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STRATEGIC MANAGEMENT andMARKETING

ANALYSIS of the DIAGNOSIS of a CITY The CITY like SYSTEM of EXCHANGES
. . i . City Councils
+ Positive points Potential and &, rent National State ' Town Halls
and strenghts .. residents  residents INSTITUTIONS
INTERNAL | -Negative points= 7, ... ~_CITIZENS - irstitons mematonal
ANALYSIS and weakness .. 6‘306 .............. Neighbourhood .
- | e, " Copy communities Resident workers Educational and cultural
of the city Search of the differentiti Ctyy in nearby localities that ’lnstltutlons; universitities

To identify the unique and . “&r, >, ~ move todiary to the city
- - - ..'.': p “'.‘ “ ..".. “"-‘
distinctive features and SR
characteristics of the city
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{+ Oportunities

- Threat: e .
- e Socio-cultural .- : 3009
i e Economic .-, of
............ 2O " public ocal Biisiness N
ANALYSIS 5 g = KR institutions Companies visitors  Shopping visitors
of the cit emand e
¢ < ot INVESTORS > TOURISTS
. . .. Employer associations < Cultural tourism i
Competitors: to identify anpd v%orking unions hélglltlrcl)?gtogr?é Conferences SJr?%rA%mbg;ch
. . I .
L rival cities P linked toViCEE Bulsmess and
eisure
tourism
Percé‘iﬁﬁon of Percg]ﬁ’%ion of ' Percgﬁiion of Percegﬁén of

residents investors tourists institytigns

Pef&eption of the C|ty on the part oﬁhe diversblig gFoups



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

Current positioning
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(in relation with the statistical information) Future positioning (perception of every group, of every person)
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STRATEGIC MANAGEMENT and CITY MARKETING

7,
+
STRATEGIC « Modelof physical growth: urbanism, infrastructuresllective equipments.é. transport)
MANAGEMENT : _ e L
AND » Economic model: specializatiamrsusdiversification

URBAN GROWTH | * Social model: social services and relationshipg)leyment

from infrastructures and public works
Tendency trend: to

values based on intangible cultural assets

(« Identification of the city’s competitive advantagesearch for differentiatiol
COMPETITIVE » To create and develop networks among cities tpeie withjexamples
AND - Sustainable Citiescommitted to urbanisation based on ecofriendiyuees

CSOTCI;F;ETFE(ABT”'EVSE < - CittaSlownetwork: promote a slow, balanced and Mediterrartga@ of lifestyle
- Metropolis an international association of global cities kg towards developing
solutions to issues affecting large cities suchbraan planning and development

MARKETING * Definition of the city as a product and a commaihian strategy
STRATEGIES » Eventual creation of gity brand mark and logo

Cities that turn into brand marks



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



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



To organize and host events that provide
International reputation



Managerial
dynamism

Political and
economic power

Key dimensions of
influence and attraction
of the metropolitan

cities

Cultural-

creative Tourism



reputation and promote a city

Topics of intangible culture that give international
ll:l(;)sllxvr\]/oggs New York » Valencia
Rome 9 The Godfather, _eo7 Fallas _w Sanfermines
Roman Holiday ~ /CINEMA ana™\ Manhattan 4k Munieh POPULAR ~~Pamplona
La Dolce Vita King Kong, etc \\ Qktbbarfest
TELEVISION ’, \ =" (beer arty) ’CELEBRATIONS Siena
4 Las Vegas _» London ! Y e Carnival ~ Horse race
TV gerie CSi Las Vegas_.-~" Notting Hill ! N ot Rio de Janeiro,
/ film Casino _.-~" ,'_ _____ ,__‘( ------- > Pﬁr+s ! ;Salvador de Bahia
' ’F’arils B ! Lg Habank TheDa Vinci Cdde .7 New Orleans,
! e book and film 270 & Venice
, Teuf of France (final stage), ,/’LH, Hemlnﬁvyayx K ,} e ,' ,'
.+"" Roland Garros-tennis 2T C -
& - Brieone
Wlmblelidon Olympic Games The‘GOdfather LITERATURE /S’fratford Upon Avon
ten'nis @ Ba[cero’na 1992 R v ol ' Wxs\'ll:gfer‘s}%eare
; -, A Sydney 2000 Praguek hn R
! S 7 FKafka A Y _
! o i o TS b
! Cup saling- ,’ rallye of MonEe/(;ario \X,\’\ P ’:\Bee\rs\,' K / Bfrdsggx (France),
' Mozart- ,/’ /’ \ ,‘«’\ ‘I\/Itlnlch‘,'l a Rioja (Spain),
yMemphis, Salz)ourgx ,/' @ruésels' ((CASTRONOMY Tuscany (ltaly)
B SR '\"PraQU/Q / “<Rum (cocktails):  Spanish
' * La Habana Ham

rague 4 Wagrler,a. S Bayr:euth

Las Vegas
Elvis Presley
Liverppol- @ \Cllzrr(ljtlns é;;r-d-e-i\ >/erona . . 5
A kV«Bob . \,,:'Buen o Opera Samt:g\z B%nSi\I:;\ONova
: MMGY“\ . Aires \>Tango
B NéW Or|EanS Jazz
Hiroshima

Beatles A
Med,élhn- ' N -
Judnes, ¥ *SaLvador ] N “samaica - TN
F Botero | de Balfa~._ a Reggae < Cali \a :
' ,' Garllnhos Br‘own ~Michelangelo, Vienna  ggisa w S'C'Iy -Mafia; atomic bomb
Picasso ! \ Leonardo da\\[m(:l‘ Classical ~.  Napoli -Camorra
Malaga, s}/ y \ 2. T~~, music . _ - Belfast
Barcelona Andy Wharhol ' FIorence - . Negative reputation
s/ P|ttsburgh \ -Renaissance "~ wars, crime of Ulster
"7~ Medellin, Cali Beirut, Baghdad
Drug traffic, crime Wars in the Middle East
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» Van Gogh, Amsterdam



Infrastructure related Cultural events that provide
cultural values international reputation
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Elements of cheerful culture
based on the Cases of cities Events and infrastructures

identity of the city that have changed and values

the positioning

Creation of a modern city from
Infrastructures and multiple attractive claims
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