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Theory and Practice of Identity-Based Approach to Place Branding Research
—A Case Study of Place Branding in Okinawa—
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EXPRESSING: MIRRORING:

Effective place branding expresses the place’s Effective place branding taps the images of others by
cultural understandings mirroring their impressions and expectations

PLACE CULTURE PLACE IDENTITY PLACE IMAGE

REFLECTING: IMPRESSING:

Effective place branding changes identity by implanting Effective place branding leave
new meanings and symbols into culture impressions on others

Kavaratzis and Hatch, 2013. p80
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