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Abstract: This study explored the role the musical industry plays in creating city brand images.
The results showed that younger consumers were found to have more favorable visit intentions
in New York and London due to their image as musical cities. Instagram users wanted to visit
New York, but Twitter users had negative visit intentions in New York. Sensation-seeking orientation
toward musicals influenced visit intention in New York. Broadway familiarity was linked to visit
intention. In London, only sensation-seeking orientation influenced visit intention. Uses of SNS
did not influence London visit intention and West End familiarity was not related to London visit
intention. These results could provide academic and managerial implications for city branding.
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1. Introduction

Countries, cities and communities are competing with each other in global environments.
They develop marketing strategies and aim to attract residents, tourists, international students and
even immigrants [1]. The term of place branding is a macro concept and country branding, city
branding, and community brand are based on micro perspectives for individual places. Cities can
be one of the basic units for place branding because nobody can visit a country without visiting a
specific city or local places. Community brands are too small to be independent segments of place
branding. Some cities are famous domestically or internationally. In this case, a certain city has its
own unique identity. Identity is a critical element to be a recognizable city among other competing
cities. This problem is why cities need to strategically brand their images to draw the attention of
tourists or residents. City branding includes various tools along with media advertising. However,
paid communication has limitations for city branding because cities have more complex and diverse
identities and propositions [2].

Brand assets include various elements such as heritage, people, companies and culture. Some
cities are famous for cultural attractions. European cities are famous for their cultural images stemming
from traditional equity. On the other side, artificial things can be attractive sources of city branding.
For example, Florida is a famous place because of Disney World, LA because of Disney Land, New
York for Broadway and European cities for classical music. Broadway and the West End are well
known due to their musical industries. International tourists visit Broadway and the West End to
watch original performances of musical masterpieces. However, the research investigating roles of
entertainment industries on city branding is limited and so it is required to fill this academic gap.
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This study tried to explore the effects of cultural industries on city branding and proposes the
research model that proposes musical and cultural content could be the main reason tourists visit these
cities. Using Broadway, New York and the West End, London as research targets, these relationships
are investigated. The results could provide academic implications and managerial insights for city
marketers and even musical producers. Artificial industries can be used as sustainable tourism
attraction because they do not destroy natural resources such as mountain, beach and natural scenery,
etc. Musical industries contribute an ecofriendly, sustainable tourism.

2. Literature Review

2.1. City Branding

The concept of brands has been used when companies deal with their products or services.
However, the application of brands extends to various fields, and the public sector also uses brand
management as a strategy. Representative examples are place brands and country brands. The term of
place branding is used when dealing with particular regions. Country brands are the ultimate goals
that individual countries try to build. Cities also utilize branding strategies to build more competitive
brand equity. Destination branding needs to be differentiated from general place branding because
destination branding is a tourism-oriented concept [3]. A destination is an object to visit for travelers,
but a place can be an object to consume for various purposes.

Images are important concepts for city branding. Lynch [4] first used the concept of city images,
and classified city images into paths, edges, districts, nodes, and landmarks based on the physical
characteristics of cities. Appleyard retested the results of Lynch using the city of Ciudad Guyana in
Venezuela, and Nasar analyzed Knoxville and Chattanooga in Tennessee to improve the old images of
the two cities [4–6]. After that, Banai [7] analyzed comparative importance among adjectives, but this
study had problems with generalization because the research cities were limited to college towns.
Raporport stressed the complex characteristics of cities and added social and temporal characteristics
along with the physical characteristics that Lynch suggested [4].

City brand equity includes brand awareness, perceived quality, brand attitudes, and brand
loyalty [8]. City image studies are based on awareness of cities, and subsequent research also used
city awareness using logical backgrounds and methods [9], applications to other cities [10], and the
relationship between images and behaviors [11]. The goals of city branding include attracting tourists,
shoppers, and global business people [1]. The ultimate goal of city branding is to build a unique
city identity [12], and the concept of a creative city was suggested to make unique brand identity
competing with other cities [13]. More recently, it was found that brand attitude, trust, commitment
and uniqueness were important elements influencing city branding [14].

A city’s brand can be built by various tools. Traditional marketing communication could
make cities more noticeable, but they are not efficient communication methods. Cities are more
complicated entities that are different from general companies or organizations. Non-traditional
communication tools could be alternative ways to deliver favorable images to the public, consumers
and tourists [2]. Cultural and entertainment approaches are helpful to build city images and brands [14].
More specifically, cinema can also provide an effective medium to deliver city images to tourism
consumers [15]. The roles of cultural festivals were also supported for the city of Suwon, the capital of
Gyeonggi-do, South Korea [16].

2.2. SNS Uses

As mass media continues to shed its power, people obtain information from alternative sources
of content. SNS is a platform that is networking people based on users’ common interest, hobbies
and even professional opinions. SNS is defined as “a networked platform in which participants have
uniquely identifiable profiles; can publicly articulate connections; and can consume, produce, and/or
interact with streams of user-generated content” [17]. YouTube has become a primary information



Sustainability 2020, 12, 3856 3 of 10

channel, and Facebook and Instagram also play important roles in information distribution [18].
SNS could construct virtual communities, and users could support each other by translating certain
intentions into specific behaviors, through sharing goals and challenges [19]. SNS explains that social
penetration happens without face-to-face relationships through online interpersonal interactions along
with self-disclosure practices [20].

Many social capital studies have been done regarding the roles of SNS uses [21,22]. SNS users show
higher scores on social capital dimensions such as face-to-face interactions, number of acquaintances,
and bridging capital than non-users, and male users are reported deeper loneliness than female
users [21]. The amount of time that users spend on SNS could differentiate users’ specific behaviors
and perceptions on social capital [22]. Heavy users are more likely to share information and use
application programs frequently.

Individual SNSs have different characteristics. WhatsApp is a multifaceted communication tool;
Facebook is used to display the socially acceptable self; Instagram is useful for stylized self-presentation;
Twitter is a channel for information; and Snapchat provides an environment for spontaneous and
playful connections [23]. Instagram influences a shopper’s life [24]. Twitter enhances users’ news
knowledge, and these Twitter effects are moderated by the need for orientation and type of news [25].

Social media provides an entertainment experience to users, and competence and autonomy
directly influenced enjoyment [26]. SNS is known to provide various reviews for theme parks [27]. It is
found that Twitter enhanced hard news knowledge when users have a higher need for orientation [25].
Social media also motivates collaborative information seeking when people are planning group
trips [28]. Different social media provide different forms of information [29].

SNS can be used as marketing communication tools, and create consumer trust toward user-created
SNS content [30]. Different types of SNS users influence SNSs marketing performance, and social
surveillance and self-surveillance can be factors classifying SNS users [31]. The four types of SNS users
are versatile users, self-expression users, pass-along users, and introvert users. The most noticeable
role of SNSs is to be helpful for tourism organizations to make more effective decisions [32]. This can
be applied to an individual tourist.

According to the literature, Facebook plays roles to illustrate city personality [33]. Social media is
also effective to deliver information of festivals that a city holds to promote favorable city images [16].
This study operationally defined SNS uses as daily uses of user-generated content of musicals that
are posted on YouTube, Facebook, Instagram, and Twitter. According to the previous literature,
it can be hypothesized that people will have positive visit intentions when they use SNS for musical
information. This study will explore the effects on New York and London, cities that are famous for
their musical industries.

Hypothesis 1 (H1). SNS uses will influence city visit intentions positively.

Hypothesis 1a (H1a). SNS uses will influence New York visit intentions positively.

Hypothesis 1b (H1b). SNS uses will influence London visit intentions positively.

3. Musical Orientation

People watch musicals for various purposes and motivations. Some musical fans could have
a particular orientation toward musical performance. Why people use is an important issue
in performance marketing. Orientation used in marketing is defined as the propensity to do
predictable behaviors [34]. Two important concepts to define orientation are motivation and value [35].
Orientation also is expressed as sustainable involvement [36]. Another key concept of orientation is
modality [35,37,38]. People’s orientation (motivation and value) is presented in a typical modality.
When we think about sports, people could express orientation through emotional responses [39].
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Others could deal with sports with social motivation [40]. Ultimately, orientation can be classified into
sensation-, cognition-, and socialization-seeking orientation [41].

This study uses the concept of orientation to explain the roles of musicals in a city branding
context. Originally, orientation was developed for sports events, but it is useful to understand the
motivation of content users [41]. Using three orientation dimensions toward musicals, the relationship
between musical orientation and visit intention in both cities are proposed.

Hypothesis 2 (H2). Musical Orientation will influence city visit intentions positively.

Hypothesis 2a (H2a). Musical Orientation will influence New York visit intentions positively.

Hypothesis 2b (H2b). Musical Orientation will influence London visit intentions positively.

Place Familiarity

Familiarity refers to the cognitive structure that individuals hold toward a certain product [42].
Familiarity is also said to be the complicated and refined memory structure of stimulus through
repeated processes of exposure, encoding, and representation [43]. Brand familiarity means that users
have professional knowledge and experiences about a certain product or brand [44]. It means that
brand familiarity involves the degree of knowledge that consumers perceive [45].

The reason why familiarity is important is that familiarity could influence consumer attitudes
and behavioral intention. For example, when consumers hold knowledge about products and brands,
they have confidence and hold preferences and choose a certain product and brand [42]. Even when
persuasion knowledge is activated, brand familiarity decreases the negative effects [46]. Consumers
have more purchase intention on familiar brands than unfamiliar ones in initial purchases [47].
This relationship between brand familiarity and purchase intention is confirmed on photo service and
car insurance [48]. Another case can be found in country-of-origin effects. People who are familiar
with a country or a product might lead to purchasing [49]. It is also found that consumers purchase
familiar products to reduce shopping time [50].

Familiarity has been dealt with in terms of the number of visits, the quantity of information,
and past experiences from tourism perspectives [51]. Place familiarity is classified into experiential
familiarity and informational familiarity [51,52]. This study focuses on both experiential familiarity
and informational familiarity and explores the roles of familiarity on visit intentions in New York
and London.

Hypothesis 3 (H3). Place familiarity will influence city visit intentions positively.

Hypothesis 3a (H3a). Broadway familiarity will influence New York visit intentions positively.

Hypothesis 3b (H3b). Place familiarity will influence London visit intentions positively.

4. Methodology

The study chose New York and London as research targets because those two cities were famous
for musical industries and adequate to study relationships with city branding and tourism marketing.
This study used a survey research method. Using general consumers in South Korea as a research
sample, the hierarchical relationships were investigated. Research samples were collected from research
panels that a professional research company provides. Among respondents, people who had never
watched musicals were excluded. Collected data were analyzed using hierarchical regression and the
SPSS16 package was used for statistical data processing.
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4.1. Samples

Sampling was done in 2019, April 1 to 15. A survey questionnaire was sent to people who had the
opportunity to watch musicals at least once in the past year. A total of 339 participated in the survey.
The gender of respondents are equally allocated, and ages are also allocated to 20s, 30s, 40s, and 50s
evenly. Among them, males made up 175 (51.6%), and females made up 164 (48.4%). The ages of
participants ranged from 20 to 59, and the mean age was 39.8 years (SD = 10.7). One hundred and
twelve respondents (33.0%) visited the United States, 60 (17.7%) visited New York, 72 (21.2%) visited
the United Kingdom, and 70 (20.6%) visited London. All participants were Korean.

4.2. Measurements

SNS uses are measured by the sentence ‘I use musical information on ( . . . . . . )’ using Facebook
(M = 3.20, S.D. = 1.66), Instagram (M = 3.14, S.D. = 1.76), Twitter (M = 2.71, S.D. = 1.65), and YouTube
(M = 3.75, S.D. = 1.87). Other variables such as orientation, familiarity, and visit intention are measured
as the previous literature has suggested. Orientation was measured using three different dimensions of
socialization-, sensation-, and cognition-seeking orientation [41]. Socialization seeking includes ‘I am
often involved in conversations about musicals,’ ‘I like talking about musicals with people I know,’
‘Watching musicals is a good opportunity to socialize,’ ‘Watching musicals is a good opportunity to
socialize with one’s friends’ (M = 4.10, S.D. = 1.33, alpha = 0.94). Sensation seeking includes, ‘For me,
watching musicals is a real pleasure,’ ‘I am always excited when I am going to watch a musical,’ ‘I am
always enthusiastic when I think about watching musicals,’ ‘When I watch a musical, I sometimes feel
like I am part of the musical,’ ‘I feel really happy when I can watch a musical’ (M = 4.95, S.D. = 1.21,
alpha = 0.95). Cognition seeking includes ‘I consider myself as a musical expert,’ ‘I know very much
about musicals,’ ‘I am really interested in any information regarding musicals’ (M = 3.49, S.D. = 1.38,
alpha = 0.92). Familiarity was measured by Kent & Allen (1994) [53] with statements such as ‘I am
familiar with Broadway,’ ‘I experienced Broadway a lot,’ ‘I know Broadway well’ (Broadway M = 3.12,
S.D. = 1.39, alpha = 0.92; West End M = 2.64, S.D. = 1.46, alpha = 0.97). Visit intention was measured
using three items of ‘provable,’ ‘likely,’ ‘possible’ (New York M = 5.25, S.D. = 1.22, alpha = 0.92;
London M = 5.22, S.D. = 1.23, alpha = 0.93). All measurement items are summated, and used as
individual variables.

5. Results

Hypotheses Testing

Table 1 shows the results of the hypothesis test. A four-stage hierarchal regression analysis was
implemented to verify the eight hypotheses. In the first stage, we tried to control demographic variables.
In the second stage, we included four factors from SNS uses: Facebook, Instagram, Twitter, and
YouTube. In the third stage, we included musical orientation such as socialization seeking, sensation
seeking, and cognition seeking. In the final stage, we added city familiarity to verify the effect of place
familiarity on visit intention.

In the first stage, we controlled demographic variables and verified that age has a direct effect on
visit intention in New York. In the second stage, the model included SNS uses, and uses of Instagram
were found to be effective at a limited level (p < 0.10). In the third stage, we included musical orientation
and sensation-seeking orientation was statistically significant (p < 0.001). The results of the analysis
showed that the third model had a higher coefficient of determination (17.2%) than models 1 and 2.
In addition, Instagram use, which had only a limited effect in model 2, showed a meaningful effect
of p < 0.05, and Twitter use, which did not have a meaningful effect in model 2, became statistically
significant in a negative way (p < 0.05). The final model included familiarity with Broadway. The results
of the analysis showed that Broadway familiarity influenced visit intention in New York.
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Table 1. Results of hierarchal regression analysis on visit intentions of New York.

DV IV Model 1 Model 2 Model 3 Model 4

Visit Intention of
New York

GENDER 0.012 0.002 0.054 0.044

AGE −0.142 ** −0.122 * −0.110 * −0.120 *

Facebook 0.005 −0.033 −0.050

Instagram 0.186 # 0.196 * 0.189 *

Twitter −0.117 −0.143 * −0.162 *

YouTube 0.124 −0.001 −0.004

Social OT −0.014 −0.029

Sensation OT 0.390 *** 0.413 ***

Cognitive OT 0.013 −0.081

Broadway F 0.162 *

Adjusted R2 = (∆R2) 0.014 0.055 (0.052) 0.172 (0.122) 0.180 (0.011)

F 3.434 * 4.267 *** 8.782 *** 8.426 ***

# p < 0.1, * p < 0.05, ** p < 0.01, *** p < 0.001.

Another four-stage hierarchal regression analysis was implemented to verify hypotheses for
London visit intentions. In the first stage, we verified that age has a direct effect on visit intention in
London. In the second stage, we could not find any statistically significant variables on visit intention in
London. In the third stage, we found that the sensation-seeking orientation was statistically significant
(p < 0.001). In the fourth stage, West End familiarity did not influence visit intention in London
(see Table 2).

Table 2. Results of hierarchal regression analysis on visit intentions of London.

DV IV Model 1 Model 2 Model 3 Model 4

Visit Intention of
London

GENDER 0.037 0.027 0.073 0.071

AGE −0.140 * −0.133 * −0.112 * −0.115 *

Facebook 0.032 0.006 0.004

Instagram 0.085 0.102 0.099

Twitter −0.031 −0.043 −0.049

YouTube 0.083 −0.034 −0.031

Social OT 0.044 0.043

Sensation OT 0.343 *** 0.347 ***

Cognitive OT −0.063 −0.078

West End F 0.026

Adjusted R2 = (∆R2) 0.015 0.029 (0.026) 0.118 (0.095) 0.115 (0.000)

F 3.506 * 2.688 * 6.018 *** 5.412 ***

# p < 0.1, * p < 0.05, ** p < 0.01, *** p < 0.001.

6. Discussion and Conclusions

This study explored the role of musicals on city brand images in New York and London.
The findings of this study showed that younger consumers were found to have more favorable visit
intentions in New York and London. Regarding the effects of SNS, Instagram positively influenced
visit intention in New York, but Twitter negatively influenced visit intention in New York (H1a).
We could not find significant effects of SNS on visit intention in London (H1b). Among the three
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musical orientation dimensions, sensation-seeking orientation influenced visit intention in New York
(H2a) and London (H2b). Broadway familiarity positively influenced visit intention in New York (H3a),
but West End familiarity was not related to London visit intention (H3b).

This study has some academic implications. It is found that musicals could be important
antecedents of city branding. This result supported the roles of entertainment content on city
marketing [15,16]. It is accepted that traditional advertising and marketing are not sufficient to build
city brand equity, and cultural products of cities can be precious elements of city brand equity [2].
This study supported the proposition that the musical industry plays an important role in place and
city brands. Musicals are an essential business in New York and London, and this physical element
can be regarded as a part of city brand equity.

SNSs showed influences as distribution channels of musical information, and it was similar to the
results found in the previous literature illustrating the effects of SNS on city branding [16,33]. It is well
known that traditional media have lost their power, and SNSs seem to replace traditional media [20].
Online communication has already become the dominant way of facilitating interpersonal and mass
communication. The findings of this study also support the novel roles of SNSs as information
providers. The information delivered by SNSs could cultivate perceptions of travelers and lead them
to behavioral intention. The more people use musical information, the more likely that they have visit
intention. However, the roles of Instagram and Twitter are different. Instagram positively influenced
visit intention of New York, but Twitter showed negative influences. It is because of the different
characteristics of SNS. Instagram is used for self-presentation, and Twitter is used for information
seeking [23]. These different characteristics might involve the influences of SNS.

Another finding is that place familiarity is linked to city branding, and it is in the same line of
thoughts of the previous literature [44]. However, it is also found that the roles of Broadway and the
West End influence city branding differently. Even though the West End is the birthplace of the musical,
associations of musicals and London are weak compared to New York. It stems from the gap of existent
brand power between New York City and London. New York has a strong background in various
cultural products or content industries. New York is the center for broadcasting and advertising,
along with musicals, and also is famous for financial services. On the contrary, London has limited
associations as a cultural destination for Korean tourists. It is true that London has strong brand power,
but this brand power is not built on musicals.

This study provides a couple of managerial implications. Cultural products can be used as tourist
attractions for cities. For example, European cities are famous for classical music. Museums also can
attract tourists to historical or natural exhibits. However, we could not find the role of the musical in
the city brand of London. It is recommended for brand managers of London to build more strong
associations with musicals performed in the West End. Broadway is a symbol of the musical that leads
to images of New York, but the West End is as well known to international consumers or visitors.
Branding the West End is an urgent task to utilize cultural images of a musical city. Successful case
studies could give insightful implications.

Small cities also learn the managerial implications of cultural marketing for cities that do not
have enough cultural resources. It is difficult to foster a cultural industry in a short period. In this
case, cultural festivals can be an alternative option. A city can develop a cultural festival related to the
city’s image. The Edinburgh International Festival in Scotland is the representative case. The Munich
Beer Festival is another successful case of cultural events. Well-made regional festivals could build
favorable city images and even attract visitors to the city.

Another implication is the effect of individual SNS services. SNSs are now major marketing
communication tools for companies and public organizations, but the selection of individual platforms
needs to be strategically considered for cities. Instagram positively influenced visit intention to New
York, but Twitter showed negative influences. This might be because Twitter lost its influence on
entertainment content users. In this regard, information channels should be managed strategically to
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communicate with musical consumers regarding trips to musical cities. Particularly, media management
of Instagram could be fruitful for marketing managers.

In sum, this study showed entertainment industries could be important elements of city branding.
Particularly, the concept of orientation was suggested, and this study found specifically to be a
motivation of musical influencing city visits. Additionally, roles of familiarity were supported
academically, and effects of SNS content should be used in terms of practical strategies.

This study has a few limitations. The homophily phenomenon of the sampling issue could
be mentioned because we used only musical fans. This could be an obstacle for generalizing the
result of this study. In addition, we could not find antecedents influencing the city brand of London.
Even though London has unique characteristics, a weak association between musicals and London
is unexpected. Future research exploring significant elements influencing the brand of London is
necessary. Further, other entertainment industries other than musicals need to be investigated in terms
of city or place branding. This study used only Korean consumers, and future studies dealing with
more generalizable international samples will be also fruitful.
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