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Study of Inter-Regional place brand management

Nagao, Masanobu

1,700,000

The purpose of this research is to make a model of Place branding with a
focus on community collaboration. The research was conducted based on the study of place branding
and humanistic geograﬁhy, and was focused on the branding case of Portland City in the United States

and branch of Setouchi, etc.
The findings of the research are as follows. 1. Sense of place , which is languageized and shared
make people®s cooperation and lead branding which can not be regarded as administrative unit can be
expanded. 2. Actors of Place branding are not limited to the administration but also people and
companies that empathize with the meaning of the place. 3.1t is necessary to set up the exchange
stage for that.
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