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M.V. Vikhoreva 

TYPES OF MARKETING FEATURES OF APPLICATION  
OF BY TERRITORIES 

Marketing types depending on the nature of demand concerning such object as 
territories are considered. The concrete examples from practice of marketing of terri-
tories testifying to opportunities of use of various tools and mechanisms of typology 
of marketing in relation to territorial formations of various level are reviewed. The 
author places emphasis that various variations of a remarketing, including are most 
widespread in a rebranding format. 

The theory of life cycle of goods for an illustration of vectors of realization of 
various types of marketing is attracted to optimization of demand for territorial prod-
ucts, both real, and potential, as in a case with the developing marketing. 

Keywords: marketing types, territorial products, life cycle, remarketing, re-
branding. 
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