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1 ABSTRACT

Globalization is one of the most important issureg thanges cities. Global competition makes citieseed

a range of solutions in order to be different fropponents and attract more economical investments.
Branding is a customary topic for economics bubglization, attracting more investments and tosirist
cities caused the topic an emerging subject foamrbesign and planning. Contemporary researches on
integrated sustainable city can be turned intdtyeafth city branding approaches. One of the fundatal
decisions of urban studies approaches is to mamdge and spatial planning according to the urlesigeh
elements on city branding and identity of placey ®randing is a smart solution for urban developime
creation of jobs and providing a greater placévi® &nd work.

Advertisement and communication technologies ctualde a key effect on city branding. Mobile apps and
websites can be used to deliver city branding gaats a lot of cities used ICT as a key policy tesent
their brand. But urban design elements on city direnshould be represented in these activitiesdieroto
express the unique brand of the city and the elesrame not the same in different cities. These elém
should be identified and appraised in the citiéisarathan relying on stereotypical responses tonancercial
order.

This study considers key urban design disciplined previous attitudes on city branding to offer a
framework for urban design elements on city bragdifhis concept introduces the elements in main
approaches and dimensions. In order to introdubarudesign elements on city branding, this stueg as
laboratory experiment that happened during Fountbrhational Conference on Urban and Extra Urban
Studies 2013, Amsterdam, The Netherlands and cdedlfiourteen urban design elements for Amsterdam
brand.

2 GLOBALIZATION AND URBAN STUDIES

The idea of the city branding was a subject of eadins; but in last decade, the importance of space
political economy grows gradually and research&s have paid attention to this topic as an urlsana.
Cities do not need gentrification solutions and ithie of urban design should not be overlooked bsea
urban design projects have a dominant effect oyiscfuture economy (Cuthbert 2005, 56). Increasing
investment and marketing constraints have addressexiv interest in local differences to createipaler
image of the city for new target groups and stalddrs. One of the urban planners and administrassis

is to facilitate people interaction with the envineent and new developments of the city accordinth¢o
context of the city, rather than relying on therestéyped responses and methods (Erickson and Robert
1997, 35-37).

Erickson and Roberts have suggested that civicespaie frequently bound to commercial leisure atailr
industries. Yet many local government authoritiasoeinter competition with large out-of town shompin
centers. City authorities would like to market tfogvn center as a more interesting alternative tinen
shopping mall. If they do not appraise their uniguiean identity, branding activities will lead ttapes as
indistinguishable as the branches of chain storegies (Ibid, 35). Marketing and urban studies smme of
the impressive items in city branding. Growing glbbompetition on absorbing financial and humances
have maximized the interest of city managers (Simasand Hack 2000, 271). Banalscapes are the oatcom
of branding process without urban design approachesity identity in public space, so the lack oban
design analyses in branding may loss urban idestitnd local differences (Munoz 2010, 78).

Contemporary changes in cities economical appreafioen industrial to post-industrial have highligtt
urban regeneration. For example, over 5000 traiesescshows that from 2000 to 2006, at least 100IID.
square meters of industrial land has been dispadedy companies in 96 locations throughout the
Netherlands. By the end of 2006, about 75 % ofdhesations were redeveloped (Figure 1). This is
surprising in a small country like the Netherlandth few available development areas and the sie®
often located in central urban areas (Havermansjéibroek and Smeets 2008, 7-8).

Proceeding®REAL CORP 2014 Tagungsband ISBN: 978-3-9503110-6-8 (CD-ROM); ISBN: 978-3-950817-5 (Print) m
21-23 May 2014,Vienna, Austria. http://www.corp.aEditors: Manfred SCHRENK, Vasily V. POPOVICH, Pef&EILE, Pietro ELISEI



Global Competition needs Smart Solutions, Urban greElements on City Branding

Reason for disposition of site New function after redevelopment

7% 3% 2%
mmultifunctional area

® outsourcing/off-shoring
bankruptcy 19% mhousing
=CRE

leisure

m pushfactor municipality
m clustering activities

51% offices

21%
55%

Fig. 1: Reasons for disposition industrial sitethim Netherlands and new functions after redevelopn&ource: Haverman,
Meulenbroek and Smeets 2008, 8.

A minority of urban designers and planners haveoseg to this topic recently. Many discussions is th
topic have been issued by economists and they danghasized that interdisciplinary approaches should
become more prevalent in city branding (Dennie 2000 Marketing specialists have done considerable
effort in city marketing and many examples of thastvities are available. They point out thaitg i not

a product and cannot be treated as products (Kaiaend Ashworth 2005, 507). Due to the complésanr
issues in city branding the necessity of an ingmiglinary group for city branding is crucial. Thomarketing
experts can work more closely with urban desigtedetermine the process of city branding.

Using websites and mobile apps are common to exbiisinding elements. Nowadays, almost all city
branding campaigns have at least a website andderavrange of mobile apps, such as, tourist in&bion
mobile applications, to express the unique elemehtke city. Based on the needs of target grounge

of ICT products for cities can be offered. These @mart tools should express the brand of cityagtaise
the unique elements of city. Urban designers aadr@rs can distinct both unique visual and verbzdms

of city in all scales of the urban socio-spatiatttauum and can represent them for the other explété as
websites and mobile apps producers. The purpogesodtudy is to represent a conceptual framewbdity
branding elements in terms of urban design appesath clarify them for all experts, which are at pr
promoting city branding, including ICT experts. $ipiaper explore the literature review of city biiagcand
strategies of the topic, moreover, key urban deaproaches on the topic will issue. Finally urldasign
elements on city branding are introduced and artboy experiment in Amsterdam is used in order to
introduce an example for the mentioned elements.

2.1 Literature Review

In 1960s and the idea of place marketing emergeddiler and Levy. O’'Leary and Iredal were the first
authors introduced marketing as a challenging issuthe future and described that as " designezte¢ate
favorable dispositions and behavior toward geogralgications” (Zenker, Eggers and Farsky 2013, 184)
brand is something more than an identification name the image of places cannot change by logos or
advertisement easily (Kavaratzis and Ashworth 20888). A brand is the collection of physical,
psychological and social attitudes that are relabed product (Simones and Dibb 2001, 218-19). dR=si
visual and aesthetic commendation of the urbanskape may lead to dispositions the residents’
relationship with the place (Govers and Go 2008-275).

Place marketing can be considered as a rangewdtiborders. First one is describing urban capadsliand
unique identity for target groups, and the secone s selling the place like a product and emphasis
advertisement and avoid the ugly backs of the pthaé may create a schizophrenic inspiration taela
(Ericson and Roberts 1997, 53-58). Place markedften misunderstands as place selling. Place niagket
highlights an economic matter and the increasingpefal functions to forms a major goal. It is atomer-
orientated approach, which should consider existing potential “customers” of the city; yet plaedliing
concentrates solely on the promotional aspectsaskating. Place selling disregards the true ainasrange
of place marketing and branding (Zenker 2011, 41).
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City branding theory is in the initiative stagestbé accomplishment. This is expected that the ajlob
competition and contemporary economical necessiiese cities to enhance their unique brand inrdode
achieve urban development and regeneration goaimi@2010, 7). Branding is a deliberate process of
boosting the symbolic value of a production or Egrwn comparison with the other commentators (2enk
and Beckmann 2013, 7). A simple definition for gldranding is applying product branding for plagex;
places are more complex than products and a logeewr slogan cannot create a new identity for places
(Kavaratzis and Ashworth 2005, 508). Place maretind place branding are used instead of each other
occasionally. Place marketing and place brandieguaed instead of each other occasionally. Ingkate
marketing concentrate on advertisement but plaeeding engaged to promote place identity and image
(Pergelova and Angulo Ruiz 2011, 2).

In recent years, losing local identity issues draltarget groups’ image of the city are known aing,
although marketing was used frequently in the egelrs of 90s. A city can strengthen the uniquenégs
images by place branding. Branding can help thgetagroups to distinguish the city from its comjuet
and introduce a decent destination for investarsrisgts or other stakeholders so target groupsl|dhm
considered as an important section in literatuveere.

2.2 Target Groups

A variety of authors introduced residents, visif@sd investors as the main target groups in thegss of
city branding. Residents have a higher priority aisttors and investors are in the later priorittesause the
majority of strategies and policies, such as ecaoooultural and formal, are designated to increidse
quality of life for city residents. All of theseaups have different perceptions and demands frenpldces,
for example, tourists are looking for great shogpand cultural activities and financial investore a
interested in economic; therefore city customeds wait be interested in a dot on the map and thesdra
decent place for their intended purposes (ZenkéBaaun 2010, 2).

Target groups in branding practice are much moneptex. Visitors can be divided into business anslie

time tourists (Zenker and Beckmann 2013, 7). Pexd@sl visitors can be categorized as archaeo®gisd
architects; besides, residents can be separateduntent residents (internal group) and potemdaldents
(external group). Within these groups, target geoumay be specifically introduced, such as students
creative classes (Florida 2002, 67-79). These anget groups show a different knowledge structhag its
based on different levels of experience (Figure EXternal target groups represent more common and
stereotyped associations, whereas internal tangeipg possess a heterogeneous place brand penceptio
(Zenker and Beckmann 2013, 8).

Visitors Residents and Workers Business and Industry
| Business Tourists Internal External Internal External
[ Leisure Tourists 1 Creative 1 Creative L Civil Service Investors
Classes Classes - Investors Companies
Skilled Skilled (sectors)
m Workforce Workforce L Companies
| Students L Students {sectors)

Fig. 2: Target groups in city branding. Source: bt

3 A FRAMEWORK FOR URBAN DESIGN ELEMENTS ON CITY BRAND ING

Urban design can be defined as the multi-discipjiretivity of shaping and managing urban environtee

It is interested in both the process of this shggind the spaces it helps shape. Combining tedhaimaal,
and expressive concerns, urban designers use isoil end verbal means of communication, and engage
all scales of the urban socio-spatial continuum dadfapour 1997, 22). Urban design has influenced by
various interdisciplinary factors based on new leimgles, such as economical necessities and magketin
(Dinnie 2010, 7). In spite of the fact that lofsnoarketing authors have issued different esseat@hents
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on the topic, urban designers, as professionalsasmoticing urban qualities, did not express nithesign
elements of the topic. Urban design is highly gemsiin identifying and appraising of the city idip.
Urban designers and planners can make a professidaeaction with municipal authorities to reprase
implementation strategies and policies as suppléangplanning guidance according to the statutdéayf
This is a batch process with marketing expertstaaather stakeholders.

Dimension of brand evaluation method issued by Zeitka decent way to measure the current situation
target picture of branding elements. This evaluativay be considered for all identity base elements;
moreover, Asset and Brand Strength method can Ipfuheue to the fact that elements can be compered
each other by possible maximum points. This stualygresented Three-dimensional city branding el&smen
scoring model based on the combination of abovenoaist to evaluate brand elements (Figure 3). Each
element scored from -5 to +5 points in three dinwers and the summation of the element’s points
determines the current situation or target pictatal point. X-axis corresponds to points of unigess, Y-
axis related to the positive and negative effetth®@element and Z-axis evaluate the strengthvweeakness
points of the element base on the questionnairgutalit The questionnaire should be prepared
comprehensively to measure brand elements in tefrnesponder opinion for current situation and earg
picture in three axes. Current situation is thespné image of element and target picture illustrates
responder expectations of element for the futurghasved in figure 4.

Strong

Fig. 3: Three-dimensional city branding elementsisgmodel. Source: Author

This paper considers spatial, visual, physical pnodllic realm organizations as the key urban design
disciplines (Zekavat, 2002, 30-32). This study usesvious attitudes on city branding and urban gfesi
diciplines to offer a framework which explore urbdesign elements on city branding. This concept
introduces city branding elements in approaches diméntions. The focus of this paper is on identity
appraisal approach and the other approaches megnisédered in later researches.

Urban design elements on city branding is a franmkviar apprising unique identity elements in urlzeaas.
This framework offers 26 elements in 3 dimensiamsidentity appraisal approach that helps to caiego
the elements in urban areas in order to strengiscifferences. Besides, Urban design elementsity
branding contains an evaluation model for iderdiffeatures. Using this framework can address some
weaknesses of branding campaigns due to the fattugually they do not express a distinct process f
exploring unique elements of urban areas.

The goals of this framework can be issue as follow:
¢ Promoting tourism economy
« Boosting social pride among residents
« Upgrading the global position of the city
* Promoting livability in urban areas
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« Apprising the difference and unique identity of tiy for target groups

Identity appraisal approach is the first main gotipat signify urban design elements on city bnagdi
These are introduced in ecological, social andicei environments as three dimentions of thisrapph.
The second approach is implementation, which indidactors and mechanisms of the implementation
process. Fundraising, backup infrastructure, ppetmon themes are different dimentions of impletagon
approach. And the third one explain the supplenmmgrapproach that happened during branding procgss b
monitoring and advertisement (Figure 4). Three-disignal city branding elements scoring model is an
evaluation model for prioritising the strength ekey branding elements and features. Positioningument
situation and target picture exhibit the most int@ot elements among 26 identity appraisal elemands
features. Besides, positioning represent someeoéliiments which earned zero points. These eleraedts
features are considered as not applicable brarelergents in the city. So the elements will be diffe in
different cities. This framework clarify brandintements for all experts, which are a part of pranwtity
branding, including ICT experts in order to relay the unique elements of the city rather than nglyon
stereotypical responses to a commercial order.

Proceeding®REAL CORP 2014 Tagungsband ISBN: 978-3-9503110-6-8 (CD-ROM); ISBN: 978-3-950817-5 (Print) E
21-23 May 2014,Vienna, Austria. http://www.corp.aEditors: Manfred SCHRENK, Vasily V. POPOVICH, Pef&EILE, Pietro ELISEI



Global Competition needs Smart Solutions, Urban greElements on City Branding

Dimensions

Approaches

Positioning

Elements and Feature

Current situation

Points

Target picture

Points

Ecological
environment

Natural features

Weather

Natural Landscape

SeXYZ<5

N + =+ 4

-5<x,y,2<5

N + < 4 M

(XFy!Z)

Social
environment

Identity appraisal

Walkability

Urban Spaces

Bikability

Events

Food

Public transportation

Art festivals

Tourist attractions

Civic buildings

Mixed-uses

Formal- informal activities

Urban landscaping

Religion

''''''''

5<X Y Z<5 (X,Y.Z)

N + = + X

-5<x,y,z<5 i

(lelz)

N O+ < + M

Artificial
environment

Iconic buildings

Activity Nodes

Spatial order

Tall buildings

Urban landscaping

Mixed-uses

City silhouette

Urban fabric

Night scape (lighting)

Public art

sexyzes o (X.Y,Z)

N + =< + X

-5<x,y,z<5

(6v,2)

N O+ < 4

Fundraising

Backup infrastructure

Participatory approach

Monitoring

Supplementary | Implementation

Advertisement

Fig. 4: Urban design elements on city branding.r&auAuthor

3.1 Empirical Study

In 2003, the city of Amsterdam have started a hirgpndampaign to strength the position of Amsterdana
major cultural center has been threatened by aiggoeompetition from other cities both within andtside
The Netherlands. They established a picture ofitige and opportunities for the current situatéord target
picture, representing the sixteen dimensions infdmen of a spider's-web (Figure 5).The spider's-web
provided the city necessaries to work on. Livingnaitions in the city, for example, Liveable Citycdan
Residential City need considerable improvement éfaizis, 2008).
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Fig. 6: Proposal Amsterdam brand dimensions irfdha of a spider's-web.Source: City of Amsterdam 2QG.

In spite of the fact that Amsterdam authoritieseéhaliosen a strategy that addresses, or intendfltess,
the needs not only of the tourism sector, a wideselof urban elements and target groups in thetseleof
these dimensions should be considered with cadtiotwo reasons. First, all cities are obviouslysadile
and most of dimensions are not unique to Amsterdaetondly the process of choosing the specific
dimensions shows clear signs of a top-down appraauh there is no framework for priorities and
introducing these dimensions.

There is perhaps a question arising from thesetpoincriticism. Could cities have chosen an urbasign
based strategy or a stronger theatrical framewmtkttoduce unique identity elements of the cityisTis
related to the wider question of how to apply aalaste the efficacy of branding elements in cities@rder

to conclude urban design elements on city brandiimga city in practice, this study uses a labomator
experiment with urban studies researchers’ in Spaeel Flows: International Conference on Urban and
Extra Urban Studies, Amsterdam, The Netherlandpaggcipants in the questionnaire.

Identity appraisal elements of Amsterdam were @erifrom 20 participants using qualitative in-depth
interviews and the laddering technique, the pauicis average age was 29.2 years (SD=2.59), 3depéer
were male. Despite its merits, the present studfufes two main limitations. First, do in-depthemiews
with 20 participants reveal all the relevant asstens of the identity elements of Amsterdam brand?
Second, all of the participants did not live in Aerslam and they could not express nonphysical eitsoé

the city brand well and they are small target grofigity branding. Despite this limitation, Amstard is
one of the well-known cities for architects, urli@signers and planners so they have enough infiamizat
evaluate the current situation and target pictdréhe city and all of participants have the oppoitty of
visiting the city before the conference.

The empirical study has signified fourteen urbasigie elements applicable for Amsterdam brand. Three
dimensional city branding elements scoring modelshthat social elements are dominant elementthéor
research target group. Canal architecture, semlaircspatial organization of the city center and
Rijksmuseum, have taken the most points in curs@ngtion (E1,2,3,...,n) and target picture positig
(el1,2,3,...,n) (Figure 6). This study shows thaialcenvironment identity elements have a domiredfect

on urban design elements of Amsterdam brand aathjgthasizes the importance of apprising nonphysical
identity elements in city branding. The focus aktpaper is on identity appraisal approach ans @vident
that, implementation and supplementary approadhaslé be considered for different target groupatar
researches to achieve all urban design elememmeferdam brand.

Some of the concluded elements may be considereédgadive elements for the image of the city imteof
target group points of view, for example in thigdst participants reduced the importance of the Rght
district as an identity element for Amsterdam irgéd picture (the element score 7) in comparisoth wi
current situation (the element score 9). Besidaseselements may be contained more than one fedikaere
as iconic building that covers 4 features in Urbasign elements on city branding for Amsterdam..
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Fig. 6: Urban design elements on city brandingMiorsterdam. Source: Author

According to the above chart, urban design elementscity branding for Amsterdam are concluded
respectively as follow table. These elements haenlprioritized in current situation and targettynie
(Figure 7). Moreover, the elements can be useddeige urban development policies and principalarin
urban design guideline on city branding for Amsaéend It would be the subject of an urban design and
planning project that will pursuit the proposediework goals.
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w Seores w o 1

Current situation (outof15) Target picture (outof15)

Canal Architecture 13 Canal Transportation 13

Canal Transportation 12 Night Life 13

Semicircular Spatial

Organization of the City 11 Canal Architecture 13

Center

Night Life 11 Rijksmuseum 13

City of Bridges 11 City of Tower Clocks 13

Rijksmuseum 10 City of Flower 12
. ) i Semicircular Spatial

City of Tower Clocks 9 Organization of the City Center 11

Red light District 9 City of Water 10
City of Water 8 Bickability 10

Bickability 8 City of Bridges 10
S ol 8 Modem Architecture in District 9

of Zuid

Modemn Architecture in .

District of Zuid 6 Shopping streets 7
Shopping streets 4 Cloudy weather 4
Cloudy weather 2 Red light District 4

Fig. 7: Urban design elements on city brandingrjiiés for Amsterdam. Source: Author

4 CONCLUSION

Data collection, data analysis, making solution emdluation are dominant stages in urban desigoesso
(Shirvani 1985, 111) and urban design elementsitynbcanding are very helpful to represent the ugiq
brand of a city in urban development process. $tidy introduces a conceptual framework of citynliag
elements in terms of urban design approaches tifyctaem for all experts, which are a part of pating
city branding, including ICT experts in order tdageon the unique elements of the city rather theying
on stereotypical responses to a commercial order.

This study offered a framework to represent urbasigh elements on city branding and signifies that
range of ecological, social and artificial dimentis must be considered in city branding. Morecwege-
dimensional city branding elements scoring moded isvay for positioning current situation and target
picture of the elements in target groups’ pointvidws. The focus of this paper is on identity apgaia
approach and it is evident that implementation anpplementary approaches should be considered for
different target groups in later researches toasgmt all urban elements on a city brand.

To manage future urban development, an urban designplanning guidance on city branding may be a
valuable document that explores branding princif@<ities. Urban design and planning guidancecion
branding can be considered as an official docunfentcities and municipality can supervise urban
development according to the guidance principaificies and guidelines. It would be the subjectusther
urban design and planning researches, in additidsen authorities have to consider advertisemedt an
monitoring during the long term city branding preseUrban design elements on city branding destiie
this paper is the beginning of a comprehensiveysttite purpose of which will be to contribute teeth
realization of the city branding both theoreticallyd empirically.

5 REFERENCES
Anholt, Simon. Competitive Identity: The New Brand hdgement for Nations, Cities and Regions. Palgravenidian. New York,

2007.
Proceeding®REAL CORP 2014 Tagungsband ISBN: 978-3-9503110-6-8 (CD-ROM); ISBN: 978-3-950817-5 (Print) ﬁ
21-23 May 2014,Vienna, Austria. http://www.corp.aEditors: Manfred SCHRENK, Vasily V. POPOVICH, Pef&EILE, Pietro ELISEI



Global Competition needs Smart Solutions, Urban greElements on City Branding

Carmona, Matthew, Claudio de Magalh&es, and Leo HamdimPublic Space: The Management Dimension. RigeleNew York,
2007.

Carmona, Matthew, Tim Heath, Taner Oc, and Steved€ié Public places-urban spaces: the dimensibughan design. Boston:
Architectural Press, 2003.

Cuthbert, Alexander. “A debate from down-under: ispaiolitical economy and urban design.” URBAN DESIGternational 10:
223-34, 2005.

Dinnie, Keith. City Branding: Theory and Cases. NewkY ®algrave Macmillan, 2010.

Erickson, Bill, and Marion Roberts. “Marketing loddentity.” Journal of Urban Design 2: 35-59, 1997.

Florida, Richard. The Rise of the Creative Class —Hmd It's Transforming Work, Leisure, Community andeEyday Life . New
York: Basic Books, 2002.

Govers, Robert, and Frank Go. Place Branding: Glateljal and Physical Identities, Constructed, Inmagi and Experienced. New
York: Palgrave Macmillan, 2009.

Havermans, Dave, Rianne Appel-Meulenbroek, and deet. “Rebranding the City- The Case of EindhovBager presented at
Proceedings of the Corporations and Cities Conferéressels, Belgium, May 26-27, 2008.

Kavaratzis, Michalis. “From City Marketing to City Brding: Towards a Theoretical Framework for DevetgpCity Brands.”
Journal of Place Branding 1: 58-73, 2004.

Kavaratzis, Michalis, and G. J. Ashworth. “City Bramgt an effective Assertion of Identity or a transy marketing trick?”
Tijdschrift voor Economische en Sociale Geografie ®06-14, 2005.

Kotler, Philip, and Sidney Levy. “Broadening the cept of marketing.” Journal of Marketing 33: 10-1969.

Madanipour, Ali. “Ambiguities of urban design.” I@armona, M, and Steve Tiesdell, ed. 2006. UrbangDdeader. London:
Architectural Press, 1997.

Mufioz, Francesc M. “Urbanalisation: Common Landssa@dobal Places.” Urban Studies Journal 3:78—-8802

Papp-Vary, Arpad. “The Anholt-GMI City Brand Hexagand The Saffron European City Brand Barometer: A Quatjve
Study.” Regional and Business Studies 3: 555-62,.2011

Pergelova, A and Luis Fernando Angulo Ruiz. “Placeiéting Performance: Benchmarking European Citid®®uamess
Destinations”. Working paper. Universitat Autonod@Barcelona, 2011.

Shirvani, Hamid. The Urban Design Process. New Yd&rkn Nostrand Reinhold, 1985.

Simmonds, Roger, and Gary Hack. Global city regitimsir emerging forms. London: Spon Press, 2000.

Simones, Claudia, and Sally Dibb. “Rethinking thenbraoncept: New brand orientation, Corporate Comnatioies”. An
International Journal 6: 217-24, 2001.

Zekavat, Kamran. “Urban Design and supplementaagihg guidance”. Urban Management 9: 28-44 (Irsigaj, 2002.

Zenker, Sebastian. “How to catch a city? The conaed measurement of place brands.” Journal oeféanagement and
Development 4:40-52, 2011.

Zenker, Sebastian. “The Place Brand Centre —A Conakfpproach for Place Branding and Place Brand Mamagé” Urban
Studies Journal 3:78-88, 2010.

Zenker, Sebastian, and Erik Braun. “The Place Bramdr€eA Conceptual Approach for Place Branding arsddBrand
Management”. Paper presented at 39th European kagk&cademy Conference, Copenhagen, Denmark, Jude, 1
2010.

Zenker, Sebastian, Felix Eggers, and Mario Far$kytting a price tag on cities: Insights into tlempetitive environment of
places”. Paper presented at the 38th European Riiagk&cademy Conference, Nantes, France, May, 262@283.

Zenker, Sebastian, and Suzanne C. Beckmann. “My [daua your place- different place brand knowletgalifferent target
groups.” Journal of Place Management and Develop61ér17, 2013.

B

REAL CORP 2014:
PLAN IT SMART



