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complicate and extend the range of tasks of eco-
nomic and fi nancial regulation. Information asym-
metry in the domestic economy is also very high, 
partly due to rapid economic and social change, in 
part – due to lack of transparency in the private and 
public sectors. At the same time, the practice of state 
regulation causes considerable criticism on apropos 
improper use of regulatory instruments, corruption 
and incompetence. At the same time, similar regu-
lator as a powerful and large-scale in the country 
yet. The only mechanism that could work in this 
direction is not formed in Russia, corporate socially 
responsible sector. The need for informal mecha-
nisms has increased due to increased centralization 
of administrative and fi scal authority in Russia. 
Regional and local authorities are responsible for 
economic development and welfare of the territory, 
while their budgets and offi cial regulatory functions 
somewhat reduced. The idea of attracting business 
to the development of infrastructure, co-fi nancing of 
social programs would reduce the gap between the 
authority and responsibility and get a new source of 
funds. The main reason for the reluctance of business 
to participate in projects and programs on their own 
initiative is the imperfection legislation in matters 
of tax regulation and insecurity of property rights. 
The reverse side of these issues is the possibility of 
pressure on domestic companies from the outside, 
that is used by the authorities to enforce the involve-
ment of business in the fi nancing of socio-econom-
ic programs and projects. In addition, the cause of 
the vulnerability of property rights in Russia, their 
lack of legitimacy in the eyes of public opinion: the 
privatization of the 1990 years and the subsequent 
redistribution of wealth in society are considered as 
deeply unfair, which casts doubt on the reliability of 
property rights. Fragmentation of society, the income 
gap, diametrically opposed interests of its mem-
bers – all this say about the inability to act collec-
tively in the common interest, that is, the low rate 
of social capital. Norms of behavior, values, the ef-
fectiveness of public organizations in the community 
creates the demand for socially responsible behavior 
by all its members, including – business.

Table 2
Econocide

Indicators Dynamics
The level income of population Reduction
The magnitude of savings Reduction 
Access to education Reduction
Access to health and health care Reduction
The level of consumer prices Growth 
The labor market (unemployment) Growth
Creditomania Growth
Socio-economic status of families Deterioration
The crime rate Growth
Maladjustment of the population Deterioration

Russia lacks modern social capital, which is 
confi rmed by sociological studies. The Soviet past 
is not cultivated civic initiatives, and a radical and 
largely chaotic changes post-Soviet period high-
lighted the care of their own economic well-being 
and had a negative impact on solidarity and trust 
in society. The weakness of civil society in Russia 
does not allow to count on his leadership in the pro-
cesses of social responsibility, on the defi cit to the 
lack of public participation in these processes indi-
cates deep gap between the submission of the popu-
lation about desirable priorities and actual priority 
areas of social investment by Russian companies, 
as well as widespread doubts about the appropriate-
ness of the requirements towards private enterprises 
and state to be socially responsible.

Structural features of the Russian economy, the 
diversity and complexity of socio-economic prob-
lems in the country, and limited capabilities govern-
ment regulation and public sector creates conditions 
for the demand of the society on the formation of 
socially responsible business, which could be over-
come and gradually smooth out the manifestation of 
econocide and externalities of a market economy.
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We have done the analysis of the place and 
role of the branding strategies in the promotion of 
the Vladimir region as a tourist destination. Nowa-
days the market dictates its own terms, as a result 
the new brands can currently become a powerful 
resource to help the Vladimir land to implement 
the desire to attract more and more tourists. The 
article investigates the main factors which in the 
nearest past hindered the development of tourist 
activities. The lack of funding of the tourist pro-
grams and projects, the changing of the priorities 
in the regional policy of the territory have changed 
the image of Vladimir as the capital of the Golden 
Ring, the well known tourist route. That’s why 
brand orientation could be a strategy of survival 
for this tourist destination. The study includes the 
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basic theoretical concepts of brand and branding 
of tourist destinations, city marketing, forma-
tion of the positive image and promotion of the 
territory.

The benefi ts of study are in the attempts to 
suggest the ideas of renovating the current image 
of Vladimir and to attract the city managers’ atten-
tion to establishment of cooperation between the 
stakeholders, formation of the new tourist prod-
ucts, marketing activities. These branding steps 
will contribute to the further regional tourism de-
velopment.

The concept of tourism is diffi cult to be de-
termined. In fact, there are so many defi nitions of 
tourism as those that deal with this phenomenon 
which signifi cantly celebrates contemporary soci-
ety. It is a part of our lives, it is hard to fi nd some-
one who has never been a tourist.

Indicator for the differentiation policy of the 
tourist product should be a system of motives that 
runs on tourist spending. But, despite of tourist 
preferences, it is not pointless to offer the nature, 
history and culture of specifi c tourist destination, 
and use them for the promotion of tourism and lo-
cal population life quality improvement. Tourism 
can provide many benefi ts to the territory. It can 
create new jobs, foster an entrepreneurial base, 
generate local tax revenue, stimulate capital in-
vestment, facilitate infrastructure improvements, 
protect cultural and natural resources, and build 
tourist area pride (Messer, 2004).

The Necessity of Creating a New Brand 
of the Town of Vladimir 

The Vladimir land is the centre of Russia, 
the region of old towns and ancient monasteries, 
motherland of many outstanding persons, national 
men of genius and heroes. The region pays much 
attention to tourism development and keeping rich 
cultural and historical heritage. In the late 60-s 
0f the 20th century the famous tourist route «The 
Golden Gate of Russia» started its history. Since 
that time Vladimir has been called the capital of 
the Golden Ring. This has become a new brand for 
the ancient town of Vladimir. The development of 
the tourist infrastructure including the sights, ho-
tels, museum expositions, transport park has been 
increasing from year to year. But fi nancial crisis 
and political instability in Russia of the end of the 
20th century have become serious factors which 
hindered the development of the tourist route. The 
lack of funding of the tourist programs and pro-
jects, the changing of the priorities in the regional 
policy of the territories have changed the image of 
Vladimir as the capital of the Golden Ring.

Nowadays Vladimir must not live in the glory 
of the past but work hard at the creation of the 
new image which could contribute to the develop-
ment of new products or branding existing ones, 

especially in the fi eld of tourism as the most prof-
itable fi eld. In modern conditions of tourist busi-
ness, many domestic destinations considered per-
spective within the development of local brands. 
Therefore, it is necessary to analyze the charac-
ter of implementation of local brand in the tourist 
business.

Branding is perhaps the most powerful mar-
keting weapon available to contemporary desti-
nation marketers confronted by tourists who are 
increasingly seeking lifestyle fulfi llment and ex-
perience rather than recognizing differentiation in 
the more tangible elements of the destination prod-
uct such as accommodation and attractions (Mor-
gan et al., 2007). Most destinations have superb 
fi ve-star resorts and attractions, every country 
claims a unique culture, landscape and heritage, 
each place describes itself as having the friendli-
est people, and high standards of customer service 
and facilities are now expected. As a result, the 
need for destinations, as well as for the Vladimir 
region, to create a unique identity – to differentiate 
themselves from their competitors – is more criti-
cal than ever.

Brand and Branding 
of Tourist Destinations

In the Dictionary of Business Terms, the brand 
is explained as «a sign, symbol or word by which 
the different products or services are determined. 
Brand is a broad term that includes all the brand 
names and trademarks» (Kotler, Armstrong, 2004).

According to Rita Clifton, a brand is: «a mix-
ture of tangible and intangible attributes, symbol-
ized in a trademark, which, if properly managed, 
creates infl uence and generates value» (Clifton, 
Maughan, 2000).

This defi nition truly captures the essence of 
a brand, and highlights the importance of brand 
management. Branding is about creating «value», 
both for customers, and for the destination. This 
value stems from the products and services that 
companies create and bring to the market, but ex-
tends further to encompass added values derived 
from factors such as the brand-customer relation-
ship, the brand’s emotional benefi ts and its self-
expressive benefi ts.

Tourist destination branding is a method of re-
vealing the specifi cs of an environment, it makes 
the implementation of the tourist facilities and is 
presented to tourists. Tourist loyalty to a brand is 
refl ected in the ability of the destination to content 
visitors’ experience which is in line with their ex-
pectations (Blashenkova, 2011).

A destination brand is a brand related to de-
fi ned geographical region that’s understood by 
tourists as a unique entity, with a political and 
legislative framework for tourism marketing and 
planning. Destinations are amalgams of tourism 
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products, offering an integrated experience to the 
consumers. This amalgam of tourism products and 
services offered by a destination is consumed by 
tourists under the brand name of the destination 
during their period of staying (Buhalis, 2000). 
Brands incite beliefs, evoke emotions and prompt 
behavior. They have social and emotional value 
to users and speak to them (Kotler and Gertner, 
2002).

Marketing of a city, or marketing of a terri-
tory – is a conscious promotion of a particular ter-
ritory as a place for the implementation of vari-
ous projects, its advantageous «sell» to investors, 
tourists, new residents, etc. This may be as about 
a whole country, a developed industrial city, and 
about a small town. Such marketing is used suc-
cessfully in many European countries such as Fin-
land, Britain and Germany.

The Formation of the Positive Image 
of the Territory 

The most acute problem facing the leaders of 
the regions and businesses is how to form a posi-
tive image of the territory.

Experts suggest three approaches:
1. Exploitation by regional companies, real or 

mythologized historical events that have occurred 
or are alleged to have occurred at a certain time 
on this territory. This is about the origin of tradi-
tions, claiming that it appeared, was preserved and 
developed something uniqueand attractive, for ex-
ample, in crafts, customs. Thus, the historical and 
cultural information systems are created, which 
form the image-making landmark system. How-
ever, these even completely mythologized images 
must be supported by reality.

2. Development of a brand, symbolizing the 
attractiveness to consumers of services and related 
products. This process in the presence of well-
known attractions, natural features, infrastructure 
development associated with their operation, pro-
vides signifi cant revenue to the regional budgets. 
This approach may be effective in the absence of 
raw materials and industrial resources, or transpor-
tation benefi ts. In this case, the brand can develop 
as a tourist, health, educational, etc.

3. Presentation of the region as an attractive 
object for investors. Attracting factors – the avail-
ability of promising enterprises in terms of invest-
ment and business linkages (industrial, oriented 
on natural resources exploitation, cultural), the 
potential of the tourism industry (including fi sh-
ermen, hunters, «extreme») and its infrastructure 
(Gunare,2009).

Images of the regions and regional industrial 
brands are interdependent. The fi rst help the for-
mation and capitalization of the second, which, in 
its turn, often even as competitors, «spin» the fi rst. 
Once a land becomes the owner of a number of 
strong brands, marking the real or mythological 

characteristics of the region, there is a synergistic 
effect – generated value of a higher order, creat-
ing a positive image of the region as a whole – 
the symbolic capital. The image of Vladimir as 
an ancient capital of Russia, the famous centre 
of old Russian white stone architecture of the 
12th century is the world known brand. The Gold-
en Gate, the Assumption and St. Dmitry Cathe-
drals have become the well recognized symbols 
of Vladimir.

To attract tourists, along with advertising and 
PR, it is equally important to use the marketing 
appeal, that is, architectural monuments, histori-
cal places, etc. Thus, according to the Regional 
Tourism Development Strategy such towns of 
the Vladimir region as Vladimir, Suzdal, Yuryev-
Polsky, Murom, Alexandrov, Gorokhovets and 
Gus-Khrustalny were included in the new local 
tourist route «Small Golden Ring of the Vladimir 
Region». The increasing level of competitive-
ness of the regional tourist product is provided 
by state support in the framework of the region-
al programme of tourism development, Small 
Golden Ring started in 2005 for creating new 
excursion facilities and promotion of the re-
gional tourist product in specialized print media 
and at the largest international exhibitions and 
tourmarkets.

Futurologists predict that people will be in-
creasingly involved in active leisure, providing an 
opportunity to try new experiences and there will 
win a region that is able to offer «the unique ex-
perience». Event tourism has currently become a 
powerful resource to help to implement the desire 
to attract tourists. In the Vladimir region such fes-
tivals as «Bogatyrskie Zabavy» (ancient Russian 
athlete contest), «Cucumber Holiday», «Geese 
Fights», «Russian Fairy Tale Festival» have be-
come very popular and traditionally are held every 
year. In July, 2012 for the fi rst time the Festival of 
Vladimir Cherry was organized in Vladimir. There 
is an idea to create a new brand for the town of 
Vladimir based on the image of the unique cher-
ry variety grown in the Vladimir land and called 
after it.

If we believe that the territory – is the brand, 
it should be glamorous, stylish, eye-catching. Ac-
cordingly, based on the needs of the region, busi-
nesses can participate in various projects related to 
cultural heritage. Investment in commercial pro-
jects impact on improving the image of the terri-
tory and the image of the organization, participat-
ing in or organizing special events. It’s possible 
to restore historical sites or «invent» new attrac-
tions (Makatrova, 2011). Thus, in Vladimir there 
is a lack of unusual and unique museum exposi-
tions. The monopoly of the State Vladimir-Suzdal 
museum-reserve hinders the appearance and de-
velopment of the private museums in Vladimir. 
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But nowadays it is so important to engage more 
tourists and, therefore, money by a large number 
of cultural and recreational activities, attractive 
places of interest. 

Conclusion
The rich in cultural terms place should have 

the critical mass of cultural events – from one-off 
festivals to the regular activities of cultural organi-
zations. On the other hand, the architecture blends 
old and new in an urban environment, freely dis-
pensing with visual contrasts. Such a creative ap-
proach enriches identity, creates originality, in-
stills confi dence, fi lls with new strength and adapts 
to modern conditions of territories, their traditions, 
myths, history. If you use holidays, parades, carni-
vals and festivals to attract visitors, the cumulative 
effect of such activities is expanding in terms of 
tourism, culture, creating an image by specifying 
the territory of new prospects.

Creating a positive image of the territory in-
side and outside – is not spontaneous, but long-
term, systemic activity, which requires a con-
ceptual approach, coordination and continuous 
monitoring of results. In the structure of the city 
management there should be organized special 
services, which are supposed to create a favorable 
background for the formation and development of 
the territory image, responsible for the formulat-

ing a branding strategy, establishing the coopera-
tion between the stakeholders, accumulating the 
efforts for the further promotion of the Vladimir 
region.
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