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DIGITAL COMMUNICATIONS OF LOCAL FASHION BRANDS
IN PLACE BRAND BUILDING

The article examines the role and characteristics of digital communications of local fashion
brands in shaping a place brand. It is substantiated that modern local fashion brands go beyond the
traditional marketing function of product promotion and act as important agents in shaping the
international perception of a territory, transmitting its cultural identity, creative potential, and
social values through digital communication channels.

The choice of Ukraine, Poland, Romania, and Turkey as objects of comparative analysis, rep-
resenting different models of development of fashion markets, digital economy, and competitive
environment, is justified. It is established that the Ukrainian fashion market is at the stage of struc-
tural transformation, characterized by quite high fragmentation and the active use of digital plat-
Jforms. It is proven that these features create favourable prerequisites for utilizing digital communi-
cations not only as a means of product promotion but also as a mechanism for shaping a place
brand.

It is substantiated that the competitive advantage of Ukrainian local fashion brands lies in
cultural authenticity, the integration of national identity into brand communications, and the use
of digital platforms to form a positive image of Ukraine. The omni-channel model is identified as
the most effective digital communication system for local fashion brands. A process model for shap-
ing a place brand through the digital communications of local fashion brands has been developed,
which structures the logical value creation chain — from shaping the brand identity of a local man-
ufacturer and its digital communication activity to transforming audience engagement into the
brand equity of the enterprise and the subsequent formation of the reputational capital of the ter-
ritory. The proposed model demonstrates that a local fashion brand acts as a primary carrier of
territorial identity, while digital communications, e-commerce, content marketing, and story-
telling ensure the integration of territorial meanings into brand communications and contribute to
increasing the visibility, competitiveness, and international reputation of the region or country.
Keywords: digitalization, branding, place brand, fashion industry, territorial reputation, market,
social networks, advertising, positioning.
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[AP®POBI KOMYHIKAIIIT MICIIEBUX FASHION-BPEH/IIB
B TEPUTOPIAJIbHOMY BPEH/IUHIY

Y cmammi docaidxceno poav ma ocobaueocmi uyugpposux xomymixauii micuesux fashion-
opendie y dhopmyeanni 6pendy mepumopii. O6rpynmosano, wo cyuacti micuesi fashion-openou
euxodamo 3a medxci mpaouuyiiinoi mapkemunzo8oi Qynkuii npocysanmna npodykuyii ma
BUCMYNAIOMb 8ANCAUBGUMU CYO €EKmamu hopmMy6anHsa MidCHAPOOHO20 CRPUIHAMMS mMepumopii,
mpancatorouu it KyabmypHy idenmutnicms, KpeamugHuil nomenuyiaa i couiaivbui yinHocmi uepes
uyughposi kanaau KomMyHixkauii.

Oo6rpynmosano eubip Yxpainu, Iloavwi, Pymynii ma Typewuunu sk o006’ckmie
KOMRapamuenoz2o anaaizy, uio npedcmaeasioms pizui mooeai pozeumxy fashion-punkis, yughpposoi
EeKOHOMIKU ma KOHKYpeHmHo20 cepedoguuia. Bcmanoeaeno, wo yxpaincokuil fashion-punox
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nepefGysac na emani cmpyKkmypHoi mpancopmauii, GuUpi3HAEMbCA OOCHANIHLO GUCOKOIO
pazmenmosanicmro ma aKmueHuUM GUKOPUCMAHHAM uugposux niamgpopm. Jlosedeno, wo ui
0C00AU60CMI CINEOPIOIONTL CHPUAM.AUGL NePedyMOosU 0451 GUKOPUCIAHHSA WUMPOBUX KOMYHIKauil
AK 3ac00y npocyeanns npooyKuii i Ak mexanizmy (opmyeanus 6pendy mepumopii.
O0Tpynmoeano, w0 KOHKYPEHMHOIW Nepeeazor0 YKPaiHcbkux micueeux fashion-opendieé €
KYAbMypHa aémeHmu4HiCMb, iHmezpayis HayioHa bHoi idenmuunocmi y GpeHo-KomyHiKauii ma
GUKOPUCIMAHHA UUpposux niamgpopm 041 popmyseanns nozumuenozo oopasy Ykpaiuu.
Busnaueno, wio naiibisvm egexmuenoro cucmemoro uuppoeux KomyHikauii 0as micueeux
fashion-6pendié € omuixanaisvna modeav. Pospobaeno npouecry modeav hopmyeanns Gpenoy
mepumopii uepe3 uugposi kKomynixauii micueeux fashion-openoie, axa cmpyxkmypye ao2iunuii
AGHUI02 CMEOPEHHS WIHHOCHI — 6i0 (hopmyeanHs OpeHO-i0eHMuUMHOCMI A0KAAbHO20 GUPOOHUKA
ma 1io2o yugpoeoi KomyHixauiinoi axmuenocmi 0o mpancghopmauii 3asyuenocmi ayoumopii y
Openodoeuil Kanimaa RiONpueMcmea i NoOAIbWO20 (OPMYSAHHA penymauiiiHo20 Kanimaay
mepumopii. 3anpononosana modeav demonHcmpye, w0 micueeuil fashion-opend eucmynae
nepeuHHUM HOCIEM mepumopiaavHoi idenmuynocmi, mooi sx uugposi KoMyHiKauii, eaexmponna
Komepuis, KoHmeHm-mapkemune i cmopimeaine 3abe3nedyromo inmezpauyiro mepumopiaibHux
cmucaie 'y  OpenO-xkomyHikauii ma  cnpusromo  ni0GUW(EHHI0O  GNI3HABAHOCHIL,
KOHKYPEHMOCNPOMONCHOCH Tl MINCHAPOOHOI penymauii pe2iony a6o kpainu.
Karouosi caosa: yugposizayis, bpendune, opend mepumopii, fashion-indycmpis, mepumopianvha
penymaujis, pUHOK, COUianbHi mepedici, pekaama, no3UUioHy8aHH:.

Problem statement and its connection with important scientific and practical
tasks. The digitalization of the economy and the rapid development of social media
have significantly transformed approaches to brand formation. Traditional mass
media act less and less as the primary tools of brand communications, while digital
channels of interaction with consumers are becoming increasingly influential. These
processes acquire particular significance for local fashion brands, which are progres-
sively becoming important carriers of territorial identity.

In modern conditions, the concept of place branding goes beyond traditional ter-
ritorial marketing. Alongside authorities and tourism organizations, local enterprises
that represent a region or country at the national and international levels participate in
territorial branding. Among such enterprises, fashion brands occupy a special place, as
they transmit cultural codes, historical symbols, local values, and the creative poten-
tial of a territory through design, communications, and consumer experience.

For Ukraine, this issue acquires particular relevance in the context of increased
international attention to Ukrainian culture and the development of national brands.
At the same time, the specifics of local markets and the need for precise audience out-
reach increase the importance of digital communications, which, thanks to geo-tar-
geting tools, ensure the direct integration of the brand into the modern consumer’s
digital environment and effectively transmit territorial identity.

Analysis of recent publications on the problem. The issue of shaping place brands
and digital marketing communications today belongs to the interdisciplinary fields of
marketing research and is closely linked to the functioning of various business sectors,
in particular, the fashion industry.

The theoretical foundations of territorial branding were established by S. Anholt [1],
who proposed the concept of competitive identity of territories, according to which the
brand of a country or region is formed through a set of interconnected elements: culture,
tourism, investment attractiveness, people, governance, and export potential. The further
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development of the theory was carried out by G. Ashworth and M. Kavaratzis [2], R.
Govers and E. Go [3], who substantiated the transition from traditional place marketing
to the concept of place branding, where a place brand is viewed as the result of the inter-
action of a wide range of stakeholders rather than exclusively the activity of local govern-
ment bodies. The next stage in the development of the theory was the transition to digital
place branding. Modern studies by J. Eshuis and R. L. Gonz6lez [4], C. Corradini, E.
Santini, and C. Vecciolini [5], E. Cristyfol, A. Brandro, and J. de San Eugenio Vela [6],
A. Gulpe and A. Briciu [7] prove that digital communications are gradually becoming the
primary environment for shaping a place brand. Social networks, digital storytelling, user-
generated content, digital communities, and interaction with stakeholders largely deter-
mine the international perception of cities, regions, and countries.

In Ukrainian scientific literature, the issue of territorial branding is reflected in the
works of V. Biliavskyi [8], S. Veleshchuk [9], I. Polishchuk, O. Yakushevska, V. Petrova [10],
who consider a place brand as a tool for increasing the competitiveness of regions, devel-
oping tourism potential, attracting investments, and shaping a positive image of commu-
nities. Although much attention is generally paid to digital marketing communications,
their characteristics and methodology in territorial branding are still insufficiently covered
in domestic science. The foundational works in this sense are the studies by I.
Yukhymenko-Nazaruk et al. [11], which examine the impact of digital tools on territorial
marketing, and T. lankovets and I. Levytska [12], who systematize the methods and tools
of digital marketing for place branding. O. Kabanova, N. Terentieva, and N. Ragulina [13]
investigate the impact of a digital brand on the development of the Ukrainian economy as
awhole. I. Ponomarenko and D. Ponomarenko study the features of Al-based digital mar-
keting for smart city branding [ 14]. At the same time, place branding research mostly over-
looks the contribution of local business to the formation of a territory’s digital image. In
particular, the processes of shaping and promoting territorial brands with the help of local
brands through digital communications remain insufficiently researched.

The purpose of the article is to substantiate the mechanism of shaping a place
brand through the digital communications of local fashion brands.

Presentation of the main results and their substantiation. The concept of place brand-
ing considers a territory as a complex brand formed through a set of associations, images,
and experiences of interaction of various target audiences with a specific place [9, p. 149].
In classic concepts of place branding, its implementation is linked to the development of
tourism marketing, investment attraction, cultural diplomacy, and the improvement of
the territory’s infrastructure [1]. However, digital transformation has significantly
changed the mechanisms of shaping a place brand. Social networks, marketplaces, online
communities, and digital media have created new opportunities for business participation
in forming territorial reputation. In this context, local fashion brands act as peculiar
ambassadors of the territory, as their products combine material and symbolic value.

Unlike global brands, local ones are capable of more effectively integrating ter-
ritorial identity into their own communications. The use of national motifs, local sto-
ries, cultural heritage, and social values allows for the creation of unique brand posi-
tioning while simultaneously shaping a positive image of the country or region.

Since local fashion brands function in different institutional, economic, and dig-
ital conditions, the effectiveness of their use of digital communications for place
brand formation also varies. To identify the specific features of the Ukrainian market
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and determine directions for adapting successful international practices, it is deemed
appropriate to compare the national characteristics of the digital environment and
local fashion markets whose experience may be useful for Ukraine. First of all, it is
necessary to determine the vectors for comparison. Firstly, it makes sense to consid-
er Portugal or Romania as countries undergoing a path similar to the Ukrainian one:
historically, they were the “garment factory” for Western Europe (outward processing
trade / raw materials provided by the customer, tolling scheme). However, in recent
years, they have been making a successful transition from simple production (CMT /
Outsourcing) to creating their own brands with high added value. Secondly, as an
object of comparison, it is advisable to consider Poland as one of Ukraine’s largest
trading partners in the export of textiles and clothing [15], as well as a market with a
similar consumer mentality. Furthermore, the Polish fashion market demonstrates
exemplary digitalization and the construction of powerful retail ecosystems (for
example, the experience of LPP Group: Reserved, Cropp, etc., or the Allegro mar-
ketplace). While Poland demonstrates success in logistics and creativity, Turkey is a
classic global example of a successful transition from a raw material and manufactur-
ing hub to the creation of powerful national brands. Historically, Turkey has long been
the main production site for the European mass market due to its proximity to the EU
and cheap labour. However, Turkish business was able to use this experience to build
its own vertically integrated giants (LC Waikiki, Koton, Colin’s, Mavi). The
Ukrainian fashion sector worked for decades on raw materials provided by customers
for brands like Zara or Hugo Boss. Now, especially in times of crisis, rapid import
substitution and the emergence of local ecosystems are taking place, so Turkey is a
kind of “mature” model of how a production base transforms into retail leaders. It
should be noted that the Turkish textile cluster possesses a unique advantage — full-
cycle fast fashion within a single country (from growing cotton and manufacturing
fabrics to sewing and distribution), allowing them to respond to trends in a matter of
weeks. Turkey also has powerful state support programs such as Turquality (subsidiz-
ing brands entering the global market) and the presence of its own raw material base
(cotton). Therefore, Turkish brands are aggressive players in the markets of Eastern
Europe and Central Asia, utilizing both omni-channel retail and local marketplaces
(e.g., the experience of Trendyol). It should be noted that Ukrainian brands are now
also actively entering EU markets (in particular, Goldi, Vovk, Kachorovska, Cherl7,
Gasanova, MustHave into the markets of Poland, Germany, etc.), although the
Ukrainian fashion market is significantly smaller in volume compared to other coun-
tries: it is approximately 43 times smaller than the Turkish one and 18 times smaller
than the Polish one. Thus, in 2026, the volume of the Turkish fashion market is pro-
jected at more than 22 billion USD, Poland’s — at nearly 18 billion USD, Romania’s
— at over 13 billion USD, while the Ukrainian market amounts to only about 0,4 bil-
lion USD. However, this does not mean a lack of development potential for local
brands — on the contrary, the low concentration of the Ukrainian market creates
opportunities for forming new brands through digital channels. That is, the fragmen-
tation of the Ukrainian market indicates the absence of significant dominance by
individual international brands and creates favourable conditions for the develop-
ment of local manufacturers. It is local fashion brands that can act as key entities in
shaping the modern image of Ukraine in the digital space. At the same time, it should
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be noted that the Ukrainian fashion market is at a stage of structural transformation.
While in 2022 the predominant share of the market belonged to the “Other Brands”
category (88%), which indicated a high level of fragmentation, data for 2023 show a
decrease in this share to 31,9%. For comparison, in Poland, large international
brands occupied a significant market share (Sinsay — 11%, Reserved — 10%, Zara —
5%), whereas in Ukraine, no single fashion brand occupied more than 3% (Sinsay).
In just one year, the situation has changed significantly (Figure 1).
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Fig. 1. Brand shares in Ukrainian fashion market in 2023, %, built by the author on
Statista Market Insights data [76]

This does not mean a reduction in the number of local brands, as such a trans-
formation rather reflects the strengthening role of digital marketplaces and cross-bor-
der e-commerce platforms (AliExpress, Wildberries, Ozon), which accumulate the
sales of a large number of manufacturers under a single digital infrastructure.

It should be noted that Ukraine is situated between the mass Turkish segment
and more expensive European markets (Figure 2).
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Fig. 2. Price position of Ukrainian brands (with forecast data), in USD, built by the
author on Statista Market Insights data [76]
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Which creates an interesting opportunity: local brands can compete not through low
prices, but through authenticity, quality, niche appeal, sustainability, and social values.

We also observe a trend towards a decrease in the revenue share of luxury brands
in all analysed countries (Table 1).

Table 1. Product types revenue share, %, built by the author on Statista Market
Insights data [76]

Product Luxury Non-Luxury

Country 2018 | 2022 |2025| 2026 |2030| Growth | 2018 [2026| 2030 | Growth
rate, p.p. rate, p.p.

Ukraine 25 18 16 15 11 -14 75 85 89 +14

Poland 5 5 4 4 3 -2 95 96 97 +2

Romania 5 3 2 2 2 -3 95 98 98 +3

Turkey 5 4 4 4 4 -1 95 96 96 +1

Thus, the Ukrainian market demonstrates a significant reduction in the share of
the luxury segment: from 25% in 2018 to a projected 11% in 2030, meaning a
decrease of 14 percentage points. At the same time, the share of non-luxury products
is growing from 75% to 89%, which also constitutes 14 percentage points. This rep-
resents the largest structural change among the studied countries. Consequently, the
Ukrainian fashion market is at a stage of structural transformation characterized by a
reorientation of demand toward a more affordable price segment. This trend is likely
driven by a combination of economic factors, changes in the purchasing power of the
population, and the consequences of military events.

In general, the military events caused a significant reduction in the volume of the
Ukrainian fashion market after 2022. While in 2021 its volume exceeded 3,7 billion
USD, in 2022 it decreased to nearly 0,3 billion USD [16]. Despite this, a gradual
recovery of the market is observed, which is largely associated with the development
of e-commerce and digital sales channels. While in 2017 the share of Ukraine’s online
revenue in the fashion market was 10,5%, in 2022 it was 17%, and in 2025 it reached
31,9%, and according to forecasts, it will reach 35% in 2030 [16].

Social networks have acquired particular importance recently. An analysis of the
advertising market in Ukraine shows a steady growth of investments in digital com-
munications. Thus, the projected volume of spending on social media advertising in
2026 will reach 180 million USD, and by 2030 it will exceed 280 million USD.
Moreover, 69,5% of total social media advertising spending will be generated via
mobile devices [17], which must be taken into account when forming a brand's com-
munication strategy and adapting its media content. The surge in social media
engagement in Ukraine has prompted brands to increasingly allocate budgets to tar-
geted advertising campaigns that take audience priorities into account (Figure 3).

When choosing priority channels for local fashion brands, it is fair, first of all, to
mention Instagram, which remains a key environment for fashion brand formation
due to its visual nature. According to [18], in 2026, 82% of marketers use Instagram,
making it the second most popular platform after Facebook. Furthermore, Instagram
delivers 43% of the highest ROI among social platforms, trailing only Facebook
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(54%). For local fashion brands, Instagram can perform the functions of showcasing
collections, developing brand style, collaborating with influencers, forming a loyal
community, and driving user-generated content. At the global level, Facebook has
over 3 billion monthly active users, is used by 86% of marketers, and provides the
highest ROI among social networks (54%). For a local fashion brand, it is advisable
to use Facebook primarily as an advertising tool via Meta Ads for geo-targeting, retar-
geting, promoting sales, and driving traffic to the website or marketplace.
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Fig. 3. Mobile & Desktop Ad spending in Ukraine, built on data [17]

Regarding TikTok, a rapid growth of its influence on digital marketing can be
observed. Thus, the number of global TikTok users grew from 465,7 million in 2020
to 955,3 million in 2025. What is particularly important is that TikTok has nearly 2
billion monthly active users worldwide. Its share of the digital video advertising mar-
ket is projected to grow from 7% in 2022 to 14% in 2027. For the fashion sphere, it is
especially telling that among the brands most frequently mentioned by influencers on
TikTok, the fashion retailer Shein leads, having been mentioned by over 20 thousand
influencers. In addition, the men’s and women's clothing categories are among the
most profitable for TikTok Shop, with commissions exceeding 13-14%. Therefore,
for local brands, it is advisable to use TikTok for launching new collections, demon-
strating the production process, storytelling about the brand's local origin, collabo-
rating with micro-influencers, and viral content. Also, 70% of marketers plan to
increase their use of YouTube in the coming years, as it secures the third place for ROI
among social platforms (33%), ensures high trust in content, and provides the oppor-
tunity to tell the brand's story. For a local fashion brand, YouTube is useful for fash-
ion films, collection presentations, interviews with designers, and content about sus-
tainable development and local manufacturing.

To strengthen national identity, Ukrainian brands are increasingly actively utiliz-
ing national symbols, elements of traditional art, historical narratives, and social mes-
sages in their communications. As a result, both the enterprise brand and the country
brand are formed. An example of a digital ecosystem supporting local brands is the
“Vsi. Svoi” marketplace, which unites Ukrainian manufacturers and promotes local
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products. Such platforms provide a synergetic effect, where the promotion of indi-
vidual brands simultaneously reinforces the perception of the country as a source of
high-quality and creative fashion products.

Summarizing, let us define the key characteristics of the digital environment and
the specifics of the local fashion markets of the studied countries (Table 2).

Table 2. Features of the digital environment and the specifics of local fashion
markets, formed on the basis of [16-718]

Criteria Ukraine Poland Turkey Romania
The scale of Smallest among One of the The largest Medium in scale
the fashion the countries largest in Central | among the (approximately
market in 2026 | studied Europe countries studied | $13,7 billion)

(approximately (approximately (approximately
$0,41 billion) $17,8 billion) $22,7 billion)
Market High share of National chain High level of A combination of
structure local producers, brands dominate | development of local and
lack of alongside national international
dominance of international production and brands
international ones exports
brands
Level of High Competition Competition Moderate
competition development between strong mainly due to
among local potential due to local and scale of
brands market international production
fragmentation brands
Online Actively growing One of the most High level of Steady growth of
commerce after 2022; digital | developed e- integration of digital commerce
channels have commerce online and
become the main | markets in the offline sales
tool for brand region
development
Major digital Instagram, Instagram, Instagram, Facebook,
platforms TikTok, Facebook, | Facebook, TikTok, YouTube, | Instagram,
YouTube, TikTok, marketplaces marketplaces
marketplaces marketplaces (Trendyol) (eMAG)
(Vsi.Svoi) (Allegro)
Positioning Authenticity, Fashion at an Mass production | A combination of
local brands Ukrainian culture, | affordable price, and export local tradition
local production, modern design, orientation and modern
social scalability fashion
responsibility
The main Cultural Advanced digital Powerful Combining local
competitive authenticity and business models production base production and
advantage of territorial identity | and strong local and low cost European
local brands networks integration

In each country, local brands play a significant role in shaping the brand of the
territory, acting as carriers of cultural identity and contributing to the international
positioning of the country.
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The mechanism of transformation of local cultural identity into digital brand
content can be explained using the model of digital communications of local fashion
brands in the place branding system (Figure 4).

Local fashion brand Brand Equit Formation of territorial
. quity identity (image, cultural
(design, products, . . "
identity, values (trust, authenticity, reputation, tourist
positi‘;ning) 4 loyalty, recognition) attraction, etc.)
\ ) ) N J
e ™~ — - N o -\
. - . i
Digital communication Territorial meanlng_sand
channels values (cultural heritage, Place Brand
local identity, traditions, .
{reach - engagement - creative economy, (territory / country brand)
loyalty - sales) national symbols) |

~ /‘ -~ S

- - . -
i

E-commerce ecosystem | | Contentand brand
storytelling (brand, place,

founder story, UGC
content, video content,
| fashion storytelling)

(website, marketplaces,
social commerce, online
stores)

Fig. 4. Process model of territorial brand formation through digital communications
of local fashion brand, developed by the author

The proposed model reflects the sequence of shaping a place brand through the
digital communications of local fashion brands. It demonstrates the cause-and-effect
relationship between the formation of an enterprise's brand identity, the use of digital
communication channels, target audience engagement, the growth of the enterprise’s
brand equity, and the formation of the territory’s brand equity. Thus, following the
formation of the brand platform, social networks provide audience outreach and
engagement. E-commerce and marketplaces ensure the conversion of digital contacts
into sales. Content marketing and storytelling are aimed at building an emotional
attachment to the brand. Territorial meanings are integrated into brand communica-
tions through cultural symbols, local stories, and social values, ensuring the forma-
tion of brand equity. The synergy of these elements ensures the simultaneous achieve-
ment of the enterprise’s marketing goals and the tasks of shaping a positive image of
the territory. In this way, the model allows for viewing a local fashion brand both as a
market entity and as an active participant in the process of shaping a positive image
and competitiveness of a territory.

Conclusions and prospects for further research. One of the key features of mod-
ern place branding is the transition from an institutional model to a network model.
While previously a place brand was formed primarily by state or municipal structures,
today an increasingly important role is played by business, non-governmental organ-
izations, and local communities. In this context, fashion brands perform the function
of cultural mediators between the territory and the global audience. Through digital
communications, they are capable of transmitting the features of local culture,
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demonstrating the country’s creative potential, and shaping positive associations with
the brand’s place of origin.

The choice of Ukraine, Poland, Romania, and Turkey as objects of comparative
analysis, representing different models of development of fashion markets and the
digital environment, is substantiated. The conducted analysis indicates that the dif-
ferences between the studied countries are determined both by the scale of the fash-
ion markets and by the characteristics of their digital environment and the structure
of the competitive field. Poland and Turkey have established national fashion ecosys-
tems with a high level of digitalization and powerful local brands that are already
undergoing international expansion. Romania demonstrates a mature development
model where digital communications are integrated into comprehensive omni-chan-
nel marketing strategies. Against this background, the Ukrainian fashion market is at
a stage of structural transformation, characterized by a fairly high market fragmenta-
tion, a significant share of independent local manufacturers, and the active use of dig-
ital platforms as the primary tool for brand development. These features create pre-
requisites for utilizing digital communications both as a means of product promotion
and as a mechanism for shaping a place brand. The competitive advantage of
Ukrainian local fashion brands is becoming cultural authenticity, the integration of
national identity into brand communications, and the ability to transmit a positive
image of Ukraine through digital channels. This provides grounds to consider local
fashion brands as important stakeholders in the place branding system, combining
commercial goals with the formation of the country’s international reputation.

The most effective digital communication system for a local fashion brand should
be based on an omni-channel approach, within which different social platforms per-
form different marketing functions. It is advisable to consider Instagram as the main
tool for shaping brand identity and emotional interaction with consumers; TikTok as a
channel for rapid content distribution and attracting new audiences; Facebook as a
platform for high-precision targeting and retargeting; YouTube as an environment for
building long-term brand trust through video storytelling. That is, for local fashion
brands, the most appropriate digital communication model is: “Instagram and TikTok
as the core of branding, Facebook as the advertising sales driver, and YouTube as a tool
for long-term brand equity formation,” which ensures the simultaneous achievement
of visibility goals, audience engagement, trust building, and commercial efficiency.

The developed model structures the process of building a destination brand
through the digital marketing tools of local clothing manufacturers. It reveals a logi-
cal value creation chain: from designing the identity of an individual company and its
online activity — to converting consumer engagement into corporate brand equity,
which ultimately scales up to the level of the reputational capital of the entire region.

A promising direction for further research is the development of methodological
approaches to assessing the contribution of local brands to the formation of the brand
equity of territories.
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