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CONSIDERING THE PSYCHOLOGICAL COMPONENT IN DEVELOPING
THE TOURIST TERRITORY BRAND

The article analyzes the main approaches to the formation of the brand of tourism territory. It is determined that in order to
create the brands of tourism territories is not only creating a positive and attractive image of the region or other place but
the spread of the image in space to obtain maximum benefits and gains for its residents. We have found that such human
Sactors as information from the media, the Internet, myths play an important role in the forming of the tourism territory
image. Besides choosing one or another tourism product buyer prefers that, as it seems to fit his character. Consumers make
their choice on the basis of a holistic image of the tourism product, which is formed by the interaction of their ideas about
important features of a given product group, information, advertising, communicating with others, prices, tourism product
availability.

Getting emotions, their own feelings and experiences, no matter what — sensory or mental — are important psychological
aspects while developing the brand of tourism territory.
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Onexcanopa Kyopax
acnipanm xageopu ynpagninus npoekmamu
OPIIY HAAY npu llpesudenmosi Yrpainu

BPAXYBAHHS IICUXOJIOTTYHOI CKJIAJIOBOI
ITPY PO3POBJIEHHI BPEHY TYPUCTHYHOI TEPUTOPII

B cmammi npoananizosamno ocnogni nidxoou 0o gopmysanns bpendy mypucmuunoi mepumopii. Busnaueno, wo memoio
cmeopenns Opendie mypucmuuHux mepumopiii € He Miivki POPMYCAHHI NOZUMUCHO20 | NPUBAGIUE020 00paA3Y peziony
abo w020 Micys, ae i NOWUPEHHs 1b0o20 00PaAsy 6 NPOCMOoPi Ol OMPUMAHH MAKCUMATLHOT KOpUCMI U 6uz200u 0Nt 1020
Jcumenie. Bcmanoeneno, wo 6ajciugy poiv y Qopmyeanti mypucmuunozo obpasy mepumopii 6idizpaiomy maxi 1o0coKi
paxmopu, sx ingpopmayis 3i 3MI, Iumepnem, mipu. Oxpim mozo, npu 6uUGOPi MyPUCMUUHO20 NPOOYKMY NOKYneyb 6iddae
nepesazy momy, SKutl, K iomy 30acmvcs, 6ionogioace tiozo, nokynys, xapaxkmepy. Cnoxcusaui 30uicH0OMs C6iil 6UGIp Ha
OCHOBL YINICH020 00PA3Y MYPUCTIUUHO20 NPOOYKMY, WO DOPMYEMbCS Y HUX 6 pe3yivmami 63acModil iXHix yseiens npo
Hauyuwyi sxocmi 045 0anoi npodyKmosoi pynu, iHGopMauii 3 pexiamu, CRIIKYEANHS 3 THIUUMU JH00bMU, YiHlL, 00CMYNHOCMI
MYPUCTUYHO20 NPOOYKMY.

Ompumanus emouiil, eracnux eiouymmie ma 00C6i0, HEGANCIUBO KU — UYmmeEGUil abo iHMeNeKmyaivHuil, — 6azoMi
NCUXON0ZIUHT acnekmu npu Po3pobienni 6pendy mypucmuunoi mepumopi.

Kmouosi caoea: 6pend, 6pend mypucmuunoi mepumopii, imioxc, idenmuunicms Hayii, KyivmypHa cnaouunda.

Anexcanopa Kyopax
acnupanm kagheopsl ynpasienus npoekmamu
OPUTY HAT'Y npu [lpesudenme Yrpaumnovi

YYET HICUXOJOT'MYECKOM COCTABJISIOIIEN
TP PABPABOTKE BPEHJIA TYPUCTHYECKOHN TEPPUTOPUHU

B cmamwe npoananusuposanvt ocrosnvie no0xodvt k gopmuposanuio 6penda mypucmuueckoii meppumopuu. Onpedeneno,
umo ueavio cosdanus 6pendos MypUCMUUecKUx meppumoputl A6isIemcs e moibko GOPpMUPOSAHUE NOLONCUMENLHOZO U
NPUGTEKAMENLI020 00PA3A PEZUOHA UL UHOZ0 MECNA, HO U PACTPOCIPANEHUE IM020 00PA3A 6 NPOCMPANCMEE Ol NOIYUCHUS
MAKCUMATLHOT NOJL3bL U 8bi200bL OILSL €20 HCUMELCL. Yemano8AeHo, Umo aNcHy10 Poib 8 POPMUPOSAHUU MYPUCTIUYECKOZO
o6pasa meppumopuu uzpaiom maxue ueroseweckue Qaxmopol, kax ungopmayus us CMU, Humepnem, mugor. Kpome
mozo, npu 6v60pe MYPUCMUUECK0Z0 NPOOYKMA NOKYnameib omoaém npeonoumenue momy, KOmopulii, Kax emy Kajicemcs,
coomeemcmeyem ezo, nokynamens, xapaxmepy. Ilompebumenu ocywecmensiom 6ot 6bi60p Ha 0CHOBE UEAOCII020 00pa3a
MYPUCMCK020 nPoOYKma, KOMopwiii (YOPMUPYEMCS Y HUX 6 Pe3yIbmame 63auMO0eliCmeUs. ux npe0cmasieHull 0 SHAUUMDLX
Kauecmsax 0ist 0anHoU NPoOYKMOGOL ZpYNNvl, UHMOPMAUUU U3 PEKLAMBL, 00UWeHUs C OpYumi J100bMU, UeHbl, 00CMYNHOCIU
MYpUCmMuUuecKo20 npooyxma.

Honyuenue smouuil, coGCMBENHbIX OUYWEHUTL U ONBIMA, HEBANCHO KAKOZ0 — UYGCMBEHN020 UNU UNMELIEKMYAIbH0z0, —
BECOMBLE NCUXOJOZUYECKUE ACNEKMbL NPU POPMUPOsaHuY OPeHOa mypucmuueckot meppumopuu.

Kniouesvie cnosa: 6pend, 6pend mypucmuueckot meppumopuil, UMUOINC, UOCHMUUHOCTb HAUUL, KYAbmypHoe Haciedue.
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4 The problem is of forming the image of the
territory, region has practical social and psychological
and economic significance, since territorial symbolic
capital, a positive image of the territory and successful
brand — is a tool of economic competition and an
instrument of struggle for recognition, the key to
attracting investment to the development of the country,
region, city, rising tourism flows, the development
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of local infrastructure. One of the possible options to

declare a competitive advantage in the market and
increase the attractiveness of territories for potential
tourists and local population — is creating an attractive
brand of tourism territory.

In the era of globalization, which erases national and
cultural borders between countries and represents the time
of global corporations and global brands the necessity of
having your own unique image is great as ever. This is
because any territorial entity related to multiple messages
channels from other areas — transport, communications,
finance, energy and many others. In modern conditions
territorial units - regions, municipalities, the population
is the subject of competitive relations to involve various
factors of production - capital (investment and budgetary
resources, labor, tourists, etc.). In a constantly growth of
competition under equal conditions of managing marketing
of any territory, namely such marketing categories
as brand and image are important when comparing
geographical areas which are in almost identical economic
conditions. In this regard, more and more countries and
cities are specifically dealing with the promotion of their
territories and the formation of its own brand, which
determine the attractiveness of tourism territory [12]. In
the context of globalization, they lead, on the one hand,

to increasing competition of territories, on the other —
to the differentiation of their economic specialization,
territorial marketing plays the particular role. In terms of
investment attractiveness and attractiveness for living
territory image is considered, one of the key components
of which is the brand. By virtue of this marketing and
branding as the process of formation, development and
support of brand territory is becoming an integral part of
the modern territorial strategic planning [6].

# Fundamental scientific work, which started the
studying the brand of tourism territory was tourism the
paper of F. Kotler "Marketing. Hospitality and tourism".
A significant contribution to solving the problem of

branding territories study have made foreign and Russian
scientists Anholt S., Vizhalov D., Kotler F., Makatrova N.
Smirniahin L. and others. Bogush D., Laba V., Nahorniak
T. are engaged in applied aspects of national brand
development and branding the regions of Ukraine.

# Territory branding in tourism — is a relatively
new trend that is not common, proven over the years
and universal creating and promoting technologies.
Today, available works, which mainly cover the general
provisions of creating the brand of tourism territory and
little attention is paid to the psychological aspects. In
this regard, particular relevance acquires the studying
psychological component while developing the brand
of tourism territory.
¢ The purpose of the article is to analyze existing

# Currently, any region to promote tourism

development has a developed complex of various
marketing activities, including the increasing popularity
of creating a positive attitude towards the region and its
recognition — territorial branding.

Branding of cities and territories is now a dynamic
industry where regions, cities try to present themselves
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for different audiences, mostly for tourism. According to
Simon Anholt, the UK government advisor, who initiated
the research of Index attractiveness of the city brands.
(Anholt City Brands Index — CBI), the city has always been
brands in the literal sense of the word, Paris — romance,
Milan — style, New York — energy, Washington — power,
Tokyo — modernity, Barcelona — culture, Rio de Janeiro —
entertainment, etc. Large capital-cities are the economic
and cultural centers of the nation, which become the
platform of international competition in the capital, talent
and fame. Brands of these cities are closely linked to the
history, traditions international importance of cities and
is an important factor in the competition for consumers,
tourists, investment, prestige and impact [2].

Definition of national features and traditions are
prerequisites for the development of territory branding,
because the essence of brand consists not only of
recognizable companies and products, but also of culture,
with all its components: language, literature, music,
sports, architecture.

Positioning the positive image of the region, which
should be unique, is becoming a necessary condition
for the development of tourism territory for which the
brand is created. Tourism destinations branding plays
a fundamental role in marketing of territory image and
tourism destination marketing strategy and is the main
tool in forming the destination image.

The term "brand" in the literal translation from English
means "a stigma". The American Marketing Association
defines a brand as a name, term, sign, symbol or any other
feature, and combinations thereof, which are intended to
identify the goods or services of one seller or group of
sellers and to distinguish them from the goods or services
of other sellers [14].

The analysis conductedinthe lastdecade of researches
in the field of territorial marketing allows identifying a
number of trends, including the fact that marketing and
territory branding are becoming the strategic direction
of social and economic development and a major factor
of territorial management, particularly for countries that
actively operate at globally tourism market [10].

Ingeneral, the branding —is a new business philosophy,
which is to create and maintain the attractiveness and
prestige of the territory and attractiveness of resources
focused on it and their realization [8].

Tourism brand — is known object or set of objects of
natural, cultural and historical heritage, and a route that
includes visits to these facilities, unique events, crafts,
services, classes, which attracts large number of tourists.
Tourism brands — are the outstanding monuments
that are shown guests of the territory in the first place,
without observing them the acquaintance with this

%territory is generally considered incomplete [7]. The
o idea of the brand is the result of a creative process of

approaches to the formation the brand of tourism "= designing of associative and psychosemantical meanings

territory and determining the psychological component

while developing the brand of tourism territory.
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in the perception of the region on the basis of common
archetypes of the target audience at three levels:
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« rational (benefits and advantages);
» emotional (pleasant feelings);
« spiritual (value brand to their needs and lifestyle).

In other words the brand of the city closely links tangible
and intangible (including symbolic) territory resources [1].

While creating territory brands the target audience
for which is allocated or highlights one or another
characteristic of the place is important i.e. we need a
so-called brands focusing. Tourists and travelers are
interested in unusual natural attractions, special tourist
routes, unique museums and their collections, places
where famous people lived, places of memorable
historical events, etc. But not every tourist is interested in
a particular destination. Destination will simply lose their
money if it is trying to attract all those who do travel. It is
necessary to clearly identify target markets. In addition to
well-designed target audience one should not forget about
the image of territory, because the positive image is one
of the main preconditions for increasing the demand for
tourism product. A researcher in the field of management
sociology and imageology Shepel V. M. without reducing
image to appearance, nevertheless brings the concept of
"image" out of the visual image, treating it as an individual
look or aura generated by the media, social group or
own efforts of the individual to attract attention, focusing
it on the visual attractiveness of the individual, that quite
narrows interpretation of the image [12]. Therefore, we
can claim that a well-formed image plays an important
role in the perception of the tourist area.

At present socio-economic conditions of areas, which
have a unique competitive advantage in most cases, the
only way is to get economic profit in the long run. These
essential competitive advantages include tourist brand,
which is the factor of economic growth for the territory
and the formation of social identity of the region. Since
the mass consciousness has many common notions
of territory at the mention of which stereotypical set of
major attractions and characteristics of countries and
their peoples comes to memory, and that is and might be
interested to the listeners in drawing their attention, and
sometimes even to break a desire to see the reality of the
information heard. In other words, the correct presentation
of information on almost all territory may be the subject of
mass interest and piece of mass notions.

By the definition of Voropaieva T. V. the identity of the
nation — is its civilizational brand, socio-cultural niche of
the country, a defining principle of foreign and domestic
state policy. [2; p.186]. Therefore, the perception of a
territory by tourist brand, which can be formed based on
the mentality, social consciousness, the way of thinking of
the people, allows tourist or even a resident of the area to
associate a brand with their own emotions and feelings.

In this connection it should be emphasized that the
brand should be focused not only on external customers,
involvement of people, resources and orders that are
necessary for the development of the region, but also for
local residents, helping to create a sense of unity, patriotism
and responsibility for his small native land. In this case we
can say not only about the specific and directed correction
of the method of the region if necessary, and its targeted
advertising, but also the historical and cultural analysis of
the uniqueness of the territory, as based on socio-cultural
space, shared history, features of the regional culture the
ideas of uniqueness, region originality are formed, which
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is the key to success in creating a favorable territory
brand.

However, the purpose of creating brands territories - is
not only creating a positive and attractive image of the
region or other place. This is also a desire to spread that
image in space to obtain maximum benefits and gains for
its residents as brand is not just a trademark or a territorial
symbol;. This harmonious symbiosis of social and cultural
environment of the region, its infrastructure, administrative
and business links, investment attraction, authentic ethnic
culture finally monuments that attract tourist flows [7].

Regional features, national traditions and historical
memory of the people, ideologies, etc., create a complete
image based on which we identify a country of the
entire world community. It must be emphasized that in
each region the set of branded historical and cultural
characteristics — its own, and it is not constant. The study
of domestic experts involved in the study of historical
and cultural anthropology brands territories showed that,
recalling images of specific areas, people produce a lot of
attractive sights and events that really look as vivid branded
characteristics. Such human factors as information from
the media, the Internet, myths, etc. play an important role
in forming the image of the tourism territory. When forming
the tourism territory image tourism brand is the core on
which information transmitted via communication (about
objects, phenomena and events in the country that are
not branded for it) is piling. This combination creates a
subjective tourist image. If directly visiting countries and
region is added to such combination - the objective image
is formed (table 1) [7].

But we cannot close our eyes to the fact that the
directed territory branding it is impossible to ignore their
negative characteristics that are highly spread in the mass
mind, and which to be gradually soften [6, p. 9].

While developing the tourism brand as a system of
identification specialists seek to create a set of visual
signs that ideally have semantic meaning (symbol,
color, slogan, image, etc.) and allow establishing the link
between tourism brand and buyers, to set a clear position
of tourism brand in the system of values and preferences
of consumers [6].

Visualization tourism destinations brands in the form
of a logo or trademark, being the quintessential branding
process, is based on several stylistic approaches, as
international practice shows:

1. Children’s picture, children’s animation, style, tell
consumers that tourism is cheerful, childishly directed,
with open human activity.

2. Flowers as national symbols or symbols of
hospitality and cordiality.

3. The colors of the national flags as the basic
elements of territorial identity, symbols of national or
regional priorities.

4. The main international symbols of cordiality and
hospitality.

Taking into account the psychological characteristics of
consumers and physiological characteristics of human in
the perception of information from the environment (70%
of the information is received through the organs of vision)
territory branding requires the active implementation
of the visual component of marketing, expressed in the
existence of an emotionally attractive symbol (logo) that
reflects its style, atmosphere and mood.
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Table 1

The emotional sources of forming the country tourism brands

Sources of information Perceptions

Po

sitive emotions Negative emotions

Cognition using mass media | Visual, auditory

The desire to see with my own
eyes, the interst

If the tourist did not personally see
the tourist brand of the country, no
negative emotions

Formation at personal visit of | Visual, auditory, | The aesthetic landscapes, | Disappointment, hope for more6
the object kinetic, aromatic beautiful architecture, friendly |tourist brand does not perform the
atmosphere and bright | appropriate function
impressions

The growing influence of brand symbol on consumers’
behavior causes the formation of symbolic brand-capital
of territories, which depicts the growth of its attractiveness
and awareness among other tourist destinations [10].

Consequently, the territory can only be supplied with
an effective brand, when develop a visual symbol. Thus
the semantic meaning of the brand in terms of its market
promotion in this case is concentrated in the visual symbol.

Moreover, a visual symbol of brand of the territory as a
fairly specific object can detect its dissemination channels,
choose advertising and promotional tools, more effectively
allocate funds to support and promote the brand, etc.

People tend to ascribe things that surround them
human and personal characteristics. When choosing one
or another tourism product buyer prefers that, as it seems
to fit his character. Because the tourism brands can be
personalized by buyers, between people and tourism
products the relationships very similar to the relationship
between people may be established. Consumers carry
out their choice on the basis of a holistic image of the
tourism product, that formed by the interaction of their
ideas about significant qualities for a given product group,
information from advertising, communicating with others,
prices, availability, tourism product and others. But when
discussing the various tourism brands belonging to one
and the same group, consumers often use different
criteria (for example, one tourism brand is «fashion» and
the other is «safe»), and the problem of comparison of
objects described by various consumers by (usually, of
course, slightly ordinary) the set of criteria is occurred [9].

One of the factors that stands for socio-cultural and
tourism development of territory is a historical-cultural and
natural heritage. For some areas orientation on cultural
heritage resources is one of the real opportunities for
economic and social recovery [6; p.132]. Besides the
cultural heritage — is an economic value, and it is a public
good. It includes aesthetic, historical, social, spiritual
and educational values. Because tourism has a major
impact on key sectors such as transport services, hotels,
restaurants, trade, construction, production of consumer
goods and many others, acting as a catalyst of social
and economic development. There are cultural events,
projects, historical events worthy not just to mark territory,
but also to successfully promote at interregional markets.

Today, people want to go where they can get the
emotions and experiences that matter — sensual or
intellectual. In other words, you need to sell not only the
product, but also the associated emotions. [13] The brand
capable of displaying the «set of perceptions in the mind
of the consumer» (Paul Feldwick), can be described as
the sum of all human experience and his perception of an
object, product, service, etc.
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We can conclude that product of branding creates in
the minds of consumers many unique for each individual
associations (images) that may well meet the realities of
the few tourism product. Everyone sees it in their own way
and create a tourism product, in its sole discretion.

@ After reading the above material, we can understand |
that the brand is now the basis for competitiveness in
any field. This is a unique tool for building confidence. In
order to induce and maintain confidence, it is necessary
to stand out emotionally, believe in its uniqueness and
attractiveness of your tourism territory.
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