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MARKETING STRATEGIES
FOR THE POST WAR RESTORATION OF RURAL AREAS
IN UKRAINE: LESSONS FROM INTERNATIONAL EXPERIENCE

The article is devoted to identifying priority marketing strategies for the
effective post war restoration of rural areas in Ukraine, based on an analysis
of international experience. It is noted that the concept of the thematic vil-
lage is highly productive for shaping marketing strategies aimed at restoring
rural territories that were located in the war zone or were under Russian
occupation. An analysis of the thematic village concept, which has been suc-
cessfully implemented in several European countries, is presented. This ap-
proach, rooted in ideas that emerged in the mid 20th century, focuses on the
restoration and harmonious development of rural areas.

The concept of the thematic village becomes a shared framework for both
202 quthorities and local communities. To develop the thematic profile of a vil-
— lage, appropriate management and political instruments must be established

at the institutional level. In the long term, thematic villages can strengthen
residents’ shared identity, enhance their involvement in community develop-
ment, and support processes of community self organization. Thus, an impor-
tant side effect of implementing the thematic village model is the strengthe-
ning of democratic practices.

It is argued that, in developing strategies for creating thematic villages in
territories that were front line or close to the front line, the concept of mili-
tarism can serve as a foundation for their positioning. Accordingly, for rural
areas of Ukraine that have suffered from military actions, it is advisable to
design marketing strategies that incorporate a military themed orientation
for these villages.

Importantly, military thematics can serve as a distinctive competitive
advantage for many rural areas affected by hostilities. At the same time,
within the marketing strategies of each individual village, this military theme
should be complemented by unique local features that more clearly articulate
and reinforce the territorial brand.
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In general, in the post war period, the development of military themed
concepts in Ukrainian rural areas affected by the war represents an optimal
marketing strategy.

Keywords: marketing strategies, rural areas, post war recovery, Ukraine,
thematic village, political technologies, management technologies, military,
territorial branding, international experience.

MapKeTHHIOBi CTpaTerii /1A MicCIABOEHHOIO BifTHOBIEHH S CiTbChKIX
TEPUTOPiil B YKpaiHi: ypOKU M>KHaApOTHOTO JOCBigy

Cmamms npucesvena 6UABNIEHHIO NPIOPUMEMHUX MAPKEMUH208UX
cmpameziii 07151 epeKmMUBHO20 NOCNBOEHHO20 6I0HOBNIEHHS CITbCOKUX 1e-
pumopiti Ykpainu y konmexkcmi aHanisy MidHApoOH020 00ceidy.

3asHaueno, w0 KOHUENUis «MeMAmuUHO20 Cena» € 6enbMuU NPooyK-
MUBHOW 0N POPMYBAHH MAPKEMUHZ08UX Cmpameziti 077 NOB0EHHO20
8i0HOBTIEHHA CiNbCOKUX mepumopiii Ykpainu, ki nepe6ysanu 6 30Hi 60tio-
ux 0iti abo # Mux mepumopiti, w0 nepedysanu nio pociiicokor oKynayi-
€10. 30iticHeHo aHani3 KOHUeNnyii «MmemamuuHozo cena», Aka 6yna ycniuHo
peanizosana Ha npakmuyi 6 okpemux esponeticokux kpairnax. O3navena
meopis, 6asy4uUcy Ha i0esx, wo 6UHUKAU y cepeduni XX cm., cnpamosana
Ha 8i0HOB/IEHHS MA 2APMOHITIHULL PO3BUIMOK CilTbCOKUX MePUMOPIi.

Konuenuyis «memamuunozo cena» cmae cninvHotw i 0714 0p2awie 671a-
ou, i 01 epomadu. Adxce 0N POPMYBAHHS «MeMAMUUHOCMI» cena C1io
dopmysamu 6i0nosiOHi ynpasniHcoKi ma noaimuuHi mexnonozii Ha pieni
B71A0HUX THCMUMYYiti. Y nepcnexmusi «memamuumi cena» 30amHi 3miy-
HI0BAMU CNINbHY I0EHMUUHICIb MEWKAHUIB, CNPUIMU 3POCTNAHHIO IXHbOT
inmezpayii y po30y0osi 61acHoi epomadu, OermepmiHysamu camoopeami-
sayito cninvnomu. Tobmo, eaxnueum nobiuHum eexmom 6i0 6mineHHs
«MemMamu4Ho20 cena» CMae 3MiHeHHA 0eMOKPAMUYHO20 71a0Y.

Apeymenmosano, wio y popmysarnHi crmpameziii CreopeHHs memamuu-
HUX Ciz 07151 mepumopiii, uyo 6ynu PpoHmosumu, abo i HAOTUNEHUMU 00
TiHii Pponmy, koHuenm minimapHocmi 30amuuti cmamu 6a3oeum O
iXHb020 NO3UUIOHYB8AHHA. Bi0nosioHo, 074 cinvbcokux mepumopiti Yxpainu,
w0 nomepnanu 6i0 6naAUEY B0EHHUX Oiil, MAPKeMUH208i cmpamezii 6axa-
HO popMyBamuY HA OCHOBI MiNIMAPHOT MeMAMUYHOCII Cifl.

Basxcnueo, uio minimapra memamuunicmo moxe cmamu 6a306010 yHi-
KANbHOK KOHKYPEHMHOK Nnepesazow 07 Oibulocmi CibCoKux mepumo-
pit, AKi 3a3Hanu 6nnausy 60eHHUx Oiil. Pasom 3 mum, y mapkemuHzoeux
cmpamezisix 077 KO#HO20 OKPeMO20 Cena sl MifimapHa memamuuHicmo
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Ma€ 00NOBHI0BAMUCS YHIKATLHUMU MIiCUe8UMU CHeUUdiMHUMU 03HAKAMU,
AKI 6 6inbul BUNYKI0 NO3UYIOHYBANU OpeHO mepumopii.

3aeanom, y nocmeoeHHuli nepiod opmysanHs minimapHoi memamuy-
HOCMI HA YKPAITHCOKUX CilbCOKUX MEPUMOPISLX, AKI 3A3HANU 8NIUBY BiliHU,
€ ONMUMANILHOI0 CMPAIMEZIEN MAPKEMUHZY.

Knwouosi cnosa: mapkemunzosi cmpamezii, cinocoxi mepumopii, no-
CMBOEHHE 8iI0HOB/IEHHS, Yxpaina, memamuune ceno, NoniMuUHi mexHosuo-
eil, ynpaenincvki mexHonoeii, minimapHicmo, 6peHo mepumopii, MiKHa-
PpOOHUTL 00C8Bi.

Problem statement. In the context of post war recovery in Ukraine,
identifying appropriate priority marketing strategies for rural areas
becomes particularly important. The use of marketing tools can significantly
enhance economic efficiency, as the skillful development of marketing
strategies stimulates innovative solutions and strengthens competitive
positions. Moreover, marketing encourages the search for new ideas and
supports the creation of new products and areas of activity.

For the effective development of post war marketing strategies for
rural areas in Ukraine, it is essential to reconsider their own territorial
positioning. To achieve this, it is advisable to draw on international
experience in branding rural areas under crisis conditions.

Analysis of research results. The problems of developing marketing
strategies have been examined by numerous theorists across various
fields, including historical humanitarian studies, economics, and political
social sciences (Bahorka 2022, Khich 2023, Kozielski 2013, Kramar 2010,
Mayovets 2023, Mourre 2022, Nikolaychuk 2019, Senyshyn 2023, Tsikh
2010, Ustik 2022, Zrobek 2013 et al).

Certain aspects of marketing strategy development and territorial
branding, particularly in rural areas, have been analyzed in both Ukrainian
and international political and social discourses (Borshchevskyi 2016,
Byelyayeva 2021, Dedilova 2022, Herman 2021, Kravtsiv 2016, Kulish
2016, Lanovyuk 2016, Mazur 2019, Mazurek-Kusiak 2020, Nevlad
2019, Nosyryev 2022, Osypova 2022, Tomashuk 2019 et al). However,
in contemporary Ukrainian political discourse, the issues related to
forming marketing strategies for the post war restoration of rural areas
remain insufficiently explored, especially in the context of international
experience. This gap has defined the direction of the present research.
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The purpose of the research. The purpose of the article is to identify
priority directions in developing marketing strategies for the post war
restoration of rural areas in Ukraine, based on an analysis of international
experience.

Presentation of research results. Russia’s war against Ukraine, which
began in 2014, has had a profoundly destructive impact on the development
of rural areas located in the eastern regions of the country. The full scale
Russian armed aggression launched on February 24, 2022, resulted not
only in extensive damage and the destruction of infrastructure in front line
rural territories but also in the complete annihilation of many villages. At
present, there are no precise statistics on the number of rural settlements
in Ukraine that have been destroyed by Russia.

In the post war recovery of Ukraine, it is essential to focus on developing
appropriate marketing strategies for rural areas. The use of marketing
tools can significantly enhance economic efficiency, as the skillful design
of marketing strategies stimulates innovation and strengthens competitive
positions. Moreover, marketing encourages the search for new ideas and 205
supports the creation of new products and areas of activity (Zrobek 2013, —
183).

Marketing activity can be understood as a form of management
focused on the processes of making relevant decisions and on developing
managerial technologies for implementing those decisions. Therefore, from
a managerial perspective, the integrating role of marketing is particularly
significant (Kozielski 2013, 93). Marketing also plays an important role in
shaping the culture of an organization or institution. In this context, value
based foundations are essential for the development of effective marketing
strategies.

According to O. Nikolaychuk, a marketing strategy is a long term
model of marketing activity. It «contains a set of marketing tools that are
continuously adjusted under the influence of changes in the external and
internal environments, make it possible to achieve the defined marketing
goals, and contribute to the formation of competitive advantages»
(Nikolaychuk 2019, 115).

A marketing strategy serves as a key reference point and forms the
foundation for developing the entire set of marketing activities within
a given area. In designing a marketing strategy, the French researcher
M.-L. Mourre recommends applying the three stage STP approach
(Segmentation — Targeting — Positioning) (Mourre 2022, 6):
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- Segmentation: analysing the market according to various criteria
in order to identify groups of consumers with similar characteristics;

- Targeting: evaluating the identified segments in terms of goals,
resources, and competitiveness, which makes it possible to select the most
promising segments;

- Positioning: developing a relevant offer that is convincing and
attractive to the chosen target group of consumers.

Thanks to the STP approach, it becomes possible to define clear
areas of activity within the marketing plan at the operational level. At
the positioning stage of the STP model, it is important to focus on the
following characteristics (Mourre 2022, 25):

- Attractiveness: the positioning must be appealing to the selected
consumer group and meet their expectations.

- Differentiation: the positioning must demonstrate significant
distinctions from existing competing offers.

- Credibility: the positioning must be perceived as credible by
consumers, giving them confidence that the promised value will be
delivered.

For the effective development of post war marketing strategies for
rural areas in Ukraine, it is essential to reconsider their own territorial
positioning. In this context, the so called «Law of the Situation» becomes
particularly relevant. This principle applies in circumstances where
previous marketing strategies no longer function due to radical changes
in historical, economic, social, or other conditions. According to the Law
of the Situation, during periods of crisis it is crucial to clarify fundamental
definitions, as profound societal transformations require a complete
rethinking of approaches to marketing strategy formation across different
sectors. In essence, the Law of the Situation offers a conceptual framework
for reinterpreting such approaches. The term gained prominence thanks to
Mary Parker Follett, the first management consultant in the United States,
who introduced it in 1904. The core of the Law of the Situation lies in
addressing the conceptualisation of activities (Naisbitt 1982, 98).

An illustrative example often cited in connection with Mary Parker
Follett concerns her consultation with a curtain manufacturing company.
Once a highly successful enterprise, the company had begun to experience
significant losses. As technological and social conditions changed,
consumer interest in traditional heavy curtains declined sharply. According
to Follett, the company needed to conceptualise its own activity anew. In
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line with the Law of the Situation, it first had to answer a fundamental
question: «What activity are we truly engaged in?»

This required rethinking the company’s mission and uncovering
the hidden or peripheral dimensions of its work. Ultimately, Follett
herself formulated a conceptual diagnosis: the company was not merely
producing curtains - it was engaged in «light management». This
reframing dramatically expanded the company’s strategic possibilities.
Beyond manufacturing curtains, it could now develop new lines of activity
related to managing light: window design, spatial organisation around
windows, and other services that addressed how light enters and shapes
interior spaces.

Thus, effective conceptualisation of activities within the framework of
the Law of the Situation requires clearly addressing two key questions: a)
What activity are we actually engaged in? b) What activity would it be
strategically beneficial for us to consider ourselves engaged in?

In this context, a conceptual rethinking of the very foundations
of marketing strategies for post war rural areas in Ukraine becomes
particularly important. The core definitions used in this process shape the
way and style of thinking about strategic priorities, directing marketing
strategies along specific trajectories.

Let us turn to the concept of the «thematic village», which has been
successfully implemented in several European countries. The thematic
village model is widely and effectively used across the European Union.
Originating from ideas developed in the mid 20th century, this approach
is aimed at revitalising and ensuring the harmonious development of rural
areas. It focuses on building a distinctive identity around a specific theme,
thereby stimulating local economic activity, strengthening community
cohesion, and enhancing the attractiveness of rural territories for residents
and visitors alike.

Strictly speaking, the idea of the thematic village was formally
articulated by the governor of Lower Austria, Erwin Proll, in 2000 with the
aim of revitalising rural areas. This concept was based on «the search for, or
creation of, a village’s own uniqueness and identity by its inhabitants, with
a focus on regional and local advantages» (Lanovyuk 2016, 306). It should
be noted, however, that several examples of villages fitting the thematic
village model had already emerged earlier, in the 1990s.

As scientific discussions around the definition of a thematic village have
evolved, they have prompted a broader rethinking of regional policy—one

eor
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that is no longer understood narrowly as solely economic or agrarian.
Regional policy today is inherently multidimensional, encompassing
cultural, social, and environmental dimensions (Lanovyuk 2016, 306). This
shift reflects the recognition that the revival and economic development
of rural areas are impossible without strong social communication,
community engagement, and the synergy of cultural and educational
initiatives.

Today, the concept of the thematic village has become most widespread
in Poland, where the process of creating such thematic rural areas is
particularly active (Lanovyuk 2016, 307). As early as 2000-2005, the
Hobbit themed village Sierakowo Stawienskie was established near the
Polish city of Koszalin, inspired by J. R. R. Tolkien’s novel The Hobbit. This
thematic village attracts around 15,000 tourists annually. By 2013, Poland
already had 78 thematic villages, demonstrating the rapid expansion and
popularity of this model.

It is noteworthy that the population of thematic villages in Poland is
generally quite small - typically ranging from 50 to 2,500 residents. This
indicates that the idea of a thematic village is particularly productive for
peripheral rural communities that are no longer able to sustain themselves
through traditional forms of livelihood, such as conventional agriculture.

One of the key advantages of the thematic village concept is that
it does not require substantial capital investment at the initial stages
of implementation, which makes the model particularly relevant for
Ukrainian rural areas in the post war period.

In Ukraine, the concept of the thematic village already has practical
examples of implementation. The Cherkasy region became a pilot area
for introducing this model. Between 2018 and 2020, a project to create
thematic villages was carried out in the region, drawing directly on Polish
experience. As a result of this initiative, by 2021 twelve thematic villages
were operating in the Cherkasy region, each distinguished by its own
unique identity shaped by the tourist potential of the surrounding rural
area (Byelyayeva et al 2021, 53).

In general, a thematic village should be understood not only as an
innovative mechanism for revitalising the rural economy. A thematic
village also becomes «a generator for popularizing the identity of the
local population, as it activates historical memory and positions the lived
experience of the past as a foundation for contemporary self identification»
(Lanovyuk 2016, 309).
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The idea of a thematic village is interesting because it combines the
resources of the local economy (human, social, economic, natural, etc.)
with the cultural resources of a given rural area. The cultural resources of
a rural area include the assets of spiritual culture, material culture, and the
culture of space management (Mazurek-Kusiak 2020, 152).

We are talking about various customs, traditions, legends, local
dialects, etc., which belong to spiritual culture. Material culture includes
local crafts and folk clothing traditional to a given territory. The culture of
space management includes the specifics of local architecture, landscape,
and types of buildings.

The thematic village is able to provide additional alternative income
to its residents. The successfully formed «thematicity» of the village is,
in fact, a successfully formed brand of the territory (Mazur et al 2019).
According to I. Tomaschuk, the branding of rural areas in Ukraine should
be understood as an anti crisis marketing technology. This involves «the
realization of the territory’s unique institutional assets in order to ensure
their effective development» (Tomashuk 2019, 150). An important element
of branding rural areas is the formation of trust between representatives of
government institutions and the population (Borshchevskyi et al 2016).

The key task of the thematic village is to advantageously «highlight»
its own individuality (Kuts 2003), to strengthen the unique features
of a common territorial identity based on local historical, cultural, and
natural resources. Of course, this will contribute to the establishment of
cooperation mechanisms between the authorities and the community.
Also, a change in the format of positioning the village in the direction of
«thematicity» will lead to higher quality changes in the lives of residents
and in their well being.

The concept of the thematic village becomes common to both the
authorities and the community. After all, in order to form the «thematicity»
of the village, appropriate management and political technologies must be
developed at the level of power institutions. Therefore, it is very important
to involve leaders from the local community in implementing the concept
of the «thematic village». Also important for promoting the idea of a
thematic village are the fields of education and culture (Zrobek 2013,
197). In addition, it is appropriate to enable small and medium sized local
enterprises to make full use of the impact of marketing measures (Zrobek
2013, 198).
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In perspective, «thematic villages» are able to strengthen the common
identity of the inhabitants, promote the growth of their integration in
building their own community, and support the self organization of the
community (Mazurek-Kusiak 2020, 153). That is, an important side effect
of the implementation of the thematic village is the strengthening of the
democratic system (Kuts 2011).

In general, the concept of the thematic village is very productive for
the formation of marketing strategies for the post war restoration of rural
areas of Ukraine that were in the war zone or in territories that were under
Russian occupation.

In developing strategies for the creation of thematic villages in territories
that were front line or close to the front line, the concept of militarism
can become the basis for their positioning. Accordingly, for rural areas
of Ukraine that have suffered from the impact of military actions, it is
desirable to develop marketing strategies based on the military thematic
nature of the villages.

It is the military theme that can become interesting for future tourists
who will bring investments to these villages, contributing to their further
development. We are talking, in particular, about military tourism, which
awaits Ukraine in the post war period. (Dedilova et al 2022, 48).

Importantly, military thematics can become a basic unique competitive
advantage for most rural areas affected by hostilities. At the same time, in
the marketing strategies for each individual village, this military theme
should be supplemented with unique local specific features that would
more clearly position the brand of the territory.

Complementary characteristics that will form the integral brand of each
village in the context of military thematicity should take into account the
specific features of a given area. We are talking about the everyday heroism
of the peasants themselves in confronting the Russian aggressor, about the
peculiarities of the inhabitants’ survival under Russian occupation, about
the people who defended Ukraine, about the history of the resilience of
farms, and about the local specifics of the construction and functioning of
roadblocks or redoubts, which reflect the atmosphere of a period of fierce
combat confrontations, etc.

Ukraine is interesting to the world. And first of all, Ukraine is interesting
for its heroism of resistance and its victories. Therefore, the concept of
military thematicity for rural areas of Ukraine in the post war period
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should become the basis for the development of appropriate marketing
strategies.

Military thematicism is also interesting because of its rootedness
in history. If a rural territory, for example, demonstrates the continuity
of the idea of militarism from Cossack times to the history of modern
confrontations, then this village will be even more interesting and, in the
end, will receive more investment for development.

In general, it is the concept of militarism that can act as a competitive
advantage for the territorial brands of post war rural areas of Ukraine.
Accordingly, in the post war period, the formation of military themes in
Ukrainian rural areas that were subjected to the destructive influence of
military operations is the optimal marketing strategy.

Conclusions. Thus, the study is devoted to the identification of priority
marketing strategies for the effective post-war restoration of rural areas of
Ukraine in the context of the analysis of international experience.

Russia’s war against Ukraine, which began in 2014, had a destructive
impact on the development of rural areas located in the eastern territories
of Ukraine. The full scale Russian armed aggression against Ukraine,
which began on February 24, 2022, led not only to large scale damage
and destruction of infrastructure in front line rural areas, but also to the
complete destruction of many villages. Currently, there are no accurate
statistics on rural settlements destroyed by Russia in Ukraine.

It is noted that in order to effectively form post war marketing strategies
for the development of rural areas of Ukraine, it is important to rethink
their own positioning.

An analysis of the concept of the thematic village was carried out,
which has been successfully implemented in practice in some European
countries. This theory, based on ideas that emerged in the mid 20th
century, is aimed at the restoration and harmonious development of rural
areas. The advantages of the thematic village concept lie primarily in the
fact that significant capital investments are not required at the initial stages
of its implementation, which is particularly relevant for Ukrainian rural
areas in the post war period.

The concept of the thematic village becomes common to both the
authorities and the community. After all, in order to form the «thematicity»
of the village, appropriate management and political technologies must
be developed at the level of power institutions. In the future, «thematic
villages» are able to strengthen the common identity of residents,

it
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promote the growth of their integration in the development of their own
community, and support the self organization of the community. That is,
an important side effect of the implementation of the thematic village is
the strengthening of the democratic system.

In general, the concept of the thematic village is very productive for
the formation of marketing strategies for the post war recovery of rural
areas of Ukraine that were in the war zone or in territories that were under
Russian occupation.

Itis argued that in forming strategies for the creation of thematic villages
in territories that were front line or close to the front line, the concept
of militarism can become the basis for their positioning. Accordingly,
for rural areas of Ukraine that have suffered from the impact of military
actions, it is desirable to form marketing strategies based on the military
thematic nature of the villages.

Importantly, military thematics can become a fundamental and unique
competitive advantage for most rural areas affected by hostilities. At the
same time, in the marketing strategies of each individual village, this
military theme should be complemented by unique local features that more
clearly position the territorial brand. The complementary characteristics
that will form the integrated brand of each village within the framework
of military thematicity should take into account the specific features of
the given area. This includes the everyday heroism of local residents in
confronting the Russian aggressor, the particularities of civilian survival
under Russian occupation, the stories of those who defended Ukraine,
the history of the resilience of local farms, and the specific local practices
of constructing and operating roadblocks or redoubts that reflect the
atmosphere of periods of intense combat, among other elements.

Military thematicism is also compelling because of its deep historical
rootedness. If a rural territory, for example, demonstrates the continuity
of the idea of militarism from Cossack times to the history of modern
confrontations, then such a village becomes even more attractive and,
ultimately, is more likely to receive investment for its development.

In general, the concept of militarism can serve as a competitive
advantage for the territorial brands of post war rural areas of Ukraine.
Accordingly, in the post war period, the development of military themed
narratives in Ukrainian rural areas that were affected by the war represents
an optimal marketing strategy.
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