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Chapter 1

An introduction to the dissertation

1.1. Introduction and problem statement

Over the last two decades, the application of ntargeand branding strategies for destinations
has become increasingly popular. Some prominenhpbles of European city and nation brands
arel amsterdam, be Berlin, OnlyLyon, La Belle FranGermany - land of ideas, Marca Espafia
Places of origin are also used for adding-valuetguting and marketing local products. For food
products this is often done via geographical initees (Gls), such aBarma Ham, Roquefort
cheese, Cognac, BordeauwXll these strategies combine place and brandhevé a common
feature in that they exploit the unique and digtugccharacteristics of a place and/or its assets

for commercial purposes.

Linking marketing to places is not a new phenomeronthe context of globalisation, place
branding has become increasingly part of publicydge and intervention strategies. It is used for
the communication of identities and values or apatial planning and development instrument.
This expresses an intention to manage places inuandss-like manner, as a modern
‘entrepreneurial style of local government’ andremoic development (Harvey 1989, Kavaratzis
2005). Place branding strategies are also usedrbgll) economic actors in order to valorise and
market local products and to strengthen their caitiveness within a global marketplace. Place
brands can be created on different geographicdesaaations, regions, state departments,
communities, cities), within and across administeaboundaries. The general assumption is that
place branding has the potential to contributeht® ‘®conomic, social, political and cultural
developments of cities, regions and countries’,cwhs central to the orientation of scholarly
work in this emerging field that is published inetdournal of Place Branding and Public

Diplomacy

Reviewing the proliferation of place brands in Epgpone can state that the use of place identity
for marketing purposes has become commonplace miigplicity of place branding initiatives
also reveals their enormous diversity: they canehaarious objectives and strategies, aim at
different target sectors and groups, and combifferdnt forms of cooperation and governance.

Often, various place brands even co-exist withengame territory, but without necessarily being
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well-articulated or coherent. The French regionaésis a good example, as there are about 25
different brands related to the place — for thaamgits departments and cities — with different
aims and for various sectdrsA review on the development of regional brandinigiatives in
Germany by the worldwide advertising agency BBDG@t(8n, Barton, Durstine & Osborn) has
found an enormous increase from 123 registeredatinés in 1996 to 394 in 2002. This

demonstrates the boom in the various marketingities related to place.

In this ‘jungle’ of different place marketing andainding initiatives that actually take place, there

Is a need to further conceptualise this phenomenon.

At a regional level, at least three types of pleesed brands can be observed and differentiated.
The first type comprises Gls that are used as atwaypllectively valorise and market local food
products. Gls are developed worldwide and haveivedea lot of attention. However, they
concern mono-products and do not combine diffeladl products and services. A second type
of place brands exists which is institutional, gmamarily aims at the attraction of foreign
investors, immigrants and tourists, to increase akteactiveness of a place and stimulate
economic development. Finally, a third type is ediively used to valorise, promote globally,
and protect a variety of place-specific (materiatl anmaterial) assets via an umbrella place
branding strategy, such as local quality produoftef food) and services, natural landscapes,
historical sites, cultural heritage and local valu€his third, collective place branding type has
been of prime interest for this thesis, althougbkrestingly, one of the cases investigatea de

France combines the last two types.

As a widespread and growing empirical practicecelaranding has attracted the interest of
many scholars over the past two decades. Howeverhas neither led to a commonly accepted
definition nor to a clear conceptualisation. Papaulbos critically states that, “at the base we
don’'t even know what we’re talking about — there ao widely accepted definitions of the key
terms, for example... today the field of country lliengy research resembles the Wild West

model: anything goes¥Warnaby et al. (2015: 241) also point out that @lacanding urgently

L Cf. Virginie Mahé: Document presented during tharkéting Business Meeting of the ‘Association Tierise des
Professionnels du Marketing et de la Communicatiddodusse (Tunisia) — 29-30 April 2013.

2 Online document of the BBDO consulting (16/07/200alyse ausgewahlter Regionalmarken.

% Nicolas Papadopoulos (marketing professor at @arlé&niversity and among the first to conduct resieaon
country image and country-of-origin effects), irethxpert interview series of th@acebrandobserver.coman 10
December 2015.
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needs “a rethinking in terms of its origins, theima underpinnings, conceptual development,

practical applications and expected outcomes”.

Another important point, put forward by Pasquingl012), is that place branding and marketing
are usually approached from a market and businespgctive, considering places as locations
of exchange between offers (of the place-speddidtorial assets) and demand (by consumers,
i.e. residents, tourists, foreign investors). Hoereplaces can also be interpreted from another
point of view, e.g. ‘as a bundle of internal redat’, which allows ‘widening the perspective on

place branding’ (Pasquinelli 2012).

The increasing importance, but acknowledged shomitogs, in science, and the significant
growth of different place branding activities, cétlr a further exploration of this rich and
complex phenomenon, both in theory and in pracéeceordingly, this thesis seeks to contribute
to the clarification of the place branding conceptthe one hand, and to a broader understanding
of the phenomenon on the other, by approachingeptaands not only from a market and
business perspective (as is often done). It setsatus on the underlying conditions, processes
and dynamics that explain how place branding imoregfunctions in a way that it contributes to

territorial development.

The thesis investigates place branding relateddal Ifood products and tourism for sustainable
territorial development in Mediterranean rural cew (France and Morocco). The Mediterranean
basin is a geographical area where the food amistowsectors are highly important in terms of
employment and incomes. Branding local food is atdevant, as it makes us think about our

food habits, our culturally rich food heritage, ahd future of our food.

The remainder of the introduction chapter is stired as follows: first, the societal context of
place branding is presented to explain the econgooictical and socio-cultural relevance of this
research project; then, the theoretical contexintoduced, in which marketing is linked to
regional studies and sociological perspectivesomd fand rural development, in order to provide
a broader perspective on place branding; theredfier objectives and research questions are
specified; and finally, it is explained why casaedst was chosen as the main methodology. The

introduction ends with the thesis outline.
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1.2. Societal context

Place branding in this thesis is positioned witthia following societal context: (1) globalisation
as a challenge for (rural) regions and a drivedigerse marketing activities linked to places; (2)
the regionalisation and decentralisation processes€urope and Morocco obliging local

authorities to take responsibility for territoriglevelopment; and (3) the externalities of

globalisation and regionalisation on the Mediteei@mbasin and its food heritage.

1.2.1. The importance of place-based marketing in a global context

Within an increased complex world characterisedylopalisation— i.e. trade liberalisation and
homogenisation of economic markets, capital anddaimobility, improvement of transportation
and communication technologies — local economiesbaing transformed. Global competition
puts pressure on product and service companiesehsagsvon places themselves. In particular,
rural regions (that are here addressed) face seseomomic and social challenges and
vulnerabilities which are embedded in these widercgsses of globalisation. As a response,
many places have started to differentiate and ptentoemselves by developing their own
brands. The need to attract tourists, companieskifidd people, and to find export markets for
products, has required places to adopt marketirdy laanding strategies (Kotler & Gertner
2002). At present, many and diverse place brangeapworldwide. They can encompass
various dimensions, such as local businesses anid (8xport) products, culture and heritage,
tourism, governance, people, and/or investment GRnR006). Thereby, place branding can
either follow a holistic (encompassing) strategyamour one or more sectors or dimensions. The
application area usually depends on the competenaeailable distinctive assets and

development objectives of a place.

In rural areas, agricultural and food products famessential part of distinctive assets. Indeed,
the communication of food product quality based geographical origin has become an
established value-adding strategy in the globaletraften framed by international policies and
regulations. Hence, place-based marketing strategieompanied by new or alternative forms of

governance, including for food, have gained sigaiiice.

For example, the EU has developed a common legaldwork for official signs that highlight

agricultural and food product quality based on iofigind differentiates between three types of
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Gls: PDO (protected designation of origin), PGlofpcted geographical indication) and TSG
(traditional specialty guaranteeti.he WTO (World Trade Organisation) has recognisésl as

intellectual property rights on the same basis aarmercial brands (Trade-Related Aspects of
Intellectual Property Rights, TRIPs Agreements 3994is has strengthened their status and

contributed to their international expansion.

Gls are also in the nature of brands, but, unlitentls, do not indicate the source of a particular
manufacturer. Gls guarantee the location from wiagbarticular quality of a good originates.
Unlike brands, Gls are inalienable (i.e. they cdrbesold or give a user licence) and are based
on public law. They aim to protect producers andsemners from fraudulent use of the product
name. Gls have received a lot of attention in pcacbeing promoted worldwide by the EU and
the FAO, and they have also generated a large bblitgrature in the scientific domain. Gls are
challenging and interesting in the sense that thds® produce and market them must engage in
collective action*with regard to production methods, quality stamdaand control, as well as
product distribution and marketing.Gls are characterised by the FAO as collectivelaitbm-

up approach.

Apart from these official signs within internatidregricultural trade policies, other collective
brands can be applied for product differentiatiaasdal on origin and/or quality. Unlike an
individual brand, a collective brand is simultanglguwsed by different enterprises (producers,
processors) which are not necessarily the ownetlseobrand. It allows the bringing together of

enterprises, while providing them with a commongmand brand awareness among consumers.

The WIPO (World Intellectual Property Organisati@md the INTA (International Trade Mark
Association) differentiate between two types ofl@xtive trademarks: ordinary collective marks,
where members of a collective (a cooperative, a@B8oc or organisation) share certain
characteristics and certification marks which assdal on defined standards, controlled by
external certifying agencies, and open to anyone wieets these standard€ollective and
certification marks are registered at national €radrk Offices and protect the proprietors from
fraudulent use of the mark.

* Council Regulation (EEC) No. 2081/92 of 14 Jul®2%nd EU Regulation No 1151/2012 of 21 Novembd®220
http://ec.europa.eu/agriculture/quality/schemefingn.htm

®> WIPO online document (p. 7): http://www.wipo.irdées/pubdocs/en/geographical/952/wipo_pub_952.pdf

® FAO online document: http://www.fao.org/fileadmisér_upload/foodquality/fichefiles/en/c2.3.pdf

" “The definition of mark includes a device, bramaéme, word or label and a mark could be in any Joai”
(WIPO online document 2007). For the definitioncoliective and certification marks cf. UNIDO docent 2010.
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Place branding strategies for regions, as desciisbol, use collective (umbrella) brands as
communication and commercialisation tools, to 'siritories and baskets of typical products

and services, based on unique territorial idestitie

All those place-based marketing and branding itiveés give local private and public
stakeholders, either individually or collectively,unique position and visibility. This serves as

basis to build a competitive advantage, both ar@tdrial and global scale.

1.2.2. Regionalisation and decentralisation processes in Europe and Morocco

From the 1960s onwards, one can observe proce$sesgionalisation and of vertical and
horizontal rescaling in Western Europe (Brenner}0Wertical rescaling refers to a transfer of
power from the nation-state to local institutiodswnscaling, transfer of power to regions, cities
etc.) as well as to higher, supra-national instihg (institutional upscaling, to the European
Commission). Horizontal rescaling includes integaoisational cooperation and coordination
across territories and/or between state and nae-atdors: something that is in general described
as a ‘shift from government to governance’ (Brern2@03, Stoker 1998). These processes oblige
local authorities to take responsibility for teoritl developments. They need to create suitable
environments to stimulate economic growth, to suppacal enterprises and to ensure the
welfare of the population. Hence, regions are fgasimong national and international competition
at an economic, spatial and identity level. Thiseisforced by the globalisation, “exposing even
the most remote spaces to competition and foréingsf localities and regions to react and adjust
to the new economic conditions” (Pike et al. 2006:

The cohesion (or regional) policy of the Europeamod (EU) reflects the importance of the
regional scale. Almost one third of the EU budge$pent on this policy, which aims to support
the sustainable development of regions and redegienal disparitie§.The European regional
development policy emphasises the creation of eao@noadvantages and territorial
competitiveness via place-based approaches (EU, 2Z384). Competitiveness has become the
new paradigm for territorial development (Bristo®1P, Camagni 2002, Camagni & Capello
2013). In line with this, many European regions éhavarted to develop place marketing and

branding strategies with the aim of increasingrtlgractiveness and competitiveness, creating

8 http://ec.europa.eu/regional_policy/en/policy/wimatestment-policy/
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dynamics and stimulating local development, by bing their distinctive (material and

immaterial) assets based on unique territorialtites.

Since the 1980s, after a period of strong cenatitin, regions in France have progressively been
given more administrative and financial autonontgrggg with the laws of decentralisation: Loi
Deferre 1982 and 1983). Competences between stdteegions are nowadays partly shared, and
territorial projects are based on co-financingtha framework of decentralisation, the number of
French regions has currently been reduced fromo224t (effective from 1 January 2016), to

assimilate them with other European regions arehgthen their economic power.

In Morocco, regionalisation and decentralisationcpsses have been initiated since the 1970s
and, strongly promoted by international developmenganisations, reinforced in 2010 by an
‘advanced regionalisation plan’. This plan is siggmbto lead to an integrative and sustainable
development of the country as a whole. Territad@relopment will be reached via a valorisation
of specific place-based assets, a participatidoazl actors and an increase of the attractiveness
and competitiveness of the regions within a contéxharket liberalisation (Boujrouf & Hassani
2008, El Ansari 2009, Haimoud online document 2012)cal resources and heritage then
constitute key concepts for endogenous developraadt a driving force for public-private
cooperation (El Ansari 2013). In this respect, ¢gbilocal food productspfoduits de terroiy

play an important role, exposing the influence loé tFrench approaches to territory-based
development and regulation (Fauvel & Vanier 2006pK et al. 2010, Landel 2011), as part of

new agricultural and rural development policiB&a6 Maroc Ver}.

In the context of changing geographical power tigtions, there is an empirical need to know
whether and how place brands may constitute a ussfitorial governance and development
tool, and a strategy for enhancing regional contipetiess — based on local resources, cross-

sector linkages and public-private interaction Europe as well as in Morocco.

1.2.3. The Mediterranean area and its rich food heritage

The diversity of small-scale producers, processond distributors of food products in the
Mediterranean area reflects the richness of theitelednean culture and its fascinating history.
However, market liberalisation, with increased lin&tional trade and competition, puts pressure

on the return of investment of agri-food SMEs, lagdeither to successful innovations or to
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bankruptcy, due to a lack of personnel or time darrying out the required innovations.
Furthermore, consumers tend to give up the tradhtiddediterranean diet in favour of modern
western industrial food (CIHEAM/FAO online documeil15, Padilla 2009), even though the
Mediterranean diet is globally considered as extétgrhealthy (Belahsen & Rguibi 2006, Maillot
et al. 2011) and was even recognised in 2010 by &NE as an intangible part of cultural
heritage. These tendencies may lead to a loss lbdralu heritage and the biodiversity in
Mediterranean food domains (FAO 2010, Rastoin 2009)

Until now, the focus has been on Gls, which arenlgadeveloped as an institutional-driven tool

for adding value to local food. As Gls have a sfr@ocio-economic impact within the EU —

being most used largely in south European counteggecially in Italy and France) — they have
also, for the last couple of years, been promotedsauthern Mediterranean regions, and
supported in Morocco by the natiorflan Maroc Vert.However, the creation of Gls is not

without its challenges in developing countries (Bley 2011, Anders & Caswell 2008, Fournier
2015, Chabrol et al. 2015). Gls deal with singleduct chains and do not address multiple
products/services or a whole territorial systerplase brands.

Hence, particularly in Mediterranean regions, wheggculture and tourism often constitute the
most important sectors (Vandecandelaere & Abis POt&ating umbrella place brands as
integrated territorial development strategies méfgronew and better options for building
synergies and creating dynamics. Here, the uséoéfranding strategies may be advantageous
to farmers and local small (food and tourism) gurises within a highly competitive economy,
by commonly valorising and commercialising divetgpical products and services, based on a
distinctive and recognisable territorial identitihis involves not only a strategy for adding value
locally, but also for gaining a competitive regibrmvantage through differentiation (Porter
2000). Furthermore, place branding may also sery@dtect the natural and cultural heritage of
rural areas, to reinforce the embeddedness of &tals, to create or exploit local networks, and

finally to stimulate the sustainable developmenteofitories.

Therefore, it is relevant to assess options foreltging umbrella place brands for jointly
valorising, protecting and promotirg)l the endogenous assets of a place, supposimgde
range of(small-scale) local actors and strengtheningitdtefood heritage. This is undertaken for

the province of Chefchaouen in Morocco.
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1.3. Theoretical context

In order to understand the functioning and outcoroé9lace branding within the above
described triple societal context (globalisatioagionalisation and decentralisation, and the
gastronomic richness of rural Mediterranean aretfisge established literature streams — in
English and French — are mobilised and presenfgdhé principal stream draws on marketing
and branding of places and their products/servi@she second makes use of regional studies;
and (3) the latter incorporates elements from rana food sociology. Hence, the (Anglo-Saxon)
marketing and place branding perspective is conabimigh the (French) view on territories (as
social constructs) and their development. Thesesariehed with a limited number of concepts
from sociology that are relevant in a food and Iracatext. It is considered that insights from all
three disciplines are needed for an understandintpeo conditions, processes, dynamics and
development outcomes of place branding in regi@isce this is a complex and multi-

disciplinary phenomenon.

Multidisciplinarity is “the overarching methodolagl approach to place branding research”
(Pasquinelli 2012: 131), as place branding involwedltiple processes that can hardly be
explained by one discipline alone. Indeed, “pramigrs and academics involved in place
branding should be prepared to scan horizons falewthan those associated purely with
conventional brand management and brand strat&yghie 2004: 2). Therefore, this thesis also
makes use of literature streams other than maxkethd management, as regional studies and
sociology — especially in the sense of interdiscgoity, i.e. the interface between disciplines— i

order to achieve a broader understanding of pleareding processes.

1.3.1. Place marketing and branding: origin, state-of-the-art in literature and critics

According to the literature, the practice of pldwanding is not a recent phenomenon. In early
history, there was some kind of ‘hidden brandingaff Eugenio Vela 2013). Anholt (cited in
Simms 2008) traces it back to Alexander the Gmeht considered that the success of a territory
depended largely on its image beyond its bordeng. @romotion of place identity seems to be
‘almost as old as government itself’ (Kavaratzi®\&worth 2005). Others see the historic origin
of place branding in the f'&entury, where the struggle between places begahthe term ‘city
boosterism’ emerged (Hankinson 2010). However, snge the beginning of the 1990s — in

10
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line with economic restructuring and increasing ldwide competition — a strategic marketing of

places started in practice and began to be anailydigdrature (Braun & Zenker 2010).

While early academic research deals with the pramaand selling of places (Burgess 1982,
Gold & Ward 1994, Kearns & Philo 1993), withoutasishing a clear link between the idea of
promoting the image of places and the marketingiglise, from the 1990s onwards, a more
structured concept of place marketing has beenlaes@ (Ashworth & Voogd 1990, Kotler et
al. 1993). Recently, the academic interest in pla@ading has increased considerably and the
number of Anglo-Saxon contributions, in particulaas been growing (Braun & Zenker 2010,
Meyronin 2009, Moilanen & Rainisto 2008). Many bktarticles have been publishedRlace
Branding and Public Diplomagythe Journal of Brand Managemerind theJournal of Place

Management and Developméfdr an overview cf. Gertner 2011).

However, according to Gertng011) and Andersson (2014), a major problem wiik t
published literature is its fragmentation: articleien encompass disciplines other than
marketing, business or management. Thus, placedimgnstill remains peripheral in the
marketing domain. This may be due to the fact fhate branding sources encompass “many
disciplines that rarely attract attention in therkesing literature” (Dinnie 2004: 1). The
following main sources are put forward in literayDinnie 2004, Hankinson 2010, Kavaratzis
2005, Papadopoulos 2004):

* The country-of-origin (COO) literature that analyshe ‘made-in’ effect (buy-domestic) and
product-country-images among consumers. There éas & lot of research since the 1960s
on the relation between the product’s origin argdetfects on the consumers’ perception
and/or buying behaviour (for a literature overviefwDinnie 2004, Papadopoulos & Heslop
2014, Verlegh & Steenkamp 1999). COO has often lag@hied to agricultural products due
to their intrinsic origin value. However, the COGncept does not incorporate a marketing or
management strategy, such as place branding.

» Destination branding, dealing with tourist attrantio places (Cai 2002, Morgan et al. 2002).
However, tourism constitutes only a part of an allgrlace branding strategy.

* Place development, as part of urban planning ankedi to place management and
governance (Ashworth & Voogd 1990, Kotler et al93p

« National identity, which describes identities lidkeo places, and is concerned with public
relations (Smith 1991).

11
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Within the body of publications on place brandingrtain relevant tendencies appear that are in

line with the interest of this thesis. These argcdbed in the following paragraphs.

Until now, a lot of attention has been given toigratoranding (Anholt 2002, Dinnie 2008, Fan
2006, 2010) and to public diplomacy (Anholt 200@p&di 2010, Van Ham 2008). In addition,
city branding has largely been treated in literat¢Kalandides et al. 2011, Kavaratzis &

Ashworth 2005) as part of urban planning and ecoaalevelopment.

Place branding in regions, however, has been hitmather neglected (Andersson 2014, Zenker
& Jacobsen 2015). Moreover, only a few studies havestigated the relation between regional
branding, local cooperation and sustainable dewvedop. Examples are Garcia et al. (2013),
Messely et al. (2009) and Pasquinelli (2010), wiszuks the capacity of regional branding to
assist endogenous development. Their major comelusi that — despite different contexts of
place brands — a main common condition for plaeading leading to endogenous development

Is the successful coordination and cooperationftérént local stakeholder groups.

With regard to place branding in Africa, it has betated that it is sparse, ‘almost non-existent’
(Osei & Gbadamosi 2011). However, the potential aeed for branding African countries has
largely been recognised in literature (Anholt 20@%Beire 2014, Wanjiru 2006), and place
branding has even been considered as a potentehsrie ‘create a fairer distribution of the
world’s wealth’ (Anholt 2005). Thus, focusing resdaon a case in Africa may seem highly

appropriate.

Furthermore, despite the frequent usage of foodgastronomy in place branding as important
parts of local culture and heritage, and as stidagtity markers, knowledge of the role of food
in strategic branding of places is limited (BergS&von 2014). Food has been considered as a
sub-part of destination marketing and mainly bessearched in relation to gastronomic tourism
and the overall experience of visitors (Hall et24103, Hjalager & Richards 2003, Quan & Wang
2004). In particular, up until now, there has bedack of insight into the possibilities of place
branding as an integrative strategy for adding eatulocal food products in the Mediterranean

area

Finally, the measurement of the potential beneifitd performances of place brands has become
a key issue in the place branding domain (Floreka&aratzis 2014 editorial for special issue on
‘place brand equity’, also Florek 2015, Zenker &Bn 2015). Up until now, “there has hardly

been any discussion on how (place) brand equityldhbe interpreted and how it should be

12
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measured” (Florek 2015: 230). This issue is everennmportant because place brands cause a
lot of scepticism: not only do they often arise aft political decisions, but frequently
considerable tax incomes are spent on place magkatitivities (Jacobsen 2009). Hence, there is
both a scientific and societal need to know if placands really go beyond producing ‘logos and
slogans’ by constituting a useful strategic tothei for local sustainable development, or for the
management of places’ reputational capital (O’'Shaegsy & O’Shaughnessy 2000). In this
context, it is important to note that cooperatiamd amultiple stakeholder involvement are
considered as key success factors of place brandimd) have already received some research
attention (Beckman & Zenker 2012, Kavaratzis 2R&squinelli 2013).

Regarding critical issues of place branding, onmtps that although the concept has gained
considerable attention in practice and theory dverpast two decades, there is neither a common
definition nor consensus of what place brandin@ell & Pike 2013, Zenker & Jacobsen 2015).
This is a problem, as research in this area lacklear conceptualisation and generic basis for
scientific discussion. Anholt (2010: 1) considdratt‘it is difficult to see how a field of study or
practice can mature unless some kind of conserssusached on the definition of the field”.
Definitions vary and are partly derived from therksing discipline (Table 1). While the first
definition emphasises the psychological featuresp@arceptions in consumers’ minds, the others
concentrate on the strategic usefulness of a biimmd a place management and development

perspective.

Table 1: Various definitions of place brand/branding

A place brand is a network of associations in thregsamers’ mind based on the visual, verbal, and\iebral
expression of a place, which is embodied throughaims, communication, values, and the generalreutif the
place’s stakeholders and the overall place de®igauh & Zenker 2010: 5).

Place branding is the practice of applying bramatsgy and other marketing techniques and dis@plto the
economic, social, political and cultural developtseof cities, regions and countriek(rnal of Place Branding ang
Public Diplomacy.

Place branding can be considered as an efforted@tuategies developed in the commercial sectoraioage, if not
necessarily wield, the soft power of a geograpHmadtion (Van Ham 2008: 127).

Place branding is the idea of discovering or crggsiome uniqueness, which differentiates one gtace others in
order to gain a competitive brand value (Ashwo@B2 10).

A nation brand can be regarded as an umbrella biaidndorses many sector brands, for examplastopu
exports, investments, talent attraction, sportmr2 2004: 200)

13
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Another problem is a lack of theory developmentr{@s 2011) and an incoherent vocabulary
use in publications on place branding (Hanna & Rew2008). In their recently published book
Rethinking Place Brandin@Kavaratzis et al. 2015), the editors note that:

“The necessity for such rethinking has become Bsirgly apparent in the last few years in a negltlbl
many, and not exclusively academic observers, fmoee grounded, theoretical framework to what began
and initially developed as a wholly practical aittiv This need has become manifest in weaknesses in
conceptual thinking and even a growing imprecisionterminology. Above all, and the most serious
misgiving surrounding what remains a practicalatstidevised to achieve practical results, is thewgng
doubt that much official place branding is actuaffective in attaining its often only vaguely dedated
outcomes... The result of a few years of feveredviigtiaround the world has been a mass of case
examples, but few tools have been shaped for ttaminparative evaluation, assessment or synthesis
allowing lessons to be learned that would be ofialsewhere.” (242)

Furthermore, the predominantly qualitative or pymscriptive nature of research on this topic
has also been critically regarded (Gertner 201herd have been critics of the term ‘place
branding’ itself from inside, made by Anholt (200&hanging it into ‘competitive identity’.

Finally, terms as destination, place, territorg. eare not always used with a clear delimitation o
definition of the geographic scale (Caldwell & FeeR004). As Hanna and Rowley (2008: 69)
state, “the discipline of place branding is a nehermpmenon that has yet to be fully

investigated.”

Hence, the literature review confirms the relevanteesearching further the place branding
concept, as well as place branding conditions aodgsses, leading to development outcomes in
Mediterranean rural regions. In doing so, it israppiate to consider place brands not only from

a marketing perspective, but also in the contexegional development and sociology.

1.3.2. Regional studies

Due to globalisation, scientific and political irget in the regional geographical scale has

resurged in the past decades, labelled as ‘newnaligm’ (Keating 1998).

In general, there is no consensus on what local regtbnal development exactly is. The
underlying problem is that definitions and concegltange over time; they depend on specific
places and on broader political and economic psassand they are socially determined by
groups (Pike et al. 2007, Storper 1997). Furtheendifferent kinds of local development
approaches exist, with different governance formhkjch include various stakeholders and
address various targets (Pike et al. 2007). Threlifiocus on economic development and growth

14
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has also broadened, so that it now includes paljtisocial, cultural and environmental

dimensions.

The definition of local development by the EC enpasses these sustainability aspects:

“Local development is intrinsically associated with multi-dimensional concept of change bringing
together economic, social, cultural and environ@lediimensions; with innovation across and in theceg
between these dimensions. It may be seen as a dnettioh helps improving quality of life, supportiiog
accelerating empowerment of ordinary people, dgetpor preserving local assets, overcoming market
failures, strengthening cohesion, and defining @elivering grass-root development projects.”

(EC 2010: 10)

Among the different approaches discussed in sciesmo@ policy, the (French) territorial

development paradigm is elaborated here, in liria thie target research areas.

The French ternterritoire is polysemic, i.e. it refers to multiple meaningghe social sciences
discourse.Territoire can be a spatial, social, cultural, economic olitipal(-administrative)
concept (Fontanille 2014). Its English translativerritory’ is in general restricted to the
designation of an inhabited and delimited spaceb@d@eux 1999). This thesis follows the
conceptualisation dkrritoire that underlies various French scholars (e.g. Raag2001, Leloup
et al. 2005) “as a social construct, which resfriben a process of coordination of actors that
come together to solve a problem, and of a consbruof territorial resources that are activated

(or identified) for renewing a territorial dynami@adjou 2009: 4, translated from the French).

The territorial development approach has appeareg she middle of the 1990s and takes into
account not only a national, but worldwide compegitenvironment. It aims at making places
more competitive and attractive. It introduces rfewns of governance via a coordination and
cooperation of multiple actors (also associatiam$ the civil society), and includes top-down as
well as bottom-up approaches (Baudelle et al. 2@HmMpagne & Pecqueur 2014). Territorial
governance has been described as the productiomesf by actors to regulate the economic,
productive, social, etc., system (Angeon & Houé@&@6). Local actors then socially construct
their territory, in contrast to a given, historigahdministrative, delimited geographical entity
(Leloup 2005). According to Pecqueur (2013: 1liitrial development “may be defined as
any process mobilising actors which leads to tleatoon of a strategy of adaptation to outside

constraints, based on collective identificationhnatculture or a territory”.

The territorial development approach thus emphadfseidentification and valorisation of place-
specific resources and identities that are diffefesm their competitors (Coté 2003, Pecqueur
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2013). Territories, then, are considered as plagtstheir own particular histories and identities.
Heritage and local assets are used as elementsdperation and as drivers for the construction

and sustainable development of territories (Framebal. 2006, Landel & Senil 2009).

Territorial development is promoted by French depsient policies in the form opfojets de
territoire’ — as transversal projects and strategies baseal tenritorial diagnostic, visions and
competences, and elaborated by the local actomsstilges. The territorial approach is also an
interesting option for Maghreb countries, includiigrocco (Koop et al. 2010). The objective to
make territories more competitive and attractivasdd on local resources, and integrate them
into a global economy, is particularly important fdorocco as it has opened up its economy.
Furthermore, a valorisation and promotion of laeslources and identities seems to be adequate
for the development of rural marginalised areasit &skes into account local actors and their

specific sociocultural and endogenous conditions.

1.3.3. The sociology of local food, rural sociology and embeddedness

Regional products have a long history, but theipantance both from a supply and demand
perspective has increased in recent decades, plaelyo globalisation (Van Ittersum 2002). The
need for producers to distinguish their productsnfrthose of competitors, through non-price
factors (such as origin, perceived quality or imadms become urgent with a growing price
competition (Kop et al. 2006). The consumer’s pecsipe has largely been researched with the
country-of-origin-effect (Ilversen & Hem 2008, Scargt al. 2005, Shimp et al. 1993, Verlegh &
Steenkamp 1999). Here, many authors explain conspreéerences for products of their home
country with ‘consumer ethnocentrism’, emphasisagognitive, economic side (Shimp &

Sharma 1987). On the other hand, consumers may lkese their buying decisions on “a

product’'s physical attributes, place of purchasecamsumption and communicated heritage”
(Tregear et al. 1998: 392) or on other, emotioredoaiations (Von Alvensleben 2000). For

exampleterroir food products have a strong nostalgic value faisamers (Aurier et al. 2005).

Local food products are also embedded in ‘alteveatood networks’ and agricultural rural

development debates on sustainability and re-befaltsation, being considered as ways to create
value locally, and preserve traditional and smedlls farming, and thereby contribute to the
protection of communities and landscapes, as weltoarural development (Goodman 2004,
Horlings & Marsden 2014, Tregear 2011, Venn e280D6). Dessein (2015) considers food as a
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driver of ‘strong territorialisation’, which is desbed as a combination of neo-endogenous
development and co-production between society awda@ment. A strategy of ‘reconnecting’
agricultural practices to place can also include nelations between urban and rural areas and
new producer-consumer interfaces (Horlings & Mans@@14). The valorisation of rural assets,
including food, is central in the endogenous ralelopment approach, which is considered as
a development ‘from within’ and increasing the austmy and self-efficacy of rural areas. More
recently, the term neo-endogenous development bas mtroduced. It describes the act of
balancing endogenous resources or local controlexogenous global forces for reducing the
vulnerability and exchangeability of rural areasayR2006). Thereby, rural resources allow
developing new types of marketing strategies basedistinctive regional identities that result in
externally-derived added value (Horlings & Marsd@14). However, the link between adding
value to local resources based on strategic pleaeding in the context of rural development is
not yet firmly established in literature, but igpéored here.

Another sociological concept relevant for this tees embeddedness. It is central to economic
sociology and describes the extent to which ecooamntivities depend on their non-economic
context. In the original sense developed by Polang Maciver (1957), embeddedness considers
the economy as related to a social, cultural astititional context (societal embeddedness). The
authors emphasise the historical pathways of ecancmstors and give embedding an
evolutionary character. While Polanyi and Maciverrebt connect the concept directly to social
networks, the seminal work on embeddedness by @edieo (1985) describes relations between
individuals or firms as embedded in social netwo(&suctural embeddedness). Both ideas
disapprove neoclassical economic thoughts whichemradcialise economic behaviour and
postulate a dominance of pure market forces. Adtliimension of embeddedness, which
emerged in line with the new regionalism from thegibning of the 1990s, is linked to a
geographical or spatial aspect, considering thergxdf an economic actor’'s anchorage in a
particular place (territorial embeddedness; cf.4H2304).

1.3.4. Conceptual diagram: linking marketing, regional studies and sociology

The use of the three different outlined academétdé is motivated by the complexity and
interrelation of current economic, political anccisb challenges inherent in place branding, as

stated in the societal context. To understanditieand complex phenomenon place branding in
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(rural) regions, it is important to complement mtg#gic marketing and branding perspective with
regional development and sociological conceptsthéamore, one can state that for each of these
literature streams, a considerable body of litemtiready exists. However, it is the combination

of the three that makes this thesis approach tegsanding original.

The combination of literature leads to three upitanalysis: (1) the first deals with the place
branding phenomenon in a narrow sense, seekintatityche concept and understanding it as
marketing and branding strategy for the developneémegions and their specific (material and
immaterial) assets, based on a distinctive teraltoidentity; (2) the second considers the
historically evolving regional context, i.e. teartal development policies and public-private
interactions (territorial governance); and (3) ttherd analyses place-based, collective and
embedded activities among various local actorsngpito account various forms of cooperation
and diverse identities. The latter two are the @mrs that make the marketing tool work in a
specific way, and are needed for fully understagdime functioning of the place brand that

contributes to territorial development.
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Figure 1. Conceptual diagram

Consistently, the following research objectives andestions are linked to this conceptual
scheme, and the case study and interdisciplinaeyvad research approach aimed at the

exploration of an emerging phenomenon fits ints thultiple perspective, too.
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1.4. Objectives and research questions

The purpose of this research is twofold: to comtebto the scientific debate and emerging
academic field of place branding; and — drawinglierature domains of place branding and
marketing management, regional studies and sogicldg understand how place brands evolve,
function and create beneficial outcomes relatinggobusiness and territorial development. This

leads to three objectives.

The first objective is to shed light on differegpés of place brands, because no consensus has

yet been reached in theory on what place brandiagtly is.

The second objective is to understand the (enaldimgonstraining) conditions, processes and

dynamics of place branding in regions, leadingetatbrial development outcomes.

The third objective is to gain insights into thencept of place brand value — i.e. into the kind of
beneficial outcomes that place brands can createaigous actors within a territory — including

possibilities for their assessment.

The main research question of this thesis is foatedl as follows:

What are the underlying conditions, processes and dynamics that explain how place branding

contributes to territorial development?
Sub-research questions are the following:

1. How does a place brand arise and lead to beneficigcomes, and for whom?ow can
place brand value be systematically captured anditaced, and in what way is value

creation impacted by internal and external condis8(Chapters 2 and 3)

2. What are generic aspects and particularities ofcpldrands? How and why do place brands
differ with regard to their origin, management amttvelopment? In what way does

embeddedness play a role within regional brandiracpsses?Chapter 4)

3. What are the enabling and constraining conditions fleveloping a place brand as|a
collective and cross-sector strategy for territdridevelopment in Chefchaouen, Morocco,
and why?Chapter 5)
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In order to answer these questions, and to link tihesis chapters, three aspects are
simultaneously treated. The first is about marlgetand more precisely, about the strategic
branding of regions and their specific local asbetsed on distinctive identities (with a focus on
food products and tourism); the second deals wvattall (i.e. territorial, rural and agribusiness)
development and public-private collaboration (terral governance); and the third concerns
place-based, collective and embedded activitiethenfood and tourism sectors (similar to the
mono-product collective approaches of Gls). Heatleéhe chapters raise the question about what
kind of tools place brands in regions are, undeatwdonditions, processes and dynamics they

emerge and work, and what kind of benefits theyaraate, for whom and how.

The approach to the research questions is explainethe next section concerning the

methodology.

1.5. Methodology
1.5.1. Choice of the research areas

The main research area is the Mediterranean batin avfocus on the region Languedoc-
Roussillon in South-France and the province Chefeba, which is situated in the Rif
Mountains, North of Morocco (Figure 2, p. 22). Aewi on both sides of the Mediterranean Sea is
interesting, as Mediterranean countries possessgasiterritorial (gastronomic, cultural and
natural) assets and climatic conditions; their itiatr habits are similar; and they trade
agricultural products between themselves. Howeahery are embedded in different political and

economic contexts.
Major reasons for the choice of French and Morocegions are as follows.

France has a long tradition and rich experiencartigg the valorisation and commercialisation
of local food productspfoduits de terroiy. The INAO (nstitut National de la Qualité et de
I'Origine) is the oldest institute for legal food protectionEurope. France has the highest sales
value of products with Gls, and French retailershsas Carrefour and Leclerc have, for more
than a decade, used their own brands for local,feodh aRReflets de FrancandNos régions
ont du talent For the region Languedoc-Roussillon, agricultamé tourism are major economic
sectors. It is the world’s largest wine producingaaand many small farmers and food processing

enterprises are settled in the region. Since 20@6guedoc-Roussillon has had an umbrella place
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brand calledSud de Francewhich is mainly used to valorise and promote lowates, food

products and tourism services at a local as walhasternational level.

Morocco has been chosen because of its increasiegational cooperation and opening-up of
the economy (e.g. the EU-Moroccan 2012 Free Tragiedment for agricultural products), its
decentralisation and regionalisation procd3krf de Régionalisation Avangéeand its recent
initiatives for the development of the agricultugald tourism sectorPlan Maroc Vertand
Vision 2020, which represent strategic sectors for the secmnomic development of the
country? The province Chefchaouen belongs to the region @mmgtouan, which has been
defined as one of the strategic regions for theeliggment of the agricultural sector. The target
area Chefchaouen has a rich gastronomic heritagjattained the UNESCO label in 2010, being
one of the emblematic communities for the healtmd draditional Mediterranean Diet.
Furthermore, the province has a rich biodiversitycluding two national parks in the
surroundings (Park Talassemtane and Park Bouhach&m)ity Chefchaouen possesses several
cultural assets, such as the ancient medina andasleah, and has a mainly positive image as a
calm and pleasant place. Due to these unique dbasdics, it has already become a popular
tourist destination. Many initiatives are takenvieorise and promote the various local assets.
Therefore, Chefchaouen offers good options for ibgieg an umbrella place brand based on the

food and tourism sectors.

The interest for both target areas was driven by dqluestion of whether place branding
constitutes or could constitute an innovative artégrative territorial marketing strategy to add
value to local food products and tourism servicgsbhilding cross-sector synergies, and to
strengthen the competitiveness of rural regions #ir small economic actors, leading to
sustainable development outcomes. The originalitghs research is that it investigates the
possibility of creating a place brand for terrigdriand agribusiness) development in a new
context of a developing country, building on itsropreliminary findings gathered from studies

on existing regional brands in France and Europe.

° Agriculture in Morocco constitutes 19% of the patil GDP (15% agriculture and 4% agri-food) and &as
employment rate of about 43% of the total workfoitbe tourism sector contributes with 12% to théamal GDP
and has 5% of the workforce. Cf. http://data.un©ogintryProfile.aspx?crName=MOROCCO.
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© Graps.com

Figure 2: Locations of the main research areas

1.5.2. Case study design

The case study was chosen as a research stratebhishas been defined as “an intensive study
of a single unit — a spatially bounded phenomendar-the purpose of understanding a larger
class of (similar) units” (Gerring 2004: 341). Tappropriate unit of analysis (the case) can best
be determined in relation to the initial researaksgions (Yin 1994). According to Yin (1994: 1),
case studies are “the preferred strategy when ‘feowd ‘why’ questions are being posed, when
the investigator has little control over events, when the focus is on a contemporary
phenomenon within some real-life context.” Therefdhe case study is adequate for exploring,
understanding or explaining an event, process,sigcior intervention which is still unknown
and not well researched. In this sense, the casly & ideal with regard to the purpose of this
thesis, i.e. to understand current place brandirazgsses in their specific contexts. Other
characteristics of case studies include the fattttiey rely on multiple sources of evidence (with
data that needs to be converged by triangulatitthv®y can benefit from previous theoretical
propositions, and they are not necessarily baseduatitative, but can also include or even

consist of quantitative evidence.

22



CHAPTER 1

Among the types of case studies, one can diffaent+ depending on the purpose of the
research, which can be descriptive, explanatorgxptoratory — between a single case study, a
multiple case study and a single case study withegltled units (Yin 2003). In this thesis, the

three different types of cases studies are undamtakhe advantages and limitations of such a

multiple research approach are discussed in Chépter

Table 2: Purposes and types of case studies and their appfidn this thesis

Case Study Type

Research purpose

Application in thisthesis

Descriptive

This type of case study is used to riles@n
intervention or phenomenon and the real-life
context in which it occurred.

France brand as public intervention to
support regional key sectors (Chapter

Used to describe the case of the Sud de

Explanatory

This type of case study would be used if you wi
seeking to answer a question that sought to
explain the presumed causal links in real-life
interventions that are too complex for the surve
or experimental strategies.

etdsed to understand links between
complex processes, conditions and
outcomes of four European regional

ybranding cases (Chapter 4)

Exploratory

This type of case study is used tdangpthose
situations in which the intervention being
evaluated has no clear, single set of outcomes

Used to explore the various outcomes
the Sud de France brand (Chapter 3)
Used to explore different initiatives for
valorising local resources and their
outcomes in Chefchaouen (Chapter 5)

Single-case study | A single-case study is appraptiatler several | The Sud de France case is considered as
circumstances, e.g. if it is a critical case ifitgs | interesting and revelatory: it has not yet
a well-formulated theory, an extreme or unique| been researched (Chapters 2 and 3)
case being worth to be documented, or a
revelatory case, i.e. a phenomenon previously
inaccessible for scientific investigation.

Multiple-case A multiple-case study enables the researcher tp The analysis and comparison of four

studies explore differences within and between cases. | different European cases (Chapter 4)
The goal is to replicate findings across cases. | allows understanding generic aspects
Because comparisons will be drawn, it is and differences regarding brand
imperative that the cases are chosen carefully sananagement, processes, contextual
that the researcher can predict similar results | factors and outcomes of place branding

across cases, or predict contrasting results bas
on a theory.

eiditiatives

Single case study
with embedded
units

The ability to look at subunits that are situated
within a larger case is powerful when you
consider that data can be analysed within the
subunits separately (within case analysis),
between the different subunits (between case
analysis), or across all of the subunits (crosgc
analysis). The ability to engage in such rich

The Chefchaouen case does not yet

initiative, therefore diverse subunits ar
explored (Chapter 5)

1S

analysis serves to better illuminate the case.

constitute one consistent place branding

a)

Source: based on Yin (2003)
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1.5.3. Data collection and analysis

Research data for the cases was collected (1)elaatfips and visits (Languedoc-Roussillon: the
brand evolution was directly over five years; Marocthree main field trips); (2) via direct
observations in the field; (3) via documentary egeh, including print and online (regional,
national and international) policy documents, répand articles, often in their original language;
and (4) via in-depth interviews with key informarftstal n = 52; Morocco = 28; Languedoc-
Roussillon = 20; Black Forest = 4) during the pero®tween November 2012 and June 2015. In
addition, an online survey was conducted amongleass and consumers within the Languedoc-
Roussillon area (n = 207) in order to investigdie perceived value and benefits of Sied de
Francebrand.

Written and oral data was summarised and intergratrording to matching themes, using
content analysis (Berg 2009). Main themes — coasistith the analytical units — concerned: the
place brand origin, evolution and managemehe (marketing strategy the regional and
institutional contexts, as well as the type of parships and cooperatioth¢ conditions,
processes and dynamjcsaand the members’ motivations for place brandeagifice and their
perceptions (or expectations) of place brand vaod effects the outcomés Furthermore,
process tracing was conducted, event histories oseth documents analysed, and perspectives

of different public and private stakeholders conegar

The precise way of data collection and analysexgained more in detail in each chapter.

1.6. Thesis outline

This thesis has arisen from an interest in, andchfeo further research need for, the rich and
complex phenomenon called ‘place branding’. It Btigates the various conditions, processes
and dynamics of place branding in regions, leadmderritorial development outcomes. It
therefore focuses on place branding strategiedofmal food products and tourism services in
rural regions in Europe and Morocco, questionirgydbllective processes and governance forms
of the place brands, the types of value creatiowels as the determining conditions for place

branding outcomes.
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The introduction (Chapter 1) has presented theesbrand relevance of the project from a
societal and scientific perspective. It has desdiland argued the literature that has been
mobilised, including place marketing and brandiregional studies and sociology. It has also
presented the main objectives and research qusstamally, it has explained the methodology

used and provided a short overview over the stracnd content of the thesis.

Chapter 2 is an in-depth case study of the plasad®8ud de Francebelonging to the region
Languedoc-Roussillon, and mainly used for the Vsddion and promotion of local wine, food
and tourism, but also serving institutional aimss la study of local dynamics and the process of
place branding, leading to beneficial outcomes ptiblic development intervention. It seeks to
understand the context and process of a place laaddhe kind of benefits created by tracing
the history and development 8tid de Franceand by exploring the various economic and non-

economic effects of the brand among local actassemi-structured interviews.

Chapter 3 is a continuation and a deepening of t&h&) as it further investigates the kind of
value that can be created by a place brand, andHom, using th&sud de Francease. Based
on stakeholder and brand equity theory, it develgispwise, a measurement model and
monitoring tool for the value of place brands. loird) so, it first identifies key internal place
brand stakeholders, including local governmentdererises, residents and consumers, and
thereafter establishes a set of indicators of ptaead value which correspond to the perceived
or expected brand benefits for these stakehol@éres.measurement model for place brand value

is empirically tested with the bra@lid de Francevia a survey among residents and consumers.

Chapter 4 offers a multiple and comparative analg$ifour different regional branding cases in
Europe, with the aim to ascertain if t8ad de Francease can be considered as representative of
how place branding processes take place. Theretoseeks to gain insights into the generic
aspects and particularities of place brands armadtie general conditions and context-dependent
factors for successfully developing and maintaintingm. It combines a marketing perspective
with food sociology and rural development, and aesiees strategic and operational brand
management issues, as well as various conditians) as public policies, cooperation and
governance forms, territorial identity and the arelge of local actors in a place. It also
contributes to a further understanding of the ¢ development outcomes that can be created
by place brands.
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Chapter 5 comprises an in-depth explorative cas#ysif place branding options in the province
of Chefchaouen, Morocco. This chapter has three:diinst, to gain insights into the processes,
dynamics and conditions for successfully developinglace brand in an Moroccan context;
second, to understand whether, and to what exgeruropean concept could work in this
context; and third, to confront a constructing cash existing cases. In order to do this, the
cooperating processes and determining factors feating a place brand as coherent and
collective territorial development project in Chiedouen are researched. The preconditions and
various initiatives towards place branding are ysed at three action levels: macro, meso and
micro. Specific attention is given to the issueslamfal cooperation and network activities, to
leadership and political unity at the meso-levehiah are strongly related to the question of

territorial governance.

Chapter 6, the final chapter, highlights the masults gained from this thesis and discusses the
conclusions drawn from the results. It also considiee implications of the research for the place
branding concept, for theory building, and for noetblogical approaches, as well as for
development policies and place brand managemenall¥i it makes suggestions for further
research.

Chapter 1:

Introductionto the

dissertation
Chapter 2: Chapter 3: Chapter 4: Chapter5:
Study of the Sud Study of the Comparison of Analysis of the
de France case Sud de France 4 European Chefchaouen

to understand
the process,

case to develop
a conceptual

regional brands
to gaininsights

case to explore
place branding

dynamics and place brand into the generic optionsin
outcomes of a value model aspects and Morocco
place brand differences

Chapter 6:

Results, discussion
and conclusions

Figure 3: Thesis outline
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Donner, M., F. Fort and S. Vellema (2014) How tptoge place brand equity? The case of Sud
de FrancePlace Branding and Public Diplomadp (2) pp. 145-157
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Chapter 2

How to capture place brand equity? The case of Sud de France

Summary

Within a globalised and highly competitive econontlye development of place brands has
become important for cities, regions and countri¢swever, there is still little evidence about

the conceptualisation and measurement of theiopeence. In order to contribute to the current
discussion of place brand equity, we analyse tfecef of a branding initiative in the South of

France. According to the collective aspects of pkece brand concept, we propose a multi-
dimensional approach through qualitative interviewth various stakeholders and a review of
secondary, mainly statistical data. Findings in@idhat several factors are crucial for capturing
equity of place brands. First, their collective r@dder, involving different stakeholders, second,
the fact that they generate economic and non-ecignoatcomes, third, their dependence on a
socio-political and macro-economic context and tlouthe time they need to establish. All these
constituents require a more holistic approach fotwza place brand equity than usual brand
equity definitions for companies. Results also sstjghat if place brands aim at long-term

development of places, estimating their overalugatan be based on evaluation logics for public
development interventions, which are easily feasibine and cost saving and fulfil the need for

accountability for governmental institutions.
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2.1. Introduction

Brand equity aims to define the value of a branglbfands are intangible assets, one deals with a
complex issue and faces a diversity of definiti@msl measurement methods in marketing

literature as well as from practical accountingdidapferer 2008, Wood 2000).

Traditional academic approaches to brand equitydboin either product-consumer relations
(Aaker 1996, Keller 1993) or concentrate on finahenpacts of a brand on the performance of
individual companies (Simon & Sullivan 1993). Thensumer-oriented definition of brand
equity can be sub-divided into two perspectives fitst one measures mental brand equity, i.e.
the impact of the brand on the consumers’ consomas (brand associations, awareness and
perceived quality). The second one investigatestimsumers’ behavioural response to the brand
(loyalty, purchase intention, commitment). On tloatcary, a company-based approach analyses
the added value to a firm in terms of money andvdran financial and economic indicators such
as profit, turnover, cost-benefit ratio and markbare as effects of branding. More recent
approaches, mainly coming from business-to-busimesservices marketing, focus on brand
equity achieved through consumer or customer oglaliips (Berry 2000, De Chernatony &
Segal-Horn 2003, Gronroos 2001).

Kapferer (2008) points out that many practicesrahd equity measurement only use one or two
of the above sets of indicators (e.g. brand awasre loyalty, or market share). They don't take
into account other important aspects, such asitie factor (evolution of brands), competitors,
marketing-mix, possibilities of brand or geograplicextensions etc. Apart from these
shortcomings, another critical point is that diéfet methods may relatively well determine the
brand value of individual companies, but may bgdar insufficient to measure brand equity for
places. We argue that place brands require diffe@ssessment approaches and other

performance measurements than company brands.

This article is based on a case study of the bi@ndl de Francen the region Languedoc-
Roussillon (South of France) and focuses on théuatian of place brand equity in relation to
the regional branding strategy. We outline the téecal background and methodology. Then the
case study is presented, followed by analysis @&sualigsion.
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2.2. Theoretical background

It has been highlighted in place brand literaturat tplace brands are complex and difficult to
control (Braun & Zenker 2010, Kavaratzis 2005, Mo#n & Rainisto 2008). Several reasons are
put forward in literature. First, place brands ilweodifferent public and private partners and aim
at diverse target groups. Therefore, neither a idyabduct-consumer nor a company-customer
perspective seems to be sufficiently elucidative. #&ssessment of place brand equity rather
should take into account effects on different stakeer groups. Stakeholders are defined as “any
group or individual who is affected by or can afféhe achievement of an organisation’s
objectives” (Freeman 1984: 46)Stakeholder theory is based on the assumptionaHam’s
performance not only depends on direct businessioakhips, but also on relations with a wide
range of people and organisations, such as me@&d\the public opinion or even competitors.
Studies of multi-stakeholder processes (Hankinsb6842 Morgan et al. 2003) suggest that
success is achieved by the involvement of varidakebolder groups acting within a spatially
bounded area. Until now, literature dealing witbuatry equity’ has focused on country images
and perceptions by the consumer, explaining conspmegerences for products of their own or
another specific country (Dinnie 2004, Papadopodoklieslop 2002, Verlegh & Steenkamp
1999). A second reason for the unpredictable outsoof place brands is that these are umbrella
brands (lversen & Hem 2008). They can cover a wadee of tangible and intangible assets,
such as natural and cultural sites, local prodaontstourism services. Umbrella brands also give
options for brand extensions. This generally madléo multiple and different outcomes and
interpretations. In his stakeholder-brand value ehofones 2005) shows that outcomes of a
brand cannot be conceived by one single criterioeasure, as they are of quite different
nature. He lists possible outcomes in addition tofi@ability, such as reputation, synergy or
political influence. A third reason is related tan€tions of place brands as policy instruments
(Anholt 2008, Van Ham 2008). They can be used toaga place identity and reputation and as
communicators for lifestyles, norms and values (\Ham 2008). They may also serve as
strategic tools for local development of placetaating tourists, companies and skilled people,
or enhancing export opportunities for local firfiberefore, a measurement of place brand equity
should bear in mind the socio-cultural, economial goolitical context of a place. Its
characteristics influence its general competitigsnas well as the management and outcomes of
a branding initiative (Kotler & Gertner 2002, Raitu 2003). Fourth, place brands adopt a

broader perspective and longer time horizon thaglsicompanies’ brands. Although both seek
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to achieve competitive advantages and value inergdace brands particularly aim to encourage
long-term development processes of places. This imgEyde the creation and maintenance of
local employment, or the protection and valorisatod intangible assets, i.e. historical, cultural
or natural assets. Place brands are expected @o aff opportunity to “contribute above and
beyond that tired old litany of ‘increasing shareleo value’... to create a fairer distribution of
the world’s wealth”(Anholt 2004: 17). Finally, it could be noted thpd&ce brands are often used

by firms in association with other collective odimidual brands.

These reasons motivated us to use an in-depthstadg and to propose a multi-dimensional
approach that addresses the complexity of placedbeguity. The relevance of this attempt was
also confirmed by policy makers and place manadénantal Passat, responsible for the agri-
food sector ofSud de France Developmentan organisation which coordinates all activities
related to the bran8ud de France stated in an interview that:
“The regional government continuously asks me altbateconomic impact of Sud de
France on local food enterprises. But | don’'t hamdicators, and enterprises are too
busy to analyse their internal sales figures whiiéerentiating between collective brand,

own brand, or no brand... So what | really need tovkis how to measure the value of
this brand.” (Interview 14 June 2013)

By analysing the effects of theud de Francéranding strategy, we aim to contribute to the
current discussion of place brand equity and taerethe assumptions above. This case study
allows gathering and sharing new insights abousiptes outcomes and working mechanisms of

place brands as well as propositions for theiruatadn.

2.3. Methodology

For theSud de Francecase, we propose to evaluate place brand equitgnbayysing various
effects of the regional brand on different stakdbolgroups and the place as a whole. As place
brands are usually initiated by the public sectwe seek to answer three questions which
normally are used to evaluate development intereempacts (Ton 2012, Ton et al. 2011):
- Does it work?What positive and negative effects/changes doepldce brand generate
for regional stakeholders?

- How does it workAWhat mechanisms of the brand generate intendednmtended
effects, for whom, and under which conditions?

- Will it work elsewhere®hat elements might work for whom under which abads?
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We offer a multi-dimensional approach to place braguity through evaluations by various
stakeholders on the one hand and a review andaysanof secondary, mainly statistical data on
the other hand. Thirteen semi-structured interviel@sumented the various perceptions and
expectations of public and private actors withire ttegional system. The interviews were
triangulated with secondary data, i.e. press arablemic articles, internet sites and policy
documents. The case study reflects individual opisias well as broader developments taking
place through and in the context of the brandinggiive. In order to highlight the background,
we briefly present the origin, objectives and &gt of the brand, then identify the main
stakeholders involved and finally analyse the braffieicts.

This allows gaining new insights about the effeantsl working mechanisms of place brands —
including information about their potential and iiations — and propositions for an overall

evaluation.

2.4. Main results: the Sud de France case

Languedoc-Roussillon is one of the 27 regions enEe, situated in the South and bordered by
the Mediterranean Sea, with Montpellier as capEaography and culture within this region are
highly contrasting, and its economy is still thevést of all French metropolitan regions, with a
high percentage of unemployment (13,5% in 2012)o key economic sectors are tourism and
agriculture; Languedoc-Roussillon is the world'sgkst wine producing region. Compared to
other regions in theMidi like Provence or Co6te d'Azur, Languedoc-Roussill@mained
relatively unknown for a long time, despite its bifall landscapes, cultural heritage (such as the
Pont du Gard or the medieval city of Carcassonhejdreds of kilometres of coast and

enormous wine production.

2.4.1. Origin, objectives and strategy of the brand

The former president of the region, Georges Frég20€4-2010), wished to create a common
regional identity, to bring the region out of itechkision, to activate resources for
internationalisation and to participate in majoomamic markets. So, he initiated a collective
territorial brand calle@eptimaniginspired by the historical name of the area dytire period of

the Visigoths. BuSeptimaniavas a flop, facing vehement resistance from th@al@aian part of
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the region, who saw this name as damaging themtiigg Molenat online document 2005). After
this failure,Sud de Francevas launched in 2006. The intention of this braathe was to evoke
positive associations with French cuisine in gelneséth the sun and the South — already
renowned abroad because of Provence and the C&reird- in particular. It was initiated in a
time of economic crises where especially smallditmad difficulties to expand. Even thou§hd

de Francewas firstly intended to be a common export lab®l Wwine companies, it was
immediately extended to other agri-food chainsiar2D08 to tourism services.

Since its beginning, the marketing strategy focusedngly on international export of local
products, mostly wine, as well as on promotion o tegion in general, supported by large
advertisement campaigns financed by the regionakmmnent (about 15-18 million Euros
yearly, Manceau online document 20£0Yhe promoted image is constructed upon valudiseof
Mediterranean art of living, as an expression afoavivial lifestyle, with authentic, diverse,
tasty, healthy food and wine. The image combiradition with modernity.

Entrance criteria for using the brand are defineddifferent catalogues of specifications,
depending on category (wine, food or tourism sesjicContrary to tourism, where high quality
iIs demanded and controlled via an external audktaiccess for food producers has until now not
been very strict. After several problems concerrfowyl provenance and quality — e.g. products
originating from Spain were sold under tBed de Francéabel — the quality book was re-edited
in 2013 in order to achieve a higher level of sfieatiions. This repositioning was done with
caution, as it may lead to an exclusion of smaldpcers or companies (Interview C. Passat, 14
June 2013). Using the brand doesn’t offer a diprate premium for producers — as French
foodstuffs are already highly priced and therefle®s competitive at international level — but

other advantages, as presented below in the ietesvi

In 2013, the umbrella brand brought 7,800 differgricultural products and 774 quality tourism
services under its banner, from more than 2,600 lmeesn (varying from wine and food
producers, food enterprises, hotels, restaurantdpdal tourist offices). In additionSud de

Franceis also used as an institutional brand, associatdg amongst others, sport and cultural

events, the universities of Montpellier and Perpigor the Séte harbour.

% This is not an official figure from the regionah\@rnment, who was not willing to communicate thaa amount.
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2.4.2. Governance structure and stakeholders involved

As brand owner, the regional governmeba Région Languedoc Roussil)oplays a directive
role in the implementation of the brand. It finam@nd governs the brand, and gives licenses to
its users. AllSud de Franceelated activities of different private users fréine wine, food and
tourism sectors are coordinated Byid de France Developmenthis organisation defines
collective strategies for distribution, export abdsiness development, ensures the worldwide
promotion by specialSud de France Festivalsand assists the enterprises in their
internationalisation. It also plays a strategicerals interface between producers and buyers,
principally large retail groups. In additioSud de France Developmeist responsible for the
international stored.es Maisons de la Régioifhese stores are situated in Shanghai, London,
Casablanca and New York, providing among othersneeroial and logistic support to exporting
enterprises in key markets. However, the name edeftstores doesn’t follow ttgud de France
logic, as their objectives go further than the gcop the brand; i.e. they also aim at attracting
foreign investment, based on other assets sucbgagits, tax reductions or research activities.
Sud de France Developmeist financed by the regional government and supgolty other
public institutes, such as the regional ChambeZahmerce and Industry (CCI), the association
of the agri-food industry LRIAL@anguedoc-Roussillon Industries Agro-Alimenta)yes Invest
Sud de France!

Main private stakeholders are wine producers amthdes, food production companies and
tourism service providers. As the agri-food sectiothe region principally consists of small and
very small producers and firms, cooperatives ardriprofessional organisations constitute
significant representatives. The big national tegaoups such as Casino, Carrefour or Auchan
also play an important role for the brand with thesgular promotions foSud de France
products. Other interest groups are the inhabitahtee region and the national and worldwide
consumers and tourists. Figure 4 illustrates theitipon and interrelations of the main
stakeholders.

M http://www.suddefrance-developpement.com/fr/paaites.htm|
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Public
Other publicinstitutions @@ Les Maisons
& organizations Internationales

Regional L oud db Franee\ International

Residents /
Tourism service /
providers

| Farmers | |Wine&food SMEsl |Who|esa|ers | |Consumers | Ilnternationalbuyers

Private

Figure 4: Positioning of the main stakeholders of the br&od de France

Sour ce: authors

2.4.3. Brand effects

The effects of theSud de Francestrategy have not yet been measured in detaibrdier to
capture the equity of the brand, we start with @sentation of mainly secondary data about the
development and impact of the brand taken fromethifit sources. Next, we concentrate on
outcome patterns observed by key stakeholderdenviews.

In early stages, food enterprises were not enthtisiabout the brand, mainly because there had
also been other failed collective brands befohatlientiguement Languedoc-Roussilland
Septimanie Representatives from the government really néddeconvince them to adhere,
emphasising thebud de Francevas not intended to be a substitute for their ®nands, but an
additional chance to create awareness and easiessato regional and international distribution
channels. Some disagreement between various at#taged an efficient implementation of the
brand. However, the increasing total number of eslits (wine, food and tourism) in Table 3

demonstrates that the use of the brand has bedtraetise for local professionals.
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Table 3: Total number of adherents 8ftid de Franc006 - 2013

Y ear 2006 2008 2009 2010 2011 2012 2013
Number of 50 365 1,000 1,520 1,800 2,200 2,60(
adherents

Sour ce: interviews and secondary data (www.lalettrenmiil aww.suddefrance.com)

A general study about the evolution of the regicaicultural sector (1997-2009) confirms the
interest of food companies for the brand (De Cdialeonline document 2011). In 2009, the
brand was used by 36% of the enterprises in thefamp sector. In the wine sector, the
percentage of adherents was 50%. From 2009 to 20&2total number of adherents grew
considerably. In 2013, the estimated percentagedicipating food companies was about 90%
(Interview C. Passat, 14 June 2013). Access twiaes offered bySud de France Development

is given under the condition to become a brand neepdompanies took this for granted.

Another investigation in 2009 about the perceptbrsud de Franceamong 503 regional food
enterprises produced the following statements, lwdiemonstrated a major level of satisfaction

(Agreste online document 2011):

- 80% of the companies declared that the brand ¢oné&s to increase the awareness of
regional products on export markets;
- 72% of them considered that it helps to bettertbelr products;

- 68% believed that it contributes to create new @srk

Concerning the sales impact of the brand on thadfréarge retail groups, results confirm that
the promotional summer campaigns organisedSoyl de France Developmeate profit-
making®? In 2010, the average sales increase of local fooducts labelledSud de France
within supermarkets has been 20% at regional landleven 30% at national level, compared to
2008 and 2009, when the increase was 5-10%.

124 arge retailers are not philanthropic. If they eep actions, it is because they profit from theamialyses Chantal
Passat. Cited from: www.lalettrem.fr (28 Februady{2), translated by authors.
13 http: lalettrem.fr, 17 November 2009 and 18 Jayp@an 1.
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In order to obtain figures from export, an economimalysis has been carried out faud de
Francewines in 11 countries from 2006 to 2011. The mgjaxf destinations show a growth of
sales volumes and profit, mainly in Asia and BrdPiércq online document 2012). China is an
exceptional leader, multiplying sales by 7 and ipfof 8 times initial levels from 2006 to 2010.
In this case, the region is the second to Bordektoen the beginning China was a main target
country, a policy reinforced by th&laison Internationalein Shanghai including regular
participation in important trade fairs. Furthermottee analysis showSud de Francevines to
have a better resistance to global crises in tb®send this is partially a result of the enorsou

quality improvements of Languedoc-Roussillon wiitegeneraf*

There is not so much evidence from consumer sidearaingSud de Franceln 2007, just one
year after the brand launch, a study about theepéion of the brand among regional inhabitants
was carried out by TNS Sofres (online document 200 this time, only 43% of the
respondents knew of the brand. About 63% had dipesittitude towards this regional project,
while on average 20% which had a negative one.Olt32the brand reached a high level of
awareness at regional level (about 90%, accordirthe result of a confidential study done by a
private consultancy), but it seemed that peoplddcoot define the content of the brand and
didn’t know what it represents. However, from thergpective of wine experts, the benefits of
Sud de Francdor consumers lies principally in the fact thatincreases the awareness of
provenance and facilitates the choice among aypadhfusing multitude of references and

quality signs in the French wine world.

We performed thirteen interviews between Novemi#E22and June 2013, with persons from
public institutions, representative organisationgfious private companies and a tourism
provider. The main objective was to investigate preceived value added I8ud de FranceA

secondary question was whether the brand is hetpiogeate a network of local actors.

4 “within a worldwide context of crises, Sud de Frarwines resist well and sometimes better thanrsth€ited
from: Panayoty and Bouchindhomme (online docum@a®®, translated by authors.

15 “The average consumer is not able to cite onlg filames of wines and doesn’t make the differenceden a
brand and a PDO (protected designation of origiklye think that Sud de France is the only nameeqnigie to be
kept in mind by the average consumer...” Cited frGalbrun (online document 2012), translated by @nsthSee
also McGinty C. (online document 2008) and Dominddkline document 2012).
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Table 4: Highlights of the interviews about the valueSxd de France

Institution,
Person & function

Value added

Network

Further comments

Sud de France
Development
Chantal Passat,
responsible for the
agri-food sector

“What food enterprises do expect
from the brand is to guarantee the
existence, to keep them on the
markets... The brand helps them t
persist in times of crises.”

“Yes, the brand enables a

r coordination of local actors;
there is a collective spirit

b among food enterprises. We
also try to group them and
bring them together with
tourism.”

LRIA (Languedoc-
Roussillon Industries
Agro-Alimentaires)
Anne Gérard,
project officer

“Regional food enterprises are ver
happy with the existence of the
brand... the main advantage for a
firm is the possibility to enter in
large distribution channels.”

y “There is not yet a cluster or a
network of enterprises around
the brand, but it's in
development, there are several
initiatives, like trades, meetings
etc”

Invest Sud de France
Pascal Ehrhardt,
assistant manager

No visible economic impact of the
brand on the region, but it creates
an image and makes the region
visible, above all at international
level.

No network effect until now.

“In the USA, nobody knows
Languedoc-Roussillon. Sud d
France has more awareness
as it is much easier to keep in

mind and to localize.”

e

Conseil Régional
Languedoc-
Roussillon
Laurence Serrano,
director of the Sud dg
France department

“The brand has two values:

An economic one for enterprises,
communication and
commercialisation tool.

An institutional one that gives valu
to the region as a whole, by
increasing the awareness and
creating a common strong identity
This includes an extension of the
brand to other sectors”

“Until now, there is no strong
adormal network around the
brand; enterprises are
registered in a database. But
ethere are common promotion
activities, which allow actors
getting in contact and
exchanging information.”

CIVL (Conseil
Interprofessionnel
des vins du
Languedoc)
Jérdme Villaret,
general director

“Sud de France makes export
easier, it helps the enterprises; bu
there was a structural change and
new strategy in the Languedoc-
Roussillon wine sector beforethe
brand is a multiplicator.”

Yes, the brand has a positive
influence on local cooperation;
it has grouped different
organisations within the wine
sector which did not
communicate before.

Fédération Régionale
des Fruits &
Légumes
Rafael Martinez,
director of the
federation

“It's difficult to measure the impact

of the brand in economic terms, butnetwork of public and private

main advantages are: easier expo
access to retail groups and
participation in actions organised
by Sud de France Development
(trade fairs as MEDFEL)

Yes, the brand creates a

tactors through common actions
which allow exchanges of
information and know-how.

Cooperative Olidoc
(olive oil)

Héléne Pages and
Christine Aubouy

Already before, the olive oil sector
needed to be reorganised to
improve quality. But now there is
more motivation because this is
reinforced and controlled.

Yes, there is a network of
actors; you meet always the
same people.

The brand also helps to know
retailers, this cooperation has
really improved.

“Without help of Sud de

France Development, | would
have stopped activities here

local level...

Quality is important and also
product origin in order to

avoid a damage of the
image.”

at
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Les Brasérades
(meat & sausages)
Clemence Pitiot,
director marketing

The brand gives access to big

supermarkets, the firm profits from
the brand awareness, and the bral
also increases their sales volume.

There is no network, but they
know some other enterprises,

ndnainly the pioneers; they are
also in the group who defines
the new quality book.

« We have been one of the 10
first adherents of Sud de
France. The brand
corresponds exactly with the
policy of our company, as we
share the same values.

A problem is the enormous
increase of members, which
not always have typical
products of the South or good
quality.”

Médithau Marée

(oysters and mussels
Jean-Jacques Thibay

general secretary

“Our products are not really
suitable to a use of the brand — as

t,mostly private label and food
provenance from abroad. But big
advantages are the awareness of
the region abroad and information
about foreign markets

Yes and no. It is more through
other regional projects is the
program AGIR that actors
cooperate.

“We highly appreciate the
services offered by Sud de
France Development. Their
internet site provides an
excellent tool.”

CMJ (sweet local
specialties)
Stéphanie Rabaud,
export department

The advantage is to enter in the
advertising folders of the retailers
and to have a common
communication tool.

Yes, local actors come togethe
through the operations
organised bysud de France
DevelopmentThis delivers
information exchange with
others.

r There have been problems
due to quality differences
between companies using the
brand; this has led to
dissatisfaction among
enterprises and consumers.

Domaine Massillan
(wine)
Guillaume Reboul,
owner

As they don't have an own brand,
the brand increases the awarenes
among consumers and saves cost
for own marketing.

There is no specific cooperatio;
5 among brand members, in
sopposite to a syndicate. But yg

meet the others during commo

actions.

n“The brand allows us
entering at the international

uscene.

nSud de France is a great
name. Languedoc-Roussillon
plays successful the card of
the region.”

Domaine Rieussec
(wine)
Marie-Héléne
Deltort,

owner

“We don’t have an own brand.
Therefore, Sud de France is an
ideal communication tool for us.”

Yes, the brand helps to
approach local actors. If you
participate in common actions
as trade fairs or forums, you ge

in contact with other producers.

ot

Aquarium Mare
Nostrum (tourism)
Christian Rigaud
employee

The big advantage is to have
promotion for free. This attracts
many national and international
visitors.

“No, there is no network of
adherents of the brand. This is

pity.”

“The value of the brand is
aenormous, seen the 75.000
visitors per year due to the

promotion.”

The stakeholders’ evaluations reflect four mairdesrcies. First, the brand provides benefits for

Sour ce: semi-structured interviews with regional publidgrivate stakeholders

regional institutions such as the creation of amam identity and international reputation, which

allows a stepwise brand extension to other domdifsn private stakeholders mention to have

profited from the increasing awarenesssofl de FranceSecond, the value for firms mainly lies

in cost savings for marketing and access to digioh channels at regional, national and inter-

national levels. The brand contributes to a bgtt@duct commercialisation. It thus helps to

withstand economic crises and to secure the caedinexistence of firms. Other perceived

advantages are the services providedbg de France Developmestich as the organisation of
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trade fairs and festivals as well as market infdroma For tourism providers, the brand helps to
attract worldwide visitors and to guarantee theliguaf their stay'® Third, there is yet no
consensus on whether the brand contributes toebel@pment of a regional network. Until now,
exchanges seem to be rather casual — when braedeadth meet each other at trade fairs, forums
or festivals — yet stronger cooperation betweeroracis envisaged. Fourth, the further
development and successSiid de Franc@ow depends on a new quality definition for itedo
products, as this is not only a cause of debatedisghtisfaction among enterprises, but also

bears the risk of creating a negative brand image.

While the main stakeholders 8ud de Franceare quite positive about the brand, other voices
have been more critical. The principal point of ttoversy has been the public expensesSiad

de France They are claimed to be too excessive, a factchviias brought up in relation to an
enormous general increase of taxes during thedeesy of G. Fréche, the creator of the brind.

It has also been argued that the region Languedoss$flon was subjected to an excessive
exposure in the media, spending a large sum ofipubbney, and according to criticasters,
overestimating its real value (Roques 20F0Yhe regional government is not willing to
communicate the exact budget invested in the br&@mwk may ask if brands have become
indispensable for places or if they are rather aketang fad. One of the interviewees stated:
“Territorial marketing has become a fashion in Eegnbut it has also become necessary to
differentiate from other competitors, in much treeme way as any company.” (Interview P.
Ehrhardt, 5 February 2013).

2.5. Analysis of the case study and discussion

We come back to the initial question of place brafigcts. In other worddDoes the brand

work? The case study has shown tBaid de Frane has quite a number of positive effects on its
different stakeholder groups, which are, in genesatisfied with the brand. Its main tangible, i.e.
measurable assets are: a constantly growing numbdirand members, sales increase in

supermarkets, an increase of export figures faelleth wine, brand awareness among consumers

18 http://draaf.languedoc-roussillon.agriculture.gduVourisme-rural

17 See for example articles www.observatoiredessummesicom. These opinions being published one mbetbre
the regional elections which took place in Marci@8how the politicization of this place brand.

18 “| anguedoc Roussillon is the region which dedisatee most important budget for its communicatias0 euro
per inhabitant each year vs. 1.50 euro in lle-d&€e. To resume, the region Languedoc Roussillonmaybe it
cannot do otherwise, spends a lot to exist.” Cliteth Ballout (online document 2011), translatecaloghors.
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within the region, and attraction of tourists. Vable qualitative benefits for brand users are:
better market access, general awareness, optionsidketing and participation of sales and

promotional activities.

It has been more difficult to assess the valuenotlzer, intangible asset, namely the creation of a
network. Contrasting answers given by stakeholdengerning this issue also show the problem
of impact attribution. It appears difficult to de#i whether the brand is leading to stronger
cooperation, going further than normal businesfianges. The same attribution problem applies
to the impact of the brand on enterprises in econdigures, as interviewees could not define the

contribution of the brand to their company sales jarofit.

Nevertheless, the overall brand effectsSafd de Franceare considerable and the brand has
persisted for eight years. It constitutes a mearsupport the performance and the existence of
small economic actors, to valorise and preserveditiersity of local assets (wine, food, and
sites), to create an image for a somewhat margedliegion as well as to strengthen its long-
term competitiveness. Economic and institutiondues are, in this case, more obvious than
social or ecological ones. Financial efforts fag irand can be considered as public development
support rather than as a ‘classical’ marketingrimaent to win consumers and to add value to a
firm by a price premium?® However, in order to avoid criticism, the regiomavernment must
also prove the public that resources are well spce the resulting value 8ud de Francés a

useful tool for the socio-economic development ahguedoc-Roussillon.

Moreover, the analysis dbud de Francéhas offered useful insights about mechanisms and
critical success factors of place brands, whicHioorthe initial assumption that a more holistic

approach for their assessment is need¢ow(does it work? Will it work elsewhere?)

First, place brands can be considered as collegregects, taking place within a system of
horizontal and vertical relations, even if they amned and governed by one main institution.
Therefore, it is essential to incorporate the naiton and satisfaction of the multitude of
stakeholders involved. Our case analysis has shbaina place brand does not only rely on
multiple relations whose coordination is importamtit even that it can completely fail if it is

disapproved by one (secondary) stakeholder group.teprimary brand name§eptimanighad

to be given up after two years of intensive prommtias it was rejected by a group of inhabitants.

19 Cf. the argumentation of G. Fréche (La Gazette2p0We’'ll spend the maximum (of budget). | preferinvest
there instead of giving money for single intervens which always need to be renewed and don’t atganything.
We will not save the wine growers by paying loariasts!”
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Second, place brands can have multiple, econondcan-economic outcomeSud de France
confirms this initial theoretical assumption madeJones (2005). The effects of this branding
initiative are indeed various, as they derive frdifierent sectors — covered by the umbrella
brand — and different stakeholder groups. They aaanly be measured in terms of profitability,
but also entail other, non-economic benefits siechraincrease of regional awareness, a boost of
small firms or the preservation of a diversity ybital local products. A further benefit, already
in development, lies in the enhancement of localpeosation — leading to a network of different
actors. Another potential consists in an extengibrthe brand, e.g. by creating synergies as

oenotourism and agrotouristh.

Third, the equity of place brands also depends hair tarticulation with their legal, social,
economic and political context. Examples for 8wl de Francenacroeconomic environment are
the worldwide economic crises or the French consutmend forterroir productsand short
distribution channels. Also the fact that the negional presidency in Languedoc-Roussillon has
reinforced the development of the tourism sectdr most probably have a positive influence on
the general brand performarf¢élourism and short distribution channels may bersly related
since tourists show a tendency to buy local pradtattheir own consumption and for souvenirs

(e.g. the increasing sales figures of major supgd@tsiin summer).

Finally, it is relevant to take into account thaéi aspect of place brands, as they need a relativel
long time to establish. This is due to complex ngamaent and coordination, brand extensions, as
well as perception and acceptance by consumerbrand users. For example, the difficulties in
the beginning and the yearly growing numberSafd de Francanembers could show that
considerable time is needed. This is also why trenér president of Languedoc-Roussillon
wanted to invest quickly and efficiently in the gdabrand: It is important to act quickly, as the
establishment of a brand at international level deat least ten yedr{LaGazette 2012). A
wine expert confirms this point of view, arguin@tSud de Francevill enter the consumer mind
as is Bordeaux, over several years, provided ti&tegion has resources to further finance the
brand (Interview J. Villaret, 12 January 2013). Timee factor of place brands thus requires a
long-term orientation instead of a focus on shemrt results. It also means to determine a

suitable moment for evaluations as well as for Braxtensions and/or repositioning.

20 http://draaf.languedoc-roussillon.agriculture.gduVourisme-rural
2L www.laregion.fr
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2.6. Conclusion

Propositions on how to measure the performancelaifepbrands are increasingly needed for
academic researchers, policy makers and place raenagith this article, we have contributed
to the discussion by presenting and evaluatinggsoomal branding initiative in the South of

France.

The umbrella bran®ud de Francewith its 2.600 adherents, multiple stakeholderd different
application areas, has once more shown the contplekplace brands; entailing difficulties for
their impact evaluation. The investigation of brgetformance was based on a case study. On
the one hand, statistical data from various seagnsiaurces was collected in order to document
the yearly increase of brand adherents, sales xgmattefigures related to the brand and degrees
of satisfaction among enterprises and consumers.ti@nother hand, a set of qualitative
interviews with public and private stakeholders wagied out by the authors, reflecting various,
mainly positive opinions on the value of the bramdi its contribution to local cooperation. This
approach has been limited by several factors, sisch lack of available statistical data or the
reluctance of the Languedoc-Roussillon governmeéhg brand owner, to give detailed
information (e.g. about the budget or results flmonsumer studies). Furthermore, it would have
been useful to obtain arguments from local actoas &re not brand adherents, even though they
are not many. However, the combination of hard soff data, the consideration of various
stakeholders and their opinions — including crltwaices —, as well as the representation of the
context of this place brand (origin, strategy, goa@ce) have allowed capturing the effects of
the Sud de Francéranding strategy. Via this multiple approach, veee shown the usefulness
of this brand as a strategic tool for the sustdsdbvelopment of the region.

Moreover, from this case study we have gained imsigabout working mechanisms and
evaluation methods for place brands, which confine initial assumption that a more holistic
approach for their assessment is needed. As plered$ are collective projects, an impact
evaluation including multiple stakeholder perspeggtihas turned out to be more adequate than a
one-sided approach from only a consumer side. Titerl may be interesting for the
communication strategy, but will not suffice to idef the overall brand value. Thereafter, an
evaluation should not only be restricted to ecomooutcomes, but should also include non-
economic effects induced by place brands. For el@napcommon identity, the preservation of

local intangible assets or the creation of coopmmaamong stakeholders, even if those benefits
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are more difficult to measure and to attribute ctiseto the brand. However, such an approach
will prevent the definition of pure economic indioes. Moreover, an evaluation of place brands
should take into account their embeddedness intaraly political and macro-economic context,
considering conditions which boost or constraircelarand performance. This may also lead to a
brand repositioning or improvements. The intenatfan of the tourism sector fBud de France
policy, for example, may require a redefinitionfodd criteria to create more coherence. Finally,
consideration of the time aspect is crucial for atipevaluations, as place brands need a long
time to establish. Therefore, a short-term analigsisot practical, but rather one should look at
long-term outcomes. A brand life cycle analysisldoeven be useful, determining the state-of-

the-art, and analysing drivers for changes witpecgic time periods.

Summing it up, if place brands derive from publatigies and aim at the long-term development
of places, measuring their overall value can pésfetollow evaluation logics for public

development interventions, with basic evaluativesgions and mixed methods. By doing this, it
will not only be possible to deal with time and gaticonstraints for evaluators, but also to draw
generic conclusions and to fulfil the need for actability of governmental stakeholders and for
creating knowledge for all those concerned withcpldranding (academics, place managers,

policy makers).
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CHAPTER 3

What kind of value for place brands? A stakeholder approach

This chapter has been the basis for an articleendh submitted tManagement International
Mechthild Donner, Fatiha Fort: Quelle valeur desquas territoriales? Une approche par les
parties prenantes.
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Chapter 3

What kind of value for place brands? A stakeholder approach

Summary

Place branding is an interdisciplinary concept Wwhias gained importance in practice and
academic research. Concerning various public anditpr stakeholders, it is inseparable from
political and social questions. Among these, legty and accountability are particularly
important for governments and policy makers. Furtiege, there is a need to know the extent to
which those brands can contribute to the sustanaelelopment of places, strengthen the
bargaining position of SMEs, enhance the qualitgarisumers’ life, or increase welfare even in
marginalised areas. As there is not yet a geneealbepted way to define and measure those
potential benefits, we here stepwise develop a uneagent model and monitoring tool for the
value of place brands with regard to the specibwegnance characteristics and stakeholders
involved. In order to do so, we first identify kayernal place brand stakeholders, including local
governments, enterprises, residents and consuaretghereafter, we establish a set of indicators
of place brand value which correspond to the peeckior expected brand benefits for these
stakeholders. These indicators are then transiatedesponse profiles and tested with the brand
Sud de Francevia a quantitative survey among residents andguwmers. Regularly used, this
methodology can serve for managing and monitorlagegbrand performances.
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3.1. Introduction

In the past two decades, the application of mamgetand branding strategies has become
increasingly popular among cities, regions and t@es It is assumed that this growing
tendency will continue (Dinnie 2008, Kotler et 2004). It seems that place brands derive mainly
from public policies. Potential application areasl daarget groups of place brands and public
policies are similar. Not only can they relate &ople, culture and heritage, local enterprises and
their products, but also to tourism, trade and stwent (Anholt 2006). Thus, they can address
internal (citizens, local firms), as well as extdrifexport, foreign investors, tourists) target
groups. Empirical cases show that place brands a@fte used as an economic, as well as public,
institutional tool. For Simon Anholt, who is consrdd as the ‘founding father’ of the concept,
the practice of place branding is “the managemémtlace image through commercial, social,
cultural and government policy” (Gertner 2007: Bjis is so far the widest conceptualisation of

place branding, because it links marketing withiqyolstakeholders and target groups.

Academic literature on place branding also suggdsiisthere are — more or less strong — links
between the marketing of places and public diplom{anholt 2006, Gertner 2007, Szondi 2008,
Van Ham 2001). It is argued that the intersectiebwieen place marketing and (international)
politics results from a common interest in “congeptich as globalization, identity, values and
power” (Van Ham 2008: 127).

As (globalisation and regionalisation lead to insegsh competition among territories,
differentiation becomes necessary, even for smgéerpolitical entities such as regions or cities.
At the same time, options to select preferentiat@$ for consumers and investors have increased
due to enhanced mobility and new information systefine need to attract tourists, companies
and skilled people and to find markets for exporégjuires that places adopt marketing and
branding practices (Kotler & Gertner 2002). Thisvisy more and more territorial governments

tend to use place brands as strategic tools ferdiftiation and local sustainable development.

On the other hand, place brands are considere@ t@dulting from a shift from hard to soft,
postmodern power (Van Ham 2008). This is the chgevernments follow a paradigm change
from coercion to persuasion, and from compulsiomiare attraction, and therefore essential
principles of marketing (Anholt 2006). Thus, espdgiin countries where political programmes
and ideologies are losing relevance, politiciansy mae place brands as communicators for

lifestyles, emotions, norms and values. The plagding concept, then, is “not only about
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‘selling’ products, services, and ideas and gaimragket share and attention; it is also all about

managing identity, loyalty, and reputation” (Vanri2008).

What are the consequences from these observatiohssights? If place brands principally arise

from public and political decisions but concernioas stakeholders within a territory, and/or

favour specific target groups, measuring their gand legitimacy becomes a key issue. This is
even more the case since considerable tax incomespent for place marketing activities

(Jacobsen 2009). Policy makers must prove thaepgbaands are not a ‘fashion’, wasting taxes
for communication, but that they may constitute seful strategic tool for sustainable local

development from which various stakeholders mayitpréhus, there is a need to know what

those brands can offer, who is benefitting fromnthéiow their effects can be measured, and
whether public resources are fairly spent. Thiguen more important as place branding and
marketing suffer to a certain extent from a baditapon and scepticism (Dinnie 2008, Szondi

2008). However, until now, in place branding litera “there has hardly been any discussion on
how (place) brand equity should be interpreted lao it should be measured” (Florek 2015:

230).

In order to fill the gap in the existing acadenterhture, to provide a more transparent view on
the potential value of place brands for differemtitorial stakeholders, and to fulfil the need of
policy-makers and place managers for legitimacy acwbuntability, we stepwise develop in this
article a measurement model and monitoring toolplace brand value, based on thed de
France case in the Languedoc-Roussillon region. We firstw a literature review on brand
equity and value in order to highlight the spedifes of place brands. Then, we identify main
stakeholders involved and explain the methodologgdu Afterwards, we develop and test a
model to measure the value of place brands andopeop monitoring tool for place brand

performances. Finally, we discuss the theoretindlrmanagerial implications of our contribution.
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3.2. The value of brands

The practice of modern branding started in the ehthe 19' and the beginning of the %0
century in the United States (Low & Fullerton 1994hen an increasing crowded marketplace
encouraged firm owners and entrepreneurs to promheie products by building recognisable
and distinctive identities (Hankinson 2010). Atstime, some of today’s most famous brands
such as Coca-Cola, Gillette or Heinz emerged (Hawmdd & Cowking 1993). However,
academic interest for branding only materialisethan1950s. Gardner and Levy (1955: 35) were
one of the first to recognise that a brand is ntbem a name, defining it as “a complex symbol
that represents a variety of ideas and attributes’the late 1970s, takeovers of large brand-
owning companies led to the insight that brandsheaue their own value, a part from the product
(Srinivasan 1979) and that they can build real cate assets (Doyle 1989). Since then, there
has been an increasing academic interest in theepts of brand equity (Keller 1993) and

strategic brand management (Kapferer 1991).

The large amount of research has shown that brgoidyeis a multi-dimensional concept. In
marketing literature, as well as from practical@atting side, there is no consensus, but rather
heterogeneity of definitions and measurement apbes (Kapferer 2008, Wood 2000). The
most common approaches are either consumer-baskdretyse consumers’ perceptions and
behaviour (Aaker 1996, Keller 1993), or they measilne financial impact of a brand on the
company (Simon & Sullivan 1993). Approaches comiram service marketing define brand
value based on its capacity to create and maimt@stumer relations (De Chernatony & Segal-
Horn 2003, Groénroos 2001, Gummesson 2002). Witarce¢p corporate brands, the focus has
been broadened from consumer to multiple audiemcesto stakeholder-based brand equity
models (Aaker 2004, De Chernatony & Harris 2000e302005). Finally, literature dealing with
‘country equity’, until now, has mainly researcheduntry images and perceptions by the
consumer, explaining consumer preferences for mtsdaf specific countries (Dinnie 2004,
Papadopoulos & Heslop 2002, Verlegh & Steenkam@®)99

Three points seem have a shared importance fobrtéwed equity concept (Changeur 2002,
Leuthesser 1988): first, a brand is bringing a &mppntary performance or added value to a
product (a company, or a place); second, it caregarded and measured from the consumer side
and/or from a firm perspective; third, a brand lsasompetitive dimension and a temporary

(long-term asset) one. These issues are also relémaplace brands and the term ‘place brand
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equity’ has until now followed classical definit@nFor Gertner (2007: 6) — similar to the
extensive definition of Farquhar's ‘added value9§9) — place branding for a country is “an
opportunity to add or subtract value to its equityapadopoulos (2004: 43) builds on Aaker’s
proposition (1991) and defines place equity as fda and/or perceived assets and liabilities that

are associated with a place and distinguish it fobiners.”

However, due to the specific characteristics ot@larands, we argue that they need a different
and broader equity conceptualisation than producbgoorate brands (Donner et al. 2014). First
of all, place brands are collective projects, whioliolve a multitude of public and private
stakeholders (Kavaratzis 2012, Rainisto 2003). dfloee, a one-sided consumer- or firm-based
approach will not suffice. Second, place brandsadge policy instruments (Anholt 2008, Van
Ham 2008) and can be used either as communicaiprsofms and values or as tools for local
development. Thus, they include not only econornbigt also political, social and cultural
dimensions and have rather a long-term orientadmother important point is that place brands,
from a brand management point of view, are verymgemand not fully controllable (Braun &
Zenker 2010, Kavaratzis 2005, Moilanen & Rainist@0®). Due to these specificities, we
develop a measurement model and propose a mowgttwol, which both encompass multiple
dimensions as well as multiple stakeholders. Inld&bbuilding on Fan (2010), we highlight the
main differences between product, corporate andeplarand and existing brand equity

conceptualisations.
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Table 5: Differences between product, corporate and plaaadr

Product/service brand

Corporate brand

Place brand

[oX

)

Designation A product or service A company or organisatioA place and its products, services
and its products/services | organisations, events...
Image Simple, clear Simple, visible or hidden Complicatdiderse, vague
Audience Targeted segment General public or targeted  Diyéwsal and international
Stakeholders Double: company and Internal (shareholders, Internal (governments,
targeted group(s) employees) and external | organisations, firms, residents) an
(customers, partners, external (tourists, foreign investors
media...)
Objectives Increase sales/profitand | Enhance a company’s Enhance international awareness
develop brand loyalty value and its reputation, | and reputation, increase sales of
develop relationships local products and services, creat
common identity, stimulate local
cooperation
Brand equity Value added to a product by Value added to a company Value added to a place and its
definition a brand (Farquhar 1990) by a brand stakeholders by a brand
Dimension Mainly economic Economic and social Political, emmic, social and
cultural
Time Short- and long-term Short- and long-term Long-term orientation
orientation orientation
M easur ement * Consumer-based approach* Stakeholder-based * Country image and consumer
approaches * Financial approach approach perceptions
* Customer-relationship * Brand valuation for
approach accounting (Interbrand
Group)
M easur es Qualitative: brand Qualitative: reputation, Qualitative: reputation, image

awareness, association,
perceived quality, consume
preferences, loyalty

Quantitative: price
premium, market share,
incremental cash flow

loyalty

I Quantitative: brand value,
goodwill of a firm

Quantitative: number of tourists ar
investors, export figures

d

Source: authors, building on Fan (2010)
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3.3. From identifying place brand stakeholders towards a monitoring tool

Empirical cases show that the place branding peoisegften initiated by governments who seek
to involve other public and private partners. Prvactors directly involved in the process vary,
depending on the core category and objective afding. They comprise farmers, local industry,
tourism providers, development or consulting ages\cetc. Target groups or audiences of place
brands usually are residents, tourists, (interdnali consumers, traders, investors and political

units; but theoretically, anyone around the wodd be targeted.

Stakeholders have been defined as “any group avidhhl who is affected by or can affect the
achievement of an organisation’s objectives” (Fraeni984. 46) Accordingly, stakeholder
theory is based on the assumption that a firm’sop@ance does not only depend on direct
business relationships, but also on (trustful ang felations with a wider range of people and
organisations, such as media, NGOs, the publiciapior competitors. Only recently, the
marketing discipline has started to give more &arto this concept based on ethical principles
(Ferrell et al. 2010, Jones 2005, Laczniak & Murf@iy2), as witnessed by the special section
on ‘Stakeholder Marketing’ in thdournal of Public Policy & Marketingin 2010. Applied to
place brands, it means that an entire system isecnad, with chain as well as non-chain actors,
from inside and outside the branded place. Suctems can only be achieved if various
stakeholder groups are considered in the brandimgeps (Hankinson 2004, Morgan et al. 2003).
Consequently, it is necessary “to satisfy key dtalgers according to their definition of what is
valuable” (McAdam et al. 2005: 258). The identifioa of stakeholder groups and the
construction of strong relationships with theseugio constitute a crucial task for successfully

developing a place brand (Stubbs & Warnaby 2015).

Various means have been proposed in literaturéasify stakeholders (stakeholder typologies,
cf. Mitchell et al. 1997). As patrticipation is nibie only criterion, some authors propogeoaver-
interest matrixwith four different types of stakeholder groupsc@ding to their (low or high)
degree of power and (low or high) degree of intenegshe organisation (Ackermann & Eden
2011). Mitchell et al. (1997) go even further amdgmse three attributes to identify stakeholders:
the power of stakeholders to influence the firm, tlegitimacyof the stakeholder's relationship
with the firm, and theirgencyof the stakeholder's claim on the firm. In thigaed, these authors
come up with seven different types of stakeholdEnsally, a classification can also arise from

the natureof stakeholders (internal vs. external to the oiggtion), from their financial or social
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relationshipwith the firm (primary vs. secondary: primary bgithose who are essential for the
wellbeing of the organisation and secondary bewoge with whom the organisation interacts but
who are not essential for its survival, Clarksor93)9 from their ability to influencethe
organisation (their potential to threaten or toperate with the organisation (Savage et al. 1991),
or from the kind of (inevitable, necessary, or ddsie)interactionsbetween stakeholders and an

organisation (Podnar & Jancic 2006).

For the purpose of investigating the value of placands, we identify key stakeholders based
upon the criteriapower and interestin order to distinguish between internal and ek
stakeholder groups. Internal key actors have amast in the place branding strategy and strong
power to support or boycott the brand. These stakehs are co-constructors of the place brand,
as they give an identity to the brand and contaliotthe creation of its value. Key stakeholders
are (1) local governments which generally are tiheys of the place brand and entrust
development agencies with their management; (Zrpnses which directly use (and co-invest
in) the brand for their products and services;réjdents who, via their election, can influence
the brand strategy; and (4) consumers who finaltically contribute to the success or failure of

a brand by buying and consuming the labelled prisdarcd services.

Figure 5, below, shows the four key internal stalkéérs in place branding. For the measurement

model, some groups may partly overlap, which measslents can also be consumers, and firm

\

employees can also be residents or consumers.

s Development agency:

Figure5: Primary internal stakeholder groups in place bnagdi

Local government

Sour ce: authors
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For place brand managers, it will be necessaryw#tuate the value of the place brands for each

stakeholder group in order to regularly control piece brand performance.

One of the management tools recognised in acadandcprofessional literature to steer the
performances of organisations is the Balanced $aoilgBSC), proposed by Kaplan and Norton
(1996). The BSC combines financial with non-fin@hcmeasures, all related to the global
performance of the enterprise. In its original fotine BSC is organised in four principal axes
which are: the financial axis, the customer axis, dxis of internal business processes and finally
the axis of learning and growth (Chabin et al. 2003he model of Kaplan and Norton has
undergone numerous evolutions in order to take auwount the more recent notions of CSR
(corporate social responsibility) and of sustairatbévelopment. Trébucq (2011), for example,
criticises the narrow vision on shareholders amppses to widen the BSC to other stakeholders.
The BSC has also been applied to the managemebtaafis (Logman 2004), analysing the
relations of cause and effect between the four peetsres of the BSC and subsequently
developing a brand management model. Building enptincipal ideas of the BSC, we propose
to measure the value of place brands via a muitiedsional approach, which includes the

perspectives of the four principal internal stakdaogroups of place brands.

In order to identify and test the performance iathes of place brands for their main internal

stakeholders, we use tBeid de Francéranding case in the Languedoc-Roussillon region.

3.4. Methodology

The brand was launched in 2006 by the former peesidf the region Languedoc-Roussillon,
Georges Fréche, with the objective to increaseatt@reness of the region and to stimulate the
sales of local wine and food products, at a timemwkine export, in particular, had become
threatened due to increased worldwide competitfeny soon, the brand had also been applied to
tourism services. In 2013, the brand had 2,600 neesplmainly originating from the wine, food
and tourism sectors. Apart from its main use tarmt local food and tourism, it has also been
extended to other domains, such as public regiongdnisations, infrastructure, cultural and
sport events. Approximately 12 million Euros areersip annually for the promotion and

communication of the brarfd.

2 For a detailed case descriptionSafd de Francef. Chapter 2.
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Data has been collected in a stepwise procesg gsatitative and quantitative methods.

First, we performed thirteen interviews with seVgersons from the four above defined internal
stakeholder groups in order to identify their expgons of the bran8ud de Francehe regional

government, local enterprises, consumers and masig€able 6).

Table 6: Distribution of the interviews

Regional government Enterprises Consumers and residents
Number 2 persons 7 persons 4 persons
Persons Regional council, CIVL (Interprofessional 2 women
Sud de France Committee of Wines) 2 men
Development 1 cooperative
3 food enterprises
1 wine producer
1 tourism service provider,

Data from interviews was analysed for each typaadr using content analysis; results of the
analysis have allowed us identifying six dimensiofdrand value related to the perceived or
expected benefits of the four stakeholder groupse Value dimensions have then been
operationalised via psychometric scales, combimng own proposed scales with scales from

existing literature.

Second, to validate the scales, a questionnairaderasloped and performed via an online survey
among residents and consumers (n = 207), mainlyn ftbe Languedoc-Roussillon region.

Results of the online survey have been analysdutive statistical software programme SPSS.

3.5. Results
3.5.1. What kind of indicators for place brand value?

The perceived or expected benefits of the diffestakeholders are presented per category. They
can represent direct effects of marketing and ptamal activities (e.g. an increase of the places

awareness or image) or more indirect, i.e. outcowtee the brand has been a contributing or

stimulating element (e.g. common identity, econordevelopment or protection of local

heritage).
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First of all, the stimulation of the locatonomic development is a core objective of place
brands from governmental policy perspective. Byoesihg the bargaining position of local
economic actors and attracting investors and ttsuts a place, jobs can be maintained and/or
created and general welfare increased.
“The brand [Sud de France] has two values: an ecuiw one for enterprises, as
communication and commercialisation tool; an ingtdnal one that gives value to the
region as a whole, by increasing the awareness @adting a common strong identity.

This includes an extension of the brand to othertase” (member of the regional
council)

“What food enterprises do expect from the brantbiguarantee their existence, to keep
them in the markets. It is important to mentiont ttiee food sector successfully resisted
the crises in 2008 and 2012. The brand has surehtributed to this fact!”(brand
manager)

The second dimension encompasagigomes directly related to marketing and promotional
efforts. On the one hand, it investigates the degfeawareness of the branded territory (recall
and recognition, Keller 1993) and its image. On dtiiger hand, it refers to sales and export
figures of labelled products, and to the price puamachieved via the brand. The first-named
indicators, brand awareness and image, are relésaatl stakeholders and have some influence
on the latter’s sales and price premium. In pakica (positive or negative) image of a place and
its products can be profitable or detrimental fapat. This is largely documented in the
country-of-origin literature (Verlegh & Steenkam@9B). Direct effects of the brand as sales and
profit outcomes are especially interesting for loeaterprises and tourism service providers,
including other chain-actors as farmers and regil®rice premium also depends on the
willingness of consumers to pay.

“Sud de France makes export easier... the brand nsudtiplier. Awareness and image

are important factors, as for a long time winestlté Languedoc-Roussillon had a very
bad image.” (member of the CIVL)

“The brand allows us to enter the international se€ (a firm director)

“The brand value is enormous, given the number isitors per year, thanks to the
promotion of the brand. This allows us to contréotd the regional economy(a firm
director)

“The impact among food distributors was in the lbegng 30% of the sales; now it is
between 0 and 7%, which is not bad consideringtthie of crises’(brand manager)
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Percelved quality is the key dimension from consumers’ perspectite measures their
perception of the value added by the brand to eepdand its products and can point to attributes
such as quality, taste, health and wellbeing. Wathard to a place as a whole, perceived quality
can also express historical, political, economitieman dimensions (Jacobsen 2009). Referring
to products and services, benefits may either betional and experiential, i.e. intrinsic, product-
related advantages as quality, taste or healtlsyorbolic, i.e. attributes related to personal
expressions (Keller 1993).

“l think that a regional brand, just as a commerciarand, must first and foremost

guarantee a higher quality at product level. Nekis interesting to know what it can
represent at a territorial level.{a resident)

“What | am interested in during my holidays, isdiscover the gastronomic, cultural and
natural assets of a place. A place brand like Sed~-thnce can be an adequate tool to
make visible what a place can offe(d consumer)

“Quality guarantee of various local products andngees, traceability of products and
transparency or their productionfa consumer)

Heritage describes the brands’ contribution to the protegtipreservation or valorisation of
natural, cultural and traditional assets. The naa@igets are: traditional gastronomic recipes, arts
and music, historical visiting sites or ecologigalkensitive areas. The latter can be valorised and
protected by offering and promoting, e.g. eco-&tigi concepts via a brand. Heritage is
particularly interesting for residents, as it cdnites to a better quality of life.

“In my opinion, a place brand can contribute to ease and protect local heritage and

culture, to show people that this is something weitinique value which needs to be
maintained.”(a resident)

“I find it important that the food production tak@éace in the region where 1 live for the
following reasons: for the economy, the landscape the connectedness with the nature
that makes it possible to produce foo(R’consumer)

Identity for respondents means the capacity of a braneitdorce or create an affiliation, a
common feeling of belonging to a territory. Thiglicator underlies solidarity and cooperation
among brand users. ldentity counts mainly for rsisl and other stakeholders within a territory.

However, external consumers may also share thisdeef taking part.

“There is a notion of belonging, sometimes everdgriand satisfaction with the
promotion of the economic life of the placé’resident)
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The network dimension evaluates the extent to which a plaeadrcontributes to coordination
and cooperation among local actors. For governmentsill be relevant to have economic
activities within a territory coordinated, espelgighose related to the place brand, in order to
keep coherence and control. Cooperation is coresildes especially beneficial for enterprises and
could be measured by the number and types of aistaad exchanges.
“We want to group brand actors per product categadxy create an agri-food family.”
(brand manager)

“The brand has a positive influence on local coaiem; it has brought together
different organisations in the wine sector thatrdiccommunicate before.(a member of
the CIVL)

The results from our interviews allow us to idensix value dimensions and their indicators of
the place brand related to the four internal staldgr groups (Table 7); the perceived or
expected benefits are expressed with the symbol AXer our analysis of the results, the most
important expected benefits per stakeholder groepeesented as in bold.

Table 7: The main dimensions of place brand value for deiféistakeholders

Government Enterprises Consumers Residents

(1) Local economic development:
- Jobs
- Tourists
- Investors

X

X X X

(2) Direct marketing outcomes:
- Awareness
- Image
- Sales, export
- Price premium

X X X
X X X X
X X

(3) Perceived quality:
- Quality
- Taste
- Health
- Wellbeing

X X X X

(4) Heritage:
- Nature
- Culture
- Tradition

X X X X

(5) Identity: X X

(6) Network:
- Coordination X X
- Cooperation X X

Sour ce: authors
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Hence, results of the qualitative survey show thpdrtance and the diversity of the perceived or
expected benefits by different stakeholder groupih wegard to the place brand. We have
identified six dimensions of the place brand valgart from the network dimension and the
export volumes which are specific to regional goweents and enterprises (cf. Chapter 2 of the
thesis), we operationalise the indicators and tiesh the measurement model among residents
and consumers, which appear as the stakeholdep ghat regroups the most diversified brand
expectations. By choosing residents and consunfetseobranded products and services, we

integrate the expectations of these two stakeh@d®ips in our measurement model.

3.5.2. The value of place brands for residents and consumers

In order to test the measurement model, we haveparationalise the identified brand value
indicators via measurement scales. Table 8 shoeptbposed items related to the different
indicators identified by the qualitative survey. Wave added two variables which are generally
used within marketing and brand management litegatihhe attitude towards the brand which is
considered as prior to the evaluation of brandeduyets (Czellar 2003) and overall brand equity.
Attitude is measured via the scale defined by Baaayk and Alba (1994) and comprises three
items; overall brand equity is measured via a sedle four items and has already been validated
by Yoo and Donthu (2001). For the other variablest tare not present in existing marketing
literature, we have proposed items in order to ajpmnalise and to measure them among our

sample of consumers and residents via the onlineegu
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Table 8: List of items to measure place brand value amomgwmers and residents

Variables Items

Awareness and image of the plagc&he brand Sud de France:
created by the brand Increases the awareness of the region Languedossiton.
Makes the region more visible at national and imaé&onal level.

Creates a positive image of the region.

Perceived quality The brand Sud de France :

Guarantees the quality of the labelled products.
Expresses the typicality of regional products.
Stands for the people’s friendliness of the region.
Stands for the quality of life of the region.
Expresses the specific way of life of the region.
Gives you confidence.

Creation of a common identity | The brand Sud de France :

Gives you a feeling of belonging to the region.

Makes you feel closer to the region.

Can be used for different products and servicegbefegion.

Protection of heritage The brand Sud de France :

Valorises the natural environment of the region.
Contributes to protect the nature of the region.
Valorises the tradition and culture of the region.

Economic development of the | The brand Sud de France :

region Helps farmers/enterprises to persist in the markets
Contributes to maintain or create local employment.
Attracts tourists.

Attracts foreign direct investors.

Creates added value for the region.

Attitude towards the brand | like the brand Sud-dence.
| am in favour of the brand Sud de France.
| appreciate the brand Sud de France.

Overall brand equity | would buy the brand Sud de France rather thathandrand if
products are similar.

If | find a brand equally good as the brand Sudrdnce, | still prefer
buying Sud de France.

Between a product of the brand Sud de France aedaal product, |
prefer to buy the product of Sud de France.

If | have to make a choice between the brand Suérdece and
another brand of the same nature, | take Sud de€ra
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Validation of the measurement scales

The sample of 207 consumers who responded to aueysis composed of about 60% women
and 40% men, of whom 90% originate from the Langadgoussillon.

Table 9: Reliability of the measurement scales

Variable Average Standard deviation Alpha Cronbach
Overall brand equity 3,31 0,91 0,91
Attitude 3,64 0,75 0,88
Image 3,83 0,84 0,84
Perceived quality 3,06 0.78 0,85
Identity 3,53 0,85 0,73
Heritage 3,22 0.87 0,81
Development 3,47 0,72 0,85

Despite the exploratory character of these scalesgcan note a strong reliability confirmed by
the Alpha Cronbach values higher than 0,8. Only vheable ‘identity’ shows a weaker
reliability, but still remains acceptable.

Likewise, the Principal Components Analysis of viaeiable ‘perceived quality’ incorporates two
dimensions: one related to the quality of the pobslwith 37% of the variance and the other
related to the quality of life in the region, wisthso 37% of the variance. The variable ‘overall
brand equity’ loaned from Yoo and Donthu (2001) haen used by many authors and has also

here demonstrated a strong reliability, exactlg like variable ‘attitude’.

As our aim is to evaluate the overall value of trand, we have explored the relationships
between the different variables. These relatiorsshi all significant, which allows to conclude

that each variable contributes to the overall vabfighe brand from the perspective of the
consumers and residents (Table 10).

Table 10: Correlation matrix

Brand loyalty Attitude  Perceived quality Heritage Development Image ldentity
Overall brand equity 1
Attitude 0,691** 1
Perceived quality 0,507** 0,401** 1
Heritage 0,409** 0,338** 0,676** 1
Development 0,472* 0,429** 0,596** 0,616** 1
Image 0,599** 0,545** 0,563** 0,552** 0,619** 1
Identity 0,561** 0,524** 0,500%* 0,410** 0,443* ®18** 1

**significance of 1%
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We can also note that the variables proposed inmmasurement system are significantly and
positively correlated to the dimension ‘overall tilgequity’. Consequently, one can consider that
the proposed measurement model allows approacilifiegetht dimensions of place brand value

in the same way that ‘overall brand equity’ doesthe two stakeholder groups, being crucial for

the success of the place brand: consumers aneénésid

3.6. Discussion: monitoring place brand performances

By examining the most important expected benegtsgpakeholder group, it is possible to frame
a satisfaction profile of the brand and to makeiagmbstic of the perceived value by these
stakeholders. Based on this, the place brand candmitored in order to optimise its value for
the various actors within a territory. Regularlydsthe presented measurement scales contribute
to establish a real prospective scorecard whiclowall monitoring and controlling the

performance of a place brand (Figure 6).

Regional government

Objectives Measures
Local economic Number of
development Jobs, Tourists
Investors
Network Number of

common actions

Enterprises

Residents

Objectives Measures

Objectives

Heritage Number of Awareness  Degree of awareness
protected assets Development agency: Image Perceived image
(nature, culture Strategy & Management Sales Sales volumes
and tradition) Price prem. Revenues

Identity Feeling of Network Number of

belonging / of
proximity

partners, exchanges

Consumers

Objectives

(High) quality, Perception of
taste, health, the quality
well-being

Figure6: A ‘novel’ Balanced Scorecard as monitoring tool thee performance of place brands

This proposition is consistent with the evolutibatthas recently been stated for the utilisation of
the BSC (Trébucq 2011). Indeed, if the BSC wastsnorigin based on the satisfaction of
shareholders, it increasingly integrates a morecathvision sharing values among various

stakeholders. This perspective incorporates eversbence of place brands.
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3.7. Conclusion

Place branding is not yet a fully developed conde@tcademic literature, but is greatly used in
practice by local authorities. There is a discregabhetween on the one hand the need to
legitimise place brands and to know what they céferdor various stakeholders such as
governments, enterprises, residents and consumeds,on the other hand, the absence of an
established way to define and measure their bendfiterefore, we here have stepwise developed

a measurement model and monitoring tool for plaead value.

The model was based on the assumption that plaseddrhave specific characteristics, which
differ from product brands of companies. Place 8saare collective and complex in the sense
that they concern a multitude of stakeholders, petsland services and target groups. They are
in general policy instruments, embedded in a smeabcio-cultural and political context.
Additionally, they are usually oriented towardsdeterm success and sustainable development of
places. Altogether, this has required a holistid amulti-dimensional approach, including the
perspective of different stakeholders.

Via the analysis of th&ud de Francease, we have shown that place brands can offeyuga
benefits for different stakeholders at the samestiApart from their economic value related to
the competitiveness of a place and the economionpesince of local actors, place brands have
the potential to create social and environmentélevéy valorising and protecting the cultural
and natural diversity, creating a common regiodahtity, and enhancing quality of life. Thus,
place brands can contribute to a more sustainatleef, especially from a social point of view,
regarding identity and cohesiveness, respect andtemance of traditional values and know-
how, or healthier living environments.

It is here that place branding breaks with traddiloviews on marketing, providing more than
essential options for improved competitivenesscél@anding allows the inclusion of economic,
social, cultural and environmental values, a tt#orsifrom a single entity or stakeholder to a
community, from a product to various material amdmiaterial assets, from an end-user/-
consumer to a collectivity. It thus changes thegmm of linear ‘chain’ thinking into a ‘complex
system’, and short-term ruptures into long-termatgits. Consequently, one does not deal with
a single optimal outcome, but with a landscape wiherous sub-optimal solutions for all
dimensions (economic, social, cultural, environragnt
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Reflected by the Balanced Scorecard (BSC), theqgseg model may constitute an effective
management, monitoring and controlling tool forgaldorand value. Regularly used, it allows not
only for place brand managers to consider and eedptcorrect the actions of the brand, but
also to take joint decisions with different stakieleos involved, and in accordance with their
expectations. It can serve to regularly organisekslmps with local actors in order to define
collectively the positioning and the strategic aréshe brand, and to assure a common vision,
and finally to reinforce the relations between stalders. Such a participatory, critical and
progressive approach will become even more impowtéth the fusion of the regions in France,
when territories will change and place brands nemdbe adapted to new contexts. The
participation of citizens in territorial strategmecisions would allow them to assure their
contribution to dynamic territorial processes andthe success of place brands. It should be
noted that benchmarking with other regions remaimsessary, even though the complexity of
place brands does not allow direct comparison. Tijgoses additional reflexions, since the

various stakeholders may not have similar backgtdunowledge of other regions.

Our model suffers from certain limits. As Hankind@904) recommends, it needs to include in a
measurement model the dynamic relations createdelet different stakeholder groups. Indeed,
if the diversity of stakeholders contributes torease the brand value, the construction of a
network of relations between the various actoeqisally value-creating. Also, a time dimension
should be considered, as various stakeholdersnaodved differently in the evolution and the
exploitation of place brands: their involvementhailso impact the other stakeholders in follow-
up phases. The notion of brand value in time tthanges: this should be incorporated in the
model. Furthermore, our scales should be validiayeal second survey, according to the methods
proposed by Churchill (1979) for building psychonwescales. In addition, new local rules and
incentives should be tested with regard to the sbimss of the model and the behavioural
changes of the stakeholders (their arguments aodidies may change). However, this would
require an observational study over years, sinaeepbrands have long-term consequences and
impact. Finally, it would be useful to further tebe proposed measurement model with other,

successful place brand cases.
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Chapter 4

Place branding, embeddedness and rural development: Four cases from

Europe

Summary

This article investigates the link between placaniding and embeddedness for endogenous rural
development. It aims to provide insights into hawwvalorise rural assets via place branding
strategies from an endogenous perspective, lintkiisgissue to debates on regional development
and (re-)localised food networks. We analyse anthpaoe four regional branding cases
exploiting local food and tourism, in order to urstand the nature and functioning of place
brands. The analysis is based on in-depth intes/iith various stakeholders and a review of
secondary data. Findings indicate that the follgwplace branding aspects are crucial: the
creation of a distinctive territorial identity, tlagloption of common values and a joint reflection
about brand extensions. All cases show that sultdesgional branding further depends on the
level of embeddedness, i.e. on the ability to skateulocal cooperation, relying on the specific

socio-cultural and institutional context.
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4.1. Introduction: valorising rural assets

Rural areas are facing severe ecological, socidl emonomic vulnerabilities and competition,
embedded in the wider processes of globalisatidobatisation is the dominant force reshaping
rural economies and societies at the start of ffiecBntury, which has a transformative impact
on rural regions (MacDonagh et al. 2015). Globabsaprocesses have reshaped rural localities
worldwide, creating ‘the global countryside’, whichas resulted in entwined ties and
interdependencies between different rural areaxMaagh et al. 2015, Woods 2007, Woods &
Ramsey 2013), a differentiation of rural space @dan 1998, Murdoch et al. 2003), and an
ongoing disconnection between farming practices@ace which can be considered as a process
of ‘territorial dis-embedding’ (Wiskerke 2007, Weske 2009).

Policies for territorial and regional developmentphasise the creation of economic advantage in
response to globalisation (Bristow 2010). Regiostedtegies are littered with the language of
‘winning’, of gaining some form of competitivenesser other regions (Bristow 2009). The
assumption is that regional competitiveness isnggddo survive in the new marketplace being

forged by globalisation and the rise of new infotioratechnologies (Buck et al. 2005).

In this context, rural regions are challenged ttonise their local assets and exploit hitherto
unused resources, which is key to the ‘new rurahgigm’ (OECD 2006). Documents such as
the EU Territorial Agenda 2020 (EU 2011), the OEf@portRegions Matte(OECD 2009) and
the OECD Regional Outlook 20HBuilding Resilient Regionsnirror the increasing attention for
the unique qualities and potential of areas (OEODL).

The valorisation of rural assets is central in gmus rural development (ERD). Endogenous
development can contribute to a re-embedding adrounding’ of rural practices in territories.
This re-grounding takes place at the level wherdoganeity, that is “the degree to which a
regional economy is grounded on regionally avadla@nd regionally controlled) resources”
(Van der Ploeg et al. 2008: 8), can be managedcanttolled. Specific (re-)localised networks
may be part of endogenous rural strategies.

We would argue that rural sociology debates on gedous regional development have not been
firmly linked with those on localised food networ&sd on place branding until now. Ray (1998)
mentioned that culture can become encapsulatednviglritories but also the territorial identity

itself can be promoted internally and externallpwéver, it is not clear is how place branding
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strategies exploiting a territorial identity canlvéked to the valorisation of food and rural asset

in general, in the context of endogenous developtnajectories.

Some scholars have begun to address this quekteret al. (2005) argued that the region can be
marketed ‘to itself’ as a way of creating sociapital, since a stronger sense of shared identity
will foster trust and cooperation. The terms ‘conmityi and ‘territory’ can thus be actively used
in rural development to produce a sense of idenbgssein (2015) suggests that food can be a
driver of ‘strong territorialisation’, which is desbed as a combination of neo-endogenous
development and co-production between society andament. Others have started from the
perspective of cultural economy (Ray 1998), ordfreation of new producer-consumer relations
(llbery & Maye 2007). A strategy of ‘reconnectigoractices to place can include new relations
between urban places and their rural hinterlands] aew producer-consumer interfaces
(Horlings & Marsden 2014).

This article aims to provide more understandingthed valorisation of rural assets via place
branding strategies, leading to rural developmetfare, branding is not defined in a narrow
sense, as merely the promotion of the marketing @lace, but from a broader endogenous
perspective. We refer to Pederson (2004), who densiplace branding as constructing territorial
ideas, signs and practices and devising new wayg lfacal society to identify itself.

The central question, then, is how can such stegdge embedded in territorial capital? The
notion of territory is not unproblematic. Territorin English literature, in general refers to
territorial settlements and administrative or ohgationally bounded areas. However, not all
scholars automatically imply the existence of fixatl stable boundaries. Raffestin and Butler
(2012) stress its ‘relational’ dimension. Here vi@berate the French definition of territory as a
delimited area which results from a social congtoncof private and public actors who search

for solving a common problem while sharing a comnuamtity (Pecqueur 2001).

In our approach, we compare four European casesgidnal branding, in order to understand

the nature and functioning of regional brands, nalgse their link to embeddedness, and to
review their territorial development outcomes. Wghhght generic aspects and specificities of
the four marketing strategies, considering pre-t@rds, brand management, collective

strategies, cooperation forms and kinds of develypmutcomes. All these criteria are analysed
according to the theory of embeddedness and placeling aspects. The article is structured as
followed. First, we will position our article in ¢hrural sociology debate on endogenous rural
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development, linking this with the literature oroddlised) practices. Then we will draw a
literature review on place branding and outline theoretical framework on embeddedness,
describe the methodology used, and finally presemtresults in terms of a comparison and
analysis of the link between regional brands, erdbddess and rural endogenous development.

This allows us to come up with some managerial@oldy recommendations.

4.2. Endogenous development and place branding

Policies aimed at valorising rural assets potdgtiehallenge the conventional agro-industrial
dynamic in rural areas, linked to global markets] &arge corporations. A rich variety of case
studies has explored empirical manifestations afhsetrategies in various and sometimes
interconnected activities, such as alternative faostworks, landscape management, the
conservation of new nature values and agrotourBe Roest & Menghi 2000, Marsden et al.
2000, O’Connor et al. 2006, Renting et al. 2003; dar Ploeg et al. 2002).

The valorisation of rural assets is central in adagenous rural development (ERD). As applied
in rural sociology, ERD is not synonymous with aatiurse of competitiveness, but is considered
as development ‘from within’, increasing the autmryoand self-efficacy of rural areas. It is a
“multi-level, multi-actor and multi-faceted procég¥an der Ploeg et al. 2000: 39). On the basis
of empirical work, researchers have engaged in eordtical project to delineate the
characteristics of endogenous development (seeddar8003, 2006, Marsden & Sonnino 2005,
2008, Van der Ploeg et al. 2002, Van Der Ploeg &tRRg 2000, Van der Ploeg et al. 2000). The
emphasis in most sociological approaches to ERID isnderstanding the (natural, human and
cultural) characteristics of a place that makesp#cial and/or distinctive (different from other
regions), and how these may become the focus tdisable economic activity (Vanclay 2011).
Endogenous development is based on local resowroatpol and a redistribution of economic
gains (Oostindie et al. 2008). The focus is oncaieatation of activities within the local territor

to maximise the retention of benefits by valorisengd exploiting local resources, and on the

needs, capacities and perspectives of local pe¢pkssein 2015).

Endogenous development does not imply that exteonagjlobal factors are not important
influential factors; rather, these external factare transformed into a self-constructed model,
creating autonomous capacity (Oostindie et al. ROB&tra-local factors are recognised and

regarded as essential, while retaining the bati¢he potential of local areas to shape their &itur
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(Ray 2006). The term neo-endogenous developmenbdes introduced to emphasise the art of
balancing exogenous (global) forces and exterrsduees and endogenous resources and local
control — thus reducing the vulnerability and exaeability of rural areas (Ray 2006). (Neo-)
endogenous development implies a co-production dmtwhumans and their environment,
expressed in practices (van der Ploeg & Marsde®)2@Mhd refers to the interaction of the social

and the natural, society and environment, or mahligimg nature.

Varied regional strategies of re-embedding can biressed. While some rural areas develop
regional strategies (re-)embedded in contexts ates@nd place (Horlings & Marsden 2010 and
2014, Marsden & Sonnino 2008, Milone & Ventura 20Rdep et al. 2015, Wellbrock et al.
2012), others are engaging in a process of ‘tei@it@ompetition’ by using the identity of the
region to position themselves (Messely et al. 2000keem to lose their regional identity in the
globalising economy (Simon et al. 2010). The ider#ttion of rural resources (including the
physical and social spheres of production) can tabined with new types of marketing
strategies that result in externally derived add&de to these regionally (re)produced resources
(Horlings & Marsden 2014).

An established literature exists on alternative aedocalised food-products (Tregear et al.
2007). Early research on Alternative Food NetwdikBNs) has widely relied on notions of
‘quality’, ‘trust’ and ‘place’ to characterise thphenomenon as a turn towards the re-localisation
and re-socialisation of food (MoraguEaus & Sonnino 2012). Debates on re-localised food
debates refer to topics such as food-of-origin €e et al. 2007), rural social movements on
food sovereignty (Patel 2009, Wittman 2009), urfieod policies and planning (Morgan 2009),
alternative and civic food networks (Renting et26103) or to the pitfalls of defensive politics of
localism (Winter 2003).

In this context, place branding strategies havenlsveloped to link regional identity, rural

assets and various practices in food and tourismuber of European regions have developed
a branding strategy based on territorial capitatligiinguish themselves from others based on
their unique qualities, cultural storylines and image they communicate. Thus regions become
more dependent of their ‘cultural load’ and of #emse of belonging they are able to create, not
only among visitors, but also among entreprendukgstors and inhabitants (Horlings 2012).

Such branding strategies are increasingly partiefregional public agenda (Pasquinelli 2010,
Pedersen 2004). Anholt (2004: 5) stated: “Placedirey has the potential to become far more
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than an academic curiosity at the fringes of mamgetlts application to the development and
competitiveness ofities, regions and states will have enormous anddaching impacts in the

years to come.” Place branding assumes that thertyities for rural development depend on
the extent to which regions can exploit their assetcreate a distinctive identity and can add

economic, social-cultural and ecological valuelaxes.

The valorisation and commercialisation of typicagional food products as part of such
strategies may be advantageous for local farmadssarall and medium enterprises (SMES) to
develop niche strategies within a highly compegitiglobal market (Stanton 2000). In addition,
the assumption is that regional branding is use®itdorce the embeddedness of local actors, to

create and exploit strong networks and finallydbustly stimulate the development of territories.

4.3. Place branding

The following definitions illustrate the variety iefinitions of place branding. Anholt (2004)
describes place branding as ‘the practice of apglyirand strategy and other techniques and
disciplines — some deriving from commercial praet@nd others newly developed — to the
economic, social, political and cultural developtheh places, emphasizing the tools used in the
process. Ashworth, on the other hand, has defitewk foranding as “the idea of discovering or
creating some uniqueness which differentiates olaeepfrom others in order to gain a

competitive brand value”, thereby having a morestanttive focus (Ashworth 2009: 10).

In this article, we analyse regional branding sigas which concentrate on local food products
and tourism (Boyne et al. 2003, Cohen & Avieli 2))04 practice which has gained a lot of
prominence by governmental policy-makers in the fas years. From reviewing publications
from agribusiness literature, it appears that léocad products have largely been researched from
a consumer perspective (Gracia et al. 2012, Hamfi&l 2005, Loureiro & McCluskey 2000,
Orth & Firbasova 2003, Roosen et al. 2003, Sait®afto 2013, Scarpa et al. 2005, Skaggs et al.
1996), but much less by considering various stakiene (Wirthgen 2005) or from a strategic
management point of view. An exception is presebtetianf and Kihl (2005) for the branding

strategy of the retail.

A regional branding strategy is used to valorisecffft local assets. These assets can be tangible

(natural, agro-climatic or cultural, patrimonial soairces), intangible (skills, know-how,
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traditional recipes, lifestyle) or temporal (histad, e.g. family tradition linked to generations)
(Rastoin 2012). Place branding is based on a comumderstanding of places in terms of the
most important attribute(s), so-called ‘culturalrkeas’. The range of markers includes a wide
variety of issues, including food, languages arnaledts, crafts, folklore, visual arts, drama,
literary references, historical and prehistoriesitandscapes and associated flora and fauna. The
invention of a shared regional identity may be jasteffective as reassertion of a ‘genuine’
cultural heritage (Ray 1998). Ideally, place brawgdstrategies mutually strengthen endogenous
knowledge and the local territory (Ray 1998), take account the historical trajectories of social
relations in places as well as the contemporargtiozls which are continuously formed
(Kneafsey 2000), and cope with how place is appatgnt, articulated and represented by the
webs of agents involved in production, circulatioansumption and regulation (Pike 2011). This
requires a multi-stakeholder process aimed to dg@veh ‘inner brand’ (identity) or connective
storyline, developed in collaboration with local ogps/stakeholders, which should be
distinguished from the ‘external’ brand (image)e tmarketing to (and perception by) outside

target (consumer) groups (Horlings 2012).

Place branding has been applied to cities, regionsations (Anholt 2006); it may concern one
sector (e.g. food, or even a single chain like wi@barters et al. 2011), several (e.g. tourism,
food, investment) or integrate more or all assét @elimited territory (see also Dinnie 2004 for
an overview). Here we focus on place branding, Wwhg built on the values of a regional
territory, its name and (historical) reputation etwable the promotion and sales of local products
and services through joint marketing and qualitynageement, building customer trust. Its main
instrument is a collective umbrella brand, whichame using the same brand name, identity and
logo for several product or service categories.hWegard to the food sector, the approach
incorporates the French concepttefroir, which links local actors, typical characteristiofs
agricultural products (quality, taste) and physasdets of a territory like geography, geology and
climate (Bérard & Marchenay 2004, Casabianca €tGl5).

A challenge of place branding is the creation ofteong common brand identity, which

incorporates the core values of the labelled tagritand fits into different sectors as well as
different product and service categories (KotleiG&rtner 2002). Other challenges are how to
find an appropriate marketing mix (Braun & Zenk&iQ), to keep a coherence of quality within

the portfolio of products and services to avoid dgmg the brand image (lversen & Hem 2008,
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Wernerfelt 1988), and to create a strong governasicecture, such as a public-private
partnership (Rainisto 2003), and finally how to hwstrate the cooperation between different
actors (Therkelsen & Halkier 2004).

In the cases of regional branding presented in dHhisle, we take into account how regional
brands face these challenges. As place brandiogsid on territory-related identities and values,
as well as on specific governance and multi-stakksnaooperation models, we establish a link

to the socio-economic concept of embeddedness.

4.4. Branding and embeddedness

There are different meanings of embeddedness, ftinerat has been characterised as a
“confusingly polyvalent concept” (Jessop 2001: 228)the original sense developed by Polanyi
and Maciver (1957), embeddedness describes theoegoas related to a social, cultural and
institutional context (societal embeddedness). dldors emphasise the historical pathways of
economic actors and give embedding an evolutionbayacter. While Polanyi and Maciver do
not connect the concept directly to social netwpaksubsequent seminal work on embeddedness
by Granovetter (1985) describes relations betweeéividuals or firms as embedded in actual
social networks (structural embeddedness) (Gratevei985). Both ideas of Polanyi and
Granovetter disapprove neoclassical economic thsughkhich under-socialise economic
behaviour and postulate a dominance of pure méoket¢s. A third dimension of embeddedness,
which emerged in line with the new regionalism frdm beginning of the 1990s, is linked to a
geographical or spatial aspect, considering thergxdf an economic actor's anchorage in a

particular place (territorial embeddedness) (H&EEI2

It is interesting to note that the concept of terral anchorage is also very common in French
literature on regional and/or agricultural econanilt is represented either in the concept of
terroir for origin-related food products (Casabianca e2@05) or in theéconomie de proximité
which explains the coordination and innovation nastdm of localised production systems
(Gilly & Torre 2000, Pecqueur & Zimmermann 2004 |[&a& Torre 2004). Rallet and Torre
(2004) link geographical with organisational prokym i.e. territorial and structural
embeddedness. They argue that geographical prgxuauit indeed facilitate interactions between

actors, but intrinsically it is not able to creat®rdinative action.
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Figure 7, below, is an adapted version of the Bgudeveloped by Hess (2004). It illustrates the
three dimensions of embeddedness and serves agiclairamework to investigate possible

links between embeddedness and regional branding.

Polanyi’s New Economic
Great Transformation Sociology

Organization and
Business Studies
\
‘History ‘ of actors and Societal Structural Composition and
Economic Systems embeddedness embeddedness Structure of Networks
“Regional
umbrella
/ ran \
Business Systems Territorial Economic Geography,
v embeddedness New Regionalism

Territorial Configuration
and Condition of Networks

Figure 7: Regional brand linked to embeddedness
Sour ce: Hess (2004), adapted by authors

Analysing regional umbrella brands with regardtie theory of embeddedness seems adequate
for several reasons. Bowen (2010) has already shaerrelations between Gls and embedding.
However, she highlights the chain aspect of thevold, not the regional network. We would
argue here that place branding is necessarily dintedifferent societal aspects, such as historical
(cultural heritage), social (collective action) |taual (traditional know-how, origin-linked food
products) and political (public policy and goveroan Second, place branding is based on
interactions between different chains (farmerscessors, retailers, consumers) and non-chain
actors (governmental institutions, intermediary amigations). It shows the vertical and
horizontal interrelations in a local business systencluding cooperation and competitiozo{
opetition), while stimulating the stepwise development dbeal network (Halinen & Térnroos
1998, Uzzi 1996). In this context, the questioncawning the role of the state is also important,

as it may influence the formal and informal inditnal environment in which firms operate
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(Helmsing & Vellema 2012). Third, place brandingakhows the ‘dialectical tension between
embedding and dis-embedding forces’ (Sonnino 20i08.) activating local resources for going
global. In our view, analysing a series of regiohednds and their diverse territorial contexts
allows one to demonstrate how collective strategiesl cooperation processes, including

marketing and sales activities, are connecteddal las well as trans-local consumer markets.

The analysis of the following cases is based aerta which either are related to the concept of
embeddedness (pre-conditions, socio-economictutistial and territorial context, governance
structure, funding), to place branding issues (@hjes and strategy, brand identity and
extension, distribution, product quality, impacty t both research fields (cooperation,

investment).

4.5. Methodology

In the past few years, more and more place bransliregegies have been developed all over
Europe. We selected four cases, two from FraBcel de FrancendProduit en Bretagng one
from Ireland A taste of Corkand one from Germany¢ht Schwarzwald The first reason for
this choice was that France has a long traditioml @n lot of experience with the
commercialisation offerroir products. The INAOI(stitut National de I'Origine et de la Qualijté

is the oldest institute for legal food protectionkurope. France has the highest sales value of
products with Gls, and French retailers such age®amr and Leclerc have, for more than a
decade, promoted their own brands for local foazthsasReflets de FrancandNos régions ont

du talent The second reason was that the cases from Beetaigth Ireland, being two of the
oldest regional initiatives in Europe and alreadyai mature phase, were considered as good
references.Sud de Franceand Echt Schwarzwaldare more recent and have not yet been

researched; however, they already revealed nevablgunformation.
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The methodology used was qualitative in naturectviillows describing and interpreting new or
under-researched issues, theory development amy gmaluation and advice (Bitsch 2005). On
the one hand, we performed twelve semi-structuredepth interviews with public and private
key stakeholders between November 2012 and Audlis} Bor the more recent place branding
cases (eight interviews f@ud de Francend four forEcht Schwarzwald for the two older
cases we did not conduct our own interviews, ayg tteve already well been researched, and
there were also limitations in budget and time. &{plored the origin and management of the
brands, related problems, and the perceived valdedaby the brands for the territory and its
stakeholders, including network effects. Data wammarised and interpreted according to
matching themes (content analysis; Berg 2009)dtiten, we collected various secondary data
in order to trace the branding processes and thsiory, such as policy documents, press and
academic articles, as well as data from interneissiProcess tracing in social science allows
studying decision-making and causal mechanism ak age revealing information about

evolutions (Beach & Pedersen 2013).

The purpose of the comparative case analysis wakevelop a deeper understanding of the
nature and functioning of regional brands, of hawblf-private interactions around them are
formed and evolve; to explore whether and howttaral and societal embeddedness generate
novel partnerships and synergies (structural emhgyldand how regional brands can impact

rural development.

In order to highlight specific characteristics asfallenges for regional brands, and to consider
the context in which territorial marketing takesagh, we used literature both from place
branding and embeddedness. Neither a pure marksting pure network or sociologic approach
was sufficient for analysis. In territorial markegi the borders of disciplines disappear, requiring
a multi-disciplinary approach, from, for exampleci®logy, history, national identity, and
politics (Dinnie 2003), to which we can add inneeatand (rural) agribusiness management and

even food science and technology related to quasisgssment and food safety.
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4.6. Four cases of regional branding from Europe

In this chapter, we present the four different fpa@an cases of regional branding. We follow a

chronologic order, starting with the oldest brand.

4.6.1. Produit en Bretagne (PeB)

Produit en Bretagnés one of the oldest regional brands for food imdpe. It has evolved from a
difficult economic context. In 1993-1994, Brittary situated in the North-West of France —
suffered from a heavy crisis concerning one ofnitsst important sectors, fishery. This went
together with the general tendencies of de-inceigtation and de-localisation, giving the
habitants a feeling of being marginali€€dAs a consequence of this socio-economic context,
four entrepreneurs from the Finistere departmerk tbe initiative to develop a regional brand in
order to keep and create local employment, to enabklbple living in this territory and to
contribute to the regional economic developmenhgketerritorial embeddedness, as discussed
later). The collective strategy was from the bemignbased on such ethical principles as
solidarity and sustainability, inviting consumers luy responsible, to buy ‘Breton’. Such a
purchasing incentive was possible as regional ityemind solidarity are strongly rooted in
Brittany’s culture, due to the specific history dhe region (societal and territorial
embeddedness). In the 2010 reddEtat Social de la Francerealised by thé@bservatoire du
Dialogue et de L’intelligence Socia{®DIS online document 2010), Brittany was rankasgthe

second French region regarding social ties linkegconomic performance.

The brand PeB soon became institutionalised viassociation with the same name, which
started with thirteen food enterprises but now 88 members from many different business
activities (44% from the agri-food sector, but alsatels, restaurants, financial and logistics
services, cultural and creative sectors*.)he association constitutes the largest economic
network in the region and is still growing. Togetigth the regional chamber of commerce and
industry ,and the higher school of commeBtetagne Brestit also successfully created, in 2006,
a business incubatomcubateur Produit en Bretagn@Merieau 2011), which stimulates and
supports innovative projects and the creation of lozal enterprises (structural embeddedness).

It is particularly interesting that the PeB netwarks the first one to be set up in France by

23 www.produitenbretagne.bzh
4 Press release of the Produit en Bretagne Assoidittp://www.lemoci.com/media/produit-en-bretagne
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enterprises, not from a public or governmental .sid@wever, the geographical extension from
Finistere to other departments within the regios beeated tensions between brand members,
who see their differential advantage threateneti at increasing number of (competing) brand

members (Stervinou 2006).

In 2013, about 3,900 different products carry thgol PeB*®> While these were, in the beginning,
mainly food products, the brand has over time lm@anded to other product categories (such as
typical regional textiles, crafts, books or dists.)eand various services. If enterprises want to
sell products under the brand name, they must beb®es of the association, respect its values
and ethics, and pay an annual contribution feeyHne evaluated via audits by an independent
agencyBureau VeritasFurthermore, each product is separately checkétdregard to its origin
and quality before it can be labelled. Concerninggridhution, there is a strong interrelation
between the association and the regional as wetlatienal retail groups, but also alternative
channels are used as bars or restaurants, spetititjies, e-commerce, and also collective

restaurants are foreseen.

The outcomes of the brand have been differentlyloegd. Foutrel (2012) asked different
involved key stakeholder groups about their meamhthe brand and came to the conclusion
that the brand dimensions are going much furthan #nsimple ‘made-in’ effect, but are centred
on employment and solidarity. In 2010, a consuntedys was done by TMO, whose results
showed that 97% of the consumers within the regioth 49% in lle-de-France (Paris) know the
brand and that they identify it with its values aimnmitment for quality, regional employment,
economic development, as well as environmentale@$p Moreover, the regional cooperation
and network efficiency is considered as a key sseoé the brand. The capacity to cooperate is
in general regarded as the main reason for a highdependency of Bretagne, compared to other
French regions: “Brittany is far less dependentfforeign countries than other French regions,

and this strong autonomy results from an importemisity of its regional group$®.

% Baldos (2013), online article ira Croix

26 Cf. www.produitenbretagne.bzh/les-chiffres-cled press release: http://www.lemoci.com/media/prodni
bretagne

2" www.insee.fr/fr/regions/bretagne; translated kg duthors
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4.6.2. A taste of West Cork (ToW(C)

The Irish case of regional branding has been doaotedein detail (O’'Reilly 2001, Woods &
Deeganm 2004, Crowley 2004, Dempsey & O'Reilly 20@8ssely et al. 2010). In 1994, West
Cork, a rural agricultural region in the South-Westreland, made a bid for financial support
from the European LEADER II programme with a pegitoutcome. Accordingly, the West Cork
Leader Co-operative (WCLC) analysed regional stiehgnd weaknesses (LEADER European
Observatory, 1999). It became clear that the arethe one hand had valuable assets such as
beautiful and diverse landscapes, friendly hospgtakople and food specialties, but on the other
hand, there were no cooperative marketing initetiand only a fragmented services sector
(territorial embeddednes®).

Therefore, the WCLC decided to promote the regiprieating a strong umbrella brand for high
quality local food products and tourism servicebe Tmain objectives of this strategy were to
develop a branded identity and to stimulate callectaction by bringing together key
stakeholders into a single organisational structdiee Fuchsia Brands Ltdwas set up,
incorporating the WCLC, West Cork Tourism, Cork/KefTourism and West Cork Food
Producers Association (WCFPA). This organisatiors wesponsible for the brand management
and provided infrastructure to network activitidsvarious public agencies and private firfis.

Operations of the WCLC were later been taken oy&/bst Cork Development Partnersfiip

In 1998, the brand was launched commercially fadf@roducts A taste of West Coykand
tourism servicesWest Cork, a place apagrtand was later extended to crafts. The logo esithe
typical fuchsia flower, which has a strong asseamtvith the region and is easily recognisable.
Promotion is done via trade fairs, tourism brockuraedia, the publication of a guide showing
the best and most typical West Cork products, anestasting, etc. The brand is based on high
quality and safety, guaranteed through internatipmacognisedHazard Analysis and Critical
Control Pointsnorms, and reinforced biyuchsia Brands Ltdtraining programmes for product
quality, customer care, marketing, food hygiene saigéty. Since 2003, a special Fuchsia Retail
Affiliate Scheme has been developed, which inclualdisting of Fuchsia branded products in

qualified, labelled regional retail stores.

8 _LEADER European Observatory (online document 1999)
29 www.westcorkaplaceapart.com
30 www.wedp.ie
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The West Cork Fuchsia brand has produced a nunfilparsdive effects on regional development
(Dempsey & O’Reilly 2008, Ryan et al. 2004, onlesh@cuments). The results are considered to
be related to the European Leader+ programme tiedtiny the West Cork Leader Co-operative.
Among these effects, perceived brand member benefié increased knowledge (through
information and training), a high consumer awarerasd positive image of the place, a better
market access and stronger cooperation. In additiom impact study confirms the brand’s
contribution to the regional economy in terms délalirect value creation, employment rate and
multiplier effects on jobs and expenditure withie region. Furthermore, the brand has created a
strong territory-based network with inter-sect@hergies between the food and tourism sector,
such as multifunctional agriculture (structural edttedness). In his case study, O'Reilly (2001)
also shows that the institutional support and caltenvironment have been key factors for the
emergence and identity of the network, as theyigeoa basis for solidary economic behaviour

among enterprises (societal embeddedness).

4.6.3. Sud de France (SdF)

The region Languedoc-Roussillon is situated inSbath of France and bordered by the Pyrenees
Mountains and the Mediterranean Sea; its capitdflamtpellier. Geography and culture are
deeply contrasting due to different historical orgy the economy is still at the bottom of all
French metropolitan regions, with a high percentafgenemployment (13,5% in 2013). Tourism
and agriculture are economic key sectors — Langu&stussillon is the world’'s largest wine
producing region. Compared to Provence or Cote af Athe region has remained for a long time
relatively unknown, despite its beautiful landsegp=ultural heritage (such as the Pont du Gard

or the city of Carcassonne), and hundreds of kitoeseof coast with sandy beaches.

The brandSud de Francewas launched in 2006 by the former president of rbgional

government, Georges Fréche (2004-2010), who stimv®ing the region out of its seclusion,
activating resources for internationalisation anteating a common identity (societal
embeddedness). He initiated the brand together avittew institution for wine professionals,
Inter Sud de Francaegrouping for the first time all different winakers of the area (structural
embeddedness). Even though SdF was firstly intetddae a common export label for wine
producers, which were in crisis due to a worldwidlereasing competition, it was extended to

other food companies and tourism service proviae2908.
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The marketing strategy has, since its beginningd,ahatrong focus on promotion, with enormous
advertisement campaigns financed by the regionamment — a fact which has been critically
regarded. The promoted image is building upon tdaes of the Mediterranean art of living, as
expression of a convivial lifestyle, with authentitversified, healthy food and wine. Using the
brand is free of charge and entrance criteria afmed in a catalogue of specifications, which
until now has not been subject to strict auditgeAproblems concerning food provenance and
quality — leading to dissatisfaction among branamiers — product specifications were redefined
in 2014 and external quality controls were intraetli¢interview with a responsible for the agri-
food sector ofSud de France Developmewoin 14 June 2013). Since then, the number of brand
members and labelled products from the agrifoodtosetias considerably decreased
(approximately by half). In 2015, Sud de Francented 4,163 registered agricultural and food
products from 1,332 member enterprises and 1,106lléx quality tourism providers. The
brand related activities are coordinatedSud de France Developmemthich defines collective
strategies for distribution, export and businesgetgmment. This organisation is financed by the
regional government and supported by other publgtitutions. It plays a strategic role as
interface between producers and buyers, principtily big retail groups. In addition, it
cooperates with the internatioridhisons de la Région Languedoc-Roussillbhey are situated

in Shanghai, London, Casablanca and New York, anel gpmmercial and logistic support to

exporting enterprises in key markets (embedding-ethbedding).

Regarding the impact of SdF on the developmenhefrégion (Donner et al. 2014), a series of
in-depth interviews with various public and privatakeholders have revealed two major brand
values: an economic one for enterprises, as a concation and commercialisation tool, and an
institutional one that gives value to the regionaasvhole, by increasing its awareness and
creating a common identity. This includes an extan®f the brand to other sectors, such as
logistics, research, sport and culture (interviewhva member of the regional council, on 7
February 2013). An indicator for the attractivenetthe brand was also the constantly growing
number of brand members. However, this increasem@s probably also due to the fact that
access to public support was only possible if oeeolmes a brand adherent. There is not yet a
formal network among brand adherents: exchangesather informal and take place during

common sales and promotional activities (structerabeddedness).

31 Press release 2015: http://www.sud-de-france.cpreomtent/uploads/2015/06/DP-sud-de-france_ DOSSIEHR.
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4.6.4. Echt Schwarzwald (ES)

The brandEcht Schwarzwald was initiated in 2006 by theaturpark Schwarzwald Mitte/Nord
which is situated in the South-West of Germany dmiiongs to the Bundesland Baden-
Wiirttemberg. Covering an area of 3,750°kthis natural park is the largest one in Germaimg
typical Black Forest (Schwarzwald) landscape iediified, with deep valleys, rivers, grassland
and pastures with animals, and dark mixed foresh whe typical white fir. A key feature,
furthermore, is the alternation between natural enitivated landscape. However, the use of
agricultural grazing areas has decreased in a skatsthe image of traditional cultural landscape
is threatened. This is due to difficult cultivatieconditions (e.g. steep hill farming) combined
with low incomes for farmers, who are searching fither job opportunities (territorial
embeddedness).

In the light of a growing demand among farmers floestation of unprofitable grassland, the
Natural Park, together with the central Ortenau momity, started to think about developing a
collective strategy to preserve the traditionaldrape. The idea was to develop a marketing
concept for high quality beef products. This nidtietegy should create added value (via price
premium) for local farmers to keep grassland fagnattractive and profitable (Koch online
document 2008). In 2007, the associatlecht Schwarzwald e.Mvas founded as a steering
organisation, coordinating both production and camalisation. This association now has
about 100 members, principally farmers, but alshrrs, restaurants, local communities and the
two natural parks Schwarzwald Mitte/Nord and Sudsstiwald. With the support of the
consulting firmEcozept the brand was launched in 2008 and was rapidtgnebed to other
typical local food products. Only extensive coopieraand a public-private partnership made it
possible to create and expand the regional markegtioject. On the other hand, communication
between the different partners was difficult, besauof strong discrepancies between
consultancy, administrative and an entrepreneguélre and way of thinking (interview with
the project coordinator oEcozepton 7 August 2013). Another problem was that brand
management and financing had to be assigned frenpdiblic to the private sector after four
years (societal embeddedness). This is why at pregke brand activities are handled by a single

chief executive oEcht Schwarzwald e.Mwhich is not without its financial and manageriaks.

32 \www.echt-schwarzwald.de
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The basket of goods currently comprises mainly keef beef products, lamb, typical fruit
schnapps and liquor, honey, milk and finally alsorkp products, such as the famous
Schwarzwalder SchinkgProtected Geographical Indication since 2010¥ Btand is related to

local tourism in the natural parks, but the promotis done with a different logo. ES stands for
healthy, qualitative and authentic food, guarantixedugh high quality requirements and audits
for producers. The commercialisation is effectedshgrt distribution channels, preferring local

sales at farms, farmer markets, butchers or resmtésirbut also by an online shop.

The economic impact of the brand for farmers’ inesns significant, with on average a 10-12%
price premium (interview with the chief executiveEcht Schwarzwald e.wn 5 August 2013)

and a 50% sales increase from 2009 to Z8However, one interviewee criticised the fact that
the brand does not yet clearly show its ecologiadlie (interview with a restaurant owner on 5
August 2013). Furthermore, cooperation among bgarticipants is considered to be important
and exists (interview with the chief executive),t man be attributed to normal business

exchanges rather than directly to the brand: siratembeddedness).

4.7. Comparison and analysis of the cases

We first compare the cases with regard to placenxding aspects, then discuss the results
according to the three dimensions of embeddedaaskfinally review the kind of outcomes on

rural development.

The objectives of the four cases are somewhat aimilranding aims at supporting regional
economic actors (employment, competitiveness, irs)nand local sustainable development
(common identity, quality of life, preservationa@iltural and natural heritage). All cases follow a
niche strategy, based on specific cultural and/oalitative differentiation and exploiting
territorial assets, as landscapdsyroir products, or people’s tradition and know-how.
Consequently, the brand identities are stronglyewan territories and their values, highlighting
geographic origins and characteristics. In the @ds®dF it is notable that this origin does not
correspond to the political, administrative termtloé area, Languedoc-Roussillon, but rather
profits from positive connotations related to Fierfood and the South, in general associated

with Cote d’Azur and Provence.

% Kuhnert (2011, online document): http://www.schaveaelder-bote.de/inhalt.freudenstadt-regionalmarke-
verdoppelt-ihren-umsatz.abObc9e3-3dab-432f-982@3Wab5b64. html
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In all cases, brand extensions have been perfotmedver other products from the territory.
They do not appear to be negative for brand imaf#wy are in congruence with existing brand
values and included transparently. However, in tases, an influx of new brand members has
been considered as a threat by existing particgpdrgcause of either inconsistency in product

quality (SdF) or increased level of internal contpet (PeB).

Distribution channels are mainly operating at loéavel, which may correspond to the
predominant consumer’s idea of traditional locaiddinked to short distribution channels. An
exception is SdF, which required a global strateggrder to find new markets for its abundant
wine production. Since 2011, Brittany has alsotsthto export selected products under the sub-

brandBretagne Excellence

By comparing the cases, we observe that regioralding is, in the first instance, an issue of
marketing. The development of a strong brand itierind related values are essential, which
incorporate a territorial unique selling propositioHere, a future challenge will be to

differentiate and highlight the uniqueness of acplamong an increasing number of competing
place brands. In France for example, nearly eaglomealready has developed its own brand.
Furthermore, a well-balanced choice of products semices is essential, with possible brand
extensions already in mind, whereby originality @otherence of quality are imperative in order

to avoid damage to the brand’s image.

The question about the role of embeddedness wasdetl to provide evidence as to how far

place brands can be linked to the three dimensibttss concept.

First, regardingsocietal embeddedness, each case has its origin in a specific sociodcalf
natural, institutional or economic context. Alltiatives started as reactions to a concrete threat
and not an opportunity — at either an economics(lalscompetitiveness, sales decreases due to
globalisation: PdB SdF), social (marginalisation, rural depopulatibnain drain: ToWwC), or
natural (loss of cultural landscape: ES) level.tlimee cases, brands were initiated by the
institutional side, as a top-down strategy involyaifferent public and private stakeholders. This
kind of public developing aid is illustrative fooWC and SdF; the first was financed by the EU
Leader+ programme and the second was created bgad politician using public subsidies.
However, PeB was developed bottom-up and is unygqgeWerned by private entrepreneurs,
leading to a strong network. This was feasible witthe specific socio-cultural conditions of

Brittany, i.e. a territory with a strong regiondlentity and solidarity among residents. ES is a
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particular case, as the brand was in its infangypstted by public institutions, but after a

relatively short while, the responsibility has bémmded over to the private sector.

Territorial embeddedness has been defined as the anchorage of economicsanta particular
place. An illustrative example is the creation andnagement of PeB by local entrepreneurs
intended to support their own territory. In a samilvay, the founding father of SdF, Georges
Fréche, has for a long time advocated his regi@hitsrcapital, being a political actor with strong
economic interests. Furthermore, the spatial aspdctembeddedness becomes evident
considering specific territorial determinants fbe tbrands. By this we mean e.g. the traditional
landscape in the Black Forest, the ‘friendly cheeanof people in Cork’, the Mediterranean
atmosphere in the Languedoc-Roussillon and thengttastorical independency features of
Brittany, which constituted the building blocks tmands.

The third analytical dimension wat uctural embeddedness, considering the cooperation and
network aspects, a kind of emerging outcome pretégderritorial and societal embedding. All
cases have shown a need for a leading organisasrorchestrator to ensure various
stakeholders’ involvemenEght Schwarzwald e.V., Association PeB, Fuchsian@sa_td., SdF
Development)The cooperation forms are horizontal and trans\etisay all include chain and
non-chain actors, mainly within regional businegstems. In all cases, branding results at least
in some common activities such as seminars, wogshwade fairs, platforms, as well as in
business agreements between producers and distsbuthus, creating durable partnerships
between various stakeholders is a key elementgidmal branding, but its strength is a question
of time. In the older cases, ToOWC and PeB, a reginatwork has already become more deeply
rooted than in the case of ES and SdF.

The analysis of four empirical cases confirms outidl assumption that place brands are linked
to the three dimensions of embeddedness. They slesw that transitions from one of the
dimensions to another can be fluent and even iepenaldent, thus revealing a kind of blending or
continuity pattern. For example, structural embelhéss in two of the cases has been influenced
by the societal and/or territorial context (PeBW®). SdF, however, partly building on extra-
territorial partnerships, gives an example of ditedding forces and a dynamic playing field
within a territorial marketing strategy. Altogethethe concept of embeddedness plays a
significant role for the governance, financing aedperation measures of regional brands. They

are all influenced by the level of embeddedness,abithe same time can also stimulate it.
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Therefore, we characterise the relation as recgird@ble 11 shows an overview of the brands

with regard to embeddedness.

Table 11: Overview of the regional brands with regard tdeddedness

Produit en Bretagne A Taste of West Cork Sud de France Echt Schwarzwald
(<1993) (< 1998) (< 2006) (< 2008)
Origin Crisis of fish sector, Bid for LEADER 1 Crisis of the wine sector, due| Need for protection of
(territorial, de-industrialisation. funding. to worldwide competition. cultural landscape.
societal .
embeddednes Private initiative. Public initiative. Public initiative. Public initiative.
Funding 85% private funding by | EU LEADER Il funding 100% public funding by the In the beginning
(societal members’ contributions, | 50%; remainder invested | Languedoc-Roussillon supported by local
embeddednes 15% public subsidies. by the private sector. From government. communities, currently
2006, transition to a fee- financed by participants.
paying scheme.
Brand Traditional gastronomy, | Clean, unspoiled Mediterranean and convivial | True (echt) = authenticity
identity & local know-how. environment, friendly lifestyle, What is outside
values Values are based on people, and diversity of the authentic, tasty and diversified(packaging, logo) should
(territorial ethics, solidarity and heritage, culture and food and wine. be inside. 100% regional,
embeddedne}s strong historical ties. landscape. quality and taste.
Cooper ation Largest economic Strategic cooperation Policy aim to develop a No formal network until
(structural network of the region. between tourism and food| sustainable network. now.
embeddedne}s ) )
& effects Consumer studies show | Better access to markets. | Growing number of Interest from other
high brand awareness. | Improved use of natural | participants. countries to learn from
resources. Increased sales. this initiative.
Increased local Better access to export 50% sales increase from
employment. markets. 2009 to 2010.

Sour ce: authors

Finally, reviewing the various outcomes of the lisron rural development, we state that

different methods and indicators have been apgbedneasurement, thus preventing a direct

comparative assessment. On the one hand, quamitstiidies have shown the level of brand

awareness and perception among consumers (PeB, JJoW¢eased sales figures (SdF, ES), the

employment rate (ToWC), or the added value in fom@nterms as price premium (ES, PeB,

ToWC). On the other hand, qualitative measures hawealed new insights in individual

stakeholder opinions (SdF, ES, ToWC), brand effesisknowledge and innovations (PeB,

ToWC) and novel networking schemes (ToOWC, PeB, SAR)gether, results suggest that place

brands can have various positive development owtsprbut there remains a need for a

consistent method to measure the impact of plaeeds; especially in terms of qualitative

outcomes.
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4.8. Discussion and conclusions

Rural areas, challenged by the globalisation anthareased worldwide competitive economy,
are obliged to find new strategies to stimulatenecaic growth, to support local farmers and
SMEs and to ensure welfare of the population. Withe rural sociology debate, the endogenous
rural development approach highlights the intecactand co-creation between the natural
environment, unique territorial resources and cigigacof local people. Place branding strategies
are increasingly used in Europe to boost regiondlraral development, by valorising territorial
assets and creating distinctive place identitidsesé strategies aim at attractiveness and long-
term competitiveness of places. The role of typicalal food products herein can play an
important role as identity markers, expressingexsig culture and way of life.

Until now in rural sociology literature, links bet®n endogenous development, the
embeddedness of localised agri-food networks, dckgbased or regional competitive branding
strategies have not been firmly established. Theirgeal findings outlined in this article provide
a deeper understanding of the nature, governarteféectiveness of regional brands and their
role in rural endogenous development, building ¢ three-dimensional framework of
embeddedness by Hess (2004).

The empirical data collected via a benchmark ofr fdiiferent European cases shows that
regional branding processes should be interpretedhiintegrative manner. These processes are
not just about marketing a territory, but also ireothe anchorage of place identity (territorial
embeddedness) and public-private interaction (smicmbeddedness) which may result in new
synergies and partnerships (structural embeddednessthe continuum of the three dimensions
of embeddedness which supports the success ohaddicands as development tools.

In detail, the analysis of four cases has demamstrahat several place branding and
embeddedness factors are significant for the ameasind success of regional brands. The

following policy-recommendations can be derivedvirthe empirical analysis.

First of all, as place brands are complex, withitpas and negative feedbacks and side effects,
the following aspects have to be taken into accaljnestablish a durable, common, strong brand
identity and values, based on specific territochbracteristics and evolutions; 2) create a
benchmark by reviewing best practices in Europegions and integrate these lessons learnt in
positioning and development plans; 3) reflect anc¢hoice of products and services which stand

for continuous quality and originality under onehrella brand. As the SdF case has shown, a
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quality control scheme is thereby indispensablegofjsider consumer markets from inside and
outside the labelled area (residents, tourists @rumers abroad), this concerns distribution

channels, promotion, cultural diversity and habifttarget groups, etc.

Second, the extent to which brands are embeddegike(al network and territorial) plays an

important role for the governance, financing andpsative forces of place brands. The relation
between brands and embeddedness has emergedetmgrecal and dynamic: on the one hand, a
place brand can stimulate structural, societaltanttorial embeddedness; on the other hand, the

branding process itself is strongly influenced bgistal and territorial embeddedness.

Third, the role of governance is important in tivelation of a place brand, either being driven
by a public or private entity. Our cases have shadkhat the emergence and governance of
regional brands is more often related to publicaarsgtions, which may allow a wider brand
usage due to a stronger financial power. But plaemds then also underlie political changes,
e.g. the future of the brand SdF is not clear asguadoc-Roussillon will be merged with the
region Midi-Pyrénées from 2016 on. However, in thse where a brand is managed by private
economic actors (PeB), the appropriation and thvel lef involvement of participants in a
network are, from its beginning, higher. A govercarfiorm consisting of ‘a merging of public
and private’ (Rainisto 2003), and thus activelyalwng various stakeholders for common
decision-making and co-creating brand value, isrefioee recommended, and has been
acknowledged in the branding literature (Hatch &@8tz 2010, Kavaratzis 2012).

Finally, there has been no consistent method fasoméng the impact of place brands until now.
However, individual cases suggest that place bracals have positive effects on rural
development. They have the potential to keep aedterlocal employment (ToWC, PeB), to
increase sales volumes and prices (ES), to faeilttee export of products (SdF), and to enhance
regional identity and consumer awareness of locadycts and/or services (all cases). In
conclusion, they can thus be considered as a usiéiégic tool to increase the competitiveness
of local actors and to contribute to the qualitylié® in rural areas. Hence, place branding
strategies can offer a solid basis for regional amdl development plans comparable to brand
portfolio strategies of companies for their stratggpsitioning in the long term. This is all the
more relevant in the context of the EU TerritoAglenda, and the OECD ‘New Rural Paradigm’,
seeking for a greater resilience and competitiveiésural areas by, on the one hand building on

territorial potential and assets, and on the dtlagd promoting cross-sector synergies.
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CHAPTERS

Co-creating territorial development and cross-sector synergy:
A case study of place branding in Chefchaouen, Morocco

Mechthild Donner, Fatiha Fort, Sietze Vellema

This chapter has been the basis for an articleendh submitted to thiRevue Canadienne de
Science RégiondlEéanadian Journal of Regional Science.

M. Donner, F. Fort, S. Vellema: Marketing terriedret développement local ? Le cas de
Chefchaouen, Maroc.
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Chapter 5

Co-creating territorial development and cross-sector synergy: A case study of

place branding in Chefchaouen, Morocco

Summary

Place brands appear worldwide as new kind of palitiool for local development on different
geographical scales. This article explores thentiateto create a place brand for cross-sector
cooperation and territorial development in a rar@a of Morocco via a case study. Results show
that successful place branding does not only baoiildolace identity and local assets, but also
depends on the macro-environment and viable patiips. Regional autonomy, political unity,
leadership and public-private cooperation are atudvlorocco offers opportunities for place
branding, but until now seems to have been limitgdthe uncompleted regionalisation and

decentralisation process.
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5.1. Introduction

Since the beginning of the 1990s, place brandsaapperldwide on different geographical scales
(nations, regions, cities). Within an increased petitive economy, places have adopted
marketing techniques to attract tourists, compaaigs skilled people and to find markets for
their export products (Kotler & Gertner 2002). kengral, place brands are initiated and financed
by governments as tools for the economic, socituaill and political development of places.
They express an intention to manage places in ae nbmsiness-like manner, as a new
entrepreneurial style of local government and ecooalevelopment (Kavaratzis 2005). Thus,
they are not only a matter of economy, but alsongfty linked to public goals and agencies
(Bellini et al. 2010). Furthermore, place brandsn aat enhancing local cooperation or,
conversely, can label existent clusters (Donneal.eR014, Kasabov & Sundaram 2013). Place
brands reflect a combination of marketing and dipw@nd political management tool. Therefore,
the formation and implementation of place brand®lves participation of multiple stakeholder
groups, such as public organisations, NGOs, enserinvestors, residents or tourists (Beckman
& Zenker 2012, Hankinson 2004). These stakeholdansthen actively engage in the branding
process and give their own place brand meaninggeadsof being passive groups; the term

creationfits well in this context (Kavaratzis 2012).

If place brands are applied to rural regions, tipeyerally aim at local (endogenous) development
and target key sectors, such as agriculture andlmism, by adding value to typical food
products, particular landscapes or cultural hegitélhose features, then, are main components

for differentiation.

Due to regionalisation processes, decentralisatiggower and globalisation, many regions in the
world are now responsible for their own developmdihiey are obliged to create a competitive
identity and advantage (Kitson et al. 2004, Male&2®04). At the same time, the importance of
regions as drivers for economic development anevidrdnas been widely recognised in theory
and practice (Pike et al. 2006, Porter 2003, S&o@arofoli 2011). However, a majority of

approaches to development concentrate on macrasgonvariables and processes, while
development not only depends on larger economitoff@cbut is also strongly influenced by
processes taking place ‘on the ground’, in specégions (Scott & Storper 2007). In rural areas,
increased mobility, particularly in the form of tem and leisure, can offer opportunities for

development, often combined with agricultural med@kuras et al. 2006, Zhang et al. 2007).
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Rural development has changed into a “multi-lexilti-actor and multi-facetted process” (Van
der Ploeg et al. 2000: 39). The OECD ‘New RuralaBeym’ (2006) has shifted from sectors to
places and from subsidies to investments in lqoatiéicities, thus highlighting the heterogeneity
of rural areas (Ward & Brown 2009). The territoregdproach, which is likewise based on the
valorisation of unique endogenous resources, imdudulti-stakeholder cooperation and aims at

increased competitiveness of places in a globaiisatt (Baudelle et al. 2011).

This article explores the potential to create aceldrand for cross-sector cooperation and
territorial development in a rural area of Moroceia a case study of the province Chefchaouen.
The specific challenge is to come to a deeper whaieding of the meso-level factors, concerning
cooperation and territorial governance. The focasMorocco is motivated by the ongoing
regionalisation and decentralisation process stame1971, and reinforced in 2010, by an
‘advanced regionalisation plan’, which is supposedead to an integrative and sustainable
development of the country as a whdlén particular, sustainable territorial developmeit be
reached via the valorisation of specific place-das®sets, the participation of local actors and the
reinforcement of the attractiveness and competigge of the regions within the context of
market liberalisation (Boujrouf & Hassani 2008, Afisari 2009). Local resources and heritage
then constitute key concepts of endogenous developand a driving force for public-private
cooperation (El Ansari 2013). Herein, typical loéabd products froduits de terroiy play an
important role, exposing the influence of the Freapproaches to territory-based development
and regulation (Fauvel & Vanier 2006, Koop et adl@, Landel 2011), as part of new
agricultural and rural development polici€dan Maroc Ver}. It is also here that place branding

finds its potential applicability.

The article is structured as follows. The nextisecpresents policy frameworks for development
in France and Morocco that show the evolving cooist for territorial developmerdnd the
French influence. Following this, the territoria\wlopment approach is linked to the concept of
place branding. Then, the methodology and resdagztion are introduced. Next, results in the
form of co-creating activities in Chefchaouen amespnted, with an emphasis on local
governance and cooperation. The article ends wittlisaussion and conclusion, including

implications for policy and further research.

34 Cf. http://www.lemag.ma/Regionalisation-avanceasazration-des-valeurs-de-la-democratie-
participative_a62489.html.
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5.2. Policy frameworks for development in France and Morocco

In France and Morocco, three stages or paralletgeses of development exist: (1) national,
centrally planned approaches; (2) local initiatigesven mainly by private actors such as local
associations, NGOs or small enterprises; and (A)aeal development integrating top-down and
bottom-up approaches, and based on the valorisafigace-specific identity and endogenous

resources.

5.2.1. France

Development visions and policies in France cangeneral, be classified into three periods,

which are briefly presented here.

The first period started with the national polidyAmeénagement du territoir@ term that does
not have a satisfactory equivalent in English laggu (Faludi 2004). “The expressions most
commonly used are spatial planning and regionaicpdbut these do not reflect the global
ambition to reach a harmonious allocation of ecasomuctivities” (Chicoye 1992: 411).
Aménagement du territoirgrose from the critics concerning the high conegiain of activities
around ParisRaris et le désert francaisGravier 1947), and as a response to spatial @sono
imbalances in France. It was implemented as a dprednt policy from the 1960s onwards, and
refers to “public action seeking to allocate gepbieally the population and economic activities,
either to homogenize the territories and to acasteor regulate development, or to improve the
territories’ position within the game of internaiil competition.?®> Aménagement du territoire
implicates a national centralised planning from-tijgvn and includes regulatory or incentive
measures. Even if the concept is neither a spdaiéoch exception nor an invention, it is notable
that no other western country with a liberal or esxmarket economy has such a strong
involvement of the state authority in its spati@mqming politics. The main planning agency is the
DATAR (Délégation a 'aménagement du territoire et a liactrégionalg, created in 1963 with
the mission to ‘coordinate the actions of the ddfé ministries in the domain of central

territorial development’ (Balme & Jouve 1996: 225).

% Centre d’Etudes et de Prospective du MinistéréAdienentation, de I'Agriculture et de la Péche @ 1) :
http://www.agreste.agriculture.gouv.fr/IMG/pdf AERD Politiques_d_amenagement_du_territoire.pdf
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However,Aménagement du territoireas undergone important changes over time. Whikhe
beginning, economic objectives were dominant, $cam environmental axes were gradually
integrated (Pinchemel 1985). With the laws of déedisation (Loi Deferre 1982 and 1983), the
role of the French state has changed, giving pesgrely more autonomy and financial means to
regional and local authorities. Competences artypsinared and contracts for projects between
state and regions elaborated, based on co-finar{€iRGR,Contrats de Plan Etats-Régigns\
more fundamental change in French national devetopmolicies took place in the 1990s, with:
(1) a number of new laws aiming at sustainabletiq@patory territorial development and
cooperation between local districts (Loi Pasqua5]12®i Voynet and Loi Chevenement 1999);
(2) the emergence of supranational European psji@ad (3) the increasing question of the
localisation of enterprises in a global economw@igine & Taulelle 2002). Also, the nature of
interventions was modified: the initial global wsion the territory has been replaced by more
‘tailor-made’ development measures for multiple difterent territories. This can be captured in
the term ofprojet de territoire defined as a transversal project and strateggdbas a territorial
diagnostic and visions and elaborated by the ¢erait actors themselves, i.e. resulting in
territorial development. Finally, the role of agiiwire in French development policy has become
more central, fulfilling new, spatial, social, erommental and recreational landscape functions,

above all in the development of rural areas.

The second stage is that of local developmentirsgain the 1970s. Local development appeared
with the first economic (Fordism) crises and canubderstood as an alternative model to the
classical development approach based on natioméateplanning. Here, local autonomy, sub-
regional dynamics, endogenous and from-below sgjiedebecame central. The focus was
foremost on economic development and on the radecaoperation of local actors, as well as on
the mobilisation of formal and informal networksodal actors thersocially constructtheir
territory, in contrast to the given, historicallgrainistrative delimitated territory (Pecqueur
2001). Also, the influence of the milieu, i.e. thestitutional and sociocultural context, was
considered as a crucial factor for local developme&his new alternative view on development
was strongly influenced by international theorieghs as on community development or on
spatial industrial agglomeration (asilieux innovateursindustrial districts and clusters). The
local development approach was incorporated in deram the Local Production Systems
(Colletis et al. 1990, Pecqueur 1989), which, fra604, served as basis for the nation-wide

policy implementation of clusters for innovatiohetso-calleghdles de compétitivité
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Third, since the middle of the 1990s, the paraditpanges to territorial development, taking into
account not only the national, but worldwide contpat environment (Baudelle et al. 2011). The
territorial approach aims at making places more petitive and attractive. It introduces new
forms of governance via a coordination and coopmraif multiple actors (also the civil society)
and includes top-down as well as bottom-up appremcovernance has been defined as the
production of rules by actors to regulate the eaunpproductive, social etc. system (Angeon &
Houédété 2006). While earlier development appraackeught an optimal allocation of
resources, now the identification, creation andownshtion of specific territorial resources
(material and immaterial), being different from $sleaf competitors, has become important (Coté
2003, Pecqueur 2000, 2001) Territories, then, ansidered as places with their own particular
histories and identities. Heritage and local asaetsused as elements for cooperation and as
drivers for the construction and sustainable deuaknt of territories (Francois et al. 2006,
Landel & Senil 2009). Empirical examples apeigin-labels, such as GlIs for agricultural
products. However, transversal strategies suchobective regional branding are also heavily
used. The territorial development approach is nowoiporated into the French policies of
Aménagement du territoireand DATAR has also changed its acronymélgégation

interministérielle a 'aménagement du territoiredeltattractivité régionale

5.2.2. Morocco

Similar to France, the three development approafdesgral, local, territorial) can be observed in
Morocco (Koop et al. 2010). French visions on depslent are important with regard to the
Maghreb countries, including Morocco, as developnsiicies in these countries have been
influenced by French thoughts even since theirpeddence (Fauvel & Vanier 2006). At a local
level, ideas are also transferred via Franco-Manatecentralised cooperation projects (Karzazi
2013, Landel 2011).

With independence in 1956, Morocco faced sever@@o@ problems, in the absence of the
former foreign capital and investments flows. Theurdry had a strong socio-economic
imbalance, as during the French protectorate ausitrial development efforts had been
concentrated on the coastal axe Casablanca — Rafatitra, while the inner regions had been
neglected (Adidi 2011). Financially supported atichglated by the International Monetary Fund
(IMF) and the World Bank since 1964, new developihn@ans had been elaborated, with the
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intention of liberalising the market, advancing elaalisation and regionalisation, and enforcing
sectoral development. However, in practice, théaespremained centralised for a long time and
were dominated by administrative and political iests (Adidi 2011, Ballaoui 2009, Koop et al.
2010). Only since the end of the 1990s, did a n¢gualosophy’ of development start to gain
currency in Morocco, with the creation of a Minystfor Spatial Planning, Environment,
Urbanism and HabitatMinistere de I’Aménagement du Territoire, de I'Eownement, de
I'Urbanisme et de I'Habitgt This ministry is represented in the sixteen @agiby the so-called
Inspections Régionales d’Aménagement du Territvirgether with sixteen Regional Investment
Centres and three Development Agencies for theféegaired provinces of the North, South and
the East. Since then, development policies haveeggaBom a pure physical-geographical and

administrative type of planning to a more terriaband sustainable concept (Adidi 2011).

In addition, political efforts for regionalisatiaand decentralism were strengthened in 2010 with
the ‘advanced regionalisation’ plarégionalisation avancée This plan is based on the insight
that a socio-economic development of the countnnotitake place without a stronger decision-
making power at regional level, and without implicg various forces in society. Advanced
regionalisation and democratisation is supposedesml to an integrative and sustainable
development of the country. The big challenge foordtco will still be to close spatial
disparities between strong demographic and so@oaauic urban centres and peripheral rural,

mainly agricultural regions (El Ansari 2009).

Parallel to these national movements, local andg®ous development initiatives from below,
mainly driven by local associations, and in coopenawith international, largely French or

Spanish NGOs, have appeared since the 1980s. THikskves often target various sectors, such
as education, energy, food and health, and aredttiersted towards direct, local humanitarian aid
and solidarity. In contrast with France, local depenent visions have not had a direct influence

on national policies in Morocco (Koop et al. 2010).

Territorial development combining top-down and bottup approaches is an interesting option
for the Maghreb countries (Koop et al. 2010). Thgective to make territories more competitive
and attractive, based on specific local resouraed,to integrate them into a global economy, is
particularly important for Morocco as it has open&xd economy. Also, a mobilization and
valorisation of specific territorial identities ancesources seem to be adequate for the

development of rural marginalised areas, as it¢ak® account local actors and their specific
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sociocultural and endogenous conditions. Thiseggsais currently followed within the national

agricultural development plaRlgn Maroc Ver}.

The Green Morocco Plan was launched in 2008. Aljurel constitutes 19% of the total national
gross domestic product (15% agriculture and 4%fagd) and has an employment rate of about
43% of the total workforce. Especially in rural @asewhere poverty is still high, 80% of the 14
million inhabitants depend on revenue from agrig@t For smallholders in these marginalised
zones, the strategy of the PMV consists of colectind cooperating actions for valorising local
heritage, more specifically the protection and pstan of traditional territorial food products
(produits de terroiy — by means of Gls, as in Europe. In view of atreasing number of free

trade agreements, these value-added products amby mianed towards export and tourists.

Furthermore, the advancement of the tourism seitoof great importance to territorial
development in Morocco. The country has becomeobtiee principal destinations for European
tourists and received more than 10 million tourist2013 — 7% more than in 2012. With an
employment rate of 500,000 people (5% of the waddh and a 12% contribution to the
national GDP, tourism represents the second mastriiant sector after agriculture. The tourism
development policy in Morocco is currently defingglthe national plaWision 2020 which was
launched in 2010 and intends to make the countey @inthe world top tourist destinations,
attracting 20 million tourists per ye#r.Therefore, several large programmes are jointly
developed by the government, the regions and tivatprsectorVision 2020is also considered
as key element within the process of regionalisatind for territorial development, as it gives
local authorities the power to decide about theception, management and governance of their

specific touristic offerings.

% http://www.maroc.ma/fr/content/tourisme; http://wvawieeco.com/news/actualites/tourisme-le-maroemeine-
a-atteindre-les-objectifs-de-la-vision2020-2765miht
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5.3. Linking public policy to place branding

In France and Morocco, the policies towards tenataevelopment, involving processes through

which different actors in the area achieve sociattlaments or resolve conflicts and

disagreements, emerged more recently, while theateand local axes have a longer history. We
have a particular interest in unravelling the psses leading to collaborative behaviours at the
territorial or regional level, and to ascertain ez and how these were triggered by the actions
around a commercially-oriented instrument: plac@nting. Insights on place branding originate

partly in marketing literature, trying to detectetisuccess factors for making a place brand
commercially viable. This may lead to an over-engh@®n place brands as finished products,
researched for their potential positive contribmfiavhich fails to relate the emergence and
development of a place brand to an analysis ofrtbee tenacious and unpredictable features of

multi-stakeholder processes (Kasabov & Sundarar)201

However, the creation of a collective place brapdears agrojet de territoire a transversal
project and strategy based on a common vision,jainty elaborated by the local public and
private actors after a critical diagnostic of theesgths and weaknesses of their territory. It
reflects a particulaterritorial governancdorm with a multi-actor participation and cooperation,
which corresponds to the French definition of aitmy as a social construct and the multi-
stakeholder approach of place branding. Joint &ffevhich may fail, strive to make places more
attractive and competitive in a globalised econofitye commercial orientation is reflected in
localised initiatives that aim to identify and wvas® variousspecific local resources for
differentiation This may lead to cross-sector synergies, e.gvd®st agriculture and tourism.
This is inherent in place brands as they are urablebnds, covering a wide range of place-
specific assets (a place as a whole with its sjgedéntity, its different products, services etc.)
Therefore, an identification and selected choicesmécific valuable assets is needed for place

branding, and carried out on the basis of a sti@setalysis of the territory.

The following analysis of the place branding pretitons and process in Chefchaouen
incorporates the marketing perspective developediested empirically via four case studies of
city branding in Northern Europe and the USA byri&o (2003) and Moilanen & Rainisto

(2009). Their framework highlights the evolutionaslgaracter of place brands and looks for
processes at different action levels: a macro-lestesenting the larger political, economic and

societal context, a meso-level as playing field doganisations, and a micro-level for small
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groups or individuals. Action at the macro-envir@mtal level positions local development
within a global marketplace and process coincidendée micro-level puts emphasis on the
behaviour of small groups, or individuals who takactical actions to develop place identity and
image and to organise planning groups consistingai¥iduals such as local officials, external
consultancy, or members of the business commuifittg. meso-action level fits our specific
interest in describing the interrelations betwe&ganisations or larger groups: cooperation
between the public and private sector, charismatitviduals or a political party leading the
place branding initiative, and agreement and ctersty among political parties or decision
makers. Table 12 explains the criteria for sucoegailure in more detail.

Table 12: Framework: factors for success or failure in pla@nding

Level | Success Factors Factors that explain success or failure in plaaading.
1. Global marketplace &| Global and national competition in internationalrkegs.
o Local development | Attempts for the development of a place to suriivthe global marketplace.
&)
g 2. Process coincidences Unexpected happenings indbeorenvironment (force majeure), positive|or
negative, taking place during and influencing thecpss.
3. Public-private Cooperation between the public and private setiterterm governance is
partnerships also used.
§ 4. Leadership Charismatic individual or political pal¢ading the place branding initiative
5. Political unity Agreement, consistency among paditiparties or decision makers.
6. Planning Group Consisting of individuals such amlmfficials, external consultancy,
members of the business community, etc.
o 7. Vision & Vision: insight of the competitive situation andsgibilities
5 Strategic analysis Strategic analysis of a place and its differenesaorth to be covered by an
s umbrella place brand, e.g. SWOT analysis, enalgiagning and decisions.
8. Place identity & Identity is built on the most unique attractionttacof a place.
Place image Image: perception by the consumers; existing imagelesired image of a
place.

Sour ce: adapted from Rainisto (2003)

This paper assesses the preconditions and adiaredeveloping a place brand as a tool for
territorial development in Chefchaouen, based oa pinesented framework. The specific
challenge is to come to a deeper understandinigeoimeso-level factors, concerning cooperation

and territorial governance, which are particulayntext-specific.
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5.4. Methodology
5.4.1. Case study of territorial development

As a methodology, an in-depth case study of Chefeta in Morocco has already been carried
out. It is a case study of a collection of inita$ that work together towards territorial

development. It relates these activities to pla@nthng and to the nature of organisation and
coordination within the area, as well as to momate governance processes (in particular the
national development plan for agriculture, lan Maroc Ver). The case study was done in

order to advance practical insights in regionaledi@ment and in the theory on place branding as
a policy tool for territorial development. A cadedy has been defined as “an intensive study of
a single unit — a spatially bounded phenomenorr thi® purpose of understanding a larger class
of (similar) units” (Gerring 2004: 341). Accordinglthe case study of the province Chefchaouen
will enable us to demonstrate the complex procéstewveloping a place brand in a Moroccan

region, and to show how local actors come togdtihnepoperate, how they socially construct and

develop a territory in this specific context.

5.4.2. Data collection

Therefore, events and activities taking place irrddoo and Chefchaouen were identified. Two
field visits were undertaken in Chefchaouen bydhthors in 2013 and 2014. During the field
work, 22 interviews were performed with key stakdeos, such as the mayor of the city
Chefchaouen, the director of the agricultural migisf the province, various non-governmental
associations (NGOs), restaurant owners and codpesatEight of these interviews were
conducted in detail about a development of a plaemd, investigating the general opinion, a
potential geographical scale, governance, finanangrdination, marketing mix, and logo. The
analysis of interviews was done according to matghthemes. Furthermore, network,
cooperation and governance issues were paid partiettention, being considered as major
determinants for the success or failure of pla@ading in this area. Here, various initiatives of
cooperation were studie€aouenrural, Les Restaurateurs Engadés, cooperatives, the eco-
tourism strategy by ATED). They were selected, deaiansidered as representative for sectoral
and cross-sectoral, as well as for vertical andzbatal cooperation, thus covering a broad

spectrum of cooperating activities.
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5.4.3. Research location

The province Chefchaouen is situated in the Noftithe country, in the Rif Mountains, and
belongs to the region Tanger-Tetouan. The proviscenainly rural, as 90% of its 435.000
habitants are living in non-urban neighbourhoodsintryside and remote villages. The capital of
Chefchaouen is the city of the same name and auernigban commune with around 36,000
inhabitants. Living standards and infrastructueetdaghly contrasting between the urban area (the
municipality of Chefchaouen) and the 27 rural comesi— which are characterised by the
culture and people living in the mountains, dbala Also, the administration of the province has
changed, as six communes originally belonging tef€@aouen became part of the neighboured
province Ouezzane in 2009. The main economic seavbrthe province Chefchaouen are
agriculture and, increasingly, tourism. Especiailyhe past two decades, the town Chefchaouen
has become a popular tourist destination, famousit® medina, its surrounding nature,
traditional handicrafts and the Mediterranean [Qadtel UNESCO for immaterial heritage 2010).
As the province has for a long time been excludedhfpolitical life in Morocco, due to tensions
with the central power of King Hassan Il (1961-1998has conserved its specific tradition and
culture. Some typical agricultural products frone gorovince, such as olive oil, goat's cheese,
dried fruits or honey, are foreseen for valorisatemd promotion within the PMV. However, as
the Rif Mountains constitute the world’s largesbguction area of cannabis, the province also

struggles with the negative externalities and imafgéis cultivation.

A place brandChefchaouerould be used to valorise and promote typicalthgdbod and eco-
tourism services, to stimulate cooperation betweeal economic actors and to re-brand the area

(image enhancement).

5.5. Co-creation in Chefchaouen

In this chapter, events and activities in Chefclemotowards a coherent and collective place
brand project are presented as the results ofabe study. After giving a more general overview
of various events at the three action levels (maoreso, micro), the chapter shows several

examples of cooperating projects at the meso-level.

109



A case study of place branding in Chefchaouen, Morocco

5.5.1. The sequence of events leading to a place branding project in Chefchaouen

As presented in the framework of Rainisto (2003)vah three levels of activities are important

with regard to the creation and success of plaaeds. Furthermore, these building blocks can be

linked to the three territorial development perspes: (1) the macro-environment to the local —

global dimension; (2) cooperation and network diotis at the meso-level to the territorial

governance (social construction of a territory) é8) activities for place branding at the micro-

level to the identification and valorisation of sars specific local resources and creation of a

unique place identity. Table 13 offers an overviefvthe dynamic progress of events and

activities leading to place branding in Chefchaouen

Table 13: Time path of the events and activities leadinglée® branding in Chefchaouen

Phase 1: 2000 - 2004

Phase 2: 2005 - 2009

Phase 3: 2010 - 2014

2000 | 2004 2006 | 2008 | 2009 2010 | 2011 | 2012
Eventsin the Euro- US-Morocco National Economic | Advanced Arab spring: EU-Morocco free
macro- Mediterranean bilateral free- Plan Maroc crisis has a| regionalisation plan unlike in other trade agreement
environment Partnership trade Vertto negative (Régionalisation countries, in for agricultural
@ program. agreement. develop the impacton | Avancég Morocco not products,
agricultural  financial leading to a followed by
sector. supports & violent conflict, negotiations for a
tourism. National plan for butto a Free Trade Area.
Legal SVig continuation of
framework tourismVision .
for it 2020 internal reforms.
quality
signs of
food
products.
Cooperation UNESCO Creation of ProjectLes Network of the four Emblematic
and network recognition as Association Restaurateurs Communities of the Mediterranean
activitiesat a Intercontinental  Chaouenrura| engages Diet: Chefchaouen-Morocco, Koroni-
meso-level (2) Biosphere strategic cooperation Greece, Cilento-Italy and Soria-Spain.
reserve, in cooperation between local

cooperation with

Spain.

between tourism
and agriculture.

restaurants and
farmers.

Elaboration of a
Tourism Strategy
for the province
Chefchaouen.

Member of the Network of the
Medinas in the Mediterranean.

Activitiesat a
micro-level (3)

Label UNESCO for
Chefchaouen as
Emblematic
Community of the
Med. Diet.

Efforts to make
Chefchaouen the
first Eco-city of
Morocco

Plan to be
recognised by
UNICEF as
Child-Friendly
City.

Elaboration of an
action plan for place
branding of
Chefchaouen by
external
consultancy.
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Activities for place branding in Chefchaouen atiarotlevel included, for example, using a label
for the Mediterranean Diet, efforts to label Chefchen as an eco-city and as a children-friendly
city, and elaborating a business plan for placadirgy by the external consultancy Diversité &
Développement.

“There are many ideas, but it remains difficultrealise them.”(vice-president of ATED,
a development association, on 13 June 2014)

Several people were asked about who could leadradlng initiative. Interviews show that there
is neither consensus about this issue nor confel@n@ specific person or institution to play a
leading role.

“It is impossible to manage a brand and to be manabét at the same time, so there is a
need for someone who is independe(ti¢e-president of ATED, on 13 June 2014)

“Someone who knows well this area and the tourigctos.” (sales representative of
Chaouenrural, association for rural tourism, orddde 2014)

“Such an initiative could come from the public sideit must be appropriated from
below.” (member of an association for local developmentLA@h 12 June 2014)

“This should be initiated by public institutionsatér resulting in cooperation between
public and private partners.{the mayor of the municipality of Chefchaouen, dnJiine
2014)

“This should be initiated and managed by both pulitistitutions and private sector.”
(a restaurant owner, on 17 June 2014)

With regard to political unity, obstacles resulorfr the fact that public actors such as the
municipality, the provincial council and the mimiss have heterogeneous competences and
responsibilities. Difficulties appear on the onendhaat a level of sectors: a representative for
agriculture is present (the director of the DPAection Provinciale d’Agriculturg but one for
tourism is missing. On the other hand, the geogcabhscale presents a problem as the
administrative units, i.e. Chefchaouen town and phevince, do not correspond with the
predominant mountainous culture of the Rif, dhala

“The problem is that each chain has another repr¢ative: e.g. the tourism chain has

the Ministry of Tourism, the agricultural chain htee DRA and DPA, and then you have

the craft chain... It is thus a problem of federatiofproject coordinator of the tourism
project directed by ATED, 17 June 2014)

“The Moroccan State does not finance anything that directly connected to the PMV.
But it could possibly be financed by the Provingauncil.” (director of the Direction
Provinciale de I'’Agriculture, on 13 June 2014)
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“Not only Chefchaouen is important, but Jbalé@tural house owner, on 14 June 2014)

Considering the history of these events and amsjitone can note that there is a stepwise
evolution, starting at the macro-level, proceedingthe meso- and then to the micro-level.
Accordingly, national policies and internationategments may be considered as preliminary for

actions undertaken by smaller entities.

5.5.2. Examples of joint actions building a territorial image of Chefchaouen

Four different partnerships were investigated: tesxamples of horizontal (private-private),
international and cross-sectoral cooperatiohgouenruralandLes Restaurateurs Engaggand
two vertical (public-private), sectoral developme@nbjects, one for the agricultural sector and

one for tourism.

Chaouenrural(www.chaouenrural.org) is an association founde@Q008. It originated from a
pilot project lasting from 2003 to 2008, financegthe Spanish ACTLCAsociacion Catalana
para el Tiempo Libre y la Cultujan cooperation with the local association AREXsgociation
Rif el Andalous pour la protection du patrimoineith the aim of developing rural tourism in the
area of Chefchaoue@haouenruralconsists of a network of nine rural guest housdsch work
together with cooperatives of local food produgtsoduits de terroiy and handicrafts. An
information point in the town of Chefchaouen ensuitee marketing, sales and logistics of the
products and services offered, such as stays igubst houses, transport, guides, rural touristic
or thematic activities, restoration and visitswasdl as expositions of the cooperatives. By this,
local assets are promoted and intersectoral cobperand synergies in the form of agro-tourism
are stimulated. However, today only three houségatticipate and the socio-economic impact
of Chaouenruralis quite limited, with tourism offering just a cpiementary activity for rural
house owners, and the tourist flux being restrittethe summer months. In addition, since 2009,
the number of tourists &haouenruralhas considerably decreased (from 903 tourist®@9 20

475 in 2012), which may be due to the economiesribut also to the end of the pilot project.

Les Restaurateurs Engagésa project that was initiated in 2009 by thealagssociation AFHTA
Chefchaouenl’@ssociation pour 'Humain, Terroirs et Alternagg with the financial support of

the French non-governmental organisation GEREXopes Energies Renouvelables,
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Environnement et SolidartéThe aim of this initiative is to reinforce thgra-ecological system.
The approach consists of valorising local assetgdstifying agricultural products and selling
them with added-value in local restaurants and tghesses. Short distribution channels are
preferred for ecological reasons. In 2014, elexmeérs and six restaurants took part. Although
some of the participants are highly dedicated dsd iavolved in other initiatives or networks,
the initiative as a whole suffers from an insu#iti participation and also from a lack of financial
means for marketing. In addition, the financial gogp of GERES having ended in 2014, the

continuation of the project is endangered.

“The financing of this project is already finish&édproject coordinator, on 12 June 2014)
“There is no visibility, no marketing, because thé no money for doing that(idem)
“The restaurant owners don’t want to increase psider their menus.(idem)

“We would like to have more engaged restaurant osiiidengaged restaurant owner, on
16 June 2014)

Public-private partnerships take place within tladanal PMV, which is performed at regional
and provincial level. Here, farmers’ cooperativesl ainions are created in order to stimulate
cooperation, to label territorial products and @age production outcomes. Public support is
given in the form of various training programmeshwiegard to organisational and commercial,
plantation and quality issues, and by financial msefor infrastructure and material. This year,
results of the PMV will be assessed by the numib@raducts per region that have entered in a
qualification process for Gls. Interviews in thee@ithaouen province have demonstrated that the
national top-down strategy of the PMV is not withdarriers. The farmers’ motivation to
cooperate seems to be limited, as potential banafig not obvious to them, and distribution
continues to take place via conventional channels.

“The idea was not clear in the beginning, and peogidn't know what a cooperative

was.” (member of a cooperative, on 17 June 2014)

“The idea of the Agricultural Ministry developinge@graphical Indications is a little bit
forced.” (member of a union of cooperatives, on 18 June 014

“Cooperatives are not motivated to become membdrsthe union; there is no
assimilation. They are used to sell directly, i ttores. There is no link between the
cooperatives and the union(tnember of a union of cooperatives, on 18 June 014
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Another example of public-private cooperation is #to-tourism plan for Chefchaouen. Here,
the local association ATED Aésociation Talassemtane pour [I'Environnement et le
Développemeit in partnership with the Spanish foundation ETH#r cooperation and
development and financed by public means of tAgencia Espafiola de Cooperacion
Internacional para el DesarrolldAECID), has elaborated a tourism strategy for phevince
Chefchaouen. ATED has brought together various ipudrhd private stakeholders, such as
members from other local associations ADIAssociation de Développement Lqodabm the
municipality, the commune Bab Taza and the priwaetor:’ The complete strategy has been
presented to the Commissariat of Tourism in Raba. considered as an exemplary strategy, a
pilot project in Morocco, including, amongst ottieings, the creation of thematic circuits with
rural houses in the province, and training for peagctive in the tourism sector. In addition,
several tourism information boards and an infororatffice in Chefchaouen town have been
established. However, the office is closed for fiicial reasons. The tourism strategy for
Chefchaouen has until now not been implementedhAsroject coordinator explained, this is
due to cooperation and federation problems amomgsto actors, and above all, to the question

of governance.

“Everything has been done to elaborate the touristmategy, but now, nobody feels
responsible for realising this project(project coordinator of the tourism project dirette
by ATED, on 17 June 2014)

5.6. Analysis of the case study

Results from research demonstrate that Chefchabasnin general good preconditions and

potential for developing a collective place brand.

Rather, the macro-environmental context favouralldevelopment within a global marketplace.
National policies increasingly give importance te tterritorial level via regionalisation and
decentralisation, as well as to global exchangesitih free-trade agreements and agricultural or

tourism development plans.

37 Internal document of the consultancy Diversité &Bléppement (20125tratégie du Développement du Secteur
touristique dans la province de Chefchaouen.
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At a micro-level, Chefchaouen has a large numbewalfiable place-specific material and
immaterial assets, such as the medina, an unspodtde, typical food, and crafts. Due to its
numerous cultural, gastronomic and natural ass#isfchaouen has become a popular tourist
destination. In 2010, the town was recognised & ttNESCO as one of the emblematic
communities for the Mediterranean Diet. Furtherm@@me typical agricultural products from
the province, such as olive oil, goat’'s cheesegddfruits and honey, are currently valorised
within the national agricultural development pldhe idea of valorising and promoting available

assets is omnipresent among stakeholders.

Moreover, at the meso-level, several joint initias for building cross-sectoral synergies have
been started: on the one hand, there are intensctb a local and small-scale level, such as
Chaouenrural Les Restaurateurs Engageasad thetourism strategyinitiated by ATED; on the

other hand, there is the large-scale public-privaeperation within the nation&lan Maroc

Vert, via cooperatives and unions. All these initiatiaee exemplary as they demonstrate a
beginning of cooperation and coordination for visiog place-based assets at various
geographical scales. In addition, the region isaged in various international (decentralised)
cooperation projects, mainly within the MediterraneThe commitment of local authorities and

associations is high.

However, Chefchaouen does not have a place brandeeper analysis regarding important
context-specific elements for place branding — sagltooperation and partnerships, leadership

and political unity — has revealed a number ofibesr

First, cooperating initiatives are often limitedsoope: they strongly depend on external support
and come to flag if this backing stops. The muktip} of funds and initiatives by external NGOs
or authorities make people continually wait for néewelopment projects and support: they limit

their involvement in coherent and collective stgégs as place branding.

Second, local actors do not seem to have incorpariaénefits and principles of cooperation —
even less so, if the motivation comes from pubide SPMV). However, this engagement of

private stakeholders is needed for place brandnagerritorial development.

Third, there is neither consensus nor confideneeparticular instance that could play the role of
a leader. This may be partly due to a generaludistowards public governance forms born from
the political history of the country, as the redas between King Hassan Il and the Rif area were

particularly tense.
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Fourth, the geographical and administrative are&loéfchaouen does not contribute to unify
actors for building a place brand. A coherent gogaace structure is missing in the target region,
as fields of competences and responsibilities@bsa, administrative and geographical level are
divergent. Moreover, the different mind-sets andldwiews seem to hinder coordinated action

between the urban centre and bordering rural distri

5.7. Discussion

Although the concept of place branding has receinekased attention in practice and theory in
the past two decades, research that focuses oa ptaading in Africa is sparse, ‘almost non-
existent’ (Osei & Gbadamosi 2011). However, theeptdl and need for branding African
countries have been recognised in literature (ANBO05, 2006, Calas et al. 2011, Freire 2014,
Osei & Gbadamosi 2011, Wanijiru 2006). Several ampusihave been brought forward. First of
all, creating single nation brands in Africa coglouinteract the ‘continent brand defect’, where
the continent is considered as a homogenous msteaof individual countries (Wanjiru 2006).
Each African country is therefore responsible f@veloping a unique competitive identity
(Anholt 2006). Second, place branding then coukb alontribute to disperse the pessimistic
image often associated with the African continengeneral — Africa’s negative ‘halo effect’
(Markessenis online document 2009, Osei & Gbadar®0%l) — and in return highlight assets
and opportunities for export, investment and toarf single countries. Third, creating strong
place brands and enhancing images of developingtgest may also be an opportunity to
differentiate and add value to their export produahd lead to ‘protected margins’ (Anholt
2005), thus preventing an increasing competitiotween poor supplier nations going hand in
hand with tighter margins. With regard to Africaysral sectors have been identified as business
and branding opportunities, such as retail, agucel tourism, real estate, sports and
manufacturing (Osei & Gbadamosi 2011). Finallycpl&®randing could be a medium to valorise
and promote the rich cultural heritage of placdsrmgng to the African continent, which in total
has more than 60 properties recognised by UNESC®Wods heritage sites (Calas et al. 2011,
Freire 2014). Culture and heritage are not onlyartant cornerstones of places’ identities, but

also enhance the attractiveness and competitiveriésarist destinations.
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Within this context of scientific and practical @ of place branding (at national level) in
Africa, the contribution of place brands to temiaéb cooperation and development in
Chefchaouen and other Moroccan or African regioosild/ be the following. They could be a
way to initiate a new entrepreneurial style of pubérritorial governance, creating a pro-active
political commitment to economic development andibding multi-actor participation and
cooperation. Place brands could also facilitate ehedding of bounded and practical niche
initiatives of cross-sector cooperation at a mesell collective and cohereptojet de territoire
they would then build on specific competences @&sources of a defined territory. Furthermore,
place brands could contribute to a better articutatof heterogeneous competences and
responsibilities at macro- and micro-levels, withegging signals of territorial governance. In
this sense, they would create synergies by defitrangsversal projects. And finally, place brands
could create conditions for bringing together ddéf@ mind-sets and world-views in urban

centres and rural areas, and hence connect the witathe rural.

5.8. Conclusion

Place brands — in order to be efficiently usedoasll development tools — cannot only build on
visions, logos, or places’ identity and assets.yThist be understood and developed in an
integrative, strategic manner, as they are embeduezbmplex geographical, relational and
institutional systems, claiming political guidanemd an active commitment from various,

interacting public and private stakeholder groupise performativity of place brands must be
seen as an outcome of the way marketing practiaes an institutional fit, with the rules and

practices creating commitment and cooperation efoua public and private actors towards
territorial decision-making power and financial @udmy. Thus, place brands are not just a
matter of marketing, but they link public goals hvgrivate economic interests. This is important

as politicians act within defined geographical aregldressing certain constituencies.

Another conclusion of the research presented s ghper is that advancing regionalisation and
economic development in the food and tourisms sgato Morocco require novel forms of
linking private and public modes of governance aadrdination. This could ideally be done in

projets de territoirein joint projects tailored to specific territorizonditions.
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With regard to policy implications, it would be ioqpant to further advance and complete the
regionalisation process in Morocco, to give localharities more administrative and financial
autonomy and power; and to liberate people fronir thependence on external funding and
influence by international donors. Furthermore, hexgges between policy makers, place
managers and academics, and the already existiognttalised cooperation projects, offer
opportunities to obtain a deeper understandingoafpdex territorial development issues. In any
case, further research in other Moroccan regiong,an the role of and need for, international

NGOs as donors, should be conducted.
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6.1. Introduction: the aim of the study

This thesis has been conducted in the framewortk®fEC financed joint doctoral programme
AGTRAIN, whose main topic was ‘a successful develept and transformation of farming
systems in the developing world’, with a scope magdrom ‘agricultural production, over post-
harvest management, processing and value-additiamarket access and commercialisation’.
Herein, the interest of this thesis was to explplace branding as a strategy to collectively
valorise, protect and promote various territoredets and to enhance the market position of local
economic actors (including farmers and food SMEshtributing to agribusiness and territorial

development in rural regions, above all in the Nlerdanean area (France and Morocco).

As stated in the introduction (Chapter 1), placnding is a multidisciplinary academic concept,
without a commonly accepted definition, clear cqauaalisation or sound theoretical framework.
It has until now predominantly been researched feormarket and business perspective and
knowledge is mainly based on nation and city bragdivhile place branding in regions has been
rather neglected (Zenker & Jacobsen 2015). In mxiditittle is yet known about the conditions
and collective processes of place brands, and atbeit working mechanisms and potential

outcomes on agribusiness and territorial developnpamticularly in an African country.

On the other hand, value-adding and promoting lémadl products through origin labelling has
either largely been approached via studies on Giserning single products or via the country-
of-origin-effect on consumers; conversely, littessearch has been done on local food as part of
an umbrella place branding strategy for an integtderritorial development, based on cross-

sectoral cooperation and public-private interaction

Therefore, the thesis objectives were: (1) to ¢bate to the scientific debate in the emerging
academic field of place branding by clarifying het the concept; (2) — drawing on literature of
place branding and marketing management, regidodies and sociology — to understand the
conditions, processes and dynamics of place brgndn regions, leading to territorial

development outcomes; and (3) to gain insights tinéoconcept of place brand value, including

possibilities for an assessment.
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The remaining part of Chapter 6 first presentsrtteén findings of the research, answering the
research questions. This is followed by a discusaiod more general conclusions, considering
the implications of the findings on concept andotlye methodology, development policies and
place brand management. Finally, the chapter pesvisliggestions for further research and

concludes with some major statements.

6.2. Main findings

RQ 1: How does a place brand arise and lead to beneficidtomes and for whont?ow can place
brand value be systematically captured and monitaaad in what way is value creation impacted by

internal and external conditions?

The research began with the study of the regioraaldSud de FrancéChapters 2 and 3), which
turned out to be a very interesting case, beingliéiqal, dynamic and controversial place brand
which serves at the same time as a collectiveteeial brand for food and tourism actors, as well

as an institutional brand for public agencies dmairtobjectives.

Sud de Francés an example of how a politician acts as ingbtnl entrepreneur and takes a risk
by launching a common umbrella place brand instdadirect agricultural subventions, and by
bringing together various economic actors fromgom, first from the wine sector, but later also
from other food chains and sectors (Chapter 2).Sthey of this initiative has shown that a place
brand intended as a collective territorial projeah lead to various beneficial outcomes, which
can be either quantitative and measurable (the surmb brand adherents, sales and export
figures related to the brand, degree of satisfacimong enterprises and consumers, etc.) or
qualitative in nature (regional awareness, commaentity, preservation of diverse local
products, enhancement of local cooperation, etelce, for a place brand evaluation, not only
the profitability aspect counts. The case has alsmonstrated some important working
mechanisms and determining factors of a place brsuch as horizontal and vertical relations
within the territory, a stepwise involvement, mation and satisfaction of multiple stakeholders,
and a linkage of a place brand with its politicaicial and economic context. Finally, the analysis
of Sud de Francdas pointed out that for a place brand as a leng-development project, an

assessment can follow evaluation logics for putidicelopment interventions.

Investigating further what kind of value a placarm can create, and for whom, has resulted in a

new measurement model with a set of different vahaécators (Chapter 3). This model was
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based on stakeholder theory and on the assumpigdméfining the value of those brands would
need a different measurement approach than that imsecommercial brands, due to their

specific characteristics being collective, complealitical and long-term oriented. Results have
confirmed that various place brand value dimensaexist, according to the expectations of the
four identified key stakeholder groups within aitery: public authorities, enterprises, residents
and consumers. These value dimensions include egoneocial and environmental indicators.

The measurement model has been tested via a samegg residents and consumers. In line
with this model, an adapted Balanced Score Cardble® proposed which may serve for
managing, monitoring and controlling the value laice brands.

RQ 2: What are generic aspects and particularities ofcplébrands? How and why do place brands differ
with regard to their origin, management and deveiept? In what way does embeddedness play a role

within regional branding processes?

Subsequently, the ambition was to come to a deapderstanding of the origins, processes and
more general conditions of place branding appleedegions, via an analysis of four European
place branding cases (Chapter 4). Here, it becanderd that rural areas in Europe very often
make use of place branding strategies based omaligé identities. By jointly valorising,
protecting and promoting their endogenous rurattas®ften small-scale agriculture, local food,
landscape and eco-tourism), they aim to createevhdoally and stimulate sustainable place
development. These regional brands can be chasstteby a high flexibility and variability
regarding strategic (e.g. brand extension) and atipeal marketing issues (marketing mix),
governance structure and financing, as well as ymodr service quality. Thus, one of the
advantages of regional branding strategies is ey can be adapted to the specific needs,
resources and possibilities of a given place. Aaothsight was that regional branding processes
can only be interpreted in an integrative mann@esg processes are not just about marketing a
territory, but also involve the anchorage of loaattors and place identity (territorial
embeddedness), public-private interaction and gwrere (societal embeddedness), as well as
cooperation, synergies and partnerships (strucemddeddedness). It is the continuum of the
three dimensions of embeddedness that supporsiteess of regional brands as a development
tool. Therefore, the concept of embeddedness peevah adequate analytical framework for

understanding and evaluating complex, collective dimerse regional branding processes.
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RQ 3: What are the enabling and constraining conditiomrsdeveloping a place brand as a collective and

cross-sector strategy for territorial developmeamntGhefchaouen, Morocco, and why?

Finally, against the background of several existihgopean regional branding cases, the aim
was to understand whether and under which conditibmvould be possible to create a place
brand as a collective and coherent territorial taent project in Chefchaouen, Morocco
(Chapter 5). The case study was conducted at ttiiféerent action levels: a macro-level,
representing the larger political and economic exiita meso-level, concerning cooperation,
leadership and political unity, and a micro-levahphasising the behaviour of small groups or
individuals who take practical actions to develgplace identity. Results have demonstrated that
conditions are rather favourable at a macro-lewasd, national policies increasingly give
importance to global exchanges via free-trade ageeé¢s, to the agricultural or tourism sector
via large development plans and to territorial digwment via regionalisation and
decentralisation. Also at a micro-level, great @ffoare made in Chefchaouen to valorise
endogenous resources (agricultural products, napaks, the medina, etc.) and to build a
distinctive identity. However, a deeper analysishaf meso-level factors concerning cooperation,
leadership and political unity has revealed thay/ tare hindering the development of a common
place branding project. The initiatives taken & thvel are often short term, not coherent with
other local projects, and have difficulties reaghstale. In addition, they are mostly stimulated
and financed by external, international developnoeganisations. This witnesses the importance
of the meso-level cooperating factors in place tiragn Another insight gained from the
Chefchaouen case was that a place brand could usefal tool for stimulating cross-sector
cooperation and for territorial governance and tgmeent in Morocco, but that currently

Moroccan regions still lack sufficient autonomyfdy develop their own territorial projects.

6.3. Conceptualising and theorising collective place brands

With these main findings from the different casedgts, more general conclusions are drawn
below and put in accordance with the conceptuagrdia and the research objectives as
presented in the introduction: (1) to clarify thlege branding concept and to shed light in the
different types of place brands; (2) to understémel underlying conditions, processes and
dynamics of place branding applied to regions; @)do gain insights into the concept of place

brand value, including possibilities for an asse=#m
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Condition
Regional
context

2)
Processes
Dynamics

of Collective

Place Brands

3) Territorial development outcomes

Figure 8: Conclusive conceptual diagram

6.3.1. The collective place branding concept

The first objective was to further clarify the riphenomenon ‘place branding’ and to shed light
on the different types of place brands. Here, theclusion is that the place branding type that
has been explored in this thesis is a distinctmecept, which is collective in nature and can be
positioned between two other, rather well-knowregaties. The first category includes Gls for

food products and the second refers to institutipteece brands. This conclusion is based on the

following argumentation.

In common with Gls, collective place brands rely the French concept dgrroir, which
consumers associate with values of natural, authdraditional or tasty food. They both aim to
create value locally (Chapters 2, 3 and 4), by ngiltg and promoting typical and quality
products of specific territories, guaranteeing rtherigin and protecting local heritage.
Furthermore, collective place branding needs iotema and collaborative processes between
private and public entities in order to be sucadséChapters 2, 4 and 5). This is also an
important feature of Gls (Fort 2006, llbert 200®ndecandelaere et al. 2009).

However, collective place brands are different fréhs with regard to their scope and liberty of
choice. Gls protect single products, while colleetplace brands cover a wide range of different
food products, as well as tourism or other locabdpicts and services. They can achieve
aggregation and synergy effects regarding marketimgj sales. Thus, collective place brands
concern not just a group of actors in a singlerghiaiit multi-clusters with cross-sector synergies.

Moreover, Gls are a formal, institutionalised toahd therefore underlie strict administrative
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procedures, while collective regional brands canubed in a flexible way, enabling various

strategies, types of governance and functioningp@ir 4).

It is important to keep in mind that collective i@gal brands can be combined with Gls, hence
they are complementary. A joint use of a Gl andoHective place brand can exploit their

respective advantages of having legal protectioguaranteed price premium, and cooperating
structures of single chains on the one hand, aofitipg from synergies in the form of sales and

marketing and of larger, cross-sector collaboratiom the other hartd.

In common with the institutional place branding e@ypcollective place brands derive from
strategic marketing and branding. They both appbynmercial marketing and branding
techniques to places in order to develop competiidvantages in a global economy. They
mobilise their territorial capital consisting ofigoe (tangible or intangible) assets and qualities
to distinguish themselves from other places viactramunication and promotion of a distinctive
branded identity. These branding strategies areaiat an economic, social and cultural place

development.

However, while institutional place brands are baeedpublic interventions and governance,

collective place brands involve public-private naietion and collaborative processes among
various local actors (Chapters 2, 4 and 5). Moreawehe first case, the right to use the brand is
not collective, but in the latter case the branshemgives the right to use the brand to those who

respect the specifications (Chapters 2 and 4).

To sum it up, a continuum can be stated: going f(@rane single product, i.e. Gls for food — as
a collective, mainly bottom-up approach, which lieady well researched in literature — (ii) to
the rather uncharted terrain of collective umbrgliace branding — as marketing strategy for a
basket of local food products linked to other secand based on interaction between the public
and the private domain — (iii) to institutional péa brands — as branding from top-down,

concerning public governance, rather well reseatche

Table 14, below, offers an overview over the thigmes of place brands and highlights their

main differences.

% A more in-depth reflection about the use of cdliet place brands as supporting tool for agricaltuand
territorial development compared to Gls is topicaoforthcoming publication (book chapter): Donndr, F. Fort
and S. VellemaFrom Geographical Indications to Collective RegibBaanding in France and Morocco
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Table 14: Typology of place brands (with examples from France

Geographical I ndications

Collective place brands

Institutional place brands

Champagne.
Roquefort cheese.

Bravo I'Auvergne.
Le Pays Cathare.

Sud de France.

Owner ship Owned by the state (as publi¢ The owner of the brand is an| The owner is a governmen
good), on behalf of the associatioror a government, | but the right to use the
producers who govern and usevhich gives the right to use | brand is not collective.
the Gl in conformity with the | the brand to those who respect
established specifications. the specifications.

Governance | Mainly the producers Various forms possible. The institutions
(bottom-up). (top-down).

Objectives Legal protection of true origin| Valorisation, promotion and | Attraction, competitiveness
of single products to avoid protection of several place- | and communication of
fraudulent use of the product| specific assets, often quality | places.
name. Price premium for (food) products/tourism/
producers. crafts/natural landscape.

Targets Mainly export, but Gls can Residents, tourists, export. | Investors, immigrants,
also target local markets. tourists and public

institutions.

Geographical | Established territory. Region or department. Natregion, city.

scale

Examples Bordeaux wines. Produit en Bretagne. La Marque Bretagne.

Auvergne Nouveau Monde
La Marque France
OnlyLyon.

Sud de France.

Anchoragein
literature

- Country-of-origin; Gls.

- Origin and quality labelling.
- Food sociology &
anthropology.

- Food law and regulations.

- Strategic marketing &
branding.

- Destination branding.
- Country-of-origin.
- Origin and quality labelling.

- Strategic marketing &
branding.

- Destination branding.
- Nation and city branding.

- Political sciences & Publig
Management.

- Spatial planning.

The features of collective place brands demonsttsde this type of place-based marketing
strategy offers considerable flexibility and oppmities. It plays with the material (local
products) as well as with the immaterial (the idgnof places); it oscillates between quality
(labels) and imagination (brands); and it appeangarious forms of governance and (chain and
territorial) cooperation. Here, it can further lmncluded that collective place brands do not only
express a modern societal need to act in a moriedssslike manner, but also imply collective

thinking and strategizing. Governing those brandsms cooperation between public and private

Sour ce: author

entities that are embedded in the territory.
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6.3.2. Conditions, dynamics and processes of collective place branding

The second thesis research objective was to uaaersthe conditions, processes and dynamics of
place branding at regional level, leading to teri@l development outcomes. Here, a main
conclusion is that place brands in regions mustdresidered as more than a mere marketing and
branding tool based on distinctive identity and ommicating values. An instrumental
(marketing) approach to place brands is importhaot, not sufficient to fully understand and
evaluate them, as place branding in regions areplexmand collective processes (at a meso-
level). These processes are highly context-deperatehinfluenced by their political, (macro-)

environmental conditions (Chapters 2-5) and redgalmics of the local system (micro-level).

This insight into place branding is rather newhailigh single aspects have already been covered
in literature (cooperating processes of (inter{prgl branding: Therkelsen and Halkier 2009;
Pasquinelli 2012; success factors of city brandRanisto 2003). This thesis has gone further by
considering place brands as both a public-privateemance tool (and not exclusively as a
political, top-down approach) and a collectiveiterral development process. A holistic view on
place branding in regions including different antievels (micro, meso and macro) being linked
to various disciplines is important for understaigdand assessing them, even more as regions

have very distinct contexts.

Combining (Anglo-Saxon) theories from marketing andnagement, (French) regional studies
and elements from the sociology of food and ruealedopment enabled us to gain a broader
understanding and novel (conceptual and theorgiitgights into place branding. This suggests
that place branding theory should incorporate tlesdirom different disciplines and even from
different cultures rather than focusing on one @l&tanding (marketing) construct. This is
necessary for explaining the complex and contegpeddent nature, as well as on the outcomes

of place branding.

Thus, if place branding in regions is not just abmarketing, but is also considered as a
collective territorial governance and developmembjgrt which sets in motion different
processes, depends on various, contextual varjaates reveals local dynamics, three main
attention points can be implied: (1) territorial lmeddedness, i.e. place identity, and the
anchorage and dynamics of local actors within theiritory; (2) local governance and
cooperation as driving processes; and (3) developpaicies and public interventions, setting

the conditions.
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First of all, from the comparison of the four Eueap cases, it became evident that territorial
embeddedness plays an important role within calleategional branding initiatives. This was
especially the case for Bretagne, where local acioe particularly attached to their place, and
thus shared value and historically rooted ties haeen crucial to the success of this brand.
Furthermore, it was demonstrated that converselyjtdrial embeddedness of actors can be
stimulated via the adoption of a common brandedtitie as in theSud de Francease (or can
provoke an opposite, excluding effect, as with$eptimanidrand that had been rejected by the
Catalan part of the region). Interestingly, in Ginafouen, territorial identity and embeddedness
were existent, as actors have a strong attachroghetir place and many visions on it, but this
was not enough for developing a collective placantdr Here, a kind of tension could be
observed between the territorial anchorage of Ipeaple and the strong influence of extra-local,
international organisations. Hence, while terrasbembeddedness appeared to be crucial in one
case and was a positive side effect in anothemag not a sufficient condition to support a
collective place branding project in the third ca€®nsequently, one can conclude that this
micro-level aspect dealing with territorial idegtis important for collective place branding, but

not exclusively so, as other determinants neece tcomsidered, too.

Secondly, there was no single way of governanagirigao successful collective place branding.
The different cases have witnessed that many wzigs ® develop and manage those brands:
from bottom-up (Bretagne) or top-down (Sud de Fednor via public-private, mixed forms

(Cork, Black Forest). The first form, where thermaame from bottom-up and was principally
governed by local economic actors themselves, apgehe most ideal and straightforward way,
but is in general difficult to put in place, becawd different behavioural patterns of local actors
and also because place brands depend on publioswgna financial means. Therefore, the other
place branding cases were issued from public tiiéa and had later anticipated a transition
scheme. Important for the governance and manageofidht place brands was in all cases a

leading public or private agency.

A significant determinant for the success of cdilex place branding projects was to bring
together different territorial actors and to co@pey vertically and horizontally, corresponding to
a current need to think and act more collectivélyis was not taken for granted, but required
time, motivation and leadership. It included catimoments, internal competition, differences of

opinion and processes of negotiation for consebsiding (e.g. quality level), inclusion and
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exclusion (e.g. products and actors to be inclualedot) or sometimes resulted in feelings of
misunderstanding or discrimination (e.g. due tofedénces between public administration,
consulting firms and business culture), as exeiegliin the cases. Cooperation is also linked to
the question on how to learn to act collectivelpd @on how to define common rules. In
Chefchaouen, there was predominantly vertical autgon with the nation state or international
NGOs, but almost no horizontal cooperation, as llosatrepreneurs were either acting
individually or according to external initiatives. this sense, successful collective place branding
also necessarily involves an evolutionary (nondmeand (territorial governance) learning

process.

Thirdly, development policies and public supportrevanother context-dependent influencing
variable for collective place branding. The brarmtginated either from a supra-national
incentive (the EU LEADER co-funding scheme for tat@velopment in the West Cork branding
case), or from a national incentive (the regiomias and decentralisation processes in France
and in Morocco) or from a local incentive (the coitment of local communities in the Black
Forest natural landscape protection and therefotka brand); but they can also be based on an
interplay between different geographical scalesnatti-level interventions (e.g. thagrojets de

territoire between the French nation state and its terrgprie

While in the European cases, a certain degree ldfcaband financial autonomy of the places
was given, the decentralisation in Morocco wasedgt and territories did not have sufficient
financial autonomy to realise local projects byntiselves. Therefore, vertical cooperation with
external, (inter)national partners was more eféectior people in Chefchaouen than local

horizontal cooperation, and a place brand wasfaili

It could also be stated that if development togl®nds or Gls are exclusively based on public
incentives — as it is the case of institutionakplérands in Europe or Gls in Morocco — they can
easily fail by missing the important meso-levelcobperatiori’® It should further be noted that,
as theSud de Francease shows, place brands are sensitive to példianges, with changing
governments and even changing administrative bsrsiech as the Languedoc-Roussillon being

fused with the region Midi-Pyrénées in 2016.

39 An negative example was the bravidntpellier Unlimited launched by the former president of the agglotimra
of Montpellier in 2012 and rapidly cancelled by thev mayor of the city in 2014, after having conednabout 11
million Euros of public money but having principaberved for the political auto-promotion of itseator, not for
local enterprises and investment as promised.
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Hence, development policies and public supportadten needed in the context of collective
place branding and can also be useful as longegsittiiply public-private interaction. The timing
and kind of support are critical and deserve mdtention in place branding in the future.
Moreover, public intervention only makes sensenib@propriate assessment is set in place (next

section).

6.3.3. Assessing territorial development outcomes of collective place brands

A third research objective was to gain insight® itite concept of place brand value and, based
on this, to develop a framework for assessingtteral development outcomes of place brands.
Here, the conclusion is that two aspects need tocdomsidered: (1) the concrete outcomes of
collective place brands — in terms of local develept effects and the kind of value they can
create for territorial stakeholders — but also (B¢ multi-level conditions, processes and

dynamics leading to these outcomes, that can hamfereandduring the branding.

Regarding the first aspect, the direct outcomesatiective place brands, the different case
studies have revealed that it is not only the eocooanarket value that counts for an evaluation,
but that collective place brands can encompassoadion social, cultural and environmental
value dimensions. These are quantitative or quiaktan nature and can support territorial and
agribusiness development (Chapters 2-5). Thus oes dot deal with a single outcome, but
rather with multiple (emerging) outcomes that coalldbe sub-optimal. Another insight was that
collective place brands do not have a dyadic predaonsumer relation as with commercial
brands, but integrate a whole territorial systene,. ithey can create value for multiple
stakeholders. In particular, the investigation laficp brand value (Chapter 3), which was based
on brand equity and stakeholder theory, has leddpecification of these various potential value
dimensions according to different groups. Here.eh cf indicators has been established for
measuring place brand value. By means of the add&gratanced Scorecard (Figure 6, p. 66), the

value performance could be regularly controlledbbgnd managers.

Concerning the second aspect, it became evidemttiies research that assessing collective place
brands should also go beyond a measurement ofoinerate (marketing) outcomes; but that a

broad, multi-level consideration is needed for ssig place brands as collective processes and
embedded territorial development projects. The Caduen case has illustrated that there is

something happening in a territobgforethe existence of a brand that needs to be evaluate
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collective territorial process, which is an impaitdpre)condition for the branding success, but
complex (concerning different action levels), ewoly (changing over time) and context-
dependent (depending on individual circumstano&isp, the outcomes dbud de Francéde.g.
increased awareness of the region) have been ewvedith relation to what had occurreefore

(a heavy crisis of the wine sector and dispersgdrosations) anduring the branding process (a
stepwise convergence of regional activities inwivee, food, tourism and other sectors under this
brand). Hence, the tracing of the origins, cond#io dynamics and processes of various
individual cases confirms that collective placengis should also be assessed with respect to

their development over time which could be at thregtterm.

To summarise, assessing collective place brandddleonbrace a consideration of the branding
outcomes themselves as well as the (macro)condjtigmeso-level)processes and (micro)-
dynamics. This includes an iterative process ohpt) evaluating various direct outcomes for
multiple stakeholders, and (2) evaluating condgjoprocesses and dynamics at three levels:
development policies and public support (macro)yegoance and cooperation (meso), and
territorial identity and embeddedness (micro). Mastrated in the following figure, it is a

continuum of these different and context-dependanables that defines the individual success
of collective place brands. This also means ttditext benchmark of different place brands does

not make sense even though it may provide valuabights.

Collective place

brands

Conditions, processes

& dynamics: Outcomes:
Development policies - Re.gional awareness
& public support & image
(macro-conditions) - Increased sales /
Governance & Assessment 2 Assessment 1 number of tourists
cooperation (meso- - Common identity
level processes) Stakeholders and
Territorial identity & their interactions
embeddedness (micro-
dynamics)

/ Territorial develom

Figure9: The iterative process of assessing collective phaaading outcomes

Sour ce: author
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6.4. Methodological implication: case study approach to collective place brands

This thesis has emphasised the advantage of useldagive case studies in order to understand
the contemporary and complex phenomenon of plaaading. Different types of case study
have been used, with different purposes.

The research started with a single case studyeo$tidl de Francérand in order to explore the
processes, dynamics and outcomes of a place branditative (Chapter 2, an inductive
approach aiming at theory-building; Eisenhardt )98%is was followed by developing and
testing a place brand value model derived from mament and marketing theory (Chapter 3,
deductive approach for theory-testing). Thereaftar, analysis and comparison of multiple
European regional branding cases was realised dardo test and confirm causal relations
between place branding processes, their condiamasdevelopment outcomes, on the basis of
the theoretical embeddedness framework guidinginterpretation of the cases (Chapter 4,
deductive approach). Finally, a single exploratiase study of Chefchaouen was conducted with
different embedded sub-units as a kind of singgeyrsor to a non-existent place brand, in order
to gain insights into the conditions and procegsesuccessfully developing a place brand in a
Moroccan context (Chapter 5, inductive approach).

Hence, the research design intended to first creattg specific knowledge, second to test this
knowledge, third to generalise it and fourth to lexg the applicability of this knowledge in a

new context.

However, using several cases and different casly stesigns has enabled us to attain depth and
breadth at the same time, to reach useful variantten one unit and for several units, and to
gain insights into how variables influence eacteo(iGerring 2004). This implies that case-based
research involving both inductive and deductiveggssais a useful research strategy for place
branding. This also means that case studthésmethodologyto analyse the context-specific

processes and determinants and to assess collptaioebranding outcomes.
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6.5. Practical implications for development policies and place brand management

The implications for development policies and pldcand management are derived from the
three key findings of this thesis: differentiatingetween various types of place brands,
understanding the conditions, processes and dysavhislace branding and ways of place brand

assessment. The following matrix shows the repamtvf the implications:

Table 15: Implications of the research findings on developnpeticies and brand management

Key findings Development policy implication Brand management implication
1. Different types of place X | Evaluate fit with local X | Develop an adequate branding
brands development goals strategy
2. Conditions, processes &
dynamics
a) Public support X | Define kind and scope of
intervention
a) Collectivity X | Define common objectives X Organisemmon brand activitieg
b) Territorial X | Stimulate a common identity via a
embeddedness brand
3. Assessment X| Assess local processes anX | Measure and control place brand
working mechanisms performance

From a perspective of policy makers, results frbm tesearch can provide clues for efficiently
using, supporting and assessing place brands ast@bdtlocal and agribusiness development
tools. First, policy makers have to decide aboatkimd and scope of public support, i.e. direct
support in the form of agricultural subvention (agtructure, material, training) or indirect in the
form of a place brand. Then, they can evaluate ldreand which type of place brand (Gl,
collective brand, institutional brand) fits locat\elopment goals, and operates at the adequate
geographical level. Accordingly, they will defineetform of governance and cooperation. In the
case of collective place brands, it has been ittt that they fit well and can assist the
territorial development approach, which is chanas¢el by public-private interaction and a
valorisation of various place-specific resourcesjlevconsidering a competitive environment
(Baudelle et al. 2011, Campagne and Pecqueur 2&Dbf)collective place branding, policy
makers should then define common objectives togetu#h other public and private
stakeholders, in order to reach a win-win situagoo-creation of value). The collective process
can be stimulated via information and common disims. Finally, results suggest that an

assessment of place branding from the policy dmbeild, in the first instance, take into account
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local processes and working mechanisms (cooperaimh networking, coherence of local

activities, local anchorage of actors, and so on).

Results suggest that collective place brandingreffeal opportunities for policy makers in
Morocco. A collective place brand could be a usgiernance tool for territorial development
in places such as Chefchaouen, as it could combpioigical interests with economic
development and stimulate multi-actor participataord cooperation. A place brand could also
join various dispersed initiatives, leading to awherent and collective territorial development
project. Moreover, it could bring together diffetevorld-views in urban centres and rural areas
via a common identity. However, this will only begsible if Moroccan regions become less
dependent on international development organisatemd get more local autonomy to fully
develop their own territorial projects. In this senthe existing institutional national brand
Terroir du Marocfor various food products may be more adequate $iragle Gls or collective

place brands at regional level at this stage.

From a managerial perspective, this thesis has sipmssibilities for implementing, organising
and monitoring place brands in a way that they cesate benefits for various territorial
stakeholders. This starts with developing an adegbeaanding strategy (identifying valuable
place-specific assets and key stakeholders, dgfiolnjectives and target groups), in accordance
with the type of place brand. In the collectivegalabranding approach, it will be important to
exploit or stimulate a common territorial identiia a place brand and to ensure cooperation
among different, public and private actors, by aigiag joint activities among brand members
(via workshops, trainings, sales actions, etchaly, measuring the place brand performance

could be done via regularly exploring the respqursdiles to the key stakeholder expectations.

6.6. Suggestions for further research

Place branding is not yet based on a sound thehry,to its multidisciplinary and complex

nature. Here, a typology of place brands has beepoped and a conceptual framework
elaborated to understand and assess complex dedtiv@ place branding conditions, processes,
dynamics and outcomes. These explorations havalexyamew insights in place branding and
particularly collective place branding from an &gsiness and territorial development point of
view. In particular, this has resulted in a firgsincept of collective place brands that links

management, marketing and regional studies, asasgblerspectives from sociology. The latter
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deserves more research attention in the futureceglyedue to a required, better understanding
of regional identities. It also has led to the gigithat collective place brands are not lineat, bu
iterative processes, which have (positive or negatiimpacts on the outcomes, and vice-versa.

Hence, collective place brands should be consideseti/namic systems.

While dealing with different disciplines, interawgi economic, social, cultural and environmental
goals, and a new, non-linear, methodological petspe the science of complex systems comes
into play, because it focuses on the methods afnstcucting the dynamics of heterogeneous
systems across traditional domains (Perrot et @L5P It may guide one in developing a
consistent theory that allows, on the one handjraterstanding of common features of diverse
collective place brands and on the other hand,rlgleshows differences between them by

detecting emergent properties that arise withinglemsystems.

As a very first attempt to cover the complexityptdice branding, a discussion has been initiated
with food system modelling experts dealing with @bex systems (Perrot et al. 2015). The idea
is as follows: collective place branding startshvitte notion that one deals with a territory with
(or without) clear frontiers (i.e. the playing @ their assets (a diversity of products and
services), incentives and restraints, and divetaleeholders (various public institutions, private
parties, individuals). The interactions betweenedse stakeholders can be visualised in a two-
dimensional plot (originating from thermodynamiagvealing an orderly regime, a chaotic
regime and the melting zone in between these twauffikhan 1995). In the melting zone,
complex adaptive systems maintain a quasi-equilibrstate; and new emergent properties arise

due to self-organisation.

Utilising complex system theories, it would be neding to further understand the collective
place brands discussed here, regarding questiaris a1 Is theéProduit en Bretagnecase an

example of a self-organised, highly dynamic comg@daptive system, and why? What happens
with the dynamics of th&ud de Francéorand now that the region Languedoc-Roussillon is

integrated in another region? Could the collectilaee brand become highly rigid or chaotic?

The underlying question would here be the followi@gn collective place brands be described
as complex adaptive systems, with the seven eakgmbperties as described by Carbonara
(2010), namely heterogeneous agents (stakehoktsri®l capital...), melting zone, co-evolution

(of stakeholders or groups), self-organisation antergence (new performance/properties of

place brands...), non-linear interactions (of, eagro-tourism), butterfly effects (minor
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perturbations with substantial consequences), @athlslity (e.g. for the extension of place
brands)?

Another issue that has emerged during this thasid,which should further be researched, is the
interrelations between various place brand stakkdnsl In Chapter 3, stakeholder theory from
management literature (Freeman 1984, Mitchell efl@97) has enabled us to identify various
place branding actors and to investigate diffetersind value dimensions according to their
expectations. However, a limitation was that thtenrelations between the different actors have
not been incorporated (Hankinson 2004). Thus, filective place branding, (new forms of)

management theory should be explored at the inteilf@tween the public and private sector.

6.7. Conclusion

The focus of this thesis was on place branding gsees for agribusiness and territorial
development in Mediterranean rural regions. It dbed and explored various place branding
cases in Europe and Morocco with regard to theidtmns, processes and dynamics, generating

context-dependent territorial development outcomes.

From this thesis research, three main conclusionfdde drawn. The first one was that among
the different types of place brands that existlective place brands are a distinctive concept
positioned between Gls on the one hand (sharingdhlective character for valorising place-
specific resources such as food) and institutitimahds on the other hand (as targeted branding
strategies applied to places to increase their etithieness). The second conclusion was that
collective place brands in regions do not only refyterritorial identity (micro-dynamics), but
also involve public-private interaction and coopiera (meso-processes), and are entangled with
their political environment (macro-condition). Tdhiran assessment of collective place brands
should include their direct outcomes, as well asrtbontext-specific conditions, processes and

dynamics.

Therefore, place brands for regions must be coreidas more than mere marketing instruments,
but as dynamic and collective territorial developmprocesses. Then, they may constitute a

useful and adequate tool for supporting agribusimesl local development.
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Summary

Summary

Place branding strategies linking marketing to @tabtave received increasing attention in
practice and theory in the past two decades. lgaserally assumed that place branding
contributes to the economic, social, political andtural development of cities, regions and
countries. But there exists neither a commonly piezk definition nor a sound theoretical
framework for place branding research. Studies haté now mainly focused on nations and
cities, while the regional scale has rather beeglegted, even more in the context of
Mediterranean countries. In addition, little is yetown about the conditions, processes, and

outcomes of place branding.

The objective of this thesis is to contribute te dtarification of the place branding concept and
to a broader understanding of this rich and complenomenon. The focus is on the underlying
conditions, processes and dynamics of place brgnidirregions that contributes to territorial

development. Place branding is related to localdf@ooducts and tourism for sustainable

territorial development in Mediterranean rural cew (in France and Morocco).

The introduction chapter outlines the societal #r@bretical context of place branding regarding
this thesis. Place brands have emerged as attempespond to intertwined and multifaceted
economic, political and socio-cultural challenges:the externalities of globalisation, to local
development challenges due to regionalisation amckmtralisation processes, and to socio-
economic tensions in the Mediterranean basin asdfobd domain. Accordingly, three
established literature streams are mobilized: tlketing and branding of places, regional
studies and sociology. It is supposed that insigidasn the three disciplines are needed to
understand the conditions, processes and develdmpu&gomes of regional branding. This leads
to three units of analysis: the first deals withga branding in a narrow sense, understanding it as
marketing strategy for the development of places #eir local assets based on a distinctive
territorial identity; the second considers terigbrdevelopment policies and public-private
interactions; and the third analyses place-basetlective and embedded processes among

various actors in rural areas.
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Chapter 2 comprises a case study of $hel de Francebrand in the region Languedoc-
Roussillon, which is mainly used for the valorieatiand promotion of local wines, food and
tourism, but also serving institutional aims. Itasstudy of local dynamics and the process of
regional branding, leading to beneficial outcomésmsning from a public development
intervention. It demonstrates various economic aod-economic benefits created by a place
brand and unfolds some of its working mechanisrash sas horizontal and vertical relations
among different territorial actors, a multiple sthklder involvement, or the linkage of a place

brand with its political, social and economic comnte

Chapter 3 is a continuation of Chapter 2, as ithir investigates the kind of value that can be
created by a place brand for different stakeholdestng theSud de Francecase. Based on
stakeholder and brand equity theory, it developseasurement model and monitoring tool for
the value of place brands. Results show that variglace brand value dimensions coexist,
according to the expectations of four identifieqy lstakeholder groups. These value dimensions

include economic, socio-cultural and environmeintdicators.

Chapter 4 offers a comparison of four regional dnag initiatives in Europe, with the aim to
gain insights into the general conditions, as vaslicontext-dependent factors for successfully
developing and maintaining place brands. It combeenarketing perspective with the sociology
of food and endogenous rural development, and seslystrategic and operational brand
management aspects, as well as contextual fadtordings indicate the importance of various
embeddedness dimensions for regional branding, sschpublic policies, cooperation and
governance forms, territorial identity and the aelge of local actors in their places.

Chapter 5 is an explorative case study of placending in the province of Chefchaouen,
Morocco, in order to find out whether and how itulbe possible to implement there a place
brand as a coherent and collective territorial tweent project. Preconditions and various
initiatives towards place branding are analysedhate action levels (macro, meso, micro).
Specific attention is given to local cooperatiom aretwork activities, to leadership and political
unity, being strongly related to the question afiterial governance. The main insight gained
from the Chefchaouen case is that a collectiveepbaand could be a useful tool for cross-sector
cooperation, territorial governance and developmbkat that currently Moroccan regions still

lack sufficient autonomy to fully develop their owerritorial projects.
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The final chapter builds upon the research findittghighlight conceptual differences between
diverse brands related to places. The main comelusi this thesis is that place brands in regions
— in order to be able to support agribusiness aadl ldevelopment — must be considered as more
than mere marketing instruments, but as dynamidlectove and embedded territorial
development processes. These insights lead to ptuwadeand theoretical, methodological, as
well as policy and managerial implications, forgadabranding research and practice. A main
suggestion for further research is to use compjsiess theory to cover the complexity of place
brands.
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Résumé

Résumé

Depuis deux décennies les stratégies de ‘placaiomgimqui lient le marketing aux territoires ont
attiré de plus en plus de l'attention, dans laiguat et dans la théorie. En général, on suppose que
le marketing territorial contribue au développemé&nomique, social, politique et culturel des
villes, des régions et des pays. Mais il n'existaime définition généralement acceptée ni un
cadre théorique solide pour la recherche du mangeérritorial. Jusqu’a maintenant, les travaux
se sont surtout intéressés au marketing des palgsetilles, pendant que I'échelle régionale a été
plutdt négligée, surtout dans un contexte des pedgiterranéens. En outre, peu est encore connu

concernant les déterminants, le processus etfiets e marketing territorial.

L'objectif de cette thése est de contribuer a d&cissement du concept du marketing territorial
et a la compréhension de ce phénomene tellemdrg &t complexe. L'accent est mis sur les
conditions sous-jacents, les processus et les dgnasides marques territoriales régionales qui
contribuent au développement territorial. Le marigeterritorial est donc lié ici aux produits de
terroir et au tourisme pour un développement tetal et durable dans des régions

Méditerranéennes rurales (en France et au Maroc).

L’introduction a la thése (chapitre 1) présentectmtexte socio-politique et théorique du
marketing territorial concernant cette these. Lekeiing territorial a émergé comme la tentative
de répondre aux défis économiques, politiques eiosmilturels étant interdépendants et
multidimensionnels : aux externalités de la glatslon, au défi d’'un développement local qui
est la suite des processus de régionalisation etl&dentralisation, et aux tensions socio-
économiques dans le bassin Méditerranéen et sonideragroalimentaire. Par conséquent, trois
courants littéraires établis sont mobilisés : lerkming et le ‘branding’ territorial, la science
régionale et la sociologie. On présume que les a@iseances de ces trois disciplines sont
nécessaires pour comprendre les déterminantsptegsus et les effets de développement d’'un
marketing territorial. Cela conduit par conséquentrois unités d’analyse : la premiére porte sur
le marketing territorial au sens strict, et le adasee comme une stratégie de développement des
territoires et de leurs ressources locales, uésfie qui a comme base une identité territoriale
distincte ; la deuxiéme unité traite les politigue développement territorial et les interactions
publiques-privées ; et la troisieme analyse lescgssus locaux, collectifs et socialement

encastrés entre de divers acteurs en zones rurales.
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Résumé

Le chapitre 2 comprend une étude de cas de la m&upl de Francelans la région Languedoc-
Roussillon ; cette marque est principalement étipour mettre en valeur et promouvoir les vins
et les produits agroalimentaires locaux ainsi queolrisme, mais elle sert également a des
objectifs institutionnels. C’est une étude des dyigaes locales et du processus de marketing
territorial, qui ont conduit & des effets positide développement suite a une intervention
publique. Le cas montre les bénéfices économiquemmeéconomiques divers créés par cette
marque territoriale et il revéle certains des mé&maas d’'une marque collective territoriale, tels
que les relations horizontales et verticales patendifférents acteurs locaux, la mobilisation de
multiples parties prenantes ou l'articulation denlarque territoriale avec son contexte politique,

social et économique.

Le chapitre 3 est une sorte de suite du chapit@r2utilisant le cas d&ud de Francdl
approfondit encore la question de la valeur qui @& créé par une marque territoriale pour de
différentes parties prenantes. Basé sur la th@mseparties prenantes et du capital marque, ce
chapitre développe un modéle de mesure et un datitontréle de la valeur des marques
territoriales. Les résultats montrent qu’ils coexid de diverses dimensions de la valeur des
marques territoriales, conformes aux attentes desdre) parties prenantes clés qui ont été
identifiees. Ces dimensions de valeur incluent iddgateurs économiques, socio-culturels et

environnementaux.

Le chapitre 4 offre une comparaison de quatre nesrderritoriales régionales en Europe ;
I'objectif est de comprendre les conditions géresalinsi que les déterminants contextuels qui
sont nécessaires pour créer et pour maintenir degques territoriales. Ce chapitre combine la
perspective du marketing avec celle de la socielaggroalimentaire et du développement
endogene rural ; il analyse des aspects du managestratégique et opérationnel des quatre
marques régionales ainsi que leur contexte speaeififes résultats indiquent que plusieurs
dimensions d’'un encastrement jouent un réle impon@ur les marques régionales, telles que
l'influence des politiques publiques, les formes deopération et de gouvernance locale,

I'identité territoriale et 'ancrage des acteursdox dans leurs territoires.
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Résumé

Le chapitre 5 est une étude de cas exploratoirendiketing territorial dans la province de
Chefchaouen au Maroc, afin de savoir si et danequeesure il serait possible d'y implémenter
une marque territoriale comme projet cohérent dectif de développement territorial. Pour
cela, les préconditions et les diverses initiatives un marketing territorial sont analysées & tro
niveaux d’action (macro, méso, micro). Une attenfparticuliére est donnée a la coopération et
aux activités de réseau, au leadership et a l'updiitigue, donc aux dimensions qui sont
fortement liées a la question de la gouvernancédeale. L’'apercu principal obtenu du cas de
Chefchaouen est qu'une marque collective territ®ri@ourrait étre un instrument utile pour
stimuler une coopération entre différents sectemnas qu’actuellement les régions au Maroc

manquent encore d’autonomie suffisante pour dépeloleurs propres projets territoriaux.

Le chapitre final s’appuie sur les résultats déhése pour souligner les différences conceptuelles
entre diverses marques liées aux territoires. liacipale conclusion est que — pour pouvoir
stimuler le développement du secteur agroalimentairterritorial — les marques territoriales
régionales doivent étre considérées comme plusdgupurs instruments de marketing, mais
comme des processus de développement dynamiquiestitoet encastrés. Ces apercus menent
a des implications au niveau conceptuel et théerignéthodologique ainsi que politique et
managérial pour la recherche et la pratique du eteudy territorial. Une suggestion majeure pour
la future recherche serait d'utiliser la théoris dgstemes complexes pour couvrir la complexité

des marques collectives territoriales.
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Samenvatting

Samenvatting

‘Place Branding’ strategieén die marketing met {3k verbinden hebben toenemend aandacht
gekregen in de afgelopen twee decennia, zowel irprd&tijk als in de theorie. Het wordt
aangenomen dat place branding bijdraagt aan deostsche, sociale en culturele ontwikkeling
van steden, regio’s en landen. Maar er bestaat aenhalgemeen geaccepteerde definitie noch
een solide theoretisch kader voor het place brgndimderzoek. Studies hebben zich tot nu toe
voornamelijk op landen en steden gericht, terwgl reégionale dimensie eerder verwaarloosd
werd. Verder is er tot nu toe weinig bekend ovecaiedities, processen en uitkomsten van place

branding.

Het doel van deze thesis is bij te dragen aan dduigelijking van het place branding concept en
het begrijpen van dit rijke en complexe fenomeea.nadruk ligt op de ten grondslag liggende
condities, processen en dynamieken van place brgndiregio’s, dat tot lokale ontwikkeling
bijdraagt. Place branding onderzoek is hier gerahtlokale levensmiddelen en toerisme ten
behoeve van een duurzame ontwikkeling in Mediterréandelijke regio’s (in Frankrijk en

Marocco).

De introductie (hoofdstuk 1) schetst de maatschHgkpeen theoretische context van place
branding in het kader van deze thesis. Place braipdsevoorschijn gekomen als pogingen om
op — met elkaar vervlochten en veelzijdige — ecasone, politieke en socio-culturele
uitdagingen te reageren. Deze betreffen de gevalgarde globalisering, op lokale uitdagingen
in verband met regionalisering- en decentralissrpgpcessen, en op socio-economische
spanningen in Mediterrane landen en hun uniekesaddmain. Bijgevolg worden drie literaire
stromingen beschouwd: de marketing en brandingplaatsen, regionale studies en sociologie.
Hier wordt gesteld dat inzichten in de drie discies nodig zijn om de condities, processen en
(ontwikkelings-)uitkomsten van regionale merken kegrijpen. Dit leidt tot drie analyse-
eenheden: (i) de behandeling van place brandingeirenge zin en haar beschouwing als
marketingstrategie voor de ontwikkeling van plaatea hun lokale assets, gebaseerd op een
unieke territoriale identiteit; (ii) het bestuderean territoriale ontwikkeling beleidsvormen en
publiek-private interacties; (iii) het analysereanwplaatselijke, collectieve en sociaal ingebedde

processen tussen verschillende actoren in landelggio’s.
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Hoofdstuk 2 omvat een casestudy van$wed de Francenerk in de regio Languedoc-Roussillon,

welke voornamelijk gebruikt wordt om lokale wijnelevensmiddelproducten en toerisme te
verwaarden en te promoten. Het is een studie vdokade dynamieken en het proces van place
branding, wat positieve uitkomsten oplevert dieigggaan op een publieke interventie. Het toont
verschillende economische en niet-economische etemddie gecreéerd worden door een
regionaal merk en laat een aantal van zijn ondprhde werkingsmechanismen zien, zoals
horizontale en verticale relaties tussen verscidieterritoriale actoren, een betrokkenheid van
meerdere stakeholders, of die vervlechting vanrégibnale merk met zijn politieke, sociale en

economische context.

Hoofdstuk 3 is een voortzetting van hoofdstuk Zrtwordt verder onderzoek gedaan naar de
waarde die een regionaal merk kan creéren voorsiwtoelgroepen; dit aan de hand vaisde

de Francecase. Gebaseerd op theorieén over stakeholdevaade van merken (brand equity),
wordt een metingsmodel en een sturingsinstrumentwikkeld voor de waarde van
regionaalmerken. De resultaten laten zien dat negilmerken verschillende waardedimensies
hebben, conform de verwachtingen van de vier eagdigtentificeerde belangrijkste stakeholder
groepen. Deze waardedimensies omvatten economissbeip-culturele en ecologische

indicatoren.

Hoofstuk 4 richt zich op het vergelijken van viegionale branding initiatieven in Europa, met
het doel inzichten te krijgen over generieke coasditalsook contextafhankelijke factoren die
nodig zijn om regionale merken met succes te ordgldn en te behouden. Hier wordt een
marketing perspectief met de sociologie van voedselendogene landelijke ontwikkeling

gecombineerd. Tevens wordt een analyse uitgevogst bet strategische en operationele
management van merken alsook contextuele fact@enesultaten geven aan dat verschillende
dimensies van ‘embeddedness’ voor regionale mebetangrijk zijn, zoals publiek beleid,

samenwerking en bestuur, territoriale identiteitessm verankering van lokale actoren in hun

plaats.
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Hoofdstuk 5 is een exploratieve casestudy van plaeading in de provincie Chefchaouen,
Marokko, om te weten te komen of en hoe het mdgelju zijn om een regionaal merk als
coherent en collectief ontwikkelingsproject te iempenteren. Hier worden de basisvoorwaarden
en verschillende initiatieven richting place brarglop drie niveaus onderzoekt (macro, meso,
micro). Bijzondere aandacht wordt gegeven aan éokamenwerking en netwerk activiteiten, aan
leiderschap en politieke eenheid; dus aspectervabeal aan de vraag naar territoriaal bestuur
gebonden zijn. Het belangrijkste inzicht van de fCh&ouen case is dat een collectief regionaal
merk een bruikbaar instrument voor sector-overgtdmde samenwerking, territoriaal bestuur en
ontwikkeling zou kunnen zijn, maar dat regio’s inafdkko tegenwoordig nog te weinig

autonomie hebben om hun eigen territoriale profetgeontwikkelen.

Het slothoofdstuk bouwt voort op de resultaten Vest gehele onderzoek om conceptuele
verschillen tussen diverse merken, die aan plaagsbonden zijn, te benadrukken. De centrale
conclusie van deze thesis is dat regionale merkeom-een agro-industriéle en lokale
ontwikkeling te kunnen steunen — niet alleen al® poarketing instrumenten beschouwd moeten
worden, maar veelmeer als dynamische, collectieve seciaal ingebedde territoriale
ontwikkelingsprocessen. Deze inzichten leidenrgtlicaties voor het concept en de theorie, de
methodologie zoals voor een beleid en managemenplaee branding onderzoek en praktijk.
Een eerste suggestie is de theorie van complexensga te gebruiken voor verder onderzoek om

de complexiteit van regionale merken te doorgronden
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Zusammenfassung

Strategien des ‘Place Branding' (dt. auch Ortsntargy die Marketing mit Orten in Verbindung
setzen, haben in den letzten zwei Jahrzehnten inPdaxis und der Theorie zunehmend
Aufmerksamkeit auf sich gezogen. Im Allgemeinendnangenommen, dass Place Branding zur
O0konomischen, sozialen, politischen und kulturelEemwicklung von Stadten, Regionen und
Landern beitragt. Bislang gibt es jedoch weder aiflgemein akzeptierte Definition noch einen
fundierten theoretischen Rahmen fir die Place Brgn&orschung. Bisherige Arbeiten haben
sich hauptséachlich auf Lander- und Stadtemarkdigempgen, wahrend die regionale Ebene eher
vernachlassigt wurde; dies gilt vor allem im Koritbediterraner Lander. Aul3erdem ist bislang

wenig bekannt Uber die Voraussetzungen, ProzessAwswirkungen von Place Branding.

Das Ziel dieser Doktorarbeit ist es, zu einer Vatlighung der Konzeptes Place Branding und zu
einem breiteren Verstandnis dieses reichen und lemp Phanomens beizutragen. Der

Schwerpunkt liegt dabei auf den zugrundeliegendesirgjungen, Prozessen und Dynamiken des
Place Branding in Regionen, das zu lokaler Entliwd beitragt. Place Branding bezieht sich

hier auf regionale Lebensmittel und Tourismus reiindZiel nachhaltiger lokaler Entwicklung in

mediterranen landlichen Regionen (in Frankreiath Miarokko).

Die Einleitung (Kapitel 1) gibt einen Uberblick irbgen gesellschaftlichen und theoretischen
Kontext von Place Branding in Zusammenhang mitetiesbeit. Place Brands (Ortsmarken)
sind als Reaktion auf miteinander verwobene untdaligge 6konomische, politische und sozio-
kulturelle Herausforderungen entstanden: auf dieswhdkungen der Globalisierung, auf
Herausforderungen die durch Regionalisierung- uedeldtralisierungsprozesse entstanden sind
und auf sozio-6konomische Spannungen im Mittelnaesm und dessen Lebensmittelbereich.
Dementsprechend werden hier drei Literaturstromonberangezogen: das Marketing und
Branding von Orten, Regionalstudien und Soziologdes beruht auf der Annahme, dass
Erkenntnisse von allen drei Disziplinen zum Verdtéia der zugrundeliegenden Bedingungen,
Prozesse und der Auswirkungen von Regionalmarkénho&ale Entwicklung bendtigt werden.
Dies fuhrt konsequenterweise zu drei Analyseeieheitlie erste befasst sich mit Place Branding
im engen Sinn und versteht dieses als Marketingsfia fir Orte und deren lokale Ressourcen,
auf der Basis einer unverwechselbaren lokalen id¢ntdie zweite betrachtet lokale

Entwicklungspolitik und 6ffentlich-private Zusamnaebeit; und die dritte analysiert lokale,
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kollektive und sozial eingebettete Prozesse zwisalgerschiedlichen Aktoren in landlichen

Regionen.

Kapitel 2 beinhaltet eine Fallstudie der Mafkad de Franceler Region Languedoc-Roussillon,
eine Marke, die in erster Linie benutzt wird um dék Weine, Lebensmittel und Tourismus
aufzuwerten und zu vermarkten. Es ist eine Stubier iobkale Dynamik und den Prozess des
Regionalmarketing, dessen vorteilhafte Auswirkungaonf eine offentliche Intervention
zurtiickgehen. Sie zeigt, wie eine Ortsmarke untéedibhe ©Okonomische und nicht-
O0konomische Vorteile schafft und legt deren Wirkemgchanismen offen, wie z.B. horizontale
und vertikale Beziehungen zwischen unterschiedficthekalen Aktoren, das Einbeziehen
verschiedener ortlicher Interessensgruppen odeWedidechtung der Regionalmarke mit ihrem

politischen, sozialen und 6konomischen Kontext.

Kapitel 3 ist insofern eine Fortsetzung von Kapiehls es der Frage nach der Art des Wertes,
die durch eine Ortsmarke geschaffen wird, sowieseeZielgruppen anhand der Mar®ad de
Franceweiter nachgeht. Ausgehend von Stakeholder- unk&tavert-Theorien wird in diesem
Kapitel ein Messmodell sowie ein Kontrollinstrumefitr den Wert von Regionalmarken
entwickelt. Ergebnisse zeigen, dass unterschieslliertedimensionen gleichzeitig existieren,
entsprechend den Erwartungen von vier vorab idemifen wichtigen Interessensgruppen der
Regionalmarke. Diese Wertedimensionen umfassen oskische, sozio-kulturelle und

Okologische Indikatoren.

Kapitel 4 bietet einen Vergleich zwischen vier oegilen Branding-Initiativen in Europa, mit
dem Ziel, sowohl Einblicke in die allgemeinen Vosaetzungen als auch kontext-spezifischen
Faktoren fur ein erfolgreiches Entwickeln und Magragon Regionalmarken zu erlangen. Dieses
Kapitel kombiniert eine Marketingperspektive mitrd8oziologie von Lebensmitteln und
endogener landlicher Entwicklung; es untersuchtekgp des strategischen und operationellen
Markenmanagements sowie kontextuelle Faktoren.Bgebnisse legen die Erkenntnis nahe,
dass eine Einbettung von Marken in verschiedenesitfit von Bedeutung ist: in die 6ffentliche
Politik, die ortliche Zusammenarbeit und in neuerwédtungsformen, wichtig ist aber nicht
weniger eine Berlcksichtigung der territorialenniiai&t und die Verankerung lokaler Aktoren
mit ihren Orten.
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Kapitel 5 ist eine explorative Fallstudie von Pla&Bending in der marokkanischen Provinz
Chefchaouen, um zu ermitteln ob und wie es moghére, dort eine Regionalmarke als
koharentes und kollektives lokales Entwicklungspkojzu implementieren. Daflr werden

Grundvoraussetzungen und unterschiedliche Inigatiin Richtung Place Branding auf drei
Wirkungsebenen untersucht (makro, meso, mikro)oBésre Beachtung wird dabei der lokalen
Zusammenarbeit und Netzwerkaktivitaten, Leaderahgb politische Einheit geschenkt, die stark
an die Frage einer neuen lokalen Regierungsfornurgdn sind. Eine wesentliche Erkenntnis
aus dem Fall Chefchaouen ist, dass eine kollelfiseke durchaus ein nutzliches Instrument fur
eine sektorenubergreifende Zusammenarbeit, neuevaltengsformen und flr regionale

Entwicklung sein kénnte, die Untersuchungen ergatiesr auch, dass die Regionen in Marokko
noch nicht Uber eine ausreichende Autonomie verfug® ihre eigenen lokalen Projekte zu
entwickeln.

Das abschlieRende Kapitel stitzt sich auf die Hagpbnisse der Arbeit, um konzeptuelle
Unterschiede zwischen verschiedenen Regionalmatkervorzuheben. Die Hauptschluss-
folgerung ist, dass Regionalmarken — damit sie iadustrielle und lokale Entwicklungen
fordern kdnnen — nicht nur als reine Marketinginstente betrachtet werden dirfen, sondern
vielmehr als dynamische, kollektive und sozial eimgitete territoriale Entwicklungsprozesse.
Diese Erkenntnisse haben Auswirkungen auf KonzagtTheorie, Methode, sowie Politik und
Management von Place Branding, in der Forschungadh in der Praxis. Ein Vorschlag fur
weitere Forschungen an diesem Thema wére, die iBhemn komplexen Systemen anzuwenden,
um die Vielschichtigkeit der Bedeutung und Anwengismdglichkeiten von Regionalmarken zu
erfassen.
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