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Territorial marketing is a multifaceted scientific direction that includes elements of branding, use of digital technologies, performance
evaluation and consideration of cultural factors. It is an important tool for territories' economic, social, cultural and ecological
development. It helps attract investment, support local businesses, improve the quality of life for residents, preserve cultural heritage
and promote sustainable development. The purpose of the article is to study the main trends in publishing activity on the subject of
territory marketing. The authors have systematised the research areas of territory marketing: the conceptual foundations of territory
marketing, territory branding strategies, the use of digital technologies in territory marketing, measuring the effectiveness of marketing
campaigns, and the influence of cultural and social factors. With the help of the Scopus tools, the peculiarities of publication activity
on territory marketing were investigated. For the period from 1990 to 2023, more than 1,573 publications were analysed. Italy, the
USA, France, Spain, Great Britain, Australia, Portugal, India, and Canada are among the leading countries in publishing activity. Key
subject areas include Social Sciences, Business, Management and Accounting, Economics, Econometrics and Finance, Environmental
Science, Engineering, and Medicine. The most significant publications are affiliated with the Polytechnic Institute of Cavado and Ave,
Portugal, the University of Guam, Guam Island, and Charles Darwin University, Australia. The authors conclude that socio-economic
development and territorial development strategies focus on increasing competitiveness by preserving and using existing, as well as
forming and implementing new competitive advantages, which determines the positioning of the territory. Given this, the relevant
strategies for developing territories and cities should ensure the convergence of management and economic activities of the subjects of
the territorial system, effective management of production infrastructure, and provision of consumer needs. In the face of global
environmental challenges, marketing territories can contribute to promoting environmentally friendly technologies and practices. This
helps to attract investments in sustainable projects and increase the population's environmental awareness.
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MapkeTHHT TepuTopiii € OaraTorpaHHHM HAyKOBHM HANpPSMKOM, SIKHMH BKIIIOYaE B ce0e €JIeMEHTH OpEHIMHIY, BHKOPHCTaHHS
mU(POBUX TEXHOJOTIH, OIHKY e(QEeKTHBHOCTI Ta BpaxyBaHHSI KYJIbTypHHX UYHHHHKIB. BiH € BaXIMBHM IHCTPYMEHTOM IS
€KOHOMIYHOT 0, COLIAEHOT0, KYJIBTYPHOTO Ta €KOJIOTIYHOTO PO3BUTKY TEPUTOPill. BiH momomMarae 3amyyaTv iHBeCTHIIT, M ATPUMYBaTH
MicueBuii Oi3Hec, MiIBUILYBATH SIKICTh KHUTTS MEIIKAHIIB, 30epiraTi KyJIbTYpHY CIAAIIKMHY Ta CIPUSATH CTiIIKOMY PO3BHTKY. MeToro
CTaTTi € JJOCIIi [UKSHHS TOJIOBHHX TPEHIIB ITyOITiKalifHOT aKTUBHOCTI 3 TEeMAaTUKH MapKETHHTY TEPUTOPild. ABTOPaMH CHCTEMaTH30BaHO
HaIpSIMKH JIOCIIIJDKEHHSI MapeTHHTY TEpUTOPiH: KOHIENTyaJ bHI OCHOBH MapKETHHTY TEpUTOpPiH, cTpaTerii OpEeHIMHTY TepUTOpiH,
BUKOPHUCTAHHS LU(PPOBUX TEXHOJOTIH y MapKETHHTY TEpUTOpil, BUMipIOBaHHS €()EeKTHBHOCTI MApKETHHTOBHX KaMIIaHii, BIUIHB
KyJBTYPHHX 1 COLIiaJbHUX YHHHHKIB. 3a JOMOMOrOI iHCTpyMEHTapito SCOpus tools mocmimkeHO 0cOOMHMBOCTI MyOmiKariifHOT
AKTHBHOCTI 3 TEMaTUKH MapKeTUHTy Teputopiil. 3a nepion 3 1990 nmo 2023 pik Oyio npoananizoBano Ginbine Hix 1,573 myGuikariid.
Cepen kpaiH-ninepis myomikariiiHoi aktuBHOCTI ITamis, CIHA, ®Opanmis, Icnanis, Bemukobpuranis, ABctpanis, [lopryranis, Iaais,
Kanana. KimrouoBumu npeamernumMu ramyssmu € Social Sciences, Business, Management and Accounting, Economics, Econometrics
and Finance, Environmental Science, Engineering, Medicine. Haiibinbia kinskicTs my6unikamiit Mae adinsuiro Polytechnic Institute of
Cévado and Ave, ITopryrauis, University of Guam, Guam Iland, Charles Darwin University, Australia. ABTop# poOJIiTh BOCHOBOK,
BimzHaunMo, MmO COIiadbHO-CKOHOMIUHHN PO3BUTOK Ta CTpaTerii pO3BUTKY TEPUTOPid (POKYCYHOTBCS Ha  IIiIBUIICHHI
KOHKYPEHTOCIPOMOIKHOCTI IIUIIXOM 30€pE)KEHH i BAKOPHCTAHHS HASBHHX, a TAKOXK (POPMYBaHHS 1 peasizalii HOBUX KOHKYPEHTHHX
IepeBar, 110 BU3HAYAIOTh MO3MLIOHYBAHHS TEpUTOPii. 3 OIJIALy Ha L€, BIAMOBIAHI CTpaTerii po3BUTKY TEPUTOPIH Ta MIiCT MOBHHHI
3a0e3nedyBaTH KOHBEPIEHII0 YNPaBJIIHCHKUX 1 €KOHOMIYHUX BH/IIB JISUIBHOCTI CyO0'€KTIB TEpUTOpIaIbHOI CHCTEMH, e(pEeKTHBHE
YIPaBIiHHA 32 BUPOOHUYOK 1HPPACTPYKTYPOIO, 3a0e3MeueHHs MoTped CIoKMBadiB. B yMoBaX rio0aibHUX €KOJOTIYHUX BUKIIUKIB
MapKETHHT TEPUTOPIA MOXKE CIIPUATH MPOCYBAHHIO €KOJIOTTYHO YHCTHX TEXHOJIOTiH Ta mpakTuk. Lle nonomarae 3aay4nTy iHBECTUIIT
y CTiMKi IPOEKTH Ta MiBUILIUTH SKOJIOTIUHY CBIIOMICTh HACEJICHHS.

Kuro4oBi ciioBa: MapKeTHHT TEpUTOPIH, PETioH, CHOXXUBAY, IMIIDK TepUTOpil, OpeH] MicTa, TypU3M.

Cite as: Jasnikowski, A., Neiman, I., Dubovenko, M. & Kaylyuk, O. (2024). Approaches for the companies’ promotion in the modern
business environment. Visnyk of Sumy State University. Economy Series, 2, 47- 54. https://doi.org/10.21272/1817-9215.2024.2-05

47


https://doi.org/10.21272/1817-9215.2024.2-05

Bicnux Cym[Y. Cepis «Exonomixa», 2024 ISSN 1817-9215 (print)
1817-9290 (on-line)

INTRODUCTION

At the current stage, the urbanisation processes have been significantly intensified recently.
Limited resources and integration into the national and world economy have led to competition
between cities, regions, and other settlements. Under such conditions, the territories are transformed
from a place of residence and carrying out various types of activities into independent entities that
can carry out measures to increase their competitiveness and attractiveness for investors, tourists, new
population, etc. At the same time, the tasks of local authorities are to create and maintain the
uniqueness of their territory for tourists, to create favourable conditions for business, employment,
and residence, and to present these advantages to targeting groups. This requires the search for new
approaches to managing the administrative-territorial unit, which would allow the realisation of the
set goals and ensure the active presentation of the territory's capabilities. This leads to the emergence
of a new toolkit - marketing of the territory, which makes it possible to use the available resource
potential to the fullest. The main task of territory marketing is to ensure the territory's attractiveness
not only for entities that will make external investments but also to increase the comfort level of the
population living in this territory. The purpose of the article is to study the main trends in publishing
activity on the subject of territory marketing.

LITERATURE REVIEW

Territorial marketing as a tool for improving the effectiveness of territories should include a set of
marketing technologies and be based on the provisions of the territorial development strategy. Given
that, the marketing of the territories should be based on the existing advantages of the territory,
including resources, and only then take into account the needs of the territories. It is worth noting that
needs cannot be met if they do not form the basis of territorial development. One of the key directions
of territory marketing is the attraction of investments in developing these territories [1], opening of
new activities [2], increasing prestige and image [3]. Through the marketing of territories, there is
stimulation of sales operations of products produced in the region, as well as the formation of a
positive image in the context of ensuring the competitive advantages of the region in the near future
[Vrablikoval.

Scientific research on the subject of territory marketing can be grouped into the following areas:

1) Conceptual foundations of territory marketing. The scientific literature often emphasises the
importance of conceptualising the marketing of territories. Defining key terms such as "territory
marketing", "territory branding™ and "territory promotion™ is the foundation for further research. For
example, the study of P. Kotler and F. Asplund [4] emphasises that the marketing of territories is
aimed not only at attracting tourists but also at attracting investors and new residents and increasing
the general attractiveness of the territory.

2) Territorial branding strategies. Territorial branding includes creating a unique image of the
region that sets it apart from competitors. Many studies focus on branding strategies, which examine
successful examples of city branding, such as London and New York. Scientists note that successful
branding is based on a deep understanding of target audiences' local characteristics and needs.

3) The use of digital technologies in the marketing of territories. Modern studies emphasise the
role of digital technologies in the marketing of territories. In particular, the article by Park et al. [5]
analyses how social networks and other online platforms can contribute to promoting territories.
Using digital tools allows you to attract a broad audience and effectively communicate with potential
tourists and investors.

4) Measuring the effectiveness of marketing campaigns. An essential component of territory
marketing is measuring the effectiveness of marketing efforts. In this context, a study by G. Buckley
[6] suggests different evaluation methods, such as economic performance analysis, visitor and
investor satisfaction surveys, and social media analysis. Buckley emphasises that a comprehensive
approach to performance measurement allows for a more accurate assessment of the results of
marketing campaigns.

5) Influence of cultural and social factors. The influence of cultural and social factors on marketing
territories cannot be ignored. Research by scientists [7] analyses how the cultural features of a region
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can influence its perception and attractiveness. They point out that cultural authenticity and
uniqueness can become important competitive advantages.

Based on the conducted literature review, it can be concluded that the marketing of territories is a
multifaceted scientific direction that includes elements of branding, the use of digital technologies,
evaluation of effectiveness, and consideration of cultural factors. Further research may focus on
developing new methods and tools to help promote territories in the global market even more
effectively.

RESULTS

The study of the structural and content environment of the "territory marketing™ category is first
illustrated by the analysis of research trends in this field. With the help of Scopus Tools Analytics,
the dynamics of scientists' publication activity were studied. For the period from 1990 to 2023, more
than 1,573 publications were analysed. The graph of the dynamics of publications is presented in
Figure 1.
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Figure 1. The dynamic of publications on the subject of “territory marketing™.
Source: created by the authors based on Scopus

A robust growing trend characterises the dynamics presented in the figure. So, the number of
scientific publications in 2000 — 16 publications, in 2011 — 52 publications, in 2020 — 122
publications, in 2023 — 110 publications. Such a trend indicates the relevance of this research topic
and the need to form marketing strategies for developing territories, regions, and cities. Analysis of a
number of scientific publications [. ] indicates that the following strategies of territory marketing will
be distinguished: cities - leaders (capitals, flagships of the economy, cities - political and elite,
universal), cities - entrepreneurs (trade, professional producers, gastronomic, book capitals),
entertainment cities (theatre ) cities - museums (cities of celebrities, cities of "geniuses of a place" -
characters of works of art, artistic cities, cities "at museums", historical cities, cities - architectural
museums, sacred cities), scientific ("smart™) cities (cities-science parks, university cities, innovation
factories), cities - mediators, guides and crossroads (cultural crossroads, bridge cities, gateway cities,
communication and partnership centres, media centre cities, satellite cities), cities with a unique
image (cities of "reflected” image, cities of aggressive marketing strategies, humanitarian cities,
exotic cities, cities of a combined image). The given thematic variety of strategies indicates the spread
of marketing of territories, leading to new urban image projects. The results of studies of the country
distribution of publishing activity, presented in Figure 2, are fascinating.
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Figure 2. Distribution of scientific publications on the subject of territory marketing by country.
Source: created by the authors based on Scopus

Figure 2 presents the TOP 10 countries that are leaders in studies devoted to the marketing of
territories for the period from 1990 to 2023. The most significant number of publications belongs to
Italy (152 publications), USA (149 publications), France (100 publications), Spain (94 publications),
Great Britain (89 publications), Australia (78 publications), Portugal (62 publications), India (53
publications) ), Canada (38 publications), Brazil (35 publications).

The analysis of the content component of scientific research is primarily characterised by the
subject area in which the relevant research takes place. Figure 3 presents the structure of scientific
subject areas in the study of scientific publications on the subject of territory marketing.
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Figure 3. Distribution of subject areas of scientific publications on the subject of territory
marketing by country.

Source: created by the authors based on Scopus

The key fields are Social Sciences (18.3%), Business, Management and Accounting (18.1%),

Economics, Econometrics and Finance (8.8%), Environmental Science (7.5%), Engineering (7.1 %),
Medicine (6.4%). Table 1 presents the quantitative distribution by subject areas.
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Table 1. Subject areas of scientific publications on the subject of territory marketing by country
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Subject area Documents
Social Sciences 475
Business, Management and Accounting 470
Economics, Econometrics and Finance 228
Environmental Science 195
Engineering 183
Medicine 166
Computer Science 146
Agricultural and Biological Sciences 126
Earth and Planetary Sciences 110
Arts and Humanities 108

Source: created by the authors based on Scopus

The largest number of publications belongs to the subject field of Social Sciences (475
publications). We note that socio-economic development and territorial development strategies focus
on increasing competitiveness by preserving and using existing, as well as forming and implementing
new competitive advantages that determine the positioning of the territory. Given this, the relevant
strategies for developing territories and cities should ensure the convergence of management and
economic activities of the subjects of the territorial system, effective management of production

infrastructure, and provision of consumer needs.

The scientific interest is the distribution of publication activity by affiliation of scientists by
academic institutions. Figure 4 shows the basis of academic institutes that research the subject of

territorial marketing.

Instituto Politécnico do Cavado e do Ave
Unibetseddt Guahan

Charles Darwin University

Universita degli Studi di Palermo
Universiti Malaysia Sabah
Instituto Politécnico de Braganca

CNRS Centre National de la Recherche ...

Figure 3. Distribution of scientific publications on the subject of territory marketing by country.

Source: created by the authors based on Scopus

Documents

Universit degli Studi di Catanis

Thus, the most significant number of publications is affiliated with the Polytechnic Institute of
Céavado and Ave, Portugal (16 publications), the University of Guam, Guam lland (14 publications),

and Charles Darwin University, Australia (12 publications).

Table 2 presents the leading scientists on the subject of territory marketing.
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Table 2. Leading scientists on the subject of territory marketing

The authors Number of publications
Sousa, B. 9
Fusté-Forné, F. 7
Suki, N.M. 7
Anon 5
Correia, R. 5
Ingrassia, M. 5

Source: created by the authors based on Scopus

A significant number of scientific publications belong to a scientist from Portugal, Sousa Bruno.
The main areas of scientific research are issues of the development of tourist regions: the behaviour
of consumers of tourist services, structural studies of tourism industries, the role of relationship
marketing in the behavioural intentions of medical tourism services, experimental marketing as a
lever for the development of creative tourism [8, 9]. In turn, the scientist Mohd Suki, Norazah,
Malaysia, devotes his scientific works to the study of environmental problems that cause the need for
environmental behaviour at the global level. The papers note that the rapid growth of the tourism
industry leads to environmental degradation due to the depletion of natural resources and excessive
use of water and energy. The author uses the theory of social identity to study the influence of
environmental initiatives and the development of corporate social responsibility on the level of
environmentally conscious civic behaviour of clients. Empirical research results suggest a small
relationship between sustainable corporate image and consumers' environmental citizenship
behaviour, and green trust promotes environmental CSR initiatives.

Thus, marketing territories is becoming an increasingly important direction in modern science and
management practice, given the numerous economic, social and cultural challenges facing cities,
regions and countries [10]. Below are the key arguments justifying the relevance of this direction of
research.

1. Competition for resources and investments. In globalisation, regions and cities compete to
attract investments, talent and tourists. Effective marketing of territories allows you to distinguish a
region from others, demonstrating its unique advantages and opportunities. This, in turn, contributes
to economic growth and development.

2. Urbanisation and growth of cities. Urban population growth creates additional challenges for
city management, such as providing infrastructure, housing and services. Territorial marketing helps
city administrations attract the necessary resources to solve these problems and form a positive image
of the city.

3. Development of tourism. Tourism is an essential source of income for many countries and
regions. Effective marketing strategies contribute to the growth of tourist flows, increase of income
from tourism and development of the local economy. Research in this area helps identify best
practices and innovative approaches to promoting tourist destinations.

4. Social and cultural development. Territorial marketing also plays a vital role in preserving and
popularising the cultural heritage of regions. This contributes to the preservation of cultural traditions,
increasing the pride of residents and the development of cultural tourism. Research in this area helps
to understand how better to integrate cultural and social aspects into marketing strategies.

5. Sustainable development. In the conditions of climate change and growing environmental
challenges, sustainable development is becoming a priority for many territories. Marketing of
territories can promote environmentally friendly technologies and practices, increase the population’s
ecological awareness, and attract investments in sustainable projects. Research in this area allows for
developing strategies that consider the environmental and social aspects of development.

6. Use of digital technologies. Today's digital technologies, such as social networks, big data and
artificial intelligence, open up new opportunities for territory marketing. Studying the effectiveness
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of these tools and their integration into marketing strategies is an essential direction of scientific
research.

The relevance of territory marketing as a scientific research direction is due to the need to solve
numerous economic, social and environmental problems facing modern cities and regions. This
direction allows for the development of effective territory management strategies, promotes their
growth and increases competitiveness at the global level.

CONCLUSIONS

The importance of developing marketing territories is justified by several reasons, including the
economic, social, cultural, and ecological aspects of the development of cities, regions, and countries.
In particular, attracting investors is critical for infrastructure development, job creation and economic
growth. Effectively positioning the territory as attractive for investment can ensure an inflow of
capital, which stimulates the development of local enterprises and general economic development.
Marketing strategies help local businesses gain more customers and expand their markets. This
includes local companies and large international corporations' involvement that can contribute to
economic growth. Effective marketing of territories contributes to the development of infrastructure,
improvement of social services and improvement of residents’ general standard of living. Investments
in infrastructure such as roads, schools, hospitals and cultural facilities make the area more attractive
to live and work. Marketing of territories can raise residents' awareness about their region, its features
and advantages. This can strengthen the sense of pride in the place of residence and contribute to
citizens' active participation in the territory's development. Tourism is an essential source of income
for many regions. Area marketing helps attract more tourists, increasing revenue from hotel
businesses, restaurants, souvenir shops, and other tourist services. Marketing of territories can
contribute to the preservation and popularisation of the region's cultural heritage. This includes
historical monuments, traditions, and crafts, which are essential to the territory's identity.

In the face of global environmental challenges, marketing territories can contribute to promoting
environmentally friendly technologies and practices. This helps to attract investments in sustainable
projects and increase the population's ecological awareness. Territorial marketing also includes social
responsibility, contributing to the development of territories considering the needs of all population
groups, including vulnerable groups. This allows for equal access to resources and opportunities.
Modern digital technologies open up new possibilities for marketing territories. Using social
networks, big data, and other digital tools allows you to communicate more effectively with target
audiences and involve them in interaction with the territory.

Marketing of territories is an essential tool for territories' economic, social, cultural and ecological
development. It helps attract investment, support local businesses, improve the quality of life for
residents, preserve cultural heritage and promote sustainable development. Effective marketing of
territories allows you to create a positive image of the region, increase its competitiveness and ensure
long-term growth.

REFERENCES

1. Tvaronaviciene, M., Simelyte, A., & Stirblyte, G. (2023). The Impact of Foreign Direct
Investment from the Nordic Countries on the Structure of Lithuania’s Economy. Marketing and
Management of Innovations, 14(4), 112-127. https://doi.org/10.21272/mmi.2023.4-08

2. Nguyen, V. I. (2023). Increasing Sustainable Performance Through Green Human Resource
Management: The Role of Green Supply Chain Management and Corporate Social
Responsibility. Marketing and Management of Innovations, 14(4), 1-
16. https://doi.org/10.21272/mmi.2023.4-01

3. Vrablikova, M., Turciakova, A. H., & Baranova, M. (2023). Tourism as a Factor of Local and
Regional Development Marketing and Management of Innovations, 1, 199-
212. https://doi.org/10.21272/mmi.2023.1-17

53


https://doi.org/10.21272/mmi.2023.4-08
https://doi.org/10.21272/mmi.2023.4-01
https://doi.org/10.21272/mmi.2023.1-17

Bicnux Cym[V. Cepis «Exonomixa», 2024 ISSN 1817-9215 (print)

4,

5.

1817-9290 (on-line)

Kotler, P., Haider, D. & Rein, 1. (1993), Marketing Places: Attracting Investments, Industry and
Tourism to Cities, States and Nations, The Free Press, N. Y., 388 p

Park, H. & Kim, Y.-K. (2014). The role of social network websites in the consumer—brand
relationship. Journal of Retailing and Consumer Services, 21 (4), 460-467.
https://doi.org/10.1016/j.jretconser.2014.03.011.

. Buckley M. Labour and the city: Some notes across theory and research. Geography

Compass. 2018; 12:e12400. https://doi.org/10.1111/gec3.12400

. Santos, V., Ramos, P., Sousa, B., Almeida, N. & Valeri, M. (2022), "Factors influencing

touristic consumer behaviour"”, Journal of Organizational Change Management, 35(3), 409-
429. https://doi.org/10.1108/JOCM-02-2021-0032

. Ferreira, J., Sousa, B.M. & Gongcalves, F.(2019). Encouraging the subsistence artisan

entrepreneurship in handicraft and creative contexts. Journal of Enterprising Communities:
People and Places in the Global Economy, 13(1/2), 64-83. https://doi.org/10.1108/JEC-09-2018-
0068

. Santos, V., Ramos, P., Sousa, B. & Valeri, M. (2022), "Towards a framework for the global wine

tourism  system™, Journal of Organizational Change Management, 35(2), 348-
360. https://doi.org/10.1108/JOCM-11-2020-0362

10.Sousa, B.M. & Alves, G.M. (2019). The role of relationship marketing in behavioural intentions

of medical tourism services and guest experiences. Journal of Hospitality and Tourism Insights,
2(3), 224-240. https://doi.org/10.1108/JHTI-05-2018-0032

54


https://doi.org/10.1016/j.jretconser.2014.03.011
https://doi.org/10.1111/gec3.12400
https://doi.org/10.1108/JOCM-02-2021-0032
https://doi.org/10.1108/JOCM-11-2020-0362

