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[Abstract]

Attraction of companies, tourists, conventions, and expansion of sales channels of local products
has been developed under the regional competition. From the viewpoint of regional management,
both national government and local government try to attract the customers to the region in such a
situation. One of the frameworks to capture such efforts is the concept of place marketing. Place
marketing, based on the marketing theory, discusses and analyzes strategies for seeking strategic
advantage in each region under the context of regional competition. Although there are some
differences from the regional brand, marketing of sightseeing spot, and regional revitalization, it is
difficult to clearly distinguish from them. Various activities have been introduced and analyzed as
examples, such as efforts to attract tourists, advertising to improve the image of the region. In
Japan, prefectural governments are conducting policies that can be regarded as the place marketing,

such as antenna shops. From a geographical point of view, the issue is that there is a shortage of
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setting the regional scales and analysis of real conditions. On the other hand, in geography,
marketing activities has not been sufficiently studied. However, it would be possible for further
research of representation of regional characteristics (regional image), discussion of inter-regional
relationships over regional competition, and analysis of regional management. It can be said that

there is a possibility of bringing new knowledge. Further research is expected in the future.
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