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Curuga J1. 0., Maniii C. B., Jly C. TeopeTnuHi acnekt 6peHANHry Teputopii: 6i6niomeTpnyHuii aHanis

Memoto cmammi € docnidxeHHs npobaemamuku 6peHOuH2y mepumopii 8 HayKo8uX MPayAX 8IMYU3HAHUX | 3aKOPOOHHUX y4eHUX. B 0cHosy MemoduKu npo-
8edeHHsA docnioeHHA noknadeHo bibniomempuyHuli aHani3, Akuli 00380/9€ akymyaoeamu macus nybaikayili i3 meeHoi memamuku ma onpaybogysamu
liozo. [lna 360py daHux 6yno obpaHo HaykomempuyHy 6asy daHux Web of Science. Mlicna 3acmocysaHHs psady Kpumepiis — eubopy npedmemHoi 0baacmi,
muny nybaikayili, Mosu ma poky 8udaHHa nybaikayili — 0o KiHyesoeo po3enady byno obpaHo 948 pobim y nepiod 3 2000 no 2023 pp. o uiHHUX pe3yabma-
mie, OMPUMGHUX HO 0CHO8i 00CiOMeHHS, MOXHa 8i0Hecmu maki. lo-nepwie, nybaikayiliva akmugHicmb agmopie cmabinizysanacs ma 1o4ana nocmynoso
3pocmamu 3 2000 p., npomszom 1990-x pokie 6yno onybnikosaHa nuwe 12 pobim. Y 2021 p. asmopu onybaikysanu Halibinbwe — 113 pobim, a Halisuwuli
pigeHb yumysaHs 6ye docseHymuli y 2023 p. [Mo-0pyee, € 6azosi nybaikayii, Ha AKi noCUAAOMbCA A8BMOPU aHANI308aHUX HaMU pobim. Tak, cmammio C. Fornell
1981 p. 32adysanu 72 pasu, cmammio K. L. Keller 1993 p. — 64 pa3u, pobomy J. F. Hair 1998 p. — 60 pasie. [o6ydosaHa XpoHo02is YumyeaHs y aHANI308aHUX
Haykosux nybaikayisx 00380/una npocaiokysamu nopsooK CrinbHO20 YUmysaHHs aimepamypHux dxcepesn. [lo-mpeme, Halibinbwy 3auikaeneHicme y docsi-
Oxcysaniii memamuyi nposenstoms Haykosui Kumato, CLUA ma Benukoi Bpumanii. Ix cninsruil Hayxosull 3006ymok cmarosume 35% 6id 3a2anbHoi Kinbkocmi
aHani308aHux nybaikayiti. Mo-yemeepme, YaCMOBHUBAHUMU fIK Y K/KOYOBUX C/108aX, MAK i 8 HA38ax cmameli € cnosa «branding» i «brand», «marketing»,
«destination» i «place». [o-n’ame, nonosuHa 3 aHanizoeaHux cmamedi sidnosidae npuralimui 00Hil Lini cmanoeo pozsumky. Haliuacmiwe sidobpaxcatomscs
00uHaoyama (Cmanuii po3sumok micm i cnineHom), deg’ama (IHHosauii ma iHpacmpykmypa) ma mpems (Miyxe 300poe’s) uini. Mo-wocme, yKpaiHCoKI
aueHi onybnikysanu 13 cmameli 3 memamuku mepumopianbHo20 bpeHOUHey, wio c8id4uMb Mpo 3auikasaeHicmb Yielo memMamuKor ma HasgHiCMb nomeH-
uiany po3sumky. Modanbwi docsioxeHHs bydymb CIPAMOBaHi Ha no2nubaeHHA munonoezizayii nioxodie 0o su3HaYeHHs cmpameziti GpeHOuH2y mepumopit.
Kntouoei cnoea: bpeHd, bpeHOuHe, mepumopis, bibniomempuka, 8izyanizayis.

Puc.: 9. Taba.: 5. biba.: 13.
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Syhyda L. 0., Malii S. V., Lu X. Theoretical Aspects of Territory Branding: A Bibliometric Analysis
The aim of the article is to study the problems of territory branding in the scientific works of domestic and foreign scholars. The research methodology is based
on bibliometric analysis, which allows accumulating an array of publications on a particular topic and processing it. For data collection, the Web of Science
scientometric database was chosen. After applying a number of criteria — the choice of subject area, type of publications, language and year of publication —
948 papers between 2000 and 2023 were selected for final review. Valuable results obtained on the basis of the study include the following. Firstly, the authors’
publication activity stabilized and began to grow gradually in 2000, during the 1990s only 12 works were published. In 2021, the authors published the most
- 113 works, and the highest level of citations was reached in 2023. Thus, the article by C. Fornell of 1981 was mentioned 72 times, the article by K. L. Keller of
1993 - 64 times, the publication by J. F. Hair of 1998 - 60 times. The composed chronology of citations in the analyzed scientific publications made it possible to
trace the order of joint citation of literary sources. Thirdly, scholars from China, the United States and Great Britain show the greatest interest in the topic under
study. Their joint scientific achievement makes 35% of the total number of analyzed publications. Fourthly, the words «branding» and «brand», «marketing»,
«destination» and «place» are often used both in keywords and in the titles of articles. Fifth, half of the analyzed articles meet at least one Sustainable Develop-
ment Goal. The eleventh (Sustainable Cities and Communities), ninth (Innovation and Infrastructure) and third (Good Health) goals are most often reflected.
Sixthly, Ukrainian scholars have published 13 articles on the topic of territory branding, which indicates interest in this topic and the presence of development
potential. Further research will be aimed at deepening the typology of approaches to determining territory branding strategies.
Keywords: brand, branding, territory, bibliometrics, visualization.
Fig.: 9. Tabl.: 5. Bibl.: 13.
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I[TutaHHs OPEHAMHIY B TEPUTOPIaABHOMY pPO3pi-
3i HabyBae Bce MMPIIOI MOMYASIPHOCTI Cepep BiTuu3-
HAHMX yyeHuX. Tak, HaykoBi pobotu [1-5] crnpsmo-
BaHi Ha AOCAIAXKEHHS CYTHOCTI, MAXOAIB A0 popMy-
BAHHS V1 YIIpaBAiHHA OpeHAaMu perioHiB Ta YkpaiHu
saraaom. Ilamm B. B., Ayxancpka T. 0., bomora H. B.
[6], [Tpumax T. 1O., TTaBaenko M. A. [7] ta laitBopoH-
cpka L. B. [8] poskpuay BaXAUBIiCTb OpeHAMHTY Tepu-

bOTOAHI KOHKYPEHLIisl 3aTOCTPIOETHCS He TiAb-

K/ MDK MAIIPUEMCTBAMY, aAe 11 MK TepUTO-

pisimu B raobaabHOMY Macitabi. Bonu smara-
I0TbCA 32 AIOACBKi, IPUPOAHI Ta TYPUCTUYHI pecypcH,
iHBeCTHLIil, TOCHAIOIOTb KOHKYPEHTOCIPOMOXXHICTD i
npuBabAuBicTb. [IpoTe HEAOCTATHDBO, 100 TepuTOpis
AMIIIE BOAOAiAQ YHIKQABHMM HA0OPOM XapaKTepUCTHK,
AKi MOXYTb 3al[iKaBUTM MOTEHLIMHUX CIIOKMBAUiB.
BaxamnBo, 1106 Teputopisi Moraa oGopMuUTH 1ii Xapak-
TEPUCTUKU Ta MPEACTABUTU X LIABOBMM CIIOXVBA-
YaM, BUKAMKAIOYM B OCTaHHIX 0a’kKaHHS CKOPUCTATUCS
nepeBaramMyu Teputopii. EQexTuBHUM iHCTpyMeHTOM
AASL AOCATHEHHS LIbOT0 eeKTy € popMyBaHHs OpeHAY

TOpiit AAst chepu Typusmy. [ToAiTuHi acrekT OpeH-
AVHTY TEPUTOPII1 Ta I0TO 3HAYEHHS MIPU AELIeHTPaAi-
3allii AOCAipXeHO B poborax [9; 10].

OAHaK HeBMPIlIEHVMH 3aAMIIAIOTHCS YACTUHU

TEPUTOPIil. 32 AOIIOMOT0I0 OPEHAMHIY MOXKHA PO3PO-
61TH 00pa3 TepuTopii, K11 MAKCUMAABHO BUCBITAIO-
BaTMMe il IPUBAOAVBICTD i CTUMYAIOBATHIME AO «CIIO-
X1BaHH». ToMy 0co0AMBOi aKTyaAbHOCTI HabyBae
NUTAHHS OPEHAVHTY TepUTOPIl.

46

3araAbHoOI MpobAeMI, 110 CTOCYIOThCS AMBepcudiko-
BAHOCTi PO3TASIAY TEMATUKM OPEHAMHIY TePUTOPIL.

Memoro cTatTi € AOCAiAXKeHHs my6aikauiiHoi
aKTMBHOCTi HayKOBL|iB CTOCOBHO IUTaHb (HOPMYBaH-
Hs OpeHAy TepuTopii.
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bibaiomeTpuuHmit aHaAi3 y 1t poboTi cripsamo-
BaHUiT Ha 30ip AQHMX 3 TEMATUKU TEPUTOPIAABHOTO
OpeHAMHTY. BibAioMeTpUYHMIT aHAAI3 AO3BOASIE TIPO-
aHaAi3yBaTM HasABHI HAyKOBi Ipalli Ta 3HATU B HUX
TIPOTAAVHI Ta HEAOAIKM. A OTKe, AO3BOASIE BUSHAYM-
TU HATIPAMKY TIOAQABLINX AOCAIAXKEHb.

OAHMM i3 KAIOUOBMX acreKTiB 6i0AioMeTpudHO-
ro aHaaisy e Bubip xaouoBux cai. KawouoBi caoBa,
SIKi € AOTUMHUMMU AO T€MU AOCAIAXKEHHS], T2 PO3MOAIA
PEe3YABTATIB iX IOLIYKY B HAYyKOMETPUYHiil 0a3i AaHuX
Web of Science HaBepeHO B maba. 1.

Tabnuusa 1

MowyKoBi KNOYOBi CIOBa B HAYKOMETPUYHili 6a3i
nAaHux Web of Science

. Poku ny6ni- .
Kniouosi cnosa s Kinbkictb
N o KaujiiiHoi A
ym ix Komb6iHaLlis . | ny6nikauiii
AKTUBHOCTI
«territory» 1970-2023 94199
«region» 1970-2023 2358724
«brand» 1970-2023 70242
«branding» 1970-2023 12522
«territory» AND «brand» 1997-2023 307
«terrlto.ry» AND 1995-2023 16
«branding»
«territorial brand» 2008-2023 47
«region» AND «brand» 1991-2023 1594
«region» AND 1994-2023 458
«branding»
«regional brand» 2000-2023 160

[xepeno: cknageHo aBTopamii Ha OCHOBI AaHuXx i3 bJ] Web of
Science.

Aast Taubioro pocaipkeHHs B uiit chepi mu
BUOpaAM 4oTUpU Habopu KAWYOBMX cAiB. Li vornu-
pu KputuuHi 3amutu 00’epAHaHi croayuHukom OR:
1) «territory AND «brand», OR 2) «territory» AND
«branding», OR 3) «region» AND «brand», OR 4) «re-
gion» AND «branding».

3araAbHy CTPYKTYpy 6i6AiOMeTPUYHOTO aHaAizy
HaBeAeHO Ha puc. 1.

Takum 4MHOM, AASI TIOAQABLIOTO PO3TASIAY OYAO
o0paHo 948 mybaixaryiit.

apTO 3a3HAUUTH, W[O MeplIi CTATTi AATYIOTbCS

1990 p., aae npotarom HactymHux 10 poxis

BueHi omy0OAikyBaau auie 12 crareit. Tomy 30-

cepeAXyeMo yBary Ha mybaikanisx i3 2000 p., Koan

HayKOBMI1 iHTepeC aBTOPIB A0 L€l TeMaTuKu CTabiAi-
3YBaBCs Ta MOCTYIIOBO T10YaB HAPOCTATH (puc. 2).

HaitmpoAyKTUBHILIVM POKOM ITyOAiKaLiiHOI ak-

TUBHOCTI 3 TepUTOpiaAbHOrO OpeHAMHTY cTaB 2021 p.

SIKIIO PO3TASIAQTH CTATTi, OMyOAIKOBaHi LIbOrO POKY,
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TO CHOCTEPIraeTbCs 30CepeAKeHHs yBary BYEHMX Ha
AOCAIAKEHHI NPUKAAAIB YCIiIIHO cHOPMOBAHUX pe-
rioHaAbHMX OpeHAIB 200 BHECEHHS HAayKOBLISIMY TIPO-
TO3UIIII 1OAO PO3POOAEHHS OPEHAIB TEBHUX MiCT
(nanpuxaap, AoHpony, ToHkonry, Mymbas, OxiHaBu
Ta iH.) 4 perioHiB, 3okpema CkaHAMHaBIi (y cTaTTAX
TAKOX IAKPECAIOETHCA BaKAUBICTD YpaxyBaHHs reH-
AEpHOI piBHOCTI B OpeHA|).

He MeHII BaXAVMBOK € TAKOX MpoOAeMa piBHSA
LIMTOBAHOCTI omybAikoBaHux crareit (puc. 3).

BiamoBiaHO A0 puc. 3 A0 2008 p. UMTYBaHHA My-
OAixawiit 6yao Ha HM3bKOMY piBHi, 1II0 MOXKHa MOSIC-
HUTYU MAAOIO YMCEABHICTIO camux mybAikauiit. [Tpore
MPOTATOM HACTYIHMX POKIB, 3aBAAKM aKTUBi3aLii my-
OAiKaLifIHOT AKTUBHOCTI Ta 3pPOCTAHHIO 3aLiKaBAEHOC-
Ti B TeMaTUL}i, piBeHb UUTYBaHHA 3pic i y 2014 p. yxe
craHoBuB Oiabure 200 3a pik. Came 3 2014 p. moyaso-
s iHTeHCUBHe 30iAbILIEHHS KIABKOCTI LIUTYBaHb, MiK
npumnapae Ha 2023 p., — 1728 uutysaHb 3a pik.

aKOXX MJ IIPOBEAM QHAAI3 CIIABHOTO LIUTYBaH-

HA. AASL HAOYHOCTI TPEACTaBMAM 3B'SI3KM Ta

Mepexi MK MyOAiKaLismy, AKi UMTYIOTb aBTO-
pu y cBoix poborax. Ao po3rasipy 6yan BasTi my0Oaixa-
uii, Ha sKi € npyuHaNiMHi 17 UUTYBaHb B aHAAI30BaHUX
nybaikauisax (puc. 4).

3riAHO 3 puc. 4 iCHYIOTb AiTepaTypHi AXepeaa,
Ha fKi € IOCMAQHHS B 0araTboX aHaAi30BaHMX IyOAi-
Kauigax. LluTyBaHHS MaloTb B3aeMO3aAeXHICTb. Tpu
Ha0iABLII KAQCTepM LUTYBaHb GOPMYIOTHCS HABKOAO
ny0Aikawiit Takux aBropis, sk Fornell C., Keller K. L.
ta Hair J. F. Bibexcel o03BoAMB BcTaHOBUTM YacTOTY
3rapok y 6ibaiorpadii crareit. Tak, crarrs Fornell C.,
1981, V18, P39, ] Marketing Res srapyBasacst 72 pasy;
Keller K. L., 1993, V57, P1, ] Marketing — 64 pasmy,
Hair J. E, 1998, Multivariate Data Analysis: A Global
Perspective — 60 pasis, Podsakoff P. M., 2003, V88,
P879, ] Appl Psychol — 36 i Aaker D. A., 1996, V38,
P102, Calif Manage Rev — 30 pasis.

Po3amip KoAa Ha puc. 4 BU3HAYAE YACTOTY 3TaAy-
BaHb AKepeAa B CIIMCKAX AiTepaTypy aHAAI30BaHUX
pobiT. Maike 0AHaKOBMIT pO3Mip KiA BKa3ye Ha Te, 10
OiAbLIICTD AXKepeA OYAM 3TapaHi TPAKTUYHO OAHAKOBY
KIABKIiCTb pasiB.

AAsL Kpaloro po3yMiHHsI OTPUMAaHUX AQHUX MU
HaBeAM 1X Y XpOHOAOTIYHOMY TOPSIAKY Ha puc. S (Tak
caMo AO pO3TASIAY B3siaM myOaikauii 3i moHalimMeHIme
17 UMTYBaHHAMU B CTATTHX).

ITeperasip Y XpOHOAOTIYHOMY MOPSAKY AOIIO-
MO)Ke T00aYNTH piBeHb LUNTYBAHHS OAHUX POOIT B iH-
umvx. Havicrapimma crarTs, nuToBaHa B IIpOaHaAi30Ba-
HuX pesyabrarax, — Fornell C., omy6aikoBana B 1981 p.
(V18, P39, ] Marketing Res). OcTauHi cTaTTi, Ha sKi
HaBOAATb LMTYBaHHA, AaryioTbca 2015 p. 3araaom
IPOCTEXYETbCS BUCOKUI PiBEHb B3aEMOLIMTOBAHOCTI,
0c00AMBO B mepio 3 1993 mo 2004 pp.
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Bubip nowwykoBoi TeMaTuKm

—>| TepuTOpPiaNbHWII GPeHANHT

Y
Bubip 6a3n gaHmx » Web of Science
Y
Bubip HOL”YKOBOFO nona »| title, abstract, keywords
B 6a3i paHux

\ 4
Bubip kntovoBux cnis

Y

"territory" AND "brand" OR
"territory" AND "branding” OR
"region" AND "brand"
"region" AND "branding"

3 545 ny6nikauii

A

y
Bubip npegmeTHOI 061acTi

Y

Business Economics; Social Sciences; Other
Topics; Public Administration; Education;
Educational Research; Development Studies;
Operations Research Management Science;
International Relations

1 032 ny6nikauii

A

v
Bubip Tuny ny6nikain »| articles; proceeding papers; book chapters 1015 ny6nikawiin
|
7
Bubip moBu ny6nikauin »| aHmnincbKa 959 ny6nikaLii
|
v
Bubip pokis nybnikawin »( 2000-2023 » 948 ny6nikauin

Puc. 1. Mpouec 6i6niomeTpuyHoro aHanisy faHoro focnigKeHHA

BPYrWn nik
120 H3
nepLuni nik
g 80
= 80 a
()
: \/ L.
b N, 68
E MNOCTyNoBe 3poCTaHHA MybAiKaLiiHoI apyruit
E 40 aKTUBHOCTI 58 cnag
2 -
S nepLun cnaa
0

2001

2003 2005 2007 2009 2011

2013 2015 2017 2019 2021 2023

Pik

Puc. 2. My6nikauiiiHa akTMBHICTb HayKOBLiB NPOTArom JOCifAXKyBaHOro nepiogy

Dkepeno: cpopmMOBaHO aBTOPaMM Ha OCHOBI faHux i3 B WoS.

ABTOpM CTBOPIOIOTb HAyKOBi TIpali Ta BU3HA-
4aTb iX cyTb. OTXe, Ay)Ke BRKANBO BUMIDIOBATU
MPOAYKTUBHICTb aBTOPIB — KIiABKICTb OMy0AiKOBaHUX
HUMU cTareit (maba. 2).

Yci 3asHaveni B TabA. 2 aBTOpU MalOTh BUCOKI
h-index six y BA Scopus, Tax i B BA WoS, 1o cBigunTsb
IPO aKTYaABHICTb TEMATUKM, HaA AKOI0 BOHU IIpa-

48

LI0I0Tb, TA IX Mi3HABAHICTb Y CMiAbHOTI BueHux. Kpim
TOTO, HEOOXIAHO BIAMITUTH, 110 BCi aBTOPU MAIOTB Pi3-
Hi adiaiauii — B €Bpomi, Asii Ta ABcTpaaii, 10 roBo-
pUTB 1po reorpadivHy MOMMpPeHiCTb MPOOAEMATUKN.
o6 mobaunTy iHTEHCHBHICTb MyOAiKaLilTHOL
aKTMBHOCTI B PO3pi3i IPMHAAEKHOCTI AO KpalHU, MU
noOyAyBaAM Mepexy 3B’sI3KiB MK KpaiHamu adiaiauii
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niK LUTYBaHb
1728

2000

gi: iHTEHWBHE 3POCTaHHA ///.—.
5 1500 . 3P
§ KINbKOCTI Ll,VlTyBaHb
>
s
= 1000
S
%
E <o OCTYN0Be 3pOCTaKHs
KITbKOCTI LNTYBaHb
0 . -
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Puc. 3. luHamika uuTyBaHb HayKOBUX Ny6niKaLili npoTArom gocnigKysaHoro nepiogy
Ixepeno: chopmMoBaHO aBTOPaMu Ha OCHOBI AaHwx i3 B WoS.

withaml VA, 13088, Va2, P2, J Marketing
..Fuumier S, 1998, V24, P43, J Consum Pes

‘Ke‘ler KL 2008, V25, F740, Market Sci

QQJ'JQ# F.. 1393, Marketing Places At

Brakus JJ. 2009, Y73, P52 J Markafing
Hensaler J, 2013

‘Dodds WHB, 1391, V28, P37, J Market
A e

. 1898, Multhyariate Data Anabysis: A Global Per
bl
39 J Marketing Re

Hu LT, 1989, VE, P1, SructEqe yme B,

unnally J. €. 1934, Psychometric Theary
Holbrook M8, 1982, e, P132, J Consum Res

F]unn] 15 [, 2000, V21, PE7, Tnuﬂsm
Kavaratzis M. 2005, V96, PS06. Tijdschr Econ Soc Ge

Gartner W, C. 1993, V2, P191, Joumnal Of Trawvel & Tourism Marketin Klein JG. 1998,

1
van tersum K. 2003, VB6. P15, J Bus Ress o 4 1987 vod, P280.J 4

Kavaratzie M, 2013, %13, PES. Marketing Thear

Kavaratzis M, 201 5 V4 7. P1388, Environ Plann 4

Kavaratzis M. 2004, V1. P58, Flace Branding
Bruwer J. 20110, V27, PS5, J Consum Merk

Puc. 4. AHani3 cninbHUX LUTYBaHb AKepes JliTepaTypy B aHaNi30BaHUX HayKOBUX Ny6nikaLisx
Ixepeno: gocnigxeHo 3a gonomoroto BibExcel, Bi3yanizoBaHo 3a gonomoroto Pajek - Kamada-Kawai layout.

Ta6bnuysa 2
ABTOpU 3 HaNGiNbLLIOIO KiNbKiCcTIO Ny6niKaLiil 3a TeMaTUKOIO
ABTO Kinbkictb h-indexy b1 KinbkicTb ny6nikauin Adiniauina aBTopa
P craTen Scopus / WoS y B Scopus / WoS (yHiBepcuTeT, KpaiHa)
Anttiroiko A. V. 1 14/13 62/51 Tampere University (QinnaHgin)
ChanF.F.Y. 6 10/7 29/21 Hang Seng University of Hong
Kong (ToHKoHTr, Kutan)
Bruwer J. 5 40/31 111/98 Un|ver5|t¥ of South Australia
(ABcTpanis)
Prokop M. 5 6/5 32/48 Collgge of Polytechnics Jihlava
(Yexis)

[ xepeno: cknafjeHo aBTopamu Ha OCHOBI AaHwx i3 B[] Scopus i WoS.
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Baguzzl Ri‘!] 588, V16, P74 Joumal OfThe A%L\

1.
ﬁkerDaVldA 1?91 Managlng Brand Equn

NS>

B

ﬁ 4

/_'2 S_QHU LT, 199 \r’E Pl Struc! Ewudellng \

PA 2003 vsa PS?Q JAppE -

/ .

Kawvaratzis M. 2015, w47, F1368, Erwiron Plann A

aBTOpiB. Po3Mip KoAa moxasye KiAbKiCTb myOAikariit,
HaIMCAaHUX aBTOpaMy 3 KpaiHu. CTpiAOUKY MK KoAa-
MU BU3HAYE€HO MEPEXY CHIBIIpaLii MUK y4eHUMMU 3 pi3-
HUX KpaiH (puc. 6).

aKUM YMHOM, HaiiBuia myOAikaliliHa aKkTuB-

HICTb Y HAyKOBLB, SIKi NPEACTABASOTb TpU

kpaimn — Kurait, CIIIA Ta Beauxy bpuranito.
Pasom BoHM omybAiKyBaAu 334 CTATTi, 10 CTAHOBUTD
35% Bi 3araabHoi KiapkocTi. CaMe HaBKOAO HUX (op-
MYIOTbCsS TPU HAMINOTYXHIII KAAcTepy CHiBHpali 3
iHIIMMM KpaiHaMU CBITY.

YkpaiHcbki BueHi omybaikyBaau 13 pobit, y Tomy
uycAi y cniBnpaui 3 HaykoBusmu 3 Antsy, [Toabmmi
ta Kuraro. Aag Ykpainu TemMaTyka TepUTOpiaAbHOTO
OpEHAMHTY 11l Ma€ MOTeHLiaA HAPOLyBaHHS.

Aaai 3ocepepuMo yBary Ha myOAikauisx, sxi
OyAM LiMTOBaHi Hal0iABLIY KiABKICTB pasiB (maba. 3).

Crarrs [11] npouuroBaHa HaitbiAbLIy KiABKICTD
pasiB — 550 uuTyBaHb. BoHa Oyaa omy6aikoBana Cai
L. P. A., aBTopom 3i CIIIA. PospobaeHa B Hiit KOHLjeIT-
TyaAbHa MOAEAb OPEHAMHIY AeCTMHAL{I Ta PO3TASA
CIIAPHOTO OpEeHAYBaHHS SIK CIOCO0Y Y3TrOAXKEHOro
bopMyBaHHA IMIAXY B CIABCBKMX I'POMaAAX IIPOAO-
B)XXY€ BUKAMKATy 3alliKaBAE€HICTb iHIIMX BUCHUX.
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Blam C. 21]05 V43, 9325 Joumnal Of Travel Research \

K \\ \r"KeHerKL 2008, V25, P?4Et Mnrket Sci
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) \ \ '
Brakus JJ, 2009 \»’"3 P52, J
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.Van Itersum K, 2003, V56, P215. J Bus Res
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Bruwer J, 2010, V27, P5, J Consum Mark
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aker, 2012, Building Strcmg Bran
— Kawvaratzis M, 2013, %13, P63, Marketing Theor

Henseler J, 2015, V43, P115, J Acad Market Sci

Puc. 5. XpoHonoris cninbHUX LUTYBaHb AXKepen JliTepaTypy B aHani3oBaHUX HayKoBUX Ny6nikavjisx
Dxepeno: gocnigxeHo 3a fonomoroto BibExcel, Bi3yanizoBaHo 3a gonomoroto Pajek - Kamada-Kawai layout.

Y Tpertint 3a yurosaictio crarri Horng J. S,
Tsai C. T. [12] (204 uuTyBaHHS) aBTOPU PO3TASHYAU
A€p>KaBHI TypUCTMYHI BeOCallTu SIK MOTYXXHi iHCTpY-
MEHTH IIPOCYBAHHS KYAIHAPHOTO TYPU3MY.

Y crarri [13] (151 umryBanHs) Saraniemi S.,
Kylanen M. ompaijfoBaAu OHATTS «MicCLie IpM3HAYEH-
HsD» (AeCTMHaLlis) Ta BU3HAYMAYM CKAQAOBI, SIKi BapTO
BKAIOYATU AASL 110T0 po3yMiHHA. HeoOXiAHO BiaMiTH-
TU, 1[0 BiTYM3HSIHI BYEH] TAKOXK ITOYAAYM aKTUBHO BU-
KOPUCTOBYBAT! TEPMIH «A€CTMHALIS».

aKOXX BR)KAMBO BPaxyBaTM 4acTO BXXMBaHi B

CTaTTSX KAIOYOBi caoBa. [IpoBepeHe Hamu A0-

CAipXeHHs 3a poroMoromo BibExcel poo3Boan-
Ao BupiauTu 501 xatouoBe caoBo. Ilicast mepeBipkn
Ha PEAEBAHTHICTb AO TIOAAABIIOTO PO3TASIAY MU B34-
AM 428 KAIOYOBUX CAIB (BUKAIOUMAM 3araAbHi CAOBA,
reorpacdiuHi Ha3BM KpaiH, perioHiB). AecsTb KAIOYO-
BUX CAiB, fKi 3yCTpidaAuCs HalYacCTillle, HABEAEHO B
maba. 4.

3B’93KM MK OCHOBHUMM KAKYOBMMU CAOBAMMU
HaBeAeHO Ha puc. 7.

AK BUAHO 3 puc. 7, HABKOAO KAIOUOBUX CAiB i3
TabA. 4 1 popMyIOThCS HalOiABIII KAACTEPH, 1[0 BU-
3HAYAIOTh CIPSIMOBAHICTb TEMATUKM MyOAiKaLiiif, HaA
SAKMMM TlepeBakKHO MPaLo0Th HAyKOBLI.
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Fomania

CniBnpaus 3 HayKOBLIAMK
TpbOX KpaiH - JluTea,

MNonbuwa, Kutan

Puc. 6. Mepeixa 3B'A3KiB Mi>K KpaiHamm
Ikepeno: nocnifkeHo 3a sonomoroto BibExcel, BisyanizoBaHo 3a gonomoroto Pajek — Kamada-Kawai layout.

HaiuyuroBaHiwi ny6nikauii 3a TemaTukoio

Indonesia

U Arab

Tabnuusa 3

Crarta

[nHamiKa UnTyBaHHA
3a2014-2023 pp.

3aranbHe
LUTYBaHHA

KeapTtunb
XypHany

KpaiHa adiniauii
aBTOpIB

Cai, L. P. A. Cooperative branding
for rural destinations. Annals of
Tourism Research. 2002. Vol. 29.
Iss. 3. P.720-742

"14'15'16'17'18'19'20'21'22'23

550

Q1

CLA

Godey, B; Manthiou, A. et al.
Social media marketing efforts
of luxury brands: Influence on
brand equity and consumer be-
havior. Journal of business
research. 2016.Vol. 69. Iss. 12.
P.5833-5841

115

"14'15'16'17'18'19'20'21'22'23

459

Q1

OpaHuis, ITanis,
IHAin

Horng, J. S.. Tsai, C. T. Govern-
ment websites for promoting
East Asian culinary tourism:

A cross-national analysis. Tourism
Management. 2010. Vol. 31.

Iss. 1. P.74-85

33

N

—
——

e """"-L.,/F-_

"14'15'16'17'18'19'20'21'22'23

204

Q1

TalBaHb

Yoon, B, Park, Y. A systematic
approach for identifying techno-
logy opportunities: Keyword-
based morphology analysis.
Technological Forecasting and
Social Change. 2005. Vol. 72.

Iss. 2. P. 145-160

23

"14'15'16'17'18'19'20'21'22'23

198

Q1

MiBgeHHa Kopes

Saraniemi, S,, Kyldnen, M. Prob-
lematizing the Concept of Tour-
ism Destination: An Analysis of
Different Theoretical Approaches.
Journal of Travel Research. 2011.
Vol. 50.Iss. 2. P.133-143

23

SN

R

"14'15'16'17'18'19'20'21'22'23

151

Q1

OiHnaHain

[Ixepeno: cknageHo aBTopamm Ha OCHOBI flaHux i3 B WOS.
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Puc. 7. Mepexa 3B'A3KiB Mi>K KNIOUOBMMU CJI0BaMU

[Ixepeno: focnigxeHo 3a gonomoroto BibExcel, BisyanisosaHo 3a gonomoroio Pajek.

Ta6bnuusa 4
YacTo BXK1BaHi KNioyoBi c/1oBa
KniouoBe KnioyoBse
CnoBo YacroTa CnoBO YacroTa
Branding 38 Brand Equity 20
Tourism 36 Brand Image 18
Place Branding 34 Social Media 18
Marketing 33 Eg:g:z;on 17
Brand 27 Brand Loyalty 16

ITpu po3rasipi cAiB, 1110 GOpMYIOTb Ha3BU CTaTeN,
MM TaKoX BUAIAMAY 501 cCAOBO. AO PO3TASIAY AQAL B3S-
AU 364 CAOBQ, PEINTY BUKAIOYMAY YePe3 HepeAeBaHT-
HICTb. AecsTb CAiB, IKi HaifyacTille BUKOPUCTOBYBAAU
aBTOpM B Ha3Bax My0OAiKalliil, HaBeAeHO B mab. S.

Tabnuua 5
YacTo BXKMBaHi cnoBa B Ha3Bax ny6nikauin
KnioyoBe Knioyose
CnoBo Yacrora CnoBo Yacrora
Brand 218 Marketing 70
Branding 115 Regional 66
Tourism 111 Destination 60
Region 88 Analysis 58
Development 88 Place 48

3B’s13KUM MK CAOBaMH, 10 HAITYaCTillle BUKOPUC-
TOBYIOTbCSI BUEHVIMM B HasBi NMyOAiKallii, HaBeA€HO Ha
puc. 8.

52

ITyHKTMPHMMM KOAQMU Ha PUC. 8 BUAIAGHO TPU
CAOBQ, SIKi aBTOpM HalyacTille BKAIOYAIOTb Y Ha3BU
cBoix my0aikauiit. Tak, caoBo «brand» € y HazBax 218
mybAiKaiit, To6To y 23%. Apyrum 3a 4aCTOTOI BUKO-
pucTaHHs € cAoBo «branding» — y 115 my6aixauisx (y
12%), a TpeTimM CAOBOM € «tourism» — y 111 mybaika-
uisix (11%). ITonyastpHicTb cAOBa «tourism» MoB’si3aHa
3 BOKAVBICTIO OPEHAMHIY AASL PO3BUTKY TYPUCTUYHOI
AIIABHOCTI Ha TepUTOPiL.

Skmo sictaButy caoBa 3 TabA. 4 i TabA. 5, TO B
000X BUITAAKAX B IT ATIPKY HANIIOMYASIPHIIINX BXOASTD
«branding» (mepure cepea KAIOYOBMX i Apyre cepep
caiB i3 Ha3B my6aixauii) Ta «brand» (r'sTe cepea Kaio-
YOBMX CAIB Ta Ieplie cepeA CAIB i3 Ha3B mybAikaliit).
Kpim Toro, «marketing» € yeTBepTMM 3a momyasip-
HICTIO 3a3HAYEHHS KAIOUOBMM CAOBOM, 2 32 TOMYASIP-
HICTIO BUKODUCTAHHS B Ha3BaX — Ha MIOCTOMY MiCLi.
Takox B 000X BMUIAAKaX BMKOPUCTOBYIOTHCS CAOBA
«destination» i «place».

QKAUBO BIAMITUTH, 1[0 TTOAOBMHA CTaTeil BiA-

noBipae mpuHaiMHi oaHii LliAl cTaroro pos-

BUTKY, yxBareHnx Ha Camiti OOH 3i cTaaoro
po3BuUTKY (puc. 9).

Orxe, 46% my0AikaLyit 3i BCix, 10 BIATOBIAQIOTD
LIASIM CTAAOTO PO3BUTKY, BIAOOPaXKAIOTh OAVHAALIATY
1iab — CTaAmit po3BUTOK MICT i cmiAbHOT. L]e iAkoM
BIAIIOBiAQ€ TeMaTUlli CTaTeil, sIKi epeBaXXHO CTOCY-
I0TbCsI OpPEHAMHT'Y TePUTOPIil 3aAAS iX PO3BUTKY.

Ha apyromy micui (17% pobitT) — AeB’siTa 1iab
(InHoBauii Ta iHppacTpyKTYpa), IO € OAHUM i3 HATIps-
MiB hopMyBaHH: OpeHAY TepuTopiit. Y 7% my0aixauiiit
Bip0OpakaeTbcs TpeTs Liiab — MiliHe 3A0poB’s; 1wie 6%
pobir BiaoBiAa€ yeTBepTa 1iAb — fIKicHa ocBiTa, a 5%
Apyra uiab — [TopoOAQHHS TOAOAY.
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Puc. 8. Haii6inbwu yacTo BXKuBaHi cioBa B Ha3Bax ny6nikauin

Ixepeno: focnigxeHo 3a gonomoroto BibExcel, BisyanizosaHo 3a gonomoroio Pajek.

11 Sustainable Cities And Communities

09 Industry Innovation And Infrastructure

03 Good Health And Well Being

04 Quality Education

02 Zero Hunger

Others

231
(46% of tptal)
87
(17% of total)
33
(7% of tatal)
29
(6% of totgl)
26
(5% of totpl)
100
(20% of total)

Puc. 9. YacTKa 3ragyBaHb Liineii ctanoro po3BuTKy B HayKoBUX ny6nikawjisx

[epeno: cknageHo aBTopamu Ha OCHOBI AaHwx i3 b} WoS.

BMCHOBKU

AetaabHe pAocaipxeHHst 948 myOaikariit, BusHa-
YeHNX 32 AOMOMOroi 0ibAioMeTpMYHOrO aHaAisy B
BA Web of Science, A03B0AMAO TAMOMHHO PO3TASIHY-
U TIpobAeMaTVKy OpeHAMHTY Teputopiit. OTpumMani
Pe3yAbTaTy MOKa3YIOTb, 110 IPOTATOM OCTaHHIX POKiB
3aL[iKaBAEHICTDb y TeMaTuLi 3pocTae Ta HabyBa€ rao-
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0aAbHOTO XapaKTepy, 1[0 MATBEPAXKYETHCS IMPOKOIO
reorpadiero kpain adiaiawii HaykoBLiB. Takox aBTOpU
myOAiKaliif CAIAYIOTb Cy4acCHUM TEHAEHLIAM — MOAO-
BUHa CTaTell BiAOOpakae LjiAi CTAAOrO PO3BUTKY.
ITopaabmi AOCAIAKEHHST OYAYTDb CIIpSIMOBAHI Ha
IIOTAMOAEHHS TUIIOAOTi3allii MAXOAIB AO BUBHAYEHHS
cTpareriit OpeHAVHIY TepUTOPIiL. u

53

v

[TIOBAJTI3ALINHI TIPOLECK B EKOHOMILL

EKOHOMIKA



o

[TIOBAJTI3ALIHI TIPOLECK B EKOHOMILL

EKOHOMIKA

Ul
N

BIBNIOrPA®IA

1.

Boosiuena O. I, Wynpyabko H. B, Bosk C. B. Po3-
BWUTOK perioHanbHWX OpeHpiB (npakTuka obnac-
Ten YKpaiHu). EkoHomika ma depxasa. 2020. N© 11.
C.69-74.

DOI: https://doi.org/10.32702/2306-6806.2020.11.69
CaBueHko M. €. TeopeTUKO-METOAWMYHI OCHOBM
ynpaBniHHA 6peHfamu perioHiB. EkoHomiyHuUU sic-
Huk.2021.N2 4. C. 175-182.

DOI: https://doi.org/10.33271/ebdut/76.175
JOpo3poscbkuin . 1., l0polw B. B. Mpobnemu dopmy-
BaHHSA i PO3BUTKY 6peHay YKpaiHu Ha MiXKHapOaHIl
apeHi. Haykosul 8icHUK Y20p00CbK020 HAYiOHA/b-
Hozo yHigepcumemy. Cepis «MiXHApOOHi ekoHoMiY-
Hi 8i0HOCUHU ma csimoee 2ocnodapcmeo». 2018.
Bun. 22. Y. 1. C. 106-109. URL: http://www.visnyk-
econom.uzhnu.uz.ua/archive/22_1_2018ua/24.pdf
TomalwyK |. B. BpeHanHroBi OCHOBM PO3BUTKY Ciflb-
CbKUX TepuTopii BiHHMLbKOro perioHy. Haykosul
BICHUK Y)X20p0OOCbK020 HAUIOHANIbHO20 YHiBepCu-
memy. Cepia «MixHapoOHi eKOHOMIYHi 8iOHOCUHU
ma cgimoge 2ocnodapcmeo». 2019. Bun. 25. Y. 2.
C.147-155. URL: https://dspace.uzhnu.edu.ua/jspui/
bitstream/lib/26770/1/Tomatuyk%201%20B..pdf
CrypiHcoka T. Al. TepuTopianbHuii 6peHs AK mexa-
Hi3M peiHKapHaLil genpecMBHUX pPerioHiB YKpa-
iHW. EkoHomika: peanii yacy. 2015. Ne 1. C. 62-72.
URL:  https://economics.net.ua/files/archive/2015/
No1/62-72.pdf

Mann B. B, JlyxaHcbka T. 10, Bowota H. B.
bpeHn Teputopii MicTa B KOHTeKCTi CTparteriy-
HOro ynpaeniHHA cdepoio Typusmy. Haykosul
gicHuKk Mykauiecbkoz2o 0epXagHo20 yHisepcume-
my. Cepia «EkoHomika». 2017. Bun. 2. C. 133-141.
URL: http://dspace-s.msu.edu.ua:8080/bitstre
am/123456789/2572/1/2-8-2-2017-20.pdf

Mpumak T. 10., MaBnenko M. J1. CyTHicHW® nigxig go
bopmyBaHHs iMigXKy TYpPUCTUYHOIT AecTrHAaLT. Edek-
mueHa ekoHomika. 2022. N2 2.

DOI: https://doi.org/10.32702/2307-2105-2022.2.70
[anBopoHcbKa I. B. BpeHanHr gectuHauii y npoueci
BiATBOPEHHA perioHanbHOro TypnpopykTy. bizHec
IHgpopm. 2019.N2 2. C. 121-132.

DOI: https://doi.org/10.32983/2222-4459-2019-2-
121-132

Nywarina T. B,, CynpyH A. B. bpeHguHr Teputopii
B KOHTEKCTi [feleHTpanisauii B YKkpaiHi. Haykosi
npaui. Cepia «onimonoeia». 2018. Bun. 302. T. 314.
C. 40-44. URL: https://journals.indexcopernicus.
com/api/file/viewByFileld/678671.pdf

. Koctioukos C. K. @opmyBaHHA nonituyHoro dpeHpy

TepuTOpii 3acobamn mac-megia B YMOBax pPoCil-
CbKO-YKPaiHCbKOI BiliHU (Ha MpuvKnagi XepcoHLm-
HW). AkKmyanbHi npobaemu nonimuku. 2023. Bun. 71.
C.101-107.

DOI: https://doi.org/10.32782/app.v71.2023.14

. Cai L. P. A. Cooperative branding for rural destinat

tions. Annals of Tourism Research. 2002. Vol. 29.
Iss. 3. P. 720-742.
DOI: https://doi.org/10.1016/50160-7383(01)00080-9

12.

13.

Horng J. S., Tsai C. T. Government websites for pro-
moting East Asian culinary tourism: A cross-national
analysis. Tourism Management. 2010. Vol. 31. Iss. 1.
P.74-85.

DOI: https://doi.org/10.1016/j.tourman.2009.01.009
Saraniemi S., Kylanen M. Problematizing the Con-
cept of Tourism Destination: An Analysis of Different
Theoretical Approaches. Journal of Travel Research.
2011.Vol. 50. Iss. 2. P. 133-143.

DOI: https://doi.org/10.1177/0047287510362

REFERENCES

Cai, L. P. A."Cooperative branding for rural destinations”.

Annals of Tourism Research, vol. 29, no. 3 (2002):
720-742.
DOI: https://doi.org/10.1016/50160-7383(01)00080-9

Drozdovskyi, Ya. P, and Yurosh, V. V. “Problemy formu-

vannia i rozvytku brendu Ukrainy na mizhnarodnii
areni” [Problems in the Formation and Develop-
ment of the Brand of Ukraine in the International
Arena]. Naukovyi visnyk Uzhhorodskoho natsional-
noho universytetu. Seriia «<Mizhnarodni ekonomichni
vidnosyny ta svitove hospodarstvoy, iss. 22, part 1
(2018): 106-109. http://www.visnyk-econom.uzhnu.
uz.ua/archive/22_1_2018ua/24.pdf

Haivoronska, . V. “Brendynh destynatsii u protsesi vidt-

vorennia rehionalnoho turproduktu” [The Brand-
ing of Destination in the Process of Reproduction
of a Regional Tourism Product]. Biznes Inform, no. 2
(2019): 121-132.

DOI: https://doi.org/10.32983/2222-4459-2019-2-
121-132

Horng, J.S., and Tsai, C. T.“Government websites for pro-

moting East Asian culinary tourism: A cross-national
analysis”. Tourism Management, vol. 31, no. 1 (2010):
74-85.

DOI: https://doi.org/10.1016/j.tourman.2009.01.009

Kostiuchkov, S. K. “Formuvannia politychnoho brendu

terytorii zasobamy mas-media v umovakh rosiis-
ko-ukrainskoi viiny (na prykladi Khersonshchyny)”
[Formation of the Political Brand of the Territory by
Means of Mass Media in the Conditions of the Rus-
sian-Ukrainian War (On the Example of the Kherson
Region)]. Aktualni problemy polityky, no. 71 (2023):
101-107.

DOI: https://doi.org/10.32782/app.v71.2023.14

Lushahina, T. V., and Suprun, A.V.“Brendynh terytorii v

konteksti detsentralizatsii v Ukraini” [Branding of
the Territory in the Context of Decentralization in
Ukraine]. Naukovi pratsi. Seriia «Politolohiia». 2018.
https://journals.indexcopernicus.com/api/file/
viewByFileld/678671.pdf

Papp, V. V., Luzhanska, T. Yu., and Boshota, N. V. “Brend

terytorii mista v konteksti stratehichnoho upravlin-
nia sferoiu turyzmu” [The Brand of the Town Terri-
tory in the Context of Strategic Management of the
Tourism Sphere]. Naukovyi visnyk Mukachivskoho
derzhavnoho universytetu. Seriia «Ekonomika», iss. 2

BISBHECIHOOPM Ne 1_2024

www.business-inform.net




(2017): 133-141. http://dspace-s.msu.edu.ua:8080/
bitstream/123456789/2572/1/2-8-2-2017-20.pdf
Prymak, T. Yu., and Pavlenko, M. L.“Sutnisnyi pidkhid do
formuvannia imidzhu turystychnoi destynatsii” [Es-
sential Approach to Forming the Image of a Tourist
Destination]. Efektyvna ekonomika, no. 2 (2022).
DOI: https://doi.org/10.32702/2307-2105-2022.2.70
Saraniemi, S., and Kylanen, M. “Problematizing the Con-
cept of Tourism Destination: An Analysis of Different
Theoretical Approaches”. Journal of Travel Research,
vol. 50, no. 2 (2011): 133-143.
DOI: https://doi.org/10.1177/0047287510362
Savchenko, M. Ye. “Teoretyko-metodychni osnovy up-
ravlinnia brendamy rehioniv” [Theoretical and
Methodological Fundamentals of Brand Manage-
ment of Regions]. Ekonomichnyi visnyk, no. 4 (2021):
175-182.
DOI: https://doi.org/10.33271/ebdut/76.175
Studinska, H. Ya. “Terytorialnyi brend yak mekhanizm
reinkarnatsii depresyvnykh rehioniv Ukrainy” [Ter-

BISBHECIHOOPM Ne 1_2024

www.business-inform.net

ritorial Brand as the Mechanism of Reincarnation
of the Depressed Regions of Ukrainel. Ekonomika:
realii chasu. 2015. https://economics.net.ua/files/
archive/2015/No1/62-72.pdf

Tomashuk, 1. V. “Brendynhovi osnovy rozvytku silskykh
terytorii Vinnytskoho rehionu” [Branding Bases for
Development of Agricultural Territories of Vinnytza
Region]. Naukovyi visnyk Uzhhorodskoho natsional-
noho universytetu. Seriia «Mizhnarodni ekonomichni
vidnosyny ta svitove hospodarstvos, iss. 25, part 2
(2019): 147-155. https://dspace.uzhnu.edu.ua/jspui/
bitstream/lib/26770/1/Tomalyk%201%20B..pdf

Vdovichena, O. H., Shuprudko, N. V., and Vovk, S. V.“Ro-
zvytok rehionalnykh brendiv (praktyka oblastei
Ukrainy)” [Development of Regional Brands (Prac-
tice of Regions of Ukraine)]. Ekonomika ta derzhava,
no. 11 (2020): 69-74.
DOI: https://doi.org/10.32702/2306-6806.2020.11.69

55

v

[TIOBAJTI3ALINHI TIPOLECK B EKOHOMILL

EKOHOMIKA



