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Subject of research: the use of museum services as a component of image and investment attractiveness of the ter-

ritory.

Purpose of research: The research aims at analyzing museum services as both tangibles and intangibles, the use of 

which increases the competitiveness of the territory.

Methods. The research is based on studying, analyzing and systematization of information from theoretical sources 

on the subject of research and presentation of the authors’ approaches.
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Results. This research work considers current approaches to museum services marketing as a part of the territories’ 

image. Main approaches to the essence of museum services are examined. The kinds and objects of museum services 

are examined, the fi nancing models are considered. The role of marketing and its tools in the activities of a museum are 

revealed.

Scientifi c novelty. Theoretical foundations of the museum services development through museum marketing are 

elaborated.

Key words: museum, museum services, territory marketing, image of a territory, museum services marketing, museum 

marketing.
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