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The ideological basis of the modern marketing concept (the classical approach) is that the consumption of goods should lead to the enhancement of well-being in the long run, not only for a specific consumer, but for society as a whole.
 The basis of the marketing concept is a product, which includes anything that can be offered to a market to satisfy certain needs and desires, including services, goods, events, organizations, information, places and territories [29]. 
There is an opinion in the scientific community that the principles of marketing are the same for different objects, i.e. marketing in an organization is the prototype of marketing for any object to which the marketing approach is applied, including territories [7].  
Vazhenina I.S. and Vazhenin S.G. suggest considering the territory as a mega-enterprise, which functions as an independent agent of economic interaction and is based on a number of political and economic prerequisites. Firstly, the territory is viewed as a holder of a large property, which is the material basis of territorial independence; secondly, there is an established detached holistic territorial economic interest; Thirdly, at the present time the territories have an established system of institutions that provide the conditions for their functioning as independent economic units [4].
Like any scientific concept, the territorial marketing is experiencing a "disease of growing up", which manifests itself in terminological confusion and the absence of consistency. From the research that has been conducted it is clear, that there is no uniform approach to definitions of "territorial marketing" concept. 
The analysis of scientific judgments of both domestic and foreign researchers made it possible to distinguish eight basic approaches - research and audit, transformational, market, motivational-social, ideological, planning and managerial, complex-instrumental, subject-oriented.
The supporters of considering territorial marketing from the perspective of the research and audit approach Morrison A., Vugd J., Lobova S.V. suggest interpreting territorial marketing as applied research field on the basis of accounting and analysis of territorial development factors.
Theoreticians of the transformational approach - Chechulin A.V. and others [25, p. 7] focus their attention on promoting the formation of a positive image of the territory, changing opinions about the territory and, as a consequence, creating a new image of the territory.
Supporters of interpreting territorial marketing from the perspective of the market (factorial) approach - Lavrov A.M., Surnin V.S. [13.], Polyakova T.V. [20], Yazykova P.V. [25], Koshevarova E.R. [11] represent "territorial marketing" as an element of the system of market relations, as a market factor; a market-oriented system with inherent internal and external exchange in it.
Motivational and social approach to the definition of the concept of "territorial marketing" - Deffner A. [27], Bashmakov D.V. [3] promotes the consideration of "territorial marketing" as a factor in the identification, satisfaction, formation and development of needs; attracting tourists; creation of the cultural industry.
Group of authors Kulikova E.S. [12], Frolov D.P. [22], Vozenina I.S. [4], substantiate their understanding of territorial marketing with an ideological component, based on the sustainable economic development of the territory.
Kotler F., Rein I., Haider D., Metaksas T. [15, p. 43-44], Frolova D.P., [22], Girard V., [29], Belyaev V.I., Bocharov S.N., Goryaninskaya O.A., Malakhov R.G. [16], adhere to the planning and management approach to the interpretation of territorial marketing and state that it contributes to strategic and tactical planning of the territory, the design of a place with improved living conditions for the population, and also develops a policy of forming internal advantages of the territory (region).
Supporters of the complex-instrumental approach - Knyazeva I.V., Shevtsova E.V. [17, p.36], Panaseikina V.S., [19], Kiryanko A.V., [8], Komarov S.V. [9], Chechulin A.V. [24], Agalarova E.G. [1], Vizgalov D.V. [5] view territorial marketing as a set of tools, actions and events.
Pankrukhin A.P. focuses attention on fulfilling the interests of internal subjects of the territory and, thus, is a supporter of the subject-oriented approach [18]. 
It should be noted that there are no fundamental contradictions between the examined scientific views on the definition of "territorial marketing", the highlighted approaches complement each other and contribute to a conceptual understanding of the definition and the identification of characteristic features.
For an objective logical understanding of the definition, it is appropriate to propose an integrated approach to the definition of "territorial marketing", which includes a combination of research-audit, transformational, market (factor), motivational-social, ideological, planning and managerial, complex-instrumental and subject-oriented approaches . From the position of the integrated approach, the following definition is proposed:
Territorial marketing is a type of management activity aimed at the socio-economic development of the territory by identifying, satisfying, forming and developing needs, as well as enhancing the competitive advantages, tourist and investment attractiveness that facilitates the transformation of opinions and perceptions of the territory on the basis of engagement between government, business and civil society in order to improve the living standards of citizens. 
The study of approaches to the consideration of the essence of "territorial marketing" confirmed the adherence of specialists to distinguishing two vectors of its application:
the management vector (Pankrukhin A.P., Gaponenko A.L. [18, p. 480], Karpova T.Yu., Sachuk T.V. [21, p. 23-24]) is a tool for managing the territory, where the territory is regarded as an administratively and geographically isolated space that is subordinate to a certain authority that has the necessary set of powers and resources for their implementation.
the vector of economic nature (Atamanova E.A., Oschepkova M.D. [2],  Kotler F., Lee N. [10, p. 22-32], Asplund K., Rein I., Haider D. [15, p. 44]) is a purely economic procedure, which mainly amounts to advertising the territory [30]; highly specialized activities of the territorial authorities, which have very specific goals, for example, attracting investments, ensuring competitiveness, promoting the interests of the territory, etc. 
The scientific literature emphasizes the fact that territorial marketing, depending on the "depth" of integration of the marketing paradigm in the system of managing the territorial development, can be considered in a narrow and broad sense [22].
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Figure 1 – Territorial marketing depending on the "depth" of integration of the marketing paradigm in the system of managing the territorial development

Territorial marketing in a broad sense implies a certain philosophy, which is based on the ideology of interaction between government, business and civil society that fosters the formation of territorial identity as a specific ideology, which prioritises the needs, interests and values of stakeholders. 
At the same time, the territory is viewed not only as an aggregate of separate economic entities, social systems, public entities which periodically interact with each other or with the external to the region environment as necessary, but as a single socio-economic system with clearly defined general goals and directions of its development.
In this case, the general goal of territorial marketing is to increase the competitiveness of the territory as a result of improving the living standards of its population. 
In a narrow sense, territorial marketing is interpreted as a distinct function of strategic territorial management, fostering the formation of a territory brand, creating a positive image for increasing the promotion of local products to foreign markets, attracting tourists and investors, and, as a result, increasing the competitiveness of the territory. 
The main difference between these views lies in the fact that a broad interpretation of territorial marketing implies that it is attributed to one of the elements of the territorial management policy that is realized through solving a set of tasks by using special methods, instruments, forms and channels of influence for its comprehensive improvement based on three its main purposes: as a place of residence, a place of rest and recreation and a place of business (investment, production, extraction and processing). 
Thus, the existing definitions of territorial marketing, approaches to its consideration and meanings of the definition make it possible to attribute it to one of two basic concepts: a philosophical-ideological-market or managerial-organizational concept.
Territorial marketing is a new form of "cognition" of the territory, developing a system of its unique characteristics and specific features, based on the principle of the self-identification of an individual as a member of the territorial community. 
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