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Destination Branding and Creative Industries
Due to increasing competition on the tourist market destinations are forced to struggle for the target audience and to invent innovative means aimed at creating positive image of a place and distinguishing one territory from another. Simon Anholt was the first researcher who stated the need for place branding in 1996 and suggested the term “nation brand”. He realized that the reputation of countries, regions and cities functions similarly to brands of companies and products [Anholt, 2011]. Since that time destination brands have become an essential tool of tourism marketing.

According to Anholt, destination brand is a competitive identity of a place, “it is what makes a destination distinctive and memorable. It differentiates the destination from all others. It is the foundation of the destination’s international competitiveness” [Anholt, 2009].

A destination brand can be based on different elements such as history, architecture, archeological heritage, natural and climatic resources, local gastronomy, etc. In the era of “experience economy” [Gilmore, Pine, 1999] a growing number of tourist destinations understand the need of incorporating the elements which affect people’s emotions and senses into the touristic brand of a place. The role of arts and creative industries in tourism has increased greatly [Rausch, 2009]. A new form of cultural tourism – creative tourism – has emerged which “offers visitors the opportunity to develop their creative potential through active participation in courses and learning experiences which are characteristic of the holiday destination” [Richards, Raymond, 2000: 18]. 
There is no unified definition of “creative industries”. In scientific and statistical literature we may find various classifications of economic sectors which compose creative industries. According to one of them [Fesel, Söndermann, 2007], creative industries comprise 11 sectors:
· The publishing industries
· The film industries

· Broadcasting industries

· Music, visual and performing arts

· Journalists / news agencies
· Museum shops, arts exhibitions

· Retail trade of cultural goods

· Architectural offices

· Design industries

· Advertising

· Manufacture of software / games.
Some researchers claim that organizations of creative industries deal with the production of new knowledge and cultural values by means of interpretation of cultural heritage [Matetskaya, Khoreva, 2012]. As a rule, municipal and state authorities do not finance organizations of creative industries. Their financial sources are diverse and rely greatly on investments and their own earnings. This fact among several others differentiates organizations of creative industries from establishments of the so-called traditional culture. 
Organizations of creative industries are aimed at production and distribution of particular products and can be defined as entrepreneurship in cultural sphere or cultural and creative businesses.

Creativity in Saint Petersburg

St. Petersburg is the “cultural capital” of Russia with its outstanding architectural heritage and world-known theatres staging opera and ballet. Classical culture and arts is the focal element of the city brand which attracts millions of tourists yearly. However, cultural heritage is not the only element that can form the nucleus of the city brand. 
Tulchinsky identifies an exhaustive list of basic identifications or images that can form the basis of St. Petersburg brand. Among them are “the Northern capital” (political importance of the city), “a window to Europe” (the centre of economic and cultural collaboration with the West), “the city of intelligentsia” (educational and scientific potential of the city) and several other identifications [Tulchinsky, 2013].
In recent years creativity is following on traditional culture’s heels in St. Petersburg. Numerous art centres (“Etaji”, “Pushkinskaya 10”) and creative spaces (“Tkachi”, “Legko-Legko”, “Skorokhod”, “Architect”) have been open recently. Festivals of public art, creative gastronomy, various informal art projects are organized in the city. New institutions such as creative agencies have emerged in the city. Infrastructure is being developed in order to satisfy the needs of creative people coming from all over the country (for example, art-hotels “Artway”, “Kommunalka”, “Rachmaninov”). Their target audience is artists, designers and other professionals who deal with arts and creativity. Art hotel “Rachmaninov” functions not merely as a hotel but has a gallery within its premises that is open to the public. 

Analysis of scarce literature on creative industries in St. Petersburg seems to indicate that at present many creative spaces or clusters are targeted primarily at local residents and show limited interest towards the tourist sector. Moreover, some researchers [Zhelnina, 2012] indicate that creative spaces are often the “spaces of exclusion,” meaning that they are internally concentrated and do not cooperate with the local area or with other creative spaces.

The author believes that it is a significant drawback not only for the organizations of creative industries (they lose the benefits of engagement in touristic activities of the territory), but more importantly for the tourism sector of the destination because it is highly important nowadays to deliver experiences to tourists which in turn are strongly associated with the functioning of creative tourism networks, creative spaces, creative events and other organizations.
It is argued that St. Petersburg has the potential of developing a touristic brand based on creativity following the examples Rotterdam in Holland or Berlin in Germany. Building a destination brand based on creativity can be a solution for transformation of the city’s image of a “classical culture city” towards a “cutting edge creative city”. 
According to the data of the Committee for External Relations of St. Petersburg [2013], 6.2 million tourists visited the city in 2013. More than half of the foreign tourists are the elderly. Among domestic tourists we most often find families with children and the youth. This data shows that by incorporating creativity into the city brand, St. Petersburg will be able to widen and rejuvenate the tourist flow (primarily among foreign tourists) and to satisfy the demands of domestic market segment – the youth who come to St. Petersburg for emotions, experiences and metropolitan atmosphere.
Project Description
The main aim of the research is to examine the role of organizations of creative industries in the process of formation and promotion of a tourist destination brand. The author attempts to prove that engagement of such organizations into touristic activities of a place can lead to:

· on the one hand, additional development opportunities and challenges for establishments working in the sphere of creativity; 

· on the other hand, sufficient benefits for the touristic brand of the destination due to the increasing demand for creative experiences among tourists.

In order to achieve the aim the author has stated the following research questions in the project:

1. What are the ways of implementing arts and creativity into the formation of a tourist destination brand?
2. What is the potential of destination branding based on creativity from the social, cultural and economic perspectives?

3. Are there any specific mechanisms and marketing instruments used for formation and promotion of a destination brand based on creativity?

4. What role do organizations of creative industries play in tourist destination branding?

5. What motivates organizations of creative industries to participate in tourist destination branding and how can they benefit?

6. How do organizations of arts and creative industries network between each other and with other actors of tourist destination branding?

7. What are the best practices of involvement of creative industries organizations in the process of formation and promotion of a destination brand?
Empirical data for the research will be gathered with the help of semi-structured expert interviews with representatives of various groups of stakeholders from the sphere of tourist destination branding. The emphasis will be put on representatives of organizations of creative industries (theatres, museums, art galleries, creative spaces, music halls, event agencies, local craftsmen and souvenir producers, organizations that deal with performing arts, design, fashion, etc.) and officials who work for municipal boards and departments responsible for touristic, cultural, and economic activities of the city and its marketing strategy. In total the author expects to conduct 15 in-depth expert interviews.
The timeframe of the project is February-April 2015.
Expected Results
At present the role of organizations of creative industries in tourism branding has not received deserved attention in scientific literature. The current project aims to fill the existing gap.

Analysis of qualitative data will enable formulating the following theoretical and practical results of the project:
Firstly, the perspectives of tourist brand formation on the basis of creativity will be identified. In particular, the author will try to find out the mechanisms of brand formation, the instruments of brand promotion and will conduct the SWOT-analysis of destination branding based on arts and creativity with a special emphasis on its economic viability. 
Secondly, the research will enable defining the role of organizations of creative industries in the process of tourist brand formation and promotion: possible spheres of their engagement, networking schemes and tendencies will be distinguished, and best practices will be described.
Thirdly, the project will help to elaborate advice and corrections that could be incorporated into the marketing strategy of St. Petersburg. The research rejects the need for city rebranding, rather it is suggested transform and widen the city brand in a way that it could appeal to a larger audience and that new segments of target audience could be reached.
Finally, the research findings can be viewed as practical guidelines for numerous territories in Russia and abroad that are at the point of tourist brand creation or rebranding. The places that lack other touristic resources may decide to develop their brands based on creativity. This can help to boost local economy and increase tourist flow. The findings will be especially useful for public bodies responsible for tourism policy. Moreover organizations of creative industries will be able to assess the challenges and opportunities of engagement in touristic activities of the territory. 
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