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MM smﬁsts support f:he idea @hat 'the investment attractiveness of the region is a complex
economic category, on the basis of which is formed the complex characteristic of capacity of the

ion to aftract capital (financial, infi_\xstrial, intellectual, social, etc.). We have selected a number of
theoretical approaches to the dc_ﬁnmon of "investment attractiveness of the region": investment,
integrated, environmental, factorial, marketing.

Marketing of territories is a new marketing paradigm that is based on a competitive market
ideology of all levels of territorial administration. The concept of territorial marketing in its
classical conception is a promising and effective means of modemization of temitorial
administration, a powerful tool for creating competitive advantages of the region. The marketing
approach assumes orientation of control subsystem of territorial control system on the customers’
nceds (population, business, investors, visitors, tourists, etc.). So marketing approach to the
investment area in general, and investment attractiveness in particular, anticipates the transition to
long-term system management of investment activity, in the basis of which are client-orientation
and partnership, a clear definition of target audiences and their necds, formation of a flexible
tegional investment policy, usage of both traditional and non-traditional tools of increase,
perpetuation, and even decrease, of investment attractiveness.
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Investment attractiveness "is not just attractiveness of the investment object, it is appeal of y,
snvostment object vendot . [4} in our case - the an_ractxvene'ss of the Tegion. Investmen
attractiveness expresses the satisfaction level of e?cpef:tahgns of mvgstment activity subjects of
universal conditions of investment projects realization in the region. Thcse conditions are
established, formalized, modified, "protected” and governed by temtona_l authorities, thejr
specificity is determined by “traditions and practice of economic and social relations of the

territorial community" [5].
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