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Creating brand of tourist territories as an element of multidimensional
structure of the development of entrance tourism

The article analyzes the structure of the brand of tourist territories, which is important for travelers when
selecting a tourist zones and appears as a set of associations. The structure of the brand is explained by two
main concepts as brand identity and brand image. Analyzed the relationship between them. Also, considered
the concept of brand positioning, which is a specific mediator between the two. In its turn discussed the
structure of brand identity. Also described the positive results of the formation of the brand for the tourist
zones. The authors investigated a number of associations that are updated when a tourist thinks of the tourist
zone and compares it with others. Shown the attributes that affect the image of the tourist area. As an
example, presented the tourism branding Indian policy called «Incredible Indiay. Summing up the results
proved that the creating brand of tourist territories is a multidimensional structure:

Keywords: brand, tourist territory, brand structure, brand identity, brand image, brand orientation, tourist, as-
sociations, attributes, branding policy.

The experience of many countries shows that today's advanced communication technology to promote
national interests is the technology of branding. It is popular among the other areas that may lead to a specif-
ic area of the territory as an intangible asset that distinguishes the formation and promotion of the brand.
First of all, usage of this technology was caused by the need to attract tourists, investment to the country. In
this industry significant competition which took place in. «international market», promotion of branding
technology has become topical. The main objective of the regional brand is to create awareness and descrip-
tiveness related to object.

Increase of the role of branding and image of tourist territories (country, region, and city), is related to
changes in consumer behavior. Selection of @ place for helidays as an indicator of quality of life of modern
consumers. Currently, planning by person to myvest.their own time and capital should have huge of the emo-
tional components and high value. World Tourism Organization (UNWTO) show that in the XXI century
tourist territories will be able to offer more branded items to consumers [1; 4].

Nowadays, in the field of branding and creating images of tourist territories indicate lack of works and
research. This question depends. on many conditions; including the most important is comparative appearing
of regional marketing which is considering region as a product. Territorial marketing still have not got his
the necessary spread in management practices.

Branding - an important part of the marketing strategy of promoting territories. following positive re-
sults to build brand for tourist territories:

— Increase the probability of selection of the same area as a place to travel by potential tourists.If
Tourist not sure of getting the feelings that he wants, he will not go to there. In this case, tourists will not
have chance to learn;to compare all turist areas. In this case tourist will use information of similarity of brand
which help to choose place same to his requirement.

— Smart:built brand can quickly show to tourists advantages of the mentioned area.In addition, brand
can give advantages of areas for potential tourists by just quickly reminding it.

— It has possibility to build positive attitudes, wishes of the strong brand.Tourist, who gets positive ex-
perience by travelling to known tourist area, can quickly recover memoriesby looking to the brand elements
(name, logo, and slogan). Gifts and photos can re-awaken have taken impression.

— In some places having rest is a tool, which delivers individual personality and lifestyle. Brand of
area gives opportunity to form his similarity, also to have an opinion about environment, during select-
ing anarea, which is important motive.Travelling to area with formed stable brand helps to increase
self-rating. Tourists who visited that region deliver information to other people about their status, worth,
lifestyle. Therefore, any tourist try to take with him gifts named by the name of place of visit. Gifts are
confirmation of the fact, that tourist visited that place. Many regions choose their slogan as formation of
tourist identification. For example: Everyone knows about well-known brand called «I love New York»
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which created in 1970. New York City made new slogan identical to previous idea «The World’s second
home» in 2005.

— Visualization and properly named brand gives opportunity to differentiation from competitors.
Studies show, for example, Europeans and Americans cannot distinguish Slovenia and Slovakia, as well
as the Central Asian countries. The list Include our country.

— Brand gives an extra reputation for the area. Holidays spent in famous tourist arcas help raise
level of self - assessment. If people spend holidays in unknown places, it does not give an opportunity
to raise the self - assessment.

Tourist areas — not only just a name, it is a nature of the area, causing interest in natural landscapes,
local cultural wealth, set of reflection which is provided by specific types of activities.

And the brand for tourists is invitation to go there and understanding of a wide range of unique-effects.
It is important to point that tourists buy impression.

In considering the structure of the brand in the field of branding in the worldwe all rely on expert
D.Aaker model [2; 93]. The model divided into two brands’ the most important concepts: relevance brand
(internal focus) and brand image (external focus).

The brand compliance (identity) — it is basic values and messages that formed in the minds of the con-
sumer and at the end perceived as a brand image. There is another determinationfor.it, brand compliance —
main associations that prefer to link brand with the product. It is clear once again will provide the following
information: brand compliance with the creators of a unique product that you want to link to the brand asso-
ciations. Associations provide information to consumers about what that product gives to them [2; 150].

The brand compliance creates a link between brand and consumer based on functional, emotional bene-
fits and capabilities [3; 19].

The image of the brand is a formation of the brand in the consumers’ mind and brands reflex mirror. In
other words, thoughts, feelings and expectations of the people make connection with a brand.

In between brand compliance and image appears mediator, which is orientation of the brand. The con-
nection between brand compliance, brand image and orientation shown in Figure 1.

The brand compliance — it is a perception of tourists in the specific area as a tourist object. The image of
the area cannot be created without strategic decisions about brand compliance and content. Brand’s estab-
lished compliances creates brand image in the future. If brand marketing communications are successful in
the area, the image and brand compliance in the minds of tourists will be harmonious.

Tourist area Tourist

Directions of the

Brand compliance e Name of

< Mission the brand Brand image '
= (Core values e Brand = Perception
= Associations Symbol = Effect
The desired image e Brand = Consumer
values
slogan

Figure 1. The connection between brand compliance, brand image and orientation

Brand and image should be seen as a complex structure. Also a brand is a spectacle set that forms by the
creators of the brand (brand identity) and formed in the minds of tourists (brand image).

The structure of brand compliance consists of foundation or base. Foundation or base — compliance —
the main basements of the brand promise. All elements combined in accordance with completed structure
[2; 114].
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The foundation and base — compliance should be stable all the time, mainly adoption period takes place
with compliance. The base and foundation’s compliance will be formed in the minds of potential visitors as a
basic concept of the area. In Figure 2 shown the transfer of the brand compliance to the image in marketing
strategy in the minds of potential tourists.

The creators of the brand Potential customers and acceptances

A set of concepts

Extended compliance

The basic

Foundation

or bgse concept of
compliance the area
Brand compliance of the area The image of the area

Figure 2. The relation of the compliance and an image of the area

If the object is very complicated, the perception will be confusing and strange. Area is very complex
object. Area (territory) is set of institutions, people, organizations, attractions, and communications infra-
structure that connected with each other. Therefore; the established understandings of basic concepts of tour-
ist area are not clear enough. An entity need to know, sufficient information about well — known tourist area,
otherwise will de difficult to establish contact with'the place. Therefore, during the process of branding the
basic need is to create a clear target in the minds of potential tourists. As noted above, clear solution is the
compliance of base and foundation.

Brand's foundation and base — compliance formulation can be divided into the following requirements:

— Providing information-about tourist area's unique characteristics in order to achieve loyalty;

— All aspects of the area need to be considered as a base of communications of the region;

— Should be interesting, meaningful and trustful;

— The relevant values that will be actual for a long time should be well presented.

Table 1
The main brand values of tourist region
Region Brand identity Brand value
Wales In Wales you will find a passion for Lyrical, honesty, warmth, confidence
life
Australia Brand Australia Young, energetic, optimistic, stylish,
genuine, funny
New Zealand New Pacific freedom Freshness, nature, freedom, power
Western Australia | Brand Western Australia Clean, freedom, energetic
Rotorua Feel the spirit Manaaki - tanga Cultural diversity, stunning nature, the
force of nature, adventure feelings
Veliky Ustyug Motherland of Ded Moroz (Santa Fairytale, childhood, happiness, new
Claus) year journey
Turkey Try to feel the rhythm of life in Tur- Dynamics, entertainment, recreation
key!
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Brand principle, foundation and baseof tourist territory can be given with slogan.

As shown in Table 1, countries that have clear vision in developing tourist areas are successfully estab-
lishing their vision and slogan and it will help them to set positive impressions in the mind of tourists.

In addition to the basic target concepts can be formed other associative ideas. It can be called as ex-
panded compliance of the brand. That means, foundation and base compliance's characteristics are not
enough.

Table 2
Attributes that affect to the image of the tourist area
Natural resources: Culture, history and art:
- The weather - Museums, historic ~ buildings and
- Beaches monuments
- Natural wealth - Festivals and concerts
- Diversity and identity - Art
- Gostronomy
- Folklore
- Religion

- Traditions and lifestyle
- Social environment
- Hospitality and friendly attitude of the

locals
Tourist attraction: Touristiinfrastructure:
- Theme parks, entertainment parks - Places to allocate
- Entertainment and Sports < Restaurants
- Actions (events) - Bars, clubs

- Availability of transport in region
- Tourist centers
- Travel Information network

Environment: Political and economic factors:
- The beauty of the landscape - Political stability
- The beauty of the cities and rural areas - Economic Development
- The air and cleanliness of the streets - Security
- Noise level - Prices
- The intensity of the movement
General infrastructure: The condition of the tourist territory:
- Construction - Luxury class territory
- The development of telecommunications - Luxury land
- Health care - Well - known reputable place
- The growth of service level of the public - Family-oriented area
and private transportation - An exotic place

- Musical place

- Comfortable place

- Boring place

- Attractions (interesting places)

One of the main tasks during the formation of the brand is making set of positive associations about
brand, which comes up when tourists think about this brand or when they compare with other brands. The
associations established on the base of the brand will show next points:

— The types of recipients and tourists;

— Tourist’s lifestyle;

— Types of holidays;

— Feature of the nature;

— The characteristics of the local population;

— The unique sides of the territory;
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— As an obvious example of something;

— The psychological benefits obtained through tourists;

— The emotional benefits obtained through tourists.

Table 2 defines the image of the tourist area, respectively; in accordance to the brand compliance de-
termines attributes and characteristics [4; 72].

For the above - mentioned brand structure, attributes and main elements of the tourist area can be taken
an example of branding strategy in India.

In 2002 India did not has specially organized promotion system and in different countries differently
imagined about India. A lot of historical cities of the India were unknown to potential tourists. At that
times countries such as Malaysia, China, and Thailand attracted huge number of tourists to their countries. In
the September of 2002 Tourism Ministry of India launched new international advertising campaign with slo-
gan «Incredible Indiax to attract attention to their rich cultural heritage and geographical diversity.

Campaign sponsored by Indian Government, Indian Association of tour agencies, also social organiza-
tion «Experience India Society». Center of campaign — Himalayas, wild nature, yoga, ayurveda (Indian tradi-
tional medicine).

Total amount of money spent to this campaign were 5.9 million US dollars, which included internation-
al magazines, TV, Web, mass media. Their main target audiences were from South Asia; Australia, UK,
France, Italy and Germany. Also campaign included outdoor advertisings. (They chose famous, well-known
places (e.g. Times Square in New York City) and international airports to show ads.

This campaign’s the main and the most profitable theme was mysticism, moral experience and special
places. Chosen strategy successfully placed India in international market; even we can say that they overtook
their competitors. Singapore offers entertainment and shopping, while Malaysia offers sea, recreation. Cen-
turial spiritual experience was the main motive for tourists to visit India.

The new brand has been formed as a promotion in united and consistent manner for all Indian tourist of-
fices, tour operators and organization. The campaign «Incredible India» based on deep researches. Results of
that can be seen from appearing of the brand identity and personality, and list of characteristics and concepts.

Campaign successfully showed countries uniquespirits, diversity of natural views and exceptional be-
havior of people.

Due to successful campaign in 2003 tourists.flow. who visited India increased to 15.3 %, and in 2004 it
raised again to 25 % (Fig. 3).

In 2006, the campaign «Incredible India» was awarded in the «Euro Effies» awards with the prize «Best
Brand». In 2002, the first phase of the campaign «Incredible India» was working with more than 10 various
advertising agencies. The Internet also. actively used to promote the brand. The website
www.tourisminindia.com is optimized, attractive enough to create travel plan, functional, and the informa-
tion completed. More than 100 pictures specially designed for the 12 campaigns, also in order to attract in-
ternet users contests (competitions) were organized. The result of the campaign was 13 million visits in
1 month. Then, the site was called incredibleindia.com, and new design was made. Currently, this site is
working very successfully.

25 %

13,5 %

2003 year 2004 year

Figure 3.Growth of the flow of tourist arrivals in India from 2003 to 2004 year
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Except the campaign «Incredible India», Indian states created their own campaigns in order to attract
tourists. For example, the state of Rajasthan called themselves as an «incredible state of India». The market-
ing effort is based on a unique selection of luxury class was aimed to promote tourism in the country and in
the international market. «Round palace» and local residents' various festivals identified the place of the state
in the world map. The state of Rajasthan spent billions of dollars and was able to develop infrastructure.The
number of visitors has increased from 0.3 million in 2003, to 1.4 million in 2007. Stepping up the develop-
ment of internal tourism increased from 12.5 million to 26 million. The number of foreign tourists that ar-
rived to India in 2011 was 19.5 million; the number of tourists visiting the state of Rajasthan was
1.35 million, or 6.9 % of the total number. On the territory of the country, the number of internal tourists was
equal to 850.8 million, and tourists in Rajasthan were 27.1 million [5].

In conclusion, the area of consumers, which is a positive set of attitudes and values of the brand:can be
seen as a multidimensional structure.

It should be considered 2 main points in the structure of any tourist area branding during conducting.
These are brand compliance and brand image. In addition, mediation concept between these meanings of
brand direction is also important. They united necessary attributes to form correctly, to become successful
tourist brand. Therefore, it can be seen from organizing tourist strategy by Indian government, how it can
become successful by considering ideas forms in tourist mind and mentioned aboye values, attributes.
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TypucTik aymakTap OpeHIiH KaJdbINTACTBIPY Kipy TYpu3MiH
AAMBITY/AAFbI KONOIIeM/Al KYPbLIBIMHBIH 3JIEMEHTI peTinjae

Makanaza Genrini 0ip TypucTiK aliMaKThl TaHxay OapbICBIHAA TYpUCTEp YIUIiH MaHbI3bl OOJIBIN CaHAIATHIH
JKOHE KaJBINTACKAH TYCIHIKTEp MEH acCOIMANMsUIap KUBIHTBIFEI PETiHE KopiHic TabaThIH TYpHCTIK ayMax
OpeHiHIH KYpBUIBIMBIHA TajJay >kacanraH. BpeHx KypeUIBIMBI €Ki HEri3ri Y¥bIM — OpeHH COMKeCTiri >koHe
OpeHI MMUJDKI A@pKBUIBI TyciHmipinren. OmapAblH apachblHAArbl OaifmaHbic TanmanraH. JKome ne Oy exi
YFBIM/IBI OaliTAHBICTEIPYIIBI TYCIHIK peTiHae OpeHATIH OarbITTalyhl 1a KapacThIpbUIFaH. ©3 Ke3erinae OpenHy
CoWKeCTITL KYPBUIbIMBL fa TanKbuianraH. COHbIMEH KaTap OpeH/ KaJIBIITAaCybIHBIH TYPHCTIK ayMaKKa OepeTiH
JKarbIMIBI HOTK)KENEP! cHNaTTajiraH. BPeHITI KaJablITAaCThIPy OapbhICHIHIAFBI HEri3ri MiHAETTepAiH Oipi
peTiHAe TypUCT TypUCTIK ayMak >XaWjbl oijlaraH Ke3Je HeMece OacKallapMeH CallbICTBIPFaH YaKbITTa
JKaHJAHATBIH JKarbIMIbl ACCOLMAIMANApABIH TONTaMachlHa Tannay okacasraH. TypUCTIK aymak
WMUDKIHE dCepiH THUTi3eTiH aTpuOyTTap KepceTiumreH. YHpicraH emiae xypriziaren «Incredible India»
Jell aTajaThlH TYPUCTIK OpeHATey cascaThl MbICAJl PETiHIe KOpCETUIreH. BapibIFbIH KOPBITHIHABLIAN
OTBIPHI, aBTOpJIAp TYPHUCTIK ayMaK OpEHAIH KAaIBINTACTHIPYABIH KOIOJIIeMAl KYpPBUIBIM EKEHJIriH
JoneniereH.

Kinm ce3dep: OpeHz, TypUCTIK aymaK, OpEHITIH KYPbUIBIMBL, OpEHAIHIH AapayibiFbl, OpeHa UMUK, OpeHn
Oafrmapsbl, TYpUCT, KaybIMIACTBIK, aTpUOyTTap, OpPEHIMHT cascaThl.
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X. Yaxkam, I'. Cagpixbexk, C. AetoB, A. Maynen

®opMupoBaHue OpeHIa TYPUCTCKUX TEPPUTOPHUA KAK 3JI€MEHT
MHOTOMEPHOH CTPYKTYPBbI Pa3BUTHS BbE3HOI0 Typu3Ma

B crarse npoananm3upoBaHa cTpyKTypa OpeHaa TYPUCTCKHX TEPPUTOPHUI, KOTOpas HMeeT BaKHOE 3HAUCHHE
JUTSL TYPHCTOB BO BpeMsi BHIOOPA TYPUCTCKHX 30H U TMPOSBIISIETCS KAK COBOKYIHOCTH accormanuii. CTpykTypa
OpeHna OOBSCHACTCA C MOMOIIBIO JBYX OCHOBHBIX MOHATHH — HMICHTHYHOCTH OpeHIa M UMUK OpeHna.
Ompenenena cBsi3b MeXAy HUMH. Takke PacCMOTPEHO MOHATHE MO3UIMOHHPOBAHUS OpeHIa, KOTOpoe
SIBJISICTCSL ONPENCICHHBIM IOCPEAHHKOM MEXKAYy OJTUMH JAByMsi moHsaTusmu. OOCykIeHa CTPYKTypa
uaeHTHIHOCTH Opera. KpoMe Toro, oxapakTepu3oBaHbl MO3UTHBHBIE PE3YIbTaThl (OPMHUPOBAHUS OpeHa
U TYPUCTCKHX 30H. PaccMoTpeHa cepusi acconuanuii, KOTOpbIe aKTyaJIM3UPYIOTCs, KOTAa TYpUCT Jy-
MaeT 0 TypPUCTCKOH 30H€E HIIM CPABHHUBAET €€ C IPyTUMH. IIpencraBieHs! aTpuOyThI, BIMSIOMINE Ha UMHJK
TYpUCTCKOW TeppUTOpHH. B kauecTBe mpuMepa IpeAcTaBiIeHa MOJUTHKA TYPUCTCKOTO OpenamHra VH-
muu o HasBanueM «Incredible India». Jloka3zaHo, uto GopmMupoBanue OpeHIa TYPUCTCKOH TEPPHTO-
Py SBIISETCS MHOTOMEPHOM CTPYKTYpPOM.

Kniouesvie cnosa: OpeHA, TYPUCTCKas TEPPUTOPHS, CTPYKTypa OpeHa, HHAUBULYAILHOCTh OpeH/a, HMHUIK
Openna, opueHTauus OpeHaa, TypHucT, aCCOLMALMH, aTPUOYTHI, MOJIUTHKA OpEeHANHTa.
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