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INTRODUCTION

Tourism is the act of travel for the purpose ofreation and leisure and it also
refers to the provision of services to achieve guoal. It is often mistakenly considered a
creation of the modern society, but in fact itstsocan be noticed even during the ancient
times. It has evolved along with the socio-econodegwelopment of society and it has
blossomed since the middle of thé"agentury. The first effect of tourism that the sty
noticed was the economic effect. Nevertheless, day&it is completely clear that this is
not its only significance. Other aspects, such @saf political, educational and great
number of more have gained their well deservedepiathe tourism literature.

As the number of tourists worldwide is rising, sotbeir expectations and needs for
specific experiences. There lays the role of evantstheir significance in modern tourism.
Events are not only one of the most important pafrt®urism, but also inseparable part of
human society. They are global phenomena whichirsing greater and greater importance
through the event industry.

There are a number of different types of eventshenworld and there are more
arising every year. Under these circumstanceskelgaole of success of certain event lies
in appropriate marketing. Achieving the purpose avfy event depends heavily on
marketing, regardless of the diverse purposesegttents. In addition, as the patterns of
social environment change, as well as the way agdee spend their leisure time,
marketing should follow and respond to these cheinge

Marketing is the key essence for business succésany organization and is
therefore one of the leading business branches.dtten equated with the promotion, or
even more specifically, with advertising on telemsand other media. However, the role
of marketing is much greater and contemporary nggehas changed significantly in
comparison to its beginnings. Nowadays, insteadhefterm “promotion”, most of the
marketing professionals opt for a more comprehendierm “integrated marketing
communications”, which include all promotional elems of the marketing mix, that is,
means of communication between an organization imdarget market. In addition,
internet marketing communication, the newest addlitto the integrated marketing
communications mix, has taken over the leading foleevery successful marketing
strategy.
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Before the popularisation of Internet for marketipgrposes, there were many
different ways for the events to advertise, inafigint media such as radio, TV, newspapers,
magazines, as well as via telemarketing or pamghldsually the goal was to get an
event’'s name communicated to as many people ashfossr the smallest price possible.
When the Internet arose, a number of search opbename available and marketing has
changed significantly compared to its beginningse Do the technologies available today,
events now have the option to advertise themsedves larger scale and create global
campaigns. Today events use the Internet as otie ohost powerful tools in a big number
of ways. The Internet has unlocked a large numliesearch options and that way it
redefined the marketing, giving even small eventshance to promote and brand their
programme on a larger scale.

EXIT music festival, the case study of this paperthe biggest music festival in
Serbia. Despite very hard social circumstances unwtieeh it was created, it has become a
significant European festival thanks to the reasknef a younger generation to set high
standards for themselves and persist in that ilsi@nDuring its 14 years of existence, the
festival has actively fought for human rights, tights of young people and for a better,
organized way of life. Through all of its activsi@nd campaigns, both in the promotional
period and during the festival's realization, EXtiéis been effortlessly trying to actively
influence the quality of life of young people inrBia and to rely on their readiness for new
things and their creative potential. It has trenoerslly effected the development of Serbian
tourism and has therefore been selected as thestadg of this paper. The paper offers
research on importance of internet marketing comaation for EXIT festival.

1. Subject of the research

The subject of this paper is to present the roleveints in contemporary tourism, as
well as the role of integrated marketing commurmicet that the event marketers use in
order to inform and influence the attitudes andavesur of their target market and
persuade as many of them as possible to visit ¥kate. In addition, internet marketing
communication as the newest and nowadays the musbriant part of the integrated
marketing communications mix is thoroughly desatibas well as all of its individual
elements. Internet marketing communication leadsmi@l visitors through the process of
decision making and its role is to convince thenvisit the event as soon as possible and
without considering and thinking about the compmtit Harmonized, consistent and
unambiguous message of all the parts of the intedrenarketing communications mix
must be forwarded to the right segment in the niggy.

2. Goals of the research
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Scientific goalof this paper is to define events - their origiclassification, tourist
value, impacts and outcomes; to define the concept integrated marketing
communications - their elements and roles in margebf events, particularly music
festivals, as well as to define internet marketwoghnmunication - its origins and the most
important attributes and elements. The role ofmtsst important element - social media
marketing is thoroughly described as well. Markgtiaffects all aspects of event
management and therefore it holds the key rolevefyeevent’s success. Proper marketing
implementation in the organization of events ineshintegration of marketing theories,
approaches and strategies. This is necessary @n twdchieve the objectives of any event,
which is high quality of the program of event anghhattendance.

Social goalof this paper is to understand the roles and itapoe of events and
integrated marketing communications used in thegaoisation, the nature and use of
internet marketing communication and all of itstpaas well as understanding the basic
steps in the development of effective communicatein the audience. In addition, this
paper offers the research on the main reason $g¢img the EXIT festival.

3. Benefits of the research

Considering the fact that there are countless evand that their number is
constantly rising, event organizers will benefdrfr understanding the contemporary trends
of the event marketing, especially the internetkating communication. The organizations
should incorporate their knowledge into the plagramd implementation of events, which
will allow the organizers achieve their goals. Sefforts will help expand the audience
and support the development of the community celtdn addition, the results of the
research conducted offer insight into the succéssiplementation of internet marketing
strategy which can help all the event organizepees their audiences.

4. Hypotheses of the research

General hypothesis:

Internet marketing communication is the most imgattpart of every modern
marketing strategy and has overcome the importafidbe traditional media marketing
communication.

Specific hypotheses

1. Events have multiple benefits for tourism of thost community. Every
destination that wishes to enhance its touristetitreness should carefully plan its event
tourism strategy.
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2. The concept of integrated marketing commurocsti is nowadays an
indispensable way to communicate with the targetkataand well planned integrated
marketing communications strategy is crucial fa shuiccessful launch of an event.

3. Social media platforms are the main source fdrmation for the majority of
EXIT festival visitors.

4. Facebook is the most important social netwolictv attracts the largest number
of domestic and foreign visitors to EXIT festival.

5. The methods of the research

To test the above hypothesis in line with the malmective of this work,
appropriate methods were used. To collect the aslkevata and facts, the following
methods were used: theoretical analysis, procesamlanalysis of data obtained from
research, deductive method, comparative methodatauwethod, and descriptive method.

6. The structure of the research

The introduction of this paper outlines informatiabout the subject, goals and
benefits of the study, establishes the generalsaedific hypotheses and lists the methods
used in this paper.

The first chapter of this paper is dedicated tengs. It contains information about
events’ origins, their definition and classificatjdheir tourist value, impacts and outcomes.
It also explains the concepts of the portfolio @geh and its proper application, event
tourism and strategic planning in event tourism.

The second chapter of this paper is devoted terbation and development of the
concept of integrated marketing communications #rer role in event promotion. It
points out the factors that brought about the esrerg of the concept and explains
individually each element of the IMC concept — atiseng, direct marketing, publicity,
public relations, sales promotion and personairggll

The third chapter of this paper is dedicated terim¢t marketing communication. It
contains information about its origins and most am@nt attributes. It also explains the
individual elements of the internet marketing &gyt — websites, banner ads, pop-ups,
search engines and their optimization, pay-pekdaas and email marketing.

The fourth chapter of this paper is devoted to l#igest and the most important
element of the internet marketing communicationoeiad media platforms. It explains
individually all the most important social mediafbrms — Facebook, Twitter, Instagram,

8
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Google+, YouTube, blogs and forums - as well ag timarketing options. In addition, it
offers the explanation of the viral marketing phaeoon.

The fifth chapter of this paper is dedicated to tharketing strategies of music
festivals — their importance, the changes theyirequompared to the traditional marketing
strategies and the concepts of reverse marketidgaibranding. It also explains the roles
of event marketing managers.

The sixth chapter of this paper is dedicated toetmpirical research and detailed
analysis of the data obtained on the basis of nahgselected sample of EXIT festival
visitors, using the written survey questionnaire.

At the end of the paper there are conclusions whiehin accordance with the
above mentioned hypotheses.
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1. EVENTS

1.1. A brief historical overview of events

Various types of festivals and events have longtegias significant part of human
society and were devised as forms of public disptayc ritual and collective celebration.
In fact, according to Turner, cited in Quinpeople in all cultures recognized the need to
set aside certain times and spaces for communatidtg and celebration. These practices
date back centuries, even millenniums. Considetivgg diverse nature of events, their
formation is not linked to the same time period.

It is well known that the exhibitions and trade migewere held in the ancient
period. Ancient historians noted sport events gaiitant and prestigious form of social
activities, which reached its peak with the orgatian of the ancient Olympic Games.
Festival-type events are known to have existedesthe Middle Ages when they were
financed by the church, although some types oflam@vents date back to the Roman
times. As much as it seems that the conferencet®waea a product of modern life, their
origins date back to the ¥&entury.

Events are likely to have originated even befoee dppearance of money, but the
establishment and acceptance of the general equivafas undoubtedly followed by their
further development. The emergence of capitalissay products and new social relations,
as well as the new way of life paved the way forengersatile development of the growing
number of events. However, it was during th& 28ntury when the development of all the
different types of events peaked and they came=¢tosvhat we nowadays consider events.
It was because of the phenomenon of discretiomagme, increase in purchasing power
and standards of consumers, shifting the focus fitamdamental to additional needs, and
the birth of completely new consumers’ needs whitincreased the demand for a specific
range of events, which then stimulated the devetsnof various contemporary events.
Development of events in the economic sense hedpke the problem of employment and
had an impact on economic growth, especially inetigped market economies. The best
example for that is the impact of mega sport eveath as the Olympic Games or World
Championships of popular sports on the economiwiiref host countries.

Historical research demonstrates how the eventlveydrom primitive gathering
of people for agricultural or religious reasonsrtodern type of events, as well as their long
history of attracting tourists and establishingtremnmunities as tourist destinations.

! Quinn, B. (2009), Festivals, events and tourism. Festivals, events and tourism, in Jamal, T. and Robinson, M.
(eds) The SAGE Handbook of Tourism Studies, Sage, London, p. 485

10
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1.2. Definitions of events

There is no single universally accepted definitminevent. Many authors have
discussed the definition of events and the varteasis used to describe them. However,
there is only limited agreement on standardisemgedefinitions or categories to use. The
differences are manifested as a result of diffeegampiroaches of authors to defining certain
events. Most authors agree that the event in tlomagwic sense is a part of service
economy, and different approaches to defining thene are the consequences of the
specific characteristics of the environment in viahsome of the authors work and create. In
addition, the events are highly versatile; thereftlie definition of the events can be
flexible to suit different situations.

The Accepted Practices Exchange (APEX) Industrys&doy of ternfsdefines an
event as, “An organized occasion such as a meeatory,ention, exhibition, special event,
gala dinner, etc. An event is often composed oés#\different yet related functions.”

Goldblatf focuses on special events as “a unique momerinie, telebrated with
ceremony and ritual to satisfy specific needs.”

GetZ notes that events are spatial-temporal phenomedahat each is unique
because of interactions among the setting, pe@wid, management systems, including
design elements and the program. He highlightsattethat the biggest appeal of events is
that they are never the same, and that the gussttbee there” in order to enjoy the
experience fully.

He suggests two definitions, from the perspectivéhe event organizer, as well as
the guest’s:

1. A special event is a one-time or infrequently odogy event outside normal
programmes or activities of the sponsoring or oijag body.

2. To the customer or guest, a special event is aonropputy for leisure, social
or cultural experience outside the normal rangeclobices or beyond
everyday experience.

? http://www.conventionindustry.org/Files/APEX/APEX_Event Specifications Guide.pdf, retrieved on April
3,2013.

* Goldblatt, J. (2005), Special Events: Event Leadership for a New World, 4" edition, John Wiley & Sons,
Hoboken, p. 6

4 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 404

11
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Bowdin et al., cited in Bowdm note that the term “event” has been used “to
describe specific rituals, presentations, perforreanor celebrations that are consciously
planned and created to mark special occasions ratawaxrhieve particular social, cultural
or corporate goals and objectives.”

Jago and Shaw, cited in Bow8irsuggest six features of special events. According
to them, special events should:

Attract tourists or tourism development

Be of limited duration

Be one-off or infrequent occurrence

Raise the awareness, image, or profile of a region
Offer a social experience

Be out of the ordinary

o gk wbd PR

Summarising the definition of a special event, tmme it as: “A one-time or
infrequently occurring event of limited duratiomatiprovides the consumer with a leisure
and social opportunity beyond everyday experieBceh events, which attract or have the
potential to attract tourists, are often held tseathe profile, image or awareness of a
region.”

1.3. Classification of events

There are different criteria for classification events. The basic one classifies
events as planned and unplanned. Planned eventsharsubject of study of event
management and they require setup, managementjteescand certain length of time.
Unplanned events are accidents, natural disastetsotner similar, and they will not be
taken into consideration in this paper.

If the events are classified according to theiresand scope, it is possible to
distinguish the following four types:

Mega events
Hallmark events
Major events
Local events

PwnNPE

> Bowdin, G. (2006), Identifying and analysing existing research undertaken in the events industry: a
literature review for Peoplelst, Leeds Metropolitan University, Leeds, p. 13

6 Ibidem, p. 14

12
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Mega eventis an event that has impacts on the overall ecanaativity of the host
country, and is globally covered by media. In ecoimoterms, mega event is strongly
reflected in the tourism and economic infrastruetaf the host country. These events are
generally associated to sports events. They incthdeOlympic Games, the Paralympic
Games, the FIFA World Cup, the IAAF World Champioips and World Fairs, but it is
difficult for many other events to fit into thistegory.

GetZ defines them as: “Mega-events, by way of theie sizsignificance, are those
that yield extraordinarily high levels of touristmedia coverage, prestige, or economic
impact for the host community, venue or organizatio

In his definition, Hall, cited in Allen et af, explains that mega events owe their
name to their size in terms of attendance, targatket, level of public financial
involvement, political effects, extent of televisicoverage, construction of facilities, and
impact on economic and social fabric of the hostmnity.

Hallmark event is an event with the distinctive quality of theogram. Hallmark
events are so identified with the spirit and solulachost community that they become
synonymous with the name of the place, and gairesgicead recognition and awareness.
Hallmark events are of special importance and @tireness both for participants and
visitors, they attract great attention of the peibtiontribute to the image of destination and
maintain and revitalize the tradition. Classic epéaa of hallmark events are Carnival in
Rio, the Tour de France, the Oktoberfest in Murécid Wimbledon. These events are
identified with the very essence of these places thrir citizens, and bring huge tourist
revenue as well as a strong sense of local priderdernational recognition.

Tourism researcher Ritchie, cited in Quinpublished the first general discussion
of their impact and defined them as “major one toneecurring events of limited duration,
developed primarily to enhance awareness, appeapafitability of a tourist destination
in the short term or long term. Such events relytfi@ir success on uniqueness, status, or
timely significance to create interest and attedt#ntion.”

GetZ° emphasizes their role in image making, place niameand destination
branding of host communities: “The term ‘hallmadéscribes an event that possesses such
significance, in terms of tradition, attractivenesgiality or publicity, that the event

7 Getz, D. (2005), Event Management and Event Tourism, 2" edition, Cognizant Communications

Corporation, New York, p.18
8 Allen, J. et al. (2011), Festival & Special event management, 5t edition, John Wiley & Sons, Brisbane, p. 13
9 Quinn, B., op. cit., p. 487

10 Getz, D. (2005), Event Management and Event Tourism, 2" edition, Cognizant Communications

Corporation, New York, pp. 16-17
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provides the host venue, community, or destinatioth a competitive advantage. Over
time the event and destination can become ineklydanked.”

Major event is a large-scale event, with strong public inteeegl media coverage.
Major events attract large numbers of visitors, dradp the organizers achieve good
economic results. In practice of management of ®yethese events are often sports-
oriented, with an international reputation, andirted structure of competition (example:
Formula One Grand Prix).

Local eventis an event that is targeted mainly for local andes and staged
primarily for their social, fun and entertainmematine. These events often produce a range
of benefits, including engendering pride in the owmity, strengthening a feeling of
belonging and creating a sense of place. They sanhelp with exposing people to new
ideas and experiences, encouraging participationsports and arts activities, and
encouraging tolerance and diversity.

Another common way of classifying events is by th&im or content:

e Cultural celebrations

e Arts and Entertainment

* Business and Trade

* Sport competitions

* Recreational

« Educational and Scientific
» Political and state

* Private events

Figure 1 provides a classification of planned esdratsed primarily on their form—
that is, obvious differences in their purpose armgmm. Some are for public celebration,
while others are planned for purposes of compaetitimn, entertainment, business or
socializing.

One more criterion of classifying the events tlsabften mentioned in literature is
according to the level they are attached to pddiadestination. Therefore, there are events
that always take place in the same community, thiogealways take place in a different
community, and those that take place simultanednsdgveral communities, or they cover
the entire region.

14



The importance of internet marketing communicatioavent tourism. Case study: EXIT festival

CULTURAL
CELEERATIONS
fostivals
camivals
-Commemorations
-rel iglous events

POLITICAL AND
ETATE

=EL1mimils

-royal occasions
-pelitical events
WP visits

ARTS AND
ENTERTAINMEMT
=CONCErts

-award ceramonias

BUSINES AND
TRADE
-meatings,
conventions
-EnneUmar and

rade shows
-fairs, markets

EDUCATIOMAL
AND
SCIENTIFIC
-conferences
-Zaminars
-clinics

SPORT
COMPETITION
-amateur/professional
sspecalorfparticpant

RECREATIONAL
-5port oF games
far fum

PRIVATE
EVENTS
-waddings
-partias
-socials

Figure 1: Classification of events based on their foBoutce: Getz, 2008.

As GetZ? explains, mega events, which by definition alwtake place in different
community, are typically global in their orientati@and require a competitive bid to “win”
them as a one-time event for a particular placeti@mther hand, hallmark events cannot
exist independently of their host community, aslaslregional and local events which are
rooted in one place.

Finally, all events can be categorized as profgaid non-profit events. Non-profit
events are characterized by special programmedyrgenised to enhance the image of the
organizers, participants or some organizations.tiherotype of non-profit events is charity
events, devised to collect funds, not for the o or participants, but for charity
purposes.

Nevertheless, the majority of events are profitadleeir economic goal is the
profit, and social objectives are related to impatation of various types of programmes -
sports, cultural, artistic, business, educatiopalifical or scientific.

1 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 404

12 Ibidem, p. 408
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1.4. Tourist value of events

Events can be categorized according to theiadctieness for tourism. Even
though the majority of events are tourist drivérere are a significant number of those with
little or no thought given to their tourism appealpotential. GetZ explains that this is
either due to the organizers’ specific aims, orghe simply no relationship established
between specific events and tourism. Accordingvienes’ attractiveness for tourism, they
can be classified in three following categories:

1. Festivals and events that are organized primaatyldcal residents and often
with the help of volunteers. Although in the mafjprof the cases these events
are small and have limited or none tourist attvactess, they can still function
as a valuable opportunity for visitors to the arndawever, most of the local
events do not have the need to be tourism orierkesii; organizers even feel
threatened by it and take pride in their eventsh®hg commercialized. That
comes as no surprise considering the fact thatahegommunity and culturally
oriented, and massive tourism would have potentiggative impacts and
probably corrupt their authenticity.

2. Events of regional and provincial significance whican have a significant
tourist attractiveness power. These events ardyrammed to become larger.
However, with the help of tourists attracted to &vent and future investments,
their tourist potential can be developed. Usudily ¢vents in this group have a
professional staff.

3. Events of national and international significand@cli are most attractive from
the tourist point of view. These events attractamatl and international tourists,
and can further enhance the reputation and atteass of certain destination.
Unlike local events, their primary goal is to inese the tourism appeal of the
host destination as much as possible.

1.5. The portfolio approach

Every year a large number of different types ofrdgehat attract tourists take place
in many destinations and also, a great number wof @nts are planned annually. More
and more destinations are trying to figure out gb&ential of events in implementation of
various economic and tourist objectives, and ineortb achieve that, they need the
portfolio approach. The portfolio approach is sanito how a company strategically
evaluates and develops its line of products andces. It is goal-driven and value-based.

13 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 408
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Destinations must decide what they want from evehts is, what the desired benefits are
and how they will measure their valtfe.

The basic idea behind the portfolio approach ist ftikestinations and tourist
organizations should use more strategic thinkingrefation to the events and their
management from the perspective of tourism. Theetarof the portfolio, or the kind of
event that the destination has or is planning, @ & event’s tourist value and demand,
should be the result of strategic planning, andraotilom and unrelated decisions. Getz,
cited in Piva&®, defines a portfolio approach as a series of evért a destination has to
offer, each with their own values, costs, marketrstand profitability. Each type of event
should help meet the different goals of developnoémivent tourism. According to him, all
the destinations should develop their portfolio rapph according to type, season and
attractiveness for the tourist market, and in thal they will achieve specific tourist
values. He also emphasizes that the main role efptirtfolio approach is to attract new
tourists.

According to Getz, all the events in one destimattan be grouped according to
two criteria: the demand, which is measured by remab tourists attracted, and the value
which is measured in meeting other touristic puggspsuch as media attention, image
enhancement, development and sustainability. Getzdeveloped a model to describe the
portfolio of events that illustrates how differestents have different travel demand and
value.

The portfolio approach and the model mentioneddasigned based on one basic
principle. Almost all events have tourist and localue, but only some of them are able to
generate enormous tourist demand. Therefore, grarchy of events will be present within
any destination, with most of the events that hkttie or no direct tourist attraction,
regardless of the type of event. Accordingly, loaatl regional events which are at the
lower part of the model cannot be of major impoctaffor the destination image, while
hallmark and mega events, which are at the higadr gan attract a lot of tourists and have
large and long-term impact on the image and atteess of the destination.

14 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 407

> pivac, T. and Stamenkovi¢, |. (2011), MenadZment dogadaja, Prirodno-matematicki fakultet u Novom
Sadu, Novi Sad, pp. 58-59
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Figure 2: The portfolio approactspurce: Getz, 2008

At the bottom of the triangle (Figure 2) there lreal events with low demand and
low value. These events are usually small and azgdnperiodically or only once. The
second group of events in the model are regionahtsvwith medium tourist demand and
medium value. As well as local events, regionalnévean be periodic or one-time. The
third group of events are periodic hallmark evemts high tourist demand and high value.
At the top of the triangle are periodic mega evevite high value and high tourist demand.
The model also explains what the possible measirealue are: growth potential, market
share, quality, image enhancement, community stipporironmental value, economic
benefits, sustainability and appropriateness.

According to Getz, the model portfolio approach banused as a tool for planning
and evaluation. With the help of the model, desitoms and tourism organizations can
assess their current tourist offer of events aedt tiourist value. The portfolio model also
helps destinations and tourism organizations immteg how to build or improve their
portfolio of events in order to maximize the totxalue.

16 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 404
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1.6. Event tourism

As it was already mentioned and explained, evergsirmaportant motivators of
tourism, and they greatly influence the developmeinta destination. Their roles and
impacts within tourism have been well documentetburism related literature. Yet it was
only a few decades ago that “event tourism” becas®blished as an independent
discipline in both the tourism industry and in tkeearch community.

The study of events has existed long before that,dmly as a part of other
disciplines such as anthropology or geography. Ev&ndies were considered an
unnecessary and perhaps irrelevant idea until thdeamics doing event-related research
published great number of papers and books onuihjec of events, as well as established
journals and conferences that are specialized sntsvy By doing so, they generated
sufficient interest in that field. As a result, @1t management” developed as a fast
growing professional field in which tourists comste a potential market for planned
events.

GetZ' defines event tourism as a set of interrelaticgtsvben tourism management
and event management. Tourism management dealstauttsm development based on
analyzing the behaviour and motivation of all kirafstourists. On the other hand, event
management deals with event marketing, design aauhging of an event. Moreover, it
tries to understand the event experiences and tageathem. Hence, event tourism is in
the middle of the two sectors. In other words, éteuarism aims at full exploitation of the
capabilities of events in order to achieve tourdswelopment of host communities.

As Getz explains, event tourism is generally acegperm that includes all planned
events in an integrated approach to developmentrantleting of destinations. As with all
forms of special-interest travel, event tourism tnbe viewed from both demand and
supply sides. The demand side consists of detemgnitiie value of events in promoting a
positive destination image, the position of evearketing within the general marketing of
the destination, and potential of co-branding watbstinations. On the supply side,
destinations develop and promote events of allkiodneet multiple goals:

» to attract more tourists (especially in the offfpsaasons)

» to serve as a catalyst for urban renewal, andnfmeasing the infrastructure
and tourism capacity of the destination

» to foster a positive destination image

» to contribute to general place marketing

* to animate specific attractions or areas

17 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 406
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Figure 3: Event tourism $ource: Getz, 2009

Event tourism and other event-related researchsglieinsufficiently developed.
Events are primarily driven by the goal of econobenefits. In fact, so much research has
been devoted to this, that other outcomes sucbaalscultural and personal development
have been neglected. According to Gétevent tourism should identify inputs - what it
takes to make events happen, including the costsidafing, facility development and
marketing, transforming processes - events as agéichange, and outcomes - desired and
undesired impacts of events. Depending on one’spgetive, outcomes and transforming
processes might be interpreted as a positive ativegmpact.

1.7. Outcomes and impacts of events

Roche, cited in Get?, described events as “important elements in thentation of
national societies to international or global stcielndeed, many countries have used
events in order to gain legitimacy and reputatibighlight their achievements, support
trade and tourism, or assist in the process ofiageheir countries to global influences.

Tourists can have a positive image of the destinathut it is only one of the many
choices, so the question “why do they need to Wis#t destination at that specific

1 Getz, D. (2008), Event Tourism: Definition, Evolution, and Research, Tourism Management, 29 (3), p. 406
¥ |bidem, p. 419
% bidem, p. 414
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moment?” can arise. It is the event that can bé&dhgine” that creates the real reason for
that potential tourist to visit a particular destion.

When tourists visit a destination for the purpotattending an event, they tend to
stay before and after the event as well. That esalthe sale of other products the
destination has to offer. Events increase the le¥ébcal businesses, fill hotel capacities,
and in long term perspective, they enhance thastriucture, quality of life of the local
population and add additional value to the identfydestination. In addition, many
destinations have a seasonal problem, which méatddurist flows are concentrated in a
relatively short period of the year. Events cary@a important role in overcoming these
problems and attract tourists during the off-segsenods as well.

Events can have a significant effect on the foromatf destination image and can
help with promoting, positioning and branding ithish can contribute to a more
favourable perception as a potential tourist dasitn. For many destinations, events can
provide a wide public attention through extensivedia coverage. Socio-cultural benefits
of events on local community, such as increasegigcassociated with the event and the
strengthening of regional values and traditionsadge significant.

However, in the process of searching for specifiengs it is very important that
they match a desired image of the destination.gxample, does the destination want to
establish the image of modern European city, ortsvempreserve the image of a traditional
town. It is of extreme importance to carefully stlthe events for the destination, because
each event can always have both positive and megaffects on destination image. A
major event may jeopardize the image of the destimaas tourists will be more involved
in the event than the destination itself, which wilt have a long term effect, while a major
event cannot attract sufficient attention of taisri§the destination is unknown.

By perceiving all the outcomes of events, it isiobg that they can offer a variety
of economic and social benefits for the destinatidrerefore, destination managers should
use events as an effective “tool” for the developimaf tourism in the destination and
adopt a long-term, strategic approach to eventigourn the field of planning and
development, in order to realize the full potentibthe destination.

1.8. Strategic planning in event tourism

Every destination that wants to become an attra¢tiurist destination should have
a strategy that seeks to optimize the potentialefiksnof event tourism. In addition,
constant monitoring is necessary, as well as atlaptaf tourism strategies to any changes,
with innovation - including various events, playiagey role, especially in relation to the
quality of the tourism product.
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According to Getz, cited in Pivac strategic planning in the case of tourism
involves many different steps. The first task floe fplanner of tourism development of a
destination who wants to promote destination areheat the same time is to formulate a
vision of event tourism in order to determine thieection of the strategy. Tourism
organizations responsible for the development wiuaism strategy in a destination should
establish overall objectives of event tourism whefould deal with several different
issues.

The objectives of event tourism should include, dgample, decisions about the
extent to which current events have been devel@pedpromoted as a tourist attraction,
and to what extent will the creation and developim@mnew events and event offers be
supported. In addition, the role the events playh@ creation and strengthening of the
destination image should be taken into consideratio

After formulating the vision and goals of the evéotirism, the planners should
undertake the assessment of the resources andtipbteEurism products. Resources
represent the potential the destination has, aan #nalysis includes the assessment of
human, financial, physical, political and technatad) factors that may be used in the
development and marketing of destination. Besidesources and potential tourism
products assessment, the destination should alptenment the SWOT analysis, which
consists of analysis of the strengths, weaknesggsrtunities and threats in relation to
event tourism.

The resources, potential products and SWOT ana$ymsild help the destination
identify what can provide maximum effectivenessesknts. Every destination has its
limitations concerning the kind of event it can fiadepending on the availability of
accommodation and preferences of the tourists. Ewbe destination wants to host certain
event, it should be considered whether the evenesponds to the possibilities of the
destination, its strengths, weaknesses and needs.

GetZ? cited in Pivac, defined several tourism strategiérst, events can be used as
the main attraction around which destinations cavetbp a theme and create image. This
kind of strategy is suitable for small or largeiestand for rural areas which lack basic
tourism infrastructure. In this strategy, it is idalsle that the destination has one or more
hallmark events, so that the event and destinatlmeome inseparable and mutually
supportive. It can also be only one event — a nm@gamt, which is suitable for all the
destinations striving to high tourism growth. Howgvusing mega event as a strategy is

z Pivac, T. and Stamenkovi¢, I., op. cit., pp. 53-54
2 Ibidem, p. 57
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extremely expensive and hard to achieve, consigethe fact that mega events require
bidding.

There is also the generic tourism strategy whidtuntes several different events in
one community. Instead of attracting big eventsreating new ones, this strategy is based
on already existing events, and their strengthenihglso contributes to authenticity,
diversity and stronger support of community inadtng and satisfying the tourists.

Whichever the chosen strategy is, it must be chlyefelected and thoroughly
thought of. Inappropriate event tourism strategy lemd to numerous negative outcomes,
especially regarding the economic aspect. Howexam the appropriate strategy can fail if
it is applied without the proper support of othactbrs. One of the most important ones is
marketing.
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2. INTEGRATED MARKETING COMMUNICATIONS

2.1. The concept of marketing communication

Communication is an integral part of everyday |i&e constantly communicate,
send messages and interpret those we receive. lowievs in modern business where
communication obtains a special significance. lnrtrarket transaction every individual or
company inevitably plays the role of someone whseisding information about itself and
its product and services.

Philip Kotler, considered world’s leading expertmrarketing, defines marketing as
“the analysis, planning, implementation, and cdntgoality of carefully formulated
programs designed to bring voluntary exchangesatdies with target markets for the
purpose of achieving organizational objectives. rdties heavily on designing the
organization’s offering in terms of the target ne&tsk needs and desires, and on using
effective pricing, communication, and distributitem inform, motivate, and service the
markets.®?

According to The American Marketing Association,rkeding is “the activity, set
of institutions, and processes for creating, compatimg, delivering, and exchanging
offerings that have value for customers, clientstners, and society at largé”In other
words, its purpose is not only to advertise andl &gdroduct, but to satisfy the needs of
customers and simultaneously make profit.

Marketing communications are the means by whichpaones are trying to inform,
persuade and remind consumers, directly or indyreat the products and brands they sell.
In a way, marketing communications represent theevof the brand and are the means of
establishing a dialogue and building relationshyith consumers. Therefore, there are two
basic participants in the marketing communication:

* The marketers, or people who send a certain messabexpect a response
from the other party in the process of communicatio

* The potential buyers who receive the marketers’sags and respond to it

> Kotler, P. (1982), Marketing for nonprofit organizations, 2" edition, Prentice-Hall, New Jersey, p.6

**http://www.marketingpower.com/aboutama/documents/american%20marketing%20association%20relea
ses%20new%20definition%20for%20marketing.pdf, retrieved on April 22, 2013.
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The objectives of each marketing communication are:

* To increase sales by informing potential and curremstomers about
products, services and conditions of sale.

» To convince the consumer to choose certain prothugtin certain locations
or visit certain event.

 To encourage the consumers to take action andtdiheir behaviour
towards the supply of a particular organization.

Since the middle of the #0century, when marketing started becoming one ef th
dominant business concepts, marketing theory haslajged intensively. Marketing theory
and practice during the nineteen-nineties was cheriaed by the appearance of a new
concept of integrated marketing communications (JMIC is the concept of developing
long-term relationships with consumers, which isdghon the management of two-way
communication system between the company andiéstsl

2.2. Integrated marketing communications

Integrated marketing communications were introduice business because of the
fact that modern marketing requires more than pestelopment of a good product,
formation of a reasonable price and availabilitytloé product. The consumers must be
informed of existence of that product and its ad@ges comparing to other similar
products, as well as persuaded to try it. Compameéesl to communicate with potential and
existing stakeholders and the public. For most comgs the question is not whether to
communicate but rather what to actually say, howayit, to whom and how often. Every
day, communication is becoming more and more diffi@as the increasing number of
companies is struggling to attract more consumers.

Before the appearance of the concept of IMC, comeation in marketing was a
part of the promotional activities of the compamromotion is one of the four basic
marketing mix instruments whose communicative isléhe most visible. Nowadays, the
term promotion is replaced by a new concept of etamg communication where the
emphasis is placed on creating relationships betwlee company and its target groups.
That way, promotion, as a persuasive communicdiased on a one-way transmission of
messages from the company to its customers, gaydéongew forms of two-way exchange
of information that are now known under the conceyt integrated marketing
communications. Integrated marketing communicatioreate two-way communication
with customers because they do not only addressigtomers, but also talk to them and
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establish a dialog which allows them to recognizd meet the needs of customers more
effectively.

The American Association of Advertising Agenciesfides IMC as “a concept of
marketing communications planning that recognites ddded value of a comprehensive
plan that evaluates the strategic roles of a wartét communication disciplines - for
example, general advertising, direct responsesgai@motion, and public relations - and
combines these disciplines to provide clarity, ¢stescy, and maximum communications
impact.”®

Writer Date  Definition

American Association 1989 A concept of marketing communications planning that recognises the added

of Advertising Agencies value in a programme that integrates a variety of strateqgic disciplines —
e.q. general advertising, direct response, sales promotion and public relations —
and combines these disciplines to provide darity, consistency and maximum
Communication impact.

Schuliz 1991  The process of managing all sources of information about a productfservice to
which a customer or prospect is exposad, which behaviourally moves the
customer towards a sale and maintains customer loyalty.

Keegan at al. 1992  The strategic coordination of all messages and media used by an organisation
to collectively influence its perceived brand value

Kotler et al. 1999 IMC is the concept under which a company carefully integrates and coordinates
its many communications channels to deliver a clear, consistent and compeliing
message about the organisation and its producdts.

Duncan 002 A cross-functional process for creating and nourishing profitable relationships
with customers and other stakeholders by strategically controlling or influencing
all messages sent to these groups and encouraging data-driven purposeful
dialogue with them.

Schuliz & Schultz 2004  IMC s a strategic business process used to plan, develop, execute and evaluate
coordinated, measurable, persuasive brand communication programmes over
time with consumers, customers, prospects, and other targeted, relevant external
and intenal audiences.

Kliatchko 2005  IMCis the concept and process of strategically managing audience-forused,
channel-centred and results-driven brand communication programmes over time.

Table 1: Definitions of IMC Gource: Kerr et &°)

* http://www.studiodino.com/info/news54.htm, retrieved on April 24, 2013.

*® Kerr et al. (2008), An inside-out approach to integrated marketing communication, International Journal of
Advertising, 27 (4), p. 511
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However, the integrated marketing communicatiomscept was defined in many
ways and by many people, with no clear agreementiroversally accepted definition.
Therefore, Table 1 presents a number of the mestamly used definitions.

Integrated marketing communications can produeatgr consistency of message
and influence the increase in sales. They encouragegement to think about all the ways
in which the customer comes into contact with agany, ways of presenting the company
and the relative importance of each communicatioal.tThey should enhance the
company's ability to reach the right customers \ilia right message at the right time and
in the right plac. It is of extreme importance to synchronize thessages passed by the
promotional elements of the integrated marketingimminications mix to the potential
customers. “IMC is performed in a manner of synerggher than in isolatiorf®

2.3. The promotional mix

Promotionhas been defined as the coordination of all seliéated efforts to set up
channels of information and persuasion in ordeseib goods and services or promote an
idea® While implicit communication occurs through theivas elements of the marketing
mix, most of an organization’s communications vilte marketplace take place as part of a
carefully planned and controlled promotional progrdhe basic tools used to accomplish
an organization’s communication objectives arerofeferred to as the promotional mix.

For a long time companies’ communication with conets was based on the
promotional mix as a strategic combination of foasic types of promotion: advertising,
personal selling, sales promotion and publicityerehadvertising played the dominant role.
The appearance of new computer technologies hasoledw forms of communication
such as direct marketing and internet marketinghWie concept of integrated marketing
communications, the promotional mix is extendediripuding new forms of promotion
and integration of all its instruments. It is chaesized by a shift from mass media to
accurately defined target groups that are addrested Integrated marketing
communications begin with the consumer and noptbeuct, and they try to build one on
one communication with the consumer, considerirgféitt that every customer is unigue
and will respond best to a personalized commurmnati

27 Kotler, P. (2002), Marketing management, Millenium edition, Pearson Custom Publishing, Boston, p.281

*® Naeem, B. et al. (2013), Integrated Marketing Communication: A review paper, Interdisciplinary Journal of
Contemporary Research in Business, 5 (5), p. 124

29 Belch, G. and Belch, M. (2003), Advertising and promotion, 6" edition, McGraw-Hill, New York, gl. 11
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Every company has a variety of ways to communidagpending on the cost, t
ability to pass the message to the chosen targehes# and other factors, the compi
chooses a combination that fits the goals andegjied of commuication.

Advertising

Internet Direct

marketing marketing

Integrated

marketing

Personal communications

selling

Sales Public

relations

promotion

Figure 4: Integrated marketing communicatit (Source: aithor)

There is no one promotional mix that would fit #le organizationsSome of them
use mostly advertising, others personal sellingileveome use more or less balan
promotional mix. No matter what combination of pairanal activities is used, all forn
of promotion must be coordinated to ensure maxinsynergy.Raman ad Naik, cited in
Naeeni’, defined the IMC in the following words “An IMC pgramme plans and execu
various marketing activities with consistency satths total impact exces the sum of
each activity”.Each element of the promotional mix plays a nctive role within the IMC
programme they may take on a variety of forms, and each efrtlinas certain advantac
and disadvantages.

30 Naeem, B. et al., op. cit., p. 125
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2.3.1. Advertising

Advertising is a way of mass communication withstomers. It enables the
customer to quickly find the product he is lookiiog, to be informed of the existence of a
new product, or to obtain any other information essary to make decision about
purchasing certain product.

The company finances transmission of certain mesabagut itself or its products,
therefore advertisings defined as any paid form of nonpersonal comnatidn about an
organization, product, service, or idea by an iifiedt sponsot’. The term “nonpersonal”
means that advertising involves mass media thatreasmit a message to large groups of
potential consumers at the same time. Differenh®oof advertising include:

* TV commercials

* Radio ads

» Billboards and outdoor advertising assets
» Advertising in magazines

» Advertising in newspapers

* Websites and banners

One of the most important disadvantages of adwegtis the fact that there is no
opportunity for a feedback from the message recipi€herefore, before the message is
sent, the advertiser must consider how the audieritaterpret and respond to it.

The nature and purpose of advertising differ frame sndustry to another and across
situations. The goals of advertising may be: theppgation of a new product or a new
event, changing consumer preferences, the acquisii new customers, neutralizing the
effects of the propaganda efforts of company’s cetitqrs, reducing seasonality of sales,
product expansion purposes, reminder and reassirmustomers that they have chosen
the right product, etc. The expected response rsaydiffer - one advertiser may seek to
generate immediate action from the customer, whi®ther may want to develop
awareness or a positive image for its product orige over a longer period. However, the
main long-term goal of advertising is to facilitatecelerate and increase the sale of the
company.

In order for the advertising to effectively perfoiite role as a form of promotion,
certain conditions must be fulfilled - the produeteds to be suitable for wide market, it
needs to be differentiated in comparison to cortigetproducts and emotional motives for
sale must prevail over the rational ones.

3 Belch, G. and Belch, M., op. cit., p. 6
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Advertising is the best-known and most widely exgethform of promotion. It is
also a very important promotional tool, particwafbr companies whose products and
services are targeted at mass consumer marketldition, advertising can be used to
create brand images and symbolic appeals for a aoypr brand. The total effect of
advertising depends on the degree of its integratio integrated marketing
communications and overall marketing efforts of tbenpany.

2.3.2. Direct marketing

Direct marketing is a system of marketing by whachorganization communicates
directly with customers to generate a responseoaritinsactiori’ It involves efforts to
gain and retain customers by being in contact wlithm directly, without the use of
intermediaries. Traditionally, direct marketing hast been considered an element of the
promotional mix. However, because it has becomeéi sart integral part of the IMC
program of many organizations and often involvepasste objectives, budgets and
strategies, we now have direct marketing as a coemtcof the promotional mix.

The objectives of direct marketing campaign carthgesame as for other types of
promotion: to improve sales and profits, to acquireetain customers, to build consumer
awareness about products or services or to bugldniiage of the company. More and more
companies use direct marketing to develop permam@adt direct relationships with
customers. Direct marketing activity can be a meaysvhich marketers achieve that
current customers continue being satisfied and dpeoney buying the products of the
same company.

To successfully implement direct marketing prograsptompanies must make a
number of decisions. As in other marketing prograimsy must determine:

* What the programme’s objectives will be

* Which markets to target (through the use of adlisharketing database)
* What direct-marketing strategies will be employed

* How to evaluate the effectiveness of the program

Direct marketing covers a wide range of methodkiaing:

» Direct mail — It involves sending offers, notifications, rewhms, etc. to
potential consumers. Direct mail is popular becausan be personalized, there
is no direct competition like in other media, iffeets are easy to control and it
provides a wide range of ways to reach the consuH®wrever, there are some

32 Belch, G. and Belch, M., op. cit., p. 18
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limiting factors such as the high cost per contte, time required to establish
contact and the increasing use of electronic mail.

» Telemarketing — It involves the use of telephone call centersrofer to attract
potential customers, increase sales to existintpmess and to provide other
services such as taking orders and answering gusstilrelemarketing helps
companies increase revenue, reduce sales costsimmnease customer
satisfaction. Companies use two different typescafl centers, inbound
telemarketing which receives calls from the cust@emnand output telemarketing
where the company calls existing and potentialausts.

» Catalogue marketing— It involves selling the products via catalogtiest are
distributed to consumers usually by mail. It enaldensumers to order products
without leaving their homes.

» Direct response advertising— Products are promoted through advertising
which encourages the consumer to purchase dirécthy the manufacturer.
Although it appears in the mainstream media sudkelasision, newspapers and
magazines, it differs from the standard propagaindéhat it is designed to
search for a direct response, such as an ordem orgairy. The products of a
company are advertised, and the consumers order blgemail, on the Internet
or by calling a number provided to them for thatgmse.

Direct marketing campaigns, as well as all promm@lacampaigns, should be fully
integrated with all elements of the marketing nuxptovide a coherent marketing strategy.
Direct marketers need to understand how the pradymsitioned in the market, since it is
essential that the messages sent as a part of @aiganof direct marketing are consistent
with the messages that are sent by other partsropany’s marketing strategy.

2.3.3. Publicity

Publicity refers to nonpersonal communications regardingrganszation, product,
service, or idea not directly paid for or run unitfEmtified sponsorshif. It usually comes
in the form of a news story, editorial or announeatmabout an organization and its
products and services. Like advertising, publigityolves nonpersonal communication to
the mass audience, but unlike advertising, pullisinot directly paid for by the company.

33 Belch, G. and Belch, M., op. cit., p. 22
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The company or organization attempts to get theiangdcover or run a favorable
story on a product, service, or event to affect rawmass, knowledge, opinions, and
behaviour. Techniques used to gain publicity ineluttws releases, press conferences,
feature articles, photographs, films and videosclip

The most important advantage of publicity over otfegms of promotion is its
credibility. Consumers generally tend to be lessptcal toward favourable information
about a product or service when it comes from acsothey perceive as unbiased. Another
advantage of publicity is its low cost, since tlenpany is not paying for time or space in a
mass medium such as TV, radio or newspapers. Vdnilerganization may incur some
costs in developing publicity items or maintainiagtaff to do so, these expenses are far
less than those for the other promotional prograrhs. disadvantage of publicity is that it
is not always under the control of an organizatiad is sometimes unfavourable. Negative
stories about a company or its products can bedemyaging.

2.3.4. Public Relations

It is important to recognize the distinction betwgmublicity and public relations.
When an organization systematically plans and itigtes information in an attempt to
control and manage its image and the nature gbubé&city it receives, it is really engaging
in a function known as public relations. Publicateins are defined as “the management
function which evaluates public attitudes, ideesfithe policies and procedures of an
individual or organization with the public intereahd executes a program of action to earn
public understanding and acceptante.”

Public relations can be used to launch new prodofcéscompany; for the purpose
of repositioning an old product - products that éngpoor rating need campaigning; to
defend products facing problems in public - expartthe field of public relations must be
skilled in crisis management; and to build and feeite the image that will positively
represent the company's products.

Public relations generally have a broader objedinas publicity, as its purpose is
to establish and maintain a positive image of hragany among its various publics. Public
relations use publicity and a variety of other soslich as special publications, participation
in community activities, fund-raising, sponsorstap special events and various other
activities to enhance a company’s image. Traditlgnpublicity and public relations have
been considered more supportive than primary miakeand promotional processes.
However, their role has changed and many firms Hmegin making PR and publicity an
integral part of their marketing strategies.

3 Belch, G. and Belch, M., op. cit., p. 23
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2.3.5. Sales promotion

Sales promotion is a special tool of marketing camitation which transmits an
appropriate message to the target market and cesdine personal and impersonal
communication channels. The specific feature oés@romotion and its main difference
from other forms of marketing communication is teame additional benefits are offered
to the buyers to encourage them to purchase.

Sales promotion activities are numerous and arsesified in two categories:
consumer-oriented and trade-oriented activities.

Consumer-oriented sales promotions targeted to the ultimate user of a product
or service and includes couponing, sampling, premjuebates, contests, sweepstakes and
various point-of-purchase materials. These promatitools encourage consumers to make
an immediate purchase and that way they can stiensheort-term sales.

Trade-oriented sales promotionis targeted toward marketing intermediaries such
as wholesalers, distributors and retailers. Praznatiand merchandising allowances, price
deals, sales contests and trade shows are sorhe pfdmotional tools used to encourage
the trade to stock and promote a company’s products

In recent years many companies have shifted thehasimp of their promotional
strategy from advertising to sales promotion. Reador the increased emphasis on sales
promotion include declining brand loyalty and iresed consumer sensitivity to
promotional deals. Another major reason is thatilets have become larger and more
powerful and are demanding more trade promotiopstgrom companies®

2.3.6. Personal selling

Personal selling i form of person-to-person communication in whiclsedler
attempts to assist and/or persuade prospectivabty@urchase the company’s product or
service or to act on an idea. Unlike advertisingrspnal selling involves direct contact
between the buyer and the seller, either facede-far through some form of
telecommunications such as telephone sles.

Like all the other forms of marketing communicasgp personal selling has its
advantages and disadvantages. The advantagessohpkselling are:

3 Belch, G. and Belch, M., op. cit., p. 22
36 Ibidem, p. 23
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» It provides rapid feedback and flexibility. Persbsalling is a two-way form of
communication - while the personal seller inforrhe tcustomer of the offered
product or service, he also receives the feedbadkowv the message was received.
The seller is able to meet the needs and preferablns of communication of the
potential consumers and tailor his presentatiororaicg to them, which is why
personal selling is a very flexible form of commeation.

» It provides the ability to communicate a large nembf complex information. The
seller is able to attract and retain the custonaté&ntion because his message does
not interfere with other messages from the envir@mm

 The number of lost messages is reduced. Persoltialgses focused on a small
number of customers who are thought to be intedestehe product or service of
the company. That way, personal selling enablestiore of long-term relationship
with customers, as well as building a partnersieippvieen the seller and the buyer.

The disadvantages of personal selling include tgle tost and the inconsistency of
the message due to the fact that the sellers amsidmselves independent from the rest of
the company and adjust their messages in ordenitiate the sales and attract more
customers. That way, the messages about the conassed by different sellers may
differ from each other.

Personal selling affects the customers to buy thduyct or service and establish a
long-term relationship with the company. In additio all the specific features of personal
selling which make it different from other forms ofarketing communication, it is an
inseparable part of IMC of a company, and as sschlmost never used alone in the
performance of the company in the market. Combirtingith other forms of promotion
achieves greater efficiency and effectiveness ofqreal selling.

As it was mentioned earlier in this chapter, thetegnated marketing
communications concept appeared in the nineteestiam At the beginning, the integrated
marketing communications mix was formed of only rfdoasic types of marketing
communications: advertising, personal selling, sal@motion and publicity. However, the
IMC mix was extended every time there was a needafmnew type of marketing
communication.

First, that was direct marketing as the way toease the sales. Even though the
four primary parts of the IMC mix did consideralggod job in generating sales, they all
had some drawbacks. The introduction of direct miamk was the way to combine the best
of the other marketing communications and overcdh&r shortcomings. As a result,
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direct marketing is cheaper and reaches a largetbau of potential customers than the
personal selling does, and yet it is more targttad the advertising.

Then came another addition — public relations. @ppearance of PR was quite
expected considering the fact that the publicityswao fragile and too risky to be left
unauthorized and therefore it needed professiomalveell organized coordination which
public relations can provide.

The rise of the internet technology led to develeptof the newest addition to the
integrated marketing communications mix — the mer marketing communication.
However, the majority of the marketing related riterre is still indecisive whether to
consider it an equal part of the integrated manketiommunications mix or just a part of
the other marketing communications. Nevertheletssimportance has been increasing
rapidly recently and it looks like it is just thedinning. Internet marketing communication
is the case study of the paper and will therefarehoroughly described in the next two
chapters.
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3. INTERNET MARKETING COMMUNICATION

Internet marketing — often called online marketorgeMarketing — is essentially
any marketing activity that is conducted onlineotigh the use of internet technologies.
Internet marketing is much more than just advergighat is shown on websites, it also
includes other kinds of online activities like efremd social networking.

Traditional marketing mix, especially traditionalv&rtising as its most important
and most profitable part, relied on one of the itragal media channels — newspapers,
television, radio, magazine or billboard. Basicatlye aim of any marketing activity has
always been the same - to exploit the reach of mesha by broadcasting a single message
to a mass market, while the advertiser has bean tabtontrol the placement, frequency
and content of the message as well as the distibahannel.

3.1. The rise of internet marketing communication

The growing popularity of the internet has changjesl way people gather news,
communicate, buy and make decisions and it allezhdlse reinvention of the traditional
marketing strategies. Blogs, wikis, social netwoeksd news websites are just a few
examples of how the world of information is becoghmore of a social experience. All the
content available online is fast moving: within mies, blogs, tweets and Facebook
profiles are updated with the latest news, gadgetsgossip.

With the arrival of the internet, marketers haveesv medium to spread the word
on, through an ‘“integrated communication approatiét achieves increased brand
awareness and market reach. The increasing massf wsemputers has provided a new
channel for marketers to communicate with consuneagsing media habits to shift from
exclusively offline channels to an integrated appto of mixing medid’ With further
development in online marketing, the strategies tmads are evolving rapidly as well,
shifting from impersonal mass messages to moreopatsand targeted communication
with the audiences.

Internet marketing communication has many attributdhich are different than
other media’s and some of the most important ores a

7 Trengove, J. A. et al. (2011), Internet Marketing: A highly practical guide to every aspect of internet
marketing, online edition, GetSmarter under the Creative Commons, p. 96, available at
https://vula.uct.ac.za/access/content/group/95dfae58-9991-4317-8ald-
€2d58f80b3a3/Published%200ER%20UCT%20Resources/Internet%20Marketing%20textbook.pdf, retrieved
on December 15, 2013
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* Immediacy - the internet changes at an extremelgkgpace and online
audiences expect instant updates and informationkélep the interest and
attention of the vast audience the Internet prasjidieternet marketers must
respond to online messages and interact with contiesinas quickly as
possible.

» Personalisation - customers online are no longeléss members of a broad
target audience, they are individuals who wante@tidressed persondflyAt
the same time, no other media offers marketers smclkasy access to the
wealth of consumers’ personal information. Therefavith the correct use of
the information available online, marketers can dbénby targeting the
relevant people precisely and personally.

* Relevance - communication online must be intergsand relevant to the
reader, otherwise it will simply be ignored. With the information that is
competing for the targeted audience’s attentiomrywnarketer must find a
way to stand out and engage the potential custombesbest way to do this is
by giving them exactly what they want, when theyntia

Internet marketing communication is the fastesivgng and most exciting branch
of marketing today. As the world becomes more amaenctonnected, keeping up with
developments and trends is essential for markétgrgy to reach new audiences who are
more demanding, perceptive and fragmented than. évexhnology and software are
changing at such a high rate that it seems almagsbssible to keep up with trends. All the
events interested not only in continuing their eatr success but in attracting new
audiences as well are evolving and adapting totiiee sphere.

Many traditional media have been forced to makée gervices available online as
well, so-called “going digital”, in order to endutieis rather sudden and radical change of
creation, publishing, distribution and consumptaimew media. The “digital revolution”
has changed the shape of media for good and theedii is slowly coming to terms with
the fact that the digital age in not going anywhédereover, it has continued developing
faster and further beyond every expectation. Thbk igeconstantly shifting, growing and
changing, and the only way of continuing enjoyitsghienefits is to stay up-to date.

38 Trengove, J. A. et al., op. cit.,, p. 4
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3.2. Brief history of the internet

The internet is the newest and the youngest medhawing been around in its
current form for just about 20 years. The firstemsbnnected computer network was
developed as a joint project between the US mylieand several research organisations,
and went live in 1969. New advances came slowlyrstt network email was invented in
1971 (though the system was very slow and prinjitiveternational connections were
established in 1973, the term “internet” was fused in 1974 and the first real online
protocols were introduced in the 1989s.

Everything changed in the early 1990s as Tim Berhee, acknowledged as the
creator of the internet as we know it today, introedd the public with the indispensable
parts of the mass use of the internet - the fiRt protocol, web browser software and the
World Wide Web.

By 1993, various businesses started taking anesitén the internet. However, the
internet was primarily designed as a strictly etiocal and non-commercial medium.
There was a large debate about whether they wemmitped to use the internet for
commercial purposes, and eventually, the businegsasout and the last of the restrictions
were dissolved in 1995.

Early internet giants like Yahoo and Amazon laumkctieeir online platforms in the
mid-1990s, and Google launched in 1998, takingckets a new level of accuracy and
convenience. Other commercial websites, like theiam site eBay, began to dominate the
web, determining and even enhancing the interacie global commercial potential of
the internet.

Since the mid-1990s the Internet has had a tremmndmopact on culture and
commerce. In 2004, the concept of “web 2.0", theractive, commercial, cooperative and
user-centric web, came to life. Its main charastes were the rise of social networking,
the invention of tools that made creating and cufmng personal pages increasingly
simple, and the big push by online marketers toertakir advertising and products more
accessible and desirable to online markets.

3 Trengove, J. A. et al., op. cit., p. 6
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Internet Users in the World
Distribution by World Regions - 2012

11.4% 10.4% . B Asia 44.8%

' W Europe 21.5%

B Horth America 11.4%

B Lat Am / Caribb 10.4%
_| Africa 7.0%

&l Middle East 3.7%

B Oceania / Australia 1.0%

Figure 5: Internet users in the world in 2012 (source: rimé¢ World Stat¥)

The Internet continues to grow, driven by greated greater amounts of online
information, knowledge, entertainment and socidwoeking available for the modern
users. Overall Internet usage has seen tremendawghg In the early 1990s, it was
estimated that the traffic and capacity of the ulsiternet grew at rates of about 100% per
year. There was then a brief period of explosivamgn in 1995 and 1996. During those
two years, traffic grew by a factor of about 10Bjeh is about 1,000% per y&ar

By 2010, there were already 1 billion Google seesclevery day, 300 million
Internet users reading blogs, and 2 billion vide@sved daily on YouTub8. In 2012,
there were 2.4 billion people using the intefhéhe figure 5 shows internet users by world
regions), while in 2013, over 2.7 billion peoplere/enternet users, which corresponds to
39% of the world’s populatioff. It is estimated that in 2020, the number of intemnsers
will surpass 5 billion peoplé? Taking that into account, it does not come asrprize that
the internet has become the main medium for moahamketing.

0 http://www.internetworldstats.com/stats.htm, retrieved on June 20, 2014

“ Coffman, K. G. and Odlyzko, A. M (1988), The size and growth rate of the Internet, AT&T Labs, p.2,
available at: http://www.dtc.umn.edu/~odlyzko/doc/internet.size.pdf, retrieved on February 21, 2014

* http://www.antaranews.com/en/news/71940/google-earth-demonstrates-how-technology-benefits-ris-
civil-society-govt, retrieved on February 21, 2014

* http://www.internetworldstats.com/stats.htm, retrieved on June 20,2014

* http://www.itu.int/en/ITU-D/Statistics/Documents/facts/ICTFactsFigures2013-e.pdf, retrieved on
February 21, 2014

* http://www.networkworld.com/news/2010/010410-outlook-vision-predictions.html|?page=1, retrieved on
February 24, 2014
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3.3. The first step of online marketing - websites

In 1995 the internet was completely commercialindten the last restrictions on
the use of the Internet for the purpose of comraértiaffic were removed, and
immediately, internet marketing boomed. The firsirketing activity online started with
the creation of simple, text-based websites witkid@nformation about a product or
company. Early websites had only text, but as teb tols evolved, so did the websites,
incorporating images, sounds, videos and more agvhbformatting styles.

Website is basically a set of related web pagesesdeirom a single web domain. A
website is hosted on at least one web server, deggeron its size and the number of
visitors and is accessible exclusively via thenmée All publicly accessible websites
collectively constitute the World Wide Web. Websitean be divided into two broad
categories: static and dynamic.

Static websites usually display the same infornmatm all the visitors. Comparing
to traditional marketing, they are similar to hargibut a printed brochure to customers or
clients. The static websites offer pre-defined atahdardised information to the users
which may include information about a company daghroducts and services through text,
photos, animations, audio, video and navigationusefheir information will be provided
consistently and uniformly to all the visitors fan extended period of time and they do not
allow the direct engagement with the audience.

Dynamic websites are personalised websites whietable to change according to
the user’s preferences. By storing and reading bamkser cookies or by creating a series
of pages that reflect the previous history of dictynamic website can communicate with
the user’s website browser in order to providenmiation in some way personalized to the
requirements of the individual user. JavaScriptdy@amic computer programming
language, is also built into most modern web breogveed it allows the website creators to
send code to the web browser that instructs it tooimteractively modify page content and
communicate with the web server if needed.

The latest of the dynamic websites are the inte@aetebsites which are part of the
web 2.0 community of sites and they allow direainaaunication between the site owner
and the site visitor. Interactive website cannotbeeloped by every company which seeks
attention online, but they can easily be used ler purpose of marketing a service or a
product, or raising brand awareness.

An event’'s website is its most important tool fareating web presence, and
therefore it is the cornerstone of any online mankgestrategy. A website is the one part of
the web that is completely devoted to a particeeent, its brand and the marketing
message. It is every brand’s home on the web,itbdélat anyone can visit for up-to-date
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facts, information, offers, community and othertéeas. In other words, it is the equivalent
of an online business card.

Having a website has become an indispensible pamteynet marketing strategy. It
is a place where marketers can express their lsandssage fully, in whatever way they
want. They are generally not constrained by angtleixcept their own imagination and, of
course, their budget. A website is not just an rmi@tion page; it can be a powerful
marketing and business tool. For example, if ameweganiser analyses the data on who
visits his page, he can get a good idea of whiotesested in his event.

3.4. Banner ads and pop-ups

While website is a marketing tool which is the tfistep of each and every online
marketing campaign, there are numerous other magkebols available online. Even
though some of them, such as banner ads and popsepalready a bit outdated and
perceived as too intrusive, they still continueegating at least a small portion of the total
return on investment. Their time has still not ctetely passed, and even when they
become unnecessary and undesired, we will mosicBrisee their influence in the future
marketing strategies.

Banner ad is a rectangular image that can be patcgdhere on a website, and it is
one of the most widely used forms of advertisinginen The ad usually highlights itself
with different colours, size and motion. It candeunch line, a question or even a video.
As almost every other part of the internet, it Baslved with the discovery of newer tools
and programmes. In the beginning, the banner wamamnoving square with a text and/or
picture, but today it is often a video that stavith a mouse over.

The first banner ad appeared in 1994, and it std#edye you ever clicked your
mouse right HERE? You will* As expected, people started clicking on the adenfior
curiosity than for the need to buy the service aibed, and that urge did not change a lot.
At first the click-through rate (CTR) of banner adas high, on average 78%. However,
today, the CTR of banner ads has dropped to less1fo.

Despite the considerable drop in CTR, banner adsnat dead. Their greatest
advantage is that their return on investment isamby measured by the click-through rate,
but also by producing brand awareness. It has memd that while repetition reduces
CTR, it enhances brand awareness (Robinson et0al)20However, marketers have to

46 Trengove, J. A. et al., op. cit, p. 111

* Eriksen, K. and Hemmingsen, C., Online marketing. New models of advertising?, Aalborg University,
Aalborg, p. 27
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become much more original with their banner adsery, delivering ads only to people
they really want to reach, proving once again thageting is everything.

The pop-ups are defined by a new page of the dubremvser being open on top of
the one the user is currently visiting. Pop-ups lsardesigned to appear when a website is
loading, after a period of time is spend on a websr upon leaving the site. There are
different variations of pop-ups, such as pop-in rehlemething is blurred or covered at the
visited website in order to advertise for something

Another variation is pop-under where the other Wwebspens under the currently
visited one. As pop-up ads became widespread adujo whole computer screens, many
users learned to immediately close the pop-up leatsappeared over a site without looking
at them. Pop-under ads do not immediately disabés'si ability to view the site content,
and thus usually remain unnoticed until the maimwser window is closed or minimized,
leaving the user's attention free for the adverisat.

The pop-up has been perceived as very annoyinghasaften been compared to
the advertising breaks on TV. Even a several pogilgrs, small programs that terminate
the pop-up before it opens, have been introducédeorAlthough the pop-up is perceived
as more annoying than the banner ad, their sucatsss often higher according to Baker,
cited in Eriksef® “Still, some advertisers cling to pop-ups. Desgiggravations, ad execs
say that 2% of them entice Web-surfers to clickurftimes the rate of traditional banner
ads.”

However, even though banner ads, pop-ups and Waeiations create a certain
amount of visits of the advertised websites, threyrmt the main marketing strategy of any
company, but just a secondary one. Primary maretirategies include much more than
just creating an alluring and tempting pictureiok lto click on and placing it somewhere
on the internet, on whichever website, showing ieverybody and hoping that somebody
will actually click on it. They are about placingight ad to a right place of a right website,
in order for the right person to see it. That whg tlicking on the ad and visiting the
advertised website is not something to hope fas, something that is almost a certainty.

3.5. Search engines

The purpose of any website is to reach new anca@yrexisting customers. It is
every marketer’s virtual office and every eventiitual pamphlet. However, as in real life,
people first must hear about a certain companysoprioduct in order to decide to visit its
office. Word of mouth plays a significant role inegy consumer’s decision to visit a

8 Eriksen, K. and Hemmingsen, C., op. cit, p. 29
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certain website and find out more about a particatanpany or a product. Nevertheless,
lately search engines have overtaken the roleeofrthin source of information.

A search engine, like Google or Yahoo, is a spsadlkind of database containing
software programs, called spiders or robots, whliskover all the websites on the internet
and then order them based on relevance to a partisearch query. Search engine’s
spiders continuously “crawl” the web in order tahga information and index it in their
database. Information is also cross-referenceddstwebsites, created by links, to create
a spider web of information in search engine dateba

As search engine’s spiders “crawl” websites, these special mathematical
formulas called search algorithms to help them misga file and rank information in order
of relevance to a particular search query. EachrcBeangine uses different search
algorithms and will therefore not necessarily rettive same search results.

In order for search engine to know how to rank daie websites, it needs to be
able to access the complete content of the websitkindex it. Search engine’s spiders
crawl every page of every website, they read aldbntent and they index it according to
the keywords on each page. When someone searches keyword, search engine
examines its database of websites for the mostaetecontent and shows it to the user.

3.5.1. Search engine optimisation

When people search for specific keywords, the diravery website is to be at the
top of the page, or somewhere on the first pagheavery least. However, no paid tactics
will influence the position of a website and hethi@ve a high ranking in a search engine.
A website must fulfil other conditions in order be placed on the first page of the search
engine’s results. The tactics which can help a welmptimise its content and improve its
popularity with search engines in order to be plaoe the top of the results are called
search engine optimisation.

Search engine optimisation, known&isO, is one of the most important aspects of
online marketing and it is very complex. Searchieeg have special processes for deciding
which web page shows up first in their lists ofrsbaresults. SEO is the process of getting
a web page as high up on that list as possible.

The term search engine optimisation was coined wieiconcept of search engines
emerged in the early 1990s, but has evolved ramitige the arrival of Google. At its
beginnings, SEO had no structure: people simpleddgmbpular keywords to the website’'s
meta-tags - special HTML code that describes thesie to a search engine - even if they
were unrelated to the contents of the website. §vhdding keywords to meta-tags and
selecting keywords to optimise content on a wehsiteegal, many people abused SEO
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tactics. There were many tricks used to providéhérigranking of the website and the
search engines were not sophisticated enough ¢otdefiny of these scams.

Finally, in the early 21st century, Google entethd search market arena and
changed the rules of SEO dramatically by introdgdime concept of backlinks to rank a
website, rather than simply analysing the contentaoweb page which is far easier to
manipulate. Today, SEO has moved to a new era @iistication. Search engines have
come a long way in fighting SEO spam, and whilstiit exists, it is not a viable strategy
for any legitimate business that wants to gain {tergn visibility on search engine results.

There are many technical ways of improving a positf a certain web page on
search engine’s result list and the most imporaets are:

Keywords: when somebody searches online, one of the wagfs ahsearch
engine knows that a particular page is relevanh¢éosearch request is that the
same words appear on the web page as in the seawrohthat was used.
Therefore, the more frequently these keywords appea web page, the more
relevant that page will be to a search enginelferquery that was made.

Content hierarchy: another way that a search engine identifies eglegontent

is by analysing content areas on a web page. Soras are valued above others
in terms of importance: for example, a search engonsiders the main page
header to be more important than sub-headers. @lilit will consider sub-
headers to be more important than a paragraph ayf bopy. Therefore, if the
searched keyword appears in one of these impgrtaces such as website main
header on one website, while it forms only a péthe copy on another one, a
search engine will see the first website as molevamt for search queries
relating to that keyword.

Linking : the more places that point, or in other wordg, ltie a certain website,
the better. The internet is like a spider web:riare content that is available to
read, click, forward and share, the better. Beirentioned and recommended
by as many other websites as possible and havimighanumber of external
websites that link back to the original websitel Wélp search engines see it as
more credible, and will more likely rank it highgp on search results pages for
related queries.

If a website is not on the first page of the seassults, it is unlikely to get many
visitors from any search engine. As much as 90%atefnet users do not go past the top 30
search results (10 results per p4yeyf the website does not rank highly with Googte,

9 Trengove, J. A. et al., op. cit, p. 122
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will most likely not rank highly with other sear@mgines either, since most other engines
use ranking algorithms with similar logic in orderrank websites in results pages.

Considering the fact that 85% of internet userd faebsites through search engines
and 75% of them have the intention to purchaseacalyat or service by using search
engine2’, SEO is a very lucrative, long-term marketing téghe that will bear fruits if it
is approached with determination and patience. Witk right skills, knowledge and
resources, SEO can be the simplest and the mosirtamp marketing tactic for achieving
increased traffic and for increasing return on gtaeent.

One of the main benefits of SEO is that it is cdastd non-biased because it only
generates organic listings. Natural listings coh\88% more than paid listings and the
percentage of clicks on organic search resulteass with the level of education of online
users®. It also has better return on investment compatingny other internet marketing
medium. The only “cost” spent on SEO is the timergpresearching, calculating and
analysing data, but the return can be considerable.

3.5.2. Pay-per-click ads

Organic search results which cannot be influengepdaying and which are ranked
according to the relevancy of a site’s copy to lateel search, as well as the number of
quality links pointing to a site, are not the oripe of search results. There are also
nonorganic or paid results known as pay-per-clitk a

In 2000, Google revolutionized the world of markegti advertisement by
introducing AdWords, an advertising service th&avaéd marketers to pay only for adverts
that were clicked on by a customer. The stratedyichvaccounts for 95% of Google’s
current revenue, became phenomenally successfulisambdwadays the leading search
engine advertising method.

Pay-per-click ads (PPC) are sponsored links digplaabove or to the right of the
organic search results. People have paid or bidpecific keywords in order to receive a
high ranking in these sponsored results. Advedid#d a certain amount that they're
willing to pay when someone clicks on that ad, whietermines the position in which that
listing will show on results pages — the higheraawertiser is willing to bid, the higher up
the ad will show.

>0 Trengove, J. A. et al., op. cit, pp. 122-123

L http://www.seoresearcher.com/, retrieved on March 15, 2014
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Google is currently the leader in PPC, with Yahod 8ing following behind. In
today’s increasingly Web-centric world, a well-mged and optimized PPC campaign can
be the most cost-effective form of advertising. ded, search engines marketing is the
fastest-growing segment of the advertising industogounting for roughly $20 billion per
year, or more than 40 percent of all online adsij dollars>?

According to The Economist, “the benefits of theyjpar-click approach over
traditional advertising (television, radio, primtcabillboards) are obvious. Since advertisers
pay only to reach the small subset who actuallgoeds to an advertisement, the quality of
the leads generated is very high, and advertiserpr@pared to pay accordingly. Google
made most of its $6.1 billion in revenue last yieam pay-per-click advertising?®

3.6. Email marketing

With an estimated 294 billion emails sent each aay over 1.9 billion email users
worldwide™, it is no surprise that electronic communicatioas hreplaced traditional
alternatives.

Email (electronic mail) has increasingly become rand for marketers to
communicate with current and prospective custormeenmsiethod that was formally called
direct marketing. Marketing by email is so popubmcause marketers are able to send
direct messages to potential customers, which mézatscampaigns can be extremely
targeted and more affordable than traditional ce&rwhile the return on investment is
measurable. Emails are usually sent with the irdertb sell, promote, educate, inform or
persuade and are most commonly packaged in the donewsletter, flyer, competition or
sales promotion.

Email marketing is the modern-day direct marketagivalent and, because it is
virtual, it allows a two-way conversation to betigiied and maintained. Email marketing,
when done correctly, can have a very high succates Email marketing offers a great
amount of advantages — it is quick and simple, fiere the possibility of reaching
thousands of people with one message, it is a nuldaper channel of distribution
compared to traditional marketing options and ip&duild relationship with customers.

Unfortunately, as with many marketing techniqués, good is accompanied by the
bad. In this case, the bad is spam: unsolicitedneeroial messages sent in bulk to people

*2 http://www.wsiwebmark.com/wp-content/uploads/2012/06/UnderstandingPPCWhitepaper.pdf,
retrieved on March 27, 2014

>3 |bidem

>4 Trengove, J. A. et al., op. cit, p. 77
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they are not directly intended to. In 2010 alor@/%f all emails sent per day were spam.
Although these statistics are high, email markeisgot a dying technique. However,
marketers need to ensure that they do not abusenttdlium and must know the rules of the
game so that they can craft unique, inbox-friendlystomer-relevant emails that convert to
sales.

Despite some failed marketing strategies, onlineketang recovered and grew
rapidly in tandem with the rise of the social, shgbased web known as web 2.0. The last
and most profound change to the marketing spacetiveasse of social media, which was
gradual from 2004 and meteoric from 2006. Sociadimeplatforms, such as social
networking sites, opened the space for user-filtened recommended content — including
marketing material. As the social media platformswgand people created exponentially
more connections with each other, the vision ohlvinarketing — the online equivalent of
word of mouth — became real.

> Trengove, J. A. et al., op. cit, p. 77
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4. SOCIAL MEDIA COMMUNICATION

Throughout its history, the internet has reinvenitseélf many times — and the
changes are far from over. The current web is datadh by socialising, cooperation,
sharing and personal entertainment. People ofga$ are spending more and more time
online and are turning to the internet for beterviges, convenience and life-enhancing
tools. With six out of every seven people in thelddaving internet access and nearly one
in every four people using at least one social netW, it does not come as a surprise that
most of the companies have moved the focus of thesmesses to the online sphere. 2010
was the first year where online advertising speweltook the amount of money spent on
newspaper advertising in the USA. It was the sas® yhat online readership overtook
traditional newspaper readership, which illustrgtess how large an impact the internet has
had on the marketing and advertising industry.

If any single trend exemplifies the online spacéoalay, it is the social media. The
entire premise of web 2.0 is based on the abibtywétwork with peers and likeminded
communities using technology. Social media hasentibte power to steer opinions and
spread messages, making it both extremely valuafdevery risky to use. Social media
include social networks, blogs and forums, which ali be described in continuation. In
addition, the phenomenon of viral marketing whiolld not exist without the social media
will be mentioned.

4.1. Social networks

Social networking, one of the most widely used fomh social media, is an online
activity in which friends or peers in a social gooateract with each other using a central
website or application to transmit messages. Thesssages can contain text, images,
videos, links or other sharable media. Social netecallow users to create virtual
approximations of their real-world social relatibipgs and facilitate the sharing of news
and content. Their focus is usually on immedidteyimg-based casual interactions between
acquaintances, though this can vary depending erptitform. Despite the differences
between the social networks, there are some cleaistats of social networking in general:

» Connecting - this is by far the most important peftthe entire social
networking process. Web users build complex netwark friends, family,
colleagues and strangers and devise ways of coneating with these groups.

%6 http://socialmediatoday.com/irfan-ahmad/1993606/global-overview-internet-mobile-and-social-media-
engagement-and-usage-infographi, retrieved on March 10, 2014
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» Sharing - the default communication method on aasawtwork is sharing —
passing interesting, funny, shocking or otherwiskewant content between
people. Social networks are built to make sharingasy as possible. Sharing
good, useful and entertaining content raises useeslibility in the eyes of their
peers.

* Engaging - while sharing is vital, engaging witthet users and their shared
material is equally so. Whether this engagemeatssnple “like”, “retweet” or
a comment, it is important to take an active ralshaping the message around
the content. Also, it is easy to engage directhcamversation with any other
individual or group of users, communicating meafuily with them.
Essentially, social media marketing is about bagdcommunities.

4.1.1. A brief history of social networking

The first prototype social networks were launched the late 1990s.
Classmates.com was the first on the scene in X§85ating under the premise that people
wanted to connect with old friends and schoolmaid® site took off quickly, and was
copied by less successful imitations like SixDegr@#en, in 2002, the new wave of social
networks revolutionised the industry. Friendsteswiae first modern social network and
was an instant and massive success. It was follcavgear later by Linkedln, a more
serious business network and MySpace, a “coolé™fer sharing music and games.

Everything changed in 2006 when Facebook was |lathth the general public (it
had been available to US students since 2004)aJé gisers a new degree of immediacy
and entertainment, packaged in a simple, minimahtgrface. Its functionality quickly
grew as applications and tools were added, makititeirichest content-sharing platform
on the web. Because it was such a generalistFateebook opened up the market for niche
networks that catered for specific nationalitiespups, hobbies and users. The final
revolution came in 2007 with the arrival of Twitiato the mainstream. The microblogging
site allowed users to share thoughts more simpllydarectly than ever before and became
the web’s first stop for breaking news and inforiorat

4.1.2. How can social networks be used as a markegitool?

As with traditional marketing, the best way to ggbroduct into the public space is
to put it somewhere where the right people (thgaamarket) will find it and start a
conversation about it. Social networks, with theealth of personal and preference data,
make it that much easier to find, speak to and edngvery market. There are three
essential components of marketing on social netsvork
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Advertising — the importance of placing the onlexverts in the right places
and targeting the correct keywords and users haadyl been mentioned. Social
networking takes this idea a step further becatsevolves marketing in a

social space — where adverts and promotional na&tere less welcome. This
makes it both harder to market — given the fact pe@ple do not want to have
an advertising message forced on them, as well @& mowerful since the

social space is ideal for sharing, recommending spmdading adverts between
friends.

Building a brand presence - the “soft sell” partsofcial network marketing
communication. By building a brand presence on @asmetwork, an event
becomes a social actor that can engage with custoritealso becomes a
cornerstone of event's PR campaign.

Word of mouth - the riskiest and least controllad$pect of social networking,
but one that can reap considerable rewards. Omnlord of mouth spreads best
over social networks and can be harnessed andedtdsr a clever online
marketer. People are more likely to try somethieg thased on what people in
their social group have recommended — so every eterrk aim with social
media is to try to get the right people to speaualhis brand and pass on the
message.

Not all social media are created equally. Somegareeral sites for chatting with

friends and some are serious and intricate busimetsgorks. Most are impossible to fully
define because they have their own unique comlbingtof features, tools and uses. In
addition, not all are well suited to marketing stgges or may require radically different
approaches. In continuation, the most popular soefvorks will be described, as well as
the marketing options they offer to the event oizens.

4.2. Facebook

Facebook is an online social networking service sghmame comes from a

colloquialism for the directory given to studentssame American universities. Facebook
was founded on February 4, 2004 by Mark Zuckerlveity his college roommates and
fellow Harvard University students. The foundersd haitially limited the website's
membership to Harvard students, but later expantiéd colleges in the Boston area,
the lvy League and Stanford University. It gradpatided support for students at various
other universities before it opened to high-schsiabents and eventually to anyone aged
13 and over. Facebook now allows anyone who clénte at least 13 years old to become
a registered user of the website.
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Users must register before using the site, aftachvthey may create a personal
profile, add other users as friends, exchange rgessand receive automatic notifications
when they update their profile. According to thatistics from April 2014, Facebook has
exceeded 1.2 billion subscribers and is still grapsteadily,” making it the most popular
social network in the world.

4.2.1. How to use Facebook for advertising events

Facebook has become a must-be-there place ftheakvents who wish to attract
new visitors. Over 70% of marketers have stated thay have used Facebook to
successfully gain new customéfsracebook advertising is becoming all the morequerf
every day, and the range of possibilities offeresl making it the primary tool to achieve
the greatest results in the range of web marketifalowing the example of search
engines, Facebook also offers the possibility @ fand paid advertising.

As far as free advertising on Facebook is conckra@ event should have an
official profile page and the event page createBanebook Events application. The profile
page with the most important information aboutelient should be accessible permanently
and the event page should be accessible for afiggkeperiod of time, most importantly a
few months before the event takes place. Both thélg page and the event page must
contain all the details about the event and shdtiide pictures and videos in order to
provide as much information as possible. Doing dbmake the event easier to find and
the more details there are available, the morelpesiti actually register and attend.

The official event profile page must be appealimgl éanteresting. The marketer
should not only post event updates on the wall, &lsb additional content relevant
material. That way the attention of the potentialtor will be kept during the whole year,
not only while the event is being held. The positsutd be kept short and simple: according
to Faceboo®, posts that are on the shorter side — betweerah@®50 characters — get
about 60% more likes, comments and shares. Thdepatfould also appeal to the visual
sense. Photo albums, pictures and videos drivegengent on Facebook Pages. On the
profile page, the event marketer can promote sesvior programme, interact with
established customers and create opportunitiesathrnew visitors.

7 http://www.statisticbrain.com/facebook-statistics/, retrieved on March 10, 2014

*8 http://www.sociallystacked.com/2014/01/the-growth-of-social-media-in-2014-40-surprising-stats-
infographic/#sthash.kIXjZt6j.dpbs, retrieved on April 10, 2014

*% https://www.facebook.com/business/overview, retrieved on April 10, 2014
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Besides communicating with the current customerd @stablishing connection
with the future ones via Facebook profile page Badebook event page, there is also a
paid marketing strategy available to the event etars — Facebook Ads.

Facebook Ads can be found in the sidebar or ifNines Feed. Ads in News Feed
are much more efficient - the average CTR on tmméaon the sidebar is about 0.04% and
in the News Feed it is 2% One of the greatest advantages of Facebook Atmisthe
expense of the advertising is completely controlidtle marketer sets up the budget for the
day, Facebook shows the add to the previously tedgearket, charges a certain amount
for every time somebody clicks on the ad until 2ingount set up as the budget is spent and
then just stops showing it to the people that dden it is up to the marketer to decide
whether the budget generated sufficient resporrsshauld it be increased or decreased.

The most valuable feature of Facebook Ads is tist @pportunities of targeting it
offers. The marketer can choose the people whoss# the ads - according to location,
gender, age and interests. The latter is actuaiyéason why Facebook Ads are worth so
much - they have information about our interestedaon the pages we liked and therefore
can accurately target specific people in advedisin

Advertising on Facebook has become one of thengaahline marketing strategies,
if not the most important one. That does not come &urprise considering the fact that
49% of companies advertised on Facebook had fimestigreater return on ad spent while
70% of them had three times greater ®Oh addition to being the largest social network
with the greatest number of active users, Face®also the most engaging social network
with more than 3, 2 billion likes and comments gveay?, as well as the social network
where people spend most of their time. Therefoagebook presence is essential for every
event which seeks permanent success.

4.3. Twitter

Twitter is an online social networking and micradpding service that enables users
to send and read short 140-character text messeajkes] tweets. Registered users can read
and post tweets, but unregistered users can oatl/treem. Users can group posts together
by topic or type by use of hashtags — words or ggwarefixed with a “#” sign. Similarly,
the “@” sign followed by a username is used for tioeing or replying to other users. To
repost a message from another Twitter user ane shaith one's own followers, users can
retweet the message.

&0 http://www.istokpavlovic.com/blog/, retrieved on April 20,2014

®1 https://www.facebook.com/business/power-of-advertising, retrieved on April 20, 2014

%2 Ibidem
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Twitter was created in March 2006 by Jack DorsesgrEWilliams, Biz Stone and
Noah Glass and by July 2006, the site was launcheel service rapidly gained worldwide
popularity, with 645,750,000 registered users inuday 2014, 215 million of them being
active users who post an average 58 million twpetsday®. Nowadays Twitter is one of
the ten most-visited websifésind has been described as “The SMS of the Int&het

4.3.1. How to use Twitter for advertising events

Advertising on Twitter starts with creating the Twr account for the event and
customizing the profile page. The second step éatorg the hashtag for the event so
people can easily identify the conversations sunrdmyg it in order to listen and participate.
A hashtag is simply a keyword with a pound sigrirant of it that people can include in
their tweets. Attendees interested in the eventatsm search for the hashtag on Twitter in
order to be informed and to follow updates abautlten the marketers should tweet on a
daily basis in an interesting way, not only abc event itself but about other relevant
content as well. The rules of tweeting are the sagfor the Facebook posts - the usage of
photos and videos is highly recommended and Twttefile should be used for promotion
of the event and its programme, interaction withalsshed customers and creating
opportunities to reach new visitors.

Twitter also offers the possibility of paid adveitig by promoting trends, accounts
or particular tweets, all of them being clearly ket with a “promoted” icon. First and
most important step of promoting on Twitter is &tngg. Twitter offers targeting by
interest, gender, geography, language or by theelessed — mobile or desktop, and shows
the promoted trend, account or tweet only to thersutargeted by the marketer. Promoted
tweets are sold on a cost-per-engagement (CPE9, masaning advertisers only pay when
a user replies to, clicks or favourites the tweet.

Promoted trends appear at the top of the Trentdari stay there for the entire day,
promoted accounts appear in the “Who to follow”tpair the user’s profile, while the
promoted tweets can appear in the user’s timelirsearch results. As expected, promoted
tweets in search results are far more effectiven theomoted tweets in timeline feed,
considering the fact they are triggered by theddipe user is attempting to find. Therefore,
CTR for promoted tweets in the search results % &&her than promoted tweets in user’s

® http://www.statisticbrain.com/twitter-statistics/, retrieved on April 24, 2014

® http://www.alexa.com/siteinfo/twitter.com, retrieved on April 24, 2014

® http://www.business-standard.com/india/news/swine-flu%5Cs-tweet-tweet-causes-online-
flutter/356604/, retrieved on April 24, 2014
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timeline feed®. Acquiring large number of followers on Twittercathus becoming a so-
called influencer on this social network is noteasy job, but the benefits available at the
end of that road are worth the time and effort.

4.4. Instagram

Instagram is an online photo-sharing, video-shaeng social networking service
that enables its users to take pictures and vidgogsly digital filters to them and share
them on a variety of social networking servicesshsas Facebook, Twitter, Tumblr and
Flickr. It was created by Kevin Systrom and Mikedger and launched in October 2010.
The service rapidly gained popularity, with oved2fiillion active users as of April 20%4.
Instagram has a very loyal fanbase: more than 7AOWstagram users log in at least once a
day.®®

Instagram’s distinctive feature is that it confir@®tos to a square shape, similar to
Polaroid images, in contrast to the 4:3 aspeab tgpically used by mobile device cameras.
Users are also able to record and share shortwidsting for up to 15 seconds. Soon after
its release Instagram added hashtags in orderlpousers discover both photographs and
each other. Instagram encourages users to makéa#dgspecific and relevant, rather than
tagging generic words like "photo” in order to makeotographs stand out and to attract
like-minded Instagrammers.

4.4.1. How to use Instagram for advertising events

At first glance, it seems like Instagram does néerothat much marketing
possibilities. There are no paid ads available;refmosting of any kind and hardly any
comments considering the fact everything is viskakn if someone would try posting an
ad in a comment of a certain photo, the commentldv@oon be banned. However,
Instagram has one channel of communication, sedyninagve but yet very powerful — the
“like” button. People post photos on Instagram lbeeaof likes. If the event marketer likes
certain photos — but not all of them — it does ook like an advertisement. In addition,
people enjoy getting likes so much that it preveéhéesn from perceiving likes as a way of
promotion.

g6 http://www.businessinsider.com/how-to-advertise-on-twitter-to-get-the-best-results-2013-2, retrieved
on April 24, 2014

*” http://expandedramblings.com/index.php/important-instagram-stats/#.U3J6tfl6BBg, retrieved on April
29,2014

% |bidem
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Therefore, the advertising on Instagram includesting the profile for the event
and the hashtag which clearly states the nameeoktlent and even the location of the
event as well. Then the marketer must post intexggsind appealing pictures and by doing
so attract as many followers as possible. The vi@hs which visit the event will most
certainly post photos of themselves during the ewbhaos promoting the event in an
unbiased way. The event marketer should then fohod like the photos of current and
potential visitors. Unlike other social networkastagram enables communication solely
based on photos. Considering the well known sayigicture is worth a thousand
words”, advertising on Instagram is very importardrketing strategy and it will be even
more important with the introduction of the paidradising announced by the company.

4.5. Google+

Google+ is a social networking and identity servicat is owned and operated
by Google Inc. Google has described Google+ a®e@dklayer” that enhances many of its
online properties and stated that it is not singkocial networking website, but “an online
community of people with a common interest who as&'eb site or other technologies to
communicate with each other and share informatiespurces, eté’. It is the second-
largest social networking site in the world afteac€book with 300 million monthly active
users.”®

A Google+ user profile is a public account of arubat is attached to many Google
properties. In addition to basic social networkalgments, it introduces the users to the
“circles”, the core feature of the Google+ sociétiorm. It enables users to organize
people into groups or lists for sharing acrossowaiGoogle products and services. Once a
circle is created, a Google+ user can share spqmifirate content to only that circle - for
example work themed content can be shared onlywattk colleagues, while family could
see more personal content and photos. The optighaoe public or with everyone is
always available.

4.5.1. How to use Google+ for advertising events

In one of the recently conducted studies, Googhatks second among the most
effective social media tools that are great atdig brand awareness. Just like with other
marketing tools, Google+ requires the event market@rovide quality content so that the
marketing strategy can be effective. Making surat tthe content on the website is

® http://thenextweb.com/socialmedia/2012/03/08/for-the-last-time-lets-all-say-it-together-google-is-not-a-
social-network/, retrieved on May 4, 2014

" http://expandedramblings.com/index.php/google-plus-statistics/#.U3KQYPI6BBg, retrieved on May 4,
2014
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interesting is important in order to get followecsjoin the event’s circle. A circle is a
group of people who are interested in the eventvamdd like to get information about it.

A very important step in advertising on Google-adkling a +1 icon on the event's
official website. Once visitors click on the Googléke button, they will automatically
receive updates on the event on their Google+ atctm addition, the number of +1's a
website has influence the Google Search result -gteater the number, the higher the
ranking.

Google+ is the newest social network taking intooamt only the big ones, and its
advertising options are still to come. It is almosttain that Google+ will join forces with
Google’s AdWords platform, which will probably makéoogle+ the leading internet
marketing option. That is something all the marisiaterested in future success should
have in mind and be ready to take the opportursitycen as it becomes available.

4.6. YouTube

YouTube is a video-sharing website, created byetlioemer PayPal employees in
February 2005 and owned by Google since late 28®6vhich users can upload, view and
share videos. Most of the content on YouTube has lploaded by individuals, but some
media corporations offer some of their material YiauTube, as part of the YouTube
partnership program. Unregistered users can wat#os while registered users can also
upload an unlimited number of videos.

YouTubeis somewhat different than the preceding four $aowtworks; instead of
allowing people to connect and communicate viaviildial profiles, its primary function is
to serve as a publishing platform for video contétdwever, YouTube is not just about
watching videos. The site also includes varioudufes such as channels, comments,
ratings and recommendations - not to mention iatégns with other social networks - that
plants it firmly in the category of social media.

4.6.1. How to use YouTube for advertising events

More than 1 billion unique users visit YouTube eaatnth, over 6 billion hours of
videos are watched each month on YouTube and 1Q06shaf video are uploaded every
minuté’ — these are just some numbers that clearly shewrdte that YouTube has in
people’s everyday lives.

" http://www.youtube.com/yt/press/statistics.html, retrieved on May 6, 2014
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YouTube is well known for its many “from rags fiches” success stories. All of
them came with no expense — just by creating arellaand posting regularly interesting
and appealing videos. Every event must have a ehaniits own and should post as many
videos as possible. Unlike on other social netwattks administrator of the channel should
not bother with other content related material is ime only the event related material
should be posted so that the purpose of the chamoddl be unmistakably understood by
the viewers.

However, YouTube also offers paid advertising amgioln cooperation with
AdWords every video posted on YouTube can be prechoThere are various options
available for the paid video to be shown to thesis@-Stream - video adverts which play
before or during another video from a YouTube partin-Slate - ads shown at the start of
YouTube content which is ten minutes or longer;Skarch - much like the style of
AdWords text ads, In-Search ads appear when sonssarehes YouTube; In-Display — a
bit different to other YouTube ad formats becaussytdo not strictly serve the ads on
YouTube’s website. Ads can appear beside YouTulbéead which is embedded on other
websites which are part of the Google Display Nekwdll the promoted videos are
charged only when the user actually watches therdick on them, not if the video is
skipped.

In addition, there are great targeting options labée such as targeting by age,
gender, interest, topic of the video, use of keylsoor managed placement — where the
marketer lists specific pages he or she wouldtlikbave the ads on. Last, but not the least,
posting videos on YouTube and advertising thereapobs Google Search ranking
considering the fact YouTube is a part of Google With all the options available for free
or paid advertising, it is obvious that YouTube adiging should be one of the main
marketing strategies of every event.

4.7. Forums

Forums are online community message boards whenes esn post and reply to
topics. While forums are not as immediate as instagssaging, they allow conversations
to grow as participants discuss a topic publiclgekd can link their accounts to friends’
profiles and can gain credibility based on the nembf posts they have written and
discussions they have contributed to. Forums c#meristand alone as a community
platform, or can be integrated into larger socketworks - for example, Facebook Pages
and Google Groups have forums.
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4.7.1. How to use forums for advertising events:

In almost all cases, forums are very tightly focuaeound a single topic called the
thread. If the thread involves the event itselis tmakes them a good place for niche
product marketing, though this should be kept sspafrom the actual discussions
themselves as this is considered spam in most f&ri@rms. Forums also provide a unique
opportunity for building a relationship with theeant representative in a social space. An
event marketer can use forums actively by joinimgevant discussions in order to
communicate with the audiences to answer theirtopressor simply tell them about the
event itself and its programme. The down side ¢ tharketing strategy is that all the
forums are moderated; if a moderator suspects seenebtrying to advertise, that person
will be reprimanded or even kicked off the forum.

The other way forums are used as an advertisingisowithout the marketer’s
active involvement — common people interested edtent usually share their thoughts,
expectations, plans of visiting it or experienaarrthe past visits. This comes with a risk —
if the past experience of a certain person whospasta particular forum is bad, it may lead
to spreading negative opinion about the event.i@rother hand, a positive comment of an
unbiased person will generate much more positiveni@aps than anything an event
marketer can post.

4.8. Blogs

A blog (the contraction of “web log”) is an onlitmeol that allows a user to publish
articles or posts on any topic; it can also sew@ @ersonal web journal. Good blogs are
focused around a clearly defined topic and are tgodeegularly, though the frequency
depends on the nature of the content. Ideally, l@dirles are short, easy to read and
discuss or explain one central idea.

4.8.1. How to use blogs for advertising events:

Blogs can be used in marketing by promoting arglaging an event’'s programme
and by providing interesting and useful relatedteohto readers. The social part of
blogging has two aspects. First, readers can cornamea post by leaving a short comment
and can engage in a discussion with other readershe blogger. Second, blogs can form
networks around related interests, or can join dilogy communities - large portals that
allow blogs to join the network under categoriest thre interesting to a particular reader.

The event marketer can contact an influencing ®#ogg order for him or her to
promote the event. People who read the blog rdguldhl instantly be informed about it
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and drawn to the event mentioned. In addition, thigrketing strategy is considered
unbiased, which adds additional value to the pasibipinion created.

On the other hand, an event can have its own blughashould always add value to
the readers without asking them to do anythingeiturn. A blog should not be used to
openly sell services, but rather to add value ¢éotéinget market and raise brand awareness.
An event’s official blogger should always thinkstirand foremost about what the readers
will be interested in reading, not what he or staats to tell them. The blog should always
encourage audience interaction by simply askingiabesaders’ opinion. A blog that has
lots of reader interaction is likely to be moreeisting to other readers and also
encourages existing readers to return to the Inidiga future.

In addition, another important aspect of using blag a marketing strategy is that
links to articles and blogs make good content farig on other social networks which
helps improve the website’s ranking through SEO.

4.9. Viral Marketing

Viral marketing is an extremely popular concept adays which falls into the
category of social media. Essentially, viral mairkgis the online equivalent of traditional
word-of-mouth marketing, which means that a messggeads from person to person,
reaching an exponentially growing number of peasethe message is passed along to
acquaintances. A major component of viral commuituoais the meme — a message that
spreads virally and embeds itself in the collectivasciousness. Viral marketing is closely
tied to social media, since social media platfoand their sharing functionality are the
main way that a message is able to “go viral” aalin

A media message can go viral in one of two waysstFithis can happen
organically, when the message is picked up by achdganany people and is spread rapidly
without any preplanning or intention. Organic vinaédia has no agenda or hidden purpose
because it is driven by normal people rather tharketers; it simply spreads because of its
entertainment value.

Controlled viral marketing is the opposite of this.involves a very carefully
planned, prepared and tailored message that isasgnthrough managed channels and
monitored as much as possible. It has a distincketiag spin, though this may not be
immediately obvious, and is built to be an optimadal message. Controlled viral
marketing is part of a brand strategy and has ptsly defined and measurable goals. In
general, the branded nature of the message hdtecban whether it will spread virally.

Viral marketing has itself become a bit of a vicahcept and everyone is eager to
launch their own campaigns. However, though it magm random and effortless, viral
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marketing is actually a very challenging and plahmprocess which will not happen
overnight. Viral marketing can create significambid awareness; however it does not

make a holistic online marketing campaign and shdd just one of many tools used to
create awareness and encourage interaction.
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5. MARKETING STRATEGIES OF MUSIC FESTIVALS

As it was mentioned in the chapter 1, there areua types of events. The focus of
this paper will be music festivals.

A music festival is a kind of arts or cultural fiesd that usually has a theme
according to genre: just as there are various ngesices, there are different types of music
festivals, such as classical, rock, jazz, operaufas or folk. A number of music festivals
are held in nations and locations across the werlty year. Bowen, cited in Pafkstates
that “unlike concerts, where individuals are gehlgrdrawn to hear and view a live
performance of a specific artist, music festivdtem involve a myriad of talent and may or
may not follow a particular genre.” The size of meuestivals vary, with some targeting
international audiences and others reaching osiyal community.

Music festivals are proven to influence communitiesvarious ways - through
tourism development, cultural development, comnyuniintegration, city-image
improvement and economic development. In ordertier music festivals to have these
beneficial results, event marketing must be streédly planned and implemented through
festival programs. Festivals are businesses whieltlasely connected to marketing, and
their success depends on their markéfing

According to Kotler and Kelléf, event marketing is promoting time-based events,
such as major trade shows, artistic performancels campany anniversaries. It is also
defined as the activity of designing or developan¢hemed activity, occasion, display or
exhibit (such as sporting event, music festival, d& concert) to promote a product, cause
or organizatiori?

5.1. The importance of marketing of music festivals

Since the middle of the last century, marketing teken over a key role in the
effort to attract larger number of visitors - a egsity for making profit - and to promote
culture at the same time. As there is a large numbdifferent music festivals available to
the customers, it is hard for a particular festiteatlistinguish itself. The role of marketing

2 park, H. (2010), Communicating with audiences, Oregon, University of Oregon, p. 13

& Lee, K. Y. et al. (2008), Festivalscapes and patrons’ emotions, satisfaction, and loyalty, Journal of business
research, 61 (1), p. 56

7 Kotler, P. and Keller, K., L., (2012), Marketing management, 14" edition, Prentice Hall, New Jersey, p.5

75 http://www.businessdictionary.com/definition/event-marketing.html, retrieved on May 5, 2013.
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is to offer more attractive benefits than othertiads and thus convince potential
customers to choose that particular one over athers

Every marketing plan should consider customers’daeand there are always
difficulties with establishing exactly what theseeds are. There is frequently a gap
between customers’ needs and the marketing stestegfi cultural festivals due to the
characteristics of cultural products. The purposevent marketing is to locate these gaps
and plan ways to overcome them, not only to adsedind sell certain product or service.

Marketing is an integral part of the whole procedsfestivals and successful
marketing of music festivals can bring beneficiahpacts to organizations and
communities. “Festivals are big business involvirgmendous amounts of marketirfd.”
That is, marketing functions as a vital part of wigole process and helps music festivals
achieve success, which is the main objective offasgival. In order for marketing to be
effective, understanding the market, the produdttae audience is crucial.

What makes marketing of music festivals differeontrf other types of marketing is
the fact that cultural products are very compleg tuthe fact that they include intangible
value. Colber® describes cultural products as aesthetics, notifjaie and subjective.
Therefore, the most important thing in the marlgetof music festivals is to carefully
analyze the characteristics of the cultural produntt attract visitors which will appreciate
that specific product. Bernstéhasserts that the ultimate artistic experience his t
communication that happens between the performedstiae audience, and marketing
should facilitate this communication.

Marketing strategy of music festivals cannot beligdpuniformly; it has to be
modified to meet the needs and specifics of pddicweultural product. Successful
promotion of music festivals includes a numberaities, and the most important are:

» Detail research of the needs, demands and exmedatf the target
audience

» Defining the concept of the product

* Prediction of demand for the product

» Deciding the price of the ticket that the audieisc&illing to pay

» Planning and implementation of promotional actestof the event

6 Allen, J. et al., op. cit., p.163
7 Lee, K. Y. et al., op. cit., p. 56
8 Colbert, F., (2007), Marketing culture and the arts, 3" edition, HEC Montreal, Montreal, p. 55

7 Bernstein, J. (2007), Arts marketing insights: The dynamics of building and retaining performing arts
audiences, John Wiley & Sons, San Francisco, p. 16
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» Coordination of all activities of event marketing

The most important goals of marketing of music ifed$ are to increase the
awareness of the target audience by presentatidndamonstrations of the product, to
highlight the specific characteristics of the pradwhich help it differentiate itself from
other similar products and to build market recagnit all that in order to attract visitors
and satisfy their needs and expectations. Howewamy studies argue that the main
objective of the marketing strategies of music ifaé$ should not be to attract the
audiences to a one-time performance, but to estaldnd continue to build visitors’
loyalty. Although marketers need to seek out nesitmis, the marketing strategies of
music festivals should first take into account ttiprovement of the experience for the
already existing visitors.

5.2. The marketing mix of events

Marketing effectiveness is achieved by the optis@hbination of instruments of
the marketing mix of events. Finding the optimaintnation of marketing mix of events
is not only the job for the marketers, but the ¢wveanagers as well. Marketing experts
help event managers in the design of various miakeictivities, which will integrate and
support the programme of events, with the aim e&ting and providing value to the event
attendees. The marketing activities primarily imeohctivities related to the marketing mix
of events, whose combining can affect the achieweérokthe defined goals of a particular
event.

In the theory of marketing, marketing mix includpeoduct, price, place and
promotion. This concept is known as the four P’shadrketing. As marketing concepts
transit from the product-centric to customer-centpeople can be added to the marketing
mix. The importance of customers in contemporaryketing led to creation of the four
C’s: customer value, customer costs, convenienug,cammunicatioff. The logic of the
differences is simple; the four P’s represent #éess mind, while the four C’s represent
the buyer’s mind.

Under these circumstances, Kotfesuggests that once the marketer thinks through
the four C’s for the targeting of customers, it tm@es much easier to set the four P’s. That
is, marketers should begin their marketing reseancti strategy formulation from the
perspective of customers. In the past, marketetsndi consider customers’ needs but
focused only on attracting customers. The marketeitd determine and lead the market

80 Bernstein, J., op. cit., p. 89

& Kotler, P. (2003), Marketing insights from A to Z: 80 concepts every manager needs to know, John Wiley &
Sons, Hoboken, p. 109
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regardless of customers’ demands. In the contempsraation, however, responding to
customers’ needs becomes the purpose of markedimd),customers actively have their
opinions and share them with others.

5.3. Reverse event marketing

Promotion of music festivals is based on the imprognt of the understanding of
visitors, therefore, being aware of visitors’ pagation and giving it its deserved place is
crucial. Bernsteiff argues that audience participation has been dengeaince the 1990s
and states that the factors causing this includealifficulty to satisfy various audiences, the
increasing level of education of certain populagiothe rise in ticket prices and the high
rate of the expansion of technology.

All these changes affected the retention of curvsitors and the attraction of new
ones which has changed the way of dealing withtarisithrough marketing. Under these
circumstances, customers in the contemporary eva hacome “prosumer$” Being a
prosumer means having power to influence the naifitbe products that one is likely to
purchase. Therefore, in contemporary marketingntheketing concept has shifted from a
product-centred market to a customer-centred mamk@iphasizing the characteristics,
tastes, and demographics of customers.

The same group of authors describes the new phemwnd the passage of power
from the organizers to the visitors as reverse etar§*. In the past, organizations
designed their products, found customers and deliveinformation unilaterally.
Contemporary customers, on the other hand, cancipate in the initial state of
production, choose information and deliver thegjuests to the organizations.

According to this trend, marketers can responct@nrse marketing by focusing on
the customers’ four C’s: enhanced customer vatweet costs, improved convenience, and
better communicatidi. The central concept of reverse marketing is tespect of
customers’ needs and desires which leads to imgrosesumer reaction to products. That
is, contemporary marketing is focused on buildingg-term relationships with existing
customers rather than solely attracting new custsmas was the focus in traditional
marketing.

82 Bernstein, J., op. cit., p. 10

8 Kotler, P., et al. (2002), Marketing moves: A new approach to profits, growth, and renewal, Harvard
Business School Press, Boston, p.36

# |bidem, p.43

8 Ibidem, p. 45
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5.4. Co-branding of event and host destination

Event marketing managers must not only be concenmidtheir event’s image but
with the destination image too, working to estdbbsid maintain good ones. They have to
work closely together with the destination managerd the result of their joined activities
should be positive effects of event on the destinaand its brand, and vice versa, which
leads to image transfer from event to destination.

Image transfer is the process that occurs whenaddrtye benefits that visitors
recognize in the event becomes the benefit of ds dlestination. Co-branding of the two
brands, destination and event, is very sensitiveeyTshare the image, which can be
positive or negative. It is very important that thestination chooses an appropriate event to
co-brand with. It is necessary to explore the brafdthe event with regard to the
destination image to achieve the desired results.

Great number of music festivals incorporates thmenaf the host destination into
the festival name in order to make it more assediatith the destination. However, the
literature on branding indicates that the eventukhmot always have the name of the
destination. Poor connection of event and destinatiay result in negative brand building
and the transfer of negative image. But if the idaibn organizes appropriate event, then
the event can also be used as "brand extensidh&dirand of the destination.

5.5. The role of event marketers

According to Chon®, many event marketing studies defined an evenkebaras a
person who can help arts consumers to choose alfitoducts and improve the quality of
the arts experience. He also states that in omleutceed, marketers need to be myth-
makers; it is their responsibility to choose whetidn is to be created and what story needs
to be told to get the customer believe their pramos

In promotion of music festivals, the role of markgtmanagers is not only the mere
selling of products — it is satisfying intangiblensumers’ needs, as well as building up
consumers’ confidence in their products. Thereftirey must have the ability to approach
marketing strategically. Strategic marketing is sioaply marketing strategies and tactics;
it is the entire process of marketing in orderdatisdy consumers’ needs. In music festivals,
the quality of the programs themselves cannot gueeathe success of the performances,
thus marketing is an integral factor of success.

8 Chong, D. (2002), Arts management, Routledge, London, pp. 85-86
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The order of strategic marketing planning is analysegmentation, positioning,
implementing and evaluation. The first step of gsialincludes product analysis, audience
analysis, and market analysis. After these analyaestrategic marketing plan can be
formulated.

Kotler et al®” concur that marketing strategies should pursustleessful methods
of the past for the future of art-offering organians. Marketers do not need to avoid
successful old strategies because these can seavguade to new strategies. However, it is
of extreme importance that the event marketing mersa constantly monitor their
environment and keep in touch with changing prefees of their current and potential
markef®.

As the social environment changes, so do the matkstrategies and tactics. Aside
from changing the focus of attention from the prdo the customer, marketing strategies
are affected by globalization and technology, |&e the other industries are. Among
numerous new trends in the development of techyolibgs the Internet that brought the
biggest changes in society.

When it comes to the effects of Internet on thenmtion of music festivals,
Bernsteiff® states that the Internet changed audience’s hfisitshoosing products from
package to choosing specific programs, as the aaayability and access of the Internet
allows audiences to make rapid and spontaneousesdinder these circumstances, event
organizers have to adapt to this change in audipacghasing habits. In addition, as social
media over the Internet, such as blogs, FacebodkTantter have increasing popularity
among the consumers, marketing strategies shoulsiagr these social media in order to
interact with consumers and use them as useful netgrof communication with the
potential audience.

Gillin, cited in ParR’, argues that using social media in this way “i$ adfad.
People don’t abandon technologies that make iee#si them to communicate.” He also
states that marketers should be early adoptersrfuener-related technologies like social
media, as their success depends on how easily afidtlvey expand into these new
channels. The popularity of the use of social medeans that contemporary marketing
strategies have definitely changed. While the heeroffers certain challenges to event

87 Kotler, P., et al. (2002), Marketing moves: A new approach to profits, growth, and renewal, Harvard
Business School Press, Boston, p. 5

88 Bernstein, J., op. cit., p. 16
89 Ibidem, Intro, xi
% Park, H., op. cit., pp. 20-22
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organization, it also gives them new power, if tlaeg able to accommodate themselves to
its use.
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6. EMPIRICAL RESEARCH

This paper offers an insight into the importance ioternet marketing
communication in modern day life, especially fooqoting events and music festivals in
particular. The issue was researched on the cas&Xdét music festival, using a
guestionnaire answered by a number of foreign amdedtic visitors at the 2013 EXIT
festival.

6.1. The EXIT festival highlights

EXIT Festival is the biggest music festival in SarlEven though nowadays it is
associated with good vibrations and high spirits,beginning was not that joyful. It was
founded in 2000 in the University Park in Novi Seda student movement, fighting against
the regime of the time and for democracy and freedo Serbia. A decade of
dissatisfaction was finally broken during EXIT aitgl 100-day-long programme: 34 big
concerts were held, featuring the biggest bands filee country, along with the other
cultural events: 12 drama plays were performedr a2 movies were played, and there
were 20 public discussions and 40 great partiggdlo# place during the first year of EXIT
Festival®*

It all began before the first democratic electiams,the bank of the Danube by the
University campus, where young EXIT Festival vistaounted down the days of the
current president by listening to the biggest caiscelancing, partying, painting graffiti,
acting, performing, discussing issues, watching is®and engaging in similar activities.
The last concert was held on Septembél’ 2D00; two days prior to the presidential
elections, in front of 20.000 people. The name EXymbolically represented the “exit”
out of a decade-long suppression.

The next year, EXIT moved to the other side of Bl@ube, to the historic part of
the city, the Petrovaradin Fortress. That was it year EXIT was held as a genuine
music festival of a European brand, which grew amgroved over the years. The
Petrovaradin fortress has an underground tunnéémsyshat is 16 kilometres long. The
unique location contributes to the atmosphere & téstival, providing outstanding
acoustics. After centuries of turbulent historye tfortress is on the list of protected
monuments as a historical, cultural and artistittreeof Novi Sad.

On the opposite side of the river, a magnificer@wistretches over the second
biggest Serbian city, Novi Sad, founded in 1694riyithe long history of the city, the
multicultural identity of the city has been maimiad. Picturesque Novi Sad has a lot to

! http://exitfest.org/sr/content/zanimljivi-podaci-o-exitu, retrieved on 10 May 2014

68



The importance of internet marketing communicatioavent tourism. Case study: EXIT festival

offer to its visitors. Besides rich history, thetycis known for its splendid nightlife,
amazing restaurant offers, interesting and autberaties, as well as the hospitality of the
locals.

EXIT has gained international media attention othex years. The International
edition of CNN featured an article on music fedg8via the beginning of June 2011, which
included Exit on the list of nine best festivalsfie world?. In Euronews' May 2013 article
on the world's leading festival destinations, Bxas included in the ten best European
festivals in 201%. It has won the “Best Major Festival Award” in Z31and was ranked
one of the 10 Best Overseas Festivals at UK Féstiwards 2015°.

The success of EXIT has greatly influenced the ldgweent of Serbian tourism.
More than 60 different nationalities visit EXIT fagl every yeat® and they always leave
Serbia with smiling faces and great new memori€éhe“fact that the EXIT music festival
became recognizable as one of the most populatse¥@nyoung population all over the
world, contributes to the creation of positive ireagf Serbia and attracting more visitors
each year, giving the opportunity for new crosgumal interactions® Because of its
impact on Serbian tourism, EXIT festival has beleosen as the case study of this paper.

6.2. Methodology of the research

EXIT festival is worldwide known music festival veh owns its success to its
excellent organization. Considering the fact theg humber of EXIT festival visitors is
increasing almost every year, or at least staysdnee, it is obvious that it not only offers
good programme to its visitors, but it also hasemgmarketing strategy.

In order to determine the marketing strategy wiatthacted the largest number of
visitors, a questionnaire was used for data gatbeThe survey was conducted in July
2013, during the 2013 EXIT festival. It lasted four days and it was conducted at three
different sites — Petrovaradin fortress, campingparear the University of Novi Sad and

*2 http://edition.cnn.com/2011/SHOWBIZ/Music/05/31/summer.music.festivals/index.html, retrieved on 10
May 2014

% http://www.euronews.com/2013/05/01/europes-biggest-summer-festivals/, retrieved on 10 May 2014

* http://www.exitfest.org/en/news/exit-wins-best-major-festival-european-festival-awards, retrieved 10
May 2014

% http://www.festivalawards.com/2013/11/05/ukfestivalawardsfinalists/, retrieved 10 May 2014

% http://exitfest.org/sr/content/zanimljivi-podaci-o-exitu, retrieved 10 May 2014

97 Zaki¢, L. et al. (2009), Interaction of foreign visitors of the EXIT music festival with domestic visitors and
local population, Geographica Panonica, 13 (3), pp. 97-104
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the city centre. The questionnaire was answeretiSyyrespondents — 88 foreign visitors
and 69 domestic ones. The results were obtaingdeohasis of randomly selected sample,
using the written survey questionnaire completedheyinterviewees or by the interviewer
after the given verbal responses from the respdaden

Considering the fact that foreign visitors makdaege percentage of the EXIT
visitors, the answer to the question “How to atties many foreign visitors as possible” is
of great importance. However, not only the foreiggitors are the ones that are welcome
on the EXIT festival. Even though they are the onbs are the big spenders and are more
important from the touristic point of view, EXIT wtd not be what it is without the
domestic visitors as well. Therefore they also faant of the questionnaire conducted in a
bit smaller percentage, but not at all less impurta

The questionnaire can be seen in Appendix 1 whéetable with all the results can
be found in Appendix 2. A thorough analysis of @mswers, as well as a discussion on why
the questions were used will be presented in coation.

6.3. The results of the research

The research started with some background quastibout the respondents: their
nationality, age, sex and level of education. Aswds stated earlier, there were 69
respondents from Serbia which makes 44% of thacgzants, while 88 of them, that is,
66% were from abroad. They were asked to specédy tountry even though there were
no generalizations and conclusions drawn accortinthe country the participants are
from.

Domestic visitors

Foreign visitors

0% 10% 20% 30% 40% 50% 60% 70%

Chart 1: Percentage of foreign and domestic participasisre: Authoy

The 88 foreign respondents were from 7 differenintoes: the great majority was
from the UK — as many as 43 of them or 48.9%; 1@hem were from the Netherlands
(18.2%); 11 of them from Croatia (12.5%), 7 of thénom Hungary and as many from
Slovenia (8%); 3 of them from France (3.5%) andéh&as even one respondent from
India (0.9%).
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B The Netherlands

B The UK

B Hungary

M France

W Slovenia

M Croatia

M India

Chart 2: Foreign visitors according to the country theg o (Source: Authoy

The second question was dedicated to the age gfattieipants. Fc the lower age
limit of respondents we took the age group fromd.80 years. There is no upper age lit
the last age group is over 50 years old. Analysigg structure of visitors, there has be«
conclusion that most of the respondents were irege group of 21 to 30 years, 71 of the
that is, 45.3%. That group is followed by the ageug from 31 to 40 year— 60 of the
respondents (38.2%) belong to this group. 6 optrdcipants (3.8%) were aged from 1£
20 years, and there were 13 of th(8.2%) in the 41 50 years age group as well as i
them (4.5%) in the over 50 years old grot

80
70
60 -
50 - m15-20
m21-30
40
[m31-40
30
m41-50
20 Eover 50
10
0
Overall participants Domestic participants Foreign participants

Chart 3: Age structure of the participa (Source: Authc)
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As far as the sex of the participants is concerd@@, of the participants, that
67.5%were male and 51 of them (32.5%) were female. iEh@piite expected consideril
the fact that the majority of EXIT visitors are malHowever, 39 out of 69 domes
participants were female which makes 57% of the ekimm participants, while only 1
femak from abroad took part in the research, makingntlenly 14% of the foreig

interviewees.
- ‘

H Male M Male H Male

i Female M Female M Female

Chart 4: Gender of the participants: Overall participarreign participants / Domes
participants $ource: Authoy

The level of education of trparticipants brings a bit of a pleasant surprisdy @
of the participants, that is, 1.3% of them havey@émentary school education; 18 of th
or 11.5% have high school education while ash as 137 of the participants, that
87.2% have a Univsity degree. That shows that people interestedXiT Eestival and
type of programme it offers have high educat

The next question was about the number of daypdhtcipants were staying at t
EXIT festival. Normally EXIT festival lasts for 4ag<, but year 2013 was an excepti-
during that year, the festival lasted for 5 dayls4% of the participants were staying at
festival for the whole 5 days, 30.5% of them wéreré¢ for 4 days, 11.5% were staying
3 days, 7% of them for 2 days a9.6% visited the festival for one night only. Mc
information as far as individual answers of foreagrd domestic participants are coined
can be found in the Figure.
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Domestic participants

Foreign participants

4 days
5 days
1day 2 days 3 days 4 days 5 days
M Foreign participants 5 3 15 26 39
B Domestic participants 10 8 3 22 26

Chart 5: Number o days spending at EXIT festivaddurce: Authc)

The next two questions were about the past visitEXIT festivals, as well &
future intentions of doing it again. 2013 EXIT figat was the first time that 72.6% of o
participants visited it. 27.4% had done it befdreyvever, only 1.3% of them weforeign
visitors, or putting it in number- only 2 of the foreign participants were visiting BX
festival for the second tim

88.5% of the respondents answered that they wikddd visit EXIT festival again
It is important to highlight that all ¢the domestic visitors answered “yes” to this ques
In addition, the explanation of the 18 foreign tass, that is, 11.5% of the participants v
answered “no” to the question was the same: thgoreavas not dissatisfaction with t
festival or failue to meet the expectations; it was the need tid &s many differen
festivals as possible, not visit the same one tv

The purpose of the next questions was to deterrtieefinancial status of tr
participants, as well as to emphasize the impoe of EXIT festival for the tourism ¢
Novi Sad and Serbia. Therefore, there were two topress What type of accommodati
was chosen and how much money did they intendendspuring their visit of the festive
The majority ofthe participant— 77 of them, that is45.2% were staying in a rent
apartment. That was the leading answer in bothragpagroups as well: 40.9% of forei
participants chose this answer, as well as 50.7%etlomestic ones. 33 participants, -
is, 21% of them chose one many hostels in Novi Sad, with 21 of them being dstit
ones and 12 of them being foreign ones. In addiB@nparticipants (20.4%) decided to
accommodated in the official camp of EXIT festivaith 11 of them being domestic or
and 21 of them beindpreign ones. The most interesting part is thaB%0of overall
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participants, that is, 17 of them were staying diotel. However, only 2 of those .
participants were from Serbia, showing the diffeeerbetween financial status of 1
foreign and domeég participants. The rest of the participa— 0.6% of them chose tt
answer “other”.

40

35

W Hotel

B Rented apartment

@ Hostel

mCamp
M Other

Foreign participants Domestic participants

Chart 6: The accommodation typ&durce: Authoy

The analysis of the question how much money didptméicipants intend to spel
during their visit is a great indicator of the @ifént financial status of the two groups
participants. Not one foreign participant choseahswer “5C- 100 €, not even the ones
who were visiting EXIT for only one day. Howeve#g af the domestic participants chc
this answer, making them 16.6% of the overall pgréints and 37.7% as far as only
domestic ones are concerned. The same pattern eaedn in the otr two answers
offered: only 6 foreign visitors out of 88 or 6.8%them chose the answer “1- 200 €,
while on the other hand that was the leading ansivére domestic visitor— 35 out of 69
of them, that is, 50.7% chose this answer. The an&wore than 200€” was chosen by as
much as 82 foreign participants, that is, 93.2%hefMm, making this answer the leading
in this group of participants. Unfortunately, oydomestic participants, that is, 11.6%
them were lucky enough to be able toose this answer.

Even though overall statistics for this questionk® pretty gooc- 16.6% of the
participants were planning to spend between 50180€, 26.1% of them were planning
spend between 100 and 2€, while the majority of the participants7.3% of them, wa
planning to spend more than € - emphasising the huge difference between the fol
and domestic participants’ answers was seen asmealy important and was therefc
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included in this paper as well. However, the im of the abovementioned forei
spending on the economy of Novi Sad is obvi

0% 7%

y
o,

j€| | ®50-100€ m 100-200€ = >200€ || m50-100€ ® 100-200€ = >200€

Chart 7: Intended spending: Overall participants / Forggrticipants / Domesti
participants $ource: Authoy

The last two questions of the questionnaire arentlest important ones for th
paper, researching how exactly the visitors foundaboutEXIT festival. Considering tt
importanceof the questior, the data will be researched in three separat@assi first the
results for the domestic and foreign participanid ke shown separately and then
overall data which will include all the participamwill be processer

When it comes to the way of finding out about EXé&Etival, 13% of the domest
paticipants, that is, 9 of them chose the answerdim@oendation” explaininthat they
first heard about the festival from a friend or aaigptance. 11 of them (16%) selected
“TV, radio” answer, while 3 of them (4%) chose thgtion “Newspapers, magazs or
brochures”. The great majority of the participa- 46 of them, that is, 67% answel
“Internet, social networks’

The participants who chose that option had onetiaddi question to answe
name the exact part of the Internet where they doott about the festival: was it t
official EXIT festival website, a blog or a forurar one of the social networks. Wher
comes to the domestic participants, the resultstedollowing: 24% of the participan
were informed on the official EXIT festil website, 13% first saw videos of the festival
YouTube and that way found out about it, 4% of thesticed that people were using
EXIT festival hashtag on Twitter, another 4% sawtymies of their friends visiting EXI
festival on Instagram, 18% und the information on Google and 37% of the pgoaicts
found out about EXIT on Facebook. None of the pardéints chose the option “bloc
forum”, nor the option “Google+’
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B Recommendation m Offical EXIT website M YouTube
H Internet, social networks m Blog / Forum M Facebook
Tv, radio m Twitter H Instagram

Google Google+

B Newspapers, magazines, brochures

0%

Chart 8: How did the domestic participants find out aboutEXestival (Source: Authoy

When it comes to younger participants, answerinpése two questions was ratl
difficult — most of them stated they knew about EXIT since tkeuld remembel
However, the data clearly shows that the leadingcsof information for te majority of
the domestic participants was Facebc

As far as foreign participants are concerned, sldjfferences can be notice
especially considering the answer to the first jaes22 of the participants, that is, 25%
them replied that thesftival was recommended to them while all the opfagticipants, 6t
of them, that is, 75% replied that they found dubw the festival on the Internet. None
the foreign participants heard about the festival 0/ or radio, or read about it
newspaprs, magazines or brochures. When it comes togioreisitors, it is obvious th:
not only that the Internet has taken the leaditg iroattracting them, but it has complet
replaced the traditional media and pushed it otth@imarketing aren.

More detailed research shows the following: 9 of theeifjn participants (14¥%
found the information about the festival on thaaéil EXIT website, 6 of them, that is, 9
saw a video from the festival on YouTube, only 2tleém, or in other words 3% of f
foreign participants read about the festival inagbonly 3 of the participants, that is 4%
them chose Google+ as the ansv4 of them, that is, 6% remembseeing their friends
photos on Instagram, while interesting tweets WHKIT hashtag atticted 5 of the
participants, or in other words 8% of them. Googées the main source of information
15 of the foreign participants, that is, 23% ofnthewhile the social network Facebo
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takes the leading position age 22 participants, or in othevords 33% of the foreig
visitors interviewed came to EXIT because of Faogb

B Recommendation B Offical EXIT website M YouTube

M Internet, social networks m Blog / Forum B Facebook
Tv, radio m Twitter B Instagram

B Newspapers, magazines, brochures Google Google+

0%

0%

Chart 9: How did the foreign participants find out about EXestiva (Source: Authoy

Now that we have seen the data for domestic aneigiorparticipants of th
questionnaire separately, we can process the datl the participants together. of all
the participants, that is, 2( of them answered that the festival was recommetaéaem.
Only 11 of them (7%) selected the “TV, radio” answehile 3 of therr(1.9%) chose the
option “Newspapers, magazines or brochures”. Tleatgmajority of the participants,
much as 112 of them, that is, 71.3% answered ‘thetesocial networks’

As far as detailed research of the part of thermatiethat convinced thearticipants
that they should visit EXIT is concerned, the reswre the following: 20 participar
(17%) answered they found out about EXIT on itscadf website; 12 participants (109
watched some EXIT festivals videos on YouTube, dhlgarticipants(1.8%) read about
EXIT in a blog; as little as 3 participants (2.7%g¢ard about it on Google+; for
participants (5%), the first information came fronstagram, while for 7 of ttm (6%) it
came from Twitter. 2°0f all the participants, that is, 23% dfidgm found out about EXI
festival on Google, while the option chosen byniegority of our participants is Faceboc
39 of them or in other words 34% selected Facelamkhe place where they found
about EXIT festival for the first tim
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. m Offical EXIT website M YouTube
B Recommendation

H Blog / Forum B Facebook
M Internet, social networks
H Twitter M Instagram
Tv, radio
Google Google+
B Newspapers, magazines, brochures
2% 3%

7%

Chart 10: How did the overall participants find out about EXéstiva (Source: Authoy

Looking at the data obtained from the research¢cavedraw some conclusions,
well as compare the two groups that formed ourarese The most important conclusior
that there are actually not so many differences betwhensource of information of tf
domestic and the foreign participants. That is venyortant considering the fact that EX
festival would surely like to keep attracting batbmestic and foreign visirs. However,
the difference lies in the use of traditional meaiarketing— while some of the domest
visitors picked TV, radio or nepapers as the means of informa about the festival,
none of the foreign ones did. Whether that measms tbreign prticipants are more
advanced than the domestic ones as far as infamggchnologies are concerned and t
therefore completely stopped turning to traditiomadia for information, or the reason
that lies in EXIT festivahot advertising on forei¢ TV and radio stations, that is someth
that we unfortunately cannot determine and whas éat more detailed researc

We can determine that, as it was expected, the déasir participants used blogs
forums to find out about EXIT festival. Irddition, some social networks such as Goog
Instagram and Twitter also brought quite a smait@etage of the visitors looking at the
separately. However, altogether 14% of the paditip were drawn to EXIT festiv
because of some of these threcial networks. Considering the fact that their issiee of
charge, that is, only Twitter even offers the plitity of paid advertising, the math of R(
is clear.
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On the other hand, YouTube proved itself as theakonedia that can provides
quite satisfying results. This type of advertisnvguld probably not generate that much
success rate for some other product or companyit bsitperfect for advertising events.
Nothing could show the great atmosphere and gdmctons of an event like a video of it
can do. Official EXIT festival website also broughtite the number of visitors. It does not
come as a surprise considering the fact that thesieecontains the most of the information
about the festival, as well as links to all theestbocial media.

The runner-up of the best source of informatio@@ogle. As it was stated before,

85% of internet users find websites through searajines and Google is the leading one.
Therefore, assuming that the visitors did not de&oogle looking for EXIT festival itself,
but for example searched for a good festival inofgaror the festival that suits their musical
taste the best, a conclusion that EXIT festival sitebhas good use of keywords and a lot
of external sites linking back to it can be drawnaddition, the festival uses AdWords, but
unfortunately it is almost impossible to determivieether the paid ad is something that the
visitor clicked on, or was it the part of the orgrasearch, considering the fact that most of
the people who use Google do not pay attentiorhab + they search for something and
when they find it, they click on it, independentifiether it was paid for or not.

And finally, the source that informed the most bé tparticipants about EXIT
festival is the social network giant Facebook. Hyathe third of the interviewees first
heard about EXIT on Facebook, and the statistag gtetty much the same when we look
at the foreign and domestic participants separalgke in the case of Google, it is almost
impossible to determine whether the paid ad on lbaae is what attracted the visitors or
was it the unpaid promotion on the official EXITofite page or the information found on
the wall of the participants’ friends. That informom calls for additional research.
However, even without that information, taking iccount the number of participants that
chose Facebook as their answer, we can determaartarketing on Facebook is worth
every penny invested, as well as that FacebookHedeading position as the source of
information in modern day life.
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CONCLUSIONS

The statement that tourism is an effective toolathieve economic and social
development of the destination has been well dootede Every destination that wants to
improve its tourist attractiveness should make igtaplans for the development of
tourism. These plans should not only incorporatg,focus on strategic planning of events
if they want to realize the full potential of evaourism. The events that take place in a
certain destination should be systematically pldnmed developed and should be
established as tourist attractions, catalysts €othér development, image builders and
animators of the destination.

It is important that the events are planned am@dweed in a way that they differ
from each other, considering the fact that wellirceef product or service that an event
offers provides recognition in the market and adlvge over the competition, which results
in greater satisfaction of visitors and their layat a necessity for repeating events.

The more recognizable events the destination hasmmore it is attractive for the
tourists. The key of their success lies in the suppf the accommodation facilities of an
appropriate standard, the high level of cooperdbeinveen tourist agencies, the availability
of specific information about events and follow-agtivities and most importantly, proper
marketing activities.

Integrated marketing communications represent @ approach of promotion,
and are the process of implementation of a permaarehcontinuous communication with
current and potential customers. Their purposelamg-term quality communication of the
companies with the target market; therefore thegtrbe systematically planned and their
elements should be in accordance with each otdercombination of integrated marketing
communications is applicable to all products owviees and it is the uniqueness of a
particular marketing strategy used that makesdtessful.

Event marketing differs from the traditional markegt because the products of
events contain intangible value. To successfullykeiaan event, its unique qualities must
be carefully designated and taken advantage ofthenaeason for event marketing to be
different from conventional types of marketing isetspecial nature of the cultural
experience and the centrality of the customer mating that experience. Under these
circumstances, the focus of the marketing shittenfthe organizers’ needs to customers’
needs, in order to enhance the satisfaction oftiseomers and their loyalty.

In addition, how special an event can be dependgsoimage. As a result of a
strong image of event, the host destination enjogseconomic benefits that spread to other
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sectors as well. A powerful branding of an evert en-branding of the event and the host
destination can clearly distinguish a particulagr@from millions of other similar events.

The first two specific hypotheses of the paper eomfirmed by theoretical
description of the importance and benefits of tkiengs and the well planned integrated
marketing communications strategy used to orgathieen.

Overall, marketing is an endless effort. Today'scass does not guarantee
tomorrow’s. Therefore, it is of extreme importanice every marketer to set a goal,
continually review and evaluate the success andgeshthe marketing strategy accordingly.
Considering the fact that the event tourism industis been affected by new technologies
like all the other industries have been, the bigges the most important adjustment that
the event marketers should make is to adopt intemegketing communication as the
primary one.

Internet has become an indispensable part of mdderrEven though the Internet
as we know it today has been available only foruaiwo decades, it has completely
changed all our lives. The gadgets and possilsliti@ffers are countless and even though
most of us lived in the era before the Internets ihard to remember how it was and we
would never make it if we needed to live withouagain. It has made our lives so much
easier and has put the whole world at the top ofiagerprints.

Considering the influence it has had on our livedpes not come as a surprise that
it has become the base of every modern marketratgsgly. Traditional media is losing the
battle for the leading marketing platform, whileteémet marketing communication is
becoming more and more advanced each and everyTtheypossibilities of marketing
online are countless, from creating a website asviltual office of every product that
needs to be advertised, through search engine i@ption in order to attract as many
visitors as possible to the website, to all thdedént social networks available. And the
greatest part is that it can be even completekly fréhe only investments necessary are the
investment of marketer’s time and creativity.

Taking into account its impact on the tourism it EXIT music festival was
chosen as the case study of this paper. In addit®mconstant success clearly shows that
the marketing strategy its organizers have seldstadjood one. Therefore, a research was
conducted on what was the main source of informasibout the festival for its visitors.
The research was conducted on 157 visitors, 68avhtbeing from Serbia and 88 of them
from abroad.

As it was expected, the main source of informatatrout the festival was the
Internet. Not only did it take the leading role aodercome the success of traditional
media, but it has completely replaced them and guishem out of the marketing arena.
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Therefore, the general hypothesis of the paperbleas confirmed — internet marketing
communication is the most important part of evergdern marketing strategy and has
overcome the importance of the traditional mediaketang.

Further research was conducted and it has beebliss&d that the part of the
Internet which generates the most return on investroy attracting the largest number of
visitors are social media platforms. As it was extpd, the leading and the most important
social network is Facebook. The other social neéte/@so attract considerable amount of
visitors. However, all of them combined generates leesponse then Facebook by itself,
therefore confirming the other two specific hypatbe of the paper as well.

This is only the beginning of the internet markgticommunication. During the
research it was established that most of the sowdlia platforms were announcing a lot of
new services they will offer to the marketers, pmgvthat the internet marketing
possibilities are ever changing and constantly kbgweg. It is not easy to keep up with the
constant changes and change the marketing strategydingly. However, when done
right, success is guaranteed. One thing is cerainternet has overtaken the leading
position as the most important medium in moder &hd it surely will not lose that title
for years to come.
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APPENDIX |

QUESTIONNAIRE

1. Country you are from:

2. Gender:

« Male

« Female
3. Age:

e 15-20

e 21-30

e 31-40

e 41-50

e Over50

4. Level of education:

* Elementary school
* High school
* University

5. Number of days spending at EXIT festival:

[ ]
a b~ W NP

6. Is this the first time you are visiting EXIT feal?

* Yes
« No

7. Would you like to visit EXIT festival again?

* Yes
« No
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8. Type of accommodation:

* Hotel

* Hostel

« Camp

* Rented apartment
* Other

9. How much money do you intend to spend during yasit to EXIT festival?

« 50-100¢€
e 100-200¢€
 More than 200 €

10. How did you find out about EXIT festival?

* Recommendation

* Internet, social networks

* TV, radio

* Newspapers, magazines, brochures

11. If the answer to the previous question is fimé¢, social networks’, please choose one
of the following options:

« Official EXIT festival website

* YouTube
* Blog

» Facebook
o Twitter

* Instagram
» Google
 Google +
* Other
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APPENDIX I

Results of the questionnaire:
1. Country you are from:
The Netherlands 16
The UK 43
France 3
Hungary I
Slovenia 7
Croatia 11
India 1
2. Gender:

Foreign Domestic
Male 76 30
Female 12 39
3. Age:

Foreign Domestic
15-20 2 4
21 -30 33 38
31-40 39 21
41 - 50 9 4
Over 50 5 2
4. Level of education:

Foreign Domestic
Elementary school 0 2
High School 11 7
University 77 60

5. Number of days spending at EXIT festival:

Foreign Domestic
1 day 5 10
2 days 3 8
3 days 15 3
4 days 26 22
5 days 39 26
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6. Is this the first time you are visiting EXIT fegival?

Foreign Domestic
Yes 86 2
No 2 41
7. Would you like to visit EXIT festival again?

Foreign Domestic
Yes 70 69
No 18 0
8. Type of accommodation:

Foreign Domestic
Hotel 15 2
Rented apartment 36 35
Hostel 12 21
Camp 21 11
Other 4 0

9. How much money do you intend to spend during yawisit to EXIT festival?

Foreign Domestic
50-100 € 0 26
100 — 200 € 6 35
More than 200 € 82 8
10. How did you find out about EXIT festival?

Foreign Domestic
Recommendation 22 9
Internet, social networks 66 46
TV, radio 0 11
Newspapers, magazines, |0 3

brochures

86




The importance of internet marketing communicatioavent tourism. Case study: EXIT festival

11. If the answer to the previous question is ‘Inteet, social networks’, please choose

one of the following options:

Foreign Domestic
Official EXIT website 9 11
YouTube 6 6
Blog / Forum 2 0
Facebook 22 1
Twitter 5 2
Instagram 4 2
Google 15 8
Google+ 3 0
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