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Problem statement. In

modern

The article explores the formation of a company's strategy based on the Lovemark concept. It analyses
the origin of the Lovemark concept, presents three key elements, and elucidates how Lovemark as an
idea relates to consumers' sense of belonging, affection, and shared values. The implications of apply-
ing the Lovemark concept in modern business are examined, outlining the key stages of developing
such a strategy and providing examples of its effectiveness. Special attention is given to analysing the
impact of the strategy on consumer loyalty and enhancing their love, trust, and engagement with the
brand and its activities. It is demonstrated that the research findings can be valuable for companies
aiming to solidify their position in the market, increase brand recognition, and earn the trust and affec-
tion of their consumers.

Key words: Lovemark, strategy, development, enterprise, concept, brand, analysis, client, market,
product, loyalty.

Y cmammi pos2nisiHymo emariu (hopMyBaHHsi cmpameeii midrnpuemcmsa Ha OCHOBI KOHUenuil
Lovemark. [MpoaHasizo8aHo NMoxooeHHs1 KoHUyenuyji Lovemark, HasedeHo mpu ii K/1ro408i eiemeHmu
ma 3’icoB8aHo, SIKUM YUHOM Lovemark, siK ioesi, Mae BIOHOWEHHS1 00 BiO4ymMmSi PUHa/IEXHOCM, Npu-
XusibHocmi U criosidysaHHs Crii/lbHUX YiHHOcmel y crioxusadis. JJocidxeHo iMnsikayii 3acmocyBaHHs
KoHyenuii Lovemark 8 cy4acHOMY GI3HECI, BUSHAYEHO K/TOHOBI emaru po3pobKku makoi cmpameaii
ma HasedeHo npukadu pesynsmamusHocmi i BnposadxeHHs. Ocobsusy ysaay rnpuoi/ieHo aHasliy
Br1/IUBy cmpameaii Ha /I0si/IbHICMb CoXUBaYi8 ma nioBUUWEHHSI PiBHST iX /110608i, dosipu ma 3a/1y-
4eHocmi 0o 6peHdy i lioeo OisnbHocM. [JoBedeHo, Wo pe3yabmamu O0C/IOKEHHS] MOXymb 6ymu
KOpuCcHUMU 0/151 NIONPUEMCMSB, WO Mpa2Hymb 3akpinumucsi Ha CBOEMY PUHKY, 36i/ibluumu srisHasa-
Hicmb c8020 6peHAy ma 3asotoBamu 008ipy | 1608 CBOIX Crio)uBaYis. BusHadeHo, ujo Lovemarks,
KOHYeryisi Sikux 6y/a 3arporioHosaHa KesiHom Pobepmcom y 2004 poyi, € 6peHoamu, siki ghopmy-
0mb Y CroXusa4is maky /10S/IbHICMb, W0 BUXOOUMb 3a MeXi payioHa/IbHO20, CMBOPIOKOYU 2/1UGOKI
emMoyjiliHi 38'3KU i3 6peHOoM. [JosedeHo, Wo 07151 PO3BUMKY Y HarpsiMKy Lovemark kommaHii Maroms
akyeHmysamu ysazy Ha CMBOPEeHHI HEMOBMOPHUX BPaXeHb Ma BUK/UKaHHI MOMYXHUX eMOUyitiHUX
peakuyili. Lovemarks BUxo0simb 3a pamku mpaduyiliHux cmpameaili 6peHouHey, adxe nobydosa
Lovemark nepedbadae po3ymiHHs1 ma adanmauyito 0o yiHHocmedl, ambiyili ma 6axaHb Crioxusadis.
O6rpyHmoBaHo, Wo ycriwHi Lovemarks 30amHi 3a/1ydamu crioxusadis Ha eMoyitiHOMY pigHi, nocmy-
o080 6ydyro4u 008ipy ma /105/IbHICMb 3 YacoM, | Yacmo cmatomb K/IK0HOBOH CK1a00BOoH i0eHmuY-
Hocmi crioxusavis, hopMyrodU IXHI ysisneHHsi ma rnosediHky. [joc/ioxeHo, ujo komnaHi-Lovemarks
npoysimarome 3asAsiKU MBOPYOCMI, IHHOBaYISIM Ma WUpPUM 30008'A3aHHSIM 36a2aqysamu XUmmsi
CBOIX K/liEHMIB. BU3HAYEHO, WO KOMIMaHIi MOXymb oyiHrosamu ycriwHicms cmpameeii Lovemark 3a
00IMoMO20t0 MakKuX MOKa3HUKIB SIK /105/IbHICMb 6peHdy, pekoMeHdayii ma emMouyiliHa 3as1ydeHicms.
HosedeHo, wo sriposadxeHHs1 cmpameaii Lovemark nepedbayae 2/1uboke po3yMiHHs ncuxosioaii ma
10B8e0IHKU CroXUBaYis, BHaC/IIO0K Y020 maki KOMMaHil Maromb 30amHicmes BUMPUMYBamu KO/IUBaHHS
Ha PUHKY ma KOHKYpeHmHut muck. Onmxe, 3po6/ieHo BUCHOBKU, WO KOMMaHil, sKi BrpoBadxyomb
KoHyenyito Lovemark, Hadaromb nepesagy mobydosi 00B20CMPOKOBUX BIOHOCUH 3 K/IEHMaMU Ha
0CHOBI 008ipu, /110608i Ma B3aEMHOI rosaau.

KniouoBi cnoBa: Lovemark, cmpameaisi, po38UMOK, MiOMpuUEMCMBO, KOHYenyisi, 6peHd, aHariis,
K/IiEHM, PUHOK, MPOOYKM, JI0S/IbHICMb.

conditions  solely based on their preferences or justifications.

of intense market competition and an unstable
environment, entrepreneurs are increasingly focusing
on the issues of attracting and retaining customers.
Giventhis, they actively explore opportunities to attract
consumers' attention to their products and services,
as well as take measures to ensure their loyalty and
attachment to the brand. Over the past decades,
from the 1980s to the present day, there has been
a trend towards increasing interest of enterprises
in considering consumers' needs and establishing
strong relationships with them during the products
and services development [11]. This trend calls into
question former approaches when manufacturers
ignored audience preferences and produced goods

Understanding how to develop a strategy and action
plan for one's business or enterprise using the
Lovemark concept is becoming increasingly relevant.
This is because by shifting the focus from their own
needs to the needs and problems of their audience, as
well as the factors underlying the Lovemark concept,
companies can differentiate themselves in the market
and become understandable and noticeable to
consumers, avoiding the status of a "mere" brand that
quickly emerges and disappears.

Recent research and publications analysis.
Researchers, both Ukrainian and foreign, are
increasingly focusing on the topic of emotional
marketing, as well as the connection between
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consumer behaviour and brand success. They
emphasize strategic planning based on problem-
solving and meeting needs rather than financial
indicators such as profit and sales volume. Among
Ukrainian researchers, it is worth mentioning
Dodonov B. [3], the author of the work "Emotion as
a Value", Petrunia Yu.le. and other [1] consumer
behaviour researchers as well as Kovtun O.I. [4],
who devoted his research to strategic management.
Ihnatieva 1.A. [5] and Gerasymchuk V.G. [2] also
contributed to the study of strategic management
issues.

Regarding the Lovemark concept, it is worth
mentioning that it is not yet that popular among
Ukrainian researchers. Therefore, to understand this
concept and the principles of building a business
strategy based on it, we must rely on the research
of foreign scholars. K. Roberts [11], the author of
the Lovemark idea, as well as M. Rodriguez [12],
H. Mintzberg [8; 9; 10], M. Gobe [7], O. Aaker [6],
and other researchers who have studied emotional
branding and the relationship between brands and
consumers must be mentioned. Although this topic
is widely researched in the marketing and business
fields, the question of approaching business strategy
development based on Lovemark ideas remains
open for further research and innovative approaches.

Task statement. The purpose of this article
is to highlight the approach to phased formation
of a company or business strategy based on the
principles of the Lovemark concept. The main idea of
this concept is to focus on the consumers, and their
needs, desires, and values.

Presentation of the main research material.
Before delving into the stages of forming a strategy
based on the Lovemark concept, it is worth
understanding what this term means and how it
contributes to the viability and development of a
company or business in the modern business world
by attracting a dedicated audience.

The Lovemark marketing concept is based on
the theory of the emotional connection between the
consumer and the producer, which emerged from
marketing research and examines the interaction
between consumers and companies in the context of
purchasing and using goods [11]. Its essence lies in
the fact that consumers perceive their relationships
with the producer as personal emotional connections
built on shared values [6]. The Lovemark approach
is based on an emotional-value approach, where
the audience often makes their choice based on
emotional associations related to specific brands and
products [7]. These emotions can influence various
aspects of consumer behaviour, including loyalty,
preferences, purchase decisions, and perceptions of
quality and price.

Bogdan Dodonov, in his book "In the World of
Emotions," extensively examines the role of emotions
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in forming relationships between consumers and
brands [3]. He emphasizes that the emotional
connection between people and brands plays a key
role in forming brand loyalty and trust. According to
him, the emotional perception of a brand can be a
crucial factor in making purchase decisions, as well
as in shaping the consumer's perception of the quality
and value of the product.

Dodonov also emphasizes that brands capable
of evoking strong emotions in consumers have great
potential for successful development in the market.
He points out the necessity of creating emotionally
significant impressions of the brand, which can be
achieved through the effective use of marketing
strategies aimed at creating and maintaining an
emotional connection with customers.

Therefore, it can be said that according to the
concept developed by Bogdan Dodonov, emotional
interaction between brands and consumers becomes
a key aspect of a successful marketing strategy,
contributing to building strong relationships and
increasing brand competitiveness.

The Lovemark concept is viewed as a strategic
approach to attracting consumers, focused on
eliciting an emotional response, satisfying their
values, and increasing loyalty. Kevin Roberts, CEO
of the advertising agency Saatchi & Saatchi and
author of the Lovemark idea, conducted extensive
research in the field of emotional marketing and
branding. In 2004, he formulated the Lovemark
concept, proposing a new strategic approach to the
marketing development of companies [11]. According
to his concept, a "Lovemark" is a brand that evokes
feelings of love and belonging in consumers, creating
deep emotional connections with its audience.
Roberts believes that the strongest brands create
their mythology and contribute to the formation of the
mythology of their admirers. Such brands cease to be
just a product or service; they become an integral part
of people's lives and evoke an emotional connection.

Roberts highlights the key aspects of the Lovemark
concept, which he considers important for attracting
and retaining consumers. These aspects — mystery,
sensuality, and intimacy — are not just individual
elements but symbolize the essence of love as a
value [11]. Let's consider each of them in more detail.

Mystery: This is the stage preceding direct contact
between the consumer and the product. In the context
of brand strategy development, this means creating
a mysterious brand image that arouses curiosity and
fascination in consumers. This mystery reflects the
process of falling in love, which unfolds gradually. The
Lovemark approach involves allowing the consumer
to uncover the mysteries of the brand independently,
arousing emotional interest and ‘infatuation."
This stage is of great importance for shaping the
development strategy, as it encourages consumers
to discover the uniqueness of the brand on their own.
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Sensuality: This is the direct experience that
arises when the consumer encounters the product.
The product or service should appeal to the senses,
engaging sensory organs. How the consumer
perceives the product determines how successfully
the stages of advertising, mystery, and initial interest
are passed.

Intimacy: This is the experience that the consumer
undergoes with prolonged use of the brand when
they are already familiar with it and do not require
additional attraction. This stage is not intended to
attract attention but rather to strategically retain
the consumer and build long-term relationships.
Intimacy reflects a sense of deep connection with
the brand, creating feelings of personal interaction,
mutual understanding, and trust. The brand needs
to create a special experience of interaction with
consumers that maximally addresses their needs and
desires [12].

The Lovemark concept aims to achieve a stronger
competitive position and increase audience size
through marketing tools that focus on establishing
a personal connection with the customer. This is
accomplished throughthe implementation of principles
such as mystery, sensuality, and intimacy, upon
which the overall company management strategy
and brand and audience management strategy are
based. The principles underlying the Lovemark idea
are geared towards creating and cementing loyal
relationships between the consumer and the brand
based on emotional-value connection, continuous
communication, and the use of various tools that
influence brand and product perception [12].

In addition to having the principles underlying the
Lovemark philosophy already formulated and ready
for implementation into the business management

strategy as values, it is necessary to understand what
specific questions should be posed to the entrepreneur
for a better understanding of their own business and
what steps need to be taken to delineate the field
of existing and alternative strategies, after which to
select and adapt the chosen one for implementation
in their enterprise.

Thus, how can an entrepreneur create conditions
where the brand's product or service will be in demand
among customers, and the company's strategy will
be effective and successful not only in the short term
but also capable of gaining trust, love, and loyalty?
Utilizing the Lovemark concept for developing a
growth strategy will help the company understand
how brands already evoke love among consumers,
what specifically attracts their attention to these
brands, and how the company itself can become a
Lovemark for its audience.

To apply the Lovemark concept to growth strategy
formulation, let's turn to a tool like the 5W1H, or Kipling
method. Its idea is to answer six questions: "Who?",
"What?", "When?", "Where?", "How?" and "Why?".
Using this method may not directly solve the problem
at hand, but it can provide answers to open questions,
helping to correctly identify both the problem itself and
delve deeper into its various aspects. Understanding
more about our own business will make it easier to
formulate the best growth strategy for it. So, let's
delve into these questions further (Table 1).

To get answers to the questions posed, the
following steps are necessary:

Who?:

— Identifying competitors, clients, and other
market participants to analyse their needs and
expectations and identify their strengths and
weaknesses.

Table 1

List of main questions for creating a successful brand according to the Lovemark concept:

This question concerns the identification of the brand's target audience with whom it builds an emotional
connection. Who comprises the brand's target audience? This could be buyers within a specific age range,
geographic region, interests, cultural groups, and social classes.

This question pertains to the products or services offered by the brand to its consumers. What exactly does
the brand do or what products/services does it offer?

Who?

What?

When? | This question relates to when and under what conditions consumers will use the brand's products/services.

This question concerns the context in which consumers interact with the brand. Where do consumers
encounter the brand and its products? What are the touchpoints between the brand and the consumer?
This could include stores, online platforms, advertising campaigns, social media, etc., which not only allows
the company to be present in the market through various channels but also enhances brand recognition.

Where?

This question addresses how consumers use and perceive the brand's products. How does the brand
influence consumers' feelings? How does the brand evoke positive emotions and establish a personal
connection with consumers? What experience do consumers gain from interacting with the brand?
How do consumers purchase the company's products?

This question relates to the values, beliefs, and ideology that the brand supports and that make it special
for consumers. Why do consumers feel a special affinity with the brand? These could be values and beliefs
such as a conscious choice to promote sustainable development, a desire to change the world for the better
or make people's lives easier, innovation in everyday life, and more.

How?

Why?

Source: Compiled based on the 5W1H method (Kipling method)
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— Analysing the characteristics of competitors,
their products, and services to ascertain advantages
and disadvantages.

— Researching the needs and expectations of
clients to formulate a strategy that aligns with their
requirements.

What?:

— Analysing the products and services offered by
your business, as well as competitors.

— ldentifying the strengths and weaknesses
of your product and developing strategies for its
improvement.

When?:

— Creating a customer journey map to determine
the moments when a need arises that your product
can satisfy.

— Identifying the conditions under which clients
will turn to your brand to meet their needs.

Where?:

— Reviewing the market in which you operate
and analysing competitors' markets to understand
trends and potential changes.

— ldentifying  customer  touchpoints  and
opportunities for improvement.
How?:

— Analysing product promotion strategies and
communication with clients used by your business
and competitors.

— Studying ways to collaborate with partners and
suppliers to optimize business processes.

Why?:

— Formulating the values and beliefs of your
brand that differentiate it from competitors.

— Determining what makes your brand unique
and what ideas it communicates to its clients to attract
and retain them.

After answering these questions and thoroughly
studying your own business, itis necessary to proceed
to the development of the enterprise development
strategy process, considering it step by step:

This process allows for the structured development
and implementation of enterprise development
strategy, considering all important aspects. Let's take
a closer look at each stage:

Stage Ne 1: The first stage involves defining
the mission, vision, and goals of the enterprise.
In the context of the Lovemark concept, this means

prioritizing the building of emotional connections with
consumers over simply selling a product or service.
It's important to address a wide range of business
motivations, including profitability, revenue growth,
and contributions to the environment. Honesty, both
with oneself and with customers, is paramount.

Stage Ne 2: The next important step is analysing
alternative strategies. This stage involves assessing
the potential effectiveness of each alternative strategy
and identifying their advantages and disadvantages.
Evaluation criteria include potential profitability,
opportunities for sales growth, expansion into new
markets, increased competitiveness, and enhanced
customer loyalty. Analytical tools such as SWOT
analysis, BCG matrix, GE matrix, and other strategic
analysis tools are often used to analyse alternative
strategies.

To conduct a strategic analysis, the following steps
are recommended:

1. Describe each alternative strategy, including
their advantages and disadvantages. This stage
involves thoroughly familiarizing yourself with
potential strategy options, specifying their features,
and identifying potential pros and cons.

2. Determine key success criteria for each
alternative strategy. It's important to establish metrics
and indicators by which the effectiveness of each
strategy will be evaluated.

3. Evaluate the potential effectiveness of each
alternative strategy using matrices and other
analytical tools. This step includes systematically
analysing each strategy based on specific criteria and
using specialized tools for assessment.

4. Compare and analyse the results obtained
to determine the most effective strategy. This stage
involves objectively comparing all alternatives and
selecting the optimal strategy based on the analysis
of evaluation results.

After completing the strategic analysis, it
is recommended to identify the most effective
strategy and develop a detailed action plan for its
implementation. The obtained results can also be
used to make necessary adjustments to the strategy
and address potential issues.

Stage Ne 3: Modelling alternative development
scenarios. To conduct modelling of alternative
development scenarios based on the Lovemark

Table 2

Stages of enterprise strategy development

Stage Ne 1

Defining the mission, vision, and goals of the enterprise.

Stage Ne 2

Conducting strategic analysis, including analysis of the enterprise's internal and external environment.

t Ne .
Stage Ne 3 development and their consequences.

Modelling alternative development scenarios, involving analysis of possible paths of enterprise

Stage Ne 4

Selecting the strategic model that best aligns with the enterprise's mission, vision, and goals.

Stage Ne 5

Refining the chosen strategy, including developing specific actions and measures for its implementation.

Source: compiled by the author based on [2; 4, 5; 8; 9; 10]
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concept, itis necessary to first identify the main stages
of business development and identify key parameters
that influence its success. The application of analysis
and forecasting methods helps evaluate each of the
alternative scenarios. An optimistic scenario involves
the development of events in the best-case scenario
with a positive impact on key business parameters.
Conversely, a pessimistic scenario predicts a negative
impact on these parameters. The most likely scenario
is based on current trends and predicts an average
impact on key parameters.

After analysing these three scenarios, the
impact of each on alternative strategies based
on the Lovemark concept can be studied. These
alternative strategies may focus on changing the way
of interacting with consumers, increasing emotional
attractiveness and loyalty to the product, as well as
enhancing consumer satisfaction. Based on the study
of alternative scenarios, the optimal strategy can be
chosen, which will lead to success regardless of the
scenario chosen at the beginning of the analysis.

Stage Ne 4: Choosing the company's strategic plan
involves analysing the strengths and weaknesses
of each strategy option and considering the target
audience. The main goal at this stage is to identify a
strategy that reflects the company's key values and
principles and to create a unique brand that meets
the needs and desires of consumers. After identifying
several presentation options, the optimal option for
the company's development strategy is selected.

Stage Ne 5: At this stage, the final strategic plan
of the enterprise is formed, aimed at developing and
increasing consumer loyalty to the brand, leading
to increased sales and profits. After completing the
previous stages, tactical plans for the medium and
short term are developed.

In the short term, the focus is on improving the
quality of customer service, expanding sales in the
existing market through advertising, discounts, and
promotions, as well as active presence on social
media.

In the medium term, the strategy is oriented
towards development in new markets, increasing
investments in product quality, and technology
implementation, shaping corporate culture, analysing
the effectiveness of marketing campaigns, and
responding to consumer feedback.

Long-term implementation of the enterprise
development strategy includes the development
and implementation of operational plans aimed at
maintaining and increasing consumer loyalty to
the brand. This process may involve conducting
marketing campaigns, developing new products and
services, implementing partnership programs, as
well as monitoring the company's performance and
strategy execution.

A separate aspect is the systematic and regular
monitoring of the implementation of the enterprise

development strategy. This process is necessary
to ensure timely adjustment of the strategy and
achievement of set goals. Typically, methods such
as market monitoring, customer satisfaction analysis,
and competitor audits are used for monitoring,
allowing for the identification of new trends and
responses to emerging opportunities.

Inthefinal stage, a practical evaluation of the results
is conducted through feedback, which promotes
effective interaction with customers and ensures a
satisfactory level of satisfaction. This process may
include monitoring social media activity, conducting
surveys, and analysing sales and repeat purchase
statistics. It may also involve the development and
implementation of special loyalty programs, as well
as testing new products to assess their alignment
with consumer needs and expectations.

Conclusions from the conducted research:
This article thoroughly examines the process of
developing a business development strategy based
on the Lovemark concept, providing companies
with a deep understanding of how to identify and
maximize the emotional potential of their brand
to build strong relationships with consumers. For
example, by analysing the competitive environment
and identifying the needs of the company's target
audience, companies can develop strategies aimed at
increasing customer loyalty. Furthermore, modelling
different development scenarios allows for predicting
potential outcomes and choosing the optimal strategy
that considers risks and advantages. The result
of such an approach is not only an increase in the
competitiveness of the enterprise but also the creation
of a strong brand that attracts and retains customer
loyalty regardless of market changes. This strategic
approach enables companies to adapt to changes
in consumer behaviour and effectively respond to
challenges in the competitive environment.

Future research on the formation of enterprise
strategy based on the Lovemark concept aims to
expand understanding of the impact of this concept
on various aspects of business. It is important to
analyse optimal methods for implementing Lovemark
strategies in the practical activities of enterprises
of different scales and industries, considering their
impact on financial indicators, competitiveness, and
long-term stability. Research is needed to examine
how the Lovemark concept helps enterprises
increase customer loyalty and to study methods for
integrating it into strategic planning and marketing
strategy. Additionally, the research should explore
the adaptation of the Lovemark concept to specific
market conditions and cultural peculiarities of
different regions and countries. Such an approach will
help identify potential opportunities and challenges
associated with the application of the Lovemark
concept in different business sectors and market
contexts.
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Moreover, the research could consider the impact
of Lovemark strategies on the internal corporate
culture of the enterprise and its relationship with
external branding and marketing strategies. This
comprehensive approach will provide insights into
how an emotional approach to branding influences
all aspects of enterprise activity and will enable the
development of strategies aimed at achieving long-
term success.
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