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Challenges in Developing Urban Marketing Strategies:
Evidence From Ekaterinburg:

2018 FIFA World Cup became the first championship held in Russia and Eastern Europe. However, at
that time, Russia already had experience in hosting sports mega-events such as the 2014 Winter Olympics in
Sochi, the 2013 Summer Universiade in Kazan, and before that the 1980 Olympic Games in Moscow. Hosting
the championship in 11 cities at once sets the 2018 FIFA World Cup apart from all these events. It gave im-
petus to the socio-economic development of all cities (and regions) where the matches were held, including
Ekaterinburg. On the other hand, the sports mega-event provides unique opportunities for the global mar-
keting positioning of the city. The present study examines the challenges of developing a city marketing strat-
egy using the case of Ekaterinburg. Theoretical foundations of place marketing were employed for the analy-
sis. Based on the critically explored concepts of place marketing and the competitiveness of the territory, the
author’s 4C + 1S model was constructed. The current state of the urban environment was evaluated using a
SWOT analysis conducted in a group of students. The research also analysed cities’ experience in conducting
recent sports mega-events in the world and managing their facilities and infrastructure after these events.
In conclusion, we formulated the proposals for Ekaterinburg’s positioning, including the improvement of the
transport system, solution to environmental problems, increase in the effectiveness of the local government,
and maintenance of public consensus. As a basis for specialisation, it is suggested to consider either the in-
dustry of meetings (MICE) or industrial tourism with complementary ‘natural’ and ‘historical’ directions.
The proposed 4C + 1S model can be used as a methodological framework for the creation of urban market-
ing strategies. Additionally, the article makes a theoretical contribution to the development of place market-
ing. The results can be applied in further academic urban studies.

Keywords: place marketing, urban marketing, city marketing, positioning, place branding, city branding, regional
competitiveness, 2018 FIFA, Ekaterinburg, Russia
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Mpo6nembl pazpaboTKM MapKeTUHIOBbIX CTpaTeruii ropoaa: onbiT EkatepuHbypra

Yemnuonam mupa no ¢gyméony 2018 2. cman nepssim ueMnUoOHamom, npogedeHHsiM 8 Poccuu u BocmouHoti
Eepone. Ha mom momenm y Poccuu yxce 6blLl1 0nblim npogedeHUs: Makux CNOpmusHsLx me2a-co0simuti, Kax 3um-
Hue Onumnutickue uzpst 2014 2. 8 Couu, 1emuss Yuueepcuada 2013 2. 6 Kazanu, a makxce Onumnuiickue
uzpst 1980 2. 8 Mockse. IIposederue mamueti YemnuorHama mupa cpasy 6 11 poccutickux 20podax, 8 uucno Ko-
mopoix 8xodum ExamepunOype, n03UumugHo NOBAUSI0 HA COYUAIbHO-IKOHOMUUECKOe pa3eumue 0aHHbIX 20-
podos (a makxce peeuoHos). [Todo6HOe cnopmugHoe mezacobsimue npedocmasisiem YHUKAAbHble 803MOMCHO-
cmu 07151 MapKemuHz08020 NO3UYUOHUPOBAHUS 20p00d 8 MUPOBOM NPOCMPAaHcmee. B cmamepe hpoaHanusupo-
8ambl NPobseMbl pazpabomxu MapkemuHz080ii cmpamezuu zopoda Ha hpumepe Examepurnbypeza. Ha ocHose
uccnedo8aHHsIX KOHYenyuli MapkemuHaa mecm u KOHKYpPeHmocnoco6Hocmu meppumopuu 6u.1a nocmpoeHa
asmopckas modens 4C + 1S. CospemeHHoe cocmosHue 20podckoli cpedst 66110 oueHeHo npu nomouiu SWOT-
amanusa, nposedeHH020 cpedu cmydeHmos. Takice 8 Xo0e uccnedo8awust 6bL1 U3yUeH MUPOBOLi 0nvim 20p0008
8 npogedeHUU CNOPMUBHBIX Me2acobbimuli u ynpasneHuu 00sekmamu UHppacmpykmypusl nocie 3mux coobl-
muii. B 3aknoueHuu cmamsu chopMyauposaHst npedioxeHust no nouyuoHuposaruio Examepunbypea, exiio-
yaroujue 8 ce0s yayuuleHue mpaHcnopmHoLl cucmembl, peuleHue 3K0a02Uu4ecKux npoonem, nosgviuieHue 3¢ dex-
MUBHOCMU MeCMHO020 camoynpasieHusl u noddepicamue obujecmeeHH020 KOHceHcyca. B kauecmae mypucmu-
ueckoli cneyuanudayuu Examepunbypea 6biiu npednoxceHsl 08a HanpasaeHus: 0en06o0ti mypusm uiu npo-
MbIWUNEHHBLT MYPU3M C 806J1€UeHUEM «NPUPOOHDIX» U «UCmopuyecKux» acnekmos. IlpedcmasnieHHas modey
4C + 1S moxem 6Gbimb UCNONB30BAHA 8 Kauecmeae Memodosiozuu Ol paspabomku MapkemuHz08slx cmpame-
euti eopoda. Kpome mozo, cmames 6Hocum 8xnad 6 pazeumue mapkemurea mecm. ITonyueHHosle pe3yibmameol
Mozym 6blmb NpUMeHeHbl 8 OaIbHelUUX UCCTe008aHUSIX 8 cihepe YpOaAHUCMUKU.

KnioueBbie crmoBa: MApKETVHT MeCT, TOPOJICKOI MapKETHUHT, IIO3UI[MOHNPOBaHNE, TEPPUTOPUATIBHBII OPEHJINHT,
OpEeHIMHT TOPOJa, PeryoHaNbHas KOHKypeHTocnocobHocTh, PVIDA 2018, Exatepunbypr, Poccus

BaaromapHocTu

Cmamvs nodeomosnena npu noddepscke Poccutickoeo goroa Ppynoamenmanvholx uccnedosanuii, npoexm 18-00-01040
KOM®JI «Brustue HOBbIX MEXHONIO2UL HA 20pO0CKYI0 CPedy U KAUecmB0 HU3HU 20pOICKUX co00ujecme». Aemopul makie
svipaxcarom eny6ouaiiuiyio 61a200apHOCHb AHOHUMHBIM PEUEH3EHMAM, 4bU KOMMEHMAPUU NO360IUNU YIYUWMUMb Kade-
cmeo pabomot.

Ans untuposanusa: Koyetkos [. M., Bykosuy [. b., KoHatopuHa E. A. [pobnembl pazpaboTku MapKeTUHIOBbIX CTPATErni ro-
poaa: onbiT EkatepuHbypra // koHomuka pervoHa. 2021. T. 17, Buin. 4. C. 1137-1150. https://doi.org/10.17059/ekon.
reg.2021-4-7.

Introduction visited it. However, the significance of the World

Recently, the final match of FIFA 2018 in Russia
ended. While some people call this World Cup the
best in history, there are also critics. Certainly, one
thing can be said for sure: a sports event of such
scale transforms the cities in which the matches
are played. It is especially applicable to regional
cities, which, without exaggeration, have received
a new impetus in their development. Ekaterinburg
entered the list of 11 Russian cities that hosted
FIFA 2018 matches. The city has changed signif-
icantly: the roads have been repaired, the central
stadium and the railway station have been recon-
structed. Tens of thousands of foreign guests have
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Cup for the city is not only and not so much in the
surge of tourist activity, but in the opportunity to
convey the message to the global audience. Such
a message should encourage people around the
world to spend a vacation here, as well as attract
foreign investors interested in Ekaterinburg’s
business prospects.

There are many points of view of experts, gov-
ernment officials and just active citizens on the
further development of the city, and it is good
that the urban development strategy is a subject
of public discussion. At the same time, the lack
of precise positioning gives rise to the ambiguity

www.economyofregion.com
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Fig. 1. A conceptual scheme for place marketing

of message for external audiences. As part of this
study, we would like to consider the problem from
the perspective of place marketing. Our reason-
ing is mainly related to the city, but it is also ap-
plicable to the regional level. In the next section,
we briefly formulated the conceptual foundations
for place marketing analysis, as well as that of ur-
ban competitiveness; then, we presented the au-
thors’ model 4C + 1S. We also analysed the experi-
ence of the latest sports mega-events in the world
and the management of their facilities and infra-
structure after these events. In conclusion, we for-
mulated some proposals for the positioning of
Ekaterinburg.

Theoretical Background

Conceptual Basis of Place Marketing

In the past two decades, a lot has been writ-
ten about place marketing. Nevertheless, most
of these studies are just case analysis. Therefore,
in this research area, the theory lags behind the
practice, dictating the need for further work on
the field conceptualisation and development of
theoretical and methodological tools. Some of the
most significant studies examine:

— Conceptualisation of urban marketing and
urban competitiveness [1].

— Comparison of needs and preferences of
‘creative’ and ‘non-creative’ classes in the context
of place branding [2].

— The survey of 878 residents of the city of
Gold Coast and testing of 10 hypotheses regarding
the antecedents of the city brand [3].

— The approach to place branding, based on
the identity of the place [4].

— The role of the local population in the place
branding [5].

— Social networks as an urban marketing tool
[6].

We understand place marketing as a marketing
process aimed at creation, development, and ac-
tive promotion and utilisation of competitive ad-
vantages of a particular place in its interests, i.e.,
the interests of its internal and external stake-
holders [7]. The key actor in place marketing is the
municipal (regional) authorities.

The main task of place marketing is to increase
the competitiveness of the territory. This aspect
can be interpreted in various ways as an increase
in the investment attractiveness of the place, im-
provement of the regional infrastructure, creation
of a favourable image of the place, promotion of
the brand, and development of favourable condi-
tions for living, working, and attracting external
tourists. The concept of competitiveness will be
discussed later in the paper. Achievement of the
tasks of place marketing depends on the optimal
use of territory resources and potential, as well as
on the cooperation between all stakeholders.

Stakeholders can be both residents and
non-residents of the territory, whose interests
and resources can influence its development. They
have their specific perception of the place and its
products, as well as their interests and priorities,
prone to change. The well-being of stakeholders
in the consumption of urban (regional) resources,
products, services, and opportunities increases
the welfare of the city (region). The territory is a
value for each stakeholder. A universal measure of
the place’s consumer performance, unanimously
accepted by all stakeholders, is the sustainable de-
velopment of the territory, even though the satis-
faction of different stakeholders with its develop-
ment may differ (Fig. 1).

The brand is the basis of the place marketing
strategy; at the same time, it is an exclusively en-
dogenous phenomenon. Brand values are not con-
structed arbitrarily; specialists identify them in
the process of studying the lifestyle and everyday
culture of the place. A place brand generating ac-
tive communications cannot be designed and im-
plemented by external coercion: it already exists
in a hidden form in the given location. The task of
experts is to identify and strengthen it [8].

Sustainable development of the place is due
to an increase in its competitiveness. The com-
petitiveness of the territory is the object of place
marketing. Places compete for investors, tour-
ists, markets, and such factors as natural, human,
or economic resources. All these factors form the

! All figures and tables in the text are the development of the
authors unless otherwise indicated.
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Fig. 2. Stakeholder map

competitive advantages of the place (basis of its
competitiveness) and determine its development
prospects. The main assets of the territory are its
resources. Those regions that can effectively use
them occupy stable positions. There is a relation-
ship between the place image and reputation and
its attractiveness for investment, life, and tour-
ism. Development of the city (region) image and
promotion of the place brand is facilitated by a
complex process of analysing the strengths and

weaknesses of the place as compared to compet-
itors, generation, effective use, and promotion of
competitive advantages, as well as engagement
and reconciliation of the conflicting stakeholder
interests.

Understanding and consideration of the inter-
ests and expectations of significant stakeholders is
required to determine priorities and create devel-
opment programmes for any place since their sat-
isfaction affects the attractiveness and competi-
tiveness of the place. However, when drawing up
development plans, it is necessary to strike a bal-
ance so that any stakeholder interests do not vi-
olate the sustainability of the place development
as a whole (Fig. 2, Table 1). External stakehold-
ers include federal government bodies, investors,
tourists, population (non-residents — migrants).
Internal stakeholders include the local commu-
nity, local governments, and entrepreneurs.

Two things should be noted. First, the interests
of different stakeholders often coincide (for exam-
ple, residents and non-residents, federal and lo-
cal authorities, investors, and local businesses).
Second, in the context of a redistributive economy
in Russia (the majority of taxes go to the federal
budget), the satisfaction of federal authorities with
the current situation in the region is often crucial.
Thus, the administrative resource of the authorities
can be added to the list of assets of the place.

The Notion of Urban (Regional) Competitiveness

The discourse of competitiveness at the mac-
roeconomic level goes back to Michael Porter.

Table 1
Stakeholder interests
Stakeholder Type Interests
Comfortable and safe conditions for living, recreation, self-expression, and economic
. activity;
Local population | Internal Available jobs, developed infrastructure and efficient transport interchanges;
Favourable environmental conditions
Increase in financial well-being;
. Expansion of operationsAvailability of modern technologies;
Business Internal g
Availability of human resources;
Favourable legal and tax environment
Growth in budget revenues;
Municipal Internal Growth in production and sales of goods, works and services;
government Increase in the competitiveness of the place;
Stable social situation
Population. External High income; .
— non-residents Employment and housing
Investors External |Return on investment
Comfortable and safe conditions for temporary residence;
Tourists External | Developed infrastructure;
Access to cultural and entertainment events, historical sites
Federal Stability of revenues to the federal budget;
External S
government Stable social situation

Ekonomika Regiona [Economy of Region], 17(4), 2021
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In his influential work ‘Competitive Advantage
of Nations’ [9], Porter applied his concept of the
strategic advantage of firms and industries to the
analysis of the competitive position of nations. He
argued that the new paradigm of competitive ad-
vantage replaced the outdated Ricardian theory
of comparative advantages. In what conditions
do firms and industries achieve international suc-
cess in specific sectors and industries? The search
for these conditions represents the national (re-
gional, urban) strategy of competitive advantage.
Porter considered productivity as the only basis
of national competitiveness [10]. Unfortunately,
Porter’s definitions were not clear enough, which
led to criticism of his theory. The leading critic of
Porter was Paul Krugman [11, 12].

However, the concept of competitiveness at the
macro level spread very quickly in the academic
community, especially among the ‘new regional-
ists’ [13-16]. A considerable amount of literature
on urban competitiveness appeared in parallel
with the development of the concept of regional
competitiveness [17-21]. Even though the concep-
tual framework for the competitiveness of cities
was developed simultaneously with regional com-
petitiveness, the content of the concepts is some-
what different.

Peter Kresl highlights six attributes of a highly
competitive urban economy [22, p. 51]:

— Creation of high-tech and high-revenue
jobs.

— Produced goods and services that have an
environmental focus.

— Goods and services with a high-yield type of
demand elasticity and similar characteristics lying
at the core of production.

— Full employment determining growth rates,
but without overheating of markets.

— Specialisation correlating with the fu-
ture potential of the city rather than existing
configurations.

— The high growth potential of the city in the
city hierarchy of the country (world).

Besides, Kresl identifies two groups of deter-
minants of urban development, namely, quantita-
tive and qualitative. The use of this model seems
promising, but with some transformations. First,
in order to make the model more understanda-
ble, we proposed using the classical input-pro-
cess-output (IPO) model form, which is typical for
process control. Second, the determinants and in-
dicators should be clarified. A possible set of pa-
rameters is presented in Table 2 [23].

Methodology. Model 4C + 1S

The case study methodology is used in the re-
search. This method of intensive analysis of a spe-
cific situation involves considering the context
and usage of a combination of different (qualita-
tive, quantitative) research methods, data collec-
tion, and analysis. The method was described by
Eisenhardt [24], Yin [25] and Stake [26], who first
proposed an interpretation of the ‘case study’ es-
sence as a research strategy. To determine what
Ekaterinburg’s image is now, we used a SWOT
analysis technique. This tool is traditionally used
in strategic management to identify the object’s
strengths and weaknesses, as well as opportu-
nities and threats of the external environment.
Accordingly, strengths and weaknesses refer to en-
dogenous factors, while opportunities and threats
indicate exogenous ones.

As a practical tool for marketing analysis and
spatial planning, we propose a 4C + 1S model, de-
veloped by analogy with the 4C model from corpo-
rate marketing (Fig. 3).

Table 2

A model of urban competitiveness’

Inputs

Processes

Outputs

A positive balance of investment flows;
The share of residents with higher

The proportion of the workforce
employed in research and development;
Immigration of highly qualified
specialists;

Investments in infrastructure;

The provision of housing (investment
in housing) for employees engaged in
research and development

protection;

institutions;

Institutional environment;
World-class scientific events

education; (conferences, workshops);
The share of residents with scientific Local and international events
degrees; related to environmental

Number and size of higher
education and research

Number and size of corporate
departments of research

and development, as well as
corporate universities

Employment (above the national average);
Growth rate (above the national average);
The share of innovative goods and services
in the Gross Regional Product (GRP);

The share of environmentally friendly
products in GRP;

Number of registered intellectual property
items (IPI);

The share of IPI registered in international
patent offices (USA, EU, Japan);

Number of licenses issued for intellectual
property;

Number of innovative start-ups;
Academic entrepreneurship development

* Source: [23].
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Fig. 3. Model 4C+ 1S

The first three elements are similar to the 4C
model:

— COST: the cost of living in the city, calcu-
lated as a ratio of income and expenditure.

— CONVENIENCE: first and foremost, the in-
frastructure, but also the supply of all types of
public goods and the ecological well-being of the
territory. This factor is essential for both residents
and visitors of the city. Estimates can often be en-
tirely arbitrary (for example, the characteristic
‘green city’ does not imply the counting of trees
per square kilometre of the area).

— COMMUNICATION: implies strategic com-
munications, i.e., the authorities’ ability to suc-
cessfully present the mission, vision, and strate-
gic plan for the development of the place to the
stakeholders.

The latter seems especially crucial in terms of
the impact on both internal and external stake-
holders. One can list an example of a recent at-
tempt at transport reform in Ekaterinburg, which
failed solely because of weak communication with
stakeholders. Besides, strategic external commu-
nications attract investment flow and human cap-
ital from the outside, which is essential for sus-
tainable development of the territory.

As for the other two elements of the model,
STAKEHOLDERS substitute CUSTOMER in corpo-
rate marketing. COMPETITIVENESS is the object
and integral indicator of the success of the place
marketing activities. We also used PEST analysis
as a marketing tool designed to identify political,
economic, social, and technological aspects of the
external environment.

Results

SWOT-analysis

Endogenous factors were analysed based on
the 4C + 1S model; then, we used the PEST meth-
odology to examine the external environment,
which involves analysing political, economic, and
technological factors. As a factor of convenience
of living in this area, we considered three factors:

Ekonomika Regiona [Economy of Region], 17(4), 2021

infrastructure, public goods and ecology. We also
tried to assess Ekaterinburg’s competitiveness in
the Russian city hierarchy from the perspective
of various internal and external stakeholders. The
analysis was conducted in a focus group consist-
ing of students-marketers. The results of the anal-
ysis are presented in Table 3.

It should be noted that the results of this
SWOT analysis reflect the subjective perception
of the external and internal environment factors
by residents of the city, who are also young mar-
keting specialists. From the results of the SWOT
analysis, we can conclude that Ekaterinburg is an
attractive place to live, primarily due to a large
number of jobs (including high-yield) and pub-
lic goods (parks, museums, theatres, cinemas, and
nightclubs). The city’s weak sides include an unfa-
vourable ecological situation, insufficiently devel-
oped urban infrastructure, low level of communi-
cation between the municipality and external and
internal stakeholders. In general, the city is quite
competitive in the eyes of stakeholders within the
Russian city hierarchy.

Among the external environment threats, the
low rouble rate should be noted, which stimulates
the export sectors of the economy but preserves
low domestic demand. External political instabil-
ity poses a threat to economic, cultural and politi-
cal ties with Western countries and reduces access
to modern technologies. If the low birth rate will
continue to be compensated for by the flow of mi-
grants, a decline in the workforce’s quality will be
more prominent. The lack of domestic high tech
production threatens the development of the na-
tional, regional, and urban economies, which is
one of the critical problems of national security.

Analysis of the Experience of Host Cities
of Global Sports Events

Recently, the organisation of global sports
events has become an essential element of state
policy; many countries are actively fighting for
the right to host such activities on their territory,
as they provide excellent opportunities for an in-
crease in the competitiveness and international
prominence of the country, make a significant
contribution to the improvement of its tourist and
investment attractiveness.

It is necessary to create a positive image of
the place to attract attention to the territory as
a favourable one for a sports event. This task re-
quires the development and implementation of
the brand. The policy of image creation begins
with the attraction of professional human re-
sources: representatives of academic, political,
diplomatic, business, and media elites of the re-
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gion and the country. Before starting a campaign
for place branding, specialists need to clearly un-
derstand what the brand is at the moment, exam-
ine what associations and stereotypes are present
in different audiences, and, based on this, create a
new brand, or ‘reconstruct’ the old one. If the ter-
ritory already has a strong brand, it can attract ac-
tivities that will, in turn, strengthen it [27]. The
transformations associated with the development
of a well-designed infrastructure give a long-term
economic, demographic and social effect through-
out the region, contribute to creating a posi-
tive event series of the territory and increase its
attractiveness.

A vivid example of the competent use of a
global event for regional development is the 1992
Olympic Games held in Barcelona. The govern-
ment of Barcelona sought to use the Olympics for
advertising purposes, to designate and strengthen
Barcelona, which was previously known only
as the capital of the Spanish coastal region
Catalonia, and thereby revive the sluggish tour-
ism. The event attracted huge investments. The
city authorities were able to conduct several infra-
structure reforms: the reorganisation of the public
transport system, the improvement of city parks
and the coast, the construction of new roads. More
than 80 % of the funds were used to implement
urban development projects and create new cul-
tural zones rather than sports infrastructure. The
city authorities managed to attract long-term in-
vestments, which enabled the city to further de-
velop after the Olympics, turning Barcelona into
one of Europe’s tourist capitals. The image of the
place, which had a weak historical identity at that
time, was entirely re-considered. Barcelona was
presented in the international arena as a mod-
ern, innovative, friendly city with its unique style.
The promotion of the territory continued after
the Olympic Games, focusing on the ‘unique cul-
ture of Barcelona and its attractiveness as a place
for organising premium tours,” the city’s leaders
were able to position Barcelona effectively as a key
Spanish tourist centre offering many options for
leisure [28].

Such events as the Olympic Games and the
World Cups enable host cities and countries to tell
the world their new story. However, the common
mistake of host countries of international events
is the lack of the idea that they would like to con-
vey after the event. There is no developed market-
ing concept for further advancement of the terri-
tory. A vivid example is the 2004 Olympic Games
in Athens. As it turned out, after the Olympics,
Athens did not have developed stories, which
could be included in the media plan or used for

strategic purposes. Marketing activities, held be-
fore and during the Games, should have contin-
ued after the event, focusing on improving the
city’s original features and highlighting its mod-
ern properties acquired during the preparation for
the Games. Moreover, Greece still attracts tourists
by conveying the traditional message about the
sea, sand and ruins [27]. Thus, specialists need to
develop a successful concept and support its de-
velopment after the event to maintain tourist and
investment flow.

Sports events give the city a push in devel-
opment, building a positive image, as well as an
idea that can unite residents and emphasise the
uniqueness of their territory. Until 2010, Africa
was considered a ‘hopeless continent,” which is
not capable of organising and conducting some-
thing serious; now, in the eyes of the world com-
munity’, it is a continent of opportunities, a con-
tinent for investment and successful business. At
the stage of preparation for the FIFA 2010, a real
breakthrough was made in the development of
the infrastructure necessary for the South African
Republic: new roads, airports, hotels, shopping
centres were built.

Thanks to the World Cup, the tourism industry
has been developed as well. According to Danny
Jordaan, the president of the 2010 World Cup or-
ganising committee, after the World Cup, all the
fans returned to their homeland and shared their
impressions of South Africa with their families
and friends — it was an excellent advertisement
for South Africa [29]. The example of the World
Cup 2010 confirms that as residents and visitors
remember such events for a long time, they pro-
mote the dissemination of positive information
in the future and contribute to the emergence of
tourists’ flow.

Until 2010, the image of the South African
Republic was negative. However, thanks to the
Championship, South Africa has earned the repu-
tation of a country that is ready to host events on
a global scale, has sufficient technological and in-
formation training. All this is very important not
only for further economic development but also
for citizens. The championship was held under the
slogan ‘African World Cup.’ It became the reason
for national pride, which united the whole coun-
try, became some kind of national idea for South
Africa.

Hosting global events plays a vital role in the
revival of cities and often becomes the beginning

! In 2000, The Economist gave Africa such an assessment, but
already in 2011, the magazine revised it to ‘rising; and in March
2013 — to ‘aspiring’ [34].
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of a branding campaign. As an example, we can
list the organisation of the 2013 World Summer
Universiade in Kazan. This event became a cata-
lyst for changes in the city and firmly established
the idea of Kazan as a significant sports centre of
Russia in the international sports community. In
the video presented before the Universiade, Kazan
appears to be a place where different cultures and
religions converge and peacefully coexist. Slogan:
‘Kazan is a thousand worlds of new.” Kazan thor-
oughly prepared for the sports event: dozens of
unique sports facilities were built, the urban in-
frastructure was improved.

As the experts noted in an interview conducted
by the Center of Advanced Economic Research
in the Academy of Sciences of the Republic of
Tatarstan, the Universiade contributed to increas-
ing the competitiveness of the entire Republic
and the economic value of the brand [30]. Along
with this, the investment attractiveness of the city
also increased. Some experts draw attention to
the fact that the Universiade had the most signif-
icant impact on the tourism sector. The increase
in the tourist flow by 15 % was possible because
the city became more comfortable and attractive
for tourists; more hotels and entertainment in-
frastructure appeared. In November 2013, Kazan
was awarded a special prize as the best place in the
world for international sports events, along with
London, Dubai, and Oakland. According to ex-
perts, Universiade acted as a business card of the
city or portfolio of the Republic. The majority of
experts gave a sufficiently high assessment of the
event in terms of the Republic’s external image,
raising awareness, tourism and investment attrac-
tiveness and competitiveness of the Republic.

The infrastructure created for the Universiade
made it possible to adequately host the FINA World
Championship 2015, which, in turn, also helped
attract tourists to the Republic of Tatarstan. The
World Championship in Water Sports became
a worthy page in the history of the city’s sport,
strengthening Kazan’s status as one of Russia’s
sports centres and the image of the city at the
world level.

The Republic of Tatarstan has a unique tourist
and recreational potential, which is determined
by abundant natural resources, cultural and his-
torical heritage, diverse ethnographic composi-
tion, and favourable geographical location. These
factors empower the attraction of the territory
for large-scale international events, as well as the
high level of development of the sport. Kazan is
an example of a city whose sporting potential has
been gradually evolving into a sustainable brand.
In addition to organising mega-events, the author-

Ekonomika Regiona [Economy of Region], 17(4), 2021

ities of Kazan ensure the development of sports
not only at the regional but also at the all-Russian
level, opening national sports and training cen-
tres, higher educational institutions and creating
conditions for training the clubs-champions, re-
vealing the potential of the declared brand ‘Sports
Capital of Russia’ [31]. It means that sports me-
ga-events can serve as a basis for development of
the image of the city and strengthening the cre-
ated image within the country and worldwide.

An example of the successful implementation
of the concept of place marketing, which cannot
be overlooked, is hosting the Winter Olympic and
Paralympic Games in Sochi. It is the first Russian
place marketing project successfully imple-
mented. The application campaign aimed to win
the right to host the Olympics 2014. The project’s
ultimate goal was to stimulate the development of
the country’s southern territories [32].

The target audience was the International
Olympic Committee members, international
sports federations, global media, the Russian busi-
ness community, residents of Sochi, and Russian
society. At the core of the marketing activities was
the dialogue with all target audiences. They all had
somewhat different interests. For example, inter-
national sports organisations required an expe-
rience of hosting world or European level events,
developed infrastructure, a positive image of ath-
letes and coaches of the country, the popularity
of sports in general, the ability to provide a high
level of service, and security. The main market-
ing tasks were the adjustment of the perception of
Sochi as a summer holiday destination towards a
year-round resort and raising of awareness of the
city outside the Russian Federation. Since the tar-
get groups differ in their cultural and social con-
text and expectations, the different key messages
were formed for each of them. The communication
strategy used all the main channels of communi-
cation: electronic and print media, the Internet,
television, radio, and outdoor advertising. One
of the essential elements of the promotion was
BTL activities. The Sochi 2014 image events were
aimed at dispelling negative stereotypes, images
that had long been consolidated in the minds of
foreigners. For this purpose, clips were created
targeting foreign audiences; their main idea was
“Russia’s openness”.

Having won the right to host the Olympic
Games, Sochi was able to modernise the city’s in-
frastructure and develop at an accelerated pace,
which made it possible to take the event with dig-
nity. Most of the visitors associated the Winter
Olympic Games in Sochi 2014 with Russia’s suc-
cess in sports. The Olympics in Sochi was of
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great importance for Krasnodar Krai; it received
a massive flow of investments that had a posi-
tive impact on its functioning and development.
Modernisation of the infrastructure and construc-
tion of ski slopes and other sports facilities en-
abled an increase in tourism revenues in winter,
evenly distributing tourist flows by seasons. As a
result, Sochi became a prestigious year-round re-
sort on a global level. The rebranding of the city
and the improvement of its image in the eyes of
the world community brought Sochi to the num-
ber of significant geopolitical centres [33].

Thus, as part of the preparation and conduct
of a major international sports event, all efforts
are aimed at improving the industrial, social, in-
stitutional and environmental infrastructures of
the region, creating and maintaining its image as
a means of attracting investments in the develop-
ment of the city and the whole region. At the same
time, the territory is gradually turning into a prod-
uct sold to the domestic and foreign markets. As a
result of the organisation of global sports events,
many new infrastructure facilities appear that can
seriously change the face of the city and improve
the quality of life of its residents; at the same
time, it is necessary to take into account the short
period of sports events. For example, the 2014
Olympics was a significant event. Still, on its ba-
sis, it became possible to achieve the strategic de-
velopment of the city of Sochi as a mountain-cli-
matic resort of world-class competitiveness. It is
necessary to understand how an object will work
in the future, develop a concept for the promotion
of the territory, and properly position it; other-
wise, investors will not be interested in the event.
When planning and organising major events, one
must consider the actual positive and negative ex-
periences. An essential condition for success is the
coordination of government and private investors’
actions in the framework of a single strategy based
on the model of sustainable development.

Conclusions and Discussion

Identified strengths and weaknesses of the city
enabled the formulation of development direc-
tions that require special attention:

1. Improvement of the city’s transport sys-
tem with the priority of developing public trans-
port, environmentally neutral vehicles; provision
of comfortable and secure movement through the
city, including low-mobility groups of the popu-
lation. Priority in these conditions is the search
for solutions to reduce the negative environmen-
tal effect of transport, as well as the time spent
on various trips. The city population should be in-
volved in the discussion of the plans for the con-

struction and reconstruction of the street-road
network. It is also necessary to inform the resi-
dents promptly about the measures taken to up-
grade the city’s transport system.

2. Creation of comfortable living conditions
and environmentally sustainable urban sys-
tems for the population. This task includes a vast
range of activities aimed at the greening of ur-
ban transport, the implementation of modern re-
cycling methods, and the rehabilitation of indus-
trial zones. The latter is exceptionally relevant in
light of the fact that Ekaterinburg is essentially an
old industrial city. Accordingly, industrial zones
are located quite close to the modern city centre.
The experience of rehabilitating industrial zones
can be further used in former industrial areas in
Russia and abroad.

3. Maintenance of public consensus, increase
in the effectiveness of local government, and im-
provement of the system of partnership between
state power institutions and local communities.
To achieve this goal, it is first necessary to create
an effective communication strategy (including
digital space), and a participative culture of the
population.

Satisfaction of the growing needs of the popu-
lation by improving the comfort of the living envi-
ronment, upgrading the safety of housing and en-
gineering infrastructure, improving the city’s en-
ergy efficiency, enhancing the quality of public
services.

Formation of the image of the global sports
centre implies not only the sport of high-perfor-
mance sport but also the development of a mul-
tivariate system of physical education for various
categories and groups of the population, the moti-
vation for physical training and sports as the most
critical components of a healthy lifestyle.

At the current stage, it is essential to deter-
mine the vision of the future of the city. One op-
tion is the centre of business tourism or the indus-
try of meetings. It is subdivided into several sec-
tors, forming the concept of the ‘MICE industry’
(Meetings, Incentives, Conferences, Exhibitions).
Thus, the concept of business tourism includes the
organisation and support of both private business
visits and hosting of international congresses,
symposia, conferences, and exhibitions. Interest
in the development of business tourism is growing
throughout Russia, as it is one of the most prom-
ising and highly profitable types of tourism. It is
characterised by high and stable growth and re-
sistance to the impact of economic, political, cli-
matic, weather, and other factors.

The dynamically developing business infra-
structure facilitates Ekaterinburg’s emerging im-
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age as a centre for international and Russian busi-
ness communications. By the quantity of trade, of-
fice, or logistics space per capita, Ekaterinburg is
the second largest in Russia after Moscow. Almost
all the largest retailers are represented in the city.
In terms of the number of leased offices annu-
ally, Ekaterinburg has overtaken St. Petersburg.
In the central part of the city, a large-scale pro-
ject ‘Ekaterinburg-City’ began, which implies the
construction of the largest business centre outside
Moscow. Ekaterinburg ranks third in the country,
after Moscow and St. Petersburg, by the number
of diplomatic offices, now there are 23 consulates
in the city. The SCO and the BRICS summits have
shown Ekaterinburg’s readiness to become a reli-
able platform for international and Russian busi-
ness communications.

Another option is industrial tourism. The city
has several historical industrial sites (for example,
Verkh-Isetsky Plant), which could become unique
tourist sites with the proper investment. Re-
profiling will make it possible to turn these sites
from a source of problems for the city (primarily
environmental) into a source of income. Similar
facilities exist in the nearby cities (for example, a
metallurgical plant constructed in the 18th cen-
tury in Nizhny Tagil, which is now gradually being
destroyed). Unique historical and natural objects
of Ekaterinburg and its environs — Sevastyanov’s
House, Leaning Tower of Nevyansk, the border of
Europe and Asia, Lake Beszdonnoye, and many
others — could become complementary elements
of the primary specialisation.

The development of science and culture is an
integral part of the post-industrial urban strategy.
Ekaterinburg lacks globalisation (in the proper
sense of the word). The mobility of intellectual
workers and the exchange of knowledge with the
most important international research centres
will allow the city to reach a fundamentally new
level of development. Besides, an important task is
to create a comfortable environment for special-
ists involved in the process of knowledge genera-
tion. As an example, we can cite the idea of creat-
ing small ‘townships of scientists’ within the ur-
ban agglomeration, where people can not only live
but also generate new ideas in the atmosphere of
creativity. Improving the quality of the urban en-
vironment may also stop the ‘brain drain’ that has
been going on in Russia since the beginning of the
1990s.

With the development of place marketing, this
area of knowledge has ceased to be the exclusive
domain of business. Urban marketing is a dynami-
cally developing field, and marketing strategy is be-
coming a critical condition for the successful devel-
opment of a modern city. However, the contribu-
tion of the article is not limited to the development
of practical recommendations. The proposed 4C
+ 1S model can be used as a methodological basis
for the development of urban marketing strategies
around the world. With the accumulation of prac-
tical experience of implementation and changes in
the environment, it will inevitably undergo trans-
formations. In our opinion, it is a perspective direc-
tion for future studies in urban marketing.
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