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Abstract 
 
Research problem and relevance. Many industrial cities in Europe have become favored 
tourism destinations. This metamorphosis has taken place thanks to both: investment in 
improving city environment, development of tourism infrastructure and major input in 
marketing activities, particularly, in branding.  
 
Ventspils is the fifth biggest city in Latvia located in the Western part of the country at the 
mouth of Venta River flowing into the Baltic Sea. According to administrative division 
Ventspils is a major city ranked among seven biggest cities in Latvia. Tourism ranks as its 
third main branch of business activity after cargo shipments and construction in the city with 
44 000 inhabitants. This branch provides 7.3% of the city income and employs 16% of 
employees (Ventspils City Council, 2008). 
 
During the mid nineties of 20th century municipality of industrial Ventspils city channeled 
significant part of resources towards city improvement and development of new tourism 
products to be used by both city visitors, as well as by locals. At the same time by 
implementing active city marketing with a motto “city with tomorrow”, Ventspils has become 
“a city for family and leisure”. The rapid change of image is related to the focused branding 
of Ventspils implemented in the framework of Ventspils city and tourism development 
strategy.  
 
Formation of city’s image and enhanced tourism destination promotion helps creation of new 
tourism companies, which are largely related to overall increase in tourist flows and to a 
necessity for new tourism services. But the question is how tourism develops in the context of 
the established brand; how far do branding activities of the city reach and what their spatial 
evidence is.  
 
Providers of primary tourism services are ones of the most important parties concerned with 
destination branding. Dynamics of emergence of new tourism services and spatial evidence 
becomes one of the key indicators for the effectiveness of destination branding. It provides 
with a possibility to evaluate the impact of branding activities to a growth of a new tourism 
destination. 
 
However, mutual cooperation of providers of primary tourism services identifies brand 
evidence and communication, pointing at its strength and sustainability. In order to 
characterize this process, the study uses the theory of clusters.  
 
Research object:  formation of tourism destination branding and spatial evidence.  
Research aim: identification of destination branding manifestations in the context of tourism 
development and spatial distribution  
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Research task: to establish the contribution of branding in developing a new destination to 
the overall tourism development and the extent of its spatial evidence.  
 
Research methodology. The authors used a combination of several methods, including both – 
qualitative and quantitative methods. 33 entrepreneurs and 103 tourists were surveyed as part 
of the study. Destination mapping data (in the city and neighboring regions) of spatial 
evidence of tourism system performed in 1999 and 2007 was also used.  The authors 
performed content analysis of positioning and geographical attraction data as found on 
company web pages. While searching for answers on spatial manifestations of branding, 
mapping of the time of creation and location of tourism enterprises was also performed.  
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