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MU «6peH;[», CKUMUIK» U «PEITyTalus». OnpeueneHH BayKHEHIIINE XapaKTCPUCTUKU TTOHSTHIA ((peFHOHaﬂLHLIﬁ 6peH)1>> u
«6peH,z[ peruoHa». HpeI[CTaBJ'IeH KJIACCUYECKHH TTOIXO]] K rponeccy q)OpMI/IpOBaHI/IH 6peHz[a Ha YpOBHE pEruoHa.
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In the article the questions connected with increase of efficiency of branding on the regional level, the relevance of the
process of formation of the region’s brand on the modern stage of market relations. Describes the essence, content and features
of regional branding marketing technology, the role and importance of brand-technologies in the system of management of
socio-economic development of the region. Special attention is paid to the etymology of the brand category, from the point of
view of a series of hikes prevailing both in theory and in practice marketing, namely, historical, sociological, socio-cultural,
economic, marketing (business-oriented) and institutional. Raises the question of the connection between the notions of
«brand», «image» and «reputation». Defines the key characteristics of the concepts of «regional brand» and «brand of the
region». A classic approach to the process of brand building at the regional level.
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B cTathe paccMaTprBaroTCS BOMPOCHI, CBSI3AHHBIE C TTOBBIIIEHNEM 3(D()EKTHBHOCTH AESTEILHOCTH XO3SHCTBYIOMINX
CyOBEKTOB MOCPEICTBOM TEXHOIOTU3AIMH MPOLIECCa MAPKETHHIOBOH AESITENLHOCTH, POJTb M 3HAYEHUE TEXHOIOTHI MapKe-
THHIa Ha COBPEMEHHOM 3Tare PHIHOYHBIX OTHOIIeHHH. ONMCaHbl CYIIHOCTB, COEp)KaHKe, 0COOSHHOCTH U CBOWCTBA Map-
KETHHTOBBIX TeXHoornit. OnpeienieHb! 6a30BbIe (haKTOPHI, JIeKaIIHe B OCHOBE TEXHOJIOTH3AIH MAapKETHUHTa, B YACTHOCTH,
JpoOrieHne MapKeTHHTOBOTO MPOIecca Ha OT/AENbHBIE MPOLETYPhI M OMEpPaIliH, C TOCIeAYIOMeH perTaMeHTaIel BBIMON-
HEHust porneyp 1 oneparuil. Ocoboe BHUMaHNE yAETIAETCsS PACCMOTPEHHIO 3TUMOIOTUH CJIOBOCOYETAHUS «MAPKETHHIO-
BBIE TEXHOJIOTHI»,IIPE/ICTABIICHBI PA3JIMYHbIC ABTOPCKHE TPAKTOBKMAAHHOW Ne(DHHUIINH, C TEOPETHIECKUX, METOIMIECKUX
U yIpaBJIeHYECKHX No3ULuiA. OnpeeneHsl BaKHEHIINE XapaKTePUCTUKY COBPEMEHHBIX MapKETUHIOBBIX TEXHOJIOIUH, Ta-
K€ KaK OPHEHTAIHS MapKETHHTOBBIX TEXHOJIOTHI Ha CTPATETHIECKHUE NN PA3BUTHSL, X HHTET PUPOBAHHOCTE C 00IIei CH-
CTEMOH yrpaB/eHHsl, KOMIUIEKCHOCTb, HEMPEPBIBHOCTh 1 OOHOBIISIEMOCTD, IMHAMU3M PEalu3aliiy, a TAKKe aIanTUBHOCTb.
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In the article the questions connected with increase of efficiency of activity of economic entities by means of
technologizing of the marketing activities, the role and importance of marketing technologies on the modern stage of
market relations. Describes the nature, content, features and properties of marketing technologies.The basic underlying
factors of marketing, in particular, the splitting of the marketing process for individual procedures and operations, with the
subsequent regulation of the implementation of the procedures and operations. Special attention is paid to the etymology
of the phrase «marketing technologies», presented different authors’ interpretations of this definition, with the theoretical,
methodological and managerial positions. Defines the key characteristics of modern marketing technologies, such as the
orientation of the marketing technologies on the strategic development objectives, their integration with the overall control
system, comprehensiveness, continuity and updatability dynamism implementation, and adaptability.
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O0maynble BEIYUCICHHS — 9TO HOBBIH MOIXO/ K OPraHU3aLUH BRIYUCIUTEIHHOTO POIecca, PEoIaraloIni pac-
HpeeNIeHHYI0 yAaIeHHYI0 00paboTKy 1 XpaHeHHE JaHHbIX. B CBSA3M ¢ mepexoioM K JByXypOBHEBOW CHCTEME MOATOTOB-
KU CIICIIMAIUCTOB OCTPO BCTACT MpodiieMa HHTCHCU(MUKAIIMK YISOHOTO TPOIIecca, B TOM YHCIIC 32 CUCT UCTIOIb30BaAHHS
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