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Preface

We are pleased to see our book, Marketing Places, published in Chi-
nese. China is not only the largest country in the world but is the country that
is becoming a global powerhouse both economically and politically. Everyone
knows of Beijing and Shanghai and Chongging and the building boom in these
cities. While these cities are well known, they have ongoing place issues that
need to be solved. Moreover, there are so many other cities and towns in China
of all sizes and distinctiveness that are little known to the rest of the world. In
the global competitive marketplace, both established and emerging cities alike
that want to be recognized and differentiated must learn how to get into people’
s minds. How else can they attract tourists, factories, headquarters, or
skilled workers? ,

Marketing Places was the first book to apply the modern theory of mar-
keting to the challenge of spotlighting a city and magnifying its presence and
attractiveness in the minds of target audiences. All cities compete for re-
sources and attention. Some cities have natural attractions that only need to
be advertised. Other cities lacking natural attractions must design emblems of
their distinctiveness, Nobody thought of going to Bilboa, Spain until the ar-
chitect Frank Gehry created an architecture wonder in the form of a new mu-
seum, Bilhoa is now a destination, Who would have visited Agra, India if the
Taj Mahal had not been built there?

But it isn’ t only museums and palaces and buildings. Tourists travel to
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places for a variety of reasons. Companies locate their factories by considering

lots of factors. Skilled people relocate for a variety of reasons. Places that

want to grow and prosper must figure out what they need to do to attract the
groups and resources that they want. We think that Marketing Places pres-
ents a disciplined way for any place to think about and plan its future.

China is in a boom period that is unprecedented in world history. Its large
population, coupled with emerging technologies and new economic opportuni-
ties, are changing the way that the world looks at China, While the opportuni-
ties are huge, managing the process can be daunting and takes strategic market-
ing. In our book, we take a systematic approach to how China can seize oppor-
tunity and manage its growth,

We consider the strategic marketing planning process at the center of any
strong place initiative, We analyze how target markets make their choices, how
to set up the audit and evaluate it, what are the possibilities for place improve-
ment, and how to design and distribute the place’s images and messages. Even
more specifically, we examine how the tourism and hospitality markets can be
attracted; how to attract, retain, and expand businesses, expand exports and
stimulate foreign investment; and maintain and attract residents. We believe
that China needs to continue to organize for change and that the components that
make up this process need to be understood and carefully examined and evalua-
ted,

In the end, for China, it's all about its places and people. Every place mar-
keting act has consequences, In being systematic and looking at all the possibili-
ties, there is a greater chance that there will be a stronger economy, favorable
impression of the place from tourists, and minimum harm to those important
values that have made China such an important country,

Philip Kotler
Irving Rein
Donald Haider
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