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DEVELOPMENT OF MECHANISM
FOR FORMATION AND ACTIVATION
OF TERRITORIAL IMAGE POTENTIAL

Zinchenko 0.

O6’exmom 00CiONCeNISL € MEXAHIZM DOPMYBANHA MA AKMUBIZAUIT NOMENYIANY Pe2ionalviozo iMidicy. B npax-
MUYL Pezionaiviozo YnPasrinis GUKOPUCMOBYEMbCS NeGHUT AJ2OPUMM CMEOPEHIs IMIONCY, 00HAK NPOOIEMHUM
MOMEHMOM 3ATUUAETNCSL GIOCYMHICTND EOUHO20 THCMPYMEHMAPTIO OUIHKU A 3ANYUeHIs NOMeNHYiaLy mepumopii 0o
cmeopenns ii npusabiusozo oopasy. /lns nodoranns yiei npobiemu agmopom po3pooieno Mexaniam Gopmyeaniis
ma axmueizauii nomenyiany pezionanviiozo imioacy. Ileil mexanism nepedbauac sanyuenis 0o cCucmemu iMioncme-
Kunzy mepumopii 6cvb020 ii pecypcrozo nomenyiany, 0yice Wupoxozo iHCmpymMenmapio we miivku ynpasiincokoi
HAYKU, a 1 COYion02ii, NCUXO0JI02il, EKOHOMIUHOZ0 AHANI3Y, MAPKEMUNHZY.

Jlis supiutenis 0CHOBHUX 3a80asb D0CAI0NCeHIs OYU UKOPUCTANT MAKT MeMOOU, K CUCTREMHUT AHATI3, CMPYK -
mypyeanis, diaiexmuunuil Memoo, meopii ynpasiinis. 3a 00nOM0oz010 UUx Memooie 3anponoHoeano CmpyKmypy
mexamismy y euodi QynKuionyeanis cucmem 0iazinocmury NOmeHyiany, popmMyeaniis iMiorcy ma iozo npocyeanis
Y 306HIUHbOMY NPocmopi. Poskpumo gyuxuionarviuil smicm yux cucmem, po3pobieno ix incmpymenmapii ma
memoduuny 6asy, ki MoNCymsv 6ymu UKOPUCTIANT HA PISHUX emanax Po3pooKu ma npocysanis imioxcy. Ax oc-
HOBHUL OPIEHTNUD PYHKUIOHYBANHA MEXANIZMY GUCYHYMO iHMEPec CRONCUBAYI8 MepUmopii, nagedeno ix xapak-
MEPUCTIUKY, BUSHAYEHO 2PYNY CMEUKX0A0epis, 00Tpynmosano ix ¢iominnicmo 610 cnoxcusauie mepumopii. Ceped
0a3068UX NPUHUUNIG PYHKUTONYBANHA MEXAHIZMY GUOLLEHO NPUHUUN NPOZHOCMUYHOCTNT, NOCTNANHOCTIE, 360POMHOZ0
36’a3KY, npodyxmuenocmi. Busnaueno ix npose 6 pesyivmami UKOPUCTRAHIL MEXAHISMY.

Pospobaenuii mexanism € ynieepcanrvium, wo 0ae 3mozy po3pooumu 3axoou, nouunaiouu 6io sadymy obpasy
mepumopii 0o npocysanis it yinicnozo imioicy. Buxopucmanmns mexanismy 6 npaxmuyi pezionaiviozo Meneoic-
Menmy 003604UMb AKMUGI3YEAMU 3YCUNLLSL MICUEB0T 61adu Ma ZpoMAdCLKOCMI 000 PO3POOKU Ma NPOCYEanis
iMiOKCY mepumopii na 3azanvHo0epICasHomMy ma 2100a bHOMY eKOHOMIUHOMY npocmopi. [ncmpymernmanvii 3acobu
Mexamismy Moxcymo Oymu GUKOPUCAH] Npu OiazHOCMULI NOMEHUIALY DPeZiOHAIbHO20 PO3GUMKY Ma PO3POoOUi

3ax00i6 3 MEPUMOPIATLHO20 MADKETNUNZY.

Kmouosi crosa: ividyc mepumopii, nomenyian iMioncy, pezionarvruil MeHeoHCMenm, mepumopiaioHuil Map-

Kemumne, cucmema diaznocmuxu.

1. Introduction

In the conditions of post-industrial development and
reform of the economy and public administration in Ukraine,
on the basis of decentralization, individual territories —
regions, settlements become more independent entities.
They can independently make decisions and carry out
business operations related to the corresponding costs and
revenues.

Territories actively manage their resources to increase
competitiveness in order to attract investments and the
population. Therefore, interest in the development of ter-
ritories is strengthened both from a scientific and practical
point of view.

Image is an extremely important resource both at the
state and regional levels. This is due to the exceptional
role of information in the competitive struggle of eco-
nomic and political relations. The image of the territory,
its reputation among the domestic and foreign political
and business communities become the main factors for
promoting national and regional goals, promising projects,
the most important competitive advantage for establishing
productive relations.

Prerequisites for the formation of the image are various
economic, geographical, national, cultural, demographic

characteristics of the state system. From the degree of
their assessment and consideration in the process of de-
veloping the image depends on its validity and objectivity
of reflecting public reality.

Therefore, it is relevant to study methodological ap-
proaches to the formation and promotion of the image,
taking into account the characteristics of the territories,
their resource and intellectual potential.

2. The ohject of research and its
technological audit

The object of research is the mechanism of formation and
activation of the image potential. At the same time, the
potential should be understood as a complex of economic,
organizational and social factors that provide conditions
and form resources (material, intellectual, information)
in the region to create and promote its positive image.

The potential of the regional image remains static, un-
less efforts are made to activate it. This is a purposeful,
comprehensive impact on the components of the potential
using a certain mechanism.

In the practice of regional management in Ukraine,
a model of image formation that involves a certain se-
quence of stages is common (Fig. 1).

.
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Awareness of the problem, consultations, the adoption of fundamental
decisions, the creation of structures that are responsible for creating a positive
image of the region

Iy

Preparatory activities of the study, the formation of databases, allocation of
audience exposure

4

Identification of priorities, creation of conditions for the beginning of systemic
activity to create the image of the region

|

Control over the functioning of the mechanism for forming a positive image,
prompt intervention if necessary

4

Forming and promoting the image of the region through the media

Fig. 1. Algorithm for creating the territorial image

This model has found a comprehensive application in the
branding of Ukrainian cities (Kyiv, Odesa, Kharkiv, Dnipro)
and given in the programs of forming their image [1]. It
should be noted that these territories have a clearly ex-
pressed image, long-standing traditions of the community,
well-developed brands of producers of products and services.

Following the proposed algorithm makes it possible to
use the competitive advantages of territories in promo-
ting their image. However, for other territories with less
pronounced characteristics that do not yet have a holistic
image in the representation of social groups, this algorithm
is not effective, since it does not provide an opportunity
to reveal the potential of the image and the prerequisites
for its activation. Another significant drawback is the lack
of analysis of the interests of the consumers of the terri-
tory, which should be taken into account when creating
an image for its successful implementation.

3. The aim and ohjectives of research

The aim of research is development of a universal mecha-
nism for the formation and promotion of the image of the
territory, which is aimed at revealing and activating the
image potential. At the same time, an important charac-
teristic of the algorithm should be universality for regions
and settlements with different levels of development.

To achieve this aim, it is important to:

1. Develop a general model mechanism and analyze
its main subsystems and their functional content.

2. Offer tools and methodological approaches that can be
used at various stages of developing and promoting the image.

3. Establish guidelines and principles for the functio-
ning of the model.

4. Research of existing solutions
of the problem

Analysis of the scientific literature on the image of
the territories allows to outline the following concepts
for image formation:

— geopolitical — research of the image from the geo-

graphical space point of view, including the brightest

and those memorable symbols, signs, images and cha-
racteristics of certain territories, countries, regions,

label them from the political point of view [2—4];

— branding — reflects the concept of «region (ter-
ritory) — brand», which is applied if the government,
through marketing technologies, influences the image
of the state in order to fill it with positive mea-
ning [5-7];

— marketing — in which the region is viewed as a com-

modity with integrated functional content, and the

task of regional and local authorities is influence on
the formation of its positive image with the help of

marketing technologies [8—10];

— psychological — the image of the territory is exa-

mined on two levels: at the first level, psychological

mechanisms for the formation of the mental image —
the image, at the second level, the communication
interaction between the image and the social group

is explored [11, 12];

— information and communication — the sphere of

image formation acts as a system of various informa-

tion flows, in certain ways organized and broadcast
by appropriate information channels by various actors.

Within the framework of this approach, the system

characteristics of the information political space, me-

thods and technologies of political communication are

analyzed [13, 14].

All these approaches can be taken into account when
developing the mechanism for the formation and promotion
of the image, as they complement the various aspects of
it with a new functional content. They make it possible
to move away from the «narrow» understanding of it as
an object of territorial marketing, to tap the full potential
of its activation.

The image arises from the constant associative repre-
sentation, which was formed under the influence of histori-
cal development and the impressions of various contact
groups, which reflects the characteristics of the territory
in a complex manner. As an instrument of regional mana-
gement, the image is aimed at ensuring the competitive
advantages of the territory and satisfying the interests
of its population.

Thus, the results of the analysis allow to conclude that
there is no single integrated approach to the formation of the
image of the territory. Different schools of economic scien-
ce consider these processes in different ways, highlighting
and highlighting those aspects that are the object of re-
search of these schools.
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5. Methods of research

The methodological base of the research is:

— systematic approach (in developing a model for
building and enhancing the potential of the image);

— structuring (in the study of the elements of the
model and their functional content);

— dialectical method (scientific abstraction, means ab-
straction, rejection of a single, random in the formation
of the image, development of a universal approach);

— management theory (when interpreting the functions
of image design management).

6. Research results

The mechanism of formation and activation of the
positive potential of the image assumes the functioning
of three systems: a system for diagnosing the potential,
the system of image formation and a system for activating
its positive potential. Each of the subsystems has its own
tools, methods to achieve the tasks, functions in the general
mechanism. All of them influence a certain resource base
with the aim of transforming it into a final product —
a positive image, an attractive brand, and in a nationwide
and global dimension — a competitive territory (Fig. 2).

At the entrance to the mechanism are the interests of
consumers of the territory, that is, those contact audiences
who are interested in it. At the same time, this interest
manifests itself in different ways: for the population it is
the place of residence, for tourists — an interesting object
for visiting, for workers — the sphere of labor activity,
for investors — promising territory for the implementation
of business projects.

Stakeholders and target audiences of the image (its
consumers) play different roles in the processes of crea-
ting the image. So, stakeholders motivated to activate the
image, as it satisfies their interests, they take an active
position in the processes of creating and promoting the
image. Consumers of the territory may not have a clear
interest in this, but use the image «unconsciously», that is,
do not take any special action. On them, as on the contact
audience, the directed effect of the image. When incentives
appear in the target audiences in the promotion of the
regional image, they become the category of stakeholders.

Consumer interests

All the resources of the mechanism can be divided
by their nature of origin and scope of application for:

— material and technical — natural and resource po-
tential, industrial base, technical equipment, energy
resources, regional infrastructure, characterizing the
production capacities of the region and ensure the
implementation of projects to create an image;
— financial resources of the regional budget, enterprises,
population, financial and credit institutions, funds of
public organizations that may be involved in the pro-
cesses of image formation;
— personnel — qualified and unskilled labor, there is
a touch of systemic transformation;
— spiritual and cultural — history, cultural heritage,
a system of permanent values that will be the basis
for the emotional perception of the territory;
— information — a collection of documented and un-
documented information in information systems (libra-
ries, archives, data banks, etc.), as well as ways and
approaches to working with it. The category is very
extensive, since it covers not only the aggregate of
data, but also the technological component;
— intellectual — the totality of accumulated knowledge,
ideas, competences that have scientific and commercial
value and can be used in creating and promoting the
image of the territory. This type of resources, although
informational in character and related to human re-
sources, is inherently related to the importance of in-
novative development and the specificity of management
approaches, they form a separate group;
— organizational and managerial abilities and capa-
bilities of state and regional authorities, local govern-
ments, management of commercial and non-commercial
organizations to initiate, organize, direct the creation
and distribution of the image. And also to motivate all
participants of these processes, to monitor and analyze
the results of this activity.

The system for diagnosing the potential of a regional
image involves such functions as assessing the potential
for regional development, diagnosing the prerequisites for
image formation, analyzing the image target audience, as-
sessing the image of the region, and monitoring stakeholder
interests (Fig. 3).

Assessment of potential opportunities
includes monitoring of all elements of re-
gional potential and their correlation to
the satisfaction of the target audience. This
is the starting point of strategic analysis,

System for diagnosing the potential
of the territorial image

0 =

Image targets

which determines the types of necessary
resources, the degree of their availability, the
required volume and quality characteristics.

Diagnostics of the prerequisites for the
formation of the image involves an analysis
of the factors influencing the processes of its
creation and promotion (economic, political,
social, environmental, security, etc.), and
assesses the state of all systems of socio-
economic development. The system of re-
gional management is considered separately,
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Fig. 2. The general scheme of the mechanism for the formation and activation

of the potential of the regional image

the internal resource of authority, the degree
of its mobilization, the correctness of the
development of the region, readiness for
structural changes, competence and aware-
ness are estimated.

5
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Consumer interests

! 2

@

Methods:

Indicative estimate
Geospatial analysis
Foresight

Strategic analysis
Express diagnostics
Sociological surveys

Consumer segmentation

Tools: Functions:

Scripts 1. Assessment of potential
Indices opportunities for regional
Indicators development

Forecasts 2. Diagnostics of the
Rating scores ¢ prerequisites for the
Expert panels formation of the image
Questionnaires 3. Analysis of the image
Road maps target audience

Matrix of strategic 4. Assessment of the image
analysis (SWOT-, of the region and

PEST-, STEP-, monitoring the interests of
SPACE matrix) stakeholders

Image targets

Fig. 3. System for diagnosing the potential of a regional image

The analysis of the image audience is aimed at identi-
fying and segmenting all consumers of the regional image:
— population of the region: gender-age composition,
educational and cultural level, professional characteris-
tics of the population, its loyalty to power, satisfaction
with living and working conditions;
— business structures of the region: the level of their
business activity, their involvement in the processes of
regional management, interest in economic and mana-
gerial reforms;
— potential investors: their interest in business projects
within the region, the volume of investment, the pos-
sibility of their involvement in the regional economy;
— tourists: their interest in visiting the territory, incen-
tives for travel, age and sex composition, educational
and cultural level, belonging to a certain territorial
community (region, country);
— labor migrants: their professional qualification, sex-age
composition, level of education, motivation for employ-
ment at the enterprises of the region;
— bodies of state power and administration of other re-
gions: the amount of subventions, grants from the state

power, support for regional projects and programs, inter-

regional cooperation, its spheres and content of interaction.

An assessment of the attitude of these groups to the
region is being conducted, problems of positive perception
are established, conclusions about reputation are made. This
creates the image of the region, due to the successful ac-
tions of all interested parties becomes a style. Stakeholders
are defined, the degree of their interest, the main motives
and incentives, the possibility of engaging in the processes
of creating and promoting the image.

The image formation system assumes the following func-
tions (Fig. 4):

— identification of strategic priorities;

— definition of territory in the national and global space;

— formation of the desired image and strategy for its

promotion, branding of the region;

— formation of a complex of promotion communication.

The definition of the strategic priorities is a transitional
link between the diagnostic system and the image creation
system, since priorities are established through strategic
analysis, which is the main diagnostic tool, but specific
activities are developed on the basis of priorities.

Image targets

Tools: Functions:

Methods:

Matrices for
determining priorities
(Eisenhower, ABC
analysis, S. Covey
quadrant, etc.)

Visual image |$
Verbal means
Project
Program

Brand
Image-forming
Communication

1. Determination of
strategic priorities

2. Determination of the
place of territory in the
national and global space
3. Formation of the desired
image and strategy for its
promotion

4. Branding region

5. Formation of a
communications complex
for promotion

@

Image project

Prioritization
methods
Verbalization
Visualization
Detailing
Mythologization
Format

Identity
Branding
Positioning
Project approach

Fig. 4. System of image formation of the region
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Priority is the expression of the goal, its reflection
in a certain space, taking into account the perception of
a particular audience. Priority forms a system of tasks
for the subjects of the image, they lay the foundation
for the basic characteristics of the image.

The definition of the territory in the national and global
space is based on the diagnosis of its current state and
place in the ratings of regional development. This function
is understood as the establishment of a specific position
of the region in the territorial division of labor, taking
into account its specialization, the share of revenues in
the state budget, the level of investment attractiveness,
social development.

Thus, the status of the region is assessed. Global positions
of the region are determined on the basis of international
cooperation, its transnationalization, activation of foreign
economic activity of business structures, labor mobility.

The real positions of the region and the expectations
of target audiences form the image of the region with the
help of such tools as verbalization, visualization, detai-
ling, mythologization. A special place is occupied by the
identity — the creation of symbols that are associated with
the region and help to create a holistic impression in the
target audiences.

The promotion system translates the desired image into
the «image» category, which can be commercialized and
serve specific goals of regional management. At this stage,
promotion strategies are developed that define the main
guidelines and detail the actions in the following areas:

— attraction of business from other territories: can be
used as preferences of the authorities, transparency of
regulation of entrepreneurial activity, and the level of
innovative development, international partnerships, high
indicators of the quality of life of the population —
producers and consumers of the regional product;

— content and expansion of the existing business, can

be expressed in a dialogue between business leaders and

representatives of regional authorities. The result of this
is the involvement of business in the development of
marketing strategies in the region, the integration of the
efforts of business structures and regional authorities in
overcoming the problems of socio-economic development;

— stimulation of small business development and as-

sistance to newcomers as carriers of innovative ideas

and high business activity;

— increasing the volume of exports and attracting fo-
reign investment: the region can gain an advantage by
becoming known as a producer of high-quality goods
or services, therefore it is necessary to promote brands
of products in the region;

— development of tourism and creation of tourist des-

tinations;

— involvement of a skilled workforce through the crea-

tion of an enabling system of employment and the

provision of decent working conditions.

The formed image is transformed into a regional brand,
which is the highest manifestation of emotional consumer
preferences. Brand creation — branding — involves an im-
age expressed in the form of presentation, which can be
positioned on the national and global markets.

Formation of a complex of communications promo-
ting the image is aimed at creating appeals to consumers,
selecting ways and channels for promotion, assessing the
possible degree of their workload, identifying sources of
data on the processes of image perception. The effective-
ness of the design of information exchange will depend
on the success of the whole process of promotion.

The system of image formation is based on various
and in nature, and the content of the methodology, the
arsenal of tools they use, is also quite branched. Since
the ultimate goal of the system is the creation of a re-
gional image project, after consideration and discussion
by the regional authorities and the public is accepted for
execution, a particular place among the methodologies is
given to the project approach.

The project approach can take into account both the
expectations of social groups and the uncertainty of the
environment in which the image is realized.

Also, this approach has many rapid response tools to
provide the ability to predict scenarios of future events,
form strategies and develop processes for their implemen-
tation [15].

The system of activating the image potential requires
the following functions (Fig. 5):

— minimizing the risks of rejecting the image;

— implementation of projects to create an image;

— formation of favorable conditions for activating the

image;

— analysis of the effectiveness of the use of image po-

tential.

Image project

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Tools:
Event-technologies
PR-technologies

Functions:

Tourist destinations
Innovative clusters
Cross-border
cooperation

the image

1. Minimizing the risk of
rejecting the image

ATL- and BTL- 2. Realization of projects
advertising on creation of image
Institutional support of $ 3. Formation of favorable
the image conditions for activating

4. Analysis of the
effectiveness of the use of
image potential

Methods:

Territory marketing
Distancing from
negative symbols

<:| Methods for assessing
the strength of a
regional brand
Comparison method
Cluster analysis
Institutional analysis

Positive image Attractive brand Competitive territory

Fig. 5. System for enhancing the potential of the image of the region
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Often, a territorial image is formed in the absence of
sufficient information and experience of the target audien-
ce. In this case, the basis of the image is based on mass
stereotyped ideas (and sometimes even mistakes), facts
drawn from the media, literary, cinematographic and other
sources.

However, an artificially created image may not reflect,
for example, the main social and economic characteristics,
problems and contradictions of the territory. Outside of
its attention can remain real principles and methods of
doing business, the peculiarities of life of the population,
the impact of the economy of the territory on the environ-
ment. Conversely, sometimes some real (or existed earlier,
and sometimes even fictional) feature of the region, or its
settlement in a hypertrophied or distorted form, can be
given as the main characteristic of the object.

The task that faces the promotion system is minimi-
zation of the risks of rejection. This is possible due to
the analysis of the expectations of target audiences from
regional development and the consideration of these facili-
ties when developing and implementing marketing policies.

The task of territorial marketing is influence, through
a certain set of tools and tools, the opinion, position and
behavior of internal and external consumers, and to stimu-
late contacts between them.

Marketing of the territory provides for a comprehensive
improvement of the territory, based on its three main purposes:

— territory — as a place of residence;

— territory — as a place of rest (natural environment);

— territory — and as a place of management (invest-

ment of production, extraction and processing).

Territorial marketing involves: branding the region,
public relations, promotion, event marketing, advertising
of regional projects.

The regions face the challenge of creating an effective
marketing promotion strategy that determines the concept
of positioning, shaping an attractive image, promotion tools,
expanding a loyal audience and developing the market.
In addition, it is necessary to develop a brand strategy,
a strategy to enter existing markets (penetration strategy),
a distribution strategy and communications. It is impor-
tant to use the approach developed during the seminars
and working groups, take into account the views of the
stakeholders.

Effective functioning of the system of activating the
potential of the regional image allows to increase the aware-
ness of the target audience about the region, events and
product offer, to create the attractiveness of the resources,
living conditions and business activity concentrated on its
territory. It is aimed at systematization and consolidation
of efforts to create a unified promotion strategy, to form
a positive perception of the region.

Tools for creating a territorial image in the traditional
sense include a set of marketing communications tools.
Such tools as advertising, public relations, direct marketing.
The image of the region can be considered as a commodity
in this case, according to the goals of implementing image
creation tools, creation, support and development of inte-
rest in the region arise.

Methods of promotion in the context of territorial mar-
keting include the following:

— definition of mechanisms for communicating positive

information to target audiences: public relations, pro-

motion campaigns using ATL advertising (advertising

in the press, television, radio and cinema), BTL adver-

tising (forums, exhibitions, presentations);

— purposeful dissemination of information on unique

characteristics and quality of goods, infrastructure de-

velopment, favorable investment climate, tourist at-
tractiveness and positive events, successes, people, etc.,
occurring;

— use of event technologies as a means of organizing

outstanding economic, scientific, cultural events in the

region;

— development of the region’s image as a set of brands

of the region’s production;

— organization of monitoring of the image of the region

and neutralization of negative stereotypes.

A carefully designed company to promote the image
can be defeated if there are negative associations with the
territory in the target audiences (for example, related to
anthropogenic disaster, crimes against humanity, impoverish-
ment of the population, lack of democratic freedoms, corrupt
government, etc.). Therefore, the formation of favorable
conditions for activating the image is impossible without
distancing from negative symbols and strengthening the
positive characteristics of the region. Effective tools in
this case are the transfer of the attention of the audience
to another object (manipulation) and propaganda.

7. SWOT analysis of research resulis

Strengths. Strengths of the proposed mechanism are its
versatility and the ability to use when forming the image
of a large region and a small town. Complexity of the
mechanism allows to develop measures, starting from the
idea of the territorial image to promote its holistic image.

Weaknesses. Negative aspects of the mechanism are weak
consideration of environmental factors that can radically
affect the results of the introduction of the image. This
sets new directions for further research and the possibi-
lity of improving the mechanism by developing a factor
analysis module.

Opportunities. The possibilities of applying the mecha-
nism are broad: from the development of image policy
at the level of a particular locality to the formation of
a strategy for the development of regions. The tools of
the mechanism can be used to diagnose the development
potential and develop measures for territorial marketing in
various economic systems, taking into account a certain
regional specifics.

Threats. Threats to the use of the mechanism are the
possibility of using biased information when developing
solutions for image formation. High risks of counteraction
of the external environment of application of toolkit of
the mechanism are also high.

8. Conclusions

1. The mechanism of formation and activation of the
potential of the regional image realizes the efforts of both
regional authorities and the society to promote the region
in the national space. The developed mechanism includes
subsystems that consistently reflect the algorithm for the
formation of the image: from design and delivery to a spe-
cific consumer. It is important that at the entrance to
the mechanism are precisely the interests of consumers
of the territory, provides a high degree of perception of
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the image by all target groups. The system of diagnostics
of the mechanism allows to allocate the priorities of the
image and to compare them with the potential for its
development. The system of image formation is aimed at
creating the desired image and its branding, taking into
account the peculiarities of the region and the possibili-
ties of communicative means. The system of activating
the potential of the image implies the realization of its
project in the conditions of a changing environment.

2. Each of the subsystems has its own tools, methods
for achieving the assigned tasks are methods:

— economic analysis;

— strategic management;

— territorial marketing;

— sociological research;

— psychology.

Only in combination of various instruments it is possible
to success in realizing the interests of the stakeholders
and effectively promoting the image of the region.

3. All systems of the mechanism are oriented to the
transformation of regional potential into a final product —
a positive image, an attractive brand, and in a nation-wide
and global dimension — a competitive territory.

The principles of the mechanism are:

— predictability principle, oriented to the forecast state

of the object;

— principle of staged, which involves a transition from

design to real action and allows you to ultimately achieve

your goals;

— feedback principle, which allows to correct actions,

obtain information on the results of design procedures;

— productivity (efficiency) principle focuses on the

result.

Perception of the image as a regional project allows
more mobile management of the processes of its creation
and promotion, contributes to a more efficient distribution
of the roles and statuses of all participants, and expands
the tools for its formation and implementation.
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