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Abstract: 
This study explores regional marketing, focusing on city marketing as a tool for enhancing 

urban competitiveness. It analyzes how to integrate governance and sustainable development into 
city identity building, leveraging economic, natural, and cultural assets through strategic marketing 
plans. 

The study provides a framework for transforming cities into sustainable and attractive entities 
through city identity marketing and offers recommendations for policymakers and urban planners to 
achieve comprehensive development. 

The study concludes that city marketing not only attracts investment and develops 
infrastructure but also enhances cultural identity and promotes sustainable development across 
various economic, social, and environmental dimensions. It also creates investment opportunities, 
enhances urban competitiveness, and builds a positive image for the city locally and globally. 
Keywords: City marketing, city brand, urban competitiveness, urban marketing, urban regions 
JEL Classification: R12, R00, R11, M31, R58 
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