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of Life in Urban Cities
CITY Branding

Creating Added Value Destination
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IS A BRAND WITH
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PLATFORM ATMOSPHERE USABILITY



il g cle bl | g in

an iueLaiay) L1Sall g sgdaall | s
ROLEX =~
E s el i g Apple
p
i P -
: (lhal g (o ol i Ay
Social Appearance
u‘_.nlﬂulcn'-‘]:lwﬂ

gk Je ] paadl milall o)
ala g A

clallaia qalalds 48, g el ppasal o sl
s laall Slaldal g

I [a| tusimagenesde.com




WHAT IS CITY BRANDING?

City branding is the process of enhancing the
image of a place by communicating its
positive attributes, based on strategic
% positioning, to differentiate the place from its
competitors

Image Reputation
Identity 4:5¢)
I o OB Bygue s ddas (o Lodal) do)ldl Aadla)l

et ¢ (zshiudl gdgall e sby ¢ dplaw)) Slows Juoss
dndlin e O8I




EA HHEHE
s At Bl A

23 BUF 2R

= About City Brand
SAX|Y) =4C
A1Of DR|H| i U YRS &
Bi% 2|2 0|2 4B, gl

SAAIY) 2HES 2w
B MUY A AY De YR

243 A, 24, 20, #I042

@ =uusns

Helsinki
B2l HENY YEA WL ERE YYeR oug

Paris
O12(2) AAIE YUY UFSI YUE AE

" T PARIS

LE ]

Oslo
SAlC] AYS Sejue @@ AlZY FAHC IIE WY

eza\ | o ra
YL Mo

@ ruryyysvs

Porto
28y UG EIY S AN2E Y

Porto.

Rome

Bologna
A Oleo} PP LA UIELE SAHAC KAY § US2Y Lz

°5 ¢

© va2nes

Melbourne
BE{RO| TR MB Y A LTIBID 2e42(0] TH

CITY OF
MELBOURNE

Eindhoven
AL AQUE Bl £ 5 WADIHO: 0[S 2| 0L4X| BY

o
e EINDHCﬁ: O

Cobington
Y| Ol4H COl AIYS! 26le YT WY KA USY BY

CITY OF
COVINGTON

(4 EEEET

New York
SIUS &4l 5SS W] ARSI & ORBIM ARSI WY B Hm!

IONY

Amsterdam
SA| 02| RE SHE0| PALfRHO| A0 HE FN

I amsterdam.

Copenhagen
Copenhagen + Openg| HAt5 £2108 2SO0 T2t Ut 0I0IX] 2%

C HAGEN

Open for You

Singapore

Your Sirgapore 2is SRUS BEIC NEHQY =S 20 CXSL




People Place

—

23 Pt e
(15 Hae

-~

: A - 2
/| Public realm
Bl o




’ 3 PARIS

PARIS

Office du Tourisme
et des Congreés

Cultures
Loisirs
Balades

2016-2017

= 2 e
Paris = < E;'“
Somniss. = L'activité des

Manual congres en 2015



N% i@ﬂ@ ATallmn

City Branding
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The city that loves you




Definition of Branding

creating a differentiated image and
reputation

iImage — what you say about yourself
reputation — what people say about you!



Why city branding

* Objectives of a city brand:
 Highlight the competitive advantages of the city

J Enhance appeal where competition is intense amid
globalization

L Attract investors, tourists, talents, etc

J Promote and co-create a shared vision for the city
for economic growth



A Typical Brand Strategy

Vision ... Values ... Attributes

Create commercially attractive and inspirational vision and aims.

Define positive differentiated values and attributes — team ethos.

Achieve effective engagement of management, employees,
tenants, users, stakeholders ...

Understand and manage external audiences and expectations —
communities of interest, politicians, the media, vested interests ...

Integrate latest ethical, environmental and sustainability
practices and policies.
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,__Always Maintain Your Branding

Objectives

Search for your ldentity
When Branding a City, Make

Sure You’re Familiar with the
Place

A simplified and modernized logo

—

Know Your Brand Audience
__° (Target Group)

—* Benchmarking Metrics for City

Branding
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Brand Positioning

* The identification of the competitive
advantage of a city’s soft and hard criteria in
the areas of business, tourism, living, etc.

* The orientation of city — its vision, mission
and values



STEP ONE

What are core values of city

branding?

the philosophy, vision and
values that a city aspires to



STEP TWO

What attributes of city branding?

The distinctive and
identifiable
characteristics possessed
by a city



CITY INDEX 2023

THE WORLD'S MOST COMPREHENSIVE RESEARCH STUDY ON PERCEPTIONS/OF CITY BRANDS

BrandFinance’ &

City Index
2023 Rank City Brand 2 02 3
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Bloom Consulting approach to City Branding

D1= Economic performance
Country,

egion, City

. There are five objectives or dimensions for every Country, Region and City
Brand
Each dimension has & istinct target audience

Each target audience has & Specific need

The global top 25 performers rank
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D2 = Digital Demand
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https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

Creating a Place Brand

Putting it on the map

iconic developments

building - events — features
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Copenhagen Brand Strategy

C HAGEN

Open for You







“ Brand Hong Kong's visual identity and
brandline have become familiar to people
at home and around the world — the flying
dragon and ‘Asia’s world city’ have
become synonymous with Hong Kong. ))
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Thanks!

Do you have any questions?

youremail@freepik.com

+34 654 321 432
yourwebsite.com



https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
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