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NEW SOCIO-ECONOMIC BRAND «CARPATHIANS»
IN THE CONTEXT OF TOURISM INDUSTRY DEVELOPMENT

IN COUNTRIES OF CENTRAL AND EAST EUROPE

Brand in terms of strategy is a way of relationships between the organization and
its target groups, aimed at removing a priori existing conflict. Therefore, formation
of a new socio-economic brand «Carpathians», which joins a mountain system in
the eastern part of Central Europe, Ukraine, Hungary, Poland, Slovakia, Romania,
Serbia and Austria, will help create a new image of Carpathians and implementation
of programs aimed at increase of investment activities, building confidence to
domestic producers and creating programs to attract tourists to the most profitable
tourist areas, in particular.
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Y cTaTTi pOo3KpPUBAETLCS Taka BaxsvMBa npobnemMa CTaHOBJIEHHS Ta PO3BUTKY
B YKpaiHi couianbHOro iHCTUTYTY Typu3amy, sik 6peHaiHr perioHis. MigkpecnoeTbes,
L0, 3 TOYKN 30pYy CTpaTeriB, 6peHa — Lie 3acib ynpas/iHHSA B3aEMOBIAHOCMHAMM MiX
opraHisauismm Ta ixHiMU LinbOBMMM rpynamMun, CNPSMOBaHUIA Ha YCYHEHHS anpiopi
iCHYIO4Oro KOHONIKTY. AKLEHTYETLCS Ta TOMY, WO GOPMYBAHHA HOBOIrO COLLiaIbHO-
€eKOHOMIYHOro 6peHay Kapnar sk ripcbkoi cucteMm Ha cxoai LleHTpansHoi €sponu,
30kpema Ha TepuTopii Ykpainn, YropwuHu, Yexii, Monbuwi, CnosavyunHu, PymyHii,
Cepbii Ta ABCTpIi, cCnpraTMe CTBOPEHHIO HOBOT O iMiZIXY LIbOrO PErioHy Ta pearnisauii
nporpam, CnpsiMOBaHUX Ha MiABULLEHHS IHBECTULINHOI AiSNbHOCTI, B TOMY YMCAi
dopMyBaHHS OOBIPU 00 HaLiOHaNbHUX BUPOOHMKIB TOBAPIB Ta NOC/Yr, 30Kpema Ty-
PUCTMYHMX, Ta PO3POOKY NporpamM 3asyyeHHs PIBHOMaHITHUX COoujianbHUX rpyn 40
HaNBINbLW NPUOYTKOBUX PEFIOHANTbHUX HAMPSIMKIB.

Ocob6nvBa yBara npuainsaeTbCcs NMTaHHIO CTBOPEHHS 6penay Kapnar, akunii nosum-
HeH BifoOpaxaTn BCi EIEMEHTU YHIKaNbHOCTI Liei Teputopii. Ak nprknan, aBTopom
MPOMOHYETLCS TakuiA nepenik UinboBuUX rpyn GpeHAaiHry KkaprnaTCbkuUX TepUTOpIl:
1) BigBioyBayi TepuTopiit; 2) nignpmuemcTtea; 3) MicLLEeBI XuTeni Ta 0cobu, Wo npatio-
I0Tb HA TEPUTOPIi; 4) 30BHILLHI PUHKNA.

MinkpecnioeTbes, Wo Nnpobnema 6peHay perioHy noTpebye GinbLu rNrbokKoro Ha-
YKOBOr0, 30KpemMa COLLIOJIONYHOro, aHanizy.

Knioyosi cnosa: 6peHn, TpaauuiliHi NPOAyKTU, BiAOMWUA BpeHA, YCNiLHIl ek-
CrnopT.

B crtatbe packpbiBaeTcs Takas BaxHas npobfsiemMa CTaHOBNEHUS U Pa3BUTUS
B YKpaunHe coLManbHOro MHCTUTYTa Typnama, kak 6peHanHr permoHos. MNoavepku-
BaEeTCs, 4TO, C TOYKM 3PEHUS CTpaTeros, bpeH, — 3TO CPEeACTBO ynpaB/ieHNs B3au-
MOOTHOLLEHUAMU MEXAY OpPraHn3aumsMn 1 Ux LenesbiMn rpynnamu, HanpasieH-
HOE Ha yCTpaHeHue anpuopu CYLLECTBYIOLLEro KOHOINKTA. AKLEHTUPYETCS BHU-
MaHue Ha TOM, 4TO GOpPMMPOBaHME HOBOIrO COLMasIbHO-3KOHOMUYECKOro 6peHaa
KapnaT kak ropHon cuctemsl Ha BOCcToke LleHTpanbHoM EBponbl, B 4aCTHOCTU Ha
Tepputopun YkpauHbl, BeHrpun, Yexuun, Monbwn, Cnosakum, PymbiHum, Cepbun
n ABcTpun, 6yaeT cnocobCcTBOBaTh CO3AAHNIO HOBOrO MMUXA 3TOF0 PErMOHa 1 pe-
anusaunn nporpamMm, HamnpasfIEHHbIX HA MOBbILEHNE WHBECTULMOHHOM OesaTeb-
HOCTU, B TOM 4uncne GoOpMUPOBaHNS AOBEPUS K HALIMOHAJIbHBIM MPON3BOAUTENAM
TOBaApPOB U YCIYT, B YaCTHOCTW TYPUCTUYECKMX, U pa3paboTKy NporpaMm npueieye-
HUS Pa3/INYHbIX COLMAnbHbIX rPynn K Hanbonee NpubbIIbHLIM PErMOHaNIbHBIM Ha-
npasneHnsMm.

Ocoboe BHUMaHWe yaensieTcs BOMpocy co3paHus 6peHpa Kapnart, KoTopbin
LOMKEH OTpaxaTb BCE 9JIEMEHTbl YHUKANIbHOCTU 3TOW TeppuTtopun. B kavecTse
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npvmepa, aBTOPOM npeaJiaraeTcs Takol nepeyeHb LiefieBbIX rpynn 6peHanHra kap-
naTckmx Tepputopuii: 1) noceTnTenu TeppuTopuii; 2) npeanpusatns; 3) MecTHble
XUTENN N nnua, padoTatollme Ha TeppUTopun; 4) BHELLIHNE PbIHKU.
MoayepkmBaeTcs, 4To Npobnema OpeHaa pervoHa Tpebyet 6onee rnyobokoro
HaY4YHOro, B YaCTHOCTW COLIMONOrMYECKOro, aHanmsa.
KniouyeBblie cnoBa: OpeHp, TpaoMUMOHHbIE MPOAYKTbl, W3BECTHbI OpeHn,

YCMEeLLUHbIA 3KCMOopPT.

Problem of the institutionalization of tourism
activities in modern Ukrainian society’s condi-
tions is becoming increasingly urgent. Forma-
tion of social tourism institute requires, from
our point of view, some sociological support of
this process. In this context we note that Ukrain-
ian sociology has some (but not huge) experience
in analyzis of tourism practices
of Ukrainian citizens, of tourism,
of social tourism base, of its func-
tions, infrastructure and so on.
Despite the existence of a textbook
on the sociology of tourism [1],
and several thesis works (see, for
example: [2]), there is no theoret-
ical-methodological and empiri-
cal basis in Ukrainian sociology,
which could provide a basis for
well-developed middle-range theo-
ry. Numerous issues of tourism as
a social institution and individual
practice still expect their research.

In addition to studies of macro- and micro-
social level, issues related to analysis of tourism
on mezosocial level are actualizing. So, there is
an urgent problem of the study of such an im-
portant factor in the development of tourism
industry in Ukraine, as a brand of country and
brands of its different regions.

That is why (in the framework of this big-
ger task) the purpose of proposed publication is
to define the specific ways and mechanisms of
creation of Carpathian region’s new image by
developing an attractive brand in the region.

In this design of research we plan to define
brand in context of sociology of tourism and
then provide sociological analysis of Carpathian
region’s brand from its methodological and the-
oretical positions.

Introduction. Brand is a set of concepts gen-
eralizing people’s ideas about certain product,
service, company or person. It is widely used in
marketing and advertising, but nevertheless it
is a financial concern. Brand could have own
name, symbol or graphic image, which repre-
sents an economic object and is uniquely associ-
ated with it in the minds of consumers. There
are several major interpretations of the brand:

— in terms of linguists — brand is a way to
identify graphically the specific manufactur-
er’s products;

—in terms of advertising — it is a name, term,
sign, symbol or any other characteristic, which

services

Picture 1. Traditional
international symbol
of the registered
mark for goods and

clearly identifies products, service as different
from other goods and services;

— in terms of strategy — it is a means of re-
lationship between the organization and its tar-
get groups, aimed at removing a priori existing
conflict.

Presentation of the main material. Actu-
ally, brand is a unique combination of
brand values a consumer pays an ad-
ditional cost for, or just prefers to buy,
often causes unique emotions. The differ-
ence between a trademark and a brand: a
trademark may have a high sales turno-
ver, and brand — has a high income. Brand
or trade mark is a commodity that can
be bought and sold. The Business Week
magazine together with the Interbrand
company regularly evaluate brands. At
the moment the most expensive brands
are Coca-Cola, Microsoft and IBM.

There are two concepts «brand valua-
tion» and «brand evaluation», which are trans-
lated identically — «brand value», but they
have fundamental differences: brand valuation
means «value of brand» and brand evaluation
represents «cost of brand» [5].

Note this symbol: this is a traditional in-
ternational symbol of the registered mark for
goods and services. The Latin letter R means
that the mark has been registered. Labels for
goods and services (English trademark) are a
symbol, under which goods and services of one
person are different from goods and services of
others. These symbols can be words, numerals,
figurative elements, combinations of colors. In
the Civil Code of Ukraine concerning the mark
for goods and services the term «trademark» is
used. The term «trademark» is a direct borrow-
ing from English. In fact, the term «mark for
goods and services» and «brand» have the same
meaning and can be used as equivalents.

In Ukraine, as in most legislative systems
of the former Soviet Union, the rights for
the trademark come in after it has been regis-
tered in the appropriate public department. In
Ukraine, the State Department of Intellectual
Property (SDIP) has this right. Formally, SDIP
is responsible for the entire process of mark
registration. However, in practice, most of the
executive functions of SDIP in Ukraine are per-
formed by the State Enterprise «Ukrainian In-
dustrial Property Institute» more known as the
Ukrpatent. This institution examines the appli-
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cations to register objects of intellectual prop-
erty. Brand is the subject of intellectual proper-
ty, legally protected by the Civil Code and law of
Ukraine «About protection of rights for goods
and services marks», and also on international
agreements signed by Ukraine, including the
Madrid Agreement [1].

Juridical and physical persons of the sig-
natories to the Madrid Agreement or Protocol,
may provide in all other member states of the
Madrid system protection of their trademarks
through the filing of applications for these
marks at the International Bureau of World In-
tellectual Property Organization, which carries
out such registration. The International trade-
mark registration has the same effect as its reg-
istration statement, submitted to each of these
countries following national procedures. In case
there is a need to increase the number of coun-
tries, where the mark protection is provided,
the applicant may make a statement on territo-
rial expansion.

Nowadays, Europe promotes the brands like
«Alps», «The Balkans», «Pyrenees».

Therefore the
headway of the
trademark  «Car-
pathians» is in the
direct economic
and social-political
interest of every
Carpathian coun-
try. To reach the
goal there should
be a tight con-
stant cooperation
between state au-
thorities, science
and business. Sci-
entists have to ana-
lyze, propose new
ideas, concepts,
plans, strategies,
and develop them.
Accordingly, State
organs should pro-
vide with legisla-
tive acts, permis-
sions, certification
and standardiza-
tion, and business
should invest re-
sources and to get
benefits. Then the
evolutionary cycle starts to operate: business in-
vesting money pays taxes, from which state au-
thorities finance science, which again produces
innovation, and so the movement, improvement
goes on [4].

Have a look at the geographical location of
Carpathians (the Carpathian Mountains). This
mountain system is situated on the East of Cen-
tral Europe, on the territory of Ukraine, Hun-
gary, Poland, Slovakia, Romania, Serbia and
Austria. It is stretched out on 1500 km, form-
ing a convex arc that closes the Mid Danube
plain. The biggest width — 430 km. Carpathians
are one of the main Europe’s watersheds be-
tween the Baltic and the Black Sea. Orographi-
cally, the Carpathian chain is divided into West
Carpathians, East Carpathians (a part of which
are the so-called Ukrainian Carpathians), the
Beskids, Southern Carpathians, Romanian
Western Mountains and Transylvanian plateau.
Prevailing height of the Carpathians is 800-
1200 m, the highest point is Herlach in Tatras
(2 655 m), in Ukraine it is Hoverla (2061 m).

In the next years the tourist industry in the
Carpathian Mountains can expect a consider-
able stir because people’s income decreased,
and there will be a need to move from tourism
for rich and upper-midlle class to the middle
and lower middle class. This class is a new eco-

UA

Picture 2. The geographical location of Carpathians

nomical base of the new European tourist brand
«Carpathians»: living in rural households, hos-
tels, econom-class motels, which can provide
relaxation on the principle of «decent quality —
low prices» [3]. New tourist routes are actively
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only of their objects),
but cooperate together
on the united brand —
Carpathians (the Car-
pathian = Mountains).
Otherwise, we will have
a replay of disappoint-
ing tourist facts in the
Carpathians, when the-
orists of tourism indus-
try predicted that the
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traditions,
language,
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Picture 3. Brand of the reg

created in neighboring Carpathian countries
with Ukraine. Nowadays, Slovakia, Czech Re-
public, Poland, Romania, Serbia, Hungary are
convinced on their own unsuccessful example,
that they have to care not only of their own tour-
ist areas (owners of facilities in these areas not

=N

Zakarpattya

(brand for regions, towns)

Picture 4. The place of a regional brand in the bran
Transcarpathia / Zakarpattya

Tourism

attractions

_
— companies, enter-

Slovakian Tatras could
lose 40% of tourists
during the winter sea-
son of 2008-2009, but
the reality has proved
a decrease of the tour-
ist flow to about 76%.
From 20% of Decem-
ber to 12% of January,
every day loss of this
area made about 520
thousand euros. They
have been dumped by
the other brand «Alps»
that has long ago united
countries like France,
Switzerland, Italy, Slo-
venia and Austria. To-
day the seasonal tourist potential of the brand
«Carpathians» in the context of tourism devel-
opment in Central and Eastern Europe makes
about 10 million people [2]. If the united brand
«Carpathians» wouldn’t popularized, Carpathi-
an countries would con-
stantly lose\ market-
ing battles with such
professionals as Alps,

clusters,
education,
natural
asource

nature,

events,

ion

Mediterranean, Pyr-
enees and Scandinavia.
Conclusion

Brand of the region
should reflect all ele-
ments of uniqueness.
The following scheme is
provided as an example.

Target groups of
branding of the Car-
pathian territories are:

visitors of the

prises;

— residents and em-
ployees on the terri-
tory;

— external markets.

Territorial tourism
brand «Carpathians»

d system on example of
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have to form a clear regional idea: uniting of
tourist business representatives, state authori-
ties, educational institutions, professional as-
sociations from 8 countries of the Carpathian
region, which set up the following objectives:

— differentiate the Carpathian region in the
total world tourist flow;

— create conditions to improve competitive-
ness of the Carpathian region on the tourist
market;

— combine common tourist products and ser-
vices into one network.

General information about forming of a so-
cio-economic tourist brand «Carpathians» in
the context of tourism industry development in
Central and Eastern Europe positioned four ba-
sic directions of the brand development in the
Carpathian area:

1. Creating an image and implementing pro-
grams aimed at increasing of investment activi-
ties.

2. Building trust to national producers, com-
prehensive programs for promotion of national
products abroad.

3. Creating an image of an attractive tour-
ist destination and creating programs to attract
tourists to the most profitable tourist areas.

4. Creating a program of an attractive image
area.

All these events need sociological accompani-
ment in order to regulate resource allocation, time
management and space administrating, and nor-
malize state policy and needs of local communities
in short-term and long-term outlook.
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