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Opnecpkuil HaIliOHAIBHUI €KOHOMIYHUE yHiBepcuteT. — Opeca, 2025
JumiomHa  poOoTa  MpuUCBAYeHA  JOCTIIKEHHIO  OCOONMBOCTEH  BUKOPUCTaHHS
IHCTPYMEHTIB TEPUTOPIAIbHOTO OpPEHAMHTY SIK CKJIAJOBOi CUCTEMH MAapKETHMHIOBOTO PO3BUTKY
rpoMazan Ha npukianai CTprokiBChbKoi TepuTopiaibHOi rpomaan Omecbkoi obnacti. Y poOoTi

PO3KPUTO CYTHICTh OpEHIMHTY TEpUTOpii, Horo QyHKOII Ta 3HAYCHHS I ITiABUIICHHS
KOHKYPEHTOCIPOMOXKHOCTI TPOMaJ], y3arajJlbHEHO TEOPeTHYHI MiAXoau [0 (OpMyBaHHS

[IpoBeneHo anami3 coUiadbHO-KOHOMIYHOTO TmoTeHnianry CTproKiBChKOi TpoMaj,
JOCIIJHDKEHO CTPYKTYPY 3alHSTOCTI, OIODKETy, pecypcHy 0a3y, a Takox mpoeaeHo SWOT- i
STEP-anani3. BusHaueHO KJIFOYOBI YMHHHMKH, 10 BIUTMBAIOTh HA MPUBAOIMBICTh TPOMAJIA B OYaX
1HBECTOpiB, TYpHUCTIB 1 MemkaHiiB. Ha OCHOBI pe3ynbTariB aHalizy po3poOIeHO MpaKTUYHI
pexomeHpaanii moao ¢dopmMyBaHHS OpeHAy TpOMaau, BKIIOYAIOYM CTBOPEHHS Bi3yalbHOI
aliieHTuKy, KoHuenmii QectuBamo «CBSITO CTENOBOTO YpOXKar» Ta OI[HKY OYiKyBaHHX
E€KOHOMIYHHX 1 COIIaJIbHUX €(EKTiB.

Po3paxoBano OrokeT peaizarii 3axo/iB 1 HOTeHIIHHUH (piHaHCOBUH eeKT i MicIeBOl
€KOHOMIKH, III0 MiATBEP/HKYE AOMUIBHICTh BIPOBAIKEHH OpEHAMHTOBUX iHimiaTHB. Pesynpraru
JOCTIKEHHS MOXKYTh OyTH BUKOPUCTaHI OpraHaMy MICIIEBOTO CAMOBPSTYBAHHSI IS T ABUILICHHS
BITI3HABAHOCTI TPOMaJIH, 3MIITHEHHS 11 IM1JI)Ky Ta aKTUBI3allii BHYTPIIIHHOTO PO3BUTKY.

Kntrouoei cnoea: tepuropianbHuil OpEHAMHT, TPOMaia, MApKETUHT TEPUTOPIH, aliIeHTHKa,
SWOT-anani3, ¢pectuBaib, KOHKYPEHTOCIIPOMOXKHICTb.
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This thesis explores the theoretical foundations and practical approaches to applying
territorial branding tools as part of the marketing development strategy of local communities, using
the example of the Stryukivska Territorial Community in Odesa region. The study examines the
essence, functions, and significance of territorial branding in enhancing community
competitiveness and summarizes the main concepts of territorial identity formation and value
representation.

A comprehensive analysis of the socio-economic potential of the Stryukivska community
was conducted, including employment structure, budget composition, resource base, and SWOT
and STEP analyses. Key factors influencing the attractiveness of the community for investors,
tourists, and residents were identified. Based on the findings, practical recommendations were
developed, such as the creation of a unified visual identity, the design of a regional festival concept
“Steppe Harvest Festival,” and an assessment of the expected economic and social effects.

The financial costs of the proposed measures and their anticipated economic impact on the
local economy were calculated, confirming the feasibility of implementing branding initiatives.
The results of the research can be used by local authorities to increase community visibility,
strengthen its image, and stimulate internal development.

Keywords: territorial branding, local community, place marketing, visual identity, SWOT
analysis, festival, competitiveness.




