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Bisyasisarlig JJ0KaJIbHUX iIeHTUYHOCTEN y cydacHOMY rpadidyHOMY Au3aiiHi BUMarae Iepexofiy Bif
TUPEKTUBHOIO IIOLIYKY GOPMU 10 BIIPOBA/HKEHH MeTO/I0JIOTII TapTUCUITIATUBHOIO AW3aHY IK YHIKaJIbLHOTO
IHCTPYMEHTY Bi3yaJIbHOTO MOJIeTFOBaHHS.

006’ekm 0ocaiddiceHHA: TIPoLiecC Bisyastisariii JoOKaJbHUX iTeHTUYHOoCTer CI0060KaHIITUHU Ta TPaHC-
dopMarrii COIioKyJIbTYPHUX KOAIB y TpadiuHi KOHCTAHTHU 3a JOIIOMOT0I0 TapTUCHUIIATUBHOTO H3aliHYy.

Mema 0ocaidiiceHHs1 — BUSIBUTHU KOMIIO3UITIHHI 3aKOHOMIPHOCTI, IUTACTUYHI BJIaCTUBOCTI popMu
(30KpeMa, OIITUYHY TOBIIMHY JIIHIN) Ta KOJIOPUCTUUYHE KOAYBAaHHS TEePUTOPiaJIbHUX 3HAKIB, CTBOPEHHUX 3a
IOIIOMOTI'0I0 CITLIBHOTO IIPOEKTYBaHHS.

3ae0aHHs 00cAiddiceHHA: OOTPYHTYBAaTH lepeBaru MeTO/I0JIOri1 co-design Ha epeAIIPOEKTHOMY eTa-
ITi, TOCJTITUTH CEMIOTHUKY perioHaIbHUX 06pasiB C1060KaHITMHY Ta BUSHAUUTH IapaMeTpH ajlanTartii ¢ip-
MOBUX 3HAKIiB /10 TUPPOBUX MeJia.

Memodu docaiddiceHHs 6a3yIOTHCA Ha IHCTPYMEHTAaX XyA0>KHbO-IIPOeKTHOTO aHaJli3y: CEMiOTUYHOMY
JIeKOAyBaHHI peTrioHaJIbHUX MOTHBIB, KOMIIapaTUBHIN OIiHIl TeOMeTPHUUYHUX GOpM, iHTepaKTUBHOMY $op-
eCKi3yBaHHI Ta eKCIIepUMeHTaJIbHOMY MyZAOOPAUHTY [T Bepudikarii rpadpivHUX TpUTepiB poMany.

Hayxoea 3HaAUUMicmb 00CAi0dHCEeHHA TI0JIATa€ B PO3poOITi GopMaIbHO-KOMITO3UITIHHOI MO/IesIi KOH-
BepTallii BisyaJIbHUX ysIBJIeHb IPOMaH y JaKOHIYHUM 3HaK. CHCTeMaTU30BaHO IIPUMOMHU CTHJII3allil Ta reo-
METPUYHOI PeAyKIIil iCTOPUKO-apXiTeKTypHUX CUMBOJIIB C/I000KaHIITWHMY, a TAKOK 00IPYHTOBAaHO IIPUHITH-
1 TOOYI0BYU TUHAMIUYHUX BeKTOPHUX CHCTEM Ha OCHOBI KOJIEKTUBHUX BisyaJabHUX MeTadop.

Pe3zyabmamu 00cAi0x}#CeHH NOBeJIH, 1110 iIHTepaKTUBHE MOJe/JI0BaHHSI GOPMU 3a y4acT IPoOMajy
3axHIae 3HaK Bif Bi3yaJbHOTO KiTUy Ta TepaJbIUUYHOI0 IlepeBaHTaKeHHsI I1le Ha eTarli ifei. Ocob6JInBY ITiH-
HICTB IIPOZIEMOHCTPYBAJIM KOTHITUBHE MallyBaHHs, BepHAKY/IAPHUMN TUIIOIpadiuyHUI ITOIIYK Ta aHaJIi3 JaHI-
madTy. Iligxoau yCIinrHo arpo60BaHO B OCBITHHOMY CEPEeIOBHILI Uepes 3alyuyeHHd 3400yBadiB 0CBITH 0
IIPOEKTIB i3 rpoMazaMu. ChopMOBaHUHU [M3aliH-QpPeMMBOPK OXOILJIFOE YOTHPH eTalll: ayJUT TEPUTOPIL, I1ap-
THUCHUIIaTUBHE eCKi3yBaHH{ 3 MeIlIKaHIIMY, IIpodeciliHe padpiHyBaHHA 3HaKa 3a 3aKOHaMHU rapMOHil Ta 10T0
PO3TOPTaHHSA B aJAlITUBHY €KOCUCTEMY.

BucHoeku. [TapTUCUIIaTUBHUM IIiIXiN y rpadiuHOMY AM3aliHi 3abesmeuye CTBOPEHH KUTTE3LATHOIO
Bi3yasIbHOTO IPOAYKTY. CIIIBHE 3 TPOMAaZi0l0 OUUITleHHS GOPMHU [03BOJIIE OTPUMAaTH KOMIIO3HUILiNiHO 36a1aH-
COBAHUM i ceMaHTUUHO YUCTUN QipMOBUH 3HaK. BiH cTae epeKTUBHUM MapKepoM ifeHTHdiKaLii TepUTOpii
B apXiTeKTYpHOMY CepeoBUIL, IToirpadii Ta quPpoBUX iHTepdericax.

Knarouoei croea: rpadivunmil fusaiiy; ¢ipMoBUM 3HAK; IAPTUCHUITaTUBHUM IW3aliH; BisyasbHa ileHTH-
¢ikartiss; KOMIO3HITiA; TeOMETPUYHA PEAYKILis; OCBIiTHE CepeIOBUIIIE.
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PARTICIPATORY DESIGN PROCESSES IN CREATING A VISUAL IDENTITY
BRAND MARK FOR TERRITORIAL COMMUNITIES

The visualization of local identities in contemporary graphic design requires shifting from top-down
form-seeking approaches toward the implementation of participatory design methodology as a unique tool for
visual modeling.

Object of the research: the process of visualizing the local identities of Slobozhanshchyna and trans-
forming sociocultural codes into visual constants through participatory design.

The aim of the research is to identify compositional patterns, formal-plastic properties (specifically,
line optical weight), and color coding of territorial signs created through collaborative design.

Research methods are grounded in the tools of artistic and project analysis: semiotic decoding of re-
gional motifs, comparative assessment of geometric forms, interactive pre-sketching, and experimental mood-
boarding to verify community graphic triggers.

The scientific novelty of the study lies in developing a formal-compositional model for converting un-
structured community visual perceptions into a concise corporate sign. The study systematizes techniques for
the stylization and geometric reduction of historical and architectural symbols of Slobozhanshchyna identified
during participatory sessions, and substantiates the principles of constructing dynamic vector systems based
on collectively approved visual metaphors.

The research results prove that interactive form modeling with community participation protects
signs from visual kitsch and heraldic overload at the conceptual stage. Cognitive mapping, vernacular typo-
graphical search, and landscape silhouette analysis demonstrated particular value. These approaches were
successfully tested in the educational environment by involving students in real-world community projects.
The resulting design framework encompasses four stages: visual and textural site audit, participatory sketching
with residents, professional graphic refinement according to the laws of harmony, and emblem deployment
into an adaptive visual ecosystem.

Conclusions. The participatory approach in graphic design ensures the creation of a viable visual
product. Collaborative form refinement with the community yields a compositionally balanced and semanti-
cally clear sign. It becomes an effective marker for territorial identification within architectural environments,
printed ephemera, and digital interfaces.

Keywords: graphic design; corporate sign; participatory design; visual identification; composition;
geometric reduction; educational environment.

Problem statement and its connection with
important scientific or practical tasks. Contem-
porary branding is undergoing fundamental shifts,
with a particular emphasis on the visual identifica-
tion of local self-government. The implementation
of the decentralization reform in Ukraine requires
territorial communities to rethink their role in both
national and global spaces. Rather than remaining
purely administrative and geographical units, com-
munities are transforming into independent socioe-
conomic entities forced to compete for material, in-
vestment, and human resources. Consequently, the
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search for a unique face and the formation of a re-
silient local identity has evolved from a decorative
task into a strategic priority of public administration.
Territorial recognition directly correlates with invest-
ment attractiveness, domestic tourism development,
the ability to attract international donor aid, and the
level of internal social cohesion among residents.
This issue becomes highly acute for
Slobozhanshchyna—a unique borderland historical
and geographical region with a rich layer of Cossack
traditions, specific architectural heritage, and a dis-
tinctive mental landscape. Today, however, a signif-
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icant portion of the region’s communities exhibits
visual amorphousness. The utilization of Soviet rem-
nants in symbolism or overloaded classical heraldic
coats of arms creates a profound gap between the
actual values of the community and its representa-
tion in contemporary marketing and digital environ-
ments.

For the frontline and affected areas of
Slobozhanshchyna, developing an independent vi-
sual narrative becomes an element of humanitarian
security and soft power capable of countering exter-
nal destructive information influences by asserting
local agency. The visual image of a community acts
as a graphic equivalent of a new “social contract”.
However, the traditional expert-centric approach—
where logo development is either commissioned to
agencies detached from the local context or imposed
“from above” through administrative decisions—
increasingly fails due to the rejection of symbolism
by the local population. The formation of a viable
brand is only possible when residents perceive them-
selves as co-authors of the sign, which highlights the
necessity of utilizing participatory design (co-design)
methods at all stages of the project.

The article goals and objectives formulation.
The objective of this paper is to theoretically sub-
stantiate, develop, and verify a methodological model
of participatory design for creating a corporate sign
for a territorial community in Slobozhanshchyna,
thereby balancing the region’s historical and cultural
authenticity with the requirements of universality,
adaptability, and digital functionality. To achieve this
goal, a series of interconnected research tasks are
addressed. First, the theoretical foundations of the
interdisciplinary discourse surrounding territorial
branding are outlined, identifying the role of visual
constants in strengthening the institutional agency of
municipalities. The subsequent stage involves con-
ducting a semiotic analysis and deconstruction of the
visual codes of Slobozhanshchyna to isolate graphic
invariants for contemporary design. Based on these
findings, an empirical model of participatory design
(co-design) is developed to facilitate the direct co-
creation of the community sign by its residents. Fi-
nally, integral criteria and analytical metrics are pro-
posed to evaluate the viability of municipal logos
within a “screen-first” environment.

Analysis of basic research and publications.
The theoretical foundations of the interdisciplinary
discourse surrounding territorial branding are ex-

plored in the works of Almeida (2023), where the au-
thor emphasizes the necessity of systematically inte-
grating sociocultural and economic factors to capital-
ize on a region’s intangible assets. The direct impact
of a shaped destination image within the broader ter-
ritorial brand on regional development is compre-
hensively analyzed by Almeida and Almeida (2023),
substantiating the strategic importance of a location’s
graphic representation. Concurrently, the specifici-
ties of positioning low-urbanized territories based on
the population’s self-identification processes within
contemporary Ukrainian society are investigated by
Hlynskyy and Hirna (2022).

The challenges of the digital transformation of
signs and the transgression of standard graphic solu-
tions are raised by Adaku and Obi-Emeruwa (2026),
who demonstrate how communication constructs,
shapes, and transforms brand identity in the era of
digitalization and screen-centric information percep-
tion. The consumer perception of sign morphology,
particularly the so-called “visual thickness effect” of a
logo and its direct correlation with strengthening per-
sonalized brand traits, was experimentally substan-
tiated by Eyni et al. (2023). Current trends toward
maximal geometric simplification, conciseness, and
rationalization of forms in emblem design are high-
lighted in a fundamental study by Shilpa and Hareeth
(2024), where the authors prove that a minimalist ap-
proach is non-alternative for ensuring the modern
functionality of signs. Additionally, how the broader
visual context of the environment directly structures
and transforms the audience’s primary response to
corporate identity systems and logos is thoroughly ex-
amined by Wertz (2023).

The cultural and historical dimension of sign de-
velopment requires the integration of local heritage.
The mechanisms of tourism destination development
through the utilization of Ukraine’s intangible cul-
tural heritage as a primary tool for creating a unique
ethnocultural brand are analyzed in detail by Anto-
nenko (2024). The spatial dimensions and model-
ing of the revitalization of industrial and specific lo-
cal territories in Ukraine through cluster approaches
are studied by Merylova (2024). The interconnect-
edness between city branding, regional identity, and
public space through the prism of revealing histor-
ical and cultural symbols in the architectural land-
scape was thoroughly investigated by de Jong and
Lu (2022). From the perspective of preserving the
authentic component, the principles of cultural sus-
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tainability and reflection on traditional crafts and sus-
tainable development models are represented in the
works of Brown and Vacca (2022).

The transition to participatory design necessi-
tates a revision of interaction theories. The phe-
nomenon of value co-creation within online commu-
nities and during service interactions is described
in detail by Chapman and Dilmperi (2022). In turn,
the current state of brand community research, lit-
erature systematization, and future research vectors
in this domain were compiled into a large-scale ma-
trix by Bhattacharjee et al. (2022). The issues of di-
rectly engaging the collective artistic creativity of res-
idents, capacity building within the community, and
community-based sustainable tourism are studied by
Moayerian et al. (2022). The practical aspect of en-
hancing the marketing skills of local business com-
munities through specialized training in logo devel-
opment was demonstrated by Ranuharja et al. (2023).

The impact of specific geometric elements and
logo shapes on city brand knowledge and awareness
was empirically tested by Zhang et al. (2025). A
comprehensive literature review on the specifics of
how diverse logo shapes influence branding in non-
governmental organizations and civil associations
was conducted by Ting et al. (2025). Contemporary
European experience in implementing emblems as
key elements of municipal identity, using Budapest
districts and Hungarian cities as case studies, was doc-
umented in detail by Papp-Vary and Gajata (2025). Fi-
nally, the acute applied issues of substantiating the
prospects for the physical and mental reconstruction
of territorial communities, using the example of the
Kharkiv region under constant pressure from secu-
rity challenges, became the object of study for Dym-
chenko et al. (2025).

Presentation of the main material. In the con-
temporary paradigm of regional development, a com-
munity’s corporate sign ceases to be a mere emblem
or a property marking tool. Instead, it becomes a cru-
cial mediator that translates complex sociocultural
narratives into the language of visual imagery in-
telligible to every participant in communication. A
structured symbolic space serves as a robust foun-
dation for the collective identity of territorial com-
munities. If a territory lacks a professionally devel-
oped graphic concept, it risks remaining an object
of external stereotypes or becoming entirely “invis-
ible” within the digital information field, where the
absence of a distinctive style is equated with institu-
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tional immaturity.

The implementation of participatory design fun-
damentally alters project logic: design acts as the
graphic embodiment of a “social contract”, wherein
aesthetics becomes an instrument of democratization
and transparency for municipal authorities. The par-
ticipatory process ensures the legitimization of the
community’s agency in the eyes of its members, trans-
forming a formal amalgamation of settlements (re-
sulting from administrative reform) into a vibrant
community united under a shared symbolic roof. Res-
idents evolve from passive “inhabitants of a territory”
into active “community brand ambassadors”. Sys-
temic development management, codified in a brand
book developed on a participatory basis, guarantees
the long-term stability of the destination image.

During participatory sessions with the residents
of Slobozhanshchyna, three key layers of historical
and cultural heritage were isolated as sources of
graphic metaphors. The first is the military-heraldic
layer of the Cossack era, where regional symbolism
originates from the banners of the Sloboda Cossack
regiments (Kharkiv, Okhtyrka, Sumy, Izium, and Os-
trohozhsk), and the semiotic analysis of these em-
blems captures a palette and a set of figures domi-
nated by images of weapons, celestial bodies, and pro-
tective elements. The second vital source is ornamen-
tation and folk art, particularly Slobozhanshchyna
embroidery and weaving, which are characterized by
an “airy” and sparse quality of forms, the widespread
use of the “white-on-white” technique interspersed
with red dye, and the “tree of life” motif as the pri-
mary semantic core. The third component is defined
by the architectural landscape of “Slobozhanshchyna
Baroque”, where the geometry of multi-tiered domes
and the characteristic plasticity of the facades of local
churches generate a unique silhouette rhythm based
on vertical axes.

The specific nature of community corporate sign
design requires a delicate combination of Cossack
archetypes of security with a modern vision of invest-
ment openness. The path to harmony lies through ge-
ometric reduction and semiotic purification: the de-
signer isolates the core compositional principle and
transforms it into a concise vector form stripped of
redundant decorativeness. The coloristic concept of
Slobozhanshchyna gravitates toward light combina-
tions, dominated by silver (white) combined with
azure and gold. Regarding typographic culture, the
lettering in the documents of the Cossack starshyna
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(officers) dictates a rejection of standard system fonts
in favor of customized display typography solutions.

Based on the synthesis of research experience,
a three-level model of participation in the process of
territorial sign creation has been developed. The first
phase is the stage of diagnosis and meaning collec-
tion, during which open surveys of residents are con-
ducted regarding their psychological perception of lo-
cal identity to uncover internal archetypes (the image
of an open steppe horizon, a cozy home, or Cossack
resilience). This is followed by co-design workshops,
which involve the collaborative work of designers,
activists, and municipal representatives; here, resi-
dents create collages and formulate semantic maps
of the territory, helping to dissolve communication
barriers and neutralize conflicts between marketing
and authenticity. The final phase is the stage of ex-
pert refinement and digital adaptation, where the de-
signer translates the concepts developed by the com-
munity into professional graphic solutions; within
this phase, the contemporary “screen-first” environ-
ment imposes rigorous demands, requiring the sign
to maintain recognizability in a favicon format, scale
correctly on smartphone screens, and be suitable for
vector animation. To evaluate the viability of a cor-
porate sign developed according to the participatory
model, a system of integral criteria (based on the se-
mantic differential) is proposed, which possesses a
generalized variation of presentation:

Logo Viability Index (LVD) =(A+F+S+D)/4

Where A (Authenticity) represents the level of align-
ment with the region’s historical codes (evaluated
by local historians and residents); F (Functionality)
denotes ergonomics, geometric clarity, and legibility
at ultra-small scales (evaluated by the design com-
munity); S (Social Appropriation) indicates the de-
gree of residents’ willingness to utilize the sign as a
marker of their “own” space (determined via socio-
logical surveying); and D (Digital Adaptability) signi-
fies the technological suitability for interface deploy-
ment (Favicon, UI/UX, and animation). The applica-
tion of this model in the process of revitalizing the
symbolic space of Slobozhanshchyna communities al-
lows transforming a graphic sign into an effective in-
strument of social integration, which is highly essen-
tial for restoring and stabilizing the vital activity of
the affected territories.

Conclusions. The role and strategic significance
of visual identification in the process of building capa-

10

ble and self-sufficient municipalities within the con-
text of the decentralization reform in Ukraine were
analyzed, enabling the determination of the terri-
torial community corporate sign’s evolution from a
static decorative emblem to a dynamic mediator of
sociocultural narratives and the graphic equivalent
of a new social contract. The investigation of Euro-
pean and domestic experiences demonstrated that a
cohesive, professionally developed identity system is
a fundamental component of humanitarian security,
an instrument for protecting the symbolic space of
frontier regions, and a critical factor in capitalizing
on a territory’s intangible assets within external and
internal investment markets.

The semantic structure and specific features of
the graphic codes belonging to the historical and geo-
graphical space of Slobozhanshchyna were revealed
through a profound deconstruction of its sociocul-
tural heritage; as a result, three foundational lay-
ers of graphic invariants were isolated: the military-
heraldic signs of the Sloboda Cossack regiments, the
delicate and sparse compositional rhythms of tradi-
tional folk art featuring the tree of life motif, and
the vertical silhouette axes of Slobozhanshchyna
Baroque architecture. Through the application of
semiotic reduction and geometric modeling tools,
the study demonstrated a mechanism for purifying
these historical markers of redundant decorative-
ness, thereby enabling the successful conversion of
multilayered ethnocultural metaphors into concise,
recognizable, and modern vector forms.

A conceptual three-level model of participatory
municipal sign design was substantiated, integrating
the collaborative activities of three key stakeholder
groups: local residents, local self-government repre-
sentatives, and expert designers, wherein the model’s
logic entails sequentially passing through the stages
of primary diagnosis of sociocultural meanings via
mental mapping tools, collaborative generation of vi-
sual metaphors during co-creation workshops, and fi-
nal professional refinement of the sign. Furthermore,
a system of analytical evaluation metrics—the Logo
Viability Index—was substantiated based on the in-
tegral calculation of four interconnected parameters,
including the authenticity, functionality, social appro-
priation, and digital adaptability of the graphic form.

It was proven that utilizing participatory design
methods during corporate sign development is an
obligatory and non-alternative condition for over-
coming local identity crises and preventing the so-
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ciocultural rejection of symbolism, since the direct
engagement of community members in co-creation
processes transforms passive inhabitants into active
ambassadors of the territorial brand and ensures the
emotional appropriation of the territory’s symbolic
capital. The practical implementation of this model
within the framework of postwar reconstruction and
revitalization of the Sloboda region allows for the cre-
ation of a resilient, flexible, and technologically adap-
tive visual communication system oriented toward
digital interfaces, which will serve as an effective tool
for social integration and the sustainable socioeco-
nomic development of territories.

Prospects for future research. Prospects for
future research in this direction are associated with
expanding the scope of the proposed participatory
model and adapting it to the conditions of the dy-
namic, cross-media, and inclusive environment of
contemporary communities. Further scientific in-
quiry should focus on examining the specifics of de-

ABTOpPCHKi BHecKH 3rifHo 3 CRediT

ploying digital ecosystems for territorial branding by
incorporating generative artificial intelligence tools,
which will allow for the automation of the initial
stages of semantic coding of local meanings without
losing their unique cultural authenticity. Another
crucial vector for future investigation involves devel-
oping applied solutions for creating a dynamic (gen-
erative) community identity capable of flexibly alter-
ing its visual parameters depending on the current
communication context, socioeconomic priorities, or
security factors. In addition, expanding the proposed
metrics system (LVI) by integrating cognitive analysis
methods and neuromarketing tools (specifically, eye-
tracking and emotional response analysis) will hold
significant scientific and practical value; this will en-
able a more precise prediction of the long-term per-
ception level of the new symbolic capital by both ex-
ternal investors and immediate members of territo-
rial communities within the context of global digital
competition.
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