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BPEH/IMHI' TEPPUTOPUHN B COBPEMEHHOM MUPE:
NHHOBALIMOHHOE VS TPAJIUIIMOHHOE

B crtathe aBTOpHI MpEACTaBISIOT CBOE BUJICHHE COBPEMEHHOIO COCTOSHHS
TEOPUU TEPPUTOPUAIBHOTO OpEHAMHTa W UMHUJDKMEUKHWHIa, OCHOBAHHOTO Ha
aHanu3e paboT 3apyOekHBIX W poccuiickux ucciemoBareneir (C. Anxonst, T.
Cauyk, JI. Busranos, JI. Xoyron, 2. CtuBenc, M. Kapaparzuc, K. Jlunau, .
Kotnep, A. Munnnron, C. Ban ['enbaep u 1ip.), rie KIIOYEBBIMA KATETOPUSIMU Y
OOJBIIMHCTBA AaBTOPOB BBICTYMAIOT IIEHHOCTH, WJIEHTUYHOCTh U JIOBEpHE.
[Toka3piBaeTcsi, 4YTO coOIMalbHAs JAUHAMHKAa LHUPPOBON TpaHCchoOpMalUM U
dbopMupoBaHUE T. H. «OBICTPOTO MUPa» HUYETO B ATOM TpUaJe HE U3MEHUIO. ITO
CBS3aHO C TICHXOJIOTMYECKOM IUHAMHUKOW HWHAMBUAYAJIbHOM KOMMYHHKALUUA C
TEPPUTOPHAIBHBIM OpeHJIOM. BpeHn TeppuToprr BOCIIPUHUMAETCS YEIOBEKOM B
COBOKYITHOCTH KJTIOUEBBIX YHUKAJIBHBIX XapaKTEPUCTUK W HUHTETPUPYET B cede
3HAHWS, OIICHKH W OXHIAHWS IIEJCBBIX ayAUTOPUH 110 OTHONICHUIO K
CTpaHe/peruoHy/Topojly Kak  CYOBEKTYy  TMOJUTHYECKUX, IKOHOMUYECKUX,
COLIMAJILHBIX OTHOIICHUMN.

B cratke paccMoTpeHa [MalieKTUKA TEXHOJOTHM T.H. «OBICTPOro» u
«MEJICHHOTO MUPOB» B c(hepe MapKEeTUHTa U OpPEHANHTA TEPPUTOPUIN U TTOKA3AHBI
OCHOBHBIE HANpaBJIEHUS TEOPETUUYECKOIO0 OCMBICIEHUS MPOUCXOIAIIUX B 3TOU
chepe N3MEHCHHH.

[Ipennoxena COBPEMEHHasI THUTIOJIOT U IIEJIEBBIX ayJIUTOPUIA
TEPPUTOPHAIBHOTO OpeHIUHTa. ABTOpPHI MOKAa3bIBAIOT, YTO B CETEBOM OOIIECTBE
MPOUCXOJUT CTAHOBJICHUE CETEBBIX (POPMATOB BIACTH W JOMHUHUPOBAHHUS U
nepepacnpesie;ieHue PEeCcypcoB  BIMSHUS HA COLMAIBHYIO KalWTaJIU3alUIo
TEPPUTOPHUI OT MHCTUTYLIHOHAIBHBIX WUIPOKOB — T'yOEpHATOPOB, MPABUTEIHCTB
PETHOHOB, M3PUN WJIM FOPOJCKUX aIMUHUCTPALMI — K paclpeesICHHbIM UTPOKaM
— TEeppUTOpPHAIBHBIM cTeiikxonaepam. OOOCHOBAH MOAXOJ K TOHUMAaHUIO
TEPPUTOPUAIBHBIX CTEUKXOJIAEPOB KaK OBICTPOTO, TaK U MEIJEHHOro Mupa. B
ATOM pOJM BBICTYNAIOT AKTUBHBIC TPYINbl JIOJICH, HMEIOUIUX TMOTEHI[UAT
BKJIFOUEHUSI B KOMMYHHUKAIIMIO 110 TTIOBOJYy MOCTPOEHUS TEPPUTOPHUATIBLHOTO OpeH/a.
ABTOpBI TIOKa3bIBAIOT, 4YTO JIsI 3(P(HEKTUBHOM KOMMYHHUKAIUU METaIoJuca,
pernuoHa, CTpaHbl HEOOXOoJAMMa HE TOJBKO TPAAUIIMOHHAS KOMMYHUKAITUS
WHCTUTYTOB BJIACTH TEPPUTOPUU CO CTEHKXOJIJIEpaMU, HO CO3/aHHE YCIOBUHN IS
CaMOOPTaHMU3AIMN CTEUKXOJJIEPOB B KOMMYHUKATUBHOM TPOCTPAHCTBE PErHMOHA
JUISL TIPOJIBMOKEHUS €ro OpeHia.

[Ipu c6ope m 00pabOTKE AMIUPUYECKOTO MaTepuana aBTOPbl MPUMEHSIIN
KJIACCUYECKUE METOJbl MOHUTOPUHTA, aHAJIN3a JOKYMEHTOB U METOJ KeWC-CTaju,



CBSI3aHHBIN C aHAJIM30M OIBITA MPOABUKEHUS TEPPUTOPUI B COIIMATIBHBIX CETAX. B
KauecTBE IMIIMPUUYECKOr0 MaTepHalia OTOOpaHbl OTEYECTBEHHBIE M 3apyOeKHbIE
KEHChl O NPOJBHXKECHUIO TEPPUTOPUN MPEUMYIIECTBEHHO C HCIOJIb30BAaHUEM
U(POBBIX TEXHOJIOTUH.

Ha ocHoBaHMM aHaiM3a KEWCOB M HAyYHBIX CTATEHd B KAYECTBE KIIFOYEBBIX
TPEHJAOB B TEPPUTOPUAIBHOM OpEHIMHIE aBTOPHI BBIACISIIOT PEBUTAIU3ALUIO
IEHHOCTHOTO TMOAX0/a; (opMmHupoBaHHEe HWHOPACTPYKTYPHl TPAHCAKIIMOHHOM
KOMMYHHKAIIUM CO CTEUKXoyaepaMu; TpaHchep IUPPOBBIX TEXHOJOTHHA U3
IPOJYKTOBOTO MapKETUHTA.

B 3akiroyeHuM CTaThUM aBTOPbI INOKA3bIBAIOT, YTO TEOPUS U MPAKTHKA
MapKETUHTOBBIX KOMMYHHKAIM TEPPUTOPUN B HACTOSIIEE BPEMs NEPEKUBAIOT
TO, YTO MOXHO Ha3BaTh «KPHU3UCOM HEKJAcCHYecKol TpaHchopmanum». U nanee
JTACTCsI XapaKTEPUCTHUKA OCHOBHBIX YEPT 3TOM TpaHCPOpMAIIH.

KaroueBble  ciaoBa:  OpeHIMHT  TEPPUTOPUM, HMHIK  PEruoHa,
KOMMYHHMKAIMH, [U(POBbIE TEXHOJIOTUHU, IUPPOBOI CTOPUTEIITUHT.
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BRANDING OF THE TERRITORY IN THE MODERN WORLD:
INNOVATIVE VS TRADITIONAL

In the article the authors present their vision of the current state of the theory
of territorial branding and image-making based on an analysis of the publications
of foreign and Russian researchers (S. Anholt, T. Sachuk, D. Vizgalov, D.
Houghton, M. Kavaratzis, K. Dinnie, F. Kotler, A. Middleton, S. Van Gelder and
others), where the key categories of place brand formation are values, identity and
trust. It is shown that the social dynamics of digital transformation and the
formation of the so-called «fast world» has not changed anything in this triad. This
is due to the psychological dynamics of individual communication with a brand of
the place. The brand of the territory is perceived by a person in the aggregate of
key unique characteristics and integrates the knowledge, assessments and
expectations of target audiences in relation to a country/region/city as a subject of
political, economic, social relations.

The main part of the article discusses the dialectics of technologies of the so-
called «Fast» and «slow worlds» in the field of marketing and branding of
territories and shows the main directions of theoretical understanding of the
changes taking place in this area.

The authors show that in a network society there is a formation of network
formats of power and dominance and a redistribution of resources of influence on
the social capitalization of territories from institutional players to distributed



players - territorial stakeholders. The approach to understanding the territorial
stakeholders of both the fast and the slow world is grounded.

When collecting and processing empirical material, the authors used the
classical methods of monitoring, document analysis and the case study method,
associated with the analysis of the experience of promoting territories in social
networks. As an empirical material, domestic and foreign cases for the promotion
of territories mainly using digital technologies were selected.

Based on the analysis of cases and scientific articles the authors highlight the
key trends in territorial branding: revitalization of the value approach; formation of
the infrastructure of transactional communication with stakeholders; digital
technology transfer from product marketing.

In conclusion of the article, the authors show that the theory and practice of
marketing communications of the territories are currently experiencing what can be
called a «crisis of non-classical transformation». And then the main features of this
transformation are described.

Key words: nation branding, region image, communication, digital
technologies, digital storytelling.



