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The article develops a symbolic-value approach to the analysis of branding in territorial marketing. The
purpose of the study is to analyze the construction of the Black Sea region brand based on the appeal to
mythological and religious symbols of past cultural eras in the history of this territory. A semiotic approach is
used to analyze the problem of territory branding. The author considers the brand as a complex symbolic
structure that narrows the territory as an intangible asset. It has been revealed that the cultural heritage of
the Black Sea region ancient civilizations, especially mythology and religion, is the main one in formation of a
positive image of this territory. The idea is substantiated that ancient mythological and religious symbols are
important elements in the construction of the Black Sea region collective identity. It is recommended to refer
to ancient symbols in developing a strategy for promoting the Black Sea territory brand. If ancient symbols
acquire new, more modern meanings for interpretation by consumers, the brand of the territory will eventual-
ly become more competitive.
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[FO.I1. TeH Ucnonb3oBaHue MUGONOrMYEeCKMX U PeSIMrmo3HbiXx CUMBOJIOB B TEPpPUTOpPUAribHOM Map-
KeTuHre ctpaH lNMpuyepHomopbA]

B ctaTbe pasBuBaeTCs CMMBOMMKO-LIEHHOCTHbIV MOAXOA K aHanu3dy OpeHauHra B TeppuTopuarnbHOM
MapkeTuHre. Llenblo uccnegoBaHus BbICTyNaeT aHanm3 KOHCTpyuMpoBaHust 6penga lMpudepHomopckoro pe-
rMoHa Ha ocHOBe obpalueHns K MUEONOrMYECcKM U PENUIMO3HBIM CUMBOSIAM NPOLUSIbIX KYNbTYPHbIX 3NOX B
nucTopum faHHon Tepputopun. MicnonbsyeTcs ceMuoTuMYeckuii noaxon K aHanusy npobnemsl 6peHanpoBa-
HUS TeppuTopun. ABTOpP paccmaTpmBaeT OpeH KaK CIOXHYK 3HaKOBO-CUMBOJSIMYECKYIO KOHCTPYKLMIO,
Cy>aloLLlylo HemMaTepuanbHbIM akTUBOM TeppuTopun. BbiSiBNEHO, YTO KynbTypHOE Hacneawe OpPeBHUX LM-
Bynun3aumi MNMpuyepHomopkbs, npexae Bcero Mmdonorum n pennrum, aBnsieTcs OCHOBHbIM B (hOpMUpOBaHNN
NO3UTMBHOIO UMMAXa gaHHon Tepputopun. OB60CHOBLIBAETCS MbICAb, YTO APEBHME MUOMNOrnYeckue n pe-
NNIMO3HbIE CUMBOJSIbI BbICTYMAIOT BaXXHLIMU 3fIEMEHTAMU B KOHCTPYMPOBAHWUMN KOSNEKTUBHOW MOEHTUYHOCTH
MpuyepHomopbs. Mpu paspaboTke cTpaTerny npoasuxkeHus 6peHaa MNpuiepHOMOPCKOM TEPPUTOPUM PEKO-
MeHZOoBaHO obpalleHune K gpeBHUM cumBonam. Ecnu gpeBHue cumBonbl nony4vaT HoBble, 6onee coBpemeH-
Hble, 3Ha4YeHus Ans uHTepnpeTaumMm noTpedbutensmu, To 6peHn TeEppPUTOpPUN CO BpEMEHEM CTaHeT boree
KOHKYPEHTOCMOCOGHBIM.

KnioyeBble CrioBa: TeppuUTOpUarnbHbI MapKeTUHT, BpeHa TeppuTopun, TEPPUTOPUANbHbBIA MapKETUHT
MpryepHOMOpbS, MUdONOrMYeckme n pennrno3Hblie CUMBOIIbI.
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TeH KOnus lNMasnosHa — dokmop ¢hunocogpckux Hayk, doueHm, [enapmameHm meHedxmeHma, PuUHaHCo-
8blIl yHUsepcumem rpu lNpasumenscmee Poccutickol ®edepayuu, 2. Mockea, Pocculickass ®edepayus.

The Black Sea region is one of the most attractive regions in terms of the tourist clus-
ter. In the modern period, when the need for each country's national tourism development
is actualized, the revival of entrepreneurial interest in ancient cultures and civilizations of
the past is a completely expedient strategic task for developing the concept of territorial
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marketing of this region. The fact is that for almost three millennia, the Black Sea region
has been a space for the birth, prosperity and decline of various cultures - ancient Scythi-
ans, Sarmatians, Cimmerians, Greeks, Romans, Alans, Slavs, Bulgars, etc. It is no coinci-
dence that the Russian thinker Y.A. Zhdanov called the Caucasus the “solar plexus of
Eurasia”. Russian marketers should pay attention to the disclosure of the potential of this
region based on the appeal to symbols as the most ancient social technologies for trans-
mitting information in symbolic and semantic form.

From the author's point of view, the most attractive way to develop tourism marketing
is to use ancient mythological and religious symbols in cross-cultural marketing communi-
cations. Hence, the aim of the study is to analyze the construction of the black sea region's
brand on the basis of appealing to the mythological and religious symbols of past cultural
eras in the history of the territory. The author turns to a semiotic approach to the problem
of brand construction in territorial marketing.

Brand is a key element of marketing communications. A brand is a “cluster of strate-
gic cultural ideas” [5]. A brand is an intangible asset of a territory. A brand is a verbal and
non-verbal means of a territory, which lays the foundation for its future development.
Branding will be assessed as effective if it creates unique and positive associations among
consumers according to the positioning of a particular territory. Associations with a brand
include its recognition, attitude to the brand, brand image and its individuality. Therefore,
the most important brand value is a set of certain associations that form the value sense of
a given brand, perceived and shared by consumers. Consumers value brand value only if
it meets specific needs that are relevant to them [2].

From the point of view of the value-symbolic approach, a brand is a sign-symbolic
system. If a brand has the ability to express not only information to the recipient, but also
to influence emotions and hurt feelings, then the brand will become an axial strategic asset
that can potentially bring significant profit to the branding object. Therefore, from the au-
thor's point of view, semiotic research should aid for the development of technologies for
managing brand capital of a territory, since brands have sign systems that promote profit-
ability, distinguishing their brands, differentiating them from competitors and involving con-
sumers in the world of this brand. For example, the island state of Cyprus has a very at-
tractive brand image, since the marketing strategy of positioning this territory is closely re-
lated to the symbols of cultural and Christian heritage.

In the international consumer culture, brands acquire a kind of mythological and reli-
gious symbols. The brand begins to acquire the mythical meanings of the totem by acting
on the hidden unconscious layers of the psyche. This, in fact, forms the "brand communi-
ties". Interestingly, that the brand community can refer to individuals and social groups that
have “common interests in certain brands and form a social universe constructed on
myths, values, rituals, language and hierarchy” [4, p.1089]. Brand communities offer their
representatives a certain experience and culture with norms, rituals, traditions and expec-
tations [7, p.4]. Examples of brand communities are the Samsung community, McDonald’s
community, etc.

The symbol is a key characteristic of the brand community in contrast to other groups
in terms of forming a brand through symbolic capital, implying a set of ideals, values, be-
liefs, practices, and other communication models. “A brand, as a symbol, creates a special
dynamic in brand communities, which is separated from the logic of production and moves
to the logic of consumption” [8, p.506]. Brands, as multi-digit symbolic constructs, become
collective resources and "repositories of meaning" as well as references of identity [3]. In
brand communities, a brand occupies a strategic point in marketing communications: “....
If a brand disappears, then collectivity will also disappear” [8, p.497]. It is no coincidence
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that the branding of Cyprus contains images from the ancient eras of the country culture,
but which serve as a kind of markers of the identity of this territory.

In this way, brands are viewed as socio-cultural symbols through which consumers
express their idea of collective identity, and in which meanings are expressed in the con-
text of specific local, national or global discourses [9]. At the same time, brands are both
symbols of ideals and values of consumer culture [6]. Thus, the brand is the carrier of the
symbolic territory "capital”, it is a design that is able to accommodate different systems of
values. For example, the symbol of Prometheus is recognizable not only in Russia, but al-
so abroad. As a result of cross-cultural marketing communications, recipients can either
correctly "read" the meaning of the brand, or may not interpret it properly, as the sender of
the message (the brand creator) would like. In this example, thanks to the dramatic poem
"Prometheus-Chained" by the ancient Greek poet Aeschylus, a stable association with the
habitat of this ancient titan was fixed for the Caucasus.

It is important to note that under the influence of globalization, a new universe of
global consumer culture is being formed, in which brands are gradually acquiring recogni-
tion due to generally accepted meanings, as well as value associations that they evoke in
most consumers. For example, Crimea peninsula is associated not only with the ancient
civilizations of the ancient world, but also with Christianity. According to legend, the Apos-
tle Andrew the First-Called delivered sermons here. So, according to legend, the sacra-
ment of the Baptism of Prince Vladimir in the X century was carried out in the Crimea. The
corresponding monuments and temple structures serve as the basis for branding this area.

The method of modeling the Black Sea region brand by means of symbols is espe-
cially interesting for international and national marketing in a situation where marketers are
faced with the problem of meeting the needs and demands of customers who are focused
in their consumer interests on the purchase of goods or services associated in the mass
consciousness with certain symbols of a given region or country. The choice of goods and
services that most fully expresses the symbolic system ideological and semantic field of
the territory marketing historical socio-cultural environment can be especially effective. In
this case, when reviving ancient symbols, marketers should understand that in the context
of the modern worldview, it is necessary to give them a new modern layer of significations
and meanings. For example, the Caucasus is the venue for the 2014 Winter Olympics,
World Cup 2018.

The territory brand is one of the key factors of perception and evaluation of a particu-
lar region, formed on the basis of a territory positive image and is a manifestation of sen-
sory and emotional consumer preferences, aimed at building a territory rating by creating
additional competitive advantages. The Black Sea region brand should be presented as a
combination of those ideas, knowledge and values that reflect the original consumer char-
acteristics of this territory, which have received public recognition and fame, and are in
stable demand among both national and foreign consumers.

In conclusion, it should be noted that a successful state brand can not only improve
the domestic political image of the black sea region, but also increase the prestige of Rus-
sia as a whole, increase the volume of exports of branded goods, stimulate feelings of na-
tional identity, and increase the overall competitiveness of the country [1].

Brands are one of the most important tools in the arsenal of competition. Thoughtful
brand positioning gives the country a competitive advantage over other countries. Position-
ing a territory through symbolic value branding has enormous potential for a region, espe-
cially in cases where stereotypes about a given territory lag behind modern realities.

In conclusion, globalization implies that countries and regions compete with each
other to attract the attention, respect, and trust of investors, tourists, consumers, entrepre-
neurs, migrants, and the media. In this context, the positive brand of the black sea region
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provides a decisive competitive advantage not only for this region, but also for Russia as a

whole.
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