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ON THE CITY BRAND DEVELOPMENT:
CITY STYLE AS A CITY BRAND DIMENSION

Abstract

The article discusses the issues of the development of the city brand. The main purpose of the study was to
identify the factors and components that contribute to the development of the city brand. The city brand model of
Thomas Gad has been taken as a theoretical basis of the study. This model describes four dimensions of a city brand:
mental, spiritual, social and functional. The author of the article has made an attempt to describe and add one more
dimension to above-mentioned model-the dimension of “city style” with its visual and aesthetic aspect. The literature
review has been conducted in order to clarify the concepts of “brand” and “city brand”. The questionnaire has been
carried out among residents of two cities of Kazakhstan to identify the influence of the city style on the recognition of
the city. The above is the theoretical and practical contribution of this study to the development and formation of the
city’s brand. The proposal of the author of the study to develop design codes for cities of the Republic of Kazakhstan
is of applied importance.

Key words: city brand, dimensions, brand awareness, model, branding, city style, design-city code.
Introduction

An increased attention of researchers and practitioners to the formation and development of city
brands is due to several reasons. Firstly, mass media influences the way how citizens perceive and
understand city brands. Secondly, an increased interest of many parties has created the need to use
branding technologies in city management.

The notion of the city brand has now become a common trend, which is determined by the
increasing competition of territories for attracting resources in the context of globalization. At the
same time, brands of larger territorial entities are subsequently formed around cities. This is due to the
following reasons:

+ Cities are the centers of local cultures, forming the mentality of the population.

¢ City advertising is becoming an effective tool for strengthening the economy. It contributes to
the emergence of the so-called world cities (global cities).

+ The image of the city is always diverse, and this is its advantage. The city is its famous citizens
and a unique history, architectural appearance and local products. Each city is unique and helps to
shape and maintain the uniqueness of the brand.

¢ The city brand is the most stable of all types of brands; it is less exposed to political and
economic risks [1].

Article aim

The aim of the article is to study the city brand dimensions and to offer the city style as an
additional dimension to the concept of the city branding.
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Article objectives

This article contributes to the body of knowledge in the field of marketing, especially in the area
of the city brand development and formation. The objectives of the study are: to conduct the literature
review and to analyze various definitions of the city brand related terms, to conduct a questionnaire and
examine the notion of the city style that can serve as a dimension to the concept of the city branding.
The theoretical contribution lies in the fact that some efforts have been done to identify the importance
of the city style in the city brand recognition and a practical implication is in the recommendation for
Kazakhstan cities to implement the programs of city design codes that have been successfully used
and verified in many well-known cities of the globe.

History

Functional

This section starts with a brief description of Thomas Gad’s
city brand model. Thomas Gad in his book “4-D Branding:
Cracking the Corporate Code of the Network™ proposed the
city brand model that comprises of four different dimensions.
These are: functional dimension, social dimension, spiritual
dimension and mental dimension (Figure 1).

Figure 1 — City brand model by Thomas Gad

Note — based on source [2].

The city brand model will be taken as a theoretical basis of the article. Further studies will describe
the author’s intention to add one more dimension to this model with the aim to expand it and with the
aim to point out the importance of the city style in the recognition of the city that can help to promote
the city brand. However, prior to defining the “city brand” term, it is necessary to identify the meaning
of the “brand” definition.

Accordingto Pierre [3] the brand is an image in the consumer’s mind of functional and psychological
features. As for the American Marketing Association [4] brand is a name, symbol, design, or a blended
mix of them, with the intention to distinguish the products and services of one seller from a group of
sellers. Also, it is possible to define brand as a combination of material and immaterial attributes aimed
to provide knowledge and identity as well as to create a reputation for a product, service, individual,
place, or organization [5].

Brands are ubiquitous; they infiltrate nearly every aspect of our life: economic, social, cultural,
sporting, even religion. Because of their tendency to penetrate everywhere they have become the
object of increasing criticism. In post-modern societies where people are willing to give names to their
consumption, brands may and ought to be analyzed through different viewpoints: macro-economics,
sociology, anthropology, history, semiotics, philosophy and so forth [6].

As for the definition of the term “city brand”, N. Nickerson and R. Moisey [7] describe it as
creating relationships between citizens and the image of their city.

Derivation of a ‘city brand’ definition from a ‘nation brand’ has been proposed by other field
contributors. In this respect, a nation brand has been characterized as “the exceptional multidimensional
mix of elements that provide cultural differentiation and relevance to the nation for all its target
audiences [8].

The branding of sites and cities in particular has achieved extraordinary traction among city
officials. For this reason, marketers aim to identify the city as a brand has been placed, so as to
promote existing and potential target units; and distinguish themselves from others, to uphold their
identity for achieving various economic, political or socio-psychological aims [9].
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In addition to the definitions of the “brand” and “city brand” it is useful to learn about such terms
as — destination branding, city branding and nation brand.

When it comes to the definition of the term — “destination branding”, it should be said that its
meaning has evolved over the past forty years and several concepts have emerged such as the place
branding, city branding, town branding etc with their focus on a various spatial scale. It is about
identification the strongest and most competitive assets of a destination in the eyes and minds of
tourists [10, 11].

City branding is an effort to create and enrich the city’s qualities. City branding is associated with
a marketing practice in which city officials and their representatives design a symbol or create a name
that can be easily identified by others [12].

A nation brand is not only specific goods produced in the country, but also all symbols, names
and attractions and sightseeing. National branding is an area of knowledge and practice that aims to
measure, build and manage the reputation of countries. National branding is closely related to the
concept of place marketing (territorial marketing) [13, 14].

Due to the severe competition in a modern world it is time to search for better approaches to
enhance the picture of the city in order to attract visitors. Based on the literature review, the author
has come to the conclusion that destination branding on the whole and the city branding particularly
remain at their earliest stages implying that these fields can be studied further.

Research methods

Several sources were employed to collect data for this article: a brief exploratory questionnaire
was used with the aim to understand the opinions and attitudes of citizens regarding the notions
of “city style” and “city brand” and to identify the citizens’ opinions if the city style affected the
recognition of the city — this was the first source of data. The second sources of data were Internet
and publicly available newspapers and online websites. These sources were needed to compare the
information regarding city styles and city brands in many territorial and urban places. Furthermore,
data for the research came from scientific articles and official reports.

The research question was — “Do citizens think that there is a connection between the notions
of city style and city recognition”. The hypothesis was around the following statement: “there is a
relationship between the city style and the city recognition”.

The author used a “convenience approach” to conduct questionnaire and the respondents were
selected because they were available and accessible. The questionnaire was designed from the literature
reviews and analysis from different cities website content. The identities of respondents were not
disclosed, they were kept confidential. An online questionnaire in Russian language was prepared
and sent to the emails of citizens in the cities of Almaty and Shymkent in the Republic of Kazakhstan
with a cover letter, to a total sample of 232 respondents. However, the response rate was of 48.3%
with n=112 full replies with 0 missing values. Out of 112 replies, 80 respondents were from the city
of Almaty (71,4%) and 32 citizens from the city of Shymkent (28,5% respectively). The questionnaire
was carried out in summer 2020.

The cities of Almaty and Shymkent were chosen because the author of the article has some
professional ties with these cities and because they are the country’s largest cities with population of
over a million. These two facts are important: professional ties help to reach out more people and since
it is stated that the city style and city recognition notions are under the study, it is argued that citizens
of larger cities may be more prone to express their opinions regarding these notions.

The questionnaire was analyzed and presented in a descriptive style. First of all, the author
analyzed the statistical data, and then emerging concepts were grouped into categories. The authors
compared the data with data found in the literature review [15].

Since the recognition of the city also relates to one of the characteristics of the city’s brand, it is
argued that the city style affects the recognition of the city. Therefore, the aim of the questionnaire was
to determine the opinions of citizens of two cities regarding their understanding of the concepts of
“city style” and “city brand”, as well as to identify their opinions on whether the city style affected

59



«Typan» yHHBepcUTETIHIH Xa0aplIbIChl» FRUTBIMU >kypHaib! 2021 x. Ne 3(91)

the recognition of the city. This was an introductory questionnaire that consisted of five questions and
underlying implications required for further studies.

In response to the question: “What is your understanding about the concept — “the city style”, 27%
of respondents reported that “the city style for them is a manifestation, recognition of an image that
is well recognized by residents of the city, it is also an image that is unique and creates conditions to
distinguish one city from other cities”. 9% of respondents answered that the style of the city for them
means the “soul” of the city, and that because of this the city has its own appearance and uniqueness.
19% of respondents said that by the style of the city they understood an identical design of urban
objects, such as benches, lamps, lawns, sizes and colors of garbage bins and shop windows. 39% of
respondents said that the style of the city was both the image and the unified design of urban objects.
The remaining 6% refrained from responding.

The answers to the question: “Is there any city style in the place where you reside?” were as
follows: 59% of respondents said that their city did not possess a style. 15% of respondents said that
their city was green and clean and claimed those attributes to be their city style. 26% respondents
found it difficult to answer this question.

To the question: “Would you like your city to have its own (distinct) style?”” 58% of respondents
said that they would like to have a unified architectural style in the city in which they live, they
want more modern buildings, parks and places of entertainment, and that these places should be
appropriately decorated in a single style. 10% of respondents said that they did not want to change
anything in the style of their city, whereas 15% of respondents said that their city already had a style.
17% found it difficult to answer this question, the reasons are unclear.

To the forth question: “Do you think that the concepts of “city brand” and “city style” are
interrelated? 46% of respondents said that definitely was a connection in these terms, 21% said that
there was no interrelation between the aforementioned terms, and the remaining respondents found it
difficult to provide an answer to this question.

To the fifth question: “Does the style of the city affect the recognition of the city?”” a major portion
of respondents agreed that the style of the city affected the recognition of the city (77%), 16% of
respondents replied that the style of the city did not affect the city’s recognition fact and the remaining
5% of surveyed people found it difficult to answer this question.

The author of the article hypothesized that the city style had a relationship to the recognition of
the city. Since recognition is an element of people’s knowledge about a brand [16], it is stated by the
author of the article that the city style is an important element of the city brand. It has been identified
that majority of respondents (59% that constitute 66 people out of 112 surveyed) in two major cities
of Kazakhstan state that their cities do not have a distinct city style. Citizens have expressed positive
attitude to the idea of their own cities to have its style (58%, n=65). Moreover, it appears that the city
style comprises the image of the city, its design and architectural views for the respondents (39%,
n=44). Majority of respondents state that there is an interrelation between the concepts of “city brand”
and “city style” (46%, n=52). Respondents of both cities have stated that the style of the city affects
its recognition (77%, n=86).

Results and discussion

Hence, this article started with a literature review on the main concepts of the topic. The review
was about various definitions of the terms — “brand” and “city brand”. This review was needed in order
to explain and understand the notions of brand in terms of its usage in respect to cities and identify
different views of researchers regarding multifaceted dimensions of brands.

Joseph Newman defines brand as everything that people associate with it [17]. F. Clark states that
customers pay attention to the brand value and find it important in their personal experience [18]. As
for the brand of the city, it must be said, that K. Dinnie in 2011 identifies it as a unique mix of elements
based on culture and targeted on special types of audiences [19]. City brand allows differentiating
one city from another and in pursuit of reaching uniqueness stands for positioning the city as a place
of living that satisfies the needs of its citizens and tourists: be it economical, political, and social etc.
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Since this article is focused on examining the measure of the city brand, the modeling of Thomas
Gad has been taken as a theoretical foundation for the study. It is also stated in the article that brand
awareness and brand knowledge consisting of brand recognition and brand recall performance,
according to K. Keller and the city style has a relation to the recognition of the city.

The questionnaire has been conducted with the aim to determine the citizens’ opinions if the city
style affected the recognition of the city. Majority of respondents have stated that the city style affected
the recognition of the city and the extant literature on this topic provides evidences on this fact [20].

This way, the author of the article offers one more dimension to Thomas Gad’s city brand model —
the city style. The city style is understood as a manifestation and recognition of a city image that is close
to the inhabitants of the city. It is an image that would attract tourists, city guests and investors. The
city style comprises of the city’s architectural image and visual-aesthetic aspects of the city objects.

It is argued in the article that from the position of target consumers, a city’s brand is formed under
the influence of the following components:

¢ city status;
urban folklore;

* stereotypes about the city;

¢ urban mythology;

+ emotional connections with the city (emotions, feelings, expectations, hopes associated with
the city, and attitude to it);

+ urban symbols (name, flag, coat of arms, emblem, motto, anthem, etc.).

¢ the appearance of the city [21].

Out of these components, the author states that the appearance of the city and urban symbols
relate to the style of the city and its visual-aesthetic aspect. A unified styling of urban objects such as
city garbage bins, lanterns, benches, irrigation ditches, bus stops and even the facades of city shops
will contribute to the city style and in turn will enable the recognition of the city brand.

One of the ways to enhance the visual-aesthetic aspect of the city that is included in the city style
notion is to use the design code of the city.

Design code of the city — a set of rules and recommendations for the design of signboards and
outdoor advertising, building facades and the surrounding area (city). The design code urges the
owners and tenants of institutions and buildings to adhere to a uniform design of names, information
plates and shop windows of institutions located on the facades of buildings to which the design code
applies [22].

Many European cities like Barcelona in Spain possess design codes. Due to the design code,
Barcelona is a well-planned beautiful city with its special city style, architecture and culture that
attracts millions of visitors form many countries [23].

The design code of the city adds value to the visual-aesthetic aspect of the city which is part of the
style of the city. The correct design code returns the culture of walking pedestrians, provides conditions
to the design requirement conformities like — all sewer lines, sidewalks, streets and drainage ways,
alleys, landscapes, public sites, lightings and other types of city improvements must be constructed
and designed in accordance to the city design code.

Summing up, it should be said that, in addition to the four functional, social, spiritual and mental
dimensions of the city brand model of Thomas Gad, the author proposes the fifth dimension. This
dimension is the city style that incorporates the aspects of visual-aesthetic appearance of the city that
could be put in place by means of the city design code. This added dimension improves the image of
the city and may be a good tool to attract more tourists and investments to the city, more than that, a
well-established city style may have an impact on the city recognition and develop a city as a brand.

*

Conclusion

This article was centered around examining one of the dimensions of the city brand. Finding
out factors and components that contribute to and identifying the city’s brand dimensions was the
main purpose of the research. The city brand model of Thomas Gad has been taken as a theoretical
basis of the study. This model describes four dimensions of a city brand: mental, spiritual, social and
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functional. The mental dimension has a relation to a mental programming and considers the idea
that every human being has an inner landscape. The spiritual dimension implies understanding the
relationships between the product, the brand and the company. The social dimension is based on
the customers’ perceptions of their social identities and this dimension has become strong nowadays
because brands are powerful definers of social well-being of customers. The functional dimension of a
city brand relates to the taste, efficiency and physical quality. The author of the article made an attempt
to describe and add one more dimension to the aforementioned model — the “city style” dimension
with its visual-aesthetic aspect.

This dimension seemed important to the author for several reasons: firstly, cities are well
remembered by their appearances and due to their architectural images and the city style contributes
to this fact. Secondly, in addition to other factors that form and develop city brand, the city style
dimension with its visual-aesthetic aspect creates conditions to distinguish one city from the other.

Next, the literature review was conducted in order to clarify prevailing concepts of “brand” and
“city brand”. This review aimed to explain and understand the notions of brand in terms of its usage
in respect to cities and identify different views of researchers regarding multifaceted dimensions of
concepts of the “city brand”. The questionnaire was carried out to determine the citizens’ opinions if
the city style affected the recognition of the city. The hypothesis was around the following statement:
“there is a relationship between the city style and the city recognition”. Majority of respondents stated
that the city style affected the recognition of the city. Thus, the hypothesis of the study was confirmed
and existing literature provided theoretical evidences for that. Also, it was identified that majority of
respondents (59% out of 112) in two major cities of Kazakhstan stated that their cities did not have
a distinct city style. 58% of citizens expressed their positive attitude to the idea of their own cities
to have its style. Moreover, it appeared to the respondents that the city style comprised the image of
the city, its design and architectural views (39%). Majority of respondents stated that there was an
interrelation between the concepts of “city brand” and “city style” (46%).

Since the issue of the city style in the development and formation of a city brand was studied, the
author of the article described the definition of the term “city style” that incorporated a visual-aesthetic
aspect — a unified styling of urban objects such as city garbage bins, lanterns, benches, irrigation
ditches, bus stops and even the facades of city shops etc. The author stated that one of the ways to
enhance the visual-aesthetic aspect of the city was to use the design code of the city. The design code
of the city was about a set of rules and recommendations for the design of signboards and outdoor
advertising, building facades and the surrounding area (city). This recommendation was offered based
on international experience of city branding of European and American cities.

This article contributes to the body of knowledge in the sphere of marketing, especially in the
field of the city brand development and formation. The theoretical contribution is in the fact that some
attempts have been done to determine the importance of the city style in the city brand recognition and
a practical implication suggesting Kazakhstan cities to implement the programs of city design codes
that are successfully realized in many cities of the world.
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KAJIAJIBIK BPEH/ITI JIAMBITY MOCEJECI BOUBIHIIIA:
KAJIA CTWJII BPEHATIH OJIIHIEMI PETIH/E

Anjgarna

Maxaraga Kama OpeHIIH JaMBITYy Typasbl CYpaKTap KapacTBIPBUIFaH. 3epTTEYydiH HETi3ri MakcaThl — Kaia
OpeH/IiHIH eJIIIeMIePIH AaMBITYFa bIKIAJ €TeTiH (aKTopiiap MEH KOMIIOHEHTTEP/II aHbIKTay. 3€PTTEYIiH TEOPHSLIBIK
Herisi peringe Tomac [DnTiH KanaiablKk OpeHa Moesi KOJIAaHbUIIbl. byir Moienb OoiibIHIA KalalblK OpEHTIH TOPT
OJIILIEM] CUITaTTaIabl: MEHTAJJIBIK, PyXaHH, JISYMETTIK yoHe (yHKIMOHAAbI. MaKaia aBTOpbI KOFapblia aTajiFaH
MOJICITBI'e TaFbI Oip OJIIIIEM — BU3YaJIJIbl XKOHE ICTETHUKAIIBIK ACTICKTLII «KaJIAJIBIK CTHJIbY OJIIIEMIH CHIIATTAIl, KOCYFa
TBIPBICTBL. «BpeH/» KoHE «KalalblK OpeH/» YFBIMIAPBIH TYCIHIIPY MakcaThlHAa d/eOueTTepre MIony JKacasibl.
Conpaii-ak, KajJaHbIH TaHBIMAIIBUIBIFBIHA Kajla CTHIIIHIH 9CepiH aHBIKTAay YIIiH Ka3aKCTaHHBIH €Ki KaJachIHBIH
TYPFBIHAPHI apachlHaa cayaqHama >Kypri3inai. Korapeiia atanFan 3epTTey KaJaHBIH OpEHAIHIH KalbINTACybl MEH
JlaMybIHa KOCKaH TEOPHSUIBIK JKOHE ITPAaKTHKAJIBIK Yiieci. 3epTTey aBTopbiHbIH Kazakcran PecriyOnukacs KanatapbiHa
apHaJIFaH TU3alH-KOATAPbI 33ipiiey Typasbl YChIHBICH TOXKIPHOEIiK MaHbI3Fa He.

Tipek ce3nep: KamaiblK OpeHI, oNIeynep, OPSHATIH TaHBIMAIBUIBIFEI, MOJCTh, OPSHIMHT, KaJalbIK CTHIIb,
KaJaHbIH JIU3aiH-KObI.
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K BOIIPOCY O PABBUTHHM BPEHJA I'OPOJA:
I'OPOACKOU CTUJIb KAK UBMEPEHUE BPEHJIA I'OPOJA

AHHOTALMSA

B crarpe paccmaTpuBaioTCs BOIIPOCH! pa3BUTHS OpeHsa ropona. Bersssnerne GpakTopoB 1 KOMIIOHEHTOB, KOTO-
pBIE CITOCOOCTBYIOT pa3BUTHIO OpEHIa TOPOAa, M OBLIO OCHOBHOM IETIbIO HccienoBaHua. Mozaens 6penaa ropoaa To-
Maca ['sra Oblia MpUMEHEeHa B KAY€CTBE TEOPETHUCCKON OCHOBBI HCCIICOBAHUS. DTa MOJICIIh OMMCHIBACT YETHIPE U3~
MEpEeHUs TOPOJICKOT0 OpeH/1a: MEHTAIBHOE, TyXOBHOE, COLMAIBHOE U PyHKIMOHAILHOE. ABTOP CTaThbH MPEIPUHSLT
TIOTIBITKY OITHCATh U I0OABUTH €Il OIHO U3MEPEHUE K BBILICYTIOMSIHYTOW MOJIENIN — M3MEPEHHUE KTOPOJICKOI CTHIIb»
C €T0 BU3YyaJIbHO-ICTCTUICCKIM actieKToM. O030p UTepaTyphl OBLT MPOBEICH C IETBbI0 YTOUHUTD MOHATHS «OPSHI
U «ropojackor 6perm». Takxke ObITO MPOBEACHO aHKETUPOBAHKUE CPEIH JKUTENeH AByX roponos Kasaxcrana, 4ToObI
BBISIBUTH BIUSHHUE CTHIIA TOPO/Ia HAa Y3HABAEMOCTh TOpoa. BrIeonrcanHoe U €CTh TEOPETUKO-IIPAKTHIECKUN BKIIAT
JIAHHOTO MCCJIE/IOBAaHMs B 00J1aCTh pa3BUTHs U (hopMUpoBaHus OpeH/a ropoaa. [IpukianHoe 3HaYeHHE UMEET Mpej-
JIO)KEHUE aBTOpa UCCIIeIOBAHMs pa3paboTaTh An3aitH-Kob! Uit roposioB PecryOnuku Kazaxcran.

KuroueBbie cjioBa: TopocKoil OpeH1, u3MepeHHs, y3HaBaeMOCTh OpeH/1a, MOJIeNb, OPEHAMHT, TOPOJCKOI
CTWJIb, TU3aH-KOJ] TOPOJIa.
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