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BpaxoByroun po3paxoBaHi 3HaYEHHS IHTETPATBHOTO MOKA3HUKAa KOHKYPEHTOCIPOMOKHOCTI
nocmpkyBanux 4inciB TM «@iiHT» BITHOCHO TOPrOBMX MAapOK KOHKYPEHTIB CIiJ 3a3HAYMTH, IO
MOPIBHSAHO 13 TphbOMa TOPrOBHMH MapKaMHU IHJIEKC KOHKYpPEHTOCHPOMOXXHOCTI TM «®miHT» €
nHarBummM (0,86<1.00; 0.72<1.00; 0.83<1.00). Tomy MOkeMO 3pOOHUTH BHUCHOBOK, IO KOMITAHIs
TOB «CHek ekcriopt» a0a€ Mpo KOHKYPEHTOCIIPOMOXKHICTh CBO€1 MPOIYKLii Ta 3abe3mneuye ii Ha
HAJIC)KHOMY PiBHI BI/ITHOCHO CBOiX KOHKYPEHTIB.

OdikyeTbes, IO Pe3yabTaTH NAHOTO JOCTIKEHHS MAaTUMYTh 3HAYHHIA BHECOK Y MPAKTUKY
yIpaBiIiHHS 30yTOM y cerMeHTi cHeKoBoi mpoaykiii TM «®@mint». Bucoka sSKicTh mpoaykiii Ta
MOMIpHI IIHA OJUH i3 OUThII e€EeKTUBHHUN Ta LUIECHPIMOBAHUM MIIAXiJ A0 CTUMYIIOBaHHS 30yTy
CHEKOBOT MPOJYKIIii, [0 JO3BOJIUTH 3aJy4UTH HOBHX KJIIE€HTIB, yTPUMATH ICHYIOUMX Ta 3MIIHUTH
no3uii 1o npoaykuii TM «®@aiat» y TOB «Cinbno-®@yn».

HayxoBi kepiBHUKHM — K.T.H., 1o1ieHT [loneusp JI.4., ac. Jonuncrka O.0.
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V]IK 659.126-043.82:[332.122:338.43]
BRANDING OF RURAL AREAS AS A MARKETING TOOL

P. Bushko, graduate student
Odessa National Technological University, Odesa

The study of the branding of rural areas is quite reasonable to begin with determining its
place in‘the system of scientific knowledge. At the same time, the branding of rural areas should be
considered, on the one hand, in the cognitive dimension, and in the functional and operational
dimension, on the other. If the first dimension involves the concentration of the researcher’s main
attention on the theoretical and methodological components of the cognitive paradigm of branding
of rural areas, then the second — on its applied component, which characterizes it as a process in
which not reflection comes to the fore, but a certain purposeful algorithm of specific actions,
subordinated rules and traditions that have developed over a certain period of time. Therefore, it is
appropriate to first reveal the functional and operational side of branding of rural areas as a social
practice, and only then proceed to a scientific description of the essence and content of the specified
process.

The first step on this path is to identify the common and different between territorial
branding and branding of goods (services) and corporations. It is obvious that all of them belong to
marketing tools, and therefore are tangential to the same stages of the branding process, namely the
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development of the brand, its promotion in the market environment and implementation in social
practice. In addition, the marketing complex is used in this process, albeit in different variations [1].

Branding of territories should focus on the attractiveness and reputation of places in a certain
space, in this case — rural, on the social value of the resources and benefits concentrated here, the
possibility of their expanded reproduction in the interests of the rural population of the Southern
region and the country as a whole.

However, the definition of the branding object is not limited to its description as a branding
process.

In this case, the subject of our interest is the empirical level of the cognitive paradigm of
branding of rural areas of the Southern region in its applied, functional meaning as a marketing tool
and management function.

First, let's analyze the connection between territory branding and territorial marketing, which
is still the subject of scientific discussions. The statement about their genetic connection is obvious
and indisputable, in the context of which branding appears as a modern stage of marketing
development, which is characterized by the transition from commodity policy to trademark policy.
In this sense, branding, acting as a tool for brand promotion as an.intangible asset and social capital
of a certain product, does not cease to be a component of marketing. However, the success of
branding increasingly depends on the use of the cognitive arsenal of various sciences related to the
process of creation, promotion in the market environment and introduction into social practice of
the brand of rural areas of the region. Therefore, the branding of these natural and socio-spatial
formations in its object, process and functional manifestations acquires signs of interdisciplinary
nature. At the same time, the product of branding — the brand has value not in itself, but as a tool for
marketing the rural areas of the region. At the same time, the brand of the territory is not the
territory itself, but its symbol, which accumulates the unique features of this territory, which is
attractive to various target groups of consumers [2].

In this sense, the version of Western marketers regarding the relationship between marketing
and branding of territories acquires scientific interest. They emphasize that, having passed the path
from simpler "selling" (sale of business land) through «promotion» (advertising promotion among
target audiences), today the marketing of territories has received another main goal — the creation of
a brand as a mechanism that coordinates all traditional marketing efforts, and added a new quality -
management of long-term relations both with external target audiences and between internal
subjects of territory development [3].

Therefore, having acquired the status of an interdisciplinary scientific field, the branding of
the rural areas of the region as a process remains applied marketing, performing the role of a
functional strategy.

If branding as a marketing tool focuses on researching the market, consumers, their needs
and establishing constant communication with target groups of consumers using marketing tools,
then brand management is aimed at streamlining the process of brand creation, its promotion in the
market environment and introduction into social practice with the use of communication channels
and technologies in order to form a loyal attitude towards it of internal and external consumers.

Strategic brand management is aimed at optimizing the structure of the brand portfolio and
developing a brand strategy with the help of a strategic brand audit, segmentation and positioning of
the brand, realization of its identity.

Operational (tactical) brand management is focused on the implementation of a brand
development strategy in the short term. Its important marketing tasks are the creation of external
brand identities and the use of marketing communications to ensure brand recognition in the
market.

Administrative-organizational brand management involves the formation of effective
organizational structures (a set of specialized functional units interconnected in the process of
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development, adoption and implementation of management decisions regarding the creation and
development of the brand and its identity).

Based on the scientific developments of the classics of territorial branding, the key
principles of brand management were formed [4, 5]:

— brand value as an intangible asset;

— a cross-functional approach to the brand management process;

— constant monitoring of the market regarding the maximum satisfaction of consumer
needs;

— formation and strengthening of consumer loyalty to the brand,;

— a comprehensive approach to brand management.

Branding of the rural areas of the region as a complex social phenomenon associated with
the process of brand management, which aims to ensure a loyal attitude towards it on the part of
consumers, requires the development of a special policy aimed at achieving management goals.

The applied component of the cognitive paradigm of the branding of the rural territories of
the region needs its understanding and improvement on the basis of the theoretical arsenal, which
contains scientific developments of economic, geographical, -sociological, and psychological
sciences, which form the foundation of territorial branding as an interdisciplinary scientific field.

Scientific supervisor: Doctor of Economics, Assoc. Golubyonkova O.
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EKOHOMIYHA CYTHICTb PECYPCHOI'O IOTEHILIAJIY AT'PAPHOI'O
HIIOPUEMCTBA TA HOI'O CTPYKTYPHI KOMIIOHEHTH

I'epacumuyk O.B., acnmipanT
Opnecbknii HANIOHAJIBLHUI TEXHOJIOTIYHMI yHiBepcuTeT, M. Oeca

V 3aranbHOMY BHJI pecypcH MiINPUEMCTBA PO3IIISJIAIOTh SIK CYKYHHICTh 3ac00iB, 3amacis,
JDKepesl, KOWITIB 1 MpeMEeTiB Mpali, L0 € B HasgBHOCTI Yy HIANPHEMCTBA U MOXYTh OYTH
MOOLTI30BaHUMU 1 YBEIEHUMU B JIi0, a TAKOK BUKOPUCTAHUMH ISl TOCATHEHHS Horo niteir. Matu
JOCTaTHI pecypcd Ui MIANPHEMCTBA O3HA4Ya€ MaTH Yy CBOEMY pO3MOPSKEHHI HEoOXigHi
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