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Abstract. Resolving urgent social and economic problems in Ukraine requires a special approach, choosing
large-scale integration instruments of government measures implementation that can reproduce and guide the
development of the country in the right direction, which include territory branding. The subject of the study is a
system of management of the set of brands of the national economy, its subjects, objects and public connections
between them. The purpose of the article is to define the architecture of a national brand with appropriate levels of a
hierarchy and justification of the impact vector of the management system of brands at each level of the hierarchy.
Research methodology. During the research, systematic general principles of communication and development
are used, which allowed disclosing the dialectic relationship between management methods at every level of the
hierarchy. To achieve the goal, there are used: a synergetic approach to the integrated use of commercial, non-
commercial brands and regional brands of the country; management approach to the country brand management
process in specific market conditions; situational approach to the consideration of a brand as a tool for solving
complex social, economic, environmental and political problems of the country. The object of the research is Ukraine.
Conclusions of the research. The success of the establishment and functioning of a brand-oriented national economy
and corresponding management system depends primarily on the joint efforts of government, private business
and a wide public; the integrated approach to the management process organization, as well as consideration of
the current situation in the country and its potential. Practical implications. The implementation of a brand-oriented
model of the national economy is able to overcome the current socio-economic problems of the country, ensure its
economic and political security, greatly improve the welfare of citizens through the optimization of the system of
its elements management at all levels of architecture.
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1. Introduction time, not enough attention is paid to the research of a

Problem and innovation. The world experience
of branding territorial formations of a countrywide
scale and the first steps in this direction of Ukraine
confirmed the historical capacity and effectiveness as
a brand format of the national economy management.
Successful management of all objects of a territory
depends on effective management of these objects
and the territory within which they operate. The
modern science has gained some experience in the
development of the theory of national branding,
and various approaches to determine the brand of
the country shape its integrated vision. At the same
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hierarchy of management links between elements of a
brand management-oriented national economy, which
is today the relevance and novelty of the topic chosen.
The purpose of the article — the study of the country
brand architecture, management of its elements,
relationships between subject and object of the
management system must be achieved by addressing
the following research objectives: 1. Determination
of elements of the management system of the brand-
oriented national economy; 2. Establishing links
and their character between defined -elements;
3. Justification of a number of the hierarchy of the
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country brand architecture. The methodological
approach to the study is based on the logical principle
of the philosophy of the learning process — from private
to general.

2. The branding potential in the structure
of the national economy

Branding of the territory is a continuous process
that occurs in a particular environment that envisages
the close economic links between the objects of
management in general economic space within the state
that is characterized by a single economic law, financial,
monetary and credit system. Considering the economic
conditions are the same for all objects of the territory,
their success depends on effective management of
territory within which they operate, which is an effective
brand tool. Branding of economic objects are studied in
detail in other works of authors, in this context, levels
of hierarchy and regional brand management links
between elements of the brand management-oriented
national economy are analysed, the structure of which
is shown in Fig. 1:

Institutional business sector combines the non-
financial (Enterprises) and financial companies
(Financial Institutes) belonging to both the public
sector of the national economy and its private sector.
At Fig. 1 components, which represent the business
sector, are highlighted. It is this sector of the national
economy, which branding is primarily; brand-oriented
reference point should apply not only to economic
objects, but also subjects that manage them, relations
between subjects and objects of management, as well
as the territory within which these processes occur. The
brand-oriented relations between subjects and objects of
management mean their conformity with international
standards of management, efficiency, durability. The
result of a successful branding is a brand association in
the complex territorial system that contributes to solving
current socio-economic, environmental, demographic

Vol. 3, No. 1, 2017

problems of the region and requires an appropriate
management system. Strengthening the role of the
brand in the development of the national economy and
the undisputed economic potential, which brand makes
possible for each object economic activity, as well as
for the country as a whole, are preconditions of brand
research of such a format as economic governance.

The management system of the set of brands of
the national economy includes three components:
a) management subjects, ie. agencies that send
impulses of the influence that carry information on
the conditions of functioning of administration at
different levels; b) objects of management, ie. all
forms of brand under the organizing influence of the
appropriate level; c) management activities (process)
that is a certain kind of social relations, through which
numerous connections between subjects and objects of
management are realized.

3. Determination of the national brand
architecture

A conceptual elaboration of an integrated model
of economic transformation that will promote the
development of a competitive, innovative, socially
and environmentally oriented national economy is
optimally realized in the form of a national brand that
combines trends listed in a single vector of brand-
oriented development. Presented management system
offive interconnected and mutually influencing dynamic
elements that form the architecture of regional brand
with appropriate levels of the hierarchy, namely nano,
micro, meso, macro and mega levels. The hierarchical
structure of brand-oriented national economy envisages
connections between the various levels: forward and
backward, coordination and function, as shown in
Fig. 2:

In this context, the brand system of the national
economy is a complex system of management at each
of the above levels. Taking into account globalization,
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Fig. 1. Potential of branding in the structure of the national economy

Source: compiled by the authors for (Kravets, 2009)
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Fig. 2. Hierarchy of connections of the brand-oriented national economy

Source: compiled by the author

the brand-oriented management system of the
national economy has been formed taking into
account global trends, standards and legislation.
Counter influence of other elements of the national
system brands in the world so far is weak because of
the low level of branding in Ukraine but international
experience shows such influence. In particular, with
the acceleration of information exchange, ensuring
the effectiveness of management decisions, high-
speed Internet promotes cybercrime, which corrects
the appearance of new state management structures.
So, this relationship is inverse and coordinated.
Links between brands and private companies, where
they are produced, may be reversed or functional,
depending on the parties and the purpose of initiating
communication.

4. Nanolevel

The object of management at the nanolevel are actually
the commercial brands of goods, services, events, and
non-commercial brands; subjects — companies, local
governments and the state; the management of the brand
is called brand management. Nanolevel is characterized
as the most dynamic brand influenced by all other levels
of the system, in fact, the brand can be changed because
ofa decision of the owner, i.e. the internal changes of the
system. Commercial brands must adapt to the economic
environment and comply with its requirements, so
changing environmental conditions automatically
impact on corresponding changes in the development,
promotion and brand management. For example,

changes in a development strategy of the company
directly impact on a change in commodity brand
development strategy; adoption of legislative decisions
(economic, social, etc.) by local or state authorities can
also promote a change of the brand. Communication
between commercial brands and other elements of
the system is mutual because their development and
promotion contribute to the economic development
of the city, region and country, forming corresponding
budget tax deductions, creating conditions for attracting
more investment flows to the development of not only
the brand but also the city, region of the country. In
addition, the success of commercial brands directs
impact on solving social problems of the company,
the city through the creation of new jobs, finances a
number of social and environmental issues. The positive
dynamics of the development of the commercial brands
will increase consumer power, leading to GDP growth
in the scale of the national economy.

The system of brand management of the national
economy at the nanolevel, in our vision, includes the
following vectors of influence:

1. Administrative, which provides for the development
of commercial strategies of the brand, its control systems,
evaluation and adjustments; brand choice models;

2. Marketing, responsible for branding systematic
promotion of the brands through an optimal
architecture, distribution and brand communications
system;

3. Economic, which is aimed at providing maximum
efficiency through the optimization of brand spending
on each direction of development.
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5. Micro level

The second level of system management of brands of
the national economy is the microlevel of a company,
firm, company (hereinafter — the Company) regardless
of their size and cost. Fig. 2 shows that the development
of the commercial brands has an inverse effect on the
company. Thus, the success of the commercial brands
can ensure the success of the company and vice versa,
errors in the development of a commercial brand can
have negative consequences for the company until its
collapse. At thislevel, it is possible to form a brand of the
company through the creation of back-office and front-
office, harmonious development, which providesrelative
stability, long-term, positive image of the company in
the environment. The objects of management at the
macro level are companies, subjects — corporations,
local governments and the state. The success of the
brand company could attract talented individuals,
conducting brand events. The dynamism of the brand
company remains quite high, although lower than the
commercial brand.

The system of brand management of the national
economy at the microlevel includes the following
vectors of influence:

1. Administrative-communicative, which provides for
the development strategy of the company, its control
systems (SWOT analysis) and adjustments; selection
of hierarchy of management (organizational structure);
creation of an internal corporate culture and foreign
policy of the company; establishing contacts with local
authorities and community;

2. Marketing, responsible for branding through the
company's choice of brand communication;

3. Economic, which is aimed at maximizing the
efficiency of the company's brand through the
optimization of its costs;

4. Social, which provides a solution for social problems
of the company and its employees by providing additional
medical, educational, legal and other services; solves local
environmental issues and so on.

6. Meso level

Considering the brand-oriented national economy as
structured in sectoral and territorial space of economic
activity covered by the relevant institutional system
management on mesolevel city and region provides
managementofcommercialbrandsandbrand companies
and non-commercial brands, including territorial brand,
by creating legislative and administrative, financial and
economic (tax) conditions and actions that facilitate
the mutual benefit of increasing the efficiency of
economic performance, solving social, economic and
environmental issues of the city, the region, stability of
their development.

The object of management at the mesolevel acts as
brands of the public and private companies’ tangible
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and intangible production, brand of regional areas (city,
region) and the management subject — the regional
administration and the state itself.

The system of brand management of the national
economy at the meso level provides the following
vectors of influence:

1. Administrative-communicative, which involves the
strategies form of the development areas (city, region)
as a whole, its control systems (SWOT analysis) and
adjustments; setting of relations with the private sector,
civil society and development of joint actions and
programs of promotion of the territory;

2. Marketing, responsible for creating the image
of the region, its control and promotion system
in the environment by selecting an optimal brand
communication;

3. Economic, which is aimed at providing maximum
efficiency through the territory of the brand to attract
additional tourism and investment flows, qualified
personnel; economic restructuring territory and its
infrastructure;

4. Social, which provides a solution for social problems
of the territory and its people by raising social standards,
environmental conditions, job creation and so on.

The perception of the city, the region as a management
object of relevant government authorities and uniting
efforts the local government with private business and
the local community will help create an optimal strategy
for the effective development of the area to address
its current socio-economic, environmental and other
problems.

7. Macro level

Macrolevel management of the system of brands
in brand-oriented national economy envisages the
management of a list of the commercial brand,
brand companies, brand personalities, events and
territorial brand of the country; the mutual influence
of these objects and the single economic policy of the
government. We distinguish the following problems to
be solved at the macro level of management of the system
of brands of the national economy as steady growth in
national output (GDP) and economic security of the
country; ensuring a high level of employment of the
population and social standards; support for the balance
of payments of the country and the priority development
of high-tech industries. Each of these tasks requires the
use of aggregated macroeconomic management tools
such as fiscal and monetary policy, foreign policy, the
policy of income adjustment and so on. The system of
brands of the national economy contributes to solving
each problem through synergy relationships between
the objects and subjects and integrated approach to the
system management. Thus, the creation, development,
and promotion of commercial brands, evaluation of
their value, their accounting in intangible assets allow
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strengthening economic stability of manufacturers,
distributors, sellers, increasing capitalization of the
national economy in general and the state to rise in
relevant international rankings. Creation, development,
and promotion of commercial brands will increase the
level of employment of the population, its solvency,
and provide a surplus balance of payments, which will
increase the reserves of the National Bank of Ukraine.
Note that a little list of domestic brands, which overcame
national boundaries, do not play a significant role in
exporting countries, where the majority are raw materials
and natural resources and recall that the tourist industry
of Ukraine as a component of private sector business
units of the national economy is the first example of
branding in scale of domestic industry. Another sector
that can become a brand is the transport, based on the
geographical location of Ukraine and passing on its
territory four continental transport corridors.

The system of brand management of the national
economy at the macro level includes the following
vectors of influence:

1. Legislative is responsible for the operation and
implementation of a number of laws and regulations
that promote the creation, development, promotion
of brand systems in the country; guaranteeing its
protection and support for access to the international
space; ensure compliance with international standards
and international law;

2. Administrative-communicative, which involves
the operation of the strategy of development of the
national brand of Ukraine, its control systems (SWOT
analysis) and adjustments; establishing relations with
the territories, the private sector and the development
of joint actions and programs of promotion of the
state in the international space through strengthening
diplomatic, economic, political, scientific and technical
connections with other countries and intergovernmental
formations;

3. Marketing that is responsible for creating a positive
image of Ukraine and its control system and promotion
of the environment through images of the country and
the best selection of brand communications;

4. Economic, which is aimed at ensuring economic
security, maximizing the effectiveness of its national
brand through the creation of investment conditions, the
development of innovative technologies and industries,
attracting additional tourist flows, qualified personnel;
restructuring and modernization of the economy;

S. Social, which provides an increase of social life of
Ukrainian citizens to the European and world by raising
social standards (living wage, average wage, pension
payments, health care, etc.), environmental conditions.

8. Mega-level

The global or international economy as a
complex system of interrelated national economies,

international and supranational economic processes,
phenomena and institutions, which serve them, form
a mega-level management. A special role is played
by the mega-level brand personalities, image and
authority of which strengthens the positive image
of the country, helps build the necessary links in the
field of culture, art, education, health, science and
technology, environmental protection, sports and
most importantly, the economy and national security.
The presence of strong political brand personalities
in society affects the efficiency of its development
and establishes the necessary links with the country
environment. The same role belongs to brand events
of the national and international scale. Considering
the system of the national economy brands and the
appropriate elements of the management system, one
could argue about the availability of the integration of
communication and synergistic effect on its capacity.
Each form performs brand's basic role in relation to
the business management and supportive role with
respect to other facilities management, building a
brand-specific architecture of the city, region and
country. Selection of an optimal architecture of the
brand system of the national economy is in the hands
of the subject of management of the corresponding
level, i.e. the state. Commercial brand architecture
determines the company optimal brand architecture
of the city or region could be proposed by joint
authority, which would consist of representatives
from local government, private business sector and
the public. The national brand architecture of the
country should be the subject of discussion in a wide
variety of specialists: brand managers, marketers,
scientists, politicians, economists, all stakeholders and
understanding branding process, its tools and features.

It is important that the state has become an
active participant in creating a brand system of the
national economy, because, without support from
the state, autonomous and isolated attempts by
some stakeholders to form a complete image of the
territory are doomed to failure. Equally important in
this regard is the absence of a formal approach to the
brand creation system that can cancel the joint efforts
of government, business and the public. Work on the
system of brands in the national economy should not
substitute propaganda campaign. It must be taken
as a philosophy, to demand orientation of the entire
system power management and the needs of each
target consumer group’s area.

First steps in this direction have already been
implementing:
- Adopted the “State Program on Positive International
Image of Ukraine” (State target program creating a
positive international image of Ukraine till 2011);
- Created a national tourist brand of Ukraine as a result
of the implementation of the social contract between
the government, business and civil society;
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- In order to stabilize the socio-political situation
in Ukraine and to counteract the negative impact
of information on the population of Ukraine and
its international image of Ukraine, according to the
Presidential Decree N° 398/2014 on 04.12.2014, the
Information and Analytical Centre was established
(Decree of the President of Ukraine N¢ 398/2014);

- According to the Decree of the President of Ukraine
Ne 5/2015 on 01.12.201S5, adopted the Sustainable
Development Strategy of Ukraine 2020, which provides
for the development of the Program of “Ukraine”
Brand Creation within the pride vector (Decree of the
President of Ukraine Ne 5/2015).
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9. Conclusions

Creation of the brand-oriented national economy
and an appropriate management system are a large-
scale, complex problem that has social grounds, among
which the most relevant aspects must be: cooperation
of the administration, business and citizens, and its
economic, political, social efficiency. System approach
to the process of management of a set of commercial,
non-commercial and territorial brands optimizes the
relationship between elements of the national brand
architecture, will overcome the current socio-economic
problems of the country and will build a positive trend
of future development of our country.
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Cepreii POMAHIOK, FannHa CTYAUHCKASA
BPEH[ CTPAHbI KAK ®OPMAT FOCYAPCTBEHHOTO YMPABNEHWS

AHHOTauumA. PelleHne HACYLIHbIX COLMANbHO-9KOHOMMYECKNX BOMPOCOB B YKpanHe TpebyeT 0co60ro noaxona,
BblOOpPa LUMPOKOMACIUTAOHBIX WHTErPaLMOHHbIX MHCTPYMEHTOB BHEAPEHUS FOCYAAPCTBEHHbIX MEPOMPUATUIA,
CMOCOGHbIX BOCMPOM3BECTM W HAMPaBWUTb PA3BUTME CTPaHbl B HYXKHOM HanpaBieHWUW, K KOTOPbIM OTHOCUTCS
6peHgmpoBaHvie Tepputopun. [lpedMemom UCCIe008aHUA SBAAETCA CUCTEMA YMpPaBAEHWA COBOKYMHOCTbIO
6peHAOB HALMOHANbHOW SKOHOMUKW, ee CyObeKTbl, 06beKTbl M OOLEeCTBEHHblE CBA3N MexAy Humu. Llessio
cmameu ABNAETCA OMpefesneHne apXUTEKTYpbl HaUMOHANbHOro OpeHfa C COOTBETCTBYHOLMMW YPOBHAMMU
nepapxmm 1 060CHOBAHVE BEKTOPOB BIUSAHUSA CUCTEMbI YrpaBieHNsa OpeHJaMu Ha KaXKAOM YPOBHE MepapXuu.
Memoodosnoeus uccnedosaHus. B npouecce nccnefoBaHVA UCMOMb30BaNMCh MPVHLUMBI CUCTEMHOCTA 0OLLero,
CBA3U W Pa3BUTMSA, KOTOPbIE MO3BOMIUN PACKPbITb ANANEKTMKY B3aMMOCBA3N MEXAY MeToAaMun yrnpaBieHnsa Ha
KaXKAOM YpOBHe nepapxuu. [na JOCTUXEHWS Lenn Oblv NCMONb30BaHbl: CUHEPTeTUYECKMIA NOAXOA K U3YYEHMIO
WNHTErPUPOBAHHOTO MCMOb30BaHUA CUCTEMbI KOMMEPUYECKMX, HEKOMMEPYUECKUX BPeHI0B 1 TEPPUTOPUANbHOMO
OGpeHfa CTpaHbl; yNPaBNeHYeCcKnin Noaxon K npoueccy ynpaerneHus 6peHAoM CTpaHbl B KOHKPETHbIX PbIHOYHbIX
YCNOBUSIX; CUTYALMOHHBIN NMOAXOA K PaCCMOTPEHNIO BpeHfia, Kak MHCTPYMEHTA PeLleHUsi KOMIIEKCA CoLMaibHO-
3KOHOMUYECKUX, SKONIOMMUYECKUX 1 MOAIUTUYECKMX MPO6ieM cTpaHbl. O6beKTOM NCCIeoBaHNA ABNAETCA YKpavHa.
Bbi800 uccriedosaHuA. Ycnex co3gaHna n GyHKLUMOHNPOBaHUS GpeHA-OPUEHTPOBAHHON HAaLMOHAIbHON SKOHOMMKM
N COOTBETCTBYIOLEN CMCTEMbI YNPABMIEHMS 3aBUCUT, NpPeXae BCero, oT 0ObeAUHEHNs YCUNUIA NPaBUTENbCTBA,
YacTHOro GM3Heca 1 LWNPOKOWN OOLLIECTBEHHOCTM; OT KOMIMIEKCHOrO MOAXOA4Aa K OpraHM3auun ynpaeieHYeckoro
NpoLecca, a TakXKe OT yueTa TeKyLLeln CuTyaunn B CTpaHe 1 ee noTeHumana. llpakmudeckoe 3HayeHue. Peannsauus
O6peHA-OPUEHTMPOBAHHON MOLENN HALMOHANIbHOW 3KOHOMMKM CMOCOOHa NpeopdoneTh TeKyline COUManbHO-
3KOHOMMYECKMe NPo6sieMbl CTPaHbl, 06eCNeunTb ee SKOHOMUYECKYIO U MOSINTUYECKYI0 6830MacHOCTb, CYLLECTBEHHO
MOBbICUTb 61AroCOCTOSIHUE FPpaXkAaH Yepes ONTMMU3aLMI0 CUCTEMDI YPABIEHNA €€ 3fIeMEHTaMU Ha BCEX YPOBHAX
APXUTEKTYPbI.
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