HbIM KOHTpareHTtoM. He cnemyert 3a0bIBaTh U 0 TOM, YTO O60pHOa MEXKITY KOPIIO-
parysiMi 32 KICTOYHUKH CBHIPbSI U PHIHKU COBITA, MOKET MPUBOJUTD JaXKe K BOM-
HaM MEXIy rocynapcrBamu. M3BectHas B uctopuu JIaTMHCKOM AMEpHUKHU Tak
HasbIBaeMas «BorHa Yako» mexny bomusueit u [laparBaem, koropas Obuia 1o
CYIIECTBY CXBaTKOM MEXITy aMepHKaHCKOHM kopropanued «CtaHmapa o od
Hero-IIxxepcu» (cefiuac «xccoH-Mobum») U aHrio-royuianackoi «Poran [latya
e 3a o6HapyxeHHble B Yako HedTsIHbIE 3anackl [2, c. 27; 4].

Takum oOpazoMm, He CTOUT 3a0bIBaTh, 4TO B cBoux AeiicTBusix THK pyko-
BOJICTBYIOTCSI B OCHOBHOM €JaHUEM MaKCUMHU3UPOBaTh MPUOBLIL U MUHU-
MHU3UPOBATh U3JIEPKKH, TAJIEKO HE BCET/Ia CUYUTASICh MIPU 3TOM C UHTEPECAMU
MPUHUMAIOIIUX UX TOCYIAPCTB, O3TOMY JIJIsl TIOJIyUY€HUSI MAKCUMAJIbHON BbI-
ronbl oT nputoka [IMU B cTpaHy mpaBUTEILCTBO JOMKHO BBHIPAOOTATh YeT-
KYI0 TpOrpaMMy B3aUMOJICHMCTBUSI C MHOCTPAHHBIMU MHBeCTOpamu. B 3amauy
3apyOeKHBIX KOpIIOpaIMii HEe BXOJUT COJCHCTBHE W Pa3BUTHE IKOHOMUKHU
npuHUMaroIIero xo3siictea. D¢ dextuBHoe mapraepctso THK u mpunHuMaro-
HIEro rocyJapcTBa BO3MOXKHO TOTJa, KOIr/a NIPUHUMAKOIIAs CTpaHa MOCJIEN0-
BAaTEJILHO CTPEMUTCS UTPATh AKTHUBHYIO POJIb KaK B MOJIMTUKE MPUBICUYCHUS
THK B HanmoHadbHYI0 3KOHOMHKY, TaK M PEUICHUM OPraHU3aLMOHHBIX BO-
npocoB ux ¢yHkuuonuposanus. earenbHocts THK Oyaer okas3wiBaTh IO-
JIO’)KUTENIBHOE BIUSHUE HAa COLIMAIbHO-DKOHOMUYECKOE PAa3BUTHE rOCYyAapCTBa
TOJIBKO TOT'/1a, KOT/Ia HHTEPECHI IBYX CTOPOH OyAyT COBIAAATh.
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MARKETING OF TOURIST DESTINATIONS

H. Slnouxkuna

Today tourism is one of the largest and dynamically developed sectors of econ-
omy. In 2010, there were over 940 million international tourist arrivals worldwide
alongside with US$919 billion of international tourism receipts. In such countries
as France, Spain, the USA, Greece and Thailand tourism brings in large amounts
of income in payment for goods and services available. It also creates opportunities
for employment in the service industries (transportation services, hospitality ser-
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vices, entertainment venues). Hence, many countries use marketing of tourist des-
tinations in order to promote tourist attractions all over the world.

Tourist destinations are a mix of tourism products, experiences and other
intangible items promoted to consumers. They represent geographically de-
fined entities such as groups of countries, countries, regions in a country (The
Rockies in North America), a city (London), a rural area (The Swan Valley, a
wine tourism region in Western Australia) or a resort.

According to «A-approach» of defining destinations, the destination is of-
ten referred to as an amalgam of six components: Available packages, Acces-
sibility, Attractions, Amenities, Activities, and Ancillary services.

Marketing of tourist destinations is defined as coordinated activities of a
state and local authorities, tourist associations and business enterprises aimed at
creating and promoting the image of a region and its tourist proposition on do-
mestic and foreign market. Many destinations consider tourism to be the main
source of revenue and hence compete for potential customers. A great number
of tourist products on the market and intense competition highlight the necessi-
ty of marketing for tourist destinations. Analysis of climatic, natural, cultural,
historical and architectural resources, tourist infrastructure (hotels, restaurants,
transportation), financial and economic spheres of a region, should be carried
out in order to promote a destination successfully.

To promote a destination successfully, a combination of four types of mar-
keting is required: image marketing, marketing of attractions, infrastructure
marketing, and marketing of people. They will be sorted out on the example
of Australia.

As far as image marketing is concerned, it is important to understand that a
positive unique image and good positioning can attract a lot of tourists to this
or that country. Let’s take Australia as an example, which usually presents it-
self as a unique area. Its peculiarity is expressed in ancient aboriginal culture,
dazzling salt pans, red rocks, unusual creatures such as koalas, kangaroos,
cockatoos, and emus, beautifully swaying coral on the Great Barrier Reef and
world heritage rainforests. The slogan «There is nothing like Australia» also
supports the idea of its uniqueness. Visual symbols and events can play a
prominent role in marketing of tourism in the region. So, many people asso-
ciate Sydney with Sydney Opera House or Sydney Harbour Bridge and with
the Olympic Games held in Sydney in 2000. These visual symbols constantly
appear on billboards, brochures, videos. If the image matches the advertising
slogan, it lends credibility to the sites and awakens desire for visiting them.

The extent to which tourism growth can be sustained, however, very much
depends upon investments in specific places of interest and the development
of tour packages. Destinations should provide easy access to attractions by
bus, boat, train or airplane and create half-day, full-day and evening tours.
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Australia has a unique selling proposition: tourists can choose evening cruises
along the Great Barrier Reef, half-day excursions around the cities, trips to
National parks or ethnic villages to get acquainted with indigenous culture.

When a destination implements infrastructure marketing campaign, it is
considered to be a basis for tourism development because the region needs
well-functioning infrastructure, such as transportation, accommodation,
amusement and catering facilities. As for Australia, it has almost 500 airports,
14000 cafes and restaurants, 4300 hotels and a lot of exciting amusement
parks («Dream World», «Sea World»).

In other words, as a result of the successful exploitation of its attractions,
the development of tourism in Australia is undoubtedly achieving national ob-
jectives, underpinning the economic diversification and development of this
country whilst meeting the needs of specific tourist markets. In particular, the
success of Australia has been underpinned by marketing famous people of
this country. This strategy involves advertising Australia, as a homeland of
Kylie Minogue (a singer) and Nicole Kidman (an actress).

Thus, Australia shows an excellent example, how to market a tourist desti-
nation. The campaign describes what makes the country a unique holiday des-
tination: «The people of Australia are friendly and open. You don’t just visit
Australia, you live it. The unique experiences you have and the people you
meet will make you feel uplifted and full of life». All this has enabled the in-
digenous population to work hard in order to accept and tolerate the needs and
expectations of tourists and to integrate the tourism sector more closely into
economic and social fabric of Australia, which makes its image as an innova-
tive, futuristic and dynamic destination where anything is possible!

In comparison, we decided to study how local residents perceive a tourist
destination. That is why a survey called «Image of Belarus as a Tourist Desti-
nation» has been recently carried out. 103 students of Belarusian universities
were asked to fill it in.

The survey showed the following results: the most promising kinds of
tourism in Belarus are excursions (20,6% of respondents), health tourism
(18,9%), event tourism (12,8%) and eco-tourism (12,8%). The most famous
Belarusian sites are Mirskiy Castle (22,4%), Nesvizh Palace (18,9%) and So-
fiyskiy Cathedral (18%); the most well-known museums include Brestskaya
Fortress (21,9%) and Dudutki (20,2%); the most famous Belarusian events are
Slavyanskiy Bazar (43,3%) and knight tournaments (28,8%); Belarus is asso-
ciated with Francysk Skorina (43%) and Yanka Kupala (21,5%); 45,6% of
respondents like the tourist slogan «Hospitality beyond bordersy.

Consequently, the benefits sought from tourism are economic in character
and frequently reflect regional or national development policy. To revitalize
the tourism sector of the Republic of Belarus, new markets must be sought,
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within the overall objective of maintaining our country’s competitive position
as a mass, though contemporary and appealing tourism destination. Certainly,
the successful regeneration of Belarus as a tourist destination is largely de-
pendent on the ability of the local authority to use its political capital to drive
through the necessary changes and developments.

APYHICKASA AEKJIAPAIIUA BTAMO U BOITPOCBHI BOPBBbI
C KOPPYINIIUMEN U JTOJTKHOCTHBIMU HAPYIIEHUSMMU
B TAMOXEHHBIX OPT’AHAX

1. . Suko

B 1993 r. CoBet 1o TaMokeHHOMY coTpyaHu4ecTBy (¢ 1994 r. — Bcemup-
Has TAMO>KEHHAsI OpraHu3alusi) TPUHSUT IeKJIapaluio, B KOTOpoi 0003HAUEHbI
OPUHIUIBL 3QPEKTUBHOTO YNPABIECHUS U CIYKEOHOW 3TUKU B TaAMOXEHHBIX
opraHax, BOIIEJIIAsl B MPAKTUKY MEXKIYHAPOIHOTO TAMOXXEHHOTO IpaBa Kak
Apyuickas neknapaius (nmpuHsTas Ha Bbeie3nHoM ceccun BTamO B 1. Apya,
Tanzanus). Briocnenctsun oHa Obuia gomnosnHeHa «PyKoOBOACTBOM IO camo-
OLICHKE», TJI€ pa3bsICHIETCS, KaK HYKHO IPOBOAUTH B KU3Hb MPHUHIIMITBI 1aH-
HOM KoHBeHIMU. B Jlexnapanuu npu3HaeTcs aHTHOOIIECTBEHHBINH XapaKTep
KOppYIILIMU U €€ KpailHe HeraTuBHOE Bo3jelcTBHE Ha 3(PexkTuBHOE (HYHK-
IMOHUPOBAHNUE FOCYJAPCTBEHHBIX OPraHOB U Ha MPECTUK TOCYIapCTBA.

B Apyuickoit nexnapauuu o0o3HaueHbl 10 OCHOBHBIX MPUHLHUIIOB, MOJIe-
KaIMX TPUMEHEHUI0 TaMOKEHHBIMM OpraHaMu IpHU pa3padOoTKe CBOUX Ha-
UOHAIBHBIX MPOrpaMM «I0 OOECTIEeUYEeHHUI0 YECTHOCTH Ha TaMOXHAX». B
2003 r. Obla NMpUHATA HOBas penakius aokymeHTa. OCHOBa €ro — 3TO KOH-
LEeNTyaJbHbIA TPaBOBOM 0a3uc, BKIIOYAIOMIUN PsJi KIIOYEBBIX 3JIEMEHTOB,
peanu3zanusi KOTOPhIX XOTh U HOCHUT ISl HAIMOHAIBHBIX TAMOKEHHBIX CIIYKO
pEKOMEHATEeNbHBIA XapaKTep, HO MOJYEPKUBAET BaXXKHOCTh MX IOCJEI0BA-
TEJIBHOTO BHEAPEHUSI B IPAKTUKY TAMOKEHHOU CITY>KOBI [1].

O603HaUMM 3TU NPUHLUIHAIBHBIE HAMpPAaBICHUS YKa3aHHOW AHTHUKOP-
PYHIIMOHHOM cTpaTteru [2]:

1. PykoBojsuiasi poib ¥ IPeIaHHOCTb JIETY.

2. PerynatuBHas OCHOBA.

3. IIpo3padHOCTh.

4. ABTOomaTtu3aiusi.

5. PedopmupoBaHue 1 MOJICpPHU3AIIUU.

6. AyauT U IPOBEAECHUE PACCIEIOBAHUIA.

7. Kopekc noBeaeHusl.

8. YmnpaBieHue TH0JCKUMU PECYPCAMMU.

9. MopasibHOE COCTOSIHHE H OpraHU3allMOHHAs KYJIbTYpa.
10.B3auMoOTHOLIEHUS € TPEANPUHUMATENSIMU U OU3HEC-COOOIIECTBAMH.
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