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Abstract

There are many popular cities known as real brands in the world. In Turkey these cases are very limited.
Istanbul is likely to be the most popular one. Especially tourists perceive the city as one of the most valuable
brands in the whole world. However, citizens frequently complain about the crowd and also traffic in the
city. Governors make an effort to promote their cities to become brands. Loyalty is one of the most
important outputs of city branding. It is questioned in this research if it could be applied to cities as well.
People thought to become loyal to the city that they were born or they live. The aim of this paper is to
define the behavioral and attitudinal loyalty differences due to the individuals' place of birth and the place
they currently live. A descriptive research was designed in order to examine the topic. Data were gathered
from 170 respondents via online surveys. Parametric analyses were used to investigate the data because of
their statistical power. According to the research results attitudinal loyalty was higher in the birthplace and
behavioral loyalty in the current location. This paper seems to be valuable for researchers that it applies

loyalty concepts to a city.
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SEHIR PAZARLAMASINDA SADAKAT: ISTANBUL ORNEGI
Ozet

Diinyada gercek birer marka olarak nitelendirilen pek ¢ok sehir yer almaktadir. Tiirkiye’de bu drnekler
oldukga kisithdur. Istanbul bu sehirlerarasinda en ¢ok bilinenidir. Ozellikle turistler bu sehri tiim diinyadaki
en degerli markalardan biri olarak algilamaktadir. Fakat sehirde yasayanlar siklikla kalabaliktan ve trafikten
sikayet etmektedir. Her sehrin yoneticileri kendi sehirlerini marka haline doniistiirmeye galigirlar. Sadakat,
sehir markalamanm en 6nemli ¢iktilanindan biridir. Bu arastirmada sadakat kavramnin sehirlere
uygulanabilirligi sorgulannustir. insanlar dogduklan veya yasadiklan sehre sadik olabilirler. Bu galigmanin
amaci, bireylerin dogduklan ve yasadiklar gehirlerde davranigsal ve tutumsal sadakat bakimindan farklilik
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olup olmadiginin tespit edilmesidir. Konunun incelenmesi amaciyla tanimsal nitelikte bir aragtirma
tasarlanmugtir. Veriler 170 cevaplayicidan online anket yontemiyle derlenmistir. Istatistiksel giicii dikkate
alinarak veri analizinde parametrik testler tercih edilmigtir. Arastirma sonuglarina gore dogum yerinde
tutumsal sadakat daha yiiksekken, yetlesim yerinde davramigsal sadakat daha yiiksek olarak tespit
edilmistir. Bu galigma sadakat yaklagimlarini bir sehre uygulamasi bakimindan, aragtirmacilar igin énem

arz etmektedir.

Anahtar Kelimeler: Schir Pazarlamasi, Sehir Markalama, Marka Sadakati, Davranigsal Sadakat, Tutumsal
Sadakat

Introduction

In the early years only products thought to be marketed. But today services, ideas, people,
places etc. can be marketed as well. In the recent years city branding became an attractive

area for the scientific researchers as well as marketing managers.

Brand loyalty is one of the most important items in city branding. If people become loyal
to a city they will try to promote that city as well as voting for the same candidates as
administrators. The main purpose of this study is to find out the difference between the
behavioral and attitudinal loyalty levels above the birthplace and the current city that

people live.

1. City Marketing

City marketing is about promoting city strengths that form the city’s character, such as
natural, legacy, purpose-built, or man-made. It’s also about place management and

providing access to services and amenities that facilitate a visit.

Cities likewise products may be marketable since there are many various urban products
to be presented for marketing. By means of products the natural beauties, historical and
touristic places, fair organizations, art and cultural festivals, sports organizations,
museums, shopping malls, industrial goods or investment opportunities may count

(Berg&Braun, 1999).
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To some extent, the aim of the City Marketing is to turn the city into a brand with a certain
value in the consumers’ minds. Brands bring a lot to companies: it has been approved that
people are willing to pay more for trademarks and brands than for any other physical
entity (Moilanen & Rainisto, 2009). Good news for cities because the branding concept
can also be applied to places. According to Place Branding is “the management of place
image through strategic innovation and coordinated economic, commercial, social,

cultural, and government policy” (cited in Moilanen & Rainisto, 2009).

City marketing is the promotion of a city, with the intent of encouraging certain activities
to take place there (Smyth, 1994). It is used to alter the external sense of a city so as to

encourage tourism, attract interior migration of residents and permit business relocation.

An essential feature of city marketing is the improvement of new landmark, buildings and

structures.

The development of cities as a marketable product has led to competition between them
for inward investment and government funding. It is often manifested in the attempts by

cities to attract international sporting events, such as the Olympic Games (Gordon, 1999).

Competition between cities exists at the regional, national and international level and is

an effect of globalization.

Indeed, branding of places and cities has become particularly popular in recent years. In
marketing “branding” refers to the building of brands by companies. Brand is the
combination of a name, term, sign, symbol, or design, which is intended to identify the
goods and services of one seller or group of sellers and to differentiate them from those

of competitors (Kotler, 1997). Adding to this, brand is more than a label of products.

The basic idea is that a brand represents brand equity for a company. For instance, when
certain outcomes result from the marketing of a product or service because of its brand

name that would not transpire if the same product or service did not have that name.

Descriptive example of Schmitt (1999) who claims that a brand is a rich source of sensory,
affective and cognitive associations that result in memorable brand experiences. Cities
are looking for those positive associations meanwhile city branding is in progress,
although many are suspicious of the effectiveness. Hankinson (2001) concludes that city
branding is possible in spite of the general skepticism towards the subject Mommaas

79
Nisantas: Universitesi Sosyal Bilimler Dergisi 5(1) 2017



Ilknur BILGEN ve Giilsiim Vezir OGUZ; Loyalty in City Marketing: The Case of Istanbul

(2002) also relates the public’s associations with a city to the notion of city branding. So
as to realize symbolic and economic added value cities look for a positive image. Hence,
they hope to consolidate the city’s position as a residence, business location or

destination.

1.1. City Branding

Today it is inevitable not to face with rivalry no matter being a large or small scaled firm.
On the other hand that applies to the cities, as well. Without noticing being a metropolis
or a little town. Fierce competition is being experienced interurban with the impact of
globalization. On a global scale not to be adversely affected from cutthroat competition
cities are both struggling to do acts which will enhance the life quality of its peoples and
to find investors and tourists. Hence, it is the point in question being a brand city

interurban.

Recently, around the world many countries in order to create an image and differentiate
prefer to bring specific cities into forefront rather than national publicity. Municipalities
and various establishments are constructing public spaces and organizing activities so as

to make the cities have an attractive image and draw the tourists interest (Balibrea, 2001).

One of the basic goals of city marketing is to create a positive image of a questioned city.
It takes a long period of time since it depends on the city’s image management,
communication and construction. Provided that being successful in respect to image

management the city may proceed to branding (Kavaratzis, 2004).

Brand is not just a business or product fact. At this point, countries, people, even cities
may become brands. (Kotler, 2004). As it is known one is differentiate from other by its
identity. Therefore, the same is considered for the cities. Neither a man nor a city may be
without identity. In this sense in order a city to become a brand it needs to have an identity

by which it will differ from others.

Beside there must be analogy and harmony between the image which is thought to be
created to the city and the facilities of the city. For instance, the style of the buildings
(modern, traditional, complicated) the forms of the city (urban, rural, suburb) different
characteristics (monument, archeological and natural characteristics, brands, industry,
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public buildings) are the features must be regarded (Bill &Marion, 1997). Accordingly,
it is important that the city to have a logo representing itself and brands belonging to the
city. Due to the fact that the city logo and brands in the city getting increase the economic

development of the province (Cross et al, 2004).

2. Brand Loyalty

How to make consumers more loyal to a brand is one of the significant questions
marketers face. Brand loyalty can provide both consumers and companies’ essential
benefits. A power of brand earned sales volume and higher profit margins against

competing brands do increases.

Brand loyalty hasreceived both attentions in academia and among business professionals.
(Dick and Basu, 1994; Oliver, 1999; Srinivasan, Anderson and Ponnavolu, 2002). By
increasing customer retention, customer loyalty programs can be significant competitive
advantage for sellers. Loyal customers are usually less costly to serve since they
continually repurchase from the same provider also they may buy in greater quantities

and are willing to pay price premiums. (Zeithaml, Berry and Parasuraman, 1996).

According to Jacoby and Chestnut (1978) brand loyalty has been studied in terms of both
attitudinal and behavioral aspects. Consolidating attitudinal and behavioral loyalty, some
recent efforts have provided significant cognitive frameworks that separate true brand
loyalty from artificial brand loyalty. True brand loyalty can be conceptualized as an
attitude-based behavior of brand loyalty, while artificial loyalty can be defined as the
procrastinating repeated purchases with little or no brand-loyal attitude (Odin, and
Valette-Florence, 2001).

The behavioral sight consists of repeated purchases of the brand. The attitudinal sight
includes a degree of dispositional commitment toward the brand with some incomparable
values, such as perceived quality and relevant brand image. For this reason, consumers
should not be reckless to the brand (Aaker, 1991; Chaudhuri and Holbrook, 2001; Lau
and Lee, 1999; Lim, 1997; Oliver, 1999).
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3. Methodology

This research can be defined as a descriptive one, while it describes the brand loyalty
about the city that individuals live and the city where they were born. Quantitative
techniques were used in the research. There are some other cities in Turkey known as
brands like Eskisehir, Mardin etc. However, Istanbul has chosen as research environment,
while it is perceived as a global brand all over the world. The people who live in Istanbul
and were born in another city are forming the research population and convenience

sampling is preferred. The research hypotheses are:

Hi: There is a statistically meaningful difference between the behavioral loyalty about the

city that individuals live and they were born.

Hy: There is a statistically meaningful difference between the attitudinal loyalty about the

city that individuals live and they were born.

Data from 170 respondents were gathered via surveys. Sample size was calculated due to
the number of Likert items because the sample size is minimum 10x Number of Likert
items if non-probability samples are used. Convenience sampling was preffered in the
research. Survey as a quantitative method was chosen because it is the most suitable form
to measure the differences between variables in social sciences and it provides wider
information about the sample. 5 item Likert scale was used to measure attitudinal and
behavioral loyalty because people perceive and evaluate 5 items more efficient than 7
items in Turkey. Attitudinal and behavioral loyalty scales were adapted from Artuger,
Cetinsoz and Kilic’s study in 2013. The statistical methods used to analyze the data were
frequency analysis, arithmetic mean, exploratory factor analysis, reliability analysis,

correlation analysis and paired samples t test.

4. Findings

Demographics are defined on Table 1:
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Table 1. Frequencies

Frequency Percentage
Gender
Female 83 48.8
Male 87 51.2
Age
18-30 124 72.9
31-40 40 23.5
41-50 5 2.9
51+... 1 0.6
Education Level
High School 8 4.7
BA 107 62.9
MBA/PhD 55 324
Monthly Income
0-1000 TL 12 7.1
1001-2000 TL 36 212
2001-3000 TL 57 335
3001-4000 TL 35 20.6
4001-5000 TL 19 11.2
5001 TL +... 11 6.5

As seen on Table 1, 48.8 % of respondents are female and 51.2 % are male. 72.9 % of
respondents are between 18-30 ages, 23.5% are between 31 and 40, 2.9 % are between
41-50 and 0.6 are 50 years old or older. 4.7% of them are graduated from high school,
62.9 % have BA degree and 32.4 % have MBA or PhD degree.

Descriptive statistics of behavioral and attitudinal loyalty about the city that individuals

live and they were born are summarized on Table 2:
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Table 2. Descriptives
Item Minimum | Maximum Mean sd
If I decide to visit somewhere my first choice will
be the city I was born. ! 3 2.76 1133
I'm considering revisiting the city I was born in the 1 5 2.02 1.032
future.
The_probab111ty that I visit the city [ was born again 1 5 274 1.148
is high.
When asked about a city to visit I will recommend
the city T was born. 1 5 3.44 1.082
I will say positive things about the city I was born I 5 356 0.984
to those around me.
I will recommend the city I was bom to other 1 5 3.68 1.101
people.
I will encourage those around me to go to the city I 1 5 391 1.151
was born.
If I decide to visit somewhere my first choice will
be the city I live if I go out of town. ! 3 3.4 0.985
I'm considering revisiting the city Ilive if I go out
town in the future. 1 3 3.44 0.9%0
il'he.probablhty that I visit the city I was born again 1 5 339 0.986
is high.
Whet_l aske_:d about a city to visit I will recommend 1 5 304 1.176
the city Ilive.
1 will say positive things about the city I live to 1 5 2.69 1.163
those around me.
I will recommend the city I live to other people. 1 5 3.06 1.160
valll encourage those around me to come to the 1 5 3.23 1.125
city Ilive.
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It is clear on Table 2 that respondents mostly agree with the item "If I decide to visit
somewhere my first choice will be the city I was born" in behavioral loyalty about the
city they were born and "I will recommend the city I was born to other people" in the
attitudinal loyalty for the same city. Mostly agreed items in behavioral loyalty about the
city that individuals were born were " If I decide to visit somewhere my first choice will
be the city I live if I go out of town" and " I'm considering revisiting the city I live if I go
out town in the future" and mostly agreed item in attitudinal loyalty for the same city is "

I will encourage those around me to come to the city I live".

Brand loyalty concept refers to companies generally. So, there exists a validity problem
about applying this concept to cities. In order to test the validity and reliability of scales
in city branding, exploratory factor analysis and Alpha method reliability analysis were
used. Exploratory factor analysis and reliability analysis results for loyalty about the city

that people were born can be seen on Table 3:

Table 3. EFA and Reliability Analysis Results for the City that Individuals were Born

Factor Item Factor Variance Cronbach's
Weight Explained Alpha
I'm considering revisiting the city I 0.868
was born in the future. ’
Behavioral | If I decide to visit somewhere my first o
Loyalty choice will be the city I was born. 0.846 42.673% 0.865
The probability that I visit the city I
L 0.814
was born again is high.
I will say positive things about the 0.903
city I was born to those around me. ’
When asked about a city to visit I will
recommend the city I was born 0.877
Attitudinal 34.034 % 0.880
Loyalty I will recommend the city I was born 0.806
to other people. ’
I will encourage those around me to 0.704
go to the city I was born. '
Total Variance Explained: 76.706 %
Kaiser-Meyer-Olkin Measure of Sampling Adequacy: 0.823
Bartlett's Test of Sphericity Approx. Chi-Square: 798.055
df: 21
p: 0.001
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As it's explained on Table 3 loyalty has two factors named behavioral and attitudinal
loyalty. Behavioral loyalty has 3 items and attitudinal has 4. Both of these factors are

reliable.

Factor and reliability analysis results for loyalty about the city that people live are

presented on Table 4:

Table 4. EFA and Reliability Analysis Results for the City that Individuals Live

Factor Item Factor Variance Cronbach's
Weight Explained Alpha
I'm considering revisiting the city I live 0914
if I go out town in the future. ’
Behavioral If I decide to visit somewhere my first
enavioral | choice will be the city Iliveif Igoout | 0.899 39.533 % 0.766
Loyalty
of town.
The probability that I visit the city I was 0.836
born again is high. ’
I will say positive things about the city I 0.846
live to those around me. ’
When asked about a city to visit I will 0.832
I recommend the city I live. ’
Attitudinal 34.350 % 0.791
Loyalty I will recommend the city I live to other | .-,
people. )
I will encourage those around me to 0518
come to the city I live. )
Total Variance Explained: 73.883 %
Kaiser-Meyer-Olkin Measure of Sampling Adequacy: 0.819
Bartlett's Test of Sphericity Approx. Chi-Square: 642.636
df: 21
p: 0.001

Table 4 shows that loyalty has two dimensions. Factors are named as behavioral and
attitudinal loyalty and they are both reliable. Behavioral loyalty has 3 and attitudinal has

4 items.

Pearson Correlation was used to define the correlation between behavioral and attitudinal

loyalty for the city that people were born. Table 5 shows the results:
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Table 5. Correlation Analysis Results between Behavioral and Attitudinal Loyalty for
the City that People were Born

Behavioral Loyalty | Attitudinal Loyalty
Behavioral Loyalty  Pearson Correlation 1 0.572
p 0.001
Attitudinal Loyalty = Pearson Correlation 0.572 1
P 0.001

As seen on Table 5 there is a significant correlation at 57.2% level between behavioral

and attitudinal loyalty.

Table 6 shows the correlation analysis results between behavioral and attitudinal loyalty

for the city people live:

Table 6: Correlation Analysis Results between Behavioral and Attitudinal Loyalty for

the City that People Live
Behavioral Loyalty | Attitudinal Loyalty
Behavioral Loyalty  Pearson Correlation 1 0.681
p 0.001
Attitudinal Loyalty  Pearson Correlation 0.681 1
p 0.001

It can be seen on Table 6 that there is a correlation at 68.1 % level between behavioral

and attitudinal loyalty.

In order to find out how people's loyalty differ due to the city they were born and they
live paired samples t test is used. Paired samples t test results are summarized on Table
7:

Table 7. Behavioral Loyalty Difference due to the City that Individuals were Born and

they Live
B Mean
City that People were Born 2.5078
0.001
City that People Live 3.3510
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Table 7 shows us that individuals' loyalty is higher in the city they live.

Difference in attitudinal loyalty due to the city that people were born and they live is

analyzed by paired samples t test. Test results are presented on Table 8:

Table 8. Attitudinal Loyalty Difference due to the City that Individuals were Born and

they Live
1] Mean
City that People were Born 3.4735
0.001
City that People Live 3.0559

Attitudinal loyalty about the city that people were born seems to be higher according to
Table 8.

As a result, both of the research hypotheses were accepted.

Conclusion

It is observed that administrators are willing to improve the perceptions about their cities.
The efforts in this way start with benchmarking process. Following the successful cities'
strategies is one of the efficient methods used. However, finding out the factors that drives

better perceptions is more important to set a better strategy.

Generally Turkish people tend to be loyal to the city that they were born. This situation
was the main driver of this study. It's found at the end of this research that city loyalty
can differ by the behavioral and attitudinal side. While attitudinal city loyalty was higher
in the place of birth, behavioral city loyalty was higher when it comes to the current place

that individuals live.

Being loyal depends on being satisfied as well as many other issues. So, administrators
must try to reveal the satisfaction drivers. Especially in Istanbul, satisfactionlevel is really
low. Living conditions are the primary problems. People often complain about the traffic,

crowd and chaos in Istanbul. Quality of life is distinctly refused in the city.
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Behavioral city loyalty is higher about Istanbul for many reasons. First of all, people can
satisfy all of their needs here. Also they get used to the city and going out of town becomes

very difficult even impossible.

Attitudinal city loyalty is higher when the birthplace is considered. People miss the city
they were born and this causes the attitudinal city loyalty even if they didn't visit the city

in the past years.

Tourists are generally interested in metropolises like Istanbul but this doesn't show us that
people are loyal to these cities. If they lived continuously in the city, would they be
pleased? Being comfortable is as important as having so many historical places for the

citizens rather than tourists.

In conclusion, we cannot discuss about city loyalty by just one side. In little towns,
infrastructural studies seem to be more important. By the way, most of the metropolises
cannot be stated as real brands yet. Managers must work hard to enhance the people's

quality of life in these cities.

References
Aaker, D. A., (1991). Managing Brand Equity. New Y ork: Free Press.

Anholt, S., (2004). Nation-Brands and the Value of Provenance. In N. Morgan, A.
Pritchard, R. Pride, Destination Branding. Burlington: Elsevier Butterworth-Heinemann.

pp. 26-39.

Artuger, S., Cetinséz, B. C. and Kilic, 1., (2013). “The Effect of Destination Image on
Destination Loyalty: An Application in Alanya”. European Journal of Business and
Management, 5(13), 124-136.

Balibrea, Mari Paz. (2001). “Urbanism, Culture and the Post-industrial City: Challenging
the Barcelona Model”, Journal of Spanish Cultural Studies, (2), 87-210.

Chaudhuri, A. and Holbrook, M. B. (2001). “The Chain of Effects from Brand Trust and
Brand Affect to Brand Performance: The Role of Brand Loyalty”, Journal of Marketing
65(April):81-93.

89
Nisantas: Universitesi Sosyal Bilimler Dergisi 5(1) 2017



Ilknur BILGEN ve Giilsiim Vezir OGUZ; Loyalty in City Marketing: The Case of Istanbul

Cross, T. G., Loewenstein, A. and Sheller, A., (2004). Municipal Marketing in Los
Angeles, University of Southern California, School of Policy, Planning, and

Development.

Dick, Alan S. and Kunal Basu., (1994). "Customer Loyalty: Toward an Integrated
Conceptual Framework", Journal of the Academy of Marketing Science, 22(2), 99-113.

Erickson, B. and Roberts, M., (1997). "Marketing Local Identity", Journal of Urban
Design, 2(1), 35-59.

Gordon, 1., (1999). "Internationalisation and Urban Competition", Urban Studies, 36(5-
6), 1001-1016.

Hankinson, G., (2001). "Location Branding — A Study of the Branding Practices of 12
English Cities", Journal Brand Management, 9(2), 127-142.

Jacoby, Jacob and Robert W. Chestnut, (1978). Brand Loyalty: Measurement and
Management, New York: John Wiley.

Kavaratzis, M. (2004). "From City Marketing To City Branding: Towards A Theoretical

Framework For Developing City Brands", Place Branding, 1(1), November 2004, 58-
73(16).

Kotler, P., (1997). Marketing Management: Analysis, Planning, Implementation and
Control. 9th edition. Upper Saddle River, New Jersey: Prentice Hall International, Inc.

Lau, G. T. and Lee, S. H., (1999). "Consumers’Ttrust in a Brand and the Link to Brand
Loyalty", Journal of Market Focused Management, 4, 341-370.

Lim, K. S., (1997). "Brand Loyalty and Situational Effects: An Interactionist Perspective"
Journal of International Consumer Marketing, 9(4), 95-115.

Moilanen, T., Rainisto, S., (2009). City and Destination Branding. In T. Moilanen, S.
Rainisto, Theorical Framework for Developing a Place Brand. London: Palgrave

Macmillan. pp. 3-22.

Mommaas, H., (2002). City Branding: De Noodzaak Van Sociaal-Culturele Doelen. In
City Branding, Image Building & Building Images. Rotterdam: NAi Uitgevers.

90
Nigantags1 Universitesi Sosyal Bilimler Dergisi 5(1) 2017



Ilknur BILGEN ve Giilsiim Vezir OGUZ; Loyalty in City Marketing: The Case of Istanbul

Nebenzahl, 1., (2004). "Opinion Pieces. Where is Place Branding Heading", Place
Branding, 1(1), 12-35.

Odin, Yorick, Nathalie N. Odin, and Pierre Valette-Florence., (2001). “Conceptual and
Operational Aspects of Brand Loyalty: An Empirical Investigation”, Journal of Business
Research, 53(2), 75-84.

Oliver, R. L., (1999). "Whence Consumer Loyalty?", Journal of Marketing, 63(Special
Issue), 33-44.

Schmitt, B., (1999). Experiential Marketing: How to Get Customers to Sense, Feel, Think,
Act and Relate Your Company and Brands, New Y ork: The Free Press.

Smyth, H., (1994). Marketing the City: the Role of Flagship Developments in Urban

Regeneration, Taylor & Francis.

Srinivasan, Srini S., Rolph Anderson, and Kishore Ponnavolu, (2002). "Customer Loyalty
in E-Commerce: An Exploration of its Antecedents and Consequences." Journal of
Retailing, 78, 41-50.

Van den Berg, L. and Braun, E. (1999). "Urban Competitiveness, Marketing and the Need
for Organising Capacity". Urban Studies, 36(5-6), 987-999.

Zeithaml, Valarie A., Leonard L. Berry, and A. Parasuraman. (1996). "The Behavioral
Consequences of Service Quality", Journal of Marketing, 60(April), 31-46.

91
Nisantagsi Universitesi Sosyal Bilimler Dergisi 5(1) 2017



