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Adaptability of Place Branding through the Interaction between Geographical
Indications and Tourism: A Case Study of Chianti Classico in Italy

Taku SAMESHIMA*

Abstract

This research aims to reconstruct place branding theory by critically examining Campelo’s
approach to place branding, which critiques the regional branding discourse that relies on local
products. The research focuses on the Chianti region in Tuscany, Italy, integrating previous
studies on the interaction between geographical indication products and tourism with field
research. It was revealed that regional branding through Chianti Classico wine goes beyond
mere geographical indication product branding as a marketing strategy. Instead, it serves as a
promotion strategy that leverages the synergy between geographical indications and tourism,
referred to as the “basket model of goods and services.” Additionally, the branding of Chianti
Classico wine creates added value by utilizing the “beautiful rural landscape” as an external
economy, with the wine consortium acting as a driving force to enhance the brand of “the region
itself.” From this case study, place branding is redefined as “the continuous construction of the
uniqueness of 'the region itself by integrating the commons, which can subjectively articulate
meaningful spaces, with the underlying natural environment and cultural practices, and creating
unique rents for local products and tourism goods by utilizing the external economic effects of

the commons.”
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