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ABSTRACT

In recent decades, there has been seen a rapid growth in the tourism industry represented in the
number of destinations available to tourists. This is due to the active growth and development of
world tourism. Despite the positive trend, there is a loss of individuality and identity of the
territories. In other words, a tourist destination becomes easily replaceable. To prevent this, an
integrated promotion of territories is necessary. So, one of the integrated tools is the event
marketing. Events deserve the most attention when developing a campaign to promote locations,
since a widely promoted event itself becomes a brand, which allows it to be widely used in the
construction of a further location strategy. In the paper there is a conclusion that when developing
event promotion of locations it is necessary to rely on the cultural identity of the territory.
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RESUMEN

Enlas dltimas décadas, se ha visto un rdpido crecimiento en la industria del turismo representada
en la cantidad de destinos disponibles para los turistas. Esto se debe al crecimiento y desarrollo
activo del turismo mundial. A pesar de la tendencia positiva, existe una pérdida de individualidad
e identidad de los territorios. En otras palabras, un destino turistico se vuelve ficilmente
reemplazable. Para evitar esto, es necesaria una promocion integrada de territorios. Entonces,
una de las herramientas integradas es el marketing de eventos. Los eventos merecen la mayor
atencién al desarrollar una campaifa para promover ubicaciones, ya que un evento ampliamente
promocionado se convierte en una marca, lo que le permite ser ampliamente utilizado en la
construccién de una estrategia de ubicacién adicional. En el documento se llega a la conclusién
de que al desarrollar eventos de promocién de lugares es necesario confiar en la identidad
cultural del territorio.

PALABRAS CLAVE: Marca, Territorio, Ubicacién, marketing de eventos, identidad cultural,
destino.
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INTRODUCTION

According to the United Nations Tourism
Organization, there are more than 100,000
territorial units in Russia that compete daily.
The number of world tourist destinations is
thousands of times larger, with each tourist
destination striving for self-preservation and
development (Anholt and Hildreth, 2004).

In this regard, the role of differentiation
and individualization of territorial entities of
an international, national and regional scale
is growing. Each territory seeks to take advan-
tageous positions in the struggle for financial,
labor, investment resources, as well as tourist
flows (Kavaratzis et al, 2015; Kavaratzis and
Ashworth, 2005). Thus, the modern tourist
market can be characterized as a competitive
struggle between tourist centers. In order to
maximize the benefits of a region’s domes-
tic tourism policy, including increasing the
amount of financial expenditures, the survey
on the influence of marketing (in particular,
the event marketing) on developing the po-
tential of a territorial brand becomes a priori-
ty for local administrative structures.

METHODS

System analysis made it possible to decom-
pose the notion of event marketing into com-
ponents and clarify its essential characteris-
tics. Functional analysis of the geo-branding
concepts allowed the main ways of its reali-
zation to determine (Moilanen and Rainis-
to, 2008; Zenker et al, 2017). A comparative
analysis of the implementation effectiveness
for a set of measures to promote the territo-
rial brand of Tatarstan and Udmurtia and a
sociological survey made it possible to iden-
tify the main criteria for the effectiveness of
promotion of territorial brands.

RESULTS AND DISCUSSION

The need of locations for their own brand
and its promotion has recently become espe-
cially acute. Modern business development
conditions, globalization and development of
the information society require the territories
to correctly build their positioning and be
distinguished among many competitors.

Among other things, there has emerged a
need to use all possible ways to attract con-
sumers. In the struggle for the attention of
the audience, it is not enough for territorial
brands just to offer a quality tourist product,
it is necessary to promote it qualitatively. One
of the ways of promotion can be called event
marketing.

The event marketing is a relatively new phe-
nomenon in marketing, and there is no uni-
versal definition for marketing. Therefore,
the theoretical substantiation of this concept
becomes important. Defining the essence of
event marketing, one cannot but consider the
basic approaches to the definition of marke-
ting itself.

Thus, Philip Kotler defines marketing as
“a social and managerial process through
which individuals and groups of individuals
meet their needs and demands by creating
goods and consumer values and exchanging
them” (Kotler et al, 2002). Accordingly, the
purpose of marketing is to meet the needs of
customers. So, the most important concepts
of marketing are the needs, demands and re-
quests of a person”. This definition well des-
cribes the essence of marketing, but does not
fully disclose it.

Here is another interesting definition of
marketing, which was given in 1973 by John
A. Howard of Columbia University. Marke-
ting is a process consisting of: “(1) determi-
ning the needs of a buyer, (2) understanding
these needs in terms of the organization’s
production capabilities, (3) bringing this un-
derstanding to the relevant persons in the or-
ganization having the right to make decisions,
(4) comprehending expected consequences
from the point of view of previously defined
customer needs and (5) bringing this concept
to customers” (Rice and Trout, 2006).

Other authors, in particular K. Gronros,
consider marketing as a communication sys-
tem. “Marketing is called upon to establish,
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maintain and strengthen relations with con-
sumers and with other partners on the basis
of the mutual benefits of all parties involved
in the process. This goal is ensured by mu-
tual exchange and fulfillment of obligations”
(Baker, 2002).

By combining those two concepts, event
and marketing, we can consider event mar-
keting as a set of events organized to promote
brands through mass, creating “wow effect”
of the original events.

Feature of event marketing is that it is fo-
cused on interaction with the audience and
involves a personalized approach to the target
audience. Unlike traditional methods of pro-
motion, which impose information on a con-
sumer and force one to purchase a particular
product, event marketing allows an opinion
to form about a product or brand after direct
contact. Accordingly, the main task in the de-
velopment of an event, the goal of which is
to promote a territorial brand, is to create a
favorable environment, to evoke the emotions
of involvement of the target audience in the
promoted territorial brand.

The success of special events in brand pro-
motion is related to the fact that they are rele-
vant to significant changes in the demand for
entertainment events. They are short-term,
easily accessible, and quite flexible in terms
of time and offer recreation options for an au-
dience of all ages.

To date, the world has many territorial en-
tities, namely, cities that specialize in recrea-
tional activities and get by on their earnings
from them: cinematographic festivals in Ber-
lin and Cannes, “Cannes lions”, February
carnivals in Venice. While some events help
attract a certain audience of potential con-
sumers, others unite tourists and residents
of the territory. A special niche here is oc-
cupied by sporting events. For example, the
following events were held in Tatarstan: the
2013 Summer Universiade, the FINA World
Championships in Water Sports, the Euro-
pean Badminton Championship, the 2018
FIFA World Cup and the Confederations Cup
football matches, All-Russian sports com-
petitions and other events. Carrying out of
events of this level allows Kazan to form the
brand of the sports capital of Russia, as well
as to attract tourists and investments, to rai-
se its status and to provide a mention of the

region in the international information field,
what guarantees recognizability of the terri-
tory.

Large-scale global events give the territo-
ries an opportunity to promote and enhance
their touristic attractiveness. However, such
measures produce a short-term effect if are
not provided for in the long-term strategy re-
lated to the current social and economic si-
tuation and basic values. These events should
also be supported by residents of the location.
Even not very large cities and, moreover, the
villages today use the tools of event marke-
ting, organizing their festivals. Events can co-
rrespond to the brand of the city and provide
economic profit and investment for the city,
and promote the creation of the image of the
territory through their media coverage.

The effect after an event is achieved if the
event marketing is organized correctly, and
if the target audience corresponding to the
event is selected. With the help of compe-
tently conducted event marketing, you can-
not only strengthen the influence and brand
awareness, but also make the event a brand.

Carrying out an analysis of territorial
brands such as the Republic of Tatarstan, the
Republic of Udmurtia, we came to the con-
clusion that the effectiveness of event mar-
keting will depend on such characteristics as
cultural identity. This characteristic should
be taken into account in the development of
their territorial brands and their promotion
with the help of such tools as event marke-
ting.

Today, many regions of the Russian Fede-
ration are in the search for positioning the
image of the territory. So, for example, in
the territory of Udmurtia the target program
“Development of internal and incoming tou-
rism of the Udmurt Republic for 2012-2018”
is being implemented. The main objective of
this program is to combine state, investment,
and information resources with the aim of
forming a sustainable touristic image of the
region and its promotion. As a result of the
implementation of the tourism development
program in Udmurtia, the region participa-
tes in Russian and international exhibitions
and develops PR and advertising companies.
Annually a contest for the best brand in the
Republic of Udmurtia is held in the region.
This suggests that the region seeks to evade
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the military oriented brand. In addition, this
shows that the region, namely the image de-
velopers have not chosen a new “object” as the
basis for the image and they are in the search
stage.

In October 2016 the All-Russian Center
for the Study of Public Opinion conducted a
survey “Youth and its nationality.” According
to the results of the study, it turned out that
about 48% of the population of Udmurtia at
the age of 15-20 years could not name 10 di-
fferent cultural places of the region. Only 12%
percent were able to answer correctly ques-
tions on the history of the Udmurt Republic.
The survey involved 2,946 people, 74% of the
respondents indicated in the questionnaire
that they are representatives of the Udmurt
people. At the same time, 32% of Udmurt
respondents admitted that they do not know
their native language (Sociological study of
the All-Russian Center for the Study of Public
Opinion “Youth and its Nationality”, 2017).

In our opinion, the task of cultural educa-
tion of the population, its introduction to the
historical and cultural heritage of Udmurtia,
must be paramount in this situation.

A similar survey was conducted in the Re-
public of Tatarstan. More than 6,500 students
of the Kazan (Privolzhsky) Federal Universi-
ty took part in the survey. According to the
results of the survey, the following regulari-
ty was revealed: Tatar speakers are, to a large
extent, representatives of rural settlements,
rather than townspeople. When asked about
the Tatar cultural figures, 97% of the students
named the writer Gabdulla Tukaya, the poet
Musa Jalil, the choreographer Rudolf Nu-
riev, the opera singer Feodor Chaliapin. Less
than 2% of the respondents named composer
N.G. Zhiganov, artist I. Shishkin. More than
95% answered correctly the questions about
the cultural and historical values of the Re-
public of Tatarstan (Sociological study of the
All-Russian Center for the Study of Public
Opinion “Tatarstan’s Youth Policy”, 2017).

Fruitful work on the image of Tatarstan be-
gan in 2005 in preparation for the celebration
of the millennium of the city of Kazan. Then
the work continued on the eve of the prepara-
tion for the presentation of Kazan as a venue
for the Summer Universiade 2013 - XXVII
International Summer Student-Youth Sports
Competitions.

In the middle of the 2000s, the leadership of
the Republic of Tatarstan decided to develop
the tourism industry in the region. The goal
is to form a tourist product on the basis of the
cultural and centuries-old historical heritage
of Tatarstan. The idea of developing the in-
frastructure of Kazan as a center of the cultu-
ral environment of the region and municipal
districts was embodied as part of the program
to popularize Tatarstan among tourists.

In addition to improvement and infrastruc-
ture development, much attention is paid to
Tatarstan’s own brand. It should be noted that
the formation of the image of the territory in
the consciousness of the external audience
should be coupled with the internal percep-
tion of the territory by the local population.
Tatarstan, like the other national republics of
Russia, has a multiethnic population with a
special ethnics and cultural eclecticism. It is
impossible to create a balanced, harmonious
image without resorting to the cultural iden-
tity of the region. Tatarstan has conducted a
large internal political work to unite the po-
pulation around the cultural identity of the
Tatarstanians. This became one of the key
moments in the modern brand of the Republic
of Tatarstan.

To date, Tatarstan has two brands. The first
was developed in 2014 and is called “The Le-
gacy of Tatarstan”. A few years later a second
brand “Visit Tatarstan” appeared.

According to the concept, the tourism deve-
lopment program “Visit Tatarstan” and work
to promote Tatarstan as a tourist product is
divided into external and internal directions.
External activities include the formation of
effective communication between represen-
tatives of the tourist destination and poten-
tial visitors, as well as the implementation of
a set of marketing activities. This is possible,
since specialists carry out planned marketing
and research work in the field of promotion
and establishment of relationships between
business representatives, as well as between
consumers and businessmen. Partner marke-
ting projects arise and are being implemented
within the framework of external work.

An essential advantage of this concept is its
global nature. “Visit Tatarstan” has a long-
term perspective and covers all segments of
the tourism industry in the region, including
related industries. The main mission of the
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“Visit Tatarstan” program is to preserve the
identity and cultural identity of the territorial
community of Tatarstan.

Content analysis of the media field of the
Udmurt Republic conducted revealed the fo-
llowing factors of recognizability for the ima-
ge of the territory:

+ Designer and gunsmith M.T. Kalashnikov.
« Composer P.I. Tchaikovsky.

« Skier G.A. Kulakova.

« Writer N.A. Durova

The cultural policy of the Udmurt Republic
aims to enclose the traditional culture of the
indigenous people of the region in a brand.
The following mass celebrations are held to
strengthen the ethno-cultural component of
the Udmurt people:

+ “Gerber”
» “Semyk”

o All-Russian Folklore Festival of Fin-
no-Ugric Peoples “Vorshud”

» International Buran Festival of Folk Cul-
ture

o International Finno-Ugric Festival of
Youth Ethnic Culture “Palezian”.

One of the most visited and widely publici-
zed in regional media was the festival “Har-
mony in Diversity”. The first festival took
place in 2015. Within the framework of the
festival there was an exhibition site “Hospi-
table Udmurtia”, an open national Udmurt
cuisine, an exhibition stand of children’s
drawings on the theme “My Udmurtia”, a cos-
tume photo shoot, and an exhibition of folk
crafts. The next year the festival was repea-
ted. If in the first year of the festival, it had
a youth-student nature and was organized at
the expense of public organizations and pri-
vate investors, in 2016 the event received the
official status of the festival.

However, despite the seeming popularity
of the festival “Hospitable Udmurtia” against
the background of other events held in the re-
gion, the effect of the festival is not fixed. In

the Udmurt Republic, there is no strategy for
maintaining the cultural identity of the peo-
ples living in the region. The authorities of
the region pursue the goals of increasing the
tourist flow, attracting investors, but do not
form targeted programs for the development
of cultural landmarks of the local population.

SUMMARY

Thus, it can be concluded that when carr-
ying out mass events on a territory, the cen-
tral place should be occupied by the brand of
the city, the events should promote the crea-
tion of the image of the territory by means
of information coverage in the media. The
effectiveness of an event depends on the right
allocation of the target audience, the choice
of communication channels, the timing of
the event, organization and coordinated work
on its conduct. At the same time, it should be
borne in mind that promotion of the brand
in the external environment is possible if the
perception of the brand of the territory by its
residents is favorable.

In the context of the promotion of the terri-
tory, cultural identity becomes an invaluable
resource for shaping the image of the region,
i.e. attractiveness of the territory.

CONCLUSION

The role of the event marketing in the acti-
vation of the promotion of territorial brands
is extremely important: events can be percei-
ved as interesting festive events for the au-
dience and provide a positive attitude to the
territory. In addition, a well-promoted suc-
cessful event itself turns into a brand, which
makes it possible to actively exploit it when
building further from the strategy of territory
promotion.

Currently, there is a variety of marketing
tools used to promote the territory. It inclu-
des not only advertising and PR campaigns,
but also tools to stimulate sales, direct mar-
keting, Internet promotion and product pla-
cement. In this case, event marketing can
use integrated mass communications, rather
than separate disparate marketing tools. This
concept allows marketing message to poten-
tial tourists to communicate by using diffe-
rent sources. In addition, integrated marke-
ting communications unite all resources with
one common goal.
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