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BUILDING A COMPETITIVE DESTINATION BRAND

Building and maintaining a strong country brand brings positive effects to all sectors of the economy and is crucial for the
enhancement of a country’s position in the global marketplace. Considering the global character of competition, an attractive
country brand should be able to attract foreign investments, businesses and skillful workforce as well as support exporters and
promote public diplomacy. It must also promote the goals of the tourism industry and strengthen national identity and increase
self-respect’. Since tourism contributes significantly to the economic and social development of a country, it is important to design
and implement a strategy aimed at creating a country brand as a tourism destination, which should be integrated with other
activities concerned with building a strong country’s image. Attracting tourists to a specific destination brings remarkable results
and enables local businesses, societies and authorities create more wealth and prosperity. However, the process of developing
destination brand is complicated and requires carefully designed strategy as well as suitable operational plans. Additionally,
promoting a country brand appears crucial for strategies aimed at creating and increasing regional brand awareness. Thus, all
activities leading to the development of a unique value proposition for a specific region need to be synchronized with the national
marketing activities directed at creating a country brand.

The process of tourism policy formulation involves four phases, including the definitional phase, analytical phase, operational
phase, and implementation phase. The first phase of policy formulation is focused on the definition of tourism destination system
and the explication of a tourism philosophy. Additionally, a destination vision should be developed and destination objectives
along with potential constraints should be specified. Whereas the definitional phase requires decisions concerning the nature and
directions of tourism development in a specified region, the analytical phase is mostly concerned with the collection of information
necessary for the internal and external analysis. The internal analysis consists of a review of existing policies and programs, a
resource audit, and a strategic impact analysis. The external analysis is composed of macro-level analysis, micro-level analysis
and a review of competitive and supportive tourism development policies. Once the analysis have been carried out, policy and
programs recommendations should be formulated and subsequently operational plans should be developed. The last phase
involves implementation of strategy for destination development with the emphasis put on the allocation of responsibilities,
establishing financial requirements, and providing timetable for programs implementation?.

Destination development as well as creating and increasing brand awareness involves many promotional activities. Above the
line promotional techniques are focused on the development of the destination brand and include advertising on television, radio,
press, and outdoor. Below the line activities include participation in annual tourism and travel fairs and distributing brochures to
partners and prospective customers. Among other promotional tools, public relations techniques are extensively used to promote
tourism destinations. They include establishing tourism offices in the major markets, generating articles, promotional material,
and stories about destination, hosting journalists and celebrities to generate more interest. New technologies and Internet enable
coordinate the entire range of products and services offered locally and providing information about them?®. Destination marketing
activities are generally performed by the destinations marketing organizations along with other entities focused on tourism and
regional development.

Destination marketing organizations (DMO ) are business entities - governmental, corporate or non-profit — responsible for
planning and marketing of the region. Information and visitor centers promote economic development of a destination focusing
mostly on providing information about local suppliers and distributing promotional material. Typically, there are three fundamental
levels at which a destination marketing organization functions. At the country level, the organization is usually referred to as
the National Tourism Organization responsible for marketing a country as a tourism destination. Other entities with interests in
destination tourism development include a government ministry responsible for planning and policy as well as numerous private
sector organizations. At the state or provincial level, the organization might be referred to as the State Tourism Office or the
Provincial Department of Tourism with overall responsibility for marketing a state, province or territory. At the regional level, the
organization is commonly identified as a Convention and Visitor Bureau which is in charge of marketing a concentrated tourism
area as a tourism destination*.
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In Poland, tourist promotion is the responsibility of the national tourist organization. Polish Tourist Organization (PTO) was
set up on June 15, 1999 and is currently one of the 200 national tourist organizations active worldwide to promote their own
countries. It deals with promoting Poland as an attractive tourist destination in Poland and abroad, and conducts activities aimed
at encouraging and increasing a number of foreign visitors to come to Poland. The activities of the organization are financed with
the budget grants, non-refundable foreign aid, payment of local government units, and payment of organizations and companies
operating in the field of tourism. PTO has offices in 14 countries responsible for promotion of Poland as tourist destination on
foreign markets. Based on knowledge of the various markets, it is possible to adjust promotional activities to the specific character
of different target audiences. Additionally, by cooperating with the local and regional tourist organizations, PTO undertakes activities
aimed at increasing the interest in the Polish cities, regions, and tourist products among Polish and foreign tourists. Its numerous
tasks include: organizing the conferences, seminars, and trainings, issuing promotional publications about Poland; developing
the tourist information Internet system; performing statistical analysis, marketingexpertiseand prognostic studiesin the
field oftourism; and initiating and supporting the organizational measures taken by the competent authorities for the
development of tourism infrastructure, tourism products, and their promotion®.

Tourism, as one of the fastest growing industries worldwide, creates opportunities to increase competitiveness of regions.
Regions which are attractive as tourist destinations attract more tourists which results in the better economic performance of the
region. For this reason tourism policy involving destination marketing should be developed and coordinated with regional policy.
Destination marketing organizations should develop strategies aimed at the development and promotion of a specific destination
in order to increase the number of visitors. They might use a number of marketing tools including primarily promotional activities
to create and increase brand awareness of a particular place.Strategies formulated at the regional level need to be synchronized
and coordinated with the national strategy aimed at promoting a country as an attractive tourism destination.
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®OPMMUPOBAHUE N UCTNOJIb3OBAHUE
9KONoro-MHHOBALUWMOHHOIO NOTEHUWANA NPEANPUATUA

MHHOBaLWOHHas 0esTENbHOCTD SBMSIETCA OCHOBHBIM (haKTOPOM AOMTOCPOYHOMO 3KOHOMUYECKOTO PasBUTMS HaLMOHAMBHOM
akoHomukn bBenapycu. OpgHako, BMecTe C MMERLMMUCA AOCTUXEHMsMM B 06nacTu rocydapCTBEHHOMO perynmpoBaHus
MHHOBALIMOHHOTO Pa3BUTHS, MaNoU3y4YEHHbIMU OCTaKTCH BOMPOCH! HAay4HOT0 0OOCHOBAHMSI Pa3BUTUS 3KOMOrO-MHHOBALMOHHOTO
MoTEHUMana Ha ypoBHE OTAENbHbIX OpraHn3aLui.

B HacToslLee BpeMS IHHOBALMOHHbIV MPOLIECC BO MHOMX OPraHM3aLmMsiX OCIIOKHSETCS HAaMMYMeM psida HeraTuBHbIX (hakTOpOB,
OCHOBHbIMM W3 KOTOPbIX SBMSOTCA WX HU3KWIA UHHOBALUMOHHBLIV MOTEHUMan, HEAOCTaTOMHOEe (PMHAHCMPOBAHNE MHHOBALMOHHOW
JesATeNnbHOCTY, HeaphekTNBHOE B3anMOAencTBrE Ccepbl HayKn Y MPOM3BOACTBA, BLICOKME S3KOHOMUYECKWE PUCKU, ONUTENbHbIE
CPOKM OKyNMaemocCTu. [JHaMn4Hoe pasBUTME PbIHOYHbBIX OTHOLUEHWIA, YCUIIEHWE KOHKYPEHLMM 0ByCroBnmnBaT HEObX0ANMOCTb
hopmmpoBaHUsa NPELNPUSATUAMU COaNnaHCMPOBAHHOMN HE TONbKO S3KOHOMUYECKOW, MHHOBALMOHHOM, HO U 3KOMOMMYECKON NOSNUTUKN
a nepeg annapaToMm ynpaeneHns BO3HWKAET HOBbIN Kiacc 3agad, CBS3aHHbIA C NOUCKOM 3O(EKTUBHbLIX PELLEHUIA HE TOSBKO A1
aKTVBU3aLIMM MHHOBALIMOHHOW, HO 1 0BecneyeHmns akonorobe3onacHon AedTenbHOCTU.

OTcyTCcTBME HAY4YHOrO NOAXOAA NPy 06OCHOBAHMM MPUOPUTETHBIX HaNpaBIieHU 9KONOro-MHHOBALMOHHON AEATENBHOCTH,
onpeaeneHn CpoKoB BHEAPEHNS HOBLLECTB W UX BNMSHWS HA S9KOHOMUYECKWI NOTEHLMAN NpeanpusaTis CBUAETENbCTBYET 06
aKTyanbHOCTU UCCriegoBaHus No pa3paboTke CTPYKTYpbl 3KOMOro-MHHOBALMOHHOIO MOTEHLMana opraHmsaumm u - (hakTopoB
ero (hoOpMMpOBaHUs B YCIIOBUSIX MHHOBALIMOHHOW 3KOHOMMKH.

MexrocynapcteeHHbiv ctaHgapT FTOCT 31279-2004 «/HHOBaLMOHHAsA AeATENbHOCTb. TePMUHDBI Y ONpedeneHus» onpeaenseT
MHHOBALUMM KaK HOBble WIM YCOBEPLIEHCTBOBAHHbIE TEXHOMOTUW, BUAbI MPOAYKUMM WIM YCIYT, @ TaKkke OpraHM3aLMOHHO-
TEXHWYECKME pELLEHUST NPON3BOACTBEHHOIO, aAMWHUCTPATMBHOIO, KOMMEPYECKOTO MIU MHOMO XapakTepa, crnocobeTayoLime
NPOABWKEHWIO TEXHOMOIIA, TOBAPHOWM NPOAYKLMM UIW YCAYT Ha PbIHOK.[1]

CoBeplueHCTBOBaHWE (DOPM M METOLOB OpraHu3auMM U1 ynpaBrieHWs NPOU3BOACTBOM HamnpaBneHO Ha ObicTpoe
npucnocobneHne nNpegnpusTUA K M3MEHSIOLWMMCS 3anpocam notpebuTenei, akTMBM3aLMI0 MHHOBALMOHHOW OEATENbHOCTM,
yBeNMYeHne JOX04OB npoussoauTenei. MNpu aToM HeobX0aUMO yunTbiBaTb OCOGEHHOCTM 3KOMOTMYECKon 6e30NacHOCTM HOBbIX



