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Abstract: This study aims to present a history of city branding: hyper-competition,
challenges, and opportunities for improvement. The method used in this study used
gualitative with a literature study approach. The findings in the study showed that in
understanding the place and building city branding, there are at least three
processes first through urban governance planning or infrastructure, then
observation by looking at other places in the city branding. Finally, branding
representation on social media is in the form of websites and tweets through news,
while Instagram is through branding images from somewhere and several other
media. Furthermore, City branding can be hyper-competition, showing that business
competition is increasing. On the other hand, it can be a challenge and an opportunity
considering that many cities have reimagined their competitive strategies by
maximizing their internal potential, namely existing resources, to take opportunities
and anticipate the threats faced. The contribution of this study provides an
understanding of measurements in the city branding literature, helps researchers
discover new studies, and can interpret the complex nature of cities. Another thing is
that closing the gap between theory and practice presents a huge challenge for
brands.
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1. Introduction

City branding is a topic of significant interest to academics and policymakers (

). This has seen recent dramatic spikes in city branding practices by local
governments worldwide ( ). Cities seek new ways to promote
themselves ( ; ). At first, city branding in the practice of
urban planners was described as a new communication policy for a city based on
catchy slogans to develop the tourism sector ( ). The branding of a city
offers a representative image of the city to the world ( ). For
example, city branding in China ( ; ) through the
desecration of Beijing and Shanghai cities ( ), Bohai river basin,
Beijing Olympics ( ), an image of the city in Guangzhou (

), Asian Games ( ). City branding in London and Florence (

) with her preference through fashion e.g., Stella McCartney from England
and Gucci Italia ( ), Top Fashion Boutiques (

), Fashion Week and Pitti Immagine ( ). New York
with city branding "Well, Rich and Greene" and graphic designer "Milton Glaser. In
Indonesia itself, city branding through Halal Tourism ( ), Angola
heritage conservation ( ), Brazil Corporate Museum

( ).

There are two types of scientific discussions about city branding. First, city
branding has been conceptualized as a strategy for differentiating entrepreneurial
cities in competition between spaces. Second, researchers have recently stressed
the need to pay attention to increasingly widespread and transformative forms of city
branding, including branding as an urban policy and a form of planning (

). Recently, discussions around city branding focused on the importance of
social media in representing the city's image ( ). As well as adjusting
to the intensifying interspatial competition ( ). Itis City branding as a tool
of urban renewal, including the creation of an identity with its experience value
aimed at enhancing local development, city attractiveness, and international
visibility ( ).

A number of scholars have researched city branding, including ,

’ ’ ’

’ ’ ’ ’

’ ’ ’

. All of them examine City Branding consisting of City Brand, City
Branding, and City Image ( ).

This paper aims to capture the study of city branding over the past five years. This
study mentions several stages of the evolution of city branding practices that align
with urban entrepreneurship's transformation. The stages in the city were adopted in
Jolla's research (2020), which in his research examined "Transformative city
branding and the evolution of entrepreneurial cities." The stages of the evolution of
city branding include in the 1970s, there were three phases. The first paste; is about
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urban entrepreneurship in keeping up with the crisis of the Fordist-Keynesian system
with a focus on a local scale and engaging public and private actors as well as
communities for urban and economic regeneration. The second phase is the
development of a typical place marketing approach to maximize the attractiveness of
local sites for capitalist development. The third phase paves the way for smoother
product applications and company branding to the city and for smoother product
applications and corporate branding in the city. In the 1990s, the idea of
globalization was already in the paste of the idea of globalization in public discourse,
and cities began to use international investors and organizations to attract global
events and big brands by involving the channeling of excess capital into physical
infrastructure such as innovation centers and technology parks. Furthermore, in the
period 1991-2005, the idea of city branding was a late neoliberal city with a focus on
improving the circulation of urban policies and development models,
experimentation, and consequences of the city's networks, alliances, and coalitions,
with the involvement of more public and private institutions, international
organizations and economic players.

City Branding is a complete series of activities aimed at building and maintaining
a positive image of the city and conveying this information to different target groups
through materials and events at various scales ( ). City branding is a
subfield of place branding. It emphasizes city branding to residents (and prospective
residents) as a place to live, business as a place to invest, and tourists as a place to
visit ( ). Tourist preference to become a city is known as city brand
equity ( ), including counter-branding and branding
campaigns as instruments of strategic spatial planning, venue management, and
policymaking. The concept of city branding is an inseparable relationship between
the city brand, the city brand, and the city's image ( ). From the
background mapping and mapping of previous research, the purpose of this study is
to examine a historical review of city branding: hyper-competition, challenges, and
improvement opportunities, while the novelty of this study shows that the mapping
of studies on city branding globally has not been studied. The novelty of this research
will make a new contribution to subsequent research.

2. Methods

The method used in this study is qualitative research with a literature study
approach. The data source used in this study was taken from the Scopus database on
February 28, 2022. The keywords used in this study are " TITLE-ABS-KEY ( city AND
branding) AND PUBYEAR > 2018 AND PUBYEAR < 2022 AND ( LIMIT-TO (
PUBSTAGE , "final")) AND ( LIMIT-TO ( DOCTYPE, "ar")) AND ( LIMIT-TO (
SUBJAREA, "SOCI")) AND (LIMIT-TO (LANGUAGE, "English")) AND (LIMIT-TO
(SRCTYPE, "j")) with a publication timeframe (2018-2022). As for the data found,
401 publications were obtained and analyzed. Finally, this dataset is converted to
BibTeX format and imported into bibliophilia for Bibliometrix in analysis using R 3.6.3
and includes country/region distribution, year of publication, and authors and
keywords. Biblioshiny for bibliometric is a Java software developed by Massimo Aria

from the University of Naples Federico ( ). Biblioshiny
combines the functionality of the bibliometrics package with the ease of use of the
web application using the Shiny package environment ( ). A

systematic literature review of bibliophilia for bibliometric analysis is shown in

Bibliometric analysis can provide various tools, including graph data, data
matrices for joint citations, merging, scientific collaboration analysis, and shared
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Figure 1. Bibliometric Analysis for Source: Adoption from Huang et al. (2021)

Systematic Literature Reviews
word analysis. In addition, network analysis, factorial analysis, and thematic
mapping. Note that these results can be visualized by using the bibliophily
application. And the result will be displayed in the next section.

3. Results and Discussion
3.1. General Information and Annual Publication Output

Description Result
Table 1. Main Information About the

Data and the Document Types From the MAIN INFORMATION ABOUT THE DATA
Database Scopus

Timespan 2018-2022
Documents 401
Annual Growth Rate % 4.79
Document Average Age 2.95
Average citations per doc 7.524
References 23021
DOCUMENT CONTENTS
Keywords Plus (ID) 809
Author's Keywords (DE) 1468
AUTHORS
Authors 853
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Figure 2. (a) Global trends in
publications on city branding from 2018
to 2022; and (b) average article citations
per year

Figure 3. (a) Global trends in
publications on city branding from 2018
to 2022; and (b) average article citations
per year

Figure 4. Collaboration Network Analysis

of Countries

Authors of single-authored docs 113
AUTHORS COLLABORATION
Single-authored docs 119
Co-Authors per Doc 2.36
International co-authorships % 23.44
DOCUMENT TYPES
article 401

There has been an increase in interest in city branding among academics and
authorities to respond to the demands of competition and attract a defined target
group. Table 1 shows key information about the data and document types from the
Scopus Database. A total of 401 articles from 2018 to 202 related to the city
branding study. We present the number of articles per year on Figure 2a indicates
that the number of publications related to city branding research has generally
increased significantly. In addition, the overall trend increased in 2020 to 92
documents. And the annual growth rate reaches 80.2%. In addition, the number of
article citations averages per year in Figure 2b shows that the average number of
citations for city branding can remain stable. Therefore, we can conclude that the
field is currently in a phase of steady growth in global trends in publications.

a. Annual Science Production b. Overage Article Citations per Year
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In Figure 4, you can see the distribution of networks between countries about city
branding. Klister 1, the most networked network, is in the United Kingdom. Then the
cluster of the two countries with the most networks, namely the Netherlands. The
third cluster is Malaysia. The other clusters are only networked in a few countries.

a. Most Relevant Authors b. Authors Local Impact by Total Citation
De Jong, M. | 1 De Jong, M. | .17
Lu H. I Bandauko, E. [N |
Ma,W. I Ho, Th. | 1
Rius-Ulldemolins, J. | Lu, H. | 053
Anguelovski, 1. N 3 Anguelovski, 1. N .2
Arku, G. I 3 Argielles, L. IR 62
Augustyn, A. I 3 Chan, A. I O .62
De Bruijne, M. NN 3 Connolly, 337 I O .62
Florek, M.  NEEEG— 3 Miftahuddin, A. IR O 62
Giovanardi, M. IR 3 Rinaldi, C. | .62
0 2 4 6 8 10 12 14 0 0.2 0.4 0.6 0.8 1 1.2 14
m N. of Documents m Impact Measure: M
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Florek, M. |GG 3 Lu H. I 102
Ma, W. [ 3 Abrate, G. N 7 6
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Amore, A. I Anguelovski, I. | I -5
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Figure 5. Analysis of the active author: DE BRULIME M- Y - -
(a) The top 10 most relevant authors; (b)
Total citations in the research field from FLOREK M- > t ‘
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index of publications from different = 2 o
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Figure 6. Network Map of Co-occurrence .
Between Authors on the City Branding / . -
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Figure 10. Trend Topics of Keywords on
City Branding From 2018 to 2022

Table 2. The Top 10 Countries
Contributed to the Total Citations on City
Branding

92
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3.2. Distribution of Institutions and Countries
Country TC Average Article Citations
UNITED KINGDOM 359 15.6
AUSTRALIA 308 23.7
USA 283 9.1
ITALY 202 16.8
NETHERLANDS 138 9.9
SWEDEN 126 9.7
CHINA 108 7.7
SPAIN 84 6
AUSTRIA 75 25
CANADA 73 7.3

The global contribution to city branding research was analyzed and represented by
70 countries that contributed to the city branding study, 10 of which were the
countries with the highest number of publications, represented in . By
calculating the corresponding number of authoring countries, the most cited
countries in this field are shown in . The United Kingdom accounted for the
largest number of citations (359, with an average annual citation value of 15.7% of
all citations), followed by Australia (308 documents, with an average annual citation
score of 23.7%) and the USA (283.9.1%). The cooperative relationship between
these countries is shown in . The thickness of the line indicates the strength
of the relationship. The United Kingdom, Netherlands, and China show common
interests in global cooperation. Meanwhile, the Netherlands and China have close
cooperation with each other. Note that the average order of article citations is
inconsistent with the total order of citations in the . In the top 10 countries
sorted by total citations, articles from Austria have the highest average number of
article citations. In other words, the average quality of articles from Austria is the
best.



Table 3. The Top 10 Most Active Authors
On

Table 4. The Top 10 Journals Ranked by
Source Local Impact by Total Citation
Index
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3.3. Analysis Authors

Author Article
de Jong, M. 11
Lu, H. 7
Ma, W. 4
Rius-Ulldemolins, J. 4
Anguelovski, I. 3
Arku, G. 3
Augustyn, A. 3
Florek, M. 3
Giovanardi, M. 3
Klein, R. 3

Atotal of 160 authors contributed 401 publications related to city branding research.

shows the top 10 most relevant authors. In terms of the number of
publications indicated in , De Jong, M. is a prolific author, with 11 publications
and the highest number of citations at 135 over the past five years. Followed by Lu,
H with seven documents with the second highest number of citations at 102. Another
thing is that Factor De Jong has many publications considering that De Jong has a lot
of collaboration with other authors. It can be seen in . Including Lu, H netted
with De Jong, M. furthermore, from the many studies on city branding, ten journals
publish the most about city branding. Here are the top 10 journals ranked by Source
local impact by total citation index.

Journal h_index g_index m_index TC NP PY_start

CITIES 13 20 2.167 429 31 2018
SUSTAINABILITY (SWITZERLAND) 9 13 1.5 265 41 2018
URBAN STUDIES 9 14 1.5 241 14 2018
JOURNAL OF PLACE MANAGEMENT AND 7 9 1.167 102 21 2018
DEVELOPMENT

INTERNATIONAL JOURNAL OF TOURISM CITIES 6 11 1.2 136 14 2019
EUROPEAN PLANNING STUDIES 4 4 1 54 4 2020
URBAN GEOGRAPHY 4 6 0.8 55 6 2019
AFRICAN JOURNAL OF HOSPITALITY, TOURISM, 3 5 0.5 25 5 2018
AND LEISURE

CITY 3 3 0.6 18 3 2019
GEOJOURNAL OF TOURISM AND GEOSITES 3 4 0.5 18 6 2018

shows that the journal that publishes the most city branding is the cities
journal with an h index of 13 from 2018 to 2022; if accumulated with h_index
benchmarks from the first year in the index until 2022, the total h index of the cities
journal is 102 with an index of Q1 and SJR 1.66. the number of citations received by
published articles is 429 (TC). For data related to top journals that publish a lot about
city branding can be seenin . Furthermore, from the top journals, some of the
published articles are included in the top 10 most citations.

Table 6 shows the most popular documents with citations (
). The document is widely published in urban journals. Finally, the cities journal
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Table 5. Top Ten Citation Analysis of
Documents on City Branding

Figure 11. Thematic Study of City
Branding

Total Normalized

Paper DOl Citations TC per Year Tc
Redefining the Smart City: Culture, Metabolism 10.3390/smartcities1010002 204 34.00 13.17
and Governance (Allam & Newman, 2018)
Municipal Statecraft: Revisiting the Geographies 10.1177/0309132516673240 103 17.17 6.65
of the Entrepreneurial City (Lauermann, 2018)
Personal or Product Reputation? Optimizing 10.1177/0047287517741998 76 15.20 7.00
Revenues in the Sharing Economy (Abrate &
Viglia, 2019)
Urban Green Boosterism and City Affordability: 10.1177/0042098019885330 54 18.00 11.41
For Whom Is the ‘Branded’ Green City? (Garcia-
Lamarca et al., 2021)
Smart City Communication via Social Media: 10.1016/j.cities.2019.06.003 49 9.80 4.51
Analysing Residents’ and Visitors’ Engagement
(Molinillo et al., 2019)
Roadmaps to Utopia: Tales of the Smart City 10.1177/0042098017747857 44 7.33 2.84
(Valdez et al., 2018)
Linking City Branding to Multi-Level Urban 10.1016/j.cities.2017.10.018 43 7.17 2.78

Governance in Chinese Mega-Cities: A Case
Study of Guangzhou (Ye & Bjorner, 2018)

significantly occupies the first-ranked journal with the highest number of citations,
and this is inseparable from the number of article citations published by the Cities
journal.

3.4. Discussion

City branding is a great way to describe and implement city marketing. Based on the
mapping results above, it was found that in understanding the place and building city
branding, there are at least three processes first through urban governance planning
or infrastructure, then observation by looking at other places in the city membrane.
Finally, branding representation on social media is in the form of websites and tweets
through news, while Instagram is through branding images from somewhere and
several other media. It is generally recognized that people find a place through
perception and image (Kavaratzis & Ashworth, 2005). To find out the picture and
application of city branding, it can be seen from several previous studies discussing
city branding.

2018-2020 2021-2022
[ city’branding
== placesidentity
jbrandlng gentnﬂ(atiunl]
N e —
[Jbrazil e city brandin
Cmarketing e —— 3/ 9
[ Jcity'image:
Jchma city. brand[
DESE== percestion|
[ destination:branding nation branding[
[ governance
[TJurbaniplanning = ’__ mstagram[
jgentrmcatwon — chma‘_‘
[ urban) branding . T branding| |
‘ |nanon branding — Te— branding (10
”‘-;_t_-'*—, southiafricall]
social media - fourism([]
g estination: branding [

olympic/games [l

Previous studies have examined city branding through several themes or
strategies in the last five years. In 2018-2020, the city branding study's theme can
be seen in terms of place identity, branding, marketing, destination branding, and
governance. This theme is found in several studies (Abrate & Viglia, 2019; Allam &
Newman, 2018; Han et al., 2018, 2019; Hassen & Giovanardi, 2018; Hristova, 2019;
Joo & Seo, 2018; Kasdi et al., 2019; Lauermann, 2018; Lu & De Jong, 2019; Molinillo
et al., 2019; Noori & De Jong, 2018; Shirvani Dastgerdi & De Luca, 2019; Valdez et
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Figure 12.The Main Topic of City Branding

al., 2018; Vesalon & Cretan, 2019; Q. Yang et al., 2018; T. Yang et al., 2019; Ye &
Bjorner, 2018). Meanwhile, in 2021-2022 there will be new models in urban me
branding, including gentrification, perception, nation branding, Instagram, urban
branding, and others. This theme was found to be discussed in previous studies
including De Jong and Lu (2022), Garcia-Lamarca et al. (2021), Gilboa and Jaffe
(2021), Karagiannis and Andrinos (2021), Lee and Huang (2022), Ma et al. (2021),
Miftahuddin et al. (2021), Mohamad et al. (2022), Rinaldi et al. (2021), and
Tsavdaroglou and Kaika (2022).

Previous research placed branding centers on people's perception and image and
placed them at the heart of regulated activity, designed to shape its place and future
(Kavaratzis & Ashworth, 2005). City branding is an attempt to influence and treat the
map of the city in a way that is considered favorable for the current state of affairs
and the future needs of the place. Today many cities and countries use the city
branding model to promote their locations with consideration of their capacity and
facilities. It is stated by Vanolo that city branding is a series of activities aimed at
building and maintaining the image of the city and conveying information to different
target groups through materials and events at various scales (Han et al., 2018). In
addition, some authors agree that city branding is a specific subset, more complex
because cities are multi-dimensional entities that evoke a wide variety of
impressions and associations depending on the people between them. This hints at
the importance of looking at target groups and/or stakeholders and addressing them
in different ways; In turn, they expect to reflect the brand's message in the same way
in their communication. This shows that the level of business competition is getting
higher (hyper-competition), and many cities are reimagining their competitive
strategies by maximizing their internal potential, namely existing resources, to seize
opportunities and anticipate the threats faced.

The results of this study offer a model of the topic of city branding. This model was
conceptualized through previous research by looking at topics that appear in the
literature on urban branding that is relevant to the urban transformation toward
ecological modernization in general:

Tourism Development
Urban Development Perception [ peeeceseeneed Tourism Destination

Social Media

Local Government
Stakeholder | eeecececenens Strategic Approach

Urban Planning

Tourism Market

< Sustainable Development

Urban Planning Sustainability =~ | seeceeeereeees Tourism
Tourism Market
The rapid growth of competition between cities is one of the visible consequences

of globalization. Given the free movement of capital, the city's sustainability needs to
maintain the satisfaction of locals and tourists. On the other hand, the city has a set

95



JURNAL BINA PRAJA

96

of policies chosen for the future. If the current situation and future ambitions diverge
from each other too strongly without stakeholders, then the brand's credibility
cannot be maintained. On the other hand, if the realization of the future can be seen
as a continuation and improvement of the development path against a typical
background, the city's brand will seem attractive and credible. Therefore, local
governments that can align the current profile with the wishes of the future, follow up
with concurrent implementation, and convince relevant stakeholders to echo their
brand in a way that is consistent with their brand is likely to bridge the gap between
the existing profile and the desired brand and realize their long-term with the goal of
urban transformation ( ). Various stakeholders have been included as
fundamental actors in city branding. Its greatest exponents analyzing each type of
citizen play an important role in the place where brand processes appear. They
investigate analyzing the complexity of cities and the attitudes generated towards
them by their stakeholders, being permanent residents, visitors (tourists or
investors), businessmen, and government officials. This engagement is for the
townspeople to create an identity towards it, and this can give rise to affective
commitment and advance city branding.

3.5. The Context of Urban Development in Indonesia

Based on the above findings, urban development in Indonesia can be contextualized
concerning city branding, among others. Indonesia still needs to develop city
branding to promote tourism, including areas that are still very minimal in branding.
As stated by the CEO of the Pacific Asia Travel Association (PATA) Indonesia Chapter
Purnomo Siswoprasetijo, the branding of cities in Indonesia is still very little (

), According to him, it is necessary to take the local governments and related
stakeholders' initiative to formulate and develop city branding that can highlight the
region's potential. This context aligns with the above findings that stakeholders have
beenincluded as fundamental actors of city branding. Its greatest exponents analyze
each type of citizen plays an important role in the place the brand process arises in
which they investigate and analyze the complexity of cities and the attitudes
generated towards them by their stakeholders, being permanent residents, visitors
(tourists or investors), entrepreneurs and government officials.

4. Conclusion

In conclusion, the development of studies on city branding continues to develop. This
is closely related to the progress and existence of a city. City branding can be hyper-
competition; it shows that business competition is increasing. On the other hand, it
can be a challenge. It can be an opportunity considering that many cities have
reorganized their competitive strategies by maximizing their internal potential,
namely existing resources, to seize opportunities and anticipate threats. The side
challenges faced in city branding, namely, the rapid growth of competition between
cities, is a visible consequence of globalization. This is the free movement of capital,
important for the city's sustainability to maintain the satisfaction of locals and
tourists. As for the opportunity side in city branding, if the realization of the future can
be seen as a continuation and improvement of the development path with a
distinctive background, the brand of a city will look attractive and credible so that it
can advance a city.

Advancing the theory and practice of city branding is increasingly important
globally. Furthermore, the contribution of this study provides an understanding of
measurements in the city branding literature, helps researchers find new studies,
and can interpret the complex nature of cities. Another thing is that closing the gap
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between theory and practice presents a huge challenge for brands. The limitation of
this study is that the first of the data sources only utilizes the Scopus database, which
may other databases also discuss city branding and are not included in the analysis.
Both authors have only identified in general terms the concept of city branding in the
last five years.
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