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[(NLRJNLU, npu ninnywd b wwpwupubph Ywd
Swnwjnipniuubph  unyuwlwuwgdwup L
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ytwp. pptunp hbnwpdwynud £ nGunpuw-
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2wpp £, np pptunh unbindnnutipp gw-
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Public diplomacy and nation branding, 2012, https://publicandculturaldiplomacy3.wordpress.com/2012/04/21/public-diploma-

KnpbaHosa J1. ., MapKeTUHr 1 BpeHaNHT TypUCTCKUX AeCTUHALMIA : yuebHoe nocobue. TOMCKNIA NONUTEXHUYECKUIT YHUBEPCUTET

- Tomck.: U3pa-Bo Tomckoro nonutexHuyeckoro yHusepcuteta, 2011, ctp. 100-101.

Pike, S., & Page, S. (2014). Destination Marketing Organizations and destination marketing: A narrative analysis of the litera-

ture. Tourism Management. 41:1-26, https://core.ac.uk/download/pdf/19963981.pdf

KnpbaHoBa, J1. T. MapKeTUHr 1 6peHaNHT TypUCTCKUX AeCTUHaLMA : yuebHoe nocobue. TOMCKNIA NONUTEXHUYECKUIT YHUBEPCUTET

- Tomck.: M3pa-Bo Tomckoro nonutexHuyeckoro yHusepcuteta, 2011, ctp. 100-104.
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dbiown £ quwhwwb] Gpypp hbn uwwsd
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2nowht Juyptipp wbwp £ thnpdbu ppbunu
wybilh (wy nhppwynpby onitjwynud U gpn-
uwpohlubph dwnpnud:

Ppbunh wuhwwwlwunienitt wpwnw-
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wbu nnwdwpnywhu, huy «Cwubp» odw-
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dnigywu Gpyphp, Puywupwu' pwpblwdw-
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GU nbunhuwghwih wujwunwp, wywwnlyb-
pwitipwup, Ywpquiunup, npngp, ghtiwtpw-
up, hhuup,

2. wbnwlwu utywu, npp hwdwww-
wnwufuwuntd £ uywwnwywybnphu wnusynn
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Morgan N., Pritchard A., Meeting the destination branding challenge, pp. 60-78, Elsevier, 2004, https://www.researchgate.

net/profile/David-Gertner-2/publication/233497710_Country_as_Brand_Product_and_Beyond_A_Place_Marketing_and_Brand_
Management_Perspective/links/53d933590cf2631430c3b208/Country-as-Brand-Product-and-Beyond-A-Place-Marketing-and-

Brand-Management-Perspective.pdf
6

Knpbarosa J1. ., MapKkeTuHr 1 6peHamuHr TypucTCKux gectuHaumii : yuebHoe nocobue / J1. I'. Knpbarosa; Tomckuii

NONUTEXHNYECKNIi yHuBepcuTeT - Tomck.: M3p-Bo Tomckoro nonutexHuyeckoro yHusepcuterta, 2011, ctp. 100-104.

7 Lnyu nbinnud, ke 114:
& ULnyu nbinnud, ke 117:
° Spain's official tourism website, https://www.spain.info/

'° The official tourism website of Portugal, https://www.visitportugal.com/en, Story of a brand for Portugal as a tourism destina-

tion, https://www.youtube.com/watch?v=DbNI_eelxjM
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The official tourism website of Cyprus, https://www.visitcyprus.com/index.php/en/
Love Cyprus: new visual identity for the island of Aphrodite, https://1000logos.net/news/love-cyprus-new-visual-identity-for-the-

Cyprus tourism’s new logo and brand identity, https://www.visitcyprus.com/index.php/en/news/794-new-logo-and-brand-identi-

ty-2#:~:text=We%20started%200ff%20with%20defining,0f%20these%20elements%20and%20colours

14
15
16
17
18
19

France seeks to wow tourists with new logo, https://www.thelocal.fr/20110718/572/

The official tourism website of Maldives, https://visitmaldives.com/en

The official tourism website of Denmark, https://www.visitdenmark.com/

The official tourism website of Great Britain, https://www.visitbritain.com/gb/#

The official tourism website of Poland, https://www.poland.travel/en

KupbaHosa, J1. I. MapKeTuHr 1 BpeHauHT TypUCTCKNX AecTuHaumii: yuebHoe nocobue / J1. I. Kupbarosa; Tomckuii

NONNTEXHUYECKNIA yH1BepcuTeT - Tomck.: M3a-Bo Tomckoro nonutexHuyeckoro yHueepcuteta, 2011, ctp. 122-123.

** Linyu wbinnud, Ly 169:
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Ywwnywn Ywd thhpniqugnyt  funpw-
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ubiph hngbipwuniejwu nunwfuwuhpniejnt-
up Yeunpnuwgwsd £ wju pwup Yypw, el hus-
wbu Gu gnyubipt wgnnud ppbunh dwupu
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hnygtip: Pwgh wjn, dkup Ywnpnn Gup fupw-
funwibi| gnpdnnnipniuuipp W, ph ybpon,
uwintindtii 6hoin lnwwynpniejniutibn:
Snipwpwuginip gnyuh b9 wnyw £ hn-
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Yppnuiniinitu W hwdwpdwynipyniu, nid b

hgnpnieynttu: fupwunn, YGuuntbwy W hni-
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gnpdyh, Yupnn £ 6ugnn |hut: Uybihu, nw

Ywpnn £ nhwnwpyyb twb npwbu bwjuw-

qgniwgntd:

- nipwfu, Gpowuhy, unpw-

' Richardson J. & Cohen J. (1994) State Slogans: Journal of Travel & Tourism Marketing, 2:2-3, 91-110, DOI: 10.1300/

J073v02n02_07

> Inspiration is HERE | Wherever you travel in Germany, https://www.youtube.com/watch?v=)p_v2c9oqYE
** Cyprus welcomes the world!, https://www.youtube.com/watch?v=kb2-6zemm;8
** ltaly: The Excellences of an Extraordinary Country, https://www.youtube.com/watch?v=Lgky_SegXoM

» This is Egypt, https://www.youtube.com/watch?v=mfxQy5A_tHs

** Kupbanosa, J1. I. MapKeTUHI 1 6peHaMHI TYpUCTCKUX fecTuHauuii : yuebHoe nocobue / J1. I. Kupbaxosa; Tomckuii
NONNUTEXHNYECKNIA yHMBepCHTET - Tomck.: M3a-Bo ToMcKoro nonutexHuyeckoro yHmusepcutera, 2011, crp. 123.
" Ciotti G., Color Psychology in Marketing and Branding is All About Context, https://www.helpscout.com/blog/psychology-of-color/
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np qwihu £ dbp dwpht, Yuwywsd £ punt-
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ppbunp npwbu ubpnwouwy b hwughuwn
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Ynuw:
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wnp 2w £ ogunwgnpdynid qpnuwgnowihu
wpryntuwpbpnipjwu by, pwuh np wpunw-
gninwd £ Gpyhuptu nt oyypwunup: Ujunww-
dtuwjuhy, Ywwnywnh puwnpniejwu hwp-
gnud whwnp £ qgnipwuw|, pwuh np ndwup
nw gnignpnnud Gu uwnuntpjwu U htinwyn-
pnyRjwu hbwn:

6. UULNRCUUUSNR3U - optinnieyniu,
uppwagbinnieynt, hngunpnieiniu, hwugpu-
winteyntu: Ywwnywnh b Yupdhph, hwugpu-
wnijwt U Eubpghwih hwdwygdwdp dw-
unwlwgnyup wwwdwlwunpbu  ybhnt-

pjwu funphpnwuhy t: “w quihu b nbinbu
wju dwdwuwlubphg, Gpp ubplwunyeh
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nnn thu hpbug eny| ww| quby wyu: Utip
optpnd wyu gnyup funphpnwugnd £ uwl
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Jwn b onwjht 2nowithnwd Ywd dwppniejntu,
wju ghyut ninnwyh wuhpwdtnnyeniu
E: Uyhwwyp Gpptdu Yngnid Gu twle Yuw-
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pINLU, wubplwlwbih opbnnieiniu®:

Wuwhuny' upnn Gup wub, np ppbiunh
dowydwtu dwdwuwy gnyubiph 6hoin puwn-
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<< qpnuwipguyhti ppliinp

2022 . dwjhuh 20-hu
<L gpnuwgponipjwu Yn-
dpwnbiu ubipywjwgptig <w-
jwuwwuh qpnuwonowihu
unp pptiunp' «Armenia, The Hidden Track»
(«Cwjwunwt. pwpudwd ninh») Yupguw-
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dwt’ «....Ppbunp ubpwnnud £ <wjwunwup
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The Hidden
Track

?® The psychology of colours in branding, https://destination-marketing.co.uk/branding/the-psychology-of-colours-in-branding/
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nptpny pwgwhwjnnud £ <wjwuwnwuh hup-
unigyniup’ npwbiu pwpuywd gnhwp, npu
wnwownynwd £ wuuwhdwu obipdnieiniu nu
hjnippulwinie)niu, wnwowgund wuuww-
ubilh hnyqbin® qpnuwznohlubinht thnfuwu-
gtind hwpwqwu thnpdwnnipjwt  qqw-
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wjgbiiniubpp hwdwp: Pptunh unp Yup-
qwfunup' «Armenia, The Hidden Track»
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Cwjwuwnwup' wpdwwnubph wbu funp
wwwndnipintu nt dawynypp wnwownynd
GU pwqdwobpn pwgwhwjnnwiubp gwu-
Yugwd nwphph wigbntubph hwdwp: bp-
Yhpp hwpnuwn k funhwungwihu bW wplw-
dwjhu thnpdwnniejniuttpny nt wpwhbiwn-
ubpny, npnup wjgbntubphu ubpgpwynwd
Gu puybpwywu, hwdwpdwy b Gnwunniu
Gwdthnpnnypniutbph  dbe:  Skunnwwu
wwppbiph dhengny ppliunp thnfuwugnud £
udwuwwhw qgugnnnreyniuutip: <wjwu-
wmwuh gpnuwopowiht unp ppbunp unbindg-
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hwdwp wluwadbnunigjwt «Lnpwpwpw-
Ywu wnniphgup b nbGluuninghwubph qup-
qugnud  Lwjwuwnwuph  hwdwp»  dpwgph
opowuwynid, nphu wowlygnud £ GYpnuyw-
ywu Upnyeiniup b SEpdwupwih “twotiw-
Jhu Cwupwwbwnijwt nunbuwlywu hw-
dwgnpdwlygnipjwu U qupqugdwu Uw-
fuwpwpnienlup»*®:

<< gpnuwnpowiht ppbiunh dwupt Yup-
Shpubipu nu UGYuwpwunientuttpp wwp-
pbip GU nL lmwpwpunyp. ndwup wju hwdw-
pnid GU pwwn qwiyp, ndwup k' hwwnwyp:

Utp  Yupdhpny, ppbunh  dwuhdbu-
nn®*® wuhwulwuwih  Gpwdonnieniup,
wnwnwwnbuwlubph ny gpwyhy auu nu ny
wYyuwhwén hwonpnwlwunieniuu wybih
owwn fuwuqupnud U, pwu oqunid hwulw-
Uwy, b hug Bpyph dwuh £ funupp nuhug £
wju wnwgwnynud gpnuwnohypt: Luwy Yih-
ubip, np mbuwhninquynd wybh 2wwn wn-
Yw |pubpt <wjwuwmwuh wmwppbp gpn-
uwopowiht Jwjpbiph, puwywu b dowynt-
pwjhu dwnwugniRjwu ulwpubp, huswbu
uwl qquwgytip hwih hjnippuywnieyniun,
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wmwnwwnbuwyp Yuwpbh Ep wub] wwpq
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pwuh np winwhuny <<-u nhppwynpynid
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wwwndnieniup, hjnippulwinieintup, qpn-
uwopowjht  wpryniuph  Gquiyhnigyniup’
dwpnywug dnbiny npuk gnpdnnniejw:

Tlolosting
Since 6200 S0

T Hidden Track

L& qpnuwgpenipjwt Yndhnbh Sbjupnipjwt kg, https://www.facebook.com/ArmeniaTourismCommittee/posts/pfbidOhBpvdUfB-
1Gj6JctESgzEfzL7VnWQiKtTehLGm2wS519TZnAnsm3b6Dkv458zNgrx|
3% Destination Armenia Brand Manifest, https://www.facebook.com/ArmeniaTourismCommittee/videos/3297087403883298/
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uwlwuntd Uk Gu hwdwwywwwufuwl pw-
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gbinwuwwunteintu (63,5%), Ynujwy (53%),
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ghuh (45%), hwjwywu funhwung (42%),
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(37%), Eoudhwdhu (36%), Snuiph (35%),
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(Jwutwyhgutiph 80%-p), dowynyp (76%),
Gplwu (75%), wnwoht pphunnujw tplhp
(69%), |[wdw? (66%), <wjng ghinwuwwunt-
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(52%), hyntppuwinientt (50%), hwjywlywu
funhwung (48%), dhpwu (46%), wqgwjhu
Gnpgtip W wwptip (46%), wuywnwug b www-
hny (46%), puntp)niu (46%), funpnywd (44%),
phpihwlwt tpyhp (42%), ghuh (42%), Eo-
dhwaohu (40%), Ynujwy (39%), ULwuw |hb
(39%), Syninh (24%) L wyu:

Uju pwnbipp ytipndytip Gu NVivo dpwigph
pwnbph hwwhiwlywuniypjwu hwpgdwdp
(Word frequency query), L wprynitupubipp
ubipyuwjwgywé Gu ulwp 1-nwd:

Wuwhuny' <wjwuwnwuh hbn Yuwwd
hhduwlwu gnignpnnidubipt Bu' ywwndnipe-
JnLu, Jowynype, pphunnubiniye)niu, hjnippu-
Ywinip)nit, hwjwywu funhwung:

Cwpyh wnubiny Jbpnugjwp' hbnhuw-
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DISCOVER AND
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ANCIENT LAND OF BIBLICAL NOAH.
Lyur 2

\ Qwjwuwnwuhp ppkunp. U mwppbpwy

Llwp 2-nud <L ppbunh W nwppbpwyu
£, npuintin ARMENIA pwnp gnitwynpjws k
<L npnoh gnyubipny: Npwbu Ywpqufunu'
puwnnyby t. «DISCOVER AND FEEL ARME-
NIA» Uwluwnwuntegintup, nphtu puguntd
L. «<ANCIENT LAND OF BIBLICAL NOAH.
FIRST CHRISTIAN NATION» wpuwhuwjunnt-
pintup’  dwwntwugbinyg, np <wjwuwnwup
phpihwlywu Lnjh, huswbu twl wnweohu
pppunnujw Gpyppu £ Uw  jwdwgnyuu
ubipywjwgund £ wqgh nu Gpyph hupunt-
pintup’ npwbiu hptu nu hwpnun wwwndni-
pIntu ntubignn: Uw hGug wju Yuwpgwfunuu
E, np <wjwuwnwup (wywgnyuu nhppwyn-
pnw £ npwbiu huwgnyu Gpyhp W Ywpnn &
dwpnywug dby wnwowgub) htitwppppnt-
RINU nu gwulniyenit’ wygbibint wyuwntin'
pwgwhwjwnbnt hhtu ywwndnieyniu nt dow-
Ynyep, huswbu twl gqquint hwwywu
nghu:

L& qpnuwopentpjwt Yndhnbh Sbjupnipjwu kg, https://www.facebook.com/ArmeniaTourismCommittee/posts/pfbidOhBpvdUfB-
1Gj6)ctESgzEfzL7VnWQiKtTehLGm2wS519TZnAnsm3b6Dkv458zNgrx|
3% Destination Armenia Brand Manifest, https://www.facebook.com/ArmeniaTourismCommittee/videos/3297087403883298/
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raane TOBMACAH

Cmapwuli uccnedosamens uccnedosamensbCckoz0 yeHmpa «Ambepd», Al DY,
KaHOUGam SKOHOMUYECKUX HayK, doyeHm
PbIHKM N KOHKYPEHLWA

TYPUCTUYECKMWIA BPEH[,: MLLO U UAEHTUYHOCTb CTPAHbI

CrpaHbl NbiTatoTCA NpKBAEYb TYPUCTOB Yepes YHUKalbHbI Typuctuyeckuii 6pens. bpenp, pectuHa-
LMW MOMHO OMpefennTb Kak Ha3BaHue, CUMBOJI, TOrOTUM AW Lpyrie BU3yasbHbIE 3EeMEHTbI, KOTOpble
OfHOBPEMEHHO MEHTUMULMPYIOT LECTUHALMIO U OTIMYAIOT ee OT KOHKypeHToB. CTpaHa unn Typuctu-
YecKoe HarpasfieHV e [OKHbI UMETb CUNbHYIO WAEHTUYHOCTb bpeHpa, YTobbl MMETb MONOMUTENbHDII
VMWLM CPedu TYpUCTOB, a cnoraH bpeHpa pomueH nobyxpatb ntopeit k pelicteuro. Bpenp pomeH
MaKC1ManbHO oTpaMaTb NMLO U NAEHTUYHOCTb JaHHON CTpaHbl U Hapoga, bbITb BNeYaTnAOLLLMM, NPUB-
neKaTeNbHbIM, Bbi3bIBaTb 3MOLMM W YyBCTBA Y TYpUCTOB.

B cTatbe npepncTaBneHa cyLHocTb bpeHaa, HEKOTOpble NPUHLMMbI BpeHAnHra, NpoaHanM3npoBaHbl
TypucTuyeckne bpeHabl HekoTopbix cTpaH. Obcyxpaerca ncuxonorua uBeta B 6peHAuHre u BAvAHue
LBeTa Ha BocnpuATue TypucTa. [peacTasBneH HOBbI TypucTudecknii 6peHp Pecnybnuku Apmenus, a
Takxe Bepcun bpeHpa, paspaboTtaHHble aBTopom A Pecnybnuku Apmenus.

Kniouesbie cnoa: mypucmuyeckuli 6perHo, udeHmuyHocms bpeHoa, umudx bpeHoa, cnozaH,
71020mMun, NO3UYUOHUPOBAHUE, OeCMUHAYUA, NCUXOM02UA YBema, yHUKAIbHOe
mopzo8oe npeodnoxeHue
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TOURISM BRAND: THE FACE AND IDENTITY OF THE COUNTRY

Countries try to attract tourists through a unique tourism brand. The destination brand can be
defined as a name, symbol, logo, or other visual elements that simultaneously identify and distinguish
the destination from competitors. The country or tourist destination must have a strong brand identity
in order to have a positive image among tourists, and the brand slogan must motivate people to take
actions. The brand should best reflect the face and identity of the given country and nation, be impres-
sive, attractive, evoke emotions and feelings among tourists.

The paper presents the essence of the brand, some principles of branding, the tourism brands of
some countries are analyzed. The psychology of colors in branding and the effect of color on the tour-
ist's perception are discussed. The new tourism brand of the Republic of Armenia is presented, as well
as the versions of the brand for the Republic of Armenia developed by the author.

Keywords: tourism brand, brand identity, brand image, slogan, logo, positioning, destination,
color psychology, unique selling proposition



