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Abstract 
India is an immense, diversified country, 
which attracts much thought as a political and 
money related substance and furthermore an 
imperative tourism objective. This paper 
explores the Incredible India Campaign, a 
Nation Branding exertion which has been 
running in India for about ten years. In doing 
all things considered, we consider nation 
checking as a part to impart between a nation 
and the straggling leftovers of the world. We 
draw on a circulated record of the campaign 
by one of its organizers, a movement of 
pictures utilized as a part of the fight and 
furthermore a movement of gatherings with 
people from the pubic as to their reaction to 
the photos used. We fight that national 
checking endeavors can uncover to us much 
about imagined identities of those 'being 
stamped'. In doing in that capacity, we layout 
the troublesomely of addressing an enormous 
and contrasting masses inside a speedy 
making economy and furthermore the upsides 
of setting the target of the campaign among 
'alternate' instead of orientalizing the subject 
at the center of the nation checking exertion.  
Keywords: City stamping; identity; 
outstanding building; quality of life; picture;  
 
Introduction  
Starting late urban groups are in examine for 
better ways to deal with propel themselves. As a 
result of brisk changes in advancement and the 
move from adjacent to a globalized 
circumstance, urban groups are constrained to 
equal each other remembering the ultimate 
objective to be a charming guest objective, 
working condition, social rich place and 
extensively more (Kotler, 2002). 

 
Incredible India Campaign  
The IIC was an affiliation drove, multi-million 
dollar general endeavor (Ministry of Tourism 
and Culture 2002). Birthed in 2002, IIC 
attempted to make a fascinating and bound 
together brand that would enough, "swarm a 
broad assortment of correspondence and 
strengthen the travel purchaser's quick and 
fundamental expert framework to powerfully 
position India in the general business focus" 
(Kant 2009, p.7). The IIC is seen as in charge of 
the climbing in remote exchange advantage, 
which produced using $3460 million out of 2000 
to $11747 million out of 2008 (Kant 2009). The 
fight is furthermore thought to be, 
metaphorically, in charge of the extension in 
guests sections to India, a recognize that rose 
from 2.65 million of each 2000 to 5.38 million 
out of 2008 (Kant 2009). In 2002, India's position 
in FutureBrand's Country Brand Index was 29 
out of a whole of 45 countries. By 2006, India 
was India among the fundamental 10 country 
brands (Kant 2009). In 2011, it was orchestrated 
sixteenth on the planet for tourism with an 
extension of 32% of visitor regions, scoring 
exceptionally on the 'Inheritance and Culture' 
and "History" estimations.  
 
The bit of pictures in objective and country 
appearing  
Heidegger once imparted, "the key event of the 
affected age is the triumph of the world as a 
photograph" (Heideggar in Rojek and Urry 1997, 
p. 9) and evidently, visual correspondence can be 
seen as certain and remarkable in contemporary 
society. Schroeder (2002, p. 3) portrays our 
present age as a general people that is from each 
edge "overseen around thought, in which key 
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correspondence… joins visual pictures planned 
to get thought, make stamp names, make 
mindshare, pass on charming  
 
things and central focuses, and impact subjects, 
customers and voters" Visual use is maintained 
through correspondences about money related 
execution, social duty and is also used by 
governments to make energizing perspectives for 
its nationals, clients, affiliations and foundations 
(Schroeder 2006a).  
 
Advancing through visual pictures or visual 
utilize can in like route used to ask energy to a 
globalized citizenship—a thought wherein social 
and social erraticism, religion, work, 
contemplations, people, progress, and use are 
reliably obvious and versatile (Firat and 
Dholakia 2003; Ong 2006). Utilizing refined and 
paying little heed to what you look like at it 
appearing, publicizing and stamping tries, far 
and wide, nations push the probability of more 
unmistakable general accessibility and fuel a to 
an awesome degree instinctual purchaser in a 
general town (Clammer 2003; Firat and Dholakia 
2003; Kant 2009).  
 
The tourism business depends unequivocally on 
pictures. Clients attract on different pictures to 
develop their perspectives towards an objective. 
Gartner and Shen (1992) embraced that objective 
pictures are encircled truly and inorganically. 
For example, film exhibits various pictures of 
goals in their bleeding edge and establishments 
(Beeton 2004), as do political events (Gartner 
and Shen 1992) and making (Butler 1986), 
which, as buyers, we absorb especially (Gartner 
and Shen 1992).  
 
To propose and defend the research work, a 
number of research papers are analyzed. 
Following are the excerpts from the different 
research work performed by number of 
academicians and researchers. 
 
Table 2.1: Literature Review 
S. 
No
. 

Authors and 
Paper Title 

Year Key Points 
and 
Research 
Aspects 

1 Bayat, A. 
 

2017 City 
Branding is 
been 

In Advances in 
Human 
Factors, 
Business 
Management, 
Training and 
Education 

explained 
and it is 
investigated 
that whether 
the Milad 
tower in 
Tehran 
`metropolis 
is a brand in 
observer’s 
mind or not. 

2 Ho, C. 
 
City branding 
and place-(un) 
making: the 
case study of 
the taichung 
jazz festival. 

2017 Impact of 
Local 
Traditions 
and 
Legends, 
Performance 
of Tourists 
associated 
with 
Taichung 
Jazz Festival 

3 Popescu, G. V. 
 
From local to 
global with city 
branding. 

2017 City Brand 
Strategies on 
Romania, 
Case studies 
of city 
branding 
ventures 

4 Sariyer, N. 
 
Integration and 
Importance of 
urbanites for 
city branding, 
Case analysis 
of Turkey 

2017 Integration 
and 
Importance 
of urbanites 
for city 
branding, 
Case 
analysis of 
Turkey 

5 Gumus, N. 
 
Usage of Social 
Media in City 
Marketing: A 
Research on 30 
Metropolitan 
Municipalities 
in Turkey. 

2017 Implementat
ion and 
Usage of 
Social 
Media for 
City 
Branding 

6 Holliday, P. A. 
 
The shifting 
city: a study of 
contemporary 
fictional 

2017 Explores and 
Analyze the 
inner and 
outer 
suburban 
spaces as 
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representations 
of Melbourne's 
inner and outer 
suburban 
spaces 

portrayed 
within 
contemporar
y Melbourne 
fiction. 
Textual 
analysis of 
the research 
works of 
assorted 
Melbourne 
writers 

7 Agnoletti, M. 
et. al. 
 
A Green City: 
Impossible 
Dream or 
Necessity?. 
In Environment
al History in the 
Making 

2017 Analysis of 
perspectives 
of four areas, 
education, 
landscape, 
urban and 
natural 
environment 
and 
economics, 
towards the 
process and 
the 
implications 
of applying 
to the City 
branding 

8 Marcuzzo do 
Canto 
Cavalheiro, C. 
 
Assessing the 
Brazilian-
Chilean 
bilateral 
relations: 
public 
diplomacy, 
nation branding 
and presidential 
diplomacy 

2017 Address and 
execution of 
feature 
points 
including 
public 
diplomacy, 
nation 
branding and 
presidential 
diplomacy 

9 Murfianti, F. 
 
Membangun 
City Branding 
Melalui Solo 
Batik Carnival. 

2016 USP and 
Model 
Formation 
for City 
Branding 

10 Sheng, N. et. al. 
 
The first 
official city 

2016 Importance 
of Air 
Quality and 
Environment

ranking by air 
quality in 
China—A 
review and 
analysis. 

al Factors for 
city 
branding, 
Case 
analysis 
from Haikou, 
Lhasa, 
Zhoushan, 
Zhuhai and 
Fuzhou 

11 Cleave, E. et. 
al. 
 
The role of 
place branding 
in local and 
regional 
economic 
development: 
bridging the 
gap between 
policy and 
practicality. 

2016 Business 
attraction is 
focused with 
the city 
branding 
ventures. 
The shift 
from low 
road to high 
road is 
presented 
effectively 

12 Bagramian, R. 
et. al. 
 
Bringing the 
Nation to the 
Nation 
Branding 
Debate: 
Evidence From 
Ukraine. 
In Thriving in a 
New World 
Economy (pp. 
374-377). 

2016 Role and 
ventures of 
government 
bodies are 
highly 
addressed. 
The 
identification 
of key points 
from city and 
related 
region is 
important 

13 Greenop, K. et. 
al. 
 
Identifying 
‘place’in place 
branding: core 
and periphery 
in Brisbane’s 
“New World 
City”. 

2016 Recognition 
of resident-
centered 
place 
identity in 
place 
branding 
will produce 
more 
socially 
sustainable 
places, as 
well as more 
authentic 
city brands 
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14 Hurriyati, R. 
 
An Analysis of 
Place Branding 
to Enhance the 
Image of 
Bandung City 
and its 
Implications 
toward the 
Decisions to 
Visit Tourism 
Destination. 

2016 Importance 
and more 
integration 
of public 
transportatio
n and 
effective 
communicati
on for place 
branding 
ventures 

15 Hagyari, P. et. 
al. 
 
Analysis of the 
key factors of 
reputation 
management in 
conditions of 
city marketing. 

2016 Key factors 
extracted as 
Free time, 
Patriotism, 
Job and job 
opportunities
, Important 
places 

16 Carson, S. et. 
al. 
 
Literature, 
tourism and the 
city: writing 
and cultural 
change. 

 Diverse 
literary 
cultures and 
legends are 
key factors 

17 Kaur, R. 
 
Post-exotic 
India: on 
remixed 
histories and 
smart images. 

2016 Investigates 
aesthetics 
related to 
remixing 
history  of 
India’s 
image 
makeover as 
the ‘land of 
limitless 
opportunity’ 
for global 
tourists and 
investors. 

18 Bhakuni, K. et. 
al. 
 
Repositioning 
of Brand India: 
Tourism 
Destination. 
(2016) 

 Case study 
and 
scenarios of 
Banaras as a 
smart city wi
th urban 
infrastructur
e, 
environment,

culture and 
history and 
technology 

19 Uysal, Ü. E. et. 
al. 
 
Urban Tourism 
in Istanbul: 
Urban 
Regeneration, 
Mega-events 
and City 
Marketing and 
Branding. Publ
ications of the 
Department of 
Social 
Research 2015 

2015 Importance 
and 
integration 
of urban 
tourism 
factors with 
city branding 
ventures 

20 Andéhn, M. et. 
al. 
 
Place branding 
in systems of 
place–On the 
interrelation of 
nations and 
supranational 
places. In Inter-
Regional Place 
Branding (pp. 
25-37). 

2015 Association 
of Meta-
brands, 
Nation 
branding, 
Brand 
perception, 
Perception 
management
 in 
Developing 
countries 

21 Lai, S. et. al. 
 
Branded as a 
World Heritage 
city: The 
politics 
afterwards. Pla
ce Branding 
and Public 
Diplomacy 

2015 Implementat
ion aspects 
of UNESCO 
World 
Heritage 
(WH) site 
recognition  

22 Nathan, M. et. 
al. 
 
Terraforming 
tech city: place 
branding and 
spatial 
imaginaries in 
inner East 
London. 

2015 Implementat
ion of mixed 
methods 
analysis for 
location 
branding. 
The case 
study of tech 
city cluster is 
address in 
this work 
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23 Ozbey, D. O. 
et. al. 
 
A study about 
the role of the 
elements of city 
brand image in 
city branding 
process: the 
example of 
Konya. 

2015 Evaluation 
of the factors 
affecting the 
location 
branding 
with 
assorted 
perspectives 

24 Ruzinskaite, J. 
et. al. 
 
Place 
Branding: The 
Need for an 
Evaluative 
Framework 

2015 The research 
manuscript 
underlines 
the location 
branding 
with the 
diversified 
parameters 
which are 
closely 
associated 
with the 
fame and 
prominence 
of location 

25 Mishra, L. et. 
al. 
 
Destination 
Branding: Case 
of Delhi. 

2015 Case 
analysis of 
Delhi for city 
branding 

26 Zyma, O. G. et. 
al. 
 
Significance of 
branding for 
increasing 
tourist 
destination 
competitivenes
s. 

 Importance 
and more 
integration 
of public 
transportatio
n and 
effective 
communicati
on for place 
branding 
ventures

27 Sigler, T. et. al. 
 
One City, 
Many 
Networks: 
Brisbane’s 
Global Position 
within Multiple 
Flows. In State 
of Australian 

2015 The aspects 
related to 
connectivity, 
accessibillity 
and reach are 
closely 
addressed so 
that the 
intercity 

Cities 
Conference. 
State of 
Australian 
Cities Research 
Network. 

transmission 
can be easy. 

28 Papadopoulos, 
N. et. al. 
 
Place images 
and nation 
branding in the 
African 
context: 
Challenges, 
opportunities, 
and questions 
for policy and 
research. 

2015 The real time 
case scenario 
of particular 
country 
Africa is 
underlined 
with the 
opportunities 
and inherent 
obstacles 

29 Yigitcanlar, T. 
et. al. 
 
Korean 
ubiquitous-eco-
city: A smart-
sustainable 
urban form or a 
branding 
hoax?. Technol
ogical 
Forecasting and 
Social Change 

2014 The overall 
environment 
based 
analysis is 
done which 
magnetize 
the tourists 
and related 
dimensions 
of city 
branding 

30 Medway, D. et. 
al. 
 
What's in a 
name? Place 
branding and 
toponymic 
commodificati
on. Environme
nt and Planning

2014 The 
importance 
of assigning 
tag name and 
related 
popularity 
aspects are 
highlighted 
in the 
manuscript 

31 Bouchon, F. A 
et. al. 
 
Truly Asia and 
global city? 
Branding 
strategies and 
contested 
identities in 
Kuala 
Lumpur. Place 

2014 The real case 
studies of 
assorted 
locations of 
Asia is 
underlined 
with the 
suggestive 
comments 
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Branding and 
Public 
Diplomacy 

32 Anttiroiko, A. 
V et. al. 
 
The political 
economy of 
city branding. 

2014 The 
importance 
of political 
environment 
is covered to 
encourage 
the city 
brand image. 

33 Williams, H. A. 
et. al. 
 
Gastro-tourism 
as destination 
branding in 
emerging 
markets. 

2014 The food 
based 
tourism in 
the city or 
location is 
directly 
associated 
with city 
branding. 

34 Ahuja, S. et. al. 
 
Destination 
branding: a 
holistic 
approach for 
brand 
architecture in 
tourism 
industry 

2014 The 
interpretatio
n of data 
associated 
with the 
tourism 
attractions 
underlined 

35 Merrilees, B. 
et. al. 
 
Linking city 
branding to 
social 
inclusiveness: 
A 
socioeconomic 
perspective. Pl
ace Branding 
and Public 
Diplomacy 

2014 The social 
factors of 
regional 
residents 
very 
important to 
attract the 
revenue by 
city branding

36 Kumar, A. et. 
al. 
 
Place 
Branding: A 
way to correct 
the negative 
image of sex 
tourism. 

2014 Analysis of 
sex tourism 
in assorted 
locations and 
its impact 

37 Yousaf, S. et. 
al. 
 
Branding 
Pakistan as a 
“Sufi” country: 
the role of 
religion in 
developing a 
nation's brand. 

2014 Brand image 
of Pakistan 
as Sufi 
country and 
then related 
region 
branding 

38 Chauhan, A. et. 
al.  
 
Destination 
Branding and 
Architecture: 
Review and 
Critique. 

2014 The 
integration 
of specific 
destination 
based points 
is addressed 
so that the 
overall brand 
image of city 
can be 
escalated 
with assorted 
dimensions. 

39 Ekinci Y. et. al. 
 
Symbolic 
consumption of 
tourism 
destination 
brands 

2013 Destination 
Branding 
Approaches 
and Models 

40 Braun E. 
 
My city–my 
brand: the 
different roles 
of residents in 
place branding 

2013 Marketing 
campaigns 
associated 
with specific 
cities and 
their impact 

 
 
Research Objectives 
The following aims and objectives of the 
research work are 

1. To deeply investigate the literature 
associated with city branding and 
location marketing with assorted 
dimensions. 

2. To identify the initiatives upheld by the 
administrative and political organizations 
in the cited domain. 

3. To explore the diverse proposals and 
ventures by state as well as central 
government for location branding. 
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4. To analyze the relationship of city 
branding with the promotion on social 
media 

5. To analyze the impact of escalating local 
aptitude and business ventures in the 
upliftment and promotion of city 
branding. 

 
Methodology 

 Analysis of deep literature on location 
branding ventures throughout India. 

 Identifying the gaps and margins 
betweens the expectations and original 
outcome by assorted location branding 

 Preparation of Questionnaire for 
extraction of primary data 

 Fetching live data from primary sources 
using questionnaire 

 Extraction of secondary data from 
assorted sources 

 Implementation of Statistical Tools and 
Techniques 

 
There is huge scope of research in the assorted 
dimensions of city branding or simply location 
branding. The application of city branding to the 
management of the image of the city has been 
limited by the gap between business 
management and urban management. Therefore, 
it is necessary to reflect about the theoretical 
foundations of city branding (derived from the 
discipline of marketing) in order to understand 
its scope and its limits in the management of the 
image of the city. Based on this analysis, it is 
suggested that the theoretical and 
methodological development of city branding 
must be complemented by other disciplines more 
related to the study of the image of the city. 
Branding must be complemented by other 
disciplines more related to the study of the image 
of the city. 
 
The characteristics of specific platforms are 
meaningless from a place branding 
communication perspective – they are research 
fads. The scholars and practitioners should study 
how places can most effectively communicate 
with their target audiences at a strategy / an 
abstract level. The findings of such research can 
be used to develop the necessary platform. 
 
 
 

Conclusion 
Tourism objective showing tries, on the other 
hand, demonstrate pictures of goals that are 
energized towards target uncovered through 
specific moving channels, and are depended 
upon to make perspectives towards the objective 
(Gartner and Shen 1992). Along these lines, 
tourism target publicizing is a contemplate 
attempt to make moving perspectives towards an 
objective and in a perfect world voyager 
organize, yet objective advancing is set inside the 
setting of a lifetime of imagery that buyers have 
genuinely, or truly, ingested about the objective 
(e.g.: country, state or area). Thusly, target 
promoting pros may need to fortify or change 
these predictable pictures. Morgan, Pritchard and 
Piggott (2003, p.167) express that "obliged 
thought has focused on how the appearing of 
targets can reflect socio-political, budgetary and 
social change." In this paper, we attempt to 
assess this bit of objective moving, which they 
have begun, as we focus on how India has been 
socio-politically, fiscally and socially portrayed 
inside the IIC and seen by potential wayfarers. 
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