
396

338.48

. . -
 “ ”

: ,
 - . ., 2014

’  “ ”;  “ ”  “ ”.
 “ ”  “ ”. -

. .
, .

. .
 “ ”.

. .
, .

.
, .
. .

,
.

: , ; ; ;
; ; .

O. . Muzychenko-Kozlovs'ka
Lviv Polytechnic National University

TOURISM BRANDING: CONTENT, UNITS AND BENEFITS
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In the article formulates goals and the need to formulate tourism brand city or country.
The essence of concepts “brand”; the essence of the concept of “city brand” and “brand ones”.
Characterizes the essence of the term “branding” and “branding the country”. Preconditions
of branding the country. The features of the national branding of the country. Listed goal of a
tourism branding, namely, creating an attractive image of the country; promotion of culture
and history features, national mentality etc. country or city where tourism products
manufactured or services rendered; creation and consolidation in the mind of the tourist
image of the goods or services of the country or city where they are made to maintain the
planned sales; increase in profits as a result of the dissemination of information about the
unique quality of tourism products and services, which are implemented with the help of an
attractive image of their place of manufacture or provision.

The parameters of the formation and evaluation of brand and country, including:
tourism (attractiveness of the image of the country); people (as potential managers and people
as potential friends - social capital of the country); culture and heritage (state symbols and
willingness to consume commercial culture of the country, sports); export (country of export
and how information about products affect its purchasing power value brands of the country);
control (state domestic policy); investment and immigration (the desire to live and work in this
country, how prized of education and employment of young people and the labor market in
general, the economic situation of the country.)
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Considered and explained the most important components of brand development and
evaluation of the country. Criteria formation branding strategy.

A new definition of “tourism branding”, namely tourism branding involves the
formation of preferences (tourist attraction) places of tourist destination in the management of
image and promotion of tourist attractiveness of the city or the country through tourism
brand, which consists of a visual image and slogan.

Explained the essence of the term “branding coach”. Formulated benefits of tourism
branding, namely the possibility of earning additional income; opportunity to protect products
while working with partners; facilitate the choice of the tourist product to the consumer;
ability to identify tourism company and its services among tourism products of competitors;
facilitate the release of products with new products in adjacent markets; investing in the
future.

Defined tools that can be used in tourism, including: slogans, themes and positioning;
visual symbols; events and activities.

We give the definition of strategic image management. The list of factors that affect the
image formation. A list of visual image strategies. The place in shaping the brand image of the
tourist area: development for the area attractive positioning and image; supply of products
and services in an efficient and accessible manner; promotion of attractive and useful qualities
territory in order to fully inform users about its benefits.

The measures of territorial marketing, which should be used in tourism branding.
Key words: brand, branding; tourism branding; branding strategy; image; strategic

image management; territorial marketing.

.

.
.

,
.

, ,
’ ’ .

,
,

.

. ,
, , ,

. . [1] ;
. [2]

; . . [3] ;
. . [8] . . [9] ’

.
.

.  “ ”.
, .

. ,
.



398

. -
.
,

.
’  “ ”  “ ”

. : “  ( .
brand) – , , ,

. ,
” [4].

– ,  ( ), ,
[5].

– , ,
,

[6].
– - ,

[7].
- , .

 “ ”  “ ”.
. . : “ –  (

), , , ,
, ” [8].

. . : “ –
“ ” , , .

, ” [9].
. . ,  “ – –

, ,
, ” [3, . 220].

– , .
. , – ,

, ,
[2, . 36].

. .  “ –
.

, ,
,

” [10, . 81].
,

,
: , , , , .

 “ ” ,  “ ”  “ ”.
,

, , .
.

–
, ,

, [11].
,  (

)
,

.



399

, . ’  “ ”.
,

 ( , , ).
, , , ,

.
. [12]:

– -
;

–
.

:
– ;
– , ,

, ;
–

, ;
–

,
.

. [2]:
–  ( );
–  ( – );
–  (
, );
–  ( ,

, );
–  ( );
–  ( ,
, , ).

.
.

,
,

. ,
 ( , ),

.
 ( , , , , ,

, ).
,

 ( ).
[11]:

– ;
– ;
– ;
– ;
–  ( ) ;
– .



400

[8]:
– ;
– ;
– ;
–

;
– ;
– .

, , .
.

–
, ,

,
[13, . 206].

. -
[13, c. 214]:

– ;
– ;
– ;
– ;
– .

[13, c. 327]:
– ;
–

 ( , );
– , ,

;
– , ;
– .

[13, c. 215]:
– , ;
– ;
– .

.
, , “ ,

” [13, . 216].

.
,

, .
, ’ .

. [13, . 218]:
– ;
– ;
– ;
– .



401

.
. ,

.
- -

.
. .

, ,
.

- , .
,

[14].
,

,
, .

[13, . 44]:
– ;
– ;

-
.

, -
.

. 1.  ( -
)

,
.

2. : , -
; ; .
3. : ; -

, , ,
;

,
;

,
.

4. : -
; ;

;
;

; .
5. , ,

, .
,

.
6. :

;
;

.



402

. , ’
, .

1. . .
: . . . : . 25.00.02 /

. . . – . – ,
2011. – 20 . – [ ]. – : http://www.lib.sumdu.edu.ua.; 2. .

/ . // - . – 2007. – 1. – . 36–44.; 3.
. . .  “ ” / . . // :

- . – ., 2008. - 4 (9). – .220-228.; 4.  (
). – [ ]. – : http://www.uk.wikipedia.org.;

5. . – [ ]. – . -
http://www.vslovare.ru/slovo/jekonomicheskiij-slovar/brend/.; 6. Kavaratzis M. City Branding: an
Effective Assertion of Identity or a Transitory Marketing Trick?/ . Kavaratzis, G. Ashworth // Tijdschrift
voor Economische en Sociale Geografie. – 2005. – Vol. 96, 5.; 7. Competitive Cities. A New
Entrepreneurial Paradigm in Spatial Development // OECD Territorial Reviews — 2006. – OECD
Publishing, 2006.; 8. . . / . . . – .: “

”, 2011. – 160 .; 9. Zenker S. The place brand centre – a conceptual approach for the
brand management of places / Zenker S., Braun E. – 39 th European Marketing Academy Conference,
Copenhagen, Denmark, 2010.; 10. . . - / . . ,

. . . – , . – :
, 2011. – 844 .; 11. .

/ . // . . .
. – , 2008. – . 24. – C. 201–207. ; 12.

. – [ ]. – . – http://www.city-institute.org.; 13.
. . , , ,

, / . , . , . , . . – .- :
, 2005. – 376 . ; 14. brandukraine.org/k/ – [ ]. –

. – http://www.city-institute.org.

http://www.lib.sumdu.edu.ua
http://www.uk.wikipedia.org.;
http://www.vslovare.ru/slovo/jekonomicheskiij-slovar/brend/.;6.KavaratzisM.CityBranding:an
http://www.city-institute.org.;13
http://www.city-institute.org

