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OOBbeKT OUIUIOMHOW pabOThl — CO3JaHHME W TPOJABIKEHHE OpeHaa ropoja B
KOHTEKCTE TMOBBIIIEHUSI KOHKYpPEHTOCIIOCOOHOCTH Tepputopun. llens paboTer —
u3ydeHue crnenupukd KOHCTPYHUPOBaHUs OpeHJa ropoja W €ro MPOJBHMKEHUS s
MOBBIIICHHUS] KOHKYPEHTOCIIOCOOHOCTH TEPPUTOPHUHU.

B pesynbrare Hamucanusi paboThl ObUIM TOMYYEHBI CICAYIONINE PE3yIbTaThl:
BBISIBJICHBI CTPATETUU MPOJIBIKEHUS OpeHa ropo/ia U IPOBEJCH UX CPABHUTEIbHBIN
aHallu3; OMPEIENICHO, KaK IMO3ULIUOHHPOBAICA T. MHUHCK BO BpeMs MPOJBHKEHUS
Yemnuonara mupa no xokkew 2014; momydeH oOpa3 MwuHCKa, CIIOXKUBIIMICS B
NPEICTaBICHUN PA3TUYHBIX ayJWTOPUH; BBIABICHBI PA3IUYMs MEXAYy TEM, Kak
MuHCK OBLT MpeACTaBleH M TeM, KaKoe MpPEJCTaBICHHE O HEM CYIIECTBYET Yy
TpaXJaH, OMpEICNIEHO OCHOBAaHWE CTpPATeTHHd TMO3UIMOHUPOBaHUA MUHCKA U
AJIEMEHTHI KOHIICTIUHU ero OpeH/a.
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The object of the thesis research is the design and promotion of the brand of the
city in the context of the regional competitiveness improvement. The purpose of the
thesis is to study the specificity of city brand design and brand promotion to increase
the competitiveness of the territory. Methodological basis of the thesis was
constituted by general scientific methods (analysis, synthesis, generalization,
classification) and methods of sociological research (content-analysis and polling
method).

In the process of writing this paper we have received the following results:
identified strategies to promote the brand of the city and their comparative analysis;
defined characteristics of the Minsk positioning during the 2014 Ice Hockey World
Championship promotion; identified an image of Minsk formed in the different
audiences’ ideas; found differences between former and current Minsk image features
in the minds of its citizens; defined the basis of Minsk positioning strategy and
elements of its brand concept.
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