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Annotation:  International  sporting
events such as the Summer or Winter Olympic
Games as well as World Championships such
as the FIFA World Cup are subject to the in-
creasingly intensified globalization process.
Moreover, they are often considered to be an
important economic, social and cultural pheno-
menon, particularly for host countries and ci-
ties. In this regard, international sporting
events may help to shape the image of host
destinations while taking into account its
individual characteristics [3].

At the same time, geo-branding is a to-
pical area of modern community marketing
management strategies and increasingly im-
portant for developing countries.

In fact, the image transfer of the sports
events is often based on differences in a po-
sitive or negative effect from the use of ath-
letes, sports teams, sports events, and someti-
mes sports infrastructure for the formation of
long-term interest to the host city, for the for-
mation and improvement of reputation and
image. The held mega sports events, as a rule,
does not form a full-fledged brand of the city,
but only lays the foundations in the form of
interest.

Keywords. Image, geo-branding, inter-
national sporting events, European Games in
2015, the Islamic Solidarity Games in 2017,
and the UEFA Europa League final in 2019,
the Formula 1 Azerbaijan Grand Prix.

Not surprisingly, several examples exist
where international sporting events were or
will be used to shape a host destination’s
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image. For instance, by hosting the XXII Sum-
mer Olympic Games in Moscow in 1980, the
former USSR tried to show how developed the
country is and tried to change its "bad
reputation/image” [1]. Likewise, Qatar’s
bidding documents for the 2022 FIFA World
Cup reveal that the country intends to radically
change its image by hosting this event. By
building stadiums with cooling systems, they
want to show the world that they are able to
host such an event despite having a desert cli-
mate with very hot, sunny and humid weather
conditions [2]. Similar efforts can be observed
in Azerbaijan which has already successfully
organized the first edition of the European
Games in 2015, the Islamic Solidarity Games
in 2017, and the UEFA Europa League final in
2019 and, annually since 2016, the Formula 1
Azerbaijan Grand Prix, among others.

According to Mohammadhadi Tavakkoli
notes that the image and reputation of the
country as an important factor in promoting
foreign economic and political projects, acce-
lerating the socio-economic development of
the country, and affecting the level and quality
of life of the population. A favorable city ima-
ge helps to attract investments, develop tou-
rism. Host city images can be seen as the
“currency of cultures”. International sporting
events have become a valuable form of the
cultural, political and economic face, particu-
larly in terms of their image effects. In other
words, a favorable image of the city gives the
country a chance to prove itself in the world
sports area.

This thesis will identify the most suc-
cessful factors, which were used in the organi-
zation of large scale sporting events and create
implementation for Azerbaijan case. Moreo-
ver, the thesis will analyze the communication
tools aimed to increase the financial income
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and will be shown the main tools that needed
for promoting international sports events of the
host city/country. Territory branding is more
often not a product of fundamental or applied
research, but is based on the practices of spe-
cific territories. Each territory should have a
sustainable development strategy based on the
uniqueness of its resources.

In this thesis, | will explore the content
characteristics of the category "brand territory
"and determine the factors affecting the com-
petitiveness of territories depending on the de-
mand of target groups consumers, to summa-
rize the existing conceptual approaches that
establish opportunities for research and cog-
nition of the content characteristics of territory
branding based on sports and event marketing,
to identify current problems, features, trends,
and prospects for the development of brands of
cities-organizers of international sports events.
In addition to scientific articles, reports and
available statistics, expert interviews will be
conducted. Experts will come from selected
amongst representatives of the organizing
committees of major sporting events (local and
international experts), the National Olympic

Committee Azerbaijan, the Ministry of Youth
and Sport as well as marketing expert.

REFERENCE

Egorov B. 10 facts about the ONLY USSR
Olympic Games in history (PHOTQOS).
Retrieved November 14, 2020, from
https://www.rbth.com/history/332449-10-
facts-about-only-olympics

FIFA (2018). 2022 FIFA World Cup™!(]
bid evaluation report: Qatar. Retrieved
November 16, 2020, from https://pdf4pro.
com/view/2022-fifa-world-cup-bid-
evaluation-report-gatar-545b9.html
Kaplanidou K., Vogt C. (2007). The
interrelationship between sport event and
destination image and sport tourists'
behaviours. Journal of Sport & Tourism,
12(3-4), 183-206.

Tavakkoli M. (2016). Impact of city ima-
ge, event fit, and word-of-mouth attempt
through the host city of an international
sporting event. American Journal of
Sports Science 4(6), 112-1109.

NEPEHOC UMHMIKA MEXIYHAPOJIHBIX CHOPTUBHBIX MEPOIIPUSAATHIA B
I'OPOJA-OPI'AHU3ATOPHI - BO3GMOKHOCTHU U OT'PAHUYEHMUSA ISl BAKY

I''M . I'am3aeBa

Aszepbatiocancxuii I'ocyoapcmeennuiil [ledacoeuueckuii Ynusepcumem

Kadenpa CriopTuBHOTO MEHEPKMEHTA U KOMMYHHKAITUH
gunel.hamzayeva2019@sport.edu.az

AnHoTanusi: MeXayHapoaHbie CIIOp-
TUBHBIC MEPONPHATHS, TAKHE KaK JICTHUE WJIU
suMHUE OJUMIIUHACKUE WTPBI, a TaKXKe YeM-
IMMOHATbl MHpA, TaKUC KaK YeMmmuoHat MHpa
o ¢yTOoITy, IOIBEpraroTcs Bece 00Jiee HHTEH-
CHBHOMY mpolieccy riodanusamnuu. Kpome To-
ro, OHM 9acTO PacCMATPUBAIOTCS KaK BajKHOE
SKOHOMUYECKOE, COIMAIBHOE U KYJIBTYPHOE
SBIIEHUE, OCOOCHHO ISl MPUHUMAIOIIUX CTpaH
U TOpOAOB. B 3TOH CBSI3M MEXIyHApOJHbIE
CIIOPTUBHBIE MEPOIPHUATHS MOTYT IOMOYb
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copMHpOBaTh MMM/K NMPUHUMAIOIIEH CcTpa-
HBl C Y4YETOM €€ WHIMBHIYaJbHBIX OCOOEH-
Hocreit [3].

B TO ke BpeMs TeoOpeHIWHT SBISETCS
aKTyaJbHOH 00JaCTbIO COBPEMEHHBIX CTpaTe-
TMid ynpaBieHHs OOIIECTBEHHBIM MapKETHH-
roM W TNpHoOpeTaeT Bce OoJbliee 3HAYCHHE
JUISL Pa3BUBAIOIIUXCS CTPaH.

dakTuuecky, nepepaya UMHIDKA CIOP-
THUBHBIX COOBITHI YacTO OCHOBBIBACTCS HA pa3-
JUYHUSIX B MOJOXKHUTEIBHOM WM OTPHUIATEIb-
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HOM 3¢ @deKxTe OT HCIOJIB30BAaHUSA CIOPTCME-
HOB, CIIOPTUBHBIX KOMaH]l, CHOPTUBHBIX MEPO-
NpUATHI, a WHOT/Ia W CHOPTUBHOM HH(pa-
CTPYKTYpBl i1 (POPMUPOBAHUS JOJITOCPOU-
HOTO HHTEpeca K NPUHUMAIOLIEMY TOpPOLY,
Ui (DOPMUPOBAHMS U YIYUIIEHUsS permyTaluu
n mumumka. [IpoBogumele Mera-cCiopTHBHBIE
MEpPOIPUATHSI, KaK MpaBWIIO, HE (QOPMHUPYIOT

MOJTHOLIGHHBIH OpeHN Tropoja, a JWIIb 3aK-
JaapIBaloT GyHIAMEHT B BUJIE HHTEpEca.

KuaroueBble ciaoBa: Hmuooic, ceo-open-
OuHe, MeNHCOYHAPOOHble CHOPMUBHbBLE MEpPO-
npuamus, Eeponetickue uepvr 6 2015 200y,
Hepwr ucnamcroii conuoaprocmu 6 2017 200y,
Gunan Jlueu Esponvt YEDA 6 2019 200y,
I'pan-Ilpu Azepoaiioncana Dopmynsi-1.

BEYNOLXALQ iDMAN TODBIRLORININ EVSAHIBLIYINDON SOHORLORO
IMICIN OTURULM®OSi - BAKI UCUN IMKANLAR VO MOHDUDiYYOTLOR

G.M. Homzayeva
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Annotasiya: Yay Vo Qis Olimpiya
Oyunlar1 kimi beynalxalg idman tadbirlori,
elaca do futbol tizra Diinya Cempionati va di-
gor idman novlori lizro diinya ¢empionatlari
getdikco daha intensiv qgloballasma prosesina
moruz galir. Bundan olava, onlar xiisusilo ev
sahibi olkalor vo soharlor tiglin mithiim iqtisa-
di, sosial vo madoni bir hadiso kimi nozardon
kegirilir. Bu baximdan, beynoalxalg idman tad-
birlorinin ev sahibi 6lkalorin fordi xiisusiy-
yatlarini nazors alaraq imicini formalagdirma-
ga komok edo bilar [3].

Eyni zamanda, geobrending ictimai mar-
ketingin idars edilmosinin miiasir strategiyala-
rinin aktual sahasidir vo inkisaf etmokdo olan
Olkolor tglin getdikco daha ¢ox oshomiyyat
kash edir.
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Oslinds, idman todbirlarinds imicin 6tii-
riilmasi tez-tez idmangilarin, idman komanda-
larinin, idman tadbirlarinin, bazan isa idman
infrastrukturunun gabul edan sahars uzunmiid-
datli maragin formalagmasi, niifuzunun va imi-
cinin yaxsilagdirilmasi {igiin istifads edilmasin-
don miisbat vo ya monfi tosirds olan farglora
asaslanir. Kegirilon mega idman todbirlori, bir
qayda olaraq, sohorin tam brendini formalas-
dirmur, sadaca, maraq soklinds biinévrasini go-

yur.

Acar sézlor: Imic, geobrending, beynal-
xalg idman tadbirlori, 2015-ci ildo Avropa
Oyunlari, 2017-ci ilda Islam Homrayliyi Oyun-
lari, 2019-cu ildo UEFA Avropa Ligasinin
final, Formula-1 Azarbaycan Qran-Prisi.
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