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Ao6poro paHky, YkpaiHul -
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)KMTTA He Aa€ Ha )Xanb rapaHTii, ane Aa€ LLOAHA MOXXAMBOCTI, | Lie Ay)ke YyAOBO.
TpumaHTechb noaaai Bia HeraTMBHHMX AYMOK | HANOBHIOHWTE cepue NO3UTUBOM.

Nepemora 060B'A3k0BO Oyae 3a HAaMH 6\/
BepeXxitb cebe, He IrHOpyTe CUpPEHH, NPoXoAbTe B YKPUTTA. Hawi 3 Bamu XutTa

BNAMBalOTb Ha Hawy nepemory. Hexa y Bopora He BUXOAUTb 3abupatu ix! 3-:
Benuka noBara i BAAuYHicTb BCiM, XTO AOAyuMBCA A0 060pOHH Haloi YKpaiHu! Lie

- opraHisoBaHi | Tepnaaui, ctiiki | HecTpumHi, 6axaloui BiacToloBaTH CBOE, He
LUKOAYIOUM BAACHUX CHA | 3A0pOB‘A - naTpioTy Hawoi KpaiHu! lMMepemoru Bcim Ham!

Ailo6umMo YKpaiHy v'l'i' Tpaauuli, KyabTypy | poAbKAOP \{ AyX, Lo XXuBe y

ctibkax BULLIMBaAHKH f Y mosl, y cnoBl, y nicHAX... A\JJ’J

LLiupo aAsakyemo BciMm Bam 3a yuactb y Hawiii koHdepenuli!

Hawa 6opoTbba TpUBa€, Hawa Bipa B Kpalle HenoxurHal
3 noBaroro OpraHizauiiiuvi Komirer!!

YkpaiHa noHap yce ¥

[o8)



Bce 6yae YkpaiHa! 13:
3AKAAAM BULLIOI OCBITU - YYACHUKHU KOHOEPEHLYI

Jlon0achbka Jep:kaBHA MAIIMHOOYAIBHA aKaaeMist
JlonennKkuii HanioHanbHMii yHiBepcuTeT iMeni Bacuiasa Cryca
Mapiynoabcbkuii iepkaBHUI yHiBepcuTeT

BIT HYBill Ykpainu «BbepekancbKuii arpoTexHiyHuii iHCTHTYT»
3axigHoykpaiHCbKHIi HAIOHAJIBbHMI YHiBepcHTET
TepHoninbcbKUii HANIOHAJBLHUIT TexHiYHMiA yHiBepcuTeT iMm. 1. ITyros

CyMcbKHIA HANiOHATBHUT arpapHuii
yHiBepcHuTeT
CyMchbKHii 1ep:KaBHHI YHiBepCHTET

IBaHo-PpaHKiBCHKHIT
HHAI MEHeKMEHTY

3YHY
o
TEpHonIn
IlenTpanbHo- ®
aTHCHKH I IBaHO-®paHKIBE LK : -
le;fliOHanbﬂnifl B X 33“‘"]’13“(““ .
TexXHiuHMIi VHiBeDCHTEeT HepHisi Kpo"“:wbmﬁ Ha‘lllOHaJIle/m 4
— ® YHiBepcHTeT =
BCIl VYmanchbkuii QaxoBuil  KoJemk o i T ek Hanionanbnui
TexHoJI0riii Ta 6i3Hecy YHYC yHiBepcuter «3anopisbka
YMaHCHKHI HAUiOHAJIBHMII YHiBepcHTET ‘Muxonais TOJTITeXHiKa)
caIiBHHITBa, M. YMaHb TappiiichKknit .uep)lsasmlﬁ
Yepkacbknii HamioHadbHMII yHiBepcHTET EXT DI D]
iM. Bornana XMeJIbHHIILKOTO yHiBepcuTer iM. JmMutTpa
YMaHCbKHi  Jep:KaBHUH  TNeJarorivyHuii MoropHoro .
yuiBepcurer iMeni Ilapaa Tuaunn TQB «BepasHChKMii
yHiBepcHuTeT
OnecbKui Jep/KaBHUI MeHe/IsKMEHTY i 6i3Hecy»
YHiBepcuTeT BHYTPilIHiX
cnpas
OpxecbKuit IHCTHTYT
BHYTPIIIHIX cnpaB
Onecbkmii HAIIOHAILHUI
€KOHOMIYHMI YHiBepcuTeT

BH3 Ykooncninku «IloJTaBcbKHii yHiBepcuTeT

€KOHOMIKH i TOpriBii»

TMoaTaBchbKHUii Jep:KaBHUI arpapHuii yHiBepcuTeT

IoaTaBchbKHI  HAYKOBO-AOCTIIHUN  €KCIIEPTHO-

KkpuMiHanicTuuHmii neHtp MBC Ykpainu

BCIl  «JlybeHcbkuii  (iHAHCOBO-eKOHOMiYHMIA

daxoBuii Konemfc l'II[A.Y» 5 . . YepuiBeubkuii

Kpemenuynbkuii HanioHaJbHMil yHiBepcHTeT iM. N
- TOProBe/IbHO-eKOHOMIYHHIT

Muxaiinia OcTporpajicbkoro incruryr ATEY

HP3BO Kam’siHenb-NIOALIbCHKUI Jep:KaBHUN iIHCTHTYT
XMeabHUI KU KoOnepaTuBHUHI TOProBebHO-
eKOHOMIYHHUH IHCTUTYT

XMeIbHUIBKUN HALIOHAILHUN YHIBEPCUTET
XMeIbHUIBKUN YHIBEPCHTET YNpPaBJIiHHA Ta MpaBa
imeni Jleonina FO3bkoBa

Kam'sneun-Iloginbcbkuii HanioHaAbHUIT yHiBepcHTeT
imeni IBana Orienka

YkpaiHa nonap yce ¥’


http://maup.com.ua/

Bce 6yae YkpaiHa! .
Zaika O., Assistant of Department of Marketing,
Reputation and Customer Experience Management
State Biotechnological University, Kharkiv

THE ESSENCE OF THE TOURIST DESTINATION BRAND

In the marketing of tourist destinations, the formation of one's own attractive
tourist image occupies an important place. The destination image is of fundamental
Importance in attracting investors and consumers of the tourism product. At the level
of tourist marketing, the country of creating its favorable image becomes a state task,
the solution of which largely determines the success of the tourist complex.

The formation of image means the process of establishing associative
connections of the basic understanding of destruction with other representations by
repeated joint reproduction of the corresponding presentation of objects within a
single situation [7]. During the formation of the image of the destination, they
determine a certain target installation - the ability to recognize the regions with the
concomitant updating of the attitude to the region.

The tourist image of the country is formed, above all, the media, as a result of
their activities it can be replaced by a political image, which adversely affects the
promotion of a national tourist product.

For the formation of a positive tourist image, it is necessary to use special
methods, the main of which is branding. In a narrow sense, the brand demonstrates a
commaodity symbol or logo, in a broad - is associated with certain qualities of goods,
reputation of manufacturers, intangible images.

Modern scientists believe that the brand, unlike the brand, is a concept of
unofficial, which is used by manufacturers of goods and services to stimulate
demand, influence on consumer benefits. The brand is a tool for marketing, through
which the modern philosophy of production activity on the consumer is realized.

Brand creation is an important tool for promoting goods, services or complex
products [2]. Logos that are central to the brand and help to identify the product or
service by the manufacturer, have been exist for a long time.

In the field of tourism business, brand is understood in a narrow sense - as a
sign, symbol, words or their combination, helping consumers to distinguish goods or
services of different companies that are combined as a well -known brand or
company that occupies consciousness and psychology of consumers The place among
many of them is like.

Geographic brands play an important role in the promotion of tourist
destinations, because in the imagination of a potential tourist and other destination is
associated with specific images that are associated with the specialization of
destination in certain types of tourism and position it as a specific object. Some
brands are "split" thanks to tourism, but after all, becoming a business card of
destination, helping it to move in the tourist market and increase its popularity.

Therefore, the brand of tourist destination is a collection of consumer ideas
about the tourist product of destination, the central place in which a logo or a certain
symbol occupies [3]. The brand links a material object and intangible images and
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Bce 6yae YkpaiHa! . 3
feelings that occur in people after its perception. The brand is one of the leading
elements of the image formation. He brings the following types of information to the
consumer:

» symbolic - visual image of an object with which a particular product is
associated;

» semantic - brand name, information about its symbol and slogan;

» derivative - information on the reputation of the proposed product, which is a
collection of associations that arise from consumers as a result of their own
experience of consumption or formed under the influence of the experience of other
consumers and marketing activities of the manufacturer [8].

The main functions of the tourist destination brand are:

« ensuring the identification of destination;

« confirmation of the quality of the destination tourist product;

« formation of the image of tourist destination;

« favorable influence on the formation of corporate consciousness of the
population of the tourism region [5].

The main principles of branding of tourist destinations are:

- purposefulness and use of potential,
truthfulness;
compliance with expectations and desire for better;
taking into account all interests and shared good;
creative and innovative approach;
complexity and simplicity;
ability to combine;
gradual achievement of goals [4-6].

Territorial branding tools are quite wide. It can be divided into three categories:

* research - a set of analytical and research tools, including markets, statistics,
questionnaires;

» management - Strategy development, operational management, performance
evaluation;

* operating marketing - PR, promotion, investor services, territorial offer, etc.
[4].

With the help of competent territorial marketing, you can form a positive
Image, create and promote a brand, create an investment and attractive climate in
those industries that develops a particular territory.

There are different types of audiences of territories that may be interested in
the city or region, but they can all be divided into four large categories on the
principle of economic return expected from their involvement:

> investors - provide an inflow of investment and tax income;

> tourists - provide income from payment for services;

» external buyers of local goods and services - provide sales income;

> local population - provide tax income [1-3].

Tourism is often the most prominent component of territories branding, also
the most effective, but also the most costly channel. But it is important that it is only
one of the elements and requires coordination with other channels to fully realize its
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potential. In the branding of the territories it is necessary to use the most complete set
of all the above channels. If you do it competently, then the effort will be successful
enough.

To accurately determine the perception of brand information on the part of
consumers, experts use a special tool - a brand wheel that has five levels:

- attributes - describe the product as a physical object: color, smell, material,
texture, main components;

- benefits - is a common result of using a brand consumer;

- values - a characteristic of the highest order, at this level there is a description
of emotions that the consumer feels during contact with the brand,;

- personality - a characteristic that allows you to metaphorically imagine a
brand in the form of human qualities;

- the essence of the brand is the only powerful idea that absorbs key arguments
to the consumer to choose a brand [9].

Thus, the tourist destination brand is a collection of values that reflect the
unique original consumer characteristics of the region and the community that gained
public recognition and popularity, have a stable demand for consumers. The region's
brand is formed on the basis of a pronounced positive image of the region and is the
highest manifestation of the competitive advantage of the region, an asset of a
regional economy.
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