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NPOLIEC YOOCKOHANEHHA BPEHA-MEHEQXMEHTY
PETIOHY

B crarTi po3poOneHo mporec yIoCKOHaJIEeHHS OpeHA-MEHEKMEHTY PETioHy.
3anpoNOHOBAHO €Taly TPOLECY, SAKUMHU € KOHLENT OpeHI-MEHEIKMEHTY DeTiOHY,
JIarHOCTHKA COIIi0-€KOJIOT0-eKOHOMIYHOTO PO3BUTKY PETiOHY, BU3HAYCHHS LLTLOBOT
ayauropii OpeHIUHTrYy, (OpPMyBaHHS CHUCTEMH IHAWKATOPIB OLIHKK €()EeKTHBHOCTI
OpeHI-MEHEDKMEHTY TEpUTOpii, pPEeHIEPHHI TepuTopii, po3podka cTparerii
CTBOPEHHsI Ta MPOCYBaHHs OpeHIy, BU3HAUYCHHS iHCTPYMEHTIB peastizalii crpareril
CTBOPCHHsSI Ta TPOCYBaHHS OpCHIy, OIliHKa e(EeKTHBHOCTI peaii3amii crparerii
CTBOPEHHS Ta INpocyBaHHSA OpeHxy. OOIpyHTOBaHO, IO 3alpOIIOHOBAHUHA MPOIEC
YAOCKOHAJICHHS OpeH/I-MEHEKMEHTY PETiOHYy JO3BOJIUTH CPOpMyBaTH KOHKYPEHTHI
nepeBary, BUSBUTH aKTUBHOCTI 3a0e3MeueHHs] KOHKYPEHTOCIIPOMOXHOCTI perioHy,
3a0e3NeYNTH BUCOKHI PiBEHb COLIO-EKOJIOr0-€KOHOMIYHOTO PO3BUTKY TEpHUTOPIl Ta
CTIHKI MO3HIIIT Y pPHHKOBOMY CEpPEIOBHIIIL

KirouoBi cioBa: mporec, ynpasiiHHS, OpeHI-MEHEIHKMEHT, PErioH, COILio-
€KOJIOr0-eKOHOMIYHa CHCTeMa, iHIMKATOpH, IHCTPYMEHTH, CIOXKHBa4, TPUBAOIMBICTH
TEepUTOPIi, KOHKYPEHTOCTIPOMOXKHICTb.

THE PROCESS OF IMPROVING BRAND
MANAGEMENT OF THE REGION

The article develops the process of improving the brand management of the
region. The stages of the process are proposed, which are: 1 stage. Formation of the
brand management concept of the region. 2 stage. Diagnosis of socio-ecological and
economic development of the region. 3 stage. Defining the target audience of
branding. 4 stage. Formation of a system of indicators for evaluating the effectiveness
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of brand management of the territory. 5 stage. Rendering of the area. 6th stage.
Development of a brand creation and promotion strategy. 7 stage. Definition of tools
for implementing the strategy of creating and promoting the brand. 8 stage. Evaluation
of the effectiveness of the implementation of the brand creation and promotion
strategy. It is substantiated that the concept defines the philosophy of the region's
development, the possibility of society's perception of the need to create a brand of
the territory. The target audience, which is the consumer consumer, seeks to get some
benefit from the use of the brand, and also needs to feel the value of the proposed
brand. It is noted that the diagnosis allows to determine the strengths and weaknesses
of the social, economic and ecological development of the region, as well as problems
in its provision. It was determined that the indicators that will allow to assess the level
of socio-ecological and economic development after developing the branding of the
territory can serve as indicators of brand management assessment. Renting the region
is aimed at focusing consumers' attention on the unique and exceptional properties of
the territory, which are able to create positive emotions and gain value from the
formed brand. It is noted that the marketing plan for brand promotion, the creation of
a brand platform, and advertising tools can be tools for implementing the strategy of
brand formation and promotion. It is substantiated that the proposed process of
improving the brand management of the region will allow to form competitive
advantages, to identify activities for ensuring the competitiveness of the region, to
ensure a high level of socio-ecological and economic development of the territory and
a stable position in the market environment.

Key words: process, management, brand management, region, socio-
ecological-economic system, indicators, tools, consumer, attractiveness of the
territory, competitiveness.

ITocTaHoBKa mpoOJieMH y 3arajbHOMY BHUIJIsSIAL Ta ii 3B'AA30K 3
BAKJIMBMMH HAYKOBHMHM Ta NPAKTUYHUMH 3aBJAaHHSIMH.
[ligBuieHHsT KOHKYPEHTOCIIPOMOXKHOCTI PETIOHIB JepiKaBH, iX
Mi3HABAHICTh Y PUHKOBOMY CEPEIOBHILI 3aJIEKUTh BiJ] €)EKTHBHOTO
OpeHI-MECHE/PKMEHTY, TMONIYKY TOYKOBHX JIOKAI[ill TYpHUCTHYHOI Ta
IHBECTHIIIHOI TPUBAOIMBOCTI Ta BMIiHHI PETiOHANLHAX OpTaHIB
BIagM chopMyBaTH KOHKYpPEHTHI IIepeBarH 1 3acTOCOBYBAaTH
MapKETUHI'OBI IHCTPYMEHTH IIOAO CTBOPEHHS MO3UTHUBHOTO iMimKy
TepuTopii B wLinOMy. BpeHA-MEHEKMEHT pEerioHy € CKIaAHUM
MPOIECOM, SKUH TOTpPeOye IMOCTAIHOCTI peaii3allii 3axoliB y
BU3HAUCHUX YaCOBUX MEPI0JIaX, BU3HAUCHHSI BIAMOBIAAIBLHUX OCI0 3a
pealizalliro KOXHOTo i3 eraniB. EdekTuBHICTD peanizaiii KO>KHOTO i3
eTalliB Tporecy OpeHI-MEHEIKMEHTY BHU3HAYATHME IPHUBAOIMBICTH
pEerioHy Ta HOro KOHKYpPEHTHHMH CTaTyC y PUHKOBOMY CEPEIOBHILI.
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Tomy, BaXIMBUM  IIOCTa€  TNHUTAaHHA  PO3POOKH  mpolecy
yIOCKOHAJICHHSI OpeH/1-MEHEPKMEHTY PETiOHY.

AHaJi3 OCTaHHIX AOCJHIIKeHb, Yy SKHX 3alM04aTKOBAHO
BUpilIeHHs] Mpo0JeMHU. AHaNI3 Cy4acHOi JTepaTypd HO3BOJISIE
3pOOMTH BHCHOBOK IpPO HAasBHICTh MiAXOAIB IIOJO PO3POOKH
ANTOPUTMY Ta Tpolecy GOpMyBaHHS OPSH/I-MEHEKMEHTY PETioHY.
Cepen TakuX TOCIIKEHB CITi BUAUTATH HAYKOBi miparti bimoBoacekol
O., sKa BHIISAE TaKi eTammy mporecy (GOopMyBaHHS CTpaTerii OpeHmIy
K JIaTHOCTHKAa cHTyamii, (OpMyIIOBaHHA CYTHOCTI OpeHuy,
CTpaTeriuHui TUIaH 3 MPOCYBaHHS OpeHIy, peallizaiis CTPaTeriaHoro
IIaHy, OliHKa eeKTHUBHOCTI copMoBaHOTrO OpeHny (binosodcvka,
2012); Konecuunpka H. mponoHye Taki eTanu OpeHA-MEHEKMEHTY
peTioHy: MOCHiKEHHS 1 aHami3, po3poOka cTparterii i CTpyKTypa,
BUOIp Ha3BW OpeH/Ly, Bi3yalbHe BTIICHHS Ta aTPUOYTH, JKUTTS OpeHILy
(Konecnuywvra, 2016); Capuerko M., BUALISLE TaKi eIeMEHTH MOMENI
moOyZ0oBM OpeHAy peTioHy SK: TOCTaHOBKAa IIJIeH OpeHAWHTY,
JOCTDKEHHST TPUBa0IMBOCTI pETioHy, aHali3 iCHYIHUYOro IMipKy,
BHU3HAUCHHS IUTROBUX ayIUTOpPid, (opMyBaHHS CYTHOCTI OpeHumy,
po3poOKa cTparerii cmiBmpami MK CcTefiKkxonaepaMu, po3poOka
CTpaTerii po3BUTKY TEpUTOPii, peanizallis MiIaHy PO3BUTKY OpeHAy,
omiHKa e(eKTUBHOCTI OpeHAMHTY, BHeCeHHsI KopekTuB (Caguenxo,
2021); BaoBiueH A. MpOINOHYE Taki €Tanu alroputMy (popMyBaHHS
eexTuBHOTO OpEHIy: IMATOTOBKA PWHKY, (DOPMYBaHHS IUIHOBOI
ayauTopii, YTpUMaHHS TMO3MIIH B MeXaxX PHHKOBOTO CErMEHTY,
3aCTOCYBaHHS  PEKIAMHUX IHCTPYMEHTIB, CTBOPEHHS  CaiiTy,
npocyBaHHA OpeHny (Boosiven, 2023) 1a iH.

Lini crarTi. Metoro crarti € po3poOka  mporecy
YIOCKOHAJIEHHS OpeH/I-MEHEIXKMEHTY PETioHy.

Bukyiag OCHOBHOTO Marepiajy IOCJIIKeHHS 3 NOBHUM
O0OTPpYHTYBaHHSAM OTPUMAHHUX HAYKOBHX pe3yJbTariB.
IlpoBenenuit aHami3 JOCTIIPKCHb II0Ka3aB TIPO  BIACYTHICTh
yHi(IKOBAaHOTO TIAXOMY N0 MPOIECY PO3POOKH OpeHIy PerioHy Ta
npo HEOOXiHICTh YAOCKOHAJIEHHS HOT0 MEHEKMEHTY. Tomy,
PO3pOOMMO TIpoLEC YAOCKOHAJICHHS OpeHI-MEHEIXMEHTY perioHy

(puc.1).
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Ha mepmomy erami hopMyeTbes KOHIIENT OpeHA-MEHEKMEHTY
periony. Takuii koHIenT Bu3Hadae (igoco]iro PO3BHTKY pPETiOHY,
MOYIIUBICTb CHIPUHHSATTS COLIIyMOM HEOOXiJHOCTI CTBOPEHHS OpeHay

TEpUTOPii TOLIO.
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Ha npyromy eTtari 3aiiiCHIOETECS JIarHOCTHKA COI10-€KOJIOTO-
€KOHOMIYHOI'O PO3BUTKY perioHy. Taka JiarHOCTHKa JO3BOJISIE
BHU3HAYUTH CUJIBHI Ta cJ1a0Ki CTOPOHH COIIaTbHOTO, EKOHOMIYHOTO Ta
€KOJIOTIYHOTO PO3BHUTKY pErioHy, a TakoX MNpodjaeMu y HOro
3a0e3reyeHHi. 3 IHIIOI CTOPOHHU, TAKUH €Tall € BXJIMBUM 3 TIO3MIII1
BU3HAUYEHHS TOYKOBUX JIOKALid TYpUCTUYHOI Ta iHBECTUIIHHOL
NpUBaOIMBOCTI, ICHYIOUMX Ta TOTEHIIHHUX «aKTHBHOCTEW», SIKi
MOXYTh CTaTH OCHOBOIO OPEHIMHTY TepUTOPii. Takoxk Ha [bOMY eTari
OIIIHIOIOTh BIUIMB YHHHHUKIB CEPENIOBUINA Ha COII0-€KOJIOTo-
€KOHOMIYHHUI PO3BUTOK 3aJUTsl BHSBJICHHS X 3arpo3 Ta HeOe3leK y
CTBOPEHHI OpeHy pPerioHy Ta HOTo MOJaIbIIOMY IPOCYBaHHI.

Ha TperroMy eTam BH3HA4Yae€ThCS IUTHOBA  AYAUTOPISA
OpeHnuHry. BaknumBuM B MeXax IAaHOTO €Tally € BH3HAYECHHS
OCHOBHHX CII0)KUBa4iB OPEHAMHTY, TOOTO THX, U1 KOT'O CTBOPIOETHCS
neit 6pena. KoxkeHn cnoxuBay mpar€e OTpUMAaTd MEBHY BUTOAY Bix
BUKOPUCTaHHS OpeHIy, a TakoX Ma€ BiI4yTH IIHHICTb
3alponoHoBaHOrOo  OpeHmy. 3rogoM  QopMyeTscsi  cucteMa
IHANKATOPIB OLIHKK €()EeKTUBHOCTI OpeHA-MEHEKMEHTY TepUTOpii
(ueTBepTHil eram). B sKOCTi TakuX iHAMKATOPIB MOXYThb CIyTyBaTH
MOKa3HUKU, SAKI JIO3BOJSATH OI[IHUTH PIBEHb  COII0-EKOJIOr0-
€KOHOMIYHOT'O0 PO3BUTKY ITiCTISI BIIPOBA/DKEHHS OpEeHI-MEHEIKMEHTY
periony. Taki IHIWKAaTOPH € BaXIMBUMH 3 TIO3WINI OIIHKA
CHPUIHATTS  CIIOXKMBAa4aMH  KOHLENTY  OpeHI-MEHEIKMEHTY,
3aiHTEPECOBAHOCTI CTEHKXONIEPIB Y MPOCYyBaHHI OpeHmy Ta B HOTO
yTpUMaHHi.

Ha m’sitomy ertari 370l CHIOETECS. pEHAECPUHT TEPUTOPii, TOOTO
Bizyasizanis OpeHay Teputopii. Pennepunr periony cnpsMoBaHHi Ha
KOHLIGHTPAIIII0 yBard CHOXHBayiB Ha YHIKaJbHUX Ta BHHATKOBHX
BJIACTUBOCTSIX TEPUTOPIi, SIKi 34aTHI CTBOPUTH MO3UTHBHI €MOLi Ta
OTpHMAaTH MiHHICTE BiJg cdopmoBanoro Openmy. Lloctwit eran
nependbadae po3poOKy cTpaTerii CTBOPEHHS Ta MPOCYBaHHS OpeHy.
Taka cTpareris BU3HaUa€ IUIaH 3aX0IiB 3MiH, SKi MAlOTh BIIOYTHCS Ha
TEPHUTOPIi peTioHy, Mmoo 3abe3neunTr POPMYBaHHS HOBOTO KOHIIETIT-
MEHEDKMEHTY OpeHy.

Ha cromomy ertami BH3HAYalOTHCSA IHCTPYMEHTH peaizamii
cTpaTerii CTBOpeHHs Ta MNpocyBaHHS OpeHay. B skocti Takux
IHCTPYMEHTIB MOXYTh OYTHM MapKETHHTOBUH IIaH TNPOCYBaHHS
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OpeHIy, CTBOPCHHS OpeHI-TIaTOPMH, pEKIaMHI IHCTPYMEHTH
(CEO, CRO, Brandmark Ta in.) Tomro.

3aBepmraJpHAM €TaloM € OIliHKa e(QEeKTUBHOCTI pearizamil
cTpaterii cCTBOpeHHS Ta pocyBaHHs OpeHy. Lleit eran € BaXXITMBUM 3
MO3UIIi1 BU3HAUEHHS ICHYIOUMX IIPOOJIeM y CTBOPEHHI OpeH Ty, OIIHKH
pOOOTH periOHaNbHUX OPraHiB BJIAIM OO YIPABIIHHSA IPOIECOM
CTBOpEHHS OpeH Iy, 3aIliKaBJICHOCTI Ta Yy4acTi PI3HUX CTEHKXONIEPiB
Yy CTBOPEHHI Ta MPOCyBaHHi OpeH Iy TOWIO.

BucHoBku. TakuM UYHMHOM, 3a0pONOHOBAHUUA  IpOLEC
YIOCKOHAJICHHS ~ OpEeHO-MEHEDKMEHTY  PErioHy  JI03BOJIMTh
chopMyBaTH  KOHKYPEHTHI ME€peBard, BHSIBUTH  AKTUBHOCTI
3a0e3MeUeHHs KOHKYPEHTOCHPOMOXKHOCTI PpETiOHYy, 3a0e3meyuTd
BUCOKHH PIBEHB COLI10-€KOJIOTr0-€KOHOMIYHOT'O PO3BUTKY TEPUTOPIi Ta
CTIMKI MO3ULii y pUHKOBOMY CEPEIOBHILI.
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