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The article discusses typical errors in the practice of city brand construction and argues for the necessity of sociological research 

as a tool of the branding activity. Perception of social world is one of the crucial conditions of functioning of social reality. Therefore, the 
subject of identity construction is of special significance for sociological analysis as well as for social practice. Recently, considerable 
attention was devoted to construction of identity of territories in general and of cities in particular. City's identity is defined as a 
perceived specificity of the city that is important from the point of view of consolidation and mobilization of its inhabitants, as well as in 
relation to the necessity to get advantages in competition for different material and symbolic benefits. In a practical sense, city identity 
construction means the activity of creating a brand – a set of (positive) associations connected with it. Futhermore, there are typical 
errors in the practice of brand creation that can be avoided by consistent application of the logic of marketing approach, on the one 
hand, and by basing on sociological research, on the other hand. 

Keywords: social perception, identity, city identity, the branding, territorial brand, city brand. 
 

Esse est percipi – ,    
(  ) 

 
     

   , , 
  ( , , -

  .),     -
 ( , ),  

 .   –  
    -

  , -
  ,   

       
    

    . 
       

     
     /  

 .   -
        -
   [   

      -
        -
,   ,    -
 –    , . .  -

     ( , 
...)       

" [ , 1994: . 188].].    -
    

  ,   (  ) -
.   

    -
     –  

 , ,   
. .  ,    

   (    
 ),     

("  ") [ , 1993; , 1994]. 
     -

    , 
      -

. ,   ,  
 : 

     -
,     -

 ,   -
,   , -

 "  "  . . [ ., , 
[ , 1996; , 2002].].  " -

"   ,   
    ,  

©  ., 2012



. 3/2012 ~ 77 ~ 
 

 

 ,     -
  [      

      
  ,  ,  

 " "    
 .]. 

    , -
 (  )    

[         
,  ,     -
     ( ., , 

[ , , 1995; , 2002; Baumeister, 1986, 
Giddens, 1991, Hall, 1996, Bhabha,1995].].   

    
    -

    -
  ,   

  . . 
   , -

       
"  ".  , -

   " "   
,  " " 

,     [ -
,      

  ( ., , [ -
, 1999].].  ,    

    
 "  ".  -

,  ,  ,  " -
" – " "   

 " "    
"  " –   

    [   
     -

  ,   -
     .]. 

     
   -

.    
     (  

),  ,    -
,    -

   ,   
  ,   

    ["" -
 ",    ,  

  ,  ,  -
 6  ,    

  ,    ,   
,      ,  

   : ,   
, " [ , 1994: . 185].]. -
,        

  (competitive identity – . 
 [Anholt, 2008]). 

    
  ,  ,   , 

  , ,  ,  
 .    -

 ,       

 ,     –  
       " ",  

     [ , 1993: . 57]. -
      -

     .  
 , "   "  

    .  -
    ( -

, ,   . .)   -
     ,  
    ; 

, ,    . 
      -
 ,    

  –  ,   
.   "   "   
    . 

   -
  [    

  ,    
    

(   ),     -
   ,   -
  ,   , -

   . .    (  
    .  [ , 2000]), -
      -

 ,    -
,      

,      
      -

 .]    -
    , -

, ,    
   ["   

   ,  
 " (  , . : [ ])].  

      
(brand identity)     -

  – " ". -
   ,     

    [  ]. 
   ,   

 ,    -
 ["  – ,    

 /  ( -  
,      

 HEC, )" [ ].],  
 –       -

     ,  
    ,  -

     -
   .  

          
  –   -

      
   ,    -
   ,    
   – , , -

, , , , -
,   . .   -



~ 78 ~        
 

 

     
   -

      , 
   ,  

  [   
        

 ,  
     1990  

[Hoyer W., Brown S., 1990].   
      . 

,   " "  (    
  )    -

,      70 %   
    .    -

       
 ,   73 %   

   –  , 
   . ,    

    
  ,      
   .  2010 

       
Interbrand  Coca- ola ($70,452 ), IBM 
($64,727 ), Microsoft ($60,895 ), Google ($47,8 

)  General Electric ($42,808 ) [ ].]. 
      -

   (  " -
", , ),  –  -

 – , , .  -
     ,   

  ,   
   –    

   .  "  -
 , , " [ ].  
    Palgrave Macmillan 

   "  -
   " (Place Branding and 

Public Diplomacy),    -
,    , -

    [Place 
Branding].   , 

    [   
],     –  

     
"  :   " 
("City Branding: The Search for place identity", -

, , 20-22  2011) [ ]. 
   -

 , ,      
     -

     -
,  ,    

  .      
 ,     

 ,     
 " ",  , ,  

     
 [ , ,  -

   –     , 
,   " ,   "  . .  " -

 ",    – -

, ,  "  ",    , 
      

   . .   -
    " "  

" ", "  "  "  -
", " ", " "  "  "  . . 

  ,      
,    "   

",   – "   ",  
– "  ",   – "  ". -

  ,  ( -
)   ,     
     . .,  " " 

    ( )  -
   ,     -

. ,     
,       

" ",       
      .]. 

     
,     -

,  ,  : 
   (  )  

    , 
    ( -

      , 
   ) [ ,  -
      

  ,   ,  
 ,     

.   " "  , -
     .  

   " " , 
"       -

 ,      
       

 :      
   –    -

  ,      
,  "   " [ ].], 
      

     , 
   ( ) 

    -
   –       

 ,  -
     . 

 ,  ,   -
 .   –  -
   ( )  
  [  vs  , 
 vs ,  vs , 

" " vs " "  . .   
,      

       
      

      ,  
    

 .].   ( ) -
 (    = -

) –    -  



. 3/2012 ~ 79 ~ 
 

 

,      -
  ,    ,   

       
. [     

 ,      
        . 
, ,  . ,  -
  , ,    -
      

 ,     -
 ,        

   [ , 1994].   
    ,    -
  (  )  -
      ( -
 ).  , " -

 "   ,     
  ,  "  " –  

,        . -
 ,    -
         

 .] 
 ,     
    – -

   ,     
,       [  

   ,  
        , 
      . .]. -
     -

   ,   1) -
   2)   (  -

 ,   ).  
     -

      
    

 .  
     

     . 
      

  -  –   
  1970    

   "I love NY". [  
  ,    

-   "Wolf Olins"  -
 : "  -  –   -
  .   

    ,  -
       

.      
 ,   .  

 , ,   fashion -
, -     -

   ,    -
  " ( . : [ ]).]  

     "I 
AmSterdam".       

  [City of Melbourne Identity]. 
   "Landor", -
      240 000 

. [    

     100 000  300 000 . 
  700 000  1   (   ) 

      
,      [ , ].] 
     -

     
 - , , , ,  

 .      
    -

,    , ,  -
    -

 (visual identity elements)  [Visual]. 
[  ,   " - " –   

      
.] 

      
     –  -

      
[ ], -  [  ; -

],  [  ; 
 ].    –  
   .  , 

  " "  ,  
   ;  

      
       -

  –    7–8    
     [ , 
].    -

       
 ( ., , [ ]),  

    
  . 

    
  . , ,  -

     [  -
],   –    

 [ ].     
     -
     [ ].  

,     -
      

.    : 
       
   .  

  ,     
   ,  , 

  [  ; -
 ;  ]   [  

]. ,  –    -
.    : 
1. : , , , -
 – ,    -
 ,   . 

2. : ,      
  . 

3. :     
,     -

. 
     – 

     , 



~ 80 ~        
 

 

   ,  
   .   -

   – , , -
,   "  " -

  .     -
 ,   

[ , 2010: . 35-63]..   -
      

    .  -
      

  .      
      

   . -
       

      .  
    -

.      
    -

    . 
      

  . [ , 
,    

     -
      

 [Anholt, 2010: .13-14].]   , 
       

 ,    
     -

    , 
      

.      -
    -

,    . 
, ,      

"   –  " [   
     " -

 " [Imagine Chicago].] [   – 
 ].      

  " - " , 
  .     

 ,     
,   .   -

      
" ",     

  :  
-       

  ,    -
.    –   

   .  
      

     , 
      

[ , 2010]. 
    

  .   ,  
    -

 .  ,   " -
 " : "    

      
,   .  <  - 

. . .>     -

   ,   . 
 ,   -

 -    -
     -

,       
" [ , 2005: . 11].     

,       -
,    -

     .  
,   ,   -

     
 .  

    . 
   ,   , 

    ,  
       

 .  ,   , 
  ,  -

,      -
  . .    

     , 
,    

    -
    ,  

     . 
  . -

       
 ,    

     -
,       

 –   ,    -
 ,  . , 

    ,  -
 [   , 

    
.    

    .   
    . 

   "place branding"  " -
 ".  (2004)   

 "     " 
(Place Branding and Public Diplomacy).   

 "Anholt Nation Brands Index", "Anholt 
State Brands Index"  "Anholt City Brands Index" – -

 ,    -
       

 .],   -
  ,       -
  ,  -

     
    -

 [Anholt] (      
   "  

" [Anholt, 2007].).    
,    -

 ,   -
   –  -

      -
,    , 

     . -
,     



. 3/2012 ~ 81 ~ 
 

 

  (substance)  -
    ( )  

(symbolic actions) [ , 2008]. 
   ,    -

     -
  ,   

    [ ., , 
[   ].]: 

1.     .  
       
    -

  ,      
 .    
     .  

     -
   , ,  -

   ,  
    . 

2. .   
 ,    -

 ( ),     
;    
     /  

  ,   -
    ,   

  .   -
   . 

3. .   
,    -

   . ,   
 ,   , -

     ( -
 ,   

      
    . .),   , 

   (  
     -

),  .    -
  ,   [ ., -

, [Anholt, 2008].]. 
    -

  ,    -
 . , ,   -

  , ,  
   8  -

 (40 )) [      -
  250   22   [ -
  ].]: 
  –  – 4   
  –  – 4   
   – 11   
  –  – 7   
   – 1   
   – 3   
  – , , -

 – 5   
    – 5   

     
     , -

  ,    -

 ,   ,   -
     -

,   ,  . 
* * * 

    -
      

. 
  2011    -
  .    

      -
   ITB,  

  8  14    ( ),  
 6  (    , 

      
 .).     

    -
  .    -

   -
   , "  -

    , -
    ,  

  <…>   -
 ,     
.   ,    , 

   ,    . <…> 
       

 ,     ,  
  ,        
,    ". -

   : "Kharkiv – smart city" ( -
 –  ).      

S.M.A.R.T.  :  
(social),  (modern),   
(art),   (research)   
(tourist) .   ,   

      
.     -

    . 
 

 
. 1.    

 
 ,  ,    

   ,   -
   ,   –  

  . ,    
     -

 . ,  -
 " "  "  "  -



~ 82 ~        
 

 

       
     

-  (     -
    , 

    ),   -
 . ,    

 ,  " "  " -
" - ,      

    , 
   –    

  .     
    
.   -

  "  ",   
  "  "  -
     , -

  ,      
,      
,   .  

      -
 ,   ,   

,     -
 ( . [   ]).    

    
   ,    

 . 
     , 

 :     
 ,     

   2011   
 " -2012:    
   " (  

    ). 
 , , ,   -

     3Z  
   (  "  -

") [ ],    -
    . 

    -
    -

 ,  ,   -
,  .  

     -
   : 

 [ ] .  –  . -
 – .     

,   ,   
 .  , , -

, , .  
.  .   

    - -. 
.  –  -

 .    
   ,   -

      
. 

.  –  -
.  –   -

   .   -
   . 

.  –  .  
      -

  .    , 
, ,   . 

 

 
. 2.   ,   

  3Z  
(  "  ") 

 
,    -

     -
      -

,     -
     .  

, ,  ,   
  ,     

  . 
     -

 2011   " - " 
,     ,   

     [ -
].      

,   : 
 , , , 

 
 , , , ,  
 ,   -

 ,  ,  
    

 , , -
, ,  

 , ,  -
/  

  ,   -
 "  "   "   

". 
,      -

,    , -
   
    [  – -
 -   ,  

  75 ,     -
 ,      

 "  "  "  ". 
     .]; 

    ; 
  ; 
 , ,  ; 

 ,     " -
"     -

, , ,   



. 3/2012 ~ 83 ~ 
 

 

,   -
/    . 

* * * 
   -

,     -
 ,    -
        -

   , -
      

.   ,  -
  ,      -
,      ,  , 

     -
  .  

    ,  . 
  –  ,     ,  
  –  ,     

     ,  
 ,    . .  

      
 .     

   ,   
,    .  

 ,    , -
 [ ,  -

 , ,    -
   . .,     -
   .]. 

,    -
    

.    -
  ,  

   -
   . .   

    
  2004, 2005, 2006–2007  2009  

[  2004  n=752, 5 ;  2005: n=478, 5 , 
2006-2007: n=1278, 9 ; 2009: n=790; 8 . -

 :     -
   ,   

    ,  -
 –     

,     -
.      

 : 62 % –  -
 ,     -

 (7 %), ,  (  6 %), -
 (4 %),     (  3 %), 

 (2 %);    71 %, 
 – 27 % ;   

  ,  ,   -
 ,    ;   -
   50 %,   -

 – 50 %.],    
  : 

     .  
     

,     ,  -
 ,   ,  ; 

   ,    , -
   -

,   , , ; 
       

 ; 
    "  -

"     -
        -
 –    [ , 2008]. 

     
  ;  -

  ,  ,  
 " " [     -

  .]   -
 ;    -

,  " ",  " "  
 " - " [ , 2010]. 

,    [ -
  - , -

      
]        -

  . 
   "  -
:        

 ",   
      

-    2008–2009 . 
[    – 1)   
(      (1915, 1927, 1967, 
1976, 1982, 2008),  ,  -

     -
   .)  2)  ( -

)    (  
24 ,      19, -

   (  20  ) 5;   
 11,    13; -

 10,  14,   23  70 ).]  -
    – "  -
",    , -

, ,  , "  
".     -

 .     ,  
  ,   

,  . , , 
    1920-

     -
     ,  -

 "  "    -
   . -

 ,   -
      

  ,    " -
 " –    -

    
    . . [ -

, 2009].     -
,       

  (  -
,  ,   . .) 

,     .   -



~ 84 ~        
 

 

     -
 ,      . 

 
* * * 

 ,    -
      

 ,    
    

 ( - ,  
   ,   

,  ,  -
     . .).  -
     -

 ,     
      
   .   

     
       

  .   
   -

 , ,  ,  -
      -

  .      – 
     , -

      -
     ( , 
  . .) –    -
     

.    -
     , -

       
 ,    –   -

     
  " ,       

 ". 
 

 .,  .,  .,  .  . – : 
    - , 2005. – 376 .  

 .   – .: , 2002.  
.,  .   .   -

 : .  . . . – .: , 1995. – 336 .  
 <http://ru.wikipedia.org/wiki/ >.  
  –   <http://bgorod.in.ua/>.  
-   <http://bgorod.in.ua/wp-

content/uploads/downloads/2011/02/KHARKOV_brand_platform_draft.pdf>.  
 .      // -

 . . – .: Socio-Logos, 1994. – . 181-207.  
 .     " " //  . 

 . – .: Socio-Logos, 1993. – . 53-98.  
        -
 "  –   " 

<http://www.interfax.com.ua/rus/press-release/34813/>.  .  // 
.  . – .: , 1994. – .309-446.  
 .    "City Branding: The Search 

for place identity" ( , 20-22  2011) <http://www.urban-
club.ru/?p=161>.  

       //   
<http://www.dp.ru/a/2010/09/16/Vishel_novij_rejting_samih>.  

 .,  .   -  
<http://www.advertology.ru/ article67454.htm>.  

 .     . – .: -
- , 2000. – 304 .  
     <http://kharkov.nezabarom.ua/ 

Fotografy/blogs/entry/1043/>.  
 .  . Hot list.  -

-    Purebrand <http://www.purebrand.ru/gorod-
brand/>.  

  <http://www.marketopedia.ru/115-identichnost-
brenda.html>.  

  <http://3z.com.ua/portfolio/identity/1602/>.  
 .    ? <http://www.gos-

ros.ru/brend_why.html>.  
  <http://www.facebook.com/album.php?id= 

120184924685124&aid=34000>.  
 . .       -
 // ,      -

 :   . – :   -
   . . . , 1999, – . 9–14.  

   <http://www.slideshare.net/Hellomyguest/ss-3223928>.  
  <http://www.marketing.spb.ru/lib-special/ 

regions/rus_city.htm>.  
    <http://www.urbaneconomics.ru/ 

projects/?mat_id=3>.  
    " -2014" // 

<http://www.advertology.ru/article49094.htm>.  
     .   

   ? <http://www.mediaport.ua/news/society/67532>.  
 .  :     -

  // ,    -
   :   . -  

15 – :  . . . , 2009. – . 488–494.  
 .     //  -

   . . . . " -
   : , , -
". – 2010. –  889. – . 116–120.  

 .       
(     ) //  -

 .  . – 2008. – . 2. – . 100–109.  
  "  2014". ! <http://sferi.ru/sport/sochi/685-the-

new-brand-of-sochi-2014-gone.html>.  
    <http://www.sostav.ru/ 

news/2009/02/05/14r/>.  
    

<http://vecherniy.kharkov.ua/news/50737/>.  
 .     

  <http://www.prdesign.ru/text/2008/regionalbrand.html>.  
 .  101.  . – : , 

2010. – 336 .  
 .   , ,  

<http://www.sostav.ru/blogs/27523/4453/>.  
    / . . , 

. . , . . . – : -    , 
1996. – 185 .  

    /  . . . – .: -
   , 2002. – 315 .  

   <http://te.20minut.ua/news/10192287>.  
 . :   –  1 <http://www.the-

village.ru/flows/do-it-yourself/posts/105023-perestroyka-brend-goroda-2010-
09-13-16-40-27>.  

    -  // 
<http://fancy.dp.ru/docs/spb_brand.doc>.  

Anholt S. Competitive Identity: the new brand management for nations, 
cities and regions. Palgrave Macmillan, 2007. – 134 p.  

Anholt S. Places: Identity, Image and Reputation. Palgrave Macmillan, 
2010. – 168 .  

Anholt S. Place branding: Is it marketing, or isn't it? // Place Branding and 
Public Diplomacy (2008) #4, 1–6. <http://www.palgrave-
journals.com/pb/journal/v4/n1/full/6000088a.html>.  

Anholt: Countries Must Earn Better Images through Smart Policy 
<http://www.cfr.org/media-and-public-opinion/anholt-countries-must-earn-
better-images-through-smart-policy/p14719?breadcrumb=/publication/ 
publication_list%3Ftype%3Dinterview>.  

Baumeister R. Identity. Cultural Change and Struggle for Self. N. Y., 
Oxford, 1986. Bhabha H. The location of culture. - Routledge, 1995 – P. 
212–217. City of Melbourne Identity 
<http://level11.tumblr.com/post/177820498/city-of-melbourne-identity>.  

Giddens A. Modernity and Self-Identity. – Stanford 1991.  
Hall S. Question of Cultural Identity. – 1996: 119-125.  
Hoyer W., Brown S. Effects of Brand Awareness on Choice for a 

Common, Repeat Purchase Product // Journal of Consumer Research. – 
1990. – Sept. – P. 141-148.  

Imagine Chicago <http://imaginechicago.org/what.html>.  
Place Branding and Public Diplomacy <http://www.palgrave-

journals.com/pb/index.htm>.  
Place identity <http://en.wikipedia.org/wiki/Place_identity>.  
Visual Identity Elements – Rules of Usage 

<http://www.ottawa.ca/city_hall/visual_id/policy_en.html> 
   05 .0 6 . 11  


