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2 Today’s Presentation 

Branding and Internationalization 

Smart Cities and Smart City Branding 

 

 

 

 



3 “Smart Cities” 

Today, everything seems to be ‘smart’  
 
 

 
 

 

 



4 “Smart Cities” 

Also, every city (place) wants / claims to be ‘smart’ 
 
 

 
 

 

 



5 “Smart Cities” 

Big service companies are developing ‘smart solutions’ for ‘smart cities’ 
 

 
 

 

 



6 “Smart Cities” 

There are plenty of initiatives around the ‘smart cities’ concept 
 
 

 
 

 

 



7 “Smart Cities” 

‘Tourism’ is becoming smart 
 
 

 
 

 

 



8 “Smart Cities” 

Even the ‘firemen suits’ are becoming smart 
 
 

 
 

 

 



9 Smart Cities: Just a new ‘buzzword’? 
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In 1925, 25% of the world population lived in cities. 

Today, approximately 3.5 billion people, more than 50% of the world’s 
population, is living in cities. 

It is forecasted that, by the year 2050, this figure will rise to 5.5 billion, 
accounting for 75% of the world’s population. 

 

 

The emerging power of cities 

Satellite images of the Earth today 
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This unprecedent rate in urban growth is leading to the rapid expansion of 
existing cities, the creation of entirely new cities around the globe and to 
completely new forms of urban growth and urban regions. 

 

The emerging power of cities 
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In the 21st century, due to globalization and urban growth, it will be the cities 
and metropolitan regions - not the states - that will become the real world’s 
economic and political powers. 

 

 

 

The emerging power of cities 

Today, just forty city-regions are responsible for over two-thirds of the 
total world economy and most of its innovation. 

 

 

 



13 Main challenges for future cities 

The rapid growth of cities and metropolitan areas means new social, 
environmental and economic challenges for them. 

 

 

 



14 Main challenges for future cities 

The major challenge will be to shape cities and regions in a way that they are 
environmentally sustainable, socially just and economically competitive. 

 

 

 

 

 



15 Main challenges for future cities 

The concepts of the livability and sustainability of cities are now been 
considered as the two most  critical factors for the future of our cities.  

At the same time livability and sustainability will be key for the 
competitiveness of cities since they are critical factors in order to attract and 
retain inhabitants, visitors, talent, businesses and investors. 

 

 

 

 



16 Main challenges for future cities 

There are further challenges for cities: 

-  global competitiveness and the ability to generate labour opportunities 
-  affordable cost of living 
-  meeting increasing housing demand and housing affordability 
-  ability to address trafic congestion 
-  energy and resource limitations and environmental and infrastructure 

degradation 
-  safety and security 
-  access to public healthcare and quality education 
-  coping with demographic change and the aging of population 
-  managing cultural diversity and inclusiveness 
-  the  integration of ethnic minorities 
-  balancing between regeneration and preservation, innovation and tradition, 

work and leisure 
-  authenticity and attractive city identity, image, reputation and values 
-  the engagement of civil society or 
-  community identification and sense of cohesion.  
 
 
 

 

 



17 Need for Smarter Cities  
In order to address all these challenges, a fundamental change in the way 
we see, plan, build and manage our cities is needed . 

The cities of the future will require ‘smarter design’ and new forms of 
governance.  

They will need to be innovative if they want to promote sustainable 
development.  

 

 



18 New forms of city leadership and governance 
In this new form of city governance, private sector and the citizens will 
become an active part of public policies, decisions and services, instead 
of passive consumers. 

 

 
 

 

 



19 New forms of city leadership and governance 

In this new scenario, a new generation of urban leaders will be needed.  
 
 
 

 
 

 

 



20 Smart Cities: Just a new ‘buzzword’? 

As we have seen, the unprecedent rate of urban growth and increasing 
population density in cities is demanding actions to be taken to provide 
sustainable economic and environmental growth that is capable of 
improving the quality of life of their inhabitants.  
 
This is the main challenge our cities are facing today and the reason why 
society is calling for more intelligent cities, or ‘smart(er) cities’. 
 
Smart societies are those in which people, companies and governments tackle 
the challenges of the 21st century: climate change, the high consumption of 
non-renewable energy sources, increasing population density, obsolete 
infrastructures, increasing competition, etc. 
 
So the main global challenge is changing the cities in which we live and the 
way we use our (scarce and limited) resources and this is where the 
concept of ‘smart cities’ apply. 
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Most approaches to ‘Smart Cities’ today refer to the development and 
implementation of new technological (digital) solutions to improve 
efficiency and quality of services to citizens, especially in the areas of 
urban planning, building, transportation and mobility, waste management, 
environmental sustainability, water management, public safety, etc.., and in 
general, is related to (technological) solutions for developing more efficient, 
sustainable and livable cities. 
 
 
 

 
 

 

 

“Smart City” concept today? 



22 “Smart City” concept today? 
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Other approaches, rather than 'smart cities' talk about 'smart people’ or ‘smart 
citizens’, a city will not be smart because of the avalilability and access to new 
technological advances that allow us to optimize resources and deliver better 
services for citizens, but a city is because of the ‘smart people or citizens’ who 
will use them. 
 
 
 
 

 
 

 

 

“Smart City” concept today? 
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In my opinion, as we have seen when reviewing the major challenges future 
ciies will be facing, a more comphrenesive and deeper approach to smart 
cities have to be considered, to cover almost every aspect of city design and 
city management . 
 
 
 
 
 
 

 
 

 

 

“Smart City” concept today? 
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As we have already discussed ‘Smart Cities’ require news forms of governance 
where citizens and the private sector will work together with city 
managers to solve specific issues, and where city governments, although 
almost always involved, will be only one of the partners of such new alliances, 
coalitions and partnerships.  
 
And most of these partnerships and solutions cities are feacing will need to be 
done in cooperation with other cities and with global and international partners 
(companies, universities, research centers, etc.), as we can see in the 
axamples of Barcelona and other cities around the world. 
 
 
 
 

 
 

 

 

“Smart Cities” and Internationalisation 



26 City Branding and Internationalisation  

 
 

 
 

 

 



27 Why do we need /  want a strong brand? 

Usually there are 3 key or major objectives in place (city) branding efforts:  

–  Attract tourists 

–  Attract inward investment 

–  Promote exports (sales) of products and services 

 
 

 

 



28 Why do we need /  want a strong brand? 

Further objectives include: 

–  Attract talent (higher education students  and skilled workers). 

–  Attract international cultural, sports and professional events. 

–  Attract international organisations.  

 
 

 

 



29 Why do we need /  want a strong brand? 

Place branding can also help to: 

–  Erase misconceptions and negative stereotypes about a place (city). 

–  Improve perceptions and predispositions when looking to join a particular 
group or political or economic alliance.   

–  Restore international credibility and investor confidence.  

–  Gain influence in international affairs. 

–  Strengthen the identity and sense of belonging of citizens. 

–  Other.  

 
 

 

 



30 The brand (image) as a key competitive advantage for the city  

Like companies or people, countries, regions and cities depend on their 
good name, reputation and image.  
 
The image we have of a place directly affects our behavior and attitude to it, to 
its people and its products.  
 
The way a place is perceived can be a key element in the success or 
failure of its efforts to attract tourists, investments, businesses, talent, events, 
sell its products abroad, for the development of diplomatic relations and cultural 
relations with other places, etc. 
 
 

 
 

 

 



31 The brand (image) as a key competitive advantage for the city  

Having a strong image / reputation (brand) is the best competitive advantage 
a place (city, region, nation) can have. 

It is a key factor in the success of the place in attracting visitors, companies, 
investors, professionals, events, etc. and in selling its products and services 
abroad. 

For this reason, in a more or less strategic, organized or coordinated way most 
places try to ‘manage’ their international image. 

 

 
 

 

 



One of the world’s most admired cities with one of the best images at an 
international level 

•  Saffron European City Brand Barometer 2010 

-  One of the cities with the greatest awareness, image and reputation on 
a worldwide scale. 

-  The third ranked European city brand together with Munich, behind 
only Paris and London and in front of many european cities and 
capitals such as Berlin, Amsterdam, Rome, Vienna or Madrid. 

•  Anholt – Gfk Roper City Brands Index 2009 

-  Sixth position in terms of brand image, behind Paris, Sydney, London, 
Rome and New York, and ahead of cities like San Francisco, Los 
Angeles, Vienna and Madrid. 

One of the most popular tourist cities on a global level, with more than 7 
million tourists per year, and the best european city in terms of quality of 
life. 

 

Is Barcelona a successful brand? 32 



Is Barcelona a successful city? 33 



The key role of the 1992 Olympic Games 34 



A catalyst for a profound transformation of the city (1987–1992) 35 



The best ‘shop window’ for the redesigned city and its brand 

Location 

Climate 

History, Language 

Mediterranean Architecture Culture Traditions 

Culture Cuisine 
Leisure 

Human 

Wellcoming 

Quality of Life 

36 



Creative 

Innovative 

Bold 

37 The best ‘shop window’ for the redesigned city and its brand 



From 1992 to the present day 

Continue with success redesigning and reinventing the city 

 

 

38 



From 1992 to the present day 

An urban renovation strategy. A new model of making city 
The answer to a necessity: the Knowledge Economy 

The 22@Barcelona, the innovation district 
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From 1992 to the present day 40 



From 1992 to the present day 41 



Impact of Tourism in City Economy 42 



Impact of Tourism in City Economy 43 



Impact of Congress Tourism 44 

-  42% of tourists that arrived in Barcelona in 2010 did so for professional 
reasons. 

-  In 2012 the city hosted 2,138 professional meetings with 616,833 delegates. 

-  Overall estimated economic impact in 2010 of congress, meeting and 
convention tourism of 1,326 million Euros. 



Impact of International Events in City Economy 45 



Impact of International Events in City Economy 46 

Impact of GSMA Mobile World Congress 2012 

-  Barcelona will host the MWC from 2012 to 2018. 

-  More than 67,000 visitors from 205 countries (in 4 days), including 
executives from the world’s largest and most influential mobile operators, 
sotware companies, quipment providers, internet companies and media and 
entertainment organizations as well as government delegations from across 
the globe. 

-  Contributed more than  300 million Euros to the local economy (15% 
increase over 2011). 

-  A key pilar to the Mobile World Capital positioning of Barcelona. 

-  Brings new oportunities for companies and individuals in the city and 
region. 

-  Again, an excellent ‘shop window’ for the Barcelona City and Brand (ex. 
more than 3,000 acredited journalists, 350,000 social media mentions over 
the 4 days of the event). 

 



Impact of Exports 47 

-  Barcelona area was the main export area in Spain (19,6 % of total exports 
from Spain) followed by Madrid (11,4 %) and Valencia 5,2 %). 

-  Exports in 2011 were 42.036 million Euros (10% increase over 2010). 

-  58,3 % of exports were formed from medium – high technological content 
products and services. 

-  Chemical and pharmaceutical, industrial equipment and machinery, and 
automotive were the main export sectors. 

-  Main markets are the Europe and the EU (mainly France, Germany, Italy 
and Portugal) but emerging economies such as Chile, Brazil, Chna or Korea 
are increasing in importance. 

-  Imports were 56.576 million Euros, which show the high degree of oeness 
and internationalization of Barcelona and Catalan economy. 



48 “Smart City Branding” 

Is this also new?  
 
 

 

 



49 “Smart City Branding” 

The same as cities have to be designed and managed intelligently, their 
branding and international marketing and promotional strategies also 
need to be ‘smart’. 

This is not new, but it is especially important in a context of: 

-  Increasing globalization 

-  Finantial and economic crisis 

These two factors bring out now more than ever the need of developing 
smarter branding and promotional strategies to be able to compete in the 
global scene. 

 

 

 



50 Increasing globalization and competition among places 

Increasing globalisation means that every place (nations, regions, cities) 
agressively compete agains each other in order to attract (and retain) tourists 
and visistors, investors, entrepreneurs, talented people, students, international 
organizations and events, clients for its products and services, etc. 
 
 
 

 

 



51 The impact of economic crisis  

The depth and duration of finantial and economic crisis mean less available 
resources to build and promote the band. 
 
 
 

 

 



52 “Smart City Branding” 

Applying Smart City Branding is, among other things, understanding: 

•  What really a ‘city brand’ and ‘city branding’ is and means. 

•  The importance of the city brand (image / reputation) as a key competitive 
factor for the city. 

•  How the image of a place (city) is created. 

•  What is the current brand (image) of the city. 

•  What is the brand vision and aspiration of the city stakeholders. 

•  What are the most appropriate and effective brand building tools (in a 
context of economic crisis and limited resources). 

•  What is the best brand management model for our city (stakeholder 
engagement).  

•  The importace of engaging the citizens with the city brand and the city brand 
building process. 

 



Recent research (2010/2011) shows that: 

1.  Barcelona does not have a single image 
around the world 

2.  Barcelona is ‘a tourist destination’ 

3.  Barcelona is ‘a good place to live’ 

4.  Barcelona is ‘a vibrant experience’ 

5.  Barcelona is a city associated to ‘creativity’ 

6.  Barcelona is ‘slightly’ associated to ‘a 
differentiated identity and culture’ 

7.  Barcelona is not perceived espontaneusly 
as a city to do business 

8.  Barcelona has an emerging potential to 
become an ‘innovation hub’ 

9.  Barcelona counts with an education offer with 
strong potential 

Barcelona: What does the research say? 53 



Vision 

‘Consolidate the Barcelona Metropolitan Area as one of Europe’s most 
attractive and influencing regions for global innovative talent and a model 
for integration and social cohesion’. 
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55 Vision 

“… Barcelona necessita explicar-se de nou, a ella mateixa i al món, com a 
metròpoli global, capital de Catalunya i de la catalanitat. Centre d’una megaregió 
econòmica del sud d’Europa i la Mediterrània i porta europea d’Asia. Una Barcelona 
que trenqui de nou les seves muralles per integrar la natura a la ciutat, una 
Barcelona metropolitana que s’estén més enllà dels seus dos rius. Referent en 
qualitat de vida i benestar per a las persones. Amb una marca de ciutat potent 
que volem potenciar encara més per generar més recursos i atreure 
inversions de futur, posant en valor el talent local i la creativitat. Si més no, per 
poder gaudir en el futur de noves oportunitats ‘trencadores d’uniformitat’”. 
Xavier Trias. Alcalde de Barcelona. El Periódico. 17 d’Octubre del 2011 



CITY 
IMAGE 

Personal 
experience 

Word of 
mouth 

Clichès and 
stereotypes 

Politics 

Sports 
performances 

Export 
brands 

Behaviour 
of 

citizens 

City -
brand / 
image 

campaigns 

Keith Dinnie (‘Nation Branding’) 

Image (brand) formation factors  56 



City-brand identity & Desired 
Positioning 

Key Identity components: 
History Language Territory Political regime 

Architecture Sport Literature Art Religion Education 
system Icons Landscape Music Food & drink 

Folklore Values… 
+ 

Purpose & Value Proposition & Desired Image 

Communicators of city-brand 
identity & Positioning 

City Design Public Policies Branded products and 
services Sporting achievements The diaspora 

Marketing communications Brand ambassadors 
Cultural artefacts Govt. external policy Tourism 

experience Prominent personalities Public & 
Cultural Diplomacy International Relations PR … 

City-brand image (brand) 

Audiences: 
Domestic consumers External consumers 

Domestic firms External firms Inward investors 
Governments Media … 

Adapted from Keith Dinnie (‘Nation Branding’) 

City brand (image/reputation) building process 57 



Government 

Public sector         
organizations 

Tourism board 
Inward investment agency 

Economic development 
agency 

Private sector  
organizations 

Trade associations 
Chambers of commerce 

PSC brands 

Citizens 

Not-for-profit organizations 
Diaspora 

Personalities 
Other 

Keith Dinnie (‘Nation Branding’) 

Shared leadership and involvement of city stakeholders 

City brand management model 58 



Shared leadership and involvement of city stakeholders 

City brand management model 59 

NYC	
  &	
  Company	
   Greater

Sydney

Partnership




Shared leadership and involvement of city stakeholders 

City brand management model 60 

1.  
Estratègia, 

Intel·ligència i 
Eines de Marca 

3. 
Suport i Coordinació 
Estratègica de Marca 

5. 
Protecció legal 

marca 

Proporcionar als diferents 
actors de la ciutat, públics 
i privats, el coneixement, 
les eines i la direcció 
estratègica necessària en 
relació a la Marca 
Barcelona per a la seva 
efectiva construcció, 
gestió i seguiment en el 
temps.  
 

Proporcionar suport i 
fomentar i i facilitar la 
coordinació entre els 
diferents actors públics i 
privats per alinear 
accions, iniciatives i 
missatges amb la visió i 
l’estratègia de marca i 
aconseguir sinergies. 

Protegir l’ús de la Marca 
Barcelona des del punt de 
vista jurídic . 

Dissenyar i 
desenvolupar iniciatives 
i projectes per a la 
construcció i la projecció 
de la imatge de marca 
de Barcelona. 

Agència de Gestió de 
la Marca Barcelona  

2. 
Construcció 

Imatge de Marca 

4. 
Aliances de 

marca 

Cercar oportunitats, 
recursos i sinergies per 
a la construcció i gestió 
de la Marca Barcelona a 
través d'acords i 
aliances amb tercers. 



New sources of economic growth (brand & internationalization) 61 



New tourism challenges 62 
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-­‐  Cities and metropolitan regions will become the real world’s economic and political 
powers. 

-­‐  They will have to address new social, environmental and economic challenges. 

-­‐  The major challenge will be to shape cities and regions in a way that they are 
environmentally sustainable, socially just and economically competitive, to make 
them more livable. 

-­‐  In order to address all these challenges, a fundamental change in the way we see, 
plan, build and manage our cities is needed. 

-­‐  Cities of the future will require ‘smarter’ design and new forms of governance and 
management (‘Smart(er) Cities’). 

-­‐  Governance of cities will evolve into one where multiple stakeholders, including 
citizens, businesses and institutions, will come together to solve specific issues (Smart
(er) Citizens). 

-­‐  Private sector and the citizens will become an active part of public policies, 
decisions and service. 

-­‐  Smart City Branding and Smart Internationalisation will have to be developed in 
order to succesfully compete in a new context characterized by increased globalization 
(which menas ) and scarce finantial resources (due to impact of finantial and economic 
crisis). 

Conclussions 



Thank you very much 


