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KOHIIEIITYAJIbHI 34CAJH BPEHIMEHE/DKMEHTY TA HOIO BIIJIMB HA PO3BUTOK
TYPUCTHYHOI JECTHHAILIII

Mema crarti Tonsrae B aHami3i Ta CcHCTeMaTH3alii TPOBIAHMUX  KOHIENTYaJIBHHX  3acay
OpeHAMEHEPKMEHTY, a TAKOX B JIOCHI/DKEHH] HOro BIUIMBY Ha PO3BUTOK TYPUCTUYHHX JIECTUHALIIH.

Memoouxa. MeTononoriysa OCHOBa JaHOTO JIOCIHI/DKEHHS — 3arajJbHOHAYKOBWH iaJIEeKTUUHHHA METOJ.
OCHOBHUMH METOJNaMHU JOCITIDKEHHs € MeTox (opmMalizamii, po3poOKH aJropuTMy, ONMHCOBHH, aHATITHYHUI Ta
HayKOBOT'O CHHTE3Y.

Pesyromamu. BpeHIMEHEPKMEHT € aKTyaJlbHOIO c(hepor0 HAYKOBHX JIOCII/PKECHb 3arajioM Ta B KOHTEKCTI
Horo podi B Typu3Mi 30KpeMa. bpeH 1 CTBOpIOE BiZIMiHHICTB TOProBoi Mapku abo MOCIYTH BiJl KOHKYPYIOUMX MapoK,
crpusie 30UTBIIEHHIO TMPOAAXIB 1, SK TpaBWio, 30U1blIye NpUOYTOK B JIOBrOCTPOKOBIH mepcrnektusi. Tomy
(dbopMmyBaHHs OpeHIy BHMAarae Cepio3HMX MiAXOMIB Ta 3aJlydeHHs KBali()iKOBAaHMX MCHEIKEPIB. 3apa3 MIHPOKO
BHUKOPHCTOBYETHCSI TIPAKTHKA CTBOPEHHSI TYPUCTHYHUX LEHTPIB YU TEPUTOPIH, MO I[JIKOM BHUIPABAAHO, OCKIJIBKH
NO3UTUBHUM IMIJPK MICT YU PEriOHIB CIIPHSE CTBOPEHHIO JTOJATKOBHX NMPHOYTKIB Bifl 3aJy4eHHs HOBHX TYPHCTIB.
OcHoBHI (yHKIIT OpeHIy TYPUCTUYHOI IeCTUHALIT MOB'sA3aHi 3: - (OPMYBaHHAM 1HAMBIAyaNbHOTO 00pa3y (iMimKy)
JeCTUHALIi{, 110 BiApi3HAE HOro BiJ KOHKYPEHTIB; - 3a0€3MEYCHHAM IOro BH3HAHHS LULIXOM BHOOPY PHHKOBOI
NO3UIT TYPUCTUYHOI'O TPOAYKTY JIECTHUHALT; - MIATBEPKEHHAM SKOCTI TYPUCTHMYHOTO NPOJYKTY NECTUHALIl; -
NO3UTHBHUM BIUIMBOM Ha (pOpMyBaHHS KOpPIOPAaTHBHOI CBIJIOMOCTI HaceleHHs TYPUCTUYHOI TepuTopii (periony,
necruHaii). KinrouoBumu 3aBIaHHAME OpPEHIUHTY TYPHUCTHYHHX JIECTUHAILIN € BCTAHOBJICHHS 1X MO3HIIT HA PHHKY
Ta 3MILHEHHS CHJIBHUX CTODiH, IO Ma€ IMOCIYXUTH OCHOBOKO Jisi popMmyBaHHs Openay. Crneuudika OpeHAUHTY
TYPUCTHYHHX ACCTHUHALIN SIK KOMIUIEKCY MapKETHHIOBUX JIii, 10 3JIHCHIOIOTBCS TX KEPIBHUITBOM Y CIIBIIpall i3
3aIiKaBJIEHUMH CTOPOHAMH JUISl CTBOPEHHS Ta MPOCYBaHHS OpeHIy, MOJArae B TOMY, I10: - MPOAYKT AECTHHALI] €
OaraTorpaHHUM, BKJIFOYAIOUH PsJl TOBAPIB Ta MOCIYT PI3HHUX raiy3eif; - KepiBHUITBO JECTHHALII HE Ma€e IIOBHOTO
KOHTPOJIIO HaJ KOMIUIEKCAMH MAapKeTHHIY (MapKeTHMHIOBHH MIKC); - KOMaHIOHa po0oTa 3 po3poOku OpeHny
JIECTHHAII Ma€ MPOBOJUTHCH 3 ypaxyBaHHIM IHTEPECIB yCiX 3al[iKaBJICHUX CTODIiH; - 3HAYHHUI BIUIMB Ha PO3pPOOKY
OpeHy crpaBIIsie MOJITHKA KpaiHu / periony y cdepi Typu3my.

IHpaxmuuna 3nayumicmo. CTBOpPEHHS TYpUCTHYHOrO OpeHmy Micta He xaotuyHe. Ilpomec Horo
(hopMyBaHHsI BiJOYBa€THCS MiJ] BIUIMBOM DSy 3aKOHOMIPHOCTEW Ta NPUHIIUIIIB, SIKi PO3TIISAAI0THCS Y CTATTI.

Hayxoea nosusna. CydacHi METOAM INIPOCYBAaHHSA TYPHCTHYHOTO NPOAYKTY Ppeai3yloThCs B YMOBax
riobarizaiii Ta pPO3BUTKY iH(OPMAIIITHOrO CYCHUIBCTBA, a TAKOX IOCUIIOITh KOHKypeHiio. ToMmy mporec
CTBOpPEHHS OpPEeHAY TYPUCTHYHOI IECTHHAIIIT, & TAKOXK JIOCIII/PKEHHS Oro BIUTUBY HA MO3UIIOHYBaHHSI, 1IEHTUYHICTD
Ta Ha PO3BUTOK TYPUCTUYHHX JIECTUHAIIH € TOJIOBHOK HAYKOBOIO HOBU3HOIO Ii€i CTATTI.
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KOHLENTYAJIbHBIE IIPUHITHIIBI BPEH/IMEHEJDKMEHTA U EI'O BJIMAHUE HA
PA3BUTHE TYPUCTHYECKOHU JAECTUHALIMN

ILleny craThW 3aKTIOYaeTCsl B aHANW3€ W CHCTEMATH3AalMH BEAYIIMX KOHIICNITYyalbHBIX OCHOB
OpeHIMEHEDKMEHTA, a TAKOKE B HCCIICAOBAHUH €T0 BIISIHUS Ha Pa3BUTHE TYPUCTHUCCKUX JTECTHHAITUN.

Memoouka. Mertononornieckas OCHOBA TAHHOTO MCCIIEIOBaHUS - OOMICHAYIHBIA THAIEKTHYCCKAN METO/.
OCHOBHBIMH METOJAMH HCCIIEIOBAHUSA SBISIETCS METOJ (POpMAaH3aIid, pa3pabOTKH aNTrOpUTMa, OMUCATEIbHBIM,
AHANTHYECKUIA U HAYIHOTO CHHTE3a.

Peszynemamol. BpeHIMeHeDKMEHT akTyanbHas chepa HAYIHBIX UCCICIOBAHUHN B IIEJIOM U B KOHTEKCTE €T0
posiu B Typu3M€ B YaCTHOCTU. BpeHs co3gaer oTinyue TOProBOM MapKd WIHM YCIYI OT KOHKYPUPYIOUIMX MAapoK,
CIIOCOOCTBYET YBEIMUYCHHWIO TPONAX M, KaK IMPABIJIO, YBEIWYMBAET MPUOBUTHP B JOJITOCPOYHOH MEpPCICKTHBE.
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IMostomy dopmupoBanue OpeHga TpeOyeT Cephe3HBIX MMOAXOJOB K IPUBJICUYEHHS KBAIU(DHUIIUPOBAHHBIX
MeHemkepoB. Ceiuac MIMPOKO MCHONB3YEeTCSl TPAKTUKA CO3JaHUS TYPUCTHUECKHX I[EHTPOB WJIM TEPPUTOPHUH,
BIIOJIHE OIPABJIAHO, MOCKOJIBKY TOJIOKHUTEIbHBI HMHUK TOPOMOB MM PETHOHOB CIIOCOOCTBYET CO3JaHUIO
JIOTOJTHUTENLHBIX JIOXOOB OT MPHUBJICUEHHs HOBBIX TYpHCTOB. OCHOBHBIE (QYHKIMH OpeHAa TYPUCTUYECKOMN
JIECTHHAIIMU CBSI3aHBI C: - ()OPMUPOBAHUEM HHIAMBUIYATBHOIO MMHUKA (00pa3a) AeCTUHALUH, KOTOPBIA OTINYAET
€ro OT KOHKYPEHTOB; - OOECIeUYeHHEM €ro y3HaBaeMOCTH IIYTEM BBIOOpA PHIHOYHOW MO3UIUH TYPUCTHYECKOTO
MPOYKTa JECTUHAIIMH; - TOATBEPIKICHUEM KAa4eCTBAa TYPUCTHYECKOrO MPOAYKTA JACCTUHALUH, - MOJIOKUTEIbHBIM
BIMSHHEM Ha (OPMUPOBAHHE KOPIIOPATUBHOIO CO3HAHMS HACEIECHHS TYPUCTUYECKOW TEeppUTOpUM (pEruoHa,
nectuHanuu). Kiroueoii 3aaueii OpeHIMHra TYPUCTHYECKON ECTHHAIIMM SIBJIIETCS YCTAHOBJIEHHE €€ TO3UIUN |
YKpEIJIEHHE CHIBHBIX CTOPOH, KOTOpbIE JOJUKHBI MMOCTYKHUTh OCHOBOM i (popmupoBanus Openpa. Crenuduxa
OpeHAMHTa TYPUCTHYECKUX JECTHHAIMHA KaK KOMIUIEKCA MApKETHHTOBBIX JEHCTBHM, NPEANPUHUMAEMBIX HX
PYKOBOJACTBOM B COTPYAHHYECTBE C 3aHHTEPECOBAHHBIMHM CTOPOHAMHM ISl CO3JAHMS M TPOJBIDKEHUS OpeHia,
3aKJIIOYAeTCs B TOM, YTO: - TOBAp JECTHHALUM SIBJISCTCS MHOTOTPAHHBIM, BKIIIOYAs PSi TOBApPOB M YCIYT'H
Pa3MYHBIX OTpaciel; - PYKOBOACTBO JECTHHAIIMM HE HMEET IIOJHOIO KOHTPOJS HajJ MapKeTHHTOBBIMH
KOMIUTIeKcaMH (MapKETHHIOBBIA MHKC); - KOMaHaHas paboTa HaJ CO3JaHHeM OpeHna JeCTHHALUH TpeOyeT ydera
HMHTEPECOB BCEX 3aMHTEPECOBAHHBIX CTOPOH; - 3HAUUTENBHOE BIMIHHE Ha Pa3paboTKy OpeH/ia OKa3bIBaeT MOJMTHKA
CTpaHbl / peruoHa B cepe Typusma.

Ipakxmuueckasn 3nauumocms. Co37aHUEC TYPUCTHUECKOrO0 OpeHIa ropoaa He xaormuHoe. IIporecc ero
(OPMHUPOBAHUsI MPOMCXOAUT TIOJ] BIMUSHHUEM Psla 3aKOHOMEPHOCTEN M MPHUHIIMIIOB, KOTOPBIE pAacCMAaTPUBAIOTCS B
CTaThe.

Hayunasi nosusna. CoBpEeMEHHBIC METOIBI TPOIBMKCHUS TYPUCTUYECCKOTO MPOJYKTa PEaU3YIOTCS B
YCIIOBHSX TJI00aTM3aIMK ¥ PAa3BUTHS HH(POPMAIMOHHOIO OOIIECTBA, a TAKXKE YCHIMBAIOT KOHKYpeHIuio. [ToatoMmy
MpOLIECC  CO3/aHMs OpeHJIa TYPUCTHYECKOM JEeCTHHALIMK, a TakkKe MWCCIAEJOBAaHUsA €ro BIMSHUS Ha
IMO3UIIMOHUPOBAHUEC, HWICHTUYHOCTH W Ha pPa3BUTUC TypI/ICTI/I‘IeCKI/IX }leCTHHaHHﬁ SIBIISIETCSL TJIABHOM Hay‘{HOﬁ
HOBU3HOMU 3TOH CTaThH.
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THE CONCEPTUAL FRAMEWORK OF BRAND MANAGNENT AND ITS INFLUENCE ON
TOURIST DESTINATION DEVELOPMENT

Goal. The purpose of this article consists in analyzation and systematization of the leading conceptual
framework of brand management as well as in additional investigations of its influence on tourist destination
development.

Method. The methodological basis of the research is the basis of scientific dialectics. The main methods of
research are the method of formalization, algorithm development, descriptive, analytical and synthetic.

Results. Brand management is an actual area of scientific researches in the context of its role in tourism.
The brand creates a difference of a trademark or service from competing ones, helps to increase sales and generally
increases profits in the long-term perspective. Therefore, the formation of the brand requires the serious approaches
and the involvement of skilled managers. The practice of tourist centers or territories brands creation is widely used
now, which is fully justified, as the positive image of cities or regions contributes to the creation of additional profits
from attracting new tourists. The main functions of the tourist destination brand are related to: - the formation of an
individual image (image) of the destination, which distinguishes it from its competitors; - ensuring its recognition by
choosing a market position for the tourist product of the destination; - confirmation of the quality of the tourist
product of the destination; - a positive influence on the formation of corporate consciousness of the population of
the tourist territory (region, destination). The key task of branding the tourist destination is to establish position and
strengthen its strengths, which should serve as the basis for the formation of the brand. Specificity of branding of
tourist territories as a complex of marketing actions undertaken by their management in cooperation with
stakeholders (various stakeholders) for the creation and promotion of the brand is that: - the product of the
destination is multifaceted, including a number of goods and services of various industries; - the management of the
destination does not have full control over the marketing complexes (marketing mix); - teamwork is required taking
into account the interests of all stakeholders; - significant influence is rendered by the policy of the country / region
in the field of tourism.

Practical significance. But the creation of the city's tourist brand is not chaotic. The process of its
formation is under the influence of a number of regularities and principles that are considered in the article.

Scientific novelty. Modern ways of promoting tourism product take place in the context of globalization and
information society development and also increase competition for consumers. Crucial conditions for survival on
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rigid travel market are the need for concentration on a high-quality tourism product, able to satisfy the highest
demands of modern tourism consumer, and promote itself to the market. Therefore, the process of creating a brand
of tourist destination as well as investigations of its influence on positioning, identity and development of tourism
destinations are represent the maim scientific novelty of this article.

Keywords. Brand, brand management, branding, tourism, tourist center, image.

Formulation of the problem. For the period that has passed since the beginning of
economic transformations, the qualitative structure of all consumer markets has undergone
serious changes. The main trend was the crowding out of unmarked goods and goods of little-
known producers by brands. Today, in the world markets purely price competition has been
replaced by a stage of brand competition, and today for a significant part of consumers,
especially for medium segments, the popularity and reputation of a trademark becomes almost
the most important criterion.

Analysis of recent research and publications. Many scientists are devoted to the study
and systematization of brand management and development. The scientific approaches proposed
by Ash F.-R., Azgaldov G.G., Bauer H., Godin A.M., Jean-Noel Kapferer, Makasheva Z.1.,
Smirnov E., Vizgalov D.V., Yakushina E.V. and others are particularly noteworthy.
Investigation of brand management and their influence on tourist destination developmentare
partially analyzed in the works ofTkachenko T. I., Lubitseva O. O., Beydik O. O., Smirnov I. G.,
Chernozub O., Danchenok L.A., Dvornikova E.V., Filonova O.L.

Highlighting previously unresolved parts of a common problem. However, a
comprehensive systematization and detailed characterization of tourism related brand
management and their influence on tourist destination development has not yet been conducted
in detail.

Formulating the goals of the article (Setting a task).The purpose of this article consists in
analyzation and systematization of the leading conceptual framework of brand management as
well as in additional investigations of its influence on tourist destination development.

Presenting main material. In order to understand why most of the world's manufacturers
of consumer goods have followed the path of creating brands, it is necessary to understand what
a brand is, how this concept has appeared, and what it gives to the manufacturer. The concept of
"pbrand” coming from the economy is widely used. For someone, this is a name, symbol, design,
for others this is a popular trademark or trademark [4]. With all the discrepancies, there is no
doubt that the brand has a strong positioning business. The formation of brands has become a
law of entrepreneurship, especially companies seeking to enter new, not yet mastered spaces.
Owning a brand is for them the strongest argument in a tough fight Strong competition for
influence on world markets and world politics is led not only by individual brand companies, but
also by whole states [1]. Powerful integration processes drag all the countries without exception
into the globalization cycle. At the same time, each state strives to strengthen key factors of
national development, to find its own party in a worldwide concert. To do this, we must clearly
position ourselves in the international public opinion, in other words - to become a brand in
world markets [2].

Brand management influence on tourist destinations. Since the 1950s, specialists have
become aware that the brand is not just a catchy slogan or an elegant emblem that adorns a
company's goods (products or services), but also a company profile that has a particular
individuality and a system of values metaphorically embodied in the symbolism Brand. At the
present time, this concept continues to expand, and we are talking not only about product and
corporate brands, but also about the branding of personnel, regions, countries, territories. The
approach according to which through the brand, as a strategic marketing tool, a modern
philosophy of production activity oriented to the consumer is beginning to spread [3].

One of the most effective ways to develop the image of a tourist destination is the
creation of the brand in the region. There are different types of brands: commodity, service,
personalities, organizations, events, as well as geographic. To promote the image, geographic
brands (Geographical brands) play a special role, where cities, countries, resorts are the object of
branding. This type of brand is gradually becoming prevalent, especially in the tourist business,
as its creation and successful promotion allow receiving additional revenues. The most vivid
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examples of already established geographical brands - the ski resort of St. Moritz, the French
Riviera and the Seychelles - bring a lot of profits to the tourist territories and the companies that
promote them [8].

In essence, the modern regional consumer market is a war of trademarks and their
advertising images for a place in the minds of consumers. This makes domestic producers realize
the urgency of the problem of adaptation of branding technologies to Ukrainian conditions [10].

Brand management aims to increase the value of a brand. In this case, the value is the
benefit that the producer receives. It should be noted that such concepts as brand management,
marketing and PR are different things. In the first case, managers make financial statements and
keep accounts, as the effectiveness of their work is calculated in material terms. In the second
case, the budget for marketing tasks is allocated at the very end of the business plan, to the actual
"balances"”. This same principle often applies to PR. Accordingly, unlike PR and marketing,
brand management plays an important strategic role in the work of the entire organization.

A positive image of the city is necessary to attract tourists, improve the social well-being
of its residents, and also to attract financial investments. The image of the city influences various
aspects of urban development, and, first of all, the economy, culture, migration processes, as
well as the behavior of residents in the city. It can be defined as a relatively stable and
reproduced in the mass and individual consciousness set of emotional and rational ideas about
the city, formed on the basis of all the information received about him from various sources, as
well as his own experience and impressions [13].

It should be noted that the need to develop a strong and successful brand that enhances
the image of a tourist destination is associated with fundamental changes in the nature of
consumer behavior due to the fact that for a potential tourist the choice of a holiday destination
today is not only an indicator of a lifestyle, but also a certain status value. All this forms an
objective need for a competent approach to branding destinations as the process of creating and
managing a brand.

The main functions of the tourist destination brand are related to: - the formation of an
individual image (image) of the destination, which distinguishes it from its competitors; -
ensuring its recognition by choosing a market position for the tourist product of the destination; -
confirmation of the quality of the tourist product of the destination; - a positive influence on the
formation of corporate consciousness of the population of the tourist territory (region,
destination).

The brand of destinations is an evolving category, the changes of which are in close
relationship with the dynamics of the market. Management of these changes is part of the
branding task as a managerial process aimed not only at creating and developing a brand, but
also in promoting it and increasing the demand among consumers.

Before the creation of the creative concept of brand promotion, it is necessary to go
through several stages, and you need to have a clear understanding of the dynamics of
development, trends and market prospects. It is also necessary to determine the segments of
consumers, as advertising and PR-activities are always aimed at a specific target audience [8].

A strong, competently built and attractive brand will allow the nation to rise: - awareness
of potential tourists by quickly presenting the advantages that they will receive in the case of a
visit to this particular destinations; - attractiveness of the destination in the minds of a potential
tourist when making a decision about a trip to a territory unfamiliar to him, using the information
passed on to the brands to help them choose the resting place that best suits their needs; - the
tourist flow due to the formation of tourists' loyalty, since the positive experience of staying in
the destination will allow them to restore their memories by meeting brand elements (name,
logo, slogan, etc.) and distribute and advertise the brand message. Also at the expense of the
opportunity to increase or confirm its status, realize the desire to increase self-esteem for tourists,
holidaymakers in destinations with a recognizable brand; - the flow of public and private
investment in the development of prestigious destinations, their infrastructure and various
facilities of the tourism industry; - Attractiveness for the population, who has certain
qualifications and in-demand skills of work in the tourist field [5].



Marketing programs of the brand (and the tasks they perform); product (functional and
symbolic use), price (perception of value), distribution channels (push and pull integration),
communication (choice of channels and forms of communication).

Secondary associations that promote the development of the brand: the company, the
country of production, distribution channels, other brands of the company, actions, events.
Together, these elements fulfill the tasks of achieving: awareness, meaningfulness,
substitutability [2]. The interaction of all elements of the brand and the fulfillment of their tasks
contributes to the achievement of the main goals of branding: - awareness of the brand; - the
formation of the "brand myth" (brand associations)[12].

Brand awareness refers to two dimensions: "depth™ (levels of recognition and recall of a
brand) and "width" (indicators of purchases and consumption).

"Brand myth" consists of associations: the main (describing the goods and internally
agreed), favorable (describing the desired and real advantages) and unique (describing and
differentiating). These associations are divided into associations: the brand itself (brand image),
the associations associated with the users of the brand (the "user image™), and sometimes
separate associations associated with the use of the brand ("user image") [3].

The key task of branding the tourist destination is to establish position and strengthen its
strengths, which should serve as the basis for the formation of the brand. Specificity of branding
of tourist territories as a complex of marketing actions undertaken by their management in
cooperation with stakeholders (various stakeholders) for the creation and promotion of the brand
is that: - The product of the destination is multifaceted, including a number of goods and services
of various industries; - The management of the destination does not have full control over the
marketing complexes (marketing mix); - Teamwork is required taking into account the interests
of all stakeholders; - Significant influence is rendered by the policy of the country / region in the
field of tourism [7].

The process of forming a successful brand is associated with the need to comply with a
number of provisions that can simultaneously act as a guarantee of success, and create certain
difficulties in their implementation. The main difficulty in implementing branding destination is
associated with resource limitations of organizations involved in the marketing of destinations.
In addition, when forming a brand structure, it is important to ensure that all its constituent
elements (positioning and image destination) to be considered comprehensively corresponded to
the real characteristics of the destination and was used actively in all means of mass
communication.

The positioning in the perception of the consumer is the actions to develop the company's
proposal and its image, aimed at taking a stand-alone favorable position in the minds of the
target group. Positioning is aimed at winning a certain niche in the perception of consumers. In
other words, the position of the company's brand should not be mixed in the perception of the
consumer with competitive offers, but rather occupy a separate place distinct from competitors

[6].

The basic requirements for effective positioning are: relevance - the position of the brand
should meet the needs of consumers; simplicity - positioned benefits and unique advantages must
be understood by consumers; difference - the position of the brand should represent its
competitive advantages and contain the main differences from similar branded goods of
competitors; sequences - all marketing communications should reflect the basic idea of
positioning; consistency - the position should not change seriously for a long time (especially for
brands that have taken a central position in their product category).

So, the brand identity, forming a link between it and a potential tourist, indicates
emotional, functional advantages, benefits and opportunities for self-expression, the comparative
price of visiting a particular destination. Clearly formulated destination identity as the sum of its
distinctive characteristics from competitors should be incorporated into the brand image. Only
with the success of marketing communications on the formation and translation of the content of
the brand identity will it be possible to create in the minds of potential tourists an image that
exactly matches the ideas of the creators of the brand identity. The image as the reflective
perception and reflection of the brand identity in the minds of potential consumers is transformed
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into a set of associative representations about the destination (thoughts, expectations, feelings)
that they associate with the brand [14].

Also note that when creating a branding concept for a tourist territory, one should be
guided by certain canons. From a large number of rules, laws applicable to commodity and
corporate brands, we have identified the most significant of them and adapted to branding
destinations, in particular: - The law of originality as the most important aspect of the brand of
destinations - the existence of a personal concept or an original idea that provides branding; -
The law of distribution - the power of attractiveness of the brand of destination is in its
identification with a certain type of recreational activity, with the identification of its distinctive
features and uniqueness; - Law of narrowing - the brand becomes stronger when it focuses on
one segment, which is the core of the destination brand; - The law of fame - the formation and
formation of an attractive brand of destinations is achieved through the implementation of the
strategy for publishing information about it in popular media; - The law of advertising - to
maintain brand awareness, it is necessary to develop an advertising strategy for branding; - The
law of borders - the distribution of the destination brand should not have boundaries in the
external environment, that is, have a global character; - The law of authenticity - the main
element of the brand's success is its authenticity; - The law of time - the branding of a destination
is a process that is prolonged in time, requiring consistent action[11].

Conclusions. Thus, branding, acting as part of the marketing mechanism to ensure a
stable tourist flow, is one of the most valuable intangible assets of tourist territories. As a
managerial process aimed at the formation of a positive image and the promotion of destinations
on the market, it helps attract potential tourists, increase the productivity of enterprises, increase
the number of jobs, and additional financing in the destination economy. A well-developed brand
is the source and engine of successful development of destinations not only now but also in the
future, since a strong brand, having lived for several decades, can bring considerable profit to its
owner in the future. Management in the tourism business is very specific than in a conventional
enterprise. And in order to develop a successful concept of tourism branding, we need to
understand all its features. The most important feature of tourism as an object of management is
the specificity of the tourist product, its inseparability from the source of formation. Tourism
service is inseparable from the source of creation.
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