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Summary

City branding which aims to respond to the demands of competition and attract desired target
groups has been characterized as governance processes. It is carried out with the involvement
of several stakeholders who often have their own understanding towards city brand. It can be
said that success of city branding mostly dependent on the understandings of relevant
stakeholders involved in city branding. Many literatures also suggest that stakeholders
involvement is really important to give positive effects in city branding practice.

Solo, is one of many cities in Indonesia which already tried hard to implement city branding
practice, which was adopted from regional branding, as an important tool of city marketing
strategies in order to compete with other cities and attract desired target groups. Although the
branding practice in Solo City has been running for about seven years, but an understanding
of the relevant stakeholders about city branding and their involvement in city branding
process is still questionable. Whether the common understanding (consensus) or differences
in both city administrators and business communities has some effects toward branding
practice also become a driving factor of this research. Eventually, this research is expected to
give important input to the government as a form of evaluation for the future implementation
of city branding in Solo City.

The objective of this resarch is to examine the understanding (differences and commonalities)
of city branding between different relevant stakeholders (city administrators and business
communities) and to find out the effect of their understanding towards the implementation of
city branding in Solo City

This research is an exploratory study using single case study techniques. The data collected
through in-depth interview among 18 key persons in both city administrators and business
communities group, survey among 122 stakholders from both groups and review of the
related official documents, articles and publications. The methods of data analysis used SPSS
for the quantitative analysis and coding for the qualitative analysis.

This research found that there are commonalities and differences in the understanding of city
branding between city administrators and business communities. In terms of general
understanding about city branding, both relevant stakeholders mostly have common
understanding. However, in terms of their view about “Solo, The Spirit of Java” there are
differences in most of their understanding. While for the other aspects : stakeholder
involvement, the implementation and the performance of “Solo, The Spirit of Java”
commonalities have been found.

Furthermore, all those differences and commonalities in the understanding of city branding,
the views on “Solo, The Spirit of Java”, stakeholder involvement during the process, and
even the performance proved affects the implementation of “Solo, The Spirit of Java” in Solo
City. While living area of the respondents and two different group of stakeholders (city
administrators and business communities) have no influence towards the implementation.

This research then concluded that there are mostly commonalities in the understanding of city
branding between city administrators and business communities in Solo City, and this
common understanding gave positive effects on the implementation of “Solo, The Spirit of
Java” in Solo City. However, this research couldn’t find any proof about negative effects
resulted from the differences in the understanding of city branding between two groups.

Keywords : city branding, understanding, views, stakeholders involvement, “Solo,The
Spirit of Java”, implementation
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Chapter 1: Introduction
1.1 Background

Cities all over the world, are faced with a very tight competition with other cities to get media
attention, attracting tourists, investors, new residents and more talented workforce labour
(Avraham, 2000; Anholt, 2007; Kavaratzis, 2005; Zenker et al., 2013) due to the demands of
economic and cultural globalization. In the endeavor to respond the requests of competition
and attract desirable target groups, city administrators are more eager to apply business
strategies in general and marketing techniques in particular (Niedomysl, 2004; Van der
Heiden and Terhorst, 2007; Ward, 2000; Young, 2005), to establish the city as a brand
(Braun, 2012), and to promote their place to its different target groups. This phenomenon
becomes an increasing trend in recent years. City marketing application largely depends on
the communication, construction and management of the city’s image (Kavaratzis, 2008). In
line with that, city branding also implies an important change of a viewpoint on the whole
marketing attempt. Although branding is a wide process that can not substitute the whole
marketing process, it provides a focus on the communicative aspect of all marketing
measures (Kavaratzis, 2004). In this way, city marketing and branding have become part of
the range of contemporary urban policies (Ward, 2000).

City branding is one of the application in the public sector which usually involves public and
private parties. Building a strong brand image with a clear concept is very important to
enhance the familiarity of the brand as well as the common understanding of relevant
stakeholders toward the brand. In reality, branding practice does not always succeed to
achieve the desired effects. City branding practice “is undertaken in a context of several
stakeholders who often either co produce the brand or have power to obstruct the whole
process” (Blichfeldt, 2005; Braun, 2011; Eshuis and Edelenbos, 2009 in Klijn, Eshuis &
Braun, 2012 p. 501). In this case city branding has been characterized as governance
processes. Furthermore, many research lead to the conclusion that governance processes
including city branding are better and more successful when there is more involvement of
stakeholders (Kavaratzis, 2008; Klijn et al., 2013).

City administrators “often believe that city brand is a communication tool which can be fully
controlled and managed” (Braun and Zenker, 2013 p.3; Zenker et al., 2010). Yet a city brand
by its definiton is “a network of associations in the city consumers’ mind based on the visual,
verbal, and behavioral expression of a city, which is embodied through the aims,
communication, values, and the general culture of the place’s stakeholders and the overall
place design.” (Braun and Zenker, 2013 p.9). This implies that brands are largely dependent
on the different consumers or stakeholders’ minds and perceptions (Keller, 1993; Zenker,
2011). These perceptions of a city (brand) can be different for each target group based on
their different perspectives and interests (Zenker and Beckmann, 2013). The meaning of the
brand can develop differently among different stakeholders. Hence, city branding
communication becomes a very complex practice which creates a big challenge for the city
administrators to be successfully implement it.

This research begins with a big question, why only limited cities in Indonesia already
implement city branding practice, whether the application of existing brand already involved
relevant stakeholders, and whether a clear brand concept has been commonly created on the
mind of thore relevant stakeholders. One city in Indonesia that already implement branding
practice is Solo City, located in Central Java, Indonesia. Solo (Surakarta) City is a very
influential city with strong cultural-heritage potentials in Central Java. It has strategic
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location and surrounded by several districts namely Boyolali, Sukoharjo, Karanganyar,
Wonogiri, Sragen, and Klaten Regency. All those six districts with Solo as the core has
joined and implement regional cooperation namely “SUBOSUKAWONOSRATEN”, which
adopt regional brand “Solo, The Spirit of Java”. In General, this brand aims to imaging and
characterizing Solo Regions as a centre of Javanese Culture. The use of this regional
branding is to stimulatetrading activity, andother commercialactivities, to accelerate the
development oftourismby increasing regionalattractions, to stimulatethe provision
ofinfrastructure/ property, and to encourageinvestmentin the real sector. As time goes by,
without a written agreement, Solo City as a core, an icon, and a showcase of surrounding
districts has adopt the regional brand into the city brand because of the familiarity of Solo
City and the full support of surrounding districts. That’s why for the next discussion on this
thesis will higlight Solo City as the study site.

Triggered by the previous Mayor of Solo City, Joko Widodo, famously known as the best
mayor in Indonesia, city marketing practice has been vigorously implemented. One of the
major step is by applying city branding practice to support city marketing strategies. Several
strategies and policies has made in order to promote the city by communicating Solo City
branding. In 2005, he made a new concept of cultural city. This concept was followed by the
convening of a contest to create a regional brand of ‘SUBOSUKAWONOSRATEN’
(regional cooperation) which finally in the end adopted to be a brand of Solo City. With the
city brand “Solo, The Spirit of Java”, in 2006 Solo City became a member of “World
Heritage Cities Organization” and two years after that, the city became a host of World Cities
Heritage Conference. That event was just a first step of several international events that held
in Solo. The existence of city branding also bring significant changes in several policies
made by city administrators. The inclusion of logo and slogan of Solo’s city brand conducted
in almost all physical elements of the city. Externally, the government actively promote Solo
City worldwide using its brand as one of communication tools and internally they implement
city marketing management in the process of decision making.

As mentioned above, that the successful implementation of city branding as governance
process depends on more relevant stakeholders involvement. While brands are mainly based
on stakeholders’ minds. In this case, different stakeholders who have different understanding
of city brand in their mind also have different interest on it. This phenomena will influence
the implementation of city branding practice and will become a big challenge to the
government of Solo City to communicate its brand. Two main stakeholders we choose in this
research are city administrators (as creators and managers of the brand) and business
community (as an engine of city’s economic growth). Our assumption is,there are
commonalities (consensus) and differences in both stakeholders’ understanding about city
branding and about“Solo, The Spirit of Java” as a brand, and those understanding will affect
the implementation of “Solo, The Spirit of Java”. This research will test those assumptions on
the city administrators and the business communities in Solo City.

1.2 Problem Statement

As stated above, city branding which aims to respond the demands of competition and attract
desired target groups has characterized as governance processes. It is carried out with the
involvement of several stakeholders who often have their own perceptions and understanding
towards city brand which then produce either positive or negative effects in the whole process
of city branding. It can be said that success of city branding mostly dependent on the
perceptions and associations of relevant stakeholders involved in city branding. Many
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literatures also suggest that stakeholders involvement is really important to give positive
effects in city branding practice.

The challenge of city branding process in this case is different stakeholders who are expected
to be involved have different interest and understanding toward city brand. Because the
translation of branding depends on the minds and perceptions of each stakeholders. They can
contribute to the success of city branding or even sometimes cause obstruction on it. In this
case, we assume that branding process is a join challenge that need common
understanding/consensus among relevant stakeholders (city administrators and business
communities) to be successfuly implemented.

Solo, as a city located in Indonesia already tried hard to implement branding practice as an
important tool of city marketing strategies in order to compete with other cities and attract
desired target groups. Several steps which have been taken begins with applying the concept
of city branding to strengthen the city image then followed by creating some real policies and
actions. Although the practice of city branding in Solo City has been running for about seven
years, an understanding of the relevant stakeholders about city branding and their
involvement in city branding process is still questionable. Moreover, there have been no
studies conducted to measure the success of city branding in Solo. Whether the assumption
that “there are commonalities (consensus) and differences in both stakeholders’
understanding about city branding and about“Solo, The Spirit of Java” as a brand, and those
understanding will affect the implementation of “Solo, The Spirit of Java” truly proven
would then be sought out in this research. Eventually, this research is expected to give
important input to the government as a form of evaluation for the future implementation of
city branding in Solo City.

1.3 Research Objectives

The main objective of this research is to examine the understanding (differences and
commonalities) of city branding between different relevant stakeholders (city administrators
and business communities) and to find out the effects of their understanding towards the
implementation of city branding in Solo City.

In detail, this research also aims to know the effects of stakeholder involvement in city
branding process by testing the assumption that the common understanding (consensus) of
city branding in the relevant stakeholders (in this case city administrators and business
communities) will lead to positive effects, while differences in their understanding will
generate negative effects in the successful implementation of city branding.

1.4 Provisional Research Question

Main question of this research is “What are the differences and commonalities in the
understanding of city branding between city administrators and the business
communities in Solo City and what are the effects on the implementation of city
branding?”.

1.5 Significance of the Study

This study attempts to examine the understanding (differences and commonalities) of two
relevant stakeholders in Solo City toward city branding. The choosen stakeholders are city
administrators as the creator and the manager of city brand and business communities as an
engine of economic growth in a city. City branding is very complex practice, since it is
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characterized as a governance process which really needs the involvement of relevant
stakeholders to be successfuly implemented and in the other hand it is related with the
perceptions and associations of each stakeholder. So that city branding can be said as join
challenge among stakeholders which needs common understanding/consensus to generate
greater positive effects. It is become a challenge to the city government in relation with their
effort to implement city branding as an important tools of city marketing practice. Since as
argued above, that city branding implementation needs the involvement of its relevant
stakeholders.

This research is expected to give better knowledge to the city government about the
understanding and interests of business community and city administrators themself
(politician, planner, staff, manager, marketer, etc.) about the existing Solo city branding. It
also assess the effects of their understanding toward the implementation of city branding so
far. At the end, the research results will be useful as an important input to enhance the brand
communication capacity of city government. Moreover, it can be used as an important input
for city government in making a future strategies/policies related with city branding
implementation. Finally, city branding can become real things and an appropriate way to
attract desired target groups and meet the demand of city competition.

1.6 Scope and Limitations

City branding is considered as one of a governance process that need the involvement of all
relevant stakeholders to achieve the ultimate goal. And brands are mostly depends on
people’s minds or perceptions. There are many relevant stakeholders in city branding for
example firms/companies (business community), government, residents, tourists/visitors, etc.
Thus, the perceptions of city branding varies depends on each stakeholders being engaged.

However, with several limitations, this research only focus on the differences and the
commonalities in the understanding of city branding between two relevant stakeholders
namely city administrators (key persons who responsible in creating and communicating city
branding concept, key persons who work in planning board, and other key persons who work
in related agencies/board in Solo City) and business community (key persons in main firms
and business association).

1.7 Description of The Research Area

This study was conducted in Solo (Surakarta) City, which is located in Central Java,
Indonesia. With 503.421 inhabitants and population density of 13.636 inhab/km? in 2010,
Solo City is considered as one of the developed city in Central Java with a very strong
Javanese cultural heritage as its potential resources. This city has strategic location in Central
Java which surrounded by several districts namely Boyolali, Sukoharjo, Karanganyar,
Wonogiri, Sragen, and Klaten District. Together with Solo as the core, all those six districts
has implemented regional cooperation namely “SUBOSUKAWONOSRATEN” which adopt
the regional brand “Solo, The Spirit of Java”. In General, this brand aims to imaging and
characterizing Solo Regions as a centre of Javanese Culture. At first, the use of this regional
branding was aimed to stimulate trading activity, and encourage commercial activities, to
accelerate the development of tourism by increasing regional attractions, to stimulate the
provision of infrastructure/ property, and to encourage investment in the real sector. As time
goes by, all those six districts have supported Solo City as an icon and a showcase of the
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region to adopt the existing regional brand into Solo’s city brand because of the familiarity of
Solo City.

The use of city branding practice is strongly associated with the former Mayor of Solo City,
Joko Widodo (the one who has ever been nominated as the best mayor in the world), based
on his concern toward the development of many cities in Indonesia that looks uniform and
did not show their own characteristics and identity. According to him, each city must have a
blueprint for urban development, so that the city has a clear differences with other cities. He
adapted the term "positioning" and "differentiation™, which is taken from marketing theory. It
indicated that marketing mindset is very important in an effort to enhance the character of
Solo City. In order to make Solo City "marketable”, the city as a product must have a
distinctions with other cities with the intention that the positioning of Solo in the thoughts of
all relevant stakeholders become clear. This was the first step in triggering an effort to
implement city branding practice in Solo City.
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Figure 1 The Position of Solo City in Central Java and in Indonesia

Regional cooperation “SUBOSUKAWONOSRATEN” consist of one city (Solo City) and six
districts (Boyolali, Sragen, Sukoharjo, Wonogiri, Sragen, and Klaten) preceded by a
Technical Cooperation Agreement dated April 9th, 1984 between The Government of
Germany Federal Republic and Indonesian Government and The Memorandum of Exchange




KL.01.04/ANBP Number 371 on December 11st, 2002 with the aim of improving relations
based on partnership and cooperation in order to realize economic development of regional
program (Regional Economic Development) in Surakarta/Solo and surrounding areas.

In the process, a slogan was needed to build the image of SUBOSUKAWONOSRATEN
region in order to develop regional marketing. Then a contest to find regional branding was
held in 2005 as a follow-up action from regional development strategies. Based on hundreds
of proposals received, “Solo, The Spirit of Java” was chosen as the regional branding of
SUBOSUKAWONOSRATEN region. To strengthen the brand, it finally poured into the
common regulation between The Mayor of Surakarta with The Regent of Sukoharjo,
Karanganyar, Wonogiri, Sragen, and Klaten on April 2nd, 2008.

Internal targets of this regional branding are as an integral tool to enhance the pride of the
ethos and to advance regional economy. While Externally this brand have aim to build an
regional image in order to promote economic growth and to introduce
SUBOSUKAWONOSRATEN as potential areas for investment, trade, and tourism.

Regional Branding “Solo, The Spirit of Java” means spirit of togetherness in the process of
economic development, based on the spirit of upholding the culture, history, and the noble

values of its predecessors.

the spirit of java
Figure 2 The Logo of “Solo, the Spirit of Java”

The intended use of this regional identity are: to stimulate trading activity, to stimulate the
activity of commercial and non-commercial undertaking, to accelerate the development of
tourism by increasing local attractions, to stimulate the provision of infrastructure/property,
and to encourage the investment in the real sector.

Local Cultural and Tourism Agency of SUBOSUKAWONOSRATEN Region became a
leading sector in implementing and promoting regional branding “Solo, The Spirit of Java”.
Begin with cooperation in cultural and tourism sectors, Solo City as the center of regional
cooperation SUBOSUKAWONOSRATEN, plays an important role in the success of the
regional brand.

Adapting regional branding “Solo, The Spirit of Java”, The Mayor of Solo City made a
blueprint containing several main policies including city marketing strategies whisch
supported by surrounding districts within SUBOSUKAWONOSRATEN region.
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Chapter 2: Literature review

2.1. Introduction

This chapter attempts to construct a theoretical framework based on many theories to
understand what city branding is and the factors affecting city branding to achieve its goals.
The theoretical framework directed this research into more clear ways to valid and reliable
conclusions.

The theories presented in this chapter begin with the terminology of brand, branding and city
branding. City branding in city marketing will be the next, followed by city branding as
governance process, stakeholder involvement in city branding and about city branding and a
different understanding. All those related theories will lead to one theoretical framework in
the last part of this chapter.

2.2. Defining Brand, Branding, and City Branding
2.2.1. Brand

Talking about brand usually related to a physical thing, an object that can be seen, or a
product. That old-fashion notion has more widely spread on people’s mind and suggested by
Kotler (1991, p.442) that defines a brand as “a name, term, sign, symbol, or design, or
combination of them which is intended to identify the goods and services of one seller or
group of sellers and to differentiate them from those of competitors”. Similar with that,
Hankinson and Cowking (1993) stated that a brand related with a product or service that
created uniquely by its positioning relative to the competition and by its personality, which
comprises a different combination of functional attributes and symbolic values.

However, a brand is not only a product itself nor a symbol or a label of products (Braun,
2008). It is what gives value and meaning to the product and specify its identity (Kapferer,
1992). Brand is also considered as a sign that recognize products and its producers, and also
stir associations which inspire those products with cultural meaning. The representative
meaning given by the brand can also make the products can be differentiated its competitors.
(Eshuis and Edwards, 2012). Brands exist in the peoples’ minds and can be seen as a network
of associations in their minds (Keller and Lehmann, 2006). Klijn, et al.,(2012) summarize the
meaning of brands as follows :

1. Brands give meaning to something; spesifically they build network of associations about
products that have meaning for various actors;

put in value to the object;

distinguish the products from competitors;

have a visible or discursive sign in the form of a logo, design or a name;

are intentionally created and have to be managed in order to develop them.

oo

Brands are closely related with values and perceived quality, which means it is important to
have congeniality between physical and psychological needs of the people. Thus, it is
important to build strong relationship between brand identity, brand image, and brand
positioning (Kavaratzis and Ashworth, 2005). Those three aspects will described below.

Brand identity is related with the desired of the brand being perceived. The brand identity is a
unique set of brand associations which the management wants to create or maintain. It creates
a connection between the brand and the consumers with a value intention that consists of
functional, emotional and self-expressive benefits (Aaker, 1996; Kapferes, 1992).
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Brand image is related with the perception of a brand in the people’s minds. It is what people
believes, feels, thoughts and expects about a brand. The brand image is a reflection (though
maybe inaccurate) of the brand character or product being. (Bennett, 1995; Keller, 1998).

Brand positioning means stressing the uniqueness of the product that makes it prominent
from its competitors and attractive to the consumers. The brand positioning is a direct
conclusion from brand identity (Kapferer, 1992).

Brand Identity How the owners want the brand
Brand Positions to be perceived

The part of the brand identity and
value proposition communicated
to a target group that
demonstrates an advantage over
the competition.

Brand Image How the brand is
perceived in reality

Figure 3 Building of Brand Image from Brand Identity and Brand Position (Modified from
Aaker, 1996 & Kapferer, 1992 in Rainisto, 2003, p.49)

Moreover, brand can plays a very important role in policy formulation by facilitating
decision making, giving focus, providing boundaries, and directing behavior. (Rainisto, 2003)
and in policy implementation by helping to create commitment or interest among those
involved in execution of a certain policy (Klijn et al., 2012). In this case brand can be said as
important tool to communicate.

On the other hand, brand also has limitations related to its characteristics: it is perceptual
entities; constructed and experienced in an institutional environment (a community or social
environment); and it can be contested. The consumers can have their own perception of the
brand because brands built to create associations among consumers’ minds. The meaning of
the brand can change according to the perspective of different consumers (Klijn et al., 2012).

The point of view of brand as relationships in particular stresses that brand “also require
interactions with a broader group of stakeholders than just consumers” (Hankinson, 2004,
p.111). In this sense, the formation and maintenance of a brand is related with a continuous
process where consumers and stakeholders not only become co-creators but also strongly
involved in the whole process of the brand’s implementation (Klijn et al., 2012).

2.2.2. Branding

Branding is not just one tool of marketing activities, even in contemporary marketing
branding is very central. But branding related with a holistic view that influence the whole
marketing process. Branding can be interpreted as an activities to build up value added by a
brand (Hankinson, 2001), as a deliberate process of selecting and associating the attributes
(Knox and Bickerton, 2003) which focuses on establishing and maintaining the brand, as a
major core of marketing technique, and branding can be a good foundation for place
marketing (Rainisto, 2003).
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Moreover, branding is consider as a strategy for managing perceptions (Eshuis and Kilijn,
2012). Branding is mostly about influencing perceptions which is emphasizes the emotional
and the psychological aspects. It is crucial to generate associations between a product and
wider psychological issues. Branding works somewhat through the unconscious. People are
mainly unaware of the associations triggered by brands and they do not usually conscious
about them (Eshuis and Edwards, 2012).

Success of branding is more likely when there is entity of goal and commitment by all
stakeholders toward a common branding (Hankinson, 2001).

Branding is considered as relevant concept but not always understood correctly. Mostly,
branding techniques viewed only as the development of logos, symbols, and straplines which
used to create a visual identity and to be an umbrella for a commercial activities (Hankinson,
2001).

There are several objects on branding in the public sector, namely branding of tangible
products; branding of processes may refer to branding services or governance processes;
branding of organizations; branding of persons generally refers to branding leaders or stars;
branding of places is about geographical places varying from nations to cities, regions and
neighbourhoods. It is sometimes referred to as place-branding (Kavaratzis and Ashworth,
2005) or location branding (Hankinson, 2001) which will be discussed in more detail on the
next section.

2.2.3. City Branding

Places and mainly cities can be branded like products or services (Keller, 1998; Kotler et al.,
1999; Hankinson, 2001) and when geographical locations are given brand like products and
services, the brand name is usually using the actual name of the location (Rainisto, 2003). In
fact, place brand can be used in neighbourhoods, districts, regions, destinations, cities, even
countries(Braun, 2012).

There are many definitions of place branding and city branding in particular, but there is no
one consensus has been accepted to the definition, since it is related to the implementation
and also related with local development efforts (Rainisto, 2003). Recently, city branding
definition is mostly developed from corporate branding theory, which means it is based on
the term of corporate branding (Braun, 2012; Kavaratzis and Ashworth, 2005; Kavaratzis,
2008; Trueman et al., 2004). According to Kavaratzis (2008) place branding is the branding
of communities or districts in order to create representative image of the place by
emphasizing particular functional, symbolic, and experimental aspects. Moreover, city
branding is also understood as the way to achieve competitive advantage in order to increase
inward investments and tourism, and also to achieve community development (Kavaratzis,
2004.)

Zenker and Braun (2010, p. 3) define a place brand as “...a network of associations in the
consumers’ mind based on the visual, verbal, and behavioral expression of a place, which is
embodied through the aims, communication, values, and the general culture of the place’s
stakeholders and the overall place design.” The definition basically confirms that defining a
city brand is not mainly about the “place physics”, but it related with the perception of the
target groups.

City branding is created mainly to attract potential residents, firms, tourists, or investors to a
city (Braun, 2012) to respon the demand of competition among cities for those target groups
(Van den Berg and Braun, 1999 ; Medway and Warnaby, 2008 ; Zenker, 2009), which is
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usually done in a context of several stakeholders who sometimes can re create the brand or
even hinder the whole branding process (Braun, 2012; Eshuis and Edelenbos, 2009).

In this case, place branding that is considered as one of the best recognized applications in the
public sector also has the characteristics of governance processes which usually involves
public and private parties. (Klijn et al., 2012). The branding of places (and particularly cities)
has become popular among city officials in recent years (Anholt, 2010).

Although city branding are very complex process that contain many elements, tangible
elements refer to perceptions of a city’s culture, infrastructure, housing and intangible
elements including emotional aspects or values of the brand (Zenker, 2011), but Hankinson
(2001) on his study about the branding practices in 12 English cities found that the branding
of location in not impossible.

To sum up, city branding in general can be explained as planning and implementation of the
whole process of producing, managing and/or developing the perceptions of a city’s
customers and/or stakeholders, which focuses on the city’s values and aims to influence the
spatial activities of those customers and/or stakeholders in a way, that can be beneficial for
the city’s sustainability and development.

What comes next is the way to communicate city brand to the customers or stakeholders.
Three types of city brand communication form according to Kavaratzis (2004) are: the
primary communication (marked as physical aspects of the city, including the architecture
and real place offerings, as well as the city’s behaviour); the secondary communication
(including the formal communication like advertising or public relations, marked as place
communication); and the tertiary communication (labeled as place word of mouth, which
refers to the word-of-mouth details strengthened primarily by the media and also by the
residents).

The model of city brand strategy includes internal and external factors. Internal factors
namely: governance, brand expression, and marketing. While external factors are: mental
lenses, brand perception, and brand recognition (Kavaratzis, 2008). This model also mentions
six main stakeholders: government, private sectors, people, tourism, investment and
immigration, culture-education and sports

Combining all those concepts of city branding and its communication, leads to a model of
place brand perception that illustrates how those perceptions are built through the place’s
identity and how they vary between different target groups (Zenker et al., 2010; Zenker,
2011).

Place Resident-city
communication identification
Target group
specific place
perception
Place physics Place satisfaction

Target group
specific place
perception

Intention to
stay / leave

Place word-of-
mouth

Examples for
Place identity Place brand outcome variables

Figure 4The Model of Place Brand Perception (Zenker, 2011 p.43)
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The core element of the successful city branding lies on the establishment of a strong
relationship between the brand and the public. Furthermore Hankinson (2001, p.140)
mentions the key factors which affect the brand’s development: organisational complexity
and control (related with the need of an appropriate organisational structure); the
management of partnerships (the commitment of all stakeholders in shapping place brands
which formed in the presence of partnership and high level of consensus); product
complexity (the ability to develop a unique and attractive product/place which in some cases
can only be achieved through partnerships); the measurement of success (the need of cities to
be able to show that location branding is one of an effective strategy).

2.3. City Branding in City Marketing
2.3.1. City Marketing

Place marketing or city marketing particularly, is a relatively new scientific field which has
become more popular in the 1990s coincides with the two publications of Kotler in 1993 and
1999. In his books, Kotler defines place marketing as “designing a place to satisfy the needs
of its target markets. It succeeds when citizens and businesses are pleased with their
community, and the expectations of visitors and investors are met” (Kotler et al 2002, p.183).
While at the same period Meer and Van den Berg (1990) found that city marketing is an
instrument for cities to compete with other cities. This point of view resulted from the
increasing competition among cities. In detail, Meer (1990) described city marketing as a
series of urban functions with requests by the residents, businesses, and visitors, as a method
to match the demand and supply on the side of local authority provision.

Ashworth and Voogd (1990) suggest that place marketing concept has been developed from
business, marketing and management scientific theories that lead to the understanding of
marketing practice in urban planning and management. Marketing practices in general tried
to make places into commodities or “place products” (Ashworth and Voogd, 1990).
According to them, place marketing become relevant because of the unexpectedly changing
rules in the competition between places. In this case, place marketing is important “to
maximize the efficient social and economic functioning of the area concerned, in accordance
with whatever wider goals have been established” (Ashworth and VVoogd, 1990, p. 41).

Furthermore, Ashworth & Voogd (1990) also underline the importance of the city image as a
driver behind the consideration for city marketing. In their view, cities’ perception and its
mental image that established have become significant for the success and failure of
economic. In other words, the application of city marketing mainly depends on the
construction, communication and management of the city’s image. City marketing plays a
significant role, as a liaison between a city’s potential and the use of this potential for the
benefit of the people in the society.

In their other publication, Ashworth and Voogd (1994, p.41) argue that “place marketing is a
process whereby local activities are related as closely as possible to the demands of targeted
customers. The intention is to maximize the efficient social and economic functioning of the
area concerned, in accordance with whatever wider goals have been established”

Finally, the overall understanding of place marketing as suggested by Braun (2008, p.43) is
“... the coordinated use of marketing tools supported by a shared customer-oriented
philosophy, for creating, communicating, delivering, and exchanging urban offerings that
have value for the city’s customers and the city’s community at large.” Next, he choose to use
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the term city marketing to differentiate it from the marketing of other types of places like
neighborhoods,’ rural areas, regions, countries, etc.

2.3.2. City Marketing Process

To achieve the purpose, a marketing strategy must fulfil certain requirements, which means
that cities must recognize the changes of the environment, the needs, the desires and the
choice behaviors of their target-markets. It is important to generate a realistic vision for the
future, to come up with a plan to realize the vision and to accomplish consensus among
involved stakeholders and finally to evaluate each phase of the process.

According to Kotler (1997, p.90), “place marketing process consists of analyzing marketing
opportunities, developing marketing strategies, planning marketing programs, and managing
the marketing effort.” Meanwhile, there are a series of activities in city marketing process
starting from a cautious analysis of the city’s current situation through a wide research on the
city’s resources, opportunities and audiences (Kavaratzis and Ashworth, 2007), followed by
choosing a certain vision and goal for the city that should be achieved with the cooperation of
all related stakeholders. Next, is the planning of specific projects/activities that will together
helping to achieve the goals and allocating clear roles for the participating bodies, followed
by actively implementation of city marketing measures (spatial/functional, organizational,
financial, and promotional) (Ashworth and Voogd, 1990). The process ends with the phase
monitoring and evaluating the results of all activities.
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Figure 5 Place Marketing Process Framework (Ashworth and VVoogd, 1990 in Rainisto, 2003)
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Place marketing practices are usually headed by the management team in charge of place
marketing and coordinated by the planning group which represent the coomunities of the
place. As a starting point, they form the vision and the strategic analysis of the place in the
form of a SWOT analysis. Then they build place identity in a form of attraction factors of the
place. This is the phase of building process of place’s identity which a place can make the
choices and influence preferred image target. After that, the identity then promoted using
marketing communication and place marketing instruments with the expectation that the
image has been built among target groups will meet the expectations of the place (Rainisto,
2003).

As mentioned before that city marketing is marketing in a network setting, so the core of city
marketing management is in the coordination and implementation of city marketing activities
in various city marketing networks between different stakeholders (Braun, 2008). Moreover,
to achieve the success of city marketing practices, Rainisto (2003, p.65) mention a framework
consists of nine elements to support the place of marketing practices. Those success factors
are: “1) Planning group, 2) Vision and Strategic analysis, 3) Place identity & Place image, 4)
Public-private partnerships, 5) Political unity, 6) Global marketplace, 7) Local development
(presented with Global marketplace), 8) Process coincidences, and 9) Leadership” (Rainisto,
2003 p.65).

Success factors

Figure 6 Success Factors in Place Marketing (Rainisto, 2003 p. 65)

2.3.3. City Branding in City Marketing

Kavaratzis (2004) sees city branding as the ultimate objective of city marketing. He suggests
city branding as ‘a new application of city marketing’ because he identified a change of focus
from the rational character of marketing interventions to creating emotional, mental,
psychological associations with a city. He also mention about the shifting direction on the
debate of city marketing into city branding in recent years (Kavaratzis, 2008). While Rainisto
(2003) argue that city branding in city marketing practice mainly aims to increase the
attractiveness of a city.
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City branding and city marketing techniques are believed to provide important tools for cities,
and help them to transform into competitive advantages. In other words, city branding can be
said as the means for achieving competitive advantage in order to increase inward investment
and tourism activity, and also for achieving community development. City branding is a wide
process that does not substitute the whole series of city marketing process but it provides a
distinct focus on the communicative aspect of all marketing measures (Kavaratzis, 2004).

City branding implies an important change of perspective on the whole marketing attempts
and needs to be thought of as a continuous process related with all marketing efforts and with
the whole planning exercise. In line with what suggested by Chandler and Owen (2002) that
branding is the process by which aims to influence the way the consumers interpret and
develop their own sense about the brand, what it is about and what it means. From this view,
branding becomes almost equal with the whole process of marketing itself..

2.4. City Branding as Governance Process

2.4.1. Governance Network Theory

There is no common undertstanding to define what ‘governance’ is. Braun (2008, p.82)
mention a straighforward definition of urban governance as “how and by whom city policies
are produced, decided and implemented” (Braun, 2008, p. 82 ). In many governance debates,
the proposition on governance as a theory suggested by Stoker (1998) is very famous. Those
five propositions are: governance refers to the series of institutions and actors who are drawn
from and beyond government; it recognizes the blurring of limitations and responsibilities to
overcome social and economic problems; it identifies the power reliance involved in the
relationships between institutions in joint action; it is about autonomous self-organizing
networks of actors; and governance also recognizes the capability to get things done that does
not rest on the power of government to control or use its authority.

Kearns and Paddison (2000) who also refer to the network of actors argue that urban
governance is a multi-level activity and urban governments exist within webs of relations.
They also highlight that urban governance undertakes new ways to be creative, in order to
build strengths and also to access and utilize resources. Kooiman (2002, p.73) say that “all
those interactive arrangements in which public as well as private actors participate aimed at
solving societal problems, or creating societal opportunities, attending the institutions within
these governance activities take place, and the simulation of normative debates on the
principles underlying all governance activities”. Thus, governance can be said as an answer
to the problems and city’s challenge.

Those concepts are similar to the concept of organising capacity developed by Van den Berg,
Braun and Van der Meer (1997): the ability to make all actors involved, to generate new
ideas and to implement and develop a policy designed to respond the fundamental
developments and create conditions for sustainable development.

Healey (1997; 2003) in her collaborative planning approach discusses governance in
connection with planning of neighborhoods, regions, and cities, making the spatial dimension
an explicit part of governance. She mentioned the relevance of networking but she gave more
weight on the inclusion of all stakeholders, the collaborative process and a common vision,
rather than the outcomes. Her approach is rooted in a very broad interpretation of governance.
Of course, such a broad approach often criticized, but in the discussion of city branding and
city marketing management it is very relevant. Thus, it is best to adopt a broad interpretation
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of urban governance as mobilisation and organisation of collective action in urban areas
(Cars et al., 2002 in Braun, 2008) and does not grasp it into a particular form of governance.

2.4.2. City Branding as Governance

It is important to see city branding in the context of urban governance and to understand this
setting is very important to put city branding into practice(Braun, 2012). Also city branding
shows many characteristics of a governance process as argued by Van den Berg and Braun
(1999). City branding is used as an urban governance strategy for managing perceptions
about cities and it may be directly attached to urban governance, following the base that a
city must firstly decides what kind of brand it desires to become and then enhances
developments to support that brand (Kavaratzis, 2008).

City marketing is an element of urban governance, hence it is part of the political process
concerning multiple stakeholdes (Braun, 2008). In the same publication, he also concluded
that “embedding city marketing in urban governance and creating the right conditions for city
marketing management will become key challenges for cities that want to make the most of
their marketing efforts in the coming years” (Braun, 2008, p. 193 ). This assumption for city
marketing is also relevant for city branding (Braun, 2012).

Furthermore, in relation with city branding as governance process, Braun (2012) identified
eight factors that can either positively or negatively affect the implementation of city
branding. All of these factors are important in the urban governance context in which city
branding occurs. “The first four factors related with the context of city branding itself,
namely: the common view o