
بخشی از ترجمه مقاله   

 

            رنتی ایران عرضه                                                                                                              تفروشگاه این                          بخشی از ترجمه مقاله   

http://iranarze.ir/place+branding+systems+place+nterrelation+nations


بخشی از ترجمه مقاله   

بخشی از ترجمه مقاله    رنتی ایران عرضه تفروشگاه این 

Conclusion
 Regional and nation branding, defined as the organized communication aimed at influencing a region’s or nation’s reputation, appears

to be a promising potential counter to the torrent of negative press typically characterizing the pre-transitional

 economies in the so-called third world. The tendency of these communication initiatives to fail to live up their lofty promises raises an
 interesting question –why the lack of return on reputational investment? In the present text the argument that potential consumers of a
 place often make sense of a nation as a part of a larger system and that this system of places in its aggregated form carries its own
 meaning. This principle, illustrated through the case of Sudan, illustrates a fundamental property of place; place is not by some default
 dedefined in perception as it is organized in a legal and political system, such as a nation or region. In some cases, the meaning attribut
 to individual nations is drowned out by more salient imagery attributed to places that lack institutional representation concerned
 directly with advancing its reputation. This lesson from nation branding in the developing world, a context in which this phenomenon is
 highly prevalent, is also applicable to place branding in general as a place on any level can be highly salient in meaning while

.completely lacking in, or having a highly ambiguous, institutional representation
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