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Abstract. Introduction. The current state of Ukrainian education system is characterized by
many problems. Thus the analysis of a domestic education system will allow us to estimate a real
condition and prospects of this sector development.

Purpose. The goal of the research is justification of theory-methodical bases of regulation of
educational clusters formation as the directions of competitiveness increasing the higher education
system in Ukraine.

Results. The scheme of higher education sphere competitiveness investigation is offered. It is
admitted, that interaction within formation of educational clusters is a basis for increasing of
competitiveness of the sphere of higher education due to more effective usage of scientific, educational,
production, infrastructure, personnel potential.

Originality. As the result of the conducted study and on the basis of the algorithm we made the
strategic recommendations on the need to create educational clusters as an opportunity to increase the
competitiveness of the higher education system in Ukraine.

Conclusion. Educational clusters in Ukraine will allow creating competitive model of
development of the sphere of higher education due to optimization of all educational and organizational
processes, orientation on achievement unified for all its participants’ purpose within one cluster.
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AOCBIA TYPEYYMHHN B CTBOPEHHI TA IPOCYBAHHI
TYPUCTUYHOI'O BPEHJIA KPAIHA

Anomauia. /locniodxceno ocobausocmi npocy8ants mypucmuuHo2o npooykmy Typeuuuru, poib
Oepoicasu y Oanomy npoyeci. Busnaueno moowcnugocmi 3acmocyeanns cydacnux iHgopmayitinux
MexHoI02il Y NONYAAPU3AYIT IMIONHCY Kpainu ma ii mypucmuyHux MONCIUBOCHEI.

Knrouoei cnosa: mypucmuynuil 6peno, pekiama, imiodxc, mypucmuyHuil npooyKm, npocy8aHHs,
Iumepuem-pecypcu.

ITocTanoBka npodJjeMu. Y CydacHUX yMOBax IMOCHUJIEHHS KOHKYPEHIIi Ha CBITOBOMY
TYPUCTHYHOMY PHHKY Ba)XKJIMBOT'O 3HaYeHHs HaOyBa€ BUBUEHHS 1 3aCTOCYBAHHS MAPKETUHTOBUX
IHCTPYMEHTIB TPOCYBaHHS HAlllOHAJbHOTO TYPUCTUYHOTO MPOAYKTY Ha CBITOBHM Ta
BITUM3HSHUNA PUHKH TYPUCTHMYHMX TMOCIAYT IUISIXOM BHKOPHUCTaHHS pEKJIaMH, OpEeHIMHTY,
TEXHOJIOT1H 3B’SI3KIB 13 TPOMAJICHKICTIO Tomo. CTpIMKHI pPO3BUTOK TYpU3MY, CTBOPEHHS
BJIACHOTO IMI/DKY Ta akKTHBHY HONYJSIPH3allil0 TYPUCTUYHOTO TPOAYKTY JEMOHCTPYE
TypeuunHa, sika 3 KOXXHUM DPOKOM TMPUTATYE yce OLIbllle TYpUCTIB 3 PI3HUX KpaiH CBITY.
AKTyalbHICTb JITAaHOTO JOCHIPKEHHS BHM3HAYAETbCA CaME€ dYepe3 MOXIIMBOCTI 3alO3UYEHHS
nepeaoBoro nocBiny TypeuurnHu y GopMyBaHH1 MO3UTUBHOTO «OpeHAy» YKpaiHu.
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AHamiz ocraHHix myoOJikaunii. JlocmiDKeHHAM PI3HUX AaCMEKTIB  TYypUCTUYHOT
nistbHOCTI B Typenpkiin Pecryomini 3aiimanucs: B. FO. Bockpecencbkuii, C. O. Pomaniona,
T. B. I'opsiukina, 1. I'. Spwuy, 1. I'. Cmupsaos, I1. O. Macnsk; typenpki qocmigauku H. Keckin,
M. I'yxagap ta iH. [IpoTe, mUTaHHS TPOCYBaHHS TYPUCTUYHOTO MPOAYKTY KpaiHU, 3aXO0au
JIepKaBU B 1IbOMY HAaNpsIMKY BHMBUYEHI HEIOCTaTHbO. J[0 TOro », 3BaXKaroum Ha IOCTIiHHI
BIIPOBA/KEHHSI IHHOBALIN y cdepl Typu3my.

MeTo10 10C/iIzKeHHsI € BUBUEHHSI 0COOJIMBOCTEH TYypelbKOTO A0CBiAY y GhopMyBaHHI
MO3UTHUBHOTO IMIJDKY KpaiHu, CTBOPEHHI Ta MPOCYBaHHI TYPUCTHYHOTO OpEHAY, MOMYIISpU3arii
BJIACHOTO ITPOAYKTY 32 KOPJIOHOM.

Bukiag ocHoBHOro marepiagy. OCHOBHOI0 JIaHKOIO —peaiizailii  KOHIIETIii
TYPUCTCBKOT'O MapKETUHIY JEp>KaBU € JepKaBHUM OpraH, BIANOBIAAIbHUN 3a CTaH 1 pO3BUTOK
TYpUCTChKOT Tamy3i B muiomy. Y TypeudwHi CTBOPEHMH CWJIBHUM Ta aBTOPUTETHHN
LEHTpaJIbHUI opraH — MiHICTEPCTBO KYJIbTYPH 1 TYpU3MY, OJTHUM 13 OCHOBHMX 3aBJIaHb SIKOT'O
€ CTBOPEHHS HAI[IOHAIBHOTO TYPUCTHYHOTO TMPOJYKTY Ta MOro MpOCYBaHHS Ha CBITOBUH
TYPUCTHYHMIA PUHOK [1].

OpranizamiifHa CTPYKTypa JIEpXKaBHHUX OpPraHiB peryJIIOBaHHS TYPUCTHYHOI Tay3i
TypeuyunHu Bkiodae Takox HalioHanbHY TYpUCTHYHY pajly — AepyKaHUH OpraH, 1o po3podiise
NOJITUKY Ta 3a0e3neuye peamizalilo TypHCTHYHOI cTpaTerii KpaiHu. YTIpaBIiHHS OpraHOM
3MIACHIOE pajia TUPEKTOPIB, 0 CKIaay SKO1 BXOIATh 15-20 uneHiB, SiKi MPEICTaBISAIOTH Pi3Hi
chepu iHmycTpil Typmsmy. IlocTiiHUMH dYiIeHAMH paaud JUPEKTOPIB € MPEACTABHUKU Bij
MinictepcTBa KyabTypH Ta TypusMy 1 Jlep:kaBHOT oprasizailii 3 IuiaHyBaHHS.

Jlo 060B’s13kiB HarrioHanpHOT TYpUCTHYHOT pajyl BXOASTh HACTYITHI:

— po3pobOka cTpareriii po3BUTKY TYPUCTUYHOI Taiy3i y cmiBopami 3 MiHicTepcTBOM
KYJIBTYPH Ta TYPU3MY;

— po3poOKa HalllOHAIBHUX, PETIOHAIBHUX Ta MICIEBUX TYpPUCTUYHUX OpeHIIB Ta
KOOPJMHAIIIS TIsITLHOCTI JUIS iX MapKETHUHTY;

—  BCTAHOBJIEHHS CTaHJAPTIB SIKOCTI JI0 3aKJaJiB PO3MIIIEHHS, TYPUCTUUYHUX MPOJIYKTIB Ta
KaJ[piB TYPUCTUYHOTO CEKTOPY.

I'enepanbHMil TUpeKTOpaT 3 MUTaHb MPOCYBaHHsS IiJ KepiBHUUTBOM MiHicTepcTBa
KyJIbTYpU Ta TYpU3MYy, Yy CKIaAl SKOro (PYHKIIOHYIOTH 36 3aKOpJOHHUX MpPEJICTaBHULTB,
3aliMa€eThCs MApKETUHTOBOIO Ta PEKJIAMHOIO JISUIBHICTIO [5].

Typeubkuit ypsin y 2007 p. po3pobuB Crparerito po3BUTKY Typusmy TypeduuHu 110
2023 p., chnpsAMOBaHYy Ha MIiJBUILEHHS BIII3HABAaHOCTI, 3HAYMMOCTi, PEHTA0EIbHOCTI
TYPUCTHUYHUX KYPOPTIB KpaiHH, CTBOpPEHHs CBiTOBOoro OpeHay «TypedunHa — KypopT».
["ostoBHa 11 MeTa — BXO/IKEHHSI JIep’KaBH y CBITOBY I'ATIPKY KpaiH 3 MaKCUMAaJIbHOO KUIBKICTIO
npuOyIUX TYPUCTIB 1 OTPUMAHOTO MPUOYTKY B1A TYPUCTUYHOI AisIBHOCTI [1].

3 MeTor0 MiATPUMKH 1 30UIBIIEHHS 1HBECTHULH, IO CIPSIMOBYIOTbCS B KYJIBTYPHY 1
TypuUCTHYHY cdepu, MIiHICTEpPCTBOM KYJIbTYpU 1 TypuU3My 3acHOBaHMW @OHJ PpO3BUTKY
Typusmy [2]. BpaxoByroun Te, 1[0 BCi pEeKIaMHI 3aXOJ¥ BHMAararoTb 3HAYHOI KiIBKOCTI
(diHaHCOBHX pecypciB, IpeM'ep-MiHICTpOM KpaiHu Oyno ctBopeHo DoHa 3 mpocyBaHHS
(Promotion Fund of the Prime Ministry). ®ona Hagae QiHaHCOBI pecypcu Ui MPOEKTIB, SKi
MOKYTh 3pOOMTH BHECOK Yy MpocyBaHHs TypeuunHu. Peanizaiist Ta pe3ynbTaTd IUX MPOEKTIB
KOHTpPOJIIOIOThCA [3].

[Tounnarouu 3 1999 poky, MiHicTepCcTBO KYIbTYPH 1 TYpU3MY [OYAJI0 BUAUIATH KOIUITH
Ha pEeKJaMHI KaMIaHii 3 METOI MPOCYBaHHS TypeubKoro Typusmy. HunimHii Oroker Ha
MapKeTHHT csirae 0ym3bko $ 100 MJIH. IIOPOKY 1 BUTPAYa€eThCsi B OCHOBHOMY Ha peKiamy,
y4acTh Y BUCTaBKOBO-SIPMAapKOBiH JiSUTBHOCTI, OpraHi3ailito ceMiHapiB Ta iHIIUX 3ax0.iB [4].

Byno Bigkputo 44 typuctuusi odicu y 39 kpainax cBity [6]. OcHOBHe iX 3aBHaHHS —
CTBOPEHHS YMOB JUIsl 3MILHEHHS MKy TypeuurHH sIK TypUCTUYHOTO HanpsMmKy. CrioskuBaui
pI3HUX KpaiH 3HaomMiATbes 3 Typenpkorw pecrnyOsikoio, i KyJIbTypolo, TPaJMILIisIMH Ta

39



ISSN 2076-5843 Bicuuk Yepkacbkoro yHiBepcureTy. 2015. Ne 24 (357)

TYPUCTHYHUMH MPOAYKTaMH 3a JOoMOMOror 3MI, pi3HUX TeneBi3iMHUX pPEKIaMHUX POJIHKIB,
OTOJIOLICHb HA PEKJIAMHUX LIUTaX, IHTepHeT-0aHepis Tomo [7].

Ha cporonnimHiil 1eHb came [HTEpHET Ha3MBalOTh HAWIEPCIEKTUBHIIINM HAIPSIMOM y
NPOCYBaHHI TypUCTHYHOTO TpoAykry. | TypeuumHa € onHie0 3 KpaiH, sKa aKTUBHO
BUKOPHUCTOBYE HOBITHI  TexHousiorii. Typuctuuni [HTepHeT-pecypcm €  CBOEPITHOIO
€JIGKTPOHHOIO BI3UTHOIO KapTKOIO KpaiHH.

Odinuitinuit Typuctnunmii mopran kpainu «GO Turkey» crBopeHuit MiHicTepcTBOM
KYJBTYPH Ta TYPU3MY 3 METOIO «O3HAMOMIICHHS CBITY 3 PI3HOMaHITHOIO criaaniuHow TypeudnHu,
il MHCTELbKMMH, ICTOPUYHUMHM, IPUPOJHUMH Ta KyJIbTYPHUMH LIHHOCTAMU». IH(opmariis
JOCTYyITHA I’ sIThMa MOBaMH (TypelbKa, pOCiiichbKa, HIMEIbKa, aHIIiiChKa, (paHily3bKka). SKiCHO
po3poOuieHni M3aiiH, WO QopMye meplie MNO3UTUBHE BPAXEHHS Y BiJBiIyBaya CauTy.
["opu3oHTANTEHE BUIMAa0ue MEHIO POOUTH HABITAIIIIO 110 caiiTy 3py4HOr0. HasBHa opma momyky.

Ha caiiti nmpencraBiena iHdopmaiiiss He TUILKH PO KpaiHy Ta 1i TYpUCTHYHI peCypcH, a
i HaWOIMBII TOYHI JMaHi WIOAO Bi30BUX (DOPMATBHOCTEH, HAIIOHAIBHOI BANIOTH, MPABUII
JIOPOKHBOTO PYXY, KOHTAaKTHI HOMEpH TesIePOHIB Ha BUNAJAOK HAJA3BUYAHHUX CUTYallld Ta iH.
«Go Turkey» Takox mpaiitoe B SKOCTi iHHOPMAILIITHOTO LEHTPY JUIs BijBimxyBauiB Typedunnu,
AKMA AocTynHUi 24/7. 3a AONOMOror0 cHeriajgbHOi (JOPMH MOXKHA IHOBHICTIO CIUIaHYBaTH
CBOIO TOJIOPOX 1O KpaiHW, 0OpaBIIM IyHKTH HAa MapIIPyTi, 3aMOBUBIIM TpaHcdep, MIcCIs B
roreni, kBUTKU. BipryansHi 3D typu (ix nHa caifti 10) naroTe 3Mory BiIBigyBauam
03HAlOMUTHUCH 3 JAESIKUMHU TYPUCTUYHUMHU aTpakuisMu Osmxye [8].

OxpiM 31iliCHEHHS YK€ 3BHYHHMX JJI1 BCIX pEKJIaMHHMX KOMYHIKAIil, oprasizarii
TYPUCTUYHHX SIPMAPKIB, CUIBHAX MIKHAPOJIHUX MPOEKTIB, MiHICTEPCTBO KYJIBTYPH 1 TypU3MY
TypedunHu BUHIILIO HAa HOBHIl piBeHb, po3nouaBmu y 2014 p. BOpoBaKeHHS CTPATETiYHOTO
HiIX0/1y LIOJI0 MPOoIiecy OPEeHIUHTY KpaiHi BUKOHAaHHIM KammaHii « Turkey. Homey.

Konnenmis «Turkey. Home» azapecoBana Ha cTifike yHOpaBIiHHS OpeHIOM,
BCTAHOBJICHHS 1 peai3amiio JOBroCTpOKOBUX Iiied. Lle moBHMHHO BimOyBaTHCS MOCTYIIOBO Ta
MOCITIZIOBHO 1 CHPUATH (POPMYBAHHIO CHPHUSTIMBOTO IMIKY KpaiHM, JHUIIE MO3UTHBHHUX
o0pa3iB B acoriarisx mpo Hero.

Kammnanis npupiBHIO€e KpaiHy, ska Oylia rocrnojapeM KilbKOX IUBLII3aIN 1 CIaBUTHCA
CBO€I0 TOCTUHHICTIO, 3 MOHATTAMHU «IoMy». Lle cTBOpro€ BiquyTTs Temia 1 Oe3MeKu B KOXKHIN
KYJBTYpi CBITY.

TBopui pobOTH, KI BUKOPUCTOBYIOTHCS B KOHTEKCTI KamIaHii, MOXKYTb BIIPI3HATHUCS
Bi3yaJIbLHUMH MaTepiajlaMH 1 OB1IOMJICHHSMH B 3aJIEXKHOCTI BiJl CTPYKTYpPH LIbOBOTO PUHKY,
NPOTE, OCHOBA 3aJMIIAECTHCS HE3MIHHOIO. [louaTkoBa 4acTWHA cajloraHa, sSIKHH Mae MOAYIbHY
nobymoBy, € ¢ikcoBanoro («Turkey home of»), a perira 3MIHIOETBCS B 3aJ€XKHOCTI Bi[
KYJIBTYPHOTO 1 TYPUCTHYHOTO PO3MAITTsI TypeddnHu.

Hanpukinan, amepuKkaHChKUI TYpUCT 3 BUCOKUM PIBHEM JI0OXOJY OTPUMAE MOBIIOMIICHHS
po TpaAuLiiHI po3kimHi Typeubki rynetu («Home of Gulet»), B Toil uac, sIK SIOHCBKOMY
TYPUCTY, SIKUI BUSBIISE OUIBIIMMA 1HTEpeC 10 KyJIbTypH, Oyae aJpecoBaHO MOBIIOMIIEHHS MpO
Typeuunny, sik kpaiHy 3 Oaratoro anTHuHOO craaumHoro («Home of Antiquity»).

Kammaniss «Turkey. Home» mociigoBHO i KOMIUIEKCHO Oyiia BHKOpHCTaHAa Y BCiX
pexinamMHuX poOortax, BUKOHaHUX y 2014 poui. B npomy x poui Bnepme y Ounbm Hix 120
TYPUCTUYHHMX BHUCTaBKax B 55 KpaiHax cBiTy, OyjiM cIeniaJibHO po3poOJIeHl CTeHIU Ta
3BEPHEHHS JI0 JIFOJICH OJIHIETO 1 TIEIO 3K Bi3yalbHOIO MOBOIO [9].

Ha croroanimHiit geHb cTatoTh Bce OLIbII e(heKTUBHUMHU 1 HA0yBalOTh MOIYJISPHOCTI B
SAKOCTI MapKETHHIOBOI'O 1HCTpPYMEHTY Iu(poBi kKaHamu. OCHOBHOI0 NepeBaror HU(POBOro
MapKeTUHTY, Ha BIIMIHY BiJ] TpaJuLiiHUX (GopM pekiiamu, € HOro HE3aleXHIiCTh Hi BiJ 4Yacy,
H1 BiJ reorpagigyHOro po3TallyBaHHs croxuBayda. Lle monerurye qoctyn mijiboBoi ayauTopii 10
iH(popMarii, poOUTh oro OLIBII KOM(POPTHUM.

Jnst mpocyBaHHST TypeddwHM TYpUCTHYHOI BHKOPHCTOBYIOTHCS HACTYIHI KaHAIIH:
Facebook (4.456.127 mnignucuukiB), Twitter (790.000), Google + (403.841), Instagram
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(239.000), Vine (15.800), YouTube (15.085), LinkedIn (13.968), Pinterest (4.500). MosxHa
BIJ[I3HAYUTH TPABUIBHUN 1 SKICHMNA Mig0lp KOHTEHTY JUIsi KOXKHOTO 3 HHX, BpaXyBaHHSI
iHTepeciB ix aymuTopii. 3a xKopoTkmii mepion yacy «Turkey. Home» orpumaina Ginblie, Hix
4 miH. (haHIB Ta MiJMUCHHUKIB HAa BCIX KaHANaX COLIAJbHUX MEJia, CTaBIIN TPETHOKO Y CBITI 3a
IIUM TTOKa3HUKOM CepeJl MOAIOHMX KaHaiB 1HIMX kpaid [10].

Cropinka «Turkey. Home» y mepexi Facebook Oyma Busnana «SKifties» omxum 3
HaWyCHIIIHIIMX TYPUCTUYHUX OpPEHIIB y CBiTi, OTpUMaBIIK Haropoay sik «Kpama 6pengoBa
Facebook-cropinka» (Haroposu coliaibHUX Mejia Juist TypucTHYHuX OpeHnin) [11].

BucHoBKM Ta TmepCHeKTHBH MNOJAJBIIUX JOCHIIKeHb. 3aBIsIKd JepiKaBHIN
TYPUCTUYHIM TOJITHUIN, peami3amii IUIaHiB, po3poOJeHHX Ha JIOBrOCTPOKOBY IEPCIIEKTUBY,
CTBOPCHHIO BJIACHOTO BITI3HABAHOTO OpEH/Y, CHUCTEMAaTHYHOMY IIOJIaHHIO MarepiajiB Ipo
KpaiHy y JOCTYNHIA 1 mikaBiii (opmi, aKTMBHOMY BHKOPHCTAHHIO HOBITHIX TEXHOJIOTIMH,
TypeuunHa 3aifHsia OJHY 3 JIIUPYIOYMX TO3UIIA HA CBITOBOMY TYpHCTHUYHOMY PHHKY. 3a
naaumu BTO, y 2014 poui kpaina mocina 6 micue y peHTHHTY 3a KUIBKICTIO TYPUCTHYHHUX
npuOyTTiB. HanxomkeHHs BiJ Typu3My 3pOCIH MaiKe yABIYl 32 ocTaHHE AecaTupivus. J[ocsin
Typeuunnu Moxxe OyTH KOPHUCHHM JUis YKpaiHH, OCOOJMBO BpPaxOBYIOUM CYYacCHUH CTaH
PO3BUTKY B’13HOTO TypU3My B Hallliif KpaiHi, HEOOX1IHICTh CTBOPEHHS MO3UTUBHOTO ii IMIIDKY.
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THE EXPERIENCE OF TURKEY IN CREATION AND PROMOTION
OF THE TOURISM BRAND OF COUNTRY

Introduction. The international tourist industry is becoming an increasingly competitive.
A wider range of destinations become more easily accessible to customers. In such circumstances,
special attention is paid to research and application of new tools to promote the national tourist product.

The rapid development of tourism sphere was demonstrated by Turkey. This country has
created its own recognizable brand as the most powerful marketing weapon.

Purpose. The primary concern of this research is to examine the features of the Turkish
experience in the formation of the country's positive image, successful nation branding and promotion.

Results. It has been found that state support has a leading role in promoting the country on the
international tourist market. Specially created authorities are responsible for the marketing and
advertising, development of strategic plans for the tourist regions, and their branding. Financial support
is also important.

The author demonstrates ways of popularization of Turkish tourism product worldwide. The
structure of the target market, cultural differences, consumer needs are taken into account. There is a
modular campaign that reaches different types of expectations under the same concept. They prefer
promoting of colorful country in a simple way, clear to everyone. A new campaign concept, addressed
the sustainable brand management, need of country to carry towards the long term aims. With the
concept the idea was to use a strategic plan constantly and consistently in order to associate Turkey with
a positive concept in the peoples’ minds. The importance of digital marketing has been also
demonstrated.

Conclusion. A key role in promotion of the territory must belong to the authority. The brand of
the country should be a reflection of the uniqueness of its history, culture, and recreation potential.
Complex of marketing tools must be used for its promotion throughout the world.
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