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THEORETICAL AND METHODICAL DOMINANTS
EVALUATION FOR POSITIONING RESULTS OF
TERRITORIAL COMMUNITIES
IN THE EAST OF UKRAINE

Introduction. The issues of increasing the local territories
competitiveness in recent years have gained great importance, given
the dynamics of trends in the economic ties localization. For
Ukrainian territorial communities, especially suffering from the
consequences of hostilities in the east of the country, an important
task is to form their positive and attractive image by using such a
marketing tool as the territory positioning. This process bases on the
identification of unique economic, social and environmental
characteristics that can create the foundation for the formation of a
positive and attractive community image in order to increase its
competitiveness.

Aim and tasks. The aim of the article is to substantiate the
theoretical and methodical dominants evaluation for the positioning
results of territorial communities in the eastern Ukraine to form their
positive image and increase competitiveness. This aim reveals
through the prism of tasks, which are to substantiate the
architectonic foundations for positioning territorial communities,
defining archetypal components for assessing the results of
positioning territories and conducting their rating assessment.

Results. The analysis of foreign and domestic scientific
and theoretical heritage demonstrates an insufficient level of
research into the issues of theoretical and methodical support for
assessing the results of the territorial communities positioning. It
made possible to substantiate their architectonic theoretical and
methodical dominants with the allocation of a basic and auxiliary
level to obtain a positive effect. The article proposes the
archetype of community positioning parameters, which display in
17 indicators in terms of sustainable development. This system of
parameters formed the basis for the rating assessment of
positioning results by defining quantified and reference
indicators reflecting the current economic, social and
environmental positions of the local territory.

Conclusions. The results of the rating assessment using
the example of the Bilovodsk community confirmed the
imbalance of its positioning between economic, social and
environmental positions, with the latter being given priority. It
proposes to solve this problem by adjusting the economic and
social parameters of the community's positioning, changing the
emphasis on those indicators of socio-economic development,
that better characterize its unique features, which will help
attract potential consumers and increase the level of its
competitiveness.

Keywords:  Positioning, territorial
parameters, rating score, indicators, positive image.
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TEOPETUKO-METOAUYHI JOMIHAHTH
OIIHIOBAHHS PE3YJIBTATIB ITIO3UIIIOHYBAHHSA
TEPUTOPIAJIBHUX T'POMA/J] CXOAY YKPAIHU

Beryn. [Tutanns migBUIEeHHS KOHKYPEHTOCIPOMOXKHOCTI
JOKIBHUX TEPHUTOPIH 3a OCTaHHI POKH HAOYIH BEIHUKOTO
3HAYECHHS 3 OISy Ha JUHAMIKY TEHJEHIIA JoKami3amii
€KOHOMIYHUX 3B s3KiB. [l yKpaiHCBKHX TEepUTOpiabHUX
rpoMaja, OCOOJMBO THX, WIO0 TMOTEPHAIOTh BiJ HACTIAKIB
BIICHKOBHX JIili HA CXOJI KpaiHW, BaJKIMBUM 3aBJaHHSIM IOCTA€
dbopMyBaHHS X TTO3UTHBHOTO Ta MPHUBAOIMBOTO IMIIKY IUITXOM

BUKOPUCTAHHS TaKOr0 MAapKETHHTOBOTO IHCTPYMEHTY  SIK
MO3MUIIIOHYBaHHs Teputopii. B ocHOBI mgaHoro mpouecy -—
BU3HAYCHHS  YHIKaJbHUX  E€KOHOMIYHHX, COIIaJbHUX  Ta

EKOJIOTTYHUX XapaKTePUCTHK, SKI MOXYTh CTaTH OCHOBOIO [Tt
(dbopMyBaHHS MO3UTUBHOTO Ta MPUBAOIUBOrO 00pazy rpoMau 3
METO¥O IMiIBUIICHHS i1 KOHKYPEHTOCIIPOMOYKHOCTI.

Mera i 3aBaaHHs. MeToro CTaTTi MOCTa€ OOTPYHTYBAHHS
TEOPETUKO-METOIUYHUX JOMIHAHT OI[IHIOBAaHHS pe3yJbTaTiB
MO3UILIOHYBaHHS TEPUTOPIATbHUX TPOMAJ CXOMy YKpaiHu uis
dopMyBaHHS X MO3UTUBHOTO IMIIKY Ta MIiJBULICHHS PIBHA
KOHKYPEHTOCTIPOMOKHOCTI. OCHOBHI 3aBJaHHSl TOJATalOTh B
OOTpYHTYBaHHI  apXiTEKTOHIYHMX  3acaJ  MO3HIIIOHYBaHHS
TEPUTOPIATBHUX TPOMaJI, BU3HAUCHHI apXETUITHUX KOMIIOHEHTIB
JUISL OLIIHIOBAaHHS pPE3yJbTaTiB TMO3MIIOHYBAaHHS TEPUTOPIA Ta
MIPOBEJICHHSI X PEUTHHTOBOI OIlIHKH.

Pe3ysabTaTH. AHami3 3aKOpJOHHOI Ta BITYM3HIHOI HAYKOBO-
TEOPETHYHOI CHaIIIMHA MPOJEMOHCTPYBAaB HEJOCTATHIH pIBEHb
JOCII/DKEHHSI TMUTaHb TEOPETHKO-METOJMYHOTO 3a0e3MeYeHHS

OLIIHIOBAaHHS ~ pE3yJNbTaTiB  TO3MLIOHYBaHHA  Ha  piBHI
TEPUTOPIAILHAX TpPOMaa Ta JO3BOJMB OOTPYHTYBaTH ix
apXITeKTOHIYHI METOIWYHI JOMIHAHTH 3 BHOKPEMJICHHSIM

0a30BOr0 Ta JIOMOMIXKHOTO PIBHS 33Ul OTPUMAHHS MMO3UTHBHOTO
epexty. Y poOOTIi 3ampoOTNOHOBAHO AapXETUN TapameTpiB
TMIO3HITIOHYBaHHS TPOMAJIH, SIKi BiToOpakaroThes B 17 iHIUKaTOpax
cTajoro po3BuTKy. [laHa cucrema mapameTpiB JINia B OCHOBY
PEUTHUHTOBOI OITIHKH PE3yJILTAaTiB MO3UITIOHYBAHHS 32 JIOTIOMOTOIO
BU3HAYCHHS KBaHTH(IKOBAaHMX Ta E€TAJIOHHUX IHIAMKATOPIB, IO
BiIOOpaXXyIOTh TOTOYHI EKOHOMIYHI, COIlialibHI Ta EKOJIOTivHi
TMO3HIIIT JIOKATbHOT TePUTOPIi.

BucHoBku. Pe3yipraTé peMTHHTOBOI OIIHKK Ha MPHKIIAIL
binoBoxckkoi rpoMamu  MATBEpAWSIM  PpO30aaHCOBAHICTH 11
MO3HIIIOHYBAaHHA ~ MDK  €KOHOMIYHHUMH,  COIlIJILHUMH  Ta
€KOJIOTTYHUMU TO3UIIISIMUA 3 HaIaHHSAM TPIOPUTETHOCTI OCTaHHIM.
Bupimmtn  gany  mpoOieMy  3alpOIIOHOBAHO — 3aBISIKH
KOPETyYBaHHIO  €KOHOMIYHMX Ta  COIIIAIbHUX  TapameTpiB
MO3UITIOHYBaHHS TPOMaJM, 3MiHM aKIICHTIB Ha Ti 1HAWKATOPH
COLI1aIbHO-€KOHOMIYHOTO PO3BUTKY, K1 HalKpare
XapaKTepU3yBaTUMYTh YHIKaJIbHI OCOOJIMBOCTI TEpHUTOpii, IO
CIPHUATUME TPUBAOJICHHIO 0 HEi MOTEHIIMHUX CHOXHBAYiB Ta
MiBUIIAT PIBEHB 11 KOHKYPEHTOCTIPOMOKHOCTI.

KarouoBi caoBa: [lo3umioHnyBaHHs,
rpoMajgy, TMapaMeTpH, pPEUTUHrOBa  OIliHKA,
MMO3UTUBHUHI IMIIXK.

TEepPUTOPiATIbHI
1HUKaTOPH,

57


https://portal.issn.org/resource/issn/2616-7107

Economics. Ecology. Socium, Vol. 5, No.1, 2021

Introduction. In recent years, the issues of
increasing the territory competitiveness, not only
at the national level, but also at the local level,
have become increasingly important. The
implementation of the decentralization reform
components in Ukraine led to significant changes
in its  administrative-territorial  structure,
amalgamating territorial communities
(hereinafter — TCs) and consolidating units in the
regional context. Such innovations every year
reinforce localization trends in the territory of our
country, encouraging communities not only to
achieve operational aims as part of their
development strategies, but also to consider the
entire process of the territory strategic planning
through the prism of competitiveness.
Undoubtedly, the highest concentration of
financial and human resources will be observed
on the territory of economically strong (capable)
TCs, the unique characteristics of which can
become the basis for the formation of a positive
and attractive image, clearly stand out against the
background of other administrative-territorial
units.

Therefore, more and more communities
begin to compare their strengths and weaknesses

in comparison with other, most often,
neighbouring territories. The above proves the
relevance in the modern competitive

environment of such an imperative for the TC
development as the formation of its positive
image, which appears possible due to the
introduction of the main marketing tool —
positioning — in the process of territorial
planning, determines and emphasizes the
importance of the chosen research problem.

Analysis recent research and
publications. The issue of theoretical and
methodical architectonics of local marketing has
been studied quite widely by foreign and
domestic scientists, including M. Florek and
A. Insch [1], J. Milan-Garcia, J. Uribe-Toril and
J. Ruiz-Real [2], O. Hamim and S. Aninda [3],
Z.Siryk, M. Pityulych and O. Chakii [4],
M. Florek, M. Herezniak and A. Augustyn [5],
I. Budnikevich and O. Kolomytseva [6],
I. Zablodska, K. Sieriebriak [7], etc.

Scientists focus on the use of such tools as
SWOT-analysis, marketing environment
analysis, consumer segmentation. However, the
most modern and effective tool of territorial
marketing is considered to be positioning, which

combines all of the above components, and the
assessment of its results is an integral strategic
component of a local area development.

The scientific works of economists and
marketers contain fragmentary studies on
obtaining the possible effect of successful
positioning. Thus, the researchers H. Antonov,
V. Tumina and O. Ivanova [8] believe that the
indicators for assessing the results of
positioning, its effectiveness both at the macro-
and meso-level are the future reaction of
consumers to the developed and implemented
marketing activities. In general, experts consider
several methods for assessing the effectiveness
and efficiency of positioning: researching the
opinions of consumers and competitors of the
territory, trial marketing and building analytical
models.

When studying the opinions of consumers
and competitors, the image of a local territory in
the minds of consumers (residents of this and
neighbouring territories) is determined, that is,
its position in a given period.

Current positions can view using dual-
mind or poly-mind maps, which schematically
represent a pool of thoughts and judgments of
consumers about a wide range of positioning
parameters, which it is advisable to group
together according to their intended purpose or
the nature of the residents’ impact. Test
marketing, according to scientists, makes it
possible to determine the economic feasibility
of introducing one or more provisions of the
positioning strategy (if any) in the study area.
The main place gives to the analysis of the
economic parameters of the community
positioning, therefore this method can form an
idea of possible changes in key economic
indicators during the implementation of
measures aimed at creating a positive image of
the territory.

The construction of analytical positioning
models also bases on the results of analysing

information about existing and potential
consumers, but its conclusions draw up
graphically into a specific basic three-

dimensional model that imitates the object of
research. With the passage of time and the
introduction of certain measures aimed at
creating a unique image of the territory and the
level of its investment attractiveness, another
model forms that reflects these changes.
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The base and derivative (new) models
visually superimpose on each other, analyse,
conclusions draw about the effectiveness or
ineffectiveness of the implementation of
measures, and make the  appropriate
management decisions [8].

Of course, the ultimate aim and the main
criterion for the positioning effectiveness is a
unique and positive image of the territory in the
minds of its target consumers, which,
ultimately, reflects in the indicators of socio-
economic development. Therefore, G. Karvitska
[9] formed an indicators system for the
effectiveness of territorial marketing, which
included socio-economic indicators, materials of
territorial ratings and the results of stakeholders’
surveys in the territory development.

Economist  of  Belarusian  origin
N. Osypenko [10] in her works proposed a
universal methodology for assessing the
competitive positions of marketing research
objects (goods, enterprises, territories) in the
perception of consumers. It can be used to
assess the effectiveness of positioning territories
(including local ones), which allows determine
the achievement degree of the positioning aim,
identify the reasons for changing positions, and
highlight the most powerful competitors. Thus,
the researcher proposes to focus on determining
the competitive structure of the market based on
the size of the territory, objects of imaginary
geography, smart specialization of the territory
[10].

Highlighting previously unresolved
issues that are part of a common problem.
While positively assessing the scientific cases of
the aforementioned authors, it should notes that
their weak side is universality, since the process
of positioning a territorial community is
complex and multivariate. Even the process of
determining the parameters of positioning as a
key component for the positive image formation
of the community should take into account
many factors, since its vital activity that
regulates by administrative, organizational and
other framework provisions. The results of a
detailed analysis of this pool of the world and
domestic scientific works indicate a fragmentary
research of the scientific and theoretical aspects
of the local territories positioning (most often —
regions). It leaves without attention the
important issues of theoretical and methodical
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support for assessing the positioning results at
the level of territorial communities, which
determines the topic and the aim of this
research.

Aim and tasks. The aim of the article is
to substantiate the theoretical and methodical
dominants evaluation for the positioning results
of territorial communities in the eastern Ukraine
to form their positive image and increase
competitiveness. This aim reveals through the
prism of tasks, which are to substantiate the

architectonic ~ foundations for positioning
territorial communities, defining archetypal
components for assessing the results of

positioning territories and conducting their
rating assessment.

Results. Traditionally, a territory with a
high level of economic development (behind
which there are specific statistical indicators) is
considered attractive, however, for positioning
aims, it is important to consider each territorial
community not only from the point of view of
management, but also as a place convenient for
life and recreation. If we consider the TC from
this angle, then its attractiveness can be assessed
through the prism of the result (effect) from
positioning and take into account the ability of
community to accumulate the resources of the
economic, social and environmental
components of sustainable development. In
which direction of positioning to move will
depend on the specific TC, however, it is
advisable to highlight the architectonic
foundations of this process, highlighting its
basic and auxiliary (derived) level, which rely
on to obtain a positive effect (Fig. 1).

The baseline positioning results are based
on a triad of sustainable development
components, therefore dedicated to achieving
economic, social and environmental impact. The
economic component of the positioning
performance is associated with the creation of
the most favourable conditions on the territory
of the TC for the implementation of economic
activities in  comparison  with  other
communities.

The result can be an increase in TC
income and an increase in its ability due to an
increase in the level of investment and
entrepreneurial activity, an increase in sales of
branded goods, as well as an improvement in
the investment climate in the community.
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Positive image of the community, based on a unique

A and recognizable form A

Key stages of TC positioning:
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1. Formation of strategic and operational goals to create a
positive TC image, its implementation
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2. Determining the current economic, social and
environmental position of the community among other
similar administrative-territorial units

/
<

<
<

3. Determining the unique parameters of community
positioning based on its significant competitive
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Fig. 1. Architectural foundations for the territorial communities positioning

Source: created by authors

Potential environmental outcomes
implicate in the natural characteristics of the
community, the combination of which can form
a unique environmental proposition with the
aim of attracting visitors and investors

The positive effect can be in reducing the
volume of pollution of the atmosphere, land,
water with harmful components, reducing the
amount of waste and increasing the ergonomics
of production, introducing environmentally
friendly technologies in industry, preserving
natural ecosystems (parks, reserves, individual
plantations). In general, it will make possible to
form tourist and investment attractive direction
of the community development.

Another group of positioning results is
auxiliary (derivative) in relation to the basic
ones and may contain the results of cultural and
tourist destinations. They closely intertwine
with the previous ones and provide for the

formation of a tourist attractive territory based
on the existing historical, geographical and
cultural features, including the popularization of
festive and historical events, historical and
cultural monuments and famous personalities
who personify a particular community and form
its unique image.

Obtaining such results can become an
effective basis for the eastern communities of
Ukraine (Luhansk and Donetsk regions) to
create a creative incubator or hub on their
territory, capable of attracting additional
investments in the future and making
communities recognizable not only in Ukraine,
but also abroad. The results of the scientific
positioning direction will accompany by an
increase in scientific and technical information,
development and research by institutions
located on the TC territory. The Silicon Valley
Model has become a welcome benchmark for
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both national and local territories in the context
of the innovative incubators creation. The
resulting effect for the communities of the
Luhansk and Donetsk regions will consist in

strengthening cooperation between
representatives of  higher educational
institutions, scientific institutions and the
business environment, preserving scientific

potential, enhancing the quality of production of

fundamental and applied research, etc. In
addition, the focus on this result from
positioning will contribute obtaining an

economic, social and environmental effect and
will allow residents of the community to take
partinit [6; 11-13].

The innovative and technological
component for the effectiveness of community
positioning can become the basis for the
development of high-tech activities (computer
and information services, aerospace and
pharmaceutical products, etc.), as well as for the
introduction of innovative research
developments in the activities of business
entities located in the community. The future
effect may be to accelerate the automation of
production processes, the development of high-
tech sectors of the economy, the growth and
introduction of new knowledge, skills and

abilities into the TC life, etc. Modern challenges
of globalization force us to focus primarily on
technological innovation, but the introduction of
new technologies in the real sector of the
economy and to the management system of
communities, especially those located near the
demarcation line in eastern Ukraine, an
important and necessary task arises to ensure
their  competitiveness and sustainable
development [14-15].

The need to obtain positive results from
the positioning of territorial communities in the
eastern regions of Ukraine determines the
importance of priority concentration on the
three main components of their sustainable
development: economic, social and
environmental, on the basis of which
representatives of each community will be able
to form a unique and recognizable image of
their territory [7]. Considering the fact that the
statistical data of Ukrainian territorial
communities are just being formed, it is
advisable to propose archetypal components
(parameters and indicators), which will become
a practical basis for assessing the results of
positioning territorial communities in eastern
Ukraine (Table 1).

Table 1. Archetypal components for assessing the positioning results of communities

Sustainable
development|
component

Positioning parameters of territorial communities and indicators that reflect them

income),%

A.1. The parameter “Provision of financial and budgetary capacity”:
general fund per 1 inhabitant, UAH; level of subsidized budgets (share of base / reverse subsidies in

incomes and expenses of the

4.2. The parameter “Entrepreneurial potential formation”: number of enterprises (large and medium-
sized businesses) per 1000 people of the population, units; number of private entrepreneurs (small
business) per 1000 people of the population, units; average monthly salary, UAH.

s

A. Economic

4.3. The parameter “Development of the engineering and transport infrastructure system”:
hard-surface roads in the total length of roads of the territorial community, %; share of households
provided with centralized water supply in the total number of households in the territorial community, %;
share of households provided with centralized gas supply, in their total number, %.

’

share of

population”:
governments per 1000 people, units;
population, units.

B.1. The parameter “Development of the social infrastructure system and the provision of services to the
number of social infrastructure institutions that are supported by the budget of local
number of general practitioners, family doctors per 1000

B. Social

people, people.

B.2. The parameter “Demographic community development”: number of births and deaths per 1000

objects, units.

C.1. The parameter “Use of the natural-geographical and ecological potential”: share of pollutants
emissions into the air in the general educational regional volume, %; number of the natural reserve fund

C. Environ-
mental

C.2. The parameter “Use of the unique historical and cultural heritage”: number of the history,
architecture, archeology monuments, units; number of ongoing projects in 2019 aimed at increasing the
tourist and recreational potential of society, units.

Source: created by authors
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In order to form the theoretical and
methodical dominants for assessing the
marketing tools results in the management local
system, it is advisable to test the proposed
system of indicators. It should conduct a rating
assessment for the positioning results of
territorial communities in the eastern Ukraine
using the example of the Bilovodsk village
community located in the Ukrainian part of the
Luhansk region. It was chosen as the object of
research due to the experience presence of
almost four years after its creation. This unit
bases on the available statistical indicators and
reflects in the attempts of community
representatives to position this territory as the
capital of Ukrainian stud farms, using

favourable natural and geographical conditions,
the presence of a unique historical and cultural
heritage, as well as significant tourist and
recreational potential.

In this article, the research bases on the
indicators of the Bilovodsk TC positioning,
reflecting  the  economic, social and
environmental components of its development
as of January 1, 2021 by analysing analytical
materials, statistical collections and reporting
data presented on the official community
website. The results of this analysis require
quantification and calculation of the weighted
average values of indicators in a certain
positioning parameter, taking into account their
multivariance (Table 2).

Table 2. The rating assessment data for the positioning results of the Bilovodsk TC

Group of po§itioning o Values of quantified AV§rage weighted Valu.es Commupity rating in a
parameters in terms Positioning positioning indicators of indicators in a certain certain group of
of sustainable parameters parameter positioning parameters
development Xn; an!' R,
0,364
A.l. 1,000 0,456
0,004
. 0,071
A. Economic A2, 1,000 0,437 1,475
0,240
0,618
A3. 0,278 0,632
1,000
- 1000 0529
B. Social 0’592 0,675
B.2. 1,000 0,796
C.1. g’ggi 0,362
C. Environmental 2 1,124
C2 1,000 0,514
o 0,003 ’

Source: calculated by authors

The calculation of quantified positioning
indicators of Bilovodsk TC (Xn;) was carried
out according to the following formula:

Xi
Xmax;

Xn; = (1)

where X; — the value of the studied i-th
indicator, which characterizes the corresponding
parameter state of the community positioning;

Xmax; — is the reference (best) value of
the i-th indicator in the set of the corresponding
j-th parameter of community positioning.
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Based on quantified indicators, the values
of indicators reflecting the state of the
community  positioning in a  certain
parameter (Xn{ ) were also calculated using the
weighted average method. The final value of the
rating assessment of the studied community in
the context of the economic, social and
environmental group of positioning parameters
R,, determines by the formula:

R, = /(1 —xn)2 + (1-xn))? + (1 - xn)? (2)
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ABCj :
where Xn;"” — weighted average values

of indicators in the economic, social and
environmental group of community positioning
parameters.

The group of positioning parameters of
the Bilovodsk territorial community with a low
R,, value in the rating table is the best.
Therefore, according to the results of the rating
assessment for the research period, the
community has the strongest social positions
that demonstrate a high level of the social
infrastructure system development and the
provision of services to the population although
demographic trends in the development of
society require improvement.

In terms of social positions, environmental
groups lag very slightly behind the ecological
ones, which indicates an insufficient use level of
the natural-geographical and ecological potential
of community. In comparison with its rich
unique historical and cultural heritage, with the
objects of which the studied community now
identify, contributes to an increase in the tourist
and recreational potential of this unit and
Luhansk region as a whole.

The current economic position of the
Bilovodsk community requires a fundamental
strengthening in terms of the formation of its
entrepreneurial potential, in particular, an
increase in the number of large and medium-
sized businesses per 1000 people and an
increase in average monthly wages.

The implementation of such a marketing
tool as positioning aims at strengthening the
competitive position, first of all, of the eastern
communities of Ukraine by creating the desired
incentives for potential consumers to use it as a
place of residence, business or recreation [6-7].
To achieve this aim, it is necessary to go
through a rather difficult path: from determining
the current economic, social and environmental
positions to programming a positive perception
of a particular TC by its current and potential
consumers. In this context, the stage of
assessing the positioning results of the territorial
community plays a key role, which will help
answer the following questions: Have the
community members chosen the correct
strategic guidelines (goals, priorities, objectives)
for its successful positioning among other
competing communities?
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Do the selected positioning parameters
correspond to the real achievements and
characteristics of community? Is there a balance
between the economic, social and environmental
positions of the territory?

Given the lack of scientific and analytical
research to assess the results of positioning the
territorial communities of Ukraine, it proposes
to implement it by applying seven parameters,
which reveal through the indicators of
economic, social and environmental TC
development. The approbation of the indicators
system carries out on the example of the
Bilovodsk community of the Luhansk region.
This is an administrative-territorial unit, which
first needs to form a positive image. The rating
assessment for the positioning results of this
community confirmed the imbalance of this
process between its economic, social and
environmental positions, with the latter being
given priority.

Conclusions. Undoubtedly, the obtained
assessment results are natural, given the close
proximity of the location of this community to
the zone of active hostilities, the negative
consequences of which were the destruction of
the powerful industrial potential of Donbas
(economic positions), most of the social and
transport infrastructure (social positions). Its
negative impact undermines the stable life of
residents, affected the image of not only the
territorial units of Luhansk and Donetsk regions,
but also the country as a whole.

While agreeing with the opinion of
Ukrainian officials on the unquestioning
importance of ending hostilities and restoring
critical infrastructure, it is important for local
government representatives not to wait for
decisions from central government bodies. They
should to act decisively in the context of
accumulating attractive reputation capital, since
over time the problem of forming a positive
image of the eastern territories of Ukraine is
only  exacerbated, conserving  negative
associations in relation to the Luhansk and
Donetsk regions.

In this context, the studied Bilovodsk
community is making great efforts, since it tries
to focus the attention of key stakeholders in its
development precisely on those positions that
are currently the best.
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Therefore, the historically formed legacy
of the Bilovodsk territory has found a competent
expression in the direction of positioning this
community as the capital of the stud farms of
Ukraine and as the only one in European
countries where there are horse farms in the
architectural face of the 18th century.

Thus, positioning arises as an extremely
necessary and important process specifically for
the eastern local territories of Ukraine, given
their reputational losses due to the war and the
concentration  of  socio-economic and
environmental problems that require immediate
solutions. Indeed, with the help of competent
positioning, each territorial community can
significantly improve its existing positions,
become recognizable, attractive and unique
against the background of other 1,438
amalgamated communities in Ukraine. It is
possible to improve the position of this

community by adjusting certain economic and
social parameters of positioning, changing the
emphasis on those indicators of socio-economic
development that better characterize the unique
features of a given territory, will be able to
attract potential target consumers to it and
increase its level of recognition. For this, it is
extremely important to start the process of
forming a positive image of the Bilovodsk
communities as well as its neighbours. It should
identify the factors of positive and negative
influence on their current positions, forming
their image concept as well as programming a
positive attitude of the target audience to the
image of each community in Luhansk and
Donetsk regions. This process is vital as taking
into account the interests of the communities’
stakeholders, which requires further
fundamental and applied scientific research,
taking into account the best European cases.
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