o \Ye JT< CJ'J—.'I

63g-Ll> gLaULS a5 g 49

L dlie ayld Olgis

¥ Juas
Rl glaplas 1o HSe pwlwl p» Gyled Gilwolé
udalyd Glasl5s g laygiS bl Jaslgy 4
e LudSS) Olgie
Chapter 3
Place Branding in Systems of Place — on the Interrelation

of Nations and Supranational Places
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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

CIRLERY

Sl 59iS b dihie S Opad el O Gus g Cawl 0 L =3 didbleile Olieds Olgie ds o5 daygdS 9 3blie poll p gilos g3lesls
Golaidl b bl b 3550 50 ladiley 5 Olegdne e logh 5Lt b Jli5 55 €5 Caal Gldudogs alidl SG sl @)Y Sy ghls €5 doye Sl 40
Tohe b Ll sy G 395 e gldoues 4y Jas gl ilads glapls ool Glsih Sl 4Bl ls) dilie OF 55 535 3l Gl egw Olgz 9
i Olgis 4 1y adS So Ll Ol G 0gdll HBLS B pas dS Cllaa ol GLS ool 55 Sl 633l W81 Siypd 50 IS Wlo s |z 1S e
4 bgiye Jlis 3 & (Juol gl Cawl G393 a3 patire lima Gl T ez JS 43 Lol 51 pllas ol a5 5 wiwlidie 5853 plhai G 5
L dihaio b 9dS S yebis ulew 9 Bodo pllad S5 aile S Caud Sz Ol uad (1S ol (Shas owieaglis il Olo Olagw 5siS
Sloygal pleddlCid 3ad50 0505 Cund LaygdS 31 Sy Ho &y & (olime ylge 31 By 55 WL 4B JSS Olygad 35 LS diwe) i
s yls dhuly Lol s Giulidl b lesdiiee o dizus galgs Cogm 4818 dS 395 0 0015 Cacnd (s dy a5 5,5 0 413 (g dius
Wilg e Ol8e S 13 85 55 i 30 LIS sebds g e 1y Cassl 0al Crunds dawgl dlo 33 (Glayg S 3 16dS SO (sl golod gilwals 3l &S
3L Gileds olg w86 WalS g usl azdls (ldiwe sy sl gliza

ldegs
Canyd Ly JalS 05 daz 3 dlie dgh 8l Ablaso 4oz )3 51 e g5 6
Pole SIS o] clin LeadS5) dinud b olpass (Lol o) oy

XY 23

Ale SIS Ll codds das )3 OVl (o Sdsde Somius Gl

T Y g it BN CW P



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/place+branding+systems+place+nterrelation+nations



