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The creation of the brand of the Eurasian economic union - important strategic direction of increase
of competitiveness of the goods of the states parties

Y.P. Ten

In the system of the world economy territorial brands are the important factors promoting
the territory, activating brands of goods and services of various companies and organizations,
localized within a specific geographical, administrative and economic community. Territory brand —
the highest manifestation of emotional preferences of a consumer, aimed at building a ranking of the
region through the creation of competitive advantage and an asset of the regional economy.
Creating a positive brand EAEU will be an important step in the process of increasing the
competitiveness of goods and services of the participating countries in the economic sphere of
international relations.
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