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TOURISM ECONOMCS: FORMATION OF REGIONAL BRANDS

Abstract. Tourism is a sector of economy with a widespread development. One of the most prom-
ising types of tourism is cultural tourism. However, the economic impact of tourism is positive when
driven by the well-designed policy of promotion and formation of a positive image. This paper discuss-
es the tourism brand of the Southern Ural. We conducted a study using the method of the focus
groups. Our results showed that the visual identifiers of the territory cannot be combined with the iden-
tity and cannot be grasped by the audience. Underestimating the role of the graphic design for creat-
ing the style leads to the fact that it is not perceived as a real brand attribute or as a decorative ele-
ment. When this is the case, the efficiency of the developed brand can be very low. The brand does
not reflect the ways for improving the competitiveness of the region and its development strategy. In
this case, there is a clear discrepancy between the actual situation and the brand platform.

If one has to develop the new logo, special attention should be attributed to making it the "reflec-
tion" of the real situation, representing the advantages yielded by the region and the needs that are
important for the key target group. Further research is needed to determine the competitive ad-
vantages of the Southern Ural in the context of the long-term planning.

Keywords: brand; logo; territories branding; focus group; visual attributes; region's competitive-
ness; Ural.
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EKOHOMIKA TYPU3MY: NPOBIIEMUA ®OPMYBAHHA BEPEHAIB PEFNOHY

AHomauisi. Typu3m, K 2a/y3b €KOHOMIKU ompumas Wwupokul po3sumok. [Jo Halbinbw rnepcrek-
mueHuUM gudam mypusmy 8idHOCsIMb KyrbmypHul mypusm. OOHaK, eKOHOMIYHUU eghekm 8i0 mypuamy
gucokul 8 pasi 30ilcHEeHHSI MPodyMaHOI MoMiMuKU nNpocyeaHHs i UuinecrnpsimosaHo20 ¢hopMy8aHHs Mno-
3umueHo20 obpa3sy. Y daHili cmammi po3ansgdaembcsi bpeHd [lieO0eHHo20 Ypary. [JocnidxeHHs npo-
goduriocsi 3 suUKopucmaHHsam memody ¢hokyc epyrn. Pesynbmamu O0Cnid)eHHs1 nokasasnu, wo eisy-
arnbHi ideHmugikamopu mepumopisi He NoedHyIoMbCs 3 IBeHMUYHICMIo | He 3po3yMini ayoumopii.
HedoouiHka poni epaghiyHo2o OusaliHy npu cmeopeHHi cmuro, npusena 00 mMo20, Wo 8iH crpuul-
MaembCsl He ik ampubym pearnbHo20 bpeHdy, a sk 0ekopamueHUl eneMeHm. Y yux ymosax egek-
mueHicmb po3pobrieHo2o 6peHAy HU3bKa. BiH He gidobpaxae wrnsxie nid8uUU,eHHs KOHKYPEeHmMOocrnpo-
MOXHOCMI pe2ioHy ma cmpameeil tio2o po3sumky. B daHomy eurnadKy e HaseHoCcmi HegidrnoegioHicmb
nnamagopmu 6peHdy i peanbHOi cumyauii.

lpu po3pobuyi Ho8o20 1020munny He0bXiOHO 8paxysamu, W0 8iH MOBUHEH Bymu «8i00bpPa)KeHHSIM»
pearnbHOI cumyauii, mux nepesaz, sikUMuU 80s100ie pezioH i mux nompeb, §Ki eaxnuei Krn4osul
uinbositi epyni. HeobxioHi docnidxeHHs w000 yHikarnbHUX KOHKYPEeHmMHuUx repesaa lliedeHHoz20 Ypany
i HalicknadHiwe numaHHs - ye 0820CMPOKOBE r/laHy8aHHS.

Knroyvoei cnoea: 6peHd; nozomun; 6peHOUH2 mepumopil; oKyc epyna; gidyanbHi ampubymu;
KOHKYPeHMOCMpPOMOXHICmb pezioHy; Yparl.

B. CtpuenkoBcKm, 4. 3. H.,
H. IN. TapxaHoBa, K. reorp. H., 4OLEHT

9KOHOMUKA TYPU3MA: NMPOBJIEMbl ®OPMUPOBAHUA BPEHOOB PETMOHA

AHHOmMauyus. Typusm, Kak ompacsib 9KOHOMUKU OTy4usl wupokoe passumue. K Haubonee nep-
criekmugHbIM 8udam mypuama OmHOCSImM KyrbmypHbit mypudm. OOHaKo, SKOHOMuUYecKul aghghekm
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om mypu3ma 8bICOK 8 Crlydae ocyuiecmerneHusi npodymMaHHoU MoAuUMuUKU rpoo8uUXeHUs U UereHa-
rpaeneHHo2o0 opMuposaHuUsi MosoxumesbHo20 obpasa. B daHHOU cmambe paccmampusaemcs
b6peHd FOxHoe2o Ypana. M3yyeHue npoeodusiock € Ucrnonb3ogaHUueM memoda ¢okyc epynn. Pesyrnb-
mamai uccriedoeaHus oka3sasnu, Ymo eu3syasbHbie UOEeHMUGUKamMopbl MeppUMopUU He coyemarom-
CAl ¢ UGEHMUYHOCMbIO U He MOHAMHbI aydumopuu. HedooueHka ponu epaguyeckoz2o dusaliHa rpu
co30aHuuU cmuris, npusesa K momy, 4mo OH 80CrpUHUMAaemMcsi He Kak ampubym pearnbHo20 bpeHda,
a kak 0ekopamueHblIl arniemeHm. B amux ycnosusix aghgbekmusHocmb pa3pabomaHHO20 bpeHda HU3-
ka. OH He ompaxaem nymeUl Mo8bILEHUSI KOHKYPEHMOCNOCObHOCMU peauoHa U cmpameauu e20
paszsumus. B daHHOM criydae Hanuyo Hecoomeemcmaeue rnamgopmsl bpeHda u pearnbHoU cumya-
uuu.

lMpu pa3zpabomke HO8020 f1o2omurna Heob6xo0UMO y4ecmb, YmMo OH OO/KEH BbiMb «OMpPaXKeHUeM»
pearnbHOU cumyayuu, mex rnpeuMywecms, kKomopbiMu obrnadaem peauoH u mex rompebHocmel,
Komopbie 8axKHbl Kroueeol ueneesol 2pyrnne. Heobxodumsl uccredosaHusi OMHOCUMEbHO YHUKa b-
HbIX KOHKYPeHMHbIX rpeumywiecms KOxHo20 Ypana u camblili CHIOXHbIU 80Mpoc — 3mo 00/120CPOYHOE
nnaHuposaHue.

Knroyeenie cnoea: b6peHd; nozomun; bpeHOuHe meppumopull; poKyC epynna; 8usyasnbHble am-
pubymsi; KOHKYpEHMOCNocobHocmb peauoHa; Ypari.

Tourism is one of the largest economy sectors of Europe and Russia, and key industry of the 21st
century. Cultural tourism as one of the forms of tourism has great prospects in the future. Tourism in-
dustry has undergone great changes, and this, to a large extent, will affect the development of cultural
tourism in the coming decades. The transition from traditional to new ways of cultural resources is due
to the introduction of information and communication technologies (ICT) and new electronic services
(e-services) and the innovations they bring [12]. Thus, there is a need to evaluate the tourist prefer-
ences of potential innovative service before, during and after a visit to the tourist destination of their
choice. [22] This assessment can provide important ideas for politicians in the formation of the tourist
market in order to respond to latent demand and provide a strategy for sustainable development of
cultural tourism. Sustainable development of cultural tourism strategy helps to preserve local identities
embedded in the relevant cultural heritage, and supports economic growth. [23] The economic impact
that cultural tourism has on regional development, is important for the policy makers, the aim of which
is to maximize the potential service consumption.

In the context of finding ways to improve profitability, new ways of resource use areas, the for-
mation of stable structures of the economy, many areas pay attention to tourist complex creation.
However, the availability of resources does not mean high attendance of the places, a considered pol-
icy of promoting and purposeful formation of a positive image is important. This case is also essential
on account of the fact that a territory regardless of rank and status is actively competing for invest-
ment, tourists, growing prosperity. The success of this struggle is not only connected with the correct
administrative policies, but also with the ability to find the strengths and weaknesses, to evaluate de-
velopment opportunities, anticipate and prevent risks. At the same time branding objectives are long-
term and favourable market positioning, brand presence in the information space, providing recogni-
tion, the flow of financial resources and the adoption of regional solutions. It should be taken into ac-
count that a territorial brand creation and development process is lengthy and resource-intensive, re-
quiring long-term strategies and confidence.

On account of studying place branding issues we have focused on long-term studies of authors
such as Philip Kotler, Keith Dinny, J. Randall and Simon Anholt. Simon Anholt first was to introduce
the term "place branding " [10]. The works of these authors cover approaches to strategic and market
planning, to the peculiarities of consumer perception to the constituents of place image, to the peculi-
arities of its main information, together with its distribution channels, brands are considered examples
of developments that are examined to the last detail. It is possible to evaluate all the factors affecting
the development of place branding and track their account in brand development of specific locations
[3; 4; 5; 8; 10]. At the same time there is still no single precise definition of this concept.

99

Strielkowski, W. Tarkhanova, N. P. Tourism economcs: formation of () ev-ne |
regional brands



HaykoBwuii BicHuk Monicca Ne 3 (7), 2016 Scientific bulletin of Polissia Ne 3 (7), 2016

PETIOHAJIbHA EKOHOMIKA

On the basis of available material, some authors, such as AP Pakruhin gives the following defini-
tion: "a place branding is the process of forming a place brand, based on an integrated approach to
the search and development of place identity, as well as informing regarding its comparative ad-
vantages to different target groups by creating an attractive bright image, consisting of internal and
external attributes"[7]. A brand role in place development is linked with positive image formation and is
accompanied by the growth of economic and social indicators.

Works by Simon Anholt is of interest also due to the fact that he has repeatedly made comments
about the Russian practice of country branding and its member regions. In particular, it was noted that
the right approach to branding as a tool to enhance the territory attractiveness was not been formed in
Russia, which reduces its effectiveness.

Comprehending the significance of the issue, many in Russia are attempting to develop their
brands. Information on the positioning of Russian regions is reflected in the works of D. Vizgalova, AP
Pankrukhin, NS Makatrovoy etc. [2; 6; 7]. Big enough for the volume of material, including a wide
range of visual symbols of place brands, with an analysis of not only the essence of the developed
brand, but also its visual identity, with peer review and comments on the branding of individual cities
and regions represented on the Internet, for example, CityBranding, Advertology.ru et al. [1; 9].

The creation and use of the brand is increasingly becoming the subject of research and attract
marketers.

Summing up the views of different authors we can note the following: the main stages of the territo-
ry of the branding process are reduced to:

» a statement of goals and objectives;

» choice of target groups;* conduct intelligence;

« drawing up development strategies;

« the creation of visual images;

» the search for channels of communication with the aim, as the promotion and development of the
proposed brand.

The key thing in branding aspect is target determining on the basis of which, a plan for the desig-
nating all other works is made up. The aims of brand development can be very different. For example,
in Southern Urals designing a brand development team set a goal to popularize the resources of the
region, through the display of objects that can attract and impress: forests and lakes, rugged moun-
tains and tranquil prairie rivers with an abundance of fish, spectacular mountains, waterfalls, rich flora
and fauna. Such symbols were chosen for the logo as: deer, lizards, birds and pike. Why are just the-
se symbols? Deer according to Slavic tradition has impersonation of the ancestors; it knows how to do
various wonders. In heraldry deer means grace and moderation, creativity and abundance.

Lizard was chosen since its image is familiar on account of Pavel Petrovich Bazhov tales and is
considered a symbol of wisdom, the guardian of copper ore deposits, of malachite, and precious
stones.

A pike embodies the wealth of fish resources and is associated with a fairy-tale character, fulfilling
all desires. The bird represents the beginning of all beginnings.

Brand developers believe that it has come out regardless of time and policy and should be familiar
and recognizable, not only for the residents of the area, but also for all Russians, as well as foreign
community representatives.

The objective of our study was to evaluate the present position.

Research Methodology. Over the past 20 years the focus group is widely used as a form of quali-
tative research analysis. Focus group is a group of people discussing a topic and expressing opinions
online. Krueger and Casey (2000) indicate that the focus groups have begun to be used at the end of
the 30s, that some social scientists expressed doubts about the accuracy of traditional methods of
information gathering, after which they began to use the interviews in focus groups. [15] Stewart and
Shamdasoni (1990) maintain that focus groups were originally developed to assess the audience re-
sponses regarding radio programs in 1941 by a prominent sociologist Robert Merton [21]. During the
World War 1l Merton started using focus groups to study the morale of the US Army. According to
Krueger and Casey (2000), while academic researchers were not very interested in the use of focus
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groups in the 1950's, the market researchers have begun to employ focus groups as a tool to study
the attractiveness of their products to certain customers [15]. Morgan (1996) stated that focus groups
were rediscovered by sociologists in the 1980s with marketing research using practical strategies [18].
Focus group as an interviewing is represented in many forms, since researchers in various fields have
altered procedures in accordance with their own needs and goals [14]. Patton (2000) believed that
focus groups were important elements in assessment process, regardless of whether it was in the
course of the project, at the end of the project, or several months after completion of the project, since
the discussions assist in understanding the opinion of the audience [20]. Morgan (1997) stated that
focus group can be used as a preliminary step for further research, as they allow getting an idea about
some issues that can be solved by using a specific set of questions at a later stage [19]. The purpose
of a focus group is to gather information on the specific aim of the study. Morgan (1990) believes that
the focus group is a qualitative method that allows to use it as an accessible form. [17] Greenbaum
(2000) defined the focus group as a qualitative research of the market, where the group is represented
by 8 or 10 participants with general demographic or other signs, and takes the form of a 2-hour dis-
cussion on a particular topic under the guidance of a trained moderator. [13] Makdonah- Philp and
Bruseberg (1997) stated that in comparison with other qualitative methods, focus groups provide
unique data: researchers do not only get an idea of different opinions on the level of detail, but also a
lot of concentrated data about target group within a short period of time [16]. Morgan (1997) main-
tained that the focus group can be more effective than an interview, because it avoids duplication and
overlap [19]. Cameron (2005) considered the question of focus group interview and quantitative meth-
od relationship. He believes that the combination of focus groups with quantitative methods is the way
to solve problems in some studies [11]. Using focus groups as a brainstorming method, researchers
can generate new ideas, which are often used to develop questions for further research.

The attitude to the use of this method is different in studies. Of course, each method has its bene-
fits and disadvantages. With the right use of the method when the goals and objectives are consistent
with the goals and objectives of the study flaws get smoothed and advantages get multiplied. Focus
group method has become firmly established in the practice of marketing and is a form of quantitative
and qualitative research.

Currently, this method is recognized as "flexible" or "qualitative” method of sociological research
and is not only a variety of research methods, but also the industry sector, which serves not only the
functioning of market institutions, but institutions of democracy as well. The introduction of these
methods into practice is currently a necessary condition for improving the work culture of market and
political institutions. This method quite often has been used in various studies in the field of tourism

Data description. We have studied the Southern Urals brand by focus group method. We tried to
find out the opinion of the population since it is closest to reality. Information on the characteristics of
the participants of the focus groups is presented in Table 1.

Table 1
Characteristics of participants in focus groups (%)
Information on the participants results
Gender
Male 17,4
Female 82,6
Age
18-25 75
older than 25 25
Education
Higher 26
Average 74
Status
Single 80
With family 20
Source: personal results
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The age of participants was driven by the fact that young people are the most mobile population
group, to switch easily to different travel products. The main audience - students of different universi-
ties and majors: lawyers, managers, economists, students of tourism specialties.

Age from 19 to 24 years. Moreover those who have already started to work and work as a manag-
er, economist, accountant, lawyer, and specialist were interviewed as well. Age from 25 to 40 years or
more. Most of the respondents are single people on account of their age.

Focus Group Results. Totally we have performed 10 focus groups. The total number of partici-
pants was 66 people. Focus groups were held in Chelyabinsk in November - December 2015 Assis-
tance in the focus groups was provided by the students of two Chelyabinsk universities.

The participants of the focus groups were offered the following questions for discussion:

* What a place is associated with?

* What a logo is associated with?

* Do you believe that it is successful?

» What would you add or change about the logo?

* Does the brand fit the residents’ view?

* How common is the logo?

» To what extent is the place image competitive in comparison with other regions?

The results of the research on the associations that evokes the place are shown in Table 2. The
calculation was conducted on the number of respondents.

The surveyed men as well as the respondents over 25 years with higher education and with family
told that a place is associated with plants, industry, bad ecology and environmental issues. Natural
objects (mountains, lakes, caves, meteorite, and flora) were noted by representatives of female re-
spondents up to 25 years with secondary education. Thus, it turns out that the youth connects the re-
gion with natural component.

Table 2
Associations connected with the region and its image (%)
Information on the Associations connected with the region
participants Industrial Centre Unique natural

objects
Gender
Male 83 17
Female 48 52
Age
18-25 47 53
older than 25 94 6
Education
Higher 78 22
Average 46 54
Status
Single 49 51
With family 69 31
Source: personal results

Participants were asked questions about what logo was associated with and how successful it was.
The results are shown in Table 3. The counting was carried out on the number of respondents.

Most of the participants responded that the logo is too abstract and is not associated with anything
specific. Symbols are not successfully implemented. They are hardly recognizable. This was noted in
regard to symbols like pike, deer and poultry. About 70% of respondents managed to explain the use
of the "lizard" symbol. Concerning other symbols, such as "pike", "deer" and "bird" the situation was
more ambiguous. In particular, it was suggested that the symbol "pike" has to do with the fishery re-
sources and "deer" and "bird" are related to the animal world. But the surveyed managed to answer
nothing specific, and pointed out that it would be desirable to take the already established symbols,
such as camel, which is depicted on the emblem of the city.
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At the same time, the attitude to the colour scheme is positive. The use of 3 colours is associated
with summer, winter and spring. Respondents consider the slogan "Southern Urals - the land where
dreams come true" as negative one. It was noted that its use is not appropriate since the negative in-
formation about the media dominated region. Suffice is to recall pictures with comments posted by
actor Leonardo DiCaprio about catching fish on the background of smoking pipes of metallurgical
plant.

Table 3
Association, that the logo evoked (%)
Characteristics of participants Logo Symbols
forming any association with | not formingany association with
the region the region
Gender
Male 25 75
Female 46 54
Age
18-25 40 60
older than 25 12 88
Education
Higher 11 89
Average 49 51
Status
Single 40 60
With family 15 85
Source: personal results

From this table it can be concluded that the visual area identifiers do not match with the identity of
the audience and unclear. The participants of the focus groups were asked about the occurrence of
the logo in the media. Results on the occurrence of the logo in the media are shown in Table 4. The
calculation was conducted on the number of respondents.

Most responded that never encountered the logo. The assumption was made that the logo could be
found on the Internet or on banners. However, students who were involved in the maintenance of
competition as a volunteer said that the logo can be seen on banners and buses.

The study revealed that the logo is overloaded with small items such as animal characters repro-
duction of which is difficult. Logo Symbols do not form association of proposed image and the region.

In general, the associations that arise among the participants when reading the image and slogan
have little to do with the prevailing place image. Underestimated was role in creating graphic design
style, which leads to its perceiving not as an attribute of a real brand, but as a decorative element.

Brand does not reflect the ways to improve the competitiveness of the region and its development
strategy, indicating the mismatch of the brand platform and the real situation.

The proposed logo does not meet the objectives. The region is positioned as an industrial one in
the information field. The logo does not reflect this fact. The logo is almost never used in the media,
despite the fact that each year international level competitions are held on the basis of the city's infra-
structure in the regional center.

Based on these data, we can conclude that both the customer and the brand developers ignore the
passivity of the population and the negative sentiment towards the created brand and other instru-
ments promoting the region, for example, the slogan: "Southern Urals is the land where dreams come
true."

The emphasis on the natural component and the symbolism of birds and animals, unlikely will have
an impact on the foreign market, due to the fact that, firstly, even to locals, this symbolism is not too
clear, secondly, PP Bazhov tales are not well known abroad (lizard), as well as images of Russian folk
tales (pike).
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Table 4
Occurrence of the logo in the media (%)
Characteristics of Occurrence of the logo in the media
participants Did not encounter Two or more times

Gender
Male 83 17
Female 63 37
Age
18-25 51 49
older than 25 88 12
Education
Higher 89 11
Average 46 54
Status
Single 51 49
With family 85 15
Source: personal results

Most respondents failed to recall how the logo looks like and account for the symbols used. Re-
spondents pointed to the need to simplify the visual identity of the brand, to make it more clear and
memorable. This indicates the impossibility of brand existence in its current form in the regional envi-
ronment, especially in the foreign market. It turns out that the brand does not reflect any increase of
region’s competitiveness, nor its development strategy. In this case, we observe the incompatibility of
the brand platform and the real situation.

Conclusions. Conducted using the method of focus group research has demonstrated that, firstly,
the logo design was a first step in creating a brand, without its platform development and the problem
field. The mistake was that the logo should be a "reflection" of the real situation, the advantages en-
joyed by the region and the needs that are of importance for the key target group. Secondly, there is
no work with real problems (environment, rising unemployment). These issues, especially environmen-
tal ones can have much greater impact on consumer decision to visit a place than a logo that will be
used in the media about the place. Thirdly, there were no preliminary qualitative researches, which are
the best ways to explore the hidden motivations, feelings, values, attitudes and perceptions, as well as
on the unique competitive advantages of the Southern Urals. This prevented the possibility of the re-
gion to "promote" itself to other target markets as well. The emphasize should have been done on the
investment attractiveness of the region, based on favourable geographical position between Europe
and Asia and favourable conditions for the development of public-private business partnership, includ-
ing with foreign companies. This fact would have contributed to funds inflow into various economy sec-
tors, both industrial and social. Fourth, thought-out policies in the promotion field are necessary. This
is perhaps the most difficult issue, since Chelyabinsk region has no development plan. Under these
conditions, a brand development does not serve the long-term prospects.
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