cexTopax OuzHeca. B moJoOHBIX KOHKYPEHTHBIX YCIOBHSX KaK POCCHICKHE, TAK U MHOCTPAHHBIC
KOHCAJITHHIOBBIC KOMIIAHHUM BBIHY)KACHBI MPOBOJUTH T'PAMOTHYIO MAapKETHHIOBYIO MOJIUTHKY.
Hosble koMmaHuu mpecieayoT neis hopMupoBanus 3GGEKTHBHOTO MO3UIHOHUPOBAHUS H XOTSAT
3aKPEHHUTHCS HA AWHAMUYHOM PBIHKE, a ONBITHBIC — BBIHY)KACHBI aanTUPOBATHCS MO TPEHIbI U
MHHOBaMM. B 9TOi CBsA3M JaHHAs TEMaTHKa MPHOOPETACT MOBBIICHHYIO AaKTyalbHOCTh H
HAIpaBJeHA Ha BBISIBICHUE 3aKOHOMEPHOCTEH, CYIIECTBYIONIMX B MPOIBHKECHUH MEKITYHAPOIHBIX
KOHCAJITHHIOBBIX KOMIAHWL, C LEIbI0 COCTABICHWS PEKOMCHAAUMH Uil YHH(PUIUPOBAHHOTO
NPUMCHCHUSI STHX 3aKOHOMEPHOCTEH K POCCHICKMM (HpMaM. ABTOPOM HCIIONB30BAaH METOM
KOHTCHT-aHAIIN3a, B PE3yJIbTaTe KOTOPOro IO CEMHAALATH KPUTCPUSIM OBLIM MPOaHaIN3HPOBAHEI
noctsl komnanuit KPMG, EY, PwC, Deloitte 3a 2020 r. B conmanbsibix cetsix Facebook u Twitter.
OJHUM M3 COJEPKATEIBHBIX KPUTCPUEB BBICTYIIACT KPUTEPHIl IKCIEPTHOCTH HH(POPMALNU B
3amucy. KonudecTBo MOAOOHBIX IOCTOB HPEBATHPYET Haa IyONMKAlMAMU C HE-DKCIEePTHON
TeMaTuKoW. B pesynbrare mcciemoBanusi ObLtH CHOPMUPOBAHBI KOHKPETHBIC PEKOMEHIAUH IO
MPOBMKCHUIO KOHCAJITUHIOBBIX YCIYT HAa MEXKIYHAPOJHOM PhIHKE.

KiroueBbie caoBa: xoHcanTuHr, SMM, MapKeTHHT, KOHCAITHHIOBBIE YCIyTH, KOHTEHT-
aHanms.
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COMPARATIVE ANALYSIS OF PROMOTION OF INTERNATIONAL EUROPEAN AND
RUSSIAN B2B MARKET EXHIBITIONS USING INTERNET MARKETING TOOLS
Abstract
The Internet trade segment is increasing due to the economic downturn in world economy and
current situation. Currently, the Internet has become the main information and communication
resource, which allows customers to make purchases. That is why exhibition organizers should pay
attention to this type of marketing. There are various Internet marketing tools, and in this article, we
have focused on more detailed study of content marketing tools (websites and exhibition accounts in
social networks). The purpose of the study is to compare the experience of promoting international
European and Russian B2B exhibitions in the Internet environment and to evaluate the effectiveness
of these promotion tools. As a result, it was determined that Russian B2B exhibitions should develop
their websites and social media accounts in order to attract more foreign participants and visitors to
the exhibition.
Keywords: exhibition, international marketing communications, B2B market, crisis, anti-crisis
communication.

To create a positive image of any company, which is favorable for creating or strengthening
cooperation with other companies, it is better to adhere to the correct international communication.
In this article, we discussed one of the most promising communication tools — exhibition.

The concept of “exhibition” can be considered from different points of view:

1) from the point of view of organizers, exhibition represents a marketing product that is
“offered for market participants and satisfies their need”;

2) from the point of view of participants, it’s a place where they can offer their product to
customers;

3) from the point of view of visitors — a platform where solutions that meet customers’ needs
are presented [2, p. 403].

There are the main characteristics of classification of exhibitions:

— geographical characteristic (worldwide, international, with international participation,
national, interregional, regional/local);

— frequency of exhibition (annual, seasonal, periodic);

— industry characteristic (universal, multi-industry, industry-specific);

— commercial characteristic (commercial, non-commercial);

—  duration of exhibition (regular, temporary, short-term);
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— thematic focus (artistic, technical, educational, scientific, industrial, commercial, etc.) [6,
p. 451].

Depending on the classification, exhibitions can perform the following functions:

1) socio-cultural function (technological development, public relations and stimulation of
interest, as well as audience education);

2) macroeconomic function (negotiation and conclusion of transactions, as well as industry
overview);

3) information function (dissemination of information, market research);

4) presentation function (presentation of your product, introduction to new products of
competitors, development of profile);

5) communication function (establishing and maintaining contacts with potential customers,
forming company's image, increasing brand awareness, obtaining data on the preferences of foreign
consumers, sharing experience) [7, p. 40].

It is also necessary to define the term “marketing”, which has a large number of definitions.
According to the following, “marketing is a social and managerial process that allows individuals and
groups of individuals to meet their needs and needs through the exchange of goods and consumer
values created by them” [3, p. 44].

At the moment, Internet marketing is one of the most popular types of marketing. It has
advantages such as interactivity, a high degree of interaction with the target audience, as well as
analytics, which allows you to improve the strategy of online promotion [1, p. 4-5]. There are various
Internet marketing tools, including contextual advertising, SEO, website promotion, SMM, e-mail
marketing, target, etc., each of which is characterized by its own features. In this article, we focused
on a more detailed study of content marketing tools (websites and exhibition accounts on social
networks). The main goals that companies pursue using content marketing are informing potential
customers, familiarizing them with their own offers, creating an image, and increasing direct sales.

Website as Internet marketing tool is most often integral for different types of organizations
and serves as a platform containing information about the organization and presenting the company's
goods /services. In addition, with the help of corporate website, it is possible to form company's
image, and it significantly expands the opportunities for interaction with potential buyers due to the
partial automation of work processes [5, p. 259-260].

Social networks are very popular among users, as they are based on a person's need to
communicate with other people who have similar interests. Today, social networks are the channel
with the highest level of positive perception from the audience, which makes it one of the most
effective PR tools [4, p. 65].

Due to the current situation in the world, Internet promotion tools are important and relevant.
In this article, we focused on a more detailed study of such tools as a corporate website and a social
media account, because with their help it is possible to get not a short-term result, but rather a long-
term one, which is based on the loyal and trusting attitude of the audience.

The object of our research is the Internet marketing tools (websites, social media accounts) of
European and Russian international B2B exhibitions, and the subject is promotion of these exhibitions
using Internet marketing tools. We conducted an analysis of the largest B2B exhibitions in the field
of industry and construction to determine the effectiveness of using such Internet marketing tools as
websites and social networks to promote international B2B exhibitions. The selection of international
exhibitions for analysis was formed based on their indexing in the international search engine Google.
Exhibitions were selected according to the principle of priority indexation. We selected and analyzed
200 of the most popular international exhibitions: in Russia — 100, in Europe — 100.

To determine the effectiveness of using site as a promotion tool, we used such a comparison
criterion as determining the site rating. Thus, the rating of sites of European industrial B2B
exhibitions is 3,568,346, and the rating of Russian exhibitions in the same field is 5,055,826. For
comparison, sites of European construction B2B exhibitions occupy the following results —
3,889,387, and the rating of sites of Russian construction B2B exhibitions is 5,132,680. Thus, the
rating of sites of European industrial exhibitions is higher than sites of construction exhibitions.
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Websites of Russian exhibitions have the same result. This is due to the fact that together industrial
exhibition sites have higher results in many criteria.

This is due to the fact that sites of industrial exhibitions have higher results for many criteria.
However, this difference in results is not so big, compared with the results of exhibition sites held in
Russia and Europe. Sites of European B2B exhibitions (industrial and construction) have a higher
AR rating. Thus, sites of European exhibitions have higher results in terms of such characteristics as
design site and its usability, availability of e-mail mailing lists and results of previous exhibitions, as
well as cost of participation. In addition, they have better results in such criterion as adaptation of site
to foreign users, and this is one of the main criteria that is especially important for sites of international
B2B exhibitions. Thus, it can be said that differences in results between countries are greater than
between industries.

We analyzed accounts of exhibitions on such social networks as Facebook and Instagram and
determined that most of B2B exhibitions (especially European ones) pay attention to such a social
network as Facebook. Facebook is the most popular among international social networks, as well as
due to the characteristics of this social network and its audience. So, accounts of European exhibitions
on Facebook have better results (the number of subscribers) than accounts of Russian exhibitions.

We took the number of subscribers to determine the effectiveness of account maintenance.
Thus, the average number of subscribers among the accounts of European industrial exhibitions is
8,333, and among construction exhibitions — 17,295. If we talk about the accounts of Russian B2B
exhibitions, the number of subscribers among the accounts of industrial exhibitions is 1,173, among
construction — 1,934. At the moment, the accounts of Russian exhibitions on Facebook have lower
results in almost all characteristics compared to the accounts of European exhibitions, so we
recommend that organizers of exhibitions pay more attention to this marketing tool. Thus, we can say
that the differences in results between countries on Facebook are greater than between industries.

To determine the effectiveness of maintaining Instagram accounts, we also counted the
number of subscribers. So, the average number of subscribers among the accounts of European
industrial exhibitions is approximately 1,012, among the accounts of construction exhibitions the
result is higher and it’s 8,191. Among the accounts of Russian industrial B2B exhibitions, the average
number of subscribers is 967, and among construction exhibitions — 3,256. Thus, if we compare the
results obtained by Instagram accounts, then there the differences between the indicators obtained by
the accounts of exhibitions in Russia and Europe are less significant. However, Instagram accounts
of construction exhibitions have higher results than the accounts of industrial exhibitions, i.e. it can
be concluded that in this social network, the differences in results between industries are greater than
between countries.

Thus, Russian B2B exhibitions should develop more accounts on both social networks in order
to attract more foreign participants and visitors to exhibition. At the same time, special attention they
should pay to such characteristics as diversity of content, as well as adaptation of information to
international audience. Because if accounts are only in Russian, then they give impression that these
exhibitions are interesting only for Russian participants and visitors, that they are domestic Russian,
but it contradicts types of these exhibitions.

Next, we discuss in more detail the international B2B exhibitions that take place at
Ekaterinburg-Expo exhibition center, including the following exhibitions: “3apaBooxpanerue
Vpana”, TechnoPark Ural, Build Ural, Security Ural, 100+ TechnoBuild, “Merannoo6pabotka.
Ceapka — VYpan”, “Urnonmpom”. Many exhibitions in this exhibition center are industrial or
construction-oriented. This is due to the fact that B2B exhibitions in these industries are one of the
most popular among B2B exhibitions. Also, Ekaterinburg is a kind of “industrial capital” of the
country. In addition, the construction industry is one of the most developed and popular, so our region
is characterized by exhibitions of such areas as industry and construction.

After analyzing the exhibition sites, I would like to note that most of them have a rating above
average, but there are some (TechnoPark Ural, Security Ural), which are rated lower. This is primarily
due to the fact that many important characteristics are not presented on websites of these exhibitions.
For example, site of TechnoPark Ural exhibition does not have its own distinctive characteristics, i.e.
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it does not differ much from sites of other exhibitions. Unfortunately, list of participants is not
available on the exhibition website, despite the fact that the exhibition should be held in the near
future. In addition, the site does not present the results of previous exhibitions, does not show any
statistics of visits, so participants do not have any opportunity to get acquainted with data on who
most often visits this exhibition, in what quantity, etc. Current content is also updated on the site, but
the frequency of its updates is different and the intervals between news updates can be different (from
two days to several months).

As for such characteristics as availability of free consultation, reviews of visitors/participants
of previous exhibitions, as well as presence of links to exhibition accounts in social networks and cost
of participation, they are not available on TechnoPark Ural exhibition website. Next, consider the
website of Security Ural exhibition. Like the site of previous exhibition, site of this exhibition has a
standard design. Current content is updated quite rarely, in addition, there is no free consultation,
reviews of participants and visitors, e-mail mailing and links to the exhibition accounts in social
networks, as well as cost of participation in this exhibition. Thus, many characteristics are not
presented on the sites of these exhibitions, which influenced their rating.

For comparison, consider the exhibition site 100+ TechnoBuild, which has the highest rating
among the analyzed exhibition sites (2,124,377). Unlike the sites of previous exhibitions, this
exhibition has a fairly original design of the site, and it is also convenient. The website presents the
participants and partners of the exhibition, as well as the results of previous exhibitions. As for the
current content, it is not only presented on the site, but also updated frequently and regularly. In
addition, the site has links to the exhibition's social media accounts, feedback, and the site is adapted
for foreign participants. That is why it has a high rating due to the fact that most of the main
characteristics are presented on the site.

For comparison, consider the exhibition site 100+ TechnoBuild, which has the highest rating
among the analyzed exhibition sites (2,124,377). Unlike the sites of previous exhibitions, this
exhibition has a fairly original design of the site, and it is also convenient. The website presents
participants and partners of the exhibition, as well as results of previous exhibitions. As for current
content, it is not only presented on the site, but also updated frequently and regularly. In addition, the
site has links to exhibition's social media accounts, feedback, and the site is adapted for foreign
participants. It has a high rating because most of the main characteristics are presented on the site.

As for Facebook exhibition accounts, only four exhibitions have account on this social
network. Of the four accounts presented, two do not have very high results, and the other two have
higher. So, the number of subscribers in the account of “Munonpom” exhibition is 6,298, which is the
highest result among the analyzed exhibition accounts. This high rating is also due to the fact that the
exhibition account presents most of the characteristics. So, the account has posts with user and selling
content, as well as video content that has been popular among users recently. In addition, the
exhibition's account presents such characteristics as feedback and, importantly, posts appear regularly
and often, which indicates the active maintenance of the account.

Regarding the accounts of exhibitions on Instagram, there are only three exhibitions that have
their account. 100+ TechnoBuild exhibition account has a higher number of subscribers (1,311).
Regarding the diversity of content, it should be said that content is not very diverse, there is no video
content, but the account has live broadcasts and interviews, i.e. it uses the capabilities of this social
network. I would also like to note that posts appear regularly and often, which indicates the active
maintenance of the account. But, like most accounts of Russian international exhibitions, despite their
international nature, they do not adapt posts to an international audience.

Thus, it was determined that exhibitions held at Expo exhibition center do not fully use all
capabilities of Internet marketing tools. So, most exhibition sites need to be made more modern and
creative in design, so that they correspond to sphere of exhibition. In addition, content needs to be
updated and new information published more frequently and regularly. Also, they should make
possible to use free consultation and to subscribe to an e-mail newsletter, add feedback from
participants and visitors, as well as indicate cost of participation. Since all exhibitions are
international, exhibition sites need to be adapted to audiences from other countries. As for the
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accounts of exhibitions on social networks, the content should be made more diverse, also use the
opportunity of social networks and show video content, as well as conduct live broadcasts and
interviews. They should also make it easy to navigate and actively and regularly post new posts. In
addition, we recommend to translate text in posts into English for foreign subscribers.

References

1. Danilina M. V. Instrumentarij internet-marketinga i ego znachenie v sovremennoj
ekonomike [Toolkit of the Internet marketing and its significance in contemporary economy] //
Internet-zhurnal Naukovedenie. 2014. Ne 6 (25). URL: https://www.elibrary.ru/item.asp?
1d=23455869

2. Korotkov A. V. Upravlenie marketingom [Marketing Management] / A. V. Korotkov, 1.
M. Sinyaeva. M.: YUNITI-DANA, 2005. 463 s.

3. Kotler F. Osnovy marketinga: professional'noe izdanie [Marketing Basics: Professional
Edition] / Filip Kotler, Gari Armstrong; 12-¢ izd., M. [i dr.]: Vil'yams, 2009. 1067 s.

4. Khalilov D. Marketing v social'nyh setyah [Marketing in social networks] / Damir
Halilov. 2-¢ izd. M.: Mann, Ivanov i Ferber, 2014. 240 s.

5. Yakovleva N. B., Petrova O. A. Sajt kak instrument prodvizheniya torgovoj kompanii
[Website as a tool for promoting a trading company] // Aktual'nye problemy aviacii i kosmonavtiki.
2014. Vol. 2. Ne 10. S. 259-260. URL: https://www.elibrary.ru/item.asp?1d=22549218

6. Bauer T., Jin X., Weber K., Dimensions and Perceptional Differences of Exhibition
Destination Attractiveness // Journal of Hospitality Tourism Research. 2012. Vol. 32.
Ne 4/32. Pp. 447-469. DOL: 10.1177/1096348012436382.

7. Kirchgeorg M. Management Trade Show / M. Kirchgeorg, V. Dornscheidt, N. Stoeck.
Berlin: Gabler, 2005. 340 p.

A. B. Edumosa

CPABHUTEJIbHBIN AHAJIM3 IMTPOABUKEHUS MEYHAPOJHBIX

EBPONEMCKHUX U POCCUMCKHUX BBICTABOK B2B PHIHKA C IOMOIIBIO
UHCTPYMEHTOB UHTEPHET-MAPKETUHI A

AHHOTANUSA

B cBA31M ¢ SKOHOMHYECKMM CIaJioM B MHUPOBOW DKOHOMHMKE M CIOXKHUBILEHCS CUTyauuen
yBenuuuBaeTcsi cerMeHT MHTepHeT-TOproBian. B Hacrosiee Bpemst MHTEpHET cTanm OCHOBHBIM
NHOOPMAOHHBIM ¥ KOMMYHHKAIIMOHHBIM PECYPCOM, KOTOPBIH JlaeT BO3MOXKHOCTH COBEpIIATh
MOKYIKH. IMEHHO [09TOMY OpPraHn3aTophbl BEICTABOK JAOJDKHBI Y/EISATH 0c000€ BHUMAHHE JTAHHOMY
TUITy MapKeTHHra. CyIiecTBYIOT pa3Hble HHCTPYMEHTBI HHTEPHET-MapKEeTHHTa, HO B JAHHOH paboTe
Mbl OCTAQHOBHJINCH Ha Oosiee MOAPOOHOM W3YYCHHH HHCTPYMEHTOB KOHTECHT-MAapKETHHIA
(KOpHopaTHBHBIE CaiiThl M aKKayHTbl BBICTABOK B COLMAJBHBIX ceTsix). Llenbio mccnenoBaHus
BBICTYIIACT CPABHUTEIbHBIN AHAIU3 OIbITA IPOJABIKCHHS MEKIYHAPOIHBIX EBPOIECHCKHX H
poccuiickux B2B BBICTaBOK B MHTEpPHET-Cpe/ie U OlLieHKa Y(H(HEKTHBHOCTH JAaHHBIX HHCTPYMEHTOB
poABMKeHUs. B pe3ynbrare ObLI0 OMpeeneHo, 4to poccuiickum B2B BeicTaBkam cieayeT 0osbiie
pa3BHBATh CBOM CAHTBI M AKKAYHTBI B COLMAIIBHBIX CETSX, YTOOBI IPUBJICYb OOJIbIIEE KOJINYECCTBO
3apyOeKHBIX YYaCTHHKOB U IIOCETHTENICH HA BBICTABKY.

Ki1ioueBble cj10Ba: BbICTaBKA, MEXIyHAPOIHbIE MAPKETUHIOBbIE KOMMYHUKAIMHU, pbIHOK B2B,
[PO/IBIKCHHE BHICTABOK, HHCTPYMECHTBI HHTEPHET-MapKETHHTA.
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WINE TOURISM IN TUSCANY, ITALY:
BRANDS, TERRITORY AND CULTURAL HERITAGE
Abstract
The main objective of this paper is to underline the importance of wine tourism in Tuscany,
Italy, as a pull factor for the tourism sector. Starting from a review that has been focusing on a
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