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Oxkcana 'OJIYBOBCBKA

YHPABJIIHHS BPEHAOM TYPUCTUYHUX OCEJIb Y CKUIAAI
MAPKETHHIOBUX 3AXO/IB IHAYCTPIi CLILCHKOI'O TYPU3MY

Pestome. Pozensnymo ¢opmyeanHs no3umueHo2o iMioxcy ma yHIKarbHocmi mypucmuunoi oceni. Lle docseaembcs
CMBOpeHHAM OpeHdy 01a 3axucmy opeaHizayii 8i0 KOHKYpeHmie ma 3MiyHeHHA ii no3uyiti Ha puHKy 8IOHOCHO NPOOYKmMie-
saminnukie. OOTPYHMOBAHO HEOOXIOHICMb YOOCKOHANEHH MOP2080i MAPKU 20Cn00apcukoi cadubu Oasi CMEOPeHHs.
00820mepMiH060i pexnamu. Bucsimaeno ocobaugocmi pobomu 3 6peHoamu 8 YKpAiHCbKUx yMos8ax, AKi nouuproiomsca i Ha
opeanizayii cintbcoko2o mypuzmy. ORUCAHO UMO2U ONSi CMBOPEHHS 6IACHO20 MOP208020 imMeHi. Hasedeno pizHomanimmui
NPUKIAOU KONOPUMHUX HA36 MYPUCIUYHUX ocenb. Busnaueno ¢axmopu, wo nepeuikooacaioms cmeopentio Gipmosux
nocnye. Cghopmosano pexomenoayii 014 eubopy YHIKAIbHO20 PipMo6020 iMeHi azpocadudu, wo Oyoe npusabiroeamu He
e mypucmia, a il JcypHanicmia s 3a6e3nevents 6IACHUKAM caoub nomysicHo20 NOMOKY 6e3KOUMOBHOT peKIamu.

Knwuoei cnosa: Openo, mypucmuuna ocens, ipmose im'a, CintbCobKuii mypusm, caouba, KOJIOPUMHA HA384,
KOHKYpeHmu, pekiama.

Oksana GOLUBOVSKA

MANAGEMENT OF TOURIST VILLAGE BRAND AS A PART OF RURAL
TOURISM MARKETING STRATEGIES

Summary. The article deals with the creation of the positive image and unique phenomenon of tourist village
through branding for protection of the organization from the competitors and strengthening of its market position relative to
substitutes. The article grounds the necessity of country house brand improving for creation of long-term advertising because
the further development of rural tourism is impossible without an active promotion of the national tourism into the Ukrainian
and international markets and creation of Ukraine’s image as a favorable country for rural tourism. The peculiarities of
work with brands including village tourism companies in Ukrainian environment are covered in the article. It describes the
requirements for creation of your own trade name. Thus, brand name should meet certain requirements. It must be quite
unique and easy to remember. It’s desirable if it could somehow reflect the specific features of the country house. There are
various examples of colorful and primitive names of tourist houses. The factors which prevent from creation of quality
branded services are determined as well. As a result, in many cases the services are rendered without proper justification
and consumer demand evaluation, and only after that producers begin searching for real customers and target groups. The
author of the article introduces unconventional form of advertising such successful experience as putting a country house
name on souvenirs which are sold or distributed to tourists (on the arrangement with souvenir producers). This creates a
positive impression among visitors of the country house and remains in their memory for a long time. The article develops
some recommendations for the process of choosing the unique country house brand name that will attract not only tourists
but journalists as well. It will provide the owners of the country houses with the powerful source of free publicity as well as
increase of the commercial success of their business.

Key words: brand, tourist village, brand name, rural tourism, country house, colorful name, competitors,
advertising.

IMocranoBka nmpodsiemu. OfHIEIO 3 KOHKYPEHTHUX TIepeBar oprasizariii, o BiJHOCSATHCS 110
mepeBar BHCOKOI'O paHry, € HasBHICTh Yy KOMIIaHii BigoMoi ToproBoi Mapku. DopmyBaHHS
MO3UTHBHOTO IMI/DKy KOMMaHii, a, OTKe, 1 MPOAYKIii, Ha3WBaeThCs e(HEeKTOM TNPUAOAHHS
opraHizami€lo TMeBHOI PWHKOBOI CHJIM, HAsBHICTH SIKOi 3HIDKYE UYyTJIHMBICTH CHOXHBaya N0 I[iHH,
3MEHIITy€ 3aMiHHICTh TPOJYKTY aHAIOTaMH, TOOTO 3aXHIIIae OPraHi3allilo BiJl KOHKYPEHTIB 1 MiICHITIOE
il MO3uUIIi1 BiTHOCHO MIPOAYKTiB-3aMiHHUKIB.

3 pO3BUTKOM PHHKY CUIbCBKOTO TYPH3MYy ICTOTHUM YHWHHHKOM ()OPMYBaHHS CIIOKHUBUHX
TiepeBar cTa€ HasBHICTh (200 BiICYTHICTh) y TIOCTYTH iMEHI (TOproBoi Mapku — OpeHy), BiJOMOTO B
CIIOKUBYOMY cepenopuili. Toproea Mapka nepeabadae peanmizailiro neBHOI (Gitocodii BIpoBaKEHHS
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JAHOTO IMEHi 3 BUKOPUCTAHHSIM KOMIUIEKCY MapKETHHIOBUX KOMYHIKalil, M0 Oyae BHKOPHCTaHUN
JUTSL HarTpaBIlieHHs iHQopMalii Ha IITbOBY TPYITy KITI€HTIB, BIANOBITHY CIIOKHUBAIIBKAM OUYiKyBaHHSIM.

Takum uwmHOM, (QOpPMYETHCS CrHeIuQidHa CTpaTeris, sKa PO3yMIETbCA SK CHIIbHA JiJIOBa
KOHIICMIIis TUTIoC Halip peanbHUX MAil, 3JaTHUX MPHUBECTH L0 KOHIEMIIIO (TOProBy MapKy) A0
CTBOpPEHHS peanbHOI KOHKYPEHTHOI TepeBaru, mio 30epiractbcst TpuBaiui dac. Jleski aHamiTHKH
BBa)XalOTh OPECH]] HANHIOBrOBIUHIIINM aKTHBOM KOMIIaHi1, TEPMiH JKUTTS SIKOTO 3HAYHO MEPEBUIILYE Yac
iCHYBaHHS sIK BHpPOOJIGHHMX IMOCIYI, TaKk 1 camMHWX oOpraizamiid. Yce me i cTajso TOJIOBHOIO
HepeyMOBOIO JaHOTO JIOCIIIKSHHS.

AHaJIi3 ocTaHHIX AocaimKeHb i mydmikanii. [Tporec ynpapninas OpeHaoM y chepi Typusmy
3 MO3MLII MapKeTHHTY IIMPOKO PO3MIINAETHCS Yy Mpalsgx 0araThboX 3aKOPAOHHHX Ta BITYH3HSIHUX
HaAyKOBIIiB, TakuX, sk bpirrc C. [1], Becenor C.B. [2], Mynin B.I'. 3], Tumomenko 3.1. [3], Camapiies
€.B. [3], 3wmitioB A.IL [3], dsaneuko JLIL [4], laepunrok C.II. [5]. OmHak He AOCHTIHKEHI 0COOIMBOCTI
poboTH 3 «OpeHaOM» caMe B CUTBCBKOMY TYypH3Mi, a TO4HiIe 3 (GipMOBUM iM’SIM TOCHOIApPCHKOT
arpooceii, O € TOJOBHUM OO0’ €KTOM TPOCYBaHHS HAlliOHAJBHOTO TYPHUCTUYHOTO MPOAYKTY MIJIst
3alydeHHs BITYM3HAHUX Ta I1HO3EMHHX TYPHCTiB i (popmyBaHHS 00pa3y YKpaiHH K IepiKaBH,
CTIPHATIIUBOI JUTS CUTBCHKOTO TyPH3MY.

MeTo10 cTaTTi € PO3KPHUTTSI 0COOIMBOCTE poOOTH 3 OpeHAaMU B YKpaiHCHKHX YMOBaX,
3Ba)KaOUM Ha crnenr(iky CiTbCHKOTO TYypU3My, HUIAXOM aHaNi3y iCHYyIOUHX (ipMOBHX IMEH, MIO
3HAYHO MOJIETIINTh MPOCYBAHHA CaauOM TOCMOJAps Ha PHUHOK CLIBCHKOTO TYPHU3MY 1 CIPHUSITHME
(hiHaHCOBOMY YCITIXYy.

Buxnan ocHoBHoro marepiaiy. Ha cydacHOMy pUHKY INPAakTHYHO KO>KEH TOBAp MAae€ CBOE
iM’s1. SIKk mpaBHIIO, BOHO MpHU3HAYEHE /JIsl BHKOPHCTAHHS B PEKJIAMHUX LUIAX 1 CIpsIMOBaHE Ha
CTBOpPEHHS TIEBHOTO «00pa3y» y CBIOMOCTI TOTEHIIIHOTO CIIOKMBava. ICHYIOTH criemiaiizoBaHi
¢bipmu, mo npodeciiHO 3aiiMalOThes pO3pOONICHHIM «iMeHi» U «oOpa3y» ToBapy Ha 3aMOBJICHHS
BrupoOHHKa. [IpoTe, 3Bakaroun Ha crierudiky CiTbCHKOTO TYpU3MY, Y IIiH Taly3i pHHKY BUPOOHUK, 5K
MPaBWIIO, HE MA€ MOXJIMBOCTI 3BEPHYTHCS A0 MPOQecioHamiB i MYCHTh BC€ POOHWTH CaMOCTIHHO.
OpHaK HEXTYBaTH TaKMM BaXKJIMBHM MapKETHHIOBUM IHCTPYMEHTOM, SIK iM’s, a0o, sIK 3apa3 KaxyTh,
«OpeHI» CBOiX TOCIYr, HE BapTO, a/UKe, 32 yYMOBH BJajlOro BHOOPY BOHO 3HAYHO IIOJICTIINTH
NPOCYBaHHS Ha PHHOK 1 COpUSITHME (iHAHCOBOMY YCITIXYy.

V cinbcbkoMy Typu3Mi YKpaiHu cKilayacs Taka TpajMilis, 10 Ha pUHKY QirypyroTs abo im’s
caanbu, abo mpi3BuIle rocroaaps. 3 TOYKH 30py MapKETHHTY, MPi3BUIIE Mae MEHITy e(heKTUBHICTS,
yepe3 Te, MO Tiplie 3amaM’ ITOBYEThCS 1 He Hece Hisikol iHdopMmarii (B JaHOMy BHUIAJKy MOBa He e
PO SICKpaBi KOJIOPUTHI, a 1HOJI HaBiTh KOMIYHI MpI3BUIIA — B IIbOMY BHITQJKy IIPI3BUIIE TOCIIONAPS
MOXe cTaTh «pipMoBHM 3HaKoM») [6, c. 308]. Tomy kpame mpuaymaTH cagudi cremianbHe iM’s i
came Moro BUKOPHCTOBYBATU Ul PEKJIAMHU CBOiX mochyr. Take iM’sl TOBUHHO BiJIOBiAaTH TIEBHUM
BUMOraM. BoHO Mae OyTH JOCTaTHBO OpPWTIHAIBFHUM, JIETKO 3alaM sSTOBYBAaTHUCh, OakaHO, MO0 y
HBOMY SKHMOCH YHHOM BijoOpaxkanucs crenudiuni pucu cagubu. [Ipocti Ha3su tumy «VY IBana», «Y
lanmuaM» HE BIANOBINAIOTH MM KPUTEPisM, TUM Oijble, m0 y MacmTabax BCeyKpaiHCHKOTO, a iHOII
HaBiTh PEriOHAFHOTO PUHKY TaKi Ha3BH YacTO IMOBTOPIOIOTHCA. J[€IIo KpaliMu € Ha3BU THITY «XaTa
CaBku», «Y nani Bawni», «MapiiiunHa caauba» — BOHM MICTATh IIEBHUH KOJIOPUT, JICTIIE
3amaM’ITOBYIOTBCSL 1 MAlOTh MEHIIY WMOBIPHICTH TOBTOpeHHS. [HOAI MOminpHO y Ha3Bi cagnbu
BUKOPUCTOBYBAaTH €JIEMEHTH JOBKULIA abo TypuctuuHi 00’ektu: «Camox BuinHeBui», «Han
30pyuem», «llumoty, «Ilig ctapum 3aMKOoM» — Taki Ha3BH MPHUBAOIIOIOTH TYPUCTIB, CTBOPIOIOYH Y
HUX TIEBHI OYiKyBaHHS, OT)Ke, cafr0a MOBHHHA IIMM OYiKyBaHHSM BiJAIOBiAaTH. AHAIIOTIYHA CUTYAIlis
3 Ha3BaMH, 10 BiJOOpaxkaioTh mpodeciiiHo-eTHOorpadiuny crenudiky cagnbu: «Crapa Ky3Hsm», «Y
oopTtHHKa», «Camnba roHuyapa», «YKpaiHChKa BHIIUBaHKa» — O(MOPMIEHHs camubdu i KBauidikariis
roCroJapiB MOBHHHI BiAMIOBiIaTH OYiKYBaHHIM TYpHCTIB. SIKio mociyra, mo ii HagaroTh rocroaapi,
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OpIEHTOBaHA Ha SAKYCh IEBHY KaTEropilo CIIOXKHBAUiB, TO II€ TAKOX MOXKe OyTH BimoOpakeHe y Ha3Bi
caanbu, Harpukiay: «Y nina [lykapsy, «[Iputynok mucnuBmsy», «Crieneoxaray.

TyT BapTO HaBECTH MPUKJIAAU BIATUX Ha3B caau0, 110 BXKE JOCUTh 3HaHI HA YKPAaiHCHKOMY
PUHKY CUIBCBKOTO TypH3My 1 HaBiThb 3a MekamMu Ykpainu. Lle Ttaki caambu, 5K, CKaxiMmo,
«3Benuropon», «CokonuHuil xytip», «bokopam», «Panuo «Crapa [ligkoBa». Taki komopuTHI Ha3BH
NpUBEPTAIOTh yBary i NpUBaOIIOIOTh HE JIMIIE TYPHUCTIB, a ¥, HANpPUKIAl, XXYPHAIICTiB, IO
3a0e3rneyye BIacCHUKaM caand JOCUTH TMOTY)XKHHUH IMOTIK OE3KOIITOBHOI pekiamu. AJKe Habarato
3py4Hillle, HABOASIYHN MPHUKIAIN YCIITHOTO PO3BUTKY CLTHCHKOTO Typu3My B YKpaiHi (a00 B perioHi),
3rajJlyBaTH caJuOM 3 SCKpaBUMH Ha3BaMH, HIXK, CKaXIMO, AKy-HEOYIb «Caau0y TaKOr0-TO rOCIOoAaps 3
TaKOT0-TO CeJay, HaBiTh AKIIO SKICTh 0OCITYTrOBYBaHHS y 3rajilaHiil cann0i He Tipima abo ¥ kparma.

[Mpuaymytoun Ha3By Ui CBO€i caawOH, ciia moxdaTtd mpo Te, mod Is Ha3Ba He Oyna y
Mai0yTHLOMY BUKOPHCTAHA iHIIMMH BIACHUKaMU caaud (a Takox, 100 BUMAJKOBO HE 00paTH Ha3BY,
0 BXKe iCHY€ Ha pUHKY). HalloueBMAHIIINM IIISIXOM JI0 IIHOTO € O(iIiifHAI 3aXUCT CBOIX aBTOPCHKUX
MpaB 4epe3 PEeECTpallito Ha3BM AK TOProBoi Mapku [7, c. 112]. Ajie Takuil NUISX BUMara€ 4uMaiux
3yCHJIb i KOIITIB, AIKi 4aCTO 3aBENMKi IS MOYATKIBIIB. MIOro MOXHA PEKOMEHIYBATH THM, XTO BiKE
JIOCST TIEBHUX YCITiXiB HAa PUHKY CLIBCHKOTO TYpU3MYy, Uil OpeH[ Bke HaOyB MEBHOI MOMYISPHOCTI 1,
TaKUM YHHOM, CTaB IIHHICTIO, BAPTOIO 3axKcTy. Ha moyatky * AisJIbHOCTI BapTO MOMIKIYBaTHCS PO
JIOCTaTHBO OPUTIHANBHY Ha3BY, 100 3BECTH J0 MIHIMYMY MMOBIPHICTP ii BHITaJKOBOTO MTOBTOPECHHSL.
Sk HeBanumii mpuKIIaa MOXXHA HaBecTH Ha3By «CMmepexoBa xartay». BinnoBinarouu, Ha MEpINi OIS,
yCiM KpHUTEpisiM BIAJIO1 Ha3BH, IIe iM sl BUSBIIIOCH HAATO OYEBUIHUM. SIK HACTINOK, Y KapmaTChKOMY
perioHi icHye Bke Kinmbka «CMepeKoBHX XaT», IO, 3BICHO, 3HAYHO YTPYAHIOE BUKOPUCTAHHS IIHOTO
iMEH1 y MApPKETHHTOBHX LLJIAX SIK TOPrOBOi MapKu.

[Ipu cTBOpeHHI BiIacHOrOo OpeHAy MokHa (1 MOTPIOHO) BHKOPHCTOBYBATH BXKE BiOMi
CIOKMBAYEB] HA3BHU i iMeHa (3BHYAIHO, SKIO BOHU HE € UYMEIOCHh MPHBATHOIO BIACHICTIO). IX MOXkKHA
3poOUTH YaCTHHOIO Ha3BU cannOu (Hampukian, «Hax xBumsimu CiTssay, «lleTpukiBchka MHCaHKA)
a00 BHUKOPHCTOBYBaTH Yy pPEKIIAaMHUX TeKcTaxX («3ampolryeMo BinmoduTH Ha OarbkiBmmHI Tapaca
leBuenkay, «[Ipuikmxaiite Ha [ymynpliuHy, y camiciHbKuii neHTp €Bpomm», «Hama xata
BiJ[3HaYeHA €KOJIOTIYHUM 3HAKOM «3elleHa cannda» APYroro piBH»). Y IUX BHMaAKax cioBa CBIT3b,
Ierpukieka, Tapac IlleBuenko, ['ymyneniuna, Lentp €Bponu, «3eieHa caaubay € BXKE BIJIOMUMHU
TYPUCTUYHUMH «OpeHIaMm», SIKi MOXYTh TNPHUBEPHYTH YyBary MOTEHIIHHUX KIIIEHTIB [0 Bamoi
npono3umii. [Ipy BuKoprcTaHHI TakuX Ha3B Ta IMEH Y CTBOPEHHI CBOTO «OpeHIy» Ta BIACHIHN pekiami
rocnojiap cagulu cTae 3allikaBJICHAM Y TIOAAJbIIOMY 3pOCTaHHI BiJOMOCTI Ta HOMYJISIPHOCTI WX iMEH
1 TIOBMHEH BCUIAKO CIPHATH TMOIIMPEHHIO MO3WTHUBHOI iH(opmamii mpo Hux. Hampukian, BmacHHK
3HaKa «3eyeHa cannba» € 3aliKaBICHUM Y MOMIUPEHHI iHPOpMAaIil Mpo M0 CUCTEMY E€KOJOTiYHOTO
MapKyBaHHs, aJDKe UMM OLIbIIe JItOJeH PO HEl TOBIAAETHCSA, TUM YISl OUIBIIIOTO YKCIIA MTOTSHIIIHHUX
KITIEHTIB 1IeH 3HaK OyJe TOJJATKOBUM €JIEMEHTOM MPUBAOIUBOCTI BIMOYMHKY caMe Y Iii caauoi.

[lo3uTMBHEMHU TIpUKIagaMd Ha3BU cagud Ta TYpPUCTHYHHX ocenb B Onechbkiii obnacti €,
Hanpuknana, «bnectammii Moucy, «becapadceke moasip’s», «Tpu kxapacs», «¥Y Menanii»... Hazpu
cena, piuKu, MICHEBOCTI, JIe PO3TAIIOBaHa caanda, TaKOK MOXKYTh PO3TISNATHUCH K «OpeHIN», IO
BUKOPUCTOBYIOTBCS JUIsl TIPUBaOJIEHHS TypHCTiB. TyT CTae MOXJIMBUM OO0’ €IHaHHS 3yCHJIb KiJIBKOX
BJIACHHKIB arpOTYPUCTHYHUX Caau0, MPEICTABHUKIB MICIIEBOI BIaJH 1 TPOMAACHKOCTI y 301IbIICHHI
TYPUCTUYHOI MPUBAOIUBOCTI CBOTO CElla YW PETiOHY, IO, 3BHYAHHO, 301IBIINTh KOMEPIIHHAN yCmixX
KOXKHOI OKpeMoi cannOu. [JoOpum 3aco00M IS IBOTO €, HANPWUKIAM, MMPOBEICHHS PI3HOMAaHITHHX
(hecTuBamiB, APMapKiB, MUCTEIIEKIX CBSAT, KYJIbTYPHUX 3aXO0/IiB TOIIO.

BucnoBku. Ilpouec ctBopeHHS (GIpMOBHX YKpaiHCBKUX MOCTYT CiJIbCBKOTO TYpHU3MY
YCKITaHEHUH Oe3miu4io 00'eKTHBHHUX 1 cy0 ekTuBHUX (pakTopiB. Ilomanpimii po3BUTOK CITECHKOTO
TYpU3My HEMOXJIMBUI 0€3 aKTHBHOTO MPOCYBaHHS HAIliOHATBHOTO TYPUCTHYHOTO MPOAYKTY Ha
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YKpaiHCBKOMY Ta MIXHApOJHOMY PHHKax, ()OpMYBaHHS Ha BHYTPIIIHHOMY PUHKY Ta 32 KOPAOHOM

o0pa3y YKpaiHu K AepiKaBu, COPUSTINBOIL JJIsI CLTBCBKOTO TYPU3MY.

MosxkHa BHIUIMTA TaKi OCOONMBOCTI POOOTHM 3 OpeHAaMH B YKPaiHCBKHX YMOBax, SKi
NOUIMPIOIOTHCA 1 Ha OpraHizailii ClIbChKOTO TYpU3MY:

1. B MOpiBHSHHI 13 3aXiIHOIO MPAKTUKOIO HOBA TYPHUCTUYHA IMOCIYTa, TaKa, K CUTLCHKUNA TYypHU3M, B
VYkpaiHi BOpOBaKyeTbCsI B OLIBII CTHCTI TEPMiHH, TOMY € CEpHO3HI CTpaTeriuHi W TaKTWYHI
MOMWIKH Y cdepi MapKETHHTY Ta MApKETHHIOBUX KOMYHIKaIliH, SIKi IOSICHIOIOTHCSI HECTAa01IbHOIO,
MIBUIKO3MIHHOIO €KOHOMIYHOIO CUTYAII€I0 B KpaiHi Ta CIa0KICTIO CTPATETiYHOTO TUIAHYBaHHS y
BITYM3HSIHUX OPraHi3allisX iHAYCTPii CUIBCHKOTO TYPHU3MY;

2. crmocTepiraeThCs MparHeHHs OpraHi3aliil — BUPOOHHKIB MOCTYT CLTBCHKOTO TyPU3MYy MaKCHMAIIbHO
AKTHUBI3yBaTH BUPOOHUIO-30yTOBY JisUTbHICTD, 3a0IIAJAUTH KOIITH 1 K MOKHA LIBH/IIE OTPUMATH
<«oKMBI Tpomni». Taka TakTHKa J03BOJISIE BUMIEPEAUTH KOHKYPEHTIB, ane HMOBIpPHICTh HEJOPOOOK i
HaBiTh MOMUJIOK y TIPOLIECi BUBEACHHS MOCIYT CLTBCHKOTO TYpU3MY Ha PUHOK 3POCTAE;

3. mommMpeHa NpaKTUKa peajizaiii pilleHb, OJHOOCIOHO MNPUHHATUX TOCIOAApPEM CaaulOu, He
MiAKpIMIeHNX TpodeciiHIMH TOCTiPKEHHSIMH W eKCIepTHUMH OIliHKaMH. Y pe3yibTaTi B
OaraThox BHMAIKax 0e3 HAIEKHOTO OOTPYHTYBaHHS Ta 0€3 ypaXyBaHHS CIIO)KHBUOTO TIOTHUTY W
OUiKyBaHb CTBOPIOETbCS TOCIyra, a JHUIIE MOTiM Ii BUPOOHHMKH TOYHMHAIOTH MOMIYK peabHUX
CTMIOKMBAYIB 1 MIJTLOBHUX TPYII;

4. SKiCTh MOCIYT CUIBCBKOTO TYpPH3MY, IO 3’SBISIOTBCS B YKpaiHi Ml BiIOMHM «OpEHIOM», HE
3aBXK]IM BiATIOBi]a€ CBITOBOMY PIiBHIO SIKOCTI IIi€1 TOPTOBOI MapKH.

KpiM Toro, mist OiMBIIOCTI YKpAiHCHKHX CIIOXKHBAdiB XapaKTepHa HHU3bKA JOSIIBHICTH [0
TOPTOBENFHUX MapoK, IO TOSCHIOETHCS TAKUMHU MPUYMHAMH: IO-TIepIIe, KIIE€HT He iJeHTU]IKye
(hipmoBe iM’sI, TOMy IO B YKPailHCBKOMY CIIBCHBKOMY TYypH3Mi BHUTPA4arOTh Ha pekiamy (0COOIHNBO
iMiZpKEBY) AyKe HE3HAuHI KOIITH; MO-ApYyre, MPH HU3BKHX J0XO0JaX OUIbIIO] YacTHHW HACEJICHHS
CIMIOKMBA4 TOTOBHH MTOMIHSTH CENSTHCHKY Can0y iHO/I HaBiTh 3apaJii HEBEIMKOI EKOHOMI| KOIIITIB.

o daxTopis, M0 MepemKoKaTh CTBOPEHHIO (PipMOBHX MOCIYT, Tpeda BiIHECTH 1 Te, IO B
VYkpaiHi BUpOOHHKH HOCIYT CiJILCHKOTO TOCHOAApPCTBA, BUOMPAIOUM OpUTIHANBHE, 3 X TOYKH 30pY,
(hipmoBe HaliMEHYBaHHS, HE 3aMUCITIOIOTHCS TIPO Te, M0 aHAJIOTiYHI Ha3BU MOXKYTh MaTH KOHKYpPYIOUi
caauodu.

OpHak € i 3pYIICHHS: Y XOJi PHHKOBOI JIiSUIBHOCTI Ha3Ba caJiuOM MOCTYIIOBO CTA€ BCE OLJIbII
BiJTOMOIO Cepe]l MOTeHIIMHNX KIII€HTIB Ta TApTHEPIB, y HEl 3’ IBISETHCS NIEBHA PEMyTaIlis.

Jnst miaATpUMaHHS TO3WTHBHOI pemyTalii Ta 3pOocTaHHS TMOMYJISIPHOCTI CBOTO OpeHIy ciin
JIOKJIaJaTH TEBHUX 3yCwib. [IpW CTBOpeHHI peKIaMHHX TEKCTIiB Ta 300paKeHb HEOOXITHO Tak
po3MillyBaTH Ha3By caauOu, II00 BOHA HaMKpalle 3araM’sSTOByBaJach 1 y HaM'dTi CIIOKHMBaya
acolifoBaiacs 3 MEBHUMH TO3UTHBHUMH OCOOJIMBOCTAMH PHHKOBOI mporo3umii. KpiM Tpaauiiiaux
3ac00iB peKsiaMi, MOXXHA BHKOPHUCTOBYBATH TaKOX HETPAAULIAHI. Y SIKOCTI YCIIIIHOTO IOCBiAY
MOXXHAa HAaBECTH HAHECCHHS Ha3BU CaauOW Ha CYBCHIpHY MPOAYKIIO (3a JIOMOBJICHICTIO 3
BUPOOHHUKAMH), SIKa TPONAETHCS ad0 PO3MaeTbes TypucTaM. lle CTBOpIOE MO3WTHBHI BpaKeHHS Yy
BiJIBiTyBauiB cauiOM 1 € IPUKIIAJOM HACIIPABIIi JOBTOTPUBAIIO PEKIAMH.

Conclusions. The process of creation of Ukrainian rural tourism brands is complicated by
numerous objective and subjective factors. Further development of rural tourism is impossible without
active promotion of national rural tourism services into the Ukrainian and international markets and
creation of the Ukraine’s image as a favorable country for rural tourism.

We can highlight the following peculiarities of work with brands including village tourism
ones in Ukrainian conditions:

e in comparison with the western practice new tourist service such as village tourism in Ukraine is
being implemented during the shorter period of time therefore there are serious strategic and
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tactical mistakes in marketing and marketing communications which can be explained by
unstable and rapidly changing economic situation in the country and weak strategic planning of
the domestic rural tourism companies;

e rural tourism companies have a tendency to increase to the maximum their sales activities, to save
money and to receive the “real money” as soon as possible. This tactics allows staying ahead of
competitors but the number of potential mistakes and faults in the process of rendering village
tourism services at the market is growing;

e the practice of carrying out decisions made by the country house owner individually which is not
supported by professional research and expert evaluations is widespread. As a result, in many
cases the services are rendered without proper justification and consumer demand evaluation, and
only after that producers begin their search for real customers and target groups;

e quality of rural tourism services appearing in Ukraine under famous brand doesn’t always meet
the international quality standards of the brand.

In addition, the majority of Ukrainian consumers are characterized by low loyalty to trade
marks because of the following reasons: first, the client can’t identify a brand name as Ukrainian rural
tourism business spends very little money for advertising (especially image creation); second, because
of the low income of the most Ukrainian population consumers are willing to change a country house
sometimes even for small savings.

Factors that prevent from creation of branded services in Ukraine include the fact that
agriculture service companies while choosing the original, from their point of view, trade name don’t
think that competitors may have the same names.

However, there is some positive change: in the process of market activity the name of the
country house is gradually becoming more and more known among the potential customers and
partners and it acquires a certain reputation.

It’s necessary to make some efforts to keep this positive brand reputation. When you create
your advertisements and images you need to put a name of your country house in such a way that it
would be remembered by consumers and would be associated with certain positive characteristics of
market proposition. In addition to the traditional means of advertising it’s possible to use untraditional
ones. There are some examples of successful experience such as putting a country house name on
souvenirs which are sold or distributed to tourists (on the arrangement with souvenir producers). This
is an example of really long-term advertising that creates a positive impression among the visitors.
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