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(Why do most city 
branding campaigns fail?, 2014). Bununla beraber sadece 

 

Bununla beraber marka sadece bir isimden ya da logodan ibaret 
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-
olarak-  

t

 

 ve pazarlama (birbirleriyle 

 

fiyatlama, tut
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zordur.  

 

 

 

 zira 

bunu "New York'u seviyorum (I Love New York)" ve 

(Salman, 2008) 
 

Bu kombinasyon o kada
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(Salman, 2008) 
 

 

topluluklara kadar.3 (Salman, 2008) 

ya 

4

(Salman, 2008) 

5  (Salman, 2008) 

                                                      
3 Robert Jones 
4 Jonathan Gabay 
5 Marcus Mitchell 
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kon  
 

 

(2021)

(2021)

(2021)
 

  
  
 - -  

 

(2021). Elbette bu 
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-
-  

bilinir hale gelir ve - - 
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Yazar  

(Anholt , 2008) 
.  

akt. 
 

M.Kavaratzis (2004, 2007) Balmer (2002) 

 
* strateji (organizasyon vizyonundan, 
stratejisinden, marka vaadinden, faaliyetlerden 
bahseder)  

 
 

 

(Ashworth & Voogd, 
1990) 

mesi gerekir. 
(Knox & Bickerton, 
2003)  

(Can-Seng , 2008) 

 
* b

 

 

 
 

Kaynak:  
 

-  
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1.1. Govers ve Go - 
(The 3-Gap Place Branding Model) 

sil eder. Strateji 

(Govers & Go, 2009). 
 

 olabilir, ancak buradaki 

sunabilmektir. 
 

markal  
 

(s.245) 
 

(CityLogo, 2012)
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1.2. Kavaratzis -  

(2008, s. 
41)   

 
Kaynak: (Kavaratzis, From City Marketing to City Branding: an Interdisciplinary 

Analysis with Reference to Amsterdam, Budapest and Athens. , 2008) 

-



122 |   
 

da bu kategoriye g

 

ise, 

(1998, s. 4).   

 

1.3. Anholt -  

fikrinden bahseder: 
1. 

 
2. 
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marka ile 

 
3. 

beslen
benimsenmelidir. 

4. 

 
5. 

(Anholt , 
2008) 

 

 
 

 
 

 
 

ya  
  
 Gerekli stratejilerin ve taktiklerin belirlenmesi, 
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lir.  

r 

(s.12).  

 

eri ve bu projeler 
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sahiptirler (Arslan, 2015).  

ma

 

bir 

 

 
(Abdullah, 2020).  

mlar fiyat hassasiyetini azaltan, maliyet ve 
. Marka 
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(Romaniuk, 
Sharp, Paech, & Driesener, 2004)

 
 

Kara, 2015)

 

ve

Collado, & Aranda, 2016). 

(Yener, 2013)

. 

 
etkisini de vurgulamak 
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(Insch, 
2013) Cities 

ex) 

 

bilinirl

bir araya getir (Hildreth, 2008) ve periyodik 

 

Strength) 
 (City Brand 

Strength) 

1. Gezi ve tarihi yerler (% 20) 
 

  

2. Mutfak ve restoranlar (% 15)  

 
 

10) 
 

   

   

7. Ekonomi ve refah (% 20)   

 
European City Brand Barometer) 

Metodolojisi (Hildreth, 2008) 
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(Scottish Government, 2020).   

 
 

 
lik (Yer): 

 
 

 

belirler. 
 

hissedip hissetmediklerini tespit eder. 
 

o
 

 

 (TPBO the Place Brand Observer, 2020) 
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etkileyebilen uygulamal

-

2005)
(Arslan, 2015). 
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(Houghton & 
Stevens, 2011). 

edilmelidir 

(Hankinson, 2007)

 

stermektedir (Henninger, Foster, Alevizou, & Frohlich, 2016). 

 

(Henninger, Foster, Alevizou, & 
Frohlich, 2016)
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lar 

 her zaman 

 

 

ri de 

(Braun, 2012)
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(2012) 

(Braun, 2012). 

(Braun, 2012).  

(Kavaratzis & Ashworth , City 
branding: An effective assertion of identity or a transitory marketing 
trick?, 2006) 

ilgilidir (Braun, 2012)

 

- (Braun, 2012). Bu 
marka
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(Washburn, Till, & Priluck, 2000).  

(Braun, 2012)

g
 

 

oranla 

, s. 20). 



134 |   
 

r, forumlar, 

 

  

 
  marka veya markalar sosyal medya ve 

 
 

ki gibi toplumun 
geneline hitap edebilmektir. 
  
 

 
 

durul  
 

 
 

 
 

verilmelidir. 
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ilmesi ve 

 
 
URBACT-

 
  

1.  
ysa 

 
2.   

 
3. 

 

ya
 

4. Yerel kitleden en iyi 
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ebebi ile sosyal medya, 
 

5. 
Logolar ve 

sloganlar dikkatleri o ka

 
6.  

fark

 
7. 

 

pa

ekipler organize edilebilmek ve yeni finansman modelleri tasarlayabilmektir. 
8. 

yerini almaz: 

 
9.  

 
10.  Bu, 

 

Kaynak: 
(Rivas, 2015) 
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er, yerel 
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