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Abstract: The article discusses the elements of actual and potential tourist image of Rostov agglomeration -
the territorial cluster formed around the city of Rostov-on-Don. Rostov agglomeration is the most dynamic area
of Rostov region andthus it is making a great contribution to the development of a brand of the whole region.
The article is based on empirical data of a pilot research. The main areas of analysis were living environment,
city attractions, competitive advantages and disadvantages on the tourism market, especially on the market of
business and event tourism. Residents’ estimates help to understand the potential of formation of a unique
territorial identity andthe impact of the tourist image of agglomeration on branding the Rostov region as a
whole.
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INTRODUCTION can be expended to include such elements as hosting

Regional or territorial branding is recognized now as development of tourism in the region is considered as an
an important tool of socio-economic development of the effective “image-builder” andas a tool for the integration
territories [1]. Regional branding is an adaptation of the of metro-region or agglomeration [3].
approaches developed in marketing. The concept of Why tourism is seen as an important tool for
regional branding has several historical forms, but they branding? The answer lies in the fact that the brand is a
are all  connected  with the attempt to associate certain cognitive and emotional phenomenon, “unique set of
area with specific high-quality products or approaches. associations in the public mind” [4]. Territorial branding
The first forms of regional branding were of natural is directed at the creation, consolidation and distribution
character, they have been associated with traditional of “narratives that give meaning to a place” [5]. The
products, particularly food, wine andsome types of development of the tourist image of itself - it is a set of
clothing. In the post-industrial economy associations can efforts related to improving the attractiveness of the area
be promoted for more modern products and for larger andthe formation of its uniqueness, social and cultural
areas like metro-regions (for example Silicon Valley). integrity. Factor of uniqueness is known to favor a
Branding promotes territory's reputation, which becomes measure of the marginal utility for tourist services. But
a marketing tool in inter-regional, national or international today the effective uniqueness is generally the
scale. uniqueness of synergy or of the amount of qualities. The

At the same time, strategically successful territorial cultural style, the cultural capital, values and the identity
branding, as a rule, is based on cooperation of business, of the local community play important role in this amount
government and population. In modern conditions, such of qualities. Development of tourist specialization and
cooperation is not only in the creation of a favorable expansion of tourist flows contribute to a coherent
investment climate, infrastructure, but also in the use of identity and self-identity of the local community and
cultural or symbolic capital. So tourism is often at the contribute to solving the problem of “one brand, many
heart of territorial branding, especially when this concept messages” [6].

conventions and displaying local culture [2]. The
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MATERIALS AND METHODS Such factor as event-driven attraction of the city is quite

This article presents the results of a pilot sociological area.
study conducted in the form of a questionnaire. This pilot Another important factor is the environmental
study was carried out in the framework of the project attractiveness, which is associated with a particular
“Tourist image of the city of Rostov-on-Don” at the end environment, the atmosphere created by the social and
of 2012. Searching character of the research had required cultural flair of the area, by attitudes of population to the
to include in the form a large number of open-ended city as a living environment (Table 1). In this regard, it is
questions. On receipt of such information interviewers interesting to know views of the residents what is the
were primarily focused. In total, 150 respondents were expression of love for their city. In addition, the answer to
asked with compliance of the most important parameters this question is an indication of what is most valued in the
of the general set - age and sex structure of the city of Rostov.
population, representation of residents of various areas of As  seen,  leading  theme  in   the   public  opinion is
the city. of  a  respect  for  the  city  and the environment.

Main Part: Positive tourist image cannot be formed all  to  maintain  cleanliness  of  the  streets  and to
without an understanding of how comfortable and preserve the city environment. The second theme is of
convenient is the urban space as a living environment [7]. respect for the local culture and traditions. This indicates
Rostov-on-Don is quite an attractive city for new flows of that  the  use of a particular culture and identity of the
people: a total of about one fifth of the respondents had local people in the development strategy of tourism
moved to the city in the last 10 years. Socio-economic potential of Rostov-on-Don is quite possible. In this
factors are among the main reasons that attract people regard, the city has both advantages and disadvantages
from other areas: the capital of the Don region is the in light of positioning within the Don region: historical
largest educational and research center, developing city and cultural image of Rostov-on-Don has always been in
with more comfortable conditions for living than in other a certain dissonance with traditional Cossack settlements
areas, the center of economic dynamics, in which there are in the urban environment that is not pronounced as
vacant jobs. To determine the tourist profile of the city the Cossack style, within the urban area is relatively little
question were asked about the most significant events of symbolically laden areas and places associated with the
the past year. As it turned out, Rostoviters’ attention is Cossacks. Fluor pronounced Cossack style weakly
attracted by different spheres of social life. But it may be represented in the urban environment, within the city
noted the high importance of cultural and sporting events, there is relatively few symbolic places associated with the
which  indicates  a  positive  event  dynamics  in  the  city. Cossacks.

important in the formation of the tourism potential of the

According  to  the  residents,  the  respect  means  first  of

Table 1: Distribution of answers to the question “What for you personally means ‘to love your city’?”

Frequency,
Categories of answers received from respondents % of respondents

Theme of respect for the urban environment, nature and preserving the purity: to care of nature, not to throw a garbage on the street, 24
do not pollute the environment, not to destroy, not to litter, etc.

Theme of respect for the history, traditions, culture: to care about the others, to protect the culture, to know the important events, 19
to know and respect history and culture of the city, to know your own city, etc.

Theme of perception of the city as home: to back, to desire to live in the city all your life, to live in this city and to work, 18
to live and to take care of your city when you do not want to leave the place and want to raise a family here,
not to want to move to another city, region, etc.

Theme of patriotism: to root for the city a soul, to be faithful to the city, to be a citizen, to be useful to it, to be proud of it, 17
to protect, to be responsible for the city etc.

Theme of aspiration to improve the home city and region: to contribute, to do everything possible to develop it, to do it better, 13
the desire to see the city developing, to benefit etc.

The theme of love for the city: to love it, to love in spite of anyone's judgment, to love the way it is, to recognize it the best, 9
to wish its prosperity, etc.
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Table 2: Distribution of answers to the question “When you are thinking about the Don region, what you remember in the first place?”
Frequency,

Answer options % of respondents
Don nature (eared wheat fields, grasslands, rivers, Don, Azov Sea, etc.) 59
Cossacks and their traditions 48
Native home, school 41
Famous residents who have made a contribution to Russian and world culture (Mikhail Sholokhov, Aleksandr Solzhenitsyn, 35
Anton Chekhov and others)
Large enterprises (“Rostselmash”, “Rostvertol” etc.) 18
The peoples living in the Don (Russian, Ukrainians, Armenians andothers) 18
Historical events of the past (the Great Patriotic War, Civil War, etc.) 17
Other 4

Table 3: Distribution of answers to the question “What sights and symbols do you associate with Rostov-on-Don?”
Frequency,

Categories of answers received from respondents % of respondents
The theme of the Don river (the Don River, the quay, left bank of the Don) 29
The theme of the urban nature (greens, the maple leaf, green city) 15
Some points of interest (monuments, shopping centers, temples, Rostov zoo, buildings) 11
The theme of Cossacks (Cossacks, history of the Cossacks, Cossack cuisine) 9
The Victory Monument at the Theater Square 7
The monument “Tachanka” 7
Pushkinskaya street 6
The city theaters (The theatre of M. Gorky, The Musical Theater) 4
Bolshaya Sadovaya street 4
The city parks 4
The Theater Square 4
The Voroshilov bridge 3
The plant Rostselmash 3
The ravine Zmievskaya 3
FC “Rostov” 1
Area “Nakhichevan” 1
The negative characters (a garbage, a mud, bad roads) 7

Table 4: Distribution of answers to the question “What do people from other cities reminisce about Rostov-on-Don primarily?”
Frequency,

Answer options % of respondents
The Don nature 26
Local residents (hospitality and other qualities) 25
Cultural buildings and events 18
Beautiful architecture 14
Tasty cuisine 13
The convenient transportation 9
Other 7

Table 4: Distribution of answers to the question “What should be done for developing of the tourism potential of the city?”
Frequency,

Answer options % of respondents
To create a unique and attractive urban environment (the quay, parks, the Cossack cuisine) 27
To preserve the historic appearance and architecture of the city 25
To develop entertainment and sports (amusement parks, sports complexes) 17
To develop the transport infrastructure 16
To create the conditions for business tourism 10
Develop in a network spa facilities 4
Other 3
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However, the city has originality branding legend In this case, the leaders were Don nature, as well as
associated with the trading estate, merchant advances,
the development of science and education, industry, the
European form of culture (theaters, conservatory, etc.).
The difficulty lies in the fact that despite all the progress
in these areas, they are unlikely to have a uniqueness
today. Perhaps the right decision in this situation is to use
the synergistic effect of all aspects of the image. But then
we can face the problem of “one brand, many messages”.
In short, today there is not strong city’s branding legend
in the public image, which can be used in order to attract
tourists.

Table 2 presents data showing how to compete the
images associated with Rostov-on-Don and Rostov
region as a whole in the public mind.

The structure of responses in Table 2 confirms that
the tourist image of the Rostov-on-Don surrenders to the
symbolic capital of the Don region. The symbolic
component of the image of Rostov-on-Don virtually
confined to the achievements in the industry. In order to
still distinguish the symbolic capital of the city and of the
region, respondents were asked a single question about
associations of Rostov-on-Don.

As can be seen, the main themes articulated in the
public consciousness are of the Don River and the city
flora. However, from these features of the city, perhaps,
the Don River and related recreation opportunities - the
quay, the left banks, trips on the boat are unique and
attractive for tourists. Greening of the city is rather an
advantage for the locals, rather than a unique attractive
resource. The list of sites of Rostov-on-Don is broad
enough, but it is mainly composed of the place names that
are familiar only to the residents, attractive only for them.
Of course, good design and a tidy look of Pushkinskaya
street are an attractive factor for the visitors, but only in
a very limited sense - as an opportunity to walk in
business tourism, for example. The same is true for most
of other “memorial sites”. A reference to the Cossack
cuisine may be considered as only exception, but even
this element of tourist potential - is more borrowing from
the general image legend of the region. And judging by
the real representation of the Cossack cuisine among the
abundance of Japanese restaurants and pizzerias, it is not
recognized as an opportunity to position local
businesses.

The question of the most memorable sites of Rostov
asked in a more general way, too (Table 4): “What do
people from other cities reminisce about Rostov-on-Don
in the first place?” In this question both ready-made
options and opportunity to give their own answers were
offered to the respondents.

the quality of the local people - the hospitality and other
features. This situation is a confirmation of the above
considerations that the uniqueness of the city of Rostov
is “dissolved” in the people inhabiting it. However, the
difficulty lies in the fact that the mode of identity of
Rostoviters, as well as their characteristic behavior - it's
just a variation of the South-Russian cultural forms and all
these do not contains uniqueness compared to other
residents of the Rostov region, Krasnodar or Stavropol
Regions. It is much more important to be recognized by
the other positions that occupy the third, fourth and fifth
place in the ranking, namely, cultural buildings and
events, beautiful architecture and delicious cuisine. So,
we must recognize the increasingly importance of other
positions, which take the third, fourth and fifth place in
the ranking, namely, the cultural buildings and events,
beautiful architecture and delicious cuisine.
Consequently, a promising direction in the development
of tourism potential of the city is perhaps the event-
tourism and business tourism, accompanied by “selling”
a cultural specificity. The model is to develop suitable
sites for a variety of regional, inter-regional, nationwide
and international events, accompanying them using local
unique and comfortable environment [8]. Among other
things, the answers to this question have identified one
of the risks in the development of tourism potential,
namely the condition of the transport infrastructure.

Also, respondents were asked how they prefer to
spend their free time, relax. It turned out that they
appreciate the Rostov-on-Don as a big city, where you
can “have a good time” (59%). But respondents believe
that visiting the country, visiting water bodies, in
particular the Don River and the Sea of Azov are
enjoyable form of recreation, too. Two more popular way
of recreation - this visiting places 1) related to the history
of the Cossacks (Novocherkassk, Starocherkassk) and 2)
other historical sites of the region (Tanais or Azov).

The opinion of the respondents about the prospects
and the need for development of a component of the
tourism potential is sufficiently differentiated. However,
the most popular are two positions - 1) to create a unique
and attractive urban environment and 2) to preserve the
historic appearance and architecture. Also two important
directions are to increase the event-attractiveness of
Rostov and to develop a tourist infrastructure.

The most serious risks in attracting tourists are weak
development of the hotel business, transportation
infrastructure and the ecology. Characteristically, the
respondents did not note such point as the high cost of
staying in the city andit can be viewed as a competitive
advantage.
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CONCLUSION development, which involves two major projects - the

The  city's  population  does  not  perceive  the near Rostov-on-Don, the worth is about $ 1 billion) [10]
Rostov-on-Don as a potential tourist center. All the andthe construction of a new stadium on the left bank of
respondents' assessments focused mainly on the sights the Don for the FIFA World Cup 2018 (the cost of the
and places that do not have a significant level of project, taking into account infrastructure costs is about
uniqueness and tourist attractiveness. Basically place $ 1 billion) [11].
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