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Welcome from the founding Chairman
of the International Place Branding Association

Robert Govers
Founding Chairman
International Place Branding Association

Dear delegates,

It is a great pleasure for the host and IPBA to present you with this book of abstracts as a welcome to the
2022 6th Annual Conference of the International Place Branding Association (IPBA). Aix-en-Provence
is a wonderful location for a conference in October. With the Cote d’Azur within reach, I hope some of
you have some time to stick around for the weekend. The venue at the Institut de Management Public
et Gouvernance Territoriale (IMPGT), Aix-Marseille University, I hope to be particularly inspiring. In
the heart of downtown Aix-en-Provence the premises are listed and classified as historic monuments:
the former Hoétels Maynier dOppéde and Boyer de Fonscolombe should be welcoming to us. Thanks, in
particular to our host and conference chair Christophe Alaux and his team. In addition, we also thank
the city and university for their hospitality.

Of course, as you are very well aware, we implemented a major change this year in comparison to our
earlier conferences, by moving the conference from early December to October. The rational for this
was to avoid seasonal impacts of pandemics. It has resulted in a changed planning cycle and altered
process of submission (only one deadline for all submissions, whether abstract of full paper). These
adaptations required a learning process, which - inevitably - resulted in some hiccups along the way.
We sincerely apologise for this while we hope for your understanding. It is likely that we will continue
the new course that we set - and its planning cycle - for the years to come; particularly as the covid
pandemic is still wreaking havoc.

Dear all, I wish you a great conference with interesting presentations and conversations, joyful social
events, and - in particular - new and revived contacts with international colleagues the way we used
to experience them prior to the annus horribilis 2020. For one, the location this year should certainly
facilitate that. We have a beautiful downtown venue, close to the hotels and bars and restaurants, so I'll
see you around; if not at the conference itself, then certainly somewhere in town after hours. Have fun!
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Welcome from the Chair
of the Organizing Committee

Christophe Alaux

Chair of the Organizing Committee of the 6th IPBA Conference

University Professor

Dean of Institute of Public Management and Territorial Governance (Aix-Marseille
University)

Dean of Chair of Attractiveness and New Territorial Marketing

Dear colleagues,

We are very honoured to welcome the 6th IPBA conference in France, in the city of Aix-en-Provence,
with our Chair on place attractiveness and place marketing, in our faculty of public management
(IMPGT) at Aix-Marseille University.

In collaboration with IPBA board, we have been working since Barcelona with Laura Carmouze and
Lely Tan, and all our team to welcome you. I have been talking about this project since 2016 to Robert
and I want to thank him and the board for this opportunity to host this Conference in France for the
1st time. In our vision, with our chair, we aim at developing synergies and bridges for the ecosystem of
place branding actors:

« Places from urban and rural areas;

« Companies;

« University : student programs and academic research ;

« Transversality of sectors: economic development, tourism, MICE and governance;

« Students/Phd program in Place branding;

+ Organisation of academic and professional events.

For this 6th edition, we will welcome active partners and speakers with Natache Destelle, Marketing
manager for Provence tourism, Hubert Calmettes, consultant and former CEO of Toulouse attractiveness
Agency and Gary Warnaby from Manchester Metropolitan University.

In our buildings of IMPGT, in Aix-en-Provence, we mix university and culture with the welcoming of
Lyrics Art festival and movie shooting each year. In that spirit, the IPBA art gallery, led by Mihalis, will
be revealed with a new special edition!

In the historical center of Aix-en-Provence, you will also enjoy the facilities of Thermes Sextius
(Aquabella Hoétel & Spa) for our welcoming reception and gala dinner. An eductour to visit the city is

available on Saturday morning 15th.

Mixing culture, stakeholders, education and scientific research is the DNA of our Faculty (IMPGT).
It’s also the DNA of IPBA.

Welcome to all of you!

© 6th Annual Conference IPBA



THE INSTITUTE OF PUBLIC MANAGEMENT

AND TERRITORIAL GOVERNANCE

Created in 1996, the Institute of Public Management and Territorial Governance (IMPGT) is the only
public management training and research unit in France. Within the law and political science sector
of Aix-Marseille University, the IMPGT trains future managers in the service of the performance of
public systems. Based on a multidisciplinary approach (law, economics, management), extended to
the social sciences and applied to the non-market sector, the training offer, supported by dynamic
research in public management, is open to students in initial and continuing education. It ranges from
a Bachelor's degree in public administration, public management course, to various Master's degrees
covering several fields of specialisation (Administrations & local authorities, Health & medico-social,
Culture, Communication, Marketing and Territorial Attractiveness, Quality - risk management and
development) as well as a research Master's degree that can lead to a PhD in management sciences.

THE IMPGT HOUSES ATTRACTIVENESS

& NEW TERRITORIAL MARKETING CHAIR

Operated by IMPGT and founded by more than 20 French local authorities, the “Regional Attractiveness
& Place Marketing” Chair is the first “regional chair” dedicated to attractiveness and new place marketing
practices throughout the world. It has a strong focus on innovation and follows an operational approach
of place marketing. Supported by french local authorities, the Chair promotes a holistic vision of
attractiveness: from the capacity of local places to «shine» and promote their offers to their ability
to attract on-site people (tourists, businessmen, researchers, students, retired, new residents ...) and
capital (investors, developers, new entrepreneurs ...)
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A Case Study of the Development of Chanthaboon
Mats as Souvenirs Using the Bio-economy, Circular
Economy, and Green Economy Models (BCG Model)

Sricharoenpramong Sittichai (1)
Yingyong Rudeewan (2)
Thipsot Sattawat (3)

ABSTRACTS

This study aims to 1) examine the evolution of Chantaboon mats as souvenirs using the Bio- economy,
Circular Economy, and Green Economy Model (BCG Model) and 2) present the elements of souvenir
development based on the BCG model. This is a qualitative study conducted through focus group
discussions with a community leader and five representatives of souvenir business entrepreneurs
of “Chanthaboon mats” from the Bang Kacha community of Chanthaburi province, as well as desk
research. The findings revealed that souvenirs are linked to aesthetics and reflect places or tourist
attractions that help travelers remember special moments. Presenting souvenirs under the banner of
local identity is a soft power that leads to managing a place’s image. 1) the development of Chantaboon
mats as souvenirs based on bio-economy was envisioned by entrepreneurs in the community, who used
indigenous reeds that have a unique feature. The reed line, used to make the mats, has a soft, shiny, and
non-fragile surface. 2) Based on a circular economy, villagers in the community consider waste reduction
(reduce), reuse, recycling, and repair by collaborating with both government and private agencies to
drive business. 3) Using the green economy, they create Chantaboon mats as souvenirs. Villagers in the
community work together to produce souvenirs by emphasizing the balance in three areas: economic,
social, and environmental focus on producing “green products” that are environmentally friendly,
including green marketing. Entrepreneurs and villagers collaborate to develop community businesses
into community-based tourism social enterprises (CBT-SE) that help create jobs and income for people
in the community. It is a fundamental economic development and improves the quality of life.

KEY WORDS
Chanthaboon Mats, Souvenir, Bio, economy, Circular Economy, Green Economy
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A resilience approach to DMO communication during
the COVID-19 pandemic

Mansson Maria (1)
Eksell Jorgen (2)

ABSTRACTS

This article addresses how urban Destination Management Organisations (DMOs) in Sweden, have
understood their communicative role, developed communicative strategies and tactics in relation to
stakeholders during the COVID-19 pandemic. The aim of this research is to explore communication
strategies for urban destination resilience.

DMOs have a key role in balancing the interest of stakeholders, the management and branding
of a destination, and attracting visitors (Rodriguez-Diaz & Espino-Rodriguez, 2008; Stienmetz &
Fesenmaier, 2019). DMOs are expected to facilitate the conditions for other organisations within a
defined administrative boundary to meet political ambitions concerning economic and sustainable
development (Elbe et al., 2017). Hence, urban DMOs have a particularly challenging communicative
task given the number of stakeholders involved in a tourist destination. DMOs often have limited
budgets (Pike, 2004), work in complex organizational settings, representing municipal, political, and
industry interests, and work with stakeholders of various fields of operation, size, interest, and budget.
Several previous studies have pointed to the arduous task of DMOs to develop a strategy to mobilize
resources controlled by others (Buhalis, 2000; Gretzel et al., 2006). While the DMO is a central actor
in the destination, the literature indicates that the task of the urban DMO is complex and challenging
given the number of involved stakeholders and limited resources and decision-making power.

Resilience at a destination is based on the individual and the organisational level and how these levels
are connected to different networks in the tourism system like businesses, government, NGO’s and
the community (Hall et al., 2017). The different stakeholder networks within each destination and
surrounding regions are also of importance. Research concludes that the more range of networks there
is, the more resilient is the destination (Hall et al., 2017). However, resilience is not the same for all
stakeholders. It is important to take into consideration: resilience for whom, what, when, where, and
why? (cf. Meerow et al, 2016). This needs to be carefully considered when developing the communicative
strategies

This research is conducted in collaboration with the Swedish network of destination management
organisations (SNDMO) in a research project financed by the Swedish Agency for Economic and
Regional Growth (2021-2022). During 2021, 40 semi-structured interviews with members of SNDMO
were performed. Additionally, a couple of DMOs in different urban regions in Sweden have been
selected as partners to identify and discuss problems and best practises to develop communication
strategies in collaboration.

To deal with the difficult situation, DMOs established many new stakeholder collaborations locally.
A hurdle in these collaborations is the complexity that comes with stakeholder communication that
includes local businesses, residents, public organisations and so forth. Additionally, the communicative
role of the DMOS has expanded during the pandemic and accentuated new actors and relationships.
The communicative strategies and tactics that evolved during the crisis in relation to stakeholders are
characterised by handling several contradictions and dilemmas. The results indicate the success of the
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DMO is dependent on its ability to be proactive, adapt to a constantly changing environment, and use
established networks for communication work.

To conclude, this ongoing project increases the understanding of communicative strategies employed
for urban resilience that emerges in complex interactions between different stakeholders and the
communicative role of DMOs in an extraordinary situation.

KEY WORDS
Resilience, destination management organisations, collaborative research, urban tourism, strategic
communication

REFERENCES
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116.

Elbe, J., Gebert Persson, S., Sjostrand, F. & Agren, K. (2018), Network approach to public-private
organizing of destinations, IMP Journal, 12(2), 313-332. https://doi.org/10.1108/IMP-06-2017-0035

Gretzel U., Fesenmaier DR, Formica S. & O’Leary JT. (2006) Searching for the Future: Challenges
Faced by Destination Marketing Organizations. Journal of Travel Research, 45(2), 116-126.
doi:10.1177/0047287506291598

Hall, C.M., Prayag, G. & Amore, A. (2017). Tourism and resilience: individual, organisational and
destination perspectives. Channel View Publications.

Meerow, S. & Newell, J. P. (2019) Urban resilience for whom, what, when, where, and why?, Urban
Geography, 40:3, 309-329, DOI: 10.1080/02723638.2016.1206395

Pike, S. (2004). Destination Marketing Organisations. Elsevier
Rodriguez-Diaz M. & Espino-Rodriguez TF. (2008). A Model of Strategic Evaluation of a Tourism
Destination Based on Internal and Relational Capabilities. Journal of Travel Research, 6(4), 368-380.

doi:10.1177/0047287507308324

Stienmetz JL & Fesenmaier DR. (2019). Destination Value Systems: Modeling Visitor Flow Structure and
Economic Impact. Journal of Travel Research, 58(8), 1249-1261. doi:10.1177/0047287518815985

© 6th Annual Conference IPBA



A temporal perspective on the ‘representation work’
of urban place marketing

Warnaby Gary (1)
Medway Dominic (2)

ABSTRACTS

Inthispaperwearguethatplace marketersneedtoconsidertherole of temporalityintheir ‘representation
work’ if they are to effectively convey a richer sense of urban places. We analyse the complex relationship
between temporality and the place entity being marketed, drawing on diverse temporal and spatial
scales, and consider how both material and immaterial temporalities may be (selectively) appropriated
for the purposes of place marketing representation work. The paper concludes by suggesting that place
marketing scholars may need to incorporate history/historiography into the interdisciplinary mix that
forms the place marketing canon.

KEY WORDS
Place, Branding, Time, Temporality, Representation
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A theoretical framework for the integration of
technology, youth, and innovation in country
branding: a case study on South Africa

Salela Pumela (1)
Dinnie Keith (2)
Pathak Abhishek (3)

ABSTRACTS

Aims

A review of the literature revealed that there have been studies on topics such as country branding
in times of digital disruption, country branding and economic development and youth’s contribution
to competitiveness and growth in Africa. However, the relationships between youth, technology and
innovation do not appear to have been studied in relation to country branding. This study therefore aims
to contribute by developing a theoretical framework integrating youth, technology, and innovation into
the strategic development of country brands.

Theoretical framework

The key areas of focus of this study will be guided by a theoretical model consisting of the variables
mentioned under the aims of the study. This framework will uncover how these factors aid in the
creation of a country branding strategy and the underlying mechanisms for these relationships.

Through its youth a nation may be perceived as young, innovative, exciting, and agile. Innovation,
through Information and Communications Technology (ICT) has given youth the power to be nation
brand ambassadors by using tools such as social media to promote their countries.

A country’s innovative capacity refers to the potential of a country to produce commercially relevant
innovations, as both an economic and political entity (Furman, Porter & Stern, 2002; Reguia, 2014). The
concept of a country’s innovative capacity was first introduced by Christopher Freeman, who believed
that innovation was to be viewed as a pillar for economic growth (Sesay, Yulin & Wang, 2018).This study
will draw upon transient competitive advantage theory. This theory focuses on the advancement of
technology which causes competitive advantage to rise.

Main research approach

This study adopts a qualitative, theory-building approach. The data collection technique is purposive/
purposeful sampling. This involves reaching out to professional and diplomatic networks, for example
brand agency leaders, tourism body executives, investment promotion leaders, policy makers,
academics, brand strategists, foreign offices, and country marketing bodies.

Key arguments/findings

Based on the findings thatemerge from the primary data, a framework will be developed. The framework
will answer: How can technology contribute to country branding? In what ways can a youthful population
contribute to country branding? How can innovation contribute to country branding? What are the
links between technological capacity, youth, and innovation and how can these links be conceptualised
in the pursuit of country branding?
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Conclusions

This framework will uncover how the three factors, namely youth, innovation and technological
capacity aid in the creation of a country branding strategy and the underlying mechanisms for these
relationships thus providing a foundation for enriching country branding efforts beyond the current
well known frameworks of nation/country branding.

Practical implications

Based on the research findings, the study aims to propose a theoretical framework that assists countries
to incorporate the three identified categories such as demographic dividend, the use of technology and
their innovative capacity in enhancing the value proposition of the country brand.

KEY WORDS
Country Branding, Youth, Technology, Innovation

REFERENCES
Furman, J. L., Porter, M. E. & Stern, S. (2002). The Determinants of National Innovative Capacity.
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Achieving climate neutrality through co-creation:
understanding how middle managers and citizens
interact. The case of Klagenfurt.

Potz Magdalena (1)
Oriol Gillian (2)

ABSTRACTS

Faced with the complexity of the challenges of the 21st century, public organizations are invited to
adjust their organizational structure by attenuating vertical approaches in favor of more inclusive and
participatory models. As such, co-creation of public policy assumes that together, different types of
stakeholders can better identify common problems and develop solutions by sharing their experiences
and knowledge (Torfing, Serensen and Reiseland, 2019). Currently at the experimental level in public
organizations, it allows for the aggregation of a diversity of perspectives to develop innovative responses
that suit the needs and expectations of citizens, and thereby has the potential to effectively address
complex societal problems (Bentzen, Serensen and Torfing, 2020; Ansell and Torfing, 2021) and create
public value (Torfing et al., 2021; Voorberg et al., 2015).

Among the post-New Public Management (NPM) models of public administration, public value (Moore,
1995) emphasizes the role of government in producing value for users and society by building trust
and legitimacy in public decision-making through democratic dialogue (Bryson et al., 2014). Its strong
managerial dimension (Rhodes & Wanna, 2007) positions managers in the orchestration of public
value creation. This renewal of public management implies a strategic change for public organizations.
Change management at the level of decision-making functions has been widely studied (Hambrick &
Mason, 1984; Hamel & Valikangas, 2003; Lahouel et al., 2015). In our research, however, we are interested
in middle managers, both objects and actors of managerial transformations (Alis & Fergelot, 2012) with
a limited latitude for action (Karlsson, 2019). They act as ‘linking pins’ (Raes et al., 2011) between top
managers and citizens, which implies that they have a key role in the appropriation of change.

At present, it is discussed whether and how it is possible to transfer the public value approach to
European public administrations from the United States where it originated (Rhodes & Wanna, 2007).
This invites us to ask to what extent traditional procedures are alleviated in co-creation processes. We
wonder about the role middle managers play in this context. Hence, we aim to explore how co-creation
transforms the relationships between citizens and middle managers.

To do so, we study the city of Klagenfurt, Austria, which, as part of the European Commission’s “100
Climate-neutral Cities” program, aims to co-create local public policy for a more sustainable future. To
explore the relationship between the local public organization’s middle managers and citizens in a co-
creation process, we propose to mobilize a qualitative approach based on non-participant observation
of co-creation workshops, and semi-structured interviews (Romelaer, 2005) with these two types of
actors.

This research is still in progress at this point. Preliminary findings show that while managers seem
to cling to their established role perceptions, and hierarchy effects remain strong, intentional efforts
are made for citizens to express themselves. Citizens appear to be eager to seize this opportunity, and
open to engage in the co-creation process. However, separation between types of actors with different
competences, degrees of expertise, and backgrounds persists throughout the co-creation process. We

© 6th Annual Conference IPBA



propose to construct a typology of the relationships between middle managers and citizens participating
in a co-creation process. Several types can be identified, ranking from a reciprocal relationship to
mutual incomprehension.
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Additional Answer to the Question: What's in a
Place Name? Components of Reputation through a
Comparison of Five European Cities

Chamard Camille (1)
Alaux Christophe (2)
Carmouze Laura (3)

ABSTRACTS

In a globalizing world, cities are under pressure and must face increasing competition (Chamard
and Alaux, 2018) and the COVID-19 crisis affecting territories questions traditional models of place
marketing. Demographic tensions added to this health crisis increase citizens’ mistrust of local and
national policies (Karens et al., 2015). A growing number of cities around the world incorporate
promotion, marketing and/or branding to attract and retain residents, businesses, and visitors. In this
context, those territories must adapt to seek a better balance between attractiveness and hospitality to
improve their place reputation.

While some academic works focused on key dimensions of a place’s reputation, there is no stabilized
model that would allow local managers to understand it. According to Braun et al. (2018, p. 23),
place reputation reflects people’s collective attitude towards a place and is structured around four
characteristics: its consistency with the place image, its importance as the key factor in people’s attitudes
and behaviors towards a place, the result of past investments, actions, achievements and images, and
the evolution over time as it is less volatile overall than the image of the place.

Based on the model proposed by Alaux and his colleagues (2020), the research question raised by this
article is: what are the components of place reputation?

This article aims to fulfill this theoretical gap through an empirical investigation based on a mixed
and longitudinal methodology dealing with five well-known European cities: Amsterdam, Barcelona,
Berlin, London, and Paris.

The goal of the theoretical background is twofold. First, based on the work of Boisen and his colleagues
(2018), the purpose is to clarify the similarities and differences between place promotion, place
marketing, place branding and place development, to better understand the concepts of identity,
image, and reputation in the digital era. Then, a review of the models identifying the place reputation
components shows the need for a stabilized model so that place managers can promote attractiveness
and hospitality.

To clarify the differences between place identity, place image, and place reputation, we use the unifying
terminology of Brown et al. (2006) synthesized by Alaux et al. (2020, p. 141), that we put into perspective
in the digital era (Table 1).
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Table 1: Towards a Unified Terminology in the Digital Era

Viewpoint
“Who are we as an organization?”

“Who are we as an organization on the
internet?”

“What does the organization want others
to think about the organization?”
“What does the organization believe
others think of the organization?”

“What do stakeholders actually think of
the organization?”

“What do stakeholders actually think of

the organization on the internet?”

Definition

Mental associations about the organization held by
organizational members

All the content published on the internet - also called
digital traces - that allow an organization to be defined

Mental associations about the organization that
organization leaders want important audiences to hold

Mental associations that organization members believe
others outside the organization hold about the organization

Mental associations about the organization actually held by
others outside the organization

Mental associations published on the internet about the
organization actually held by others outside the
organization

Source: Adapted from Alaux, Carmouze and Serval (2020, p. 141)

Concept

Identity

Virtual identity

Intended image

Constructed image

Reputation

E-reputation

To show the need for a stabilized model of the place’s reputation components, Table 2 summarizes the
different models existing in the literature.

Table 2: Main Models Identifying the Key Components of Place Reputation

Components of a place’s reputation

The place as a character Sense of place

Kotler et al. (1999)
4 functions of a place

The place as entertainment et recreation

Anbholt (2006)

1 complementary
function to the previous
model

Physical identity of the place

Chamard (2014)

4 components to develop
place attractiveness and
hospitality

Influence of the territory Economy, gastronomy, local personalities
Place personality Sense of place
Alaux et al. (2020) Cultural dimensions Culture heritage, events, leisure, art, urbanism and landscape
4 components of place
reputation Economic vitality Tourism dynamism, education and business opportunies
Quality of life Quality of environment, infrastructures, good public services, local amenities

Source: Authors

The place as a service provider

Cultural and leisure dynamism

Perceived hospitality of the territory

The place as a fixed environment Infrastructure and natural environment

Economic and educational opportunities

The place as a cultural area Urban lifestyle

Hospitality of inhabitants

characteristics, climate

Local culture and traditions, leisure, sports, events

Definitions of the components

Quality of public services, such as safety, waste collection, education etc.

Events, leisure facilities and cultural place of consumption

Landscape, geographical indications, fauna and flora

Quality of life, transportation, characteristics of the inhabitants, demographic

To answer the research question, our research design is threefold. First, a multiple case study (Yin,
2018) seeks to analyze the reputation of Amsterdam, Barcelona, Berlin, London, and Paris through a
longitudinal analysis (Hassett and Paavilainen-Mantymaki, 2013). Then, the data collection is based on
two Computer Assisted Web Interviews addressed to 250 people (sample representative of the French
population) and carried out by the New Place Marketing and Attractiveness Chair, in collaboration with
the French Institute of Public Opinion. The first has been sent from the 15th to the 26th of February
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2017. The second has been sent from the 16th to the 23rd of December 2020. Finally, the data collected
are analyzed with a content analysis which is a widely used qualitative research technique (Miles et al.,
2014).

As the coding work is currently underway, we will be able to present the results in October.
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Place Marketing, Place Reputation, Place Attractiveness, Gioia Methodology, European Cities
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Can a bishop from the nineteenth century be used
for city branding? Cocreating cultural experience for
residents by residents

Rauhut Kompaniets Olga

ABSTRACTS

Using personality association is a well-known instrument in place branding. Starting with a “Gaudi
gambit” and Barcelona, different places are constantly in search for successful individuals who has an
attachment to the place. Some categories of “place celebrities”, such as writers, artists, musicians, and
sportsmen, are proven to be more suitable for place branding than others like politicians and scientists,
who are a quite vulnerable one. But what about a person with a clergy attachment to the place?

Lund is considered one of the oldest cities in Scandinavia. Being a religious capital of Scandinavia
until the Danish reformation, Lund got its status of an “academic village” after, and kept this title, with
strong university cultural in historical traditions. Johan Henrik Thomander, bishop of Lund, professor
of theology and vice-chancellor of Lund university, and the first translator of Shakespeare’s poems into
Swedish, holds a very central position in the modern cultural history of Lund.

Ten years ago, some residents of Lund started a non-profit association “Thomanders world” aiming at
creating city identity based on the reach cultural history of the city, by associating these traditions with
one of the city’s profiles from the mid-nineteenth century, Johan Henrik Thomander.

The first activity delt with Christmas traditions in nineteenth century Lund (Thomander’s Christmas)
and its Christmas fair was ranked among top-10 most attractive Christmas fairs in Sweden a few years in
a row. During the pandemic, an online Easter charity week was organised, and this year the first Easter
fair was arranged in central Lund in cooperation with local producers, craftsmen, and hospitality sector.
All the profit went to charity. Thomander’s world is also involved in different cultural events organised
by local stakeholders.

Aim
This paper discusses how a nineteenth century local character is used to build a cultural- historical
place brand for the city of Lund as a bottom-up residents’ initiative.

Theoretical framework
Place branding framework together with personality association and hallmark events builds up a
conceptual framework, where also a bottom-up approaches and residents’ engagements are included.

Main research approach

Participatory observation and content analysis of different media are used.

Key arguments/findings. The events co-organised by Thomander’s world are good examples on place
branding activities going beyond traditional time-limited events. The findings suggest that personality
association can be used to build a place brand in a more continuous and complex way and revitalise the
city’s cultural history.

Conclusions

Residents’ initiative in cocreating city brand and identity revitalises local cultural history and bringing
together different local stakeholders. This is important for building an internal place brand. The added
value of this paper is that it indicates that the disconnection between culture and place branding is
not as hard as suggested by Kavaratzis and Ashworth (2015), rather it can act in a complementary way.
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Practical implications

laces have to go beyond the classical celebrities identifying individuals who touches the emotional
strings of the residents and local stakeholders. Secondly, NGOs and non-profit associations may be
more successful in doing so than local DMOs.

KEY WORDS
Place branding, personality association, residents’ engagement
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Can numbers tell the story? - An investigation on
the impact of three place branding and marketing
campaigns 2003 - 2019 on the attraction of new
residents to the Isle of Man

Clements Florida

ABSTRACTS

This study investigates the impact of three place branding and marketing campaigns conducted by the
Isle of Man government between 2003 and 2019. Using archival data from the IoM Census and data on
the taxpayers in the IoM, research analyses the fluctuation on the number of residents relocating to and
from the Isle of Man during the period covered by the campaigns and tries to establish whether any
changes can be attributed to the campaigns. Findings suggest that the residents’ numbers increased
during two of the three campaigns, however full causality cannot be confirmed.

KEY WORDS
Place branding, place marketing, resident attraction, campaign evaluation
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Citizen participation in place branding through
cocreation and coproduction: a systematic literature
review

Ripoll Gonzalez Laura (1)
Klijn Erik Hans (2)
Eshuis Jasper (3)

ABSTRACTS

Place branding has evolved from a marketing-led approach to enhance a positive place image to a
governance tool to support place development (Eshuis & Klijn, 2012). Scholars and practitioners have
highlighted the need to involve residents in place branding processes for the effective implementation of
symbolic and physical interventions (Kavaratzis & Kalandides, 2015) to increase buy-in and democratic
legitimacy (Eshuis and Edwards, 2013). The concepts of cocreation and coproduction are increasingly
loosely applied to highlight the interactive nature of place branding and the key role of residents in
the process. From a process perspective, cocreation and coproduction can refer to: 1) different groups
of actors (or citizens) involved; 2) various degrees of intensity of their involvement, and; 3) distinct
phases of the branding process where it is supposed to play an important role. We conduct a systematic
literature review of conceptual and empirical approaches to engaging citizens under the place brand
co-creation or co-production approaches towards a research agenda and a framework for citizen
participation.

KEY WORDS
Systematic literature review, co, creation, co, production, citizen participation, place branding
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City branding in a multi-level governance context Five
types of Urban Development approaches in Saudi
Arabia and their branding performance

Alsayel Abdulrhman (1)
Fransen Jan (2)
De Jong Martin (3)

ABSTRACTS

Place branding (PB) is increasingly utilized as a tool to achieve national, regional, and local policy
objectives. As centralized administrative systems are likely to exercise control on PB, this may however
affect its effectiveness. While PB is widely studied, the effect of multi-level governance (MLG) on PB
performance in centralized administrative systems remains understudied. This paper therefore
examines how MLG models affect PB performance in centralized administrative systems. Saudi Arabia
offers a unique opportunity to examine this relationship as it pilots five MLG models within the context
of its national transformation program. The study is approached as a multiple case study of nine cities.
Its main conclusion is that MLG models affect PB performance. In Saudi Arabia, direct access to central
leadership and resources aids the performance of PB, while privatization enables flexibility of PB. Study
findings furthermore show that some cities are too big to fail. Cities such as Riyadh and NEOM are of
prime importance and receive plenty of resources and leadership attention, while others are considered
peripheral, are under-resourced, and therefore their branding performance also suffers. Emerging
differences in PB performance associated with different MLG models are thus likely to deepen the gap
between urban economic winners and losers.

KEY WORDS
Place branding, Saudi Arabia, Multi, level governance
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City branding, regional identity and public space;
Mapping the use of historical and cultural symbols
through architecture and public works in historically
contested Nord and Pas-de-Calais (France)

De Jong Martin (1)
Lu Haiyan (2)

ABSTRACTS

Many regions in the world have been historically contested: they tend to be located at the territorial
edge of strong national powers and have been occupied and influenced by different nations. The French
departements Nord and Pas-de-Calais, which until recently jointly constituted a French region, is one
of them. After having been part of the fairly rich and baroque Southern Netherlands until the late 17th
and early 18th centuries, since Louis XIV they have been incorporated with the French Kingdom (later
Republic) of France. Nonetheless, the historical counties of Flanders, Hainaut and Artois are still often
symbolically referred to in city branding activities of municipal governments such as Lille, Dunkirk,
Valenciennes, Cambrai and Arras. In this contribution, we will examine what historical and cultural
symbols can be found in public space, more specifically public buildings. Almost all cities, towns and
villages that existed many centuries ago still exist to the modern day, but the intriguing question is
how they currently brand themselves and the region they find themselves in and what symbols they
adopt to bear out their respective identities. This is done by (1) distinguishing the various historical and
cultural symbols relevant to this region, (2) identifying the relevant public buildings in towns in the
region with over 20,000 inhabitants and (3) mapping the patterns of referencing historical and cultural
symbols through so-called primary communication (in public space). We have divided up the region
under study in five different sub-regions: maritime Flanders, roman Flanders, Hainaut, Cambresis,
Artesia and found one or more towns for data collection and analysis in each of these sub- regions. The
findings reveal that ancient Flemish symbols such as regionalist architecture, the Flemish lion, ancient
(Dutch) street names and heroic pirates are most strongly fostered in maritime Flanders and to a lesser
extent in roman Flanders, but that they now appear to be used in harmony with French symbols, such
as the Mazarin fortifications, war memorials and modernist high-tech constructions erected at later
dates. Regionalist (neo-Flemish) building styles and typical estaminets (for drinking beer rather than
wine) are almost equally conspicuous in the other three sub-regions and cherished as local folklore, but
this has not precluded the region as a whole from being chronically undervalued within France as an
economic lesser developed, cold, foggy and generally unattractive part of the country.

KEY WORDS
Regional identity, public space, architecture style, historical and cultural symbols, Nord, Pas-de-
Calais
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Co-creating city brand identity: the case of Ghent

Wolf Egbert (1)
Van Selm Martine (2)
Peelen Ed (3)

ABSTRACTS

This paper foc