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Pashkova H. H. Branding of the region as a instrument of regional development

state administration

The actual scientific problem of regional brand modeling by key identifiers in the

context of regional development brand-oriented state administration principles forming is

considered. The components of regional brand assessment system are given. They are

presented as a criteria model of its measurement and evaluation. The approach to the

creation and promotion of the regional brand through it’s key identifiers, regional

preferences is grounded.
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