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The article is devoted to the study of features and patterns of formation of party brands, analyzes colors, party
symbols, key slogans of parliamentary parties in 2019. The essence of the concept of "political brand" and "party brand"
is clarified, their characteristics and structure are defined. Article outlines the features of the processes of virtualization and
mediatization of politics, pointing to the place of the political and party brand in these processes. The author outlines the
features of political branding as a technology of political marketing, analyzes the technology of formation and promotion
of political and party brand. Examining the practical experience of using political branding by modern Ukrainian political
parties during the parliamentary election campaign in 2019, the author points to successful cases and explains their
features. Installed. that the party brand is a virtual social phenomenon that creates in voter a sense of belonging to a
particular community.

It was found, that the common features of all party brands include: the presence of integral components of the party
brand, the hypertrophied nature of the personal factor in the construction and promotion of political and party brand, the
use of political advertising, co-branding and "star brand". Established, that the party brands of modern parliamentary
parties of Ukraine can be identified as those that are recognizable by the majority of the population, have similar
popularity at both local and national levels, have potential for long stay in the political space, are constantly mentioned
in the media. It was revealed, that the distinctive features of party brands during the 2019 election campaign are various
communication channels in which the brand is popularized, as well as the dominant technology of brand construction.

Keywords: political brand, party brand, marketing technologies, media mediatization, policy virtualization, party
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FOuaia Caineyvka
JIvsiecokuti HayionanvHull ynieepcumem imeni leana Opanka-

TexHonoria noniTMYHOro BpPEeHANHry nig Yac napnameHTCbKOol BUOopYOoi
kamnaHil 2019 B YKpaiHi: aHani3 ycnilHuX Kencis

CraTTs TpHCBSYECHA BUBUEHHIO OCOONMBOCTEH Ta 3aKOHOMIpHOCTEH (opMyBaHHS mMapTiifHUX OpeHmiB,
30KpeMa IIPOaHalli30BaHO KOJIIOPHUCTHKY, MAPTIHHY CHMBONIKY, KJIIOYOBI Tacia Ta TEHACHII 3MiHH OCHOBHHUX
OpenziB mapiraMeHTChkuX maptid 2019 poky. 3’sCOBaHO CYTHICTh MOHATTA IOJITHYHUN OpeHI» Ta «HmapTiHHUH
OpeH», BU3HAYCHO TXHI XapaKTePUCTUKU Ta CTPYKTYpy. CTaTTs OKpecIroe 0cOOIMBOCTI MPOIECiB BipTyamizalii Ta
MeIiaTH3amil MO THKY, BKa3yIOYd Ha MicIle IOJITHYHOTO 1 MapTiifHOTO OpeHay Y IUX Mpomecax. ABTOp OKPECIIOE
0COOJIMBOCTI TOJITUIHOTO OPEHANHTY K TEXHOJIOTIT MOMITHYHOTO MapKeTHHTY, aHali3y€e TeXHOJOTii (hopMyBaHHS
Ta MMPOCYBaHHs IMOJITHYHOTO Ta TMapTiitHOTO Openmay. JlocaiAuBIIy MPaKTHIHAN TOCBI] BAKOPUCTAHHS ITONTITHIHOTO
OpeHINHTY Cy4aCHHMH YKPAiHCPKHMH TIOJNITHYHAUMH TMapTIIMHU TiJ Yac IapiaMeHTChKoi BHOOpYOoi KammaHii
2019 poxy, aBTOp BKa3ye Ha YCIIIIHI KeHCH Ta MOsICHIOE X ocobnmBocTi.BcTaHoBNIEeHO. 1m0 MapTiitHUil OpeHn €
BipTYaJbHUM COIliaThHIM (DEHOMEHOM, SIKUI CTBOPIOE Y BUOOPIIS BIAUIYTTS MIPHUHAICKHOCTI IO TIEBHOT CIIIBHOTH.

3’sicoBaHO, 110 A0 CITITFHUX O3HAK BCIX MapTIHHUX OpEH/IiB MOYKHA BiTHECTH: HASBHICTD I1JIICHUX KOMITIOHEHTIB
MapTifHOTO OpeHOy, TimepTpopOBaHUN XapaKTep OCOOHMCTICHOTO YHHHHKA NpPH KOHCTPYIOBaHHI Ta MOCYBaHHI
MIOJIITUYHOTO 1 MapTifHOTO OpeH Ty, BUKOPUCTAHHS TEXHOJOTIH MONITUIHOI peKiIaMi, KOOPSHIUHTY Ta «31pKOBOTO
Openay». BcraHoBieHO, 0 mapTiiiHi OpeHIU CydacHUX MapIaMeHTCHKIUX MapTiii YKpaiHu MOJKHA BU3HAYUTH SIK Ti,
0 BITI3HAIOTHCS OUTBIIICTIO HACEIECHHS, MAIOTh CXOXKY ITOMYJISIPHICTD K Ha JOKAIbHOMY, TaK 1 Ha HalliOHATBHOMY
PIBHSX, MalOTh MOTEHIliAT 10 TPHUBAJIOTO MepeOyBaHHS Yy MOIITHYHOMY IPOCTOPIi, MOCTIHHO 3raxyioThes y 3MI.
BusiBiieHo, 10 BiIMIHHUMH pUCaMH MapTiHHUX OpeHAiB mix yac BuOopuoi kammaHii 2019 poky € pi3HI KaHAIN
KOMYHIKaIlii, B AKIX TOMYISPU3YETHCS OPEH/I, a TAKOK JOMiHYIOUa TEXHOJIOTisI KOHCTPYIOBAHHS OpCHITY.

Knruosi cnosa: nonimuynuii oOpeno, napmitinutl Openo, MapKemuHne06i mexHono2il, mediamusayis noIimuKu,
8ipmyanizayis NOLIMUKU, NAPMIHA CUMBONIKA, 2AC10, KOTOPUCTUKA
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ntroduction.
I XXI Century posed new challenges,
namely the rapid development of
modern political technologies, virtualization
and mediatization of public policy, globalization
processes. As a result, the modern political
market is constantly replenished with new
political brands, which in turn have changed
their forms and refocused on the virtual political
space. This creates a need for close study of
patterns and trends in the formation of political
brands, including party space of Ukraine.

The political market, in particular in
Ukraine, is full of both one-day political brands
and serious political projects that have been
successfully "living" and creating the political
elite of Ukraine for years or even decades. It
should be mentioned that creating a strong and
effective political brand allows people to stay
in touch with their electorate. This is possible
only if there is a visual political product of high
quality, as well as the compliance of the political
brand with the values, expectations, needs and
ideas of the target electoral groups.

The purpose of our article is to investigate
the phenomenon of the party brand as well as
the analysis of brand strategies of parties that
entered parliament during the 2019 election
campaign.

There is not a standard definition of a
political brand, so by this term we mean a
political project focused on creating an image
of the subject of the political process, uniting
specific target groups. Subtypes of a political
brand include a brand personality (the image
of a political leader) and a brand organization
(party or any other political structure) (Kurban,
2014, p. 57).

The basic components of structure of a
political brand are political image and political
reputation. A political brand allows us to track
the process of forming a holistic and fixed image
of a political actor in a particular social group
with the obligatory definition of its cognitive
structure, which includes a set of special values,
characteristics, signs, expectations, moods,
emotional perception.

When we talk about a party brand, it should
be mentioned that in recent years, parties have
borrowed a lot from commercial marketing,
trying to make their "product" as attractive
as possible. Scholars focus on the electoral
behavior of voters and factors that influence it.
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In general, the brand of a political party should
be understood as a stable set of expectations and
emotions regarding the attitude to the result of
the political force or to itself (Novakova et al.,
2014, p. 310).

In summary, we can ensure ourselves that
with the help of a political brand you can follow
the process of forming a specific social group
of a holistic and fixed image of a political actor
with a mandatory definition of its cognitive
structure, which includes a set of special values,
characteristics, signs, expectations, moods,
emotional perception .

The peculiarity of the XXI century is
that politics has ceased to be a competition
of ideology and political beliefs, and more
often it is a platform for virtual images and
political brands. Nowadays, for recognition
and advancement in the political field, there
should be a successful political brand in social
networks such as Facebook, Instagram, Twitter,
Telegram, YouTube, TikTok, constantly creating
informational drives and fueling interest in
themselves. The virtual activity of the voter
creates the illusion of torture in the political
process, it is important to use users of social
networks to maintain the reputation and image
of the brand itself.

Although the political brand took the
form of a virtual construct in the conditions
of active development of information and
communication technologies, it did not lose its
social significance. The political brand continues
to create a sense of belonging to a particular
community for voters, it forms their attitude
to others from the standpoint of ideological
and value beliefs, forces to implement support
for the political brand in the information
environment, accepts or rejects certain values
and views, imposes specific forms of behavior
socio-political circumstances.

When it comes to the party brand, we
understand that political parties in their
activities try to accumulate a set of positive and
psychological qualities that are relayed through
images, symbols and signs in order to influence
the target constituencies. In this case, the main task
of political branding is the need to force, through
persuasive interactions, to the electoral behavior
determined by the party brand. The specificity of
the party brand is its uniqueness, the clarity of its
advantages and the voter's belief in the possibility
of meeting their own needs and interests by the
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political force behind the party brand.

By party brand we mean a virtual social
construct of a single political organization,
which due to the integrity and internal
and external consistency, clear structure,
functionality, set of methods for achieving
strategic goals produces a unique political
product to form a voter's political identity,
which is realized in constant support of a
political party in elections.

Political branding technology involves
the following processes: development of a
recognizable name and effective abbreviation,
search for alternative names to political
product, creation of program documents with a
declaration of ideas and values, construction of
political image, work with political reputation,
political product design, political advertising
and PR , identification of specific brand
persons. In addition, it is necessary to take into
account the information supply of the political
brand to the target group. The development of a
sustainable political brand involves taking into
account the level of political consciousness and
culture of the voter, the existence of political
traditions and established forms of political
behavior, the formation of national identity
and mentality, as well as the level of political
education.

Brand-symbols should be unique in their
purpose - to be deeply ingrained in the long-
term memory of a potential voter. To achieve
this goal, the following procedure should be
followed for promotion: application - informing
voters about the existence of a particular
politician or political party; separation -
favorable selection of a particular politician
or political party from the general number of
candidates; identification - a set of measures
designed to identify a particular politician
or political party as "their" for the voter;
promotion - fixing in the mass consciousness
of a positive image of a particular candidate
or political party; reminder - constant hearing
support of the candidate's name and party
name (Lisovsjka, 2012, p. 156).

The technology of creating and promoting
political brand involves the formation in the
mass consciousness of the population of a
stable positive image of a political party or
candidate who offers their unique political
product or service. The first stage in the
formation of a political brand can be called
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analytical, as information is collected and
processed. Marketing research in the field
of political branding is carried out according
to the following scenario: research of the
electorate's assessment of socio-political
situation within a certain territorial level;
studying the attitude of citizens to the current
government; formation of a rating list of
problems relevant to various target social
groups; research of electoral preferences
of the population; study of social attitudes
of the population, its ideological and value
orientations (Pushkareva, 2002, p. 212).

The second stage is information and
communication, which is associated with the
direct delivery of political products to voter
through the impact on their behavior and
consciousness through the visual effects of
political advertising and other technologies to
promote the political brand.

We will elucidate the following technologies
for promoting the political brand of a party or
candidate: political advertising, co-branding
and parallel positioning.

Political advertising is the most widely
used way to promote political products in
the political market. The task of political
advertising is to acquaint the voter with the
existing political proposal, to promote political
values and slogans, to call on citizens to support
the election. Political advertisement uses both
rational and irrational (emotional) methods of
influencing the electorate.

In the Law of Ukraine "On Advertising"
the term political advertising is used to mean
information in any form, disseminated in any
form, which aims to promote the activities of
a political party (party organization), to draw
attention to the activities of a political party
(party organization) and its position on issues of
national (local) importance. Political advertising
also includes the use of symbols or logos of
political parties (party organizations), messages
about the support of a political party (party
organization) entertainment or other public
events or attracting attention to participation
in such events of a political party (party
organization) (On advertising, 1996). From
the standpoint of political marketing, political
advertising should be considered as a form of
reasoned appeal to buyers of political goods,
designed to promote its benefits and create an
active demand for this product in conditions
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of political competition (Solovj'ev, 2006, p.
532). The effectiveness of the use of political
advertising in promoting a political brand in
the political market depends on the language of
communication between a seller and a buyer,
the voter's understanding of information and
political product, common ideological and value
orientations between the subjects of exchange.

The effectiveness of political advertising
as a technology to promote a political brand is
associated with the use of political symbols that
reflect the essence of the brand, the simultaneous
use of visual and textual format, the presence of
manipulative mechanisms to influence voters,
its use on traditional and new platforms (social
networks and Internet). Problems with the use
of political advertising include its obsession
and low level of trust among a large number of
citizens.

Another interesting technology that provides
the process of implementing a political brand
in the political process is the technology of
parallel positioning. This technology is based
on the principle of achieving a sufficient level
of recognition of a political brand, the formation
of a positive attitude and commitment to it, as
well as consumer’s choice of political products
of this brand within the election campaign.
Under parallel positioning the simultaneous
use and over time the gradual replacement of
formal features of the object of advertising
(logo, name and slogan) to informal (symbol-
image, symbol-text, symbol-person) with the
formation of a special place of political brand in
the minds of target voters should be considered
(Medvedev).

Co-branding technology is also a way to
increase the information and communication
impact. It is a kind of parallel positioning, but is
used through the emergence of a political brand
with a recognizable other brand, which allows
the brand to gain commitment to its political
product through the popularity of another.
The instrumental possibilities of co-branding
concern the processes of uniting political
brands to achieve a common goal, mutually
beneficial partnership of political brands to
expand electoral potential, radical changes in
the status of a political brand to maximize their
supporters in time. The use of this technology
by political actors allows the voter to better
navigate in the socio-political space, increases
the quality and efficiency of the brand thanks to
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joint efforts, increases the number of supporters
of the political brand and reduces public distrust
(Kazymyrchyk, 2014, p. 73).

In addition, it is necessary to note the
importance of creating a coherent and unified
design of the political brand with a clearly stated
strategic goal. The process of building lasting
trust in a political brand from voters, as well as
parallel processes, depends on the formation
of a single style for all political products. In
this case, a single political design appears as
a process of organizing the political space,
during which all elements of the political brand
of a political organization or candidate are in a
harmonious combination (Eghorova).

Using the strategy of a single political
design will form qualitative characteristics of
maturity and stability of the political brand. This
technology should not be considered only from
the standpoint of fashion trends, as it allows the
political brand to be best perceived in the minds
of target constituencies, strengthen its media
capabilities, as well as create the effect of its
constant development.

Thus, the effective implementation of a
political brand in the political process involves
the gradual use of these technologies: analysis
of the political market through marketing
technologies, promotion of a political brand
through political advertising and PR tools, and
use of a single visual style for all its political
products.

Speaking about creating a party brand, it
should be mentioned that many political parties
are personalistic in Ukraine. Therefore, current
trends in electoral processes in Ukraine lead to
the active use not only of the personal political
brand of the candidate for political office, but
also the creation of a stable and strong party
brand (Khorishko, 2010, p. 176).

The social role of a political force consists
of several important components that form the
structure of its political brand, namely: visual
components of party attributes, between, the
personality of the party leader, party ideology,
party communication, direct political activity
(Eghorova).

The last parliamentary elections in 2019
clearly showed the tendency among political
parties to form and strengthen political brands.
We will try to identify the main characteristics
of party brands of political forces that overcame
5% barrier in the elections to the Verkhovna

21



/f [PAHI Tom 24 Ne 1 2021

F1OJITOJIOrNA

Rada of Ukraine, as well as to outline new
technologies of party branding in the Ukrainian
political market.

According to the results of the early
parliamentary elections of 2019 in the national
multi-member constituency 5%, the barrier
was overcome by 5 political parties, which
as a result became members of the newly
elected Verkhovna Rada of Ukraine of the IX
convocation, namely: Political Party "Sluga
narodu", Political Party “Opposition Platform”,
political party "Batkivshchyna", Political Party
"European Solidarity" and Political Party
"Golos".

"Sluga narodu" is a party project of the
President of Ukraine Volodymyr Zelensky,
which resembles a typical prototype of the ruling
party in the post-Soviet space. Previously, this
political force existed under the name "Party
of Decisive Change", but in 2017 there was a
rebranding in the direction of borrowing the
name of the eponymous Ukrainian TV series,
and later the film "Sluga narodu" produced by
the Ukrainian creative association PJSC "Studio
Quarter-95", where the main role, namely the
president, was played by V. Zelensky. Until the
2019 presidential and parliamentary elections,
the party remained virtual and did not have a
single local cell with legal personality. The
phenomenon of the party's success in the
elections is explained by the specifics of forming
the brand of the leader and the party through the
series, which has become a collective dream for
many Ukrainians. The main task of the party
is to challenge the system and bring to power
qualitatively new politicians.

Inthe parliamentary elections the presidential
political force used several political branding
technologies to strengthen its party brand. First
of all, we are talking about the technology of
transferring the party leader's brand to the
party's brand, the so-called actualization of the
person's brand to raise the party, as political
force was fully associated with the success and
team of Volodymyr Zelensky. In summary, we
can distinguish the essential characteristics of
the brand of the party "Sluga narodu": the slogan
- "Let's do them again!", Which is associated
with the political success of V. Zelensky;
cover-brand - light green, which causes a
feeling of freshness and renewal; visual brand
- developed in the form of a short inscription
"Ze!", which again is associated with the person
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of Zelensky; main communication channels -
social networks and TV channel "1 + 1". It is
also worth mentioning that the success of party
candidates in majority constituencies depended
on the party brand, which had a significant
level of popularity in almost every constituency
throughout the country.

The triumphant of the parliamentary
race - the party "Sluga narodu" fully owes its
success to the person of V. Zelensky, which was
observed in the identical visual content of the
entire campaign. The party used the same light
green colors associated with "new faces" and
change. The key slogan of the campaign "Let's
make them again!" suggests that it was aimed
at repeated success. The campaign used the
concise text "Ze!", which was identified with
the sixth president and transferred his personal
brand to the party and the majority candidates.
During the election campaign, such technology
was used as the use of the symbols of the "Sluga
narodu" party by other candidates in order to
increase their own rating.

The second place in the parliamentary
elections of 2019 was won by the pro-Russian
political force - the Political Party "Opposition
platform" (hereinafter "OPZZH"). This political
force was formed as a result of the renaming of
the All-Ukrainian Association "Center" in 2016
to the political party "For Life" with the leader
V. Rabinovych. In 2018, the political party
merged with the NGO "Ukrainian Choice"
(V. Medvedchuk) and part of the former party
members of the Opposition Bloc, led by Yu.
Boyko and S. Levochkin. For a long time, the
party existed as a "television", as it actively
promoted through such Ukrainian TV channels
as "Inter", "NewsOne" and "112 Ukraine".

The political party has basically left
elements of the branding of the former "Party
of Regions" in order to return its former
electorate. The party did not use special
technologies of political branding, but clearly
adhered to its own expressiveness among other
participants in the political struggle. You can
identify elements of the brand of the party
"OPZZH" in the parliamentary elections in
2019: the slogan - "United for Peace", which
clearly symbolizes the key role of "peace" in
the rhetoric of the party and the urgency of
resolving the Donbass issue; cover brand - blue
and yellow colors that combine the past during
the rule of "regionals" and "Ukrainian" future
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in order to get rid of the strain of "pro-Russian
force", which does not act in the interests of
the Ukrainian people; visual brand - sunflower
and dove, where the first symbolizes Ukraine,
and the second world; the main channels of
communication are controlled TV channels.
OPZZh placed the greatest emphasis on the
brand personalities of its party, namely: Yu.
Boyko, V. Medvechuk and V. Rabinovych.

The party invested heavily in campaigning,
but was remembered by voters only in blue,
and the party's symbols were rather weak. The
symbols of the Opposition Bloc in 2014 were
the blue color and the thesis of "stability",
which was also used by the Party of Regions,
on the basis of which the Opposition Bloc was
created. With its slogans, the party appealed
to voters who wanted stability. The electorate
of the southern and eastern parts of Ukraine
unexpectedly supported the short slogans of
the Opposition Bloc, which helped the party
to become a leader in the elections. The 2019
parliamentary elections improved the results
of the "OPZZH", although the "Opposition
Bloc", which lost bright candidates, also went
under similar symbols. The party placed the
greatest emphasis on peace and the restoration
of prosperity. This can be seen in the use of
sunflowers and pigeons on the party's logo, as
well as the main political slogan "United for
Peace".

Yulia Tymoshenko's political force
"Batkivshchyna" has once again entered the
Verkhovna Rada of Ukraine. The political party
was partly founded on the basis of the center-
left Hromada party, and Yulia Tymoshenko has
been the party's political leader for 21 years.
"Batkivshchyna" can be considered as an
excellent example of an electoral political party,
as it has been represented in the Verkhovna
Rada since 2002, has an extensive system of
branches in the regions, is characterized by
a weak ideological position and traditionally
focuses on the leader.

It is worth mentioning that the party
"Batkivshchyna" in these elections abandoned
the partial rebranding, which took place in the
presidential election of the same 2019, and
returned to its traditional colors and symbols.
The main technology of party branding
was the party's emphasis on the brand of
its political leader as a candidate for prime
minister. The party brand in the early elections
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can be identified by the following criteria:
the slogan - "We should act!", which was to
show the readiness of the party leader to take
the post of prime minister; cover brand - white
background and black letters, which has been
typical for the party for many years; visual
brand - a red heart that resembles a tick in the
ballot and is an invitation to come and vote; the
main channels of communication are the media
and communication through local party cells.
It is worth mentioning that in this election, the
political party tried to preserve its electoral
core as much as possible, so it was more
conservative in the use of branding updates.
However, the political force used co-branding
technology by involving representatives of
other political forces in the team, namely the
Social and Political Movement of Valentyn
Nalyvaichenko "Justice" and the party
"Osnova", whose leaders are S. Taruta and
A. Nikolaenko.

The parliamentary election campaign was
not different for the party in terms of party or
campaign symbols. The changes took place
only with the main slogan "We should act",
which made voters be determined to carry out
important reforms in all spheres of public life,
as well as the main message of the party that
in this election we elect Prime Minister and
Yulia Tymoshenko. most consistent with the
conditions of the time.

The party of the ex-president of Ukraine
P. Poroshenko also entered the Ukrainian
parliament,butwithmuchsmallerrepresentation
than in 2014. Thus, the rebranding of Petro
Poroshenko's Solidarity Bloc lost the personal
characteristics of a leader who had a high anti-
rating in the society, and the party received a
new name - "European Solidarity", which in
the form of an abbreviation is consonant with
the abbreviated name of the European Union,
which offers a political force. In addition,
the colors of the political force display the
national and patriotic colors of Ukraine and
the European Union.

It is worth mentioning that the rebranding
of the party is connected with the personal
anti-rating of its leader and the attempt to
unite the voters of the pro-European camp.
The specificity of the branding strategy was
the use of brand personalities to show voters
that the political force of the "ES" is not only
Petro Poroshenko, but also a large team of
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individuals who are powerful political players.
Characteristics of the ES party brand: slogan -
"Let's protect the European future of Ukraine!"
draws the attention of voters to the previous
achievements of Poroshenko's team and calls
not to give opportunities for the return of pro-
Russian forces; the party's cover brand is a white
background that carries the party's freshness
and emphasizes its rebranding, and the use of
national-patriotic colors to create inscriptions
emphasizes the party's clear pro-Ukrainian
position; visual brand - the abbreviation "ES"
is depicted in the colors of the National Flag,
which evokes in voters a direct association
with the European Union and the civilized
choice of Ukraine after the Revolution of
Dignity. Among the technologies most used
by the party are rebranding (change of "BPP"
to "ES"), active use not of the brand of one
person, but of the brand of several people.
The last political force to overcome the
barrier was the "Golos" party, which was
formed by the famous Ukrainian musician and
performer Sviatoslav Vakarchuk in May 2019
by renaming the Platform of Initiatives party.
The main resource of the party was directed
to branding a political project and the image
of its leader, namely the use of orange as a
symbol of the ideals of the Orange Revolution
and the activities of S. Vakarchuk during the
two Maidans in 2004 and 2013-2014.
Regarding the peculiarities of branding a
new political project and its branding strategies,
several features should be singled out: 1. The
main slogan of the party in the elections - "Let's
change the Rada - Let's change Ukraine",
which emphasizes that political force is a
generation of new Ukrainian politicians;
2. party cover brand - orange background,
which is associated by voters with politicians
who came after the Orange Revolution, and also
uses the writing of the text in blue and white;
3. visual brand of the party - created in the
form of sound waves resembling a puzzle, this
is due to the fact that such a logo is associated
with the previous activities of their leader -
S. Vakarchuk, and the use of the puzzle figure
is associated with the unification process;
4. The main channels of communication - TV,
radio advertising, outdoor advertising, mailing,
meeting-concert with S. Vakarchuk. Among
the main technologies of political branding the
party used: star brand (S. Vakarchuk, S. Prytula,
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S. Rakhmanin), co-branding (strengthening
the party's brand by the brand of the band
"Ocean Elzy"), political advertising, parallel
positioning, technology of forming a new
political actor, use brand identity to strengthen
the party brand.

A study of key political actors in the
parliamentary election campaign in 2019
showed the process of active use of marketing
technology of political branding by political
forces that passed the election to the Verkhovna
Rada of Ukraine of the IX convocation. All
political forces, namely: "Sluga narodu",
"OPZZH", "Batkivshchyna", "ES" and
"Golos", demonstrated the existence of integral
party brands that proved to be successful
and competitive, especially in the new party
projects "Sluga narodu" and " Golos ". The
common features of all party brands include:
the presence of integral components of the party
brand, the hypertrophied nature of the personal
factor in the construction and promotion of a
political brand, the use of political advertising,
co-branding and "star brand". The party brands
of modern parliamentary parties in Ukraine
can be identified as those that are recognizable
by the majority of the population, have
similar popularity at both local and national
levels, have the potential for a long stay in
the political space, are constantly mentioned
in the media. Distinctive features are the
various communication channels in which the
brand is popularized, as well as the dominant
technology of brand construction in this
election campaign.

Conclusions.

Thus, today the political brand is a virtual
social phenomenon that has its own structure,
functionality, methods and techniques, as well
as the division into subtypes. The structure of
a political brand is multifaceted and manifests
itself on equal levels: rational and emotional,
which ensures its integrity and stability.
The basic components of the structure of a
political brand are political image and political
reputation. A political brand allows us to
track the process of forming a holistic and
fixed image of a political actor in a particular
social group with the obligatory definition
of its cognitive structure, which includes a
set of special values, characteristics, signs,
expectations, moods, emotional perception.
That is why the perception of the population

www.grani.org.ua



POLITOLOGY

GRANI 24 (1) 2021 A

of political actors and socio-political events
is carried out under the influence of a political
brand or branding technologies.

In the political market of Ukraine,
political parties are increasingly acquiring
the features of sellers who sell their slogans,
ideas, programs, promises, logos, initiatives
to obtain the votes of voters, which will
ensure their entry into government. In this
situation, the party brand becomes the most
important element for the participation of
political actors in elections, political branding
technology is an effective tool for achieving
political ambitions and stay of parties and
individual politicians for many years in the
political power.

New political technologies, virtualization
and mediatization of public policy,
globalization processes, rapid development
of information technologies allow to fill the
modern political market with new political
brands, which in turn have changed their
form and refocused on the virtual political
space. Although the political brand took the
form of a virtual construct in the conditions
of active development of information and
communication technologies, it did not lose
its social significance. The political brand
continues to create in the voter a sense of
belonging to a particular community, forms
his attitude to others from the standpoint
of ideological and value beliefs, forces to
implement support for the political brand
in the information environment, accepts or
rejects certain values and views, imposes
specific forms of behavior socio-political
circumstances. In addition, social networks
and Internet technologies allow to gain the
support of voters by involving them in the
process of forming a political brand, which
in turn causes the effect of involvement of
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