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FEATURES OF THE DEVELOPMENT OF AGRICULTURAL REGIONS
AND THEIR BRANDING
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ynpaeninns, Hayionanvnui ynisepcumem « Ooecbka noiimexHiKay»

OCOBJIMBOCTI PO3BUTKY ATPAPHUX PETTOHIB TA iX BPEHJIUHT

The main purpose of the study is to identify the peculiarities of the development
of the agricultural sector in the regions of Ukraine, to determine the key
components of the brand of an agricultural region and to improve the procedures
for monitoring the created brand. The paper proves that in the current economic
environment and the intensification of digitalisation of all spheres of life, the
mobility of capital, labour, and innovation is intensifying, so territorial marketing
and branding of the territorial community becomes a prerequisite for creating a

competitive advantage for the region in the struggle for investment and resources.



It is shown that in this context, creating a positive image of the territory through
the formation of their brand is of particular importance. In turn, branding of a
region is an integral part of programmes for sustainable socio-economic
development of territories. The analysis has shown that the administrative-
territorial reform in Ukraine and the decentralisation of the regions have given a
powerful impetus to the regional development of territorial communities. It is
proved that for agrarian territories, this impetus opens up new additional
opportunities for self-identification, investment attraction and promotion of their
own products, which will become increasingly important.

The main problems of development of agrarian regions are highlighted, the
factors that determine the conditions and potential opportunities for the
development of agrarian territories are grouped. In the context of creating a brand
of the region, the essence of the brand of the territorial community is defined and
the grouping of relevant target audiences is proposed. The systematic monitoring
of the results obtained is recommended, which should involve experts of different
directions and specialities. A group of target indicators of such monitoring is
proposed, among which special attention is paid to the target audience's
awareness of the brand's benefits, a set of social and general indicators of the
harmonious perception of the brand by the residents of the region. The factors of

success of a region's brand are highlighted.

OcHo6HOI0 Memol0  OOCHIONCEHHSI € BUABNEHHA O0COOIUBOCMEl PO3GUMKY
azpapHozo cekmopy pecionié YKpaiHu, 6U3HA4eHHs KII0YO08UX CKIAO08UX OPEeHOy
azpapHoeo pecioHy ma YOOCKOHANEHHSI Npoyeoyp MOHIMOPUHZY CMBOPEHO20
opendy. B pobomi 0osedeno, wo 6 cyuacHux ymoeax 20Cnooapro8aHHs mda
nocunenHss — npoyecieé  yugposizayii - ycix  cep  oHcummeoisinbHOCMI
8i0bysaemuvcs inmencugikayia mobiibHocmi kanimany, pobouoi cuiu,
IHHOBaYIlU, MOJHC HEOOXIOHOI0 YMOBOIO OJisl CMEOPEHHs KOHKYPEHMHOI nepesazu
peciony 6 6OopomvbOi 3a IHeecmuyii ma pecypcu Ccmae mepumopiaibHutl

mapkemune ma Openoune mepumopianvhoi epomaodu. Iloxazamo, wo



0C00IUB020 3HAYEHH 6 YbOMY KOHMEKCMi Haby8ae CMBOPEeHHS NO3UMUBHO20
iMiooicy mepumopii wepes chopmysanns ix openoy. ¥V ceoro uepey bpenoune pe2iony
€ HeBi0 'EMHOI0 CKIA008010 NPO2PAM CIMIUKO20 COYIANIbHO-EKOHOMIYHO20 PO3GUMKY
mepumopii. [Iposedenuil ananiz nokazas, wjo AOMIHICMPAMUEHO-MePUMOPIAlIbHA
pechopma 6 Yrpaini ma oeyeHmpanizayis pe2ionie 0aia NOMyHcHO20 NOUWMOBX) 00
DPeIOHANIbHO20 PO3BUMK)Y MEPUMOPIAIbHUX 2pomao. [losedeno, wo 0 azpaphux
mepumopilti. Makuti NOwmosx GIOKpU8ae HO8I 000AMKO8I MONCIUBOCMI O
camoioenmuikayii, 3a1y4erHs iHgeCmuyili ma NPoCy8anHs 81ACHOI NPOOYKYIi, U0
Habysamume ce OiIbUI020 | OLIbUIO2O 3HAUEHHSL.

Buodineno ocHosHi npobremu po3sumxy azpapHux peciowis, 30ilicHeHO
2PYNYBAHHS YUHHUKIB, SKI GU3HAYAIOMb YMO8U MA NOMEHYIUHI MONCIUBOCT
PO36UMKY az2papHux mepumopiu. B xoumexcmi cmeopennsi Opendy pezioHy
BU3HAYEHO CYMHICMb OpeHOy mepumopianibHoi epomaou ma 3anponoHOBAHO
2PYNYBAHHS GIONOBIOHUX UYIIbOBUX ayOumopii, moxc uwo 00 po3pobKu ma
BNPOBAOINCEHHS 3AX00I8 3 OPEeHOYBAHHS pPeciony 8 KOHmeKcmi cmpameii
020 pPO3BUMKY OOYLIbHO 3aayiamu NpeoCmdasHUKie e1aou, Oiznecy ma
epomaou. Pexomenoosano cucmemHuil MOHIMOPUHE OMPUMAHUX PE3VTbMAmie 00
K020 OOYLNIbHO 3a7y4amu eKCnepmis pizHux Hanpsamkie ma gaxy. 3anponoHoeano
2pyny YiNboBUX NOKAZHUKIE MAKO20 MOHIMOPUHZSY, ceped SKUX OKpeMy Yeaay
NpUOieHo YCBIOOMACHHS UYILIbOBOW ayOuUmopicio Kopucmi Openoy, KOMNIEKC
COYIanbHO-3a2aNbHUX NOKA3HUKIE U000 2APMOHIUHO20 CHPUUHAMM OpeHOoa

MEWKAHYAMU pe2ioH). Budineno uunnuku ycnixy o6penoy peziony.
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OpeHOUuHe pe2ioH),; NO3UYIOHYBAHHS, YILIbOBI A)YOUmMOopii.

Statement of the problem. Today, territorial marketing occupies a special place

in the system of development management of each region, as there is an



intensification and intensification of competition between regions, as well as an
increase in the differentiation of their economic specialisation. This fully applies to
agrarian regions, taking into account their specifics and peculiarities. Territory
marketing is a powerful tool for shaping the attractiveness of territories and
creating a favourable investment climate. In this context, creating a positive image
of the territory through the formation of its brand is of particular importance.

The theory and practice of marketing, in the classical context, distinguishes
between product, corporate and personal branding. Today, this classification is
complemented by a separate, relevant brand - the brand of a territory. This is due to
the growing competition between regions for resources, which turns regions into
full-fledged goods that have their own value and value based on unique regional
properties. That is why the formation of territorial identity and promotion of the
region as a holistic brand to achieve its socio-economic development goals is
becoming an urgent need. In the current economic environment and the
increasing digitalisation of all spheres of life [1], the mobility of capital,
labour, and innovation is intensifying, so territorial marketing and community
branding are becoming a prerequisite for creating a competitive advantage for
the region in the struggle for investment and resources.

Analysis of recent studies and publications. The agricultural sector, due to its
multifunctionality, plays a crucial role in the realisation of the country's regional
interests. The multiplier effect of the growth of the regional economy's
development potential has an impact on the development of other sectors of the
national economy. One person engaged in productive work in agriculture can
provide jobs for up to seven people in other sectors of the country's economy [2].

The administrative-territorial reform in Ukraine and the decentralisation of the
regions have given a powerful impetus to the regional development of territorial
communities. For agrarian areas, this impetus opens up new additional
opportunities for self-identification, investment attraction and promotion of their

own products, which will become increasingly important.



The issues of territorial marketing development in the coordinates of creating a
regional brand have been actively studied by various scholars [3, 4, 5]. Thus, S.
Anholt, a state branding specialist, formulated a comprehensive approach to the
study of the territory brand. He proposed a unified system of competitive
advantages through six brand components [6]. Territory branding allows to sell
real goods at a higher price due to an advertising campaign aimed at demonstrating
the benefits of the territory for different groups of stakeholders.

K. Dinney [7] considered territory branding as a process of determining the
resources of places from the point of view of the presence of valuable assets in
them. The region as a certain "tourist destination” of the territorial space is
considered in [8]. This space has "physical and administrative boundaries that
determine the way it is managed, that determine its market competitiveness".

Identification of unexplored parts of the overall problem. The processes of
territory branding as an integral part of regional marketing are not new. However,
among the incompletely studied parts of the general problem of creating a regional
brand, one can single out the lack of consistency in the formation of the region's
image and indicators for monitoring the created brand.

The purpose of the article. The main purpose of this work is to identify the
peculiarities of the development of the agricultural sector of the regions of
Ukraine, to determine the key components of the brand of an agricultural region
and to improve the procedures for monitoring the created brand.

Summary of the main material. Experience [9] shows that those territories that
gradually implement interrelated marketing activities are more successful. They
achieve their socio-economic development goals much easier:

- formation of the basis for the expansion of real sector enterprises and creation
of new jobs;

- creation of a favourable investment climate to attract investment and
stimulate entrepreneurship;

- creation of a unique and attractive image of the region in the domestic and

foreign markets in order to establish new partnerships;



- improving the living standards of the community residents;

- increase in the number of tourists (for agrarian regions, it is possible to launch
"green tourism").

Since independence, Ukraine's agricultural sector has not been differentiated by
region, unlike the industrial sector. This is due to the fact that Ukraine is
geographically stretched horizontally along the steppe zone, which has favourable
climatic conditions for agriculture (growing grain, sunflower, beetroot, etc.). The
main problems of agricultural regions in the domestic market are the lack of clear
forecasting (short- and long-term) of consumption volumes; imbalance of supply
and demand in the domestic agricultural market; government interference in export
pricing policy; lack of uniform standards for product quality; and low profitability
for certain types of agricultural products. In the external market, the main problems
include: a high share of exports of raw materials; a high share of imported
products, which domestic farmers are fully capable of covering; and low
competitiveness of the vast majority of products.

All the factors that determine the conditions and potential opportunities for the
development of agricultural areas can be divided into the following groups:

- factors of production and economic development related to the level of
development of agricultural production and its state in the market conditions,
development of other related industries and services (regional marketing), etc;

- factors of community welfare, including those related to culture, employment,
social security, and provision of infrastructure elements;

- factors of preserving the unique identity of the region (natural and cultural
heritage);

- factors of institutional transformations (forming the multifunctionality of
rural development, related to the organisation of local government and
management).

The state and local authorities have developed and approved a number of
targeted programmes, but the effectiveness of their implementation and the

efficiency of programme activities is rather low [11]. One of the key reasons for



this situation is the neglect of the marketing approach in regional development
management.

Territorial marketing involves such activities as positioning and promotion.
Creating a regional brand involves the process of identifying the unique aspects,
features and strengths of the respective territory (Figure 1).

It is the exceptional features of a region that serve as the basis for brand
positioning. However, the formation of a regional brand should also take into
account the resources available in the region. Promotion is a message that, by
targeting the target audience defined by marketers (Figure 2), helps to make a

name for itself.

Branding is:

Your message is what and how The History of the Hromada
you Position your Hromada (community)

What people know, hear and say
about your Hromada

Fig. 1. The essence of the territorial community brand

Source: compiled by the author

Investors (needing ) Entrepreneurs (need labour and
opportunities) . creative ideas)
Business partners (expecting Community residents (goal -

mutually beneficial well-being and better life)

cooperation)

Tourists (seeking new experiences and
emotions)

Fig. 2. Target groups in regional branding

Source: compiled by the author

The brand creates certain relationships with all groups of the target

audience, forming emotional attachment and loyalty. The consumer's



perception of the idea and values of a territory's brand is the basis of its
image. If these perceptions are formed correctly and the image created
reflects the city's identity to the maximum extent possible, then the city's
brand is considered to have been established and successful. Successful
brands are dynamic and indicate development, i.e. they give an idea of
what the region will be like in the future.

When creating a regional brand, a territorial community positions itself
in relation to others, demonstrating its own competitive advantages. The
competitive advantages themselves are rather conditionally divided into
economic and social advantages, which are complementary. That is why
the creation of a brand for a particular territory is closely linked to the
objectives of existing or potential strategies for its socio-economic
development. It is quite clear that it is advisable to involve representatives
of the authorities, business and the community in the development and
implementation of regional branding measures in the context of its
development strategy. Everyone contributes to this process: government
officials provide administrative resources, coordinate and lobby for the
region's interests with higher-level institutions; business provides analytics
and expertise, financial and human resources support; and local residents
can provide creative ideas and political support. None of the commercial,
public or state institutions has sufficient resources, powers and professionalism
to carry out marketing and branding of the territory on its own. Thus, regional
marketing and branding is a collective effort to realise the socio-economic
interests of the region. For successful marketing activities, it is important to
identify all possible partners, ensure interaction between them and cooperate
with institutions and organisations at the national and international levels.

In order to manage the brand and control the achievement of the set goals, a
set of measures is taken to assess its effectiveness. In the process of branding, it is
necessary to strictly adhere to the approved cost budget. Special attention should

be paid to control and responsibility for each stage and planned event. The



business environment of the region is constantly changing and requires increased
attention and consideration. Therefore, the marketing strategy of the region's
development requires flexibility and prompt response to changes. The author
recommends an annual review of the strategy and systematic monitoring of the
results obtained, which should involve experts from different fields and
specialities. In doing so, a group of target indicators is used, including an increase
in the number of investments attracted to the region, a decrease in unemployment,
an increase in the tax base, and an increase in tourist flows to the region. These
indicators demonstrate the effectiveness of creating and promoting the region's
brand. Indicators are successful if the target audience is aware of the benefits of the
brand, and if these indicators are able to influence the work of local authorities and
social organisations. In addition to quantitative indicators, it is advisable to
evaluate a set of social and general indicators of the harmonious perception of the
brand by the region's residents. Their loyalty and support are important and cost-
effective. A good brand should reflect and activate the local population,
embodying the values of the community and conveying its goals.

The factors of success of a region's brand include the following:

- The basis for creating a region's brand is its uniqueness and
peculiarity, which should be identified and emphasised as best as possible;

- maximum involvement of all components (multi-vector) of territory
marketing;

- mandatory involvement of local residents in the target audience;

- strong cooperation with all stakeholder groups;

- dynamic brand development.

The following are important principles for the success of creating a
regional brand that can be useful for territorial communities

- a clear definition of the strategic vision of the region - this is the basis
for formulating the goals of the region's branding;

- a clear definition of the target audience with up to five such groups;



- selection of tools, messages, communication channels and measures to
implement an effective communication policy in general,;

- objective assessment of the region's own resources, including material,
technical, intellectual, financial, human resources, etc;

- establishing partnerships with various stakeholder groups for strong
cooperation;

- search for creative and non-standard solutions with the participation of
the local community;

- comprehensive analysis of the competitive environment on a
systematic and ongoing basis;

- comprehensive coverage of the needs of each group of the previously
identified target audience;

- regular monitoring of the implementation of the planned activities and
flexibility of the formed marketing strategy for the socio-economic
development of the region depending on the results obtained (rejection of
projects that have lost their relevance).

In general, improving the effectiveness of regional branding is a rather
significant factor in decentralisation, as it constantly pushes for the expansion of
the scope and increase in the level of mutual responsibility of local authorities in
promoting the development of the territorial community.

Conclusions and suggestions. The need for territory branding has been
recognised in many countries, and competition in this market will only increase.
The positive image of the city created as a result of marketing and branding is a
long-term tool designed for a strategic perspective. The implementation of
branding through the use of marketing tools guarantees the competitiveness of the
region, the economic situation of goods and services, the inflow of customers, and
the growth of investment in the territory, which will support the creation of jobs,
increase the tax base, and help manage the budget and credit ratings. It follows that
the funds will be channelled into the territorial budgets, and thus into the

development of education, services and infrastructure.



It should be noted that the processes of regional branding have a specific
algorithm for its development and implementation, but the practice of each city is
unique. Each territorial community has its own set of competitive advantages, a
special history of formation, an existing image, key resources and problems that

need to be taken into account for successful brand implementation.
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