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Ensuring sustainable development of regions directly depends on the ability of local governments to
make effective management decisions to address socio-economic problems of the population. This
responsibility was further strengthened with the beginning of the redistribution of power between central
and local authorities in 2015 due to the beginning of the decentralization process. This reform involves
changing the administrative-territorial structure, redistribution of financial flows and tax revenues, and
reducing the central government's influence on local decision-making. Although it makes significant
changes in the work of the state and local apparatus, it does not affect the solution of the biggest problem
in Ukraine — the demographic crisis caused by population decline, both naturally and through increasing
migration to more developed countries. Furthermore, although the growth of local budgets allows local
governments to increase the number of social projects aimed at meeting the community's needs, without
an effective model of the belief that these measures are implemented primarily to meet the needs of their
population, they are ineffective. In this context, it is practical to move away from the standard principle
of here and now and build a long-term development strategy for the region based on its geographical,
social, cultural, historical, and business opportunities. To this end, most countries and cities are
beginning to form their brands, one of the key tasks of which is to attract potential human capital from
other territories or countries, both in the short and long term, and maintain their labour potential.
However, the growing number of brands in the territories leads to the need to assess the effectiveness of
such an approach to ensure the competitiveness of the labour potential of the region. Therefore, based on
the above, the purpose of the article is to study the problem of providing human resources to the territory
and their competitiveness through the prism of local brands. The evaluation methodology is partly based
on the methods used to form the indices of national and local brands of Anholt-Ipsos and the Municipal
Competitiveness Index.
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Introduction. Globalization processes are accelerating the processes of the
interpenetration of national economies, expanding direct cooperation between the regions of
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different countries, and strengthening their independence. In turn, this leads to increased
competition between territories not only within state borders but on the world stage. In
Ukraine, such a process is significantly facilitated by the decentralization process started in
2015, which significantly makes adjustments in communities' financial and management
spheres. The redistribution of tax revenues caused by financial decentralization leads to an
increase in local budgets, requiring local governments to make effective and balanced
decisions. Changes in the administrative-territorial system led to increased urbanization and
increased migration from small towns to larger ones. In this context, there is a need to form
long-term strategies to strengthen the competitiveness of territories. Yes, one of the options to
solve this problem is to form a local brand. It allows identifying its strengths and weaknesses
in the social, economic, cultural, and business spheres.

On the one hand, territories with a strong brand have a higher potential for attracting
highly skilled labour resources. On the other hand, competitive labour potential is the basis for
forming a positive brand of the territory.

The study of the impact of the effectiveness of the use of the local brand as a tool for
maintaining its active working population and attracting it from other regions is one of the key
tasks to ensure the competitiveness of the territory

Problem statement. Accordingly, there is a need to study the essence of the
«competitiveness of the region» concept. To date, some works of domestic and foreign
researchers are trying to define it. Thus, Meison R. identifies the main task of competitiveness of
territories to promote and expand the share of products produced within the region in national
and international markets [22]. Porter and Kolnyk expand the concept, adding the need to meet
the socio-economic conditions of the population of the territories [18, 19]. According to experts
of the European Commission, the production of only demanded products and services is not
adequate for ensuring the region's competitiveness without improving the welfare of the
population and reducing unemployment [10]. IMD scientists consider the region's
competitiveness through the prism of the unity of three components — social, political and
economic [24]. Anderson V. continues to develop this idea and argues that the main task of the
region's political elite is to create a comfortable environment for business development and
investment attractiveness of the region [1]. The main purpose will be to support and promote
promising areas of business with minimal use of their natural resources and maximum
involvement of available human capital [26]. Fatkhudynov R. proposes considering this concept
as the ability to maintain competition, both within the region and in foreign markets [14]. The
scientists [4, 10, 26] argue that achieving competitiveness is possible only if the socio-economic
well-being of the population and the region's sectoral orientation to Industry 4.0. Antoniuk L.
develops the idea further and proposes focusing on the innovative economy, which primarily
includes training the workforce used in the region [3]. Considering the mechanisms of direct
assessment of potential labour, The findings of the papers [1, 5, 10, 14] allow concluding that
human resources of the territory is the hidden opportunities for its growth [1].

Regarding local branding in terms of assessing its impact on the competitiveness of the
region's labour potential, Anholt identifies four main elements of meeting the needs of the
population and developing its potential — «people», «convenience», «rhythm» and «educational
and business potential» [4, 2, 3]. Instead, Fan Y. [13] emphasizes the importance of a political
and cultural brand attached to the territory. In turn, from the point of view of human potential,
Torres offers to assess the level of socio-economic satisfaction of the population and determine
how there has been a change in the perception of the territory of both their own and external
population [12].

Thus, the region's competitiveness directly depends on the available labour potential and the
level of its competencies. In turn, the brand of territories offers mechanisms for assessing the
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existing socio-economic base and suggests ways to improve and develop it. However, the issue
of assessing the actual correlation between ensuring the competitiveness of the labour potential
of the region/city and the introduction of a local brand in its territory is almost completely
unexplored.

The purpose of the article is to study the impact of the introduction of local brands on the
competitiveness of labour potential through the prism of socio-economic satisfaction of
community needs.

Results of the research. It should be noted that the Municipal Competitiveness Index
allows the arrangement of the regions of Ukraine according to the level of competitiveness. This
index is calculated by the Institute for Economic Research and Policy Consulting in partnership
with Info Sapiens, with financial support from USAID [11]. This index assesses the level of
competitiveness of cities, which includes such elements as:

—  the level of transparency of government;

—  level of investment attractiveness;

—  level of corruption;

—  the potential of the region and human resources [20—11].

According to the published research results in 2021, among all administrative centres of the
regions, the Khmelnytsky region takes first place for the second time (Fig. 1) [20, 21], Ternopil —
the second place, improving its result compared to 2020 (3rd place). Ivano-Frankivsk, L’viv and
Vinnytsia regions were also included in the top five.
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Figure 1. Dynamics of urban assessment in the Municipal Competitiveness Index,
2020-2021 [20, 21]
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Considering Figure 1 through the prism of the presence of urban brands in communities, we
get that Khmelnitsky held an open competition to define the brand and brand book [27] and
approved it in 2018 (Fig. 2) [8]. The brand of the city of Ternopil was approved in 2013 [9];
Ivano-Frankivsk — 2014 [15]; L’viv — 2011 [6]; Vinnytsia — re-approved in 2019 [16]; Chernihiv
—2010 [7]. Therefore, all cities that occupy the first positions in the Competitiveness Index have
their brands, and most of them were created in the period 2010-2014.
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Figure 2. City brands: a) Khmelnitsky; b) Ternopil; ¢) Ivano-Frankivsk.
d) L’viv; e) Vinnytsia; f) Chernihiv

At the same time, for example, the city of Sumy first formed and received its brand in 2019
[23] but rethinking the vision of community development by local governments allowed in 2021
to rise by five positions compared to 2020 in the Competitiveness Index of cities [20, 21].

As already mentioned, the city's brand is one of the determinants of increasing the region's
attractiveness for highly skilled labour. A comparative analysis of migration processes in terms
of regions of Ukraine for 2019-2020 showed a decrease in the outflow of labour resources from
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the country [25]. For example, in Vinnytsia oblast, the migration balance decreased by 324
persons, and in Khmelnytsky oblast, the migration balance became positive and increased by 757
persons (Fig. 3).
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Figure 3. Migration in 2019-2020 [25]

According to the Anholt Ipsos City Brand Index developed by Anholt, the main criteria for
the effectiveness of local brand implementation in terms of meeting the needs of the population
and increasing their loyalty to the city are:

1) community satisfaction with their income level and quality of life;

2) openness and accessibility of the city for the individual;

3) meeting the cultural and aesthetic needs of the population;

4) educational and business potentials [3].

It correlates well with the Municipal Competitiveness Index in parts 1, 3, 6, 7, 8, 9, and 10 of
its components. From the point of view of assessing the competitiveness of the labour potential
of the region, the formation of a local brand of territories is a guarantee of meeting the socio-
economic needs of the population, thus reducing the outflow of human capital.

Conclusions and prospects of further research. The high level of well-being of the region
is one of the key guarantees in ensuring its sustainable development. In the conditions of post-
industrial society and the development of Industry 4.0, the provision of the territory with human
capital comes to the fore, which in the future will lead to an increase in the level of specificity
between communities for the preservation and improvement of their labour potential. Thus,
ensuring the population's economic well-being and increasing their loyalty to the brand of the
territory will come to the fore. In this context, the formation of a quality local brand is relevant,
which will identify the social, economic, cultural opportunities of the region and form a new
perception of the community of their city.
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3a0e3neyeHHs] CTaJoro PO3BUTKY PETiOHIB HANpsMy 3aJIeKHTh BiJl 34aTHOCTI OpPraHiB MiCLEBOTO
CaMOBpsITyBaHHS NpUHMaTé e(QEeKTHBHI YNPaBIIHCHbKI pIlIeHHS 3a JUIsl BHPIMICHHSA COLIaJbHO-
E€KOHOMIUHHMX mpoOseM HaceneHHs. Taka BiAMOBIJaJbHICTH Ie OUTbIIE MOCHIMIACH 3 MOYATKOM
Hepepo3NoAiTy BIIaJHUX MOBHOBAXEHb MK OpraHaMH LEHTPaIbHOI Ta MicueBoi Biaaau y 2015 p., mo
Oyno oOyMOBIIEHO TIOYaTKOM TMporecy AeueHtpamiizamii. [lama pedopma mnependadae 3MiHY
aJIMiHICTPaTUBHO-TEPUTOPIaIBHOTO YCTPOIO, IEPEepo3NOAi (iHAHCOBUX TMOTOKIB Ta IOAATKOBHX
HaJ[XO/PKeHb, 3MEHIICHHS BIUIMBY OpraHiB IEHTPAJILHOI BIAJX Ha MPUHHATTA pillleHb Ha Miciax. Xoda
BOHA 1 BHOCUTB CYTT€BI 3MiHH B pOOOTY JIep>KaBHOT'O Ta MICIIEBOTO arapary, IIpoTe BOHAa HE BIUIMBAE HA
BUpIIIEHHS HaiiOLIbIOl pobaeMu B Ykpaini — qeMorpadiqHoi Kpu3y, MO0 CHPUYMHEHA CKOPOYEHHSIM
YHUCENBHOCTI HACENeHHs, SIK NPUPOAHIM MUIIXOM, TaK 1 4Yepe3 3pOCTAl¥ol0 Mirpamilo 70 OuIbmn
PO3BHHYTHX KpaiH CBiTy. | Xo4a 3pOCTaHHS MICIICBUX OFO/DKETIB JIO3BOJISIE OpraHaM MiCIIEBOTO
CaMOBpsITYBaHHs 301IbLINTH KUJIBKICTh COLIAJIBHUX IPOEKTIB HAIPABICHUX Ha 3aJ0BOJICHHS MOTpPeO
rpoMagd, npore 0Oe3 edexkTHBHOI Mozesi IEpPEeKOHAHHS IO 3a3HAa4deHi 3aXOAM pPealli3ylThCs
MEepUIOYEProBo 3a JUIs 3aJ0BOJICHHS IIOTPeO BIACHOTO HAceNeHHS € 0Oe3pe3ylnbTaTHUMHU. B 1pomy
KOHTEKCTI €(pEeKTUBHHM € BiIXiJ BiJ CTaHZAPTHOTO NMPWHIMIY OTPHMaHHS BUTOIH "TYT, i1 3apa3" Ta
oOyIOBM JTOBIOCTPOKOBOI CTpAaTerii pO3BUTKY peTiOHy Ha OCHOBI Iforo reorpadiqHmx, CONiaJIbHUX,
KyJIbTypHUX, ICTOPUYHHX Ta Oi3HECOBHX MoOxJIHBOcTed. CaMme 3 Ii€l0 METOI0 OUTBIIICTH KpaiH Ta MiCT
no4ynHae GopMyBaTH BIAcHI OpEH/H, OJJHUM i3 KJIIOUOBUX 3aBJIaHb SKOTO € NMPUBAOJICHHS MTOTSHIIIHOTO
JIFOJICBKOTO KaMiTally 3 HIINX TEPUTOPIH YU KpaiH, SK y KOPOTKIH, TaK i JOBrOTEpPMiHOBIH HMEepPCHEKTHUBI,
a TakoX 30epeXeHHs BIACHOTO TPYAOBOro mMoTeHHiamy. Ta 3pocraroya KiNbKiCTh OpeH[IIB TepHTOPIii
NPUBOANTH 10 HEOOXIMHOCTI  OWIHKM e(eKTHBHOCTI TAaKOro miAxomy 1o 3abe3meueHHs
KOHKYPEHTOCHPOMOKHOCTI TPYJIOBOTO MOTEHIIiany perioHy. Tox, BUXOISM4YM 3 BHIIE HABEACHOIO METOIO
CTATTi € AOCIiHKEHHS poOiieMu 3a0e3neueHHs JIIOICEKUME pecypcaMu TEpUTOPii Ta piBHA 1X Tpya0BOi
KOHKYPEHTOCIIPOMOXHOCT] Uepe3 NMpHU3MYy JOKaJbHUX OpeH/iB. B OCHOBY METOIMKH OIIIHKHM 9acTKOBO
MOKJTaZIeHO METOJY, 1[0 BHUKOPHCTOBYIOTHCS NPH (POPMYBaHHI IHIEKCIB HAI[IOHATBHUX Ta JOKAJIBHUX
OpenniB Auxonbra-Incoca Ta [HAEKCY KOHKYPEHTOCTIPOMOXKHOCTI MICT.

Kniouosi crosa: TpynoBuii NoTeHLial, HalliOHAIbHUIT OpeH], JIOKaJIbHUIT OpeH, JIFCHKI pecypcu.
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