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Social marketing as a tool for development
of infrastructure of regionsof Ukraine under martial law

Abstract. In the context of the long war in Ukraine and the challenges associated with the restoration of infrastructure,
there is an urgent need to use social marketing as a tool for regional development. Social marketing promotes the active
involvement of the public, public organisations, business and state institutions in the processes of reconstruction and
ensuring regional sustainability. This allows not only to more efficiently coordinate the restoration of infrastructure, but
also to support the development of human capital and social ties in the post-war period, which is critical for economic
and social revival of the country. The purpose of the article was to study social marketing as an important tool for the
development of infrastructure of regions of Ukraine under martial law, as well as to determine its key roles and opportunities
in the process of reconstruction and recovery. To achieve this purpose, the following research methods have been used:
analysis and synthesis for the study of scientific works, a scientific review method for generalising existing approaches, a
comparative method for evaluating national and international practices, as well as a generalisation method for formulating
conclusions about the role of social marketing in the conditions of infrastructure restoration. The paper examines the main
guidelines for the implementation of social marketing in the process of restoring the infrastructure of regions of Ukraine
under martial law. The tools for the implementation of specified guidelines have been analysed, and additional opportunities
for the implementation of social projects have been also noted. The effects of using social marketing tools on the example
of public campaigns, information platforms, social media and crowdfunding initiatives have been studied. Information on
areas of infrastructure restoration, in which civil society participates on the basis of social marketing, including demining,
reconstruction of critical infrastructure and residential facilities, has been systematised and summarised. The main projects
and programmes contributing to the implementation of these areas have been determined

Keywords: regional infrastructure marketing; marketing strategies; reconstruction of regions; social projects; civil
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Introduction

The relevance of the topic of the article lies in the fact
that the war in Ukraine not only has a destructive effect
on infrastructure, but also requires new approaches to
its reconstruction, in particular with the use of social
initiatives and marketing tools. Under martial law, it is
especially important to involve the public, business, in-
ternational organisations and volunteer associations in
supporting affected regions. Social marketing not only
promotes investment and reconstruction, but also gives

a “voice” to affected regions, helping them to be heard
nationally and internationally. It forms the attitude to-
wards these territories on the verge of sympathy and
admiration for their fortitude, strength and endurance.
This allows creating a positive image of the regions,
which, in turn, contributes to attracting the necessary
resources and recovery, while at the same time forming
a culture of responsibility and mutual support among
the population.
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In the process of analysing various scientific studies
related to the topic of social marketing and its role in the
development of infrastructure of regions of Ukraine under
martial law, several important aspects have been revealed.
Thus, V. Prasol et al. (2024) investigate the possibilities of
effective interaction between enterprises and regions of
Ukraine in the post-war period through marketing strate-
gies, analyse ways to improve various forms of marketing
communications in order to attract investments and pro-
mote economic recovery of regions. The study also exam-
ines how strategic positioning of regions through mar-
keting can stimulate investment activity and economic
growth. The authors emphasise that the coordinated use
of innovative forms of marketing communications, such as
social networks and digital platforms, can significantly im-
prove regional competitiveness and support the process of
national reconstruction.

O. Deineha & I. Deineha (2020) investigate the pos-
sibilities of applying marketing strategies in the manage-
ment of united territorial communities, emphasising the
importance of intensification of socio-economic activities
in order to increase the competitiveness of communities,
which is directly related to the processes of infrastructure
restoration. T. Ustik (2024) focuses on regional marketing
technologies and tools, emphasising their effectiveness in
the formation of sustainable development strategies. Spe-
cial attention is paid to the challenges arising in the con-
text of martial law, including security risks and reputational
challenges, which are essential for infrastructure restora-
tion. T. Tereshchenko & A. Moshchanets (2022) examine
the functions of marketing in the system of local self-gov-
ernment, emphasising the importance of the involvement
of marketing tools to create a competitive infrastructure of
regions, which is relevant for post-war recovery.

D. Kyrychenko (2024) thoroughly analyses the in-
ternational experience of reconstruction of countries af-
fected by military conflicts in the second half of the 20"
century, focusing on the effectiveness of various restora-
tion programmes. Special attention is paid to the study of
Israel’s experience in rebuilding the economy and social
infrastructure in the conditions of long armed conflicts.
O. Nestor (2024) examines the key aspects of the success-
ful implementation of the Marshall Plan, including public
support and political-economic preconditions, which may
be useful for the development of similar reconstruction
programmes in Ukraine. N. Tanklevska et al. (2022) also
review the Israeli experience of post-war economic recon-
struction, emphasising the importance of innovation and
human potential as well as focusing on infrastructure pro-
jects for the post-war reconstruction of Ukraine. A. Cherep
& A. Leshchenko (2022) analyse the economic recovery
experience of various countries, such as Germany, Italy,
Japan, South Korea, and Israel, and provide recommenda-
tions for economic growth and attracting international aid
for the reconstruction of Ukraine.

Thus, the restoration experience of countries affect-
ed by military actions shows the importance of combining
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economic, infrastructural and social approaches, where
social marketing tools play the role of an effective mech-
anism for involving the public and the international com-
munity in the restoration process. Publications on the
topic of marketing strategies in the restoration of regional
infrastructure, in turn, emphasise the importance of an in-
tegrated approach to communication, informing the pop-
ulation and stimulating social cohesion, which helps to
accelerate reconstruction processes. Such works form a sci-
entific base that allows for a deeper understanding of how
social marketing can become a powerful tool for infrastruc-
ture development in post-war recovery of Ukraine.

The purpose of this scientific work was to theoreti-
cally substantiate the role of social marketing in the de-
velopment of infrastructure of regions of Ukraine under
martial law, in particular by analysing modern approach-
es and trends in the application of this tool to solve so-
cio-economic problems and restore affected areas. During
the writing of the article, research methods, which provide
a comprehensive analysis of the problem, have been used.
First of all, the methods of analysis and synthesis have been
applied, which make it possible to research scientific works
and identify the key trends in the field of social marketing
and its impact on the development of regional infrastruc-
ture. An important role is played by the scientific review
method, which contributes to the systematisation and gen-
eralisation of approaches in modern research on the devel-
opment of regions of Ukraine. In addition, the use of the
comparative method makes it possible to identify similari-
ties and differences in the application of social marketing in
the context of infrastructure restoration during martial law
and post-conflict reconstruction. The method of interpre-
tation and generalisation, which ensures the formulation of
comprehensive conclusions that have practical significance
for the development of regions of Ukraine through the
prism of social marketing, is the final stage of the research.

The importance of social marketing
in the process of restoring infrastructure
of regions of Ukraine under martial law

Social marketing is a set of marketing activities aimed at
changing the behaviour of the population, raising the level
of awareness and involving the public in solving socially
significant problems. It combines traditional marketing
tools with approaches focused on social values and com-
munity needs. The implementation of the principles of
social marketing is also a priority from the point of view
of achieving the Sustainable Development Goals (SDGs),
developed by the United Nations and declared by Ukraine
since 2015. According to the SDGs, it is necessary to form
a state policy aimed at spreading the ideas of sustaina-
ble development through comprehensive public involve-
ment, which can be implemented as effectively as possible
through the implementation of social marketing tools that
contribute to improving communication and involving
stakeholders in the process of sustainable development
(Sadiqi, 2018).



Social marketing as a tool for development...

In the context of martial law in Ukraine, social mar-
keting acquires a special importance aimed at the recovery
and development of society. Infrastructure is undergoing
significant destruction, which requires quick and effective
actions to restore it. Social marketing plays an important
role in mobilising the population to participate in these
processes. The use of social networks, public initiatives
and media campaigns helps to unite the efforts of citizens,
volunteers and organisations to restore destroyed facilities
such as roads, schools, hospitals and residential buildings.
Public participation not only accelerates the recovery pro-
cess, but also strengthens social cohesion and a sense of
unity among the population.

World experience shows that with the help of social
marketing it is possible not only to influence public con-
sciousness, but also to attract financial and other resources
for the restoration of affected regions. Countries that have
experienced major disasters or wars use social marketing
tools to mobilise the public, promote investment, and at-
tract international support for infrastructure reconstruc-
tion and restoration. Social marketing tools play a key role
in involving society in reconstruction process. For example,
after the Croatian War of Independence (1991-1995), the
Croatian Socio-Economic Recovery Project (CSERP) com-
bined investments in infrastructure projects with broad
social initiatives aimed at strengthening the cohesion of
the population. Special attention was paid not only to the
financing of material needs (infrastructure, equipment,
services), but also to solving issues of social integration
through the involvement of public organisations and the
local population (Kolesnichenko, n.d.).

Israel has a wealth of experience in restoring infra-
structure after the war (in the period of military conflicts)
by applying various social marketing tools and techno-
logical innovations. One of the key approaches consists
in the integration of startups and the private sector into
national initiatives, particularly in the field of defense
technology. For example, under the Innofense programme
(The IMOD & SOSA..., n.d.), the Israeli Ministry of De-
fense supports innovative startups that develop tech-
nologies for civilian and military use. This allows for the
rapid implementation of new solutions for infrastructure
reconstruction, in particular in the field of security, water
supply and energy supply. Information campaigns aimed
at attracting investors and international partners to fi-
nance reconstruction also play an important role. Israel
actively uses PR tools, creating an image of a country that
successfully overcomes challenges and develops through
innovation (Bob, 2023).

The regions of Ukraine that have suffered from mili-
tary operations need not only restoration, but also invest-
ment for development. Social marketing plays a key role
in forming a positive image of these regions. Advertising
campaigns and PR strategies can emphasise the potential
and attractiveness of regions, demonstrating their readi-
ness for change and recovery. Investing in such regions also
emphasises the social responsibility and moral and ethical
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values of investors, as it demonstrates their participation in
the processes of restoration and support of affected com-
munities. Attracting investment becomes possible through
the creation of a positive image that stimulates economic
activity and the creation of new jobs, while supporting so-
cially significant projects.

In the context of current challenges of restoring infra-
structure of regions affected by hostilities, many studies
have appeared that focus on the use of social marketing as
an effective tool to increase investment attractiveness and
involve the public in the reconstruction process. The re-
search project “Study of initiatives in the field of post-war
reconstruction”, initiated by “ISAR Ednannia” and carried
out by Kyiv International Institute of Sociology, aimed to
study initiatives in the field of post-war reconstruction of
Ukraine, is of particular interest. Project participants have
conducted thorough research, which includes telephone
and online expert interviews with community leaders and
local authorities, in-depth interviews with representa-
tives of central authorities, donor organisations and lo-
cal self-government, as well as conducting focus groups
with public organisations. The study identifies the main
mechanisms of project coordination, as well as presents
the interaction between sectors engaged in restoration, in
particular at the community level. Also, the authors have
developed valuable recommendations for increasing the
capacity of public organisations to become the key agents
of reconstruction. Systematised and presented detailed in-
formation on the main projects in the field of infrastructure
restoration in regions of Ukraine is a valuable material. The
lack of proper coordination and generalisation of informa-
tion about projects already implemented or planned is one
of the key challenges in the restoration process, pointed
out by the researchers. This problem is common to all
participants in reconstruction processes, because there is
a lack of a centralised mechanism for data exchange. Sci-
entists also note that public organisations play a critical-
ly important role in infrastructure restoration processes,
actively participating in almost all aspects of restoration.
They are often the first to respond to urgent needs, such
as assistance in repairing and rebuilding housing, acting
faster and more efficiently than the state, which underlines
their importance in accelerating recovery efforts (Study of
initiatives..., 2023).

In discussing the regional development strategy of
Ukraine until 2027, state authorities, in particular the
Ministry for Communities, Territories and Infrastructure
Development of Ukraine, emphasise the importance of in-
volving public opinion in the formation of development
plans. According to the speeches at the conference, in par-
ticular by the Deputy Prime Minister Oleksandr Kubrakov
and the Deputy Head of the Office of the President Olek-
siy Kuleba, active public dialogue is a key tool for ensuring
comprehensive development of regions. This illustrates
the importance of using social marketing tools, because
through them it is possible to activate public participation,
which will contribute to more effective implementation of
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development strategies, including regional infrastructure
(Regional development strategy..., 2023).

Public involvement in the decision-making process
is an important component of social marketing, which
aims to influence public opinion to achieve social change
(Kyiv International Institute..., 2022). In this context, the
activation of public opinion and the use of social market-
ing tools can become a critically important factor for the
successful recovery and development of Ukraine’s regions
after the war. Thus, the vision of state bodies in the for-
mation of regional development strategy harmoniously fits
into the concept of social marketing, which helps to create
new opportunities for effective recovery and involvement
of communities in active participation in the development
of their regions.

Martial law in Ukraine requires combined efforts of all
segments of society. Social marketing promotes the forma-
tion of social responsibility and cooperation between vari-

ous groups of the population, including government insti-
tutions, business, civil society and individual citizens. With
the help of social initiatives and projects aimed at helping
vulnerable population groups, marketing stimulates sol-
idarity and mutual aid. This includes the development of
volunteer movements, the support of charitable initiatives
and the promotion of cultural dialogue that strengthens
social ties and contributes to the construction of a sustain-
able society.

Thus, the main goals of social marketing are to involve
the public in active participation in the processes of resto-
ration and development of infrastructure, to increase pub-
lic awareness of the importance of infrastructure projects,
to form a positive image of regions to attract investments,
as well as to stimulate social responsibility and cooperation
between various population groups. Table 1 presents the
main guidelines for the implementation of social market-
ing in the process of restoring the region’s infrastructure.

Table 1. Guidelines for the implementation of social marketing in the process of restoring infrastructure of regions

Directions Tools

Additional features

Involvement of the
public in the planning
and implementation of
infrastructure projects

« Public hearings and discussions.

the public.

+ Online platforms for participation. The use of
digital platforms to gather ideas and feedback from

Development of special mobile applications for
receiving feedback from the public and monitoring
the implementation of projects in real time.

Information campaigns
and raising of awareness

« Social networks and media. The use of Facebook,
Instagram and other platforms to inform the public
about current and planned infrastructure projects.
« Publications and brochures. Distribution of
information materials on the importance of
infrastructure projects and their benefits.

Creation of video materials, documentaries and
interactive presentations for a deeper understanding
of projects and their impact on the community.
Partnership with schools and universities
for educational activities on the importance
of infrastructure.

Partnership with local
organisations and

« Joint projects. Implementation of infrastructure
projects in partnership with local businesses and
public organisations.

+ Volunteer programmes. Recruiting volunteers

Development of partnership programmes with
technology companies to implement innovative
solutions, for example, smart city technologies. Joint
environmental projects with local eco-organisations

businesses

infrastructure projects.

to participate in restoration work and support

to preserve the natural environment during
infrastructure construction.

Support of social
initiatives and
volunteering

infrastructure projects.

« Platforms for volunteering. The use of online
platforms to involve volunteers to participate in

& Rewarding of active participants. Organisation of
contests and award programmes to recognise the
contribution of active citizens and volunteers.

Holding of social events, such as marathons or
actions supporting infrastructure projects, to
attract new volunteers. Creation of long-term

support programmes for volunteers that provide
opportunities for skills acquisition and training
for their development and advanced training.

Source: compiled by the author based on H. Yeh (2017), O. Reznik (2019), Yu. Gorodnichenko et al. (2022)

It is worth taking a closer look at social marketing
guidelines and their role in infrastructure restoration. In-
volvement of the public in the process of planning and im-
plementation of infrastructure projects helps to increase
their efficiency and compliance with the needs of the pop-
ulation. This allows for more inclusive and adapted solu-
tions that take into account the opinions of various pop-
ulation groups. Public involvement also helps to increase
transparency and trust in projects, reducing the risks of
opposition or mistrust.

Information campaigns promote public awareness of
the importance of infrastructure projects and stimulate
support for these initiatives. They help to convey to the
public the advantages of projects, potential benefits for
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society as well as create a positive image of the authorities
and organisers. Campaigns can also encourage people to
get more involved in projects, creating a sense of complici-
ty and shared responsibility (Katamba et al., 2014).
Cooperation with local community organisations and
businesses can provide additional resources and support
for the implementation of infrastructure projects. Partner-
ships make it possible to combine efforts and use differ-
ent types of expertise, which can significantly improve the
quality and speed of project implementation. It also helps to
attract innovation and best practices that may not be avail-
able within a single organisation. Collaboration with busi-
ness can also attract funding or technology solutions need-
ed to successfully complete projects (Klievink et al., 2016).
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Stimulating of social initiatives and volunteering con-
tributes to the active participation of the population in the
restoration of infrastructure and the formation of a sense
of responsibility for the development of their region. Vol-
unteering and social initiatives create a community united
by a common goal, which can significantly improve com-
munity morale and increase a sense of shared responsibili-
ty for the results of projects (Musick & Wilson, 2007). It can
also become a platform for identifying and developing local
leaders and talented participants who can continue to work
on other socially significant projects.

The role of civil society
in the restoration of regional infrastructure
based on social marketing

The recovery of Ukraine after the destruction caused by
the war has begun with the active participation of local
communities. The main emphasis of reconstruction pro-
jects is on the restoration of important local infrastruc-
ture facilities, such as educational institutions, hospitals,

water and heat supply systems, as well as transport ar-
teries — roads and bridges (Study of initiatives..., 2023).
Social marketing tools, such as public campaigns, infor-
mation platforms, social media, crowdfunding initiatives,
and the involvement of influential opinion leaders, con-
tribute to the effective mobilisation of resources for the
reconstruction of infrastructure in regions affected by
hostilities. In particular, the use of digital communica-
tions makes it possible to quickly combine national and
international projects under a single vision of the re-
construction of Ukraine. The use of methods of commu-
nication with stakeholders provides a wide awareness of
urgent needs among citizens and international partners.
In addition, the creation and support of online platforms,
such as donor sites and volunteer aid programmes, makes
it possible to effectively attract funds and support for the
implementation of projects to restore roads, bridges, ed-
ucational and medical institutions. Directions of resto-
ration and development of infrastructure of regions, in
which civil society is involved, are given in Table 2.

Table 2. Directions of infrastructure restoration of regions,

in which civil society is involved on the basis of social marketing

Direction of restoration

Characteristics

Elements of social
marketing

Participants

Resources and tools

Demining

A key step to
ensure security and
recoverability

Information campaigns
on mine safety,
community mobilisation

The state, Centre for
Humanitarian Demining,
public organisations

Material and technical
assistance, international
grants

Restoration of critical
infrastructure

Repair and
modernisation of energy
facilities for stable
functioning of regions;
restoration of water, heat
and electricity supply,
transport systems

Advocacy of “green”
recovery, promotion of
energy efficiency, joint

planning of communities,
support by public
organisations

The state, international
donors (USA, Japan,
Germany, Lithuania
and others), public
organisations

Renewable energy
sources, solar panels,
generators, transport

infrastructure

Reconstruction of
housing and social
infrastructure

Restoration of housing,
hospitals, schools

Involvement of youth in
volunteering, cultural and
educational events

The state, European
Investment Bank,
EBRD (European Bank
for Reconstruction
and Development),
EU, World Bank and
other international
organisations, public
organisations

Building materials,
educational programmes
for mayors

Creation of analytical
recovery plans

Development of recovery
strategies and plans

Educational projects,
planning of new spaces

Analytical centres, public
organisations and their
leading coordinators

Analytical platforms,
online conferences

Provision of material and
technical means

Provision of necessary
resources to
communities

Volunteer initiatives to
provide materials

Public organisations,
volunteer organisations

Building materials,
equipment, humanitarian
aid

Development
of engineering project
documentation

Preparation of technical
documentation for high-
quality recovery

Involvement of
professional engineers
and experts

The state, private
companies, international
donors

Technical supervision,
expert consultations

Involvement of residents
in restoration

Participation of citizens
in reconstruction and
planning

Crowdsourcing,
promotion of public
initiatives

Local communities,
public organisations,
international partners

Involvement of
volunteers, cultural
projects

Source: compiled by the author based on C. Casey (2015), O. Chygryn et al. (2020), V. Nebrat (2023)

Deminingis an important area that is mostly controlled
by state structures, as ensuring the security of territories
is a key condition for further infrastructure restoration.
However, civil society plays an essential role, in particular
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through the implementation of information campaigns
and educational projects aimed at raising awareness of
mine danger among the population. Also, volunteer or-
ganisations and initiatives provide material and technical
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support to sapper units, which contributes to more effi-
cient performance of their work and speeds up the process
of clearing territories from explosive objects.

The “Watch your step!” programme, implemented by
the East Europe Foundation, uses various social marketing
tools to achieve its goals. This includes the development of
the Demining of Ukraine mobile application, educational
campaigns and the creation of online courses on mine safe-
ty, which as of 2024 have attracted more than half a million
students. Through an active communication campaign, the
organisation has been able to significantly increase the lev-
el of awareness among citizens about mine danger, which is
critical in regions affected by the occupation (East Europe
Foundation, n.d.). Similarly, the “Free Land” programme
of the Bank of Lviv Foundation is aimed at the logistical
support of sapper units. It not only provides the necessary
equipment and ammunition, but also cooperates with the
State Emergency Service of Ukraine to create educational
programmes on the identification of explosive objects. The
mobile mine safety class, which attracts a wide audience
and increases the level of public safety through education-
al activities, is an important element (Free Land Founda-
tion, n.d.). Through the use of social marketing, these pro-
grammes reach wide audiences, drawing attention to the
important topic of demining and attracting volunteers and
partners. Social campaigns, educational projects and coop-
eration with state structures make it possible not only to
increase the level of security, but also to support the pro-
cess of restoration of Ukrainian territories at national and
international levels.

The restoration of energy infrastructure, especially in
the conditions of massive attacks by the Russian Federa-
tion, is a priority task of the state and local authorities, as
it ensures the stable functioning of regions. However, the
active participation of civil society is no less important.
Through social marketing tools, activists help to rally the
public, promote important environmental and energy in-
itiatives, and help to attract national and international
investment in restoration projects. Numerous public or-
ganisations, in particular the Centre for Environmental
Initiatives “Ecoaction” (n.d.), DESPRO PO (Public Organi-
sation) (n.d.), Dixie Group PO and Resource and Analytical
Centre “Society and Environment” PO, Voluntary Associ-
ation of Local Self-Government Bodies “Energy-efficient
cities of Ukraine”, Women’s Energy Club of Ukraine PO
(Kolesnyk, 2024), Plato PO (n.d.), are involved in the im-
plementation of energy efficiency and popularisation of
ecological values. In general, many projects aimed at the
restoration of critical infrastructure: Re-PoOWER (Ukraine
will receive..., 2024), USAID (n.d.), “Restoration of critically
important logistics infrastructure and network connectivi-
ty” RELINC project, “Community Energy supply - SOS” DE-
SPRO PO project (n.d.) are being implemented in Ukraine.

Public organisations play an important role in pro-
moting the principles of sustainable recovery, focus-
ing on energy efficiency, decarbonisation and the use of
renewable energy sources. They also contribute to the
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decentralisation of energy networks, which is important for
a stable energy supply. At the same time, these organisa-
tions, particularly volunteer initiatives, actively help com-
munities affected by shelling by providing small energy
sources, such as solar panels and generators (Study of initi-
atives..., 2023). Through social marketing tools, volunteers
and activists unite the efforts of various stakeholders, in-
cluding at the national and international levels, helping to
attract resources and raise awareness of the importance of
ecological restoration. This not only helps to solve pressing
energy problems, but also creates public demand for more
environmentally responsible solutions in the energy sector
(Boichak & McKernan, 2024).

Reconstruction and repair of housing, medical, educa-
tional and social infrastructure are basic needs of commu-
nities, without which normal life is impossible. The main
directions of activity of public organisations and volunteer
initiatives can be outlined as follows: 1) physical repair
work and reconstruction of damaged or destroyed resi-
dential facilities; 2) creation of new urban spaces and in-
frastructural solutions in settlements affected by the war;
3) educational programmes for local managers, architects
and specialists, as well as development of instructions for
participants in the reconstruction process; 4) provision of
qualified engineering support for construction projects.
These volunteer initiatives are formed around teams of
experts and involve volunteers to participate in various
aspects, such as physical assistance at facilities, supply of
building materials, creation of educational materials and
coordination of humanitarian support (Study of initia-
tives..., 2023).

The “Brave to Rebuild” project is an example of how
volunteer movements actively involve social marketing
to promote their initiatives and mobilise the public in the
process of Ukraine rebuilding. This movement, which oper-
ates under the auspices of the Brave Foundation, is aimed
at providing physical assistance for the reconstruction of
cities and villages destroyed during the war. The main ac-
tivities of the volunteers are focused on clearing rubble,
dismantling and arranging modular houses, as well as con-
servation of damaged premises. Due to an active commu-
nication policy, the organisation has been able to attract
financial support from donors and partners. Volunteer ini-
tiatives “Pidmoha” and “Razom”, as well as the coalition of
Ukrainian and international organisations “RISE Ukraine”
are among the key partners. Social marketing in the pro-
ject is used to attract both new volunteers and material re-
sources (Brave to Rebuild, n.d.).

The use of a creative approach to social media man-
agement is a key element of this strategy. The creation of
videos, trends and memes promotes the dissemination of
information about the initiative and encourages young
people to join the activities. Through platforms, such as
Instagram, Facebook, TikTok, X (Twitter) and Telegram,
the team not only attracts new participants, but also forms
a community that is ready to support the project in the
long term. The organisation of cultural and social events
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that support the morale of volunteers, promote their uni-
fication and interaction is another important component
of social marketing. This helps to keep active participants
in the long term, ensuring the sustainability of the project.
Due to this, a team is formed that continues to work on the
reconstruction of regions as long as it is necessary.

Other volunteer organisations also make a significant
contribution to the process of reconstruction of destroyed
cities and villages. In particular, Ukrainian Volunteer Ser-
vice PO actively promotes the involvement of new volun-
teers in various projects, supporting public organisations
and charitable foundations through its platform. Their ac-
tivities are focused on strengthening of volunteer initia-
tives, which is an important element of social marketing
(Volunteering in Ukraine..., n.d.). At the same time, Build-
ing Ukraine Together NGO (n.d.) focuses on the restoration
of damaged infrastructure facilities and private houses.
Their main goal is to unite communities by involving lo-
cal residents in the reconstruction process and to activate
young people through volunteering in de-occupied terri-
tories. Due to cultural and educational events, “Building
Ukraine Together” stimulates the social inclusion of young
people in the life of the community and contributes to
their integration into restorative processes. In this con-
text, social marketing plays a crucial role in the formation
of sustainable public initiatives, attracting resources and
maintaining the collective energy of volunteer movement
(Rakuta, 2023).

Assistance in the development of engineering project
documentation and technical supervision ensure the qual-
ity of construction works and infrastructure modernisa-
tion. In Ukraine, there are several influential architectural
platforms (Ro3kvit, Reset, CANactions, Union of Architects
of Ukraine), which cooperate with international organisa-
tions and specialists capable of bringing the best European
practices to Ukrainian communities (Study of initiatives...,
2023). For example, “Ro3kvit” plays a significant role in the
reconstruction of infrastructure of regions of Ukraine after
the destruction caused by the war. It is part of a large com-
munity of architects, urban planners, environmentalists
and social activists working together to develop innovative
and sustainable approaches to urban and rural recovery. The
main activities of “Ro3kvit” are focused on the following
directions (Urban Coalition for Ukraine “Ro3kvit”..., n.d.):

« Development of reconstruction plans. The organi-
sation promotes the creation of comprehensive plans for
the restoration of devastated regions, with a special focus
on inclusiveness, sustainable development and environ-
mental security. “Ro3kvit” develops plans that take into
account the needs of local communities and the interests
of international partners to ensure long-term and sustain-
able recovery.

« Involvement of local communities. The involvement
of the population in the restoration process through social
marketing initiatives is an important part of their activi-
ties. They promote the ideas of “green” restoration, as well
as activate civil society to participate in the reconstruction

Economic Bulletin of Cherkasy State Technological University, Vol. 25, No. 1, 2024

process, organising forums, consultations and trainings for
local activists and government officials.

+ International cooperation. “Ro3kvit” plays a key role
in coordinating the efforts of national and international
partners, which helps to attract investments and technolo-
gies for infrastructure restoration. They help to ensure that
the restoration process is supported globally by attracting
funding and expertise from international institutions, such
as the European Union and UNDP (United Nations Devel-
opment Programme).

+ Environmental aspect. One of the organisation’s pri-
orities is to implement energy-efficient and environmen-
tally safe solutions. “Ro3kvit” actively works to ensure that
the rebuilt facilities meet modern energy-saving standards
and are resistant to future challenges.

Thus, “Ro3kvit” acts as an important player in the res-
toration of Ukraine’s infrastructure, contributing to both
direct reconstruction and the creation of conditions for
sustainable and inclusive development. These directions
are directly related to the restoration and development
of regional infrastructure, which is an important compo-
nent of the successful restoration of affected territories.
But in the context of restoring infrastructure of regions
of Ukraine, attention should also be paid to the problem
of migration and “brain drain”, since the involvement of
human capital is a critical factor in the successful im-
plementation of restoration initiatives. Social marketing
has great potential in overcoming the migration crisis
caused by the war and contributes to the implementation
of programmes aimed at returning Ukrainians home for
economic recovery. The mass emigration of highly qual-
ified specialists during the full-scale invasion of Russia
has created a serious challenge for the human capital
of Ukraine, which threatens its economic development
(Nikolina et al., 2024). Social marketing tools can be effec-
tive in creating positive narratives about the possibilities
of reconstruction, creation of comfortable conditions for
return, and promotion of the involvement of the diaspora
in the country’s recovery. In particular, with the help of
complex communication campaigns, it is possible not only
to inform about initiatives, but also to stimulate a sense
of responsibility for the reconstruction of the country,
which will become an important element in the return of
migrants and their integration into economic and social
structure of renewable Ukraine.

Summing up, it is possible to name several main aspects
in the application of social marketing tools for restoring
infrastructure of regions of Ukraine: public involvement
in planning and implementation of infrastructure projects
through regular discussions and online platforms; con-
ducting of information campaigns using social networks
and media to raise public awareness; establishing and
strengthening of partnerships with local businesses and
public organisations to implement joint projects; encour-
aging of volunteering and social initiatives through special
platforms and award programmes. Due to these tools, it is
possible to achieve significant success in the restoration
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and development of infrastructure of regions, even in the
conditions of a difficult military situation.

Conclusions

Social marketing plays an important role in the devel-
opment of regional infrastructure during martial law in
Ukraine. This is explained by the fact that its tools allow
not only to spread information about important projects,
but also to activate civil society, which is critical for the
successful implementation of restoration measures. In-
volvement of local communities in the restoration process
through social marketing mechanisms, including raising
awareness of regional needs and forming a shared vision
for reconstruction, is an important factor in creating a sus-
tainable infrastructure. Such strategies promote partner-
ships with local organisations, authorities and businesses
for more coordinated planning and efficient implementa-
tion of infrastructure projects. This, in turn, helps not only
to restore destroyed objects, but also to modernise infra-
structure according to modern standards, thus increasing
the living comfort of the population and their ability to
adapt to new challenges.

The involvement of volunteer organisations and the
local population, which is an active participant in recon-
struction, is one of the key aspects. This form of collec-

spectrum of the population in these processes, from local
activists to national and international donors. In addition,
social marketing helps to form a positive image of regions,
attract investors and support economic recovery through
the development of infrastructure projects. As a result, re-
gions that use these approaches reap long-term benefits
not only in terms of physical restoration, but also in terms
of social development and economic stability. Thus, social
marketing is not only a tool for restoring infrastructure,
but also a key mechanism for developing sustainable com-
munities and improving the quality of life of the popula-
tion in the conditions of modern challenges of martial law.

A promising direction for further research is to ana-
lyse the impact of social marketing on economic sectors of
Ukraine in the conditions of post-war recovery. The focus
should be on long-term effects on public engagement, in-
frastructure reconstruction, volunteer projects adaptation
and digital tools integration into social campaigns. It is
also advisable to study coordination mechanisms between
the key players in the recovery of Ukraine, in particular the
Ministry for Communities and Territories Development of
Ukraine (Ministry of Restoration) and the Multi-Agency
Donor Coordination Platform for Ukraine.
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CouianbHUI MAapKETUHT K IHCTPYMEHT PO3BUTKY iHOPaCTPYKTypH
perioHiB YKpaiHM B yMoOBaXx Aii BOEHHOro CTaHy

AHOTaUiqa. Y KOHTeKCTi TpuBasIoi BilftHM B YKpaiHi Ta BUK/IMKIB, OB’ I3aHKX i3 BiIHOBIEHHSIM iHPPAaCTPYKTYPH, TOCTAE
HarajibHa MoTpeba y BUKOPUCTAHHI COLialbHOTO MapKeTUHTY SIK iIHCTPYMEHTY [JIs1 PO3BUTKY peTioHiB. ColiaabHuit
MapKeTHHT CIIPUsIE aKTUBHOMY 3aJTy4eHHIO 'POMaZCbKOCTi, 'POMaZChKMUX OpraHisalliii, 6i3Hecy Ta Iep>kKaBHUX YCTAHOB Y
mpoliecu BinOyoBY Ta 3a6e3eueHHs CTiitKOCTi perioHiB. Lle [03Bosie He uiie epeKTUBHiIIe KOOPAMHYBATY BiTHOBIEHHS
indpacTpykTypu, ane it migTpUMyBaTH PO3BUTOK JIIOACHKOTO KaIliTaTy Ta COLiaJbHUX 3B’ SI3KiB Y MiCASIBOEHHMI Mepiof,
10 € KPUTUYHO BAXKIMBUM JIJIS1 EKOHOMIUHOTO Ta COLiaJIbHOTO BiZpOIKeHHS Kpainyu. MeToro CTaTTi 6y/10 ZOCTiIsKeHHS
COI{a/IbHOTO MapKeTUHTY SIK BXK/IMBOTO iHCTPYMEHTY [ PO3BUTKY iHPpacTpyKTypu perioHiB YKpaiHu B yMOBax BOEHHOTO
CTaHy, a TAKOK BM3HAUYEHHS 0T0 KJIIOUOBMX POJIEH Ta MOKIMBOCTEN y TPoLeci Bin6ynoBM Ta BiJHOBIEHHS. I/ TOCSTHEHHS
MOCTaBAeHOI MeTH OY/I0 BUKOPUCTAHO Taki MeTOAM SOCIiIsKeHHSI: aHai3 i CMHTe3 JJIsl BUBUEHHS HAYKOBUX Mpallb, METOZ,
HayKOBOTO OIJISIAY /151 y3araJbHEeHHS iCHYIOUMX MiIX0/1iB, IOPiBHSIbHUI METO/, [I71s OLIiHKYM HallioHa/IbHMX Ta MDKHapPOJHUX
MPaKTUK, & TAKOK METO[, y3araJabHeHHs [j1s1 GOpMYJII0BAHHS BUCHOBKIB I[0/I0 POJIi COLia/IbHOTO MapKeTUHTY B YMOBax
BiTHOB/IEHHSI iHPPaCTPYKTYpu. Y po6OTi JOCTiIKeHO OCHOBHI Opi€HTMPH peanisallii coliaJbHOTO MapKeTHUHIY Y TPOIeci
BiHOBJIeHHSI iHGPaCTPYKTypu perioHiB YKpaiHM B yMOBax BOEHHOrO cTaHy. [IpoaHai3oBaHO iHCTpyMeHTH peaisarliii
3a3HaYeHMX OPiEHTUPIB, @ TAaKOX Bifj3HaUEHO 10JaTKOBi MOXJIMBOCTI BIIPOBAJI)KEHHS COLlia/IbHUX IIPOEKTIB. BuBUEeHO
edeKkTM Bif, 3aCTOCYBaHHS iHCTPYMEHTIB COIia/IbHOTO MapKeTMHIY Ha MPUK/IALi POMaJChKMUX KaMIlaHiii, iHbopMauiiiHux
maTdopMm, coliaibHUX Meaia Ta KpayndaHIMHToBuUX iHiliaTkB. CuCTeMaTM30BaHO Ta y3araabHeHo iHopMallio mozmo
HAmpsIMiB BiIHOBJIEHHS iHOPACTPYKTYPH, B SIKUX Oepe yuacTb POMaJSIHCbKe CYCITiIbCTBO HA 3aCafax CoLiaJbHOTO
MapKeTMHTY, 30KpeMa pO3MiHyBaHHS, BiIOyI0Ba KpUTUYHOI iHDPaCTPYKTypH Ta SKUTIOBUX 06’ €KTiB. Bu3HaueHO OCHOBHI
MIPOEKTHU Ta IPOrpaMy, 110 CIPUSIOTh peanizallii LMX HaNpsIMiB

Krno4oBi cnoBa: MapKeTHHT perioHaabHOI iHbPaCcTPYKTypK; MapKeTUHIOBI cTparerii; BinbymoBa perioHis; couianbHi
MIPOEKTH; TPOMA/ISIHChKE CYCITiIbCTBO
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