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and practical implementation aspects

The article explores the essence of brand-oriented project management as an approach in which
brand values, positioning and the «brand promise» are integrated into managerial decisions at all
stages of the project life cycle alongside the traditional constraints of time, budget and quality. The key
principles of brand-oriented project management are identified: value alignment, stakeholder
orientation, reputational responsibility, and the integration of corporate culture. It is substantiated that
brand-oriented project management is closely related to the concept of sustainable development. Within
this approach, projects should comply with ESG principles, which imply responsible resource use,
social responsibility, and transparency of managerial decisions. It is demonstrated that brand-oriented
project management can be considered an instrument for ensuring strategic coherence between brand
management, project activities, and the sustainable development goals of an enterprise. Under current
conditions, this approach enables enterprises not only to implement projects effectively, but also to build
long-term brand value, increase stakeholder trust, and ensure development resilience under uncertainty.
The feasibility of combining the complementary brand methodologies Brand Key and Brand Ladder
with Agile processes is substantiated, as this allows transforming brand strategy into measurable value
hypotheses and a managed portfolio of project increments. The practical significance of the results lies
in the possibility of applying the proposed model in the activities of enterprises to improve project
performance, strengthen stakeholder trust, and increase brand equity in the context of wartime risks and
post-war recovery.
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Problem statement in general terms and its connection with important scientific or practical tasks.
In today’s environment of intensified competition, the digitalization of business processes, and the growing role
of intangible assets, a brand ceases to be solely a marketing category and gains strategic significance for the
enterprise management system. This is especially evident in the field of project management, where each project
serves not only as a tool for achieving operational objectives but also as a carrier of the brand’s values,
reputation, and promises.

Traditional approaches to project management primarily focus on meeting deadlines, budgets, and the
quality of deliverables; however, they insufficiently consider the impact of project activities on building and
sustaining the organization’s brand. Under conditions of an unstable external environment, rising stakeholder
expectations, and heightened consumer sensitivity to reputational aspects, there is a need to develop a brand-
oriented approach to project management.

Analysis of recent research and publications on which the author relies, in which this problem and
approaches to its solution are considered. Issues of project management are widely covered in the works of
domestic and foreign scholars, in particular in the context of project management, agile methodologies, and
strategic management. At the same time, branding is mostly studied within marketing, corporate culture, and
strategic positioning. The study of brand-oriented project management has been addressed in the works of many
well-known Ukrainian and international researchers, such as A.Vdovichena, |.Yepifanova, O.Marukhlenko,
P.Mykytiuk, A.Kasich, Yu.Kholodna, S.Sarachevych, J.M. Parchi, S.Haidok, N.Paharia, S.Blair, A.Cammarota,
and others.

Professor A.Vdovichen, in his monograph, notes that: «The leading role in modern marketing activity
belongs to the brand, which reveals the purpose, the hierarchy of tasks, generates its nature, and coordinates
interaction in all areas of the enterprise’s functioning. This direction in the enterprise’s activity has been called
brand-oriented management» [1].

Under wartime conditions, the brand performs not only a market function but also a social one, as it
becomes associated with reliability, responsibility, and support for the state and society. As a result, every
project of an enterprise-investment, operational, social, or transformational-directly or indirectly affects trust in
the brand on the part of customers, partners, employees, and society as a whole. In this context, brand-oriented
project management implies the conscious alignment of project decisions with reputational risks and stakeholder
expectations, which is particularly critical in times of war.
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Pidhurska V., based on the results of her study, concludes that a brand development strategy should
correspond to the enterprise’s philosophy, its mission, and its organizational and corporate culture.
She emphasizes that brand management is one of the key areas of strategic enterprise management, as it makes it
possible to capitalize the value of branded assets and enhance competitiveness [2]. Barkov ., in turn, argues that
brand management is an integral component of any project and of the enterprise’s marketing policy, given the
intensive development of goods and services production and the intensification of market competition [3].

Kholodna Yu. emphasizes the potential of digital branding, while noting that its implementation requires
enterprises to adjust their existing strategy [4]. Marukhlenko O. considers the development of project
management maturity an important factor in strengthening business reputation, increasing process transparency,
and enhancing organizational competitiveness [5].

As researchers have pointed out, in crisis situations it is a strong brand that enables an enterprise to maintain
resilience, sustain the loyalty of customers and partners, and ensure recovery after shocks [6]. In this regard,
projects serve as instruments for implementing strategic change, and their success is assessed not only by
financial indicators but also by their contribution to the long-term reputational and social value of the brand.

Brand-oriented project management is also closely connected with the concept of sustainable development,
which is based on balancing the economic, social, and environmental goals of an enterprise’s activity. Within
this approach, projects should comply with ESG principles, which implies responsible resource use, social
responsibility, and transparency of managerial decisions [7]. The brand, in turn, acts as a mechanism for
communicating these principles to both internal and external stakeholders.

By analyzing the works of researchers, it can be concluded that brand-oriented project management can be
viewed as a tool for ensuring strategic alignment between brand management, project activities, and an
enterprise’s sustainable development goals. Under current conditions, such an approach enables enterprises not
only to implement projects effectively, but also to build long-term brand value, increase stakeholder trust, and
ensure resilience of development in an environment of uncertainty. However, despite the considerable number of
publications on this issue, there is still a lack of studies that specifically address this particular combination.

Formulation of the article’s objectives (task statement). The purpose of the article is to examine the
theoretical foundations of brand-oriented project management and to develop practical recommendations for its
implementation in the activities of enterprises.

Presentation of the main research material. Brand-oriented project management should be considered as
an approach in which all stages of the project life cycle-from initiation to completion-are aligned with the values,
positioning, and strategic goals of the organization’s brand. Within this model, a project acts as a tool for
communicating brand identity to both external and internal stakeholders.

The key principles of brand-oriented project management are:

- value alignment, which implies that project decisions correspond to the brand’s values;

- stakeholder orientation, which takes into account the expectations of customers, partners, and
employees regarding the brand;

- reputational responsibility, which involves assessing the project’s impact on the organization’s image;

- integration of corporate culture, where the project team serves as a carrier of the brand.

The practical implementation of a brand-oriented approach involves incorporating brand-related criteria into
project selection processes, team formation, communications management, and performance evaluation.
Of particular importance is the role of the project manager, who acts as a brand ambassador and ensures
compliance with brand standards throughout project implementation. Effective project management serves as a
bridge between a branding vision and its realization. From brand creation, identity design, and culture
development to market expansion, structured project management ensures seamless execution and long-term
success. Through structured yet flexible communication, project effectiveness increases, trust and loyalty are
strengthened, ensuring that the brand’s DNA is embedded in every detail [8].

Under the conditions of the full-scale war in Ukraine, the ESG concept has undergone a significant
transformation, shifting the focus from long-term declarative goals to practical instruments for ensuring business
resilience, energy security, and social stability. For Ukrainian enterprises, ESG is no longer merely an element of
image-building policy; instead, it is increasingly integrated into the system of crisis management and project
management.

Military hostilities have caused significant damage to Ukraine’s energy infrastructure, which has brought to
the forefront the need for decentralized energy supply and the development of renewable energy sources. In this
context, solar energy projects acquire strategic importance not only from the standpoint of environmental
feasibility, but also as an instrument for increasing the energy autonomy of enterprises and communities. Energy
security has become one of Ukraine’s key priorities due to the full-scale invasion and russia’s shelling of
Ukraine’s civilian infrastructure.

A relevant practical example of brand-oriented project management in the solar energy sector is based on the
premise that the implementation of such projects is perceived by stakeholders as a manifestation of the brand’s
responsibility for the environmental consequences of its activities and its contribution to restoring the country’s
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critical infrastructure. According to international studies, companies that invest in renewable energy under crisis
conditions build more resilient reputational capital and gain a higher level of trust from society and investors.

Solar power plants are becoming an increasingly popular choice among large corporations worldwide.
The reasons for this choice are not only environmental, but also economic. Due to their numerous advantages,
solar plants help companies optimize costs, increase energy independence, and strengthen their corporate image.
The reasons why corporations choose solar power plants include: savings on electricity costs; energy
independence; competitive advantage; a positive impact on corporate image; long-term savings; and support for
corporate social responsibility. Solar power plants are an important element of CSR implementation, as companies
demonstrate their efforts to reduce their carbon footprint and contribute to sustainable development [9].

Thus, it can be concluded that the theoretical basis of the essence of a brand-oriented project lies in the fact
that it is a project in which the brand (its identity, values, and promise to stakeholders) functions not as an
additional communication layer but as a managerial principle: it determines the selection of initiatives, the
design of solutions, interaction standards, and success metrics. This target brand-oriented approach implies that
the project should «become a brand» within the organization, while the project manager should act as an
ambassador of the project’s values and ensure the consistency of the team’s «brand behavior». Brand-oriented
projects in terms of brand content and values are presented in table 1.

Table 1
Brand-oriented «solar projects» and the formation of brand values
Brand-oriented
. concept for .
Ne Project name enhancing the Brand value type Typical KPIs
project objectives
ESCO Solar Power Plants o " number of facilities,
- «Reliability of critical - . . .
for hospitals and water | . . Resilience and social | installed PV capacity
1 . - infrastructure during L
utilities in Ukraine blackoutss value (MW), continuity of
(UNDP) . services
. «System-wide energy funding volume,
2 Il:le(rczme En(?/\rl?rﬁersig;?g: sector resilience as a | Trust in | restored/installed
distributed generation) " | prerequisite for | institutions/partnerships | capacity, winter
g recovery» preparedness
A «prestige» project as
external marketing | «Brand media reach, order
3 | (atypical construction | reputation/visibility Reputational capital backlog,  partnership
case: implemented even | in the market» contracts
with low economic return)
Distributed icar-
. A . - . amount of funds raised;
4 generation/renewables for | «Reliability in | Resilience and social audit/compliance:
winter (fund- and donor- | crisis + partner trust» | value recovery time '
backed instruments) y
% of critical processes
PV + energy storage for . Job  retention and | powered
5 | businesses (or Solar PV + ;mefrﬁpt%zg without continuity of | autonomously;
storage for businesses) P operations RTO/BCP; share of on-
site generation
The «project as a
A «solar + transparent | «Accountability you brand» concept and _the .non._fman(_:lz.il
6 ESG reportines portfolio | can verifyy role of the project | indicators; independent
P &P Y manager as a brand | audit; data verifiability
ambassador

Source: compiled by the authors based on [10-13]

To implement a brand-oriented approach in project management, in our view, it is advisable to combine
different methodologies and apply an integrative model (Brand Key + Brand Ladder + Agile). This makes it
possible to form a methodological foundation of brand value, which is embedded into agile project management
through backlog mechanisms, iterative delivery, and quality «brand gates» (fig. 1).

Brand Key defines invariant positioning and evidence-based parameters, while Brand Ladder transforms them
into value hypotheses for stakeholders, which are then tested within Agile project management through
increments and metrics [14]. This model ensures strategic alignment between the brand and project decisions and
reduces the risk of a gap between the «brand promise» and the actual experience.
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v Measurement
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metrics

\ 4 |

Source: developed by the author
Fig. 1. Integrative model (Brand Key + Brand Ladder + Agile) of brand-oriented project management

The conceptual essence of the model lies in combining brand methodologies that perform different functions
with agile management methodology as the implementation mechanism. The strategic brand content and its
essence are defined by the Brand Key; the Brand Ladder converts brand strategy into a hierarchy of values; and
iterative execution, learning, and adaptation are enabled by the tools and mechanisms of agile project
management.

The promising directions for implementing this model in enterprises, in our view, include:

1. Developing a system of quantitative KPIs for brand value and ESG impact for different types of solar
projects;

2. Developing a methodology for assessing Brand Fit (as the degree to which a project, product, or
decision aligns with the company’s brand strategy) and Brand Gates (as control «gates» in a project where the
team must verify that the outcome matches the brand before moving forward) within Agile processes (backlog,
sprints, Definition of Done);

3. Piloting the model through case studies of Ukrainian companies, taking into account wartime risks
(energy resilience, logistics, staff safety) and the impact of projects on the trust of key stakeholders;

4. Determining the optimal configuration of roles and corporate governance (PMO/Brand Steward/ESG
compliance) to ensure strategic alignment between the brand and project activities.

The results obtained will make it possible to refine the toolkit of brand-oriented project management and to
develop practical recommendations for its implementation within the strategic management system of enterprises
in the context of post-war recovery.

Conclusions and prospects for further research in this area. The practical significance of this study lies
in the fact that, having examined the essence of brand-oriented project management and analyzed practical
experience of its application in the solar energy sector-where the implementation of such projects is perceived by
stakeholders as a manifestation of the brand’s responsibility for the environmental consequences of its activities
and its contribution to the restoration of the country’s critical infrastructure-we have concluded that, in order to
enhance the success and effectiveness of the project management system, it is advisable to combine different
methodologies and apply an integrative model (Brand Key + Brand Ladder + Agile), thereby forming a
methodological foundation of brand value. Our further research will focus on the methodological aspects of
implementing this model in company practice.
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Tapaciok I'.M., Kosoa O.II.
Bpena-opienToBaHe ynpapIiHHA NPOEKTAMM: TEOPETUYHI OCHOBH Ta aCNEKTH NPAKTHYHOI peanizamii

VY crarti J[OCHKEHO CYTHICTH OpEHI-OpIEHTOBAHOTO YIPABIiHHA HPOEKTaMH SIK IIJIXOIY, 3a SIKOrO LiHHOCTI,
MO3UIIIOHYBAHHS Ta «O0IIsTHKA OpEHIy» IHTErpyIOThCS B YIPABIIHCHKI PIllIEHHS Ha BCIX eTarax XUTTEBOTO IUKIY IPOEKTY
MOpsAA 13 TpaIULiHHUMI OOMEKEHHSAMH Yacy, OIO/DKETy Ta SKOcTi. Bu3HaueHi KIr04OBI NPUHLIMIH OpEHI-OPi€HTOBAHOTO
YIOpaBIiHHA NPOEKTAMHU: I[IHHICHA Y3TOJUKEHICTh, CTEHKXOJIEp-OPiEHTOBAHICTh, peIyTalliiiHa BiANOBIAaIbHICTD, IHTErpawis
KOpIOPaTUBHOI KynbTypH. OOIpyHTOBaHO, 10 OpEHA-OpPiEHTOBAHE YIMPABIiHHSA MPOEKTAMU TiCHO IMOB’S3aHE 3 KOHICMIIIEI0
CTaJIOrO PO3BUTKY. Y MeXax IbOT0 MiX0AY MPOEKTH MAIOTh BiAmoBigaTu npuHmunam ESG, mo nepenbayae BiqmoBinanbHe
BUKOPUCTaHHS PECypCiB, COLIiaJbHY BiIIOBINAJBHICTE Ta HPO30PICTh YIPABIIHCBKUX pinleHb. [loBeneHo, o OpeHa-
Opi€HTOBaHE YIPABJIIHHS IPOEKTAMH MOXKHA PO3IJLIIATH SIK IHCTPYMEHT 3a0e3IeUeHHs] CTPaTeriyHoi Y3TOPKEHOCTI MiX
OpeHA-MEHEPKMEHTOM, IPOEKTHOIO MISUIBHICTIO Ta LIIAMH CTaJIOTO PO3BHTKY niz[aneMCTBa V cydyacHHX yMOBax Takui
HIIXiZ T03BOJISE MIANPUEMCTBAM He JinIIe eeKTHBHO peanizoByBaTH IPOEKTH, ale i (OpMyBaTH JOBrOCTPOKOBY IIHHICTh
OpeHmy, WiIBHIIYBAaTH JOBipy CTeHKXoigepiB 1 3abe3medyBaTd CTIHKICTh PO3BHTKY B YMOBAaX HEBH3HAUCHOCTI.
OOrpyHTOBaHO MOLUIBHICTD MOEAHAHHS B3a€MOJONOBHIOIOUNX OpeHa-meropoioriii Brand Key i Brand Ladder i3 Agile-
mpoIecamMu, IO I03BOJISIE MEPETBOPUTH OpEHA-CTPATEeril0 Ha BHMIPIOBaHI WIHHICHI TIMOTE3W Ta KEepoBaHHU HOpThensb
MPOEKTHUX iHKpeMeHTiB. [IpakTHyHa HiHHICTH PE3YJIBTATIB MOJATAE Y MOXKIUBOCTI 3aCTOCYBAaHHS 3alIPOIIOHOBAHOI MOJEN B
JISUTBHOCTI MIANPUEMCTB IS ITiIBUILEHHS pe3yJIbTaTUBHOCTI IIPOEKTIB, 3MIIIHEHHS JIOBIPU CTEHKXO0JIepiB i 3pocTanHs brand
equity B yMOBaxX BOEHHUX PU3HUKIB Ta MiCISIBOEHHOTO BiJTHOBIICHHSI.

KurouoBi cioBa: Gpenn; Opena-opieHTOBaHe ynpasiiHHS; yrpaeiinHs npoektamu; Agile, Brand Key; Brand Ladder;
Brand Fit; Brand Gates; ESG; cranuii po3BUTOK; IPOEKT; IIHHICTH OPEH/TY; CTIHKICTB.

Crarta Hagiinuia no penaxmii 30.10.2025.
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