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Reputation is important

Intensified globalisation leads to increased competition
between places
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Reputation is important

As companies or people, territories depend on their
good name (image / reputation)

The image we have of a place has a ‘direct impact’ on
our attitude, predisposition and behaviour towards that
place, its people, its offer, its products and services, ...
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The identity — image gap

The image of a place, rarely reflects the true reality of
the same (identity): the identity - image gap

This gap tends to be a negative factor

Many places struggle with the frustration of not being
perceived correctly by the rest of the world

“Stereotypes and clichés” can dominate perceptions of
some places

Another important reason for this identity — image gap is
‘time’: a place can change very quickly, however, his
Image may remain far behind for a long time
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Stereotypes
Spain
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Stereotypes

Colombia
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Reputation is important

Having a strong image / reputation 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
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Image-formation factors

Personal
experience

Place-

brand /

image
campaigns

Behaviour
of
citizens

Clichés and
stereotypes

Sports
performances

Keith Dinnie (‘Nation Branding’)
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Place brand (image/reputation) building process

_____________________________________________________________

Key Identity components: ‘:
History Language Territory Political regime ;
Place-brand identity & Architecture Sport Literature Art Religion Education

Desired Positioning system Icons Landscape Music Food & drink !

Folklore Values...
+

Purpose & Value Proposition & Desired Image

Place Design Public Policies Branded exports
Sporting achievements The diaspora Marketing
communications Brand ambassadors Cultural
artefacts Govt. foreign policy Tourism experience
Prominent personalities Public & Cultural
Diplomacy International Relations PR ...

Communicators of place-
brand identity & Positioning

Audiences:
Domestic consumers External consumers
Place-brand image Domestic firms External firms Inward investors
Governments Media ...

______________________________________________________________

VIV Rvnnv e

Adapted from Keith Dinnie (Nation Branding’)
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What is needed

1.

a bk~ w0 D

A clear understanding of where the image / reputation of
the place stands and how it was formed

Shared vision of the future and desired image
Shared leadership to define and realise this vision
Connecting up the stakeholders

‘On brand’ actions that demonstrate the place’s brand
Instead of jJust communications
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What is needed
Shared leadership and involvement of place stakeholders

Government

Public sector Private sector

o o Citizens
organizations organizations

Tourism board Not-for-profit organizations

. Trade associations :
Inward investment agency Chambers of commerce Diaspora

Economic development PSC brands Personalities
agency Other

Keith Dinnie (Nation Branding’)
ﬁturgplaces ‘Building Territorial Reputation’ — Communication on Top, 9-10 Davos February 2012



Reputation can be built and managed
- Barcelona
- Catalonia

* Spain
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Barcelona
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1.6 M, inhabitants
- 4.8 M. metropolitan area

e Spain’s second largest city in
terms of population

« Capital of Catalonia
 101.4 Km2
- 4.58 Km of beaches

« 2,000 years of history and cultural
heritage
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Is Barcelona a successful city?
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Forbes
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“European Cltles Monltor" (2010)

5a. millor clutat europea per als negocls

2a. clutat europea que més progressa

1a. ciutat europea en qualitat de vida per als treballadors
4a. ciutat europea més coneguda

6a. en transport intern

8a. en relacid qualitatpreu d'oferta d'oficines

9a. en cost del personal

"Scorecard on Prosperlty” (2010)

3a. clutat del ranquing de prosperitat global
1a. clutat del ranquing d'atractivitat per al treball

“European cltles and reglons of the future” (2010 - 201

5a. clutat d'Europa

1a. clutat del sud d'Europa

4a. clutat destacada en recursos humans
4a. clutat en infraestructures

"The Urban Ellte-Global cltles Index™ (2010)
26a. del mon

“World's happlest cltles™ (2009)

3a. clutat del mén

“World's best cltles to eat well” (2009)
5a. ciutat del mén

"World-wide cost of llving survey” (2010)
Fora del grup de les 45 ciutats del mén més cares

29

“World Country & City Ranklngs” (2009)
2a. clutat del mén en organitzacld de reunions Internacionals

“Internatlonal Meeting Statistics” (2009)
10a. ciutat del mén en I'organitzacié de congressos internacionals)

“Best Conference Destinatlon™ (2010)
Silver - Barcelona (2a. posicid)

“Prices and Earnings” (2010)

Comparacié mundial del salari net
29a. ciutat global

‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012
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|Is Barcelona a successful brand?

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.
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What's the story?

3 main periods in recent history of the city (metropolitan area)
Form 1987 to the 1992 Summer Olympic Games
From 1992 to the present day

The Future
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1987 to 1992: A profound transformation of the city
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The vision and ledership of the municipal leaders

1987 Announcement of Barcelona as the

Pascual Maragall _
Major of Barcelona (1982-1997) elected city to host the 1992 Summer
Olympic Games
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The involvement and participation of the civil society

Barcelona’92

QR
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3

PLA ESTRATEGIC
ECONOMIC | SOCIAL
BARCELONA 2000
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The key role of the 1992 Olympic Games

Barcelona’92
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The unique and differentiated Identity of the City

Location
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Creativity, innovation and boldness

- ’

Crative
IA ‘-J |

Innovative

p- -
>

ﬁzmreﬂace.s' ‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012

<

37



38

From 1992 to the present day

Continue with success redesigning and reinventing the city

ﬁdm‘ef,‘[ace,s‘ ‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012



From 1992 to the present day

The 22@Barcelona, the innovation district

An urban renovation strategy. A new model of making city
The answer to a necessity: the Knowledge Economy
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From 1992 to the present day

Javier Bardem  Penélope Cruz — Scarkett Jolmmsen
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http://www.bcn.cat/merce/es/index.shtml
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From 1992 to the present day
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What does the research say?
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.Barcelonais 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

ﬁlfﬂ?‘(ﬁj)Z(t(.‘e.s‘ ‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012
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In a context of increasing competition among cities

T FUNDACIONMETROPOLI

www.fundacion-metropoli.org
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The Future: An innovative city

‘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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New Challenges

New leadership: New Major + AMB + Civil Society

Xavier Trias

L'ALCALDE DE BARCELONA

+

Ambition + Identity + (Creativity + Innovation + Boldness)
+

Strategic City (and City Brand) Management

ﬁdm‘ef;[ace,s‘ ‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012



46

Barcelona, Catalonia and Spain

The sometimes difficult relationship among existing brands
within a territory

Challenge they all work together
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Barcelona and Catalonia

City brands stronger than regional brands
City brands less political

One can not live without the other
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Spain
A succesful case of image change

“The Spanish Miracle”

BusinessWeek
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Congreso de
los Diputados







Source: Presentacién Julio Cervino (Universidad Carlos 111)
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T FUNDACIONMETROPOLI

www.fundacion-metropoli.org
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Spain
But ... stereotypes still exist

And sometimes we have not helped much to change them
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Source: Presentacion Julio Cervino (Universidad Carlos 1)
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Spain
Plus ... the impact of current economic crisis

ane
Economist
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What does the future hold for Spain? [ 1,

P Ecanorstst special report. Al sewsstands from 8th Novesber Economist |
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Spain
And ... clear mistakes in the ‘economic model’
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Spain
And ... clear mistakes in the ‘economic model’

%volucién de Espana en el Ranking del “Global Competitiveness Index’
| | | | | | | | | | 1

5 -
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»
g

Ranking GG

15

By
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25 / \'__

30
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EBEBEEBBER

2

35

40

45

50

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Fuente: Elaboracion propia a partir del The Global Competitiveness Report. Afios 2000 a 2010

Source: Presentaciéon Julio Cervino (Universidad Carlos 1)
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Spain

And ... clear mistakes in the ‘economic model’

¥
BB. Mobile News | Sport | Weather | Travel TV | Radio | More ~ Search BBC News

NEWS BusINEss /

Home UK Africa Asia Europe Latin America Mid-East US & Canada QEIISUEEEE Health Sci/Environment Tech Entertainment Video
Asia Business Market Data | Economy @ Companies

27 January 2012 Last updated at 14:25 GMT Ii B [ie]

Top Stories

Tensions rise in Cairo
over riots

Spain's unemployment total passes five
million

Scores saved off Papua New Guinea
‘Militants killed® in Philippines
Facebook unveils plans to float

Gaza protesters target UN chief

Features & Analysis

- Snowdrop mania
Welcome to the flower version of

ir"..'b: A welcome
il 575

Modern mosques

Are US Muslims abandoning
domes and minarets out of fear?

Spain's unemployment figure passed the five million mark in the last quarter
of 2011, official figures show.

Spain’s unemployment figure passed the five million mark in the Moral backlash
last quarter of 2011, official figures show. Wiy & welk I the saric ccat this
2 A : : 5 TV presenter her job
The National Statistics Institute said 5.3 million people were out of work

at the end of December, up from 4.9 million in the third quarter.

Facebook's challenge
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Spain
What next?

Regalin credibility / trust (reputation)
- Democratic and political institutions
- Public deficit control
- Transform the economic model

- Profound ‘structural’ changes (labour market,
finantial institutions, ...)
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Spain

What next?

Build a ‘brand’ (image) that trully and fairly reflects the
reality and aspirations of the country and its people and, at

the same time ... includes and represents the diversity of
the country
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Catalonia and Spain

A difficult — but necessary — relationship

Specially complex in large and diverse countries (Spain,
UK, Russia, ...)

Challenge is how to build a strong country brand that, at the
same time represents and reflects existing national /
regional identities, sensitibities and differences (country
brand should reflect this diversity)

ﬂ{f{(;‘(?j){({(z{s‘ ‘Building Territorial Reputation” — Communication on Top, 9-10 Davos February 2012
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Conclusions

- Reputation is important ... specially in a world
characterized by increasing globalization tat leads to
Intensified competition among places

- Reputation can be build and has to be managed
(constant monitoring and management)

- An ongoing and long term process
- Many tools to build territorial reputation

- It needs shared vision and leadership, strong
determination, a comprehensive and consitent
approach, and the involvement and coordination of
the different place stakeholders

- Challenge how to integrate existing different
Identities within a territory

_ﬂt‘fl!?'(i/)/(((’(’.\' Building Territorial Reputation
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