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Theoretical Study on Urban Brand Formatlon Factors
(A Systematic Review of the Literature)
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Abstract

In order to survive the competition, cities are trying to form an original city brand through
attractive city contents. The purpose of this study is to investigate the factors of urban brand
formation and to present the framework of the theoretical concept. The purpose of this study is
to examine the main factors of city brand formation by examining the precedent studies of city
brand, and to suggest new urban brand conceptualization based on this. In this study, we
analyzed the factors of city brand which are mentioned in 20 major researches on the evaluation
criteria or strategy among the previous studies on urban brands.

As a result of the study, the main factors that form the city brand can be classified into 1)
landscape factors, 2) administrative factors, 3) historical and cultural factors, 4) cognitive factors,
and 5) empirical factors. Based on these factors, it is possible to form an original city brand,

which is expected to enhance urban competitiveness in the future.
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