bpycami JI., Imanisa, [ opuzia, Hanvxo T. B., Ykpaina, Xapxis
BPEH/IIHI' HA MIZKHAPO/HUX PUHKAX B2B

JloToBi1b MPUCBSIYEHA MUTAHHAM 3/11MCHEHHS! OPEHIIHT'Y HAa MI)KHAPOJIHUX PUHKAX
B2B. Jlymku cnoxuBayiB 11010 MPOAYKIII Ta BiIHOMIEHHS 3 MOCTa4aJlbHUKaMU
PO3IIMPIOIOTh JIOTIKY MapKeTHHry. CHIpOMOXKHICTh HaJaBaTH TOCIYTH CTa€e
cyTHICTIO (ipM, 10 AiI0Th Ha MixkHapoaHuX puHkax B2B. Ilocimyrum Tta gocBin
BITHOCUH CTalOTh OCHOBOIO Y PO3BUTKY OpeHY.

bpycamu JI., Umanus, [ opuzus, /lanvko T. B., Yxpauna, Xapvros
BPEH/IMHI' HA MEXJIYHAPOJHbBIX PBIHKAX B2B

JIoKJ1a i MOCBAIIEH BOINPOCAM OCYLIECTBIEHUS OpeHAMHra Ha MEXIyHapOIHBIX
peinkax B2B. Cyxnenusa nokynarenst 00 UCOIb3yMON MPOAYKIIMU U OTHOLLEHUS
C MOCTaBIIMKAMH PACIIUPSIOT TEKYIIYI0 JOrMKYy MapkeTuHra. CrnocoOHOCTh
OKa3bIBaTh  YCIYI'M CTAHOBUTCA CYIIHOCThIO (UpPM, JEHCTBYIOIIMX Ha
MEXIYHapOIHbIX phiHKax B2B. Ycnyru u onbIT oTHOLIEHNH CTAaHOBSATCS OCHOBOM
B pa3BUTHU OpeH/a.

Luca G. Brusati, Italy, Gorizia, Danko T., Ukraine

BRANDING IN B2B INTERNATIONAL MARKETS

Products become service appliances. Buyer judgments about the value-in-use of
products and relations with supplier extend the current logic of marketing. Service-
ability (the capability to serve) becomes the essence of a firm's branding in B2B

international markets. Service and relations experience becomes paramount in
developing and sustaining the life of a brand.
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