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THE ROLE OF MUSIC FESTIVALS IN SHAPING THE IMAGE OF 

DESTINATIONS BY USING GEOGRAPHICAL NAMES - ON THE 

EXAMPLE OF THE SZEGED YOUTH DAY 

 

Dorottya SÜLI75, Viktor PÁL76  

University of Szeged, Hungary 

 

Abstract: Nowadays, the branding of settlements is becoming more and more important. In the tourism 
market, we can observe intensifying competition to attract potential tourists, as a result, the tools by which 
participation in the supply market can be maintained or improved are becoming increasingly important for 
destinations. This tool can be the formation of the image of the settlement, its connection with tourism products 
and its transformation into an experience related to uniqueness. The success of a settlement can be influenced if it 
becomes known, unique and it can create a positive image for itself with the help of a tourism product or a well-
established brand. If a settlement name functions as a brand name, and a tourism product uses the base of the 
settlement's reputation, geographical ties can help to retrieve information and assign it to different attitudes. 
Incorporating geographical elements into a brand name can be part of a marketing policy, and different festivals 
represent a well-identified brand on which some destinations can build a more competitive image.  

The aim of the research was to examine the impact of the inclusion of a geographical name in the 
branding of a tourism product, such as a festival, for the settlement, with special regard to the role played by the 
event in shaping the image of the settlement. To examine the questions, we conducted interviews with the key 
players involved, among the actors shaping the image of the settlement, the organizers of the festivals, and the 
actors involved in the tourism process. 

The results support that image building for festivals may be workable due to the uniqueness of these 
tourism products, however, it is not enough to display the name of the settlement in the name of the festival, it is 
also important to display it during the tourism presentation of the city. The importance of the geographical location 
can be established, in the case of SZIN, the location, the Tisza and the proximity to city center can give a unique 
triple attraction and experience to the festival visitors, by which a strong connection can be formed between the 
city and the event. 

Keywords: image-enhancing effect, music festival, place marketing, branding with geographical name 

 

 

Introduction 

Tourist destinations can also be understood as specific market products, which are 

competitive if they can “sell” the place to as many tourists as possible. Nowadays, the success 

of place marketing depends on the image they create and communicate, and the tool of city 

marketing is not the city itself, but the image of the city. The decision-makers of the locality 

play a major role in shaping this image, they use the practice of place branding to position 

themselves in the supply market and to build a strong, unique image, distinguishing it from its 
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competitors and placing it in the minds of potential consumers. Naming a product from a 

geographical area can play an important role in branding strategies, since the geographical 

name, as a central element in the recall of space, allows identification and can retrieve the 

information, which has already been formed. There are several cases where a place shaped its 

image based on a festival, because they represent a well-identifiable brand, on which some 

destinations can build a more competitive image and they can also contribute to increasing 

awareness by stimulating the cultural offer of the settlement. 

The aim of the research was to examine the impact of the inclusion of a geographical 

name in the branding of a tourism product, such as a festival, with special regard to the role 

played by the event in shaping the image of the settlement. The goal was to explore the different 

mechanisms between the event and the destination, as a weak relationship can cause negative 

branding and negative image transfer. To examine the questions, it was necessary to find the 

key actors involved, so we conducted interviews with the city management, the organizers of 

the festivals, and the actors involved in the tourism process of the settlement. 

 

Literature review - the role of image in settlement marketing 

The concept of destination image has been applied in tourism research since the 1970s. 

These studies on the one hand examine the image of a destination as a supply-side image, which 

promotes, develops, and communicates the message of the destination to attract tourists. On the 

other hand, they are analyzed as perceived images from the consumers which can be used in 

their travel-related decision-making process (Castro et. al., 2007). Third, the studies examine 

the changes in destinations, in their identities, which emphasize the meaning and role of space 

and spatial representations (Jarkko, 2004). These tourist localities are the products of the 

interaction of the “supply and demand” structure in the tourism system and the combination of 

social, economic, and political processes and practices in each space (Framke, 2002). Social 

practices and actions are also part of the construction of destinations in the field of marketing 

and place promotion (Ateljevic & Doorne, 2002). The socially constructed meaning of a 

destination is its culture and its tourist attractions, which present the locality in a tourist context 

(Framke, 2002). In tourism, destinations and related attractions are places of representation, 

which define their identity and create meaning for places, cultures, attractions, and activities 

(Jarkko, 2004). Destinations are consumption points, which include experiences that are 

eventually sold by local marketing agencies in a competitive market. Destination marketing is 

about designing a place, selecting, and developing attributes, besides positioning the destination 

as a strong brand. These marketing efforts include creating and promoting attractive destination 
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images based on local resource elements to increase distinctiveness and competitiveness (Maria 

et. al., 2008). The destination image can be used as a mental short-cut to evaluate information 

in the decision-making process (Erdinc & Rami, 2012), and the actors of the locality play a key 

role shaping this image, who are engaged in marketing activities, branding. If they can identify 

potential tourists and their expectations well, the more effective the marketing will be. 

In recent decades, the globalization operated by neoliberal economic policy has changed 

the role of branding (Holt, 2006), which has also become perceptible in urban branding. In the 

postmodern world, the success of place marketing and the success of destination depends on 

how they create and communicate the image or the brand of the city (Kavaratzis, 2004), which 

plays a major role in shaping the future of the locality and it has an impact on consumer behavior 

(Nagy, 2015; Sung-Eun et. al., 2017). As most tourists have limited knowledge of unexplored 

destinations, settlements with a strong, positive, and recognizable image are more likely to be 

chosen. Conscious development of the destination image can help the localities in a more 

efficient positioning for the optimal consumer decision (Trošt et. al., 2012). Destinations must 

make the settlement brand unique and distinguishable from other competitors, as positioning is 

a competitive advantage and a promise of value (Nagy, 2015). The geographical name, as a 

central element of the recall of the space, enables identification, so it may be appropriate for 

the branding of the tourism products of the settlement (Kozma, 2000). Geographical 

connections can help to evoke tourists’ information, for example, the name of a settlement can 

help to evoke all the imaginations whose antecedents have already been formed. For example, 

based on travel experiences or knowledge conveyed by different media platforms the elements 

of space can be more easily linked to the information recorded by geographical names (Del 

Casino & Hanna, 2000). The attractions and events that use the names of the settlements can 

induce emotions and thoughts in many people and if the brand is uniquely linked to the 

destination it can strengthen the emotional connection between the visitor and the locality and 

reduce the perceived risk (Trošt et. al., 2012). The branding of the settlement can be done in 

several ways, emphasizing, for example, the natural or built environment, the city's educational 

and health infrastructure, the economic performance, or even cultural events, and festivals 

(Jakab, 2016). 

A relatively new strategy in destination activities is to use events in brand building, as 

events can be used to strengthen the destination brand identity. This may be indicated by the 

co-brand name, which describes the practice of pairing the brand of the event with the brand of 

the destination, so the characteristics of the brand of the event can be transferred to the brand 

of the locality and vice versa (Trošt et. al., 2012). There is a reciprocal connection between the 
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settlement and the festivals, as the framework for the organization of the event is provided by 

the institutions and service providers of the destination, however, the festival also has a 

repercussion on the settlement, in shaping its image (Kundi, 2012). If the cooperation between 

the event and the destination is close enough, the so-called image transfer is displayed, so, in 

the optimal case, positive experiences related to the festival can also become an advantage of 

the destination (Oklobdžija, 2015). Many music festivals incorporate the name of the locality 

into the name of the festival to be more attached to the destination. Many countries have used 

music festivals to gain legitimacy and fame, highlight their achievements, support tourism, or 

make the country accessible to global influences, and this process can be transferred to the 

municipal level. The music festival can be the “engine” that lays the real reason for a potential 

tourist to visit a destination, because through high media coverage, they can attract the attention 

of a wide audience and become distinctive for the environment of the settlement (Oklobdžija, 

2015). 

 

Methods 

In the course of the research, we used a qualitative method, in this case semi-structured 

interviews, to answer the research questions. Exploring the relationship between music festivals 

which are using the name of settlements and the image of the destination, as well as 

understanding the different mechanisms between the event and its location, required a method 

which provided an opportunity to explain the issue in more detail. The aim of the research was 

to examine the impact of the inclusion of a geographical name in the branding of a tourism 

product (Szeged Youth Days) for the settlement, with special regard to the event’s role in 

shaping the image of the destination.  In order to examine the questions, it was necessary to find 

the key actors involved, so we conducted interviews primarily with the actors shaping the image 

of the settlement, the organizers of the festival, and the actors involved in the tourism process 

of the settlement, then we used the snowball method - using the network of contacts of the 

interviewees - to further expand the number of interviewees. The interviews were conducted 

between September 2020 and January 2021. During this time interval, a total of 9 interviews 

were conducted. In addition to our notes, we also used a dictaphone to record the interviews, 

which allowed us to rewrite the text, which we analyzed according to preliminary aspects. 

 

Results 

First, it is necessary to explore the tourist image of the settlement in order to examine 

and interpret the role of festivals in the image of the destination, for which we learned the 
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opinions of different interview partners. The interviewees agreed that Szeged is a youthful, 

constantly vibrant city with a good atmosphere, which is due to the diverse program offer and 

available services (Figure 1). In their opinion, the external perception of the city is positive in 

terms of tourism, which is supported by the opinions that the actors of the city management 

receive as tourist feedback. The tourist offer of the city is colorful, the main images are the 

slogan (“the city of sunlight”), the Szeged Open-Air Festival as a tourist brand and the Dóm. 

One of the interviewees emphasized that “…summer events are still predominant in the tourist 

image of Szeged…” (SZ5, man, city management), thus, Szeged appears in many places as the 

city of summer festivals, and this image is mainly related to the Szeged Open-Air Festival and 

the Szeged Youth Days (SZIN). 

 

Figure 1. Szeged's tourist image elements 
(edited by autohors, based on interviews 2020) 

 

According to one interviewee, “…I don’t think it shows up in as many places as it 

could… who does not seek these, won't find them.” (SZ3, woman, tour guide). Therefore, it can 

be said, that it is not clear to a potential tourist what the tourist image of Szeged is, and that 

there is no unified image yet, but it was mentioned that “…the increasingly serious goal of the 

city is to have a unified image of Szeged's tourism, Szeged's urban institutions and companies, 

and there is a very serious initiative and will for that…” (SZ7, woman, tourism service 

provider). Some tourism providers said that the slogan of the city of sunlight is not enough to 

attract tourists, it is not unique, in his opinion, programs can be alluring much earlier, which 

diverse program offer was also highlighted by multiple interviewees. Thus, we assessed the role 

of various events and festivals in the tourist image of the settlement, as the image can also be 

built on events. Festivals are products that can make destinations distinctive but require funding. 

If there are no resources for marketing tasks and activities, this cannot be achieved. 

According to the interviewees, there are many people who come to Szeged for various 

events (e.g., Wine Festival, Szeged Open-Air Festival, SZIN), which all play an important role 

in the tourism of the city, as “…the name of the city rotates in connection with the events…” 

(SZ1, man, city management). The complexity of the city, the different locations and 
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infrastructure of the settlement contribute to the fact that these events play a significant role in 

the tourist image, "…here it is necessary to sit under the shady plane trees in a historic city…the 

special attraction of SZIN is that it is integrated with a campsite on the bank of the Tisza… for 

whatever reason someone comes to visit, always gets something else too” (SZ1, man, city 

management). A local service provider has a similar view, he said that if tourists visit the town 

for a festival, they will get a part a from Szeged, which has a great influence on tourism. The 

respondents all emphasized that event and festival tourism is one of the cornerstones of Szeged, 

they play a key role in the tourism image, as “…the larger festivals in Szeged offer a series of 

programs announced and recognized at the national level, which attracts both returning and 

new guests every year…” (SZ6, man, tourist service provider). The local tour guide said that 

Szeged is a bustling, university town, with a lot of young people, it can be also connected to the 

image that it is a festival city, which was also formulated by the city management, “… Szeged 

is the city of festivals…” (SZ1, man, city management). However, despite the importance of 

events, there is no related concept, coordination, and branding, “…I think that there would be 

serious reserves from the side of festival coordination…it is worth grasping this issue, 

examining it thoroughly…” (SZ5, man, city management). The lack of coordination can be 

attributed to the fact that the events have many types of organizers and they have different target 

groups, for example, music festivals are characterized by a more limited target group. Thus, the 

question arises, what role can play a music festival (in terms of research the SZIN) in the 

tourism image. 

The experts of the city management said that this music festival does not necessarily 

have an impact on the tourism of the Szeged but is more important in terms of image, “…it may 

contribute more to the image of the city, especially among young people, or be more important 

in image building than in specific tourism revenue…” (SZ1, man, city management). Based on 

the opinions, this event can strengthen the vibrant cityscape, and provides an opportunity to 

shape a younger, fresher image. The festival organizers also want to build the image of the city 

with the festival, as Szeged, as the “city of sunshine”, provides an ideal location for the festival. 

They said that an incomparable and special atmosphere and attraction is that during the festival 

you can sit at the venue on the banks of the Tisza, you can see the setting sun in the background 

with the Dóm and the Móra Ferenc Museum, so in their opinion “…SZIN itself is decisive in 

the life of the city, thus in terms of the city's marketing…” (SZ4, man, festival organizer). This 

is because the festival venue is located almost in the city center, which generates familiarity 

with the city. “…Festival visitors may have some impression upon arrival as they encounter 

the beauty of the city, its cultural and tourist offer…we organize a number of tourism programs 
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that help our guests, the guests of SZIN, not only to be festival visitors, but also city visitors…” 

(SZ8, woman, festival organizer). We get a different opinion from the tourism expert as well as 

from the tourism service providers’ side, in their view, not many initiatives have been launched 

by festival organizers to engage festival guests in the city’s tourism. 

Based on all the opinions expressed, the festival could be included in the tourist image 

of the settlement and fit nicely with the other image elements, and the main point of image 

transfer could be the Tisza and its surroundings, as it is a strong emotional factor that gives the 

festival visitors a feeling of freedom and calm. Besides, it plays a major role in building the 

image of Szeged, it can also contribute to the reputation of the settlement. Festival organizers 

consciously use the Szeged adjective and believe that “…Szeged is a well-known settlement in 

the country, but even if the younger ones didn't know it, they also close the city to their hearts 

in connection with the festival. Many people mention the festival when they hear the name of 

the city…” (SZ8, woman, festival organizer). According to the city management and the 

tourism expert, additional elements (e.g., festival anthem) born in connection with the festival, 

on which basis the settlement and the festival can be connected. In their view, a significant 

proportion of visitors themselves engage in very good tourism marketing activities, if they leave 

with pleasant memories. The interview partners agreed that the festival and the related 

promotional activities can promote the city and make known to the public, as well as a new 

layer, less targeted by another festival in Szeged, can get to know the city. However, to connect 

the settlement and the festival in advance and to establish the image transfer before the visit, it 

is important that the event appears during the tourist presentation of the settlement. Thus, we 

examined how the festival appears in Szeged's tourism promotional materials, according to the 

interviewees. 

The actors who are responsible for the tourist presentation of Szeged said that they try 

to display the festival on various surfaces in time. During online campaigns, it is displayed on 

the tourist community pages of the town, although they added that in recent years, they have 

only done it when they already know specific information (e.g., performers). The image-related 

part of the festival is rather communicated on national surfaces, as an opportunity among the 

other attractions and events. In addition, the city management said that the event is included on 

the settlement's website and in various city publications, such as the Szeged Mirror. The festival 

organizers added the information that when the Tourinform office or the university made a 

presentation film, they asked for the right to display the SZIN as an attractive point in the city. 

It was said that Szeged also play a role in the presentation of the festival, some iconic venues 

(e.g., Dóm, Tisza) appear in the promotional materials, but mostly indirectly, they hide things 
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in the communication that are typical or can be connected to Szeged. According to the 

organizers, “…it is absolutely important that tourists and future festival visitors get to know the 

sights, atmosphere, kindness, and tourist attraction of the city…” (SZ8, woman, festival 

organization). According to the opinion of the tourism service providers, the festival appears at 

the level of mention during the presentation of the settlement, but either they could not give an 

example of where, or they think it does not show up as much as it could, for example, they 

haven’t seen it on Tourinform’s pages. There was a service provider who was more concerned 

with promoting the festival for their guests on their own social media platforms and in the 

package offers created for the festival. According to the city management, more could be done 

to give the festival more space in national newspapers and advertisements, but it is very 

expensive to buy these ads. Nevertheless, social media is a cheaper option, so it would be 

worthwhile to exploit its potential, as the generation of festival audiences make extensive use 

of social media, so it would be worthwhile to place more emphasis on this. Based on these, the 

city management claim that they advertise the festival according to their financial possibilities, 

the festival organization says that they consciously and purposefully present Szeged, however, 

some interviewees think that only the feeling of the festival atmosphere appears during the 

tourist presentation of the settlement. Moreover, some tourism service providers feel that the 

joint promotion and presentation could be strengthened, but despite all this, almost all the 

interviewees agreed that the festival has already merged with the city. 

The reasons for this are different, according to the city managment, on the one hand, the 

location is what is very decisive, “…the downtown location means an extra service with this 

location on Partfürdő (beach, bath and camping), city accessibility, Tisza bank, triple 

attraction and triple experience…” (SZ1, men, city management). On the other hand, in their 

opinion, the complexity of the city can provide a lot of added value to the festival. Since Szeged 

is a university town, its cultural institutions and tourism service providers are present in large 

numbers, it is easily accessible and has unlimited accommodation compared to the size of SZIN. 

The importance of the geographical location was also confirmed by the tourism expert, who 

also said that the location is unique, it provides an atmosphere that absolutely sells the festival. 

According to the festival organizers, Partfürdő is a well-lived festival venue, which is also loved 

by sponsors and visitors, but in addition to the venue, the festival is also connected to the 

settlement due to its name. The marketing expert said, if you build a brand, you are building 

the Szeged Youth Days itself and with Szeged too, for which brand the festival tourist will be 

attached to. In addition, it may be important to include the name of the settlement in the brand 

of the event because “…you can also reach a target audience, who is not necessarily connected 
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to the event, but to the settlement…someone loves Szeged very much, but that's not so much for 

SZIN, but then it is that I love Szeged, let's go down then…” (SZ4, men, festival organization). 

Some tourism providers agree that SZIN is one of the oldest festivals with the longest history, 

and its name is intertwined with the city. Moreover, there are service providers who think that 

the identity point of the festival is not so strong, this could be strengthened even more, and they 

believe that the main attraction for tourists is still the performers and the atmosphere of the 

festival, but secondly, the venue, the city center and the Tisza are also among the attractions of 

the festival. 

 

Conclusions 

Based on our research findings, it can be stated that festivals can play a role in getting 

to know a destination, in shaping the image of the settlement and in reaching a wider audience. 

The results show that Szeged is characterized by a diversified image, in which events are 

emphasized and they are an integral part of the city's tourism. However, there are still areas to 

be developed in coordination, as a unified, well-defined image of Szeged is still lacking, and 

according to the opinion of the interviewees, it doesn’t even appear on as many surfaces as 

would be necessary to ensure the tourism competitiveness of the settlement. Building the image 

on festivals can be successful because of the uniqueness of these tourism products, and most 

events in Szeged provide a complex experience due to the location, they can be more easily 

involved in the tourist processes of the settlement.  

The SZIN festival significantly contributes to the image of the settlement, it can 

strengthen the youthful, vibrant image of the city and can be properly matched to other image 

elements. However, it is important to emphasize that the target group of the event is specific, 

so the selection of appropriate marketing methods is also key, for example, it may be 

worthwhile to place more emphasis on social media. This young festival audience can get to 

know the sights, atmosphere, kindness, and tourist attraction of the city through the event, by 

which they can return to Szeged in the future. But the event is also suitable for reaching a target 

audience who is not connected to the event itself, but to the city, and this is because the name 

of the settlement is part of the brand of the event. However, it is not enough that the name of 

the settlement appears in the name of the festival, the display of the event can also be important 

during the tourist presentation of Szeged, which appears at the level of mention, but based on 

the opinions expressed, the joint promotion and presentation could be further strengthened. 

Based on the lessons and conclusions of the study the importance of the geographical location 

can be determined, the location itself (Partfürdő), the proximity of the Tisza and the downtown 
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can give a unique triple attraction and experience to the festival visitors, by which a strong 

connection can be formed between the city and the event. The main point of the image transfer 

can be the Tisza and its surroundings, which is also supported by the opinions of the interview 

partners, and building on this basis, the identity point of the festival could be further 

strengthened. 
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