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CREATION OF LOCAL WINES AS A METHOD OF FORMATION
OF COMPETITIVE ADVANTAGES OF THE WINERY

The article proves the practicability of producing wine from local grapes for Ukrainian wineries. The
substantiation is based on the construction of five levels of goods and consumer values. The fifth level is a
wine that has a unique style: its character, temperament, expresses the peculiarities of the area where it is
produced. It has directed therapeutic properties due to the maximum content of nutrients from certain varie-
ties of grapes and innovative technology. A business model of wine production in the chateau format has
been proposed. The mission, goals and strategies for such production have been developed. The mission is
the production of unique wines and the revival of winemaking traditions and wine consumption culture in
Ukraine. Target audience of consumers and competitive advantages have been determined. It is advisable
to determine a competitive strategy for focusing on the manufacture of local wines. The marketing strategy of
growth has been proposed - the strategy of developing a new product. Namely - the organization of a full
production cycle for the manufacture of dry white table wines from the grapes of the new breeding genera-
tion by author's blend schemes. Market research has shown that production of local wines may become a
competitive advantage of Ukrainian winemakers for a rather long period of time. The competitive advantages
of "Chateau", which produce local wines, allow us to work effectively on the national and international mar-
kets.

Keywords: Ukrainian enterprises, consumer value, local wines, business model of chateau, com-
petitive.
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Statement of the problem and its connection generation and clones of classical varieties.

with important scientific and practical tasks. Accord- In the conditions of European integration and the
ing to the annual report of the International Organization  absence of significant competitive advantages over Euro-
of Vine and Wine, the current stage of development of  pean products, it is necessary to create a new competitive
world wine production shows orientation towards new  product that would reflect the nature and features of the
winemaking markets and shows the steady consumer  Ukrainian vine and territory and could become a "Ukrai-
interest in local wines made from local (indigenous) nian brand". Consequently, the creation of terroir wines
grape varieties. Ukraine has a great potential for produc-  or local wines (wines of the specific territory) made of
tion, which will reflect a unique style of wine. However,  grape varieties which are the most suitable for the Ukrai-
the Ukrainian ampelographic heritage is represented ex-  nian region has been suggested in this study. The need for
clusively by introduced varieties (transferred from anoth-  a systematic study of these problems, their topicality and
er area to this territory): historically the wine regions  practical significance determined the choice of the topic
were parts of different countries, inhabited by different  of the research.

nations with a diametrically opposite éttitude to the wine The analysis of the latest publications on the
culture, which explains the deficit of indigenous technical problem. The various business models of winemaking
grape varieties in these territories. business have been examined in the studies of many

The current state and prospects for the develop-  scholars. The advantages of investing in winemaking
ment of the wine-growing and wine-making industry in  businesses of different sizesin France, Italy, the USA and
Ukraine allow and suggest the improvement of the grape = Romania have been considered in the studies [1-3]. The
range by means of the use of varieties of anew breeding models of winery management in Chile have been ana-
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lyzed in the study [4]. The analysis of efficiency of wine
production within the framework of several models by
the example of Italy has been carried out in the study [5].
The special attention to the study of marketing strategies
for small winemakers and producers of mass wine has
been paid in the scientific work [6]. The methodology of
constructing a business model that underlies our study
has been presented in the work [7].

Forming of the aims of the research. The
aim of research is the development of an effective
business model of wine production using the principles of
marketing. To solve the tasks, the following methods are

used: analysis and synthesis, logical generalization, anal-
ogies, competitive comparison.

Giving an account of the main results and
their substantiation. According to F. Kotler's concept,
the product is considered as a five-level system that
creates a hierarchy of consumer value, wherein each sub-
sequent level raises the consumer value of the product.
Five levels of the product: 1) key value; 2) main product;
3) expected product; 4) improved product; 5) potential
product.

In order to determine the ways of formation of
competitive advantages the five levels for the product
category "wine" are examined (Table 1).

Tablel

Hierarchy of consumer value of still wines*

Level

Characteristics

1% level —key value

Wineisapleasure, which givesthe feeling of joy of life.
Wineis communication; drinking wine requires the ability to talk.

Dry wine in moderate doses is a daily food product. It has a beneficial effect on
health and beauty. It consists of a large number of useful elements (easily digestible
sugars, essential oils, organic acids, esters, tannins).

2" level —main product

Basic characteristics: transparency, color, taste, bouquet and type of wine, shelf-life,
alcohol and sugar content.

3" |evel — expected product

The wine has a flavor, bougquet and aroma traditional for its type; a bottle (with rela-
tively thin walls, usualy green, transparent or brown, with an elongated bottom, 0.7
or 0.75 1) is closed mainly by a corkscrew; the label contains certain information
(TM, producer, term of storage — for young wines, trademark of the producer).

4™ —improved product

Additional characterigtics. indication of the harvest year (vintage, millesime); au-
thor's blend; terroir wines; local wines.

Wine produced according to the certain laws - wine with the protected designation of
origin (in France - AOC), kosher wine.

Wine which has certain properties due to the special conditions of growing grapes
and production technology (bio wine, organic wine, ecological wine).

Wine, the taste of which harmonizes with the taste of certain dishes.
Original bottle shape, which has an additional functional value.
The bottle is made of lightweight glass.

5" _ potential product

The wine will have aunique style: its character, temperament, expresses the peculiar-
ities of the territory whereit is produced.

The wine will have medical properties due to the maximum content of nutrients from
certain grape varieties by innovative technology.

* Completed by authors

The culture of wine consumption implies crea
tion of a friendly atmosphere for easy-going conversa-
tion. The tradition of family lunch or family dinner ac-
companied by wine is ill preserved in countries with
high level of wine consumption.

The benefits of wine for health have been ex-
amined by ancient doctors and modern scientists continue
to argue about this fact. Moderate use of wine improves
appetite, strengthens the whole body, improves seep,
dilates the blood vessels, slows the aging process, en-
hances the body with antioxidants and vitamins, stabilizes
the acidity of the stomach, prevents oncological diseases
and is considered to be an excellent anti-stress medica-
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tion.

Nowadays as a rule the competition is held at the
fourth level in the developed countries — at the level of
search for additional benefits, and in less developed coun-
tries — at the level of expected product. It should be re-
membered that the additional benefits will become soon
expected. It means that in order to distinguish themselves
the competitors will have to look for even more new ben-
efits and characteristics that will be able to become their
competitive advantage for a certain period of
time.Consequently, the production of local wines may
become a competitive advantage of Ukrainian winemak-
ersfor arather long period of time.
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Nowadays in the conditions of fairly aggressive
global competition each country is re-evaluating its grape
variety resources in a hew way. In this regard in most
cases the preference is given to its own aborigina (indi-
genous) and breeding varieties. Despite the fact that
winemaking in the territory of modern Ukraine appeared
inthe IV century BC on the southern coast of the Crimea,
historically it happened that wine-growing regions were
part of different countries, were inhabited by different
nations with the opposite attitude to the wine culture.
This explains the shortage of aboriginal grape varietiesin
these territories, including in the Odessa region, where
the only autochthonous variety is Telty Kuruk, which is
recognized as the pride of the shabo terroir whereas the
ordinary dry wine of the PDO (Protected designation of
origin) “Telti-Kuruk Shabo "(LLC "PTC Shabo", Odessa)
received the Grand Prix at the international tasting com-
petition "Y alta. Golden Griffin 2013" in July 2013 [13].

Telti-Kuruk is a unique grape variety, firstly
planted in Shabo during the Turkish rule. In the tranda-
tion from the Turkish the name of grape variety means

"fox tail". The grape variety received its unusua name
through a specific shape of a cluster that resembles a fox
tail. Beside the company " Shabo", the wine from the Tel-
ty Kuruk variety is released by another company "Bey-
kush Winery". There is the wine called "Beykush Tellti-
Kuruk 2012" in the range of company’s products. Pro-
duced from the local grape variety these wines have the
full right to be called local wines.

The correct wine making implies the cultivation
of the right grape. Local wine can be made exclusively
from the grapes which belong to the winery. And nowa-
days it is possible to name a humber of Ukrainian wine-
ries where the author's wines and wines that can be attri-
buted to loca wines are produced. Among such wines
there are TM Kolonist Ivan Plachkov (Odessa region),
LLC "Industrial and trading company Shabo", TM
"Winemaking farm Prince P.N. Trubetskoy" (Kherson
region), TM "Wines of the Guliyev" Robert Guliyev
(Odessaregion), TM "Beykush Winery".

Table 2 presents consolidated and systematic in-
formation on key indicators of Ukrainian enterprises.

Table2

Analysis of Ukrainian enter prises by key indicators (2018)*

Presence of the
Name Production , . Channels certificate for
Vineyards, ha Price, UAH o
of the enterprise volume yards of distribution wholesale com-
merce
LLC "Industrial | 50 min of bottles . .
o From 150 UAH
andtrading | of till wine 1200 ha (70 ha Wines are presented in
) (“Shabo Re- more than 47000 stores +

company Sha- | (12thof bottles | Telti-Kuruk) serve’) in Ukraine
bo" “Shabo Reserve’)
“Vintrest”
(Wine of Gu- 200-240 th of bot- 1000 ha 80-250 UAH In supermarkets and +

A tles restaurants
liyev")
OJSC Prm‘f:e 100 th of bottles 200 ha 100-600 UAH | In supermarkets +
Trubetskoy

Beykusn 17thof bottles | 11ha 220-400 UAH | | SPecidlized wine ¥
Winery shops

In supermarkets, res-
“Kolonist” 200 th of bottles 30 ha From 150 UAH| taurants, hotels, night +
clubs

*Designed by author based on data from official sites of the companies [9-13]

The outline business model of Alexander Oster-
walder [7] is used to form the basic principles of the crea-
tion, development and successful operation of the organi-
zation. The business model template consists of 9 blocks
(Fig.1) based on value offers for consumer segments —
that is what we call the competitive advantages of the
enterprise.

Table 3 provides a developed business model of
chateau that will focus on the production of local wines.

The mission is the production of unique wines
and the revival of winemaking traditions and wine con-
sumption culture in Ukraine.

The marketing goal is the production and sale of
dry white table wines in the amount of 10,000 cases or
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120,000 bottles of 0.75 liters per year.

The basic strategy of development: the strategy
of product differentiation — ensuring a high and stable
quality of wine as aresult of the organization of the com-
pany of "chateau" type and the use of a unique coupage
of stably productive, high-quality and high-tech grape
varieties adapted for cultivation in the Odessa region.

Competitive strategy: focusing on the production
of local wines.

Marketing strategy of growth: the strategy of
product development — the organization of a full cycle of
the dry white table wine production from the grapes of
the new breeding generation by the author's coupage
scheme.
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Business model template of A. Osterwalder [7]

Table3
Business model of chateau according to thetemplate of A. Osterwalder*
Key partners Key activities Value proposition | Customer relationships Customers
- Association - viticulture Production of | - Creating a base of loyal Niche market:
"Tourism of - wineproduction | unique local wines | clients (when buying more - foreign and
Odessa" - winesades from the varieties | than 3 bottles) domestic tourists;
- Bureau "Rest of clonal selection | - Invitations of clientstotake | - citizens of
in Odessa’; for the revival of | partinthe activity of the Odessa with the
- Hotés the culture of wine | chateau (harvesting) and to income above
"Nemo", consumption in | celebrateitssignificant dates | average
"Bristol" and etc. Ukraine and the | (the holiday of young wine,
creation of a special | tasting the wines of the new
atmosphere of | harvest)
service for potential | - Providing afreeinvitation to
consumers. the exhibition in case of
purchasing 2 bottles of wine
- Open Door Days for the
New Y ear
Key resources Channels
- staff; Channels of zero level:
- raw material; - official store
- equipment - directly from chateau
- exhibitions, fairs, wine and
food festivals
Costs Revenue

grape cultivation and harvest;

packaging;
current production costs;

tastings, participation in exhibitions, festivals.

from wine sales;

from sales of wine accessories (glasses, corks)

*Completed by authors
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Target segments. 1) foreign tourists visiting
Odessa with the purpose of cultural and / or wine tour-
ism; 2) citizens of Ukraine who come for summer vaca-
tion to the Odessa region; 3) citizens of Odessa with the
level of income "average”, "medium +", "high".

Competitive advantages of "chateau", which
produces local wines:

1. Product quality control, which becomes poss-
ible due to the small volumes of production and own vi-
neyards. The enterprise becomes more transparent and
open to consumers,

2. New service: pre-sde acquaintance of the
consumer with wine, its variety and taste diversity due to
the explanations of wine consultant and wine tastings;

3. It alows consumers to fedl like a winegrower
and to become involved in the process of wine making:
participation in harvesting, creation of blend wine, cele-
bration and tasting of young wine, etc.;

4. Exclusive high quality wine, which the con-
sumer can try and buy only in official stores or directly at
the enterprise. They are created for selected wine con-
NOi SSeurs;

5. It satisfies the preferences of foreign and
Ukrainian wine tourists, thereby strengthening the com-
petitive position of Ukrainian wine.

Conclusions and prospects of the further in-
vestigations. The market is moving towards diversity as
it is the main factor that determines the scope of consum-
er preferences in types and styles of wine. There are sig-
nificant changes in terms of the supply on the wine mar-

ket. The modern wine consumer has become more demo-
cratic: the consumer understands now the priority of qual-
ity over the quantity. If before many consumers favored
cheap wines (jug wines), the increase in plantings of pre-
cious technical grape varieties contributed to the growth
of supply and demand in the international wine market of
monovarietal (wines, made from one grape variety). In
addition, the consumer "tired" of internationa varietal
wines gives the preference to the indigenous varieties of
different territories. According to the majority of experts
this very important trend gives the possibility to the de-
velopment of the original and exclusive winemaking of
many countries and regions.

Thus, geographically and historically Ukrainian
wines cannot be attributed to the wines of the New
World, however, the application of new technologies,
innovations, modern trends allow us to choose a strategy
for positioning a new wave (new generation) of the wines
of the Old World.

Market research has shown that production of
local wines may become a competitive advantage of
Ukrainian winemakers for arather long period of time.

The developed effective business model of
winemaking production, based on the principles of mar-
keting contains a mission, marketing goals, a common
(basic) development strategy, a competitive strategy, a
marketing growth strategy, atarget segment. The compet-
itive advantages of "chateau", which produces local
wines, allow to work effectively in the national and inter-
national markets.
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CO30AHME NOKAJbHbIX BUH KAK OJHO U3 HANPABJIEHUNA
®OPMUPOBAHUA KOHKYPEHTHbBIX MPEMMYLLECTB
BUHOAEJIbYECKOI'O NMPEANPUATUA

Llenbto nccnegoBaHus siBnsieTca pa3paboTka adekTnBHOM BU3HEC-MOAENN BUHOLENUSA C UCMOfb-
30BaHMEM MPUHUMNOB MapkeTuHra. [ns pelueHns 3agay MCnonb3yTca MeTOAbl aHanusa u cuHTesa, noru-
Yyeckoro 0606LLeHMSs, aHaNorMm, KOHKYPEHTHOIrO cpaBHeHUsl. B ctatbe o6ocHoBaHa 3ahdPEKTUBHOCTL NPOMU3-
BOACTBA BMH U3 MECTHOrO BMHOrpaga Ans BUH3aBOA4OoB YkpanHbl. O6ocHOBaHMe Ga3npyeTcsa Ha MOCTPOEeHMN
NSATU ypOBHEW ToBapa W MOTPebuTenbCkux UeHHOCTeW. [SaTbii ypOBEHb - 3TO BMHO, KOTOPOE MMEET YHU-
KanbHbI CTUMb: CBOW XapakTep, TEMMNepameHT, BblpaxaeT 0COBEHHOCTU MECTHOCTW, rae NpPOv3BEAEHO, U
nmeeT HanpasneHble nevyebHble CBOWCTBa Grarogaps MakcumanbHOMY COAEPXKaHMIO NOMNe3HbIX BELECTB 13
onpeaeneHHbIX COPTOB BUHOIPada M MHHOBALUMOHHOW TeXHomnoruum. JlokanbHoe BMHO MOXeT ObITb caenaHo
NCKMIOYNTENBHO 13 cobCcTBEHHOro BuHOrpada. B pabote npoaHanmanpoBaH psifi YKPauWHCKMX BUMHOOENbYe-
CKUX XO3SIMCTB, rae Npou3BOAAT aBTOPCKUE BUMHA N HEKOTOPbIE aCCOPTUMEHTHbIE MO3ULIUK, KOTOPbIE MOXHO
OTHECTM K NOKanbHbIM BUHAM.

Ha 6a3e kaHBbl 6usHec-mogenu A. OctepBanbaepa, Obina npegnoxeHa ousHec-Mo4enb BUHOAENWA
B popmaTe waTto. Pa3paboTaHbl Muccust, LLenu 1 ctpaTerMn Takoro npom3soacTea. Muccusa saknodaeTcs B
NPOU3BOACTBE YHUKAIbHbLIX BWUH, BO3POXAEHUW TPaaULMIA BUHOAENMWS U KynbTypbl NoTpebneHns BuHa B YK-
pavHe. OnpegeneHbl LeneBasi ayautopusi NoTpedbuTenen n KOHKypeHTHble npenmylectBa. Llenecoobpas-
HOW MPMU3HAHO KOHKYPEHTHYI cTpaTernio OOKyCMpOBaHMSI Ha W3roTOBMEHMM fokanbHbiX BuH (local wine).
[MpennoxeHoO MapKeTUHIOBYIO CTpaTernio pocTa - cTparterns paspaboTku HOBOro ToBapa. A UMEHHO - opra-
HM3auns MOSHOrO LMKMa U3roTOBMIEHUS CTOJMOBLIX CyxuX 6enbix BUH M3 BMHOrpaga HOBOIO CENEKLMOHHOrO
MOKOMNEHMS MO aBTOPCKMM KyMaXKHbIM CXemMaM.

PaccmoTpeHbl OCHOBHbIE TEHAEHLMN B BUHOAENMU: HA PbIHKE BMHOMAaTEpPManoB NponcxogdaT 3Hauvu-
TenbHble U3MEHEHUS B MpeasioeHM, a NoTpedbuTenM Ha4YnMHaT NOHUMAaTL BaXKHOCTb KadecTBa. Viccnepno-
BaHWS pblHKa Mokasanu, YTo MPOM3BOACTBO JTOKANbHbIX BUH MOXET CTaTb KOHKYPEHTHbIM MpenMyLLLECTBOM
YKPaUHCKUX BMHOOENOB Te4YeHMe AO0CTaTOMHO ANUTENbHOro nepuoaa BpeMeHu. KOHKYpeHTHble npeumylie-
cTBa "Warto", KOTOpoe NPOM3BOAMT NOKanbHbIE BUHA, NO3BONAT 3hpeKkTMBHO paboTaTb HA HALMOHANBHOM
N MeXAyHapOAHOM pblHKaXx.

KnioueBble cnoBa: yKpanHckvMe npeanpusatvs, notpedbutenbckas LEHHOCTb, noKanbHble BUHA, 6us-
Hec-Mofenb LWaTo, KOHKYPEHTOCNOCOOHOCTb.
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CTBOPEHHA NOKAINNIbHUX BUH AK OAWH 3 HAIMNPSAMIB
®OPMYBAHHA KOHKYPEHTHUX NMEPEBAI BUHOPOBHOI'O
nanPUEMCTBA

MeToto gocnigxeHHs € po3pobka edpekTuBHOI BisHec-mogeni BUHOPOBCTBa 3 BUKOPUCTAHHAM NPUH-
uunie MapkeTuHry. [ina BupilleHHs 3aBiaHb BUKOPUCTOBYIOTLCA METOAM aHarnidy Ta CMHTe3Y, NoriyHoro ysa-
ranbHEHHS, aHanorii, KOHKYPEHTHOro MOPIBHAHHSA. CTaTTa OBOANTE €(PEeKTUBHICTL BUPOOHMLITBA BUH 3 MiC-
LeBOro BUHorpagy Ans BuH3aeoais YkpaiHu. O6rpyHTyBaHHA 6a3yeTbcsa Ha nobynoBi M'ATK piBHIB TOBapiB Ta
CMOXMBYMX LiHHOCTEN. [T'AaTniA piBeHb — Lie BUHO, 9Ke Ma€ YHikanbHUA CTUMb: CBi XapakTep, TeMnepamMeHT,
BMpakae 0cobnmMBOCTI MiCLEBOCTI, ie BUPOOeHo, Ta Mae CNpsiIMOBaHi MikyBanbHi BMAacTUBOCTI 3aBASIKM MakK-
CYManbHOMY BMICTY KOPUCHUX PEYOBUH 3 BM3HAYEHUX COPTIB BUHOrpady Ta iHHOBaUivHin TexHonorii. Jloka-
NbHEe BMHO MOXe OyTu 3pobneHo BUKIIOYHO 3 BNacHOro BuHorpagy. B po6oTi npoaHanizoBaHo psg ykpaiHCh-
KMX BUHOPOOHMX rocrnofapcTts, Ae BUPOONSOTb aBTOPChKI BUHA i Aesiki aCOPTUMEHTHI No3uuii, siki MoXHa Bi-
OHeCTN 00 NoKanbHUX BUH.

Ha 6asi kaHBu 6isHec-mogeni O. OctepBanbgepa, 6yno 3anponoHoBaHo Bi3Hec-mMoaens BUHOPOOCT-
Ba B ¢hbopmarti warto. Po3pobneHo micito, Uini Ta cTpaTerii Takoro BMpobHuuTBa. Micis nondarae y BUpoOHMLT-
Bi YHiKanbHUX BWH, BiAPOMKEHHI TpaaumLii BUHOPOOCTBA Ta KynbTypy CMOXMBAHHA BMHA B YKpaiHi. BusHade-
HO LifbOBY ayAMTOpIl0 CMOXMBaYiB Ta KOHKYPEHTHI nepesarn. [louinbHOK BU3HAYEHO KOHKYPEHTHY CTpaTerito
POKyCyBaHHSl Ha BUTOTOBMEHHI nokanbHMx BuH (local wine). 3anponoHoBaHO MapKeTUHrOBY CTpaTerito 3poc-
TaHHA — cTpaTerito po3pobku HOBOro ToBapy. A came — opraHisauisi MOBHOroO BUPOBHWYOTO LIMKIY BUrOTOB-
NEHHS CTOMNOBUX CYXMUX BiNMX BUH 3 BUHOrpaZy HOBOTO CEMEKLINHOro NOKOSIHHS 32 aBTOPCLKMMM KyMaXXHUMMU
cxemamu.

Po3rnsiHyTo OCHOBHI TeHAeHLii y BUHOPOOCTBI: HA pUHKY BUHOMaTepianiB BiAOyBaloTbCA 3HAYHI 3MiHM
B NponosuLii, a CnoXxuBayi MOYNHAKTb PO3YMITU BaXXNMBICTb AKOCTI. JocnigpKkeHHA pUHKY nokasanu, Lo Bu-
POOHMUTBO NOKanbHUX BUH MOXE CTaTU KOHKYPEHTHOIO NepeBarol yKpaiHCbKUX BUHOPOOIB NPOTAroM 4OCUTb
TpuBarnoro nepiogy Yacy. KoHKypeHTHi nepeBaru "WwaTo", siki BUpoOnstoTb NoKanbHi BUHA, [O3BONSAOTL ede-
KTMBHO MpauoBaT Ha HaLiOHaNbHOMY Ta MidKHapOAHOMY pUHKaX.

KnrouoBi cnoBa: YkpaiHcbki nianpMemMcTBa, CnoXue4a LiHHICTb, NOKanbHi BUHa, 6isHec-mModenb Lwia-
TO, KOHKYPEHTOCMPOMOXHICTb.

JlirepaTypa

1. Beysiil Aytagab, Thi-Hong-Van, Hoangab Cyrille Mandouab. Wine: To drink or invest in? A study of wine
as an investment asset in French portfolios // Research in International Business and Finance. 2016. Vol. 36. P. 591-
614. doi.org/10.1016/j.ribaf.2015.03.001

2. Beysiil Aytag, Guillaume Coqueret, Cyrille Mandou. Herding behavior among wine investors // Economic
Modelling. 2018. Vol. 68. P. 318-328. doi.org/10.1016/j.econmod.2017.07.022

3. Nedelcu A., Tataru A., Subi¢ J., Kuzman B. The Loca Action Group, Local Sevelopment Model based on
Community. Case Study-LGA “Land of Vineyards and Wine’ Vrancea// Procedia Economics and Finance. 2015. Val.
22. P. 706-715. doi.org/10.1016/S2212-5671(15)00290-7.

4. Schaffernicht M.FG. Causal attributions of vineyard executives — A mental model study of vineyard man-
agement // Wine Economics and Policy. 2017. Vol. 6 (2). P. 107-135. doi.org/10.1016/j.wep.2017.09.002

39


mailto:marina.g.braiko@gmail.com
mailto:o.solodova@shabo.ua
mailto:lena.golubenkova@gmail.com
mailto:braikoanastasiia@gmail.com

[ ISSN 2312-847X EKOHOMIKA XAPYOBOI IPOMHUCJIOBOCTI Tom 10, Bunyck 3/2018

5. Urso A., Timpanaro G., Caracciolo F., Cembalo L. Efficiency analysis of Italian wine producers // Wine
Economics and Policy. 2018. Vol. 7 (1). P. 3-12. doi.org/10.1016/j.wep.2017.11.003

6. Hammervoll T., Mora P., Toften K. The financial crisis and the wine industry: The performance of niche
firms versus massmarket firms // Wine Economics and Policy. 2014. Vol. 3(2). P. 108-114.
doi.org/10.1016/j.wep.2014.11.001

7. OctepBanbuep A., [Tunse U. [locTpoeHue Ou3Hec-MoAeNeii: HaCTONIbHAS KHUTa cTparera nHoBatopa / Ilep.
C arrn. M.: AnprimHa [Tabmummep, 2011. — 288 c.

8. Kaotler, P. Gertner, D. In Destination Brands. Oxford: Butterworth-Heinemann, 2011. 356 p.

9. Odiuiiinmii caiit “Buna ['ymieBux». [Be6-caiir]. Onmeca, 2018. URL: http://www.qulievwine.com (mata
3BeprenHs: 16.07.2018).

10. Odiuiiianit  caiitr  xommanii  «Beykush ~ Winery»  [Be6-caiir].  OwuaxkiB, 2018. URL:
http://www.beykushwinery.com. (mata 3sepuenns: 16.07.2018).

11. O¢iniiiauit caiit xommanii «BunopoGue rocnomapctBo Kuszs I1.H.TpyGeuskoro» [BeG-caiit]. XepcoH,
2018. URL: http://www.vina-trubetskogo.com.ua (nata 3sepuenns: 16.07.2018).

12. Oiuiitanii caiit kommanii «Komonict» [Be6-caiit]. Omeca, 2018. URL: http://www.kolonist.com.ua. (mata
3BepHenHs: 16.07.2018).

13. O¢iniiiauit caitir xomnanii 11la6o [Be6-caiit]. Oneca, 2018. URL: http://shabo.ua (nara 3BepHeHHs:
16.07.2018).

14. Solodova, O., Golubyonkova, O. Research of factors that influence the trademarks policy of an enterprise /
Technology audit and production reserves. 2017. Ne 38. P. 34-39. doi: 10.15587/2312-8372.2017.119851

15. Bpaiiko M.T'., XKuxapesa H.O. IT' aTb piBHiB ToBapy «BUHO THXe> // EGEKTUBHICT MO TUKH €KOHOMIYHOTO
3pOCTaHHA: TEOPisl, METOIOJIOTIS Ta MPaKTHKA: MaTepiany MiKHapOIHOI HAyKOBO-IIPaKTHIHOI KoH(epeHii, JIpBiB, 19-
28 ciuns 2017 p. / T'O «JIpBiBChKa ekoHOMIUHA QyHais». JIssie: JIED, 2017. C. 42-44

Crarrsa nagiinuia 3.08.2018
Crarts npuitasara 1o apyky 17.08.2018
JoctynHo B mepexi Internet 17.10.2018

Hurysanns srinao ACTY 8302:2015

Bpaiiko M.T'., Conoznosa O.C., I'ony6sonkoBa O.0., bpaiiko A.B. CTBOpeHHs JOKaJbHUX BUH K OJMH 3 HampsMiB ¢op-
MyBaHHS KOHKYPEHTHHX MepeBar BAHOpoOHoTro minpuemcTsa // Exonomika xapyoBoi npomuciosocti. 2018. T. 10, Bum. 3. C. 33-
40; doi: 10.15673/fie.v10i3.1059

Cite as APA stylecitation

Braiko, M., Solodova, O., Golubyonkova, O., & Braiko, A. (2018). Creation of local wines as a method of competitive ad-
vantages of the winery. Food Industry Economics, 10(3), 33-40; doi: 10.15673/fie.v10i3.1059.

40


http://www.gulievwine.com
http://www.beykushwinery.com
http://www.vina-trubetskogo.com.ua
http://www.kolonist.com.ua
http://shabo.ua

