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INSTITUTIONS

City Councils
and Town HallsNational State

Regional
Institutions

International
institutions

Educational and cultural
institutions; universitities

The CITY like SYSTEM of EXCHANGES

CITIZENSINTERNAL 
ANALYSIS
of the city

+ Positive points 
and strenghts  
-Negative points
and weakness

+ Oportunities
- Threats

ANALYSIS of the DIAGNOSIS of a CITY

Neighbourhood
communities

Current
residents

Potential and 
eventual 
residents

Resident workers 
in nearby localities that
move to diary to the city

STRATEGIC MANAGEMENT andMARKETING

Search of the differentiation.
To identify the unique and 
distinctive features and  
characteristics  of the city

EXTERNAL
ANALYSIS
of the city

- Threats

Environment
• Socio-cultural
• Economic
• Political

Demand

Competitors: to identify
rival cities

Perception of the city on the part of the diverse public groups

Perception of
residents 

Perception of
institutions

Perception of
investors

Perception of
tourists

TOURISTS

Business
visitors

Urban tourism

Conferences
linked tourism

Cultural tourism

Shopping visitors

Tourism of 
sun and beach

Business and 
leisure
tourism

INVESTORS

Multinational
corporations

Local
companies

Employer associations 
and working unions

Public
institutions



SYSTEM of URBAN STATISTICAL DATA MEASURE of the IMAGE of the CITY

What the city really is
IDENTITY

Current positioning

Future positioning (perception of every group, of every person)(in relation with the statistical information)

How do we see the city

IDENTITY andIMAGE
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The way in which 
the city is perceived
PERCEIVED IMAGE

defining a
STRATEGIC POSITION

How do we see the city

COMMUNICATION of the IDENTITY
and of the BRAND IMAGE

How we want the city perceived 
and to promote it accordingly
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STRATEGIC 
MANAGEMENT

AND 
URBAN GROWTH

• Modelof physical growth: urbanism, infrastructures, collective equipments (i.e. transport)
• Economic model: specialization versusdiversification
• Social model: social services and relationships, employment

• Identification of the city’s competitive advantages; search for differentiations

STRATEGIC MANAGEMENT and CITY MARKETING

Tendency trend:
from infrastructures and public works 

to 
values based on intangible cultural assets
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COMPETITIVE 
AND 

COOPERATIVE
STRATEGIES

• Identification of the city’s competitive advantages; search for differentiations
• To create and develop networks among cities to cooperate with; examples:   
- Sustainable Cities, committed to urbanisation based on ecofriendly features   
- CittaSlow network: promote a slow, balanced and Mediterranean type of lifestyle
- Metropolis: an international association of global cities working towards developing              

solutions to  issues affecting large cities such as urban planning and development

Cities that turn into brand marks

MARKETING
STRATEGIES

• Definition of the city as a product and a communication strategy

city brand mark and logo• Eventual creation of a



Modern infrastructures that influence the profile o f a city, 
and which can even define its image

Skyscrapers:   World Trade Center,   Empire State, New York (USA);
Taipei 101, Taipei (Taiwan); Petronas Twin Towers Kuala Lumpur (Malaysia).

Airports: generate economic actitvity on a large scale in the cities and metropolitan

Buildings and spaces for arts and culture: Opera House, Sydney (Australia), 
Guggenheim museum Bilbao ; place of the Artes y las Ciencias Valencia (Spain)

Airports: generate economic actitvity on a large scale in the cities and metropolitan
in which are located; boarding gates and first images when entering into a new country

• North America: New York JFK, Chicago, Atlanta��������� Toronto
• Europe: London Heathrow, 0�������
�� Paris Charles de Gaulle, ������� 9���C�	 ��

Amsterdam Shiphol
• Asia: Hong-Kong, Tokyo Narita, Singapore Changi, $����� ������� ��D�����>��,��

��
����
���������,��


Sport places: 

• Stadiums: Allianz Arena Munich (Germany); new Olimpic Stadium Beijing (China) 
• Racing circuits: Montecarlo (Monaco ), Sepang (Malaysia), "������� %&����)5



Emblematic monuments and landmarks that turn into
urban icons and symbols of a city

Towers: Eiffel, Paris (France); Leaning Tower Pisa (Italy); Big Ben, London (G.Britain)

Statues: of Liberty, New York (USA); Cristo Redentor, Rio de Janeiro (Brazil);
The Little Mermaid, Copenhagen (Denmark); Dama de Elche (Spain)

Archs: of Triumph and La Défense, Paris (France); Brandenburg, Berlin (Germany)Archs: of Triumph and La Défense, Paris (France); Brandenburg, Berlin (Germany)

Bridges: Golden Gate, San Francisco (USA); Tower Bridge, London (��89��
��� );
Brooklyn, New York (USA)

Palaces: Taj Mahal, Agra (India); Vatican, Rome ; Kremlin and Red Square, Moscow (Russia)

Cathedrals: Burgos , León , Santiago de Compostela (Spain); Reims , Amiens , 
Chartres , Strasburg , Paris (France); Milano (Italy); Cologne (Germany); 
Canterbury, Westmister –London- (��89��
��� ) 



To organize and host events that provide 
international reputation

Sport events: 
Olympic Games, Football World Championship,

World Expositions: Sevilla 1992 (Spain); Lisboa 1998 (Portugal); Hannover 2000 

(Germany); Aichi 2005 (Japan); Zaragoza 2008 (Spain)

�������4	�&�,� .	������! %���
���� ��

���H��$,���)

International Fairs & Exhibitions: International Geneva Auto Show (Switzerland),
International Tourism Fair Trade –Fitur- Madrid (Spain); 
4���	���� 9����0���� %������ )��

Cultural events.  For example:

International Conferences of the Spanish Language: Zacatecas (México) 1997,

Valladolid (Spain) 2001, Rosario (Argentina) 2004, Cartagena de Indias and

Medellín (Colombia) 2007



Managerial 
dynamism

Political and 
economic power

Key dimensions of
influence and attraction 

Cultural-
creative Tourism

influence and attraction 
of the metropolitan

cities



Rome
Roman Holiday
La Dolce Vita

New York
The Godfather,

Manhattan,
King Kong, etc

Las Vegas
TV serie CSi Las Vegas

film Casino

Prague
F.Kafka

POPULAR
CELEBRATIONS

Sanfermines
PamplonaMunich

Oktoberfest
(beer party)

Carnival 
Rio de Janeiro, 

Salvador de Bahia
New Orleans, 

Venice

Valencia
Fallas

Hollywood
Los Angeles

Corleone-
The Godfather

La Habana
H. Hemingway

Dublin
J.Joyce, S.Becket

Paris
The Da Vinci Code

(book and film)

Stratford-upon-Avon
Verona

W. Shakespeare

London
Notting Hill

SPORTS

Paris
Tour of France (final stage),

Roland Garros-tennis
Olympic Games
Barcelona 1992

Sydney 2000

Wimbledon
tennis

Valencia
America’s

Monaco Formula 1 Wines: Whisky:
Scotland

CINEMA and

TELEVISION

Topics of intangible culture that give international reputation and promote a city

LITERATURE

Siena
Horse race

Negative reputation
wars, crime

Mozart-
Salzburg
Prague

Picasso
Málaga,

Barcelona

Carlos Gardel

Salvador
de Bahía-

Carlinhos Brown

Liverppol-
Beatles

Sicily -Mafia;
Napoli -Camorra

Medellín, Cali
Drug traffic, crime

Hiroshima
atomic bomb

Beirut, Baghdad
Wars in the Middle East

ARTISTS

Medellín-
Juanes,
F.Botero

Belfast
�������


of Ulster

MUSEUMS

Andy Wharhol
Pittsburgh

Van Gogh, Amsterdam

MUSIC
Tango

Buenos
Aires

Vienna
Classical 

music

New Orleans JazzJamaica

Bob 
Marley

Reggae

Bayreuth
Verona

Wagner,
Verdi

Opera

Michelangelo,
Leonardo da Vinci,

Florence

Rio Janeiro
Samba, Bossa Nova

America’s
Cup -Sailing-

Monaco Formula 1
rallye of Montecarlo

GASTRONOMY
DRINKS

Wines: 
Bordeaux (France),

La Rioja (Spain),
Tuscany (Italy)

Beers:
Munich

Brussels
Dublin
Prague Spanish

Ham

Scotland

Rum (cocktails):
La Habana

Memphis,
Las Vegas
Elvis Presley

Renaissance

Cali
Salsa



Cases of cities 

Infrastructure related 
cultural values

Cultural events that provide
international reputation

Guggenheim Museum Bilbao
(Basque Country, Spain),

It’s the engine of change in a city 
from declining industries, to a profile of 

a more modern and cultural city,
with an urban remodeling

Medellín: IV Conference of the Spanish language

Very positive event to change and overcome the 
image of the city, related with violence of drug traffic 

cartels and paramilitary of the 80’s and early 90’s

Artists could be the best ambassadors of a city
Juanes Fernando Botero

Events and infrastructures
and values

Elements of cheerful culture
based on the 

identity of the city Cases of cities 
that have changed 

the positioning

Creation of a modern city from
infrastructures and multiple attractive claims

Dubai
(United 

Arab
Emirates)

Business
Thanks to the wealth 
provided by oil,
invested in
a proper way

Education

It promoted 
this way as 
a global city

and values
Barcelona

Olimpic Games 1992

Forum Cultures 2004

Communications 
hub:

airport and port
City

marketing

identity of the city

Route of cartoons, Brussels

Cali (Colombia), the capital
of the Salsa music
and dance

Tourism

Culture
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