—
N

YHIBEPCHUTET
NIHTHHCBKOTO

MiHicTepcTBO OCBITH | HAyKu YKpaiHu

HepxaBHun 3aknapg
«lMiBgeHHOYKpaiHCbKUIA HaLiOHaNbHUM NegaroriyHum
yHiBepcurter imeHi K. [1. YwmHcbKkoro»
Kadenpa NnoniTUYHUX HayK i NpaBa
LleHTp couianbHO-noniTuYHMX gocnigxeHno «Politicus»

P
e

X m—

- .A ‘I-
X 4 < N
£ -
- NRBL T 4 2
1 Yoi ”

o« D

. &Y X BCEYKPATHCbKA PN

' HAYKOBO-NPAKTUYHA KOH¢EPEHLIISI" %

3 MDKHAPOAHOIO YYACTIO! = ¥
»-'5 £ "

CYYACHA VKPAIHCbKA
AEP)XABA:

BEKTOPU PO3BUTKY
TA LWASXU MOBIAI3ALII PECYPCIB

=l 3O KBITHA 2026 /D, ———



MIHICTEPCTBO OCBITU 1 HAYKHU YKPAIHU

JTEP)KABHUM 3AKJIAJ]
«MIBAEHHOYKPATHCHKHM HAIIIOHAJIBHUM TEJAT OI' TYHUA
YHIBEPCHUTET IMEHI K. . YHHUHCBKOI' O»
KA®EJIPA MIOJITUYHUX HAYK I IPABA
HEHTP COLIAJBHO-TOJITUYHUX JOCJIIIKEHDb «POLITICUS»

X BCEYKPAIHCBKA HAYKOBO-IIPAKTUYHA
KOH®EPEHIIA

3 Mi’)KHAPOJAHOIK YYaCTIO

CYYACHA YKPAIHCBKA JEPKABA:
BEKTOPU PO3BUTKY TA HLJISAXHU
MOBLJII3ALII PECYPCIB

30 keimus 2026 poxy




X BceykpaiHchka HayKOBO-IIPAKTHYHA KOH(EPEHList 3 MKHAPOTHOIO Y4aCTIO

. «CyuacHa ykpaiHcbKa JiepikaBa: BEKTOPH PO3BHTKY Ta LLIsXH Mobimi3auii pecypci»
30 keitHa 2026 pik

YIK 321(477)(063)
DOI: https://doi.org/10.24195/UKrainianState2026-10

Pexomenoosano 0o opyky Buenorw padoro Yruisepcumemy Yuuncokozo
(npomoxon 6io 28 mpasens 2026 poxy Ne 14)

CyuacHa ykpaiHCbKa Jep;KaBa: BEeKTOPH PO3BUTKY Ta ILIAXH MoOLIi3auii pecypcis :
marepianmu X BceykpaiHChkoi HayKOBO-TIPAaKTHUHOI KOH(EpeHIil 3 MIKXHApOJHOI YYacTo,
M. Opeca, 30 xBiTHs 2026 poky. Oneca : I3 «IliBaieHHOYKpaiHChKUI HalllOHATBHUHN MTearoriYHui
yHiBepcuteT imMeHi K. JI. YummHcbkoro», LleHTp comiaabHO-MIOTITHYHUX AOCTiKeHb «Politicusy,
2026. 583 c.

Peyenzenmu:
Kokopes O. B., mokrtop MHOmTHYHMX HAyK, OLEHT, B.0. 3aBimyBada Kadempu XypHATICTHKH, COIUaIbHUX
KoMyHikauii i [T-nipaBa [lepskaBHOTO yHiBEpCHTETY [HTENIEKTyalbHUX TEXHOIOTIH 1 3B SI3KY.
[Terinosa O. b., mokTop ¢inocodcrkux Hayk, mpodecop, mpodecop kadeapu GpinocoPchbKuX i COLiOMOTTUHUX
CTyqiil Ta comiokynsTypHHEX npakTuK /13 «IliBmeHHOyKpaiHCHKUIT HAIllOHABHUH MeAaroTiYHuil yHIBEpCUTET
imeni K. 1. YimHchKoro»
Opzanizauiiinuii Komimem KoHpepenyii:
Haymkina C. M. — 10kTOp MONITHYHKUX HAYK, Ipodecop, 3aBiyBay Kadeapu NOTITHIHUX HAYK 1 TpaBa
VYHiBepcuteTy YIHHCHKOTO;
My3uuenko I'. B. — mpopexTop 3 HaykoBoi poOOTH, JOKTOp MOJITHYHUX HAyK, mpodecop, mpodecop
kadeapu MoMiTHYHNX HAYK 1 IpaBa YHiBEPCUTETY Y IMHCHKOTO;
I'enikoBa H. I1. — mokTop monmiTHYHHUX HayK, podecop, mpodecop Kadenpu MOTITHYHUX HAYK i IpaBa
VYHiBepcuTeTy YIHHCHKOTO;
pono3a I. I. — kaHIUAAT MOJNITUYHMX HAYK, JOIEHT, JOICHT KadeApu MOJITUYHUX HAyK 1 mpama
VYHiBepcuTeTy YIIMHCHKOTO;
Kamenuyk T. O. — xaHAWIAT TOJITHYHUX HAYK, JTOIEHT, JAOIEHT Kadeapu MONMTHUIHUX HayK 1 mpaBa
VYHiBepcuteTy YIHHCHKOTO;
Tacky-CraBpe M. — 1OKTOp MONITHYHUX HayK, mpodecop, nmpodecop ByxapecTchbkoro yHiBepcUTeTy
(PymyHis);
XeBnypiani A. — mokTop Hayk y cdepi MikHApogHUX BimHOCHH, Tpodecop (akynpTeTy mpaBa Ta
MiXKHApOJIHUX BiTHOCHH, [ py3uHChKUH TexHIYHNH yHIBepcuteT (['py3is).

V 30ipHuKy MarepianiB X BceykpaiHChkoi HayKOBO-TIPAaKTUUHOI KOH(EpEHLIi 3 MIXKHAPOIHOI Y4acTiO
«CyuacHa yKpaiHChbKa Jiep)KaBa: BEKTOPH PO3BUTKY Ta IUIIXM MOOLII3AIlii PecypciB» MPEACTaBICHO Pe3yJIbTaTh
HAyKOBHX JIOCJI/PKCHb HAYKOBO-TICNArOriyHUX IPAIiBHHKIB, 3700yBayiB BHUIIOI OCBITH, MOJIOJMX HAYKOBIIB Ta
TMPaKTUKIB 13 BITYM3HSIHMX 1 3apyODKHUX 3aKJIA/IiB BUINOI OCBITH T4 HAYKOBUX YCTaHOB, 00 €JJHAHNX MPAarHEHHSIM JI0
OCMUCJICHHSI aKTyaIbHUX BHKJIMKIB JIeP>KaBOTBOPEHHS, CYCIITLHOTO PO3BUTKY Ta ITICIIIBOEHHOI BiOY/I0BH Y KpaiHH.

Marepianmu 30ipHHKa OXOIUTIOIOTH HIMPOKHH CHEKTP aKTyaIbHHX MpOoOJeM Cy4acHOl MOJIITHYHOL,
MIPaBOBOI, EKOHOMIYHOI Ta COIIOIYMaHITApHOI HayKd. Y HAyKOBHX JIOTIOBIMSAX 1 JOCIIIKEHHAX BHCBITIEHO
MUTAHHS PO3BUTKY Ta MOJEpHi3allii MOJITHYHUX IHCTHUTYTIB 1 TMPOIECIB CyYacHOI JIEpXKaBH, MPABOBUX Ta
EKOHOMIYHMX MEXaHi3MIB BiIOys0BH YKpaiHu, iHpopMmamniiHol Oe3nekn Ta MPOTHIIl TIOpUIHUM 3arpo3aM B
YMOBax T00anbHUX TpaHchopMalii. 3HauHy yBary NpuaiieHo (iocodCbKUM 3acagaM JIep>KaBOTBOPEHHS,
COILIJIbHAM TPaKTUKaM 1 MEHEKMEHTY COLIOKYJIBTYPHOTO PO3BUTKY, a TaKO)XK NMHTAHHAM €BpOIHTETrpallii,
TPaHCKOPZOHHOI CIIBIMpAIli, Mi>KHAPOTHUX MAPTHEPCTB 1 pETiOHABHAX CTPATEriii CTAIOr0 PO3BUTKY B YMOBax
CY4YaCHHUX MOJITHYHUX Ta COLIAIIbHUX 3MiH.

30ipHUK BigoOpaskae BUCOKHI piBEHb HAYKOBOI AMCKYCii Ta MKAUCIMIUTIHAPHOTO MiIXOLy A0 aHAIi3y
CYCHUIHHO-TIOJIITHYHUX TIPOIECIB, CIPHIE PO3BUTKY HAYKOBOI KOMYHIKaIlii Ta MIXIHCTHTYI[IMHOI CITiBIpalli.
Marepiaiu KOH(EpEHIli CTaHOBJIATh NPAKTHYHMN 1 HAYKOBUH IHTEpeC I JOCHITHHKIB, BHKJIAIadiB,
3100yBayiB OCBITH, IPEICTABHUKIB OPraHiB JIep>KaBHOI BJIaH, MiCLIEBOrO CaMOBpsITyBaHHs Ta (axiBLiB y chepi
MOJITUYHHX, IPABOBHUX, EKOHOMIUHHX 1 COLIIOTYMaHITApHUX HAYK.

Mamepianu nooano 6 asmopcuvkitl pedakyii. 3a 3micm ma 00CMOGIPHICMb HABEOeHUX (aKkmie, yumam i OaHUxX
8I0N0GIOANLHICHb HECYMb ABMOPU.

© 3 «IliBnenHOYyKpaiHCHKHI HAILllOHATHHUAHN ITearoriqHui
yHiBepcuteT imMei K. JI. YmmHcbKOTOY, 2026
© IlenTp couiabHO-MOJITHIHUX AOCTiKeHb «Politicusy», 2026

3


https://doi.org/10.24195/UkrainianState2026-10

Antonova Toneva
Adriana

Tascu-Stavre Miroslav

X BceykpaiHchka HayKOBO-IIPAKTHYHA KOH(EPEHList 3 MKHAPOTHOIO Y4aCTIO
«CyuyacHa ykpaiHCbKka iepkaBa: BEKTOPH PO3BUTKY Ta LLISXM MoGii3anii pecypcis»

30 ksitHa 2026 pik

PE®JIEKCII

DEMOCRATIC TRANSFORMATION AND EUROPEAN
GOVERNANCE STANDARDS IN CONDITIONS OF
CONTEMPORARY SECURITY CHALLENGES
UKRAINIAN-ROMANIAN CROSS-BORDER
COOPERATION AS AN INSTRUMENT OF EUROPEAN
INTEGRATION

534

537

CEKIIA 6. PETTOHAJIBHI CTPATEI'Tl CTAJIOI'O PO3BUTKY B YMOBAX

Bonpap Bira

Bapenux Codis,

Tumomenko Harasisa

I'aBpuiienko AHHa,
I'punbko BiTamii

I'panin Jdaniin

I'punbko BiTamii

Ko3noBcbka JIvoammia,
Yepuuon OJiekcanap

Herpumuna lap's,
BypkoBcbka AHHa

IHoma3zorsio ApTyp

IHocrepuak Ipuna,
Iocrepuak Ceprii,
IHocTtepuak Ouekcii
IIpono3a Inna,
JIsmenko Codist
Xaucryn €rop,
Boaupes Imutpo

Shkurov Yevhen

IHOJITHYHHUX I COUIAJIBHUX 3MIH

JELIEHTPAJIIBALIA TA BIZJHOBJIEHHA: POJIb 'POMA/]

4 PEAJIIBAILIII PEI'TOHAJIbHUX CTPATEI'TA
BIAbY 1OBU
TPAHCOOPMAIIA 30BHIIIHbOTOPIOBEJILHOI

CTPATEIT MIIOHII B KOHTEKCTI 3ABE3IEYEHHS
EKOHOMIYHOI CTIMKOCTI

[HHOBALIIMHI [IU®POBI TEXHOJIOI'TI B YITIPABJIIHHI
3AJIBHUYHOKD  JIOTICTUKOKD B YMOBAX:
TEOPETUYHI TA [IPUKJIAHI ACIIEKTU
[HCTUTYLIOHAJIIZALLS T'IBPUIHOI BIMHU:

BIJI TPAJULIIMHNX MEJIA 1O COLIIAJIBHUX MEPEX
CTPATEIISl PO3BUTKY CHCTEMU VIIPABJIIHHS
SKICTIO ®IBKYJIbTYPHO-CIIOPTUBHUX IIOCJIYI B
I'POMA/JII B YMOBAX IOJITUYHNX I COLIAJIBHUX
3MIH (PEI'TOHAJIBHUM CTAHJIAPT)

POJIb MITPAHTIB-BDKEHI{IB BIJl BIMIHU B VKPAIHI
2022-2026 PP. B JIOKAJIbHUX CTPATEIISIX CTAJIOTO

PO3BUTKY €C

CTPATETTYHUI MEHE/DKMEHT PO3BUTKY
TEPUTOPIAJIBHUX TPOMA/JT B YMOBAX
JELIEHTPAJIIBALLL

[TOJIITUYHI PUBUKU TA CTPATEII IX MIHIMIZAIIII B
[IPOLIECI BIJBYJOBU VYKPAIHU: PEITOHAJIBHUI
BUMIP

EHEPTOE®EKTHUBHA CTPATEITHI
PO3BUTKY OJIECU:
TPAHC®OPMALIIN TA BUKJIMKIB

PET'TOHAJIBHA TTOJIITUKA €BPOITEMCHKOI'O COIO3Y:
JIOCBIJI JUISI YKPATHU

EPEJOBI MIAXOAU Y BOIHEBIM MIATOTOBILII
[IPABOOXOPOHIIIB: IOTOYHNI CTAH I MABYTHII
PO3BUTOK

BRANDING IN THE CONTEXT OF FORMING THE CITY’S
VALUE PROPOSITION

CTAJIOT'O
JIOCJIDKEHHS

540

543

o947

548

551

554

558

561

565

569

575

578

13



X BceykpaiHchka HayKOBO-IIPAKTHYHA KOH(EPEHList 3 MKHAPOTHOIO Y4aCTIO

«CydacHa ykpaiHchka JepikaBa: BEeKTOPH PO3BHTKY Ta HLIAXU Mobinizauii pecypcis»
30 keitHs 2026 pik

BUKJIAJIAaHHS BOTHEBOI MIATOTOBKH. Haykosuii gicnux J[Hinponempoecvkoco
depoicagrnozo yHisepcumemy eHympiwHix cnpas. 2021. Ne 2. C. 84-89.

3. JlomaeBa O. M., 3aBansHiok K. A., Crameiiko P. B. [aterpyBanns eneMeHTiB
METOAYy KPYroBOTO TPEHYBaHHS Y METOAMKY IPOBEACHHS MPAKTHUYHUX 3aHATH 3
BOTHEBOI MIATOTOBKU. Haykosuil GicHUK /[HINpONEempoB8CbK020  0epHCABHO20
yuisepcumemy enympiwinix cnpag. 2023. Ne 3. C. 210-215.

4. Ckpumyenko . T., Ckpumuenko O. T., Mapkeuko K. A. Boruesa miaroroska
paBOOXOPOHI : HaBY. mociO. Juinpo : JIJ/ITYBC, 2022. 168 c.

5. Kadenpa BorueBoi miAroToBku : o¢iunidHui BeOcat JIHIMPOBCHKOTO
JIep’KaBHOTO yHiBepcuTeTy BHYTpimmHIX crpaB. URL: https://dduvs.edu.ua/struktura-
universitetu/kafedri/kvp/ (nara 3Bepuenns: 09.03.2026).

6. Tumodeer B., Kymuit M. Jleski acreKkTd MiATOTOBKH MOJIIEHCHKUX JIJIs
BIJIBEpHEHHS 30poitHOi arpecii B KPUTUYHUX CHUTyallsiX. AKmyanvHi npobiemu
802HEB0I, MaKmMuKo-cneyianoHoi ma @izuunoi niocomosku : 30. HayK. np. J{HIIpO :

JVYBC, 2024. C. 32-38.

Shkurov Yevhen

PhD in Philology, PhD in Sociology,

Associate Professor, Doctoral Candidate,

Associate Professor at the Department of Journalism and Advertising,
State University of Trade and Economics

BRANDING IN THE CONTEXT OF FORMING THE CITY’S VALUE
PROPOSITION

In contemporary place branding, the city brand is increasingly less often viewed
as merely a set of visual signs, tourist messages, or advertising campaigns. It is
methodologically more appropriate to interpret it as a system for forming the
competitive identity of a territory, one that transmits symbolic, economic, managerial,
social, and infrastructural dimensions (Anholt, 2007; Govers & Go, 2009; Kavaratzis,
2004). This approach is particularly relevant for Ukrainian cities, which operate under
conditions of war, spatially uneven destruction, business relocation, demographic
losses, the need for rapid recovery, and the simultaneous need to attract private capital
(World Bank Group et al., 2026).

In classical approaches, city branding is considered a component of the broader
paradigm of place branding, which encompasses countries, regions, cities, and other
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territorial entities. Simon Anholt proposed the approach of competitive identity, within
which the territorial brand is linked to communication and to the coherence of policy,
culture, the economy, tourism, investment attractiveness, and international reputation
(Anholt, 2007). At the urban level, this means that a brand is the outcome of the city’s
holistic behaviour as a socio-economic system (Anholt, 2006, 2007). Kavaratzis
substantiates the transition from city marketing to city branding, emphasising that a
city communicates not only through official messages but also through its physical
environment, infrastructure, institutional behaviour, everyday practices of residents,
and the experience of external audiences (Kavaratzis, 2004). Ashworth and Kavaratzis
further stress that a logo and slogan are only elements of branding and cannot replace
the system of city brand management (Ashworth & Kavaratzis, 2009; Braun, 2012).
Also important is the approach to the brand as a dynamic dialogue between the internal
identity of a place and its external perception, which entails continuous stakeholder
engagement (Kavaratzis & Hatch, 2013; Klijn et al., 2012).

A considerable share of urban branding practices within territorial marketing is
still reduced to image-oriented actions: the development of a logo, a slogan, tourist
positioning, public relations events, or fragmented digital communication. Such
reduction contradicts contemporary approaches, according to which city branding is a
complex process of managing a city’s identity, reputation, communication, and
development (Kavaratzis, 2004; Kavaratzis & Ashworth, 2005). For Ukrainian cities,
this problem has an additional complexity: under conditions of war, a positive image
of a territory cannot be a sufficient argument for an investor unless it is accompanied
by evidence of operational resilience, institutional capacity, and the city’s ability to
maintain economic functions during shocks. For business and investors, what matters
is not only how the city names or promotes itself, but the extent to which its declared
identity is confirmed by economic specialisation, the availability of labour resources,
the quality of urban governance, the state of infrastructure, digital openness,
partnership capacity, and resilience. Therefore, research on city branding in wartime
and post-war Ukraine requires extending classical city branding models by including
the dimensions of urban resilience, recovery, and investment attractiveness (Meerow
et al., 2016; OECD, 2023, 2025; World Bank Group et al., 2026).

For business, such an understanding of the city brand performs an analytical and
applied function, because it makes it possible to use the brand as an instrument of
preliminary territorial screening (OECD, 2023; World Bank Group, 2015). In this
context, the city brand is not a set of visual symbols, advertising messages, or image
declarations, but rather a structured system of information about the real opportunities
of the territory, its economic specialisation, institutional capacity, infrastructural
readiness, and ability to ensure the continuity of economic activity. For a company
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considering entry into a particular territory, expansion of production, relocation,
opening a representative office, or participation in recovery projects, this approach
allows the city to be assessed not at the level of a general impression, but through
specific parameters of its suitability for a certain type of business activity.

This implies a transition from the model of territorial promotion to the model of
managing the city’s value proposition. Through its brand, the city should clearly
demonstrate for which types of business it is attractive, on the basis of which resources,
in which sectors, with which risks, and with which instruments for their mitigation. For
example, one city may have a strong position for logistics due to its border location,
transport corridors, and warehouse infrastructure, another for IT and creative industries
due to universities, digital infrastructure, and young human capital a third for
processing industries due to industrial sites, the availability of labour, and lower
operating costs, and a fourth for construction, energy, or engineering businesses due to
large-scale recovery needs. Thus, an effective city brand should not universalise the
territory but should reveal its sectoral relevance.

Conclusions. Today, city branding emerges as a strategic mechanism for
managing the identity, reputation, resources, and development of a territory. For
Ukrainian cities under conditions of war, resilience becomes a key element of the
brand, because it determines the city’s ability to maintain vital and economic functions
under conditions of shock. An effective city brand should be evaluated not only
integrally but also sectorally, because different types of business require different
territorial conditions and different risk profiles. The marketing value of a city brand
lies in the formation of territorial brand equity — a set of intangible assets that increase
the city’s recognisability, consolidate desired associations, strengthen trust, create an
advantage over other territories, and influence the choices of target audiences (Aaker,
1991, 1996; Keller, 1993). In the classical logic of branding, this involves awareness,
differentiation, perceived quality, reputation, emotional attachment, loyalty, and the
ability of the brand to reduce the risk of choice. In the case of a city, these
characteristics are transformed into the confidence of businesses, investors, residents,
tourists, students, and partners that the territory has a clear identity, predictable
institutional behaviour, confirmed advantages, and the capacity to fulfil its declared
value proposition. Therefore, effective city branding should demonstrate the specific
business suitability of a territory rather than create a universalised positive image.
Accordingly, branding Ukrainian cities should be interpreted as a system for managing
the investment value proposition of a territory. Its practical significance lies in the fact
that it helps businesses conduct preliminary territorial screening, local self-government
bodies structure investment policy, and communities articulate their own competitive
advantages more clearly.
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