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FrEOGPEHAUHI B UHOAYCTPUU TYPU3IMA

Cmames noceaweHa meopemu4ecKkum sonpocam bpeHouHaa u pebpeHOUHea meppumopuli KAK KOMIMo-
HeHma passumusa UHOycmpuu mypusma. Paccmampusaemcs 3apoxdeHue U passumue uccaedosaHuli
bpeHOUH2a u MapKemuHaa meppumopuli 8 mypucmuKe Kak yesocmHol cucmeme HayK o mypusme u my-
pucmckoli 0esmensHocmu. AHanu3upyemcsa codepxaHue noHAmMul «bpeHOuH2 meppumopuli» u «MmapKe-
muHe meppumopuli», 83aumocesa3u mexody HUmMu. Ommevyaemcs, ymo pebpeHduHz meppumopuli u gpop-
calim-npoekmuposaHue Mmypu3ma ABAAMCA 8AHCHbIMU KOMMOHeHMamu cospemMeHHOU mypucmuku.
leobpeHOUHe Kak 0esmesibHOCMb 8KA4Yaem pso KOMIIOHeHMOo8: paspabomky u eHeOpeHUe npo2pammel
uameHeHul u Npodsux3eHus meppumopudli, NpusaedyeHus uHeecmuyul, mypucmos, pecmpykmypusayuro
omHoweHuli #umenel u op2aHu3ayuli meppumopuu, op2aHU3ayU U MPAHCHOPMALUIO KOMMYHUKA-
yuli meppumopuu u ee npedcmasumerneli ¢ npedcmasumensamu Opyaux pe2uoHos. bpeHOuHe paccma-
mpusaemcsa Kak npoyedypa ycmaHosaeHUA 0umesnbHbIX U 2ayO60KUX M03UmueHbIX OMHOWeHUU pe2uoHa
€ Opy2UMU Pe2UOHAMU HO OCHOBE KCKA03UBHOCMU U npodykmusHocmu. [na peaausayuu amux yeneli
bpeHOuHz 8Kka0Yaem 8 cebs aHasnu3 ocobeHHocmell pe2uoHa 8 OUAxXpPoHU4ecKol U CUHXPOHUYecKol nep-
criekmueax, 8 MpoWws10M, Hacmosawem u byoyuwem, 8 ¥U3HU pa3HbIX C/10€e8 U CMpam pe2uoHd, pasnuyHbIX
cgpep u kKnacmepos. [pednazaemca pazau4ame apxemunuyeckuli (ocmoicaeHue u pazpabomky 6a308bix
apxemurnos meppumopuu) u HappamusHell (ocmeicneHue u paspabomky ucmopuli) 6peHouHa. Ocoboe
B8HUMAHUe ydensgemcs cobbimuliHomy bpeHOUH2Y, e2o Posu 8 AKMyanu3ayuu UHbIX KOMIOHeHMos bpeH-
OuHza meppumopuli, @ MaKX#e COOMHoWeHUo yeneli bpeHOUHea u udeHmMuUYHoOoCMu meppumopuli u ux
HaceneHuA. Paccmampusaromcs smarnel, U3mMepeHUus, KOMIOHeHMbI, NpobaemMsl U nepcrekmuss! pebpeH-
OuHea u bpeHOuHza meppumopuli 8 PAMKax Hay4yHOU MypucmuKU U NPAKMuUK mypu3sma.

Kntouessble cnoea: mypucmuka, 2eobpeHOUHz, 2eomapKkemuHe, pebpeHouHe, cobbimuliHblli 6peHOUHe,

HappamusHelli 6peHOuHe, apxemunuyeckuli 6peHouHe.

CoBpeMeHHbIl TypM3M pa3BMBAETCA He
TO/IbKO 3@ CYET CO3A4aHWMA TYPUCTUYECKOTO
KnacTepa Kak TaKoBOro, HO M 3a CYeT TOro,
YTO Ha3blBalOT OpeHAMHrOM uAn pebpen-
OVHIOM Tepputopuii. PebpeHanHr TeppuTto-
puii 1 ¢dopcanT-NnpPoeKTUpoBaHMe Typusma
ABNAOTCA BAXKHbIMW KOMMOHEHTaMMU coBpe-
MEHHOWM TYPUCTUKM KaK LENOCTHON CUCTEMbI
HayK O Typu3ame W TYPWUCTCKON AeATeslbHO-
CTW, TYPUCTCKUX obbeKTax (Tepputopusx).
leobpeHANHT — 3TO CUCTEMHAs AeATENbHOCTb,
OTHOCAWAACA K CTpaTernyeckomy MeHes-
XMEHTY U Pa3BUTUIO TEPPUTOPUIA. MpUUMHON
M UCTOKOM reobpeHamHra asastoTcsa npobne-
Mbl QHTUKPU3UCHOTO ynpasaeHna n dopcamt-
NPOEeKTUPOBaHUA Pa3BUTUA TeppuTopuii. Cne-
uManucTbl B cdhepe reobepHamMHra pelatot
aKTya/bHble 33434 PErMoHOB W ropoaos, TO
€CTb, MO CYLLEeCTBY, 3aHUMAOTCA MEHEeAKMEH-
Tom Tepputopuun. Ecam paccmatpusaTb 6peH-
OVHT TeppuUTOPUIM KaK KOMMYHUKaLMOHHYHO
cTpaTeruto, To cTpaTerna npeanonaraeT map-
KETUHI TEpPPUTOPMM, BKIOYAA pa3paboTKy

bpeHaa TEPPUTOPUM, a TaKKe UCMOIb30BaHME
KOMIM/IEKCa MHCTPYMEHTOB aHaM3a Pecypcos
Tepputopun, GOPMYIUPOBKU MPELNOKEHUN
ONA LeneBblX ayAUTOPUIN U PasINYHbIX CNOCO-
608 nx TpaHcaauuu [1, 2, 3, 15, 16; 19, 20].
Cama no cebe Tema TeppPUTOPMANBHOIO
pPa3BUTUA C UCNONb30BAHMEM MAPKETUHTOBbIX
CTpaTernin B nocnefHne AecaTuneTns ABnsaeT-
CA OLHOM M3 CaMbIX aKTya/lbHbIX WU, TaK Uau
MHaye, obpalleHa K pasBUTUIO TypM3Ma Kak
OAHOW U3 TPAZAULLMOHHO BaXKHbIX chep sKOHO-
MWKW TEPPUTOPUIA, NPUBAEYEHUA K HUM WH-
BECTMLMIN N HaceneHua. Cpean HUX BeayLuen
aBnsercs npobnemam reobpeHAMHra: noHs-
TUA «TEPPUTOPUANBbHBIA MAPKETUHI» U «Map-
KeTuHr Tepputopuit» (place marketing),
«bpeHa Tepputopun» (place brand), «bpeH-
AuHr Tepputopuin» (place branding), «umnax
Tepputopuii» (place image) akTMBHO UCNOb-
3YHOTCA B Pa3BUTUM TypM3Ma Kak MHAYCTPUM.
BpeHaWHT TeppuTOpUiA (reobpeHaUHr) — 0f4HO
M3 aKTyaslbHbIX HanpaB/JEHUI COBPEMEHHbIX
CTpaTerMyecknx HanpaBaeHUM COLMANbHOrO
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Puc. 1 — Apxemunel u onno3zuyuu 6peHoa

NeXkaTb «CW/bHaA wnaesa», npeacraBaaowasn
TeppuToputo Kak dbeHomeH, ocoboe sABneHue
B CTpaHe n mupe. [lns 3Toro NnpoayKTMBHO OC-
MbICIUTb U NPeACTaBUTb TEPPUTOPUIO Yepes
apxeTunuyeckme obpasbl U NPOLLECCHI, BKIO-
YUTb MX B YHUKANbHYIO U AOCTOBEPHYIO UCTO-
puto, 0bCyKAatoWwyo NPOTUBOPEYMA U MpPo-
Leccbl B3aMMOAENCTBUA CTPYKTYPUPYIOLLLMX
6bITMEe ONMNO3ULMI: KMPUHALNEKHOCTb—HE3a-
BMCMMOCTb» U «CTabUAbHOCTb—passuTme» [9,
13, 15, 20] (puc. 1). PaboTta no apxetTunuye-
CKOMY MapKeTuHry (bpeHauHry) nokasbiBaeT
NPUHLMN YyNpaBieHUsa 3HAYEHWEM — BaXKHbIM
NPUHLMN OOCTUNKEHMA ycrnexa B TypucTuye-
CKOM U UHbIX BUAax busHeca [9]. OpraHusaumsa
UNn TeppuTopua MpeacTaeT nepeg, NogbMu
KaK COLMANIbHO KOHCTPyMpyemas peasibHOCTb.
EnMHcTBO BpeHaa TeppuUTopmn, TOBApOB U yC-
NIYT, UICTOPUM M NPOCTPAHCTBA, MAPKETUHIOBOM
CTpaTerMm n opraHmM3aLMoHHOW KynbTypbl pe-
TMOHa OYeHb BaXKHbl B OpPraHM3aLuy eAMHOro
KY/IbTYPHOrO NPOCTPAHCTBA B3aUMOLENCTBUM
KaK BHYTPW CamMOro PerMoHa, Tak U Mmexay pe-
TMOHOM U LLeNeBbIMU TPYNNamM.

ApXeTunbl NO CBOEN CYTU MOTYT paccma-
TPUBATBLCA KaK MCUXONOTMYECKME MOPTPETbI
nogen n rpynn, Kotopble o6beanHeHbl CXo-

KUMKW noTpebHoCcTAMKM, Cnocobom OCMbiIC-
NeHna nHGopMauumn U MOTMBALMEN KU3HE-
aeatenbHocTn. [o3TOMy apxeTunbl  MOryT
ncnonb3oBaTbea Ana avddepeHumaumm cos-
AaBaemoro bpeHaa: Kak «OT KOHKYPEHTOBY,
TaK U «ana notpebutenein». MpoekTuposa-
HWe 6peHza BOKPYr onpeaesieHHOro apxeTu-
na Wau rpynmnbl apXeTUnoB — OTBETCTBEHHbIN
Luar, oT KOTOpPOro BO MHOTOM 3aBUCWT KaK
NIOANBHOCTL K BpeHAay, Tak U dopmMpoBaHMe
BOKPYr Hero coobliectsa, BOBAeYeHWE Mo-
TpebuTenel, pa3BuTHE TEPPUTOPUM U TypU3-
Ma Ha HeW. Jltoban rpynna noTpebuTtenei pac-
No3HaeT apxeTUNMYecKyto ocCHoBy BpeHaa no
KpaliHel mepe MHCTUHKTMBHO, A0BEpAs UAN
He 40BepAA LEHHOCTAM U COAepKaHUIo bpeH-
Aa. AHanornyHbIm obpasom 6peH bl BKAOYA-
10T KOMMOHEHTbl «CTOpUTENAUHra» («story
telling»), HappaTuBHOro 6peHAnHra, KoTopble
TaKXKe JeNATcA Ha pasHble TUMbl, Npuyuncne-
HWE K KOTOPbIM MPOUCXOAUT, KaK U B Cayyae
apxetTunos, 6onee MAM MeHee OCO3HAHHO,
M 3aKpennseTt 3a bpeHZOM rpynny npusep-
»eHues (notpebuteneit). 0cobeHHO aKTUBHO
CTOPUTENINHT SKCMNYAaTUPYETCA UMEHHO B Ty-
pucTUYeckom 6HusHece: fake COBObITUMHDBIN
6peHAMHT, GYHKLMA KOTOPOro — akTMBM3aLMA
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M CTAaHOBMUTCA 3HAaKOM COLMANbHOIMO OTANYMUSA
AW NPUHAANENKHOCTU K rpynne; 3) AyxoBHOE
(socnpuaTune rmobanbHOM UK NIOKaNbHOM OT-
BETCTBEHHOCTM): AYyXOBHble LEHHOCTM, pas-
Aensemble v TpaHCAUPyeMble BPIHAOM U ero
notpebutenamu; 4) meHtanbHoe (B COBOKyn-
HOCTW C CAaMUM BpeHA0M ABAAIOTCA «POJIEBOM
MOZENbIO» KU3HM YenoBeka): npeagnonaraet
CNocobHOCTb MoAfepPKUBATL YenoBeka. ITu
yeTbipe «U3MEpPeHus» SBAAIOTCA OCHOBOM
NOHMMaHMA CYyTU U NoTeHUMana bpeHaa. Map-
MOHMYHOCTb U3MEPEHUI U YETKOCTb NO3ULUIA
6peHAa — 3a10r JONATOBEYHOCTM M MOnyAasap-
HOCTM, AEACTBEHHOCTM 1 pa3BuTua [13].
MOXHO BbIAENNTb PAL KPUTEPUEB CUbI
ropofckoro bpeHpa: ropaoctb 3a ropof
y Xutenew, Hanuume HeobObIYHbIX MaTepu-
a/ZlbHblIX OOBEKTOB WM aHOMaAWKN, ambuum-

03HbIli AenoBon KaumaT (6onblimne naaHbl
M MHBECTULMU, peasibHble NepcrneKkTUBbl Po-
CTa), CYLEeCTBOBaHME «KYCOYKOB ropoga» —
CYBEHMPHbIX M WHbIX TOBAPOB, penyTauua
[OCTOMHOCTU  («JocmouH moz2o, 4Ymobbl
npuexames U ygudeme»), NEerkofoCTynHOCTb
(ymo6CcTBO M BO3MOMKHOCTb NOCELLEHUA), UH-
TepecHocTb (McTopuu, daKTbl, UHTEPECHbIE
ANA yNOMWHaHWA), LEeHHOCTb reorpaduye-
CKOrO PacnosioXKeHWs, NpUB/EKaTeNIbHOCTb
AN murpaHToB («A xouy 30ecb xcumob!»).
Takum 06pasom, reobpeHAMHT — MOLLHbIN
WHCTPYMEHT COLMANbHOMW W 3KOHOMMKYe-
CKOM MONWUTUKKU, Pa3BUTUA TEPPUTOPUU, ee
COLMANbHOIO M YEeNOBEYEeCKOro KanuTana,
a TaKXKe TYpM3ma U MHbIX GOpM MUrpaLmii.
Teopwua reobpeHAMHIa — 04HA U3 OCHOBHbIX
KOMMOHEHT TYPUCTUKM.
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GEOBRANDING IN THE TOURISM INDUSTRY

The article is devoted to theoretical issues of branding and re-branding of territories as a component of the development
of the tourism industry. The origin and development of studies of the branding and destination marketing at tourism as a
holistic system of Sciences about tourism and tourist activities are examined. The concepts of definitions «place branding»
and «marketing of territories» and the relationship between them are analyzed. The author notes that the re-branding of
territories and foresight designing of tourism are important components of modern tourism. Geobranding as an activity
involves several components: the development and implementation of program changes and property promotion, invest-
ment attraction, tourists, the restructuring of relations between the population and institutions of the territory, the or-
ganization and transformation of the communications site and its representatives with representatives of other regions.
Branding is considered as a procedure to establish lasting and profound positive relations of the region with other regions
on the base of exclusivity and productivity. To achieve these goals, branding involves analyze of the characteristics of the
region in diachronic and synchronic perspectives, in the past, future and present, in the lives of different layers and strata
of the region, the various sectors and clusters. It is proposed to distinguish the archetypal (the conceptualization and
development of the basic archetypes of the territory) and narrative (understanding and develop stories) branding. Special
attention is given to event branding, its role in the actualization of the other components of branding, as well as the ratio
of the purposes of branding and identity of the territories and population. The stages, dimensions, features, problems and
prospects of rebranding and branding within the scientific tourism and tourism practices are examined.

Keywords: tourism, geobranding, geomarketing, rebranding, event branding, narrative branding, archetypal branding.
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