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AnHOoTanusi. C pa3BUTHEM Typu3Ma MOSBISIETCS HEOOXOIUMOCTh MOJEPHHU3ALUU
MyTel U CIIocOO0B MPHUBIICYEHUSI BHUMAHUS TYPUCTOB K AecTuHAMU. OTHOCUTEIHHO
HOBBIM METOJIOM BO3JCUCTBUA Ha NOTpPeOUTENs SABISETCS OPEHIUHI — OJUH U3
HanboJiee BaXKHBIX MPOLIECCOB MPOJBUKEHUS TEPPUTOPHA, criocobcTByromuUi (op-
MHUPOBAHHUIO KOHKYPEHTHBIX IMPEUMYLIECTB U ONPEJECICHHOTO HUMUKA OTAEIBHO
B35ITOM MECTHOCTH, YTO IO3BOJISET MMO3ULHOHUPOBATh TEPPUTOPUIO KaK IPUBIICKA-
TEIBHYIO /ISl NOTEHLMAIbHON ayauTopun. Llens ucecnenoBanus — pacCMOTPETh CyIIl-
HOCTb OpeHJMHra Kak MHCTPYMEHTa MpPOJABMKEHHUS Typu3Ma (C OJHOW CTOPOHBI) U
KaK MHCTPYMEHTa COLMAJIbHO-9’KOHOMHUYECKOro pa3BUTHs (C Apyro cropo-
HbI). B paboTe ObUIM HCIIONB30BaHbI CIEIYIOIINE METO/IBI HCCICIOBAHUS: METO/ JIe-
OYKIUM U WUHAYKIHWWA; CUCTEMHOIO HAYyYHOTO IMO3HAHUS M JIOTHYECKOrO aHAJIN3a;
CHHTEe3a U 00001eHns. PacKpbIThl MOAXOB! K COAEPIKaHUIO KaTeropuu «OpeHI» B
HAY4YHOH COLMAIbHO-dKOHOMHYECKOW nuteparype. Jlana knaccudukanust OpeHI0B
o omnpenein€HHbIM NpuHuunam. llpencraBieH MexaHu3Mm (QopMUpoBaHUs OpeHaa
tepputopun. [IpoBeseH aHanu3 cyuecTByomux 0peHaoB B Boponexckoii o6nacT.
Bbpenn pernona paer BO3MOXHOCTb CO3/1aTh JIOTIOJIHUTEIbHbBIE KOHKYPEHTHBIE IIpe-
HUMYIIECTBA U BBICTyIAeT rapaHTOM OOECIEUYeHMs COLMAIbHOM CTaOWJIBHOCTH, a
TaK)X€ KOHKYPEHTOYCTOMYMBOCTH TEPPUTOPUU. BpEHAMHI TEPPUTOPUM MOXKET BBI-
CTYNHUTh METOJIOM YIIPABJIEHUS COLMAIbHO-DKOHOMUYECKHUM pPa3BUTHUEM pPETHOHA,
YTO CHOCOOCTBYET IOBBIIIEHUIO PETHOHAIBHOM KOHKYPEHTOCIIOCOOHOCTH 4epe3
IIPUBJIEYCHUE BHEUIHUX M PAa3BUTUE BHYTPEHHUX PBIHKOB, NPEOJI0JIeHUE JeduiuTa
Pa3IMYHBIX PErMOHANBHBIX pecypcoB, (GOpPMUPOBAHUE TpPEACTaBIECHUI MOTpeduTe-
neit 00 YHUKaIbHOCTH TEPPUTOPHUH.

KiaroueBble ciaoBa: OpeHJ  TEppUTOPUM; HMMIK; TYpPU3M;  COLUAJIbHO-
HKOHOMHUECKOE pa3BUTHE; BopoHexckas obaacTb

Jdas mutupoBanus: Sxosenko H. B., KomoB U. B. Typucruueckue OpeHAbl Kak
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Abstract. With the development of tourism there is a need to modernize the ways
and means of attracting the attention of tourists to the destination. A relatively new
method of influencing the consumer's desire is branding — one of the most important
processes of territory promotion, which contributes to the formation of competitive
advantages and a certain image of a particular area, which allows positioning the ter-
ritory as attractive to a potential audience. The purpose of the study is to consider the
essence of branding as a tool for promoting tourism (on the one hand) and as a tool
for socio-economic development (on the other hand). The following research meth-
ods were used: method of deduction and induction; system scientific knowledge and
logical analysis; synthesis and generalization. The authors reveal the category
"pbrand"” in the scientific socio-economic literature is revealed, provide the classifica-
tion of brands according to certain principles, and present a mechanism of formation
of the territorial brand is presented. The analysis of existing brands in the VVoronezh
region is conducted. The brand of the region provides an opportunity to create addi-
tional competitive advantages and acts as a guarantor of social stability, as well as
the competitiveness of the territory. Branding of the territory can act as a method of
management of socio-economic development of the region, which contributes to re-
gional competitiveness through the attraction of external and development of domes-
tic markets, overcoming the deficit of various regional resources, the formation of
consumer perceptions of the uniqueness of the territory.

Key words: brand of area; image; tourism; socio-economic development; Voronezh
region.
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BBenenue. lleHTpaqbHBIM 3BEHOM CO- YUMBIM TYPUCTCKUM MOTEHLHUAJIOM, BBICTyIIaA-
BPEMEHHBIX METOJIOB MapKETUHIOBOI'O IIPO- er OpenauHr. HecMoTps Ha TO, YTO TEPMUH
JIBUKEHUSI TEPPUTOpPUH, OO0JaJaronnMX 3Ha- «OpEeHIMHT TepPUTOPUN» TOSIBUIICA TOJIBKO B
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XXI B., U31aBHA JIOU CTPEMWIUCH CO3/1aTh
ONMaronpusITHbIE YCIOBUSA JI TPUBICYCHHUS
pecypcoB, chopMHpOBaTh UMUK TYPUCTCKON
JECTUHAIIMU, CIOCOOCTBYIOIMMN auddepeH-
LUalUU MPOAYKIUH, PAaCUIMPEHUIO IIEJIE€BOI
ayJIMTOpUH, a TaK)KE 3aBOEBAHUIO HOBBIX CET-
MEHTOB MOTPEOUTENHCKOTO PHIHKA U B UTOTE
— K (OPMHPOBAHUIO YCTOMYMBOIO MOJONKH-
TEJIBHOr0 00pa3a B CO3HAHUU MOTpeOUTENeH,
CBSI3aHHOT'O C KOHKPETHOM Teppuropuen. Ec-
J1 B KauyecTBE OCHOBHOTO OOBEKTa Ipoliecca
MOCTpOeHUs OpeHJa paccMaTpuBaTh TypHU-
CTHYECKYIO JIECTHHALUIO, TOT/1a M0J1 OpEeHAOM
CJIeIyeT MOHUMATh YHUKAJIbHBIN U KOHKYPEH-
TOCTIOCOOHBIM 00pa3 TeppUTOpUU AJST BHYT-
PEHHET0 M MEXAYHapOJHOIO IMO3ULMOHUPO-
BaHUA KaK MPUBJIEKATEILHOTO MecTa JyIs IO0-
CEUICHUM M Typu3Ma. YJAa4yHO CIPOELHpPO-
BaHHbIE M IIPEJCTaBICHHbIE OpEHIOM IIpe-
MMYLIECTBA MOKA3bIBAIOT MOTEHUUA JUIsl UH-
BECTUPOBAaHUSA B UH(PPACTPYKTYpy TypU3Ma U
JIpyTue HampaBlieHHus. 3a1adeld OpeHa TaKkxke
SIBJISIETCSL CO3[JaHUE TOJOKUTEIBHOTO 3MOLU-
OHAJBHOTO (hOHA BOKPYT TYpPHCTCKOHM IeCcTH-
Hallud W JIEMOHCTpAalusi OCO3HAHHOW MpHU-
BEP)KEHHOCTH OpeH/y CO CTOPOHBI MECTHOT'O
HaCEeJICHHUS.

Henas wucciienoBanus — paccMOTPETh
CYIIHOCTh OpEeHIUHTa KaKk HMHCTPYMEHTa Tpo-
JBUKEHHS TypU3Ma (C OJHOM CTOPOHBI) M KaK
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WHCTPYMEHTa  COLIMAJIbHO-3KOHOMHUYECKOTO
pa3BuTHUs (C IPYroii CTOPOHBI).

Matepuanabl u meroabl. Cpemu yue-
HBIX, 3aHMMAIOIIUXCS TEOPETUUYECKHUMH U
MPAKTUYECKUMHU aCIIeKTaMU U3y4eHUs OpeHa
peruoHa, otMetuMm crenyromux: @. Kotuep,
K. Actityna, 1. Xaiinep (Kotnep, Acrutynna,
Xannep, 2005). TeppuTopualibHBIM Mapke-
TUHT U €r0 0COOEHHOCTH JE€TaIbHO OCBEIICHbI
B Tpymax T. A. AtaeBa (AtaeBa, 2012),
A. C. bpycosoii (bpycona, 2010), . C. Ba-
xenuHoi (Baxenuna, 2007), B. A. 3sa3una
(3s13una, 2010) u np. (Konomuit, Poguonosna,
2015; Ogsuaposa, 2008; Ilankpyxun, 2006;
[Mapmmn, 2015; Centokos, 2013; ApacinanoBa
u gp., 2017, VYcarosa, 2012). Henocpen-
CTBCHHO BIIMSTHHE PETHOHAIBHOTO OpEeHIUHTA
Ha COLMAIbHO-?)KOHOMHMYECKOE Pa3BUTHE DPe-
rHoHa mnpejcTasieHo B padorax JI. B. KoBsi-
HeBori (Koswiaera, 2005), E. A. Komaposa
(Komapos, 2011) u ap.

B pabore ObuIM MCHOIB30BaHBI CEAY-
IOIUE METOJIbl HMCCIEAOBAHUA: NEAYKIUH U
WHIYKIUH; CHCTEMHOTO HAyYHOTO TMO3HAHUS
W JIOTUYECKOTO0  aHajlu3a; CHHTe3a |
000011eHus.

Pe3yabTarsl ucciieoBaHus U UX 00-
cy:kneHue. TeppuTopuaiabHbIi  OpeHIUHT
MOJIpa3yMeBaeT Moja coOOM MO3UIIMOHHPOBA-
HUE TEPPUTOPUH KaK 00Jafaromiel 1 npusJie-
Kamoled yHUKaJdbHbIEe pecypchl (ATaeBa,
2012). ITo cBoeii cyTu 3Ta KaTeropus odyaga-
€T M COIepP)KaTeIbHBIMU, U CUCTEMHBIMHU TIPH-
3Hakam# (puc. 1).
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YHMHaﬂbelﬁ SMOLIMOHElﬂbHD—I'IOﬂﬂTMBHbIﬁ

00pas, 00yCN0BNEHHDIA NPUPOAHBIMM,
MCTOPUMYECKMMU, TPOUNIBOACTBEHHBIMM,
COLMANBHO — RYNLTYPHLIMU U LpYTUMU
0cOHEHHOCTAMM TEPPUTOPUM, CTABLLMIA
LUMPOKO U3BECTHBIM 001LLeCTBEHHOCTH

obelaHWe NoTpebuTenam TeppUTOpUn
KeMaemblx NOTPebUTENbCKUX KauecTs

rapaHTWA KaYeCcTBEHHOTO

YLOBNETBOPEHMA 3aNPOCOB

noTpebuTens TeppuTopUM,

NoAY4eHUA onpeseneHHbIX
BbIrof,

BamHelwmMiA pakTop
KOHKYPEHTHbIX
NPeUMYLLECTB U 0X0L,0B
TEPPUTOPUM, LLEHHDINA
HemMmaTepPMaNbHbIN aKTUB ee
IKOHOMMEKM

MOBbILIEHHbIM CyOHEKTUBHBIN YPOBEHD
LLeHHOCTU TEPPUTOPUM ANA NOTpebutenan
€ro y,0BNeTBOPEHHOCTH, GOpPMUPYEMbIA
yepes No3WTUBHbIE accoLMaLIUK,
noby:kaatolime K noTpebneHnio
TEPPUTOPUM M HANOMMHRIOLLME O HEW

Puc. 1. Bpeno meppumopuu
Fig. 1. Brand of the area

OcHOBHBIE O0OCTOATENBCTBA, KOTOPHIE
00yClIaBIuBalOT HEOOXOAMMOCTh Pa3pabOTKH
OpeHzia TEppUTOPHH, MOXKHO CHCTEMAaTU3UPO-
BaTh CJIEIYIONIMM 00pazoM:

1. Bo3spacraromas riaobanpHas KOH-
KYPEHITUS MEXKIY T€ONpOIyKTaMH (TEpPHUTO-
pUSIMH) Ha PHIHKE MHBECTHUIIMIA;

2. Bospacratomas KOHKYPEHIIHS
MEXJy reo- (TeppUTOpUSMH) U TYpPHIPOIYK-
TaMH Ha PhIHKE MEXIyHAPOIHOTO TYPU3Ma;

3. AxTtuBu3anus OpeHANHTa TEPPUTO-
puii BHyTpH Poccun.

Kaxnplii pernoH crapaeTcst BHICBETHTH
HanOoJlee TEePCIIEKTUBHBIC HANPaBICHUS IS

pa3BUTHS W TPUBJICYEHHUS YaCTHBIX U TOCY-
JApPCTBEHHBIX HWHBECTUIMU. OOIIel TeHeH-
UeH sBIseTCsl TOT (QakT, YTO OPEHAUHTOBBI-
MH IIPEUMYIIECTBAMH, HA KOTOPBIX JIEJIAI0TCS
aKILICHTBI, BCE 4Yallle CTAHOBATCSA HEMaTEpH-
albHbIE AaKTUBBL. TypucCTHYECKHE OpeHIIbI
MOXKHO  KJIACCU(HUIMPOBATh MO  pa3HbIM
npunuunam (bpycosa, 2010), (puc. 2).

B Poccun 6bu1 opranmzoBan Hammo-
HaJbHBIA PEUTUHI TYPUCTHYECKUX OpEeHJIOB
TOII-100. B wuroroByro Tabmuily peWTHHra
BolLIM 63 OpeHaa B 22 HOMHMHALIUAX C COBO-
KyIIHOM TOJ0BOM BBIpYYKOH Oosee 5,5 mupa.
pyo0. (Tabm. 1).
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Pervon, yactb
TePPUTOPUM, MECTHOCTD,
nobepexbe

MpupoaHble 06BEKTEI
(pekw, ozepa, BepluMHBI,
sogonagbl)

MamMATHWKK KYNbTyPbl U
WCKYCCTBa {ABopLbl,
ycaabbbl, xpambl, 40Ma,
mMmy3sen 1 ap.)

BpeHaoBble MmapLupyThl,
TypbI

CobbiTus, meponpuaTks,
becTMBanu, NpasgHUKK

MpupogHble ABAEHUA

fepou: UCTOpUYECKME
JIM4HOCTH, Hapoabl,
BbIMBILL/IEHHbIE
nepcoHaxu, B TOM YUCIe
MecTa, CBSI3aHHbIE C UX
KU3HBIO

Ycayru Ega, HanuTKu

Puc. 2. Tunvr mypucmuueckux openoos
Fig. 2. Types of tourist brands

Tabauya 1
Hayuonanvustit petmunz mypucmuueckux openoos-2018
Table 1
National rating of tourist brands-2018
Oo01mee xo-
Mecto HaumenoBanue Openia JIN4€eCTBO
0aJU10B
Homunanus «bpeHa peruona»
1 Teppa bamxupus (Pecny0nnka bamkoprocran) 40
2 Jluneuxas 3emns (JIunerkas o6macTp) 39,7
3 _
Homunauust «bpena ropona»
1 Benukuii Hosropoa — Ponuna Poccun 42
2 XpyctanpHoe cepaie Poccun (ITen3enckas 001acTh) 24
3 VYeriokHa — ropo Ky3HenoB (Bosorojckas 061acTs) 18
Homunanus «OTesin ¥ TOCTHHUIBD)
1 I'octunnunsIi koMieke «Termnoe mope» (ITpumopckuit kpaif) 30,3
2 Ortenb «Ilyp-HaBomok» (ApxaHTenabCck) 25,3
3 AMAKC/AMAKS (cetb oterneii) 20
Homunauust « MUHH-0TEIb)
1 [Tancuonar «Poguna» (EcceHTykn) 38,4
2 «OcHabprok» (TBeps) 38
3 busznec-tientp-orens «Cronuia [ToMopes» (ApXaHTENbCK) 35,6
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Oowmee ko-
Mecto HaumeHnoBaHue Openia JINY€eCTBO
0aJ1JI0B
Homunauus «Pecropanbl u kage»
1 «Bunoreppus» (Kpacnonapckuii kpaif) 28,4
2 «ITenater» (SIpocnasip) 26,3
3 «KperocTHo# Baim» (A30B) 22,5
Hovunanus «CaHaToOpuM M 31paBHULIBI
1 Canatopuit «Mcrounuk» (EccenTykn) 40
2 Canatopuit umenn 30-netust [To6ensr (XKenesnoBoack) 29,6
3 Canatopuit «Poguux» (Ilsturopck) 28,7
Homunanus «3aropoaHblii oTesib»
1 Kommekc otasixa «3aBumpoBo» (TBepckas 06macTs) 42,5
2 «CHexHas nonuHa» (KamuaTckuii kpaif) 40,8
3 baza otnpixa «Otpana» (Pecry6imka MopaoBust) 38
Homunanus «Ilapk pa3siedyenuin»
1 [Tapk arTpakumronoB Cutu-mapka «I'pamx» (Boponex) 52,1
2 Junollapk (benropo) 24
3 [Tpumopckuii capapu-napk (IIpumopckuii kpaii) 22,3
Homunanus «@egepajbHbIii My3eiD)
1 Tynbsckuii my3eit opyxus (Tyna) 59,7
2 Kynukoso none (Tynbckast 061acTb) 59
3 PocroBckmii kpemib (SpociaBckast 001acTh) 38
Homunanus «PernoHajJbHbIi My3eiD)
1 Mys3eit Opb3u (CapaHck) 41,2
2 [MaxmaTtoBo (MocKkoBCKast 007acTh) 28
3 JBoprossiii kommuiekc OnpaeHOyprekux (Boponexckas 061acTp) 27,5
Homunanus «YacTHbiii My3ei»
1 Bsarckoe (SIpocnaBckas 061acTh) 40,1
2 Bynkanapuywm (Ilerponasnosck-Kamuarckuit) 39,3
3 Mys3eit Uepnombipanna (OpenOyprekast o0nacTh) 12
Homunanus «PoguHa CKa304HOI0 repos»
1 Bemukuit Yctior — ponuna [lena Moposa 32,3
(Bomoroackast 065acTh)
2 Pesunennus Cuerypouku (Koctpoma) 29
3 [Tanex — poauna Xap-nruue! (MBaHoBckas 001acTh) 19
Homunanusa «My3eil CKa304HOI0 repos»
1 TanBu Ykko (Pecybnuka Kapenus) 39
2 MenBexuii kpait (ApxaHrenbckas 001acTb) 30
3 Bacunuca IIpemynpas (MBanosckast o6macts, FOxa) 28
Homunanus «Oxeanapuym»
1 Boponexckuii okeanapuym (Boponex) 44
2 [Tpumopckuit okeanapuym (BraauBocTok) 34,8
3 —
HomuHnanus «3anoBeHNKH U NAPKW»
1 3anoBennas Mopaosus (Pecnybanka MopaoBusi) 36
2 KeHo3epckuil HalMoHaIbHBIHN napk (ApxaHrenbckas 001acTh) 35
3 yneran-Tam (PecnyOnuka bamkoprocran) 11,3
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Oouree ko-
Mecto HaumeHnoBaHue Openia JINY€eCTBO
0aJ10B
Homunanus «TypucTHYecKHe H IKOJOTHYECKHE MAPIIPYThD»

1 bonbias Gaiikanbckas Tpona (MpkyTckast 0651acTh) 36

2 Kpacubiit MapmpyT (YbsiHOBCcKast 0071aCTh) 26

3 Cubups quist moneit (KpacHosipckuii kpaid) 20

Homunanus «Pycckue caagocrtu»

1 benesckas nmactuna (Tynbckas 001acTh) 34,4

2 Tynbsckuit npsiHuk (Tynbckast 0651aCTh) 31,3

3 Byp3stackuii 6opreBoii Mex (Pecnybnuka bamkoprocran) 12

Homunanus «Hacrosinue npogyKThi»

1 Kazaunii x51e6 (CTaBponoabCKuil Kpaii) 31

2 Hacrosimue Bosorojackue npoaykrel (Bosoroackas 061acTb) 30

3 JlyxoBunkuit orypen (MockoBckasi 00J1aCTh) 25

Homunauus «BuHo 1 BUHOZEJIbYeCKOe X03511iCTBO»

1 Maccanapa (Pecny6iuka Kpbim) 40,1

2 Onp0y31 (PocToBckast 0061aCcTh) 34,6

3 PoctoBckoe (PoctoBckas 061acTh) 31

Homunauus «Kepammnueckne u papdopoBblie u3aeaus)

1 I'xenp (MockoBckasi 0071acTh) 48

2 Konakosckuii dasuc (TBepckast 0651acTh) 29

3 bopucosckast kepamuka (benaroposckas 0651acTb) 20

Homunamus «Xy/10:keCTBEHHbIE H3/1eTHsD)

1 Boropoackas urpynika (MockoBckasi 00J1acTh) 41,5

2 ITocanckast matpemnika (MockoBckasi 001acTh) 35

3 «Muei» (MockoBcKas 0071aCTh) 34,5

Homunauus «PernonajibHoe co0bITHE)
1 benropoackas uepra (benropoackas 06yacTs) 34
2 Tuxookeanckuil Typuctckuii popym (BranguBocTok) 22

Boponexckas 001acTb B pEWTHHIE
Mpe/icTaBlIeHa TpeMs PEerMOHANbHBIMU OpeH-
namu u3 63: B HomuHauuu «OKkeaHapruyM»
(Boponexckuit okeanapuym — 44 Oanna), B
HoMuHanuu «PernonanbHbil My3ei» (JBop-
1OBbIN KoMIuiekc OmnpaeHOyprckux — 27,5
OamioB), B HomuHauuu «Ilapk pa3BiaedeHuin»
(ITapx arrpakumnonoB Cutu-napka «I'pamy —
52,1 6amna) (HanmonanbHsiid pedtunr, 2018).

bpenabl oneHuBaNu Mo y3HaBaeMOCTH,
TYPUCTUYECKON NPUBJICKATEIBLHOCTH, JIOSIb-
HOCTH, ()MHAHCOBBIM TOKA3aTENIIM BIAAEIb-
11a, pacxojaM Ha CO3/JaHHUE U NPOJBHKEHUE,
00bEMYy UHBECTHIIMMA U MEIUAaKTUBHOCTH
Brnanenbiia. Bmecre ¢ Boponexckoit Ha 4-e
Mecto momnanu benropoackas, Bonoroackas,

PocroBckas, Teepckas u SIpocnaBckas o0na-
ctu, Pecnybnmuku bamkoproctan u Mopo-
Bud. 1-e Mecto B peltuHre 3ansiga MocKoB-
cKkas 00JacTb, NPEICTABICHHAs ILECThIO
OpeH1aMH.

PaccmarpuBas Boponexckyto o05acTs,
CIIeyeT OTMETUTh, YTO MOJEpPHU3ALNS WH-
(GpacTpyKTypHOrO  KOMIUIEKCAa  IO3BOJIMIIA
pa3BUBaThb HOBBIE, MEHEE W3BECTHBIE TYpHU-
CTMYECKHE OOBEKTBl M MeponpusTusa. Tak,
HaIpuMep, B MMOCJIEIHUE T'OJbl U3MEHWICA pe-
TMOHAJBHBIA TYpPUCTCKMH TIOTOK, IIPEXKIE
HALIEJICHHbI Ha IIOCEIIEHHE MY3€e€B, 3aIlo-
BEJHUKOB U ycane0. Bo3pocno koiauuecTBo
COOBITUHHBIX MEPONPUATUN BCEPOCCHUICKOTO
U MEXIYHapOJHOI'O 3HA4YEHHUs, TAKMX KaK BbI-
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cTaBkH, (pecTuBaM W KoHQpepeHIHH. Tak, B
2011 r. Ha TEppUTOPUM PETHMOHA MPOLIET
nepBbil  MexnayHapoasbeii  IlmatoHOBCKUI
¢dectuBanb uckyccts. B Boponexckom rocy-
JAPCTBEHHOM MPUPOJTHOM OHOC(EpHOM 3armo-
BEJIHUKE CTajll IPOBOAMUTHCA HAYYHBIE CHUM-
MO3UYMbI U KOHTPECCHI.

ExeronHo npoxonut MexxayHapoaHas
BbICTaBKa-sipMapka «Boponex — ropoa-cam,
KOTOpast Bce OOJIbllie MPUBJIEKAET TYpPUCTOB.
Tak, nanpumep, B 2018 1. pectuBanp moces-
TiIn AByM TeMam: l'ony SAnonun B Poccuu u
I'ony BononTepa. Ha aTom mepornpusituun 1o-
obiBanio 6osnee 200 Teic. uenoBek. bpenmom
peruoHa CTajo TakKe 3BaHUE KyJIbTYpPHOMH
cromuupl CHI, xotopoe Boponexckass 00-
JacTh moiyuduiia B okTsOpe 2014 1. Ha 3ace-
nanun Cosera rnaB rocynapctB Coapyxe-
CTBa.

Kypuan GQ ormerus r. BopoHex kak
«HOBYIO KOJBIOCb POCCHICKOW KYJIbTYpPHOU
PEBOIIOLMW» M TOMECTHJI €ro Ha TPEThIO
CTPOYKY CIMCKAa MHTEPECHBIX MECT JUIs IIy-
TEUIECTBUMU 110 BCEMY MUDY.

OKOHOMHYECKHI pBIBOK B 00JacTH
MPUBEJ K YBEIUYECHHUIO YKCIIa JEIOBBIX MOE3-
JIOK B CTOJMIYy YepHO3eMbs, UTO CTaJIO CTHU-
MYJIOM JJI1 UHBECTUPOBAHUS B PECTOPAHHBIN
U COIMyTCTBYyIOIUN OusHec. Hayunblie noctu-
YKEHUsI BOPOHEKCKUX YUEHBIX MPUBEIU K PO-
CTy CHpoca Ha MEIUIMHCKHUE YCIyT'H, B TOM
YHClie U CO CTOPOHBI 3apyOEKHBIX TI'pa)IaH.
Manblii u cpenHuii OM3HEC BO30OHOBUI pa3-
BUTHE OXOTXO3SMCTB, HA4aJl BO3POKIATh €IIIe
COBETCKHE TYpUCTHYECKHE BOJHBIE U IIelIe-
XOJIHbIE MapUIpyThl, cO3[aBaTh Ha 0a3ze JHY-
HbIX  XO3SHCTB  MNPHUIOPOXHBIE  MUHU-
3allOBEIHUKHU U 3THOJIEPEBHU.

Boobmie cpeam TypucTUdeckux OpeH-
JIOB PETHOHA MOKHO BBIJEIUTH TPU OCHOBHBIE
rpynmnsl. K nepBoil M3 HUX OTHOCSTCS CIIO-
KUBIIMECS OpeH/bl, UMEIONINe AaBHHE HCTO-
pUYECKHe TpaJuLuu (HapuMep, Y4epHO3EM).

Bropyio rpynmy cocTaBisiOT OpeHIbI,
CO3/IaHHbIE B PETHOHE 3a IMOCJIEIHUE JBa Je-

Akosenko H. B, Komog U. B. Typucmuueckue 6peHObl KAK UHCMPYMeHMm
COYUANbHO-IKOHOMUYECKO020 pa3gumusi pecuoHa (BopoHedxcckas obaacms) //
Hayunbiil peyabmam. TexHosoz2uu 6usHeca u cepguca. T.5 Ne 1, 20109.

CATWIIETUS. BOPOHEKCKUMHU HPEIIPUITUIMU
(«MebGenp  Yepnozembs», «BxycHoTeeBOY,
«T"anepes Ymxoay).

Tpersto rpynmy oOpa3yloT HOBBIE
OpeHbl, WHUIMHPOBAHHBIE PETHOHAIBHOM
BJIACTBIO MIPH Y4aCTHH OM3HECA U KyJIbTYpHOU
obuiecrBeHHOCTH (MexayHnapoausiii [lnaro-
HOBCKHH (hecTHBaIIb UCKYCCTB).

OpnuM 13 HOBBIX OpeHa0B Boponex-
CKOM 001acTH SIBNISI€TCSI YHUKAJIBHBIA CEJeK-
nUOHHBIN 1eHTp «CtuBeHCOH — CIyTHHKY.
[Ipennpusitue 6pi10 co3nano B 2010 r. B 1e-
JSX peanu3alyyd MHBECTULMOHHOIO IpPOEKTa
[0 Pa3BEACHUIO KPYIHOI'O pPOraroro cKora
abepANH-aHT'yCCKOM U TepeOopACKOM MSICHBIX
nopoa. @akTUYECKH CIIEICTBUEM peaau3aluu
3TOr0 MPOEKTa U NPOABMKEHUS JIaHHOTO
OpeHzia cTajgo KOHBEWEpPHOE IPOU3BOACTBO
BOPOHE)KCKOM MPaMOPHOU I'OBSIIUHBI.

Co3nnanre KOM(POPTHON TYPUCTHICCKOM
cpedapl M MOJACpHU3AIMS HHPPACTPYKTYPHI
BBIBEJIM IIPHUBJIEKATEIIbHOCTh PErMOHA Ha HO-
BbIIl ypOBEHb: TYPIIOTOK CIEPKHMBAETCS YXKE
HE OTCYTCTBUEM HHTepeca WM JIOTUCTHUYE-
CKHMH CJIO)KHOCTSIMM, a HEJIOCTaTOYHON WH-
(OPMHUPOBAHHOCTBIO TOTEHLUMAIBHBIX MOCE-
tuteneit (AAxosenko, 2011, 2015; fAxyOosga,
Kprokona, 2014).

B pernone co3maH mpoQUIBHBIA WH-
(opMalMOHHBIN MopTan 00JIaCTH, TOTOBUTCS
IIPOBEJICHUE HOBBIX MEKIYHAPOJHBIX BBICTA-
BOK, DPEKJIaMHBIX TYpOB Ui HMHOCTPaHHBIX
TYypONEepaTOpPOB. 3aKJIIOUEHbI COTJIAIIECHUS C
HanuoHaneHBIM = areHTCTBOM 10 TYpHU3MY
Pecniybnuku benapych, MaTepuaisl 0 Typus-
M€ B PErHOHE DPACIPOCTPAHSIOTCS B HALMO-
HAJIBHBIX TYpUCTCKHX oducax Visit Russia B
I'epmanun, Kutae, Utanuu. IlapamnensHo B
o0JIacTH  HAUMHAIOT  OCBaWBaTh  HOBHIC
HampaBJeHUs TypUCTCKOro Ou3Heca U, B
YaCTHOCTH, CEJIbCKUI TypusM (SIKOBEHKO,
Kowmog, qunenko, 2017).

HeobOxonuMo pa3BuBaTh MEXaHU3M CO-
3manus  3PGEeKTUBHOTO OpeHza, KOTOPBIi
BKJIOYaeT B ce0s (puc. 3).
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$opmannzauma v npopaboTka GU3HeC-MaeW W 3agad Byaywero 6peHga. MpopaboTka Ueneil BpeHga

JlaHHBII MeXaHWU3M B OOIIEM M IICIIOM

W Erg Co3aaHuA.

N/

AHanM3 pbiHKA, PECYPCOB W BO3MOKHOCTEN, TEHAEHUMI U npeancuTeHuid. CermeHTaumA.
BblieneHWe KOHKYPEHTHBIX npeumyllecTB. Bolbop cermenTa, AeTanbHoE U3YUEHWE LIE/IEBBIX
notpebuteneli, cnpegeneHUe NPeMMyLLECTB.

N/

Teopyeckan pa3paboTka KoHUEnUwMia (B TOM YMcne anbTepHaTMBHBIX). TBop4eckan pazpaborka
aNbTePHATWMBHBIX HAa2BaHMK. IKCNEpTHaA CLUEHKa Ha3BaHWM (hoHocemaHTUKa), TeCTMpOBaHue
Ha3BaHWA Ha Lenesoi ayautopuu. TecTMpOBaHUE KOHLEMUMIA Ha LEAEBbIX ayauTopunax, Boifop
Haubonee NpUBAEKATENBHOIN.

N

lMpoBepka Ha3BaHWA (HOBOMC) HA NATEHTHYIO YWCTOTY, PACcCTAHOBKa NPUOPUTETCR HAa3BaHMA,
ofecnedeHue NpaBoBON 3aLUMTEI TOBAPHOTO 3HaKa.

N

Busyanuzauma Gpenga — pa3paboTka BapMaHTOR BHellHero enda (atpubyTos Gpenga: cumeon,
NOTOTUN, SABMEHTBI AW3aiHa, YNAKOBKW W T.4.)

\Z

Mo3auyuoHupoeaHue 6peHaa.

\Z

YnpaeneHwe BpeHAoM — NAaH NpoABUKEHUA W Nogaepskku GpeHga, cozgaHue JoNrocpoYHoi
cTpaTeruu GpeHga.

Puc. 3. Mexanusm co3oanusn ygpghpekmuenozo openoa
Fig. 3. The mechanism of creating an effective brand

OKOHOMHYCCKOI'0 pa3BUTHUA.

Heo0xoaumo

MOAXOIUT Kak JijIsi OpeHja ToBapa, Tak U s
OpeHaa yCIlyTd, TEPPUTOPUHU, TOPOAa U T.H.
PeanusoBrIBaTL HOBEIE IIPOCKTHI IMpearoara-
€TCsl B YCJIOBUSX TOCYJIAapPCTBEHHO-YAaCTHOTO
MapTHEPCTBA: PETHOHAIBHBIC BJIACTH ITONY-
YaroT OILyTUMYIO MOJIb3Y OT POCTa TYPIOTOKA
B PETHOHE, a Ha CMEHY DHTY3HacTaM IPUXO-
IIT TIOJHOIEHHBIE HWHBECTOPBI, KOTOPHIE
HUMCIOT pPCAJbHYIO OTAa4Yy OT BJIOXKCHUA
CPEICTB BO BHYTpeHHUU TypusM Boponex-
CKOM 00J1acTHu.

3akaouenue. Takum obOpazoMm, ¢op-
MHpOBaHHE OpeH/ia — JTO JIeJI0 COBMECTHOTO
HUHTCJUICKTYAJIbHOI'0 MOWUCKAa U 3KCICPTOB, U
npeAcTaBuTeNei Ou3Heca, W BiacTu. Bopo-
HEXCKash o00NacTh HAXOAWTCA ceilyac Ha
obeMe B Pa3BUTHH TypHU3Ma, KOTOPBIH cTa-
HOBUTCA OAHUM H3 HaHpaBHCHI/Iﬁ COUAaJIbHO-

MPUIIOKHUTD YCWIUS JUIS TOTO, YTOOBI TIO3H-
LIUOHUPOBATh PErMOH Ha (PoHE APYrHX CyOh-
extoB Poccuiickoin @enepanyu, Tak Kak yHH-
KaJIbHOCTh, HEMOBTOPUMOCTh U CBO€oOpasue
BBICTYTAIOT TJIABHBIMH (PAKTOpaMH KOHKY-
PEHTOCIIOCOOHOCTH U OCTPO BOCTPEOOBAHBI.

B nienom, Boponexckas o6nacTs mpe-
CTaBIsIET COOOM HPKOHOMHYECKU Pa3BUTHIN U
WHBECTUIIMOHHO-TIPUBIICKATEIBHBI  CYOBEKT
Poccuiickoit ®enepaunu. OmgHOM U3 3amay
MOBBINICHUS] MHBECTUIIMOHHOW  TIPUBJIEKa-
TETHHOCTH PETMOHA MOXET BBICTYMUTH MPO-
nBukeHue OpeHna Boponexckoil ob6nactu
gyepe3 peanuzainuio OusHeca B cepe Typusma.
Onnako, dopmupoBanue OpeHma BopoHexk-
CKOM 00J1aCTH — 3TO JOJITOCPOYHBIN Mpolecc
(dbopMUpOBaHHUS MapKETHUHTOBOW CTpaTeruu
TEPPUTOPUHU, OCHOBAHHOH Ha IMO3UIIMOHUPO-
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BAHUU, [IOUCKE U YKPEIJICHUU KOHKYPEHTHBIX
MPEUMYIIECTB PErHOHA.

Pernonanpusie 6p€HI[I)I YKa3bIBarOT Ha
KOHKPETHYIO TEpPpPUTOpHIO, Treorpaduyeckas
cpela KOTOPBIX OTPEAETSeT XapaKTePUCTUKH
ToBapa. ViMeHHO 3T0 BocTpeOoBaHO ceifyac B
Mupe B HauOomblied creneHu. JlanHoe 006-
CTOATEIBCTBO SIBJISICTCSI 3HAYMMBIM (HaKTO-
POM MOBBIIICHUA HW3BECTHOCTU M IPHBJICKA-
TENBHOCTH PErHOHa, CO3JaHUs OJaromnpusit-
HBIX YCJ'IOBI/Iﬁ HE TOJIBKO OJIs BJIOKCHUA HH-
BECTUIMI B pa3iuuHble cepbl, HO U I
(GOpMHUPOBaHUST YEIOBEYECKOTO KaluTasa,
pa3BUTUSL MEJIKOTO U CPEIHEro HmpearnpUHH-
MaTeJbCTBA, CO3AaHMS HOBBIX Pa0OYHX MECT.
bpenn tepputropun MOXXET BBICTYIUTh HH-
CTPYMEHTOM CTPATETUYECKOr0 pa3BUTHA pe-
TMOHA, HANpaBJICHHBIM Ha aJaNTalyio Tep-
PUTOPHATIBHOTO COOOIIECTBA K PHIHOYHBIM
W3MEHEHHSM, IOBBIIICHHE YPOBHS U Kaye-
CTBA JKU3HH HACEJICHUS.

Nudopmanus 0 koHJINKTE UHTEpe-
cOB: aBTOP(bI) HE UMEIOT KOH(MIUKTA UHTEPE-
COB JIJIA JIEKJIapaluu.
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