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The purpose of the study is to clarify the role of culture as a tool for nation branding
development, as well as national brand’s building and promoting within the global
context of the national discourse. To reach the aim of the research, there was carried out
the systematisation of the “nation branding” and “nation brand” concepts, as well as the
analysis of theoretical and practical aspects of both nation and cultural brand and image of
the country in the context of international cooperation. The research methodology consists
in using general methods of empirical and theoretical research based on analysis, synthesis
and concretisation. It is to analyse and summarise the results to reveal the “culture” factor’s
importance in the nation branding development as an externally oriented phenomenon, in
the context of international interaction providing information about what the country is.
The scientific novelty of the study is to clarify the cultural constituent’s role in the process
of the nation branding development in the context of the “State policy in the field of nation
branding”; with the carrying out the analysis of the “culture and heritage” component as
a criterion influencing the “Nation Brands” world reputation indexing; looked into the
strategies for the Ukrainian culture development as an axis of building a nation brand
and international image of Ukraine in the context of cultural diplomacy and intercultural
dialogue; with paying attention to the content of the “Study of Ukraine’s perception abroad”
results as an indicator of the world awareness of Ukrainian culture in the nation branding
context. The conclusions point out that today in the system of international cooperation,
culture: cultural heritage, cultural diversity and cultural potential of the country — is
gaining importance as a tool for building a national brand and is the most effective means of
creating a country/state’s positive international image in the long run. A successful nation
branding allows increasing the level of the state’s political influence in the international
arena and strengthening international ties, etc.

Keywords: culture; nation branding; nation brand; international image; cultural brand
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Introduction

Nowadays, there is a huge potential for cultural attractiveness in interna-
tional relations. Thus, we can see an active cultural sector involvement in the
foreign policy of different states and international organisations. Moreover,
there is a growing European and Ukrainian researchers, philosophers, and pol-
iticians’ interest in studying and interpreting the “culture” phenomenon in the
context of building the nation brand and international image, in particular.

The state is a highly complex object for branding. It is caused by the dif-
ficulty of building a positive and holistic image of its perception by target au-
diences. At the present stage, there is no ready-made universal template for
building a nation branding strategy. As states have relatively recently joined
the process of conscious nation branding, they are only developing different
strategies to achieve their goals. However, there are also some basic, mandatory
components of a branding strategy, such as internal and external analysis (to
identify current competitiveness), analysis-based strategy planning, and im-
plementation — implementing that strategy in the proper direction.

There are different perspectives on nation branding, such as economic and
functionalist, political, and cultural-critical. From these points, nation brand-
ing is:

“~ discourses and practices aimed at reconstituting nationhood through
marketing and branding paradigms;

- means to build and maintain a country’s strategic advantage with the
purpose of economic growth;

- apowerful political tool to strengthen a country’s economic position and
to compete against economic, financial or military clouts of superpowers” (The
Place Brand Observer, n.d.).

While the nation brand is a set of emotional and rational ideas that influ-
ence a certain image’s formation of the country. When compared with the na-
tional image, the nation brand is more stable. The national image is a variable
component of the nation brand (Parshykova, 2020).

The purpose of the nation branding is to ensure the nation brand presence
in the global information space, to contribute to the state’s recognition on the
international arena, to facilitate the inflow of financial resources into the ter-
ritory through transmitting national decisions and initiatives. Thus, a nation
branding must ensure its identification both inside and outside the country.
It should be a reflection of the best mentalities and traditions of the country’s
population, perform an ideological function, thus uniting the population to im-
plement common tasks. In essence, nation branding is the quintessence of the
state’s mission and development strategy, including the cultural one.

The international relations practice shows that countries with a negative
or insufficiently formed holistic national image have certain limitations or dif-
ficulties in diplomatic and/or foreign relations and cannot effectively achieve
their international success. Creating, developing and implementing a nation
branding strategy and building a state’s international image require an inte-
grated coherent policy, meaning the ability to act and inform in a coordinated
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manner, constantly emphasising key information messages and topics that are
of priority for the country.

Foreign and domestic scientists are engaged in the scientific development
of the nation branding, nation and cultural brand, as well as building a state’s
image and reputation. These are the studies by S. Anholt (2002), pointing out
the state/country perception indicators; W. Ollins (1999), underlining the key
idea’s importance as a nation brand development basis; G. Szondi (2008), pay-
ing attention to the nation branding as a means of public diplomacy; Y. Fan
(2010), clarifying the notion of nation branding when building an international
image of the state; O. Shevchenko (2003), drawing attention to PR-technologies
used in nation branding; G. Tulchinskyi (Tul’chinskii, 2013), dwelling about the
brands’ role in modern business and culture; M. Chernets (2017), looking into
the aspects of developing cultural capital as a nation brand development, and
others.

Purpose of the article

The research is aimed at looking into “culture” as a tool for the nation
branding development within the international interaction system, as well as
to substantiate the theoretical and practical aspects of the cultural brand and
national image building in the context of the nation branding.

Main research material

Scientists have different interpretations of the “nation branding” concept,
as it depends on the state’s goals and the results of this process. Some of the
research findings consider nation branding in the context of the national iden-
tity transformation; others emphasise the strengthening the country’s com-
petitiveness to be a priority goal of the state branding process. At the same
time, the others express their opinion that nation branding is used to change,
improve, and increase the country’s international image and reputation.

The nation branding is not associated with the economic level of the state’s
development but with its ideological policy or historical events. It is caused by
the fact a brand not being a static phenomenon. It is challenging for the nation-
al brand to be changed, so sometimes it is easier to build new associations with
a particular state than to change or destroy the old ones.

The concept of “nation branding” was introduced by S. Anholt (2017), who
was the first to use it in the late 1990s. According to him, “nation branding” is
a systematic process of harmonising actions, behaviour, investments, innova-
tions and communications of the state to implement the strategy of national
security and competitive identity. “Although the term “nation branding” been
frequently associated with the act of creating favourable images of countries
through marketing communications”, the author also points “how the “nation
brand” can really be enhanced through strategy, substance, and symbolic ac-
tions” (Anholt, 2013) and offers the following typology of the national brand
(Anholt, 2007):
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- the country’s brand as the image of its first person;

— the country’s brand as a model of reliability (its investment in climate,
role status in international partnerships, political stability);

- the country itself as a brand of its national production (economic goods
and services, haute couture, world intellectual potential, research projects);

- the country’s brand as a prospect of its scientific technologies and mili-
tary-industrial complex;

- the country’s brand as a tourist attraction.

In addition, the writer points out that the national image is created by the
country itself, its governmental agencies in cooperation with other organisa-
tions, while the reputation is built outside the country, though the latter been
perceived by people around the world, often depending on their own cultures.
S. Anholt calls the need for preliminary analysis and assessment of the state’s
reputation as it is a crucial element in planning a strategy for shaping the
state’s international image (Anholt, 2007). In addition, the researcher says the
globalisation to have turned the world into a giant supermarket, where coun-
tries compete with each other, and governments resort to branding techniques
to distinguish their country on the world arena (Anholt, 2002).

The nation brand is made up of a set of characteristics (name, term, sign,
symbol, image, slogan, etc.) that sum up the country’s idea about itself, contain
its exclusive and positive characteristics and distinguish it from other countries
(Shevchenko, 2003, p. 62). It can be considered in two dimensions — individual
and public. The first one concerns the individual perception of the state, and
the latter (public) — the collective perception of the state. The nation brand
perception varies even in different social groups belonging to one country. It
can be caused by various factors, such as personal contacts with a particular
country, stereotypes, hostility, devotion to nationalist ideas and one’s own cul-
ture, and strengthening of ethnocentric tendencies.

Y. Fan notes that the “nation branding” concept can be referred to the pro-
cess when, through addressing marketing technology, the government influ-
ences the state’s image building to fill it in with positive content. Therefore, the
nation brand is a general set of the nation (country) perceptions in the minds
of the international stakeholders. It consists of the following elements: people,
places (territories), culture and language, history, food, fashion, famous peo-
ple, global brands, etc. (Fan, 2010, p. 98). According to the author, the “nation
brand” concept can be interpreted at seven levels, including a simple visual
symbol, a slogan, an umbrella brand that supports the components (tourism,
exports), the country’s image and reputation, its position in the international
arena, national competitiveness, the country’s “soft” (intellectual, programme,
intangible components), and national identity (Fan, 2010, p. 99-100).

G. Szondi (2008) believes that nation branding is a strategic self-presenta-
tion of a country in order to build a reputation capital by promoting economic,
political and social interests at home and abroad.

That is why the choice of tools for creating a state’s international image, as
a nation branding’s constituent, depends on the preliminary analysis results of
the country’s reputation, whether it is deserved (caused by negative phenome-
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na in the country) or not (caused by lack of sufficient information). In the first
case, there is a need for the country to change its behaviour and carry out internal
changes radically. If the reputation is negative, but undeserved, there is expedi-
ency in a demonstration (product trial), tourism promotion, and increase in goods
and services exports, diplomatic and business visits, cultural and sporting events.

There is a close relationship between culture and brand. The target audi-
ence perceives any territory brand as a symbolic embodiment of a country, city
or region. Since each geographical area has its own unique culture, the brand,
being part of the particular culture, at the same time becomes a kind of its
broadcaster. It results in the cultural component impact on the brands’ con-
sumer. Thus, in its “summative” aspect, culture becomes a set of material, ideal
and spiritual values, representing a specific state of society. In other words, it is
a particular characteristic, a community’s parameter.

From the cultural point of view, the nation brand is a country’s nation-
al spirit and cultural values manifestation. It promotes the people’s national
identity, embodies the harmony of the state’s tangible and intangible assets,
and indicates the level of the country’s cultural industry development. That is
why cultural brands play a leading role in nation branding today. These brands
are actively used to demonstrate the state’s cultural values and their dissemi-
nation (Tul’chinskii, 2013, pp. 9-10).

However, the 215t century active involvement of culture in international
relations has lead to the change in the very concept of culture. It has become
a hybrid construct when the same perception and understanding of culture op-
erate within the nation state and international organisation (local — state — re-
gional — global level) with almost the same form been explicated externally on
the international arena (building an international image, implementing cultur-
al diplomacy, developing cultural collaboration, etc.). With culture being a vital
element, nation branding has become an inseparable part of many countries’
modern political practice (the USA, Great Britain, Japan, France, Spain, Germa-
ny, the Netherlands, Poland, etc.).

In this context, culture and heritage is a criterion for the states internation-
al indexing. These are the Nation Brand Index and the Country Brands Index,
which are considered to show the states’ reputation level. The first one uses six
criteria for brand indexing, such as tourism, exports, governance, culture and
heritage, tourism, and immigration/investment. The second one addresses to
the hieratical model of the brand evaluation, such as awareness, knowledge/
acquaintance, associations, thoughts, decision about visiting, the respondent’s
desire to share his/her knowledge about the country.

The Nation Brands 2020 results demonstrate the general decline in the na-
tion’s reputation perception with some countries retained their leading posi-
tions and others marked by gains and losses. In spite of COVID-19 pandemics,
Germany tops the list and ranks #1 out of 50 nations, the UK gains the second
position, then there go Switzerland, the USA, Canada, Singapore, Japan, Den-
mark, France, and the Netherlands (pic.1).

Pic.2 shows how the leading countries are allocated on their sub-categories
rating results. With paying attention to the “culture and heritage” criterion that
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includes such factors as being influential in arts
and entertainment, food the world loves, a great
place to visit, rich heritage, an appealing lifestyle,
leadership in sports, we may see that Italy tops the
list of 2020 culturally branded countries, the sec-
ond position goes to France, the UK occupies the
third position, then there go Germany and the USA.

In turn, the Nation Brands Index, having been
held for more than 15 years with “culture and her-
itage” being one of the global state reputation’s
decisive criteria, contributed to the EU countries
made culture a key objective of their soft power as
the one benefiting to a strong nation brand.

In 2016, the European Union approved a new
strategy for international cultural relations devel-
opment, with culture been given a special role. The
EU was responsible for the innovative methods of
cultural diplomacy development, for cooperation
in the field of education and science, for intercul-
tural dialogue building. The adopted strategy’s key
objectives include (European Commission, 2016):

- to enhance the Member States and the EU’s
capacity to exploit the economic potential of the
creative industries sector, in particular, to stimu-
late the sustainable development model promotion
and to create favourable conditions for investment
and new jobs;

- to promote cultural policy both as a factor
of peace and social and economic development in

the third countries and as a tool for preserving diversity and cultural pluralism;
- to make the EU a stronger global player in the international arena, to use
more effectively the historical levers of European “soft power”.
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Later in March 2017, Florence hosted the first G7 International Summit on
Culture, with the Florentine Declaration signed. It is a basic document that
enshrines culture as a tool for dialogue between peoples that can help coor-
dinate actions to strengthen the cultural heritage protection ("Europa Nostra
Welcomes", 2017).

Based on the analysis of various strategies and declarations in the field
of culture, we may conclude that today’s culture structurally includes all the
“peaceful” means of implementing domestic and foreign policy.

Ukraine has not stayed away from these processes. On 1 February 2016,
the Cabinet of Ministers of Ukraine approved the “Long-term strategy for the
Ukrainian Culture Development”. It is aimed to ensure the leading role of cul-
ture in building the future of Ukraine, including all forms of art, cultural ex-
pression, cultural heritage and cultural industries, ...which will lay the cultural
policy basis of the European level democratic state for the next ten years. The
strategic priorities particularly include (Kabinet Ministriv Ukrainy, 2016):

— development of cultural exchange, cultural diplomacy and means of
a national culture promotion;

— support for both governmental and non-governmental initiatives that
contribute to building and promoting Ukraine’s image as the country with orig-
inal historical culture and a strong creative potential;

- study and adaptation of the international expertise;

- the widest possible presentation of the Ukrainian culture in interna-
tional dialogue programmes;

- creation of a special institute for spreading Ukrainian culture globally,
cultural diplomacy development and international programmes implementa-
tion.

This “Long-term strategy for the development of Ukrainian culture” has re-
sulted in establishing the Ukrainian Institute (Ukrainian Institute, n.d.), which
is an expert, sustainable and authoritative organisation with playing a system-
ic role in the international representation of Ukraine through the potential of
culture. The main tasks of the Ukrainian Institute are:

- raising recognition of Ukraine through the disseminating knowledge
about Ukraine;

— popularisation of the Ukrainian language and culture abroad;

- building international dialogue by supporting international exchanges,
ensuring Ukraine’s participation in cooperation projects in the field of creative
industries, culture, education, science, economy, etc.;

- dissemination of the Ukrainian experience in developing a civil society,
state formation, commitment to the values of freedom, democracy, national
unity.

With Ukraine ranked 55" one according to the Nation Brands Index 2020,
the Ukrainian Institute has recently carried out a comprehensive project “Re-
search on the perception of Ukraine abroad” (Ukrainian Institute, 2021). For the
first time, through in-depth expert interviews with foreign institutions repre-
sentatives in the field of culture, education, science, civil society, and local and
central government, diplomatic corps, international organisations, etc., it has
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studied the attitude and expectations of the foreign audiences to Ukraine, the
culture and opportunities for cooperation, their awareness of modern culture
and cultural heritage of Ukraine. In total, the study covers seven countries —
France, Germany, Poland, the USA, Japan, Turkey, and Hungary.

On 24 March, 2021, the Ukrainian Institute presented some results from
this series of researches, revealing the attitude to and a level of awareness about
Ukraine and Ukrainian culture in Japan, the United States and Turkey. The “An-
alytical Report: Perception of Ukraine Abroad” shows that when it comes to
awareness, interest, general characteristics of the Ukrainian culture, respond-
ents note that (Ukrainian Institute, 2021):

- in general, they perceive Ukrainian culture as Eastern European culture;

- sometimes refer it as being a part of the post-Soviet one;

- point out Ukrainian cuisine, as food/cuisine is now gaining momentum;

- emphasise the generally insignificant awareness of Ukrainian culture
and blurred images;

— express a special narrow interest in and demand for Ukrainian culture;

- state that supply creates its own demand, due to lack of information
about Ukrainian culture, nothing peaks the interest.

Conclusions

In the context of globalisation, building a nation brand and national im-
age is a complex process that requires comprehensive research and analysis.
Based on a territory’s positive image, nation branding is aimed at conveying
the idea of the state’s uniqueness and attractiveness to the target audience,
both domestic and foreign. The successful nation branding allows not only to
improve the external image of the country, but also to increase the level of the
state’s political influence in the international arena, strengthen international
ties and partnerships, stimulate a sense of national identity, and increase its
overall competitiveness.

Culture seems to be the most effective means of influence in the long run,
including in the political sphere, not addressing violent methods or unconven-
tional methods of pressure on public relations. Moreover, in the context of de-
veloping international cultural relations, culture is a priority in the national
strategies of the state and regional organisations.

The Nation Brands Index shows that leading states worldwide pay special
attention to the “culture” component as a tool for their nation branding now-
adays. Culture is considered a driving force in building a positive international
image and nation brand, more and more countries, including Ukraine, are de-
veloping new strategies for strengthening and promoting their cultural brand,
addressing to innovative methods of cultural diplomacy development, broad-
ening international cultural relations.

Thus, symbolism, language, cuisine, patterns of behaviour, historical her-
itage, arts — all this is an inexhaustible resource of the nation’s cultural poten-
tial, aimed at consolidating society within the state and creating a favourable
country’s image abroad. Therefore, culture is becoming an important tool for
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nation branding. It is one of the most important modern policy tools, both do-
mestic and foreign, promoting a positive image of the country abroad, result-
ing in the state’s reputation increase on the international arena and raising
its political influence and global recognition within international interaction,
distinguishing the country on the world arena.
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KVJIBTYPA K IHCTPYMEHT HALIIOHAJIbHOI'O BPEHJHI'Y
B CUCTEMI MDKHAPOJHOI B3AEMO/II
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Kandudam kynemyponoeii, doyenm,

ORCID: 0000-0003-1785-9607, bel o@ukr.net,

Kuiscokutl HayioHanvHUll yHigepcumem KyJaemypu i Mucmeyms,
Kuis, Ykpaina

MeTa JOCTiIKeHHS TOJISITa€ y 3’ICYBaHHi POJIi KyJIbTYPH SIK iIHCTPYMEHTY ITOOYIYBaHHS
HaIliOHAJIbHOTO OPEeHAMHIY, a TaKOX PO3BUTKY Ta IMPOCYBaHHS HAaIliOHAJIbHOTO OpeHOy
B IVI00QJIbHOMY KOHTEKCTi HallioOHa/IbHOT'O IMCKYPCY, 33151 YOT'0 IPOBEIEHO CHCTEMATH3alIIi0
TIOHSTH «HAI[iOHATbHMIT OPEHAVHI» i «HAlliOHaJIbHMI OpeHI», a TAKOXK aHa/li3 TeOPEeTUUHUX
Ta MPaKTUYHMUX acIeKTiB (OpMyBaHHS SIK HalliOHAJbHOIO, TaK i KyJbTYPHOTO OpeHOy Ta
iMimKy KpaiHu B KOHTEKCTi peasisallii Mi>kHapomgHO1 B3aeMoii. MeTo0/IOTisT JOCTiIsKeHHST
TIOJISITA€ Y BUKOPUCTAHHI 3arajJbHUX METO/iB eMITipMUYHUX i TeOPeTUUHUX NOC/TiIKeHb, 1110
6a3yIOThCS Ha aHaJli3i, CMHTEe3i Ta KOHKPeTu3allii, i 3BOASITHCS 10 PO3IVISIY Ta Y3araJlbHEHHS
OTPUMAaHMX Pe3Y/IbTATIiB i3 METOIO PO3KPUTTS 3HAUEHHS (haKTopa «Ky/IbTypa» Y GopMyBaHHi
HalliOHAJIbHOTO OPEeHIMHTY Jep>KaBy SIK 30BHIIIHbO OPi€HTOBAHOIO (PEHOMEHY;, 1110 B YMOBaXx
MikHapogHOi B3aemofii Hamae iHdopmario mpo Te, Ko € KpaiHa. HaykoBa HOBM3HA
IOCTiIKEeHHS TI0/ISITaEe y 3’SICYBaHHi POJIi KyJIbTYPHOI KOMIIOHEHTM (DOPMYBaHHS OpEHINHTY
JepskaBU B KOHTEKCTi «JlepskaBHOI MOMiTHKM Y chepi HaIliOHATbHOTO GPEHIMHTY», aHai3i
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CKJIa[IOBOI «KyJIbTypa Ta CHAALIMHA» SIK KPUTEPIiI0, M0 BIUTMBA€E HA POPMYBAHHS CBITOBOTO
pemnyTailiitHoro peitTunry «Nation Brands», a Takosk po3misifi «I0BroCTpOKOBOI cTpaTerii
PO3BUTKY VYKpPaiHChKOI KyJIbTypu» SIK Bici moOygyBaHHS HAalliOHAJILHOIO OpeHOy Ta
MIDKHApOAHOTO iMiJixKy YKpaiHM B KOHTEKCTi pO3BUTKY KY/IbTYPHOI IUTIIOMATii Ta peasisanii
MIDKKY/IBTYPHOTO [iafiory. 3BepHEHO yBary Ha pe3yabTaTu «IOoCTigKeHHS CIPUNRHSITTS
VkpaiHu 3a KOPHOHOM» SIK TMOKa3HMKA CBiTOBOi 0Oi3HAHOCTI MPO YKPATHCBKY KYJIbTYPY
B aCITeKTi HAIliOHAJIbHOTO OpeHTyBaHHS. Y BUCHOBKAX 3a3HAYAETHCS, IO ChOTOAHI B CUCTEMI
MIDKHApOAHOI B3aeMOZii KylnbTypa — Ky/AbTypHa CHajlMHA, KyJbTypHE Pi3HOMaHITTS
Ta KyJIbTYPHMII TOTeHIiaJ KpaiHu — HabyBae BeJIMKOTO 3HAUEHHSI caMe SIK iHCTPYMEHT
(opMyBaHHSI HAIliOHAJBHOTO OpeHAY Ta € HaiibiabIl e(eKTUBHMM 3aCOO0M CTBOPEHHS
MO3UTMUBHOTO MiKHAPOAHOTO iMiIXy KpaiHM y IOBIOCTPOKOBIili MepCreKTMBi. YCmiliHMUi
OpeHOVHT JepsKaBy MO3BOJISIE MiABUIIUTY PiBEeHb il MOMITMYHOrO BIUIMBY Ha MisKHAPOIHiit
apeHi, SMiLTHUTY MiXXKHApPOLHI 3B’I3KU TOLIO.

Kniouosi cnosa: xynbTypa; Hal[iOHAJIbHMII OPEHAVMHT; HAIl[iOHAJbHUIT OpeHn;
MIDKHApOIHMIT iMiK; KyJabTypHUIT OpeH[ KpaiHu/mepskaBu; MiKHAPOAHI BiHOCUHU;
MiKHaApOJIHA B3a€EMOJiS1; CTpaTErisl PO3BUTKY YKPaiHCbKO1 KyAbTypH
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Llenp mcwienoBaHusl — OINpeNeNNTb POJIb KyJAbTYPbl KaK MHCTPYMEHTA I1OCTPOEHMUS
HAlMOHAIBHOTO OPEHJIMHTA, & TAaKKe Pa3BUTUSI U MPOABUKEHUS] HALIMOHATBHOTO OpeH[ia
B NI06QJTbHOM KOHTEKCTe HAIlMOHATBHOTO IMCKypCa. [ AOCTVKEHNUS TTOCTaBJI€HHON 11e/n
MpOBeJIeHa CUCTEMATU3AIUS TIOHITUI «HAIMOHAIbHBIN OPEHAVHT» U «HAIMOHATbHbIN
O6peH[», a TakKe aHAIU3 TEOPETUYECKUX U MPAKTUUECKUX ACTIeKTOB (HOPMMUPOBAHMS KaK
HAlMOHATBHOTO, TAK U KYJIbTYPHOTO OpeHAa U MMU/IKA CTPAHbI B KOHTEKCTE peaau3alun
MEXIYHapOOHOIO  B3auMMOZeNCTBMSI.  MeTomosoruss  MCCIeNOBaHMSI — 3aK/IHOYAeTCs
B MCIIOJb30BAHUM OOIIMX METONOB SMIIMPUUYECKUX U TEOPETUUECKUX WCCIIeTOBAHUN,
KOTOpble 6a3MpYIOTCSl HA aHalKu3e, CMHTEe3e ¥ KOHKPeTM3aluuM, U COLepskaTcs B aHalu3e
1 060061IeHUY TTOTYYEHHBIX PE3Y/IBTATOB C I[EIbI0 PACKPBITUS 3HAUEHMST (DaKTOPa «KYJIbTYypa»
B ()OPMUPOBAHNY HAIMOHAIBHOTO GPEH/IMHTA rOCYJapCTBa KaK BHEIIHE OPYEHTUPOBAHHOTO
(heHOMEHA, UTO B YCIOBUSIX MEKIYHAPOHOTO B3aMMOJECTBUS IPEIOCTaBIsIeT MH(OPMAaIINIO
0 TOM, KaKO¥ SIBJIIeTCsl cTpaHa. HayuyHast HOBM3HA COCTOUT B OIIpeZie/IeHUI POJIU KyJIbTYPHOM
KOMIIOHeHTbl (opMMpoBaHMsI OpeHAMHra rocygapcTBa B KOHTeKcTe «[oCymapcTBEHHOI!
MOMUTUKY B cepe HAUMOHATBHOTO OpPEHIMHTa», AHAIM3e COCTABJISIONIEN «KYIbTypa
U Haclenue» Kak KPUTepusl, BAUSIONIEro Ha (GOpMMUPOBAHME MUPOBOTO PEIyTal[MOHHOTO
pefitunra «Nation Brands», a Takke paccMoTpeHUM «JI0JTOCPOUHON CTpATETMM Pa3BUTHUS
YKPAMHCKOH Ky/IbTYPbI» KaK 0CY (OPMUPOBAHVS HAIIMOHATHHOTO 6PeH/1a M MEXAYHAPOTHOTO
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UMMIKa YKpauMHbl B KOHTEKCTE Pa3BUTUSI KYJAbTYPHON IOUILIOMATUM U Deaau3aluu
MEXKY/IbTYpHOTO nuanora. O6paimieHO BHMMaHMEe Ha pe3yabTaThl «llccnemoBaHus
BOCTIpUSITUST YKpauHbl 332 PyOeKoM» Kak IOKasaTesis MMUPOBOI OCBEJOMJIEHHOCTU 00
YKPaWHCKOI Ky/IbType B aclieKTe HAI[MOHAJIbHOTO OpeHaMHTa. B BhIBOAX OTMEUaeTcsl, UTO
CEerofiHsI B CHCTEME MeKIYHapOJHOTO B3aMMO/IECTBMS KylIbTypa — KyJAbTYPHOE Hac/iefue,
KyJIbTYpHOE MHOrOOOpasue ¥ KyJIbTypHBI/ TOTEHIMAJ CTpaHbl, — MpuobperaeT BCE
60JbIIIOE 3HAYEHNE, 2 UMEHHO CTAHOBUTCS MHCTPYMEHTOM (hOPMUPOBAaHNS HALIMOHATBHOTO
6peHga u sBisieTcss Haubosnee 3GGEKTUBHBIM CPEACTBOM CO3JAHUSI TOJIOXKUTETHHOTO
MEeKIyHapOIHOTO MMU/IKa CTPaHbI B TOJITOCPOYHOI MepCreKTuBe. YCIelnHOe MOCTPOeHe
OpeHJMHra TOCyapCTBa IMO3BOJISIET MOBLICUTh YPOBEHb €0 MOJUTUYECKOTO BIUSIHUS HA
MeXIyHapOIHON apeHe, yKPeuTh MeXKTyHapOHbIE CBSI3U U T. II.

Kniouesbie cnosa: KynbTypa; HAUMOHAIbHBIN OPEHAVHT; HAIMOHAIbHBI OpeHI,;
MEXAYHAPOIOHBbI VMUK, KYJbTYPHBIM OpeHA CTPaHbl/TOCYapCTBA; MeKIyHapOAHbIe
OTHOIIIEHUSI; MEXKIYHAapOJHOe B3aMMOAENCTBUE; CTPATeTUs pa3BUTUSI YKPAUHCKON
KYJBTYPbI
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