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MARKETING SERVICES MIX FOR HEALTHY TERRITORIES:
EUROPE - UKRAINE FEATURES

The peculiarity of healthy territories is that this concept is complex and multifaceted. It includes implementing a healthy
economy in some territory and security of public health in a particular territory. Therefore, from the standpoint of the territories’
marketing as a component of the country's economy, it should be considered comprehensively. Usually, it is customary to use
the 4P complex for territory marketing, but when we research a healthy territory, this concept is continually changing over
time and shaping its image. In this case, for the implementation of healthy territories marketing and its image, it is advisable
to use additional elements of the marketing mix, which can describe the processes and the human factor and the conditions of
the territory marketing.

Keywords: healthy territories, marketing services mix, territory image, territories marketing, marketing of healthy territories.
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KOMIIJIEKC MAPKETHUHT'Y MOCJYT IJIS 3JOPOBUX TEPUTOPIM:
OCOBJIMBOCTI €EBPOIIU TA YKPAIHHU

Ocobrusicmio 300po6oi mepumopii € me, wo ye NOHAMMA € KOMNJIEKCHUM I PI3HOCMOPOHHIM. BoHO 6éKniouae 6 cebe K
peanizayiro 300p0680I eKOHOMIKU HA KOHKPEemHill mepumopiil, max i Oe3neky npo 300p08’s 2poMAOIHUHA NeBHOI mepumopii.
Cmamms npucssuena 6cebiuHOMY 00CTIOHCEHHIO MAKOL Kame2opii K «300po6a mepumopisy 6 ymosax (GopmysanHs 300p06oi
exonomiku. ITi0 noussmmsm 300po8oi eKOHOMIKU PO3YMIEMbCA MAKCUMATLHO eheKmugHe ma OnmumMatbHe GUKOPUCTAHHS HASABHUX
pecypcis i3 OanaHcy8anHaAM OHIKYBAHUX U200 OJi 6CIX YUACHUKIE eKOHOMIYHUX npoyecieé Ha nesHiu mepumopii. Peanizayis
Yb020 NIOX00Y MONCIUBA 3 YPAXYBAHHAM MA OOMPUMAHHAM YILeU CMAL020 PO3GUMKY 6 YLIOMY Md peanizayielo nomenyiany
KOJICHOI 0OKpemoi ocobucmocmi wodo yuacmi y npoyecax, wo opmyoms ii omoueHHs ma cepu HcummeoisibHOCi, CNpUusoms
PO3BUMKY 2POMAO HA PE2IOHANLHOMY DI6HI Ma 8 PAMKAX OKpeMuX mepumopitl. /[1is upiuleHHs Yb020 3a60aHHA BUKOPUCTIOBYIOMbCS
IHCMPYMEHMU KOMNILEKCY MAPKEMUHZY, WO CNPAMOBAHI HA GUPTWIEHHS 3a80aHb 3 NPOCYBANHS MA OPMYBAHHA IMIOICY 300POBUX
mepumopiu ma 300p08uUxX eKOHOMIK. 3 no3uyii MmapkemuHey mepumopii K cK1a0080i eKOHOMIKU Kpainu ii HeoOXIOHO pozenadamu
KOMNIEKCHO. 3a36udati, NPuuHAmo GUKOPUCTIOBY8aAmU 00 Mapkemuney mepumopii xomniexc 4P, ane saxwo ecosopumu npo
300p08y Mepumopiro, mo ye NOHAMms 8 OLIbWIL MIpi € NPoYecom, AKULL NOCMIUHO BUOO3MIHIOEMbCA 6 YACi ma Gopmye iMIOxC.
Came momy y oanomy unaoky 015 30IUCHEHHS MAPKEMUHZY 300PO8UX MePUMOpItl ma tio20 iMIONHCY OOYINIbHO BUKOPUCMOBYB8AMU
000amKo6i enemMeHmu KOMNIEKCYy MapKemuHey, sAKi MOJCYmMb Onucamu npoyecu ma aoo0CbKuil (Gaxmop, a maxodic yYMosu,
Y AKUX peanizyemucs mapkemune mepumopii. Tax, y cmammi 8i0o0paxceno po3snooil mepumopianrbHo20 MapKkemuHey Ha 08i
OCHOBHI CKI1A0081 — MapKemune mepumopiti i Mapkemune Ha mepumopii. 3 02nsidy Ha ye, NPOaHaNi308aHi CKI1A008I KIACUYHO2O
4P mapkemun2068020 MIKCy 3 iXHbOI0 demanizayiero wooo hakmuunol peanizayii' y cucmemi MapKemurey 300p08ux mepumopii.
Cmamms npedcmaense nponosuyilo woo0o OoayYenHs 00 Kiacudunux 4P enemenmis MapKemuHez08020 KOMNIEKCY Mpu
000amKOBUX, 5K BUKOPUCHIOBYIOMbCS 8 MAPKEMUHZY NOCAYe. Y no0anvuiomy nponoHyEmvca ixHa aoanmayis 3a 3Micmom ma
HANOBHEHHAM 00 BUPIULEHHS 3A60AHb MAPKEMUH2Y 300posux mepumopiu. Kpim mozo, y cmammi npoananizosani ma Haeoosimscs
NPUKAAOU 3ACMOCYBANHS  POSUUPEHUX CIEeMEHMI6 KOMIAEKCY MAPKemuHzy NoCaye V MApKemuney OKPeMux c8poneticbKux
mepumopiil (Kpain, micm), e 3a3HauamMbcs 0COONUBOCHT MAPKEMUH208020 NPOCYBAHHA ma nosuyionysanuns. 1 sax pesyromam,
docniodcen s 3600umvcst 00 ananizy oopanoi mepumopii ¢ Yrpaini (Cymcoruil pecion). /ls hopmyearnts MapremuH208020 MiKCy
yiei mepumopii nposedeno SWOT-ananiz ma 3anpononogano Kpoxku o000 egpexmusno2o nozuyionyeanns CymMcbKko2o pe2iony Ha
C8IiMo8itl apeni K 300po6oi mepumopii 3 no3uyii KOMNIEKCy MApKeMuHey nociye.

Knrwuosi cnosa: 300posi mepumopii, KoOMNIeKC MAPKeMUH20BUX NOCIYe, IMIOMC Mepumopii, mapKemuue mepumopit,
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Mapkemune 300p08uUxX mepumopitl, NO3UYIOHYEAHHS 300P06020
peciony.

Problem statement. Nowadays, there are many actual
questions for ineffective works of territorial communities'
management on healthy territories' marketing services. The
number of countries that respect the development of their
territory and territorial marketing is highly significant.
There is a question about the economic development of
each country and each territory separately.

Given the precarious economic situation in Europe
and Ukraine that started in 2020, one can see reducing
the investment component and volatile state aid for some
territory. It should understand that development of resource
territories' potential will increase the competitiveness of
marketing services among other more balanced territories.

The territory image has an influential character on
the economic situation and the economy as a whole. The
territory image and reputation are perhaps the essential
factors in promoting marketing services in all countries.

Analysis of recent research and publications.
Such scientists as G. Ashworth [1, 2], F. Kotler [16],
V. Vakulenko [29], I. Drobiazko [8], P. Pankrukhin [21],
D.V Vizgalov [32], T. Zhabinska [31], M. Oklander [32]
etc. performed the research of marketing services tools.
They showed considerable interest and made a significant
contribution to the development of local marketing.
Dinnie Keith [6; 7], Yu. Shatava, M. Karpishchenko [35]
analyzed different categories in territories marketing.
The researchers' main goal was to promote the image
and reputation of the territory to give an opportunity for
potential users of the territory to fully realize and analyze
their distinctive features of advantage to distinguish their
territory from others. Note that the concept of "marketing
territories" scientists understand both the marketing of the
region and the city's marketing in general.

The article aims to study and analyze the elements of
the marketing complex for a healthy economy and relevant
tools for its implementation.

Tasks of the article:

— to substantiate the approach to the formation of the
territorial marketing complex;

— to explore marketing tools for healthy areas;

— to determine the features of the marketing of healthy
areas of Europe;

— to analyze the peculiarities of the application of
elements of the marketing complex in Ukraine on the
Sumy region's example.

Presenting the main material. There are a few
types of territorial marketing. Some people believe that
marketing of territories is used only at the level of the
country and region, reflecting and taking into account
the specifics of a particular region, such as V. Vakulenko
[29], 1. Drobiazko [8], C. Yeremeev [10], F. Kotler [17].
Others believe that marketing of the territory (of each city
together) carries out the implementation of improving the
image and reputation and self-awareness. Applying the
so-called set of marketing tools, namely advertising and
public relations (N. Ilchenko [12; 13], V. Shchelkunov,
V. Gramotnev, V. Matveev [25].

In our opinion, the marketing of territories is two
completely independent interpretations of words. The
term "marketing" means a holistic system of selling goods
or services from producer to potential consumer, which
includes market and competitor analysis, packaging
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development and design, consumer and sales incentive
system, and advertising.

At the present stage of domestic and foreign scientific
thought development, the "region" concept has become
widespread. Despite this, there is no single point of view
on this concept's essence, which is due to the possibility
of ambiguous interpretation of this category. According to
V. Symonenko, the economic territory is a region that stands
out for its economic and geographical location, natural,
labor resources, specialization, economic structure, the
integrity of environmental, demographic, and other issues,
its role in the international division of labor.

Therefore, territorial marketing is a specialized
marketing used by certain territories in their interests to
change their opinion and impressions. The purpose of
territorial marketing is to create, maintain, or change the
opinions, intentions, and behavior of parties interested in
improving and enhancing the territory.

Marketing of healthy areas involves the implementation
of marketing activities for the effectiveness of a healthy
economy. A healthy economy in a particular area involves:

— effective use of economic, scientific, labor potential
for dynamic production of goods and services in healthy
areas;

— creating equal conditions for balanced socio-
economic development of the regions;

— ensuring compliance with state social guarantees for
every citizen, regardless of his place of residence.

The main task of marketing areas is to find resources
in the directive of competing regions and find ways to
separate and position their region to differ from all other
identified target groups. Healthy marketing areas' task is to
select and implement marketing activities that will promote
the permission to take an exact and leading position in
conditions of increased inter-territorial competition.

Healthy marketing goals:

— maintaining the competitiveness of enterprises
located in the region;

— the attraction of new potential clients (enterprises) to
the region;

— increasing the visibility of the territory outside the
country.

Territory marketing is explicitly targeted at the territory
and is implemented both inside and outside it. On-site
marketing concerns a specific product or organization
operating in the territory. Both marketing environments are
components of territorial marketing (Figure 1).

The appearance of the city, buildings, jobs, housing,
and various services as eclements of urban goods,
complementing residents' skills and abilities, their traditions
and culture, together create the image of the city and its
idea. The marketing of territories is often considered from
the standpoint of marketing tools and are called "marketing
mix 4P" (Table 1).

A marketing strategy can strengthen the company's
position in the market and significantly increase its
economic efficiency. Many people traditionally associate
marketing with sales. However, its potential is much more
comprehensive.

Once again, we have the opportunity to see this by
applying multifaceted methods and principles in territorial
marketing.

Marketing tools that make it possible to promote
territorial marketing:
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Marketing on the
territory

1

Territorial
marketing

Territory marketing

1

Aimed at the territory as a whole, is
implemented both inside and outside it.

Carried out in relation to a specific
product or organization operating in the
territory.

1

1

Marketing of the territory is carried out
by individual companies to promote
their brands, goods and services.

Marketing of territories — is carried out
by the state and public organizations for
positioning of the territory as the goods
and attraction of attention to it of
various interested representations

Figure 1. Territorial marketing and territorial marketing as part of territorial marketing

Table 1

Components of the marketing complex 4P for marketing territory

"4P" in the marketing of territories

Product Price

Place Promotion

The product in territorial
marketing is the territory.
For the territory to
develop effectively, it is
first necessary to conduct
a detailed description,
analysis, and assessment
of the territory's
competitiveness. The
advantages for the territory
are location (geographical
location), raw material
resources, quality of life,
infrastructure, level of
business development of

The concept of the price
will mean the action that
the entrepreneur expects
after the effective
promotion of the object.
How satisfied he will

be with the expected
result. That is the costs
of the inhabitants of

the territory. The price
factor includes many
components: the cost

of utilities, local taxes,
the cost of overcoming

These are actions that are related to
the product and its sale to the final
consumer. It is difficult to characterize
this component because the place

of sale of goods or services almost
always remains the same. Therefore,
there are almost no intermediaries.
This element of the territorial
marketing complex consists of
establishing business relations with
other territories, organizing various
fairs and exhibitions, concluding
contractual relations with potential
clients (for example, people who want
to move to the city). Guidelines for

Marketing communication allows
local governments to establish
close ties with the local community.
To form the city and the region's
appearance, to characterize the
socio-economic profile, to identify
the advantages and disadvantages
of marketing areas, to learn

the wishes of people, to form
strategic and tactical decisions

on modernization. It is possible

to promote territorial marketing

in a general way or specifically
targeted. The general dissemination
of information aims at acquainting

administrative barriers,
sponsorship, charity, and

the localization of territorial marketing

the small, medium, large can be the placement of raw materials,

all recipients with it properly. The

enterprises, access to

action aims at the emergence of

capital, etc. S0 on. Ergrlllssg rc;grz;f:cﬂzsvsvlblhty, personnel, and new investors and sponsors.
— advertising; people looking for potential investors and contacts with
— PR (public relations); them (from the beginning to project financing). Usually,
— propaganda; the budget for this promotion is quite useful. The better the

— personal contacts (personal sale);
sales promotion;
branding;

— direct marketing;

— sponsorship.

First of all, one must determine where advertising and
distribution, and communication channels will be directed.
After that, we develop media, form volumes of information,
display modes, track its impact, and adjust.

Targeted promotion is more focused and active in its
purpose. Actions aim at exit and interaction with already
familiar investors, correctly selected target audience, is
used the Internet e-mail.

The subjects can be local governments (deputies),
various representations of territories, and specially informed

goals and objectives are set, the more efficient and effective
the program will be.

M. Oklander and D. Vizgalov [34] propose a slightly
different concept of "4P" of territorial marketing (city).
It is almost indistinguishable from the classic marketing
complex but is partially modified.

It includes:

— structural policy;

— fiscal policy (adjustment of prices, taxes, tariffs,
provision of tax credits, credit guarantees, etc.);

— policy to improve the formation of channels of
physical distribution of economic entities (establishment
and conclusion of contractual relations with other
territories, organization of fairs and exhibitions);

— the policy of effective promotion of territorial
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marketing (conducting campaigns to improve, adjust, and
maintain a positive image of the territory).

In the theory of marketing of the region and the city,
sometimes the classical concept of the complex "4P"
is supplemented by additional elements and becomes a
marketing complex "7P".

A. Shromnik [26] proposed a new approach to
marketing activities at the region and the city as a whole.
"Marketing mix" acquires significant value in the field of
services used in territorial marketing. Local governments'
activities are closely linked to the promotion of services
to internal and external customers and go beyond the
impossible. Therefore, marketing relevance is gaining
momentum and goes beyond the classical concept.

In the theory of marketing, M. Florek [11] proposed to
supplement the complex "4P" with two additional elements
(staff, people). In turn [12; 25], the scientists suggest to
allocate the following components:

— staff;

— physical records;

— process.

These concepts are ideal for marketing areas, as the
vast majority of local governments focus on providing all
types of services. Each region and city forms its complex
from 4P marketing areas to 7P, for successful use. This is
determined by the harmonious combination of its tools and

coordination with the territory's strategic goals. Elements
of 7P are already used in the marketing of some European
countries (Table 2), and this, in combination with other
tools, helps them come to a healthy economy.

Factors determining the need for active implementation
of territorial marketing in the tools of regional policy:

— the need to find a niche for this area among the
influential areas of the world. For example, the brand
capital of Paris is a tourist attraction, Germany is a car
power, London is a financial center, Singapore is the best
airport in the world, Bangalore (India) is a software city;

— increasing responsibility for own marketing.
Small towns are forced to look for strategies that would
distinguish them in the market from all competitors;

— technological and communication revolution. It was
believed that only such cities as London or Frankfurt could
lead to financial and information services. However, now,
these services are also provided in Prague, Dublin, or Krakow.

Having studied European countries' experience in the
development of marketing of healthy areas, we have the
opportunity to focus on specific areas of Ukraine. Yes,
Ukraine is a reasonably large country to a greater extent
compared to other European countries studied. It is
advisable to consider a separate region, namely — Sumy
region, as a territory for which it is urgent to carry out
marketing activities to restore a healthy economy. Note

/ 4P marketing complex \

strategic
areas.

planning for

The concept of marketing "4P" with a complete modification of
the content, is quite acceptable for use in territorial marketing.
4P Alternative concepts allow us to consider marketing tools from
other perspectives, in particular, they note the importance of

the development of healthy

N

/ 7P marketing complex \
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People

Staffing is a competitive advantage of marketing services for
healthy areas. Because it is the people (employees) who determine
not only the effective provision of services, but also the image of
each country, region, city.

N

Phusical
evidenc

Every year, customers' demands for quality of service increase
and as a result it affects the establishment of longer public
relations. Quality customer service is influenced by: short-term
actions, an atmosphere of trust and support, avoidance of
conflict situations.

Process

The process is all actions related to the work of staff and
their initiative. Includes 2 stages: positioning and promotion.
Regarding positioning, it is necessary to characterize and
identify strengths. Promotion helps to confidently assert
itself in other healthy territories of both Ukraine and Europe.

NN

Figure 2. Expansion of the 4P marketing mix to 7P and detailing
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Table 2

Analysis of some European countries orientation to the territories marketing using 7P elements

The country of Europe
and its territories
marketing orientation

Added elements of the 7P marketing complex for the territories of European countries

marketing component
"people" (staff and the
public)

positive attitude towards
guests, their involvement
in the territory or city.

(the element of the People Physical evidence Process
marketing mix 7P)
Sweden. They support the Sweden guarantees a tolerant, politically | In Sweden, the marketing .
: - correct attitude to everyone, regardless strategy of people (the population
It uses an approach to territory population's L . .
A of their views, values, and way of life, at | and staff) is the most advanced,
the development of the | motivation to form a

the level of residents' everyday behavior,
actions of the police and migration service,
the entire administration, and other
influential groups.

as the Sweden positioning is
based on the formation and
maintenance of motivation into
the territory

Denmark.

It aims to provide
support for marketing
activities in the region
from within.

The main task is, on
the one hand, in the
formation of local
patriotism. On the
other — in the formation
and maintenance of
friendly motivation
within the region for
non-regional residents
and structures, their
attractiveness to the
region.

In Denmark, a system of visual
identification has been developed, part

of the famous multi-colored ovals with
the inscription "Open". This idea means
openness to tourists, new residents, and
technology. It also means a willingness to
tolerate, neutrally or positively perceive
the possibility of a number of unusual
ways of life of other people or peoples,
their values and culture.

Denmark uses a self-developed
urban marketing program based
on the values of openness,
innovation, tolerance, creativity
to the people of the country. It is
also open to tourists, modern and
creative people and investments.

Helsinki.

In media, the city is
presented as a cultural
center life, scientific
and innovative, sports,
dance, and street art.

Helsinki has numerous
successful, world-
renowned design
bureaus and schools.
Especially strong
Finnish furniture and
hi-tech designers.

The system of traditional Scandinavian
"green" values has become key on the
Helsinki platform of the city marketing
brand. In this case, the branding strategy
(environmental ideas) has become a
fundamental tool in urban policy. A
decision was made to reduce air pollution
from the parking lot, financed from the city
budget, by purchasing electric cars, cars
with hybrid and diesel engines. Traffic has
been optimized using state-of-the-art traffic
control systems. In several "bottlenecks,"
the shortest exits on high-speed ring roads
were broken, as a result of which drivers
travel a shorter distance, use less fuel and

The main tasks that the state of
Helsinki set itself were:

- ensuring attractiveness in
three directions: as a place of
residence, as a place of rest and
as a place of business;

- focus on the interests of
citizens and investors as the
main prerequisite for regional
marketing.

Today, the strategy of marketing
attractiveness of the region
prevails. However, the Helsinki
region authorities are trying to
develop an integrated approach
to defining a marketing strategy,

do not pollute the environment.

partially implementing each of
the tasks.

that the current image of the city of Sumy is not bad enough
compared to other cities in Ukraine.

For a detailed acquaintance with the city and the
Sumy region's territory as a whole, a SWOT-analysis
was conducted. SWOT-analysis, in this case, serves as an
examination of the internal strengths (weaknesses) and
weaknesses (weaknesses) of the region, opportunities
(opportunities), and threats (threats) of the external
environment.

For the region, it is characterized as follows:

— strengths — the advantages of the region (natural and
acquired);

— weaknesses — shortcomings in the functioning of the
region and its management;

— opportunities — factors and factors of the external
environment, the use of which will allow the region
to be better in the market and allow more successful
development;

— threats — factors that can worsen the situation in the
region.

After the SWOT-analysis, one identifies the strengths

and opportunities of the external environment from the
most promising to the least promising, and weaknesses
and threats — from the most severe and significant. This
is the beginning of laying the foundation for selecting the
target audience and further forming the marketing strategy
of services for the selected area — the city of Sumy.

According to the SWOT analysis of Sumy, the vital
point is the environment, which, combined with the
beauty of natural forms, essential prerequisites for most
opportunities — positioning Sumy as a "comfortable city"
and overall reproduction of a healthy economy. Sumy
region. A vital point is the creative, exciting, and talented
people who live in this area and the existing mentality of
integrity, mutual support, and understanding.

The weak point is the lack of quality information policy
to promote the city as a product, lack of support and timely
operational assistance from the state, and the existing
syndrome of "provincial city". In order to implement the
strategy of the city of Sumy and the region of Sumy region
as a healthy territory and its positioning in Ukraine and the
world, it is advisable to focus primarily on management
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Table 3

SWOT-analysis of Sumy region as an object of territorial marketing

Favorable factors

Unfavorable factors

Strengths

Weaknesses

1. Good and clean ecology of the city.
2. The average level of wages.
3. Unsurpassed beauty of nature.

Internal
factors

universities.

5. Respect for the guests of the city.

6. Opportunities to open business.

7. The presence of tourist attractions with related
infrastructure.

8. Saturated cultural life.

9. High activity of youth and public sector.

4. Opportunity to obtain higher education in prestigious

1. Lack of quality information policy to promote the city as
a product.

2. Outflow of able-bodied population abroad.

3. Low level of tourist attractiveness.

4. High unemployment and at the same time labor shortage.
5. There is a syndrome of "provincial city".

6. A small number of architectural structures.

Opportunities

Threats

1. Raising the rating among other cities.

External

factors 3. Positive changes in legislation.

4. Obtaining cheap foreign loans.
5. Obtaining external financial resources for the
implementation of European projects.

n

2. Opportunity to position Sumy as a "comfortable city".

1. Strong competition with neighboring territories.

2. Inflation.

3. The threat of deteriorating the perception of the Sumy
region's brand as a separate territory.

4. Instability of the political situation.

5. Ecological pollution of the region.

efforts on specific components of the marketing services
complex (7P).

The component "People" is singled out as one that is the
most promising for the further development of marketing
of the territory to stabilize a healthy economy. Figure
3 presents the main groups of the component "People"
(People) marketing complex 7P for marketing in the Sumy
region and Sumy.

One characterizes the Sumy region in terms of the
marketing strategy of services provided to residents. If to
ask Sumy residents do they like the city where they live,
most would say: yes. Sumy region and the city itself is
comfortable to live. Here are the main factors that influence
this:

— convenient geographical location;

— exciting and rich historical and cultural heritage;
city of information technologies;
center of good education;

— provision of a wide range of medical services;
— variety of opportunities for leisure;

Investors

/7

Tourists

N

Entrepreneurs

The locals Partners
e—

Figure 3. The main groups of the target audience in Sumy
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— effective management;

— active public.

First of all, it is necessary to compare the functions of
marketing management of the city clearly:

1. Development of a strategy for the development of
the city of Sumy.

2. Monitoring and evaluating the effectiveness of the
Sumy City Development Strategy.

3. Finding ways to carry out investment activities in the
city of Sumy.

4. Attracting additional sources of funding for the
implementation of the proposed projects.

5. Clear organization of work to create a marketing
strategy.

6. Development and implementation of marketing
activities for building the image of the city.

7. Creating conditions for tourism development in
Sumy and the region. They are finding ways to expand the
range of services in the hospitality industry, creating and
improving the city's unique tourist offer.

Therefore, one of the prerequisites for the successful
implementation of marketing strategy — is to convey
information about it to as many residents of the
community, stimulate their activity and involvement in the
implementation process.

Conclusions. So, for each region and city in
particular and each territory, it is possible to find
remarkable differences between competitors. The use of
marketing services tools is gaining importance in today's
environment. This is evidenced by scientific publications,
which are increasingly appearing in this field and practical
developments.

Local governments have not had a systematic approach
to good marketing activities yet. Therefore, we conclude
that this issue will take time to resolve and different options
for finding events. An insufficient number of economic
marketing strategies developed in Ukraine leads to a low
image of regions and cities. The use of territorial marketing
concepts in the development of economic strategies will
make it possible to attract investment to the region more
successfully, increasing the attractiveness among foreign
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countries. In general, it will improve the territories' image and have a positive impact on their socio-economic situation.
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