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The subject of the research is the territory’s attractiveness. The main research activities are
focused on 15 countries with different levels of development. Thus, the purpose of the study
is to provide an empirical study on measuring the attractiveness of defined countries and on
identifying their positions comparing with others. The study suggests measuring the territory’s
attractiveness from two points of view: economic and marketing attractiveness. It is proposed
to measure economic attractiveness using five sub-indexes: business, production, trade &
investment, environment, and logistics. At the same time marketing attractiveness consists of
the following sub-indexes: social, touristic, territory’s convenience, innovation, and demand.
The research results allow plotting countries on a nine-cell matrix and separate three groups
of countries — countries with high (group 1), medium (group 2) and low (group 3) economic
and marketing attractiveness. Recommendations and strategies of further attractiveness

improvement depending on countries' current position are formed.

1. INTRODUCTION
1.1 Problem statement

Significant competition between different territories (cities,
regions, countries) for people, financial support, tourists,
resources, etc. arises and becomes burning in current
conditions. Territories need to provide close relationships with
citizens and other counterparts (investors, tourists, etc.), they
must find ways to be more interesting for different target
audiences. From this perspective, the problem of the territorial
attractiveness measurement at different levels is up to date.

Accordingly, this research is aimed to conduct an empirical
study of the attractiveness measurement of some countries
with different levels of development.

1.2 Literature review

Territorial marketing is one of the new marketing concepts.
Scientists around the world maintain its importance and state
that nowadays territorial marketing is a great tool to make
territories well-known, popular, competitive and attractive.
Territorial marketing isn’t a new idea. It was established in the
19th century, but the 21st century highlighted the importance
of this concept and the interest has raised again.

Many scientists work over the concept of territorial
marketing. Thus, Amajid et al. [1] mentioned that territorial
marketing “is connected to marketing, management,
globalization... It deals with strategic and operational aspects
to serve various purposes: generation of cash flows, acquiring
market shares, satisfying targeted markets”.

Alaux et al. [2] maintain that “... territorial marketing
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consists of a number of approaches, techniques, and tools used
to build and develop the attractiveness of a given territory
through the promotion of companies, products, and services,
talent, Know-how; the radiance of the territory (notoriety,
image, visibility); the attraction and maintenance of people
and capital ...”.

According to Parvex [3], territorial marketing “... seeks to
produce added value, position the territory, attract, welcome
and retain users”.

Alaoui et al. [4] in the research discuss the new practices of
territorial marketing — holistic marketing, shared marketing,
citizen-based marketing, hypersegmentation marketing,
excellence marketing, creative marketing, digital marketing,
customization marketing, viral marketing, experience
marketing, identity marketing. They highlight the importance
of these practices as the way for territory to be competitive and
attractive.

Ukrainian scientists have started exploring some aspects of
territorial marketing too. In particular, Rosokhata et al. [5]
analyze of import substitution's strategy as an opportunity to
enhance the image of Ukrainian industrial machine-building
enterprises in international markets within the limits of
increasing the countries attractiveness. Bilan et al. [6, 7]
investigate the influence of social progress and brand’s factors
on the macroeconomic stability of the countries. Lyulyov et al.
[8] define the infrastructure component of territory.

Analyzing the abovementioned definitions, we can say that
there are two crucial components of territorial marketing —
competitiveness and attractiveness. At first sight, it seems that
these two terms are similar, but more detailed analysis lets us
see the difference. Comparing these definitions, we emphasize
the main aspects of each (Table 1).


https://crossmark.crossref.org/dialog/?doi=10.18280/ijsdp.150404&domain=pdf

Table 1. The comparative analyses of the definitions “territorial competitiveness” and “territorial attractiveness”

Author

Definition

Key elements

Attractiveness

Lonska J., 2014
[9]

Serrano Fr. A.
[10]

Goetz M. [11]

Barboric et al.
[12]

Russo A., Smith
la., Atkinson R. et
al. [13]

Hamri H. M.,
Zerouali
Ouariti 0.Z.,
Sadiqui A. [14]

The Attract-SEE
[15]

Madsen and
Zhang [16]

... 1s a capacity of territory to attract and at the same time to retain and preserve the

necessary resources for ensuring competitiveness of the territory: attractiveness of

the territory ensures emergence of competitive advantages within the area, which is
a significant component of territorial competitiveness and it is its driving force

... represents an effort to reinvent or redesign cities in terms of its resources and
institutions to obtain a better economic level for its citizens

... a set of advantages and disadvantages in the place of investment

... grounds on a mobility concept and implies the capacity of a place to attract and
retain subjects from other places, due to its advantageous features

... the interaction of a complex set of characteristics based on the presence/absence
of certain forms of Territorial Capital with the attraction of various “audiences”
varying in their level of transience in place from long-term residents as working

population to short-term visitors and some hybrids mobilities between the two
the concept of territorial attractiveness generally indicates the territory ability to
attract and retain both national and foreign companies

... attractiveness can also describe the ability of a territory to capture foreign
investment and retain investments that are already present and established on the
territory
territorial attractiveness grounds on a mobility concept and implies the capacity of a
place to attract and retain subjects from other places, due to its advantageous
features
the attractiveness of a city or region can be assessed by analyzing its ability to attract
and retain users (visitors, residents, firms) and investments that are considered
beneficial for a region. This ability to attract depends on the quality of the (living,
business, visitor) environment. Cities and Regions can be considered attractive
if they have sufficient urban amenities to offset agglomeration disadvantages such as
high housing and land prices

Basis for competitive
advantages’ emergence.
Capacity to attract, to
retain and preserve the
necessary resources
Recourses of territory.
Economic level for
citizens
Advantages and
disadvantages of the
territory
Advantages of the
territory.
Capacity to attract people

Capacity to attract people

Capacity to attract
investment

Advantages of the
territory.
Capacity to attract people

Advantages and
disadvantages of the
territory.
Capacity to attract people

Competitiveness

Lonska J. [9]

Atkinson R. [17]

Schwab K. [18]

World
Competitiveness
[19]

Kohler W. [20].

Porter M.E. [21]

Chikén A. [22]

Sally et al. [23]

... capacity to manage, create and improve environment, which is favorable for
people and enterprises, where people are able to increase their prosperity and
enterprises have possibility to create the added value

... the ability of a region to export more in value added terms than it imports

... the set of institutions, policies, and factors that determine the level of productivity
of an economy, which in turn sets the level of prosperity that the country can achieve
... manages the totality of its resources and competencies to increase the prosperity
of its population.

... vital for the long-term health of a country’s economy as it empowers
businesses to achieve sustainable growth, generate jobs and, ultimately, enhance
the welfare of citizens
... a country’s ability to generate sustained economic well-being for its citizens, with
a minimum degree of inequity regarding personal or regional distribution of income
and wealth... A country’s welfare is determined by its absolute level of productivity
... show its relationship to a nation’s standard of living, and outline a conceptual
framework for understanding its causes

... a capability of a national economy to operate ensuring an increasing welfare of its
citizens at its factor productivity sustainably growing

... the set of factors — policies, institutions, strategies and processes — that
determines the level of a city’s sustainable productivity

Ability to create the added
value.
Prosperity of people
Ability to create the added
value
Level of productivity.
Prosperity of country

Prosperity of people and
economy

Welfare of people.
Country’s productivity

Welfare and prosperity of
people
Welfare of people.
Sustainable growing of
productivity

Productivity

As we can see, the comparison of competitiveness and
attractiveness is a challenging task. Nevertheless, highlighting
the key elements of the mentioned definitions helps us to
identify mutual borderlines between them (Table 1). So, we
can describe territorial competitiveness using these key
elements: added value, prosperity, productivity, economic
development, welfare. And territorial attractiveness includes
such key elements as competitive advantages and capacity to
attract. These two elements show that territory already has

440

competitive advantages and can attract people, investments,
resources, etc. that makes it interesting for different target
audiences. Competitiveness is more future- and business-
oriented. Our further research will deal with the attractiveness
of the territory.

The problems of the market attractiveness of countries with
different level of economic development are discussed in the
papers of [24-27].

The scientists in the papers [9, 28-30] proved the



importance of territories’ attractiveness development and
defined its marketing aspects.

Economic aspects and touristic aspects of territory’
attractiveness scientists highlight in the following studies [31-
36].

2. MATERIALS AND METHODS

The methodical basis of this research makes analytic and
descriptive approaches as well as factor analysis and economic
and mathematical analysis.

In this study to identify the attractiveness of countries with
different levels of development the authors’ approach was
conducted. This approach was established thanks to the
authors’ deep theoretical analysis of topic-related literature, its
systematization, and comparison.

Thus, the most well-known and the most widespread
approach to territory’s attractiveness measurement deals with
five aggregated indicators: environmental capital, antropic
capital, socio-cultural capital, economic/human capital, and
institutional capital. This approach is mentioned and used in
works of different scientists, including [12, 13, 26, 37].

Hamri et al. [14] propose their vision of regional
attractiveness measurement. From their position, regional
attractiveness can be defined using five factors: economic,
technical and financial environment, human resources,
organizations and actors, quality of life, the territory’s image.

Snieska et al. [38] propose the multi-criterion measurement

of attractiveness. It includes attractiveness in regard to the
intelligence of the location; attractiveness in regard to
networking and infrastructure of the location; attractiveness in
regard to the coherence of the location; attractiveness in regard
to the digitalization of the location; attractiveness of the location
in regard to learning; attractiveness in regard to the mobility of
the location; attractiveness in regard to the innovativeness of the
location; attractiveness in regard to how much the location is
based on knowledge.

According to Eddine Harroussi and Chakor [39] territory’s
attractiveness is a combination of economic attractiveness;
tourism and ecological attractiveness; cultural attractiveness;
residential  attractiveness; technological attractiveness;
scientific attractiveness.

Additionally, Ezmale [40] emphasizes that territorial
attractiveness includes: availability and mobility; economic
development, employment and material welfare of inhabitants;
the quality and availability of health care services; the quality
and availability of social care services; the quality and
availability of educational services; ecological quality;
participation in the community’s social life diversification; the
quality and availability of administrative services provided by
the state and municipality; the quality and availability of
shopping services; the quality and availability of housing; the
quality and availability of physical safety and security.

The research of the theoretical and methodological basis of
territory attractiveness management allows building the
authors’ model of territory attractiveness measurement (Figure

).

Determining the complex indexes and sub-indexes of territory’s

Stagel economic and marketing attractiveness
# Calculation of scaling coefficients of sub-indexes of territory’s
Stage 2 economic and marketing attractiveness
(sub-indexes’ normalisation )
4 Assigning the weights of sub-indexes of territory’s economic
and marketing attractiveness
Stage3 > (sub-indexes’ weighting )
Y Aggregation of single scaling coefficients (normalized sub-
Stage 4 | indexes) into complex indexes of territory’s economic and
marketing attractiveness
y Plotting countries on the matrix of territory’s positioning
Stage5 M  depending on their economic and marketing attractiveness
(results’ visualisation )
A
Identification of the strategies for the territory’ economic and
IE@ marketing attractiveness further development
Y

| Stage7 |»l

Conclusions and suggestions

Figure 1. Authors’ approach to territory’s attractiveness measurement

At the first stage we propose to measure two aspects of the
territory’s attractiveness — the economic attractiveness (further
on — EconAttr) and the marketing attractiveness (further on —
MarkAttr) — and calculate two complex indexes respectively.

Both the complex index of economic attractiveness and the
complex index of marketing attractiveness are formed by the
system of single sub-indexes. As single sub-indexes, we use
indexes calculated by the world organizations and containing
complex information (Table 2).
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According to Table 2, complex index of economic
attractiveness (EconAttr) includes 5 sub-indexes:

EconAttr = (BS; PS; TIS; ES; LS). Vary from0to 1. (1)

At the same time, complex index of marketing
attractiveness (MarkAttr) includes following 5 sub-indexes:

MarkAttr = (SS; TS; TCS; IS; DS). Vary from0to 1. (2)



Table 2. Single sub-indexes of territory’s economic and marketing attractiveness measurement

Economic attractiveness (EconAttr)

Marketing attractiveness (MarkAttr)

No Sub-index Source

Sub-index Source

1 Business sub-index (BS)

Ease of Doing Business Index

Social sub-index (SS) Human Development Index

Production sub-index

Touristic sub-index Travel & Tourism

2 (PS) Structure of Production Index (TS) Competitiveness Index
3 Trade & Investment sub- Global Trade & Investment Territory’s convenience Ranking of World
index (TIS) Index sub-index (TCS) Happiness
4 Environmental sub-index Sustainable Resources Index Inr_lovatlon Global Innovation Index
(ES) sub-index (1S)
Logistical - . .
5 Logistics Performance Index | Demand sub-index (DS) Demand Environment Index

sub-index (LS)

Source. Based on [41-48].

To make the chosen sub-indexes of countries’ economic and
marketing attractiveness comparable and to bring them onto a
common scale they are normalized and the scaling coefficients
for each sub-index are calculated on the second stage. For that
purpose, a variation of the methods of multidimensional
average is applied.

To do this, the ratio of the difference between each single
sub-index of the defined territory and the same minimum sub-
index among these territories to the difference between
maximum and minimum meanings of this sub-index among
analyzed territories is determined:

1) if the growth of a single sub-index has positive impact on
the complex index:

k Xoconi — Xmineconi
econi ’
Xmaxeconi - Xmineconi
(3)
k _ Xmarki - Xmin marki
marki — ’
Xaxmarki — Xminmarki

2) if the growth of a single sub-index has negative impact
on the complex index:

k —1— Xeconi — Kmineconi -
econi ’
Xraxeconi — Xmineconi
4)
k —1— Xmarki - Xmin marki
marki ’
Xaxmarki — Xminmarki

where, Keconi and Kmarki — scaling coefficients for i-sub-index of
territory’s economic and marketing attractiveness respectively;

Xeconi @Nd Xmarki — i-SUb-index of defined territory’s economic
and marketing attractiveness respectively;

Xmin econi @8N0 Xmax econi — Minimum and maximum meanings of
i-sub-index of economic attractiveness of analyzed territory;

Xmin marki @Nd Xmax marki — Minimum and maximum meanings
of i-sub-index of marketing attractiveness of analyzed territory;

i —sequence number of sub-indexes of territory’s economic
and marketing attractiveness; iecon=1, ..., n; imark = 1, ..., m;

n — number of sub-indexes of territory’s economic
attractiveness, n =1,5;

m — number of sub-indexes of territory’s marketing
attractiveness, m =1,5;

In this study, equal weights are used to obtain complex
indexes of countries’ economic and marketing attractiveness.
The sum of the weights of the sub-indexes within each
complex index must be:
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Vecon = Zveconi = 1'

n m
Vmark = vaarki = 1’ (5)
i=1 i=1

where, Veconi — Weights of the i-sub-index of territory’s
economic attractiveness;

Vmarki — Weights of the i-sub-index of territory’s marketing
attractiveness.

We use this weighting method as there are no statistical or
empirical grounds for choosing a different scheme [49].

According to Hagerty and Land [50], “equal weighting
policy We = [1/K,1/K,1/K,...]T is the mini-max estimator” and
it is better to use unique weights that minimizes maximum
possible disagreement over all possible distributions when
individuals’ weights are not known.

So, all sub-indexes within complex index of economic
attractiveness and within complex index of marketing
attractiveness have an equal status. Since we consider single
sub-indexes to be equivalent, their weights within complex
index of economic attractiveness and within complex index of
marketing attractiveness are the same and are taken as 0.2
(total weight is taken as 1 and each complex index is formed
by 5 sub-indexes).

Aggregation of single scaling coefficients into complex
indexes of territory’s marketing and economic attractiveness
is done by multiplying weights of sub-indexes (see Eg. (5)) on
their appropriate scaling coefficients (see Egns. (3) and (4)):

1) weighted complex index of economic attractiveness:

EconAttr ="k

i=1

econi 'Veconi ; (6)

2) weighted complex index of marketing attractiveness:

marki * Vimarki (7)

MarkAttr = > "k
i=1

The visualization of obtained results is done on the next
stage: all countries are plotted on the matrix of territory’s
positioning depending on their economic and marketing
attractiveness. This matrix of visualization helps users to
understand information better.

To visualize the results, it’s proposed to use the McKinsey-
General Electric nine-cell matrix [51].

The McKinsey-General Electric matrix was chosen as it is
a good tool for multi-criteria decision analysis. It helps to
evaluate researched units, prioritize them and provide further
strategic implications.

Also, according to Tsakalerou [52], by grouping the
variables into a small number of classes, GE/McKinsey matrix
provides an effective way to reduce the effect of noise in the



data and to identify only major trends thus strengthening the
conclusions of the corresponding decision analysis.

Adopting McKinsey-General Electric matrix to the research
problem, instead of two classical factors (the attractiveness of
the relevant industry and the unit’s competitive strength within
that industry) we use such factors as complex index of
territory’s economic attractiveness and complex index of
territory’s marketing attractiveness. So, all territories are
evaluated on two axes: economic attractiveness and marketing
attractiveness.

Since the complex indexes of economic and marketing
attractiveness vary from 0 to 1, we divide the axes of economic
and marketing attractiveness into nine cells on the marks of
0.33 and 0.67. Accordingly, the value of the complex indexes
of marketing or economic attractiveness from 0 to 0.33
indicates that the level of attractiveness is low, the value of the
indexes from 0.34 to 0.67 means that the level of attractiveness
is medium and the value of the indexes from 0.68 to 1 means
that level of attractiveness is high.

As aresult, each territory can belong to one of three possible
groups — with high, medium or low economic and marketing
attractiveness.

Thus, a methodological approach to assessing the economic
and marketing attractiveness of the territory has been formed.
It allows identifying the competitive advantages of the
territory, which provide it with leadership positions in the eyes
of different target groups.

3. RESULTS AND DISCUSSION

Considering [53, 54] we’ve divided all countries into four
groups according to the level of their gross domestic product
per capita and countries for further analysis were chosen in
each group. Groups and countries are the following:

1. Developed Countries: Germany, the USA, Switzerland,
the Republic of Korea.

2. Newly Industrialized Countries: Mexico, Brazil,
Malaysia, India.

3. Developing Countries: Ukraine, Saudi Arabia, Bulgaria,
Viet Nam.

4. Least Developed Countries: Uganda, Cambodia, Nigeria.

All chosen countries were analyzed using authors’ approach
to territory’s attractiveness measurement (Figure 1).

Firstly, the meaning of all sub-indexes of economic and
marketing attractiveness of analyzed countries in 2018 were
gathered (see Table 3 and Table 4 respectively). Then single
sub-indexes were normalized using Eq. (3) as all sub-indexes
have positive impact on the complex indexes. Next, using
Eqns. (6) and (7), complex indexes of territory’s economic and
marketing attractiveness were calculated considering that all
sub-indexes have weights equal to 0.2.

The calculation process of territory’s economic and
marketing attractiveness measurement for Ukraine is below.

Scaling coefficients of economic sub-indexes for Ukraine:

- 68.25-52.89 0492, k.o = 5.17-1,66 — 0488,
8414-5289 8.85-1.66
- 72.8—-46.4
keconTlS = w =0.544. kecanS =————=0.76l.
7.73-1.98 81.1-46.4
Ks = 237233 _ ¢ 150,

econLS 42_253

Complex index of Ukraine’s economic attractiveness is:

EconAttrukraine = 0.2 -0.492 + 0.2 -0.488 + 0.2 -0.544 +
+0.2 -0.761 + 0.2 -0.180 = 0.493.

Scaling coefficients of marketing sub-indexes for Ukraine:

0.75-0.528 3.7-28

=—= =2 _0.531. K = =0.346.
marksS 0,946 —0.528 manTs T 54-2.8

4332-4.015

= 2224700 0,107,
markics = 6.985—4.015

4-14.4 4.53-3.1

2 37ATIAA gy AS3TRNT G es
67.24-14.49 8.54-3.17

Complex index of Ukraine’s marketing attractiveness is:

MarkAttrukraine = 0.2 -0.531 + 0.2 -0.346 + 0.2 -0.107 +
+0.2 -0.434 + 0.2 -0.253 = 0.334.

Economic and marketing attractiveness of the rest analyzed
countries was measured in the same way. The obtained results
are in the Table 3 and Table 4 which contain single sub-
indexes and complex indexes of economic and marketing
attractiveness of analyzed countries in 2018 respectively.

Therefore, using the proposed approach, the economic and
marketing attractiveness of the analyzed countries was
calculated. Looking at the summary data in Table 3 and Table
4 and on the Figure 2, we can say that economic and marketing
attractiveness is different in different countries. In developed
countries it is at a high level. It means that these countries use
an integrated approach for attractiveness development

We can see the same tendency in the least developed
countries (Uganda and Cambodia) with the difference that
both indicators are low in the least developed countries. The
exception is Nigeria. There is a gap between its economic and
marketing attractiveness: the country has higher marketing
attractiveness while having a low economic attractiveness.
Also, there are gaps between the economic and marketing
attractiveness of developing and newly industrialized
countries (except Mexico): taking care of one aspect, countries
forget about the other. To compare the positions of analyzed
countries and identify directions of their further development,
we plot them on the matrix (Figure 3). On Figure 3 we see the
clear difference between the attractiveness of countries with
different levels of development.

There are all developed and one newly industrialized
country in group | — countries with high economic and
marketing attractiveness. As we can see, developed countries
(the USA, Switzerland, Germany and the Republic of Korea)
have better positions than Malaysia. The economic
attractiveness of Malaysia is very close to the economic
attractiveness of developed countries. Malaysia is relatively
close to developed countries in business and trade &
investment sub-indexes. The biggest difference is that
developed countries are better in production, logistical and
environmental aspects comparing with newly industrialized
ones. Manufacturing is crucially important for Malaysia. But
it has much less experience and its readiness is less too.
Malaysia must concentrate on the supply chain development
and supply chain management within the country (domestic
perspective) and finding ways to involve deeper into the world
supply chain (an international perspective). This country must
become more logistically “friendly”. Considering the
relevantly short period of the country’s development it is
explainable that it still needs time to improve environmental

policy.



Table 3. Countries’ economic attractiveness in 2018

Economic Attractiveness’ sub-indexes

Complex Index of Economic

Country Bus_lness Prodl_Jctlon Trade & I_nvestment EnV|ror_1mentaI sub- Logl_stlcal Attractiveness
sub-index sub-index sub-index index sub-index

Germany 78.90 8.68 7.32 81.1 4.2 0.947
USA 82.75 7.78 7.73 745 3.89 0.886
Switzerland 75.69 8.39 7.21 78.8 3.9 0.866
Korea Rep. 84.14 8.85 6.82 78.3 3.61 0.882
Mexico 72.09 6.74 6.25 68.5 3.05 0.602
Brazil 60.01 5.22 5.27 70.6 2.99 0.454
Malaysia 80.60 6.81 7.39 69.6 3.22 0.725
India 67.23 5.99 5.2 61.1 3.18 0.487
Ukraine 68.25 5.17 5.11 72.8 2.83 0.493
Saudi Arabia 63.5 5.16 5.41 64.8 3.01 0.448
Bulgaria 71.24 5.23 5.4 745 3.03 0.558
Viet Nam 68.36 4.96 7 711 3.27 0.596
Uganda 57.06 2.25 1.98 52.6 2.58 0.085
Cambodia 54.8 3.56 3.96 61.8 2.58 0.229
Nigeria 52.89 1.66 2.37 46.4 2.53 0.014

Source: own calculations.

Table 4. Countries’ marketing attractiveness in 2018

Marketing Attractiveness’ sub-indexes

Complex Index of

Country Soplal Touristic - Territory’s convenience Innovation Demand Marketing Attractiveness
sub-index sub-index sub-index sub-index  sub-index
Germany 0.939 5.4 6.985 58.19 7.55 0.925
USA 0.920 5.3 6.892 61.73 8.54 0.953
Switzerland 0.946 5.0 7.480 67.24 6.68 0.933
Korea Rep. 0.906 4.8 5.895 56.55 6.40 0.741
Mexico 0.767 4.7 6.595 36.06 5.85 0.616
Brazil 0.761 4.5 6.300 33.82 6.10 0.579
Malaysia 0.804 4.5 5.339 42.68 6.32 0.576
India 0.647 4.4 4.015 36.58 7.4 0.421
Ukraine 0.750 3.7 4.332 37.40 4.53 0.334
Saudi Arabia 0.857 3.9 6.375 32.93 6.19 0.583
Bulgaria 0.816 4.2 5.011 48.08 4.27 0.481
Viet Nam 0.693 3.9 5.175 38.84 5.22 0.410
Uganda 0.528 3.2 4.189 25.60 3.17 0.085
Cambodia 0.581 34 4.700 26.59 3.93 0.192
Nigeria 0.534 2.8 5.265 14.49 5.28 0.166
Source: own calculations.
1.2 Developed Newly Developing Least Developed
Countries Industrialized Countries Countries
Countries
1 _ USA syitzerland
g 2 »
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0.8 :
o Ma;l:zlivsm
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Figure 2. Economic and marketing attractiveness of analyzed countries
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Figure 3. Results of countries plotting on the matrix

Developed countries are much stronger in questions of
sustainable development. A good example is the German
Sustainable Development Strategy which is based on the 2030
Agenda for Sustainable Development. It is entitled
“Transforming our world”. The Federal Government adopted
the new version of the German Sustainable Development
Strategy on 11 January 2017 [55]. The Strategy is based on
such principles as inter-generational equity, quality of life,
social cohesion and global responsibility. According to this
Strategy, the German government is about to cut the emissions
of greenhouse gases by 40 percent by 2020 and 60 percent of
the energy mix will be renewables by 2050 [56].

In Switzerland, the implementation of the 2030 Agenda at
the federal level is an important task too. And to achieve this
task the 2016-2019 Sustainable Development Strategy was
adopted as a part of Switzerland's broader legislative planning
process [57, 58]. Additionally, in 2017, Switzerland was
named one of the top five countries achieving the UN’s
Sustainable Development Goals the fastest. Examples of the
sustainability are a sustainable city; impressive waste
management; preserving water-quality; capturing carbon;
protecting climate refugees [59].

Republic of Korea has established its National Strategy for
Sustainable Development 2011-2015 which was aimed to
sustainable development with four key agenda on enhancing
sustainability of environments and natural resources;
adaptation to climate change response mechanisms; promoting
social equity and public health and improving sustainability
economics and industrial structure [60].

However, we already can see that Malaysia is moving to
sustainable development and nature protection [61].

At the same time, developed countries have better positions
in marketing attractiveness. We can see the main difference
through such sub-indexes as touristic, social and innovation.
Travel & tourism sector in developed countries is presented
more effectively. Besides, travelers know more about these
countries and they seem to be more stable for them. Countries
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have the better-established infrastructure, better services, a
sustainable environment and so on.

Malaysia works on its touristic attractiveness too. It is one
of the prospective industries in the country. Now the
government of Malaysia aims to be among the world’s most
tourist destinations [62, 63]. Also, Malaysia has a shade worse
position in innovation and demand sub-indexes.

Mexico is about to get to group | too, though it is in group
Il now. To do this, Mexico has to improve either its marketing
attractiveness or its economic attractiveness.

The Government of Mexico, as well as the government of
Malaysia, also works on achieving the 2030 Agenda for
Sustainable Development [64]. According to the report of
Mexican government “Crunching Numbers: Quantifying the
Sustainable Development Co-benefits of Mexico’s Climate
Commitments”, the Mexico’s Nationally Determined
Contribution commitments are: achieving 43% of electricity
generation from clean sources; achieving a net-zero
deforestation rate; guaranteeing and monitoring the treatment
of urban and industrial wastewater in human settlements larger
than 500,000 inhabitants; achieving 500,000 electric vehicle
sales in Mexico; and reducing energy demand in the three most
energy-intensive industrial sectors, namely cement (by 1.8%),
chemicals (by 9.6%) and iron and steel (by 14.7%) by 2030
[64]. Besides, tourism is one of the most well-established,
developed, safest, most reliable and fastest-growing industries
in Mexico and it shows one of the largest economic growth in
the country. 8.7% of Mexico’s GDP is formed by tourism. It
highlights the importance of this industry for the country [65].

The least developed countries have marketing and
economic attractiveness close to the 0. It shows their non-
ability to be attractive for target audiences. They belong to
group II.

Rest of the newly industrialized countries (except Malaysia)
and all developing countries belong to group II.

Saudi Arabia is one of developing countries, but with pretty
high level of marketing attractiveness. Saudi Arabia positions
are relatively close to positions of developed and newly
industrialized countries (Mexico, Malaysia, Brazil) in social
and territory convenience and demand sub-indexes.

Brazil already has good environmental
By improving four other sub-indexes of
attractiveness, the country will move to the group I.

Bulgaria and Vietnam are developing countries but with
relatively strong economic attractiveness, especially in
business and environmental sub-indexes. Bulgaria is also good
in social and territory’s convenience sub-indexes in marketing
attractiveness. Other sub-indexes need to be improved. By
increasing economic and/or marketing attractiveness, the
country will be able to move to group |.

India is already good in marketing attractiveness: in
touristic and demand sub-indexes. India wins in the production
sub-index in economic attractiveness. Other sub-indexes are
about to be improved. By increasing economic and/or
marketing attractiveness, the country will be able to move to
group |. Ukraine has the potential for economic attractiveness
improvement that will help it to move to group I. But its
marketing attractiveness is insufficient and is three times less
than the marketing attractiveness of developed countries.

We can see the gaps between newly industrialized countries
and developing countries, as well as between developing
countries and the least developed countries. And these gaps
have both economic and marketing character.

sub-index.
economic



Generalizing the achieved results, we see that developed
countries have great territorial attractiveness both from
economic and marketing points of view. And they have the
potential for further improvement. The attractiveness of
Mexico and Malaysia is close to the attractiveness of
developed countries, especially in the economic aspect, but
marketing attractiveness still needs to be improved. Other
newly industrialized countries are closer to developing
countries as they are only at the beginning of their growth.
Anyway, the newly industrialized countries increase own
potential and are about to become powerful competitors to
developed countries in the very near future.

The developing countries have almost twice less
attractiveness comparing with developed and newly
industrialized countries. But some of them show good
dynamics in attractiveness creation.

The least developed countries have the lowest level of
attractiveness and they have too little potential to improve their
position in the coming years.

As a result of the conducted research, we propose the
following action strategies for countries in each cell. For
countries in group I, it is advisable to use the following
strategies: strategy of competitive advantages support and
strategy of competitive advantages development. There are
countries with the highest level of economic and marketing
attractiveness. So, they must maintain the obtained level of
development and keep strengthening competitive advantages.

For further attractiveness increasing for the countries in
group 11, the strategy of selective intensive development is the
best. It means the efforts’ concentration in one direction of
development.

The strategy of competitive advantage formation
advisable for countries in group I11.

is

4. CONCLUSIONS

In order to study features of the analysis and assessment of
the territory’s attractiveness, two crucial components of
territorial marketing have been identified:

1)  Territorial competitiveness which includes added
value, prosperity, productivity, economic development,
welfare;

2)  Territorial attractiveness, which includes competitive

advantages and the capacity to attract.

The conducted analysis helped us to provide the authors’
approach to the territory’s attractiveness measurement. The
evaluation methodology involves 7 stages of the calculation of
indexes of the territory's economic and marketing
attractiveness.

Thus, using this approach, it’s possible not only to lead a
comprehensive measurement of the territory's economic and
marketing attractiveness but also to identify the weaknesses
and competitive advantages of the analyzed territory. And, as
a result, it’s possible to determine strategies of territories
further development and ways of their promotion for different
target groups.

The calculation of countries' complex indexes of economic
and marketing attractiveness shows that there are gaps in the
level of attractiveness between developed and newly
industrialized countries; newly industrialized and developing
countries; developing and the least developed countries.

While developed countries use an integrated approach for
attractiveness development, they have good positions in both
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economic and marketing attractiveness. Newly industrialized
countries use opportunities and improve themselves too.
If they keep maintaining this approach, they will reach
positions of developed countries soon enough.

Developing countries have much worse positions and must
work hard to increase attractiveness. The least developed
countries only start forming economic and marketing
attractiveness. The common problem of some analyzed
countries is that taking care of one aspect of attractiveness they
forget about the other.

Ukraine has an average level of economic attractiveness. Its
attractiveness is one of the lowest among the analyzed
developing countries. The highest rates of attractiveness have
Germany, the USA, and Switzerland. In terms of marketing
attractiveness, these countries are also among the leaders,
while Ukraine's position is one of the lowest. Moreover, only
the social sub-index among the investigated marketing sub-
indexes is above average in Ukraine, the others are below the
average.

So, the conducted analysis helped us to investigate the
problem of the territory’s attractiveness. As a result, we have
determined the level of economic and marketing attractiveness
of 15 countries with different levels of development —
developed countries; newly industrialized countries;
developing countries; least developed countries and plotted
these countries on the matrix. Also, the strategies of countries'
attractiveness further development are as follows 1) for
countries in group | — strategy of competitive advantages
support and strategy of competitive advantages development;
2) for countries in group Il — strategy of selective intensive
development; 3) for countries in
group Il — strategy of competitive advantage formation.
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NOMENCLATURE

Econ dimensionless complex index of territorial
Attr economic attractiveness

Mark  dimensionless complex index of territorial
Attr marketing attractiveness

BS business sub-index, score

PS production sub-index, score

TIS trade & investment sub-index, score

ES environmental sub-index, score

LS logistical sub-index, score

SS social sub-index, value

TS touristic sub-index, score

TCS territory’s convenience sub-index, score

IS innovation sub-index, score

DS demand sub-index, score

449

k dimensionless scaling coefficient for sub-index of
territory’s attractiveness

X sub-index of territory’s attractiveness, dimension
depends on type of sub-index

v dimensionless weights of the sub-indexes of
territory’s attractiveness

Subscripts

econ identifier of territory’s economic attractiveness

mark identifier of territory’s marketing attractiveness

min minimum meaning of sub-indexes of territory’s
attractiveness

max maximum meaning of sub-indexes of territory’s
attractiveness

i sequence number of sub-indexes of territory’s
attractiveness

n number of sub-indexes of territory’s economic
attractiveness

m number of sub-indexes of territory’s marketing

attractiveness





