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BRANDING OF UKRAINE AS A TOURIST DESTINATION

This paper is presents the ways of the development of Ukrainian touristic brand
developing. Particular attention is given to the core values of country branding
and identification of the key aspects of country positioning. The study shows
the importance of presenting Ukraine abroad by taking part in international
exhibitions, competitions, championships and other events. Special attention
is also paid to the importance of online presence and the necessity of creating
high quality tourism website. The paper describes components which are
important to perform SEO so that the website could reach the first position in
search results.

Keywords: tourism destination, branding of Ukraine, Search Engine
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C. C. PocToBUEB, KaHANAAT HayK 3 COLianbHMX KOMYHIKaLii, CTapLunii
BMKNagad, Xapkicbka AepxaBHa akafemis Kynbtypu, M. Xapkis

BPEHOUHI YKPATHU 9K TYPUCTUYHOIO HAMPAMY

AKTyanbHiCTb. AKTVBHE 3aJTy4EHHS IHO3EMHMX TYPUCTIB Ha TEPUTOPIIO YKpaiHu
nepenbayae i HasiBHICTb BMi3HABaHOMO TYPUCTUYHOrO GpeHaa KpaiHu, Lo 3y-
MOBJIIOE [OCHIAXKEHHS CNOCOBIB MO0 CTBOPEHHS Ta PO3BUTKY.

MeTa cTaTTi — 3anponoHyBaT cnocobu cTBopeHHs bpeHaa YkpaiHu K Typuc-
TUYHOI OeCTUHALLi.

MeTtoponorisi. Y 4OCNIIKEHHI BUKOPUCTAHO METOAM OMNUCY, 3iCTaBfIEHHs Ta
y3aranbHEeHHS.

Pe3ynbratu. 3rigHO 3 JOCNIIKEHHSM, B YMOBAX PO3BUTKY iHGOPMAaLiiHO-
KOMYHiKaLiHNX TEXHOOT i1 HEOOXiAHOI0 YMOBOIO 3a/1y4eHHS iIHO3EMHIX TYPUC-
TiB Ha TepuTopito YkpaiHn € GpopMyBaHHs BpeHaa fecTuHaLi, Skuii 4O3BONUTb
KpaiHi BUOKPEMUTUCS 3-MOMIK KOHKYPEHTIB 32 JONMOMOr0t0 CTBOPEHHS YHiKaslb-
HOro iMEHi Ta NO3KLitoBaHHA N4 LiNbOBOI ayanTopii. BogHovac 3a3HavaeTbes,
LLIO CbOroAHi BiNbLUICTb YYACHWUKIB PUHKY, 0OMPaoyn TYPUCTUYHI HANPSIMKK, Ha-
[ae nepesarv nepeaycim iHpopmadii, oTprmaHoi 3 IHTepHeTy. YTiM npeacras-
JIEHICTb YKpaiHM Ha MiXXHapPOLHOMY PUHKY B OHJ1aiH-CepefoBULL HEAOCTaTHS,
a [HTepHeT K peknaMHmii MainfaHymk NoTpedye LOCKOHANILLOrO BUBHEHHSI.
HoBusHa. YnepLue nponoHyeTbCA NPaKTUYHUIA Miaxia 0O CTBOPEHHs OpeHaa
YKpaiHu 3 OpieHTaLI€0 Ha OHNIaH-CepenoBULLE.

MpakTnyHe 3Ha4YeHHs. Pekomenaauii, HaBefeHi B OCAILKEHHI, MOXYTb BUKO-
pucTaTy BiAnoBiaHi 0cobu B npoueci GopmMyBaHHS cTpaTerii pO3BUTKY TYpuUC-
TuyHoro 6penaa Ykpainu Ta i peanisauiji.

BucHoBku: CTBOpPEHHSI TypucTuyHOro GpeHza YkpaiHm mae nepepbadartu:
1) 3’ACyBaHHSI OCHOBHUX LiHHOCTEN GPEeHAMHIY KPaiHW; 2) BU3HAYEHHS KO-
YOBMX aCMEKTIB NO3WLtOBaHHS KpaiHu; 3) CTBOPEHHS Ta NOLUMPEHHS aTprOYTIB
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OpeHaa, Takmx Sk 10roTun i cnorax; 4) npeacTaBneHHs KpaiHv 3a KOPAOHOM Ha
MiXXHapPOLHMX BUCTaBKax, KOHKypCax, YemrioHaTax Ta iHLNX 3axoax; 5) CTBO-
PEHHSA eKCMepTHOI rpynu, SKa BiAnoBigaTUMe 3a CTpaTerivyHi Ta TEXHIYHI NMUTaHHSA
OpeHanHry YkpaiHu; 6) CTBOPEHHS BUCOKOSIKICHOrO TYpUCTMYHOrO Be6-caliTa;
7) 30iACHEHHS NOLUYKOBOI ONTUMI3aLii Ans [OCArHEHHS BEO-CANTOM NepLumx
No3uLii B pe3ynsraTtax noLuyky.

KniouoBi cnoBa: 6peHauHr Ykpaiuw, TypucCTuYHa AECTUHaLisl, MoLIykoBa
onTumisauis, npe3eHTauis YkpaiHnv 3a KopaoHOM, 6peHa TepUTOPII.

C. C. PocToBUeB, kKaHaMAaT HayK Mo CoLMaibHbIM KOMMYHUKALLMSM,
cTapLumii npenofasatenb, XapbkOBCKasi FOCyAapCTBEHHASA akaaemus
KYNbTYpbI, I. XapbKoB

BPEHAWHI YKPAUHBI KAK TYPUCTUYECKOIO HANMPABJIEHU4A

MokasdaHo, 4TO B YCNOBUSX Pa3BUTUS MHOOPMALMOHHO-KOMMYHUKALMOHHbIX
TEXHONOrMIA HEOOXOAMMbBIM YCNOBMEM MPUBMIEYEHUS] MHOCTPAHHBLIX TYPUCTOB
Ha TeppuTOpUIo YKpauHsl SBsieTcs GopMupoBaHne 6peHaa AecTuHaumm, Ko-
TOPbIA MO3BOAUT CTPaHe BbIAENUTLCH CPean KOHKYPEHTOB NyTeM CO34aHus
YHUKAJIbHOrO MMEHU 1 NO3ULMOHNPOBAHUS B CO3HAHUN LIENEBOI ayauTopun.
BmecTe ¢ Tem, 0TMeYaeTcsi, YTO CerofHs GOMbLUMHCTBO YYACTHUKOB PbIHKa,
BblOMpas TYpUCTUYECKME HanpaBeHNs, PyKOBOACTBYETCS B MEPBYIO 04epeb
MHGOopMaumein, Noay4yeHHon ¢ MiHTepHeTa. B pesynstaTte npeafiioxeH psg me-
PONPUSTMIA N0 CO3OAHNI0 TYPUCTUYECKOro GpeHaa YkpanHbl.

KnioueBble cnoBa: 6peHauHr YkpanHsl, TYypUCTU4ECKas AECTUHALIMS, MOVNCKO-
Basi oNTUMM3aLWs, NPe3eHTaLms YkpavHbl 3a PybexomM, 6peH. TeppUTopmun.

Problem statement. The development of information and communi-
cation technologies in recent years has led to the emergence of new models
of relationships in the social and economic life. If we talk about tourist
destinations as one of the objects of influence of socio-economic changes,
the current situation requires both tourism business representatives and
state authorities to be familiar with the diversity of new technologies and
marketing tools and quickly adapt their activities in accordance with modern
requirements. Special attention, however, should be given to the branding
of a destination that will distinguish itself from competitors by creating a
unique name and positioning in the minds of the target audience.

The state authorities of Ukraine have recently carried out a number of
actions oriented on popularizing the country around the world — in particular
brand attributes of the country have been developed with recommendations
on their use. At the same time, it should be noted that most people these days
are guided primarily by information from the Internet, when they choose
tourist destinations. However, the representation of Ukraine as tourist
destination in online environment remains at an insufficient level, and the
Internet as an advertising space requires a more thorough study.
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Research publications. Branding of territories as a scientific challenge
has been widely covered in the works of both Ukrainian and foreign
experts. Specific features of the promotion of certain regions and cities
of Ukraine were studied by such scholars as O. Soskin, O. Olefirenko,
M. Karpishchenko, V. Yermachenko, I. Smirnov, S. Matusyak and others.
Such researches as O. Zozulov, S. Sholudchenko, N. Vladchenko studied
the structural components of the territory brand. Issues of constructing a
strategy for promoting the tourist brand of the country were studied by
E. Blinov, O. Muzychenko-Kozlov, O. Bilovodska and others.

However, it is important to understand that the role of the Internet and
search optimization, as tools of destinations promotion, are not sufficiently
studied.

The main material. The choice of tourism destination is a significant
lifestyle indicator for today’s consumers and the places where they choose
to spend their time should have emotional appeal, high conversational
capital and celebrity value. The World Tourism Organization confirms this
view, suggesting that tourism destinations will be considered by customers
as fashion accessories in the twenty-first century. Indeed, as style symbols,
destinations can offer similar consumer benefits to highly branded lifestyle
items. These are used to communicate statements and group memberships,
as vacation trips are expressive devices communicating messages about
identity, lifestyle and status. Traveling for leisure is increasingly permeating
the discourse of everyday life, but remains a highly involving experience,
extensively planned, excitedly anticipated and fondly remembered.

Like manufacturers’ brands, place brands evoke certain values,
qualifications and emotional triggers in the consumer’s mind about the likely
values of any product that comes from that place. A place brand can behave
just like a manufacturer’s brand, providing trust, a guarantee of quality,
which promotes the entry of its new “sub-brands” on the market.

The American Marketing Association (2018) defines a brand as a “name,
term, sign, symbol, or design, or a combination of them intended to identify
the goods and services of one seller or group of sellers and to differentiate
them from those of competition”. However, launching a global place brand
requires an objectivity — the ability of managers to see the places as others do,
and to accept that this is, at least in commercial terms, more important than
the way they see themselves. It requires government support and constant
investment in the place brand itself, which in turn requires commitment,
collaboration and effective synergy among the main communicators of the
country’s image in the global media: usually the tourist board, the airline and
the major food producers, because these are the routes by which the national
brand is most commonly created and exported.
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It is also important to remember that branding a country is not the same
thing as promoting tourism. The promotion of tourism obviously occupies
more common ground with nation-branding than any other aspect of a
country’s external affairs, but it is merely a part of the whole. Although the
economies of more and more places do depend on tourism, other factors
may be equally important, such as stimulating inward investment and aid,
encouraging both skilled and unskilled workers to immigrate, promoting
the country’s branded and unbranded exports internationally, increasing
the international business of the national airline, facilitating the process of
integration into political and commercial organizations such as the Euro-
pean Union or the World Tourism Organization, and a wide range of other
interests (Morgan, Pritchard, & Pride, 2015).

A country’s image results from its geography, history, ideas, art and
music, famous citizens and other features. The entertainment industry and
the media play a particularly important role in shaping people’s perceptions
of places, especially those viewed negatively. Not only are product categories
such as perfumes, electronics, precision instruments, wines, cars and
software strongly identified with certain places, but so also are societal ills
such as AIDS epidemics, political riots, civil rights violations, attacks on the
environment, racial conflict, economic turmoil, poverty and violent crime.
All of these have been repeatedly and strongly associated with certain locales.
Of course, different people and groups are likely to hold different stereotypes
of nations since the mental phenomenon is inherently subjective. However,
sometimes they are widespread and pervasive across elements of the same
group; they are social cognitions, mental representations shared by members
of a given society (Grundey, Toluba, & Brukiene, 2006).

Strategic place marketing concerns the enhancement of a country’s
position in the global marketplace. It requires understanding the environ-
mental forces that may affect marketability, that is, the strengths and
weaknesses of the country to compete with others, such as the size of domes-
tic market, access to regional trade areas, education of the population, tax
incentives, skilled labour, cost of labour, security and others. It also entails
monitoring the external environment, that is, a dynamic understanding
of opportunities and threats, as well as the competitive forces in the
environment. The process must involve government, citizens and businesses,
all with a shared vision. It requires setting and delivering the incentives and
managing the factors that may affect place buyers’ decisions, including image,
attractions, infrastructure and people. The following subsections will deal
with different tasks of country brand management, namely, managing the
image, attracting tourists, attracting factories and companies, and seeking
new market opportunities.
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Confronting a negative image can be a difficult task. There is no control
over environmental factors that may keep tourists and investors away,
such as natural disasters, political turmoil and economic downturns. Even
more difficult can be controlling how the media and the press disseminate
a country’s problem, often creating or perpetuating stereotypes. And to
improve a country’s image, it may be easier to create new positive associations
than trying to refute old ones.

For country branding the following strategic management approach is
required:

1. Tocarry outa SWOT analysis to determine its key strengths, weaknesses,
opportunities and threats.

2. Tochoosesomeindustries, personalities, natural landmarks and historical
events that could provide a basis for strong branding and storytelling.

3. To develop a concept that would cover and be consistent with all of its
separate branding activities. (For example a country of pleasure, quality,
security, honesty, progress or other concepts).

4. To allocate sufficient funds to each branding activity which is to have a
large impact.

5. To create export controls to make sure that every exported product is
reliable and delivers the promised level of performance.

A destination brand can be developed in a variety of ways, most obviously
in advertising, through direct marketing, personal selling, on websites and in
brochures, but also through public and media relations, and through the co-
operation of destination marketing organizations (DMOs) with journalists,
event organizers and film-makers. Moreover, place promotion, defined as ‘the
conscious use of publicity and marketing to communicate selective images of
specific geographic localities or areas to a target audience’, not only involves
advertising and publicity, but also encompasses “flagship” developments
and events in the arts, media, leisure, heritage, retailing or sports industries
(Gold, & Ward, 1994, p. 2).

According to study results on how Ukraine is perceived abroad,
conducted with the support of the British government, the three most
popular associations with Ukraine are “corruption”, “revolution” and “war”
(Banda agency, 2018).

People, who have never been to Ukraine, see Ukrainians as closed,
aggressive and intolerant. This image is shaped largely from what they
see and hear in the news. With such a reputation it is difficult to attract
investment and tourists to the country. However, those who have visited
country at least once, change their minds and point out the hospitality of
Ukrainians, wonderful landscapes, culture and architecture.

In order to change the image of Ukraine and convince foreigners to visit
it, it is vital to have a new brand that will show Ukraine as an open and
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modern country. The previous country’s tourism brand identity “Ukraine:
It’s all about U” didn't find an extensive use in promotion activities despite
the detailed description of the brandbook. In 2018 the large international
marketing campaign of the Ukrainian government “Ukraine Now” started.
Its goal is to form a new brand of Ukraine in the world, to attract investments
into the country and to improve the tourism potential. The commission of 27
experts took part in preparation of this campaign. Their task was to collect
data and materials for brand creation that will demonstrate the attractive-
ness of Ukraine for tourism, cultural interaction and business.

As aresult, the Cabinet of Ministers of Ukraine approved a single brand
“Ukraine Now” that was suggested by the Ukrainian agency “The Banda”
in the framework of work of the Commission for the issues of Ukraine’s
promotion within the Ministry of Information Policy of Ukraine and on
the proposals of British partners. At present has been created an adaptable
for different needs brand’s logo and a brandbook with explanations and
recommendations on its usage.

Moreover, the Ministry of Information Policy of Ukraine (2018) puts
a number of measures into effect on Ukraine promotion. For example in
2018 the new brand was presented at the American Chamber of Commerce
in London (Great Britain), at the presentation of government reforms in
Copenhagen (Denmark), New York (USA) and numerous public events on
all topics and areas of focus.

However, establishing the core values of the destination and its brand
and developing the brand identity are only a small part of successful country
brand positioning. One way to present the country abroad is its participation
in international exhibitions, competitions, championships and other events.
To maximize the country’s brand awareness and attract new foreign tourists,
such tools as offline advertising, including videos, should be used. At the
same time, when we talk about advertising, it is important to define the
target audience and promotional materials.

According to the fact that the climate and natural resources of Ukraine
are of a little difference with neighboring states and the most of European
countries it should be assumed that these territories can’t become wide
tourist’s providers in terms of traditional tourism interests. Therefore, the
efforts must be focused on more distant countries for which Ukraine is seen
as an exotic country such as Morocco, Iran etc.

As for the promotional materials, it should be a concentration of topical
information aimed at presentation of Ukrainian’s nature, ethnic cuisine,
cultural characteristics, business opportunities etc, with brand attributes
usage. For example, the project “Ukrainer” (2018) — an expedition the aim
of which is to discover various regions of Ukraine — suggests a number of
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high-quality videos that show the beauty of Ukrainian nature and which can
be used for advertising purposes.

On apar with the participation in international exhibitions, competitions
and other offline activities, the Internet plays a crucial role in promoting
the country. The vast majority of travelers make their decision about travel
destination based on the information from the Internet, using such search
queries as “travel to Ukraine”, “what to see in Ukraine”, “places to visit in
Ukraine” etc.

According to these queries, we get links to the websites “Travel to
Ukraine”, which is called as the official website and guide for Ukraine, but
which has an unattractive interface design, visible problems of some images
and icons display, mobile unfriendliness and some others; “Lonely Planet”,
which can serve as an authoritative source for foreigners, but presents a
limited amount of information and does not reveal the features of Ukraine
to the full extent, and a number of less relevant resources. The newly
created project “Ukrainer” has high-quality content and may be of interest
to travelers, but it is limited on describing places and people only, without
providing additional tourist information and it is not visible in the top of
search results for English-speaking queries.

Thus, there is a lack of single web resource, which will allow to meet the
information needs of travelers in full. To solve this problem the two step-
process is needed: 1) to create a well-designed, attractive and informative
tourist web site; 2) to optimize this website and reach the top positions in
search results on various queries.

As for the website structure, it must include such elements: 1) Logo
(Ukraine Now); 2) Header 1 with buttons “About Ukraine”, “Media Center”
(Photos, Videos, Articles), “Contact Us”, links on social media accounts,
“Search”, “Language Preference”, “Favorites” and “Visit Planner”; 3) Header
2: “Where to go”, “What to do”, “Experience”, “Stories”, “Events” and “Visit
Planner”; 4) An image slider with high resolution photos; 5) Website body
which has such blocks one under another: “Top stories”, “Where to go”, “Hot
attractions” on an interactive map, “What to do”, “Experiences”, “Stories
shared by locals and travels”; 6) Footer 1: “Site Map”, “Upcoming events”,
“Latest stories”, “Find us on Social media”, “Subscribe to our news”; 7) Footer
2: Links for downloading apps. Such structure will give an opportunity to
present the most relevant information in the most compact way.

Considering that search engines generate the most traffic to the websites,
comparing to social media and other types of communicative tools, the next
step after creating a user-friendly, well-structured and properly designed
touristic website of a country is to increase its visibility in organic (non-paid)
search engine results and improve rankings, so that potential tourists could
reach according to their search query and satisfy their information needs.
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To increase the website visibility, such marketing activity as Search
Engine Optimization (SEO) should be used, which is aimed at making
website easy for both users and search engine robots to understand. The
SEO-process includes a number of following stages (Moz, 2018):

1) Engine-friendly design and development that must be provided by
programmers, information architects and designers. This aspect includes:
providing alt text for images; supplementing search boxes with navigation
and crawlable links; Flash or Java plug-ins with text on the page; providing
a transcript for video and audio content if the words and phrases used are
meant to be indexed by the engines.

2) Keywords usage and targeting. Keywords are the building blocks of
language and search and are the basis for information retrieval (including
web-based search engines like Google). The keyword phrases mentioned
above should be used: in the beginning of the title tag; once prominently
near the top of the page; at least two or three times, including variations, in
the body copy on the page; once in the alt attribute of an image on the page;
in the URL; in the meta description tag.

3) The title element of a page usage, which is meant to be an accurate,
concise description of a page’s content and is critical to both user experience
and search engine optimization.

4) Meta tags usage. The Meta Robots tag can be used to control search
engine crawler activity (for all of the major engines) on a per-page level.
The meta description tag exists as a short description of a page’s content.
Search engines do not use the keywords or phrases in this tag for rankings,
but meta descriptions are the primary source for the snippet of text displayed
beneath a listing in the results. Also such metatags as Meta Keywords, Meta
Content-type etc are used.

5) Avoiding canonical and duplicate versions of content.

6) Usage of snippets, which help easily identify the type of content for
search engines.

7) Providing easy to use, navigate and understand website, which is
professionally designed and accessible to modern browsers with high quality,
legitimate and credible content.

8) Links building. There are three basic types of links: “Natural” editorial
links that are given naturally by sites and pages that want to link to the
specific content; Manual “outreach” links are created by emailing bloggers for
links, submitting sites to directories, or paying for listings of any kind; Self-
created, non-editorial links include the opportunity to create links through
guest book signings, forum signatures, blog comments, or user profiles.

Generally, these steps do not require significant financial expenditures,
but presuppose the presence of a specialist responsible for the development
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and support of the website, which is also meant to be a SEO-specialist,
copywriter and designer, as well as to be aware of the website idea, its
orientation, specifics and goals.

Conclusion. Thus, one of the conditions for creating a destination brand
is the constant usage of all the brand attributes. However, for most brands
it is sufficient to use two or three of them, and they must be in harmony
with each other, fit into the overall brand’s unique system, take into account
consumer preferences and expectations. For Ukraine the process of tourism
brand building consists of several important steps: 1) To find out the core
values of country branding; 2) To identify the key aspects of country
positioning; 3) To create and overspread the brand attributes such as logo
and slogan; 4) To present the country abroad by taking part in international
exhibitions, competitions, championships and other events; 5) To form an
expert group which will be responsible for strategic and technical issues of
Ukraine branding; 6) To create a high quality website; 7) To perform SEO so
that the website could reach the first position in search results.
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