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Ormeueno, ato 8 KHP KYJIBTYPHBIN OPEHIMHT PETHOHOB BHICTYIIAET MTHHOBAIMOHHBIM MEXaHU3MOM TOBBIIIEH IS
KOHRYPEHTOCIIOCOOHOCTI PETHOHAIBHOI KyIBTYPHOIT MHIYCTPHT 1 pasBiTist Teppuropuii B ienom. Camo sipiienne
B Hurae mojBepraercsi TIaTeIbHOMY HAYYHOMY AHAJIM3Y, KOTOPBI HPEIIICCTBYET paspaboTKe PernoHalbHbIX
crpareruii, obIaaoMuUX onpeeleHHol cnenudukoii. [lan aHajin3 COBPEMEHHOTO COCTOSHUS, TOTEHI[HATBHBIX
BOBMOKHOCTEH 1 crienudukn KyaprypHOro Gperpinara B npoputinn Ligsacy KHP. Tlokrasano, 9to RyapTypHbIii
openy «Hynecnprii 1asmcy> sBigeres ogimm u3 BIMATEILHBIX perronansibix openyios KHP. OcriopbiBasics ma
GoraToM KyJIBTYPHO-HCTOPUYECKOM HACIENH JIORAIbHO-PErHOHAIBHBIX KyabTyp Llgunbianu, Yy, Xawn, By,
Lsamnxaii, MOpCKOil KyabTypbI, KyIbTYpibiii Opemn Lzsaincy obaanaeT cToMKIMI OTIHINTEIBHBIMI 0COOCHHOCTS-
MH U BBICOKOI KOHRYPEHTOCTIOCOOHOCTHIO HA BHYTPEHHEM M MERIYHAPOTHOM phiHkax. Ryabryphsiii 6pern «y-
aecublii L3saney» BHOCHT 3HAYUTENIBbHBLT BRIAA B €0 KOHCOIUJALMHE CTPAHbI I HAPALMBAHUA «MATKOIl CHIIbL>
RUTaficRoil KyTbTyphl. B 1enax ypermaenus MesRIyHApOIHOil MPUBIERATETFHOCTH PETHONANBHOTO RYIBTYPHOTO
Opena niposunimn 13saHcy, ¢ OfHOI CTOPOHBI, paspabaThIBalOTCA WHHOBAIMOHHBIC KYJIBTYPHbBIC HPOIYRTHI,
COYETAIONIIE MUPOBDIC JOCTHKCHIA KYJIBTYPBI U TPATUIIOHHBIC 0COOCHHOCTH KHTAICKON KYILTYPbI, a ¢ Apyroit
— pacumpseres MesRRYJIBTYpHOe B3aumojieiictaie B popMe KYJIBTYPHBIX 0OMEHOB TBOPYECKHME KOJUIEKTHBAMM,
TPOAYKTaMU U T. 1., KYIBTYPHOI Ppelpe3eHTaIl, COTPYIHUYCCTBA B KYJIBTYPHOI M TyMaHUTapHOIil cepax.
BoisBiens ciejiyionye OrMInuTelnbble YepThl KUTACKOI CTpaTernn nocTpoenns KyJIbTypHOro Gpenjia pernona:
rapMoun4ioe coyeTanne TPl 1 NHHOBALMM, IIPOABUKCHNE KUTAIICKOI1 RYJIBTYPbl BO BHCHIHII MU, aKTHBLOE

© Hu llzaousao, 2018 76



[Tonutonorus
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It is noted that in the PRC cultural branding of regions is an innovative mechanism for increasing the competitive-
ness of the regional cultural industry and the development of the territories as a whole. The very phenomenon in
China is subjected to a thorough scientific analysis, which precedes the development of regional strategies with
specific characteristics. An analysis of the current state, potential opportunities and specificity of cultural brand-
ing in Jiangsu Province of China is given. It is shown that the cultural brand “Wonderful Jiangsu” is one of the
influential regional brands of the People’s Republic of China. Based on the rich cultural and historical heritage of
the local-regional cultures of Jinling, Chu, Han, Wu, Jianghai, maritime culture, the Jiangsu cultural brand has
persistent distinctive features and high competitiveness in the domestic and international markets. The cultural
brand “Wonderful Jiangsu” makes a significant contribution to the consolidation of the country and the “soft
power” of Chinese culture. In order to increase the international attractiveness of the regional cultural brand of
Jiangsu Province, on the one hand, innovative cultural products are being developed that combine world cultural
achievements and traditional features of Chinese culture, and on the other, intercultural interaction in the form
of cultural exchanges with creative leams, products, elc. is expanding., cullural representalion, cooperation in
the cultural and humanitarian spheres. The following distinctive features of the Chinese strategy of building a
cultural brand of the region are revealed: a harmonious combination of traditions and innovations; the promotion
of Chinese culture to the outside world, the active implementation of foreign cultural innovations and resources.
Cultural branding is an innovative mechanism for China’s regional policy, requiring detailed research

Key words: culiural branding; image of regions; cullural industry; “ soft power” of cullure; Jiangsu Province; China;
Chinese regions; strategy; interaction; innovative inechanism
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