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Abstract: The paper presents theoretical and practical aspects of im-
pact of arts on brand development of touristic destination on global 
market. The paper will analyze both theoretical and practical aspects 
of experience marketing of art's events on brand development of tour-
istic destination. In empirical research the paper will present result 
about segmentation of target groups of tourists whose choose touristic 
destination on the base of cultural and art's events, as well as, their 
satisfaction with arts events, exhibitions, concerts, theatre's events, 
literature's event in the time when they were in chosen destination. 
Media which write about culture and art's events have impact on des-
tination branding. Social media, by blog, vlog, post, have impact on 
development of destination brand.   
Key words: Tourism, Culture, Arts, Media Communication, Mar-
keting Strategies 
 
Apstrakt: Rad predstavlja teorijski i praktični aspekt uticaja 
umetnosti i medija na razvoj turističke destinacije, kao brenda, na 
globalnom tržištu. U radu je analiziran teorijski i praktični aspekt is-
kustvenog marketinga u umetničkim događajima koji utiču na razvoj 
turističke destinacije, kao brenda. U istraživačkom delu rada pred-
stavljeni su rezultati segmentacije ciljnih grupa turista koji biraju 
turističku destinaciju na bazi kulturnih i umetničkih događaja, kao i 
na osnovu njihovog zadovoljstva umetničkim događajima, izložbama, 
koncertima, pozorišnim predstavama, literarnim događajima, tokom 
njhovog boravka u izabranoj destinaciji. Rezultati istraživanja zado-
voljstva turista biće korisni za dalja istraživanja razvoja turističke 
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destinacije, kao brenda. Rad predstavlja i uticaj pisanja medija na 
razvoj brenda turističke destinacije. Mediji koji prate kulturne i 
umetničke događaje utiču na brendiranje turističke destinacije. Soci-
jalne mreže, putem blogova, vlogova, postova, utiču na brendiranje 
turističke destinacije.  
Ključne reči: Turizam, kultura, umetnost, medijske komunikacije, 
marketing strategije 

 
 

1. Introduction 
The subject of paper is theoretical and practical approach in develop-

ment of destination brand by culture, art's and media. Experience marketing 
in tourism is new field of marketing research in academic institutions and sci-
entific marketing associations. The goal of the paper is to develop touristic 
destination as brand, based on culture, arts and media. Specific goal of the 
paper is to enlighten strategies of experience marketing in destination brand-
ing, based on arts and media.  
 

The paper gives overview of all experience marketing approach, expe-
riental marketing tools, holistic marketing elements, internal marketing, inte-
grated marketing, social responsible marketing and relationship marketing in 
tourism. Key hypothesis of the paper is that implementation of holistic mar-
keting strategies in development of destination brand on global market place, 
based on culture and arts, is modern platform for development economy of 
one country. Good examples of implementation of culture and arts in devel-
opment of brand destination on global market place is present in the paper. 
The paper present examples of exhibitons of Vincent van Gogh, Leonardo da 
Vinci as good implementation of marketing strategies in development of des-
tination brand of the European cities. 
 

2. Experience marketing, experiantal tools and holistic marketing 
approach in development of tourism, based on arts 

Artistic projects have impact on development of tourism in one city. 
History facts prove that arts develop visits of tourists. Modern society needs 
cultural and arts content when they visit some city. (Janičić, 2018) 

Holistic marketing approach has challenge in improving planning pro-
cess of tourism. All parts of holistic marketing approaches are important, in-
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ternal marketing, integrated marketing, relationship marketing and social re-
sponsible marketing. Internal marketing strategies improve touristic organiza-
tional structures and communications with team workers. Strategies of inte-
grated marketing improve consistent of touristic services storytelling. Social 
responsible approach is base for every touristic services. Strategies of relation-
ship marketing make platforms for clear and direct communications with tar-
get audiences of touristic services. In all these ways holistic marketing ap-
proach is base platform for realization of development of tourism. (Kotler, 
2017) 

Holistic marketing approach has integrated marketing communication 
with target audiences of touristic services, which present opportunities for 
research needs and wants of tourists. It is very important that integrated mar-
keting communications have consistent storytelling with target audiences of 
touristic services. (Pelsmacker, 2007) 

Strategies of relationship marketing develop and improve communica-
tions between touristic institutions and their target groups. Social responsible 
approach gives platform for development of tourism, as well as, purpose and 
message to target groups. Strategies of relationship marketing have specific 
impact in leading of touristic development. They give opportunities of interac-
tive communications with public, through traditional ways of communication 
and modern, social media. Two way communications give opportunities for 
listening of wants and needs of public, that shows ways for furture touristic 
development. (Kotler, 2008) 

The experiences are regarded as key concepts in marketing today, 
there are different views and interpretations about the content of terms. There 
are two connected concept of experience and experiential marketing. Based on 
the literature review the authors found that experience marketing is a strategic 
and a broader term than experiential marketing. Definition of experience mar-
keting is that it is a strategic and holistic marketing of relevant and meaning-
ful experiences, and experiential marketing as a tactical tool that helps to do 
marketing experientially. (Experience Marketing Association) 

A consumers create meaning to all perceives. Experience represents a 
meaningful relationship between a person's perceptional activity and a life 
situation, and is of particular significance to the person. (Perttula 2007) When 
the customer experiences something to be important, this forms of life situa-
tions consisting of everything is in meaningful relationship (Leppiman, Same 



  
MEDIJSKI  DIJALOZI  № 36, Vol. 13 

 8 

2011). Experiences are formed out of these relationships and life situations. 
Fortezza and Pencarelli (2011) call it “packaging moments of life”. 
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Figure 1: The difference between experience and experiential marketing 

(Source: adaption of Leppiman, Same 2011) 
 

Experiential marketing is a marketing technique that creates experi-
ences between brands and consumers. Experiential campaigns use an activa-
tion (for example product sampling, immersive experiences, stunts, events, 
etc.) to bring brands to life and interact directly with the target audience. 
(American Marketing Association) 

3. Good examples of impact of culture and arts on development of 
destination brand 

The good example of implementation of development of tourism, 
based on arts is world exhibition about work and life of Vincent van Gogh, 
named "Loving Vincent". Exhibition has shown in the European cities, Lon-
don, Paris, Rome, Athens. Tourists come to visit exhibition and enjoy in cities. 
That artistic events improve tourism in cities where exhibition took place.  

Tourists had opportunity to enjoy in touristic services in cities, as well 
as, to enjoy in exhibition. Visitors had opportunities to introduce work, life 
and thoughts of Vincent van Gogh. Specially touchable was room where he 
lived and work. The room was installed, just as real room, and visitors made 
pictures behind room. On down floor was multimedia story about Vincent's 
life and work. People could sit on the floor and look multimedia, animated 
movie. After projection, visitors could write comment in the yellow book in 
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gallery, or online, on web site of exhibition, on Instagram, Facebook or Twitter 
pages. The comment was that visitors see beloved artist's work, but also intro-
duced some biographical moments of his life. (Janičić, 2017)  

The exhibition had attention of media, televisions, radio stations, as 
well as, social media. The exhibition bring artistic experience to visitors, who 
felt work and life of Vincent van Gogh. Touristic visits in the cities, that host 
exhibition, was doubled. It is prove that cultural and art's events impact on 
development of tourism on global market place. 
 

 
 

 
Figure 2: World's exhibition "Loving Vincent" (source: theguardian.com) 

 
Good example of implementation of experience marketing of arts in 

development of tourism in European cities is exhibition "Leonardo da Vinci - 
500 years of genius. The exhibition was present in London, Rome, Venice, Par-
is and Athens. In that time many tourists came to chosen city to enjoy in life of 
city and visit exhibition. 

The exhibition gave whole view of Leonardo da Vinci work, life and 
thoughts. The first room presented Leonardo's machine works. Second room 
presented Leonardo's medical research of human body. Third room presented 
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different views on Leonardo's favorite paintings "Mona Lisa". Families with 
children, young people, middle age people and retired people was visitors. 
They enjoyed in look on Leonardo's paintings. Special room presented Leo-
nardo's painting "Secret dinner". In middle of exhibition was room where was 
presented multimedia artist's work, with his philosophical thoughts, such as 
"Nothing can be loved or hated unless it is first understood", "In time and with 
water, everything changes", "Water is the driving force in nature". Comments 
on social media was that exhibition is brilliant as Leonardo da Vinci deserve. 
Specially young people was interested on his work, thoughts and life. Many 
young tourists come to London, Paris, Rome and Athens. Whole exhibition 
was sophisticate, and, also, strong experience, according to visitors comments, 
what inspired tourists around world to come and visit exhibition. 

 

 
 

 
Figure 3: World exhibition "500 years of genius" (source: whyathens.com) 

 
Author of this paper had opportunity to make focus group with touris-

tic managers in touristic organization of Athens. Managers of this organiza-
tion conclude that culture and arts have impact on development of tourism in 
Athens, especially tourists want to see Acropolis museum, National museum, 
Museum of Cycladic Arts, Modern Museum, as well as, Olympic stadion, Na-
tional Greek Theatre. They emphasized that all aspects of holistic marketing 
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approach is important, internal marketing, integrated marketing, relationship 
marketing, based on social responsible approach in development of tourism, 
based on culture and arts. Interesting is that they enlighten role of care about 
tourists, in the way that people, visitors feel that touristic institutions and or-
ganizations, hotels, hostels, restaurants, cafe bars, as well as, cultural and art's 
institutions care about them and their experience. All these institutions touris-
tic and artistic care about history, tradition, and in that way give brilliant ex-
perience to tourists. They emphasize that in implementation of marketing in 
development of tourism, based on arts and culture, it is important to be pas-
sionate about tourism, be kind in hospitality of tourists, respectful and sophis-
ticate with tourists. 
 

4. Media in development of destination brand 
Media contents about tourism, culture and art's events have impact on 

development of destination brand. Members of focus group, maagers of tour-
istic destination, Athens, emphasized that it is imortant that offline and online 
media write in good way about society, people, hospitality, nature, culture, 
history, arts in Greece. Every year people come to Athens to visit historical 
places, to visit National Greek Theatre, as well as, galerries. Media in Greece 
enlighted mythology aspects of Greek history, arts and culture. People on so-
cial media share pictures of Athens and their experiences. Tourists write 
comments on social media, like Facebook, Twitter, expecially Instagram about 
their visit to Athens. On the other side, managers of touristic organizations, 
emphasized that it is important to open Instagram profile of touristic organi-
zations whose call tourists to send their pictures, as well as, managers call art-
ists, photogrphers, painters to send their works, so all pages are focus on city 
of Athens. This city has slogan "Our Athens is your Athens!", as well as, "Live 
your myth!" All these content send message that Athens is historical, artistical 
city with kind people, with good hospitality. 
 

5. Conclusion 
Theoretical analysis, comparative analysis, examples from practice and 

focus group with managers in touristic organizations about implementation of 
culture and arts in development of tourism and destination brand, give con-
clusion that it is necessary to innovate marketing strategies in the field of tour-
ism and branding od touristic destination. Touristic managers emphasize that 
in implementation of marketing in tourism, it is important to be passionate 
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about hospitality, respectful and sophisticate and include culture and arts in 
development of touristic offers of one city. It is interesting that they enlighten 
role of care about tourists, in the way that tourists, visitors feel that touristic 
managers and art's institutions care about them and their experience. Media 
contents about tourism, culture and art's events have impact on development 
of destination brand. Social media gives opportunities to share experience 
about destination, to write comments and create groups to describe beloved 
destination brand. Media have role to improve destination as brand. It is 
known that tourists love cities, sich as, New York, London, Paris, Athens, Bar-
celona.  

Specialized journals for tourism write about touristical important facts, 
but it is, also, important that daily newspaper write about ordinary touristic 
informations, cultural and art's events, about lifestyle of local people, tradi-
tion, music, history. It is very interesting that even movies impact on devel-
opment of destination brand. Literature have impact on destination brand, by 
located storied on some city, describing flow of book in that city. Social media 
have the most important impact, because many vlogers have stories about 
experience in some city. They describe experiences, feeling, gastronomy, histo-
ry, culture and arts of some city. Sinergia of all these elements impact on de-
velopment of destination brand. 
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