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Abstract 

City marketing is a topic that attracts many researchers from various scholars. Some of 

them include management, urban planning, geography, communication science, and 

urban development. this is very interesting because the sliced theory of city marketing is 

very specific to each field of science. It is undeniable, the definition of city marketing is 

also growing from year to year. This research has an aim to mapping the concept and 

definition of city marketing from year to year to see the focus of discussion and the 

objectives of the city marketing strategy. The definition changes occur every year but the 

main focus of city marketing remains on the citizen, visitors, and investors. This is related 

to the function of a city as a place that is worth living, worth visiting and worth investing. 

Besides, the understanding that a city can be marketed like a product is highly 

inappropriate over time because the city has stakeholders and functions that are more 

complex than marketing in general. Based on the analysis of the chronology, the 

development of the city marketing concept has continues into several new concepts 

including city branding. The definition and concept also evolved since 1960 by Kevin 

Lynch but this paper divided into three periods, those are years 1982-1999, years 2000-

2010, and years 2011-2018. During the period 1960 to 1980, the concept of city marketing 

was still influenced by Kevin Lynch so that not too many new concepts were developed. 
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INTRODUCTION 
For decades, cities around the world have applied the concepts and techniques of 

city marketing in their operations and strategies. (Kavaratzis, 2007). Almost all cities in 
the world initiate agendas and strategies to develop and secure their cities so that they can 
compete with other cities.( Boisen, 2007). The movement of people and capital is higher 
so that the city's marketing interest is increasing. This attracts competition between cities 
in attracting stronger visitors. (Lee, 2003; Hankinson, 2004;  Anholt, 2005). City 
marketing was discussed by Kotler in 1993 not only in terminology but also in the form 
of concepts and actions based on traditional marketing concepts. (Kotler, Asplund, Rein, 
& Haider, 1999). Marketing theory for cities is developed and theoretically 
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conceptualized based on product marketing theory. A city is like a product. (Ashworth & 
Voogd, 1990).  

During the period 1969 to 2018, the concept of city marketing evolved due to 
environmental changes that indicate globalization and economic growth. Currently there 
are 3,930,000,000 hits on Google (last checked 12 November 2019) about city marketing. 
It shows that city marketing is a very interesting topic and is implemented in each city in 
a different way. 

This article is a development of the previous article titled City Marketing: 
Chronological Definitions, published at http://ssrn.com/abstract=2832540. The 
difference between this article and the previous article consists of several points, namely: 
1) the difference in the periodical division of time; 2) this article discusses the concept of 
city marketing while the previous article only discusses the definition of city marketing; 
3) This article also contains a mapping of various background researchers about the 
concept of city marketing from 1969 to 2018. 

Some of these experts include experts in the field of management such as Kotler, 
Kavaratzis, Rufaidah, and Ograjensek; Urban Planning experts such as Asworth & 
Voogd, Smyth, Braun, and Hospers; Geography experts such as Paddison and Boisen; 
Engineering & Design experts such as Yoon; and even communication experts such as 
Gelders & van Zullen. Differences in the field of science will lead to different concepts, 
but in terms of city marketing has similarities with "marketing place" and "city branding". 

 Although there are debates about the differences in these terms, but there are those 
who say these terms have a common understanding with city marketing. Further argues 
that city marketing, in fact, should be about city branding-because the goal of city 
marketing should be the management of a brand (Kavaratzis, 2004). In reality, city 
marketing terminology is a Dutch invention, elsewhere, this phenomenon is called place 
marketing, location marketing, place selling and other designations.  

This paper discusses more in-depth and more specific about the chronology of the 
definition of city marketing. This paper consists of four parts:  introduction, methods, 
results and discussion, and the last conclusion and recomendation.  

 

METHODS 
 There are 5,430,000,000 searches about city marketing on Google and 3,110,000 

on Google Scholar (Googling on January 2020). This shows that research on city 
marketing has developed rapidly, not only being a part of marketing science but also has 
penetrated into the fields of tourism, communication, urban planning, and other scholars. 

In this study, various articles from researchers who wrote about city marketing were 
analyzed through descriptive mapping. The articles that are reviewed must be in 
accordance with the objectives of this study, which contain definitions and concepts. 
After that, it is divided and summarized in the time period that has been set to see the 
development of the definition of each researcher. 

Determination of three time periods namely 1980-1999, 2000-2010, and 2011-2018 
is based on the evolution of definitions and concepts that are neither too long nor too fast. 
It is understood that the definition and concept of city marketing will continue to develop 
along with the use and importance of this variable in the strategy of developing cities in 
the world. 
  

RESULTS AND DISCUSSION 

City marketing from periodical concept 

City marketing is the one way to introduce a city or region. City marketing is not a 

new phenomenon in the world of marketing. Kevin Lynch has published a book entitled 
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"The Image of The City" in 1960. This is the beginning of the discussion the concept of 

city marketing. Since that, the terminology of city marketing develops over time and 

appears in various terms including place marketing (Kotler, Haider & Rein, 1993; Kotler, 

Asplund, Rein & Haider, 1999; Kozma, 2006; Van den Berg & Braun, 1999; Metaxas, 

2009, Eriksson, 2010; Braun, Kavaratzis, Zenker, 2013; Zenker & Petersen, 2010), city 

marketing (Deffner & Liouris, 2005; Braun, 2008; Kavaratzis, 2009), rural marketing 

(Velayudhan, 2007), destination marketing (Baker & Cameron, 2008; Buhalis, 2000), 

territorial marketing (Dinis, 2004), urban marketing (Kavaratzis & Aswoth, 2008), 

geographical marketing (Meester & Pellenbarg, 2001), village marketing (Kozma, 2006), 

and location marketing (Makombe & Kachwamba, 2011). (Kompaniets & Rauhut, 2016) 

The term city marketing has become a discussion in various literature about cities 

in 1980 in Europe, but previously it began in America. (Van Den Berg, 1990). The 

problem has become widespread about the understanding of city marketing between 

practitioners and academics. Practitioners focus more on local economic development, 

promotion and cooperation between the public and private sectors and achieve 

regeneration. (Paddison, 1993). Whereas academics define city marketing as a long-term 

process that requires organized capacity to support different target groups. This is seen as 

a strategic, synthetic and integrated activity. (Hospers, 2010) 

At the start of the new millennium, the focus of the place marketing debate shifted 

towards place branding (Kavaratzis, 2008). In the last few years, place/city branding has 

been popular with the government, starting ranking among major cities in the world 

through the City Brand Index (Anholt, 2006). Even this term is more widely discussed 

including in politics and government but does not change the meaning of the true 

meaning. (Braun, 2008). In addition, the duality of understanding about city marketing 

also occurs between academics and practitioners. The main difference focuses on 

scientific and practical dimensions. An academic sees city marketing as a reaction of the 

city to compete with fellow cities, while practitioners see it as a box with specific 

managerial functions that can be applied. (Boisen, 2007) 

Global cities have a high level of plurality and therefore clear definitions of vision, 

mission and identity are needed to be more attractive, consistent and competitive to 

increase market share in the global economy and strengthen economic development 

(Metaxas, 2009). In inter-regional competition, many marketing techniques are used and 

utilized for residents, companies and tourists and all of them aim to attract attention and 

build an image even to attract more educated residents. (Hospers, 2009; Zenker, 2010; 

Gertner, 2011). Major cities throughout the world adopt the concept of city marketing in 

the hope that they will have differentiation from other cities. In addition, competition 

between cities to attract investment is very strong (Hospers, 2010). The long-term goal of 

implementing city marketing in a city is long-term sustainability and creating satisfaction 

from the community or residents of the city (Ograjensek & Cirman, 2015). 

City marketing: definition and concept 

1960 

City should be made by art, shape for human purposes with multi-purpose, shifting 

organization, a tent for many function, raised by many hand and with relative speed. 

(Lynch, 1960) 

1969 

City marketing is carried out in order to create perception, maintain or change opinions, 

intentions and/or conduct of external people to the area (Levy, 1969) 
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1982 

Burgess (1982) defines city marketing as a strategy to get a positive image through 

competition and all activities to produce and sell the city's space to developing and attract 

interesting of community. 

1990 

City Marketing refers on Van den Berg (1990) is selling the city: marketing approaches 

in public sector planning. 

1993 

city marketing rebuilds and redefines the city's image more than the promotion of place 

which reflects and bolsters the image through as specific targeting types of activities 

related to a socioeconomic function in the city Paddison (1993)  

1994 

City marketing allows quality policies in the development and completeness, availability, 

flexibility and creativity of new resources. This new resource can be in the form of capital, 

ideas, and local knowledge that is used as local policy. In this way, urban marketing is a 

strategic approach to collaboration between the public sector and private sectors.  

(Helbrecht, 1994) quoted by Kavaratzis (2004). In the same year, Kriekaard (1994) 

defines city branding or city marketing as the whole of the city's strategy and activities 

coordinated by the city's authorities to initiate, promote, facilitate, foster, and execute 

transactions. 

1999 

Kotler, Asplund, Rein, & Haider (1999) introduced four key-elements in his own 

framework of city marketing. Those are design, infrastructure, basic services and 

attractions became the key categories. He transferred nearly all marketing terms to the 

scene of the city and argued that cities should define the products they wanted to sell 

before a specific strategy could be developed. That’s the reason why Kotler also define 

city marketing  as a method to attracting residents and companies using marketing 

insights.  Van den Berg & Braun, (1999) define City marketing, in operational terms, 

refers to the conscious attempts to position a city, and increase the city’s competitive 

advantage in relation to competing cities – with the explicit purpose of fulfilling specific 

ambitions of gaining shares of specific segments of the market through strategic 

initiatives.  

2003 

Kotler 2003, cited in Yoon (2010) suggests that city marketing concept by realizing 

specific locations as a product and through cooperation with various concerned parties. 

The cooperation in the form of facilitating the regional economy and raises the value of 

the city through the development of its environment, image, and various infrastructures 

for target such as the investors, residents, and visitors.  Pechlaner, Zehrer, & Tancevski 

(2003) argue that city marketing in the broadest sense is a kind of marketing platform for 

downtown trading activities, thus concentrating on developing cities that focus 

specifically on retail trade, customer loyalty and downtown vitality through events . City 

marketing classically has a target group of customers, locals and tourists. Whereas city 

marketing in the narrow sense aims to synergize city marketing and tourism marketing. 

This integration leads to a deeper concentration of the city's marketing activities. 
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2004 

Kavaratzis (2004) emphasizes that the object of marketing a city is the image of the city 

because the impression of the city occurs through perceptions and images. Therefore city 

marketing is highly dependent on construction, communication, and management of the 

city's image. Kavaratzis discussed more about city branding in the form of a theoretical 

framework categorized as primary communication, secondary communication, and 

tertiary communication. This concept was built based on a literature review on city 

marketing and corporate brands. 

2005 

Smyth (2005) defines city marketing as the promotion of a city to aim of drawing 

attention. This issue is to change the external perception of the city which sometimes not 

necessarily suitable, such as attracting new residents, motivating the relocation of 

businesses; and encouraging the development of tourism. This opinion was also quoted 

by Ograjensek & Cirman  (2015). Further, it is stated that some organic cities, (cities with 

a history of hundreds of years) like Jerusalem, Rome or Berlin do not require an integrated 

strategy to market towns like this because it has been formed and established culturally 

(Ograjensek & Cirman, 2015)  

2007 

Boisen in his article (2007) quoting from Arcarani & Valadi, (2000) explain that city 

marketing has four goals: 1) the improvement of the urban products, covers the city and 

everything it contains; 2) the growth of the incentives for consumers to make use of the 

city's products; 3) the improvement of infrastructure and institutions that provide or 

improve access to the city’s product and; 4) the communication of the city that making 

potential targets aware of the products the city has to offer. 

City marketing also initiatives to increase or defend their competitive position as 

attractive places for business, citizens, events and visitors (Boisen, 2007). 

Gyeonggi Research Institute (2007) defines city marketing as a commercial 

marketing activity in the form of selling and exchanges city spaces for gaining capital and 

seeks to attract targets. In other words, city marketing is a strategy to deal with targets 

(residents, enterprises, and visitors) and attract them through promotion combined with 

values and a city environment. 

The American Marketing Association (AMA), defines marketing’ to be: “…an 

organizational function and a set of processes for creating, communicating and delivering 

value to customers and for managing customer relationships in ways that benefit the 

organization and its stakeholders.” (AMA, 2007). 

Rufaidah (2007), defines city marketing through an understanding of marketing 

according to the AMA which is then interpreted in city marketing as the process of 

creating, communicating, and giving values to the stakeholders of the city or region to 

achieve sustainable economic development, social sustainability, and environmental 

sustainability. 

2008 

Braun (2008) states that city marketing is the use of marketing tools that are coordinated 

with a customer-oriented philosophy, to create, communicate, deliver and exchange 

offers that are valuable to visitors and the city community in general. This definition was 

adopted and developed from AMA (2007) which defines city marketing as city marketing 
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is a long-term process and / or policy instrument including all different, related activities 

aimed at attracting and maintaining specific target groups for a particular city. 

2010 

Yoon (2010) states that city marketing is a city strategy to offer something better than 

other cities in competition, and all activities that are produced in order to sell city space 

through a positive image of the city so that it can become an attractive city compared to 

other cities. 

Hospers (2010)  Most experienced marketers regard the city as a product, meaning 

that a city can be marketed as a product (Ward, 1998; Kotler, Asplund, Rein, & Haider, 

1999; Rainisto, 2003; Braun, 2008). A result is a form of commodification, that is a 

marketing campaign by using logos, slogans, advertisements, brochures, exhibitions, 

displays, websites, events and various attractions. 

2011 

Hospers (2011) defines city marketing as an interaction that exists in the management of 

city policy areas, such as education, employment, or housing associated with three target 

groups, namely tourists, citizens, and companies. 

2012 

Balencourt & Zafra (2012) making city marketing concept as the promotion of a city that 

aims to encourage certain activities to change the external perception of a city. That 

perception to encourage tourism, attract new residents, or allow business/investment 

relocation. An important feature of city marketing is the development of new areas, or 

buildings and infrastructure. 

2013 

In a study of city marketing issued by the City of Melbourne (2013). city marketing is 

understood as promoting the power of cities that shape the character of the city, such as 

nature, heritage, specially made, or man-made. It is also about managing a place or 

destination and providing access to services and facilities that facilitate tourist visits. 

2015 

Short (2015) At present, although naming remains important, the application of city 

marketing standards includes the development of media and the creation of slogans or 

taglines and logos or series of images that contain the features of a city. even today, there 

are companies that specialize in branding and city branding. 

2016 

Kompaniets & Rauhut, (2016) said city marketing aims to promote and support 

competitive advantages that have the characteristics of a city in a strategic way so as to 

improve the image of the city better than before.  

2018 

Zenker (2018) In general, the city marketing definition refers to the opinion of Braun 

(2008) which can be understood as the use of tools in marketing in a coordinated and 

customer-oriented manner. This refers to the application of marketing instruments to 

promote and develop through routine communication such as advertising, social media, 

designing policies to improve public management to accommodate the needs and desires 

of various target groups (tourists, residents and investors). (“Editorial : City marketing 

and branding as urban policy,” 2018)  
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Table 1. City marketing mapping 

Year Name Concept 

Initial Concept 

1969 Levy Create perception, maintain or change opinions, 

intentions and/or conduct of external people to the area. 

1st Periode (1980-1999) 

1982 Burges Strategy of cities to develop attarctiveness 

1990 Van den Berg Marketing in public sector 

1993 Paddison  socioeconomic function to rebuild and redefine their 

image 

1994 Helbrecht 

 

strategic approach to collaboration between the public 

sector and private sectors 

 Kriekaard, T city’s strategy that coordinated by the city’s authorities 

1999 Kotler, Method to attracting residents and companies using 

marketing insights.  

 Van den Berg & 

Braun 

Gaining shares of specific segments of the market 

through strategic initiatives 

2nd Period (2000-2010) 

2003 Kotler Raises the value of the city for the investors, residents 

and visitors 

 Pechlaner, Zehrer, 

& Tancevski, nd 

Synergize city marketing and tourism marketing to the 

target group of customers, locals and tourists. 

2004 Kavaratzis Construction, communication, and management of the 

city's image 

2005 Smyth Promotion of a city for business, immigrant and tourist. 

2007 Gyeonggi Competitive position as attractive places for business, 

citizens, events and visitors. 

Rufaidah  Process of creating, communicating, and giving values 

to the stakeholders 

2008 Braun Marketing tools that are valuable to visitors and the city 

community in general 

2010 Yoon  City’s strategy to offer something better than other cities 

through a positive image of the city. 

3rd Period (2011-2018) 

2011 Hospers City policy to interaction with three target groups 

tourist. citizens, and companies 

2012 Balencourt Promotion of a city to encourage certain activities such 

as tourism, attract new residents, or allow business / 

investment relocation.  

2013 City Government of 

Melbourne 

Promoting the power of cities that shape the character 

of the city, managing a place or destination that facilitate 

tourist visits. 

2015 Short Creation of slogans or taglines and logos or series of 

images that contain the features of a city.  

2016 Kompaniets & 

Rauhut 

Strategy to improve the image of the city better than 

before. 

2018 Zenker Refers to the opinion of Braun (2008) 
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The development of concepts and definitions of city marketing is very diverse, 

adjusted to the development of each field of science. As should be clear by now, city 

marketing borrows a lot of its concepts and terminology from traditional marketing. Some 

scholars use the terminology place marketing (Avraham & Ketter, 2008) or place 

branding (Kavaratzis). However, in this article these differences will be ruled out and 

only use the terminology of city marketing 

The chronology and the development of the concept of city marketing has evolved 

even since 1969.  This paper will be divided into three periods; first period start from 

1980 to 1999 referring to the article of Burges, Van Den Berg & Braun, 1999; Paddison 

(1993), Kotler, Haider & Rein (1993); Kotler, Asplund, Rein & Haider (1999),  Helbrecht 

(1994), and Kriekaard (1999)  . During this first period, the time span of the concept and 

definition of city marketing has been developed but not too fast, it was the emphasis on 

strategies or methods to strengthen the perception and opinion of external people towards 

a city. This was applied in the form of strengthening the image in order to attract residents 

and companies or the private sector. In the first period, the concept of destination image 

was not overly developed and complex as effective marketing tools in promoting cities. 

From 2000 to 2010, the discussion of the definition of city marketing was limited 

in academic fields such as economics, geography, and planning. (Asnawi, Kartini, Afiff, 

Rufaidah, 2018). This discussion contributes to the applying of the traditional concept in 

city marketing which refers to problems and solutions as well as an application of 

marketing in a city. Therefore, experts have used more conventional marketing methods 

or strategies for attracting tourists and selling the potential of the city. This is done 

through increased promotion in order to improve the image of the city that aims to the 

improvement of the social economy. 

While the second period from 2000-2010 referring to Kotler (2003) in Yoon (2010), 

Pechlaner, Zehrer & Tancevski (2003), Kavaratzis (2007), Smyth (2005), Gyeonggi 

Research Institute (2007), Rufaidah (2007), Braun (2008) and Yoon (2010). The concept 

at this time is more directed to the communication process that strengthens the image of 

the city in order to attract residents, visitors and investors. The marketing concept used in 

this period is getting stronger with the emergence of a stronger city branding in shaping 

the image of the city. 

Third period, since 2011 until 2018 there has been a development of the definition 

of city marketing conducted by experts such as Hospers (2011), Balencourt & Zafra 

(2012), City Government of Melbourne (2013), Short (2015), Kompaniets & Rauhut 

(2016), and Zenker (2018). Whereas in third period, 2011-2018 the concept of city 

marketing is containing functions in marketing management, clearer and more 

measurable, considering the interests of all stakeholders (residents, investors, and 

visitors) especially tourists. The definition discusses about slogan and tagline which can 

strengthening the image of a city. The competition between cities very competitive It also 

highlights the uniqueness of a city and the positive things that can increase the value of 

the city.  

In addition to the division according to a time period, city marketing is also divided 

according to the school thought of city marketing experts. Some experts regard a city as-

as a product (Kotler (2003) in Yoon (2010), Kavaratzis (2009), Gyeonggi Research 

Institute (2007), and Braun (2008)). However, despite having this idea, the researchers 

still believe that marketing a city is different from marketing a product. Meanwhile, 

according to some experts such (Rufaidah (2007), Boisen (2007), and Lombarts (2008)) 

city marketing is a process of targeted and measurable activities to achieve long-term or 

sustainable goal. 



 

87 
 

                        Jurnal Perspektif Pembiayaan dan Pembangunan Daerah Vol. 8 No. 1,  March – April  2020   ISSN: 2338-4603 (print); 2355-8520 (online) 

 

CONCLUSION AND RECOMMENDATION 

Conclusions 

Since Undang-Undang No. 12 Tahun 2004 ((Law of the Republic of Indonesia 

Number 12 of 2004) was issued on regional autonomy, each city and province was given 

the authority to manage their regions in several sectors, including the tourism sector. City 

marketing and tourism sector are closely related so that the concept of city marketing will 

continue to develop from year to year to make a city more competitive. A city, competing 

with other cities in all aspects, that is why a city needs the right strategy in marketing the 

city. 

At present, the development of a city cannot be separated from the marketing 

strategies commonly used by business companies. If a company uses a marketing strategy 

to achieve profit, then a city uses a marketing strategy to maintain and comfort the 

population, attract visitors and attract investors to help increase the competitiveness of 

the city more than other cities. 

In addition, it is not only the field of marketing that deals with city marketing but 

also other fields of science that also have an interest in the development of a city. 

Therefore, the concept of urban marketing will be more diverse and broad because it is 

seen from various perspectives in the field of science. 

Recommendations 

Discussions about city marketing will continue to grow every year. This research 

only focuses on mapping concepts and definitions. There are still many other things that 

can be explored in this variable. For example the evolution and city marketing strategies 

of each city. This is interesting because some cities are very successful in implementing 

city marketing to attract millions of tourists, but some are failed in city marketing policies. 

Therefore, subsequent research on city marketing further enriches the concept and 

understanding of these variables in various fields of science. 
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