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ABSTRACT 

The thesis is regarding the concepts of nation and place branding. Both concepts are 

relatively new but very much valid since, due to certain factors such as globalization and 

technological development, different cities, regions as well as nations have started to 

compete with each other in order to prove themselves to be more attractive to the 

“prospective customers” than as to what is being provided or promised by the 

competitors. The concept of prospective customers is now very valid considering that 

now it’s a deliberate effort in order to attract customers in order to increase the possibility 

of being engaged in an economic activity.  

Pakistan, like the other countries in the world, has to compete with other nations in order 

to ensure their economic stability. But in order to develop Pakistan into a strong nation 

brand, strong place brands are needed to be developed. As the argument provided, a city 

or a place brand focuses on the tangible dimensions whereas the nation brand would 

focus on the emotional dimensions of a nation. Pakistan has been facing with issues such 

as terrorism. Keeping this fact in mind, we can think of several new avenues which can 

be used for increasing the level of economic activity and development. One of them 

could be the branding of Sialkot on the basis of its strong industry. In order to understand 

the potential of branding Sialkot on the basis of its industrial presence, understanding the 

awareness of the residents and non-residents of Sialkot regarding place branding is 

required.  

A qualitative research was conducted and interviews were taken so that a deep and 

thorough understanding of the concepts could be developed. From the analysis, it was 

deduced that the respondents could identify the meaning of the concepts of nation and 

place branding. But, they lacked a deeper knowledge of the concepts. Many could not 

clearly identify the requirements, roles and responsibilities for developing strong city 

brands.  

It was concluded that both the concepts require more research work. Moreover, people 

are needed to be educated regarding the concepts and the stakeholders are supposed to be 
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advocated regarding their roles and responsibilities in the branding process. After all, it’s 

a collective effort when it comes to this sort of branding.                                          
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