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Preface

I was fortunate enough to have around me several people who helped me cope with everything 

during the years of writing this thesis in the Netherlands. I have used the Acknowledgements section 

at the end of the thesis to thank them. In this preface, I would like to take the opportunity to

mention and thank the people that were instrumental in the PhD project itself. First and foremost,

this project owes the most to my supervisor Professor G.J. Ashworth. I would like to thank r

Professor Ashworth for his guidance, support and inspiration; for his encouragement when I was 

disappointed and for his patience when he was disappointed. The late Henk Voogd has also played a

role in this project by initiating the whole work on city marketing in the Faculty of Spatial Sciences of 

the University of Groningen and for many years inspiring a series of researchers on the subject. The

project would most probably not have materialised if it weren’t for the decision of the Board of the

Faculty of Spatial Sciences to finance it. I would like to thank the Board and, particularly, the (then) 

Dean Professor Gerard Linden and the (then) director of URSI Professor Jouke van Dijk for

granting me the scholarship that allowed me to do the research. I would also like to thank the Board

members (particularly Prof. Inge Hutter) for renewing my contract in 2007 and giving me the 

necessary additional time to complete the project. Before that (the truth is after that also - to a lesser 

degree), the project was largely financed by my parents’ generosity, which is certainly the most stable 

companion in my experimentations in life. Andrea, apart from being a constant source of inspiration

(work and non-work related) and apart from listening to almost everything before it was put down

on paper, also played a catalytic role in the development of the theoretical framework and designed

the beautiful cover of the thesis. I would also like to thank all the informants in Amsterdam,

Budapest and Athens for taking the time to talk to me about their work and give me all the 

information I needed. I appreciate the time and effort put in this thesis by the members of the

reading committee, whose insightful comments have certainly improved the final result. Finally, I am 

honoured to defend my thesis against the esteemed academics who agreed to be members of the

defence committee.

Mihail_konyv_165x240mm_BELIVEK.indd   VIIMihail_konyv_165x240mm_BELIVEK.indd   VII 2008.09.12.   15:19:092008.09.12.   15:19:09



Mihail_konyv_165x240mm_BELIVEK.indd   VIIIMihail_konyv_165x240mm_BELIVEK.indd   VIII 2008.09.12.   15:19:092008.09.12.   15:19:09



“An image of a city depends on both identity and alterity construction and has 

many constructors: politicians and officials, tourists and citizens, writers and 

filmmakers, architects and media people. It is impossible to show the whole of it,t

even in a fleeting moment, but it is possible to show fragments of its continuous 

construction. It is also possible to make some simplifications, rendering the picture 

more comprehensible. Yet, this picture is made even more complex by setting it in

motion: these processes do not take their turns in time or place, but happen 

simultaneously, in connection, possibly, within one and the same organisational

practice”. (Czarniawska 2003:15) 

“I’ve wondered why it took us so long to catch on. We saw it and yet we didn’t see

it. Or rather we were trained not to see it. Conned, perhaps, into thinking that the real 

action was metropolitan and all this was just boring hinterland. It was a puzzling 

thing. The truth knocks on the door and you say, “Go away, I’m looking for the 

truth,” and so it goes away. Puzzling.” (Robert M. Pirsig, Zen and the Art of 

Motorcycle Maintenance) 
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Chapter 1  Introduction 

1.1 The topic of the thesis1s

1.1.1 Introduction 

If you enter the phrase “city marketing” in Google, you get about 350,000 hits (last checked 9 August 

2008) although, as with any other search on the internet, there are numerous results that have

nothing to do with what you were looking for. Thousands of those hits, however, direct you to the

websites of cities all over the world and provide an amazing amount of information on their 

marketing efforts. One can read about the cities, download reports on why and how they actually ‘do’ 

city marketing and, of course, download pictures, posters, logos, slogans and any other sort of 

promotional material that cities have designed in order to promote themselves. What are the reasons 

for the evident popularity of city marketing? How did marketing application within cities and places

develop over time? How does a city market itself successfully? What are the impacts of such efforts 

and the investments they imply for the city’s current situation and future prospects? This thesis poses

these and other similar questions and attempts to provide some answers. 

Indeed, urban or city marketing is by now an established practice within urban management 

and has attracted the interest of many academic commentators from various disciplines resulting in a

substantial body of publications on the wider city marketing process (e.g. Ashworth and Voogd 1990; 

Kotler et al. 1999) and on specific issues or examples ll (e.g. Gold and Ward 1994; Berg and Braun 

1999). City marketing is a process that includes a wide set of activitiest  (figure 1.1). It starts with a

careful analysis of the city’s current situation through extensive research on the city’s assets, 

opportunities and audiences (Kavaratzis and Ashworth 2007). The second step is identifying and

choosing a certain vision for the city and the goals that should be achieved with the cooperation and 

agreement of as broad a range of stakeholders as possible. What comes next is the phase of planning 

specific projects that will collectively achieve the goals set and allocating clear roles for thett

participating bodies. This is followed by the phase of active implementation of city marketing 

measures that can be spatial/functional, financial, organisational and promotional (Ashworth and

Voogd 1990). The process ends with monitoring and regularly evaluating the results of all activities;g

an evaluation that only leads to the repetition of the whole process adapted to the new knowledge

1 This section has been published as part of Kavaratzis 2007 
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and experience created. It is important at this early time to clarify two issues. First, that city marketing 

is a long-term process that cannot be implemented in parts or only to a certain extent. Secondly, that 

promotional activities constitute only a fraction of the whole process and should not be considered

an alternative for strategic marketing (as is the case in a large part of city marketing practice). A 

distinction is also necessary concerning the role of branding, which in many f cases is understood as 

only the development of logos and slogans on the city’s promotional material. However, branding is

again a wide process that does not substitute the marketing process but, as will be discussed

extensively in the following chapters, provides a distinct focus on the communicative aspect of all

marketing measures (Kavaratzis 2004).

The phenomenon of cities transferring marketing knowledge to their own operational needstt

is not as novel as one might think. As Ashworth and Voogd (1994: 39) describe, “ since Leif Ericson

Figure 1.1: The city marketing process (Source: Ashworth and Voogd 1990:28) 
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sought new settlers in the 8th century for his newly discovered ‘green’ land, the idea of the deliberate

projection of favourable place images to potential customers, investors or residents has been actively 

pursued”. Therefore this thesis starts with a brief outline of the main historical episodes through

which city marketing has developed. 

1.1.2 The past: The first episodes of city marketing 

It is generally accepted (e.g. Short and Kim 1999; Kavaratzis 2004) that city marketing application has 

developed through discrete phases over time; phases that differ in the general approach towards

marketing as well as their level of refinement. 

In one of the earliest and most insightful accounts published, Bailey (1989, quoted in Short 

and Kim 1999) suggests a three-stage evolution of city marketing. The first generation is termed

‘smokestack chasing’ and was concerned with generating manufacturing jobs through attracting 

companies with subsidies and the promise of low operating costs and higher profits from existing or

alternative sites. The poaching of factories from other cities was a major element of local job

promotion and urban representation centred on low operating costs and availability of subsidies

(Short and Kim 1999). This case is far from over; it is still evident, for example, in Central-Eastern 

European cities (Kotler et al. 1999) that found themselves in the ll midst of sweeping changes in the

90s and recognised in their lower costs of employment a major competitive advantage against 

Western European cities. The second generation, ‘target marketing’ (Bailey 1989), involves the tt

attraction of manufacturing and service jobs in target industries currently enjoying profitable growth.

There are still attempts at luring plants from other locations, but the promotion also includes

improving the physical infrastructure, vocational training and stressing good public-private

cooperation. Representation continues to mention low operating costs but includes the suitability of 

local community for target industries and the more general notion of good quality of life, with an

emphasis on recreational opportunities and the local climate (Short and Kim 1999). A recent revival

of this trend is also evident, mostly due to the popularity of the creative and cultural industries as 

engines of tourism growth and wider economic development, significantly influenced by the popular 

work of Florida (2002) who stressed the importance of a ‘creative class’ and outlined the conditions

for its fostering. The third generation, ‘product development’ (Bailey 1989), contains the objectives

of the first two stages but includes an emphasis on the ‘jobs of the future’ while representation now 

includes global competitiveness, human and intellectual resources along with low operating costs and 

quality of life. This third stage of city marketing application is clearly oriented towards competitivef

niche thinking, characterised by cluster building and ever more intense public-private partnership. As 
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Short and Kim (1999:98) assess, “with each successive stage the message becomes more sophisticated

and urban representation has to include issues of quality of life”. 

Ward (1998) identifies four main stages in the life cycles of urban and regional systems when

place selling efforts are evident. The first is agricultural colonisation, when a relatively empty land is 

settled. Two distinct activities were involved in this process, selling the land itself and promoting the 

first towns. In fact, “…the settling of the American West was one of the most important ever 

episodes of place selling” (Ward 1998:7). Government agencies, railroads, land companies and other

agencies made full use of advertising and other promotional devices to draw both farmers and townw

dwellers to the frontier. The next stage may be termed urban functional diversity, when greater 

differentiation of specific urban functions becomes apparent within increasingly mature urban

systems. Most widespread was the selling of the tourist resort, while another was selling the

residential suburb. Selling the industrial city has been the third major phase, “where the emphasis was

not so much on place selling or marketing as on promotion, with many incentives to draw 

industrialists” (Ward 1998:7). The last and main contemporary place selling episode is concerned with 

the post-industrial city. Here, the policy priority has shifted to urban regeneration, seeking new 

sources of wealth to replace those which have gone (Ward 1998).

Barke (1999) also discusses a series of phases that city marketing has passed through. The

initial phase was concerned with how cities may be promoted (i.e. sold), but subsequently the broader 

concept of marketing was introduced (i.e. finding out what potential consumers wished to buy). The 

techniques of this phase involved the creation of new forms of representation of places and led to a 

major concern over the image of the city, which in some cases meant seeking to alter an unfortunate 

image, but in others enhancing a favourable image, for example by emphasising distinctiveness. In

the next phase, the marketing of cities began to transcend mere advertising and started to incorporate 

hallmark events and specific, high-profile developments in the built environment.

The phases of city marketing development have not followed a strict timeline, nor hasaa

geographical distinctiveness been involved. The progress from one stage to the next was more a

result of growing understanding and experience of the application of marketing. Arguably, increased f

refinement of city marketing practice came with the emergence of entrepreneurial modes of urban

governance (Harvey 1989); indeed city marketing has been a defining feature of such urban 

entrepreneurialism. The turn to the ‘entrepreneurial city’ is rooted in the practice of city 

administrators, who found themselves in the onset of an ‘urban crisis’, which was widely perceived as

leading to the potential terminal decline of traditional urban economies, with a consequent imperative 

for economic restructuring, which “stimulated the search for new roles for cities and new ways of 

managing their problems” (Barke 1999:486). As Hannigan (2003:353) describes: 
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“in the late 1980s and early 1990s, a fiscal crisis in cities across Europe and North America

caused by the triple problems of de-industrialisation, a falling tax base and declining public

expenditure had some serious implications for cities. Not only were factories closing and jobs

disappearing but the mass industrial culture that had prevailed since the end of the Second

World War was steadily weakening. During this same era, we witnessed the re-emergence of 

political structures and ideologies based around the notions of privatisation and de-regulation;tt

and the rise of a new urban lifestyle in which visual images and myths were relentlessly 

packaged and presented (Goodwin 1993:147-8). In combination, these forces provoked the n

emergence of a new ‘entrepreneurial’ (Harvey 1989) style of local economic development in 

which image promotion was privileged as being central by plvv anners and politicians”.  

Entrepreneurialism captures the sense in which cities are being run in a more businesslike manner, 

and the practices that have seen local government imbued with characteristics once distinctive to 

businesses – risk-taking, inventiveness, promotion and profit motivation (Hubbard and Hall 1998). It 

is important to mention here that the entrepreneurial city (and with it city marketing) has raised a

significant amount of criticism, which will be examined below (see chapter 9).

A natural consequence of these trends was a more focused integrated and strategic 

implementation of city marketing. The growing experience was coupled with developments within

the marketing discipline that lead to the rise of social and non-profit marketing (Ashworth and 

Voogd 1994) and that provided the foundations of a place marketing theory. Table 1.1 attempts to

bring together the above descriptions of the phases of city marketing development not in

chronological order (as this is neither clear nor does it appear to be important) but as stages of the

evident transition from the fragmented place promotion of the past to the hopefully more refined

and clearly targeted place marketing of the future. In practice what was first adopted was the

implementation of purely promotional activities, undertaken by several independent actors with an

interest in promoting the city. The goals of such activities were, for example, to attract residents to 

newly established settlements or increase the clientele of newly built railway routes. The next phase 

was the step towards the articulation of a city marketing – mix (Ashworth and Voogd 1990; Kotler et 

al. 1999), which apart from promotional measures ll includes organisational measures, financial

incentives and measures aimed at product development (or spatial/functional). Next, there was a 

realisation of the significance of the image of the city in two distinct senses. First, that the image is 

the crucial and determining factor for the people who use the city, whether investors and developers

or, more clearly, visitors and residents. Secondly, that the image of the city and the attempt to 

influence it could well be an effective way to coordinate marketing efforts; that the desired image of 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:7Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:7 2008.09.12.   15:19:132008.09.12.   15:19:13



88

Table 1.1: Phases of City Marketing Development 

AUTHOR PHASE GOALS CHARACTERISTICS 

First Stage: Fragmented Promotional Activities

Bailey 1989 
(adopted in 
Kotler et al 1999)

Smokestack 
chasing 

Generating manufacturing jobs Single goal, Subsidies to attract companies,
promoting low operating costs 

Ward 1998 Agricultural 
Colonisation

Settlement of empty land Vast land available for settlement in a short 
time

Ward 1998 Urban Functional 
Diversity 

Selling tangible commodities 
(land – houses) 

Differentiation of specific urban functions 
(e.g. tourism – suburban) 

Ward 1998 Selling the 
industrial city 

Luring industries Focus on promotion, incentives for 
industrialists, limited to marginal parts of 
urban/regional systems

Barke 1999 Selling Cities ‘Selling’ existing aspects of the
city 

Simple promotion of the city and its 
attractions 

Second Stage: City Marketing Mix 

Bailey 1989 
(adopted in 
Kotler et al 1999)

Target marketing Attracting manufacturing and 
service jobs in specific 
profitable industries

Multiple goals, from mass to specialised
marketing, physical infrastructure, public-
private cooperation, promoting good quality 
of life 

Barke 1999 Advertising Cities Change an unfortunate image 
or enhance a neutral or
favourable image 

Mere advertising, major concern over image, 
who produces images?

Barke 1999 Marketing Cities Attracting inward investment 
and tourists, while being 
responsive to the priorities of 
local residents 

Beyond advertising to include hallmark 
events, high-profile developments in built 
environment, local firms and residents also 
important, attempt to identify the wishes of 
potential customers

Bailey 1989
(adopted in 
Kotler et al 1999)

Product 
development 

Same as ‘target marketing’ and
attracting jobs of the future 

Cluster building, intense public private 
partnership, more emphasis on quality of life

Ward 1998 Selling the Post-
Industrial City 

Urban regeneration, replacing 
lost sources of wealth

Key part of reacting to intense competition

Third Stage: Towards City Branding 

Barke 1999 Current phase Meeting the needs of existing 
local businesses and residents
and presenting an appealing 
external image

Content of images important, who and how 
consumes images?

Kavaratzis 2004 City branding Creating and managing 
emotional and psychological 
associations with the city 

Broad range of marketing interventions
(Landscape, Infrastructure, Organisation, 
Behaviour, Promotion), focus on the 
communicative aspect of all marketing 

the city could provide the necessary target for marketing activities to aim at. Thus this realisation has

caused the recent popularity of the concept of city branding, which might well be the next episode in

the history of city marketing application.
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1.1.3 The present: Branding the city 

Recently a shift towards branding can be noted, evident as much in the practice of place marketing as 

in most recent academic literature (Anholt 2006a; Kavaratzis and Ashworth 2005; Hankinson 2004;

Trueman et al. 2004; Rainisto 2003; Hauben et al. 2002). Slogans such as “Das Neue Berlin”, “Baselll

beats differently” or “Edinburgh: Inspiring Capital” are increasingly commonplace. Amsterdam has 

recently launched a branding campaign revolving around the slogan “I amsterdam” (see chapter 5);

Athens successfully hosted the Olympic Games of 2004 and is now anxiously anticipating their f

positive effects inviting you to “surprise yourself in Athens Attica” (see chapter 7); London has f

become “Totally London” and will also host the Olympic Games of 2012, expecting positive results. 

Obviously the most common application of branding within cities is focusing on the visual elements

of branding such as the creation of a new logo, the incorporation of a new slogan and the design of 

advertising campaigns around those visual elements. As will be shown, however, in following 

chapters of this thesis, branding encompasses other fields of activities that decidedly influence and 

form a city’s brand.

The discussion on place branding has thus far followed distinct routes, apparently depending 

on each commentator’s background and research interests (see Kavaratzis 2005). Apart from thoseaa

contributions that deal with the subject as a whole (e.g. Freire 2005; Kavaratzis and Ashworth 2005), 

one major trend has been the discussion on branding nations, which has attracted considerable 

attention from marketing consultants and academics (e.g. Anholt 2002; Gilmore 2001). A second

trend, mostly outside the marketing discipline, has been the discussion, especially among cultural

geographers, of the nature and effects of cultural and entertainment branding on the physical and l

social character of places (e.g. Hannigan 2003; Evans 2003). Another trend (probably the most 

developed) has been the discussion on destination branding: developing and managing tourism 

destinations as brands or treating destinations as brands for their benefits to tourism growth (e.g.

Morgan et al. 2002). This field has been thell more “productive” in terms of brand management, in the 

sense that it has suggested concrete and practical measures. Arguably the largest part, at least of the 

theoretical development in this field comes from Hankinson (2001; 2004). Starting from his belief 

that “as yet no general theoretical framework exists to underpin the development of place brands 

apart from classical, product-based branding theory” (Hankinson 2004:110), he provides a refined 

framework for understanding cities as brands, focusing on cities as tourism destinations. Another 

interesting view in the literature is the attempt to implement the concept of corporate branding and 

specific methodologies developed in this field in place branding (Rainisto 2003; Kavaratzis 2004;n

Trueman et al. 2004).ll
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The stance of city branding advocates is rooted in two premises. The first is that the city 

takes its form, content and meaning in peoples’ minds. People “meet” and understand cities through 

accepting their own perceptions and processing those perceptions into their own understandable 

image of the city. In general, people make sense of places or construct places in their minds through 

three processes (e.g. Crang 1998; Holloway and Hubbard 2001). First, through planned interventions 

like planning, urban design and so on; secondly through the way in which they themselves or other 

people use specific places and, thirdly, through various forms of place representations like films, 

novels, paintings, news reports and so on. As Holloway and Hubbard (2001:48) describe:
“…environmental knowledge is acquired through our interactions with, and movements between

different places. These interactions may be first-hand, as when we acquire information from a place

that physically surrounds us, or it may be indirect, as when we experience a place vicariously, through 

media representations, maps, videos and so on. What is important is that this information is

processed, via mental processes of cognition, to form stable and learnt images of place, which are the

basis for our everyday interactions with the environment. …We carry mental representations or place 

images around ‘in our heads’ …what is referred to as ‘mental maps’. These mental maps summarize

each individual’s knowledge of their surroundings in a way that is useful to them and the type of 

relationship they have with their environment. As such these maps will be partial (covering some 

areas, not others), simplified (including some environmental information, not all) and distorted (based 

on the individual’s subjective environment rather than the objective environment).”  

This process is the same as the process followed to form images of other entities like products, 

services and corporations, which have long been successfully managed as brands. This leads to the 

conclusion that, in essence, people create brand associations with cities and evaluate these 

associations in the same way as they evaluate associations of other brands. In other words, people 

understand cities in the same way as they understand brands.  

The second premise is only an extension of the first. It assumes that the best way to attempt 

to influence peoples’ perceptions and images about cities is the same way that businesses have been 

successfully attempting the same for their products and services, namely branding. In other words,

we should manage cities in the same way we manage other brands, because branding deals with such

mental images or mental maps. City branding centres on people’s perceptions and images and puts 

them in the heart of orchestrated activities, designed to shape the city and its future. Managing the

city’s brand becomes the attempt to influence and treat those mental maps in a way favourable to the 

city’s circumstances and further needs for economic and social development.

These assumptions are, of course, subject to scrutiny, partly found when browsing the

academic literature on place and city branding (e.g. Kavaratzis and Ashworth 2005; Freire 2005). 

What is evident, however, is that city administrators are eager to give their uncritical consent to the

suggestions of various consultants that the only way for a city to survive in today’s fiercely 
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competitive world is through the implementation of city branding (which, of course, may well be

undertaken by the same consultants). Perhaps tempted by the supposed novelty of such methods or 

their apparent contrast to past practices and also perhaps motivated by a fear that they will fall 

behind the competition, cities readily adopt branding techniques. However, all too often cities adopt 

as branding only a part of the branding process. Indeed most city branding efforts start and finish 

with the development of a catchy slogan and the design of a new logo although, fortunately, there are

more refined attempts that imply a wider understanding of branding.  

In general city branding, as applied in practice, is centring on the creation of a favourable 

image or the change of a negative or indifferent image of the city and has found its tangible 

application around three main strategies: first, various promotional campaigns and visual identity 

tactics; secondly, the creation of signature buildings as landmarks for the city or the invention of new 

ways to integrate existing landmarks in the promotion of the city; finally, the staging of various types

of events in the city. What is evidently missing so far is the link to the wider marketing goals set by 

the city. Branding needs to be thought of as a continuous process interlinked with all marketing 

efforts and with the whole planning exercise. Indeed as Chandler and Owen (2002) suggest, branding r

is the process by which attempts are made to influence how consumers interpret and develop their 

own sense of what a brand is, what it is about and what it means. From this point of view, branding 

becomes almost synonymous with the whole process of marketing itself. It is from marketing that 

consumers take, whether actively or passively, some of the raw materials that they use (partly 

consciously but largely unconsciously) to help build their own sense of what a brand is. 

City branding is here suggested as a new episode in the application of city marketing, because 

it changes the focus of the endeavour. Branding is attempting to create associations with the city;

associations that are emotional, mental, psychological, moving away from the functional - rational 

character of marketing interventions. This does not mean that the functional/rational aspects are

becoming less important. It signifies a change of direction in that the desired brand is what guides the 

marketing measures on the city’s physical environment and functionality. The rationale behind city 

branding is that a city must first decide what kind of brand it wants to become, how it can create the

mental, psychological and emotional ties that are necessary for the city to really become this brand 

and what are the functional, physical attributes that the city needs to create, improve, highlight and

promote in order to support this brand. As Mommaas (2002) asserts, “brands enable us to more 

easily ‘read’ each other and our environment of places and products. In this respect branding is not 

simply an economic activity, inspired by market considerations. In a deeper, cultural sociology sense, 

it is above all a manner of introducing order and certainty into what is in principle a chaotic reality.

Seen in this way, brands are not purely a source of differentiation but also of identification, continuity 

and collectivity” (Mommaas 2002:34). This leads to a consideration of the wider publics that city 
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marketing is capable of addressing, the goals it can be used for and the unplanned, and sometimes 

undesired, effects it may have on the city.

The above issues will be repeatedly addressed and further clarified throughout the rest of 

this thesis. After the above introduction to the theoretical base of the study, the next section 

describes the structure of this thesis.  

1.2 Structure of the thesis 

After this introductory chapter, the next chapter describes the chosen methodology of the research

undertaken for this thesis and explains the reasons of this choice. The two chapters that follow 

outline the theoretical underpinnings of this study. Chapter 3 is a literature review, which first 

describes the transition from city marketing towards city branding attributing it to several 

developments within marketing theory on the one hand and city administration practice on the other. 

Special attention is paid to the importance of images in contemporary cities. It then provides a 

combination of the literature of place branding with basic corporate branding notions in order to

arrive to the theoretical framework that was used as a guide for the field research. The chapter 

finishes with a short evaluation of the scientific and social relevance of city branding. Chapter 4 is a

theoretical pondering on the nature of city branding. It provides an analysis of the components of the 

brand from three different perspectives: the product, the producer and the consumer. It then makes

the transition from products to places and goes on to evaluate the preconditions necessary for city 

branding to become an effective city management tool.  

The following three chapters deal with marketing and branding understanding and

implementation in the three European cities studied. Chapter 5 describes the marketing effort of the

city of Amsterdam in The Netherlands. It outlines the process that has been followed in the city in

order to arrive at the general strategy followed and the specific actions taken. Special attention is paid 

to the branding campaign the city has launched. Chapter 6 deals with the city of Budapest in Hungary 

where marketing has focused on attracting tourists either through a general invitation to Budapest as 

a destination or more specifically through the, increasingly popular across Europe, organisation of 

several cultural events and festivals. Chapter 7 is about the city of Athens in Greece. It evaluates the 

understanding of city marketing and branding demonstrated in the city and describes the marketing 

efforts in the Post-Olympic era. All three chapters are critical and include a direct contrast of the

practice of city marketing and city branding in these three cities with the theory, in order both to 

examine misunderstandings and misalignments between the two and use theoretical suggestions to 
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improve marketing practice and, at the same time, to identify and extract potential lessons for the 

theory from the specific and general difficulties or problems faced in practice. 

The two last chapters of this thesis attempt a general summary of city branding and its

significant components as well as a synthesis of points and issues raised in the previous chapters. 

Chapter 8 revisits the theory of city branding under the light of recent developments within 

marketing science, extracting and summarising valuable lessons from corporate-level marketing.

Several frameworks of city branding and city brand management are described and their common

ground is explored, arriving at a proposition of city branding elements that provide the base for a 

new, integrated framework. The last chapter starts with a comparison of the implementation of city 

marketing in the three cities investigated. The main cross-case conclusions of the research are

presented, which together with the elements suggested in chapter 8, lead to the formulation of an 

integrated city branding framework that is presented. The chapter then raises and attempts to address 

several unresolved issues that have to do with the way marketing has been implemented within city aa

management and the effects this has on cities in general. The thesis closes with some concluding 

comments on the usefulness, applicability and the future of city marketing and city branding. 
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Chapter 2  Methodology of  the research

2.1 Objectives of the study 

The motive for this study can be phrased as to understand and depict the range of available 

marketing variables or measures at the disposal of city marketers, and def scribe the selection and 

combination of these variables, in the context of branding processes, in an effort to contribute to the

delineation of the applicability of marketing to cities. The specific problem that this study addresses is

the identification of a theoretical framework or adequate elements that best describe the various 

marketing variables available for city marketing and best guides their combinations, enriching it with 

the practical experiences of the selected European cities.

The main goal of the research is to describe the components of marketing and branding practices

and define the ways in which these components are combined into practical plans and programmes 

in cities of Europe. Partial objectives of the study were:

1. To describe the processes involved and the importance attributed to the formulation of the 

city marketing mix and the management of the city’s brand, as suggested by both general and

city marketing literature (through the extended review of this literature).

2. To integrate the elements of the city marketing mix and the components of the city’s brand

management into the construction of a theoretical framework (through the extended review 

of this literature). 

3. To operationalise the above framework and the main issues to be examined into detailed 

field - research framework and specific research questions.

4. To describe and analyse the sets of marketing and branding measures used in  

a. Amsterdam

b. Budapest 

c. Athens 

(through the secondary and primary data collection for each of these cities, following the tt

theoretical framework and its operationalisation). 

5. To integrate the findings of the field research in the theoretical framework and to generalise 

to the broader theory of city marketing (through the elaboration on the results of the field

research in combination with the previous parts of the study).
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Examples of specific research questions that the field research in the three selected cities attempted

to answer included:

1. How is the city marketing mix perceived and of what is it comprised according to 

administrators in each researched city?

2. What are the perceptions of city administrators of branding theories and practices? 

3. What is the brand image that city leaders desire for their city and why?

4. What are the branding processes followed in each researched city? 

5. What are the main points of criticism and the main gaps in city marketing and branding 

practice? 

6. What are the specific strategies and actions that the cities adopt and undertake relevant to

marketing in the areas of  

Landscape Design

Infrastructure 

Organisational Structure

City’s Behaviour

Secondary Communication 

7. How useful is the theoretical framework for elucidating the use of marketing variables and

branding processes in the research cities and which elements identified in practice would

enrich and refine the theoretical framework? 

8. What can the research cities learn from each other?

The following chapters of this thesis provide answers to these questions and demonstrate that the 

objectives of the study as described above have been achieved. 

2.2 Research methodology 

The research philosophy that guided the present study and the case studies, which were conducted, is 

interpretivism. The research shares all basic characteristics of interpretivism as listed in Carson et al.ll

(2001:62): a) the emphasis is on theory building, meaning and understanding, b) prior theory is used

at various times, c) it is inductive, d) it was relatively unstrutt ctured/semi-structured and e) the 

involvement of the researcher was considered one of the instruments of the inf vestigation. Particularly 

embraced here is the notion of the researcher as an instrument of the research, as all decisions that 

affect choices of methods or cases and facts or events to study are inevitably based on the

researcher’s perceptions and preferences. Especially is this so in the final presentation of the case 
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studies, which comprises a selection of facts and evidence discovered and analysed “based on what 

the researcher sees as relevant and important” (Vaus 2001:251).t

The study began with an extensive review of relevant literature. Obviously the publications 

that specifically deal with the topic of marketing and branding cities or places have a central position

in the literature covered. However, because of the complex and multi-disciplinary nature of the 

subject of city marketing, the review extended to publications from several other fields that 

enlightened certain aspects of the subject. As Yin (2003:9) suggests, “novices may think that the 

purpose of a literature review is to determine the answers about what is known on a topic; in

contrast, experienced investigators review previous research to develop sharper and more insightful

questions about the topic”. The purpose of the literature review undertaken for the needs of the 

present study, together with summarising and critically evaluating existing knowledge, was to identify 

pressing gaps in the theory and develop well-defined and precise issues to be addressed by the 

research. The literature review led to the development of theoretical propositions and the

construction of a theoretical framework of the study (see chapter 3), which was proposed as a

framework to understand the communication of a city’s brand. Prior theory may be used as a 

foundation and may be introduced at appropriate stages throughout the research study (Carson et al. ll

2001). In the present case, the theoretical framework also served the purpose of guiding the research 

process. It particularly influenced decisions regarding the type of organisations and people to act as 

informants and the specific questions to be asked during the interviews. In this sense, the theoretical 

framework, apart from contributing to the academic discussion around the topic of city branding, 

played a crucial role in data collection and analysis. It is important to clarify here that as Carson et al. ll

(2001:63) stress in case study research designs, “prior theory may guide or loosely frame the research

but the research is not about testing this prior theory; instead it is about seeking an actual reality in a

specific situation”. This was the case for the research in hand, where the purpose was not to test or 

prove the validity of the theoretical framework but to examine the practice of city marketing and

branding in the three selected cities and extract lessons that could be extended to the broader theory 

of city marketing and city branding.  

The research strategy adopted for the present study was the multiple case study method (the 

cases studied were Amsterdam, Budapest and Athens – see chapters 5, 6 and 7). “A case study is an 

empirical enquiry that investigates a contemporary phenomenon within its real-life context, especially 

when the boundaries between phenomenon and context are not clearly evident” (Yin 2003:13). The

case study approach was considered the most appropriate strategy for the present research because it 

is especially useful in theory building and analysis (Bonoma 1985), in new topic areas (Eisenhardt ll

1989), when a phenomenon is broad and complex (Rainisto 2003) and when the phenomenon 

cannot be studied outside its natural context (Bonoma 1985). All the above elements are
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characteristics of the topic of city marketing and branding. As Yin (2003:7) explains, “case studies are

the appropriate strategy to follow when examining contemporary events, when the relevant 

behaviours cannot be manipulated, that is when the researcher has little or no control over the set of 

events studied”, which was the case for the research in hand. Identifying the roots of investigated

phenomena and conceptualising the underlying realities are research goals that case studies 

demonstrate their advantages (Easton 1995; Rainisto 2003). Multiple case studies are more tt

compelling than a single case. They are more powerful and convincing and provide more insights

than single case designs (Vaus 2001). Given the adequate time and access of the researcher to

investigate more than one case, the multiple case study design was the appropriate design to provide

rich evidence and results for the study in hand. However, and in accordance with the suggestions of 

relevant literature (e.g. Vaus 2001; Yin 2003), the unit of analysis remained at the level of the single

cases and they were treated as separate in order to establish a full account of each case before 

engaging in cross-case comparisons (Vaus 2001). The design of the research reported here was based

on the combination of developing complete descriptions and interpretations of each particular case  

Figure 2.1: The case study method process (source: adapted from Yin 2003:50) 
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and later using evidence from all three separate cases to achieve a more generalised understanding of 

broader theoretical issues (Vaus 2001) and common concerns. Figure 2.1 shows the process followed 

for the present study from the initial exploration of existing literature to the final cross-case report. 

Case study research typically combines various methods of collecting data and various types 

of data, such as archives, direct observation of the events being studied and interviews of the persons

involved in the events (Yin 2003). The research for each city consisted of two parts, which

overlapped and complemented each other. The first part consisted of the collection of secondary 

data about the cities under investigation and their marketing activities through various sources.

Academic literature on the cities investigated, along with reports on similar or relevant researches 

undertaken in the past were one main source of secondary data, another one being literature 

published by the cities’ authorities and marketing agencies, such as promotional brochures, 

advertising campaigns, development plans and other reports on strategies adopted and methods

implemented by the cities. Other sources of data included, particularly, city rankings published by 

several organisations (such as European Cities Monitor and Urban Audit Surveys) statistical archives, 

governmental reports, press articles etc.

This data deepened the familiarity of the researcher with the three cities and provided

valuable starting points of understanding and analysis about each city, as well as guidelines for the

field research in terms of the organisations and specific people of interest. The collection and analysis

of secondary data took place continuously throughout the whole period of the study, from the

beginning of the literature review until after the end of the field research in each city, as new relevant f

information was frequently made available. Throughout the data collection period but particularly 

during the collection of secondary data, the researcher paid significant attention to seeking all 

available evidence about the marketing of the three cities. Considerable time and effort was invested 

in searching for documents and reports either in electronic or printed form, making sure that all 

marketing activities and marketing related documents were taken under consideration and examined 

for this research. 

The second part of the research was the collection of primary data.  Issues concerned with

marketing in a specific context or situation are, according to Carson et al. (2001), typical examples of ll

circumstances that require in-depth analysis, focusing upon a small number of cases. It was thereforeg

considered that a qualitative approach was appropriate for the proposed research and the specific 

method adopted was expert interviews. Considering the unique characteristics of each city examined,

the process of marketing takes place in a very particular context. Qualitative methods in general and

interviews in particular are especially appropriate to understand the particular context within which 

the participants act and the influence this context has on their actions (Maxwell 1998). Furthermore, 

it was the aim of this research to develop an understanding of the rational and shed light to patterns 
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of actions by city marketers concerning the process of managing the city’s brand. Such explanations 

are the direct outcome of qualitative methodologies (Strauss and Corbin 1990).  

The research population consisted of people in key-positions in each of the selected cities. 

Following the theoretical framework that resulted from the review of the literature and the

information gathered from the secondary data, the people approached to participate in the interviews 

were the ones who were at the time, or had been in the recent past, responsible for planning,

organizing and implementing the marketing and branding effort of the city. Additionally, several

people were approached that had an active participation in their city’s marketing effort through their 

roles in organisations that in one way or other contribute to that effort. An important factor that 

influenced the selection of research participants was the conceptualisation of city marketing as an

‘action net’.  As Czarniawska (2002) suggests, “…city management consists of many collective and 

interconnected actions, which can be conceptualised as an action net. Such collective actions are not 

performed within the boundaries of a specific organisation. An action net of this sort engages many 

and varied organisations – municipal, state, private, voluntary – as well as loosely and temporarily 

organised groups of people. The task of a researcher who undertakes an exploration in this field is to 

follow the creation and re-creation of connections among such actions” (2002:3-4). The respondents

were chosen based on this conceptualisation of city marketing as an ‘action net’. The effort was to

identify and investigate the main organisations involved in city marketing with an additional nn

importance attributed to the ones with coordinating roles within the structure. Official authorities of 

the cities under investigation were attributed particular significance but were only a part of the

organisations approached. Adopting this approach, “avoids the fallacy of seeing big cities as one 

formal organisation” (Czarniawska 2002:4). City marketing is a complex action net undertaken by a

set of inter-connected organisations, “wherein city authorities constitute just one point of entry and

by no means provide a map of the whole terrain” (Czarniawska 2002:4).

Apart from officially appointed positions for coordinating all aspects of the marketing 

process and members of the official local authorities, the informants included people in varioustt

organizations that operate within specific action fields, for example people in development agencies,

tourism boards or with responsibilities for social programmes. Such purposive selection of 

participants was necessary and inevitable for the research, as it was exactly this research population 

that were themselves “rich” sources of data, in the sense that they simply knew, had the experience

and participated in the decision-making on marketing measures and the components of the city’s tt

brand. The number of informants depended on the degree of integration of the marketing effort in 

each city and the final theoretical framework adopted but was, at the same time, restricted by 

limitations of time and costs. The research design expected that the minimum number of interviews 

in each research city would not be less than seven (in order to collect a substantial amount of data
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and cover as many aspects as possible), while the maximum number could not be more than twelve 

interviews in each city (considering the cost limitations and the time needed to analyse data). Finally tt

27 interviews were taken in total (9 in Amsterdam, 10 in Budapest and 8 in Athens).t

The form of semi – structured interviews with open-ended questions was considered

appropriate for the study for four main reasons. First, the intention was to allow respondents to 

identify significant issues and ideas themselves and attribute to the various issues the importance that 

they consider appropriate; a task facilitated by loose structure. Semi-structured interviews employ a

series of open-ended questions based on the topic areas the researcher wants to cover and provide

opportunities for various themes or sub-topics to develop. Themes are usually identified by the

researcher prior to the interview, but the interview schedule framework should be sufficient to allow 

themes that develop throughout the discussions to be explored (Harvey-Jordan and Long 2001). It 

was one of the intentions of the researcher to identify and explore such themes that would emerge

from the practitioners themselves and therefore the semi – structured interview was chosen.

Secondly, a flexible structure was considered necessary in order to deal successfully with the different 

participants, as they were part of different organizations, not only acting within different operational

environments but also having differing goals according to the specific operation fields. The flexibility 

of the interview process allows for correct evaluation and appropriate treatment of such differences 

among the interviewees. Thirdly, the topic of city marketing measures and even more so the city’s

brand, are complex and include several interrelations between the various partial issues, on which the 

anticipated varying experiences of each respondent were valuable. In-depth interviews in general are 

appropriate to deal with such complex matters and the lesser degree of structure allowed room for 

clarifications and adequate descriptions of interrelations. Furthermortt e, as Kent (1999) states, “the 

open-ended nature of the interviews means that the process of questioning is flexible and responsive

to what individuals have to say. This maximizes the opportunities to obtain from the respondents 

what they, uniquely, have to offer by way of information, experiences, attitudes, ideas and so on”. 

Fourthly, and perhaps more importantly, the research topic in general suffers from a lack of clear and

unanimous definitions of its components and other related concepts. It was, therefore, necessary for 

the research methodology to cater for a high degree of flexibility, which was useful, on the one hand,

for the researcher to provide explanations of terms and concepts and, on the other hand, to get a

clear understanding of the participants’ perceptions of the various concepts included in the research

questions. 

The questions that the participants were asked to answer were relevant to their position, 

their every day tasks, their perceptions of the importance of the issues covered by the research and 

their experience with the wider environment of their city and the implementation of the marketing 

effort. An interview guide was developed (one for each city) in order to ensure that the same general
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areas of information are collected from each interview; this provided adequate focus, but still allowed

a degree of freedom and adaptability in getting information from the interviewee (see Appendix III). 

The guide was also intended to remind to the researcher that all the topic areas are covered and 

served the purpose of assisting in the later phase of data analysis (Creswell 1994) as it worked as af

data capturing instrument. 

 The interviews were recorded with the permission of the participant and then followed the

processing and analysis of the data collected which took place in distinct stages, largely following the

phases of data reduction, data display and conclusion drawing (Miles and Huberman 1994). The first 

stage was the transcription of the taped interviews into written text (Kent 1999) and the translation 

of the transcripts from Athens from Greek into English. The second stage was that of coding and 

categorizing what respondents said, by grouping answers and concepts that pertained the same 

phenomena (Strauss and Corbin 1990). Ulin et al. (2002) describe this part as consisting of fivell

distinct but interrelated steps. The process begins with immersion – reading and rereading texts, then

comes coding of the identified themes, after that displaying in detail the information relevant to each 

category, which is followed by reducing this information to its essential points. The last step was the 

interpretation of the data, which according to Kent (1999) involves considering the implications of t

the data collected for the objectives of the research and, last, making comparisons and drawing 

conclusions, in order to provide insights to the research problem. These stages of the analysis

together with data collection formed an iterative process that moved among data, literature and 

emerging theory (Rainisto 2003). The researcher made an explicit effort at the stage of data analysis 

to attend to all the evidence collected in the three cities leaving no piece of information unprocessed. 

 It is important to clarify that the phase of conclusion drawing included a large period, which 

was concerned with the capacity in the conclusion to generalise from the individual cases. This was

not a statistical generalisation but an analytical generalisation (Yin 2003) to the theory of city YY

marketing and city branding. As Vaus (2001:237) explains, “theoretical generalisation involves 

generalising from a study to a theory. Rather than asking what a study tells us about the wider 

population (statistical generalisation), we ask what the study tells us about a specific theory. Case

study designs are fundamentally theoretical. They are designed to help develop and refine theories”.

Yin (2003) also supports theoretical generalisation, stating that “critics typically state that case studies

offer a poor basis for generalising. However such critics are implicitly contrasting the situation to

survey research, in which a sample readily generalises to a larger universe. This analogy to samples

and universes is incorrect when dealing with case studies. Survey research relies on statistical

generalisation, whereas case studies rely on analytical generalisation. In analytical generalisation, the

investigator is striving to generalise a particular set of results toa  some broader theory” (Yin 2003:37). 
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As is shown in chapter 9 of this thesis the results of the case studies allowed generalizations to be 

made that contribute to the advancement of the theory of city marketing.

The first set of interviews took place, for reasons of convenience, in Amsterdam and the

first three interviews in the city served as a pilot research, in order for the researcher to identify 

possible flaws in the design of the research and improve them on time. This included controlling the

research design as to the organizations and persons approached, evaluating the structure of the 

interviews and the interview guide developed, as well as controlling the results that emerged from

those pilot interviews and revising several points of the research design for the following interviews. f

A similar evaluation took place after the first interview in Budapest and in Athens in order to 

consider the peculiarities of each city. 

2.3 Choice of cases  

Three cities were examined in this thesis, namely Amsterdam, Budapest and Athens. The maint

criteria by which the specific cities were selected were appropriateness for the research and

accessibility by the researcher.  

The selected cities are an appropriate set of cities for the needs of the research in hand, in

the sense that they demonstrate the diversity of cities in the setting of the new Europe, while at the 

same time, sharing essential characteristics that make them suitable for comparisons. The similarities 

and contrasts evident in the operational environment on the one hand and the instrumentation and

implementation of the marketing effort on the other, allow useful conclusions to be made especially 

as to what each city can learn from the others. The notion of the theoretical instead of statistical

generalisability of case studies, as explained above, influences apart from the analysis of the data and

the conclusions drawn, also the selection of cases. As Yin (2003:38) describes, because of the

common complaint that it is difficult to generalise from one case to another, “…analysts fall into the 

trap of trying to select a ‘representative’ case or set of cases. Yet, no set of cases, no matter how large, 

is likely to deal satisfactorily with the complaint. The problem lies in the very notion of generalising 

to other case studies. Instead, an analyst should try to generalise findings to theory”. Therefore, it was 

not the intention to select highly representative European cities since the purpose of the cases was

not to achieve statistical but theoretical generalisabilty. However, it was considered reasonable to 

include cities in different countries and different socio-geographical settings. Finally, the relevance of 

the research topic to all three cities at the time of this research was very strong, and continues to be, 

making the research a topical one. Specifically:  
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Amsterdam is a city of the ‘old’ core of urban Europe, with a strong planning tradition, as it 

is proud to be the first planned European city, and a relatively high place in a/the European 

urban hierarchy. The challenge for Amsterdam is to maintain its competitive advantages. 

According to Grosveld (2002) Amsterdam is considered by ‘citymakers’ as one of Europe’s 

most important urban centres, especially for trade and transport (2nd), corporate servicesdd

(4th), fine arts (4hh th) and academia (4hh th). Directly before the start of this research, the city had hh

just launched a new branding campaign after a period of far-reaching reorientation and

reorganisation of its marketing effort. It was therefore interesting to examine what this new 

effort entailed and how it was implemented, which made for a special reason to choose 

Amsterdam as a case for this study. 

Budapest belongs to the cities of the former “eastern block”, with planning and governing 

philosophy heavily influenced by the communist regimes. The city is in search of regaining 

its earlier high status in the European urban hierarchy taking advantage of a privileged 

geographical location. The main challenge lies of course in exploiting the opportunities

presented by Hungary joining the European Union and the funding possibilities this creates. 

The main focus of the marketing effort is on attracting foreign visitors, but also the 

conventions sector (ranked fourth most popular conference destination in the world). 

Urban tourism, thermal bath tourism and cultural tourism are aimed for through a multitude 

of festivals and events. The special reason that made Budapest an intet resting case for this

study was precisely the fact that it is not a city that demonstrates any extensive use of city 

marketing or any particular Mega Event but that it is a city like all other cities, especially in

Central-Eastern Europe, who sense the need to react to the increasingly competitive

environment. 

Athens belongs to the periphery of Europe, where problems of accessibility are more 

intense, as is the need for action, with no planning tradition, but with an exceptionally 

significant heritage and the opportunities offered by hosting a major event as the Olympic

Games of 2004. The city is undergoing drastic changes especially in transport infrastructure

and, perhaps more importantly, in the planning mentality and organization, as exemplified in

radical urban design interventions. The special reason for choosing Athens as a case for this 

study was the opportunity to examine the effects of the Olympic Games on its marketing 

efforts.  

The practical issues considered in the selection of the above cities were certain advantages in

undertaking the research under favourable conditions and taking full advantage of the researcher’s

own potential. For the case of Amsterdam the advantages stemmed from the researcher’s residence 
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in the Netherlands and formal connection to the University of Groningen, which brought along 

valuable advice, extensive knowledge and important contacts by senior researchers on the topic and 

on the city of Amsterdam itself. For the case of Budapest, the advantages lay in the researcher’s 

family connection to the city and therefore familiarity with the operating environment and especially rr

with the practical measures taken by the city. Finally the Greek nationality, language and familiarity 

with the researcher’s hometown, the city of Athens, were the main advantages in the case of the

Greek capital. 

Very little has been written about Greek applications and the city of Athens in terms of its 

marketing, and this research sheds light on the answers and solutions that market planning and

branding suggest for the situation, problems as well as opportunities of the city. The Hungarian 

capital has also not been covered by the literature. By examining, describing and analysing the

marketing measures and brand components used in practice in these three large cities and comparing 

the results, it was the researcher’s intention to draw significant conclusions on the degree to which

city marketing is adopted and the way it is implemented in these geographically and socio-politically 

different areas of Europe. In this sense and considering that as the capitals and largest cities of their 

countries the three chosen cities represent the cutting edge of city marketing implementation in three

representative countries of the expanded European Union, this study aimed at a significant 

contribution towards a better understanding of city marketing in Europe.

Before the final selection of case studies, a careful “screening of case study nominations”

(Yin 2003:37) was undertaken. Its results included the three cities finally studied and the cities of 

Berlin and Brussels. Considering, however, first, resources and time limitations and, secondly, the

practical (and vital) advantages of the three final cases, the other two were abandoned. 
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Chapter 3  The theoretical framework1

3.1 Introduction

While the marketing of urban places has been practiced, at least, since the nineteenth century (Ward 

1998), cities increasingly tend to rely on its methods in the last three decades, when “competition for

inward investment, tourism revenues and residents at various spatial scales intensified” (Kotler et al.ll

1999). It is clear, though, that the early examples mentioned in the literature are only promotional

activities undertaken by cities or regions in various places and times. According to Ashworth and

Voogd (1994:39) “there is nothing new about places being promoted by those likely to profit from

their development. What is new, however, is the conscious application of marketing approaches by 

public planning agencies not just as an additional instrument for the solution of intractable planning 

problems but, increasingly, as a philosophy of place management”. 

The context in which marketing became accessible to city administrators was provided by 

the rise of the so-called “entrepreneurial city” and the marketing of places has been one of the 

defining features of the entrepreneurial modes of urban governance that have come to prominence

since the 1970s (see also Chapter 1). According to Griffiths (1998:41), “entrepreneurialism as a mode 

of urban governance came about as a response by individual cities to the collapse of the Fordist 

social democratic arrangements that had facilitated the spread of managerial forms of governance.

The essence of this transformation of urban politics is that policies pursued by local governments are 

steered away from the traditional activities associated with the city – state (Hubbard and Hall 1998).

Entrepreneurialism captures the sense in which cities are being run in a more businesslike manner, 

and the practices that have seen local government imbued with characteristics once distinctive to 

businesses – risk-taking, inventiveness, promotion and profit motivation (Hubbard and Hall 1998). 

The use of marketing was only a natural consequence of such entrepreneurial governance. Its

implementation, however, was (and to a great extent still is) limited to methods and techniques that 

were easily transferable from the original field of marketing application, and f in most cases restricted 

to promotional measures. One reason for this partial implementation is the limited knowledge and

limited understanding of marketing within people with the task to administrate cities, another the

embryonic stage of marketing in the public sector, a third the limited understanding within marketing 

academics and practitioners of the peculiar nature of places; practitioners that were frequently asked

to implement city marketing. But as Ashworth (1994:647) states “…much of the crudely defined and 
                                              

1 This chapter is a slightly revised version of Kavaratzis 2004 
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vaguely targeted boosterism, widely if inaccurately spread by many public sector place promotion

agencies barely counts as marketing at all”.

The implementation of marketing philosophy and methodology or at least of marketing 

techniques that were easy to adapt and use in the practice of city governance, has been mirrored by 

the increasing interest of academics from various fields, who believe that the principles of marketing 

are, with the necessary modifications, applicable to cities and their operational environment.

Ashworth and Voogd (1994) attribute the theoretical emergence of place marketing to three

developments within the marketing discipline that paved the way, by solving the difficulties of t

transferring marketing knowledge from its initial field of industrial goods and services to places. 

These are the development of Marketing in Non-Profit Organisations, of Social Marketing and of 

Image Marketing, all of which contributed to the gradual liberation of traditional marketing thought 

from goals and practices attached to this initial field of application. The development of the concept 

of Non-Profit marketing (Kotler and Levy 1969) has freed the application of marketing from its 

connection to direct financial profit - making, while the concept of Social Marketing (Kotler and 

Zaltman 1971) introduced the possibility to use marketing in order to alter or reinforce sets of 

attitudes held by targeted individuals or groups, with the final goal being the good of society at large. 

The notion of Image Marketing stems from the realization that images can be effectively marketed

while the products to which they relate remain vaguely delineated (Ashworth and Voogd 1994), a 

notion that was warm-heartedly accepted by city administrators, faced with the complex and intricate

city-product. 

There are, however, more recent developments within the marketing discipline that make the

distance from traditional, general marketing to place and city marketing shorter and the transfer of 

marketing knowledge easier. According to Borchert (1994) “the majority of publications [on City 

Marketing] are at best limited to some aspects of marketing and in most cases there exists only a 

weak relation with modern developments in marketing theory”. One concept that has emerged in

recent years and has a clear and direct relevance to marketing implementation in cities, is the concept 

of corporate branding and corporate – level marketing, which is a theoretical and practical 

development of the earlier concepts of corporate image and corporate identity (e.g. Balmer 1998; 

Balmer and Greyser 2003).  

The applicability of marketing theory and practice in urban governance and urban

administration is a matter of great interest, especially within the changing ena vironment in which cities 

in Europe operate, and at the same time a matter that needs clarification and further development. 

Borchert (1994) demonstrates that “a consensus about what marketing of urban places should 

include is lacking so far, with many authors having a very limited understanding of the nature and

consequences of marketing”. As Ashworth (1994) concludes, “place marketing is a legitimate form of 
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marketing in the sense that the terminology, techniques and philosophies of marketing can be applied 

to places but equally, if it is to be attempted successfully, then a special type of marketing has to be 

devised”. One of the basic elements of this “new type of marketing” is the determination of the

major action areas that the implementation of a strategic marketing plan should incorporate. It is the

articulation and description of broad, distinct categories of actual measures and field actions that are 

or should be dealt with by city marketers in the effort to implement integrated city marketing. The 

intention is to create a mix of components that need to be managed and orchestrated, and in this way 

“not only delineate the domain (by articulating its key elements), but also provide a basis in which the 

area may be operationalised” (Balmer 2002).  

3.2 From city marketing to city branding 

Firat and Venkatesh (1993:246) consider that in postmodernity, “marketing is the conscious and

planned practice of signification and representation”. This thought plays an important role in the

development of the theoretical framework, which is described in this chapter. It provides the basic 

guidelines that lead from the city marketing mix to the city’s brand, which are the two distinct 

approaches to city marketing combined here.

3.2.1 The city marketing mix 

The first way to approach the topic is the determination of a set of instruments and activities at the

disposal of the marketer that can be combined into a marketing programme and “are useful in

pursuing a certain market response” (Waterschoot 2000). In marketing science this has been termed 

the “marketing mix”. The importance of the determination of the marketing mix, meaning “the 

combination of marketing measures needed to achieve the desired strategy” (Ashworth and Voogd 

1990), has been highlighted in city marketing literature (e.g. Kotler et al. 1999; Berg ll et al. 1990) and it ll

is acknowledged by most commentators as an essential step in the whole marketing effort. There 

have been attempts to articulate a mix of elements equivalent to the famous 4Ps of the traditional

marketing paradigm. The actual determination, however, of what the marketing mix should include in 

the context of city marketing, proves to cause problems, which are associated with the peculiarities of 

cities and generally places as marketable assets and with the relevance of the elements of the

traditional marketing mix to city marketing. Some commentators for example adopt for city 

marketing the Services Marketing Mix (e.g. Berg et al. 1990). Deffner and Metaxas (2006a) adopt thell

8Ps Model as suggested by Morrison (1989), which includes product, partnership, people, packaging, 
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programme, place, price and promotion. They demonstrate the use of this model in their detailed

account of the marketing Plan of the city of Nea Ionia in Magnesia, Greece (Deffner and Metaxas

2006a). Others have tried to formulate a mix specific to places.

In the third phase of the city marketing process, Ashworthy and Voogd (1990) suggest what 

they term a geographical marketing mix, which “in contrast to the marketing mix usually found in 

traditional business applications, may be defined as a combination of at least the following sets of 

instruments:  

a. Promotional measures  

b. Spatial-functional measures 

c. Organisational measures and 

d. Financial measures.

The scope and effectiveness of city marketing is largely determined by the selection and application 

of the appropriate combination of these measures” (p. 31).

Kotler et al. (1999), although adopting the marketing mill x as suggested by general marketing,

distinguish between four distinct strategies for place improvement that are the foundations for 

building a competitive advantage. These are: 

a. Design (place as character),  

b. Infrastructure (place as fixed environment),  

c. Basic services (place as service provider) and 

d. Attractions (places as entertainment and recreation). 

Hubbard and Hall (1998) describe a generic entrepreneurial model of city governance. As 

goals of this model they identify re-imaging localities and the transformation of previously productive tt

cities into spectacular cities of (and for) consumption. The achievement of these goals is pursued f

according to the same authors through specific policies, which include 

a. Advertising and promotion. 

b. Large - scale physical redevelopment 

c. Public art and civic statuary 

d. Mega events   

e. Cultural regeneration and, finally 

f. Public – private partnerships. 
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3.2.2 The city’s image 

There is a notable agreement in the literature, as shown in the above mentioned sets of marketing 

variables, that a crucial role within the city marketing mix is played by image formulation and image

communication. In some cases, the importance attributed to the image is expressed as a sole focus on 

the promotion process (e.g. Burgess 1982; Gold and Ward 1994; Ward 1998), in other cases as an

emphasis on the conventional promotional measures (e.g. Kotler et al. 1999) and in other cases as ll

discussing the possibility of urban promotion through art, festivals and cultural attractions (e.g.

Kearns and Philo 1993). Borchert (1994) stresses that urban marketing is a relatively unexplored new 

field, whereas promotion of places is a very old activity indeed and he further argues that “the

relation between the two seems, unfortunately, obscure for some geographers” (p.417). But in other 

cases the significance of the image is expressed as underlining that a city’s image is communicated 

not only by promotion, but also through the rest of the marketing measures (e.g. Ashworth and

Voogd 1990; Dematteis 1994; Ashworth 2001). “For example, measures operating in spatial design 

features will contribute towards urban images and thus reinforce, or contradict, promotional 

measures” (Ashworth and Voogd 1990:31).

The above thought of the communicative effect of all marketing measures has origins in the

repeated emphasis (both in general marketing and in city marketing literatures) on the need to

combine and orchestrate the sets of marketing measures, as one set has implications for the 

effectiveness of the others. At the same time it stems from the realization that encounters with the

city take place through perceptions and images, thus the object of city marketing is not the city 

“itself”, but its image. An image, which is the result of various and often conflicting messages sent by 

the city and which is formed in the mind of each individual receiver of these messages separately. As 

Bailly (1994) observes “like geography, urban marketing is based on representations; this enables us tt

to tackle not the city itself but its meaning in a symbolic and ideological contyy ext”. It is this line of 

thinking that makes Hubbard and Hall (1998:7) come to the conclusion that “it is perhaps best to

consider the entrepreneurial city as an imaginary city, constituted by a plethora of images and 

representations”. 

Graham (2002) makes a distinction between two parallel cities that exist simultaneously. The

first is the ‘external city’, “which can, at least superficially, be encapsulated in one or two signature

buildings or landmarks”. As he suggests “urban conservation (…in this external level) has always

been motivated by the desire to enhance distinctive identity at the local scale and to distinguish one 

place from another”. The same can be said about city marketing, in the sense y that it has so far dealt 

with this external city, trying to conceptualise it as a commodity. “However, the more conservation is

practiced, the less locally distinctive identity is likely to become” (Graham 2002:1009). The argument 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:35Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:35 2008.09.12.   15:19:232008.09.12.   15:19:23



3636

raised is that since the methodologies used by different cities in different parts of the world are the 

same, the outcome will inevitably be the same as well, resulting in “high streets being ‘Laura 

Ashleyised’ from Dublin to Potsdam” (Ashworth 2002). Or as Vermeulentt (2002:12) comments about 

the practice of city marketing in the Netherlands, “under pressure from the market, scenery is being 

erected all over the country which is in no way rooted in the cultural background of the region”. The

second parallel city described by Graham (2002) is the ‘internal city’, the city of the mind. “This is a

much more inner-directed mnemonic city, one that is concerned with social inclusion and exclusion, 

lifestyle, diversity and multiculturalism. It is a place of complex, overlapping and ambiguous 

messages” (p. 1011). 

Extending the above thoughts, it is possible to describe the ‘internal city’ as the subjective

amalgamation of these ambiguous messages, as received by the mind according to each individual’s

experiences and priorities. The two parallel cities exist simultaneously, overlap and interact. The 

crucial point for the management and marketing of the city is this point of interaction. The point of 

interaction is the perception of the city, as formed by each individual that comes to encounters with

the city. It is the city’s image. Indeed, as Kampschulte (1999) comments, “the image of the city is best 

described as the link between real, objective space and its perception”. Vermeulen (2002) adds that 

the image originates only in part from a physical reality and is based on well-worn prejudices, desires 

and memories that take shape in the collective memory. As the same author asserts “it is not the city 

but the image that has to be planned”. It is, then, the image of the city that is the object of city 

marketing activities. Hubbard and Hall (1998:8) recognise that “the manipulation of city images, 

cultures and experiences has become probably the most important part of the political armoury of 

urban governors and their coalition partners in the entrepreneurial era”. 

If it is, though, the image of the city that city marketing deals with, this would have serious 

implications for the relevance of many marketing suggestions found in traditional marketing on the

one hand, and for the persistent questions that city marketing has so far failey d to answer adequately,

namely the definition of the city-product, the determination of the cities-market and the

understanding of the nature of the place-consumer. Furthermore, we would be necessarily led to the 

notion that in reality we are talking about city branding. Cova (1996:20) asserts that, “…the job of 

post-modern marketing is to identify the cultural meanings and images that are intended for the 

product” and goes on to confirm that this “image marketing and branding or brand management are

closely related – branding is of critical importance in post-modern marketing”. The cultural meanings 

and images intended and desired for the city lie, as well, in the heart of city marketing (e.g. Kearns

and Philo 1993). Branding endows a product with a specific and more distinctive identity (Covatt

1996) and that is, in many ways, what city marketing seeks to do for cities. Branding is added to the 

list of developments that bring marketing theory and practice closer to the nature and characteristics
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of places. It provides a base for identifying and uniting a wide range of images intended for the city 

and meanings attributed to the city in one marketing message, the city’s brand. It is argued here (see 

also Chapters 4, 8 and 9) that the best framework to understand a city’s brand is provided by the

recent development of corporate branding. 

3.2.3 Corporate brands 

Following the criticism against the marketing mix concept and the charge that in the new economy 

and society its utility has largely been surpassed (e.g. Brownlie et al. 1999; O’Maley and Patterson ll

1998), there were several attempts to articulate new approaches to marketing that would be more

relevant. One of these approaches is the notion of corporate branding and corporate – level 

marketing, which is a development of traditional product branding, necessitated and, at the same 

time, enriched by the rise of other corporate level concepts, such as corporate image, corporate

identity and corporate communications.

The goal of branding as it has evolved during the last forty years has been to explore ways 

to add value to the basic product or service and thus create brand preference and loyalty (Knox and

Bickerton 2003). Currently, there is general agreement in the marketing literature that the brand is 

more than a name given to a product; it embodies a whole set of physical and socio-psychological

attributes and beliefs (Simoes and Dibb 2001). Brands are not only considered as valuable assets of a

company, but furthermore, as some experts believe in post-modern consumer culture, brands play a 

vital role in the construction of consumer identity (Elliott and Wattanasuwan 1998). In the early 

1990’s several branding and communication consultants mentioned and then went on to assess what 

was then called the ‘company brand’ (Balmer and Gray 2003), reflecting the need to deepen the 

marketing view of the brand to encompass organizational attributes and to shift focus from the

integrity of the product brand to the organisation and people behind the brand (Knox and Bickerton 

2003). The later half of the 1990’s witnessed a crescendo of writing on the (more encompassing,

more strategic-sounding) ‘corporate brand’, which has since then seized the imagination of scholars 

and managers alike and its rise has been inexorable” (Balmer and Gray 2003:975). 

A fundamental notion for corporate branding is corporate identity. Corporate identity is a 

holistic concept that “articulates the corporate ethos, aims and values and presents a sense of 

individuality that can help to differentiate the organisation within its competitive environment” (Riel 

and Balmer 1997:355). A strong identity is very important for transmiy tting a consistent internal and

external image among stakeholders, turning into a valuable asset (Simoes and Dibb 2001). Balmer

(2002) suggests that the elements that constitute a corporate identity are: a. strategy (management y
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vision, corporate strategy, product/services as well as corporate performance, corporate brand

covenant, corporate ownership), b. structure (relationships between parent company and subsidiaries,e

relations with alliance or franchise partners), c. communication (total corporate communication, whichn

encompasses primary, secondary and tertiary communication) and d. culture (the soft and subjective e

elements consisting of the mix of sub-cultures present within, but not always emanating from the

organisation). As Balmer and Greyser (2002:16) argue, “although prevailing corporate thinking 

considers identity to be a monolithic phenomenon, this premise is narrow and inadequate”. For the

same authors, an organisation has multiple identities, which “can co-exist comfortably within the

organisation even if they are slightly different”. Organisations must manage their multiple identities

to avoid potentially harmful misalignments. Furthermore, corporate brand management needs to take

into account of and is inextricably linked to the management of identity (Balmer and Greyser 2002). 

Hatch and Schultz (2001) suggest that creating a corporate brt and is complicated and they 

point to the interplay of three variables – vision, culture and image – that need to be aligned in order

to create a strong corporate brand. In an attempt to define the corporate brand Knox and Bickerton 

(2003:1013) state: “a corporate brand is the visual, verbal and behavioural expression of an 

organisation’s unique business model”. The brand is expressed through the company’s mission, core

values, beliefs, communication, culture and overall design (Simoes and Dibb 2001). Balmer (2001)

argues that at the core of a corporate brand is an explicit covenant (other commentators use the term

promise) between an organisation and its key stakeholder groups. 

Corporate branding draws on the traditions of product branding, in that it shares the same

objective of creating differentiation and preference (Knox and Bickerton 2003). Simoes and Dibb

(2001) argue that “the entity in corporate branding has a higher level of intangibility, complexity and

(social) responsibility, making it much more difficult to build a coherent brand”. Brands in general

and corporate brands specifically are seen as the base for long-term success of various firms and

organisations. According to Aaker (1996) in contemporary marketing, branding is central, as it 

integrates all the strategic elements into one success formula. The whole marketing programme –

objectives, strategies and tactics- is derived from brand positiii oning (Rainisto 2003). 

3.2.4 City brands  

Hankinson (2001:129) comments that “in contrast to the marketing of locations, there are relatively 

few articles to be found in the academic literature with regard to the promotion of locations as 

brands. This is in contrast to the increasing evidence in the press that branding, at least as a concept, 

is increasingly being applied to locations”. The findings of his research on small municipalities in 
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Britain, suggest that branding as a concept was seen as relevant, but not always understood or applied

effectively. Trueman et al. (2001) recognise that there is an urgentll  need for a robust analysis of thet

city as a brand that takes into account a wide range of stakeholders. At this point the literature on 

corporate identity may be relevant since it offers the dimension of culture to underpin corporate

values (Trueman et al. 2001). Also Rainisto (2003:50) states thll at “place brands resemble corporate

umbrella brands and can benefit the value of a place’s image”. At the same time, it is one of the very 

few occasions in general marketing texts that a direct reference is made to the relevance of corporate t

branding to city marketing and to the fact that “corporate level brands can also be applied to

countries, regions and cities” (Balmer and Gray 2003).  

However, the important question would be in what ways is a city a brand or if a city can be 

seen as a brand. The following definition of brands might assist in answering this difficult question: 

“a brand is a product or service made distinctive by its positioning relative to the competition and by 

its personality, which comprises a unique combination of functional attributes and symbolic values” 

(Hankinson and Cowking 1993:10). The key to successful branding is to establish a relationship

between the brand and the consumer, such that there is a close fit between the consumer’s own 

physical and psychological needs and the brand’s functional attributes and symbolic values 

(Hankinson and Cowking 1993). This definition of brands and branding f shows the relation of 

branding to the goals of city marketing and managing the city’s image as identified in the literature g

(e.g. Ashworth and Voogd 1990 and 1994; Kotler et al. 1999). Like brands, also cities satisfy ll

functional, symbolic and emotional needs (Rainisto 2003) and the attributes that satisfy those needs 

need to be orchestrated into the city’s unique proposition (Ashworth and Voogd 1990). Branding 

provides a good starting point for city marketing (Kotler et al. 1999) and a solid framework by which ll

to manage the city’s image. If it is indeed the city’s image that needs to be planned (Vermeulen 2002),

managed and marketed, then city branding would be the right theoretical and practical approach.

There is an interesting, revealing and illustrative of the above thoughts similarity between the 

points made earlier about corporate identities and brands and the following sentence (Florian 2002) 

taken from a book entitled ‘City Branding’: “…urban renewal includes the creation of an identity 

with its own experiential value, which is profoundly original and uncopyable. This touches upon such

points as structure, programming, functions, the sort of actions and activities that characterize the

image of the city, events and in the last resort the chemistry of the people who operate there” (p. 24).

Additionally, there are common characteristics of corporate branding, as summarized by Balmer and 

Gray (2003) and city marketing, as described in the literature, that support the suggestion that the 

framework for understanding city brands is provided by corporate brands and their management. 

Both corporate brands and city brands have multidisciplinary roots (e.g. Ashworth and Voogd 1990),

both address multiple groups of stakeholders (e.g. Kotler et al. 1999; Ashworth 2001), both have a ll
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high level of intangibility and complexity, both need to take into account social responsibility (e.g.

Ave 1994), both deal with multiple identities (e.g. Dematteis 1994). Corporate branding and

corporate – level marketing do have a multitude of suggestions for marketing implementation within

cities. 

3.3 The theoretical framework of the study 

One of the main difficulties for city marketers is that they are faced with a multitude of target 

audiences and stakeholders’ groups. The focus of the theoretical framework below is clearly on the 

city’s own residents. This does not imply that other target audiences (visitors, investors etc.) are or 

should be considered less important. It just stresses the fact that all activities (whether they concern 

economic, cultural, social, tourist or any development of the city) are done in the name of the city’s

residents and their ultimate goal is to improve their quality of life.  

The theoretical framework of city branding that this chapter centres around is provided by 

the combination of all of the above outlined approaches. City marketing measures that make up the

City Marketing Mix as suggested by city marketing theory and applied in practice (described above)

and the components of the city’s brand-management derived from the transfer to the context of t

cities of the notions of corporate branding (also described above), merge to provide the guidelines

for developing and managing the city’s brand. The basic elements are represented in the form of a

figure (Figure 3.1), which describes the way in which image communication takes place through the

choice and appropriate treatment of variables.
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Figure 3.1: A Theoretical Framework of City Branding 

CITY’S IMAGE

IMAGE COMMUNICATION

SECONDARY COMMUNICATION PRIMARY COMMUNICATION

STRUCTURE
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INFRASTRUCTURE
BEHAVIOUR

TERTIARY COMMUNICATION

The beginning lies in the realization that all encounters with the city take place through 

perceptions and images. It is accepted here that it is indeed the image of the city that needs to be

planned (Vermeulen 2002) and consequently marketed. It is the interaction of the ‘external’ with the tt

‘internal’ city that Graham (2002) describes, which becomes the focal point for city branding. 

Everything a city consists of, everything that takes place in the city and is done by the city, 

communicates messages about the city’s image. All the interventions or action areas that are included 

in the framework have, in the context of city branding, both functional as well as symbolic meaning, 

which is the main idea that differentiates marketing measures from branding decisions. The image is 

communicated through three distinct types of communication, namely primary, secondary and

tertiary. 

1. Primary Communication relates to the communicative effects of a city’s actions, when 

communication is not the main goal of these actions. It is divided into four broad areas of 

intervention. Landscape Strategies refer to fields of actions and decisions that are relevant to urban 
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design, architecture, green spaces and generally public spaces in the city. The increasingly popular use 

of public art is also included in this category, together with heritage planning. This component is in 

reality similar to the Product component of the traditional 4Ps of marketing and has been suggested

in city marketing theory as Design (place as character) (Kotler et al. 1999) and as the first part of ll

Spatial – Functional Measures of Ashworth and Voogd (1990). At the same time it is borrowed from 

the reality of city marketing as practiced so far; it is the same as Urban Design and Place Marking 

(Griffiths 1998) or the sum of Large - Scale Physical Redevelopment and Public Art (Hubbard and

Hall 1998). Infrastructure Projects refer to projects developed to create, improve or give a 

distinctive character to the various types of infrastructure that are needed in a city. On the one hand 

this element of the framework has to do with improving the city’s accessibility to the various 

audiences, whether it is accessibility of the high street to the residents or accessibility of majorr

monuments to visitors or the existence of an adequately large airport. On the other hand it refers to

the existence and sufficiency of various facilities like cultural centres, conference facilities etc.

Infrastructure Projects as a component of the city’s brand have the same meaning as Infrastructure 

(place as fixed environment) suggested by Kotler et al. (1999) and are the second part of the Spatial – ll

Functional measures of Ashworth and Voogd (1990). Organisational and Administrative

Structure refers to the effectiveness and improvement of the city’s governing structure. 

Organisational structure is in the same spirit (but wider) with the Organisational Measures of 

Ashworth and Voogd (1990), it is the natural extension of the Public - Private Partnerships that 

Hubbard and Hall (1998) include in their description of city marketing practice. At the same time the

Organisational Structure is one of the main suggestions of corporate branding, it is the Structure that 

Balmer (2002) describes as one of the components of corporate identity. The most important 

elements of this category would be community development networks and citizens’ participation in

the decision making, along with the establishment of Public-Private Partnerships. The organisation of f

the marketing and branding effort itself falls into this category. Finally, the f City’s Behaviour refers 

to such issues as the city leaders’ vision for the city, the strategy adopted or the financial incentives 

provided by the city to various stakeholders. Two elements of significance are the type of services

provided by the city, together with the effectiveness of their provision and the number and type of 

events (like festivals and other cultural, sport or leisure events) organized in the city. The City’s 

Behaviour borrows from the practice of city marketing the Event-Based Strategies that Griffiths

(1998) identifies and the sum of Mega Events and Cultural Regeneration of Hubbard and Hall

(1998). It also includes the Basic Services of Kotler et al. (1999) and the Financial Measures of ll

Ashworth and Voogd (1990). Mostly, though, it is a suggestion in the spirit of corporate branding. It f

is what Balmer (2002) refers to as Strategy or the sum of Vision and Culture that Hatch and Schultz 

(2001) identify as two of the three elements that need to be aligned. It has to be stressed that this list 
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is not and cannot be exhaustive. It relies on the skills, the innovativeness and the imagination of 

every city-marketer and city-administrator to enrich it with new ideas, practices and techniques. It 

does, however, provide a basis to understand the multifaceted process of building city images and

managing city brands. 

2. Secondary Communication is the formal, intentional communication, that most commonly takes

place through well known marketing practices like indoor and outdoor advertising, public relations,

graphic design, the use of a logo etc. It is largely the same with what is meant by the Promotion 

component of the traditional marketing mix and it has been so far the one marketing variable that 

cities have adopted with great ease. Secondary Communication here is in accordance with what is

meant by Promotional measures of Ashworth and Voogd (1990), by advertising and promotion of y

Hubbard and Hall (1998) and Griffiths (1998); it is part of what Balmer (2002) describes as the 

Communication component of corporate identity. It is what in the practice of city marketing is

regularly confused with the whole branding effort, so it is useful to stress once more that secondary 

communication needs to be in complete accordance with the rest of the components and also in total 

harmony with the reality of the city as encountered with by the various city-audiences. At least as 

close to it as possible, as the well-known rule of marketing applies: if you want to kill a bad product, 

advertise it! Starting points for secondary communication are two elements. The content of this

communication is the most significant factor, stressing the self-evident, but often forgotten, fact that 

there simply needs to be something to communicate about; to put it simply: promotion comes only 

after there is something to promote. At the same time it builds upon the communicative competence 

of the city. As Grabow (1998:4) concludes, the most important factor of city marketing is a 

functional communication and “the communicative competence of a city is key factor and vital

requirement for all phases of successful urban marketing”. This communicative competence of the

city is both a goal, as well as a result of the city branding process. 

3. Finally, tertiary communication refers to word-of-mouth, reinforced by media and competitors’

communication. It is linked with the rest by an interrupted line, as it is not controllable by marketers. 

The whole branding process and the other two controllable types of image communication have as a

goal to evoke and reinforce positive tertiary communication. Especially so in the case of the city’s 

own residents, who are at the same time the most important target audience of city branding and the

most important city marketers. Figure 3.2 depicts the more controllable types of city brand

communication and was used a guide for the research reported in this thesis. 
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Figure 3.2: The theoretical framework of the study 
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3.4 Why city branding 

Helbrecht (1994:528) discusses the relevance of city marketing philosophy and methods to city 

governance and local development: “city marketing enables a new level of quality within the local

development policy in terms of comprehensiveness, creativity and flexibility. New resources in form 

of ideas, capital and local knowledge are mobilised for local policy. In this way, city marketing enables 

a strategic approach to public planning in collaboration with the private sector”.  

In the beginning, local authorities eagerly embraced marketing in order to attract inward

investment (Ashworth and Voogd 1990) and this might be one of the reasons why critical voices f

have raised the argument that city marketing exacerbates social conflicts (Griffiths 1998). According 
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to Paddison (1993) “within the 90’s reducing the social divisiveness of the city’s marketing impetus

constitutes as much a challenge as maintaining its momentum”. But things have changed, as the 

realization came that for most urban authorities, external markets are likely to be, in reality, of 

minimal importance compared to internal. In fact, “… it may be as much about communication

between citizens as clients and public authorities as service providers as about attractive exogenous 

investment, employment or customers. Equally, promotion is both easiest and most effective when it 

is self-promotion. A place is sending messages to itself. The purpose is the fostering of a civic 

consciousness and self-confidence. This is both an end in itself and a necessary precondition for 

external marketing” (Ashworth 2001). 

City branding implies a significant change of perspective on the whole marketing effort.

Marketing is a process that can be used to accomplish various goals set by the city, because “to

discuss city marketing solely in economic terms is to oversimplify its meaning” (Paddison 1993:348).

City branding is understood as the means both for achieving competitive advantage in order to 

increase inward investment and tourism, but also as the means for achieving community 

development, reinforcing local identity and identification of the citizens with their city and activating 

all social forces to avoid social exclusion and unrest. The perspective adopted for this thesis is in 

complete accord with the plea made by Ave (1994) for city marketing that can be called social 

marketing “because it evaluates the benefits and costs of a specific project for the whole urban 

community, not just for the direct beneficiaries or the users of the action carried out. This requires a

government action directed at discovering the needs of citizens and groups who cannot speak for

themselves. It also requires flexibility to change, an ability to gather new possibilities along the way,

and an evaluation of the finished service’s effect on the whole city with a view to successivet

improvement” (Ave 1994). Such a perspective guides the process of developing and managing city 

brands.

The study of city brands and branding is strongly connected to two other concepts with

significant relevance to city residents and urban communities. The first is the matter of the city’s

distinctive identity. As already discussed above, although there is wide agreement that one of the

most important assets cities posses is the local character and identity, the argument is raised that 

marketing implementation in cities has resulted in a tendency towards ‘sameness’, diminishing local 

identity (Griffiths 1998; Ashworth 2002; Vermeulen 2002). City branding can assist in an attempt to 

reverse this tendency, since it is largely based upon the distinctive characteristics of the city.

Especially useful at this point is the examination of the organisational structure of the city, which 

underlines subjects such as community participation. The second is the notion of the ‘linking value’

of products and services and especially brands, a notion developed within the influence of 

postmodernity on marketing thought. As Cova (1997) remarks, post-modern individuals, seek 
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products and services less for their use value and more for their linking value, in order to satisfy their 

desire for communities; in this sense brands have to serve at the same time the person in their 

individuality and the group ‘togetherness’. This is the case for city brands, especially since the city has

always served and still serves as the place of this group togetherness. 

It is not the main purpose of this chapter to outline in detail the practical techniques used by 

cities to brand themselves (see chapters 5, 6 and 7). Suffice it to recall here that the three main 

techniques currently fashionable among urban planners have been listed (Kavaratzis and Ashworth 

2005) as ‘Personality branding’ (or ‘The Gaudi gambit’ after the success of its Barcelona application), 

‘Flagship construction’ (or ‘The Pompidou ploy’ after the grands projet on the Paris Beaubourg) and t

‘Events branding’ (perhaps Edinburgh and its festival being the most known example). All are 

designed to not only attract attention and city recognition but also to raise associations between the

city and attributes regarded as being beneficial to its economic or social development. It is worth

noticing that none of the above was originally planned and intended to brand the city, but reality 

showed that this could be one of their main functions. The question we have to answer, though, is if 

the city’s brand (or even only examining and thinking about the city as a brand) can operate as an 

umbrella that can cover a multitude of stakeholders and audiences. Can city branding create in the

mind of all people who encounter the city the feeling that they are dealing with an entity, with one ll

thing, which they could have a relationship with? Applying corporate branding to places demands a 

treatment of the place brand as the whole entity of the place-products, in order to achieve

consistency of the messages sent. At the same time it demands associating the place with ‘stories’ 

about the place not by simply adding them next to the name or trying to imply them by isolating 

beautiful images of the place. The ‘stories’ need to be built in the place and afterwards communicated 

to all audiences.  

This study begins with the belief that the single, ultimate goal of city marketing is to increase 

living standards for city residents. Within the city marketing context and with this final objective in 

mind, it is the development of the city’s brand and the correct understanding and treatment of its 

components that carry the most importance for the actual and tangible results of the whole

marketing strategy and planning and in this sense carry the most importance for how city marketing 

effects the lives of city residents. The selection, use and combination of branding variables, as 

outlined in the theoretical framework, is the point of contact between theory and practice, between

strategy and implementation, between planners and final users; it is the point where all efforts come 

together, and therefore the point of more possible conflict or satisfaction (also Helbrecht 1994). In

this sense, the framework described earlier is focusing on the most crucial point of citizens’

experience with the city’s marketing effort; on the actual way in which they see, hear and feel what 

marketing is doing for them. By doing so, it can serve as the centre of a circle that can be expanded 
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to include the rest of the city’s key objectives, such as increasing foreign direct investment, 

promoting tourism or preserving its heritage. All these are goals of city branding and, at the same 

time, effects of its successful implementation.  

Despite the appearance of a small number of publications on the topic of city branding in

the last years (Ashworth 2001; Hankinson 2001; Trueman et al. 2001; Hauben ll et al. 2002 and Rainistoll

2003), there is a recognised gap in the literature with regard to the branding process of cities in 

general (Hankinson 2001) and real case studies in particular (Anholt 2002; Rainisto 2003). “This is in 

contrast to the increasing evidence in the press that branding, at least as a concept, is increasingly 

being applied to locations” (Hankinson 2001:129). Moreover, the concept of corporate branding 

(itself a relatively young concept) has not received adequate attention by commentators interested in 

place and city marketing with the exception of the research undertaken by Rainisto (2003) and they

working paper of Trueman et al. (2001) (see Chapter 8 for more recenll t developments). There is also a

“remarkable paucity of real case histories and surprisingly little work that is of direct practical 

application” (Anholt 2002). Theory development would need more theoretical modelling and field

studies to get feedback regarding real needs of the places for sophisticated developments (Rainisto

2003). The study that followed the development of this theoretical framework is a step towards filling 

this gap by integrating the theoretical suggestions found in both corporate branding and city 

marketing literature into a detailed framework for understanding and analysing city branding 

processes in theory and getting feedback from the field research in selected European cities.  

According to Harding (1994), “the more pessimistic scenario [for the future of urban issues] r

is that a narrow range of interests, driven by inter – urban competition, will continue to favour theww

pursuit of development at any cost. The most hopeful scenario is that a wide variety of interests can

coalesce around the idea that improvements in the quality of urban life for all – an increasingly 

crucial economic as well as social consideration – can satisfy a wide range of demands and needs”. 

The framework described in this chapter signified the beginning of a comprehensive study, the

purpose of which was to contribute to the realisation of this hopeful scenario.
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Place branding theory
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Chapter 4  Place branding theory1

4.1 From place marketing to place branding 

Places have long felt a need to differentiate themselves from each other, to assert their individuality 

in pursuit of various economic, political or socio-psychological objectives. The conscious attempt of 

governments to shape a specifically designed place identity and promote it to identified markets,y

whether external or internal is almost as old as civic government itself. Thus any consideration of the ii

fundamental geographical idea of sense of place must include the deliberate creation of such senses 

through place marketing. 

City ‘boosterism’ as described in the many historical cases in Gold and Ward (1994) and 

Ward (1998) was not a new idea in the nineteenth century but a reaction to the growing competition 

between places occasioned by the nationalisation and globalisation of markets. However it was not 

until around 20 years ago that there was a general acceptance that promotion (largely treated as a

synonym for advertising) was a valid activity for public sector management agencies (Burgess 1982), 

and that the systematic application of marketing was relevant to collective goals and practices and 

thus an essential component of the study of places and their management (see also Chapter 1). The 

transition from the random addition of some often crude and disembodied promotion to the existing 

tool box of planning instruments to a more far reaching application of marketing as a means of 

viewing and treating places as a whole was neither smooth nor complete. However by the beginning 

of the 1990s there was a serious attempt to create a distinctive place marketing approach (e.g.

Ashworth and Voogd 1990; Berg et al. 1990; Kotlerll et al. 1993). ll

Since then a number of paradoxes have become evident. On the one hand marketing 

specialists have continued to refine their concepts and ideas and place marketing has become a 

commonplace activity of cities, regions and countries. On the other hand very few marketing 

specialists have given much thought to its application to places, treated as products, and, if they do, 

they too easily assume that places are just spatially extended products that require little special 

attention as a consequence of their spatiality. Equally, public sector planners have long been prone to 

the adoption, overuse and then consignment to oblivion, of fashionable slogans as a result perhaps of 

their necessity to convince political decision makers who place a premium on novelty, succinctness

and simplicity. 

1 This chapter is a revised version of Kavaratzis and Ashworth 2005
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Place marketing has been facilitated by theoretical developments within the marketing 

discipline that paved the way for an understanding of marketing implications for urban planning and 

management (Ashworth and Voogd 1990). The transition from city marketing to city branding is 

facilitated not only by the extensive use and success of product branding, but also by the recently but 

rapidly developed concept of corporate branding (e.g. Balmer 2001; Balmer and Greyser 2003). The 

purpose of this chapter is not to re-examine the extensive literature on corporate and product 

branding (see Chapters 3 and 8) but to focus specifically upon the self-conscious application of 

branding to places as an instrument of urban planning and management. The application of place 

marketing is largely dependent on the construction, communication and management of the city’s 

image, because, at its simplest, encounters between cities and their users take place through 

perceptions and images. Marketing therefore cannot other than be “the conscious and planned

practice of signification and representation” (Firat and Venkatesh 1993:246), which in turn is the

starting point for examining place branding. 

One of the cornerstones of marketing thought is undoubtedly consumer orientation;

thinking about the product, the company and the way we ‘do business’ from the consumer’s 

viewpoint. In city marketing and especially in the case of the city’s existing residents, consumer’s

orientation would have to be how the residents encounter the city they live in, how they make sense 

of it, which physical, symbolic or other elements they evaluate in order to make their assessment of 

the city. The field of cultural geography has dealt with such matters and has developed an 

understanding, which is useful at this point. In general, people make sense of places or construct 

places in their minds through three processes (e.g. Crang 1998; Holloway and Hubbard 2001; see also 

Chapter 3). These are first, through planned interventions like planning, urban design and so on; 

secondly through the way in which they or others use specific places; and thirdly, through various 

forms of place representations like films, novels, paintings, news reports and so on. It is generally 

acknowledged that people encounter places through perceptions and images. As Holloway and

Hubbard (2001:48) describe, interactions with places may be “through direct experience or the 

environment or indirectly through media representations”. However, what is critical is how, this 

information is processed, via mental processes of cognition, to form stable and learnt images of 

place, which are the basis for our everyday interactions with the environment. It is the mental maps 

that individuals create that allow them to navigate through complex reality, because “our

surroundings are often more complex than the sense we make of them”. Branding deals specifically 

with such mental images. Place branding centres on people’s perceptions and images and puts them 

at the heart of orchestrated activities, designed to shape the place and its future. Managing the place

brand becomes an attempt to influence and treat those mental maps in a way that is deemed

favourable to the present circumstances and future needs of the place. 
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4.2 What is place branding? 

The easy answer to this central question is that place branding is merely the application of product 

branding to places. This substitutes the question, what is a product brand and what is the process of 

product branding? How is it different from product differentiation, product positioning within

competitive situations or just the unique selling proposition of a product; all of which are well known 

and easily understood concepts. Unfortunately there is no single accepted definition and the 

marketing experts have often compounded the problem by their attempts to elaborate. Currently, 

there is at least a general agreement in the marketing literature that the brand is more than an 

identifying name given to a product. It is also not a synonym for a single catchy slogan, however 

much this might embody the aspirations of the city authorities. Places do not suddenly acquire a new 

identity, thanks to a slogan and a memorable logo. This would imply that what gave meaning and 

value to the paintings of Pablo Picasso was the characteristic signature he used and not the 

innovative ideas and style of his art. Slogans and logos (figure 4.1) may be useful practical 

instruments in a place branding strategy but they are not the strategy itself. 

A brand embodies a whole set of physical and socio-psychological attributes and beliefs which are 

associated with the product (Simoes and Dibb 2001).  It is more than the shaping of distinctiveness:

it is the forging of associations.  “… a brand is a product or service made distinctive by its

positioning relative to the competition and by its personality, which comprises a unique combination

of functional attributes and symbolic values” (Hankinson and Cowking 1993:10).  Branding is a 

deliberate process of selecting and associating these attributes because they are assumed to add value 

to the basic product or service (Knox and Bickerton 2003). From this value stems a series of 

consequential and important attributes about the nature of the product, of its marketing and of 

consumer behaviour towards it.

4.3 The components of the brand 

Chernatony & Dall’Olmo Riley (1998) identify twelve perspectives on the definition of the

brand found in the literature. After a critical examination of those perspectives, they suggest that “the 

brand is a multidimensional construct whereby managers augment products or services with values

and this
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Figure 4.1: Examples of city logos

facilitates the process by which consumers confidently recognise and appreciate these values”. The

boundaries of the brand construct are, on the one side the activities of the firm and on the other side

the perceptions of the consumers. The brand becomes the interface between these two. A number of 

elements lie at each end of the boundaries of the brand construct. For the brand owners, these

elements are the features and beneficial attributes imbued in the brand. In addition, marketers may 

chose to stress symbolic, experiential, social and emotional values (Chernatony & Dall’Olmo Riley 

1998), creating the brand identity. But these elements are not enough by themselves to construct a

brand, as the brand relates to quality and values as perceived by the consumer. Branding is a mode of 

communication and communication is always a two-way process. From the consumer’s side, central

to the concept of the brand is the brand image, which incorporates perceptions of quality and values

as well as brand associations and feelings. In summary, brand identity, brand positioning and brand

image are related as in figure 4.2.
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The product - A branded product requires a brand identity, a brand differentiation and a brand

personality (Aaker 1996). These are not so much separate attributes as re-statements of the same

feature from different perspectives. Identifying and clarifying the brand identity, or the core identity, is 

in itself an instrument of differentiation of one product from another and recognising its brand 

positioning, that is its relationship to competing products within a defined competitive arena. The

process of product branding is both creative initiationg and careful maintenance. This brand management is t

thus both strategic and tactical although disproportionate attention in the literature is generally paid

to the former (Keller 1998:594). The objective of the process and method of measuring its degree of 

success is the increase in brand equity which is the extra benefit enjoyed by the consumer above the

bare utility value of the product.  Such equity in turn is composed of the two elements of brand value

(i.e. the associations themselves) and brand awareness (the strength of the recognition of such

associations).

Figure 4.2: Components of the brand

BRAND
IDENTITY

How the owners want 
the brand to be
perceived

BRAND
IMAGE

How the brand is
perceived

BRAND POSITIONING
That part of the value proposition communicated 
to a target group that demonstrates competitive 
advantage
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The producer - Product marketing and specifically branding has shifted much of the focus of its g

attention recently to the nature of the producer and specifically the idea of corporate level marketing, 

and thus corporate branding (e.g. Balmer 1998; Balmer and Greysg er 2003; also see Chapters 3 and 8).

Product branding is now generally subsumed into the branding of the organisations that make and

sell them. The corporate brand has been defined as the ‘state of will of the organisation and the activeww

part of the image building process’ (Kapferer 1997). It is the expression of a corporate identity, which

“articulates the corporate ethos, aims and values and presents a sense of individuality that can help to

differentiate the organisation within its competitive environment” (Riel and Balmer 1997:355). The

associations represent what the brand stands for and imply a promise to customers from the

organisation’ (Aaker 1996) or even an explicit ‘covenant’ (Balmer 2001) between an organisation and,

not only its customers, but also its key stakeholder groups. This links the integrity of the product 

brand to the organisation and people behind the brand: “a corporate brand is the visual, verbal and 

behavioural expression of an organisation’s unique business model” (Knox and Bickerton

2003:1013). The brand is expressed through the company’s mission, core values, beliefs,

communication, culture and overall design (Simoes and Dibb 2001). Crudely expressed, our products

are different because we are different and they have added value because we have such value.aa

The difficulties, limitations and vulnerability to unpredictable and unmanageable events of a 

corporate brand as so defined have been widely noted. “… although prevailing corporate thinking 

considers identity to be a monolithic phenomenon, this premise is narrow and inadequate” (Balmer 

and Greyser 2002). It seems so self-evident as to be not worth statff ing that organistt ations are not a 

single organism but are a composite of individuals and thus inevitably possess multiple identities. 

These may “co-exist comfortably within the organisation even if they are slightly different” (Balmer 

and Greyser 2002:16) but equally may not and organisations manage their multiple identities to avoid 

potentially harmful misalignments.  

The consumer - Branding is not only a differentiation of the product; it is also a differentiation of 

the consumer. The objective is brand equity, loosely defined as the extent and nature of the consumers’ 

knowledge of the brand, which is the sum of brand value, brand awareness and s brand loyalty. The first is 

the balance of positive or negative associations, the second the degree of recognition of the

distinctiveness of the brand and the third the consistency of these variables over time. Each could be 

further refined and linked to brand image as ‘the perception of the brand in the minds of people…. it e

is what people believe about a brand –their thoughts, feelings, expectations’ (Bennett 1995) or ‘brand 

identity as the creation of a relationship between the brand and the customers with a value proposition y

that consists of functional, emotional, and self-expressive benefitstt ’ (Kapferer 1997). It perhaps needs

reiterating here that although branding is performed by producers for their advantage, it is also in the 
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interest of consumers in so far as it facilitates consumer decision-making. Brand equity simplifies 

choice by allowing consumers to rapidly identify products whose supplyy is guaranteed, quality y

controlled and stabilised (Kapferer 1997:9).

Brands are not only considered as valuable assets of a company, but furthermore, as seen in

chapter 3, brands play a vital role in the construction of consumer identity (Elliott and Wattanasuwan

1998). Furthermore, brands are said to poses a ‘linking value’, which links the brand users into groups 

or communities (Cova 1997). Certainly there are links between the adoption of life-styles as group 

identifiers and the strong association between these and specific brands to the extent that groups 

themselves become branded with the product (the ‘Armani set’). Much brand management in 

practice is an interaction between such life-style brands and the products they feature with producers 

attempting to exploit create or, on occasion, eschew such associations.

4.4 From products to places 

Places can be easily assumed to possess the above characteristics of identity, differentiation and 

personality and can thus be managed to maximise equity, value and awareness. However, whether the

terms suffer a significant shift in meaning when applied to place products remains to be considered. 

The importance of the image for the consumer or user of the place is what connects city branding to

cultural geography. It also focuses upon the ever-necessary consumer orientation. We think of the

place from the viewpoint of the end user; in terms of the way they sense, understand, use and 

connect to the place. 

An immediate, persistent and convincing objection to this whole line of argument is that 

places are just too complex to be treated like products. This would explain Hankinson’s (2001:129)

comments that “in contrast to the marketing of locations, there are relatively few articles to be found 

in the academic literature with regard to the promotion of locations as brands. This is in contrast to

the increasing evidence in the press that branding, at least as a concept, is increasingly being applied 

to locations”. Place branding, like place marketing in general, is impossible because places are not 

products, governments are not producers and users are not consumers.  

The contention of this chapter, however, is that place branding is not only possible it is, and

has been, practiced consciously or unconsciously for as long as cities have competed with each other 

for trade, populations, wealth, prestige or power. In the marketing literature, it is acknowledged that 

the brand and the product are not synonymous. At its simplest, the difference refers to the added 

values that branding attributes to the product. Jones (1986) defines the brand as “a product that 

provides functional benefits plus added values that some consumers value enough to buy”. This is 
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the augmented product, well known in various marketing articles. The novelty is that branding 

attempts to market this augmented product. It is the added values that provide the guidelines for the 

construction of the functional benefits and not vice versa.  All branding tries to endow a product 

with a specific and more distinctive identity (Cova 1996) and that is, in essence, what most city 

marketing seeks to do for cities. A place needs to be differentiated through unique brand identity if it 

wants to be first, recognised as existing, secondly, perceived in the minds of place customers as 

possessing qualities superior to those of competitors, and thirdly, consumed in a mannertt

commensurate with the objectives of the place. Thus identity, differentiation, personality and thereby 

positioning in competitive arenas are all transferable concepts as long as the implications of this

transfer are fully understood. By this we mean that we can accept places as brandable products if 

their intrinsic and distinctive characteristics as place products are understood and a special form of 

marketing developed which accommodates and utilises these characteristics. Much of the literature

from marketing specialists is not encouraging in these respects.t

There have been numerous studies of the promotion of individual and groups of places, 

since Burgess’ (1982) pioneering account of promotional media used in UK local authorities. Almost 

20 years later Hankinson (2001) studied the practice of branding in 12 English cities, discovering that 

it was both widely used and little understood, which was a not altogether startling or indeed very 

helpful conclusion but is all too typical of many such investigations. Trueman et al. (2001:8-13)ll

struggled with this problem of transfer of conventional product brand analysis to places, concluding 

that it was possible, ‘provided sufficient weight is given to different stakeholders’. This is no more

than a recognition that places have more varied ‘users’, ‘owners’ and ‘governors’ than do commercial

corporations and thus not only are the products more varied, so also are the goals of the producers 

and the utilities of the consumers. The two intrinsic weaknesses of stakeholder approaches, namely 

that the list will never be all-inclusive and the weighting between them crude, are so more evident 

with places than with commercial products as to effectively admit that the conditions can never be 

met.

The similarities between corporate branding and city branding have occurred to many 

observers (see chapters 3 and 8). However, it is far easier to state these similarities than to measure 

them let alone accommodate them in applications of place branding. In addition public place 

management corporations may have considerable difficulty in projecting a single clear corporate

identity because most democratic political systems encourage the open expression of alternatives

rather than concealing them within a spurious communal unanimity. 

There are at least three different sorts of place branding which are often confused in the 

literature but which are really quite different operations conducted by different types of producers for 
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widely different objectives. The first is geographical nomenclature, the second, product-place co-

branding and the third, branding as place management. Geographical nomenclature is merely where a 

physical product is named for a geographical location. The archetype is the sparkling wine 

‘Champagne’. This is not place branding as we mean it here. It is merely a copyrighted brand name,

legally preventing other places from adopting the word but not the ‘champagne method’ andg

presumably preventing other producers in the location naming their different products with the same 

place title. There is no conscious attempt to link any supposed attributes of the place to the product,

which gains nothing from the association, which is only an historical-geographical accident, which

could conceivably have been somewhere else without loss. A place becomes only a name for a

specific brand or, in other instances, a generic name for a production process. The place has no other 

significance and neither determines the locus of production or any other transferable characteristic: 

Parma ham receives nothing from Northern Italy nor muslin from Mosul. However there are many 

instances where it would be difficult not to name the product from its location, as the geographical

location is an important part of what is being sold.  Property agents and tourism promoters come

immediately to mind as they are unavoidably selling actual locations. Here the typology begins to 

move away from the first category towards the second and third especially when sellers begin to 

select, modify and manipulate geographical nomenclature creating in effect their own geographies. 

Place branding, however, is not about using the qualities of the place to promote local products in

national and international markets. Branding Brussels as hometown of sprouts is very different from 

branding it as the capital of Europe. On the contrary, part of place branding is about using the 

qualities of local products to ascribe meanings and associations to the place.

Co-branding is common enough among physical products (’fish and chips’ would be a 

textbook example. Co-branding of product and place, attempts to market a physical product by 

associating it with a place that is assumed to have attributes beneficial to the image of the product.

An example often quoted in the textbook is ‘Swiss watches’. This is a different use of place

nomenclature than ‘Champagne’ because the objective is to transfer characteristics of reliability,

fastidiousness and meticulousness assumed to be associated with the Swiss people or the country 

Switzerland, to watches for which these are assumed to be desirable attributes. This is an intrinsically 

dangerous practice if only because place images are both multifaceted and unstable.  The above 

characteristics of the Swiss assumed to be beneficial to the product could be substituted by the much 

less helpful, and equally assumed, characteristics of parsimony, parochialness and creative dullness.

Equally such place associations can change quite rapidly, shifting from positive to negative 

associations. 

Thirdly, place branding can be treated as a form of place management.  At its simplest level 

much place management depends heavily upon changing the way places are perceived by specified
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user groups. For instance, “…urban renewal includes the creation of an identity with its own

experiential value, which is profoundly original and uncopiable. This touches upon such points as

structure, programming, functions, the sort of actions and activities that characterize the image of the

city, events and in the last resort the chemistry of the people who operaterr  there” (Florian 2002:24). 

The creation of a recognisable place identity, little more than a sort of civic consciousnesses, and the 

subsequent use of that identity to further other desirable processes, whether financial investment,

changes in user behaviour or generating political capital. It should be clear from the above definitions 

that this is more than the creation and promotion of place images as part of place management.

The question that remains, is can the city’s brand (or even only examining and thinking 

about the city as a brand) operate as an umbrella that can cover a multitude of stakeholders and

audiences? Can city branding create in the mind of people who encounter the city the feeling (or evenf

illusion) that they are dealing with an entity, with one thing, with which they could have a 

relationship? In theory, and also in practice, the answer is yes, as long as the values that are developed

as the core of the brand are bound together by a vision which gives them meaning, impetus and

direction (Chernatony and Dall’Olmo Riley 1998). But then we need to develop an integrated

framework that will clarify all aspects of developing a city-brand and give guidance for managing it. g

What if the answer is no? Should we dismiss city branding as a misleading irrelevance? Even if the 

city-brand cannot work as an umbrella to cover all aspects of life and activity in the city, then it might 

be worth breaking it down into its components in terms of the major audiences it addresses. This is

what has been practiced within city marketing. The city is simultaneously a place of residence and ay

place of work for the people that live in it, a destination for the people that visit it (or plan to do so),

a place of opportunity for the people that invest in it. Can we, then, develop different brands for each

of those audiences? Practice shows that we can. So the city becomes a multitude of brands, a brand

line similar to a product line. This logic stems from product branding. It is a city marketing approach, 

where market segmentation, separation and targeting are the critical activities. We plan, create and sell

different products to the various segments.

The main suggestion of corporate branding is that the whole organisation is branded, not 

each product. Each product can enjoy the benefits of belonging to the corporate brand family. That 

is not to say that market segmentation has lost its meaning or usefulness (although some post-t

modern commentators do argue that). But it is not used for the corporate brand. The corporate 

brand is attached to more universal values, such as social responsibility, environmental care, 

sustainability, progressiveness, innovation, trust, quality etc. Applying corporate branding to places

demands a treatment of the place brand as the whole entity of the place-products, in order to achieve 

consistency in the messages sent. At the same time it demands assot ciating the place with ‘stories’

about the place not by simply adding them next to the name or trying to imply them by isolating 
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beautiful images of the place. First, the ‘stories’ need to be built into the place, not least by planning 

and design interventions, infrastructure development and the organisational structure and,

subsequently, they can and must be communicated through the more general attitude of the place 

and through promotional activities (Kavaratzis 2004). When this is achieved, place marketing will be 

able to effectively deny the accusations of selective manipulation of meanings (Griffiths 1998),

creation of inauthentic traditions and irrelevant cultural motifs (Kearns and Philo 1993) and 

exacerbation of social inequalities and unrest (Griffiths 1998). 

It is not the main purpose of this chapter to outline in detail the practical techniques used by 

places to brand themselves. Suffice it to recall here that the three main techniques currently a

fashionable among urban planners have been listed as ‘Personality branding’ (or ‘The Gaudi gambit’

after the success of its Barcelona application), ‘Flagship construction’ (or ‘The Pompidou ploy’ after 

the grands projet on the Paris Beaubourg) and ‘Events branding’.  All are designed to not only attract t

attention and place recognition (thus brand awareness) but also to raise associations between the places

and attributes regarded as being beneficial to its economic or social development (thus brand utility).yy

4.5 Places, products and brands 

This chapter began with the assertion of the existence of a gap between two approaches and usages 

of place branding; that of the public sector place managers and that of the commercial producers. 

This gap has not been bridged here but its dimensions have been specified and some of the 

confusion resulting from two quite different approaches can, to an extent at least, be ordered.

One approach, shared implicitly by most marketing scient ce experts, stems from the 

standpoint and experience of commercial product marketing. Here, there is no logical or practical

difficulty in transposing physical and place products, commercial and public corporations, customers 

and place users. Place branding becomes the use of place names as products and the use of place f

attributes as associations for products. In contrast, another approach stems from the viewpoint and

experience of place management, where marketing terminology, techniques and philosophies have

been used for at least a decade as part of public sector management for collective goals. In so far as

brands are assets, which are expensive to create and manage, it is not surprising that brand owners 

endeavour to protect them from predatory competitors. It is perhaps a significant distinction that 

copyright law rarely applies to place products. (The ‘champagne’ type case copyrights the

nomenclature as product name not the place product in our sense of the word.) The disputes that 

have occurred, such as the ‘battles’ between spatial jurisdictions for’ Robin Hood Country’’ or ‘King l
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Arthur’s Camelot’’ have not resorted to judicial resolution, which points up a number of significant 

differences between place products and other products.

Place branding from the standpoint of the place recognises that place products remain places

with the distinct attributes that accrue to places, such as spatial scale, spatial hierarchies, resulting 

scale shadowing, the inherent multiplicity and vagueness of goals, product-user combinations and

consumer utilities. All these and more (as outlined in Ashworth andtt Voogd 1990) make places 

distinctive products and thus place branding a distinctive form of product branding. If these

distinctions can be recognised and incorporated into the process then it becomes a valid and effective 

form of management: if not, it is an irrelevant distraction. Chapters 8 and 9 of this thesis address 

these distinctions and attempt such incorporation.  
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Marketing Amsterdam
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Chapter 5  Marketing Amsterdam: I amsterdam1

5.1 Why market Amsterdam? 

Amsterdam is a city with a long trade tradition and a strong reputation for culture and innovation.

However, the position of Amsterdam as a major national and international cultural centre has for 

some time been threatened by a sharpening of competition from other cities both within and outside

The Netherlands. Research undertaken by the city’s organisations indicates that Amsterdam’s

position is dropping in various international rankings, for example as a city of conferences (City of 

Amsterdam 2004) and while over the past decades Amsterdam has scored well as a business location,

competition is also rising in this area. 

As a tourism destination, the city has been under threat by several European cities. The 

image of Amsterdam as a tourism destination is based on two major themes (Ashworth and

Tunbridge 1990). The first is dominated by the urban design of the early modern period. It is an 

image of Vermeer townscapes composed of tightly packed canal-side buildings; a wealthy ‘Golden ll

Age’ trading city. The second is the current popular image of the city which was formed in the late

60s and is based upon a youth culture of sexual liberalism and narcotic indulgence; a radical hippie-

Mecca. The problem with this composite image was its very success at becoming established and

recognised which has made change difficult and has largely fossilised Amsterdam within a changing 

world, a condition evident by the 1970s as Amsterdam’s tourism became ever more associated with 

cheap drink¸ commercial sex and available drugs.

The city’s position might have dropped in various rankings but Amsterdam remains a

significant player in international competition. In the European Cities Monitor of 2005 for instance,

Amsterdam is ranked 6th best city to locate a business, but takes only the 18th place in the list of 

cities that do the most to improve themselves (European Cities Monitor 2005). Although the 

accuracy of such rankings could be doubted and the importance attributed to them by city residents

or tourists has not been examined, the fact is that officials in most cities, including clearly 

Amsterdam, take them very seriously (Ashworth and Voogd 1990). Widespread in the city is the

notion that increasing competition among European cities has required ever more emphasis to be 

placed on each city’s strengths in order to attract desired visitors and residents. It should be

remembered that Amsterdam has not undisputed primacy within The Netherlands but faces strong 

                                              
1 This chapter is a slightly revised version of Kavaratzis and Ashworth 2007 
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competition from The Hague, the de facto political centre, Rotterdam, which poses a strong 

commercial challenge and even smaller cities which compete with a distinctive historical, cultural or

educational image. The general belief is that a more efficient use of marketing will lead to an increase

of the number of visitors and the use of products and services in Amsterdam. The major goals stated

are to attract more attention to the city from international audiences and maintain or increase the 

position of the city in various international rankings (City of Amsterdam 2004).

Figure 5.1: Aerial view of the centre of Amsterdam

The goal of improving Amsterdam’s position in these rankings is a clear example of a 

common view which looks at city marketing as a response to increasing interurban competition 

(Kotler et al. 1999; Berg and Braun 1999). However, facingll increased competition is not the only g

motive for Amsterdam’s marketing venture. Another motive is the appreciation that one of the main 

elements of the city’s international image associated with the liberal attitude towards soft drugs and
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prostitution is now seen as inappropriate, as it overshadows other more desirable aspects of the city’s

aspirations. Indeed the idea is that Amsterdam should be attracting more types of visitors and not g

just young tourists arriving in hoards to legally smoke marihuana in the many coffeeshops and visit 

the famous windows of the Red-Light-District. This is a clear example of city marketing being used

to change the image of cities and this is the reason for the acceleration of the use of city branding;

the increasingly popular concept of re-imaging or re-branding cities.  

A final, equally important, motive is the widespread view that the city can only gain from a 

systematic and structured use of city marketing; that city marketing is a powerful tool in the hands of 

city management and, if used appropriately, it can promote all aspects of urban development. As one 

member of the city’s council put it, “city marketing is about loving your city and showing to other 

people why you love it”. This motive, explicitly demonstrates the implementation of city marketing as

a place management philosophy (Kavaratzis and Ashworth 2005). In this case city marketing is not 

called upon as a crisis-solving mechanism to provide immediate solutions to urgent problems. It is 

used as a proactive strategy, as a crisis-prevention mechanism and for it to be effective it needs long 

term orientation and consistency. Thankfully, this motive is a hopeful sign that Amsterdam might 

avoid the common short-sighted view of weak competition. 

5.2 Research and vision development 

The importance of research and auditing as the first step of the marketing process has been 

highlighted in all city marketing literature (e.g. Ashworth and Voogd 1990; Kotler et al. 1999). ll

Knowledge of existing demand, existing images and associations and the problems which city 

marketing is setting out to solve or mitigate is necessary and signified in the extensive effort 

described in this section.

The first step in the new approach of marketing Amsterdam was a benchmark study that 

compared the practice of city marketing in 4 cities (Barcelona, Berlin, Dublin, Rotterdam) undertaken 

by a communications agency (Gemeente Amsterdam 2003). The choice of the specific cities was

based on the agency’s estimation of those cities as major competitors of Amsterdam; an estimation

that, although not explicitly explained, is obviously based on the recent improvement of the position

of the three foreign cities in relevant rankings and the traditional Dutch ‘rivalry’ between Amsterdam 

and Rotterdam. The general conclusion of this study was that Amsterdam needed to intensify its

marketing efforts. More specifically it was shown that Amsterdam had not pointed out its advantages 

as clearly as the rest of the cities, it had not done enough to showcase improvements in the city to

international audiences and that it did not emphatically opt for key values that would capture the
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city’s essence (Gemeente Amsterdam 2003). Furthermore, the research identified a lack of 

responsibility for the Amsterdam brand, something upon which other cities were seen to place more 

significance. The most important lessons learnt by Amsterdam from this study were that there is a 

need to chose specific sectors and prioritise actions, the chosen profile must fit the reality of the city,

roles allocated to the public and private sector must be balanced and that branding can be a powerful

tool (Gemeente Amsterdam 2003). Although these lessons might seem trite, the benchmark study 

was valuable for officials in Amsterdam, as it gave a clearer idea of how other cities apply marketing.f

Based on this analysis the city decided to proceed with developing a main vision for its future, the 

creation of a new brand and the establishment of a public/private platform that would develop and 

manage them. 

A consultancy took over the task of suggesting specific methods, goals and processes for the

marketing effort and proposing an appropriate and effective organizational structure. Numerous

interviews were conducted with selected people with a significant role in the city, aiming to identify 

the respondents’ view on the unique distinguishing elements of Amsterdam so as to establish theg

main values on which to base the marketing and branding effort. The results were combined with

other sources, namely specialist literature on city marketing and statements on Amsterdam from 

various sources, including policy documents and travel guides (City of Amsterdam 2003). Based on 

the analysis of the data collected, they deduced a selection of sixteen dimensions of the city (Figure 

5.2), which were considered to adequately represent the versatility of Amsterdam and what it means

for its audiences (City of Amsterdam 2003). The selection of these dimensions should be treated with

caution for two reasons. First, all cities are obviously versatile and diverse and most of the chosen

dimensions are by no means unique to Amsterdam. Secondly the process of deciding on the specific 

dimensions shows clear signs of a top-down approach. 

Aware of these problems, the consultancy, in an attempt to deal with the issue in a more 

bottom-up way, extended their research on residents of the city using questionnaires, in which the tt

respondents had to attribute points assessing how the city performed according to them in the

sixteen dimensions. Afterwards, they established a picture of priorities and opportunities for the

current image and for what the city is aiming at, representing the sixteen dimensions in the form of a

spider’s-web (Figure 5.2). This web provided a guide as to what the city needs to work on. It became 

clear, for example, that living conditions in the city (Liveable City – Residential City) need

considerable improvement or that policies of cultural production need refocusing as the evaluation of 

the Artistic City and City of Events show. It also became clear that the strong association of the city 

with Sex and Drugs is not desirable. 
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Figure 5.2: The spider web

Based on the presentation of the spider’s-web, and in an attempt to gain clearer focus for 

later activities, they proceeded to choose six of the above dimensions of Amsterdam as ‘priority 

dimensions’. The truth is that prioritising dimensions can, almost by definition, not be faultless and it 

continues to show a top-down mentality, as much as the people responsible for this selection justify 

it by the research on the residents. These ‘priority dimensions’ are: City of culture, City of canals, City 

of meetings, City of knowledge, Business city and Residential city. The first three are regarded as 

‘strong’ in that they were recognised by respondents as significant assets (despite the fact that three 

of the dimensions obviously associated with a city of culture, namely artistic city, city of events and f

city of knowledge, need stronger efforts), while the second three are relatively ‘weak’ being not 

recognised and thus needing attention. The explicit goal of the whole marketing effort is to maintain 

the city’s strong position in the first three and strengthen the position of Amsterdam in the rest.
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Furthermore, Amsterdam chose to distinguish itself through the combination of three core values,

namely creativity, innovation and the spirit of commerce on which the brand of the city should be 

based. It is a general belief that these values express the ‘real’ meaning of the city and that these have

been the city’s strengths for centuries. Of course, it remains unclear in what way these values are the 

core values of the city; what makes Amsterdam more creative than any other city, for instance? It is

also doubtful if, in general, a city can be adequately represented by three values or that a city’s

excellence can be based on such values. However, the fact is that in city marketing there is indeed a 

need to choose certain characteristics to work with and this choice intt evitably involves rejections. The 

officials in Amsterdam followed their own way to make the necessary selections and, in a matter as 

complex as the characteristics of a city, any selection would be vulnerable to criticism. 

This early stage of the marketing process in Amsterdam contains decisions that are dubious. 

The choice of the sixteen dimensions of the city and their transformation first into three core values

and then, as will be discussed later, into one slogan is suspicious. Officials in the city seem to accept 

that these steps were smooth and valid, but there is no evidence for this. The selection of the 16

dimensions that are thought to express all aspects of the city is based on the previous research but, as 

valid as this research has been, it is not clear exactly whose choice these dimensions are. One could 

easily argue for the inclusion of others or against some chosen ones or attribute less importance to 

others. This is also (or especially) the case for the six dimensions that achieved a ‘priority’ status.

Furthermore the exact way of deducing the three core values from a possible list of many more 

values that could also be used, is not clear and the final core values seem to have been chosen by the

consultancy, which does not mean that they are necessarily wrong or necessarily right.  

A very important point to be raised at this point is the fact that the choices of the

dimensions and values seem to have gained the support of all partaa icipants in marketing Amsterdam. tt

Although it cannot be appreciated if the support comes from a genuine agreement or a convenient 

silence, this support might prove to be the crucial factor in the effectiveness of the whole effort.

5.3 Target groups 

Seven primary target groups for the city marketing of Amsterdam were selected (Table 5.1). There

are questions raised about this selection. The popularity, for instance, of the creative industries, as

well as their exact nature, has not gone without certain wondering (e.g. Hall 2000). What exactly is

the big-city atmosphere that Amsterdam can offer, considering that it is not a big city by international

standards, and what do ‘active’ residents seek to do? What is the knowledge climate and how does 

Amsterdam compete within and outside The Netherlands as a knowledge centre? There is an obvious 
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effort to be all-inclusive; an effort that might lead to problems of ill-defined and over-ambitious

target groups, and therefore a lack of precision and even confusion in the actions and messages 

addressed to them.  

It should be pointed out that city marketing does have the intrinsic characteristic that it is

very difficult to distinguish between the various groups of city users. Unlike commercial companies, a 

city is not in a position to exclude groups of users, for reasons of social justice, political balance or tt

future security and sustainability. There is, though, a comfortingtt agreement that the first desiredg

result of Amsterdam’s marketing effort and a necessary condition for the next phases is to make its 

residents believe in the core values of the city, ‘feel’ the city’s brand and be proud of their city.  ff

Table 5.1: Target Groups of marketing Amsterdam, Source: City of Amsterdam (2004: 21-22) 

Target groups of marketing Amsterdam 

Business Decision Makers (of international enterprises with their head offices in the Amsterdam area) 

Logistics Service Providers

Creative Sector (design companies, media, content producers, ICT, fashion, usually existing smaller 
enterprises)
Knowledge Workers (talented, young, creative people and scientists who feel attracted to the knowledge
and business climate in the city and to the quality of life) 

Active City Dwellers (residents attracted by the atmosphere of big-city Amsterdam)

International Visitors (foreign tourists and congress participants who feel attracted to the facilities of ff
Amsterdam and surroundings) 

Current Inhabitants of Amsterdam and surroundings as ambassadors of the city 

5.4 Organising for marketing 

According to the literature (Ashworth and Voogd 1990; Berg and Brown 1999), organising for city 

marketing is a major consideration. Organisational measures are not only a significant component of 

the city marketing mix but are also important elements of the development of a city’s brand

(Kavaratzis 2004). 

The main coordinator of the marketing effort of Amsterdam is a newly established Public-

Private Partnership called Amsterdam Partners (see Table 5.2). The organization of Marketing 

Amsterdam could be briefly summarized as follows. There are two sources of funding and

responsibility, the ACCU (an internal council of coordination) which coordinates the activities

undertaken by the various departments of the municipality and Amsterdam Partners which is

responsible for securing and managing funds from the private parties. Some projects are undertaken
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by the Municipality, other projects by the private sector and some are common. Final responsibility 

for all projects and the wider strategy lies with Amsterdam Partners. 

The importance of coordination in city marketing is clear, especially when examining the tt

everyday activities of city managers (Czarniawska 2002). The majority of people involved in the 

marketing effort of Amsterdam, and all the written reports on it, attribute critical importance to the

cooperation between involved parties and largely describe city marketing as a coordinating activity.

City marketing, of course, may integrate different policy areas and include measures to promote inter-

organisational cooperation, but it is not a synonym for coordination. 

Table 5.2: Partners in Amsterdam Partners, Source: City of Amsterdam (2004: 31)

Partners in Amsterdam Partners

Seven departments of the municipality (e.g. Department of Communication, Department of Economic
Affairs etc.) 

Amsterdam Area (eight neighbouring municipalities and the Province of North Holland)

The Business Community (the regional Chamber of Commerce and several private companies from large
multinationals to small local companies)

Covenant Partners (eight organisations that were already involved in marketing the city and have an active
role in supporting and advising on strategies and practical issues) 

Two different processes take place on a day to day level. First, one of the municipality’s

departments or another organisation approach the main coordinators with the suggestion of a project 

that presents advantages for the whole marketing effort or needs certain support. Then the 

advantages are evaluated before a decision is reached to include the specific project in the wider 

strategy or not. Alternatively, the coordinators identify certain potential in a current project or they 

think of a project that would complement existing ones and they suggest relevant actions. The main 

criteria for inclusion are the degree to which the activities in hand address the selected target groups

and their suitability for promoting the chosen core values of the city and fostering the pre-set general y

goals.

The organisational structure the city has chosen is one of the strongest points of the whole

marketing effort. A significant advantage in marketing Amsterdam is that there is a wide consensustt

and support on the strategy and the organisation. There is also a wide agreement that city marketing 

and branding are long-term activities, which need time to establish routes within the city and then be

able to communicate to the outside world. Under these conditions the achievement of consistency 

seems viable. 
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5.5 Marketing implementation 

After Amsterdam Partners was set up and the main strategy was decided upon, the decision was 

made to proceed with 6 main city marketing projects: 

5.5.1 Cultural events  

Cultural events and festivals play a very important role in marketing Amsterdam, stemming obviously 

from the tradition of the city as a cultural centre. This is exemplified, for instance, in the fact that 

Events and Festivals Manager is one the three main positions within Amsterdam Partners or the

effort city officials put into gaining the organisation of the 2005 Bollywood Oscars. Events are

considered the strongest tool of marketing and ideal carriers to strengthen Amsterdam’s profile,

because they are “big moments of visibility”, where the city can attract significant international 

attention at one time. Organising events around theme-years is a favourite tactic, with 2005 the ‘Year

of Water’ and 2006 the ‘Year of Rembrandt’ (figure 5.3). 

Figure 5.3: A life-size representation of Rembrandt’s Knight Watch for the ‘Year of Rembrandt’ 
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The problem with the approach towards events in Amsterdam is that it is still product-

oriented (Dahles 1998). For the people responsible, the interesting and useful aspect of culture is,

understandably, the consumption of cultural goods. In order to understand this consumption,

however, it is necessary to look beyond the range of cultural events the city is or can be offering and

into the experience of the consumers of such events, whether local residents or foreign tourists. The

objective of cultural events and festivals should not just be to attract attention, regardless of the type 

of attention, but to create and strengthen associations with specific qualities. Although there is certain

mention of events designed to promote understanding of the various sub-cultures that exist in 

Amsterdam, events are used in a rather unselective manner. 

5.5.2 Hospitality 

This project aims to make the city more hospitable to visitors (Gemeente Amsterdam 2005). The task 

is to identify where and how visitors feel that the city is hospitable or not and determine which

actions and measures can be taken to make visitors feel that they are welcome. The project is

organized around four groups of activities (Gemeente Amsterdam 2005): a) The Red Carpet: this

part of the project strives to make information to visitors widely accessible in and around the city. It 

also strives to stimulate attractive and recognizable routes to all interesting places in the city, while

attempting to make the visitors feel well-treated, b) Cooperation: Hospitality is seen as a collective 

matter and Amsterdam strives for the cooperation of many parties and partners and especially for

communal input through workshops and discussions with interested actors and consultations with 

local entrepreneurs. Training of groups of people highly influential for the image of the city, like taxi 

drivers, is also considered, c) Communication: the belief is that hospitality should be visible to 

everyone; therefore actions will be taken in order to gain more publicity in local media, but also to get aa

new ideas and suggestions from local people, d) Milestones: this part of the project concerns the use 

of various existing events and activities that are seen as opportunities for common action towards the 

goals of the hospitality project, in that they create a momentum for wider communal participation.

The Hospitality project as part of the city’s marketing effort is indeed interesting and could 

promise significant potential, in that it does begin with the right question, namely where and how do 

the users of the city feel the city’s brand and what can be done to strengthen this feeling? The

mentality shown in dealing with this question is indeed a sign of hope as it approaches the city from

the point of view of the users. It is, however, doubtful if the project will manage to provide the right 

answers, as it seems to concentrate on issues and actions that should be confined to a secondary role. 

Adequate information, for instance, provided to the visitors through street signs etc, might play a role

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:74Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:74 2008.09.12.   15:19:412008.09.12.   15:19:41



7575

in the visitor’s experience of the city, but it is definitely not the main problem of the image of 

Amsterdam as a tourist destination. The intention of using the milestone events as generators of 

communal input, surely does not qualify as a systematic and structured approach. While in the city 

the belief is that the hospitality project concerns what in marketing terms is called product 

development, in essence the project is a collection of promotional activities with no deeper route in

the collective life in the city. On the other hand, the project is worth taking further, especially by 

redirecting it towards the essential problems of Amsterdam’s image.  

5.5.3 International press policy - New internet portal 

Previous policies to attract international press were considered inadequate and passive. The aim of 

these projects is for the city itself to initiate press attention, to upgrade the content of the

information offered and to create one contact point and advice centre for international journalists. 

The website of the city has been upgraded, so that it is easier to find in ont e site all the information 

visitors and potential visitors need. In accordance with most recent theoretical suggestions (e.g.

Urban 2002), presence in the internet is considered a major tool of t developing the city’s image and a 

strong means of communication and experience of the city. Part of the portal will be a section

addressed to companies, in cooperation with the Amsterdam Foreign Investment Office, which

strives to provide a single contact point to help companies establish and maintain operations in the 

Amsterdam area. 

5.5.4 The ‘pearl’ projects 

Some of the ongoing infrastructure or other regular projects, for example the Zuidas building project 

(www.zuidas.nl(( ) and the Uitmarkt festival (ll) www.uitmarkt.nl(( ), were selected to be directly linked withll)

the city’s marketing in an effort to take full advantage of the strong effect that these projects have on 

the city’s image. The selection means that these projects will have priority in the policy of the 

responsible departments, they will be communicated to interestedww  parties in accordance with the 

city’s brand communication and they will have priority in the various communication platforms. This

is an interesting point that considers the necessary link between the city’s marketing strategy and the 

regular policy programme of the city’s authorities. This integration of city marketing into the normal 

policy and vice versa is indeed on the right lines for more effective city marketing.
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5.6 The branding campaign 

The project that completes the main city marketing activities in Amsterdam is the development of a 

new branding campaign, launched in September 2004. The main idea behind the campaign is that 

over recent years Amsterdam has had too many brand carriers, for example ‘Amsterdam Has It’, 

‘Small City, Big Business’ and ‘Cool City’. The new approach is that branding needs continuity, 

slogans need time to be recognized and become effective. Past slogans were not thought to provide

an ‘umbrella’ for Amsterdam’s key values and benefits; they tended, instead, to cover a single 

dimension or focus on a single target group, something that was deemed a wrong approach. It was 

also considered that the Amsterdam brand has been badly managed with no agreement on brand

usage and uniformity of style. A ‘tangible’ new positioning both for the city and the region was 

perceived as necessary, a new brand that would typify the city’s benefits and values (City of 

Amsterdam 2004). 

An agency was chosen to develop a new logo for the city and to suggest and develop a

branding campaign. In the new approach, “Amsterdam Partners has opted for a slogan that will serve 

as an umbrella in both a practical and intrinsic sense, will be versatile without being implicit and will

stand for Amsterdam’s main benefits and values” (City of Amsterdam 2004:45). They did not want to 

choose one or two dimensions and thereby exclude others. Amsterdam’s strengths are thought to lie 

in the combination of associations, the versatile city and the effort was to profile the entire range of 

dimensions as strongly as possible. Doubtful as it is that this is even possible, the city has chosen ‘I 

amsterdam’ (Figure 5.4) as the new slogan and it will be the ‘flag’ on city marketing plans. It will be ww

one of the instruments used to establish Amsterdam’s name in the world; it is the “motto that creates

the brand for the city and the people of Amsterdam” (www.iamsterdam.com). The choice of the

specific slogan was based on the assessment that it is clear, short and powerful. ‘I amsterdam’ is 

considered easy to remember and with great potential for people to identify with it. All the above tt

qualities are of course subject to doubt, especially as the slogan relies so heavily on a linguistic 

association in a language foreign to the city’s residents.

The goal is for many organisations, companies and events to be able to benefit from the new 

brand, however not in an unrestricted manner. Brand usage is coordinated under the supervision of 

Amsterdam Partners. Especially in the beginning, when the brand is still vulnerable, Amsterdam 

Partners is carefully considering how it is used and by whom. A striking example is the request of the

municipality’s tax department to use the new slogan in all their communication with tax-payers; a 

request that was rejected in an effort not to associate the slogan with anything that might have a ff

negative effect on its audiences. The city is hoping to gain significant benefits from the new brand. 
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According to their expectations, investing in Amsterdam’s brand must produce results in the areas of 

income, visitor numbers, investments and market position in the world. 

Figure 5.4: The I amsterdam logo

As already discussed in previous chapters of this thesis, city branding is an approach that 

centres on the conceptualization of the city as a brand; and a brand is a “multidimensional construct, 

consisting of functional, emotional, relational and strategic elements that collectively generate a 

unique set of associations in the public mind” (Aaker 1996:68). This construct is what should provide 

guidance for all marketing efforts, in order to achieve consistency in the messages sent and in such a 

way that the ‘stories’ told about the city by the brand are built in the city (Kavaratzis 2004). There is

no evidence in Amsterdam that the brand provides such guidance, a problem that, in our view, arises

from the inability of the slogan to convey the chosen core values of the city, which is discussed

below. As Hankinson (2004) suggests, the brand lies at the centre of marketing activities and the

focus of branding activities extends “beyond communications to include behaviour; a focus of 

considerable relevance to place branding” (Hankinson 2004:111).

Branding in Amsterdam is used as another promotional tool, something exemplified in the 

disproportionate significance attributed to the merchandising that bears the logo and is sold in 

various locations in the city (figure 5.5). Furthermore, there is a confusion of the terms image, brand 

and logo. As to the first two it might not come as a surprise, considering that this confusion extends

to the literature of city marketing. However, it is certain that the brand should not be confused with 

the logo. An evident distinction in the marketing and branding effort in the city of Amsterdam is 

between the content of policies, projects and actions and the ‘visibility of the brand’. This distinctiontt

in itself leads to the confusion of the brand and the logo chosen to ‘carry’ the brand. The city brand

should not be distinguished from the content of the policies just as the product brand cannot be 

distinguished from the products (Hankinson 2004). There is, however, evidence among the city vv

officials of a tendency towards a better understanding, expressed in the idea that the ‘visibility of the
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brand’ has to do with communicating the character and content of the actions taken and should not 

be considered a separate goal.  

Concerning the slogan itself, one can appreciate the effort not to opt for a slogan of the common

type: “the city of …” which would only exclude audiences and possibilities. It is, however, important 

to ask how does the slogan address all the selected target groups? What is also not clear is the nature 

of the connection of the slogan with the chosen priority dimensions or the core values. The way the rr

slogan expresses the values of creativity, innovation or spirit of commerce is not evident. The

selection of the specific slogan seems more like gambling on an idea that was thought catchy,

especially because it resembles the ‘I  New York’ slogan that officials in Amsterdam so much

admire. A positive aspect of the ‘I amsterdam’ slogan is that it seems to have been developed having aa

in mind the residents and the existing base of the city. Only the existing residents could arguably feel 

that they ‘are’ Amsterdam and this could be very important for the whole marketing effort. The y

Figure 5.5: ‘I amsterdam’ merchandising 
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extent to which people will identify with it remains to be seen over time.2

5.7 Conclusions 

This chapter has presented the new approach towards city marketing that was adopted in the city of 

Amsterdam. It identified the various stages followed as the city formulated its marketing strategy 

aiming to evaluate critically its marketing effort, in an attempt to further understanding of marketing 

application in cities and to assist in bridging the gap between the theory and practice of city 

marketing. To that aim, the description of the various actions undertaken by the city included any

assessment of their reasoning and a comparison with theoretical suggestions.  

It is clear that Amsterdam has avoided two common but serious pitfalls of city marketing.

First, they did not start and end all marketing efforts with an advertising campaign. Secondly, they 

have chosen a strategy that addresses, or intends to address, the needs not only of the tourism sector,

but a wider base of economic activities and target groups. It is apparent that city marketing in

Amsterdam has now reached a stage of more refined implementation, in comparison with the past 

and shows signs of a demand-oriented approach, which is, of course, one of the major characteristics

of marketing as a city-management philosophy. This new approach has managed to gain agreement 

and consensus from many parties and cooperation is carefully encouraged. 

Of course in a subject as complex as city marketing and in a city as varied as Amsterdam, it tt

would be impossible not to find negative aspects of the marketing effort. The main criticisms that are 

highlighted in this chapter revolve around three major points. First, the selection of sixteen 

dimensions thought to represent the city and their translation first into six priority dimensions, then 

to three core values and, finally, to one slogan is unclear and demands a more thorough examination. 

Secondly, the selection of target groups is rather vague and might lead to difficulties of refining and

targeting messages. Thirdly, the role assigned to city branding is not exploiting its full potential, but it 

is used solely as a promotional tool.

There is perhaps a question arising from these points of criticism. Could Amsterdam have 

chosen a better strategy or a more refined implementation? This is related to the wider question of 

how to evaluate the efficacy of city marketing and branding efforts? One way is through various 

2A monitoring model is being created, so that in the future the contribution of all city marketing activities can be measured
and measurable objectives were linked to the seven target groups (for a description of these see City of Amsterdam, 2004: 
24). The above mentioned spider’s-web will be updated every four years, in order to track changes in familiarity and
preferences for characteristics of the city (Gemeente Amsterdam, 2004). The municipality’s department for Research and 
Statistics will be undertaking regular research on the results of city marketing and the branding campaign and changes of thef
position of Amsterdam in relevant international lists compared to its most important competitors will, of course, be 
followed.
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rankings - some of which are mentioned above – but the methodologies used and the implicit goals

of the organisations undertaking them is a matter of dispute. If, as accepted in this thesis, city brands 

are constructed in peoples’ minds, then the only way to identify and measure changes and the 

efficiency of strategies should be research on the city’s target audiences: visitors, investors and 

residents. Also if the common, but rarely proven, statement that “the people make the city” is true, 

then additional attention should be given to the city’s residents and stronger efforts should be made r

towards their participation in city marketing. Perhaps worth mentioning here is the initiative “We

Amsterdammers” (www.wijamsterdammers.nl(( ), which is an open communication platform for ll)

residents of the city. The initiative provides financial support to various activities that cater for 

contact between the diverse groups of residents, organises events, like the ‘Amsterdam Day’ and 

develops campaigns with the same goal. As already stated, cooperation between the parties involved

and consistency in actions can prove to be the most critical success factor. Only time will reveal the 

success and effectiveness of marketing Amsterdam. 

Figure 5.6: Example of the ‘I amsterdam’ campaign
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Marketing Budapest
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Chapter 6  Marketing Budapest: Everyone stays
longer than planned1

6.1 Introduction   

As the second largest city of the Austro-Hungarian Monarchy, Budapest used to be a metropolitan 

centre of European radius. The half century from the Compromise with Austria in 1867 until the 

First World War was the most dynamic period of development in Budapest’s history (Tosicsf

2005a:249). Since 1989 and the symbolic fall of the Berlin Wall, the capital of Hungary, as many other 

cities in Central-Eastern Europe, has found itself in an unparalleled process of transition, although 

Hungary has been more receptive to flows of commerce, ideas and visitors as opposed to other 

countries of the former Eastern Block and this has resulted in a smoother transition period than in

most neighbouring countries (Tosics 2005a). City marketing was certainly not a feature of they

centrally planned administration system. In recent years, however, Budapest is discovering the

opportunities that city marketing can offer and there is a growing awareness of its potential

particularly to support tourism in the city. The marketing effort has two separate but connected 

goals: the first is to promote Budapest as an urban-tourism destination and attract visitors from the

recently opened markets of the West based on certain attributes of the city; the second is to re-

establish the city’s former status as a major cultural centre in the region, through several cultural 

festivals and events. 

Budapest is lucky enough to lie in a convenient geographical location within Europe and

present a strikingly beautiful urban landscape with the river Danube dividing the city in the two parts 

of Buda and Pest (figure 6.1).  

The heritage that the Austro-Hungarian Monarchy has left behind together with the

communist past generate a great interest in visiting the city and coupled withg  the still lower cost of 

accommodation and tourism services compared to many European cities cater for the popularity of 

the city as a tourism destination. More recently, the arrival of low-cost-carriers in Ferihegy airport has 

literally transformed tourism in the city and plays a catalytic role in current and future tourism 

development with the number of flights and origin countries rising (Hungarian Travel News 2007a).  

1 A revised version of this chapter has been submitted and accepted for publication in n European Urban and 
Regional Studies as Ashworth GJ and Kavaratzis M, City marks eting in Budapest: Marketing the divided city.
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Figure 6.1: Budapest: the view of the Chain bridge and the Palace from Pest 

Extensive renovations have been undertaken since 1989 by private and public parties and some of 

the historic buildings of the city have been restored and transformed into hotels, with a recent 

example being the imposing Four Seasons Hotel.  

In recent years, tourism in Budapest has been under competitive pressure from several cities

in the wider region, like Vienna, Warsaw and Prague. This pressure has motivated the city to re-

examine its competitive advantages and to redefine its tourism development strategies. The growing 

awareness and, to an extent, use of marketing (or at least promotion) in Budapest is a result of this 

intensified competition and the challenges it creates for the city. Marketing in Budapest is connected

to the competition in two ways. First, a more aggressive and intense marketing is one possible 

reaction to the competition; a way to safeguard and promote the city’s advantages and attractions 

against this pressure and a solution to the problems it creates. Secondly, this competitive arena has 

provided another motive for Budapest’s marketing, namely that other players are engaged in 

marketing therefore Budapest should improve its own marketing. Particularly the case of Prague has 
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motivated Budapest to look at marketing differently; they feel that Prague is doing well in terms of 

visitor numbers and image internationally not because of better attractions than Budapest but only 

because of aggressive marketing and promotion.

6.2 The general marketing environment  

The first issue to be reported here is a direct result of the research methodology and has to do with

the identification of the organisations and people responsible for city marketing in the Hungarian

capital. Apart from the tourism sector, where things are quite clear and easy to comprehend, the 

attempt to identify and approach the main organisations that play an active role in marketing the city 

and the ones with coordinating responsibilities was neither undemanding nor straightforward. This is

already a strong indication of the uneven and fragmented character of city marketing in Budapest. 

The lack of a coordinating body is coupled by the difficulties in achieving extended structural

cooperation and together they constitute the major clash between the theoretical suggestions on the 

importance of coordination and wide cooperation (Kavaratzis 2004) and the practice in Budapest. 

The city of Budapest belongs to the vast number of cities that do not follow all the steps of the 

marketing process but decide to directly implement promotional activities. 

6.2.1 Perceptions of city marketing and city branding

Perceptions of city marketing and city branding vary between specific people and there is evident 

uncertainty about the meaning and content of relevant concepts. It became clear during the field 

research in Budapest that individual understanding and creativity is not missing, as people were ready 

to talk about marketing and, especially, their own suggestions of what a serious marketing effort of 

Budapest should include. What seems to be missing is a collective appreciation of marketing, a more 

general and open discussion of its usefulness and of best methods for implementation. The idea that 

city marketing can be useful is clearly starting to spread in the city but its implementation is unclear. 

This is demonstrated, for instance, in the Budapest Development Plan (Municipality of Budapest 

2003), which highlights the importance of using urban/city marketing to create an efficient economic

structure in the city and to promote the city as a cultural ‘melting pot’ (Municipality of Budapest 

2003) but does not specify any concrete action to attain those ends. In the tourism sector, marketing 

is better understood and its use is quite extensive as demonstrated later in this chapter, something 
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that will hopefully lead to conceptual discussions about the future of the city and practical measures f

taken for a better appreciation of other goals and target markets that marketing can serve.

Concerning city branding, things are more uncertain and the city seems to be limiting its 

usefulness again to the tourism sector. City officials are very hesitant about encapsulating all the 

offerings of Budapest in one brand, which is mostly understood as the slogan – tagline under the

city’s name. Budapest, like large cities generally, is thought to be too complex and diverse to restrict 

its representation to one or two aspects. This is actually a charge against city branding in general and 

a vivid discussion on this point can be found in the literature of city marketing (e.g. Kavaratzis and 

Ashworth 2007). Only a few discussants took the topic into more depth referring to emotional and

mental associations with the name of the city. There has been a specific proposal for the 

development of a brand for the city by a private consultancy (Horwath Consulting 2004; see also 

Puczko et al 2007) as part of a general tourism developmenl t strategy but it has remained inactive. As

one of the interviewees explained, reasons for the current state of branding are the lack of 

understanding of the importance of branding, the lack of knowledge on branding theory and practice, 

the lack of qualified people, the lack of political commitment and sufficient funds and the lack of an 

appropriate organisational structure. 

6.2.2 24 Mayors

Emphatically mentioned as a major obstacle to any coherent city marketing effort was the

administrative structure of the city, which was described by one interviewee as: “… Budapest is one 

city but it has 24 mayors”. The city is divided into 23 districts (figure 6.2), each with their own

mayors and councils and there is a central municipality, which lies in the same hierarchical level as thett

districts. As described by the city’s authorities, “local government tasks are generally implemented by 

the district governments while tasks stemming from its nationwide scope and related to multiple 

districts or the city as a whole are undertaken by the Municipality of Budapest” (City of Budapest y

2007). However, Tosics (2005b:59) describes the situation more accurately as “an ‘equal power’ two 

tier system, in which both levels, the upper (municipal) level and the lower (district) level are strong 

and can block each other”. This structure makes decision-making difficult and project 

implementation tricky, not least because of political tactics. As Szirmai and Barath (2005:436)

describe, “a difficult problem was created by the rigid implementation of the principle ‘strong 

districts – weak capital’. According to the current Act on the capital, the municipality of Budapest is a

federative body that is to serve the 23 districts standing on equal footing with them. The resulting 
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fragmentation is chiefly responsible for the failure to work out a unified concept of urban 

development and the lack of clearly identified development priorities”. 

As far as city marketing is concerned, this situation creates significant problems and coupled with the 

lack of cooperation initiatives, hinders marketing implementation. As highlighted in city marketing 

theory (e.g. Ashworth and Voogd 1990; Berg and Braun 1999; Kavaratzis 2004) and proven by city 

marketing practice, there is a vital need for wide agreement on general strategies, clear allocation of 

Figure 6.2: Map of Budapest with the districts

roles and for coordination of activities. The administrative structure of Budapest generates confusion 

and delay in decision-making and project implementation. For example, two significant projects 

planned by the Budapest Tourism Office (a new cable-car on Gellert Hill and the renovation of the

Rac baths) have been stalled due to inadequate cooperation between the districts involved. There is

an obvious need for more integration of the marketing activities undertaken in Budapest and better 

coordination between the organisations assigned with marketing planning and implementation. The 
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city’s marketing effort would certainly gain better focus and refinement with a passage from the

current rather informal and unstructured cooperation to an improved structure with more clearly 

defined roles assigned to the participants. Perhaps the solution would be to set up an organization tt

that will involve and coordinate the 24 decision-making centres, something that was mentioned as a

positive possible development by the interviewees, if only because for visitors, developers and

residents alike the city is the whole agglomeration and they do not take under consideration the tt

administrative boundaries in their appreciation of the city. Such an organization is not planned yet 

and, to make matters worse, the neighbouring municipalities that do not officially belong to the city 

but in reality lie in the same urban agglomeration have their own development strategies and there is

no cooperation between them. A future organization would have to involve these municipalities as 

well.

6.3 Marketing Budapest as a tourism destination 

The elements of Budapest that make citizens proud and are used to promote the city as a tourism

destination (see Table 6.1) create an attractive base for tourism development. According to most 

interviewees the difficulty with marketing Budapest as a tourism destination lies exactly in the 

mixture of important attributes that does not permit reduction into a clearly defined, workable entity.

Admittedly that is the case with any city in the world, as all cities are versatile and multidimensional

and Budapest cannot claim exclusivity in complexity. However, one of the major unanswered 

questions and one which still puzzles officials in the city is how to integrate the diverse issues, themes 

and individual elements into one solid marketing strategy and a common message to be

communicated. Appreciation of the power of marketing to promote tourism development is

relatively strong as is the understanding that marketing is wider than only promotional measures. 

However, perhaps because of the lack of sufficient funds or because of the perceived difficulty of 

translating the advantages of the city into a marketable offer, the implementation is largely limited to

promotional measures, with a few exceptions that confirm the rule. All participants agreed that based

on the city’s attributes Budapest deserves a better image in other countries. Those attributes however 

have not been translated into competitive advantages. 

It is useful at this point to mention the recent rise of Budapest as a destination for 

conferences and meetings, a rise first evident soon after the change of regime in 1989. Both the

convenient geographical location (at least in European terms) and the relative novelty of the city for 

conference planners in the western world played a significant role in that, but Budapest has been
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Table 6.1: Attributes emphasised in promotional material of Budapest 

(Sources: www.budapestinfo.hu, www.hungary.com, www.budapestwinterinvasion.com, www.budapest.hu ) 

Promoted Attributes of Budapest 

Convenient location 
East – West crossroad

Dynamic business centre
Austro-Hungarian built heritage

Socialist heritage
Mix of architectural styles
Thermal springs – Spas 

‘Urban’ lifestyle – night life 
2nd largest working synagogue in the world 

Oldest metro line on the continent 
Largest Parliament building in Europe

World Heritage Sites of Andrassy Ut and the Danube panorama 
Gastronomy 

Festivals and Events 

anything but passive in nurturing the trend. The municipality and the national government as well as

the private sector have invested heavily in the necessary infrastructure. New, modern conference 

facilities have been added to the existing stock of venues like historic castles and museums availablef

in the city. The immediate future plans of the sector include a new conference centre with a capacity r

of 5000 seats. As a result, Budapest ranks 6th most popular city for meetings worldwide in 2006 in the tt

ranking of the International Congress and Convention Association (from 8th in 2005) and the signs 

are positive for the future, especially considering that the city can still offer low cost services

compared to other popular conference destinations such as Paris or Singapore. 

6.3.1 Structure of the marketing effort

There are two organizations that have the responsibility to manage and promote tourism growth in

Budapest. First, the Budapest Tourism Office that belongs to the central municipality and is in 

essence a promotional agency with two main missions: first to attract foreign visitors through

promotional campaigns and participation in relevant fairs and, second, to provide information tot

visitors within the city, mainly through the Tourist Information Offices. Second, the Regional

Marketing Directorate of Budapest and Surroundings, which is part of the National Tourism Board
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and has similar goals but its funding comes from the state and its tasks cover a wider area around the 

city. Other organisations, like the Festival Centre (see below) or the Chief Architect’s Office have

Figure 6.3: Budapest: The Szechenyi Bath

sometimes an active role, but it is the two mentioned above that are leading the marketing effort of 

the city. The two organisations co-exist and cooperate in seemingly rather good terms, especially on 

advertising campaigns. As the Director of the Tourism Office said “…we sit together, we discuss, werr

see what the tourists need, what the tour operators need and so on and then we divide the tasks: you 

will do that - we will do that.” The director of the Regional Directorate described in more detail: 

“…we have a budget and they have a budget; we get together to discuss the Unique Selling 

Proposition and the main target groups. Then we decide what kind of promotional activities and 

campaigns we will do and for which markets (i.e. countries). Every year we have one or two common

projects and our own separate projects. We also decide what kind of brochures each of us will print 

and what information we will put on the websites, so that there is no duplication.” 
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As effective and satisfactory the current cooperation between the Tourism Office and the 

Regional Marketing Directorate might be for the heads of the two organisations, their satisfaction

does not extend to the integration of other bodies into the general marketing effort, for example the 

Chamber of Commerce, development agencies or other stakeholders. There is indeed a lack of 

initiatives to bring together relevant people and even when this happens, the response is less than 

satisfactory; characteristically expressed by an interviewee: “…we invite them to our meetings but 

they never show up”. The Budapest Tourism Office sometimes works on specific promotional 

projects together with major hotels in the city or airlines that serve the city but the cooperation is

again interrupted after completion of the project. There is also quite regular contact with the

Budapest Festival Centre regarding specific requests on promotional material published and reporting 

on the events organised. No mention what so ever was made of less obvious and direct stakeholders

such as small local entrepreneurs or the residents. 

What became clear during the research reported in this chapter is that the current 

cooperation between the organisations involved in marketing Budapest as a tourism destination is

rather informal and heavily dependent on the personal relations of the heads of the organisations,

making it vulnerable to political fluctuations and possible replacement of the specific people. This

can be easily attributed to the general style of operations in Hungary, which relies to a great extent on 

personal connections and friendly relationships; more so than most Western-European countries. 

However, many more organisations and stakeholders should be involved in the marketing effort and

the cooperation should not be limited to practical matters, as the case seems to be in Budapest. In 

2007 a new Budapest Development Organisation will be set up, mainly to allocate and manage the

funds from the European Union 2007-2013 programme. One part of the organisation will be

responsible for tourism development, which might be a chance for an attempt to bring together 

relevant stakeholders. 

Concerning the region around the capital, things are radically different. For example, people

that visit Budapest mostly arrive by plane and mainly from Germany, the UK, Italy, the USA and

Spain (Budapest Tourism Office 2005) but the people that visit the region around (even 20-30 km 

away) come mostly by car from neighbouring countries. The constant complaint of surrounding 

municipalities is that Budapest is fully booked and the region is struggling to survive. The Regional 

Marketing Directory has supported them, for example by financially assisting their participation in

international exhibitions, by developing campaigns to persuade Hungarians to visit the region and 

assisting with the organisation of cultural events. A certain spirit of cooperation has been raised in 

the region with some cooperatives and associations of local enterprises rising to jointly pursue 

common goals. 
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6.3.2 The campaigns 

As noted above, marketing Budapest mainly revolves around the crt eation of advertising and other

promotional campaigns. A successful activity has been the ‘Budapest Winter Invasion’ initiative,

which was a joint project by the National Tourism Board, the Budapest Tourism Office, the 

Budapest Airport, the Hungarian Airliner Malev and approximately 60 hotels of the city. It offered 

visitors one extra night for free in Budapest if they booked three nights in one of the participating 

hotels in a certain period, aiming to spread the tourist season outside the peak period of the summer.rr

The offer was communicated by a clever slogan (Figure 6.4) and a special website that focused on 

entertainment possibilities and cultural activities in the city during the winter. The result was 25,500 

additional guest nights and more than 90% of participating hotels declared their intention to join 

similar initiatives in the future (Hungarian Travel News 2007b). The success of the initiative 

demonstrates that the cooperation of relevant actors is necessary and can cater for greater 

effectiveness. The concept was repeated for the ‘Budapest Welcomes Hungary’ initiative, which

aimed to attract Hungarians to the city. 
Figure 6.4: Promotion of the Budapest Winter Invasion
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The same actors participated in the 2005 ‘Talent for Entertainment’ campaign, which

included TV spots and a series of posters that were put on view in 12 international airports and 15

cities around Europe. The aim of the programme was to attract more international visitors to 

Hungary and portray the country and Budapest particularly as a leisure/cultural centre. The 

advertisements featured famous Hungarians demonstrating their talent for entertainment (a chef, a

conductor etc.). Although the campaign was developed by the National Tourism Office, Budapest 

was a distinct focus highlighting the gastronomy, cultural and entertainment offers found in the city 

(figure 6.5), directly related to the effort to market Budapest as a cultural centre, which is discussedt

below.

Another initiative that is an interesting example of inter-city cooperation is the network 

‘Seven Stars of Central Europe’. This is a joint initiative of seven cities in Central Europe: Berlin, tt

Dresden, Prague, Budapest, Vienna, Salzburg and Munich. Its goal is to 

Figure 6.5: Example of the ‘Talent for Entertaining’ campaign featuring opera singer Andrea Rost 
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promote the seven cities together in the market of the USA, taking advantage of possible synergies. It 

centres around a website (www.sevenstarseurope.com(( ) with informationm)

about the cities, assistance on how to get there, links to individual websites and suggestions for 

sightseeing tours, events to follow and general ‘things to do’ in the seven cities. According to the 

website, “…this is the first time ever that European cities have joined forces to promote, beyond

their own borders, an unforgettable travel experience.” What is especially interesting is that in this

initiative Budapest cooperates with two cities that are considered its major direct competitors: Vienna 

and Prague (Puczko et al 2007). As Tosics (2005a:277) thoughl discusses, “already many overseas

visitors come for combined visits to Prague, Vienna and Budapest… in this sense these cities should

cooperate to increase the joint capacities of their infrastructure instead of direct rivalry”. The Seven 

Stars of Central Europe, although for now only a promotional activity, is certainly a step towards that 

direction. 

6.4 Marketing Budapest as a cultural centre 

Within the wider effort of marketing Budapest a separate focus cantt be identified, namely marketing 

Budapest as a cultural centre of European or, at least, Central-Eastern European level. To a 

significant extent, this trend is also focusing on attracting foreign visitors and establishing Budapest 

as a destination for cultural tourism. Its core, however, is creating a favourable image of the city as a 

cultural centre both internationally but also domestically, clearly indicating an orientation towards

national and local audiences. Perhaps this effort stems from a recent stagnation of tourism 

development in the city and the identification of the need to produce and provide new forms of 

values offered. It has been argued that a new attitude should be adopted that accommodates the

increased importance of culture in the spatial, economic and social development of Budapest 

(Keresztely 2005). Although not always consciously, marketing has been used in a wider manner to

achieve this goal as, in contrast to the vague goal of generally attracting tourists, it provides a better 

focus and a clearer picture of what the city wants to achieve and how to achieve it.  

Several festivals and events are organized in Budapest each year; some of international level

of attendance and attractiveness and others smaller in scale (Table 6.2). Major sport and other types 

of events should be added to the list, especially the ‘Hungaroring’ - the Formula 1 Grand-Prix that 

takes place in the city every year and attracts an incredible amount of attention from the international 

press. In 2006, for instance, the European Swimming Championships were hosted by Budapest and 

according to the National Tourism Board the two events combined resulted in 100,000 guest nights 

in hotels of the city, as well as extensive press coverage. Other major sport events have been

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:94Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:94 2008.09.12.   15:19:512008.09.12.   15:19:51



9595

considered by the city. The plan to nominate Budapest as the European City of Culture for 2010 did

not work as Pecs was finally nominated (it was thought that a smaller city like Pecs is in more acute 

need of such a title) and the earlier plan to host together with Vienna the World Expo was finally 

abandoned. For the officials in the city of Budapest, cultural events and leisure activities are very 

important as they enrich the experience of tourists and cater for positive word of mouth 

communication about the city. The question remains, how does a city become a cultural centre of a 

wide region? What does it take to create and sustain an image as a city of culture? Are all festivals

appropriate and events like the ones organised in Budapest enough? A wide understanding of cultural 

events to include all leisure offerings (like that demonstrated in Budapest) might be useful for the 

effort of the city to attract higher numbers of visitors; however, close attention must be paid to the 

type and nature of these events. A certain character must be exposed by the city and not all events

are vehicles to that end.

Table 6.2: The most important annual festivals in Budapest 

Title of Festival Time of Festival Description of Festival 
Budapest Spring Festival Two weeks, March-April Aprox. 180 performances of Classicall

Music and theatre 
Budapest Fringe Last three days of the Spring Festival Part of the Spring Festival, a free

forum of progressive artistic
expression 

Budapest Autumn Festival Two weeks, October-November Aprox. 120 performances of l
contemporary and progressive art 

Sziget Festival One week, early August Aprox. 120 performances mainly l
music, especially Rock and Pop  

Budapest World Dance Festival Four days, April Ballet and Folk dances l
Budapest Fête One weekend, June Theatre, street performances and

concerts, horse show 
Celebration of Music One weekend, June Non-mainstream music 
Buda Hills Arts & Crafts Four days, August Wood crafting, porcelain, blue-

dyeing, lace
Danube Festivities Three days, August Fireworks festival on National Day 

(20th of August) and customs of 
ethnic minorities of Hungary 

Christmas Fair Whole December Market with Christmas art – crafts on
Vorosmarty Square

Budapest Week of Books One weekend, June Hungarian and International
Publishing Houses 

Budapest Parade One day, End of August Part of the Great European Carnival 
Tour 

The central municipality of Budapest through the Budapest Festival Centre organises and 

funds parts or the whole of the two main festivals; the Spring and Autumn Festivals. They also 

finance the Festival Orchestra as another tool to promote cultural life in the city. More recently there 
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is an apparent effort to focus on more progressive types of art. This effort is guided by the desire toff

associate Budapest more with contemporary art creation; that is why they started the Autumn

Festival, which focuses on modern art and that is why from 2006 they added the Budapest Fringe,

which supports unknown contemporary artists, to the Spring Festival. The just completed Palace of 

Arts (next to the new National Theatre) is a state-of-the-art facility (figure 6.6) that has raised hopes 

and expectations in this field and the area of the former Public Warehouses will be transformed into

a large cultural/entertainment centre by 2010. Generally expressed was the wish to see Budapest 

returning to its earlier status as a cultural centre. As described by one interviewee: “…we just built 

the Palace of Arts and we are refurbishing the Music Hall but we have a delay of 40 years… we have

been closed and isolated. What we have to do now is differentiate Budapest from other cities through

being open and fostering new art forms. When in the 20s and 30s Budapest was a real metropolis, it 

was because it was open to any kind of art; it was receptive and progressive. I would like to see that 

again.” However, even the “prestige of the new Palace of Arts may easily be called into question by 

[…] the lack of cooperation between the various levels of the public sphere” (Kerestely 2005:457). 

Figure 6.6: The newly built Palace of Arts (right) and the National Theatre (left)
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An interesting example of how things could work better in Budapest is the Spring Festival.

In the beginning, the festival was organised by the National Tourism Board with main aims to attract 

foreign visitors to the city and, at the same time, serve as a motivation for several Hungarian artists

that had fled the country after the revolution of 1956 to return. The festival lasted for ten days and itstt

programme was rather poor. In 1996 the National Tourism Board, the Ministry of Culture and the

Central Municipality of Budapest signed a contract to organise and finance the festival together. The 

Budapest Festival Centre was set up to manage the festival and the programme grew to three weeks.

Today, approximately 50% of the festival’s budget comes from the three organisations and the other 

half from sponsorship agreements and ticket sales. This arrangement has allowed for better planning 

of the festival since the budget is known well in advance and they can make solid future plans, which

in the past was not possible. The festival is growing both in numbers of events and visitors. A recent 

survey undertaken by the Festival Centre showed that 32% of the visitors come from abroad either

specifically for the festival or, already planning to visit Budapest, they arrange their visit at the time of 

the festival. Of course some just happen to be in Budapest at the festival period and they attend

events that enrich their experience of the city. The internet is considered a critical success factor for 

the festival and six years ago they introduced e-ticketing, which in the first year provided 0.7% of all

tickets but last year grew to 25%. Another success factor has been the influence of low-cost-carriers

that have made Budapest in general and the festival itself easily accessible to foreigners. According to y

the director of the Festival Centre, it is very important to note that 68% of the visitors are

Hungarians, with the implication that ticket prices have to remain low. To address that issue, they 

organise parallel events which Hungarians can attend free of charge. The Budapest Spring Festival 

could serve as a demonstration of how a simple cooperation initiative and some political will can 

bring desired results in the Hungarian capital.

Cultural events and festivals are considered a very powerful tool of communication about 

cities and an essential part of any city’s marketing strategy. In Budapest, the great number of events

organised seems to be the basic guiding principle. The question we have to ask, though, is to what 

extent is the planning, financing and designing of the events careful enough to ensure a positive 

effect on the numbers of visitors. As one interviewee stated, “Budapest is claiming to be a festival

city but it is not one yet … we need more funding to upgrade most events”. Apart from the Sziget 

festival, the Hungaroring and to a lesser degree the Spring Festival, the rest of the events are certainly 

not attractive enough to become well-known in Europe. To complicate matters more, it has to be

questioned whether the events and festivals organised in Budapest contribute to the creation or 

reinforcement of the city’s identity. Puczko et al (2007) notice that the most successful festivals inl

Hungary are those that feature international acts, namely the Spring Festival and the Sziget Festival.

As Kalandides (2006) accurately identifies, festivals may produce a different type of public space and 
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if not just a professionally prepared spectacle, may include the population in their preparation going 

as far as “to create a feeling of belonging together – thus boost identity” (Kalandides 2006:3). This

does not seem to be the case in Budapest. Another issue with the events in Budapest is the extent to 

which each of those events and all together can create certain associations with the city, in other 

words contribute to branding the city. Although the new interest in contemporary forms of art is

spreading and provides a newly found direction towards that end, the effort so far in Budapest has

been to have a great number and varied types of events and festivals, so that people get the feeling 

that there is high cultural vibration - always something going on. The strategy chosen is to have at 

least one event of each type in order to attract all audiences. One has to wonder if such a strategy can 

be effective; if the choice not to choose can lead to the recognition of Budapest as a city where there

is something for each taste but that is a question that only time can answer. In the case of marketing 

Budapest as a cultural centre, the city does show signs of an effort to chose and focus; in the more t

general marketing effort though, no such signs are as yet visible. t

This is, of course, strongly connected to a much more serious problem of the marketing 

effort of Budapest, namely the lack of clarity in which groups of people, what kind of audiences the

city wants to attract. The selection of target groups and the carefully orchestrated implementation of 

marketing measures directly addressing the selected target groups is one of the very basic

components of the city marketing process or any marketing strategy (Ashworth and Voogd 1994; 

Kotler et al. 1999). Budapest has not made an effort to ll identify and clarify its audiences and is 

therefore, whether purposefully or not, opting for an all-inclusive policy, which as the theory suggests 

might lead to a waste of money spent on marketing.

Although outside the scope of the research reported here, it is worth mentioning that 

Budapest enjoys a relatively strong position as a business centre and an increasing number of 

companies plan to establish their business centres in Budapest within the next five years (European 

Cities Monitor 2006).  The wider Budapest agglomeration has been very successful in attracting FDI 

in the last 15 years; however, this has been a result of national place marketing and economic

development strategies (Young 2005) and not a comprehensive city marketing strategy. In fact,tt

recently Budapest’s economic performance is declining partly because of a “lack of proactive 

economic policies on the part of Budapest’s local govet rnments” (Barta 2005:158).  

6.5 Needs of marketing Budapest 

This chapter has examined the marketing effort of the Hungarian capital and detected certain needs f

for it to become more proactive towards the challenges of the environment and, therefore, more 
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effective. First, there is a need to follow the marketing process and not undertake sporadic and only 

promotional activities; secondly, a stronger and wider cooperation in decisions and actions taken is a 

vital need; thirdly the determination of clearly defined target groups is necessary. Could the solution 

to the apparent problem of fragmentation lie in forming a coordinating body following the examples 

of other European cities such as Amsterdam Partners (see chapter 5) or Berlin Partners? Would such

an organisation be viable and effective in Budapest considering the differences in public 

administration traditions and mentalities?

Another clearly detected need is the expansion of marketing to other fields than tourism,

because city marketing is capable of addressing wider goals and audiences (see chapters 3 and 8). The

accumulated experience of the Budapest tourism sector in understanding and implementing 

marketing could serve as a guide for developments and initiatives in other sectors. But for that to be 

feasible there is a need for a deeper understanding of the concept of city marketing. In general terms, f

Budapest is no exception to the cities that confuse the whole marketing process with one of itsff

components, namely promotion. The usefulness of city marketing, even in the clearly more 

developed tourism sector, is limited to the anticipated success of the advertising campaigns launched

and the numerical results of a few other promotional activities undertaken. It is the conceptualisation

of city marketing that needs to be widened in order to achieve within city authorities and

stakeholders a status that will allow a broader exploration of potential benefits. City marketing is not 

implemented as a process in Budapest but in a fragmented manner. This might be a result of the lack 

of knowledge and specialised people as recognised earlier in this chapter or a matter of limited

resources. It can also be attributed to the general confusion of marketing with promotion, so

frequently explained and clarified in the literature (Ashworth and Voogd 1994; Kavaratzis 2007) but 

still so frequently observed in practice. Market research has been largely ignored in Budapest, market 

segmentation is limited to identifying the countries that provide the larger numbers of visitors and 

there is no effort to define and select target groups. Implementation is at best unsystematic and at 

worst random.  

Despite this, Budapest attracts many tourists and remains one of the most beautiful cities of 

Europe. The people involved in marketing remain mostly calm and optimistic. Certain industries are 

advanced (e.g. Pharmaceuticals) and the city is ranked relatively highly as an attractive business

location. Is it by chance; is it individual people that make the difference and produce results; is it an

example of the effectiveness of the ‘Hungarian way of doing things’ or a combination of all of these?f

The efforts described above have produced positive results for Budapesttt  and have managed to t

maintain the international appeal created by the ‘freshness’ of Budapest to the markets of the

Western World. Since the regime change and in the 1990s Budapest was an exotic place disengaging 

itself from its socialist past (Keresztely 2005). Recently, however, exoticism alone no longer works 
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and “…the appeal of this somewhat exotic city has been fading to a growing extent, which raises the

issue of the sustainability of its international appeal” (Keresztely 2005:454). Also Puczko et al

(2007:1) note that “this unique selling point has begun to wane as first-time curiosity visitor numbers

are decreasing”. What happens when this ‘freshness’ runs out? It is then that a comprehensive and 

proactive marketing strategy will be most useful and when branding might prove to be crucial as

creating an effective brand might work as a stabilising factor for this kind of fluctuations of 

conditions.  

Another prevailing issue and constant charge against the application of city marketing all 

over the world (e.g. Griffiths 1998) is the participation of local resitt dents in any marketing 

organisation and their opportunities to influence the directions of their own city’s development. It is

interesting to mention at this point the movement ‘I love Budapest’, (www.szeretembudapestet.hu), 

which is a civic movement that strives to make the voice of residentii s heard in the city’s decision 

making. The movement has been growing both in membership and in influence and has managed to 

develop a forum for discussion on the general development of the city and specific projects or sites. 

It played a pivotal role in the formulation of the bid for the European City of Culture and is a 

hopeful sign of a more active participation of the residents.

The case of Budapest demonstrates the difficulties of transferring theoretical suggestions, 

especially on selecting feasible and clear goals, the importance of cooperation between actors and 

coordination of activities into city marketing practice; difficulties that are not only evident in

Budapest but in most cities. As Tosics (2005a) concludes, “… the future of Budapest depends very 

much on the capability of the municipality to establish [a] new type of public leadership (regulating,

initiating and in some regards controlling market processes) in order to support economic growth,

help the fulfilment of the sustainability criteria of urban development and ensure the maximum level

of solidarity (handling the problem of growing disparities between the districts, between the richer 

and the poorer sides of the Danube etc.). This new type of public leadership must also make

cooperation on the regional level  an important goal, ensuring the optimal development of Budapest 

and its surrounding area as the central region of Hungary” (Tosics 2005a:278). Such a development 

will definitely have positive implications for the city’s marketing efforts and will help the city make

use of marketing’s potential to support future development of the Hungarian capital. 
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Marketing Athens
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Chapter 7  Marketing Athens: Surprise yourself  in
Athens Attica 

7.1 Introduction 

Athens, the capital of Greece, is a city with a long and glorious past of more than 3,000 years of 

recorded history. Very few cities can claim to have played as significant a role in world history as

Athens. Well known as the birthplace of democracy and the cradle of western civilisation due to

several political, artistic and scientific achievements mainly in the 5tt th and 4th centuries BC, Athens is

dominated by the Acropolis with the impressive Parthenon still overlooking the modern city (figure

7.1). Athens was named the capital of the New Greek State in 1833 (www.astynet.gr) and since then

dominates the political, economic and cultural life of the country. A milestone in the city’sff

contemporary development has been the successful organisation of the 2004 Summer Olympic 

Games, which has played a catalytic role in shaping the physical and operational environment of the

city and its region. It might have a decisive effect on the region’s development prospects andff

international image and it has triggered several developments in the field of devising and refining a 

marketing strategy for the city.

This chapter describes the marketing efforts of Athens and its region in the Post-Olympic era. The 

chapter starts with a brief description of the Athens Metropolitan Area and goes on to outline the

past marketing efforts and current marketing goals of the Greek capital. It then proceeds to ant

account of the heritage that the Olympic Games have left behind with a particular focus on their

effect on the image of the city. Two parts of this heritage directly referring to the implementation of 

city marketing in Athens are further investigated. First, the establishment of the Athens Tourism and

Economic Development Agency, an organisation set up to coordinate the marketing effort of the

city, is described and its goals and actions investigated. Secondly, the campaign that the Region of 

Attica undertook right after the Olympics in order to promote the region as a tourism destination is

analysed. 
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Figure 7.1: Athens: view of the Acropolis and Lycabetus

7.2 Athens Metropolitan Area  

The wider Athens Metropolitan Area is an area with a population of almost 4 million inhabitants 

(NSSG 2007). The city has developed into a large and lively metropolis characterised, though, by 

several problems of large urban areas and particularly “all the spatial disadvantages of larger cities in y

the European periphery: unplanned residential areas on the outskirts, lacking or obsolescent 

infrastructure, degraded urban fabric, traffic congestion, environmental pollution” (Beriatos and

Gospodini 2004:192). Among others, two events have heavily influenced the current condition of the 

city. The first was the immigration of several hundreds of thousands of Greeks living in Asia Minor 

in 1922, after the Smyrna Massacre, whose number and housing needs were overwhelming for the 

city (the population doubled from 453,000 in 1921 to 802,000 in 1927). The second has been “the

rapid and unregulated economic and physical growth experienced in the 1950s, 1960s and 1970s, due
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to extensive rural immigration” (Beriatos and Gospodini 2004:192). This period saw extensive

construction in open spaces and the demolition of most of the city’s neoclassical mansions and other 

buildings, which gave their place to apartment blocks aiming to house the rapidly rising population of 

the capital. Together with the effects of these two events, the development of the city has obviously 

been based on a logic that favoured the car as a means of transportation and that has caused the 

absolute dependency of the Athenians on their car; a fact that creates several problems and hinders 

the solution of others.

The administrative structure of the Attica region is rather complicated and certainly 

fragmented. There are in total 157 municipalities and communes in the whole area (www.astynet.gr), 

the largest one being the Municipality of Athens with 750,000 residents. The region is divided into

four prefectures (Athens, Piraeus, West Attica and East Attica), two of which also comprise the so-

called Super-Prefecture of Athens-Piraeus (figure 7.2). The prefectures and municipalities lie by law 

in the same level of hierarchy and all have their own elected leaders and councils. The regional 

authority is the Region of Attica (one of thirteen in the country). In addition to these, as the capital of 

the country and the place of residence of more than one third of its population, Athens receives 

significant attention from the central government. This administrative structure, coupled with the

long lasting Greek mentality that is certainly not characterised by a 

culture of agreement and cooperation, cause some serious setbacks to the city’s development efforts. 

As Coccossis et al. (2003:2) describe, “… [c]ooperation isll stifled by weaknesses of its lower level 

partners (the local authorities) and the lack of a coordinating framework at a metropolitan level. In

the few cases where such structures exist (such as water management, bus transport, Olympic Games

2004 etc.) these are ad hoc administrative arrangements”. The same authors further identify that “the 

actual

role of the private sector and civic society (professional associations and other partners) has to be,

more or less, invented” and “as far as the third, or informal, sector is concerned, the non-

governmental organisations are underrepresented in Greece” (Coccossis et al. 2003:8). Thell

administrative fragmentation, the lack of structural cooperation and the under-representation of civil 

society are certainly obstacles to any comprehensive use of city marketing as well, despite a newly 

found direction evident in the city after the 2004 Olympics.
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Figure 7.2 Map of the prefectures of the region of Attica

7.3 City marketing before 2004 

Place marketing in the past has not been used in any comprehensive form in Greece, with, perhaps, 

the minor exception of the promotional campaigns of the Greek National Tourism Organisation 

(GNTO) for the country as a whole, which have always been purely promotional activities with no 

evident marketing plan behind them. Even place promotion for tourism development has been 

treated with a “communicational lightness” (SETE 2004:24) and has been characterised by extreme

instability and inconsistency. This is clearly illustrated in the series of slogans and logos devised to

promote the country: in the fourteen years between 1991 and 2004, the GNTO has used eight 

different logos and ten different slogans in its promotional material (SETE 2004). As one of thett

interviewees stated, “since 1990, every two years we change our logo. In 2004, during an Olympic

year, we were using two different logos! In this way there is no consistency, the logos cannot be 

recognised or create any association with Greece. We  
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Figure 7.3: Example of the promotional campaign of Athens in 2003 

only transfer to other people our own schizophrenia…” (interview with promotion officer of 

GNTO). 

The city of Athens has not escaped the same fate. Apart from some sporadic GNTO posters

advertising Athens, the first ever promotional campaign of the city and its region was designed again

by the GNTO during the preparation for the Olympics in order to promote the new infrastructure

that was being built (figure 7.3). 

As one of the interviewees described, “marketing Athens is still in an embryonic stage.

Before the Athens Economic and Tourism Development Agency (ATEDA) was set up, marketing 

Athens meant that the Mayor went to several cities around the world, gave interviews and talked 

about Athens. There was some kind of communication tactic but not strategic marketing, exactly 

because of the lack of an organisation like the ATEDA” (interview with ATEDA General Manager). 
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Promotion of Athens was done either by the GNTO or by the tourism sector (e.g. Chamber of 

Hoteliers, Association of Greek Tourism Enterprises SETE) with no cooperation between them and 

no coordination of their activities. Another interviewee identified two reasons for that. First, that 

“local authorities in Greece do not really have development responsibilities (in theory they could

offer tax incentives, for instance, to attract industries but no one has ever done it), apart from the 

Regions through European Regional Programmes. Second, “that Greece is missing an understanding 

of urban marketing that would connect promotion to a wider development policy” (interview with 

executive secretary of Ministry of Tourism).

The recent tourism-related problem of Athens was that it had lost a major part of its

previous visitors’ base due to changing conditions in the wider tourism environment. In the past, 

there used to be two main sources of visitors. First, a large percentage of tourist arrivals to Greece 

used to arrive by charter or scheduled flights, most of them landing in Athens; now most charter 

flights fly directly to the islands and other destinations. The emergence of low-cost carriers

compensates only a little. Second, most cruise packages in the Aegean and East Mediterranean

include a 3-4 nights stay in Athens (interview with promotion officer of GNTO) but the cruise

market is in decline, something that the GNTO is trying to reverse. These were major losses for 

Athens as it had lost the support it used to receive from most other Greek destinations, i.e. the few 

nights spent in the capital by most tourists on their way to other places in Greece. To address this

problem, the attempt is to establish Athens as a destination for urban tourism, which is understood

as “…directed towards high-income visitors from the international community and harmoniously 

combining some of the most important tourism activities: conference, cultural, gastronomic and 

luxury tourism” (Ikonomou 2007:42). Within that goal, establishing Athens as a top European city-

break destination and the development and rise of conference tourism were clearly indicated by all

interviewees as the leading priorities. As will be shown below, there are signs that make these goals 

attainable, provided that an acceleration of developments will first be achieved.

7.4 The legacy of the Olympic Games 

The Olympic Games of 2004 have been a milestone in the history of Athens and its development. 

Despite intense criticism by the international press before the Games that the venues would not be

completed on time, the Athens 2004 Olympics have admittedly been a successful event causing a

positive surprise to the international community1. However, the costs associated with the Games, 

1 The titles of foreign newspaper after the Games are indicative: “Expectations surpassed by Athens” The
Sunday Times; “The Greeks got it right: the people were endlessly hospitable, the transport was immaculate
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their wider effects on the city’s development and especially the matter of the potential post-Olympic 

use of the facilities continue to nourish conflicts in the Greek political agenda (e.g. Kartalis 2007;tt

Lialios 2007). It is not the purpose of this chapter to evaluate all aspects of the Olympic legacy in

Athens but to focus on the effect of the Games on marketing the city. It is necessary, however, to 

provide a brief overview of what the Games left behind in the Greek capital.  

As the research reported here showed, it is widely believed in Athens that the two most 

important and obvious positive effects of the Olympic Games have been the impressive

improvement in infrastructure, particularly transportation related (figure 7.4), and the change of the

city’s international image. What is not convincing as yet is the effect of the Games on the city’s 

regeneration and development prospects with two pertaining issues of criticism. The first is the

apparent lack of a comprehensive strategic plan for the city for the period after the end of the Games 

(Beriatos and Gospodini 2004). The second has to do with the obvious choice not to concentrate

redevelopment projects on a declined area of the agglomeration but to scatter projects all over the 

city; a choice

Figure 7.4: Athens: Map of transportation infrastructure 

and they even got the roof on the main stadium” The Times; “So much unpredictability in a frame of such
beautiful blue. The Athens Games were a triumph” The Telegraphrr (quoted in SETE 2004) 
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which is criticised for limiting the focus and potential of such projects (Beriatos andGospodini 2004). 

A major element of the preparation of Athens for the Games has been the decision not to build

temporary constructions but permanent ones, “to be re-designed, re-constructed and re-used after 

2004” (Beriatos and Gospodini 2004:192), an element that, despite delays and the above mentioned 

lack of a strategic plan, demonstrates potential to positively influence the urban fabric. Table 7.1 

attempts a summary of the Legacy of the Athens 2004 Olympics, while Figure 7.5 locates the various

interventions on the map of the region. Of course not all the projects included in the table were

designed and completed for the Olympic Games but the Games undoubtedly worked as a catalyst for 

their implementation. As Coccosis et al. (2003:7) state, “the basic diffll erence of severaff l projects that 

were characterised Olympic is that they were pushed earlier in the timetable”.

It is important to make a few observations on some of those projects:

The unification of the archaeological sites has certainly been the most successful and the one

that changed the appearance and feeling of the centre of Athens (figure 7.6).

The dramatic improvement of public transport infrastructure has certainly made a difference

but has not yet managed to change the transport behaviour of Athenians (and therefore the

traffic congestion problem) since it was combined with improvements reinforcing the use of 

the car. The number of new cars rises by an approximate 100,000 per year in Attica - only in

the first half of 2007 120,000 new cars were put in circulation (Tzanavara 2007). 

The waterfront redevelopment of Faliro can give a much needed gateway to the sea and the 

metropolitan park planned for Elliniko is definitely needed but its fate is still debated.
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Table 7.1: Legacy of the Athens 2004 Olympic Games 

Transportation 
Direct effect of Athens 2004 Indirect influence on project 

Tram  New international airport 
Renovation of all electricos (now Metro
line 1) stations

Newly built Metro 

Renewed bus fleet Attiki Odos (ring road) 
Improvements in road network Proastiakos (suburban light-railway) 

Regeneration
Direct effect of Athens 2004 Indirect influence on project 

Waterfront development in Faliro (a 
much needed gateway to the sea with 
great potential for residents and visitors
alike – under construction) 

Unification of Archaeological Sites (a network of 
pedestrian streets connecting major archaeological
sites including redevelopment of major squares, 
which has literary transformed the look and feeling of 
the city centre) 

Athens Olympic Centre (redevelopment 
of the area around the Olympic facilities 
by Santiago Callatrava including the roof 
of the main stadium which serves as a 
new landmark for the city – very limited 
access however, outside sport events) 

Elliniko (the site of the former airport, which is
planned to be transformed into a metropolitan park) 

Social Housing (the Olympic Village is
transformed into social housing)
Smaller facilities (e.g. leisure centres in
Goudi and Galatsi complexes, university 
departments in Nikaia, museum and 
ministry of health in Marousi, school of 
performing arts in Ano Liossia, student 
dormitories in Panepistimioupoli) 

Tourism
Direct effect of Athens 2004 Indirect influence on project 

Extensive renovation of hotels (especially 
in higher categories)

New Museum of the Acropolis 

Conference halls (renovation of existing 
conference facilities and plans for 
construction of a new large hall)
Renovation of National Archaeological
Museum 

Attitude
Direct effect of Athens 2004 Indirect influence 

Athens Tourism and Economic 
Development Agency (first marketing 
agency in the AMA) 

Public Private Partnerships (new legal framework and
government support) 

Newly found appreciation of 
collaboration (temporarily during the
Games)

No change regarding the car dependency so evident 
in Athens 
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Figure 7.5: Athens: Map of Olympic Venues 

Figure 7.6: The Acropolis and part of the Unification 

One obvious benefit from hosting the Olympic Games is the extensive TV and press coverage. 300

TV stations from 203 countries broadcasted a total of 35,000 hours. Furthermore, a total of 21,500

journalists visited and got to know Athens in order to cover the Games (SETE 2004). As one of the

interviewees said, “…the Olympics brought TV hours that money can not buy and they brought the

city close to people all over the world in a way that no marketing tool could ever do”. A further,
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perhaps more important aspect is that the Olympic Games forced Greeks to discover the power and

necessity of cooperation. The common goal of the success of the Games was a unique

opportunity for local tourism authorities and organisations to collaborate and operate jointly towards

that goal (Tsouanas 2006). As the Association of Greek Tourism Enterprises assessed, “…such

features as professionalism, long-term vision, shared objectives […] and collaborative attitude were 

enhanced and improved” (SETE 2004). The scale of the event was such that neither the public sector

nor private companies were able to handle on their own, not only in building the infrastructure but 

also in providing other services necessary for the Games. For instance, there is now an improved

know-how in the catering industry and other service provision sectors, which could be used to 

develop new dynamics in those sectors. Specifically concerning tourism development prospects, it 

can be summarised that Athens has upgraded and continues to improve its tourism product,

especially in terms of accessibility to and within the city, renewed interesting sites, new conference

facilities and upgraded hotel availability. Signs are hopeful concerning both quantity and quality of 

tourism, with hotel arrivals for the year 2006 growing by 9.8%, five-star hotels witnessing arrivals 

growth of 12.5%, while for four-star hotels the figure reached 17% (Coccossis 2007:26). If Athens

builds on this improvement with a comprehensive marketing plan based on extensive cooperation 

and agreement, the goal to establish the city as a major urban destination seems viable. However, the 

city’s reaction to the opportunities created by the Games has certainly been slow. The large 

conference centre is still only a plan, the Faliro redevelopment is not ready, most other facilities 

remain underused and the strategic marketing plan is still only a suggestion. It seems fair to conclude

that although Athens did get the push it needed from the Olympic Games, another difficult task is

ahead: to take serious action. 

7.5 The image of Athens 

As already stated above, it is widely believed in Athens that the Olympic Games of 2004 had a very n

strong positive effect on the city’s international image and reputation. The success of the Games is

thought to have changed older negative associations with the city and to have resulted in a positive 

re-branding. As stated, for instance, in a government evaluation of the Games, “[h]osting the

Olympic Games acted as a catalyst for urban redevelopment enabling changes, which might normally 

have taken several decades, to be completed over a seven-year period. The goal of re-branding both 

the city of Athens and Greece has been achieved” (Tatsiopoulios and Tziralis 2007:78). It is necessary 

to examine the accuracy of this point in more detail starting with the major findings of recent surveys

on the image of Athens: 
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The first is a survey undertaken by Leo Burnett in the UK, which evaluated the image of 50

cities around the world for the British public (Leo Burnett 2005). Athens scores well as it is 

evaluated the 8th most attractive destination worldwide and it is the 4th European destination most 

likely to recommend to friends. At the same time, however, quality of the living environment in

Athens is assessed only at the 22nd place. 

The second is a research undertaken by the Greek company Metron Analysis (Metron

Analysis 2005, quoted in Tsouanas 2006). The average number of days spent in Athens is 4 days,

with 24.2% of the visitors spending more than 7 days in the city. g This, together with the fact that 

Athens was the final destination for 6 out of 10 visitors, is an interesting sign of a changing attitude

towards the city in comparison with the past. It is interesting and indicative of the most effective

communication channels that visitors to Athens gathered information on the city mostly from 

word of mouth (37.8%), the internet (33.4%), their travel agents (27%) and only 19.3% were 

informed through advertisements. Local culture and history were by far the most important stated 

source of interest in Athens (78.5%) with 39.9% the sun/sea combination and 35% relaxation.

Visitors who expressed their satisfaction with their visit to Athens amounted to an impressive

90.6%.

In another recent research on the image that visitors held of Athens, Christou (no date)

showed that concerning the quality of public transport, Athens scored a high 4.3 in a scale from 1 

to 5 with 5 being excellent performance and a 3.6 for being an exciting city. The evaluation of ff

cleanliness lies a bit lower than the middle (2.6). First time visitors assess their general impression 

of the city compared to their impression before visiting it as below the middle (2.3). Perhaps the 

most interesting result is the comparison of assessments of the overall image of Athens as af

tourism destination made before the visit (a high 4.6) and after the visit (a much lower 3.5). 

Tourism professionals that visited the City Break Expo 2006, agreed (100%) that Athens has

significant monuments-symbols, 97% agreed that Athens is a cultural tourism destination, 73% 

would recommend Athens as a city-break, 37% for summer vacation and 33% for incentives-travel 

(www.cityofathens.gr). 

What the results of the above described researches show is a certain change and 

improvement in the perception of Athens, accompanied by contradictions in terms of the effects that 

the Olympic Games had on the international image of Athens. First of all, the Metron Analysis 

research showed that the Olympic Games had influenced only one fourth of visitors, with 72.4%

stating that they were not influenced at all. Athens seems to be equally a leisure-tourism and a 

business-tourism destination. For example, according to the Metron Analysis research 61.1% of 

visitors were on a holidays/tourism trip and 34.2% on a business-related trip, whereas the Christou
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research showed that 41% of visitors came to Athens for a business-related visit (24% business trip 

and 17% conference and congress) and the City Break Expo 2006 research showed that 44% visited

Athens for business reasons and 44% for leisure. Despite these contradictions, the image of Athens 

as a tourism destination indeed seems to have changed to the better in recent years, although it is

difficult to connect the change to hosting the Olympic Games. Perceptions show signs of change to 

an improved appreciation of the city and its region that even if not directly attributed to the Games 

might be an indirect result of the preparation for the Olympic Games and their legacy.  

Things are not so positive when the perception of Athens as a business location is examined.

According to the European Cities Monitor (2006), in the 2006 list of overall best European cities to

locate a business Athens is ranked 32nd out of 33. In 2005 it was ranked 30th out of 30 (European 

Cities Monitor 2005), in 2002 28th of 30 and, interestingly, in 1990 it had scored better (22nd of 25). 

Familiarity with the city as a business location shows a minimal increase to 28% (from 25% in 2005 

and 31% in 2002). Despite the investment and preparation for the Olympics, only 3% of respondents 

think that Athens is doing the most to improve itself compared to the other 32 cities. Connected to

that, in terms of both external transport links to other cities and internal transport, Athens remains

ranked in the last place. In terms of the climate governments create for business, Athens falls ten 

positions to the 29th (from 19th in 2005) and quality of life for employees is ranked 30th (27th in 2005).

However, in 2006 the number of companies expecting to locate in the city in the next five years is 15 

surpassed only by some cities in Central-eastern Europe and London. In 2003 the relevant number 

was 9 and it was surpassed by several cities in both eay stern and western Europe.  

A very interesting point to be made here is the response of the city’s own residents. It is

argued that “this [Olympic] legacy, although it can not be assessed fully in quantifiable terms, 

redefined the city’s global image, but also – and more importantly – had a major effect on people’s

attitude and culture. Athenians today are more extrovert, more open-minded, more confident than

ever and the society’s collective upgrade is without doubt another important impact triggered by the 

Olympic event” (Tatsiopoulos and Tziralis 2007:84). Unfortunately the last part about the attitude of t

people in Athens seems not to be the case. It is intriguing to contrast here that the residents of the 

Greek capital seem to be the most dissatisfied city residents in Europe according to the latest Urban

Audit Survey, which measures the satisfaction of the residents of 75 European cities with the city 

they live in or, put differently, the city’s internal image. In the results of this survey, Athens

disappointingly figures in the very last place (Urban Audit Perception Survey 2007). Furthermore,

Athens ranks 25th in the quality of the public transport and only 12th from the end in how reasonably 

the city spends its resources. An explanation for this dissatisfaction in a period when Athens indeed 

saw the largest investment and infrastructure improvement in its recent history, may be the one given

by one of the participants in the research reported here, namely that “the Olympics gave a feeling of 
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pride to all Greeks and showed us what improving our quality of life means”. Athenians could have a 

taste of what their city could be like during those few weeks in the summer of 2004 and it is this taste

and the great hope it created that they compare with the situation they are familiar with for many 

years; a comparison that leads to expressing a justifiable disappointment. 

With the evidence from all the above surveys, it is safe to conclude that the Olympic Gamest

(and all development efforts) did have an impact on the city’s image as a tourism destination

(although not as significant as expected) but not on the evaluation of other aspects. It is, therefore, 

obvious that there is a dire need to implement wider improvement strategies that would cover all

functions of the city and particularly focus on the residents’ own perceptions and experiences. 

Devising a comprehensive marketing strategy that will also include other fields than tourism is an 

urgent need for the Greek capital.

7.6 City marketing in post-Olympic Athens: A newly found 
direction? 

After 2004 there is evidence of a newly found appreciation of place marketing in Greece and, 

particularly, city marketing in Athens. The most important signs of this change are the establishment 

of the Athens Tourism and Economic Development Agency and the first thought-through

promotional campaign of the Attica region, both of which are described in detail below. The 

Olympic Games have clearly caused this newly found marketing direction in the Greek Capital. The

stated reason of everything that is done in the region after 2004 t and concerns economic prospects, 

tourism development, the image of the city but also urban development in general, is the explicit 

attempt to capitalise on the supposed positive effects that the Games had on the city. How positive 

these effects were could be doubted (see above) but it is perhaps enough that they seem to mobilise 

the city’s authorities. Explicitly stated by all interviewees as the reason that Athens is slowly 

attempting the first steps towards a more comprehensive marketing strategy was the desire to take

further advantage of certain dynamics generated by hosting the 2004 Olympics and, especially, to

maintain the new, higher status of the city’s image and international reputation. 

As a beginning and in accordance with the vast majority of cities around the world, the 

marketing effort of Athens focuses on tourism development with the clear goal to make Athens a top

city-break destination in Europe. The focus on tourism is understandable considering first that 

tourism has always been a major source of income and employment both for the city and for Greece,

secondly that Athens does demonstrate significant potential of development and interest for visitors

in terms of history, culture and climate and thirdly that the Olympic Games indeed placed Athens in ll
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the centre of world attention, which the city should be able to further exploit, especially in terms of 

attracting foreign visitors. For the time being this seems to be the only goal of the marketing effort 

but it is hoped that this will only signify the beginning of a more thorough approach towards

marketing and the other economic and social goals it may support. 

7.6.1 Athens Tourism and Economic Development Agency

A significant development that might be considered the most important effect of the Olympic 

Games on marketing Athens is the establishment by the Municipality of the Athens Tourism and 

Economic Development Agency (ATEDA), which was approved by the municipal council in

February 2005. The Agency was set up with the aim to capitalise on the gains of hosting the Olympic 

Games for the future of tourism development in the city. It was, at last, understood that “Athens

needs promotion as well as the cooperation of all tourism bodies in order to make the city a popular 

tourism destination all year round” (www.cityofathens.gr(( ). According to the general manager of therr)

ATEDA, the Olympics played a catalytic role in realising the necessity for marketing in general and 

for setting-up the Agency. It became obvious to all that it was a vital need to create an organisation

that would, at last, coordinate the existing activity, design and implement new actions, record and

analyse the tourism product of Athens and then go on to create a marketing and branding system.

Moreover, most current staff of the Agency used to be staff in Athens 2004. The Agency is a non-

profit Public Private Partnership with the following participants: The Municipality of Athens, The 

Hotel Chamber of Greece, the Association of Tourism Enterprises of Greece (SETE), the

Association of Travel Agents of Greece and the Greek Association of Retailers. The resources 

allocated to the Agency (around 350,000 Euros, from which 300,000 provided by the Municipality)

are admittedly inadequate but they have allowed the first steps of selecting human resources and 

attempting to create further funding opportunities through private sponsoring and specific European 

Union Programmes, for instance.  

Strategic goal of the organisation is to establish Athens as a top city break destination within 

Europe, a goal chosen because evidence shows that city break trips make for 60% of urban tourism

trips and will grow in the coming years. The ATEDA has devised and is implementing a strategic 

plan for the tourism development of Athens, which consists of four axes: tourism strategy,

promotion and communication, conference and exhibition tourism and economic development 

(www.cityofathens.gr(( ).The strategic action plan includes such actions as the organisation of therr)

European City Break exhibition in 2007, the redevelopment of the historic inner city through EU 

programmes, the promotion of a new image of Athens abroad, networking and strategic cooperation
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nationally and internationally, the participation in international tourism fairs, the development of 

print and electronic promotional material and a new website. In order to achieve the stated goal to 

make Athens a popular city break destination, the plan is to reinforce conference and cultural

tourism, highlight monuments and facilitate their interpretation through modern methods, facilitate

the flow of visitors in the city and create a crisis management plan on a functional and

communicative level. Together with the ATEDA, the Athens Convention and Visitors Bureau 

(ACVB) was also set up with participants, apart from the municipality, the Hoteliers Association of 

Attica, the Association of Greek Exhibitions and Conference Organisers and the Association of 

Travel and Tourism Agents. The two organisations will work together to support business tourism,

conference tourism and incentive travels. 

Cooperation with other parties has so far not been extensive but it is widely understood that 

it is necessary. There is, for example, cooperation with the Region of Attica on a project to create and 

signal specific tourist routes in the city. According to officials of the ATEDA, the government 

prioritises the regions over local authorities, which is perceived as a problem because the regions are 

allocated the funding but do not have their own marketing or promotion departments and they are

forced to hire outside consultants. The Ministry of Tourism is in a process of identifying a suitablef

structure for promotional activities and the suggestion of ATEDA is to support Public Private

Partnerships in order to overcome the non-flexible and bureaucratic state system and the resistance

to change that the Greek public sector demonstrates. The concrete proposal of the ATEDA on

utilising the new infrastructure and capitalising on the positive image of Athens after the Olympic 

Games is that it depends on three preconditions that have to be met: 

First, the creation of a metropolitan-level structure or, at least, cooperation. The ideal for 

them would be to create a Metropolitan Municipality (an idea shared explicitly by all

interviewees) but a metropolitan-level Tourism Board might also prove adequate. It is

argued, for instance, that although the available funds of the municipality alone are certainly 

not enough to design and implement comprehensive marketing plans and campaigns, all 

together the municipality, the region of Attica, the four prefectures of Attica and the other 

municipalities can collect a sufficiently large amount allocated to promotion of the region.  

Second, the creation and implementation of a long-term strategic development and 

promotion plan (in the metropolitan level again), which will include the analysis of current 

and future conditions, suggested actions, a clear allocation of roles to all participants and

clear measurable objectives. 
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Third, close cooperation with the tourism sector and other sectors involved in developing r

and managing the tourism product of Athens not only in implementation but, especially, in 

the decision-making phase.

It is worth mentioning here that interviewees from outside the Agency considered the establishment 

of the ATEDA a significant initiative and a good first step but explicitly expressed their hesitation as 

to its potential, mostly due to the lack of adequate financial resources. The necessity of an y

organisation to coordinate marketing in Athens has been a vital need for many years. With the

ATEDA the hopeful first step is taken and to the right direction; what is now needed is to acquire

the political and, consequently, financial support necessary. It remains to be seen whether the agency 

will manage to overcome obstacles and play the leading role it should play in the marketing effort of 

the city. A further hopeful aspect is that such organisations develop their own dynamics just as a

result of their existence and operation. There is certainly a chance that ATEDA may mobilise other 

organisations or structures that will support and refine marketing implementation in Athens. For that 

to happen, there seems to be only one way forward. Now that ATEDA (the only marketing 

organisation of the Athens Metropolitan Area) exists, it should be expanded to the metropolitan or 

regional level. If that does not happen (and soon) and ATEDA remains a municipal Agency (of a

municipality that represents less than one fourth of the area’s population), common sense suggests 

that it will also remain an under-funded organisation with limited influence and unable to take

advantage of its own potential. 

7.6.2 “Surprise your self in Athens-Attica” 

It is accepted in this thesis (see chapters 3, 8 and 9), in accordance with most relevant literature (e.g. t

Ashworth and Voogd 1990; Kotler et al. 1999), that place marketing is ll much more than promotion,

which is only a fraction of a comprehensive marketing strategy and constitutes only one of a series of 

necessary marketing measures (Ashworth and Voogd 1994). Promotional activities, however, arett

indeed necessary and, if used properly and are set in a wider marketing context, do have an active

role to play (see chapters 3, 8 and 9). For the first time in its long history, Athens and the region of 

Attica designed a thought-through communication strategy and a comprehensive promotional

campaign in the years 2005-2006. The campaign was undertaken on behalf of the Region of Attica 

(financed through a Regional Operational Programme of the European Union) by the Greek branch 

of the international advertising agency Leo Burnett, who was the winner of the international tender

for the project. Before the campaign, Leo Burnett utilised its international network and conducted a 

research on employees around the world in order to identify their perceptions of Athens, how they 
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would behave as tourists there, what they would like to see in the campaign etc; a method that, 

despite its apparent effectiveness, does raise questions on the appropriateness of the sample. The

company went on to devise a concrete and thorough promotional plan for the region of Attica. The

campaign dealt exclusively with tourism promotion and was based on two cornerstones. The first was 

to reinforce and take advantage of the element of a positive surprise generated by the success of the 

Olympic Games. The condition identified was that the changes that took place in the city with the

newly built infrastructure, the effective preparation despite intense doubt before the Games and the 

success of the Games caused a pleasant surprise to international audiences and created a positive 

climate. The logic behind the content of the campaign was to take advantage of this positive climate

and to emphasise the surprising element of Athens, also expressed in the chosen slogan: ‘Surprise

your self in Athens Attica’ (figure 7.7). 

Figure 7.7: Poster of the 2006 campaign and the new logo
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The second cornerstone was the desire to suggest new aspects of the city and the region in an

attempt to escape from certain stereotypes and overused promotional messages, such as the Sea, Sun 

and ‘Tavernas in Plaka’ elements.  

The campaign was divided in two parts. The first addressed the residents of Attica aiming to

provide them with a new image of their region and the leisure/excursion opportunities it offers them 

and attempting to change their point of view. This part consisted of four TV spots and many press

prints featured in 66 Greek magazines and newspapers. The second part of the campaign focused on

the two main origin countries of foreign visitors, namely Germany and the UK, as it was considered 

that the resources available were not adequate to cover more countries. This part consisted of several

advertising methods. Two TV spots were created and broadcasted all over Europe through CNN and

the Discovery Channel, three outdoor advertisements were used in the London underground, a

bilingual website was developed (www.athensattica.com(( ) and several brochures were published in )

Greek, English, German and Russian. There was one general 27-page booklet and others on specific 

subjects, namely conference tourism, cultural tourism, cruising and yachting and one in limited 

number targeting opinion leaders in Greek and English. The development of a new logo for the 

region of Attica (figure 7.7) and participation in fairs, especially in Germany was also part of the

campaign, which ran until the end of 2006. 

The above described campaign was certainly a well ran communication plan and a good start 

of place promotion in Athens. Disappointingly, however, and despite the expectation and suggestion 

of Leo Burnett to continue the campaign for a longer period of time after the end of 2006, the 

campaign has been discontinued, with limited material available even in the region’s new website.

7.7 The future of marketing Athens 

An issue that emerged in all interviews in the city of Athens and comes across marketing related 

reports and documents (e.g. SETE 2004), as well as is discussed in the press (e.g. Kroustali 2003) is 

the comparison of Athens with Barcelona and the suggestion that the Barcelona model would be the

most appropriate for Athens to follow. Considering the similar position of the two cities in the 

periphery of Europe, it seems logical for Athens to ‘admire’ the Barcelona case. It is doubtful, 

however, if at this moment (four years after the closing ceremony of the 2004 Olympics) it is possible 

to follow the example of the Catalan city. An elaborate discussion of this issue is outside the scope of 

this chapter, but as Beriatos and Gospodini (2004) outline, there are significant differences in the way 

the two cities prepared for and acted after the Games. 
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Another common point in the evaluations of all participants in this research was the need for 

more intensive and structured cooperation and coordination of marketing actions. An obvious

solution to that is the establishment of a metropolitan level marketing organisation, perhaps through

the appropriate expansion of the ATEDA described above. It is admittedly a difficult task under the 

current conditions but seems worth attempting. The structure of the Region of Attica might be

another example to follow, with separate regional councils for certain sectors (tourism, economic 

development, environmental issues etc.) in which relevant organisations are called to participate. It is 

perhaps a hopeful sign that the two largest municipalities of Athens and Pireaus have recently signed

a memorandum of cooperation on four key development aspects, including tourism development 

(www.cityofathens.gr(( ).rr)

Apart from the need for cooperation, several other issues were identified by the participants

in this research as urgent future needs for the marketing efforts of Athens. First, it is thought 

necessary to start a wide discussion on a common vision for the city; “how we would like Athens to

be by 2030” (interview with executive secretary of Ministry of Tourism). Second, there is a f

recognised need for consistency in marketing and promotional messages sent to all audiences. 

Particularly for tourism development, there is a need for an intense and stable presence of the city in

international media and tourism distribution channels. The current situation is one where for long 

periods there is nothing happening in terms of promoting Athens and then there are periods (like the 

one around the Olympics) when suddenly “we all work together with concrete goals and effectively”k

(interview with account manager of Leo Burnett Greece). Furthermore, every new action taken starts 

all over again from the beginning as if nothing else has taken place before that and ignoring tactics 

and messages used in the past. All these contribute to the lack of consistency, which is though a

major precondition for marketing success. What is needed is to develop a specific marketing and 

promotional logic, obviously based on the above mentioned vision for the city, which, despite 

creative modifications, will be stable and will be able to create a consciousness of what Athens is 

about. Finally there is a recognised need to emphasise contemporary cultural creation together with

the historical importance of the city. The ancient culture is of course fundamental and well known 

but it needs to be complemented by promoting modern Greek culture, especially by supporting local

artistic creation. A safe conclusion is that Athens, without ignoring its past, does not want anymore 

to be overshadowed by the Acropolis (figure 7.8). This has been a steady request and complaint, for

instance, of the major hotels of the city (Pournara 2007). Together with the improvement that has 

taken place in the city’s infrastructure and the hope for an improvement in the urban fabric, the 

better promotion of contemporary culture is one of the elements that will lead the way to a 

permanent perception of the city as “…a city to enjoy on its own terms, not just endure for the sake

of its ancient monuments” (The Telegraph, quoted in Tsouanas 2006).
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All these issues are indeed important and can significantly contribute not only to a better marketing ff

tactic for the city of Athens but also to a wider understanding and use of its development potential in

all functions of the city. There is, however, another prevailing 

Figure 7.8: Promotional poster of the 1980’s (left) and of 2003 (right) exhibiting the desire not to let the

Acropolis overshadow the city’s offer

Before    and     after

issue that has already been touched upon in this chapter but needs underlining. There is a dire need 

for a change of mentality of both public authorities at all levels and people in general, in terms of 

their relations to public authorities. The success of two recent programmes of the municipality in

engaging the citizens emphasises that need. The ‘Clean Alliance’ project included a public awareness

campaign, new sanitation regulations and the doubling of the sanitation budget of the municipality.

The ‘Building Façades’ was a programme of rebuilding – painting the facades, through which 3000
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buildings in the city had a ‘facelift’ (the municipality offered a part of the necessary amount and thea

owners the rest). These two programmes have been successful in engaging the residents in theg

activities of the municipality, precisely because they showed a new mentality in that they made clear 

the benefits for the residents and they did deliver what they promised, therefore the residents were 

satisfied and then supported the projects warm-heartedly, a rare occasion for Greek reality.

Furthermore, the plan for redeveloping the site of the former airport at Elliniko into a metropolitan

park contains selling one part of the site for residential development. This is connected with an

intriguing (for anyone familiar with Greek politics and development plans) suggestion: part of the

financial r to scatter projects all over the city; a choice evenue made by this ‘selling’ to developers will

set up a so called ‘Greenery Fund’ which will be used, as the plan states, to widen streets and squares

in declined areas of the centre of Athens and even demolish buildings in order to create new, green 

open spaces in the heart of the city. Does this suggestion signify a new mentality and a series of more 

radical interventions in order to address the acute problems of quality of life in Athens? Will city 

marketing be used to its full potential to assist to that direction? Onlyl time will tell if such a change of y

mentality is possible, but the process seems to have started.
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Revisiting the theory
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Chapter 8  Revisiting the theory1

8.1 Introduction 

Virgo and Chernatony (2006:379) identify that “… many believe brand steerers are only able to use 

one part of the marketing mix, namely promotion because they have limited control over the product 

– the city, or customers’ experience of it”. But that is not necessarily true and it shouldn’t be the case, 

simply because branding does not equal promotion and brand management cannot be limited to

promotional activities. As discussed in previous chapters, branding needs to be thought of as a

complete and continuous process interlinked with all marketing efforts. Furthermore, as the next 

sections of this chapter demonstrate (see also Chapter 3), many elements of the city other than 

promotional activities lend themselves to control and it is possible to integrate them into coherent 

and effective city branding strategies. 

Place branding is certainly a complex issue and what seems to be missing is a ‘common 

language’ that would facilitate interaction and further theoretical clarification of the issues involved.

This chapter particularly contributes towards the clarification of city-brand-management. To that 

end, the recent literature on corporate branding and corporate-level marketing is reviewed and major 

lessons are extracted. A recent stream of publications has dealt specifically with the concept of 

corporate branding, attempting to adjust its basic elements and specific methodologies for place 

branding (Rainisto 2003; Trueman and Cornelius 2006; Hankinson 2007; Trueman et al. 2007; ll

Ashworth and Kavaratzis 2007). There are indeed evident similarities between these two forms of vv

branding, which have been identified in chapters 3 and 4 but this chapter further explores. 

8.2 Corporate-level marketing 

As already discussed in this thesis, recent years have seen the emergence and rapid development of 

corporate branding and other corporate-level marketing concepts, which shift focus from the

integrity of the product brand to the organisation and people behind the brand (Knox and Bickerton

2003). This section re-examines recent developments in this field.t A corporate brand is the visual,

verbal and behavioural expression of an organisation’s unique business model (Knox and Bickerton

1 This chapter is based on Kavaratzis 2008
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2003), which takes place through the company’s mission, core values, beliefs, communication, culture

and overall design (Simoes and Dibb 2001; see also Chapter 3). Today an organisation has to 

coordinate all aspects of its communication and behaviour as it is not possible any more to send

differing messages to each one of the organisation’s audiences (Olins 2000). In an era of 

unpredictable markets and changing ground rules of competition, differentiation requires positioning 

the whole corporation and the values and emotions symbolised by the organisation become key 

elements of differentiation strategies (Hatch and Schultz 2003). Hulberg (2006) summarises the

reasons for increased interest in corporate branding, which can be broadly explained by three main

factors: differentiation (separating oneself from the crowd in an environment where consumers fail

to see differences between products offered), transparency (today organisations’ external audiences 

command access to those who are behind the brand, what they stand for and their policy) and cost 

reduction (rather than promoting several brands separately, corporate branding creates synergies

between brands). Schultz and Chernatony (2002) argue that a well conceived corporate branding 

strategy provides a holistic framework for conceptualising and aligning the many different activities

by which companies express who they are and what they stand for. Thus it provides a solid

foundation for developing a coherent and engaging promise to all stakeholders and it acts as ag

mechanism to align organisational subcultures across functional and geographic boundaries (Schultz 

and Chernatony 2002). 

According to Hatch and Schultz (2001), the foundation of the corporate branding process is 

the interplay between strategic vision (the central idea behind the organisation and its aspirations), 

organisational culture (the internal values and basic assumptions that embody the meaning of the 

organisation) and corporate images (the views on the organisation developed by its internal and

external audiences). Hulberg (2006) reviews the essential constructs of corporate branding theories

which include: Identity, Organisational culture, Behaviour, Values, Image and Reputation. An

obviously central element in corporate branding theories is multiple stakeholders (e.g. Hatch and

Schultz 2003). Perceptions of an organisation are formed by the interaction and communication with 

the organisation and one must be aware of the fact that everything an organisation says and does 

communicates; therefore every single source of communication must be governed by similar

messages to assure uniform delivery to all stakeholders (Hulberg 2006).

Another fundamental notion within corporate branding that deserves a more thorough

examination especially because of its relevance to place branding is corporate identity (see also 

Chapter 3). Although the definition of the concept is rather problematic (Melewar and Jenkins 2002) 

it is believed that a strong identity is very important for transmitting a consistent internal and external 

image among stakeholders, creating a valuable asset (Simoes and Dibb 2001). Or as Melewar et al

(2006:139) put it “by effectively managing its corporate identity an organisation can build 
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understanding and commitment among its diverse stakeholders”. Balmer (2002) proposes a 

‘corporate identity mix’, which consists of the following components: strategy (management vision, y

corporate strategy, product/services as well as corporate performance, corporate brand covenant,

corporate ownership); structure (relationships between parent company and subsidiaries, relations withe

alliance or franchise partners); communication (total corporate communication, which encompassesn

primary, secondary and tertiary communication); and culture (the soft and subjective elementse

consisting of the mix of sub-cultures present within, but not always emanating from the

organisation). Melewar and Jenkins (2002) provide a different but not dissimilar model which breaks 

down corporate identity into the areas of communication and visual identity, behaviour, corporate

culture and market conditions.

As Hatch and Schultz (2003) summarise, product brands and corporate brands differ in

several respects: their focus (product - company), the responsibility for managing and delivering the 

brand (middle managers/marketing department - CEO/whole company), their time horizon (short - 

long) and the groups they need to attract attention and gain support of (customers - multiple 

stakeholders). Simoes and Dibb (2001) argue that the entity in corporate branding has a higher level 

of intangibility, complexity and social responsibility, which makes it much more difficult to build att

coherent brand. Or as Balmer and Gray (2003:976) state: “…corporate brands are fundamentally 

different from product brands in terms of disciplinary scope and management, they have a multi-

stakeholder rather than customer orientation and the traditional marketing framework is inadequate 

and requires a radical reappraisal”. 

This, together with other corporate level concepts, has lead to the concept of corporate

marketing and the introduction and refinement of the corporate marketing mix. As Balmer and

Greyser (2006) emphasise, corporate marketing is more of a philosophy rather than a function,

therefore the elements of the corporate marketing mix should not be seen as elements for a

department of the company to orchestrate but rather as informing an organisation-wide philosophy.

The 6 Cs of Corporate Marketing and the key questions that underpin each of them are (Balmer and

Greyser 2006): 

Character (tangible and intangible assets of organisations as well as activities, markets served, r

philosophy: What we indubitably are) 

Culture (internal collective feeling derived by the e values, beliefs and assumptions about the 

organisation: What we feel we are) 

Communication (channels of communication with custn omers and other constituencies, ideally 

taking into account the effects of word-of-mouth and media/competitor commentary: What 

we say we are)
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Conceptualisations (perceptions of the corporate brand held by customers and others

stakeholder groups: What we are seen to be)

Constituencies (meeting the wants and demands of stakeholder groups taking into account that s

many customers belong to other groups also: Whom we seek to serve)

Covenant (the promise made by the corporate brand which leads to the expectations t

associated with it by stakeholders: What is promised and expected)

The rest of this chapter examines the precise link between corporate and city branding and marketing 

by outlining their similarities and attempting to extract new lessons from corporate branding theories

that can inform city branding. 

8.3 Are city brands corporate brands? 

As noted above, corporate branding is radically different from product branding. City brands, like 

corporate brands, are also fundamentally different from product brands and the traditional marketing 

framework is also clearly inadequate. As Virgo and Chernatony (2006) identify, city branding involves

complexities beyond those of product and services branding, which arise from the diversity of 

stakeholders, the number of organisations steering the brand, the limited control brand steerers have 

over their product and the diverse target groups. These are, of course, issues that have been raised

since the very first attempts to adjust marketing concepts to the needs of places (see Ashworth and 

Voogd 1990) and have not hindered the application or popularity of place marketing. Hankinson 

(2007) discusses the distinctive factors between product and destination branding, which include the

co-production and co-consumption of place products, their variability, the legal definition of place

boundaries, the administrative overlap and political accountability. So, city branding and corporate

branding are similar in that they are dissimilar to product branding but does this mean that city 

brands should be treated and managed as corporate brands?

In fact, there are many substantial common characteristics of marketing and branding 

corporations and cities, a fact recognised by several commentators who point to the relevance of the

‘metaphor of place as corporate brand’ (Anholt 2002). As seen in chapter 3 of this thesis, they both

have multidisciplinary roots, both addresss multiple groups of stakeholders, both have as high level of intangibility 

and complexity, both need to take into account social responsibility, both deal with multiple identities, both s

need a long term development. In this sense, corporate branding does seem to offer a multitude of tt

lessons for implementing branding within cities. The corporate marketing mix (Balmer and Greyser 

2006) and its elements are fundamentally relevant to cities and theira marketing conditions (obviously 

more so than the 4 Ps of the traditional marketing mix) and it could serve as a basis for the
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refinement of city marketing theory. The above stated similarities have encouraged researchers to test 

corporate branding tools on cities (see for example Trueman et al. 2004; Caldwell and Freire 2004).ll

Nevertheless, it is not clear in what ways cities could be thought of as corporations and,

therefore, whether city brands can be treated as corporate brands. It could be argued that the

complexities involved in city branding are even greater than corporate branding and the difficulties 

more acute. For example, the adoption and projection of a single clear identity, ethos and image by 

cities is deemed more difficult (Ashworth 2006), if desirable at all. “Cities have many similarities with

large commercial corporations but unless these similarities are more important than the dissimilarities 

of political responsibility and public interest, places cannot be branded in the same sense” (Ashworth 

2006). Applying corporate branding to places demands a treatment of the place brand as the whole

entity of the place-products, in order to achieve consistency of the messages sent (Kavaratzis and

Ashworth 2005), which might be trickier than in the case of corporations. At the same time it 

demands associating the city with ‘stories’ about it that need to be built in the city by planning and

design interventions or infrastructure development (Kavaratzis 2004), both of which demand

meeting conditions that do not seem to be evident in the corporate marketing environment.  

Trueman et al. (2007:21) identify parallels of city branll ding to corporate marketing “where the 

tools incorporate people as well as communications, character and covenants”. To that they contrast 

the differences in that “city brands are multilayered and more complex, since marketing exchange in

the public sector does not demand any ‘reciprocation’ and there is often no clear legal or 

constitutional agreement about brand ownership” (Trueman et al. 2007:21). Hankinson (2007)ll

provides five guiding principles for destination brands based on corporate branding theories. He 

argues that “there are sufficient similarities between these two types of brand to allow useful lessons

to be drawn” and suggests that efficient destination branding depends upon a) a strong, visionary 

leadership, b) a brand-oriented organisational culture, c) departmental coordination and process

alignment, d) consistent communications across a wide range of stakeholders and e) strong, 

compatible partnerships.  

The above discussion on the usefulness of corporate branding models and tools for city 

branding demonstrates two things. First, that cities do have a lot to learn from corporate-level

marketing theory and practice. Secondly, that there is a need to adapt such models for the specific

conditions and characteristics of cities and places in general. Applying city branding can rely to a y

great extend on corporate branding but it can still only be a distinct form of branding. Therefore, 

what is needed is to develop a branding framework that applies specifically to cities. As Kerr 

(2006:281) suggests, “…given the widespread acceptance of the similarities between the corporate

brand and the location brand, researchers and practitioners in place branding have the opportunity to 
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draw from the existing models of the corporate brand and to develop a model to reflect the key 

components of, and relationships within, the location brand architecture and portfolio”. 

8.4 City branding frameworks 

As stated earlier there is an evident confusion between city branding and promotion, caused by the

perceived little control over other elements of the marketing mix (Virgo and Chernatony 2006). This

misunderstanding has misled most contemporary city branding practice to the exclusive use of 

promotional tools like slogans and logos or, at best, advertising campaigns. However, a strategic and

responsible view on city branding includes many more areas of activities. Although it is true that 

considering the popularity of place branding, “very little has been written about how place marketing 

and in particular the branding of places should be managed” (Hankinson 2007:241), there have been 

suggestions of place brand management frameworks. This section reviews these frameworks and 

attempts a synthesis; a process that might eventually lead to a more generally accepted framework of 

how to develop and manage city brands. Ashworth and Kavaratzis (2007) undertook a similar review 

that led to the identification of basic similarities of some of the frameworks. However, the review 

here includes more frameworks and provides, for the first time, a clear and justified suggestion as to

the route for their integration. 

The first framework is the theoretical framework of this thesis (also Kavaratzis 2004) and

has been thoroughly explained in chapter 3 but a brief summary is needed. The framework describes 

city-brand communication through different variables, which have both functional as well as 

symbolic meaning. It distinguishes between intentional and unintentional communication:  

1. Unintentional Communication relates to the communicative effects of a city’s actions and marketing 

measures when communication is not the main goal. It is divided into four broad areas of 

intervention: Landscape Strategies (including urban design, architecture, public spaces in the city, public 

art and heritage management); Infrastructure Projects (projects developed to create, improve or give a

distinctive character to the transport, communication, cultural, tourism and other types of necessary 

infrastructure; Organisational Structure (the effectiveness of the city’s governing structure including 

organising for marketing, Public Private Partnerships, community development networks and

citizens’ participation in the decision making); the City’s Behaviour (the city leaders’ vision for the city,

the strategy adopted, the financial incentives provided, the quality of services and the number andvv

type of events organised).

2. Intentional Communication is the formal communication that most commonly takes place through

well known marketing practices like advertising, PR, graphic design, logos etc. 
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Rainisto (2003) proposes a general framework of place branding concentrating on the

marketing of places as business locations and in particular the activities of inward investment 

agencies. The framework consists of nine success factors of place marketing and branding practices.

According to this framework, the core building stones of place marketing (and most important 

success factors) are: Planning Group (the organ responsible to plan and execute marketing practices),

Vision and Strategic Analysis (the insight of the place about its future position), Place Identity and

Image (a unique set of place brand associations, which the management wants to create or maintain),

Public-Private Partnerships and Leadership (the capability to conduct complex processes and obtain

the organising power). These are factors that a place can actively influence and that represent the

organising capacity of the place. Another four success factors assist the above to meet the challenges

in the environment where place marketing practices are performed; these are Political Unity 

(agreement about public affairs), Global Marketplace, Local Development and Process Coincidences 

(remarkable occurrences of events during the marketing process). 

Anholt (2006a) describes a framework for evaluating city brands called the city brand

hexagon that is used to create the Anholt-GMI City Brands Index. The six components of the

hexagon are Presence, Place, Potential, Pulse, People and Prerequisites. The Presence refers to thee

city’s international status and standing – how familiar people are with the city. The Place component e

refers to the physical aspects of the city – how beautiful and pleasant or otherwise the city is. The

Potential considers the opportunities the city has to offer in terms of economic or educational l

activities. The Pulse examines the existence of a vibrant urban lifestyle or lack thereof; how exciting e

people think the city is. The People component examines the local population in terms of openness e

and warmth and also los at safety issues in the city. Finally, the Prerequisites deal with the basics

qualities of the city; the standards and price of accommodation and public amenities. This framework 

has been developed as a means of evaluating the effectiveness of branding but it is a particularly 

helpful tool for guiding the branding effort, in that it distinguisheg s between the broad areas of local 

policy making that will ultimately influence the judgement of the city’s brand. 

A different view is offered by Hankinson (2004) who distinguishes between four branding (

perspectives, namely: a) brands as perceptual entities, b) brands as communicators, c) brands as

relationships and d) brands as value enhancers. He provides a model of place brands based on the

conceptualisation of brands as relationships, in which the brand is construed as having a personality 

which enables it to form a relationship with the consumer. The starting point is the core brand (the

place’s identity and a blueprint for developing and communicating the place brand), which can be

defined by the brand personality, the brand positioning and the brand reality. The effectiveness of 

place branding relies on the extension of the core brand through effective relationships with the

various stakeholders. These relationships are grouped in four categories: a) Primary Service 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:133Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:133 2008.09.12.   15:20:122008.09.12.   15:20:12



134134

Relationships (services at the core of the brand experience, such as retailers, events and leisure or

hotels); b) Brand Infrastructure Relationships (access to services, brandscape/built environment,

various facilities); c) Media Relationships (organic and marketing communications); and d) Consumer 

Relationships (residents and employees, internal customers, managed relationships from the top).

“The extension of the brand from the core to include primary services, the brand infrastructure,

media and communications and consumers is best described as a ripple effect in which brand

relationships are gradually extended through a process of progressive interaction between the

network of stakeholders” (Hankinson 2004:115). 

More recently, the same author (Hankinson 2007) suggested another framework which

underlines the leading role played by the Destination Marketing Organisation (DMO). The

development and management of the destination brand is described as a process dependent on the

effectiveness of brand leadership by the DMO. The process begins with the DMO deciding on a

vision for the brand and a strategy for brand-building. First the brand needs to be built internally 

from the top by embedding its values to the internal culture of the organisation (Internal Brand 

Identity). The brand ‘rolls out’ to partner organisations, attempting to build strong alliances and 

partnerships based on compatibility (External Brand Identity). Afterwards, the brand is

communicated and the brand experience delivered (Consistent Brand Communications), with the

DMO ensuring effective communication with all stakeholders (Multiple Stakeholders). 

Trueman and Cornelius (2006) suggest a ‘place branding toolkit’ which includes five fields of 

measures that can be taken, termed the “5 Ps” of place branding: Presence (on the one hand thee

appearance of architecture, icons and the built environment, on the other hand the emotional

landscape connected to the local social fabric); Purpose (in the levels of various boundaries that exist e

in the city, for instance neighbourhood vs. city or other social boundaries); Pace (the speed at which e

the place responds to internal and external market conditions); Personality (which is made up by y

presence, purpose and pace as well as the visual impact of the built environment); Power (orr

empowerment of change, without which local communities are unlikely to support regeneration or

adopt ownership of city brands). The authors include for each ‘P’ relevant tools that a city can use to 

successfully cope with the demands of managing each of those areas of intervention and demonstrate 

this with an application of their toolkit on the city of Bradford. The relevant tools that they suggest 

are: 

Presence: iconic symbols (that offer a clear visual image and differentiate), ordered and

multi-layered identity (that caters for the different needs and aspirations of main 

stakeholders) and visibility (the visual presence in the street environment).

Purpose: distinct boundaries (that facilitate the link between the brand and specific 

locations), brand ownership (a measure of civic pride), multi-cultural society (that facilitates 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:134Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:134 2008.09.12.   15:20:122008.09.12.   15:20:12



135135

regeneration and new ideas) and clear communications channels (that reinforce messages

and cohesion). 

Pace: public-private partnerships (that balance the perspective and mitigate tensions).

Personality: the emotional landscape (that provides a reality check and clarifies evaluations of 

the city’s aspects).

Power: social purpose and empowerment (that reinforces brand presence and trust)

8.5 Towards integration? 

The frameworks described above differ in several respects. Whereas Hankinson focuses on cities as 

tourism destinations, the rest attempt a wider focus. Anholt’s Hexagon is more a blueprint for 

research on the effectiveness of a city’s branding effort and its evaluation, while the rest provide the 

basis for attempting the branding effort. The frameworks also differ in their conceptualization of the 

place brand. For example, Kavaratzis treats the place brand as a communicator, whereas Hankinson 

adopts the brand as a relationship approach and Trueman & Cornelius attempt a more integrated

conceptualisation. In all frameworks, however, the multidimensional nature of the place brand is 

evident, which leads all of them to integrate into their main approach elements of the different 

functions of the brand. It becomes obvious from all frameworks that everything a city consists of,

everything that takes place in the city and is done by the city, communicates messages about the city’s 

brand, in the same way that this is true for corporations (Hulberg 2006). Strong similarities are 

actually demonstrated in the frameworks, which could serve as a base for their integration. 

For instance, the element of Organisational Structure in Kavaratzis, in essence addresses 

relevant relationships, in much the same way as Hankinson’s 2004 Consumer Relationships and 

Trueman & Cornelius’s Power element. It also includes both internal and external brand identity as 

described in Hankinson 2007. The Prerequisites of Anholt’s model are very similar to the

Infrastructure components of both Kavaratzis and Hankinson. Trueman & Cornelius’s Personality 

emphasises the fact that the communicated purpose and identity of a brand is likely to be credible if 

it is reinforced by the actual appearance of architecture, landscaping and the heritage of the city,

which is the main idea behind the Landscape Strategies of Kavaratzis and the Place feature of 

Anholt’s model. Potential and opportunities are major elements the models of both Anholt and

Trueman & Cornelius. The selected vision for the city and the strategy adopted to achieve it are basic y

components of three of the frameworks, namely Hankison 2007, Kavaratzis and Rainisto. Hankinson

2007 and Rainisto also stress the importance of a strong leadership. The increasingly popular 

establishment of Public Private Partnerships to plan and implement place marketing activities is 
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highlighted by Rainisto, Trueman & Cornelius and Kavaratzis. Trueman & Cornelius and Kavaratzis

add the natural environment to the elements that need to be managed and, finally, Trueman &

Cornelius add the importance of gateways into the city or corridors which connect city parts, indeed

bringing attention to a neglected subject.  

These evident similarities of the suggested frameworks open the way towards their 

integration, which would constitute a major contribution to the refinement of city branding theory 

and, consequently, its practice and would provide the basis for the development of a ‘common

language’ of place branding. Table 8.1 outlines the evident similarities between the six frameworks 

and includes the main lessons from corporate branding and marketing theories. The categories of the 

first column of Table 8.1 highlight and summarise the alignments of the different approaches to 

developing and managing city brands. These categories will be examined in more detail in the next 

chapter of this thesis, where they will be integrated with the conclusions of the three case studiesf

undertaken to form the basis of a new integrated city branding framework.  

Several issues involved in place branding need further theoretical and practical clarification. 

First, there is a need to address the differences between branding a nation and smaller geographical 

entities, like regions and cities (e.g. Caldwell and Freire 2004). Anholt (2007) makes a strong case for

the development of a nation brand as a framework to improve a country’s reputation (what he terms 

competitive identity). He suggests that national policies are by definition branding exercises and he ll

underlines the need to treat brand management as a component of national policy and not a separate 

activity. As he correctly asserts, “if brand management is… put into a separate silo of 

‘communications’, ‘public affairs’ or ‘promotion’, then there is very little it can do” (Anholt  

2007:33). But he is not clear about the relation of the nation’s competitive identity to the partial city 

or regional brands. Questions that require answering in this vein are: is one place brand enough to 

cover a country and all its regions? Should there be a system of brand architecture with sub-brands

under a general ‘umbrella’ nation brand? Should the regional and city brands be treated separately to 

the nation brand? The second issue is that both the practice and, to an extent, the theory of place

branding tend to focus on its benefits to tourism development and management, which, however, is 

only one of the multiple functions of any place. Is one place brand able to address the distinct needs

and expectations of visitors, investors and residents alike? Given that consistency is vital, would a set 

of brands each addressed to one of those audiences even make sense? How can a place deal with 

their radical different and often conflicting expectations? A third issue is the further integration of all 

relevant disciplines that have (or should have) an interest in place branding theory and application. As 

Therkelsen et al. (2007:2) state, “…in ordell r for one to fully understand the phenomenon of place

branding the three academic disciplines of marketing, urban studies and policy-making must be
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Table 8.1: Similarities of the frameworks and lessons form corporate branding 

Category Elements from the frameworks Relevant corporate marketing concept 
Vision & Strategy 
Chosen vision for the city’s
future and of strategy to 
realise it 

Kavaratzis: City’s Behaviour (partly)
Trueman & Cornelius: Pace (partly)
Rainisto: Vision and Strategic Analysis Hankinson 
2007: Vision, Strategy 

Strategic Vision (Hatch and Schultz 2001), 
Strategy of Corporate Identity Mix, 
Behaviour (Melewar and Jenkins 2002)
Strong Visionary Leadership 
(Hankinson 2007)

Internal Culture 
Spreading a brand
orientation through the city 
management and marketing 
itself 

Kavaratzis: Organisational Structure 
Trueman & Cornelius: Pace
Hankinson 2004: Consumer relationships (partly)
Rainisto: Planning Group (partly) 
Hankinson 2007: Internal Brand Identity 

Organisational Culture
(Hatch and Schultz 2001) 
Culture of Corporate Marketing Mix 
Brand Oriented Organisational Culture & 
Departmental Coordination and process
alignment (Hankinson 2007) 

Local Communities
Prioritising local needs, 
involving local communities
and providing for balanced 
participation 

Kavaratzis: Behaviour (partly), Organisational 
Structure (partly)
Trueman & Cornelius: Power 
Hankinson 2004: Consumer relationships (partly)
Anholt: People (partly), Pulse (partly) 
Hankinson 2007: External brand identity (partly)

Distinctive to City Branding 

Synergies
Gaining agreement, support 
and cooperation of all 
relevant stakeholders at the 
local and wider levels 

Kavaratzis: Organisational Structure 
Trueman & Cornelius: Pace, Purpose (partly)
Hankinson 2004: Consumer Relationships, Primary 
Service 
Anholt: People (partly) 
Rainisto: Public Private Partnerships, Political unity 
Hankinson 2007: Multiple Stakeholders

Multiple stakeholder groups,
Organisational Culture
(Hatch and Schultz 2001), 
Structure of Corporate Identity Mix,
Constituencies of Corporate Marketing Mix 
Strong Compatible Partnerships 
(Hankinson 2007)

Infrastructure
Providing for basic needs
without which the city 
cannot deliver the 
expectations created by its
brand 

Kavaratzis: Infrastructure Projects
Trueman & Cornelius: Presence 
Hankinson 2004: Brand Infrastructure
Anholt: Prerequisites
Rainisto: Place Identity 

Strategy of Corporate Identity Mix 
Partly similar to the corporation’s 
product/service-line, which remains 
essential in corporate marketing 
Identity/image interface  

Cityscape and Gateways 
The ability of the built 
environment to represent 
itself and reinforce or 
damage the city’s brand 

Kavaratzis: Landscape Strategies 
Trueman & Cornelius: Presence, Personality 
Hankinson 2004: Brand Infrastructure, Primary 
Service 
Anholt: Place
Rainisto: Place identity 

Key questions on the corporation’s
distinctive attributes 
Character of Corporate MKT Mix
Identity/image interface

Opportunities 
Opportunities available for 
individuals (lifestyle, 
services etc) and companies 
(financial etc.) which signify 
the potential of the place 

Kavaratzis: Behaviour 
Trueman & Cornelius: Pace, Purpose (partly)
Anholt: Potential
Rainisto: Local Development 
Hankinson 2007: Multiple stakeholders (partly) 

Distinctive to City Branding 

Communications 
Fine-tuning all intentionally 
communicated messages

Kavaratzis: Intentional Communication
Trueman & Cornelius: Presence (partly), Purpose 
(partly)
Hankinson 2004: Media & Consumer Relationships 
Anholt: Presence (partly)
Rainisto: Place Image (partly) 
Hankinson 2007: Consistent Communications 

Communication of Corporate Marketing 
Mix, 
Communication and visual identity 
(Melewar and Jenkins 2002), 
Communication of Corporate Identity Mix
Consistent Communications across a wide
range of stakeholders (Hankinson 2007)

Emotions 
High relevance and 
significance of emotional 
and symbolic aspects 

All frameworks 
Especially Trueman & Cornelius: Personality 

Emotions as key elements of differentiation
strategies (Hatch and Schultz 2003) 

Multi-disciplinary 
City branding as 
multidisciplinary and 
complex

All frameworks Basic notion of corporate marketing and
branding 

Philosophy 
Branding as a general
philosophy and not simply a
set of activities

All frameworks Corporate marketing as an organisation-
wide philosophy (Balmer and Greyser 2006)
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addressed. Furthermore …much contemporary branding analysis fails to combine these three

fundamental dimensions and tend to focus only on one or two dimensions”. The disciplines of 

cultural and economic geography should be added to the three above. Morgan (2006) also agrees that 

it is a sign of maturity of the place branding field that a more critical approach is materialising these 

years which scrutinises the socio-cultural and political aspects of place branding and hence works as a

counterbalance to the very marketing oriented approach that has prevailed for a long time. Another 

prevailing issue is the ever-lasting confusion of a branding strategy with promotional activities; an

issue that despite strong academic emphasis, seems very difficult to put across practitioners. How can

it be more emphasised that marketing is more strategic and not merely about communications? “It 

helps even less that there are so many communications agencies which, perhaps frustrated by the

difficulty of selling pure strategy to governments, have fallen into the habit of pandering to this

misconception and simply selling logos and slogans to any government prepared to pay for them”

(Anholt 2003:28). 

The next chapter of this thesis starts with a summary of the research findings and the 

conclusions that run across the three cities investigated. It then builds on the elements discussedtt

above (see Table 8.1), integrating research conclusions and literature suggestions into a set of 

significant components of a new city branding framework.
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Chapter 9  Conclusions 

9.1 Summary of main findings of the case studies 

The findings of the three case studies included in this thesis have been discussed in detail in earlier 

chapters together with the main conclusions on the three cities’ current marketing efforts and their 

future needs. Table 9.1 attempts a summary and parallel presentation of the main findings in each

city. The table also incorporates the cities’ evaluation in a) fundamental theoretical suggestions on

city marketing, b) the elements of the theoretical framework of this study (see chapter 3) and c) the

categories of city branding components as identified in the previous chapter (see Table 8.1). The next 

section discusses the main cross-case conclusions (already evident in table 9.1) in more detail. 

Together they lead to a new synthesis of city branding components, which is presented and analysed 

in section 9.2 and constitutes a key result of this study.

9.2 Cross-case Conclusions 1

This section identifies and outlines several issues regarding city marketing and city branding that need 

to be better addressed in order to proceed to an improved implementation of city marketing that 

would increase its contribution to local economic, cultural and social development. These issues have

emerged through the research undertaken for this thesis in Amsterdam, Budapest and Athens as

analysed in relevant chapters and summarised in Table 9.1.It is important to repeat at this point the

matter of generalisation of the results of the case studies reported in this thesis, which has already 

been discussed in chapter 2. As explained in relevant literature (e.g. Yin 2003) the purpose of 

generalising case study results is not to generalise from one case to another but to generalise a

particular set of results to some broader theory. In this sense, the effort of the present thesis, apart 

from examining the marketing efforts of the three cities, was to identify from the cities investigated 

the issues that seemed to limit the effectiveness of city marketing, so that new suggestions could be

made to enrich relevant theory. The issues included in this section are the result of the attempt to

generalise the findings of the case studies undertaken for this thesis into the broader theory of city 

marketing. Broadly, the issues deal with two types of problems. On the one hand they concern 

specific difficulties facing city marketing implementation caused by political or administrative reality 

1 This section has been published as part of Kavaratzis and Ashworth 2008   
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Table 9.1: Main findings of the case studies

Element Amsterdam Budapest Athens 
Interest in 
marketing

High  Growing  Growing 

Understanding of 
marketing and
the marketing
process

Common/collective
understanding of 
marketing 
Good attempt at following 
process
Strong market research 

Dependent on individuals 
(not common) 
Fragmented activities
Limited to promotion 

No common 
understanding 
Sporadic and fragmented
activities
Limited to promotion 

Role of 
marketing in
development and
goals set 

Large role of marketing 
Wide goals covering a 
range of fields

Limited to tourism 
development 
Sensible goals for the 
cultural centre strategy 

Limited to tourism 
development 
Sensible goals in tourism

Understanding/
implementation
of branding 

Mostly limited to
promotional power of 
branding 
Dynamic campaign

Limited to visual elements
Insufficient branding 
strategy 

Limited to visual elements
Insufficient branding 
strategy 

Development of 
long-term vision  

Vision development 
debatable
Long-term character 
evident  

No long-term vision and
planning 

No long-term vision and
planning 

Organisational
structure/ 
Cooperation 

Satisfactory organisational
structure
Attempt at broad 
cooperation
Broad support for strategy 

Fragmented organisational 
structure
Cooperation mostly 
informal

Organisational structure
fragmented 
Need for metropolitan
structure

Involvement of 
local 
communities 

Not clear in vision 
development 

Not evident Not evident 

Infrastructure  Adequate prior state
Limited integration in
marketing strategy 

Steady improvement 
Not integrated in
marketing strategy 

Dramatic recent 
improvement 
Not integrated in
marketing strategy 
Used heavily in promotion 

Landscape 
strategies

Limited integration in
marketing strategy 
Canals heavily used in
promotion

Not integrated in
marketing strategy 
Heritage and natural 
landscape used heavily in 
promotion

Not integrated in
marketing strategy 
Potential of Olympic sites
(especially Elliniko and 
Faliro) slowly developed 
Sea side setting used
heavily in promotion 

Behaviour and
Opportunities 

Limited efforts
Attempt at targeting 
creative individuals

Limited efforts
Financial incentives for 
specific sectors (through
national agencies)
Emphasis on festivals

Inadequate efforts 
Successful Olympics but 
slow reactions

Communications Adequate
Focus on people 

Adequate
Focus on cultural events 
and socialist past 

Adequate (together with
national campaigns)
Desire to escape the sea &
sun image 
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in the cities; on the other hand they deal with certain gaps between the theory of city marketing and 

the way in which it is understood and practiced in the cities. The discussion is structured under seven

headings that are raised here in an attempt to begin a process of re-examination and refinement of 

the concepts of city marketing and city branding that will inform their future application.  

9.2.1 Collective appreciation of city marketing 

Before the marketing effort starts, there is a need for a public discussion on what city marketing is,

what it can achieve, what actions it includes and why it is useful for the specific city’s conditions.

That public discussion will lead to a collective understanding and agreement in the meaning and 

content of relevant terms and an appreciation of the goals set. This need is particularly acute for city 

branding. It is, perhaps, not necessary to adopt in practice the latest or more accurate theoretical and

scientific explanations. The most important is to develop a common understanding, which 

contributes two benefits. First, the knowledge this discussion spreads generates more support in 

favour of city marketing, precisely because of this collective appreciation of what city marketing is

and how it can support the development of the city. Secondly, it generates a common perception and

a common language of communication, avoiding individual interpretations of certain issues that ii

demand collective action. 

9.2.2 Coordination, cooperation and role allocation

The establishment of a body that will have the task to gather together all stakeholders and coordinate 

actions is obviously a necessity for any marketing effort and a very basic step of city marketing 

implementation. It is, sometimes, enough on its own to generate certain dynamics that might 

afterwards lead to better implementation and initiatives. For large cities, this is best done on a

metropolitan level, if nothing else because people (residents and visitors, as well as investors and 

developers) experience the city as a whole, and administrative boundaries of municipalities and other 

levels of local authorities are in essence meaningless for them. Political and administrative reality in 

most cities is inadequate to deal with successful marketing implementation. Closely connected to this

issue are two other needs of effective city marketing implementation. First is the achievement of astt

wide a cooperation as possible in order to ensure a feeling of fairness in decision making, support for

the strategy chosen and the actions taken and, more importantly, avoid conflicting actions from 

within the city itself. Second is the matter of role allocation for all participants in the marketing 
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effort, so that problems of reduplication of actions are overcome. This is a particularly delicate 

matter, especially if the issue of widespread decision making is considered. “Intelligent city marketing 

would be a broad network of communication, of information and exchange, of actions to raise 

awareness, while at the same time respecting the city’s complexity and heterogeneity” (Kalandides

2006:6), something which “can only be achieved if decision making is widespread – much against the 

common view of needing to concentrate everything in one hand” (Kalandides 2006:6). In this sense,

the body referred to here should not have the task to make all relevant decisions but, instead, to 

coordinate decisions and actions. Decisions may be varied but through the public discussion and

collective appreciation of city marketing mentioned in the previous point, they should be able to fall 

within the same chosen direction for the city’s future. The question of how to achieve this wide 

participation and cooperation is certainly difficult. For instance, who will participate from an endless

list of possible participants and stakeholders? It is, however, an issue that demands extensive 

attention. The fragmentation of marketing strategies that commonly results from the administrative 

structures of cities and the lack of coordination lead to inconsistency in policies implemented, which 

is a determining obstacle for marketing effectiveness. At the same time, special attention needs to bett

paid to political, ideological, social and ethical characteristics that rule participation in such marketing 

bodies so that they do not become tools of social control where “dominant groups use visual andl

spatial strategies to impose their views” (Broudehoux 2001:272). 

9.2.3 The need to follow the marketing process

It is vital to approach city marketing as a series of steps that cannot be implemented partially or only 

to an extent. Marketing is a long term process that consists of g several stages, which have been

described since the very beginning of theoretical explorations on city marketing explorations (see 

Ashworth and Voogd 1990). Research and analysis is an obviously important first step of the process; n

segmentation of the market is also vital for effective targeting of actions; the selection of a vision for

the city that will also serve as the ultimate goal of all marketing efforts is also essential. Braun et al. 

(2003) summarise the various strategic choices that have to be made within an integrated approach to

city marketing management, highlighting the fields of product development, market research, market 

segmentation and target group selection, image management, acquisitions, strategic alliances and 

evaluation. Furthermore, city marketing does not end with the conclusion of one cycle but goes on to 

re-examine strategies, redefine goals and reiterate the whole process from the beginning. This

understanding is crucial in order to prevent the commonly noticed phenomenon of only developing 

promotional campaigns and implementing sporadic actions with vague goals. Only then can the 
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necessary consistency and continuity of marketing efforts be achieved and only then can the full

potential of city marketing be reached.  

9.2.4 Expansion to other fields than tourism 

Currently city marketing and its perceived effectiveness is mostly appreciated in the field of tourism 

development. But marketing may assist in all aspects of urban development increasing the city’s

attractiveness not only for visitors but many more target groups and city audiences, starting with its 

own residents. Perhaps it is the intense communicative character of marketing together with the 

perceived dependence of travel and destination choices on such communicative elements that n

mislead city marketing practice. Perhaps also the characteristics of tourism as service provision that 

makes transferring marketing knowledge from other service industries easier. The fact is, however,

that cities are not only tourism destinations and focusing the marketing effort on attracting visitors is 

dangerously limiting the effectiveness of marketing but also the city’s character itself. By focusing 

exclusively on marketing the city for tourism, the city’s form and, more importantly, its spirit acquire 

a meaning not necessarily according to the aspirations of city residents. 

9.2.5 Local Communities 

One very important issue that needs addressing is the reaction of the city’s own residents to the 

marketing efforts and messages sent by their city. This is particularly true for city branding, where

emotional ownership of the brand belongs to those who have affection to the brand (Balmer 2002). 

Everything is done in the name of the inhabitants and it is their resources that finance any city 

marketing programme. Indeed Deffner and Liouris (2005:2) assert the importanc( e of the role of city 

marketing in that “it forms a bridge between a city’s potential and the use of this potential for the

benefit of the local society”. Local entrepreneurs and small businesses should also be a vital concern, 

as in many cases they are the economic engines of the city. The significance of local communities in

city marketing is not meant here in the same sense as commonly found in the literature, which treats 

local people as marketing vehicles. As Hudson and Hawkins (2006:175) describe, “…[I]n the

evaluation of key stakeholder groups, local communities are very important in that local people can

help to set the ambience for visitors as well as acting as credible brand ambassadors for a city”. While 

local people certainly make a difference in the atmosphere of a tourism destination and while their 

role is crucial in delivering the tourism service, of the essence is that they are both the foremost target 

group of the marketing effort and, in effect, the most influential city marketers. Insch and Florek 
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(2008) also suggest that the ultimate goal of places is the welfare and satisfaction of their residents 

who, in turn, “play an instrumental role in shaping the economic, cultural and social prosperity of al

place” (Insch and Florek 2008: 12). In that sense, the needs and wishes of local communities should

be integrated in the goals set and they should be participants in all stages of formulating, designing 

and implementing a marketing strategy. Unfortunately this is not the case in current city marketing 

implementation. This issue is connected to the popular establishment of Public Private Partnerships

as the main vehicles of city marketing implementation. As Holcomb (1999:69) accurately comments,

in most cases “public means government leaders (rather than community) and private means

business (not the private citizen)”. This has led to strong critical voices against the way in which city 

marketing and image-making projects “have enabled ruling minorities to use the power of visual

imagery and mental associations to determine who will dominate, use, live in and profit from urban 

spaces” (Broudehoux 2001:276). The creation of a brand for the city is particularly vulnerable to this 

kind of criticism. A short-sighted  branding strategy might indeed encourage spatial and socio-

cultural inequalities and segregation (Deffner and Liouris 2005). “Therefore, the process of adopting 

a brand should be as open to the society as possible” (Deffner and Liouris 2005:4). Future city r

marketing and city branding application needs to include local communities in all steps of the 

marketing process to ensure representation of their interests and prevent such criticism. 

9.2.6 Competition and cooperation between cities

City marketing is in most cases a reaction to the new conditions under which cities are called to

survive and prosper. These new conditions are attributed to global forces and are commonly 

associated with the increased mobility of capital, the easier relocation of economic activity, the radical

development of the knowledge based society and increased global connectivity. This is a matter 

obviously related to the increased inter-urban competition that is evident in today’s world, also

exemplified in the importance attributed to several city rankings that are published regularly. 

Benchmarking, i.e. the direct comparison with other cities and the way they implement marketing, is

also a popular activity in European cities. Competition can, of course, be healthy and in many ways 

stimulate cities to become more proactive and even more effective in their marketing decisions. One 

significant issue to examine, however, is the nature of this competition. In most cases, the

understanding of inter-urban competition is short-sighted and inevitably leads to an equivalently 

short-sighted understanding of city marketing. In an explanation of the spatial dimensions of inter-

firm competition, Cox (1995) examines a distinction between ‘weak’ and ‘strong’ competition. As

Jessop (1998) summarises, “ …whereas strong competition refers to potentially positive-sum 
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attempts to improve the overall (structural) competitiveness of a locality through innovation, weak tt

competition refers to essentially zero-sum attempts to secure the reallocation of existing resources at 

the expense of other localities” (Jessop 1998:79). Weak competition is socially disembedding, whereas 

strong competition involves the territorialisation of economic activity (Cox 1995 quoted in Jessop 

1998). Weaker forms of competition are usually more concerned with modifications in formal and 

substantive regulatory, facilitative or supportive measures aimed at capturing mobile investment as

well as simple image-building measures with the same purpose (Jessop 1998). Cities engaged in such 

weak entrepreneurialism are even more likely to fail in the longer term because of the ease withaa

which such activities can be copied (Jessop 1998:79). It is unfortunate that in most cases the weak 

conceptualisation of inter-urban competition is dominant. Cities have to examine the possibilities and

benefits of inter-urban cooperation. A wider conceptualisation of city marketing and, particularly, a 

thorough market research in the beginning of the marketing process is bound to reveal areas where 

competitive cities in the same region may complement instead of substitute each other. Moreover, it 

will reveal opportunities for common projects that will result in widening the market for all

cooperating cities and not necessarily struggle to win higher shares of a stagnated market. 

9.2.7 Measuring the results 

Another issue is the methods that can be used to measure and evaluate the results of marketing 

efforts. Tourism data alone are not enough to adequately represent the effects achieved or aimed at.

Cities commonly rely on various city rankings but the methodology followed and the implicit goals of 

the organisations undertaking these rankings are doubtful. On the other hand, it is argued that all

cities can do is monitor their image and its changes, which might be enough. For instance the 

thorough following of the marketing campaign of the region of Groningen in the Netherlands (see

Pellenbarg and Meester 2005) has been valuable for the region’s authorities and has provided

information on the changes of its image and perceptions by the Dutch that have led to refinements 

of the campaign. Perhaps there is no way to connect the change in the image, the rise or decline of 

numbers of visitors or the changes in citizens’ satisfaction to the marketing efforts but that is not 

necessarily a problem and it is what happens in several other marketing sectors. Of course the 

inability to justify marketing expenses through their financial return remains a problem that should be 

tackled with the correct conceptualisation of city marketing itself. Interesting in that respect and tt

connecting to the above issue of involving local communities in the marketing and development 

efforts, is the suggestion of Insch and Florek (2008:2) that “measuring and monitoring resident place

satisfaction is an essential performance indicator for city, regional and other territorial authorities”.
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The same authors draw on psychology and sociology theories in order to adjust the American

Customer Satisfaction Index and transform it into a Resident Place Satisfaction Model, aiming at 

measuring and monitoring the city’s own residents’ evaluation of the city they live in and their 

satisfaction with it.

It is the contention of this thesis that future development of city marketing theory needs to

address all those issues further and attempt to identify and suggest effective ways to integrate them in

city marketing application. The integration of city branding models attempted in chapter 8 and the

new suggestion of sets of city branding elements made in the next section of this chapter is a step f

towards that direction.  

9.3 Towards a new city branding framework?2

The conclusions of the cross-case analysis presented in the previous section are informative of major 

issues facing the implementation of city marketing and city branding, as well as their furthertt

theoretical development. In chapter 8 (see Table 8.1), several city branding models found in the 

literature were described in order to identify similarities and alignments that lead to their integration.

In the light of the extensive literature review and the case-study research undertaken for this thesis,

this section attempts a synthesis of the above research conclusions and theoretical suggestions in an 

order to identify and suggest major components of a new, integrated city branding framework. Eight 

city branding components are suggested: Vision and Strategy, Internal Culture, Local Communities, Synergies,

Infrastructure, Cityscape and Gateways, Opportunities ands Communications. They are presented and explained

in Table 9.2.

The above components are proposed here in a manner resembling a city branding process

(see Figure 9.1). The process starts with the relevant authority of the city debating and deciding on a t

certain vision for the city’s future (and its brand) and the brand strategies that will best achieve this

vision. The brand oriented culture must then be spread through the organisation itself. Local

communities must then be involved and mobilised to support the establishment and refinement of 

the brand vision and strategy. After that, synergies must be found with all relevant stakeholders that 

will play a role in delivering the brand promise. This promise must be based on the city’s 

infrastructure, its physical landscape and the opportunities it offers to targeted audiences. Finally, all

the above need to be communicated and promoted. Two essential elements that need to be evident 

throughout the whole process need to be highlighted: a) external and internal research and analysis is 

2 This section is based on part of Kavaratzis 2008 
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necessary at all stages in order to create and maintain a necessary connection with all relevant 

audiences and b) strong leadership needs to be exercised in order to guarantee consistency and

effectiveness. 

It is worth stressing that the city branding process is not linear. The four stages take place 

simultaneously and at several levels. The components are interrelated in a complex manner; they 

interact and redefine each other. This interaction makes the constant monitoring and reconsideration

of each component and the whole strategy a necessity and, therefore, an integral part of the process

itself. This is demonstrated in figure 9.1 by the appearance of the Vision & Strategy component at 

the end of every stage. The initial decisions on Vision and Strategy are the result of the first stage,

based on market research and the analysis of the city’s current conditions. With the input of relevant 

stakeholders, which is the result of the second stage, the Vision and Strategy are reconsidered and 

refined. Feedback is also necessary from the actions planned and implemented at the third stage in

order to incorporate the success and failure of specific projects. Finally, the evaluation of all 

promotional measures needs to be incorporated in the strategy as well.

This section has attempted a presentation and an initial integration of existing suggestions on

what city-brand-management should include but further theoretical exploration is necessary before a

definite, integrated model of city branding can be suggested. Such a model should obviously also be 

tested for its applicability and practical value. This process can, to a very large extent, be based on the 

rising concept of corporate marketing, which casts new light to the topic by bringing marketing 

theories closer than ever before to the needs of cities. This certainly unfolds opportunities for f

refining city marketing and city branding theory and generates great optimism for the future of these 

practices.
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Table 9.2: City branding components 

Component Need covered Main axes of intervention and indicative actions

Vision and 
Strategy 

Need for a widely accepted vision
for the city’s future that will guide 
all efforts and for a clear strategy to
realise that vision 

Public discussion on the city’s future and the role of 
marketing 
Market research 
Market analysis and segmentation 
Choice of vision, target groups and  main goals 
Establishment of working group(s)
Resources inventory / SWOT

Internal Culture Need to receive feedback, 
agreement and support of 
employees and to spread  brand
orientation through the city’s
management and marketing itself 

Internal discussion on vision & strategy 
Establishment of appropriate organisational structure 
Role allocation for departments 
Departmental coordination 

Local
Communities

Need to prioritise the needs of 
local communities (residents, 
entrepreneurs, SMEs, local interest 
groups) and involve them in the
strategy and brand delivery 

Public discussion with local communities on vision & 
strategy 
Establishment of local communities’ representation 
and participation in all stages of strategy 
Balancing gaols with impacts of strategy 

Synergies Need to explore the common 
ground between relevant 
stakeholders within the city (local 
chamber of commerce, trade 
associations, locally-based
corporations) and outside 
(regional/national governments 
and associations, neighbouring 
cities, international level) 

Public discussion with internal stakeholders on vision
& strategy 
Exploration with external parties of possibilities of 
cooperation and supplementary efforts
Role allocation for stakeholders and coordination
Planning cooperative projects
Public Private Partnerships

Infrastructure Need for basic infrastructure 
necessary for the function of the 
city as a place to live, work, visit 
and invest in, highlighting the 
communicative value of such
infrastructure

Accessibility to and within the city 
Housing, cultural, tourism leisure etc. 
Existing infrastructure evaluation
Planning and prioritising existing infrastructure
improvement and new infrastructure according to
vision & strategy 
Implementation of projects

Cityscape and
Gateways

Need for the brand promise to
align with the natural and built 
environment and for interventions 
of both functional and symbolic 
character, particularly (but not 
only) in central parts and main 
entrances and corridors 

Urban design and architecture 
Quality of public spaces
Evaluation of strengths and weaknesses of the built 
environment 
Planning and prioritising projects according to vision 
& strategy 
Implementation of projects
Flagship developments

Opportunities Need to provide opportunities to
targeted individuals (work, 
education, services, leisure, 
lifestyle) and companies (financial, 
tax incentives, labour etc., 
consistent with the city’s brand

Identification and evaluation of existing opportunities  
Planning new opportunities provision according to
vision & strategy 
Implementation of projects
Quality of service provision 
Number, type and scale of events organised 
Tax incentives for specific sectors 

Communications Need for consistent 
communication and promotion of 
existing and new elements of the 
city and its brand building 

Improving communicative competence of the city 
Communicating development efforts 
Provision of information to all interested parties 
Advertising/Publicity/Public relations
Creation of visual identity (Logo, Slogan)
Promotional material 
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Figure 9.1 The city branding process 

Vision & Strategy

Internal Culture Local Communities Synergies

Vision & Strategy

Actions

OpportunitiesCityscape & GatewaysInfrastructure

Vision & Strategy

Communications

Stage 1

Stage 3

Stage 2

Stage 4

9.4 Some unresolved issues3ss

After decades of city marketing implementation certain aspects remain, which have not been entirely 

clarified and which have raised criticism of city marketing and arguments against it. The final part of 

this thesis addresses some of those aspects, not in the vain hope to solve all issues involved but in an

attempt to contribute to the discussion around them. The unresolved issues that will be touched

upon deal with the reasons cities turn to marketing, the interaction between marketing, the city’s 

3 This section has been published as part of Kavaratzis 2007 
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image and the city’s identity, the impacts of city promotion on urban landscapes  and the constantly 

present confusion of marketing with one of its components, namely promotion. 

To start with, it is important to discuss the scepticism with which city marketing is analysed

in a large part of the geography literature (e.g. Harvey 1989; Phy ilo and Kearns 1993; Griffiths 1998). 

As Griffiths (1998) summarises, critical discussion of place marketing strategies has turned around

three major themes: 

1. their ideological effects: “ in the process of re-imaging a city, some aspects of its identity 

are ignored, denied or marginalised” (Griffiths 1998:53)

2. their socially regressive consequences: “not only does place marketing divert attention

away from social and economic inequalities, it can also exacerbate them …for example 

through the reallocation of public spending necessary to secure high-profile flagship 

developments” (Griffiths 1998:54)

3. their highly speculative nature: “investments in major entrepreneurial projects are

contingent, for their success, on a multitude of factors over which an individual city will f

usually have little if any control” (Griffiths 1998:56). 

This fair criticism certainly deserves much thought and attention by everybody involved in city rr

marketing theory or practice although all of the above points could be equally valid for many other 

forms of economic development programmes. Furthermore, it could be argued that they are all 

arguments against the way marketing has been implemented so far and are not intrinsic

characteristics of city marketing itself. The fact is, however, that there is a definite need to critically 

re-examine issues such as the ‘right of entry’ into city marketing partnerships and who actually gets it, 

the implicit goals of certain city marketing programmes and whose interests they actually serve, the

distribution of any financial or other profits achieved by such programmes and who actually benefits. 

Harvey (1989) adds that spatial practices (such as urbanisation and urban entrepreneurialism) acquire

definite class, racial, gender and bureaucratic contents. Almost twenty years later, these are issues that 

have not yet received a satisfactory answer in city marketing literature and practice. Even the strictest 

critics of urban entrepreneurialism and city marketing, though, have raised the question whether it is 

even possible for cities to ignore these trends and chose not to take part in them. “Is it not the case 

that, whatever the risks …and whatever the dangers… cities are confronted with no real alternatives 

but to compete with one another in the place marketing game?” (Griffiths 1998:57). No matter what 

the answer is to the above question, reality shows that cities all over the world do actively chose to

engage and invest in city marketing. Then, they should be able to ‘do it right’. ‘Doing it right’ first of 

all implies an understanding of what city marketing is and how it is done, something that 

unfortunately is not commonly the case. As already explained earlier, it is important to understand 

that marketing is a wide set of practices that is not limited to promotional activities and that it is a 
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process that can not be implemented partially. The second issue that ‘doing it right’ implies is

understanding the environment in which cities operate and in which cities turn to marketing.

In general, city marketing is commonly employed as a response to certain new conditions 

evident in cities throughout the world; conditions that are thought to be generated by the forces of 

economic, political and cultural globalisation. They are commonly associated with the increased 

mobility of investment capital, with the easier relocation of companies, with the decreasing influence

of the nation-state, the radical development of the knowledge or information based society and the

increased global connectivity. Perhaps it is useful here to mention that some of the reports onl

globalisation and its consequences are exaggerated. “…[T]he simple picture of globalisation

incorporating cities previously untouched by global connections needs to be replaced with a more 

sophisticated picture of economies and cities being subject to differing degrees and forms of re-

globalisation” (Short et al 2000: 319), because cities have been involved in a series of globalisation

processes occurring in the last five centuries and “…the city is noi t simply a passive recipient of 

global processes (Short et al 2000: 325).

The fact is, however, that these new conditions have caused fiercer competition between 

urban centres around the world for the attraction of investors, visitors and residents (e.g. Kotler et al.ll

1999). Due to the capacity of the capital to switch locations, all cities have become interchangeable

entities, to be played off one against another, forced to compete from positions of comparative 

weakness for capital investment (Beriatos and Gospodini 2004). “The novelty of the situation and 

much of the explanation of the relevance of place marketing approaches lies not in the existence of 

competition as such, but in the abruptly changing rules of the competitive struggle between places” 

(Ashworth and Voogd 1994). But it could be argued that, in many cases, the understanding of inter-

urban competition is short-sighted and inevitably leads or is at least closely related to an equivalently 

partial or short-sighted understanding and implementation of city marketing (see section 9.2.6). City 

marketing and city branding need, therefore, to have deep roots in the city’s identity and local aa

conditions and characteristics. The conclusion might well be that image-building alone is simply not 

enough for contemporary city marketing and that current understanding and methods of inter-urban 

competition need a radical re-evaluation. 

The main task of urban governance in this new milieu is the creation of urban conditions 

sufficiently attractive to lure prospective firms, to attract investments and to safeguard and enhance 

the city’s development prospects (Beriatos and Gospodini 2004). “The criteria for likely success are 

place characteristics such as environmental quality or, more broadly, the way in which cities are now 

valued as places in which to live, work, enjoy leisure or invest” (Ashworth and Voogd 1994:40). As

Beriatos and Gospodini (2004) demonstrate, in the context of intercity competition and the efforts of tt

cities for a distinctive physiognomy and place identity in the global urban system, built heritage and 
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innovative design of space represent key morphological means for ‘branding’ the urban landscape,

while McNeil and Tewdwr-Jones (2003) describe how the threatened nation-states use a diverse array 

of public building projects exhibiting design innovation – from parliament buildings to cultural 

flagships, conference centres and expo sites – as a source of ‘re-branding nations’. Behrman and 

Rondinelli (1992) argue that globalisation puts pressure on cities to develop their specific cultures in

ways that attract business, investment and high-tech professionals and that convince their own 

residents and entrepreneurs to remain. That is the point where city marketing is suggested as an

effective way to build upon local characteristics competitive advantages over other cities. And this is

where branding is called to the rescue, as the development of a city brand is thought to provide a 

sense of pride, a conduit for citizens to identify with their city in a way that is based (or at least is 

supposed to be based) on local distinctiveness and identity. 

But is it? How do the contemporary centrality of the city’s image and the attempted

improvements of the city’s image through landscape transformations (Beriatos and Gospodini 2004)

affect the urban landscape? As Holloway and Hubbard (2001) suggest, attempts to reverse images of 

decline go hand in hand with the physical creation of a new urban landscape. The construction and 

promotion of ‘spectacular’ new urban landscapes has been an almost universal respond to de-

industrialisation and frequently centre on a ‘flagship’ project, such as a cultural centre, conference

suite or heritage-park. Inevitably, this redevelopment and ‘repackaging’ of urban districts is heavily 

promoted by urban governors, in effect becoming a representation of the city in its own right 

(Hubbard 1995). “Here, then we might start to think about the ability of the landscape to act as a 

representation of itself, promoting particular images of the city through its architectural appearance” 

(Holloway and Hubbard 2001:167). Indeed, the urban landscape itself sends out the most important f

messages about the nature of place. “As such, the physical spaces of the city can be considered as

belonging to the same set of cultural forms (brochures, videos, guidebooks, advertisements) which 

promote a partial and selective view of the essence of the city” (Hubbard 1998:200). As partial and

selective this view may be, the point made here is that promotional activities are only a small fraction

of the whole marketing effort and indeed other measures, such as landscape transformations, have a

greater impact on the city’s identity, its image and, finally, on the city’s brand. This, unfortunately,

seems to be the hardest message to get through to most audiences, as the dominant understanding of 

marketing, perhaps proved by its intense communicative character, is limited to its promotional 

aspect; a limitation that inevitably leads to mistaken measures and incomplete strategies.

This is reflected on the impacts that all the years of place promotion have had on urban

landscapes. In fact precisely this point has been one of the main arguments against city marketing: 

the ‘sameness’ resulting from the same marketing methods used and the same marketing goals set in

cities all over the world (e.g. Griffiths 1998). At the heart of the matter lies the interaction between 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:154Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:154 2008.09.12.   15:20:202008.09.12.   15:20:20



155155

the city’s identity and the image of the city that is used in and, at the same time, formed by marketing. 

Although there is wide agreement that one of the most important assets cities posses is the distinctive 

and unique local character and identity, the argument is raised that marketing implementation in cities

has diminished local identity (Griffiths 1998; Ashworth 2002; Vermeulen 2002). As Harvey (1989:10)

predicted “competition may even force repetitive and serial reproduction of certain patterns of 

development or similar forms of urban redevelopment”. The same author identified that “many of 

the innovations and investments designed to make particular cities more attractive as cultural and

consumer centres have quickly been imitated elsewhere, thus rendering any competitive advantage ee

within a system of cities ephemeral” (Harvey 1989:12). The tension gets even higher if the matter of 

‘image vs. reality’ is added in the equation. As Hall (1998:28) identifies, “much academic criticism of 

place promotion stems from the supposed dualism of image and reality implicated by projects of f

place promotion. Most severely place promotion and projects of economic development of which it 

is an integral part, have been labelled the ‘carnival mask’ of late capitalist urbanisation, the argument 

being that while such images create the impression of regeneration and vibrancy within cities, they do 

nothing to address the underlying problems that necessitated regeneration programmes in the first 

place”. 

But the above criticism is geared towards place promotion and not place marketing. The

answer could exactly lie in the limited understanding of marketing and its confusion with promotion. 

To make matters worse, it is normally the same attributes, the same icons and the same “…actually 

quite universal vocabulary of better, bigger, more beautiful and so on” (Philo and Kearns 1993) that 

are included in this promotion. As Barke and Harrop (1994:99) state, “…despite attempts to create a

distinctive image for places, no authentic sense of place is likely to emerge from the advertising 

copywriters. This is all the more likely if the packaging and the type of content is uniform”. Holcomb 

(1994:121) develops the argument that “the marketing of cities tends to be generic and repetitive”. 

This conclusion is, unfortunately, as valid as ever in contemporary city marketing practice, despite the 

years of experience and the accumulated knowledge. Marketing is still confused with promotion, 

branding is confused with the creation of logos and, furthermore, it is almost identical messages that t

cities are trying to send to their target-markets. All European cities claim to be the capital of 

something, all cities somehow lie in the heart of Europe, all cities want to be the cultural centre of 

their wider region. But how many capitals and how many cultural centres can fit in a single continent? 

A wider view of city marketing would accommodate different messages sent, would involve several 

channels of direct and indirect communication and would allow for more creativity in transforming 

local assets and local characteristics into real competitive advantages and real city landmarks.tt

Initially, the use of marketing in general within cities and planning was considered by some a

paradox which lay “…in the fact that planning, as an activity practiced in local authorities, came into
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existence in order to prevent the worst excesses of the ‘market’ from dominating urban development,

yet in place promotion, planners are in effect whole-heartedly embracing the market” (Barket

1999:490). By now, however, it should have become clear that this is not an inherent characteristic of 

city marketing. First, city marketing is not necessarily ideologically oriented towards the dominance 

of the market. City marketing and branding do not have an inherent ideology; the people who use it 

do, and they use both to reach their own ends. “Branding, like any other tool, is itself ethically 

neutral: it is the use to which the tool is put that determines whether it complies with such strictures

or not…” (Anholt 2006b:2). Secondly, the realisation has come that for most urban authorities,

external markets are likely to be, in reality, of minimal importance compared to internal. In fact, “… 

it may be as much about communication between citizens as clients and public authorities as service 

providers as about attracting exogenous investment, employment or customers. A place is sending 

messages to itself. The purpose is the fostering of a civic consciousness and self-confidence. This is 

both an end in itself and a necessary precondition for external marketing” (Ashworth 2001).

Evidently, and luckily, this realisation is spreading and as Barke (1999:493) contentedly concludes , 

“…in many places and in various forms, city marketing is currently being used as much to serve the tt

specific purposes of local authorities and indigenous populations and businesses as to present an 

appealing, but possibly superficial, external image.”

9.5 Concluding Remarks  

This thesis started with the history of city marketing. It proceeded by demonstrating the gradual shift tt

towards city branding based on the importance of the image of the city and then elaborated on the

nature of city branding. The three case studies were described highlighting several issues important in 

current understanding and implementation of both city marketing and city branding. It then revisited

the theory of city branding shedding more light on the relevance of corporate level marketing 

constructs and suggesting a list of significant components of city branding after an integration of 

several existing models found in the literature. In the last chapter the cross-case conclusions were 

presented, which together with the elements suggested in chapter 8 were used to form the basis of a

new, integrated city branding framework. The thesis ended with a brief discussion of some of the

remaining unresolved issues around city marketing and city branding. 

City marketing has strongly manifested itself throughout the last decades and it can now be

viewed as a fundamental part of guiding urban development. One look only at the earliest 

promotional posters of the first episode described in the first chapter of this thesis and a comparison

with certain more refined and better targeted contemporary campaigns reveals the progress made in 
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city marketing implementation. From the fragmentary and sporadic activities of the past, we have 

now moved to an age of orchestrated efforts and strong public-private cooperation. Clearly however,

as stated in the last part of this thesis, there is still a long way to go until a wider understanding of city 

marketing’s potential is achieved and a more integrated and holistic approach is adopted.  

City marketing suffers from a paradox. Its practice evidently remains trapped in a limited

understanding and a short-sighted application, which apart from limiting its effectiveness also 

provoke a strong and largely justified criticism against the (sub-) discipline. However, since the 

pioneering work of Ashworth and Voogd (1990), there exists a series of publications (which are 

repeatedly referred to here) that not only argue for correct city marketing but also suggest concrete 

ways for its implementation. At the core of correct city marketing lies consumer orientation, which is 

fundamentally relevant to cities and the way they are run simply because everything in a city exists

and functions for the use and benefit of its consumers. Correct city marketing does in no way serve

the interests of already privileged elites. It is not the fault of the discipline if, so far, marketing has 

been used to that end but of the people who put it to that use and of the rest of us, who allow them

to do so. Correct city marketing does in no way deprive funds that could be used for more important 

problems. On the contrary, correct city marketing sets out to identify the important problems and

deal with them. Correct city marketing and city branding is in no way a triumph of image over 

substance. Correct city marketing is dependent on images (and brands) only because the city’s 

consumers (all of us) understand the city through images. Correct city marketing indicates the

inseparability of substance and image and explicates how it is in fact the substance that sends the key 

messages through which the image is formed. 

This thesis attempts to, hopefully, find its place within the series of publications mentionedf

above. Others will judge whether it will. Correct city marketing, however, should certainly find its 

place within cities. It is the responsibility of all interested in this growing and promising field or, 

indeed, in the future of our cities to ensure it does.
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Warfum is forever on my map and your fabulous wedding day there forever in my memory. Life was
funny in bringing us together – it was funny in bringing you permanently to Groningen just as we
were permanently leaving…All the best!

Gabor, you have given me a lot of laughter, inspiration and love during these years. I am 
grateful I met you and thanks for all the drinking, barbequing, cleaning, talking and rapping. Most of 
all, thank you for all the dreaming…  

The Netherlands will always be for me the country where I exercised my cultural 
understanding; in fact I came to understand what cultural understanding means. I do not mean the
small (albeit important) differences between Greece and the Netherlands. It is here that I learned a
great deal about India and Indonesia, enough to put both high in my list of places to travel to. Nadja,
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Ajay, Biswamitra, I enjoyed beyond words our inter-cultural dinners and all the great food I had the 
luck to taste (…well, the not too spicy at least – Man!). Thank you all for the great times! Ajay, you
are a great anthropologist, observer, cook, host, friend and guy to be around. We’ll stay in touch!
Nadja, my half Indonesian – half German friend and ex-roommate, you are unique and you make
people around you feel unique too… It’s been such a great luck our paths crossed in this hidden 
corner of the world. Still have to come to the famous village outside Berlin, still have to come to
Indonesia and you still have to come to Greece… aa

Janneke and Reinoud, you have been and continue to be our closest and most affectionate 
link to Groningen and the Netherlands. Berend (probably the funniest person I have ever met) is so 
cute I have actually made thoughts of kidnapping him! I feel lucky to have met such good people and
such excellent friends. I feel lucky to have had such pleasant moments, hours, days, nights, beers, 
dinners, phone-calls with you. All the best to all of you in your new life in Deventer. I hope (and willf
make sure) we stay in touch…

Professor Ashworth has been so much more than the supervisor of my PhD. A true mentor, r
he has taught me so much; more than I can realize now. He has been called the wizard of heritage;
for me he is the wizard of academic research, the wizard of publishing, the wizard of PowerPoint, the
wizard of living life with true, meaningful joy. A few things I learned from him:

What it means to be a leading-edge ideas-generator 
How to write and publish
How to find back my focus when I’ve lost it 
Better English 
How to let others think you will follow their way and go on to do things your way 
A lot about beer.

Professor Ashworth, how can I thank you for everything? I have enjoyed every single hour of 
working with you and hope to have the pleasure of working with you in the future (…remember, we f
have projects running). I have enjoyed every single dinner at the Klapper (and there were many). I 
have enjoyed every single beer (and there were many – but never enough) in Vilnius, in Dublin, in 
Amsterdam, in London and, of course, in the Paard van Troje. I am looking forward to the time I
will be able to say “dinner’s on me” like you did so many times. I am looking forward to the day I 
will have a PhD student to tell him/her (sic) what you told me at the very beginning: “set a date for 
the party of your defence and then work your way back to see what you have to do tomorrow”… 
Professor Ashworth or, for the first time, Dear Greg, thank you!
 My gratefulness extends to Angela Ashworth for opening her house to us with great 
kindness and generosity and for sharing with us many memorable evenings.

My sister Sofi and brother-in-law Jose, you gave a lot to this thesis and me personally all 
these years. As you did before and as you will do after… You gave us a home in Brussels in the 
beginning, you gave us precious getaways to Brussels later, you gave us great weekends in Groningen,
you gave us all those clothes and stuff for Nikolas. But, most of all, together with your house, you 
opened your lives and hearts to us. And Oh! the joy and happiness you gave me with Pavlo-Manuel 
and then Melina. What a joy that is and will be for the years to come! For all those, a simple ‘thank 
you’ does not capture the gratefulness. Sofi, you are the greatest sister I could have asked for. Love
you! 

My beloved parents, Aliki and Pavlos Kavaratzis have given me more than I can mention 
here; more than I can even realise. All their attention, all their comfort, all their support, all their 
guidance, all their good examples, all their finances. Their whole being. The day we were leaving 
Greece to come and settle in the Netherlands, saying goodbye right outside their house in Kifissia
they were both sad. Particularly my father thought that they are sending me away. I told them then
and I’m telling them now: you didn’t send me away. You only gave me wings and taught me how to
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fly. That is the best and most valuable thing you gave me. It’s also a heavy weight: I have seen that aa
being a truly good parent is possible – I have no excuse to become anything less. I only wish that I
might be able to do the same for Nikolas. Mother and father, I show it and say it far less often than I 
should: I love you both very much… 

Andrea, what can I say? And what more could I ask for? You deserve your name on the 
cover of this book; …I would also add it in my passport. I wouldn’t have started, I wouldn’t have 
continued and I wouldn’t have finished without you; and I am not talking about this thesis. Like the 
Polar Star you guide my boat in this trip we’re taking. Life is exciting and you are the only one I want 
to share it with. Love, passion, excitement, breathing, all acquired new meanings since that all-night-
long walk in the rain in Bridge of Alan. You sow seeds of life around and all I have to do is go out 
and water them… At the risk of sounding really old, The Beatles said it better:

Sounds of laughter, waves of joy 
Are ringing through my open ears 

Inciting and inviting me…
Limitless undying love which

Shines above me like a million suns 
It calls me on and on across the universe… 

What’s more, little Nikolas calls us both across the universe. Nikola, you came and the world is a
better place. Be as true as you are now and let people know what happiness is... Will I ever be able to
tell you how much I appreciate you choosing me for your father? 
Andrea, Nikola, words are not enough… How lucky can a man be? How do I deserve all this luck? 
What on earth will I be in my next life if I get this treatment in this one?

A thank-you note (and some tears that drop while writing it) is not enough to capture and transmit 
the emotions… The memories will stay, the affection will stay and the love will only grow… 
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Appendices

Appendix I: List of Interviewees

City Date Interviewee(s)
Amsterdam

27/1/2005 Berenschot Consulting - Project Leader and Account 
Executives for Marketing Amsterdam 

8/2/2005 Amsterdam Partners - Events and Festivals Manager
15/2/2005 Municipality of Amsterdam – Advisor of Communication
17/3/2005 Municipality of Amsterdam - Director Infrastructure Division

and Leader of Hospitality Project 
17/3/2005 Municipality of Amsterdam - Vice Mayor of Economic Affairs 
21/3/2005 Amsterdam Uitburo – Director
4/4/2005 Amsterdam Tourism and Convention Board – Director
4/4/2005 Amsterdam Regional Chamber of Commerce - Development 

Consultant 
5/4/2005 Municipality of Amsterdam – Programme Manager Creative 

Industries, Department of Arts and Culture
Budapest 

20/7/2005 Budapest Tourism Office – Director 
21/7/2005 Szeretem Budapestet Movement – Leader 
23/7/2005 Municipality of Budapest – Officer, Chief Architect’s Office
28/7/2005 Branding and Place Branding Consultant 
29/7/2005 Urban Development Consultant and Project Leader Budapest 

Development Plan 
6/3/2006 Hungarian Tourism Board - Director, Regional Directorate Of 

Budapest and Surroundings 
7/3/2006 Festival City – Director 
8/3/2006 Metropolitan Research Institute - Director and Project Leader 

Budapest Development Plan
10/3/2006 Horvath Consulting - Account Manager Budapest Brand 

Project 
13/3/2006 Municipality of Budapest - Vice Mayor Cultural Affairs t

Athens  
30/9/2005 Municipality of Athens - Architect and Urban Planning 

Consultant 
3/10/2005 Ministry of Tourism Development - Executive Secretary 
4/10/2005 Greek National Tourism Organisation – Officer, Promotion 

and Communication Division 
4/10/2005 Athens Tourism and Economic Development Agency - General 

Manager and Development Officer 
17/10/2005 Leo Burnett Greece - Account Director and Account Executive 

for Region of Attica
18/10/2005 Organisation for the Promotion of Greek Culture - Consultant tt

to the President and Executive 
19/10/2005 Municipality of Athens - Vice Mayor and Director of the 

Development Agency 
19/10/2005 Athens Convention and Visitors Bureau – Director
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Appendix II: Example of invitation letter 

Dear Dr. ………,
my name is Mihalis Kavaratzis and I am a PhD researcher in the University of Groningen in the 
Netherlands. My research topic is City Marketing and my supervisor is Professor Gregory Ashworth.

My PhD research is a long term project, which is focusing on city marketing processes and 
effects in major European cities. Among the cities that I am investigating is Budapest, while others
are Amsterdam, Berlin and Athens. The study will provide useful information on the city marketing 
practice of the selected cities and will especially attempt to clarify many aspects of the understanding 
and implementation of city branding. The thesis has a dual character, as it will contribute to the 
theory of marketing and branding cities and at the same time provide useful ideas and valuable feed
back and comparisons for practitioners. The results of my research will be published as a book by thef
University of Groningen and parts of the study have already been and will be published in
international journals. 

Your position as the director of the …………… and your extensive experience in the areas 
of local governance and urban development, make you and ideal informant for the study. It is 
precisely your ideas, experiences and knowledge that I am interested in; particularly as city marketing 
in Budapest is one of your research interests. 

I would like to kindly ask for your participation in the research, in terms of committing a 
little of your valuable time for an interview. In the interview I would like to take the opportunity to
discuss with you the general process of marketing the city of Budapest, the goals and effects, the 
structure of the marketing effort, the actors involved and other relevant topics. The interview is
planned not to last more than 45-50 minutes so that it does not interfere with your busy schedule. 

Your participation will be greatly appreciated as it will be very valuable for my study. 
Please consider if you will be available to arrange an interview and I will contact you in the 

next couple of days. 
I will be in Budapest and will be available for a meeting between the 18th and the 30th of July,

so it would be very convenient for me if we could arrange a meeting for one of these days if you are 
available. 

Do not hesitate to contact me if you need any further information or clarification.

Thank you very much in advance! 
Looking forward to hearing from you!

Yours Sincerely, 
Mihalis Kavaratztzzttztzis
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Appendix III: Interview Guide for the research in
Budapest

1. Intro 
1. What is your position/job/background? 
2. What is Marketing/Branding?

2. City Marketing
2.1. General Approach

1. What is the general approach towards city marketing in Budapest?
2. What is the degree of structure for the marketing effort? Is it an effective structure? 
3. Which organizations/persons lead the effort? Which organizations/persons participate?

Which organizations/persons execute the actions? 
4. How are decisions made and by whom? 
5. How is marketing integrated into city management/planning?

2.2. City Marketing Process
1. What is the marketing process followed in Budapest? What are the steps of this process? 
2. Is there market research? How is it done, by whom and what are the main conclusions?
3. What is the central strategy of the city and how was it chosen? 
4. What are the main goals or expectations of marketing Budapest? How were the goals 

decided upon?
5. What are the target audiences? How are they identified and chosen?
6. What are the main city marketing projects in Budapest? Why these?  
7. Is there any monitoring/evaluating activity? How is it done? tt

3. City Branding 
1. Is there an effort to brand Budapest? How is that done and by whom? 
2. What is or what would be the brand Budapest for you? 
3. How is the city brand created? What are its main anchors? Its basic components/elements? 
4. How is branding integrated into city marketing and city management?
5. How is the brand Budapest communicated? 
6. What is for you the difference between the city’s brand and the city’s image?
7. What are the main differences between marketing and branding? 

4. Other Topics
1. What is the link between the city’s identity and the city’s brand? 
2. What is the role of existing residents in the marketing/branding process? 
3. Can the city’s brand create links between the various target groups or between the residents 

of the city?
5. Outro

1. Which other people would you advise me to contact? 
2. What is the single most important thing you would mention on city marketing?
3. Any other topic? 

Thank you!
Contact details.  
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Summary 

This thesis deals with the theory and practice of city marketing and city branding. The thesis and the 

research undertaken for it identify and attempt to clarify and fill siy gnificant gaps in city marketing 

application as well as theoretical misconceptions that have limited its effects. A thorough

examination of the theoretical development of city marketing is provided, identifying its roots and

describing the current shift towards an emphasis on city branding. The practical application is

investigated in three European cities (Amsterdam, Budapest and Athens). The two combine into a 

wide-ranging account of the past, present and future of these practices.

For several decades now, cities all over the world have been applying marketing techniques

and increasingly adopting a marketing philosophy to meet their operational and strategic goals. City 

marketing has grown into an established field of research and a growing academic sub-discipline 

attracting the interest of commentators from several fields. However, the transfer of marketing 

knowledge to the operational environment of cities proves a cause of difficulties and misalignments, 

mostly due to the peculiar nature of places in general and cities in particular as marketable assets. 

Despite the accumulated experience, significant issues surrounding the application of city marketing 

remain in need of further theoretical development and practical clarification. This thesis deals with

the theory and practice of city marketing providing a detailed commentary on their current status as 

well as grounded suggestions for their future directions. Within city marketing, pivotal significance is

attributed to the role of city branding as a distinct focus and guiding principle for the wider 

marketing effort. The thesis begins with a description of the main historical episodes of city 

marketing development, namely a) the stage of fragmented promotional activities undertaken by 

several organisations with an interest in promoting the place, b) the stage of the articulation of a city 

marketing mix that would include wider measures than simple promotion and c) the current state of 

the move towards city branding.

City marketing application is largely dependent on the construction, communication and

management of the city’s image, as it is accepted that encounters with the city take place through 

perceptions and images. Therefore the object of city marketing is the city’s image, which in turn is

the starting point for developing the city’s brand. Together with the earlier developments of non-

profit and social marketing, the recently developed concepts of corporate branding and corporate

level marketing provide a solid base on which, with the necessary modifications, to further build city 

marketing theory. Despite the evident popularity of city branding and its use in pursuit of wider 

urban management goals, little consensus has been achieved as yet about its nature, let alone its role 

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:185Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:185 2008.09.12.   15:20:352008.09.12.   15:20:35



186186

in public sector urban planning and management. This thesis uses contemporary developments in

marketing theory and practice to suggest how branding can be transformed into city branding as a

powerful image-building strategy, with significant relevance to the contemporary city. In city 

branding practice, there is an evident confusion of a wide branding strategy with one of its

components, namely the design of a new logo and slogan or, at best, the development of a

promotional campaign. However, a brand is a multidimensional construct with mental, emotional

and psychological as well as physical aspects. The brand of a city has origins in and effects on the 

general physical and social environment of the city and it needs to both support and be supported by 

a wide range of measures that go beyond the design of logos. Therefore, city branding demands a

wide view on its spatial effects and needs to be accompanied by actions in various fields of urban 

development, such as planning, infrastructure development and landscape design. Moreover, such an 

activity demands an appropriate organisational structure that can work as a platform for seeking out 

synergies between the various actors and stakeholders involved.

The theoretical framework on which this thesis is based was developed through a review and 

integration of the literatures on both city marketing and the corporate brand. It centres the 

implementation of city marketing on the creation and management of city brands. The framework 

attempts to describe the formulation of a city’s brand as well as its communication, through the

appropriate treatment of specific variables, which include landscape interventions, organisational 

structures, infrastructure improvements, the city’s behaviour and promotional activities. The

relevance of and need for a framework describing and clarifying the processes involved in city 

branding is equally strong for facing increasing competition for resources, investment and tourism on 

the one hand and for addressing urgent social issues like social exclusion and cultural diversity on the 

other. The framework focuses on the use of city branding and its potential effects on city residents 

and the way residents associate with and experience their city, and it is based on a combination of city 

marketing measures and the components of the city’s brand-management. The above mentioned

theoretical framework was used in the research undertaken in three major European cities, after 

which it was re-examined as to its appropriateness and the significance of its elements. The three

cities investigated for this thesis were Amsterdam, Budapest and Athens, portrayed in chapters 5, 6

and 7 respectively.

The position of Amsterdam as an international centre of business, culture and tourism hasl

recently been threatened by the increasingly fierce inter-urban competition. The motive of improving 

Amsterdam’s attractiveness to local and international audiences and the desire to retune the city’s 

international image, has led to a fundamental attempt at a strategic marketing involving a far-reaching 

examination of stakeholders, goals and competitive positioning. The aim of chapter 5 is critically to 

evaluate the marketing effort of the Dutch capital in an attempt to further a wider understanding of 
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the application of marketing to cities. Therefore, the chapter includes an assessment of the reasoning 

behind the various actions and a comparison with theoretical suggestions outlined in previous 

chapters. Several aspects of the implementation of marketing in Amsterdam are highlighted. On the

positive side, the city has avoided the common confusion of marketing with one of its partial 

components, namely advertising, and has chosen a strategy that intends to address the needs of a

wide base of economic activities. The new marketing initiative has gained wide agreement and 

consensus, which is facilitated by an organisational structure that explicitly aims at broad cooperation.

On the other hand, the process of selecting a vision for the whole effort is dubious and vulnerable to

claims of a top-down mechanistic approach. Furthermore, the role assigned to city branding is 

confined to its promotional power and does not exploit its full potential. 

Chapter 6 deals with the city of Budapest, which like many other cities in Central-Eastern

Europe, has recently found it self in the need to redefine its position in the European urban system. 

Especially in the field of tourism development, Budapest is under competitive pressure from several

cities in the wider region, which has motivated the city to examine the potential of city marketing.

The analysis of the marketing effort of the Hungarian capital identifies two separate but connected rr

goals: first, to promote Budapest as an urban-tourism destination and attract visitors based on certain

attributes of the city; secondly to re-establish the city as a major cultural centre in the region, through

several festivals and events. The implementation of city marketing is seriously hindered by an intense 

fragmentation of the city’s administration. Certain needs of marketing in the city are detected for it to 

become more proactive towards the challenges of the environment. First, there is a need to follow 

the marketing process and not undertake sporadic and only promotional activities; secondly, a 

stronger and wider cooperation in decisions and actions taken is a vital need; thirdly the 

determination of clearly defined target groups is necessary. Another need is the expansion of 

marketing to other fields than tourism. Major precondition to address these needs is a deeper 

understanding of the concept of city marketing and a wider appreciation of its potential and effects.

The case of Budapest demonstrates the difficulties of transferring theoretical suggestions into city 

marketing practice that are evident in the majority of cities.  

Mega events and the Olympic Games specifically are commonly regarded as powerful image-

building events that can support urban development. Chapter 7 reports on the research undertaken

in the city of Athens, where city marketing has not been implemented in any comprehensive form in 

the past. After the successful organisation of the 2004 Olympic Games, however, there are signs of a 

newly found appreciation of marketing and evidence of the first steps of a marketing strategy. afterf

the 2004 Olympic Games. The marketing efforts of Athens in the Post-Olympic era are investigated, 

starting with a brief overview of the legacy that the Olympic Games have left behind in the city. The

most positive effects have been the upgrade of infrastructure and a slight improvement of the city’s
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international reputation, both of which are further analysed. Two significant developments in terms 

of city marketing are explored in detail: first, the establishment of the Athens Tourism and Economic

Development Agency, which is the first marketing organisation in the Athens Metropolitan Area;

second, the first thorough promotional plan ever implemented by Athens. However, it is argued that 

the city’s reaction to the opportunities created by the Olympics is slow and limited. Certain needs for

the future of marketing Athens are identified. Not unlike the case of Budapest, these needs refer to

developing a marketing vision at the metropolitan level, the need for coordination and higher 

consistency of marketing activities and the need to promote contemporary culture. 

It is suggested by this thesis that city marketing can play a vital role in the attempts to 

address pressing issues that city management has to deal with. Thy ere remain, however, several issues 

that need to be clarified both in the theory and in the practice of city marketing before cities can take 

full advantage of the potential that marketing has to offer. Seven issues are identified here as

significant for the future of city marketing, which summarise and evaluate the needs for a better 

understanding and more effective implementation and the ways in which it can further assist cities to 

deal with their changing environment. This suggestion is a result of the research in the three cities 

mentioned above, where those issues appear to hinder marketing implementation from delivering the

contribution it could provide. The issues examined are: a) the need for a collective understanding and 

appreciation of city marketing before the marketing effort starts, b) the significance of a wide

cooperation and clear role allocation as well as effective coordination of marketing activities, c) the 

importance of implementing marketing as a process and not undertaking sporadic or fragmented 

activities, d) the expansion of marketing understanding to fields other than tourism development, e) 

the need to involve to a much higher degree local communities in the marketing effort and integrate

their needs in all phases of the marketing process, f) the widening of current understanding of inter-

urban competition, which will open up possibilities to take better advantage of opportunities in the

environment and finally, g) the better comprehension of monitoring and evaluating marketing 

activities as to their results.  

After highlighting and elaborating on the above issues, the thesis turns to a re-examination 

of the literature of city branding focusing particularly on a recent stream of publications that directly 

deal with the relevance and appropriate modification of the concept of corporate branding. Major 

lessons for cities are extracted from the literature on corporate branding and corporate level 

marketing. Essential similarities between these two forms of branding are identified, especially in

their complex and multi-stakeholder character and their dependence on a wide cooperation that runs

across the city or organisation. Corporate-level marketing is suggested as the closest that marketing 

theories have ever come to addressing the distinct demands of cities, not disregarding the need tot

fine-tune relevant tools. Several city branding frameworks found in the literature are then examined, 
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contrasting them to the theoretical framework of the study and exploring their common ground. This

process leads to the identification and suggestion of specific components of an integrated city brand-

management framework. The suggested components refer to: Vision and Strategy (the chosen visiony

for the city’s future and development of a clear strategy to realise it), Internal Culture (spreading ae

brand orientation through the city management and marketing itself), Local Communities (prioritising s

local needs; involving local residents, entrepreneurs and businesses in developing and delivering the

brand), Synergies (gaining agreement and support of all relevant stakeholders and providing for s

balanced participation), Infrastructure (providing for basic needs without which the city cannot attempt e

delivering the expectations created by its brand), Cityscape and Gateways (the ability of the built s

environment to represent itself and reinforce or damage the city’s brand), Opportunities (opportunities s

available for targeted individuals (urban lifestyle, good services, education etc) and companiesyy

(financial, labour etc) which signify the potential of the place) and, finally, Communications (fine-tuning s

all intentionally communicated messages). The above components are proposed in a manner 

resembling a city branding process as analysed in the last chapter.  

It is the contention of this thesis that future development of city marketing theory needs to

address all the above points further and attempt to identify and suggest effective ways to integrate

them in city marketing application. The thesis ends with some issues that remain unresolved

attempting to offer stimuli that might forward the discussion around both the effects of marketing 

on the urban landscape and the latent potential that city marketing might still be hiding for the future 

prospect of cities.
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Samenvatting

Steden in heel de wereld passen nu al enkele tientallen jaren lang marketingtechnieken toe. 

Ze maken steeds meer gebruik van een marketingfilosofie om hun operationele en strategische 

doeleinden te bereiken. City marketing is uitgegroeid tot een gevestigd terrein van onderzoek en tot 

een universitaire subdiscipline die steeds omvangrijker wordt en de aandacht krijgt van deskundigen 

uit meerdere sectoren. De vertaling van de marketingkennis naar de operatitt onele stedelijke omgeving 

blijkt evenwel te stuiten op moeilijkheden, en leidt tot uiteenlopende toepassingen. Dit is meestal het 

gevolg van de bijzondere aard van plaatsen in het algemeen, en steden in het bijzonder, als 

verhandelbare activa. Ondanks de intussen opgedane ervaring zijn er nog steeds vraagstukken die een 

verdere theoretische uitwerking en een praktische verduidelijking behoeven. Dit proefschrift buigt 

zich over de theorie en de praktijk van city marketing. Het gaat gedetailleerd in op de huidige stand 

van zaken op dit gebied. Ook worden gegronde suggesties gedaan voor de richting die in de

toekomst ingeslagen moet worden. Binnen het gebied van city marketing wordt een centrale 

betekenis toegekend aan de rol van city branding, die een aparte focus en een leidinggevend beginsel

is voor de meer algemene marketingactiviteiten. Dit proefschrift begint met een beschrijving van de

belangrijkste historische fasen in de ontwikkeling van city marketing: a) de fase waarin 

gefragmenteerde activiteiten werden ondernomen voor de promotie van een plaats; b) de fase waarin 

een city marketing-mix tot ontwikkeling kwam waarvan ook maatregelen deel uitmaakten die verderrr

gingen dan eenvoudige promotie, en c) de huidige fase waarin de stap wordt gezet city branding.

De toepassing van city marketing is in belangrijke mate afhankelijk van de manier waarop het rr

imago van een stad wordt opgebouwd, overgebracht en beheerd, aangezien algemeen aanvaard wordt 

dat de ‘ontmoeting’ met een stad tot stand komt via gewaarwordingen en beelden. Daarom is het 

imago van een stad het voorwerp van city marketing, en dit imago is op zijn beurt het uitgangspunt 

voor de ontwikkeling van een stadsmerk. Samen met eerdere ontwikkelingen op het gebied van non-

profit en sociale marketing vormen de recent uitgewerkte concepten van corporate branding en

corporate level marketing een solide basis voor de verdere opbouw en de noodzakelijke bijstelling 

van de theorie van city marketing. Ondanks het feit dat city branding grote populariteit geniet en 

gebruikt wordt in het streven naar de meer algemene doelstellingen van het stadsbestuur, was er

nauwelijks sprake van consensus over de aard van city branding, laat staan over de rol daarvan in dey

openbare stadsplanning en het stadsbeheer. In dit proefschrift worden uitgaande van de huidige 

ontwikkelingen in de marketingtheorie en -praktijk voorstellen gedaan voor de manier waarop

branding kan worden omgezet in city branding en in een sterke strategie voor imago-opbouw,

hetgeen met name zeer belangrijk is voor de hedendaagse stad. In de praktische toepassing van city 
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branding wordt duidelijk verwarring gemaakt tussen enerzijds de brandingstrategie in de ruime zin

van het woord en anderzijds een van haar onderdelen, te weten de ontwikkeling van nieuwe logo’s en 

motto’s of - in het beste geval - de ontwikkeling van een promotiecampagne. Een merk is een 

constructie met meerdere dimensies en mentale, emotionele en psychologische aspecten. Het merk 

van een stad wortelt in de algemene, fysieke en sociale omgeving van de stad en heeft daarop een 

weerslag. Het moet zowel steun bieden aan als ondersteund worden door een grote reeks van 

maatregelen, die verder gaan dan de ontwikkeling van logo’s. Daarom is het noodzakelijk dat bij city 

branding in grote mate rekening wordt gehouden met de teweeggebrg achte ruimtelijke effecten, en dat 

begeleidende activiteiten worden ontplooid op diverse gebieden van de stedelijke ontwikkeling, zoals

planning, infrastructuur- en landschapontwikkeling. Bovendien vereist city branding een gepaste 

organisatiestructuur, opdat zij kan functioneren als een platform voor het opsporen van 

synergiemogelijkheden tussen de verschillende actoren en belanghebbenden. 

Het theoretische kader van dit proefschrift kwam tot stand via de bestudering en verwerking 

van de literatuur op het gebied van zowel city marketing als corporate branding. Daarin wordt de 

toepassing van city marketing toegespitst op de ontwikkeling en het beheer van stadsmerken. Met 

behulp van dit kader wordt getracht te beschrijven hoe het merk van een stad geformuleerd en

overgebracht moet worden. Met het oog daarop worden specifieke variabelen behandeld, zoals

maatregelen ten behoeve van het landschap, organisatiestructuren, infrastructuurverbetering, het 

gedrag van een stad en promotieactiviteiten. De noodzaak en relevantie van een dergelijk kader voor

de beschrijving en verduidelijking van de bij city branding betrokken processen doet zich echter net 

zo sterk gevoelen bij de aanpak van enerzijds de toenemende wedijver om hulpbronnen,

investeringen en toerisme en anderzijds de urgente sociale problemen zoals sociale uitsluiting en 

culturele diversiteit. Het kader is toegespitst op de toepassing van city branding, evenals op de 

eventuele gevolgen daarvan voor de stadsinwoners en de manier waarop deze hun stad ervaren en 

zich daarbij betrokken voelen. De grondslag voor dit kader wordt gevormd door een combinatie van 

maatregelen voor city marketing en bestanddelen van het beheer van stadsmerken. Het 

bovengenoemd theoretische kader werd gebruikt in onderzoek verricht in drie belangrijke Europese

steden. Daarna werd dit kader opnieuw onderzocht, waarbij werd gekeken naar de geschiktheid ervan

en naar de betekenis van zijn bestanddelen. De drie met het oog op dit proefschrift onderzochte 

steden zijn Amsterdam, Boedapest en Athene, zoals weergegeven in respectievelijk de hoofdstukken

5, 6 en 7. 

De positie van Amsterdam als een internationaal centrum voor zaken, cultuur en toerisme is 

de laatste tijd in het gedrang gekomen door een steeds heviger wordende interstedelijke concurrentie. 

Het streven om Amsterdam aantrekkelijker te maken voor zowel het lokaal als het internationaal 

publiek, en de wens om het internationaal imago van de stad bij te stellen resulteerden in pogingen 
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om te komen tot een strategische marketing, waarvan ook een breed opgezet onderzoek naar de 

belanghebbenden, de doelstellingen en de concurrentiepositie deel uitmaakt. In hoofdstuk 5 wordt 

getracht om de marketinginspanningen van de Nederlandse hoofdstad aan een kritische beoordeling 

te onderwerpen, teneinde een beter begrip te verkrijgen van de toepassing van marketing op steden. 

Daarom wordt in dit hoofdstuk gekeken naar de redenering die ten grondslag ligt aan de

verschillende activiteiten, en wordt een en ander tegen het licht gehouden van de in de vorige 

hoofdstukken uiteengezette theoretische overwegingen. Hierbij komen verscheidene aspecten van de

toepassing van marketing in Amsterdam naar voren. Positief is dat de stad de gebruikelijke

verwarring tussen enerzijds marketing en anderzijds een van de onderdelen ervan, te weten reclame,tt

heeft weten te voorkomen, en dat met de door haar gekozen strategie tegemoet kan worden gekomen 

aan de behoeften van een brede basis van economische activiteiten. Het nieuwe marketinginitiatief 

kreeg ruime overeenstemming en een consensus, mede dankzij een organisatiestructuur die expliciet 

is afgestemd op brede samenwerking. Anderzijds roept het selectieproces voor de visie die aan heel

de inspanning ten grondslag moet liggen, twijfels op. Het stelt zich bloot aan beweringen dat een van 

boven naar beneden gerichte, mechanistische aanpak is gevolgd. Verder wordt de rol van city 

marketing beperkt tot het promotie-element en wordt niet heel het potentieel ervan benut.

Hoofdstuk 6 gaat over de stad Boedapest die, evenals vele andere steden in Midden- en

Oost-Europa, plotseling voor de noodzaak kwam te staan om haar positie in het Europees stedelijk 

bestel te herdefiniëren. Met name op het terrein van de toerismeontwikkeling kwam Boedapest onder 

de concurrentiedruk te staan van andere steden in het gebied, waardoor zij ertoe werd aangezet om 

de mogelijkheden van city marketing te onderzoeken. Uit de analyse van de marketinginspanningen 

van de Hongaarse hoofdstad blijkt dat er wordt gestreefd naar twee afzonderlijke maar onderling 

verbonden doelen: het eerste doel is Boedapest te promoten als een bestemming voor stadstoerisme

en bezoekers aan te trekken uitgaande van speciale attributen van de stad, en het tweede doel is de

stad opnieuw tot een belangrijk cultureel centrum van het gebied te maken, door middel van allerlei

festivals en evenementen. De toepassing van city marketing wordt echter in ernstige mate belemmerd

door een sterke versplintering van het stadsbestuur. Vastgesteld wordt dat als de stad de uitdagingen

van haar omgeving op een meer proactieve manier wil aanpakken, de marketing aan een aantal

behoeften moet voldoen. Ten eerste is het noodzakelijk het voetspoor van het marketingproces te 

volgen en sporadisch optreden of het ontplooien van alleen promotieactiviteiten te voorkomen. Ten 

tweede is het van vitaal belang dat sterker en breder wordt samengewerkt bij de besluitvorming en de

activiteiten. Ten derde moeten duidelijk omschreven doelgroepen worden vastgesteld. Verder is het 

noodzakelijk de marketing uit te breiden tot andere gebieden dan toerisme. Een van de allereerste

voorwaarden om aan deze behoeften te voldoen is echter dat het concept van city marketing en de

mogelijkheden en effecten ervan beter worden begrepen. Het geval van Boedapest toont aan welke
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moeilijkheden zich in de meeste steden voordoen als de theorie vertaald moet worden naar de

praktijk van city marketing. 

Grote evenementen, en meer specifiek de Olympische Spelen, worden meestal beschouwdll

als uitmuntende gelegenheden om een imago op te bouwen ter ondersteuning van de stedelijke 

ontwikkeling. In hoofdstuk 7 wordt gewag gemaakt van een onderzoek door de stad Athene, waar 

nooit in het verleden aan alomvattende city marketing is gedaan, maar waar zich nu na de succesvolle

organisatie van de Olympische Spelen van 2004 tekenen voordoen van een nieuwe waardering voor

marketing en van eerste stappen in een marketingstrategie. Er wordt een studie gemaakt van de 

marketinginspanningen die Athene in het tijdperk na de Olympische Spelen heeft ondernomen. Deze

studie wordt ingeluid met een kort overzicht van de nalatenschap van de Olympische Spelen aan de 

stad. De meest positieve effecten uiten zich in de verbetering van de infrastructuur en in een lichte 

verbetering van de internationale reputatie van de stad. Beide effecten worden nader bestudeerd. Er 

wordt gedetailleerd ingegaan op twee belangrijke ontwikkelingen wat city marketing betreft. Ten 

eerste is er een bureau voor toerisme en economische ontwikkeling van Athene ingesteld. Dit is de 

eerste marketingorganisatie in het grootstedelijk gebied van Athene. Ten tweede is voor het eerst een

grondig promotieplan ten uitvoer gelegd door Athene. Gesteld wordt echter dat de stad slechts

langzaam en in beperkte mate reageert op de door de Olympische Spelen teweeggebrachte kansen.

Ook wordt gewezen op bepaalde behoeften met betrekking tot de toekomst van marketing in

Athene. Evenals min of meer het geval is in Boedapest, hebben deze behoeften betrekking op de

noodzaak van een marketingvisie voor heel het stadsgebied, van coördinatie en meer coherentie in de 

marketingactiviteiten en van promotie van de hedendaagse cultuur.  

In het proefschrift wordt geopperd dat city marketing een vitale rol kan spelen in de 

pogingen om de dringende problemen aan te pakken waar het stadsbestuur mee geconfronteerd is.

Er zijn echter verscheidene zowel theoretische als praktische vraagstukken van city marketing die 

verduidelijkt moeten worden willen steden volledig profijt kunnen trekken van de mogelijkheden vang

city marketing. Er worden zeven thema’s genoemd die belangrijk zijn voor de toekomst van city 

marketing. Deze vormen in zekere zin een samenvatting van de behoeften inzake een beter begrip en

een doelmatigere uitvoering en geven aan hoe steden kunnen worden geholpen in de confrontatie 

met de zich steeds veranderende omgeving. Deze passage is het resultaat van onderzoek in de drie

bovengenoemde steden, waar city marketing kennelijk niet al haar vruchten kan afwerpen. Deze 

thema’s zijn: a) de behoefte aan een collectief begrip van en een collectieve waardering voor city rr

marketing, voordat een begin wordt gemaakt met marketinginspanningen; b) het belang van een 

brede samenwerking en een duidelijke rolverdeling, evenals een doelmatige coördinatie van 

marketingactiviteiten; c) de noodzaak dat marketing wordt uitgevoerd als een proces en niet bestaat 

uit sporadische of gefragmenteerde activiteiten; d) de uitbreiding van de marketingkennis tot andere
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gebieden dan de ontwikkeling van toerisme; e) de noodzaak de lokale gemeenschappen nauwer te 

betrekken bij de marketinginspanningen en hun behoeften te integreren in alle fasen van het 

marketingproces; f) de verbreding van de huidige kennis inzake interstedelijke concurrentie, waardoor

mogelijkheden ontstaan voor een beter benutten van de kansen in de omgeving en tot slot g) een

beter, resultaatgericht begrip van het toezicht op en de beoordeling van marketingactiviteiten. 

Na de behandeling van bovenstaande vraagstukken vestigt het proefschrift de aandacht op

een onderzoek van de literatuur inzake city branding. Daarbij wordt vooral de nadruk gelegd op een 

recente stroom van publicaties waarin het belang en de gepaste bijstelling van het concept van 

corporate branding rechtstreeks worden behandeld. Uit de literatuur inzake corporate branding en 

corporate level marketing worden belangrijke lessen getrokken voor steden. Er wordt vastgesteld dat 

er belangrijke overeenkomsten zijn tussen deze twee vormen van branding. Beide zijn zeer

ingewikkeld van karakter, hebben een groot aantal actoren, en hangen af van een zeer brede

samenwerking, die dwars door heel de stad of organisatie moet lopen. Er wordt geopperd dat met 

corporate-level marketing de theorie inzake marketing het dichtst in de buurt komt van de praktijk, 

waarin het gaat om de aanpak van de uiteenlopende behoeften van steden, zonder uit het oog te

verliezen dat de relevante instrumenten moeten worden bijgesteld. Daarna worden verschillende, in 

de literatuur aangetroffen kaders van city branding besproken en tegen het licht gehouden van het 

theoretisch kader van de studie, en wordt gekeken naar hun snijpunten. Dit proces mondt uit in een 

suggestie met betrekking tot de specifieke bestanddelen van een geïntegreerd kader voor het beheer 

van een stadsmerk. Deze bestanddelen zijn: Vision and Strategy (de gekozen visie voor de toekomst y

van de stad en de ontwikkeling van een duidelijke strategie ter verwezenlijking van deze visie), Internal 

Culture (het verspreiden van een merkoriëntatie binnen heel het stadsbestuur en de marketing als e

dusdanig), Local Communities (het stellen van prioriteiten binnen de lokale behoeften; het betrekkens

van de inwoners, de ondernemers en het bedrijfsleven bij de ontwikkeling en verwezenlijking van het 

merk); Synergies (het werven van instemming en steun onder alle belanghebbenden en het voorzien ins

evenwichtige participatie), Infrastructure (het voorzien in de basisbehoee ften zonder de welke de stad

niet in staat zal zijn om aan de door het merk gewekte verwachtingen te voldoen), Cityscape and 

Gateways (het vermogen van de opgebouwde omgeving om zichzelf te vertegenwoordigen en het 

stadsmerk te versterken of te schaden) Opportunities (kansen voor doelgroepen van personen (leven in s

de stad, goede diensten, onderwijs, enzovoort) en bedrijven (financiële aspecten, arbeidsmarkt, 

enzovoort) die het potentieel van een plaats aangeven) en tot slot Communications (het bijstellen van s

alle bewust overgebrachte boodschappen). Bovengenoemde bestanddelen worden voorgesteld op

een soortgelijke manier als in een proces van city branding, zoals dit is uiteengezet in het laatstey

hoofdstuk.

Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:194Mihail_konyv_165x240mm_BELIVEK.indd   Szak.1:194 2008.09.12.   15:20:372008.09.12.   15:20:37



195195

In dit proefschrift wordt gesteld dat bij de toekomstige ontwikkeling van de theorie van city 

marketing alle bovengenoemde punten verder moeten worden uitgewerkt en dat getracht moet 

worden vast te stellen hoe deze op een doelmatige manier kunnen worden op genomen in de 

praktische toepassing van city marketing. Het proefschrift wordt afgesloten met een aantal

onopgeloste vraagstukken, ter stimulering van de discussie over zowel de effecten van marketing op 

het stedelijk landschap als het latente potentieel van city marketing voor de toekomstvooruitzichtentt

van steden.  
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