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The concept of the social-oriented management system is defined by author in the work. The structural–
functional approach is used to analyse of characteristics of the social-oriented management system. The conceptual
characteristics of social-oriented management system are defined: the efficiency of system relations; the openness of
system relations; quality of system management; strategic sustainability of system relations.
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The basic theoretical aspects of territorial marketing of Ukraine and the Donetsk region are considered. The
possibilities and conditions for the formation of positive image of regions are disclosed.
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