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The tourism industry is one of the most profitable branches in the world. 

This sector provides 292 mln working places. Now it accounts 1 to 10 jobs in 

the global market of workforce [1]. By 2027 Travel & Tourism is expected to 

support more than 380 mln working places globally. It equates 1 to 9 from all 

working places in the world and this sector is expected to contribute around 

23% of total global net job creation over the next decade. Meanwhile, total 

Travel & Tourism GDP is expected to account for 11.4% of global GDP and 

global visitor exports are expected to account for 7.1% of total global exports 

[2]. 

Why the tourism industry is so profitable? Because tourism activity helps 

people to satisfy one of the basic people’s needs – to take information about 

their and other countries, get acquainted with cultural traditions, see the sights 

and simple curiosity. Naturally, one of the most important moments of any 

activity is getting emotions. Only an event can give an unrepeatable emotion 

comparing with traditional tourism.  

The event is unique. It can be one of the attractions of tourist destination, 

moreover, it can make an impact on economic situation in a region and it can be 

promotional tool for image of location. For example, the results of the Edinburgh 

Festivals 2015 Impact Study show that the Edinburgh Festivals make a 



significant contribution to the quality of life, international reputation and 

economic vitality of Edinburgh and Scotland, and continue to be Scotland’s 

world-leading cultural brands [2]. After events the economic impact was 

measured at GBP 280 mln in Edinburgh and GBP 313 mln in Scotland, 

representing 19% and 24% increase reported in 2010. They support 5 660 new 

FTE jobs in Edinburgh and 6 021 in Scotland compared to 5 047 and 4 757 

respectively in 2010 [2].  

Ukraine has a range of advantages: geographical position, flexible 

mentality. Firstly, Ukraine is located in a very good geopolitical zone. It is the 

crossroads where the West meets the East. Thus, Ukraine has a cultural 

potential as a result of natural historical development. Secondly, Ukrainians 

have very flexible mentality, thinking as a nation of two civilizations, using 

rationalism and individualism of the West on one hand, and traditionalism and 

conservatism of the East on the other. So Ukraine has all preconditions to 

create such a tourism product which would be interesting for consumer from 

other countries. Such an interesting and universal product is event tourism.  

The sport mega event in Ukraine Euro-2012 has contributed to the 

development of positive world image of Ukraine. In particular, Kharkiv received 

direct investment from fans about 11 mln euros. Each fan left at least 100 

euros, totaling 110 thnd [3]. But nowadays situation in the East affects badly on 

the image of Ukraine. According to 2012-2013 research Country brand index 

Ukraine was on the 98 place and on the 74 according to 2014-2015 research 

[4]. Future brand publishes the Country Brand Index every year, which includes 

an overall ranking 75 countries and rankings by dimension; Future Brand 

collects quantitative and qualitative data from approximately 2,500 opinion-

formers and frequent international business or leisure travelers in 17 countries.  

So what is brand? What is event? And what is event tourism? 

Encyclopedia of modern Ukraine [5] defines brand as conscious 

associations and emotions that arise in a person’s perception of a certain word 

or image, form their habits and lifestyle. The brand is an intangible asset which 

is valued by consumers; the category of social psychology, the insignificant 

amount of goods’ attributes, the help of which consumers have positive 

associations and distinguish it among competitors, namely goods, his name, 

character, manufacturer, characteristic, packaging, advantages, implies the 

presence of a corporate one culture [6]. 



An event is a set of phenomena that attracts their ambiguity, importance 

to a particular society or humanity as a whole, for small groups or individual 

individuals [7]. According to D. Getz, events are important motivators of tourism. 

Planned events are spatial-temporal phenomenon. It is unique because of 

interactions among the setting, people and management systems, including 

design elements and the programs [8]. 

Event tourism is a selective choice of tourist destination to participate in a 

selected event [9]. The event tourism includes such types of tourism as cultural 

tourism, sport tourism, business and scientific tourism. Scientific tourism is very 

attractive part of tourism. 

The scientific attainment of the country can be heritage for all over the 

world. The most strength country in the world carries out about high level 

science and education. The follow classic scheme of development science is 

fundamental research – applier research and experimental working out – the 

simples of new materials and technologies – to applicate these simples in 

production. Despite off und a mental research has identification of specific type 

of the sports – «blue sky research» [10]. So civilization countries have 

competitive in a number of received knowledge. It is very extremely important 

for potential development and image of any country. 

We can develop science through integration with other country. The best 

way to solve these tasks is science conference in our country. Any conference 

needs financing. To reach this purpose we can organize special tour – 

excursion to a scientific laboratory, institutes and universities. For example, 

microcosm is a museum of particle physics, located at CERN [11]. Facilities at 

CERN open to the public and scientists. European Organization for Nuclear 

Research is known as CERN, the world's largest particle physics laboratory, 

which is situated in the northwest suburbs of Geneva on the French-Swiss 

border. There are 49 research institutes, 657 higher educational establishments 

(six Ukrainian universities were included in the rating of 1000 best universities 

of the world according to the QS version), more than 400 museums in Ukraine 

[12,13].  

To conclude, it is possible to create one of the possible event brands in 

Ukraine as «Ukraine is the country of science».  
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