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Abstract: This study addresses topical issues in the use of advertising in the activity of organizations operating
within the sphere of social-cultural services and tourism. Researchers devotes much attention to working out
and conducting advertising campaigns m tourism mstitutions and the use of mternet advertising in tourism.
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INTRODUCTION

Currently, the world is witnessing the heady
development of the sphere of tourism and hospitality.
This finds reflection n the increase i the number of those
employed in the tourism industry, the building of new
hotel complexes and centers, catering
establishments, with the quality of services provided in
this  sphere constantly evolving and  mnproving
(Zhang et al., 2009).

Russia is no exception in this respect either. Major
plans on the development of tourism business and
hospitality services have been worked out in most regions
of the Russian Federation (Wedel and Pieters, 2008).
Thus, for instance, in the Republic of Tatarstan they have
set a tough objective to provide a top-notch service to no
<3.5 million tourists per year (Rosenholtz et af., 2007,
Gabdrakhmanov et al., 2014).

Such ambitious plans cannot be expected to actualize
without the use of the entire diverse arsenal of modemn
marketing tools and technology (Andrews and Withey,
1976, Chrysochou and Grunert, 2014). One of such tools
capable of substantially boosting the efficiency of tourism
business 1s, no doubt, advertising activity (Lu et al,
2014).

leisure

MATERIALS AND METHODS

Analyzing advertising activity in the tourism
industry, one may note that just 10-15 years back there
prevailed one-off promotional
advertising activities were not carried out in an mtegrated
and systemic fashion. That 1s why currently tourism firms
are facing the major objective of switching from one-off
piecemeal promotional actions to putting together and

events and most

conducting large-scale advertising campaigns
(Busljeta and Pelsmacker, 2014). Advertising campaigns
are known to be a whole complex of various advertising
activities linked by a single agenda oriented towards
attaining specific objectives and putting strategies to be
implemented by specific tourism organizations into effect.
Besides, it is expedient that the following algorithm or
sequence of actions be worked out in an advertising
campaligr:

s  Set the campaign’s strategic goals and a list of
objectives to be resolved during the course of its

umplementation
¢+ Define the campaign’s crucial objects (target
segments of the market, authorities, public

organizations, etc.)

*» Regulate i1ssues related to mteraction with the
advertising activities of other interested parties (e.g.,
mtermediary organizations)

»  Conduct in-depth research mto the content of one’s
advertising appeal using SWOT and PEST analysis
and other strategic management tools

¢  Fine-tune the campaign’s territorial, temporal and
content aspects

»  Work out original scenarios for the advertising
campaign with the identification of main ideas and
designs related to implementing them (Fig. 1)

That said, it 18 crucial that one considers the major
factors of the external environment, probable channels for
the dissemination of advertising and the actual times for
the actualization of the campaign’s major efforts in
combination with other lines of tourism firms” work.

On the whole, it should be noted that currently
advertising by Russian tourism firms is mainly of an
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Fig. 1. Algorithm working advertising campaign

Table 1: Characteristic features of individual facilities internet advertising

Campaign’s strategic goals Objects advertlsmg L 5
campaign
Regulation of the interaction Research tlze content of »
with advertising activities of advertisement
other interested parties
Research aspects of the . Scenarios of the
adlvertising campaign "  advertising campaign

Means Advantages

Disadvantages

Website Large information content
BRanner advertising
Electronic conferences

Email Low-cost and simple solution

Effective attraction of potential consumers and image advertising
Availability of users interested in information

Complicacy of selection

Negative attitude of the users
Small size of the target audience
Negative attinde towards advertising

mformative and exhortative nature and 13 normally
conducted at local or regional level. At the same time, in
forming the brands of orgamzations within the sphere of
tourism and hospitality, a special role is always played by
reminder advertising. After the advertising campaign need
to evaluate its effectiveness:

K XV

(K avetising saes )¢ AQVETLSING cOsts

(1)

advertising efficiency = net profit

Where:

K sivertising ctiamey  — Advertising efficiency factor
K = Net profit factor in sales

V svertsing sales = Advertising sales volume

net profit

Advertisimg 15 effective 1f  Kiucusg ecemey™]-
Organizations operating within the sphere of social
cultural services and tourism nowadays make a wide use
of outdoor and print advertising (normally carried by
specialized magazines). We come across advertising
information related to the tourism and hospitality industry
on TV less frequently.

Furthermore, there has been increasingly gaining
momentum the use of tourism and hospitality advertising
on the internet. Most not only large but medium-sized and
small tourism agencies have their websites online. It is a
common belief nowadays that “if an organization
operating within the sphere of social-cultural services and
tourism does not have a website, it just does not exist”.
This adds further credence to the reasoming that internet
advertising plays a tremendous role now a days.

In addition to using websites, tourism firms and hotel
enterprises employ other means of internet advertising as
well such as banners, electronic conferences and Email.

All of the above means of internet advertising have
their strengths and weaknesses which of course, should

be taken into account in putting together and conducting
advertising campaigns (Table 1). Thus, for instance, one
of the advantages of using websites is the ability to
provide extensive volumes of information to customers.

The major strength of banner advertising is the
effective attraction of potential consumers and image
advertising. Conducting electronic conferences leads to
the availability of users interested in mformation
provided, while Email serves as a low-cost and simple
solution in using advertising information.

That said, the above means of internet advertising
have certain drawbacks as well. With websites, owners
may have trouble having a webpage properly designed,
while users may have difficulty navigating it. When, it
comes to banner advertising, users may develop a dislike
for pages abounding in banners. Electromic conferences
often draw low target audience numbers, while the use of
Email can get most internet users to develop a negative
attitude towards advertising through Email.

We should also note differences in the audience of
the above means of mtemnet advertising. Thus, websites
mainly cater to a target audience; banner advertising is
consumed by a broad audience; electronic conferences
cater to a narrow-target audience; Email advertising 1s
mainly aimed at a target audience.

All this points to the need for the comprehensive and
systematic use of various means of internet advertising
by orgamizations engaged mn providing social-cultural
services which can lead to both a steady increase mn the
efficiency of advertising itself and a bolstering of the
competitive positions of the organizations.

We should also note the need for constantly keeping
track of a whole group of factors mfluencing the means
of internet advertising (e.g., websites) in organizations
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Table 2: Growth in volume Internet advertising in Russia (billion rubles)

Years Values
2010 16.2
2011 36.6
2012 56.3
2013 71.7
2014 85.0

operating within the sphere of social-cultural services and
tourism. We can rightfully include the following factors in
this category:

¢ The popularity of the resource

¢ The broadness of the audience

¢ The subject matter of the resource

*  The availability of competitor websites

¢ The placement spot (a section of the website)

¢ The cost of placement.

* The possibility of making quick changes and
additions to the content of the website

+  Statistics provided, etc.

Should be remembered formula impact of advertising
o1 consuer:

ACCA = Attention + Comprehension + Conviction + Action

(2)

Thus, the internet enables organizations operating
within the sphere of social-cultural services and tourism
to constantly come up with new forms of working with
their customers and maintain mutually profitable relations
with their business partners; it also ensures relevant
access o various sources of information.

In addition, internet advertising remains quite an
effective means of advertising, as it costs much less tharn,
for mnstance, TV advertises. Besides, internet users are
quite active mdividuals, who are capable of not only
expeditiously assimilating mformation but influencing the
behavior of other consumers who are not regular internet
users (Table 2).

RESULT S AND DISCUSSION
Thus, cuwrently tourism
mcreasingly using various
advertismg activity. The use of mternet technology
in the advertising activity of tourism firms is becoming

organizations  are

means and tools for

especially significant. Tn this regard, the major focus in the
matter of boosting the efficacy of advertising activities
15 placed on working out and conducting large-scale
advertising campaigns which have quite a strong
umpact on consumers of tourism and hospitality
services. Recently, it can be noted the rapid growthof the
market for internet advertising.

CONCLUSION

Consequently, all of the above convincingly attests
to the constant development and continuous expansion
of advertising activity by organizations operating within
the sphere of social-cultural services and tourism
which, eventually, can lead to the further progressive

development of tlus area of activity in Russia.

REFERENCES

Andrews, F.M. and S.B. Withey, 1976. Social Indicators
of Well Being American's Perceptions of Life
Quality. Plemum Press, New Yorlk, TJSA.

Busljeta, B.I. and D.P. Pelsmacker, 2014. Involvement
tolerance for ambiguity and type of service moderate
the effectiveness of probability marker usage in
service advertising. J. Advertising, 43: 196-209.

Chrysochou, P. and K.G. Grunert, 2014. Health-related ad
mformation and health motivation effects on product
evaluations. . Bus. Res., 67: 1209-1217.

Gabdrakhmanov, NK., V.A. Rubtzov, S.A. Shabalna,
M.V. Rozhko and D.Z. Kucheryavenko, 2014. The
role of territorial organization of cities in the touristic
attraction of the region on the example of the
Republic of Tatarstan. Life Sci. T, 11: 451-455.

Lu, L.C, W.P. Chang and H.H. Chang, 2014. Consumer
attitudes blogger's sponsored
recommendations and purchase intention: The effect
of sponsorship type, product type and brand
awareness. Comput. Hum. Behav., 34: 258-266.

Rosenholtz, R, Y. Li and L. Nakano, 2007. Measuring
visual clutter. J. Vision, 7: 17-17.

Wedel, M. and R. Pieters, 2008. Eye tracking for visual
marketing. Found. Trends Marketing, 1: 301-350.

Zhang, I., M. Wedel and R. Pieters, 2009. Sales effects of
attention to feature advertisements: A bayesian
mediation analysis. J. Marketing Res., 46: 669-681.

toward

5088



	5086-5088_Page_1
	5086-5088_Page_2
	5086-5088_Page_3

