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[bookmark: _GoBack]In the context of globalisation, the application of marketing and branding strategies to places has become increasingly popular. The thesis investigates place branding related to local food products and tourism for sustainable territorial development in Mediterranean rural regions (France and Morocco). The research uses an interdisciplinary perspective, by combining marketing and management literature with regional studies and sociology, to analyse how a variety of private and public actors collaborate and collectively shape the processes through which place branding contributes to agribusiness and territorial development. Hence, place brands in regions must be considered as more than mere marketing instruments. Collective place brands are embedded in the strategies of multiple actors pursuing territorial development, can be used in a flexible way, enabling various types of cooperation and governance, and potentially create cross-sector synergies.
