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Abstract
In the modern world, with rapidly developing technologies and exponential increase in competition - not only between enterprises,
but also between territories – implementation of up-to-date approaches to city logistics and development is of crucial concern.
While trying to be on the top of the ranking of cities in the region, the country or the world, most cities do not always use all
available resources and competitive advantages. The last few years have proved inefficiency of conventional techniques of
municipal management in terms of city development. City marketing is considered by the authors as one of the modern tools for
forming and strengthening a city brand worldwide (Seisdedos, 2004). The analysis of city marketing in Ukraine, on a national and
local level, led to the conclusion that there is a need to form both national and local city marketing strategies. Special emphasis
was put on marketing for small cities in Ukraine as the key aspect of their further development. Furthermore, the approaches to
create sustainable city marketing for small cities on the example of small cities in the Kharkiv region are presented.
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1. Introduction
These days, the modern world has been increasingly focused on image (Kampshulte, 1999). Image creation
concerns anything and anyone - from well-known politicians to entire nations. This is not surprising, since in the
context of globalization it is easy to get lost in the crowd. Any subject is the image - no matter anyone is engaged in
its creation or not. Thus, if we let things drift, the image will develop spontaneously, and there is a chance that it will
show the most negative side of the subject (Morello, Ratti, 2009). Consequently, regions and cities all over the world
started to think about what should be done in order to create a spectacular image, recognizable in the eyes of its own
citizens as the inhabitants of the country, as well as foreign partners (United Nations, 2012).
Constantly changing conditions of the external environment require continuous improvement of urban management
models, searching for new approaches aimed at innovative self-development, an increase in scientific potential,
science-intensive output growth products.
Starting from 1983, each city on the planet started to change its behavior toward sustainable one, so as to use
limited resources wisely to allow future generations to have same living standard (Dan Cristian Duran, 2015). But on
the other hand, in the rapidly changing world cities are forced to find new ways to compete with each other. Each city
faces the same problem: how to attract money from the budget for its own needs, how to make the city attractive to
investors, what should be done in order to develop the tourism business, and how to make strong international contacts.
The more recognizable the city will be and the more positive associations it will carry, the easier it will be to deal with
these problems.
Therefore, the objective of this paper is to define the influence of city marketing on sustainable development of
small cities, based on the example of small cities in the Kharkiv region.
2. City marketing
City marketing is carried out in order to create, maintain or change opinions, intentions and/or conduct of entities
external to the area (Levy, 1969). It is aimed at creating and maintaining: attractiveness and prestige of the territory
as a whole and appeal centered on the territory of resources (Goovaerts, 2014).
The basic principles of territorial marketing include:
x promotion of the territory as a place for implementation of various projects based on knowledge and
forecasting the needs of the economy, the current situation and possibilities of the territory;
x providing effective solutions to the problems of the economy at different levels;
x focusing on long-term sustainable development;
x influencing the formation of the needs and behavior of actors in the investment market.
The main factors affecting the attractiveness of a region, a city for investors and the public are as follows:
x The real level of development and prosperity in the region
x Image
x Reputation
When choosing a territory, the population and investors consider the following: the level of the territory
urbanization; migration, labor and social mobility; demographic problems; agricultural development; the functioning
of the housing market; regional issues of education and health care; problems of transport infrastructure development
and others (Govers, 2011).
An image of a territory represents a set of emotional and rational representations arising from a comparison of the
territory ideas coming from experience of people and rumors that affect the creation of a specific image (Hospers,
2009). Empirical studies show the following areas of marketing policy in improving the image of the territory:
implementation of its three basic functions - residential, recreational space management; improving the management
and infrastructure of the territory; improving the competitiveness of companies located in the region. Thus, the image
of traditional marketing focuses on improving the communicative aspects of information and promotion of the
previously created advantages of the territory (Paddison, 1993).
Dynamic characteristics of the life and activity in the territory, emerging over a long period of time, and a set of
reliable information on them is represented by the city reputation. This primarily includes information on luxury
residence in the territory, security, social security, power of authority, etc. In addition, the reputation of the territory
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is determining its emotional appeal, for example, the presence of the sea or heritage sites, reputation management in
the region in terms of efficiency and integrity of the investment obligations fulfillment; financial and economic
performance of the city’s development; investment activity in the region.

3. Strategies of city marketing
The concept of city marketing requires focusing on the needs of the target groups of goods consumers and service
areas. All the structures and the companies responsible for the fate of the region should focus on the needs of customers
and target groups of consumers, as well as on creation of the best image compared to other areas for the optimal
satisfaction of all consumer categories.
In order to develop the adjusted concept of socio-economic development of the region and its separate territorial
entities, the marketing strategy of the city should be revised. The revision should include an analysis of the activities
offered by various institutions, associations and individuals to study foreign experience in solving social and economic
problems at the level of the territory and its territorial entities, to make the positioning of the city, to identify the
specific benefits, targeted consumer segments, etc. (Avraham, 2004).
An analysis the city marketing strategies worldwide has shown the most popular four approaches. The first strategy
is aimed at the city image (Braun, 2008). The purpose of this strategy is to create a positive image of a territory and
disseminate it among potential investors and tourists. This is supported by the attractiveness of the territory, enhancing
the emerging reputation of the region. The leading marketing tools of the image include communication activities,
demonstrating the openness of the territory for contacts and opportunities to explore it (Kampshulte, 1999).
Another strategy can be defined as a marketing attraction; it is aimed at increasing the attractiveness - in the most
diverse sense (from the competitive advantages for the investors to the availability of attractions and activities for
tourists) – of the city territory for people’s living standard and business development. A significant potential for
enhancing the attractiveness of territories and especially the cities is the so-called event marketing.
Infrastructure-based marketing is one more approach and the most stabilizing element of the city marketing, as the
infrastructure is the foundation of the city’s attractiveness (Althuizen, 2006). Most often it refers to a reliable energy
supply, clean drinking water, developed communications, good transport links, and safety on the streets. In some cases
(in particular, the competition between cities to host “Euro 2012”) the basic infrastructure is primarily considered as
the availability of modern stadiums, airports, hotels and roads.
In case of lack of resources, cities build their strategy on population-based marketing (Bispo, 2007). For the
development of the territory, a city can choose its own strategy corresponding to its needs. For example, areas with a
low level of employment and low-cost labor may emphasize this fact to attract investors to create new jobs. The
opportunities for investors could become the city’s competitive advantages.
Currently, on the one hand the city requires a comprehensive review and evaluation, intra-regional interests and
needs, and on the other hand, an assessment of their own capabilities to meet them. Method development and
implementation of target complex programs of city marketing can solve these problems.
City marketing is a base for development and implementation of an integrated long-term vision in the economic
and social area, gradual elimination of the negative phenomena and solving social and economic problems (Berg, L.
van den & Braun, E. 1999).
The mechanism of applying a city marketing strategy should include two main steps:
During the first step, strategic planning (SWOT analysis, definition of a small city’s strategic goals and
development priorities) including a marketing strategy together with development of a city brand should be initiated.
For strategy development, marketing research should be done. Furthermore, development of unique city proposals
should be determined.
The second step includes work with target stakeholders (population, tourists, investors, business, and local
authorities) through marketing communication tools which include establishing parameters of information influence,
choosing the methods of communication, selection of information channels.
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4. Case study: small cities in the Kharkiv region
The concept of territory marketing is aimed at key customers - stakeholders of the territorial product. It allows to
take into account their interests and to offer the most attractive products in the form of internal conditions for any stay,
leisure, entrepreneurial and investment activities. The specific set of tools for implementing the cities mostly focused
on the development of strong city’s features.
While most of the time big cities do not require any promotion or marketing and can easily compete with each
other, small cities (with fewer than 50 thousand inhabitants) could not always be easily recognized and most of them
have to attract attention and have to make a sufficient effort in order to promote themselves.
Common barriers for small cities in Ukraine include:
x low level of social development;
x lack of resources for development;
x lack of funding from the state budget;
x one-sided specialization of enterprises and their insufficient load capacity;
x low rates of housing, social infrastructure;
x insufficient economic capacity of core enterprises, lack of demand for their products;
x limited opportunities for training and employment ;
x underdevelopment of the service sector;
x negative demographics, the aging population;
x insufficiently developed system of water supply, electricity, heating and drainage systems;
x poor condition of road services;
x underdeveloped transport;
x unsatisfactory situation with regard to collection and disposal of municipal waste, and in certain cities
industrial toxic waste;
x low level of development of urban infrastructure and social services;
x lack of cultural facilities, an unsatisfactory number of sports grounds, etc.
In order to analyze the influence of city marketing on sustainable development of small cities, six cities recognized
on the regional level in the Kharkiv region were selected. These are Lozova, Chuguiv, Kypyans’k, Izyum, Pervomaysk
and Lubotyn (Fig.1.).
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Fig.1. Distribution of districts by population (Ukrstat, 2014)
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The research study on the chosen small cities in the Kharkiv region was carried out based on a comparative analysis
of the social, economic and environmental indicators (Govers, 2011; Drobyshevskaya, 2006). The indicators were
analyzed based on the statistical information provided by the governmental institution – Department of Statistics in
the Kharkiv region (Ukrstat, 2014).
The analysis of the general information on the cities, presented in Table 1, illustrates unevenness of their
development. The population density indicates that some cities with relatively small territories have bigger populations
than others with bigger territories. Further analysis exposed a progressive development of cities Lozova, Chuguiv and
Kypyans’k, and a less satisfactory development of three others – Izyum, Pervomaysk and Lubotyn.
Table 1. General information on the six cities in the Kharkiv region
Small city
1
2
3
4
5
6

Territory
(km2 )
18.1
12.8
33.4
40.8
30,8
31.1

Lozova
Chuguiv
Kypyans’k
Izyum
Pervomaysk
Lubotyn

Population
64,745
32,442
57,142
50,591
30,821
21,714

Population
density
3,577
2,535
1,711
1,240
1,001
698

While all the cities are geographically located at different distances from the main city – Kharkiv, some of them
demonstrated permanent dynamics of economic, social and ecological indexes growth, while others continued to
struggle with the decrease of enterprises in the city, pollution and declining populations.
The cities with positive dynamics of economic growth are Lozova, Chuguiv and Kypyans’k where the number of
private enterprises constantly increases (Table 2).
Table 2. Number of private enterprises
2008
2009
2010

2011

2012

2013

2014

2015

Lozova

740

725

696

695

720

724

740

760

Chuguiv

568

573

563

577

582

611

640

643

Kypyans’k

709

700

680

684

654

644

639

649

Izyum

580

572

560

564

545

535

533

528

Pervomaysk

358

317

310

319

327

335

340

345

Lubotyn

308

324

335

349

362

363

370

379

Moreover, each city takes a number of actions which stimulate attractiveness of the city to investors. Hence, the
local authorities of Lozova promote the city on its website which offers a variety of information for tourists and
investors on what to do and where to invest in the city, in both Ukrainian and English (Fig. 2 and 3). The city of
Lozova comes second after Kharkiv in terms of industrial potential, with significant achievements in various spheres
of life. The city has been promoted as the city of a glorious heritage and unique appearance. The city even has its own
slogan: “Lozova city for work and leisure”. It is interesting for various stakeholders, and the local authorities promote
the potential city development. As a result – Lozova has managed to attract the biggest amount of investment (Table
3).
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Table 3. Amount of investment in the city, UAH ‘000
2014
Lozova

300,340

Chuguiv

28,965

Kypyans’k

48,584

Izyum

14,987

Pervomaysk

27,742

Lubotyn

43,225

A completely different situation can be observed in Chuguiv. The Chuguiv city council promotes the city on its
website as well, and it organized a number of tourist events for its visitors. Unlike Lozova, the city of Chuguiv used
to be a military city and over the last year it had to change its image by promoting its tourist attractions, including the
major one: place of birth, life and work of one of the famous 19th century artists.

Fig.2. Tourist routes in Lozova

Fig.3 One of the tourist attractions in Lozova

Kypyans’k city is one more example of successful city marketing approach implementation. Though it does not
have any specific tourist attractions or a particular brand, the city is well known as the second biggest railway
interchange station of the Kharkiv region (after Kharkiv), which is located near (40 km) the border with Russia.
Kypyans’k city council in partnership with the company Yandex updated the version of the satellite maps and street
maps, including automatic movement miscalculation of city bus routes. Active promotion of these small cities
coincided with a positive direction towards reduction of emissions in the three leading cities (Table 4).
Table 4. Air emissions from stationary and mobile sources (‘000 tons)
2008
2009
2010
2011

2012

2013

2014

Lozova

3.5

3.1

4.4

4.4

4.2

3.9

3.6

Chuguiv

1.6

1.6

1.4

1.4

1.3

1.2

1.1

Kypyans’k

6.4

5.3

3.8

3.0

3.0

3.0

2.8

Izyum

2.0

2.0

2.0

2.1

1.9

1.9

1.8

Pervomaysk

2.3

1.7

2.1

3.4

1.8

1.6

2.0

Lubotyn

1.1

1.0

1.1

1.0

0.9

1.0

1.1

52

Nataliya Dril et al. / Transportation Research Procedia 16 (2016) 46 – 53

In the meantime, the analysis of the three other cities has shown that all of them have the same potential as the first
three. Thus, Izyum as well as Chuguiv is one of the most interesting places for tourists on their way to one of the most
popular pilgrimage sites. Pervomaysk as well as Lozova has the number of enterprises. Lubotyn as well as Kypyans’k
is one of the biggest railway interchange stations in the Kharkiv region. However, Izyum, Pervomaysk and Lubotyn
do not use their potential and while having bigger territories than the other three cities, they have fewer citizens, less
investment and thus unsustainable development.

1. Conclusions
Thus, territorial marketing is one of the key concepts for effective development of a city, which is confirmed by
numerous studies. Based on the foregoing, it is possible to say that various marketing techniques can be successfully
applied in relation to city and local urban areas.
Various marketing tools can be successfully used in each city, though the historical accents and priorities should
not be ignored. It is very important to strengthen those that effectively maximize the position of the city.
Applying the marketing approach allows to analyze the territory in terms of its main stakeholders: business
investors, public and state structures, citizens. It allows to implement a comprehensive territory assessment of the
most important socio-economic and environmental parameters. The described method is appropriate to be applied for
the analysis of territorial entities of different taxonomic ranks: at both macro level and at the level of municipalities.
The marketing in small cities could be a powerful tool to foster city development in a rapidly growing competitive
environment. To develop a successful city marketing strategy, it is necessary to research into the territory and its
competitive advantages, and analyze the target markets.
Currently, small cities in Ukraine are struggling for further development. Some of the cities have succeeded. The
case study on the small Ukrainian cities in the Kharkiv region has proved the successful implementation of city
marketing as a tool to support sustainable development. The comparison of six small cities in the Kharkiv region has
shown that each small city has competitive advantages which should be highlighted for fostering sustainable local
development. Thus, Lozova, Chuguiv and Kypyans’k are examples of successful city marketing implementations. In
spite of the fact that these cities have different historical backgrounds and are known for different reasons, all of them
have shown positive development dynamics. In the meantime, three other cities, though having their own advantages,
were left behind and should now focus on developing a city marketing strategy in the nearest future in order to meet
current needs of city stakeholders and local sustainable development.

References
Avraham, E. (2004). Media strategies for improving unfavorable city image, Cities, 21(6), 471-479.
Althuizen, N.A.P., Analogical Reasoning as a Decision Support Principle for Weakly Structured Marketing
Problems, Promotor: Prof. dr. ir. B. Wierenga, EPS-2006-095-MKT, ISBN: 90-5892-129-8,
http://hdl.handle.net/1765/8190
Berg, L. van den & Braun, E., 1999. Urban Competitiveness, Marketing and the Need for Organising Capacity.
Urban Studies, 36, p. 987-999.
Braun, E. (2008), City Marketing: Towards an Integrated Approach, PhD thesis, ERIM, Erasmus School of
Economics
Bispo, A., Labour Market Segmentation: An investigation into the Dutch hospitality industry, Promotors: Prof. dr.
G.H.M. Evers & Prof. dr. A.R. Thurik, EPS-2007-108-ORG, ISBN: 90-5892-136-9, http://hdl.handle.net/1765/10283
Chuguiv municipality official web-site http://chuguev-rada.gov.ua/?p=4846
Dan Cristian Duran, Alin Artene, Luminita Maria Gogan, Vasile Duran (2015) The Objectives of Sustainable
Development - Ways to Achieve Welfare. Procedia Economics and Finance Volume 26, 2015, Pages 812–817
Drobyshevskaya Т.V. Indicators of urban development as a media image of the city. Visnyk DІТB. — 2006. —
№10. — С.43—46.
Hospers, G.J. (2009b). City marketing in perspectief. Lelystad: IVIO Wereldschool.

Nataliya Dril et al. / Transportation Research Procedia 16 (2016) 46 – 53

Goovaerts P., Van Biesbroeck H., Van Tilt T. (2014). Measuring the effect and efficiency of city marketing.
Procedia Economics and Finance, 12, 191 – 198
Govers, R. (2011). From place marketing to place branding and back. Place Branding and Public Diplomacy, 7,
227-231
Levy, S.J. (1969) Broadening the Concept of marketing. Journal of Marketing. Vol. 33, No 1, 10-15.
Lozova municipality official web-site http://lozovarada.gov.ua/informatsiya-pro-misto/turistichnij-marshrut-pomistu.html
Kampshulte, A. (1999) ‘Image as an instrument of urban management’, Geographica Helvetica, Vol. 54, No. 4, pp.
229–241.
Kypyans’k municipality web-site http://kupyansk-rada.org.ua/
Morello, E., Ratti, C. (2009) A digital image of the city: 3D isovists in Lynch´s urban analysis. Environment and
Planning B: Planning and design. Vol. 36, 837-853.
Paddison, R., 1993. City Marketing, Image Reconstruction, and Urban Regeneration. Urban Studies, 30(2), p. 339350, Harlow, UK: Longman.
Seisdedos, H. (2004). City marketing: El Camino Hacia la Ciudad Emprendedora. Revista de Empresa, 8, 54–64
United Nations (2012). Resilient people, resilient planet: A future worth choosing. New York: United Nations
Retrieved from http://uscib.org/docs/ GSPReportOverview_A4%20size.pdf
UKRSTAT, 2014. State Statistics Committee of Ukraine, Kiev. http://www.ukrstat.gov.ua/

53

