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THE IMPORTANCE OF HOLISTIC MARKETING
MANAGEMENT IN THE DEVELOPMENT OF CITIES
AND MUNICIPALITIES

The locality or place may be the same as the branded product, service,
person, company, event. A locality or place may be the same as a branded
product, service, person, company, event. Very few municipalities and cities
are perceived as a brand in a particular context. The subject of this paper is
to understand the theoretical bases of the destination marketing concept.
The aim is to point out the importance of the concept of holistic marketing
in the development of destinations, because the image is considered one of
the key factors in the decision of tourists which destination to visit, its
importance in the tourism industry is huge. Therefore, all tourist developed
countries and those that are trying to become ones are very careful about
improving their image.
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Introduction

Accelerated development of certain industries (air transport, rail,
ship, road transport), rapid development of tourism, rapid progress of
information technology, propaganda, etc., affects the growing
number of people deciding to visit various destinations around the
world. Those visitors are considered desirable, unlike poor migrants
(Prnjat, 2019). Geographic localities are a kind of compilation of
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various interest groups, companies, products, without centralized
management, unlike products or services. Due to that fact,
specialized agencies are organized at the level of countries or
geographical units, whose task is to unite all promotional activities
into one integrated whole and all their efforts need to be directed
towards one goal, which is to successfully promote the site.
Recently, the world has been flooded with various competitions
(Vietor, 2010; Bedberi, 2009)) for Cities of Culture and Cities of
Architecture and Design (Braun, 2008). The competition for the
European Capital of Culture has been moving from country to
country since 1985. None of the cities participating in the
competition mentions the word "brand", but of course it is about that.
The success of the cities of Bilbao, Barcelona, Graz and Glasgow are
just some who have dramatically changed their reputation by
changing the real state of affairs, while at the same time making
extraordinary efforts to change the way others see them and set an
example for others. The acquired reputation and positive image on
the tourist market is built over the years and is a consequence of
numerous subjective and objective factors.

Demand for the most effective place to build a brand strategy has
never been higher, and for many places with limited resources, the
hard choice must be choosing the brand strategy to implement.

A holistic approach means that everything is viewed as being
entangled and interconnected, from the design to the execution of
marketing programs, processes, and activities. Both holistic brand
management and marketing acknowledge that “everything counts".
The idea of holistic branding includes relationship marketing,
integrated marketing, internal marketing, and social responsibility
marketing. Visitors are seeking for both natural and man-made
attractions with the right supporting goods and services to provide
them the chance to get the needed relaxation, amusement, and
enjoyment. Large and developed environments, aware of these trends
and their importance for development, do not allow them to occur
spontaneously and that the result of "arrival” or "departure” of
investors, tourists, highly educated people and other target groups of
destination marketers is a mere coincidence, but strive to plan and
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consciously, in the long run, shape the destination and its services in
accordance with the needs and expectations of these target groups
and to communicate them effectively, striving to create a brand out
of it.

Literature review

A destination is considered to be all kinds of places such as cities,
municipalities, regions and states, (Hanna & Rowley, 2008,). Other
authors (Baker, 2019) define a destination as "a place where people
will leave their current location to visit, buy, invest or relocate.”
Destinations have the power to encourage people to leave one place
to visit another place or move there. Everyone is participating in the
big, global "attraction game" - individuals, companies, cities and
regions. It is about competition on a global level, considering that a
competitor does not have to be a neighbouring city, municipality or
country, but any destination in the world that has the appropriate
characteristics (Rainisto, 2003). Destinations are also products
because they have facilities that can meet the needs, fulfil wishes and
meet the requirements of potential customers (Anholt, 2004; 2005).
These are complex products that include a variety of products and
services available at a particular location. Their design requires a
relatively long period of time, and often significant investments.

A large number of authors (Kotler, Gertner, 2015; Baker, 2019;
Anholt, 2007, 2009, 2010; etc.) which deals with the study of
destination marketing, observes the destination from a macro
perspective (state level). Different approaches and methodologies
have been proposed for measuring destination brands, with no
consensus on which approach or methodology is considered best, nor
is any of them considered the standard whose application is
recommended. The dangers of using one unreliable ranking method
are manifold: it provides a false sense of reliability and offers wrong
directions for some better approaches, and if those assessments are to
help make the place better or there is true moral intent, then feedback
is valuable. The problem of real ranking arises in circumstances
where respondents in some countries constantly underestimate their
performance, while in some other countries they overestimate it
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(Hildret, 2015). As a result, the estimates from the survey deviate
significantly from the data of the secondary type, obtained from
international comparative databases (Dasi¢, et al., 2020). Lonely
Planet, the world's most popular tourist portal, identified Macedonia
as a new tourist star in the year of bloody police clashes with
terrorists in Kumanovo (2015). The question rightly arises as to
whether tourists, taking into account the above, are really interested
in visiting this destination (Dasi¢, 2017; 2020b).

There is much less literature that deals with marketing destinations at
the micro level - municipal or city level (Florida, R., 2005, 2012;
Baker, 2019), despite the fact that no decision on choosing a
destination can be kept at the macro level (state level), after which it
making a decision on the choice of destination at the micro level
(municipal or city level) is implied. The organization and
development of tourism in rural areas are considered a novelty that
provides the tourist area with new opportunities for development.
There are expectations that holistic branding of destinations, with a
special emphasis on rural tourism, contributes to the prosperity of the
rural area, increasing the number of employees and encouraging the
value of both cultural and natural heritage. For example, the research
(Dasi¢, 2013; 2016) revealed that the perception of Wales is very
different between those who spent their vacation there and those who
did not visit this place. Those who visited the place based their
perception on experience, and those who did not, based on media
stories of minor terrorist attacks, turbulence in industry, especially in
mining, which is associated with heavy industry. In this regard, it
was decided that in the first phase of branding Wales, the essential
elements will be hospitality (Human Place) and real people (Real
People). In addition to tourism, another important external marketing
activity of Wales was aimed at presenting Wales as a location
desirable for foreign direct investment.

Holistic marketing management of destinations

Certain cultural events and the expression of cultural needs, in the
form of entertainment, also provide significant opportunities for
branding a particular destination. Sports events, music or film
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festivals, celebrations or traditional festivals (Rio Carnival),
celebrations or traditional festivities, can serve as a generator of
tourism business and recognizability of a destination. As a
precondition for the successful development of cultural tourism, full
cooperation between non-profit and profitable departments is
imposed, i.e., understanding the necessity of a partnership. There
must be clear responsibilities between these two departments, and
some of them are: planning the carrying capacity of registered
cultural heritage, period and types of visits, designing new attractive
programs, modernizing existing ones, etc. (Dasi¢, Savi¢, 2020)

No matter how big, strong, or productive a nation is, it must always
strive for its position on the global stage. The "competition" between
several locations to win over travelers', consumers', investors', and
manufacturers' trust is primarily to blame for the stagnation and
continued downturn of the global economy. Nowadays, there are a
wide variety of targeted ways to brand places, and when we talk
about tourism, we can see a significant growth in targeted sorts of
tourism. (Dasi¢, 2022).

It is relatively simple to include a place into proper marketing tactics
and destination branding plans once it is known as a tourist
destination as a result of the movie, which will assist develop a
sustainable tourism offering. Films frequently take place at well-
known historical or heritage settings, such castles, which later
become more well-liked as tourist destinations. In fact, it is a given
that some of these locales are growing in popularity as tourist
destinations just because a movie was shot there. It is also important
to note that film tourism does not take place exclusively in
recognizable film locations; that is, the places where the films were
made, but also in purpose-built, commercialized locations (with
tickets) such as Hollywood (Dasi¢, Kostadinovi¢, 2021).

Destination branding based on a positive impact on health is a
relatively new strategy in which the marketing strategy is adjusted to
communicate health-related values. It includes not only nutritional
and health statements, but also the use of well-known and trusted
brands. Spa tourism in Serbia has a long and rich tradition, where in
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some parts of Serbia it dates back to the Roman period. This is best
shown by the discovered traces of material culture from the time of
the expansion of the Roman Empire, which confirm the culture of the
Romans according to the healing waters on whose springs they built
baths and accompanying facilities for healing, rest and enjoyment.

Ethno and eco-tourism can benefit the local population through many
complementary service and other activities, revive tradition, enable
the development of social minorities, economic benefits,
harmonization, etc. Thousands of cities already have an unhealthy
atmosphere that causes numerous health problems, despite the fact
that this could be significantly reduced at relatively acceptable
material costs. According to forecasts, by 2025, three quarters of the
world's population will live in the coastal area, increasing the
pressure on the ecological system of the sea and oceans, although the
fish stock is so thin that the percentages of renewability and
sustainability are at the very limit. According to international criteria,
the territory of Serbia, together with the mountainous region of
Bulgaria, is one of the six European centres and one of the 158
centres of world biodiversity. This means that Serbia, which
occupies only 2.1% of the European continent, has 51% of the total
fish fauna of Europe, 49% of reptile and amphibian fauna, 67% of
mammal fauna and as much as 74% of bird fauna. Such a high level
of biodiversity is conditioned by various climatic, geomorphological
and hydrological factors, i.e., its biogeographical position and the
position of the Balkan Peninsula in general (IvaniSevi¢, 2011).

The company “Placebranding Ltd.” has created eight principles
of location branding (Clifton and Simmons, 2003).

1. Purpose and potential - Branding the site creates value for
the region, the state in three ways: integrating all the
messages that the site already sends, unleashing the talent of
local people and finding new ways to get the site even better
publicity.
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True - Many sites have an outdated image, an image based
on "golden" times. One of the main tasks is to convey a real,
realistic and true picture of the current state of the
destination.

Ambitions and improvement - The site must have a realistic
vision and plans for the future, while caring for other
destinations, especially those in the neighbourhood.

Involvement and the common good - Local branding will not
affect all segments of society and should be viewed from a
utilitarian point of view. Significance must be given to the
common good, but the interests of individuals must not be
neglected.

Creativity and innovation - Local branding should be used to
initiate and guide talented people to achieve creative
innovation in various economic and social segments.

Complexity and simplicity - One of the most difficult tasks is
the success of covering all acquisitions of the site and
communicating them to potential visitors in a simple,

truthful and above all motivating way.

Connectivity - Local branding connects people and
organizations both in the country and abroad. It helps various
friendships and fraternities with other localities.

It takes time - The primary thing is to understand that
branding a site is a long and arduous job that may never end.
However, once this is done well, the benefit soon outweighs
the investment.
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Destination image

Building a brand (of a destination) is much more than creating
awareness of your name. It is a way to build a certain image and
present it both inside and outside your country to all your partners, so
that your consumers really get what the brand promises them. The
world around us is constantly changing, technologies are emerging,
developing and disappearing, where, along with globalization and
increasingly fierce competition, there has been a real explosion of
elections in every area. Companies, countries, nations, destinations,
etc., which want to adapt to such a new situation as quickly and
painlessly as possible, must pay special attention to permanent
(holistic) branding of their products and services (Dasi¢, Jelicié,
2016). Winning brands have two very relevant and very important
moments of truth. The first begins when consumers, among many
other products and services, choose your product or service. The
second moment, certainly more important than the first, occurs when
the consumer begins to consume a particular product or service.
Then, he tries it, is satisfied with it and passes on the satisfaction to
others.

Tourists create their preference for alternatives based on awareness
of the destination and affective associations. In developing a
marketing strategy for destination branding, a holistic approach is
required to create a destination brand. Construction projects, natural
beauty, celebrities, sporting events, film and music festivals, and, last
but not least, effective propaganda may all act as branding generators
for a certain area. The instances of neglected towns, which may also
help to promote a favorable image of the state and whose growth is
frequently in the shadow of cities, are more frequently given than
those of cities that are global metropolises.

A combination of beliefs, ideas, and perceptions about a place can be
referred to as a destination's image (Coli¢, et al. 2022). Several
subjective and objective elements combine to produce the developed
reputation and favorable image on the tourism market, which are
formed over time (Radakovi¢, Marinkovi¢, 2022).
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According to Zvonimir Pavlek (2008, 153), image is a synthesis that
the audience accepts as a result of brand signals, names, visual
symbols, products and communication activities. Since the image is
considered one of the key factors in the decision of tourists which
destination to visit, its importance in the tourism industry is huge.
Therefore, all tourist developed countries and those trying to become
ones are very careful about improving their image. That is why one
of the most important areas of destination management is researching
and creating a destination image.

Conclusions

A person's opinions about a location make up their destination brand.
It has a variety of distinguishing qualities that help it stand out and
be remembered. These are the enduring, fundamental qualities that
set it apart from other tourism destinations (areas). Observed from
the aspect of tourism, the subject of branding can be many things,
from targeted areas, through villages, cities, regions, countries ... A
strategic approach to destination branding is essential. In recent
times, the concept is increasingly expanding to a holistic view of the
impact of the destination brand on various spheres, not just tourism.

It is believed that the greatest influence on the branding of individual
nations, states arises precisely through successfully branded
destinations. It is stated that in the era of globalization, countries are
competing for the affection, respect and trust of potential consumers,
investors, tourists and others. In destination branding, a favorable
and powerful national brand is cited as a major competitive
advantage. The whole local community must be involved in a
destination's branding efforts, and the public and private sectors must
come to an understanding on the destination's goal. When the
destination has been successfully developed and branded, ongoing
improvement must be prioritized.

Finally, the ethical challenges in destination branding, numerous and
widespread, arise primarily from the endless number of groups and
individuals legitimately demanding to participate in destination
branding, often fiercely advocating beliefs and views on how a
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destination brand should or should not be managed. The necessity of
ethical behaviour is an imperative that imposes the need to apply
marketing as a strategically important issue for sustainable
development. Destination branding for someone is an exploitative
process by which the richness of culture and history of an area is
reduced to the status of consumer goods (Dasi¢ 2016).
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ZNACAJ HOLISTICKOG MARKETING MENADZMENTA U
RAZVOJU GRADOVA | OPSTINA

Lokalitet ili mesto moze biti isto sto i brendirani proizvod, usluga,
osoba, kompanija, dogadaj. Vrlo mali broj opstina i gradova se
percipira kao brend u odredenom kontekstu. Predmet ovog rada je
razumevanje teorijskih osnova koncepta marketinga destinacije. Cilj
je ukazati na vaznost koncepta holisticCkog marketinga u razvoju
destinacija, jer imidz se smatara jednim od klju¢nih faktora u odluci
turiste koju od destinacija da poseti, njegov znacaj u turistickoj
industriji je ogroman. Samim tim, sve turisticki razvijene zemlje i
one koje to nastoje da postanu jako vode rauna 0 poboljsavanju
imidza.

Klju¢ne re¢i. Marketing, menadzment, imidz, destinacije,
diferenciranje
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