
	[bookmark: nev]ANNA KONTRA
kontra.anna.cecilia@gmail.com
Marketing
MSc, 4. semester
University of Szeged
Faculty of Economics and Business Administration
	
[bookmark: _GoBack]






Supervisor:
	Dr. habil. Szabolcs Prónay
associate professor, SZTE GTK




EXPLORING THE VALUE ADDED ROLE OF CULTURE IN CITY MARKETING
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The aim of my research is to present how a city can be positioned based on the cultural experiences it offers, with a particular focus on experiences that can transform the consumer's personality in a way. To this end, I have studied culture, cultural tourism and the possible forms of transformation, as well as the key relations to city marketing. A further aim of my research is to establish a framework to facilitate positioning, for which Anholt's (2006) City Brands Index city marketing model provides the theoretical basis. The result of my adaptation is the Transformation City Brands Index, which measures the significance of the transformation experience along 5 dimensions. In the primary research, I present the content of my model using netnography based on grounded theory through the examples of Santiago de Compostela and Barcelona, validated by professional interviews with Hungarian tour guides who are experts on these cities.



