Image of Russia in the West: before
and after the elections
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International PR & Corporate Communications
Post-Graduate Program, Moscow State university

The MSU International PR Post-graduate Program was
launched Iin 2009 to cover the selection of the main
communication tools with a strong accent on communications
management in multicultural context.

The ultimate aim of the program is to give a strong basis for
the effective start-up or reset of a marketing communications
career in multinational and multicultural context facing the
challenges of changing economies.

A Full-time, one year program covering 520 academic hours
of lectures, seminars, workshops, master-classes and project
work.
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Program Discussion ground - The Young Voumw
PRofy Day Forum www.youngprofy.ru 2l



http://www.youngprofy.ru/
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LOVEMARKS
Brand loyal

The Brand shares the values of the Target
Audience ¢

The brand differs from its competitive

Positive awareness

There’s something special about this brand

-

Brand is familiar

Terra Incognita P‘f '
b

e
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HI4H
RESPECT

LOVEMARKS

Brands

HI4H
L.OVE

Today's
Fashion

L.OW
LOVE

‘Consumer
goods’
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Nation Brand Hexagon

Tourism

Culture
and
Hertage

Investment
and Immigration

The Nation Brand Hexagon
Q 2000 Simon Anholt

Anholt Nations Brands Index, was launched in 2005 and fielded four times a year.
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1. Canada
2. Australia
3. New Zealand

80. Bahrain
81. Russia
82. Poland

110. Zimbabwe

2010 Country Brand Index

>




ﬂmmunicatrm\

Target Audience Product
— : : \ ¢ \ X J . . Welconme to Russial
=, v« Points of contact M\ VisitRussia.com

Russian Travel Guide

Brand & Image
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Background information &

Stereotypes
Politics &
People politicians
- . Promotion
Tourism/Visits activities
Culture & Mass Mass Media

culture
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Nation Brand: points of contact

Background information &

Stereotypes
Politics &
People " politicians
b“d
"V’V Promotion
Tourism/Visits activities
Culture & Mass Mass Media

culture
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Russia and its brand attributes
The Young Profy Day Forum , April 2011

200 participants, aged 20— 45

Target: reveal key attributes & associations of Russia as a
brand

Form: Complete the phrase « Russia —is ...»
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PoauvHa - Motherland

The biggest country in the world
LLiInpokasa gywa — Russian soul
[ypakn, ooporn — Fools and bad roads
babbl - women

Boaka - vodka

MenBegu - bears

CHexHas Taira — snowy taiga
Cunbups - Siberia

10 Koppynuwusa - corruption

11.ABoOCb -

12.XeHckasa KpacoTta — women's beauty
13. XamcTBO - rudeness

14.T octenpnmnmMmHoCTb - hospitality

15. Xonopg - cold

aw
16. MaTtpeluka - matreshka %W_Fy

©CoNOOGARWNE



P EESSS—.s

Xorioa/mMmopo3
MeaBeOb

CHer

[TyTWH

bepesa
Kpemnb/KpacHas lNnowaab
LLUMPOKaa ayLwia
YM/MHTENSTUIEHTHOCTb
. HuWweTa

10. BOoAKa

11. koppynuu4

12. orpomMHaga Tepputopud

© 0N Ok wWhRE

13.
14.
15.
16.
17.
18.
19.
20.

becnpaBHOCTb

NpPOCTOPGI

KpacmBaga npupoaa
3nble/XmMypble noau

rpsisb

aeTckune goma/becnpu3opHUKn
KanaluHukoB
aBTOPUTAPHOCTL/OecnoTums

21.nepeKkpbITbiN KNCIOPOA
22 .Hepas3BUTOCTb
23.6e3bICXOQHOCTb

24 .Heobbl4anHOE NPOoLUoe npu
neyaribHOM HaCTOSILLEM

[
etNcPR O3
DAY

25.

be33akoHune




P EESSS—.s

100 key associations/images:

Positive — 13
Negative— 49
Neutral — 38

People - more politically sensitive and conscious:
More negative

[
- PR O
DAY

< >
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Background information &

Stereotypes
Politics &
People politicians
- . Promotion
Tourism/Visits activities
Culture & Mass Mass Media

culture
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1. Former star & super hero but frustrated
by his failure, can’t recover

2.Hidden drama
3. Reserved & unsmiling

4.Conservative & suspicious about
everything new

Past: magnificent
Present: dramatic
—uture: vague & uncertain

Perspectives: great, but one needs to
pelieve In itself to start doing something
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Positive stereotypes ...
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20. October 2011
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Background information &

Stereotypes
Politics &
People ‘ politicians
- . Promotion
Tourism/Visits activities
Culture & Mass Mass Media

culture




—

Freedom in the World Survey (US-bases) 2011

Country ratings from Freedom House's Freedom in the World
2011 survey, concerning the state of world freedom in 2010.

Free (87) - Partly Free (60) :] Not Free (47) -
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17 countries that effect positively/ negatevely
Russia — 13", closer to the evil-country pole

Russia-fans
India — 58% positive
China & South Korea — 48% positive
The most evil country - Iran (59%)
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Background information &

Stereotypes
Politics &
People politicians
- . . Promotion
Tourism/Visits 4 Activities
Culture & Mass Mass Media

culture
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World Tourist Organization data
Paris — 14 Million tourists

Moscow — 4,5 Million tourist arrivals 2011, Russia - 23,676,000
tourist arrivals

Russia has the capacity to welcome 70 Min tourists per yeatr.
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2006 Saint —Petersburg Promotion 2006 London, Amsterdam, Paris Budget —
1Mio EURO

e

g "‘“f? ¢2 )
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quaannuhh v’

Saint-Petersburg
No bears, just beauties

WWW.VISIT-PETERSBURG.COM

Saint-Petersburg
No bears, just beauties

_ o http://www.wintube.ru/video/p1PsL7Fcyzg/sain
wwasmeesessco 8 topetersburg-no-bears-just-beauty/
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«bpeHanHr Tonbko TOrga NPUHOCUT AEHbLIN, KOrda UM 3aHMMaKTCHA OCO3HAHHO. Ecnn um
3aHMMaTbCsl HEOCO3HAHHO, TO OH UX cbenaeT. B Poccun 6peHanHr Tepputopun
NPUCYTCTBYET Kak HEKOE HedpopmMarbHOEe TeYeHNE, HO OH He NMPOoAYMaHHbIN U He
CUCTEMHBINY, - BbIPa3Ucs Ha 3TOT CYET Y4YaCTHUK KPYrfioro ctona gMpeKTop No passBuUTuto
BLMOM Makcum Myccenb, «Corporate imageology» «bpeHauvHr Tepputopun B Poccumn
noka He cuctemMHbiny ot 07.09.2010 .
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http://www.youtube.com/watch?v=WdcRbaXH2kA




\ The Saxion University Survey, Derventer, the

Netherlands
30 students, aged 20-25

Desired Image

B Multicultural country

M Diversity of landscape

™ Cultural background

B Accessibility

M Good weather

M Luxuriousaccomodation

facilities

W Security& Equality




Actual Image: Assets

Huge country with every
climate & natural attractions

B Enormous diversity of
people, culture, religions &
languages
Vibrant social live - compared
with New York

B Saint-Petersburg — center of
culture

Culture: classic literature,
ballet, architecture




Actual Image: Negative factors

Ja

CA

Cold weather

B Political dissatisfaction of
Russian people
Vodka, alcohol

m Corruption & Bribery
Communist past

m Putin's reign

Big gap between rich & poor

B Technically underdeveloped




Barriers to go to Russia

Olow safety & security

B Visaissue

OExpensive

B "unwelcoming country with
unfriendly people”
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Target Audience: Communications, Destination Marketing
Professionals

Number: 10
Country: Switzerland
Period: October, November 2012
Questions:
Have you been to Russia?
What is an image of Russia?
Have the last elections affected the image of Russia?
Key obstacles to go to Russia?
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IMAGE

IMAGE EVALUATION

B Negative
Positive
® Balanced
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Emilie Joeffrey, Communications professional from France:
Image — is not good because of politicians who give it, what we hear is mafia, Putin.

Russia is a big country somewhere far away, a big power and great culture in the
past. Communistic period is something big and dark but we love the architecture,
Yury Gagarin. Nowadays - we see very rich Russian people, the richest people in
the world. When you come to Russia you see that people are nice and culture still
present, people move forward. | reopened Russia in a good sense.

You don’t have to be afraid of Russia.

Urs Wagenseill, Lucerne University, HSLU(Switzerland), head of tourism department

Image of Russia - it's something gray. Of course we learn more and more about
Russia, we are meeting more and more people and the image ‘s getting better. It's
always influenced by the politics. It's mysterious, a lot of question marks. We need
more positive news from the country and we need more people from Russia
visiting us — to feel the spirit of Russia.

Emanuel Femminis, Special Events & Guest Management, FIFA

Very interesting country, people are very nice. The country is developing, a lot of
thing going through the changes. It's a huge country. | used to be in an airline
business. Flying from Vladivostok from Zurich, it needs quit a lot of time to fly over
Russia and then cover Europe in a couple of hours.
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Effect of the Elections on the Image of Russia

® Negative
Neutral
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Claus Schreier, Lucerne University, HSLU (Switzerland), lecture of cross-cultural
management

There are not so many possibilities to visit Russia. | went to Russia once, it was
Rostov on Don, Customs Academy. | really had a difficulty to get a visa being a
German living in Switzerland. There was a problem to get information about
travelling. The problem is we don’t have many ideas about Russia.

Rene Zeier, Lucerne University, HSLU (Switzerland), lecture of applied branding

There are two big cities — St Petersburg and Moscow, some relicts from the cold
war, and a lot of curiosity to discover Russia .

Emanuel Femminis, Special Events & Guest Management, FIFA
Russia as a tourist destination. Is it interesting for the Swiss?

Absolutely, | thing everybody should visit Moscow, other Russian cities to get a better
understanding and idea of Russia. | would love to go by train from Moscow to
Vladivostok.
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City trips from Switzerland —

the main tour operator’s offer

https://Iwww.tui.com/staedtereisen/

http://www.hotelplan.ch/

http://www.travelhouse.ch/europa/

http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx



https://www.tui.com/staedtereisen/
http://www.hotelplan.ch/
http://www.travelhouse.ch/europa/
http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx
http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx
http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx
http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx
http://www.kuoni.ch/DE/book/city/Pages/hotel-and-flight.aspx
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Background information &
Stereotypes

Politics &

People politicians

- L Promotion
Tourism/Visits ‘ activities

Culture & Mass
culture

Mass Media
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KommeHTaTOopa rasetnbl Independent n npenogaBatenb XypHanucTUKu
Mapu OeeBcku: "Ob6pa3 Poccumn B 6putaHckux CMU HeBepoOATHO
oTpuuaTeribHbIN, HecnpaBeasiMBoO oTpuuaTesibHbIN U BO MHOIUX
OTHOLUEHUAX UCKAXXEeHHbIN".
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Background information &

Stereotypes
Politics &
People politicians
- . Promotion
Tourism/Visits activities
Culture & Mass Mass Media

culture
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. France

. Italy

. UK

. Germany
. USA

. Spain

. Russia

. Japan

. China
10. Brazil

O 00~NO OB WN B

2008 Country Brand Index

< >
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Russian Cinema Festival, Honfleur (France)
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Nation Brand: election-tentative factors

Background information &
Stereotypes

Politics &

People 'I‘ politicians

W,

\J
: . & Promotion
Tourism/Visits ' otivities

Culture & Mass
culture

Mass Media
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[Tocon LWeenuapum B Poccun Banbtep ®evepuH : "HA ewe Hukorga

He Dbl B CTpaHe, UMUK KOTOPOW pacxoanncsi Obl B TaKkOU CTEMNEHU
C OencTBmTenbHOCTLI. PenyTtauma Poccum 3HaunTenbHO Xyxe, Yem
OHa ecTb Ha camoMm aene". 'a3zeTta «M3BecTua» cratba «MMmnax kak

pecypc» 29.11.2010r.




Russia Brand Formation
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Strategic Positioning Process.

Step 1: Positioning analysis

|

Step 2: Positioning potentials

]

Final positioning of the destination
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Russia as a brand:
Brand identity?
1 ,




Diversity: nature







Russia

1. Who are our Target Groups
2. Key stakeholders
3. Key message
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e Big Idea formed & clearly communicated

e Target groups found, focus on the young as well

e Diversity instead of 1-D culture

* Integrated promotion strategy & long-term planned
campaign,

* Integrated marketing communications, New Media are
included, cohesion of channels and messages

 Russian Tourist boards opened

* |Interactive on-line maps with city attractions

e Media relations



Martin Lindstrom 5D Branding

TOUCH

BRAND

LISTEN SEE
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Welcome to Russial
Thank you for your kind attention!
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Irina Dubovskaya
International Communications & Project Management
International PR Club
+79250102008
Irina_dubovskaya@inbox.ru

www.Iinterprclub.ru
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