary employee.

EFFICIENCY

Only the synergy of 
the three values of 
Client, Staff and 

Technology ensures 
profit. This is what 
drives us to invest 

and and further 
growth. We are 

always looking for 
the most effective 

way to maximize the 
result. We strive to 
simplify processes 
and minimize costs 
while maintaining 

high quality of 
services.
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Source: developed on the basis of [19] 
“Nova Poshta is a participant in international projects: “The system of 

registration and control of mail passage in Ukraine”, “International financial 

system”, “Continuous quality control”. 

The company pays considerable attention to ensuring and improving the level 

of high qualification of its personnel (courses, trainings, seminars, training centers). 

Today, the companies have evolved into the Nova Poshta Group, which 

provides customers with a full range of logistics and related services. The Group 

includes Ukrainian and foreign companies, including Nova Poshta, NP Logistic, 

NovaPay and Nova Poshta Global.  

“Nova Poshta is a leader in the logistics market that provides easy delivery to 

every customer – to a post office machine, or address – and allows thousands of 

entrepreneurs to create and develop business not only in Ukraine but also abroad. 

The company’s network includes almost 7200 branches throughout Ukraine, and the 

number of shipments in 2020 exceeded 313 million. NP Logistic is a company that 

provides fulfillment services: storage of goods in warehouses, picking and sending 

orders to the recipient. “NovaPay is a non-bank financial institution that allows the 

company’s clients to make money transfers and electronic money transactions.  

On January 21, 2021, Post Finance, the financial company of the Nova Poshta 

Group, changed its name to NovaPay. Thus, the company has united all its own 

names under one name – the name of the payment system, the legal name and the 

name of the brand, which it plans to grow and strengthen. This path began in 2018, 

when the company created its own payment system. In 2019, the brand, which was 

then called Forpost, received the name NovaPay. In 2020, the payment system was 

officially renamed.  

Under the NovaPay brand, many new financial products were created, 

additional payment options were introduced for customers, and new partners were 
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attracted. The unification of the names will make the company’s services more 

recognizable and understandable to consumers, help avoid confusion and identify 

NovaPay as an innovative financial service. NovaPay still guarantees its customers 

reliability, high speed and convenience of payments. NovaPay is part of the Nova 

Poshta group of companies and has been successfully operating in the Ukrainian 

market since 2014.  

The company offers Individuals and businesses a wide range of financial 

instruments and products in online and offline formats. The effectiveness and 

convenience of NovaPay services can be evaluated at more than 3,400 financial 

services outlets and online resources. According to the National Bank of Ukraine, 

the NovaPay payment system is recognized as the leader among all money transfer 

systems in Ukraine created by non-bank institutions with a market share of 46%. 

“Nova Poshta Global is developing an international partner network to 

provide customers with express delivery services not only in Ukraine but also 

abroad. In 2020, the company rose from 27th to 19th place in the ranking of the largest 

taxpayers in Ukraine. In 2020, Nova Poshta Group paid UAH 5 billion in taxes and 

fees to the state and local budgets. This is 20% more than in the previous year.  “Nova 

Poshta is one of the largest employers in Ukraine, currently employing more than 

28,000 people. 

Due to the situation in the country and a large number of Ukrainians living 

abroad, Nova Poshta decided to create its own branches in European countries to 

provide services to citizens of Ukraine and abroad. The first in line to open such a 

branch is Poland. The company said it would open its first Polish branch in Warsaw 

in 2022. 

The first Nova Poshta office in Warsaw is located at Męcińska 18 The opening 

of the branch in Poland and the entry of Nova Poshta to the Polish market will not 
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only meet the expectations of Ukrainians living in Poland, but will also stimulate the 

development of business and trade relations between the two countries. 

Since September Nova Poshta in Poland reduces prices for parcels delivery 

from Ukraine to Poland by 2,5 times. Now Ukrainians can send parcels with personal 

belongings to Poland by Nova Poshta at new special prices. 

Also provides service – parcel from Poland to Ukraine by Nova Poshta. 

The results of the work of any unit of the management apparatus are evaluated 

by indicators that characterize the realization of their goals and objectives. For each 

subsystem, a “hierarchy” of responsibility and work rules is formed, covering the 

entire organization from top to bottom. 

“Nova Poshta is a socially responsible company, developing a number of 

social and environmental projects. For example, the Humanitarian Post has been 

delivering goods to has been delivering goods for volunteers since 2014 and 

currently cooperates with 131 volunteer organizations. The company is actively 

implementing recycling collection in its offices and terminals. Since April 2019, the 

company has been gradually switching to a new type of packaging: recycled paper 

will be used instead of foam. 

The company's mission Is to make delivery easy for life and business. To 

achieve this the Nova Poshta team introduces new products and services, focusing 

on international standards and best practices. 

For Ukrainians, Nova Poshta is no longer just a delivery service. The new 

corporate structure is a group of companies that provide customers with a range of 

logistics and related services. 

For the convenience of customers, the company is implementing modern IT 

solutions. One of these was the launch of a mobile application that makes it as easy 

as possible to use the company’s services as easily as possible. As of the end of 2015, 

the application was downloaded by more than 1.5 million Ukrainians. 
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Progressive service formats are successfully developing: cargoes are 

processed and sorted at the terminals, and the shipments are delivered not only to 

the branch, but also through post offices and mini-branches (parcel shops). 

Thanks to them, customers can receive parcels within walking distance not 

only from their homes but also from their offices from their homes and offices. 

As part of its corporate social responsibility strategy, Nova Poshta is 

implementing the Humanitarian Post of Ukraine project, which helps volunteer 

organizations to transport humanitarian goods to the ATO zone free of charge. Over 

the 1.5 years of the project’s existence, more than 15,000 tons of cargo have been 

transported for 300 volunteer groups.  

Thus, we can say that Nova Poshta is a reliable partner for more than 80,000 

companies, including national producers and retailers, automotive chains, online 

stores, foreign companies and many others. 

 
  2.2 Analysis of the brand management process of Nova Poshta  
 

There are many postal operators in Ukraine. Among the largest competitors of 

Nova Poshta LLC are the following: Samit agency, Factor, Blitz-Inform, ACD-

Express, TNT-Express, Exmoto, banks, etc. 

The competition of enterprises is determined by different types of services. 

The leaders among commercial operators are companies: Nova Poshta, Mist 

Express, Night Express, Autolux, Ukrcourier, SAT, In-Time, Euro Express, TNT, and 

DPD Ukraine. The comparative characteristics of the companies are presented in 

Table 2.1. [19] 
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Table 2.1 – Key indicators of operator identification in the CEP market in 2021 
Enterpris

es 

Indicators 

Ukrpos

hta 

Nova 

Poshta 

Night 

express 

Autol

ux 

InTime Euro 

Express 

TNT 

Express 

DPD 

Ukraine 

Year of 

foundatio

n in 

Ukraine 

1994 2001 2001 1997 2002 2003 1993 1993 

Head 

office 

Kyiv Kyiv Kyiv Kyiv Zaporizhz

hia 

Kyiv Kyiv Kyiv 

Automob

ile fleet, 

units 

More 

than 

545 

Closed 

informati

on 

Closed 

informati

on 

More 

than 

250 

Closed 

informatio

n 

Closed 

informati

on 

More 

than 260 

Closed 

informati

on 

Number 

of of 

branches, 

units 

More 

than 

11000 

More 

than 

9300 

More 

than 150 

More 

than 

200 

650 102 23 36 

Number 

of cities 

of 

service, 

units 

All 

cities 

Ukraine 

675 99 126 344 82 Closed 

informati

on 

Closed 

informati

on 

Source: analyzed based on [19] 
 

Analyze the market of competitors of Nova Poshta. 

JSC Ukrposhta is the national postal operator of Ukraine. Ukrposhta is the 

largest network: more than 11,000 branches provide coverage in 100% of Ukrainian 

settlements. Its activities include postal services, logistics, finance and trade. It 

provides more than 50 different services for individuals and corporate clients and is 

currently the main competitor. 

The Company "Night Express" performs regular cargo transportation on 

established routes in Ukraine since 2001. A network of offices in cities with a 
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convenient work schedule has been created for clients. Today the service offers 

services for urgent delivery of small and medium shipments in 99 cities of Ukraine. 

Transportation is performed by the following schemes of delivery: “Warehouse-

Door”, “Door-Door”, “Warehouse-Door” and “Door-Shelf”. The range of cargo 

weight for shipment starts from 0.1 kg and ends up to 20000 kg. All parcels may be 

insured up to UAH 100000. Payment for parcel transportation is possible both by 

sender and recipient for cash or non-cash payment. 

As a postal operator, Autolux Global Post operates under the brand name 

Autolux Express Post throughout Ukraine. Our mission is to provide fast, affordable 

and convenient delivery of your cargo. The company provides cargo transportation 

services in the B2B segment. Consistently fair transportation costs, speed, quality 

and reliability. We have been delivering documents and cargo under the Autolux 

Express Post brand since 1997. The best practices and processes developed over the 

period of its existence in the freight and passenger transportation market are 

preserved. A network of regional offices and our own fleet of vehicles allow us to 

make delivery the most convenient service for each of our customers. 

In-Time Transportation Company was founded on May 31, 2002 in 

Zaporizhzhya. Active operations in the market began in December 2002, and since 

then In-Time has won a stable position in the freight route transportation market. 

The company carries out freight traffic on routes connecting 42 cities of different 

regions of Ukraine, in which In-Time representative offices operate. Principle: treat 

others as you would like others to treat you LLC “In-Time” is constantly improving 

its services for safe, convenient and efficient delivery of goods, their storage in 

warehouses of departments. 

Euro Express was founded in 2003 and today employs more than 700 people in 

82 offices across Ukraine. Transportation from 0.01 kg to 20 tons in 24 to 48 hours 

in most cities of Ukraine. The cost of the discount is from 20 UAH. 
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Every day, TNT works hard to connect people and businesses around the globe, 

delivering millions of parcels, documents and freight with care and attention. The 

fast and extensive road network across Europe provides a wide range of delivery 

services to help you meet your customer commitments and expand your business. 

More than 55,000 road trips connect Europe every week. 

The International network of DPD ("Dynamic Parcel Distribution") has more 

than 800 terminals in 40 countries, more than 24,000 employees and a fleet of over 

18,000 vehicles. Under DPD brand we offer a fully integrated ground parcel service 

to over 200 000 corporate and private clients. DPD was founded in 1976 by 18 big 

German transport companies. The aim of this merger was to create a customer-

oriented transport delivery system with improved service standards for business 

customers. The merger with GeoPost, a subsidiary of the French La Poste, in April 

2001 strengthened DPD’s long-term integrity, stability and guarantee of future 

growth. 

Several development vectors have been formed within the company, including 

the international direction (Nova Poshta International). In 2014, Nova Poshta opened 

representative offices in Georgia and Moldova, and a year later entered the 

international delivery market in 200 countries. In 2016, the American publication 

Inc. included Nova Poshta in the ranking of the top 5000 European companies 

showing the fastest growth. 

Customers associate Nova Poshta with: fast delivery; high cost for the provision 

of services; a large network of branches; convenience automation and integration of 

various services (Table 2.2). [19] 
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Table 2.2 – Company Nova Poshta performance 
 Indicator Unit of measurement Meaning 

 On time to the branch % 
 99,13% 

 On time to the door % 93,38% 

 Cargo picked up on time % 96,99% 

 NPS Willingness to recommend % 76% 
Source: analyzed based on [19] 

 
We conducted a survey on the quality of Nova Poshta’s work. The goal of this 

survey was to find out how the reputation is affected by some factors and compare 

the general impresstion of the brand. The targets were teachers, students and others, 

the age gap was from 20 to +50, and the gender of each person. The data is presented 

below and was collected in the time frame of 5 days. 

 
Figure 2.3 – Quality of brand services 

Source: Google form survey result 

 

The following factors may contribute to the quality of Nova Poshta’s services 

in Ukraine: 

0.4 3.1 5.2

32.6

58.7

1 - bad 2 3 4 5 - best
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• Delays in delivery: sometimes parcels can be delayed on the road, 

which leads to customer dissatisfaction. This may be due to the complexity of 

logistics in some regions, a large number of shipments during the holidays, or 

technical problems in the delivery system. 

• Damage or loss of cargo: Sometimes damage or loss of cargo can occur 

as a result of negligence or recklessness in handling shipments.  

• Unfavorable storage conditions: if the cargo is stored in the wrong 

conditions, it can lead to damage or deterioration of the goods. For example, if the 

temperature of the cargo does not meet the requirements, it can lead to spoilage of 

food or medicines. 

• Insufficient information support: If customers are not provided with 

enough information about the status of their parcels or if they are not provided with 

sufficient support in case of problems, this can lead to a lack of trust in the company 

and its services. 

Next, let’s evaluate the quality of the location of the Nova Poshta or post office 

machines. 
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Figure 2.4 – The quality of the location of Nova Poshta branches or post 

offices 
Source: Google form survey result 

 

 

 

The following factors may contribute to the poor quality of Nova Poshta’s 

locations: 

• Insufficient number of branches or post offices: In some regions, there 

may be an insufficient number of branches or post offices, which may result in the 

need to make long trips to send or receive parcels. 

• Unsuitable storage conditions: if  Nova Poshta offices or post offices 

do not have proper storage conditions, this may lead to damage or deterioration of 

the goods. For example, if the temperature of a post office or post office machine 

does not meet the requirements, it can lead to spoilage of food or medicines. 

• Insufficient cleanliness and tidiness: if Nova Poshta’s offices or post 

offices are not kept clean and tidy, it can lead to a negative impression of the 

company. 

• Insufficient information support. 

Next, let’s evaluate the functionality of the Nova Poshta app (how much time 

it saves). 
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Figure 2.5 – Functionality of the Nova Poshta app 

Source: Google form survey result 

 

 

The following problems may occur with the Nova Poshta app: 

• Unstable performance: the app may become unstable or freeze, which 

may result in delays or data loss. 

• Internet connection issues: If the app requires a constant Internet 

connection, it may not be suitable for use in an area with limited Internet access. 

• Insufficient functionality: If an app does not have the necessary features 

or does not allow certain operations, it may cause inconvenience to users. 

We evaluate the logistics activities of Nova Poshta. 
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Figure 2.6 – Logistics activities of Nova Poshta 

Source: Google form survey result 

 

Disadvantages of Nova Poshta’s logistics activities may include the following 

problems: 

• Delivery delays: Nova Poshta may have problems delivering on time, 

which could affect customer satisfaction and the company’s reputation. 

• Damage to cargo: due to poor handling of cargo during transportation, 

cargo may be damaged, which affects the quality of services. 

• Problems with cargo storage: if the company does not have enough 

storage space or does not ensure proper temperature control, this can lead to 

problems with the quality of delivery. 

• Incorrect cargo identification: Nova Poshta may make a mistake in 

establishing the correct address or identifying the cargo, which can lead to non-

delivery or delay of the cargo. 

The voting was also conducted in the following category: how do you assess 

the work of Nova Poshta in wartime? 
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Figure 2.7 – Assessment of the work of Nova Poshta in wartime 

Source: Google form survey result 

 

The disadvantages of Nova Poshta’s wartime operations may include the 

following issues: 

• Closure of branches and reduced services. 

• Damage or loss of cargo. 

• Increased delivery time: Due to restrictions on movement and possible 

roadblocks, delivery times may increase, which may lead to customer 

dissatisfaction. 

• Delays due to lack of access to certain territories: in the event of war, 

Nova Poshta may have problems delivering to certain territories due to restrictions 

on movement or danger to its employees. 

• Problems with cargo storage. 

• Problems with communication with customers. 

0.6

2 4.2

22.7

70.5

1 - bad 2 3 4 5 - best



51 
 

 
Figure 2.8 – Expanding Nova Poshta’s market abroad, including Poland. 
Source: Google form survey result 

 

The disadvantages of expanding Nova Poshta abroad in Poland may include 

the following issues: 

• Competition: The logistics market in Poland is quite saturated and 

competitive, which may pose challenges for Nova Poshta’s expansion in the country. 

• Different rules and regulations: Poland has its own rules and 

regulations, which may differ from those used in Ukraine. 

• Cultural differences: Cultural differences between Ukraine and Poland 

can lead to difficulties in interacting with customers, which can damage the 

company’s image. 

• Problems with distribution of goods: There may be problems with the 

distribution of goods at the local level due to the lack of sufficient number of 

branches with foreign-speaking employees. 
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Figure 2.9 – Overall impression of the brand 

Source: Google form survey result 

 

The disadvantages of Nova Poshta may include the following problems: 

Delays in delivery, insufficient information support, incorrect addresses, damage to 

cargo, lack of insurance, insufficient quality of cargo handling, lack of flexibility in 

delivery, unpleasant behavior of employees. 

Overall, 69.6% of clients are women and 30.4% are men. Age group: 20-30 

years old – 58.7%, 30-40 years old – 13%, 40-50 years old – 13%, 50+ years old – 

15.2%. Position at the university: teacher – 33.3%, student – 53.3%, other – 13.3%. 

We will analyze the main performance indicators of the “Nova Poshta” 

company based on the results of recent years. First of all, we will consider the 

dynamics of changes in the number of company branches and the number of 

shipments (Table 2.3). 
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Table 2.3 – Main performance indicators of the company “Nova Poshta” 

Years 2019 2020 2021 
Number of departments, units 6061 7145 9300 
Percentage change in the number 
of branches, % 

- 17,9 23,17 

Number of shipments, million 213,0 313,6 372 
Percentage change in the number 
of delivered parcels, % 

- 47,2 14 

Source: analyzed based on [19] 
 

In 2020, Nova Poshta continues to expand its network, opening new 

convenient branches mainly in villages. In October, the company opened its 7,000th 

branch in Ukraine. 

The company’s network already includes 7,145 branches, of which 5,600 are 

partner branches opened under a franchise. More than 4,000 of them are in villages. 

This means that every seventh village in Ukraine already has a New Post office. 

Therefore, residents can both sell their products and farm products to consumers, 

and buy products, goods, medicines, medical supplies online, receiving them at 

home. 

“In 2020, despite the quarantine, Nova Poshta expanded its network. We 

focused on small towns and villages. After all, it is very important for us to provide 

a high-quality delivery service to all Ukrainians, no matter where they live – in a 

metropolis or a village, - comments Oleksandr Bulba, CEO of Nova mail – We have 

already opened 1,300 new branches this year. That is, on average, Nova Poshta 

opened 5 branches per day, 4 of which were in villages where the company had not 

previously been represented.” 

Now let’s analyze the main financial indicators of the activity of the company 

“Nova Poshta” for the rest of the year (Table 2.4). 
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Table 2.4 – Main financial indicators of Nova Poshta activity 

Financial indicators 2019 2020 2021 
Income (revenue from the sale of 
goods and services) 

13453318 16902857 20843502 

Amount of income change, % - 20,4 18,9 
Total costs 2070350 2354107 2994137 
Percentage change in total costs - 12,05 21,38 
Net profit 782954 991292 2600320 
Percentage change in net income - 21,02 61,88 

Source: analyzed based on [19] 
 

In 2020, the company rose from 27th to 19th place in the rating of the largest 

taxpayers of Ukraine. In 2020, the Nova Poshta group of companies paid UAH 5 

billion. Taxes and fees to state and local budgets. This is 20% more than in the 

previous year. 

Having formulated the development goals of the postal operator, it is 

necessary to propose a strategy to achieve the goal. For the analysis, we will analyze 

the internal and external factors influencing the company in order to determine the 

advantages and disadvantages, we will conduct a SWOT analysis of the company 

“Nova Poshta” (Fig. 2.3). [19] 
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Figure 2.10 – SWOT analysis of Nova Poshta LLC (Preporational matrix) 

Source: analyzed based on [19] 
 

The company’s advantages are the provision of quality services and customer-

centered service. A flexible pricing policy will help the company expand its share in 

the segment and introduce new types of services. An important factor is that Nova 

Poshta LLC is an experienced postal operator. 

Threatening factors for “Nova Poshta” LLC are the emergence of new 

competitors that are more attractive to customers. Therefore, Nova Poshta LLC 

needs to constantly improve its technologies to remain competitive. 

Factors

Internal 
Advantages.
1. High volumes of services.
2. High quality of service provision.
3. Effective system of service distribution.
4. The operator has extensive experience in the
domestic market.
5. The range of services is increasing every
year. is increasing with new services.
6. The operator has a very large coverage of the
territory where none of the competitors will be
able to provide its services.

Disadvantages.
1. Unsatisfactory marketing activities of the
enterprise activities of the enterprise.
2. Insufficient technical and computer support
support.
3. Production capacities are used are used only
by 25%.
4. Imperfect assortment policy.
5. Unqualified staff.

External
Opportunities.
1. Close ties with consumers.
2. Conquest of new market segments.
3. Expanding the range of services.
4. Ability to use skills and technologies to
increase market share.
5. Production facilities allow to to provide
services by 50% more than than planned.
6. Use of databases that have been formed
databases formed over the years for for
promotional activities.

Threats.
1. Market entry of emerging competitors with the
most emerging competitors with the most advanced
technologies.
2. Tougher financing conditions.
3. The volume of traditional services are constantly
decreasing.
4. Profitability can be affected at any time can be
reduced at any time with changes in the political
situation situation.
5. The emergence of high-tech communication
services on the Ukrainian market of high-tech
communication services on the Ukrainian market
that are alternative to postal services.
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Opportunities for Nova Poshta LLC include effective marketing activities of 

the company (market expansion, modernization of equipment, computer 

technologies). 

The disadvantages for “Nova Poshta” LLC are competitors with modern 

technologies. 

The SWOT analysis of Nova Poshta LLC determined that the company has a 

stable leading position in the market of express delivery services. 

“Nova Poshta” LLC needs to use an effective advertising campaign with the 

help of various advertising media, which will help the company familiarize 

customers with the services.  

The quarantine has only increased attention to online sales, which is due to 

the need to diversify channels due to the need to diversify distribution channels. 

Distribution channels (due to the pandemic). Considering that according to forecasts 

for the development of retail for the for the next 2-3 years: online sales are expected 

to grow and the number of own outlets is expected to increase, we note that this is 

an additional incentive and is an important factor that can affect the activities of 

postal and courier services, the development of which was analyzed in 2020. Which 

in 2020 was analyzed using PEST analysis in the categories of political, economic 

social and technological (Table 2.5). 
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Table 2.5 – PEST analysis 

Political and legal environment The impact of the economy 
Future changes in the 
state legislation and 

regulations acts 

We are considering 
the issue of 

nationalization 
private operator 

The economic 
situation, investment 
climate in the country 
and industry, level of 

solvency and 
population 

Increase the 
attractiveness by by 
expanding the of the 
network, taking into 
account elasticity of 

demand and and 
solvency. 

Social and cultural trends Technological innovations 
The main values, way 

of life of life, 
thinking, reputation 

of the operator, 
opinions of 

consumers, attitudes 
and touch points of 

consumers 

This may affect the 
tariff policy for 

integrated services, 
brand promotion, and 
focus on new values, 
supporting national 

awareness. 

Development of new 
technologies, 

logistics network and 
implementation of of 
new methods service 

Timely assessment of 
the of technological 

efficiency, 
determination of the 

optimal volume 
application 

technology and 
timely withdrawal of 
the technology from 

production. 
Source: analyzed based on [19] 
 

Let us analyze the advantages and disadvantages of this analysis in the form 

of Table 2.6. 

Table 2.6. – Advantages and disadvantages of the PEST-analysis of Nova 

Poshta LLC 
Advantages  Disadvantages 

Simple and time-consuming In general, a simple list, presented 
without criticism. 

The manager and staff begin to think about 
the external environment and work with the 

factors. 

The rapid pace of change in society make it 
difficult to predict events: 

- The abundance of information can blind us 
to the main factors; 

- the analysis may be based on assumptions 
that have not been proven. 

There is a “vision” of the external 
environment. 
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Continuation table 2.6 
Cultivating a culture of calculating external 

factors. 
 

Building a comprehensive picture of the 
external environment. 

 

A common language for analyzing the 
environment has been developed. 

 

There is a strong habit of analyzing the 
external environment and not being caught up 

in internal problems. 

 

Promotes the development of strategic 
thinking 

 

Source: analyzed based on [19] 
 

For any business, it is important to have a realistic view of the levers you can control, 

the company's internal resources, and to understand the factors that outside your 

control, external threats. The simple fact of understanding these points already saves 

time and budget. 

According to the results of the SWOT and PEST analysis, the main 

weaknesses and and threats to Nova Poshta LLC are the weakening of competitive 

advantages, inadequate communication policy, low level of management and the 

emergence of new competitors. Maintaining this status may result in Ukraine losing 

its title of "leader of express delivery". 

To fully assess competitiveness, attention should also be paid to consumers. 

The main consumers of postal services include: 
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Table 2.7 - Main consumers of postal services in Ukraine 

Groups  Share, % 
Population: 
Youth (under 25 years old) 15,9 
Adult population (25-55 years old) 30 
pensioners 14,1 
Legal groups: 
Industrial facilities 22 
Commercial organizations  10 
Financial organizations  5 
Public organizations 4,5 
Organizations of legislative and executive 
authorities 

3 

Source: analyzed based on [19] 
 
This percentage is due to the fact that pensioners are tied to traditional postal 

methods, so they should have the highest percentage. However, a larger part of the 

adult population uses postal services. This is due to the introduction of services such 

as telegraphic transfers, as well as various financial services. It is the introduction of 

the most modern services that allowed the postal operator to increase the number of 

its audience. 

Thus, the following conclusion can be made: the constant introduction of the 

latest high-tech services leads to an increase in the number of consumers, which in 

turn leads to an increase in profits. Most of them are employed by legal entities. First 

of all, this is due to the fact that companies conduct active business correspondence 

and constantly send money transfers. It is very difficult for residents to match their 

consumption. Relations between this group are more stable, but recently there has 

been a decline in the provision of services to companies. This is due to the emergence 

of alternative operators with a more advanced delivery and courier service system. 

Therefore, Nova Poshta LLC should continue to monitor the situation and take 

timely measures in order not to lose customers among this group. 
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Let's conduct a study of the competitive environment of "Nova Poshta" LLC 

on based on M. Porter's five forces model using the peer review method. The result 

of this study is the construction of a table (Table 2.8) with an assessment of the 

impact of the factors of M. Porter's five forces model. 

 

Table 2.8 - Assessment of the competitive environment of "Nova Poshta" LLC 

Group of factors The importance 
of the factor 

Average 
assessment factor 

Evaluation of the 
factor with taking 
into account its 

significance 
1) The threat of substitute services 

Availability of alternative 
services (corporate courier 

delivery) 
1 2,30 2,30 

Overall assessment 1 - 2,30 
2) Threat from existing competitors 

Number of participants 0,31 4,37 1,35 
Market growth rate 0,18 3,60 0,65 

Restrictions on price 
increases 0,21 4,43 0,93 

Overall assessment 0,3 3,70 1,11 
3) The threat of new players 

Economies of scale in the 
provision of services 0,21 3,21 0,67 

Strong brands with a 
significant level of 

recognition and loyalty 

0,14 
 
 
 

2,43 0,34 

The level of differentiation of 
the service in the market 

0,10 4,31 0,43 

The level of investment and 
costs for to enter the industry 0,25 3,56 0,89 

Government policy 0,07 
 3,14 0,22 

Readiness of existing players 
to price reduction 0,17 4,51 0,77 

Industry growth rate 0,04 4,8 0,19 
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Continuation table 2.8 
Overall assessment 1 - 3,51 

4) Degree of customer power 
The share of customers with a 

large volume of 
of sales 

0,33 4,86 1,60 

The tendency to switch to 
substitute services 0,12 2,34 0,28 

Price sensitivity 0,27 4,13 1,12 
Satisfaction with the quality 

of services 0,28 4,40 1,23 

General assessment 1 - 4,23 
5) The degree of power of suppliers 

Number of suppliers 0,28 3,27 0,92 
Limited resources of 

suppliers 0,36 3,45 1,24 

Switching costs 0,24 3,21 0,77 
Prioritization of the industry 

for suppliers 0,12 2,84 0,34 

Overall assessment 1 - 3,27 
Source: analyzed based on [19] 

 
Fig. 2.4. Stages of researching the competitive environment 

Source: analyzed based on [19] 

Formulate 
the purpose 
of the study

• The purpose of the study: to study the modern functions of LLC "in the 
competitive environment and to develop methods to strengthen them.

Collection 
of primary 
information

• The basis is made up of Nova Poshta specialists, branch network 
managers and branch managers. As the expert survey is conducted

Evaluation 
of the 
results

• First, we find the average score of each expert for each factor in each 
group. The next step is to assess the importance of each factor. First, 
based on the results of each expert's answers, we find the relationship 
between the scores for each factor and the overall score. Therefore, 
calculate the weight of each factor. Based on the data obtained, we find 
a comprehensive indicator of the competitive environment of the 
market.
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In order to draw conclusions about the competitive environment, we build the 

final assessment of the competitive environment (Table 2.9) on the basis of Table 

2.8. We will use the total score for each combination of factors: 1-2.3 - low threat 

level, 2.4-3.7 - medium threat level, 3.8-5 - high threat level. 

 

Table 2.9 - Final assessment of the competitive environment of "Nova 

Poshta" LLC (based on M. Porter's 5 forces model) 

Parameter Meaning The level of 
threats 

Characteristics 

The threat from substitute 
services 

2,3 - Express delivery services do not 
have substitute services 

The threat of 
intra-industry 
competition 

4,04 + The company has a large number 
of competitors with similar 
services and prices. 

The threat from 
new players 

3,51 +/- The company has an average 
level of threat from new market 
players. 

The threat of losing 
of existing customers 

4,23 + Despite the fact that the company 
has already established itself in 
the market, it has regular 
customers, the capacity of buyers 
in the the market is very large 

The threat of instability of 
supply 

3,27 +/- The company is not heavily 
dependent on suppliers, but the 
suppliers themselves do not 
consider this industry a priority. 

Source: developed by the author 

 

In summary, we can conclude that the company's branch is generally stable, 

but there are a number of problems that need to be further studied and addressed. 
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 2.3. Improvement of brand management process of Nova Poshta  
 

E-commerce is growing rapidly all over the world. Postal institutions are in 

the most favorable position because they have unrivaled geographical coverage, 

brand trust and improved logistics around the world.  

This was recognized at the meeting at the highest level of the UN on the 

problem of building an information society, where the Universal Postal Union was 

announced as one of the leaders and researchers of e-business in cooperation with 

UNCTAD, ITU and ILO (International Labor Organization). 

E-commerce with the help of postal companies is a priority in the following 

areas: delivery and return of products; material and technical support; payments, 

including electronic payments, money transfers and micro payments; visiting 

electronic stores and the Internet market. 

After analyzing the consumer ratings of the Nova Poshta brand, we can 

conclude that modern market conditions require any business to take a 

comprehensive approach to brand management and make effective decisions to 

manage the promotion of the company's brand. 

 

Table 2.10 - Description of LLC 

Function Strategic functions Tactical functions 
Planning Defining communication goals 

and brand goals 
Establishment of CA (target audience) and 
assessment of consumer perception of the 
brand; 

Organization Formation of the 
organizational structure; 
Establishment of powers 
between employees of 
structural subdivisions 

Formation and optimization of promotion tools 
and means of communication; Budget 
calculation; Improvement of means of 
communication; Formation of brand-oriented 
messages for the proposed means; 
Development of a schedule for the 
implementation of communication measures. 
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Continuation table 2.10 

Motivation Development of a system of 
incentives to motivate the 
company's employees 

Implementation of a system of incentives (non-
material) for a greater understanding of the 
essence of the brand by employees 

Сontrol Implementation of control and 
evaluation of the result with the 
achievement of 
communication goals for brand 
promotion 

Implementation and evaluation of 
communication results for brand promotion; 
Evaluation of the effectiveness of the result. 

Source: Compiled by the author 

 

 
Fig. 2.5. Conceptual model of brand promotion management  

Source: Compiled by the author 

 

In order to successfully improve the brand management of Nova Poshta LLC, 

it is necessary to improve the marketing component of its activities. To improve the 

effect of promoting the Nova Poshta LLC brand, the author proposed the following 

measures (Fig. 2.6): 

Target subsystem
•The purpose of brand management
•The task of the brand

Control system
•Principles of brand management
•Brand management criteria
•Subject of brand management
•Brand management functions

Control subsystem
•Brand management methods and tools
•Resource support

Controlled subsystem
•Advertising
•Corporate site
•Sales promotion
•Event marketing
•Communications
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Fig. 2.6. Measures to improve the promotion of the Nova Poshta LLC brand 
Source: Compiled by the author 

 

The logic of Nova Poshta's brand management is based on several key 

principles that help build and develop a strong brand. The main aspects of Nova 

Poshta's brand management logic include: 

• Understanding customers: Nova Poshta invests significant efforts in 

understanding the needs, wishes and expectations of its customers. This means 

actively researching and analyzing consumer behavior, collecting feedback, and 

establishing a dialog with customers to ensure their satisfaction and understanding 

of their needs. 

• Uniqueness and positioning: Nova Poshta aims to differentiate itself 

from competitors and have a clear positioning in the market. This is achieved by 

providing unique services that meet the needs of customers and focusing on its 

competitive advantages, such as fast delivery, high quality service and innovative 

solutions. 

Newsletter for potential customers in the form of advertising 
company materials (telegram channels, email newsletter for business 
customers)

Search and stimulation of investors and attraction mediators

Participation in foreign exhibitions
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• Consistency and identity: Nova Poshta places great emphasis on 

consistency in all aspects of the brand, from the visual identity reflected in the logo, 

colors and design to communication strategies. This helps to ensure unity and brand 

recognition, creating a strong memory of the company among customers. 

• Innovation and development: Nova Poshta is constantly improving its 

services and processes, introducing new technologies and innovative solutions. This 

helps Nova Poshta stay ahead of the competition, meet the growing needs of 

customers and create a unique experience of using its services. 

• Commercial focus: Nova Poshta's brand management also has a 

commercial focus. This means that all decisions and strategies are put at the service 

of achieving the company's business goals. All brand assets and initiatives are 

developed with a view to market positioning, attracting new customers, increasing 

sales and improving profitability. 

• Cooperation and partnerships: Nova Poshta establishes partnerships 

with other companies and organizations to expand its capabilities and offerings to 

customers. Collaboration with famous brands, participation in joint projects and 

loyalty programs help strengthen the brand and create additional opportunities to 

attract new customers. 

• Digital presence strategy: In today's world of digital communication, it 

is important to have a strong digital presence. Nova Poshta actively uses social 

media, websites, mobile apps and other digital channels to communicate with its 

customers, advertise and spread its brand message. This allows the company to keep 

in touch with customers. 

In the conditions of high competition in the express delivery market in 

Ukraine, the formation of the brand management strategy plays one of the key and 
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long-term roles for the company. An important factor in the development of the 

"Nova Poshta" brand is contact with consumers in social networks. 

As of April 2022, the number of followers on the "Nova Poshta" Instagram 

page is 124,000, which is relatively small compared to the world leaders in the field 

of postal services: "Amazon", "FedEx" or "DHL". 

The main goal of the campaign is to increase followers (+20,000 people) in 

order to strengthen the power of the brand on the Instagram social network thanks 

to a contest where prizes will be drawn every week among followers. The main 

conditions for participation in the competition will be: 

- Be subscribed to the "Nova Poshta" page on Instagram; 

- Make a contribution of any amount during the collection of funds for the 

needs of the Ukrainian army every week. 

To determine the economic feasibility of the proposed recommendations, it is 

necessary to calculate the costs of improving the digital strategy and the costs of 

marketing research for Nova Poshta. 

During the month, 1 winner will be chosen each week. Among the subscribers, 

the following will be drawn: 

- 10 free Nova Poshta Global shipments 

- Free transportation on the territory of Ukraine during the year in the amount 

of UAH 5,000; 

- Free courier delivery during the year in the amount of UAH 3,000. 

- Free packaging of goods up to UAH 3,000. 

Let's move on to the analysis of marketing research costs. 

1) Salary of an SMM specialist per month; 

2) payment for the promotion of publications and stories for a week in 

"Instagram"; 

3) estimated value of prizes. 



68 
 

 

Table 2.11 - Estimated amount of campaign costs in the Instagram social 

network 

Payment of services SMM specialist/agency 25 000 UAH 
Payment for the promotion of publications and storis for a week on 
Instagram 

 min – 50 000 UAH 

Payment of prizes for winners:  
- 10 free Nova Poshta Global shipments Up to UAH 3,000 
- Free transportation throughout Ukraine throughout the year Up to UAH 5,000 
- Free courier delivery throughout the year Up to UAH 3,000 

Free product packaging Up to UAH 3,000 
Maximum campaign amount: Up to UAH 89,000 

Source: Compiled by the author 

To assess the effectiveness of Instagram advertising, you should pay attention 

to the conversion rate.  

First of all, you need to collect data on the number of Nova Poshta's Instagram 

followers (173 thousand) and determine what share of these followers are already its 

customers. Then, when ordering Instagram ads, you can use special trackers that will 

allow you to track the number of clicks from posts to the Nova Poshta website. 

Once you have the data on the number of clicks to the site, you should divide 

this number by the number of subscribers who viewed the ad. This way, you will get 

the conversion rate for clicks to the Nova Poshta website. For example, from 100 

thousand clicks, we will get 10,000 customers. 

However, to take into account the fact that some subscribers are already Nova 

Poshta customers, you can use an additional approach. For example, you can send 

out or post unique promo codes for new customers, and this will allow you to track 

how many of the conversions to the site are from existing customers. After that, you 

can subtract this number from the total number of conversions and recalculate the 

conversion rate without taking into account existing customers. For example, if our 

Instagram advertising campaign attracted 100,000 clicks to the site, and among them 
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1000 people made a delivery via Nova Poshta, the conversion rate will be: (1000 / 

100000) * 100 = 10% 

This approach will allow you to get a more accurate estimate of the conversion 

rate, taking into account the presence of customers among subscribers. The data 

obtained can be used to analyze the effectiveness of the Instagram advertising 

campaign and improve Nova Poshta's marketing strategy. 

Thanks to existing services in social networks, you can constantly monitor the 

effectiveness of your communication actions. Therefore, the evaluation of the 

effectiveness of the program will be given using these services. 

In the conditions of martial law in Ukraine, the Nova Poshta company should 

also increase the number of post offices on the territory of Ukraine, especially 

concentrate their number in the west regions (this is due to the extremely high 

demand for housing in the Lviv, Volyn, Zakarpattia, and Chernivtsi regions). 

Thus, it is: 

- minimizes for some time and eases the workload for branch employees; 

- minimizes contact with Nova Poshta employees in case of new pandemic 

diseases; 

- will make the client's trip to the "Nova Poshta" point safer (post offices are 

located in the entrances of residential buildings, and therefore close to bomb 

shelters). 

For further evaluation of efficiency, the estimated cost of a test post office in 

the west of Ukraine is calculated below. 

 

Table 2.12 - Costs for the implementation of 1 postal machine of the 

company "Nova Poshta" 
Name Costs, UAH 

The cost of installing a post office 560 000 
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Continuation table 2.12  

Service of the post office during the month 10 000 
Updating the map of post machines / additional functions on the 
website / application 

30 000 

Conducting research for the selection of residential buildings for 
the installation of post machines 

1 400 

Advertising activity 4 300 
Conducting a consumer survey 500 
In total 606 200 

Source: Compiled by the author 

 

Therefore, the estimated costs of installing and testing one post office in West 

Ukraine will be UAH 606,200, which will include: the cost of the post office itself, 

an advertising campaign, a survey of residents, updating the map and information in 

the application/on the company website, maintenance post office It is important to 

understand that for better performance of the given task, it is worth testing 1-3 

installed post machines in different regions of Ukraine to begin with. The last stage 

will be a survey of consumers and an evaluation of the effectiveness of the post 

machine, which will help to investigate the effectiveness of this measure. 

The brand management process is an important aspect of any company, 

including Nova Poshta. Here are some recommendations on the brand management 

process that may be useful for Nova Poshta: 

- Consistency in communication: All communication materials related to 

Nova Poshta should be consistent and in line with the brand style. This includes 

advertising campaigns, the website, social media, packaging and any other materials 

that contribute to the perception of the brand. 

- Interaction with customers: It is important to build long-term relationships 

with customers, provide quality service and respond to their needs. Communicating 

with customers through various channels, such as social media, email, live chat 

support, etc., helps to keep in touch with customers. Listening to their feedback, 
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responding to questions and suggestions, and solving possible problems are 

important elements of building a positive brand image. 

- Development of innovative services: In today's rapidly evolving world, it is 

important to introduce innovations and new services. Nova Poshta can improve its 

processes, implement technological solutions and offer new services that meet the 

needs of its customers. This will help maintain a competitive advantage and increase 

customer satisfaction. 

- Continue building partnerships: Brand management also includes working 

with partners and creating mutually beneficial partnerships, including in other 

countries. Nova Poshta can cooperate with other companies, participate in joint 

promotions or loyalty programs, which helps to positively influence brand 

perception and expand its audience. 

- Keeping up with trends and market changes: The market is constantly 

changing, so it's important to keep up with trends, changes in consumer behavior, 

and market demands. Analyzing competitors, learning about new technologies and 

changes in delivery can help Nova Poshta differentiate itself and meet the needs of 

its customers. 

"Until we make the best delivery in the world, we will not rest," is what Nova 

Poshta executives said. Viacheslav Klymov and Volodymyr Popereshniuk won the 

title of Entrepreneurs of the Year 2022. The emphasis in management is on 

development. "We focus on the development and support of our employees. We 

invest in their development and provide opportunities for professional growth. We 

believe that satisfied and motivated employees are the foundation of the company's 

success." 

In conclusion, the improvement of brand management process of Nova Poshta 

is crucial for the company's success and competitive advantage in the market. By 

focusing on enhancing brand identity, positioning, communication, and customer 
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experience, Nova Poshta can strengthen its brand image, increase customer loyalty, 

and drive business growth. Implementing effective brand management strategies, 

such as consistent messaging, innovative marketing campaigns, strategic 

partnerships, and continuous monitoring of brand performance, will contribute to 

building a strong and recognizable brand that resonates with its target audience. 

Furthermore, investing in employee training and engagement, as well as leveraging 

customer feedback and data analytics, will enable Nova Poshta to adapt and evolve 

its brand strategy to meet the ever-changing market demands. Overall, by prioritizing 

brand management and continuously striving for improvement, Nova Poshta can 

establish itself as a trusted and preferred logistics brand in the industry. 
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CONCLUSIONS 
 

Analysis of the company's marketing, advertising and information activities 

showed that the company expects a larger market volume and a stronger position in 

each market segment than its competitors. position in each market segment than its 

competitors by offering different services and marketing packages. Nova Poshta 

pursues an active advertising policy and develops information materials (booklets, 

promotional items) that allowing the customer to get enough information to make a 

decision on the choice of service.  

In this paper, we have developed a campaign to promote the Nova Poshta 

brand in social networks in order to increase consumer awareness of the company's 

activities and services, as well as to intensify its marketing activities. 

The author of the work has set the following goals: to inform consumers about 

the existence of the company, inform potential customers about the benefits and 

unique qualities of the services provided by Nova Poshta. 

That is, in the course of the study: 

- defined the essence and sequence of implementation of the content strategy; 

- analyzed the activities of Nova Poshta, which allowed us to draw a 

conclusion about the actual state of the company and identify "problem areas" 

- developed recommendations for the development and implementation of the 

campaign brand promotion in the activities of Nova Poshta; 

- developed a set of tools for marketing the company's services. 

One of the most valuable advantages of Nova Poshta is a large number of 

branches and, as a result, easy access to post offices.  

The company's app is very popular and highly and highly valued by 

consumers. It is worth noting that during COVID-2019, the Nova Poshta app was 

among the TOP 3 most downloaded free apps in Ukraine. 
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Low level of customer satisfaction with the work and communication policy 

of the company through social networks. 

Assessment of existing brands in the market will help to ensure that the brand 

is not confused with competitors. This is also very important for consumer 

confidence, as copycatting can lead to negative recognition. to negative recognition. 

The next step in creating a brand identity is to define who the company is in 

the market and what it represents in terms of originality and exclusivity. 

With a clear information and delivery platform the fourth step in creating a 

brand identity is the implementation phase. Although this usually involves attending 

various online events, most of them will include expressing the company's brand 

through websites, social media and blogs. In addition, a company can use direct mail 

to introduce its brand to potential customers. 

The Nova Poshta brand will evolve significantly over time, but the 

information and and the things it stands for should remain the same. However, the 

way it is delivered this message may change over time. 
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APPENDIX   A 

Nova Poshta Rewards 
 
 Nova Poshta PSM Awards 2020 
THE BEST DELIVERY SERVICE 
Logistic operators offering the delivery of goods from online stores 
 
Nova Poshta 
64.54 % OF VOTES 
 
Nova Poshta allows thousands of entrepreneurs to create and develop business in 
Ukraine and abroad. The network of the company has more than 7,300 parcel 
shops and more than 1,700 parcel terminals throughout Ukraine, and the number of 
parcels for 10 months of 2020 exceeded 220 million. 
 
The company has 4 innovative sorting hubs (in Kiev, Lviv, Khmelnytsky and 
Kharkiv), which can sort up to 20 thousand parcels per hour. The company has the 
highest NPS level on the market - 76%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 



81 
 

APPENDIX B 
 
RESPONSIBILITY MATRIX 
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