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Cluster brand or place brand: A study on how to name

a brand formed by industrial cluster development
SONG Yonggao, SULTONOV Saidakbar, CHEN Liqging
(School of Economics and Management, Zhejiang Sci-Tech University, Hangzhou 310018, China)

Abstract: The holistic image and reputation formed by cluster development can be recognized as a
brand, but it is quite controversial on naming such a brand cluster brand or place brand in academic
circles. To differentiate and analyze the two terms, analyses were carried out on their literal meanings,
connotations and attributes of their referents, and their ambiguity from the perspectives of semantics,
" term-concept-attributé’ correspondence, and " name-referent’ relationship in this paper. It has been
found that place brand term has wide connotations, referential imprecision, and obvious ambiguity,
while cluster brand has a unique signification, clear connotations, and almost no ambiguity, and can
fully reflect the essential attributes of its referent. Thus. the holistic image and reputation formed by
cluster development should be named as™ cluster brand' . On this basis, the relationship between cluster
brand and place brand was discussed, and it was found that cluster brand is a tool of place brand
building, and can be regarded same as place brand if a place name is strongly associated with an industry
name (product name).
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