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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 

https://dduvs.edu.ua/struktura-universitetu/kafedri/kvp/
https://dduvs.edu.ua/struktura-universitetu/kafedri/kvp/
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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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