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ABSTRACT: Izmir is the third largest city in Turkey, situated at the Aegean Coast. With its 
natural and cultural richness, historical heritage and being an important port, Izmir is one of  
the most valuable destinations in Turkey. With its economy based on trade and port, Izmir 
has been a city of  fairs for a long time. Since 1936, Izmir International Fair has been taking 
place every year for a whole month. The fair gets attention from many foreign participants 
and investors. This event is an essential part of  the city which makes Izmir the most impor-
tant city to host fairs in Turkey. In fact, Izmir has been a candidate for EXPO 2015, but lost 
against Milan. Currently, Izmir is a candidate for EXPO 2020. The contribution of  internatio-
nal fairs to the branding process of  Izmir has always been considered to be one of  the most 
important factors which affect the total brand image of  the city. Therefore, in this study, the 
contribution of  international fairs to the branding process of  Izmir will be evaluated accor-
ding to the views of  the locals. For this, a qualitative research will be carried out by two focus 
group meetings which will include questions to determine both evaluations of  the past and 
H[SHFWDWLRQV�IRU�WKH�IXWXUH��,W�LV�DLPHG�WR�UHDFK�UHVXOWV�ZKLFK�ZLOO�FRQWULEXWH�WR�WKH�DFDGHPLF�
literature in city branding, international fairs and branding Izmir, as well as presenting a gui-
de for further branding strategies and international fairs in Izmir. Keywords: City Branding, 
International Trade Fairs, Destination Marketing

RESUMEN: Esmirna es la tercera mayor ciudad de Turquía, ubicada en la costa Egea. Con 
su riqueza natural y cultural, patrimonio histórico y siendo un importante puerto, Esmirna es 
uno de los más importantes destinos en Turquía. Con su economía basada en el comercio y 
en el puerto, Esmirna ha sido desde siempre una ciudad de ferias. desde 1936, la Feria Inter-
nacional de Esmirna ocurre todos los años durante un mes entero. La feria recibe la atenci-
yQ�GH�PXFKRV�SDUWLFLSDQWHV�H�LQYHVWLGRUHV�H[WUDQMHURV��(VWH�HYHQWR�HV�XQD�SDUWH�HVHQFLDO�GH�OD�
ciudad, lo que hace de Esmirna la ciudad más importante para recibir ferias en Turquía. de 
hecho, Esmirna fue una de las ciudades candidatas a la EXPO 2015, pero perdió para Milano. 
$FWXDOPHQWH��(VPLUQD�HV�FDQGLGDWD�D�OD�([SR�������/D�FRQWULEXFLyQ�GH�ODV�IHULDV�LQWHUQDFLR-
nales para el proceso de branding de Esmirna siempre fue vista como uno de los factores más 
importantes en términos de la imagen de marca de la ciudad como un todo. Por eso, en este 
estudio, la contribución de ferias internacionales para el proceso de branding de Esmirna será 
evaluada de acuerdo con los puntos de vista de los habitantes locales. Para eso, será realizada 
una pesquisa cualitativa a través de dos reuniones de grupos de foco, que incluirán preguntas 
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SDUD�GHWHUPLQDU��VHD�ODV�HYDOXDFLRQHV�UHODWLYDPHQWH�DO�SDVDGR��VHD�ODV�H[SHFWDWLYDV�SDUD�HO�IXWX-
ro. Se pretende llegar a resultados que contribuyan para la literatura académica en city branding, 
ferias internacionales y marca Esmirna, así como presentar un guía para futuras estrategias de 
branding y ferias internacionales en Esmirna. Palabras-clave: City branding, Ferias Internacio-
nales, Marketing de destinos

RESUMO: Esmirna (Izmir) é a terceira maior cidade da Turquia, situada na costa do Mar 
Egeu. Com sua riqueza natural e cultural, património histórico e sendo um importante porto, 
Esmirna é um dos mais importantes destinos na Turquia. Com sua economia baseada no co-
mércio e no porto, Esmirna tem sido desde sempre uma cidade de feiras. desde 1936, a Feira 
Internacional de Esmirna tem lugar todos os anos durante um mês inteiro. A feira recebe a 
atenção de muitos participantes e investidores estrangeiros. Este evento é uma parte essencial 
da cidade, o que faz de Esmirna a cidade mais importante para receber feiras na Turquia. Na 
verdade, Izmir foi uma das cidades candidatas à EXPO 2015, mas perdeu contra Milão. Atual-
PHQWH��(VPLUQD�p�FDQGLGDWD�j�([SR�������$�FRQWULEXLomR�GDV�IHLUDV�LQWHUQDFLRQDLV�SDUD�R�SUR-
cesso de branding de Izmir sempre foi vista como um dos fatores mais importantes em termos 
da imagem de marca da cidade como um todo. Por conseguinte, neste estudo, a contribuição 
de feiras internacionais para o processo de branding de Izmir será avaliada de acordo com os 
pontos de vista dos habitantes locais. Para isso, será realizada uma pesquisa qualitativa através 
de duas reuniões de grupos de foco, que incluirão perguntas para determinar quer as avalia-
o}HV�UHODWLYDPHQWH�DR�SDVVDGR��TXHU�DV�H[SHFWDWLYDV�SDUD�R�IXWXUR��3UHWHQGH�VH�FKHJDU�D�UHVXO-
tados que contribuam para a literatura académica em city branding, feiras internacionais e marca 
Izmir, bem como apresentar um guia para futuras estratégias de branding e feiras internacio-
nais em Esmirna. Palavras-chave: City branding, Feiras Internacionais, Marketing de destinos

INTROdUCTION

The marketing of  urban places has been studied since the 19th cen-
tury (Ward, 1998). Making a study of  the historical process, it is evident 
that the conscious marketing activities targeted at the unique embodiment 
of  national, regional or civic management identities and at the presenta-
tion of  these identities to the markets for approval goes back to many 
years prior to the present day. In the last three decades, many cities have 
increasingly tended to rely on marketing methods because the compe-
tition for inward investment, tourism revenues and residents at various 
VSDWLDO�VFDOHV�LQWHQVLÀHG��.RWOHU�et al., 1999). Just as in the past, the des-
tinations standing at the core of  tourism activities make huge efforts to 
get a share from the current market or to increase their market shares, 
to make a difference in accordance with economic, political and socio-
psychological motives. According to Ashworth and Voogd (1994: 39), 
there isn’t any new thing about places being promoted by those likely 
WR�SURÀW�IURP�WKHLU�GHYHORSPHQW��6LPLODU�WR�DQ\�RWKHU�SURGXFW��D�GHVWL-
QDWLRQ�LV�UHTXLUHG�WR�WKRURXJKO\�H[SOLFDWH�LWV�FRPSRQHQWV�DQG�WR�VHWWOH�
and direct their meanings in order to succeed in its marketing activities.

The implementation of  a marketing philosophy and methodology, 
or at least of  marketing techniques that were easy to adapt and use in 
the practice of  city governance, has been mirrored by the increasing in-
WHUHVW�RI �DFDGHPLFV�IURP�YDULRXV�ÀHOGV��ZKR�EHOLHYH�WKDW�WKH�SULQFLSOHV�
RI �PDUNHWLQJ�DUH��ZLWK�WKH�QHFHVVDU\�PRGLÀFDWLRQV��DSSOLFDEOH�WR�FLWLHV�
and their operational environment (Kavaratzis, 2004: 59). Currently, the 
studies aimed at improving the tourism sector are more important than 
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ever due to the rapid growth of  the tourism sector and its increasing 
share in national economics. destination branding gains more impor-
tance as the competition in the sector increases and the destinations 
become conscious about the increasing importance of  tourism activi-
ties and start applying new strategies as a consequence. On the other 
hand, the increasing consciousness level of  target audiences, differen-
tiation of  destination preferences and technological abilities enabling 
the comparison of  destinations have carried the competition to a new 
dimension. Increasing competition and the changing target audience 
make the destination marketing activities and content strategies very 
important, as they are devoted to gain superiority in the competition 
environment.The most appropriate marketing strategy that can be ap-
plied by the coordination and construction units of  destinations’ tour-
ism activities is to determine the elements that can create a value in 
accordance with the resources and abilities of  the destination. These 
elements which can create a value will also represent a brand value re-
garding the destination. These elements are the things that lie beneath 
WKH�PDUNHWLQJ�SURFHVVHV�H[HFXWHG�E\�GHVWLQDWLRQV�LQ�RUGHU�WR�EHFRPH�D�
brand and create value. Considering destinations in terms of  resourc-
es that can create equity, a destination with rich resources and a good 
command on these, would have more power than a destination with a 
lower ability to use its resources (Cathy, Kara & Soo, 2004: 121-126).

Being a tourism brand is a wish shared by any destination, however 
RQO\�D�IHZ�KROG�WKH�QHFHVVDU\�VSHFLÀFDWLRQV��&RQVLGHULQJ�IURP�WKH�EDVLV�
of  brand establishment and success, brands are like people; a tourism 
destination with distinguished merits will always be remembered and 
preferred (Gotta, 2004). The most important action to be taken on the 
way to establish a destination brand is to determine what makes a place 
unique and different for customers, using the historical, cultural and 
QDWXUDO�EHDXWLHV��7KLV�XQLTXH�VSHFLÀFDWLRQ�ZLOO�GHI\�LPLWDWLRQ�E\�FRP-
petitors. There may be many romantic cities all over the world, however 
WKHUH�LV�RQO\�RQH�5RPH�DQG�LWV�URPDQWLF�H[LVWHQFH�FDQ�QHYHU�EH�UHSODFHG�
by another city (Morgan and Pritchard, 2004: 65). Both the increasing 
competition in the world tourism business and the changing identity of  
tourists make it vital to gain superiority in the competition environment. 
Gaining superiority in the competition environment brings the question 
of  how destination marketing organizations are responsible for increas-
ing the effectiveness of  destination marketing in highlighting the tour-
ism values of  their destinations. Competition in tourism business ends 
up with the quest for new ways to become different.
7KH�HVVHQWLDO�FRPSRQHQW�RI �PDUNHWLQJ�PL[�LV�SURGXFW��3URGXFW�IXOÀOOV�

various functional necessities desired by the consumers (Jobber, 2004: 
260). Consumers cover their different necessities by using the product. 
The necessities can either be concrete or abstract. The functional require-
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PHQWV�H[SHFWHG�IURP�WKH�SURGXFW�ZLWKLQ�WKH�PDUNHWLQJ�PL[�DUH�VDWLVÀHG�
through these concrete and abstract components. In some products, 
FRQFUHWH�VSHFLÀFDWLRQV�DUH�PRUH�LPSRUWDQW��ZKHUHDV�DEVWUDFW�VSHFLÀFD-
tions are more important in others. In the current tourism business, the 
DEVWUDFW�VSHFLÀFDWLRQV�RI �SURGXFWV�DUH�DW�WKH�IRUHIURQW�DV�PXFK�DV�WKH�
FRQFUHWH�VSHFLÀFDWLRQV��&RQVLGHULQJ�SURGXFWV�LQ�WKH�EXVLQHVV��LW�LV�FOHDU�
WKDW�FRQFUHWH�VSHFLÀFDWLRQV�DUH�SHUIHFWO\�FRQVWUXFWHG�LQ�WKH�SUHVHQWD-
tion of  most of  the products to target audiences. Most hotels, airlines 
RU�EHDFKHV�ZKLFK�FDQ�EH�KDQGOHG�DV�FRQFUHWH�VSHFLÀFDWLRQV�DUH�DW�FHU-
tain standards to satisfy their target audiences. However, in the tourism 
EXVLQHVV��WKH�YDOXH�DQG�UHSXWDWLRQ�RI �FRQFUHWH�VSHFLÀFDWLRQV�LQ�WKH�H\HV�
of  target audiences is in direct proportion with the success achieved in 
WKH�FRQVWUXFWLRQ�RI �DEVWUDFW�IXQFWLRQV��+LJKOLJKWLQJ�WKH�DEVWUDFW�VSHFLÀ-
cations is a hard process; especially in a service based product like tour-
ism, in which it is hard to gain and sustain a product advantage in the 
eyes of  consumers (Storey and Easingwood, 1998: 336). For this reason, 
marketing of  products in the tourism business and achieving their ap-
proval by consumers can only be possible through the planning of  active 
marketing strategies constructed with an effective preparation process. 

A tourism destination is a center of  attraction for visitors with its 
various tourism resources and a holistic output consisting of  direct 
or indirect tourism services supplied by enterprises or organizations 
ZKLFK�DUH� IUHTXHQWO\�YLVLWHG�E\� WRXULVWV��'XH� WR� WKHVH�VSHFLÀFDWLRQV�
within the holistic structure, destinations not only stand as one of  the 
most important elements of  tourism activities, but also as the hardest 
tourism product to manage and market. For the effective management 
and marketing of  destinations within tourism activities, it carries vi-
tal importance to understand the components that form the holistic 
structure of  destinations and the links between them and to accurate-
O\�HVWDEOLVK�WKH�GHVWLQDWLRQ·V�LGHQWLW\��ZKLFK�LV�GHÀQHG�LQ�RWKHU�ZRUGV�
as “a group of  human characteristics related to a tourism destination 
(Hosany, Ekinci & Uysal, 2007: 63-64). In this paper, the relationship 
between tourism and destination, destination marketing, destination” 
resources which create value in marketing, international fairs as the el-
ements of  attraction for destinations, the impact of  fairs and destina-
tion brands on tourist loyalty will be analyzed.

LITERATURE REVIEW

City Branding

A brand is a name, term, sign, symbol, design, or a combination of  
these which is used to identify the goods or services of  one seller or 
group of  sellers and to differentiate them from those of  competitors 
(Kotler, Armstrong, Saunders & Wong, 2002: 48). “It helps consumers 
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make healthy choices by introducing the difference between the prod-
ucts” (Ozkan, 2002)”. It fuels the beliefs, arouses the feelings and en-
courages the individuals to make the move (Kotler & Gertner, 2002: 
249-265). de Chernatony and Mcdonald (1992) describe a brand as: 
«DQ�LGHQWLÀDEOH�SURGXFW�DXJPHQWHG�LQ�VXFK�D�ZD\�WKDW�WKH�EX\HU�RU�
user perceives relevant unique added values which match their needs 
most closely. Furthermore, its success results from being able to sus-
tain these added values in the face of  competition. 
0DQ\�ORFDWLRQV�ZKLFK�FDQ�EH�TXDOLÀHG�DV�WRXULVP�DUHDV�KDYH�EHFRPH�

brands with certain images in people’s minds, sometimes smaller than the 
general scope of  a company, but larger than many cities in the country (To-
sun & Jenkins, 1996: 7). From a traditional point of  view, tourism regions 
DUH�SHUIHFWO\�GHÀQHG�DV�JHRJUDSKLFDO�DUHDV�OLNH�DQ�LVODQG�RU�D�WRZQ��+DOO��
�����������$FFRUGLQJ�WR�/HLSHU��WRXULVP�UHJLRQV�DUH�D�PL[WXUH�RI �WRXULVP�
products consisting of  many elements. These products mentioned under 
WKH�WLWOH�RI �D�WRXULVP�UHJLRQ�SUHVHQW�DQ�LQWHJUDWHG�H[SHULHQFH�WR�WKH�FRQ-
sumers (Leiper, 1995: 85). This integrated nature of  tourism regions makes 
them marketable products. At this point, branding strategy has gained im-
portance for tourism regions as an essential element in marketing activi-
ties. Especially, the cities which have recently become destination centers 
DUH�WKH�WRXULVP�ORFDWLRQV�ZKHUH�EUDQGLQJ�VWUDWHJLHV�DUH�LQWHQVHO\�H[HFXWHG�

There are many motives for a tourist while choosing a location 
(Pyo, Mihalik & Uysal, 1989: 277-282). However, the competition at-
PRVSKHUH�H[LVWLQJ�LQ�WRXULVP�EXVLQHVV��DV�LQ�DOO�RWKHU�VHFWRUV��EULQJV�
the rapid loss in any motive’s effect and the ability to easily imitate 
DQ\�XQLTXH�VSHFLÀFDWLRQ�E\�WKH�FRPSHWLWRUV��&RQWUDU\�WR�WKLV�IDFW��WKH�
concept of  destination branding has provided an initial point to im-
plementers functioning as an element of  advantage in the competi-
tion environment. destinations can be turned into brands just as any 
other products (Killingbeck & Trueman, 2002: 1-22). However, the 
successful branding of  a destination is only possible through choos-
ing its most appropriate marketable equities which can differentiate it 
from its competitors considering its own resources and abilities and 
by supporting these equities with effective communication strategies.

The most important function of  brands within contemporary mar-
keting strategies is to distinguish the products and services of  a com-
pany from others. “A brand enables consumers to make healthy choices 
by displaying the difference between the products” (Ozkan, 2002). A 
brand urges the beliefs, arouses the feelings and provokes individuals to 
move (Kotler & Gertner, 2002:1). due to a brand’s function of  display-
ing the difference between the products, managers try to produce more 
TXDOLÀHG�JRRGV�WR�WXUQ�WKHLU�EUDQG�LQWR�D�SRSXODU�DQG�SUHIHUDEOH�RQH��
One of  the vital functions of  a brand is the image it cultivates over the 
consumer. The image of  a brand is a considerable capital for its owners. 
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“Image can both be the trails left in mind about something perceived 
ZLWK�VHQVHV�RU�D�PHQWDO�ÀFWLRQ�FRQVWUXFWHG�E\�D�SHUVRQ��%UDQG�LPDJH�
which is frequently used in marketing is management’s identity which it 
tries to get it accepted by the public” (Grand dictionnaire Encyclope-
dique Larousse, 1983). “destinations can be branded just like any oth-
er product” (Killingbeck & Trueman, 2002: 1-22). A destination brand 
DQG�LWV�LPDJH�DPRQJ�WKH�WDUJHW�DXGLHQFH�ZRXOG�UHÁHFW�WKH�GHVWLQDWLRQ·V�
identity. Considering the components of  destination marketing process 
“cultivating a positive image in regional scope is more comprehensive 
and harder than creating an image for a product” (Gunlu & Icoz, 2004: 
84). destination image is composed from the total images perceived by 
D�WRXULVW�PDVV��H[LVWLQJ�XQGHU�WKH�WLWOH�RI �WDUJHW�DXGLHQFH��3HUFHLYHG�GHVWL-
nation image can be better understood through the “communication life 
FXUYHµ�H[SHULHQFHG�E\�WKH�WRXULVW��´7RXULVW�ZLOO�SHUFHLYH�LPDJHV�RI �GHV-
tination related to the communication life curve level he is at.” (Lack of  
knowledge, realization, understanding, acceptance, response) (Batchelor, 
1999: 183-198). The main component of  destination image at this point 
is the communication process that has been constructed. Creation and 
management of  image are based on active communication. The image 
desired to be cultivated on target audiences should be directed through 
correct communication channels with correct strategies. 

Creating an international brand image and identity and alluring the 
investments and capital in circulation have become an economical de-
velopment strategy for current destinations. The desire to make desti-
nations an international brand depends on economical reasons (Paul, 
2004: 572). “The way to have an international destination brand for 
D�FLW\�E\�EHQHÀWLQJ�IURP�WRXULVP�IRU�HFRQRPLFDO�JDLQ�SXUSRVHV�LV�WR�
XQGHUOLQH�WKH�VXSSRUWLQJ�LGHQWLFDO�VSHFLÀFDWLRQV�DQG�UHODWLQJ�WKHP�LQ�
a way to empower each other” (Rainisto, 2003:12).

The necessity to establish a regional identity stands in the very 
beginning of  the destination brand creation process. Constituting a 
brand for a tourism region is the process of  bringing its differences 
from other tourism regions to the foreground, in other words calling 
an identity into being. “Brand positioning necessitates the creation of  
a well known brand with positive, strong and unique brand connota-
tions. This can be done both with the choice of  brand identity in the 
beginning and with the support given to the uniting of  brand identi-
ties within marketing program” (Uztug, 2003: 55). Being able to think 
globally in the establishment and strategic marketing processes of  a 
destination brand, planning its future with its current resources and 
abilities, taking environment into consideration, constituting a brand 
identity with inner consistency, sustaining harmony with outer elements 
and communicating this identity to target audiences through channels 
underlie as important points within tourism activities. 
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Destination Marketing and Trade Fairs

The competition between the destinations trying to get a share from 
tourism income has recently gained a global characteristic. All desti-
QDWLRQV�LQ�WKLV�SURFHVV�GHYHORS�QHZ�VSHFLÀFDWLRQV�DQG�WU\�WR�KLJKOLJKW�
their distinctions in order to survive in the market. Most destinations 
arrange and apply new communication strategies, especially for the aim 
of  changing their negative image. In order to become a brand and dif-
ferentiate from others, the attention should be directed to the desti-
nation’s marketable equities, in other words its elements of  attraction. 
“destination attractions are resources which are managed and control-
led for pleasing the customers, letting them have fun and educating 
them” (Gianna, Bill & Eric, 2000: 57). Marketable destination equities 
are the point of  departures of  tourism activities and movements. These 
equities have the major role in destination branding and in the creation 
of  a destination brand. Marketable destination equities can be classi-
ÀHG�LQ�WKUHH�FDWHJRULHV��EHLQJ�WKH�SODFHV�WR�EH�VHHQ��KLVWRULFDO�SODFHV��
natural beauties), events to be joined (fairs, festivals, ceremonies) and 
H[SHULHQFHV�WR�EH�JDLQHG��LPSRUWDQW�VSRUWV�JDPHV��VKRSSLQJ���7KLV�WULR�
lies on the basis of  destination branding and brand strategies. 
7KH�H[LVWHQFH�RI �GHVWLQDWLRQ�EUDQGLQJ� LQ� WKH�FXUUHQW� WRXULVP�DQG�

marketing literature and the complicated structure of  the process of  
creation of  a destination brand needs to combine various concrete or 
abstract products related to destination brand like culture, environment 
and economy. Also, it turns researchers’ attention to focusing on interdis-
FLSOLQDU\�VWXGLHV��*QRWK��������������%HVLGHV�WKHVH�VSHFLÀFDWLRQV�DERXW�
GHVWLQDWLRQ�EUDQGLQJ�VWUDWHJLHV��PDUNHW�FRQGLWLRQV�DQG�WKH�IDFWRUV�LQÁX-
encing them also force tourism entrepreneurs to develop different strat-
egies in accordance with the equities and the markets they are located 
in (Icoz, 2001: 194). Positioning in marketing activities is made accord-
ing to the equities owned and the competitors. Successful positioning 
includes being different from the competitors and also the creation of  
fronts in time (Borca, 2004: 161). At this point, the brand becomes the 
EDVLF�WRRO�IRU�PDUNHWLQJ�H[SHUWV�WR�GLVWLQJXLVK�EHWZHHQ�SURGXFWV�ZKLOH�
“the differences about product can easily be imitated” (Kotler & Gert-
ner, 2002: 249). Brand differentiation studies are frequently used by the 
service sector in which abstract products are intensely found, as well as 
for concrete consumer goods (douglas, 1990: 398).

The fair concept, born out of  various commercial necessities, is in-
ÁXHQWLDO�LQ�WRXULVP�EXVLQHVV�DV�ZHOO�DV�LQ�RWKHU�VHFWRUV��)DLUV��ZKLFK�DUH�
JHQHUDOO\�GHVFULEHG�DV�H[KLELWLRQV�DLPHG�DW�LPSURYLQJ�SURGXFWLRQ�DQG�
trade by attracting consumers’ or visitors’ attention and displaying the 
contemporary developments in production technologies, are also events 
where companies present their products and services to the consumers, 
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where sellers and buyers meet and contact directly. Fairs, according to 
Okay (2002: 202), are events where sellers meet buyers to whom they 
furnish their products and services. They are important communication 
tools enabling face-to-face communication of  the participants. From a 
communication point of  view, fairs create a communication atmosphere 
in the locations they take place and an interaction is established between 
WKH�SDUWLFLSDQWV�ZLWKLQ�WKLV�DWPRVSKHUH��'XUPD]������������ZKR�GHÀQHV�
fairs in a general scope, considers them as “organizations aimed at the 
XQLRQ�RI �HFRQRPLF��VRFLDO�DQG�SROLWLFDO�DFWLYLWLHVµ�DQG�ZLGHQV�WKH�H[-
tent of  fair concept within the limits of  social processes. According to 
durmaz, a social and political integration takes place between the par-
ticipants in the locations where fairs are organized. This integration had 
major supports to many sectors, especially to tourism. Another opin-
LRQ�FODLPV�WKDW�IDLUV�DUH�´ODUJH�ED]DDUV�DUUDQJHG�SHULRGLFDOO\�DW�D�À[HG�
GDWHG�LQ�D�À[HG�ORFDWLRQ�ZKHUH�JRRGV�DUH�VROG�DQG�ERXJKWµ��)DUDO\DOL��
�����������,Q�WKLV�GHÀQLWLRQ�ZKLFK�UHVHPEOHV�IDLUV�DV�ODUJH�ED]DDUV��IDLU�
locations are the common meeting points of  sellers and buyers. From 
D�WRXULVP�SRLQW�RI �YLHZ��IDLUV�WDNH�SODFH�LQ�D�ORFDWLRQ�IRU�D�VSHFLÀF�WLPH�
SHULRG�DQG�SUHVHQW�DQ�H[SHULHQFH�WR�SHRSOH�ZKR�DUH�WDUJHWHG�SULPDULO\�
for buying or selling and collecting information.

Fairs have a huge potential in supporting and developing tourism. 
Currently, around 30,000 fairs are organized all over the world with ap-
SUR[LPDWHO\�����PLOOLRQ�SDUWLFLSDQW�FRPSDQLHV��LQVWLWXWLRQV�DQG�DURXQG�
350 million visitors. In other words, 1 of  every 20 people is a fair visi-
tor. Especially European countries have an important share in the world 
fair industry. Currently, the largest and most important fairs in the world 
WDNH�SODFH�LQ�(XURSH��PRVWO\�LQ�*HUPDQ\��(YHU\�\HDU��DSSUR[LPDWHO\�����
450 fairs are being organized in Germany. By 2003, 37 fair organization 
ÀUPV�H[LVWHG��WKH�WRWDO�UHYHQXH�RI �*HUPDQ\·V�IDLU�LQGXVWU\�ZDV�����PLO-
lion euros and the contribution of  the fair sector to the general econo-
mics of  Germany was 23 million euros. In the European fair industry, 
Germany is followed by; Italy, France and England. In 2003, 125 fairs 
were organized in Italy, 122 in France and 121 in England (Sülün, 2004: 
56). For this reason, fairs are not only functional in trade but they also 
perform an important task in creating centers of  tourism and turning 
target audiences into loyal customers for the destinations. Fair organiza-
tions contribute not only to the organizers and participants, but also to 
the host city, region and country in socio-cultural and economic means. 

According to a research by the Institute of  Fair Industry and distribu-
tion Researches of  Köln University regarding the increasing importance 
RI �IDLU�EXVLQHVV��WKH�ÀHOG�FDSDFLW\�RI �IDLUV�KDG�EHHQ�VXEMHFW�WR�DQ�XQGHQL-
able increase between the years of  1990-2000. The research shows that 
IDLU�ÀHOGV�LQ�*HUPDQ\�DQG�LQ�WKH�ZRUOG�KDG�EHHQ�VXEMHFW�WR�DQ�LQFUHDVH�
of  2.3 million square meter (+35%) and 15 million square meter (+50%) 
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UHVSHFWLYHO\��7KH�H[SDQVLRQ�RI �IDLU�ÀHOGV�DOVR�UHÁHFWHG�LQ�IDLU�RUJDQL]D-
WLRQV�DQG�H[KLELWLRQV�ZKLFK�LQFUHDVHG�LQ�QXPEHU�GXULQJ�WKH�ODVW����\HDUV��
7KH�UHVHDUFK�VWDWHV�WKDW�WKH�QXPEHU�RI �IDLUV�DQG�H[KLELWLRQV�KDG�EHHQ�
subject to an increase of  more than 700 (+40%) in Germany and more 
than 12,000 (+100%) all over the world (Kalka, 2000).

Tourism is a cultural interaction. According to the World Tourism 
Organization, 37% of  international tourists travel for cultural reasons 
(du Cluzeau, 2000: 37). The nature of  interaction between cultures is 
VKDSHG�E\�WKH�SURÀOH�DQG�H[SHFWDWLRQV�RI �WRXULVWV��WKH�VSHFLÀFDWLRQV�RI �
interaction location and the role of  people’s contribution to the market-
ing of  culture, such as tourist guides (Lea, 2001: 79). Cultural attraction 
points of  a destination determine the nature of  interaction at this point. 
These attraction points include events related to prehistoric and historic 
DFWLRQV�LQ�VFLHQFH��UHOLJLRQ�DQG�ÀQH�DUWV��VSRUWV�DQG�HQWHUWDLQPHQW��IHVWL-
YDOV��H[KLELWLRQV��FHOHEUDWLRQV��VRXQG�DQG�OLJKW�VKRZV��IDLUV��FRPSHWLWLRQV�
and sports games (Boret, 1989; Swarbrooke, 1999). In the historical pro-
cess of  development, fair organizations have been a generator of  cultural 
attraction for the locations they are organized in and made important 
contributions to the social and cultural development of  these places’ in-
habitants. Fairs support the destinations in tourism means by gathering 
people from different regions and cultures, giving them a chance to get 
to know each other and the destination and enable cultural interaction. 
([DPLQLQJ�WKH�H[DPSOHV�RI �FRQWHPSRUDU\�IDLUV��LW�FDQ�EH�VWDWHG�WKDW�

IDLUV�EULQJ�D�VLJQLÀFDQW�HFRQRPLF�ERXQFH�WR�WKHLU�ORFDWLRQV�ZLWK�WKH�
ÁRZ�RI �YLVLWRUV�DQG�PRYHPHQW�LQ�WUDGH�DFWLYLWLHV��'XULQJ�WKH�IDLU�SH-
riod, the fair location becomes commercially and economically active 
even for a limited period due to the huge number of  participants and 
visitors in the region. The income of  many managements acting in ac-
FRPPRGDWLRQ��IRRG��EHYHUDJH�DQG�RWKHU�UHODWHG�EXVLQHVVHV�VLJQLÀFDQWO\�
increases in the fair location. On the other hand fairs make it easier to 
publicize the company or city they are located in and the economy de-
velops in international scope. They are closely related to the publicity 
RI �D�GHVWLQDWLRQ�DV�WKH\�HQDEOH�WKH�H[KLELWLRQ�RI �D�FRXQWU\·V�FXOWXUH��
folklore and history. The communication environment and visits tak-
ing place in fairs and fair activities play a fundamental role in changing 
and overcoming negative thoughts in tourism means (Cildir, 1991: 42). 

General fairs are usually organized for the publicity and sales of  prod-
ucts and services, but they also provide chances for a country to develop 
its tourism activities and create new opportunities. Along with the fairs 
where international publicity is provided, the fair locations started to be 
introduced to target audiences as well as the publicity of  the fair itself. 
In order to attract more participants and visitors to the fairs organized, 
SXEOLFLW\�DQG�FRPPXQLFDWLRQ�DFWLYLWLHV�H[HFXWHG�LQ�QDWLRQDO�DQG�LQWHU-
national scope focus on appealing to many different target audiences 
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in accordance with the location and indirectly publicize the destination. 
These activities result in the increased awareness of  the destination in 
the minds of  its target audiences. “As a country publicizing itself  as the 
‘country of  fairs’ in the international tourism market, 41,9% of  Spain’s 
tourism income consists of  the gain from international fairs” (Akbay, 
1997: 76). The participants or visitors of  fairs are also visitors of  the city 
RU�FRXQWU\�ZKR�H[SHULHQFH�WKH�GHVWLQDWLRQ�ZLWKLQ�WKH�ERUGHUV�RI �WKHLU�
RSSRUWXQLWLHV��)DLUV�FUHDWH�D�FKDQFH�WR�H[HFXWH�WDUJHW�DXGLHQFH�RULHQWHG�
H[SHULPHQWDO�PDUNHWLQJ�ZLWKLQ�WKH�PDUNHWLQJ�DUUDQJHPHQWV�PDGH�IRU�
WRXULVP��7KH�FKDQFH�RI �H[SHULPHQWDO�PDUNHWLQJ�QRW�RQO\�HVWDEOLVKHV�DQ�
emotional link about both the participants and the destination, but also 
acts as the message transmitter in the process of  word of  mouth activi-
ties to be used in the publicity of  destination to its target audiences. In 
this way, the opinions and thoughts are transmitted to different parties; 
in fact this is the voluntary accomplishment of  “word of  mouth”, one 
of  the most important marketing strategies of  the present day. Special-
ized trade fairs multiply the volume of  international business tourism and 
enable the destination to gain reputation in accordance with the scope 
and success of  the fair organization. 

In the United States, great importance is attached to the organization 
and development of  fair organizations in the cities, especially in sectors 
like industry, trade and tourism. Paralel with this importance, some cit-
ies in the United States are better known in the business of  fairs and the 
advantage they gain in the sector of  fairs in the international arena turns 
out to be destination brand equity as a marketing strategy for the tour-
LVP�DFWLYLWLHV�� $́�UHVHDUFK�PDGH�E\�WKH�&HQWHU�IRU�([KLELWLRQ�,QGXVWU\�
Research-CEIR states that 50% of  fairs organized in the United States 
are accumulated in 16 cities. According to this result, Orlando, Las Vegas 
and Toronto share the top three of  the list by hosting 625, 589 and 582 
respectively” (Weintraub, 1991: 9). Germany, the locomotive country of  
the European Union in terms of  economy, started to adopt destination 
branding through the creation of  strategies which can develop business 
through raising tourism activities in cities not as economically developed 
DV�WKH�RWKHUV��,Q�WKHVH�DFWLYLWLHV�H[HFXWHG�IRU�WKH�HVWDEOLVKPHQW�RI �D�GHV-
tination brand, the most important strategic resource that can establish 
a brand is the activity of  organizing fairs. The cities where fairs are or-
ganized in, especially the ones in Germany, started to be mentioned in 
the international arena with the name of  the fair.

A requirement to constitute a successful and strong destination 
brand and to position it in the minds of  target audiences is to make 
it “different” from its competitors. Positioning is the placement of  
a product or enterprise into the most appropriate place in accord-
ance with the chosen market divisions, competition facts and com-
pany abilities. It is a process devoted to determine consumers’ per-
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ceptions, approaches and consumption habits (Burnet, 1988: 35-37). 
Along with the establishment of  brand awareness, brand positioning 
is the element that determines which “personality and identity” com-
ponents of  the brand will be remembered by the consumers (Kap-
ferer, 1992: 96). The goal of  destination brand positioning is to place 
the brand in the minds of  its target audience at a level that is differ-
ent from its competitors with a feeling of  superiority in competitive 
structure. A successful brand positioning includes a distinctive dif-
ferentiation from the others and the “added values” consisting of  
SRVLWLYHO\�SHUFHLYHG�TXDOLÀFDWLRQV�RU�FRQQRWDWLRQV��7KH�DGGHG�YDOXH�
to be created by the destination, especially in the process of  estab-
OLVKLQJ�D�GHVWLQDWLRQ�EUDQG��VKRXOG�EH�PHDQLQJIXO�WR�WKH�H[LVWLQJ�DQG�
potential visitors. destinations are positioned upon the added values 
in the minds of  their target audiences. Branding makes a destina-
tion different in terms of  the basic value it has and this value repre-
sents the pledge of  brand. The superstructure of  a destination can 
EH�GLIIHUHQWLDWHG�WKURXJK�SK\VLFDO�TXDOLÀFDWLRQV�VXFK�DV�DUFKLWHFWXUH��
KRZHYHU�WKH�SK\VLFDO�VSHFLÀFDWLRQV�DUH�IDU�IURP�PRWLYDWLQJ�WKH�FRQ-
sumer adequately and consistently as they can easily be copied and 
imitated. The value presented by destination branding is considered 
as the most powerful force of  contemporary destination marketing 
H[SHUWV�KROGLQJ�D�SODFH�LQ�JOREDO�FRPSHWLWLRQ��+DQQDP��������������
However, the points that need utmost attention in differentiation of  
FLYLF�EUDQGV�PXVW�EH�IXQFWLRQDO�DQG�SHUIRUPDQFH�VSHFLÀFDWLRQV��OLIH�
VW\OHV�DQG�LQWHUQDO�H[SHULHQFHV��3DORPDU���������,Q�WKLV�VHQVH��FRQ-
sidering the historical and geographical facts of  Izmir, many market-
able brand values can be offered on the way to establish a destination 
brand for the city. Tourism, Izfas International Fairs, Port of  Izmir, 
Monuments/ Architectural Equities, districts/ Public Spaces/So-
cial Fabric, Local Celebrities, Educational Institutes, Sports/Sporting 
Events/Clubs, Cultural Events/Facilities, Culinary Culture, Regional 
Agricultural Products represent some of  the most important start-
ing points in the marketing strategies to be adopted for the creation 
of  a destination brand.

METHOdOLOGY

Objectives of  the Research: 

International trade fairs are held in many cities and contribute to 
the city branding process. The purpose of  this research is to determine 
the effects of  these contributions on the locals of  the city. Hence, in 
this study, the views of  the locals of  Izmir about the International Iz-
mir Fairs and the contribution of  these fairs to the perception of  Iz-
mir, according to the locals' point of  view, will try to be determined.
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Method: 

:LWK�WKH�DLP�RI �GHÀQLQJ�WKH�FRQWULEXWLRQ�RI �WKH�LQWHUQDWLRQDO�IDLUV�WR�
the city brand of  Izmir from the point of  view of  the locals, a case study 
method, which is a frequently used qualitative research method in social sci-
ences, has been applied. In this method, multiple events, situations, topics, 
programmes, social groups or systems are investigated in detail (Yin, 1994: 
185). In this research, focus group interviews were used because they give 
UHVHDUFKHUV�WKH�RSSRUWXQLW\�WR�UHDFK�D�VXIÀFLHQW�DPRXQW�RI �LQIRUPDWLRQ�
in short term, and they enable the enrichment and development of  the 
subject of  research in accordance with the structure of  the chosen sample. 

Another important reason for choosing the method of  focus group is 
that this method enables a group of  participants to share and affect each 
other’s thoughts. (Krueger, 1994: 6). According to Aaker et. al. (2004: 
������IRFXV�JURXS�LV�D�PHWKRG�ZKLFK�DLPV�WR�GLVFXVV�DQG�ÀQG�VROXWLRQV�WR�
problems and subjects, especially on the topics of  marketing, marketing 
communications, advertisement and public relations. Focus group dis-
cussions actuate people more than face-to-face interviews. The contribu-
tions of  the participants raise the meaning and increase the views on the 
research topic. Focus group is especially an effective method for studies 
ZKLFK�DLP�WR�GLVFRYHU�WKH�DSSURDFKHV�RI �SHRSOH�WR�D�VSHFLÀF�YLHZ��FDVH��
situation or subject (Krueger, 1994: 10). Also, it facilitates discovery of  
new comments about the topic (daymon, 2002: 187) and displays the at-
titudes, approaches and tendencies via the interaction between the group 
members (Krueger, 1994: 10). For these reasons, focus group was cho-
sen as the most appropriate method to use in the interest of  this paper.

This research carries the charecteristics of  a situation analysis, which 
presents ideas about the perceptions of  how international trade fairs in 
Izmir affect the city brand, depending on the points of  view of  the peo-
ple who work in the fair industry and the university students in Izmir. 
In this paper, the answers to the following questions are being searched:

1. How do people who work in the fair industry evaluate the contribu-
tions of  international trade fairs held in Izmir to the city’s brand image?.
2. How do university students who study in Izmir evaluate the in-
ternational fairs held in Izmir?
3. Is there a relation between the trade fairs organized by several 
cities and the brand images of  these cities? If  yes, how can this 
UHODWLRQ�EH�H[SODLQHG"�

Sample 

The sample includes 2 groups: 
��8 people who live and work in Izmir and have participated in 
some fairs in Izmir.
��8 university students who study in Izmir.
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For the sampling, a frequently used method in qualitative research, 
theoretical sampling developed by Glaser and Strauss, was used (Merriam, 
1998: 63). The most important reason for choosing theoretical sampling 
is that the homogeneity of  the group is more important than the variety 
in the group which enables one to choose participants who are thought 
WR�UHSUHVHQW�WKH�VHDUFKHG�IHDWXUHV��<D]ÖFÖRJOX�	�(UGRJDQ������������

Data Collection: 

,Q�WKH�ÀUVW�VWDJH�RI �WKH�UHVHDUFK��IRFXV�JURXS�DQG�VHPL�VWUXFWXUHG�
interview techniques were combined. The semi-structured interview 
IRUP�ZDV�GHVLJQHG��GHSHQGLQJ�RQ�WKH�H[LVWLQJ�OLWHUDWXUH�LQ�WKH�ÀHOG��
with the aim of  learning the views of  people who work in companies 
which participate in the trade fairs of  Izmir and the university students 
in Izmir. To be able to create a comfortable communication platform, 
ÀUVW�RI �DOO�LQWURGXFWLRQ�TXHVWLRQV�DQG�GHPRJUDSKLF�LQIRUPDWLRQ�KDYH�
been asked (Creswell, 1998: 131).
5HVHDUFK�KDV�EHHQ�FDUULHG�RXW�ÀUVW�ZLWK�WKH�JURXS�RI �XQLYHUVLW\�VWX-

dents, then with the group of  people who work in different companies. 
According to some researchers, in the method of  focus group inter-
views, the number of  groups are usually between 2-4, but this number 
PD\�LQFUHDVH�DFFRUGLQJ�WR�WKH�ÀHOG�RI �VWXG\��$DNHU�et al., 2004: 199; 
daymon, 2002: 192; Krueger, 1994: 6).

The aim in a focus group meeting is to display what people really 
think about the subject, in a platform where participants hear each oth-
er’s ideas and think of  their own in this social platform (Gibbs, 1994: 
211). For this, an environment where people could hear each other’s 
ideas was created and the data of  the interviews recorded. Afterwards, 
the recorded data was analysed with content analysis. 

Analysis of  the Data 

According to Merriam (1998: 155-197), data analysis of  qualitative re-
VHDUFK�LV�D�FRPSOLFDWHG�DQG�KDUG�SURFHVV��'DWD�VKRXOG�EH�H[SODLQHG�E\�
separating and analysing. The moderators of  the focus group interview 
were the authors. The recorded data has been written and content ana-
layzed. The writing process of  the recorded data was done by researchers 
to avoid loss of  data. After the writing process, the data has been cod-
HG��$�´FRGH�OLVWµ�ZDV�FUHDWHG�IRU�WKH�UHVHDUFK�DQG�WKHPHV�ZKLFK�H[SODLQ�
these code lists were found. Separating content analyzed qualitative data 
code lists in themes is a suggested process (Lincoln & Guba, 1984: 178). 
Also, as suggested by Merriam (1998:79), to increase the reliability of  the 
UHVHDUFK��YLVLRQV�RI �H[SHUWV�ZHUH�WDNHQ��IUHTXHQFLHV�RI �WKH�WKHPHV�ZHUH�
IRXQG�DQG�GDWD�ZHUH�VHW�RQ�WDEOHV��7KH�ÀQGLQJV�ZHUH�ERWK�VHW�RQ�WDEOHV�
and interpreted. 
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FINdINGS

,Q�WKLV�VHFWLRQ��WKH�ÀQGLQJV�DUH�SUHVHQWHG�LQ�WZR�FDWHJRULHV�DFFRUGLQJ�
to the two different groups that took part in the research. When qualita-
tive data was analyzed, two different categories concerning the research 
ÀHOG�ZHUH�GHWHUPLQHG��7KHVH�WZR�FDWHJRULHV�DUH�YDOLG�LQ�WZR�GLIIHUHQW�
groups. differences were detected categorically in the thoughts of  the 
participants of  the two groups. These two categories, valid for both of  
the groups, are the contribution of  fairs to the city in social, cultural, eco-
nomic way and fairs’ communicative effects in the city branding process. 

Findings about Fairs’ “Social, Cultural and Economic” Contributions to the Host City

All participants in both groups were asked the question: “What do you 
WKLQN�DERXW�WKH�HIIHFWV�RI �IDLUV�ZKLFK�DUH�RUJDQL]HG�LQ�PDQ\�ÀHOGV�RQ�WKH�
KRVW�FLW\"µ�$FFRUGLQJ�WR�WKH�DQVZHUV�WR�WKLV�TXHVWLRQ��FDWHJRUL]HG�ÀHOGV�
DQG�WKH�PRVW�VSHFLÀHG�YLHZV�RI �HDFK�SDUWLFLSDQW�DUH�VKRZQ�LQ�7DEOH����

Table 1: Fairs “Social, Cultural and Economic” Contribution 
 to the Host City

Participants S1 C
1

S2 C
2

S3 C
3

S4 C
4

S5 C
5

S6 C
6

S7 C
7

S7 C
8

Cultivates the social 
life of  the city ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Cultivates the trade 
in the city ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Affects the culture 
of  the city ¥ ¥ ¥ ¥ ¥ ¥

Affects the economy 
of  the city ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Enables the city 
tourism to develop ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Contributes to get new 
investments to the city ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Contributes to increase 
the employment 
in the city 

¥ ¥ ¥ ¥ ¥

 * S= Student Participants , C= Participants from the Sector.

The question: “What do you think about the effects of  the fairs to 
the host city?” was asked to the participants who work in the sector. Ac-
FRUGLQJ�WR�WKH�DQVZHUV��WKH�ÀHOGV�ZHUH�RUJDQL]HG�LQ�FDWHJRULHV�DQG�FRGHG��
In Table 1, it can be seen which participants have given their views most 
IUHTXHQWO\�LQ�ZKLFK�ÀHOG��$FFRUGLQJ�WR�WKLV�FRGLQJ�SURFHGXUH��WKH�PRVW�
frequent answer given was: “It contributes to the city’s economy” (f=8). 
In second place was: “It develops the trade life in the city” (f=7). These 
DQVZHUV�IROORZ�WKH�ÀUVW�WZR��´,W�FRQWULEXWHV�WR�WKH�QHZ�LQYHVWPHQWV�WR�

CONTRIBUTION OF FAIRS IN CITY BRANdING



63

the city.” (f=5), “develops the social life of  the city.” (f=4), “develops 
WKH�FLW\�LQ�WKH�ÀHOG�RI �WRXULVP�µ��I ����´&RQWULEXWHV�LQ�LQFUHDVLQJ�WKH�
employment in the city.” (f=3), “Affects the culture of  the city” (f=2).

The frequencies of  the answers given by the university students who 
study in Izmir were different from the people who work in the sector. 
The most frequent answer was: “It develops the social life of  the city. 
´�I ����6HFRQGO\��´'HYHORSV�WKH�FLW\�LQ�WKH�ÀHOG�RI �WRXULVP�µ��I ����
Afterwards: “Affects the culture of  the city” (f=4), “It contributes to 
the new investments to the city.” (f=5), “It develops the trade life in 
the city.” (f=2), “It contributes to the city’s economy.” (f=2), “Contrib-
utes in increasing the employment in the city.” (f=2).

Findings about the Communication Effects of  Fairs to the Branding Process of  the City

According to the answers of  both groups of  participants to the 
question: “what do you think about the effects of  fairs in terms of  the 
EUDQGLQJ�SURFHVV�RI �WKH�KRVW�FLW\µ�WKH�ÀHOGV�ZHUH�FDWHJRULVHG�DQG�WKH�
views of  participants were shown in Table 2. 

Table 2: Communication Effects of  Fairs to the Branding Process of  
the City

Participants S1 C
1

S2 C
2

S3 C
3

S4 C
4

S5 C
5

S6 C
6

S7 C
7

S7 C
8

Contributes the city 
brand image to retain 
in people’s mind. -4

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Increases the awareness 
about the city.-5

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Enables the city to be 
known.-7

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Communicates the cul-
ture and the identity of  
the city.-3

¥ ¥ ¥ ¥ ¥ ¥

(QDEOHV�WR�H[SHULHQFH�
the city life.-2

¥ ¥ ¥ ¥

6XSSRUWV�WKH�HIÀFLHQ-
cy of  other publicity 
events about the city.-3

¥ ¥ ¥ ¥ ¥

Increases the reputation 
of  the city.-5

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

Enables people to have 
information about the 
city directly.-2

¥ ¥ ¥ ¥ ¥

Enables the indirect 
publicity of  the city th-
rough various commer-
cial events. 3

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥

* S= Student participants, C = Participants who work in the sector.
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According to Table 2, the most frequently indicated and spoken cat-
egory by the participans was: “Enables the indirect publicity of  the city 
through various commercial events.” (f=6). Secondly, “Increases the 
awareness about the city.” (f=5). Afterwards, the following categories were 
indicated in the following order: “Enables the city to be known.” (f=5), 
“Increases the reputation of  the city.” (f=5), “Contributes the city brand 
image to retain in people’s mind.” (f=4), “Enables people to have infor-
mation about the city directly.” (f=3), “Communicates the culture and the 
LGHQWLW\�RI �WKH�FLW\�µ��I ����́ (QDEOHV�WR�H[SHULHQFH�WKH�FLW\�OLIH�µ��I ���DQG�
´6XSSRUWV�WKH�HIÀFLHQF\�RI �RWKHU�SXEOLFLW\�HYHQWV�DERXW�WKH�FLW\�µ��I ���

It was seen that the frequency of  the answers of  two different 
groups of  participants were different from each other. According to 
table 2, the most frequent indicated category by university students 
was: “Enables the city to be known.” (f=7). Then the following cat-
egories were indicated in the following order: “Increases the aware-
ness about the city.” (f=5). “Increases the reputation of  the city.” 
(f=5), “Contributes of  the city brand image to retain in people’s 
mind.” (f=4), “Communicates the culture and the identity of  the 
FLW\�µ��I ����´6XSSRUWV�WKH�HIÀFLHQF\�RI �RWKHU�SXEOLFLW\�HYHQWV�DERXW�
the city.” (f=3), “Enables the indirect publicity of  the city through 
various commercial events.” (f=3), “Enables people to have infor-
mation about the city directly.” (f=2).

dISCUSSION ANd RESULTS

Currently, the most important competitive strategy for cities to be posi-
tioned as a brand is to create a unique city brand image. With this, cities will 
be able to differentiate themselves from their competitors. The branding of  
the cities is possible by choosing the marketable issues about the city and 
promoting these in accordance with their capabilites. Fairs are one of  the 
important events which contribute to the branding process of  the cities. 

According to the results of  this focus group research, university 
students indicate that the most important contribution of  fairs to the 
host city is developing the social life of  the city (f=6). About this, one 
RI �WKH�SDUWLFLSDQWV�KDV�XVHG�WKH�IROORZLQJ�H[SUHVVLRQ�

“…… especially in places where social life is not well developed, various events 
which are organized to increase the interest on fairs, also generate the social life of  
the city and this enables such events to be organized even after the fair.”

Various events are organized to increase the attention to the fairs. 
These events also generate the social life of  the city. In this research, 
fairs’ effects on generating the social life of  the city was the most 
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indicated statement by the university students. Thereby, within the 
limitations of  this study, it may be said that this is one of  the con-
tributions of  the fairs to the city. Another important effect of  the 
fairs, according to university students, is that fairs contribute to the 
tourism of  the city. 

Currently, many cities are trying to become brands. Looking at the 
success of  brands, it is seen that brands are like people, the ones with 
outstanding features are always remembered and preferred (Gotta, 
2004). A lot of  visitors come to the fairs with the primary aim of  vis-
iting the fair, but also they get to spend time in the host city, shop and 
H[SHULHQFH�WKH�FLW\��7KHUHE\��IDLUV�FRQWULEXWH�WR�WKH�WRXULVP�RI �WKH�KRVW�
cities indirectly. In this sense, fairs are not only serving to producers 
and consumers, but also presenting opportunities to the countries and 
destinations to create brand value. 

Participants who work in the center have indicated the most im-
portant effect of  the fairs to the city is an economic contribution. In 
accordance to this view, they have also indicated that with fairs, the 
commercial life in the city increases and as a result, fairs contribute to 
the new investments to the city. 

Currently many countries are organizing fairs to develop the cities 
and regions which are not well developed. With these fairs, many visi-
tors come to the regions and the commercial activities in the region 
develop. during the fair period, serious commercial contributions oc-
cur to the region’s economics with the visitors from different coun-
tries. Needs of  visitors like accomodation and catering contribute in 
enhancing the income of  the places in the region. With fairs, many 
businesses in the city like hotels, restaurants,��EDUV�DQG�WD[LV�KDYH�DQ�
increase in their work. This increases the economics of  the region and 
the development of  the local public. In this way, fairs contribute to the 
development and refreshment of  the city, as well as making the city a 
center of  attention. 

The most indicated answer by the participants from the sector to 
the question of  fairs’ effects on the branding process of  the cities was 
that fairs, enable the indirect publicity of  the city through various com-
mercial events. Visitors who come to the city with the aim of  partici-
pating in the fair also have the chance to visit the city. Thereby, they 
know the city as an indirect effect of  the fairs. This situation is very 
important for fairs especially those held at international level. As well 
as the participants from the sector, also the university students have 
indicated similar views. 

Both participant groups have indicated that fairs contribute to the 
reputation of  the host city. One of  the participants has used the fol-
ORZLQJ�H[SUHVVLRQ�WR�VWDWH�WKLV��
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“……. In Izmir, international fairs have a strong effect on the reputation of  
the city because these fairs are open to international participation. These fairs are 
grand events which are organized in a long time with an important know-how, so 
they are very prestigious events. Thereby, they have an important effect in enhanc-
ing the reputation of  the city.”

,Q�DFFRUGDQFH�ZLWK�WKLV�YLHZ��WRGD\�PDQ\�FRXQWULHV�KDYH�LGHQWLÀHG�
some of  their cities with fairs by organizing grand fairs and branding 
the city with these. Another important result of  this research is that 
fairs enable the participants to feel the atmosphere, culture and the 
YDOXHV�RI �WKH�FLW\��LQ�RWKHU�ZRUGV��WKH\�DUH�DEOH�WR�H[SHULHQFH�WKH�FLW\��
7RGD\��H[SHULHQFHV�DUH�FDWHJRUL]HG�LQ�PDQ\�ÀHOGV��EXW�LQ�JHQHUDO�WKH\�
DUH�FDWHJRUL]HG�DV�SULPDU\�DQG�VHFRQGDU\�H[SHULHQFHV��3ULPDU\�H[SH-
ULHQFHV�DUH�WKH�H[SHULHQFHV�ZKLFK�SHRSOH�OLYH�ZLWK�WKHLU�ÀYH�VHQVHV�LQ�
WKHLU�GDLO\�OLIH��6HFRQGDU\�H[SHULHQFHV�DUH�WKH�WKRXJKWV�ZKLFK�DUH�JHQ-
HUDWHG�E\�LQWHUQDO�VHQVHV��)RU�H[DPSOH��WKH�IHHOLQJV�RI �D�SHUVRQ�JHQ-
HUDWHG�E\�GHFLVLRQV�DQG�WKRXJKWV�DUH�VHFRQGDU\�H[SHULHQFHV��,Q�IDLUV��
YLVLWRUV�ERWK�OLYH�VHFRQGDU\�DQG�SULPDU\�H[SHULHQFHV�DW�WKH�VDPH�WLPH��
$�IDLU�HQDEOHV�WKH�SDUWLFLSDQW�WR�H[SHULHQFH�WKH�FLW\��KDYH�DQ�HPRWLRQDO�
feeling and judgements about the city. With this, the rememberance of  
WKH�FLW\�LQFUHDVHV�DQG�DV�D�UHVXOW�RI �WKH�VWURQJ�H[SHULHQFHV�OLYHG��YLVL-
tors may have a strong bond with the city, which leads to brand loyalty. 
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