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Chapter 6

Marketing Budapest
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Chapter 6  Marketing Budapest: Everyone stays
longer than planned1

6.1 Introduction   

As the second largest city of the Austro-Hungarian Monarchy, Budapest used to be a metropolitan 

centre of European radius. The half century from the Compromise with Austria in 1867 until the 

First World War was the most dynamic period of development in Budapest’s history (Tosicsf

2005a:249). Since 1989 and the symbolic fall of the Berlin Wall, the capital of Hungary, as many other 

cities in Central-Eastern Europe, has found itself in an unparalleled process of transition, although 

Hungary has been more receptive to flows of commerce, ideas and visitors as opposed to other 

countries of the former Eastern Block and this has resulted in a smoother transition period than in

most neighbouring countries (Tosics 2005a). City marketing was certainly not a feature of they

centrally planned administration system. In recent years, however, Budapest is discovering the

opportunities that city marketing can offer and there is a growing awareness of its potential

particularly to support tourism in the city. The marketing effort has two separate but connected 

goals: the first is to promote Budapest as an urban-tourism destination and attract visitors from the

recently opened markets of the West based on certain attributes of the city; the second is to re-

establish the city’s former status as a major cultural centre in the region, through several cultural 

festivals and events. 

Budapest is lucky enough to lie in a convenient geographical location within Europe and

present a strikingly beautiful urban landscape with the river Danube dividing the city in the two parts 

of Buda and Pest (figure 6.1).  

The heritage that the Austro-Hungarian Monarchy has left behind together with the

communist past generate a great interest in visiting the city and coupled withg  the still lower cost of 

accommodation and tourism services compared to many European cities cater for the popularity of 

the city as a tourism destination. More recently, the arrival of low-cost-carriers in Ferihegy airport has 

literally transformed tourism in the city and plays a catalytic role in current and future tourism 

development with the number of flights and origin countries rising (Hungarian Travel News 2007a).  

1 A revised version of this chapter has been submitted and accepted for publication in n European Urban and 
Regional Studies as Ashworth GJ and Kavaratzis M, City marks eting in Budapest: Marketing the divided city.
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Figure 6.1: Budapest: the view of the Chain bridge and the Palace from Pest 

Extensive renovations have been undertaken since 1989 by private and public parties and some of 

the historic buildings of the city have been restored and transformed into hotels, with a recent 

example being the imposing Four Seasons Hotel.  

In recent years, tourism in Budapest has been under competitive pressure from several cities

in the wider region, like Vienna, Warsaw and Prague. This pressure has motivated the city to re-

examine its competitive advantages and to redefine its tourism development strategies. The growing 

awareness and, to an extent, use of marketing (or at least promotion) in Budapest is a result of this 

intensified competition and the challenges it creates for the city. Marketing in Budapest is connected

to the competition in two ways. First, a more aggressive and intense marketing is one possible 

reaction to the competition; a way to safeguard and promote the city’s advantages and attractions 

against this pressure and a solution to the problems it creates. Secondly, this competitive arena has 

provided another motive for Budapest’s marketing, namely that other players are engaged in 

marketing therefore Budapest should improve its own marketing. Particularly the case of Prague has 
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motivated Budapest to look at marketing differently; they feel that Prague is doing well in terms of 

visitor numbers and image internationally not because of better attractions than Budapest but only 

because of aggressive marketing and promotion.

6.2 The general marketing environment  

The first issue to be reported here is a direct result of the research methodology and has to do with

the identification of the organisations and people responsible for city marketing in the Hungarian

capital. Apart from the tourism sector, where things are quite clear and easy to comprehend, the 

attempt to identify and approach the main organisations that play an active role in marketing the city 

and the ones with coordinating responsibilities was neither undemanding nor straightforward. This is

already a strong indication of the uneven and fragmented character of city marketing in Budapest. 

The lack of a coordinating body is coupled by the difficulties in achieving extended structural

cooperation and together they constitute the major clash between the theoretical suggestions on the 

importance of coordination and wide cooperation (Kavaratzis 2004) and the practice in Budapest. 

The city of Budapest belongs to the vast number of cities that do not follow all the steps of the 

marketing process but decide to directly implement promotional activities. 

6.2.1 Perceptions of city marketing and city branding

Perceptions of city marketing and city branding vary between specific people and there is evident 

uncertainty about the meaning and content of relevant concepts. It became clear during the field 

research in Budapest that individual understanding and creativity is not missing, as people were ready 

to talk about marketing and, especially, their own suggestions of what a serious marketing effort of 

Budapest should include. What seems to be missing is a collective appreciation of marketing, a more 

general and open discussion of its usefulness and of best methods for implementation. The idea that 

city marketing can be useful is clearly starting to spread in the city but its implementation is unclear. 

This is demonstrated, for instance, in the Budapest Development Plan (Municipality of Budapest 

2003), which highlights the importance of using urban/city marketing to create an efficient economic

structure in the city and to promote the city as a cultural ‘melting pot’ (Municipality of Budapest 

2003) but does not specify any concrete action to attain those ends. In the tourism sector, marketing 

is better understood and its use is quite extensive as demonstrated later in this chapter, something 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:85Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:85 2008.09.12.   15:19:472008.09.12.   15:19:47



8686

that will hopefully lead to conceptual discussions about the future of the city and practical measures f

taken for a better appreciation of other goals and target markets that marketing can serve.

Concerning city branding, things are more uncertain and the city seems to be limiting its 

usefulness again to the tourism sector. City officials are very hesitant about encapsulating all the 

offerings of Budapest in one brand, which is mostly understood as the slogan – tagline under the

city’s name. Budapest, like large cities generally, is thought to be too complex and diverse to restrict 

its representation to one or two aspects. This is actually a charge against city branding in general and 

a vivid discussion on this point can be found in the literature of city marketing (e.g. Kavaratzis and 

Ashworth 2007). Only a few discussants took the topic into more depth referring to emotional and

mental associations with the name of the city. There has been a specific proposal for the 

development of a brand for the city by a private consultancy (Horwath Consulting 2004; see also 

Puczko et al 2007) as part of a general tourism developmenl t strategy but it has remained inactive. As

one of the interviewees explained, reasons for the current state of branding are the lack of 

understanding of the importance of branding, the lack of knowledge on branding theory and practice, 

the lack of qualified people, the lack of political commitment and sufficient funds and the lack of an 

appropriate organisational structure. 

6.2.2 24 Mayors

Emphatically mentioned as a major obstacle to any coherent city marketing effort was the

administrative structure of the city, which was described by one interviewee as: “… Budapest is one 

city but it has 24 mayors”. The city is divided into 23 districts (figure 6.2), each with their own

mayors and councils and there is a central municipality, which lies in the same hierarchical level as thett

districts. As described by the city’s authorities, “local government tasks are generally implemented by 

the district governments while tasks stemming from its nationwide scope and related to multiple 

districts or the city as a whole are undertaken by the Municipality of Budapest” (City of Budapest y

2007). However, Tosics (2005b:59) describes the situation more accurately as “an ‘equal power’ two 

tier system, in which both levels, the upper (municipal) level and the lower (district) level are strong 

and can block each other”. This structure makes decision-making difficult and project 

implementation tricky, not least because of political tactics. As Szirmai and Barath (2005:436)

describe, “a difficult problem was created by the rigid implementation of the principle ‘strong 

districts – weak capital’. According to the current Act on the capital, the municipality of Budapest is a

federative body that is to serve the 23 districts standing on equal footing with them. The resulting 
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fragmentation is chiefly responsible for the failure to work out a unified concept of urban 

development and the lack of clearly identified development priorities”. 

As far as city marketing is concerned, this situation creates significant problems and coupled with the 

lack of cooperation initiatives, hinders marketing implementation. As highlighted in city marketing 

theory (e.g. Ashworth and Voogd 1990; Berg and Braun 1999; Kavaratzis 2004) and proven by city 

marketing practice, there is a vital need for wide agreement on general strategies, clear allocation of 

Figure 6.2: Map of Budapest with the districts

roles and for coordination of activities. The administrative structure of Budapest generates confusion 

and delay in decision-making and project implementation. For example, two significant projects 

planned by the Budapest Tourism Office (a new cable-car on Gellert Hill and the renovation of the

Rac baths) have been stalled due to inadequate cooperation between the districts involved. There is

an obvious need for more integration of the marketing activities undertaken in Budapest and better 

coordination between the organisations assigned with marketing planning and implementation. The 
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city’s marketing effort would certainly gain better focus and refinement with a passage from the

current rather informal and unstructured cooperation to an improved structure with more clearly 

defined roles assigned to the participants. Perhaps the solution would be to set up an organization tt

that will involve and coordinate the 24 decision-making centres, something that was mentioned as a

positive possible development by the interviewees, if only because for visitors, developers and

residents alike the city is the whole agglomeration and they do not take under consideration the tt

administrative boundaries in their appreciation of the city. Such an organization is not planned yet 

and, to make matters worse, the neighbouring municipalities that do not officially belong to the city 

but in reality lie in the same urban agglomeration have their own development strategies and there is

no cooperation between them. A future organization would have to involve these municipalities as 

well.

6.3 Marketing Budapest as a tourism destination 

The elements of Budapest that make citizens proud and are used to promote the city as a tourism

destination (see Table 6.1) create an attractive base for tourism development. According to most 

interviewees the difficulty with marketing Budapest as a tourism destination lies exactly in the 

mixture of important attributes that does not permit reduction into a clearly defined, workable entity.

Admittedly that is the case with any city in the world, as all cities are versatile and multidimensional

and Budapest cannot claim exclusivity in complexity. However, one of the major unanswered 

questions and one which still puzzles officials in the city is how to integrate the diverse issues, themes 

and individual elements into one solid marketing strategy and a common message to be

communicated. Appreciation of the power of marketing to promote tourism development is

relatively strong as is the understanding that marketing is wider than only promotional measures. 

However, perhaps because of the lack of sufficient funds or because of the perceived difficulty of 

translating the advantages of the city into a marketable offer, the implementation is largely limited to

promotional measures, with a few exceptions that confirm the rule. All participants agreed that based

on the city’s attributes Budapest deserves a better image in other countries. Those attributes however 

have not been translated into competitive advantages. 

It is useful at this point to mention the recent rise of Budapest as a destination for 

conferences and meetings, a rise first evident soon after the change of regime in 1989. Both the

convenient geographical location (at least in European terms) and the relative novelty of the city for 

conference planners in the western world played a significant role in that, but Budapest has been
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Table 6.1: Attributes emphasised in promotional material of Budapest 

(Sources: www.budapestinfo.hu, www.hungary.com, www.budapestwinterinvasion.com, www.budapest.hu ) 

Promoted Attributes of Budapest 

Convenient location 
East – West crossroad

Dynamic business centre
Austro-Hungarian built heritage

Socialist heritage
Mix of architectural styles
Thermal springs – Spas 

‘Urban’ lifestyle – night life 
2nd largest working synagogue in the world 

Oldest metro line on the continent 
Largest Parliament building in Europe

World Heritage Sites of Andrassy Ut and the Danube panorama 
Gastronomy 

Festivals and Events 

anything but passive in nurturing the trend. The municipality and the national government as well as

the private sector have invested heavily in the necessary infrastructure. New, modern conference 

facilities have been added to the existing stock of venues like historic castles and museums availablef

in the city. The immediate future plans of the sector include a new conference centre with a capacity r

of 5000 seats. As a result, Budapest ranks 6th most popular city for meetings worldwide in 2006 in the tt

ranking of the International Congress and Convention Association (from 8th in 2005) and the signs 

are positive for the future, especially considering that the city can still offer low cost services

compared to other popular conference destinations such as Paris or Singapore. 

6.3.1 Structure of the marketing effort

There are two organizations that have the responsibility to manage and promote tourism growth in

Budapest. First, the Budapest Tourism Office that belongs to the central municipality and is in 

essence a promotional agency with two main missions: first to attract foreign visitors through

promotional campaigns and participation in relevant fairs and, second, to provide information tot

visitors within the city, mainly through the Tourist Information Offices. Second, the Regional

Marketing Directorate of Budapest and Surroundings, which is part of the National Tourism Board
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and has similar goals but its funding comes from the state and its tasks cover a wider area around the 

city. Other organisations, like the Festival Centre (see below) or the Chief Architect’s Office have

Figure 6.3: Budapest: The Szechenyi Bath

sometimes an active role, but it is the two mentioned above that are leading the marketing effort of 

the city. The two organisations co-exist and cooperate in seemingly rather good terms, especially on 

advertising campaigns. As the Director of the Tourism Office said “…we sit together, we discuss, werr

see what the tourists need, what the tour operators need and so on and then we divide the tasks: you 

will do that - we will do that.” The director of the Regional Directorate described in more detail: 

“…we have a budget and they have a budget; we get together to discuss the Unique Selling 

Proposition and the main target groups. Then we decide what kind of promotional activities and 

campaigns we will do and for which markets (i.e. countries). Every year we have one or two common

projects and our own separate projects. We also decide what kind of brochures each of us will print 

and what information we will put on the websites, so that there is no duplication.” 
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As effective and satisfactory the current cooperation between the Tourism Office and the 

Regional Marketing Directorate might be for the heads of the two organisations, their satisfaction

does not extend to the integration of other bodies into the general marketing effort, for example the 

Chamber of Commerce, development agencies or other stakeholders. There is indeed a lack of 

initiatives to bring together relevant people and even when this happens, the response is less than 

satisfactory; characteristically expressed by an interviewee: “…we invite them to our meetings but 

they never show up”. The Budapest Tourism Office sometimes works on specific promotional 

projects together with major hotels in the city or airlines that serve the city but the cooperation is

again interrupted after completion of the project. There is also quite regular contact with the

Budapest Festival Centre regarding specific requests on promotional material published and reporting 

on the events organised. No mention what so ever was made of less obvious and direct stakeholders

such as small local entrepreneurs or the residents. 

What became clear during the research reported in this chapter is that the current 

cooperation between the organisations involved in marketing Budapest as a tourism destination is

rather informal and heavily dependent on the personal relations of the heads of the organisations,

making it vulnerable to political fluctuations and possible replacement of the specific people. This

can be easily attributed to the general style of operations in Hungary, which relies to a great extent on 

personal connections and friendly relationships; more so than most Western-European countries. 

However, many more organisations and stakeholders should be involved in the marketing effort and

the cooperation should not be limited to practical matters, as the case seems to be in Budapest. In 

2007 a new Budapest Development Organisation will be set up, mainly to allocate and manage the

funds from the European Union 2007-2013 programme. One part of the organisation will be

responsible for tourism development, which might be a chance for an attempt to bring together 

relevant stakeholders. 

Concerning the region around the capital, things are radically different. For example, people

that visit Budapest mostly arrive by plane and mainly from Germany, the UK, Italy, the USA and

Spain (Budapest Tourism Office 2005) but the people that visit the region around (even 20-30 km 

away) come mostly by car from neighbouring countries. The constant complaint of surrounding 

municipalities is that Budapest is fully booked and the region is struggling to survive. The Regional 

Marketing Directory has supported them, for example by financially assisting their participation in

international exhibitions, by developing campaigns to persuade Hungarians to visit the region and 

assisting with the organisation of cultural events. A certain spirit of cooperation has been raised in 

the region with some cooperatives and associations of local enterprises rising to jointly pursue 

common goals. 
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6.3.2 The campaigns 

As noted above, marketing Budapest mainly revolves around the crt eation of advertising and other

promotional campaigns. A successful activity has been the ‘Budapest Winter Invasion’ initiative,

which was a joint project by the National Tourism Board, the Budapest Tourism Office, the 

Budapest Airport, the Hungarian Airliner Malev and approximately 60 hotels of the city. It offered 

visitors one extra night for free in Budapest if they booked three nights in one of the participating 

hotels in a certain period, aiming to spread the tourist season outside the peak period of the summer.rr

The offer was communicated by a clever slogan (Figure 6.4) and a special website that focused on 

entertainment possibilities and cultural activities in the city during the winter. The result was 25,500 

additional guest nights and more than 90% of participating hotels declared their intention to join 

similar initiatives in the future (Hungarian Travel News 2007b). The success of the initiative 

demonstrates that the cooperation of relevant actors is necessary and can cater for greater 

effectiveness. The concept was repeated for the ‘Budapest Welcomes Hungary’ initiative, which

aimed to attract Hungarians to the city. 
Figure 6.4: Promotion of the Budapest Winter Invasion

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:92Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:92 2008.09.12.   15:19:492008.09.12.   15:19:49



9393

The same actors participated in the 2005 ‘Talent for Entertainment’ campaign, which

included TV spots and a series of posters that were put on view in 12 international airports and 15

cities around Europe. The aim of the programme was to attract more international visitors to 

Hungary and portray the country and Budapest particularly as a leisure/cultural centre. The 

advertisements featured famous Hungarians demonstrating their talent for entertainment (a chef, a

conductor etc.). Although the campaign was developed by the National Tourism Office, Budapest 

was a distinct focus highlighting the gastronomy, cultural and entertainment offers found in the city 

(figure 6.5), directly related to the effort to market Budapest as a cultural centre, which is discussedt

below.

Another initiative that is an interesting example of inter-city cooperation is the network 

‘Seven Stars of Central Europe’. This is a joint initiative of seven cities in Central Europe: Berlin, tt

Dresden, Prague, Budapest, Vienna, Salzburg and Munich. Its goal is to 

Figure 6.5: Example of the ‘Talent for Entertaining’ campaign featuring opera singer Andrea Rost 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:93Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:93 2008.09.12.   15:19:502008.09.12.   15:19:50



9494

promote the seven cities together in the market of the USA, taking advantage of possible synergies. It 

centres around a website (www.sevenstarseurope.com(( ) with informationm)

about the cities, assistance on how to get there, links to individual websites and suggestions for 

sightseeing tours, events to follow and general ‘things to do’ in the seven cities. According to the 

website, “…this is the first time ever that European cities have joined forces to promote, beyond

their own borders, an unforgettable travel experience.” What is especially interesting is that in this

initiative Budapest cooperates with two cities that are considered its major direct competitors: Vienna 

and Prague (Puczko et al 2007). As Tosics (2005a:277) thoughl discusses, “already many overseas

visitors come for combined visits to Prague, Vienna and Budapest… in this sense these cities should

cooperate to increase the joint capacities of their infrastructure instead of direct rivalry”. The Seven 

Stars of Central Europe, although for now only a promotional activity, is certainly a step towards that 

direction. 

6.4 Marketing Budapest as a cultural centre 

Within the wider effort of marketing Budapest a separate focus cantt be identified, namely marketing 

Budapest as a cultural centre of European or, at least, Central-Eastern European level. To a 

significant extent, this trend is also focusing on attracting foreign visitors and establishing Budapest 

as a destination for cultural tourism. Its core, however, is creating a favourable image of the city as a 

cultural centre both internationally but also domestically, clearly indicating an orientation towards

national and local audiences. Perhaps this effort stems from a recent stagnation of tourism 

development in the city and the identification of the need to produce and provide new forms of 

values offered. It has been argued that a new attitude should be adopted that accommodates the

increased importance of culture in the spatial, economic and social development of Budapest 

(Keresztely 2005). Although not always consciously, marketing has been used in a wider manner to

achieve this goal as, in contrast to the vague goal of generally attracting tourists, it provides a better 

focus and a clearer picture of what the city wants to achieve and how to achieve it.  

Several festivals and events are organized in Budapest each year; some of international level

of attendance and attractiveness and others smaller in scale (Table 6.2). Major sport and other types 

of events should be added to the list, especially the ‘Hungaroring’ - the Formula 1 Grand-Prix that 

takes place in the city every year and attracts an incredible amount of attention from the international 

press. In 2006, for instance, the European Swimming Championships were hosted by Budapest and 

according to the National Tourism Board the two events combined resulted in 100,000 guest nights 

in hotels of the city, as well as extensive press coverage. Other major sport events have been
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considered by the city. The plan to nominate Budapest as the European City of Culture for 2010 did

not work as Pecs was finally nominated (it was thought that a smaller city like Pecs is in more acute 

need of such a title) and the earlier plan to host together with Vienna the World Expo was finally 

abandoned. For the officials in the city of Budapest, cultural events and leisure activities are very 

important as they enrich the experience of tourists and cater for positive word of mouth 

communication about the city. The question remains, how does a city become a cultural centre of a 

wide region? What does it take to create and sustain an image as a city of culture? Are all festivals

appropriate and events like the ones organised in Budapest enough? A wide understanding of cultural 

events to include all leisure offerings (like that demonstrated in Budapest) might be useful for the 

effort of the city to attract higher numbers of visitors; however, close attention must be paid to the 

type and nature of these events. A certain character must be exposed by the city and not all events

are vehicles to that end.

Table 6.2: The most important annual festivals in Budapest 

Title of Festival Time of Festival Description of Festival 
Budapest Spring Festival Two weeks, March-April Aprox. 180 performances of Classicall

Music and theatre 
Budapest Fringe Last three days of the Spring Festival Part of the Spring Festival, a free

forum of progressive artistic
expression 

Budapest Autumn Festival Two weeks, October-November Aprox. 120 performances of l
contemporary and progressive art 

Sziget Festival One week, early August Aprox. 120 performances mainly l
music, especially Rock and Pop  

Budapest World Dance Festival Four days, April Ballet and Folk dances l
Budapest Fête One weekend, June Theatre, street performances and

concerts, horse show 
Celebration of Music One weekend, June Non-mainstream music 
Buda Hills Arts & Crafts Four days, August Wood crafting, porcelain, blue-

dyeing, lace
Danube Festivities Three days, August Fireworks festival on National Day 

(20th of August) and customs of 
ethnic minorities of Hungary 

Christmas Fair Whole December Market with Christmas art – crafts on
Vorosmarty Square

Budapest Week of Books One weekend, June Hungarian and International
Publishing Houses 

Budapest Parade One day, End of August Part of the Great European Carnival 
Tour 

The central municipality of Budapest through the Budapest Festival Centre organises and 

funds parts or the whole of the two main festivals; the Spring and Autumn Festivals. They also 

finance the Festival Orchestra as another tool to promote cultural life in the city. More recently there 
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is an apparent effort to focus on more progressive types of art. This effort is guided by the desire toff

associate Budapest more with contemporary art creation; that is why they started the Autumn

Festival, which focuses on modern art and that is why from 2006 they added the Budapest Fringe,

which supports unknown contemporary artists, to the Spring Festival. The just completed Palace of 

Arts (next to the new National Theatre) is a state-of-the-art facility (figure 6.6) that has raised hopes 

and expectations in this field and the area of the former Public Warehouses will be transformed into

a large cultural/entertainment centre by 2010. Generally expressed was the wish to see Budapest 

returning to its earlier status as a cultural centre. As described by one interviewee: “…we just built 

the Palace of Arts and we are refurbishing the Music Hall but we have a delay of 40 years… we have

been closed and isolated. What we have to do now is differentiate Budapest from other cities through

being open and fostering new art forms. When in the 20s and 30s Budapest was a real metropolis, it 

was because it was open to any kind of art; it was receptive and progressive. I would like to see that 

again.” However, even the “prestige of the new Palace of Arts may easily be called into question by 

[…] the lack of cooperation between the various levels of the public sphere” (Kerestely 2005:457). 

Figure 6.6: The newly built Palace of Arts (right) and the National Theatre (left)
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An interesting example of how things could work better in Budapest is the Spring Festival.

In the beginning, the festival was organised by the National Tourism Board with main aims to attract 

foreign visitors to the city and, at the same time, serve as a motivation for several Hungarian artists

that had fled the country after the revolution of 1956 to return. The festival lasted for ten days and itstt

programme was rather poor. In 1996 the National Tourism Board, the Ministry of Culture and the

Central Municipality of Budapest signed a contract to organise and finance the festival together. The 

Budapest Festival Centre was set up to manage the festival and the programme grew to three weeks.

Today, approximately 50% of the festival’s budget comes from the three organisations and the other 

half from sponsorship agreements and ticket sales. This arrangement has allowed for better planning 

of the festival since the budget is known well in advance and they can make solid future plans, which

in the past was not possible. The festival is growing both in numbers of events and visitors. A recent 

survey undertaken by the Festival Centre showed that 32% of the visitors come from abroad either

specifically for the festival or, already planning to visit Budapest, they arrange their visit at the time of 

the festival. Of course some just happen to be in Budapest at the festival period and they attend

events that enrich their experience of the city. The internet is considered a critical success factor for 

the festival and six years ago they introduced e-ticketing, which in the first year provided 0.7% of all

tickets but last year grew to 25%. Another success factor has been the influence of low-cost-carriers

that have made Budapest in general and the festival itself easily accessible to foreigners. According to y

the director of the Festival Centre, it is very important to note that 68% of the visitors are

Hungarians, with the implication that ticket prices have to remain low. To address that issue, they 

organise parallel events which Hungarians can attend free of charge. The Budapest Spring Festival 

could serve as a demonstration of how a simple cooperation initiative and some political will can 

bring desired results in the Hungarian capital.

Cultural events and festivals are considered a very powerful tool of communication about 

cities and an essential part of any city’s marketing strategy. In Budapest, the great number of events

organised seems to be the basic guiding principle. The question we have to ask, though, is to what 

extent is the planning, financing and designing of the events careful enough to ensure a positive 

effect on the numbers of visitors. As one interviewee stated, “Budapest is claiming to be a festival

city but it is not one yet … we need more funding to upgrade most events”. Apart from the Sziget 

festival, the Hungaroring and to a lesser degree the Spring Festival, the rest of the events are certainly 

not attractive enough to become well-known in Europe. To complicate matters more, it has to be

questioned whether the events and festivals organised in Budapest contribute to the creation or 

reinforcement of the city’s identity. Puczko et al (2007) notice that the most successful festivals inl

Hungary are those that feature international acts, namely the Spring Festival and the Sziget Festival.

As Kalandides (2006) accurately identifies, festivals may produce a different type of public space and 
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if not just a professionally prepared spectacle, may include the population in their preparation going 

as far as “to create a feeling of belonging together – thus boost identity” (Kalandides 2006:3). This

does not seem to be the case in Budapest. Another issue with the events in Budapest is the extent to 

which each of those events and all together can create certain associations with the city, in other 

words contribute to branding the city. Although the new interest in contemporary forms of art is

spreading and provides a newly found direction towards that end, the effort so far in Budapest has

been to have a great number and varied types of events and festivals, so that people get the feeling 

that there is high cultural vibration - always something going on. The strategy chosen is to have at 

least one event of each type in order to attract all audiences. One has to wonder if such a strategy can 

be effective; if the choice not to choose can lead to the recognition of Budapest as a city where there

is something for each taste but that is a question that only time can answer. In the case of marketing 

Budapest as a cultural centre, the city does show signs of an effort to chose and focus; in the more t

general marketing effort though, no such signs are as yet visible. t

This is, of course, strongly connected to a much more serious problem of the marketing 

effort of Budapest, namely the lack of clarity in which groups of people, what kind of audiences the

city wants to attract. The selection of target groups and the carefully orchestrated implementation of 

marketing measures directly addressing the selected target groups is one of the very basic

components of the city marketing process or any marketing strategy (Ashworth and Voogd 1994; 

Kotler et al. 1999). Budapest has not made an effort to ll identify and clarify its audiences and is 

therefore, whether purposefully or not, opting for an all-inclusive policy, which as the theory suggests 

might lead to a waste of money spent on marketing.

Although outside the scope of the research reported here, it is worth mentioning that 

Budapest enjoys a relatively strong position as a business centre and an increasing number of 

companies plan to establish their business centres in Budapest within the next five years (European 

Cities Monitor 2006).  The wider Budapest agglomeration has been very successful in attracting FDI 

in the last 15 years; however, this has been a result of national place marketing and economic

development strategies (Young 2005) and not a comprehensive city marketing strategy. In fact,tt

recently Budapest’s economic performance is declining partly because of a “lack of proactive 

economic policies on the part of Budapest’s local govet rnments” (Barta 2005:158).  

6.5 Needs of marketing Budapest 

This chapter has examined the marketing effort of the Hungarian capital and detected certain needs f

for it to become more proactive towards the challenges of the environment and, therefore, more 
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effective. First, there is a need to follow the marketing process and not undertake sporadic and only 

promotional activities; secondly, a stronger and wider cooperation in decisions and actions taken is a 

vital need; thirdly the determination of clearly defined target groups is necessary. Could the solution 

to the apparent problem of fragmentation lie in forming a coordinating body following the examples 

of other European cities such as Amsterdam Partners (see chapter 5) or Berlin Partners? Would such

an organisation be viable and effective in Budapest considering the differences in public 

administration traditions and mentalities?

Another clearly detected need is the expansion of marketing to other fields than tourism,

because city marketing is capable of addressing wider goals and audiences (see chapters 3 and 8). The

accumulated experience of the Budapest tourism sector in understanding and implementing 

marketing could serve as a guide for developments and initiatives in other sectors. But for that to be 

feasible there is a need for a deeper understanding of the concept of city marketing. In general terms, f

Budapest is no exception to the cities that confuse the whole marketing process with one of itsff

components, namely promotion. The usefulness of city marketing, even in the clearly more 

developed tourism sector, is limited to the anticipated success of the advertising campaigns launched

and the numerical results of a few other promotional activities undertaken. It is the conceptualisation

of city marketing that needs to be widened in order to achieve within city authorities and

stakeholders a status that will allow a broader exploration of potential benefits. City marketing is not 

implemented as a process in Budapest but in a fragmented manner. This might be a result of the lack 

of knowledge and specialised people as recognised earlier in this chapter or a matter of limited

resources. It can also be attributed to the general confusion of marketing with promotion, so

frequently explained and clarified in the literature (Ashworth and Voogd 1994; Kavaratzis 2007) but 

still so frequently observed in practice. Market research has been largely ignored in Budapest, market 

segmentation is limited to identifying the countries that provide the larger numbers of visitors and 

there is no effort to define and select target groups. Implementation is at best unsystematic and at 

worst random.  

Despite this, Budapest attracts many tourists and remains one of the most beautiful cities of 

Europe. The people involved in marketing remain mostly calm and optimistic. Certain industries are 

advanced (e.g. Pharmaceuticals) and the city is ranked relatively highly as an attractive business

location. Is it by chance; is it individual people that make the difference and produce results; is it an

example of the effectiveness of the ‘Hungarian way of doing things’ or a combination of all of these?f

The efforts described above have produced positive results for Budapesttt  and have managed to t

maintain the international appeal created by the ‘freshness’ of Budapest to the markets of the

Western World. Since the regime change and in the 1990s Budapest was an exotic place disengaging 

itself from its socialist past (Keresztely 2005). Recently, however, exoticism alone no longer works 
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and “…the appeal of this somewhat exotic city has been fading to a growing extent, which raises the

issue of the sustainability of its international appeal” (Keresztely 2005:454). Also Puczko et al

(2007:1) note that “this unique selling point has begun to wane as first-time curiosity visitor numbers

are decreasing”. What happens when this ‘freshness’ runs out? It is then that a comprehensive and 

proactive marketing strategy will be most useful and when branding might prove to be crucial as

creating an effective brand might work as a stabilising factor for this kind of fluctuations of 

conditions.  

Another prevailing issue and constant charge against the application of city marketing all 

over the world (e.g. Griffiths 1998) is the participation of local resitt dents in any marketing 

organisation and their opportunities to influence the directions of their own city’s development. It is

interesting to mention at this point the movement ‘I love Budapest’, (www.szeretembudapestet.hu), 

which is a civic movement that strives to make the voice of residentii s heard in the city’s decision 

making. The movement has been growing both in membership and in influence and has managed to 

develop a forum for discussion on the general development of the city and specific projects or sites. 

It played a pivotal role in the formulation of the bid for the European City of Culture and is a 

hopeful sign of a more active participation of the residents.

The case of Budapest demonstrates the difficulties of transferring theoretical suggestions, 

especially on selecting feasible and clear goals, the importance of cooperation between actors and 

coordination of activities into city marketing practice; difficulties that are not only evident in

Budapest but in most cities. As Tosics (2005a) concludes, “… the future of Budapest depends very 

much on the capability of the municipality to establish [a] new type of public leadership (regulating,

initiating and in some regards controlling market processes) in order to support economic growth,

help the fulfilment of the sustainability criteria of urban development and ensure the maximum level

of solidarity (handling the problem of growing disparities between the districts, between the richer 

and the poorer sides of the Danube etc.). This new type of public leadership must also make

cooperation on the regional level  an important goal, ensuring the optimal development of Budapest 

and its surrounding area as the central region of Hungary” (Tosics 2005a:278). Such a development 

will definitely have positive implications for the city’s marketing efforts and will help the city make

use of marketing’s potential to support future development of the Hungarian capital. 
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