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They continued a patronage mission of Gilzen andialty paid a large sum for the maintenance of the
students at schools and monasteries in their sstdieus, the largest Byelorussian fund was credated
Osveya, which financed the development of educatioring a long time, until patronage activities wer
ceased by Russian government, who did not suppittaic confession.

In 2007 Osveya received the status of town. Acegydd the data of 2010 year the population of the
settlement reached 1,3 thousand of residents.

Currently, historical objects GP Osveya are untiiesprotection. In the Cultural Properties of Beta
introduced: the former monastery hospital (code GA@0224, category 2), and park ensemble (code
213G000225, category 3), a mass grave of the Grettotic War (code 213D000226, category 3) [6E th
ruins of Gilzen Palace.

Thus, Osveya and many other small towns in Belafiss example, Druja, Lintupi) seem
unremarkable, but they have an amazing past thatmwst study to preserve and recover the historical,
cultural and architectural heritage of our country.

REFERENCES

1. Peruonsl Benapycu: sHimkil. : B 7T. /peakorn. : T.B. Benosa (ri. pexn.) [u ap.]. — Munck : Benapyc. DHIMKIL. ¥M.
I1. BpoBku, 2011. -T.2. Butebckast obnmacts : B 2kH. —Ku. 2.K-4. — 640cT. : mi.

2.  Tarapunos, 0. A. Topona Benapycu. Bure6umna / FOpuii TatapuroB. — Musck : Duuukioneauke, 2006, — 208:.
(Benmapych ucTOpHUECKas).

3.  Kymnarin, A. M. Kataniukis xpamsl benapyci / A. M. Kynarin ; darorpad A. JI. Ipi6oycki, — Minck : Benapyc.
Ounpikmanensis ims [1. Bpoyki, 2088. — 488. : in.

4.  ®enopyk, A. T. CagoBo-niapkoBoe uckycctBo benopyceun / A. T. ®enopyk. —Munck : Ypamkai, 1989. — 24¢. : ui.

5. Camycuk, A. ®. Oynaym Tinezenay-Illagypckix y crpaBe pa3BuIlus aaykaipli Ba ycxoaHsi bemapyci ¥ kaHip
XVIII — magatky XX crarommss. —Musck : [Tomsivst, 1982r. —C. 190.

6.  [I3spxayHbl CIIiC IiCTOPBIKA-KYJIBTYPHBIX KamToyHacued Pacmyomiki Benapycs / cknan. B. 5. A6namcki, I. M. Yap-
usycki, FO. A. Bapsiciok. —Minck : BEJITA, 2009. — 684. : ix.

UDC 338.482.22:659.1 — 111
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Destination branding is relatively new marketingncept which demands special attention of the
marketers who study progressive ways of buildind) gromoting brands. Consequently, special atteniggoaid
to tourist destination branding.

No discussion of marketing is complete without saliseussion of branding.

Today's modern concept of branding grew out ofatiesumer packaged goods industry and the process of
branding has come to include much more than jwestticry a way to identify a product or company. Biag is
used to create emotional attachment to producteampanies. Branding efforts create a feeling wbivement, a
sense of higher quality, and an aura of intangjolities that surround the brand name, mark, wbsy.

Successful branding efforts build strategic awassnghere people not only recognize your brand, but
they also understand the distinctive qualities thake it better than the competition. Branding crenmportant
today than ever due to ever-increasing advertisihdter, media fragmentation, the commoditizatioh o
products, and the seemingly limitless choices weeaifered in just about every product category. hédtars
need to work hard to ensure that they are offecigjomers strong brands that are clearly diffea¢edi and that
offer clear, real value and unique benefits.

The need for branding has never been greater fattislefined the relevance of the paper work.

The practical importancef the work consists in its disputable nature. €hera great field for discussing
the various approaches and research findings iartee of brand marketing.

THE THEORETICAL ASPECTS OF BRANDING

Thus the aim of the paper work is to charactetizerble of destination branding in the sphere ofigmn.

The word “brand” comes from the Old Norse “brandrieaning “to burn’— recalling the practice of
producers burning their mark (or brand) onto thewducts, and from these origins made its way Axtglo-
Saxon. It was of course by burning that early ntamped ownership on his livestock, and with theettgyment
of trade. Buyers would use brands as a means tfiglisshing between the cattle of one farmer anotlar. A
farmer with a particularly good reputation for tipgality of his animals would find his brand muchugbt after,
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while the brands of farmers with a lesser reputatiere to be avoided or treated with caution. Tthesutility of
brands as a guide to choice was established, dahatidas remained unchanged to the present day.

Some of the earliest manufactured goods in “massduyction were clay pots, the remains of which can
be found in great abundance around the Mediterraregion, particularly in the ancient civilizationg Etruria,
Greece and Rome. There is considerable evidencaagithese remains of the use of brands, which iir the
earliest form were the potter’s mark. A potter wbidentify his pots by putting his thumbprint irttee wet clay
on the bottom of the pot or by making his markish.fa star or cross, for example. From this weszadrly say
that symbols (rather than initials or names) wheedarliest visual form of brands.

The wide scale use of brands is essentially a phenon of the late 19th and early 20th centurieg Th
industrial revolution, with its improvements in mdacturing and communications, opened up the westerld
and allowed the mass-marketing of consumer prodiasy of today’s best-known consumer brands date f
this period: Singer sewing-machines, Coca-Cola dwftks, Kodak film, American Express traveller§legjues,
Heinz baked beans and Prudential Insurance ara jigst examples.

Hand in hand with the introduction of these brandme early trade mark legislation. This allowed the
owners of these brands to protect them in law. dilté of advertising agencies such as J Walter Tggon and
NW Ayer in the late 19th century gave further imygeto the development of brands.

Around 1900, James Walter Thompson published aehadsexplaining trademark advertising. This was
an early commercial explanation of what we now krasbranding. Companies soon adopted slogans, taasco
and jingles that began to appear on radio and &aldyision.

But it is the period since the end of the SecondléV@/ar that has seen the real explosion in theafise
brands. Propelled by the collapse of communismathigal of the internet and mass broadcastingesyst and
greatly improved transportation and communicatidrands have come to symbolize the convergencleof t
world’s economies on the demand-led rather thancimmand-led model. But brands have not escaped
criticism. Recent anti-globalization protests havevided a timely reminder to the big brand owrtbet in the
conduct of their affairs they have a duty to sqgias well as customers and shareholders [1, p. 13]

Manufacturers quickly learned to build their brandsntity and personality such as youthfulness, éu
luxury. This began the practice known as “branditaglay, where the consumers buy “the brand” instéate
product. This trend continued to the 1980s, andoiw quantified in concepts such as brand valuelaadd
equity. Naomi Klein has described this developnaantbrand equity mania” [2].

In today’s dynamic marketing landscape where phbitgs and message distribution are no longer limited
to media entities brands have a wide range of issdmusinesses, products and individuals.

The widespread usage of brands provokes numersassdiions and therefore different marketers define
brands and branding in their specific way. Accogdin the American Marketing Association “A brandais
customer experience represented by a collectiomafes and ideas; often, it refers to a symbol sisch name,
logo, slogan, and design scheme. Brand recognéimh other reactions are created by the accumulation
experiences with the specific product or serviaghkdirectly relating to its use, and through thiuence of
advertising, design, and media commentary”.

Phillip Kotler, one of the world’s leading authde# on marketing, in his book “Marketing Managerient
defines brand as “a name, term, sign, symbol, sigdeor a combination of them, intended to identiifg goods
and services of one seller or group of sellerstardifferentiate them from those of the competit8}.”

Brands typically comprise various elements: a) namédogo; c) tagline or catchphrase; e) graphigs;
shapes; g) colors; h) sounds; i) scents; j) tak)asiovements[4].

The most important element of the brand is the namis use in language provides a universal mafere
point. The name is also the one element of thedhttzat should never change. A brand is more tHaga name or
slogan — it's the entire experience that the praspnd customers have with a company, produereics.

Brands serve several valuable functions. At theagstrbasic level, brands serve as markers for the
offerings of a firm. For customers, brands can $ifmghoice, promise a particular quality leveldtee risk,
and/or engender trust. Brands are built on theymbiself, the accompanying marketing activitydahe use
(or non-use) by customers as well as others.

Brands thus reflect the complete experience thatoowers have with products. Brands also play an
important role in determining the effectivenessrarketing efforts such as advertising and chanlaslgment.
Finally, brands are an asset in the financial sefibas, brands manifest their impact at three pynavels —
customer-market, product-market, and financial-reark

THE PECULIARITIES OF BRANDING IN THE SPHERE OF MARK ETING

Branding is the foundation of marketing and is paable from business strategy. It is thereforeemor
than putting a label on a fancy product. Nowadaysorporation, law firm, country, university, musgu
hospital, celebrity, and even people in their caca@ be considered as a brand.

As such, a brand is a combination of attributespmoinicated through a name, or a symbol, that
influences a thought-process in the mind of anenm and creates value.
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As branding is deeply anchored in psycho-socioldgtakes into account both tangible and intangible
attributes, e.g., functional and emotional benefitserefore, those attributes compose the belefsthe brand’s
audience recalls when they think about the brarts icontext.

Branding can't exist without marketing. Five batgipics that align with the brand management degssio
and tasks frequently performed by marketing exegestare the following:

1) Developing brand positioning Brand positioning sets the direction of marketiactivities and
programs — what the brand should and should netittoits marketing. Brand positioning involves ddishing
key brand associations in the minds of customedsadimer important constituents to differentiate ithhend and
establish competitive superiority.

2) Integrating brand marketing. A variety of branding and marketing activitiesmdae conducted to
help achieve the desired brand positioning anddthrind equity. Their ultimate success dependsstgraficant
extent not only on how well they work singularlyttalso on how they work in combination. In otheords,
marketing activities have interaction effects amdngmselves as well as main effects and interaaftects
with brand equity.

In recognition of the value of brand as intangillgsets, increased emphasis has been placed on
understanding how to build, measure, and managadbeguity. There are three principal and distinct
perspectives that have been taken by academi¢sdy srand equity: a) Customer-based. b) Compamsgdhec)
Financial-based.

3) Assessing brand performance To manage brands properly, marketers should hevelear
understanding of the equity in their brands — wiakes them tick and what they are worth. Two irstimg
sub-areas of this topic are the measurement andtiah of brand equity at different levels — custonproduct
market, and financial market — and the relationsiiipustomer equity to brand equity.

4) Growing brands.

5) Strategically managing the brand Brand strategy defines what a company standsafgromise it
makes, and the personality it conveys. To promdbeaad successfully it is essential to create anddfbrand
strategy [5, p.2].

There is a spectrum of opinions what is branding awhat is marketing. Nevertheless, they are
interconnected and complement each other when risgtupt needs to be sold or just presented. Marg&tn
actively promoting a product or service. It's a Ipusctic. Branding should both precede and undentig
marketing effort. Branding is not push, but pultaBding is the expression of the essential truttiatme of an
organization, product, or service. It is commur@atf characteristics, values, and attributes thatify what
this particular brand is and is not. A brand wélfhencourage someone to buy a product, and ittirsupports
whatever sales or marketing activities are in play.

THE ROLE OF DESTINATION (PLACE) BRANDING IN THE SPH ERE OF TOURISM

A place-brand strategy is a plan for defining thestrrealistic, mostompetitive and most compelling
strategic vision for the country, region city; this vision then has to be fulfilled andnemunicated. In all cases,
it is fundamental to ensure that thision of the place is supported, reinforced andched by every act of
communication with the rest of the world. This camee of communication is necessary because in the
globalized world in which we now live, every plabas to compete with every other place for sharmiofd,
share of income, share of talent, share of voice.

The acts of communication in which places commagage may include: a) the brands which the
country exports; b) the way the place promoteslfitker trade, tourism, inward investment and inward
recruitment; c) the way it behaves in acts of ddimemd foreign policy, and the ways in which thests are
communicated; d) the way it promotes and represamdsshares its culture with other places; e) thg is
citizens behave when abroad and how they treabhggra at home; f) the built and natural environmiént
presents to the visitor; g) the way it featureshie world’s media; h) the bodies and organizatibhelongs to;

i) the other countries it associates with.

Place branding aligns as many of these “channslgbasible into accomplishing and communicating the
development strategy of the city, country or region

Places have always been brands, in the truest sfrike word. Of course, branding places is diffiére
from branding products [1, p.213].

The point is that tourism branding and promotionrza be conducted successfully without considenatio
of the context for tourism, which is the statela tountry itself.

The World Tourism Organization (WTO) sees localristudestinations as central contributors to the
process of development and delivery of tourism pot&l Therefore, tourist (or tourism) destinatisrdentified
as a fundamental unit of analysis.

Recently, destination branding has gained muchiadte in tourism research for its role in tourism
marketing and destination management. Ritchie &H#itadopt the Aaker’s definition of brand and,dshen it,
propose the following destination “brand” definitid’A Destination Brand is a name, symbol, logo reyanark
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or other graphic that both identifies and diffefatgts the destination; furthermore, it conveys phemise of
memorable travel experience that is uniquely assediwith the destination; it also serves to cadat#¢ and
reinforce the recollection of pleasurable memooiethe destination experience”.

Destination brands can be developed using the eniggional features that provide with the distinct
attractors and touristic assets, which form theéstfas building a brand “identity”.

The brand identity as defined by Upshaw (1995héstbtal perception of a brand in the marketpl&iteiiie
& Ritchie, 1998). Building a destination brand itigncan, thus, be seen as one of the central afskdestination
branding process. Destination branding is seendsegebroader marketing concept, which includegshudt limited
to creating destination brand (as defined by RitéhRitchie), and is defined as a set of markegiativities aimed at
creating, maintaining and promoting a distinct imaa tourist destination on the market.

Regional cultural, historical and/or natural assats important touristic attractors and can, treeef
form the platform for destination branding.

Destination branding is a powerful tool for tourigmoviders to improve their appeal to consumer etark
Branding a tourist destination, based on regiosakts, is likely to create controllable expectatioh potential
inbound tourists, because then the touristic afeased on something that the region can offgp.[8].

Destination or place branding is about creatingi®alt is the value that products and businessesvwe
through direct association with a brand, or theitaatthl value that potential visitors attributeaglace because
of its brand image. Moreover, destination brandsg continuing process to create unique touripeggnces
and build a sustained image that emotionally bavitts the host community stakeholders and resonatibsits
targeted markets.

In developed economies consumers have an astogishioften bewildering — array of choice. The
diversity of choice puts pressure on those makingetling products or services to offer high qualéxcellent
value and wide availability. It also puts pressomethem to find more potent ways of differentiatthgmselves
and securing competitive advantage.

In the twenty-first century, branding ultimatelylibbe the only unique differentiator between conipan
Brands allow the consumer to shop with confideand,they provide a route map through the varieghofces.

The real power of successful brands is that thegtriee expectations of those that buy them orutatp
another way, they represent a promise kept. As thahare a contract between a seller and a bifybe seller
keeps to its side of the bargain, the buyer wilshgsfied; if not, the buyer will in future looksewhere.

Marketing primarily involves the study of demandammarket and creating a response in the form of
supply. In the field of marketing, branding playsieportant role, as it helps the people to prontb&ebrand
name and its merits quite easily. Apart from tlita#)|so becomes possible for the marketing peaplgenerate
intelligence information about the brands popwaidind also what people exactly want from the campa

A strong brand provides added value, brings a pllvientity, drives consumer’s behavior, influeace
their perceptions of reality, opens doors, cretitest and respect and raises expectations of guald integrity.
It is in fact the basis for strong place reputagiom the sphere of tourism strong destination dnaist deliver
distinctive, compelling, memorable and rewardingeaiences to its target audience. Destination niarkean
use a brand as a quick and cohesive way to comnseyessages to potential tourists.

There was a time when brands were relatively statiature. Marketers invested a great deal of time
resources in defining a brand strategy and idertity it out in the market and let it alone for ggea

But today, thanks to the new media technologiesedkas the overall nature of modern economy, bsand
are dynamic and ever-evolving.
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