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Abstract: 
Development of measures for management accounting, brand management and promotion is one of the main 

problems of processing and trading enterprises. In management accounting, interest in the formation and 

management of trademarks (brand) in Russia is growing every year, since well-known trademarks are becoming a 

prerequisite for a firm's stable position in the market, a factor in its competitiveness. We understand the brand as a 

subjective image in the minds of consumers, denoted by the brand, consisting of a consistent set of promises to the 
target consumer and creating a sustainable competitive advantage compared to non-branded products. 

The purpose of the study is to research and substantiate the managerial aspects of the development and promotion 

of the brand. The paper presents elements of management and operational accounting for the development and 

promotion of the brand. At the present stage of development of competitive markets, more attention should be paid 

to management accounting, including methods for developing and promoting trademarks (brands). In the current 

conditions of commodity abundance and tougher competition, the goal of brand promotion is seen as one of the 

important activities in an organization that has a direct impact on the financial results of the organization. 

The following research methods were used in the work: monographic method, dialectical method of knowledge, 

statistical and system approach, analysis, comparison, statistical descriptions of economic processes. 
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INTRODUCTION: 
In the modern economy, it is necessary to predict the 

future, anticipate possible changes in the conditions 

of activity using advanced management accounting 

[3, 12]. Nowadays, we are increasingly using 

products, goods, services that are associated with a 

particular brand. 

 

Technological and organizational features of 
agricultural production, quantitative and qualitative 

characteristics of products, management objectives 

serve as a justification for the correct use of such an 

economic lever as the promotion of a brand on the 

dairy processing market [17,18]. 

 

In our opinion, a brand is a trademark (logo, brand) 

of an economic entity that allows consumers of goods 

(works, services) to easily distinguish between 

identical in structure (type, packaging, etc.) or 

homogeneous products from different manufacturers. 

 

Significant experience of management accounting 

and analysis has been accumulated [28-32]; however, 

management accounting for the promotion of a brand 

has its own characteristics, therefore this 

methodology requires development. 
 

METHODOLOGY:  
In management accounting, the features of brand 

promotion affect, in turn, the validity of making 

current, tactical and strategic management decisions, 

as well as the development of short-term and long-

term tactics, strategies and strategic development 

plans of an enterprise [19, 20, 21]. 

 

The concept of “brand” is becoming increasingly 

popular, and we increasingly use this word in 

everyday life [22,23,27]. 

 

A brand is a complex marketing phenomenon; the 

concept of a “brand” evolves as the external 

marketing environment changes, being filled with 

new content [4,8,9]. 

 

In our opinion, the brand as an object of development 

of management accounting is one of the main signs 

of strategic management and functioning of the 

organization and its marketing policy. An 

organization that has achieved the desired result 

(recognition, popularity) should maintain this image. 

 
We believe that not enough attention is paid to some 

aspects that play an important role in the creation and 

development of a strong brand when considering the 

essence of the brand in management accounting, the 

process of its creation and development. 

 

Strong brands developed by management accounting 

will provide comfortable conditions in the market for 

product promotion and, consequently, a larger share 

of the company's profitability. 

 

In our case, management accounting carries two 

features: 

- management accounting as operational 

accounting includes branding:; 

- management accounting as accounting 

includes accounting for the costs of promoting a new 
product. 

When developing a brand, management accounting 

should begin with planning and comprehensive 

research (analysis) of the market as a whole and 

detailed monitoring of its individual segments. 

 

The positioning stage in management accounting is 

the starting point, therefore it is of particular 

importance when developing a trademark (brand). 

 

In our opinion, at this stage, it is necessary to allocate 

independent three subparagraphs, which should be 

paid special attention, since they affect the long-term 

perspective of the enterprise. 

1. Basic needs. Creating a brand  in 

management accounting begins with the definition of 

QR code 
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a product that satisfies the basic needs of consumers. 

These needs are provided by the brand, which must 

correspond to the functional utility of this class of 

goods and represent the basic benefit that each brand 

provides in a given product category. Creating brand 

components (product name, image, design, etc.). 

2. Distinctive features. The created 

trademark (brand) in management accounting should 
include elements that will make a product different 

from other products, from competitors' products. 

These elements include the brand name, packaging 

features, design, and product quality. Buyers should 

not only recognize the brand, but also remember it. 

3. Benefits and potential of the brand. One 

of the goals of management accounting is to create 

greater brand appeal to the consumer, which are 

created by adding a certain benefit. 

Benefits in management accounting can be 

based on the properties of the product, its 

functionality, as well as on the intangible properties 

of the product, for example, emotional benefits and 

satisfaction in self-expression. 

 

Consumers are starting to consider a trademark 

(brand) as a standard product, so management 

accounting for brand differentiation needs to offer 

new added values to the consumer, thereby creating 

points of difference, moving the trademark (brand) to 

a potential new level. 

 

Offering additional values, which are distinctive 
benefits and advantages, encourages consumers to 

buy a trademark [25]. 

 

Management accounting for the development of a 

brand new product or service as an integrated 

strategic and marketing task can be broken down into 

a number of independent branding tasks for 

developing positioning, a complex of verbal, visual, 

advertising brand communications, as well as brand 

management manuals. 

 

In management accounting, the process of becoming 

a brand goes through the following stages, which are 

presented in Figure 1. 

 
Figure 1 - Stages of formation and development of the brand. 

Management accounting for the brand strategy in the 

market for the promotion of dairy processing has 

some peculiarities: consumers are not well aware of 

the range of existing dairy products; The most 

favorite products are milk, kefir, sour cream and 

cottage cheese; Each type of dairy products, in 

addition to milk and kefir, has its own buyer. In this 

regard, the need to conduct competent work with the 

consumer to explain information about new products 

and their benefits, as well as constantly monitor 

customer preferences, enhancing the positive 

perception of the product in various ways [10,13,15]. 

 

Promotion of business in modern market conditions 

is a daily struggle for its customers. At the same time, 

such a struggle is due to the fact that a huge number 

of products from other manufacturers are offered on 

the market. 

 

To promote the management accounting brand, first 

of all, a complete and comprehensive market 

diagnostics, in particular consumer behavior, is 

required, which is based on the methodology of 

sociological research. 

 

Such studies of management accounting should be 

carried out under a special program on the territory of 

promotion of this brand. The study of management 

accounting should be aimed at identifying the 

influence of factors that are significant for making the 

purchase of a particular brand. 

 

Management Accounting 

Stage 2. Brand strategy 

development 

Stage 3. Creating brand 

components 

Stage 4. Brand promotion 

Stage 5. Brand management 

Stage 1. Brand 

positioning 
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The study should involve sales departments 

(managers, marketers) to conduct a survey of 

respondents, as well as analyze sources of secondary 

marketing information. 

To promote the brand, ATL advertising is used on 

nationwide television channels, and tasting has 

become a widely used form of BTL use by dairy 

processing enterprises. 
 

Particular attention is paid to the laying-out of goods 

that complement POS-materials, these measures can 

be attributed to the fundamental aspects of sales 

promotion of dairy products [7,11,24]. 

 

Traditional fairs are a costly event, so Internet fairs 

(virtual fairs) can be held for management purposes. 

 

A feature of brand promotion is the need for its 

integrity; all stages of advancement should be 

logically connected and organically continue each 

other. 

 

Analyzing the brand from the perspective of the 

consumer, we are talking about the holistic image and 

perception of customers, as well as the specific 
relationship between the brand and the customer. 

 

However, the concept of a brand is unidirectional, 

and this will lead to a reduction in the life of the 

brand, due to an illiterate promotion strategy. 

 

The brand is evolving, so it can be viewed as a 

management policy of an enterprise — the equivalent 

of its economic values, social contribution, cultural 

and political aspects both inside and outside the 

enterprise [2,14,16,26]. 

 

In the current economy of commodity abundance and 

toughening competition, branding in management 

accounting is considered as one of the important 

activities in an organization that has a direct impact 

on the financial results of an organization. 

 

Thanks to product branding, an organization can: 
- reduce the cost of product promotion; 

- increase the cost of production and 

therefore increase revenues; 

- strengthen the corporate image of the 

company; 

- simplify the introduction of new products 

or services to the market. 

 

The whole complex of works in management 

accounting for branding is focused on creating a 

relevant, fashionable brand that causes trust and a 

positive emotional response from its target audience 

[1,5,6,10]. 

 

Information and knowledge spread instantly; New 

ideas, technologies, physical characteristics are easily 

borrowed from other enterprises. New tools of 
management accounting (tax planning, budgeting, 

brand promotion, crisis management, etc.) are 

becoming increasingly important in the management 

of an enterprise. 

 

In management accounting, the basic principles for 

collecting and processing information when 

promoting a brand by processing enterprises should 

include the principles presented in Table 1. 

Table 1 - Basic principles of collecting and processing information 

No Principle Essence of the principle 

1 Efficiency It assumes the satisfaction of information needs by using the methods of their 

most effective satisfaction by ensuring expediency, targeting, usefulness, and 

using information that is already available or can be easily obtained on a 

systematic basis, since the process of collecting and analyzing of information 

can be very expensive. 

2 Availability It assumes the choice of a method of collecting information that guarantees 

timely and prompt receipt of the necessary objective information. 

3 Accuracy and Reliability It assumes the completeness of information, its comparability, analyticity. 

The reliability of the data will be higher if the possibility of manipulation in 

obtaining information will be minimized (data should be collected by persons 

who are not interested in the result), and if data verification tools are used. 

4 Comprehensibility It assumes the presentation of information in a form understandable for the 

perception of potential users. 

* Made by authors 

 

The use of the above principles of management 

accounting contributes to increasing the effectiveness 

of brand promotion. 
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Strategies for promoting brand management 

accounting in the market for processing dairy 

products have some peculiarities, namely: consumers 

are not well versed in the range of existing dairy 

products; The most favorite products are milk, kefir, 

sour cream and cottage cheese; Each type of dairy 

products, except for milk and kefir, has its own 

buyer. In this regard, it is necessary to work 
competently with the consumer to explain 

information about new products and their benefits, as 

well as to monitor the preferences of customers in a 

continuous mode, reinforcing the positive perception 

of goods in various ways. The priority activity of the 

enterprises of processing of dairy products is the 

production of a wide range of high quality dairy 

products in order to maximize customer satisfaction.  

 

Buyers are important and interesting dairy market, 

but they are interested in favorable price offers. This 

can be explained by the fact that dairy products are 

often used in cooking, as well as they are in addition 

to food for other products. Dairy products occupy a 

stable leading place in consumption among groups of 

other goods. 

 
RESULTS: 
Based on the distinctive features of brand promotion 

in the dairy processing market, we offer a brand 

promotion strategy, which consists of 8 stages. 

 

Development of a management accounting strategy to 

promote the brand in the market for dairy products 

(authoring) is presented in Table 2. 

Table 2 - Development of a management accounting strategy to promote the brand in the market for 

dairy products 

No Stages of strategy development Stage name 

1 First stage Research 

2 Second phase Goal setting 

3 Third stage Selection of target audience 

4 Fourth stage Selection of marketing communications 

5 Fifth stage Formulation of marketing appeal 

6 Sixth stage Budget definition 

7 Seventh stage Strategy implementation 

8 Eighth stage Evaluation of the effectiveness 

* Made by authors  

Consider each of the proposed stages of developing a brand promotion strategy in the market for dairy 

products. 

The first stage is research. It is necessary to conduct a comprehensive analysis of the promoted brand and 

the market in which the company plans to conduct its activities (table 3). 

Table 3 - The stage "Research" 

No Analysis of the first stage  

1 Brand: “Name”, middle-range dairy products. 

2 Region: (Republic, region, etc.) 

3 Distribution points of the product: shops, convenience stores, supermarkets. 

4 Main competitors: (manufacturers of dairy products) 

5 Secondary competitors: (distributors of imported dairy products - retail chains) 

6 Positioning a new brand: (quality products from a regional manufacturer) 

7 Advantages: quality. 

8 Consumer feelings that we want to achieve: “quality and price” 

9 Required elements: logo, product, tagline. 

10 Budget: (in rubles) This amount includes tastings, radio advertising, banner ads, etc. 

* Made by authors  

The second stage is setting goals. From the analysis, we can distinguish existing problems and ways to 

solve them, respectively, set goals, not forgetting the time frame (Table 4). 

 

Table 4 – The stage "Setting goals" 

No Analysis of the second stage  

1 Purpose: acquaintance of consumers with the company's brand. 

2 Objectives: the formation of knowledge about the new brand in the dairy market; creating a positive 

image of the company; Awakening interest in the products of the enterprise. 
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* Made by authors  

The third stage is the choice of the target audience. This stage is very important, since there are groups 

of consumers who will not buy the promoted brand, however they can influence the perception of this brand by 

other buyers and the image of the company, therefore, it is necessary to bring information about the product to them 

and involve them in the promotion process (table 5). 

Table 5 – The stage "Selection of the target audience" 

No Analysis of the third stage 

1 Buyers - average income segment 

2 VIP buyers 

End customers: mostly pragmatic, prefer high-quality food products, respect the quality characteristics of a product 

most of all. 

* Made by authors  

The fourth stage is selection of marketing communications. The tools that the company chooses to 

contact the target audience may include product design and packaging, distribution channels, pricing, advertising. It 

is necessary to choose those that are most suitable for achieving the goals set by the enterprise (table 6). 

 

Table 6 - Stage "Selection of marketing communications" 

No Analysis of the fourth stage of the study 

1 Tasting in minimarkets 

2 TV and radio advertising 

3 Outdoor advertising (banners in different parts of the city, close to branded outlets) 

4 Distribution of leaflets 

* Made by authors  

The fifth stage is the formulation of the marketing message. It is necessary to think over information 

and methods of communication with the target audience (Table 7). 

Table 7 - Stage "The formulation of the marketing message" 

No Analysis of the fifth stage of the study 

1 Tasting (at the weekend for 2 hours) 

2 Advertising on 5 banners 

3 Advertising on television and radio (video 30 seconds, in the morning and evening, 4 times a day) 

4 Distribution of leaflets (at the weekend for 2 hours) 

* Made by authors  

The sixth stage is the definition of a budget. It is necessary to determine not only how much we are 

willing to spend, but also to distribute it among the chosen means of marketing communications (table 8). 

Table 8 - Stage "Budget Definition" 

No Analysis of the sixth stage  

The budget of the processing plant: for example, 100,000 rubles. 

Item of expenditure Costs in rub. 

1 Tasting (at the weekend for 2 hours) 30 000 

2 Banner advertising, 5 banners 50 000 

3 Advertising on the radio (video 30 seconds, in the 
morning and evening, 4 times a day) 

16 000 

4 Distribution of leaflets (at the weekend for 2 

hours) 
4000 

5 TOTAL 100 000 

The estimated firm costs are presented. 

* Made by authors  

The seventh stage is the implementation of the strategy. Concrete decisions are made at all stages, 

conditions are created for its implementation, and incessant monitoring of this process is ongoing (Table 9). 

Table 9 - Stage "Strategy Implementation" 

No Analysis of the seventh stage 

1 Specific management decisions are made on all elements of the proposed plan. 

2 Conditions are created for the implementation of management decisions. 

3 There is a constant control over the implementation of this process. 
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* Made by authors  

The eighth stage is Evaluation of the effectiveness. It is necessary to decide by what criteria the 

effectiveness of the activity will be assessed, and also to compare actual results with the desired ones based on the 

data obtained, an adjustment of the activity is possible (Table 10). 

Table 10 - Stage " Evaluation of the effectiveness " 

No Analysis of the eighth phase of the study 

1 Advertising on banners will make a primary impact, buyers will get acquainted with the brand, with the 

corporate style, they will see the slogan. 

2 Radio advertising will arouse interest, there will be a secondary consolidation. 

3 Beautifully designed leaflets with high-quality printing will make the consumer want to buy goods and 

try. 

4 Tasting will allow consumers to try the product and appreciate it. 

* Made by authors  

DISCUSSION: 
The completion of any management accounting plan 

for the promotion of a trademark (brand) should be a 

well-written detailed media plan, which is a general 

schedule, that is, a trademark (brand) management-

marketing communications program with a 

description of all targeted media indicators of product 

support. 

 

Many brands use direct marketing techniques. These 

are mass advertising, huge price discounts, 

demonstration events, distribution of free product 

samples, support for some popular sporting event, 

such as the World Cup or a local hockey tournament, 

if the brand is widely represented only in the local 

market. 

 

A weak point in managing the promotion of a brand 
of any economic entity is that many enterprises do 

not acquaint customers with their product. In our 

opinion, any enterprise will improve its economic 

position by doing better management of brand 

promotion. 

 

CONCLUSION 
In accordance with this goal, recommendations were 

developed to improve the management accounting 

strategy to promote the brand (s) in the market for 

dairy products. 

 

The results of the study can be used by management 

accounting as a processing and trading enterprises, 

and any other business entities. 

 

During the analysis, it was revealed that in the 
process of creating and developing a brand, not 

enough attention is paid to some aspects that play an 

important role in creating and developing a strong 

brand; therefore, we have supplemented the stages of 

creating and developing a brand. 

 

Thus, the proposed method of management 
accounting will allow for a competent, 

comprehensive acquaintance of consumers with the 

brand, leaving a positive impression about the brand, 

encouraging consumers to purchase products. 

 

The developed measures will create the basis for 

improving the competitiveness of the brand of any 

enterprise in the market of dairy products. 
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