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ABSTRACT: Place branding has gained significant attentionrapacademicians and practitioners. Countries apply
branding strategies to be competitive, attractaisj encourage business growth, and increasegfoievestment.
Little research explores the role of nonprofit arigations in the place branding process. The obgaf this
research is to propose a framework that delingatesole of nonprofits in the place branding preceta particular
place. Turkish Cultural Centers play an essenti@ imlthe branding of Turkey. Using informationatlanteraction
strategies, thus nonprofit organization motivatesgbe to learn more about Turkish culture, and erage positive
behavioral intentions and behavior towards Turkey.
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KAR AMACI GUTMEYEN GONULLU KURULU ~ SLARIN ULKE MARKALA SMASI SURECINDEK i
ROLU: TURK KULTUR MERKEZLER i ORNEGI

OZET: Ulke markalamasi kavrami akademisyenler ve uygulayicilar adasigit gide énem kazanmaktadir.
Devletler rekabet edebilmek, ziyaretci cekebilmitareti tgvik etmek ve yabanci yatirimlarini artirmak amagiyl
markalama stratejilerini uygulamaktadir. Ulke markates! sirecinde goénullti kurglarin roliini inceleyen
calismalarin sayisi oldukga azdir. Bu grana, kar amaci gitmeyen gonilli kurlduin Ulke markalgmasi
surecindeki rolind incelemeyi amagclamaktadir. Tyekiin markalgmasinda Turk Kiltir Merkezleri 6nemli rol
oynamaktadir. Kar amaci gutmeyen gonillu kufaly bilgi ve etkilgim stratejilerini geltirerek, bireylerin Tark
kiltirint daha yakindan tanimalarini ve Turkiyepmelik olumlu tutum ve davraglari sergilemelerini tgrik
etmektedir.

Anahtar Kelimeler: Ulke markalamasi, Planli DavragiTeorisi, Kar amaci giitmeyen génuillii kurgiéu

Introduction

The increasing power of international media, riscamsumer expenditure power, decreasing cost efriational
travel, limited number of international investocempetition for professional immigrants, and gragviconsumer
demand for different cultural experiences are antbegconditions that influenced the evolvementlate branding
(Hanna and Rowley, 2008). Place branding is an itapb tool for global wealth distribution and ecario, and
cultural development (Anholt, 2002) because it é&detines the most realistic, most competitive andtrmompelling
strategic vision for the city, region, or countand ensures that this vision is supported, reiefb@nd enriched by
every act of investment and communication betwéet place and the rest of the world” (Placebraraid,2).
According to Gertner (2011) there was a debatéénfield of place branding that places cannot cdampsth each
other as businesses do. However, it diminished tiitle. Today, communities, cities, states and natiare more
open to using strategic management and marketingegts. Strong country brands help to differeatéplace from
another (Baker and Cameron, 2008), grow exportsaacattourism, increase foreign investment, and disented
people (Fetscherin, 2010; Gertner, 2007). Reseanditates that place branding plays a significarie rim
sustainable development of a place, and sustaimvelopments help promote place and by doingsm 6trong
brands (Maheshwari, 2011). Place branding is ortee&lements that fuel economic growth, thereflneernments
and private companies must develop, manage andhoonsly evaluate branding strategies. Brand isngpoitant
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asset that can bring together government and tassedan economic uncertainty or turmoil and enapaiteade and
tourism (FutureBrand, 2011). Many countries are kmobut have image problems that damage their kit
compete in the marketplace. According to Osei ahddamosi (2010:297), “a meticulous review of issureg\frica
reveals that there are several business oppo#dsriitithe continent in various sectors such asalgure, real estate,
banking and tourism but not adequately publicizddtrefore, there is a need to espouse these ey
rebranding Africa such that these virtues wouldvidely communicated to the international commundtyenhance
the brand equity of continent.” Sometimes, inactauiaformation or general stereotypes provided gy tedia
promote negative images. Negative images may adsfobnded on such past events as political unregyral
disasters, violence and economic crisis (Gertn@@72 As a result, Turkey is trying to reshapeiitgge. The
government intends to change negative images ajddice towards Turkey by reforming its politicabonomic,
and social domains. For example, Spanner (2012ytethat Turkey’s prime minister, Recep Tayyip Ejalo, rise
to power was accomplished with "an astonishing df@mation of economy that just 10 years ago hdmidget
deficit of 16 percent of gross domestic product arfthtion of 72 percent. The prime minister comdainsocial
conservatism with fiscally cautious economic pealcto make his Justice and Development Party (AKR)most
dominant political movement in Turkey since thelealays of the republic. "Such changes in Turkeyenhad
positive results. According to the Turkish Statiatilnstitute (2011), the number of departing visstincreased 5.5 %
compared to the same period of the previous yed287747 departing visitors in last quarter of 20IMourism
expenditure increased 3.6% compared to the sanmdpefrthe previous year as examined $1,408,802(%88rism
Statistics, # Quarter of 2011; TSI, 2012). According to the psnal data, produced with the cooperation of
Turkish Statistical Institute and Ministry of Custerand Trade (December, 2011), exports increasesl@® and
reached to 12.4 million dollars while imports iresed by .2% and reached to 20.6 million dollars gamed with
December, 2010. At the same month, Turkey's fortigde deficit decreased from 8.7 to 8.1 millioflals (Foreign
Trade Statistics, TSI, 2012). According to Unitedtins Conference on Trade and Development, Tukéyei 15th
most attractive destination for Foreign Direct Istveent (FDI) in the world (UNCTAD World InvestmentaBpects
Survey, 2008-2010). The highest amount of FDI flawg urkey from EU member countries, Asian and ktiédle
Eastern countries (FDI in Turkey, 2010).

A particular place cannot be branded just by cotidgglamorous commercials, actions of the govemtnigusiness
people and citizens are needed to affect and chpegeeptions of people in a positive way. Using katng
communications without performing actions is justvaste of resources (Anholt, 2008). “Good produstsyices,
culture, tourism, investments, technology, educatimusinesses, people, policies, initiatives arehtsvproduced by
a good country also acquire a positive brand imagech eventually reflects on the country, and peshalso
becomes its principal asset (Anholt, 2010:10).”

Tourists, public sector and government, tour opesattourism agencies and companies, host popalata other
groups (Konechnik Razzier, 2012) are significarkedt@lders in place branding process. Nonprofit oizgions are
among these stakeholders because they presertiaulaaplace and contribute to the branding preces

The objective of this study is to explain the sfigaint role of nonprofit organization such as TshkiCulture Center
in the branding process of Turkey. We propose mdraork using the Theory of Planned Behavior moded a
include additional variables in order to provider@ased understanding of the contribution made dayprofit
organizations. Using informational and interact&irategies, this nonprofit organization motivatesgle to learn
more about Turkish culture, and encourage poditaleavioral intentions and behavior towaBigef Overview of

Turkish Cultural Centers (TCC)

The Turkish Cultural Center, located in upstate NewrkY provides opportunities to learn about Turkisktory,
culture, traditions, and people. By doing so, tiosprofit organization intends to positively cohtrie to the image
of a country brand. As research shows, brand irsageficantly affects destination choice (Pars &wsel, 2011),
and country images impact individuals’ buying, nmakinvestments, visiting decisions (Kotler and Gert 2002).

The Turkish Cultural Center is a nonprofit organiaatiwvhose goal is to build, increase, and promotengt
friendships among United States (US) citizens draseé of Turkish origin. The center introduces, ptens and
informs the people in the US regarding historicaltural, and current aspect related to Turkey (T2U12).
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The Turkish Cultural Center has branches in New Y3teke, including Albany, Brooklyn, Manhattan, Lorstahd,
Queens, Staten Island, Westchester, Syracuse, Rechasd Buffalo. There are also 12 other branchesetof
which are located in New Jersey, four in Pennsybsarvo in Connecticut, and three in Massachusaéttsong the
activities that the TCC organizes are Friendship Bigntrips to Turkey, Turkish Language classes, &sshdors
series, Turkish Festival, Family matching projéatiard ceremonies, Conferences, and Panels. The gaiigfchese
activities is to introduce cultural and historiealpects of Turkey to the individuals residing ie thnited States by
developing, establishing and enhancing a dialogieden individuals of different backgrounds (TCC, 201

The Nonprofit Role in Place Branding
Place branding

Country branding first emerged from the marketingréiture (Fetscherin, 2010). Kotler and Armstro2@l{: 231)
defines brand as “a name, symbol, term, sign, sigde or a combination of these, that identifies thaker or seller
of a product or service.” Brands differentiate praduand offer social and emotional value to consarti€otler and
Gertner, 2002). Successful branding of productaguoed place branding efforts by branding placessimilar way
and toward similar ends (Anthony, 2008). Brandiriategies can be also applied to countries in otder
differentiate them in today's highly intensified ngpetitive market. However, there are debates tloanitries,
nations, regions, cities are not simple productglvican be marketed and branded as commodities Eav@anu,
2010). Nevertheless, place branding can providigfutieffects and invaluable benefits for countraesd cities that
are capable to designate and communicate a distramd attractive brand (Wills and Moore2008; KapDemirbag
et. al., 2010).

The discipline of “place branding” is a new phenow® that should be researched further (Hanna andegp 89
2008). Kavaratzis and Ashworth (2006:183) defingcelbranding as the “practice of applying brandtsgy and

other marketing techniques and disciplines to tb@nemic, political, social, and cultural developmef cities,

regions and countries.” Zenker and Braun (2010dditeZenker and Martin, 2011:33) define place bmagds “a

network of associations in the consumers™ mind dasethe visual, verbal, and behavioral expressiba place,

which is embodied through the aims, communicati@hjes, and the general culture of the place shtkers and

the overall place design.”

Kavaratzis and Ashworth (2008) suggest that thezevany similarities between corporate brands dacepbrands
in terms of multidisciplinary roots, different settolder groups, high levels of intangibility andwaexity, social
responsibility, dealing with multiple identities@fong-term development. Fan (2006), however, oot that there
are essential differences between the place brgratid the product branding. He states that whibelyets can be
discontinued, changed or removed from the marlegsitioned or replaced by better products; placesot have
such a choice.

Place branding incorporates not just marketing eachmunications, but also international relationsl @olicy
(Anholt, 2007). While different fields of study pide an opportunity to study the same subject feeweral different
aspects, it also impedes developing a place brgragfinition (Sevin and Salicigil White, 2011). Gesr (2011:96)
also raises questions whethefplace branding” is or should be considered a tess topic, that is clearly
differentiated from fields such as public diplomaeyban planning and design and political sciencgsas a
multidisciplinary discipline with a broader rangedareach.”

Caldwell and Freire (2004) revealed that peoplegieeccountries, regions, and cities differently. &#as countries
are perceived in terms of the representational @art people’s self-expression) of their brandhiig, cities and
regions are perceived in terms of the functional (®g. sun, beaches, palaces, shopping).

Hankinson (2010) concludes that there is a “gafhénplace branding research agendas to date vgdrddo the
potential contribution of concepts and models frmomporate, services, nonprofit and internal bragdiccording
to author, because there is a relationship betyésre branding and these four areas, they neeeé indiuded in
future research.
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Nonprofit Organizations

Nonprofit organizations are mission centered torowp society (Kolb, 2008). Nonprofit organizatiohsld a
differentiating feature in that they are not finetly profit motivated, but instead aim to providesocial profit to
individuals and society through offering servicelated to health, education, and cultural enrichin@allagher and
Weinberg, 1991). Solomon (2010:185) states thapradits organizations aim “to fulfill a broad rangéessentially
“expressive” functions such as civic and advocatyture and recreation, environmental protectiord business,
labor, and professional representation, as wethasnore commonly perceived service functions agkducation,
health care, and social services.” Nonprofit oigaiions include non-governmental organizations QYGharities,
public-services organizations and clubs, societi®s$ unions (Wells, 2012). Nonprofit organizatione among the
stakeholders of a particular country which greatbntribute to place branding efforts. Activitiesrfoemed by
Turkish Cultural Centers therefore are significanthey aim to build and enhance positive imagesuwkay.

The Theory of Planned Behavior

The Theory of Planned Behavior (TPB) is a model tr@ps to understand the role of nonprofit orgaimzrain a

country’s place branding process. According to TRBjzen, 1991) “an individual’'s behavior is largedependent
on his or her intention to perform a behavior, vahio turn, is affected by the individual's attiesltowards the
behavior, subjective norms he or she believesfiignit others have concerning the behavior, hisesmperception of
whether the behavior can be performed (Gordonlgt2806:225).” Ajzen et. al. (2011) report fouudies that
support TPB, and Connor and Armitage (1998) repartesa-analysis and conclude that TPB is a usefutepot.

TPB asserts that a behavioral intention such amify positive associations related to a particydice is

determined by a visitor’s attitude, his/her beliafsl affect toward a place.

Variables
Information

Figure 1 contains a framework depicting the rolenohprofits in the behavioral intention of visitais a place.
Information provided through communication can lemdficial in accomplishing at least three levelssets of
characteristic behavior outcomes such as attithéd@ge and reinforcement, creation of opinion on isswes, and
significant changes in thought and behavior (Marki®69, cited in Hackleman, 1973). Brochures, websihistory,
demographics, religion, geography, pictures, pasitov testimonials are among information sourcesviged by
Turkish Cultural Centers. These sources lead to itdals’ awareness and beliefs related to placeFurkey.

Research findings show that individual’s beliefs whadvertising are antecedents of attitudes towandadvertising
(Brackett and Carr, 2001; Wang and Sun, 2010).

Figure 1 about here

Beliefs formed from information provided by TurkisBultural Centers determine attitudes towards a pléce.
individuals express sympathy to the source of imfaion, the outcome will be positive. Thereforedibility of the
information source is also significant.

Markin (1969) proposed that place related infororatand place related interaction are important eteém in
forming, developing and maintaining individualsrqeptions in place branding process. Informatioa jBerequisite
for forming positive attitudes towards a particutdace and leading people to form positive assiociattowards a
place.

Social-cognitive theories accentuate the role efadonteraction and social influence on learninggess (Kim and
Baylor, 2006). Interaction leads to forming of ano#ional connection between people through devetpgind
accentuating distinctive features of a particulace People relate individual and motherland imatjes individual
with whom they communicate is a nice and pleasamt positive feelings are formed and these posféedings
naturally extended to his or her motherland. Turldaltural centers are operated and supported bya¢ed Turkish
citizens who provide relevant and current informatio United States’ citizens, and also take pafoiming mutual
understanding between cultures. These individualge their friends, neighbors and coworkers tdedént events
which are organized and conducted at Turkish Cul@emters. United States citizens learn about Tutkegugh
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Friendship dinners, Turkish language courses, leochforums, Abraham’s tables, Ambassadors senearda
ceremonies, conferences and panels. Such interaatsult not only in positive beliefs and affemivards Turkey,
but also provide opportunities for individuals tcmlize.

Attitude

An attitude is a mental state of readiness leathemligh experiences and information, which infllebehavior. An
attitude is a positive or negative evaluation a&f thtended behavior or behavior towards a plaee, Wisitation).
Attitudes have three parts: cognition, affect, betiavior. Cognition is “what individuals know ababémselves and
their environment...and implies a conscious procdsacquiring knowledge”, affect is “the emotionalnaponent
learned from others”, and behavior is a tendencgdbin a certain way (lvancevich et.al, 2011:7&f}itudes are
subject to change, and can be shaped by changgmitiom, affect, or both (Petty and Fabrigar, 2088g and Ester,
1999). The use of information and experienceshtps attitudes is important for place brandingresftargeted to
form positive associations regarding a specifiatmn. Information efficacy is contingent on commuation source
credibility, the message persuasiveness, and isihatfactors such as perceived alternatives antsaguences
(Krone, 2005). Ajzen et. al. (2011:116) conclubattattitude change results with “information oothedge that
guides the behavior of interest (i.e., with beliefsout the behavior). Once we have identified tebabioral,
normative (what respects others believe), and obbgliefs (amount of control individual believdwey have over
the behavior) that are readily accessible for iigdials .., we can provide them with informatiorctwllenge beliefs
that are contrary to the desired behavior, witlorimiation that strengthens their existing supportieéefs, or with
information that leads to the formation of new bfsisupportive of the desired behavior.” Accordiodgurke and
Edell (1989) emotions, evaluations and attitudegehan informal interconnectedness which impactsviddals’
affective response to the promoted brands. Stedylts indicate that attitudes and subjective nsignificantly
predicted intentions of young people to engageigh kevel social networking Web sites (Pellingadt, 2009). In a
case of Turkish cultural centers, information relyag to the country was provided through variedvitas which
formed belief and affect towards a place. Uniteatedt citizens getting know better Turkish people #neir culture
by interacting with them. Personal interactionsawts individuals’ attitudes towards a particulanmivy much more
significantly than advertisement. People might pay attention to an ad about a specific place&f tio not know
much about this place or are not interested itdwever, in the case of Turkish cultural centergjtéd States’
citizens form positive attitudes about Turkey tlgbuenhancing their knowledge regarding the histeglure,
traditions and also about political and economipeats of Turkey. Also, another important factortthéfects
attitudes of US citizens is the advocacy of locahmunity leaders composing of US senators, writezademicians,
and businessmen who are invited as speakers atatifforganizations, conferences and panels cosaibgt Turkish
cultural center. These people behave positivelyatde Turkey and by doing so, affect other individuattitudes.
“Word-of-mouth” is not least significant factor alsTurkey trips are among most popular organizatiohTurkish
cultural centers. US citizens provided with a cleatvisit Turkey, see its historical places, leabout culture, and
interact with local people. These experiences tedtie forming of positive attitudes towards a plac

Behavioral Intention

91

The theory of planned behavior (Ajzen, Joyce, Sheiknd Cote, 2011; Ajzen, 1991) provides a concéptua

framework for determining the place branding rdl@enprofit organizations. The theory of plannethdngor (TPB)
posits that behavior stems from one’s intentiopgdorm that behavior. Intentions, in turn areueficed by attitude,
subjective norm, and perceived behavioral contRall{ng and White, 2009; Sommer, 2011). Pelling avkite
(1991:755) define subjective norms as “perceivedasqressure to perform or not perform the behdyviand
perceived behavior control as the “perceived easdlifficulty that the individual attaches to penfiaing the
behavior”. As reviewed by Attia et.al. (2011), tities affect behaviors towards a particular produwend, or place,
and characteristics of attitudes are favorabiliycessibility (ease of recall, Hoyer and Macln@B&08), confidence,
persistence, resistance, and ambivalence. Assufing@agyill, individuals have control over their laatioral choices,
and a “strong attitude and intention toward perfogra particular action, actual behavior will oct(httia et. al.,
2011).

Attitudes and behavioral intentions are contingemthe relevant information that is available tdiuduals. Beliefs
about a certain object or place constitute an ai¢wieone’s attitude, and are informational in matuThe belief that
information influences behavior has been questio(i@€Clemente, 1989; Fisher and Fisher, 1992), Htdra
conducting four studies, Ajzen (2011) concluded tha amount or accuracy of information may noabémportant
as the perceived relevance of information to aifipdiehavioral intention. The perceived conseqeeoica planned
behavior is a belief that may be important. Accogdio Ajzen et. al. (2001:102), “beliefs about &de&or’s likely
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consequences (behavioral beliefs) are assumed teyrmdee attitudes toward the behavior, beliefs abihe
expectations and behaviors of others (normativéeisg¢lare assumed to determine subjective norms, beatiefs
about potential facilitating or inhibiting factofsontrol beliefs) are assumed to determine perdelvehavioral
control. Attitudes, subjective norms, and percepiof control in turn combine to produce intentiovigch, together
with actual control, determine performance of tbbdwior”.

The question that remains is what inventions in fihren of relevant information nonprofit organizat® should
provide potential visitors. In the case of Turk@hltural Centers, individuals hold an intention teitiilurkey.
Behavior

TPB states that behavioral intentions lead to adtelaavior. When people begin to talk about thetiemtion to visit a
particular place, they are getting ready to redliie behavior. Little work has been conducted réigg nonprofit
organizations, their role and possible intervergitirat influence individuals’ intention to visiparticular destination
or place.

That is, what information will most influence potiah visitors to develop behavioral intentions tisitva place?
Bamberg, Ajzen, and Schmidt (2003) showed that tlwvigion of a prepaid bus ticket to students posigi

influenced their intention to visit a place. Thesghors found that this “intervention influencedtatles toward bus
use, subjective norms, and perceptions of behdwiorarol and, consistent with the TPB theory, affecintentions
and behavior in the desired direction” (Bamberglet2003:175). Studying potential Chinese outboumarists,

Sparks and Pan (2009:483) shown that five destinatitributes were rated as most important: “beantyicons of a
destination, quality infrastructure, autonomy, insfional motives and social self-enhancement. érms  of

predicting intentions to travel, social normatiwdluences and perceived levels of personal cocwaktraints were
most influential based on TPB".

This paper extends TPB to explain the role of nafiporganizations in the place marketing proc&ssed on the
literature, the proposed framework suggests thttites organized by nonprofit organizations play important
role in place branding efforts of particular coynitry help to form attitudes toward a particularggla Information
then leads to attitudes towards a place, thatrindteate behavioral intention and results in ddiehavior. In a case
of TCC, United States citizens who attend TCC eventd especially those who visit Turkey form positive
associations related to this country. Positive @ations enhance brand image and reinforce a bitsetf. For
example, the TCC contribute to Turkey’s place bragdifforts by fostering a positive Turkish brand.
Research Propositions
This study aims to facilitate future research dfttierefore propositions are listed below. Turk@Shltural Center
activities frame the behavior of individuals. Infwation is an important factor in changing peopleceptions
regarding a particular place. By organizing confees and panels, holding friendship dinners anfeeafights,
offering Turkish language, cooking and art classbskish Cultural Centers aim to provide an objectared
education information regarding historical, cultuend social aspects of Turkey. As information anitidl
prerequisite to perform a behavior, individualsserg an interest in visiting this country. The meiions that are
proposed as followings:

Proposition 1. There is a positive relationshipMeen place related Turkish information and indinats™
attitudes towards a place.

Proposition 2. There is a positive relationshipasen place related Turkish interaction and indigitiu
attitudes towards a place.

Proposition 3. There is a positive relationshipigen individuals® attitudes and behavioral intemtio
visit a particular place.

Proposition 4. There is a positive relation relasioip between individual’'s behavioral intentiorvisit a
particular place and actual visit.

Conclusion

Place branding is an effective tool for developiogntries in their efforts to differentiate thenvesl from others and
add value to overall image of their country. Placanding is not just about developing and maintajradvertising
strategy, but a culture that should be emphasitatirgy in early childhood to succeed. Behavior isiadow into
society, and therefore it should be correct. Ruditis, economists, professors, businesspeoplegrggjcadults and
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children, all should behave in a such way that dagsharm themselves, others, society, or coufding key is that
behavior across a place should be consistent @gkdlwith the intended place brand.

Turkey is a rapidly developing country that sigrafntly moved forward in last 10 years. If in thestp& urkey was
not attention paid country in the world, today thisiation is changed as the country became |gadiére Middle
East and Central Asia. However, government of Tureajizes that expensive commercials are not enoughder
to fix country’s image. Therefore, there lots dbrms are done and continued to be done in theigallieconomic
and social fields of country. Progress in all ar&a®ne the most significant objectives that is ednby the
government. Also, there should be a congruity ameffigrts of different stakeholders in place bragdprocess.
Actions and activities of them should just sup@th other and not be in conflict.

Nonprofit organizations are one of the stakeholdmrd voluntarily provide information and organizifetent

activities related to history, culture, traditioasd people of Turkey. Turkish Cultural Centers in thdted States
contribute to the understanding of Turkey as a tguPRlace related information and place related interas are
concepts and tools that assist policymakers taisobnstructive feedback from their stakeholdbet tmprove place
branding efforts. In addition, individuals expréissir favorable beliefs, attitudes, and behaviorntions to others
within their social and professional networks. \Alelbwn local opinion leaders can therefore stra@bi help

establish trust and spread positive information andage in positive interactions, thus contributinga place’s
brand.
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Figure 1: The Impact of Nonprofit OrganizationsBehavioral Intention of Potential Visitors Framework
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