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The study reveals the importance of the territory’s branding within the competition of the

regions. The purpose of the article is to determine the brand’s impact of the territory on

the attractiveness of the region. To achieve this goal, the description of global approaches

is given in defining the categories «attractiveness of the territory», «brand of the territory»,

«competitiveness of the territory». The main approaches to evaluate the effectiveness of

branding are identified and described. Detected that there is no single universal method

for assessing the effectiveness of branding, but there are lots of approaches and each

method can be effective for a certain  purpose. To calculate if the brand value of the

territory is strongly related to the country’s success in the target markets, the article

determines the correlation coefficient of the brand value and such indicators as a volume

of investment in the territory, number of tourists, tourism income and export income. The

calculation is based on such countries example as the United States, China, Germany,

Italy, France, and the United Kingdom. Indicators such as export income and the number

of investments do strongly correlate with the brand value of the area, and tourism revenues

are also closely related to the brand value. In addition, countries such as Norway or

Finland are the leaders by the quality of life rank, but the brand’s value of these countries

are lower than China’s one, where living standards are worse. It has been determined that

the value of a brand reflects well the indicators of the development of the territory related

to the economy, but not with social indicators. It has been proved that a positive result of

branding is an increase in the indicators of the attractiveness of the territory and, as a

result, the socio-economic growth of the region. Thus, the indicators of the socio-economic

development of the region can also serve to assess the effectiveness of the branding of the

territory. The understanding is revealed that the main purpose of branding is to induce the

desire of target groups of people to choose a certain territory for travel, residence, investment

or purchase of goods and services produced in this territory.
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Introduction
Despite the world globalization, nowadays the

territories compete with each other for human and
financial resources, which are the basis of their
livelihoods. Taking into account the disparities in
socio-economic development in the world and within
each country or region, the competition is intensifying
every year.

Last researches are focused on identifying tools
to build an image or brand, while assessing the
outcome of their usage remains too abstract in most

cases and does not allow fully determine, compare
and predict the attractiveness of the territory.

Nowadays the concept of competitiveness of
places is more researched, that allows to have a fairly
broad look at the position of the region among
competitors. However, competitiveness should be
considered only in comparison with other regions,
which makes it impossible to track the dynamics of
changes in attitudes to the territory without taking
into account the positions of other regions.

Thus, the competitiveness of places has been
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studied in the works of Jovan Zubovych and
Oleksandr Bradich-Martynovych [1], as well as
Chang Kao and co-authors [2].

Jan Fagerberg Martin and Schreletz Mark Knell
have identified aspects that should be considered to
assess the competitiveness of countries, namely:
technology, potential, demand and price [3].

C. Costa, D. Carneiro and R. Goldsmith have
studied the relationship between the image of the
country and the evaluation of products produced in
its territory [4]. The influence of the producing
country on the attractiveness of the product was
studied by Alexander Josiassen [5]. M.B. Sutter and
co-authors considered the image of the country of
origin as a specific advantage for firms [6]. These
studies should be used to consider the attractiveness
of the territory, because the demand for products is
an important factor in the economic development
of regions.

Speaking about attractiveness of places, the
territory is often considered in terms of tourism.
Among the works on this topic we can highlight the
works by D. Tan, N. Rochanondon [7]. The image
of the country as a factor of choosing a place to
travel was studied by Suja Chaulagain Jessica Wiitala
Xiaoxiao Fu [8].

Bernd Frederik Reitsamer, Alexandra Brunner-
Sperdin, Nicola E. Stokburger-Sauer considered not
only the attractiveness but also the attachment to
certain places and their relationship from the tourists’
point of view [9].

Investment attractiveness is one of the most
important indicators of the territory’s functioning
and is well studied, but still does not have a single
approach to its assessment. Among the scholars who
have studied this issue, we can highlight V. Snyska
and I. Zikiene [10]. In addition, government and
commercial organizations working on the assessment
of the investment attractiveness of places by
developing methods that meet their needs. In our
opinion, one of the most successful approaches to
assessing the investment attractiveness of the territory
was proposed by the rating agency «Expert» [11].

Considering that the driving force of territorial
development is its residents, the attractiveness of the
place for life is a very important factor. Sandra
Ezmale is one of the scholars who have studied the
attractiveness of places for long-term residence [12].
Scientists such as Nil Pasaoglulari Sahin, Mukaddes
Fasli, Beser Oktay Vehbi also worked on this issue
[13].

Among the Ukrainian scientists who worked
on the issue of assessing the marketing attractiveness
of the territory are Bilovodska O.A., Melnyk Yu.M.
[14], Sigida L.O. [15].

Pokras O.S., Sakalosh T.V. have developed an
integrated indicator of the country’s attractiveness

in terms of territorial branding [16].
The issue of tourist attractiveness was considered

by Melnyk O.V. [17], Kuzik S.P. [18] and other
scientists.

In Ukraine a number of scientists assess the
investment attractiveness such as S.O. Ishchuk, T.V.
Kulinich [19], Ivanova N.Yu., Danyliv A.I. [20],
Petrovska S.A. [21].

In our opinion, a brand is the most complex
phenomenon, which is directly related to
attractiveness and includes image, identifiers and
other elements related to the territory, including
symbolism.

The purpose of the article
The purpose of the article is to determine the

impact of the territory’s brand on the attractiveness
of the region.

The main material
Territory branding is one of the most effective

modern tools for the competition of different regions
for financial and human resources. The brand of the
territory influences the behavior of target audiences
and determines their choice regarding investment,
travel or living in a particular area, as well as the
purchase of goods produced there. So the brand of
the territory plays an important role in increasing of
the particular area’s attractiveness in major markets.

The brand of the territory is a multi-component
system that is closely connected with the socio-
economic development of the territory. We consider
branding, first of all, as management of competitive
identity of regions, and only then, as companies’
branding.

Before proceeding to assess the effectiveness
of brand management, it should be clear that the
creation of a brand territory is not an end in itself.
Branding should become a tool in achieving some
socio-economic goals. Thus, it is important to
understand what results branding can give to attract
the needed resources for the region.

There is no single universal method for assessing
the effectiveness of branding. However, scientists have
developed a number of approaches that could help.
Each method can be effective for various purposes.

Consider the main approaches to assessing the
effectiveness of branding in Fig. 1.

Based on the Faivishenko’s D.S. works [23]
regarding the analysis of the brand’s effectiveness in
the food market, we can identify the main functions
of the territory brand:

1. Identification - brand recognition. It can be
calculated as the ratio of the target audience that
can remember the brand to the total number of the
target audience.

2. Informational - educating the target audience
about the benefits of the brand. Its effectiveness can
be calculated through the ratio of the audience, that
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Fig. 1. Basic approaches to evaluating the effectiveness of branding [22]

Fig. 2. The main goals of the territory branding [24]

is confident in the existence of the brand’s advantages
over other brands, to the total number of target
audience.

3. Emotional - the positive emotions that a
brand evokes. Its calculation is based on the ratio of
people that feel that the brand evokes their positive
emotions to the total number of target audience.

4. Economic - the ratio of the region’s profit
for the previous period to the current rate of return,
after the implementation of actions aimed within
building a brand.

Actions to build the brand of the territory may
differ depending on the goals of the region.
Achievement of these goals will determine the

effectiveness of branding.
The main strategic goal of the brand is the

socio-economic development of the territory. Below
there are the main goals that can be pursued by the
branding of the territory (Fig. 2).

S.A. Starov and O.N. Alkanov mention the
following metrics for evaluating the effectiveness of
the brand [25]:

– perception metrics: brand awareness,
familiarity with the brand and willingness to be
included in the selection set;

– behavioral metrics: purchase decisions,
behavior after purchase;

– market metrics: part of the brand market,
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the average cost of funding for the brand and the
minimum return on the brand asset. This is needed
to calculate the present value of the brand’s future
profits;

– brand evaluation. Brand-related post-tax
GDP flows identified in Stage 3 are discounted to
net present value using a discount rate to determine
the value of the national brand [27].

To understand how the territory brand value is
related to the success of the country in the target
markets, we will calculate the correlation coefficient
of the brand value and such indicators as: volume of
investment in the territory, number of tourists,
tourism income and export income. The calculation
is based on the countries examples such as the United
States, China, Germany, Italy, France and the
United Kingdom. We will check the relationship
with the Chaddock scale (Tables 1-2).

Table  1

The behavior of the correlation relationship by the
Chaddock scale

Correlation 

coefficient value 
The nature of the relationship 

0,01–0,15 No connection 

0,16–0,20 Very weak relationship 

0,21–0,30 Weak relationship 

0,31–0,40 Moderate relationship 

0,41–0,60 Average relationship 

0,61–0,80 High relationship 

0,81–0,90 Very high relationship 

0,91–1.00 Full relationship 

 
For calculations we will use data for 2019 and

the following formula
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where Y – brand value (billion); X – indicator of
the country’s success in the target markets (number
of tourists, investments, export revenue, revenue from
tourism); X  – average values of the indicator of
the country’s success in the target markets (number
of tourists, investments, export revenue, revenue from
tourism); Y  – average values of the Brand value
(billion).

As it is shown in the calculations, that indicators
such as export earnings and the amount of investment
are closely related to the value of the territory’s brand.

It is interesting that tourism revenues are highly
related to the value of the brand, and the number of
tourists associated with the value of the brand is
quite moderate. Such differences can be explained
by the fact that income from tourism is high mostly

brand development index;
– financial metrics: efficiency of investment in

the brand, assessment of the current value of the
brand.

Thus, the effectiveness of the brand and its
impact on the socio-economic development of the
region should be considered in terms of economic
indicators and its impact on the behavior of target
audience, which may bring additional income in the
long run.

A brand is an intangible asset but can affect
the added cost and popularity of certain products,
which brings additional income.

In case of territory brands, there are no specific
owners, so the financial value of the territory brand
may not be fully valuable to certain people, but it
may help to determine the effectiveness of branding.

Brand Value is the financial value determined
for a brand separately from other assets [26].

The most common methods of brands’
assessment can be represented as follows:

– cost method. This method of brand’s value
estimating is based on the cost of creating it;

– comparative (market method). Based on
comparing the certain brand with other brands in
the market;

– based on royalties method;
– economic method. Evaluates the brand’s

contribution to the business over a period of time
[26].

Each of the methods has its strengths and
weaknesses. Not all assessment methods are suitable
for estimating the value of territory brands.
Considering that territories are very large and complex
associations, it is difficult to calculate how much
branding costs they involve, so the Cost method of
brand assessment, in our opinion, is not suitable for
territories.

One of the most reputable companies
specializing in assessment the brands of the territories
is Brandfinance.

The main method of calculating the value of
national brands is the royalty exemption mechanism.

The calculation process has several steps:
– calculation of the strength of the national

brand. This step is calculated based on three
components: investment, society, goods and services;

– calculation of the royalty rate. The
hypothetical royalty rate is determined by reference
to the average rates observed in different sectors. To
determine the appropriate royalty rate for the country,
a Brand Strength Index is compiled;

– profits. The calculated royalty rate is applied
to a country’s GDP to determine brand-related GDP
flows;

– calculation of the weighted average cost of
capital. The discount rate is calculated. It reflects



30 ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 1(13)

Fedulova S., Savchenko M.

due to the high added cost of goods and services in
the area, rather than the number of tourists.

In addition, countries such as Norway or
Finland are the leaders in the ranking of quality of
life. But these countries have lower value of the brand
than China, where living standards are lower. Thus,
we can say that the value of the brand really reflects
the indicators of development of the territory related
to the economy, but not social.

The brand of the territory gives a clear idea of
the system of values of the territory, and also can
ensure the attractiveness of the territory. If a particular
product or territory is recognizable among a wide
range of people, it lets us to assume its qualitative
characteristics and level of satisfaction of needs [26].

Thus, the impact of the brand of the territory
on the attractiveness of the region can be considered
as follows: the brand evokes a positive attitude to
the territory because of the emotions associated with
the brand, after which a person begins to look for a
rational explanation of his choice in favor of the
territory.

The effect of the brand is constructed from the
emotional support to the territory. However, it must
be confirmed by rational factors.

Conclusions
In this paper, branding is considered as a tool

to increase the attractiveness of the region. In this
case, the main purpose of branding is to encourage
the desire of target groups of people to choose a
certain area for traveling, accommodation,
investment or purchase of goods and services
produced in this area.

Thus, the effect of the brand development of
the territory is achieved as follows. A person
transforms his trust in the brand of the territory
(expressed in the capital of the brand) in relation to
the territory itself and finds it more attractive. After
that, a person makes a choice in favor of a certain
area and performs a targeted action (invests, travels,
lives in a certain area or buys its goods), which
becomes the basis of socio-economic development

of the territory. This way the development of the
territory does strengthen its brand.

This study proves that the positive result of
branding is an increase in the attractiveness of the
territory and, as a consequence, the socio-economic
growth of the region. Thus, indicators of socio-
economic development of the region can also be
used to assess the effectiveness of the territory
branding.
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ÅÔÅÊÒÈÂÍÈÉ ÁÐÅÍÄÈÍÃ ÒÅÐÈÒÎÐ²¯ ßÊ ÎÄÈÍ ²Ç
ÍÀÉÄ²ªÂ²ØÈÕ ²ÍÑÒÐÓÌÅÍÒ²Â Ó ÊÎÍÊÓÐÅÍÒÍ²É
ÁÎÐÎÒÜÁ² ÐÅÃ²ÎÍ²Â

Ôåäóëîâà Ñ.Î., Ñàâ÷åíêî Ì.ª.

Äîñë³äæåííÿ ðîçêðèâàº çíà÷èì³ñòü áðåíäèíãó òåðèòîð³¿
â êîíêóðåíòí³é áîðîòüá³ ðåã³îí³â. Ìåòîþ ñòàòò³ º âèçíà÷åííÿ
âïëèâó áðåíäó òåðèòîð³¿ íà ïðèâàáëèâ³ñòü ðåã³îíó.  Äëÿ âèð³-
øåííÿ ïîñòàâëåíîãî çàâäàííÿ äàíî õàðàêòåðèñòèêó ñâ³òîâèõ
ï³äõîä³â ó âèçíà÷åíí³ êàòåãîð³é «ïðèâàáëèâ³ñòü òåðèòîð³¿»,
«áðåíä òåðèòîð³¿», «êîíêóðåíòîñïðîìîæí³ñòü òåðèòîð³¿». Âèç-
íà÷åíî òà îïèñàíî îñíîâí³ ï³äõîäè äî îö³íêè ðåçóëüòàòèâíîñò³
áðåíäèíãó. Àêòóàë³çîâàíî, ùî íå ³ñíóº ºäèíîãî óí³âåðñàëüíîãî
ìåòîäó îö³íêè åôåêòèâíîñò³ áðåíäèíãó, îäíàê º ö³ëèé ðÿä
ï³äõîä³â ³ êîæåí ìåòîä ìîæå áóòè åôåêòèâíèì äëÿ ð³çíèõ
ö³ëåé. Äëÿ âèçíà÷åííÿ íàñê³ëüêè ñèëüíî âàðò³ñòü áðåíäó òåðè-
òîð³¿ ïîâ’ÿçàíà ç óñï³õîì êðà¿íè íà ö³ëüîâèõ ðèíêàõ â ñòàòò³
ïðîâåäåíî ðîçðàõóíêè êîåô³ö³ºíòó êîðåëÿö³¿ âàðòîñò³ áðåíäó
òà òàêèõ ïîêàçíèê³â ÿê: îá’ºì ³íâåñòèö³é ó òåðèòîð³þ,
ê³ëüê³ñòü òóðèñò³â, äîõ³ä â³ä òóðèçìó òà äîõ³ä â³ä åêñïîðòó.
Ðîçðàõóíîê ïðîâåäåíî íà ïðèêëàä³ òàêèõ êðà¿í ÿê: ÑØÀ, Êè-
òàé, Í³ìå÷÷èíà, ²òàë³ÿ, Ôðàíö³ÿ òà Âåëèêà Áðèòàí³ÿ. Âèçíà-
÷åíî, ùî òàê³ ïîêàçíèêè ÿê äîõ³ä â³ä åêñïîðòó òà ê³ëüê³ñòü
³íâåñòèö³é ò³ñíî ïîâ’ÿçàí³ ç âàðò³ñòþ áðåíäó òåðèòîð³¿, à äî-
õîäè â³ä òóðèçìó ìàþòü âèñîêèé çâ’ÿçîê ç âàðò³ñòþ áðåíäó.
Êð³ì òîãî, òàê³ êðà¿íè ÿê Íîðâåã³ÿ ÷è Ô³íëÿíä³ÿ º ë³äåðàìè
ðåéòèíãó ÿêîñò³ æèòòÿ, îäíàê çà âàðò³ñòþ áðåíäó ö³ êðà¿íè
ïîñòóïàþòüñÿ Êèòàþ, ð³âåíü æèòòÿ ó ÿêîìó íèæ÷èé. Âèçíà-
÷åíî, ùî âàðò³ñòü áðåíäó ãàðíî â³äîáðàæàº ïîêàçíèêè ðîçâèò-
êó òåðèòîð³¿ ïîâ’ÿçàí³ ç åêîíîì³êîþ, àëå íå ñîö³àëüí³. Â äàíîìó
äîñë³äæåíí³ äîâåäåíî, ùî ïîçèòèâíèì ðåçóëüòàòîì áðåíäèíãó
º ï³äâèùåííÿ ïîêàçíèê³â ïðèâàáëèâîñò³ òåðèòîð³¿ ³, ÿê íàñë³äîê,
ñîö³àëüíî-åêîíîì³÷íèé ð³ñò ðåã³îíó. Òàêèì ÷èíîì, ïîêàçíèêè
ñîö³àëüíî-åêîíîì³÷íîãî ðîçâèòêó ðåã³îíó òàêîæ ìîæóòü ñëó-
æèòè äëÿ îö³íêè åôåêòèâíîñò³ áðåíäèíãó òåðèòîð³¿. Ðîçêðè-
òî ðîçóì³ííÿ, ùî ãîëîâíîþ ö³ëëþ áðåíäèíãó º ñïîíóêàòè áà-
æàííÿ ö³ëüîâèõ ãðóï ëþäåé äî âèáîðó ïåâíî¿ òåðèòîð³¿ äëÿ ïî-
äîðîæåé, ïðîæèâàííÿ, ³íâåñòèö³é ÷è ïðèäáàííÿ òîâàð³â òà
ïîñëóã âèðîáëåíèõ íà ö³é òåðèòîð³¿.
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Èññëåäîâàíèå ðàñêðûâàåò çíà÷èìîñòü áðåíäèíãà òåððè-
òîðèè â êîíêóðåíòíîé áîðüáå ðåãèîíîâ. Öåëüþ ñòàòüè ÿâëÿåò-
ñÿ îïðåäåëåíèå âëèÿíèÿ áðåíäà òåððèòîðèè íà ïðèâëåêàòåëü-
íîñòü ðåãèîíà. Äëÿ ðåøåíèÿ ïîñòàâëåííîé çàäà÷è äàíà õàðàê-
òåðèñòèêà ìèðîâûõ ïîäõîäîâ â îïðåäåëåíèè êàòåãîðèé «ïðè-
âëåêàòåëüíîñòü òåððèòîðèè», «áðåíä òåððèòîðèè», «êîíêóðåí-
òîñïîñîáíîñòü òåððèòîðèè». Îïðåäåëåíû è îïèñàíû îñíîâíûå
ïîäõîäû ê îöåíêå ðåçóëüòàòèâíîñòè áðåíäèíãà. Àêòóàëèçèðî-
âàíî, ÷òî íå ñóùåñòâóåò åäèíîãî óíèâåðñàëüíîãî ìåòîäà îöåí-
êè ýôôåêòèâíîñòè áðåíäèíãà, îäíàêî åñòü öåëûé ðÿä ïîäõîäîâ
è êàæäûé ìåòîä ìîæåò áûòü ýôôåêòèâíûì äëÿ ðàçëè÷íûõ
öåëåé. Äëÿ îïðåäåëåíèÿ íàñêîëüêî ñèëüíî ñòîèìîñòü áðåíäà
òåððèòîðèè ñâÿçàíà ñ óñïåõîì ñòðàíû íà öåëåâûõ ðûíêàõ â
ñòàòüå ïðîâåäåíû ðàñ÷åòû êîýôôèöèåíòà êîððåëÿöèè ñòîèìî-
ñòè áðåíäà è òàêèõ ïîêàçàòåëåé êàê: îáúåì èíâåñòèöèé â òåð-
ðèòîðèþ, êîëè÷åñòâî òóðèñòîâ, äîõîä îò òóðèçìà è äîõîä îò
ýêñïîðòà. Ðàñ÷åò ïðîâåäåí íà ïðèìåðå òàêèõ ñòðàí êàê ÑØÀ,
Êèòàé, Ãåðìàíèÿ, Èòàëèÿ, Ôðàíöèÿ è Âåëèêîáðèòàíèÿ. Îïðå-
äåëåíî, ÷òî òàêèå ïîêàçàòåëè êàê äîõîä îò ýêñïîðòà è êîëè-
÷åñòâî èíâåñòèöèé òåñíî ñâÿçàíû ñî ñòîèìîñòüþ áðåíäà òåð-
ðèòîðèè, à äîõîäû îò òóðèçìà èìåþò âûñîêóþ ñâÿçü ñî ñòî-

èìîñòüþ áðåíäà. Êðîìå òîãî, òàêèå ñòðàíû êàê Íîðâåãèÿ èëè
Ôèíëÿíäèÿ ÿâëÿþòñÿ ëèäåðàìè ðåéòèíãà êà÷åñòâà æèçíè, îä-
íàêî ïî ñòîèìîñòè áðåíäà ýòè ñòðàíû óñòóïàþò Êèòàþ, óðî-
âåíü æèçíè â êîòîðîì íèæå. Îïðåäåëåíî, ÷òî ñòîèìîñòü áðåíäà
õîðîøî îòðàæàåò ïîêàçàòåëè ðàçâèòèÿ òåððèòîðèè ñâÿçà-
íûå ñ ýêîíîìèêîé, íî íå ñîöèàëüíûå. Â äàííîì èññëåäîâàíèè
äîêàçàíî, ÷òî ïîëîæèòåëüíûì ðåçóëüòàòîì áðåíäèíãà ÿâëÿ-
åòñÿ ïîâûøåíèå ïîêàçàòåëåé ïðèâëåêàòåëüíîñòè òåððèòîðèè
è, êàê ñëåäñòâèå, ñîöèàëüíî-ýêîíîìè÷åñêèé ðîñò ðåãèîíà. Òà-
êèì îáðàçîì, ïîêàçàòåëè ñîöèàëüíî-ýêîíîìè÷åñêîãî ðàçâèòèÿ
ðåãèîíà òàêæå ìîãóò ñëóæèòü äëÿ îöåíêè ýôôåêòèâíîñòè
áðåíäèíãà òåððèòîðèè. Ðàñêðûòî ïîíèìàíèå, ÷òî ãëàâíîé öå-
ëüþ áðåíäèíãà ÿâëÿåòñÿ ïîáóäèòü æåëàíèå öåëåâûõ ãðóïï ëþ-
äåé ê âûáîðó îïðåäåëåííîé òåððèòîðèè äëÿ ïóòåøåñòâèé, ïðî-
æèâàíèÿ, èíâåñòèöèé èëè ïðèîáðåòåíèÿ òîâàðîâ è óñëóã ïðî-
èçâåäåííûõ íà ýòîé òåððèòîðèè.

Êëþ÷åâûå ñëîâà: òåððèòîðèÿ, áðåíäèíã,
êîíêóðåíòîñïîñîáíîñòü, ïðèâëåêàòåëüíîñòü, ýêîíîìèêà.
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The study reveals the importance of the territory’s branding
within the competition of the regions. The purpose of the article is to
determine the brand’s impact of the territory on the attractiveness of
the region. To achieve this goal, the description of global approaches
is given in defining the categories «attractiveness of the territory»,
«brand of the territory», «competitiveness of the territory». The main
approaches to evaluate the effectiveness of branding are identified
and described. Detected that there is no single universal method for
assessing the effectiveness of branding, but there are lots of approaches
and each method can be effective for a certain  purpose. To calculate
if the brand value of the territory is strongly related to the country’s
success in the target markets, the article determines the correlation
coefficient of the brand value and such indicators as a volume of
investment in the territory, number of tourists, tourism income and
export income. The calculation is based on such countries example
as the United States, China, Germany, Italy, France, and the United
Kingdom. Indicators such as export income and the number of
investments do strongly correlate with the brand value of the area,
and tourism revenues are also closely related to the brand value. In
addition, countries such as Norway or Finland are the leaders by
the quality of life rank, but the brand’s value of these countries are
lower than China’s one, where living standards are worse. It has
been determined that the value of a brand reflects well the indicators
of the development of the territory related to the economy, but not
with social indicators. It has been proved that a positive result of
branding is an increase in the indicators of the attractiveness of the
territory and, as a result, the socio-economic growth of the region.
Thus, the indicators of the socio-economic development of the region
can also serve to assess the effectiveness of the branding of the
territory. The understanding is revealed that the main purpose of
branding is to induce the desire of target groups of people to choose
a certain territory for travel, residence, investment or purchase of
goods and services produced in this territory.

Key words: territory, branding, competitiveness, attractive-
ness, economy.
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