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ANALYSIS OF TERRITORIES MARKETING ACTIVITIES AMONG SMALL AND MEDIUM BUSINESS:
A BIBLIOMETRIC ANALYSIS

Abstract. The article summarizes the arguments and counterarguments in the scientific discussion on place
marketing. The study's main purpose is to understand the nature and features of existing research on marketing areas
to determine the direction of future research for both scientists and practitioners. Systematization of literature sources
and approaches to solving the problem of marketing areas suggests that many studies in this area require a synthesis
of existing research. The urgency of solving this scientific problem is that although the use of marketing in public
administration has intensified in recent years, there are many problems in this area. The research of place marketing
was carried out in the following logical sequence: determination of the impact of the authors, journals, and articles on
territorial marketing, keyword analysis, identification of marketing clusters, visualization of scientific literature on place
marketing. The study covers 1970-2021. The research object is 1611 relevant publications published in various
scientific sources. The most influential journals were found to be the Journal of Business Research, Tourism
Management and Marketing Theory. The most cited authors were Kavaratzis M. and Warnaby G. Most of the articles
have been published by researchers from the USA, England, Italy, Canada, the Netherlands, Germany, Australia, and
France. Eight key clusters were identified in the marketing of territories: politics, tourism, model, identity, place
branding, residents, framework, city brand. In the last five years, most research has been devoted to placing brands,
destination marketing, geographies, politics, culture, place branding, identity, tourism, involvement, governance,
impact, smart city, loyalty, community. Areas of future research could include destination brand, technology,
regeneration, legitimacy, experiences, word-of-mouth, attitude, reflections, memory, inequity of cities, inclusive place
branding, brand equity, place attachment, place identity, and others. It is also recommended to focus on city-twinning,
sister city, municipal cooperation. The study results could be helpful for companies involved in developing the brand
of territories, local authorities for the development of place marketing, and scientists researching place marketing.

Keywords: bibliometric analysis, marketing management, marketing tools, place marketing, place branding,
small and medium enterprises, territorial marketing, tourism infrastructure, partnership for sustainable development,
city branding.

Introduction. Place marketing (territorial marketing, marketing of territory) plays an essential role in
increasing business activity in the region. It promotes the development of the local community, aftracting
financial and labor resources. Although marketing in public administration has intensified in recent years,
there are many problems in this area, such as the lack of general understanding, necessity, and practice
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of marketing in the management of territories. There are also problems with the effectiveness of local
government policies in regional development, aimed at increasing the competitiveness of territories,
developing territorial development plans, and attracting investment in the regions. There are many
scientific studies in this field, particularly on place branding, place marketing, image, destinations, models,
impact, involvement, politics, management (Liubchak et al., 2021), tourism, cities, and others. In turn,
many publications focused on marketing management in small and medium businesses. Apospori E.,
Zografos K.G., Magrizos S., Danis W., Chiaburu D., Lyles M., Odoom R., Spence M., Essoussi L.H. have
worked on these topics. Moreover, the number of publications on place marketing increases every year,
indicating the relevance of these issues (Us et al., 2020).

This study focuses on bibliometric analysis of the literature on the marketing of territories. It allows
analyzing many studies on selected topics more objectively and quantitatively (Khomenko et al., 2020;
Rosokhata et al., 2021).

This paper examines scientific publications on the marketing of territories, analyzes the content of
publications, cluster analysis (Khomenko et al., 2021), and visualization of the literature, which helps to
illustrate the scope of research.

The main purpose of this study is to understand the essence and features of existing research on the
marketing of territories to determine the direction of future research for both scientists and practitioners.

To achieve this goal, this study:

— determined the influence of authors, journals, articles on the marketing of territories,

— identified existing place marketing clusters,

— analyzed key aspects and presented the visualization of scientific literature on the place marketing;

— predicted the directions of future research for scientists and practitioners.

The document begins with an introduction, followed by brief descriptions of available review
publications on the subject. The following section discusses key journals, authors studying place
marketing. It is followed by analyzing citations and identifying the most influential publications and authors.
The following section describes the results of hierarchical cluster and evolutionary keyword analysis to
explain better existing and predict future research directions. The last section contains recommendations
for future research.

As a result of the analysis of scientific publications according to the Web of Science database, 1611
publications were selected for the following queries: place marketing OR place branding OR territorial
marketing (in the headings). Figure 1 presents the dynamics of publications by year.
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Figure 1. Dynamics of publications by years
Sources: developed by the authors based on the Web of Science database.
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Although the first publications appeared in the 1070s, their number has multiplied alone in the last 10
years (Figure 1). It indicates the recent awareness of many about the need to promote brands in the
territories. At the same time, 35% of all works were published during 2016-2021. However, during 1970-
1999 only 25% of the articles were published.

These studies were conducted in more than 100 areas of research. More than 70% of publications
belong to one of the research areas: business economics, social sciences, geography, environmental
sciences ecology, urban studies, and public administration.

The authors of 82 countries researched the marketing of territories. Scientists from the USA and
England have published most studies. Also, more than 50 studies have been published by scientists from
Italy, Canada, the Netherlands, Germany, Australia, and France.

Literature Review. During this study, 30 review articles were found on the marketing of territories.
The following describes only the most relevant studies with at least one citation.

Madsen (1992) conducted a detailed review of Liverpool's promotional materials and interviews with
key officials about Liverpool's brand development. Kiralova (1995) drew attention to the inevitability and
preconditions of marketing a tourist place, especially Slovak centers, cities, and villages. The author
emphasized that the application of proven marketing principles in a tourist place and the further
development of the concept of tourist marketing at the center, city, or village levels, respectively, play an
essential role in the success of a tourist place.

Metaxas (2009) studied the processes of place marketing and strategic planning on the example of
Malta as a competitive tourist destination. He identified the main components that ensured the
effectiveness of marketing and strategic planning and presented the process of repositioning the image of
Malta in the international tourism market.

Cleave and Arku (2017) systematized what is known about attempts to quantify the impact of branding
a place from a geographical point of view. They looked at how researchers conceptualized and measured
the impact of place branding. Eletxigerraet al. (2018) offered to consider the traveler (or the client city) as
the main co-creator of the value received from his/her experience of appointment (or the city). In this case,
consumer resources, such as energy, mental mood, experience, or participation, could be crucial to
explain the final assessment. Chan and Marafa (2018) explored the concept of branding in the modern
competitive arena of places. They found multidimensional interpretations of places that offer a variety of
opportunities to understand the true nature of destination branding better. Bastug et al. (2020) analyzed
how port brands differ in different geographical regions and how each port's brand reveals seaport
branding strategies. Cassinger et al. (2021) briefly reviewed the hallmark contributions that have shaped
the branding of northern places and argued that the Scandinavian approach has now earned widespread
international recognition. It outlined a hybrid scientific approach (Nordic wave) that combines management
and critical branding schools and promotes more extroverted knowledge collaboration with branding
practices. Hanna et al. (2021) presented a systematic overview of the place and destination branding,
identified its main themes (general, brand identity, image and personality, politics, heritage,
communications or media, country of origin, and design and infrastructure), and developed a conceptual
map of the interaction between them. There are a lot of publications about the interconnection of business
and territorial marketing where the object of the territory is one or a few countries (Bondarenko et al., 2020;
Chygryn et al., 2019; Lyulyov et al., 2019). Of course, the interconnection between the territories'
marketing and small and medium business should also be considered through the prism of the influence
of environmental factors and events related to COVID-19 (Rahmanov et al., 2020; Starchenko et al., 2021).

At the same time, there are no publications on cooperation with government agencies, local people,
investors and owners of local enterprises, small and medium-sized businesses, NGOs in developing the
brand of the territory, the cooperation of cities for joint promotion (Bilan et al., 2019).

Methodology and research methods. Before the study, several hypotheses were put forward:
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1. Vectors of territorial marketing research have a close relationship with the concepts of palitics,
place marketing, tourism, model, place branding, region, and city. The economic benefits of implementing
and marketing areas through the development of small and medium-sized businesses are becoming an
increasingly important issue. They relate to policy and management in each specific area.

2. The issue of marketing territories is interesting every year for more and more scientists, and the
geographical location of scientific schools should be ignored. It is more appropriate to focus on the study
of research sponsorship, i.e., those stakeholders who may later become the owners of the research
results.

3. There is a subjective statement that since the onset of quarantine measures, marketing areas are
not relevant due to the high level of border closures and reduced traffic. Still, modern researchers now
pay more attention to the inequity of cities, place identity, brand promotion.

This study begins with a systematic review of the literature to show existing knowledge about research
in the marketing of territories and to identify gaps that provide opportunities for new research. 30 reviews
of the literature on territory marketing were found.

A total of 1634 publications on the marketing of territories were chosen in the Web of Science
database. After reviewing their titles, some of them were excluded as irrelevant. Further analysis was
carried out based on 1611 publications.

The search was performed on the following key queries: place marketing OR place branding OR
territorial marketing NOT marketplace (in the titles of publications).

At the first stage, the scientific literature on the marketing of territories was selected. Their titles were
revised concerning the topic. Then, the titles of articles and journals, authors, the dates of publications,
and the number of citations were analyzed. An analysis of citations of authors, publications, journals was
conducted to identify more influential ones. The key indicator is the citation rate and the average citation
rate for the year, which shows how the age of the article affects the level of citation.

Hierarchical cluster analysis was performed based on keywords. Visualization of topics of scientific
literature was carried out using VOSviewer software tools. Future research topics were predicted based
on the change of keywords over the analyzed period.

Results. The findings showed that more than 2,499 authors worldwide studied territorial marketing
issues. At the same time, more than 20 authors have 10 or more publications on selected topics. Figure 2
visualizes the top-7 authors who published more than 14 papers.
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Figure 2. Top-7 authors published more than 14 papers on the marketing of territories
Sources: developed by the authors based on the Web of Science database.
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Another 8 authors had 13 publications each, while 4 authors — 10-12 publications. Thus, it could
indicate the impact of these data on research on the marketing of territories.

All studies have been published in more than 1000 scientific sources. Figure 3 shows the top-10
journals with the largest number of publications.
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Journal of Business Research
Efsa Journal
Journal of Place Management and Development
Place Branding and Public Diplomacy
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Figure 3. Top-10 scientific sources with the largest number of publications on the marketing
of territories
Sources: developed by the authors based on the Web of Science database.

Figure 4 shows two scientific journals (Place Branding and Public Diplomacy and Journal of Place
Management and Development) published 100 papers (6% of the total). Other 8 journals published 12-19
works. It may indicate the influence of these publications.

To confirm these hypotheses, the citations were analyzed and compared. All studies were cited 10103
times, an average of 8.5 citations per article, h-index is 44. Table 1 presents the 10 most cited journals on
the subject, with at least two publications on the selected topic.

Table 1. The most cited authors

Author Number of citations per author, pcs. Number of cited articles, pcs.
Kavaratzis M. 561 19
Braun E. 463 8
Warnaby G. 359 10
Zenker S. 338 7
Eshuis J. 294 6
Medway D. 290 9
Klijn E.-H. 282 5
Hatch M.J. 277 2
Kalandides A. 193 3
Halkier H. 120 3

Sources: developed by the authors based on the Web of Science database.

Comparison of Figure 2 and Table 1 showed that only Kavaratzis is in both lists. Warnaby G. also has
10 publications and a large citation rate. It indicates the influence of these authors on research on the
marketing of territories.
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Table 2 presents the 10 most cited publications about place marketing.

Table 2. Articles with the highest average citation rate

Citations, Average citation

Author Journal Year
pcs. rate, pcs.
Hosany S. et al. Journal of Business Research 2006 375 23.44
Kavaratzs I & Hatch Marketing Theory 2013 273 3033
van Ham P. Annals gf The Ameriqan A(?ademy of 2008 145 10.36
Political and Social Science
Kavaratgls M. & Environment and Planning A-Economy and 2015 149 20.29
Kalandides A. Space
Gibson C & Davidson D. Journal of Rural Studies 2004 122 6.78
Selby M. & Morgan N.J. Tourism Management 1996 113 4.35
Zenker S. et al. Tourism Management 2017 111 222
Warnaby GD' & Medway Marketing Theory 2013 11 12.33
. Journal of International Money and

Tsai S.P. Finance 2012 109 10.9
Campelo A et al. Journal of Travel Research 2005 107 13.38

Sources: developed by the authors based on the Web of Science database.

According to Table 2, the first article was published in 1996 in the «Tourism Management» journal.
The most cited article was published in the «Journal of Business Research» journal in 2006. The highest
average citation rate is in the article published in the «Marketing Theory» journal in 2013. Comparison of
Figure 3 and Table 2 shows that the «Journal of Business Researchy is in both lists. Besides, the journals
«Tourism Management» and «Marketing Theory» published the two most cited papers. It indicates the
influence of these scientific journals. To understand modern research directions, a hierarchical cluster
analysis of keywords was carried out (Figure 4).
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Figure 4. Clusters research devoted to the place marketing
Sources: developed by the authors based on the Web of Science database.
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Figure 5 shows eight clusters of research on the marketing of territories:

Cluster 1 (red) — 34 items. Politics, 73 links, 161 total link strength.

Cluster 2 (green) — 25 items. Tourism, 79 links, 172 total link strength.

Cluster 3 (blue) — 22 items. Model, 83 links, 240 total link strength.

Cluster 4 (yellow) — 21 items. Identity, 105 links, 401 total link strength.
Cluster 5 (purple) — 17 items. Place branding, 118 links, 589 total link strength.
Cluster 6 (blue) — 11 items. Residents, 76 links, 221 total link strength.
Cluster 7 (orange) — 5 items. Framework, 48 links, 80 total link strength.
Cluster 8 (brown) — 2 items. City brand, 24 links, 36 total link strength.

Therefore, most of the articles were devoted to the issues of place branding, identity, involvement,
governance, image, impact culture, models, residents, place marketing, politics, satisfaction, city branding,
etc. During 2018-2020, the directions of research changed rapidly. Figure 5 presents how research topics
(based on keywords) have changed over the years.

Py

N vOUSviewer

Figure 5. Dynamic of areas of research devoted to place marketing
Sources: developed by the authors based on the Web of Science database.

From 2018 to 2020, 488 articles were published, showing current research on place marketing. Figure
5 shows that in 2018, most research focused on place brands, destination marketing, geographies, politics,
culture. In 2019, research was devoted mainly to place branding, identity, tourism, involvement,
governance, impact, smart city, loyalty, community. In 2020, most publications were devoted to destination
brand, technology, regeneration, legitimacy, experiences, word-of-mouth, attitude, reflections. It indicates
a deeper study of the topics.

In 2020-2021, studies focused on memory, inequity of cities, inclusive place branding, brand equity,
place attachment, place identity, and others. Most likely, they will be further refined in the coming years.

To understand current and future areas of research, it is advisable to consider search queries on the
Internet. Figure 6 shows the number of search queries for place marketing, place branding, territorial
marketing, and related to them, such as city branding, city marketing. It reflects changes in users' requests
to the marketing of territories over time.
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Figure 6. Map of Internet users' inquiries on the marketing of territories, 2017-2021
Sources: developed by the authors using the Google Trends tools.

Figure 6 shows that Internet users were most interested in city marketing and, to a lesser extent, in
territorial marketing in general. Besides, the number of city marketing search requests decreased sharply,
while place marketing increased during the COVID-19 pandemic. It could be caused by the importance of
promoting not individual cities with a high density of people but entire complexes of territories. One can
expect a trend of local tourism, such as green tourism, and the promotion of small remote areas.

Figure 7 shows the search for these queries differs in different regions. Thus, the residents of the
Philippines, Morocco, Great Britain, Indonesia, and Australia are most interested in the issue of place
marketing. Ethiopia, Nigeria, the Philippines, Ghana, and Kenya residents were also interested in place
marketing. It could be due to awareness of the need for tourism development, identification of areas, etc.
For many years, residents of Sweden, Australia, the United Kingdom, Canada, and the United States,
countries with brand cities, were also most interested in place branding.

The issue of city branding is of interest to everyone, but most of all to residents of the Philippines,
Pakistan, USA, South Africa, Britain, Malaysia. Thus, the residents of Indonesia, Canada, the United
States, Great Britain, South Africa, and Italy were most interested in city branding (Table 3).

Table 3. The frequency of the queries «territorial marketing» in search engines by countries,

2017-2021
Level of interest
Country place place territorial city city
marketing branding marketing branding  marketing

1 2 3 4 5 6
Philippines 88 48 0 0 100

Morocco 22 0 100 9 0
Great Britain 18 60 0 28 16

Indonesia 9 0 0 100 7
Australia 18 75 0 0 11
USA 20 32 1 29 19

Ethiopia 100 0 0 0 0
Canada 17 39 0 31 13

Sweden 0 100 0 0 0
South Africa 40 0 0 28 18

India 26 27 0 9 9
Malaysia 35 0 0 0 15
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Continued Table 3
1 2 3 4 5 6
Netherlands 0 0 40 0 10
Nigeria 48 0 0 0 0
Ghana 47 0 0 0 0
Pakistan 22 0 0 0 23
Kenya 42 0 0 0 0
Ireland 24 0 0 0 17
France 11 0 21 7 2
Brazil 17 18 0 0 1
New Zealand 19 0 0 0 10
Italy 4 0 0 20 2
Tanzania 24 0 0 0 0
Vietnam 7 0 0 0 8
Colombia 6 0 0 0 3
Saudi Arabia 4 0 0 0 4
Nigeria 0 0 0 0 8
Thailand 4 0 0 0 3
Republic of Korea 6 0 0 0 0
Spain 4 0 0 0 2
Mexico 3 0 0 0 3
Germany 2 0 0 0 4
Egypt 0 0 0 0 5
Belgium 0 0 0 0 4
Austria 0 0 0 0 3
Argentina 0 0 0 0 2
Turkey 1 0 0 0 0
Poland 0 0 0 0 1
Ukraine 0 0 0 0 1
Russia 0 0 0 0 1
Kazakhstan 0 0 0 0 1
Sources: developed by the authors.
g \
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Figure 7. The intensity of the queries «territorial marketing» in search engines by countries,
2017-2021
Sources: developed by the authors.
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In addition, using the service Google Books Ngram Viewer, the paper analyzed the trends in citations
from 2010 to 2020 of the main phrases highlighted in this study (Fig. 8).

Figure 8. Dynamics in the citation of keywords for the query «territories marketing» in search
engines (in English), 2010-2020
Sources: developed by the authors.

Figure 9 presents slightly different results from those of Google Trends. In this case, most citation in
English was not for «city branding», but «place branding». Based on the keyphrase mentioning, «city
branding» was in second place, while «place marketing» was third. Therefore, it indicates the greater
publication interest in these phrases. In general, interest in all these statements actively increased in 2013
and has a general upward trend. However, it is necessary to analyze the full situation for 2020 and 2021
because of the COVID-19 impact. But overall, these studies make it clear that all of these key phrases go
hand in hand, complementing and sometimes replacing each other. Therefore, in further research, none
of them could be neglected.

Conclusions. This work aimed to understand the nature and features of existing research on the
marketing of territories to determine the direction of future research for both scientists and practitioners. It
is the first study to provide a comprehensive review of the literature on this issue. This study involved the
trend analysis of the relevant literature published from 1970 to 2021. The citation analysis, hierarchical
cluster analysis, and co-occurrence analysis by keywords in chronology were conducted. Four main
conclusions were made. Initially, the influence of authors and articles on the marketing of territories was
determined. The most popular journals were the Journal of Business Research, Tourism Management,
and Marketing Theory. The most popular authors of the articles were Kavaratzis M. and Warnaby G. The
findings showed that the researchers from the USA, England, Italy, Canada, the Netherlands, Germany,
Australia, and France published most of the articles. Second, this study identified 8 key clusters in territory
marketing through hierarchical cluster analysis: politics, tourism, model, identity, place branding, residents,
framework, city brand. Third, this study analyzed key queries to articles in chronology. In the last 5 years,
most research has focused on the issues of place brands, destination marketing, geographies, politics,
culture, place branding, identity, tourism, involvement, governance, impact, smart city, loyalty, community.

Fourth, the directions of future research were evidenced by the topics of publications 2020-2021:
destination brand, technology, regeneration, legitimacy, experiences, word-of-mouth, attitude, reflections,
memory, inequity of cities, inclusive place branding, brand equity, place attachment, place identity, etc. It
is advisable to emphasize the research on marketing of territories in further studies. At the same time,
such issues as city-twinning, sister city, municipal cooperation are insufficiently researched.
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Understanding existing market gaps in research on the peculiarities of territorial development is very
important for companies. It helps form management mechanisms for small and medium enterprises and
their marketing activities. Unfortunately, the work retrieved only the data from the Web of Science
database. This study includes no publications from the Scopus database.

The results could be helpful for companies that develop the brand of territories, local authorities for
the development of place marketing, and scientists who research territorial marketing for the selection of
journals, co-authors for publications, etc.
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visualization, L. K.; supervision, A. R..; project administration, A. R.; funding acquisition, A. J.
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TNMinisa XomeHko, Cymcbkuin AepxaBHuin yHiBepcuTeT, YkpaiHa

AHHa Pocoxara, k.e.H., CyMCbKuit AepaBHUit yHiBEpCUTET, YkpaiHa

Apam AcHikoBcki, anpextop dyHaauii EUROWEEK, Monbuwa

AHani3 MapkeTUHroBoi AiNbHOCTI TePUTOPIl cepea Manoro Ta cepeaHLOro bisHecy: 6iGnioMeTpMyHMIA aHani3

CratTs y3aranbHIOE apryMeHTU Ta KOHTPapryMeHTU B pamkax HayKoBOi AMCKYCii O[O NMuTaHb MapKETUHTy TEpUTOpil.
['ONIOBHOK METOK AOCIAKEHHS € BU3HAYEHHS MalByTHIX HaNpsAMKIB AOCMIMKEeHb HAa OCHOBI aHanisy CyTHOCTI Ta 0cobnMBOCTElN
HasiBHWUX HaykoBuX My6nikalliid, NPUCBSYEHNX MUTAHHSM MApKETUHIY TepuTopiil. AHania HU3kW HaykoBux ny6nikauiit 3 o3HayeHoi
TEMaTMKu 3acBigunB HeobXIAHICTb NPOBEAEHHS CUHTE3Y HasiBHUX HAYKOBWX HanpaLitoBaHb. AKTYanbHICTb JOCTIMKEHHS 03HaYeHOi
HaykoBoi npobremu nonsrae B iCHyBaHHi HU3KM HEBUPILIEHMX NPOBNEM y MapKeTUHry AepkaBHOro ynpasniHHs. [ocnimxeHHs
NpOBeAIEHO B HACTYMHIl NOTi4Hil NOCMIZOBHOCTI: BU3HAYEHO HaMBINbLL BINUBOBMX aBTOPIB, XypHamnM Ta cTaTTi B 06nacTi MapkeTUHry
TepUTOpIit; NPOBEAEHO aHani3 KMYoBKX CMiB AOCTiAXyBaHWX cTaTel, siki Byno arpynoBaHo y KnacTepu; 3AiCHEHO Bisyanisaito
HayKOBMX HanpaLloBaHb, NPUCBAYEHUX MUTAHHSIM MapKETUHTy TepuTopii. EMRipuyHuin aHanis 6asyeTbcs Ha AaHux 3a 1970-2021
poku. OB'ektom pocnimpxenHs € 1611 ny6nikauji, ski 6yno onybnikoBaHo y pi3HWX HayKOBUX BUA@HHAX. 3a pesynbTatamu
NpOoBEAEHOro aHanidy BCTaHOBNEHO, L0 HaBNNMBOBILLIMMM XypHanamu € «Journal of Business Researchy, «Tourism Management»
T1a «Marketing Theory». Mpu Lbomy aBTopu Kasapatsic M. Ta BapHabi I'. 6ynu HaitbinbLu npoayKTUBHUMM Y AOCTIAXKEHH] 03HaYeHOT
Tematuku. binblwicTb cTatel byno onybnikosaHo gocnigHukamu 3 CLWA, Axrnii, ITanii, Kanagw, Hinepnangis, Himeyunnu, Asctpii
Ta OpaHuii. 3a pesynbtatamu 6ibniomeTpuyHOro aHaniay, KMtOYoBi CroBa AOCMiZKyBaHUX CTaTeil 3rpynoBaHo y 8 knacTepis
(nonitvka, Typuam, Mogenb, ineHTUdikaLlisi, GPEHANHT Miclb, Pe3naeHTH, pamki, BpeHamu micT). BetaHoBneHo, o 3a ocTaHHi 5
pOKiB, HayKoBLi Hanbinblue AOCMiZpKyBanM GPEHAMHT MiCLib, MapKETUHI TYPUCTUMHOTO MPWU3HAYEHHS!, MOMITUYHI Ta KyMbTYpHi
0cobnMBOCTI, TepUTOpiarbHi XapakTEPUCTUKK, TYPU3M, IAEHTUYHICTb, 3amyyeHHs, ypsih, po3yMHi MiCTa, NOSMbHICTb, CYCiNbCTBO
Towwo. OTpUMaHi pesynbTaTit 3acBiguMny, LUO NEPCHIEKTUBHUMM HanpsMKamin MaibyTHIX AOCTImKEHb €: TYpUCTUYHWUIA GpeHs,
TEXHOIOrii, BIGHOBMNEHHS, NETiTUMHICTb, «capadaHHe pafio», AOCBiA, Nam'sTb, HEPIBHICTb MICT, IHKMO3MBHUIA BPEHANHT MiCT, Kanitan
6peHay, NpUXUMbHICTb 40 BPeHAY, iIBEHTUYHICTb MICT ToLwo. [lo Toro, aBTOpaMu pekOMEHAO0BAHO 30CEPEaMTH yBary Ha [LOCHMKEHH
ocobnueocTei MicT-nobpaTuMia Ta MyHiLMnanbHoi koonepauii. PesynbTaTi AOCTIMKEHHS MalTb NPaKTUYHE 3HAYEHHS Ta MOXYTb
6y KOpUCHUMM NS KOMMaHiA, ki po3pobnsiioTs GpeHn TepuTopiit, opraHam MicLeBoi Briaau npu (opMyBaHHi MapKETUHrOBOT
cTpaterii po3BUTKY TEPUTOPIiA, & TaKOX HayKOBLAM, SIKi AOCTIZXKYIOTb MAPKETUHI TEPUTOPIA.

KnioyoBi cnoBa: 6ibniomeTpuynmin aHania, GpeHAnHr MicUb, Mani Ta cepefHi NignpuemMcTBa, MapKeTUHroBE YNpaBhiHHS,
MapKeTUHIOBI IHCTPYMEHTU, MapKETUHI MiCLib, TEPUTOPIanbHWI MapKETUHT, TYPUCTUYHA iH(PACTPYKTYpa, NapTHepCTBO Ans CTanoro
po3BuTKY, BpeHa MicTa.
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