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Theoretical and methodological aspects of the sports and event marketing

The article describes the theoretical and methodological aspects of the organization and“eonduct of major in-
ternational sports events as large-scale sporting mega-events. During large-scale sporting mega-events, such
as Olympic Games, the Universiade, the World Cup, the countryshows,its level, becomes a financial center
and promotes dynamic development of the cities, regions, welfare of the'people, formation of culture. In the
course of conducting mega-events new conditions, cultural and entertainingyplaces are created for citizens,
sports constructions are built, the cities and regions are changed. Thanalyzes the programmed content of
sports and event marketing, which is characterized by specifi¢) unique*features, revealing the geographical
and national identity of the city and the area where the eventis held.

Key words: event, regional image, sports and event/marketing, franchising, branding, marketing programme,
mega-event.

Location of major international sporting events in the capitals, in a specific city or country - a topical
issue of the sports industry, which affe€ts for prioritization in the positioning of the territory, creating an
image, awareness and maintaining the reputation within the major sporting events. Such events are becoming
brands of territories; they are working te,improve the reputation of the host sporting events in the eyes of the
world community and the local population} in case it is carried out to the highest quality standards.

Today we can observefa strong tendency to increase the social and cultural role of sport as a social
institution, as a cultural phenomenon. Success in formation of image of the territory mainly depends on to
what extent consciougfforminglimage of subject of a certain area will comply with, on the one hand, its ob-
jective qualities, and on the other hand - the expectations and demands of the target audience. It should be
remembered thatftheyeffonts™to organize and conduct large-scale events are always accompanied by certain
risks and thredts,suchas the capital intensity of the event, limited resources and low demand for facilities
after the eventy It'1s, very important to preserve the good reputation of the upcoming events among the local
population, bécause successful presentation of the event by the city will depend on every citizen.

The question of social identification of the population and territories through technology in the course
of lagge-scale sporting events needs the active promotion, meaningful and effective promotion of the infor-
mation, as well as strengthening the positive reputation of the areas within the events worldwide.

The quality of infrastructure in the region indicates its potential for growth in the long-term period.
Investments in the construction of infrastructure for large-scale sporting events can accelerate economic
development for decades ahead. Transformations associated with the creation of a well-designed infrastruc-
ture for major sporting events such as the World Student competition (Winter and Summer Universiade), the
Olympic Games or the World Cup provide long-term economic, demographic and social impact throughout
the region. The way in which public authorities - at national, regional or municipal level - are planning to use
the built infrastructure, could have an impact on the region's development in the long- term period.

As a practical study of the material there were used examples of the active participation of the cities
of Kazakhstan in the organization and carrying out on its territory of large-scale sporting events, which affect
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not only the development of sport in national and international scale, but also create favorable conditions for
investment in the tourism industry of the country. Improving the country's image and building brand of the
cities with the help of a sports component can be carried out at the focus of such international sporting events
like the VII Asian Winter Games Almaty-Astana 2011, Grand Prix Judo 2016 and Winter Universiade,
which will take place in 2017 in Almaty. At the same time there is a need for the development and promotion
among the population the idea of creating the image of the territory and its positioning as the benchmark for
sports and tourism development [1].

Creation an image of its territory and increasing of awareness by sporting events are a multi-faceted and
complex task. In Kazakhstan, these processes are characterized by the formation of the image, debunking of
stereotypes, formation of fundamentally new ideas and views, both the international community and the
population in the country.

The aim of this work is to study the role of sports and event marketing in brand building of the city and
the region's development.

Research objectives:

1. The analyze of the scientific literature on branding of the regions, event and spopt§ marketing;

2.To identify the current problems, particularly, trends and prospects of development off event market-
ing on the example of Almaty and Astana;

Methods of research: analysis of the scientific and methodical @nd speéial] literature, study of
normative documents.

Results of research: The events in modern conditions are becomingja necessary part of public life, in
which there is growing interest in the city to attend sporting contests, sports performances, congresses,
conferences, festivals and forums. Event is a planned activitythat decurs in a‘specific time period and for a
specific purpose and has a particular resonance for society. Eyentsicould be in different scales, levels and
directions [2].

Event marketing is a fast-growing segment, whose sharéyamong the other marketing tools today is
close to 50% [3].

In our opinion, the types of event marketing cangbe €lassified as follows (Figure 1).
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Figure 1 - Classification of event marketing

Each event has its own brand, its technology, its target audience. Event is also a product that needs spe-
cial measures for promotion. One of the methods of promoting events can be a franchise.

Event franchising is a duplication of the format of certain public events in another territory, with the
preservation of the original brand name, logo, mission, concept and format of the event. The basic principle
of event franchising is built on precisely copied successful events, which has as a successful technology and
a recognized brand. In fact, any successful event can be copied [4].
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Among the most famous sporting events, event-driven mega-brand can be called the Olympic Games,
which are elements of franchising event. The owner of the franchise, the International Olympic Committee,
assign rights to hold the event in a certain area, the logo, the unique format of the event organizing commit-
tee of the host country. The host country receives events for temporary use a well-known brand, proven
technology, and various instructions, and most importantly - millions of customers. In this case, the IOC acts
as the event of the franchisor and the country - as the event franchisee.

Today, there are few publications containing a methodology to assess the effectiveness of marketing
events. Few questions are investigated systematization of tools for promoting urban brands, measuring the
value of brands, the effectiveness of branding and event marketing. It should be noted that issues relating to
the essential aspects of the branding of territories, sporting event marketing, marketing communications ef-
fectiveness, remain poorly understood.

Sports and event marketing as the strategy and tactics of promotion of the territory

International sporting events such as World and Continental Championships, Olympig,Games, Youth
Olympics, the Universiade attracted the attention of millions of people in the context of globalization has
gained new meaning. In economic terms, the disappearance of spatial boundaries increa§ed the sensitivity of
equity to local differences, the consequence of which was the growing competitiontbetween regions for
potential investors, employees and tourists. Having won the competition at thegStage ofyeonsideration of
applications and having succeeded in preparing prestigious landmark events the city has, to‘promote, adver-
tise and position itself as a winner.

The growing relationship of sports and event marketing has led to mtensification of the search possibili-
ties of using their potential in stimulating the development of certain areas.

The concept of sports and event marketing is a synthesis of /definitions ofisports marketing" and "event
marketing". Sports and event marketing - a complex of measures @imed at promoting the brand through
sports events that attract the attention of a large number of the target audience, as well as stimulate the flow
of investment [5].

This is one of the most effective tools for creating, and maintaining the image of the territory, and
therefore it has been proposed to define sports event marketing from the perspective of geobranding. Sports
and event marketing is a kind of marketing activitie§ aimed at'the planning, preparation and implementation
of activities of sporting nature, which, in its turn, contribute to the branding of the host city of event.

Implementation of major sporting events} spotting events such as the Olympic and Paralympic Games,
allows to accelerate the development of cities and regionsthe territories as a whole, to change the quality of
the urban environment in accordance with the“prin€Ciples of sustainable development, to improve the living
conditions of people and to generate signifiecant financial and humanitarian heritage. Almaty example shows
how the Games contribute to the development of city infrastructure, as well as its cultural, educational and
social components. And it is impoxtant tolemphasize, as the sustainable development - it is not only tangible,
but also spiritual part of sociefy

In particular sports mega<events are a tool for a number of features, confirmed the practice of many
years. Such events attra@étladditional investments from a variety of sources - public, private, foreign. The
process of preparation involves a lot of creative people, there are flows of information and knowledge that
allows you to isolate and use the most effective approaches and innovations. In addition to this, when it
comes to national prestige, the motivation of organizers is very high, and all stakeholders are involved in the
process. As_aresult, typically it occurs synergistic effect, is accelerated solution of the problems which takes
considerably more time in normal practice.

Therefore, under current conditions the main task in the organization of mega-events, in addition to the
actual sporting'cvent, is to use its potential for the development of the host city, region and the country as
awhole.

The development of sports and event marketing involves the following: the formation of institutional
and economic environment for the creation and functioning of regional tourist complex, based on the
maximum use of the resource potential and terrain; development of event-related activities in the region; de-
velopment of marketing and active promotional activities; creation of favourable conditions for increasing
the investment attractiveness of the region.

The concept of development of sports and event marketing - it is a strategic plan, for its formation it is
necessary to outline the main tasks that will contribute to the development of sports and event marketing in
the region. It is advisable to highlight three elements of the strategy of development of sports and event
marketing: development of infrastructure in the region, promotion of tourism products and encouraging con-
sumers. The important point is that without development strategy of sports and event marketing it is imposs-
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ible to form a concept of its development in the city and the region. The development strategy of sports and
event marketing are planning, legal aspects, political and economic situation, advancement.

The infrastructure of sports and event marketing: sports movement, sports venues, safety, innovation
and information technology, media work.

Problems of sustainable development of the city in the context of the preparation and conduct of major
sporting events.

Kazakhstan with its unique resource potential is a great opportunity for the development of cities and
regions with the help of sports events, especially in regions where the infrastructure is poorly developed, and
at the same time there is a huge untapped potential for recreation.

Today, there is a problem of formation of an effective system of event marketing and further prometion
of Kazakhstan in the event-driven market.

In this connection it is necessary to consider in more detail the reasons hampering theddevelopment, of
event marketing in Kazakhstan. Subjective reasons include: weak or no deliberate policy ef the executive
authorities of positioning the country as the venue for the events of event scale; lack of interest among
Kazakhstani organizations and their representatives to participate in international associations,to‘promote the
Kazakh cities and regions as the venue of the event marketing activities; lack of profe§sional ‘database, open
to interested international organizations representing the possibility of Kazakhstanigeitiestandsegions to con-
duct activities on event marketing in accordance with international norms and rulés.

Objective reasons are visa formalities. Kazakhstan has a visa regime for most of the world, which great-
ly complicates the participation in contests of event marketing of external audienees, and thus slows the
brand promotion of Kazakhstani cities and regions on the external market.

The efforts of regional authorities with an interest in the successful develepment of the region should be
aimed at improving the industrial, social, institutional and eawirofimental infrastructures of the region, to
establish and maintain its image as a means of attracting investment toithe region. In other words, the region
must become a place of realization of marketing programmes, andybusinesses in making the product sold on
the domestic and international market.

The programme aimed at the development of cities and regions should include the following items: de-
velopment of event-related activities in the region, créatien ‘and development of event-urban centers, tourist
routes, according to their kinds, the season, interests of thevarious categories of target audience, focused on
specific localities, architectural, construction faeilities; development of marketing and active promotional
activities; employment of local population throughitheddevelopment of sports infrastructure of cities and
regions, establishment of elements of a sportsycomplex i1 the service sector; creation of favourable condi-
tions for increasing the investment attraCtiveness‘of the region through the implementation of adapted to the
international standards of economicgamechanisms, as well as fostering the development of sports tourism in
the region, creation of a modern, spart$ycenter, which requires a qualitative improvement in the service, to
achieve high flexibility in sports a¢tivitieSythe formation of a wide range of entertainment opportunities.

The main advantages of event marketing - all seasonality and, as a rule, high profitability. Some cities
in recent years have received @dequate experience in the preparation and implementation of international
sporting events, in particular thegAsian Winter Games 2011, held in Almaty and Astana. To achieve these
objectives in the areas of branding and the successful implementation of such large-scale projects it needs to
focus their effortsfon organizing, advertising and promotion. The coordination of these processes and long-
term planning §hould®be organized by the authorities. In addition, the organizers need to advance, at least
1-2 years tolaunch, an information campaign.

As d result, the organization of mega-events, new residential areas, infrastructure, recreation areas,
business and training centers that can significantly change the appearance of the city, improve the quality of
Itfe ofits inhabitants.

At the same time during mega-events there are not only advantages, but also disadvantages. One of the
main, negative factors are short-term sporting events. Even the most popular competitions, unless they are
held 1the same place year after year, may not recoup the capital investment. And if there is no understand-
ing, how this or that object will be run profitably in the long-term period, investors will not be of interest to
such events. Therefore, planning and organization of major events is important to consider the existing
positive and negative experience.

Conclusion.

Event marketing is a fast-growing segment, whose share among the other marketing tools today is clos-
er to 50%.

An important factor for sustainable development of the regions, preservation comfortable living envi-
ronment of the population is to maintain the sequence of events, providing the most efficient model exchange
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with the outside world. As the result, sustainable development paradigm enablesto transform major sports
events from the large-scale and popular events into the universal instrument of development.
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A.B. JlombioexkoB

CnopTThIK ic-IIapaibIK MAPKETHHITIH TEOPUSUIBIK-dAicTeMeMKIKbIPIapbI

Makanana ipi XalabIKapalblK CHOPTTBIK JKapbICTapAbl YHBIMIACTBIPY IKOHEHOTKISYKbIPIApEl MEH 9ic-
Tocinzepi amwbuiasl. Ipi JeHreine CropTTHIK ic-mapanapiasl ©TKi3y OGapbIChIH@ MBICAIBI, OJIUMIIHAIAIBIK
OMBIHAAp, YHUBEpPCHA/a, dJICM YCMITHOHATTAPbl MEMICKETTIH ICHPCHiH KOpCeTill, JKapKbl OpTaJIbIKTapbIHA
aifHanmagpl KOHE Kajalap/blH, OHIpJIEpAiH Te3 epKeHIeN HaMyBIHa,| XaIbIKThIH JKaKChl eMip cypylepiHe,
MOJICHN KaJbINITACyJapblHAa BIKIAIBIH THri3eni. Mera-mapanap/psl oTKi3Yh0apbIChIHIa TYPFBIHIAPFA KaHA
TYPFBUIBIKTBI JKailJlap, MOJICHHU-THIHBIFY OPBIHIAPBI, OKY, CIQPTTHIK, FlMaparTap Ooif KkeTepim, Kajla MeH
eHipiepre Kepik Oepeai. ABTOp ic-IIapanblK MApKETHHITIH KYPBUIBIMBIJKOHE OarIapiIaMachlH Tallall, JKapbic
OTIIl J)KaTKaH KaJIaHbIH ePEKILIEITIKTepi, FeorpadHsuIbIK KOHGYITIHIK BOSTYbl MCH ayMarbIH alllbIll KOPCETTI.

A.B. J1ousi0exoB

TeopeTnko-MeToaMYecKHe aCHEKTHI CIIOPTUBHO-COOBITHITHOTO MAPKETHHIa

B crarbe packpbIThl TeOpeTHUSCKHE U METOAMUESCKIE aclIeKThl OPraHU3allii ¥ MPOBEACHUS KPYMTHEHIINX MEXIyHa-
POAHBIX CHOPTHBHBIX COPEBHOBAHMIA, KAK MACHITaOHBIX CIIOPTUBHBIX Mera-coObITHiA. [I0M4epKHYTO, YTO BO BpeMs
MIPOBEICHHS KPYIHBIX CIIOPTUBHEIX MEPOHPHATHI, TAKUX KaK OJIMMIIMHACKHIE UIPHl, YHUBEPCHAla, YEMIIMOHAT MHUPA,
CTpaHa JIEMOHCTPHUPYET CBOH ypOBEHbB, IPEBpaIacTcs B (PMHAHCOBBIA LICHTP U CHOCOOCTBYET TUHAMIYHOMY pa3BU-
THIO TOPOJIOB, PETHOHOB, OfIATQCOCTOSHIIO Hapoaa, GOPMHUPOBAHHIO KYIbTYyphl. B X01e mpoBeaeHust Mera-CoOBITHH,
OTMEUCHO aBTOPAaMH CO3JAIOTCS HOBbIC YCIOBHUS, KYJbTYpHO-pa3BJICKATCIbHBIC MECTA Ul TOPOXKaH, BO3BOMSATCS
CIIOPTHBHBIE COOPYIKEHHSE, TPCOOPANKAIOTCS rOpoJia M PErMoHBL. B cTaThe mpoaHalM3upoBaHbl IIporpaMMa U Coaep-
JKaHHE CIOPTHBHOACOOBITHHHOTO MapKETHHIa, KOTOPBIH XapaKTepU3yeTCsl CleUU(PUISCKHUMH, YHUKAIbHBIMH OCO-
OEHHOCTSIMHU, PACKPBIBAIOLIMMH reorpaduueckoe W HalMOHAIBHOE CBOeoOpasue ropoja U TEPPUTOPUH, Te HPOBO-
JIATCS COOBITAC.

References

1 Asian Winter Games 2011 in Astana, Almaty, [ER] Access mode: https://ru.wikipedia.org/wiki online resources.

2 4 Alekseyeva O.V. Event tourism as a factor of social and economic development of the region: dis. ... cand. economic
seierices, Moscow: Ros. Intern. Acad.of Tourism, 2012, 213 p.

30 Boginsky K.A. Using the potential of sports tourism in the formation of an integrated tourist product destination: dis. ...
cand. eeonomic sciences, Saint Petersburg, 2011, 227 p.

4 Konovalov A.V. Formation of conditions for the development of sports and event tourism in the region: the dissertation...,
the candidate of economic sciences / St. Petersburg State University of Service and Economics, Saint Petersburg, 2007, 22 p.

5 Davis J.A. The effect of the Olympic Games. As a sports marketing creates strong brands, 2nd edition, revised and expanded:
Per. from English. /John. And Davis, Moscow: Reed Media, 2013, p. 48.

122 BecTHvk KaparaHguHckoro yHuBepcuteTa





