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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
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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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The methods are function-oriented

Methods based on unsystematic analysis
of individual indicators

Methods based on the analysis of the
branding performance svstem.

Fig. 1. Basic approaches to evaluating the effectiveness of branding [22]

Non-cost methods
Methods
of
branding
perfor- > Cost methods
mance
analysis
Combined methods
—t
Social goals:
- building and mamtaming trust in
branding  entities and local
authorities;

- creation of a territorial community

Commumicative goals:

- creating conditions for effective
interaction between branding
entities;

- growth of mutual wnderstanding

with a homogeneous system of
values;

- spreading the mission and brand
culture of the territory.

and willingness to cooperate:

- facilitating interaction through
standards, culture, rules, etc.
associated with the brand;

- increasing the recognition of the
territory and the number of
conswmers mvolved.

v

Economic goals:

territory;

- mveshment attraction;

consumers,

- creation of additional value for goods and services produced on the

- formation of a high vaiue of the brand of the territory in order 1o obtain
royalties for the sale of licenses to use the brand;

- growth of budget revenues and residents by attracting external

- saving transaction costs of constmers in the territory.
-maintaining the high value of securities and bonds.

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
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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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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

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

Corrg lation The nature of the relationship
coefficient value
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

. > (x-X)(Y-Y) |
JZ(x-X)Z(v-5)

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
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Table 2
Correlation between the value of the territory’s brand and the country’s success in the target markets”
Country Brar}dlvalue Number. qf tourists Invqs@ents Expoﬁ revenue Reyenue frqm
(billion) (million) (billion) (billion) tourism (million)
USA 27800 77 258 390 2499 214100
China 19500 61 203 492 1646 39500
Germany 4900 37 105 277 1489 41600
Great Britain 3900 38 58 650 469 50400
France 3100 87 59 849 570 63800
Italy 2100 58 30903 533 49600
Result (link) 0,3621860008 0,9816611603 0,9070371327 0,7474147612

‘author’s calculations

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
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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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ECI)]::KTI/IBHI/Iﬁ BPEHJIUHT TEPUTOPII 4K OANH 13
HAMAIECBIITNX IHCTPYMEHTIB Y KOHKYPEHTHIN
BOPOTbBBI PEI'TOHIB

Dedyaosa C.0., Casuenxo M.E.

Jlocaiooicenus poskpusae sHauumicmos opeHOuH2y mepumopii
6 KOHKYpeHmHii 6opomb0i pecionie. Memoro cmammi € 8u3Ha4eHHs
enausy Opendy mepumopii Ha npueabausicme peciony. s eupi-
WeHHs. NOCMABACHO20 3A80AHHS OAHO XAPAKMepPUCMuKy C8imoeux
nioxodie y eusHaveHHi Kameeopii <«npueabausicmv mepumopii»,
«OpeHO mepumopii», <KOHKYPeHmMOCHPOMONCHICMb mepumopii». Buz-
HA4eHOo ma ONUCAHO OCHOBHI NiOX00U 00 OUIHKU pe3yabmamueHoCmi
6peHOuHey. AKmyanizoeano, wo He iCHye €0UHO20 YHIBEPCANbHOO
Memody ouyiHKu egpekmuenocmi 6penduHey, 00HaK € uiaui pso
nioxodie i Koxcen memod modxce 6ymu egeKkmueHUM O PI3HUX
yinetl. /lns 6u3HaveHHs HACKINbKU CUAbHO éapmicmb OpeHdy mepu-
mopii noé’a3ana 3 ycnixom KpaiHu Ha Yinbo8UX PUHKAX 6 cmammi
nposedeno po3paxyuku Koeghiyicumy kopeasauyii eapmocmi 6perdy
ma maxKux NOKA3HUKIE sK: 00°emM [Heecmuyii y mepumopiro,
Kinbkicme mypucmia, 00xi0 6i0 mypusmy ma 0oxio id ekcnopmy.
Pospaxynox nposedero na npuxaadi maxux kpain sx: CIIA, Ku-
mai, Himewuuna, Imanis, @panyis ma Beauxa bpumanisn. Busna-
YeHo, w0 maki NOKA3HUKU K 00Xi0 8i0 ekcnopmy ma KinvKicmo
iHeecmuuyiti micHo noe’a3awi 3 eapmicmio 6pendy mepumopii, a 0o-
X00u 8i0 mypusmy Marmoy 6UCOKULl 36 430K 3 eapmicmio OpeHOy.
Kpim moeo, maxi kpainu sx Hopeeeis wu Dinaandis € nidepamu
pelimuney sKocmi Jcummsi, 00HaK 3a eapmicmio 6peHdy yi Kpainu
nocmynatomocsi Kumaro, pieens scumms y ssKomy Huxcuui. Busna-
ueHo, wo eapmicmb Opendy 2apHo 6i000PaNCcae NOKA3HUKU PO36UM-
Ky mepumopii noe’sa3ami 3 ekoOHOMIKO, ane He coyianvhi. B danomy
docaidxcenni dosedeHo, W0 NO3UMUBHUM Pe3yAbmamom OpeHouHey
€ nideuUeHHsl NOKA3HUKI8 npueabausocmi mepumopii i, IK Hacaidok,
coyianvHo-exoHomiunull picm peeiony. Takum uuHoOM, NOKA3HUKU
COUiaNbHO-EKOHOMIUHORO PO3BUMKY Pe2iOHY MAK0IC MONCYMb CAY-
cumu 045 oyiHKU epexmuenocmi bpendunzy mepumopii. Posxpu-
MO PO3YMIHHA, W0 20408HOK Uit OpeHOUHeY € ChoHykamu 6a-
JICAHHS YINbOBUX 2PYN At00ell 00 eubopy negHoi mepumopii 015 no-
dopooicell, npoxcueanHs, iHeecmuyii yu npudbaHHs moeapie ma
nocaye eupobaeHux Ha yit mepumopii.

Kawuosi cjaoBa: TEepUTOPis, OpeHIUHT,
KOHKYPEHTOCIIPOMOXKHICTb, MPUBAOIUBICTb, EKOHOMIKA.

DOOEKTUBHBIN BPEH/IMHI TEPPUTOPUN KAK
OZINH N3 CAMBIX TEMCTBEHHBIX THCTPYMEHTOB
B KOHKYPEHTHOU BOPLBE PETMIOHOB

Deodyaosa C.A., Casuenro H.E.

Hccnedosanue packpwieaem 3navumocms 6peHduHea meppu-
mopuu 6 KoHKypeHmHoti 6opvoe peeuoros. Lleavio cmamou s615em-
¢ onpedenenue eaUsHUS GpeHda Mmeppumopuy Ha npueieKamens-
HoCcmb pecuona. Jlns pewleHus NOCMAaAeHHOU 3a0a4u OaHA Xapak-
MePUCMUKAa MUPObIX N00X0008 6 onpedeieHuu Kameopui «npu-
61eKAMeNbHOCHb MePPUMopULL», <OpeHO Meppumopuu», «<KOHKypeH-
mocnoco6Hocms meppumopuu». OnpedeneHsl U ONUCAHbL OCHOBHbIE
n00xo0bl K OUueHKe pe3yabmamugHocmu OpeHdurea. Akmyaiusupo-
6GHO, UMO He cyujecmeyem e0UH020 YHUBEPCANbHO20 Memo0a OUeH-
Ku 3¢ppexmusnocmu bpendunea, 00HaKo ecms yeavill pad nodxo00e
u Kaxcovlii Memod moxcem Obimv 3PPeKmueHsIM 01 PAAUYHBIX
yeneu. /lns onpedeneHuss HACKOAbKO CUAbHO CMOUMOCMb GpeHda
MepPUmMopUY C6s3aHA ¢ YCHEXOM CMPAHbl HA UeAeblX PbIHKAX 6
cmamye npogedeHsl pacuemyl KoIGPuyueHma Koppeasyuu Cmoumo-
cmu Gpenda u makux nokasamenet KaK: 00sem UHeCMuyuLi ¢ mep-
PUMOPUIO, KOAUYECMB0 MYPUCMO8, 00X00 0m Mypu3ma u 0oxoo om
axcnopma. Pacuem nposeden na npumepe maxux cmpau kax CIIA,
Kumaii, Tepmanus, Umanus, Opanyus u Beauxobpumanus. Onpe-
denero, umo makue noKkazamenu KaxK 00xo0 om 3Kcnopma u Koau-
YeCcmeo UHEeCMUYUT MECHO CEI3AHbL CO CHOUMOCHbIO OpeHda mep-
pumopuu, a doxo0bl 0m Mypu3Ma UMerom GbiCOKYI C653b CO CHO-

32 ISSN 2415-3974.

umocmoio 6penda. Kpome moeo, makue cmpansl kaxk Hopeeeus uau
DunasaHOUs A6AAIOMCA AUOEPAMU PEUMUH2A KAYeCMEA HCU3HU, 00~
Hako no cmoumocmu 6peHoa smu cmpaust ycmynarom Kumaro, ypo-
6eHb HcU3HU 6 Komopom Hudice. OnpedeneHo, 4mo cmoumocms OpeHoa
X0powio ompasicaem ROKA3amenu pasgumus mMeppumopul cés13a-
Hble ¢ IKOHOMUKOLL, HO He coyudavivie. B dannom uccaedoeanuu
00KA3aHO, UMo NOAOIHCUMENbHBIM Pe3YAbmamom OpeHouHea 6.5~
emcs nogvlieHue NoKasameneti npUeAeKameabHOCU Meppumopul
u, Kak caedcmeue, COYUANbHO-IKOHOMUYecKull pocm peeuona. Ta-
Kum 00pasom, nokazamenu COYUANbHO-3KOHOMUHECK020 PA36UMUSL
DecuoHa makdice MOYm CAYHCUMb 045 OUeHKU Idexmuenocmu
Opendunea meppumopuu. Packpbsimo nonumarue, ymo enaeHol ye-
Ab10 OpeHOuHea A6a5emcsi noOYOUmMb JHceaanue Yeaeblx epynn an-
detl K 6blOOpPY onpedeneHHOU meppumopul 01 nymeulecmeuil, npo-
HCUBAHUS, UHBECTULULL UAU NPUOBPEMeEeHUs. MOBAP08 U YCAYe Npo-
U36e0eHHbIX Ha IMOL MePPUMOopUL.

KnwueBsie ciaoBa: TeppuUTOpuUSsi, OpPEHIUHT,
KOHKYPEHTOCIIOCOOHOCTD, TPUBJIEKATEIbHOCTb, SKOHOMUKA.
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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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