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3micT aHoTtamii. Y nucepranii HaBeJ€HO HOBE BHUPIIIEHHS HAYKOBOi MpoOjemMu
(opMyBaHHS HaIIOHAJIIBHOTO OpeHJy B yMOBax IUIOOQJIbHOI KOHKYPEHIIT B yMOBax
cydyacHuX (pakTopiB, JEeTEpMIHAHT Ta Mojeiel (GopMyBaHHS HaIIOHAIIBHOTO OpeHIy 3
METOI0 HaOyTTs TIIOOANPHUX KOHKYPEHTHUX TIepeBar, M0 Jajo aBTOPY IiJCTaBU
chopMyITIOBaTH HHU3KY BHCHOBKIB TEOPETHYHOTO Ta MPAKTUYHOTO 3HAYCHHS IUISIXOM
OOTPYHTYBaHHS KOMIUICKCY HamNpsMiB, CIPSIMOBAHMX Ha MPAKTUYHE BHUPIIICHHS
npobieMu (opMyBaHHS Ta peajizailii HalllOHAJLHOTO OpeHJy B yMOBax TIJI00QIbHOT
KOHKYPEHTOCIIPOMO>KHOCTI, SIKa Ma€ peai3oByBaTHUCh Ha 3acajax CydacHHX (aKTopiB,
JeTepMIHAHT Ta Mojelie (opMyBaHHS HAIlIOHAJBLHOTO OpPEHAY 3 METOK HaOyTTs
rJI00aIbHUX KOHKYPEHTHUX IepeBar, 110 Jajio0 aBTOpY MiICTaBu CPOPMYIIOBATH HU3KY
BUCHOBKIB TEOPETHYHOTO Ta MPAKTUYHOTO 3HAYEHHSA, Yy pe3yJbTaTl y3arajlbHEHHS
HAyKOBHMX MIAXOJIB Ta KOHIEMIH (hOPMYBaHHS Ta PO3BUTKY HAI[IOHAJHLHOT'O OpPEHIY
chopMyJIbOBaHO KOHCTPYKT OpeHIy B CHUCTEMi HaIllOHAJbHOI IMIIKEosorii Ta
OOTPYHTOBAaHO aBTOPCHKUH MIAXIM O YTOYHEHHS KaTeropii «HAI[IOHAIBHHA OpeHmI»;
BUOKPEMJICHO JETEPMIHAHTH, 1[0 BIUTMBAIOTh Ha €(EKTUBHICTH OPEHIOBOI CTpaTerii;
BU3HAYEHO CydYacHI TMIAXOAW JO OIIHIOBaHHA OpeHIiB KpaiH, MPOBEICHO
KOMITapaTUBHUN aHai3 BUKOPUCTAHHS HAI[IOHATLHUX OpEHIIB Y r00aNbHINA €KOHOMIII
1 0XapaKTepu30BaHO POJIb Cy4YaCHUX OPEHJI-CTpATEerid KpaiH y MOCUJIEHH] HaIlIOHATBHOT
KOHKYPEHTOCTIPOMOXHOCTI Ha TJ00albHUX pHUHKAxX; BH3HAUYEHO MpoOieMu Ta

0c00UBOCTI (POPMYBaHHS MTO3UTUBHOTO IMIKY YKpaiHu B TIT00aNbHIA €KOHOMIII].



Po3po6iieHO0 HayKOBO-METOJIWYHI MIAXOAU JO BHUSBICHHS OCHOBHUX BEKTOPIB
dbopMyBaHHS HAIIOHAJIBHOTO OpeHnay, cPopMylIbOBaHO CTpaTerii peanizailli Mojeneit
HalllOHAIBHOTO OpEeHJAMHIYy B YMOBaX TIJIOOQJIbHOI KOHKYpPEHIlli, OOIpYHTOBAHO
CTpaTeriydi HampsMu (OPMYBaHHS HAIIOHANLHOTO OpeHay VYKpaiHM B KOHTEKCTI
3a0e3MnedeHHs i1 KOHKYPEHTOCIIPOMOXHOCT1 Ha I100albHUX PUHKAX.

HaykoBa HOBH3Ha ojepX)aHUX B AUCEpPTaliiiHIil poOOTI pe3ynabTaTiB MOJArae y
NOTIMOJIEHHI TEOPETHKO-METOJUYHUX TOJOKEHb Ta OOIPYHTYBaHHI KOMILICKCY
HAmNpsIMiB, CHOPSIMOBAaHMX Ha TMPaKTHYHE BUPIMICHHS MpoOjaeMu  (GOpMyBaHHS
Ta peaiizallii HalloHAJIBLHOTO OpEeHIy B YMOBaX INI00aTbHOT KOHKYPEHIIIi.

Brepiie  o0rpyHTOBaHO IHTETPaTHBHY MOJCNb YIPABIIHHSI HAIIOHATLHUM
OpeHmoM 3 MeTO0 HaOyTTS Ta HApOIIyBaHHS KOHKYPEHTHHX IiepeBar KpaiHu
y r100anbHIA €KOHOMIYHIA CUCTEMI, L0 IPYHTY€EThCS HA BUSBJICHHI OCHOBHUX BEKTOPIB
dbopMyBaHHS HAIIOHAIBHOTO OpeHAy NUISIXOM ineHTUdIKaIii 0a30BUX 00’ €KTUBHUX
O3HAaK, IO OMHUCYIOTh WOTO COIIaIbHO-€KOHOMIYHY CTOPOHY (IIPUHIIMIIOBA MOJIETH), Ta
PO3paxyHKy IHTErpaJbHOTO 1HJIEKCY HAIlIOHAJLHOTO OpeHJy Ha OCHOBI OIIHIOBaHHS
BHECKY CTPYKTYpOhOPMYIOUYUX OJIOKIB YMHHHUKIB: MaKpPOCKOHOMIYHOTO, COIiaJbHOTO,
KOPIOPAaTHUBHOTO, 1HHOBAIIMHOTO. J[OBEIEHO MOXJIHMBICTH 1 AOIUIBHICTh 3aCTOCYBAHHS
miei Mojeni s (OpMYJTIOBAHHS CTpaTeriil MepCleKTUBHOCTI HAIlIOHAJIBHOTO OpeHIy
3QJICKHO BiJI CTaHy KOHKYPEHTOCIIPOMOXHOCTI KpaiHM Ha TJI00aJbHUX pHHKAX
(mporiecHa MOJIeNb) 3 METOIO MPUIHATTS YHPABIIHCHKUX PIlIEHBb II0JI0 KOPUTYBAHHS 11
OpEeHIUMHTOBOI CTpaTeTil Y KOHTEKCT1 HAOYTTS TII00aTbHUX KOHKYPEHTHHUX TIEpeBar.

Y10cKkoHaNEHO 3MICTOBHY XapaKTEPUCTUKY TOHSTTS «HAI[IOHAIBHUN OpeHmI»
nuIIXoM (hopMyBaHHSI KOHIIETITYaJIbHOTO KOHCTPYKTY OpEHIy B CHUCTEMI HaIllOHAJIBHOI
IMI/DKEOJIOT11, 10 PO3KPHUBAE CITIBBITHOIICHHS MOHATH «00pa3», «IMIK», «permyTalis,
«peryTalmifiHui  KaImiTal», 3TiJHO 3 SKOK HAI[lOHATBHUHW OpeHJ € CYKYITHICTIO
YCTJICHUX I[IHHOCTEH, M0 BiAOOpakaroTh HEMOBTOPHI OPUTIHAJIBHI XapaKTEPUCTUKHU
KpaiHn Ta T HaceneHHs, $Ki HaOyIM CyCHUIBHOTO BH3HAHHS 1 TMOMYJISAPHOCTI,

KOPUCTYIOThCSl CTaOUIbHUM monutoM. OOrpyHTOBAaHO, IO HAIIOHAIBHUN OpeHn



bopMy€eThCsl HA OCHOB1 SICKPAaBO BHUPAXKEHOT'O TMO3UTUBHOIO IMIDKY KpaiHU 1 € BHUIIUM
MPOSIBOM EMOLIMHUX MepeBar, HaBaXJIMBIIIUM (PaKTOPOM KOHKYPEHTHHUX NepeBar KpaiHu,
AKTHUBOM HalllOHAJIbHO1 €EKOHOMIKH.

YaockoHaneHO METOAWYHI TIAXOAW JO BHU3HAUCHHS KIIOYOBUX UYMHHUKIB
HalllOHAJIBHOTO OpeHAY Ta MOKa3HUKIB (y HOPMali30BaHOMY BIAHOCHOMY BUTJIAJI) Y iX
CKJIaJl, a TAaKOX iX BHECKIB JIO IHTErpajJbHOTO 1HAEKCY HAllIOHAIBHOTO OpeHay ILISXOM
BUKOPHUCTAaHHS (PAKTOPHOTO aHANi3y METOJIY TOJIOBHUX KOMIIOHEHT, y pe3yJbTaTi 4oro
CUCTEMaTHU30BaHO OCHOBHI 3MiHHI 1HAMKATOpIB (Kputepiit Kaizepa), CyKyIHICTb SIKHX
chopmyBana ocHOBHI 0Ji0ku (pakTopiB: MakpoekoHomiunuii (BBII, iuBecTuilii, excriopr),
COLIAJIbHUM (3aMHATICTh, 3apo0iTHA IUIaTa, MPOAYKTHUBHICTH Mpalli), KOPHOPATUBHUIM
(3oBHimHA npisnbHicTh THK), iHHOBamiiinuii (Butpatn Ha ¢inancyBanus HJIJIKP,
YacTKa I1HHOBAIIMHUX MIANPUEMCTB). Takuil minxig 3a0e3nedye BUMOTH, IO
BUCYBAIOTBhCS JIO METOJMKH:  BIJCYTHI CYO’€KTHBHI TapaMeTpH IPU PO3PaAXyHKY
MiJICYMKOBOTO TOKa3HUKAa a00 Oyab-IKOTO KOMIIOHEHTa; BpPaXOBaHO MAaKCHUMAaJbHO
MOXJIMBY KUIBKICTh (DaKTOPIB, TMOB’S3aHUX 13 KOHKYPEHTOCIIPOMOXHICTIO KpaiHH Y
CBIT1; 3a0€3MEeYeHO JOCTYIHICTh 1H(OpPMAIli IS KOXKHOI 13 JOCIKYBaHUX KpaiH y
CBITOBUX CTaTHCTUYHUX 0a3ax.

Y 1oCcKOHAJIEHO CHCTEMAaTH3allli0 CTPATErii MePCIIeKTUBHOCTI HAITIOHATIBHOTO OpeH Ty
KpaiH y B3aEMO3B’S3KY 3 iX PIBHEM KOHKYPEHTOCIIPOMOXKHOCTI y CBITiI Ha OCHOBI ITOOYIOBH
matpuili cupsimoBaHoi noaituku (Shel/DPM), y sikiif Ik KOHKYPEHTHY MO3HIII0 KpaiHH
BUKOPUCTAHO 1HJEKC TJIOOAIBbHOI KOHKYPEHTOCIPOMOXHOCTI, a SIK TEepPCIEeKTUBU
PO3BHTKY — pPO3paxOBaHHWH IHTETpaJbHHUM IHJEKC HaIllloHaJIbHOTO OpeHmy. Ha ocHoBi
HOT0  CHOPMYITHLOBAHO  CTpATerii, BIAMOBITHO, KOXXHOI KpailHU: «PO3BUTKYY,
«TOCUJICHHS MTO3HIIIT HAI[IOHAJILHOTO OpeHIy», «ITIIBUIIICHHS
KOHKYPEHTOCTIPOMOXHOCTI», «ITIABUIIEHHS KOHKYPEHTOCTIPOMOXKHOCTI 3 MEPCIEKTUBOIO
PO3BUTKY HAI[IOHAIBHOTO OpEHIy», «HACHiAyBaHHS JIepa», «PaguKaIbHOTO
BUTICPEKCHHSI, OUYIKYBAHHS JIIIEPCTBA», <JTiAEPCTBA, 30€pEKEHHS CTIHKUX TO3HIIIN.

Takuif migxig 703BOJISE€ aHATI3yBaTH MOTOYHUI Ta MEPCIEKTUBHUN CTaH OpeHy KpaiHu



3a 11 MO3ULIEI0 Yy CBITI, BIICIAIIKOBYBAaTH MEPEMILICHHS MO KBaJpaHTax y JAMHAMIL, Ha
OCHOB1 aHajizy NpUMaTH pIIIEHHS UOIO0JI0 CTPATEriuyHUX HaNpsMIB  PO3BUTKY
HallIOHAJIBHOTO OpeHly, BUXOJASIYM 3 BU3HAUYEHUX (PAKTOPIB Ta OLIIHEHHX iX BHECKIB y
(opMyBaHHS IHTETPAJIBHOTO 1HJEKCY HallIOHAJIBLHOTO OpeHy.

Habyna monansinoro po3BUTKY CHCTEMAaTH3allis AETEPMiHAHT, 10 BIUIMBAIOTH HA
e(eKTUBHICTh OpeHJO0BOI cCTpaTerii 3 1IX TMOAUIOM Ha O0O0’€KTUBHI (€JIEeMEHTHU
HaI[IOHAJILHOTO 00pa3y: reorpadiuHe po3TallyBaHHS; MPUPOJIHI PECYpCH; MOJITUYHUN
yCTpii; €KOHOMIKA; KYJIbTypa; 1CTOpis), cy0’eKTHBHI (1HCTUTYIIHA 0a3za, (QiHaAHCOBI
pecypcu Ta Jep:kaBHa IMOJITHKA) Ta 00’ €KTUBHO-CYO’€KTHBHI (BIIMOBIAHICTE 00pa3zy
JepKaBU HAIIOHAIBHOMY OpEHJy; BHUKOPUCTAHHS CHJIBHHUX CTOPIH HAaIliOHAJIHHOTO
oOpa3dy; BHUKOPUCTAHHS  CKOHOMIYHHMX JIOCATHEHb KpaiHW), IO  CIOPHUSITHME
KOHCTPYKTHBHOMY OOTPYHTYBaHHIO HampsiMiB 1070 (QOpPMYBaHHS Ta TPaHCIAIIi
HAI[IOHAJILHOTO OpeHJy Yy Tri00ajJbHUN MPOCTIp 3 METOK0 HaOyTTS KOHKYPEHTHUX
nepeBar.

JlicTanu TMOJaibIIOr0 PO3BHUTKY IMMIIXOAW JO OILIHKA OpPEHJAMHIOBOI ITOJIITHKH
VYkpaiHu Ha MiJACcTaBi aHaizy Horo epeKTHBHOCTI 4epe3 MpHU3MYy pealibHUX HEraTMBHUX
NPOSIBIB, IO BiTOOPaKAIOTHCS Y TOTIPIICHHI TO3MINN 3a O0ararbMa CBITOBUMH 1HIEKCAMH
(Anholt-GfK NBI, «The Good Country» Index, Brand Finance NBI, CBI Future Brand,
II'K); BHOKpemJIeHO TOJIOBHI PH3MKH, IO CTalOTh Ha 3aBaji (HOPMYBAHHIO TO3UTHBHOTO
IMIIDKY JIep’KaBd y CBITI Ta B 3HAYHIM Mipl BIUIMBAIOTh Ha KOHKYPEHTOCIIPOMOXKHICTh
YKpaiHChKMX KOMITaHIM Ha CBITOBOMY PUHKY. TMPOIO3HUIlii (HU3bKA MPOIYKTUBHICTh
mpari Ta MOOUIBHICTH POOOYOT CHIIHM, CKIAAHICTh OTPUMAHHS KPEAUTHUX KOIITIB,
HU3BKUU PIBEHb BHYTPINIHIX Ta MPSIMHUX 1HO3EMHHUX IHBECTHIIIM, HEOCTATHS CHCTEMa
MiATPUMKY IHHOBAIlIH); BeACHHS Oi3HECY (HeIOCTaTHS KOHKYPEHIliS Y JESKUX CeKTopax
€KOHOMIKHM, 3acTapija TpPAHCIOPTHA IHPPACTPYKTypa Ta MPOMHUCIOBA CTPYKTYpa,
3aperyjabOBaHICTh Ta OIOPOKPATUYHICTH TPOLETYP, BIACYTHICTH €()EKTUBHUX 3ac00iB
3aXUCTy TpaB I1HTEIEKTYallbHOI BJIACHOCTi, HEe(PEKTHBHICTh MHUTHHX NPOIEAYp Ta

HU3BKHUI PIBEHb IHCTUTYLIMHOT MIATPUMKH); JIOCTYMY /0 PUHKIB (OOMEKEH1 3HAHHS



BUMOI Ta yYMOB JOCTYIly Ha 1HO3€MH1 PUHKH); PO3BUTKY (BHUCOKHI piBEHb OiHOCTI
HAcCeJEeHHS, CKOPOYEHHS HOro YHCENbHOCTI, BIATIK KBaJli(DIKOBAaHUX MPallIBHUKIB);
IHCTUTYLIM (BIACYTHICTH OpEHAOBOI CTpaTerii, MporpaMu, BIANOBIIAIBHOIO OpraHy,
MoOJIelli criBOpali Oi3Hecy 1 JAepxaBu ISl MPOCYBAHHS OpeHy, IUIAXIB KOMYHIKalii 3
PI3HUMM LUIBOBUMH IPYNIaMH — IHBECTOPaMHU, IMIOPTEPAMHU, KPEIUTOPAMH TOLIO).

OKpeclieHO XapaKTEepPUCTUKY POJ1 KOPIMOPATUBHUX OpEHIIB Yy TMOCHJICHHI
HAI[IOHAJIbHOI KOHKYPEHTOCTIPOMOKHOCTI Ha Trj00aJbHUX PHUHKAX; JOBEJIECHO CTIMKY
B32€EMO3AIEKHICTh HASIBHOCTI CUJIBHUX KOPIIOPATUBHUX OPEH/IIB 3 BUCOKMMHU MO3ULISIMH 32
HaIllOHAJTLHUM OpeH/oM. Y pe3yJbTaTi JOBEACHO, IO JUIs KpaiH, 10 PO3BUBAIOTHCS,
OCHOBHUM (DOKYC KOPIOPATHBHOI I1F€OJIOTII CHiJl TMepecnpsMyBaTH BiJl OTPUMaHHSA
KOPOTKOCTPOKOBUX TPHUOYTKIB JIO JOBIOTPUBAIOI POOOTHU 13 CTBOPEHHSI CBITOBHX
OpeH/IIB Ta HAroJIOIICHO Ha MPOBITHINA POl JAEp>KaBU y MIATPUMII €KCIOPTY TOBApPiB-
OpeHIiB.

Kiarouosi cJI0BA: HAI[IOHAJIbHUN OpeHs, OpeHJUHT, riaobaibHa
KOHKYPEHTOCIPOMOXHICTb,  pEUTHHr  KpaiHu, OpeHJ  KpaiHM, cTparterii

HaI[IOHAJILHOTO OPECHIUHTY.

CIIMCOK MYBJIKAIIN 3JOBYBAYA 3A TEMOIO JIUCEPTAIIII

1. Menbauk T.M. Jletepminantu (GOpMYyBaHHS HAI[IOHATBLHOTO OpeHIY
B ymMoBax riao0ansHoi koHkypenii / T.M. Mensuuk, A.C. Bapibpycosa // ®opmyBaHHs
PUHKOBHUX BigHOCHH B YKpaiHi. — 2018. — Ne 1(200). — C. 137-142.

2. Mensauk T.M. Ctparerii HallioHaTbHOTO OpeHy B yMOBax rioOamizarii /
T.M. Mensauk, A.C. Bapibpycona // Bicauk KuiBcbkoro HaiioHajabHOTO TOPTOBEIHHO-
ekoHOMi4YHOTO yHiBepcuteTy. — 2019. — Ne 2 (124). — C. 34-50.

3. Meneauk T.M., BapiopycoBa A.C. Variable indicators affecting the
country’s brand strategy effectiveness and competitiveness in the world // Management
Science Letters. — 2019. — Vol. 9. Issue 10. — P. 1685-1700.



Arnipo0barrisi pe3yabTaTiB AUCEPTAIIHHOTO JTOCTIIKEHHS :

4, Bapi6pycoBa A.C. HamioHanbHuil OpeHJ SK KOHKypEeHTHa IiepeBara Ha
rinobanbHux punkax / A.C. BapiOpycoBa // Monoauit Buenuit. — 2018. — Ne 7 (59). —
C. 244-251.

S. Bapiopycoa  A.C. Merogosoriuai  maxXoAu OO0  OI[IHIOBaHHS
HamioHaneHoro 6penay / A.C. Bapiopycosa // ScienceRise. — 2018. — Ne 7 (48). — C.
249-261.

6. Bapiopycosa A.C. Po3poOka Mojeni yrnpaBiliHHS HAI[lOHAJTBHUM TPeHIOM /
A.C. BapibpycoBa// ExoHOMIKa CHOTOJICHHS: aKTyaJibHI MUTaHHA Ta TEPCIEKTUBU
PO3BUTKY: MaTepianu MikHap. HayK.-ipakT. KoH(. (M. MukomnaiB, 26—27 kBiTHa 2019
p.). — C. 5-8.

7. Bapiopycosa A.C. OcHOBHI 3acafy PO3BUTKY BITUYH3HSIHOTO KOPIIOPATHUBHOTO
openaunry / A.C. BapiOpycoBa // AxTyanpHI NMUTaHHS Cy4acHOI HAyKH: MaTepilaiu

MixHnap. HayK.-nipakT. KoHG. (M. Kui, 30-31 tpaBus 2019 p.). — C. 42-44.

SUMMARY
Varibrusova A.S. Formation of a national brand in the context of global
competition. — Qualification scientific paper as manuscript.
Thesis for a Degree Doctor of Philosophy, speciality 292 International Economic

Relations. — State University "Uzhhorod National University", Uzhhorod, 2021.

The thesis presents theoretical generalization and offers a new approach to the
realization of a scientific task of defining modern factors, determinants and models of
national brand formation, in order to gain global competitive advantages, which
provided the author with the grounds to formulate a number of theoretical and practical
conclusions.

As a result of generalization of scientific approaches and concepts of formation

and development of a national brand, the construct of the brand in the system of national



Imageology has been formulated and the author’s approach to clarification of the
category «national brand» has been substantiated. The determinants that influence
efficiency of the brand strategy have been distinguished. Modern approaches to the
evaluation of country brands have been identified.

A comparative analysis of the use of national brands in the global economy has
been conducted and the role of modern brand strategies of the countries in enhancing
national competitiveness at global markets has been characterized. The issues and
peculiarities of formation of a positive image of Ukraine in the global economy have
been identified.

The author has developed scientific and methodological approaches to identify the
main vectors of national brand formation, formulated the strategies for the
implementation of models of national branding in the context of global competition, and
substantiated strategic directions for the formation of the national brand of Ukraine in
the context of ensuring its competitiveness at global markets.

The scientific novelty of the results obtained in the dissertation paper is to enrich
theoretical and methodological provisions and substantiate a set of prospects aimed at
the practical solution of the problem of formation and realization of a national brand in
the context of global competitiveness.

An integrative model of national brand management has been grounded for the
first time, in order to acquire and increase the country’s competitive advantages in the
global economic system, and this model is based on the identification of the basic
vectors of the national brand formation by establishing the basic objective features that
describe its socio-economic part (a principle model) and estimation of the national brand
cumulative index with reference to evaluation of contribution of structure-forming
blocks of factors: macroeconomic, social, corporate, and innovative. The possibility and
feasibility of using this model for formulation of national brand prospect strategies

depending on the state of competitiveness of the country at global markets (a process



model) has been proved, with the purpose of making managerial decisions on adjusting
its branding strategy in the context of global competitive advantages.

The content-related characteristics of the concept «national brand» has been
improved by forming the conceptual construct of the brand in the system of national
imageology, which reveals the relation of the concepts «context», «image»,
«reputation», and «reputation capital», according to which the national brand is a set of
established values, reflecting unique original characteristics of a country and its
population that have gained public recognition and popularity and are in high demand. It
Is substantiated that a national brand is formed on the basis of a prominent positive
image of the country, and is a higher manifestation of emotional advantages, the most
important factor of competitive advantages of the country, and an asset of the national
economy.

Methodological approaches to determining the key factors of the national brand
and indicators (in a standardized relative form) in its structure, as well as their
contributions to the cumulative index of the national brand have been improved by using
factor analysis of the method of principal components, resulting in systematization of
main variable indicators (Kaiser’s criterion), which assemblage formed main blocks of
factors: macroeconomic (GDP, investments, export), social (employment, wages, labour
productivity), corporate (TNC oversea activities), and innovative (R&D financing costs,
share of innovative enterprises). This approach provides the requirements being the basis
for the development of this methodology: there are no subjective parameters in the
estimation of the final indicator or any component; the maximum possible number of
factors related to the competitiveness of the country in the world is taken into account;
the availability of information for each of the countries surveyed in the virtue of world
statistical databases has been ensured.

Systematization of national brand prospect strategies of countries in relation to
their level of competitiveness in the world has been improved, based on the construction

of a directed policy matrix (Shell/DPM), which uses the global competitiveness index as



a competitive position of the country, and the cumulative index of a national brand has
been established as a development perspective. Based on this, strategies for each country
have been formulated: «development», «strengthening the position of the national
brand», «enhancing competitiveness», «enhancing competitiveness with the prospect of
national brand development», «imitation of the leader», «radical advance, expectations
of leadership», and «leadership, maintaining stable positions». This approach allows us
to analyse the current and prospective state of a country’s brand by its position in the
world, to monitor movements in quadrants in dynamics, and to make decisions on
strategic directions of development of a national brand based on the identified factors
and their estimated contributions to the formation of the cumulative index of the national
brand.

The systematization of determinants influencing effectiveness of branding
strategy with their division into objective (elements of a national image: geographical
position; natural resources; political structure; economics; culture; history), subjective
(institutional base, financial resources and state policy) and objectively subjective
(matching the image of the state to the national brand; use of the strengths of the
national image; use of economic achievements of the country) has been further
developed, and it will contribute to a constructive substantiation of the directions for
formation and broadcasting national brand in the global space, in order to gain
competitive advantage.

Approaches to the evaluation of Ukrainian branding policy have been further
developed based on the analysis of its effectiveness through the prism of real negative
manifestations, which are reflected in deteriorating the positions in many world indexes
(Anholt-GfK NBI, The Good Country Index, Brand Finance NBI, CBI Future Brand,
IGC); the main risks that interfere with the formation of a positive image of the country
in the world and greatly affect the competitiveness of Ukrainian companies at the world
market have been highlighted: proposals (low labour productivity and labour mobility,

complexity in obtaining credit funds, low level of domestic and foreign direct



investments, insufficient system of innovation support); conduct of business (lack of
competition in some sectors of the economics, outdated transport infrastructure and
industrial structure, over-regulated and bureaucratized procedures, lack of effective
intellectual property rights protection, ineffective customs procedures and low level of
institutional support); access to markets (limited knowledge of requirements and
conditions for access to foreign markets); development (high level of population
poverty, reduction of its number, outflow of skilled workers); institutions (lack of a
brand strategy, a programme, a responsible body, a model of cooperation between
business and a country for brand promotion, ways of communication with different
target groups (investors, importers, lenders, etc.).

The characteristics of the role of corporate brands in enhancing national
competitiveness at global markets has been outlined; firm interdependence of strong
corporate brands with high positions on the national brand has been proved. As a result,
it has been proven that the main focus of corporate ideology for developing countries
should be shifted from short-term profits to long-term efforts on creation of global
brands, and the country’s leading role in supporting the export of branded goods has
been emphasized.

The practical significance of the obtained results consists in the possibility of
introducing some methodological developments and practical recommendations, in
particular key principles of creation and development of the national brand, ways and
perspective directions of the development of national branding in Ukraine, a predictive
model of creating a brand of Ukraine, which can be used by experts of central
government authorities in the development of forecasting and strategic documents of the
country.

Key words: national brand, branding, global competitiveness, rating of a country,

country brand, national branding strategies.
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