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The relevance of the article is determined by the need for systematic and competent support of brands in the agricultural sector and
agricultural regions of Ukraine using modern strategically oriented marketing and branding tools.

The purpose of the article is to research theoretical and practical aspects of regional policy in forming the attractiveness of agricultural
region brands; to substantiate the architecture of brand attractiveness marketing policy based on STP marketing methodology.

The research was conducted at theoretical and empirical levels, based on the modern concept of regional development, which involves
forming attractiveness by focusing on the needs, expectations, values, and utilities of the region for defined target audiences, creating a comfortable
environment for living, doing business, investing, and visiting within its boundaries (or in partnership with neighboring regions).

The regional policy for forming the attractiveness of an agricultural region brand is defined as a set of goals, tasks, intentions, actions,
methods, means, institutions aimed at attracting target audiences' attention to the agricultural region, developing, legitimizing, and supporting
the brand of the agricultural region. It is emphasized that the regional brand attractiveness policy is developed and implemented by territorial
authorities with active participation from community members, agricultural producers (farms, holdings), professional associations, scientific
institutions, representatives of processing, logistics, distribution infrastructure, and other stakeholders; formalized in regional development
programs and strategies. It is noted that such a policy is based on modern organizational, financial, marketing tools, which positively impact the
business, investment, innovation, tourism, social, migration, environmental, and infrastructural attractiveness of the region, considering national,
regional, and local interests.

The feasibility of applying the STP marketing technology in the regional brand attractiveness policy of an agricultural region is proven
in the article, which allows identifying and engaging target audiences of the agricultural region through systematic and consistent segmentation,
targeting, positioning procedures and developing strategic, tactical, and operational marketing activities based on them. At the strategic level,
segmentation technology is applied to highlight groups with similar needs and perceptions of the region's brand attractiveness; at the tactical level,
targeting procedures are used to assess the region's brand attractiveness for different target audiences and to form a set of marketing mechanisms
creating new attractiveness that meets the target audiences' interests; at the implementation level, positioning of the region is carried out,
understood as forming the correct perception of the agricultural region's brand among the target audiences.

The article presents measures within France's regional policy for developing agricultural regions, which today aims to develop the
attractiveness of specific territories for living and employing new residents through special programs and strategies, which are advisable to
implement in the practice of Ukrainian regions. Examples of strategies for increasing the attractiveness of agricultural regions in Germany
illustrate a wide range of opportunities and unique proposals that German regions implement for new modern positioning, strengthening, and
updating their brand.

The necessity of applying a marketing approach to increase the regions' attractiveness to youth is substantiated, which involves not
pressure to study, live, work in the agricultural region, but correct persuasion, that is, using marketing technologies and tools that promote the
need for youth in the region, demonstrate opportunities for self-realization, self-development, career building in the region.

It is concluded that the regional brand attractiveness policy of an agricultural region is long-term, flexible, adaptive, oriented towards
increasing the attractiveness of the regional product and brand compared to other regions not only for residents but also for other target groups.
Branding of an agricultural region forms and manages a composition of unique features, attributes, characteristics, and advantages of the region,
allowing the region to position itself successfully, differentiate from competitors, and create a positive perception of the regional brand. The
architecture of the marketing policy for the agricultural region's brand attractiveness is based on the STP marketing attractiveness model “strategy
- tactics — implementation”.

Keywords: branding, agricultural/agrarian region, agricultural/agrarian region brand, regional attractiveness policy, regional policy,
marketing approach, STP marketing, marketing tools.
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INTRODUCTION

According to the results of a research by The Business Research Company [13], the global value of
the agricultural market in 2023 reached $13,146.53 billion, which is 12.2% of world GDP. Experts identify
that the main factors in the development of the agricultural market are high demand for high-quality
agricultural products, increasing consumer awareness of health and physical fitness, changing consumer
preferences in favor of healthier and more diverse diets, changing stylistic characteristics, rapid population
growth (according to forecasts, up to 10 billion in year 2050) and favorable government initiatives. It is
predicted that by 2033, the annual growth rate (CAGR) will remain at the level of 7.7%, and the value of
the industry will increase to $193 billion, despite the challenges in the recent years. The main predicted
trends relate to agricultural technology innovations, autonomous agricultural equipment, the introduction
of farm management software, the development of agricultural brands, new marketing tools, the expansion
of agribusiness and agricultural regions, and the use of artificial intelligence.

The agricultural sector and agricultural regions of Ukraine are recognized brands, the support of
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which requires systematic marketing, competent branding, and the use of modern strategically oriented
tools and technology. Specialists of AGRO Marketing Agency note that “against the threat of the Covid-19
virus and the war in Ukraine, European agricultural business has shown an extraordinary level of resilience
and adaptability. And although food inflation somewhat increased, it remained under control. In such
conditions, it is difficult to predict the future state of the market, but it can be said with confidence that
competition on it is gaining momentum”[11]. Competition attracts marketing activity and attention to one's
own brand not only of agrarian business entities, but also of agrarian regions, which must update and
adapt their development strategies. The construct of a region's brand includes immanent features and
characteristics of the region, various tangible and intangible components that form its special value
(business, investing, consuming, valeological, practical, emotional, cognitive) for defined target audiences.
Measures, tools and technology of regional attractiveness policy allow agricultural regions to respond with
flexibility to changes in the external environment, to the state of national and international agricultural and
related markets, to form and use competitive advantages to maintain or improve their attractiveness for
defined target audiences, to form mutually beneficial strategic partnerships, promote the regional brand
on the national and international markets, etc.

LITERATURE REVIEW

The study of the specifics of agrarian regions and the problems of forming and supporting brands
of agrarian regions was developed in the works of foreign (researchers from China and India have been
active recently) and domestic scientists, in the reports of consulting and marketing companies as well as
professional associations. The role and place of the brand of rural and agricultural territories is researched
by O. Pavlov and 1. Pavlova [5; 6], H.G. Fan and F. Meng [15], the influence of European integration
processes on the formation and development of the brand of agrarian territories - S. Gazuda, Ya. Almashii,
L. Gazuda, L. Kovalska, S. Suvorova [4; 16], O. Popelo and O. Perepelyukova [7], demand factors for
agricultural brands - Ch.T. Zhang and J. Lu [32], E. Wang et al. [30], directions for supporting the
sustainability and environmental friendliness of the brand of agrarian territories - Yu Liu and X. Wang [21],
marketing tools for the development of the tourism brand of an agrarian region - S. Rabiosi [26],
A. Hyalager, R. Johansen [17], K. Sidali, E. Kastenholz and R. Bianchi [27] , marketing approach to the
development of territories and regional attractiveness policy - I. Havrysh, I. Budnikevych [1-3],
V. Chuzhikov [12], scientists of the M. Dolishnyi IRD [9; 10] and others. However, the issue of the
participation of regional authorities and local self-government bodies in the formation and maintenance of
attractiveness of the brand of an agrarian region is currently insufficiently researched and requires further
development.

THE PURPOSE OF THE ARTICLE
The purpose of the article is research of theoretical and practical aspects of the regional formation
of brand attractiveness of agrarian regions policy; justification of the structure of a marketing brand
attractiveness policy based on the methodology of STP-marketing.

MATERIALS AND METHODS

This research is conducted on theoretical and empirical levels, based on a modern concept of region
development which involves forming the regions” attractiveness, focusing on the needs, expectations, value
and usefulness of a region to defined target audiences, creating in its boundaries (or in partnership with
neighboring regions) a comfortable environment for living, doing business, investing and visiting. The
sequence of the scientific research was achieved by the logical generalization method. The analogy method
allowed us to define the term “regional policy of brand attractiveness of agricultural regions”. Theoretical
and system-structural analysis allowed to generate a conceptual model of brand attractiveness of a region
based on the methodology of STP-marketing “segmentaion - targeting - positioning”. Cabinet analysis,
the observation and generalization method presented the opportunity to select examples of strategies and
successful cases that confirm the activity and competence of European regions in the implementation of
increasing the attractiveness of agricultural regions policy for various target audiences. The methods of
analysis and synthesis were used in determining directions of implementation of foreign experience in the
practice of increasing the attractiveness of the regions of Ukraine. The process approach is embedded in
proposals for the development and implementation of the branding program of the agricultural region and
the formation of its positive image.
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RESULTS AND DISCUSSION

Branding of the agricultural region includes the development of a unique image and marketing
strategy for the agricultural region, which can contribute to its economic development and attraction of
investments. Without systematic program support, without a developed regional policy, without modern
mechanisms and tools, the brand of the agricultural region will not be a successful competitor. In our
previous works [2; 3], we formed a definition of the regional policy of attractiveness, which we adapt here
to the policy of forming and maintaining the attractiveness of the brand of an agrarian region: “The regional
policy of forming the attractiveness of the brand of an agrarian region includes a set of goals, tasks,
intentions, actions, methods, means and institutions, which are aimed to attract the attention of target
audiences to the agrarian region, developing, legitimizing and supporting the brand of the agrarian region;
is developed and implemented by local authorities with the active participation of community members,
agricultural producers (farms, holdings), professional associations, scientific institutions, representatives
of the processing, logistics and distribution infrastructure as well as other stakeholders; is formalized in
regional development programs and strategies; is based on modern organizational, financial and
marketing tools that have a positive effect on the business, investment, innovation, tourism, social,
migration, environmental and infrastructural attractiveness of a region, taking into account national,
actually regional, and local interests”.

The regional brand attractiveness policy of an agrarian region should be long-term, flexible,
adaptable, focused on increasing (sometimes decreasing) the attractiveness of a regional product and
regional brand compared to other regions, not only for residents, but also for other target groups -
investors, businesses, visitors, tourists, population and entrepreneurs of other regions, subjects of regional,
national and international levels. If we consider the business attractiveness of agrarian regions, the
marketing policy of attractiveness is focused on organizations and individual entrepreneurs who are
engaged in cultivation, production, processing, storage, transportation and sale of agricultural products,
including organic farmers, local artisans, producers of crafted local products, representatives of food retail
trade, quality insurance agencies and areas of regional initiatives.

In the regional policy of attractiveness of the brand of an agrarian region, it is advisable to apply
the STP-marketing technology, which is aimed to find, identify and attract the target audiences of the
agrarian region through the systematic and consistent implementation of segmentation, targeting and
positioning procedures, as well as the development of strategic, tactical and operational marketing
measures based on them. The structure of the marketing policy of attractiveness of the brand of an
agricultural region is based on the attractiveness model of Philip Kotler [19; 20] and takes the following
form (pic.1).

On the strategic level (the first circle “Strategy”) segmentation technology is used, which allows to
identify groups with similar needs, ideas, preferences, behavior and perception models of a region's brand
appeal in the target audiences. The basis of segmentation is the formation of a set of criteria and signs of
attractiveness of the brand of an agricultural region for each target audience and sub-audiences. The
strategic approach assumes that segmentation should form general profiles of all target audiences that
consider the brand of a region from the point of view of attractiveness, and determine their priority (which
of the audiences is the most desirable for the region). The tactical level (the second circle “Tactics”) applies
targeting procedures, which include assessing the attractiveness of the brand of an agricultural region for
various target audiences and forming a set of marketing mechanisms that either maintain or reduce existing
attraction or create new attraction that meets the interests of target audiences. Targeting allows to include
an optimal set of elements of the marketing complex in regional attractiveness programs, which will direct
efforts to those groups of target audiences that will respond positively to their valuable proposition faster
than others. For example, in Slovenia, to prevent migration of their population (especially young people)
from rural areas to cities, the Fund for Regional Development and Preservation of Rural Settlements was
created, which uses the following financing tools: investment incentives and transfers to municipalities;
subsidies to companies for initial investment and creation of jobs; loans to municipalities for joint financing
of economic infrastructure and development of infrastructure projects; loans and guarantees to companies
engaged in agricultural business; capital investment in specific projects of state importance; transfers of
state capital to municipalities for the purpose of joint investment in regional development projects for
efficient re-use of state capital (for example, real estate, natural resources, etc.) [8].
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Pic. 1. The conceptual model of attractiveness of a region's brand is formed on the basis of the STP-marketing methodology
“strategy - tactic - positioning”
Source: adapted for regional brand appeal based on [20]

On the implementation level (the third circle “Implementation”) the positioning of a region is
carried out, which means the formation of the correct perception of a brand of an agrarian region in the
circle of target audiences. If the position of the region is clearly defined by certain features and corresponds
to the agreed interests of actors and the region in the perception of target audiences, the main marketing
efforts are focused on supporting and consolidating the existing brand, image, and image of the agrarian
region. In case the attractiveness of an agrarian region requires a change of emphasis to more relevant
(characteristic, important) features for the target audience that were not considered or promoted earlier, it
is necessary to choose an adequate set of marketing tools that will change the position of attractiveness in
the perception of the target audience and lead to a better loyal treatment. If a certain target audience is
undesirable for the agrarian region (harmful non-ecological production, inefficient management, excessive
use of fertilizers, cultivation of certain crops, consumerist attitude to the land, use of unethical labor),
counteracting and demarketing measures are developed.

France demonstrates a number of interesting instruments of regional policy, aimed mainly at
leveling the differences between capital and province, city and countryside. In 1964, a decentralization
subsidy was introduced, which provided compensation for the relocation of industrial production from
the Paris region to other regions of the country: 1) a grant of up to 25,000 francs for each job created in a
new business location (for small and medium-sized businesses, the first part of the program applied in the
case of moving to any zone, except for the Paris region; for large companies - only in the case of moving in
the field of regional development); 2) a grant for each employee of the company who agreed to move with
the company. However, the ability to receive and uncontrollably distribute social transfers, as a result of
the redistribution policy, may reduce the incentives of regions to find/create attractive settlement,
investment, and business conditions. Regional policy measures aimed at the target audience “Residents”
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(table 1) allow to achieve optimal results, reduce the level of existing disparities and contribute to finding
the solution to problems relevant to these territories.

Table 1
Measures to increase the attractiveness to settle in the regions of France, which are expedient to use in
Ukraine
Territorial Essence, directions and tasks
level
Big cities | Encouraging the expansion of urban centers, increasing population density, developing the functions of cities,
overcoming the negative consequences of urbanization - pollution of the urban environment, economic and social
segregation
Cities and | Increasing and simplifying conditions for cooperation and inter-municipal cooperation;
suburban | development of special development strategies (conurbation projects) aimed at economic and social cohesion; joint
settlements | spatial and urban planning; development of transport infrastructure; implementation of joint construction projects;
development of a common environmental policy.
Medium | Increasing economic activity, developing transport infrastructure and tourism, improving the quality of education
cities and medical services, involvement in cooperative projects with larger cities and agglomerations.
Suburban | Development and implementation of the concept of a multifunctional suburban area, which includes public,
areas residential and integrated industrial zones, logistics services, service facilities. Creation of jobs for qualified
workers, employment programs for women with children, formation of service infrastructure. Improving the
quality of living and doing business.
Villages Tourism development programs. Development of ecological activities. Programs to preserve farming, support
and small craft and manufacturing enterprises. Development of regional preferences for tourism. Financial support for
agricultural | projects that contribute to the creation of jobs in rural areas in specific areas (preserving natural, cultural and tourist
areas heritage; rational use of biological resources; housing a new population; technological innovations in farming, craft
and industrial production, as well as in the service sector) . Measures to improve living conditions in rural areas
(improvement of access to high-quality housing; modernization of public services; simplification of access to
information and communication technologies by expanding the coverage area of mobile communications and high-
speed Internet). Measures for the preservation of natural parks and reserves, mountain pastures, rational use of
territories, development of the park zone, ban on the construction of objects, ensuring and maintaining the
ecological balance. Development of mountain tourism. Educational programs for improving the qualifications of
employees. Language courses.

Source: compiled by the author [3] based on [22; 24; 25; 29; 31]

Measures within the framework of France's regional policy on the development of agricultural
regions are useful for the regions of Ukraine, which today is aimed at developing the attractiveness of
certain territories for the residence and employment of immigrants with the help of special programs and
strategies. Programs to increase the settlement attractiveness of agricultural regions of France are
developed, taking into account the specifics of their individual types. For new rural areas, where there is a
high population density due to excess flows of migrants, programs for the development of tourism and
ecological activities are being formed. For agro regions in crisis and agro regions of agricultural renewal
(in French “zones de révitalisation rurale”), regional programs are aimed at solving structural, social and
economic problems [29, p.79-80]:

- preservation of farming, support of small craft and manufacturing enterprises;

- expansion of tax benefits of tourism and allocation of transfers for the development of
innovations;

- financial support for projects that contribute to the creation of jobs in the specific areas of
rural areas (preserving natural, cultural and tourist heritage; rational use of biological resources;
accommodation of a new population; technological innovations in farming, craft and industrial
production, as well as in the service sector [ 28, p.3-6]);

- programs to improve living conditions in rural areas (improvement of access to high-
quality housing; modernization of public services; simplification of access to information and
communication technologies by expanding the coverage area of mobile communications and high-
speed Internet);

- measures to preserve natural parks and reserves, mountain pastures, rational use of
wetlands.

The development of the processes of using marketing and branding in the regional practice of
Ukraine is quite similar to the experience of local communities in the regions of Germany - the tools of
marketing and branding of territories at the first stages were not innovative in nature, but rather imitative
[23]; the practice of territorial marketing and management was implemented mainly for the benefit of urban
actors and local production enterprises, that is, it was limited, in fact, to the classical principles of urban
planning, economics and sociology [18]. Today, however, German cities and regions implement new
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strategies to create attractiveness for visitors and investors, based on the concept of targeting a certain
target group, which forms the basis of a territorial brand and activates it. In Table 2, we provide examples
of strategies for increasing the attractiveness of agricultural regions of Germany, which clearly illustrate a
wide range of opportunities and unique offers implemented by German regions for new modern
positioning, strengthening and updating the brand, creating an original image aimed to attract specific
target audiences - potential farmers, investors and businesses, visitors and tourists, additional workforce,
new socially active residents, etc.

Table 2

Separate strategies for creating the attractiveness of agricultural regions in Germany

economy of
the

rural areas,
small and

Strategy Target Implementation tools
audience
Anewway | Youth Holding pan-European and worldwide competitions in non-traditional youth sports and other
of life subcultures attractions for youth subcultures in rural areas
with active
movement
and
intentional,
provocative
mobility
Educational | Students of - Implementation of new areas of educational activity (Sunday university, college for
networks Central and pensioners, public academy).
Eastern - Activities of intercultural communication, exchange of pupils, students, teachers,
Europe entrepreneurs.
- Search for new ways of professional orientation (Jobkompass - professional compass),
training of specialists, introduction of new forms of training with an orientation to practical
entrepreneurial activity.
- Creation of training centers, development of socio-pedagogical concepts for training
disabled people, people with incomplete education and people who have no education at all.
Innovative Residents of - Development of new proposals in the field of education to increase the chances of the local

population to participate in the new innovative economy;
- Measures to create an attractive image of settlements outside their region;

looking for a
new
homeland.

periphery medium-sized - Increasing the economic efficiency of the specialized activities of the region.
cities
Common Producers and | - The measures are aimed at making producers and sellers of agricultural products aware of the
interests sellers of fact that they all work for the common interests and for the benefit of the region;
agricultural - The interaction of various actors is based on empathy, mutual responsibility and regional self-
products of awareness.
the region
Transparent | Visitors, - A continuously repeated marketing process in which the production and sale of a product is
manufacture | consumers, embedded in a specific regional cultural context.
tourists
The culture Enterprises - Premiums for placing enterprises in the region (Ansiedlungspramien) - a significant
of accepting | thathavea reduction of taxes over a certain period of time, training of personnel at the expense of the
new serious local budget, etc.
enterprises reputation - Lighthouse policy (Leuchtturmpolitik) - carrying out effective outdoor advertising of the
both at the region and declaration of readiness to accept enterprises on the most favorable terms.
pan-European
and global
level
Image at the | Cosmopolitan - Transformation of the image towards greater internationality and cultural diversity.
international | elites of the - Marketing studies of the possible ratio of old and new components of the image, as well as
level global the identification potential of the updated regional / city symbols.
economy, - Reducing the attractiveness of undesirable groups of immigrants - representatives of
immigrants criminal groups, extremists, drug addicts, etc.

Source: compiled by the author [3] based on [14; 18; 25]

Some of these strategies can be implemented to enhance the attractiveness of regions in Ukraine:
organizing national, European, and global competitions in non-traditional youth sports; creating
attractions for youth subcultures; developing new educational proposals to increase the chances of local
populations participating in the new innovative economy; initiatives to create a favorable image of
settlements beyond the region; activities aimed at raising awareness among producers and sellers of
agricultural products that they all work for the benefit of the region and are responsible for the reputation
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of the regional brand. This also includes the interaction of various actors, based on empathy, mutual
responsibility, and regional self-awareness; a continuously repeated marketing process where the
production and sale of goods are integrated into a special regional cultural context; grants for the
establishment of enterprises in the region (Ansiedlungspramien); “lighthouse policy” (Leuchtturmpolitik)
- conducting effective external advertising of the region and declaring readiness to host enterprises under
the most favorable conditions.

In managing the optation of the young population of agricultural regions, social marketing
technologies are indispensable, which are related to the choice of a particular way of life and activity. The
marketing approach does not imply pressure regarding the necessity to study, live, or work in an
agricultural region, but rather proper persuasion, demonstrating positive and negative scenarios of choice.
Marketing technologies and tools allow promoting the idea of “small homeland”, regional patriotism, the
need for the region, conducting active events that demonstrate opportunities for self-realization, self-
development, and career building in the region, and creating special communication programs that
promote the desired image of the region and the future of young people connected with the region in the
system of mass communications. For agricultural regions, marketing techniques allow demonstrating to
the youth important aspects of future life, such as the cost of living, health, ecology, conditions for creating
a family, and raising children. Regions with good logistics present the opportunity to work in a big city but
live and spend money in their own region.

An important aspect of the region's marketing policy is the popularization of specialties and
professions necessary for the development of the regional economy and social sphere, which will provide
the opportunity to earn well, guarantee stable employment, and often do not belong to the top ten most
popular, prestigious, fashionable professions. Such a policy should be formed and implemented in close
contact with local businesses, large corporations that place their productions in the region, educational
institutions in the region, youth organizations, public and state structures. A prioritized direction of
education is the preparation of local personnel - advanced training and retraining, ensuring the possibility
of freely mastering new technologies, subsidizing managerial, scientific, and entrepreneurial activities.
Universities play a special role in implementing modern regional policy and investing in human capital,
not only as educational institutions that train highly qualified specialists but also as producers and
consumers of innovations.

Branding programs for an agricultural region and forming its positive image are formalized in the
following processes: forming a working group to develop the brand concept of the agricultural region;
conducting a reputational audit and image analysis of the region; developing measures aimed at
popularizing regional and national patriotism; conducting public hearings, discussing regional image
programs; participating in international and national rankings (comfort, convenience, investment, credit);
organizing or activating the work of the group; actively using the regional “lobby” in all areas of activity;
developing and promoting brands of local agricultural producers, craft products; developing and
implementing measures aimed at integrating business, government, and youth; conducting competitions
among students and youth for the best project to form the image of the agricultural region; creating youth
and children's sports-tourism movements of cultural, scientific-technical, sports, and ecological orientation;
forming and consolidating a clear positive image of the leaders of the agricultural region; actualizing the
personalities of public figures with whom the territory is strongly associated (famous people who were
born or lived in the region, as well as those who live and work in the region today); developing a unified
style and design of the main attributes of the region; recording videos and films about the life of the region,
broadcasting them to different target audiences; publishing image special editions and presentation
literature aimed at different target groups; forming a city portfolio for film studios, production companies,
development companies [1].

CONCLUSIONS AND FUTURE RESEARCH

The regional policy of forming the attractiveness of an agricultural region's brand includes a set of
goals, tasks, intentions, actions, methods, means, and institutions aimed at attracting the attention of target
audiences to the agricultural region, developing, legitimizing, and maintaining the brand of the
agricultural region. Strategies and programs of regional attractiveness policy are developed and
implemented by territorial authorities with the active participation of community members, agricultural
producers (farm enterprises, holdings), professional associations, scientific institutions, representatives of
processing, logistics, distribution infrastructure, and other stakeholders. Professionally developed
territorial programs and development strategies, based on modern organizational, financial, and marketing
tools, positively affect the business, commercial, investment, innovation, tourism, social, migration,
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environmental, and infrastructural attractiveness of the region, taking into account national, regional, and
local interests. The regional policy of brand attractiveness for an agricultural region is long-term, flexible,
and adaptive, aimed at increasing the attractiveness of the regional product and brand compared to other
regions, not only for residents but also for other target groups - investors, businesses, visitors, tourists,
population, and entrepreneurs from other regions, and subjects of regional, national, and international
levels. Marketing tools and technologies allow agricultural regions to flexibly respond to changes in the
external environment, form, maintain, and use competitive advantages to retain or improve their
attractiveness for various target audiences, and promote the regional brand in national and international
markets. The branding of an agricultural region forms and manages a composition of unique features,
attributes, characteristics, and advantages of the region, allowing it to position itself successfully,
differentiate from competitors, and create a positive perception of the regional brand. The architecture of
the marketing policy for the attractiveness of an agricultural region's brand is based on the STP marketing
model “segmentaion - targeting - positioning”. Further research should be directed towards developing
specific branding programs for agricultural regions, based on a marketing approach, an effective mix of
marketing tools, and continuous monitoring of external and internal environmental factors.
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PETOHAJIBHA TIOJIITUKA ®OPMYBAHHSI ITPVIBABJIVIBOCTI BPEH/TY ATPAPHIX PETTOHIB

bYOHIKEBMY Ipuna, TABPUIL Ipuna
YepHiBellbKU HallioHaJIbHUN YHiBepcuTeT iMeHi fOpis degpkoBrua

Axmyassricms cmami Busnauaemscs HeoOXiOHicHI0 cucmemnol epamommnoi niompumku Gpendi6 azpapHoeo cexmopy ma azpapHux
peeioHiB Yxpainu cyuacHuMu crpameeiuro opieHmoBaHUMY IHCMPYMeHmaMu Mapkemutey ma bpeHoureay.

Memotwo cmammi € 0ocAiOxeHHA MeopemuyHuX ma npakmuuHux acnekmib peeionasvtoi nosimuku gpopmybanna npubadiubocmi
Opendif aepaprux peeionib; obrpyHmybanHa apximexmypu mapkeniuneoboi noimuiu npubabdaubocmi bpeHoy Ha ocHobi memodoaoeii STP-mapkemumey.

Hocrioxkenns: npoBedeno Ha meopemuuHoMy ma eMnipudHoMy piBuax, 0asyemvcs Ma cyqacHiil KoHyenyii posbumxky peeionib, sxa
nepedoauae hopmybanna ioeo npubabaubocmi opicHmyiouucs Ha nompedy, ouikybanus, yinHocmi ma KopucHocmi peeiony 043 BusHauenux yitbobux
ayoumopiii, cmboproronu y cboix mexax (abo y napmrepcmbi 3 cyciOHimu peeioHamu) xomepopnite cepedobuuje 043 npoxubana, bedenna bisHecy,
iHBecryBanns, 6ioBioybanna.

Peeionasvry nosimuxy gopmybanna npubabaubocmi 6pendy aspapHoeo peeiony Busnaueno Ax cyxynHicms yisetl, 3a60amy, HaMmipib,
0it1, Memooib, 3acobib, incrmumymib, axi cnpamoBani Ha 3a1yuenns ybaeu 4irboBux ayoumopii 00 agpapHoeo peeiony, Ha po3podKy, Aeeimumizalyin
ma nidmpumxy Opendy aepaprozo peeiony. Haeosoueno, ujo peeionassa nosimuxa npubabaubocmi 6peHoy pospobasentvcs ma peasisyemncs
opeanamu mepumopiaisHoi 61a0u 3a axmubHoi yuacmi uaenib epomadu, ciabcvkozocnodapcvkux BupodbHuxi6 (pepmepcovki eocnodapcmba,
X040uHeu), npogeciinux acoyiayiti, Haykobux ycmanob, npedcmabruxié nepepobroi, A02icmuunol, po3nodiisuol iHgpacmpykmypu ma iHuUx
cmetikx040epi6; ghopmanisyronmsca 6 pecionarsHux npoepamax ma cmpameeiax posbumrky. BidsHaueo, w0 maxa noaimuxa 6a3yemsca Ha
CYHACHUX OpeanisayiiHux, pinancobux, mapkemuneobux iHcmpymenmax, Axi nosumubno 6niubatoms na bisnecoBy, 0108y, iHBecmuyinny,
iHHOBAUINY, MYPUCUYHY, COYIAAbHY, Miepayiliny, exotoeiuny ma iHgpacmpyxmypuy npubadiubicms peciony 3 ypaxybaHHsM
302a/AbHOHAYIOHAALHUX, BaacHe peciOHAAbHUX | Micyebux (10karbHux) iHmepecib.

ToBedero doyirvHicms 3acmocyBants y peeionabHin nosimuyi npubabaubocmi Gpendy aspapHoeo peeiony mextoaoeii STP-mapkemutey,
axa 0o3boase i0enmucpixybamu ma 3aiyuumu yisvo6i ayoumopin aepapHoeo pezioHy uepes clcmieMHe ma nocaidobHe BuxoHanHA npoyedyp
ceeMeHmYyBanHA, mapeemyBannsa, no3uyionybanna i pospodumu Ha ix ocHOBi cmpameeiuti, makmuuni ma onepayitini mapxkemureo6i saxoou. Ha
cmpameeiuHoMY piBHi 3acocoBYemves MexHoA0eis ceeMermyBants, saxka 0036045 Budiumu 6 yiivoBux ayoumopisx epynu 3 nodibHumu nompebamu ma
MoOeaamu cpuiHamma npubabdaubocmi 6pendy peeiony; Ha makmuuHoMy pibHi 3acmocoBylomsca npoyedypu mapeemybanns, sxi Graouaoms oyiHKy
npubabaubocmi Gpendy aspapHoo peziony 044 PIsHUX Yiab0Bux ayoumopin ma gopmybanna Habopy MapKemuHeoBux MexaHiamib, sxi cmboproronts HOB
npubabaubocmi, wo Gionobioatoms inmepecam yirvoBux ayoumopit; Ha pibui pearizayii npoBodumvca nosuyionybanua peeiony, nid AKuUM
posymiemscs hopmybanna npabuivioeo cnpuiinamms bpendy aspapHoeo peeiony 6 koai yirvoBux ayoumopii.

B cmammi nabedeni 3axodu 6 pamxax peeionassuoi nosimuxu Opanyii ujo0o posbumxy agpapHux peeioni, Axa cv0200Hi cnpamobana
Ha po3bumox npubabiubocnii okpeMux mepumopiti 048 NpoXubanna ma 3auHAMOocmi HOBUX umeaib 3a 001MOM02010 CHEUIANLHUX NPOPAM |
cmpameeitl. Axi 0oyirbHo iMnaemenmybamu 6 npaxmuxy peeioni8 Vxpainu. Poseasnymi npuxaadu cmpameeiil nioBuwenns npubabaubocmi aepapHux
peeioni6 HiMeuuunu iaochipyionms wiupokuii cnekip Moxaubocmen ma YHIKAABHUX NPON03UYit, ujo peatisyionts HiMelbki peeionit 015 HoB0eo CyUacHoeo
103ULi06anHs, YKpinieHHa ma oHobaenHs OpeHdy.

Obepynmobaro HeobxioHicms 3acmocyBanms mapkemureoboeo nioxody o4 nidBuujenna npubadaubocmi peeioni6 0451 M0A00i, AKUL
nepeddauae He muck w000 HeobXiOHocmi Guumucs, xumu, npayobamu 6 aepapHoMy peeioHi, A KOpekmHe NepeKOHAHHs, Mobmo 3acmocyBanHs
MapkemuneoBux mexHoAo2il ma iHcmpymenmib, sxi 003boasioms npocybanmu nompidHicmL MoA00i 045 peeioHy, OeMOHCMpYIombs MoxAubocmi
camopeanisayii, camoposbumxy, nobydobu kap'epu 6 peeioni.

3pobaero Bucroboxk, ujo peeionatsra noimuxa npubabaubocmi dpendy aspaproeo peeiony € doBzocmpokoboro, eHyuror, A0anmubHoio,
opienmyemsca Ha nioBuuienna npubabiubocmi peeionasbHoeo NPoOYkmy ma peeionasbHoeo OpeHdy NopiBHAHO 3 THUUMIL peeiOHaMl He MiAbKU
044 Humenib, are 1 045 iHwux yirvobux epyn. bpenoune aepaproeo peeiony gopmye ma ynpabase kKomMnosuyieio yHikaisHocmen, ampubymib,
xapaxmepucmux ma nepebae peeiony, 00sboase peciony 60ar0 nosuyionybamucs, Gidpisuamuca 6i0 xowxypenmi6, cmbopumu nosumubue
CnpulHAmm peeionasvtoeo bpendy. Apximekmypa mapxemuneoboi nosimuxu npubabaubocmi 6pendy aepaproeo peeiony basyemuvcs Ha Modeai
npubabaubocmi STP-mapxemuney «cmpamezisi — makmuka — peasizayisi».

Katouo8i caoBa: bpendure, apapruii peeiot, Gpend aspapHoeo peziony, peeionassta noimuxa npubabaubocmi, peeioHalsHa noaimuxa,
Mmapkemuneobuil nioxio, STP-mapxemune, Maprenuneobi incmpymenmu.
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