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3.3. Territorial Marketing and Branding of Tourist Cities of Ukraine 
(on the Example of Kamyanets-Podilsky, Khmelnytskyi Region) 

  

Ivan Franko Lviv National University, Lviv, Ukraine  
 

The study is devoted to the use of territorial marketing and 
branding tools by tourist cities of Ukraine to promote their own tourist 
products. Kamyanets-Podilskyi, as one of the leading tourist centers of 
Ukraine, was selected for analysis. Due to its unique combination of 
historical and natural heritage, it was included in the Preliminary List of 
UNESCO World Heritage Sites. Local authorities are actively using 
event marketing to promote the city in the international and domestic 
tourism markets. In 2019, the city received the status of the Youth 
Capital of Ukraine, winning the annual national competition. 
Kamyanets-Podilskyi uses a wide range of Internet technologies that 
allow you to quickly establish contact with potential consumers of tourist 
services. There are several city Internet portals, which contain 
information about the tourist attraction of the city and promote the city 
brand. Popular private pages on Instagram have been created, the 
purpose of which is a “real” view of city life. In the process of 
developing the brand and finding the semantic “load” of the logo that 
will represent the brand, a survey of city residents and tourists was 
conducted, based on the results of which the most recognizable objects 
of the city were identified, colors for the logo were chosen. The 
presentation of the logo took place in 2010, it was supplemented with a 
slogan, and in the following years new elements of branding were added. 
Successful use of territorial marketing and branding tools allowed 
Kamyanets-Podilskyi, after easing quarantine requirements in Ukraine 
in May 2020, to partially overcome the negative effects of the COVID-19 
pandemic, to receive tens of thousands of tourists in summer and early 
autumn. 
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Introduction 
 

Globalization processes and the rapid development of international 
economic relations in the first decades of the XXI century caused fierce 
competition between countries and regions for investment, markets, 
visitors, in other words, forced them to “sell” their territory. After all, in 
today’s world it is impossible to imagine the sale of any product or 
service without its promotion, just as the territory needs promotion. 
Natural conditions and favorable geographical location in the face of 
intensified competition are no longer the main factors in the 
attractiveness of the territory. In the struggle for the presence of 
international companies, highly skilled workers and tourists, countries, 
regions and cities are actively working to strengthen their positions. 
Under these conditions, the marketing of territories becomes an integral 
part of economic and social policy of cities and regions. It is a modern 
method of competitive struggle of settlements and regions for attracting 
investments, increasing the interest of central authorities in the problems 
of these territories, increasing the interest of external agents, increasing 
tourist flows, innovation, achieving long-term development goals. 
Territory marketing is becoming more and more popular and is 
becoming an integral part of state and regional governance. 

The purpose of any marketing is to meet the needs of consumers. 
In the case of territorial marketing, this provision is implemented in the 
focus on residents, investors, visitors and other economic entities that 
operate or may operate in this area. The growing role of territorial 
marketing and changes in territorial management strategies are due to a 
number of factors: changes in philosophy, principles, goals of territorial 
development, identification of the population as a participant in the 
territorial planning system, as well as changes in the functions of 
territorial authorities. socio-economic development of the territory, 
including its improvement, security and protection of the population [1, 
p. 92]. 

Problems of territorial marketing are relevant for Ukraine, because 
they relate to state and local government, investment attractiveness, 
European integration, competitiveness and strategic development of 
regions [2, p. 36]. The use of territorial marketing tools for tourist cities 
is especially important. This is due to the specifics of the tourism 
industry and the quality characteristics of the product it produces. 
Kamyanets-Podilskyi is one of the leading cities in Ukraine that actively 
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uses territorial marketing tools to promote its tourism products. 
 

General Characteristic of the City 
 

Kamyanets-Podilskyi is a modern center of Kamyanets-Podilskyi 
district of Khmelnytskyi region, a city of regional subordination in 
Ukraine. The population of the city is about 100 thousand, i.e. in the 
classification of urban settlements, it is on the border of large and 
medium-sized cities. The city is a significant subregional center not only 
of Khmelnytskyi region, but also of the whole Podillya, has a significant 
labor, industrial and recreational potential. The city’s economy is 
characterized by signs of diversified development. Its structure is 
represented by the branches of processing industry (knowledge-intensive 
mechanical engineering, metallurgy, construction, food, light), as well as 
the tertiary sector (trade, small business), whose enterprises also serve 
the rural residents of the adjacent territory. The economic potential of the 
city has both strengths and weaknesses (table 3.3.1). 

 

Table 3.3.1 
Analysis of the economic potential of the city development 

(Characteristics of strengths and weaknesses) 
Strengths Weaknesses 

Diversified city economy 
Positive image of the city 
The presence of powerful industrial enterprises 
Developed small and medium business sector 
Developed trade infrastructure 
Significant volumes of housing construction 
Availability of raw materials for the building 
materials industry 
Proximity of raw materials for the food 
industry 
Availability of modern communication 
systems and networks (Internet, 
communication) 
Developed financial infrastructure 
Stable credit rating of the city 

Outdated technologies and 
equipment of industrial enterprises 
(especially in mechanical 
engineering) 
Low export orientation of the local 
economy 
Insufficient inflow of foreign 
investment resources to the local 
economy 
High degree of depreciation of fixed 
assets at industrial enterprises 
Imperfect investment climate 
Insufficiently prepared investment 
products 

Source: compiled by the authors. 
 

Kamyanets-Podilskyi is divided into the following districts: Stare 
Misto, Ruski Filvarky, Polski Filvarky, Bilanivka, Novyi Plan, 
Karvasary, Vydrivka, Pidzamche, Smyrnova village, Cheremushky, 
sugar factory village, Pershotravneve village, Zhovtnevyi village. The 
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standard of living of the suburbs is somewhat inferior to the central city 
in the context of providing a wide range of services, underdeveloped 
network of educational and cultural facilities and health care. This leads 
to a significant flow of people who come to the central part of the city of 
Kamyanets-Podilskyi every day to meet their own material and social 
needs. Together with the flow of tourists, this leads to congestion of the 
infrastructure of the city center. 

Kamyanets-Podilskyi is one of the main tourist centers of Ukraine. 
Hundreds of thousands of tourists, foreigners and residents of Ukraine 
visit it every year. It is especially popular for weekend tours. The city 
has unique architectural objects that reflect the culture of different 
peoples who lived in Kamyanets-Podilskyi: Ukrainians, Poles, 
Armenians, Lithuanians, Jews, Turks, Russians. The city has preserved 
ancient historic buildings. The city is home to the National Historical 
and Architectural Reserve “Kamyanets”, Kamyanets-Podilskyi State 
Historical Museum-Reserve, Kamyanets-Podilskyi Fortress (XIV-XVI 
centuries, rebuilt in the XVII-XVIII centuries), numerous sacred objects. 
objects. The canyon of the Smotrych River, a geological natural 
monument of national importance in Ukraine, is an extremely attractive 
natural object for tourists. Smotrych Canyon is a deep narrow valley of 
the Smotrych River with steep slopes reaching a height of 50 m. 

Due to the unique combination of urban architectural, historical 
heritage of the Old Town with the landscape of the Smotrych canyon, the 
“Cultural landscape of the canyon in Kamyanets-Podilskyi” in 2012 was 
nominated as a Candidate for the UNESCO World Heritage List. As of 
today, it is included in the Preliminary List of UNESCO World Heritage 
Sites. 

The hotel and restaurant infrastructure of the city is developed. 
The most popular hotels in Kamyanets-Podilskyi: “Kleopatra VIP hotel” 
and the highest score: 8.8 points out of 10 possible among others in the 
city); Taras Bulba (located in the historic center, 530 meters from 
Kamyanets-Podilsky Fortress); “7 Days”; “Hetman” (located in the 
center of the Old Town on the Polish market). “Xenia” (a feature of the 
hotel are two hotel buildings, the architecture of which resembles a 
medieval castle); “In Dominikan”. All hotels have pages on the popular 
social networks “Facebook” and “Instagram” where they publish 
interesting news, reviews, various photos and videos related to the hotel. 

In 2019, there were more than 200 restaurants in the city. In 
particular, Kamyanets-Podilskyi, as well as the tourist capital of Ukraine, 
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Lviv, is famous for its cafes. According to some sources, in 1672 the 
first coffee house in Ukraine was founded in Kamyanets-Podilskyi, the 
city was then part of Turkey, and it was the Turks who opened it. 
 

Event Marketing 
 

The most effective tools of territorial marketing of tourist cities is 
event marketing – a set of special events and promotions that are held to 
promote the brand or product, territory, by inviting the target audience to 
a particular event. Event in marketing – a special event, a tool that allows 
you to manipulate the thoughts and behavior of the audience invited to 
the event (event). The purpose of event marketing is to establish direct 
contacts with the target audience for a more accurate and effective 
impact on it. The task of event marketing is to form a person’s positive 
personal attitude to the brand of the territory, local companies, to arouse 
interest, to give him the opportunity to feel the benefit, to get a real 
experience of communication with a territorial product, territorial brands. 
Event marketing is simultaneously considered as a type of integrated 
marketing communications, which is a set of activities aimed at 
promoting the territorial brand in the marketing environment through the 
organization of special events and as a sphere of services for organizing 
special events [3, p. 137]. 

The attractiveness of the region is assessed in terms of the 
presence of those significant events that form the exclusive differences 
of the region (image, brand, reputation), positive personal attitude of 
visitors and residents to the tourist brand of the territory and local 
companies, provide consumers with real experience , territorial stamps. 
Significant events are not only beneficial to regional authorities as 
markers of attractiveness for residents and tourists, they also create 
opportunities for regional and local businesses that can present their 
achievements to target audiences. The hospitality industry and the 
tourism business are primarily interested in a rich calendar of events, in 
the launch of recurring attractions, in a systematic approach to the 
organization and holding of holidays and events. 

The local authorities of Kamyanets-Podilskyi are actively using 
various events to promote the city in the international and domestic 
tourist markets. The city has significant achievements in this direction. In 
particular, in 2018 Kamyanets-Podilskyi won the national competition 
“Youth Capital of Ukraine” and accordingly received the status of the 
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Youth Capital of Ukraine in 2019. This competition was initiated in 
2017 by the Ministry of Youth and Sports of Ukraine together with the 
Ukrainian Institute of International Politics and National Youth Council 
of Ukraine. It is annual and is held to celebrate the best city for living 
and youth development. Lviv became the first city to be recognized as 
the “Youth Capital of Ukraine”. In the second competition, in 2018, 41 
cities of Ukraine from 22 regions took part, 10 of which were selected 
for the final stage of selection [4]. 

The victory in the competition was facilitated by numerous events 
held by the city in 2018. Only within the opening of the tourist season in 
2018 the following events took place in the city: two new tourist guides 
were presented: “Kamyanets – children’s tourism” and “Kamyanets – 
delicious card”; a joint Ukrainian-Lithuanian exposition “Peoples united 
by history: Koriatovychi in Podillia” was opened; the oldest cobblestone 
in Ukraine of the 1760s was museified; a touch tourist box has been set 
up on Swan Lake; three national records of Ukraine were registered: the 
largest number of people in historical costumes dancing minuet, the coat 
of arms of the city with the largest number of people, the largest forged 
coat of arms of the city in Ukraine; the first plasticine cartoon about 
Kamyanets was created; presented a new tourist attraction – motorcycle 
rides. In 2018, the LoveKa youth center was also opened. Debate and 
film clubs took place on its basis. English Speaking Club, implemented 
projects “Culture on the bench”, “Media Youth” and others. 

The events held by Kamyanets-Podilskyi as the “Youth Capital 
2019” were divided into three groups: political, socio-economic and 
cultural. More than 40 events were implemented jointly with the project 
partners – the Ministry of Youth and Sports of Ukraine, the Ukrainian 
Institute of International Policy, the National Youth Council of Ukraine, 
the Ministry of Information Policy, the UNICEF Children’s Fund in 
Ukraine, the UN Development Program in Ukraine, Kamyanets-
Podilskyi council and others. The loudest event of the year was the 
Forum of the Youth Capital – “All-Ukrainian Youth Meeting”, an event 
that took place on the territory of the fortress in mid-September. 

Among the landmark events held by the city in 2019 is the Golden 
Omega 2019 balloon festival, which is one of the most popular festivals 
in Ukraine. It has been held since 1998. The festival is organized by the 
SPART-AERO aeronautical company. On the day of the city, which falls 
on the third weekend of May, the International Festival of National 
Cultures “Kamyanets – Treasure Island 2019” was held. The program of 
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the holiday included exhibitions, concerts of famous bands, 
competitions, gastronomic fair. In September 2019, the fortress of 
historical reconstruction “Schola Militaria 2019” took place in the 
fortress of Kamyanets-Podilskyi. The event was organized by the 
Kamyanets-Podilskyi State Historical Museum-Reserve, and the official 
partner was the Polish Institute in Kyiv. Visitors of the festival were able 
to watch the training of troops, torchlight procession, reproduction of the 
battle, tasted the castle kitchen from the chefs of the School of Culinary 
Arts, took part in medieval games and entertainment. In particular, the 
program of the event “Schola militaria” included competitions in bows, a 
presentation of military saber fencing, a culinary master class on cooking 
in the seventeenth century. 

One of the largest music and street-art festivals that took place in 
Kamyanets-Podilskyi was the RespublicaFEST festival. It gathered 
about 10 thousand visitors. For three days, various art events took place 
on the territory of the festival site and in different parts of the city. The 
unique location of the ancient fortress of the XVI century. and a rich 
program (rock, electronics, classical music, improvisational jazz, poetry 
readings, video art) made it one of the most interesting events on the 
cultural map of Ukraine. Respublica Festival is a participant in the rating 
“100 best events for Ukrainian tourism” (Traveling Marketing 3D), the 
only representative of Ukraine in the international project Google Street 
Art Project [5]. 

The folklore festival “Podilska Malanka” has become an integral 
part of the cycle of New Year and Christmas holidays. Guests of the 
holiday had the opportunity to attend a concert of folk groups, theatrical 
performances, festive treats, entertainment and fire shows. 

 
Internet Technologies in Territorial Marketing 

 
In recent years, the most effective means of territorial marketing 

are Internet technologies. They allow you to quickly establish contact 
with potential consumers of territorial resources. Thanks to Internet 
technologies, you can choose possible places for doing business, higher 
education, leisure. Cities are actively using Internet marketing to enter 
the global information space, to ensure the exchange of information 
between different authorities and consumers of resources in the territory 
and to provide feedback for rapid management decisions [6]. 
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To solve the problems caused by the modern branding strategy of 
the city, a wide range of Internet technologies is used [7, p. 344]. In 
particular, in Kamyanets-Podilskyi there are several city Internet portals, 
which contain information about the tourist attractiveness of the city and 
promote the city brand. First of all, this is the official website of 
Kamyanets-Podilskyi City Council “www.kam-pod.gov.ua”, where you 
can get information about the city, its tourist features, as well as get 
acquainted with the symbols of the city. The disadvantages of this site 
are the lack of English version, outdated interface, relatively low traffic, 
the main advantage is the official site of the city council, which increases 
the degree of confidence in the information posted on it [8]. 

The Kamyanets-Podilskyi State Historical Museum-Reserve 
pursues an active information policy on its website www.muzeum.in.ua, 
Facebook and Instagram pages. The museum offers: excursions, quests, 
workshops, festivals. Free tours of the Old Castle and the city have been 
created on the @izi.travel platform. With their help, guests of the city 
can get acquainted with the most famous historical and cultural 
monuments in Ukrainian, Russian and English. This allows you to listen 
to a tour of small groups and single tourists who can not join an 
organized group. Disadvantages of social media pages: relatively low 
traffic – 3961 followers on Facebook and 555 followers on the page 
Kamyanets.travel.tic on Instagram (as of July 23, 2020). The advantage 
is the high activity of publications of various events and beautiful photos 
of the city. In addition, the site contains well-structured information 
about unique tourist features, excursions, places of rest and events taking 
place in the city [9]. 

Popular private pages on Instagram have also been created, the 
purpose of which is a “real” view of city life. For example, these are the 
pages “kp_gramm” and “Kamyanets”, where current city news and 
interesting content are posted [10; 11]. As of July 23, 2020, 32.4 
thousand people subscribed to the “kp_gram” page, and 38.6 thousand 
people subscribed to “Kamyanets”. The rules of the pages are quite 
simple: to get a photo in the “stories” or profile, you need to mark the 
page profile with @, you can also order advertising (non-commercial 
ads, inquiries, charity, information about which is published for free). 
These pages are very useful for city dwellers, because if a person has lost 
or found something, you only need to describe the thing, add a photo, 
write in “direct”, or reset in “stories” with a page mark. Statistics and 
activity of pages are given in fig. 3.3.1 and 3.3.2. 
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Fig. 3.3.1. Logo and slogan of 

Kamyanets-Podilskyi [15] 
Fig. 3.3.2. The coat of arms of 

Kamyanets-Podilskyi [16] 
 
The geography of the “kp_gramm” page is quite diverse. Most 

subscribers are from Ukraine – 82 %, but the page also covers the 
audience from Poland – 3 %, Russia – 2 %, USA and Italy – less than 1 
%. As for the cities of Ukraine, the largest number of subscribers is from 
Kamyanets-Podilskyi (45 %), followed by Kyiv – 5 %, Khmelnytskyi – 
3  %, Chernivtsi – 2 %, Lviv – 1 %. The gender structure is almost the 
same: 56 % – women, 44 % – men. Age range: the largest, it is 18-24 
years – 42 % and 24-34 years – 28 %; at least, 45-54 years – 3 %, 55-64 
years and 65+ years – 1 %. 

The page of “Kamyanets” has the most subscribers from Ukraine - 
87 %, there is also an audience from Poland – 4 %, Russia – 1 %, Italy – 
1 % and the Czech Republic – less  than 1 %. As for the cities of 
Ukraine, the largest number of subscribers is from Kamyanets-Podilskyi 
– 58 %, the next cities in terms of audience coverage are Kyiv – 5 %, 
Khmelnytskyi – 3 %, Chernivtsi – 2 % and Lviv – 1 %. The gender 
structure is dominated by women – 61 %, men – 39 %. Age range: the 
largest is 18-24 years – 41 %, 24-34 years – 29 %, the smallest, 45-54 
years – 4 %, 55-64 years and 65+ years – 1 %. 

In addition, there are popular private sites aimed at promoting 
Kamyanets-Podilskyi. For example, the site “www.3849.com.ua” is an 
information and news resource of the city, which contains the most 
complete information about the life of the city: current news of the city, 
active and passive leisure [12]. 
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Under modern conditions, the priority ways to develop public 
administration of the city should be applied tools and technologies of 
Internet marketing, which promote the brand of a particular area. The 
greatest attention for the promotion of the Kamyanets-Podilsky brand 
should be focused on the world-famous social networks Instagram, 
Facebook and video hosting YouTube. 

In connection with the coronavirus pandemic (COVID-19), the 
concept of the city council “Kamenets Digital” became relevant. The 
tourist season in the city opened online. Experts predict the priority 
development of domestic tourism, so travel agencies are reoriented in 
this direction. Thanks to Internet technologies, users can not only get 
general information about the historical and architectural features of the 
city, its infrastructure, geographical location and resources, but also use 
various means of visualization of information. They allow you to clearly 
justify the benefits of the city, as well as promote the city brand. 

 
Tourist Branding 

 
Branding is an important tool for promoting information about the 

city and creating a positive image. The result of successful branding, 
depending on the goals, may be the recognition of the city by people who 
have never visited it, an increase in investment and tourist flows. In 
recent years, branding of places (and cities in particular) has gained 
popularity among city officials and scholars, as evidenced by popular 
ratings of city brands, one of them “Anholt-GMI City Brands Index” 
[13]. 

City branding is not a commercial but a social project that 
measures not the commercial success of individual firms, but the impact 
of their success on the development of the entire urban community. If the 
promotion of the city’s interests is carried out through the promotion of 
the city’s brand, then the results of marketing the city are added 
“emotional” components – creating an impression of the city, increasing 
trust in the city, sympathy for city residents, respect for their values [14]. 
An important part of the city’s brand are the subjects of its development: 
tourists; entrepreneurs; investors; the locals. 

Branding is especially important for tourist cities such as 
Kamyanets-Podilsky. After all, the specifics of a tourist trip is that it is 
bought in one place, and the process of implementing the service takes 
place in another. 
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The process of developing the Kamyanets-Podilskyi brand began 
with the search for the semantic “load” of the logo that will represent the 
brand. To this end, a survey and a contest “Seven Wonders of 
Kamyanets” were held among the residents and guests. According to its 
results, the most recognizable objects of the city are the Old Fortress and 
the canyon of the Smotrych River. In addition to symbols, colors were 
chosen for the logo. If there was a unanimous opinion among the 
townspeople and tourists about the symbols, the color association with 
the city was somewhat different. For tourists, Kamyanets-Podilskyi was 
associated with gray, green and blue, for locals – even more yellow. 
Based on these surveys, a logo was created, which was presented in 2010 
(fig. 3.3.1). 

The logo was supplemented with the slogan “Kamyanets is a 
treasure island” with the activating phrase “Find your treasure in 
Kamyanets”. The developers of the slogan also used a passage from the 
Gospel: “Put up your treasures in heaven ... where your treasure is, there 
your heart will be”. The “treasures” found in Kamyanets-Podilskyi 
allowed to present Kamyanets-Podilskyi as: 

- “City of 7 epochs” (epochs of city development are interpreted 
separately); 

- “City of 7 Cultures” (emphasis on the multinational nature of the 
city); 

- “City of Festivals” (emphasis on the festival life of the city); 
- “City of Terpsichore” (the city is known for its dance groups); 
- “City of Magdeburg traditions”. 
The function of the logo is sometimes performed by the official 

coat of arms of the city (fig. 3.3.2). In May 2018, a record of Ukraine in 
creating the largest metal coat of arms of the city was set in Kamyanets-
Podilskyi. The composition meets the residents of the city and guests 
entering the city from the side of Khmelnytskyi. Often the unofficial coat 
of arms is more recognizable than traditional symbols. 

Using branding tools, Kamyanets-Podilskyi is positioned as a city-
museum. There is a National Historical and Architectural Reserve 
“Kamyanets”, which belongs to the list of “Seven Wonders of Ukraine”. 
The museum communicates with potential visitors through its website 
http://niazkamenec.org.ua/, which orders individual and group tours, 
rents exhibition halls. The site also has interesting and informative 
information, for example: “40 architectural monuments that are worth 
seeing for tourists in Kamyanets-Podilskyi” [17]. 
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In order to maintain its popularity, the brand needs to improve. 
Kamyanets-Podilskyi Fortress maintains its brand through the 
transformation of the usual museum into a living organism. In addition 
to museum exhibits, in the fortress you can see a historical reconstruction 
of the history of the fortress. On its territory, masters are engaged in 
traditional crafts: archery, pottery, carving and baking bread according to 
ancient recipes. 

The fortress employs craftsmen who make bows, recreate 
costumes and conduct educational work. In 2012, the Living Fortress 
project was launched on the castle grounds, in the framework of which 
the masters demonstrated their crafts and held master classes. An 
international traditional archery tournament is held annually in 
Kamyanets-Podilskyi. 

Another important fact in the history of the city is that Kamyanets-
Podilskyi was the capital of the Ukrainian People’s Republic for some 
time. This fact is beaten in the name of the festival “Last Capital”, which 
takes place annually in August. 

The Kamyanets-Podilskyi Fortress plays an important role in the 
branding of the city. This fortification and architectural landmark attracts 
not only Ukrainians, it is recognizable among foreign tourists. During 
the day, each building has its own refined taste and color, but at night, 
professional lighting gives the monuments a special look, creates a 
unique image. In May 2020, the concept of illumination of the fortress 
was changed – now it shines exclusively in shades of white. The 
museum received recommendations for lighting from the National 
Institute of Cultural Heritage of Poland. The canyon is also illuminated 
and for the first time – the south side of the castle. Due to the energy-
efficient type of floodlights, electricity consumption is reduced by four 
times [18]. 

Kamyanets-Podilskyi advertises other tourist cities, as in 2017 a 
museum of miniatures “Castles of Ukraine” was opened here, where 
models of the most famous fortifications of the country were collected. 

Another way of branding is classes that can be done only in this 
city. In Kamyanets-Podilskyi, active and extreme recreation is popular 
among tourists and locals, including rope jumping, trolley crossing and 
alpine park. “Rope jumping” is carried out from the highest bridge in 
Ukraine - “Rapid Deer” (height 54 m). The 184-meter-long trolley in 
Kamyanets-Podilskyi will take you to the historic part of the city in a 
matter of seconds. Alpinpark (rope park) is an entertainment for beginner 
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climbers, a type of active recreation for children and adults, which is 
gaining popularity in Ukraine. 

In 2014, in Kamyanets-Podilskyi, communal workers paved the 
crossroads, “embroidering” Ukrainian ornaments with cobblestones. The 
“embroidered” intersection in Kamyanets-Podilskyi broke the viewing 
records on social networks. Photos and videos of the central intersection 
for the first two days were viewed by about 20 thousand people on the 
social network Facebook, reposted a photo of more than 4 thousand. 
Now the intersection has also become a recognizable symbol of the city. 

One of the ways to brand the city is to install photo zones, in 
particular, such a zone is in Kamyanets-Podilskyi, it is called “I love 
Kamyanets-Podilskyi”. Residents and tourists can leave fond memories 
of the city with photos taken near the three-dimensional photo area. 

Given the rapid development of the city’s tourism brand, its 
promotion in the domestic market and international tourism forums, tour 
operators are creating new routes, which includes Kamyanets-Podilskyi 
with its more than 130 architectural monuments, including one of the 
most prominent – Kamyanets-Podilskyi fortress. 

The brand of the territory is a product of conscious and controlled 
thinking, organized public reflection and design [19]. To increase 
competitiveness, investment activity, business activity, disclosure of 
tourist and recreational potential of the city it is necessary to be able to 
form a clear and positive brand of the territory. The authorities of 
Kamyanets-Podilskyi should further develop their own brand book, 
which will be recognizable for residents and guests of the city, identify 
local ambassadors who will promote, as well as work on improving the 
image of the territory. 

 

Conclusions 
 
The rapid development of Kamyanets-Podilskyi as one of the 

leading tourist centers of Ukraine has become largely possible due to the 
successful use of tools of territorial marketing and branding. The city 
managed to offer tourists such important landmark events that formed its 
exclusive differences, compared with other famous tourist centers of the 
western part of Ukraine: Lviv, Chernivtsi, Uzhgorod. The annual balloon 
festival was especially effective, as well as regular events aimed at the 
youth segment of tourists, thanks to which the city received the status of 
Youth Capital of Ukraine in 2019. The use of a wide range of Internet 
technologies allowed to quickly establish contact with potential 
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consumers. The slogan and other elements of the city’s branding 
reinforce a positive impression of the city after its visit by tourists, 
promote trust in the city, a sense of sympathy for its inhabitants, respect 
for their values. 

The active use of territorial marketing and branding tools for many 
years has allowed local authorities to find effective solutions to 
overcome the negative effects of the COVID-19 pandemic after easing 
quarantine requirements in Ukraine in May 2020. The concept of 
“Kamyanets DIGITAL” even before the entry into force of restrictive 
measures. On April 30, during the quarantine restrictions, the opening of 
the tourist season took place online. A web forum, virtual tours, as well 
as a lot of raffles for potential tourists have been organized. 

Presenting his practice of opening the tourist season online, 
Kamyanets-Podilskyi won the international “Competition of Good 
Practices”, which took place as part of the meeting of the “Congress of 
Cross-Border Cooperation Lublin 2020”. It proved to be the best travel 
solution before the COVID-19 coronavirus pandemic. In the final, 
Kamyanets-Podilskyi was ahead of such well-known European tourist 
cities as Barcelona and Gdansk. Developing as a center for children and 
youth tourism, in the summer of 2020 the city authorities prepared a 
project of an educational children’s residence “Podillya SmArt Camp”. 
In early October we managed to hold an annual balloon festival, albeit in 
a somewhat narrower format. All this gives hope that, after the final 
overcoming of the consequences of the COVID-19 pandemic, tourist 
flows to the city will quickly resume. 
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