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Abstract

The article discusses the visual identity system of the territory in today's reality, against the background
of growing urbanization, city branding as a strategic process of creating a unique brand image and its
important aspect, the concept of city awareness - identity. The design criteria integrated into the city
branding structure and the specific factors involved in their formation are determined. Appropriate
conclusions are made and the probable prospects for the development of smart city branding platforms
in the evolution of urban space are outlined.

Keywords: Identity, brand, corporate style, territorial branding, smart cities.


