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A Study on City Brand Evaluation Method Using Text Mining
Focused on News Media
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B Abstract &

Competition among cities has become fierce with decentralization and globalization, and each city tries to establish
a brand image of the city to build its competitiveness and implement its policies based on it. At this time, surveys,
expert interviews, etc. are commonly used to establish city brands. These methods are difficult to establish as sampling
methods an empirical component, the biggest component of a city brand. In this paper, therefore, based on the
precedent research’s urban brand measurement and components, the words representing each city image property
were extracted and relocated to five indicators to form the evaluation index. The constructed indicators have been
validated through the review of three experts. Through the index, we analyzed the brands of four cities, Ulsan, Incheon,
Yeosu, and Gyeongju, and identified the factors by using Topic Modeling and Word Cloud. This methodology is expected
to reduce costs and monitor timely in identifying and analyzing urban brand images in the future.

Keyword : City Brand, City Brand Image, News, Data Mining, Text Mining, Topic Modeling,
Word Cloud
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(Table 1) City Brand Assets Measurement Survey
(Koo and Lee, 2008)

Factor Question

The infrastructure for living such as
education is excellent.

There are many good places to live in.

Livig

The traffic is convenient to live in.
Image

Living in that area is appreciated by others.
Be well equipped with cultural facilities
Local residents are friendly.

The sight of tourist resources is excellent.

The tourist cultural relics are excellent.

The tourist infrastructure, including
accommodation, is excellent..

Tourism | The tourist entertainment facilities are
Image | excellent.

As a tourist destination, it is always
developing anew.

There are many hidden attractions as a tourist
destination.

There are many opportunities to invest or
do business.

It is easy to do business at a small cost.

It's easy to get the best manpower.

Investment —— —
Image It is contributing to the development of

national industry.
It serves as the center of international industry.

There is a high possibility to development
of industry in the future.

It is likable city in general.

Brand Have good feeling toward city in general.
ran .
Attitude | It is a trustable city in general.

It is a city with a feeling of familiarity in
general.

It is a satisfactory city in general.

It is a city that I want to visit again(or go
again).

Brand |1t is a city that people around it say they
Royalty | Jike it.

It is a city that I want to recommend to people
around me.

(Andrea and Per, 2011). SUlolE ta =4 A

YA ak 2000 o] F7 Al A7} o]Fo]
A2 At FHAAE EA] HA =9 /e TA
9] =

g AAske ‘“)rt EAIE HAE *]sﬂs}M

Hwang and Song(2010)E <Table 2>9} #o]
670 891& AAsta 7HEE A9 TA Bade
Qa7 TA| BT A0 v x]= g3k T
AES F3l ATskth

(Table 2) City Brand Factors(Hwang and Song, 2010)

Factor Detail Factors

Atmospheric Environment

NFatural Water Quality Environment
actor .
Green Environment
Public Transport
City-Based Transpoﬁe}tlpn Infra}s‘trucmre
F Communication Infrastructure
actor .
Accommodation
Facilities for Communication
Economic Development
Economic | Economic Activity

Factors Investment Value
Logistics Cost

Cultural | Cultural Facilities

Factor Festival
Entertainment
. Educational Facilities
Social . ; :
F Education Satisfaction
actor -
educational expenses
H Leader Evaluation
uman ;
Kindness
Factors

Quality of Service
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{Table 3 City Brand Measurement Ekements and Detail Factors(Merrilees et al., 2013)

Factor Detail Factors Factor Detail Factors
Clean Ipswich/Logan is clean and free from Cultural events
environment | pollutants Community centers
Ipswich/Logan residents feel safe living | Cultural | Leisure activities
Safety here activities | Nightlife
- Indoor recreation
Outdoor recreation Markets
Nature Green belt _ Pablic health
Outdoor enjoyment 1C he ( care access
Natural wonders Government | Educational facilities
- - services | Sound decisions by local government
Innovative business Residential services
Thriving local business
Business | Self-employment opportunities Good place for families
opportuniﬁes Quahty jobs Social Cultural diversity
Job opportunities bonding | Positive attitude to multicultural society
Advancement in occupation Community spirit
Cafes Proud to live in Ipswich/Logan
Shopping Shopping establishments City band | Good lifestylg
Homewares stores attitudes | Good reputation
Eating and drinking establishments Rather live here
Adequate road networks Live in Ipswich/Logan for another 5~10 years
Transport | Traffic congestion Intentions | Content living for next year or two
Maintenance of roads Retire and live in other city
(Table 4) City Brand Index Elements And Definition(Anholt, 2006)
Assessment Definition
Element
This point of the city brand hexagon is all about a city’s international status and standing. People are
The asked how familiar they are With each of the 30 cities in the survey, whether they havg actually visited
presence .them or not and What the cities are famous for.‘ They are also asked Whether each city hf':lS made an
important contribution to the world in culture, science or in the way cities are governed during the last
30 years.
This section explores people’s perceptions about the physical aspects of each city : how pleasant or unpleasant
The place |they imagine it is to be outdoors and to travel around the city, how beautiful it is and what the climate
is like.
This point of the city brand hexagon considers the economic and educational opportunities that each city
The is believed to offer visitors, businesses and immigrants.
tential The panelists are asked how easy they think it would be to find a job in the city, and, if they had a
potentt business, how good a place they think it would be to do business in. Finally, they are asked whether
each city would be a good place for them or other family members to get a higher educational qualification.
The appeal of a vibrant urban lifestyle is an important part of each city’s brand image. This section explores
The pulse | how exciting people think the cities are, and how easy they think it would be to find interesting things
to do, both as a short-term visitor and as a long-term resident.
The people make the city, and in this point of the hexagon respondents are asked if they think the inhabitants
The people would be warm and friendly, or cold and prejudiced against outsiders. They are asked whether they think
it would be easy for them to find and fit into a community which shares their language and culture.
Finally, and very importantly, panelists are asked how safe they think they would feel in the city.
This section asks people about how they perceive the basic qualities of the city: what they think it would
The be like to live there, how easy they think it would be to find satisfactory, affordable accommodation and
prerequisites | what they believe the general standard of public amenities is like-schools, hospitals, public transport, sports

facilities and so on.
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Merrilees et al.(2013)2 EA
QAE *4240}31 /xﬂ oAE /}Ezés}oq o
1A AE S B A9 FRISS gdos
gttt 1 AR FEE EA] BA=9
2% <Table 3>3 2t}
Anholt(2006)2] 91+ CBI(City Brand Index)
= B, A4 7P 2] AREE AL 9l TA B
T 24 WhHolt), o] AFE 67FA] EA] HHlE 94
& ARzl AL2ALE F8) 3078 Bl kst
Ao Il w2 A 7idto] HAUTH

Mihalis Kavaratzis(2009)2] 7% 219 A
9} Trueman and Cornelius, Rainisto, Trueman
and Cornelius, Hankinson, Anholt®] 67§¢] At
g7t ARlA FEE BEE BASIAL BA] B

A ol v A JdS Fekel <Table 5>
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(Table 5) An Integrated Framework of City Branding
(Mihalis Kavaratzis, 2009)

Element Definition

chosen vision for the city’s future and
development of a clear strategy to
realise it

Vision
and Strategy

spreading a brand orientation through

Internal the city management and marketing
Culture .
itself
prioritising local needs; involving local
Local residents, entrepreneurs and
Communities | businesses in developing and delivering
the brand
gaining agreement and support of all
Synergies relevant stakeholders and providing for

balanced participation

providing for basic needs without which
Infrastructure | the city cannot attempt delivering the
expectations created by its brand

the ability of the built environment to
represent itself and reinforce or damage
the city’s brand

Cityscape
and Gateways

opportunities available for targeted
individuals(urban lifestyle, good
Opportunities | services, education etc) and companies
(fi nancial, labour etc), which signify
the potential of the place

fine-tuning all intentionally

Communications .
communicated messages
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Table 6> Integrated City Brand Index
Index Definition Keywords

4, 7A44, $4X (Koo and Lee, 2008)
A, A (Merrilees et al., 2013)
International It includes the cultural and T 3HA A (Hwang and Song, 2010)
Index scientific development Qf 4, 33-?}, 7143, Tjr?i},. ™3 (Anholt, 2006)
20) the city, and evaluates its | B (Mihalis ngaratms, 2009)
international contribution. | 2154, w2 A&, #F(Rhee and Park, 2011)
=3, AE, 71€4 (Yoo et al., 2008)
ol &, AEF4HLee et al., 2006)
F21 A, 21#(Koo and Lee, 2008)
ft not only evaluates the | ) J1¢l, 1.4, 7131, kel, A9, 2 FMerilees et al, 213)
Economic de\(jgl(()) r;)(r);r;lgt %}“ﬁi;n but AAEA, A 2%5(Hwang and Song, 2010)
’ T4, #1242 A7(Anholt, 2006)

Ir(1§(<)e)x 'also the ease of ﬁr}ding a 2.8 (Rhee and Park, 2011)
job and the convenience of o2, 7 (Yoo et al, 2008)
business. Akel, F4H(Lee and Kim, 2005)
3, 4, 2, mE, 7= AWE(Koo and Lee, 2008)
Tourism Evaluate how attractive 7}?1], £, S43, A7), daeeeld, A, FAHMerrilees et al., 2013)
Index _and_eager_ the Clty.IS to l"{:ﬁ}’\]@, ZA)(Hwang and Song, 2010)
20) find it again, centering on | &1, 9% 4, A7](Anholt, 2006)

the city’s tourist elements. | ¥-&-3H Mihalis Kavaratzis, 2009)

3 (Yoo et al., 2008)

A4, JHEE A3 FY(Merrilees et al., 2013)

Environmental Evaluate clean cities 7], 4, %%], 29 (Hwang and Song, 2010)
< including urban climate | 24, °k2], @4 (Anholt, 2006)

Ir(léig)x based on environmental | &9, T, AX(Yoo et al, 2008)
factors. 74, SR, A L(Hong, 2012)
v}, 94, 87 (Lee and Kim, 2005)
A, 7IRAIAD s sl A1E(Koo and Lee, 2008)
Social Evaluate whether social | td, =19, o5, AR A (Merrilees et al., 2013)
Index safety, the degree of %{‘Jl o132 (Hwang and Song, %)%0)
20) education level and public | 28+9], ¢bA HAAM B A~E=A]A(Anholt, 2006)
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(Table 7) The Frequency of the Articles by Year in
the Last Collected Data

Years Ulsan Incheon Yeosu | Gyungju

2013 43,655 55,638 7,021 9,261

2014 46,250 64,742 7410 10,894

2015 43777 68,035 7512 11,623

2016 43,805 67,366 7,352 10,682

2017 43,563 67,335 7,039 9,352

sum 221,000 | 323116 | 33634 51,812

EA7} AA% A8

AR BRAN 28S e A5 o ol
15 B Al Bed 5 ol A
Hus A4 B 7150l e e AL
At 9] WEolekn @ 4 glek WA
S oheh S7b QA ARkt B
wko] Fesel FAYS FAF & vk

Mg 2 AlE Hole AXE ¥ AR 3
7o) GEAQ A4S AT 5 Yk AH Q
ek AE s

(Table 8) City Brand Assessment Results

Years Ulsan | Incheon | Yeosu |Gyungju

International | 14243 | 1.3664 | 14632 | 1.6127

Economic 23649 | 21296 | 2.3698 | 2.0520

Tourism 14524 | 14878 | 16420 | 1.7640

Environmental | 14818 | 15144 | 1.6369 | 1.5757

Social 20396 | 20622 | 20823 | 2.0193
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<{Figure 3 Spider Graph for the City Brand Analysis
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{Figure 4> Comparison of Each index by City Using

Bar Graph

Tourism

Social

M Ulsan | Incheon I Yeosu llGyungju

{Figure 5 International, Economic, Tourism, Environmental and Social indexes Comparing by City
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(Table 9> GRDP(unit : million)
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<Table 10) GRDP per Person(unit : million)

Ulsan Incheon Yeosu Ulsan Incheon Yeosu
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2016 72,197,266 80,859,230 - 2016 61.59 2047 -
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(Table 11> Results of Topic Modeling in Ulsan
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