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NATIONAL BRAND AS A MARKETING DETERMINANT OF MACROECONOMIC STABILITY

Modern tendencies of globalization and counties’ competitiveness increasing make governments search
absolutely new approaches and relevant tools to raise their competitive capacities. The research explains why
marketing factors of the competitive strengths formation today have an urgent value for describing and substantiation
marketing strategies of cities and municipalities, regions and territorial communities, countries as a whole. The
purpose of the paper is to study the marketing factors of the country's competitive advantages and determine the
influence of the national brand on the macroeconomic stability of the country. The authors checked the hypothesis of
the correlation between country’s brand (which perception by the non-residents) and macroeconomic indicators of the
efficiency level of brand using by the country. With purpose to check abovementioned hypothesis authors developed
two level approach. At the first level the authors proposed to estimate the performance of using brand by the country
which take to account countries the competitive strengths of the country in the global environment, consisted from the
composite indicators which allocated by the PESTLE method and could be quantitively evaluated corresponding to
the international methodology. At the second level the authors estimated (using the Spearman's rank correlation
coefficient) nonparametric statistical relations between country’s brand perception by the non-residents (indicated by
the FutureBrand methodology, which based on the quiz of the respondents’ group: external investors, tourists,
government of others country ant etc.) and economic performance of brand using by the government. The empirical
proven of the hypothesis were made by the using of two data samples. The first dataset involved the ten strongest
brands according to the rating of NBI since 2008. The finding confirmed the linear correlation between level of
macroeconomic stability and strongest of the national brand for Germany, France and Canada. The base for the
second dataset was information from the raiting SIE in EU and Ukraine for 2010-2015 years. The hypothesis was
confirmed for Sweden, Germany, Finland, Denmark, Austria, the Netherlands, Croatia, Ukraine.

Keywords: brand, country image, competitiveness, sustainability, reputation of the country.

Introduction. Globalization enhances the processes of international competition not only at the
companies level, but it is also giving them the opportunity for gaining additional competitive advantages
and provide better development opportunities for their societies and countries. The new forms of
competition compel managers at a different level (companies, countries) to seek more complicated
methods of obtaining a competitive advantage especially in the field of intangible factors. The empirical
studies indicate that more developed countries use dynamic marketing tools for finding new competitive
advantages (Fetscherin, 2010). The particular significance in recent years has become the concept of the
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state brand, when the governments of the leading EU countries spend significant money on the promotion
of their own brands (France — 3.1 billion dollars, Great Britain, Germany — 1.2 billion dollars) (The
Global, 2016). In Ukraine, from 2015, the Strategy of Sustainable Development "Ukraine -2020" identifies
a roadmap and four priority vectors of the national economy movement: the vector of development;
security vector; liability vector; vector of pride (Sustainable, 2015). The vector of pride determines the
necessity of creating the "Ukraine" brand in order to popularize the country, to build a sustainable
competitive advantage and opportunities associated with the development of the national economy. Thus,
the relevant question is studying the influence of the national brand on the level of macroeconomic stability,
as one of the main tools for improving the competitiveness of the country.

Literature Review. In the most scientific studies, the marketing determinants of sustainability and
stability are considered at the micro level, in other words, with respect to the economic entities. At the
same time, during the last decades has appeared a separate scientific direction - marketing of cities and
municipalities (Hankinson, 2001; Kotler and others, 1999; Morgan and others, 2002; Ward, 1998; Warnaby
and others, 2002), marketing of regions and territorial communities (Murpy and others, 2007;
Anholt, 2005), marketing of countries (Riege & Perry, 2000; Anholt, 2007). The fundamental principles of
the studing of national branding are laid down in the foreign and domestic works of S. Anholt (Anholt, 2005,
Anholt, 2007), F. Kotler (Kotler, 1999; Kotler and Gertner, 2002), K. Dinny (Dinny, 2002),
C. Belloso (Belloso, 2010), E. Jaffe (Jaffe, 2001), Fedoriv T.V. (Fedoriv, 2011), Tsygankova T.M.
(Tsygankova, 2011), Yaremko Z.M. (Yaremko, 2016).

Within the limits of this scientific direction, the objects of the research are, first and utmost, the brand,
reputation, cultural and national identity, and the image of territorial entities. In Ukrainian scientific
literature, these studies are rather analytical and descriptive, while the foreign studies have economic and
mathematical models for their evaluation.

The practice of building countries brand rating has already quite widespread in the world (they
compiled by GFK, FutureBrand, The Bloom Consulting, Brand Finance, East West Communications, etc.).
But there are the main methodological problems in their formation: 1) the disclosure by the agencies the
mechanisms of the calculation of a relevant index; 2) subjectivity of ratings (separate ratings are based
solely on the results of the different target groups); 3) dependence of the country's brands rating from the
number of countries accepted for evaluation (only in a few countries such surveys are conducted according
to a single methodology); 4) do not take into account the economic efficiency of using the country of its
brand.

The American Marketing Association defined the brand as "name, term, sign, symbol, design or a
combination of them, intended to identify the goods and services of one seller or group of sellers and their
differentiation from competitors" (Hanna, 2008). In the vast majority of scientific works, the concept of the
brand at the enterprise level primarily has financial and legal features. For example, Italian researchers in
their work, "An AHP approach to assess brand intangible assets" indicated that brands are defined as
intangible assets, that along with other assets of an enterprise, provide it competitive
advantage (Costa, 2008). This view assumes that brands should be managed and accounted for as
appropriate corporate assets (Wood, 2000). In turn, Rassomakhina (2007) exploring the definition of
"trademark”, "brand" concluded that the first two concepts describe the brand as intangible companies’
asset, which is legally enshrined in them, determine their property rights and serve as the basis for the
brand creation. Considering the methodological aspects of the definitions of "trademark”, "brand",
"goodwill" V. Krykun (2010) also observes that "trademark” is only a basis for a brand, which additionally
must be considered "... it is the level of popularity among buyers, the quality of goods or services,
reputation, stability " (Krykun,2010). Lane Keller defines the brand as a resonance in customer decision-
making, which is a result of their reaction to marketing signals from companies (Keller, 2003).

The purpose of the article is to study the marketing factors of the country's competitive advantages
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and determine the influence of the national brand on the country’s macroeconomic stability.

Research results. The analysis of modern experience shows that the methodology of constructing
the countries brands rating is developed on the basis of the hierarchical decision model. This allows
determining the degree of target audience relevance (residents, investors, governments of other states,
tourists) of the analyzed country's brand. The main dimensions of the target audience communications
with the brand of the country there are the quality of life, value system, business climate, heritage and
culture, as well as tourism (Lyulyov, 2016).

Since 2005, Gfk, together with S. Anholt (2005), has been calculating the Nation Brand Index (NBI),
which is based on the assessment of perception by selected countries of provided research by residents
of other countries. The testing is conducted in countries where The Gfk represented among the population
over the age of 18, taking into account the gender and the level of education, which provides an opportunity
to provide a representative sample. According to the report of 2016, the first positions in the world ranking
of the strongest national brands were kept by USA, Germany and the UK. Overall last three years the ten
strongest national brands remained unchanged (Table 1).

Table 1 - Ranking of the strongest national brands during 2014-2016 (The Global, 2016)

Ranking Changes in 2016 compared to
Country 2014/2015
2008 2010 2014 2015 2016

USA 7 1 2 1 1 M-
Germany 1 2 1 2 2 1=
Great Britain 3 4 3 3 3 —-
France 2 3 4 4 5 AN
Canada 4 6 5 5 4 T
Japan 5 5 6 6 7 L1/
ltaly 6 7 7 7 6 111
Switzerland 8 8 8 8 8 —-
Australia 9 9 9 9 9 —-
Sweden 10 10 10 10 10 —-

At the same time, the largest strengthening of the national brand since 2008 was made by the United
States. It explaining by the recovering of the country's economy after a major financial and economic crisis.
Ukraine until 2016 wasn't ranked, which makes it impossible to use this index for analyzing the impact of
its level on the macroeconomic stability of the state. In addition, one of the limitations of the used
methodology is using only the opinion of another countries resident, which gives to the study a subjective
character.

The FutureBrand Company providing more scaling analysis of the country's brand evaluation (102
countries were included in the ranking, twice as much as Gfk estimates) (The Global, 2016). The
company's specialists point out that the Country Brand Index (CBA) calculates, on the one hand, an idea
of the country's own position compared to other states, and on the other, it has an advisory nature and
helping to show which areas need urgent recovery or changing a strategy aimed at increasing the strength
of the brand.

According to the 2014-2015 SBS rating report, six European countries (Switzerland - 2, Germany -
3rd place, Switzerland - 4th place, Norway - 6th place, Denmark - 9th place, Austria - 10th place) were
ranked and were included into to the ten most powerful global brands. Ukraine ranks the last place in the
ranking (74th place) among all studied European countries, which reflecting the development of the
national economy (Figure 1).

144 Marketing and Management of Innovations, 2018, Issue 3
http://mmi.fem.sumdu.edu.ua/en



70000
o 60000
~ 50000
40000
30000
20000
10000
0

U

GDP per capita
Rank in CBI

ES 2T EX¥ YT PHLETETE YL LI ST T E UG
2 858 9 8 25 c 853 %®5 ok aacS eEE RS &
o5 £ § 28 g oW S 3 5 0 w & 8 T ©
[ o L n o0 L o 2 c > T

c @ 5 2 [ £ 2 a % o £ E
S5 g§gT T =E@soe6sSgis2a23z3=2s
U] £ Qo < o = T« <

o 7] =

[ 2 [*]

p= 4

£ O

Figure 1 - Correlation of ranking by SVI and GDP per capita in Europe in 2015 (The Global, 2016)

Under this researching the authors proposed to use two level approach (figure 2) for estimating the
efficiency of the brand using by countries. The proposed approach takes to account the competitive
strengths of the country compare to the whole countries in the world (not only for few countries). According
to the Kotler (Kotler et al., 2002) and Anholt (1995) which are founder of marketing theories, proposed to
estimate country’s brand according to the main principles which used for companies’ brand estimation.
Thus, the country’s brand was estimated using the composite indicators which allocated by the PESTLE
method and could be quantitively evaluated corresponding to the international methodology. With purpose
to eliminate the unstable short-term changes in dynamic of the country’s brand as a consequence of
political and economic imbalance the authors estimated the post-evaluation estimations of long time
period.

LEVEL 1

[ The developing of system of j indicators to estimate the economics results of brand using i country (MCBI;) l

1 E —the exports of goods and services, US §; F — volume of direct international investments, US §; T — the number of

! international tourists in the country; M — the number of international migrants in the country; WGI - the effectiveness of

i political institutions in the country; TP — the level of technological readiness of the country for economic transformations

i (component of the Global Competitiveness Index), Ec — the country's Environmental Performance Index (ES); xi -

i quantitative of i country, MCBIx, — the average of j indicators for analysing period, o — standard deviation of j indicator of

Comparable view MCBIx;; b Eliminate the country size for indicators E, F, T, M !
MCBI,,, = MCBI;;/x; P N = (MCBI, — MCBIL,)/o E

Aggregating the Normalized indicators MCBI; (formula 1)

LEVEL2

Analysis of the nonparametric measure of statistical dependence between the country brand assessment by FutureBrand (CBI)
and MCBI across the entire country sample (formula 2)

Figure 2 — Two level approach to estimate the efficiency of the brand using by countries
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Thus, the normalized countries brand could be estimated by the formula 1.

Ex;—Ex Tx;—TX Fx;—Fx Mx;—Mx Gx—Gx TPx;—TPx Ecx;—Ecx 1

MCBI, =

Iz{;ﬁx,—ﬁ)z Iz};l(n,—ﬂ)z ’2?=1(Fx,—ﬂ)2 ’2;‘=1(Mx,—m)2 ’2;‘=1(Gx.—ﬁ)2 ]z{;l(ﬂ’x.—ﬂ)z Iz{;l(Ecx.—m)Z
(n-1) y @D y @D y @D y @D y @D Jy @D

where E - the exports of goods and services, US §; F — volume of direct international investments, US
$; T — the number of international tourists in the country; M — the number of international migrants in the
country; WGI - the effectiveness of political institutions in the country; TP — the level of technological
readiness of the country for economic transformations (component of the Global Competitiveness Index),
Ec - the country's Environmental Performance Index (ES)

The fragment results of countries brand estimation by the above-mentioned approach showed in the
table 2.

Table 2 — Rating of the countries’ brands using the MCBI; (Developed by authors)
Year 1 place 2 place 3 place 4 place 5 place
2000 | Ireland (5.29) Denmark (4.11) | Netherlands (2.67) | Sweden (2.26) Germany (1.26)
2005 | Ireland (3.81) Denmark (2.72) | Netherlands (1.72) | Sweden (1.44) Sweden (0.78)
2015 | Ireland (7.42) Denmark (1.77) | Sweden (1.69) Netherlands (1.49) | Croatia (1.26)

Under the second level the rating methodologies for countries brand assessment allow using the
Spearman's rank correlation coefficient (2) to determine the strength and direction of the relationship
between macroeconomic stability and the countries brand:

_ :H
p= 1- nnz-1) (2)

where, p — Spearman's rank correlation coefficient, di=xi-yi— the difference between the ranks of each
observation from the two variables, n — observations.

In order to study the relationship between macroeconomic stability and the country's brand, we have
used two different approaches: 1) only the ten strongest national brands according to the rating of NBI
since 2008 were considered (the beginning of the global financial and economic crisis). At the same time,
2016 was chosen to reflect the dynamic processes that had been taking place during 2008-2016 for
understanding the level of macroeconomic stability of countries and the strength of national brands. 2)
The data of the SIE rating in the EU and Ukraine (2010-2015) were taken into account. The rating data of
the countries were used in both approaches in the quality of the "macroeconomic stability" sub-index of
the Global Competitiveness Index of the World Economic Forum (The Global, 2016).

The calculation of the correlation between the rating of the World Economic Forum (MS) and the NBI
national brands for the years 2008-2016 and the SVI for 2010-2015 subindex are presented in Tables 3-
4,

Table 3 — Ranking of the strongest national brands during 2008-2016 (The Global, 2016)

Count 2008 2016
untry NBI(y:) [ MS(x) [ dexwyi | d?> | NBI(y) | MS(x) [ dexeyi | d2
1 2 3 4 5 6 7 8 9
USA 7 8 -1 1 1 7 6 36
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Table 3

1 2 3 4 5 6 7 8 9

Germany 1 1 0 0 2 3 1 1
Great Britain 3 7 -4 16 3 8 5 25
France 2 6 -4 16 5 6 1 1
Canada 4 5 -1 1 4 5 1 1
Japan 5 9 -4 16 7 10 3 9
Italy 6 10 -4 16 6 9 3 9
Switzerland 8 3 5 25 8 1 -7 49
Australia 9 4 5 25 9 4 -5 25
Sweden 10 2 8 64 10 2 -8 64
Value of rank 1009091 1033333
correlation coefficient, p
The crlltlcally Spgarman 0.64* 0.79** 0.64* 0.79*
correlation coefficient

* — statistically significant level 5%, ** — statistically significant level 1%

Table 4 — Brands' ranking of EU countries and Ukraine during 2010-2015 (The Global, 2016)
Count 2010 2015

ountry CBI(yi) MS(x) | d=xryi | d? | CBI(y;)| MS(x) | dexryi | d?
Sweden 4 2 -2 4 2 3 1 1
Germany 5 1 -4 16 1 4 3 9
Finland 2 3 1 1 6 9 3 9
United Kingdom 3 14 11 121 5 19 14 196
Denmark 9 4 -5 25 3 1 -2 4
France 1 10 9 81 8 16 8 64
Italy 6 19 13 169 9 20 11 121
Austria 10 6 -4 16 4 7 3 9
Netherlands 12 7 -5 25 7 6 -1 1
Spain 7 16 9 81 12 21 9 81
Ireland 8 21 13 169 10 17 7 49
Belgium 14 18 4 16 11 15 4 16
Portugal 13 22 9 81 13 22 9 81
Malta 17 13 -4 16 16 1" -5 25
Greece 11 23 12 144 15 23 8 64
Croatia 16 12 -4 16 17 18 1 1
Czech Republic 15 11 -4 16 14 5 9 81
Estonia 22 5 -17 289 19 2 -17 289
Hungary 18 17 -1 1 20 13 -7 49
Slovakia 20 8 -12 144 21 10 -1 121
Poland 21 15 -6 36 18 12 -6 36
Bulgaria 19 9 -10 100 23 14 9 81
Romania 23 20 -3 9 22 8 -14 196
Ukraine 24 24 0 0 24 24 0 0
Value: _of rank correlation 0.311304 0314783
coefficient, p
The qutlcally _ _Spearman 0.41* 052 0.41* 0.5
correlation coefficient

* — statistically significant level 5%, ** — statistically significant level 1%
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The insignificant level of the rank correlation coefficient for both models explains primarily due to
different positions in the ratings in most of the countries under study. In the case of the first approach, the
existence of a linear relationship between the level of macroeconomic stability and the strength of the
national brand was observed. Such tendency is typical for Germany, France, Canada, and the other -
Sweden, Germany, Finland, Denmark, Austria, the Netherlands, Croatia, Ukraine. Special attention
deserves the countries, which, along with the support of macroeconomic stability, ensured the growth of
their branding programs (Sweden, Germany, Denmark, Austria).

Since independence, In Ukraine only in 2003, the government had made the first attempts to introduce
the country's marketing in order to improve the negative situation associated with the competitive position
and image of the country. Thus, on October 15, 2003, the Cabinet of Ministers of Ukraine adopted the
"State Program for the Positive International Image of Ukraine for 2003-2006". This program envisaged
“the creation of an external information atmosphere necessary for the implementation of internal political
and socio-economic transformations, efficient information support of the foreign policy for European and
Euro-Atlantic integration, creating conditions for building of trust in the political, cultural and economic
spheres in Ukraine, strengthening of the coordination of the executive authorities aimed to ensure
Ukraine's informational presence abroad, the nationalization of the state legislation in line with European
and global standards. "

Positive internal image of the state is able to decrease the vulnerable actions of destabilizing factors
of the environment and according to Hurkovskii (2012) "To unite the nation in order to ensure constant
purposeful social development and to strengthen the self-identification of the population as a single people,
the community irrespective of ethnic origin and property status of its constituent subjects" (Hurkovskyi,
2012).

One of the strategic indicators of the implementation of the Ukraine-2020 Sustainable Development
Strategy is the entry into the top 40 countries of the world by the Global Competitiveness Index
(Sustainable, 2015). One of the significant condition of ranking in such system is providing of green
investment strategies in Ukraine (Chygryn, 2015). According to the Global Competitiveness Report (Table
5), Ukraine ranks average of 81 (estimated at 4.06) in the world for the last five years. Furthermore, the
analysis of the variation indicated by the indicator does not exceed 33%, which makes it possible to
characterize this population as a homogeneous (Dziubanovska, 2016), but does not provide the
appropriate dynamics for improving the global competitiveness of the country.

Table 5— Change in indicators of international competitiveness of Ukraine (The Global, 2016)

2013-2014

2014-2015

2015-2016

2016-2017

Average

Rank (from | Rank (from | Rank (from | Rank (from | value di“,?:t‘f:;d
48 countries) / |44 countries) / |40 countries) / |38 countries) / Rank/ Rank/ Score
Score (1-7) | Score (1-7) | Score (1-7) | Score (1-7) Score
1 2 3 4 5 6 7
ﬁ'é’:xa" Competitiveness | g/, 4 76/4.1 79/4.0 8540 | 81406 | 367/0.05
State institutions 137330 1303.0 1303.1 12930 | 129/3.06 | 6.83/0.09
Infrastructure 68/4.1 68/4.2 69/4.1 7539 | 720404 | 462013
Macroeconomic stability | 107/4.2 105/4.1 13473.1 12832 | 119/3.62 | 12.75/0.51
Health ~ care —and | popg 43/6.1 45/6.1 54/6.0 5160 | 7.6410.122
elementary education
Higher education and | 4 7 40/4.9 34/5.0 33/5.1 37496 | 430017
vocational training
Efgflz?scy of commodity | )3 112/4.0 106/4.0 10840 | 110/3.96 | 8.67/0.09
Labor market efficiency 84/4.2 80/4.1 56/4.3 7342 | 76/416 | 12430011
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Table 5

1 2 3 4 5 6 7
agsggme”t of financial | 44735 107/3.5 121/3.2 13030 | 119/326 | 8.28/0.23
technological availability 94/3.3 85/35 86/3.4 85/3.6 86/352 | 4.76/0.19
Market volume 38/4.6 38/4.6 45/45 47144 43/452 | 4.64/008
Compliance with modem | o745 99/3.7 9113.7 98/3.6 95/3.68 | 4.210.04
business requirements
Innovations 93/3.0 81/3.2 54/34 5234 68/3.28 | 17.99/0.18

Implementation of the national branding program positively influenced on the country's level of
competitiveness. In 2003-2006, according to the rating of the WEF, Ukraine's competitive position
changed from 86th to 73rd (The Global, 2016). As regards to the macroeconomic outcomes of the
program, which should have included foreign investment, employment growth, export expansion, Ukraine,
according to these criteria, declined from the 76th to the 82nd place in the world ranking. Thus, the value
of exports to the value of imports in the period from 2003 to 2006 decreased by 10.41% (from 104.66% in
2003 to 94.24% in 2006) and was less than 100%, which means the imbalance of foreign trade countries.
During the whole period, since 2006, the foreign trade balance of Ukraine has become negative, and on
average, from 2003 to 2016, it was -9957.5 million USD.

One of the main limiting factors for increasing competitiveness was the macroeconomic stability of the
national economy, which in the last 14 observations had an upward trend (Figure 3).
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Figure 3 - Trend of changes of the sub-index "macroeconomic stability" for Ukraine in the period
from 2000-2016 (The Global, 2016)

In 2007, the state program for ensuring a positive international image of Ukraine was revised and
adopted for 2007-2010 and extended to 2008-2011. Assessing the Concept of the State Target Program
for the Formation of Positive International Image of Ukraine for 2008-2011, it can be argued that this
project, despite on its orientation towards improving the competitive position of Ukraine, was too general.
There wasn't specific action and a description how these measures should be implemented. This program
meant improving the state's economy by simultaneously attracting foreign investment, increasing the trust
of domestic enterprises from potential partners, activating business contacts, increasing export volumes,
activating international tourism activities, and raising the level of employment and welfare of Ukrainian
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citizens (Concepts, 2007). Unfortunately, this program hadn't received a priority in Ukraine's' state policy.
That is why influenced by the impact of the global financial and economic crisis Ukraine had lost in 2011
8 positions on the rating of macroeconomic stability compared to 2006.

The soaring inflation in Ukraine's economy and declining of economic growth hadn't allowed the
government to allocate sufficient funds for the implementation of the "State target program for the
formation of a positive international image of Ukraine for the period up to 2011", which radically differed
from the previous documents by conceptual clarity, clear plan of action (Hnatiuk, 2009).

Under globalization formation of the state's image and increasing of competition should be based on
summing up the reactions and background of the all stakeholder groups of the country for many years of
experience with it. Also should be considered in the round the experience of country visiting or residence
in it. This approach allows differentiated of views on the state image and to distinguish the internal and
external image of the country. The concept of an internal image is closely linked with the identity and it
expresses first of all what the inhabitants think about their country. Further, the external image reflects the
issue of macroeconomic stability of the country and its perception in the global environment. At the same
time, "macroeconomic stability" should be considered on the basis of two main aspects: firstly, as the
condition in which the balance between the level and the growth of key macroeconomic variables is stable,
the variability of macroeconomic variables is temperate and falls within an acceptable range, there is no
complete uncertainty about the macroeconomic environment; and secondly, as a process of preventing
and eliminating threats to economic growth in order to meet the growing needs of economic entities in the
conditions of limited resources.

Conclusions. The presented empirical results confirmed the hypothesis that it is impossible to use a
purely behavioural model of brand assessment to study its impact on the macroeconomic stability of the
country. It was found that one of the main drawbacks of such models is the subjective nature of the
assessment of the brand target audience's relation to the countries concerned and choosing the factors
used to explain the brand's strength or its value formation and completely ignore the important aspects of
the business (financial aspects and strategic prospects of the country's economic development).

In turn, the analysis of the Global Competitiveness Index of Ukraine has shown that the existing trends
of subindices are not in line with one of the strategic indicators of the Ukraine-2020 Sustainable
Development Strategy implementation what will could ensured the entry into the top 40 countries of the
world by the Global Competitiveness Index. The steadiest dynamics, which is characterized by a slight
variation of signs, within 10%, according to the rank and the assessment in the rating of the Global
Competitiveness Index of Ukraine, have got state institutions, infrastructure, commodity market efficiency,
development of financial markets, technological availability and compliance of business with modern
requirements. However, the average rank of the majority of these components of the Ukrainian
Competitiveness Index was estimated as weak: state institutions — 129th place, an efficiency of commodity
markets — 110th place, development of financial markets — 119th place, compliance of business with
modern requirements — 95th place, technological availability — 86th place. At the same time, state
institutions, macroeconomic stability and the development of financial markets became the most
constraining components of the growth of Ukraine's rating in 2016. The above-mentioned determine the
necessity to search for absolutely new factors and tools for increasing the competitiveness of the country.
In particular, the marketing factors of creating competitive advantages have become relevant.
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HauioHanbHuit GpeHA Ak MapKeTUHIOBa feTepMiHaHTa MaKpOEeKOHOMIYHOI cTabinbHoOCTi

CyuyacHi meHdeHyji 2nobanisauii ma 3pocmaHHs KOHKYPEeHMOCNPOMOXHOCMI Aepxae 3Mywyrome ypsadu wykamu Hosi nidxodu
ma 8idnosioHi iHcmpymeRmu Onis NIOBULEHHS iX KOHKYPEHMHUX moxnugocmed. LJocnidxeHHs NOSICHIOE, YoMy MapKemuHzo8i
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thakmopu ¢hopmyBaHHs KOHKYPEHMHUX hepesae Cb0200HI Malomb HazaslbHy 8axIugicmb 0515 hopmysaHHs ma 0brpyHmysaHHs
mapKkemuHeogux cmpameeitl Micm ma MyHiyunanimemis, pe2ioHie ma mepumopiansHux pomad, Kpai & uinomy. Memoto cmammi
€ BUBYEHHS MapKemuHa08uX (hakmopie (hopMysaHHs KOHKYPEHMHUX nepesaz KpaiHu ma 8USHAYeHHs 8NfusYy HauioHanbHo20
6peHdy Ha MakpoeKoHoMiYHy cmabinibHicmb depxasu. B cmammi sucyHymo einome3y npo HasigHicmb 36’A3Ky MiX CnpulHIMmMsAm
6perdy KpaiHu Hepe3udeHmamu ma MakpOEKOHOMIYHUMU iHOUKamopamu pesynbmamusHOCMi 8UKOPUCMaHHS KpaiHot ii 6peHdy.
[na nepesipku cnpasednusocmi uiei 2inome3u po3pobnero dsopigHesuli nidxid. PiseHb 1 nepedbayae OyiHIOBaHHS EKOHOMIYHOI
pe3ynbmamusHOCMi 8UKOPUCMaHHS KpaiHoto i 6peHOy, 3 ypaxysaHHaM 3000ymux KpaiHOK KOHKYPEHMHUX nepegaz 8
2nobansHoMy cepedosulyi, OpicHmMoBaHull Ha PempoCneKmusHi OUiHKU Ha mpueanoMmy 4YacosoMmy eOpu3oHmi, Micmumb
KOMNO3umHi iHdukamopu, siki € 06’ekmuHUMU ma KinbKICHO 8UMipIo8aHUMU 3a €UHOI MiXHapodHo Memodonoaieto, basyembcs
Ha memodonoeii PESTLE-aHani3y. PigeHp 2 nepedbayae ouiHiogaHHs ( 3a donomozoro Mmemody paHeogoi kopensayii CnipmeHa)
HenapaMempu4Hoi Mipu cmamucmuyHOI 3anexXHOCMi MiX 308HiWHIM cnpuliHAMmsm KpaiHu Hepe3udeHmamu (8usHa4yaEmbCs 3a
memodonozieto komnanii FutureBrand, wo 6a3yembca Ha onumysaHHsIX 2pyn pecnoHOeHmig: 308HILUHIX iHeecmopig, mypucmis,
ypsdig iHWUX Oepxas mOWO) ma EKOHOMIYHOI pPe3ynbmamugHICIMI0 BUKOpUCMaHHs KpaiHoto i 6pexdy. EmnipudHe
nidmeepdxeHHs uiei 2inome3u 30dilicHeHo Ha deox subipkax daHux. [Nepwa 6a3a cmamucmuyHoi iHghopmauii oxonsnosana nuwe
Oecamb HallcunbHiwux HauioHanbHux 6peHdie 3a petimuxeom NBI 3 2008 poky. PospaxyHku nidmeepdunu icHys8aHHs NiHiliHo2o
833EMO38'3KY MiX pigHEM MaKpOEKOHOMIYHOT cmabilbHoCMi ma curor HauioHankHo20 bperdy dns HimeyyuHu, ®panyii, KaHadu.
OcHosy Opyeoi 6a3u cmamucmuyHoi iHpopmayii cknanu 0ani pedimun2y SIE 8 €C ma Ykpaini y 2010-2015 pp. 3a pospaxyHkamu
einomesa docnidxeHHs niomeepdunacs ons LLseuii, Himeyyuru, @innsHOIT, Jarii, Aecmpii, Hidepnardig, Xopgamii, YkpaiHu.
Kntoyosi crosa: BpeHa, iMimx kpaiHu, KOHKYPEHTOCTIPOMOXHICTb, CTIMKICTb, penyTaLlisi kpaiHu.
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