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(Aaker, 1991), ®MmIolLmZ0LSE TobILOSMYOJ0s 0L MBOIsEMMO  M30L9d9dO,
MHMI9gd03 IMI0350 3005MEIIMES 0oLIMZOL, MM QobsLbbgsmb god@EHmdMmoz0
36OMOJAHYO0  3mb3MMg6GJOoLASD  (Murphy, 1990). dsb  gobobowsgzgh  GHmymG3
Q©33060905L,  5Q5305BOL  IMI0YOYIGIL  FBMEIBHOL b LgMzoLbol Fodso,
MMIYJELOE 0L Q5FMETIO0” Vb SLEIGdIU.

B59O™AoL 53 bsfoerdo 515939 obboE0s dMHIBMIb 3538060900 obgmo
9600936900m3560 obsbosmgdergdols Jodmbowgs OMamMLsz, dMIBEOL 0IbEH MY,
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000X0 @S M93BHO305 [oMmIMoagbl. dM9boL 0IbEMds 2obolsbM3zEmgds ™300
24593b5360L JogM, dGYBOL 0dox 0 30 F0IYYIOOL AMbYd5T0 A5630MYOIO MY MO
LIOSMO0s. BOHYBOL 0EI6EHMDdS 60TB3L 0oL, I BHMYME LmEL dMHYBOL FFEMDdYEL
oo 259MEEOWGdOL A5s(39ds. 8MYbOL 0doxo 30 gbgds 0oL, 0¢) MMAM® 603D
06M9bl Lobsdgzowgdo. PR 13930seoliBo gest 306030Lsd30w0l gobdsd@gdom,
1535FMM FoM30L M93YIBO305 ML FMTHASMYIOJIOL O 35MEBHBOMMYdOL FgbgYIergds
L535FMOM  Fo6M35DYg, GMIgwoE FmIbBIsMYOgEdo 0093egds Lodmberol bsmoLbowsb,
dmALsbYIMHGO0D, 53HJOOMO gIMEOYIOHO FMYgd0EIB s 3MmT3s600L 3OHMBgLoMEo
99985030 b.

5939 9939530 3900905, MY Mo oblibgsggdss dIYBLS s dIYBOLbAL MmOV,
069b0balo s FoM39E0bAL FMMOL. M) dMHIbO 0bEO30MSMIMHO VOMYOLIYdSY,
MY 03 9bsLOOMYOL 3rMJBL, 3T35600L ORYMHI63E0300L MBOZI MO 3MOOY,
MH™Igeo3 0bYm03g 3MEbowo, goggbosbo s MBOZOME0S, MMYMEME 5EsT0sbOL
"bd" (Forbes, 2014), 3¢9b0bao {omdmoagbl 3mdbIsmgderols 3mbgdsdo ©oIdOomO
50943900l BmOI0MGOOL 3OrMEqLL (Bostegswryg, Bgbdo, 2017). d¢gbobao Jabols sGbydlL
0dobomgol, “®I M33H0ToMs© F0sfMm@Mb L35FMMm ToMm3s dMILT>MHYdEGOL, 1939
95653l ol 296300050905L.  FoM3gBH0bro  v9dBHO0MMOL  FYyo39wgdL,  BGOL
3990390, 30960by0 30 59393V 950 WMOSEE FMIBISMYOGIS.

B59O™Aol 53 bofloerdo slgzg Aobbowremos sl dMgbObyol EgMdobols
0o63mIMd0L o MgMMOOL §3mE)300L Bo30Mbo, HMIYEoE H39330MJOYI0S YO
9936096930L LEbYEGOMB, HMAMOOESS Bo0dMb s63meEE0, Jgoom ©obo, 3mEo Mmeoblo.
09935 30M39WOE SOPOWO, OHMYMO3 3MYBEO 3mEWIMHTs Qobobows s 0d3s, ™I
SAO00G3  Fglodengdgmos  2obobowgdmgl  OHMMmOHE3 3OMm©IBHO,  9J)sb
390m30bsMg, Fgbodegdgeros dgoddbsl dobo BoligIEMdYdo, VOMYOIIEGdJO0 S
d9LOd5A0LO  AS0YOML.  5BOIEME ™MD 53530060 gd0m  LOOBEFHIMGLMS  IGYOL
139(309OLEHOL  LYSOTMb  B3MEEHOL  TFMbsBOYds, GsGo  dMY6Obol Tglobgd,
MmIgerlisg 90900 s §3996900 5M1530M©306 0Ygbgdbgb dmgaro obEmMools
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396053 md5d0. s63mer@o 59330390L, GMI d3MYBPIOLS S BHIMOGHMMOGOL TMEOL
3930060 x9M 300093 5¢9dLebMg 3539MbYEPOL MHMOH ofjygds (3. §. 356 - 323),
MHMIYE03 9o — 9gMHmO 300390 0Ym 30633 03¢0, MM 5EA0EGOOL FotBo3gds 56
0o6m053H9dMds  oHows 0g4m sdM30JOMo  LoBP3Mgdl dowds J3994bols
000x%by.

PoObmerdo 43996900 05305600 0okl Lb3oELLZS LEGHO0TMGdIOL LodIsEgdom
5996900b96. LMmBoml Bmyoghmds J3994obsd, 306039 Mogado, LEss WogEYR0bs
5300  30HBMOMGO  0@IBbGHMds O 93bmdgdobs ol Fglobgd  obs®Bgbo
ALMREOMLMZ0L, 2obLO3MPMGd00 dMbgEOOLs s Lb3s go33w0mo WoMgdIEgdgdols
Lodmogdom. 43996900, Lobgedfoxmgdo s dsmo §59Yzs60 3060900 - GoGmombgdo,
0939653HMM9d0, 39539900 s FoMMN39w0 e300 JIbobgb 030560 30BYsEE
0Q9YbEMOL o 9909 g0bgb J3994bgdols o LMoo  39MLMbol  dMgbwol
3BMBOOMBSL. 53 3Mbom LHOBEHIOGLMs JHI-gMHO 36MdOEO Jommmwro dmbg@s (ob.
bLyGomo 1), MmIgrog  2od9moygbgdms M5  FbmErm©  OH®MAMOE 493300
©00MYIMEGO0m, 50599 dMbgBo 9ALIBMMYOMPS LodosMmm3gEml MMM dogMHo
J39460L o 35IM39eol dGHIBOL 3BMB0YMHGOOL 5Togdsls, g0l wmbmbroo -
"99939m5 39389, 30MmO0, ©odoGH®oL dg, dgboolL bdoseo". gl bsdzows dgzol
009bGH™Mds 0gm, 353653 930l s J39YboL 0EIbEHMdS 58 3gMmom©Ado Fgodergds 0039

4mxuoEroym (xsygero, 2013).

b@omo 1. dmbg@s "dgmgms 99539, 30mM0, odoG®moL dg, dglools bdseo™
0go®em: http://onloone.tsu.edu.ge/ge/science/9966/?p=7

J39960L  d61960bgol 3Mbi39Ri30s 9609369cm3sb0  Bofoeros  dMerGHo s
0639 ol03wobsmremo  dgi3bogd o 33a093980LomM30l,  MMIgwoEz  BmAx IO
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http://online.tsu.edu.ge/ge/science/9966/?p=7

0935GM0, MJRoMmbM0o, gMaMOR0IOo, 2JM-dMHIBEIdOL, GMHJOOL b  sEYOOL
06 9b0ba oL LobgEimgdom J3H3Id.

50Ol 39606l MYMG0s MO3WI30MZ9es© F989353d 3OO 3HJOMb,
dmALSHYIOHGO)8056 S MMRB0DO(3090056 F0B51079d5d0. MVF3S 05656 bgdm©s
00 g5gBHOL  5005MYds, OHMI d3M9boL 3Mmb3IBE0s 99odErgds godmygbgdmwe  0dbslb
5QR0WgdOLMZ0LsE (Joersdgdo, Mga0mbgdo s J3994b9gdo0), 3MadBHozsdo 30 MBRO™M o

MBOHM 0DBOHPIOMES I3IMds 330G SO YdOl dOHYBIYdOL gboddbgers
(De Chernatony, 2011; Anholt, 2010; Govers, and Go, 2009; Kavaratzis and Ashworth, 2005;

Szromnik, 2016). 36™©dEHo 890degds A560boEgdMEIL 3Mmb3IMYIEMIO SYHOWO:
Joodo, 89603035039 BH0, Mgaombo, dEo@0 b6 J399sbs. diEs gl 96 Bodbogls, ™I
5OPOWMb ©535300M9d0m, godegds godmygbgdmwo 0dbsl 0go3g doamdgdo, o3
Logmberolbs o FmABobmgdols  Jgdmbgzg3sdo. DMPogHmo 933 MO0  bobslidoo
50b603b53L, 5A0W0L MHMAMO 3 3O Mm©YIdEob bLodmrergls (Pike, 2005; Kladou et al., 2017;
Kavaratzis, 2005). dobo, GmymO3 3OMmEMIGHoL LoMomwwg dmdobstgmdls dolo
965350dbOH03MB00. sA0wo  FomIMoAgbl Lbgosolibgs  dmAbIsMgdGdIOLMZOL
090535H900  5GIM0SMMO S 3M5T5BHIM0 OO 3OHMOYIIEJO0L (BmBLsbwegdols)
3™33¢gdbme bLEGOMIGHMOSL (Szromnik, 2016).

5P00, MMYMO3 3O0MmEYIJBHo 9moEegl oo gargdgb@gdl, MmmAMmOOEss:
3M@O0GH03MNM0 s 93MmbMmIozMMo  IEAMIsMYMd; 36905 (93MWMY0s, 3e0T5F0);
0b6x3mLGHOMIBHMMS  (HOBLEIMOGHOMPDdS,  LogbmzMgdgo  FosOmo,  bogddosbo
0bZOLAHOUIOUO0);  FNXOHVONXO  ©  oLAMOONWO  QOOIONWIOYOO;
LsBMPOMGPdOLMZOL 9B 0b3zglEBHMMYPdOLMZOL  Fofimgd o FmALObMMYOS
(Lo OBTbSPEPGIEM, K SBWO(339, M EYIMS); SB939 FMOEIZL Meg5 To3bM3MYGOGOLS
Q5 99HoM3ggdL, o0 335e0R03530L, 5QIM-Hglgdls s 3 Eresl (Glinska, 2016).

530@™A, 5000l dMHIbEObAOL FobbMME0ggds FMo353L H0bEIMILYdVICO
dboMgg00l ozMMdOL, 5EHOMdIM030 Jmlisbegmdol, GwMoli@gdol, 0bgzgbEm®mgdol,
00036563 900L B0 mdSL.
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5QP0OoL  0MYbObao  9AOEOL, OMEMOE3 3OMm©YEoL Hob Fohgzol o
o033 90w0 3mBoE0MmboMmgdol gMm-9MH0 LBog3909LM LEMOE Y095, MoYSD 00
o60mogbl  50bodbmwo  srool  3Mmb3MEMg6EIBsMH0BMBdOL  goBM®L  Lbgs
5QPOWOMsb  B0856M0090530.  3mb3MM96EHVIBIM0BMBOL  ABOMHITo  0golbdgds:
AMOO0BIOL  49b30m0Mgds; 0b39LFHOE0YdOL  IMBoEZs  (BMAMOE  39Mdm  olg
Lobgedfoxnm); Jodbozgwo odoxol T9ddbs ImLobergmdol M30mMTYMBIOMBOL
96360 06@H9gM9LgdOL  QomM35oL0BYd0m, Lodmdgssdm  Fgabgdols 5oL gds;
0803653008 BOE; Jognodol Tgbobgd 0bRMMT5300lL LEBHMIJEHMM0MGdS S FoM3S
30099603530900L Ladwsengdoom (Anholt, 2007).

2006 gl bLoodMb s63MeEds Bsdmagoods J3gybols d6bools 0bogdlo, H@Awols
993b0 3565993H®OL dobgz0m: FM53MMDS; 9JL3MOEH0; 3MIWEIMS S F99330MYMDY;
5RO MdM030 dMLBobgmds; GH¥IOHO0BT0; 0639LFH0E0YI0 O BOYMO(305, JIBLEBLIMOZL
0000MJME0 339960l 30960l dognsl s bamoLbl. smbodbmwo obpgduol 89dzgmdom
9039feror®e@  bgds  J3996gdol  0doxobs @ ®g3GHaEool  33wgzs Mo
ALbmREomlb dslid@odom. gl dgBEo© LsobBHYMgum s 0bM3zs30MO AobEbsYds 5BMBbEY
069b0bgyol oLEBHMM0sdo — AbMmBEoMmL 3996980 O 06EIOILBL 0PBIE s63MmenE ol
33093900L  d03sMm. oLobo BsdIMbo M0 3Mb3MM9b30580 — MaLEEIMdOM
Do60mgols 6503000 dOHIMES VOMOLYMWO SWYPOWOL IBI3Z0MYOsE FLMIPom
193509 {036 feradeg 33693900 9993300 033wgds (0b. Moo 1, 3Msg03s 1).
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23905005333, Moz dggbgds Lbgs J399bgd0ol a0 dMbo(33¢0gmdsls, d969dM030359
05659906MMm39 30631096300l 306HMBGOT0, oAb J399bgd0 doerolibdgzsl o6 0dxMm9d9b
0dobomgol, Gmd dsmo J3994sbs 80dBo3z9eo @s FomdmBgbowo ogml Lbgoslibgs
3Mobom, OHMamem3 0639LEHMMYGOOLMZ0L  Y39woBg BgwlioyMgwo As6m9g8m, GMYMO3
AMO0LEGHJOOLMZ0L SMBIBMEO 3MB9gds, 3 EHVIMS O BHFSO30900, S1Y39, FILIGMD MO
Q5 693095300 Dmbgdo s bbgs dMegocro (Kavaratzis, Warnaby, Ashworth, 2015).

659O™3ol 53 Bofloerdo slig3zg AobbowImos sEyool dMHYBEOL obgz0MsMgdols
9obsL0sMYOWGO0 O M530L9dIMGOO0, OMYMOOESS SPYOWOL dMIBOL 0YHEHMDY,
0300, 0939935309, 3MBO30Mb0MYd, 3530ESW0 s Lbgs.

5QP0OoL  3M9bo b0  0IBbFHMIL Mbs FEMdIL, MMIgEois
L53Moegdsls 593l AMALSMYOYJIL 2obolibgomls Lbggdolash (dm®masbo., gMomBsto,
1999). 50300l 0@I6EHMBOL ob30mMgdsd0 MRGM IgBo Mbs oyml Bowgdmwro,
007653 0LYPO 0WIMLMYOMOO SBMEF0SE0YO0, MAMEMOE 39960l 3MEOEH03MOHO O
9306m303796M0 3AMeE™dsy (obo, 2008). sey0wol 0doxdo dmosHMgds 0d ®fdgbgdol,
0Q095¢gdol O G509 FOOWGIGOOL  JMPMOOMDS, M3  9Qsd0sbgdL  gosBbosm
3Mb3M93 Mo 500l dodsto (Haider, Kotler and Rein, 1994). ®mdgewoi 990demgds
Bodmogoeodmlb  4399bolL  3M@GHMMsd, olGHMM05T, 5Y0WTPYOMHIMDST, (36MmdOTs
5530569005, 50Ol  0doxMID o 9AMgofimEader M YE35©056
0050930 9090mb - ©:9379BS30BMb gPmo@ doerosh 3603369wmazs60s syools,
OMAMO3 00960l 3mBoiEombo®mgds. 3OMBILMEOO 35030 5©0b0dbsgl (2009) bHdoMs
5Q00L  ¥3Mgbol  3mBoEomboMmgds  bJds  s@EOWMdMH030  bywolvynwrgdol
0639Mglgdol  Jglodsdolo  @s 96 SLObOgL  SPOWMdM0Z0  I3bMmzMgdgdOl
0b3H9MgLgdL, MMIgEoE LsdMEWMME 50LsbYds 3MBOEOMBoMmYdOL BEBHMOEBHYR05DY. M3
d99bgds 50Ol dMIBOL 3530EOWl, 539600390 B3gE0IOLEOL OZ0E 95350l
(2004) 9456356mGH900m, 3MHMm©YIJEHOL dMH9IBOL 3930EIOL A5BLsBOZMOL Logdzgw by,

5QA0E0L dMIBOOL 35300 FMOEO3L Mot /96 5©Jdmen 5930390l o
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35¢090gdGOL, MMIWIIOE 3930090 I0s SOPOW ™MD s 2obolibgzsggdls Aol
bbgoms06".

5439 903mboME0s  5@YHOWOL 3096l  Asb3z0mMgdols  d9gbgz0E9d0,
MHMIgo3 3MEolbdmdl ool 36390963 bsM05BMIOL AsDBOHEIL QEIMdIE
05BoMBY, M3 byl Mfymodl s gbdstrnds sEAOWgdL 565 dbmErm© 0oL Esbsbgsdo mvy
306 5M056 ML, 65990, oMb gdl, vy 306 Mb gobbgb ollobo Bdmdszsdo, Modos
439w5H9 9939 299Mm0bs3Gds Jolo doms.

50539 5300  5d396GH0  3900©Yds  olgm  LHIOMHDY, MMYMOOEF  SWYHOWOL
069b0byol Fo63930baMEo ©HTM30WYOYEGdSs O BIAMMZWOE0S OB FBogdEMMm9do,
Mol 250m3 5@R0WoL dMH9bobaoL FoM3gE0bammo sdM30YOIEgds goborol
dob3bb.

0¥y 95M3930bgo 3gool 3MHMmEdBHL Lodobby LYadgbEBY/sIOEHMMOsDY,
3m39b3o®  394o39eHy, Y4omdl dgos LOgMmEJIOL,  5BHIMIAL  Lbgoolbgs
359356090L, 35306 Go@GMmd SMOL LHYPYSMO gOOL, Jowodol, 939960l dYb0bybg?
5ROl dMH9b0baol 90mmbz9350 59396G0 3900JdS 58 SEPOWOL 0IBEFHMdSBY
bbggdol dogM 53 50Ol s0ddmer 0doxbg. bgdoldogmo Fs®39gEobamwo 35835600
95306 50 Ho®Ts3gdvIeo v 30 53 SEPFOWOL 00RO SMOL SWPIOOMO S (36MBIMDS
domowro  (Govers, 2020). 5356056, ©MROL  13Y305E0LEHIOO  Sbobgwgdgb F90gY
doDgBLoE, MMIgErox 93l FmIbTsmgdeols BLodmEmyosdo. dmabTsmgdEol Mbgds
boglgs  0bxM®As300m,  MMIgEo3  FJoEgdMo 53l Lbgoolbgs  BslmdGMO30
0bx3mMAs300l  Lodmoegdom, 306050  godmEEOwgdom oY) 3gamdOgdol
IMbsbOMB0m, Mo 0058 608bogl, MMI IMIBIMYIOIEO MZ0MME 59goEP0dGIL ™30l
d9bBHOoO  SLME0s30gdL  Lbgoolbgs  3mobom  @sfygdero  3mero@03co,
LME0SW M0, JMWEGHIOMO S OLEGHMMOMWO 1336900 O FO3500 BMAMbYdYdOM
395ALGHOMAGOOL,  3mbROJEIo0ol s  3bmdowo  GodBHgdoL  Fgbobgd. slgzg, ©0J
3OMOMIGHo» MMmdgerog 00 §399sbsdo 0ddbgds. 999gao, dmdbdsMmgdgeo 0ggbgdl 53
Dmo (3mbIL/LYYOHSML 0TOLMZ0L, HMT J5sHY30EH®L v Lo 046905 Jobo IMToz5¢0
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©s13969%0L 500, LSOb3gLEHOEOM FSMIIM MY) SO LsSE 0L OEbMzmIBL.
LHMOIE gu 9™l Goao 03 SLME0SE0JO0LY, OMIJELSE IMIbBTsMGdgEo IMObLIMBL
OMOILE BoJOMBL 535 0399 00 50Ol glabgd (The Place Brand Observer, 2015).
3093 9O0 893Mds, YY) Mo@ma o6 6o 9933935l 500l dMHgbobyo
50Ol JoMm39@0bado, dyMBsMgMmdL d99gado: MHMmILYE Jowsdo, §399sbs Jdbols
0M9bL LsdSBOM FMPbM3b0egdoL JGLsdsdobsE ol JoOL MOLIBY, MOEAD 0BG
39gOL 0ol @I 53 Joerodl, §399sbol, m339 89d8bogro o BsTMYser0dgdIro 5943l
BMO> ©d 0doxo dobo 3Mmboly, MHmdgedoi dmbsfioergmds doowm 08 J3gybobs o
Jowsdol 933000035, 5EA0WMdM0305 LEBMYSMYOST DBMASI®. 011 YA IOILIIYMRD
gm39ogg 5dsl, B396 803000000  96FHogMmboBAL Q563390 Ws0bEHYMILYdMEO,

5POWMOM030 X 3IRJOoLYD, ®OL FJOIROWI3 WOI3PPJO0M ,,d0s dMYbEObYOL*
36sbol Hobsdg. 530l 093056 sLoEowgdws 30 3609369 mz560s sEYHOOL dOHYBOL

BMOHIoMIdOL  3OMEgLdo  BsMOIMIO  0gmb  gzgws  o0bEgeMglgdmewo  dbsMy:
530 MdM030 FbIbEGMBs, sboasbM©Y00, BodmogzMMdm Miiygdgdo, 0b3z9LEHMMgdo.
506036 65§80 255650BYdME0s 50Ol dM9BOL 2ob3005M9d0L
domrn30L 3606303900, MMIYEOE 5HOWOL dMHYIBEOBHOL LogOMSTMMOLM SLM30S300L
0936035 BMdYOH 4539MLTS IMYFOL 13YF0SXOLBHJOMD I3 MUEIOPD s 393906
905 (2015) Bsdmogorods, MmIgerdoi ImosbMmgds: 2oblibgoggdmermds - vy MHMmymO
3oblbgo39gds gl  sAOoo  Lbgs  5YOWGdIOLYSD, Gs  MbogsrMo  M30Lgdgd0L
95@GoMm9gdgos 3mb3M9bEGHIdmb Fgomgdom, S0l dMgbobyol Mo dmsgzsmo
33959 MOYOOM BoLOSMYBS, M5 OL dOMYBOL O30MYdS; 53YBGHVIOMDS - 5SRO0l
0MH9bOL JOMOMSEO FobL0sMIYOGIOL 0EIBEH0T03O(305 FNoYMbYOIO 0IBEHMdOM
96 500l 9aMdbgdom. Tgliodsdols dsHBOYdBY sMLYOME 5T S WIR)RTO
030X b 3530060l 3m365 (MOl ZoJOHMBL s Mol STOdMBL 5355050 boerbo Bz9bbYg) o
3654303500  9MLYOMEO  SOPOWOL  2oMEPOWGIOL  530096G MO,  sEMObgw by
dmMagdero 29dol d9ddbs; M59gbo sLdoblimgMgdgEr0s SO - MMmEgLag

3P0 25FMOHRYIME0S 3530L0 603 MIOMBOM S 293l A5bLHZ5390ICMdOL

18



3903dbgdsl ol EOLOASBLMZMIIG0S.  OLETIbLMZMGdgEro  60dbsgL  LobosTM3bm
39639L, MMIgEroE ooy 53 gobliogm®mId SO DBHY, 034HMAL el s LYyl
©o  35830d6M900690L o  3bmM3gMgdsL,  Lsddol  Fodmfygdsls O MBS,
0565d9OMIMds - FMmombmzl 500l dMH9bobado y3zgwrs s0bEHYMHYLYdO
dbs®ob (30BbgL LydBHMOO, LETMJseEogM LoBMASOMYDs, LETOBBY LYRTgbEO, T OZBMVS)
35MEBoMOHME MO®O0IODNMDSTIOMIWMBL; SOAOIIQ 39W53900905/dgddbs - Sa0ol
06Mm9bobal 56 Jdbol Fbmwm® Wmym, LErMsbo 6 35Mo LoM93sdm 35035600.
063930060900 5@H0oL  d396ObAOL  LEHGsGIY0s LOFOMMIOL  30DOGHMMYdOL
41500 900L  d03YyMmdsl. Moz 005l 603bogl, M3 dol gobzoms®mgdsls IbsOL mbs
MF)OHIL 06M3530900, Mboldogd9d0, 3Mme0EH03IMH0 doYMIgd0, 0639LEH0(30900 WS
LOAOMEIMO 5JBH03MDYDO. 51939, 9B BYdMOs 034039 953G MMYdoL doge (Place
Brand Observer, 2015) {o0dmoaqboo saowol dMmgbool gobzomatmgdols 5 g@sdosbo

doamds (ob. gbGogro 2).

1@530 1 55330 1 peys3o IV goysdo V gésdo

J6mg@ob 3oBbgdol | [sGLgdmmo syomob || sepomob d6gbeol | | sbamo sEaomol d@poeol
gOHImmotgdd d6BEol sBamobo || a6lbob @opIadgs d61bols dfgbobizol
a2bbntigogmgds dnbogmfiobao

h .
0032 spddmmo BBl opbinds ddgbdereds 6BmdsEMdS
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The General Description of the Paper

Topicality of the study - globalization, modern technology development, increase a range of
different products and abundance on the market, laid foundation for development of a new
marketing tool - brand and branding, which has played an important role in building a
relationship between a company and customers. Today, when people are able to travel freely,
have a big choice of work, study or residence, the countries, cities and regions have to be in
a highly competitive environment. Gaining a competitive position, creating added value and
maintaining a leading position is possible only if the place brand is based on real and
compelling reasons (Mihevc, 2015).

Place identity, image and reputation performs a big role in place branding development.
Peculiarities and characteristics of the place are often conditioned by history, culture,
traditions, sometimes with its visual identity too, which distinguishes it from other places.
The place image is a common set of impressions that a visitor has towards a particular place,
it is based on functional (material) and psychological (abstract) features. In the face of
globalization and increasing competition, the place brand image has become an important
factor informing the consumer in decision-making process and such combination of words -
nation, country, place, city, image and brand often cause a great deal of resonance. In fact,
the place brand image is a significant part of place development and advancement. Residents
of poor, backward, dangerous and corrupt places claim that they make great efforts to prove
to their neighbors that they do not agree with the stereotypes about them. As for the topic
of the place brand reputation, it is developed over time (Fombrun & Shanley, 1990) and differs
from the image, it is based on long-lasting impressions built on numerous images and actions.
From historical times place identity is one of the key parts of communication process.
“Geographical spaces thus compete in terms of this identity, which is then subjected to fierce

comparison and competition” (Noguesll, 1999; Anholt, 2007a).
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Place branding allows you to present a place at different levels and move it from a real,
physical to emotional and psychological level. It provides the place positive transformation
in order to become more attractive for tourists, be intelligent and tolerant, where people want
to live, work or study. Place branding process develops the place at the economic, tourism,
cultural, infrastructural and social levels.

Developing of place branding is more important in the modern world than ever before. As
above-mentioned, it helps communities, cities, countries to express their unique strategic
positions and different characteristics. As Simon Anholt (2007), a place branding specialist,
points out the strong place brand and strategy:

> Helps to increase competition in the market and enhances a sense of pride of the place's
uniqueness among the local population;

> Helps a country, city or community to understand better what type of investors, tourists
and migrants should look for and who should be their target segment;

> Establishes connections with business, community and visitors;

> Describes and inspires the target segment of what this place is like now and what it might
be in future;

» Promotes tourism development;

» Attracts investments;

» Creates an attractive image taking into account identity and national interests of the
population with raising civic awareness;

» Increases immigration;

» Formulates and manages information about the city.

The process of implementing a strong place brand strategy involves a multitude of
stakeholders representing: government, local people, investors and tourists. It also envisages
partnership, coordinated cooperation between stakeholders.

Place brand development trends are growing worldwide in the face of modern challenges and

increased competition. However, place branding is a relatively new concept in the field of
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marketing, management. At the same time, there are very few empirical, academic studies on
development of this new direction of branding in Georgia and it is an important challenge for
our region. Therefore, the study and analysis of this issue is quite timely and topical.

The Goal of the study. One of the main goals of the study is to visualize a situation in the field
of place branding problems and perspectives in Georgia, to find ways to overcome problems
and to offer relevant proposals to stakeholders interested in this issue.

Based on the above goals, the following tasks were set:

> To identify the features of place branding, which are necessary for successful positioning
of the country, based on the study and analysis of the works of scientists working in the field
of place branding;

» Structural analysis of modern place branding approaches;

> Presenting the main trends in place branding development;

> To identify existing problems in place branding and develop relevant proposals to solve
these problems;

» To study place brand defining components;

> To study the characteristics of stakeholders in place branding process and analyze their
priority development;

» To identify place branding successful development determinants;

» To form recommendations in order to work out a proper strategy for place brand
development and competitive advantage achievement.

The subject and the object of the study. The subject of the study is place branding and related
issues; The methods, approaches and needs of place positioning which are significant for
stakeholders in place branding process and for supporting place brand development. The
object of the study is the specific activities carried out by the stakeholders in place branding

development.
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The theoretical basis of the research is: works of Georgian and foreign scientists, journals,
articles, joint surveys of international and local organizations. Basic provisions and internet
resources in Georgian scientific literature.

The methodological basis of the research is the official data from central and local government
agencies and the results of my own research. In addition, a questionnaire type survey was
used as a quantitative research method, which was conducted through a questionnaire
distributed in social space. The survey obtained mainly quantitative data which were grouped
and analyzed. Methods such as analysis-synthesis, statistical analysis, comparative analysis,
etc. were also used.

The state of problem research - development trends, challenges and prospects of place
branding have become the subject of scholarly research and public interest in recent decades.
This issue was reflected in various forms in the works of famous Georgian and foreign
scientists. The trends and perspectives in the field of place branding from foreigners were
studied by such well-known scientists as F. Kotler, S. Anholt, R. Govers, M. Kavaratzis, V.
Olins, D. Vizgalov, J. Ashworth, B. Baker, M. Florek, M. Koneznik, K. Dinnie, S. Pike, G.
Hankinson, et al. Studies in this direction among Georgians can be said to be relatively new
and cover only the last decade, of which it is worth noting: K. Djakeli, A. Chikovani, N.
Gumberidze, G. Sharadze, A. Tandilashvili, D. Iobashvili, N. Chikhladze, T. Valishvili, K.
Gabelashvili. These researchers have made a special contribution to the formation and
development of many aspects of scientific and practical issues related to place branding.
However, we believe that the study of the issues related to place branding in Georgia requires
even more in-depth scientific research and will therefore have more practical value for the
interested parties.

Scientific novelty. The scientific novelty of the study is as follows:

> Place branding significant aspects are identified and the need for its use by the stakeholder

is assessed in place branding development process;
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» Place branding development trends are analyzed at the conceptual level; Importance of
direct involvement of stakeholders and the need for partnership nature are emphasized in
place branding development process;

> Statistically analyzed and substantiated the importance of place branding development
priorities in the process of making effective, practical decisions and putting them into
practice;

» Importance of place branding development is established as the best way to adapt to the
modern competitive environment;

» The peculiarities of marketing and branding roles in place branding development process
are substantiated;

» The main challenges of place branding development are identified;

> Based on the processing of theoretical materials and practical data, the problems of place
branding development in Georgia have been identified and relevant proposals have been
developed to overcome them.

Theoretical and practical importance. The presented paper which discusses approaches,
theoretical and practical aspects will be useful for institutions, companies and students
interested in place branding development.

Approbation of the dissertation. The dissertation was approved at the extended session of the
Department of Business Administration, Management and Marketing of the Shota Rustaveli
State University, Faculty of Economics and Business on July 14, 2021 (Protocol Ne 5). The
main provisions, recommendations, individual results of the dissertation are reflected in the
scientific articles published by the author. Issues related to the dissertation were presented in
the materials of international scientific conferences and international peer-reviewed journals.
Structure of the study. The dissertation consists of 169 printed pages. It consists of an
introduction, three chapters, nine subsections, conclusions and recommendations and a list

of references.
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Structure

Introduction

Chapter I. Theoretical-methodological foundations of place branding

1.1. Theoretical-historical aspects of the brand

1.2. Place brand features and characteristics

1.3. Principles of place branding development and management

Chapter II. Features of place brand identity, image and reputation

2.1. Place brand identity, individuality analysis and evaluation

2.2. Place brand image and reputation formation in place the brand development process
2.3. Analysis of factors affecting place image and reputation

Chapter III. Place branding challenges and solutions in Georgia

3.1. Place branding development trends in Georgia

3.2. Stakeholders and their role in place branding

3.3. Main directions of place branding development on the example of Ajara

Conclusions and Suggestions
References
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II The brief content of the work
In the introduction of the paper, the topicality of the research topic is substantiated, goals and
objectives are set, the subject and the object of the research are analyzed, the theoretical-
methodological bases of the research is presented, the scientific novelty of the paper,
theoretical and practical significance is established.
The first part of the paper — theoretical-methodological foundations of place branding,
discusses theoretical-historical aspects of brand creation, which originates from the ancient
civilization from a concept of "proto brands" (Moore and Reid) and then continues to develop
at different times in the historical period. Later, the appearance of a large / homogeneous
range of similar products and services, technological development, excessive information
flow largely led to the introduction of branding methodology in various fields and in the
second half of the 20th century began actively adopting an idea of branding (Forbes, 2014).
Today, we have come from private property identification, trademark to a brand and branding
- all of which are considered a new challenge on a modern market and a "who we are today”"
syndrome.
A brand is an image /idea/ imagination in the mind of the consumer (Aaker, 1991),
characterized by unique features which are constantly evolving to distinguish actual products
from competitors (Murphy, 1990). It is seen as a promise, a person's attitude towards to a
product or service that must be constantly kept.
This section of the paper also discusses important features related to the brand such as brand
identity, image and reputation. Brand identity is determined by a sender itself and brand
image is a real image developed in the mind of the recipient. Brand identity means how a
brand owner wants to convey its experience. Brand image even refers to how they experience
the brand in reality. According to a PR specialist Eldar Pirmisashvili (2010), a trademark
reputation is consumers and partners’ opinion on the trademark, which is reflected in the

quality of goods, services, additional emotional profits and professional work of the company.
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There is also a focus on the difference between brand and branding, branding and marketing.
If the brand is an individual value that characterizes a product, a unique code of company
differentiation, that is as vivid, influential and unique as human “DNA” (Forbes, 2014),
branding is a process of forming positive perceptions in the consumer's mind (Chiaravalle,
Schenck, 2017). Branding creates channels to deliver the brand to customers optimally as
well as to manage its development. Marketing activates buyers, increases sales and branding
turns them into loyal customers.

This part of the paper also discusses the origins of a term branding and evolution of a theory
associated with the names of such scholars as Simon Anholt, Keith Dinnie and Wally Olins.
However, for the first time a place as the brand was considered by Philip Kotler who said that
the place can also be considered as a product, hence, it is possible to create its values and
therefore sell it. In this regard, it is very interesting Simon Anholt’s opinion of hidden place
branding, which has been used indirectly by nations and countries throughout the history.
Anholt (2008) argues that the connection between brands and territories dates back to the
time of Alexander the Great (356 - 323 BC), who was one of the first to believe that success
or failure of places depended largely on the image of a country beyond its borders.

In the past, countries built their image through various incentives. Some countries around
the world first tried to establish their visual identity and communicate through it to the rest
of the world, especially through coins and other exchange values. Countries, states, and their
leaders — Pharaohs, emperors, kings, and ruling princes created their own visual identities
and enhanced brand awareness of nations and their own personalities. In this regard, there is
one of the famous Georgian coins (picture 1) which was used not only as an exchange value,
but also to raise awareness of Georgia as a strong country and a ruler brand, with the king's
slogan - "King of kings, Giorgi, son of Dimitri, Sword of the Messiah." It was indeed identity
of the king, but the identity of the king and the country during this period might be the same

(Djakeli, 2013).
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Picture 1. "King of kings, Giorgi, son of Dimitri, Sword of the Messiah"
Source: http://onlone.tsu.edu.ge/ge/science/9966/7p=7

The concept of country branding is a significant part of multidisciplinary scientific research,
sometimes it is referred to as thematic, regional, geographical, geo-brands, nations or place
branding.

The place branding theory was originally developed in relation to products, services and
organizations as it was mentioned above. However, it was gradually recognized that the
concept of the brand could be applied to places (cities, regions and countries) and in practice
there was a growing attempt to create brands for specific places (De Chernatony, 2011;
Anholt, 2010; Govers, and Go, 2009; Kavaratzis and Ashworth, 2005; Szromnik, 2016). The
specific place: a city, municipality, region, state or country can be considered as the product,
but this does not mean that the same approaches can be used with regard to places. Some
authors emphasize the complexity of place as the product (Pike, 2005; Kladou et al., 2017;
Kavaratzis, 2005). Its complexity as the product runs back from its versatility. The place is a
complex structure of tangible and intangible products (services) offered to different users
(Szromnik, 2016).

The place as the product includes such elements as: political and economic situation; Nature
(ecology, climate); Infrastructure (transportation, living space, business infrastructure);
Cultural and historical values; Services provided to the public or investors (education,
healthcare, culture); It also includes residents and entrepreneurs themselves, their
qualifications, customs and culture (Gliniska, 2016). That is why, implementation of place
branding covers stakeholder involvement - government authorities, local population, tourists,

investors, migrants.
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Place branding is one of the best strategies for place promoting and positioning, because it
represents an increase of place competitiveness in relation to other places. Increasing
competitiveness means: developing tourism, attracting investments (both private and public),
creating an attractive image taking into account identity and national interests of the
population, raising civic awareness, increase migration, structuring and managing
information about the city through communications (Anholt, 2007).

In 2005 Simon Anholt established the Nation Brand Index, the concept of measuring global
perceptions of countries across several dimensions (culture, governance, people, exports,
tourism, investment and migration). This index annually surveys countries’ image and
reputation around the world. This is a very interesting and innovative statement in the
history of branding - countries around the world are showing great interest in Anholt's brand
index, they are in competition and today there is a real battle to establish a worthy place on

the world map. The results of the surveys vary from year to year (Table 1, Graph 1).

Nation 2019 Rank 2018 Rank
Germany 1 1
France 2 4
Canada 3 o
United Kingdom 4 3
Japan

United States

Italy T 5]
Switzerland 8 8
Sweden 9 9
Australia 10 9

Table 1. 2018-2019 nation brand ranking
Source: https://www.ipsos.com/en-us/news-polls/Germany-Retains-Top
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Graph 1. 2020-2021 nation brand ranking
Source: Ipsos Nation Brands Index

According to the data in the table and graph, in 2018-2021 Germany is a leader among
countries. Italy was promoted in the rankings and moved from 7th (2019) place to 6th place
(2020). As for relocation of other countries, it is natural in modern competitive environment,
as countries make every effort to make their country attractive and seen from different ways,
as the most favorable environment for investors, as unseen nature, culture and traditions for
tourists, as well as entertainment and recreation zones etc. (Kavaratzis, Warnaby, Ashworth,
2015).

This part of the paper also discusses the characteristics and features of place brand
development, such as place brand identity, image, reputation, positioning, capital and more.
Place brand must possess a unique identity that allows a customer to distinguish it from others
(Morgan and Fritchard, 1999). It must be invested more in place identity development, even
ideological associations such as political and economic sustainability of the country (Dinnie,
2008). Place image refers to a set of beliefs, ideas, and impressions that people have about a

particular place (Haider, Kotler, & Rein, 1994) which can be formed by culture, history,
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location, celebrities of the country. Place brand positioning is a very significant along place’s
reputation. As a professor Andy Pike points out (2009) sometimes place branding is done in
accordance with the interests of the local government and does not depict the interests of the
locals, which ultimately is reflected on positioning strategy. As for a place brand equity,
according to American expert David Aaker (2004), based on product brand equity, place
brand equity includes "actual and /or perceived assets and liabilities related to the location
and distinguishes it from others."

There are also reviewed benefits of place branding development, which aim to increase place
competitiveness on the global marketplace, which encourage and help places not only to see
who they are today, but also inspire who they should become in future.

The same chapter focuses on an issues such as place branding marketing attitude and those
factors that cause failure of place branding process.

If a marketer sells a product to a target segment/audience, a potential buyer, buys media space,
conducts various campaigns, then why we talk about branding a nation, city, country? In the
case of place branding, focus is on place identity and image perceived by others. Any
marketing campaign is successful if the image of this place is positive and awareness is high
(Govers, 2020). However, experts in the field name the following reason, which lies in the
psychology of the user. User's mind is full of information received through various media,
personal experiences or friends' stories, which mean that the user forms his mental
associations with political, social, cultural and historical conclusions and main memories of
disasters, conflicts and famous facts. As a result, the consumer uses this general knowledge /
picture to decide where his or her future vacation, investment environment or place of
residence will be. This is one of the few associations that the user invokes when thinks about
this or that place (The Place Brand Observer, 2015).

Another mistake, why we should not confuse place branding in place marketing is following:
When a city, country creates the place brand, according to market needs, it takes a risk

because it ignores the fact that this city, country has already created and formed image of this
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place by participating of local community. If we ignore all this, we will get antagonism from
certain stakeholders like residents, which will lead to the collapse of "internal branding." To
prevent this, it is important to involve all stakeholders (local people, youth, government
institutions, investors) in the place brand development process.

This part of the paper analyzes a neat set of place branding principles to guide brand
development and management of cities, regions, destinations and countries by field experts,
Robert Govers, Erik van‘t Klooster and Gerard Van Keken (2015), which includes:
distinctiveness - what unique features it carries compared to competitors, what are the main
values of place branding, what is the brand promise; Authenticity - identifying the key
characteristics of the place with an inspired identity or sense of place and stakeholders’ co-
working; How memorable the place is - memorable means that the enjoyable experience of
that certain place, conquered space in your mind and your heart. So that you might think of
living or investing there, or return one day; Co-creation that requires the partnership of all
stakeholders in place branding (business sector, civil society, target segment, government);
Place making - Place branding is not just about a logo, slogan or a good advertising campaign.
An integrated place branding strategy needs to attract the attention of visitors, which means
that its development must be supported by innovations, events, policy approaches,
investments and symbolic activities.

Here is also analyzed 5-step approach to place branding presented by the same authors (Place

Brand Observer, 2015) (Table 2).

STEP 1: STEP 2: STEP 3: STEP 4: STEP 5:
Formulate Project Analyze Current Design Place Brand Implement New Monitor the Place
Goals Place Brand Essence Place Brand Brand
Vision Perceived Identity Brand ldentity Construction Awareness

Mission Perceived Image Value Match Cooperation | Perceived
mage/lLoyalty
. . . Experience . . .
Objectives Projected Image Concept Communication Projected Image

Table 2. 5-step approach to place branding
Source: The Place Brand Observer (TPBO0) 2015
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One of the most interesting steps from above mentioned is the fourth step — implement a new
place brand that includes in itself place brand construction, cooperation and communication,
which consists of components directly related to tourism, trade, employment and investment
opportunities, which increases market potential and creates an experience. Human attention
is drawn to the man-made wonders of the world that still exist in Greek, Egyptian, Mayan
and Inca architectural structures. Taj Mahal, Empire State Building, Eiffel Tower, Big Ben,
landmarks such as the Statue of Liberty, The Statue of Christ in Rio de Janeiro. However,
many buildings were built in the 20th century precisely to enhance the customer experience,
such as a hotel complex the Burj Al Arab entertainment and leisure center in Dubai, which
opened its doors to the millennium and marked Dubai as a new tourist destination and global
hub on the world map. Also, in the category of creating experiences can be found
Guggenheim Museum in Bilbao, the Palm Islands in Dubai, the Bird Bird Nest in Beijing and
more.

The same chapter discusses the strategic place brand management model by Sonia Hanna,
Marketing Specialist at the University of Bangor (UK), according to which the place branding
process begins with the management of brand infrastructure relations, leadership, and
stakeholders. It also includes involvement of brand identity, brand articulation, brand
architecture, other components and is concluded by brand evaluation. It should also be noted
that there are other place branding process approaches, models by field specialists, although
they still rely on core and common components.

In addition to discussing the principles of general place branding development and
management, the same chapter discusses concretely the city branding development process.
Every city, distinguished by its culture, history, traditions, a way of life, infrastructure, has
its own soul, heartbeat. Therefore, all this should be taken into account while developing a
city brand strategy. City branding itself includes: mission, vision, values, visual symbols,

slogans based on its identity, its DNA.
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In the second chapter of the paper — Features of place brand identity, image and reputation,
place brand identity, individuality analysis and evaluation are discussed.

Place identity is a set of characteristic features and activities that distinguish one place from
another (see Figure 1), the image is a reflection of identity, reaction in the recipient's
consciousness to a sent message (Klag, 2011). As for the reputation it focuses on multi-year

impressions built around multiple images and actions (Figure 1).

Institution
Physics Normative systems Practices
Tangible and % Actions and

activities within a
place

physical features
of a place

Place Brand
Identity

Representation
Narratives of a place in
the minds of audiences

and in the media

Experience

Cognitive, emotional,
and personal
encounters

Personality

Affective
characteristics
associated with
a place

Figure 1. Place brand identity
Source: Skinner (2018)

As the figure # 1 shows the brand identity of the place, its three pillars and their interaction.
Interaction between physical, material and place experience represent institutions. That is a
result of continuous social relationships and practices that in turn develop place material or
physical characteristics (Kalandidi, 2011).

One of the challenges of working on place branding is to determine brand identity and its
origins. Especially today in the context of globalization, can culture follow capitalism without
losing its moral compass? Can a society benefit from migration without losing its own
identity? Can technology and poetry, art and science coexist? Is it possible to grow faster
social equality than the economy? Can a wealthy society nourish their soul as much as their
body? Can society take advantage of modernity without losing past values? Can a country

move forward without losing its values? (Anholt, 2007).

62



This is the main dilemma of modernity and it is not surprising that it is also a major problem
of country identity in developing and not only developing countries, which are constantly
trying to maintain their identity, but at the same time try not to lag behind the challenges of
modernity and adapt to them. If we follow this theory our country needs a new model and a
spirit of development and progress. Those countries that can prove viability of the new model
can gain as a good reputation as they succeed.

To illustrate how small countries can manage their country brand, the paper discusses
examples of Luxembourg and Slovenia. In spite of Luxembourg is one of the richest countries
in Europe and it is a founding member of EU, OECD, UN, NATO, the Benelux Union along
with Strasbourg and Brussels, the locals and the government believed that the image of the
country was facing various challenges, including the fact that its inside and outside image was
associated with the financial center and other negative information related to it (Buffeted by
the accusations that it was helping multinational corporations evade billions of dollars in
taxes, the country has embarked on a long-term rebranding effort that the government hopes
will help the world see it with different eyes)’ and not with those positive characteristics it
owns. The country's branding strategy, launched in 2013 aimed to increase the country's
awareness, its economic, cultural, tourism and political reputation worldwide.

The same chapter discusses the topic on the place brand image and reputation formation in
place branding development process and named various factors.

The place brand image and reputation are formed on the basis of those factors which include
country, culture, infrastructure, political perception of the country, place association,
communication channels, tourism experience and famous people. It should also be noted that
the process of image and reputation formation is quite deep and prolonged.

As for the factors affecting place image and reputation, there is said that geographical

uniqueness of the place, history, art, music, celebrities and other distinctive features (Morgan,

2 https://www.nytimes.com/2015/11/24/business/international/luxembourg-goes-in-for-an-image-makeover.html
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Pritchard, Pride, 2011) can be considered as acting factors with tourism, sport, corporate
brands, investment environment, local leadership reputation at the level of inter-state, inter-
regional relations, financial-economic indicators. A positive history/theme of the place, a
particularly beautiful, memorable, poetic or dramatic event can affect positively on the place
brand image and reputation as well. The best examples of this are the annual Rio de Janeiro

Film Festival, the Cannes Film Festival and more.

In the third part of the paper - Place branding challenges and solutions in Georgia, place
branding development tendencies in Georgia are studied and analyzed.

Based on the reviewed literature and research, we can not find a specific national or place
brand strategy or model for Georgia, or a special structure, department that carries out above-
mentioned activities or a government place brand development committee such Luxembourg
established. If we do not consider a RoadMap2EU of Georgia 2014-2017; Communication
Strategy of the Government of Georgia on Georgia’s NATO and EU membership for 2017-
2020; Government Program 2021 - 2024 "Toward Building a European State"; The documents
of the Ministry of Regional Development and Infrastructure of Georgia "Regional
Development Program of Georgia 2018-2021", which include the components (Target
audience, communication channels, coordinating bodies, planned activities in the fields of
education, agriculture, healthcare), which is important for place branding development
process.

The reviewed literature and conducted researches give basis to make a conclusion that our
country’s positioning mainly is directed to tourism. It can be said that tourism is a place brand
development strategy, which is accompanied by strong marketing support. Tourism sector
promotion is particularly active in domestic or foreign country markets.

As for education, healthcare and investment environment, which also contribute to the

country development and consequently place branding, it is growing and dynamic in Georgia.
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Moreover, Georgia with its resources and prospects has potential to become an education and
health center in the region.

Today, more than 13,000 foreign students study in Georgia. Most of the foreign students say
that they decided to study in Georgia because it is safe and life is cheaper compared to other
countries.

Georgia is also famous for its health and medical resorts. In 2018, 60% more medical tourists
arrived than in 2017 and the figure was growing before the Covid Pandemic. According to
experts, medical tourism in Georgia has great prospects, because Georgia has a favorable
geographical location - it is convenient to get here by almost any type of transport.

In terms of the investment climate, Georgia ranks seventh among 190 countries in the World
Bank's Doing Business 2020 ranking and 12" in 184th in the Heritage Foundation's ranking
of economic freedom.

Despite a great potential of education, healthcare, improved liberal investment environment,
as noted, the country is a leader in tourism. Tourism is emerging as a priority direction for
Georgian economic development. As tourism sector is also an important component of place
brand development and a stakeholder, therefore, activities and strategies of the institutions
that work to position the country in this direction are studied and analyzed. Georgian
National Tourism Administration and Ministry of Economy and Sustainable Development of
Georgia focus on tourism brand development.

"Georgian Tourism Strategy 2025" discusses a current situation in the sector, future plans,
what and how the country should achieve a desired result. Based on the strategy analysis, it
can be said that stakeholder involvement, the vision given in the strategy, goals, plans,
strategy principles, strategic objectives, priority activities and strategy monitoring and
evaluation themselves contribute to the place brand development process. Particularly
positive fact is that the strategy includes development of such important principles and
directions for place branding development as: a leading role of the private sector, state

involvement, prioritization of markets and sustainability.
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There are also studied and analyzed other experiences of place branding in Georgia. Here is
discussed examples of Thbilisi and Sighnaghi. Tbilisi branding was carried out together with
Georgian specialists by the famous Swedish marketer Thomas Ged. He positioned Tbilisi, as
the best place to start a new relationship, business. As well as a capital that unites culture,
history and modernity.

As for tendencies and experiences of increasing awareness of Georgia, the practice of using
integrated marketing tools is quite large. In order to represent Georgia, attract tourists or
investors, The Georgian National Tourism Administration carries out various advertising
campaigns and PR activities, such as: advertising videos, commercials on popular channels
CNN, BBC, Euronews, National Geographic. Outdoor advertising, using an online platform
on target markets in various cities around the world. It is worth mentioning a project
"Remotely from Georgia" which has been working positively on the image and reputation of
our country from the very first day. The project was created by the Ministry of Economy and
Sustainable Development of Georgia and National Tourism Administration to attract
freelancers, full-time employees or business owners who are able to stay in Georgia for at
least 360 days without a visa or other travel document. One more interesting project is “Check
in Georgia” which aimed at creating a country cultural center, attracting a large number of
tourists, promoting an international image. The project was initiated and supported by the
government in 2016. The project also aimed to present Georgia as a dynamic and safe country
that included a series of cultural events held in Tbilisi and different regions of Georgia.
Judging by the research materials, Georgia as a place is developing more in terms of marketing
than branding, which includes above-mentioned activities. It is true that these campaigns
help to increase the country's awareness, inform the rest of the world about our country as a
place, offer and represent the country as a product, contribute to the development of place
mission and a strategic vision, but it fails to create a brand. Because marketing activity as
mentioned in the paper can enhance, support the brand, activate the buyer, but it does not,

cannot, make the customer loyal which is one of the important factors for the brand.
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The same part of the paper discusses one of the significant features and challenges of place
branding as stakeholders are - local people, government, potential investors, students with
tourists. All stakeholders involved in place branding have their responsibilities, interests,
expectations. It is a very difficult process for place branding to manage stakeholders as in
many cases their interests are intersected. Therefore, it is important to have a dynamic
relationship between these parties. This process must meet the requirements of stakeholders
such as: Partnership, leadership, continuity, shared vision. Particularly noteworthy is the role
of residents in place branding developing process, which is also called a participatory place
branding. Participatory place branding approaches help the population to become an active
member of the place branding process in collaboration with other stakeholders (kavaratzis
2017; Kavaratzis and Kalandides 2015), (Zenker and Erfgen 2014), (kalandides 2011).

As the local population is one of the stakeholders of the place brand and according to the
mentioned, it has a special role in the process of developing the place brand, an important
part of our research was to determine which region of Georgia is ideal for permanent living
for the local population (see figure 2), what factors determine the selection of permanent
residence (see figure 3). In relation to this, according to the research, we got the following

picture (see figures 2,3).

@ Toilisi Ajara @ Guria Imereti @ Kakheti

Figure 2. Favorable region for permanent residence in Georgia
Source: Compiled by author, based on research results
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According to the survey results, a high percentage of respondents choose Ajara as the most
favourable place of permanent residence - 41%. 38% -gives preference to the capital and to a
lesser extent, to other regions of Georga. It should be noted that mainly young people
participated in the survey. According to the survey results, exactly young people aged 18-20
consider Ajara to be the best place to live, the respondents aged 35-44 prefer to live in Imereti
and Shida Kartli, while the respondents aged 45-55 prefer to live in Guria and Kakheti.

In order to study the issue thoroughly, there is a need to determine those factors, according
to which the residents choose a place of permanent residence. The results of the survey clearly
show that the nature/climate, place development perspective, cosmopolitan and tolerant

environment, etc. are the leading factors (Figure 3).
Nature
Climate

Place
development
perspective

Cosmopolitan and tolerant
environment

Figure 3: Factors, influencing on choosing a place of permanent residence
Source: Compiled by the author, based on survey results

The data shown in the diagram also proves that the mentioned factors serve to foster a sense
of pride and responsibility for the unique heritage among the local population, which is one
of the important issues of place branding for such stakeholders as the local population.

As place branding is a public activity, the role of the government is big and responsible,
because its rights and responsibilities cover a broad-spectrum of fields: it provides a wide

range of local services, protects the lives and freedom of people, creates a place for democratic
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participation and a civic dialogue, creates a favorable investment environment and promotes
the tourism development with a private sector to develop a good country image and
reputation. Properly defined brand management by the government, contributes to the
sustainable development of the place.

Based on the reviewed literature and the research there was not found a place brand strategy
of Ajara region (we do not mean Ajara tourism brand strategy). So, the subject of interest is a
strategic development plan 2016-2021 of Ajara Autonomous Republic that covers the key and
significant aspects of place branding.

There is difference of opinions when the issue comes to tourism as the place brand
stakeholder. A number of authors believe that tourism is extremely important and influences
on the country image formation. Accordingly, it is one of the major parts of the place brand.
But some believe that it is only economically beneficial and cannot affect the brand image
and reputation of the place.

In many countries, tourism is a kind of advanced component for place development, in
addition to economic benefits, it helps to increase place awareness, takes the values of the
place beyond the borders, which contributes to place brand development. The marketing
specialist Brendon Knott (2002) realizes the power of tourism and represents it as a
determining factor of country image making.

In this regard, there was conducted the survey to determine what is being done in our region
in order to attract more tourists. According to the survey results, 42% consider that our region
is trying to do this through marketing activities on the international market; 27, 3% believe
by state programs promoting tourism development; 23.7% states by improving local
infrastructure and transportation systems and 7% mentions about a safe environment.

As potential investors and students in stakeholders’ role, they have certain expectations of
the particular place. The conducted study and the practical part have clearly shown that

stakeholders use the same place attributes with different expectations and goals.
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The same section discusses the main directions of place branding development on the example
of Ajara. In general, in the case of our country, as well as in the case of our region, tourism is
one of the main directions in the development of place branding. Ajara as a new growing
tourist destination, its popularity is high, both outside and inside the country, which is
confirmed by our research. According to the results, 88.1% name Ajara as the most attractive
region for tourists. After Ajara, Samegrelo-Zemo Svaneti, Racha-Lechkhumi, Kakheti and
other regions take the positions.

Place brand development theories take into account the perception and attitude of residents
about their place as a very important issue. Consequently, we are interested in residents’
perceptions, what they consider to be the most attractive in the region. According to the
survey, 39% of respondents named nature, location, climate and landscape. 29% believe that
this is created environment - proper infrastructure, accommodation, activities and fun. Next
comes cultural heritage, historical sites, art, cuisine with 18%. And the lowest percentage of
14%, consider that it's people, behaviors, values, relationship with visitors. All this creates a
kind of impression of internal image of how the locals see this place and highlights
shortcomings in what direction can be worked to improve the internal image.

In addition to the fact that the respondents consider Ajara region to be the most attractive in

Georgia, they also believe that good investment environment has been created in Ajara for
tourism development, which is confirmed by research results. According to the survey, 84%
of respondents believe that the investment environment has been created in Ajara for tourism
development throughout Georgia. 9% think that it is Samegrelo-Zemo Svaneti; 4% consider
Racha-Lechkhumi as favorable environment. Mtskheta-Mtianeti, Samtskhe-Javakheti, Guria,
Shida Kartli have the lowest rates.

Due to that the brand is a promise that must constantly strive for perfection and fulfill the
promise, therefore, it is significant to determine what promise Ajara offers to the guest. The
survey results gave us the following picture: 45% of the respondents believe that Ajara gives

functional promise to the guest, which means authenticity, adventure, healthy environment,
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nature, gastronomy, traditions, hospitality. 39% state that Ajara gives emotional promise to
the guest, which means gaining a new vision, happiness, spiritual peace and only 16% names
other reasons.

As visitors differ from each other’s interests, an important factor for place brand development
is what type of visitor is the most suitable for the place in case of Ajara. It is noteworthy that
20% of respondents believe that Ajara can be visited by the type of visitors for whom the
main motivator is a mountain, sea and gastronomy. 21% consider that Ajara is interesting for
visitors who are interested in diverse activities; 15% think that Ajara will be interesting for
those who choose new travel places instead of the old ones; 14% - for those who are interested
in one specific activity; 9% - those who prefer a peaceful social environment; 11% - visitors
with interests who prefer adventure travel and 7% for cultural immersion, 3% for whom the
budget is important.

In the context of stakeholder engagement, it is very interesting how Department of Tourism
and Resorts of Ajara work in terms of raising awareness of Ajara region, popularizing the
place and strengthening the place brand image. According to the official statistics, in recent
years advertising and PR activities carried out by Department of Tourism and Resorts of Ajara
have increased region awareness, that consequently boosted a number of foreign tourists and
had a good performance of its marketing mission. But as it is mentioned many times, only
integrated marketing activities can not create a brand image, reputation and then manage it
in the context of place branding. Because place branding is not just about communications, it
is a kind of place policy that is achieved through effective collaboration between all
stakeholders, both private and public sectors.

According to the place brand development model, it is extremely important to know how
this place itself creates value for people. What tangible and intangible benefits can people get

from this place - functional, emotional or self-expression (Figure 4).
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@ Functional benefits Emotional benefits
@ Self-express benefits

Figure 4: Place brand possible benefits
Source: Compiled by the author, based on survey results

According to the survey, for 55% of respondents this value is emotional benefits - that is how
you feel in this place; for 16% of respondents these are functional benefits, as this location
provides you and for 29% these are self-expression benefits how this location helps you to
show your status.In order to consider a holistic place brand concept, it is necessary to develop
different fields and carry out activities for improving investment environment, eliminating
employment problems, increasing access to health care and education. All components are
chained to each other, promotion in each direction helps the other other component to move
forward.

In order to determine how the priorities of business and employment development should be
arranged in Ajara, on the bases of our research, we got the following picture: 30% - promotion
of entrepreneurship and business development; 29% - diversification of tourism products and
quality development; 24% - competitive agricultural production, product processing and sales
chain development and 17% - development of human capital of the region.

As the results show, the respondents see Ajara region brand development perspective, mainly
in tourism and in favorable business environment.

Also, in order to increase place awareness, preserve authenticity, uniqueness of Ajara region,
cultural heritage promotion and protection should be a priority, as it is one of the important

aspects of place brand. Regarding this topic, the conducted survey gave the following results:
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57% of respondents prioritize protection and promotion of cultural heritage, 35% - rational
use of natural and energy resources and 8% protection of biodiversity in the region.
According to the survey, the respondents gave the following order of priorities for region
brand promotion. According to the results it is important to increase access to health,
education and cultural services - 40%; Providing a safe environment for living and rest - 34%;
Development of a healthy environment in the region - 19%; Providing fast and comfortable
transportation in the region -7%.

The same section discusses whether crises affect place image and reputation, especially in a
case of COVID-19. According to the studies conducted on crises impacting on place branding,
we can conclude that in this particular case - the crisis and its management have become
mostly a challenge for such stakeholders as the government. Consequently, they need to
manage the pandemic effectively, show more effort as it does not escalate into a protracted
crisis, which could damage the region image and reputation. It is particularly important to
balance the priorities and goals of place branding development in a post Covid environment;
revise place branding approaches; have more focus on the country's values and their
interrelationships. Further development of place branding requires maximum utilization of
new opportunities derived from the pandemic challenge, such as acquisition of digital
technologies and transition to an online business platform. At the same time, it is important
the fact about increased solidarity/social responsibility in our society, which plays a big role
in strengthening our identity; rediscovering forgotten places, including returning to
abandoned villages; to see a place where we live from a different perspective or increased
concern for the environment, prioritizing green transport and so on. All this will ultimately
help to improve an overall situation in the country, which will have a positive impact on the
country image and reputation, which is significant in place branding development concept.
Thus, the paper discusses the theoretical-methodological issues of place branding; the
peculiarities of place - identity, image and reputation are analyzed. It emphasizes the need to

identify distinguishing features between PR, marketing and branding functions and the role
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of stakeholders. Practical examples of brand development in different countries are studied
and discussed. Based on the conducted research, the current challenges and perspectives in
these areas have been identified. Place branding is considered as a new, special direction. The
author's position based on theoretical and practical research regarding a number of challenges

and ways to solve them is presented in the conclusions and suggestions.
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Conclusions and Suggestions
Unique place identity, image and reputation create a strong place brand that helps the
country, city to be competitive on the market. It serves to create and maintain a positive and
desirable perception of the place among tourists, local or foreign investors, residents, people
who want to study or live in our country.
Place branding, based on its own values, concretely and convincingly answer the questions:
why should we live in a particular place, why should we visit this or that place, why invest
and simply what values does a particular country have to achieve our goals there now and in
future.
Based on a thorough study and analysis of these issues, we can formulate the following
theoretical and practical conclusions and proposals.
1. At the present stage, growing interest in place branding is caused by globalization and high
competition, which means people’s free choice where to travel, where to live, where to study
or where to invest their finances. Also, it is often discussed with place marketing and there is
a difference of opinions whether it is a part of place marketing or place marketing is a part of
place branding. Therefore, by combining existing views on place branding as a scientific
discipline, we can conclude that it is a new direction and counts several decades.
2. Fragmented development of different sectors, short-term visions and strategies in the face
of increased competition between countries, cities and regions, hinder and delay the process
of brand development. Therefore, for the correct and consistent development of place
branding, it is important to develop place brand strategy based on research results.
3. The role of marketing benefits and at the same time its separation is important for place
brand proper development. In order to avoid imbalance between marketing and branding,
they should not overlap each other. Because marketing is the process of creating a brand idea
and brand images with concrete strategies in order to reach customer’s demand and increase

sales. But the brand is a feeling, an attitude and an emotion in the mind of the consumer,
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which the consumer owns, it is formed and lives in his head, regardless of whether he buys
it or not. Therefore, it is advisable to develop them in a balanced and correct direction.

4. The role of PR benefits and at the same time its separation is significant for the proper
development of place brand. PR is one of the key aspects of the place brand concept, it forms
and develops effective communication with customers and reduces the barrier between
reality and perception. But countries cannot buy a brand image and reputation only through
PR activities, because the country image is a powerful mechanism that is built and formed by
perceptions over a long period of time. These perceptions are related to how the country was
governed or how it is governed today, as well as to its identity, culture and history.
Developing/creating place brand reputation takes a long time. Hence, integrated marketing
activities can not create the place brand image, reputation and then manage it in the context
of place branding. That is why it is important to use and develop it in proportion.

5. Place identity is characterized by unique distinguishing features, which is created on the
basis of historical, economic, political, religious, socio-cultural factors. So, it is essential to
consult with stakeholders, public figures, a private sector, civil society representatives (those
who have knowledge and information about the city, region or country) in place branding
process to share their knowledge and views. Also, studying historical documents in libraries
and museums.

6. One of the biggest challenges of place branding is a number of stakeholders and their
characteristics, as each stakeholder has their responsibilities, interests and expectations.
Consequently, managing stakeholders is a difficult process because in many cases their
interests are intersected. That is why dynamic relations, partnership and coordinated
cooperation between the parties are important. Any issue in the country, starting with the
border guard, the taxi driver and ending with population satisfaction is related to the
country's branding process. The country should be represented based on the values that it
has. The values need to be conveyed properly, raise country awareness and positioning

accordingly. The main thing is to set the task precisely and target to a specific segment and
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meet its expectations and requirements. Also, all activities should be focused on presenting
positive and strong sides and create a real image. All of this, obviously, has to be genuine and
authentic.

7. Residents’ engagement also known as a participatory place branding gains great importance
accordingly. On a daily basis in place branding development process, as this approach helps
the population to become active members in the process in collaboration with other
stakeholders. People want to be part of a community they can be proud of - which is greatly
influenced by how they are spoken to from outside or how they are imagined from the inside.
Consequently, it is important to involve local citizens, not only by passive support, but also
in an active form.

8. Among influencing factors on conceptual parts of place branding - place image and
reputation is very important to identify the crises and challenges impact. In order to find out
when the crisis can damage place image and reputation, the crisis must be assessed by
determining what type of crisis it is and how long it lasts. Some types of crises and its
extension may only have a temporary impact and fail to tarnish the image of the particular
place. The crisis can only affect the country's image and reputation if it is prolonged and its
high intensity affects its identity.

9. Based on the analysis of the results of our research, place brand development in Georgia is
mainly based on integrated marketing techniques and a lesser extent to place brand
development directions. Though, one of the most important components of place branding
tourism is developing and it is clear that our region is positioned as a tourist place (country,
region). Therefore, it is substantial to increase the scale of development of infrastructure
projects supporting the tourism sector.

10. Based on the research results, it has critical importance to balance place branding
development, priorities and goals; Work out a place brand concept, which will be based not
only on tourism development, but also on other priority circumstances, such as the

development of municipal services, infrastructure, employment, effective governance of the
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region that helps setting of a strong place brand image with its identity based on our country
history and culture.

11. As place the brand concept is based on place identity, image, reputation and residents,
government, tourists, investors are the stakeholders, therefore, it is important to review place
branding approaches; Focus more on country's values and their interrelationships; Develop
long-term, adaptable, dynamic plans based on current challenges. It is considerable to show
more effort and actively involved from such stakeholders as the government in place branding
development.

12. In order to plan place brand creating process and implementation in a consistent manner,
a place brand-management organization should be established at the political level. Place
brand developing should be a priority for the government. Its engagement is very important
as it covers all sectors and therefore these sectors can receive benefits through place brand
initiatives. Brand management should be separated from politics and distinguished by private
sector active involvement. Public-private partnerships are essential to foster creative ideas
and strategies for brand implementation. Also, budget redistribution between stakeholders.
It is also necessary for each stakeholder to make decisions independently and present them
fairly and to create a coherent narrative for all stakeholders, as they all have their own
identities.

13. Based on the reviewed literature and the conducted researches, it is clear that, at present,
we do not have experience in the place brand field, also, there is no a single unique model
that can be used in all places. That is why it is important to share experiences of other places
and it is necessary to formulate the brand development strategy tailored to our region based

on pre-conducted studies.
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