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USING THE MARKETING TOOLS TO STEP-UP TERRITORIAL COMPETITIVENESS

This paper examines both well-known and advanced marketing tools which have an enormous importance for managing local development, raising and maintaining city competitiveness, investment attractiveness and to improve quality of life.
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For increasing and sustaining a city competitiveness and investment attractiveness, using an advanced system of marketing tools is extremely important.
However, marketing tools don’t always have the desirable results. There are quite a lot of scientific approaches which assert that processes, like city marketing, are useless strategies that do not have any positive impact on local development, and only waste resources. Most economists believe that the flow of capital is naturally cyclical and the territories will invariably encounter periods of investment and disinvestment, and marketing can’t alter this economic cycle. Indeed, using the system of marketing tools doesn’t prevent cyclical crisis and depressions. However, it enables to reduce their irreversible consequences and create favourable conditions for application extra effective tools of territorial progress.
In terms of socio-economic stability, according to a Greek marketer T. Metaxas, there are some prerequisites and criteria for the marketing strategy to be successful, such as: adoption of city marketing by local society; definition and management of a vision for the city in consideration of its specific and unique character. Besides, it’s important ensure effective cooperation between local authorities, residents and business, and also existence of a promotional office of the city with specialists [4]. 
It should be noted that realization of city marketing concept is possible when local authorities are interested in promotion and increasing territorial competitiveness and, of course, residents and business community are active.
Both foreign and domestic researchers in the range of city marketing [1, 2, 3] refer to the main tools of raising competitiveness the following: design of the medium-term policy and goal-oriented programs; analysis of socio-economic development and resort potential of the territory; analysis and selection target markets; effective territory positioning; communication activity; analysis and selection place for business establishment; tactical marketing and territory PR; SWOT, PEST and GAP-analysis; support of priority investment projects.
According to G. Ashworth and G. Voogd, the most important marketing tools are city branding, extraordinary building construction or flagship projects, mega-event hosting and also virtual reality techniques, especially when it comes to business establishment [1]; however they are not typical for Russian economic practice. Let us consider these tools in detail.
City branding is actually the application of trademarks on cities, which ensures individual image and private features in consumers’ consciousness. According to R. Wright, city branding and its components cost much more than tangible and intangible assets [9]. We consider that this is debatable issue because orientation only on city branding is not sufficiently. Brand is used for forming of positive image and territory prestige in potential consumers’ consciousness. The brand will help in raising the status of the city as a tourism destination or a residential place or place for business establishment. Tourists will want to come or businesses will want to locate in the city, just because of its fame. The researchers of cluster economy [5, 6, 7] grounded brand positive influence on forming territorial clusters; progress of logistic functions and also stimulating big actions as mega-events (conferences, forums, exhibitions, fairs, etc.). 
Besides specialists in marketing field the population can concern with city branding. For example, an annual “The Baikal project” forum with the main issue – “The capital of Eastern Siberia: city branding techniques” takes place in Irkutsk since 2005. 
Flagship projects can play a functional role in creating an image and an identity for a city, as well as its marketing. Investing in prestigious constructions/ landmarks is a promotional tool and a tool for image making, used both by public and private investors. Flagship projects gather functions (communication, knowledge exchange, high technology, advanced services, culture) which seem to be important for the mode in which the world operates nowadays. As to the architectural attributes, the visual distinctiveness in local setting seems to be one of the more pervasive characteristics of selected high profile structures. 

For example, to Summit ATEC-2012 on Russkiy Island it’s planning the construction of touristic zone, large international business centre and some comfortable hotels. After Summit these infrastructure objects would be resource base for development of The Pacific research-educational centre with two departments – The Far Eastern Federal University and science park of FED RAS.
Mega-event is activity of international scale, served as intellectual and expert stage where new approaches to making policy decision and city development, mechanism of interest harmonization and effective cooperation between local authorities, residents and business for raising investment attractiveness and city competitiveness are formed. So, The Baikal and The Krasnodar economic forums are striking examples of mega-events. They are famous for the meetings of experts from the whole world to discussion of developer projects of investment attractiveness, criteria optimality growth and mobilization of investments and spatial city development.
As far as mega-event hosting is concerned, there are two basic reasons for engaging in this process. The first is that local authorities deal with mega-events in strategic terms, pursuing opportunities for regional, national or even international promotion at low cost. Besides that, the strategic of mega-event hosting provides a definite time line for constructing the projects. The second reason is that mega-event hosting can boost tourism development. For cities that seek to be competitive, this rationale supports the trend for consumer-based development, which presupposes funding of a tourist friendly landscape as the Olympic Games – 2014 in Sochi.

Though, in Sochi a new transport and railway infrastructure will be constructed, engineering communication will be modernized and modern sport facilities will be raised [8].
According to A. Deffner and T. Metaxas, city marketing process should be evaluated within the framework of urban management [2, 4]. The strategic plan process concerns the analysis of the city’s internal and external environment (SWOT, PEST, GAP analyses), in everything that has to do with the examination of the relationships that have been developed inside the city. Through the SWOT analysis there arises two levels of research and further examination. These concern the relationships between Public Authorities and the ability of the Public Sector to implement development strategies in cooperation with the private sector in a city. Making the strategic plan it’s important to take into account city individuality, its specific and distinctive features, by the way, its competitive and comparative advantages.
Virtual reality techniques are very useful in affecting enterprises who seek a place to locate. Such a presentation could show the friendly urban environment, the nice urban aesthetics, the transport connections, the location of the enterprise with possible alternative scenarios etc. Demonstration using high quality pictures adds the component of animation and draws the attention of most people. Animations contain more information and provide a better presentation of buildings and places. In comparison to traditional presentations, computer-generated animations can provide unseen perspectives, manipulate light suitably and show pictures from impossible angles. Another characteristic of this method is the ability to add new buildings and show alternative building designs. This is very important when an effort is being made to tempt a potential investor. 

Thus, city marketing is an integral part of urban planning for cities that wish to be really competitive in today’s conditions. A properly designed and implemented marketing plan can help every city to promote its competitive advantages, in order to succeed in the sector that is indeed more powerful than its global competitors. Using both advanced and classic system of marketing tools is extremely important for increasing city competitiveness, investment attractiveness and improving quality of life.
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