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услуг (BCG, McKinsey, проекты Remix Summits и др.). В целях наглядности результатов 
исследования, автором предложена модель интернациональной компании, оказывающей 
услуги консультационного характера, для которой автор сформировал ряд наиболее 
эффективных маркетинговых технологий в условиях информатизации рынка. 

Ключевые слова: диджитализация, информатизация, маркетинг услуг, маркетинговые 
технологии, маркетинг взаимодействия, маркетинговые тренды. 
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Abstract 
The article considers the specifics of PR of multifunctional cultural complexes as the providers 

of MICE-opportunities. In the era of globalization MICE as the part of the bigger field of business – 
business travel – is becoming more and more demanded and, due to that, competitive.  
In Yekaterinburg, as in Russia as a whole the format of the multifunctional complex is relatively 
recent, and there are few studies on the factors of its competitiveness and technologies and tools of 
its promotion. The format of multifunctional complex has some obvious advantages, but it also has 
weaknesses in comparison with the other types of MICE-opportunities providers, such as specialized 
business centers and hotels. That’s why the author seeks to analyze and reveal the main drivers of 
competitiveness of the multifunctional cultural complexes and tools of its promotion in the 
international and domestic level. The objects under consideration are the Yeltsin Center in 
Yekaterinburg and some it’s analogues in Great Britain and Germany. The authors claim that PR is 
the most effective tool to promote multifunctional cultural complexes, including internationally. 
That’s why in the article they focus on it. The research methods used for that purpose are the case-
analysis and comparative analysis. 

Keywords: business travel, MICE, multifunctional cultural center, public relations, international 
promotion. 

 
The MICE market is one of the most profitable in the world, at the moment it’s constantly 

growing. This dynamic market provides 610 million business trips and almost $430 billion in 
financial turnover annually. As a percentage, the overall structure of business trips is as follows: 
individual business trips account for 71 %, participation in congresses and conferences – 16 %, 
exhibition visits – 11 %, incentive tourism – about 2 % of the total [6].  

MICE industry is closely related to the field of business travel, some researchers and practitioners 
consider it as its part. Business travel includes all the aspects of the experience of travelers staying at least 
one night out of the places of permanent residence (Swarbrooke & Horner, 2001). MICE as the part of 
business travel can have the characteristics of every other form of a travel [7]. 

According to the definition of International Congress & Convention Association (ICCA), 
business tourism or business travel is a series of activities aimed at providing space and services to 
millions of delegates on the meetings, congresses, exhibitions, business events and incentive travels. 
Business travel includes the whole set of tourist`s services and basic tourism products within the 
participation of the business travellers in the business meetings or events [3].   

MICE (from eng. Meetings, Incentives, Conferences, Events) is the branch of the business 
travel industry associated with the organization of various corporate events. MICE industry consists 
of four basic areas: Meetings – corporate meetings, presentations, negotiations, etc.; Incentives – 
incentive or motivational tours and programs, team building, staff training, corporate events; 
Conferences – congresses, forums, seminars, etc.; Exhibitions – image events (festivals, charity 
concerts, etc. etc.), PR events and press tours. Key market players in that field are specialized MICE 
and event agencies, congress bureaus, exhibition centers and various venues for corporate events.  

One of the types of such venues is multifunctional complexes, including cultural ones that are 
the relatively new and “young” players of the MICE market. At first sight they can hardly compete 
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with such the traditional venues as hotels, conference and exhibition centers and specialized business 
centers. But some new tendencies in the MICE industry that will be listed below put that hypothesis 
into question. So today we can claim that multifunctional complexes, especially focused on cultural 
topics, have some benefits in comparison with the more traditional venue formats concerning several 
types of business events.  

So the main goal of that article is to reveal the factors of competitiveness of the multifunctional 
cultural complexes as the MICE opportunities providers and – even more important – the effective 
tools and channels for communicating these benefits to the target audience. As for the main empirical 
object under consideration – Yeltsin Center in Yekaterinburg – we will focus on its international 
communications, because it’s quite popular inside Russia while the potential of its international 
attractiveness in the context of MICE can be realized to a greater extent. 

As for the definition, a multifunctional complex is a complex of buildings that includes spaces 
of various functional purposes (offices, retail space, hotels, warehouses, etc.). In the West, a 
multifunctional complex (MFC) is a building or group of buildings that includes three or more 
functional components. In Russian practice, such complexes are still rare and to assign such a title to 
an object, it is enough to have two independent components. According to the urban planning location 
multifunctional complexes can be divided into two main types: local multi-functional entities located 
mainly on the periphery and at the intersection of transport hubs, and citywide ones located mainly 
in the central part of the city. Both types of multi-functional architecture are developing in parallel 
and independently of each other [4].  

To detect the factors of competitiveness of the MICE opportunities providers in general, we 
conducted the analysis of the MICE-opportunities of several most successful Russian and foreign 
MICE-objects (like Hyatt Regency hotels network, Yekaterinburg Expo, Congress hall in Berlin, 
Echo arena conference and sports center in Liverpool, England, Expo-center Feria Valencia in Spain, 
Boston Congress and Expo center, USA etc.), as well as their promotional materials (texts at the 
websites and at the field internet sources, social networks, context advertising etc.).  

As the results of the study the following factors of attractiveness were detected: 
1) Reputation. The MICE-objects should be well-known by the target audiences and 

considered as the reliable partner providing the wide range of high quality opportunities at reasonable 
cost. 

2) Location. First of all, it should be conveniently located at the center of the city near to all 
major types of transport, necessary for the tourists objects of the infrastructure and cultural attractions.  

3) Architecture and design. The MICE-objects should have the original and modern design 
reflecting its image. An additional advantage is the fact that it was created by famous architects or 
architectural bureaus. If it plays a role in the international territory promotion, it has better contain 
some elements of the local culture and design.  

4) Opportunities for meetings. More opportunities for different event formats the MICE-
object offers – more competitive they are.  

5) Catering.  Some MICE-objects, especially hotels, can offer a variety of catering options 
ranging from the organization of receptions and coffee breaks, ending with gala dinners for a large 
number of people. It is one of the significant strengths. 

6) Assistance. Sometimes the qualified specialists from the side of the MICE-objects can 
provide clients assistance at any stage of the event’s organization. It is also one of the significant 
strengths too. 

7) “Bleisure”. The effective mix of business and leisure opportunities.  
8) Competitive prices.  
9) The experience of work with international guests. 
That list of factors can be called “classic”. But today, we can observe new trends in the field 

of MICE at the international level, which result in a considerable increase in the significance of some 
other characteristics of MICE-objects. 

Among these trends are the following: 
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� Democratization of business events – the most high-status events are becoming more and 
more democratic, the trend of moving away from Protocol and strict hierarchy is gaining momentum; 

� The rising impact of big data – this is facilitated by the avalanche development of social 
networks, mobile apps and other instant and all-encompassing means of communication: organizers 
use these resources not only to promote events, but also to actively collect data about participants, 
which results in customization (individualization) of offers; 

� Increasing demand for unique venues and creative organization of events – in both low 
and high price segments of the industry: events with a large budget are held in exclusive private 
properties, historical buildings, expensive stores; with a small budget – in restaurants, outdoors, in 
industrial buildings, etc.; 

� Increasing demand for all-inclusive events; 
� With a clear trend towards the growth of Congress tourism, services for organizing mini-

exhibitions, presentations, as well as seminars and trainings during conferences will be more and 
more in demand. 

� Increasing tendency to reduce the duration of business events to 2-3 days and the average 
number of participants. 

� The events will get more sophisticated and require more arranged spaces with a more 
complex organization [6].  

That all in our opinion increases the attractiveness of multifunctional cultural complexes as 
MICE-objects. For more clarity let's consider it at the example of Yeltsin Center. First of all, 
democratization of business events often assumes nonstandard formats of meetings and spaces. The 
multifunctional complexes, especially if they are specialized in the social-cultural field, are able to 
meet this need to a greater extent than traditional MICE-objects. Thus, Yeltsin Center possesses rather 
wide range of different venues, such as conference center, media-halls, co-workings, office spaces, 
classrooms, open spaces, etc.   

The opportunities of Yeltsin Center (like many other multifunctional complexes) also meet 
the tendency of increasing demand for unique venues and creative organization of events as well as 
demand for “bleisure”. So the clients can organize the nonstandard event, for example, in the open 
space or media-hall and after the event visit the museum or restaurant.  As for rising impact of big 
data, it also gives the multifunctional cultural complexes considerable advantages. Let’s return to 
Yeltsin Center to see it more clearly. Due to its specifics, Yeltsin Center is very active in the social 
networks, and its accounts are quite popular and lively. It gives the Center the wide opportunities of 
the target audiences studies and customization of the offers. Due to increasing tendency to reduction 
of the duration of business events to 2-3 days, the participants of the events often pay less attention 
to the quality of residence and the ability of the event location to include the opportunity of residence 
to the services package. That minimizes to a certain extent such disadvantage of multifunctional 
cultural complexes as the inability to provide accommodation.  

To promote themselves MICE-objects use mostly the following tools of integrated marketing 
communications – event-marketing, email-marketing, contextual and other formats of digital 
advertising, direct marketing, SMM, PR. We would like to emphasize that, from our point of view, 
PR is the most important tool to promote such format as multifunctional complex. It is related to the 
b2b nature of the MICE-services of the multifunctional complex, and one of the most important 
aspects of the b2b communications it to create the positive image of the organization.  

Speaking about the significance of PR in general, it can be said that public relations have a unique 
management role in the field of business travel generally and MICE in particular which aims at achieving 
and maintaining mutual understanding, acceptance, attraction and cooperation between the organization 
and its public. PR involves the management of problems or issues, helps keeping public and clients 
informed, emphasizes the social responsibility of the company etc. [2].  
It provides awareness about company and product, communication with the main stakeholders, creation 
of the good reputation, trust and loyalty of the target audiences, as well as the crisis management [5]. 
Nowadays, PR plays a significant role in the field of business travel. It not only helps to catalyze business 
tourism, but contributes to the attractiveness and good images of the countries.  
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We could make conclusions about the most common tools of PR of the multifunctional 
cultural complexes at the international level only on the basis of empirical analysis of 
communications of such the objects, because there is still no significant research on that topic. So as 
the result of that analysis we detected that the most significant are such PR-tools as participation at 
the international field events and organization of the international events, media-communications, PR 
aspects of SMM.  

Let’s consider the factors of attractiveness of Yeltsin Center and promotion of that benefits as 
well as the Center in general by means of PR. Doing that we should keep in mind that Yeltsin Center 
as the MICE-object has several target audiences. The first category is represented by commercial 
companies including such sub-categories as commercial companies, governmental organizations, 
non-profit organizations, scientific institutions etc. The second category is represented by MICE-
agencies as the intermediaries between the organizations and the Center. 

Different congress organizations and association of agencies rent places in the Center several 
times a year. The example of the clients of the MIC-agencies category is congress and tourism holding 
“Visit Ural – Siberia”. It interacts with Yeltsin Center due to its reputation of the bright city’s 
attraction. When organizers of business events and scientific organizers think of cultural programs 
for participants of these events they firstly think of Yeltsin Center because it is one of the city’s 
attraction center, not only Church on Blood or Art gallery.  

The corporate clients who use directly the services of Yeltsin Center rent more often offices 
and art rooms. Surprisingly, except for business events, companies often organize here the corporate 
or entertaining events. For example “Sberbank” celebrated here the “Day of Sberbank”. The other 
example – Yeltsin Center’s team organized some Quests for Russian railway students who had 
booked the place for educational trip. During autumn school about 60 students on sustainable 
development was carried out.  

So why is the center popular among corporate clients? First of all, it’s due to the presence of 
other facilities except business opportunities – like restaurants, pharmacy, hotel, gym, scientific 
education for children etc. In other words, clients can get everything they want in one building. They 
do not need to travel to other places to get other essentials. Also the surroundings of the center are an 
attraction too because most business clients come for business but spend one or two days for leisure 
and being tourists. The place helps the corporate clients sell their event and the event sells the place. 
It is a win-win situation. The uniqueness of the culture and the design of the building also contribute 
to the Center’s attractiveness. What is important from the point of view of international promotion, 
statistics shows that the percentage of visitors after the 2018 FIFA grew up from about  
6 % to 12 %. So it can be said that the national activities that happen around the country also make 
the Center known and attractive. 

Communication channels used by Yeltsin Center are mostly online – Yeltsin Center’s website 
and social media platforms. Most corporate clients get information from the website and through 
word of mouth.  

At the international level Yeltsin Center takes part in the international field exhibitions.  For 
example in 2019 it participated in the IBTM international exhibition in Barcelona. The goal was to 
attract the attention and provide cooperation with the foreign MICE agencies. Also the Center 
interacts with some foreign art organizations and receives some art materials for its art gallery from 
it to put in Yeltsin center. In addition Yeltsin center works in partnerships with Embassies Consultants 
that allows to organize exhibitions of something interesting for foreigners. Director of  Yeltsin 
Center’s museum is member of Head structure of European Museum Forum and has been awarded 
in this forum in 2017. Some meetings in the frames of global events are held in Yekaterinburg and 
they usually take place in the Yeltsin Center. For example the meeting of the International Expo 
Committee took place in freedom gallery in YC’s museum. The other example is the celebration of 
70 years of political diplomatic relations between China and Russia which took place the autumn of 
2018. So Yeltsin Center prepared a special tour to the museum with the lecture about Chinese track 
in the history of Russia. 
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To conduct the comparative analysis we chose the multifunctional cultural complexes located 
in Germany and Great Britain because, according to Global Business Travel Association’s data, those 
countries enter into top-5 leaders in the field of business travel [1]. At the same time, those countries 
have the longest and the most solid business traditions. The objects under analysis were 
multifunctional complex “The Crystal” in London and multifunctional complex “BMW Welt” in 
Munich. It is worth saying that even in the most developed European countries there is not much 
complexes of such the universal format as multifunctional complex possessing multiple MICE-
facilities. The abovementioned organizations are ones of the few representatives of such complexes 
in the European space.  

“The Crystal” positions itself as one of the world's most sustainable buildings. Siemens 
opened the Crystal in 2012 as a global hub for debate on sustainable living and development. Since 
opening, over 100,000 people each year have visited the interactive exhibition; thousands of meetings 
and events have been hosted in the sustainable events venue, and numerous major projects have been 
undertaken in the Siemens office on-site. It’s also important from the point of view of positioning 
that “The Crystal” is an all-electric building that uses solar power and a ground source heat pump to 
generate its own energy. It showcases state-of-the-art technologies to make buildings more efficient 
and also profiles Siemens’ Environmental Portfolio. The building incorporates rainwater harvesting, 
black water treatment, solar heating and automated building management systems. What is important 
from the point of view of PR, “The Crystal” is home to the world’s largest exhibition on the future of 
cities, the world’s most sustainable events venue, and office space for global engineering powerhouse 
Siemens. The building possesses such MICE-opportunities as flexible event spaces, auditoriums, 
meeting rooms, surroundings, business lounges etc.  

“BMW Welt” is a multi-purpose exhibition center by BMW AG located in Munich, Germany. 
It is located in close proximity to the BMW headquarters and the Olympic Park and is intended for 
the presentation of BMW products, distribution of BMW cars, conferences and forums. The complex 
also hosts the large international event – «The Future Forum by BMW». A solar power plant is located 
on the roof of the center. “BMW Welt” provides MICE-opportunities for the events from creative 
brainstorming sessions in smaller groups to large events with up to 1,000 attendees. It possesses such 
venues or other opportunities as auditorium, business center, business club, premium lounge, indoor 
and outdoor terrace, etc.  

It’s interesting that both complexes have quite similar marketing and PR strategies for 
promotion its MICE-opportunities. In general it’s also very similar to Yeltsin Center’s one, but there 
are some differences. First of all, both complexes position themselves through the topics of global 
significance – sustainable development, cities development, ecology issues, etc. They also attract 
international audiences through large international events specific for those complexes only. The 
other significant characteristics are that they clearly position themselves as the MICE-spaces with 
powerful technical equipment and propose the service of turnkey event organization. What is 
important – they declare this right on the main page of the website. In contrast to the Yeltsin Center 
that describes its MICE-opportunities rather briefly and dimly at the hidden in the bowels of the 
website page “For business partners”.  

Taking into account the experience of the foreign multifunctional cultural complexes, the 
following recommendations can be given to the Yeltsin Center.  

� To create the English-language page for the business partners dedicated to the promotion 
of the MICE-opportunities, as well as the English-language of the website and social network 
accounts in general; 

� To position itself more clearly as the MICE-opportunities provider in all communication 
channels, but especially at the website; 

� To additionally emphasize the Center’s technical capabilities, which is not yet sufficiently 
done; 

� To position itself not only through the figure of Boris Yeltsin and the legacy of the 90s, 
but more through the topics of global significance. This would increase the Center’s international 
significance; 



351 

� To host one specific or several relevant international events. 
 

Библиографический список 
1. Gallagher C. L. (2018). GBTA Forecasts Seven Percent Growth in Global Business 

Travel Spend, Potentially Signifying End to Era of Uncertainty. [Electronic resource]. Mode of 
access: https://www.gbta.org/blog/gbta-forecasts-seven-percent-growth-in-global-business-travel-
spend-potentially-signifying-end-to-era-of-uncertainty/ 07.04.2020 

2. Harlow R. F.  (1976). Building a Public Relations Definition. Public Relations Review. 
vol. 2, issue 4,  pp. 34-42. [Electronic resource]. Mode of access: https://doi.org/10.1016/S0363-
8111(76)80022-7 

3. ICCA Statistics Report: Country & City Rankings. Public abstract 2018. [Electronic 
resource]. Mode of access: https://www.iccaworld.org/searchsite.cfm?cx=0105128069 
86151457630%3A69yazfikppk&cof=FORID%3A11&ie=UTF&spgid=250&q=3.%09ICCA+Statist
ics+Report+2018 05.04.2020 

4. Krupnye mnogofunktsionalnye obshestvennye centry kak ob’ekt sistemnogo 
proektirovaniya [Large multifunctional public centers as a system design object]. Stroitelstvo, 2002, 
no.9, pp. 110-117. 

5. McCabe S. (2009). Marketing communications in tourism and hospitality: concepts, 
strategies and cases. Boston: Butterworth-Heinemann. 

6. Sarapkin  Y. Prishlo vremya MICE [It's time for MICE]. [Electronic resource]. Mode of 
access:http://www.conference.ru/articles/7/ 07.04.2020 

7. Swarbrooke J. & Horner S. (2001). Business Travel and Tourism. Oxford: Butterworth 
Hienemann. 

 
Ш. Мавиви, В. А. Франц  

СПЕЦИФИКА PR МНОГОФУНКЦИОНАЛЬНЫХ КУЛЬТУРНЫХ КОМПЛЕКСОВ: 
МЕЖДУНАРОДНЫЙ АСПЕКТ 

Аннотация 
В статье рассматривается специфика PR многофункциональных культурных комплексов 

как провайдеров MICE-возможностей. В эпоху глобализации услуги MICE как части более 
крупной сферы бизнес-туризма становятся все более востребованными, а сама сфера, 
соответственно, более конкурентной. В Екатеринбурге, как и в России в целом, формат 
многофункционального комплекса появился относительно недавно, и существует мало 
исследований относительно факторов конкурентоспособности таких комплексов, а также 
технологий и инструментов их продвижения в сфере MICE. Данный формат имеет ряд 
очевидных преимуществ, но также и недостатки по сравнению с другими типами MICE-
провайдеров, такими как специализированные бизнес-центры и отели. Именно поэтому 
авторы стремятся проанализировать и выявить основные драйверы конкурентоспособности 
многофункциональных культурных комплексов и эффективные инструменты их 
продвижения на международном и национальном уровнях. Рассматриваемые объекты – это 
Ельцин-центр в Екатеринбурге и его аналоги в Великобритании и Германии. Авторы 
утверждают, что PR является наиболее эффективным инструментом продвижения 
многофункциональных культурных комплексов, в том числе на международном уровне. 
Именно поэтому в своей статье они делают акцент на этом коммуникационном инструменте. 
Для решения поставленных задач используются методы кейс-анализа, сравнительного 
анализа, экспертного интервью. 

Ключевые слова: деловой туризм, MICE, многофункциональный культурный комплекс, 
связи с общественностью, международное продвижение. 

  


