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Tatarstan is an affluent region on 
the Volga river in the centre of the 
Russian Federation. Since 2013, the 
regional government has sought to 

improve recognition of Tatarstan within Russia 
and internationally, whilst strengthening the 
sense of pride and loyalty among the 4 million 
regional residents. The tourism industry 
found it hard to compete for talent with other 
services and government-sponsored sectors.  
The Ministry of Tourism (formally the State 
Committee for Tourism) initiated and funded 
the Visit Tatarstan programme with a two-
pronged challenge: 

1.  Put Tatarstan on the tourist mental map 
- Increase awareness of the region as an 
attractive visitor destination in Russia and 
globally.   

2.  Put tourism on the map of Tatarstan - Raise 
prestige and recognition of the tourism 
sector within the regional economy, improve 
tourist infrastructure and services, engage 
local residents in providing positive tourist 
experiences and investing in the service and 
hospitality sector.

Our first strategic move was to shift focus 
of attention from to the visitor experience in 
Tatarstan. The shift enabled us to remove 
the glass ceiling that the tourist industry 
had inadvertently put to itself & give a clear 
vision and goal to the tourist and hospitality 
industries (develop experiences). We were 
also able to communicate Tatarstan’s offering 
to visitors in a concise yet abstract, open way.  

To understand the current and potential 
visitor experience in Tatarstan, the programme 

tapped into cultural and historical profile of the 
region through open interviews, workshops, 
audits, desk research, and participant 
observation. The programme convened 
3 stakeholder councils – the tourism and 
services industry council (tour operators, hotel 
operators, restaurant operators, regulators), 
the arts and design council (graphic designers 
and artists) and the public council (social 
activists, opinion makers).  The councils 
met regularly throughout the programme to 
develop and approve brand concept and 
strategy.  Looking for the essence of tourist 
experience in Tatarstan, we distilled the 
diverse dimensions of regional culture and 
traditions of hospitality to one archetypal trait: 
hosts’ willingness to move heaven and earth 
to please a guest, allowing them to unwind 
physically and emotionally. The Tatarstan 
visitor experience is as gratifying and relaxing 
as that of a student coming to a parental home 
to a full fridge, boundless care, and a heartfelt 
welcome.  A visitor comes to Tatarstan not for 
‘must sees” but for a treat to themselves.  

The core idea for the Visit Tatarstan brand 
is “Land of 1001 Delights”. This hints to an 

Eastern culture and Islamic heritage that 
visitors will encounter, whilst promising an 
enjoyable experience. The brand messages 
are abundance (offerings in culture, sport, 
nature, leisure, history), safety (Tatarstan is 
statistically and palpably safe) and personal 
attention (all-embracing care). 

The long-term strategy for Visit Tatarstan 
rests on three pillars - The authentic 
regional way of life, Tourist infrastructure & 
Communication with potential visitors and 
Tatarstan residents 

The Visit Tatarstan programme commenced 
in June 2015. Brand strategy and visual 
identity were officially presented on 25 March 
2016 and preparation is now being carried 
out for the second all-embracing stage of the 
programme in 2017, with the establishment of 
a permanent Visit Tatarstan office to pursue 
the three long-term programme goals. 

Since March 2016, the Ministry has 
carried out implementation efforts under its 
current annual budget.  ‘Hospitality lessons’ 
explaining Visit Tatarstan brand values 
are given by Visit Tatarstan executives in 
secondary schools and, based on materials 
developed jointly by the Ministry of Education 
and Ministry of Tourism. 

Local governments welcomed workshops 
on place branding and Visit Tatarstan. Within 
the private sector UVT aero airline, the 
Tubetei chain of traditional food restaurants 
& Muslumovo foods initiated and launched 
co-branding projects with Visit Tatarstan.  
Licenses were given and preparation is 
under way for the mass production of 26 Visit 
Tatarstan products/souvenirs. Visit Tatarstan 
executives have established active dialogue 
and cooperation with two universities teaching 
tourism degrees. 

Based on brand messages and character, 
Visit Tatarstan executives developed criteria 
for the accreditation of tourist products and 
services, and started a voluntary accreditation 
process with tour operators. Similarly, Visit 
Tatarstan has developed standards for 
accommodation providers. The Visit Tatarstan 
programme has been enjoying an enthusiastic 
support and cooperation all around, from the 
public to governmental agencies and private 
companies alike.

Tourism has come into the limelight. There 
has been growth of 13% growth in the number 
of registered guests (Jan-June 2015 to Jan-
June 2016, Ministry for Tourism), 48% growth 
in the number of visitors to Kazan  (Jan-June 
2015 to Jan-June 2016, Ministry for Tourism) & 
Kazan became one of the top 3 most popular 
destinations for Russia’s internal tourism in the 
summer of 2016 (RoomGuru.ru, TatarInform).  
Over the summer of 2016, Kazan became 
one of top 5 Russian cities most popular with 
foreign visitors (Ria-Novosti). The Tatarstan 
government has designated 2017 as the Year 
of Tourism and pledged funding to establish a 
permanent Visit Tatarstan office to accomplish 
the programme’s long-term goals. l
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